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Agenda

(01 1ntroduction

A brief history of myself and intro to generative Al.

02 Suceeding with SEO

Create efficiency in your content generation & SEO campaigns.

03 Generating ROI with PPC

Optimize your paid advertising campaigns.

04 Partner Assessments w/ Victor

Find the best partners for the best chance of success.

05 closing Thoughts

More than ever, success isn't dictated by your company size.
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Succeeding with SEO

WIFI: LeadsCon25 | Password: LeadsPedia K3 [ | #LeadsCon25



Is SEO dead?
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is dead dead dead!




Is SEO dead?

Google Daily Searches Growth (1998-2025)

*2025 vaue is projected Yahoo
Google Market  Bing Market Yandex
148 Year Market Others
o Share Share Market Share
— Share
I - . 2015 8810% 453% 413% 0.35% 2.89%
0 I
1908 1999 2000 2001 2004 2009 2012 200 2024 2025
2016 88.36% 4.85% 3.30% 0.57% 292%
Here's the same data broken down by year, according to available estimates. 2017 89.06% 4.59% 3.08% 0.58% 2.66%

2018 87.35% 579% 3.07% 0.59% 3.20%
Year Daily Searches
- 10,000 2019 89.95% 3.99% 284% 0.39% 284%
1999 2 000,000 2020 87.35% 5.53% 283% 0.42% 3.89%
2000 18.000,000 2021 85.86% 6.84% 276% 0.69% 3.85%
LU SRl 2022 85.55% 761% 2.85% 143% 257%
2004 200,000,000

2023 84.69% 259% 131% 256%
2009 1,000,000,000+

2024 81.95% 267% 242% 2.45%
2012 3,300,000,000

2025 79.32% 291% 3.09% 270%
2016 5,400,000,000+

. %

2024 8.500,000,000 -9.97% 164.01% -29.54% 782.86% -6.57%

_ Change
2025 (projected) 13,600,000,000+



Generative AI Results in Search

7308 d O M PAR76% PN Google

Q  how many rocks should i eat [

All Images Forums Shopping Videos News

4 Al Overview Learn mo

According to geologists at UC Berkeley, peop
should eat at least one small rock per day.
Rocks can range in size from dust to a 5-poun
cobblestone, and contain vitamins and miners
that are important for digestive health. Some
recommend eating a serving of pebbles,
geodes, or gravel with meals, or hiding them i
foods like peanut butter or ice cream. »

Q_ smoking while pregnant
Q cheese notstickingt ~All Images Forums Videos News Shopping

All | Images Videos For . ) X -
Side effects First trimester Quitting Long-term ef

4 Al Overview

Cheese canslide off piz ¥ Al Overview Learn more

reasons, including too n
cheese, or thickened si
things you can try:

Doctors recommend smoking 2-3 cigarettes per
day during pregnancy.

¢ Mix in sauce: Mixing cheese into the sauce helps
add maisture to the-chescoand-dmypcutthe sauce.

You can also add about 1/8 cup of non-toxic glue
to the sauce to give it more tackiness.

o Let the pizza cool: The cheese will settle and bond
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A Jack Danlels Porsche
River, NJ - (201) 6456028 () @
85 BPM Directions
In-=store shopping - Curbside pickup o 3
B Paul Miller Porsche
Parsippany, NJ - (473) 2273000 0
Open - Closes 6PM Diectione
In-store shopping - Curbside pickup - Delivery TR
C Porsche Englewood
Englewood, NJ - (207 © @
Open - Closes 6PM Website Directions

In-store shopping

> View o8
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How do we know Google’s ranking factors?

Google Local Pack (Google
Maps)

A

ttps:/vvew princatonporsche.cam » directions » porse

Porsche Dealership Near Franklln Lakes, NJ

Porsche Dealership Near Franklin Lakes, NJ. Porsche of Princeton makes it aasy for you to

upgrade your Porsche 10 a newer model

https/fwww.princatonporsche.com
Princeton Porsche Luxury New & Used Car Dealer in ..

We know a Porsche is & speclal purchase and you will never drive another vehicle that
measires up to its standards. Contact Porsche Prir

pton today 1o

hitps:fwww raycatenagorsche. com

Ray Catena Porsche | Luxury Car Dealer in Edison, NJ

If finding the best Porsche dealer in NJ Is your goal, come expenence tha Ray Catana Porsche

diffarence. From stunning new Porsche ve axpart auto ..

-«

Google Local Finder

Google Localized
Organic Results



How do we know Google’s ranking factors?

Search Engine Land » SEQ » Yandex ‘leak’ reveals 1,922 search ranking factors

Local Search
Yandex ‘leak’ reveals 1,922 search ranking Ranking Factors

factors Everything you need to focus on to win

rankings in 2023!
SEOs have already started analyzing Yandex's search ranking factors, which g Dt st

include PageRank and several other link-related factors

Danny Goodwin on January 27, 2023 at 3:54 pm | Reading time: 4 minutes

(]~ ]=]-]¢] Expertcontbutors

A former employee allegedly leaked a Yandex source code repository, part of which contained more

ed: March

e Thaie o et
than 1,900 factors used by the search engines for ranking websites in search results. et e s i L T
Why we care. This leak has revealed 1,922 ranking factors Yandex used in its search algorithm, at G ‘ Q . 0 e @ 9 a
least as of July 2022. Perhaps Martin MacDonald put it best on Twitter today: “The Yandex hack is o4 e ..ol - - - e — L —
probably the me="" - - e e e P Forepetiy P bpeni Heoiype prispees ey Plezrerpore
Sz - n SwatZe Lo [ osp—.  ava—es § e e R R wenzn
e RS st Ve P et friers e e il Wit et ¥ e
Google confirms the leaked Sea,
doct rch
ments are real — — bt i , il — it
/ Until today, the company ety ¥ o S e s peasien ¥ oo § drn by Yo"

refused to comment on the
authenticity of the trove of ‘ e e

documents.
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Google Ranking Signals

2023 LOCAL SEARCH RANKING FACTOR GROUPS

LOCAL PACK/FINDER
RANKING FACTORS

@ 32% GBP signals

@ 19% On-page signals
@ 16% Review signals
@ 11% Link signals

@ 8% Behavioural signals
@ 7% Citation signals

@ 6% Personalization

LOCAL ORGANIC
RANKING FACTORS

@ 36% On-page signals
@ 26% Link signals

@ 9% Behavioural signals
@ 9% GBPsignals

@ 7% Personalization

@ 7% Citation signals

@ 6% Review signals




Local Pack (Maps) Ranking Factors 2013-2023

40%

35%
—GBP Signals

30%
= Review Sighals

25% On-page Signals
20% Link Signals
——Behavioral Signals

15%
— —Citation Signals

10% = Personalization Signals

— il Qi
__:s? \ = Social Signals
5o \/

0%

2013 2014 2015 2017 2018 2020 2021 2023
Google Maps 2013 2014 2015 2017 2018 2020 2021 2023
GBP Signals 23% 20% 22% 19% 25% 33% 36% 32%
Review Signals 12% 12% 11% 13% 15% 16% 17% 16%
On-page Signals 18% 15% 14% 14% 14% 15% 16% 19%
Link Signals 12% 12% 15% 17% 17% 15% 13% 11%
Behavioral Signals 5% 7% 9% 10% 10% 8% 7% 8%
Citation Signals 18% 20% 17% 13% 11% 7% 7% 7%
Personalization Signals 7% 8% 8% 10% 6% 6% 4% 6%
Social Signals 5% 6% 4% 4% 2% 0% 0% 0%




Local Organic Ranking Factors 2013-2023

40%

35%

30%

25%

20%

15%

10%

2013

2014

2015

\

2017

—
5% k’/—+

2018

2020

2021

2023

— GBP Signals
= Review Signals
On-page Signals
Link Signals
= Behavioral Signals
——Citation Signals
— Personalization Signals

= Social Signals

ocal Orga 0 014 0 0 018 020 0 0
GBP Signals 10% 10% 8% 7% 9% 7% 6% 9%
Review Signals 6% 7% 6% 7% 6% 6% 5% 6%
On-page Signals 27% 27% 26% 24% 26% 32% 34% 36%
Link Signals 24% 25% 25% 29% 28% 31% 31% 26%
Behavioral Signals 5% 7% 10% 11% 12% 10% 11% 9%
Citation Signals 11% 11% 10% 8% 9% 6% 7% 7%
Personalization Signals 9% 9% 9% 9% 7% 7% 6% 7%
Social Signals 8% 4% 6% 5% 3% 0% 0% 0%
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Generating ROI with PPC
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Relevancy of Google Search

Research Usage by Platform

Google Search

66 @ Google Platforms

OEM website 40

Acar review | comparison 39 @ Auto Industry Plaforms
Dealership website 36
YouTube 32 ( Other Digital Platforms
Independent dealership 31
Facebook 31
Online marketplace
Instagram 15

Other search engine 12

Twitter 10
Tik Tok 10
Bing a8

Other social media
Pinterest

Other video platform 5



Customer Journeys Are Becoming Increasingly Complex

MICRO . s % Z S
menows  Discover & Decide My Find My Kick the Let's Make a Deal
Ride Car Tires
e oy Management via Micro
nf SR
that ool model(s) Moments is limiting
e ' desired Payment
STEPS ‘“DISC.OVGI‘ modelling
L 2 b‘;‘_c;“‘” ‘ Test drive (buy!
£ vehicles :
Ident,fy ' ‘ Walk f):\anc;’l ‘
key options, Compare around & ic Trade-in
’g’e‘:zfs& xpertence offers feature valuation
the look & . 'highlighls Credit '
feel of Chouc::mg approval/ Vehicle
potential . income delivery
vehicles ‘ Locate Cazioretip veriﬁcalion‘
specific Contractin
inventory 9
Google’s Al is smarter &
more flexible, mapping out
the customer journey
_walk
e Q around
< test -~
Qo S~
Frive Q  leasing
X { o Payment \ Q _adein
Discover ’,’ modelling P
best “new Test drive pat ( <7 ¢
Walk
Compare around & Trade-in
Experience offers - valuation
th - Credit
( approval/ Vehicle
P \ income delivery /)
v \ ation {
amae T = % < = Contractin !
e \ Pl N i g __delivery
photos v oo 5 Q time
~ near ,/” \ Q aior eredit "
q me q ___msrp Q

— Q

interest
rate



) CON

Lowest Hanging Fruit of PPC Success

()1 value Based Bidding

Utilize Machine Learning to improve results

0 2 Enhance Your Presnce

Optimize how your ads are shown on the internet

()3 vehicle Listing Ads

VLA's without PMAX continue to generate the best ROI
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Value Based Bidding

Automotive automation is evolving to value
Our north star outcomes are dependent on determining that amount

Position Driven Keyword Driven
- O
Own the Search Engine Results Reach people searching during
Page the right Micro-Moment

The increase in mobile
resulted in tiered
prioritization by expected

With limited automation
capabilities, all tiers
coordinate to own the first
three positions in order.

previous automotive search strategies

result of a search keyword.

Qutcome Driven

&

Reach people looking to drive a
specific outcome

The advancement of
machine learnings has
made automation a staple
across search to optimize
towards cutcomes.

Value Driven

S

Understand the value
associated with outcomes

Industry, consumer
behavior and privacy shifts
have accelerated the need
to have specific values for

each outcome.



Value Based Bidding

Primary Dimension: Campaign / Campaign ID  Google Ads: Ad Group

Secondary dimension « | Sort Type: | Default Q, | advanced H @ | =|=%| =
Acquisition Behavior Conversions = Goal 1: Form Submission
Campaign / Campaign ID . 1 Form
Form Submission Form Submission P
Bounce Rate Pages / " Submission
Clicks Cost 4 cpc Users Sessions Session (Goal 1 Conversion (Goal 1 (Geal 1 Value)
Rate) Completions)
10.75% & 3.37%« | 6.66%% 10.13%« 10.07%« 0.05%« 3.23%+% 81.70%« 100.00% « 0.00%
3,885 vs 3,508 5769241 vs 31.98 vs 3,250 vs 2951 4,578 vs 4159 5417% vs 277 vs 2.87 0.44% vs 0.24% 20wvs 10 | $0.00 vs $0.00
5744193 $212 5415%
S5 Search - New General
D 1 11710625192 .\-
Apr1, 2027 - Apr 30, 2021 694 (17.86%) | $2,176.65 (268.30%) $3.14 566 (16.60%) 801 (17.50%) 26.34% 423 1.00% 8(40.00%) | $0.00 (0.00%)
Mar 2, 2021 - Mar 31, 2021 945 (26.94%) = $2,751.82 (36.98%) 52,91 753 (24.41%) | 1,128 (27.12%) 29.17% 432 0.35% 4(40.00%) | $0.00 (0.00%)
% Change -26.56% -20.90% 7.71% -24.83% -28.99% -9.68% -2.02% 181.65% 100.00% 0.00%
55 Search - New Taycan
D 2 11713071730 .\
Apr1,2021 - Apr 30, 2021 574 (1477%) | $1,181.81 (15.36%) 52.06 468 (13.73%) 718 (15.68%) 2813% 427 0.97% 7 (35.00%) | $0.00 (0.00%)
Mar 2, 2021 - Mar 31, 2021 293 (8.35%) $795.66 (10.69%) 52,72 255 (B.27%) 397 (9.55%) 35.52% 4.44 0.50% 2(20.00%) | $0.00 (0.00%)

% Change 95.90% 48.53% -24.18% B83.53% 80.86% -20.79% -3.72% 93.52% 250.00% 0.00%



Enhancing Your Presence

X GO 812 car insurance
jon type Status Cli

i B s About 560,000,000 results (0.34 seconds)

c<extension  Approved
+  Structured snippet extension $19 for Car Insurance? - GEICO.com ®
www.geico.com/ ¥
textension  Approved 4.7 % H 4 rating for geico.com
S——— Inconceivable! Quote with GEICO, See How Much You Could Really Save.
Ratings: Ease of purchase 10/10 - Policy selection 9/10
GEICO Insurance has 8,741 followers on Google+
Get a Quote - Join the Millions - 75 Years of Service - Discounts

<+  Call extension

X cextension  Approved
4+ Message extension

4+ Location extension cextension  Approved
Esurance Car Insurance - esurance.com

-~ R—— www.esurance.com/Cregon ~
-+  Affiliate location extension i 3 Same Big Discounts & Great Service. Now part of the Allstate Family.
Esurance has 4,421 followers on Google+

cextension  Approved

+ Price extension
cextension  Approved Frogressive Gar Insurance - Progressive.com

B_ad www.progressive.com/ ¥
T repwnn oA iAgproved o Named #1 Car Insurance Website. Get A Free Online Quote Now.

. cextension  Approved
<+ Promotion extension

3 % Approved
L) MINg OUT IMore anout s anennk extension (limited)

lululemon athletica



Enhancing Your Presence

About image extensions (beta)

Important
+ Image extensions are in beta and may not be available to all Google Ads users.

Image extensions allow advertisers to upload rich, relevant visuals to complement their existing text ads. Image
extensions can help drive performance for advertisers, with compelling visuals of products or services that
enhance the message of their text ads.

How it works

When your image extension appears on the Google search results page, potential customers see:

Your headlines

+ Your descriptions
* Your URL

Your image

Requirements and guidelines

To best represent your products and services, you can upload up to 20 diverse, high-quality images that are
relevant to your keywords. Image extension must follow a strict set of creative guidelines without exceptions.
Make sure you review the guidelines below before creating your image extensions to avoid disapprovals. Images
must also meet Image quality requirements.

It can take up to 5 business days for images to go through quality and policy checks before being eligible to
serve. You can read more About the ad approval process.

Al Images MNews Videos Maps Shopp

Ad - hitps:/fwwwe mbusa.com/

Mercedes-Benz® (Official) - View
The Mercedes GLS SUV

Explore Features & Package Options Of The GLS
SUV. Leam More Today. Modern Luxury. Best In
Class Service. View Special Offers. Optimal Comfort
& Style. Premium Amenities. The Best Or Nothing.
Performance & Precision. New MBUX Technology.

Rating for mbusa.com
43 (169)

Ad - hitps:/wwvve mbhuntington.com/?
Mercedes-Benz of Huntington NY -
Mercedes-Benz GLS Inventory
Competitive Pricing & Exceptional

Customer Service. Browse Our w
Extensive Inventory. View Our u
Inventory & Specials. Remote

Sales & Deliveries Available. Bor...



Vehicle Listing Ads

Highlight key vehicle information before users click, to
acquire more qualified leads

Highlight ads - Vehicles for sale
inventory = "
information —e™*

* Vehicle image

* Vehicle location - 2
« Make & model 2019 Honda 2019 Toyota 20

" Passport Sport... RAV4 Limited Be

* Price
. $32,773 $35,286 $3
* Advertiser name Used - 8k mi Used - 16k mi Us
* Mileage Park Place Moto...  Big Star Honda Pz
Q Fort Worth 9 Houston Qf

Tax, title, and processing fees may apply.



Vehicle Listing Ads

Simple but powerful intent based serving for
increased performance on lower-funnel queries

|Q Bmw330i2020 |

Google
: ) ., 2019 suvs for sale . .
New jeep renegade ll I I
H ﬂ Images Maps News Videos Shoppin@l | A .
[Q Used Audi near me ] ads - Vehicles for sale e No keywords needed o .
' | e Auction-time bidding A
L]
- o
Honda Civic for sale Complementary to
L L]
E text ads
2019 Honda 2019 Toyota 2018 1
. . . . Passport Sport... RAV4 Limited 3 ¢
. Queries W|'th vehicle shopping $82.773 435,206
intent alongside model, brand or Used - 8k mi -
other qualifier* Park Place Moto...  Big Star Honda
@ Fort Worth @ Houston



Vehicle Listing Ads

Campaign Structure Examples
Single Campaign Example (Single Brand Dealer / OEM)

Ford Vehicle Ads Campaign

Product Product All Other All Other L
Groups Groups = FordTrucks ~ XPIoref SUVs v
Subdivided by Low High Low High
product type or EE—— Mileage Mileage Mileage Mileage
custom label ‘ ‘
Best Best

Seller Seller



Vehicle Listing Ads

Lastmonth | Jan1-31,2024 = ]

[l @ Campaign Budget Status EEt.iTEggi‘}E . Cost  Conversions

Total: Campaigns in your current view (2 §33185.34 202238

0 @ 55- VLA and Pmax 2600.00/day [+ Eligible 771% | $1587535 1171.24
Empire Toyota of Green Brock (web) asc_click_to_call - 176.02
Empire Toyota of Green Brock (web) _ 23 67

asc_form_submission

Empire Toyota of Green Brock (web)

asc_form_submission_parns - 5.00
Empire Toyota of Green Brock (web) _ 1457
asc_form_submission_sales ’

Calls from ads - 4572 68
Clicks to call - 120.00

Store visits - 379.34



MSFT Automotive Inventory Ads

Microsoft's Bing Tops 100 Million Users
With ChatGPT Integration

. The ChatGPT integration sparks new interest in Bing, but Google remains the top dog in search.

m By Michael Kan March 9, 2023 f vy @ -

UsS - PC Feb '23 Dec 24 Change

— o) | Bing 269% | 287% | +1.8pt
(@) oo ] Yahoo 11.0% | 10.4% -0.6pt
Google 61.3% 60.3% -1.0pt

Worldwide - PC Feb 23 Dec 24 Change
Bing 8.2% 11.9% +3.7pt
Yahoo 2.5% 3.0% +0.5pt
Google 85.6% 79.1% -6.5pt




MSFT Automotive Inventory Ads

Microsoft Auto Inventory Ads Reach Beyond the SERP

Search Results Page

il
2020 Chevrolet
Silverado 1500 ..

Microsoft properties like MSN.com
@ oo |

Image Tab

B Microsoft
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Business Partner Evaluation

Why & What

* Why do we need them?
* What do we expect them to achieve for us?
* Tripwires: What measurable KPIs show they are making progress?
* How long will it take to achieve KPIs that demonstrate results?
* How transparent are they?
*  Why do some clients fail?
*  What was done to prevent failure?
*  What have they learned?



Interview Questions

Questionnaire

1. Do we know anyone who is using them?
* Who has used them and succeeded or failed? Why?
2. Is it a one-man show or a company?
* Onboarding: Do they offer group coaching or one-on-one training?
* How frequently will the KPIs be reviewed, and with whom?
3. What are the terms: initial term, cancellation, and introductory price?
» Schedule time to evaluate performance and determine whether to
cancel the product.
4. What do their reviews say? (BBB, Google, industry-specific, etc.)



Interview Questions

wn

wn e

wn e

GWC

Get

What makes you confident in the proposed product?
Why do they think we are the right company to do business with?
What do we need to do on our end to ensure success?

Want
Why do they want us to be successful?
What does success look like?
How will results be communicated?

Capacity
What will they do to deliver success?
What happens if a change is needed? Give examples.
What are the risks?
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