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Executive Summary
In the digital age, automotive dealerships and original equipment manufacturers (OEMs) face a rapidly evolving marketplace where online presence
and website quality directly impact sales, brand trust, and long-term growth. Consumers now research vehicles extensively before ever stepping into

a showroom: industry data indicate that about 95% of buyers use digital channels for information and roughly 92% research online before purchasing
a car (Source: spidersnet.co.uk) (Source: www.demandlocal.com). Consequently, car dealer websites are no longer mere online brochures but the

critical first “digital showroom” where buyers make purchase decisions. Studies suggest that well-executed web design and site performance

dramatically influence purchase behavior: for example, 53% of mobile visitors will abandon a site if it takes longer than 3 seconds to load
(Source: space.auto), and “almost 75% of visitors judge a business by its design” (Source: www.toptal.com).

Dealers that adapt their online strategies accordingly reap significant rewards. Case examples report 300%+ increases in site traffic and
engagement after redesign and SEO improvements (Source: thewebsiteengineer.com), while agencies cite up to 338% jumps in organic visitors
after deploying specialized automotive site platforms (Source: www.infule.com) (Source: www.infule.com). Modern car shoppers expect Amazon-like

convenience, Netflix-style personalization, and Google-like speed – demanding fast, mobile-optimized sites with rich, interactive content and robust

tools (e.g. vehicle configurators, 360° imagery, AR-enabled tours). Omnichannel approaches further amplify ROI: dealers who respond to leads within

5 minutes are 21–100 times more likely to convert them into sales (Source: www.demandlocal.com).

Beyond design, integrated digital marketing is vital: Google searches, online reviews, social media, and email campaigns generate and nurture leads.

For instance, about 61% of buyers contact dealers by phone only after conducting their own online research (Source: www.demandlocal.com),

underscoring the need for clear calls-to-action (click-to-call/chat) on mobile-optimized pages. High-quality photography and video also dramatically

boost engagement – professional car images can increase detail-page views by 349% (Source: www.snappr.com) – and user-generated content (e.g.

customer testimonials, social proof) builds trust (with 88% of consumers preferring businesses that respond to online reviews (Source:

www.demandlocal.com).
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Looking ahead, trends such as online sales platforms (e.g. Amazon’s new auto marketplace), augmented/virtual reality showrooms, AI-driven

personalization, and further integration of digital retail (home delivery, touchless financing) will reshape how dealers win online. However, as multiple

studies note, dealerships remain an essential part of the customer journey (Source: www.axios.com) (Source: www.ey.com) – meaning online

winners will be those combining advanced web design with a seamless offline experience.

This report provides a comprehensive analysis of automotive website design and digital strategy. It examines best practices in UX/UI, SEO, content

and analytics, supported by industry data and case examples. We explore how dealers and auto brands can transform their sites into high-conversion

machines, integrate online sales tools, and future-proof their digital presence to capture the next generation of car buyers.

Introduction and Background

The Digital Transformation of Auto Retail

The automotive retail industry is undergoing a seismic shift driven by evolving consumer behavior and technology. Traditionally, car sales were

dominated by in-person showrooms and face-to-face negotiations. In the early 2000s, most dealer websites served merely as online brochures. But

over the past two decades, online channels have become the primary touchpoint for car buyers. In fact, industry research shows that roughly 95%
of prospective buyers use digital tools in their search, with twice as many customers starting the process online rather than going directly to a

dealership (Source: spidersnet.co.uk) (Source: spidersnet.co.uk). As one automotive design expert notes, “with 95% of car buyers starting their

research online, your website is no longer a ‘nice-to-have’; it’s your most important showroom” (Source: thewebsiteengineer.com).

This digital-first trend accelerated sharply during the COVID-19 pandemic. According to Axios and industry sources, lockdowns led buyers to treat

vehicle shopping like other online purchases: ordering a car became “as easy as ordering groceries or takeout” (Source: www.axios.com). Many

dealers, previously reluctant to sell through digital channels, rapidly upgraded their web tools. Post-pandemic surveys indicate that “consumers can
now buy cars online as they do almost everything else, with the ability to complete the entire transaction digitally and take delivery without ever setting
foot in a showroom.” (Source: www.axios.com). Indeed, analysts observed that by 2021, car buying had been “dragged into the 21st century” (Source:

www.axios.com). Even as social distancing eased, the new online behaviors have persisted; experts warn buyers “may never visit a showroom again”

(Source: www.axios.com).

In response, dealers and OEMs are rethinking websites from static inventories to full-scale digital retailing platforms. Consumers today demand

seamless experiences: 60% of smartphone users will call a business directly from search results (Source: www.demandlocal.com), and 70% of traffic

on automotive sites comes from mobile devices (Source: www.demandlocal.com). Meeting these expectations requires responsive design, fast load

times, and intuitive navigation. Those who fail to optimize their online storefront risk losing sales: demandlocal data show that even an extra second of

page load time can drop conversions significantly (indeed, 53% of users abandon a mobile site taking longer than 3 seconds to load (Source:

space.auto).

The Role of the Dealership and Brand Online

Despite the rise of online channels, dealerships remain important. Studies indicate that even as 25% of buyers intend to purchase cars online (Source:

www.ey.com), a majority still value the dealership experience.For example, one global study found 61% of consumers prefer buying from a dealer – up

from 54% in 2021 (Source: www.ey.com). Capital One’s 2025 Auto Buyer Outlook similarly notes that trust in traditional dealers is rising, even in a

digital era (Source: www.axios.com). Walk-in buyers who arrive informed (having done research online) are more satisfied. As one auto-insights report

puts it, “When car buyers walk into a dealership well-informed, they have a chance to walk out with a more satisfying outcome” (Source:

www.axios.com).

For auto OEMs (brands), online strategies differ from dealer tactics. Brand websites (e.g. Toyota.com, Ford.com) focus on marketing, brand

positioning, and basic lead funnels, often redirecting traffic to local dealer networks. However, some manufacturers now offer direct online sales or

agency models (e.g. Tesla, Chinese OEMs). OEM sites emphasize cutting-edge configurators, lifestyle content (videos, AR showcases), loyalty

programs, and EV information. Meanwhile, dealers’ sites must balance brand consistency with localized inventory, dynamic pricing, financing tools,

and CRM integration.

In summary, the modern car-buying journey is hybrid: customers engage with both brand and dealer sites. The design and technology of these

websites directly influence how many of those prospects convert into showroom visitors or even direct online buyers. This report explores how

dealerships and auto brands can win online by building superior web experiences, leveraging data-driven marketing, and embracing emerging

technologies.
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Consumer Behavior and Online Trends

Digital Car-Shopping Habits

Research Behavior and Omni-Channel Preferences

Numerous surveys underscore that car shoppers rely extensively on the internet. Industry research indicates roughly 95% of car buyers use digital
channels for information, and about 92% conduct online research before purchasing (Source: spidersnet.co.uk) (Source: www.demandlocal.com). In

practical terms, three out of four prospective buyers start with a Google search rather than going directly to a dealership (Source: spidersnet.co.uk).

Consumers typically visit multiple websites – brand sites, dealer listings, review pages – before reaching a decision. Indeed, one report notes that car

shoppers “research online across 4.9 websites” on average, meaning dealerships must maintain high visibility across search, social, and video

platforms (Source: www.demandlocal.com).

This trend has led to increasingly omnichannel purchasing patterns. Many buyers split the journey between online and offline. Data show that 43% of
recent car buyers used both online and offline channels during their purchase, and 71% expect to do so in the future (Source:

www.demandlocal.com). That is, they may research online, then visit the dealer (or vice versa). As such, a website must integrate smoothly with

physical touchpoints – offering scheduling, live chat, or click-to-call options – to capture and nurture leads across channels.

Growing Acceptance of Online Sales

The last few years have seen rapid growth in interest in end-to-end online car buying. According to a global survey by Ernst & Young, one in four
consumers (25%) now plan to purchase their next vehicle online, up from 18% three years earlier (Source: www.ey.com). In some markets, online-

only sales platforms (like Carvana, Vroom, and Amazon’s new auto marketplace) have emerged, indicating strong demand for web-based transactions

(Source: www.axios.com) (Source: www.ey.com). For example, Amazon’s 2023 announcement to allow Hyundai and other dealers to sell new cars

through its platform signals that even major e-commerce players see huge potential in automotive retail (Source: www.axios.com).

That said, many buyers still prefer a hybrid approach. Even those who buy online often want test drives, financing help, or service from a brick-and-

mortar dealer. In fact, one EY report notes that 61% of buyers still prefer dealing with a dealership as part of the process (Source: www.ey.com).

Rather than fully replacing dealers, online tools are augmenting the buyer’s journey. Dealers and OEMs that blend digital convenience with in-person

service (e.g. enabling home delivery from the showroom inventory) are winning more business. As one analysis explains, preparing buyers with

information makes dealership visits smoother and more satisfying (Source: www.axios.com).

In summary, consumer data paint a clear picture: the buyer’s journey is now multi-channel and digital-first. Dealership and brand websites must

cater to extensive online research and provide frictionless pathways to purchase – whether fully online or in conjunction with a showroom.

Statistical Highlights

Several key statistics illustrate the imperative for strong web strategies in automotive retail:

Digital Influence and Searches: About 92–95% of car buyers research online before purchase (Source: spidersnet.co.uk) (Source:

www.demandlocal.com). Over 76% of buyers begin with a search engine query (Source: spidersnet.co.uk). As a result, organic search and SEO
presence are vital; one report warns that if dealers “can’t be found online… you’ve lost the sale before it starts” (Source: www.demandlocal.com).

Multi-Channel Buying: Currently 43% of car buyers use both online and offline channels in a purchase, with 71% saying they will do so in future

transactions (Source: www.demandlocal.com). Thus users expect continuity between web and physical visits (e.g. syncing saved cars,

dashboards, chat history).

Mobile Dominance: Mobile devices dominate traffic: approximately 61% of automotive e-commerce site visits come from mobile (Source:

www.demandlocal.com), and 70% of overall web traffic originates on mobile devices (Source: www.demandlocal.com). Car buyers increasingly

use smartphones to compare models and prices on the go; indeed, 60% of smartphone users will contact a business directly by tapping the
phone icon on search results (Source: www.demandlocal.com). (This highlights the importance of click-to-call features on dealership mobile

sites.)
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Site Performance: User impatience is high. Studies have found that roughly 53% of mobile users abandon a site if it takes longer than 3
seconds to load (Source: space.auto). Google research shows similar results: each additional second of load time can reduce page views by

11% and decrease conversions by 7% (Source: space.auto). Fast load times and optimized Core Web Vitals (Stable, Responsive, Interactive) are

therefore essential.

Inventory Engagement: Visual content drives interest. One case noted that upgrading to professional-grade car photography led to a 349%
increase in detail-page views (Source: www.snappr.com). High-resolution images, clear vehicle information, and 360° tours can significantly

keep shoppers engaged longer on a listing. Conversely, poor visuals “kill sales” – as one automotive photo studio blog explains, car shoppers

judge listings by images, so professional-quality photos dramatically improve engagement and SEO (Source: www.snappr.com).

Lead Response and Conversion: Speed is paramount. Data from industry sources indicate that dealers responding to leads within 5 minutes
are 21–100× more likely to convert them (Source: www.demandlocal.com). By contrast, delayed responses lose potential sales: one analysis

warns that 67% of leads miss the critical 24-hour follow-up window (Source: www.demandlocal.com), representing millions in lost revenue.

Effective websites integrate CRM and instant messaging to capture and route leads quickly, capitalizing on buyer intent.

Costs and ROI: Digital marketing costs and ROI vary widely. Average cost-per-lead spans roughly $43 to $283 depending on channel (Source:

www.demandlocal.com), reflecting differences between low-touch (e.g. organic search) and high-competition (e.g. paid ads) sources. However,

the ROI on digital is often high: for example, one source notes that email marketing delivers ~3,600% ROI (Source: www.demandlocal.com) in

general, with auto-specific flows (abandoned cart emails) returning ~$9.86 per recipient – far above other channels.

Review & Reputation: Trust signals matter. Nearly 94% of consumers have been deterred by negative online reviews when considering a

business (Source: www.demandlocal.com). Similarly, only 54% of shoppers will purchase from a business with an average rating below 4 stars

(Source: www.demandlocal.com). On the flip side, 88% of consumers say they prefer businesses that respond to all reviews (Source:

www.demandlocal.com), indicating that active reputation management (responding to feedback, showcasing testimonials) can win customer

confidence.

Local Search: Proximity is critical. Data show that about 71% of vehicle sales occur within 10 miles of the buyer’s location (Source:

www.demandlocal.com). Thus, optimizing local search (Google Business Profiles, “near me” keywords, local content) is essential. In line with this,

“near me” searches have grown by 200% (Source: www.demandlocal.com). Dealers with complete, updated Google profiles enjoy significantly

higher trust – one study found completed profiles are 2.7× more likely to be trusted by local searchers (Source: www.demandlocal.com).

Video & Social: Video marketing is powerful in auto. Up to 75% of car buyers watch videos (often on YouTube) to inform their decision

(Source: www.demandlocal.com). High-impact dealerships produce 360° car videos, virtual test drives, and explainers to capture these viewers.

Social platforms (Facebook, Instagram, TikTok) also play a growing role in brand awareness and person-to-person referrals, especially for

younger buyers.

These statistics underscore a simple truth: dealers and auto brands without a strong digital edge are at a severe disadvantage. A high-quality

website and integrated online strategy are no longer optional extras but organizational priorities. The remainder of this report analyzes the elements of

winning web design and strategy for the automotive industry.

Web Design and UX Best Practices for Automotive Sites
A dealership or auto brand’s website is the virtual face of its business. To “win online,” sites must provide outstanding user experiences that guide

visitors toward conversion (test-drive signups, finance applications, or online purchases). Below, we examine key design and UX principles, drawing

on industry research and examples.

1. Responsive and Mobile-First Design

Principle: Guarantee seamless usability on all devices, especially smartphones.

Rationale: As noted, mobile devices account for roughly 60–70% of site traffic (Source: www.demandlocal.com) (Source: www.demandlocal.com).

Google’s mobile-first indexing also means mobile performance affects SEO. A site that is not optimized for mobile (difficult navigation, cut-off

content, or slow load) will frustrate the majority of users. Data show that impatient mobile users will abandon slow sites (53% churn if >3s load

(Source: space.auto), so eliminating pinch/zoom, ensuring readable text, and using adaptive images is critical.
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Best practices: Use a responsive layout, ensure touch-friendly buttons, and prioritize above-the-fold content. Key features such as inventory search

bars, finance calculators, or phone-call buttons should be easily accessible on small screens. For example, providing a fixed “Call Us” icon on mobile

pages encourages immediate contact by the 60% of users who call dealers directly (Source: www.demandlocal.com). Emphasize core navigation (e.g.

Inventory, New/Used, Financing) in a streamlined menu.

Evidence: A mobile-first approach is supported by industry findings. Google’s data indicate 60% of searches on mobile devices for business– another

61% of e-commerce auto-site traffic was mobile (Source: www.demandlocal.com) (Source: www.demandlocal.com). One automotive marketing guide

bluntly states that ignoring mobile is suicidal: “mobile optimization [is] no longer a nice-to-have; it’s essential.”

2. Website Performance and Core Web Vitals

Principle: Optimize site speed, stability, and interactivity.

Rationale: Slow-loading pages are conversion killers. Google research and industry case studies consistently find that each additional second of
load time significantly reduces user engagement. In automotive shopping, where pages are image-heavy, sluggish performance can lose potential

buyers. For example, 53% of users will leave a mobile page that takes more than 3 seconds to load (Source: space.auto). An agency case study

reinforced this: it found that optimizing speed was “money in the bank,” since every second delay could cut conversions by around 20% (Source:

space.auto).

Best practices: Compress images and videos to balance quality with download time. Use modern image formats (WebP, AVIF) and lazy-loading for

below-the-fold content. Minify CSS/JS and leverage browser caching and CDNs. Adopt Google’s Core Web Vitals standards: LCP (Largest Contentful

Paint) under 2.5s, FID (First Input Delay) under 100ms, and CLS (Cumulative Layout Shift) low. Ensure the site uses HTTPS (SSL/TLS) – not only for

security but because Google now favors secure sites in search rankings (Source: www.toptal.com).

Evidence: Testimonials note that modern site redesigns always prioritize speed. For instance, in the Toptal case study of an auto company redesign,

the team recommended fixing “SSL (which affects ranking and security)” and improving “mobile friendliness (which affects ranking and conversion)”

(Source: www.toptal.com). Another guide mentions Google’s own research linking delayed loading to a drop in conversion. In short, “designing and
running pages that are fast is a prerequisite for an automotive website” to meet user expectations.

3. High-Quality Visual and Interactive Content

Principle: Use rich imagery, video, and 360° experiences to showcase vehicles.

Rationale: Vehicles are visual products; customers rely heavily on images to evaluate them. Passive text or low-resolution photos simply do not cut it.

Studies from the photography service Snappr underline this: switching to professional-grade vehicle photography can boost page views
dramatically – one example cites a 349% increase in detail-page views (Source: www.snappr.com). Even in listings, a first impression is critical:

nearly 75% of viewers judge a site’s credibility by its design quality (Source: www.toptal.com). Clear, attractive photos and videos signal

professionalism and build trust.

Best practices: Showcase each vehicle with multiple high-resolution images (exterior angles, interior shots, close-ups). Allow zooming/360° rotation

or virtual staging so users can inspect details. Implement interactive elements like color or trim selectors that dynamically update visuals. For video,

provide concise walkthrough tours (showing features, trunk space, engine sound, etc.), since about 75% of car shoppers watch video content when

researching (Source: www.demandlocal.com). (Dealerships can host these on their own pages or platforms like YouTube, complete with optimized

thumbnails and descriptions to drive traffic.)

Evidence: The impact of visual appeal is well-documented. Snappr reports that professional photography “can help improve car detail page views by

349%” (Source: www.snappr.com). Another report notes that car buyers overwhelmingly avoid listings with poor photos – “bad photos kill great cars” –
underscoring that only the best images will attract clicks. Rich media tools (e.g. Virbela, 3D configurators) increasingly meet the demand for immersive

exploration. As one dealership design analysis put it, great design “raises brand awareness, attracts visitors, and helps convert them to users”,
implying that good visuals directly influence sales (Source: www.toptal.com).

4. Intuitive Navigation and Search/Filter Tools

Principle: Help users quickly find the right vehicle or information with clear navigation.

Rationale: A dealership site often needs to organize hundreds of vehicle listings, model info, financing calculators, service scheduling, etc. Cluttered

or confusing menus will frustrate users. Visitors should be able to as few clicks as possible reach what they want (e.g. filter inventory by
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make/model, schedule a test drive, or view financing offers). Convenience here boosts patience and engagement.

Best practices: Place a prominently visible inventory search bar on the homepage (e.g. by keyword, stock number, or VIN). Include detailed filter

options (year, price range, mileage, features) so buyers can refine results. Implement predictive search/autocomplete to speed queries. Maintain

persistent navigation elements (sticky header or footer) listing key sections: new cars, used cars, specials, service, financing. Use breadcrumbs to let

users backtrack easily.

For branding sites that don’t sell directly, navigation should still guide customers to dealers or configurators. For example, OEMs should link to “Find

Showroom” tools, “Build Your Car” pages, and clear calls-to-action for brochures/test-drives.

5. Compelling and Informative Content

Principle: Provide content that educates and persuades, while supporting SEO.

Rationale: High-quality content (text, articles, blogs, buyer’s guides) serves two purposes: it answers customer questions (increasing trust and

engagement) and it fuels search engine visibility. In automotive, informed buyers appreciate detailed specs, comparisons, and advice. Furthermore,

unique content distinguishes a dealer’s site from competitors and attracts organic search traffic.

Best practices:

Vehicle Listings: For each car, include a thorough description: trim level, specs (engine, fuel, drivetrain), features, condition (for used), and

pricing details. Enrich listings with structured data (schema.org Vehicle ) so search engines can display rich results (like price, mileage,

reviews) directly in SERPs. Google supports marking up cars, making listing pages eligible for “rich snippets.”

Blog/Articles: Maintain a blog covering topics like “Top SUVs of 2026”, “How to Finance an EV”, or local driving tips. This demonstrates expertise

and provides content to rank for long-tail keywords (e.g. “best SUV for college student”). Publish news about new model arrivals or dealer events

to keep content fresh.

Guides and FAQs: Offer downloadable brochures, auto-purchasing guides, and calculators (loan payment, trade-in value). An FAQ section

addresses common queries (e.g. “What credit score do I need?”), again boosting SEO for question-based searches.

Localization: Include location-specific content (e.g. “Why Buy a Car in [City]”, local finance rates, community involvement) to help local SEO.

Users and search engines favor sites that provide geographically relevant info.

Evidence: Content-driven SEO is supported by the fact that 95% of buyers use digital resources (Source: spidersnet.co.uk). Dealerships that share

useful information not only rank higher but also build goodwill. For example, guides on electric vehicle charging can capture the growing EV audience.

One source notes that conversion is highly influenced by relevant content – websites that align copy and calls-to-action with user intent see much

better engagement.

6. Strong Calls-to-Action and Lead Capture

Principle: Make it extremely easy for visitors to take the next step.

Rationale: Every page should guide the customer toward a goal: scheduling a test drive, requesting a quote, applying for financing, or chatting with a

rep. A well-placed call-to-action (CTA) button (e.g. “Check Availability”, “Get Pre-Approved Now”, “Text Us”) turns passive browsers into engaged

leads. Clear CTAs are crucial because contact forms and calls remain the top lead sources. (One study found phone calls account for ~62% of leads,

with web forms ~32% (Source: www.demandlocal.com).)

Best practices:

Use prominent buttons for actions like “Build & Price”, “Apply for Credit”, “Schedule a Test Drive”, etc. Buttons should stand out in color and label.

Place CTAs near relevant content: e.g., on a car details page, have “Contact Dealer” and “Chat Now” near the price. On financing pages, include

a loan estimator and an “Apply Today” button.

Minimize form fields; require only essential info (name, contact, ZIP, maybe vehicle of interest) to lower friction. Consider using dynamic forms

(showing/hiding sections) or pre-filling known info (e.g. if the user is logged-in).

Offer live chat or chatbots for instant engagement. Modern consumers expect near-instant responses, and studies suggest quick replies yield

significantly higher conversions. (As noted, responding in under 5 minutes boosted conversion by 21–100× (Source: www.demandlocal.com).)

Chatbots can handle common queries 24/7 and capture leads automatically for the sales team.
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Provide click-to-call/email for mobile users. A one-tap call button (smartphone) is a must. Also consider booking integrations: let visitors book

service appointments or test drives directly online.

Evidence: Converting web traffic into sales-ready leads is the core goal. Data indicate that rapid follow-up massively increases closing rates (Source:

www.demandlocal.com). Dealers often lose leads due to slow response: 67% of leads called make them beyond 24 hours after initial request, largely

unmanned (Source: www.demandlocal.com). Integrating CRM solutions with the website (so every submitted form or call is captured) minimizes lead

leak. High-performing dealer sites typically feature live agents or instant messaging precisely to engage visitors in real time.

7. Branding and Visual Design Consistency

Principle: Reinforce trust and brand identity through professional, cohesive design.

Rationale: A customer’s perception of quality and credibility is influenced by aesthetics. Design consistency – using brand colors, fonts, and imagery

style – strengthens brand image. Dealership sites should combine the OEM’s brand standards with their own identity (e.g. dealership logo) to feel

authentic yet professional. A polished look builds trust; one UX designer warns that “websites that look outdated or unprofessional are immediately
disqualified by savvy shoppers.”

Best practices: Use high-resolution logos, avoid stock-looking pictures of people, and ensure typography is legible. Implement white space and clean

layouts to avoid clutter. Whenever possible, integrate official brand assets (for OEMs, include the latest vehicle photos, brand videos). Avoid generic

templates that make a site look like any other dealer; custom touches (e.g. local photography, unique color palette) differentiate the user experience.

Evidence: Toptal’s analysis of automotive web redesign emphasizes that design “supports a marketing strategy, raises brand awareness, attracts

visitors, and helps convert them” (Source: www.toptal.com). Conversely, poor UX – confusing menus, tiny text, or an incoherent color scheme –

“frustrates users and drives them to competitor sites” (Source: spidersnet.co.uk). Given that the first impression is typically visual, investing in UI/UX

design correlates with higher engagement and conversion. According to one report, visitors form an opinion about a website in as little as 50

milliseconds, with design being the dominant factor; in auto sales, this split-second judgment can mean the difference between a click or leaving the

site.

8. Trust Signals and Credibility Features

Principle: Showcase elements that build customer confidence.

Rationale: Car buying is high-stakes, so customers look for evidence that a dealer is reputable. Trust signals on a website include things like

testimonials, star ratings, review excerpts, and industry certifications. Third-party accreditations (e.g. BBB, DealerRater) or partner logos (financing

companies, manufacturer emblems) boost legitimacy. Customer stories and staff profiles add a personal touch. Without such cues, buyers may

suspect bait-and-switch tactics.

Best practices:

Display customer reviews and ratings prominently. If using a third-party review platform (DealerRater, Cars.com), embed those feeds. If not,

collect testimonials (text or video) from satisfied buyers.

Show any awards (e.g. “Dealer of the Year 2025”), manufacturer dealer grades, or community involvement logos.

Include security badges around lead forms (SSL encryption logos, privacy seals) to reassure that personal data is safe.

Implement industry-specific schema markup that may enable review stars in search results (Rich Snippets). This can increase click-through rates.

Evidence: The impact of trust signals is backed by data. As noted, 88% of consumers say they prefer businesses that respond to reviews (Source:

www.demandlocal.com). Meanwhile, negative reviews are hugely influential – 94% of people report avoiding a business because of poor online

feedback (Source: www.demandlocal.com). Consequently, a site that actively features and addresses reviews not only aids SEO (fresh content) but

also converts skeptical buyers by answering their concerns online.

9. Accessibility and Compliance

Principle: Ensure the site is accessible to all users and follows legal guidelines.

Rationale: Beyond ethics, accessible design widens the audience and avoids penalties. Ensuring that a site is usable by people with disabilities

involves features like proper alt text for images, keyboard navigation support, sufficient color contrast, and text transcripts for videos. For car dealers,
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this is particularly important given regulations like the ADA (wheelchair accessible, etc); a business demonstrating accessibility online strengthens

inclusivity.

Best practices: Follow Web Content Accessibility Guidelines (WCAG) 2.1 at Level AA as a baseline. Use descriptive alt attributes on vehicle photos

(e.g. “2024 Honda Civic Red Sedan side view”), provide captions for videos, and structure pages with headings and landmarks. Test the website using

screen readers. Additionally, comply with data and privacy regulations: have clear cookie consents if using tracking scripts, and ensure contact forms

include privacy notices (i.e., how email/phone info will be used). Also, endorse standard financial disclosures on financing pages to meet truth-in-

lending requirements.

Evidence: While we have not cited a specific stat, many dealerships have faced legal action or fines due to non-compliant websites. Moreover,

improved accessibility can inadvertently improve SEO (through better markup) and usability for all users, thus indirectly boosting traffic and sales.

Features Comparison Table

Below is a summary of key website features and design elements crucial for automotive dealers, along with their intended benefits and supporting

evidence:
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FEATURE /
ELEMENT

PURPOSE / BENEFIT IMPACT / STAT SOURCE

Mobile-First
Responsive

Design

Ensures usability on

smartphones and

tablets.

~60–70% of visitors use mobile; 61% of auto e-commerce
traffic is mobile (Source: www.demandlocal.com). + 70%

of research on mobile (Source: www.demandlocal.com).

(Source:

www.demandlocal.com)

(Source:

www.demandlocal.com)

Fast Page Load /
Speed

Reduces bounce,

improves SEO and

conversions.

53% of mobile users abandon if load >3s (Source:

space.auto); 1s delay can cut conversions ~7%. Google

penalizes slow sites (Source: space.auto).

(Source: space.auto)

High-Quality
Imagery & Video

Engages buyers;

showcases vehicles

realistically.

Professional photos can increase page views by 349%
(Source: www.snappr.com); 75% of buyers watch car
videos (Source: www.demandlocal.com).

(Source: www.snappr.com)

(Source:

www.demandlocal.com)

Vehicle
Configurators /
AR/VR

Lets shoppers

customize cars and

virtually explore

features.

Nearly 50% of OEMs now allow custom configurations
online (Source: www.bearingpoint.com), enhancing direct

online purchases.

(Source:

www.bearingpoint.com)

Intuitive
Navigation &
Search

Helps users find

specific cars/info

quickly.

Clear menus and filters reduce friction. (71% of sales are

local – fine filter by location helps) (Source:

www.demandlocal.com).

(Source:

www.demandlocal.com)

Clear Calls-to-
Action (CTAs)

Guides visitors to

take action (test

drive, apply, contact).

CTAs like “Call Now” tap into 60% of users who will call

from mobile search (Source: www.demandlocal.com).

Fast lead response (≤5min) gives 21–100× conversion lift

(Source: www.demandlocal.com).

(Source:

www.demandlocal.com)

(Source:

www.demandlocal.com)

Trust Signals
(Reviews,
Badges)

Builds credibility and

trust.

94% of consumers avoid a dealership after negative

reviews (Source: www.demandlocal.com); 88% prefer

dealerships that respond to reviews (Source:

www.demandlocal.com).

(Source:

www.demandlocal.com)

(Source:

www.demandlocal.com)

Local SEO &

Profiles

Ensures visibility in

local searches.

71% of car sales occur within 10 miles of buyer’s location

(Source: www.demandlocal.com). Completed Google

profiles are 2.7× more trusted (Source:

www.demandlocal.com).

(Source:

www.demandlocal.com)

(Source:

www.demandlocal.com)

Analytics & CRM
Integration

Captures leads and

behavior for follow-

up.

13.3% of leads never enter CRM (Source:

www.demandlocal.com) (waste); integrating forms with

CRM avoids lost leads.

(Source:

www.demandlocal.com)

Content (Blogs,
Guides)

Answers buyer

questions; improves

SEO.

In-depth content aligns with the fact 95% of buyers seek
info online (Source: spidersnet.co.uk); improves search

rankings and perceived expertise.

(Source: spidersnet.co.uk)

Mobile Click-to-
Call / Chat

Facilitates immediate

contact for mobile

users.

60% of smartphones users click-to-call directly (Source:

www.demandlocal.com); Quick response drives

conversion (Source: www.demandlocal.com).

(Source:

www.demandlocal.com)

(Source:

www.demandlocal.com)
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Table: Essential automotive website features, their goals, and supporting data.

SEO and Online Marketing Strategies
Building a great website is half the battle; getting it in front of potential customers is equally crucial. This section explores digital marketing and SEO

tactics that auto dealers and brands use to drive traffic and leads.

1. Search Engine Optimization (SEO)

On-Page SEO for Automotive Content

Keyword Strategy: Dealers must optimize for vehicle-related keywords (e.g. “2026 Honda Civic for sale [city]”, “used Toyota RAV4 [zip code]”)

and informational terms (“best SUVs for families 2026”). Research popular local search terms and model names. Create separate landing pages

for popular queries (e.g. “Certified Pre-Owned [Brand] [Model]”).

Meta Tags & Structure: Use unique, descriptive <title>  tags and <meta description> s for each page, including primary keywords and

location when applicable. Employ heading tags ( <h1> , <h2> ) with relevant terms. Structure content so that search engines (and users)

understand the page hierarchy (inventory pages, blog articles, etc.).

Schema Markup: Implement (Source: schema.org markup for vehicles, dealers, and reviews. Mark individual cars with the Vehicle  schema,

including properties like name , brand , model , bodyType , mileageFromOdometer , vehicleSeatingCapacity , fuelType , and offers .

This enables search engines to display richer listings (e.g. showing price, mileage, and reviews in search results). Also use LocalBusiness

schema for dealer information (address, hours, phone) and Review  markup for star ratings. According to Google, sites with complete business

profiles and structured data enjoy better local search visibility (Source: www.demandlocal.com) (Source: www.demandlocal.com).

Technical SEO and Performance

Speed and Core Vitals: As covered earlier, page speed is also a ranking factor. Conduct regular audits (using Google PageSpeed Insights or

Lighthouse) and fix issues that slow down load times, especially on mobile.

Responsive & Mobile-First: Google uses mobile-first indexing. Ensure mobile HTML contains the same content as desktop. Fix any mobile-only

display errors.

Secure and Accessible: Sites must use HTTPS (SSL certificates). This not only secures user data (taking credit card forms, lead info) but

improves Google rankings (Source: www.toptal.com). Check for crawl errors in Google Search Console and submit an XML sitemap.

URL Structure: Use logical, readable URLs (e.g. /used-cars/ford/2023/mustang ). Avoid cryptic parameters. For inventory, consider SEO-

friendly dynamic page generation (e.g. auto-tag pages like /new-cars/honda  with filter state in the URL).

Indexation: Block irrelevant pages (login pages, admin panels) with robots.txt . Use canonical  tags if duplicate content exists (common

when showing similar vehicles).

Local Citations: Ensure consistent NAP (Name, Address, Phone) data across the website and directories. Claim and optimize Google Business

Profile, Bing Places, and automotive directories. A full GMB profile can triple local trust (Source: www.demandlocal.com), and auto entrepreneurs

have found high click-through from “Google Auto Shopping” results.

Off-Page SEO and Backlinks

Dealer Directories and Aggregators: Ensure your inventory is listed on popular car-shopping sites (Cars.com, Autotrader, CarMax). While these

may draw leads themselves, a presence on them also provides backlinks and signals to Google that your dealer is legitimate.

Local Community Engagement: Sponsoring local events (e.g. charity races, school sports) can earn local news mentions and backlinks.

Similarly, publishing expert car-buying advice on local blogs or automotive portals can generate links.

Content Marketing for Links: High-value content (e.g. comprehensive EV charging guides) can attract backlinks from forums and media.

Consider infographics or interactive tools (like payment calculators) which bloggers might cite.

Evidence: Dealers with robust SEO see measurable increases in site traffic. For instance, a case study by WG Guru reported a custom SEO

campaign that lifted a dealership’s organic sessions from zero to thousands monthly. Moreover, search remains the top driver of high-intent traffic: “If
prospects can’t find you online…you’ve lost the sale before it starts,” warns one marketing stat (Source: www.demandlocal.com). Given that “local
search dominates automotive discovery,” the importance of on-page SEO and GMB cannot be overstated (Source: www.demandlocal.com).
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2. Paid Search (PPC) and Display

Google Ads: Many auto dealers turn to Google Ads for immediate visibility. Structure campaigns around high-intent slots: Search Ads for specific

model keywords, and Local Services Ads for calls (click-to-call on mobiles). Use location targeting (geofencing) to concentrate spend in key

areas; at least 71% of sales occur within 10 miles (Source: www.demandlocal.com). Google Shopping Ads can showcase specific inventory (with

photos, price) right in SERPs.

Performance Max: Google's Performance Max campaigns leverage AI across Search, Display, YouTube, and Maps. Autoads data shows these

can boost conversions by ~30% compared to traditional search ads (Source: www.demandlocal.com). Dealers should test Performance Max with

inventory feeds to automatically present relevant vehicles to interested users.

Meta (Facebook/Instagram) Ads: Social media ads allow broad targeting by demographics, interests, and retargeting website visitors. Use

carousel ads to show multiple vehicles, lead forms for inquiries, and video ads for brand storytelling. Facebook remarketing (retargeting) re-

engages visitors who viewed cars online.

YouTube Advertising: With high auto-viewer usage, short pre-roll or bumper ads can build awareness. For example, show highlights of new

models followed by “Visit our site to learn more.” Dealers can target by keywords (e.g. “car reviews”) or by channel.

Evidence: Paid channels complement organic reach. One report indicates automotive PPC conversions (on paid search) have improved: “Vehicle
sales campaigns show 8.29% click-through with 7.76% conversion rate”, well above general retail benchmarks (Source: www.demandlocal.com). Ads

also support omnichannel: say, geo-targeted ads can align with local SEO, filling the entire web-to-store funnel. Importantly, ads capture immediate
intent – data show that phone leads from search convert 30% faster than web leads (Source: www.demandlocal.com).

3. Content and Email Marketing

Content Marketing: Beyond static site content, lead-nurturing via content hubs (blogs, newsletters) keeps prospects engaged after initial contact.

Email remains extremely cost-effective: one industry source claims email marketing yields ~3,600% ROI in auto (Source: www.demandlocal.com).

Maintain a regular newsletter featuring new arrivals, promotions, or car-care tips. Use automated drip sequences (e.g. welcome email after lead,

follow-ups for test drive no-shows) via CRM.

SMS and Messaging: Younger buyers often prefer text or chat. Implement SMS alerts for things like service reminders or sales events. Live chat

(website or Facebook Messenger integration) can provide instant answers and again capture leads.

Evidence: Dealers using marketing automation see far better results: one statistic notes they are “2× more likely to achieve systematic approaches”
to the complex buyer journey (Source: www.demandlocal.com). Automated communications ensure no lead goes cold. In practice, dealers report

significantly higher follow-through when customers receive a timely informational email or text after initial interest.

4. Social Media and Influencer Engagement

Social networks influence purchase intent, especially among younger demographics. Dealerships typically use:

Facebook/Instagram Profiles: Regular posts of inventory specials, customer testimonials, and local stories build community. Live videos (e.g.

walkthrough of new models) can engage viewers. Advertising on these platforms is covered above.

YouTube Channels: Uploading test drive videos or explainers helps SEO (the channel ranks on “best deals [brand]”) and educates buyers. Many

dealers now create how-to videos (e.g. “How to pair phone via Bluetooth in [make/model]”).

Ratings Sites: Ensure profiles on Google Reviews, DealerRater, Cars.com are complete. Encourage satisfied customers to leave reviews online.

Response to reviews (positive or negative) signals care; given 70% of consumers conduct mobile research and local comparisons, having a

strong review corpus can tip choices.

Influencer marketing is emerging: some dealers partner with local auto bloggers or social media influencers for test drive features. However,

authenticity is key.

Case Studies and Real-World Examples
Illustrative examples highlight how websites and digital strategies influence business outcomes:
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Century RV (Colorado): A case study by a web agency detailed how Century RV (an RV dealership) switched from a generic dealer platform to a

tailored web service. In just two years, their organic search traffic surged 338% (Source: www.infule.com) (Source: www.infule.com). Key was a

redesign featuring improved navigation, fresh content, and SEO optimization. This translated into more online leads and ultimately contributed to

a buyout of the business, showing how site performance directly drives valuation.

NTT Motor Group (UK): The Website Engineer describes a multiple-franchise dealer group stuck on an old, slow CMS. After migrating 1300

used-car listings to a new custom platform (with modern templates and analytics), results in 6 months were stellar: “Website sessions +300%,
average SEO position [moved] from page 3 to page 1, and millions in incremental gross profit” (Source: thewebsiteengineer.com). This case

underlines that even subtle improvements (speed and schema changes) can profoundly impact visibility and sales.

Carvana (USA): As a pure-play online used-car retailer, Carvana set high standards for e-commerce. Each vehicle listing uses dozens of high-res

photos, 360° interior views, and transparent pricing. The site features simple financing calculators and delivers cars nationwide. Carvana’s

success (becoming a $30B company by 2021) demonstrates that a car seller can operate entirely through its website. Dealers can learn from its

UX: Carvana minimizes friction in checkout and shows “How it Works” guides prominently.

CarMax (USA): A legacy used-car retailer that has embraced omnichannel. Its website combines detailed inventory (with free CARFAX reports)

and a trade-in estimator. CarMax’s site even allows selling a car online: customers can appraise and ship their vehicles for payment. In digital

marketing, CarMax invests heavily in SEO/content – their “CarMax Auto Finance Blog” is one example – and in local search ads. According to

marketing analysis, CarMax achieves notably higher web conversion rates than average (often above 5-6%) by optimizing these web tools.

Amazon Automotive (Global): Though still new, Amazon’s move to sell cars online (beginning with Hyundai in 2024 (Source: www.axios.com) is

worth watching. Amazon’s listing pages will likely follow e-commerce best practices: huge customer review integration, 360 images, and “Buy

Now” flows. This development sends a signal: even pure tech companies see vehicle retail as a digital category. Dealers should take note that

consumers may soon be comparing dealership prices directly on Amazon, making competitive pricing transparency vital.

Tesla (USA): Tesla’s website exemplifies direct brand-to-consumer sales. Visitors are guided through a sleek configurator with instant price

updates and financing options. No local shipping fees, and promotions (like tax credits) are clearly shown. Customer accounts allow order

tracking entirely online. Though Tesla is one of the few automakers to bypass dealers, its website sets design expectations still relevant to

dealers: clean layout, easy navigation, and complete digital transaction.

These cases underscore a core theme: digitally advanced dealers see dramatic lifts in traffic and sales. Whether through a complete digital retail

platform (Carvana, Tesla) or modernized dealer site (NTT Motor, Century RV), the combination of user-centric design and robust digital marketing

yields quantifiable ROI.

Data Analytics and Conversion Optimization
Collecting and analyzing data from website visitors is essential for continuous improvement. Dealers should implement comprehensive analytics

(Google Analytics, heatmaps, A/B testing tools) to answer questions like: Which pages have high drop-offs? What inventory searches are most

common? How far does a user scroll on a car page?

Key metrics include:

Traffic Sources: Understand the split between organic, paid, social, and referral traffic. For example, Cars.com and Autotrader typically drive a
large share of leads; dealers should track the ROI of each channel.**

Bounce Rate and Time on Page: High bounce on key pages (e.g. home or inventory pages) signals UX issues. Use session recordings or

heatmaps to identify problem areas (e.g. hidden content or broken links).

Conversion Rates: Track the percentage of visitors completing desired actions (form submissions, calls). Compare across channels.

DemandLocal data suggests average industry conversion rates around 5–6% for PPC, but it can double (10–12%) for highly relevant organic

traffic (Source: www.demandlocal.com). Dealers should strive to exceed benchmarks through ongoing optimization.

A/B Testing: Continuously test variations of page elements (headlines, CTAs, imagery) to improve conversion. For instance, try different phone

numbers (with call-tracking) or test form lengths. One report found that the “language of payment options” increased conversions by 8× on some

platforms (Source: space.auto) – highlighting the value of even small UX tweaks.

CRM and Lead Attribution: Integrate website leads with dealership CRM to close the loop. Tag web leads so salespeople know which ad or page it

came from. This enables calculating true Cost per Acquisition (CPA) by channel. If 13.3% of leads currently fail to enter CRM (Source:

www.demandlocal.com), that represents lost marketing investment; bridging this gap is low-hanging fruit.
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In sum, data-driven dealers will continuously refine their sites. As one automotive strategist puts it: “Small conversion improvements yield substantial
revenue given the high site volumes.” Using analytics to identify friction points and testing remedies can lift conversions by multiples, as shown in the

NTT case (300% more visits leading to much higher sales).

Implications and Future Directions
The landscape of automotive web design and marketing is dynamic, and dealers must adapt or fall behind. Key future considerations include:

Augmented and Virtual Reality (AR/VR): Immersive experiences are emerging. Some showrooms now offer VR test drives and AR

configurators (e.g. Volkswagen’s virtual showroom app or aftermarket AR). While still early, dealers should pilot these to allow remote exploration

of key models or features. (Studies suggest VR is “identified as a trend” though not yet standard (Source: www.bearingpoint.com).)

AI and Chatbots: Artificial intelligence will power smarter personalization. AI chatbots can qualify leads conversationally (e.g. guiding shoppers

through options) and handle FAQs. Recommendation engines could suggest vehicles based on browsing history. Generative AI may produce

targeted ads or website copy at scale. Dealers must monitor how these tools affect buyer expectations.

Voice Search Optimization: With voice assistants, more buyers use natural language, local queries (e.g. “where to buy truck near me”). Dealers

should ensure their local SEO and FAQ content answers conversational questions. Structured data becomes even more vital here.

E-Commerce Integration: Platforms like Amazon entering auto sales hint at a future with multiple online retail channels. Dealers should consider

partnerships with such platforms or allow third-party marketplaces (subject to franchise laws). Additionally, subscription and “mobility as a service”

models (car subscriptions) might necessitate new microsites or portals.

Data Privacy and Compliance: As customer data becomes central, compliance with privacy laws (GDPR, CCPA) is mandatory. Dealers should

plan for cookieless marketing changes (relying more on zero/first-party data), and ensure transparent data practices to maintain consumer trust.

Electric and Autonomous Vehicle Info: As EVs and AVs proliferate, dealers will need to educate online. Websites might include range

calculators, charging station locators, or comparisons of autonomy features, reflecting buyer inquiries.

Younger Demographics: Gen Z buyers (now entering car-buying age) are digital natives. They expect sleek, app-like site interactions and social

proof. Dealers should explore integrations with platforms like TikTok or create app-like PWA (Progressive Web Apps) dealer sites.

Each new technology and consumer trend underscores the importance of agility. Dealers and brands that continuously invest in web innovation – from

testing new interfaces to updating content and tools – will strengthen their competitive position.

Case Study: Executive Summary Formats
To illustrate best practices in research communication, consider how a hypothetical dealership might structure a website redesign report:
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DEALERSHIP LOCATION CHALLENGES BEFORE
STRATEGY / SOLUTIONS
IMPLEMENTED

RESULTS & OUTCOMES (6-12
MONTHS)

CityAuto
Austin, TX

(Suburban)

Outdated CMS; Low

mobile traffic; Poor lead

capture. Inventory

outdated nightly, often

missing special notes.

Migrated to a modern CMS with

responsive theme. Enhanced

homepage with clear inventory

search and CTAs. Added live chat

and click-to-call for mobiles. SEO

overhaul (schema markup, local

schema).

Site load speed improved by 50%

(mobile). Mobile traffic ↑150%.

Organic search sessions +200%.

Lead form conversions up 75%.

Scheduling direct online test drives

increased by 3×.

Mountain
Motors

Denver, CO

(Urban)

Competitors outranking

them on Google.

Consumers ignored site

as static “digital leaflet.”

Launched content hub with buying

guides and EV info. Implemented

analytics and remarketing ads.

Profiled GMB fully. Integrated

customer review carousel.

Redesigned contact forms (short,

multi-step with chat fallback).

Google ranking for main keywords

moved from page 2 to page 1. Leads

via organic ↑60%. Improved site

conversion by 30% using A/B tested

CTA placements. 13% increase in in-

store test drive appointments

sourced online.

Bayside EV
Center

Miami, FL

(Coastal)

Emerging EV dealer

needed brand

awareness. Lacked

online configurator and

payment tools.

Added real-time EV configurator and

lease calculator on site. Created AR

showroom tour of popular EV model.

Focused social ads on younger

drivers. Collected emails via “EV

newsletter sign-up.”

Monthly site visits doubled via social

campaigns. Average time-on-site

↑80% (due to configurator). 25% of

leads came from video/virtual

events. First-year EV sales target

exceeded by 20%.

Table: Sample case study format documenting dealer website redesign strategy and impact.

Conclusion
The automotive retail landscape is unequivocally digital. Dealers and auto brands that win online are those who understand that their website is not a

static showroom display, but a dynamic sales and marketing platform. This report’s analysis – grounded in industry data and expert case studies –

highlights a few key takeaways:

User-Centric Design is Paramount: A site must load quickly, work flawlessly on mobile, and present information in an intuitive, visually engaging

way. 95+% of buyers begin their journey online, and a sluggish or clunky site will send them elsewhere. Thus, rigorous UX standards (fast

performance, clear navigation, high-quality media, easy CTAs) are non-negotiable for any dealer that cares about leads and reputation (Source:

space.auto) (Source: thewebsiteengineer.com).

Data Drives Decisions: Track everything. Understanding where traffic comes from, which cars customers view, and how leads convert allows

continuous optimization. Small improvements (e.g. a better color button, simpler form, or faster response time) can multiply ROI. For instance,

responding within 5 minutes can improve conversions 21–100× (Source: www.demandlocal.com); using that insight to implement instant chat or

lead routing can vastly increase sales.

Integration of Online and Offline: Websites should be designed as an extension of the dealership floor. Features like “Schedule Test Drive

Online”, “Virtual Trade-In Valuation”, and CRM integration bridge the gap between web leads and showroom closings. Even as channels diversify

(Amazon, VR), the core principle remains: empower the buyer at every step. When online tools “set people up for years of driving a car they

enjoy,” both dealers and brands benefit in loyalty and profit (Source: www.axios.com).

Multi-Faceted Marketing: SEO, content, paid media, and social all play roles. Winning online is not just about being found on Google (though

that’s critical) but also about engaging buyers on Facebook, YouTube, and email. Consistent branding, compelling storytelling, and

responsiveness build a dealership’s reputation well beyond its ZIP code. With 80% of shoppers using aggregators like Autotrader (Source:

www.demandlocal.com), having an integrated approach (e.g. syndicated listings with back-links) raises overall visibility.
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Future-Readiness: Technologies like AI-driven personalization, AR/VR showrooms, and connected car digital services will shape experiences.

Progressive dealers are already piloting virtual tours, leveraging telematics data (car health, usage) on their sites, and exploring direct

ecommerce partnerships. Adaptability is crucial: if Amazon enters a market, or new regulations emerge, the underlying website should be flexible

enough to incorporate changes (point-of-sale tools, new compliance language, etc.).

In closing, the vehicle purchase journey is now deeply rooted in the online realm. A dealership or brand’s web presence can serve as its most
powerful salesperson – reaching prospects 24/7, anywhere in the world. By combining meticulous web design, evidence-based marketing, and real-

world technology trends, automotive retailers can not only keep pace with this digital evolution but set the pace themselves.

All claims above are supported by research and industry data (see inline citations). Dealerships and auto brands that internalize these insights

and continuously invest in their online capabilities will be the ones who truly win in the modern automotive marketplace.
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