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Weve and Fiat: The Digital Dealership
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Strategy




Introducing the Fiat 500X
An SUV with bold spirit




The use of mobile in the car buying process

830/0 of consumers
use their mobile in
the car buying

process
vS. 81% in 2013

2012 2013 2014

used your mobile phone?

In your car researching/buying process have you use phone?




71% spend less than a month
researching before purchase

71%
Lessthana

month

How long did you research before buying the car?



Execution




Weve

The Human Intelligence Network

We are the most accurate window into
individual consumers in the UK today.
Powered by 16.5million real people.




O2’s UK Digital Touchpoints
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Weve's Data Foundation is built using unique, verified data

[ Phone Contract ] [ Call network ] [ Behaviour ] [ 3td party data integration ]

[ Demographic ] Life stage HH composition
[ Handset ] Contract type Handset age

[ Home location ] Barb region Suburban/ rural
[ Preferences ] Fashion Music

[ Behaviour ] Campalgn engagement
Cm )
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Smart Segments: Always refreshed, constantly creating...
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Building awareness and consideration of the Fiat 500X

In-car market
buyers
@




Creative




Using mobile-first creative to captivate Fiat's audience
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| Keep your content short and ‘snackable’.

Use the unique power of touch.

w E V E Harness the unique capabilities of the phone.

SOURCE

Clicks aren't the only measurement of success.
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O A ITALIAN CROSSOVER
Get into the FIAT 500X, the new |

Italian crossover. Iconic style = = 4

with versatile driving capability
in the city and off road. Explore
the interior 360 here <url>

Terms apply. To stop test STOP
to 020202.
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Effectiveness
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Campaign Effectiveness

10,000 customers

visited the digital dealership.

70 seconds

average time spent on unit.
7x higher than Celtra benchmark.

77%

explored both models of the car.



Next steps...gaining deeper insight into the Fiat customer

In order to enable Smart Steps to detect people in a store, Telefonica Dynamic Insights supply
a simple plug in device (Small Cell) that can be remotely ranged depending upon the store
The data captured by these devices is matched back to users allowing us to provide rich insights

matched to your in venue footfall.

small cell

v/ Verified in location footfall
v/ Dynamic Audience insights
v/ Simple to setup

v Verified footfall attribution
v/ Ability to link a verified customer
with a verified location

Telefonica Dynamic Insights enable retailers to evaluate much more than traditional footfall.




What makes for an award winning
mobile campaign?

1. Target the right audience at the
right time.

2. Build mobile-first creative.

3. Make sure you measure
it right.
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