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Our first ebook explains how to use
your website’s metrics to identify
opportunities for improving your
dealership’s online presence.

Step 3
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In our third ebook, we break down
the internal preparation process ~~ you through the entire selection
and give you the most important

factors to consider when evaluating

vendor candidates.

From understanding your dealershlps
performance metrics to choosing the perf_eCt vendor,
this four-part ebook series delivers everything you need

to successfully make the digital transition.
>

= Chesse Your
VENDOR

The final ebook in our series walks

process and provides tools that
will help you make the best
decision possible.
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Automotive retail has transformed in the blink of an eye.
The old mantra of “just bring them in”, no longer applies.
The game has changed, and it's time for dealers to
embrace the evolving marketplace.
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Car buyers expect the best of both worlds during the sales
process. They want the painful parts like filling out paperwork
and negotiating to be digital, yet still prefer the traditional

experience for the parts they love, such as test driving vehicles.

To deliver this hybrid buying experience, dealers must rethink
their operations and make meaningful changes. This requires
more than giving your website a facelift or optimizing your
advertising strategy. It involves implementing new processes
and evolving the roles of your staff to give yourself the best
chance for success.
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8 0 O/ of Autotrader site users are
O actively shopping for a vehicle.’
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7 50/ of Autotrader users plan to
O purchase a vehicle in the next
six months.?
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660/ of shoppers prefer to buy a
O vehicle 100% online.®

)

! Autotrader Data, June 2020. 2 b
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Delivering a hybrid buying experience will increase operational
efficiency, drive profitability and establish stronger customer
loyalty. But where do you begin? Here are three starting points:

1. Appouit Yjour DIGITAL GAPTAINS

2. (ilente Your DATA

5. Eliblish yous VISION
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Getting everyone on board with a big change can be difficult
to do on your own. Whether you pick a couple of people or
create a large team, it’s critical to have the right stakeholders
by your side throughout the entire process. These are your
Digital Captains.

When choosing your Digital Captains, make sure to include
people from across key departments. Look for people with
roles in sales, BDC, internet management, marketing, and
fixed ops, plus GMs and controllers.
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Your Digital Captains play an instrumental role in
getting full buy-in across your entire dealership. They'll
also help you explore solutions, search for vendors,
gauge progress and execute your digital vision. The
earlier you get these stakeholders involved, the easier
it will be to make impactful improvements.
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You need a full understanding of your dealership’s performance

MIGHT L TE(ING YOU

before you can make any long-term decisions. Closely evaluate 1 Your website doesn't deliver enough flexibility

your performance based on the key metrics outlined in our in the sales process.

first ebook to pinpoint the problem areas in your business.

Your website lacks advanced features or
All of this data will help you rethink your digital advertising personalized content.
strategy. It will guide you in building a website that isn’t just an
entry point for leads, but also serves as a powerful facilitator

for the entire sales process An ineffective conversion process is turning

digital leads away.

Outdated tech or poor vendor support is preventing
you from making meaningful changes.

Your advertising strategies are too generic and
aren’t attracting leads.
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https://www.dealer.com/explore/analyze-metrics

Ecliblisth )our VISION

Now that you've evaluated the metrics and realized the big
picture, it's time to determine your needs and create a vision for
executing your dealership’s hybrid buying experience.
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One way to know if your current website vendor is a good
fit is to gauge whether they play an active role in helping
you meet your goals and solve problems. Remember, you
shouldn’t be finding solutions alone.
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FORM YOUR VISION

1
2

Map out your main goals.
Set your business priorities and create common goals for your entire
dealership. Then, establish intended outcomes to measure your success.

Determine your wants and needs.
Identify the processes, departmental shifts and technology you want to
change or implement to achieve your goals.

Start with the biggest impact.

Think long-term and make the changes that will yield the biggest impact
first. Changes to your website, digital lead management and sales handling
processes are great starting points.

Tailor the solution to your dealership.

Consider the factors that make your dealership unique and successful.
Incorporate those factors into your plan to get the most out of your
solutions.
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Once your blueprint is complete, ask yourself these three critical questions. Your
answers will provide a full understanding of what changes can be made in-house,
and which solutions require support from a vendor.

+ What can we execute today?
« What parts of my plan require technology that we don’t have in place?
« What areas are outside of our expertise that we'd benefit from outsourcing?

Change is coming to your dealership. And the next step is to find a partner that
will bring your vision to life.

Keep the momentum going by reading our Guide to Preparing

READ THE GUIDE
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https://www.dealer.com/explore/evaluate
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Dealer.com is the premier digital marketing solution for the automotive industry.
Providing an integrated platform of websites, advertising, digital retailing and
managed services, Dealer.com allows OEMs, dealer groups, retailers and agencies
to leverage advanced digital technology, data and insights to deliver the shortest,
fastest and most personalized path to customer engagement.

The company practices a deep commitment to its culture of progress, with a focus
on community, health and wellness. Based in Burlington, Vermont, Dealer.com is a
Cox Automotive brand. For more information, visit www.dealer.com.




