
Embrace a New Era of
Customer Engagement
During the Pandemic



Changing Consumer Behavior

Combine this worry with the fact that 75% of consumers shop online at least once a month, and it’s easy to see why so 
many retail businesses are in such a precarious position right now.

It’s no secret that the COVID-19 pandemic has drastically 
changed the way businesses interact with customers. 

For example, according to a survey by McKinsey & 
Company, 73% of consumers are not comfortable with 
going back to “regular” out-of-home activities since they 
are waiting for assurances from both the government and 
medical authorities that it is safe to do so.

https://www.statista.com/statistics/664770/online-shopping-frequency-worldwide/
https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/survey-us-consumer-sentiment-during-the-coronavirus-crisis


Of course, none of this means that you can’t make this situation work in your favor – because you 
absolutely can. In this guide, we’ll go over some of the tactics you can use to help your business thrive
during the pandemic.



1. Provide In-Store Safety to Customers

Given that customers are the source of your income, consider 
how you can make them feel at ease at your dealership. 
First and foremost, you should know and abide by all relevant 
area and government rules for operating during the pandemic.

Secondly, be sure to implement store policies for cleaning 
and sanitation, such as:

• Limiting the number of people allowed in the store
• Requiring face masks and/or providing masks for in-store 

use
• Encouraging hand sanitizer use at the entrance and exit
• Installing plexiglass dividers and floor decals for social 

distancing

Tip: If you want to be extra careful, you 
should consider measures like 
temperature checking and/or verbal 
health checklists for customers.



2. Fully Commit to a Digital Storefront

In the ideal world, your physical and digital storefronts 
should operate as one. So, if you already have a well-
designed website, you’ve made the first (and arguably the 
biggest) step. If it happens to display accurate information 
on all your products and brands, you’re even closer to that 
goal.

This is important because, according to ThinkwithGoogle, 
about 63% of shopping occasions start online, so if you 
don’t have a website, you may be missing out on a huge 
portion of potential buyers.

Once you have the basics in place, explore the next few 
sections on what to do next.

https://www.oberlo.ca/blog/online-shopping-statistics


a. List your inventory online with Google 
Shopping

Consider listing your inventory with Google Shopping –
in addition to including it on your website.

With Google Local Inventory Ads (LIAs), you can 
display your local inventory at the exact moment 
someone in your geographical area searches for the 
relevant product. Once they find it, they can click on the 
ad to end up on your dealership’s product page where 
they can view your stock levels, current offers, location 
and hours of operation.

https://support.google.com/merchants/answer/3057972?hl=en


The biggest obstacle here is the fact that your 
website may not have the most up-to-date 
inventory information. 

In this case, your best bet is to implement a 
dealership management system that either 
streamlines or completely automates the 
process. So, definitely make sure your system 
can do that (we are biased toward IDS Astra, 
but it’s your choice in the end!).

By putting your inventory details online, you 
can increase both your online presence and in-
store foot traffic.

https://www.ids-astra.com/rv/


b. Leverage online reviews 

Here’s a fun fact: according to BrightLocal, 82% of 
consumers read online reviews for local businesses, 
including 93% of people aged 35 to 54.

Furthermore, a positive reputation online can get more 
customers to trust your business, convert more searchers 
into leads and boost your local search rankings.

So, if online reviews (on Google, Facebook, etc.) don’t paint 
a good picture of your dealership, then it’s time to inject 
some positivity into them. Here’s where you can start:

https://www.brightlocal.com/resources/online-reviews-statistics-2020/
https://www.brightlocal.com/research/online-reputation-management-survey/


Respond to all reviews (especially the negative ones).

If you have several negative reviews that appear to be at the forefront, don’t shy away from 
responding to them. Try your best to address the issues the reviewer may have had with you, 
or at the very least, apologize for inconveniencing them and try to make it up to them.

Don’t neglect positive reviews either. Thank those customers for the kind words and 
encourage them to come back. This will also inspire other people to leave a review for you 
since they know it will be read.

Responding to consumer reviews shows that you really do care about the opinions of your customers, 

which creates a positive impression of your business overall. 



Invite shoppers to leave (positive) reviews.

Many customers – happy or otherwise – won’t leave a review, so it’s a good idea to 
encourage them to do so. One of the best ways to incentivize a review is by offering a reward 
for doing so, such as:

• A discount on your products
• Coupons that can only be redeemed at your dealership
• A chance to win a prize in a contest

Tip: Be aware that not all review platforms (e.g. Yelp) condone review incentives, so be careful!



c. Get social

Do you use social media? It doesn’t matter, because nearly 
50% of the world's population does. Furthermore, in 2019, 
90.4% of Millennials, 77.5% of Gen Xers and 48.2% of Baby 
Boomers were active social media users, according to 
Emarketer. So, if you’re not out there yet, you better get 
started!

The best way to engage an audience on social media 
platforms like Facebook, Twitter, Instagram and 
YouTube is by posting good content at regular intervals. 
Determine which platforms resonate with your customer 
base the most and prioritize them over the rest of them.

https://www.statista.com/statistics/278414/number-of-worldwide-social-network-users/
https://www.emarketer.com/chart/226029/us-social-media-users-by-generation-2019-of-population


Here are some content ideas:

• Attractive images or videos of your 
products or dealership

• Limited time offers or promos that will 
drive 
in-store traffic

• Contests that incentivize to perform a 
specific action (e.g. follow your account)



3. Reach Customers Where They Are

Be sure to stay in touch with your old and new customers 
via emails and texts. We strongly advise that you use both 
to communicate with your customers, since according to 
this 2019 Email Benchmark Study by SendGrid, the 
preference for one or the other can differ greatly by 
generation.

In a well-rounded communication strategy, texts and 
emails can complement each other because each of them 
has their own strengths. We’ll go over some of them in the 
following sections.

https://sendgrid.com/marketing/2019-benchmark-study/


a. Emails

Email communication in business has been around for years, and with good reason. Emails are easy to 
send, and most people have access to an email account (across multiple devices).

Here are some reasons why emails still work:

They can be lengthy.

If you have to relay a complex message that covers everything, emails are the go-to method because they 
afford you the space. Though short-form emails usually yield better results, especially in marketing, 
sometimes a long email is a necessity to make a clear point.



You can send attachments.

Whether it’s an invoice or a work order, you can attach any document to an email. Yes, you can send 
pictures or screenshots of your documents through text, but an email is easier in this case because 
attachments take less time. Emails also leave a clear paper trail due to not being as disposable as texts.

You can contact more than one person.

Sending mass emails is easier than ever these days thanks to the abundance of affordable marketing 
automation platforms. Even if you don’t have such a platform, you can still use the old “bcc” function to send 
the email to multiple individuals without them knowing it (though we don’t advise it!).



b. Texts

Texting isn’t nearly as widespread in business as emailing, but its usage has certainly grown over the years. 
Here are some reasons why texting is a great companion to your emails:

They feel high-priority.

An email rarely feels as urgent as a text. When a smartphone vibrates or rings in the consumer’s pocket, 
they have a high likelihood of at least seeing the message. This in turn increases their likelihood of response. 
According to Zipwhip, 74% of consumers reported zero unread messages at a given time, while only 17% 
said the same for emails.

This makes texts particularly useful for urgent messages like notifications, alerts, reminders and 
confirmations.

https://www.zipwhip.com/state-of-texting/


They are short.

While emails can be short, texts are even shorter due to character limitations. This results in clearer 
messages that get to the point faster. In fact, one glance can be all it takes. So, if you want your audience to 
click on something, a text message will get them there faster than an email.

They are conversational.

Emails have been struggling to feel conversational for a long time. Texts on the other hand have no such 
problem – primarily because that’s their whole purpose. This gives you a license to write your messages in 
a very casual manner and even include things like emojis and internet slang (e.g. “LOL”). 

This immediately puts your audience at ease and invites them to respond to you.



Final Word

The pandemic has demonstrated how important it is for 
businesses to think on their feet and multiple steps 
ahead. What we’ve shown in this guide is only a fraction 
of what your business can achieve today with everything 
that’s available.

So, if you want to thrive during this pandemic or any 
other unfavorable time, we strongly urge you to keep 
your eyes peeled for new solutions and technologies, 
and make sure you have the capability to adapt quickly 
and effectively.
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