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The views and opinions presented in this educational program and any 
accompanying handout material are those of the speakers, and do not 
necessarily represent the views or opinions of NADA. The speakers are not 
NADA representatives, and their presence on the program is not a NADA 
endorsement or sponsorship of the speaker or the speaker’s company, 
product or services.

Nothing that is presented during this educational program is intended as legal 
advice, and this program may not address all federal, state, or local regulatory 
or other legal issues raised by the subject matter it addresses. The purpose of 
the program is to help dealers improve the effectiveness of their business 
practices. The information presented is also not intended to urge or suggest 
that dealers adopt any specific practices or policies for their dealerships, nor 
is it intended to encourage concerted action among competitors or any other 
action on the part of dealers that would in any manner fix or stabilize the 
price or any element of the price of any good or service.
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Emarketer, April 2017

The Continuing Rise Of Mobile
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The Continuing Rise Of Mobile
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For Mobile, Speed is King
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Google Says Avg Dealer Mobile Page Loses 28% 
of traffic before page loads
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Fast Site
3s load, 0% loss

Average Dealer Site
9s load, 29% loss
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Google Mobile Testing Tool
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Diagnose Your Site: 
WebPageTest.org

53%

Abandon a site if 
takes more than 3 

seconds to load
(visually complete)



9

Compare Your Site WebPageTest.org
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How Much Gross is the Average Dealer 
Mobile Site Costing?
Metric Average Site

Traffic 3,000

Load Time 9s

% Loss 29%

Traffic Loss 870

Conversion Rate 10%

Lost Leads 87

Leads / Sale 15%

Lost Sales 13.05

Gross / Sale $2,200

Lost Gross $28,710
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How Much Are You Wasting On Mobile 
SEM Because Of Your Slow Landing Pages?

Metric Average Site Fast Site Change

Mobile Ad Spend $5,000 $5,000

Load Time 9s 3s

% Loss 29% 0%

Click Cost $2.50 $2.50

Clicks 2,000 2,000

Click Loss 580 0

Clicks 1420 2000

Conv Rate 10% 10%

Leads 142 200 +58

Leads/Sale 15% 15%

Sales 21.3 30 +8.7

Gross/Sale $2,200 $2,200

Gross $46,860 $66,000 +$19,140
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Mobile Conversion
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N O T  E V E N  H A L F  O F  D E S K T O P

Desktop

iPhone

Android

2.78%

8.52%

4.94%

0.85%

4.43%

0.74%

Add to Cart Rates

Sales Conv. Rates

Mobile Conversion Rates Aren’t Good
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Car Buyers Have Changed

Mobile Desktop

Calls Calls

Form Leads
Form Leads
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Website Visitors
(by Device)

50% Traffic

A

B
50% Traffic

1% 
Conversion

5% 
Conversion

Split Your Split Testing
M O B I L E  T E S T I N G  S T R AT E G Y
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Different Metrics For Success
C U S T O M I Z E  E X P E R I E N C E  F O R  D E V I C E

Desktop
Primary

Form Lead
Phone Call

Service Appointment

Secondary
Coupon Print

VDP Views
Hours & Direction Page

Mobile
Primary
Click-to-Call
Google Map Click from Mobile
Text

Secondary
VDP Views
Lead Submission
EWallet Download
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Automotive Website UX Failures
F R E E  F O R M  S E A R C H  B O X  A S  P R I M A R Y  H O M E PA G E  N AV I G AT I O N

Webpages Indexed:

60,000,000,000,000

Products Indexed:

488,000,000

Vehicles:
1,094

New Models:
8
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FILTERED > FREE FORM SEARCHFiltered > Free Form Search
F R E E  F O R M  S E A R C H  B O X  A S  P R I M A R Y  N AV I G AT I O N

Filtered Free Form
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Optimize Experience For Mobile
F A S T ,  S I M P L E ,  E A S Y
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Don’t Rely On Rotating Banners
M O B I L E  J U S T  A S  B A D  A N D  I N  M O S T  C A S E S  W O R S E
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Design For The Device
Y O U R  C U S T O M E R S  W I L L  L O V E  Y O U
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Landing Pages Take Time & Skill
E V E N  T O U G H E R  O N  M O B I L E  T H A N  D E S K T O P

Service Center
- No Hours
- No Directions
- No CTA

Military Rebates
- Talks about Toyota Camry
- No CTA

Owner’s Experience
- Off Message
- No CTA
- Cut Off Message
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Best Practice
D E S I G N  T O  I M P R O V E  
C O N V E R S I O N

200%

In Click-To-Call 
Conversion Rate

(single above the fold call 
to action)

Increase
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General Industry UX Failures
F R E E  F O R M  S E A R C H  B O X  A S  P R I M A R Y  N AV I G AT I O N
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UX Confusion
B E  C L E A R  A N D  D O N ’ T  M A K E  M E  T H I N K
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Layers/Popups Are Terrible For Mobile
A N D  M Y  B R A I N  E X P L O D E D …  B O U N C E !
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Sticky Nav With Phone #, Address
A LWAY S  B E  T H E R E  A N D  B E  U S E F U L
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Sticky Nav With Phone #, Address
A LWAY S  B E  T H E R E  A N D  B E  U S E F U L
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Phone Calls: Top Task For Mobile
L E V E R A G E  T H E  U N I Q U E  C A PA B I L I T I E S  O F  M O B I L E

Right
Wrong

Right

30%
Increase
in Calls
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Icons: Use Text and Standards
B E  C L E A R  A N D  D O  N O T  C O N F U S E
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Call Now!
I ’ D  L O V E  T O ,  B U T  I  C A N T
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Directions: 2nd Task For Mobile
L E V E R A G E  T H E  U N I Q U E  C A PA B I L I T I E S  O F  M O B I L E

Right
Wrong

Right

30%
Increase
in Calls
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Not Fast, Not Simple, Not Easy!
W H Y ? ? ? ? ? ? ! ! !

Wrong
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Directions: 2nd Task For Mobile
L E V E R A G E  T H E  U N I Q U E  C A PA B I L I T I E S  O F  M O B I L E

Mobile 
Used Right!
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Remove Unnecessary Fields
L I M I T  F O R M  L E N G T H  T O  I N C R E A S E  C O N V E R S I O N
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Make Mobile Form Data Entry Easy
N O  O N E  WA N T S  T O  T Y P E  O N  T H E I R  P H O N E

WrongRight
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Coupons & Structured Data
SOME THINGS TO BE AWARE OF
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Schema.org
S T R U C T U R E D  D ATA  W I T H  
R I C H  S N I P P E T S

25-
50%

In Click-Thru Rate

Increase
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Can’t Print From Mobile
L E V E R A G E  T H E  U N I Q U E  C A PA B I L I T I E S  O F  M O B I L E
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E-Wallet Coupons
L I V E  O N  Y O U R  C U S T O M E R S ’  P H O N E

• 10x redemption rate 
vs traditional

• Integration 
w/Google & Apple 
Wallet

• Trackable via 
Unique SKU

• Deletion Rate < 1%

• Create Loyalty 
Program
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The Future, Personalization
Data + Dynamics Content
ANTICIPATE YOUR CUSTOMER’S NEEDS 
BEFORE THEY DO

$$$=
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The Value of Personalization

19%
Average Uplift 
in Sales

56%
More likely to 
return to a site 
that recommends 
a product.
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Personalization Options
W H A T  C A N  I  D O ?

Customer 
Journey

Geo-Location

Demographics

Customer Data
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Conquesting The Mobile Consumer
K N O W  Y O U R  C U S T O M E R

Top action people perform with their phones while 
on the lot is confirming that they are getting a good 
price on a vehicle

Half of all car shoppers with mobile devices use 
their smartphones while at the dealership
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Personalization
N A N O - B A R S  W /  G E O -
L O C AT I O N
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Personalization
C U S T O M E R  D ATA



Questions
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