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TOPICS
FOR TODAY

How is the automotive aftermarket
expected to develop?

What are key challenges
going forward?

How to leverage digitalization to
address challenges and beat competition?
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The aftermarket is expected to continue to grow at reduced pace
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1) Market scope limited to maintenance (excl. oil), repair (technical & non-technical) and body parts

Source: Roland Berger Automotive Aftermarket Model
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Both short-term economic and long-term structural trends contribute

SHORT-TERM TRENDS
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However, complexity is expected to continue to increase significantly

One-stop-shop product portfolio

Increasing avg. vehicle age i
& ave 8 Omnichannel sales
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Source: FIGIEFA & Roland Berger IAM Panorama Survey
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Rising complexity puts immense pressure on aftermarket player — Digitalization can make
complexity more manageable and improve performance

Business potential

Digitalization, e.g.,

¢ Operations optimization

Logistics optimization

Portfolio management

Pricing & promotion mgmt.

Reduction of product portfolio e a

Reduction of G2M approach S

Reduction of service level

»
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Complexity
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Compared to other industries, forecasting is a special challenge in the automotive aftermarket

Forecasting accuracy across

industries
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Inaccurate forecasting creates significant cost

Direct

Reputational risks

Inventory costs Increased returns

Production costs ) X :
Customer dissatisfaction

Penalties
Lost revenues /

Working capital costs missed opportunities

Supply chain costs

Indirect
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Data across the value chain and from different sources needs to be utilized to address the
forecasting issue

DATA UNIVERSE

Value Chain

Various data sources deliver data

User
Contract Insurance behaviour
Sales data Purchasing data Sociological data
Data data data

"Data selection, cleaning and processing"

Selected and sorted, organized data = Information to support accurate forecasting
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Digitalized forecasting assists in data selection, cleaning and processing and provides internal and
external benefits

External benefits

Improved operational efficiency
Stronger sales performance

Better financial performance & planning

Higher customer satisfaction & loyalty

Reduced stress on the organization
Improved relation with suppliers

Internal benefits
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