215t Century Autos:
Examining The Role
Of The Internet




LESSON #1 WHAT WE BUY HAS NOT
CHANGED

LESSON #2 HOW WE BUY HAS CHANGED.
DIGITAL REACHES IN MARKET CONSUMERS
AS THEY DISCOVER, EXPLORE AND
RESEARCH

LESSON #3 DIGITAL WORKS. IT REACHES
CONSUMERS IN MARKET AND DRIVES
BRANDS INTO ACTIVE EVALUATION AND
CONSIDERATION

LESSON #4 A GREEN DICHOTOMY FOR
CONSUMERS. UNDERSTAND WHO THE
GREEN AUDIENCE IS AND WHAT THEIR
MOTIVATORS ARE




»
- . o »
‘. Ay O, Y

n e
g-.mlilf i

LT RCE LB e
o0 %1

ETHLLE

w ¥
wy 1

Cmm

o

T ow EoIm
i W
- e
K

g o)
07

= 1w
&

1
, WXy

11D ¢y ED
L1
“nee T ymon T4 4

0.,
SRS ]

»ea

&im, L
T = :-'.‘.‘ sogme . 1
o T gy 10 €

wpe 1500

Iy

L
=

gy
e & BT €

14n

L ED g O @

o > " e o ioTmy
FA3 g X3y (S0 IR ZeE DA
o an hoa £y e

w1
(=}

L)
Wiy E12 0
» : «

.8

PARTNERED WITH RESEARCH
NOW TO SURVEY 1,009 UK
DRIVING LICENSE HOLDERS

RESEARCH CONDUCTED W/C
11™ JULY VIA RESEARCH NOW
PANEL

BROAD SPLIT OF AGE RANGES,
SOCIAL GRADE AND
GEOGRAPHIC LOCATION




Number of cars owned by household

57% ofhholds with 2+ kids
have two or more cars

70% of this living in a city
drive one car

One Two Three+

The decision making unit

56% of men claim to be the sole
decision makews37% of women

It was a joint decision for 59% of
those with 2+ kids

Youalone Youand Partner/ Youand Someone
Partner/ Spouse someone else
Spouse else

When was their most recent car obtained

27% 29% 28%

Inlast year 1-2years 3-5years

Current Car Ownerhship

Citroen

Hyundai

Vauxhall

Toyota ﬁHOﬂdHSkoda

Mercedes

1in 3 respondents with 2
or more children obtained

their most recent car in the
last year

More than 5
years

—

1SSan

ugeot

O
. €D

Aud



Price 87%
Fuel consumption
Reliability

Comfort

Insurance cost

Safety

Performance

Design

Features

Brand
Company Reputation
Environmental impact
Resale value

Storage
Children Note how low factors such as
Brand, Image and especiallyg
Image Recommendation are for

Experience consumers when buying a new car

Finance
Recommendation

National Manufacturer
Other

6%

2%
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. Vauxhall
Nissan TOyOta - Al

Citroen

Fiat

Seat



Main Dealer 56%

Other dealer / Garage

A Bricks And Mortar Model Still
Prevailsc Internet Has Not
Transformed From A Transactional
POV In Way ASOS Has For Clothe
Or Amazon For Books

Private seller

Car Supermarket

Other

Other online site

Online sales website

Online auction site




LESSON #1

WHAT WE BUY, WHAT WE
DRIVE HAS NOT CHANGED




The consumer decision journey CONSUMER ADDS /

2

SUBTRACTS BRAND IN ACTIVE
EVALUATION

they want.

Active evaluation 3

Ultimately, the consumer
selects a brand at

& DEALER SALES ROLE
Y . DIMINISHED i EMPHASIS

SHIFTED TO POST PURCHASE

AVERAGE AUTOMOTIVE
4 CONSUMER ADDS 2.2 BRANDS

After purchasing a product or service,
the consumer builds expectations

e n o o te e IN ACTIVE EVALUATION

Source: McKinsey



9th JAN 2011
4th MAY 2011
ANOTHER VALUE HATCHBACK MID RANGE BROCHURE
BROCHURE DOWNLOAD 3 DOWNLOADED FOLLOWING 3
HOURS LATER FOLLOWING 2

FURTHER ADS SERVED y ADS SERVED

9" JAN 2011 4 BROCHURES DOWNLOADED 180 A 200

VALUE HATCHBACK 10 DAYS LATER DOWNLOADS

BROACHURE DOWNLOAD THREE MANUFACTURERS CONSIDERED PREMIUM MODEL BROACHURE
FOLLOWING AD SERVED 4 MONTH 5 DAY WINDOW FOLLOWING 26 ADS SERVED

The consumer decision journey

2

Consumers add or subtract
brands as they evaluate what
they want.

1

The consumer considers
an initial set of brands,
hasad on brand percaptions
and exposure 1o recent
touch points.

Active evaluation 3

Ultimately, the consumer
selects a brand &
the momentof purchasa.

Loyalty loop
Initial-
consideration

Moment
of
set purchase

Source: SM Data



11" JAN 2011
1ST FEB 2011
D e L S MID RANGE BROCHURE
AL DOWNLOADED FOLLOWING 6
MARQUE 42 MINS LATER

FOLLOWING AD SERVED y ADS SERVED

11 JAN 2011 4 BROCHURES DOWNLOADED T VARG PIf

BROCHURE DOWNLOADED PAPER BROCHURE

FROM PREMIUM MARQUE THREE MANUFACTURERS CONSIDERED REQUESTED FROM VALUE
AFTER AD SERVED 2 MONTH 2 DAY WINDOW MARQUE AFTER SEEING 7 ADS

The consumer decision journey

2

Consumers add or subtract
brands as they evaluate what
they want.

1

The consumer considers
an initial set of brands,
hasad on brand percaptions
and exposure 1o recent
touch points.

Active evaluation 3

Ultimately, the consumer
selects a brand &
the momentof purchasa.

Loyalty loop
Initial-
consideration

Moment
of
set purchase

Source: SM Data



What Car? Best Buys

1IN 3 SAY IT IS VITAL
ON 5 POINT SCALE, 74% PUT
IMPORTANCE IN TOP TWO QUINTILE

WE STILL VISIT THE DEABE® VITAL
WE GO ONLINE FOR OUR INFORMAT
¢ 54% VITAL

FRIENDS ONLINE b MAKE US BUY /
CAR; 20% VITAL




Independence To Gather Informatior

66%

Access To A Wide Range Of Opini

Feel in More Control

Less Dependence On Visiting The Dea




Would spend a lot of time thoroughly researching Completely sure, | know exactly what brand

10 10

9 9
8 | 5.91
7 7 .
6 6
5 5 Is the average number of
4 4 brands considered by
3 3 consumers when thinking
2 5 about what brand their
1 1 next car will be
Would spend virtually no time researching Completely unsure, have no idea what brand



[ important | frustrating
complicated

nvoluted
fun convo

difficult <time consuming>
eas "
Y fulfilling daunting enjoyable

Nervous




LESSON #2

HOW WE BUY HAS
CHANGED

CONSUMER IS EMPOWERED

DIGITAL REACHES THEM AS
THEY DISCOVER, EXPLORE
~ AND RESEARCH




target audience
qualities




OWN CONSIDER

= Z Honda fg; 3

= Ifeugeot Haitn B
Toyota vHondaém 00 BMWE Vauxhall
VauxhaII Toyota oW



Interest level  Growth relative to the Automotive category

1 1 1
2004 20035 20086
* The last value on the graph is based on partial data and may change. Learn more

28% " 109K Siiescl ASPIRATION
53% \II:vgrLé:d consider a 280 unit sales of VS

Ford in 2010

43% vvv\(;\;JId consider a 175 33:} ;snalzet;slc())f ACTION

Source: Google Analytics, SMMT



S W@

BZ08 NRE

B5 MID CAREER CLIMBERS

B8 DORMITORY VILLAGERS
F24 GARDEN SUBURBIA

F27 SHOP FLOOR AFFLUENCE
G30 SOCCER DADS AND MUMS

F26 MID MARKET FAMILIES

F27 SHOP FLOOR AFFLUENCE
141 STRESSED BORROWERS
M55 BACKYARD REGENERATION
M56 SMALL WAGE OWNERS

D19 INNATE CONSERVATIVES
F27 SHOP FLOOR AFFLUENCE
061 CONVIVIAL HOMEOWNERS
F25 PRODUCTION MANAGERS
M55 BACKYARD REGENERATION

217
450
185
191
638

141
134
128
147
130

129
169
171
134
136

31.73%

22.46%

21.21%

Source: TGl 20107 Most Recent Car Brand Owned




H-New Homemakers

Source: HitWise



% of users visiting advertisers site Averaged Advertiser's Site Page Views % Advertiser Page Share Among

La (Pages Per 1,000 Users) Competitive Set i Weeks 1-4

201.9

4.7% 18.6%

Week 1 Weeks1-2 Weeks1-3 Weeks1-4 Week 1 Weeks1-2 Weeks1-3 Weeks1-4

Il Control Group [l Exposed Group

Source: ComScore Ad Effx




LESSON #3
DIGITAL WORKS

IT REACHES CONSUMERS
IN MARKET AND DRIVES
BRANDS INTO ACTIVE
EVALUATION AND
CONSIDERATION




78% OF CONSUMERS WOULD BUY A GREEN CAR?

prnnnnnnee

57% OF CONSUMERS WILL NOT PAY A PREMIUM TO GO GREEN

s



Rational Reasoning Behind Purchase Intent... ...But Also A Constraint To Growth

43%

Running costs 78% Price

Responsibility Not enough information

Price Performance

Incentives None of the above

Value Convenience

Image
Hassle

None of the above

Running costs less of an issue for Activists (67%). More of an issue for those in the Suburbs (82%) than those in the City (73%)
Responsibility a female led issue (48% female vs 35% male) and, as expected for Activists (71%) vs Passives (40%)
Incentives cited by 38% of Passives vs 25% of Activists

65% of those with 2+ kids cite price as a barrier.




None of the above

Cheaper to run

Will save you money

Better for the
environment

Better quality organic

Produced from
sustainable sources

Rationality Also
Dominates Time
Scales. 68% Say
When They Will Buy
Depends On The
Climate (Irrespective
Of Their Views On
Green i Activist Or
Passive)

Only 5% Say

Soon As | C

18% Say It Is A Long
Way Off




cynical

ambivalent
useful exaggerated
confused : :
Informative
suspicious clear

enthusiastic

unnecessary  wary _
trusting




AGREE DISAGREE
The environment is a serious concern to me 39% 23%
I am willing to pay more for products and services that are green 15% 50%
Being green is the primary concern for me and something | 16% 43%

always take into consideration

I recognise the importance of green but find it confusing
| could do more to be green but don't get around to it

I try to be green when | can, but other factors are important

Concern about the environment is over hyped 30%
Green products and services are too expensive 64%
Being green is somebody else's responsibility, not mine 4%

43%
10%
72%

5./%

Green Activists

11.4%

Green Passives

2.3%

Green Cynics



Understand this

completely

——Hybrid Vehicle
Electric Vehicles

— Alternative Fuel Vehicles
Fuel Efficient Vehicles

OVERALL CONSUMERS CLAIM TO BE
FAIRLY WELL EDUCATED WHEN IT
COMES TO THE TERMINOLOGY OF
GREEN DRIVING

GREEN ACTIVISTS HAVE THE
HIGHEST LEVELS OF
UNDERSTANDING i EDUCATION OF
GREEN PASSIVES IS REQUIRED

MEN CLAIM TO HAVE A GREAT
UNDERSTANDING THAN WOMEN




Innovative =Sl NISSAN HAVE A STRONG RELIABILITY RANKING.
74\

INNOVATION IS ON A PAR WITH COMPETITORS, BUT
LKNISSANJ ENVIRONMENTAL CREDENTIALS FALL BEHIND
\ 4l TOYOTA AND HYUNDAI. THEY ARE SEEN AS
— GREENEST BY 45-64 CONSUMERS.
Enwronmer\tally Reliable
Responsible RENAULT IS SEEN IN A RELATIVELY ROBUST LIGHT,
\‘ , BUT WITHOUT ANY STANDOUT CREDENTIALS. IN
‘ PARTICULAR ITS ENVIRONEMENTAL CREDENTIALS
ARE SIGNIFICANTLY WORSE THAN THE COMPETITIVE
S \ RENAULT EEIE
‘ / TOYOTA ARE THE STAND OUT BRAND WITHIN THIS
‘ . / a SET i PARTICULARLY FOR THEIR
_ V "W ENVIRONEMENTAL CREDENTIALS i DRIVEN BY
Premium , / Trustworthy  EEYe\Ze3y THEIR STRONG ATTRIBUTES FOR INNOVATION AND

EFFICIENCY.

DESPITE BEING A RELATIVELY YOUNG BRAND,

J(/:i/ HYUNDAI HAVE A STRONG RESONANCE WITH
- <~ CONSUMERS AROUND GREEN.
Efficient HYURNDAI

e Renault =—Toyota Nissan Hyundai




Source: Marketing Week

Wednesday, 27 July 2011

MarketingWeek

Sign In | Register | News and Job Alerts

MarketingWeek

email a

WIN £200
M&S vouchers
tribute toda:

ttitudes
research survey2011 Con!

HOME | NEWS | OPINION | BLOGS | ANALYSIS | CMO STRATEGY | TRENDS | BRANDS | EVENTS |

Sectors
Agencies
Automotives
Consumer Goods
FMCG

Financial

Food & Drink
Industry

Media

News Corp
Olympics 2012
Retall

Sport
Sustainability
Telecoms and IT
Travel & Leisure

ECTORY | KNOWLEDGE BANK | PITCH | JOBS

_ Search Advanced search

transactis

‘ ‘ prafit through Insight
IS “NOW”

the right
time?

Download the FREE
EVENT TRIGGERS white
paper at transactis.co.uk

Home | Sustainability

Toyota ranked top global green brand in
Interbrand study

Branwell Johnson

Email Share Comment Like

Toyota has been named the world’s greenest brand by
Interbrand.

The second and third places are snatched
by 3M and Siemens in the survey, which
assesses brands by consumer perception \
and a demonstration of actual

environmental performance based on
publicly available data LATESTJOBS
The study says that Toyota is a leading
example of making the environment a core
management priority, while also “engaging
in a meaningful way with audiences
around the world”

» Head of Innovation

» Marketing Manager

b Marketing Lead



LESSON #4

A GREEN DICHOTOMY FOR
CONSUMERS

UNDERSTAND WHO THE
GREEN AUDIENCE IS AND
WHAT THEIR MOTIVATORS
ARE



