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Car giant LandRover Thelaunch of carmodelsonlineisagrowingphenomenon. In
: : March2001,the new Volvo S60 coupé was advertised exclusively

decided anon!lr_]e ontheweb. BMWand Vauxhallhave also embracedthe internet

pUShWOU|dSU|t Its asamarketingmedium, addingtothe online presence of car

newmodelofRange brands. Now Land Roverhasdecidedtojointheranksandis

: investingheavilyinonline marketing.

Rover. The firm S Thekingofthe off-road vehicle unveiled itsnew Range Rover

globale-marketing model - onlythethirdinsuchlaunch 31years—inathree-

managerNina prongedonline campaign overthelastquarterof2001.The
campaignwill continue untilthe vehicle goesonsalein Europe

LarsentellsBen thismonth. Itaims both to promote the vehicle’slaunchand to

Bold how the web highlightthe company’sincreased commitmentto usingthe
hasbeen key internetasamarketingmedium.

. Thefirstphase of Land Rover’'s marketing push consisted of
initslaunch

anunbranded teasercampaign, which keptusersinthe dark
andyetincorporated stylisticelements consistent with the
new Range Roverbrand. Asite called perfectlymade.com was
created, which focused on premium design —aconceptthe
company feltitstargetaudience would relate to. Land Rover
gradually posted more and more contenton the site, before
finallyrevealingthe brand behinditand redirectingusersto
the Range Roversite (www.landrover.rangerover.com).

Thelaunch ofthe new Range Rovernotonly marks the
company'sfirstonline launch, butalso signifies a seismic shift
inLand Rover'soverallonline marketing strategy. Nina Larsen,
Land Rover'sglobal e-marketingmanager, says: “Thisisthe first
timethisbrand haslaunched avehicle and used the internetas
aprimarymechanismtoreach consumers.”

Land Rover'stargetmarketvariesas considerably asits
models, whichrange fromrugged pick-ups used by farmersto
the Discovery, whichistypically driven by users atthe higher
end ofthemarketand iscommonly seen doingthe schoolrun.
The new Range Roverhasits ownniche market.

“Thetypical Range Rovercustomeris an affluentpersonwho
hasmorethanonevehicleinthe household,” Larsen explains.
“Theyare predominantly male and middle aged. They could be
anyonefromaroyalin SaudiArabiato abusinesspersoninthe
UKwithseveral Land Roversintheirvehicle stable.”

Priortothe campaign, Land Roverand Range Rover’sonline
presence lacked uniformity acrossitsinternational markets.
National web sites existin mostofthe bigmarkets around the
world, butin2002,the company planstoinvestmoreinonline
developmentandto centralise itsweb strategy.

“Certainmarketsdon'thave anational portal, which isanother
projectthatwe arelookingat,” says Larsen. “We will be coming
outwithaglobalweb site framework.”
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The developmentofthis global framework will be driven from Ii'h_sf}rl-a_s
the UK. Wunderman Interactive, the agency which created the

Land Rover used skyscrapers in its perfectlymade.com campaign

perfectlymade.comsite, isoverseeingits design.

Land Rover'smostrecentforayinto new media, aside from
the Range Roverlaunch, wasits sponsorship of lastyear's
movie blockbuster Tomb Raider. 1tused a co-branded web site,
designed by Framfab UK, to complementthe dealand promoted
aspecial edition ofits Defendermodel via the site. This brought
thebrandinfrontofayoungeraudience, movingitsbranding
beyondthe promotion ofa particularproductto the building
of brand awarenessintomorrow’s potential customer. The New

Sowhyusethewebtolaunchavehicle? Land Roverbelieves Rﬂl‘lgﬂ Rovar...
thataround 40 percentofvehicle buyers goonlineto search for Above It All
information before they make a purchase. Italsofeelsthatits

Lt

targetdemographic groupiseven morelikelyto be online regularly.
Researchfirm ForresterResearch predicts thateightmillion US
new carpurchaseswillhave beeninfluenced by the internet by
2003, and almosthalfofthose willhave been purchased online.

Media planningand buyingagency Optimedia has found
thatthe processofresearching, testingand purchasinga caris
changingdramatically inthe UK. ThroughitsInTouch project,
which combined qualitative and quantitative research, itfound
thatnearly-new and used carsare sellingmuch fasterthan new
cars,andarereadilyavailable online. The implications of this
arethatmanufacturersneedtoworkevenharderto convince
consumersofthe benefitof owninganew car—somethingwhich
the Range Rovercampaign strivesto do.

Optimedia’sresearch alsofoundthatwhile atestdriveisa
crucial partofbuyinganew car, customersfeel happierifthey
canturnup toashowroomarmed with trustworthy information.
Manufacturers musttherefore provide this, evenifithas
historically been supplied by the dealerships.

There are multiple objectives behind Land Rover’s campaign.
“The primary objectiveis data capture —to getourdatabases
filledup withnamesand addresses,” explains Larsen. “We are
tryingtoreachthosethatareinthe marketto buyaluxuryvehicle

rallover far more
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Banners for perfectlymade.com like the Range Rover. Butwe also have an underlyinglonger-term

appeared on Fl.com and wishto buildthebrand.”

AltaVista’s UK site Userswho accessed perfectlymade.com could eitheroptinto
the ‘Inside Circle’—which gave themaccessto exclusive content,
andenabledthemtobe sentbrochuresaboutthe new vehicle
andtoreceive emailsasthe sitewas updated —orthey could opt
inonasecondarylevel, which gave Land Roverpermission to
usetheirnamesand addresses for general marketing purposes.

Ateasercampaignkicked offon 19 Octoberacross eight markets
insevenlanguages. Media agency Mindshare and itsonline
divisionmdigital Europe planned and placed the ads, which
prompted userstovisitperfectymade.com. Adswere placed
onfinancialnewsand businesssites, sports sitesand portals,
including FT.com, Economist.com, Yahoo! and Bloomberg.
Thesewerethe areasofthe web thatthe target marketwas
thoughttovisitregularly. Mindshare negotiated deals with the
mediaownersinwhicha cost-per-click elementwasintroduced.

The Range Rovercampaignwasnotmdigital'sfirstonline car
launch.The agencyalsoworked with Volvo onthe onlinelaunch
ofits S60 model, which involved 50 interactive pop-ups, rich-
media, transitional and Superstitial banners, aswellas WAP,
PDAandemailversionsofthe campaign.

The perfectlymade.comsite celebrated classic design across
premium producttypes, andincluded brandssuchasRolex—
brandsthatRange Roverfeltwould be attractive toitstypical
customers. Initially, the site omitted any reference tothe Range
Roverbrand, butitprogressively linked the idea of premium
productdesignto automotive designandfinally to Range Rover.

“The designtheme wasimportantboth asafundamental factor
inhowthevehiclelooksbutalsoinourbrand communications,”
sayslarsen. “Youhavetolookatthe whole communications
strategy aroundthisvehicle. The vehicle has moved onslightly
fromthe pastandthe designershavetakeninspiration from
various objects.”

Theteaserconceptwasdesignedto build anticipation forthe
unveilingofthe new car.

“Theintrigue thatcanbe created by ateasercampaign can
beverypowerful,” Larsen says. “We decided to leave outthe
companyname because wewanted peopletoengage with us
withoutbeingbiased. We didn'twantpeopletoavoid visiting
the site because they were notinterestedintalkingtoan
automotive company. We wantedto avoid any barriers that
mightpreventpeople goingtothesite.”

The campaignentered itssecond phase on 7 November, as
the new Range Roversitewentlive. Userswho had submitted
profileinformation onthe perfectlymade.com site were notified
by email ofthisnextphase ofthe campaign, and anyone who
triedto access perfectlymade.comwas automatically rerouted
torangerover.landrover.com. This date coincided with the start
ofadirectmaildrive.

ThenewvehiclewasunveiledtoVIPsandtheworld’s
media atthe London Design Museumon 21 November. The
rangerover.landrover.comsite’s contentmirrored the eventand
includedvideofootage ofthe vehicle. Sponsorship deals came
into effectwith emailand PDA activity.

On 3 December, froma global perspective, the site was
complete. Visitors can now create a personalised Range Rover
with a customisedinteriortrim, exteriorcoloursand alloys. They
canalsorequestabrochure orinformation, dependingonthe
country, findtheirnearestdealerby postcode orcountry, and
sendane-cardtoa friend.

ButinJanuary, athird phase ofthe campaign launched and
dataspecifictoindividual marketswas posted.

“The centralised campaign was designedto have global reach,
with contentthatisrelevantinternationally, such as pictures of
the vehicle and details ofits specifications,” Larsen explains.
“Butwenow have asite thatisbuiltby a centralteam, with the
goal ofallowingthe marketstolocalise.”

Extensive online advertising started atthe beginning 0f2002,
to coincide with the marketlaunch ofthe vehicle. Atthatstage,
whenthe userentered the web site, they could selecta specific
country, suchasthe UK, ratherthan justalanguage, such as
English. Much ofthe contentremained global, butinformation
relevantto particularmarkets wastailored accordingly.

“Localinformation, such as pricesand productspecifications,
arewheretheindividualmarketscomein,” Larsen explains. This
includesinformation on dealersintheregion.

Countriesthatare withouttheirownLand Roverweb site will
stillbe abletoaccessinformationthatappliestotheirmarket.
“Soif, forexample, you come froma country like Norway, which
doesn'thavealocalisedsite, youwill see a contact page forthe
Norwegian market,” Larsen explains.

Asforitsnextmove, Land Roveris preparingtoinvestmorein
a UK-driven, centrally co-ordinated new-media strategy. Larsen
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Toyota: two-day intensive online push for new car model

CarmanufacturerToyota (GB)
wantedto create amedia
frenzytoaccompanythe launch
ofitsnew Corolla model.

Tosupportthe firm’s offline
TVandoutdooradvertising
executions, agency Zenith
Interactive Solutions advised
ona?24-hourblitzof new-media
activity usinginnovative and
creative executions.

Fortwo daysfrom 4 January,
executionsranonshopping
portal beeb.com, Channel4’s
motoringweb site 4car.co.uk
andthe Sky Newssite. Inan
advertisingfirstforbeeb.com,
Toyota purchased every avail-
able advertisingslotand format
withinthe portal (a strategy
known asroadblocking).

The 4car.co.uk execution,
whichwasalso afirst, involved
the use of a Corolla-branded
false home page, which lasted
forfive seconds.

Onthe Sky web site, a spoof
storyraninthe newssection
aboutaconsumerwho builds
ashrineinreadinessforthe
launchofthe new car.

“The overall strategy wasto
create highimpactacrossall
media, particularlyinthe week
oflaunch,” said Paul Philpott,
marketingdirectoratToyota
(GB).“The 24-hourtime frame,

Theoverallstrategy
was to create high
impactacrossall
media, particularly
intheweekoflaunch

PaulPhilpott
Toyota

claimsthatthe campaign created a buzzinthe companyand
pavedthewayforfurtherinvestment. “People’sthoughts about
howtheinternetcanbeharnessed and whatyou candowith it
havewidenedtremendouslyinside the company because of
thiscampaign,” she comments.

“Ithinkthe internetis a prerequisite forany automotive firm,”
sheadds. “Itishugelyimportantto Land Roverto have anonline
presence, because we know thatupto 40 percentofvehicle
buyers, whetherthey are lookingforthis oranotherbrand, will
goonlinetosearchforinformation.”

Butshe admitsthatthe brandingof Land Rover'sweb sitesis
veryinconsistentfrom marketto market. “You getavery different
brand perception dependingonwhich marketyou gointo. Froma
central perspective, we canonly advise ourmarketswhattodoin
theirindividual countries. The success of ouronline presence and
how much effectitwilleventually haveis down to acombination
ofwhatwe docentrallyandwhatwe dolocally.”

Attheveryleast, local siteswill provide information on local
dealers. Beyondthat, each marketdecides whatinformation to
provide onitslocalsite, suchaslocalnewsandbranded events.

The new Corolla.
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thatreflected the brand per-

sonality ofthe new Corolla.”
Alltrafficwas directed to

Toyota’'s Corolla micro site

The mediaplanningand
buyingwashandled by
ZenithInteractive Solutions,
while agency SaatchiVision
developedthe creative
forthe online campaign.

Sky News ran a spoof story about the launch of the new car ~ ByMark Sweney

Larsendeniesthatthe companyeventuallyintendsto sell
vehiclesonline, butadmitsthatthe web canfacilitate the sales
process. “We will build a channelto supporte-commerce, but
thereisnodesirefrom Land Roveratthe momentto move away
from dealersasthe main pointoftransaction. Fromasales
perspective, the dealerisalwaysthe key destination to which you
willhavetodrive the customer, sothatthey candotestdrives.”

Asforthenew Range Rovercampaign, Larsenconcludes: “We
know that most people gointo dealerships up to 90 days before
theypurchase. People usingtheinternetcanbe atany stage of
the purchase cycle sowe havetolook atthischannelslightly
differently. Butitshouldfitinto the businessasasupporting
channeltoourkey strategic objective —to sellmore vehicles.”

Itistooearlytojudgethe success ofthe perfectlymade.com
campaign. Larsen would notdivulge figures about data capture,
otherthantoconfirmthat6.7 million page impressions were
generated betweenthe launch ofthe campaignand 12
Decemberacross 10sites. Butitrepresentsanewdirection
forLand Roverasitrefocusesitsinternetmarketingstrategy,
and makesits presence known online. [J

beeb.com—createdtheimpact

(www.toyota.co.uk/corolla).
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