
NEXTBEE CORPORATION

Dealership Marketing Gaps:
Opportunities for New Modular

Solutions
Top 5 Capabilities for 2025 and Beyond

Pain Points · Our Solution · Enhancement Rollout Roadmap

Version 1.0 | Updated March 2, 2026



NextBee Corporation Dealership Marketing Gaps: Opportunities for New Modular Solutions - 2025+

Contents

1 Executive Summary 2

2 Module 1: AI-Powered Predictive Churn and Proactive Win-Back Automation 3
2.1 Pain Points . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 3
2.2 Our Solution . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 4
2.3 Rollout as an Enhancement . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 4

3 Module 2: EV and Connected Vehicle Lifecycle Engagement 6
3.1 Pain Points . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 6
3.2 Our Solution . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 7
3.3 Rollout as an Enhancement . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 7

4 Module 3: First-Party Data and Consent-Driven Personalisation Engine 9
4.1 Pain Points . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 9
4.2 Our Solution . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 10
4.3 Rollout as an Enhancement . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 10

5 Module 4: Social Proof and Reputation Amplification Engine 12
5.1 Pain Points . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 12
5.2 Our Solution . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 12
5.3 Rollout as an Enhancement . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 13

6 Module 5: Omnichannel Real-Time Engagement Orchestration 14
6.1 Pain Points . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 14
6.2 Our Solution . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 14
6.3 Rollout as an Enhancement . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 15

7 Summary: Module Roadmap at a Glance 16

1



NextBee Corporation Dealership Marketing Gaps: Opportunities for New Modular Solutions - 2025+

1 Executive Summary

The NextBee integration framework documented in the Technical Integration Reference v3.0
provides a robust foundation for DMS Bridge, CRM Sync, and Rewards Engine orchestration
across leading dealership platforms. However, the automotive retail landscape in 2025 has in-
troduced a new category of engagement and operational demand that most legacy dealership
marketing stacks were not designed to address.

This document identifies the top five modules that a dealership marketing or loyalty system
must have in 2025 or later - capabilities that are either entirely absent from traditional DMS-
centric setups or exist only as fragmented, unintegrated point solutions. For each module, we
outline:

• The pain points experienced by dealers, customers, and marketing teams in the absence
of this capability.

• Our solution - how NextBee addresses the gap within its existing connector architecture.

• A rollout roadmap describing how the module can be introduced as a phased enhance-
ment into an already-live NextBee deployment.

Grounding Note

All modules described herein are grounded in the capabilities and architecture defined in
the NextBee Technical Integration Reference v3.0, including the DMS Bridge (Transaction
Intelligence), CRMSync (RelationshipMastery), and Rewards Engine (Incentive Fulfillment)
connectors. Rollout steps reference existing event pipelines, webhook infrastructure, and
canonical data models documented therein.
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2 Module 1: AI-Powered Predictive Churn and Proactive Win-Back
Automation

Module at a Glance
Category: Retention Intelligence Applicable Connector: DMS Bridge + CRM Sync
2025 Driver: Rising acquisition costs and increased OEM-direct competition demand a
shift from reactive to predictive retention.

2.1 Pain Points

Most dealership marketing systems today rely on static rule-based churn detection - for exam-
ple, flagging a customer as “at-risk” only after they have not visited in 180 days. By that point,
the customer has likely already defected to a competitor or an independent repair shop. The
core pain points are:

• Lagging indicators: Service interval reminders are calendar-based, not behaviour-based.
A customerwhohas gradually reduced spendover three visits - a leading indicator of churn
- is invisible to the system until a hard threshold is crossed.

• Siloed data: Churn signals live in at least three systems simultaneously (DMS transaction
history, CRM engagement logs, and the loyalty app interaction timeline) but are never
correlated. A service advisor sees only RO history; the marketing manager sees only cam-
paign open rates.

• Generic win-back campaigns: When churn is detected, dealers typically send a single
broadcast email with a coupon. There is no personalisation by vehicle age, spend tier,
service history, or preferred communication channel.

• No attribution loop: Even when a win-back campaign succeeds, the dealer cannot at-
tribute the recovered revenue to the campaign because the CRM and DMS are not con-
nected at the customer level.
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Business Impact

Industry data indicates that losing a service customer to an independent shop reduces
their probability of purchasing their next vehicle from the same dealership by over 60%.
Proactive churn prevention is therefore a revenue-protection imperative, not merely a
marketing optimisation.

2.2 Our Solution

NextBee addresses this gap through the Engagement Score Decay Engine, which extends the
existing NextBee_Engagement_Score (documented in the Appendix of themaster reference) with
a predictive decay trajectory:

• Composite churn signal: The engine monitors the four weighted engagement factors
(Recency 30%, Frequency 25%, Monetary 25%, Engagement 20%) not as static snapshots
but as time-series vectors. A customer whose score has declined by 15+ points over two
consecutive rolling 30-day windows is automatically flagged as High Churn Risk regardless
of their absolute score.

• AI-assisted personalisation: When a churn flag is raised, the system generates a per-
sonalised win-back offer based on:

– Vehicle age and mileage (from DMS Bridge VIN lookup)

– Last three service types (to infer upcoming maintenance needs)

– Tier level (Bronze through Diamond) and associated benefit sensitivity

– Preferred channel (email, SMS, push) derived from historical campaign interaction
data

• CRM push: A CHURN_RISK_ALERT event is pushed to the CRM Sync connector, surfacing a
“Win-Back Task” on the assigned salesperson’s or service advisor’s dashboard within 60
seconds of the flag being raised.

• Closed-loop attribution: When a flagged customer returns and completes a Repair Or-
der, the DMS Bridge fires a WIN_BACK_CONVERTED event that is matched against the origi-
nating campaign record, providing full revenue attribution.

2.3 Rollout as an Enhancement

Prerequisite

The DMS Bridge must be live and processing Repair Order close events (RO_CLOSED) for a
minimum of 90 days before churn decay modelling produces statistically reliable trajec-
tory data.

1. Phase 1 - Score Baseline (Weeks 1–2): Enable the Engagement Score for all active cus-
tomers using existing DMS Bridge data. Validate that the four factor weights are correctly
calibrated to dealer-specific percentiles.

2. Phase 2 - Decay Monitoring (Weeks 3–6): Activate the rolling 30-day decay tracker. Con-
figure the churn risk threshold (default: 15-point decline over two consecutive windows;
adjustable per rooftop).

3. Phase 3 -Win-Back Campaign Templates (Weeks 5–7): Build at least three personalised
win-back offer templates in the Rewards Engine: one for high-spend Platinum/Diamond
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customers (priority loaner or complimentary service), one for mid-tier Silver/Gold (bonus
points multiplier), and one for Bronze (introductory reactivation discount).

4. Phase 4 - CRM Task Integration (Week 7–8): Configure the CHURN_RISK_ALERT webhook
to create tasks in the dealer’s CRM (VinSolutions, DealerSocket, or Tekion CRM as applica-
ble per the master reference connector profiles).

5. Phase 5 - Attribution Reporting (Week 9+): Activate the closed-loop win-back dash-
board. Monitor conversion rate and recovered revenueper campaign template on amonthly
cadence.
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3 Module 2: EV and Connected Vehicle Lifecycle Engagement

Module at a Glance
Category: Vehicle Intelligence Applicable Connector: DMS Bridge + Rewards Engine
2025 Driver: EV penetration and OEM telematics mandates require a fundamentally dif-
ferent service and engagement cadence compared to ICE vehicles.

3.1 Pain Points

Electric vehicles and connected cars operate on a servicemodel that is structurally incompatible
with the traditional RO-centric loyalty framework that most dealership marketing systems are
built around:

• No oil changes, no traditional service triggers: The most common loyalty-earning ser-
vice event for ICE customers (the oil change) does not exist for EV owners. Dealerships that
rely on service visit frequency as their primary engagement metric have almost no natural
touchpoint with EV customers between purchase and tyre rotation or brake inspection.

• OTAupdate disconnection: EV andmodern connected vehicles receive over-the-air (OTA)
software updates that resolve issueswithout requiring a dealership visit. From the dealer’s
perspective, these customers appear “inactive” even though they are actively using their
vehicles and interacting with the OEM ecosystem.

• Charging infrastructure anxiety: EV owners in 2025 actively seek guidance on public
charging networks, home charger installation, and range optimisation. Dealers who do
not address this need lose the consultative relationship that historically drove service re-
tention.

6



NextBee Corporation Dealership Marketing Gaps: Opportunities for New Modular Solutions - 2025+

• Battery health as a blind spot: Battery degradation is the primary long-term cost con-
cern for EV owners. Dealerships without a proactive battery health communication pro-
gram miss the highest-value conversation they could be having with these customers.

• VIN-based telematics data not surfaced in DMS: Even when telematics data is techni-
cally available via OEM APIs, the DMS Bridge has no native path to ingest non-RO vehicle
health events. The canonical data model in the master reference is transaction-centric,
not telemetry-centric.

3.2 Our Solution

NextBee introduces an EV Lifecycle Event Extension to the DMS Bridge that supplements the
RO-centric transaction pipeline with a new class of telemetry-triggered engagement events:

• Newcanonical event types: TheDMSBridge event taxonomy is extendedwith EV_BATTERY_HEALTH_CHECK,
EV_CHARGING_MILESTONE (e.g., 10,000 kWhcharged), OTA_UPDATE_RECEIVED, and ANNUAL_EV_INSPECTION_DUE.
These events are sourced fromOEM telematics APIs where available (Ford Pro, GMOnStar,
Toyota Connected Services) or from dealer-side EVSE (Electric Vehicle Supply Equipment)
integration.

• EV-specific rewardmechanics: Because service visit frequency is lower for EV customers,
the Rewards Engine is configured with alternative earn pathways: points for completing a
home charger installation survey, bonus points for scheduling the annual EV multi-point
inspection (replacing the traditional oil change anchor), and tier-maintenance credits for
customers who complete an EV education session.

• Proactive battery health communication: When the EV_BATTERY_HEALTH_CHECK event
fires and reports degradation beyond a dealer-configurable threshold, the system auto-
matically queues a personalised outreach via the CRM Sync connector, offering a compli-
mentary battery diagnostic appointment.

• VIN-level EV flag in canonical model: The Identity Resolution Engine’s Golden Record
is extended with an is_ev boolean and ev_make_model field, ensuring that EV customers
are routed to EV-specific campaign segments and never receive ICE-centric offers (e.g., oil
change coupons).

3.3 Rollout as an Enhancement

1. Phase 1 - EV Customer Identification (Week 1–2): Run a VIN decode batch across the ex-
isting customer database using theDMSBridge VIN lookup. Flag all BEV and PHEV records.
Segment into a dedicated “EV Owners” cohort in the CRM Sync connector.

2. Phase 2 - OEM Telematics API Scoping (Weeks 2–5): Identify which OEM telematics APIs
are accessible for the dealer’s primary brands. Configure API credentials andmap teleme-
try events to the new canonical event types. For dealers without telematics access, activate
the dealer-side EVSE integration as the primary data source.

3. Phase 3 - EV Reward Rule Configuration (Weeks 4–6): Build EV-specific earn rules in the
Rewards Engine. Deactivate oil-change-triggered earn rules for EV VINs. Configure annual
EV inspection as the primary anchor event for points issuance.

4. Phase 4 - Communication Template Build (Weeks 5–7): Develop EV-specific email and
SMS templates covering: battery health alerts, charging milestone celebrations, seasonal
range optimisation tips, and annual inspection reminders. Ensure all templates are routed
through the CRM Sync connector’s suppression and consent framework.
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5. Phase 5 - Go-Live and Monitoring (Week 8+): Activate the EV lifecycle event pipeline.
Monitor EV_BATTERY_HEALTH_CHECK event volume and appointment conversion rate. Re-
view EV customer engagement scores monthly and compare against ICE customer base-
line.
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4 Module 3: First-Party Data and Consent-Driven Personalisation
Engine

Module at a Glance
Category: Data Privacy and Compliance Applicable Connector: CRM Sync + Rewards
Engine 2025 Driver: Third-party cookie deprecation, CCPA/CPRA enforcement, and ris-
ing consumer data expectationsmake first-party consent infrastructure a business neces-
sity, not a compliance checkbox.

4.1 Pain Points

Dealerships that built their digital marketing on third-party data and retargeting pixels face a
structural disruption in 2025:

• Cookie deprecation fallout: With third-party cookies deprecated acrossmajor browsers,
dealerships relying on pixel-based retargeting (vehicle detail page views, finance calcula-
tors, inventory browsing) have lost their primary digital remarketing infrastructure. Most
DMS-integrated marketing platforms have no native first-party data collection replace-
ment.

• CCPA/CPRA compliance gaps: California’s expanded privacy rights (effective 2023–2024,
enforcement ramping in 2025) require dealers to honour opt-out-of-sale and opt-out-of-
sharing requests at the individual data level. Most legacy CRM and loyalty systems cannot
distinguish between “opted out of email” and “opted out of data sharing” - a compliance
distinction with significant legal exposure.
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• Consent data not synchronised across systems: A customer who opts out of SMS in
the loyalty app may continue to receive SMS from the CRM because the two systems do
not share a real-time consent state. This creates both compliance risk and customer trust
erosion.

• No value exchange for data collection: When dealerships ask customers for additional
data (vehicle usage patterns, lifestyle preferences, communication preferences), they offer
no tangible reason to comply. Opt-in rates for enrichment surveys are typically below 8%
without an incentive.

• Data decay: Customer records in DMS and CRM systems degrade at approximately 25–
30% per year (address changes, phone number changes, email changes). Without a con-
tinuous enrichment mechanism, segmentation quality deteriorates rapidly.

4.2 Our Solution

NextBee’sConsent-DrivenData Enrichment Layer transforms the Rewards Engine into a first-
party data acquisition channel, using points and tier benefits as the value exchange for cus-
tomer data contribution:

• Unified Consent Record: The Identity Resolution Engine’s Golden Record is extended
with a structured consent_state object that tracks opt-in/opt-out status across six dimen-
sions: Email Marketing, SMSMarketing, Push Notifications, Data Enrichment Sharing, Per-
sonalised Advertising, and Third-Party Benefit Partner Sharing. Any change to consent
state in any connected system (loyalty app, CRM, dealer website) propagates to all con-
nectors within 60 seconds via the existing webhook infrastructure.

• Incentivised Data Enrichment: The Rewards Engine is configured with a new “Profile
Completion” earn rule. Customers earn bonus points for completing verified profile fields:
confirmedemail (50 pts), confirmedmobile number (50 pts), vehicle usage survey (100pts),
communication preference survey (75 pts), and household vehicle count (25 pts). Points
are issued only upon field verification, not mere submission.

• Preference Centre Integration: A branded, mobile-optimised Preference Centre is sur-
faced in the loyalty app and dealer website. All preference changes flow through the CRM
Sync connector in real-time, updating the CRM contact record and suppression lists simul-
taneously.

• CCPA/CPRA Compliance Automation: The system supports automated Data Subject Ac-
cess Requests (DSAR) responses by aggregating all NextBee-held data for a given Golden
Record within 72 hours. Deletion requests trigger a coordinated purge across all three
connectors with an audit trail preserved for regulatory defence.

• ContinuousData Freshness Scoring: EachGoldenRecord carries a data_freshness_score
(0–100) based on the age and verification status of key fields. Records scoring below 40
are automatically enrolled in a re-engagement data refresh campaign that offers points in
exchange for data verification.

4.3 Rollout as an Enhancement

1. Phase 1 - ConsentAudit (Weeks 1–3): Audit current consent states across DMS, CRM, and
Rewards Engine. Identify records with conflicting ormissing consent signals. Establish the
UnifiedConsent Record schemaandmapexisting opt-in/opt-out flags to the six-dimension
model.
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2. Phase 2 - Preference Centre Build (Weeks 3–6): Configure and deploy the branded Pref-
erence Centre. Connect to the CRM Sync connector for real-time suppression updates.
Test round-trip consent propagation across all three connectors before launch.

3. Phase 3 - Profile Completion Campaign (Weeks 5–8): Configure the Profile Completion
earn rules in the Rewards Engine. Launch a segmented campaign targeting customers
with low data_freshness_scores first. Set a 90-day goal of bringing 60% of active cus-
tomers to a freshness score above 70.

4. Phase 4 - DSARWorkflowActivation (Week 7–8): Configure automatedDSAR intake and
response workflows. Test deletion request propagation across all connectors. Document
the audit trail mechanism for legal review.

5. Phase 5 - Ongoing Enrichment Cadence (Month 3+): Schedule quarterly data freshness
reviews. Trigger re-engagement data refresh campaigns for records that fall below the 40-
point threshold. Report on first-party data asset growth (verified emails, verified mobile
numbers) as a marketing infrastructure KPI.
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5 Module 4: Social Proof and Reputation Amplification Engine

Module at a Glance
Category: Acquisition and Brand Trust Applicable Connector: Rewards Engine + CRM
Sync 2025 Driver: Google review volume and rating directly influence local search rank-
ing and inventory page conversion. Most dealers have no systematic mechanism to gen-
erate reviews at the moment of peak customer satisfaction.

5.1 Pain Points

Online reputation is the single most visible factor in a prospective buyer’s dealership selection
process in 2025, yet most dealers manage it reactively and manually:

• Review requests are ad hoc and poorly timed: Service advisors or BDC staff may man-
ually send a review request email days after a service visit, long after the moment of peak
satisfaction has passed. There is no system-driven trigger tied to the actual service com-
pletion event.

• No incentive alignment: Customers have no tangible reason to invest twominutes writ-
ing a Google review. Satisfaction alone is insufficient - the act requires intentional effort,
and without a prompt and a reward, most satisfied customers remain silent while dissat-
isfied ones self-motivate to post.

• Review platforms not connected to loyalty identity: When a customer posts a review,
there is no mechanism to credit their loyalty account, recognise the contribution in a per-
sonalised thank-you, or identify them as a referral advocate candidate.

• Referral programmes are separate and manual: Most dealerships that have referral
programmesoperate themon spreadsheets or standalone tools. There is no connection to
theDMS (to verify that the referred customer actually purchased or serviced), no automatic
reward issuance, and no referral leaderboard or social recognition mechanic.

• Negative review escalation is invisible: When a customer posts a 1- or 2-star review,
the marketing team typically learns about it hours or days later through a manual review
monitoring tool. There is no integrationwith the CRM thatwould alert the servicemanager
and create a recovery task within minutes.

5.2 Our Solution

NextBee’s Reputation Amplification Engine converts the post-service satisfaction window
into a structured, incentivised, and fully attributed social proof pipeline:

• Precision-timed review requests: The DMS Bridge RO_CLOSED event triggers an auto-
mated review request within 2–4 hours of service completion (configurable). The request
is personalised with the customer’s name, service type, and advisor name, and includes a
direct deep-link to the dealer’s Google Business Profile review form.

• Points-for-review earn rule: The Rewards Engine is configured with a “Review Submis-
sion” earn event (default: 200 points upon verified review submission). Verification is han-
dled via a review confirmation webhook or, where platform APIs permit, via Google My
Business API polling. Points are issued only for verified new reviews, not for reviews that
cannot be attributed.

• Referral Champion identification: Customers who post 4- or 5-star reviews are auto-
matically tagged as referral_advocate in the CRM Sync connector’s Golden Record. This
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tag triggers an invitation to the dealer’s formal Referral Programme, with personalised
outreach that references their recent positive experience.

• Referral closed-loop attribution: When a referred customer completes a vehicle pur-
chase or service visit, the DMS Bridge fires a REFERRAL_CONVERTED event. The referring
customer’s account is automatically credited, and the conversion is recorded in the CRM
Sync connector against the originating referral record.

• Negative review early-warning system: A sentiment monitoring integration flags re-
view submissions with negative sentiment indicators. A NEGATIVE_REVIEW_ALERT event is
pushed to the CRM Sync connector within 15 minutes of detection, creating a service re-
covery task for the assigned advisor and escalating to the service manager if unresolved
within 24 hours.

5.3 Rollout as an Enhancement

1. Phase 1 - DMS Bridge Review Trigger (Weeks 1–2): Configure the RO_CLOSED event to
spawna review request task. Set the review request delaywindow (2–4hours post-closure).
Validate that internal ROs and staff transactions are excluded from the trigger.

2. Phase 2 - Points-for-Review Rule Activation (Weeks 2–3): Configure the Review Sub-
mission earn event in the Rewards Engine. Set point value and verification method. Com-
municate the new earning opportunity to existing loyalty members via an announcement
campaign.

3. Phase3 - Referral ProgrammeIntegration (Weeks 3–6): Configure the referral_advocate
tagging rule in the CRM Sync connector. Build referral invitation templates. Configure the
REFERRAL_CONVERTED event pipeline and referral reward issuance rules in the Rewards En-
gine.

4. Phase 4 - Negative ReviewAlert System (Weeks 5–7): Integrate the sentimentmonitor-
ing feed. Configure the NEGATIVE_REVIEW_ALERTwebhook andCRM task creation. Establish
escalation rules and response time SLAs with the service management team.

5. Phase 5 - Reputation KPI Dashboard (Week 8+): Activate the Reputation Amplification
dashboard tracking: review volume per month, average star rating trend, referral conver-
sion rate, referral-attributed revenue, and service recovery response time.
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6 Module 5: Omnichannel Real-Time Engagement Orchestration

Module at a Glance
Category: Customer Experience Applicable Connector: All Three Connectors (DMS
Bridge + CRMSync + Rewards Engine) 2025Driver: Customers interact with dealerships
across 6–8 digital and physical touchpoints in 2025. Disjointed channel experiences are
the leading cause of mid-funnel abandonment and loyalty programme disengagement.

6.1 Pain Points

The fragmented data problem described in themaster reference’s Strategic Business Goals sec-
tion manifests most acutely at the channel orchestration level:

• Channel collision: A customer who has already booked a service appointment online
receives an SMS the same day prompting them to book service. A customer who just
redeemed points at the service counter receives an email an hour later offering them a
discount on their next service visit. These collisions signal system incoherence and erode
trust.

• No real-time channel decision: Most dealer marketing platforms make channel selec-
tion (email vs. SMS vs. push vs. in-app) at campaign build time, not at send time. A cus-
tomer who is actively browsing the dealer’s inventory page receives the same email that
was scheduled for their cohort 48 hours ago, missing the opportunity for an in-moment
engagement.

• Loyalty app treated as a separate channel: The loyalty app is typically managed by a
separate team and a separate platform from the CRM and DMS. A customer’s tier upgrade
in the loyalty platform is not reflected in the service advisor’s CRM view; a personalised
offer created in the CRM is not surfaced in the loyalty app.

• In-dealership digital touchpoints are dark: Kiosks, digital service write-up tablets, and
in-service-loungedisplay screens represent high-engagement physical digital surfaces that
are almost never connected to the loyalty and CRM ecosystem. A customer waiting for
their vehicle to be serviced is in an ideal moment for a points balance display, a trade-in
equity prompt, or a referral invite - but the infrastructure to serve these in real-time does
not exist in most deployments.

• No suppression intelligence: Customers who have recently converted (bought a vehi-
cle, scheduled a service, redeemed an offer) continue to receive campaigns targeting that
conversion action because the campaign suppression lists are updated in batch overnight
rather than in real-time.

6.2 Our Solution

NextBee’s Real-Time Engagement Orchestration Layer introduces a channel-aware, event-
driven communication decision engine that sits above the individual connector pipelines:

• Real-Time Suppression Bus: Every conversion event fired by the DMS Bridge (RO_CLOSED,
VEHICLE_SOLD, REFERRAL_CONVERTED) is immediately broadcast to the CRM Sync connector’s
suppression list, removing the customer from all active campaigns targeting that con-
version action within 60 seconds. Batch overnight updates are replaced with a real-time
event-driven suppression model.

• Channel Preference and Availability Engine: At send time (not campaign build time),
the system evaluates the customer’s current channel preference (from the Consent-Driven
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Data Enrichment Layer), their last interaction channel, and their current session state (ac-
tive in the loyalty app, recently opened email, etc.) to select the optimal delivery channel.

• Unified Loyalty Profile API: A lightweight API endpoint exposes the customer’s live loy-
alty profile (tier, points balance, active offers, next reward threshold) to any dealer-side
digital touchpoint - service write-up tablets, kiosk software, in-lounge display screens, and
website personalisation layers. The profile updates in real-time as DMS Bridge events are
processed.

• In-Moment Trigger Library: A curated library of real-time in-moment triggers supple-
ments the standard campaign scheduler. Examples: when a customer’s loyalty app ses-
sion begins within 500 metres of the dealership (geo-trigger), a welcome notification with
their current points balance and a same-day service offer is pushed automatically. When
a trade-in equity threshold is reached based on vehicle age and mileage, the CRM Sync
connector surfaces a trade-in prompt on the service advisor’s dashboard during the cus-
tomer’s next service visit.

• Omnichannel Journey Builder: A visual campaign builder allows themarketingmanager
to define cross-channel customer journeys with conditional branching based on real-time
engagement signals - if the customer opens the email within 24 hours, suppress the SMS;
if they do not open within 48 hours, escalate to push notification with a higher-value offer.

6.3 Rollout as an Enhancement

1. Phase 1 - Real-Time Suppression Activation (Weeks 1–3): Migrate campaign suppres-
sion from batch-overnight to real-time event-driven. Map all conversion events in the DMS
Bridge to corresponding suppression actions. Validate with a controlled campaign cohort
before full deployment.

2. Phase 2 - Channel Preference Data Collection (Weeks 2–5): Activate the Preference
Centre (from Module 3 rollout) as the source of channel preference data. Configure the
Channel Preference and Availability Engine with fallback rules for customers who have not
yet expressed a preference.

3. Phase 3 - Unified Loyalty Profile API Deployment (Weeks 4–7): Stand up the Uni-
fied Loyalty Profile API endpoint. Integrate with service write-up tablet software (priori-
tising the dealer’s primary DMS platform as documented in the master reference - CDK,
Reynolds, Tekion, or DealerTrack). Test real-time profile refresh latency.

4. Phase4 - In-Moment Trigger LibraryConfiguration (Weeks6–9): Activate geo-proximity
triggers for loyalty appusers. Configure the trade-in equity prompt trigger in the CRMSync
connector. Test in-moment trigger suppression rules to prevent channel collision.

5. Phase 5 - Omnichannel Journey Builder Enablement (Week 9–12): Train themarketing
manager on the Journey Builder. Migrate the top three active campaign sequences to
omnichannel journey format. Monitor journey completion rates, channel switch rates, and
conversion lift compared to single-channel campaign baselines.
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7 Summary: Module Roadmap at a Glance

# Module Primary Value Lead Connector

1 AI Predictive Churn and Win-Back Revenue protection;
proactive retention
before defection

DMS Bridge + CRM Sync

2 EV and Connected Vehicle Lifecycle Retains EV owners who
generate no traditional
service ROs

DMS Bridge + Rewards Engine

3 First-Party Data and Consent Engine Privacy-compliant per-
sonalisation; data asset
building

CRM Sync + Rewards Engine

4 Reputation Amplification Engine Review volume growth;
referral acquisition
channel

Rewards Engine + CRM Sync

5 Omnichannel Real-Time Orchestration Channel coherence; in-
moment engagement;
suppression accuracy

All Three Connectors

Table 1: Modular Opportunities Summary

Implementation Sequencing Recommendation

For dealers starting from a live NextBee deployment, the recommended implementation
sequence is: Module 3 (consent and data foundation) → Module 1 (churn prevention,
leveraging the enriched data) → Module 4 (reputation and referral acquisition) → Mod-
ule 5 (orchestration layer, which benefits from all prior modules being active) →Module
2 (EV lifecycle, which can run in parallel with 3–5 for dealers with significant EV inventory).
This sequencing ensures that each module builds on a progressively richer data and in-
frastructure foundation.

Next Steps

To scope any of these modules for your deployment, contact the NextBee Technical So-
lutions Architect team. Rollout timelines are estimates for a single-rooftop deployment
with an existing live NextBee integration. Multi-rooftop implementations should add 30–
50% to each phase timeline.
https://web.nextbee.com/contact-us.html
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