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Why Is Mobile So 

Important?
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Consumers Use Phones More Than Desktops for 
Browsing Internet
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For Local Businesses on Google, 2015 Was 
“Death” of Desktop

BIA Kelsey Study, May 2015
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Dealers’ Website Traffic – Mobile To Surpass 
Desktop In Next 12 Months
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Just Like Desktop, Mobile Starts with Google

• For Dealers, 70%+ of Mobile 
Traffic is from Search

• Google’s Share of Mobile Search is 
90%+

• Google Traffic Generates nearly 
80% of Mobile Calls/Leads

DealerOn Customer Data, 
January 2016



Mobile SEO

Ranking Factors
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Mobile SEO Ranking Factors for Dealers

1. Physical Location of Device

2. Citations/Listings

3. Page Speed

4. Structured Data (schema.org)

5. Google Mobile Friendly/Usability

6. AMP



1. Physical Location
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2. Citations/Listings
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3. Page Speed

https://developers.google.com/speed/pagespeed/insights/ 
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4. Structured Data

• https://developers.google.com/structured-data/testing-tool/
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4. Structured Data (Rich Snippets)

13% Lift
for Rich-Media Result in Position 2 

Over Non-Rich Media in Position 1

http://bluenileresearch.com/position1/#sthash.mNbzSM9b.dpuf



5. Mobile-Friendly Test

www.google.com/webmasters/tools/mobile-friendly/
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6. Google AMP Project
• Accelerated Mobile Pages

• Subset of HTML with reduced number of 
JavaScript component

• Google Will Bias Results towards AMP pages

• May Denote them as “FAST” in SERP – similar 
to “mobile-friendly” designation at left

• Early Adopters include Twitter, 
WordPress.com, Pinterest and LinkedIn

• Google to start incorporating into SERP’s in 
February 2016

• Google reports a page load speed benefit as 
measured by Google Speed Index between 
15% - 85%
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Mobile Conversion

FAST, SIMPLE, EASY
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Mobile Users Expect FAST

40%
Abandon a site if 
takes more than 3 
seconds to load
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Google Page Speed Insights

https://developers.google.com/speed/pagespeed/insights/ 



Current State of Automotive Site Speed

•73% of Dealers are “RED” (below 65)

•27% of Dealers are “YELLOW” (65-80)

•ESSENTIALLY NO DEALERS above 80 for Mobile
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WebPageTest.org

https://sites.google.com/a/webpagetest.org/docs/using-webpagetest/metrics/speed-index
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Most Dealer Sites are Not “Visually Complete” in 
Under 3 Seconds
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What does GOOGLE Expect?

“… we must deliver and render the 
above the fold (ATF) content in 
under one second, which allows 

the user to begin interacting with 
the page as soon as possible.”
<https://developers.google.com/speed/docs/insights/mobile>



Beware “Conversion Tools” on Mobile Sites

Some 3rd party 
plugin tools can 
cost 40 points of 
“Speed Score” 
on a mobile site 
and drastically 
impact load 
times.
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Phone Calls – Top Task for Mobile

Right Wrong

+30%
Calls
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NOT Fast, Simple, Easy
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Directions – 2nd Task for Mobile

Right Wrong



27
Michael Devito I  DealerOn I Chief Creative Officer  I michael@dealeron.com

Directions – 2nd Task for Mobile
Right
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NOT Fast, Simple, Easy
Wrong
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NOT Fast, Simple, Easy
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NOT Fast, Simple, Easy
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Information Overload
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Design for Conversion



Mobile Sites Should be EASY
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Case Study Responsive vs. Multi-URL: Organic Traffic

+103%
Organic Search
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Case Study Responsive vs. Multi-URL: Bounce Rate

-40%
Bounce Rate
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Optimized Inventory Search & Vehicle Details Pages
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Service Coupons & Loyalty Cards (EASY) 



Mobile Google Adwords

Best Practices
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Mobile SERP’s Heavily Favor Paid Search

• August 2015 – 3 Mobile 
Local Ads

• IProspect Reports 40% 
Decline in Organic CTR

• Dealers May Be After 3 Local 
Ads for Their Own Branded 
Term
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DC Area Honda Dealers Mobile Study
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DC Area Honda Dealers Mobile Research Study

• 15 Dealers within 25 Miles

• Only 3 Dealers Bought Their 
Brand & Showed 1st

• 2 Dealers Bought Brand, but 
were 2nd

• For 3 Dealers, NO ONE was 
buying their name

• One dealer “out of market” 
(about 30 miles away) was 
first for 2 dealers near them



DC Area Honda Dealers Mobile Study
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Adword Mobile MUST

• You MUST buy your 
own name

• Calls/Leads are ~$15

• Less than 15% Organic 
Cannibalization

• YOUR COMPETITORS 
WILL!

• You Must be #1
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Adword Mobile Dirty Secret

• Buying Your Competitors is 
worth it

• Conversion is almost as good 
as buying your own brand (as 
long as its same OEM)

• Almost all incremental CPA is in 
CPC (based on Quality Score)

• Calls/Leads are ~$65-$95

• MOST Consumers don’t 
know/care that it’s a different 
store
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Mobile Ad Best Practices

• Call Extensions

• Site Links

• Location Extensions

• Strong Call To Action

• Compelling Offer



Conquesting the Mobile Consumer

-Half of all car shoppers with mobile devices use their 
smartphones while at the dealership

-Top action people perform with their phones while on the lot, is 
confirming that they are getting a good price on a vehicle
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Geo-Fencing
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Targeted Mobile Offers




