





Your customers will always have to walk through your
digital marketing doors before they come into your
physical store
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COVID-19 has brought an unprecedented time for automotive
dealerships but is showing signs of recovery

11.4M 53% ~40%
SAAR for March Decline in April Year-  YoY sales decline last
2020 down from over-Year Sales week of April (better

16.8M in January than expected)




Two key factors are driving uncertainty from COVID-19

Public Policy Consumer Sentiment

e Stay-at-home orders e COVID-19 cases
 Reopening from Stay-at-home e Consumer mobility
orders

e Economic impact from COVID-
e Factory Shut-down 19 (longer term)

Pro tip: Dealerships must make changes to their digital marketing strategy
on a daily and weekly basis




March and April saw a string of stay-at-home orders implemented
for majority of states and counties

Key Takeaways

e Service department was
deemed essential for all
states

e Some form of sales (remote,
by appointment only, max
occupancy) were allowed for
most states but there were
some hold-out states such as
PA that did not allow any
form of car sales

* Federal government came
with guideline on 4/17 that
auto dealerships are essential
business

https://www.nytimes.com/interactive/2020/us/states-reopen-map-coronavirus.html

Source: The New York Times
Note: As of April 20, 2020



https://www.nytimes.com/interactive/2020/us/states-reopen-map-coronavirus.html

Reopening in May will vary by state loosely based on federal
guidelines

Key Takeaways

e Essential designation from
federal government for car
sales have already allowed
most dealerships to open up

* There might be some
confusion among consumers
that dealerships are closed if
stay-at-home orders are still
in place

https://www.nytimes.com/interactive/2020/us/states-reopen-map-coronavirus.html

Source: The New York Times

Note: As of May 1, 2020


https://www.nytimes.com/interactive/2020/us/states-reopen-map-coronavirus.html

A resurgence in cases are a possibility with COVID-19 having a large
effect for the next two years

Study conducted by the University of Minnesota




Inventory will become a bigger issue

New car inventory issues Used car inventory issues

e Factory shutdowns e Pent-up supply from auctions and

. . revious rental units
e Certain models will be affected more P

than others e Decline in inventory value for current

in-stock used vehicles
e Increased demand for consumers

with lower credit rating due to  Decline in trade-in value resulting in
decline in ride-share demand less equity on consumer trade-ins

e Correctly pricing inventory to market
will be a daily challenge for used
vehicles



Consumer sentiment can be measured by % of active cases in your
specific county

Key Takeaways

e Essential designation from
federal government for car
sales have already allowed
most dealerships to open up

* There might be some
confusion among consumers
that dealerships are closed if
stay-at-home orders are still
in place

https://covid-survey.dataforgood.fb.com/#3.5/35/-100



https://covid-survey.dataforgood.fb.com/#3.5/35/-100

...and shopper’s willingness to leave their homes

Stay-put percentage has
stayed elevated since end
of March and holding
steady

New York

Stay-put percentage has
Mississippi started decreasing during
the latter part of April

https://visualization.covid19mobility.org/



https://visualization.covid19mobility.org/
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4 scenarios can be created based on public policy and market
demand by the Market Demand Digital Marketing Decision Matrix

No
Restrictions
Weak Demand Capture Market Share
No restrictions are in place but Market demand is back and no
consumer demand remains low restrictions present
Public Policy
Complete Shutdown Stay at Home
Stay-at-home order is in place and Consumer demand is back but stay-at-
consumers are staying at home home orders in effect
Stay at
Home Order
Low High

Consumer Sentiment



And apply it to how we can formulate our digital marketing strategy

Existing

Complete CUSTOMER TARGETING DEFINITION

Shutdown * Conquest: Going after customers
who have not visited the dealership
website or have not submitted a
lead in more than 90 days

*  Existing: Customers who have
recently visited the dealership

website or submitted a lead
Customer Stay at

Targeting home

Capture Market Share

CAMPAIGN DEFINITION

* Branding: Advertising campaigns
that are closer to branding and make
campaigns. Dealer branding display
ads or dealer name paid search ads
are good examples

Weak Demand . Vehlf:l.e Specific: Malfe-model. .
specific offers or vehicle specific

Conquest advertising that takes shoppers
directly to a dealership website

Branding Vehicle-Specific

Campaign



Recommended advertising channels

0,

Status Aszfer:;x Paid Search Social Display / Retargeting Email Third Party Leads
Complete 0
Shutdown 0%

Weak o 0
Demand 25%-75%
Stay-at- | 5o 100%

Home
Capture
Market 100%-125%

Share




Example strategy for dealership located in New Jersey

Consumer Sentiment

Stay-put percentage
is still 30% but have
flattened and
expected to
decrease

Stay-at-home Order

New Jersey

Still in effect,
potential reopening | _
by Memorial day Rosd mere




Market Demand Digital Marketing Decision Matrix

No
Restrictions

Weak Demand Capture Market Share

Public Policy

Complete ShutV Stay at Home

Low High

Stay at
Home Order

Consumer Sentiment




Example strategy for dealership in New Jersey

Consumer Sentiment Advertising Strategy

Stay-put percentage Recommended Budget: 25-50% of normal
is still 30% but have

flattened and
expected to

decrease Channel Campaigns
Branding campaigns to show dealership is currently open
Stay at home Order
New Jersey

General COVID-19 messaging on keeping dealership open

Still in effect,
pOtentIaI reOpenlng Stay at home in effect since March 21.

by Memorial day Read mare: Email Email recent leads and CRM record with message that they are
Reopening saon open and practicing social distancing

QOutdoor and recreation State parks, golf courses




Example strategy for dealership located in North Carolina

Consumer Sentiment

Stay-put percentage
is now at 18% and is
showing a
downward trend

Stay at home Order

Georgia

Orderin place Respering

Reopened for retail,
food and drink,
entertainment and

March 1

Shelter in place began on April 3 and expired on April 30.

outdoor a nd Gov. Brian Kemp, a Republican, went toe-to-toe with the White House and local mayors
. over his decision to reopen large parts of Georgia's economy ahead of other states,
recreatlon starting April 24. Like other governors, Mr. Kemp laid out certain requirements —

including screening workers for fever — and said it would not be “business as usual”

Read more »




Market Demand Digital Marketing Decision Matrix

No
Restrictions

Weak Demand Capture Market Share

Public Policy

Complete Shutdown Stay-at-Home

Stay at
Home Order

Low High

Consumer Sentiment




Example strategy for dealership in North Carolina

Consumer Sentiment Advertising Strategy

Recommended Budget: 75-100% of normal

Stay-put percentage
is on a clear decline
and now at 17%

Channel Campaigns

Run all campaigns pre-COVID-19 with emphasis on make/model
Stay at home Order that are currently popular

Run all campaigns pre-COVID-19 with emphasis on make/model
that are currently popular

Opening May 8th
Email recent leads and CRM record with vehicles offers and

Email ) .
incentives




Wake County has a higher Stay-put percentage at 21% compared to
other counties
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Car shopper journey can be divided into three sections

Applicable for store demand
A

AWARENESS CONSIDERATION PURCHASE

Car Shopper Journey




Recommended advertising channels

0,

Status Aszfer:;x Paid Search Social Display / Retargeting Email Third Party Leads
Complete 0
Shutdown 0%

Weak o 0

Demand 25%-75%
Stavat | o4 100%
Home

Capture
Market 100%-125%
Share




Shoppers need to visit your dealership website to raise awareness

Metrics to Track Traffic Sources
e Sessions or  Paid Sources
Visit Count :
* QOrganic
 Unique Sources
[
AWARENESS B Sessions or X

- * Direct Sources
Visitor Count

Pro tip: Organic traffic can also be a great indicator for market demand




Measuring your Y-o-Y or W-o-W data with your peers can be
powerful in determining your dealership’s trend

Dealer 1
Dealer 2
Dealer 3
Dealer 4
Dealer 5
Dealer 6
Dealer 7
Dealer 8

Dealer 9

Dealer 10




Measuring week-over-week data gives insight into demand




Measuring monthly Y-o-Y data provides insights on awareness
needed to sell a similar volume as last year




Shopper awareness must match your business objectives

100%
90%
80%
70%
60%
50%
40%
30%
20%

10%

0%
Business Objective Ad Spend

E New HEUsed HService



Ensure that there is a good match between your business objectives
and the website traffic that you generate (1 of 2)

- Not enough
shoppers coming to
the site for the
Tucson and Kona




Ensure that there is a good match between your business objectives
and the website traffic that you generate (1 of 2)

More service
shoppers might be

needed \




Consideration occurs after meaningful engagement or conversion
happens on the dealership website

Metrics

Return VDP Website
Visit Views Engagement

Conversion

Closer to Purchase




These metrics should be tracked on a daily basis and ensure it meets
your dealership’s sales goals




Behavior-based advertising can increase return shopper rate

Vehicle-based emails Site behavior-based advertising




Behavior-based advertising can increase VDP views

Vehicle Based Advertising




Personalized offers can increase your conversion rate




Strategy for increasing performance on each metric

Metric Strategy

* Retarget shoppers through retargeting ads if they have visited your
Return Shopper website

e Email customers if they have submitted a lead

VDP Views e Target customers using vehicle specific advertising

] e Land customers on the right landing page
Website Engagement

e Provide them with personalized messaging

Conversion * Show relevant offers and call to action to shoppers on dealership website




Key Metrics: Visit and Visitor count of paid and organic traffic, Return
visitor count to measure quality of awareness

Strategy

Framework for understanding shopper demand

Awareness

Ensure adequate quality visits and visitors are coming to the .
dealership website based on current market demand

Break down visitors by type; used car shopper, new car shopper, .
service shopper and make adjustments to your digital marketing
strategy accordingly

Ensure enough shoppers are returning to your website through
the use of retargeting

Consideration

Key Metrics: VDP views, Website Engagement (visit duration,
pageviews), Website Conversions

Strategy:

Compare and identify metrics that lower than pre-coronavirus time
period to understand areas needing help

For VDP views, focus on VIN-specific campaigns
For website engagement, focus on offers and incentives

For Conversions, focus on call to action and conversion tools that
can help generate more conversions

Car Shopper Journey

Purchase

Discussed in the
Purchase Demand
Section

Check key metrics on a weekly basis and make adjustments to ensure success
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The traditional 4 x 60% lead to vehicle sold ratio has changed during
the COVID-19 situation

60% 60% 60% 60%

Yy Yy Y

Lead Appointment Appointment ,

~13% Lead to Vehicle Sold Ratio




Lead to Lead Contacted has been decreasing

$ & 2+ 2

60% 60% 60% 60%

Yy Yy Y

Lead Appointment Appointment ,

Daily proper measurement by BDR is key to understanding your sales process




Strategy for changing closing ratio in COVID-19 environment

e Consistently go through CRM and make sure all phone calls and
internet leads are recorded and handled properly

Lead to Contact

e Have a standardized script so that everyone is working in a
consistent manner and asking the right questions to make quality
appointments

Contact to Appointment
Set

Appointment Set to e Management intervention prior to the appointment to verify
Sh appointment with the customer and understand what their needs
own and wants are

Appointment Shown to e Prior to customer arriving be ready and have car available with
hangtag identified for them with all their pertinent information

Sold available so that feel like a VIP
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