The Top Dealer Intennett
Initiatinies +602000.0

What they are, how to implement them
and how to measure your success




Advance Your Analyticss

Gain an expert understanding of analytics,
goals and key performance indicators.

Implement or Improve Google Analytics.




LIVE FEATE BREATHI ANALYSTICS

A Visitors A Benchmark Statistics
A Unique Visitors A Goal Conversion Rates
A Time On Site A Engagement Rate

A Page Views A Critical Event Tracking
A Pages / Visit A Net Conversion Rate

A New Visits A KPls

A Bounce Rate A CPL/ CPA




Implement or Improve GogaglerAnalytics
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Site Usage
aAas B 463 Visits oD’ 19,29% Bounce Rate
Previous: 7,063 (-22.65%) Previous: 11.34% (+70.12%)
2L 20 34,265 Pageviews wAszmesn. 00:04:26 Avg. Time on Site
% Previous: 52,283 (-34.46%) Previous: 00:05:38 (-21.42%)
FTEN 6427 PagesiVisit 64.69% % New Visits
Previous: 7.40 (-15.27%) Previous: 62.54% (+3.44%)
Traffic Sources Overview All Traffic Sources
R Source/Medium Visits % visits
W Search Engines
3,124.00 (57.18%) google / organic
¥ Direct Traffic
1127 00 (20.63%) Sep 1,2003 - Sep 30, 2009 1,749 32.02%
M Referring Sites Aug 2, 2009 - Aug 31, 2009 2,730 38.65%
610.00 (11.17%)
Other % Change -35.93% A747%
602/(11.02%) (direct) f (none)
Sep 1, 2009 - Sep 30,2009 1,127 20.63%

, view report

Aug 2, 2009 - Aug 31, 2009 1517 21.48%




Implement Google Analytics

Google Analytics
ACapabilities far beyc
AUni que capabilities t

most providers base packages
A Independent, consistent statistics

A Allows modification through standard
programming and built-in commands




Improve Google Analytics

A Configure Google Analytics to track more
and track more accurately

A Create conversion goals, content goals
and engagement goals

A Create a standard for URL tagging to
maximize reporting

A Configure Google Analytics to export data
to other applications



Focus on Engagementt

Lead conversions aresooo0002009




FACTS:

0% 54%

Of people using the Of advertising-

Internet as a part of driven, walk-in
the purchase traffic cites the

process will NEVER Internet as their
submit a lead primary source
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Internet Usage & Lead Trends
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How do you measure engagement?

A Time on site

A Pages / visit

A Percent new visitor

A Bounce rate

A Goals other than lead generation
A Events during critical content

Site Usage IR

Visits - Pages/Visit Awg. Time on Site © % New Visits »  Bounce Rate
4,565 5.14 00:06:33 65.19% 19.89%
% of Site Total: 100.00% Site Avo: 5.14 (0.00%) Site Avg: 00:06:33 (0.00%) Site Avg: 65.15% (0.07%) Site Avg: 19.89% (0.00%)
‘ SourceMedium  Hone ¥ M¢l PagesfVisit Avg. Time on Site % Newy Visits Bounce Rate
1{5‘1 568 00:08:16 61.62%
2. (direct) / (none) 1,239 5.08 00:04:56 65.94% 1961%
450 578 00:04:35 76.44% 24.44%
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2009 Civic DX-VP Auto Tranamisaion $149 per mo. for 36 months with $1955 capitallzed coet reduction avaliabie. Recorded by Capture\wizPro free trial




Eliminate=N\om-Branded!
Third Party lLeadi Pnavitierss
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FACTS:

710% 54%

Of people using the Of advertising-

Internet as a part of driven, walk-in
the purchase traffic cites the

process will NEVER Internet as their
submit a lead primary source

O Year over year growth in consumers
6 submitting leads through OEM sites

iInstead of third parties




Third Party Lead Generation

Keyword:
2010 Honda Accord

2%

Of The
Results
Are Thirds
Party Lead
Providers




