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Automotive Industry
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Current Trends



Trend 1: Automotive sales
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By all accounts 2015 was a record year with ~ 17.5 million new 

vehicles sold



Trend 2: Automotive sales
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The National Automobile Dealer Association expects this trend to continue

Source: NADA,2015, The Economic Outlook & New Car 

Retailing

Number of Motor Vehicles sold, in millions



Trend 3: Dealers spend enormous 

amount of money on marketing
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YTD through 

November 2015: 

• The average 

dealer had spent 

$473K in 

advertising

• That is more than 

they spend on 

rent

• The average 

advertising 

expense per car is 

$615Source: NADA,2015, Dealer Financial Profile

YTD Nov YTD Nov Percent

2015 2014 Change

TOTAL DEALERSHIP SALES 47,570,047 44,461,642 7.0%

TOTAL GROSS 
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6,265,314 5,914,379 5.9%

   As % of Total Sales 13.2% 13.3%

TOTAL EXPENSE 5,101,320 4,830,101 5.6%

   As % of Total Sales 10.7% 10.9%

NET PROFIT BEFORE TAX 1,163,994 1,084,278 7.4%

   As % of Total Sales 2.4% 2.4%

NEW VEHICLE DEPT. SALES 27,429,497 25,464,120 7.7%

   As % of Total Sales 57.7% 57.3%

USED VEHICLE DEPT. SALES 14,769,228 13,916,825 6.1%

   As % of Total Sales 31.0% 31.3%

SERVICE AND PARTS DEPTS. SALES 5,371,322 5,080,696 5.7%

   As % of Total Sales 11.3% 11.4%

ADVERTISING EXPENSE 
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473,096 445,536 6.2%

   As % of Total Sales 0.99% 1.00%

   Per New Vehicle Retailed $615 $606 1.5%

RENT & EQUIVALENT 438,908 423,378 3.7%

   As % of Total Sales 0.92% 0.95%

   Per New Vehicle Retailed $571 $576 -0.9%

FLOOR PLAN INTEREST (109,960) (81,687) 34.6%

   As % of Total Sales -0.23% -0.18%

   Per New Vehicle Retailed ($143) ($111) 28.7%

NEW VEHICLE SELLING PRICE (Retail) $33,256 $32,437 2.5%

Dealership Financial Profile

Industry Analysis

   Gross as % of Selling Price 3.45% 3.68%

   Retail Gross Profit Excluding F&I $1,147 $1,193 -3.9%

USED VEHICLE SELLING PRICE (Retail) $19,346 $18,812 2.8%

   Gross as % of Selling Price 12.32% 12.55%

   Retail Gross Profit Excluding F&I $2,384 $2,361 1.0%

  LIGHT-DUTY VEHICLE SALES (Millions of units) BALANCE  SHEET  RATIOS

Full Year % Full Year YTD YTD

2015 Change 2014 Nov 2015 Nov 2014

Domestic Cars 5.58 -0.2% 5.6 Net debt to equity 0.96 0.97

(Total liabilities less floorplan to net worth + lifo)

Import Cars 1.95 -7.3% 2.1 Current ratio 1.31 1.31

(Current assets to current liabilities)

Total Cars 7.53 -2.1% 7.7 Service & Parts absorption 56.4% 56.2%

(S&P gross profit as % of total fixed overhead expense)

Light-Duty Trucks 9.86 12.7% 8.7 Return on equity 32.1% 31.9%

(Annualized net pretax profit as % of net worth + lifo)

Total L-D Vehicles 17.39 5.8% 16.4

(1)  Gross Profit includes cost of goods sold but not SG&A or advertising

(2)  Advertising expense includes advertising and sales promotion less advertising rebates

       Some advertising data is reported in one account, which includes sales promotion and is already less advertising rebates

Please visit:  www.NADAFrontPage.com

Email:  industryanalysis@nada.org

©2015 National Automobile Dealers Association  Source:  NADA Industry Analysis



Trend 4: Breakdown of dealer spend
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26.3% 23.1% 15.8% 14.9% 10.7% 9.2%

DIGITAL TELEVISON RADIO NEWSPAPER DIRECT MAIL OTHER

Source: NADA 2014, data for franchise dealers

In 2014, 64.5% of dealer advertising was in “traditional media”



These are widespread
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Challenges for Newspapers



Challenge 1: Newspaper’s approach

9

Newspapers 

are focused 

on selling 

products 

without 

accountability 

to 

effectiveness 

or KPIs

Dealers are 

focused on 

results; most 

of the time 

they are 

measuring 

and tracking 

KPIs



Challenge 1: Newspaper’s approach (cont.)
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Sales staffs are not 

equipped to bridge 

the KPI gap

Sales teams address 

“needs” with 

“products” without 

any insights



Challenge 2: Newspaper’s access 

diminished
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Because of historic 

focus on products, 

instead of 

insights/strategy, 

dealer access is 

now at the ISM level 

at best

Principle/Owner:

• Complete oversight of 

dealership

• Responsible for sales, service

• Controls marketing budget

Internet Sales Manager:

• Advisor to GSM on tactic 

effectiveness

• Responsible for lead 

generation

Lead generation is a commoditized tactic



Challenge 3: Newspaper’s 

culture
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Part of the industry challenge has 

been cultural: 

• Trading away differentiation for 

commoditization

• Retail-centric (generic) digital portfolio

• Pure-play solutions are stronger and more 

customized to auto dealers

• Talent misalignment; dedicated experts, 

top talent

DIGITAL PURE-PLAYS



Challenge 4: Dealer perception
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Being able to 

overcome the print 

stigma as a product:

• Dealerships are 

being operated by 

PHDs (2nd

generation)

• Dealers are being 

directed away 

from traditional 

media by OEMs



Challenge 5: OEM Co-op 

requirements
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OEM digital requirements 

for preferred vendor status 

is increasingly rigorous:

• CDJR

• Ford

• GM

OEMs are limiting 

print/traditional media to a 

certain % of marketing

• Ford Direct dictates that 

local dealers must 

spend a majority of 

marketing budgets on 

pre-approved, preferred-

vendor digital products



These are untapped (in most cases) 
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Opportunities for Newspapers



Opportunity 1: Local sales pressure
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Many pure-plays have no 

consistent, local presence 

Local sales pressure 

enables navigation of 

dealership hierarchy to 

influence true decision-

makers

Decision-makers often 

divert traditional media 

salespeople to agencies 

and digital salespeople to 

ISMs



Opportunity 2: Fact based data
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There is an enormous amount of 

data in the automotive space. 

Dealers crave fact based data

• Dealers mine their own 

databases to segment and 

market appropriately to their 

customers

• Dealers understand the value 

of vehicle registration data

• No survey extrapolations. It 

does not work with dealers….

DATA SOURCES



Opportunity 3: Audience access
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Newspapers have access to 

robust audience databases: 

Owned Audiences

• Newspaper audience

• Newspaper.com audience

Borrowed Audiences

• 3rd party lists

• Networks

Most importantly these can 

be measured

DIGITAL NEWSPAPER

DIRECT MAIL OTHER



Insight selling
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Best Practices



Best Practice 1: Embrace market 

data
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Specifically, fact-based vehicle 

registration data. A data driven 

sales process

• Enables a dealer-centric 

conversation 

• Develops a partnership with 

increased transparency & 

accountability

• Has high impact and is 

specific to: Dealer, Brand, 

Model, Geography



Best Practice 2: Insight Selling
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By leading with vehicle 

registration data, analyses can be 

conducted to build fact-based 

advertising opportunities for 

dealers:

• Insights generated from vehicle 

registration data, don’t allow for 

as much dealer pushback; this 

is not survey based data; it is 

DMV data

• Insights enable strategic 

recommendations based on 

interpretation of data; these 

recommendations are specific 

to the individual dealers needs

Top 8 zip codes represent 
71% of sales in Baltimore co.

Yet, dealer has 14% share in 
top 8 zips in Baltimore co.

Strategic recommendation: 
reduce broad approach, 
focus on targeting top zips



Best Practice 3: Leverage owned 

audiences
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Newspapers/cable 

companies own a 

clean audience 

database with 

physical addresses

Enables:

• Insight selling 

• The ability to 

demonstrate 

audience buying 

power



Best Practice 4: Promote your owned 

audiences

23

The value of an owned audience 

based can be established for:

• Make/model/segment/brand 

preference

• New vs. used purchases, 

luxury vs. non-luxury

• Pent up demand comparing 

previously owned duration 

versus current ownership 

duration

• Dealer preference, impact 

and pump out



Best Practice 4: Promote your owned 

audiences
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In a midsized market the story can be just as powerful. At an 85K 

circulation newspaper in Pennsylvania:

• Subscribers bought 22,000 units with a retail value of 

$532,810,000

• Subscribers buy 27% of all new cars in the market

• They buy 31% of new Fords (#1 make in the market) and 30% of 

new Chevys (#2 make in the market) 



Best Practice 5: Matching dealer 

objectives to audience insights
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Understanding market trends 

and dealer positioning allows 

the sales teams to provide true 

value to a dealer

• Isolate top model 

opportunities for dealer

• Analyze geographic trends; 

dealer share in ASA, 

conquest etc.

• Develop marketing strategy 

for each model

• Identify marketing solution to 

target desired audience
Acura dealer share in 
Baltimore



Are your teams leading with insights?
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Questions to pose to your automotive teams



Questions for your auto teams….
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• How is the local auto market 

performing year over year? 

• What brands and models are winning 

and losing in the market?

• What factors are driving brand and 

model performance?

• What dealers are winning and losing 

in the market?

• Do dealers have appropriate inventory 

to address market demand?

• What zip codes account for the 

highest number of registrations?

• What are the top selling used vehicles 

in the market?



Questions for your organization….
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• Are we getting 14.9% of dealer 

marketing dollars in the local market?

• Do we have the best talent assigned 

to the category that spends the most 

locally?

• Is my team service oriented or sales 

oriented?

• Am I structured correctly? Do I have 

automotive expertise (automotive only 

reps)?

• What is our active advertiser 

penetration with the franchise dealers 

in our local market?

• Do we have access to 

GMs/Principles?



Thank you for your time
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Q&A



Contact Information
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Bill Bradley

bbradley@share-lift.com

Roger Castillo

rcastillo@share-lift.com

mailto:Bbradley@share-lift.com
mailto:Bbradley@share-lift.com

