The Six Strategic Roles

in the

Automotive Category




#1 Public Agenda

Public Agenda advertising is designed to raise the profile of a brand, issue
or cause or to leverage a topic that's already being publicly debated.

A CADILLAC WITH 12CM OF BALLISTIC ARMOUR,
ANTI-TANK GRENADE PROOF WINDOWS,
RUN-FLAT TYRES AND

Volvo’s response to

CHEMICAL WARFARE PROTECTION? e e coverage

motorcade, which was
specially flown in for the
(COULD'VE JUST GOT A VOLVO.) APEC Convention.

APEC Sept 2007




#1 Public Agenda

Public Agenda advertising is designed to raise the profile of a brand, issue
or cause or to leverage a topic that’s already being publicly debated.

The national obsession
with nicknames and
abbreviations used to
associate the Volvo brand
with all things Australian!




#2 (Re)Appraisal
(Re)Appraisal advertising surprises and challenges people by presenting a
brand in an unexpected way, thereby provoking a rethink.

Challenging perceptions

that a car can’t be high

B performance as well as
WD g iR environmentally friendly.




#2 (Re)Appraisal
(Re)Appraisal advertising surprises and challenges people by presenting a
brand in an unexpected way, thereby provoking a rethink.

(Re)positioning
Volkswagen Jetta as a
luxury car in terms of its
styling and features, but
still with the affordable
price tag you'd expect .




#3 Affinity

Affinity advertising establishes emotional connections by mirroring the values or
aspirations of readers.

Appealing to those who
eschew the metrosexual
and champion the
retrosexual.

2sding gruit and a' potential fuel range, of over
1:500Km: And'an even hofe Jegendary build quality, the
s thé cholce Workmate, GX 9 XL toyota.omat




#3 Affinity

Affinity advertising establishes emotional connections by mirroring the values or
aspirations of readers.

Acknowledging that people
lead increasingly
individualistic lifestyles, and
need brands that provide
the adaptability to meet
their disparate and ever
changing needs.




#4 Conveying Information

Conveying Information advertising provides new and additional content, be it
breadth, depth or complexity.

Using consecutive right hand pages, Honda Accord
communicates its revolutionary 6-4-3 technology and
creates anticipation for its launch.




#5 Call to Action

Call to Action advertising promises an unequivocal benefit the consumer can act
on. It can also direct readers to another platform, such as the internet.

What kind of Super Little Model are you?

P Toie our quiz and you could WIN!

A chance to win , but only
via the superlittiemodel




#5 Call to Action

Call to Action advertising promises an unequivocal benefit the consumer can act
on, whether for sales, deals or direct-response based communication.

"
from $36,490:

Focus XRS5 ‘

Ford deals to
match any budget.

You don’t need money to burn to drive a hot hatch from Ford.

Fiesta XR4 won Motor magazine's 2007 'Bang for your Bucks' award for cars under $30,000. Focus XRS Turbo is also hot value, with 166kW of turbo power
plus a 6-speed transmission and 18" alloy wheels! Proof that you don't need a lot of bread to make other cars toast. For more info SMS ‘Hot' to 13 FORD:




#6 Extension

Extension advertising reminds you about a brand by repeating or developing
established messages from television.

End frame from the Skoda
TVC, using the sand car
mnemonic.




#6 Extension

Extension advertising reminds you about a brand by repeating or developing
established messages from television.

Key frame from the
corresponding TVC.




Consumers welcome
newspaper advertising
more than any other
medium.

Consumers consider
newspaper advertising
the most believable of all.

Consumers are more
likely to act on
newspaper advertising
than any other source.

Newspapers Today ; Celsius Research July ‘07




Newspapers provide the platform and environment
for advertising messages fo:

provoke reactions,
stimulate debatfe,
challenge conventional thinking,
establish strong emofional connections,
convey complex messages,
delliver the essence of a campaign and
change consumer behaviour.
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