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About DealerOn
DrivingSales Top Rated Website Provider, 2011 - 2017

Only provider to have won the last 7 Years In A Row!

2X Digital Dealer Website Excellence Award Winner 

DrivingSales Top Rated SEO Provider, 2017

3X AWA Winner 

Premier Google Partner

More Dataium Monthly ASI Winners than all others combined

DealerOn’s website customers have an average documented 
lead increase of 250%
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Say Hello To…

Dave Spannhake
Founder & CEO of Reunion Marketing

919.259.4614
Dave@ReunionMarketing.com
@ReunionMktg



 If you have questions during the presentation, 
please submit them using the “Questions” feature 

 Questions will be answered at the end of the webinar

 A link to the recorded webinar will be emailed to you 
within 24 hours and will also be posted on 
DealerOn.com/webinar as an On-Demand Webinar



After the presentation, be the first to answer 
the giveaway question correctly to win this awesome prize!



After the webinar, please fill out our short survey 
and let us know what YOU thought of today’s presentation!
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Tweet Much?

@Dealeron

@ElianaRaggio

#dealeronwebby

@ReunionMktg
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OBJECTIVES

* Set up the Framework to Properly Measure Website Performance

*Pinpoint the Greatest Opportunities to Increase Traffic

* Pinpoint the Greatest Opportunities to Increase Conversion

* Giveaway

* Question & Answer Session
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Automotive Marketing Today
A Snapshot of the Current Landscape
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That’s $630 For Every Vehicle Sold!

*2017 NADA study
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Traditional versus Digital
Auto Industry Still Lumps Marketing into These Buckets
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Think Differently. 
Every Channel Has a Unique Purpose.
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The Majority of Buyers Ultimately End up on the Dealer Site
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The Question to Ask to Increase Sales:

TRAFFIC or CONVERSION?
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Google Analytics 
Are You Measuring Just Clicks (Traffic) or How Users are Shopping (Conversion)?
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Proper GA Set Up Pinpoints Your Greatest Opportunities
For Both Traffic & Conversion Strategies
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Let’s Start with Increasing Traffic
What and How People are Shopping is Known Today…

Be found where demand exists.
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Your Market’s Search Demand
Do You Know What Your Shoppers Want?
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Your Market’s Search Demand
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Content Marketing is More than Just an Old Buzzword
You Won’t Show up in Searches if You Aren’t Marrying Intent
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How do you Show Up in Search?
Your “Right to Win” SERPs
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How do you Show Up in Search?
Your “Right to Win” SERPs
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How do you Show Up in Search?
Not All SERPs are Created Equal
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How do you Show Up in Search?
Not All SERPs are Created Equal
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Keywords Tracking isn’t Dead
Just Be Sure You are Prioritizing Based on “Winnability” & Intent
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Technical SEO
Build Your Site Using Best Practices

META-TAGS QUALITY CONTENT STRUCTURED DATA PAGESPEED NO DUPLICATE CONTENT

URL STRUCTUREDIRECTORY OPTIMIZATIONMOBILE FRIENDLY PHOTOS | ALT TEXTLINK BUILDING
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Clicks are Just Clicks if The User Isn’t Shopping.
Do You Have a Plan For Your Website?
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Starting with the Homepage
The Purpose and the Behavior
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(Not Sitting Around and Waiting on Homepage Banners to Load)
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How Efficient Are You in Making it Easy to Shop?
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Remember One Very Important Rule on Your Site
Every Extra Click Means a Percentage of Your Traffic Leaves
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Some Easy Wins on the Homepage

1. Is there an inventory search widget 
installed?

2. Is the navigation clean and easy to use?
3. Are buttons leading to SRPs & Schedule 

Service above the fold?
4. Are there too many pop-ups installed?
5. Is it easy to find the phone number and the 

dealership’s directions in the header?
6. Play as a User – across all devices!
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Where Are Most of Your Sales Leads Coming From?

SRPS & VDPs!

61% of email leads happen on SRPs & VDPs

27% of phone calls happen on SRPs & VDPs
• With approximately 2/3 of all phone calls 

being service related, this is a HUGE 
percentage!
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Some Easy Wins on Your SRPs & VDPs

1. How easy is it to click through to a VDP?
2. Do the search filters make sense and prioritized 

based on user behavior?
3. Mobile click-to-calls on every vehicle!
4. Don’t overdo the form submissions, 2 or 3 is all you 

need and want
5. How well are your merchandising and marketing 

each vehicle?
6. Compare your inventory counts to your local 

competitors
7. Shop your own site – across all devices!



@DealerOn
@ElianaRaggio
@ReunionMktg

Vendors Across Auto are Sitting on Billions of Datasets
Do You Know How Your Dealership Compares to Benchmarks? Do They?

• Used SRP to VDP Click-Through-Rate
• 23.15%

• New SRP to VDP Click-Through-Rate
• 23.82%

• Users seeing a New VDP
• 17.92%

• Users seeing a Used VDP
• 19.24%

• Paid Search Conversion Compared 
with Organic Search Conversion
• -1.71%

• Mobile Conversion Compared to 
Desktop Conversion
• -1.16%

• Mobile (including Tablet) Sessions
• 51.00%
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SUGGESTED RESOURCES

*www.slideshare.net/DaveSpannhake/

* www.reunionmarketing.com/blog/

* LinkedIn – Automotive Digital Marketing 
group

* SearchEngineLand

* MOZ – sign up for their newsletter
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ACTION ITEMS
* Go through the Goals (and Events) in your Google Analytics and 
confirm you have enough shopping behavior measurement to 
understand your buyers 

* Do some “Right to Win” searches and see how you show up and 
make sure they are going to pages relevant to those searches (use 
Bright Local)

*Identify your CTR to your primary purpose pages like SRPs and 
VDPs and measure your engagement and lead conversion. Begin 
measuring this and begin comparing to the industry.
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Be the first to answer the giveaway question correctly 
to win this awesome prize!
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Today’s Expert

Dave Spannhake
Founder & CEO of Reunion Marketing

919.259.4614
Dave@ReunionMarketing.com
@ReunionMktg
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After the webinar, please fill out our short survey 
and let us know what YOU thought of today’s presentation!
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Thursday, Mar. 15        12pm EST / 9am PST

____________________________________________

Turn Data to Dollars – Using Data & 
AdWords to Sell Cars

____________________________________________

Will Perry
President of Ascendant Media Group


