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Drives Ongoing Success

Case Study: RBM of Atlanta -North
Mercedes -Benz, Alpharetta, GA

| Randy Powell

General Manager
RBM of Atlanta North

Advanced SEO & Online

rb | rese arC h Reputati?n Management:
eXteresAUTO



- Search
Engine #
rbi research /’\
i SEARCH \
ASSET
MANAGEMENT
\ r nline
. eputation
- S Man mer

RBM North Results Snapshot:

1 85% of marketing budget dedicated to digital (no TV, radio,
major newspapers} and 85% of total store business now
generated online

1 Despite being newest store in major metro market, has
cornered 10% more market share than its four established
regional competitors

1 74% of digital business (and 63%tofal store business)
driven directly from search engines and review sitesr
@ 800 calls/leads a month

1 SEO/Website & Review Sites drive thrparters of digital
business, at just 15% of monthly digital spend

1 135% growth in website traffic from eXtéresAUTO SEO
campaign, with SEO now driving 44% of all unique visitors

1 eXtéresAUTO Reputation Management leads to 1110% Peter Leavy, General Sales Manager
growth in direct, reviewsite-generated calls, with these
leads closing 15 points higher than any others

Bethany Johnson, Internet Manager
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gorgeous brickandmortar doors opened right when the recession officially
began (Q4 2007), and auto sales begin their dizzyingl3%zi RS Of Ay S &
the story of RBM North of Alpharetta, GA, the newest store in a fanwiyed
Mercedes dealership group operating in Atlanta for 45 years. Their first year
unfolded right as the worst economic crisis since the Great Depression dug its
heels in, and their grardpening balloons were deflated against the backdrop

of bank bailouts and a bursting housing bubble.

- _And not only was RBM North the youngest Mercedes dealership in a metro
w. aQa 3F2NBSZ2dza Y SOomafkbtWithifrdubWenS a i 6t AaKSR aSNOSRSa LI &SN
store situated in a nearural exurb on the rim of eveexpanding Atlanta, with
limited physicaltraffic and visibility. While their location touched on affluent
TAL) O2RS&> LYyGSNYySaG alyl3ISNE . SiKlyeé
Powell knew that given the PRNREEQ N5 02464 0¢

overwhelming consumer I yAIKGYFNBK Ll RARYyQG GdNy 2dzi (Kb
realities...he had to focus extraordinarily successful, and has now staked out 10% more market share
intensely and cos’efficiently than any of their far more established, larger regional competitors. The key to

_ A ~ _their sucgess: WQIeAm st dealerships have slowijgrated to digital
2 )f 0SA y = w2 dZ)f R traté;gsie\af,idér e‘teadership of GM Randy Powell, RBM North embraced a
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given the overwhelming consumer realities (for luxury dealerships online auto
shopping rates run to 90%?*), his remote destination location, and the fact

that they were an entirely unknown entity in a brutally competitive market,

he had to focus intensely and ceStF FA OA Sy (it & 2y o6SAy3 WT
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become 1) to establish the most powerful, firgiage search engine visibility

2) to stand out as the #1 consumer choice, with a powerful, positive online
review presence.
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Online Reputation Management with eXtéresAUTO. Their case study reveals
the dramatic impact that advanced SEO and Reputation Management cam-
G! & | NHzNI £ WRS&GA Y ( Rajggsganghdve auiasdealersipg ang detailg gheir fully tracked results with

b 2 NI K& 3RANMANE O 2 g £XéresAUTO from February 2009 through July 2010.

*J.D. Power & Associates, New Autoshopper.com Studies



