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Accelerating Awareness Among In-Market
Auto Buyers

They Engaged Who Spent Delivering
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Land Rover’s Goal: Drive Model-Specific Brand Awareness

Land Rover wanted to increase favorable brand perception and maximize awareness of its latest
model to fill the gap between their branding and direct response efforts.

Our Solution: Promote Earned Content That Excites

Land Rover worked with inPowered to discover and promote content around a “first driving
experience” theme to seed excitement among in-market automotive consumers. To further help
drive purchase intent, inPowered promoted fun stories about what Land Rover is doing to create
and amplify positive sentiment about the brand itself.
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Land Rover’s best earned content Land Rover Follows In Try To Convince Me The Range Rover Sport SVR:
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auto-endemic sites and included
both news and reviews. inPowered Now Banos oygiiiiticCona® @
focused on stories related to “first
driving experiences,” as they resulted
in the highest engagement rate.

Is Land Rover's SVO division's first car enough to win
new fans?

Audience

Land Rover wanted to reach in-market
auto buyers with a $75K+ household

We believe in the power of third party

earned content and being able to curate income, a focus on outdoor and luxury
and promote the most relevant content for SUViinterests, as well as discovery sports
. . . . for younger audiences. Facebook age
the brand to drive intent and consideration targeting included men 25-54. The highest
has been great for the brand. engagement came from 40-54 year-olds
? in the SUV and Land Rover interest
segments.
Ads & Distribution C C *

| — 1 | — 1 I ¢ |

The curated Land Rover stories were | (== 21 P - = w2 P T

nytimes.com

. . . . Gri Williams, Brandi Owens and 6
turned into native advertising prisin Al |l | S| = EyeNewdorkTimes <
formats, such as in-feed and in-ad Land Rove Foows n & @ rover L
) . . issan's Foo leps, ) ) 3 Ubs hould be classified as
units, which integrated seamlessly Promises Range Rover Ty To Convince Me The 2014 Range Rover employee, notan independent

Evoque Convertible For Isn't Perfect
inPowered Sp X contractor.

within relevant content. The In-feed
units drove the highest engagement

Russian ambassador: If
Sweden joins NATO, there
will be 'consequences'
Business Insider

i Jetpacks Are Going

rate. v
Mainstream Faster Than ey To Convi ) M The 2014 R A
) 1y To Convince Me The 2014 Range Rover
The inventory sources used for the o G They Won't tont prtec
BGR News “ share.inpwrd.com
. . Range Rover Sport SVR: XCAR
campaign included Facebook, Yahoo Soeing's mystery plane is quick drive
. . he bi f
Gemini and DoubleClick AdX. Yahoo bindshyvd i W lke W Comment A Share
Business Insider
- o Companies like Uber and its rival Lyft,
Gemini proved to be the strongest B veshenie and Instacar, a grocery delivery service,
. . . . 15-year-old Cole Hammer = have long faced questions about whether
distribution channel in terms of ‘ :: = becomes third-youngest | | | .5 - _ ‘ | |_they are creating the right kind of 1

engagement rate. k\ ' ) k\ N ) k 4D )




