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FAIRFAX MEDIA'CASESTUDY:
FairfaxMetroMazda/MX-5

IT MAKES BVERY DAY
FEEL LIKE A WEENXKEND AWAY

AT AP A
Mazda Full page Ad

72% of the target audience
recalled seeing that
advertisement with
majority (88%) correctly
identifying the advertising
was for Mazda.

Good Weekend - Mazda ‘take-over' Cover

The Results @ campaign impact

» Overall the campaign drove lifts in brand favourability of 6% points, .
brand recommendation of 12% points, brand consideration of 4% points Brand Metrics | Ad-recaller
and purchase intent for the Mazda MX-5 of 9% points.

Purchase intention in particular showed significant lifts amongst males
of 8% points.

After exposure to the Good Weekend campaign, Mazda had the third
highest level of consideration of all the car brands shown.
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The campaign was very successful in communicating key messages of Brand +4% pts
‘A new look’ and ‘It makes everyday feel like a weekend getaway’ which Consideration
particularly resonated with males and 25-44's. Purchase
The advertisement was most likely to be described as imaginative and Intention
exciting; with majority (80%) stating the ad stood out and over half

(56%) indicating that it is an ad they would stop and look at.

+9% pts

For more information please contact your Fairfax Media representative




