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Recap on the Series
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The Problem:

Leads become harder to close
The more a lead is comparison-shopped, the harder it closes — only about 1 in 10 

internet leads ever becomes a buyer.

Every click off your site is a deal you're not closing.

● Spend >14 hours doing research

● Visit ~5 websites

● Visit 1.2 dealerships

Car buyers…

Source

Source

https://www.coxautoinc.com/news/2022-car-buyer-journey-study/
https://money.com/how-much-time-buy-car-report/
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The Why:

The Wrong Lever

The Why

The IQ Webinar

The What

The Right Lever

The How

No insight beyond the website

Data is flat and focused on the lead

Leads move from team to team

Every lead looks the same

We can't see the whole customer journey.

We have very little ability to personalize 

outreach and strategy.

Readiness and ability to buy are a mystery.

Handoffs duplicate work and rely on people.
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The What:
The Wrong Lever

The Why

The IQ Webinar

The What

The Right Lever

The How

A Typical Lead

“Mr. Customer I see you’ve 
got a trade. When can you 

bring it in?”

Strong Demand

Trade talk track

Vehicle of Interest 
talk track

Interested Party

Local Market 
talk track

An IQ Lead

OR



Some of  the levers
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The Why:

The Wrong Lever

The Why

The IQ Webinar

The What

The Right Lever

The How

Money Time Bandwidth Resources Doesn’t 
Always Work

All these solutions cost:
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1 Capture

Turn your shoppers into leads with 

web experiences that answer 
critical customer questions.

2 Contextualize

Zoom out from the flat lead and 

look at the entire customer picture
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Use personalized, impactful 

conversations that open up more 
opportunities.

Convert

The Why:

The Wrong Lever

The Why

The IQ Webinar

The What

The Right Lever

The How



The How
Let’s see it



How to think about adding context
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A complete customer profile – actionable at first contact

• Ready to buy

• Able to buy

• Preferences
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Using Signals Together are 
Force Multipliers

Equity + Income + Spending Power

                = 
A qualified buyer; not just a valuation

VDP views + Propensity score + Offer Value

= 
Low funnel lead looking to buy, not just sell

Financial signals + Site Activity + Desired 
Payment

                = 
Eager, financeable buyer; not an unknown 

shopper



Now, let's dive into some questions.....



• Who are the most ready to transact?

• Who are the most engaged?

• What are the parameters of the deal?

• Does the deal fit the customer's financial 
realities around budget and desired payment?

• How could you tailor a personal response to this 
customer that is specific to their situation?
oCan you even define what that situation looks like?

Audit Challenge – Take 20 Sample Leads
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Can you answer these questions with the information you have?



• Why did you lose this deal?

oWith more buyer info what could have changed?

oQuality of discovery?

oQuality of first response?

oAppointment before a competitor?

o Less time/friction in dealership?

Audit Challenge – Lost Deals Your Team 
Engaged With
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Thank you!
Protomiq.com

Reach out to your rep today for help.



protomiq.com
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