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ERNST & Young  
Mega Trends Shaping Global Auto Industry

• Government push for safer/cleanerGovernment push for safer/cleaner 
transportation

N l ki l d i bili k• New players taking lead in mobility market

• Social media redefines automotive marketingg

• Portfolio rationalization 



Dealership Model  
What HAS NOT changed

• New vehicle selling model in tactNew vehicle selling model in tact 

• Used vehicle selling model unchanged

• Financing of vehicles unchanged

• State Franchise Laws still protect dealerState Franchise Laws  still protect dealer 
interests 



Dealership Model 
What HAS Changed

• Manufacturers imposing  facility enhancements 
guidelines on dealerships

• Online search/marketing/promotion becoming g p g
paramount

• New players entering ‐ FIATNew players entering   FIAT
• Government regulation
• Brands becoming more assertive Hyundai/ Kia• Brands becoming more assertive – Hyundai/ Kia, 
VW



A Decade of DealershipsA Decade of Dealerships
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Dealership ProfitabilityDealership Profitability
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U.S. Sales 2000 – 2015
(in millions)
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Average Age of U S vehiclesAverage Age of U.S. vehicles



Consumer Loyalty andConsumer Loyalty and 
B d Mi tiBrand Migration



Market Share TrendsMarket Share Trends



Owner Loyalty by BrandOwner Loyalty by Brand



Orphans BrandsOrphans Brands



Migration from Brands
2007



Migration from Brands
Q1 2011



O li k iOnline Marketing
and

Social Media
Impact for Dealerships



Google StudyGoogle Study

• Google becoming more focused on auto 
retailingg

• There goal is to help drive consumers to 
dealerships via:dealerships via: 
– Social

– Local

– Mobile 

SO‐LO‐MO



Consumer InfluencersConsumer Influencers



Digital Sources Influence ConsumersDigital Sources Influence Consumers



Consumer Purchase FunnelConsumer Purchase Funnel

40% in market
1 – 3 months



Social Media in Action



2011 Ford Explorer
Facebook Launch



Toyota 100 Cars for y
Good Campaign



Facility Updgradesy p g



Facility Upgrade of DealershipsFacility Upgrade of Dealerships

• Post crisis – manufacturers requiring facility 
upgradespg

• Dealers largely agreeing to upgrades

NADA h d b• NADA argues that upgrades must be 
reasonable – phased in

• Inequities to smaller dealers on upgrades

Ch ll f f t i th i• Challenge for manufacturers is prove there is a 
return on the upgrade investment



Manufacturers Requiring UpgradesManufacturers Requiring Upgrades





GM EBE ProgramGM EBE Program

EBE – Essential Brand Elements
– Sales and Service RetentionSales and Service Retention

– Digital Strategy

T i i– Training

– Facilities



GM EBE OverviewGM EBE Overview

• Based on sales dealership receives incentive

• Dealer given on average $400 per unitDealer given on average $400 per unit

• GM says 94% have agreed to participate

• GM launching “Digital Marketing” training for 
3,500 dealership personnel in September, p p p

• Dealers argue program often too strigent

• Dealers ask “what is return” for investment



ConclusionsConclusions

l hi d l i l i• Dealership model is evolving
• No evidence that retail model will change g
dramatically near‐term

• Google/Facebook and others are payingGoogle/Facebook and others are paying 
greater attention to auto retailing

• Evolution of online marketing technology• Evolution of online marketing technology –
could impact retailing

• Hybrid/Alternative fuel vehicles could alter 
retail model



NADA Convention
February 3 – 6, 2012


