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THE STATE OF AUTOMOTIVE 
MOBILE MARKETING

A U D I E N C E  I N S I G H T S  R E P O R T

Mobile Techniques and Opportuniti es to Acquire 
Acti ve Car Shoppers at 19% the Conversion Rate
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CAR SHOPPERS AND THE PATH TO PURCHASE

Despite so many channels of infl uence, the 
winner is clearly digital. According to C+R’s 
research, most shoppers are infl uenced by at 
least three online sources and two-thirds of 
consumers refer to an online source as their main 
channel of infl uence. The top online sources for 
auto consumers are:

 Independent Research Sites (50%)
 Search engines (49%)
 Manufacturer Websites (46%)
 Automoti ve Dealership Websites (42%)

However, once a consumer arrives at the 
dealership, Google cites that at least 72% of 
dealer visits do not result in an immediate car 
purchase, with many consumers shopping across 
multi ple dealers. In additi on:

 78% of customers who visit your showroom 
buy a vehicle somewhere else

 72% of customers tell their salesperson they 
are “just looking” at the initi al greeti ng

V12 conducted independent research to 
shed additi onal insight into how consumers 
shop for vehicles. According to our study, 
consumers visit 3.8 dealerships on average 
and  over 40% of shoppers buy a vehicle 90-120 
days from their original dealer visit. What does 
that mean for the dealer? There is more ti me to 
eff ecti vely target and conquest prospects from 
competi ng stores.

of dealer visits do 
not result in an 

immediate car purchase, with 
many consumers shopping 
across multi ple dealers.

72% 
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There are thousands of automoti ve brands nati onwide vying for the same 
customers in a saturated marketplace. However, today’s car shoppers are 
in control. With the availability of more channels on which to research, 
they are willing to commit the eff ort required to make informed purchasing 
decisions. However, not all sources are created equal. C+R conducted 
research, asking consumers about 24 diff erent sources they use when 
making a purchase decision.
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MOBILE INFLUENCES THE PATH TO PURCHASE

The number of mobile devices in use worldwide 
is increasing, fast. This usage, also called ‘mobile 
penetrati on,’ was at 4.43 billion in 2015, according 
to research fi rm Stati sta. According to GSMA real-
ti me intelligence data, there are now over 8.98 
Billion mobile connecti ons worldwide, which 
surpasses the current world populati on of 7.69 
Billion.  

Marketers have relied on the traditi onal marketi ng 
funnel to help them understand and manage 
their customers’ journeys. But the linear path 
from customer awareness to conversion has 
been changed with the rise of digital and mobile 
technologies. Automoti ve brands have more ways 
to reach and convert potenti al customers, but it’s 
also added an incredible amount of complexity to 
the customer journey.

Over half of new-vehicle internet shoppers use a 
mobile device to do online automoti ve research 
as they shop for a car or truck, according to a 
report from J.D. Power and Associates. Over the 
past three years, the use of mobile search has 
risen consistently. In fact, 82% of smartphone 
users turn to their phone to infl uence a purchase 
decision while in a store thereby sharing their 
locati on and mobile ID.

In the case of millennials, mobile has an even greater 
impact in the purchase journey. Millennials use 
their mobile devices more than any other 

generati on. According to research by Edmunds.
com, 41% of millennials (as compared to 20% of 
other adults), said they use mobile for acti viti es 
like reading vehicle reviews; 34% said they use it 
to locate vehicles for sale (versus 20% of others); 
and 33% said they research vehicle pricing on 
mobile devices versus 21% of other adults. Overall, 
80% of millennials have used their mobile devices 
at least once during the car purchase journey, 
compared to only 46% of people age 35 and over.

82% of smartphone users 
turn to their phone to 
infl uence a purchase 
decision while in a store 
thereby sharing their 
locati on and mobile ID.
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The biggest challenge for automoti ve marketers is 
identi fying in-market consumers and converti ng 
them into customers. In today’s competi ti ve auto 
industry, marketers have implemented many 
diff erent ways to understand and measure their 
current and potenti al consumer base. However, 
marketers need bett er ways to identi fy consumers 
during the “Zero Moment of Truth,” which is when 
a car shopper is expressing acti ve purchase intent 
by visiti ng a lot.

As auto shoppers near the end of the purchase 
journey, automoti ve brands are increasingly turning 
to mobile targeti ng technologies in the hopes of 
converti ng “just browsing” shoppers into new 
customers.

There are 4 types of mobile targeti ng 
opti ons to target consumers:

01- Mobile Audience Targeti ng
Using this method of mobile targeti ng, automoti ve 
brands can target relevant audiences with 
ads based on demographics and other data points. 
These are consumers who are most likely to fi t 
their ideal customer profi le. This audience targeti ng 
method uses underlying data about an individual 
person, or, to be specifi c, their device ID which 
can include certain demographic informati on and 
even geographic locati on for more eff ecti ve and 
engaging ads.  While mobile audience targeti ng is 
becoming more sophisti cated, marketers are sti ll 
challenged with effi  ciently accessing data at scale 
to gain a complete picture of a consumer and the 
likelihood he or she will engage with a parti cular ad.

4 TYPES OF MOBILE 
MARKETING

02- Real-Time Locati on Targeti ng
Marketers are probably most familiar with real-
ti me locati on targeti ng such as geofencing and 
beaconing. In the past few years, more brands 
with brick-and mortar locati ons are adopti ng these 
technologies. Here is a quick overview of the 
diff erent types of mobile locati on targeti ng:

 Geo-targeti ng- Geo-targeti ng involves 
detecti ng a user’s locati on and serving them 
communicati ons based on that locati on. Those 
communicati ons might be ads or other content, 
like an email or push noti fi cati on. 

Geo-targeti ng uses IP addresses to determine 
where consumers are. Every internet-connected 
device has a unique IP. The fi rst three digits 
provide a country code. The digits aft er that 
indicate specifi c areas within a country, down 
to state, city, and postal code. Content can also 
be matched with data about user preferences 
and acti viti es to hone in on specifi c groups of 
people or to exclude groups of people you don’t 
intend to target. Geo-targeti ng allows a user to 
be targeted wherever their device goes.
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 Geofencing
Geofencing is the practi ce of using global 
positi oning (GPS) or radio frequency 
identi fi cati on (RFID) to set up a “fence” or 
designated geographic boundary. When a 
device moves into (or out of) the space defi ned 
by the fence, triggers are sent, and the user will 
receive a noti fi cati on such as a text or push 
noti fi cati on. Geofencing engages consumers 
based on hyper-local locati on. An automoti ve 
dealer, for example, might set up a geo-fence 
aimed at targeti ng individuals who are leaving 
a rival dealership aft er browsing for a vehicle. 
Sending them an off er for zero percent fi nancing 
is more likely to make them come comparison 
shop — or at least consider an alternati ve opti on.

 Beacons
Beacons are small physical objects (usually 
about two square inches) that can be placed in 
desired locati ons. Their purpose is to detect a 
user’s device when it moves into a target range. 
Similar to geofencing, a signal is triggered when 
you’re near one, and a server sends a push, 
text, in-app message, or even an email. Beacons 

aren’t designed to know the people connected 
to a device, rather they target just the device 
itself. They’re simply litt le stati onary computers 
that are designed to react - when a shopper’s 
device moves near the beacon itself, it triggers 
a ping, and an app starts communicati ng - if 
the user has the app with noti fi cati ons enabled 
for the beacon’s parti cular locati on. Once the 
user moves out of that beacon’s range, all 
communicati ons stop.

03- Archived Locati on Data 
Following locati on targeti ng, technologies are 
being developed that chain together locati on data 
to look at where a device goes over a certain ti me 
period such as 30 days. By doing so, marketers can 
start to learn more about a person based on where 
they go and then use that informati on to target 
a specifi c audience. For example, a device that is 
seen at an elementary school, a park and a store 
that sells children’s clothing could very well be a 
mom with kids. With that informati on, a marketer 
could target devices with that travel patt ern and 
be more targeted than using the device’s current 
locati on at the ti me of serving an ad.

Audience targeti ng
Targeti ng based on device, apps, site user is visiti ng, and assumpti ve 
“look-alikes”

Real-ti me locati on targeti ng

Target every device within a store’s proximity (beacon, geo-fencing) 

Archived locati on data
Track device over ti me period to determine where a person goes

V12 Signals connects customer data to mobile devices
Reach actual people, not just the device
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V12 Signals is an innovati ve mobile soluti on that 
enables companies to market to households 
expressing acti ve intent to purchase based on 
their shopping behavior. Specifi cally, we uti lize 
geolocati on data to identi fy in-market shopping 
acti vity. We then use our proprietary integrati on 
technology to identi fy the likely in-market 
household. Unlike traditi onal mobile marketi ng, 
which only identi fi es the device, V12 Signals 
identi fi es households and the individuals in them. 
Our innovati ve soluti on provides household 
contact informati on complete with a wide variety 
of consumer att ributes allowing you to create a 
highly targeted off er across multi ple channels.

How does it work?

97% percent of consumers own and carry a 
mobile device, the majority of which have multi ple 
applicati ons installed. When installing certain 
apps, consumers must opt-in to grant permission 
for locati on tracking. When a consumer drives to 
a locati on and has one of these apps available on 
their mobile device, V12 Signals
is able to identi fy that device at the locati on and 
subsequently infer the household associated with 
the shopping event.

04- Reach people, not just their devices

The missing ingredient however to these types of targeti ng are that they are 
limited to just targeti ng a device or assumpti ve look-alikes who may not even 
be in market to purchase. They do not consider the actual person connected 
to the device.

Target and Acquire 
In-Market Consumers 
When They’re Making 

a Buying Decision

(800) 523-7346 // info@v12data.com // www.v12data.com
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A person visiti ng a competi ng dealership within a 
specifi ed radius of a dealership. 

V12 Signals can identi fy over 3 million people annually 
visiti ng a competi tor brand dealership.

A person visiti ng a common brand dealership within a 
specifi ed radius of a dealership. 

V12 Signals can identi fy over 1 million people annually 
visiti ng a dealership of the same brand.

A person visiti ng a dealership for service within a 
specifi ed radius of a dealership. 

V12 Signals leads represent over 1.5 million people annually 
visiti ng a dealership for service. This indicates an opportunity 
to create service segments by dealership brand.

A person visiti ng a dealership which indicates a possible 
auto insurance change. 

V12 Signals can identi fy over 4 million people annually 
visiti ng a dealership in search of a new car.

MARKETING AUDIENCES

Dealer Visit Signal –  Conquest:

Dealer Visit Signal – Loyalty:

Service Signal:

Insurance Signal:

Clients using V12 Signals are targeti ng the following marketi ng audiences:
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REACH IN-MARKET CAR SHOPPERS WITH V12’S 
IN-MARKET MODEL

The model was built using V12 Signals mobile 
locati on technology. Using machine-learning 
processes, the model is conti nually ingesti ng 
this feed of in-market behavioral data to deliver 
predicti ons and recalibrate. 

As part of the development process, V12 Signals 
data was validated against verifi ed auto purchase 
data. Research done in conjuncti on with a third-
party research partner revealed that consumers 
with multi ple visits to a dealer within a two-month 
ti me period are more likely to purchase a vehicle 
in the next 90 days compared to consumers 
with only a single visit. Based upon this data, 
consumers with 4+ sales visits have a much 
higher purchase rate compared to consumers 
with fewer visits. 

V12 conducted independent research to 
shed additi onal insight into how consumers 
shop for vehicles. According to our study, 
consumers visit 3.8 dealerships on average 
and  over 40% of shoppers buy a vehicle 90-120 
days from their original dealer visit. What does 
that mean for the dealer? There is more ti me to 
eff ecti vely target and conquest prospects from 
competi ng stores.

V12’s VIN database, V12 AutoID, provides the 
foundati on for the in-market automoti ve model. 
V12 AutoID is the largest and most accurate VIN 
database in the automoti ve marketi ng industry 
with informati on on over 215+ million consumers 
and 186+ million VINs. 

(800) 523-7346 // info@v12data.com // www.v12data.com

V12’s in-market model identi fi es shoppers 4.2x more likely than the 
average U.S. populati on to purchase a vehicle with a 90-day ti me frame.
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FAQS

Here is a list of some of our most frequently asked questi ons concerning V12 Signals:
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What informati on is available on V12 Signals leads?
V12 Signals leads can include name, address, email, demographics, 
and automoti ve ownership data. Clients can customize their 
feed from over 300+ demographic and lifestyle data elements. 
Examples include household income, presence of children, marital 
status, gender, income, and much more.

Can V12 Signals determine a new visit versus a 
return visit?
Yes. Using ti mestamp and locati on visit technology, V12 Signals 
can determine if the consumer was visiti ng the locati on for the fi rst 
ti me or if they are a frequent shopper.

Does a V12 Signals lead track how long a consumer 
is at a locati on?
No, a V12 Signals lead does not track how long a consumer is at 
a locati on.

What are some key industries currently available?
We have the ability to turn on a program for any business that 
has a specifi c locati on; below are some examples of key industries 
currently available. (Automoti ve includes auto dealerships as well 
as auto aft ermarket locati ons.

How many devices do you currently have access to?
We currently have access to over 305 million acti ve devices 
mapped to over 180 million high-confi dence common evening 
locati ons.  

• One of the largest proprietary data sets of mobile consumer 
data (1.03 billion unique devices seen per month globally)

• 14TB of geo-summary logged since January 2014 with full 
look back capability

• More than 1.2B high quality locati on data points observed 
every day

What is the ti ming on leads provided?
Leads are provided on daily acti vity that occurred within the 
previous 24-72 hours.

How will I receive my leads?
V12 Signals leads can be delivered through a sFTP site or directly 
to your CRM system.

How do I follow up?
Because V12 Signals leads represent lower-funnel consumers, we 
recommend following up via multi ple channels to sti mulate rapid 
engagement. The off er should include a purchase incenti ve off er 
(rebate, % off , special fi nancing) without specifi cally recognizing 
that the prospect has visited a physical locati on.

Can V12 Signals campaigns be deployed through 
Omnichannel outreach?
V12’s marketi ng executi on services save you ti me and resources. 
Our marketi ng experts can design as well as deploy a sophisti cated, 
highly targeted omnichannel campaign via direct mail, email and 
display.previous 24-72 hours.
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With V12 Signals, you can reach in-market shoppers during the period when they’re 
making a buying decision. V12 Signals is a proprietary soluti on that uti lizes in-market 
behavior data to identi fy imminent purchase intenders.

Contact us today to see how V12 Signals can amplify your conversions.
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