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Why General Digital Ad Platforms

VIN IQ  Fall Short for Auto Dealers

Introduction

Car Dealers invest heavily in digital advertising, relying on digital ad platforms like Google, Facebook and others to attract
buyers. While these digital ad platforms excel at driving engagement, their algorithms are designed to optimize for clicks
and impressions—not the practical realities of dealership operations. Dealers need to understand that these digtal ad
platforms often misalign with inventory-level needs, particularly when it comes to aged or slow-moving vehicles.

How Ad Algorithms Work—and Why That's a Problem for Dealers

Digital advertising platforms use data-driven optimization
systems that serve ad spend toward listings generating the
highest engagement. Consequently:

High-demand vehicles get the lion’s share of marketing spend.
Cars that already attract consumer interest generate better
click-through rates, prompting automated systems to invest
more in them, regardless of whether they need promotion.

Dealership-specific needs are overlooked.
These digital ad platforms do not account for units that have been
on the lot for many days or those at risk of depreciation.

Ad spend can distort true ROI.

Engagement metrics may look strong, but they don't necessarily
translate to incremental sales—especially when the promoted
vehicles were likely to sell organically anyway.

Clear Impacts on Dealership Performance

Understanding the disconnect between major ad platforms and inventory strategy is essential because:

Aging inventory increases sharply.
As of July 2025, new-vehicle days’ supply climbed to
82 days with over 2.8 million units in stock, reflecting a

Lot turnover goals become harder to meet.
A Dealer aiming to keep 50—80% of vehicles under 30 days
on the lot may struggle without proactive strategies

widening gap between fast-turning popular models and

slower-moving vehicles that remain on lots far longer.

Holding costs and depreciation accumulate.

Marketing reports can be misleading.
Strong engagement numbers (clicks, impressions, views)
can mask inefficiencies, giving the impression of campaign

Each month a vehicle sits unsold, it ties up capital, loses success even when aged inventory continues to sit on the

value, and adds expenses like insurance, flooring, and
maintenance—directly eroding dealership profitability.

lot unsold.

For more information visit www.viniqg.io
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The Case for Targeted, Inventory-Aware Marketing

To address these inefficiencies, dealerships should adopt
strategies that:

« Prioritize vehicles based on inventory need—do not simply rely on
the digital ad platforms’ algorithms or engagement metrics..

- Track true conversion outcomes, such as vehicle detail page (VDP)
views, leads, and sales, rather than vanity metrics alone.

« Deploy VIN-specific campaigns—this means marketing individual
vehicles that need exposure and engagement, improving turnover
and reducing holding costs.

Marketing like this:
« Improves visibility for off-cycle or aged units that otherwise languish.

« Generates more incremental sales, rather than spending more
marketing budget on cars that will sell anyway.

« Aligns marketing spend with business goals, helping manage floor
plan costs, reduce depreciation, and increase profitability.

Strategic Takeaways for Dealers

Major digital ad platforms deliver value—but when used without strategic refinement, they may
inadvertently funnel your budget into promoting vehicles that already command buyer attention.
This perpetuates elevated days-in-inventory and higher carrying costs on less popular inventory
without improving ROl outcomes.

By embracing inventory-aware strategies and prioritizing VIN-specific marketing, Dealers can:

» Reduce unnecessary spend » Improve lot turn * Preserve margins

Understanding the limits of algorithmic advertising is the first step toward adopting a smarter,
more controlled approach—one that truly supports dealership economics and business objectives.
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