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	Overview

Country or Region: United States
Industry: Retail—Automotive dealers
Customer Profile

Kelley Blue Book provides vehicle values and other information on new and used automobiles for consumers, dealers, car manufacturers, and others in the auto​mo​tive industry. The company, which is based in Irvine, California, has about 400 employees.

Business Situation

Kelley Blue Book wanted to respond to shifting consumer and market needs by offering rich, innovative online content fast and inexpensively.

Solution

The company used a range of Microsoft products to create new digital marketing solutions aimed at helping it retain its market leadership.
Benefits

· Rich information and interactive experiences for customers
· Better-informed consumers

· Increased Web traffic and ad revenue
· Powerful, flexible platform

	
	
	“The Microsoft technology really supports our organizational goals—deploying a platform that will help us build new, innovative products to support our customers, in a way that we could get to market quickly without having to spend a lot of money.”

Andy Lapin, Director of Enterprise Architecture, Kelley Blue Book
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	Kelley Blue Book has been part of the automotive industry since Ford Model T’s shared the roads with horse-drawn buggies. Today, as a leading online supplier of information on new and used cars, Kelley Blue Book continually looks for ways to deliver rich, dynamic content to the consumers, dealers, car manufacturers, and others who use its services. Working with Neudesic, a Microsoft Gold Certified Partner, Kelley Blue Book is using Microsoft products to develop powerful, digital marketing solutions. Recent innovations include the visually rich Perfect Car Finder tool and a mobile version of its interactive Web content. Kelley Blue Book is now able to respond to evolving consumer and market demands with innovative products that help support its role as an industry leader.
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Kelley Blue Book is one of the most familiar and enduring names in the automotive industry. First published in 1926—just as Ford was phasing out the legendary Model T and replacing it with the Model A—the “little blue book” became the standard, authoritative reference on vehicle pricing for car makers, dealers, financial institu​tions, and individual buyers and sellers.
In the ensuing decades, the publication—which was first offered in leaflet form and later as an actual book with a royal-blue cover—could be found across the United States in dog-eared editions used by those involved in buying or selling cars. In the mid-1990s, Kelley Blue Book began offering its publication online at www.kbb.com. While the physical book is still published, the online site has increasingly become the source that buyers turn to first for informa​tion about vehicles.
“Kelley Blue Book’s legacy has always been the little blue book,” says Justin Yaros, Executive Vice President of Product Design and Development for Kelley Blue Book. “We still do sell the book, and it is used in the market. But more and more, we find that our customers, whether consumers, dealers, or industry partners, are relying upon the technical solutions and the electronic information that we provide.”

The growth of the Internet has been a boon to Kelley Blue Book, due to the broad reach of the Web and the ability to offer current information faster. However, the fast pace of the Internet has also introduced challenges for the company. Not only do customers expect information that is always up-to-date, they also expect the site to evolve with frequent, innovative new features.
“The market has become increasingly more competitive for us because there are other players. Traditionally, there had only been a few; now there are many,” Yaros says. “So, we have to do what we do better. We have to do it faster, we have to do it more accu​rately, and we have to do it with greater imagination.”
For Kelley Blue Book, just having a Web site is not enough. The advent of different content delivery channels such as mobile Web content and  and texting in online social networking, as well as the need to rapidly acquire business intelligence in response to shifting con​sumer and market needs, led the company to rethink its IT and business models.
“For example, we realized that we had to figure out the social networking space to improve our marketing effectiveness and the overall customer experience,” says Andy Lapin, Director of Enterprise Architecture at Kelley Blue Book. “Many people using the Internet don’t send a link to an article in an e-mail. Rather, they’ll do things like share a link on Twitter or Facebook. We needed to be able to able to serve that market as well as the more traditional online market of people who come directly to our Web site, get the information they need, and leave.”
Even serving the large base of typical Web visitors has become more complex. A consumer who reviews car options from a desktop or laptop computer during the week oftentimes would like to access the same information on a mobile phone when visiting dealers in person on the weekend.

“Our customers, whether consumers or dealers, need to know that they can access [image: image7.jpg]


our information through multiple plat​forms,” says Yaros. “Their desktop and mobile devices have to work together seamlessly, and both need to provide a rich media experience. Some of our key busi​ness drivers now are to provide information more frequently, more accu​rately, and by the means that consumers and the industry wish to consume that information.”
Successfully addressing these require​ments—the continually evolving ways that customers access and share information, and the growing importance of multiple delivery channels—pressed Kelley Blue Book to improve its service offerings technologically to keep the company competitive.

Solution

After a careful evaluation of its options, Kelley Blue Book chose to develop a digital marketing solution built on the Microsoft platform. The technology helps to expand and enhance the company’s Internet-based offerings while bolstering its position as an industry leader.
“The Microsoft technology really serves the purposes of what we wanted to do from an IT perspective, which was to build a scal​able infrastructure that supports all of our applications using a common platform,” says Lapin. “It helps us to deliver innovative products to our customers, improve time-to-market, and reduce our costs.”
Working with Neudesic, a Microsoft Gold Certified Partner, the Kelley Blue Book IT team used Microsoft .NET Framework version 3.5 Service Pack 1, Microsoft ASP.NET, Microsoft Visual Studio 2008 Professional Edition, and Windows Presentation Foundation to enhance Internet content delivery. The Microsoft Silverlight browser plug-in was used to create the rich user interactivity. Kelley Blue Book also took advantage of the Microsoft Technology Center for an architecture design session and system prototyping.
At one point, the company briefly con​sidered building applications in Adobe Flash but dismissed the notion because this would require it to adopt an additional programming language outside of its platform strategy. “If we were to build Flash applications, we would have to find people with additional skill sets both in Flash design and in the use of Adobe Flex,” says Lapin. “By using Microsoft technologies, our designers can work in the environment that they are most familiar with.” 
Using the Microsoft products, Kelley Blue Book and Neudesic developed two signi​ficant enhancements to the company’s online presence. The first is a mobile version of www.kbb.com that was created with technology known as the ASP.NET Model-View-Controller architectural pattern, which helps to deliver rich Web pages to mobile devices using smaller amounts of code than what is typically required for standard Web sites. The goal in rolling out an enhanced mobile offering was to increase the number of visits from mobile devices because, according to Kelley Blue Book business intelligence data, visits from mobile devices in the past only lasted for a single page view.
The company also developed its Perfect Car Finder: Photo Edition tool using Silverlight Deep Zoom, a feature of the Silverlight technology that lets viewers quickly zoom in and out of high-resolution images of autos while presenting information in an engaging, powerful way. By clicking a button inside the photo, buyers can learn about a vehicle’s fuel efficiency, body style, price, customer ratings over time, and more. “Buyers can sort different vehicles according to these criteria and view the availability of different kinds of vehicles in a given geographical area, among other options,” Yaros says. “And they can do all of this with ease and efficiency, thanks to the work we did with the Silverlight Deep Zoom technology.”

	“Our new Perfect Car Finder tool with the Microsoft Silverlight Deep Zoom technology enables us to do things we just couldn’t do before in terms of delivering valuable information in a compelling way.”

Justin Yaros, Executive Vice President, Product Design and Development,  Kelley Blue Book




To respond to growing customer interest around social networking integration, Kelley Blue Book now posts automobile information to social media channels, including Twitter, Facebook, and YouTube. These postings augment the company’s Web site with alternative ways to find and share automobile-related news, reviews, and information.

Benefits

The decision to enhance its online presence using Microsoft products is delivering numerous benefits to Kelley Blue Book and its customers. The enhanced online offering provides customers with rich information in a compelling, interactive environment. The Web-based technology empowers consumers, dealers, and car makers to make better-informed decisions with information that is delivered quickly and efficiently across multiple channels. The Microsoft products also provide Kelley Blue Book with a powerful, scalable platform that can help the company continually modify and enhance its Web presence in a dynamic and competitive marketplace.

Rich Information, Interactive Experience

With an abundance of choices for online information, consumers today expect Web content to be delivered in a visually engaging, interactive fashion. Using Microsoft development tools, Kelley Blue Book found the means to enhance its digital marketing efforts with this kind of content delivery experience.

“We feel that one of our coolest new features for our customers is the Perfect Car Finder,” says Yaros. “We offered a similar feature on our site in the past, which let consumers look at different vehicles side-by-side and find what they wanted to see most on a vehicle. But with Silverlight, we’ve expanded on that. It’s now completely dynamic.”
With the Perfect Car Finder, viewers can dig deep into comparisons of car models and even review geographic differences that will affect what they might pay—for example, in Kansas and San Francisco—for roughly the same car.
“A consumer can very quickly sort through what they want to see most, and what is presented to them changes very quickly and very visually,” says Yaros. “Our new Perfect Car Finder tool with the Microsoft Silverlight Deep Zoom technology enables us to do things we just couldn’t do before in terms of delivering valuable information in a compelling way.”
Better-Informed Customers

In addition to helping deliver an innovative customer experience, the Microsoft products help Kelley Blue Book deliver information to consumers faster than ever.

“Prices are changing much more quickly due to economic conditions,” says Yaros. 
“We have moved to producing weekly values on cars, instead of every month or two as in the past. The Microsoft platform helps us quickly deliver information to consumers and sellers so they have the latest information with which to conduct transactions.”
	“Since introducing our new Microsoft .NET–based mobile product … we’ve seen total page views grow from about 700,000 a month to 1.5 million a month. As a result, our advertising revenue has increased proportionately, positively impacting the bottom line.”

Justin Yaros, Executive Vice President, Product Design and Development,  Kelley Blue Book




This information is not just available to desktop-based PC users. With the Micro​soft development tools, Kelley Blue Book created a mobile version of its Web content that makes the information easily acces​sible on platform-agnostic mobile devices.
“We’re providing consumers with a new way to get Kelley Blue Book information while they’re shopping,” says Yaros. “If a consumer goes into a dealership, looks at a new car, and wants to know, ‘Is the price that’s on this car the best price that I could get?’, they can pull out their mobile device to see what Kelley Blue Book says it should be valued at, if the price is competitive, and if there are other cars available that might have a better price that meets their needs. This is very, very empowering, and it really changes the situation for the consumer—and for dealers, who do best when they know a consumer is well-informed and is entering into a transaction with confi​dence.”
Increased Web Traffic and Ad Revenue
The rich, interactive information, combined with expansion of delivery channels, is also benefitting Kelley Blue Book by significantly increasing Web traffic, which, in turn, helps the company’s Web-based advertising revenues. 
Kelley Blue Book used business intelligence tools to measure its business data before and after the solution was deployed. The business data is critical for the company’s business strategy of developing new service offerings and driving more interaction with customers through the company’s mobile and Web sites.
“Since introducing our new Microsoft .NET–based mobile product, we have seen Web pages-per-visit increase from 2 to 10,” says Yaros. “And we’ve seen total page views grow from about 700,000 a month to 1.5 million a month. As a result, our advertising revenue has increased proportionately, positively impacting the bottom line.” 
Powerful, Flexible Platform

The platform used to build the digital marketing solutions serves as a broad, stable foundation that is helping Kelley Blue Book respond to market drivers with technology that is flexible, adaptable, and cost-effective. Lapin notes that the tight integration of Microsoft products and the wide availability of Windows development expertise have helped Kelley Blue Book enormously in its drive to stay an industry leader.
“When we decided to build on the Microsoft platform, we found that it was easy to take developers who are accus​tomed to Web forms programming and move them into Silverlight programming. The learning curve was very short since Silverlight and Web forms share a common development language and a common development environment,” Lapin says. “The Microsoft technology really supports our organizational goals—deploying a platform that will help us build new, innovative products to support our customers, in a way that we could get to market quickly without having to spend a lot of money.”
Moving forward, the company expects to expand and enhance the ways in which it delivers automotive information using the Microsoft products. “The mobile product and the new Perfect Car Finder are just the beginning for us,” Yaros says. “We’ll soon have other products that enable us to reach consumers, dealers, and equipment manu​facturers through new devices, through new ways of sharing information, and through new ways of buying cars and selling cars. We expect to be in the middle of it. And our relationship and partnership with Microsoft is giving us the confidence to know that we can meet the future effectively.”


 






“The Microsoft technology really serves the purposes of what we wanted to do from an IT perspective, which was to build a scalable infrastructure that supports all of our applications using a common platform.”


Andy Lapin, Director of Enterprise Architecture, Kelley Blue Book
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“We have moved to producing weekly values on cars, instead of every month or two as in the past. The Microsoft platform helps us quickly deliver information to consumers and sellers so they have the latest information with which to conduct transactions.”


Justin Yaros, Executive Vice President, Product Design and Development,  Kelley Blue Book
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Software and Services


Microsoft Visual Studio


Microsoft Visual Studio 2008 Professional Edition


Technologies


Microsoft .NET Framework 3.5 Service Pack 1


Microsoft ASP.NET


Microsoft Silverlight


Windows Presentation Foundation�
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For More Information


For more information about Microsoft products and services, call the Microsoft Sales Information Center at (800) 426-9400. In Canada, call the Microsoft Canada Information Centre at (877) 568-2495. Customers in the United States and Canada who are deaf or hard-of-hearing can reach Microsoft text telephone (TTY/TDD) services at (800) 892-5234. Outside the 50 United States and Canada, please contact your local Microsoft subsidiary. To access information using the World Wide Web, go to:


� HYPERLINK "http://www.microsoft.com" �www.microsoft.com�





For more information about Kelley Blue Book products and services, call (800) 258-2665 or visit the Web site at: � HYPERLINK "http://www.kbb.com" �www.kbb.com� 











