
The Six Strategic Roles
in the

Automotive Category



#1 Public Agenda

APEC Sept 2007

Volvo’s response to 
extensive press coverage
about George Bush’s 
motorcade, which was 
specially flown in for the 
APEC Convention.

Public Agenda advertising is designed to raise the profile of a brand, issue
or cause or to leverage a topic that’s already being publicly debated.



#1 Public Agenda

26th

 
January 2008

Public Agenda advertising is designed to raise the profile of a brand, issue
or cause or

 
to leverage a topic that’s already being publicly debated.

The national obsession 
with nicknames and 
abbreviations used to 
associate the Volvo  brand 
with all things Australian! 



#2 (Re)Appraisal

Challenging perceptions 
that a car can’t be high 
performance  as well as 
environmentally friendly.

(Re)Appraisal
 

advertising surprises and challenges people by presenting a 
brand in an unexpected way, thereby provoking a rethink.



#2 (Re)Appraisal
(Re)Appraisal

 
advertising surprises and challenges people by presenting a 

brand in an unexpected way, thereby provoking a rethink.

(Re)positioning

 
Volkswagen Jetta

 

as a 
luxury car in terms of its 
styling and features, but 
still with the affordable 
price tag you’d expect .



#3 Affinity
Affinity advertising establishes emotional connections by mirroring the values or 
aspirations

 
of readers.

Appealing to those who 
eschew the metrosexual

 
and champion the 
retrosexual.



#3 Affinity
Affinity advertising establishes emotional connections by mirroring the values or 
aspirations

 
of readers.

Acknowledging that people 
lead increasingly 
individualistic lifestyles, and 
need brands that provide 
the adaptability to meet 
their disparate and ever 
changing needs.



#4 Conveying Information
Conveying Information advertising provides new and additional content, be it 
breadth, depth or complexity.

Using consecutive right hand pages, Honda Accord 
communicates its revolutionary 6-4-3 technology and 

creates anticipation for its launch.



#5 Call to Action
Call to Action advertising promises an unequivocal benefit the consumer can act 
on.  It can also direct readers to another platform, such as the internet.

A chance to win , but only 
via the superlittlemodel

 
website.



#5 Call to Action
Call to Action advertising promises an unequivocal benefit the consumer can act 
on, whether for sales, deals or

 
direct-response based communication.

Ford deals to 
match any budget.



#6 Extension
Extension advertising reminds you about a brand by repeating or developing 
established messages from television.

End frame from the Skoda 
TVC, using the sand car 
mnemonic.



#6 Extension

Key frame from the 
corresponding TVC.

Extension advertising reminds you about a brand by repeating or developing 
established messages from television.



Consumers welcome 
newspaper advertising 
more than any other 
medium.

Consumers consider 
newspaper advertising 
the most believable of all.

Consumers are more 
likely to act on 
newspaper advertising 
than any other source.

Newspapers Today ; Celsius Research July ‘07



Newspapers provide the platform and environment 
for advertising messages to:

provoke reactions, 
stimulate debate, 

challenge conventional thinking, 
establish strong emotional connections, 

convey complex messages, 
deliver the essence of a campaign and 

change consumer behaviour.
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