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The views and opinions presented in this educational program and any 
accompanying handout material are those of the speakers, and do not 
necessarily represent the views or opinions of NADA. The speakers are not 
NADA representatives, and their presence on the program is not a NADA 
endorsement or sponsorship of the speaker or the speaker’s company, 
product or services.

Nothing that is presented during this educational program is intended as legal 
advice, and this program may not address all federal, state, or local regulatory 
or other legal issues raised by the subject matter it addresses. The purpose of 
the program is to help dealers improve the effectiveness of their business 
practices. The information presented is also not intended to urge or suggest 
that dealers adopt any specific practices or policies for their dealerships, nor 
is it intended to encourage concerted action among competitors or any other 
action on the part of dealers that would in any manner fix or stabilize the 
price or any element of the price of any good or service.
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Service & Parts >$340B/Yr, 
but dealers get < 30%
Service & Parts Market
($ Billions/Year)

$97B

$250B

Sources:  NADA Data, Automotive 
Aftermarket Industry Association 2015

Dealers

Non-Dealers
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Emarketer, April 2017

Consumers Use Phones More Than Desktops 
for Browsing Internet
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The Reality Of Buying Parts Online …

• Online, 3rd parties crush dealerships in tires, oil changes, and parts.. 
• But this can change, if dealerships change accordingly …
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How Dealerships Service & Parts 
Can Crush Online

• Have fully-responsive, mobile-friendly website 
service content

• Have awesome Fast & Google Friendly Mobile 
Online Presence

• Use targeted SEM to be found in paid searches

• Enable a full online store with payments, 
orders, shipping, tracking, etc. and use offers
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Website Service Content
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Source:  NADA DATA, 2013

Dealer Profit and Website Content:
What’s Wrong With This Picture?
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Dealer Service Content Currently
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3rd-Party Service Chain: Pep Boys
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Parts & Service Content for Dealers
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Tire Configurator
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Goals Are Not “Leads”
Shopping Cycle is Hours, Not Weeks

7% 8%
3% 3% 4% 6%

69%

120 Days 60 Days 30 Days 3 Weeks 2 Weeks Same Week Same Day

Nearly 70 percent of parts & service shoppers buy within one day

Share of first research visits prior to conversion
(vehicle service brands)
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Map / Directions

Service Call

Appointments

Goals for the service site
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Phone Calls – Top Task for Mobile Service

+30%
Calls

Phone icon Phone number
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Increase Service Phone-Ups
• Large, obvious phone 

number; dynamically-
trackable
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Directions Should be One Click – Easy

Too Complicated!
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Service Appointments – Quick & Easy

Hard Easy
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Service Appointments: Quick & Easy
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Why Your Dealership Instead of 3rd Party Service Chain? 
Highlight Staff Credibility

Example:

• Automotive Experience: 14 years

• Current Position: 3 years

• Special Awards: Master Certified Ford 
and Lincoln Service Manager and 
Service Consultant, Ranked 1st in 
2015 for Washington DC Region in 
Ford’s Employee Excellence Program.
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Use Educational Video

How-to 
videos 
explain
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Video Increases Search Engine Footprint and 
Builds Consumer Trust

Of people who took their 
vehicle in for service first 
heard about the service 
center they visited through 
video.

2017 Google / Critical Mix Fixed Ops Study, US (n of 1,500 US consumers 18+ who purchased 
parts and/or service in the past 6 months)

65%
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Google-Friendly Online Mobile Presence
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Mobile Fixed-Ops Marketing is the Future
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More than 50% of Fixed Ops Searches are 
Mobile

More than half of searches 
related to parts, services, and 
maintenance come from mobile.

Google Internal Data, January – August 2017, US

>50%
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Dealers Are Absent on Google
First page of mobile search results … many national brands, no dealerships at all.

Scroll, next page, scroll next page … first dealership shows up on the THIRD page!
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Mobile Dominates Search Volumes for 
Competitors and Generic Business Types
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Google My Business Adds Pins For Fixed Ops
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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

• You MUST Buy Your Brand

• Consider Buying Competitors
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Fixed Ops Mobile Ad Case Study for 
ABC Auto Group Fixed Ops

300%

“…the results [Provider] have produced have restored our faith in the Fixed Ops Digital 
Program.  When we switched, our trackable phone calls from our Fixed Ops campaign 
went up 300% … and that was on 60% LESS SPEND ...  The results have been 
AMAZING!”

- eCommerce Manager at ABC Auto Group

Increase in trackable phone calls.

60%
Less spend.

Previous New Provider
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Call-Only Ads

Be strategic about who you’re 
targeting and where. 

STEP

1

Identify in-brand (if allowed) and 
competitor names

STEP

2

Come up with a compelling Offer
STEP

3

Set bids HIGH - $20. (Remember 
– Every Click is a Call!)

STEP

4

More than half of 
auto parts and 
service shoppers 
who use mobile 
search call the 
service provider 
directly from a 
search result.
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Mobile Ad Best Practices

Ford® Oil Change Coupons – Starting At $9.99
Ad www.localforddealer.com (555) 555-5555

Call And Set Up Your Appointment In 5 Minutes! 

Schedule Service  Get Coupons & Specials  Hours & Directions

• Call Extensions

• Site Links

• Location Extensions

• Strong Call To 
Action

• Compelling Offer
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Google Says Avg Dealer Mobile Page Loses 28% 
of traffic before page loads
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Page Load Time vs Site Visitors Lost

Fast Site
3s load, 0% loss

Average Dealer Site
9s load, 29% loss
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How Much Are You Wasting On Mobile 
SEM Because Of Your Slow Landing Pages?

Metric Average Site Fast Site Change

Mobile Ad Spend $5,000 $5,000

Load Time 9s 3s

% Loss 29% 0%

Click Cost $2.50 $2.50

Clicks 2,000 2,000

Click Loss 580 0

Clicks 1420 2000

Conv Rate 10% 10%

Leads 142 200 +58

Leads/Sale 15% 15%

Sales 21.3 30 +8.7

Gross/Sale $2,200 $2,200

Gross $46,860 $66,000 +$19,140
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3rd-Party Chains Use Remarketing Ads
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Facebook & Twitter Service Marketing
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Google Customer Match for Fixed Ops Campaigns

• Market to Your 
DMS

• Leverage all Google 
properties

• Highly-targeted
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Audience Marketing via Facebook, GDN, and Programmatic
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Offers
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What Else Do National Brands Do? Coupons!
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What Should You Use? Coupons!
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Behaviorally-Targeted Service Ads
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Virtual / Digital Service Coupons

• 10x redemption rate 
vs traditional

• Integration 
w/Google & Apple 
Wallet

• Trackable via 
Unique SKU

• Deletion Rate < 1%

• Create Loyalty 
Program
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Parts & Service: Dealers Using E-Commerce



Questions
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