
Influence of Digital Media on Car Purchases 
Understanding Media ROI for Fiat 500 Spain 
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About this project 

Fiat España wanted to identify the key marketing 

drivers to purchase, and to quantify the effect and 

efficiency of each: 

• With focus on both direct and indirect effect 

•With focus on the role of online and offline advertising 

Source: Google Influence of Digital Media on Car Purchases, January 2012 
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4. Final check: the blue line 

is the reality (sales); the red 

line is the model (how it fits 

the sales)  0
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1. Need to collect all the 

variables that may influence 

sales 

2.  Analysts use judgement 

and SAS to produce different 

regression models until best 

combination is identified 
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3. So they are able to 

identify each variable’s 

influence on sales 

Methodology 

Source: Google Influence of Digital Media on Car Purchases, January 2012 
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Understanding Drivers of Car Purchases 
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Again visit to 

dealer (**) 

Visit to 

dealer (*) 
Repeated 

dealer visit (**) 

Visit to 

dealer (*) 

The Car Purchase Funnel was identified and sized 

Web 

traffic 
Order 

18 econometric models were built -  6 models for each of the 3 cars included in the research 

Web 

visits 
Paid 

Search 
Purchase 

Organic 

Search 

(*) Visit to dealer = Persona que visita el concesionario por primera vez. 

(**) Repeated dealer visit= Persona que ha estado en el concesionario durante los 4 meses anteriores y vuelve a realizar otra visita. 

- - - - - - - - ->  Indirect impact. The model doesn´t show a direct impact on that variable. 

 

Display 

Offline Media 

Source: Google Influence of Digital Media on Car Purchases, January 2012 

5 



Dealer visit and price are key direct purchase drivers 

Visit to dealer Web visits 

Paid Search 

Purchase Repeated dealer visit 
Organic Search 

Other Media 

Display 

Repeated dealer visit
77.5%

Exogenous
11.2%

Last day of month
4.2%

Seasonality
0.5%

Good News in Press
1.6%

Government Support 
Plan E
4.9%

Others 7% 

Price Index 

21% 

Satisfaction 
during 

negotiation

29% 

First visit to 
dealer 

43% 

Purchase and Repeated Visits models 

Source: Google Influence of Digital Media on Car Purchases, January 2012 
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36.6%

26.3%

18.3% 1.1% 2.4% 1.1% 1.8% 1.5% 1.4% 0.5%

8.9%

Number of 
working days

Present 
Situation Index

Unemployment 
rate

2000 E Plan VAT increase Seasonality Exogenous TV advertising Outdoor 
advertising

Magazines 
advertising

Web traffic

12% of visit to dealer are 

influenced by media.  

 Web visits drive majority of media-influenced dealer visits 
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Visit to dealer Web visits 

Paid Search 

Purchase Repeated ealer visit 
Organic Search Other Media 

Dsplay 

Visits model 

Magazines 0.5% 

Outdoor  
1,4% 

TV 1,5% 

Web 
visits 
8,9% 

Source: Google Influence of Digital Media on Car Purchases, January 2012 



 SEM, Organic Search and Display drive 82% of web visits 
 controlled by media 

45.9% 

20.1% 

17.3% 

7.3% 

7.0% 
2.5% 

Present 
Situation Index 

Organic Search Paid Search Display 
advertising 

TV Fiat 500 
advertising 

TV Fiat gama 
advertising 

34% of web traffic is controlled by marketing 
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Visit to dealer Web visits 

Paid Search 

Purchase Repeated ealer visit 
Organic Search 

Other Media 

Display 

Paid Search
50.7%

Display
21.4%

TV Fiat 500
20.5%

TV Fiat 
Gama
7.3%

54% of web traffic is 

controlled by media 
TV Gama 5% 

TV 500 
13% 

Display 
13% 

Paid 
Search 

32% 

Organic 

Search 

37% 

Web visits model 

Source: Google Influence of Digital Media on Car Purchases, January 2012 



25 

1 3 4 
21 

35 
43 

100 

TV Fiat 
500

TV Fiat 
Punto

TV Fiat 
Bravo

TV Fiat 
Gama

Magazines 
Fiat 500

Outdoor 
F500

Display 
Fiat 500

Paid 
Search 

Fiat 500

Monetary value of an application and actual returns not shown due to client confidentiality – ROI data indexed  

Offline ROI 

Online ROI 

 SEM & Display are most efficient paid media to generate 
dealer visits 

ROI: Visits to dealer 

by 1€ invested 

Visit to dealer Web visits 

Paid Search 

Purchase Repeated ealer visit 
Organic Search 

Other Media 

Display 

Source: Google Influence of Digital Media on Car Purchases, January 2012 
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Optimizing SEM  
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TV has a significant effect in Paid Search 

 Paid Search Drivers 

70.2% 10.3% 

11.3% 
8.3% 

11.3% of Paid 

Search comes from TV Fiat 500 

advertising. 

Source: Google Influence of Digital Media on Car Purchases, January 2012 
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Paid Search becomes critical in TV campaigns for new launches 

Clicks are multiplied by 3.7 during the TV campaign of a new car launch: 
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Clicks obtained 

during standard TV 

campaign 

Clicks obtained during 

new car launch TV 

campaign 

Magazines 

advertising 

Base level 

NO launch Launch 

T
V
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X 3.7 

Source: Google Influence of Digital Media on Car Purchases, January 2012 
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Paid search optimal timing requires 2 additional weeks 

1 Econometric models demonstrate that TV 

ads increase SEM clicks 

2+ Effectiveness  

weeks 

To maximize the TV efficacy, it is recommended to do SEM across all TV campaign weeks, 

and reinforce SEM 2 weeks after it finishes with same creative.  

Paid search Paid search 

week 1 week 2 week 3 week 4 week 5

Optimal TV Spend

week 1 week 2 week 3 week 4 week 5 week 6 week 7 week 8 week 9 week 10

Optimal TV Spend minimum to get visit to dealer Effectiveness TV

2 Thanks to these models we know the efficacy period 

after campaign ends (halo effect) 

2+ Effectiveness  

weeks 

3 

Source: Google Influence of Digital Media on Car Purchases, January 2012 



1.2ª  position 

Average  

Position 

% of clicks  

won /  lost 

1 +13.9% 

1.2 - 

1.7 - 61.2% 

2 - 93.4% 

Fiat 500,  Average historical position 

Improving position in paid search results in an increase in clicks  

14 

Effect of position in paid search “Fiat 500” 

Source: Google Influence of Digital Media on Car Purchases, January 2012 
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Effect of position in paid search “Venta autos” 

Improving position in paid search results in an increase in clicks  

3.6ª  position 

Average 

position 

% of clicks  

won /  lost 

1 +49.2% 

2 +31.0% 

3 +12.7% 

3.6 - 

4.5 - 16.6% 

5 - 23.7% 

“Car Sales”;   Average historical position 

Source: Google Influence of Digital Media on Car Purchases, January 2012 
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Maximizing the mix 
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We can optimize our media budget because… 

R
O

I 
Inversión €

ROI Exterior 500 ROI SEM 500 ROI TV 500

ROI Revistas 500 ROI Display 500
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Inversión €

Aporte TV 500 Aporte  Exterior F500

Aporte Revistas F500 Aporte Display F500

Aporte SEM F500 Nivel promedio de cada medio

1. We have identified each media 
historical and optimal investment 
level 

2 We have calculated each media ROI 

Historical  spend 

Optimal spend not shown for confidentiality 

Source: Google Influence of Digital Media on Car Purchases, January 2012 
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Improved media mix scenario 

TV
43.1%

Prensa
14.1%

Revistas
10.8%

Radio
0.4%

Exterior
18.7%

Display
7.8%

Paid Search
0.3%

Cine
0.7%

Otros
4.0%

*Historical Media Mix *Improved Modelled Media Mix 

Source: Google Influence of Digital Media on Car Purchases, January 2012 
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1 Paid Search is the most efficient media for Fiat purchase 

2 Paid Search represents 51% of total marketing contribution to Web visits which 

are the main marketing driver for dealer visits (72%) 

3 

Leverage Paid Search investments: 

• Reinforce SEM investment whenever you have a TV campaign. 

• Maintain this SEM reinforcement at least 2 weeks after the campaign ends to 

maximize the effectiveness. 

• Improve the average position in search: your clicks can grow by +49% 

4 Take the most of your media mix: For Fiat, an increase in display (from 8% to 9%) 

and paid search (from 0,3% to 5,9%) is recommended. 

Summary and conclusions 

Source: Google Influence of Digital Media on Car Purchases, January 2012 
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