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FIVE QUESTIONS YOUR WEBSITE SHOULD 
ANSWER  
The COVID-19 pandemic has changed the way customers want to interact with automotive dealerships.  
Today, post-pandemic, almost all roads lead to a dealership’s website, even when a customer might 
prefer to come into the showroom.  
 
Surveys have found that over 80% of customers want to do at least one step of the car-buying journey 
online – and that is why, according to Bob George of Dealer.com, the following must be addressed on 
every dealer website. 
 
1. Is the dealership open, what are its operating hours and what safety 

precautions are being taken?  
 
The most helpful thing a dealership can do is to provide accurate information to its customers and 
communicate frequently. 
 
This can be done in a few key places with highly visible website messaging, such as on slides, banners, 
and landing pages. Also include it in social media and email. Place this information prominently so 
customers looking to visit in-person know their options. 
 
Quick and simple access to information is the best way to let customers know your dealership’s hours of 
operation and that you are eager to do business. 
 
2. What’s the best way to reach you if someone doesn’t want to visit a 

dealership?  
 
It can be difficult to replace in-person visits, but virtual interactions are the next-best thing to keeping 
many dealerships operating closer to normal. Connect virtually and make shoppers feel as though you are 
in the room with them. Video chat makes the digital experience even more visible and gives you a direct 
and real-time opportunity to talk to customers. 
 
Bring shoppers closer with an interactive in-person conversation, building trust and conversion. Virtual 
options offer opportunities to close more deals and provide better service in one easily accessible place.  
 
3. Can I get my car serviced or repaired? 
 
Even though we are now in the post-pandemic period, COVID-19 is still around. Let customers know what 
is being done to ensure safety during service appointments. Outline it simply on the website, whether it is 
offering no-contact car services, having a delivery and pickup option, videos showing the disinfection 
process or listing variable service hours to reduce the number of technicians in the dealership at a given 
time. 
 



For additional information, please contact your 
Auswild Dealer Management Services Team 

Vincent Choy           James Dick          Lee Payne 

(02)  9588 0100 
Important:  This is not advice.  Clients should not act solely on the basis of the material contained in this bulletin.  Items herein are general comments only and do not constitute or 

convey advice per se.  Also changes in legislation may occur quickly.  We therefore recommend that our formal advice be sought before acting in any of the areas.  This bulletin is issued 
as a helpful guide to clients and for their private information.  Therefore it should be regarded as confidential and not be made available to any person without prior approval. 

 

Fixed-operation advertising campaigns with content to support these new service processes create added 
awareness as consumers look into how they can get their cars serviced. 
 
4. How much of the car buying process can be done online?  
 
More customers are looking to digitally complete their car shopping process online. Listing exactly what 
steps are available online on the website will help capture those customers. These digital retailing 
shoppers should be treated as much farther along in the buying process, especially if they are using 
online tools in lieu of an in-store visit. Consumers are investing time in the process online and should be 
rewarded for that with personalised, relevant follow-up communications. Leverage digital tools to help 
make the car-buying experience from home easier. 
 
5.  Is the dealership offering home vehicle delivery, test drives or other social 

distancing options?  
 
With some shoppers still taking precautions, offering convenient options for them can lead to more 
potential buyers for a dealer. Like the service process, simple messaging via landing pages, advertising 
and website slides or banners goes a long way. 
 
Let your shoppers know you have touchless delivery options available. 
 
Consumers will inevitably have questions and want to call, email, or text the dealership for more 
information. Make sure the steps to get those questions answered are clear and readily available. It’s 
important to nurture every lead and ensure your response is timely. 
 
This is a new experience for all of us, and we are all navigating this together. Dedicate online real estate 
to explain what you’re doing to protect employees and customers.  
 
One silver lining of COVID-19 is that online shopping has provided an alternative location for business to 
take place. It has also accelerated the adoption of technology that many consumers desired before the 
pandemic deemed it necessary. Now, more dealers are ready to take on the next era of auto retailing 
where their web experience is the customer gateway to their business.  
  
This month’s newsletter is based on an article written by Bob George and published in Wards Auto.  Bob George is Assistant 
Vice-President of product management at Dealer.com. 
 
 

 
 
 
 
 
 
 
 
 

 

OFFICE CLOSURE: 
 
Our office will be closed from 3:00pm Thursday 22 December and will re-open for business on 
Monday 9 January 2023. 
 
We take this opportunity to thank you for your support during the year and we wish you and 
your families a MERRY CHRISTMAS and a HAPPY NEW YEAR! 


