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Several factors can be attributed to the growing popularity  
of leasing, the most common of which is that it allows  
consumers to purchase a vehicle with more features and  
with greater constraints on consumers’ discretionary  
income, the benefits of leasing make sense. 

But consider the following—vehicles are also becoming more 
technologically sophisticated. Options that used to include power 
windows, door locks and cruise control have given way to keyless  
entry and ignition systems, navigation technology and integrated  
ports for mobile devices—Beginning in mid-2014 in the U.S, and  
Canada, General Motors is planning to incorporate Wi-Fi technology 
through an embedded 4G LTE connection on several of its 2015 
models to make each vehicle a “hot spot” on wheels. Developments in 
technology go well beyond “gadgets”, however. Consider the “practical” 
development of an automatic start/stop function in the 2013 Audi A6 
that boasts improved fuel economy. These functional advances that are 
occurring with increasing frequency are reminiscent of the personal 
computer industry and will likely contribute to shorter cycle times 
between vehicle acquisitions for many consumers. And since automobile 
technology developments are only likely to accelerate, the leasing option 
will continue to provide consumers with the most appealing means to  
drive a new car, more frequently,with leading-edge technology. 

Of course, a potential downside of technology is an increase in the 
probability that more things could go wrong as the vehicle matures. 
Potential repair bills that could result for many consumers further 
underscore the value proposition associated with leasing. 

With the number of projected leasing customers continuing to increase, 
banks and captive auto finance companies must ensure they have a 
well-designed customer experience lease strategy throughout the entire 
customer journey. Such a strategy can help support long-term customer 
retention and loyalty and serve as a springboard to capture additional 
market share as well as help to offset potential regulatory risk issues.

Automobile leasing is on the rise. 

In 2012, 22% of all new vehicles registered in the U.S. were 
leased, according to Edmunds.com—that figure has jumped  
to 26% through the first five months of 2013. Furthermore, 
ALG, the Santa Barbara, California based organization that 
provides residual value services for the industry, estimates  
the lease penetration for the brands it tracks will increase  
by 15% over 2009 levels between now and 2016.

22%

26%
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Helping prospective customers “research” a lease

As consumers’ lives become busier with increasing  
demands on their time, many rely on internet sites  
and web-based resources for everyday purchases.  
The use of the web to research and, in some cases  
even complete, an automobile purchase or lease  

from a laptop, tablet or mobile device is also growing  
by leaps and bounds. For this reason, auto lenders  
should be actively involved with the leasing transaction  
at the “research” stage of the customer’s 
leasing journey (see Figure 1). 

Ownership experience Lease end experience

 - Vehicle make/model
 - Dealership selection(s)
 - Vehicle options/trim
 - Vehicle price/payment
 - Buy/lease decision

 -  Dealership visits 
to shop, review 
vehicle options

 - Test drive vehicle
 -  Consider after-market 
product purchases

 -  Dealer tour of 
leased vehicle

 - Buy/lease decision

 -  Follow-up questions/
issues with vehicle

 -  Schedule/complete 
routine maintenance

 -  Troubleshoot 
vehicle problems

 - Manage mileage

 - Next vehicle?
 - Vehicle return location
 - Final vehicle inspection
 -  Vehicle purchase/
refinance experience

 -  Understanding lease 
terminology and 
contract details

 -  Review and 
compare lease rates/
down payments/
residuals/terms 

 -  Manufacturer 
lease incentives

 -  Payment calculation/
budget

 -  Negotiate sales price 
and lease terms

 -  Complete lease 
application

 -  Await credit decision
 -  Fulfill stipulation 
requirements

 - Lease contracting

 -  Convenient lease 
payment options 
(mobile, web, etc.)

 - Billing statements
 -  Service alert re: payment 
due/maintenance due

 -  Customer support 
line/web

 -  Lease term preparation 
(sales, excess 
fees/charges)

 - Product cross-sell

 - Final billing statement
 -  End of term charges 
and collections

 -  Loyalty incentive 
offer for next lease

 -  Lease to retail 
rollover offers

Research experience Purchase experience

Figure 1: Automobile lease customer journey map
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Potential buyers are using on-line resources at increasing 
rates from the comfort of their homes to educate themselves, 
not just on the vehicle to buy, but to also make financing 
and lease decisions. The reasonableness of lease terms, 
rates, residuals and customer loyalty incentives are among 
the common questions asked in many on-line blogs. But 
on-line resources provide much more than a source of 
information to the potential lessor, they can also provide a 
significant advantage when negotiating the purchase price 
and terms of the transaction. In general, the ability for a 
customer to negotiate with multiple dealers on-line or via 
e-mail by leveraging one dealer’s offer against another is 
more advantageous than physically going to a dealer and 
negotiating in person. Consumers are realizing that once they 
step into the dealership, their ability to bargain is impaired. 
This growing trend provides lenders the opportunity to 
augment their website content and the manner in which lease 
and finance information is made available to would-be lessors 
to build goodwill and capture incremental market share.

The decision to lease a car also adds an additional level of 
complexity to the consumer’s buying experience in that many 
consumers are not as familiar with the leasing process and 
standard leasing nomenclature. Lease terminology such 
as money factor, capitalized cost and residual value can 
be confusing and intimidating. Mileage limitations, excess 
wear and tear charges and the off-lease process can also 
be puzzling. Too many people find the lease transaction a 
mystery when compared to an outright purchase and that,  
if not properly managed, could result in unnecessary 

customer anxiety and lead to potential downstream 
dissatisfaction with the manufacturer, dealer or lender.  
The customer experience implications are further  
magnified by the lens of regulatory scrutiny 
focused on the industry from a fair lending 
and customer fairness perspective. 

For these reasons, banks and captives involved 
with leasing should make certain their customer 
experience strategy begins early in the journey when 
the prospective lessor is conducting their research. 
To be effective, customer resources do not have to be 
complicated, they should just be informative, straight 
forward and relatively easy to use and can include:

• Comprehensive lease guide—a complete resource 
covering the basic lease terminology, loan versus lease 
questions and lease end options in a user friendly format.

• Lease agreement—a sample copy of the lease contract 
or agreement would allow the lessor to become 
familiar with the “fine print” and their responsibilities 
and prepare any questions for the dealer.

• Video tutorials—since a picture is worth a thousand 
words, short, educational videos that provide a tour 
of the lease process and address common questions 
and concerns can help demystify the process. 

• On-line forums/telephone hotlines—provide an outlet  
for potential customers to ask questions ranging from  
A to Z about the vehicle and leasing process and receive 
immediate feedback from a trustworthy source. 

• Current lease deals—updated rates, residuals, 
promotions that provide a side-by-side comparison 
of loan and lease options with the terms, 
conditions and restrictions clearly described. 

• Social media—a cost effective way to begin the research 
conversation with potential customers. “Tweet” about 
lease promotions and new car models; promote “check-
ins” after test drives/leasing a new car; build user 
awareness of business profile on product review websites.

Consumers are realizing that once they step 
into the dealership, their ability to bargain is 
impaired. This growing trend provides lenders 
the opportunity to augment their website 
content and the manner in which lease and 
finance information is made available to 
would-be lessors to build goodwill and  
capture incremental market share.
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Lenders should take advantage of the opportunity to provide 
potential customers an interactive resource to make the lease 
origination process clear and transparent. If properly executed, 
the trusted relationship developed with the consumer may 
circumvent the finance “research” phase of the customer’s 
journey on future transactions, as illustrated in Figure 2. In 
the end, consumers are going to get their information from 
somewhere and lenders can ill afford the obligation to meet 
potentially unreasonable expectations set by an unknown third 
party. Since lease customers often view the manufacturer, 
dealer and lender as one entity, such a misstep could 
adversely impact future customer loyalty on several fronts.

Active engagement throughout 
the ownership experience

Savvy consumers who are leasing the “vehicles of today” 
demand a lender that is capable of providing them an 
experience as unique as the car they drive. As illustrated 
in Figure 1 above, the bank or captive’s customer journey 
strategy cannot end once the vehicle is driven off the 

dealer’s lot. Maintaining a personal relationship and 
communicating with the lessor throughout the term of 
the lease is essential however the connection should be on 
the lessor’s terms. For example, outreach efforts to keep 
consumers aware of their mileage use and proactively 
provide options to avoid a surprise at lease-end should be 
appropriately balanced in frequency and timing. Similarly, 
loyalty sales efforts to roll a customer into their next vehicle 
near lease end should not be overwhelming or intrusive. 

Perhaps more important though are the options made 
available to consumers to reach out and contact the lender. 
Although most lenders provide several alternatives for 
customers to make their lease payment and manage their 
monthly billing statement, people want a similar set of 
convenient options available on-demand so they can 
communicate with their lender regarding questions on their 
minds. Telephone options with limited menu selections 
and minimal delays to reach a live representative, self-
directed web and mobile on-line chat functions and the 

Automobile
lease customer

life-cycle

Be actively involved in 
the research stage to 
help customers onto 
leasing journey “onramp.”

Craft a distinctive customer
experience strategy to help 
drive stronger lease loyalty, 
reduce investment during 
subsequent research stages, 
and, most importantly, 
avoid the end of the road.

Stay engaged throughout 
the ownership experience 
by maintaining a customer
communication platform.

Develop a trusting
relationship by making 
the lease origination 
process clear and 
transparent.
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Figure 2: Active engagement throughout the ownership experience
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ability for a lessor to “text” an inquiry that triggers a return 
call from an informed “knowledgeable professional” are a 
few such options. Additionally, once a representative is 
reached, consumers want that individual to speak clearly, 
be knowledgeable and have the authority to satisfactorily 
resolve their question, not only about the lease but about 
the vehicle as well, in a timely fashion. Drafting a customer 
service delivery journey map unique to a company’s leasing 
process can be a good first step in understanding current 
state customer experience. The results of the effort will 
identify the process that a customer goes through and the 
“moments of truth” that drive satisfaction or potential 
frustration and can serve as the starting point to design 
or enhance your customer experience strategy. Voice of the 
customer efforts or surveys also prove useful in identifying 
frustrating bottlenecks that adversely impact satisfaction.

Furthermore, a well-orchestrated customer communication 
platform can provide the foundation for a sound complaints 
management program. As the regulatory focus continues 
to increase across the automotive finance arena, many 
lenders are re-evaluating their complaints management 
process and analyzing it through the eyes of the regulators 
and consumers. By focusing on the four “critical success 
factors” of complaint management, lenders can deliver a 
distinctive customer experience while complying with growing 
regulatory requirements. These four elements include:

• Governance structure—provides legal and regulatory 
controls, program oversight requirements and a complaints 
management policy that, among other things, defines and 
distinguishes among a “complaint”, “dispute” and “inquiry.”

• Process—a standardized process across all business 
units in the loan life-cycle that allows for complaint 
information to be meaningfully captured and reported 
such that retrospective corrective action can be provided. 

• People—involves training and empowering employees 
to identify and resolve customer complaints, 
including issues that could result in complaints.

• Systems and data—includes the tools, systems 
and analytics required to effectively enable 
the complaints management process. 

A robust complaint management program allows the lender 
to build a customer-centric culture by analyzing feedback 
and taking corrective action to improve the customer 
experience, prevent customer attrition and increase loyalty. 

As described earlier, the mystery surrounding leasing for the 
average consumer poses a possible regulatory and reputation 
risk that can be reduced by a sound customer experience 
and complaints management platform. Additionally, the 
feedback also provides insight into the customer’s unmet 
needs and pinpoints product refinement and pricing strategy 
opportunities that may have otherwise been undetected. 

The end of the road doesn’t have to be

A properly crafted customer experience strategy can 
drive even stronger lease loyalty by allowing the lender 
to “hear the voice” of the growing base of leasing 
customers throughout the ownership experience. This 
insight, combined with robust data analytics, will 
support the lender’s strategy to offer lease-end options 
that are aligned with the customer’s needs. An off-
lease solution or new car sales campaign tailored to the 
consumer will likely be met with a better reception than 
a generic sales pitch or promotional campaign. And 
the likelihood of converting the borrower into another 
lease increases if the bank or captive has partnered with 
the customer throughout the existing lease and isn’t 
perceived to limit interaction to only sales opportunities. 

Equally important are the long-term cost advantages that 
can ultimately result for a consistent customer experience 
throughout the life of the lease. Incremental customer loyalty 
resulting from a strong customer experience proposition 
will translate into stronger capture rates and fewer lost 
opportunities as a result of people shopping around for 
the “right deal”. And finally, being closer to the customer 
will allow for a more proactive approach to address issues 
and complaints which will reduce the costs associated 
with potential regulatory action and, more importantly, 
the indirect costs that often accompany the headline and 
reputation damage caused by customer complaints.

According to an Automotive News article, brand loyalty for 
returning lease customers going into another lease was 

63%  
compared with 39% 
of customers who purchased their vehicle  
and remained “brand-loyal.”
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