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Key Takeaways

Assess your 
current truck digital 

retailing plan

Determine the 
aspects of B2C 

car strategies that 
can be applied to 

B2B truck end-user 
journeys

Use appropriate 
B2C car strategies 

to streamline 
the B2B truck end-

user experience



The Purchase Path Today

Of 21 end-user touchpoints, 19 are digital



Please download and install the 
Slido app on all computers you use

What website provides a good 
shopping experience?

ⓘ Start presenting to display the poll results on this slide.



Core Foundations of a Delightful Web Experience

Fast
It responds quickly 

to user interactions 
with silky smooth 

animations and no 
janky scrolling.

Reliable
Loads instantly and 

reliably, never showing 
the dinosaur, even in 

uncertain network 
conditions.

Integrated
The user doesn’t have to 
reach through the browser,
it uses the full capabilities of 
the device (phone, tablet) to 
create an experience true to 
the device.

Engaging
Keeps the user coming back 
to the site with beautifully 
designed experiences that 
look and feel natural.

Source: developers.google.com/web/fundamentals



Customer Life Cycle

Types of digital 
retail customers:

• Owner/operator
• Used vehicle
• Small fleet
• Small business



SRP Parts



SRP Service

Source: Rush Truck Centers



Please download and install the 
Slido app on all computers you use

How often do you audit your 
online retailing experience? 
In other words, how often do 
you shop your store online?

ⓘ Start presenting to display the poll results on this slide.



Poll Question
How often do you audit your 
online retailing experience? 
In other words, how often do 
you shop your store online?

A. Monthly
B. Quarterly
C. Annually
D. Doesn’t Google do that for me?



Customer 
Experience: 
SRP

Will showing 
up on an SRP 

typically result in a 
contact with the 

dealership?



Customer 
Experience: 
SRP



Customer 
Journey: 
SRP

Source: Mercedes-Benz of Chantilly 



Customer 
Experience: 
Dealership

What is the 
main call to 

action?

Source: Mercedes-Benz of Chantilly 



CTA: Explore Payments



Customer 
Experience: 
Dealership

Source: Mercedes-Benz of Chantilly 



Customer 
Experience: 
VDP*
What makes this an 
easy to use page?

Source: Mercedes-Benz of Chantilly 

What is the 
main call to 

action?

*VDP = vehicle description page



Source: Mercedes-Benz of Chantilly 



End-user 
Experience



End-user 
Experience: 
Dealership 

What is the 
main call to 

action?

Source: Isuzu Truck of Lehigh Valley



End-user 
Experience: 
VDP

Source: Isuzu Truck of Lehigh Valley



Source: Isuzu Truck of Lehigh Valley

CTA: 
Financial 
Calculator



CTA: 
Contact 
Us 



Call-To-Action 
(CTA) Buttons
“Product Pages should have two CTAs, 
 because there are two types of visitors: 
 a prospective buyer who is further 
 down the sales cycle and a visitor in the 
 research phase of the customer journey.”
     - Kyle Mccarthy, Act-On, DMSC Conference 2021

“If you want to maximize customer 
 response, decrease the number of 
 calls to action.”
                  - Oli Gardner, Unbounce, DMSC Conference 2021

What is your most 
important Call 

to Action?

What do you 
want your 

customer to do?

Hey Do This

Or How About This

This Is Your Next Step
Buy Now

Learn More

vs.Click Me! Click Me!

Continue Now

I’m The Most Important



Source: SHIFT Digital, 2023 Automotive Shopper Insights

“Paralysis is the consequence 
of having too many choices”

                                                                 - Barry Schwartz, The Tyranny of Choice



Homepage
• When every department chimes in on what 

should go on the home page.
• How do you balance the desire to highlight everything 

for that customer who only visits the home page vs. 
an efficient call-to-action design?

• Directions with map
• Hours
• Chat bot
• Local teams being sponsored
• Community engagement

• Every department
• Coupons
• Specials
• Hot vehicles
• Vehicles you want to move



Source: Walla Walla Valley Honda

How difficult is 
it to find what 

you want?



Source: Walla Walla Valley Honda

How difficult is 
it to find what 

you want?



Source: Bentley Truck Services 



Use of Mobile Devices in the 
Light Vehicle Purchase Process

Customers that use 
multiple devices to get to 
a dealership website

Customers that only use 
mobile to get to the 
dealership website

46%

60+%

Show of hands:
 How many think these 
numbers apply to the 

truck end-user?

Source: Cox Automotive Study



Website Responsiveness



Verify Your Web Site on Mobile

Source: Advantage Truck Group (ATG)



Do at Home: Analyzing Your 
Dealership Website
• Go to your dealership 

website homepage
• Search for a common 

truck in stock
• First search: include all model years
• Second search: filter by category 

or keyword

• Complete this activity in 3-minutes



Use Tools like Google Analytics

Drop off

Main Page 2nd Page 3rd Page

Shows where visitors are 
dropping off your site

Drop off
Drop off
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