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ASK TORY:
How Much of my 
Budget Should be 
Dedicated to Digital 
Marketing?

ISSUE #85

  When I was a teenager I had a job at the local golf 
course, picking up the driving range, maintaining the 
carts, etc. I played a little golf here and there, but once 
I had enough money to buy myself a truck and a dirt 
bike I never touched a club again for 20+ years. In fact, 
I eventually even put a decal on my ol’ Mustang that 
read: Throttle Jockey - Because Golf Courses Should be 
Motocross Tracks.

My father and uncles all rode hare scrambles and 
enduros when I was a kid. I had a few mini bikes early 
on, but when my dad hung up his leathers, my riding days 
were pretty put on hold and replaced with stick and ball 
sports. As a kid, I always knew when I got old enough I 
wanted to race like my dad and uncles did. And, racing I 
did. Clearly, it was in my blood. I was “eat, sleep, drink, 
and breath” motorcycle racing from the time I was 19 
years old until my early-to-mid 30’s. Racing motorcycles 
led me to friends who raced mountain bikes and road 
bikes, which led me to friends who raced triathlons. All 
of which I eventually participated in after retiring from 
motorcycle racing. 

Fast forward to a few years ago and the guys here at the 
office started a little golf outing tradition once a year. On 
a whim, I decided to go out and enjoy the scenery with 
my friends and colleagues and ride around, hit a few balls 
and drink a few beers. I had a good time, but I didn’t give 
it much thought until the next year. I decided to go again, 
but this time I hit a couple of decent shots and it piqued 
my curiosity.  It’s borderline discomforting for me to share 
this with my 2-wheel friends, but now I try to play golf 
once a week. 

There’s a big marketing lesson here. Every hobby I’ve 
been involved with over the past 25 years has come as 
a result of the influence from friends and family. Not as 
a result of advertisements. My self-image was so anti-
golf that the manufactures couldn’t have converted me to 
golfing if they gifted me a set of 14kt gold clubs. 

This is why targeting your marketing directly to existing 
riders and improving their ownership experience is hands 
down the best way to invest your limited budget. Notice 
I said ownership experience. When you create happy 
customers, they become raving fans, their enthusiasm is 
contagious and they begin to influence their friends and 
family members to ride (They also stay longer, pay more, 
and refer you more business). 

When I play golf with the guys, we’ll often put a small 
wager on the game. I’m not really a big gambler, but 
I’ve noticed gambling and marketing have two things 
in common that interest me. Mathematical odds and 
behavioral psychology. When you go to Vegas, payback 
percentages and frequency are greatest on the $.25 and 

$.50 slots, somewhere in the 10% range. When you move 
up to the $1 slots you drop to 8%-ish, then $5 you’re 
down to 6% payout. In Vegas you’re eventually likely 
to lose, but you can buy more entertainment by playing 
better odds. 

Fortunately, with your dealership’s marketing 
you can play the odds and psychology 
game and win. 

If you spend $5,000 to advertise on the radio around your 
entire metro city take these odds into consideration. With 
satellite radio, mp3, audiobooks, etc. not everyone listens 
to the radio anymore. Even if they do listen to the radio, 
you’re not guaranteed to be on the rock or country station 
that riders choose. And even if you do, most people don’t 
pay attention to commercials. If you’re not the closest 
dealer to riders the radio ad could potentially just send a 
prospect to their local dealer. From an odds perspective 
how would you rate your radio ad in improving the riders 
in your back yards’ ownership experience so they will 
frequent your dealership more often and influence more 
new riders to join the sport?

continued on pg. 7

This Ain’t Vegas… 
You Can Play the Odds and Win.

ULTRA MARKETING MACHINE NEWSLETTER

Predictable Growth: 
Hampton Roads H-D®

Heartland Honda – 
Springdale, AR

““Every hobby I’ve 
been involved with 
over the past 25 years 
has come as a result 
of the influence from 
friends and family. 
Not as a result of 
advertisements.”

Heather went above an beyond her duties to 
redesign our sharpshooter mailer so it could be 
used in a newspaper ad. She combined the data 
from both sides. This certainly made my job easier. 
This type of service is more than expected from 
anyone. Thanks for the assistance!

PSM is very easy to work with. The event was a 
great success thank you Powersports Marketing

These guys were a big part in making our Demo 
Event such a big success, working with Bill Gallagher 
was awesome he kept me well informed of the whole 
process, will be working with Powersports Marketing 
on our next event.

Randy H. - Cajun Harley-Davidson®

John L. - Pete’s Cycle

Anonymous 
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How Much of my Budget Should be 
Dedicated to Digital Marketing?

You’ve got questions, he’s got answersASK TORY:
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In the last issue (#84) I wrote about the 4 pillars 
of marketing (right audience, right message, right 
media, right time) being a test to run any and 
all advertising through. This applies to digital 
marketing too. There are advertising options 
out there that fall under the ‘digital marketing’ 
umbrella that are either a complete waste of 
money or simply not a good fit.

Our Local Web Dominator contains the most 
crucial elements of digital marketing, and it 
passes the ‘4 pillars test’. 

There may not be a better audience than the folks 
who are actively doing a search (or searches) for 
a product you sell.  When a prospect Googles 
“2016 Street Glide” or “Color Options on New 
Yamaha Raider” (or anything else you sell) 
they’ve immediately passed the test.

All of our digital marketing maintains a well-crafted 
message that we tailor to the individual (what 
they’re searching for and more). Our messages 
always include a call-to-action that answers the 
question “Why should I click on this?”.

The worst number in marketing is 1, meaning 
you have to diversify. Diversity equals stability. 
That’s why our Local Web Dominator includes 
multiple media, and other important features that 
generate business for your dealership:
	
	 •Firestorm Email System: Email is 
often overlooked as a digital media, but it’s a 
powerful way to increase customer purchases 
and loyalty. Our in-house development team 
has created the first and only email system 

dedicated specifically to the motorcycle industry.  
Firestorm enables you to create original, creative 
emails in minutes that contain professional 
graphics designed for motorcycle enthusiasts by 
motorcycle enthusiasts. 

	 •Search Marketing (i.e. Google 
AdWords): It’s no secret that the vast majority 
of folks do research online before purchasing a 
product. You have to be visible when prospects 
are searching, and make sure you’re seen. Our 
years of dealership experience combined with 
our appetite to study and be marketing Gurus has 
led us to develop a Pay-Per-Click strategy that 
trumps any and every other company out there.  
	
	 •Display Advertising/Retargeting/
Geo-Fencing: These add additional layers we 
utilize to reach riders who may not be actively 
searching (and therefore we can’t reach with 
Search Marketing), enabling us to use a good 
media to put the right message in front of the right 
people.
	
	 •Grow Online Reviews: Reviews are 
completely shaping what a person purchases, 
and who they purchase it from. We create a 
review site for your dealership and activate an 
automated review acquisition system that grows 
Google reviews and makes you the obvious 
choice to do business with in your market area.

	 •Identify Unhappy/Lost Customers:  
When our review acquisition system uncovers an 
unhappy customer we keep it private and notify 
you and your management team. Now you can 
save those customers and ensure they continue 
doing business with you.

	 •Boost SEO: The review site we 
create provides a huge SEO benefit, but we take 
it a step further. We create a uniform visibility 

across directory listing sites, which increases 
your backlinks/citations and makes your site 
more visible.

	 •Social Media Marketing: Social 
Media is ever evolving, and knowing which ones 
to take advantage of (and how) is only becoming 
more and more difficult. We cut through the 
clutter and get quantifiable results in the areas 
that matter.
	
	 •Lead Magnet: This form opens 
automatically when a customer visits your new 
and used inventory pages and offers an incentive 
to give you their contact information and tell you 
what they’re most interested in. Increasing your 
visitor-to-lead conversion means more quote 
requests, and ultimately more units sold. 

We ensure you’re in front of the prospects who 
are searching and interested RIGHT NOW.  
To answer the original question, if it were my 
dealership, I’d spend at least 40% of my budget 
towards digital marketing. With the balance, I’d 
be investing in the Predictable Growth System 
that Eric writes about in his Case Study on Page 
6… check it out. 

For more information on our Predictable Growth 
System, or on how our Local Web Dominator 
can help you excel in all three areas of the 
search engine results page (SERP)… organic 
search, paid search, and Google Maps call  
1-877-242-4472, or visit 
www.PowersportsMarketing.com.

-Tory

AUDIENCE:

MESSAGE:

MEDIA:

TIME:

This Aint Vegas… You Can Play the Odds 
and Win.

CONTINUED FROM PAGE 1

Now consider throwing a Summer Sizzler party at 
your dealership. You send a personal invitation to 
your existing customers via email, telephone, direct 
mail and social media. You also invite a few conquest 
customers (those who live in your backyard, ride 
what you sell, but haven’t done business with you). 
You offer a fun (non-salesy) incentive for your 
guests to share what’s on their mind on a custom 
landing page. As a result, you have hundreds of 

customers who have raised their hands and told you 
exactly what they want (sales opportunities), and 
you haven’t even had your party yet. How would you 
compare these odds of improving rider’s ownership 
experience compared to your radio campaign?

Now, what if you committed to improving the 
ownership experience of riders in your backyard 12 
months out of the year with a SYSTEM that has very 

high odds of producing Predictable Growth? With 
smart marketing, and the latest technology you can 
play the odds to win in your favor.

To discover more, join us at our Fall Marketing Boot 
Camp Oct. 24th through the 26th or call us today at 
877-242-4472.



 In 1978, Chuck and Mary Cox made their dream a reality when they opened Hampton Roads H-D in Yorktown, VA. Today, they’ve grown that single store 
into a five store dealership group that includes Southside H-D, Harley Haven, Revolutionary H-D and Virginia Beach H-D. Still family owned, they devote their 
success to their legendary customer service and the many long-standing relationships built over the years.

There’s really two types of dealers out there…there are market driven dealers and then there are marketing driven dealers. A market driven dealer makes 
reactive advertising decisions and randomly pays for one-and-done billboard, radio, TV, and newspaper campaigns because they know they should be 
advertising. No one says you can’t grow the business with poor advertising, but a lot of the growth dealerships experience comes from well-timed weather, an 
improving market and economy, or a focus on sales process and training. Customers are solar powered; when the suns out they’re out. When the market is up, 
business is up; when it’s down, business is down. A marketing driven dealer has a pro-active, integrated, direct marketing plan designed to touch their buying 
base 52 to 104 times per year that is quantifiable. Barring natural disaster, a marketing driven dealer experiences predictable growth. 

The Sharp Shooter Program puts more control in dealers’ hands by implementing a S.Y.S.T.E.M. for Predictable Growth. Here’s how:

	 1) We Grow Your Active Customers, defined by folks who’ve spent money with your dealership in the last 12 months. We do this by reactivating 
lost customers (those who haven’t spent money with you in the last 12 months) and by driving new customers through the door (these are competitor’s 
customers and orphan owners that ride what you sell, live in your backyard but have never bought from you). If we can increase the number of customers who 
do business with you each year, your business will grow.
	
	 2) We Increase Your Annual, Average Customer Value by increasing the frequency of visits to your dealership. Let’s face it, when your customers 
walk through your doors, they are kids in a candy store…they can’t help themselves but to spend money. If we can just increase the amount of times they visit 
your dealership each year, they will buy more parts, more accessories, more gear, they’ll service their unit more often and they’ll shorten their trade cycle. We 
know past customers who are loyal (they like, know and trust you, so your closing ratios go through the roof along with your margin) are less likely to haggle 
over price.

By focusing all your time, energy and marketing dollars on driving past customers and other riders in your backyard who haven’t bought from you as frequently 
as possible, you will grow your business predictably despite the weather, market or economy.

Once we identify your Buying Base, we give them up to 12 opportunities to respond to a survey site to capture contact information and generate leads for 
every department of the dealership, and walk through the dealership’s door on event day. Short-term, Sharp Shooter Events drive a ton of traffic and typically 
generate hundreds of leads from proven riders in our clients’ backyard. Some dealers make the mistake of doing a one-and-done campaign because that’s 
what they’re used to doing, only to do another one month’s later. The real secret to predictable growth lies in consistently marketing to your Dealership’s Buying 
Base. Your goal should be to touch your customers 52-104 times per year. At this frequency, you are guaranteed to create affinity with your buying base, 
increase frequency of visits to the dealership and ultimately grow sales in all departments. Give them more reasons to walk through your door, and they will 
buy more from you.
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Last month I wrote about my trip to the Atlanta 
Digital Summit, and how we saw and learned quite 
a bit in the short time it lasted.

One of the things that struck me was the important 
part email is playing in digital marketing. 

Every year for at least the past 7 or so, there are 
critics who come out and say that e-mail is officially 
dead, and being replaced by (fill in the social media 
du jure). 

It never happens. And I don’t foresee it happening 
anytime soon. As a matter of fact, the opposite is 
actually true.

Email remains one of the most effective tools in your 
dealership’s arsenal of marketing tools, and a lot of 
dealers aren’t using it, or are not making the best 
use of it.

Here are some interesting stats about e-mail:

72% of consumers say that email is their favored 
conduit of communication with companies they do 
business with.  -MarketingSherpa

61% say they like to receive promotional emails 
WEEKLY, and 28% want them even more frequently. 
-MarketingSherpa 

53% of emails are now opened on mobile devices. 
-Campaign Monitor

23% of readers who open an email on a mobile 
device open it again later. -Campaign Monitor

92% of online adults use email, with 61% using it 
daily. -Pew Research

For every $1 spent, email generates $38 in ROI. 
-Campaign Monitor

Email marketing drives more conversions than 
any other marketing channel, including search and 
social. -Monetate

I could go on a lot longer, but it’s pretty easy to see 
what I mean. Email marketing is stronger than ever, 
and can be a pretty amazing way to generate sales 
and profits if executed properly. 

The challenge is, how do you execute it properly?

At Powersports Marketing, we believe that email 
marketing works, and we also believe in living what 
we preach. That means that if you ever hear us 
telling you that you should be doing something, you 
can rest assured that we are doing it ourselves.

When it comes to email marketing, we do it. A lot of 
it. If we have your email address, you already know 
that. 

We use email marketing because it is a proven 
winner. It’s a great way to get a direct response 
marketing message directly to a prospect. According 
to a Forrester Research study, better than 90% of 
emails get to an intended recipient’s inbox, vs. 2% 
in a Facebook feed.

But back to the how…

Frankly, it can be very intimidating. I remember 
7 years ago when we made the commitment to 
consistent email marketing. I’d sit down in front of 
my computer, looking at a blank screen, trying to 
come up with something meaningful to say. It was 
tough.

As time went by, we all got better at it, and it’s turned 
out to be a really great way to communicate with our 
regular clients and prospects. We send out emails 
and the number of replies we get is pretty cool to 
see. And yes, many of the responses are folks 
saying they want to participate in campaigns we are 
running, or sign up for our LWD program. 

I’m being transparent here, but that’s how it’s 
supposed to work. And it does.

I’m saying that because it can and will work that way 
for you as a dealer just as well. In a passion based 
industry, people WANT to hear from you. Let them.

You also have an advantage that we didn’t have 
when we got started. You have the ability to 
use Firestorm, the first email program designed 
specifically for the powersports industry BY industry 
experts and enthusiasts.

That’s a big deal, because the only thing as bad 
as staring at a blank screen to try and muster up 
your mojo, is trying to figure out how to make some 
generic, somewhat feminine, non-awe-inspiring, 

lukewarm template look “powersports-ish” AND get 
some mojo going. Am I right?

The cool thing about Firestorm is that it has 
totally customizable premade templates designed 
specifically for the powersports industry that get you 
inspired just by looking at them.

You won’t have to worry about what to say, because 
the graphics start the conversation for you. It’s 
awesome.

Even better news is that Firestorm is currently being 
offered at no additional charge for LWD clients, 
so if you are a current client – try it! If you aren’t a 
current client, now is the perfect time to become one 
and get one of the greatest marketing tools in our 
industry at no additional charge.

Do me a favor, add me to your email list when you 
give it a shot: bcannon@powersportsmarketing.
com. I’d love to see what you come up with.

I’d love to hear (and see) your success stories. 
Another great time to tell me how it works for you is 
at our Fall Marketing Boot Camp. It’ll be a great time 
to share with me as well as with other dealers from 
across the country, and learn more about marketing 
strategies that work, backed up by real world stories 
and data.

See you this fall.

Sharp Shooter Case Study
Predictable Growth: Hampton Roads H-D®

The Thing That Wouldn’t Die

DEALERSHIP:

SOLUTION:

RESULTS:

LOOKING FORWARD: 
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What’s next? Before marketing with us, some of our clients made the mistake of pulling back their marketing dollars in the summer hoping for good weather 
and a stable economy to keep their business going. Don’t make that mistake. Be a Marketing Driven Dealer by focusing on touching your buying base 52-104 
times this year and make some more hay while the sun shines. 

For more information on how the Sharp Shooter Program can help make this the best summer you’ve ever had, give me a ring on my direct line at 
877-242-4472 ext: 112 or visit us at www.PowersportsMarketing.com/sample-campaigns. Happy selling.

Danny & Chad Cox attended our Spring Marketing Boot Camp and quickly tried their 1st Sharp Shooter in March. At the time of this article, they are planning 
their 5th Sharp Shooter event with us. One fundamental component of the program is focusing the message on the party and not the sale. This is exactly what 
Hampton Roads H-D did with their St. Patrick’s Day Party, Spring Open House and Memorial Day Event. Most dealers think if you don’t have a ‘sales focused-
message’, they won’t sell anything. Hampton Roads generated a total of 287 new and pre-owned unit leads in their first three SS campaigns by focusing on 
the party!

So for the fourth campaign, they decided to throw a tent sale wrapped around a party and made sure to invite the 287 people who said they wanted to buy a 
bike. They sold 75 bikes in the first four days of June during their 4-Day Tent Event. This month they’re back to planning parties with their 4th of July Celebration 
on July 1st-3rd.

““We use email marketing 
because it is a proven 
winner. It’s a great way 
to get a direct response 
marketing message directly 
to a prospect. According 
to a Forrester Research 
study, better than 90% of 
emails get to an intended 
recipient’s inbox, vs. 2% in 
a Facebook feed.”



 The Voice of  Customer Excellence Award Program
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The Repeat & Referral Score (RRS) is a dynamic calculation that helps you identify the 
overall health of your repeat and referral business, which are two critical components to help 
you grow your business.  Plus, your RRS lets you see where you rank in comparison to other 
dealers in the Powersports industry.

As part of the Local Web Dominator program, dealers are able to automatically receive 
reviews and feedback from their current (and past) customers to proactively improve their 
repeat and referral business.

Don’t miss your chance for the prestige and recognition 
as one of the top performing dealers in the Powersports 
industry!  

“IMPROVISE, ADAPT & OVERCOME” (IAO) AWARD
Rick Moyer, otherwise known as “Rick-tacular” is our Mailroom Magician.  When Rick’s not busy printing, 
sorting, stacking, cutting and tabbing our direct mail campaigns, he’s wooing the folks at the USPS to make 
sure they take top-notch care of our precious cargo. He’s a fan-favorite because he’s always working hard 
to make sure campaigns get out the door on time and he’s just so darn likeable. He also brings us cookies 
sometimes – and that’s pretty much an immediate win. ☺

The IAO Award is a peer-voted award recognizing someone each month that embodies the ‘Improvise, 
Adapt, and Overcome’ philosophy.  Check back each month to see if your favorite Powersports Marketing 
team member won the award.

Reviews are important in illustrating the overall 
experience a customer has with a specific dealership.  
But, they are even more meaningful when they 
single out a specific employee that made the 
experience over the top. This month, we’re featuring 
Parts Professional, Matt Grant, from Kissimmee 
Motorsports.  He’s earned 110 customer reviews 
and he’s one of the top 10 highest rated Powersports 
Professionals in the nation!  Nice job, Matt! 
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STEAMBOAT POWERSPORTS- Steamboat Springs, CO

GREELEY H-D® & WILD WEST MOTORSPORTS- Greeley, CO

BOARDTRACKER HARLEY-DAVIDSON® - Janesville, WI

KISSIMMEE MOTORSPORTS - Kissimmee, FL

THUNDER MOUNTAIN HARLEY-DAVIDSON® - Loveland, CO

ROOSTERS HARLEY-DAVIDSON® - Sioux City, IA

LEMON & BARRETT’S - Mineral Wells, WV

8.61

7.97

7.88

WOLVERINE H-D®
1st

RONNIE’S MAIL ORDER
2nd

INDIANAPOLIS 
SOUTHSIDE H-D®

3rd

THE PODIUM/TOP 3/10

Scores as of 7/1/16. National average is 5.21

 

Local Web Dominator Case Study
Heartland Honda  - Springdale, AR

OBJECTIVE

SOLUTION

RESULTS

Heartland Honda is a family owned and operated Honda Powerhouse dealer.  In fact, they were the first Powerhouse dealer in the state of 
Arkansas. Owner/General Manager, Greg Donahoe takes a lot of pride in having a highly trained staff that has exceptional product knowledge 
and that has the highest customer rating on Google over any other Honda dealer in the state.  Greg knows that as a single-line powersports 
dealership, it’s critical that they set themselves apart from all the other multi-line Honda dealers and that it’s his customers that will help set 
him apart.  

One of the primary reasons that anyone starts riding, is the influence of family and friends.  So, Greg worked with our team to tap into 
another way to let that influence help set him apart from his competitors and grow his business.  We created a Facebook advertising 
campaign.  The demographic on Facebook’s social media platform lands firmly in the motorcycle industry’s demographic, making the 
allocated budget an appropriate ad spend.  Plus, with Facebook, Greg is able to target only folks in his market who have expressed an 
interest in motorcycles.  So, no wasted money on advertising to people who don’t ride or don’t care about what he sells. And best yet, 
his Facebook advertising is totally quantifiable.  So we set up a campaign to drive traffic to his website, instead of growing his page likes.  
Greg was looking for ways to generate sales, not friends.  He’d let his quality customer service convert buyers into friends once they were 
in the dealership.

In one month, the campaign generated 834 website clicks, with a 
reach (how many people in his market saw his ad) of 24,037.  That’s 
a TON of visibility and a huge increase in website traffic for only $255, 
which breaks down to a cost-per-click of about $.31!  These results 
are even more impressive when you consider that each ad not only 
has the objective to drive website clicks, but additionally, can increase 
engagement on the post and increase likes to the Heartland Honda 
Facebook page all as a happy byproduct and for no extra cost. In fact, 
for the same time period, that ad campaign also generated 28 new 
page likes, 24 likes to the ad/post itself, and 2 people shared the post 
on their newsfeed.  That’s an incredible value for only $255, while 
still targeting the right audience with quantifiable results.  Greg is a 
business owner that’s in tune with how to leverage the most impactful 
marketing avenues to generate new business through the influence 
of friends and family.

Want to see how a professionally managed Facebook advertising 
campaign can give you the biggest bang for your buck?  Let us 
show you how a targeted social media campaign can be a powerful 
supplement to your current digital marketing strategy. Give us a call 
for a FREE demonstration or to get a FREE quote on the Local Web 
Dominator program: 877-242-4472 or visit us online at 
www.PowersportsMarketing.com 
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