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uccessful search engine
S opfimization (SEQ) is

ever-changing, which is
why many dealers enlist the help
of third parties to properly
optimize their Web sites. And
choosing a reputable provider
can be o challenge. If you've
recently evaluated providers,
you've likely learned o little
about SEQ, but your educaotion
on the subject wos probably
embedded in o soles piich.

To provide deolers with o more
in-depth explanation of SEQ,
infarmation an what's successful
now and insight on whot's to
come in the neor future, Aulo
Dealer Monthly sought out top
management from leading
technology companies te gel the
411 on oll aspects of SEQ. The
industry professionals whe
contributed information for this
exposé include Dean Evans,
chief marketing officer af.
Dealer.com; Mikes Fitzpatrick,
vice_president of sales and

imarketing ot DealerTrend; Sarah

Mooneyhan; co-founder and
vice'president of markeling ol
eBizAutos; George Menni, vice
president of Dominion Dealer
Solutions ond general manager
for Dealerskins; Erin ©'Conner,
Web occount manager at
DealerHD; and Jason Walker,
vice president of sales of
AutoDealerTraffic

What should dealers
know about SEQ/SEM?

B Dealerships must
BN understand thot
| tha search
engines drive the
averwhelming
majority of Iratfic
to their Web
sites. When
locking ot the metrics from our
thousands of deolerships, we
consistently see the search
engines delivering the most
traffic. Google explains that
having representation in both
paid and arganic results will
result in a higher percentoge
of people clicking through fo
your Web site, so it's crifical 1o
have a presence and strategy in
bath areos. .

Dean Evans

Dealers should
know the bosics
af SEC. The dif
ference between
on-sife versus

> off-site SEQ, the
Mike undearlying
Fit:patritlt concepl af white

hat vs. black hot
technigues, and most of all the
main desire of the search
engines to provide valua to the
and user. Fortunately for
dealerships, Web vendors have
been forced 1o build better Web
sites over fhe last year-and-o-
half as marketing dollars have

been shifted 1o digialWiile

being reduced

Tha most
powearful “aha”
moment for any
dealer | tolk with
is when they
realize the great-
est ool for
rasulls is already
in their own
hands. The SEC
gome is aclually ployed on twe
fields, these being on-page ond
off-page opfimization—on-page
meaning things you can' do to
your own Web site and off-
page meaning things that accur
oway from [or off} your \Web
site. The majapilyre already
familigewith the on-poge con-

Mooneyhan

tept, that their Web site's pages

can be improved with tech-
nigues such as keywords usoge
or naming pages UrquﬁiY

But, ond here is the big miss
and the element that makes one
dealer a ranking superstar while
the other 15 anonymous, only
one in 50 dealars knows about
link building.

Lintk Building is not complicated.

is the process of gefting ofher

Web site pages fo link to your
paoges. These links should use
text within the link thot best
describes the poge that it is
pointing to. Dealers are sur-
prised to hear thot link building
is five to six imes as powerful as
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anything they can do on their
Wik site itself.

So a Chevy dealership, for
example; wonting o rank well
for searches suchoas "Chevy in
Las Vegas," might ask & chagity
they sponsor to link to their
dealership Web site from the
charity home page. The charity’s
link ond surrounding tex! 1o the
dealership might say something
like, "We here ot [Charity XYZ]
appreciate the efferts and
contributions from the staff ol
[ABC Dealership]. Since thay
support the community we hope
loo that the Eammunity will
sopport them. If you are looking
for o Chevy in Los Vegos plecse
consider [ABC Dealership] for
your next car or truck purchase.
Thank you [ABC Dealership]

for your continued support fo
our efforts.”

Links such os these ara
“crawled” by the search engines
and the included text is o signal
os o whol the poge pointed to
is aboul.

SEQ/SEM is an
impartan! piece
of a business
plan because
these techniques
help car buyers
find dealer Web
sites. SEQ and
SEM are two dif-
ferent disciplines.

George
Nenni




Search engine optimization
(SEQ) is the process of
increasing ... or improving the
quality of troffic to o Web sile
fram search engines vio “natur-
al* ar unpoid search resulis,
SEQ primarily involves develop-
ment of keyword-rich content on
the site. Search engine market-
ing (SEM) allows businesses 1o
pay for specific placement on
search rasults poges.

It's important for
dealers fo know
that a hybrid
approach o SEQ
and SEM is
essentiol for
SUCCESS,
Employing o
number of strale-
gies will distribute
efforts evenly ond increase
online presence. Oplimizing o
dealer’s site is os imporfant as
making vehicles available for
customers, and like oll goed
things, optimization fokes time,
patience and hard werk.
Without site oplimization and
directary lisfings, [a Web site]
can be near-impossible io
[find], which 15 exactly why SEO
and SEM ore such an infegral
part of an online campaign.

| SEQ and SEM
should-be lever
oged to generole
Internet visibility
ond brand

oworeneass, {:.i-.'ll'q'f'l

relevant new and
return Web traffic,

E.‘!'l'.'] meal conver-

Jason
Walker

sian expeclations
Conversions may consist of the
number of unique visitors
walching o video aboul the
monthly promaotion, the number
of visitors opening a PDF
brochure for the latest model
launch, the number of lead
forms submitted, or the number

of incoming phone calls
originating from SEQ ond SEM
click-through traffic

fo maximize their Web
sites with SEO/SEM?2

M the very least they
should be thinking
about why they have
o Web site. Do they
hove a Web site lo wow
consumers with glitz and glam,
or do they want to engoge
customars, generate leads ond
sell more? If the answer is 4o sell
more, then it's important that
they first consider the basic
architecture of their Wab site
and stack thot up against
Google's Webmaster
Guidelines, I they are not sure
whut they should: be looking
for from an architectural
standpoint, they should refer-
ence the ASMA report put oul
by Brian Pasch fram Pasch
Consulting Group. This study
outlines the four key pillars to
basic SEQ archilecture. They are
proper URL structure, opfimized
HTML poge fitles, descripfion
tags, and 301 redirecl.

Onee the basic orchitectura is in
place, the dealer needs to be
thinking about content ... [thot]
is optimized and well-put-
together to highlight the prod-
ucts and services that deoler
offers, From there, dealers
should build links to their Web
site. Links are how search
engines like Google understand
whaot sies.and poges are impor-
tant and valuabla:

Every dealer should
e Fu.‘.ll-_llr‘f'-lnH their
own Web site audils
lo moke sure fhal
the on-site 5EQ) is 0s good as
possible, Every poge should
have a unigue poage fitle, meta
description and meto keywords
[keywords arén’l as important,
but it still mokes sspze to hove
them) that are relevan! fa the
cantent of that page. Dealers
should be adding content that
hos volue to their clhients on o
weekly basis There has been
o lot of discussions on the
automotive social sites lately
regarding the need for dealer-
ships to hire in-house content

writers, and this is definitely the
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direction that dealerships need

io be thinking,

ﬁ' to do dand one thing
i o 0 do. Top of the
not fo do list would be stuffing
keywords and links. If your
deolership is in Hudson, Naw
lersey, there is absolutely no
reason te list on your home
poge every city and county
within 100 miles ... Reading
your Web site, people living in
these areas can easily fell you
are close by ... Search engines
are extremely adept ot recogniz-
ing this type of keyword stulfing,
ond it does nathing for your
Web site. In some inslances you
can even be penalized in the
search rankings. The some goes
for fong lists of medels on o
single poge [and]| links in the
footer. Stuffing is for turkeys.
Write for humans,

A short "vary least”
list includes one thing

[The one thing| to do? This one
is sasy—link building,

For SEO, dealars
should consult with
their Web site
provider regarding
best practices for page fitles,
mela fags and conten! updates.
SEQ is not o one-fime thing.
Although adhering to SEO
best proctices during the
building process is important
every site neads to be reviewead
periodically—al leost once avary
guaier. Contenl designed for
your spedificbusiness and Web
sile is:kay. For SEM, yell want
to check with your provider o
see if they provide markeling
services, and work with them o
determine the most cost
effective keywords and phrases
you should purchase fo
compliment your Web site
Keep in mind that what a user
lypes into o search engine |s
usually based on something he
ot she hos =een in another form
af advertising

In our opimoan, at
the very least dealers
should be toking
advanioge af what is

i their conirol for their Web
site, which typically extends to
content. Wab site content should
ba keyword-rich and relevani to
their brand and dealership. This
infarmation gets indexed with
their sites and is the most bosic
form of SED.

The success of SEO
and SEM campaigns
is dependent upon the
tollowing:

I. Web 5ite Analyfics — Entering
into SEO and S5EM engagements
requires dealers to outline what
is considered o success and
what histencal data exists to
measure thal success moving
forword, Google Analyfics is the
most commonly used, free Web
site analytics packoge, but there
are others from which fo
choose. In the case of Gooale
Analytics, this packoge offers
defniled information—when
code is implemented carrectly—
regarding keywords, traffic
sources, content, conversions,
etc., that will help set expecia-
lions around key parformance
indicators [KPis} as SEQ and
SEM launch. More impartantly,
Web site onalyfics provide
insight into the effectiveness

of the Web site from o user
perspective and make o case
for festing wsobility prior o
lounching SEQ and SEM.

2. Wab Site Usahility Testing = If
the Web sile does nol provide a8 &
OGS”W’!:‘ user sxpeneance l}[}'.‘u{"'(]
on the unbiosed opinion of the

QVErage consumer then the
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implementation of SEQ and
SEMicompoigns 15 irrelevant
Assuming YourWeb site is effec

tive because it 1s.oesthefically —

pleasing or buill 1o suppor! your
dealership's vision 18 the primary

flaw that leads to a dissatisfed

deoler axperience with réspect o -

SEC and SEM

3. Preper Implementation of
On-sife ond OH-site SEQ
Tactics — As o baseline,
dealers should eptimize al
Web pages with unigue fog:
(title, META, description, ALT

no-scripl, ete.} thal complement

fonthly 27



on-site HTML content while
producing a strong off-site
link-building compaign ...

4. Proper Implementation ond
Managemeni of an SEM
Campaign — At the very least,
dealers should implement a
regionally-torgeted, promotion.
specific pay-per-click campaign
that is updated periadically. In
addition, dealers should review
their SED campaigns and deler-
mine which keyword phroses do
and do not resull in competitive
organic rankings, Dealers
should be concemed with bid-
ding on ferms tha! will generale
visibilifty witheu! duplicating
efforts where SEO already pos-
sesses o slronghold,

What are some out-of-
1 date SEQ/SEM practices
that dealers should no
l longer be paying for?
i

An obvicus one is
meta keywords, While
Google does not take
meto keywords infe
cansideration for rankings,
racently Bing and Yohoo! hove
also come forward fo state thal
this plays no role in actually
ranking results, although there
i shill much debate on the topic.
This does not mean thol meto
dota is not used.

Dealers also need to be wary

of pregrams which guarantes
= plocement, Any firm theal guar
antees plocement you should
run away from instantly. Since
no SEQ firm controls the search
resulls, these guaraniees are

ign of a scameAnoiher

offen a

warning signas guoranteed
tratfies It's easy to purchaose
Web site traffic, but these
visitors.arenol largeted, will nol
convert ond are often dalivared

LY\

vio pOp-Ups or spamming

i
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On the PPC side, it's now all
about transparency and dynam
ic campaigns. Dealers should
know exaclly where their dollars
are going in paid seorch, ond

should have o system 1o

% ankarrndlT @

autematically create campaigns
around their inventery. Your PPC

“strotegy needs to be ROI-based.

Any company just setting up
AdWords ond monually making
chonges now and then is not
affectivaly investing your adver-
tising dollars. To moke effective
decisions regarding your
eompaigns, you nead details on
cost-per-click for each key
phrase ond how successfully
they generate laads. Otherwisa,
much of what you are spending
is wasted ond will never conver,

Lostly, dealers should nol be

paying for manual compaign
management, The number of
hours requirad to do this ode-

quately makes for a large bill to

the dealer. By utilizing a system
which adjusts bids and key
phrases autamatically based on
parformance, dealers get the
best ROl withou! paying for the
maonual labar,

More than anything
dealers need to be
aducated ancugh to
not pay for worthless
services regording SEC/SEM.
They need lo utilize services
like Google Alerts to manitor
the companies that they poy

te ensure thal octuol work is
being performed.

The SEO indusiry is
filled with snake oil
salesmen preying on
o business in need of
sales with promises of “number-
ane ranking lomerrow.” 5o, tha
first practice dealers shabld no
longer bepaying for are people
agrigomponies {hal promise
anything of the sort. There is no
setrel souce
super-duper mystery edge

no shortcuts, no

Even though most dealers don’
wanl to hear if, grandpa’s rule
that you get wha! you poy for
still opplies

ll Be wary of third-parly
| vendors who ploce
loo much emphosis
on the keyword sec-
fion of the Web site, s usually
in your best intarast fa write your
own Web sile conlent becouse
yau know your business best

Also, walch oul far vendors
willing to ploce your links em
link farms. By having o link to
your Web site oppear on a
discredited site, you con
actuslly hurt your ranking with

search engines.

‘ dealers should not be

paying for include:

keyword stuffing; computer-
generated confent, adding meta
keywords and link building.
Cuslomers and search engines
want to read what your business
is all aboul and generated
confen! does nal provide the
information they need. Search
engines no longer use meta key-
words in their indexing. It is
impertont for dealers to avoid
black hat practices as they moy
work for quick results, bul in the
long run when discovered, it can
hurt your page ranking.

Out-of-date ond
black hat prachices

Packoges that
guarantee clicks or
impressions—clicks
ond impressions ara
nol primary success meosures. A
dealer should look al SEO and
SEM as long-term, progressive
strategies thot will deliver meas-
urable conversion results. ...
"Builf-in SEQ"—Web site
vendors (iie., designers and
developers) sell the Web site
from a creative and program
ming perspechve and then
guickly responde queastions
aboutSEQ integration by
soying, “You are already paying
for SEQ with the Web site
because we build that into the
cost.” Search engine optimiza-
fion is not a sel-it-and-forget-il
praduct, If your Weh site vendor
does nol provide o detoiled
approach thot discusses pre-
and post-launch recommenda-
tions/stralegies, then chonces
are high that the vendor has
not prepared a full SEO plan for
your site. We recommend you
hold a discussion on how SEQ
will be handled, the strategies,
and the cost from the up-front
and monthly fees, lo be sure
that your site will deliver the besl
results possible on the search
engines. You maoy also want to

get @ recommendation from an
SEO speciolist so that you con
compare opproaches and make
the best investment choice.

Local Submissionse—if local
submissions are purchosed as o
stund-alone service, then the
deolership is wasting its mone-
lary resources. Dealers should
claim and optimize their busi-
ness listings (Google Mops,
Yohoo! Local, eic.), becouse the
time commitment is minimal
and the interfaces supporting
these resources are extramely
intuitive. Plus, owning your
listing has long-lerm velue.

Where do you see the
future of SEQO/SEM
headed?

| | baliave we will sea
| many dealers luming
to multiple Weab sites
rathar than just ane
for their dealership. Many will
begin fo use free tools like
WordPress blogs 1o showcose
inventory and drive more traffic
for relevant key phrases. Dealers
will also further embrace the
social Web. With so many peo-
ple participating in sites fike
Twitter and Facebook, it only
makes sense for dealers 1o hove
a presence thare. While many

have modethizs jump, thera are
| i
alsé those who are reluctant to

join the conversation.

All of the above, from microsites
to social profiles, will feed into
main Web site. This
incregses relevan! and

a dealer’s

canverting traffic ond reinforces
the importance of having a
sirong core system o deliver

the results

aEQ is going to

conhinue to be an

impartant factor in

ony DusIngss, oul
ultimately instead of SEQ, which
shill comes across as this
mystical thing, “relotionship oph-
mization” will become the maojox
focus and the new X factos
Cinline business will separate
the henest, hard-warking

dealarships from the “let’s make
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o quick hil on evary customer”-
type deolers. The transparency
that is being created on the
Web will no longer be some-
thing that can be ignored, so
doing business on the Internet
is redlly no different than any-
where else ... This is why
Gaogle hos become the leader
in search, because they were
abla o put the companies on
top of the search engine results
poges that desarved fo be
there bosad on consumer
feedback [i.e., backlinks},

Search engines are
getting smarler day
by day, while tech-

~ nologies ore odvanc-
ing minute by minute; The future
of SEQ will add the impartance
of new foctars in ranking: social
graph metrics, usage melrics
and optimization with verticals

$

Sociol groph metrics is data
from sociol media sources

such as Twitter and Focebook.
Whol is Irending in popularity
on these plotforms will influence
how ronkings appear day-lo-
doy versus loday’s weight
toward the imporfance of
lengstonding links.

Including usage malrics in
search will allow Google and
others 1o incloda the valume
o auerifes an |_:|(_1|"||:|_|1|f1l' MEms
and alzo visiter tracking to
parficular sites as factors in
their ranking. The saarch
engines themselves and plat
forms such os Feedburner and
Friend Connect are potential
sources for this dota

SEQ is all about
making your site
more user-friendly fo
both cor buyers and
SEO
prochices confinue fo evolve fo
target different kinds of search,
including image search, local

1] '_H?l:!ll:l'l enginegs .

search and video search

Addifionally, social media has
become a big trend and [it] looks
like that will only continue fo
grow. Consumers prefer to do
business with peopla they trust,

and [they] pay attention lo what

they read on cansumar Web
sites. Social networking siles
allow cor dealers to develop
relatianships with cor buyers ond
influence their decision to
becomea customars. Social nal-
working siles ore also great far
press release ond news distribu-
tian—nat only about your dealer-
ship but also about aulomolive
trends or anything that influences
your customers’ buying decisions.
interactive has been

‘ taking place more
steadily in the last faw years. |
believe SEC ond SEM proclices
have accelerated thot tronsition
becouse of their minimal
investimen! and high returns.
As we canlinue to go digital in
oll ospects of our lives, SEQ
and SEM pracfices are going
to soar and become a much
larger part ot media budgets
for all businesses.

The transition from
traditionol media o

Within the industry, we

believe thot the fulume

lies in detiled statisti-

cal onalysis with an
emphasiz on ROI. Mo longer
should o consumer hove 1o toke
the word of their SEQ/SEM
vendor as the only means of
meosuring the success of their
campoign. There will be on
increased emphasis on tracking
quantifiable dota to rove/disprove
thewrelotive succaess or failure of
an SEQ/SEM:campaign.

b i i
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is SEO success

measured from your

standpoint?

Success 15 measured
by SERP [Search
Engine Results Poge)

tankings, which deliv
er targeted fraffic thot converts
to Web site leads, phene calls
and ulimately sales. Toiget
there, SEQ begins with educoted
research info the morket aréa;
effective keyword targeting to
increase rankings and then
creation of relevant conten! fo
enerate leads from those visi-
tars. Anyone can deliver traffic;
the art is delivering people who

will actually shop of your slore

Of course quality
traffic and leads is the
meaasurable oufcome
of SEQ success ... |
think success is alsa when a
deolership makes a commitment
te creating content and value

te thair site which ensures
long-term success by building
relafionships with their clients.

& number of woys, bul

o e oost practical waoy
for @ dealership fo measure
success of their SEQ compaign
is onswaring ane guestion: are
erganic visits 1o the Web site
increasing versus a similar fime
period? Visits up, good. Visits
down, bod,

The success of SEO
can be measured a

Same stondards in
the industry include
Google Analylics,
which affers plenty of
detailed statistics on sile activity.
We olso provide odvanced web
ranking [AWR) reports thal show
a specific list of keywords and
where our declers rank with
various seorch engines for eoch

of those key phroses
delivering the resulls

B ond troffic for the
keywords and phroses our
dealer iz targeting. We work
with dealers before we start
the optimization process to set
goaols ond work towards them

Success from our
standpoint is

walh their campaign

SEO successps meos-
ured by o number af
foctors, intleding bul
not limited o
increased Web traffic and/or
rankings, poge ronk, inbound
links, poges indexed, etc. Some
metrics are relafive to the farget
market [i.e., national versus
local) and should be considerad

with the Web site’s infent in mind

D& vou optimize just
for GQQQL_-J or for othey

engines alS6f If not, why?

-

T Al |-.|l:",.!T,|V'|]'11|',1!1_'

Much of our strategy
is focused on Google
since that's the: source
of the majority of the
potential traffic. However, we
optimize far all of the major
search angines, faking specific
aclion to address results from
particular engines when neces-
sary, We also register sites and
submit XML siternops to Google,
Yahaa! and Bing. which pro-
vides the SEQ teamn with useful
infarmation on eoch Web site.

Google s of course a
main focus just
because of the market
share that they com-
mand, but we pay attention to the
big three—Yahoo!, Bing and
Google—so our sites consequent-
ly do well in the other engines foo.

Trying 1o optimize for
o specific search
engine is never a
good idea. Although
Google gels over BO percent of
the world's search fraffic; SEQ
best proctices are established,
universal and should be target-
ed to oll search engines, More
impartantly, our Web sifes are
optimized for people—the firsl
rule 1o ony solid SEO strafegy.

We primarily optimize
for Google becouse

il is tha stronges!
player omong the
search engines.

Wabmaster l_}ull.lU'llll:':'r |.,|l.::_nl.:'5','

We oplimize and
submit site files for all
oo :-L"U"_ll L"l\_Jn."l:_";.

We follow the '[_En_;-ul__ﬂr_:

{IH:J as |..l'||I|.." enginas gaimn
greaterimacke! share, we wil
be following thos@mere closely

as well

."-'\!'|'|-.’_r|._:g|'l GQQHR‘

DOSSE5585 thie

majority of the search

anging market share
we ophimize siles using best
proctices/requirements, efc
estoblished by Google and
other search engines, Maost SEQ
tachics are universal; howeaver

some Web site elements may

|_'_|!’_ F)!I?i’g}fll_‘d i ong I_'I::-li_]illl_‘ imore

than another. ADM




