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Dealership Web Sites- |sOne Enough for Digital Marketing
Success?
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| would like to start this blog posting by suggegtthat the Internet should be considered more of a
environment, rather than a communications and &diregy medium... An environment capable of
delivering multiple forms of media through a myriafdcommunication channels.

By Ralph Paglia

Think of it this way: If you advertise on the ragiben people have to listen to a radio statiometar

your spot. If you advertise on TV, then prospectsiibe watching TV in order for your dealership to
receive an opportunity. This marketing conundrutuagion is the same for newspapers, magazines and
outdoor. With the Internet, we now have a placereloeer 75ercent of car buyers spend far too m
hours of their time. A place where over 65 peragmtew car buyers go to look for information that
helps them decide what vehicle to buy, and whegetat.

Through my experiences in the automotive industngve worked for a very progressive old-school
family-owned dealership that asked me to maxintiedr tinternet sourced sales opportunities. We
experienced marked increases in Internet geneleaeld as wémplemented more and more Web ba
properties. Within sixteen months time, our Intéfip@sed sales opportunities originating from Web
sites controlled by the dealership had increasedOBypercent. All this activity was driven by agiit
point Chevrolet dealership.

We worked diligently to improve both our BDC anddmet Sales Teams so that the store could better
capitalize on the Internet sales opportunities dpgienerated. Before long, the eBusiness Departhient
their all-time peak with regard to appointmentstsethe Business Development Center (BDC) and
sales results with more than 400 new and used leshsold by the Internet Sales Teams. Shortly
thereafter, we increased the store’s Internet ¢ala@sore than 200 percent while increasing Intéract
marketing expenses by 40 percent. Process exedntmovements contributed to about 30 percent of
the sales increases, but marketing efficiency imgmeents generated far more sales increases than our
improved processes did.

Along the way, we have learned that having a sidglkdership Web site is the equivalent of having a
single outdoor billboard and calling it a “campaig@ne dealership Web site is simply not adequate
enough to support a true online marketing campaigmile growing into this highly effective lead
generation “monster,” most of us did not intendeate a strategy that included a wide array abuar
Web sites, micro-sites and landing pages. It jasaime so apparent that multiple Web sites were more
efficient and cost effective at producing largewnoes of high-quality exclusive leads than is pdssib
with a single Web site. In some ways, this effechinds me of using a multiple-choice closing
technique. It is always more effective to ask, “@fhone of these terms and payments better fit into
your budget?” than it is to show a single monthdyment to a car buyer and say “take it, or leave it
Let me share with you an experience that illussréitaw effective multiple Web sites can be from a
purely financial perspective.

With a long-standing and successful relationshignwur CRM provider in place, we were approached
by another We site provider that told us w*had to purcha®” a GM-approved Web site from the if
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we wanted to be a GM Certified Internet Dealetuiths out that if we wanted a direct hyperlink from
the dealer search results within ikevrolet.com Web site to a dealership Web din that site had

be from a specific provider in order for GM to piae a link from either the GM or Chevrolet Web
sites. When we asked about the cost, we got a r@frgeswers, but ended up leveraging our contdcts a
GM to compel the sales representative to sign usiughe minimum GM Web site package.

Despite the fact that we never had any desiretenirof buying a Web site from this provider, tite s
averaged about 20 leads each month and approxjynfatel3 sales from those leads. This is certainly
nothing to brag about for a large Chevy dealerdhupfrom a financial perspective, it does boil dowi
an average lead cost of less than $20 each aneeasiga cost per vehicle retailed (PVR) of less than
$200 each. Granted, the volume is nothing to Writee about, but the concepthaving more than ol
Web site intrigued us from a cost-effectivenesspective. This successful Chevy store, along with
other top-performing dealers, are capitalizinglominhcreased results of launching multiple Wekbssite
and micro sites, each focused on specific topidscaistomer segments. This strategy of developing a
portfolio of online properties has proven to be muwre cost effective in selling cars than if those
same dollars were redirected into buying leadswgragher form of advertising.

The bottom line is that creating and launching ipldtWeb sites targeted to specific customer
segments, multiple micro sites that are hyper fedus specific models or parts of the buying preces
and landing pages are all designed to achieveigfmest conversion rates from clicks to phone caiid
leads. All of them are a far more effective usenafketing dollars than that same old full-pagerad i
newspaper, direct mail campaign or series of ragais. Who's going to figure it out first: You dret
dealer down the roac
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