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This webinar has been prepared for informational purposes only. Nothing is intended to 
constitute legal advice. Participants should contact their attorney to obtain advice with 
respect to any particular legal matter. Any reference herein to any entity, person, 
organization, activities, products, or services as well as any links to external websites, does 
not constitute or imply any endorsement, recommendation or approval by NADA. The 
presentation of this information is not 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.

IMPORTANT:
NADA assumes no responsibility for the results from applying these materials by dealers or 
other participants in a NADA training. 



What can Google Analytics Provide?

• An understanding of who your potential customer is

• How did they find you and what roads brought them to your 
Digital Showroom?

• What Buying Behaviors did they present before and while in 
your “Digital Showroom”?

• How does your Online Dealership’s marketing performance 
compare to others in your state?



Is your Google Analytics Account set up properly?

– You must be the owner / administrator of the account 
• (Not your agency or service provider)

– Under your Account Setting in Admin
• Account Settings: 

–“Benchmarking” selected
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Is your Google Analytics Account set up properly?
– Under the Property Settings in Admin

• Property Settings:
– “Enable Demographics and Interest Reports” activated
– “Use Enhanced Link Attribution” activated

• Google Ads Linking: Make sure your Google Ads account is linked 
to this GA account

» You must be the owner or administrator on Google Ads in 
order to link the account.
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Is your Google Analytics Account set up properly?
– Under the View Settings in Admin

• Create a view titled “Primary” or “Filtered”
– Activate Bot Filtering for all views except “All Data”
– Apply a filter in this view for your primary IP in the Dealership 

to omit any traffic generated from within your dealership or on 
your wifi at the dealership.
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• Visitor Profile 
• Number of “Visits” Per user
• Time on site (Digital Showroom)
• Pages per session
• Preferred Language (Translator)
• Location (Are they local)
• Age / Gender (target audience?)
• In Market Shopper (Are they buyers?)

Who is your Audience?

• Types of visitors
• New Visitors = Ups
• Returning Users = Be Backs

• Devices Used To Visit
• Desktop
• Tablet
• Mobile



User Profile
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Selected View



Who are my Visitors?

• What age groups buy their 
vehicles from you?

• What age groups service 
their vehicle with you?

What is the gender mix 
for customers that buy 
and service with you?
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Selected View



Where are my visitors coming from?
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Selected View



Which segments do you Actively market to?
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Selected View



Ups & Be Backs
Account Name
Selected View



Ups & Be Backs - Mobile Users
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Selected View



Devices Used To Visit Your Digital Showroom

BOC= 65% +

Account Name
Selected View



• Channels
• What roads do they take to visit your dealership?
• Does this align with your marketing strategy?

• Organic / Direct
• Paid Search / Display
• Referrals 
• Social Media
• Email campaigns

• How do you compare with others in your vertical 
market and state?

• Benchmark Report: Channels

• Referrals
• Who are your top referral services?

• Does this align with your marketing strategy?
• CARS. COM / AutoTrader / Car Guru etc.

How do visitors find you?
• Paid Advertising

• Average CPC by Campaign
• What is performing best?

• Keyword Match Type
• Search query that spawned your ad

• Average CPC by paid Keywords
• Bid Adjustments (Used to enhance or restrict your 

ad impressions)
• Device being used
• Time of day
• Location

• Time of Day users visit
• Desktop / Mobile / Tablet

• Social Media
• Top Landing Pages

• Sources that bring them to you 
• (Secondary Dimension “Source”)



What Roads do Visitors Take to Your Digital Showroom?
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Selected View



How Does Your Channel Performance Compare?

Are you attracting new users with your efforts? Is your content keeping their attention?

Account Name
Selected View



What Advertising Campaigns are Performing Best?
Account Name
Selected View



What Keywords Get The Most Clicks?

Broad Dealership Name

Modified Dealership Name

Exact Dealership Name

Brand + Town

Phrase | Dealership Name

Town + Brand

Brand Town
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What Key Words Cost The Most?

Sort Descending
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Bid Adjustments 
How much are you willing to spend?
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When Do “Buyers” Visit Your Digital Showroom?
Peek Hours Consider using Bid Adjustments to 

increase visibility and activity during 
these hours
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Selected View



What Other Sites Send You Visitors?
Account Name
Selected View



How impactful Is Your Social Medial?

Initial Landing Page What Social Media brought them to you

What Social Media Activities Led To The Increased Volume?

Account Name
Selected View



What online behaviors matter to you?
• Top Pages Visited

• Which pages get the most traffic?
• Which ones are an entrance page?
• How much time is spent on the top 10 pages?

• Exit Pages
• These are pages where visitors have made their final decision and decide to 

leave the Digital Showroom?
• What content are consumers receiving on these pages?

• VDP’s are important (Your crystal ball for buyer intent)



Top Pages Visited
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How many are the first page they see?

Add a secondary dimension to see the 
previous page they came from.
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Selected View



Exit Page (ZMOT)

Set your calendar 
to last 7 days

Filter by “Used” or “New” 
to reveal VDP’s

Account Name
Selected View
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