
Next-Generation Engagement 
Internet Tools that Take Your Program to 
the Next Level 



About Me 

Kathy Kimmel 
• Training Director, Cars.com 
• Over 15 years of automotive 

industry experience 
 
Connect with Kathy: 

 
     dealers.cars.com/facebook 
 
     dealers.cars.com/twitter  



Today’s Agenda 



Take Your 
Success Mobile 



A Large and Growing Market 

eMarketer, February 2011 



Mobile Consumer Profile 

Gender 
• 62% of males 
• 56% of females 

 

Age 
• 84% of 18-29 year olds 
• 69% of 30-49 year olds 
• 49% of 50-64 year olds 

 
Source: Pew Research Center’s Internet & American Life Project  May 2010 Tracking Survey 



Mobile Shoppers are Ready to Buy 

 
 
 
 
 

of Cars.com mobile 
shoppers plan to buy a 

car within 6  months 

 
 
 
 
 

have accessed 
Cars.com mobile from 

the dealer lot 

Cars.com Mobile Consumer Survey, 2008 



Mobile Supply & Demand 

eMarketer, October 2010 



Mobile Supply & Demand 



Win the Sale by Going Mobile 

• Mobile Site 
• No download or installation required 
• Everyone on the web has access 
• All users see the latest version 

• Mobile App 
• Needs to be developed for each 

platform 
• Requires users to download 
• Ability to use all device capabilities 

 
 

 



Mobile Coupons  



Connect with Text 
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Send to Phone 

 • Alert buyers to your 
inventory options 
that meet their needs 

• Confirm 
appointments 
 



Send to Phone 

 



Chat 



Why are People Chatting? 



The Chat Experience 

• More opportunities  for 
you and better leads 

• More face time early on 
• Speed & efficiency – 

instant gratification! 
• Doesn’t change your 

lead process 
• Ability to differentiate 
• Excellent training tool! 



Chat Users are Buyers 

Cars.com, Dealer Chat Consumer Survey, 2009 

67% 

25% 

3% 1% 4% 

67% Plan to Buy in the Next 30 Days! 
Within the next month
Within the next 1 to 6 months
Within the next 7 to 12 months
More than a year
I am not currently in the market to purchase or lease a vehicle



Importance of Response Time 

Customer Wait Time Before Abandoning Unanswered IM
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Sample Set: US Auto Dealers with ContactAtOnce! on their dealer site.  Includes only IM requests originating from their dealer sites.  April 2009.  



Staff for Chat Success 
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Stay Online, Get More Leads 



 
 

 
 

•Be HUMAN 
•Answer initial question before asking for customer info 
•Keep messages short and quick 
•Add a photo to increase the quantity and quality of 
chats 
•Keep the conversation going by offering alternatives 
and open ended questions 
•Showcase your dealership 
•Share video links 
•Review chat transcripts 

CHAT  
BEST PRACTICES 



Video 
Lights, Camera, Sold 



Watch video at: 
http://www.youtube.com/watch?v=2lXh2n0aPyw 

 

VW: The Fun Theory 



of Cars.com shoppers said 
video was very influential 
in making their decision to 

visit the dealership... 

…but only 

of Cars.com dealers are 
enrolled for video. 

Value of Third-Party Websites to Dealer Walk-In Traffic, Synovate, 2008 
Internal Reporting, January 2011 

Make the Car the Star 



*Google/Cpmpete Auto Video Study, 2009 
**Cars.com, Merchandising Effectiveness Analysis, 2009 
 

Video Drives Engagement 

• Of those car buyers who 
watch online auto videos, 
54% watch the videos in the 
month of purchase.* 

• Cars.com listings with 
video: 
• Generate 5% more vehicle 

demos** 

• Generate 13% more contacts** 

• Double pages and minutes per 
visit** 

 



What Video Car Buyers Want to See 
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 • Low-cost cameras allow you to 
add good-quality, full-motion 
videos: 

• Salesperson/ISM introductions 
• Walk-around vehicle demonstrations 
• Competitive reviews 
• Customer testimonials 
• Tours of your departments 

Getting Started: Creating Footage 



Engaging Emails 

Click here to play 

https://www.dmotorworks.com/video/CarVideo.html?vid=HVODEMO_2010011910


YouTube 
• 52% of car shoppers view 

videos on YouTube* 
• Create a channel for your 

store 
•  Add video to your website 

and social media  pages 
• Generates additional exposure  
• Creates a virtual “Why Buy” 

book for in-market shoppers 
• Boosts search engine results 

*Google/Compete Auto Video Study, 2009 



Video on the Go 

• 25 million U.S. mobile subscribers 
watch video on their mobile devices 

• Watchers average 4 hours 20 minutes 
of mobile video per month 

The Nielsen Company, State of the Media, 2011 



 
 

 
 

•Personalize your 
YouTube channel 
•Post relevant videos 
•Brand your videos 
•Make your videos 
entertaining 
•Allow staff to share 
videos 
•Create great titles & 
descriptions 
•Reply to negative posts 
•Monitor Insight page 

VIDEO 
BEST PRACTICES 

 
 

•Creating ONLY walk-
arounds of vehicles 
•Pushing all videos to 
Facebook 
•Making every video an 
overt sales pitch 
•Tagging your video with 
the name of your 
competitors 

VIDEO 
BAD PRACTICES 



Social Media 
Enable, Inspire, Influence and Engage 



What is Social Media 

“All things being equal, people will do business with 
their friends. All things not being equal, people will 
still do business with their friends.” 

Jeffrey Gitomer 





Graph source: comScore, March 2011 
* Statistics, Faecbook.com 
 

Social Media Usage 

More than 200 million active users 
currently access Facebook through 

their mobile devices.* 



How to Use Social Media 

Create content consumers 
want to connect with: 

• Store and automotive 
expertise 

• Car reviews 
• New product information & 

new arrivals 
• Events 
• Incentives and service 
• Maintenance tips 
• Job opportunities 





Boost Engagement on Facebook 

• Time is an important factor in determining 
the success of a Facebook post. 
• Brands that posted outside of business hours had 

20% higher engagement rates. 
• The auto industry sees the most engagement on 

Sundays, but less than 8% of posts go out on that 
day. 

Buddy Media, 2011 



Corporate Citizenry 



Twitter  

• Create an account for your 
store 

• 140 character limit 
• Invite sales, service, parts, 

body shop customers to 
“follow” you 

• Discuss store, industry and 
community news, events 

• Re-tweet, respond to posts 
to drive conversation 



Work Smarter: Social Media Tools 

• HootSuite 
• Integrate networks into one 

dashboard 
• Cross-post 
• Schedule Posts 

• Stay on top of social 
media trends, new tools 

• Mashable.com 
• Socialmedia.biz 

http://www.market7.com/wordpress/wp-content/uploads/2009/06/mashable.png


Dealer Reviews 



The Conversation Has Gone Online 

  
of new-car 

shoppers read 
service reviews.  

of car shoppers 
consult online 
reviews when 

selecting a dealer. 

Source: Yahoo!/Cobalt Dealer E-Business Study and DriverSide / Kelton Research March 2010 



4 Steps to 5 Star Reviews 

Monitor 
Listen to 
feedback 

across the 
Internet 

Share 
feedback 

across the 
dealership 

Respond Acknowledge 
and reply to 

feedback 

Correct any 
underlying 

issues at the 
store 

Ask 
Deliver a 
positive 

customer 
experience 

Ask satisfied 
customers to 

write a positive 
review 

Promote Share positive 
reviews with 

prospects 

Reward sales, 
service staff 
for success 



Create a Customer Review Plan 

Amplify positive reviews 
• Build review request into 

process 
• Engage service 

customers 
• Mirror hangers 
• Email requests 
• Stickers/stamps on 

receipts 

 



Promote Positive Feedback 

• Use testimonials on 
website 

• Pull content from reviews 
for traditional marketing 

• Add reviews to SEM copy 
• Share favorable reviews 

via Facebook 
• Link to review sites in 

email communications 
with prospects  



Promote Service Excellence 



Questions & Answers 
Thank You & Good Luck 


