Starting soon!

The Human Side of
Digital Retail

How Better Customer Information
Leads to Better Conversations



Reminder

We're recording this webinar today
and will be publishing it online.
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Speaking Today

Kip Wallace Amanda Abarno Amanda Shaw
Director Business VP of Marketing Regional Sales Manager
Development Protomiq Protomiq

Autos By Nelson
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The Human Side of
Digital Retail
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Turn More Traffic Into Opportunities

\. J .

Engagement

Using website conversion

tools and bouncing aroun
the site

Sales Opp

But there’s no finish line
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Traffic isn’t the only goal

Many dealers focus on generating traffic

Kip focuses on continuous improvements
on what happens after the traffic arrives

Website Traffic

Opportunities
Appointments
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Some easy human touches

Newlnventory «  Used Inventory v Service & Parts v Finance v Specials v About Us v Q

Aurﬂsﬁr/“?[..‘i@M R G

ACUT IR [EU M Enter Year Make Model Trim

Shop By Payment

POWERED
Get Your Ideal Purchase Price In Less Than A Minute! - TRADEPENDING

What our customers say <) (>

4.9 %k Kk %

Showing 7,633 featured reviews,rating based on these only

[ [ J
Lisa Liete... on Google Mg Margarets. on Birdeye Nancy Bell on Google
ok kk *k Kk kk 5 H ok K
Excellent customers service Great service. Fast! Bought another new car from these

[
quys. They are more than fair. |
TEETEL messaging across all
recommend them to all my friends!
! Vivian Bro... on Facebook BH  BettyH.on Birdeye Craig McCr...on Google sto re S
[+ ] ok ok okok e ok

Jt was fast service and with friendly From beginning 1o end, the Communication was good. We
employees. coordination of car pick up and were concerned there was a
delivery back was perfect. problem but they checked and Q 4730 Virginia Ave, Bassett, : £ BUY PARTS  *\ SCHEDULE SERVICE
Communication was good and confirmed all was gaad. Honest
Morgan's willngness to make it Saw lots of people working hard.
happe D Nelson Subaru New Inventory v Used Vehicles v Service and Parts v  Finance & Specials v AboutUs v Research v Q
Powercd by S Bndeys susaRU

& Comets 2 M ENJOY TRIPLE THE

PEACE OF MIND WITH
ocial proof very
close to buying A
CTAs LInTWRASRL . Emes
.

DOUBLE THE
WARRANTY

ON NEW VEHICLES

AUTO
ADVANTAGE
NO COLLISION
DEDUCTIBLE

dealer for complete details. TOWING
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Shop New Shop Used Schedule Service
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The Human Side of
Digital Retail




protomiq

Human Experience

—

Tech automations



conversion is getting harder

£55)123-4567  Service: (555)987-6543  Pant = & signin Q) saved (0)

P tory v Pre-Owned Inventory ~  Sell or Trade ~

Find Your

Search Inventory Value Your Trade Get Pre-Approved Schedule Service

Shop by Body Style
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EVERY VENDOR
PROMISES
MORE LEADS
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Not all leads deserve identical treatment

So how do you prioritize who gets attention first?
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Budget is only part of the story

You need context around the budget, the micro components within that budget.

Timeline
Are they moving quick?

Budget

Distance
Does this individual live within their means Are they within your area or are you
enough to afford the vehicle comfortably? competing from states away?
Trade e e ® Income

Are they underwater on their trade-in?

Salary is only part of the equation
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Not every shopper is equal

Visitor A

* White trucks in tight payment range
« Valued a trade

« Calculated firm offer

+ Calculated payment

Visitor B

 Random vehicles with different prices
* Norepeat VDP signals
« Submitted lead on ePrice CTA
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Close to Buying Still Shopping




Three Lessons from Kip

Traffic always matters but Human relationships still More information creates

it’'s not the only metric that win. Apply the human better opportunities

matters touch.




Questions?



protomlq

Thank you!



protomiq
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