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Jason Mattia and Robert Jordan
Stevens Creek Buick Pontiac GMC

Sevens Cresk Buick Pontiac GMC, located in Santa Clara, CA, ishilled as
an Onternet dedershi P,Oend it@essy to scewhy. Jpearheaded by Genera Manager Jason Mitia, and
Internet Director Robert Jordan, the Sevens Creek Internet department currently generates 37 percent of
overd| dedership sdes With acurrent year-over-year sesvolume increase well in excess of 100 percent, they
areon track to sse amilar gronth over the next 12 months To wha do they atribute such success epecidly
for adedership sling domedticsin ademographic dominaed by Toyota, Honda, Lexus and BMW?A wel-
honed Internet Srategy combining professond-qudity vehide photos robus market ressarch, valuable ven-
dor partnerships knowledgesble and competent Internet sdes g&ff, and apasson for bang thefirg to jump
on new trendsand Internet devdopments SevensCresk isat theforefront of automotive Internet commerce,
and they@ sharing their thoughts and experience with Digital Dealer magazine.
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LEASE TELL ME ABOUT YOUR BACK-
GROUND Bhow long have you been with
Sevens Crek?What postions had you
held prior to your current job?

Mattia: | have been with Sevens Cresk
dnce 1999, and became the generd man-
ager in 2004. Prior to my postion herg, |
worked for a gart-up Ford dedership and
gent 10 years with Fremont Ford in
Fremont, CA. My faher was a deder in
England for many years <0 | grew up in
the budnes | have known Robet for
many yearsand followed hiscareer in mar-
keting, busness and cars | aked him to
come on board and hep me revolutionize
our Internet department.

Jordan: | joined Sevens Cresk in May
2006. Initidly 1 worked as the sdes and
marketing director developing online
drategy, and now | am d<o the Internet
director, overseaing daly Internet depart-
ment operaions

Since taking over as GM in 2004, and
hiring Robert, how has your Internet
drategy evolved?

Mattiaz When | took over we had an
Internet department like everyone dsg,
meaning one guy who st in the officeand
got afew leads | knew tha the Internet
was poisad to change the automotive bus-
nesin adragic way and | wanted to be a
theforefront of that change Weknew that
more consumers were researching and
searching for autos online but gill enter-
ing thededership to makeapurchase Our
chalenge was to presnt our inventory in
the bes possblelight and ensure our ded-
ership had a presence online 0 cugomers
would find us When Robert came on
board the firg thing he did wes peruade
meto sl carson thelnternet following the
modd of eddty car deders with high-
qudity photogrgphy and deer detal. Sowe
built a dedicated gudio & the dedership
where a professond photographer photo-
grgphs every vehide as soon asit rolls out

of our detail shop. On average, 10 vehides
pass through our gudio every day. The
next pat of the puzde was figuring out
whereto 0lidify our preenceonling, o we
did alot of banner ads and tracked dick-
through rates of different web dtes for a
few months

You say you built your own photo Su-
dio at the dedlership. Please explain in
more detall why you decided to build
thestudio and how it hasbenefited your
dealership.

Jordan: We get cdls from deders
naionwide aking us wha service we use
for our photos because they gppear to be
OEM qudity. When we fird decided to
build our own automotive photo sudio it
was because we knew how vitd professon-
d qudity photos are to the gedidty car
market. | had been #ling dassc cars for
years and high-end photography played a
mgor part of the process Wefirg hired a
professiond photographer to work full-
timein our gudio, and we now have two
full-time photographers shooting our
inventory every day. We pod every new
and usd car to our web Ste and each has
a lesg nine photos Credting the gudio
was by no means an easy task, asit had to
belocated in apostion that complimented
our daly workflow, but the results gpesk
for themsdves | cannot tel you how many
timesacugomer haswaked into the ded-
ership waving aprintout of aliging, esger-
ly asking if they can gill buy the car. The
photos have made our online marketing
dronger, given us a competitive edge, and
are more gopeding to consumers as they
browsethe multipleligingswithin the ver-
ious automotive web Stes

Explain the role of research in your
Internet srategy.

Mattia Our whole drategy darts with
ressarch. We usad to look to the newspa
pers and track our competitors but now
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with the Internet, we look to Google,
AutoTrader.com, Carscom, and others to
determine what our potentid cusomers
aedoing, what web Stesthey are visting,
what kind of dick-through rates web stes
are netting. We approach third-party
providers like AutoTrader.com, and it
dhares consumer data with us Thisis a
gold mine in hdping us determine not
only whereto pend our marketing dollars
but what spedific vehideswe need to stock
in our used inventory if weareto maximize
our lead generaion potentid.

Jordan: We are ressarching cusomer
behavior rather than looking to what our
competitors are doing. Our focus is on
beng proactive indead of reactive. We
don® follow wha others are doing but
indead chooxeto bealeader, even if cartan
marketing campagnsor idessfal & times
Every falureisalearning opportunity.

You currently generate 37 percent of
overall dedership sales from the
Internet, with a current year-over-year
sales volume increase well in excess of
100 percent. To what do you attribute
such adramatic upswing? B

Mattiaz From my pergpective, it@
because we geographicaly dominateacare-
fully targeted space, combined with the
unique look of our photos our policy of
beng trangarent in our pricng, and our
72-hour money back guarantee. Mogt
dederships act like they@ hiding pricing
information or guarantess but our cus
tomers ssem to gpprediae our draghtfor-
ward goproach and far pricesbacked up by
areturn policy.

How much did you have to increase
your marketing budget to achieve these
results?

Jordan: Weno longer soend any money
with the newspapers and have actudly
reduced our overdl maketing pend by
approximatdy 50 percent. Through
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ressarch and monitoring wefe able to
know where the market is going, what
works and what doen®©

Do you use the Internet to advertise
beyond your local market?

Jordan: We advertisenationdly on eBay
Matorswith both new and used inventory.
Welle had good success sdling up to 10
percent of our monthly vehide sles to
out-of-gate buyers | bdieve our success
has been due to our professond photos
fair pricing, and good feedback on eBay. I
you can build good feedback on eBay, con-
aumersknow you are legitimate and trug-
worthy. Thereisno better tegimonid than
100 percent postive eBay fesdback.

Do you purchaseleadsfrom third-party
providers?

Mattia: We used to, but welle found
that we have far grester doe ratios from
the leads we generate from our own web
dtes We were buying gde leads that had
ds ben snt to other deders and they
smply weren® converting. It didn®make
snsefor us Our web stescurrently gener-
ae far more leads than our Internegt sles
team can handle

Why don®you hire more staff?

Mattia Wethink an Internet sespro-
fessond should be knowledgegble, compe-
tent, driven, and be able to effectivdy

interact with our potential customers.

They mug have good emall ills gram-
mar illsand computer kills | am confi-
dent that we will have x to eght people
by the end of the yeer, but they haveto be
theright fit.

You use AutoOneMedia. Please tell us
what services it provides and why you
decided to useits services.

Jordan: We fird made contact with
AutoOneMedia after doing some research
into numerous SEO (Search Engine
Optimization) companies in the ace. |
ent acouple of yearsentrenched in SEO
prior to joining Sevens Crek, and | liked
the fact that AutoOneMedia focused sole-
ly on the automotive indugtry. T here were
ds no ridiculous promises of page-one
ligings jug honet information and a
desre to push the envdope
AutoOneMedia is currently managing
numerous projectsfor us from controlling
our pay-pe-dick campagns on Google
Yahoo, and MSN, to overseeing the SEO
on multiple web stes and in some cas
developing the web stesthemselves Welle
had impressve reaultsin a short period of
time and consder AutoOneMedia a vau-
able partner in our success
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The Stevens Creek Internet department currently generates 37 percent of overall
dealership sales. With a current year-over-year sales volume increase well in
excess of 100 percent, it is on track to see similar growth over the next 12 months.

If you could keep only one tool from
your current interactive arsenal, what
would it be?

Mattia Wete in agresment in sying
that our partnership with eBizAutosisthe
onething tha we would never want to be
without. When Robert fird joined the
company, oneof our primary concernswas
finding a robugt control center for dl of
our online marketing efforts eBizAutos
hasprovided uswith that, and much more

Jordan: eBizAutosisthe hub for every-
thing we do. We us its online manage-
ment sysem to upload our inventory onto
our web ste and it has cugomizable tem-
plates that we can manage, 0 that dl of
our ligingsare branded the same. It isd
eagy for usto push ligingsout to in excess
of 100 automotive commerceweb Stes Its
gysem d<o providesuswith powerful ana
Iytic tools for ressarch, complete control
over inventory display and pricing, and
powerful search engine optimization built
into each liging. Without its sarvice, we
could not be asefficient.

How do you use email campaigns to
generate leads?

Mattia: To date welle collected about
10,000 email addressssand weuse CIMA
Sygemsfor our email campaigns CIMA
isagrest company becauseit isautomated
and very easy to use. We typicaly do two
emal campagns a month, but wele
found tha our bigged isue is gam.
Cugtomers get 9 much junk in ther e
mall inboxesthat it is hard to get emails
through. E-mail campagns for mog ded-
erdhips are treated like direct mail cam-
pagns wherea 1 to 2 percent refurn rae
is conddered good. E-mail campagns are
gill vduable but only in conjunction with
other marketing initiatives

There are a lot of new tools getting
attention; do you useany of them?If <o,
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how have they worked?

Jordan: Asprevioudy mentioned, weuse
pay-per-dick and search engine optimizar
tion. We haven®touched on blogsor pod-
cads yet, but are consdering them. One
aeawherewe have sen auccessisin online
forums There are millions of forums tar-
geted vary gedficaly to paticular inter-
ets hobbies demogrgphics ec. If you
find theright forum by doing the gppropri-
ae ressarch, and then build a campaign
aound that forum, it can becomealeading
referrer to your web ste Wee found that
what gppears to be an indgnificant forum
can in fadt compee with the likes of
Googlefor top referrd spot.

Mattia Weteds looking a producing
agriesof humorous videostha we could
then pod to sodd networking Stes Sodd
networks are huge, epecidly among the
younger generation, and we want to grab
thar atention early, and it® often the
humorous videos tha pur massve vird
marketing. Asadomegtic deder, we know
that not alot of people are lining up to
buy our product offering, s asbroadband
adoption incresses we will be looking to
video and rich media to get the con-
umer<Latention.

Have you addressed the Hispanic com-
munity with your Internet marketing?
Jordan: The opportunity within the
Hispanic community is tremendous,
but we®e found that itGvery difficult to
gather definitive information regarding
Hispanic usage of the Internet. We are
working hard to get ajump on our com-
petition with regard to this sector and
are currently working on a couple of
gnaller web stesto addresstheir imme-
diate needs. Early on we regigered the
URL  www.compraconconfianza.com,
which trandates to Gbuy with confi-
dence OThisURL ismarketed usng tra-
ditionad methods and linksto a Spanish



language landing page within our main
web dte, and outlines the three-day
money back guarantee that we offer on
al new and used vehicles sold by the
dedership.

Wedid haveaSpanigh-only web ste, but
found that we couldnOmarket it cogt effec-
tivdy. Higpanics who gesk English gravi-
tate to the English language dtes and we
don® went to presnt a lessthan-gdlar
Soanish presnce, 2 it is a ace we will
enter onceweknow that wecan doiit right,
by fully underganding the needs and
online behavior of the Spanish-only gpesk-
ing community.

Wheat isyour strategy to maintain ahigh

grosswithin your Internet department?
Mattia: Our strategyis to keepdoing

whatwe@edoingin regad to pricingthat®

right on the money transpagnt business

practicestalented nternetsalestaff and
professionalehicle photographyAll of
theseelementgogetherled to Internet
grossfor the first quater of this yearthat
wasup $400pervehicleoverlastyearand
about $300 more per vehiclethan our
floor traffic. Our curent averagegrossis
about $2,200 per vehicle over the
Internet, including financing. We stock
quality carsat fair pricesa point proven
by thefactthatwe regularlysellto out-of-
statebuyers.Why elsewould a customer
in Texasuy from us,a Californiadealer
unlesghe vehiclepresentedvell andare
fairly priced?

What software are you using to handle
incoming leads and follow-up?

Jordan: We use Reynolds & Reynolds
for our DMS web ste, and CRM sygem.
Following an initid auto-repponsg, our
god is to persondly repond to every
Internet leed within 20 minutes but it is
usudly fager than tha. Our Internet ses
gaff reponds with an emall and, if a
phone number is provided, with a phone
cdl. They handle every leed from dart to
finih, induding determining find <dle
price. They only turn to the sdes floor
manager to get thevdueof atrade-in. Our
gaf is highly motivated and to a large
extent, sdf managed, which is why our
grosesin the Internet department are the
highet in the gore

What dedlership metricsdo you track?
Jordan: We track everything: how
many emails we get per day, how many
phone cdls how many unique web ste
vigtorsper day, how many return vistors
We track every third-party vendor and
marketing campaign to ensurethat weare
getting areturn on invesment, and then

gt down every week to review our results
and adjug our drategy accordingly.
When wetrack and analyze everything on
aweekly bassit dlows usto modify our
dance according to current consumer
behavior. Appropriate and thorough
research will not only save you money,
but will ensure you are carrying an opti-
mized inventory.

Wheat isthe biggest challenge your deal-
ership faces moving forward? B

Jordan: People, people people [tOvery
difficult to hire qudity people who have
the «illswe require | d bdievethat the
franchise we have makes it more difficult
for us than for a Lexus or BMW deder.
Thedomedic brandsdonOgarner the same
idolization, 30 we have to work harder to
atract qudity people

What® your strategy to move your
Internet department to the next level?

Mattiaz Our gods ae to continue to
take a hard look & the Higpanic market
and how we can maket to those con-
umers mantain grong rdaionshipswith
our patnes and continue to be a the
forefront of Internet trends We want to be
the shepherd, not the hep, 0 we ae
gending alot of time discussng our gra-
egy moving forward.

Jordan: We know tha the only way to
have a head gat on our compeitorsisto
continue thinking beyond current trends
and to kegp working with our preferred
vendors 0 our online draegy remans
vidble and malesble. -

rjordan@DigitalDealer-magazine.com
jmattia@DigitalDealer-magazine.com
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Autobytel

AutoTrader @
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d] b Motors

cars.com

Carfax

Dealership partners in profit:

Dealership name:
Stevens Creek Buick Pontiac GMC

ebay Motors

Web site URLs:
www.onthecreek.com

Web site provider/hosting:
Reynolds Web Solutions

Vehicle marketing:
DMS provider:
Reynolds & Reynolds

CRM program:
Reynolds & Reynolds

Vehicle valuation tools:
Kelley Blue Book

List any third-party sites
where inventory is posted:

AutoTrader.com

Vehicle history reports:

Other vendors not listed above:
AutoOne Media
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