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Automotive Search Marketing
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Organic Traffic as a Channel

Is organic a good traffic source for dealerships?
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New users by First user default channel group over time New users by First user default channel group
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Average Organic Search Traffic

Monthly Visitors from Organic Search
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Dealership w/o active SEO (n=98) Dealership w/ OEM-Approved SEO (n=87) Dealership w/ third-party SEO (n=88)

* Aggregate data analyzed from 448 dealership Google Analytics accounts. “w/o active SEO” were dealerships without noticeable signs of link building or content creation.
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Effective SEO
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Google Ranking Signals

A deep dive into Google’s ranking factors
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Google

parsche dealership near me

Understanding Search Results

e N «—— Google Local Pack (Google Maps)

A Jack Danlels Porsche

ddle River, NJ - (201) 64560238

ying - Curbiside pickup

g Paul Miller Porsche

P, NJ - (473) 2273000

¢ Porsch w Englewood Q
Englew &‘ 0
Open - Cio &PM

-store shopping

A

Google Local Finder
hitps:/ivvwew princetonporsche com

firechons » pors
Porsche Dealership Near Franklin Lakes, N

Porsche Dealership Near Franklin Lakes, NJ Porsche of Princeton makes it aasy
upgrade your Porsche 10 a newer mode

for you to

https:/fwanw. princatonporsche.com

Google Localized Organic Results
Princeton Porsche Luxur)_r NLW & Used Car Dealer in ..

waPorsche 323

nres up toit's

ase and you will never drive another vehicle that
tandards. Cortact Porsche Princeton today 1o

hitps./fvww raycatenagorsche. cor:

Ray Catena Porsche | Luxury Car Dealer in Edison, NJ

If finding the best Porsche dealer in NJ is your go:
difference. Fron

al, come expenence tha Ray Catana Porsche

wnning new Porsche vah to expart auto
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How do we know Google’s ranking factors?

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

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

Everything you need to focus on to win

factors 5L

. | . . arren Shaw 4. .
SEOs have already started analyzing Yandex's search ranking factors, which 3 Ca et 42 SRSy
include PageRank and several other link-related factors
Danny Goodwin on January 27, 2023 at 3:54 pm | Reading time: 4 minutes Expert contributors

e Thaie ok &2

008 GNP P I T S0 AN SNT T %, N TR AT TG 48
BTN T S T SR ) BT T o D00 Gl N

A former employee allegedly leaked a Yandex source code repository, part of which contained more
than 1,900 factors used by the search engines for ranking websites in search results.

Why we care. This leak has revealed 1,922 ranking factors Yandex used in its search algorithm, at
least as of July 2022. Perhaps Martin MacDonald put it best on Twitter today: “The Yandex hack is
probably the most interesting thing to have happened in SEQ in years.”

Get the newsletter that keeps search marketers ahead of the curve
Sign up for our free newsletier and get the latest search marketing news delivered straight to your
inbox. Subscribe for free.

Yandex is not Google. If you plan to read the full list of Yandex ranking factors, remember that Yandex
is not Google. If you see a ranking factor listed by Yandex, that doesn't mean Google gives that signal
that same amount of weight. In fact, Google may not use all of the 1,922 factors listed. In fact, many
of the factors in this leak are deprecated or unused.

And as Taylor pointed out, 244 of the ranking factors were categorized as unused and 988 as
deprecated, "meaning that 64% of the document is either not actively used or has been superseded -
so it's more like ~690 potential ranking factors, and a lot of them contain thin descriptions.”
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Google Local Pack (Google Maps)

LOCAL PACK/FINDER RANKING FACTORS ©  Fov icementotine o Fin 101 e —
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Google Localized Org
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Dedicated Page for Each Service
Internal Linking Across Entire Website

Quality/Authority of Inbound Links to Demain

Geoagraphic (City/Neighberhood) Keyword Relevance of Domain
Content

Keywords in GBP Landing Page Title

Quantity of Inbound Links to Domain from Locally-Relevant
Domains

Topical (Product/Service) Keyword Relevance Across Entire
Website

Volume of Quality Content on Service Pages

Volume of Quality Content on Entire Website
Keywords in Anchor Text of Inbound Links to Domain
Diversity of Inbound Links to Domain

Mobile-friendly/Responsive Website

Quantity of Inbound Links to Domain from Industry-Relevant
Domains

Keywords in GBP Landing Page Headings (H1, H2, etc)

Website's Degree of Focus on a Specific Niche
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2023 LOCAL ORGANIC RANKING FACTORS
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Ranking Signals

2023 LOCAL SEARCH RANKING FACTOR GROUPS

LOCAL PACK/FINDER LOCAL ORGANIC
RANKING FACTORS RANKING FACTORS
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@ 32% GBP signals

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

@ 8% Behavioural signals
@ 7% Citation signals

@ 6% Personalization

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

@ 9% Behavioural signals
@ 9% GBP signals

@ 7% Personalization

@ 7% Citation signals

@ 6% Review signals
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Local Pack (Maps) Ranking Factors 2013-2021

35%

—(GBP Signals
30%
—Review Signals

25% On-page Signals
20% Link Signals

- Behavioral Signals

15%
— = Citation Signals

10% = Personalization Signals
——— . .
_j \ —Social Signals
504 v

- \

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%
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Local Organic Ranking Factors 2013-2023

25%

20%

15%

10%

5%

0%
2013 2014 2015

Local Organic

2017

2018

2020

2021

2023

— (GBP Signals

—Review Signals
On-page Signals
Link Signals

—Behavioral Signals

== (itation Signals

- Personalization Signals

==Sqcial Signals

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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Google’s Search Generative Experience

Google

what's better for a family with kids under 3 and a dog, bryce canyon or X d & Q

Y Converse Shopping  Images Videos News Maps Books Fights

© Generative Alis experimental

Both Bryce Canyon and Arches National Parks are family-friendly. Alithough
both parks prohibit dogs on unpaved trails, Bryce Canyon has two paved trails
that allow dogs.

Bryce Canyon has distinctive features like hoodoos, natural bridges, and
waterfalls. At the visitor center’s interactive exhibits, children can learn about
the geology, wildlife, and people of the area. You can bring your dog on the
paved sections of both the Rim Trail and the Shared Use Path, both of which
are also stroller-friendly.

At Arches, children may enjoy the rock formations, and some say that Arches
has more variety than Bryce Canyon. Pets aren't allowed on any trails, though
they are allowed at campgrounds, pullouts, roads, and parking lots.

Both parks offer guided tours, ranger-led programs, picnic areas, and
restrooms, and both parks require pets to be leashed.

9 Action Tour Guide

Action Tour Guide

The MOM Trotter
9

A Guide To Planning A Trip To Bryce Canyon National ...

#DDLV2023

Finance

Kids & Youth -
Bryce Canyon
National Park...

© Notoral

Arches
National Park
vs Bryce...

8 Sampling

S How long to spend at Bryce Canyon with kids? > How many days do you need in Arches National Park for kics

Visiting Bryce
Canyon
National Park...

& Gopetfriend.

o @

good bike for a 5 mile commute with hills X

o)

3 &

-

5 Converse Shopping Images Videos News Maps Books Flights

° Generative Al is experimental

When choosing a commuter bike, you can consider aspects like:

« Design: Ebikes, road bikes, gravel bikes, and hybrid bikes are good for commuting

« Motor and battery: Battery-powered ebikes offer motor assistance and can be
good for hilly commutes

« Suspension: A suspension fork reduces the impact from cracks and bumps for a
more comfortable ride

Here are some of the best bikes for five-mile commutes with hills:

Good for hill climbing This 8-speed hybrid electric bike features
- \ Aventon Level.2 front suspension and hydraulic disc brakes.
Commuter Ebike Reviewers note its powerful motor, great
47 % (19K range, and ability to handle different types
of terrain.

$1,799

ectric Bikes, T+ stores

Good for commuting This affordable bike has a step-through
- Public Bikes C7 frame that is easy to get on and off. It has a
/M 4T # (266 relaxed geometry that allows an upright
& Public Bikes. + stores riding position and has seven speeds
$450 Revuew'ers note that it's comfortable and
lightweight.

Finance
-

Sa % | Diais

- b j
What is a Hybrid Bike Ask the
Hybrid Electric Sizing Guide Experts: How
Bike? How to... to Choose...
@ Easy E-biking = Evans Cycles @ The Coolist




Google’s Search Generative Experience

=i
Google

Qrganic

ébogle Ofganic

e;|605<:')§ E _

Google

SEE -

gl - ) &

Organic

Organic —_—
qugle

Google Q_‘.Go?_gle
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Current Ranking Signals will continue to be important...

2023 LOCAL SEARCH RANKING FACTOR GROUPS

LOCAL PACK/FINDER LOCAL ORGANIC
RANKING FACTORS RANKING FACTORS
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@ 32% GBP signals

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

@ 8% Behavioural signals
@ 7% Citation signals

@ 6% Personalization

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

@ 9% Behavioural signals
@ 9% GBP signals

@ 7% Personalization

@ 7% Citation signals

@ 6% Review signals
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Effective SEO
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Questions?

Lot~ Linked [}

Alex Melen

& Co-Founder at SmartSites 2
Award-Winning Entrepreneur @- Keynote ...

TO FRIENDS AND FAMILY)
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Please share your feedback
on this session in the
Digital Dealer event app!

Speaker Contact Information:
Alex Melen

Co-Founder

alex@smartsites.com
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