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ADM Dealer Agency Fit Score
A weighted scorecard for evaluating car dealer advertising agencies, dealership marketing

agencies and automotive digital marketing partners.

Use case: compare agency candidates before signing a contract, renewing a vendor, changing providers, or
reviewing a proposal.

How to use this scorecard
Score each agency from 1 to 5 in every category. Multiply the score by the category weight. A strong candidate should score
at least 80/100 and must perform well in dealer specialization, account ownership and reporting quality.

Scoring guide: 1 = poor fit, 2 = weak, 3 = acceptable, 4 = strong, 5 = excellent. Reject agencies with vague ownership,
vanity reporting, generic strategy or no first-90-day plan.

Weighted evaluation table
Criteria Weigh

t
High score means Ask for Score 1-5 Weighted

Dealer specialization 15% Understands rooftops, inventory, fixed ops,
OEM rules, CRM realities, SRPs and VDPs.

Examples of dealer-specific
strategy and execution.

Account ownership 15% Dealer owns ad accounts, analytics,
tracking assets, creative files and historical
data.

Written ownership and
transition policy.

Reporting quality 15% Reports connect spend, calls, forms,
appointment rate, show rate, sold feedback
and channel quality.

Sample report with business
outcomes.

SEO depth 10% Can handle local, service, model, inventory,
technical and content-driven search issues.

90-day SEO plan for sales and
fixed ops.

PPC depth 10% Campaigns are structured by intent,
geography, budget, exclusions, landing
pages and lead quality.

Campaign structure and
negative keyword approach.

Website and CRO
competence

10% Can diagnose SRP, VDP, finance, trade-in,
service, form, phone and mobile friction.

Website conversion audit
before spend increases.

CRM alignment 10% Can work with lead routing, follow-up,
source quality and sales-process feedback.

Plan for comparing marketing
leads against CRM outcomes.

Compliance
awareness

5% Understands pricing, finance, OEM, co-op
and advertising-disclosure risk.

Review process for offers,
disclaimers and landing pages.

Communication 5% Explains tradeoffs plainly and uses a useful
meeting cadence.

Call participants, work owner
and escalation process.

Contract terms 5% Scope, deliverables, exit terms and handoff
rules are clear.

Transition plan if the
relationship ends.

Total score: ______ / 100     Decision: ■ Reject   ■ Narrow specialist   ■ Shortlist   ■ Preferred candidate
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Red flags
■ Promises fast number-one rankings.

■ Sells the same package to every rooftop.

■ Cannot explain how dealer SEO differs from ordinary local SEO.

■ Reports only traffic, impressions, reach or awareness.

■ Sends paid traffic to generic pages that do not match shopper intent.

■ Avoids CRM, appointments, show rate, sold outcomes or service revenue.

■ Cannot explain how it handles inventory visibility.

■ Wants to own ad accounts, analytics properties, tracking setup or creative assets.

■ Uses long contracts with vague deliverables.

■ Lacks a clear escalation path when performance drops.

Vendor questions
■ How do you define success for a dealership like ours?

■ Which channels do you manage directly, and which do you outsource?

■ How do you approach SEO for inventory, service and local landing pages?

■ What does your Google Ads structure look like for dealerships?

■ How do you measure lead quality?

■ What website changes would you prioritize in the first 90 days?

■ How do you handle reporting, and what business numbers do you need from us?

■ Who owns the ad accounts, analytics properties, tracking numbers and creative assets?

■ How do you handle inventory feed, VDP, SRP and landing-page issues?

■ What would make you say our dealership is a poor fit?
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First-90-day execution check
Period What should happen Dealer provides Output to expect

Days 1-15 Discovery, account access, website audit,
tracking audit, CRM/source review, inventory
and market context.

Sales goals, rooftops, ad accounts,
analytics access, CRM source data,
website access, current vendor list.

Baseline findings and priority
problems.

Days 16-30 Fix obvious tracking gaps, review campaigns,
inspect landing pages, identify weak
forms/calls, map local search issues.

Approval process, offer constraints,
OEM/co-op rules and sales-process
context.

First 30-day action plan.

Days 31-60 Rebuild campaign structure, improve landing
paths, refresh local pages, tighten negatives
and adjust budget allocation.

Inventory priorities, gross/service
priorities, creative approvals and CRM
feedback.

Channel changes and early
quality signals.

Days 61-90 Evaluate lead quality, appointment trends,
website conversion, local visibility and cost per
qualified opportunity.

Appointment and sold feedback by
source.

90-day performance review
and next-quarter plan.
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