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 Objective: 

Establish 
AutoNation as  

preferred 
choice among 
Generation Y

Increase 
Generation Y 

total leads 
 in the Miami 
DMA by 30%

Increase 
Generation Y 
vehicle sales 
in the Miami 
DMA by 30%
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Research
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Source: NGA Survey 
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Source: Advocatesforyouth.org
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800,000
Source: Simmons
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3/4 Global 
Marketplace

Source: Huffingtonpost.com
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Non-
Millennials: 75

70 70 70 70 70

  Millennials: 350

Average # of  friends on social media

Source: Barkleyus.com

5 Times Larger



nga

0%

25%

50%

75%

100%

Smart Phone Laptop

77%

96%

0%

20%

40%

60%

80%

Laptop Smart Phone

42%

74%

Source: NGA Survey 

Vehicle Decision Making:

On A Daily Basis:
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TIMES PER DAY

43
Source: Lookout.com, Autonews.com

AGE 18-34:

68%

DON’T GO 

1HOUR 
WITHOUT CHECKING 

THEIR PHONES

WE’RE ADDICTED TO CHECKING OUR PHONES
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84%
visit social media sites daily 
and user generated content 
influences what they buy

46%
count on social media 
when buying online

41%
have made a purchase 

using their smartphones

Source: ZMG, Advocatesforyouth.org
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60%  

millennials would 
consult friends

85%  

millennials would 
consult family 

On deciding where to purchase a vehicle

Source: NGA Survey 
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Currently In-Market/Have Shopped at: Currently In-Market/Plan to Shop at: 

Source: NGA Survey 
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 What is our Insight?

The life of  a 
Millennial 
revolves 

around their 
smartphones 

and social 
media 

Millennials  
are widely  

uneducated 
about how the 

car buying 
process 
works

Millennials 
desperately 
want brands  
to personally 
engage with 

them
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Our Strategy
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 Necessary Steps:

Eliminate the 
boundary 
between 
desktop  

and  
mobile

Establish 
mobile as 

main funnel 
for car 
buying 

research

Create a 
deeper  
level of  

engagement 
among 

Millennials

Increase car 
buying 

knowledge 
to boost 

purchasing 
confidence
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Create the World’s 
FIRST Social Car 

Buying Experience
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Project MANIFESTO
Millennials. They live and breathe technology. They drive their 
days digitally. And expect brands to deliver what they want, 
when they want it and how they want it. If they can’t like it, share 
it, tweet it or snap it, it just doesn’t matter to them. That’s why 
they don’t connect with the traditional car-buying experience. 
So AutoNation is Freeing them from it. They hate wasting time 
at a dealership. So we’re bringing the entire dealership to 
them through Instagram and Facebook. They don’t understand 
factors like MSRP and insurance. So we’re simplifying the 
entire process through a fun educational social series. They 
feel misguided, misinformed and mistrusted. So we’re creating 
a glass pipeline for them to be a part of the process, not a 
victim of it. AutoNation isn’t marketing to millennials.  We’re 
freeing them. Who you gonna tag, tweet, or call? AutoNation. nga
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Creative
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Source: Simplymeasured.com, Forrester Research, Marketingcharts.com

Why we chose Instagram: High Brand Interaction

Instagram

Facebook

Twitter 

4.21%

.07%

.03%

60x higher than Facebook 
140x higher than Twitter 

0%

15%

30%

45%

60%

18-34

60%

130%

Top Industry 2x Over: 
 Automotive 

RedBull Case Study:  

Instagram: 36,100 Likes

Facebook: 2,600 Likes
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Instagram Platform
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Instagram Platform
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Instagram Platform
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Why we chose Facebook: High Reach

Source: Marketingcharts.com
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Facebook Platform
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Facebook Platform
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Twitter Platform:

Tell us how you 
#FreeTheNation or how 
your car frees you!  The 
more you share, the more 
points you get, and the 
more rewards you earn!   

NGA
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Website  
Design
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Website Design
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Website Design
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Sample Static  
Banners
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Mobile Site Design
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Mobile Site Design
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Mobile Site Design
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Mobile Site Design
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Media/ROMI
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NGA
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TM 
Traditional Media
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Marketing Calendar 2015

Q1 Q2 Q3 Q4

Brand  
Messaging

Retail Driving Brand Message
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Over the Air Television Cable
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Pre-Roll E-Mail Blast

Facebook Newsfeed Re-Targeting/Behavioral Targeting

Streaming
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Leads Before: 
12,500 

Leads After: 
21,431 

 

Sales Before: 
2,500 

Sales After:  
4,073 

Revenue: 
6,516,800 

Budget: 
4,000,000 

ROMI: 
1:1.63 

 Return on Marketing Investment:
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Added Value: 
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Thank You! 



nga

#FreetheNation: 
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Appendix: 
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NGA’S MANIFESTO
When innovation is needed, spring into NGA for  
a solution. We are NGA also known as New Ground 
Advertising. NGA is an advertising agency that 
aims to help clients reach their ultimate goal. 
We’ll show them the best and help eliminate the 
rest. Advertising can be complex, causing clients 
to make wayward decisions. NGA is here to offer 
sound judgment. Our client’s results are important 
to us and we believe our approach, as an agency 
will allow our clients to feel the satifaction in their 
newfound ability to deliver an effective service.

nga
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Reaching Millennial car buyers 

The issues: Millennials more likely to consider the opinions of family and extended family, and 
significantly more likely to consider the opinions of friends and colleagues before opting for their next 
vehicle. Millennials also more likely to consider the opinions of the media, which includes expert reviews in 
magazines, TV, or online. 

Millennials expecting to shop for a vehicle in the next three years were significantly more likely to own a 
mobile device, such as a tablet computer or a smart phone, c. nine in 10 owning either or both.  

The implications: Millennials’ engagement with friends and family in their purchase decision reflects less 
experience in this market, and highlights the role of social media, both in the context of consumer to 
consumer and business to consumer. Tying social media activity to respected review offerings (press and 
sites) will create a comfortable space for Millennials. 

Advertisers and marketers looking to intercept a soon- to-be Millennial car buyer would likely have the most 
luck engaging with these consumers on their mobile devices, either through mobile advertising, specific 
apps, or on social media – where Millennials also registered high engagement.

Source: CNW Research/Mintel



nga

Why is it important to 
understand Millennials? 

The issues: Millennials drive the 
economy, and are expected to 
spend $1.4 trillion annually by 
2020. They are diverse, tech-
savvy and bruised by the 
economic downturn. 

The implications:  
•Millennials are not a 
homogenous group. Marketers 
need to adopt a segmented 
approach or risk alienating them 
through stereotyping. 
•Marketing campaigns need to be 
designed from start to finish to be 
multichannel. The campaigns 
need to take advantage of the 
core strengths of each channel to 
make as personal a connection 
as possible. 

How does one reach a  
moving target? 

The issues: Millennials are adept 
time-shifters. About 40% of them 
stream programs rather than 
watch at the time of broadcast. 
More than three in 10 would 
rather give up broadcast 
television than their mobile 
phone, compared to just 7% of 
Boomers. 

The implications 
•Marketing must be participatory 
and “must see.” Millennials are 
content creators and known for 
their desire to be involved. Create 
real-time events that motivate 
viewers to tweet, post and share. 
•Dedicate a larger share of 
marketing budgets to digital 
creativity and digital channels.

How important are emotions  
or making an emotional 

connection? 

The issues:  In addition to 
getting the most value for their 
money (71%), some factors that 
are very important to Millennials’ 
purchase decisions include 
having a positive experience in 
stores (50%) and buying 
something that makes them feel 
good about themselves (42%). 

The implications:  
•Do not cut corners when it 
comes to the customer 
experience whether in-store or 
online. 
•Make altruism an integral part of 
the corporate culture and 
leverage it in brand marketing 
efforts. Take an active role in the 
community. 

Source: CNW Research/Mintel
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Millennial’s 
Crave Sensory 
Experiences 

Source: jwintelligence.com
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Source: Barkleyus.com
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Source: Barkleyus.com 
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Source: Barkleyus.com 
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Source: Barkleyus.com 
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Source: Barkleyus.com 
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Instagram: 36,100 Likes Facebook: 2,600 Likes

Source: simplymeasured.com, Forrester Research, Inc.

Case Study:  Red Bull user engagement
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Source: Simplymeasured.com, Forrester Research, Marketingcharts.com

Age 
Distribution  

of  
Instagram’s 
U.S. Mobile 
Audience: 

March 2014

Fastest Growing Mobile Apps:  
Q1-Q3 2013
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ngaSource: 
NGA 
Survey
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Source: NGA Survey
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Source: NGA Survey
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“Please tell us which of the following social issues are the most important to you, personally?” (Select up to three)

Most important social issues, by all and Millennials, November 2013

Education

Poverty in the US

Physical health-related issues 

Online privacy and security

Public safety

Veterans/military

Environment

Mental health issues

Animal rights

Consumer rights

Equal rights for LGBT

Community involvement

Political activism

None of these 10%

5%

7%

16%

10%

14%

20%

20%

12%

21%

18%

18%

26%

38%

9%

5%

6%

11%

12%

15%

16%

21%

21%

21%

22%

23%

29%

34%

All Millennials

2,000 internet 
users aged 
18+; 648 
Millennials 
age 19-37

Source: Mintel
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Total Adults 18 - 34
Audience(00) 35,530 10,071

Resps 3,663 530
%Col 100.0 100.0
%Row 100.0 28.3
Index 100.0 100.0

Audience(00) 147 25
Resps 810 82
%Col 0.4 0.2
%Row 100.0 16.8
Index 100.0 59.4

Audience(00) 367 73
Resps 1,397 143
%Col 1.0 0.7
%Row 100.0 19.8
Index 100.0 69.7

Audience(00) 235 55
Resps 1,757 180
%Col 0.7 0.5
%Row 100.0 23.3
Index 100.0 82.2

Audience(00) 300 49
Resps 1,151 75
%Col 0.8 0.5
%Row 100.0 16.3
Index 100.0 57.5

Total

Early Morning Fringe - 
Broadcast

Early Morning - 
Broadcast

Daytime - Broadcast

Early Fringe - 
Broadcast

Audience(00) 587 90
Resps 2,043 181
%Col 1.7 0.9
%Row 100.0 15.3
Index 100.0 53.9

Audience(00) 1,180 219
Resps 1,964 184
%Col 3.3 2.2
%Row 100.0 18.6
Index 100.0 65.5

Audience(00) 525 111
Resps 2,730 300
%Col 1.5 1.1
%Row 100.0 21.0
Index 100.0 74.3

Audience(00) 485 85
Resps 1,459 126
%Col 1.4 0.8
%Row 100.0 17.6
Index 100.0 62.1

Audience(00) 278 48
Resps 1,256 103
%Col 0.8 0.5
%Row 100.0 17.1
Index 100.0 60.5

Prime Access - 
Broadcast

Primetime - Broadcast

Late News - Broadcast

Late Fringe - Broadcast

Early News - Broadcast
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Audience(00) 11 *3
Resps 284 41
%Col 0.0 0.0
%Row 100.0 27.7
Index 100.0 97.6

Audience(00) 23 *6
Resps 560 60
%Col 0.1 0.1
%Row 100.0 24.2
Index 100.0 85.5

Audience(00) 20 6
Resps 1,361 225
%Col 0.1 0.1
%Row 100.0 31.5
Index 100.0 111.0

Audience(00) 29 9
Resps 646 124
%Col 0.1 0.1
%Row 100.0 32.8
Index 100.0 115.6

Audience(00) 48 14
Resps 1,132 181
%Col 0.1 0.1
%Row 100.0 28.9
Index 100.0 101.8

Daytime - Cable

Early Fringe - Cable

Early News - Cable

Early Morning Fringe - 
Cable

Early Morning - Cable

Audience(00) 97 27
Resps 1,148 187
%Col 0.3 0.3
%Row 100.0 28.1
Index 100.0 99.2

Audience(00) 54 13
Resps 2,406 375
%Col 0.2 0.1
%Row 100.0 24.6
Index 100.0 86.6

Audience(00) 47 15
Resps 993 190
%Col 0.1 0.1
%Row 100.0 31.4
Index 100.0 110.8

Audience(00) 30 9
Resps 843 150
%Col 0.1 0.1
%Row 100.0 30.7
Index 100.0 108.3

Late Fringe - Cable

Prime Access - Cable

Primetime - Cable

Late News - Cable
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Digital Media:
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CPP  
Worksheet
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Daypart Mix:
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please list revisions made on each flowchart followed by your initials

08/12/14

week 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42 43 44 45 46 47 48 49 50 51 52 53
Jan TRPs

29 5 12 19 26 2 9 16 23 2 9 16 23 30 6 13 20 27 4 11 18 25 1 8 15 22 29 6 13 20 27 3 10 17 24 31 7 14 21 28 5 12 19 26 2 9 16 23 30 7 14 21 28 #Ins. Cost

TV Mix:                                                                                                  
EM   50% LF 50%                                                                                                                                               

CABLE - all day (PRIME)x:                                                                                                                                                                   
PR 100%  
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TELEVISION
 mon

OVER THE AIR 50 50 50 80 50 50 50 75 75 75 80 75 100 50 75 75 20 30 75 75 50 75 100 1485  

AutoNation SF Broward/ Miami Dade 50 50 50 80 50 50 50 75 75 75 80 75 100 50 75 75 20 30 75 75 50 75 100 23 1485 $1,271,203
Monthly Totals (Broadcast Month) $94,350 $1,271,203

 

CABLE 50 50 50 80 50 50 50 50 50 50 50 50 10 50 50 65 805  
AutoNation SF Broward/ Miami Dade 50 50 50 80 50 50 50 50 50 50 50 50 10 50 50 65 16 805 $1,108,097
Monthly Totals (Broadcast Month) $96,922 $1,108,097

BROADCAST SUBTOTAL COST (BROADCAST MONTH) $191,272 $2,379,299

Digital

OTHER

TOTAL COST (Broadcast) $191,272 $2,379,299
BUDGET $2,500,000
(OVER)/UNDER BUDGET ($191,272) $120,701

TOTAL BRAND SPEND

TOTAL BRAND SPEND

TOTAL BRAND SPEND

GRAND TOTAL SPEND

($179,175) ($216,081)($167,652) ($192,493)

$222,227$208,997 $28,305$179,175 $167,652 $216,081 $192,493

$167,652

$71,544 $85,852 $74,556 $74,556

November December

$107,631 $81,800 $141,525 $117,938

$192,493$216,081$478,780 $312,248 $208,997 $179,175$222,227$182,070 $28,305

$182,070

$195,266 $73,360 $71,544$65,089

($208,997)

$478,780 $312,248

REGION
AutoNation 

2015 Broadcast Media Plan 

$299,408

January February March April July October

$28,305$150,684

August September

$179,371 $116,981 $116,981

($478,780) ($312,248) ($182,070) ($222,227) ($28,305)

May June

$135,637

Media Flowchart:
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ROMI:
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ROMI:
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Source: NGA Survey
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Source: Kantar Media
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nga
Source: Kantar Media



ngaSource: 
Kantar 
Media



ngaSource: 
Kantar 
Media



nga
Source: Kantar Media



ngaSource: 
Kantar 
Media



nga
Source: Kantar Media



nga
Source: Kantar Media


