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/ How have new technologies changed how people buy a car?
/ The automotive sector adapts business models to the digital age

Martorell, 02/06/2015. - “Speed of change in new technologies has changed our buying
habits, and so all companies have had to change their business models”, says Pablo Barrios,
head of digital marketing at SEAT. The automotive sector is no exception, and the digital age
has arrived in full flood.

According to the car company’s figures, 95% of people look at the Internet before they buy a
car, and 7 of the 10 most important sources of information for the purchase of a vehicle are
to be found on the web. Also, the proliferation of different devices has changed our daily
living to such an extent that “the mobile phone has become an extension of people’s
bodies”, emphasises this expert.

Faced with this reality, companies attach increasing importance to the new technologies. In
the case of SEAT, 30% of its investment in the media is targeted at digital channels, a trend
that will increase over the next few years. The digital marketing team works not only to help
potential buyers choose a car best suited to their needs, but also concerns itself with
developing a whole series of apps that were “unthinkable a few years ago”, adds Barrios.

The new apps created by the company tell you where you have parked your car, when your
parking meter time is running out, send a report of the exact location of the car in the event
of an accident, hold the driver’s manual or monitor car maintenance on-line.

As far as Pablo Barrios is concerned, knowing how to manage the information flow on the
social media is the key, the fact being that “900 million persons a month log on to Facebook,
and 53 million use Twitter daily”, he adds. “The impact of the social networks can change
the opinion of an entire population, and we have seen examples of how, using only these
tools, governments have changed and revolutions started”, he exclaims. In the case of car
companies, “a single comment could be your best promotional campaign or bring about the
greatest crisis in the company”, explains Barrios.

Aware that this technological revolution has only just started, Pablo spends his days looking
at a screen, and travelling continuously from Europe to the United States thinking about
future apps and seeing them in his mind’s eye.
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SEAT is the only company in its sector with the full-range capacity to design, develop, manufacture
and market cars in Spain. A member of the Volkswagen Group, the multinational has its headquarters
in Martorell (Barcelona), exporting more than 80% of its vehicles, and is present in 75 countries. In
2014 SEAT achieve worldwide sales of 390,500 units.

SEAT Group employs 14,000 professionals at its three production centres — Barcelona, El Prat de
Llobregat and Martorell, where it manufactures the highly successful Ibiza and Leon, amongst other
models. Additionally, the company produces the Alhambra in Palmela (Portugal), the Mii in Bratislava
(Slovakia) and the Toledo in Mlada Boleslav (Czech Republic).

The Spanish multinational also has a Technical Center, a ‘knowledge hub’, bringing together 900
engineers whose goal is to be the driving force behind innovation for the number one industrial
investor in R&D in Spain. In line with its declared commitment to environmental protection, SEAT
undertakes and bases its core activity on sustainability, namely reduction of CO2 emissions, energy
efficiency, as well as recycling and re-use of resources.
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