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Abstract

This study empirically investigates the causal pathway through which digital showrooms drive sales in the
Indian automotive sector. It develops and tests a cohesive model that examines the sequential impact of
technology adoption factors on customer experience and, in turn, on sales. To validate the model, a
deductive approach was employed, incorporating both descriptive and causal research designs. Using non-
probability convenience sampling, a structured online questionnaire was administered to 251 potential
car buyers in India. Hypotheses derived from the theoretical conceptual framework were tested using
correlation analysis, Kruskal-Wallis tests, and linear regression. The results supported all the hypotheses
(H1-H11). Ease of navigation was identified as the strongest predictor of technology adoption (H3: r =
0.723). Features in digital showrooms, such as interactivity (H4), personalization (H5), Al integration (H6),
and convenience (H7), created value for the customer experience. This positive experience led to
increased purchase confidence (H8: p = 0.692), trust (H9: p = 0.636), and likelihood of recommending the
showroom to others (H10: p = 0.494), directly enhancing sales outcomes. The use of non-probability
convenience sampling is considered a primary limitation, as it may affect the generalizability of the
results. Future research may employ probability sampling and longitudinal research designs to facilitate
cross-cultural comparisons. This study bridges a critical research gap by demonstrating how technology
adoption translates into sales through the mediating role of customer experience in the context of
automotive digital showrooms.

Categories: Digital business, Digital Marketing, Sustainable Marketing
Keywords: digital showrooms, automotive retail, technology adoption, customer experience, sales management, digital
environment, digital retail, digital platforms

Introduction

The automotive sector in India has undergone a significant transformation driven by emerging
technologies, particularly in the car-buying process. In the traditional car-buying process, customers
visited multiple showrooms to gather information in person. However, after visiting different showrooms,
customers often faced dilemmas due to differing opinions and recommendations, price variations, reliance
on word of mouth, and limited access to professional expert feedback. With the increasing penetration of
the internet and the rise of social media, consumers began spending more time reviewing products,
comparing prices and features, and gaining insights into various brands through online communities and
forums, thereby transforming the car-buying process. According to (Gao et al., 2016), 80% of car buyers
use online sources, while 70% still prefer to purchase after a personal test drive. Additionally, online sales
are projected to grow by 10-25% by the end of 2025. Industry 4.0 technologies, such as Artificial
Intelligence (AI), the Internet of Things (IoT), and data analytics, have digitally transformed the
automotive sector. To remain competitive, companies are investing in technologies such as Al and
automation.

The automotive sector has undergone a tremendous shift from conventional to modern business models
through the integration of advanced technologies and changing customer preferences and

expectations. This, transformation often termed ‘digital transformation’, is prompting industries to
reconsider their conventional business models, and the automotive retail sector serves as an

example (Verhoef et al., 2009). Rapid technological advancements, improved information technology
infrastructure, and the increasing adoption of digital retail platforms have driven the evolution of digital
showrooms. Immersive technologies such as augmented reality (AR), virtual reality (VR), and interactive
platforms have enhanced the customer journey throughout the buying process, reshaping customer
experience and sales. Modern consumers can now access information, compare models, personalize
features, explore financing options, and develop trust in service providers (Kannan and Li, 2017).
Consequently, digital showrooms have evolved beyond informational websites to become powerful tools
for lead generation, value creation, customer engagement, and informed purchase decision-making (PwC,
2021).

In spite of the growing scholarly and practical interest in digital transformation in the automotive sector,
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a significant research gap persists. While the existing literature has separately examined technology
adoption factors, customer experience, and behavioral intentions, there is a scarcity of empirical research
that holistically examines the influential and constructive pathway from technology adoption drivers,
through the mediating role of digital showroom features, to the final sales outcome. This study aims to fill
this gap by developing and testing an integrated conceptual model that tests the sequential impact of
technology adoption (driven by technology familiarity, perceived usefulness, and ease of use) on customer
experience (adapted by interactivity, Al features, personalization, and convenience), and its impact on
sales (justified through trust, satisfaction, and recommendation to others). The conceptually developed
model is empirically tested in the context of the Indian automotive market, providing an extensive
framework for how digital showrooms drive sales by influencing the customer car-buying journey, offering
valuable theoretical contributions and practical implications.

Literature review

The automotive sector is already undergoing digital transformation through the integration of emerging
technologies. During transformation, even the customer’s requirements during purchase are influenced by
technology (MSXI, 2020). Digital technologies significantly affect sustainability and competition (Fichman
et al.,, 2014). Three key forces are driving digital transformation in the automotive sector: first, industry
growth and the rise of technology; second, the increasing value of networks as they expand in scale; and
third, the ability to collect and process large volumes of data at lower costs through cloud computing
technologies (Candelo, 2019). The 2024 Car Buyer Journey study by Cox Automotive (Cox Automotive Inc.,
2025) highlights increased digital engagement among buyers through the use of online tools that enhance
the shopping experience. The report also highlighted that customers used 73% of dealer websites, 64%
adopted a hybrid buying approach, and the average time spent by online buyers increased from
approximately 13 hours to 14 hours, compared to 2023. The findings also suggest that higher levels of
customer satisfaction reduce the time spent in the buying process and that improvements in digital
platforms can bridge the gap between offline and online buyers. Digital showrooms, particularly in the
automotive sector, address client-specific requirements through technology when geographical
limitations exist (Vayadande et al., 2023). Moreover, digital showroom services reduce consumer valuation
uncertainty by facilitating webrooming behavior and intensifying channel competition, ultimately leading
to increased sales (Sun et al., 2023). These digital spaces influence customer buying behavior through
digital signage and displays. These platforms influence the consumers in terms of information gathering
and comparison of products in the buying process (Nofal et al., 2020). Emerging technologies like

AR and VR are creating immersive and interactive shopping experiences for consumers. Maybe in the
future, customers will have flexibility in choosing the best solution and customized service through
smartphones (Gao et al., 2016).

Authors (Perody and Sudhakara, 2024) found that India’s automotive sector is shifting towards smart
manufacturing practices to enhance productivity and efficiency. In the process of transformation, the
automotive sector is facing hurdles like high implementation cost, lack of skilled labors, and increased
concerns about the cybersecurity. The sector is adopting technologies such as cloud computing for vehicle
connectivity; data management to enhance customer experiences; and IoT, Al, and big data analytics to
improve the efficiency of production, operations, and business transformation (Sureddi, 2021), (Madan et
al., 2024). In the automotive sector in India, blockchain technology is integrated into the supply chain at
both the supplier and customer levels. It has been found that India is more inclined towards adopting
blockchain technology for backward linkages rather than forward linkages (Yasmin and Shreedevi, 2023).
The major barriers to the adoption of technology in the sector are the lack of a skilled workforce, extensive
dependency on imported technologies, and limited investments in innovation ecosystems and innovation
hubs (Dixit and Thampi, 2023). Consumer perception enablers like psychological comfort, pricing
strategies, and visible infrastructure readiness influenced the technology adoption curves (Gupta, 2024).

Customer experience in the digital environment is a comprehensive process in marketing management. To
manage customers in the digital environment, modern tools like data analysis tools to analyze the
customer preferences, social media management tools to engage the customers, and survey tools for
understanding the needs and requirements of the customers and feedback collected can be used to
enhance the experience in the digital environment (Rozhkov, 2024). Digitalization has transformed the
interaction between businesses and customers by leveraging communication channels such as social
media, customer relationship management systems, and e-questionnaires; furthermore, this has redefined
the consumer’s sensory, emotional, and social dimensions (Bozhenko et al., 2022). Customer experience in
the digital environment is crucial as it involves personalized offers and experiences, experienced tailored
to match the customer’s preferences, enhanced engagement, integrated communication, and the use of
technology, which will improve the customer journey (Pellegrino, 2024). Businesses should adopt a
dynamic approach to shift from traditional to customer-centric processes, leveraging technology to gain
deeper customer insights, build loyalty and trust, ensure transparent communication, safeguard customer
privacy and data security, and develop loyalty-based programs in the digital age (Reader, 2015).

The penetration of e-commerce and the rise in the usage of social media platforms have fueled the growth
of digital retailing. Shopping convenience, a key enabler of this growth, has created a data-rich

2026 Gundupagi et al. Cureus J Bus Econ 3 : es44404-026-00015-7. DOI https://doi.org/10.7759/s44404-026-00015-7 20f14


javascript:void(0)
javascript:void(0)
javascript:void(0)
javascript:void(0)
javascript:void(0)
javascript:void(0)
javascript:void(0)
javascript:void(0)
javascript:void(0)
javascript:void(0)
javascript:void(0)
javascript:void(0)
javascript:void(0)
javascript:void(0)
javascript:void(0)
javascript:void(0)
javascript:void(0)
javascript:void(0)

Cureus Journal of Business and Economics

environment by enabling the real-time analysis of consumer behavior. As a result, retailers are able to
offer targeted promotions, competitive pricing, and customized product recommendations, thereby
improving their ability to convert leads into sales. Modern retail ecosystems are being redefined by
facilitating customer requirements through platform-based retailing (Zhang &amp; Hinninen, 2022). The
online environment is shaping customer attitudes and behaviors. It is influenced by the customer’s
perceptions such as website usefulness, ease of use, website quality, content, and functionality (Salamah,
2024). Authors (Chen and Chang, 2003) identified three phases of the online shopping experience:
interactivity, transition, and fulfillment. The interactivity phase focuses on user engagement, website
navigation, and information search; the transition phase involves the purchasing process, including
payment systems and checkout procedures; and the fulfillment phase encompasses post-purchase
activities such as delivery and customer service. Furthermore, the digital environment facilitates efficient
decision-making through targeted content and algorithm-based product recommendations. Customer
behavior in digital contexts has become increasingly fluid, with consumers often researching offline and
purchasing online. This hybrid behavior is driven by information gathering from multiple sources, product
evaluation and comparison, and product information presented in the form of videos (Liu, 2024).

To improve customer experience and operational efficiency, the automotive sector is increasing its
adoption of sophisticated technologies. The deployment of Al-enabled systems, robotics, and innovative
interfaces streamlines processes like inventory management, customer service, and employee support.
Innovations like autonomous navigation aids, sensor-based security systems, and real-time data analytics
are optimizing the customer journey from the pre-purchase stage to post-purchase service

interactions (Grewal et al., 2023). Mobile-assisted showrooming and mobile AR are transforming how
customers engage in the automotive retail sector. Automotive retailers are increasingly adopting phygital
solutions to bridge the gap between offline and online environments. In-store interactions by overlaying
virtual information on physical products are increasing due to mobile AR, which offers immersive
visualization tools that support vehicle configuration, comparison, and customization options (Alesanco-
Llorente et al., 2023). Integrated technologies such as Al, VR, IoT, and chatbots influence customer
behavior and enhance the augmented experiential value in the customer journey. Leveraging these
technologies, firms gather real-time analytics, tailor services, and foster elevated customer satisfaction in
reshaping the customer’s interactions and helping automotive brands to measure customer experience
across purchase stages (Mele et al., 2025). Advanced technological wearable devices, like VR headset,
head-mounted display, motion tracking controller, and multiple sensory modalities, enabled customers to
explore various features and experiences without physical constraints. These tech-enabled devices
enhanced user’s emotional and cognitive involvement, which influenced their purchase decisions (Xi and
Hamari, 2021). As part of retail strategies in the automotive sector, the deployment of AR smart glasses
enhanced the customer’s in-store experiences by allowing them to virtually interact with automotive
parts, interiors, configurations, and technical specifications, which elevated the customers to purchase
decisions. The use of AR smart glasses enhanced the digital information, productivity, immersion, and
customer engagement process, which in turn enhanced the customer buying experience (Pfeifer et al.,
2023). The application of voice user interfaces and natural language processing technologies enhanced
interactivity in the automotive sector, enabling the replacement of touch-based control systems. Using
voice user interfaces enabled the users to perform complex tasks, improving operational

efficiency (Hombeck et al., 2024).

Theoretical framework

This study is based on multiple theories that allow us to examine in depth how digital showrooms
influence technology adoption, customer experience, and sales impact in the automotive sector. The study
incorporated features of digital showrooms that influence users’ behavioral intentions, which are
mediated by the customer experience that lead to sales. The following theories provide foundations to this
study.

Technology Acceptance Model

The Technology Acceptance Model developed by (Davis, 1989) identified two primary factors: perceived
usefulness and perceived ease of use, which influence individuals’ attitudes towards using technology. The
model suggested that users who perceive technology as beneficial to their objectives and efforts to operate
are more likely to adopt it. This perspective is relevant to the use of digital showrooms in the automotive
sector.

The Unified Theory of Acceptance and Use of Technology

The theory proposed by (Venkatesh et al., 2003) identifies four key factors: performance expectancy, effort
expectancy, social influence, and facilitating conditions. The Unified Theory of Acceptance and Use of
Technology examined the customer experience on digital platforms by using the digital interface as a
construct, which helps evaluate customers’ experiences, intentions, and engagement.

Customer Experience Framework
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Customer experience in digital showrooms can be effectively understood using the framework proposed
by (Verhoef et al., 2009), which highlights the experience shaped by cognitive, sensory, emotional, and
social elements. The framework also connects with organizational performance and highlights how the
rise of self-service technologies has transformed the customer experience.

Service-Dominant (S-D) Logic

According to (Vargo and Lusch, 2004), their service-dominant (S-D) logic provides a strong theoretical
framework for understanding the transformation of digital showrooms in the automotive sector. The idea
of the S-D logic is that value is created through the interaction between the automotive brand and the
customer. In the process of transformation, the digital showroom should be seen as a service platform for
the co-creating value.

Diffusion of Innovations Theory

Drawing on (Rogers, 1962) diffusion model, the theory helps understand the broader role of digital
showrooms in the market. The model views the digital showrooms as an innovation in the automotive
sector retail chain. Digital showrooms serve as a communication channel, enabling immersive, interactive,
and personalized experiences for the customer.

Research Method

Based on the above theoretical foundations, a comprehensive conceptual framework was developed to
carry out the empirical investigation. The framework is an interconnected model that initially focuses on
technology adoption, which directly influences the customer experience and acts as a mediator, thereby
impacting on sales. This framework traces the relationship within the broad domains: where technology
adoption is driven by familiarity, usefulness, ease of use, and motivation; customer experience is
acclimated by interactivity, personalization, Al integration, and convenience; and the impact on sales is
reasoned through satisfaction, trust, confidence, and recommendation. Based on the conceptual
framework (Figure 1), the usage of the digital showrooms in the automotive sector is systematically
studied with the following research questions and corresponding hypotheses in the broad domains
(Table ).

Familiarity with Digital Platforms

= &

FIGURE 1: Study framework
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Research Question (RQ)

Corresponding Hypotheses

RQ1: What is the role and familiarity with
digital platforms in the adoption of digital H1: Higher familiarity with digital platforms positively impacts technology adoption. H2: Perceived

showrooms? RQ2: To what extent the usefulness of digital showrooms positively influences the intention to explore new vehicles digitally. H3:

perceived usefulness influences the
customer’s intention to use digital

showroom?

Ease of navigation of digital platforms positively affects customers’ motivation to adopt new automotive
technologies.

H4: Digital showrooms offering a higher level of interactivity are associated with a better customer
experience. H5: Perceived personalization in digital showrooms is positively correlated with customer

RQ3: How do digital showroom features

contribute to customer experience?

satisfaction. H6: The use of Al features improves the overall customer experience in digital showrooms. H7:
Customers perceive digital showrooms as more convenient than traditional showrooms, leading to a better
exploration experience.

H8: Higher satisfaction with digital showroom experience leads to increased confidence in purchasing

RQ4: What is the relationship between decisions. H9: Trust in the information provided by digital showrooms positively influences the final

satisfaction of digital showroom experience purchase decision. H10: Customers who find digital showrooms useful are more likely to recommend them

and final purchase?

to friends and family. H11: Higher satisfaction with digital showrooms is positively related to the perceived
importance of digital platforms in future car-buying processes.

TABLE 1: Research questions and corresponding hypotheses

The study aimed to test a series of hypotheses (H1-H11) derived from established theories and a
conceptual framework to examine the causal relationship between the customer experience and the digital
showroom. The study adopted a deductive approach and employed a descriptive and causal research
design, enabling a cross-sectional study and the examination of variables.

Data collection and survey instrument

The primary data were collected using a structured online questionnaire hosted on a secure website via
Google Forms. The questionnaire was developed based on the constructs defined in the framework. The
instrument comprises four major sections.

Section A: Comprises demographic and profile information of the respondents (251), such as age, income,
location, and previous car ownership.

Section B: Comprises questions on technology adoption, such as measuring familiarity, perceived
usefulness, and ease of use.

Section C: Comprises customer experience-based questions like interactivity, personalization, Al
integration, and convenience.

Section D: Comprises questions related to behavioral intentions and purchase decisions, such as
satisfaction, trust, confidence, and likelihood to recommend.

Sampling strategy and respondent identification

For this study, the target population was defined as current and potential car buyers in India. Current
buyers are customers who have purchased a car within the last year. Potential buyers are individuals who
are seeking information on cars, browsing vehicles online, and are in the phase of the car-buying journey
with the intention to buy a car within six months to one year. From the population, respondents were
selected using the non-probability convenience sampling method. Respondents have

voluntarily participated in our study. To ensure the respondents were relevant to this study, a survey link
was shared in forums, with car enthusiasts, existing owners, and individuals in various organizations. The
survey link was also posted in the social media profiles such as Linkedin and Facebook groups, for
potential respondent identification. The questionnaire began with the question, “Are you currently
purchasing a car or have you recently purchased a car?” If the respondent’s answer was “Yes,” they were
allowed to proceed with the survey. This helped us screen and filter respondents who fit our defined
population of current and potential car buyers in India. A total of 251 responses were used in this study.
While this sampling method is cost-effective and easy to implement, it primarily targets a niche
population of digitally engaged audiences. This is acknowledged as a limitation regarding the
generalizability of the findings, as discussed in the limitations section.

Data analysis

2026 Gundupagi et al. Cureus J Bus Econ 3 : es44404-026-00015-7. DOI https://doi.org/10.7759/s44404-026-00015-7 50f 14



Cureus Journal of Business and Economics

The collected data were analyzed using Jamovi version 2.3.28, an open-source statistical software. The
analytical techniques included Pearson and Spearman's correlation analysis, Kruskal-Wallis tests, and

linear regression to test the hypothesized relationship between the variables.

Results And Discussion

The empirical analysis provided support for the proposed conceptual model, with all hypotheses (H1-H11)
being statistically significant (p <.001). The results indicate a clear causal pathway from technology

adoption to impact on sales, mediated by customer experience.

Technology adoption as the foundation

The analysis of the technology adoption constructs indicates a strong, statistically significant relationship
among the variables (Table 2). The results indicate a moderate positive correlation between familiarity
with digital platforms and the technology intention to explore new vehicles (r = 0.336, p <.001),
confirming H1. The result suggests that customers who are more inclined towards technology are more
likely to adopt digital showrooms in their car-buying process. Hypothesis H2 is supported, as the
perceived usefulness variable demonstrated a significant positive relationship with the intention to
explore new vehicles digitally (r = 0.506, p <.001). In the process of automotive exploration, customers
perceived greater functional value of digital showroom. The ease of navigation variable also demonstrated
a strong positive association with customers’ motivation to adopt new technology, supporting hypothesis
H3 (r=0.723, p <.001). This finding highlights the importance of designing a user-friendly interface when

adopting digital showrooms to explore the car-buying journey.

Hypothesis Variables Tested Test Used

H1 1. Familiarity with digital platforms; 2. Technology adoption Pearson Correlation
H2 3. Perceived usefulness; 4. Intention to explore new vehicles Pearson Correlation
H3 5. Ease of navigation; 6. Motivation to adopt technology Pearson Correlation

TABLE 2: Correlation results (H1-H3)

Source: (The Jamovi Project, 2023)

rlp
0.336
0.506

0.723

p-value

<.001

<.001

<.001

Supported?
Yes
Yes

Yes

Customer experience as the key mediator

The results of Hypotheses H4-H7 strongly validate the role of digital showroom features in customer
experience (Table 3). The findings revealed a consistent positive effect of interactivity, personalization, Al
features, and convenience on overall customer experience. A Kruskal-Wallis test indicated significant
variation in perceived customer experiences across interactivity levels (x* = 129, p <.001), supporting H4.
The study further found that perceived personalization is positively correlated with customer satisfaction,
confirming H5 (p = 0.654, p < .001) and supporting the argument ‘enhanced interactivity enhances the
customer experience’. This outcome highlights the importance of personalized content in maximizing
customer satisfaction. A linear regression analysis applied to H6 revealed that Al features significantly
improved overall customer experience (R% = 0.493, p <.001), supporting H6. Perceived convenience was
also strongly correlated with customers’ motivation to explore vehicles digitally (p = 0.542, p <.001),
supporting H7. The test results (H4-H7) indicate that Al features of the digital showroom drive customer
engagement and enhance perceived value creation, consistent with (Verhoef et al. 2009)’s framework and
the service-dominant logic of value co-creation (Vargo and Lusch, 2004).
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Hypothesis
H4
H5
H6

H7

Variables Tested

7. Interactivity; 8. Customer experience
9. Personalization; 10. Satisfaction

11. Al features; 12. Overall experience

13. Convenience; 14. Exploration motivation

Test Used Test Statistic p-value Supported?
Kruskal-Wallis x> =129 <.001 Yes
Spearman’s p=0.654 <.001 Yes
Linear Regression (R2=0.493, F = 242) <.001 Yes
Spearman’s p=0.542 <.001 Yes

TABLE 3: Correlation results (H4-H7)

Source: (The Jamovi Project, 2023)

Hypothesis
H8

H9

H10

H11

Transformation of experience into sales impact

Hypotheses H8-H11 examined the relationships among variables such as satisfaction, confidence in
purchase, trust, purchase decision-making, usefulness, and recommendation to others (Table 4).
Hypothesis H8 is supported with a strong positive correlation between satisfaction with increased
confidence in purchasing decisions (p = 0.692, p < .001). Hypothesis H9 is supported, as trust in digital
showroom information showed a significant relationship with final purchase decision (p = 0.636, p <.001).
Besides, customers who found digital showrooms helpful were more likely to recommend them to others
(p =0.494, p <.001), confirming hypothesis H10. The study found that there is a significant relationship
between satisfaction and confidence in purchase, supporting H11 (p = 0.695, p <.001), which implies that
customer satisfaction is driving behavioral intentions to purchase in the car-buying journey. From the
analysis, it is found that results of purchase behavioral intentions (H8-H11) are aligned with the customer
experience-outcome linkage proposed by (Mele et al., 2025), highlighting the mediating role of customer
satisfaction in translating digital customer engagement into future behavioral intentions.

Variables Tested Test Used rlp p-value Supported?
15. Satisfaction; 16. Confidence in purchase Spearman’s p =0.692 <.001 Yes
17. Trust; 18. Purchase decision Spearman’s p=0.636 <.001 Yes
19. Usefulness; 20. Recommendation Spearman’s p=0.494 <.001 Yes
21. Satisfaction; 22. Importance of digital platforms (future buying) Spearman’s p =0.695 <.001 Yes

TABLE 4: Correlation results (H8-H11)

Source: (The Jamovi Project, 2023)

The empirical results for all hypotheses (H1-H11) provide robust support for the proposed conceptual
framework. Technology adoption factors (H1-H3) serve as foundational enablers, customer experience
factors (H4-H7) act as mediators that enhance customer engagement and satisfaction, and sales impact
factors (H8-H11) function as behavioral drivers that reinforce confidence, trust, and recommendation
intentions.

Discussion

The finding that ease of navigation (H3: r = 0.723) was the strongest predictor of technology adoption is
highly significant. This result can be understood from the perspective of the Technology Acceptance
Model (Davis, 1989), where perceived ease of use is a direct precedent to attitudes towards use.
Automotive products involve a complex, vast amount of information. Regardless of the digital platform’s
potential utility, a challenging interface in the context of the digital showroom causes cognitive anxiety
for the customer and acts as a barrier to the customer’s engagement. This result highlights the fact that

usability is the primary element upon which all other theories are built. The effect of Al features (H6: R2 =
0.493) on the overall customer experience aligns with (Grewal et al., 2023), who highlighted AI’s role in
enriching customer and employee efficiency. The findings also suggest that Al transcends beyond simple
efficiency in a digital showroom environment and adds value by offering immersive, intelligent
recommendations, customization, and virtual assistance, which customers view as an extremely useful
service. The strong correlation between personalization and satisfaction (H5: p = 0.654) is in line with the
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principles of S-D logic (Vargo and Lusch, 2004), confirming that value is not integrated into the digital
showroom itself but is co-created through interactive personalized experiences. In the context of a digital
showroom, the platform should tailor its content and information according to customer’s needs and
preferences.

The study’s empirical results provide strong support for the notion that elements of the digital showroom
provide an encompassing customer experience, acting as a moderator between technology adoption and
its impact on sales. Interactivity (H4), personalization (H5), Al integration (H6), and convenience (H7) are
not only features of the digital showroom but also essential drivers of value creation for customers,
according to the hypotheses H4-H11, which support and demonstrate a positive chain. This result is
consistent with the Customer Experience Framework by (Verhoef et al., 2009), which proposes that in the
digital showroom environment, experiences are influenced by cognitive, emotional, and sensory elements.
Satisfaction (H8) is the crucial factor that bridges experience and action. When customers are satisfied
with the digital exploration of vehicles, it indicates a positive experience, reducing perceived risk and
increasing the likelihood of making a correct decision. Furthermore, trust (H9) is an essential, unwavering
factor. As in the physical showroom environment, sales are driven by salesperson by building harmony. In
the context of digital showroom, service providers must earn trust, transparency, and information through
accuracy. As trust factor directly influences the purchase decision, service providers must act as trustable
sources. In terms of long-term value creation after purchase support (H10), it has implications for
customer experience. This factor emphasizes that, in the digital showroom environment, customers are
transformed into promoters and become powerful organic marketing elements. From the perspective of
the importance of digital showrooms for future customer experience (H11), they can be considered tools
for long-term customer relationship management and value creation.

Limitations

This study has offered valuable insights into the impact of digital showrooms in the Indian automotive
sector. This study’s findings must be viewed in light of certain methodological limitations that also offer
future research directions. A significant limitation in this study is the use of a non-probability sampling
method to select respondents. This approach was useful for reaching existing and prospective buyers who
are digitally engaged customers and active on social media platforms, but it inevitably restricts the
generalizability of the results. The sample may not fully represent the entire car-buying population of
India, as potential buyers are already active on online platforms and tech-savvy. As a result, the results
might overstate, reflecting the opinions of early adopters and tech-savvy customers. Secondly, the cross-
sectional research design collects data at a single point of time. Although this strategy works well for
identifying correlations, it cannot demonstrate causality or monitor how attitudes and actions change
throughout the car-buying process. In the automotive sector, customer experience is a dynamic process, as
purchase intentions may change from initial online research to final purchase decision. Additionally, the
study is limited to the Indian automotive sector geographically and culturally.

Future Research Directions

Future research should explore several dimensions. First, the use of probability sampling techniques
would enhance the representativeness of the findings and allow for greater generalizability across diverse
populations. Second, longitudinal studies are recommended to track individual customers from the initial
exploration stage to final purchase and post-purchase stage. Tracking individuals over time provides a
more robust understanding of causal pathways and the long-term impact of digital showrooms. Finally,
cross-cultural comparative studies replicating this model across different cultures and markets will help
identify factors that are universal and those that are culture-specific, thereby contributing to a more
nuanced global theory of digital automotive retail.

Conclusions

This study offers several key theoretical contributions. First, it integrates and sequences established
theories into a causal chain. Our conceptual model has demonstrated that the Technology Acceptance
Model and the Customer Experience Framework variables are key to a rich customer experience. Second,
the notion “value is co-created through interactions in the digital platform” operationalizes and validates
S-D logic. Finally, by linking the customer experience directly to the behavioral intentions of the
customers, the study bridges the gap between experiential marketing theory and sales outcomes, a
connection often theorized but less frequently empirically demonstrated in the automotive sector in a
digital context.

The findings of the current empirical study offer clear, actionable recommendations for automotive
marketers, virtual automobile digital showroom service providers, and digital marketers. As the study
found that ease of navigation is the major driver, service providers must invest heavily in the user-centric
design. The platform should be simple, user-friendly, customizable, and require minimal intellectual effort
to adopt and use. The integration of Al should focus on tailoring features to customers throughout the
car-buying journey process. The platform should learn from customer’s behavioral intentions and act as a
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guide. The study found a strong relationship between trust and the purchase decision. To improve the
customer experience, digital showroom service providers should include reliable and trustworthy
information, curated content about car features and specifications, and high-quality images that enhance
engagement. In addition to listing vehicle features, digital showrooms should leverage immersive
technologies to enable seamless exploration of the car from home. Automotive service providers should
view digital showrooms as strategic assets and invest continuously to support and enhance future
purchase decisions.

Appendices

Digital showrooms - Questionnaire

Dear respondent, as we are conducting research on “Driving Sales Digitally: An Empirical Study of Digital
Showrooms in the Automotive Sector”, we request you to kindly spend a few minutes answering the
questionnaire and help us complete the research.

* Indicates required question

1. Name of the Respondent

2. Are you currently purchasing a car or recently purchased a car? *
- Yes

-No

3.Age*

-20-24

-25-34

-35-44

-45-54

- 55+

4. Gender *

- Male

- Female

5. Monthly Household Income *
- Less than 30,000
-30,001-50,000
-50,001-100,000

- Above 100,000

6. Current Vehicle Ownership *
- Two wheeler

- Entry-level car

- Mid-size car

- Luxury car

7. Familiarity With Digital Platforms (e.g., AR/VR showrooms) *
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- Not at all familiar

- 5 (Very familiar)

8. Frequency of Online Automobile Research *

- Never

- Occasionally

- Sometimes

- Often

- Always

9. Primary Purpose for Exploring Digital Showrooms *
(Multiple options can be selected)

- Browsing

- Comparing options

- Gathering technical information

- Comparing features

- Interiors and exteriors of the product

- Virtually try-on

10. Preferred Device for Digital Showroom Visit *

- Smartphone

- Tablet

- Laptop

- Desktop

- Smart TV

11. Digital showrooms increase my awareness of new automotive technologies. *
(Strongly Disagree — Strongly Agree)

12. T will explore new vehicles through digital platforms. *
(Strongly Disagree — Strongly Agree)

13.1find digital showrooms useful in evaluating automotive innovations. *

(Strongly Disagree — Strongly Agree)
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14.1 perceive digital platforms as easy to navigate and use. *

(Strongly Disagree — Strongly Agree)

15. Digital showrooms enhance my understanding of technical specifications. *

(Strongly Disagree — Strongly Agree)

16. Exploring vehicles digitally motivates me to test-drive newer models. *

(Strongly Disagree — Strongly Agree)

17. 1 believe digital platforms reduce the risk of making poor technology choices. *
(Strongly Disagree — Strongly Agree)

18. Digital showrooms provide a high level of interactivity. *

(Strongly Disagree — Strongly Agree)

19.1 find digital platforms more convenient than traditional showrooms. *

(Strongly Disagree — Strongly Agree)

20. My experience feels personalized while using digital showrooms. *

(Strongly Disagree — Strongly Agree)

21. Compared to traditional showrooms, digital platforms offer a better customer experience. *
(Strongly Disagree — Strongly Agree)

22. The visual quality and realism in digital showrooms improve my engagement. *
(Strongly Disagree — Strongly Agree)

23.1am more comfortable exploring cars digitally at my own pace. *

(Strongly Disagree — Strongly Agree)

24. 1 feel more in control during a digital showroom experience compared to an in-person visit. *
(Strongly Disagree — Strongly Agree)

25. Viewing a vehicle through a digital showroom increases my confidence in purchasing it. *
(Strongly Disagree — Strongly Agree)

26. Digital showrooms positively influence my decision to buy a car. *

(Strongly Disagree — Strongly Agree)

27. Using a digital showroom reduces the time I take to decide on a vehicle. *

(Strongly Disagree — Strongly Agree)

28.1am satisfied with the purchase decision influenced by digital showroom experience. *
(Strongly Disagree — Strongly Agree)

29. Digital platforms help me better compare features and pricing before purchase. *

(Strongly Disagree — Strongly Agree)
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30. I trust the digital showroom to reflect accurate and up-to-date product information. *
(Strongly Disagree — Strongly Agree)

31. Digital showrooms add value to the car-buying journey. *

(Strongly Disagree — Strongly Agree)

32. They improve transparency and accessibility in the automotive retail process. *

(Strongly Disagree — Strongly Agree)

33. Digital platforms enhance the dealership’s credibility and trustworthiness. *

(Strongly Disagree — Strongly Agree)

34. The integration of digital showrooms with offline services creates a seamless experience. *
(Strongly Disagree — Strongly Agree)

35. The use of AI (chatbots, recommendation engines) enhances my digital showroom experience. *
(Strongly Disagree — Strongly Agree)

36. Digital showrooms improve sustainability by reducing the need for physical visits. *
(Strongly Disagree — Strongly Agree)

Please rate your overall satisfaction with digital showrooms (1-5). *

37. How likely are you to recommend using a digital showroom to a friend or family member? *
(Not Likely — Extremely Likely)

38. Rate the importance of digital showrooms in your next car-buying process. *

(Not Important — Extremely Important)

Additional Information
Author Contributions

All authors have reviewed the final version to be published and agreed to be accountable for all aspects of
the work.

Concept and design: Manjunath Gundupagi, Ignatius Balraj, Chandhan Prashad N, Mubeen Durdana

Acquisition, analysis, or interpretation of data: Manjunath Gundupagi, Ignatius Balraj, Chandhan
Prashad N, Mubeen Durdana

Drafting of the manuscript: Manjunath Gundupagi, Ignatius Balraj, Chandhan Prashad N, Mubeen
Durdana

Critical review of the manuscript for important intellectual content: Manjunath Gundupagi,
Ignatius Balraj, Chandhan Prashad N, Mubeen Durdana

Supervision: Manjunath Gundupagi

Disclosures

Human subjects: Consent was obtained or waived by all participants in this study. Animal subjects: All
authors have confirmed that this study did not involve animal subjects or tissue. Conflicts of interest: In
compliance with the ICMJE uniform disclosure form, all authors declare the following: Payment/services
info: All authors have declared that no financial support was received from any organization for the
submitted work. Financial relationships: All authors have declared that they have no financial
relationships at present or within the previous three years with any organizations that might have an

2026 Gundupagi et al. Cureus J Bus Econ 3 : es44404-026-00015-7. DOI https://doi.org/10.7759/s44404-026-00015-7 12 of 14



Cureus Journal of Business and Economics

interest in the submitted work. Other relationships: All authors have declared that there are no other
relationships or activities that could appear to have influenced the submitted work.

Acknowledgements

The data supporting the findings of this study were collected through an anonymous online questionnaire.

Due to the nature of the dataset and to protect participant confidentiality, the raw data cannot be publicly
shared. However, de-identified data and the survey instrument can be made available by the
corresponding author upon reasonable request for academic research purposes.

References

1.

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.
25.

26.

27.

Alesanco-Llorente M, Reinares-Lara E, Pelegrin-Borondo J, Olarte-Pascual C: Mobile-assisted showrooming
behavior and the (r)evolution of retail: The moderating effect of gender on the adoption of mobile augmented
reality. Technological Forecasting and Social Change. 2023, 191:122514. 10.1016/j.techfore.2023.122514
Bozhenko ES, Polyakova EY, Dubinina MA: Customer experience in the formation of a value proposition in a
digital environment. Dela Press Conference Series: Economics, Business and Management. 2022, 1-5.
Candelo E: Innovation and digital transformation in the automotive industry. Marketing Innovations in the
Automotive Industry. Springer, Cham; 2019. 155-173. 10.1007/978-3-030-15999-3 18

Chen SJ, Chang TZ: A descriptive model of online shopping process: some empirical results. International
Journal of Service Industry Management. 2003, 14:556-569. 10.1108/09564230310500228

Cox Automotive Inc: Cox Automotive’s car buyer journey study reveals record high satisfaction among new
and EV buyers. 2025, Accessed: May 15, 2025: https://www.coxautoinc.com/insights-hub/cox-automotives-car-
buyer-journey-study-reveals-record-high-satisfaction-amon....

Davis FD: Perceived usefulness, perceived ease of use, and user acceptance of information technology. MIS
Quarterly. 1989, 13:319-340. 10.2307/249008

Dixit M, Thampi G: Investigating the challenges faced by Indian automotive industry for adopting technology
organically. International Journal of Industrial and Systems Engineering. 2023, 44:258-284.
10.1504/1JISE.2023.131540

Fichman RG, Dos Santos BL, Zheng Z: Digital innovation as a fundamental and powerful concept in the
information systems curriculum. MIS Quarterly. 2014, 38:329-354. 10.25300/misq/2014/38.2.01

Gao P, Kaas H-W, Mohr D, Wee D: Disruptive trends that will transform the auto industry. McKinsey &
Company. 2016, https://www.mckinsey.com/industries/automotive-and-assembly/our-insights/disruptive-
trends-that-will-transform-the-au....

Grewal D, Benoit S, Noble SM, Guha A, Ahlbom CP, Nordfilt J: Leveraging in-store technology and Al:
increasing customer and employee efficiency and enhancing their experiences. Journal of Retailing. 2023,
99:487-504. 10.1016/j.jretai.2023.10.002

Gupta A: From crude oil to electricity: examining the shift in Indian consumer preferences and behaviour
towards electric vehicles. International Research Journal on Advanced Engineering and Management (IRJAEM).
2024, 2:379-388. 10.47392/irjaem.2024.0054

Hombeck ], Voigt H, Lawonn K: Voice user interfaces for effortless navigation in medical virtual reality
environments. Computers & Graphics. 2024, 124:104069. 10.1016/j.cag.2024.104069

Kannan PK, Li H: Digital marketing: A framework, review and research agenda. International Journal of
Research in Marketing. 2017, 34:22-45. 10.1016/j.ijresmar.2016.11.006

Liu Z: Transformations in consumer buying behavior: investigating how online shopping platforms. Advances
in Economics, Management and Political Sciences. 2024, 109:181-186. 10.54254/2754-1169/109/2024bj0135
Madan S, Bohla V, Bushra S, Bhalla DK: Automotive Industry 4.0: the digital evolution of mobility services.
11th International Conference on Cutting-Edge Developments in Engineering Technology and Science. 2024,
1-5.10.62919/dhyi4658

Mele C, Hollebeek LD, Di Bernardo I, Russo Spena T: Unravelling the customer journey: A conceptual
framework and research agenda. Technological Forecasting and Social Change. 2025, 211:123916.
10.1016/j.techfore.2024.123916

MSXI: Digital transformation and the future of automotive retail. 2020, Accessed: June 10, 2025:
https://www.msxi.com/gb/benchmarker/digital-transformation-and-the-future-of-automotive-retail/.

Nofal R, Calicioglu C, Aljuhmani HY: The impact of social networking sites advertisement on consumer
purchasing decision: The mediating role of brand awareness. International Journal of Data and Network
Science. 2020, 4:139-156. 10.5267/j.ijdns.2020.2.003

Pellegrino A: Experience at the core: digital customer experience and customer satisfaction. Decoding Digital
Consumer Behavior. Springer, Singapore; 2024. 141-149. 10.1007/978-981-97-3454-2_10

Perody SH, Sudhakara AM: Adopting Industry 4.0 in India's automotive sector: challenges, enablers, and policy
implications. Asian Review of Mechanical Engineering. 2024, 13:25-31. 10.70112/arme-2024.13.2.4277
Pfeifer P, Hilken T, Heller J, Alimamy S, Di Palma R: More than meets the eye: In-store retail experiences with
augmented reality smart glasses. Computers in Human Behavior. 2023, 146:107816. 10.1016/j.chb.2023.107816
PwC: Digital auto report 2021. 2021, https://www.strategyand.pwc.com/cn/en/reports/digital-automotive-
report-2021.pdf.

Reader RK: Adapting customer experience strategies in the digital age: a study. International journal for
Research Publication & Seminar. 2015, 6:129-134. 10.36676/jrps.v6.i6.1548

Rogers EM: Diffusion of Innovations (Third Edition). The Free Press, New York; 1962.

Rozhkov IV: Essence, characteristics and legal regulation of customer experience management in the digital
environment. Eurasian Bar Office. 2024, 4:182-185. 10.52068/2304-9839 2024 69 4 182

Salamah NH: The influence of digital retail environment on consumer purchasing behavior: a causal study.
International Journal of Psychological Studies. 2024, 16:60-73. 10.5539/ijps.v16n3p60

SunY, Wang Z, Yan S, Han X: Digital showroom strategies for dual-channel supply chains in the presence of
consumer webrooming behavior. Annals of Operations Research. 2023, 329:1109-1148. 10.1007/s10479-021-

2026 Gundupagi et al. Cureus J Bus Econ 3 : €s44404-026-00015-7. DOI https://doi.org/10.7759/s44404-026-00015-7

13 of 14


https://dx.doi.org/10.1016/j.techfore.2023.122514
https://dx.doi.org/10.1016/j.techfore.2023.122514
https://dpcsebm.delapress.com/index.php/dpcsebm/article/view/156
https://dx.doi.org/10.1007/978-3-030-15999-3_18
https://dx.doi.org/10.1007/978-3-030-15999-3_18
https://dx.doi.org/10.1108/09564230310500228
https://dx.doi.org/10.1108/09564230310500228
https://www.coxautoinc.com/insights-hub/cox-automotives-car-buyer-journey-study-reveals-record-high-satisfaction-among-new-and-ev-buyers/
https://www.coxautoinc.com/insights-hub/cox-automotives-car-buyer-journey-study-reveals-record-high-satisfaction-among-new-and-ev-buyers/
https://dx.doi.org/10.2307/249008
https://dx.doi.org/10.2307/249008
https://dx.doi.org/10.1504/IJISE.2023.131540
https://dx.doi.org/10.1504/IJISE.2023.131540
https://dx.doi.org/10.25300/misq/2014/38.2.01
https://dx.doi.org/10.25300/misq/2014/38.2.01
https://www.mckinsey.com/industries/automotive-and-assembly/our-insights/disruptive-trends-that-will-transform-the-auto-industry
https://www.mckinsey.com/industries/automotive-and-assembly/our-insights/disruptive-trends-that-will-transform-the-auto-industry
https://dx.doi.org/10.1016/j.jretai.2023.10.002
https://dx.doi.org/10.1016/j.jretai.2023.10.002
https://dx.doi.org/10.47392/irjaem.2024.0054
https://dx.doi.org/10.47392/irjaem.2024.0054
https://dx.doi.org/10.1016/j.cag.2024.104069
https://dx.doi.org/10.1016/j.cag.2024.104069
https://dx.doi.org/10.1016/j.ijresmar.2016.11.006
https://dx.doi.org/10.1016/j.ijresmar.2016.11.006
https://dx.doi.org/10.54254/2754-1169/109/2024bj0135
https://dx.doi.org/10.54254/2754-1169/109/2024bj0135
https://dx.doi.org/10.62919/dhyi4658
https://dx.doi.org/10.62919/dhyi4658
https://dx.doi.org/10.1016/j.techfore.2024.123916
https://dx.doi.org/10.1016/j.techfore.2024.123916
https://www.msxi.com/gb/benchmarker/digital-transformation-and-the-future-of-automotive-retail/
https://www.msxi.com/gb/benchmarker/digital-transformation-and-the-future-of-automotive-retail/
https://dx.doi.org/10.5267/j.ijdns.2020.2.003
https://dx.doi.org/10.5267/j.ijdns.2020.2.003
https://dx.doi.org/10.1007/978-981-97-3454-2_10
https://dx.doi.org/10.1007/978-981-97-3454-2_10
https://dx.doi.org/10.70112/arme-2024.13.2.4277
https://dx.doi.org/10.70112/arme-2024.13.2.4277
https://dx.doi.org/10.1016/j.chb.2023.107816
https://dx.doi.org/10.1016/j.chb.2023.107816
https://www.strategyand.pwc.com/cn/en/reports/digital-automotive-report-2021.pdf
https://www.strategyand.pwc.com/cn/en/reports/digital-automotive-report-2021.pdf
https://dx.doi.org/10.36676/jrps.v6.i6.1548
https://dx.doi.org/10.36676/jrps.v6.i6.1548
https://teddykw2.files.wordpress.com/2012/07/everett-m-rogers-diffusion-of-innovations.pdf
https://dx.doi.org/10.52068/2304-9839_2024_69_4_182
https://dx.doi.org/10.52068/2304-9839_2024_69_4_182
https://dx.doi.org/10.5539/ijps.v16n3p60
https://dx.doi.org/10.5539/ijps.v16n3p60
https://dx.doi.org/10.1007/s10479-021-04475-5
https://dx.doi.org/10.1007/s10479-021-04475-5

Cureus Journal of Business and Economics

28.

29.
30.

31.

32.

33.

34.

35.

36.

04475-5

Sureddi S: Leveraging cloud computing for advanced applications in the automotive industry. International
Journal For Multidisciplinary Research. 2021, 3:1-5. 10.36948/ijfmr.2021.v03i03.26754

The Jamovi Project: jamovi (Version 2.3) [Computer Software]. 2023, https://www.jamovi.org.

Vargo SL, Lusch RF: Evolving to a new dominant logic for marketing. Journal of Marketing. 2004, 68:1-17.
10.1509/jmkg.68.1.1.24036

Vayadande K, Rampure A, Sangar R, Rokade R, Dhage R, Sawane A: MetaNexus: connecting worlds, redefining

reality. 2023 International Conference on Recent Advances in Science and Engineering Technology (ICRASET).

2023, 1-6. 10.1109/ICRASET59632.2023.10420217

Venkatesh V, Morris MG, Davis GB, Davis FD: User acceptance of information technology: toward a unified
view. MIS Quarterly. 2003, 27:425-478. 10.2307/30036540

Verhoef PC, Lemon KN, Parasuraman A, Roggeveen A, Tsiros M, Schlesinger LA: Customer experience
creation: determinants, dynamics and management strategies. Journal of Retailing. 2009, 85:31-41.
10.1016/j.jretai.2008.11.001

Xi N, Hamari J: Shopping in virtual reality: A literature review and future agenda. Journal of Business Research.

2021, 134:37-58. 10.1016/j.jbusres.2021.04.075

Yasmin S, Shreedevi G: Blockchain and cloud-based technology in automotive supply chain. 2023 5th
International Conference on Smart Systems and Inventive Technology (ICSSIT), Tirunelveli, India. 2023, 771-
775.10.1109/1CSSIT55814.2023.10060948

Zhang L, Hanninen M: Digital retail—key trends and developments. The Digital Supply Chain. MacCarthy BL,
Ivanov D (ed): Elsevier, Amsterdam; 2022. 237-254. 10.1016/B978-0-323-91614-1.00014-9

2026 Gundupagi et al. Cureus J Bus Econ 3 : €s44404-026-00015-7. DOI https://doi.org/10.7759/s44404-026-00015-7

14 of 14


https://dx.doi.org/10.36948/ijfmr.2021.v03i03.26754
https://dx.doi.org/10.36948/ijfmr.2021.v03i03.26754
https://www.jamovi.org
https://www.jamovi.org
https://dx.doi.org/10.1509/jmkg.68.1.1.24036
https://dx.doi.org/10.1509/jmkg.68.1.1.24036
https://dx.doi.org/10.1109/ICRASET59632.2023.10420217
https://dx.doi.org/10.1109/ICRASET59632.2023.10420217
https://dx.doi.org/10.2307/30036540
https://dx.doi.org/10.2307/30036540
https://dx.doi.org/10.1016/j.jretai.2008.11.001
https://dx.doi.org/10.1016/j.jretai.2008.11.001
https://dx.doi.org/10.1016/j.jbusres.2021.04.075
https://dx.doi.org/10.1016/j.jbusres.2021.04.075
https://dx.doi.org/10.1109/ICSSIT55814.2023.10060948
https://dx.doi.org/10.1109/ICSSIT55814.2023.10060948
https://dx.doi.org/10.1016/B978-0-323-91614-1.00014-9
https://dx.doi.org/10.1016/B978-0-323-91614-1.00014-9

	Driving Sales Digitally: An Empirical Study of Digital Showrooms in the Automotive Sector
	Abstract
	Introduction
	Literature review
	Theoretical framework

	Research Method
	FIGURE 1: Study framework
	TABLE 1: Research questions and corresponding hypotheses
	Data collection and survey instrument
	Sampling strategy and respondent identification
	Data analysis

	Results And Discussion
	Technology adoption as the foundation
	TABLE 2: Correlation results (H1-H3)

	Customer experience as the key mediator
	TABLE 3: Correlation results (H4-H7)

	Transformation of experience into sales impact
	TABLE 4: Correlation results (H8-H11)

	Discussion

	Conclusions
	Appendices
	Digital showrooms - Questionnaire

	Additional Information
	Author Contributions
	Disclosures
	Acknowledgements

	References


