
Making 

Measurement 

Meaningful 



• Track progress    =  Is everything going to plan? 

 

 

• Analyse     =  Why isn’t it going to plan? 

 

         Fix the problem. 

 

 

• Gain insight    =  Give me a better understanding;  

         something I don’t already know. 

 

 

• Plan for the future   =  Let’s do it better next time. 

          

         Let’s refine our strategy. 

Why do we measure media and advertising? 



If you can measure it.. 



Intermediaries increasing.. even more to measure 

Source: Terence Kawaja LUMA Partners. 



Focus on behaviour, not activity, being measured 

a CTR of 

0.50% 

99.5% 
not clicked 



The tactics to optimise audience reach, are different to efficient cost-per-click 

traffic, which are different to volume of test-drives. 

 

Rarely, can all be achieved with single tactic. Most contradict each other. 

Many actions require contradictory media tactics 

≠ ≠ 



One behaviour that is natural in one channel may not be in another. 

 

For example: ‘Consideration’ 

 

Brochure Download    +     New Car Listings Views     +     Uplift in Reviews 

 

 

 

 

 

 

 
 

 

 

 

Data needs context of media partners 



One behaviour that is natural in one channel may not be in another. 

 

For example: ‘Trial’ 

 

OEM dealer locator        +     Carsales lead        +  Google dealer search 

 

 

 

 

 

 

 
 

 

 

 

 

Data needs context of media partners 



New car buyers average only 2 dealer enquiries.  

Test drives are declining.. used for validation 

Source: Carsales Internal 2013, average over 28 day range. 



Simplifying 

Measurement 



Awareness Consideration Trial / Lead 
Sale / 

Repurchase 

Loyalty / 
Advocacy 

Simple Buying Journey Framework 

1. Group measurement into buying journey stages above. 

 

2. Prioritise (weight) these stages to form a summary score. 

 

3. Focus benchmarking, and KPIs, around these grouped buying stages, rather than any 
individual measurement – which will normalise the results and show trends clearly. 



Awareness Consideration Trial / Lead 
Sale / 

Repurchase 

Loyalty / 
Advocacy 

Reach initial 2,600,000 

potential audience in 

internet, radio and 

TV. 

 

Video view-throughs 

with potential 

audience 

 

Reach of in-market 

buyers on comparison 

sites 

 

Simple Buying Journey Framework 

EXAMPLES OF MEASUREMENT 
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+70% +30% SCORE / WEIGHTING 



Examples of media 

partner data 

to help measure. 



S 

Case Study: Intent Attribution HOLDEN 

Source: 



Peugeot – correlation of brand consideration 

Daily views of new 4008s on Carsales peaked with corresponding brand campaign in 

Carsales.  

Source: Carsales Internal,2012. 

Daily views of new 4008 details pages 



Holden – Attribution of consideration and trial 

Model consideration attributed only to those exposed to advertising: 

• Over 50% increase in new car lead share on PCP, from those reached 

• New car search share also increased significantly on prior period, from those reached. 

Source: Carsales Internal 2013, sale period only, filtered by State’s corresponding dates 



 

Brand X 

All CarSales                  Details Page          Lead 

 

 

           Stock Search 

 

 

 

 

 

Brand X 

Reviews          Details Page          Lead 

 

 

      Stock Search 

Brand impact of editorial on sales funnel 

Source: Carsales Internal 2013, 28 day date range. 

2% 

204% 3.2% 

22% 

122% 3.8% 



Dealer experience impact on brand and sales 

Source: 

Quantity / Quality of Photos 

Average Response Times 

Average Number of Cars with 
Comments 

Average Number of 
Enquiries 

Closing Ratios 



Things to 

remember 



• Track progress    =  Is everything going to plan? 

 

 

• Analyse     =  Why isn’t it going to plan? 

 

         Fix the problem. 

 

 

• Gain insight    =  Give me a better understanding;  

         something I don’t already know. 

 

 

• Plan for the future   =  Let’s do it better next time. 

          

         Let’s refine our strategy. 

Staying focused with measurement 



Awareness Consideration Trial / Lead 
Sale / 

Repurchase 

Loyalty / 
Advocacy 

Simple Buying Journey Framework 

1. Group measurement into buying journey stages above. 

 

2. Prioritise (weight) these stages to form a summaryy score. 

 

3. Focus benchmarking, and KPIs, around these grouped buying stages, rather than any 
individual measurement – which will normalise the results and show trends clearly. 



Feedback, questions, ideas?   I’d love to chat. 

 

 

 

Sam Granleese 

Strategy & Insights Manager 

03 9093 8624  

sam.granleese@mediamotive.com.au 

@granleese  

samgranleese (Skype) 

Thanks 

mailto:sam.granleese@mediamotive.com.au
http://twitter.com/granleese

