


" Post-test analysis

- Recalled elements of the ad

Research tool to examine the

mOSt effeCtlve parts Of an People form a car from small pictures _ 18

advertising campaign, its effect Design: elegant car [N 11
’ Slogan, pictures, music - 7

on the brand S performance’ Professional, reliable -7

regarding awareness and image Huge car I 6

. . The price -4

indicators. oymarmicaspory |l 4

Also helps to identify the The car I 4

Grey, silver car l 2

strongest creative/visual
elements of the campaign, and
its WOM generating power.
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Base: who are aware of the ad spontaneously (N=181)

ad awareness
m
ad image

Example of the brand building effect
77 pomt
activation power
message recall
WOM effect S
brand building effect
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Post-test analysis

__ .Slogan awareness

Did the campaign reach the planned level? Which A tervesés tokélates .
. e . seamnangn

creative was the most effective in supporting  notnass cecnnicsin [

awareness building? seépsée és technolécia Ry,

taldlkozdsa

el Ad awareness

How effective is the campaign from sales point of auo emocion. B
view? Did it increase the interest towards the timeryett e mpreseiona) J1
brand/model? What is the ratio of those who try to
get further information? Will the model be added to ok/na [ -
the short list in case of a new purchase? R p— -

Auté szeretettel IZ

.l Activation power

% 30 40 50

conness |j
How does the target group understand the W Effects of the Citroen campaign
Message reca 1| campaign? What is the main message for them? Citroen owners
How do they translate it for themselves? Nextbuy
Opinion change [ a2 |
Feedback on creative strategy: general Getinformation YN
communication style, uniqueness, whether it is nierested I —
funny, inspiring, brave, how is the message. Nextbn Competitors
Which is the most effective creative element? Opinion change
E ff . | Which element / visual is reasonable to use if ?:t:r’;l:a“m
ective elements shorter TV spot is planned or for a new outdoor or conness
OIS ER[pIpErE e 1 EVALUATION of the AD
Word Of mouth Can we decrease the media budet of the next on 1-100 dislike-like 73point
campaign due to WO M effect? Also supports the
Effec t overall likeness of the campaign. Ng?gfﬂjw P:‘S':'vf:ofnmems

e | do not like the ads « calls attention
o g Did the campaign support the brand itself? Does it « borin « for young people
B ra n d b u Ild Ing . 5 ’ '\/ou)thful.gb?eeSy
fit to the brand personality? itis for me
* funny
effect

* well-designed elements
« about the new djuice

* understandable

Modules for benchmarking: ad awareness, activation power, WOM effect. These modules are conness
suggested to measured at other campaigns as well in order to have comparison and benchmark figures. ~







OPEL INSIGNIA IMAGE KAMPANY 2011

Kampany analizis

Média

€4 ONAIR: jun-aug.
¢ MEDIA MIX: n.a.

€ ADEX: 75 millié Ft listaaron

Kreativ

& UZENET: A legjobb auto, amit valaha

épitettink

IGERET: Az Opel felveszi a versenyt az
Audival, BMW-vel, Mercedesszel

CELCSOPORT: Ffi, 30-50, A statuszu

STILUS & HANGVETEL: dramai,
stilusos, high-tec

KVALITATIV MEGJEGYZES: a kreativ
koncepcié lényege, hogy ,csébe huzza”
a fogyasztét: Audi, Mercedes reklam
illuzidjat kelti. Valsag-tuzenet: gondoljon
egy olyan autéra, amire eddig nem
gondolt...

conness

gy & development



OPEL INSIGNIA IMAGE KAMPANY 2011

Alegjobb auté, amit
valaha épitettek

Hany % latta a reklamot?

Mi az uzenet?

szep, eszisticus [ Q-
x —
Forma, vonalvezetés _ Q e a legjobb szép
Q :
adaptiv tenyszoro [N 5 = AU T
O— PR
—
"Wir leben Autos" - o ‘@ L4
Gondoljon az autora, - =0 csucstech-
amire eddig nem — E S nolégia
Német auto - E q’ CU

Ismerik az
Insigniat? Ve

Insignia - 46

A kampany hatasa...
OPEL INSIGNIA

86 % -nak jobb 32 % ebbdl a

benyomasa van az OPELrd| reklambdl értesilt a tipusrdl

a reklam hatasara
o)
1 8 A) beszélt réla

Melyik markahoz illene valakivel

jobban ez a reklam?

éll'\llld\;v 1 3 % utananézett
M d
W(;}Irce - 1 7% megfontolna

Kiknek szo6l?

€ Joémoduaknak -l
@ Minéséget kereséknek
@ Vezetbknek
® Igényeseknek |
@ 35-55 éveseknek

Tetszett nekik?

Koénnyen érthetdé

lgényes képi
megoldasok

Egyedi / karakteres
Hiteles

Mas / kiilénbdzik

conness g

strategy & development
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Reklamelemek meggyo0zo ereje
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Recall

Bazis: Akik talalkoztak az Insignia reklammal(n=369)



