A Tale of Two Chevy’s

At a glance

Many dealers default to “in-market
shopper” strategies because that's what
they have been doing for years. In
today's world of Al predictive audiences
and Seed audiences, other strategies
that focus on reach can often prove
more effective and less costly.

Lesson

Wider reach didn’t dilute efficiency; it
amplified it, driving more attributable
conversions while simultaneously
building a bigger audience for future
campaigns.
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Three times the
impact with
broader reach.
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Reach vs. In Market Shoppers

CHALLENGE v

Two Chevrolet dealers that have similar new vehicle sales volumes (150
avg per month) are investing $10,000 in Streaming TV as part of their
media plans.

Dealer A deploys a full-funnel strategy with broad reach to drive
website traffic and actions.

Dealer B chooses a bottom-funnel “in-market shopper” strategy, opting
instead for a smaller, more micro-targeted audience.

SOLUTIONS v

Both campaigns leveraged our Data Fusion Marketing w/Amazon
DSP for this test.

e The same custom PMP deal was used for each dealership.

e Premium publishers including Amazon Prime.
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BENEFITS \

Dealer A Outcome

Reached a larger audience and were able to attribute 100 of
their 144 sales (69%) to their Streaming TV strategy.

Dealer B Outcome

2 Reached fewer people, albeit with a higher frequency, and
were only able to attribute 38 of the 165 sales (23%) to their
Streaming TV strategy.



An Omnichannel Blueprint:
How' A Unified Media Strategy

Fueled A Breakout Month

At a glance

Dealers can leverage the advanced
technology and unbiased systems at
SilverBack to reduce silo’d tactics
with limited performance data and
move to omnichannel, cost-per-action
-driven campaigns. Reducing dealer
cost and truly understanding where
performance is coming from is how
SilverBack leads dealers to new levels
of success.

Lesson

Leveraging Seed and Predictive
audiences over typical “in market”
data providers, the campaign
reached more shoppers across
their multiple devices with
controlled frequency. Data backed
real time bidding ensured ads were
delivered at the optimal time and
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cost.

The power of omnichannel data driven programmatic media.

CHALLENGE v

A large Florida dealer faced several performance and visibility

obstacles:

e Relying on OTT/CTV through linear cable with limited attribution
and limited campaign performance data.

e No integration of programmatic display media.

¢ No use of Machine Learning and Al.

e Low ad visibility among stakeholders and shoppers.

e Operated in a highly competitive market requiring smarter audience
targeting.

SOLUTIONS v

SilverBack deployed its Data Fusion Marketing with attribution and

audience integrations by combining:

¢ Advanced segmentation strategies using Seed audiences,
Retargeting, and Audience Predictors.

e A fluid multi-channel programmatic mix (OTT, CTV, Display, and
Online Video (OLV)) using advanced UID.20 identity mapping.

e Real-time data-backed bidding and creative optimization with log
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Omnichannel Key Website
Streaming Actions

BENEFITS v

level reporting data.

Audience Reach

Low funnel Campaign Actions

Achieved a $48.31 CPA with 1410 total website conversions
post ad exposure.

e 279 Click To Call

e 28 Form Leads

e 1,106 VDP

Dealer Sales

The dealer had a record sales month achieving over 900 new

@ www.SilverBackAdvertising.com and used sales and ranking #6 nationally for their brand.

Q Mooresville, NC
“SilverBack’s Data Fusion Marketing helped us dominate our market this spring. We

»

had more quality leads, more engaged customers, and our team crushed their goals.

— Group eCommerce Sales Director



