
How to Create a 
360°Customer Experience 
At Your Dealership to
Drive Repeat Business



Do these challenges sound familiar to you? 

No matter how organized and capable your team is, negative customer experiences happen. If your team is swamped, those 
negative experiences can be demoralizing. 

Let’s talk about how we can turn those common negative customer experiences into positive customer 
experiences. 

But first, we need to take a closer look at what “customer experience” means in today’s market. 

• Your customer is upset that no one can tell them when their unit 
will be ready

• Your customer claims that they did not authorize work on their unit
• Your service advisors are frustrated, overwhelmed, and burnt out
• You are constantly recruiting and retraining service advisors 

because they turn over every two years
• The GM or owner (which may very well be you) regularly need s to 

get involved in escalations 



The New Dealership Customer Experience

You’ve probably heard this over and over by now: technology is changing how customers interact with brands. 

That’s certainly true. 

But customers want the same things they always have—consistent, reliable service. The same things that have kept 
customers coming to your dealership over the last five, ten, fifty years. 

Here’s what’s changing: dealership “customer service” as we have always known it won’t get you as far anymore. 
Now, the businesses that get ahead are the ones that deliver on a full “customer experience”. 

Now, “customer experience” might sound like a buzzword. But it’s a real thing that can have a big impact on your business. 

In fact, according to PWC, 86% of buyers are willing to pay more for a great customer experience. 

So, what exactly do we mean when we say, “customer experience”?

https://www.pwc.com/us/en/advisory-services/publications/consumer-intelligence-series/pwc-consumer-intelligence-series-customer-experience.pdf


Customer Service vs. Customer Experience

What’s the difference? It’s more than just semantics. 

Customer Service is how your dealership assists customers. 
It’s a set of tactics for how to take care of your customers. 

Customer service includes classic tactics like:

• Smiling when you’re talking into the phone, so it comes across 
to your customer 

• Starting your emails with “Hello <Customer Name>” instead of 
a generic greeting

• Believing the customer is always right

Those tactics are still important. After all, they’re classics for a reason. But they don’t solve the root challenges that dealers 
face that can cause a poor customer experience. 



Customer Experience is your customers’ interactions with your brand, throughout the entire 
customer journey. It should be foundational to your dealership, connecting every department and 
guiding how your team communicates with customers. 

1. Customer experience starts the second they see your billboard ad, website, or social media posts. They see your team’s 

smiling faces in those ads and a happy customer picking up the keys to their RV and they think, now that looks like a 

friendly place that will take care of me. 

2. When they come to your dealership, they’re met with the same smiling faces they saw in your marketing campaigns. 

3. That good feeling is reinforced by your team’s transparent communications with them throughout the service process. 

They feel their needs are being met and at no point did they have to wonder what was going on with their unit. 

4. When they leave, they share their positive experience with other people online, leaving Google and Facebook reviews.  

5. Most importantly, they come back to your dealership again. They may even bring their friends with them. 

Customer experience is a continuous loop, turning first-time customers into repeat customers, and repeat customers into 
brand advocates. 



Customer Experience Throughout the Entire 
Customer Journey
You may already be familiar with the 5 stages of the buyer journey: 

This is a commonly used marketing framework for understanding how customers interact with your brand. 

Creating a great customer experience means creating touchpoints of communication with your customers at all stages of the buyer journey, setting 
benchmarks, and continually evaluating your team’s performance against those benchmarks.  

But at this point, you are probably thinking: my team is busy enough as it is. How am I supposed to maintain such a high level of communication without 
totally burning my team out? 

Your team is awesome, but they’re still human. 

1.1. Awareness 2. Consideration 3. Purchase 4. Retention 3. Advocacy



But by using a Customer Relationship Management (CRM) 
tool, you can equip your team with the ability to maintain 
ongoing, personalized communication with prospects and 
customers—without burning out. You will also be able to track 
results, identify bottlenecks, and improve the overall experience 
at your dealership. 

Let’s walk through each stage of the customer journey and 
identify how you can create these touchpoints. 



How to Create a 360° Customer Experience 
at Your Dealership

These days, customers don’t just want great customer service - they want a full customer experience.

Creating a complete customer experience means creating communication touchpoints with your customers throughout 
their entire journey with your dealership from the first ad they see, to their first visit, to their repeat visits and beyond. Not 

only that, but it also means continuously evaluating your team’s performance against industry benchmarks!

Step 1:
AWARENESS

Your website is up to date
Your social media accounts are active
Run TV and radio ads
Run targeted social media ads
Run retargeting ads to customers who 
have visited your site

Step 2:
CONSIDERATION

Automate rotating lead assignment to 
different sales reps so no leads fall 
through the cracks
Use your CRM to identify sales 
opportunities, even during off-season
Your Google business page has recent 
online reviews 
Set automated unit-matching alerts for 
when you get a unit that a customer is 
looking for

Send an NPS survey to customers 
directly aster a sale or work order has 
been completed
Send automated messages  asking 
happy customers to refer friends and 
family
Organize sponsored events to build a 
community around your business
Send automated, personalized birthday 
greetings to customers by email or 
direct mail 

Communicate pick-up date 
expectations to customers
Notify customers when parts have 
been ordered
Notify customers when work on their 
unit has started
Notify customers when their unit is 
ready for pick-up
Enable customers to submit 
e-signatures for work order approval
& invoices

Send a post-sale follow-up email to customers asking them to leave a review online
Send your team a post-sale/service appreciation message to boost team morale 
Send automated appointment reminder emails and text messages to customers
Set up missed opportunity notifications on your DMS (ex. when a customer bought a unit but 
didn’t come back for service)

Step 3:
PURCHASE

Step 4:
RETENTION

Step 5:
ADVOCACY



This is the discovery stage, where prospects 
first interact with your brand. At this point, a 
prospect may have come across an ad you’re 
running or have heard about your dealership 
from a friend.  

At this stage, you should focus on 
communicating what your business does and 
what customers can expect from you. The 
important thing to keep in mind here is that 
the story you bring to market should be 
reflected in the genuine customer experience 
your team provides. Whatever promises you 
make, you need to deliver on—otherwise, you 
can end up with customer expectations not 
being met. 

Stage 1: 

Awareness



Awareness Stage Communication Touchpoints

Website: In many cases, your website will be a potential customer’s first encounter with your business. That’s why it’s important for 
your website to have up-to-date information. Not only that, but your website should also clearly communicate your dealership’s story. 
Why should customers come to you, instead of the guy down the street? 

TV and Radio Ads: TV and radio ads are still a great way to pull in new customers. The key here is to not just focus on prices - that’s a 
race to the bottom. Instead, use your ads to paint a picture of the lifestyle someone could have if they bought a unit from you.

Social Media Ads: One of the best ways to get in front of the right people is to create targeted ad campaigns on Facebook or Google. 
You can serve the right customers ads at the right time in their customer journey while tracking the effectiveness of your ads. 

Retargeting Ads: Retargeting campaigns remind your website visitors about your products and services after they leave your site 
without purchasing anything. When they visit other websites, they will see ads for the products they looked at on your site. Keep in 
mind that retargeting ads should be used sparingly, or website visitors may think you’re coming on too strong. 



At this stage, prospects are debating the 
options out there. They’re comparing prices, 
reviews, and other decision-making factors.  

Your dealership’s presence online plays a big 
role here. If you have information readily 
available to show that you’re the best choice 
out there, you can give yourself a big edge 
over competition that may not have as strong 
an online presence. 

Stage 2: 

Consideration



Consideration Stage Communication Touchpoints

Lead Assignment: To ensure that no leads fall through the cracks, someone on your sales team must be accountable for those leads. 
With a CRM, you can rotate lead assignment to different sales reps, to prevent an individuals from being overburdened. 

Sales Opportunity Creation: Right now, the RV, marine and trailer markets are very hot. But once the market cools down again, 
you’re going to want to have a list of prospects who haven’t purchased from you to draw on. With a CRM, you can easily maintain a 
database of prospects with detailed histories of your team’s communications with them. 

Automated Personalized Emails: Manually writing up personalized emails for each lead is time-consuming. But you can speed up 
the process significantly, without sacrificing quality, by creating email templates for different scenarios. Then, you can personalize the 
emails with your sales reps’ pictures and signatures. 

Online Reviews: According to Bizrate Insights, 56% of consumers read at least four online reviews before buying a product. Not only 
that, but Millennials have a greater tendency to research a business online before making their decision to buy. With that in mind, it 
makes sense to ensure that you have some stellar reviews posted on your Google Business and Facebook pages. 

Alerts for Unit Matching: Get a notification when you get a unit that a customer is looking for or has expressed interest in



At this stage, prospects are debating the 
options out there. They’re comparing prices, 
reviews, and other decision-making factors.  

Your dealership’s presence online plays a big 
role here. If you have information readily 
available to show that you’re the best choice 
out there, you can give yourself a big edge 
over competition that may not have as strong 
an online presence. 

Stage 3: 

Purchase



Purchase Stage Communication Touchpoints

Communicate Pick-Up Date Expectations: To the best of your ability, give customers a realistic service timeline. By tracking repair 
event cycle time (RECT) data in your dealership management system, you will be able to gain a clearer picture of how long service at 
your department typically takes. 

Parts Order Status Notification: Set up automated email and text notifications to let customers know when parts have been ordered 
for their unit. 

Work Commencement Notification: Set up automated email and text notifications to let customers know when work has begun on 
their unit. 

Unit Pick-Up Notification: Set up automated email and text notifications to let customers know when their unit is ready for pick-up. 

E-signatures: Speed up work order approval and payment processes by enabling customers to receive documents via email, so they 
can sign and return them to you without needing to step foot in your dealership.



Your relationship with customer shouldn’t end 
once they walk out the door. Now, you can 
keep them coming back by nurturing your 
relationship with them. Maintaining regular 
communication with your customers is 
essential to creating the foundation for their 
loyalty.  

But this is where the new customer experience 
looks a little different than it used to. These 
days, many customers (particularly Millennials 
and Gen Z’s) would prefer to receive email or 
text communication, rather than a phone call. 
But this can work in your dealership’s favor—
because emails and texts are easy to 
automate. 

Stage 4

Retention / 
Ongoing Service



Retention Stage Communication Touchpoints

Post-Sale Follow-Up/Review: Directly after a customer leaves your dealership, show them your appreciation by sending a thank you 
email or text message. This is also an opportunity to invite them to leave an online review. You can set a trigger for the message based 
on the unit delivery date tracked in your CRM. We’ve been hearing from Service Advisors that texting is dramatically reducing the time 
they spend on follow-ups.

Appointment Management: Show customers that you have their best interests in mind by helping them stay on top of when their unit 
needs servicing. Schedule reminder emails or text messages to go out periodically, based on when their last service appointment was. 

Missed Opportunity Notifications: If a customer bought a unit but didn’t come back for service, that’s an opportunity for you to turn 
that one-time customer into a repeat customer. You can set up notifications in a CRM to help you stay on top of them. 

Post-Sales/Service Appreciation: Don’t forget about keeping your team motivated. When your team is happy, it’s reflected in the 
customer service they provide. Set up internal messages showing appreciation for your sales and service team after a customer walks 
out happy—gestures like that can really boost team morale. 



If you have created a positive customer 
experience at all four previous stages of the 
journey, then you should have no problem 
turning customers into advocates of your 
business. To capitalize on a customer’s happy 
experience, set up communications directly 
following the sale, and onward into the future.  

Stage 5

Advocacy



Advocacy Stage Communication Touchpoints

NPS Survey Request: Immediately after a sale or work order has been completed, get a snapshot of how your customer is feeling. 
Send them a short survey using email or text message. Ask them, How likely are they to recommend you to their friends or family?
This can help you gage their experience at your dealership and identify areas where the experience could be improved. 

Referral Messages: One major benefit of tracking your customers using a CRM is that you can identify which of your customers are 
happiest. Then, you can send them a message thanking them for their business and asking them to recommend your dealership to 
their friends and family. 

Sponsored Events: Events like campouts are a great way to bring enthusiastic fans of your business together. When you build a 
community around your business, you can nurture genuine customer loyalty. 

Birthday Greetings: We all like to feel appreciated. One way to make customers feel like part of your dealership family is to send 
them a birthday greeting to their email inbox, or even by good old-fashioned mail. Storing customer details like their birthday in your 
CRM will make staying on top of periodic communications manageable. 



Customer Experience Metrics to Track at Your 
Dealership
How do you know that you have created a positive and robust customer experience at your dealership? One, customers tell 
you. Two, you measure it. 

Customer satisfaction (CSAT): CSAT is a standard metric that every business should track. For one, you can gage customer satisfaction using 
surveys that ask customers to rate their experience. But you can also track more implicit metrics like product review ratings, timeliness of delivery 
statistics, or mystery shopping scores.

Operations efficiency: Knowing how efficient your team is will help you know if you are delivering on the promises you make to customers. These 
metrics include RECT, response times, and productivity/utilization rates.

Customer loyalty: These metrics help you track how likely a customer is to return. This can include average tenure, purchase frequency, loyalty
program participation, average order size, repeat orders, and return rates.

Customer advocacy: These metrics help you identify the likelihood of a customer recommending your business to others. This includes price 
sensitivity, sentiment scores on social media, trust ratings, and event participation.

Employee engagement: Customer experience starts from the inside-out. Conducting internal surveys to measure employee engagement will help 
you understand how happy your team is, their stress levels, and if they feel they get enough support. 



Track Your Customers at all Stages of their 
Journey at Your Dealership
Now, we’ve mentioned using a CRM many times throughout this guide. But here’s the catch - to create a 360-degree customer experience, using a 
CRM separately from your other systems won’t be enough. 
To create a full customer experience loop, you need to make sure that your entire team is aligned and communicating, across every department. That’s 
where an integrated CRM system comes in. 

IDS is a fully integrated dealership management system that enables you to create a seamless flow of information between all departments of your 
dealership—from sales, to service, to accounting. With IDS CRM and IDS ServiceCRM, you can maintain detailed customer records, automate 
customer communications, and keep your entire team in the loop and accountable. 

Ready to learn more about 
IDS CRM?

Visit here: 
www.ids-astra.com/ids-crm

Want to learn more about
IDS ServiceCRM?

Visit here: 
www.ids-astra.com/service360
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