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27 Questions You NEED To Ask About Your
Facebook Strategy

Pete Petersen, CEO, Dealers United



Hi, I’'m Pete Petersen!

e CEO of Dealers United & BuyerBridge
e Facebook Marketing Partner
e Facebook Blueprint Certified

e DigitalMarketer.com Partner

 #OIGITALV ARKETER
CERTIFIED PARTNER
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Today’s Takeaways:

Don’t just “check the box” for Facebook Ads!

e Ensure you’re maximizing the opportunity on Facebook.

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

e 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
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Question Categories

How Are You Are My Ads Actually

i ildi Working?
Building Value For
Am | Set Up For :rnhl Rsunmng Ihe Ml:? ing Valu
Success? Ight Strategy: -
' |
INTRO PART 1 PART 2 PART 3
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AM | SET UP FOR
SUCCESS?




a Do | have access to my Business Asset Group?

e You should!

e Business Asset Groups = popular method e

Welcome to Facebook Business Asset Groups!

agencies use to organize various client

Business asset groups allow you to connect assets,
people and permissions all in one place.

assets:
e Ad Accounts (and Instagram Accounts) - o racie e ek ParatsekGas
* Pixels anc pel You vt 10 GO acoass the business eset roup.
together, and grant permissions for each
e Pa ges asset.

e (ffline Events

e C(Catalogs
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a How are you tracking my conversions / events? How many?

e While you should be using the Facebook Pixel EasEbEEk Pikal

to track your events and conversions, double Pixel [D: +8a+ diick:to copy
check that: .
_ _ b PageView
e You have 8 or fewer events registered (Apple iOS).
e FEvents include: b .. ViewContent
* View Content » . ViewContent
e Leads
e Landing Page Views = ViewContent

Step by Step article:

bit.ly/pixelhelperblo
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http://bit.ly/pixelhelperblog

e Is my domain verified and are my events prioritized?

Apple’s i0OS 14 update = verify domains to

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

e 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!

DEALER GUIDE

Step #1 To Prepare For
Apple iOS 14.4

eeeeeee {@united N 5.41-266-6760
i

How: To Verify Your Dealégship's
Domain In Facebook

Learn More:
bit.ly/iosverification
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° Are you advertising on Facebook and Instagram? How?

i

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!

%'\ Paoli Ford
=/ Sponsored &

We'll buy your vehicle!

Any Make! Any Model!

Press “Learn More" for details.

AN
e ———
PAOLIFORD.COM

We'll Buy Your Vehicle!

Press "Learn More” for details.



e How are you setting up UTM codes?

e Every ad should have a unique UTM tag so you and
your team can track them in Google Analytics.

e What utm_source & utm_medium are they using?

e |deal UTM structure:

utm_source=facebook&utm_medium=cpc&utm_campaign
={{campaign.name}}&utm_content={{campaign.id}}-{{adset
id}}-{{ad.id}}-{{placement}}

DIGITALDEALER.COM
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e What catalogs are my account set up with?

e To run live inventory as an ad format,

you must have it in a Catalog.

e 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.

Filter by gg 2019 Escape Advertise Set
ID: 2654281837916686
Select channels -
28 Items of Channels
Q Search by name or ID N -
2 2 ViewFilters ~ EditSet
2019 Escape ltems Variants
2 items - 2 variants
2019 F-150 Q, Search all items
1 item - 1 variant
2019 Truck Vehicle ID Title of the vehicle Description Price Address
2 items - 2 variants ™ 13901 Washir
2020 Escape 11574004 "'“23 2019 Ford Esc:  Recent Arri..  $22,500.00 MO
1 item - 1 variant us
e 13901 Washit

2020 F-150 11574006 ﬁ 2019 Ford Esc:  RecentArri..  $23,000.00 MO
1 item - 1 variant ,

us
2021 Escape
9 items * 9 variants
2021 F-150
7 items - 7 variants
All New
60 items - 60 variants
All New - 2019
0 items - 0 variants
All Used
69 items - 69 variants
All Vehicles
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0 Will Facebook be billing me directly for my ad spend?

e |f you're set up through an agency, check that
Facebook directly charges you, the ad account
ownetr.

Payment Activity Payment Settings v

Ad Account Qutstanding Balance @
:

Page 3 of 4
Accounf Number: T Use filt fi h B Apr1,202 8,202
s e ransactons v se filters to refine your searc r 1-Apr8,2021 «»
Nonet] 1st Bank Statement Closing Date: 04/30/21 ’ W s pr, P
Download «
cardhOIder Account ACtiVity cont' Transaction ID Date 9§ Amount g Payment Method 6 Payment Status Action
PETE PETERSEN Credit Limit Credits Purchases Cash Advances Total Activity jjm‘;:“‘""“"" Apr7,2021 $900.00 B visa 3519 Pald &
XXXX XXXX XXXX 3519 L » $0.00 b $0.00 R .
Trans Date Post Date Reference Number Description Amount
Sneall S Ioni0n Apr 5,2021 $900.00 B visa-3519 Paid i
04/04 04/05 24204291094000116807757 FACEBK JJLLGZELA2 650-5434800 CA $234.83 7433592 ’ : S
04/02 04/05 24204291092000424493623 FACEBK 7RZEFZSLA2 650-5434800 CA $900.00
04/05 04/05 24204291095000171703825 FACEBK 77QYVZ6LA2 650-5434800 CA $900.00 3618353781610115- Apr 2021 §23483 B vise 3579 - Py
04/07 04/07  24204291097000141246820 FACEBK PXELXZ6LA2 650-5434800 CA $900.00 e '
AOLILA0E0A0E00 21 Apr2,2021 $900.00 o \isa - 3510 paid &

7415189
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AM | RUNNING THE
RIGHT STRATEGIES?

DIGITALDEALER.COM 13



e Facebook’s Learning Phase =50 eventsina 7
day window, depending on your campaign
objective.

e 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).

e Applies to all other campaign objectives, such
as Reach and Traffic.

° What is the proper budget for my campaigns?

Learning phase progress

2 optimization events since last significant edit

About 50 leads recommended

Based on 7-day click and 1-day view conversion window

After you create a new ad set or make a significant edit to an
existing one, our system starts learning how to best deliver
your ads. During this time, you may see performance
fluctuations and higher costs. Since performance is still
stabilizing, avoid editing your ad set during the learning

phase.

Learn More

Around

18

optimization
events

Around

days

DIGITALDEALER.COM
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e Am | running Inventory / “Ready To Buy” campaigns?

e EVERY DEALER NEEDS TO BE RUNNING ¢ @ proms s

SUV Shopper
e Automotive Inventory Ads show shoppers <4
your live inventory as ads, and drive shoppers
On or Off-Facebook.

Still interested in a pre-owned vehicle?

Here are some vehicles you may like from Tynan's
Nissan Aurora!

I I l 2020 Nissan 2020 Nissan
e Retargeting campaigns are KEY here! e (] |20
[]E) Like i;:I Comment £ Share

a 15



@ Am | driving traffic On-Facebook, Off, or both?

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!

£

< /> View Content

/> Lead

2018 Chevrolet Trax LS

$12,994

$242/month estimate @ Customize Estimate

@ Send seller a message

Good afternoon, is this still
available? m

| ® m =]

Call Dealer Directions Save More

DIGITALDEALER.COM 16



@ What are all of my different audiences?

Find out how many audiences you have,

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

and results.

Ask: when do they enter + leave the

funnel?

e Once they convert on your website? When
do they become a customer?

Name

5 Year Sold Customers 3_15_2021

Sold Not Serviced 18 mo. 3_15_2021

Vehicle events from event source
165206480923263, 462989177460196

Peoble with vehicle events from event source

All Website Visitors - Retargeting 30 Days

Special Ad Audience (US, 1%) - Bronco Sport
- 180 days

Bronco Sport - 180 days

Bronco Sport - Retargeting 30 days

Type

Custom Audience
Customer List

Custom Audience
Customer List

Dynamic Audience
Claim

Custom Audience
Website

Special Ad Audience
Bronco Sport - 180 days

Custom Audience
Website

Custom Audience
Website

DIGITALDEALER.COM

Size

5,000

2,000

Below 1000

3,300,000 &

2,200,000

1,100,000 ©

300,000 ©

17



Q What is my ad frequency?

 Frequency = how often your
audience sees a certain ad. Bl CTRDecrease CPC Increase

180%
135%

90%

e |deal frequency:
e Prospecting: 2/week, 4/month

e Retargeting: 2/week, 8/month —

-90%

45%

e Avoid ad burnout while still being Frequency
SEEN!

n DIGITALDEALER.COM 18



@ Am | running Awareness / “Why Buy Here” campaigns?

e “Reach” objective = Most cost effective way
to reach the most shoppers!

e |nclude “Why Buy” messaging, telling your
audience why they should buy from your

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

guarantee, great warranty, free oil changes, etc.

£ Briarwood Ford
&F Sponsore d (demo) - Q

Why buy from us?

& Friendly
¥ Honest
L4 Transparent
< No pressure

Press “Learn More" for details. &

BRIARWOOD FORD
<z =

NO PRESSURE

BRIARWOODFORD.COM
No Pressure Learn More
Press “Learn More" for details. &

19



@ Am | running loyalty / “Customers For Life” campaigns?

e Continue to drive revenue and build loyalty < @
With the Shoppers you already knOW! EEE:QMaZda Is Your Preferred Mazda Service

Get top quality auto service today!

Battery Services

e Be sure you are reaching your customer lists e

as Custom Audiences for Service and Trade-In res Laam or” 1 schedle your sanice.
campaigns. :

Battery Services Igakes Servii

a DIGITALDEALER.COM
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@ Am | running Specials / “Events and Promotions” campaigns?

e Target current leads lists, Broad
Audience Targeting, and 3rd party data

i

Run your OEM and dealership specials
out to shoppers who are in-market for a

new vehicle.

from Oracle/IHS targeting:

e \ehicle leases coming off-lease

e |n-market for new vehicle

* |In-market for competitive makes/models

( =2 Indian Motorcycle of OC
e Sponsored (demo) - @

May 25th 9AM-5PM | Memorial Day Open House

% FREE BBQ
% FREE Demo Rides
Ill FREE Gifts for Veterans

{=; First 10 people that demo a new Indian Motorcycle

o

get a FREE motorcycle detailing kit!

Press “Learn More" for directions. &

MEMORIAL DAY _g@ woes
OPEN HOUSE

MAY 25™ 9AM-6PM

Memorial Day Open
Enjoy good fo¢

May 25th 9AM-5PM



@ How are my Retargeting campaigns set up?

e |f you are running Retargeting campaigns,

@ Add People to Your Audience

Identlfy: Include people who meet ANY =
e Retargeting website visitors and On-Facebook TPy
activity? | |
ViewContent v inthepast 30
 How long are your retargeting windows set up for? R
e Separate Retargeting campaigns set up for specific financing X credit X |
page views, i.e., viewed Trade In / Financing Pages

VS. viewed VDPs?
e Are you dynamically retargeting VDP views with
exact + similar VINs viewed?

a DIGITALDEALER.COM

of the following criteria:
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Is my lead ad strategy geared toward high volume, or high

quality?

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.

Like Reply
a Write an answe O @

This ad has been shared with you.

Tynan's Nissan Aurora
Sponsored (demo) - &

Still interested? g

How about a no hassle test drive?

== ; S 2020
bp)|| | 20Z1NssanBogueSV figlnip] | | PLus
— R S FORM
oY Like (J commen t 2> Sh
8 B B8 & =
DIGITALDEALER.COM
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HOW ARE YOU BUILDING
VALUE FOR ME?

DIGITALDEALER.COM 24



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

Minimum: At least once a month!

Think...

e New giveaway/internal contest/customer
program?

e Hosting an event?

e Re-focusing on a specific revenue stream?

e ....ANYTHING ELSE, loop in your Facebook
execution team so they can align to those goals!

DIGITALDEALER.COM
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@ Are you A/B testing my ads?

Facebook is ALL. ABOUT. TESTING.

€2 Results  (7) Test Details

A/B Test
AS k |f yO ur a d S are be | ng A/B teSted o Finished (Jul 23, 2020, 12:00 AM - Jul 31, 2020, 12:00 AM Pacific Time)
Campaign 1: Automotive Inventory Ads (Used) Versions: 2 Campaigns  Objective: Catalog sales  Ke

With Copy and Creative Va riationS’ Campaign 2: On-FB Destination for AIA (Used)
targeting, etc. Resuits

M Cost per Lead

Find out how often, and be sure to el

track each test so you can make

. . . . On-FB DestinationforAIA((\?ifg{ _ $3.91
informed business decisions.

$0.00 $5.00 $10.00 $15.00
Cost per Lead

DIGITALDEALER.COM 26



Are you following Facebook’s best practices in regards to
image size, video length, placements, etc?

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

devices, use vertical or square (1x1)
videos to optimize for mobile delivery.

°
1

° 16:9 1: 916
Less Image Text Full Landscape Square Full Portrait/Vertical
e Use less text on images — ads with 20% or ,5;"5?;'23::3) aﬂzs,i%?b";iﬁz)

less image text perform better.

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

n DIGITALDEALER.COM

27



i

Keep videos short.
e Attention spans are short, try to keep videos
below 15 seconds.

Use automatic placements.

e 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)

N = 9:46 AM @ 96% ()
< Power Ford

Sponsored (demo) - £

It's All About YOU at Power Ford! £

100K Warranty
Complimentary Maintenance
Roadside Assistance

Find Your Ride < MyPowerFord.com

| \A \ifl 3 y
e . L e g

Rl 7/ 3
D A B .
FORD i3 2

POWERFORDNM.COM
Every Vehicle, 100K Warranty. Shop Now ‘
We'll beat ANY New Ford deal in New Mexico...

DIGITALDEALER.COM 28



i

Uploading your own data lists for Custom /
Lookalike Audiences is a KEY way to

supercharge and scale your ads:
e Leads/ UPs/ Dead or Unsold
e Customers (can segment by model line, recency)
e Sold not serviced
e 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?

OO‘-‘ S

")

DIGITALDEALER.COM
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e Available for an extra fee, you can

account?

reach even more in-market
shoppers by layering in Oracle /

IHS Markit data.

e QOracle also provides TransUnion,
Mastercard/Visa transaction data,
and Service data!

Are you using 3rd party data like Oracle / IHS Markit on my

IHS Markit + Polk Data Available For

-

w

Rk

Auto Dealerships

IN-MARKET, NEW

Interested in buying New
By make
By model

Body style

LIKELY TO LEASE

Leasing history

Expiring leases

Luxury or non-luxury leases
3x more likely to lease a

vehicle in the next 6 months

i IN-MARKET, PRE-OWNED

e Interested in buying Used
e By make

e By body style

i OWNERS OF

COMPETITIVE VEHICLES

Owners of specific Makes
Owners of specific Models
Vehicle age

Vehicle price

Time since last purchase

ORACLE’
DATA CLOUD



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?

DIGITALDEALER.COM
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ARE MY ADS DRIVING
REAL RESULTS?

DIGITALDEALER.COM 32



What benchmarks / standards are you measuring my ad
performance against?

e Depends on your objective + budget (Awareness,
Consideration, and Conversion), but top KPIs include:

e Landing Page Views - # of times a user landed on your website
or on-Facebook pages from clicks. (Our SoE: S2/LPV)

e Leads - Hand-raisers who submit a lead for on-Facebook or on
your website. (Our SoE: $20-540/Lead)

e Offline Conversions - # sales attributed to users who viewed or
clicked on your ads, requires offline sold data. (Our SokE:
$250/Sale) *subject to offline data integrity

a DIGITALDEALER.COM
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Reports) for me?

Upload offline sales data to attribute #
of shoppers who viewed or clicked your

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

m ‘“ Duplicate = # Edt - 14 Export

Name

Run monthly so you can optimize = |
your strategy. g —

e Single - Video - 2019 Escape Vertical - 01
g Single - Video - 2019 Mustang Vertical - 01

Single - Video - Dogs - 01
™

. Single - Video - Baseball - 01

. Single - Video - Cash In Pocket - Co-Op - 01

> Results from 192 ads @

65 sales attributed to

v [ Preview

435,187
People

Are you running Sales Matchbacks (Offline Conversion

clicking or viewing an ad &

buying within 28 days
h Offline P
‘?5 = 3
DIGITALDEALER.COM
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28-day

aaa
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@ What do you consider a “lead” conversion?

e On-Facebook leads

e Lead forms, Messenger Inquiries, or Phone Calls ¢/> View Content

. i {/> Lead
e Website leads (tracked from users delivered to

your site from Facebook traffic):
e C(Clicking a phone number or email

e [nteracting with a widget (Chat, Trade Value,
Financing)

e Submitting a form that contains a phone or email

3:03

% DEALERNAME

CRM

35



Q Can | see my results in real-time?

ey g
e Be wary of stagnant PDF reports alone! i TSR R
= '990 324,990
e Live dashboards or certain access levels to = Vv
your Ads Manager account are ideal for
getting a real-time view of your ad success. = e - o | | |7
° Keep in mind: $24,050.00 » . $23,614.68 5787?71".7570 . $869.64 5]
e Real time: On-Facebook campaign metrics
5,862 8 27 90‘.1 1% 0:39:06

e Near time: Website Leads, Offline metrics like
Offline Leads or Offline Conversions

$6.77 $0.75 $1.07 $3.32 $29.42
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QUESTIONS
FOR ME?

DIGITALDEALER.COM 37



.

Thank you!

Contact Me: Pete Petersen, CEO, Dealers United
pete@dealersunited.com | 941-366-6760
dealersunited.com | buyerbridge.io

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

Stay Connected

f

o

’ #Follow @DigitalDealer & Get Social #DigitalDealer

38
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