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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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• Path to Purchase

• The Role of SEO and SEM – Seven Secrets
1. Organic Search

2. Mobile

3. Video

4. Social

5. Referrals

6. Paid Search

7. Email

• Conclusion and Questions
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The Path to Purchase
The modern customer journey is complex.

It’s important to understand the key moments that 
can inspire people to buy from you.
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Understanding purchasing behavior

16.75 total hours in 2015

15.5 in 2014

13.75 in 2013

89% are in-market for 3-
months or less

81% in 2013

in 201483% 
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63% enter market not entirely 
certain on a model

?

With more available information, comes more uncertainty

Understanding purchasing behavior
6
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Visiting 1 to 2 dealers
versus 5 in 2005

56% of buyers test 
drive 1 vehicle or less

Online Research Drives Offline Decisions
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Purchaser Trends

65%
switched from previous 

brand owned
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75
% of auto purchaser research time is 

spent on digital

The Path to Purchase: Online Shopping
9
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24 average touchpoints, 19 are 
digital

Searched on 
Google

test drove a 
vehicle

located a dealer 
from mobile

Inquired family, 
friends 

colleagues

Visited a brand’s 
social page

Visited OEM 
website

searched on 
mobile

watched video on 
YouTube

visited dealer 
website

Built-and-priced on 
OEM site

Looked at photos

visited a 
dealership

browsed 
newspaper ads loan calculator on 

3rd party site

search dealer 
inventory on Tier 2

influenced by 
online ad

Saw a TV ad

watched 
video ad

read consumer 
reviews

read professional 
review

used mobile 
on lot

requested a quote 
online

clicked 
display ad

used model 
comparison tool

visited 
newspaper site

filled out a form
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The Role of SEO and SEM
SEO and SEM work together to reach shoppers at 

key points in their purchase process. 
We’ll show you how.
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The Role of SEO and SEM
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Search is the #1 source purchasers use to 
learn more about vehicles

Search also cited 
as...

#2 source to 
compare features

#2 source to 
discover vehicles
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The Role of SEO and SEM
Six out of ten shoppers start the vehicle buying 
process unsure of what car to buy.

Source: Automotive Shopper Path to Purchase, Millward Brown Digital and Polk, September 2015
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Organic Search
Early in the process, shoppers are identifying their 
needs and browsing to narrow down their options.
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Organic Search
Shoppers are comparing vehicle features
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Organic Search
Claiming your page is a no cost way to improve your 
search result ranking and helps shoppers find you.
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Mobile
18

Think people are just driving by and stopping in?
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54%
of in-market auto 

searches occur on 
mobile

68%
YoY increase of mobile 

traffic to Tier 1 sites

59%
of auto YouTube views 

occur on mobile

Mobile
19
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Two areas fueling increase in digital research time
time spent watching auto videos time spent on mobile

Mobile
20
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Video
Online video is #1 ad format for purchasers “to learn more 
about vehicles they hadn’t considered”
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Online video ads also cited as...
22

#1 ad to drive discovery of new vehicles

#1 ad to influence which vehicle to 
purchase
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Video
From virtual test drives to vehicle walkarounds, 

shoppers are “kicking the tires” online.
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Video
Ask yourself:
• Can visitors find what they’re looking for?
• Have we highlighted our top-selling models?
• How does our store’s YouTube channel look?
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Social
25

From video research to online reviews, social media plays 
a key role in decision making.
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Social

source: Statista
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Social
You don’t need to be on every 

social channel.
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Referrals
Social media is also a source for referrals.
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Referrals

Source: Bright Local
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Referrals
A negative review is neutralized in consumers’ 
minds when you respond in a timely, friendly, 

helpful way.
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Paid Search
31

For branding, you should 

spend more on mobile
than desktop.
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Paid Search
32

With mobile screens, fewer results show. 

Adjust your mobile bid upward so customers don’t 
have to scroll to find you.
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Being aware of mobile real estate
For both branded and unbranded search moments

Brand searches 
with local results

Non-Brand searches Brand searches
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Mobile ads also drive incremental clicks

Paid Search
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Paid Search
35
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Organic search rank impacts 
the number of Incremental 
clicks

50%

82%

96%

Top 
Organic

Organic 
2-4

Organic 
5+

Incremental 
clicks from 

Ads
Ad clicks are largely 
incremental to organic 
search clicks, even when a 
brand is the top organic 
result.
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Auto has 86% incrementality on mobile
37



#NADA2016

Paid Search
38

Save money by lowering your bid on desktop.
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Paid Search
• Display click is the digital 

equivalent of a saturation 
mailer. 

• Use it to increase brand 
awareness.

• Keep all messaging 
consistent.
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Email
Communicate with potential buyers via

Email
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Email
41
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Conclusion
Understanding these SEO and SEM strategies –

and when to use them -- can help you sway 
shoppers and win the sale!
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Questions
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Please visit the NADA 
Pavilion in the Expo Hall 

for information on 
accessing electronic 

versions of this 
presentation and the 

accompanying handout 
materials, and to order 

the workshop video 
recording.
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