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What you should ask and 
what you should expect.

Stop the Bull 
Sh*t – A GM’s 
Guide to VDP 

Analytics:

Brought to you by:



Vice President of Sales & Marketing, 
Speed Shift Media

• Over 10 years in Marketing and Digital Advertising.  

• Working with dealers, leading sales teams, consulting on 

digital disruption, and as the head of sales and marketing 
for a social media marketing firm in Vancouver, BC.  

• Masters in Business and IT Management 

• Regular speaker and Adjunct Professor at the University of 
British Columbia Sauder School of Business.  

• Most of all I love to be outside with my wife and boys in 
Port Moody, BC.  

Ian Cruickshank

A bit about me…











or

Crack Shack
Dream Home



Crack Shack
Dream Home

Correct!
A 1.1 Million dollar mansion that 
you can flip and sell for 2 Million 
dollars.





The best looking political leader… 
in the world
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An automotive 
advertising pioneer.

10+ years experience in 
delivering online 
automotive display 
advertising

6/10 Top Dealer Groups in 
the United States and 
the largest dealer 
group in Canada

4M+ Vehicles 
processed 
per day 14K+ dealers 

served 
per day 3 continents—we deliver 

automotive display 
solutions across North 
America, UK & Australia

Bringing the best enterprise technology to the Dealer.



AD FUEL 
TO YOUR 
SALES

Show your Inventory 
to targeted in market 
buyers in your area

Drive traffic directly  
to your Vehicle 
Details Pages

High quality traffic 
generates more 
conversions for you



Goals



By the time you 
leave here you 
should be able 
to… 



Understand how to 
evaluate digital 
marketing spend for 
vehicle sales



Recognize what 
digital metrics are 
important & how to 
segment to see 



Cut through the BS 



How many GM’s 
are in 

attendance?



What frequency do 
you attend your 

digital marketing 
reviews?



How well do you 
understand the 

definitions of 
digital marketing 

metrics?



How well do you 
understand the 
impact of your 

digital marketing 
metrics?



Based on 
conversations 

we’ve had with 
our clients…



GMs realize that website 
and digital marketing 
performance is important 
to their bottom line,

SOLD
SOLD

SOLD

 however…



The majority do not 
actively participate in 
website or marketing 
performance reviews. 

WHY!?



No Time

Technical 
Jargon

Don’t know 
Significance



Why do 
GMs need 
to know?



Known 
ROI

Inefficient 
Spend

Taken 
advantage



Chapter 1: 
Why is it so hard to 
measure internet 

traffic?



Most things are 
easy to measure



Quality of traffic is 
a bit harder to 

measure



Quality of traffic is 
a bit harder to 

measure



Time on Site Page Views Sessions

ClicksBounce



And 
many 
more…



Chapter 2:  
Segmentation 



Key Point: 
Your business 
goals should 
determine what 
part of your 
website to 
measure.



Business Goals 

• Service appointments 
• Branding and 

awareness 
• New car sales 
• Used car sales



Your website  
IS your car 
dealership



Store = Index



Reception = Chat



Lounge = Blog



Service Bay = Service



The lot = All results in SRP



Car = VDP



Which Segment 
should you 
measure for 

vehicle sales?



VDPSRPService

SearchBlogChatIndex



Key Point: 
If you want to know 
how well your cars are 
being marketed, look 
at metrics from VDPs.



What’s the harm 
in looking at  

non-segmented 
metrics?



Sample MB Dealership 
Nov 2015-Jan 2016

Unique Page 
Views

Time on page 
(sec)

Bounce Rate Proportion

About 5,148 128.66 41.80% 2.68%

Blog 182 67.92 48.18% 0.10%

Home 19,705 63.91 13.86% 10.67%

Service 2,427 184.92 44.62% 1.25%

SRP 124,600 54.04 39.98% 64.37%

VDP 42,031 152.72 32.21% 19.06%

Other 3,638 75.70 36.71% 1.88%

Grand Total 197,731 86.50 39.16% 100.00%



Chapter 3: 
Measurement



Time on Site Page Views Sessions

ClicksBounce



Session:

A visit from a 
User to your 
dealership’s 
website

*Provided it is captured  
by Google Analytics



Page Views:

# of times a 
page(s) have 
been viewed in 
total 



Time on Page:

The amount of 
time a User 
spent on a page 
on your site



Time on Site:

The amount of 
time a User 
spent on on 
your site



Pages per 
session:
# pages a user 
viewed each 
visit.



Generic Metrics

VDP Specific Metrics



Replace “Page” with VDP 

• Page Views 
• Time on Page 
• Pages Per Session



Replace “Page” with VDP 

• Page VDP Views 
• Time on Page VDP 
• Pages VDPs Per Session 



Replace “Page” with VDP 

• Page VDP Views 
• Time on Page VDP 
• Pages VDPs Per Session 
• % Session on VDP 
• % Session with VDP



VDP Views 
 
The amount of cars people looked at. 



VDP Views 
 
The amount of cars people looked at. 

Translation example 
“People looked at our cars 467 times 
today”



VDP per session 
 
The average number of cars a 
person looks at per visit. 



VDP per session 
 
The average number of cars a 
person looks at per visit. 

Translation example 
“On average, each person 
viewed 2.2 cars during their 
visit.”



Time on VDP 
 
The average amount of time a 
person spent looking at each 
car. 



Time on VDP 
 
The average amount of time a 
person spent looking at each 
car. 

Translation example 
“On average, each person spent 
2 minutes on each car they 
looked at.”



% Session on VDP 

The percentage of time a person 
was looking at cars during their 
visit. 



% Session on VDP 

The percentage of time a person 
was looking at cars during their 
visit. 

Translation example 
“On average, people looked at 
cars 30% of the time per visit.”



% Session with VDP 
 
The percentage of people that 
view at least 1 car during their 
visit. 



% Session with VDP 
 
The percentage of people that 
view at least 1 car during their 
visit. 

Translation example 
“40% of the people that came 
into the dealership were 
looking at cars.”



Chapter 4: 
Show me 

the money!



What you  
should ask 
& what you  

should expect



What you should ask: 
• How well are we promoting 

our cars? 

• How well are our vendors 
promoting our cars? 

• What cars are people 
interested in?



Which metric speak to 
these questions? 
• VDP Views 
• Time on VDP 
• VDP Per Session 
• % Session on VDP 
• % Session with VDP



Key Point: 
Individual metrics are 
never enough to tell 
the whole story.



Sample Audi Dealership 
Oct 2015-Dec 2015

Organic Traffic Vendor 1 Vendor 2

VDP Views 15,115 1,191 3,084

VDP per Session 0.86 1.08 0.60

Time on VDP 176.33 198.00 173.67

% Sessions with 
VDP 39.43% 75.13% 20.80%

% Sessions on VDP 17.00% 41.67% 21.00%



“Show me how well 
we are promoting 

our cars”



How well we are 
promoting our cars?

“People are spending more time shopping for cars 
compared to November, but not as much as 
September.”
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How well we are 
promoting our cars?

“People seem to be spending less time looking at our 
cars than they did during the fall.”
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How well we are 
promoting our cars?

“People are looking at roughly the same amount of cars 
per visit throughout the year”
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How well we are 
promoting our cars?

“More people are interested in looking at cars than last 
month but not as much as the rest of the year.”
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Question: 
How well we are 
promoting our cars?

Answer:  
Not as well as the Fall, 
however it seems to be 
picking up for the holiday 
season.



Key Point: 
You should be able to 
ask simple business 
questions and expect 
answers in plain 
english.



“Show me how well 
our vendors are 

promoting our cars



How well our vendors are 
promoting our cars?

The shoppers that Vendor 1 brought in were more 
focused on shopping for cars than Vendor 2 or Organic



How well our vendors are 
promoting our cars?

The shoppers that Vendor 1 brought in looked at more 
cars per visit than Vendor 2 or Organic.



How well our vendors are 
promoting our cars?

The shoppers that Vendor 1 brought in spent more time 
looking at cars than Vendor 2 or Organic.



How well our vendors are 
promoting our cars?

The shoppers that Vendor 1 brought in were more 
interested in looking at cars than Vendor 2 or Organic



Question: 
How well our vendors are 
promoting our cars?

Answer:  
The quality of traffic that 
vendor 1 brought is higher 
than Vendor 2 or Organic 
traffic



Key Point: 
Segmenting sources 
allows you to compare 
the quality of traffic 
from your vendors



“Show me what  
cars people are 
interested in”



Compare by 
Vehicle 
Segment

New Vehicles % of Clicks

15 Toyota Camry 8%

16 Toyota Camry 8%

15 Toyota Rav 4 8%

15 Toyota Corolla 6%

15 Toyota Venza 3%

16 Toyota Corolla 3%

16 Scion 2%

New 
49%

Used 
51%

Used Vehicles % of Clicks

14 Toyota Camry 16%

15 Toyota Camry 5%

13 BMW 535i 2.5%

12 Toyota Camry 2%

13 Toyota Corolla 2%

14 Toyota Sienna 2%

11 Honda Accord 2%



“show me how many 
serious buyers we’re 

talking to”

Goals/Events:



Compare by Goals

Each month, we see 
incrementally more visitors 
completing forms and 
triggering the goals and  
events we agreed to track

Significant Actions  
(3 month trend)
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IMPORTANT: 
You can 
achieve this 
with no 
technical 
jargon. 



Chapter 5: 
Keeping up 

with the  
Car-dashians



Chapter 5: 
Benchmarks



VDP Views

Adwords

0.75
VDP Views 
per Session

Organic

1.01
VDP Views 
per Session

SSM’s Auto 
Audience 
Network

1.05
VDP Views 

per Session

How many cars typically get looked at by 
source?



% of Sessions 
with VDP

Adwords

33%
of all traffic visit at 

least 1 VDP

Organic

34%
of all traffic visit at 

least 1 VDP

81%
of all traffic visit at 

least 1 VDP

SSM’s Auto 
Audience 
Network

What percentage of people visiting 
looked at our cars?



% of Sessions 
on VDP

Adwords

18%
of pages viewed by 

users were VDPs

Organic

17%
of pages viewed by 

users were VDPs

37%
of pages viewed by 

users were VDPs

SSM’s Auto 
Audience 
Network

What percentage of visitors time was 
focused on cars?



Adwords spend

$99K
Avg Yearly Spend

$8.5K
Avg Monthly Spend

$2.65
Average CPC



Conclusion



Key Point: 
Your business goals should 
determine what part of your 
website to measure. 

Action: 
Segment your dealership’s 
webpages to accurately measure 
your goals 



Key Point: 
If you want to know how well your 
cars are being marketed, look at 
metrics from VDPs. 

Action: 
Set up metrics that only relate to 
VDPs 

*See the VDP Setup Guide



Key Point: 
Individual metrics are never 
enough to tell the whole story. 

Action: 
Don’t rely on one metric to make a 
decision. Consider all of them.



Key Point: 
You should be able to ask simple 
business questions and expect 
answers in plain english. 

Action: 
Talk to your Digital Marketing 
Manager as you would your sales 
manager and expect the same 
type of answers.



Key Point: 
Segmenting sources allows you to 
compare the quality of traffic from 
your vendor. 

Action: 
Evaluate traffic by source and 
metrics allow you to see what’s 
hot and what’s not.



Visit the Resources section of our site:  
SpeedShiftMedia.com/Resources

Sign up to 
receive the free 
eBook: Setting 
up GA to 
measure VDPs

http://speedshiftmedia.com/Resources
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Driving the highest quality 
VDP traffic available

The Auto 
Audience™ 

Network



Please feel free to 
follow up with any 
questions you may 
have at any time. 

Ian Cruickshank 
VP, Sales & Marketing

email ian@speedshiftmedia.com 
office 604.520.9177 Ext. 225

AD FUEL

TO YOUR

SALES


