
C O N N E C T I O N S  T H A T  M O V E  Y O U

CRM   /   Digital Sales   /   F&I   /   Fixed Operations   /   DMS   /   IT Solutions   /   Intelligence

Modernizing the Car 
Dealership Sales Process
A GUIDE TO UNDERSTANDING WHAT TODAY’S CUSTOMERS 
WANT AND HOW TO GIVE IT TO THEM
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The Car Dealership  
Sales Process:  
What Shoppers Want
Today’s customers are educated shoppers with all the resources necessary to make decisions on their own. 

With just a few keystrokes they can visit multiple dealership websites, research vehicle options, narrow down 

monthly payments and even complete some of the deal paperwork. That means they have the power to  

control nearly all of the dealership sales process, from first look to taking a new car home. 

In the CDK Global Automotive Retail Friction Point 

Study, consumers were asked what were the most 

important factors in choosing where to buy. Price
46%

Effort
30%

With customers handling so much of the buying process on their own,  
it’s important to provide a personal, efficient experience so they’ll want to  
do business with your dealership — and continue doing business with you  
year after year.

In the CDK Global Automotive Retail Friction Point Study, consumers were 
asked what were the most important factors in choosing where to buy. Price 
was the key motivation for 46% and dealer effort a close second for 30% of 
those surveyed. Slashing prices however does not ensure long-term loyalty. 
Competitive pricing is important, but If the experience wasn’t fast, easy and 
convenient they’re probably not coming back. 

How you personalize and streamline the customer journey is the best 
way to cultivate enthusiastic reviews from customers who’ll share positive 
experiences with family and friends and become customers for life.

Pro Tip: 
• Ask questions. The more you know about 

a customer, the better you can tailor and 

personalize your communications to serve 

their wants and needs. 

• Offer genuine interest and create an 

opportunity to show you’re a trusted expert. 

• With a little bit of focused attention, you can 

establish yourself as a reputable resource 

not just another typical dealer out for a quick 

sale. Customers will appreciate and reward 

your efforts.
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From Shopper to Buyer: 
The Customer Journey

1 Step 1: Information Gathering 

Once a buyer knows they want a vehicle, they may be unsure of 
the specifics like make, model, accessory package or financing. 
They’re probably scrolling through third-party research and  
inventory sites and may even land on your website to preview  
your inventory. Be ready.

 
 

 Pro Tip: If you use shopping intelligence tools to capture 
information from website visitors, be discreet when using them. 
This step is not the time to reach out and offer a demo or ask for 
an appointment. The hard-sell approach offers zero value, and may 
even scare off prospects, since they have not initiated contact. 

2 Step 2: Making Contact 

Buyers looking for additional information they can’t find online 
will call. Be transparent and responsive from the start. Answering 
every question and providing resources to help them choose the 
right vehicle builds trust. This can include walk-around videos, 
side-by-side pricing comparisons and in this market, details about 
ordering vehicles. When you take the time to really understand 
who you’re talking to, the conversation becomes about defining 
what’s important to that individual customer and how your  
dealership can meet those needs. 

 Pro Tip: Try shooting a quick video (less than 30 seconds) 
introducing yourself to the customer and emphasizing that you’re 
a useful resource, even if they chooses to buy a car elsewhere. 
Make it engaging, expressive and memorable. You’ll be  
surprised to see how using these quick clips can cultivate  
lasting relationships.

3 Step 3: Exploring Financing 

Buyers can explore financing earlier in their journey thanks  
to online payment calculators. Studies indicate that 86% of  
buyers estimate their monthly payments and 76% compare  
interest rates. According to Experian in 2021, 85% of new vehicles 
and 39% of used vehicles were purchased through financing.  
This buying option is especially true for younger buyers. Your  
sales process should include quoting payments that are true  
and accurate, every time.

 Pro Tip: You’ll want to audit payment calculators on  
third-party listing sites and compare it with your website payment 
calculator. This helps you to respond when a customer comes  
to you with a price they’ve found on their own, allowing you  
explain any differences. Make transparency a priority — your own  
calculator quotes online needs to match the numbers you  
present on the floor.

Vehicle buyers don’t wake up and decide to buy on a whim — they go through a process, becoming aware of a need and 

researching options before deciding to buy. When dealers understand the customer journey, they are in a better position 

to offer value and meet a potential buyer where they are. The key for every interaction is to focus on what the customer 

wants to know, not on what your dealership wants to tell them. 

https://www.wardsauto.com/dealers/poll-people-say-online-vehicle-financing-saves-time
https://www.wardsauto.com/dealers/poll-people-say-online-vehicle-financing-saves-time
https://www.wardsauto.com/dealers/poll-people-say-online-vehicle-financing-saves-time
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From Shopper to Buyer: The Customer Journey

4 Step 4: Deciding on a Vehicle  

Once a buyer has found an available vehicle and made up their 
mind, their next decision is where to buy. It’s time to highlight 
what makes your store more attractive than the competition. 
Explain how your user-friendly online tools will save time in the 
store. Look for opportunities to show savings and value, like Service 
specials and F&I options that meet the buyer’s needs and lifestyle. 

 Pro Tip: For the past year, it seems like customers have 
lined up to buy vehicles whenever and wherever they could.  
This doesn’t mean that personal service has taken a back seat —  
you still have an opportunity to sell your store, not just a vehicle.  
Share what your customer would consider benefits like an  
easier dealership sales process, free first service, loaner cars  
or pick-up/drop-off perks.

5 Step 5: Taking Delivery 

Once buyers are about to take the keys and drive off in their new 
vehicle, it’s time to think about retention. Offer coffee and a tour of 
your Service department, including an introduction to your Service 
Manager. Highlight what your Service department offers — online 
scheduling, text updates, mobile pay, loaner vehicles, and fast, 
efficient turn around. Be creative. When a sale ends it’s over, but 
loyalty lasts a lot longer.

 Pro Tip: Before they leave the lot, try to set the vehicle’s first 
service appointment in your CRM. (We recommend three months 
out.) Let them know that someone from your team will call a week 
ahead to confirm. Having their Salesperson waiting when the  
customer arrives, greeting them by name and asking them what 
they like most about their new car is a great way to stay connected.
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Sales Tools:  
Here’s What You Need

CRM Software 
A vibrant CRM is a powerful workhorse that drives one-on-one 
communications with your customers and prospects. It’s your  
best bet for creating and tracking personalized, relevant 
interactions, but it’s only as good as the processes behind it. 
Keeping it current with as much up-to-the-minute information 
is crucial. Empower your staff by using a mobile app to  
input data, reviewing activity reports, and holding frequent  
check-ins. Keeping your team flexible and agile will result in 
more complete customer records, and better conversions. 

 Pro Tip: 

• When inputting customer information, require Sales, BDC 

and staff to record personal information in the note fields. 

• Capture important data such as number of drivers in  

the household, vehicle preferences, and upcoming  

milestones — a baby on the way, for example. 

• Track details about what was said in a voicemail, why the 

customer isn’t taking the next step, what buyers need to 

move forward and how your sellers are helping with that.
 The more your people fuel the CRM, the more money they’ll make.

In a recent report from Salesforce, 67% of customers say their expectations for good experiences are higher than ever. 

When spending their money on something as significant as a new vehicle, buyers want their preferences integrated into 

every interaction. Adopting a customer-focused dealership sales process is critical to understanding how to connect with 

today’s customers on their terms. It’s time to maximize your CRM and make the most out of the exponential rise in leads 

and customer data. We have four great technology choices to help you build responsive customer relationships.
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Digital Retailing 
Solutions  
The CDK Global Automotive Retail Friction Point Study also 
revealed improving the customer experience was the number 
one focus for 86% of dealers surveyed. Digital retailing is more 
than just an online deal calculator and a gateway to an in-store 
appointment. The first step towards building a customer-focused 
process is serving customers in a virtual world, following their 
lead and honoring the work they do online.  

 Pro Tip: Step in to answer questions online and use 
information provided to deepen relationships. In the showroom, 
use digital retailing tools to enhance presentations and create 
an omnichannel shopping experience. Avoid repeating steps 
in store that have already been completed online. Nobody likes 
rehashing. It’s annoying and it wastes everyone’s time.

Shopping 
Intelligence Tools   
Internet cookies serve users a more personalized experience, 
and shopping intelligence tools allow dealers to track, 
personalize and save information about each visitor to their 
website. When users have cookies enabled, you can also 
see where else they go online and what trends they may be 
following. You can configure your CRM to capture information 
to alert you when and where potential buyers are online 
shopping, what cars they’re researching and what features 
matter most. Your CRM then aggregates all of this data,  
giving you more relevant, consultative conversations.  

 Pro Tip: Set email alerts to flag you when a customer is 
shopping with a competitor or on a third-party site, but be 
respectful. You want to customers to see you as a valuable 
resource, not as a nosy, pushy interloper. Done thoughtfully, 
you’ll be able to reach out to potential customers at exactly  
the right time with exactly the right information.

Sales Tools: Here’s What You Need
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Email and  
Text Marketing  
Your CRM can segment customers, send out specific, personal 
offers, do A/B testing and measure response rates. When sending 
offers, adopt the customers’ mindset, thinking about what will 
motivate them to take an action. Individualized alerts about 
recommended service procedures and safety precautions are 
always welcome. You might want to pull a list of vehicles close 
to 50,000 miles, for example, and send a note to owners offering 
a discount on shocks and struts with an explanation about the 
service and how it will improve their vehicle’s performance  
and safety.  

 Pro Tip: Avoid using blanket email/text offers when you’re 
creating a customer-focused sales process. Your CRM has tools 
and templates that make targeted marketing relatively easy. 
Open rates for targeted emails range from 25% to 30%. The 
open rate for untargeted emails is approximately half of that.

Sales Tools: Here’s What You Nee

“When sending offers, adopt the 
customers’ mindset, thinking 

about what will motivate them 
to take an action.

https://mailchimp.com/resources/email-marketing-benchmarks/
https://mailchimp.com/resources/email-marketing-benchmarks/
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Dealing With Dealership 
Inventory Shortages:  
What to Say
There’s a lot of talk about the end of the chip crisis, but the truth is no one knows with certainty when lots will be flush with 

inventory again. As a result, used car prices have skyrocketed, leading new car buyers to seriously consider ordering vehicles. 

Your dealership sales process needs to be completely straightforward when it comes to answering questions about availability 

and delivery date. The best strategy for today is to shift your responses from best-case scenario to radical transparency. 

1 Step 1: Explain Inventory Issues 

Most customers aren’t reading Automotive News and 
don’t understand the chip crisis or other supply chain 
issues. They just know cars are hard to get, and it’s the 
same for all dealerships. It’s time to go ahead and have 
the conversation.Explain the situation in real terms. 
Customers will appreciate your candor, helping you  
to build trust and ultimately, to win business.

2 Step 2: Set Realistic Expectations  

Be clear that vehicle delivery can take anywhere from  
a few weeks to a few months. Err on the side of caution. 
You’ll look like a hero if the vehicle arrives early. 

3 Step 3: Discuss Ordering a Vehicle 

Your representatives need to know the dealership sales 
process for ordering “in demand” vehicles so they can 
explain all the details to their customers. Buyers need 
to know exactly what to expect, so they can make an 
informed decision. Clarify if a deposit is required, how 
much it will be and whether or not it’s refundable if 
circumstances change.

4 Step 4: Communicate Regularly   

Set up reminders in your CRM to reach out to customers 
awaiting vehicle delivery. Touch base once every two 
weeks with updates, a quick note about a particular  
feature of the vehicle they ordered or a vehicle video  
to get them excited about driving their new car.



10CRM   /   Digital Sales   /   F&I   /   Fixed Operations   /   DMS   /   IT Solutions   /   Intelligence

Inbound Phone Leads:  
To BDC or Not to BDC

Labor Shortages  
The labor shortage and time and expense of hiring BDC agents 
makes building an internal BDC difficult — at least for now. 
An automotive-focused external BDC can handle full inbound 
campaign management and can ramp up or down depending 
on your marketing campaigns.  

First Impressions  
Recent market conditions have tipped the scales from walk-in 
opportunities to many more digital and call-in shoppers. Curious 
first-call shoppers are now your best low-funnel leads and they 
must be handled properly to develop a relationship that will lead 
to business.  

Inbound calls are on the rise, with many dealers seeing an 
increase of 15% in volume.  At the same time, the labor shortage 
has employees spread thin. When phones ring unanswered or 
calls are being mishandled, it’s time to consider investing in an 
internal or external BDC.

https://v12data.com/blog/inbound-phone-leads-are-rise-dealerships-1-5-are-missing-sale/#:~:text=Inbound%20calls%20have%20been%20on,increase%20of%2015%25%20or%20more.
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Tips on  
BDC Training  
External BDC agents can be trained as consultants who answer 
every question and begin a customer relationship instead of  
flooding your floor by immediately asking for the appointment. 
When this high-quality traffic is referred back to your store,  
it often results in better show and close rates. 

Inbound Phone Leads: To BDC or Not to BDC

BDC Readiness Quiz   
Integrating a BDC program into your dealership sales process can be a time consuming  
and expensive process, but if it generates hot leads and increased sales it can be well worth it.  
If you answer true to two or more of the following prompts, you may be ready for a BDC.

Our dealership gets a lot of calls that we cannot answer.  
True/False 

Calls that go to voicemail are frequently ignored.  
True/False 

We stop trying to return customer calls after two attempts.  
True/False  

We have trouble creating effective marketing campaigns.  
True/False
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Winning Car Dealership 
Sales: Final Thoughts

For more information on how CDK Elead can give your Sales  
team a competitive edge, call your local CDK Sales Representative  
at 888.464.6342 or drop us a line at sales@CDK.com.

• Today’s digital-savvy customers want a modern, customer-focused 

Sales team using up-to-date technology.   

• Every dealership wants to increase sales and the right digital tools  

and customer-centric strategies are more important than ever before.  

• Create trust and loyalty with the right data and you’ll get a customer 

base that keeps coming back year after year.
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