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EU CUSTOMER JOURNEY - TOUCHPOINTS

SALES

APPROVED (APO)

(CANCELLATION SURVEY)

LOST LEADS SURVEY
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Wie stelle ich meinen Kunden
konsequent in den
Mittelpunkt?

NCBS

BRAND NPS — 6MIS

BRAND NPS - 24 MIS

SERVICE

ROADSIDE
ASSISTANCE

CUSTOMER RELATIONSHIP
CENTRE (CRC) CASES

CUSTOMER RELATIONSHIP
CENTRE (CRC) ENQUIRES
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GERMANY

VOICE OF THE CUSTOMER

Sales & Service NPS

CUSTOMER VOICE -

Purchase NPS
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”R GERMANY - VOICE OF THE CUSTOMER

Service RPI

Repurchase Intention (% Top Box Frage)

Wenn Sie das ndachste Mal einen Neuwagen kaufen oder leasen, wie wahrscheinlich ist

es, dass es ein Range Rover sein wird?

Buchungsprozess

Dauer der

Wartung
Schnelligkeit

Fiskaljahr Werkstatttermin
2025/26:

54%

Weiterempfehlung
Serviceberater

Preis-/Leistung
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KEY DRIVERS - SALES, SALES 6 -

Sales 6

Avg. Contribution (6,7%)

Fulfilment of Strengths to Build On

Commitments

Sales Consultant
Understanding Recommendation

INEEES

95,3

w
I o e e e e e

; ‘ Avg. score

i Making you feel

i welcome

iReview Later Priorities for Action

______________________________________________________________________________________________________________________________________________________________________________________________________________
Contribution to Purchase NPS (%) 1

Data up until March 31st
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Sales, other Metrics
Avg. Contribution (6,7%)

Strengths to Build On

8
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1

1

1

1

1

1

1

i

Communication i

before Handover !

1

1

2 93,2 E
Presentation !
Offer Financial e InControl i
1
1
1
1
1
1

Services Post Sales Contact

Offer Accessories

EU Avg. score

Showroom

Appearance
866 Trade In Offer
87,2

1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
:
79,2 Delivery Time i
4 1
1
i
Online i

Consistency 778 i

. 1
Review Later |
1

L

Priorities for Action

Contribution to Purchase NPS (%) 1

Data up until March 31st
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Service 6
Avg. Contribution (7,8 %)

+ ettt ittt ettt ittt ettt
{ Maintain Position i Strengths to BuildOn |
: Fixed Right First E i
: Time | i
! i 14 -884 i
i : Service Advisor E
i ) i Recommendation !
i Veh Cleanliness i i
i & Condition i !
i i Explanation of |
i i Work carried out i
i How Quickly i
5 Vehicle was Seen | i EUAlvg soore
i 2%3,9 i
i i Value For Money E

B iReview Later Priorities for Action !

r

Contribution to Service NPS (%) 1

Data up until March 31st
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KEY DRIVERS - SERVICE, OTHER METRICS

Service, other Metrics

6-920

Post Service
Contact

2-851

Preferred
Transport Option

Understand
Transport Needs

Data up until March 31st

Avg. Contribution (7,8 %)

Strengths to Build On

i o

Time Taken to

Booking Process
& be Serviced

Making You Feel
Welcome

Contact during
Service

i
i
1
i
i
1
i
i
1
i
i
1
i
i
1
i
i
1
i
i

9-873 i
i
1
i
i
1
i
i
1
i
i
1
i
i
1
i
i
1
i
i
1

Priorities for Action

I o

Contribution to Service NPS (%) 1

EU Avg. score
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ILQ VERBATIMS / KOMMENTARE

Overview: Sales — 2025/26

PROMOTOREN
TOP THEMEN
MEIST
GENANNT
Q |
) Mitarbeiter Autohaus
[:J Freundlichkeit
Verlasslichkeit
i?; Freude am Fahrzeug
|
WENIGER
GENANNT

CUSTOMER VOICE - 07.05.2026

NEUTRAL
TOP THEMEN

Prozesse & Ablaufe

Verlasslichkeit Fzg.

Hohe Kosten

Sauberkeit Fzg.

N P X

Promotor Passive
9-10 7-8

©
A
FQ

Detractor
0-6

13

KRITIKER
TOP THEMEN

Fahrzeugqualitat

Kommunikation

Tech Features

Verstandnis
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VOICE OF THE CUSTOMER

INSIGHTS NUTZEN

Ihre Rolle als Client Experience Manager

e Feste Termine, sich in das System einzuloggen
(Versand i.d.R. Dienstagmittags), idealerweise taglich

* Ergebnisse im Team teilen
»  Struktur festlegen: Abteilungen zusammenbringen,
Sales & Service ,Quality Meeting”,
Follow-Up, Verbesserungen nachverfolgen etc.
«  Medallia: Uberblick Dashboard, dann jedes einzelne Feedback
* Kommentare sind wertvoll — egal von ob Promotor, Neutral oder Kritiker

* Nutzen und untermauern Sie |hr Fingerspitzengeftihl

* auch MysteryShopping & Customer Panels

CUSTOMER VOICE - 07.05.2026
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“True Mode

standard ends: with the personal touch.”

\'ﬂ%@ﬁ
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Antonia Fe
Voice of C Delivery Centre - Marke
+49 (0) 17

1 feghbeil@]
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