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 Are you maximizing the correct social 
media sites to reach the RV buyer?

 Are you reaching enough RV buyers?
 Are you engaging your social 

community?
 If not, you’re not implementing the right 

social media business plan!
 Let’s turn these “no’s” into “yes’s” by 

incorporating “Advanced Social Media 
Strategies”!





Solution:  Target the RV 
buyer  demographic 
networks only!

Challenge:  There are 
over 1200+ social media 
networks today and that 
number is still growing.  



With 74% of online adult 
consumers participating in social 
media, you too must participate.  
You want your dealership to have 
fans, friends and followers.  

You must hit the RV demographic 
with strategic targeting, integrate 
your advertising campaigns with 
social media efforts and have 
tracking methods to measure 
results.

For RV dealers, targeting your 
RV buyer prospect on social 
sites must include the “Big 3”. 

Therefore, your social media 
presence should include 
Facebook, Twitter and 
YouTube!

#1 Facebook – 1.2 Billion Users
-A social utility that connects friends

#2 Twitter – 125 Million Users
-A social site to share and discover what is happening 
right now

#3 YouTube – 80 Million Users
-A social site for uploading and sharing videos



The average social network user is 37 
years old.

#1 Facebook – 1.2 Billion Users
Average age:  38

#2 Twitter – 125 Million Users
Average age:  39 

#3 YouTube – 80 Million Users
Average age:  35 

(35+ RV Demographic)



Set a specific social media budget–
usually determined by social media 
goals.

Include a plan to build fans, followers, 
viewers and keep them engaged to build  
relationships.

Your social media program must include 
daily posts to trigger engagement.  

Your results will effect your organic 
placement.  

Your efforts will build relationships and 
create leads.

Your social business strategy will 
determine your results…

And, all of these combined with proper 
management will determine your SUCCESS!  

And, when it’s done right…



Your social media efforts should 
provide  daily posts that encourage 
like, sharing and  comments.  The 
posts should encourage interaction 
and engagement. 

If you targeted the RV buyer 
prospect to grow your fans, 
followers and viewers, this 
continued engagement will help 
build relationships and loyalty.

Keep your social community involved 
with your business! 

Engaging Posts
Engaging Content 

Engaging Questions
Engaging Comments

Engaging Shares 
And the success can be 

measured!



 Target the RV buyer prospect on Facebook, 
Twitter and YouTube. 

 Provide daily engaging posts to encourage likes, 
comments, content and shares.  

 Build loyalty and relationships through listening 
and responding to your social community.

 Provide your social community with offers, 
coupons, deals and encourage positive social 
reviews.  

 Enact strategies and converge all business 
efforts with your social community. 

Your goal is to be your social community’s 
RV source to do business with!



LET’S TAKE 
ANOTHER LOOK AT 
THE SOCIAL MEDIA 

SITES THAT TARGET 
THE RV BUYER 

PROSPECT:



 Upload videos of your inventory 
 Upload your TV commercials 
 Upload manufacturer provided 
videos 

 Bottom line:  video improves SEO, 
organic search engine and social 
placement as well as influences 
prospects

 If you don’t have the means to create 
inventory videos, let your social media 
service provider take care of it.  It is 
relatively inexpensive and will maximize 
your team’s time.  These videos with 
audio can be created through an 
inventory feed directly from your 
website using 6 or more photos along 
with the unit’s options and features with 
the dealership information.

It’s that simple!



 Social media can generate almost 
100% more leads than any other 
channel including direct mail, 
telemarketing, trade shows or even 
PPC? From Hubspot’s 2013 State of 
Inbound Marketing report, lead 
conversion occurs a whopping 13% 
higher with social media marketing 
than the average digital marketing 
lead conversion rates. 

 #1: Be friendly, not sales-y
Engage with your audience in the same 
place that the audience engages with 
their friends and families.  For example, 
a status update that’s an invitation to 
enter a contest could potentially show 
up in your followers’ news feeds wedged 
between pictures of their children or 
grandchildren. Be casual and inviting 
and avoid using hard-sell tactics.

 #2: Make your existing customers want to 
share news about your contest

 Hosting a contest gets the word out about 
your company to people who aren’t 
already followers or customers. Then 
make sure you build a campaign that 
offers entrants the chance to double their 
odds for winning by sharing the entry 
form. 

 Why? The people who enter your contest 
are more likely to share news about the 
contest if there is something in it for them



 #3: Share details about your contest 
everywhere

 When you get your campaign up and 
running, don’t be shy about promoting it 
and even hosting it outside of Facebook. 
Embed the entry form on your website, 
add a link to the bottom of your 
company’s email newsletter, tweet a 
link and even add a link to your email 
signature. Don’t neglect a single 
opportunity to get the word out!

 #4: Make sure your campaign is mobile 
friendly

 One of the things Facebook Page 
admins complain most frequently about 
is Facebook’s lackluster support of 
mobile. Since the majority of Facebook 
users access their accounts via mobile 
devices, make sure your contest is easy 
to enter from a smartphone or tablet 
and that you’ve tested it on a variety of 
devices.

 #5: Make sure your followers know that one 
of your contest goals is to be able to serve 
them better

 A contest gives you an opportunity to learn more 
about your customers/clients but they should know 
that your ultimate goal is to give them more of what 
they love about your company. For example, before 
they’re given access to the entry form you might 
ask them if there are any products or services they 
wish you offered. You might want to know what 
their budget is for the upcoming year, or their 
timeframe for a major purchase. Collecting this kind 
of information will help you meet the future needs 
of your customers and clients.



 An advertising strategy to drive more RV 
social media prospects to your page or 
website.

 Utilizes user demographic targeting.
 Positions your ad in front of the targeted 

user.



With 90% of online viewers 
stating that reviews 
impact their buying 

decision, it’s imperative 
that someone monitor and 

protect your social 
reputation!  



 According to a recent survey, 90% of 
consumers who recalled reading online 
reviews claimed that positive reviews 
influenced their decision to buy. On the 
flipside, 86% said that negative reviews had 
also influenced buying decisions.

 The survey also found that while negative 
reviews are most commonly found on 
popular review sites, positive reviews are 
most frequently seen on social media—with 
44% coming from Facebook.

 Bottom Line: Online reviews play an important 
role in how customers are finding your business 
online.

 Consumers want to know they can trust 
businesses to provide a positive experience 
before deciding to make a purchase, sign up for 
a service, or even visit your place of business.

 The best thing to do to get the most out of 
online reviews is to encourage the people who 
know you best to share their feedback. Reviews 
and recommendations from your best customers 
can have a major impact on your business.



 To effectively manage your social 
reputation, you must…

 Generate positive reviews 
 Respond quickly and positively to 
negative reviews 

 Your overall goal is to build a 
positive online reputation, 
promote your reputation online 
and attract more customers!

Let’s take a look at some 
ways you can generate 

positive reviews!

Follow-up mailer 
or  email! 



Here’s a portion of an email with a coupon and special offer 
that encourages sharing !

A  thank you card with a special discount 
incentive for reviewing their experience!

And, they receive their discount when they 
bring in a copy of their review to their next 
visit!



A business card with a review request and a URL review link! 

REMEMBER…

Including social media marketing and 
social reputation management in 

your social business strategy is key 
to reaching ALL potential RV 

buyers…and implementing these 
efforts correctly will get results!  

REMEMBER…



Social media success comes from your 
commitment to engaging your social 

community to generate leads by 
implementing advanced social media 

strategies with the newest techniques 
to reach the RV buyer—wherever they 
are.  Do this, and your dealership will

maximize its ROI while increasing sales!

Your company now has a strategy to 
incorporate advanced social media 

knowledge with the latest techniques.   
It’s time to prepare your dealership’s 
team for unbelievable social media 

results…
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