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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.



¢ Influence consumer preference for yourdealership
with more effective dealer adcreative.

e Identify advertising messages across Tiers 1,
2, and 3 that consumers respond to most.

e leverage better co-opdollars

e Feedback | get from dealers is how to become a world-class marketer?

e Journey from spender to investor.

e Let’s create an investmentstrategy.

1.1 | THREE PHASES OF AUTOMOTIVE
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1.3 | INFLUENCING CONSUMERS THROUGHOUT THE SHOPPING PROCESS

REFLECT

1.2 | INITIAL MAKE/MODEL PURCHASE INTENT

Knew the exact vehicle that you wanted - 30% KNEW EXACT

Knew the vehicle make that you wanted . 11%

Knew body style but not the make/model - 24%

Didn’t know specific car but knew class . 15%

KNEW SOMETHING

Didn't know specific car but knew features . 13%

Didn’t know what vehicle you wanted . 7% :}— KNEW NOTHING

71% PURCHASED THE VEHICLE THEY INTENDED TO BUY

Autotrader, KBB and Haystak can point buyers through the
process — or it can catch them right before the purchase.

Buyers largely dream about, research and discover
cars on their own —but they need an Amazon-like
guide to facilitate the shopping process forthem.

Autotrader and the dealer can partner up in the buy stage, guiding
consumers through digital purchase and physicalfulfillment.

The line in dream/explore is steady and “up,” where
consumers are happy. When they move into the “select
and buy” it’s squiggly — which means they are all over
the place emotionally and NOT consistently happy.




1.4 | OPPORTUNITY TO INFLUENCE CONSUMERS
BASED ON THEIR FRAME OF MIND

Consumers feel more positive
about buying a house and
remodeling their home than
they do about buying a car

1.7 | SHOPPERS WILL CONTINUE TO RESEARCH
ONLINE AND ACROSS MULTIPLE DEVICES

88%

Use the Internet
to Research & Shop E

1.9 | TIME SPENT IN THE SHOPPING/BUYING PROCESS
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1.6 | TIMES ARE GOOD BUT IT WON’T LAST FOREVER
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1.8 | INVEST IN MULTI-PLATFORM EXPERIENCES

0%

will use multiple
devices by 2020

1.10 | ONLINE SOURCES USED TO SHOP
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2.1 | BALANCED DIGITAL DIET 2.2 | DEALER ADS DRIVE AWARENESS & ENGAGEMENT
AND ENCOURAGE WORD-OF-MOUTH

e Dealer display advertising is valuable

e Tier 3 ads generate significant awareness gains for the
featured dealer

e 86% lift in awareness afterexposure
e Would recommend to others33%

e Newest models available 24%

e Isagoodvalue20%

e Broad selection available at the dealership 19%

Engagement activities include:
e Search for local offers
2 HREECOMMOHEMISSTERS e (Callalocal dealer to ask about inventory or pricing
e  Visit alocal dealer for a testdrive

e Visit a local dealer’s website
Inconsistent Creative (a.k.a., design) m
Ineffective Ad Messaging —~———

Not Taking Advantage of Co-op Dollars

2.4 CONSISTENT MULTI-TIER ADVERTISING

TIER 1 e
influence on driving visits
LIMITED TIME! IVI OSTto dealer & more interactions

GREAT DEALS & CASH BACK OFFER!

Tier 1 Tier 1 Tier 2 }} Tier1 +
+Tier2 +Tier3 +Tier3 - Tier 2 + Tier 3




2.5 FOCUS ON SALES EVENTS & CASH BACK OFFERS

An “incentive” message
influences vehicle purchase
consideration most...
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2.6 | VALUE OF CO-OP
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Say using co-op dollars l
Say co-op funds are o digit5 adveprtising is
NOT EASY.

very important

2.7 BECOMING A BEST PRACTICE DEALER IN DISPLAY

Conduct a fitness check on your advertising partners
Create a multi-tier ad strategy andplan

Use incentive messaging, which works 20-30%
better than regular messaging to drive vehicle
purchase consideration & intent to visit dealer

Feature sales events & specific cash backoffers
— the most motivating incentive messages

Tap into co-op funds more readily by using
a multi-tier advertising strategy

..and is more likelyto
influence a dealership visit

REGULAR INCENTIVE
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TIER 3 i TIER 3

2.7| WHY CO-OP FUNDS AREN’T USED

*  Restrictions

e Co-Op funds expire before | can useit
e Doesn’t qualify

e Pre-approval process is a hassle

e Not aware of co-op funds
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