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Boldly go where addressable

Welcome to the
J.D. Power AMR

Welcome to J.0. Power’s inaugural emPower Collection,
the first-ever Automaotive Marketing Roundtable magazine.
The emPower Collection is designed to become an annual
source of information and knowledge about the automotive
community, showcasing the latest study results, research
findings, white papers, and industry breakthroughs. We are
excited to share the first issue with you.

For nearly 12 years, J.0. Power has brought together
industry leaders in a conference developed to inspire the
mast creative and strategic thinking in the automotive
marketplace. This year, the AMR will include speakers from
both inside and outside the automotive industry to discuss
how brand power, customer experience, and loyalty and
advocacy can help you survive in a flat market. Amazan,
Walt Bisney, Ford Motor Company, the NFL, Microsoft,
Mercedes-Benz, Ritz-Carlton, Twentieth Television, and
American Honda Motor Company will be taking the main
stage to share their stories and ideas about how you can
differentiate experiences for your customers to not only
build your brand image, but also create loyalty and advocacy
amongst your customers.

Please reach out to Ashley.Hession@jdpa.com to learn

From TV to mobile devices, maximize return on video advertising with cross-screen, device-level addressable advertising. AT&T more about emPower Collection and how you can bhe
Serve ads to your target audience at the right time and on the right screen with verifiable data. AdWorks

The Point of More Return. featured in the next issue.
Visit adworks.att.com

©2017 AT&T Intellectual Property. All Rights Reserved. AT&T, Globe logo, and all other marks contained herein are trademarks of AT&T Intellectual Property and/or AT&T affiliated companies. All other marks are the property of their respective owners. 3
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TUESDAY, OCTOBER 24tH

8:00 a.m. POWERburn Waorkout

8:30 a.m. Registration Opens

9:15am. OEM Targeted Meetings

10:30 a.m.

General

Session:

BRAND

POWER
Dallair | Andre Fnseca Mark LaNeve
Vice President, Glohal Vice President of Digital Vice President, U.S.
Advertising Sales & Marketing Marketing, Sales and
Marketing Walt Disney Studios Services
Amazon Media Group Ford

12:30 p.m.  Lunch sponsored by @ AccuWeather

1:50 p.m. Breakouts

2:35 p.m. Break

3:30 p.m. Breakouts

5:00 p.m. AMR Bash sponsored by S:ETT?L

NETWORK

For full detailed agenda, please visit automotivemarketingroundtable.com

8:30 a.m.

9:55 a.m.
General
Session:
CUSTOMER

EXPERIENCE

11:00 a.m.
General
Session:
LOYALTY
AND
ADVOCACY

12:15 p.m.
1:.30 p.m.
3:15 p.m.
3:50 p.m.
4:35 p.m.
10:30 p.m.

WEDNESDAY, OCTOBER 25T1H

Breakfast

Jaime Weston Grad Conn Harry Hynekamp
Senior Vice President, General Manager & CMO GM, Customer
Marketing, Creative and Microsoft USA Experience

Branding Mercedes-Benz USA
NFL

Janet Souter Michael Teicher Gary Newman
Vice President of Quality ~ Executive Vice President, Co-chairman and CEQ
The Ritz-Carlton Media Sales Fox Television Group

Hotel Company Twentieth Television

AMR Grill sponsored by @ ADTHEORENT

Breakouts

Break sponsored by ye)(t
Breakouts

Happy Hour

A Night at Surrender

Tom Peyton

AVP, Marketing Operations
American Honda Motor
Co., Inc.
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TEXT IN SPEAKER QUESTIONS MOBILE APP

/ Sponsored by Sponsored by
Event - AutoGuide.., CosTco

Map

805-576-7553 - Breakout Room 1 Search "J.D. Power AMR”
805-335-2881 - Breakout Room 2

TOWER

in the App Store or

Bellagio Las Vegas BALLROOM Google Play
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Online consumer activity Offline vehicle sales data

We know consumers!

Trust J.D. Power’s unbiased experts to help you drive website and digital media campaign

With more than 40 years of experience helping marketers , “e
performance by analyzing the world class data insights that matter most:

maximize their budgets, Claritas uniquely provides a proven

way fo segment audiences across all channels, for increased
efficiency and lift.

Campaign Measurement * Campaign Optimization < Website Analytics * NEW! Audiences

Delivers the sales impact that your digital marketing deserves!
% Ilzjl.lr‘ngERS'lk')AI:lDT . Go the exira mile to understand your consumers with behavior-
entl Oour pesr cusiomers an
the behaviors fhat define fhem based insights so you can engage them with the messages that
inspire them fo take action.
@ E e our consmes sfcieny “In today’s world, marketers just can’t survive not knowing
wherever they are Driving ROl is easy when your strategies are built around an which 50% of their marketing strategy is working...”
informed view of your consumers. Stop by cabana #36 to
ACTIVATE . learn how you can steer your marketing across the finish line, —Brain Pozesk, Chief Product Officer, Eyeview
Inspire consumers fo fake action
with the right product/message and while you're there, enter to win a Fitbit.
via the best form of media

N\ J

RCLARITAS

Get started today! Call 800 2345973

or visit www.claritas.com Read 020 Case Study >

©2017 Claritas, LLC. All rights reserved.


http://www.claritas.com
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Situation:

A large vehicle import brand was looking to mave beyond the
typical KPI measurement and align their marketing activities
with actual vehicle sales, in arder to improve overall marketing
efficiency and effectiveness.

They turned to the J.0. Power 020 Team to help them evaluate
all of their “in-market” media partners based on their ahility to
drive vehicle sales for the brand.

Approach:

FIGURE 1: COST/VEHICLE SOLD BY TACTIC

Video Endemic Retargeting Behavioral
Targeting

J.0. Power 020 analyzed the cost per
vehicle sold for each tactic (Figure 1):

The results revealed that their
Endemic partners warranted further
review. J.0. Power dove deeper to
evaluate each of the key endemic
partners head-to-head. As a result,
one specific partner stood out—
with nearly three times the cost per

vehicles sold compared to the other
partners (see Figure 2]. I . I

Partner A PartnerB  PartnerC PartnerD PartnerE Partner F

FIGURE 2: COST/VEHICLE SOLD BY PARTNER

Results:

The client was able to discuss the data with this outlying partner, and as a result:

« They received a “make good” on past investments and were able to secure improved tactics
and placements to improve their marketing efficiency and effectiveness going forward.

« J.0. Power estimates this one insight and follow-up action by the client has the
potential to drive over $1MM to the bottom line. m

Contact us to see what we can do
to help drive your bottom-line:

BottomLine@jdpa.com

J.0.rower (J2()


mailto:BottomLine@jdpa.com

Broadcast TV Drives Auto
LA

Te|eVISIOﬂ is the # ] mOST Inf|ueﬂTIG| medium to auto consumers.

(GfK TVB Purchase Funnel 2017)

92% ShOre of VldeO VleW|ng across all platforms
iS On TrOdTionOI TV. (Nielsen Total Audience Report Q4 2016)

62% o QUTO consuMmerssqey o IV ad motivated

them to go online to learn More. (G TVB Mentor Survey Winter 2016)

96 of TOD ] OO ShOWS are on bl’OOdCOST TV.

(Nielsen 9/19/16-5/24/17 Ranked by A25—54 L+SD US AA %)

86% o tier 1 auto media S spenton V.

(Kantar full year 2016)

iom

- Local
i s Media
Marketing
Solutions

www.tvb.org

TVB is the marketing association for local broadcast television

ADTHEORENT

Machine Learning for Automotive Brands
AdTheorent’s Predictive Campaigns Outperform Industry Benchmarks by 2.7x

adtheorent.com
INFO@QADTHEORENT.COM


http://www.tvb.org
mailto:info@adtheorent.com

THE YEAR OF THE CONQUESI

Industry leaders reveal strategies and trends that conquer the cot

.

PATRICK BENNETT
CO-FOUNDER / CPO
SHOWROOM LOC
Award-winning a
agency for the auto industry.

High quality leads and advertis

\ s

i \
Lt ,- :
L‘!'I."n : “‘i
STEVE GIBSON
VP / GROUP DIRECTOR SEARCH
CANVAS WORLDWIDE
Independent media ¢y network and joint

venture between Horizon Media and
INNOCEAN Worldwide.

MINDY HOWE, VP OF STRATEGIC ACCOUNTS

AUTOWEB, INC.

ompany for OEMs and dealers.

& auto

KATHRYN LEMOINE
VP DIGITAL
THE MORAN GROUP

automotive clients

Conguesting has never been more important for driving incremental sales, especially
considering that roughly 48% of consumers do not purchase the vehicle they originally
intended.? In today’s volatile and competitive marketplace, staying on top of proven conguest
strategies is critical to success.

Recently, we sat down with three industry leaders to gain insight into the trends that are
shaping digital marketing and the proven tactics they’re using to help their clients conguest the
competition.

For starters, can you tell us about your agency’s
philosophy?

KATHRYN LEMOINE: As a full-service agency, we look at the
complete picture to achieve success. While we offer innovative
and proprietary digital solutions, our flexihility to use the tools
in a non-biased way allows us to do what is best for our clients:
deliver an integrated marketing plan designed for the current
enviranment.

PATRICK BENNETT: Showroom Logic’s solutions are driven

by our proprietary, award-winning technology platforms
purpose-built for the auto industry. ZipBriven synthesizes
market and dealer data into actionahle reports that can be used
to create a highly targeted digital advertising strategy. AdLogic
dynamically and expertly optimizes campaigns more efficiently
and cost-effectively than traditional marketing agencies.

AutoWeb Traffic delivers consumers
who have declared a make, model,

You pay when they click your ad and are delivered to your site.
AutoWeb Traffic can show you the makes and models your
competitors' consumers are interested in, and the geographic
areas they're living in. Make AutoWeb Traffic an integral part
of your conquesting strategy.

STEVE GIBSON: It is not our solutions that differentiate us. It's
the way we use them. Everything we do is structured around
perfoarmance and that performance is measured to the lowest
purchase level we can track. This requires strong attribution
toals across search, video, display, native, etc., that show us the
value of each of these tactics.

With new car retail sales volume flattening out, are you finding clients being more aggressive
in conquesting their competition?

KL: Absaolutely. To increase market share, we must retain current customers but also capture first-time buyers -
especially competitive shoppers - through targeted digital efforts. Conquesting in 2017 is different than that of 5 years
ago. With smarter technology, dealers are able to more effectively target that conquest shopper.

PB: As dealer sales decrease, they’re more open to other solutions. Canquest can be expensive and doing it effectively
requires data and strategy. Our unigue relationship with AutoWeb gives us the ahility to target more precisely - allowing
us to offer dealers a digital conguest solution that’s mare cost-effective than congquest advertising on other netwarks.

SG: Clients are much more aggressive in times like this. They know non-brand tactics like category and conquest are
great far growth. Increasing investment in Google/Bing can capture more volume but the CPC can rise as well. A good
solution to maintain cost and volume is to diversify non-brand investment on other platforms like Autoweb, for example.

17



THE YEAR OF THE CONQUEST (continued) 7% ofshoppers AccuWeather Upgrades Mean

the shopping Safer, Better Driving Experience

Consumers continue to cross-shop multiple brands before Process

purchase. What digital tactics are you using to influence 48% of AccuWeather, the global leader in weather forecasts and warnings
the consumer’s decision making process? consumers did with Superior Accuracy, has made significant upgrades to its

KL: When we know that shopper’s intent - if they are researching and not purphase hyper_|oca|l minute_by_mmute precipitation forecast for the
viewing competitor models - we are able to influence them at the th_e Yeh'de th?Y A8

micro-moment they are actively maving down the path to purchase. ariginally had in ‘ Connected Car.

AutoWeb allows us to influence the customer during those moments, mind?®

leading to higher conversions and engagement at a lower cost per action.

PB: We employ a variety of advertising tactics to cover the customer
journey as effectively as possible. Paid search and [VIN-specific]
retargeting are typically used to capture low-funnel shoppers, while display
targets mid funnel and video advertising reaches high-funnel. The most AutoWeb TrafﬁF ,
effective digital programs include a good balance of tactics and networks Performance Highlights:
for optimal reach.

DELAY
REROUTE

24% lower CPC3
With most clients sights set on increasing market share,

you can’t solely target brand shoppers only. How much of
your media buys are conquest focused?

205% (or 3x higher] CTR?

7MM+ shoppers to the AutoWehb

PB: Growing market share requires multiple marketing tactics and Netwaork £ : Now with 1 kilometer special resolution, and navigation services and data bases is

networks, each of which has its own purpose. Far networks we determine ox hiaher comversion sompared 1-minute tgmpgral re;olutmn, farecasting for !ntegrlated |.nto adriver’s customged royte, and
are effective for conguest, such as AutoWeb, we'll run up to 50% of a g s ; Fll exactllocatmns is available along auto routes, is avlallable in Copnected Car services W|th.the
dealer’s budget on conguest-focused campaigns. We leverage data to to SECEII’I ighest perrorming ensuring a new level of auto travel safety. leading automaotive manufacturers worldwide.

i i , i source . . . .
determine the right conquest strategy for a dealer’s core vehicles. AccuWeather embraces a future where AccuWeather is forecasting mile-by-mile

The path to purchase is no longer linear as today’s consumers add and
delete vehicles fram their consideration set, oftentimes up to the point

of purchase. As such, conquesting has never been more important. Even
with the best canquest strategies, however, it's important to remember
the fundamentals, such as keyword targeting best practices; competitive
analysis including histarical activities and emerging changes in competitive
SEQ and paid search terms; and the development of compelling ad and

landing page copy.

By Mindy Howe, Vice President of Strategic Accounts, Autoweb, Inc.

1. Google/Millward Brown Automotive Path To Purchase

~
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autoweb

20% mare page views than
average with longer on-site
times"

2x higher lead rate®

Approximately 80% cheaper
cost-per-lead compared to other
endemic channels®

. Think with Google

. Google/Millward Brown Automotive Path To
Purchase

. Showroom Logic’s ZipDriven Conquest on
AutoWeb Network

. AutoWeb Traffic for The Moran Group’s 21
Automotive Accounts

. AutoWeb Traffic for Real World Marketing’s
Honda Dealer Clients

automabiles are much safer, so travelers
may enjoy a more efficient ride, guided by
proprietary, patented weather technology
implemented conveniently into dashboards.
AccuWeather’s very detailed, highly localized
forecasts and warnings, as well as access

to data sharing between vehicles, will mean
better routing so drivers may be assured

of the safest, shortest, and most pleasant
path to where they are going. This technology
is intended to improve the transpartation
experience as it shifts from automohiles
piloted by drivers toward a future with
autonomous vehicles.

The product provides weather information
far car passengers and drivers, keeping
them safe and informed. Here’s how it works:
AccuWeather technology with real-time

weather predictions, and eventually forecasts
in 10-foat intervals along all highways in the
world, so drivers will be alerted to dangerous
weather. The intention is for drivers to never
again have their driver experience or safety
hampered by a rain deluge, glaring sun,

black ice or hail. AccuWeather’s Connected
Car technology is on the cutting-edge of
weather-based situational awareness.

In working with the world’s maost innovative
auto companies, AccuWeather continues to
develop and implement this Connected Car
enhancement. 0EM and navigation partnerships
continue to improve AccuWeather Connected
Car capabhilities and ensure that auto marketers
are able to get in on the action and become part
of a larger brand story and their organizational
vision. l
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The Best Way to Reach Auto Consumers:
2017/ Purchase Funnel Study

Awareness

Interest

Visit Store/Website for Info

Consider Purchasing

Influencing Purchasing

Methodology

Nearly 1,000 automotive interviews were
collected via opt-in sample. To qualify,
respondents needed to be 18 or older,

in the market for an automabile, and
have seen, heard and/or read an ad for
the auto categaory in ANY of 20+ media
platforms, bath traditional and digital,

in the past two months. Interviews took
place February 6-20, 2017.

20

With the abundance of media platforms to choose

from, it is more impaortant than ever to understand how
each of them influences consumers. This is why GfK, a
trusted leader in market research, in collabaration with
TVB, conducted the 2017 Purchase Funnel Study—tao
identify the impartance of media platforms in influencing
consumers during their purchase decision process.

The study looked at consumers exposed to advertising in
six categories, including the automotive category, through
ANY of 20+ media platforms. Respondents identified the
media that maost affected them through the five stages

of making a purchase decision: awareness, interest, visit
store/website for info, consider purchasing and making the
purchase.

While the study examines the role of all media, one key
finding was that television remains the most influential
medium through all stages of the Purchase Funnel. The
study also revealed that auto consumers overwhelmingly
trust local broadcast TV news over any other source.

Media Platforms Analyzed

0 @ o B

Radio Mail OOH Print Digital

(Broadcast, Cable (Billboard and [Newspaper and
and On-Demand) Movie Theater]) Magazine)

Digital Media Includes:

« Local TV Station
site/app

« Cable site/app « Search Engine
» Social Media
* Streaming TV Online

«Video Ad

« Display/Banner Ad
« Email Ad * Network TV Station
site/app

« Local Radio Station

—— * Magazine

* Newspaper

Automotive Key Findings

80% of respondents recalled an auto ad on
television. Recall to other media included radio
(37%), mail (30%) and newspaper [28%], to
name a few. Respondents were also asked to rate
which medium was the “most important” in each
stage of the Purchase Funnel. Interestingly, it
was learned that ad exposure does not guarantee
importance, except for TV. Far example, while
37% heard a radio ad, only 5% rated it as “most
important” in the awareness stage. The same
holds true with social media, where 25% said
they did see/hear/read an ad on social media,
only 2% rated it as “most important.”

What Influenced Automotive Consumers Most?

Awareness Interest Visit Store/ Consideration
Website for Info

Ad Exposure Does Not Guarantee Importance, Except for TV

80%

Saw/Hear/Read Ad
64%
Most Important for Awareness

T

\ Radio Mail  Newspaper Out of Sacial
Home Media

What Influenced Consumers
Most?

TV drives consumer awareness, as
80% of automotive respondents saw
aTVad, and 64% of them listed TV
as the mostimportant influencer in
the awareness stage of the purchase
funnel. In fact, television is the most
important influencer at all stages
of the purchase funnel for the
automotive category, greater than all
D other media platforms combined. This
was true for all age groups and ethnic
Purchase groups studied.

Source: GfK TVB Purchase Funnel 2017 Automative Category (% Most important media type among

those who saw/heard ads in at least 1 media source]

Trust

Trustin news is essential, especially in
this waorld of “fake news.” When asked
the guestion “I trust the news | see/hear

“I trust the news | see/hear on this media source”
Agree with this statement—Automotive

Traditional Media Digital Media

' ' » K
on this media source,” local broadcast Local Broadcast TV 83%
= Local Newspapers 82%
television news was the most trusted, Broadcast National News 77%
as 83% agreed [agree strongly + agree Public Television 76%
somewhat] with this statement. In fact, National NEWSF’;‘;ZEE 7756//"
. ' (]
not only did automotive respandents Cable News Channels 74%
consider local broadcast TV news to Websites/Apps Local Broadcast News 70%
. 0,
be the most trusted news source, 70% , Websites/Apps Cable News 70%
Websites/Apps Newpapers [Local or Nat'l) 70%
trust the news from local broadcast TV Websites/Apps Broadcast National News 69%
websites and apps, making it the most Websites/Apps Radio 68%
trusted digital property. Social media, at All Other Internet Websites/Apps 58%
Social Media 47%

47%, was the least trusted.

Source: GfK TVB Purchase Funnel 2017 Automative Category
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The Best Way to Reach Auto Consumers (conTiueo)

TV Influences Digital Searches “Have TV ads influenced your search selections?”

When doing an online search, automaotive Autoronotl\/e— VES

respondents were asked if television ads they had 81% 83% 88% 83% :
seen influenced their search in some way. 81% of

all adults cited that TV ads had indeed influenced
their online searches. This number increases
significantly with key demographics.

Al8+ A18-49 A25-54 A35-64

Source: GfK TVB Purchase Funnel 2017 Automotive Category “When doing an online
search, how often, if at all, have TV ads you have seen influenced you in some ways in
your search?” [Yes = combination of Every time, Maost of the time & Sometimes])

Motivation TV Ads Motivate Opinion Leaders
Which of the following did you do after seeing/hearing the ads

TV ads were also seen to motivate automotive .
for the category on television?

opinion leaders, or those wha say their family

and friends ask for and trust their advice. 81% of
automotive opinion leaders said they took some
sort of action after seeing/hearing an ad on
television, with “going online to learn maore about
what was advertised” the top choice at 34%.

Summary

e Television is the most important influencer at all stages of the purchase funnel for the automotive category,
greater than all other media platforms combined. This is true for all age groups and ethnic groups studied.

Any Action

Went online to learn more
about what was advertised

Visited a store/office/facility/branch

Went to the website or app advertised
to learn more about what was advertised

Remembered you had seen the brand
advertised before (i.e., the newspaper,
radio or the internet)

Talked with others about
the advertisement

Friended, liked or followed what
was advertised on social media
(such as Facebook, Twitter)

Automotive Opinion Leaders
Automotive All

Source: GfK TVB Purchase Funnel 2017 Automative Category A18+

TV drives consumer awareness: 80% of automotive respondents saw a TV ad, and 64% of them listed TV as

the maost important influence in the awareness stage of the purchase funnel.

Local broadcast TV news is the mast trusted; social media the least: 83% of automotive respondents consider
local broadcast news to be the most trusted news source and 70% trust news from local broadcast TV
websites and apps. Social media was the least trusted at 47%.

TV ads influence search selections: 81% of automotive respondents said TV ads influenced their anline
searches. This number goes up to 89% for adults 18-49.

TV ads motivate: 81% of automotive apinion leaders said they took an action after seeing/hearing adson TV. l

m Local

[ | Media
Marketing
Solutions

For more info contact Hadassa Gerber

SVP, Chief Research Officer

at hadassa@tvb.org

Dealers powering their digital campaigns with LotLinx Al
solutions are doubling lead and inventory turn rates,

while saving over 75% in campaign costs.

It’s time to put the power of the industry’s
#1 Automotive Al to work for you.

www.lotlinx.com/Al
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Power to the People

A global uprising is underway, and it’'s been initiated by consumers in social media.
Meet the Culture Company that’s helping brands prepare for the coming revolution.

24

theAudience

Ever since its conception in 2011,
theAudience in Los Angeles has
blurred the boundaries between
marketing, entertainment and
culture. But the company made

famous for crowdsourcing celebrity,

and weaving global brands into
the fabric of culture, is now
predicting a far greater upheaval
in how commerce connects with
CONSumers.

“In the past two years we've
witnessed a palarity shiftin the
way that culture evolves,” says

CEOQ, Patrick Mulford, “For decades
society has relied on mass media
to provide a cultural foundation of
attitudes, aesthetics and beliefs,
because communities were
otherwise fragmented.”

However, social media is fast
becoming the primary platform

for human expression, connecting
over twa hillion people around the
world. It's allowed us all to unify,
and connect to the things that truly
matterin our lives.

“Social media is an ecosystem,” says William Petersen, who
heads up Culture Lab. “It conforms to the laws of nature and
human behavior, rather than those of media and marketing.”

No longer as influenced by mass
media, people are free to aggregate
the most relevant and vital cultural
ideas themselves. The traditional
media and marketing maodel is

not designed to deal with such

a connected, opinionated and
mabilized audience.

theAudience is structured
specifically to address this
challenge. It cansists of a Culture
Lab’ that maps the cultural
landscape existing between a brand
and its consumers, and a Cantent
Studio that develops stories,
initiatives and communities, based
upon this enlightened perspective.

“Social media is an ecosystem,”
says William Petersen, who heads
up Culture Lahb. “It conforms to the
laws of nature and human behavior,
rather than those of media and
marketing.”

A brand exists as part of a complex
cultural mosaic of entities

that help define people. We
surragund ourselves with friends,
family, celebrities, influencers,
entertainment properties, brands,
places and passian points. These all
contribute to our sense of self.

“In social, people don't really care
about physical brands,” Petersen
continues. “We only care about the
metaphysical values those brands

represent. It's those values that help

us define ourselves, and enable us

to connect to our peers. In turn the
feedback we receive (in the form
of likes, comments and shares)
validates the cultural choices we're
making. It's vitally impaortant to
understand the part brands play to
enrich this ecosystem.”

As theAudience weaves brands into
popular culture, they not only tell
stories and collaborate with art
and entertainment properties, they
also tap into the most influential
personalities, identify geographical
hotspots for live activations, and
collabarate with similarly aligned
brands.

“Our approach is radical, but the
results speak for themselves,” says
Patrick Mulford. “We see four times
the engagement, and far greater
brand affinity than a traditional
marketing approach. But what's

mare important is that this process

leads an authentic and tangible
relationship with customers.”

theAudience believe that the
dynamics we see in play in sacial
media have always existed. They
are part of the human condition.
But this is the first time technology
has enabled the global consumer to
become the dominant force.

In the words of poet Allen Ginsberg,
“whaoever controls the media,
cantrals the culture,” except now
it's culture itself that's calling the
shots. From now on the people won't
buy your products, until they buy
into your brand as an integral part of
their cultural identity.

theAudience is a Culture Company
that makes genuine connections
between brands and consumers.
For more information email patrick.
mulford@theaudience.com

theAudience
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NADA J.D. POWER

Let us de5|gn and mamtam the

AUtoconference I_A point of sale materials for your program |

November 28, 2017 e Intercontinental Los Angeles Downtown e #AutoConfLA R Print on Demand
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LEARN T '

featuring speakers from Subaru, Nissan, Volvo and more | & e

NETWORK =

with more than 400 industry professionals including manufacturers, f
dealers, suppliers, marketers, and advertisers

EXPERIENCE

the tallest building in the western hemisphere with views of
Downtown Los Angeles
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Autotrader | Tapad

Teaming up to deliver
unrivaled awareness &
engagement

A TAPAD CASE STUDY

GOAL

When it’s time to shop for your next vehicle, odds are you start your
search an Autotrader. Choasing a car is often a difficult decision that
spans several months and requires considerable research, which is why
most consumers turn to Autotrader for reliable information, reviews
and prices. That’'s why a global automotive brand turned to Autotrader
and Tapad to help build efficiencies in media by managing shopper
identification across multiple devices, with a 1:1 connection, not
look-a-like modeling.

Autotrader ‘,{\/

................................... .I

I | | | [
Autotrader reached over 14M
unique potential consumers

O

Consumers exposed on 2 or
more screens had a VCR of
81%, 6% higher than those
exposed on a single screen

STRATEGY

Competition among midsize, affordable sedans is stiff. To increase favorable
opinion and drive awareness with Autotrader’s premium in-market audience,
the automative brand opted for a cross-device pre-roll video strategy with a
focus on viewahility.

This tailored campaign maximized reach and delivery across screens,
concentrating on potential customers. The aim was ta increase video
completion rates and amplify audiences across devices to hit site-side KPIs.
Autotrader and Tapad focused on enticing customers already searching for a
vehicle, as well as advertising against the auto brand’s competitive set.

RESULTS

Autotrader’s premium audience comhbined with the Tapad Device Graph™
delivers unrivaled audience extension acrass Desktop, Mohile and Tablet,
reaching over 14M unique potential customers actively searching for vehicles.

The automotive brand saw that potential consumers who were exposed across
twa ar more screens had a VCR of 81%, a 6% lift from single screen. Mareaover,
competitive cross-screen strategies yielded the highest VCRs. l

SPEAKWITH A TAPAD EXPERT

http://go.tapad.com/consultation-jd-power

TAPAD.COM | INFO@TAPAD.COM | @TAPAD
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MORE THAN OVER
n= 17M  77% $13B
Ui 0
J IN-MARKET WHO ARE READY TO IN SALES
H H AUTO SHOPPERS PURCHASE OR LEASE INSPIRED BY
automotive media JRCHASE OR LEAS JUMPSTARTS
6 MONTHS 2
THE LARGEST
H I G H " P E R FO R M I N G AU D I E N C E » REACH consumers at every stage of the auto shopping process
O E IN-MARKET CA R S H O PPER S > LEVERAGE performance-driven marketing and advertising solutions

» ACCESS insights and thought leadership on auto shoppers

e Media Metrix Multi-Platform, April = June 2017 (3 month avera ge)
omotive Group Automotive Shopper Study, July 2015
x Sales Match dat:

a, January - March 2017. Calculation based on total number of new vehicle sales that Jumpstart influenced multiplied by average vehicle cost ($30K).
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l _ y’; 1 ‘ ~ JUMPSTART PORTFOLIO
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CAREDRIVER  J.D.POWERCars  autobytel &
DAILY2NEWS AUTOS (o) - | BUZZ | CarStory.

AUTOWEEK &  AuToLIsT & CarSoupcom
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AutoGuide..

GROUP

OUR AUTO GROUP’S
REACH & COMMUNITY
INFLUENCE IS LIKE
NOTHING YOU'VE SEEN.

VertlcaIScope s Auto Group is the world s Iargest in-market automotive social
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400

UV's Per Month Community Sites

VerticalScope is a complete content solution—bridging the
gap between endemic sites and social media. Contact us to | .
learn more about how we can grow your business today. II verticalscope

416-341-8950 | sales@verticalscope.com

(- USED

CAR

' WEEK

~ PRE-OWNED
" CON

\AUTO FIN
' CON

IN PARTNERSHIP SINCE 2016

PRESENTED BY

DORN  MBSi core

SmartAuction

Used Car Week is a five-day event that brings
together all corners of the used-car and remarketing
industry to discuss current trends, forecasting for the
future and how to prepare for the road ahead.

Pre-Owned Con sessions focus on the analytics, data and big-
picture vision, strategies and technologies that are impacting
the overall retail used-car market.

Auto Fin Con sessions focus on the full-spectrum of auto
financing in the used-car market, from subprime to prime,
and FinTech issues including Blockchain and Bitcoin.

Repo Con sessions focus on solving pain-point issues within
this critical segment of the auto finance space that manages
repossessions, recoveries and regulations.

The combined National Remarketing Conference/NAAA
Convention features the traditional NAAA Convention
schedule of events and NRC’s curated educational sessions
addressing the most pressing issues impacting the industry.

www.usedcarweek.biz
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Are you making the right level
of investment in operations and
customer satisfaction?

How do your investments stack up
against the competition?

Having the ability to understand whether you are applying
your investments efficiently and effectively, especially

compared with competitors, is vital to your success.

J.D. Power
Insurance Performance Portal

The new J.D. Power Insurance Performance Portal provides carriers with
access to operational/financial performance ratios enabling them to gain
deeper insights into the effectiveness of their investments in the various

aspects of their operations vs. competitors, including customer satisfaction
and financial performance.

Check out jdpower.com/insuranceperformanceportal

to learn how to determine whether your organization is applying investments.



A Dose of TV Data:
What's Working in
Automotive?

Still wondering how effective your campaigns
are at driving traffic into the dealership? The
answers are now at your fingertips.

From real-time self-service insights on
which creatives are driving foot traffic and
purchases, to rich TV-to-digital retargeting
campaigns using custom segments
fine-tuned to your needs, Alphonso has

the data you need to maximize campaigns
across all screens.

alphonsol|l*

The TV Data Company

Video Impressions

/b%

Completion Rate

Interstitial Impressions

3.09%

Completion Rate

Benchmark: Avg VCR 60%;
Autos VCR: 72%

Benchmark: Avg CTR: 2.5%

Meaningful Measures: Location Attribution for
Cross-Platform Campaigns

Earlier this year, TV Data Company Alphonso worked with a leading automotive
brand during the 2017 Oscars, to extend their TV ad campaign to the digital
devices of viewers exposed to their TV campaign.

Using Alphanso viewership data, the brand extended the frequency of its
campaign across the digital devices of its exposed TV audience in their
target markets of in NYC, LA, Chicago, Philadelphia, San Francisco, Houston,
Washington D.C., Dallas, Boston and Miami.

Results:

Aided Ad Recall showed 10% lift showing that cross-device targeting helps in ad
recall.

Aided Brand consideration increased to 23% for viewers exposed to both the TV
and digital ads, compared to only 4% for those exposed only to the TV ads.

The Brand saw an average lift in dealership visits of 15.8% overall, spiking as
high as 67% in Dallas, 44% in Chicago and 33% in San Francisco. l

Get the full report at Alphonso.tv
Come meet the Alphonso team and find out mare insights like this to

drive your auto business forward. Happy Hour is on us, Wednesday,
October 25, 5:30-7:30 p.m., in the Bond Lounge at the Cosmopalitan.
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SNEAK PEEK

Announcing a Joint Research Project from Acxiom and J.0. Power

Consumer Desire and Willingness for
Automotive Connected Services

Smartphones. Apps. Cloud
starage. Voice recognition.

Artificial intelligence. Self-driving

vehicles. Each of these is
creating new methods for

connectivity and simplifying
users’ lives. Depending on the
source, it is estimated that
20-50 billion devices will be

connected by 2020.

As a result, the world around us
has more data available than ever
befare. New services are being
invented every day, bred out of
consumer need and technical
feasibility. But, what is the appetite
of the consumer for more”? Are
they willing to pay for features? Are
they willing to subscribe to longer
terms of service? Will they provide
personal data to companies in
exchange for something of value
inreturn? Are they ready for an

autonomous world?

The latest in-vehicle technalogy

features continue to be a top

reason for purchasing a car. That
said, which features are consumers
really willing to pay for? Given

the increasingly competitive U.S.
market, it is of critical importance
to understand which services

consumers are willing to pay

38

for, how much they’re willing to pay and what kind of information
they're willing to provide in exchange. Furthermare, understanding
distinctions between generations— which have very different
experiences influencing their purchasing patterns—will be critical to
understand.

The world is expected to change at increasingly faster rates, with
new opportunities being created daily. With this transformation, it is
essential for companies to incorporate the Voice of the Customer into
product and service development. Understanding consumer interests
and expectations far connected services can help shape which
services are optimal for the market, including how they're packaged,
marketed, and distributed, as well as the messaging around them.
Further, understanding that the customer is the center—not that the
customer is the center of this service—will be paramount.

Acxiom and J.D. Power have teamed up to provide answers to these
questions and explore what opportunities are likely to emerge in the
future. Because in the end, it is the consumer who will decide which
technologies and services will win and which ones will lose.

Here’s a sampling of what you will find in the

full study:

Four key areas in which consumers’ interests and expectations

are changing:

1. Technology evolution from vehicle-centric to
consumer-centric

IN-VEHICLE SERVICES: INTEREST

There is more
interest in
@ the younger
generations to

pay for services
than there is in the More than 50%

More than 1/3 older generations. of Boomers and
However, with younger Pre-Boomers

of respondents .
. generations purchasing indicate they
indicate that fewer, if any, vehicles, would not pay for

it becomes a challenge X :
they would pay to recoup initial or services, while less

for in-vehicle ongoing costs. than 1/3 of those
SErvices. in the younger
generations say
the same.

3. Extreme concern over data security

WILLINGNESS TO SHARE INFORMATION FOR
THESE SERVICES

Savings on insurance

Proactive vehicle maintenance BBY%
alerts (including recalls) °

Vehlclg purphase or 65%
service discounts

Easier service experience 955%

Reports and insights on how 549,
to improve fuel economy °

Customized, exclusive or easily 01y,
accessible entertainment options °

Streamlined transactional
completion

37%

f

L | NN

2. Consumers’ first vehicle experience is changing

RIDESHARING & CAR SHARING USAGE

USE RIDESHARING
USE CAR SHARING

41% 38% 39%

23% 25%

o 17%
0% T2 13% 16%
8% 13%
1% 3% o, 7%
Pre- Baby GenX  GenY GenZ Rural Suburban Urban
Boomer Boomer  [1965- (1977- (1995-
[1945 (1946-1964) 1976)  1994) 2004)

and earlier)

4. All-in one lease: new ownership opportunities

INTEREST IN AN ALL-IN-ONE PURCHASE FOR
AUTONOMOUS VEHICLES

Definitely 349,
would

Probably 0
would H3%

Probably 0
would not 11%

Definitely Faes
would not 6%

Download the full study here: acxiom.com/autostudy

For anin-depth presentation of the findings:

Mike Perugi, Automotive Industry Strategist, Acxiom Corporation
J. D. P UWE R 1.248.420.1500, michael.perugi@acxiom.com
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Lisa DelMonte
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Michael Perugi
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Vice President, Western
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Matt Muilenburg
Senior Vice President
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Executive Director,
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Eric Schwab
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TEN: The Enthusiast
Network
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Executive Advisor
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Mike Battaglia, Vice President, Automotive Retail
Geno Effler, Director, Corporate Communications

Program Frank Gerstenburger, Senior Director, Product Management
. Ken Insana, Senior Director, 020®, Automotive Media & Marketing
P|al‘ll‘lll‘lg Roman Lesnau, Senior Director, Global Automotive Division
Committee Will Sayre, Senior Directar, 020®, Automotive Media & Marketing
Shawn Slater, Senior Manager, Conferences and Events
Skip Streets, 020®, Automotive Media & Marketing
Michael Thomas, Senior Director, 0209, Automotive Media & Marketing

Jack Valente, Media Consultant, US Auto Sales
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LEARN MORE AT:

Join hundreds of industry professionals,
including dealers, 0EM’s, agencies, and
suppliers at the J.D. Power 2018 Automotive
Summit.

Kicking off the NADA Convention & Expo, this
full-day event features a select group of industry
leaders sharing new insights into emerging trends

in automotive retail. This is your opportunity to meet
and netwark with the key leaders shaping the future
in this rapidly-changing sector of the industry. Plus,
you won’t want to miss the exclusive J.0. Power U.S.
Automotive Franchise Assessment, a comprehensive
overview of how each auto franchise is performing in
the U.S. market.

Hear from this elite
group of industry

influencers on what
the J.D. Power AMR
WEERERGRG IR

Honey Mae P. Kenworthy,
Corporate Communications
Manager at Costco Auto Program

“The J.D. Power AMR is the place to
be for marketers in the automotive
industry. I've attended for the past
several years to learn about the
latest marketing trends from thought
leaders and innovators. | appreciate
the opportunity to share this with my
personal netwark as a J.0. Power AMR
influencer and look forward to the
upcoming conference!”

Joe Cashen, Chief Marketing
Manager, Senior Manager, Titan &
NV-Series for Nissan

“I'have found J.D. Power’s Automotive
Marketing Roundtable to be by far
the most relevant conference for our
industry. The agenda is packed with
the latest thinking in the automative
marketing, and the keynote speakers
are top notch. Plus there is plenty of
time for networking opportunity with

your peers from other OEMs. If you
only attend one marketing canference
per year, this is the one!”

2017 AMR Influencers

Dan Silver, Senior Director,
Sales Marketing at GroundTruth,
Formerly xAd

“Why I enjoy the AMR: | have been
attending these events for the

last five years and each year | find
something new of value. Ultimately,
the level of attendees is what
separates the AMR from all other
automotive events in the industry!”

Meaghan Kessman, Vice
President of Automotive at
Pandora

“I 'am excited to be an AMR Influencer
because it is my favorite canference
of the year! lalways learn alotin the
sessions and it's great to spend time
with clients and colleagues outside
of work.”

April Rain, Marketologist at
Digital Rain

“What? Me? An Influencer? For
#JOPowerAMR? That's just crazy!

Is it possible to be incredibly excited,
yet humbled at the same time?
Let’s say ‘yes!

“I have attended AMR for several years
in a row, and now | get the oppartunity
to put my social content to use for
more than shameless self-promation.
| am thrilled and grateful to be
cansidered an Influencer for

J.0. Power. | find the event very
forward thinking, with diverse content,
and a progressive blend of attendees.
If | can encourage dealers, allied
industry, and/or OEMs to get their butt
out of their offices and attend the AMR
event, then | am happy to do so.”
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2018 Automotive Forum

March 27, 2018 « Grand Hyatt « New York, NY

#NYAutoForum

Hosted by:

NADA JD.POWER Ao

AUTO SHOW

J.D. Power and NADA invite you to become a part of the 2018 Automotive Forum in
New York City on Tuesday, March 27th. Hosted by the New York International Auto
Show, this one-day event brings together leaders from OEMs, suppliers, retailers,

and the media to discuss how industry and economic conditions will shape the future.

The Forum Partners go beyond the headlines and explore how recent developments
will impact all aspects of the auto industry. The Forum will offer a mixture of keynote
addresses and panels to explore from several perspectives how the events of the
past will influence the future. Most importantly, we want our participants to have the
ability to ask challenging questions during the panel discussions.

LEARN MORE AT: autoforumny.com
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MARKETING Access proprietary Verve ~ Combine relevant targeting Understand campaign efficacy

THROUGH audiences, CRM, and tactics with engaging creative and analyze engagement and
third-party data — then to increase brand awareness visitation metrics to optimize

MOVEMETEJT display context-aware and drive sales marketing efforts
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