
 

 
CADILLAC RANKS FIRST IN LUXURY-VEHICLE SHOPPING HELPFULNESS STUDY   

Measurement of online and in-person premium-brand customers 
also ranks exotic brands and new EV-only entrants for the first time 

 
MONTEREY, CALIFORNIA – July 18, 2022 – Cadillac was ranked highest in a recent measurement of how 
effectively premium brands and dealers helped both website and in-person vehicle shoppers. In the 2022 Pied 
Piper Prospect Satisfaction Index® (PSI®) Premium Auto Study released today, Infiniti and Mercedes-Benz were 
ranked second and third of the 25 brands measured.  
 
The study also measured new electric-vehicle brands, and found that their omnichannel shopping experiences 
significantly trailed the industry average for premium brands. 
 
Using Pied Piper’s PSI process, which ties mystery shopping measurement to customer helpfulness and sales best 
practices, the 2022 PSI Premium Auto Study measured customers’ shopping experience, starting with 
responsiveness to website customer inquiries, and continuing when customers visited retailers in-person.  
 
“Nearly all customers today start their car-shopping online. But most shoppers also still prefer to experience and 
evaluate a vehicle in person, if given the opportunity,” said Fran O’Hagan, CEO of Pied Piper. “Some shoppers 
know exactly what they want, but most still have questions or want to experience a test drive. Brands most helpful 
to both types of shoppers are the ones most likely to appeal long-term to all customers.” 
 
  



Measurement of responsiveness to website customer inquiries was based upon 22 best-practice behaviors, while 
effectiveness of shopping in-person was based upon more than 50 best-practice behaviors. Overall PSI rankings 
by brand were calculated using a 1,000 point scale, with 40% of the overall score based upon responsiveness to 
website customer inquiries and 60% based upon effectiveness of the in-person experience.  
 
The 25 premium brands were evaluated between July 2021 and June 2022, using 1,657 measurements of response 
to website customer inquiries, and 1,096 measurements of the in-person sales experience. Note that inventory – or 
lack thereof – does not enter into the equation. Pied Piper PSI in-person scoring does not penalize a dealership 
that does not have an appropriate vehicle present at the dealership – measurements that cannot happen are 
recorded as “N/A.” 
 
This year’s study was the first time several new electric-vehicle brands – Lucid, Polestar, and Rivian – were 
measured. Including Tesla, these brands interact with customers primarily online and have comparably few retail 
locations. Lucid and Tesla own and control all of their retail locations, while Rivian has a direct-to-consumer 
delivery model with no showrooms to date. Polestar follows the traditional franchised independent dealer 
approach.  
 
Lucid, Rivian and Tesla also handle most on-line customer interaction centrally rather than through individual 
retail locations. This centralized ownership and control means that the brands are able to structure the sales 
process steps to be followed by their employees, both online and in-person. The study measured whether the 
customer sales experience for these brands was well-defined and consistent from customer to customer and 
location to location. The short answer: These new EV brands leave much room to improve in terms of customer 
handling. 
 
“With an online focus and few retail locations, these new EV brands have a great opportunity to excel with phone, 
chat, and email interactions with their customers, to compensate for the customer’s lack of an in-person 
experience,” O’Hagan said. “However, we have found that when their customers reach out for help or with 
questions, they are usually met with brand reps who answer only simple, scripted questions without being 
proactively helpful. It’s a missed opportunity that does not currently compensate for the missing retail 
experience.”  
 
As for the one established EV brand, as Tesla’s volume has grown, the shopping experience has not scaled with it. 
Comparing Pied Piper in-person studies completed in 2019, 2021, and 2022, where Tesla once was above-
average, or even led the industry in multiple categories, it has now slipped below average in most – including its 
overall in-person score. In fact, Tesla’s 2019 in-person score would have placed it top of the 2022 pack, but their 
sales methodology has transformed more into order-taking than customer assistance. 
 
“Tesla compares poorly today for helping website customers too,” O’Hagan said. “Tesla’s model today appears to 
be, ‘If you want what we sell, and require no assistance, it’s easy to order.’” 
 
Also for the first time, the PSI study measured seven high-priced, “exotic” automotive brands: Aston Martin, 
Bentley, Ferrari, Lamborghini, Maserati, McLaren and Rolls-Royce. These brands pride themselves on 
personalized service as part of their vehicles’ elite status, but the Pied Piper study showed that each marque has a 
distinct definition of the term. 
 
“There is quite a lot of variability in the performance of the exotic brands,” O’Hagan said. “For example, Ferrari 
dealers would be ranked highly, sixth of the 25 brands, for their customers’ in-person experience, but they are 
near the bottom for responding to website customer inquiries. In contrast, Maserati dealers excel at website 
response, but trail most of the industry for their customers’ in-dealership experience.” 
 
Response to website customer inquiries 
 



Although the premium brands are ranked on the culmination of online and in-person shopper experiences, some 
top brands suffered in certain categories, while some ranked near the bottom overall found areas in which they 
excelled.  
 
Response to customer web inquiries varied by brand and dealership, and the following are examples of 
performance variation by brand. Note that brands with websites lacking a traditional customer inquiry form were 
evaluated using the communications method provided, either email or chat.  
 

• How often did the brand’s dealerships email or text an answer to a website customer’s question within 
30 minutes? 

o More than 50% of the time on average: Infiniti, Lexus, Alfa Romeo, Cadillac 
o Less than 10% of the time on average: Polestar, Ferrari, Tesla, Rivian 

• How often did the brand’s dealerships respond to a website customer by sending a text message? 
o More than 40% of the time on average: Acura, Alfa Romeo, Genesis, Volvo, Lincoln 
o Less than 10% of the time on average: Polestar, Lucid, Rivian, Tesla 

• How often did the brand’s dealerships respond by phone within 60 minutes to a website customer’s 
inquiry? 

o More than 45% of the time on average: Lexus, Acura, Volvo, Maserati, Lincoln 
o Less than 10% of the time on average: Polestar, Lucid, Rivian, Tesla, Ferrari 

• If a customer used the website’s chat feature to ask a question, how often did a “human” respond to the 
customer’s question within 30 seconds?  

o More than 65% of the time on average: Audi, McLaren, Mercedes-Benz, Cadillac, Volvo 
o Less than 40% of the time on average: Rivian, Lamborghini, Tesla, Rolls-Royce 

 
In-person experience at the dealership 
 
Customer experiences at the dealership varied by brand and dealership, and the following are examples of 
performance variation by brand.  

• Did the salesperson ask if, when the customer previously visited the brand or dealership website, they 
found a vehicle that interested them? 

o More than 50% of the time on average: Tesla, Polestar, Lamborghini, Bentley, Rivian 
o Less than 35% of the time on average: Rolls-Royce, Land Rover 

• Did the salesperson ask how the vehicle would be used, or how it would fit into the family? 
o More than 60% of the time on average: Alfa Romeo, McLaren, Volvo, Cadillac, Acura 
o Less than 50% of the time on average: Rivian, Genesis, Lucid, Porsche, Tesla 

• Did the salesperson ask if the customer had a vehicle they wished to trade-in?  
o More than 60% of the time on average: Volvo, Acura, Lincoln, Lexus, Infiniti 
o Less than 25% of the time on average: Rivian, Lucid, Tesla, McLaren, Rolls-Royce 

• Did the salesperson mention features or benefits that distinguish the vehicle from competitors? 
o More than 75% of the time on average: Lucid, BMW, Polestar, Rolls-Royce, Aston Martin 
o Less than 60% of the time on average: Rivian, Land Rover, Tesla, Jaguar 

• Did the salesperson mention service convenience solutions?  
o More than 35% of the time on average: Rolls-Royce, Lamborghini, Cadillac, Mercedes-Benz 
o Less than 20% of the time on average: Rivian, Volvo, Bentley, Tesla, Porsche 

• Did the salesperson suggest going through the numbers, writing up a deal, or placing an order? 
o More than 60% of the time on average: Cadillac, Infiniti, Mercedes-Benz, Audi, Acura, Jaguar 
o Less than 45% of the time on average: Rivian, Bentley, McLaren, Aston Martin, Lamborghini, 

Maserati 
• Did the salesperson mention available lease or finance options? 

o More than 65% of the time on average: Infiniti, Alfa Romeo, Volvo, Jaguar, Lexus, Polestar, 
Mercedes-Benz, Acura 

o Less than 45% of the time on average: Rivian, Lucid, Rolls Royce, Bentley, Lamborghini 



 
(Note that as Rivian has no dealership locations, Rivian’s “in-person” measurement was carried out instead by 
customers contacting the brand by phone call, to give the brand an opportunity to interact in a manner similar to 
what would have otherwise happened in-person at a retail location.) 

 
Pied Piper PSI® Studies have been published annually since 2007. The 2022 Pied Piper PSI Premium Auto Study 
(U.S.A.) was conducted between July 2021 and June 2022 and was based upon 1,657 measurements of response 
to website customer inquiries, and 1,096 measurements of the in-person sales experience. 
 
About Prospect Satisfaction Index® (PSI®) 
 
Since 2007, vehicle manufacturers and their retailers have relied on Pied Piper’s fact-based Prospect Satisfaction 
Index® or PSI® to measure and report how effectively retailers help their shoppers become buyers. Complete 
Pied Piper PSI industry study results are provided to vehicle manufacturers and national dealer groups.  
Manufacturers, national dealer groups and individual dealerships also order ongoing PSI evaluations—in-person, 
internet or telephone—as tools to measure and improve the omnichannel sales effectiveness of their dealerships. 
 
The PSI process begins by calculating the specific omnichannel sales steps or sales experiences that are most 
helpful to the customer, which also result in more shoppers buying. This includes online response to website 
customer inquiries as well as interaction with customers who visit a retailer in-person. Those behaviors with the 
highest relationship to sales success are used to develop PSI sales best practices. PSI then uses anonymous 
“mystery shoppers” to measure whether or not a retailer’s sales team follows those best practices, and then reports 
the results to the retailer. Vehicle manufacturers and their retailers use the results to identify sales process areas in 
need of improvement, to track consistency over time, and to compare results with the average of other similar 
brands and retailers.  
 
For more than ten years Pied Piper has also published industry PSI studies measuring in-person and web response 
sales effectiveness, and providing rankings of performance by brand. More recently, Pied Piper used the PSI 
process to develop electric vehicle omnichannel sales best practices, and published electric vehicle industry PSI 
benchmarking studies in 2019 and 2021.  
 
Examples of other recent PSI studies are the 2022 Internet Lead Effectiveness® U.S. Auto Industry Study 
(Nissan’s Infiniti brand was ranked first), and the 2022 Internet Lead Effectiveness® U.S. Motorcycle/UTV 
Industry Study (Harley-Davidson was ranked first).  For more information about the Prospect Satisfaction Index, 
and the fact-based PSI process, go to www.piedpiperpsi.com. 
 
About Pied Piper Management Company, LLC 
 
Founded in 2003, Pied Piper Management Company, LLC is a privately owned Monterey, California, company 
that helps brands improve the omnichannel sales performance of their retailers.     
 

------------------------- 
 
This press release is provided for editorial use only, and information contained in this release may not be used for advertising or otherwise 
promoting brands mentioned in this release without specific, written permission from Pied Piper Management Co., LLC.   

### 

http://www.piedpiperpsi.com/


BRAND

INTERNET LEAD 
EFFECTIVENESS® 

(ILE®) WEB-
RESPONSE POINTS 

(400 PTS)
PSI® IN-PERSON 

POINTS (600 PTS)

TOTAL PREMIUM 
AUTO PSI® SCORE 

(1000 PTS)

Cadillac 260 444 704
Infiniti 268 428 696
Mercedes-Benz 228 440 668
Acura 240 424 664
Volvo 240 420 660
Lexus 252 396 648
BMW 240 404 644
Jaguar 220 408 628
Alfa Romeo 236 392 628
Audi 220 396 616
Porsche 228 380 608
Maserati 228 372 600
Aston Martin 200 396 596
Lincoln 200 384 584
Genesis 204 368 572
Land Rover 216 348 564
Lamborghini 180 384 564
McLaren 180 380 560
Rolls-Royce 156 388 544
Ferrari 108 416 524
Tesla 128 384 512
Bentley 144 368 512
Lucid 120 368 488
Polestar 52 404 456
Rivian 140 204 344
Industry Average 216 404 620
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Source: 2022 Pied Piper Prospect Satisfaction Index Premium Auto Study (USA)                             www.piedpiperpsi.com  
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