LAND ROVER ACCELERATES AD CAMPAIGN

TO SMALL BUSINESS OWNERS

B ACK GROUND

When Land Rover discovered that new buyers
of the Range Rover vehicle were eligible to
receive tax breaks if they were using it for busi-
ness purposes, they decided to capitalize on the
opportunity to spark sales and carry the message
to consumers who could benefit most. They
decided to expand their online branding efforts to
include non-automotive Web sites for this particu-
lar message. The targeting precision of online
advertising allowed them to specifically reach
entrepreneurs and small business owners who
could most benefit from this tax break.

The ad campaign for Range Rover primarily target-
ed small business owners to educate them about the
business tax breaks. By advertising on several web
sites with relevant content, Range Rover generated THE TEST

awareness among the key target. The results demon- Dynamic Logic, an independent market research firm,
strate that Land Rover's online advertising proved was commissioned to conduct the third-party research

extremely effective in reachi.ng potential buye_rs and for Mediaedge:cia. Using Adindex® to evaluate the
those exposed to the advertising were more likely to impact of Range Rover's online advertising campaign,
consider purchasing a Range Rover.

the study compared consumers exposed to the adver-
tising to those who were not (control group).

MARKETING GOALS

: . Both the control and exposed groups were recruited
- Raise awareness of business tax breaks for new randomly from Web sites where the campaign was
Range Rover buyers running from October to December 2003. Data was
collected throughout the ad campaign to evaluate the
' Incrgase Purchase Intent and Usage among small effects of online exposure at different stages.
business owners
- Evaluate branding impact on Range Rover's brand THE RESULTS
attributes

Consumers became more aware of the opportunity
for small business tax breaks with Range Rover.
CAMPAIGN ELEMENTS Thus, they became more favorable towards the
. - brand as a result of exposure to the online ad.
- Online advertising on WSJ.com, Inc.com and
Forbes.com among others Also, there was a 43% lift (+4.0 delta) in Message
Association, indicating that Land Rover's online ad
- Direct response campaign using a BRC card in Fortune campaign significantly raised awareness of their
Small Business tagline: "The Taxman Cometh. Out-Accelerate
Him. Accelerated tax break for your business
with the Range Rover."
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Range Rover Ca mpaign versus MarketNorms ®

Brand Favorability “This ad camp aign had a dual purpose: to raise

awareness of t ax benefit s and in tumn, to increase
favorability of the Land Rover brand. Online adver
tising provided an efficient, cost-effective venue to
[_] Range Rover specifically reach small business owners, and the
MarketNorms® Automotive result s show that the camp aign was successful in

doing that.”

M MarketNorms® Overall -Jessica Mason, Land Rover

Digital Marketing Manager

Absolute Difference (Delta)

Source: Dynamic Logic, January 2004
MarketNorms Q3/03 (Automotive n=113,786; Overall=1,053,922)
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