
With great change 
comes great opportunity.

Electric cars. Self-driving cars. A buying process 
that happens more on screen than instore. 

Are you equipped to win in today’s — and 
tomorrow’s – marketplace? 

cdkglobal.com

Enabling end-to-end automotive commerce.

A           s we all know, the automotive 
industry is in a state of change. 
Sales have trended downward 
for the better part of the year, 

and with several natural disasters hitting 
in recent months, dealers are feeling the 
pain in more ways than one. As dealers 
across the country cope with these hurdles, 
they’re also grappling with an uncertain 
future. Today’s automotive industry is very 
different from the industry just five to 10 
years ago. However, it’s where the industry 
is going that has manufacturers, dealers 
and consumers alike scratching their heads. 
What will the experience of purchasing — 
and even driving — a car look like in the 
next 10-20 years?

So much continues to happen in 
the automotive industry outside of the 
traditional buying and selling of new and 
used vehicles. Major manufacturers are 
committing to electric and autonomous 
vehicle development. Every day it seems 
there is another ride-sharing platform to 
choose from. And connectivity has quickly 
increased at both the dealer and consumer 
levels. It all adds up to an industry — 
unchanged for so long — being turned 
upside down.

The Future Is Now

As we keep hearing in the media, 
dealers must consider the inevitable rise 
of self-driving cars and ride-sharing 
platforms. The good news, according to 
OnlineAutoDealerEd.com, is that this could 
potentially be a huge opportunity. It will 
create a massive stock of locally sourced, 
used cars that can be purchased and resold to 
people unwilling or unable to take advantage 
of ride-sharing services. Autonomous 
vehicles could even potentially improve 
the customer experience. According to a 
Deloitte study, self-driving cars would result 
in providing extraordinary levels of customer 
service, potentially creating commitments 
to the dealership before, during and after 
the ride.

When it comes to ownership, millennials 
are well on their way to creating a lifestyle 
that prioritizes ride-sharing — and delays 
the purchase of a new car entirely. A recent 
article in USA Today said that self-driving 
electric vehicles will cause car ownership 
to further vanish, as consumers will opt for 
self-driving cars via ride-sharing platforms 
to save money. Plus, the percentage of 
people with driver’s licenses is decreasing 
across all age groups (source).

While the vision of the automotive 
industry 10 or 20 years from now will likely 
be one that is unrecognizable from today’s 
industry, dealers must first take on the near-
term challenges facing them. 

Are We 
There Yet?
-An Industry in Transition-
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Millennials accounted for as much as 
29 percent of new car sales in 2016, 
and that number is expected to grow to 
nearly 40 percent by 2020. However, 
they are accustomed to — and expect —  
a different shopping experience. In fact, 
60 percent of millennials will instantly 
reject an automaker if they don’t like 
their website. As millennials continue to 
further immerse themselves in the digital 
world, they don’t want to be sold. Rather, 
they want the opportunity to consult 
with a peer who is an expert in both the 
technology and the potential benefits of 
a new vehicle.

Move Over Millennials,  
Say Hello to Gen Z

While millennials will certainly take 
over the automotive retail market in the 
next few years, dealers will eventually 
need to account for Generation Z. Born 
between 1995 and 2010, Gen Z is driven 
by authenticity and prone to trust peer 
reviews over ad campaigns. And despite 
being known for being more pragmatic 
and budget-conscious than millennials, 
Gen Z will continue to propel the “sharing 
economy” — especially once they enter the 
workforce. For them, sharing has become 
the new owning. And that leaves brands 
in all facets of business, including auto 
dealerships, to have to rethink ways to make 
their product offerings and service models 
more flexible.

Dealers looking to achieve continued 
success by unlocking these markets of future 
shoppers should:

•  Go digital by investing in relevant   
       content and channels for marketing

•  Build an integrated sales environment  
       where customers can interact with peer  
       advisers, not traditional salespeople

•  Provide high-quality, in-store    
       customer experiences

•  Offer transparent and  
       collaborative pricing

With these factors in mind, CDK Global 
is leading the charge to enable end-to-
end automotive commerce. This means 
creating solutions and building business 
partnerships that serve the industry where 
it is now—as well as anticipating where it 
will be in the future.

For instance, F&I will evolve over the 
next few years into a more personalized, 
mobile and transparent process — inclusive 
of more loyalty features and programs. 
Meanwhile, virtual showrooms will 
increasingly take the place of traditional 
ones, giving shoppers the opportunity to 
interact with every car for sale without 
the need for extensive inventory. Sales 
will continue the shift towards the “Apple 
Store” model, featuring less inventory and 
negotiation — ultimately pulling costs out 
of the operation. And we will continue to see 
more collaboration between sales “peers” 
and customers who have already done 
extensive research before ever stepping 

Go digital by investing in  
relevant content and channels  
for marketing

Build an integrated sales  
environment where customers  
can interact with peer advisers,  
not traditional salespeople

Provide high-quality, in-store  
customer experiences

Offer transparent and  
collaborative pricing
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4 Ways to Attract — 
And Keep — The Next 
Generation of Shoppers

foot into a showroom. This approach will be 
beneficial to dealers via improved customer 
experiences, reduced size and age of 
inventory and the potential to see an increase 
in certified pre-owned vehicles

By providing the conveniences that today’s 
shoppers expect, dealers can better compete 
with independent service shops. Dealers 
should consider offering amenities like more 
drop-off points, electronic payment options, 
service communications via text messages, 
OEM-sponsored maintenance apps and 
extended hours. In addition, the use of 
predictive services tools that speed up work, 
and enable lower-cost apprentice mechanics 
will give dealers a competitive advantage.

While dealers must be prepared for the 
many changes that are sure to cause seismic 
shifts in the industry — and ultimately 
shape the next two decades — CDK Global 
is working with dealers now to help them 
prepare for what’s just around the corner. 
Through active listening and engagement, 
CDK is helping dealers succeed today, 
while preparing them for tomorrow — and 
the next 20 years.  l 
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Millennials accounted 
for 29% of new car 
sales in 2016. 

Focus on Fixed Ops 
and Used Cars
While margins on new car sales compress, 
dealers can adjust by focusing their attention 
on two other profit-driving areas of the 
dealership: fixed operations and used cars. 
According to the recent NADA Data Mid-
Year Report, the total gross from Service 
is nearing 50 percent, but only constitutes 
about 12 percent of the total sales for a 
dealership. Focusing your strategy on 
selling service can be a key to success.  
The profit margin for used cars is also  
much more favorable than for new cars; 
consider adjusting your resources and 
strategy to incorporate a stronger focus  
on used cars and service.

Source:

From “How to Stay Relevant as a Dealership in an Uncertain Future,”  
by Ron Frey, Chief Strategy Officer, CDK Global.
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The Next Generation of  
Car Buyers Awaits

A new generation of car buyers  
is transforming transportation. 

Can you adapt to their digital habits,  
win their trust, and sell to them?

cdkglobal.com

Enabling end-to-end automotive commerce.

And that number is 
expected to grow to 
nearly 40% by 2020.

Gross from Service  
operations nearing

50%
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