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Boosting processes, experiences, and
competitive advantage with Al

The race to innovate in automotive finance
is heating up as customer expectations shift
and market demands grow. And artificial
intelligence (Al) helps the winners take pole
positions. But how far have we really

come with Al?

To find out, Genpact partnered with puls
Marktforschung to conduct an in-depth study
across Germany’s automotive finance industry.

The study draws on primary research
insights from 21 executive interviews with
senior leaders across major automotive
finance institutions, dealer groups, and
leasing companies, offering their
perspectives on Al readiness,

adoption, and organizational dynamics.

Additionally, it incorporates insights from the
Car Buyer Monitor 2025, a monthly survey of
1,000 car buyers.

Our findings reveal

a clear picture:

auto bankers, dealers and
customers believe in Al’'s
true value.

The objective was to understand:

>~ How is Al changing automotive financial
services?

)~ What is the current maturity of Al
adoption, and where can it make the
biggest impact?

>~ What barriers and enablers
will determine the pace of sustainable,
large-scale Al implementation ahead?

Read on to unpack the trends and market
needs shaping the future of mobility finance.
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The Al of now: Findings from

the field

Al has clearly moved beyond the
experimentation phase in automotive finance.
Across banks and dealers, Al adoption is
picking up steam. But everyone is moving

at their own pace. The focus is on customer
interaction, analytical decisions, and
operational efficiency. Our study identifies five
patterns that show what’s happening right now.

1. The Al appetite: From hype to
real implementation

Most captive and non-captive banks now
actively steer Al with dedicated teams typically
housed within IT or digital transformation
units. Yet, maturity levels vary. Non-captives,
often less challenged by legacy systems, are
ahead in digitalization, process automation,
and customer-facing capabilities. In contrast,
captives continue to operate within stricter
governance and slower approval cycles.

2. Deployment focus in banks:
Risk control and operational
efficiency

Al is delivering meaningful value behind the
scenes in internal and analytical functions, but
not customer-facing applications (figure 1).

>~ Credit and lending: Automating credit
decisions for private customers is
widespread. But this isn’t considered a
true Al use case, as most systems rely
on established rule-based models. Al’'s
emerging role is in testing decision
models and spotting anomalies in complex
commercial loan portfolios

>~ Fraud detection and contract management:
Banks rely heavily on external providers for
document verification and fraud prevention.
Use cases include Al-driven document
forgery detection, process mining, and
contract optimization, all designed to reduce
manual reviews and improve compliance

>~ Research and information gathering:
This is the most mature Al application area.
Banks use Al tools, including ChatGPT-
like platforms, for competitive analysis,
product testing, and vendor evaluation.
These insights increasingly shape market
positioning and innovation cycles

>~ Internal operations and human resources:

Implementation remains limited to invoice
automation and pilot projects for employee
reference checks. But data privacy and legal
compliance slow further expansion

>~ Vehicle valuation: Early pilots are using
image-based Al to assess damages and
residual values, which is especially useful for
leasing and pre-owned electric vehicles
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Figure 1: Al application areas for banks and dealers

What are the current areas of Al application for your organization?
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« The grey sector highlights where Al applications are already in use, while morning white and sunrise sectors show where applications are still in the planning phase

+ Responses are based on qualitative interviews, as such percentages are approximate values

3. The dealers’ view: Cautious on customer-facing Al, keen on integration

Dealers see great potential for Al to boost
backend efficiency but are wary of using it in
customer interactions. They want banks and
captives to:

)~ Improve digital links between dealer
management systems and
banking platforms

>~ Share Al roadmaps and testing
opportunities more openly

- Provide data-driven insights that directly
enhance customer service and lead
management

Dealers consistently rate non-captive

banks higher for IT user-friendliness and
processing speed, which are clear indicators
of Al readiness. While captives enjoy stronger
original equipment manufacturer (OEM)
alignment, they are often seen as slower to
adopt new technologies. Dealers also worry
about data privacy, preferring that customers
are not directly exposed to visible Al interfaces
like chatbots.

4. Customer experience: Trust, transparency, and an age divide

Consumers show selective acceptance of Al in

automotive finance, depending on perceived
benefits and data sensitivity (figure 2).

>~ Fraud detection scores the highest (6.8/10).
Why? Customers trust Al to protect them
in a low-touch, seamless way that doesn’t
disrupt their experience
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>~ Al-driven payment agreements score the
lowest (4.8/10). Money matters feel personal
and high stakes. And customers still want
the reassurance of a human touch

>~ Mid-range ratings like 5.9/10 for
personalized offers and contract changes
show cautious acceptance. Customers
appreciate convenience but only when the
process is clear and they’re in control




Figure 2: Acceptance of Al applications by end customers

How do you rate the use of Al in the following applications in the field of car financing/leasing?
(Scale: 1 = very bad - 10 = very good)

Detection of fraud attempts with the help of Al
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|
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judge that

Base: n=1042 interviews with car buyers before/after their car purchase each month in Germany

Demographic patterns are clear:

6.8

>~ Women value safety and personalization more than men, who tend to prioritize convenience

(figure 3). This insight emerges from ratings tied to individualized offers based on previous

purchases or usage behaviors

Figure 3: Acceptance of Al applications by end customers’ gender

How do you rate the use of Al in the following applications in the field of car financing/leasing?
(Scale: 1 = Very bad - 10 = very good / illustration of mean values)
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We acknowledge that there’re more than two ways people identify. Future surveys will aim to reflect a more inclusive range of identities.
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>~ Younger customers (under 50) are far more open to Al than older buyers. Across all groups,
transparency is key. Al used in background processes should remain transparent, while Al-driven
communication must be clearly disclosed (figure 4)

Figure 4: Acceptance of Al applications by end customers’ age group
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5. Organizational readiness: Awareness without a formal strategy

Nearly all banks rate their Al maturity as low to mid-level, considering themselves still in the

experimental phase (average self-assessment: 1-3 on a 5-point scale, where 1 represents low or still
in early experimentation and 5 represents high or broader operational use). While awareness of data
challenges is high, none of the participants reported having a formal Al strategy that defines which

technologies to use, where to apply them, and for what business goals. Al budgets remain small and

fragmented, reflecting a cautious, compliance-first mindset rather than bold innovation.

Barriers to Al adoption

Despite growing confidence in Al’s potential, adoption is hindered by several structural and

cultural impediments:

{

Regulatory and data protection
Varying interpretations of the EU Al
Act and strict data-sharing rules make
collaboration harder for banks and
dealers

Barriers
to Al

Cybersecurity

The use of OpenAl tools like ChatGPT
is restricted, with most financial
institutions only allowing closed,
secure environments

Legacy IT and
fragmented data
Outdated infrastructure is often
incompatible with Al tools

1

High costs and talent shortage
Scaling up is often put on hold due

to high implementation costs and a
shortage of in-house Al talent

Ethical oversight

Corporate values and works councils
require Al solutions be explainable,
bias-free, and compliant, adding
layers of review that cause operational
delays and slow innovation

These factors contribute to a cautious wait-and-see approach across most organizations.
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Future outlook: Toward Al-native models

Over the next five years, Al is poised to become a core differentiator in automotive finance.
These five shifts are expected to define this evolution:
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End-to-end
process
automation

Al models will
increasingly
support
automating front-
to-back processes
for both retail
and commercial
customers,
reducing
turnaround times
and operational
costs
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Data-driven
business models
Al will be central

to evaluating used
vehicles, including
battery electric
vehicles, forecasting
their residual value,
and managing
dynamic pricing for
subscription models

Digital
platform
integration
The industry has
the potential to
move toward
fully digital
customer
journeys,
where banking,
dealership, and
OEM platforms
work together
seamlessly

Regulatory
evolution
Regulators are
expected to refine
guidelines over
time, balancing
innovation and
compliance to
pave the way for
responsible Al
adoption
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Bank

differentiation
Banks that
combine
advanced Al
capabilities with
strong dealer
collaboration will
emerge as
preferred
partnersina
competitive
market

Together, these trends signal a shift from Al-enabled processes to Al-native business models,
where decision-making, customer journeys, and asset management are largely automated and
fully data-driven. The next stage of evolution will be agentic Al systems: autonomous, self-learning
entities capable of acting on insights in real time. By embedding these into internal operations,
customer, and dealer journeys, automotive finance firms can transition from reactive operations to

proactive, intelligent orchestration across the value chain.
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Getting started

To begin your transition to an Al- first business, your company should:

Strengthen the data foundation
Identify, harmonize, and govern the data required to train and
validate Al models across credit, customer, and dealer domains

|

|nteg rate systems [m] o Activate agentic Al
for scalability o i for growth

Modernize and connect /] Deploy intelligent,

legacy IT and dealer autonomous systems
platforms to enable capable of recommending
seamless data exchange l the right offer to the right
and Al-driven decision — /I ﬁ §_. customer at the right
making l—_l_ g 3 time, turning Al from an

efficiency enabler into a
commercial growth engine

By following these recommendations, auto finance companies can shape their strategic Al vision,
lay the groundwork for responsible and scalable Al adoption, and co-develop agentic solutions
with partners. We're already part of the action as companies focus on getting their Al journeys
right. So, don’t wait. It’s time to accelerate yours, too.
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To find out more about the report,
connect with our expert.

Dr. Eric Glinter Krause (Ph.D. HSG)
Head of banking and capital markets advisory,Europe

LinkedIn

genpact | onit

Genpact (NYSE: G) is an agentic and advanced technology solutions company. We leverage
process intelligence and artificial intelligence to deliver measurable outcomes. With a strong
partner ecosystem and decades of client trust, we provide innovative solutions that transform
how businesses run. Powered by a team with an active learning mindset and client centricity
at its core, we deliver lasting value for the world’s leading enterprises.

Get to know us at genpact.com and on LinkedIn, YouTube, X, and Facebook.

puls

R BETTER DECISIONS

For over 30 years, the Germany-based research institute puls has focused on securing

the market success of companies through implementation-oriented market research and
recommendations for action. The guiding principle behind its work is the promise

“For Better Decisions.” puls supports automotive OEMs, importers, banks, insurance
companies, fintechs, service providers, and dealers along the entire value chain in optimizing
their future viability through independent, high-quality research. For more information about
puls, visit www.puls-marktforschung.de.


https://www.facebook.com/ProudToBeGenpact/
https://www.youtube.com/user/GenpactLtd
https://www.linkedin.com/company/genpact/mycompany/
http://www.genpact.com
https://www.puls-marktforschung.de/
https://x.com/genpact
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