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Abstract 

Client relationship management (CRM) plays a pivotal role in the success of automotive businesses, where 

intense competition and customer loyalty are key differentiators. This study examines the strategies 

employed by leading automotive firms to establish, cultivate, and maintain long-term client relationships. 

Through an in-depth case study analysis, the research evaluates companies recognised for their superior 

CRM practices, identifying the operational, technological, and interpersonal approaches that contribute to 

their success. Data was collected via qualitative methods, including executive interviews, customer 

surveys, and analysis of industry reports, to uncover best practices and emerging trends. The findings 

reveal that personalised customer engagement, data-driven decision-making, and post-sale relationship-

building are critical components of effective CRM in the automotive sector. Additionally, the study 

highlights the growing influence of digital tools, such as AI-driven analytics and omnichannel 

communication platforms, in enhancing client interactions. By synthesising these insights, the research 

provides actionable recommendations for automotive firms seeking to strengthen customer retention, 

improve satisfaction, and gain a competitive advantage. This study contributes to both academic discourse 

and industry practice by bridging theoretical CRM frameworks with real-world applications in the 

dynamic automotive market. 
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1. Introduction 

The automotive sector is a pillar of modern society, allowing for global mobility and economic progress 

(Cohen et al., 2017). However, in the face of severe competition and rapid technological improvements, 

automakers must not only attract but also keep customers. Building long-term client relationships is crucial 

for sustained success in this rapidly evolving industry (Homburg et al., 2008). This thesis examines the 

strategies and procedures employed by automotive businesses to establish and maintain excellent client 

relationships. 

The automotive sector is characterised by fierce competition, rapidly changing consumer preferences, and 

ongoing technological advancements. In such a scenario, an automotive business’s capacity to establish 

long-term connections with clients is vital to its success. While gaining new clients is important, 

maintaining existing ones can have a greater influence on profitability and market share growth. 
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Recognising the importance of client interactions, automotive companies are increasingly focusing on 

creating successful CRM strategies (Kotler & Keller, 2016). 

This finding has important ramifications for both academics and industry. This study contributes to the 

existing body of knowledge on CRM in the automotive industry by analysing real-world case studies and 

identifying effective client relationship management strategies. Furthermore, the findings of this study can 

provide significant insights and practical recommendations to automotive companies seeking to enhance 

their client relationship management procedures and gain a competitive advantage in the market. 

Despite recognising the value of client relationships, many automakers fail to develop and sustain 

meaningful connections with their customers (Nguyen & Simkin, 2013). This is demonstrated by 

significant customer churn, decreased loyalty, and unfavourable feedback (Meyer-Waarden, 2013). 

Understanding the variables that lead to successful client relationship management, as well as identifying 

industry best practices, are crucial stages in addressing this challenge (Stauss & Seidel, 2019). 

The primary objective of this research is to investigate and analyse the tactics used by leading automakers 

to develop long-term connections with their customers (Verhoef & Lemon, 2013). Specifically, the study 

seeks to identify the primary influences on client relationships in the automobile business, examine the 

strategies and procedures used by selected automobile companies noted for excellent client relationship 

management, evaluate the efficacy of these strategies in increasing client loyalty and satisfaction, provide 

insights and advice to automotive companies looking to improve their customer relationship management 

initiatives, to achieve the aforementioned objectives (Meyer-Waarden, 2013; Reinartz & Kumar, 2003). 

This study will answer the question: What are the primary variables driving client relationships in the 

automobile industry? (Palmatier et al., 2006). What techniques do leading automobile firms use to develop 

and maintain excellent client relationships? How effective are these tactics for increasing client loyalty 

and satisfaction? Moreover, finally, what lessons can other automakers take from the best practices found 

in this study? 

This study examines customer relationship management (CRM) strategies in the automotive sector, 

focusing on case studies from three major corporations: Mercedes-Benz, BMW, and Toyota. The primary 

goal is to understand how these businesses utilise CRM techniques to establish and maintain strong client 

relationships. Examining CRM technology, personalisation strategies, customer engagement tactics, and 

the incorporation of feedback mechanisms are all included in the scope (Van Doorn et al., 2020). The 

study also examines how these businesses address common CRM challenges, including the adoption of 

new technologies, data management, and meeting customer expectations. The research’s analysis of these 

elements aims to identify best practices and provide guidance that can be applied in the automotive 

industry and other industries with similar CRM requirements. 

This study has several shortcomings despite its thorough methodology. The study is limited to three 

automotive businesses, which may not be a representative sample of the industry as a whole or of other 

industries. The results’ generalizability may be limited by the possibility that the conclusions are unique 

to the tactical and operational quirks of Mercedes-Benz, BMW, and Toyota. Secondly, a significant 

portion of the research is based on publicly accessible secondary data, such as corporate reports, case 

studies, and previous publications. This dependence on secondary data collection techniques, such as 

surveys or interviews, may introduce bias or restrict the breadth of the research. Furthermore, the 

information may quickly become outdated due to the ongoing growth of CRM systems, which could 

eventually reduce the applicability of the findings. Last but not least, a lack of thorough exploration results 
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in cultural and regional variations in customer expectations and behaviour, which may affect the 

effectiveness of CRM techniques in specific fields or demographic groups. 

 

2. Literature Review 

Recent research by Hu and Basiglio (2024) examines how automotive companies are leveraging CRM 

systems and big data analytics to enhance marketing strategies and quality management in the post-

pandemic era. Their qualitative study of eight major automakers reveals that effective CRM adoption 

drives operational improvements while fostering a stronger digital culture. However, the research also 

identifies significant implementation challenges that organizations must overcome to fully realize these 

benefits. 

Despite widespread recognition of CRM's value, Bohling et al. (2006) found through their survey of 101 

U.S. companies that many organizations struggle with execution. Their research emphasizes that 

successful CRM implementation requires more than technology - it demands strategic alignment with 

marketing objectives and cross-functional collaboration. This highlights the importance of organizational 

readiness alongside technological adoption. 

Buttle and Maklan's (2019) seminal work provides a comprehensive framework for understanding CRM 

applications across customer lifecycle stages. Their practical approach distinguishes between strategic, 

operational, and analytical CRM functions, making complex concepts accessible to both students and 

practitioners. This resource remains particularly valuable for understanding how CRM supports customer 

acquisition, retention, and development. 

In the emerging autonomous vehicle sector, Eggers and Eggers (2021) discovered interesting consumer 

brand preferences through choice experiments. While tech brands like Google enjoy general preference, 

traditional automakers maintain an advantage in purchase (but not rental) scenarios. These findings 

suggest that brand extension strategies must be carefully tailored to different sales models and consumer 

perceptions in this evolving market. 

This synthesis of recent research demonstrates that while digital transformation offers significant 

opportunities for automotive companies, success depends on strategic implementation, organizational 

alignment, and customer-centric approaches adapted to specific market conditions. 

Research by Sommer et al. (2021) examining 167 global automotive firms reveals that digital 

transformation is largely a strategic shift, yet many companies still struggle to fully integrate digital 

technologies. Similarly, Dremel et al. (2017) highlight that traditional automakers face significant 

organizational challenges when adopting big data analytics (BDA), requiring new structures, processes, 

and close IT-business collaboration. Giacosa et al. (2022) further emphasize that successful digital 

transformation depends on cultivating a digital mindset, agile structures, advanced digital skills, and strong 

IT infrastructure. 

The digital era has led to an explosion of big data, enabling businesses to engage customers more precisely 

through targeted interactions. By leveraging data analytics, companies can strengthen customer 

relationships and drive successful product innovation (Kumar et al., 2020). In this environment, CRM 

systems have become essential for data management and operational efficiency, helping businesses tailor 

products to customer needs and improve overall performance. As Bhaskar (2020) notes, combining Total 

Quality Management (TQM) with a customer-centric marketing strategy can enhance competitiveness—

but this requires strong leadership support and investment in automated data systems. 
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3. Methodology 

To compare the CRM strategies of Toyota, BMW, and Mercedes-Benz, this section outlines the research 

methodology, data collection procedures, and data analysis approaches. Through a methodical approach, 

the technique ensures an understanding of how these companies establish and maintain customer 

connections in the automotive sector. 

The study uses a comparative, qualitative case study methodology. This layout was selected to provide a 

comprehensive understanding of the CRM tactics employed by each company and to facilitate an in-depth 

comparison of their procedures. 

The qualitative approach focuses on using in-depth descriptions and thematic analysis to comprehend the 

subtleties and context of a CRM strategy. 

A Comparative Case Study enables the comparison of CRM tactics from other brands, highlighting 

parallels, divergences, and distinctive methods. 

3.1 Data Collection Methods 

The objective is to gather a comprehensive theoretical understanding and current information on CRM 

strategies used in the automotive sector by sourcing data from academic journals, credible websites, 

industry reports, and scholarly publications. This will involve a methodical search and analysis of pertinent 

literature, emphasising digital tools, personalisation, consumer engagement, loyalty programs, and after-

sales services. 

The objective is to conduct a thorough analysis of Mercedes-Benz, BMW, and Toyota’s CRM strategy by 

sourcing data from official websites, press statements, company reports, consumer testimonials, and third-

party analyses. The process is facilitated by gathering qualitative information on each brand’s CRM 

procedures, followed by a thematic analysis to identify key elements and strategies. 

The objective of the interview is to gather in-depth information about CRM methods from professionals 

in the marketing field. The participants include CRM managers, marketing directors, and automotive 

sector specialists. The method used is a semi-structured interview conducted over the phone or via video 

conference. The questions are based on an interview guide that covers the specifics of the CRM strategy, 

customer involvement, dealer network, after-sales services, obstacles, and possibilities. 

3.2 Data Analysis 

The data gathered from the interviews, case studies, and literature study were subjected to thematic and 

comparative analysis methods. Taking a look at the thematic analysis, the objective is to recognise and 

examine important themes and trends in Mercedes-Benz, BMW, and Toyota’s CRM strategies. The 

process involves coding qualitative data to identify recurring themes in CRM elements, including dealer 

network quality, digital engagement, personalisation, and loyalty programs. Taking a look at the 

comparative analysis, the objective is to conduct a methodical comparison of the CRM plans of the three 

brands. The process involves comparing themes from Toyota, BMW, and Mercedes-Benz to show 

parallels, variations, and distinctive strategies. The comparative data were visualised using summary tables 

and charts. 

3.3 Validity and Reliability 

To verify the validity and reliability of the data, we employ triangulation, which involves the use of 

multiple data sources, including case studies, interviews, and literature, to validate the results and provide 

a comprehensive understanding of CRM techniques. Peer review is another method for verifying the 

validity and reliability of data, which involves utilising a range of data sources, including case studies, 
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interviews, and literature, to validate results and provide a comprehensive understanding of CRM 

techniques. 

3.4. Ethical Considerations 

It is essential to ensure the anonymity and confidentiality of participants during the interview. Prior to 

conducting interviews, all participants must provide their informed consent. To safeguard participant 

information and guarantee data integrity, all collected data is handled and stored securely. The technique 

that has been selected offers a strong foundation for analysing and contrasting Mercedes-Benz, BMW, 

and Toyota’s CRM strategies. Through the use of a comparative methodology and qualitative research, 

this study aims to shed light on the efficient CRM procedures employed in the automotive sector. The 

methodical gathering and examination of data guarantees the quality and reliability of the results, 

advancing our comprehension of how these top businesses establish and nurture customer interactions. 

 

4. Conceptual Framework of Client Relationship Management 

Gaining an understanding of CRM’s strategic significance in the automobile industry requires an 

understanding of its conceptual foundation. This section covers the definition of CRM, key tactics and 

challenges, and the reasons why it is crucial for automakers. The case study comparisons are based on 

theoretical understanding. 

4.1 Concept and Main Features 

Client Relationship Management (CRM) is a strategic approach to developing and maintaining mutually 

beneficial client relationships, aiming to maximise long-term value for both the organisation and its 

customers (Peppers & Rogers, 2016). CRM in the automotive sector refers to a range of actions and 

methods aimed at better understanding customer needs, providing personalised experiences, and fostering 

loyalty and retention. 

Through an examination of these key features: industry overview, case studies selection, strategic 

approaches, challenges and solutions, customer experience enhancement, data-driven insights, 

collaborative partnerships, impact on business performance, lessons learned and best practices, and future 

outlook, the case study analysis offers insightful information about successful client relationship 

management tactics in the automotive sector, along with practical suggestions for businesses looking to 

improve their customer-centric strategy and foster long-term success. 

CRM systems provide a centralised database of client information that can be accessed and analysed to 

enhance client retention, loyalty, and satisfaction. Businesses may use this data to personalise interactions 

and provide customised experiences, which will ultimately increase sales and foster consumer loyalty 

(Prahalad & Ramaswamy, 2004). CRM is a strategy that combines technology, people, and processes to 

enhance customer service, boost sales, and foster lasting relationships with customers (Verhoef & Lemon, 

2013). 

One of CRM’s primary functions is contact management, which provides a centralised database for 

keeping comprehensive client data, enabling effective communication and customised support. By 

automating sales procedures, tracking leads, and managing sales pipelines, sales management solutions 

increase productivity and expedite deal closure. Marketing automation elements facilitate the 

development, implementation, and evaluation of marketing campaigns through many channels, 

incorporating segmentation and targeting functionalities to deliver customised messages (Rust & Verhoef, 

2005). Technologies for analytics and reporting provide insights into customer behavior and sales 

performance, while customer service and support handle requests for assistance and address questions. By 
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automating repetitive tasks, workflow automation enhances productivity, and mobile access enables teams 

to continue working remotely. CRM solutions use social media integration to track and interact with 

customers, as well as interact with other company systems to guarantee a unified picture of customer data. 

Collaboration elements improve team coordination and productivity, while customisation possibilities 

allow the CRM to be tailored to particular business needs. By implementing a CRM system with these 

functionalities, companies can attract, serve, and retain customers more effectively, which in turn boosts 

revenue, fosters customer loyalty, and promotes overall corporate success. 

4.2 Strategies For Building Strong Client Relationships 

Effective client relationship building is crucial for any firm’s success, and several key tactics can help 

develop and maintain these relationships. Consistent, open, and honest communication is crucial for 

keeping clients informed and addressing their concerns promptly. Understanding clients’ needs, 

objectives, and challenges enables the tailoring of products and services to meet their specific 

requirements, while providing value through solutions that address their problems or help them achieve 

their goals (Kotler & Keller, 2016). 

To establish and preserve meaningful client relationships, consider the following crucial tactics: It is 

important to communicate in a personalised way. By leveraging CRM data, companies can customise 

emails, offers, and other communications to each customer’s preferences, helping them feel important and 

understood. As a way to demonstrate your commitment to improving their experience, active listening 

involves paying attention to what customers have to say and acting on it promptly. A commitment to the 

client’s success is demonstrated by consistent engagement through follow-up emails, calls, or meetings. 

Loyalty program implementation encourages and rewards consistent business. Building trust and fostering 

loyalty requires consistently delivering high-quality goods and services that exceed expectations. 

Commitment to client satisfaction is further demonstrated by proactive assistance, which anticipates and 

resolves potential issues before they escalate. 

Transparency and dependability are key components of building client trust. Long-term relationships are 

built on being open and honest in all interactions with clients, and client confidence is reinforced by 

consistently meeting commitments. Businesses can provide timely and relevant solutions to their clients 

by regularly conducting market research and utilising feedback systems to understand their demands. To 

ensure client satisfaction and prevent further issues, effective problem-solving requires prompt issue 

resolution and thorough follow-up. The company becomes a trusted advisor by adding value through 

knowledge exchange and creating solutions tailored to each client’s specific needs. Automation and CRM 

technologies, for example, simplify repetitive chores and free up time for more individualised 

communication. Promoting a customer-centric culture and ongoing learning to stay current on best 

practices in customer relationship management should be the main goals of employee training. Lastly, 

creating a community through webinars, events, and client forums encourages loyalty and a sense of 

belonging. Businesses can enhance customer satisfaction, loyalty, and overall business success by 

implementing these strategies and fostering lasting relationships with their clients. 

https://www.ijfmr.com/
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Figure 1:  CRM Life Cycle  (Source: Ibrahim et al., 2017) 

 

4.3 Challenges in Client Relationship Management 

Managing client relationships (CRM) presents several challenges that are essential to maintaining healthy, 

lasting client connections. To create solutions and personalise messages, it is imperative to have an 

efficient system in place for managing, updating, and safeguarding client data. It may require considerable 

effort and resources to integrate various CRM systems used for customer service, marketing, and sales 

into a unified, cohesive system. Automation tools and data analytics are essential for large-scale 

personalisation, particularly in enterprises. Building trust requires consistent communication across 

various channels, but doing so across multiple teams can be particularly challenging. Proactive strategy 

revisions are necessary to accommodate changing client needs (Kotler & Keller, 2016). In changing 

workplaces, expectations can be challenging to manage, particularly regarding deliverables and timelines. 

Effective communication, empathy, and honesty are crucial for resolving conflicts. Maintaining client 

loyalty necessitates providing outstanding value and creating relationships that go beyond sales. Strategic 

planning, technological investment, ongoing employee training, and a customer-centric culture that 

prioritises relationship-building and customer engagement are all necessary to overcome these obstacles. 

Client relationship management, or CRM, is a vital component of corporate strategy, particularly in sectors 

such as the automotive industry, where client loyalty is paramount and competition is intense. Despite its 

significance, several obstacles may hinder the efficient implementation of CRM. A significant obstacle to 

data management is the enormous volume and variety of client data, which makes it challenging to 

guarantee correctness and comprehensiveness. Robust technological solutions are needed to integrate data 

from various touchpoints into a single system. Another problem with personalisation is that customers 

want customised, which means predictive analytics and in-depth customer insights are required. 

Maintaining individualised contacts makes scalability challenging, especially for multinational 

corporations. Adopting new technology entails significant implementation expenses, as well as the 

technical difficulty of integrating new instruments with existing systems. CRM initiatives are becoming 

increasingly complex due to growing consumer expectations, which require seamless and consistent 

experiences across multiple channels (ScienceSoft, 2024). 
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Security and privacy are also critical issues. Adherence to data protection laws, such as the CCPA and 

GDPR, is imperative and intricate, especially for global corporations. Continuously investing in security 

measures is essential to safeguard customer data from breaches and cyberattacks. Sustaining consumer 

involvement over an extended period requires ongoing innovation and adept handling of unfavourable 

criticism to maintain credibility, particularly in markets with protracted product life cycles. Effective CRM 

requires employee buy-in and training, which necessitates continuous skill development and the 

establishment of a customer-centric organisational culture. Due to the indirect and long-term nature of the 

benefits, measuring the return on investment (ROI) of CRM activities is difficult, and developing 

appropriate metrics necessitates careful planning. To stand out in a competitive market, businesses must 

innovate and offer distinctive value propositions. Lastly, managing client relationships across cultural, 

linguistic, and regulatory divides, as well as addressing customer diversity, adds even another level of 

complexity. In order to overcome these obstacles, CRM must be approached comprehensively and 

adaptively. This includes making investments in cutting-edge technology, cultivating a customer-centric 

culture, ensuring compliance with regulations, and continually adapting to meet the evolving needs of 

customers to enhance customer satisfaction, loyalty, and overall business performance. 

4.4 Importance of CRM for the Automotive Industry 

In both societal progress and the global economy, the automobile industry is vital. It employs millions of 

people globally and generates significant profits from car sales, aftermarket services, and supplementary 

services such as finance and insurance (Wells & Nieuwenhuis, 2012). Technological innovation drives 

advancements in electric vehicles, autonomous driving, and safety features, thus influencing other sectors 

of the economy (Lienert, 2020). The automotive industry faces environmental challenges related to 

resource recovery and vehicle emissions, necessitating improvements in fuel efficiency and the 

development of alternative power sources to mitigate environmental impact (Anderson & Domingo, 

2012). Automobiles enable travel for business, education, healthcare, and leisure, especially in areas with 

limited public transportation (Sheller, 2004). Ride-hailing and car-sharing services have enhanced urban 

transportation (Allen & Wang, 2020). Trade agreements and tariffs have a significant impact on the 

complex global supply chain of the automotive industry, necessitating cooperation between governments 

and stakeholders (Yeats, 2010). Cars are cultural symbols of status and lifestyle, influencing art, fashion, 

music, and film, while reflecting societal trends (Featherstone, 2004). Hence, the automobile sector is 

crucial to the advancement of technology, environmental sustainability, cultural growth, and economic 

stability, and its continuous adaptation is necessary for its sustained prosperity. 

Strong client relationships increase the likelihood of future visits and brand recommendations, making 

customer loyalty and repeat business crucial in a competitive market. According to McKinsey research, 

brand loyalty increases revenue and market share through repeat purchases and brand endorsements. New 

consumers tend to spend 67% less on automobile services than recurring customers (McKinsey & 

Company, n.d.). According to Nielsen research, 92% of consumers trust referrals from friends and family, 

which strengthens a brand’s image of dependability and quality (Nielsen, 2021). Research published in 

the International Journal of Research in Marketing and the Journal of Business Research highlights the 

influence of word-of-mouth on future purchase intentions and brand perception (Various authors, 2018). 

After-sales support—such as fast service and customer assistance—is essential for customer satisfaction 

and loyalty (Power, 2022). As noted by Bain & Company, a 5% improvement in customer retention can 

result in a substantial increase in profitability (Bain & Company, n.d.). Customer input drives changes to 

products and services; according to Deloitte, 59% of automotive executives view it as essential to 
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innovation (Deloitte, 2020). Personalisation and customisation improve the consumer experience, and 

strong emotional ties encourage brand loyalty. Referrals from happy clients increase the number of 

possible business opportunities. Toyota is a prime example of a company that values its customers, placing 

a high value on enduring relationships by providing excellent products and services and giving careful 

consideration to consumer opinions. Jeffrey K. Liker’s book “The Toyota Way” details their dedication 

to quality and dependability, emphasising strict quality control and ongoing improvement (Liker, 2004). 

 

 
Figure 2: Maximise Car Sales with an Automotive CRM (Source: HubSpot, 2024) 

 

5. Case Study Analysis 

The practical applications of CRM principles by three significant automakers—Toyota, Mercedes-Benz, 

and BMW—are empirically discussed in this section. The study finds both common behaviours and unique 

techniques by examining and contrasting their strategies. Every instance illustrates the strategic aims of 

various vehicle brands and guides the implementation of CRM. 

5.1 Case Study 1: Toyota 

Analysing the automotive industry involves examining various aspects such as market trends, competitive 

landscape, technological advancements, regulatory environment, and consumer behaviour (Gao et al., 

2016). 

Background Information on Toyota as a Leading Automaker 

Headquartered in Toyota City, Aichi, Japan, Toyota Motor Corporation is one of the world’s largest 

automobile manufacturers. Kiichiro Toyoda founded the company in 1937 as a spin-off of his father’s 

enterprise, initially focusing on car production (Liker, 2004). Today, Toyota has evolved into a global 

conglomerate spanning multiple industries, including finance, robotics, and biotechnology (Toyota Motor 

Corporation, 2021). 

Toyota is renowned for its cutting-edge production techniques, especially the Toyota Production System 

(TPS), which emphasises efficiency, quality, and continuous improvement (Ohno, 1988). The company 

operates production plants and sales offices across North America, Europe, Asia, and other continents, 

with a wide range of offerings including sedans, SUVs, trucks, hybrids, and electric cars (Toyota Motor 

Corporation, 2021). Notable models include the Corolla, Camry, Prius, and Tacoma. With the Prius, 

Toyota introduced hybrid technology to the world and continues to invest in alternative fuel vehicles such 

as hydrogen fuel cell technology (Liker, 2004). Toyota is recognised for building reliable, high-quality 

https://www.ijfmr.com/
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automobiles, with a strong emphasis on customer satisfaction and quality control that enhances brand 

loyalty (Toyota Motor Corporation, 2021). 

The “Toyota Way,” Toyota’s distinctive corporate culture, places a strong emphasis on respect for 

individuals, teamwork, and long-term thinking (Liker, 2004). Despite industry headwinds, Toyota 

continues to perform well financially and is regularly ranked among the top manufacturers in terms of 

revenue and profitability (Toyota Motor Corporation, 2021). As a leader in automotive technology, Toyota 

partners with digital firms to promote innovation and invests in connected, autonomous, and artificial 

intelligence-enabled vehicles (Toyota Motor Corporation, 2021). The company also participates in CSR 

initiatives promoting community development, environmental preservation, and education worldwide, 

which solidifies its standing as a top automaker (Toyota Motor Corporation, 2021). 

Toyota’s corporate culture, known as the “Toyota Way,” emphasises ongoing development and customer 

satisfaction, prioritising customer requirements and striving for excellence, driven by key values such as 

“Kaizen” and “Customer First” (Liker, 2004). This strategy is elaborated in Jeffrey K. Liker’s book “The 

Toyota Way,” which examines Toyota’s commitment to customer satisfaction and continuous 

improvement (Liker, 2004). By conducting focus groups and surveys, Toyota actively seeks out client 

feedback to improve the ownership experience. High scores in the Customer Service Index (CSI) Survey 

demonstrate Toyota’s commitment to providing after-sales support, an important aspect of the brand 

(Power, 2022). 

Transparency and respect form the foundation of trust and loyalty, ensuring enduring partnerships. Toyota 

invests in cutting-edge technologies to meet evolving consumer demands, including enhanced safety 

features and fuel-efficient cars (Toyota Motor Corporation, 2021). The company’s social responsibility 

and community involvement programs deepen its bonds with clients (Toyota Motor Corporation, 2021). 

Toyota’s emphasis on quality and customer satisfaction is evident in official documents such as the 

Sustainability Reports, Annual Reports, and the Toyota Global Vision (Toyota Motor Corporation, 2021). 

Toyota aims to build enduring relationships with its customers through its CRM procedures. Advanced 

CRM systems provide a comprehensive picture of the customer journey, enabling personalised 

experiences and predictive analytics by integrating data from several touchpoints (Liker, 2004). Customer 

loyalty programs such as ToyotaCare and feedback mechanisms enhance customer retention. Toyota can 

access and analyse comprehensive data from dealer interactions, digital platforms, connected cars, and 

social media monitoring. This data-driven approach enables Toyota to enhance customer service, 

personalise marketing, and proactively manage car maintenance. Toyota ensures effective and secure use 

of consumer data by utilising AI and advanced analytics (Toyota Motor Corporation, 2021). Toyota’s 

CRM strategies, which enhance customer satisfaction and loyalty, establish it as a leader in the automobile 

industry. 
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Figure 3: The Ultimate Guide to Developing a Custom CRM System (Source: SumatoSoft, 2024) 

 

Toyota’s Approach To Personalised Marketing, Customer Service, And Post-Sales Support 

Through specialised marketing, after-sales support, and customer service, Toyota aims to deliver a 

seamless and satisfying customer experience. The company utilises data-driven insights to create 

personalised marketing campaigns tailored to specific client requirements and preferences through digital 

interactions on social media, mobile applications, and email marketing (Toyota Motor Corporation, 2021). 

Enhancing consumer segmentation and ensuring a fully integrated omni-channel experience are areas for 

improvement (Toyota Motor Corporation, 2021). 

Comprehensive client profiles, proactive communication, and well-trained staff are the cornerstones of 

Toyota’s customer service, translating into favourable dealership experiences and excellent ratings for 

initiatives like ToyotaCare, which provides complimentary maintenance and roadside assistance (Liker, 

2004). Better integration of comments and improved digital support could be additional enhancements. 

Personalised offers and updates, together with follow-up services, foster long-term relationships and 

improve post-sale support (Power, 2022). 

Toyota vehicles are acclaimed for their efficient use of gasoline, cutting-edge safety features, and smooth 

ride. The firm actively solicits consumer input through surveys, reviews, social media, and forums. 

Generally, these interactions are positive and centre around Toyota ownership; however, the interior 

quality and infotainment systems may require some improvement (Consumer Reports, 2023). Toyota has 

won multiple industry awards for dependability and quality, which is a testament to its dedication to 

customer satisfaction (Power, 2022). 

With continual opportunities for improvement in digital capabilities, segmentation, and feedback 

mechanisms, Toyota’s approach to tailored marketing, customer care, and post-sale support—backed by 

cutting-edge CRM systems and data analytics—enhances customer happiness and loyalty overall (Toyota 

Motor Corporation, 2021). 

Toyota’s commitment to quality and reliability is fundamental to its brand identity, fostering enduring 

customer relationships supported by strong performance in reliability studies from organisations like 
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Consumer Reports and J.D. Power (Consumer Reports, 2023; Power, 2022). Customers consistently praise 

Toyota vehicles for their exceptional longevity and low maintenance, which contributes to high 

satisfaction ratings. This emphasis on quality not only builds trust and loyalty but also drives positive 

word-of-mouth recommendations, enhancing Toyota’s reputation and customer base (Liker, 2004). 

Toyota’s Kaizen concept, which drives continuous improvement, guarantees innovation and 

improvements that are focused on the needs of the consumer (Ohno, 1988). The company’s dedication to 

customer satisfaction and vehicle dependability is further demonstrated by programs like ToyotaCare, 

which provide complimentary maintenance and roadside assistance, enhancing the overall ownership 

experience (Toyota Motor Corporation, 2021). Toyota continues to differentiate itself in the market and 

enhance its reputation for innovation and customer satisfaction by emphasising cutting-edge safety 

features, electric and hybrid technologies, and comprehensive warranty programs (Liker, 2004). Toyota’s 

leadership in automotive innovation, customer loyalty, and dependability is strengthened by these efforts, 

which not only meet but frequently surpass consumer expectations (Consumer Reports, 2023). 

Toyota employs a thorough and well-organised strategy to gather client input, continually improving its 

products and services. Toyota gathers accurate and pertinent feedback across various channels and 

platforms, which helps inform its development processes effectively (Toyota Motor Corporation, 2021). 

The primary techniques include questionnaires and surveys, such as post-purchase feedback and customer 

satisfaction surveys, which provide insights into product performance, service quality, and overall brand 

satisfaction (Toyota Motor Corporation, 2021). Dealer councils and direct dealer interactions also make a 

significant contribution by drawing attention to typical customer complaints and dealership-level 

improvement ideas (Liker, 2004). 

Instant input on new concerns and trends can be found on websites like Edmunds and J.D. Power, where 

user reviews and social media monitoring are available (Power, 2022). To improve service quality and 

efficiency, customer service interactions—including comments from chat, email, and call centres—are 

carefully recorded and evaluated (Toyota Motor Corporation, 2021). To gather more input on new 

products and services, Toyota also utilises customer advisory committees comprising a diverse range of 

consumer representatives. Toyota incorporates this feedback into its product development processes, 

which, in turn, affect the company’s efforts in engineering, design, and quality control. For example, 

Toyota’s vehicle lineup now boasts improved safety and usability features thanks to customer feedback 

(Liker, 2004). 

Toyota’s feedback systems enable service advancements in addition to product improvement. Part of this 

support includes ongoing service process improvements and customised training programs for dealership 

employees (Toyota Motor Corporation, 2021). As Toyota’s hybrid technology and safety systems have 

evolved, demonstrating the increased need for fuel efficiency and cutting-edge safety features, 

technological advancements and feature enhancements are propelled by consumer demand (Toyota Motor 

Corporation, 2021). By swiftly resolving issues and upholding open communication throughout the 

process, proactive recall management demonstrates Toyota’s dedication to customer safety (Consumer 

Reports, 2023). 

Even with its effective feedback mechanisms, Toyota still faces challenges in handling the volume and 

diversity of feedback from global markets, balancing innovation with traditional customer expectations, 

and responding adeptly to unfavourable criticism. To address these challenges, Toyota sifts through vast 

databases and identifies relevant insights using artificial intelligence and advanced analytics (Toyota 
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Motor Corporation, 2021). Regional feedback teams also ensure that local market nuances are taken into 

account while upholding Toyota’s global standards (Liker, 2004). 

In contrast, Toyota’s approach to customer relationship management is notable for its strong feedback 

systems, incorporation of the Kaizen philosophy for ongoing enhancement, and proactive handling of 

crises (Reinartz & Kumar, 2003). While rivals like Tesla focus on direct-to-consumer feedback and quick 

over-the-air updates, and Honda emphasises community involvement and digital engagement through 

platforms like FordPass, Toyota maintains a balanced approach that combines traditional feedback 

channels with innovative solutions (Consumer Reports, 2023). 

To sum up, Toyota has demonstrated its commitment to customer satisfaction and continual improvement 

by incorporating client feedback into every aspect of its operations. Toyota builds stronger relationships 

with consumers worldwide by continually enhancing its products and services, and adopting strategic 

responses to feedback from various media sources (Toyota Motor Corporation, 2021). Toyota will 

continue to lead the automobile industry in customer-centric innovation thanks to this well-balanced 

approach (Liker, 2004). 

 

 
Figure 4:  Relationship with  Customers | Toyota Industries Corporation (Source: Toyota 

Industries Corporation, 2024) 

 

Toyota’s customer connection strategy stands out for its thorough feedback-gathering techniques, Kaizen 

philosophy-based dedication to continuous improvement, and adaptable customer engagement tactics. 

Toyota ensures it has a complete understanding of its customers’ needs and concerns through the use of 

advisory boards, dealer feedback, social media monitoring, surveys, and in-person customer service 

interactions. In addition to encouraging customer loyalty and trust, this methodical approach stimulates 

innovation in response to customer feedback, particularly in safety features like Toyota Safety Sense and 
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advancements in hybrid technology, as demonstrated by models like the Prius. Furthermore, Toyota has 

demonstrated its commitment to upholding customer confidence through open communication and prompt 

action, utilising proactive crisis management tactics that were on display during incidents such as the 

inadvertent acceleration problem. 

Toyota is well-positioned to maintain strong customer ties thanks to its rigorous and balanced approach to 

customer relationship management, especially when compared to competitors such as Ford, Tesla, and 

Honda. Honda prioritises community involvement and customer-driven innovation in safety and fuel 

efficiency. Ford places a strong emphasis on convenience and connectivity through digital tools like the 

FordPass app. Tesla utilises over-the-air updates and direct customer interactions to leverage its rapid 

response capabilities. Toyota’s strategy successfully incorporates these elements, with the goal of 

continually improving customer satisfaction and maintaining its top position in the automotive sector. 

Future developments for Toyota include the use of tailored communication strategies, improved digital 

transformation initiatives with augmented reality showrooms and easily navigable service scheduling 

apps, increased after-sales services with mobile maintenance options, and enhanced community 

engagement through local involvement and customer events. All of these initiatives will help the company 

fortify its relationships with its customers. Other crucial tactics to ensure ongoing customer support and 

expansion include enhancing loyalty programs with tiers of rewards and referral incentives, encouraging 

environmental and social responsibility initiatives, utilising strong feedback loops, and maintaining a 

laser-like focus on the quality and dependability of products. 

5.2 Case Study 2: BMW 

German multinational BMW (Bayerische Motoren Werke AG) is a market leader in the automotive sector, 

renowned for its high-end cars and motorcycles. The business has a long history of producing high-

performance goods and innovative engineering solutions. BMW needs to establish and maintain strong 

client relationships, as the automotive sector is highly competitive. BMW has a comprehensive customer 

relationship strategy that focuses on providing individualised experiences, including customer feedback, 

and improving digital engagement with tools like online sales portals and BMW ConnectedDrive for 

intelligent assistance. Ownership perks and the BMW Driving Experience, which includes track days and 

adventure tours, are used to increase customer loyalty. BMW uses stringent training and globally defined 

service procedures to guarantee dealer network competence. Customer satisfaction is further strengthened 

by their dedication to providing after-sales care through the BMW Genius Program and premium 

maintenance. 

5.3 Case Study 3: Mercedes-Benz 

Mercedes-Benz is a well-known brand of luxury cars, lorries, buses, and coaches. It is a part of the German 

corporation Daimler AG. The company is renowned for its longevity, innovation, and reliability. As a key 

component of its long-term success in the cutthroat automotive sector, Mercedes-Benz places a high 

priority on establishing and preserving close relationships with its customers. With a focus on 

individualised experiences, digital innovations like Mercedes me Connect enhance driving experiences, 

as well as accelerate online sales and service operations. Mercedes-Benz employs a comprehensive 

approach to managing customer relationships. Long-term customer retention is encouraged by their loyalty 

programs, which provide special advantages including priority service and access to limited-edition 

models. Mercedes-Benz offers a consistent brand experience worldwide by implementing standardised 

servicing procedures and extensive training to ensure excellence across its dealership network. Excellent 
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after-sales care, including thorough maintenance schedules and dedicated customer service, further 

contributes to client satisfaction. 

The Mercedes-Benz EQC launch exemplifies the success of Mercedes-Benz’s client relationship 

strategies. Pre-launch engagement, customised sales strategies through interactive configurators and 

dedicated sales representatives, as well as post-purchase community-building initiatives, such as private 

events and online forums, have all contributed to increased customer loyalty and advocacy. These 

initiatives underscore Mercedes-Benz’s dominance in the premium car market and demonstrate the 

importance of strong customer relationships in sustaining long-term success and competitiveness. 

5.4 Comparative Analysis of Strategies 

As delineated in multiple critical domains, Mercedes-Benz, BMW, and Toyota all utilise unique 

approaches in the fiercely competitive automotive industry to establish and nurture customer relationships. 

Toyota prioritises dependability and broad market appeal, and it mainly offers personalisation choices in 

its high-end brands, such as Lexus. Toyota Connected Services, which offers convenient features and user-

friendly platforms to enhance client engagement, is an integral part of their digital strategy. BMW, on the 

other hand, caters to the luxury and performance segments by offering a wide range of vehicle 

customisation choices and cutting-edge technology integration via BMW ConnectedDrive, which includes 

AI assistants and over-the-air updates. Mercedes-Benz is a luxury brand that also concentrates on 

providing a high level of personalisation through programs like “Designo” and Mercedes me Connect. 

Mercedes-Benz also focuses on providing a high level of digital capabilities, including voice control and 

augmented reality navigation. 

In terms of loyalty plans, Toyota offers complimentary maintenance and roadside assistance through 

Toyota Care, which is complemented by various loyalty rewards. Mercedes-Benz offers loyalty programs 

that include benefits such as priority service and access to limited-edition models, as well as exclusive 

customer events. BMW, on the other hand, offers ownership incentives that include unique events and 

driving experiences designed to increase customer loyalty. Every brand also emphasises dealership 

excellence. Mercedes-Benz offers an opulent dealership setting, complemented by extensive staff training, 

to ensure service excellence. BMW maintains a premium dealership experience worldwide through 

rigorous training. Toyota guarantees accessibility and high-quality service throughout its extensive 

network of dealers. 

When it comes to after-sales services, Mercedes-Benz, BMW, and Toyota all offer comprehensive 

maintenance programs and robust customer support. Toyota utilises extensive service plans and robust 

customer assistance services to ensure both vehicle longevity and customer satisfaction. The BMW Genius 

Program provides clients with professional support for BMW’s premium service plans, including BMW 

Ultimate Care. Mercedes-Benz offers exceptional customer care and cutting-edge after-sales services, 

including comprehensive maintenance and repair plans, round-the-clock roadside assistance, and 

dedicated customer support hotlines. These tactics demonstrate how every automaker in the cutthroat 

automotive industry customises its approach to building relationships with customers. Table 1 shows a 

comparative summary of the three automakers. 

 

Table 1: Comparative Summary 

 Toyota BMW Mercedes-Benz 

1. Personalisation Toyota prioritises BMW targets the Mercedes-Benz targets 
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dependability and 

value while allowing 

you some 

personalisation 

premium and 

performance markets 

and offers a wide 

customisation options 

premium and performance 

markets and offers some 

customisation options 

2. Digital 

Engagement 

Toyota offers useful 

digital tools to a wide 

range of users 

BMW emphasises 

luxury and innovation 

by including cutting-

edge digital technology 

Mercedes-Benz emphasises 

luxury and innovation by 

including cutting-edge 

digital technology 

3. Loyalty 

Programs 

Toyota provides 

reasonable 

maintenance plans and 

incentives 

BMW enhances brand 

loyalty by offering 

exclusive rewards and 

activities 

Mercedes-Benz enhances 

brand loyalty by offering 

exclusive rewards and 

activities 

4. Dealership 

Excellence 

Toyota prioritises 

customer accessibility 

and reliable service 

BMW’s intensive 

dealer training 

guarantees a constant 

and opulent brand 

experience 

Mercedes-Benz’s intensive 

dealer training guarantees a 

constant and opulent brand 

experience 

5. After-Sales 

Services 

Toyota provides 

thorough and 

dependable post-

purchase servicing 

Premium after-sales 

services, including 

comprehensive 

maintenance plans and 

customer assistance, 

are offered by BMW 

Premium after-sales 

services, including 

comprehensive 

maintenance plans and 

customer assistance, are 

offered by Mercedes-Benz 

 

Although establishing trusting relationships with customers is a top priority for all three brands, their 

approaches focus on pricing, dependability, and the use of useful digital technologies, while appealing to 

a wide range of their respective consumer bases and market positions—Toyota, for instance, caters to its 

customers. Aiming for high-end consumers, Mercedes-Benz and BMW emphasize luxury, customization, 

and cutting-edge digital interaction. To ensure long-lasting customer happiness and loyalty, each business 

customises its approach to customer relationships to align with its brand identity and market strategy. 

5.5 Key Success Factors 

When it comes to after-sales services, Mercedes-Benz, BMW, and Toyota all offer comprehensive 

maintenance programs and robust customer support. Toyota utilises extensive service plans and robust 

customer assistance services to ensure both vehicle longevity and customer satisfaction. The BMW Genius 

Program provides clients with professional support for BMW’s premium service plans, including BMW 

Ultimate Care. Mercedes-Benz offers exceptional customer care and cutting-edge after-sales services, 

including comprehensive maintenance and repair plans, round-the-clock roadside assistance, and 

dedicated customer support hotlines. These tactics demonstrate how every automaker in the cutthroat 

automotive industry customises its approach to building relationships with customers. 
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In terms of reward schemes, Toyota offers free maintenance and roadside assistance through ToyotaCare, 

which is complemented by a range of loyalty benefits. Mercedes-Benz offers loyalty programs that include 

benefits such as priority service and access to limited-edition models, as well as exclusive customer events. 

BMW, on the other hand, offers ownership incentives that include exclusive events and driving 

experiences designed to increase customer loyalty. Every brand also places a strong emphasis on 

dealership excellence. Mercedes-Benz offers an opulent dealership setting with extensive staff training to 

maintain service excellence. BMW maintains a premium dealership experience worldwide through 

rigorous training. Toyota guarantees accessibility and high-quality service throughout its extensive dealer 

network. 

When it comes to after-sales services, Mercedes-Benz, BMW, and Toyota all offer comprehensive 

maintenance programs and robust customer support. Toyota utilises extensive service plans and robust 

customer assistance services to ensure both vehicle longevity and customer satisfaction. The BMW Genius 

Program provides clients with professional support for BMW’s premium service plans, including BMW 

Ultimate Care. Mercedes-Benz offers exceptional customer care and cutting-edge after-sales services, 

including comprehensive maintenance and repair plans, round-the-clock roadside assistance, and 

dedicated customer support hotlines. These tactics demonstrate how every automaker in the cutthroat 

automotive industry customises its approach to building relationships with customers. 

 

6. Findings and Discussion 

This section summarises the empirical knowledge gathered from the case studies of Mercedes-Benz, 

BMW, and Toyota. It is designed to give a thorough explanation of the findings in light of the automobile 

industry’s client relationship management (CRM) procedures. The conclusions of each case study are 

examined in detail in the first section, which highlights important lessons and distinctive trends. Following 

this, a comparative analysis is conducted to examine the firms’ strategic similarities and contrasts. 

Following that, the conversation examines the strategies’ broader impact on the automotive sector, 

particularly in relation to digital transformation, brand positioning, and consumer loyalty. The final section 

provides valuable guidance for business professionals, as well as suggestions for further scholarly research 

to address open-ended issues and emerging developments in CRM. 

6.1 Analysis of Case Study Findings 

To ensure long-term client happiness and loyalty, Mercedes-Benz, BMW, and Toyota are compared to 

showcase their distinct approaches to building customer connections within the automotive industry. 

These approaches align with the companies’ core principles and market positions. Key insights into the 

strategies of these automotive behemoths are revealed in each case study: Toyota leads the market in 

customer loyalty through dependable vehicles that guarantee high satisfaction and repeat business. 

Toyota’s reputation for quality and dependability is the cornerstone of its trustworthiness. While this is 

happening, Mercedes-Benz and BMW continue to prioritise performance and luxury without 

compromising quality, attracting clients who appreciate fine engineering, responsive handling, and 

cutting-edge technology. Toyota excels at providing outstanding value for the money, attracting a broad 

audience with feature-rich, reasonably priced cars. Conversely, BMW and Mercedes-Benz prioritise 

luxury, state-of-the-art features, and exceptional performance, targeting affluent clients who are willing to 

invest more money for higher quality and exclusivity. Toyota is a leader in environmentally friendly 

technology, boosting recognition and brand loyalty with innovations such as hybrid systems and cutting-

edge safety features. With BMW ConnectedDrive, BMW skillfully combines state-of-the-art digital 
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advancements with performance enhancements to appeal to tech-savvy customers in the premium market. 

Mercedes-Benz prioritises driver assistance and communication technology, such as Mercedes me 

Connect, to improve customer happiness and convenience. Toyota appeals to a broad audience but can 

fall short in terms of deep customisation. It has useful functions and is easy to use, with some customisation 

options. 

Conversely, BMW and Mercedes-Benz place a high value on customisation possibilities and distinctive 

customer experiences, which help to create strong emotional connections and exclusivity among premium 

consumers. ToyotaCare guarantees dependable vehicles and ongoing customer support, which 

significantly enhances customer satisfaction and loyalty (Shankar et al., 2003). Extended maintenance 

contracts and comprehensive customer support are examples of premium after-sales services offered by 

Mercedes-Benz and BMW, which enhance the ownership experience, bolster the premium image of these 

companies, and promote repeat business. Brand loyalty is strengthened by Toyota’s vast and trustworthy 

dealer network, which improves convenience and service quality. Mercedes-Benz and BMW continue to 

offer opulent dealership experiences with knowledgeable staff, ensuring high customer satisfaction and 

reinforcing their premium brand positioning. 

In summary, Mercedes-Benz, BMW, and Toyota all employ strong CRM tactics that complement their 

market positioning and guiding principles. In the fiercely competitive automotive industry, their tailored 

strategies underscore the importance of understanding and meeting customer expectations to foster loyalty 

and achieve long-term success. 

6.2 Comparison of Strategies Across Case Studies 

To establish and preserve relationships with its customers, Mercedes-Benz, BMW, and Toyota have all 

evolved unique approaches. The strategy used by each business is determined by its target market, brand 

identity, and client expectations. With an emphasis on key aspects including personalisation, digital 

engagement, loyalty programs, dealership excellence, and after-sales services, this comparison highlights 

the strategies’ parallels and divergences. 

Toyota adopts a moderately customizable approach, focusing primarily on higher-end models, such as 

those under the Lexus brand. This strategy aims to strike a balance between affordability and offering 

useful features that appeal to a broad market. While standard Toyota models have fewer customisation 

options, premium models provide greater flexibility for buyers seeking more personalised vehicles. In 

contrast, BMW emphasises extensive customisation through its BMW Individual program, offering a wide 

array of choices including custom paint jobs and bespoke interior materials. This approach not only allows 

BMW customers to tailor their cars to specific preferences but also enhances brand loyalty by fostering 

stronger emotional connections. Similarly, Mercedes-Benz excels in complete personalisation with its 

Designo program, which offers exclusive materials and unique finishes. Customers can personalise their 

vehicles with luxurious options, reinforcing Mercedes-Benz’s commitment to delivering a premium and 

distinctive ownership experience. In terms of digital engagement, Toyota focuses on practicality and ease 

of use, featuring services like Toyota Connected Services designed to enhance convenience for a broad 

audience. This includes functionalities such as remote start and maintenance reminders, ensuring reliable 

and accessible digital services. BMW, on the other hand, employs sophisticated digital integration through 

BMW ConnectedDrive, which enhances the driving experience with features like real-time traffic updates, 

remote services, and concierge services. This strategy targets tech-savvy customers, underscoring BMW’s 

commitment to leveraging cutting-edge technology to attract and retain its clientele. Mercedes-Benz sets 

itself apart with Mercedes me Connect, offering seamless digital connectivity paired with upscale features 
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such as voice control, augmented reality navigation, and remote car management. This approach not only 

elevates the luxury vehicle ownership experience but also reinforces Mercedes-Benz’s reputation as a 

leader in automotive technology innovation. 

Regarding loyalty and engagement programs, Toyota enhances customer retention through incentives such 

as free maintenance and round-the-clock roadside assistance, provided by ToyotaCare. These offerings 

foster loyalty by providing dependable service and value to customers. BMW enhances client engagement 

through exclusive events and personalised experiences offered through the BMW Driving Experience, 

including driving schools and special events tailored to enrich the ownership experience. Mercedes-Benz 

focuses on creating lasting emotional connections and loyalty among its customers through priority 

services, exclusive events, and access to limited-edition models via its loyalty clubs. 

In dealership excellence, Toyota maintains an extensive and accessible dealer network, committed to 

delivering consistent service quality, which ensures high levels of customer satisfaction and ease of access. 

Regular training programs for dealership employees help maintain service standards and enhance the 

overall customer experience. BMW reinforces its premium brand image through lavish showroom settings 

and comprehensive employee development, providing a high-end experience where knowledgeable staff 

offer personalised guidance and assistance to customers. Mercedes-Benz emphasises superior dealership 

encounters with exceptionally skilled personnel and luxurious environments, ensuring that every customer 

interaction reflects the brand’s commitment to opulence and reliability. 

Toyota, BMW, and Mercedes-Benz each prioritise robust after-sales services tailored to enhance customer 

satisfaction and vehicle longevity. Toyota’s approach focuses on providing thorough and dependable post-

purchase assistance through ToyotaCare, ensuring customers receive free maintenance and roadside 

assistance, thereby promoting long-term vehicle reliability and customer loyalty. BMW similarly 

emphasises comprehensive maintenance plans and premium post-purchase support with programs like the 

BMW Genius and BMW Ultimate Care, which offer extensive coverage and expert assistance to enhance 

the ownership experience and encourage repeat purchases. Mercedes-Benz distinguishes itself with 

sophisticated after-sales care, providing comprehensive maintenance plans and round-the-clock client 

service to maintain high levels of customer satisfaction and uphold the brand’s premium reputation. These 

strategies underscore the brands’ commitment to ensuring lasting customer happiness and reinforcing their 

positions as leaders in the automotive industry. 

 

Table 2: Comparative Summary 

 Toyota BMW Mercedes-Benz 

1. Personalisation and 

Customisation 

Moderate 

personalisation, mostly 

on higher-end models. 

Numerous 

customisation 

options, with an 

emphasis on 

strengthening 

emotional bonds. 

Total personalisation for 

a unique ownership 

experience. 

2. Digital Engagement Digital tools that are 

useful and easy to use. 

Sophisticated digital 

integration that 

appeals to tech-savvy 

clients. 

The ultimate in digital 

luxury, featuring smooth, 

seamless functionality. 
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3. Loyalty And 

Engagement Programs 

Sensible rewards and 

upkeep schedules to 

promote fidelity. 

Specialised activities 

and events to ensure 

profound 

involvement. 

Priority services and 

invitation-only 

gatherings to strengthen 

emotional ties. 

4. Dealership Excellence Vast network 

guaranteeing 

uniformity and 

accessibility. 

Elegant surroundings 

and professional 

employee 

development. 

Superior dealership 

encounters with 

exceptionally skilled 

personnel. 

5. After-Sales Services dependable, all-

inclusive services that 

raise pleasure. 

Superior assistance 

and comprehensive 

upkeep schedules. 

Cutting-edge services 

with all-encompassing 

assistance. 

 

To establish and maintain solid customer relationships, Mercedes-Benz, BMW, and Toyota employ 

different approaches that are representative of their respective market niches and brand identities. 

 

Table 3: Matching CRM with Brand Position and Customer Expectations 

Toyota BMW Mercedes-Benz 

appeals to a wide range of 

customers by emphasising 

dependability, value for 

money, practical 

innovations, extensive 

after-sales services, and a 

strong dealer network. 

targets high-end, 

performance-oriented 

clients and places an 

emphasis on luxury, 

performance, cutting-

edge technology, 

individualised 

engagement, and 

premium after-sales 

service. 

Makes use of its history, 

opulence, cutting-edge 

features, high degree of 

personalisation, and first-

rate after-sales support to 

cultivate a devoted following 

of clients. 

 

For long-term success in the cutthroat automobile sector, these customised strategies highlight how crucial 

it is to match customer relationship management with brand positioning and customer expectations. 

6.3 Implications for the Automotive Industry 

The comparison of Mercedes-Benz, BMW, and Toyota has various important ramifications for the 

automobile industry as a whole, especially in terms of customer relationship building and maintenance 

tactics. These observations can help other automakers develop effective customer relationship 

management (CRM) plans. 

The importance of brand identity and market positioning plays a pivotal role in shaping effective customer 

relationship management (CRM) strategies across the automotive industry. Mercedes-Benz’s commitment 

to luxury and innovation, BMW’s focus on performance and luxury, and Toyota’s emphasis on reliability 
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and value are all reflections of their distinct market positions and brand identities. Automakers must align 

their CRM strategies with these core values to strengthen brand loyalty and effectively meet customer 

expectations. Personalisation and customisation emerge as potent tools for enhancing customer 

relationships. Mercedes-Benz and BMW leverage extensive personalisation options to offer unique, 

tailored experiences that forge deep emotional connections with their clientele. This strategic approach 

enables customers to personalise everything from aesthetics to performance, catering to diverse 

preferences and lifestyles. As consumer demand for customisation grows, manufacturers must invest in 

expanding these options to cater to individual tastes and strengthen brand loyalty. In the realm of digital 

engagement and technological innovation, Mercedes-Benz and BMW lead by integrating advanced digital 

services that enhance the driving experience and appeal to tech-savvy consumers. Features such as driver 

assistance programs, connected services, and sophisticated digital interfaces not only enhance customer 

satisfaction but also differentiate these brands in the competitive luxury market. Prioritising ongoing 

innovation in digital solutions is essential for automakers to maintain customer loyalty and elevate the 

ownership experience. Comprehensive after-sales services are pivotal in maintaining customer happiness 

and loyalty. BMW’s superior after-sales support and Toyota’s extensive maintenance plans exemplify the 

significance of continuous customer care in fostering long-term relationships. Manufacturers should 

continue to invest in robust after-sales programs that include maintenance schedules, roadside assistance, 

and dedicated customer support to ensure a seamless ownership experience and encourage repeat business. 

In summary, by aligning CRM strategies with their distinctive brand identities, investing in personalisation 

and technological innovation, enhancing after-sales services, and fortifying dealer networks, automakers 

can effectively cultivate enduring customer relationships and achieve sustained success in the competitive 

automotive landscape. Balancing affordability and premium value according to their target markets further 

strengthens their positions and supports long-term growth and customer loyalty. 

6.4 Recommendations for Practitioners 

The comparative study of Mercedes-Benz, BMW, and Toyota provides professionals in the automotive 

sector with various helpful suggestions for improvement. These suggestions aim to help automakers 

enhance their methods for establishing and maintaining connections with customers. 

Aligning CRM strategies with brand identity is crucial for ensuring consistency and authenticity in 

consumer interactions. By tailoring customer relationship management (CRM) approaches to reflect their 

core brand values and market positioning, automakers can effectively uphold their brand promises across 

every customer touchpoint. Conducting regular brand audits helps to maintain alignment between CRM 

procedures and brand values, while educating staff members on brand-specific customer service protocols 

ensures a unified customer experience. Furthermore, utilising marketing and communication materials 

that reinforce the brand identity helps to strengthen consumer perceptions and loyalty. Investing in 

personalisation and customisation is pivotal for enhancing customer engagement and satisfaction. 

Establishing comprehensive vehicle customisation programs akin to Mercedes-Benz’s Designo and 

BMW’s programs allows customers to tailor their vehicles to suit individual preferences, thereby fostering 

emotional connections with the brand. Utilising customer data and feedback to identify popular 

customisation trends enables automakers to refine their offerings continuously. Effective marketing 

campaigns that highlight these customisation options further enhance customer awareness and 

appreciation, driving loyalty and repeat business. Prioritising technological innovation and digital 

engagement is essential for attracting and retaining tech-savvy customers in the competitive automotive 

landscape. Investing in research and development to pioneer advanced connectivity and in-car 
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technologies keeps brands at the forefront of innovation. Leveraging digital platforms like Mercedes me 

Connect and BMW ConnectedDrive enhances the driving experience with features such as real-time 

updates and remote services. Regular updates to digital services ensure they remain aligned with evolving 

customer expectations and technological advancements, thereby bolstering customer satisfaction and 

loyalty. 

By enhancing after-sales services, automakers can deliver a seamless ownership experience that promotes 

customer retention. Offering extended warranties, comprehensive maintenance schedules, and attentive 

customer support underscores a commitment to customer care and satisfaction. Continuous training for 

customer service representatives in technical expertise and service excellence equips them to deliver 

superior support. Iteratively improving post-purchase services based on customer feedback further 

enhances satisfaction and reinforces brand loyalty. By enhancing after-sales services, automakers can 

deliver a seamless ownership experience that promotes customer retention. Offering extended warranties, 

comprehensive maintenance schedules, and attentive customer support underscores a commitment to 

customer care and satisfaction. Continuous training for customer service representatives in technical 

expertise and service excellence equips them to deliver superior support. Iteratively improving post-

purchase services based on customer feedback further enhances satisfaction and reinforces brand loyalty. 

Fortifying dealer networks and customer service is fundamental to delivering consistent, high-quality 

experiences across all touchpoints. Investing in ongoing training programs that focus on brand-specific 

procedures and customer service excellence empowers dealership staff to deliver superior service. 

Monitoring and enhancing dealership performance through customer satisfaction surveys and mystery 

shopping exercises ensures standards are maintained. Additionally, enhancing dealership environments to 

reflect the brand’s luxury and prestige elevates the overall customer experience, fostering positive brand 

perceptions and customer loyalty. 

Developing unique loyalty and engagement programs plays a crucial role in cultivating lasting 

relationships with customers. Creating exclusive loyalty programs that offer benefits such as early access 

to new models, discounts, and special events incentivises repeat business and strengthens brand affinity. 

Hosting brand-specific events and leveraging data analytics to personalise engagement activities further 

enriches customer experiences and deepens brand loyalty. Ultimately, by carefully balancing affordability 

with premium value in line with target market expectations, automakers can effectively cater to diverse 

customer segments while reinforcing their brand positioning and ensuring sustained profitability in the 

competitive automotive sector. 

6.5 Areas for Future Research 

Even if the comparison of Mercedes-Benz, BMW, and Toyota offers insightful information on successful 

customer relationship building and maintenance tactics, there are still several areas that could benefit from 

further research to advance knowledge and creativity in this field. Here are a few crucial areas requiring 

additional study: 

Cutting-edge technologies, such as blockchain, the Internet of Things (IoT), artificial intelligence (AI), 

and machine learning, are revolutionising customer relationship management (CRM) in the automotive 

sector (Balaji & Roy, 2017). AI-driven analytics offer immense potential to enhance customer service and 

personalisation by analysing vast amounts of data to predict customer preferences and behaviour. 

Blockchain technology plays a critical role in enhancing trust and transparency between customers and 

manufacturers by ensuring secure transactions, verifying vehicle histories, and enabling transparent supply 

chain management. IoT-enabled cars are transforming customer service by offering proactive and 
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individualized experiences through real-time monitoring of vehicle performance and predictive 

maintenance alerts. The advent of autonomous vehicles is poised to redefine consumer expectations and 

relationships profoundly. As driverless cars become mainstream, customer service and support 

expectations will shift towards seamless integration with autonomous features and technologies. The 

widespread adoption of autonomous vehicles opens up new avenues for consumer interaction and loyalty 

initiatives, potentially involving advanced entertainment systems, personalised travel experiences, and 

enhanced safety features. Automakers need to develop proactive CRM strategies to anticipate and cater to 

the evolving needs of customers in a world increasingly influenced by autonomous driving technologies. 

These research areas highlight critical aspects of customer relationship management in the automotive 

industry, paving the way for innovative approaches that enhance consumer engagement, satisfaction, and 

loyalty amidst a competitive and technologically advanced marketplace. 

 

7. Conclusion 

In this final section, the study’s key findings are summarised, and their contribution to knowledge and 

their implications for CRM practices in the automotive sector are examined. Additionally, it highlights the 

limitations of the existing research, offers suggestions for practitioners, and suggests topics for further 

scholarly investigation and real-world implementation. 

 

7.1 Summary of Findings 

The study concludes that digital integration, customisation, and alignment with brand values are the 

hallmarks of successful CRM strategies in the automotive industry. Mercedes-Benz, BMW, and Toyota 

all have unique yet related strategies that cater to their target markets and consumer demands (see Table 

6). The results highlight the importance of viewing CRM as a strategic role, rather than just an operational 

one. 

 

Table 4: Summary of Findings 

Finding Toyota BMW Mercedes-Benz 

Alignment with Brand 

Identity 

Practical, reliable Luxury, performance-

oriented 

Luxurious, heritage-

driven 

Personalization and 

Customization 

Moderate Extensive Comprehensive 

Digital Engagement Practical tools Advanced technologies Seamless digital 

integration 

Loyalty and 

Engagement Programs 

Practical incentives Exclusive events and 

programs 

Priority services and 

events 

Dealer Network and 

Customer Service 

Extensive, consistent Luxurious, well-

trained 

Premium, highly trained 

After-Sales Services Reliable, 

comprehensive 

Premium, extensive 

plans 

Advanced, 

comprehensive support 

 

7.2 Contribution to Knowledge & Recommendation For Practitioners 

This comparative study of Mercedes-Benz, BMW, and Toyota regarding customer relationship 

management in the automotive sector makes a significant contribution to the current body of knowledge 
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in several areas. It provides a comprehensive understanding of the various ways automakers strategically 

manage their customer relationships, highlighting successful practices and identifying areas for 

improvement. Academic scholars and practitioners in the sector can benefit from the analysis’s 

conclusions and ideas. 

Practitioners should consider aligning their CRM systems with their customer lifecycle stages and brand 

promise. CRM efficacy can be enhanced by integrating omnichannel platforms, investing in advanced 

analytics, and training employees to deliver empathetic service. To maintain customer trust, businesses 

must prioritise data security and privacy. 

 

Understanding of Brand-Specific CRM Strategies 

Contribution: The research provides an in-depth analysis of how the customer relationship 

management (CRM) strategies of three significant automakers—Toyota, BMW, and Mercedes-Benz—

align with their respective brand identities and market positions. This knowledge is essential for creating 

CRM strategies that are customised and appealing to various consumer segments. This comprehensive 

analysis provides a foundational framework for future academic research on industry-specific CRM 

strategies. Scholars can leverage insights into brand-specific tactics to explore CRM dynamics in diverse 

sectors. Practitioners, guided by their brand’s unique attributes, can adapt these findings to enhance their 

own CRM approaches. The study highlights the importance of personalisation and customisation in 

fostering stronger client relationships, contrasting Toyota’s practical approach with Mercedes-Benz and 

BMW’s extensive customisation options, which have a significant impact on customer satisfaction and 

loyalty. Scholars are encouraged to explore the behavioural and psychological effects of personalisation 

in consumer relationships. At the same time, practitioners should invest in tailored customisation 

initiatives to effectively resonate with their target audience and enhance engagement and loyalty. 

Furthermore, the report offers a comparative analysis of digital engagement and technological innovation 

within CRM strategies, highlighting how varying digital capabilities among brands influence consumer 

satisfaction and brand loyalty. Academics can explore further research on the role of digital technologies 

in CRM and their impact on consumer behaviour. Practitioners are advised to prioritise the development 

and integration of advanced digital services to maintain competitiveness and meet evolving consumer 

expectations. Additionally, the study emphasises the critical role of comprehensive after-sales services in 

nurturing customer loyalty and satisfaction, drawing insights from the diverse strategies of Mercedes-

Benz, BMW, and Toyota. Scholars can investigate the long-term effects of post-purchase services on 

customer retention. At the same time, practitioners can enhance their after-sales support systems to deliver 

reliable services that drive positive word-of-mouth and repeat business. 

Moreover, the report highlights effective loyalty and engagement programs that foster enduring customer 

relationships, contrasting Toyota’s practical incentives with those of Mercedes-Benz and BMW, which 

feature exclusive events and programs. Scholars can explore how different loyalty program designs 

influence consumer behaviour and brand loyalty. At the same time, professionals can develop tailored 

loyalty initiatives that offer unique benefits and experiences to their customer base. Lastly, the report 

emphasises the importance of a robust dealer network and excellent customer service in the automotive 

sector, highlighting their pivotal role in fostering brand loyalty and overall customer satisfaction. Scholars 

are encouraged to investigate the correlation between customer satisfaction and dealer network quality 

across various industries. Practitioners, in turn, should invest in ongoing dealer training and development 

to ensure consistent excellence in customer service across all touchpoints. 
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Future research should focus on several key areas highlighted in the report, including the impact of 

advancing technologies, the implications of autonomous vehicles, the intersection of sustainability with 

customer loyalty, and the integration of CRM strategies within connected car ecosystems. Understanding 

these evolving dynamics in customer relationships within the automotive industry is crucial for future 

scholarly exploration and practical application. Scholars are encouraged to explore these research avenues 

in greater depth to gain a deeper understanding of the factors influencing consumer relationships in the 

automotive sector. Concurrently, practitioners should stay informed about emerging trends and 

technological developments to adapt their CRM strategies effectively. This comparative analysis enriches 

existing knowledge by providing a comprehensive examination of CRM practices employed by Mercedes-

Benz, BMW, and Toyota. It underscores the importance of aligning CRM with brand identity, investing 

in technological innovation and personalisation, enhancing after-sales services, developing effective 

loyalty programs, and ensuring excellence in dealer network operations. The insights gained from this 

study have the potential to guide future academic inquiries and practical implementations in the 

automotive industry, helping manufacturers establish and maintain lasting customer connections in an 

increasingly competitive market. 

7.4 Directions for Future Research 

Several directions for future research can further advance our understanding of client relationship 

management (CRM) in the automobile sector, building on the conclusions and limits of this study. These 

recommendations aim to address the identified gaps and explore new perspectives that may yield more 

profound insights and practical applications. 

To advance the understanding of customer relationship management (CRM) in the automotive sector, 

future research should expand its focus to encompass a broader range of auto companies, including 

emerging, speciality, and electric vehicle manufacturers. This broader scope would provide a more 

comprehensive insight into CRM tactics across diverse market niches and competitive landscapes. 

Additionally, examining CRM approaches across various geographical locations and cultural 

environments would reveal how regional market conditions and cultural nuances impact customer 

relationship management strategies. Longitudinal studies are also recommended to track changes in CRM 

tactics over time, assessing their long-term effects on customer happiness and loyalty. Integrating 

customer perspectives through focus groups, interviews, and surveys would offer valuable insights into 

the effectiveness of different CRM strategies from the customers’ point of view. Moreover, investigating 

the impact of emerging technologies, such as blockchain, the Internet of Things (IoT), and artificial 

intelligence (AI), on CRM strategies could illuminate new opportunities for enhancing efficiency, 

transparency, and personalisation in customer relationships (Balaji & Roy, 2017). Analysing the 

implications of autonomous vehicles on consumer expectations and exploring the relationship between 

sustainability measures and customer loyalty are also critical areas for further investigation. Additionally, 

studying the effectiveness of digital marketing and social media techniques in nurturing customer 

relationships, as well as examining data privacy issues and the implications of subscription models on 

customer connections, will provide valuable insights for developing innovative CRM tactics that foster 

long-term success in the competitive automotive industry. 
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