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2025 FRICTION POINTS STUDY

Buyers Dealers

BUYERS WHO PURCHASED DEALER
IN THE PAST SIX MONTHS PARTICIPANTS

18% 15%

Boomer GenZ
65+ years 18to 26 years =
0
5 406 DEALERSHIP DEPARTMENT
§ % 5 %) 5% BDC
Young 15% F&l

1 z 81 Millennial 9% Sales Department
27to 33
29% ©seyear 38% Sales Management

Gen X @ 33% Store Leadership

43to 57 years
L 22% DEALERSHIP ROLE
Old Millennial 6% Associate
3410 42years 57% Department Head
37% Store Leadership
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Dealers Speed TIME DEALERS THINK SHOPPERS SPENT

52% W 2023 B 2024
Up Deals
26% ~40,
0
O B B -
I
30 minutes Between1 Between 2 Between 3
to an hour an hours an hours and 4 hours
of buyers took & °
two hours or less
to complete their purchase,
compared to 54% last year TIME SHOPPERS SPENT AT THE DEALERSHIP
26% 25%
Dealers and shoppers are more 15% 18% 2%

. ° 9%
aligned on how long the purchase . B
process takes"' 30 minutes Between1 Between 2 Between 3

° to an hour and 2 hours and 3 hours and 4 hours
but there’s still a gap ’ ’ )

@ CDK Global Proprietary and Confidential




Effect of Time on
Customer Satisfaction

and Likelihood to Recommend

Customer Satisfactions
Fijﬁx Shifts Depending on
How Long a Sales Takes

SHOPPER RECOMMENDATION
AND NET PROMOTER SCORE

Based on Total Time Spent at the Dealership

NPS = +57

Under 1 hour

NPS = +46

1to 2 hours

>

NPS = +32
3to 4 hours

NPS = +34
More than 4 hours

CDK Global Proprietary and Confidential




Today’s Car Buyers

Affordability Wins Out

TOP DECISION FACTORS IN VEHICLE SHOPPING

2023 2024

47% 48%

28%

(o)
22 19%

M% 13% 10%

Price Effort Relationship Guidance

remains the biggest factor
motivating car buyers

- more customers weigh a
fast, easy, and convenient
purchase in their decision

went back down to
levels from +2 years

CDK Global Proprietary and Confidential



What Did
Shoppers Wait
on Most?

This year saw an increase in
almost every step of the
customer journey despite
Improvements in the overall
time it took to buy a car

2023 2024
e &Y% 557 -
i) 3o 437
/o 29% 36
ol 27% 30%
g 24% 25%
AND REBATES 22% 25%
o 35% 35%
e 21% 21%




F&| Wait Times Tick Back Up

The number of customers who Th ti ti it
had to wait 30 or more minutes fell € optimum time waliting

to an all-time low of 37% last year for F&I is 30 min. or less

This year, the numbers
swung back up to 49%

15 - 30 Min 30 - 45Min 45 - 60 Min




Dealers Strategic Focus for 2025

Delivering a positive
customer experience
ranked as dealers’

#1 strategy in 2025

Big change -
1 out of 4 focusing on
Al-based solutions

STRATEGIES DEALERS PLAN TO IMPLEMENT IN 2025

84%
77%

Increased Focus on
Customer Experience

W 2023 W 2024

O,
66% 56 64%
%
6]
52%
(0)
I I 366 34%
Focus on Acquiring Inventory Use of Digital Retailing Reduced Inventory
from Customers Directly With Customers on Their Lot
25%
15% 19%
Reduce Staffing Due Use of Al-Based Solutions
to Efficiency Gains To Streamline Operations
and Increase Sales Efficiency
CDK Global Proprietary and Confidential 9




Digital Retail Adoption
Steadly...
but usage is limited

7 8 O/ of dealers use Digital
O Retail to support Sales

but more dealers see digital retail strictly
through the lens of their website

Only

31 L

of dealers incorporate digital retail
into the showroom

57%
58%

36%

On my website only We proactively share links with In my showroom

all inbound leads and guide for deal presentations

them through the process



Don’t Drop Shoppers’ Details

75% &_{ NPS = +40

of the shoppers
who started their @
journey online had
their information
incorporated into
the system

NPS = +16

75%

Salesperson Needed to
acknowledgeed reenter
and incorporated information at
the information dealership

&

41%

Frustrated Annoy

Words Customers said best described how
they felt doing the same thing twice

41%




Dealer Pain Points

Inconsistent Data &
Lack of Integration
remain top pain points

Dealers using more
systems than in past

47% use 2-3 systems

13% use 6-7 systems — more
than doubled from last year

SALES
~ MANAGERS

M 2023 2024
Less time to effectively coach
|
35%

Time lost rechecking incentives

34, I
Increased Rekeying
|

30%

Lack of full systems integration
(Digital Retailing, CRM, DMS)

28% I

SALES
REPRESENTATIVES

»

W 2023 2024
Duplicate leads in the CRM
|
38%
Waiting for the Desk Manager
26 I

Inaccurate pricing
information quoted online

18% I

Lack of full systems integration
(Digital Retailing, CRM, DMS)

219, I

F&l
MANAGERS

W 2023 2024

Lack of full systems integration
(CRM, Menus, DMS, DR)

37% I
Ensuring compliance

34, I
Coordination across
multiple signing systems

31% I

Inaccurate pricing
information quoted online

26, I



Al's Early Impact on Modern Retail

Al is quickly making its way into the day-to-day of Variable Operations

32% (®

of dealers have
incorporated
Al-based solutions
into their operations

53% BDC

37% Sales Management

29% Sales Department

23% Fral




New Ways Dealers are Using Al

Top 5 Ways Dealers Use Al Lead-to-Close Ratio

1. Al-powered virtual assistants for Improved the Most as an
lead generation and qualification Impact of Al application

2. Virtual sales assistants providing
real-time information to customers

customers
7%

4. Targeted marketing campaigns

. o) .
based on customer segmentation 15/0

5. Analyzing customer feedback to
improve customer satisfaction




Focus on
moving the
shopper...

Closing Thoughts...

1.

Leverage technologies like
Al to save time

Capture and Connect the
shopper journey

Continue to create
exceptional experiences

15



Thank You

WANT MORE INSIGHTS?
CDK.COM/Insights

Anu Roberts

Senior Director, Product Marketing
Modern Retail

CDK Global
anu.roberts@cdk.com
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