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Agenda

The U.S. mobile market
Cars.com mobile site strategy
Planning and implementation
Content, distribution and media strategy
Results
Lessons learned
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About Cars.com

Leading online automotive 
destination

Launched in 1998
Owned by Belo Corp., Gannett Co. 
Inc., The McClatchy Co., Tribune 
Co. and The Washington Post Co. 
10 million unique monthly visitors

Cars.com connects in-market 
shoppers with automotive 
advertisers:

Manufacturers
Local Dealers 
Private Party Sellers
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The Cars.com Mobile 
Experience
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Business and Brand StrategyBusiness and Brand Strategy
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The Mobile Opportunity

Extend the Cars.com brand 
Deliver best of Cars.com 
content and functionality 
optimized for the mobile 
environment
Develop advertising channel 
for future growth
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Audience Expansion Strategy
The Mobile Channel is not a strategy unto itself.  It is part of our Audience Expansion 
Strategy.
Allows Cars.com to effectively serve the unique needs of niche audiences without 
diluting focus of the Cars.com site.

• Mobile
- Provides any time access to our current user base, while also expanding audience outside our 

traditional users.
- No top competitors offer a mobile site to search for car listings

• Mother Proof
- Unique and largely underserved audience of women and families
- Strong emphasis on relevant new car content 

• Private Party Site – Freebo.com
- Competitive pressures put Cars.com private party business at risk which affects the long-term 

health of our used car business
- Separate site with free ads provides opportunity to capture increased share of private party market

• Pickuptrucks.com
- Increase demand for significant existing inventory
- Expand potential for additional dealers with large truck inventories
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The Cars.com Mobile Shopper

Two broad categories of
mobile site usage:
1. On the Lot: Late stage shoppers

Car listings (with photos)
Dealer locator
Payment calculator
Used car values

2. On the Train: Early stage 
shoppers 

Reviews
Blog
Listings (can email listings)
Photos
Top 10s
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Cars.com Goes Mobile

Launched in April 
2007
Began promoting 
from Cars.com 
homepage and in 
contextual areas 
early May 2007

IT1



Slide 9

IT1 Video should be inserted to play on a click of the phone in this slide.
IT Dept, 5/30/2007
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Driving Positive Consumer Experience

Unified brand on all 
channels 

Consistently used url
www.cars.com 

Optimized channel for 
any device
Streamlined content

Access to the most 
widely used information 
and tools
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Overall Implementation StrategyOverall Implementation Strategy
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Development Strategy

Implementation strategy for all of our expansion 
products share three key characteristics:

Speed to MarketSpeed to Market Modest Initial
Investment

Modest Initial
Investment

Use Product 
Insights to 

Guide Future
Development

Use Product 
Insights to 

Guide Future
Development



13

Technology Strategy: Mobile Development Alternatives

Create downloadable mobile applications for Cars.com’s mobile site

Create WAP site which is optimized for the mobile browser 

Use code conversion to translate our web site 
into lowest common denominator xhtml

Multiple options for implementation:
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Technology Strategy: Development Recommendation

Use WAP to drive our initial mobile sites
• Downloadable applications are most appropriate for 

graphic intense, highly integrated products – games, 
fantasy sports, etc.  

• Consumers are not likely to spend time or effort 
downloading an application they will use for a short time 
(i.e. during the car buying process).  

• Simplistic code-conversion methods are unlikely to 
provide the industry standard experience we believe is 
necessary

Use outside vendor to develop the WAP site
• Cars.com does not have the internal expertise to develop 

the WAP site
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Development Partner

CrispWireless was selected 
as our development partner

Using APIs, they host and serve the 
mobile Cars.com website



16

Mobile Content StrategyMobile Content Strategy
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Mobile Site Strategy – Phase 1

Mobile Content – Phase 1
• Search Used Car Listings
• Search New Car Listings
• “Click to call” a dealer
• Dealer Locator
• Payment Calculator
• Car Reviews
• Mapping
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Mobile Content Strategy

Usability is Key:
• Developed alternative structures for selection 

criteria
- Used “Most Searched Makes” as a starting point for search

• Limit some data access initially with a “click to 
see more” function

• Photos are extremely popular
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Mobile Content Demo – Phase 1
Example: Used Car Search



20

Mobile Content Demo – Phase 1
Example: Used Car Search (cont’d)
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Mobile Content Demo – Phase 1

http://mobile.cars.com

Example: Payment Calculator
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Mobile Content Demo – Phase 1
Example: Car Reviews
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Mobile Marketing and Distribution StrategyMobile Marketing and Distribution Strategy
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Mobile Distribution Strategy

Direct to the consumer using redirect 
capabilities
No carrier distribution
From the website – use SMS to allow 
consumers to bookmark the mobile site
Promote the mobile site from the website
Links from affiliate mobile sites
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Mobile Media Strategy

Media Launch
• Developed custom press kit and distributed to 

more than 2000 target reporters
• Produced and distributed video news release to 

highlight mobile offering
• Leveraged mobile offering as a way to reinvigorate 

the Cars.com story in the news 
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Mobile PR Video

Video to play here.
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Mobile Content Strategy – Phase 2Mobile Content Strategy – Phase 2
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Mobile Site Strategy – Phase 2

Phase 2 was developed based on consumer 
feedback and advertiser interest. 
• Listings may be sent from the website to the 

phone
• Banner advertising
• Kelley Blue Book Used Car Values
• New Car Pricing and Specifications
• Blogs – Kicking Tires and MotherProof
Moved to more robust adserving platform
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Mobile Content Demo – Phase 2
Example: KBB Used Car Values
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Mobile Content Strategy
Phase 2
New Car Pricing and Specifications
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Content Demo
Reviews – Kicking Tires & Motherproof Blogs
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Cars.com Mobile Advertising Model

Manufacturers are hungry for 
opportunities to reach in-
market shoppers in mobile 
environment
Offered first as exclusive 
sponsorship of mobile 
channel
Sponsorship opportunities to 
expand with traffic growth

Geo-targeted opportunities
Contextual ad placements
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Mobile: Future Development

Continual Product and Site Enhancements planned:

Offer video content on mobileOmniture tracking on mobile site

Mobile GPS targeting: display 
listings and dealers based on 
location

Extend reach of Cars.com mobile 
site through partnerships

Allow private sellers to place and 
edit ads using handsets

Integrate consumer reviews/ratings 
on mobile

Extend saved search/ inventory 
alerts to mobile

Support creation of slim, mobile 
microsites for dealers

20092008
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ResultsResults
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Mobile Results – Traffic and Strategic

Our mobile site gives us a 
clear competitive advantage

• No top competitors offer 
a mobile site to search 
for car listings

• Few barriers to entry in 
the space by 
competitors, although 
listings are necessary to 
compete with us directly

Monthly Page Views

As the mobile market grows and Cars.com builds its position as the 
main player in automotive, our mobile site is exceeding expectations:

• Sharp growth in traffic
• Projected ’08 ad revenue $400k+
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Mobile Results - Traffic

While the Cars.com website has traffic 
declines on the weekends, Mobile Cars.com 
increases on the weekend
Searching for listings is the leading pageview
driver – 75% of the pageviews are associated 
with searching vehicle listings
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Mobile Results – Unexpected Findings

Our site research indicates that 30% of the 
mobile users FIRST visit to Cars.com was 
through the mobile site

Dealers are embracing the mobile site
• Consumers demonstrate the site to dealers
• Dealers are increasingly asking for their own 

branded mobile site
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Mobile Results – Site Users

The mobile Cars.com shopper is ready to buy
• 19% are planning to buy a car within the next 2 

weeks, 18% within 30 days and 21% within 90 days
• 39% accessed the mobile site when they were on 

the dealer lot
• 41% contacted a seller using the phone number 

on the mobile site
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Mobile Results – Site Ratings

Users like mobile Cars.com!
• In comparison to other mobile sites, Cars.com 

received high ratings from users
• 89% of the users rated the site a 4 or 5

• Rating Scale
- 5 = better than other mobile sites
- 3 = same as other mobile sites
- 1 = worse than other mobile sites
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Mobile Results - Advertising
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Auto Manufacturers are 
looking to reach the “in-
market” shopper
Biggest challenges: 
• Advertisers may not have a 

mobile site for consumers to 
click to

• Mobile measurement is 
rudimentary and doesn’t fulfill 
the advertisers’ needs 

Monthly Mobile Advertising Revenue

Advertiser Lineup:
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Our Mobile Lessons Learned

Keep consumer needs and user experience at the 
forefront
Be prepared to adapt to a rapidly changing 
environment
Be handset manufacturer, carrier and mobile 
browser agnostic
Keep overhead and costs low
Some of your best promoters are internal – Make 
sure your management team knows how to access 
your site on their Blackberry!
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Thank You
AM2



Slide 42

AM2 Insert Super Bowl ad
Amanda Myers, 4/30/2008
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Questions & AnswersQuestions & Answers


