
27 Questions You NEED To Ask About Your 
Facebook Strategy

Pete Petersen, CEO, Dealers United
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• CEO of Dealers United & BuyerBridge

• Facebook Marketing Partner

• Facebook Blueprint Certified

• DigitalMarketer.com Partner

Hi, I’m Pete Petersen! 
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Don’t just “check the box” for Facebook Ads!

• Ensure you’re maximizing the opportunity on Facebook.

• Understand what you can do (and what you shouldn’t).

• Learn how to hold your vendor, agency or in-house team accountable!

YES! You can get a copy of this deck & bonus slides by going to bit.ly/dd27-questions

Today’s Takeaways:
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INTRO PART 1 PART 2 PART 3

Are My Ads Actually 
Working?

How Are You 
Building Value For 
Me?

Am I Running The 
Right Strategy?

Am I Set Up For 
Success?

Question Categories
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AM I SET UP FOR
SUCCESS?
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• You should! 

• Business Asset Groups = popular method 

agencies use to organize various client 

assets:
• Ad Accounts (and Instagram Accounts)

• Pixels

• Pages

• Offline Events

• Catalogs

Do I have access to my Business Asset Group?
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• While you should be using the Facebook Pixel 

to track your events and conversions, double 

check that:
• You have 8 or fewer events registered (Apple iOS).

• Events include:
• View Content

• Leads

• Landing Page Views

How are you tracking my conversions / events? How many?

7
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Step by Step article:
bit.ly/pixelhelperblog

http://bit.ly/pixelhelperblog
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Is my domain verified and are my events prioritized?
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• Apple’s iOS 14 update = verify domains to 

prevent any loss of attribution.
• Domain verification guide: bit.ly/iosverification

• Best practice is to have your domain verified under 

your own Business Manager, not your agency’s.

• You also need to prioritize your 8 pixel events!

Learn More: 
bit.ly/iosverification
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• You should be advertising on both!

• Be sure if you are advertising on 

Instagram, that your ads are optimized 

for that platform as well (different 

platforms = different needs!).

• Do NOT miss out on Story placements!

Are you advertising on Facebook and Instagram? How?
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• Every ad should have a unique UTM tag so you and 

your team can track them in Google Analytics.

• What utm_source & utm_medium are they using?

• Ideal UTM structure:

utm_source=facebook&utm_medium=cpc&utm_campaign

={{campaign.name}}&utm_content={{campaign.id}}-{{adset

.id}}-{{ad.id}}-{{placement}} 

How are you setting up UTM codes?
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• To run live inventory as an ad format, 

you must have it in a Catalog.

 

• Automotive Catalogs are 

recommended!
• Include vehicle-specific attributes, i.e., 

Body Style, Transmission Type. 

• NOTE: To run inventory ads on Instagram, 

a Product Catalog needs to be used.

What catalogs are my account set up with?
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• If you’re set up through an agency, check that 

Facebook directly charges you, the ad account 

owner.

Will Facebook be billing me directly for my ad spend?
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AM I RUNNING THE
RIGHT STRATEGIES?
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• Facebook’s Learning Phase = 50 events in a 7 

day window, depending on your campaign 

objective.
• Example: If you’re running a lead generation 

campaign and getting an average of $20 leads, 

that campaign needs a budget of $1,000/week (50 

events x $20/event).

• Applies to all other campaign objectives, such 

as Reach and Traffic. 

What is the proper budget for my campaigns?
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• EVERY DEALER NEEDS TO BE RUNNING 

THESE!!!!!

• Automotive Inventory Ads show shoppers 

your live inventory as ads, and drive shoppers 

On or Off-Facebook.

• Retargeting campaigns are KEY here!

Am I running Inventory / “Ready To Buy” campaigns?
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• Off-Facebook:
• Directs to a landing page that is not a Facebook 

owned property, i.e. dealers website VDP page. 

• On-Facebook
• Directs to a Facebook owned property, i.e. 

On-Facebook VDP pages, Facebook Business 

profile, Messenger.

• Recommended testing ASAP to get ahead of data 

privacy regulations!

Am I driving traffic On-Facebook, Off, or both?
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• Find out how many audiences you have, 

and the estimated size of each.
• Dictates your ad effectiveness, frequency, 

and results.

• Ask: when do they enter + leave the 

funnel?
• Once they convert on your website? When 

do they become a customer?

What are all of my different audiences?

17
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• Frequency = how often your 

audience sees a certain ad. 

• Ideal frequency: 
• Prospecting: 2/week, 4/month

• Retargeting: 2/week, 8/month

• Avoid ad burnout while still being 

SEEN!

What is my ad frequency?
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• “Reach” objective = Most cost effective way 

to reach the most shoppers!

• Include “Why Buy” messaging, telling your 

audience why they should buy from your 

dealership instead of the dealer next door. 
• Family owned and operated, best price 

guarantee, great warranty, free oil changes, etc. 

Am I running Awareness / “Why Buy Here” campaigns?
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• Continue to drive revenue and build loyalty 

with the shoppers you already know!

• Be sure you are reaching your customer lists 

as Custom Audiences for Service and Trade-In 

campaigns.

Am I running loyalty / “Customers For Life” campaigns?

20
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• Run your OEM and dealership specials 

out to shoppers who are in-market for a 

new vehicle.

 

• Target current leads lists, Broad 

Audience Targeting, and 3rd party data 

from Oracle/IHS targeting:
• Vehicle leases coming off-lease

• In-market for new vehicle

• In-market for competitive makes/models 

Am I running Specials / “Events and Promotions” campaigns?
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• If you are running Retargeting campaigns, 

identify:
• Retargeting website visitors and On-Facebook 

activity?

• How long are your retargeting windows set up for?

• Separate Retargeting campaigns set up for specific 

page views, i.e., viewed Trade In / Financing Pages 

VS. viewed VDPs?

• Are you dynamically retargeting VDP views with 

exact + similar VINs viewed?

How are my Retargeting campaigns set up?

22
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• High volume:
• Asking for lead conversions from COLD / NEW 

audiences.

• Expect more leads, but more tire-kickers. 

• Requires BDC / large team to qualify.

• High quality:
• Asking for a lead conversion after a user has 

engaged with your brand, i.e., a 3-7 day 

retargeting window.

• You can expect fewer leads, but higher quality.

Is my lead ad strategy geared toward high volume, or high 
quality?
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HOW ARE YOU BUILDING
VALUE FOR ME?
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• Minimum: At least once a month!

• Think…
• New giveaway/internal contest/customer 

program?

• Hosting an event?

• Re-focusing on a specific revenue stream?

• ….ANYTHING ELSE, loop in your Facebook 

execution team so they can align to those goals!

How often are we meeting about our dealership’s goals, 
strategies, changes, and performance?

25

18



DIGITALDEALER.COM

• Facebook is ALL. ABOUT. TESTING.

• Ask if your ads are being A/B tested 

with copy and creative variations, 

targeting, etc.

• Find out how often, and be sure to 

track each test so you can make 

informed business decisions.

Are you A/B testing my ads?

26
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• Vertical or square video
• Since the majority of users visit via mobile 

devices, use vertical or square (1x1) 

videos to optimize for mobile delivery.

• Less Image Text
• Use less text on images – ads with 20% or 

less image text perform better.

• Less Copy Text 
• Shorter, precise ad copy performs better. 

Are you following Facebook’s best practices in regards to 
image size, video length, placements, etc?
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• Keep videos short.
• Attention spans are short, try to keep videos 

below 15 seconds.

• Use automatic placements.
• Allow Facebook to optimize the placement of 

your ad to what performs best!

• Use calls-to-action.

Are you following Facebook’s best practices in regards to 
image size, video length, placements, etc? (CONTINUED)
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• Uploading your own data lists for Custom / 

Lookalike Audiences is a KEY way to 

supercharge and scale your ads:
• Leads / UPs / Dead or Unsold

• Customers (can segment by model line, recency)

• Sold not serviced

• Direct mail lists

• Also find out how often these audiences are 

updated (recommend at least monthly).

Are you using 1st party data on my account? 
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Are you using 3rd party data like Oracle / IHS Markit on my 
account?
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• Available for an extra fee, you can 

reach even more in-market 

shoppers by layering in Oracle / 

IHS Markit data.
• Oracle also provides TransUnion, 

Mastercard/Visa transaction data, 

and Service data! 
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• Additional value:
• Reach / Audience / List building

• Avoiding the “digital lot drop”

• Regular recommendations on strategy

• Constant testing and aligning strategy to the results

• Comparing your results with other similar stores

• Vehicle floor planning based on high-performing vehicle 

sets

• Google Analytics traffic / attribution comparisons

How are you building value for our account besides leads?
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ARE MY ADS DRIVING
REAL RESULTS?
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• Depends on your objective + budget (Awareness, 

Consideration, and Conversion), but top KPIs include:

• Landing Page Views - # of times a user landed on your website 

or on-Facebook pages from clicks. (Our SoE: $2/LPV)

• Leads - Hand-raisers who submit a lead for on-Facebook or on 

your website. (Our SoE: $20-$40/Lead)

• Offline Conversions - # sales attributed to users who viewed or 

clicked on your ads, requires offline sold data. (Our SoE: 

$250/Sale) *subject to offline data integrity

What benchmarks / standards are you measuring my ad 
performance against?
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• Upload offline sales data to attribute # 

of shoppers who viewed or clicked your 

ad before purchasing from you.
• Also works for Service RO’s!

• Run monthly so you can optimize 

your strategy.

Are you running Sales Matchbacks (Offline Conversion 
Reports) for me?
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• On-Facebook leads
• Lead forms, Messenger Inquiries, or Phone Calls

• Website leads (tracked from users delivered to 

your site from Facebook traffic):
• Clicking a phone number or email

• Interacting with a widget (Chat, Trade Value, 

Financing)

• Submitting a form that contains a phone or email

What do you consider a “lead” conversion?

35

26



DIGITALDEALER.COM

• Be wary of stagnant PDF reports alone!

• Live dashboards or certain access levels to 

your Ads Manager account are ideal for 

getting a real-time view of your ad success.

• Keep in mind:
• Real time: On-Facebook campaign metrics

• Near time: Website Leads, Offline metrics like 

Offline Leads or Offline Conversions

Can I see my results in real-time?
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QUESTIONS
FOR ME?
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Contact Me: Pete Petersen, CEO, Dealers United
pete@dealersunited.com | 941-366-6760

dealersunited.com | buyerbridge.io

Thank you!

Stay Connected  #Follow @DigitalDealer & Get Social #DigitalDealer

 → Visit bit.ly/dd27-questions for a copy of the deck & bonus slides
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