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About the UX Playbook
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What is the UX Playbook?

The UX Playbook is a set of data-informed
recommendations aimed at providing a positive
experience for the dealership website visitor.
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What is “data” in UX?

A/B Test Behavioral DATA Attitudinal Interview
Cohort Analysis What visitors did, INFORMED Visitor impressions, Survey
Eyetracking where they did it, PRODUCT expectatlcl)ns,. and Contextual Inquiry
how often. DESIGN motivations.
Intercept Survey

Session Observation

Usability Study Card Sort

Tree Test

DEALER.C('M UX Playbook: Mobile | 4



Areas of Focus: Shopper Workflow

The UX Playbook focuses on three critical paths of the dealership website: the homepage,
search results page, and details page.

Accord EX 1.5T Sedan $26,633

Brand impressions and starting High level vehicle comparisons. Specific considerations and next
point for discovery. steps.

DEALER.CO'M



Areas of Focus: Devices

UX Playbook recommendations apply across devices unless otherwise noted.

Welcome to ROI Motors of Burlington

Mobile Tablet Desktop & Laptop
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Device Preference & Engagement

Preference Engagement Mobile Desktop
Consumers say... Inventory Leads .8% 9%
mobile preferred for “high funnel” activities such as o7 ofnembouneing vistors
browsing inventory, looking up a price, etc. sﬁgsipgstzfngagement 32% 10%
desktop preferrled for. low funnel act|V|t|(?s _such as SRP Facet 25% 42%
comparing vehicles, financial forms, multi-site
o o
research using multiple tabs, etc. SRP Free Text Search 10% 8%
o _ _ VDP Photo Engagement 67% 54%
However, optimizing your site for all devices reduces the of % of VDP visitors
complexity of “low funnel” activities. Studying visitor DR Payment 15% 14%
engagement (what consumers do) shows consumers of % of visitors who see DR
are as comfortable performing ”low funnel” DR Trade-in 1% 8%
activities on well designed mobile sites as they are DR Finance 1% 1%

on desktop sites.

Source: Ongoing Website Behavior Analysis. November, 2021. Dealer.com User Experience Team.
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Site-wide
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Negative Impact of Clutter

Brand Impact

Pages that feature a handful of calls to action, multiple sections of photos or
video (including backgrounds), and many blocks of text within the screen at

SELL US YOUR CAR FOR one time were regarded as overwhelming and cluttered.
CASH!

m Chad
‘T’.'.- Bl M - mbe o b

-

How may | help you? &

Voice of the Customer

“[The site] seems like it’s old school and cluttered. Not a clean look at all. That
would tell me the dealer is not really in touch with what the customer is
looking for as far giving a message that this dealer has their act together.”

- Homepage Study Participant
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Negative Impact of Clutter

s 1 BMW | 805-728-1287

— LA

Q Search @ Saved 1> Share L. Contact

.ick here for an update regarding COVID-19, and our
ongoing precautions to protect our customers and
employees

Open Today! Sales: Sam-8pm Service: 7:30am-6pm

. 15k Gk BMW

Search any model, color or trim ...

- orselect -

& SEARCH BY PAYMENT
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Behavior

On cluttered pages, visitors will often retreat to familiar places, such as the
header navigation, to find content rather than attempt to traverse the
clutter.

In a case study comparing homepage designs, cluttered homepages that
featured a handful of calls to action, multiple sections of photos or video,
and many blocks of text within the browser at one time saw low
engagement with page content, roughly 10% click through, and high
engagement with header navigation, ~90% click through. For comparison,
less cluttered homepages saw engagement with page content as high
as 70% click through.



Recommendation

Remove unsolicited popups.

Rationale

= _ cenivan w0 In a survey of over 880 dealership website visitors, 16% of

T negative feedback received regarded unsolicited popups.
> e e This was by far the #1 feedback negative feedback item.
Unsolicited popups are any element of the page that appears

without the visitor first interacting with the element. This
distracts visitors from what they are currently looking at on the
page. Examples include windows that appear over the
website, chat messages (“How can | help today?”), and
coupons that slide out from the edge of the browser window. It
is important to note that visitors appreciate having a way to

New Vehicles Arriving Daily

See Details Don't Show Again

NEW VEHICLES
ARRIVING DAILY

NEW VEHICLES ARRIVING DAILY

If you don't see it, we can help.
Contact us to see what’s coming.

CLICK HERE TO FIND OUT WHY OUR
LOT LOOKS EMPTY

Model chat with the dealer, but they want to choose to interact with
g . ’ the chat on their own terms when the time is right. The

reaction can be so negative that some visitors surveyed said
they would leave the site because of the popups.
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Recommendation

Use consistent, on-brand styles.

= U wwaman

BLACK FRIDAY
SAVINGS

HURRY! §

11/30/21 .
SHOP NOW!

Jeep Hmam

" Select
Payment

u Options.

We happily go the extra mile.

Shop online and get your new Vi
jelivered to you

VIEW INVENTORY

Search Inventory

Rationale

Inconsistent styling can also lead to clutter. We recommend
limiting font selection to no more than 2-3 fonts (this also
helps with performance), use no more than 10 different font
sizes, use similar sizes for similar content, and choose a
small palette of colors appropriate for your brand.

Dealerships with consistent font, color, and spacing
choices were perceived as modern and professional.

Voice of the Customer

“It was a clean site. It was easy to read everything.
Everything was organized and laid out and nicely spaced. It
was easy to concentrate and take in the information on the
page.”

- Homepage Study Participant



Homepage
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Common Question

What homepage performs the best?

We have yet to observe a strong correlation between
homepage design and common performance metrics
such as leads or VDP views.

We have, however, observed a correlation between
homepage design and brand perception.

That is, the homepage makes the first impression.

It is the most valuable place to establish the
dealership brand.

The following recommendations focus on optimizing
for brand perception and creating clear paths to
desired content for the visitor.

DEALER.C('M

Voice of Customer

“‘When I'm looking at a website... it really is
associated with the legitimacy of what | think the
actual organization has to offer. So if your website is
bad, what it portrays to me is that you don’t put effort
into all sections of your business and therefore don'’t
care about it fully. If you have a good website, it
adds to the legitimacy and the quality of customer
care because you care how the customer feels when
using the site.”

- Homepage Study Participant



Recommendation

Prioritize value statement, hero photo, and inventory search.

'ﬁf‘l'!ﬁ
4K Rationale

. + The time needed to establish your brand is limited.
Welcome to LN'w=wr kn

Ford Lincoln Inc. Visitors spend <16s on the homepage over their entire
Search by make, mo WebSite ViSit.

Rl . ~90% of clicks are on navigation or inventory/facet
—— ' search.

_J Are there any questions
we can answer about
our inventory? Please
don't hesitate to ask us
over chat.

Only 1 out of every 3 visitors scrolls beyond 1000px.

%, Prioritizing a value statement, dealership hero photo, and
> inventory search creates a positive brand impression and
offers visitors a clear path to their next step.

Shop

Enter your message <¢|

Ownec

Shop New and Schedule See Current
Pre-Owned Service Specials

Convenlent Location!
CHAT




Recommendation

Prioritize facet search as primary inventory search.

Welcome to |l amal Fnd

I'm interested in

New Pre-Owned  Certified »
All Years All Makes v
All Body Sty... v All Mileage v

Search

- o ——

DEALER.COM

Behavior

40-60% of inventory visits go through facet search when it is prioritized
near top of homepage.

When facet search and free-text search are featured side-by-side, facet
search is preferred 4:1.

Feature the most used facets:
75% Make

59% Model

35% Year

18% Body Style
9% Price

All other facets accommodate for <3% of visitor engagement on homepage.



Recommendation

Alternatively, prioritize CTAs to popular content.

The health and safety of our staff, customers, and community

is our top priority.

Read an important message from Honda Of £y g

+ Welcome to Honda Of
o o e

ervice

Your Neighborhood#6nda Dealer with
133 Vehicles Currently in Stock

I'm interested in

DEALER.CH'M

Rationale

An acceptable alternative to facet search is to feature 2-3 calls to

th 13

action for popular content such as “New Inventory”, “Used Inventory”,

” 1]

“Schedule Service”, “Specials”, etc.

Replacing facet search with CTAs does not allow the visitor to refine
inventory before visiting the SRP, but it does provide a way of
prioritizing inventory and non-inventory content equally on the
homepage which can be desirable depending on the situation (ex.
driving visitors to other profit centers).

Prioritizing CTAs saw the highest engagement (~50%) over
prioritizing facets. However, visitors remarked they preferred using
facets when they had a specific make/model in mind.



Alternatively, prioritize free text with CTAs to popular content.

Rationale

Though facet search and direct CTAs are more frequently engaged
paths to inventory, free text search provides a path to inventory in a
more compact design element. This helps to create a “cleaner”
homepage style and allows the photo and value statement to be more
prominent. It also benefits smaller devices where facet search can take
up significant vertical space.

Welcome to Nissan of
+ ~rharnmn

When featuring free text search we recommend also including CTAs to
popular content. This offers a “best of both worlds” approach: visitors
preferring flexibility can use free text search while visitors preferring
clear, direct paths can use the CTAs.

Shop New Shop Used See Current
Specials

TEXT MY TRADE-IN VALUE!



Search Results Page
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Recommendation

Reduce content above listings as much as possible.

= SUBARU

M AL
your undealership

= Q Q (S &
Join the w4 2Team and have more fun at work!
View I - == career openings

Over 200 new and
gently-used Subaru
vehicles in stock.

Full price transparency: if you find a lower
advertised price elsewhere, it's most likely
because they omitted the factory

DEALER.C('M

New Toyota Cars, Trucks, & SUVs in
H.rep T4

Prices displayed exclude tax, tags and $389
documentation fee.

Search our inventory... Q

135 Vehicles Filter / Sort

.;r.lrl-llp B § (=

wm aomm P ‘ 1

Rationale

When entering a search results page, visitors expect
to see facets and listings featured prominently.
Consider that most visitors are viewing on a mobile
device and, of desktop visitors, half are viewing on a
browser size <800px height. Adding content above
the facets and listings can push the primary content
out of view, creating confusion. Use discretion when
adding content above the listings, paying close
attention to the vertical height.

We recommend at most just one banner and no
SEO text content above the listings.
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Recommendation

Do not embed branding in vehicle photos.

= owmoen = - o \. vvvvv B mamVolvoCars &, QO = RatiOnale

@ Filter Q saved 2 Reviews 40 Vehicles Filter / Sort

There are several disadvantages to embedded or
overlay content in vehicle photos:

Special Offer

e On mobile devices, text embedded in the photo
can be hard to read.

e When multiple vehicles containing overlays are
side-by-side on a page, as in vehicle
recommendations on the homepage or the SRP,
the page can become harder to scan and

NEW 2018 DODGE DURANGO SRT AWD

MSRP 2022 Volvo

$70,965 XC90 T5 AWD creates a perception of clutter.

REBATES/DISCOUNTS Momentum 7 Seater ] ]

$11,188 suv $60,995 e Overlays featuring the dealership name and

$59.777 contact information are redundant with
PIPIRSIRAOTD DA information found in the website header and on

City/Hwy Bright Silver Exterior
Stock: 11AB553N

Engine: 2.0L I-4 cyl Engine . Charcoal Interior the page ]

DEALER.CY
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Recommendation

Minimize number of button calls to action in listing.

QD Audi smar. = —
Call Map Menu
33 Vehicles Filter/Sort
Info Specials Pricing
23/28 mpg City/Hwy Stock #: M2109909
2.0L I-4 cyl Engine . Brilliant Black

7-Speed Automatic with Exterior

Auto-Shift Atlas Beige Interior
AWD

Confirm Availability

Click to Call
Buy Online

More Details

DEALER.C(H'M

Rationale

There are three disadvantages to vehicle listings CTAs that are styled as
buttons:

e They add clutter (especially on mobile devices) thereby increasing the
difficulty of making high-level vehicle comparisons.

e They typically ask for contact information which reinforces the negative
stereotype of aggressive sales tactics dealers use.

e They link to other pages, taking the visitor further away from a VDP where
detailed information is disclosed, commitment to buy increases, and
contacting the dealer is described as a logical next step.

We recommend at most two CTA buttons in the listing.

See VDP playbook for additional CTA recommendations.
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Vehicle Details Page

DEALERCEOM  LOXAUJOMOTINVE S UXPlaybook . Mobile | 23



Recommendation

Feature the final price and primary CTA below vehicle

specifications.

— Q ] A
— Search  View Offers Call @
Fuel Economy £24.0/30.0 mpg City/Hwy

Exterior Color White
Interior Color @@ Black
Body/Seating Wagon/5 seats

Transmission 7 speed automatic with

auto-shift
Drivetrain all-wheel
Engine 2 2.0L DOHC VVT
MSRP $49,725

Detailed Pricing

Get Today's Price

Highlighted Features

/=) Lane departure

h Leather upholstery

DEALER.CH'M

Rationale

Include just the final price (price minus discounts) and one call to
action (CTA) for the primary next step below the standard vehicle
specifications (fuel efficiency, engine, transmission, etc).

A 20% lift in CTA click through and directional positive impact to
leads were observed when this information was placed directly below
vehicle specifications. This outperformed placements higher and lower
on the page.

Detailed pricing, payment information, specials, and all calls to action
should be included on the page after detailed vehicle specifications,
dealer notes, and KBB reviews.
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Recommendation

Display detailed pricing and next steps after vehicle
information.

= Q 4 . v

Rationale

Shoppers expect to see detailed pricing, payment
information, specials, and contact calls to action after they’'ve

SILVERADO 1500 CUSTOM TRAIL K com Consumer Beviews _ . L
BOSS TRUCK a determined the vehicle matches their criteria.
Qontherer Detailed Pricing When just the final price and one primary CTA were included
° Location Details i pnis higher on the page and detailed pricing was included after all
et e PR vehicle information we observed a 20% lift in CTA click

Detelled Fricing through and directional positive impact to leads.

MSRP $47,415
Customer Cash -$2,500 Request More Info
Details

Final Price $44,915 View Window Sticker
Call For More Information VOice Of the Customer
$2,500 Customer Cash On This 2021 Chevrolet m
S 1 Motk Explore Financing | would rather know about the car before I try to buy the

7

car.

GET TODAY'S PRICE

- Mobile Study Participant
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Recommendation

Include a path to call or phone number with other next steps.

— Q Q < e
Detailed Pricing

Price Please Call
Special Package Retail Trade- -$1.000

In Assistance Bonus Cash
Details

Retail Trade-In Assistance -$1,000

Bonus Cash
Details

+) See 3 Available Specials

View Window Sticker

Get Pre-Approved

Ask Drive

DEALER.C('M

Rationale

Sale Price $27,466

A common next step for shoppers is to make a
phone call or stop by the dealership in person.

+) See 5 Available Specials

** Advertised price excludes tax, tag,

registration, title and $250 dealer fee.

3.5:1 average ratio of phone leads to website
form leads.

FACTORY WINDOW STICKER

GET TODAY'S PRICE

C

Trade-In Appraisal >

e

Call >

)
2 0 & )

)
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Looking for more recommendations?

Full UX Playbooks are available for..
Site-wide
Homepage
Search Results Page
Vehicle Details Page
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Thank You
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