How to Convert the Best Leads You
Already Own - Your Customers
Executive Summary:
Consumers, rightfully, have come to understand how valuable
their personal information is — and are less willing to share it
without a good reason.
This has made finding quality leads more difficult in the
automotive marketplace, but this challenge is also an opportunity.
Dealers who aren’t afraid to evolve stand to win market share
from competitors who refuse to budge from “tradition.”

The best news for forward-thinking dealers?
They already possess one of the most valuable sources of
high-converting leads — their databases. They just need the
right tools to make the most of them.
This whitepaper will explain how to make the most of your databases by examining:
•

Ongoing challenge of gathering high-quality leads

•

The value of the leads already in your databases that some consider “dead”

•

Steps necessary to bring these leads to life and convert them into sales

•

The power of putting marketing automation and artificial intelligence to work for you

Quality Leads are Getting Harder to Come By
The classic methods of gathering leads for your dealership are becoming less effective because a different kind of
consumer has come onto the scene — and these shoppers aren’t willing to play by the old rules. They’ve come to see
their personal information as having value — enough so that they are increasingly picky about how they share it.
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Businesses outside the automotive industry have trained consumers to expect more from each interaction. Consider
the “you might also like” choices that Amazon, Spotify, Netflix, Hulu and other brands offer their customers. Not only
does presenting these options lead to more sales or higher usage, but it also implies that the companies know the
customer on a personal level. Their time interacting with these companies has its own value and builds a relationship.
The quality of leads that are submitted is also falling. In
2018, a study by PCG and FusionZone Automotive of more
than 400 dealerships found that online submissions
regularly converted at less than 1%.
Customer loyalty has taken a hit as well, not only toward
dealerships but toward brands in general.

According to a 2018 Salesforce
Research study:
• 75% of consumers expect
companies to understand
their needs and expectations
• 76% said it’s never been
easier to take their business
elsewhere if those
expectations aren’t met

Customers aren’t looking to the past, so dealerships
can’t afford to be stuck there, either. It’s time to
take advantage of what you already own:
YOUR DATABASES.

Your Most Valuable Shoppers
Your CRM and DMS hold information on consumers already known to you, and who may be familiar with your
dealership. This is where much of your marketing opportunities live — if you know how to use them.
The first step to unlocking this marketing engine is being rigorous on how new information about each customer
or prospect is put into the system, and how that information is updated and maintained. Data is the fuel for this
machine, and to run properly it needs high-quality input. To best use this information, you need to play the long
game and not count any lead as “dead.”
Outsell studies have shown that 14% of monthly engagements with dealer communications come from unsold
leads who have been inactive for more than six months, and these engagements are some of your most valuable.
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We’ve also seen that there is a 93% higher buy rate from reactivated unsold
leads compared to targeted conquest efforts for brand new prospects — you
just have to be ready for them and their business.

Three Steps to Bring “Dead” Leads to Life
It’s common for leads to go cold and the prospect to step out of the market for a time. The key is to be there
to reengage with them when they come back. There are three steps to resurrect these leads:

1. Always Be Listening
Each shopper’s journey to the sale is different, and you can’t afford to make assumptions about their
timeframe; mistakes here will ultimately take your dealership out of contention for their business. By
connecting with them with a timely, relevant message, your dealership can be their first — and only — stop
on their way to a new vehicle. Reengagement is always worth the effort.
We’ve estimated that 40 to 50% of dealer databases are made
up of prospects more than 90 days old.
The average dealership we work with has about 29,000
records in its databases, which means it currently contains
more than 13,000 unsold leads.
However, since only a small fraction will be in-market
shoppers at any given moment — 0.4% is our estimate —
finding the 50 or so shoppers ready to buy from that group of
13,000 is the true challenge.
When you consider that there are likely 50 different in-market
shoppers each month, the numbers against you become truly
staggering.
One of the best tools a dealership can use to determine which prospects are ready for reengagement is
buyer detection. With this technology, individualized consumer profiles are created that alert the dealership
when the customer shows signs of being back in market, and these profiles become more accurate with
every interaction. Once your dealership can identify these in-market shoppers, it’s time for contact.

2. Follow Up Immediately
Most shoppers defect from one company to another because the competitor provided a better customer
experience. One of the best ways to keep a customer happy is to let them know you value their business
and are ready for them as soon as they set foot back in the marketplace. The cost of not being the first to
show up for the customer can be costly.
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According to an IHS study, 84% of
reactivated unsold lead sales happen at a
different dealership.
This means the average dealership only
sells to 16% of the customers already in its
database.
That’s a lot of turnover for leads previously considered
“dead.” For dealerships who don’t give up on these
customers, the previously stated 0.4% starts to look
like 2.4%, or an extra 300 potential sales.
Again, buyer detection can be the difference between losing more than four-fifths of the business
waiting for you inside your own databases. To build off the relationships you already have, however,
don’t neglect the final step.

3. Engage with Buyers Often, But On Their Terms
In order to sell a vehicle, you must engage in a conversation with the consumer. And, with today’s more
educated shoppers demanding more, it has to be just that — a conversation; not high-pressure tactics
or simple generic sales pitches, but a discussion.
To do this, the salesperson can use the information gathered through buyer detection, allowing them
to understand that particular consumer’s needs, desires and situation.
“Relevance” is the watchword. Today’s dealerships must show they have their customer’s best interests
at heart. While people are increasingly hesitant to submit information on a simple web form, the
previously mentioned Salesforce Research study showed that 79% of consumers are willing to share
information about themselves in interactions where they feel immediately known and understood.
It’s important to keep in mind that late, in-market shoppers are ready to buy. If your dealership doesn’t
interact with them in a timely, relevant way, the consumer is still going to buy a car — they’ll just buy it
from your competition.

The Power of Marketing Automation and Artificial Intelligence
As consumers, we all leave clues about ourselves through what we buy, view, read and a host of other online and
offline activities. If a dealership takes all these clues and builds a picture of what that consumer truly feels is
important to them, a long-term relationship can be built that provides a win-win situation for everyone involved.
Also, when relevant information is used with the right frequency through the consumer’s preferred channels, even
a dormant lead can be awakened.
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The sheer volume of information it takes to create these profiles and predictions, however, makes it impossible to
do so manually. Marketing automation that takes full advantage of technologies like artificial intelligence,
predictive analytics and other methods is the difference between yesterday’s “pray and spray” marketing strategy
and today’s highly-targeted, relevant messaging to individual consumers.
Having such a program in place increases sales, retention and profitability — and the numbers prove it.

According to a VB Insight study, 80% of companies using marketing
automation saw their number of leads increase, and 77% saw their
conversions go up.
While some dealers might worry that advanced technology such
as AI will require them to learn complicated new methods of
conducting their business, the truth is that AI frees them and
their staff to do what they do best — interact with their
customers.
It provides them with new insights about those shoppers and
helps to turn cold calls into warm leads, and warm leads into
satisfied customers. It informs them when the best time is to
engage, what information will resonate most effectively and
other ways they can best serve the customer.

They’re Already Your Customers
Finding new leads is important, to be sure. The modern
dealership, however, can’t afford to lose sight of the fact that
they already have thousands of customers – and potential
customers – in their databases. These consumers are waiting for
the right communications and personalized treatment to move
them toward the next sale.
When your dealership takes advantage of tools such as buyer detection, artificial intelligence and marketing
automation you can mine your data and provide services your competitors simply can’t match. Your leads convert
sooner, your customer loyalty increases, and your dealership becomes their dealership.

About Outsell

Outsell offers the first AI-driven marketing automation platform that empowers automotive dealerships and OEMs to create
lasting customer relationships driving incremental sales and profits. Our proprietary technology harnesses massive amounts
of data creating accurate and powerful consumer profiles that engage your customers and prospects exactly where they are
in their individual lifecycles. That’s why Outsell is the trusted platform for over fifteen hundred dealers representing all major
automotive brands. To learn more, visit https://www.outsell.com/ or follow us at @Outsell.
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