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What Shoppers Want From Dealer Web Sites

STUDY METHODOLOGY

* Interviews with 655 shoppers who visited:

— The Cobalt Group’s DealerNet home page (www.dealernet.com) or

— The National Automobile Dealers Association’s DriversSeat home
page (www.driversseat.com)

* Surveys conducted August — November, 2001.

 Margin of error is plus or minus 3.8%, at a 95% confidence
level.
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Profile of Survey Respondents

Timeframe of Purchase Horizon

40%

32%

20% A

0% -
Within the One to two Three to six Seven Over ayear  Recently
next month months from months from months to from now made a
now now one year purchase or
from now lease
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Profile of Survey Respondents

New vs. Used Vehicle Shoppers

Shopping for Shopping for a
new vehicle
both new and o
used vehicles ()
48%
Shopping for a
used vehicle
23%
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Preferred Content on Dealer Web Sites

What Should a Dealer Web Site Contain?

0% 20% 40% 60% 80% 100%

MSRP & Dealer Invoice price comparisons
Bl Very
important
Dealer Invoice & NADA Used Car
Guide/Kelley Blue Book comparisons
B Somewhat
Online trade-in value estimate calculator important
Side-by-side vehicle comparisons [ Not at all
important

Price Information — New Vehicle Shoppers
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What Should a Dealer Web Site Contain?

0% 20% 40% 60% 80% 100%

Dealer Invoice & NADA Used Car 7%
Guide/Kelley Blue Book comparisons
B Very
important
76%
MSRP & Dealer Invoice price comparisons
B Somewhat
Online trade-in value estimate calculator important
Side-by-side vehicle comparisons O Not at all
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Price Information — Used Vehicle Shoppers
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Preferred Content on Dealer Web Sites

What Should a Dealer Web Site Contain?

20% 40% 60% 80%

Options available on a
new vehicle

Pictures of vehicles at
the dealership

Searchable vehicle
inventory on the first
page of the Web site

Model reviews

B Very
important

B Somewhat
important

[0 Not at all
important

Inventory Information — New Vehicle Shoppers
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Preferred Content on Dealer Web Sites

What Should a Dealer Web Site Contain?

0% 20% 40% 60% 80%

Options available on a 80%

new vehicle

Pictures of vehicles at 80%

the dealership

Searchable vehicle
inventory on the first
page of the Web site

Model reviews

B Very
important

B Somewhat
important

[0 Not at all
important

Inventory Information — Used Vehicle Shoppers
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Preferred Content on Dealer Web Sites

What Should a Dealer Web Site Contain?

0% 20% 40% 60% 80% 100%

54%
Monthly payment estimate calculator F
12%
38% B Yery
Chart showing lenders dealer works with 40% 1Important
22%
38%
Pre-qualification for financing 39%
22%

B Somewhat

360 1mportant

Online credit application 35%
30%

32%
Information about leasing versus financing -39% [0 Not at all
28% important

Financing Information — New Vehicle Shoppers
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Preferred Content on Dealer Web Sites

What Should a Dealer Web Site Contain?

0% 20% 40% 60% 80% 100%

56%
Monthly payment estimate calculator 33%
11%
41% N Yery
Pre-qualification for financing 38% 1Important
21%
38%

Online credit application 34%
| 2% B Somewhat
36% 1mportant

Chart showing lenders dealer works with 41%
23%
32%
Information about leasing versus financing 39% [0 Not at all

29% important

Financing Information — Used Vehicle Shoppers
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Preferred Content on Dealer Web Sites

What Should a Dealer Web Site Contain?

0% 20% 40% 60% 80% 100%
51%
Special Internet
pricing for extended B Very
warranty plans important
16%
B Somewhat
46% important
Ability to read
extended warranty
contracts online
18%
[0 Not at all
important

Warranty Information — New Vehicle Shoppers
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Preferred Content on Dealer Web Sites

What Should a Dealer Web Site Contain?

0% 20% 40% 60% 80% 100%
53%
Special Internet
pricing for extended B Very
warranty plans important
12%
B Somewhat
48% important
Ability to read
extended warranty
contracts online
15%
[0 Not at all
important

Warranty Information — Used Vehicle Shoppers
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Preferred Content on Dealer Web Sites

What Should a Dealer Web Site Contain?

0% 20% 40% 60% 80% 100%
Service department 2%
hours of operation
Bl Very
important
Printable service
coupons
Ability to make B Somewhat
service appointments 1mportant
online
Ability to order parts
and vehicle 0 Not at all
accessories online important

Parts and Service Information — New Vehicle Shoppers
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Preferred Content on Dealer Web Sites

What Should a Dealer Web Site Contain?

Service department
hours of operation

Printable service
coupons

Ability to make
service appointments
online

Ability to order parts
and vehicle
accessories online

20% 40% 60% 80%

51%

B Very
important

B Somewhat
important

[0 Not at all
important

Parts and Service Information — Used Vehicle Shoppers
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Preferred Content on Dealer Web Sites

What Should a Dealer Web Site Contain?

0% 20% 40% 60% 80% 100%

Notification that your email has been received
(auto-responder)
B Very
important
Interactive directions to the dealership
. . . . B Somewhat
Real-time chat services with personnel during important
dealership hours of operation
Welcome letter from the staff 38% O Not at all
42% important

Dealer Services — New Vehicle Shoppers

Copyright © 2002, Friedman-Swift Associates. All Rights Reserved.



Preferred Content on Dealer Web Sites

What Should a Dealer Web Site Contain?

0% 20% 40% 60% 80% 100%

Notification that your email has been received
(auto-responder)
B Very
important
Interactive directions to the dealership
. . . . B Somewhat
Real-time chat services with personnel during important
dealership hours of operation
Welcome letter from the staff 38% O Not at all
43% important

Dealer Services — Used Vehicle Shoppers
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Preferred Content on Dealer Web Sites

Used Vehicle Walk-Around Inspection

How likely would shoppers be to obtain trade-in
valuations through a 15-20 minute guided walk-
around vehicle inspection while on the phone?

29% - very likely to use this service

41% - somewhat likely to use this service
29% - not likely to use this service
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Preferred Content on Dealer Web Sites

Likelihood of Shoppers Using Personal Web Sites for Vehicle
History, Maintenance Information and Dealer Specials

Not at all
likely
15%

Very

likely

Somewhat 46%
likely

39%
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Preferred Content on Dealer Web Sites

Likelihood of Shoppers Using A Vehicle Locator Service
From a Consumer Portal

Not at all
likely
5%
Somewhat
likely
29%
Very likely
67%
New Vehicle Shoppers

24%

Somewhat
likely

Not at all
likely
3%

Very likely
73%

Used Vehicle Shoppers
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How Consumers Evaluate Their
Experiences on Dealer Web Sites

Not at all
satisfied
6%

Very
satisfied
24%

Somewhat
satisfied
70%

Overall Satisfaction with Dealer Web Sites
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How Consumers Evaluate Their
Experiences on Dealer Web Sites

Evaluation of the Last Dealership Web Site Visited

0% 20% 40% 60% 80% 100%

o
Overall appearance of dealer Web site 28 4
(|

63%
35% B Excellent/Good

0
Speed in which the Web site pages open m 63%
0

Organization of information on the Web site

Visual impact of the homepage

B Fair/Poor
Ease of finding information on the Web site
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How Consumers Evaluate Their
Experiences on Dealer Web Sites

Length of Time Shoppers are Willing to Navigate
a Dealer Web Site to Find Price Information

More than 5
minutes

0
14% Less than

1 minute
39%

lupto$
minutes
47%
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How Consumers Evaluate Their
Experiences on Dealer Web Sites

Length of Time Shoppers are Willing to Navigate
a Dealer Web Site to Find Vehicle Inventory Information

More than 5
minutes

16% Less than

1 minute
37%

lupto5
minutes
46%
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How Consumers Evaluate Their
Experiences on Dealer Web Sites

Length of Time Shoppers are Willing to Navigate
a Dealer Web Site to Find Side-by-Side Vehicle Comparisons

Less than
More than 5 1 minute
minutes 27%
19%

lupto5
minutes
54%
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How Consumers Evaluate Their
Experiences on Dealer Web Sites

Length of Time Shoppers are Willing to Navigate
a Dealer Web Site to Find Warranty Information

More than 5
minutes

12% Less than

1 minute
35%

luptoS
minutes
52%
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How Consumers Evaluate Their
Experiences on Dealer Web Sites

Length of Time Shoppers are Willing to Navigate
a Dealer Web Site to Find Parts and Service Information

More than 5
minutes

10% Less than

1 minute
37%

luptoS5
minutes
53%
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http://www.driversseat.com/
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What Shoppers Want
From Dealer Web Sites

Specific questions can be addressed to
info@friedmanswift.com

FRIEDMAN-SWIFT

A SSOCIATES




	What Shoppers Want From Dealer Web Sites
	Profile of Survey Respondents
	New vs. Used Vehicle Shoppers
	Preferred Content on  Dealer Web Sites
	How Consumers Evaluate their Experiences on Dealer Web Sites
	How Consumers Evaluate Their Experiences on Dealer Web Sites
	How Consumers Evaluate Their Experiences on Dealer Web Sites
	How Consumers Evaluate Their Experiences on Dealer Web Sites
	How Consumers Evaluate Their Experiences on Dealer Web Sites
	How Consumers Evaluate Their Experiences on Dealer Web Sites
	How Consumers Evaluate Their Experiences on Dealer Web Sites
	How Consumers Evaluate Their Experiences on Dealer Web Sites
	Acknowledgements

