Understanding Website Experience




Dealer Digital Evaluations DDE™

The Dealer Digital Evaluation presents a snapshot of the “virtual dealership”
-- what a consumer encounters when conducting online research. It
evaluates approximately 180 online data points along the consumer
research arc.

The criteria being evaluated contributes to cultivating a positive online
presence as well as an increase in website traffic and conversions. Focus is
placed on areas that the dealer can control to enhance and improve the
customer experience on the website.
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DDE Quadrants

Nissan Phase 3

Digital Evaluation Overview Cucellent @ Opportunity
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Mobile: Click 1o Nav

Moblle: Click to Call

Website Experience
Drives Conversion

Analyzes the effectiveness of a
Dealer Website and how well it
is optimized for SEO, New &
Certified Inventory, Current
Specials, Mobile, and other
elements that improve
conversion.
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Website Best Practices




Sales Best Practices e

2020 NISSAN-ALTIMA

IN T L =

rirkds 411

* Vehicle Photos: Photos engage the customer

MSAP

visually. They help the customer picture $19,235
themselves in the vehicle they are interested in. 28 CITY
39 HIGHWAY
« Specifications: Be the local expert on the e

product. Customers can find this information on
the Nissan USA site or third-parties, but why

not keep the customer close to the point of _ | o ° .
conversion? - 4 ' y

* Pricing: Customers want to know if they are in
the realm of consideration for a vehicle

TRIM LEVELS

The 2020 Nissan Altima is available in five trim levels: th
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Sales Best Practices

 Opportunity to Engage: Pair content with appropriate

e -

CTAs so customers take action. S e e =
. = o - X
« Shorten the Path: Customers are looking for the most - o |

®VIDED

friction-free pathway to the information they are
seeking. Reduce clicks on the website and ensure
relevant information once they arrive.

A BOLD AND MODERN
ALTIMA

Who decided that a sedan couldn’t
stir something inside of you? Blow
past complacency with Altima's
exciting, forward-thinking design.
Deep, cutting lines flow from front to
back, blending seamlessly into the

’ muscular hood. And an aggressively
low and wide stance is accentuated
by a large V-Motion grille.
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Service Best Practices

« Key Defection Areas: Customers will commonly take their
vehicle to be serviced away from the dealership for things
like oil changes, tires, brakes, batteries, and windshield
wipers. This disrupts the connection with the dealership
and reduces the opportunity for dealers to identify other
possible service or repair needs.

» Create content educating customers on the
iImportance of performing these services at the
dealership

« Overcome the price objection by including relevant
specials near the content

« Create immediate engagement by placing service
schedulers near to or in-line with the content.

Nissan Phase 3
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Service Best Practices

Photos: Much like on the sales side of the
business, customers like a visual to set
expectations. Photos of your service drive
paints a picture of what their experience will be
like.

Availability: Given the current climate, it's
more important than ever to show customers
how you're there for them. Hours, contact
information, and amenities should be
prominent and easy to find on a dealer’s site.
A solid landing page provides a hub for service
content on the dealer site.

Nissan Phase 3

ATLANTA?

WHY CHOOSE St
s ) B NISSAN N

when it comes to servicing your vehicle, ’q =
!

you have choices, but mbe Bas Nissan Is
your best cholce and here's wiyy Our
mspwration 10 o above-and-beyond

© SCHEDULE SERVICE ¥4 °
© SERVICE AND PARTS SPECIALS
r

SERVICE HOURS

Monday 7:30AM - 6:00PM
Tuesday 7:30AM - 6:00PM
Wednesday 7:30AM - 6:00PM
Thursday 7:30AM - 6:00PM
Friday 7:30AM - 6:00PM
Saturday 8:00AM - 1:00PM
Sunday Closed

Call our Service Department at (910) 590-2(

schedule your service appointment today!

0

510

5 NissaN J.D.POWER p



Website Experience Criteria




Website Experience | Page Speed Index

Page speed is becoming increasingly important for a consumer’s experience. How quickly your pages load on mobile and desktop helps determine the
likelihood a consumer will bounce or click-away from the website. Google studies have reported that 53% of consumers will abandon a mobile page if it

Page Speed Index o

2/2

+ 1 Bonus

Desktop: 6 seconds 11

Mobile: 6 seconds 1/1

Bonus: Mobile < 3 Sec 1/1

took longer than 3-seconds to load and that a 2 second delay in load time resulted in abandonment rates of 87%.

Nissan Phase 3

We measure the Page Speed Index of your homepage using WebPageTest.org, which is a tool maintained by Google that provides several
measurements of page speed and user experience on a webpage. In this report, we're evaluating the Speed Index metric, which looks at the combined
time it takes for all elements of the page to load.

In order to receive points your website needs to load within 6-seconds on Mobile and Desktop.
Bonus: If a dealership achieves a Mobile Page Speed of 3 seconds or less, they will receive 1 bonus point in the Website Experience section.
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Website Experience | Page Speed

& I
Performance Summary
Here's how this site performed in this test Please note: Supparted metrics will vary hased on the Re-ryn the test Export Files v
browser being tested. Also, the way a site performs in some co| For Page Speed, we're looking at the Speed
will perform in others, so we encourage testing in a variety of & Index metric, located here in your

WebPageTest report. Links to test results
can be found in the Website Experience
section of the Digital 360 Dashboard or the
Next Steps page.

Observed MetricCs (ac.d on median kun by Speedindes) l

FIRST VIEW (RUN 1)

First Byte Start Render 15:11 Total Bytes

918: 1.074s 1.128: | 2.411s| 3.184: .187 >.438: 6161

Speed Index

Speed Index measures how quickly content is visually displayed during
page load. To learn more about the Speed Index metric, and ways to
improve it, you can visit https://web.dev/speed-index.
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Website Experience | Web Vitals

Desktop: Web Vitals ®

Desktop: Core Web Vitals Overall
Desktop: LCP (Largest Contentful Paint): 2.5 sec

Desktop: FID (First Input Delay): 100 ms
N 5 Desktop: CLS (Cumulative Layout Shift): .5 sec

Mobile: Web Vitals @

Mobile: Core Web Vitals Overall
Mobile: LCP (Largest Contentful Paint): 2.5 sec

Mobile: FID (First Input Delay): 100 ms
N S Mobile: CLS (Cumulative Layout Shift): .5 sec

A SAYA AN
A SASAGRY

Web Vitals is a new initiative that Google is providing as a way for businesses to tailor their websites for optimal user experience, based on a few key metrics. Our team will be
evaluating these metrics through Google’s Lighthouse tool, measuring your dealership against Google’s recommended standard. Meeting the average threshold for these
metrics will lead to an improved SEO ranking and a better user experience for customers visiting your dealership website. These categories will incorporate “all-or-nothing”
scoring, where the dealership must achieve the recommended threshold on all 3 metrics to receive points for either “Desktop: Core Web Vitals Overall” or “Mobile: Core Web
Vitals Overall’. These measurements can be used in combination with the Speed Index captured in the Page Speed section to better understand the performance of your
dealership website. The 3 metrics we will be evaluating on both your Desktop and Mobile site are —

« Largest Contentful Paint (FCP) — Measures “perceived load speed”. Marks the point in the page load timeline when the page’s main content has likely loaded. Google
recommends that this time should be 2.5 seconds or less.

« First Input Delay (FID) — Measures page responsiveness on a website. Looks at the amount of time a page takes to load after a customer has clicked a CTA and attempts
to reduce unresponsive pages on a site. Google recommends that a page should have a FID of 100 milliseconds or less.

« Cumulative Layout Shift (CLS) — Measures how much a page shifts after it is perceived to have fully loaded or the visual stability of a page. Works to prevent those
instances where a customer tries to click on a link and it suddenly moves, causing them to click something else. Google recommends that a page has a CLS of .1 or less to
provide a good experience to consumers.
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Website Experience | Web Vitals

56

Performance

Values are estimated and may vary. The performance score is
calculated directly from these metrics. See calculator

A 0-49 50-89 ® 90-100

METRICS

@® First Contentful Paint

0.6s

Speed Index

1.8 s

Largest Contentful Paint

19s

Expand view

Time to Interactive

45s

A Total Blocking Time

880 ms

@® Cumulative Layout Shift

0.018

B3 View Treemap

Nissan Phase 3

Links to Lighthouse test results can be found
in the Website Experience quadrant of the
Digital 360 Dashboard or on the Next Steps
page of the evaluation.

Note: the Overall Performance score shown
in your Google Lighthouse results compares
your site to all websites tested by Google and
IS not specific to the automotive industry. The
benchmarks used in the Web Vitals category
of the Dealer Digital Evaluation have been
established using only automotive industry
averages.
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Website Experience | Sales Content

Sales Content ®

Nissan Sentra .5/.5
Nissan Altima 575
Nissan Titan .5/.5
3 /3 Nissan Rogue .5/.5

Nissan Pathfinder D/:5

Nissan Kicks .5/.5
v

» 35% of new car buyers finished their
online research by visiting a
dealership website.*

« Customers visit an average of 2
dealerships before deciding on a
purchase, a large decrease from
previous years. A large reason for

this is that 62% of purchasers would
rather research vehicles online than
speak with a salesperson.*

Nissan Leaf
**Cox Automotive Car Buyer Journey Study: Pandemic Edition”. Cox
Automotive. https://www.coxautoinc.com/wp-
content/uploads/2021/02/Cox-Automotive-Car-Buyer-Journey-Study-
Pandemic-Edition-Summary.pdf

On your dealership website, our team looks for Model Specific Landing Pages for the Sentra, Altima, Titan, Rogue, Pathfinder, Kicks, and
Leaf.
* Each model needs a dedicated page for each individual model reflecting the most recent release of that model. If the dealer does not
have any current model year inventory in stock, they are permitted to display a model landing page for the previous model year.
+ Each landing page needs basic model information, photos, trim levels and pricing in order to receive points.
» Basic model information should be engine performance metrics (MPG, Horsepower, 0-60 speed, etc.)
* Note that inventory listings on the MSLP are not evaluated for this information. Iltems must be included separate from inventory.

Nissan Phase 3 14 WNissanN J.D.POWER o
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Website Experience | Sales Content

COMPARE TRIMS

TRIMS
S sv SR
$18.510 )?,n 39 520570 29/39 $22100
MSRP, Trim Levels, and MPG all included. ' - >
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Website Experience | Specials

Specials ©

Sales Specials

R

Nissan College Graduate Program
Nissan Military Program

2/2 Service Specials

Oil Change

Tires

Brakes

Battery

—
-

CISIS(S]S

In the Specials section, we check for Sales and Service related specials. Any instance of an expired special or a blank specials page for either criteria will

result in no points being awarded.

* We check any instance of a Sales Special or Incentive on your dealership website.

* Nissan College Graduate and Military Program are non-scored items. To receive credit, you must have written content related to these programs
and the disclaimer information cannot be expired. There can be a single page dedicated to each of these or information can be included on a general
specials page.

» For Service Specials, these have to be clearly listed and not expired. Parts specials will also receive credit here. Complimentary specials such as a
free car wash or battery check will not receive points.

* On the service specials page, the dealership must also include specific specials for Oil Change, Tires, Brakes, and Batteries. These can be service
or parts specials.
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Website Experience | Specials

Service Specials

Tire Rotation and Balance*

$5.00 Off

Rotate 00 hatanco 4 tires. Chech and
autjnt tise pressure. Complmentay malth
point mspsction

Request More indo

Conventional Off & Filter
Change*

10% Off

Inciudes Genuine Mssan Ol Hiter and up
1 5 quarts of rootor oil (pes vehicle
spodification) Comgsmentary nusti-polr
Espection

Request Bore indo

Nissan Phase 3

Nissan Value Advantage® Brake
Service*

$25.00 Off

Includes installation of Nissan Value
Advatagew brsse s and Foton
Complimentary multi point inspecten.

Hoguest More info

Reguest More info

Request Moee info

Buy 3 Tires, Get 1 For
$1.00

Oux Popeiar Spuing The Sl s fack!

Request Moee Info

Tires, Oil Change, Brakes, and Batteries specials all available.

NISSAN COLLEGE GRAD PROGRAM

2\ % MIEITARY

NIZSAN

e | 'PROGRAM

Ol A PROCMAN OV LW
Q @ = M
W lﬂlﬁxl'll.

LBAF COLLEGE STUDENT OSTOUNT

T e g (T -~

MUISSAN THAT S RICHT FOR YOu

L2 RO WM T S22 AN TR

GET MO R DRITE eSS SN LIS

PROMOTIONS

FEPOPED CMERSERS?

Information on College Grad and Military Programs can be
included on separate landing pages or one combined page.

7\
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Website Experience | Service Landing Page

® Service Landing Page P

Service Contact Information 1/1

Service Hours 1/1

Amenities 11
Service Specials Present 171

Service Scheduler Present 1/1

For Service Landing Page, we are looking at your main Service Landing Page and whether the information is on the page or one-click away from the
landing page. One-click from the navigation bar does not count toward scoring.

Service Hours and a Local Service Contact Number need to be located on the Service Landing Page and be specific to the dealership. If there is
no phone number in the body of the page: we will check the Header and Footer of the page to see if they have a service specific local number. If
hours or contact information aren’t found in the body of the service landing page, we will look in the header or footer for service specific information.
Information must be labelled as “Service” to receive credit.

Amenities can be found anywhere under the service navigation and must include tangible amenities, such as Wi-Fi, a Service Shuttle, and free
Food and Beverages.

A Service Scheduler and Service Specials need to be either on the page or one click away.
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Website Experience | Service Landing Page

Section of service landing
page dedicated to listing
amenities.

AN NEWVEIeCLES v PRE-OWNED Vv

SLRVCE v FINANCE v sPoClaLs v ADOUT v RESCARCH Vv

| SERVICE DEPARTMENT

Open Todn! Sarvics 7Tarm-opm

531-222-8528

SCHEDULE SERVWCE SERVICE SPECIALS

A

[y

FREE CAR WASH
Service contact info and hours + links to schedule sttt st il ol e ek i
service and service specials are all included.
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Website Experience | Parts Landing Page

Parts Landing Page ©

Parts: Hours

Parts: Contact Info

Parts: Specials Link

Parts: Service Scheduler Link

NASASASAS

NS

Parts: eStore/eCommerce

The Parts Landing Page scoring is similar to the Service Landing Page. Here, we are looking for a dedicated parts informational page on your
dealership website that includes each of the scored items either on the page or one click away. Note that we do not evaluate “Order Parts” pages as a
Parts landing page. You need a separate informational page to be scored here. Note also that this is a non-scored category of the evaluation.

« Parts Hours and a Local Parts Contact Number need to be located on the Parts Landing Page and be specific to the dealership. If hours or
contact information aren’t found in the body of the parts landing page, we will look in the header or footer for parts specific information. Information
must be labelled as “Parts” or “Service/Parts” to receive credit.

« A Service Scheduler and Parts Specials need to be either embedded in the page or found one click away.

« A Parts eStore or eCommerce site needs to be accessible through the service/parts navigation on your dealership website. This does not have to
be linked to on the parts landing page to receive points, but it is best practice to do so. This can also link off site, but it must be specific to your
dealership and a link must be present under the service/parts navigation.

Nissan Phase 3 20 NissanN J.D.POWER o



Website Experience | Parts Landing Page

Links to schedule service
and parts specials are
included in the body of

the page.

Parts

> Parts Center

> Online Parts eStore

> Pay for Parts or Accessories

Separate links in navigation

Parts Center

Get Started

) Orver Parts 8 Accessories

) Pans Specials

7 Schatduin eataliabon

> Pay Online

Find Genuine Nissan Parts & Accessories in Sterling, VA
Per yeer soncerierce. we i PapP PuyPal movides &
Tae's 8 10T W Goes oS mach W

W vy N Deing mace o D safn ofichn! Capabin and fun o doave

Aacure sarver [S5L) 83 pawr Yeasacian s safe ¥ orcer s

PArehmnn b iw vl asnd 2 Pay Pul seaowed ¥ po de ot
.....

e aw, retas, | behes oy ¢ Vv seconce, ¥y boe and best of

of s e satant 30d Vet 20Ca0 Mrrce a the s Dwr
Paainn taation s §1000 90 PaPul Please we v

mrage b delen

to Parts landing page and Parts specific contact

Parts eStore.

info and hours are listed.

sy Wow
wed and we 'k be osfighied 0 =tar g
Fing the ngnt pans hese 3t Beewry's Dulies Nlesas 0 Stering by coming aver 0aay ang we'll find what your
spedic modes needs
Map
Get in Touch
Contact cur Parts Department o
> (855) 875-9517
Farts Hours ’
? Mom « 7 00pm
Tuesday 7303 oo 9
Visanasday  7i!3%am . 7:00pm
Thurscay T 30mn « 7 00pm Q i o
Y Mt + 7 00z
cay am - 4 0lpm e \
¥ Clogad 3 % . 0
‘ \

Nissan Phase 3
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Website Experience | Service Content

Service Content e

Service: Oil Change Page Present

Service: Oil Change Content
Present

Service: Tires Page Present

= =
o | W
S| S
en | en

Service: Tires Content Present

Service: Brakes Page Present

Service: Brakes Content Present

Service: Batteries Page Present

en | en | en|en | en | en

olo|lele|o|e
vlo|lo|le| oo
=1 =1 =1 =} =} =}

Service: Batteries Content Present

Service: Nissan Express Service

<

On average, 2 in 10 millennial car owners find their
mechanics on the internet — it's important to optimize the
aftersales section of your website to surface in organic
search results.*

*“Digital Marketing Stats Every Auto Dealer Should Know”. Maritz Motivation. https://blog.maritzmotivation.com/digital-marketing-
auto-dealer-stats

Nissan Phase 3

In the Service Content section, we are checking for
specific information on each of these Service Topics: Oil
Change, Tires, Brakes, and Batteries. We also look for
information on Nissan Express Service under the service
navigation.

» This category utilizes tiered scoring. Having a
dedicated page for each individual type of service
content (i.e. a Brakes landing page for Brakes content,
Oil Change landing page for Oil Change, etc.) will
result in a full point for each, while having all content
types included on one central page will result in .5
points for each.

* No additional information is required, just
information about the types of service that can
be performed for each of these at the dealership.

* Information on Nissan Express Service can be found
either on its own dedicated page or on the main
service landing page. This is a hon-scored question on
the evaluation.

7\
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Website Experience | Service Content

Our professional service department also offers a range of quality service options, including:

* Tire service: We offer tire sales, services, and repairs to drivers who have low tire pressure, flats, and or need

OIL CHANGE SERVICES

patches. Tire maintenance will ensure your set lasts longer!

* Oil changes: Oil changes and filter replacements ensure that your engine not only performs well but stays
lubricated. Skipping an oil change can cause your vehicle to overheat, amongst other issues.

* Brake repairs: Your Nissan's stopping system is easily one of the most important components in the vehicle. We
handle brake bleeding services and minor and major part replacements

* Battery Diagnostics: If lights are flickering on and off or there's a huge need for jump-starts, you may need a new
battery.

We encourage drivers to book service appointments online, so we can get the ball rolling. We handle all installation
services with the utmost care, while still taking an adequate amount of time to ensure all safety and performance
measures are met. Talk with our service department the next time you need additional Nissan services, and we'll be
right there to walk you through the process

.5 point is awarded for each content being
mentioned on your website, but an additional e
.5 point is awarded if dedicated landing o
pages are available for each.

rrrly
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Website Experience | Inventory
nventory

* Multiple custom photos versus a stock photo
increases click-through to New Car VDPs by 133%

and Used/CPO VDPs by 349%.* 3 . 5/3 : 5

CPO: Custom Photos 5/.5
CPO: Clearly Identified .5/.5
CPO: Custom Descriptions 5/.5

New: Custom Photos 1/1

. . . New: VDP - Price Listed w/o Strikethrough i

. Addlng price and photos increases New Car VDP e -
views by 10% and Used/CPO VDP views by 87%.* Number of CTAs on VDP 3
Digital Retailing Lead Form v

**Telling Your Value Story Through Photos”. Cox Automotive.
Lhttps/Avwaw caxalitaine com/learning-center/telling-your-value-stary-through-phatas/

When our team checks your inventory, we are looking beyond whether you have custom photos.

*  When looking at Nissan Certified Pre-Owned Inventory, we look at 3 items:

* Clearly Identified: We must be able to easily see that an inventory listing is Certified or not. This can be by including a filter on the page between Certified and Non-Certified or
including a Certified logo on listings.

+ Custom Photos: On the first page of Certified Pre-Owned Inventory, we check to see that the majority of photos are custom.

»  Custom Descriptions: A custom description must be present on at least 5 CPO listings. This can include Carfax Information, miles on the car, what makes it unique, etc.

*  For New Inventory Custom Photos, our team checks the first page of 5-random models to see whether the majority of images present includes custom photos.

 On5individual VDPs, we check for a Price Listed without a Strikethrough. It must be a total price, not monthly payments. If the only pricing available on the VDP has a strikethrough,
points will not be awarded. There must be a final price included with no strikethrough.

*  We also check a random VDP to see if you are including Walkaround Videos of new inventory. We will also count SpinCar or similar 360° tools for this criteria. Currently, this is a non-
scored element of the evaluation.

*  Our team will check a random VDP to count the number of CTAs that relate to the purchase of the vehicle. These can be a call to action such as “Buy Now”, “Get e-Price”, “Calculate
Payments”, “Get Financing”, etc. While this is a non-scored element of the evaluation, it provides you with deeper insight into how a customer is perceiving your website and how easy it is
for them to start the buying process.

+ Lastly, on arandom VDP, the team will look for a Digital Retailing Lead Form. This is any call to action on the VDP that should lead to an interactive Digital Retailing platform, that actually
takes a customer to a simple contact or lead form. For example, if a link to “Buy Now” leads to a lead form and not a DR tool, credit would not be awarded here. This is also a non-scored

item for now.
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Website Experience | Inventory

8N = o
2021 lNis'san Kicks S SUV

¢ Arxther porsoy

2021 Nissan Rogue SV

10f15Photos [ Video

www.leeauto.com

A Spincar tool or a link on the VDP to a video would both receive points

A final vehicle price must be listed on the VDP, without a strikethrough. tor a Walkaround video.
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Website Experience | Conversion Tools

Conversion Tools e

Live Chat 11
5/5 Trade-In Evaluator 111
Payment Calculator 11
Credit/Finance Application 1M1

Sernvice Scheduler 1M1

The Digital Retailing from the Phase 2 Criteria has been split into 2 separate categories — Conversion Tools and a new Digital Retailing category. While the two
categories look at similar items, the criteria for Conversion Tools allows for items to receive credit if they are included separately from a Digital Retailing platform.
However, they will also receive credit if included as part of a DR tool.

 ALive Chat tool must be present on the website. We will give credit to any tools that allow a customer to interact directly with the dealership, including chat
and text tools.

« A Trade In Evaluator must be embedded in the dealership website. A form will receive credit but it must include trade in specific information.

« A Payment Calculator must be present somewhere on the dealership website. Having a Digital Retailing tool will result in points being awarded for a
Payment Calculator.

« A Credit/Finance Application must be embedded in the dealership website. We will allow this tool to link off site if the dealership website is not secure, but
otherwise it must be embedded to receive credit.

A Service Scheduler must be present under service navigation. Lead forms will not receive credit here. The tool must be fully interactive and embedded in
the dealership website.
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Website Experience | Digital Retailing Stats

Heavy Digital Buyers were the Most Satisfied

* 65% of recent new vehicle purchasers expect more online purchase
options for vehicles after COVID. : : _ : :
Overall Satisfaction with Shopping Experience
+ 83% of consumers want to do one or more steps of the purchase
process online and 7 out of 10 are more likely to buy from a dealership if
they can start the process online.

Light Digital Heavy Digital
(0% ps {51%+ of steps

teps

Total

« The annual growth of automotive digital sales from 2015 to 2019 was 720/0 700/
7.61% compared to 1.73% for total sales. 0

AVERAGE TIME SPENT...

*  59% of consumers want to reserve a vehicle for a test drive online. Heavy Light
Digital Buyer® Digital Buyer* NMPacs
* 57% of consumers want to negotiate the purchase of a vehicle online. Browsing Vehicles/ ; : :
g P Interacting v.‘n"x Sales 38min 45min - Bmin
*  Filling out paperwork was the number one frustration for customers S— 21min 26min S 6min
during the purchase process.
e 2imin 32min - 11min

.. — . . 4n Of
« Adigital negotiation process led to a 24% increase in customer il

_satlsfactlon versus in-person. Including digital paperwork led to a 9% g;;::fgs':;?pirwork 33min 50min -17min
increase.

16min

14min

Vehicle Delivery

Sources:
Zaremba, Thomais. “The auto dealer’s guide to navigating today’s digital landscape”. Think With Google.
https://www.thinkwithgoogle.com/future-of-marketing/digital-transformation/auto-dealer-quide/
“2019 Car Buyer Journey Study”. Cox Automotive. https://www.coxautoinc.com/learning-center/2019-car-buyer-journey-study/ Images from “Cox Automotive Car Buyer Journey Study: Pandemic Edition”. Cox Automotive.

Wyld, Patrick. “The Definitive Guide to Automotive Digital Retailing: Secret Tips, Checklists & Steps to Implement”. AutoFi. https://www.coxautoinc.com/wp-content/uploads/2021/02/Cox-Automotive-Car-Buyer-Journey-Study-Pandemic-Edition-
https://www.autofi.com/blog/automotive-digital-retailing/ Summary.pdf
y.p
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Website Experience | Digital Retailing Tool Present

Digital Retailing ®

DR Tool Present

(%)
~
o

DR Tool: Payment Calculator v
As part of our Digital Retailing section, our team DR Tool: Trade Evaluator v
checks for features and elements that would allow DR Tool: Finance/Credit Application v
a consumer to complete components of their +0 Bonus Marketed on Home Page V.
purchase online without any required dealership Segse Rblum Option v
involvement. All tools need to be included in a Integrated Chat w5
i qH ; ; F&I Packages v
Digital Retailing platform and working in order to
receive points Test Drive Scheduler v
' Bonus: Pick-Up/Delivery Options 0/1

* To replace the Bonus question that we included for Digital Retailing in our Phase 2 Criteria, we are introducing a new scored item for Digital
Retailing Tool Present that is worth 5 points. To receive points, your tool must include a Payment Calculator, Trade Evaluator, and
Finance/Credit Application. This is an all-or-nothing criteria, so if any of these three items are missing from the tool, the 5 points are not
awarded. Additionally, these tools must be included in the DR tool to receive points. If they are included elsewhere on your website, points will
not be awarded here.
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Website Experience | Digital Retailing

Digital Retailing @

We will also look for the following items to be included in
your Digital Retailing tool, but each of these is non-

DR Tool Present

w
o

. . DR Tool: Payment Calculator v
scored, so whether or not you include them will not affect T e — >
yOUI’ score. 5/5 DR Tool: Finance/Credit Application v

+0 Bonus Marketed on Home Page v

.. e Lease Return Optio v

 The Digital Retailing tool should be Marketed on the mete;era:;zh_,m” =
Homepage. This can be a banner, static link to the F&I Packages v
tool, etc. but content pointing towards the DR tool Test Drive Scheduler b
must be present in the body of the homepage to Bonus: Fick-Up/Delivery Options B

receive credit.

« The Digital Retailing tool should include a Lease Return Option.

* AnIntegrated Chat Tool must be present in your Digital Retailing tool. This should be in addition to a chat tool for the full website if you also have
that.

* F&I Packages with Price for the vehicle that can be added to their order. A digital menu of these items can also exist outside of the Digital
Retailing tool under the Research or Finance tab. Examples include Extended Service Contract, Prepaid Maintenance, Insurance Packages, Theft
Protection, Hazard Protections, Roadside Maintenance, etc.

+ Test Drive Scheduler included on the VDP, either in the Digital Retailing tool or separately on the page. We will award credit for either a lead form
or interactive tool for this item.

 Bonus: Pick Up/Delivery Options should include the option for customers to have their new vehicle delivered off-site or schedule a pick-up in-

store on a desired date/time. If a customer is able to see pick up/delivery options in the Digital Retailing tool without submitting lead information, a
bonus point will be awarded.
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Website Experience | Digital Retailing

x
G Bob Bell Nissan *
o NEW =3
ARRIVAL 2022 Nissan Sentra Etirated paymace
sV
Trade In and Lease Return e $305 .
. Al ot | A BN APR | 34 901 Dy Pree
are available. e v
BUY@ZHOME Price $24855 v
Aoditions! Programs -
fichiOe Tavpy & Fosd
okl S Custmpa T2 $4931 Recalcutats
- - M50
m —ps =~ - 84 Manthe 488% $308ime
200 $19.724 72 Manths 3.84% $334imo
. 78 Month B49% $380)
Choose Trade Option - sl -
) real-fime affer far your rade and save up to 30 minutes at e ncentives v
L Get Personalizad Payments
v
Geot Trace Offer Get Pre-appravec
ZCLI Contact Dealer Teat Drive

Payment Calculator and

e Anslication are

N included.

STECT CRRID SOeRO 1 L1 el
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Website Experience | Digital Retailing Chat feature included s part o

Protect Your Vehicle

<+— F&I Packages able to be included.

) Basad on the information you have provided and the purchase
B history of previous customers, we recommend that you add
TESt drlve and "o one or more of the following products
delivery can be
scheduled. 00000 v
m Venicle Service Comeacts
{ e 10 CaU IeRks dew, & can un s 43

SECISTRATNON (] - Hobates (4 CONTINLUE
Payments - CONTIUE Weicome 1 AULDCeners NEsIn
TRADG- o Genat chaice. We are Bers 1o 2aip

FOE THOUGH Dhe process
What's next? FINANCE m

Save more time at our deakerstiip by compieting these nex.

Wetcome 12 AutoCeners Nasan

A s Gemat chowce. We are Rarw 1D el

sleps.

Monthly Payment Down Payment - FOu TUOLH e frecess

Whee! and Tire Protectos
You a1 g T B Sus T Ry be 5469 $ 2000

WO A YOU ST Q0NT IR (02

m— = B 5 oo

@ e @ e e TEST DRIVE DOCUMENTS .
arm
NECISTRATION )
54 60 66
TRADE M Appearance Promctonr
PAYVENTS o

BACK W)
CONTACT

Your Credit

commzs Ik,
L eaTs nexy Q

EE— . e —
PACRALEY DELIVERY S 5 o = ; : i

AERATES
e o @ iy Include Taxes D

APPONTVENT

R— T
W HOVE SRUVERRY @ e @ e e

LY

Available Rehates

BACK CowTmL ) BACK NeGS aGd Ask Nre .

REGISTRATION ]

Nissan Phase 3 31 Nissan J.0D.POWER p

[



Website Experience | General Content

General Content @

Testimonials

About Us
Custom Embedded YouTube Video

General Content encompasses several different items that can live on the homepage and other relevant areas outside of the sales and service tab.

» Our team checks your homepage, and relevant tabs for testimonials. Both written testimonials and video testimonials will receive credit for this criteria.

» Social Links to the dealership’s Facebook, Twitter, Youtube, and Instagram profiles must be present on the website homepage. All 4 links must be present
to receive points. If any of the 4 are missing from your homepage, points are not awarded for this item.

» Our team checks for an About Us page in your website navigation. This should be a dedicated landing page that includes information about your dealership
and describes what sets your dealership apart from the competition. Amenities are encouraged but not required to pass this criteria.

» We check your dealership website for a Custom Embedded YouTube Video. In order to pass this criteria, the video needs to be uploaded to your
dealership channel, be custom to your dealership, and include at least one form of contact information in the video description on Youtube. The video must
be embedded in your dealership website to receive credit.
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Website Experience | General Content

3 YouTube G 4

-\, LEGEND
N NISSAN

OUR SERACE CEMATMENT

Legend Nissan | Service

059 GF DSUIKE 2D SHARE =% SAVE ..

@
Video is uploaded to dealership’s Youtube S0 L (s geos eidw o st g e

profile and includes contact information in
the video description on Youtube.
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Website Experience | Nissan Business Advantage

Nissan Business Advantage

Present in Navigation Bar
Dedicated Page
Roadside Assistance
N S Priority Service
Upfit Options
Pre-Paid Maintenance Plans

Incentives/Offers

CISISISISISL]S

inventory

While this category previously only surfaced for dealerships on the LCV program, it will now surface for all dealerships. This is a non-scored category that looks at several
items involving the Nissan Business Advantage department at your dealership and how it is included in your website. Our team checks for —

A link to information about the Business Advantage department or a link to Business Advantage inventory must be Present in the Navigation Bar.
A Dedicated Landing Page for Business Advantage must be present in your website navigation.

« This page must include a Nissan Business Advantage Logo, Hero Image, and “Vehicle Solutions for all Businesses” tagline to receive credit.
Information on 24/7 Roadside Assistance for Nissan Business Advantage Customers must be present on a Business Advantage landing page.
Information on Priority Service for Nissan Business Advantage Customers must be present on a Business Advantage landing page.

Information about Upfits and available options through the Nissan Business Advantage Program.

Information about Pre-Paid Maintenance Plans for Nissan Business Advantage Customers must be present on a Business Advantage landing page.
Incentives/Offers for the Business Advantage program must be located on the landing page or be one click away.

Business & Fleet Inventory must be included on your dealership website and be either linked to or embedded on the Business Advantages landing page.
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Website Experience | Nissan Business Advantage

Roadside Assistance, Priority
Service, and Pre-Paid Maintenance
NISSAN BUSINESS ADVANTAGE |nf0rmat|0n InC|Uded

A Dusness velicie wilh e NISSAN BUSINESS ADVANTAGE program Yom Bander Nasan in Coels I COMPANY'S DONOM INE — S5ve More. Soe e NISSY
Sre-up of new CArS. ITUcks, vans %, W CIORSOVII

Brciec Masan 20

NEW USED PRE-OWNED

NissAaN Bender Nissan

SUvV

S AN NO MATTER THE SIZE,
NO MATTER THE PLACE,
RO MATTER THE JOR,

NISSAN HAS A VEHICLE THAT'S THE
PERFECT FIT FOR YOUR BUSINESS.

Program Benefits
NISSAN BUSINESS ADVANTABE

Between commercial leasing Incentives and service ptans exiending long after purchase, NISSAN BUSINESS ADVANTABE is a commitment
to your business from before the point of purc 1o the end of your business vehicles journey, Below are benefits that you wili enjoy as a
Bender Nissan customer

QUALITY VEHICLE LINE-UP ROADSIDE ASSISTANCE COURTESY DELIVERY

aith the Nssan Business Keep your business off of the side knes with We deltver your vehicies and fieet amywhere in the

All body siyles, al way:

Advantage gamn 2t ne-up of vehicles COMprenanse 103ds02 3s ance Incluging tnp US| s¢ you gon't have 1o worry

ready 10 work hard 1or Your business mienuption rembursement on Some mocels

FIRST-BAY SERVICE CENTRALIZED BILLING SHIP-THROUGH

Skip the Ines with fest. baydrsiiecnnician poonty

Vehicles for Business Use

Ns3an affers a ship-tyu program on vehickes
US ang Maxico Th
‘Nssan Ship Trvowgh Fee

¥ dripdaved on the Monroney

sefvice al pamicipating Business Cenifed Dealers procusad In tr

& minimurr

Easing prograr
33les. mamne

window sacker on e vehicle

Nissan Business Advantag e |Og 0 PRE-PAID MAINTENANCE COMMERGIAL UPEIT ALLOWANCE COMMERCIAL SALES TEAMS

Fran ahesd with & vanety of scslabie pre.pad

included on landing page.

you aill woek with &
s of 11 and
% with a Regional Feet

ICE IENE. With Rexibilty to acoammogdate

managemeant equipment on NKCks and vans
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Website Experience | Business Advantage

Upfits and Your Job

Bectrican
Paumber
« Comractor

Upfits & Accessories

Upfit to Work Better and Smartar

AN UDTE 5 A 3€1 0f velCl? 3CCRSS0Nes Of BUQMEentations 20T an extsing vehidke that are customized 1 the worker's
needs. Uptts can mclude shehing (ool units, cocling unts. hangars. and more, Upfied vehicles are designed with
eMoency and sase 0 ming,. and can alow workers Ja bring that exira edge on the read and % the job ste

Customize your fiest with unique uphit S0IUBONS aNd ACCESS0NSS 10 help your vehicls work better and smarter
tor you. Some jobs or vocations nd themsehes o uphls more han others. o you work in real estate then an uptt
mughe not sull your needs o the Same way thal il wouki ihess yocabons

NISSAN
BUSINESS
ADVANTAGE

FLEETAL 2.0 PROGRAM
MYYEAR 2022 OFFERS

Flaatall Azcount Managar Program

TTAN

Whether you'Te Buyng o lessing & SMALL FLEET (1 % 10 veescios) of 8 LARGE FLEET (11 o more vehicias) you wil Aind the NISSAN
BUSINE $$ ADVANTAGE progeam from Bendes Nissan in Clovis, NM 10 be e night I for your business So, wihion NISSAN we you going %

et r your buaness 7 Cick for satalis

EETAL 20F SRAM

MYYEAR 2022 OFFERS

Fleetail Account Manager Program

$35 OFF MSRP MOUEL MAKE  YEAR INFO
SE000 gigmy ARMADA NISIAN M7
$2,150 gipy TITAN NISSAN 2022
$4,000 & ROGUE NISSAN 2022 Expras 12302032 23558

HVAC Specallst J
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Car Wrappin

Eye catching designs 4
your business around
corporate) will help wit

Business Fin
Line of Credit, L
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Nexitie fnancing and 23asng

“T—

Nissan Phase 3
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D
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0 Uy Dot
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s STRTR70
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NEW USED PREOWNED
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Flowmd Vet t Smpons Iy
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Mook .y
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rnd Tt e entat 14y ST

BOOY KTYLN

ROGUE

AUTO SERVICR = SPORT

MAXMA NISSAN

ALTIMA NISSAN
LEAF NISSAN
NISSAN
NISSAN
NISSAN

VERSA

NISSAN

PATHFINDER NISSAN

BExpies 12312022 22 53

NISSAN Epres 12042022 2Y5%

RON2022 2353

12950022 2359

1312022 23 53

12012032 2558

123000222358

Tom KC CC Expras 12920221358

Upfit information, incentives, and
inventory are all included on
landing page.
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Website Experience | Mobile Optimization

Mobile Optimization ®

Specials Optimized for Mobile 171
VDP Optimized for Mobile 171
Homeéage Optimized for Mobile 171
9/9 Conversion Tools Optimized for Mobile 2/2
Digital Retailing Optimized for Mobile 2/2
Mobile: Click to Nav 1/1

1 /"‘ 1

Mobile: Click to Call

* The average shopper spends 33% of
their research time on a mobile device.

* 63% of consumers say they use their
smartphones to compare prices while
car shopping.*

*  53% use their smartphone to research
car models and specs.*

*  40% use their smartphone to find
dealership locations.*

*“52 Surprising Dealership Statistics for 2022”. JW Surety Bonds.
https://www.jwsuretybonds.com/blog/car-dealership-statistics

In the Mobile Optimization category, we will check all of the items in the categories listed on your mobile site to make sure that they are
optimized for mobile. For instance, when checking Conversion Tools Optimized for Mobile, we will check all items in the Conversion Tools
category on your mobile site to make sure that they are working and optimized. Note that we do not look for any items that are missing from
your desktop site in this category. If any items are missing from your desktop site, we ignore them when checking your mobile site.

Also in this category, we look for a functioning Click to Nav and Click to Call feature on your mobile site. A Click to Nav feature should allow
a user to view directions to your dealership with the click of a maps or directions link, and the Click to Call feature should allow a user to place

a call to your dealership by clicking on a phone icon or number.

Nissan Phase 3
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Website Experience | Mobile Optimization

< Q Michael Jordan Nissan

3930 Durham-Chape! Hill Blvd )
Al 8- %1 g £ 4
/~ O\ 5
NISSAN CHAEL JORDAN NISSAN |
o TEAM (B3) a

(W Q ~

CALL HOURS & MAP SERVICE

WELCOME TO

MICHAEL JORDAN
ANISISYANN

Michae! ST Ty —
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Navigating the Digital 360 Dashboard




Website Experience | Overview

Digital Evaluation Website Experience

/7~ \. 3 Birds Beach Nissan | Period Ending February 2022
NISSAN

Dealer Code

4 O / 4 O Regional Average

Dealership's previous Score. NIA

(+ 212 Bonus) 3 Birds Sconng Test Group previous Score. NIA

Your Overall Score @

Website Vendor Website Vendor

Page Speed Index e

+ 1 Bonus

Website Experience score, bonus

points, website vendor, national,
and regional averages all included
in quadrant header.

Desktop: Web Vitals e

v

NS

Quadrant score is broken
down into each individual
category and item scored.
A O indicates that a non-
scored item passed
criteria.

Nissan Phase 3
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Website Experience | Overview

Informational tool tips are provided for
each category that will surface a help
panel describing the criteria used to
evaluate.

Links to test results are included for both the Page Speed and
Web Vitals categories.

Conversion Tools e

4/5

Nissan Phase 3

~ ]

Page Speed Index o

Desktop: 6 seconds 1M
2 / 2 Mobile: 6 seconds 1M
Bonus: Mobile < 3 Sec 1M

+ 1 Bonus

In Website Experience,
screenshots are

Trade-In Evaluator

captured of both

Payment Calculator

passing and failing
items.

Credit/Finance Application 1M1

Service Scheduler
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Support




‘ Need Help? oo oy

3 Birds Academy
3 Birds Academy, an on-demand training resource, is
available to every store as a part of the program. Dealers can —r
use this resource to learn how to navigate the backend 3 Birds Academy is Here to Help
SyStemS Of eaCh Of the reputatlon and reVIeW SlteS Wlth HOW_ 3 o Ve e 3 Birds Academy is an on-demand training resource for dealers. Dealers can use this resource to learn how to

navigate the backend systems of different reputation and review sites (like Yelp) with How To manuals as well

To man UaIS as We” as beSt praCti ce g u Id e I | nes for refe rence. as best practice guidelines for reference. 3 Birds Academy also contains guides for creating, optimizing, and
. . . managing a presence on the most popular social media platforms (like Twitter and Facebook). Finally, dealers
A link to Academy IS prowded on the Next Ste ps page. can find guides on 3 Birds Academy for how to fix the specific action items provided on the Next Steps page of

the report.

Navigafe to

CO nvers l on Website Experience | Conversion Tools
TOO | S | Comvarsion Toolks

Ftun Coperes | Cormareas Toxs

Help Panels
Help Panels are provided throughout the Dashboard and give a brief
explanation of how we are evaluating each item. Look out for the
informational icons next to specific items and the “?” in the upper
right-hand corner of the Dashboard!

Th0 Capbat Hetaing SO D6 Fiese J Crier hich Doss SO0 MK 2 560000 Gatogeies - Sonversion Toots 010 & new Dge Roteleg casgory Wk the tw
o - GO es 0K o Sereun A The NN M COmmaritn) Tooks abuws A Lhenh L Hecon et £ ey v ds0u] sopariely Y0m o Do Rebadsg sbitarm
- Hweane thevy W M

s “  ALve Chat oo mos ¢

The Digital Retailing frem the Ph e e o
e = A Trade In Exatuater >t e v Welndp »

2 Criteria has been spliit into 2 . LESRE e 03 i Baawhc Avtasn
Pwyrrere Cabadptn

+ AC st b
Ofwerwns 1 reapd De amlackied W1 recaas credd

“ A Service Scheckuler muant de proment! Ireder SecAos Newpean | e Sorrrs sl 0ot receees craadd s The 1000 mas! be By resraciive and emteedad

U Seaanto wetets

Ll T T o L s L I O (L P e S e ]

WO CTOOM DOF A PEust Inonads rado B 500 Mlanases
Hawng @ Dagdel Retang ol Wit v i reds beag swerted fo o

1 the danlorabig welbntin Win Wit aow e Saml %5 bnk oF e o £10 desbendug webndts I nof secere bt

separate categories — Conversio
Tools and a new Digital Retailing
category. While the two categorig
look at similar items, the criteria

B ¢
wisae Prase ) - sovomn O

Conversion Tools allows for itemd
receive credit if they are included
separately from a Digital Retailing

platform. However, they will also
receive credit if included as part of a
DR tool

For any questions that aren’t answered in these resources, you can
reach out to our Help Desk at NRMSupport@jdpa.com!




Resources

U

GUIDE

Program Guide Frequently Asked Questions
In-depth guide outlining all Compilation of the questions most asked
DDE criteria by the dealer network

Helpful Academy Articles for Website Experience —

+ “Why Page Speed Matters for Your Dealership Website”
https://admin.3birdsmarketing.com/Academy/Article/website-page-speed

« “Everything You Need to Know About Core Web Vitals”
https://admin.3birdsmarketing.com/Academy/Article/core-web-vitals-digital-eval

Sources throughout:
“Cox Automotive Car Buyer Journey Study: Pandemic Edition”. Cox Automotive. https://www.coxautoinc.com/wp-content/uploads/2021/02/Cox-Automotive-Car-Buyer-Journey-Study-Pandemic-Edition-Summary.pdf
“2019 Car Buyer Journey Study”. Cox Automotive. https://www.coxautoinc.com/learning-center/2019-car-buyer-journey-study/
“52 Surprising Dealership Statistics for 2022”. JW Surety Bonds. https://www.jwsuretybonds.com/blog/car-dealership-statistics
“Digital Marketing Stats Every Auto Dealer Should Know”. Maritz Motivation. https://blog.maritzmotivation.com/digital-marketing-auto-dealer-stats
Zaremba, Thomais. “The auto dealer’s guide to navigating today’s digital landscape”. Think With Google. https://www.thinkwithgoogle.com/future-of-marketing/digital-transformation/auto-dealer-guide/
Wyld, Patrick. “The Definitive Guide to Automotive Digital Retailing: Secret Tips, Checklists & Steps to Implement”. AutoFi. https://www.autofi.com/blog/automotive-digital-retailing/
“Telling Your Value Story Through Photos”. Cox Automotive. https://www.coxautoinc.com/learning-center/telling-your-value-story-through-photos/



https://dealer360.nnanet.com/resources/files/6567483/
https://dealer360.nnanet.com/resources/files/6567482/
https://admin.3birdsmarketing.com/Academy/Article/website-page-speed
https://admin.3birdsmarketing.com/Academy/Article/core-web-vitals-digital-eval
https://www.coxautoinc.com/wp-content/uploads/2021/02/Cox-Automotive-Car-Buyer-Journey-Study-Pandemic-Edition-Summary.pdf
https://www.coxautoinc.com/learning-center/2019-car-buyer-journey-study/
https://www.jwsuretybonds.com/blog/car-dealership-statistics
https://www.jwsuretybonds.com/blog/car-dealership-statistics
https://blog.maritzmotivation.com/digital-marketing-auto-dealer-stats
https://www.thinkwithgoogle.com/future-of-marketing/digital-transformation/auto-dealer-guide/
https://www.autofi.com/blog/automotive-digital-retailing/
https://www.coxautoinc.com/learning-center/telling-your-value-story-through-photos/

Evaluations Schedule




Evaluations Timeline

/7 \

NISSAN

/.

Evaluations Data Collection starts 6 weeks prior to delivery —
« Weeks 1-4: Manual and Automated Data Collection
« Weeks 5-6: Q.A. of Evaluation Data

Evaluations Delivery Months —
« April

* August

« December

Note: Any changes that you want to see on YO U R LATE ST D D E

the next round of evaluations should be N W L I \/ E
made at least 6 weeks prior to delivery.
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Webinar Series




DDE | Webinar Series

Search Engine Results Page (SERP) | March 16 at 2:00 PM EST | Reqgister Now

In this session, we will walk through the criteria of the Search Engine Results Page (SERP) section, which measures a dealership’s
presence and position in Organic SERP taking into account the dealer website, social media channels, reputation sites and other
favorable media. It also evaluates the dealership's positioning in brand-specific keyword searches and determines the relevancy of
dealership-specific results.
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Questions?




