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ABSTRACT:

Purpose : 
The first aim of this study was to understand what conversational marketing was all aboutfully entails. There is a lot of talk about Ttraditional marketing has prevailed as a topic of conversation in higher educationschools. HoweverNow, we have put aside traditional marketing has today been put  aside in favor ofand schools are teaching digital marketing. I believe there is a A third form of marketing, called conversational marketing, is believed to exist. It is a response to the evolution of the market and the advent of the messaging era.
In this thesis, I The purpose of this thesis was therefore to analyzed conversational marketing itself, in both an abstract and theoretical way,. so asIn order to understand its characteristics, challenges, and current impact.
As I have set upcreator of a my company in conversational marketing, specialized in the automobile distribution, I naturally decided to focus this thesis on this particular market revealed to be one of particular interest for the subject of this thesis. 
This study will provide an overview of the best methods in which oneways to can use conversational marketing, and how these can be applied in what forms, into the automotive industry today. I hope it willThe overall aim is to allow the digital managers, as well asbut also the executives of car brands executives to see more clearly in theirhave a clearer vision of future marketing decisions.
Approach / Mmethodology:
The study began with an First, I reviewedexamination of the concepts of messaging and conversational marketing in my the literature review. I found tThe authors, articles, and books that will mainly be principally used in this thesis were identified. Automobile distribution in general as well asand the different sales methods used in this field were also examined in this literature review.
In a second step, a quantitative study (to be followed later by several qualitative studies) was carried out. The objectiveidea was to collect get as many a substantial amount of responses answers as possible onregarding how potential customers themselves envisionsees conversational marketing, and how they used it on a daily basis. These figures were then examined, and a I was able to establish preliminary hypothesies was established thanks to theas a result of insights from these studies.
Behind the purely academic aspect, this thesis aims to provide concrete elements on how to use conversational marketing to improve the image and increase the turnover of car dealerships., and also increase their turnover.
KEYWORDS: Marketing, Distribution, Advertising techniques, Automotive sector
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Context
3 billion. This is the number of active users of monthly messaging solutions worldwide, according to tourmag.com magazine. 
Of the top 10 most downloaded applications in the world, 5 are related to messaging. 
In fact, pPeople use messaging applications more often than they use social networks, that's a fact. When we look at the studies that question people about the nextAnalysis of surveys regarding upcoming marketing trends has determined that, 29% answer:of those polled consider consumer personalization to be a top priority;, 26% answer artificial intelligence came in second with 26%, and, 21% voice search came in third with 21%. 
80% of the most successful businesses use chatbots to increase their leads. No wonder it is eEstimationsed that 80% of companies will use chatbots byin 2020 are therefore no surprise. 
Facebook Messenger alone had 1.2 active monthly users in 2018, andthen 1.3 in July 2019, beaten only by WhatsApp with 1.6 active users in July 2019.
These figures are evocative, andreveal that many companies use messaging as a tool, with several methods such as: chatbot / real advisors (“Geniuses”) and, artificial intelligence. So The many resources and possibilities that we will, as a result, be analyzed in this thesis.
From traditional channels (e-mail, telephone), customer journeys are now almost entirely digital. Quite often, they start with a click, a swipe, or a message. From the furniture spotted on Instagram to the latest story of an influencer presenting a product, companies must have complete control over their customers' journey to ensureso that they are not overtaken by it. TAll this is especially evident in customer relationship management, for companies must be: available at all times and, companies must be  able to deliver a personalized, continuous, and quality experience. And that's why Mmessaging reveals to beis the answer to all these challenges.	Comment by Natalie: Normalement on dit en anglais “customer experiences”, mais je vous laisse confirmer
Messaging can be used for many purposes. The main reason for its use is to improve customer service and therefore brand image. In fact, while users arethe use ofing less and less telephone and email is decreasing in, they are favor ofing social networks and messaging applications to address brands. Messaging is used to act throughout the purchasing process.  65% of Mmillennials,  (a word coined by sociologists to define the generation born between 1985 andin 2000), prefer to use messaging rather than make a phone call;, 67% polled saidy they will interact more with brands by message over the next two years, while... and 53% revealedsay they are more likely to buy from a company that uses messaging services.
According to Gartner, by 2022,  the phone will represent only 12% of customer service interactions by the year 2022.  Major messaging applications such aslike Facebook Messenger or WhatsApp have clearly understood the extent of the phenomenon and the challenges ahead for companies. Since companies' customers use their applications, it is therefore necessary to develop aAn offer must therefore be developed so that these companies can use exploit the potential of their applications used by customers. The quote that most summed up what I mentioned is fromThis can be drawn back to Jeff Lawson, CEO of Twilio, who said that" "Businesses need to talk to their customers in the way that their customers want to talk to them, whether it's SMS, Messenger or something else.," . 	Comment by Natalie: Il faut préciser cette citation en donnant une date de publication. Reference ici : http://www.citationmachine.net/apa/cite-a-book	Comment by Natalie: Numéro de page nécessaire et il doit absolument être cité dans votre bibliographie. 
Thus, were created in 2019 WhatsApp Business Solution and Apple Business Chat were thus created in 2019, and. iIn April 2016, Facebook launched its "bot platform" on itstheir messenger application. Messenger for Business was launched in 2016 and is mainly intended for companies that owned a community Facebook page with a community. They could thenThis allows them to chat with decision trees and communicate through API with Facebook’s messaging application, Mmessenger (Facebook's messaging application). Facebook promised ensured companies that they would be able tocould answer all questions regardingabout the price of a trip, a hotel, or a flight schedule, without having to answer them throughthe need for human interaction by instead employing, but via a chatbot. In other words:This guaranteed maximum satisfaction and, less investment. 
In 2016, already, USA Ttoday announced that "Analysts are betting Facebook will find a way to make money if legions of businesses start using Messenger to chat with customers and sell goods and services." 	Comment by Natalie: Numéro de page nécessaire et il doit absolument être cité dans votre bibliographie. 
Messaging is not justonly a myth; some companies already use it very well. 
The perfect example is La Redoute, which has been using Apple Bbusiness Cchat since 2018 to manage customer orders. As a result, 60% of order flows are now treatednow go via mobile. This example is particularly e example of La Redoute is quite fascinating, since for the company, which was aging and on the downward slope, was able to turn the situation around thanks to itsa digital strategy primarily based mainly on messaging forin its customer relations.
I myself am very much involved in Mmessaging and its advent, since I created mybecame a major component of the company I co-created with my business partner in this field,as we capitalizeding on its future growth potential. I decided to link messaging to theOur choice of the automotive industry was determined due to its reputation of, because they are waylagging behind others in  regarding the digital world and because this industry contains all theyet possessing all the necessary elements to effectively and efficiently use messaging services. in its best possible way. The story is quite simple.
My partner, who has been iInvolved in the automotive world since he was a very young agechild, my partner discovered that  once found on a website (selling vehicles) that there was did not have anyone no one to advise him online. He found that he absolutely had to go to himselfneeded to visit the dealership in person if he wantedfor any information about the vehicle he was looking for. So, he had tThe idea of integrating an online chat on this website arose from this situation, and suddenly he consequently became the dealership's online advisor, or, . Iin other words, itsthe "virtual seller." of the dealership. 
In addition to this idea, tThe online chat was additionally open until 11pm, so theresulting in the "virtual dealership" could being open for ed 4four hours later thanafter the "physical dealership" closed.
The results were beyond his expectationsunexpected, as, he received  dozens of messages per day arrived from prospects who had plentywith a multitude of questions. These Qquestions revealed to go beyond those about the product (such as dimensions, vehicle prices, fuel consumption etc...) but also about theand encompassed the dealership itself (such as opening hours for example). The report was irrefutable:, the visitors did not only have a plethora ofwere not only bursting with questions, but they were additionally delighted to be able to exchange not only with a real advisor and outside normal, but also outside office hours! The main objective was therefore Aat the time, the main objective was to inform and identify prospects them via this new communication channel, then to identify them and finally to before sending them directly to the dealers. 
A few days after this experience, we started oOur company in conversational marketing was launched in the few days following this experiment. Our challenge was to tTurning IPs into identities, and identities into sales, was the challenge we had set ourselves. 
The experience is even more exciting in the automotive field, which can set a perfect example. This approach is promising for the automotive industry, whose Ssales techniques have proven are becoming obsolete amidst a, the market is  constantly evolving market and product line as well as declining traditional marketing methods., so are the products, and traditional marketing is working at a declining rate.
[bookmark: _GoBack]The customer journey is at the core of everything in automotive distribution. The customer no longer buys a car because it is better than anythe other,s but rather because he hasthey’ve had a better experience! As proof, a cCustomers used to visit a dealership five5 times before buying ahis vehicle;, today, theyhe only visitpasses 1.6 times before finding the one theyhe want.ed. A customer now looks Tto experience an adventure, a story, a relationship with the brand when searching for, this is what the customer desires before finding the vehicle of theirhis dreams. 	Comment by Natalie: Source, date et numéro de page nécessaire. Il doit absolument être cité dans votre bibliographie aussi. 

“Conversational marketing” is the term used by most to describe these techniques of communicating through digital channels. It consists ofin establishing a dialogue between the company and its customers orOR prospects. Not to beThis should not be confused with relational marketing, which incorporates traditional channels;, conversational marketing is used only in new discussion techniques of discussion on all digital channels, we thenhereafter referred to as "messaging".
[bookmark: _Toc18620826]Research Iissues and Ppurpose
[bookmark: _Toc96154346][bookmark: _Toc96155783][bookmark: _Toc96156201][bookmark: _Toc96156272][bookmark: _Toc96156524][bookmark: _Toc104019013]Most marketing managers in car dealerships are now adding "digital" to their titles. They have understood that their businesses and missions have evolved and now involve more digital-related missions than so-called "traditional" marketing. With this title, topics related to conversational marketing and the exploitation of their virtual communities are included in their scope. 
This can be approached inere are  many different ways to do this. For example, sShould they use their only known communities (social networks / database)? Should they use specific channels (website or social networks only)?. Should they use conversational marketing to simply generate business only (sales and after-sales), or should they also use it also be used to developincrease their customer relationships? Which solution at is the most ROI-oriented and positively perceived solution?: Cchatbots, online advisors, product experts (Geniuses)?
To what extent can conversational marketing benefit automotive distribution?

[bookmark: _Toc18620827]Research Pproblem
In this thesis, we will discuss several theoretical elements to understand the concepts, issues, and benefits of conversational marketing for automotive distributors and why it is crucial to them. We will study the French market, which also bears a great similarity to the European market.
To conduct this research, questions have beenI have established the questions that this and answered by this study will have to answer, and then I have put forward several hypotheses will be put forward and either confirmed or disproved. that will or will not be confirmed in this thesis.


[bookmark: _Toc18620828]Research Question 1: Why should car dealerships use conversational marketing?
H1: Conversational marketing creates a link with the customer or prospect and is profitable for car dealerships on two key points: its sales revenue, and its reputation.
[bookmark: _Toc18620829]Research Question 2: What conversational marketing techniques should or should not be used and which not?
H2: We can identify four4 techniquesof them on the market today:, Geniuses, cChatbots, artificial intelligence, andor community assistance. Potentially, tThese four4 resources can potentially be used in multiple processes.
[bookmark: _Toc18620830] Research Question 3: How to make conversational marketing the core of car dealers' digital strategy?
H3: Even if we can define an optimal conversational marketing strategy, each car distributor must build its own based on its strategy, its products (and its brand in general), and its customers.
[bookmark: _Toc18620831]LITERATURE REVIEW
[bookmark: _Toc18620832][bookmark: _Toc96156525]
Introduction to Cconversational Mmarketing
ThisMy research was primarilymainly based founded on existing books , but also, due to the early age of the concept, on white papers, as well as on the experiences of automotive actors and white papers due to the early age of the concept. The goal wasidea is to have asacquire a thorough and comprehensive amount ofmuch information as possible on conversational marketing topics in the automotive distribution world.

In this literature review, we will first focus on the area of the concept, with a historical reviewturn on messaging and the conversational marketing that results on from it. We will see Tthe concept itself as well as , its features, advantages, and direct limits will be examined in this review.

Next, wWe will subsequently review existing documents and studies on the different conversational marketing techniques that exist and have been proven (or not) or disproven effective for automotive distributors. We will then show, usingdemonstrate with concrete examples, how conversational marketing willis going to be the challenge for tomorrow's automotive distributors.
This literature review was very interesting because it highlighted all the techniques and information that existed on the very concept of conversational marketing, in order to give usprovide the reader with a global vision, while pointing out to us identifying the remaining questions still outstanding that we will try to be clarifiedy in this paper.
[bookmark: _Toc18620833]Characteristics, Hhistory, and Ddifferent Aapproaches
Conversational marketing is a still emerging n extremely recent concept (at the time this thesis was written). It is and can as a result  oftenbe poorly or inappropriately used., sometimes badly or too much used in all kinds of ways. In fact, conversational marketing is so often t is so much used that Joe Lazauskas, in a 2015n article for contently.com in 2015, predictedexplains that ithe wouldill become one of the next buzzwords— – a popular word or phrase that is becoming very popular in business circles— - ofin the upcoming years. "Get ready to hear the term ‘"marketing conversation’" from the 19-year-old who's going to take over your social media department in Q2.” »	Comment by Natalie: Numéro de page nécessaire.
If the term becomes aBefore its 2015 buzzword in 2015predictions, it seems that it this term appeared inwith Joseph Jaffe's book "Join the Conversation" which was published in 2007. Jaffe tried to explained to his clientustomers, tired of inbound and outbound marketing techniques, how to re-engage their customers or prospects through dialogue.
In fact, if we wanted to go back further, the concept of conversational marketing is over a thousand years old. Thisat is why local bakers andor butchers still exist:. Aas conversations are created initiated and developed in the shop, relationships are fosteredlinks appear, and merchants exchange withlisten to customers, going beyond their task of, not only for the product advisors themselves, but also to listen to and support their customers’ lives and daily worries. We will see in tThis thesis will demonstrate how that thethis process is a little similar between the linkof creating connections between established by the baker and who listens to his customer are similar to, that of and the advisor who conversesverts on the Internet with theirhis prospect.
Dharmesh Shah explains: “Conversational marketing isn’t new, we’ve been are having conversations with customers forsince decades, the reason for the renewed interest in conversational marketing is because of advances in technology.” : in other termsTo put it another way,, the rise of the digital has shaped how we view exchange.	Comment by Natalie: Il faut préciser cette citation en donnant une date de publication.	Comment by Natalie: Est-ce que c’est une directe citation ? Sinon, vous ne pouvez pas le mettre en guillemets. Si elle s’agit d’une traduction,, vous seriez obligé de faire une note de bas de page avec la phrase originelle et une indication que la traduction a été traduite (par vous ou un autre traducteur).	Comment by Natalie: Numéro de page nécessaire et il doit absolument être cité dans votre bibliographie.
However,But despite the obvious existence of human links in physical sales locations,  messaging and the emergence of the term “conversational marketing” in general only appeared in the 2000s and not before despite the obvious existence of human links in physical sales locations. Why? This is Bbecause it is associated withlinked to messaging and the age of online messaging applications. Conversational marketing, as a result, has only been possible, thanks to the rise of digital technology. 
Conversational marketing is the fastest way to move buyers through your marketing and sales funnels through the power of real-time conversations. It builds relationships and creates authentic experiences with customers and buyers. (Drift company).	Comment by Natalie: Citation ? Si oui, il faut la préciser en donnant une date de publication et un numéro de page. Il doit absolument être cité dans votre bibliographie aussi.
An interesting definition of conversational marketing probably comes from Ian Lurie: “Conversation Marketing ensures that you know your audience, target them with an appropriate message, and then observe their response and adjust that message accordingly. It can do this because of the two-way nature of the iInternet." This can be found iIn his book Conversation Marketing: Internet Marketing Strategies, which wasalso published in... 2007.!	Comment by Natalie: Numéro de page nécessaire.
Ian Laurie goes on toHe explains that conversational marketing has emerged to counterbalance marketing techniques that make very broad targeting operations with the objective of having a small percentage buy a product. The idea aim is to have a “person that listens”ing rather than an abundance bunch  of emails with discounts to get the audience to buyencourage consumption. In other words, rather than using the "Ccome and buy with this coupon!” one "we uses the technique of "I amMy name’s Marc, how can I help you?".
[image: ]
	The company iAdvize, which has made conversational marketing its business, was created in 2010, three3 years after the first studies and the term and its subsequent studies first appearedance of the term. Leader in the field in France, it provides this simple definition on its website: 
	“Conversational marketing makes the conversation between the brand and its 	customer the core of the online shopping experience. [...] conversational commerce 	includes more broadly all conversations that participate in the engagement and 	conversion of a consumer: a chat discussion on the website or mobile, an exchange on 	Twitter, Facebook or Instagram with the sharing of a link, an offer or the sending of a 	buy button, etc.”
	For some people, cConversational marketing is considered by some to only about encompass human interactions. However,But a conversations can also be held with a robot;: this is what one calls we then talk about a chatbot. 
According to an IPSOS study, conversational marketing is more effective when it is linked to humans.
	They defend the idea behind this comes from the argument that conversational marketing only works if it creates a relational link, and that this link cannot appear be established with robots (ie: chatbot). However, the question arises: Wwhat if customers were directly emotionally connected with the brands? (Fournier, 1988).?  	Comment by Natalie: Numéro de page nécessaire et il doit absolument être cité dans votre bibliographie.
The hHuman bonds create s affection and, as a result, developtherefore love for athe particular brand. (Noel Albert and Pierre Valette Florence - 2010) and that's why we have to use the hHumans are therefore required to forge bonds betweenlink the prospect and the brand, and consequentlytherefore to  build loyalty. (Albert & Valette-Florence, 2010).	Comment by Natalie: Numéro de page nécessaire.
[image: ]
(a graphic made by Ipsos, explaining how conversational mMarketing works better once an  emotional link is established)
	On the other hand, there are other approaches, exist that are more familiar with the use of chatbots in conversational marketing. 
For some, a A conversation that is not necessarily held with a human but can nevertheless create be linked to theconnections and is additionally able tochatbot to generate leads 24 hours a day, 7 days a week, 365 days a year (Cancel &and Gerhardt, -  2019). Conversational marketing can thus be seen performed through three3 approachesspectra: start theinitiate conversation, find the right words, and automate (via a chatbot).: This is a different  total approach than that which takes place entirely in thebetween humans but is just as effective,, given thatas long as these three conditions are met (Rachel Wastell, - 2018).	Comment by Natalie: Numéro de page nécessaire.	Comment by Natalie: Numéro de page nécessaire et il doit absolument être cité dans votre bibliographie.
[bookmark: _Toc18620834]Directs bBenefits and Llimits
Conversational marketing revealsseems to be one of the new flagship approaches to tomorrow's marketing, as. The conversational the aspect of direct exchange plays a major role today. I have triedThe following is a study of , with the use of available books and documents, to list the advantages and direct limitations of conversational marketing established as a result of available research documentation.
Generally speaking, it emerged that we use mMessaging and conversational marketing is used to deliver an optimal customer experience (especially in customer service), to generate business (through lead generation), to build loyalty, or to obtain feedback on our products and services. Finally, Cconversational marketing is also able to be accessible at any time of thetwenty-four hours per day and, as a result, is above all very quicklya quick and efficient response to any problem.
Optimal Ccustomer Eexperience
From a customer point of view, thisConversational marketing is where the company's added value and its major differentiating element nestleconjoin for the customer. 
Investing in a fully digital customer relationship is the surest wayan indisputable method to optimize athe company's overall strategy. First, it allows provides companies with detailed knowledge of customer desires and behavior, thanks to theas a result of direct data fromof the conversations that the company heldas with its customers (such as frequently asked questions, accountverbatims, feedback, and tension points) a detailed knowledge of their desires and their behavior. 
And then,Furthermore, thanks to the cross-referencing of conversation data and its studies, the company guarantees customers are provided with relevant answers to their questions and irreproachable customer service by cross-referencing conversation data and its studies. We can practically talk about Aa virtuous circle is the end result, for. tThe company analyses customer feedback and from that adapts its discourse and products, which ultimately benefits the customer again. Because we can gather
	This is all possible thanks to a company’s ability to gather all the data from these messages. As Alicia Collins of Hubspot declared, 
“Your conversational marketing audience is much more insightful than your other channels. They'll tell you in their own words how they want to interact with your business. There's no inferring or guessing, like with web traffic.” (– Alicia Collins, 2018). for Hubspot – 2018
Messaging allows for a permanent link between the brand and its customers to be created, which allows natural conversations and “opportunities to cross-sell, encourage sharing, solicit input, and flow seamlessly between commerce and support.” (Harvard Business Review, – 2016).	Comment by Natalie: Numéro de page nécessaire.
Generating bBusiness (Lleads)
	According toOn an article released by Medium in 2018, conversational marketing is used on the following messaging apps: Messenger, WhatsApp, andor on directly on the websites. Its threehas 3 key objectives are to: cCapture, qQualify, and cConnect. 
By integrating conversational modules on pages or social networks with the most traffic or a large community, you will engage the most with the rate of engagement with prospect or customer is much higher. It is then enough to eExchanginge with  and qualifying the customer will him, to qualify him, and to facilitate connections between them andhim to the sales forces. This is how lLead is thus generated using conversational modules in a condensed way
	However, this goes beyond justIn more than generating leads., theyIn fact, customers  are highly qualified becausesince the questions asked to the prospect are good and relating are pertinent to the prospect’shis request. By If we adding human contact toin the process, the customer or prospectperson is not only informed, but also guided and listened to. When we know that tThe latest study on lead generation in B2B identified as the second most important challenge the lack of lead quality as the second most important challenge, so it is important to ... we betterbest understand the advantages interest of producing qualified lead. (bopdesign.com study).	Comment by Natalie: Il faut préciser cette citation en donnant une date de publication et il doit absolument être cité dans votre bibliographie. 
Available at any time and quickly Fast Accessibility, 24/7
	One of the many advantages of conversational marketing comes from the factis that it can be availableis accessible at any time of the day and thus meets the needs of visitors in the famous ZMOT (as highlighted by Google in 2011). Google's Zero Moment Of Truth is the moment when athe consumer compares and looks for alternatives to a specific product before making the decision to buy it. A first successful contact with clear answers to their questions will help a prospect to become a customer. 
However, We should also not forget the importance of speed should not go overlooked. In fact, this is predicted to be, the next major challenge in customer relations in 2020. (Ppegasystems, - 2018). For example, 28% of French people consider waiting time to be the most important element of the customer experience.	Comment by Natalie: Numéro de page nécessaire et il doit absolument être cité dans votre bibliographie.	Comment by Natalie: Citation ?
Limits
	The limitations do not relate to the very concept of conversational marketing and its characteristics, but rather to its possible techniques, such as chatbot in particular, which may be unconvincing. 
TheWhen well-developed, a cChatbot is a wonderful tool (when well developed) to handle repetitive requests that are easy to detect algorithmically. 
Today, it does notfails to meet all expectations. 
According to Reforge, the chatbots haves a hard time convincing customers because theyhe doesn't do not understand natural language. 	Comment by Natalie: Il faut préciser cette citation en donnant une date de publication et il doit absolument être cité dans votre bibliographie. 
For example, Iit is impossible to ironize be sarcastic or joke with a bot, and to joke, or to discussion reveals to be problematic if one hasyou have the misfortune of making a typing error. In reality, we are faced with the same problem as artificial intelligence. This problem is similar to artificial intelligence. 
BAnd because chatbot is a form of an artificial intelligence, users may often feel like they are dealing exchanging with a bottom-of-the-rangelow-quality search engine, with, the search results being the one-dimensional answers entered in by the developer. In other words?, It’s anan automatic FAQ.
It should beLet's keptep in mind that most bots follow a decision tree, which necessarily limits the discussion. 
Moreover, Justin Lee, Head of Growth at Hubgspot, a company specialized in chatbots, confirms that 70% of the more thanover 100,000 Messenger robots do not respond to even the simple requests fromof users. 
In the end, tThis ultimately frustrates the customeronsumer who feels misunderstood or and does not want to talk to an entity with limited artificial intelligence, and unable to understandgrasp certain complex concepts it. 
The existing literature and documents demonstrate that conversational marketing has significant advantages. But how can we use its use be  even further developed? Are the mentioned techniques suitable with all digital strategies? Can we use chatbots be used in any sector, especially in the automotive industry? Must they Is it essential to be available 24 hours a day? How can a chatbotit be used at a lower cost? All tThese questions remain and will be the subject of part of theaddressed and answered in this thesis.

[bookmark: _Toc18620835]Conversational Mmarketing Ttechniques in the Aautomotive Iindustry
[bookmark: _Toc18620836]Online Cchat Mmanaged by Oonline Aadvisors (Ggeniuses) on the Ddealer'sip Wwebsite
Having direct and personal interaction with the customers is a strong asset advantage for a group of automotive distributors. At each stage of theits purchasing process, conversational marketingit allows operators to capture, reassure, and convince the casual visitor so that theyhe becomes a buyer and later onthen an ambassador.
The most relevant example for achieving this direct and personalized interaction is without a doubt the conversational module more commonly referred to as the “live chat” that can be found on the websites. 
By choosing to integrate such a module, the brands are therefore responding to a request from customers who prefer to be received and guided through an instantdirect interaction.
	As Forrester Research revealspoints out in its February 2016 study, consumers are tired of the vectors of traditional customer relations. For a the customer to feel that they are  being valued, it is for the company mustto mtake the first step. For a digital market, where the competitor is only one click away, each company must invest in attracting and retaining the visitor who comes into contact with it. The cCompaniesy must be able to answer every visitor each of their questions, be reassuring,e them  and, above all, make them each visitor feel unique. 	Comment by Natalie: Il faut préciser cette citation en donnant une date de publication et il doit absolument être cité dans votre bibliographie. 
Conversational modules with geniuses allow the dealerships to conduct a fully personalized discussion that’s adapted to each profile. They are a discreet and non-intrusive marketing and customer relationship solution. 

Two major advantages can be identified for these tools. First, theThe first is personalization of the discussion, as the customerlient receivesgets unique answers to theirhis questions. SecondlyFurthermore, your visitors are also an authentic and great real source of information for companies. By collecting customeronsumer issues daily, companies you will be more efficient in effectively meeting their needs of your customers.
[bookmark: _Toc18620837]Online cChat mManaged by cChatbots on the dDealer’ship wWebsite
The Chatbots could be used in the automotive industry for three3 major purposes (Kayla Matthews, - February 2019): 
1. 	To Answeringrespond to the demands of customers looking searching for their vehicles in an original way, thanks to artificial intelligence. 
2. 	To provide customers the option of Buypurchasing the vehicle online. Valassis Digital, an agency in Michigan, develops a system to match the perfect vehicle according to customer demand and directly offers an appointment.	Comment by Natalie: Citation ?
3. 	To Ddevelop the post-purchase relationship. When athe customer needs to have theirhis vehicle repaired or maintained, theyhe often gives a call to the dealership. Current dealers are overwhelmed withby and unable to answer incoming calls and can no longer answer them. Most of them don't even fail to even respond to after-sales requests anymore! Unbelievable "We think the bot can provide a full-concierge service by automating scheduling, diagnosing and deciphering what's wrong and connecting the consumer with the right dealer.” (Kurtzig, - January 2018 on vator.tv).
[bookmark: _Toc18620838] Other Fforms of Cconversational Mmodules
In the automotive industry, when we speak ofmost references to conversational marketing encompass the, we often speak of bots or geniuses that animate websites in order to generate leads and obtain feedbackverbatims. 
However,But conversational marketing can take many forms in the automotive industry. Jérémy AuribotURIBOT, Ddigital Mmarketing Ddirector for an automotive group that has been studied via a qualitative interview (that we will have for one of our qualitative interviews in this thesis,) explains in an article published in May 2019 his way of using messaging to generate after-sales appointments in his dealership. 
For him, iIt is possible for him to link a specifichis  digital community management strategy with messaging to receiveget qualified appointments in order to fill his colleagues' schedules at the workshop.
[image: Copie Ã©cran du post Facebook en question]
Jeremy goes on to explains that it began with hise theoryassumed that customers were just asshared his propensity foraddicted to social networks as he was... He therefore in turn published a Facebook post with a call to action offering customers the option ofa first contact to schedulinge an appointment via Mmessenger. AThen a robot was put in place to determines the customer's need viawith a funnel technique and is then redirected each one to a human who subsequently offereds him an online appointment.
	Some oOther topics related to conversational marketing exist. One can think inexample in particular is of the discovery of ashowcasing a vehicle by videoconference. Another is, or of the requalification of leads that were, previously accomplisheddone by telephone, and which could be imagined by relauncheding them through messaging. Re-Mind PHD agency, which oversees Porsche's communication, got thisused this idea in order to get ensure more qualified leads to their Porsche. We will also try to This will be developed later in the qualified interviews further on in the thesisthem. 
Previously, we talked about the techniques used were either the human (the genius) or the chatbot (the machine) but in a logic where these techniques constituted the marketing operation itself. Here, In this study, a community management operation was has been linked to a conversational marketing operation, and useding the power of social networks and conversational marketing techniques to achieve effective results. This is different from other conversational marketing techniques, human or bot, which constituted the marketing operation itself.
It is evident that Mmany conversational marketing techniques exist. We have seen theWe’ve identified the existing techniques on the market, with from animated chats on websites but also on theto that of car dealerships’ social networks of car dealers. We’ve also acknowledged saw how some people were innovative techniques which haveng by linkeding conversational marketing to a company’stheir digital strategy. 

However, sSome questions remain. What are the best conversational marketing techniques to use in the automotive world? Should we always use theDoes human interaction prevail? Can we use the chatbot be used? Should weIs it wise to use both? Is conversational marketing in the automotive industry limited to online chat?
It would appear from current sources and literature that the use of conversational marketing in the automotive industry is at present quite limited now, but the power of such processes seems boundlessunlimited. Perhaps it wWill be even possible to one day sell vehicles online soon? Or toWill companies be able to re-engage customers directly on social networks? These are leads that we will betry to analyzed further on in this thesis.
[bookmark: _Toc18620839]Conversational Mmarketing: Tthe Nnext Cchallenge for the Aautomotive Iindustry
In the automotive industry, 86% of new car buyers use the digital tools to search for information during their purchaseing journey. This figure climbs to 89% for used car buyers.
According to Datafirst, the car purchase process takes an average of 24 weeks, including 21 weeks for information research alone. The fact thatIf leads spend so muchsuch a significant amount of time doing their research online the web, it means indicates that thiseir researches areis crucial. With that in mind, the question is: what are the future challenges for the actors of the automotive industry?	Comment by Natalie: Il faut préciser cette citation en donnant une date de publication et il doit absolument être cité dans votre bibliographie. 
21 weeks of information research . Wwith no human support. 
This statistic is confirmed by an article written by Lisa Gevelber, Vice President of Global Marketing at Google, who explains that during this research, the customer goes through 900 digital interactions, including 186 on the manufacturers' websites....
When we know that o On average, this person will visit fourteen different14 manufacturerings' websites, to eventually select only two (in which he will move to see the vehicles to view.), we canThis allows one to better understand the importance for manufacturers to providehave a human contact viaon their digital tools. 	Comment by Natalie: Il faut préciser cette citation en donnant une date de publication et il doit absolument être cité dans votre bibliographie. 
In general, aAn IPSOS survey has also revealedshows that the use of digital channels remains modest, with are still not used enough. 62% of the contacts methods going directly through the dealership, compared to to just 15% onfor the automotive website.	Comment by Natalie: Il faut préciser cette citation en donnant une date de publication et il doit absolument être cité dans votre bibliographie.
[bookmark: _Toc18620840]Conversational Mmarketing in the Aautomobile Iindustry: Cchallenges
Automotive groups haveare all agreed that a digital revolution is underway. They’ve additionally acknowledged and that they must it is essential for them to act accordingly to avoid beingso that they do not become overwhelmed by this digital revolution. Those who do not agree adapt will disappear, as current-day marketwe can see on the market with the acquisition of the historical groups by the larger and digital-friendly groups has become quite evident, which are digital friendly. It is not yet too late for traditional companiesthem to turn digital into an opportunity and, an ally, rather than find themselvesto be subjected to it. (Benoit Landré, – mai 2019 on largus.fr).

[bookmark: _Hlk18591932]	One of the major challenges of digitization is obviously to contacting the client customer during theirhis research phase. The customer takes less and less initiative to go directly toin the dealership. It is therefore necessary to contact them beforehand and then invite them to go tovisit the dealership. It is during the research phase, which can occur at any time, particularly outside the dealershipconcession's opening hours, that the opportunity to create a contact should be seized. 

It is therefore necessary toHowever, solve two problemssituations must be responded to in first order., first, toThe company must meet the customer’sits new needs and solicit a visit second, to bring him into the dealership. To ensure customer loyalty, It seems necessary to ensure visitor satisfaction is essentialto ensure their loyalty. It is often said that the fFirst contact is the most importantvital, as thisit is it whatich will determine the return or not of athe customer at the time of his nextfor subsequent vehicle purchases project.  A study lead by PH Media Group in 2016 revealedshows that 95% percent of the customers won’t buy fromto athe company in which they had a bad first bad contact.
Visitors must be able to obtain all the information they need quicklyas easily and quickly as possible, because it is now quite often that theand a website is often the first image that a customer encountersretains during theirin his purchaseing process. 

This first contact is still too often ignored today, as can be seen in Capgemini's 14th annual report has indicated that, 74% of respondents polled state that they would not go tovisit a dealership if they were not satisfied with the showcase site. Also, Tthe speed of a response is a variable not to be overlooked, according to another Capgemini report: (cars online 2014), 49% of respondents would expect a response within 4 hours after a contact request;, and this rises to 95% for a response within 24 hours.  	Comment by Natalie: Il faut préciser cette citation en donnant une date de publication et il doit absolument être cité dans votre bibliographie.
	Today's customer is looking for all the advantages of direct contact (personalized information, possibility of seeingoption of viewing the vehicle, negotiation...), coupled with those offered by the Internet (no need to travelremote shopping, ease of searching the information in total autonomously, instant response...). 

Dealerships must therefore use their websites as a point of contact with the potential customer in order to set up, for a future meeting with a sales representative. Another Ipsos study showeds that 60% of French people would not buy on the Internet because they still look for need a commercial sales contact. On the other hand, 62% already have a specific model in mind before going to the dealership. The sites and concessions A dealership and its website are therefore complementary, for the websites captures leads and the sale is eventuallyshould be concluded in concessionthe dealership, with a sales representative.	Comment by Natalie: Il faut préciser cette citation en donnant une date de publication et il doit absolument être cité dans votre bibliographie.

	It is not just the sector itself that is changing, but also the professions within the concessions dealerships themselves. The sales profession in the automotive industrysector has evolved. In fact, becausesince the number of visits to dealerships is decreasing, dealers are now increasingly using lead- generation tools. 

Another key challenge for dDealerships are additionally confronted with the challenge of to maximize lead efficiency is to processing leads quickly, with recall time being a key factor in lead transformation rates. 
For the visitor to make the step of coming to the dealership, theyhe must be satisfied with theirhis online experience. Nevertheless, we know It has already been established that the automotive sector remains onea sector in which human contact continues to beremains very important for the customer.

Customer relations, are a major challenge because they are still too  often neglected, are a major challengeparticularly in the automotive industry. According to Benoît Landré, Mmany prospects are nevernot called back following an inquiry and many others  or do not receive sales proposals., In fact, only a small portion of prospectsothers are not even registered in the databases. It has been determined that only 35% of the leads received a call from the dealership. (l’argus Landré,– 2016).
	These prospects are, with tThe Internet has made prospects increasingly unstable and requires, much more volatile and the dealerships to therefore offer  must therefore offer them an exclusive experience into face of the competition. 

Dealerships must also heavily rely as much on their virtual showrooms to compensate for the physical and as on their physical showroom to capture the huge flow of potential Internet potential leads. 
TGiven that these new digital prospects brought by digital already possesshave most of the information they might want, and the mission of salespeoplea salesperson’s mission is therefore thus refocused on the sale and transformation of the leads they receive.

	The remaining questions we could asked ourselves would beare nevertheless pertinent:: How isto make conversational marketing made the focus of one’syour digital strategy? How can one to bring in quality traffic and turn it into leads? How to What must be done to ensure sales personnel adapts sales people to the upcoming changes that are approaching in the sector?
[bookmark: _Toc18620841]METHODOLOGY
[bookmark: _Toc18620842]
Methodology
[bookmark: _Toc18620843]Research Oobjectives
As previously explained in the literature review and introduction, there are threewe have 3 major questions to answer.
	The literature review gave us iInteresting insights into the very concept and emergence of conversational marketing as a result of digital and messaging applications were established as a result of in-depth literature review analysis. , mainly due to the explosion of digital and messaging applications. We will see through these studies if people think it is pertinent to link messaging to the automotive world.
The literature review also gave us some insights into Cconversational marketing techniques that maycan be used such as. In particular online advisoers (geniuses), chatbots, but also and fewer known techniques such as videoconferencing were also determined as a result of literature review analysis. 
Finally, Tthe literature review also showed ussubsequently revealed that car dealerships had beenare significantly behind in terms of adopting digital tools, and those who were the first to embracetake the digital shift are were the ones who were rewarded. Finally, the issues of delay in handling customer leads and inappropriate sales methods are addressed.There is also a considerable delay in the way leads are handled. Also, late on how to apprehend the customer demonstrate by aging and inappropriate sales methods. We will therefore see through these studies if this is true, perceived by the customers but also by the actors of the automotive industry, and how conversational marketing can overcome these problems.
In a nutshell, we will try to see, through Aa qualitative analysis of market actors (dealership managers, sales representatives, car brand marketing managers) will determine, how they feel about these changes and how they feel aboutas well as conversational marketing. We will also examine, through a qualitative study, how cCustomers will additionally be interviewed  feel about car distributors and how these actorsy could improve through (or not) conversational marketing. 
In other words, these studies will answer respond to the three3 major questions we have asked ourselves,presented in this thesis. which are, roughlyThe aim is determine, why car dealers should use conversational marketing for car dealers, how and with which techniques they should adopt, and how to make conversational marketing can be made the core of their strategy.
[bookmark: _Toc18620844]Qualitatives and Qquantitatives Sstudies
We will therefore see that we have opted for tTwo types of studies were adopted to collect research for this thesis:, onea qualitative, one and a quantitative one. The idea is to first understand, through qualitative studies, conversational marketing in its entirety in order to understand its characteristics but alsoas well as its challenges. We will therefore have Iinterviews with directors of conversational marketing agency directorsies and, or conversational marketing experts, who are not unrelated to the automotive world industry have been arranged , in order to validate the concepts already established, we have already seen in the literature review.
Then, the idea is to interview people fromActors in the automotive industry will subsequently be interviewed so as, to be able to understand the issues they are currently facing. We will see with them if they have already usedQuestions will be posed about the relationship between conversationalrelational marketing andwith digital marketing in car dealerships, and how they think they can use itthis may be used as a strength to improve their services. 
We will try to have Aactors who already use these techniques will also be interviewed in order to determine impressions and to have their feelings but also the results. The idea is to be able to then start making general recommendations.
Once the subject has been defined by experts and the first interesting insights have been found, quantitative studies can provide leads for digital players in the automotive world. Thise study will focus on customersconsumers' general perceptions of car dealerships in general, and then on and determine customer opinion of their views of conversational marketing. Then we will see if theyThis will help us establish whether customers think conversational marketing can help them to build brand confidence, and facilitate tasksto get more involved through these techniques, such as making appointments online or buying a vehicle without going to a dealership.
[bookmark: _Toc18620845]Sampling
The study sample consisted only of those I selected the people who ownedhad a car only,. This made itmaking the process quite difficult. I received 65Sixty-five responses were received, which reveals to be a limited is not a lot but quite reasonable number. However, fFor the benefits of the thesis, I will tryefforts are currently underway to receiveget twice as many responseanswers in the upcoming month. IFor this pre-thesis, it has already provided given me some interesting insights. 

Most of the respondents are male between the ages of eighteen18 and thirty-five.35, Efforts to poll an older population to receiveI will therefore try to have slightly older people to get more consistent results are also currently underway.

	Concerning the qualitative study, I have Mmeetings in September have been set up with digital managers in dealerships, CEOs of car dealerships, groups and but also with digital marketing experts to ensure a well-rounded qualitative study is achieved. I also have Aappointments with concession car salespeople have also been arranged, in order to get a more field-based view. 
Finally, to establishalso have a field vision on the other side (i.e. theof online advisors, side) I also have appointments with online advisors who are experts in the automotive industry have been set up.

	The qualitative and quantitative  studiesy  will be included in thise thesis to enhance this thesis, as well as the additional answers from the quantitative studyits analytical rigor.
[bookmark: _Toc18620846]Design of the Ddata Ccollection Ttool
The first three questions were initially posed I initially tried on the first three questions to establish a profile of the person who would answer my questionnairepolled. These, asking about social  questions asked about, i.e. age, gender, and one’s professional social categorydomain. It was important to know these criteria to determine whether , by age, gender, and especially by socio-professional category, perceptions were changing regarding their linksconnections with the automotive industry were dependent on a particular age, gender, or socio-professional category.
1st Question: What is your age group:
· Between 18 and 25 years old
· Between 26 and 35 years old
· Between 36 and 45 years old
· Between 46 and 55 years old
· Between 56 and 64 years old
· More than 65 years old

2nd Question: What is your gender:
· Male
· Female

3rd Question: What is your socioal--professional category:
· Farmers
· Craftsmen, sellers, and entrepreneurs
· Executives and intellectual professions
· Intermediate professions
· Employees
· Worker

The next question was used to directly to filter out those who would not be able to be used and provide relevant answers to thismy questionnaire and therefore resulted in not being useds, i.e. those who had a vehicle or not.

4th Question: Do you have, or have you ever had a vehicle?
· Yes
· No

Then I decided to ask questionsThe questionnaire then inquired about car dealerships and, in particular,ly about the reception pereceived atin the  dealerships and thefollowing the ways in which the study subjectthey came into contact with them. 
This allowed me to getprovided some initial answers and gave insights on things towhat is to be improved for dealers andwith cars dealerships., but also to show them withIt additionally provided evidence feedback regarding the overall perception that customers had of dealerships in general. 
I also wanted to check, of course,Another indispensible inquiry went into whetherthat the methods of first contact with dealerships had evolved during the past few years.

5th Question: Have you ever bought a vehicle from a professional car’s dealership?
· Yes
· No

6th Question: Do you service your vehicle in either  the car dealership where your vehicle was purchased your vehicle or its affiliatein the dealership nearest you?
· Yes
· No

7th Question: How would you generally evaluate car dealerships’ customer service In general, and according to your pastprevious experiences?, where would you say that car dealers are in terms of customer service? (1 being the poorest customer service, 5 being the best customer service)
· 1 Very bad. The dealerships and salespeoplemen are cold, and the advisoers are only trying to sell you the most expensive vehicle without worrying about your real needs. There is no follow-up after the purchase, and you leave with a bad image of the dealership.
· 2 Fairly bad. The reception is rather mediocre, and the advisoers are cold. You get the feeling that you are not welcome in a dealership.
· 3 Medium. The greeting is normal but without real attention. The advisoer is just trying to will answer your questions but will not go beyondlook any further in your project  if he does notunable find the vehicle that matches your needs.
· 4 Good. The welcome is relatively warm. The advisoer is really looking to help you so that you can leave with the vehicle that suits you the most.
· 5 Very good. You had an exceptional reception. The counselor salesperson seems honest and almost friendly. You feel like you have made the right choice and you'll come back for your next vehicle as well as maintenance repairs without any problem.s, but also for the maintenance repairs

8th question: Is it mandatory forDo you need to visit a dealership to get an idea of the vehicles before you makeing youra choice?
· Yes
· No

9th question: By whatHow does the automobile sector communicate with you? types of communication tools are you already being targeted by the automotive sector?
· Mail / FlyerProspectus
· Radio / Television
· Tele-prospecting
· Text Message
· Ee-mailing
· Digital Mmarketing (sponsored link, banner, advertising on social networks)

My questionsThe following questions then focused on conversational marketing. It was necessary to I first wanted to know the study subjects’their profiles and helped effectively, then study individualtheir  interactions with the dealerships. Once these first results were obtained, the aimidea was to know determine customer their connections with conversational marketing., which is at the heart of my thesis.

	I wanted to know at first if they knewKnowing whether the study subjects were familiar with the concept was important, but not the aim was not there, since without knowing it,as they could use messaging every day without knowing its particular marketing term. SoRather, the objective idea was to know ifdetermine whether their daily use of messaging could match with the automotive industry for services such as a purchase, a lease, or a maintenance. appointment for example.

10th Question: Ddo you know what conversional marketing is?
· Yes
· No

11th Question: Conversational marketing is a marketing technique close to relationship marketing which consists in establishing a continuous or occasional dialogue with customers and prospects. This dialogue makes it possible to work on the quality of the relationship and to get to know the customerlient better (iIn order for example, to identify him and to collect his data, for example).

Have you ever been approached by a conversational marketing technique (online chat, chatbot, social network exchanges etc...)?
· Yes
· No

I then wanted to know if,The following questions inquired whether the study subject by using these techniques, they had had better results in terms of customer relations upon the use of these techniques, or if they were equivalent. I also wantedIt was necessary to know if this method of approaching the client was more qualitative and less intrusive than the "barbaric" methods that we can one currently finds. Finally, I wanted to knowthe study subject was inquired if they were able to advancego further in the customer experience, such as buying a vehicle or making an appointment online, the steps following a digital conversational approach, such as buying a vehicle or making an appointment online.

12th Question: Did you have a good experience with the counselor or chatbot you talked to? (Tthis question was held only if a yes was answered at the previous question was responded to positively).
· Yes, rather
· Moderately, without any real interest
· No, no interest

13th Question: Would you say that an online chat on a website is more or less intrusive than a phone call?
· More intrusive
· Less intrusive

14th Question: Would you say that you would be able to purchasebuy a vehicle online if you wereare guided by:
· A chatbot
· A real online advisor
· Both
· Neither of the two

15th Question: With whatWhich methods do you think you couldwould you use to make an appointment for an after-sales service (oil change, repair, tire purchase) online?
· An online appointment booking form
· With a chatbot
· With an online advisoer
· By going to the dealership or by calling the dealership directly

16th Question: Do you think that a having a human contact on your dealership's website or on his  Facebook page to answer all your questions (via an online chat) couldan help you make your choice?

· Yes, absolutely. Having someone to guide me and answer me directly on the dealer's site would greatly help me in my decision.
· On the averageMaybe. In any case, even with the advisoer's answers, it will only provide me additional answersbe complementary and, but it won't help me to make my choice.
· No. I don't need an online advisoer;, I can find all the information I need online.

IUnderstanding also wanted to know about thewhat the study subjects evaluated as important criteria before buying a vehicle was additionally valuable., and It was, for example, especially vital to see if the reception and follow-up by the sales consultant (in other words, customer service) was as important as the price or the product for example. 

With this question, It was crucial wanted  to demonstrate with this question that the price or product itself was just as important today in a decision as the help and support during the research phase.

17th Question: Rank from 1 to 10, in order of importance (10 being a criteriona to which you attach great importance) the criteria that are decisive for you when buying purchasing a vehicle from an automobile distributor. 
· The price of the vehicle	 	 	
· The product (motorization, color, range, etc...)	 	 	
· The reception and follow-up by the salespersonman
· The brand

I finally wanted to know, In order to obtainhave interesting insights to give on the end of this thesis from the public that would contribute to the thesis, (and therefore from the quantitative study)it was necessary to know if the chatbot was considered equivalent in terms of quality to an online advisor.

18th Question: Would you prefer to be guided by a chatbot or a real advisor when you have questions about a vehicle? 

· A real advisor
· A chatbot

The My logical conclusion was to know whetherinquire about whether the traditional purchase method, (i.e. a dealership passage with one exchange or two with a sales representative in a dealership), was sufficient, or whether eachif every visit of a dealership passage was first preceded by online research. This would mean that we could act by puttingquestion would determine whether one could place adviseors upstream of the purchasing tunnel.

19th Question: Could you skip your research’s before visitinggoing to the dealership?
· Yes, I go around thevisit multiple dealerships to find my vehicle
· No, I do research on the iInternet or through magazines before going to the dealership.
[bookmark: _Toc18620847]Data Ccollection Pprocess
ThisA survey was conducted on the Qualtrics platform with. A access has been provided to me by the school. I This was then shared it via social networks (Facebook, LinkedIn) but also on someas well as numerous forums and specialized groups to get receive additional responsesmore answers. 
It may have been a mistake to Pposting this questionnaire on specialized groups that were too specialized (for car enthusiasts), which  could slightly bias my answersskew the responses. For the rest of my thesis, I will try to get answersCurrent efforts are underway to poll individuals with little ties from people who are less inked to the automobile industry for the remainder of this thesis. 
The answers were all collected from French population was the subject of this research eople becauseas the study is based on the French market. 
The studyIt was conducted in September 2019 but will be extended into October in order to get more answersreceive more responses and even obtain more relevant insights.
[bookmark: _Toc18620848]RESULTS

	The first results of the quantitative survey are quite logical, given the websites on which the questionnaire was published and the targeted audience. 

90% of our audience isthose polled are under 35 years old, and 90% are male.
	
 On the other handHowever, the socio-professionalprofessional social categories are quitevery diversified;, thiswhich is excellent becauseuseful for the study as  the different approaches may exist according to the various professions can differ enormously. This study consequently highlights brings to light some very interesting insights. First, it clearly shows that distributors are lagging, particularly in terms of customer service and customer approach. Then, iIt furthermore highlights reveals conversational marketing to beas an excellent technique, especially particularly when prospects at the beginning when looking forseek out information, in other words, at the beginning of their prospect's customer journey. 
We will thereforeAs a result, one can see, first how Aautomotive dealerships  are remains way too “old school,” and then we will see how the conversational marketing appears to be an excellent solution to drove bring dealershipsthe business for the dealerships.
[bookmark: _Toc18620849]Automotive Ddealerships Rremain “Oold Sschool”
In this chapter, we will see through  three different graphics will demonstrate how the dealerships still operate in a too old waythrough traditional methods;, andfrom this, we will determine how it is essential that they must undergo both are renewed, not only in a digital way, but within theirand showrooms themselvestransformation.
In particularFurthermore, we will examine the sizable loss of after-sales see that the business opportunities that dealerships are confronted with lost in terms of after-sales service are huge, and that almost allhow much cars research isare accomplisheddone welleven before the customer is going tovisits the dealership. We will also see thatAs a result, we will determine the extent to which dealerships suffer from a poor reputation due the conveniencesbad image that does not favor them (to the benefit of the Internet.?)
[bookmark: _Toc18620850]Some Ssales Oopportunities nNot Sseized
The aAftersales Sservices are Ssuffering
This first graph evaluates the rate of loss of First, after-sales services. This determines that overMore than half of the respondents polled (62%) do not go to their nearest dealership for after-sales services or or worse,return to the dealership where they bought their vehicle was purchaseds.
[image: ]

It has been estimatedWhen we know that after-sales service represents 30% of a dealership's turnover, and that most of the margin depends on after-sales service., As a result, it has been determined thatwe realize that the follow-up of customers' follow-up is very poorly undertakenrequires a fair amount of improvement. This wasis exactly what we had previously seen through  previously touched upon in the literature review.	Comment by Natalie: Citation ?
Customers Dodon’t Not Ffeel the Nneed to go dDirectly Visit a to the Ddealership

[image: ]
85% of respondents polled(!) statedexplained that they do research online Internet or through magazines before visiting agoing to the dealership. This confirms means that there is a substantialhuge amount of work that can be done beforehand. The best way for a dealer to ensure an in-house visit is to create a connectionthe link with theirhis future customer during theirhis research phase. Though a promising tool,We will see it in the second part, but for the moment  conversational marketing remainsis in its very early stages in the automotive industry. Very few customers have had the opportunity to test it. 
In other wordsAs a result, they are totally left to their own resources.
[image: ]
This last graphic revealsshows that overmore than 65% of the respondents determined that said they do notn’t  need to see the vehicle in the showroom to make their choices. That mean that their choice has already been made before… 
We will then see Iin the second part of this chapter, it will be revealed that the experience within car dealerships remainsis still quite diverse very mixed.
[bookmark: _Toc18620851]A mMitigated Ddealership Eexperiences

67% of respondents consider that their dealership experiences in dealerships were either average or poorbad.
[image: ]
This confirms what was mentioned in the literature review. Leads have a rather bad poor image of dealerships and, as a result,, they visit them increasinglyless and less often. This is due to the fact that theyey have the feel,ing above all, that salesmen do not careare apathetic about their projects. 
For more than 50% of them,those polled replied that the reception is averagenormal but without real attention. 
We can legitimately thinkIt can therefore be concluded that with a better reception, all the previous statistics regarding after-salesthe business in aftersales for example would be seen on the rise with better customer reception. 

	People are afraid to pass through Tthe amount of visits that take place in a dealership and traffic is dropping incrediblyat an exponential rate due to the fact that many potential clients find, the salesman hardly see anyone anymore. And this is mainly because the reception to beis too cold and aloof. Sales representatives and car dealerships have not evolved in years:. eEach customer is seen as a potential “target.”, it isThis graph confirms that thiese mentalityies that must change, and this graph confirms it. 

	As The dealerships continue to operate through traditional methods, in an old-school way, so most people instead turn to the Internet to look for information online before going there and prefer not toavoid havinge any aftersales service performed on their vehicles handled by the dealership regarding aftersales servicesitself. In tThe second chapter we will examinesee how conversational marketing is still notremains well little-known thoughand how it can be a real weapon to increase customer relations and bring more people to athe dealership' showroom.

[bookmark: _Toc18620852]A Ppotential Ssolution: the Cconversational Mmarketing
[bookmark: _Toc18620853]Conversational Mmarketing: At the Bbeginning of the Ccustomer Jjourney to Cconvince but also to madeand Respond to Oonline Ddemand
A Ppractical and Nnont intrusive Method to Respond to way for Oonline Ddemand
This graph illustrates that two- thirds of the respondents are ready willing to make an appointment online via a conversational module, or via an online form located on the website. The otherOne- third still prefers to visitgo to the dealership or make a phone call directly.
We canIt can  therefore say without much hastebe determined that to make an online after-sales appointment, two thirds can make an after-sales appointment onlinedo it without a direct contact with the dealership. This graph should be highlightedpaired with the previous one demonstrates, who showed that dealerships haved great difficulties keeping their customers in their after-sales portfolios. It would have been interesting to have a similar study performed 10 years ago to demonstrate how much the tendency to schedule anof "digital appointment onlinescheduling" is on the rise.
[image: ]

This second graph is directly connected to the previous one. According to 85% of  the respondents, a conversational module is less intrusive than a telephone call. This gives usprovides clear insights intoabout the future of the concession relationships with dealerships regarding the first approaches. What if most of the appointments were now taken using a conversational module? Especially becauseThis question is significant, as the conversational modules are placed farquite upstream of the purchasing process.... 
[image: ]
At tThe Bbeginning of the Ccustomer Jjourney
Only 14% of respondents those polled knewown in advance which vehicles they wanted to buy in advance. Which This could be interpreted that means that for the other 85% could still be, the brand must be able to convinced by a particular brand them that their vehicles are the very best.
30% of them people polled can theoretically be reached throughby conversational marketing techniques, since given that 30% visitof them go to the brands' and car dealership' websites to obtainget information. We are talking here aboutThis is quite significant, as this entails the first steps for a prospect undertakes before deciding upon theirwhich vehicle he will get!of choice. It may be important to be able to eEngaging these prospectse them on these channels may be decisive. For theThe majority of the remaining 55%, most of them watchsearch through magazines or are influenced by programs or forums. Having posted the survey on an automotive forum, it can be assumed that the curve of responsesdents going to the forums to get information is alsoare slightly biased.
[image: ]
Most 50% of respondents were reached through (50% of cases) by traditional marketing methods, such as. tTelevision, paper mail, or telephone prospecting methods. The remaining other 50% of respondents were affected byreached through digital marketing techniques, such as well as e-mailing and text messagesing text.
It is therefore important to note that digital marketing is growing more and moreat a rapid rate, but that traditional techniques are not necessarily obsolete. 
This study shows usreveals that the actors of the automotive world are gradually beginning to understand the benefitsinterest of digital into promotinge their products;, but that conversational marketing nevertheless is still a tooremains weak method in viewwhen taking of previous  responses from to previous polls into accountcharts.
After taking The question that can be asked in regard to these responses into consideration,answers is the following question can therefore be asked: Is it possible to link traditional marketing techniques with conversational marketing techniques? The results show usindicate that appointments are made and the gathering of information is collectedare made online before going tocustomers visit athe dealership. It might be interesting to propose directly on Ttraditional techniques can be used online with to the customers to go online andas they exchange with a live advisoer.[image: ]
Digital marketing is beginning to establish itself in the automotive sector. Respondents are as affected by these techniques as they are by any other. The followingnext chapter will show us thatreveal how conversational marketing techniques are useful but still tooremain unknown.
[bookmark: _Toc18620854]Yet not well knownSolution Remains of Little Repute, and Bbetter with Hhumans
Not well knownOf Little Repute
	
The term “conversational marketing” is not very well very unknown withto respondents, as. 80% of them didconfirmed to not know the term. This can be explained by the fact that is a very recent concept, as we have seen.
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This is a very interesting question.The following question, after explaining the definition of The term “conversational marketing” was first explained to the respondents and then asked those polled if they had ever been the target of a conversational module. Almost 72% of them hadve never been approached by such a module. This means thatreveals the concept to be is completely new and that everything must be donerequires further development if it proves to be a pertinent tool.[image: ]
The subsequent question asked participants whether they had a positive experience with conversational marketing. below is open to interpretation, Mmost responded by confirming it was of little to no people who have had experience with a conversational module have found it without interest. In fact, 50% found it uninteresting had no benefit whatsoever and 50% found it somewhat useful or partiallyaverage useful. These resultsis can highlight two things.could be interpreted two ways: The first beingis that conversational marketing is useless, which would be in total disagreement with thedisprove the hypothesis of this study., Another interpretation could beOR that current techniques are not necessarily good appreciated at presentfor now. Qualitative studies on this subject will provide us with further excellent insights. Let us not forget that this survey has been mainly answered by Furthermore, ccar enthusiasts, who do not necessarily seek for help were the main participants of this survey. Let us also not forget, tTo additionally put these figures into perspective, it should be noted that only 16 people responded to this particular question, given thatsince only 16 of them were helped by this type of module.	Comment by Natalie: Preuve de cette assertion ?
[image: ]

Finally, it can bewe also observed that the French market ispeople are still quite reluctant to move "too far"delve further in onlinethe Internet procedures, at least on the French market. 66% of people that responded to the survey are do not feel ready to buy a vehicle online. We can also assume that Tthis figure is in fact quite optimistic, since it meansas it reveals that nearly a one-third of French consumers are willingready to purchasebuy a vehicle online. On the other hand,However, of the 34%  of people who are willing to buy a vehicle online, only 4% would agree to undertake the transactiondo it with via a chatbot. This makes an excellent transition to the next point and constitutes a possibility that we had already been considered but nowthat is confirmed:. In the automotive industry, prospects prefer to talk to human conversational agents rather than chatbots.[image: ]
Better with Hhumans
The followingse two graphs are unequivocal. 92% of those questioned said they preferred to be guided by a real advisor rather than a chatbot for questions about a vehicle. The chatbot therefore seems, at first sight, to be put aside, at least in the automotive field. This maycan probably be explained by the very complex demands that can be madecustomers have when looking for a car in whichthat a chatbot cannot answer.[image: ]
Theis question that follows demonstratesproves that requests and questions can be answered by , according to the interviewees, human contactadvisors can be used in 30% of the cases to answer all requests. Human contact is useless for Furthermore, another 30% of people polled find human contact useless, and only 30% find it helping in providinges additional answers in 30% of cases. 
This question proves that, according to the interviewees, human contact can be used in 30% of cases to answer all requests. Human contact is useless for 30% of people, and only provides additional answers in 30% of cases. OThese results reveal to be optimistically, this for two-thirds of prospects seek out means that we can assist in guidanceing 2/3 of people who have questions online which is considerable when searching for a new car. For the remaining 30%, it will be interesting withThe qualitative interviews will reveal whether the remaining 30% find conversational marketing nonessential  to ask ourselves the following questions: is it becausedue to the fact that they interviewees who answer "no" have already have the answers, or due to the fact thatis it because the online advisors are not trained well enough to answer all the questions that these potential customers may ask.?
[image: ]
[bookmark: _Toc18620855]CONCLUSIONS

[bookmark: _Toc18620856]
Managerial Recommendations
The subject of In the introduction, we asked ourselves why, with which techniques, and inquired how to make conversational marketing could be made the core of our customer strategy and which techniques are the most pertinent to employ. 
Quantitative studies have provided us with some interesting insights and, who can be completed by further qualitative studies. 
[bookmark: _Toc18620857]Why Uuseing Cconversational Mmarketing?
We hThe hypothesiszed before the results of thise study speculated that conversational marketing creates a real linktrue connection between the company and the prospect, which inand consequentlyaddition to increasesing the company’sits image, and increases its sales., because the prospect linked to the company will be more inclined to buy... In the digital age, digital transformation is no longer a real choice but rather a mandatory step for any company wishing to develop in a remarkable way. Research is performedall done upstream, and lack of an online presence on the Internet meansconstitutes the cost depriving yourself of many lost potential customers. We know, for example, The quality study has confirmed that the search for a vehicle first entails first reflex of a person looking for his vehicle, which is confirmed by our quality study, is to question research through online documentation search engines and get information beforehand on the dealerships' websites. Needless to say, whyThis therefore demonstrates that the presence of online agents is mandatory.!
[bookmark: _Toc18620858]Which Ttechniques? 
Be there at any time24/7 Availability
This Lack of complete presence is one of the biggest fears that the companies face in regards toy has for its customer relationships,: not being present when the customer is, as it is difficult to be available usually in the middle of the night or in the early morning. Digital seems to have solved this problem with chatbots. 
They don't sleep, and yet.
However,In 80% of cases, the response providedpeople polled replied that responses from by a non-human automated agents areis unsatisfactory, irrelevant, and ultimately does not solve the customer's problem. The quantitative study also revealedshowed us that  the chatbots haved difficulty convincing customers.
The cCompaniesy must be able to choose to make available to itsprovide customers with comprehensive and correct answers even, particularly outside office hours in order to ensure purchases, a safe way to provide them with the right answers. In this way, it makes during the most of this favorable hourtimes to buy. Therefore, only aA human conversational agent that is, available outside office hours reveals, seems to be the only solution.
Be pPresencet on Everyall Cchannels thanks Due to a Mmulti-Cchannel Sstrategy:
You A company should avoidn't put all the strength (and money)investing of your company in one form of media. We have seenThe study has already revealed that most media reach prospects in a balanced wayequally. This also applies to the presence of a company on social networks.  Today's consumer customer can connects all the time, everywhere, and from any device (according to the ATAWAD solution, which means atmatrix:  aAnytime, aAnywWhere, and from aAny dDevice.
In 2019, a survey revealed that 84% of companies consider athat their presence on social networks is important to remain competitive. (Hootsuite France Report, - 2018). In 2016, 65% of French people reported using social networks, (a two-fold increase compared to 2009). 
A multi-channel strategy entailsis about giving the customers the choice of how they wish to contact companiesthem.  Without this choice, the customer is constrained. On the other handHowever, the use of a single channel can already be an element of frustration for the customer, even well before he hasthey’ve had the opportunity to get in touch withcontact the dealership.
With which Ttools?
	Given the fact that Mmessaging is a simple, instantaneous, and non-binding means of communication, ; these are the reasons why it is it has proven to be veryso popular.! 
This means of communication has become part of one’sur daily lifeves. Costonsumers now wishant to "chat" with a company as they do could with their colleagues, friends, or family. 
HubSpot surveyed companies to find out how they communicate with their prospects and customers. The responses are the following: 
- Live chat | 22%.
- Messenger | 29%
- CRM | 26%.
- E-mail/newsletters | 84%.
- Telephone | 75%.
- Community platforms | 37%.
- Twitter | 35%.
- Other social networks | 35%.	Comment by Natalie: Citation obligatoire
[bookmark: _Toc18620859]How?
	Having a digital strategy doesis not simply implyjust about the creation ofng a Twitter, Instagram, or Facebook account, or launching a smartphone application or a website. 

In order for all tThese actions to have a real impact on a company, they must be the result of a reflection on their relevance,well thought-out and evaluated according to previous the objectives set in order to make a significant impactbeforehand. This is what we one can more commonly call the “digital strategy.” A company’sThe digital strategy must be entirely linkedfully incorporate itsto conversational marketing approach, rather than have them . They must be one and the same but not disunited.separate from each other.
	One successful example is the successful example of the automotive passion group, which has used its community management techniques to link membersthem to conversational marketing techniques (by encouraging using sponsored posts on social networks to encourage exchange via Mmessaenging). This combination of the two has produced some surprising results in terms of results.
	
You need toCompanies must have an irreproachable online customer relationship with customers, as it has been revealed that they. Customers attach just as much importance to their pre-purchase experience as to when finallythe final step of their car purchase possess the car. 
Brief and inattentive answers will give thebring customers to feel as if  the impression that they are being forced to purchasebuy. The online customer relationship therefore must be continuous and coherent, and .
In addition, the relationship with the customer must be irreproachable. Tthe purchase process must be punctuated by benevolent exchanges between customer and company.
	While aA company's added value had previously beenwas mainly concentrated on its physical points (such as showrooms), to the detriment of its digital relationship., Tthis tendency is now tending to changinge. 
In the past,Just as customers would previously come into contact at least once with a physical point of sale a minimum of one time during theirits purchase process, but this has revealed to is no longer be the case.
	From acquisition to transaction, Today, a customer's journey from acquisition to transaction can be fully digitalized.! Refocusingbalancing investments in favor of a quality digital customer relationship is the best way in which a company can developto evolve with your its standing among customers. It should be supported by tIn order to accomplish this,he companies must by being present for their customers from the acquisition phase to post-order processing. 
With a customer relationship at this level, the company is able to createThis will ensure  a unique customer relationship with its customers thatand will set the company it apart from its competitors.
[bookmark: _Toc18620860]Conversational Mmarketing Ccan Sserve Mmany Ppurposes.
Conversational marketing can serve a number of purposes. One is that it can-  gGenerate more qualified leads.: Generating a lead entailsmeans acquiring information about athis person, for example by retrieving theirsuch as an email address in exchange for informativeon content during an online discussion
Conversational marketing can additionally - aAssist in the launch of a new product.: A new product always attracts curious customers and raises a lot of questions. It is iIn this type of exceptional situation, that humanized communications can have a high added value.
Furthermore, conversational marketing allows companies to- D discuss with website visitors.: Thousands of visitors visit the car dealership' websites every day. Each visitor represents a new opportunity and should, as a result, be immediately seized not be left alone. Even if it is notWhile it may not necessarily transformed into a lead, it will in any waynevertheless increase overall customer satisfaction.
Finally, conversational marketing - Rrelievesing call centers.: A cCall centers is veryare often overwhelmed. There are solutions which allowto centralize all various onlineInternet users' requests to be centralized from different digital media. These are then so that they can be processed by experts 24/7 to provide, at any time of the day or night, with an immediate response viaby instant messaging.
	
A car dealership can choose to personally manage its humanized digital strategy itself, though this requires the which implies that it mobilization ofes numerous many its employees whose with little to no communication is not the businessexperience. It is will therefore preferable foradvise car dealerships company to employchoose communications experts to fulfillfor these missions.
[bookmark: _Toc18620861]Limits of the Sstudy
There are however sSome limitations to the study are evident. 
First, Tthe first major limitation of the study is due to the narrow age range of 18 to 36 years being represented by the majority is 18 to 36 years. I will have to be able to improve tThese statistics must be improved for themy thesis. 
FurthermoreThen, some a fair amount of answers are missing as a result of , since the panel being too represented is a little weak to be totally representative., While thiseven if it givesreveals an interesting trend, it must be more comprehensive for a more thorough result. 
Finally, tThe subject of the thesis is veryadditionally reveals to be quite new and addresses a concept that appeared only a matter of a couple of years ago. The sources are therefore recent and the changes are perpetual. As the market is evolving very quickly, what is true today may be false or completely evolvedchanged in the upcoming years. 
[bookmark: _Toc18620862]Future ways of rResearch Methods
For future research ways, it would first be necessary to have qualitative answers by Iinterviewsing with professionals in the sector industry to obtain qualitative responses must be accomplished as a future research method in order to get field answers from today's actors, and theirreceive extensive insight regarding how feelings about conversational marketing is perceived in the fieldir industries.
Approximatelybout ten interviews with major players in the automotive industry (customers, but also branch managers, dealership managers, important positions within car manufacturing executivesers, etc...) are planned arranged for the upcoming months and will therefore be included in the report. 
I also need to be able to share tThe quantitative study must additionally be shared in circles further away from my ownthe author to ensure a collection of, so that I can have interesting feedbacks from a range ofof different ages. 
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