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You Will Learn:

ع  How modern consumers are engaging during 
Service transactions. How customers are connecting 
and consuming information, with insights into the 
optimal timing and duration of communications.

ع  What 7 million videos have taught researchers 
about customer engagement. Why video 
communication can transform the customer 
experience (CX) while simultaneously 
growing revenue. How advances in 
technology are creating the more powerful 
solutions for customer engagement.

ع  How trust is born from video transparency, and the 
positive effect it has on CX. What “At Your Leisure” 
communication means, and how dealers are 
utilizing it to adjust to the customer’s preferences.

ع  How videos are personalizing the digital experience 
at dealerships and impacting customers both on-
site and remotely.

ع  What you can do to improve the communication 
chain between departments and customers. 

ع  Why improving CX leads to more confident 
decisions, faster approval time, and higher Net 
Promoter Scores (NPS). How this results in greater 
profits and higher margins.

ع  How certain OEMs and dealers are emerging as the 
leaders, and how they are measuring their success.

ع  How to deliver a strong ROI on your video strategies.

Introduction: Key Takeaways
This report will explain early learnings into why video communication 

is transforming the customer experience and driving revenue. It will 

also share the most basic data being tracked and the insights that are 

affecting the automotive industry.



How Video is Changing  
the Service Business
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Improving on Old Ways to Communicate

Video communication for Service businesses started 
with the simple goal of enabling customers to see and 
understand a service or product they wanted to buy.

When mobile devices started to appear, video 
communication could be delivered easily by email 
or texts, as files or links to YouTube. These methods, 
however, were cumbersome, slow and pixelated.  
Soon after, companies like Zoom, Microsoft and 
Google created live meetups, while Apple had 
Facetime; and all had a nominal presence in daily life. 

But with the pandemic came a dramatic shift, 
accelerating the use of video across the board. 
Now everyone consumes information by video. And 
consumers outside the automotive industry have grown 
to depend on video tools to help them make informed 
purchasing decisions. The future of Service depends on 
delivering these tools better and more effectively.

“Don’t change the way you do business. Change the way you communicate!”
Joe Shaker, Owner of Shaker Auto Group and CEO of TruVideo

Over the last 25 years, businesses have seen data and analytics measure engagement, 
sentiment and conversion on websites and social media. And right now, we are seeing 
history repeat itself — but much lower down the purchase funnel, through video and text 
communication. These are not mere visitors to a website or followers on social media; they 
are the most valuable customers: the ones closest to a transaction. 

These are Service customers, and we know their names, mobile numbers and emails. 
Within the next five years, we believe these data sets — showing how consumers engage 
with communications in Service transactions — will become increasingly more valuable.
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5 Year Increase In Service Video Views

Over the past five years, the use of videos  
in the automotive industry has greatly increased, 
causing companies like TruVideo to experience 
extraordinary growth. By early 2021, businesses  
using TruVideo were circulating 400,000 videos;  
by the end of the year, views will exceed 5,000,000.
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Five Technological Stars in Formation

In addition to the pandemic push, video owes 
its widespread adoption to the progress and 
synchronization of several powerful forces. In  
total, five technological stars converged into the  
ideal formation to impact the use of video in the 
Service business:

ع  Text —  The most-used app on consumers’ phones 
is text messaging

ع  Video — Consumers are watching videos more 
than ever (over 10 billion viewed daily on Facebook 
alone)

ع  Mobile — Mobile devices take better video than 
Hollywood cameras did 15 years ago

ع  Bandwidth — With 5G and Wi-Fi 6, streaming  
has become the norm for every vertical (and it’s 
getting faster)

ع  Platform— Video communication platforms 
now deliver video and messaging in a seamless, 
frictionless manner

With all these stars in position, the Service business 
could now use video to address the major pain 
point that has been with us since the beginning: 
consumer trust. But which kind of video is best?

PLATFORM

BANDWIDTH

MOBILE VIDEO

TRUST

TEXTING

Advantages of “At Your Leisure” 
Communications

Experience based on 7,000,000 video views has 
proven that “At Your Leisure” video communication is 
best for Service videos. In tech terms, it’s asynchronous 
—  it isn’t a live video broadcast and doesn’t need to 
be viewed in real time. This is ideal because:

1. Customers can view it (usually through text) when 
they have time, at their leisure

2. Videos can be watched multiple times, allowing the 
customer to absorb the content at their own pace

3. Videos can be shared with other decision makers

4. It produces rich, bottom-funnel data and analytics 
that businesses and marketers have never had 
access to before

Having identified the right kind of communication, 
let’s look at the two types of video that can be sent 
to customers: personalized and standardized.
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PERSONALIZED

96% of videos sent by dealers are personalized, 
according to TruVideo research. Personalized videos 
dominate because text-and-video executions help 
further a specific conversation with the customer. 
When you need to detail necessary repairs to their 
vehicle, personalized videos allow for clearer, more 
transparent explanations than possible through a 
standard video-free phone call.

In fact, this method of communication is quickly 
replacing standard phone calls. Texting provides more 
convenient and efficient communication, and it’s the 
mode more customers prefer. Also, from the dealer 
standpoint, there is no interrupting, excessive explaining, 
or phone tag when trying to reach a customer.

STANDARDIZED

Standardized videos are an excellent way for 
dealerships to convey consistent messaging, promote 
the expertise and knowledge of their employees, 
and market their brand. In a recent Service Shopper 
Experience study, customers stated that one of the 
main reasons they continue to or would come back 
to a dealership for service is the specialized expertise 
of the dealership employees. So it makes sense to 
promote your Technicians’ experience and knowledge 
using a standardized video.

Since the pandemic, there has been a significant 
increase in the creative application of standardized 
videos. For example, some dealerships have created 
a “What to expect when you stop in for service” video. 
With repair order volume dropping and customers 

feeling nervous about leaving their homes, offering 
a great service experience is no longer enough. 
Businesses need to help customers feel safe, and 
standardized videos effectively spread the message 
that your dealer provides safe and sanitized service. 

Additionally, when it comes to delivering a consistent 
message, standardized videos are superior to the 
prior means of customer communication: the typed, 
automated email. Consumers understand your 
message better through visual communication, 
especially when aided by cues like facial expression 
and tone of voice; they’re also more engaged with 
your messaging, because people simply enjoy 
watching videos.

When to Use Personalized vs. Standardized Videos
The two types of videos sent to customers fulfill different functions. Know the optimal way to  use each:

Most Common Standardized Videos for Service

1 Repair explanation

2 What to expect from a service

3 Special Order Parts

Don’t Let Your Messaging Fall Behind

Maintaining strong customer communications is 
important to your Service business’ success. As we 
have seen, the old ways of messaging — through 
phone calls and emails — are being surpassed by 
advances in technology and greater consumer 
preference for texting and video. It’s a trend seen 
in every service industry, and it’s sweeping through 
Automotive at impressive speed. Make sure your 
business doesn’t let it pass by.



Using Video to Drive  
the Customer Experience

When dealers first started using TruVideo to share Service videos, the goal was to help 

customers better see and understand the repairs that were needed on their vehicle. 

Quickly, the video experience was seen to successfully accomplish this goal.

Then learnings continued — and the results exceeded that initial goal. Consumer  

trust went up; and dealers reported seeing an immediate increase in consumer  

experience (CX) scores.
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“Thank you so much for this video. I’m so happy 
you do this. Usually when you take your car in for 
service, you don’t know what they do, you just have 
to take their word for it. Your service is outstanding, 
thank you so much!”

“Amazing, thank you so much. The video explained 
much of my concerns and it was nice to see how the 
filters were looking.”

“Wow. Best run-through ever, have never seen a video. 
Call me to discuss when you have time.”

“Excellent video. I love it. That’s why I am a loyal customer.”

“I love this video showing the component of the vehicle 
that needs repair. That’s awesome. Thank you. Great job!”

“I like the video. Nice to have a connection to the person 
working on my car.”

Actual Service Customer Feedback
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Positive Effect on Net Promoter Scores (NPS)

Customer scores and comments about their video experiences were so positive, multiple OEMs took notice. 
One OEM partner, who is viewed as a leader in video utilization, shared some of their data for this report.

From the beginning, the OEM compared repair orders accompanied by a video communication to those 
without. They tracked customer experience metrics and revenue. And in their first year of digital service, their 
NPS showed a sharp increase in Service Intent to Return when a video was included: a gain of four points. 
Accompanying this jump in customer sentiment was a simultaneous rise in revenue. Research across multiple 
brands conducted by TruVideo reinforced these findings with even more pronounced results.

Service Video Results

OEM Results: Single Brand Over One Year 
Sample size: More than 1 million repair orders

TruVideo Results: Multiple brands 
Service Intent to Return: Seven points increase

81%

VIDEO NO VIDEO

77%

VIDEO NO VIDEO

81% 74%81%

VIDEO NO VIDEO

77%

VIDEO NO VIDEO

81% 74%

More Views Increase Understanding

On receiving a Service video, the average customer watches it more 
than once — and some, two times or more. This raises the question: 
 if customers receiving videos find it necessary to view them multiple 
times to fully absorb their message, how does the experience differ for 
other customers? Without video, customers can’t see what needs to be 
repaired, must speak to an intermediary rather than hear directly from 
the Technician, and may struggle to recall the details accurately when 
conferring with a partner or friend. Transparency and understanding are 
vastly improved for customers who receive videos.

Average Views Per Video

VIEWS
1.31
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Average Sharing 
Frequency 

of Video

39%

MINUTES
2.27

Sharing Promotes Greater Buy-In

It was also discovered that many customers who received Service videos 
share them with at least one other person. This could be because there 
is more than one decision-maker involved in the transaction, or because 
the customer requires the opinion of a partner or friend. Whatever the 
reason, the exact inspection information — direct from the Technician — 
now reaches everyone in the communication chain; this has not  
been possible before. We’ll examine the effects of this further in the  
next section.

Fast Responses Are Good For Business

Customers who receive Service videos not only understand their repair 
needs better; they appreciate the convenience of being able  to watch 
on their own terms. The end result is that customers are happier — and 
respond faster. This is especially good news for the dealership because 
Service departments are selling a highly perishable item: time. Keeping 
bays busy and reducing the downtime of waiting for approvals are key to 
operating more profitably.

Fixing the Communication Chain

One item that had not been anticipated prior to research was video’s effect on the communication chain. 
Prior to the use of Service videos, the path from Service Technician to consumer was a multistep process 
with diminishing returns. Here’s one example:

Cabin Air Filter
Brakes
Alignment
Battery
Timing Belt
Rear Main Seal

Cabin Air Filter
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Timing Belt
Rear Main Seal

Cabin Air Filter
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Timing Belt
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Upon completing a multipoint inspection (MPI) 
of a customer’s vehicle, the Technician posts six 
recommended repair items. The Advisor limits the 
Technician’s recommendations to four due to: 

ع  Fear that the overall price might scare off the customer 

ع  Concern that the Technician might be overselling

ع  Lack of experience or thorough understanding  
of the repair

After the Advisor tries to verbally explain these 
four recommendations to the customer, the 
message must somehow be communicated 
from the customer to a second decision-maker or 
trusted confidant. Confusion occurs and another 
recommendation is lost.

By the end of the communication chain, the 
message barely resembles what had been initially 
recommended. Needed work has been omitted, 
forgotten or rejected due to miscommunication. 
The customer is dissatisfied with the lack of 

transparency. And the Service department is given 
the go-ahead to complete only two of the original six 
recommendations — losing two thirds of the total 
sale it should have made.

Video Makes Communication Seamless

By adding video, the above dynamic changes 
completely. The Technician’s complete message — 
including a personalized walkthrough of needed 
work on the customer’s vehicle with full explanation 
— can be sent directly to every member of the 
communication chain. With no confusion. No loss  
of information. And much greater potential for  
higher ROs. 

The consumers who have experienced Service videos 
have spoken. With their greater understanding, 
increased buy-in, faster response time, higher NPS 
Intent to Return, and better communication from 
end to end, it’s time to learn from their experience — 
and share it with your own customers.



How Video Affects ROI

Once dealerships started seeing the benefits of Service video, there was still one question 

that needed to be answered: what was the return on investment? So, TruVideo conducted 

further research to provide dealers — particularly those with low or medium adoption — 

with a delta report. 

After comparing Customer Pay Repair Orders with and without video, the difference in 

labor dollars per RO and parts per RO was clear: good dealers who adopted video became 

great ones. This report became the single most important data point driving adoption, 

including among the most skeptical of dealers.
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As we’ve seen in our communication chain example, Service videos can help dealers ring up higher ROs. But 
how much of an increase does this mean on average? One OEM partner shared that with a sample size of over 
1,000,000 ROs, revenue grew by an average of $55 per repair. At the same time, customer satisfaction metrics 
also increased.

Additionally, ROI increased in direct relation to vehicle age — up to more than 38% for vehicles  with model 
years of seven years prior. Data spans multiple brands and is based on results derived from 7,000,000 videos.
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$304
NO VIDEO

$249
$55

2020
$0

$100

$200

$300

$400

$500

2019 2018 2017 2016 2015 2014

VIDEO

NO VIDEO

3.64%
16.80%

22.05%

15.81%

25.78%

27.68%

38.65%
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How Dealers and OEMs Measure Utilization

Utilization metrics are the most important measurements gauged by dealers and OEMs today. The reason is 
simple: the greater the amount of video communication produced, the better the dealer can provide a positive 
consumer experience (CX), grow revenue and generate data on which to build further success. 

For dealers and OEMs who were early adopters, the first-generation unit of measurement was based on the 
standard communication trail: Videos Taken, Videos Sent and Videos Viewed. The results were encouraging 
from the start, so utilization began to increase.

As utilization grew, researchers began to identify metrics that could be established as benchmarks for average 
and “Best in Class” dealers. They quickly realized that the first benchmark had to precede the standard 
communication trail — before comparing Videos Viewed results to the number of Videos Taken, the optimal 
number of Videos Taken had to be formulated. 

To arrive at that number, researchers had to look at Videos Taken as a percentage of total customer-facing 
Repair Orders (the sum of Customer Pay and Customer Warranty ROs).

By broadening their scope to look at Videos Taken as a percentage of total ROs, OEMS can now see the Videos 
Viewed rate in a larger context. Moving forward, researchers may find the optimal number of Videos Taken 
could remain at 75% or inch toward the 100% mark. 

The Videos Viewed rate may be affected by such soft factors as how well Advisors prepare consumers to view 
videos after they’ve been sent. Video length may also play part.

The Videos Taken percentage was set at 75% of total ROs. Applied to 1,000 ROs, it produced the following:
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Service Video Length Best Practices

Best practices for Service video length suggest keeping each video short and to the point. Shorter videos are more 
likely to be viewed. And since they’re smaller and their files take less space, data can be transferred in less time.

As the chart below shows, the overwhelming majority of Service videos time out at two minutes or less — with 
nearly half of all videos at or below the one-minute mark.

In creating Service videos, Technicians should remember: the pause button is your friend. After videoing 
underneath the vehicle, pause the video while lowering the vehicle to eliminate unnecessary recording time; 
then, resume videoing to give the customer a look under the hood. This approach provides customers with  
a Service video that is detailed, concise and effective.

It is also a good idea for dealers producing video at higher volumes to establish a consistent process for 
Technicians to follow. This increases efficiency and ensures more consistent results.

< 1 MIN.
15-60 SEC.

44.9%

13.3%

5.1%

35.7%
< 2 MIN.
60-120 SEC.

< 3 MIN.
120-180 SEC.

< 4 MIN.
180-240 SEC.

0.1%
< 5 MIN.



A B O U T  T H I S  E - B O O K
Contents of this e-book are adapted from the ROVI (Return On 
Video Investment) Report, which was compiled from research 
conducted by TruVideo. The leader in video communications for the 
transportation industry, TruVideo powers CDK ServiceView — where 
its insights derived from more than 7 million video views help 
increase consumer engagement and increase partner ROI and NPS.
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Communication today is changing, with 
technology moving faster than ever. 
Customers are consuming content in more 
ways than before, and their expectations 
are evolving. All of this is creating an 
inflection point for businesses to create 
better consumer experiences, build trust 
and grow revenue.

We’ve seen unprecedented advances in 
video communication and texting. Service 
video usage is increasing rapidly — and it’s 
not slowing down.

Your customers’ experience is directly affected 
by the quality of your communication. By 
leveraging Service videos, every link in the 
communication chain is strengthened, 
resulting in faster approvals and higher ROs.

Conclusion: 
The Present and Future of Fixed Ops

As research continues, new approaches  
will take shape to track results and measure 
effectiveness. Whether focused on view 
rates, video length, consumer feedback or 
other indicators, there will be more to learn 
as this type of communication becomes 
the norm.

One thing is clear: current findings show 
that Service videos are already driving 
dramatic increases in dealer revenue and 
CX. Every RO without video translates into 
reduced sales.

For dealers who have been slow to adopt 
video communications, all research points 
to a single conclusion — maintaining 
success in Service depends on connecting 
with consumers through video now.
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