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Maximizing Automotive In-Market Targeting

A study on the effectiveness of Behavioral and Contextual Targeting as a cohesive
strategy.
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Executive Summary & Background

Behavioral Targeting (BT) grew in popularity about halfway into this decade as an opportunity to
fully capitalize on highly valuable, yet finite audiences online. Prior to the creation of third-party
automotive research websites in the late ‘90s, the only true in-market consumer that existed was
in a dealer’s showroom.

Fast-forward about 10 years, and the number of dealer showroom visits has diminished
considerably — from about six visits per consumer vehicle purchase 10 years ago, to less than
two now, according to some dealer sources. Meanwhile, the percentage of people shopping
online for a car has reached a critical mass — 80% according to a 2007 CapGemini study'. Third-
party automotive research sites have become a consumer’s staple in the process of purchasing
a car. Some of the facts and figures:

- The internet — specifically auto research sites - influences 77% of consumers’
make/model selections.?
In-market consumers indicate that third-party research sites are the most useful sources
of auto shopping information, even more so than manufacturer and dealer sites.2
New vehicle buyers also indicate that third-party sites are the first type of automotive site
they visit.2
The Internet is the number one media source driving dealer walk-in traffic — more than half
of all walk-in traffic generated by advertising can be attributed to the internet®.

And since only 58% of U.S. consumers indicate that they’d buy a vehicle from the same make
as their current vehicle (down from 62% and 59% in prior years) ', it demonstrates implicitly that
most online shoppers are undecided on the make or model of their intended purchase. Behind
these facts, the internet presents an optimal opportunity to drive consideration.

Behavioral Targeting: Past and Present

Since the inception of behavioral targeting, the online ad industry has consistently rendered it as
its own discipline within the online medium. Agencies plan and buy BT as a separate bucket,
treating it as a singular strategy with varied objectives. Research outlets project BT revenues
independent of overall display advertising — and those projections are generally very favorable.
The adoption of BT as a marketing strategy is clearly on the rise.

Studies have proven its effectiveness as a targeting strategy. At Jumpstart we’ve seen BT drive
higher consideration, awareness, purchase intent, and low-funnel performance indicators when
studying a variety of brand campaigns.

Marketers have grown more and more confident in utilizing BT in a majority of their media plans.
Three-quarters of advertisers indicated they were willing to pay more for behavioral targeting
opportunities, particularly for in-market consumers*, and more and more marketers are utilizing it
in the majority of their online media campaigns.
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For media companies that deliver a valuable BT product with originating behavior that is
representative of a true in-market automotive audience, the opportunity to capitalize on the finite
nature of near-term shoppers is a sizeable one - like fishing from a barrel instead of an ocean.
Since only about 22% of new vehicle buyers actually submit a request for a quote online, the
majority of in-market shoppers leave the door open to have their decision influenced by smart
marketing and targeting.

The Optimal Targeting Tandem

This is where contextual and behavioral targeting as a cohesive strategy takes shape. To
maximize the full potential of your automotive in-market targeting — reach, frequency of
message, impact of message, and results — the optimal approach is to find the right audience
and target that audience through contextual and behavioral means. Place value on the
consumer’s past and present behavior indicators, rather than where you’re marketing to that
person.

At Jumpstart we’ve had over three years of experience delivering successful BT campaigns for
our customers, and eight years of providing relevant contextual third-party automotive site
targeting opportunities.

Background

We recently commissioned a study in conjunction with AudienceScience on the advantages of

reachini a hiihli iualified in-market audience throuih behavioral and contextual tarietinﬁ as a
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