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Online Ad Campaign Boosts Auto Trader’s Brand Position

B ACKGROUND THE TEST

Auto Trader, a leading destination for buying Dynamic Logic's Adindex® was used to evaluate the
new and used cars on the Internet, launched impact of Auto Trader's online advertising campaign by
an online advertising campaign in an effort to comparing consumers who were exposed to the
raise awareness and favourability of the brand, advertising to those who were not (control group).
as well as drive traffic to the Web site,
autotrader.co.uk. The target audience was This test was done in a live, in-market environment
identified as the primary decision-makers for car where respondents were recruited randomly from Sky
choices, as well as individuals who have visited Sports, Premiership Football Sites, Rainbow Network,
car-related Web sites in the past. FHM and iVillage UK between April 13 and May 16,
2005.

Diffiniti commissioned Dynamic Logic -- a third-
party marketing research firm -- to evaluate the
impact of Auto Trader's online advertising
campaign in driving brand awareness and RESUL TS
favourability.

Among overall respondents, Auto Trader's online
Survey results show substantial increases in the advertising campaign proved to be very successful
above-mentioned metrics among both the overall at reaching its goals, significantly increasing Brand
and target audiences. Awareness (+9.7 points) and Brand Favourability
(+10.3 points). The campaign also drove significant
increases in Online Ad Awareness (+16.8 points)
and Message Association (+14.8 points).

Exposureto Auto Trader's Online Advertising
Yields Significant  Increases in Brand Metrics
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While prior to the campaign, Auto Trader
already exhibited an extremely high level of
Aided Brand Awareness (93%) and half of the
individuals surveyed were already planning to
use Auto Trader in the future, the campaign was
successful at increasing Unaided Brand

Awareness, Message Association and Brand
Favourability.

Furthermore, the results of the Dynamic Logic
Adindex study reveal that the campaign
succeeded among its key target audiences. The
campaign resonated well with individuals with sole
responsibility for making car decisions for their
household, raising Online Ad Awareness (+25.4
points), Message Association (+24.6) and Brand
Favourability (+15.6). The campaign also played a
signicant role in raising Auto Trader's favourability,
which increased +22.0 points among respondents
who used competitors' Web sites most often. In addi-
tion, 'research’ was chosen most often as the main
reason for using car Web sites in the past, and Auto

Trader was the most popular site among these
individuals.
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Cam paig n Further Str engthens
AutoTrader's Brand Position Against Com petitors

Average Delta (*)

Auto Competitor | Competitor | Competitor
Trader A B C

Unaided Brand Awareness +9.7* -3.2* 0.0 +0.5

Message Association +14.8* -0.9 0.0 +0.8

Online Ad Awareness +16.8* -6.8 -5.4* +0.4

Brand Favourability

+10.3* -4.9 +2.3 LS

Source: Dynamic Logic June 2005, n=497
Delta (+ ) = Exposed-Control
*Statistically significant at a 90% confidence level

Though brand metrics show significant increases, the
brand attributes could have been stronger, exhibiting
an area which could be improved in future
campaigns.

Overall, the campaign was successful at further
widening the gap between Auto Trader and its
competitors, as shown above.

“T HE ADINDEX SURVEY HAS HELPED
US DEFINE AUTO TRADER'S TARGET
AUDIENCE AND BRAND POSITIONING .”

- Nick King,  Diffiniti
Director of Research
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