ﬂlrs Social enables dealerships to leverage Cars.com’s

Social Media
powerful audience of in-market shoppers for hyper-target-

ed, local social retargeting ads on Facebook and Instagram. cars social

The dynamic carousel ads target shoppers who previously
researched inventory on Cars.com and then matches them
to that specific searched vehicle, or like inventory, on the
dealer’s lot. The retargeting ads are used to either move the
customer further down the funnel or serve them a call-to-
action that results in a lead submission. All Facebook and
Instagram leads are routed directly to the dealer’s CRM and Instagram while leveraging
specific vehicle information is delivered so the salesperson the unique, unduplicated
can pursue a meaningful conversation with the shopper. audience of Cars.com.
During testing, Cars Social drove an 80% unique audience, seeeess
using the first-party data of visitors to Cars.com; a database BB A

i out traffic triple. The leads
which cannot be purchased or accessed anywhere else. For come right into our CRM. It's

Digital ad product that serves
native ads offering real-
time, relevant inventory to
consumers on Facebook and

each unit purchased, campaigns are optimized to receive 25 constantly our highest lead
leads and 400 website transfers per unit. provider. We see the value in it
The Problem: and |./ve re qlad we have it.
Advertising to the masses on social media would consume the B!Jrzg?ogglfhggerat'ons

) . . . I I
dealer’s budget and result in significant waste. Across Facebook and Bill Kay Chevrolet & Ford

Instagram, consumer engagement averages at least one hour per
day; they are actively engaged and constantly on. The trick is wading
through the millions and finding the 15-18% of the market who best
match the dealership’s inventory and enticing that lead. Dealers have
experienced headaches with Facebook not being ‘CRM friendly’ and
often find they are compelled to download separate excel files to
retrieve leads. Another problem is that normal Facebook ‘in-market’
audiences often fail to deliver significant improvements over simple www.Cars.com
local targeting by radius around the dealership. The product gives
dealers what could be considered the highest quality targeting list “Cars Social has been one of

that can be deployed on Facebook and Instagram. the fastest-selling products
in Cars.com history, building

How It Works: a customer base of 1300
Most dealers are already doing some first-party advertising on dealers in only 18 months. This
Facebook. Cars Social is meant to amplify their efforts, reaching product leverages the powerful
unique viewers that have never been to the dealer’s website. in-market audience of CARS
Cars Social allows dealers to have access to the Cars.com in-market
audience and all the data of ‘who is searching for what vehicle’ on

to deliver an average 4X more
quality leads. It’s a win-win-

win for shoppers, sellers, and
the Cars.com platform. Cars Social extends that in-market knowledge CARS.”

to social media, creating unique ad units that drive connections Brooke Skinner Ricketts
Chief Experience Officer
Cars.com




with the storefront. This distinct advantage for the dealer allows them to confidently retarget the shopper
on Facebook and Instagram with messaging relevant to their previous searches. The dynamic carousel ads
that are delivered can turn connections into conversions in just two clicks. Leads are routed directly to the
dealer’'s CRM while website transfers are delivered directly to the matching vehicle listing on the dealer’s
website.

Analyzing Gonsumer Intent. Cars Social analyzes signals from consumers to determine if they are low
funnel shoppers: Are they ready to submit a lead and visit the store? Do they need to be provided more
content in order to make their decision? Based on those signals, Cars Social delivers different ads: 1. Low-
funnel shoppers are delivered a lead form - prepopulated with the consumer’s Facebook account information
and in two clicks, their lead can be submitted. 2. For the mid-funnel shopper still researching, they are
provided the opportunity to link directly to a VDP on the dealership’s website, and can compare that vehicle
with other inventory at the dealership.

Delivery of the ads takes into consideration where the consumer is on their path to purchase. If that shopper
has looked at vehicles that match the dealer’s inventory, Cars Social can serve them a conquest ad and
expose them to relevant inventory.
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Searching for options? Check out these vehicles for sale from These Facebook ] Cars Social is seam-
Milwaukeel CarOUSG| adS feature Iessly |ntegrated

dynamic inventory with Facebook, al-
branded '[0 the z,(ﬂn,sof Milwaukee (Milwaukee, WI) |OW|ng Shoppers ‘to

dealerShlp ThIS IOW Learn more by providing your info below. Sme't the|r already

funnel shopper is
pp mII‘\asel(meQ@yahoocom preloaded ContaCt

provided the lead information directly
form submission Maddie on the ad. The

experience. dealership sees, on

average, at least 25
leads per month.
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71,218

Impressions

3,998

Key metrics that are
measured: Impressions,
Unique Shoppers, Views
per Shopper, Clicks, Cost

W 1ea0s

19,560 3.64

Ung Shoppers

1,648

Est VDP Deep Links.

$0.00

Cost Per Click

M ciicks

B Est VDP Deep Links

Views Per Shopper

106

Leads

5.61%

Click Thru Rate

* The sutc industry sversge CTR on Facebook i

Reporting. Dealers
refer to three key
metrics on the
reporting:

Per Click, Click Through

Rate, and Leads. 1. The number of

clicks on the ads,
2. How many leads
were driven, and
3. How many deep
links were driven.

Dec18  Jan19 Feb19 Mar19  Apr19  May19  Jun19 Jul19  Aug19  Sep19  Oct19  Nov19 Dec19

Top 5 Engaged Vehicles Use the drop-down to see your zone breakdown ==> | 1P VENicles M Vehicles To Show |3
YMMT VIN
2020 Jeep Grand Cherokee

Trackhawk SUV

Dir Stock #
1C4RJFNSBLC138144 2342

Impressions

2015 Chevrolet Camaro 2/28 Coupe  2G1FZ1EE3FI700791 PT1001

2018 Dodge Challenger SRT Hellcat
Coupe

2017 RAM 2500 Lone Star Crew
Cab Pickup

2016 GMC Sierra 1500 Denali Crew
Cab Pickup

2C3CDZCY1JH110329 D4970
3C6URSDJOHG539790 P4934

3GTUZPECYGG324237  D4946A

Inventory Eligibility gneiigible vehicie listings will not appesr in Cars Social ads, snd vehicles must have two photos per FE requirements)

Vehicles Missing Seller

Pct Complete Incomplete  Out of Inventory  Missing Mileage ~ Missing Photos  Missing Price Notes Missing Model  Missing VIN

Because a specific UTM code is tied to every Cars Social ad unit, Social Media Account Managers can
review the dealer’s Google Analytics report and see the quantity of unique referrals they are receiving from
Cars Social. Website traffic will appear in Google Analytics under source: cars.com.

Cars Social ONLY website traffic will appear in Google Analytics under campaign: cars social. Leads are
tied to removed inventory so engagement can be tracked to a sold vehicle.

Turnkey Solution. A team of dedicated Social Media Account Managers at Cars.com optimizes cam-
paigns and sets up data feeds. Facebook and Instagram have different requirements than other third-party
listing sites, including two photos on every vehicle and sellers’ notes. The better the merchandising, the
better the success rate. Cars.com consults with dealers on how to maximize their inventory exposure,
ensuring every vehicle on their lot is eligible to appear within the ads.




