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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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The Need For Integration Is Here!

• It’s Not The World I Started In!
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Properly Integrate Your Dealership

• Message or Media, Which Is More Important?

• Define Your Brand!  (4 steps)
1. Discover Your USP
2. Develop POV
3. Visual
4. Audio
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Proper POV Development

Can you stand behind this POV?

Can you deliver on the POV?

Does it have creative legs?

Is it unique?
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Building An Integrated Plan

• Start With Planning & Attention To Detail

• Media Coordination

• Check List

• Accountability

• Live Document

• Multiple Users
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Planning For Integration With Google Docs

• Digital, Social, Traditional

• Weekly, Monthly, Quarterly Plans
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Integrated Marketing Priority #1

• Implement An Integration HUB

– Provides Critical Tools
• Email Deployment
• Landing Pages
• Behavior Tracking
• Lead Scoring
• Customer Dossier
• Notification
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Integrated Marketing Priority #1

• Your Integration Hub

– Create Dossier On Every Client & Prospect
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Integrated Marketing Priority #1

• Your Integration Hub
– Create Dossier On Every Client & Prospect
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Integrated Marketing Priority #1

• Email Capture + Lead Scoring = Lead Generation
– Website Forms
– Landing Pages
– Customers
– Social
– 3rd Party
– Factory
– Others

11



#NADA2016

Integrated Marketing Priority #1

• Integration Hub
– Track Engagement & Behavior 
– Media Source Engaged
– Provides A Dossier 
– Lead Scoring

It’s Your Center Point for Integration
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1 | Integrate With Landing Pages
• Landing Page Strategy
• What Are You Offering In Return?

– Information
– Special Offer
– Incentive
– Gift

Is It A Fair Trade?
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1 | Integrate With Landing Pages

• Remember Your #1 Priority

• Key Takeaways
– Less Is More
– Keep The Clutter Down
– Keep It Simple
– Make The Trade Easy
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1 | Integrate With Landing Pages

• Capture Conquest Email Addresses

• Media Driving Landing Page Visits
– Direct Mail
– Email
– Display
– Social
– Facebook Ads
– Traditional 
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2 | Automated Email
• Engagement Counts For Even More
• Personalization Based On Behavior 

– New Vehicle
– Pre-Owned
– Service
– Credit
– Financing

Easy Segmentation
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2 | Automated Email

• Provide Personal Messaging
– F-150 Special
– Used Under $10,000
– 2 For 1 Oil Change
– Credit Guarantee
– Lease Options
– Lead Scores
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3 | Mailing List To Digital Ads

• Save Time & Money

• Segment Targeted Messaging
– New Vehicle
– Pre-Owned
– Service
– Credit
– Financing
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3 | Mailing List To Digital Ads

• Segment Strategies
– By Geography
– Age of Transaction
– Purchase Type

Targeted Ads Directly To Individuals
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3 | Mailing List To Digital Ads

• Take Your Mailings List, and Segment
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3 | Mailing List To Digital Ads

• 50% Append Rate | Timely, Targeted, Special
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3 | Mailing List To Digital Ads

• When To Use
– Support Major Selling Events
– Aged Inventory 
– Special Purchase 
– Special Incentives
– Key Zip Codes
– Buy Back
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3 | Mailing List To Digital Ads
• Append Today

– List Segmentation
– Targeted Timely Messaging
– Landing Page
– Email
– Dossier
– Lead Score
– In-Market Notification

Low Cost - Strategic
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4 | Geo Fencing Digital Ads

• Digital Display | Conquest
– GPS
– WIFI / IP Address

• Strategically Targeted

• Landing Page

• Dossier
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4 | Geo Fencing Digital Ads

• Segmentation Strategy | Mobile Strategy
– Geo Targeted 

• Event Promo
• Specific Message
• Special Offer

• Single or Multiple Fences

• Conquest Marketing

25



#NADA2016

4 | Geo Fencing Digital Ads

• Target Zones
– Same Make Dealerships
– Automotive Rows
– Used Car Areas
– Arena’s & Event Centers
– Shopping Malls
– Office Centers
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5 | 100% Digital Promotion

• Direct Response…Evolution!

• Proven Tactics
– Capture More Leads
– Work Leads More Effectively
– Conquest & Customer Driven
– Lower Cost
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5 | 100% Digital Promotion
– Low Purchase Funnel Prospects
– Bribe Them – Direct Response Model
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5 | 100% Digital Promotion

• The Pieces
– Landing Page
– Email Deployment 
– In-Market Display Ads
– Facebook Ads
– Re-Targeting Ads
– Pre-Roll Video
– Home Page Banner Ads
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5 | 100% Digital Promotion

• Digital Ads
– Geo Targeted
– In-Market Consumers
– Re-Targeting
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5 | 100% Digital Promotion

• Social Media
– Geo-Targeted
– In-Market Consumers
– Behavior Targeted
– Facebook Ads
– Social Posts

31



#NADA2016

5 | 100% Digital Promotion

• Integration Hub
– Landing Page

• Email Deployment 
• In-Market Display Ads
• Facebook Ads
• Re-Targeting Ads
• Pre-Roll Video
• Home Page Banner Ads
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5 | 100% Digital Promotion

• Automation Platform
– Email Capture
– Lead Generation
– Tracking & Scoring
– Dossier
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6 | Integrate Direct Response Model
• It’s Everywhere

– Network
– Independent
– Cable
– Drugs
– Household
– Coins
– Weight Loss

• Direct Response TV Drives Predictable Leads.
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6 | Integrate Direct Response Model

• Message Formula
– Make Special Offer
– What Else
– Act Now
– One More
– ETC

• Target: 60 -120 Second Spots or Longer
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6 | Integrate Direct Response Model

• Lead Gen Formula
– One Station
– Low Cost Programs
– Multiple Days
– Track Calls / Landing Page Visits
– Match To Program
– ROI
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6 | Integrate Direct Response Model

• Media Worksheet
– Station, Day Part, Leads, Cost
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7 | Integrate Reviews

• Do Reviews Influence? 

• YES!

• But More Than You Think

– AdWords
– Forms
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7 | Integrate Reviews
• Integrate Reviews With AdWords

• AdWords
– Reviews On AdWords
– 20% -30% Increase In CTR

• Added Value
– Location 
– More Real Estate

39



#NADA2016

7 | Integrate Reviews

• How To Set Up AdWords Reviews
– Google Account
– Google My Business
– Create Location Extension
– 25 More Google Reviews
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7 | Integrate Reviews

• Create Review Friendly Forms
– Forms
– Relevant Reviews
– Increase Submission Rate
– Track Form Views 

vs. Submission Rate
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8 | Marketing The Sales Professional

• The Most Under Used Asset a Dealership Has

• The Professional Sales Person
– Create A Business Inside A Business
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8 | Marketing The Sales Professional

• The Most Under Used Asset a Dealership Has

– Phone & Desk
– Inventory
– Finance Department
– Staff
– Service Department
– Corporate Marketing
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8 | Marketing The Sales Professional
• Empower Them

Personal Website
Facebook Business
Social Ad Budget
Personal Marketing
Kiwanis
Chambers
Social Networks

People Connecting With People
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8 | Marketing The Sales Professional

• Empower Them
Assign Dossiers
View Engagement
Phone Notifications
Personal Phone
Personal Emails

• Bird Dog Email Addresses

People Connecting With People
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9 | Retail Facebook Ads
• Click To Web Ads

Targeted Facebook Ads
Targeted Geography
Targeted Interests
In-Market
Pictures 
CTA
Landing Pages

• CPC: 15-45 cents
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9 | Retail Facebook Ads

• No Major Social Media Program Required
– Mobile News Feed
– Desktop News Feed
– Desktop Right Column
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Increasing Lead Gen Starts With …….
• Develop POV
• Integration Hub

– Landing Pages
– Email
– Mailing List
– Geo Fence
– Digital Promo
– Direct Response
– Reviews
– Sales Staff

• Customer Dossiers
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True Competitive Advantage!

Wouldn’t You Love To Have
10,000 Customer Dossiers!
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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.Ron Wheeler - President

Wheeler Advertising
Arlington, Texas

(817)271-2954
rwheeler@wheeleradvertising.com
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