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1% of car sales were
online in 2018, that rose
to 10% by March 2020
and is predicted to hit
25% by 2025
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Reliving The Virtual
NADA Show Experience
Welcome to our White Paper analysis of the NADA Show 2021. Of course, this was no
ordinary NADA Show; with international travel restrictions and limits on gathering, this
year the NADA Show has gone online. Instead of enjoying the warmth and welcome of New
Orleans, we’ve had to ‘attend’ a virtual experience.

Digital retailing
dominated the workshop
presentations and
over 70% of the Expo
participants operated in
the digital sector

Despite this, the ASE team has enjoyed curating
the best of NADA for you. Even online, all the best
elements of the show were available for visitors; the
opening ceremony with its stirring speeches and
music, the expo halls with more than 240 stands
to visit and, at the heart of the NADA learning
experience, more than 60 best-practice workshops
and seminars.
Special guests adding a touch of glamour included
actor/producer Mark Wahlberg (co-owner of a dealer
group) and Grammy award-winning artists Lee
Greenwood and Patrick Sieben. Franchise meetings
still took place and there were industry leaders there
too, notably Jim Farley, recently appointed president
and CEO of Ford Motor Co.
In a year when many motor dealers have been
forced to close their showroom doors, perhaps
it was inevitable that the main topic of NADA
Show 2021 was ‘digital retailing’. It dominated the
workshop presentations and over 70% of the Expo
participants operated in the digital sector.
And, if there was an emerging theme, it was the
concept of ‘conversational commerce’. In essence
this means turning away from static online lead
3

generating tools, such as pop-up forms, and guiding
customers towards a conversation, through text,
instant messaging or live chat.
We’ve reflected this trend in this analysis of the best
of NADA Show 2021. And we’ve included some of
the other business-critical issues discussed over the
three days of the virtual show – digital aftersales,
used car stock supply and online marketing.
Of course, no virtual show, however good, can
ever replicate fully the experience of being there.
Networking with colleagues, soaking up the
atmosphere or just simply getting a break from the
day-to-day routine of the showroom are all good
reasons for taking the time to visit a NADA Show for
yourself.

Save the date
NADA Show 2022
March 10th - 13th
in Las Vegas

Let’s hope we can all get together in Las Vegas over
March 10/13 for the NADA Show 2022. I look forward
to seeing you there.
Mike Jones
Executive chairman,
ASE Global
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Looking To The Future At NADA
A predicted surge in market share for electric vehicles is the single biggest change to the Dealership of Tomorrow
report, said author Glenn Mercer as he presented his annual update to his long running analysis of US
dealer prospects.
Mercer now predicts that battery electric vehicles (BEVs) and plug-in hybrids (PHEVs) will take 7% of US new car
sales by 2025, though his predictions are still short of the average from industry analysts at 9.5% share. The
growth will be driven by expanding supply, not demand, as manufacturers launch “a deluge of new products”.
Turning to other perceived challengers to the conventional car market (“the four horsemen of the carpocalypse”,
as he dubbed them) Mercer noted that Connected Cars were now largely accepted in the market and their impact
had been relatively modest.
Autonomous Vehicles were “still on the way” but ‘high-level’ automation has been delayed by technical and
legislative issues. Low level automation gives dealers more features to sell and also higher aftersales potential, due
to increased complexity.
The perceived threat from Ride Sharing has “receded” though the market remains very active. Sharing is now
emerging as a complement to personal ownership, rather than a substitute, and is not inherently cheaper or more
convenient. This trend is likely to be enhanced, rather than diminished, by reactions to the Covid pandemic.

Connectivity
Connectivity data is the single biggest “game
changer” for car manufacturers and dealers,
according to Jim Farley, CEO and president of
Ford, during an interview for the NADA Show. The
customer data will allow the industry to focus “on
loyalty not on conquest”, according to Farley, to the
benefit of all.
Farley said he sees a “much healthier retail network”
emerging post-Covid with dealers having rationalised
costs while new car demand and used car prices
would both be strong. EV growth would be driven by
battery costs coming down and emissions penalties
coming up.
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Facebook
Facebook continues to make inroads into the US
dealer market as more than just a social medium.
Marketplace is now widely used for stock listings
and Messenger is the preferred IM platform for
most Americans, though WhatsApp is starting to
gain ground. The platform has just launched an
‘Inventory’ button for dealership home pages that
takes customers through to new and used stock. For
the moment, it’s only available in the US.
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Starting The Customer
Conversation
Glenn Pasch, CEO, PCG Digital
For many decades automotive retailing has worked on an appointment culture. There has been an inbred
belief that the sale begins when the customer ‘comes in’. This is born partly out of fear of losing control of
the sale and partly out of thinking that touching and seeing the metal will persuade the customer to buy.
As a result, automotive has fallen woefully behind other e-commerce platforms. Even in the digital auto world,
this culture persists in the number of data capture forms and other barriers to conversation that populate
our websites.
Why do we make it so hard for customers to get a price, or book a test drive, or request more information? This
obsession with data capture leads to a high disconnect rate or tempts many customers to use ‘garbage’ contact
details, just to get to the answers they’re rightly looking for.

Answer The Question
Covid has changed the game. The appointment
culture has been disrupted and it’s time to rip down
the obstacles and answer the customers’ questions.
Welcome to the concept of conversational
commerce.

So where do you begin? Go through your website
(on your mobile, of course) and click on every
button. Where does it go to? Which buttons could
you change to chat, or could you offer both a DIY
and a ‘talk now’ option?

With conversational commerce, the consumer
engages with a human representative, chatbot, or
a mix of both. Consumers can chat with company
representatives, get customer support, ask
questions, get personalised recommendations,
read reviews, and click to purchase, all from within
messaging apps.

Of course, you will need to be there when your
shoppers want answers and that raises staffing
issues. You will need to man the chat out-of-hours
and over weekends, but often these jobs can be
shared among your existing BDC and sales teams.

Your relationship with the customer moves from
form filling to chat. It means you meet with the
customer where they are and when they’re ready;
treating their enquiry with the same urgency, same
commitment and same transparency as if they were
in front of you.
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Action Plan

Conversations lead to more appointments, more
sales and better service. Start off on the right foot by
starting with a conversation.
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Dealers have given out
more information over
phone and email over
last 6 months than they
have over last 30 years
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Transitioning To Digital Retailing
Lisette Gole, Head of Auto Retail, Google

63%

One of the few silver linings in these dark times is the accelerating transition to digital retailing in the auto
industry. This change has been under way for some time but, in the first six months of the pandemic, we
saw more progress than in the previous ten years.

of car buyers
would order
their next car
online

For the first time in decades, car manufacturers and dealers are having to re-evaluate how they do things, what
they sell and how they sell.
Consumers have not stopped shopping but they have changed how they shop, with personal health and safety
now a priority. In Q2 of 2020, Starbucks saw a 29% digital mix of orders, while in June 2020 over one-third of
households in the US ordered their groceries online.
Yet, due to legacy issues, franchise restrictions and price policy, auto retailing is one of the last industries to
make the shift.

Tipping Point
Our experience is that online buying in a particular sector accelerates towards a tipping point, at which point
it becomes the new normal. Curiously, there is a strong correlation in buying demographics (except the price)
between the car sector and the mattress sector.
Mattresses have made the jump to e-commerce with a research journey and target audience similar to
automotive. Online sales of mattresses went from 1% in 2012 to 10% in 2018 to 35% today. There are now
around 180 online mattress brands.
For automotive, 1% of car sales were online in 2018, that rose to 10% by March 2020 and is predicted to hit
25% by 2025. OEMs and dealers that have picked up on this trend have reaped the benefits.

60% of Infiniti dealers are
delivering sanitised vehicles for at
home test drives and 70% of Infiniti
customers want the offering to
continue post pandemic.

At Paragon Honda, only 7% of vehicles
were delivered to customers’ homes
pre-pandemic. In May 2020, with
showrooms closed, they delivered
100% of the 775 vehicles sold.

Three Steps
There are three steps we can take to accelerate this transition:
01

Dealers and OEMs need to rethink their measurement strategies and deploy an analytics solution
that provides visibility into the consumer journey across tiers

02

They must align their efforts across the tiers to avoid friction

03

And they must work together to leverage their mutual power to establish a frictionless, online
retailing experience

This is clearly an area where OEMs and dealers will work better together.
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Top Tip
To see the ads that any business
is running on Facebook and
Instagram, go to their Facebook
page, scroll down to Page
Transparency, click the See All
link, and then click the Go to Ad
Library button

Solving Your Used Car Stock Crisis
Jason Stum, Strategy Director, Dealer Inspire
Demand for used cars has hit new highs during the Covid pandemic as consumers switch away from public
transport. Used vehicle acquisition has become a universal problem with tight supply and wholesale values
rising, putting pressure on forecourt prices.
But there are still people out there looking to sell
cars and market disruptors, such as CarMax or
Carvana in the US, or WeBuyAnyCar in the Europe,
are winning the battle for pre-owned inventory.
Why? Because they prioritise vehicle acquisition and
promote their trade-in offer.
Take a look at the home page of used-car retailers
such as CarMax, Carvana or Vroom and you will
see that ‘sell’ or ‘trade’ is the second tab. Vehicle

acquisition is their second most important service
and they advertise it too; usually through Google
and Facebook ads.
The traditional dealership approach to trade-ins is
to tie them to the sale of a new car and rely on trade
sources or auctions to top-up the forecourt. A new
approach which can help solve your used car stock
crisis is to make trade-ins a priority.
This needs a new mindset and a connected strategy:

1. Optimise Your Website
Make trade-ins a priority on your website by upgrading your trade-in page and creating a dedicated ‘sell your
car’ page; link it through the main menu. Provide instant chat value estimates from any page.

2. Be Google’s Answer
Run trade-in campaigns on Google Ads with strong calls to action and personalised phone numbers direct to
the used car department. Increase conversions with a link to trade-in valuations in other ad campaigns.
People looking to trade-in or sell their vehicle are higher intent searchers and are much more likely to click on
your ad compared to those searching for a new or used vehicle. Maximise your SEO for trade-in searches.

3. Own Their Inbox
Step up your email marketing to drive vehicle acquisition. Play to emotions with campaigns based on ‘need an
upgrade’ or ‘time to treat yourself’. Some customers may be looking to sell due to changing circumstances or
even harder financial times.

4. Have A Text-First Mindset
When it comes to following up with your trade-in leads, remember that 80% of consumers would rather
message a business than call or email. So, make text your number one method to establish contact
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Service customers
want the convenience
that technology
offers them

Digitise Your Aftersales Check-In
Todd Marcelle, Vice President, GoMoto
Well run motor dealers have always recognised the profit opportunity in aftersales but, in this post-Covid
world, it is important to acknowledge that digital tools can be as valuable here as in car sales.
Customers want the convenience that technology offers them, with minimal person-to-personal contact and
increased sanitation, in a safe and secure environment. Meanwhile, dealerships want to maintain margin and
profits while putting customers in control of the process.
These goals can be achieved by using self-service kiosks, for both check-in and check-out, in busy aftersales
departments. The idea is not new: indeed, kiosks were first demonstrated at the NADA Show in New Orleans
back in 2017.

Easy Upsell

Think McDonalds
In the interim, self-service kiosks have become
the norm in many retail and customer service
environments. Think ATM machines, self-service
check-outs at supermarkets, check-ins at airports
and food ordering at McDonalds; only the auto
industry is lagging behind.
In the conventional dealership the aftersales
check-in process is heavily dependent on personal
contact. There is a lack of options for 24/7 key drop
off or pick-up, service advisors are often backed-up
with process (and profit opportunities) under stress,
and there is minimal communication between
service and sales departments.
Kiosks solve these problems, take customers
through a consistent process and they like them
– feedback from early adopters shows 85% of
customers preferred the kiosk to a conventional
check-in.
The average check-in time using a kiosk is two
minutes and, during the process, the customer
confirms their contact information, is offered upsell
features and the option to get a live trade-in value
on their car.
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Results to-date show 25% of customers will take
an upsell opportunity while 11% raise their hand
for a trade-in value. Furthermore, 90% said all
their technical questions were dealt within the two
minutes.
Check-out can be equally slick, averaging one minute
with pre-pay or in-store payment options and safe,
secure key delivery.
Will self-service replace service advisors? Almost
certainly not. But they will enhance the aftersales
experience by allowing the advisors to do what
they do best – talking to customers about more
serious service issues and focusing on high value
transactions.
Making your service greeting digital:
01

Offers a consistent process to
all customers

02

Frees up service advisors for
high-value activity

03

Guarantees accurate customer
contact information

04

Builds-in upsell and cross-selling
opportunities

25%
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of customers
take an upsell

14

Your website is a
manifestation of how it
feels to do business
with you

Web Mistakes That Cost You Customers
Nate Jones, director of product design, Dealer Inspire
We all make snap decisions about business and personal relationships every day and
90% of your customers will meet you for the first time via your website. Many will leave,
and never come back, if they find the experience frustrating.
Keep your website simple, fast and easy to use. Here are some common mistakes to avoid:
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1 - Forgetting Your Goal

2 - Too Many Distractions

6 - Dead Ends

7 - Mobile An Afterthought

Competing assets and different page experiences make
it more challenging to get results. Define the outcome
you’re trying to achieve, then craft the experience.

Too many buttons confuse the customer, and they take
no action. Narrow your Calls to Action (CTAs) down to
make the path a shopper should take clear.

Never leave the customer hanging. Always let your
customers know what to expect next, or the natural
next steps they can take.

Two-thirds of people who visit are on a mobile device.
Change your mindset to ensure you’re providing the
best experience possible to the largest segment of your
audience.

3 - Inconsistent Branding

4 - Disconnected Experiences

8 - Poor Accessibility

9 - Failure To Update

Multiple parties adding content to your website can
make your it sloppy and confusing. Use your OEM as a
base for your style guide and get others to adhere to it.

Third part widgets can interfere with the user
experience. Use your tools like a customer would
(on your phone). Work with your providers to solve
disconnects.

Only 2% of websites are fully accessible for people
living with a visual impairment. Work with third party
vendors to make your website accessible to all users.

Technology, consumer behaviour and best practices never
stop evolving. Don’t be afraid to redesign your website
experience from the ground up every three years.

5 - Form Friction

10 - Poor Planning

11 - Looking Like Everyone Else

Too many forms, forms with too many fields, or forms that don’t lead to instant answers put customers off. Moving
to a conversational approach can lead to a 47% increase in leads.

Implementing changes without a plan to roll them out
can lead to disastrous results. Have a plan in place
to analyse and measure the effects of each individual
change.

Generic web design, stock photos and uninspiring
content won’t leave a lasting impression about your
dealership. Highlight the real people at your dealership
to start building rapport.
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The Untapped Marketing Medium
Ronald Heider, president, Heider Marketing
Video sharing platform, YouTube, is the great untapped marketing opportunity for car dealers. Not only
is it the largest video distribution platform in the world, it is also the second largest search engine after
Google.
In the US, 80% of adults watch YouTube video and,
when they do watch, they spent 40-plus minutes
online each time. More importantly, in-market car
buyers typically will watch 10 automotive videos
before they purchase.

Although the platform is widely used by car
manufacturers, only 10% of US dealerships have an
active YouTube channel.

Organic Content
Organic content is free to upload on YouTube. This
is longer form video that potential customers watch
in order to find out things about you, your cars and
your dealership. Typical content might include:
• Vehicle walk arounds
• Virtual test drives
• Product demonstrations
• About the dealership
• ‘how-to’ content

Making sure your content is found is the tricky part.
You need to complete all the settings with detailed
descriptions, keywords and tags (YouTube will guide
you through this) and link the videos back to your
website.

Campaigns
We suggest you run a 50/50 campaign of skippable
and non-skippable ads, alongside your good quality
organic content. Campaigns are all managed
through your Google Ads platform, allowing you to
use the targeting tools to narrow-cast or wide-cast
your target audience.

Action Plan

Paid Content
Paid video content is a great way to build your
brand to in-market buyers. There are several ad
formats but the most relevant are ‘skippable video
ads’ and ‘non-skippable video ads’.
Skippable video ads can be skipped after seven
seconds and around 60% of viewers will do that. But
you don’t pay if somebody skips an ad (they have to
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YouTube is much more cost effective than many
other forms of advertising media. We find campaigns
typically cost one or two cents per view for limited
targeting, rising to five or six cents per view for a
hyper targeted approach.

watch 30 seconds or click a call to action) and you
will have planted a seed at no cost.
Non-skippable video ads are shorter (less than 15
seconds) and you have to pay for them, but the
viewer has to watch through and they are only
placed on YouTube’s premium content.
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01

Create and customise your channel

02

Complete the settings

03

Link the channel and video to your website

04

Create both organic and paid content

05

Launch and test a paid campaign

www.ase-global.com
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