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Background 
In an attempt to help turnaround the ailing Australian 
Automotive industry, Holden launched a new 90s brand 
campaign in June 2013. The campaign is designed to establish a 
strong emotional connection with consumers while also 
informing people of all the cool new technology. The ad focuses 
on three key brands for Holden: Volt, Cruze and Commodore.  

‘The ad will cut-through well, as it is modern, 
original and memorable. People really like the ad 
and emotionally they are left feeling interested, 

proud and inspired.’    

The Solution 
Evaluate the new Holden campaign to uncover insights as to 
whether it is going to get Attention, positively change the way 
people feel towards Holden, and ultimately lead to brand 
consideration.
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The Results 

Attention Diagnostics
Strengths & Weaknesses

Qualitative Analysis
What are they saying?

 

ATTENTION
Will the ad get noticed?

✓

BONDING
Does it strengthen brand feelings?
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KEY PREDICTOR MEASURES 

DIAGNOSTICS 

“Holden was looking ahead 
and planning for the future.”

“I didn’t really understand it 
as it looked like it was 3 

different ads put into one.”

“I thought the ad was brilliant 
and also very informative.”

Bonding Diagnostics
What is driving Brand Feelings?
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MESSAGE TAKEOUT
What messages are 

communicated?

✓95% ✓

BRANDING
Is the brand the hero?

95% 

6.0 

BENCHMARK 

6.0 

BENCHMARK 
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BENCHMARK 

“Felt inspired, proud, 
learnt something new.”

52% >60% 

BENCHMARK 

15% <20% 

95% >60% 

NEGATIVE COMMENTS 

MESSAGE TAKEOUT 

POSITIVE COMMENTS 

AD EFFECTIVENESS 
BENCHMARK = 6.0
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•  The ad will cut-through well as 
it is modern, original and 
memorable.

•  People really like the ad and 
emotionally they are left 
feeling interested, proud and 
inspired.

•  The ad is also informative and 
people like the news about the 
cars.

•  The people in the ad are well 
liked and considered suitable.

•  A couple of watch-outs:

o  The music is not well liked, but 
not a barrier.

o  Lots of cuts in the ad - turns a 
quarter off.







INSIGHTS 

•  Feelings about Holden are 
positive and strong. 

•  Emotionally, the ad leaves 
people feeling good and 
inspired as they can imagine 
themselves in the ad and find 
what is said and shown 
relevant to them.

•  Rationally, the ad is 
newsworthy and also helps to 
build perceptions that 
Holden is different from 
other cars.

•  However, the sales impact is 
likely to be moderate with 
just 19% who claim will 
definitely or probably buy a 
Holden next.





Play the ad as much as possible

•  The ad leaves people with positive feelings, so maximise this by using higher TRP 
weights (reach & frequency) to remind people of these good feelings and also the key 
messages.



Cut-down the ad to 30s

•  While the long ad has impact, it could be easily summarised into 30s ads, allowing it to 
play with higher frequency and editing out some of the un-neccessary scenes 
(currently has almost double the number of recommended cuts).

•  It might also help to focus on specific elements / models.



Support the brand ad with retail offer

•  The brand ad is helping to build consideration and positive feelings about Holden.

•  The ad needs to be supported with a call to action or strong retail ad to draw people 
into Holden showrooms.







RECOMMENDATIONS 

This was just a glimpse at what insights we can uncover!  
Talk to us about getting a demo of our instant dashboard 

reporting including a real-time reactions tool! 
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