
DRIVING LIFE
Connecting Automotive Brands with Australian Life



• Car ownership and use has increased every decade since the 
first motor vehicle was introduced in Australia

• Last year Australians purchased more new cars than ever 
before, with vehicle sales for 2017 reaching 1.189 million units 
(up 0.9%), breaking the 2016 sales record year

• There is anticipated continuing growth in new car sales with 
an annual increase of 1% forecast for 2018

• Changing consumer preferences play a part in shifting 
demand for new cars with age and lifestyle also influencing 
car choice

Australians have always loved their cars

Australian new car vehicle sales 
trend & forecastRECORD 

NEW 
VEHICLE 

SALES

Source; Vfacts, New Vehicle sales forecast by Charlie Nelson, Foresee Change
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Despite record sales, challenges 
exist in marketing new cars

Disruption from innovation and advances in technology
Automotive marketers need to establish trust, communicate tech smarts and 
ensure technological advancements are understood and valued by consumers

Intense competition on the basis of price, quality, value and branding
It’s increasingly challenging for brands to cut-through, differentiate and earn 
customer loyalty

Customer centric retail landscape where expectations are high and the 
proliferation of information sources has empowered consumers

Automotive marketers need to enable a seamless and positive customer 
experience across the whole purchase journey



Research approach

TREND AUDIT:
Review of existing research and trend 
reports on the automotive market. 

CONSUMER SURVEY:
Consumer survey amongst 1,400 
Australians who purchased a new car in 
last year or intend to in the next 4 years. 
The survey was conducted in April 2018.
Sample from mix of online panel sources.
Results weighted to the Australian 
population of news car buyers/intenders. 

STAKEHOLDER INTERVIEWS:
Consultation on market challenges 
with News Corp commercial and 
editorial stakeholders



1. INFLUENCE
PREFERENCE 

Establish early 
brand preference 

within automotive 
passive

consideration set. 
Amplify message at 
scale across News 
Corp’s print and 
digital network

2. FUEL 
PASSIONS

Inspire and empower auto intenders 
during their purchase journey through 
their lifestyle interests including news, 

travel, food, luxury, sport and home.

3. PINPOINT 
TRIGGERS

Focused 
motoring and 

lifestyle content 
on specific life 
events which 

prompt active
purchase 

consideration. 

Bridge the knowledge gap between future 
technologies and consumer reality today. 
Establish trust and demonstrate how auto 

technology can improve lifestyles

4. DEMYSTIFY 
TECHNOLOGY

DRIVING 

LIFE
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1. INFLUENCE EARLY 
BRAND PREFERENCE



Years from purchase consumers can name an initial set of about 5 
car brands they would consider purchasing

Sources; News Corp ‘Driving Life’ Consumer Survey April 2018 n= 1,400 
McKinsey.com The Consumer Decision Journey

4.7 
brands

Intention to buy Post purchase

In next 2 
to 4 

years

In next 1 
to 2 

years

In next 
year

In the last 
1 to 2 years

In the last 
year

6.4
brands 5.8

brands

4.9
brands

5.6
brandsTrigger

There is still an opportunity for brands to disrupt consideration sets but it is 
difficult. As consumers get closer to the active evaluation consideration sets can 

expand – an opportunity for marketers to add touchpoints at the trigger moment 
to upset established consideration.

Average number of brands in the consideration set



Only 20% of car buyers are open to any car brand, so it’s 
imperative to be in the initial consideration set

Brands in the initial consideration set 
are more likely to be purchased
80% knew which brand or had a short 
list of brands they considered
➢ 89% of these consumers ended up 

purchasing one of those brands

Source; News Corp ‘Driving Life’ Consumer Survey April 2018 n= 1,400 



Brand preference is the result of subconscious and conscious 
evaluations and previous experience

Previous experience 

decreases in importance 

closer to purchase, 

evidence of an erosion in 

loyalty to car brands. 

Source; News Corp ‘Driving Life’ Consumer Survey April 2018 n= 1,400 

66%

66%

56%

37%

35%

33%

27%

26%

25%

24%

12%

69%

66%

61%

46%

49%

34%

26%

21%

27%

24%

8%

68%

63%

56%

57%

56%

31%

26%

23%

30%

14%

7%

I know it is a reliable brand

I know it is a quality brand

I have a favourable impression of this brand

Have owned this brand in the past

I currently drive this brand

I like the history of this brand

I like what this brand stands for

I think this brand is the leader in technological
advancements

My family drive this brand or have in the past

I know it is a prestigious brand

It’s a brand my friends drive

Within the next year In more than a year but within the next 2 years  In more than 2 years but within the next 4 years
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Influence early preference 
to ensure the brand is in 
the initial consideration 
set

Years from purchasing a new car brand 
perceptions are being accumulated by consumers. 
These perceptions shape the consideration sets 
for active evaluation when it comes time to 
purchase. It’s imperative to be in that initial 
consideration set as these are more likely to be 
purchased.

Establishing brand preference early is key to 
building the consumer confidence that enables 
purchase.



2. FUEL PASSIONS BY 
INSPIRING CAR BUYERS 

THROUGH LIFESTYLE 
AND CONTENT 

INTERESTS



31% use News Corp content 
touchpoints to inform their 
opinions of car brands.
Motoring sections in 
newspapers rank as highly 
influential in developing 
brand opinions.  

Source; News Corp ‘Driving Life’ Consumer Survey April 2018 n= 1,400 

When actively evaluating consideration sets, automotive content 
influences opinions of automotive brands

40%

40%

38%

26%

23%

23%

23%

19%

18%

17%

14%

8%

7%

7%

4%

4%

2%

Word of mouth (e.g. Family, Friends)

I just know it is a good brand

Dealership or dealership websites

Manufacturers websites or ads

Motoring sections in newspapers

Google search

Automotive information websites (e.g.…

Car Brochures (E.g. from a dealership)

Car magazines in print or online (e.g Wheels)

Motoring TV shows or reviews

Roadside assistance companies (eg. NRMA)

News websites (e.g.news.com.au)

Lifestyle magazines or websites

Social media (e.g. Facebook, Instagram)

Radio

Email newsletters or promotions

Outdoor ads



46% 49%

38%

29%

Within the

next year

In 1 to 2

years

In 2 to 3

years

In 3 to 4

years

Building early brand preference cannot be fully achieved in 
motoring media environments alone
Motoring media environments have strong influence amongst those intending to purchase a car within the next 2 years, 
however interest in reading this type of motoring content drops for longer term buyers. Hence the need to build brand 
preference amongst these audiences outside the motoring section. 

INTEREST IN 
READING 

MOTORING MEDIA 
HIGH WITHIN 

2 YEARS OF 
PURCHASE

Read the motoring section of newspaper 
or news website in the last month

Interest in reading car reviews by a
professional journalist

Source; News Corp ‘Driving Life’ Consumer Survey April 2018 n= 1,400 

83% 80%

68% 68%

Time frame for intention to purchase new car Time frame for intention to purchase new car

23% 25%
16% 12%

60% 56%

53% 56%

Within the

next year

In 1 to 2

years

In 2 to 3

years

In 3 to 4

years

somewhat
interested

very
interested



Lifestyle content passions of auto intenders extend way beyond the 
motoring category providing unique content opportunities

News, travel, food and 
sport content dominate 
the interests of new car 
buying intenders.  
27% are interested in car 
content. 
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Source; News Corp ‘Driving Life’ Consumer Survey April 2018 n= 1,400 

12%

12%

15%

15%

18%

21%

21%

22%

27%

27%

27%

27%

27%

28%

29%

30%

36%

37%

37%

49%

58%

Celebrities and gossip

Family and parenting

Beauty

Fashion

Arts & theatre

Business

Computer hardware and software

Consumer electronics

Property

Cars

Health, fitness, nutrition

Music

Books

Personal finance and money

Home and garden

Technology

Movies

Sport

Food

Travel

News and current affairs



35-5418-34 55-74 Male Female

Tap into passion points for each generation of new car buyers

ATTITUDES:

Regularly getting away on the weekend is important to me. (18-44)

I love being active and need a car for my leisure activities (18-44)

I am constantly driving the kids around (25-44)

I consider myself a sports fan (35-44)

I love visiting food destinations by car

1. Travel 

2. Food

3. News/Current Affairs

4. Movies

5. Music

1. News/Current Affairs

2. Travel

3. Movies

4. Food

5. Sport

ATTITUDES:

I love travelling and need a 

car for this

I consider myself a sports 

fan

1. News/Current Affairs

2. Travel

3. Sport

4. Food

5. Home/Garden

ATTITUDES:

I am interested in new 

technology

I consider myself a sports 

fan

1. News/Current Affairs 

2. Sport

3. Travel

4. Technology

5. Cars

ATTITUDES:

Regularly getting away on the 

weekend is important to me.

I like to go for day trips in the car

I love visiting food destinations 

by car

I am constantly driving the 

kids around

1. News/Current Affairs

2. Travel

3. Food

4. Movies

5. Home/Garden

PASSION POINTS PASSION POINTS PASSION POINTS PASSION POINTS PASSION POINTS



Fuel passions by inspiring 
car buyers through 
lifestyle and content 
interests

Motoring sections in newspapers rank as highly 
influential in developing brand opinions for those 
intending to purchase a car within the next 2 
years, however interest in reading this type of 
motoring content is lower for longer term buyers. 
Hence there is an opportunity to build early brand 
preference amongst these audiences outside the 
motoring section. 

Tap into the passion points of auto intenders 
using lifestyle content such as travel, food, sport, 
technology etc



3. PINPOINT TRIGGERS 
AND ENGAGE AT THE 
RIGHT MOMENT BY 

FOCUSING CONTENT ON 
LIFE EVENTS 

THAT PROPEL ACTION



37%

24%

24%

23%

17%

17%

9%

9%

8%

8%

7%

7%

6%

6%

6%

6%

5%

4%

4%

3%

3%

3%

3%

2%

Replaced vehicle due to age of vehicle

Purchased a new car with better technology

Improved reliability with new car

Could afford to buy another vehicle

Improved fuel efficiency in new cars

Wanted something more modern looking

Purchased new car with better brand/image

Replaced car due to too many trips to the repair shop

Needed more luggage space or larger car

Wanted to do some travelling in a new car

Wanted a smaller car

Needed a new/different car for work purposes

Needed car suitable to haul caravan, bikes, surfboards etc

Purchased for a family member to use

Bought my first car

Having a baby/expanding family

Got a new job

Replaced vehicle due to accident

Empty nest/no longer needed to drive kids around

Got a pay rise or work promotion

Needed a new/different car for work tools

Marriage

Retired from work

Moved house so wanted a new car

Source; News Corp ‘Driving Life’ Consumer Survey April 2018 n= 1,400 

Purchase triggers are both functional and 

lifestyle based.

34% of last new car purchases were 

triggered by a life event.

Accumulated brand perceptions 
become crucial when one day 
something triggers the impulse to 
buy 
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Lifestyle passions and triggers interwoven with motoring content 
creates unique brand opportunities

Source; News Corp ‘Driving Life’ Consumer Survey April 2018 n= 1,400 

Interest in automotive buying content
(% very interested)

Interest in automotive lifestyle content
(% very interested)

39%

33%

33%

30%

24%

23%

21%

17%

17%

17%

15%

14%

14%

12%

8%

8%

7%

7%

Road safety

Weekends away

Best travel destinations by road

Secret roads and scenic routes

Best food and wine trails

Outdoor/adventure holidays by road

Family road trip activities

The impact of cars on the environment

Caravan and camping holidays

Motorsport/Formula One

Best cars for retirement

Exotic and supercars

Best cars for travelling with kids

Best accessories for lifestyle activities

Transport alternatives i.e car sharing etc

Celebrity interviews in their car

Profile of cars that celebrities drive

Car hire

41%

39%

35%

29%

28%

27%

25%

21%

16%

15%

14%

13%

Car Prices

News about cars e.g. airbag recall

Car comparisons

Car buying advice

Information on Car technological developments

Car insurance

Car of the year awards

After sales information

Classic cars

Best car financing options

Luxury cars

Highlights from international motor shows



TRAVEL
49% of car buyers are very 

interested in travel content

FOOD
37% of car buyers are very 
interested in food content

PARENTING & FAMILY
24% of car buyers with children are 

very interested in parenting content

Source; News Corp ‘Driving Life’ Consumer Survey April 2018 n= 1,400 

142

141

139

138

135

128

127

127

125

125

Best travel destinations by
road

Best food and wine trails

Outdoor/adventure holidays
by road

Weekends away

Secret roads and scenic
routes

Luxury cars

The impact of cars on the
environment

Best car accessories for
lifestyle activities

Caravan and camping
holidays

Best cars for retirement

166

164

150

142

139

139

138

137

135

Best food and wine trails

Celebrity interviews and
car profiles

Car hire

Transport alternatives i.e
car sharing etc

Best car accessories for
lifestyle activities

Luxury cars

Best cars for travelling
with kids

Weekends away

The impact of cars on the
environment

181

178

160

156

152

149

148

144

140

136

Car hire

Celebrity interviews and
car profiles

Best car accessories for
lifestyle activities

Transport alternatives i.e
car sharing etc

The impact of cars on the
environment

Best cars for travelling
with kids

Best car financing options

Best food and wine trails

Luxury cars

Family road trip activities
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Use motoring content to reach car buyers in their passion points 



Create unique motoring 
content and brand stories 
aligned to lifestyle passions 
or triggers 

Accumulated brand perceptions become crucial 
when one day something triggers the impulse to 
buy. 
Purchase triggers can come from functional or 
lifestyle needs. 
The lifestyle content passions of new car buyers 
are varied and they have high interest in reading 
automotive lifestyle content. 
There is an opportunity for marketers to cut-
through and differentiate their brand by 
communicating stories aligned to purchase 
triggers or lifestyle passions within lifestyle media 
environments such as travel, sport, food etc.



4. DEMYSTIFY 
TECHNOLOGY BY 

INSPIRING NEW CAR 
BUYERS ON HOW THE 

INNOVATIONS WILL 
ENHANCE THEIR 

LIFESTYLE



The latest technology is universally important when 
buying a new car

90%
a car brand at the forefront of 

technology is important in my car 

buying decision
(32% very important).

48%
it’s important for my car to have all the 

latest technology and gadgets

Source; News Corp ‘Driving Life’ Consumer Survey April 2018 n= 1,400 

Car price intend to purchase

$20 - $29k 86%

$30k+ 93%

Car price intend to purchase

$20 - $29k 41%

$30 - $49k 52%

$50k+ 58%



Source; News Corp ‘Driving Life’ Consumer Survey April 2018 n= 1,400 

Brands with the perception of being at the forefront of technology are 
seen more favourably by new car buyers

Perception of brands who are seen to be at the forefront of technology

Source; News Corp ‘Driving Life’ Consumer Survey April 2018 n= 1,400 

36%

22%

28%

48%

56%

48%

17%

22%

24%

Within the next year

In 1 to 2 years

In 2 to 4 years
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However, many consumers have little understanding of how 
technology can enhance their lifestyle and driving experiences

29%
“I get confused by the terminology and 
jargon used with new cars”

36% female 35% 18-34

23% male 28% 35-54

25% 55-74

47% 
of connected car owners don't even know that the 
features they have mean their car is classed as a 
connected car. 

Source; News Corp ‘Driving Life’ Consumer Survey April 2018 n= 1,400,  Kantar TNS Connected Cars, Disconnected Owners Study 



This mindset gap will grow wider 
as technology develops

Source; NRMA The Future of Car Ownership 2017, Kantar TNS Connected Cars, Disconnected Owners Study 

Autonomous vehicle introduction in Australia

The Present: 2017

Level 2 – Partial Automation

Some automated functions

The Future: 2018 – 2019

Level 3 – Conditions Automation

Hands off the wheel

2020 – 2024

Level 4 – High Automation

Driver no longer needed

2025 onwards

Level 5 – Full Automation

Steering wheel gone Bridge the gap

communicating relevance, understanding, trust 

and how to use technology will be more 

important than ever



Source; News Corp ‘Driving Life’ Consumer Survey April 2018 n= 1,400 

Close the technology 
communication gap by 
educating consumers how it 
will enhance their lifestyle

Having the latest technology is an increasingly important 
buying criteria. Brands that create the perception of being 
at the forefront of technology will be viewed more 
favourably. 

However there is low consumer understanding on how to 
use this tech and appreciation of the value of it.

There is an opportunity for marketers to address this gap 
and keep customers loyal by providing inspiration to car 
owners and buyers on how it will enhance their lifestyle. 

Establishing trust with consumers in this area will be 
imperative for success in the autonomous driving future. 



1. INFLUENCE
PREFERENCE 

Establish early 
brand preference 

within automotive 
passive 

consideration set. 
Amplify message at 
scale across News 
Corp’s print and 
digital network

2. FUEL 
PASSIONS

Inspire and empower auto intenders 
during their purchase journey through 
their lifestyle interests including news, 

travel, food, luxury, sport and home.

3. PINPOINT 
TRIGGERS

Focused 
motoring and 

lifestyle content 
on specific life 
events which 

prompt active
purchase 

consideration. 

Bridge the knowledge gap between future 
technologies and consumer reality today. 
Establish trust and demonstrate how auto 

technology can improve lifestyles

4. DEMYSTIFY 
TECHNOLOGY
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Despite the massive disruption that the automotive category is 

experiencing from alternate engine technologies, the convergence of 

connectivity and the possibility of driverless cars, the function of a car in 

our lives remains the same.

At News Corp we understand Australia’s lifestyle passions and the 

importance of motoring in enabling the pursuit of those passions, whether 

it’s news, travel, food, home, sport or luxury.

We know which content motivates, inspires, improves knowledge, and 

empowers consumers to feel confident that their car purchase will 

ultimately enhance their lifestyle. 

DRIVING LIFE

Connecting Automotive Brands with Australian Life

News Corp ‘Driving Life’ 
Customer Value Proposition It connects us to 

people and to 
places

It allows us to 
pursue our 

passions

It fuels our lives





FIRST 
CAR 

BUYERS 
GRANT

THE 
DRIVING 

LIFE JURY

GAME 
CHANGERS

GROWING 
FAMILY
NEEDS

WEEKEND 
ESCAPES

CAR TECH 
FOR LIFE

DELICIOUS 
DRIVES

CAR 
BOOT 
CAFE

FOOTY 
FINALS 
FEVER

DRIVE 
HER
SEAT

Connecting Automotive 
brands to Australian Life.

MODEL 
LAUNCH 
SUNDAY

SNAP 
AUSTRALIA

DRIVING
LIFE

CUSTOMER 
ORIENTATED

EDITORIALLY 
BACKED

ACCESSING 
NEWS 360

PLANNED FOR 
AGILITY

VOGUE | GQ 
RACETRACKS



CAR TECH 
LIFE HACK SERIES



Car buyers agree that 
technology is universally 

important when buying a 
car. However, many have 

little understanding of how 
to utilise it.

OUR DISCOVERY

GUIDING INSIGHT 
While variety offers choice, 
many audiences struggle 
to understand, let alone 
harness, the tech USP’s 

presented by 
manufacturers.

news.com.au takes 
the tech out of technology -
decoding & simplifying for 

our readers.

With 60+ brands in the 
Australian market each 
supporting a range of 

features, the tech message 
is becoming increasingly 

diluted.



The opportunityTHE OPPORTUNITY

News Corp will create an 
editorial series aimed at 

bridging the knowledge gap 
around car technology, its 

advancements over the years 
and the impact of these on our 

lives and on the lives of 
generations to come.



1. The shorthand 
manual

6. Seeing into
the Future

2. Mythbusting

3. Real people putting 
auto tech to the test

4. Experts share their 
insider know-how

5. Experiencing 
auto tech 

CAR TECH 
FOR LIFE

A 6-part series understanding 
the world of auto tech and how 
it can enhance our lifestyles now 

and for the future.

What you need to know about car tech when 
you don’t have time to read the manual.  
Breaking down jargon and terminology into a 
language that real people understand. 

A look under the hood as we 
explore our partner’s local or 
global test facilities, speak to 

leading tech designers and 
experienced architects.

Focused on mythbusting 
technology in the auto world 
and debunking misperceptions 
of car technologies. 

Quick steps and shortcuts to aid in 
mastering auto technology - how to 
self park, how to customise seat 
settings for each driver.

Auto tech novices utilise the guiding advice 
and take over the wheel to harness intriguing 
aspects of car tech.

A future perspective to understand the 
auto technology of tomorrow and how it 
will evolve and pivot from that of today.

The series will put our partner to the 
test covering their latest models 

tech, functionality and purpose as 
well as holistically what they are 

doing as a manufacturer in that space 
- using articles, video, and 

infographics to showcase these 
stories.



GROWING 
FAMILY NEEDS



When it comes to family, 
our audiences love tips and 
functional how-to’s to help 

them with the many 
demanding family needs.

OUR DISCOVERY

GUIDING INSIGHT 
A growing family has 
growing needs, and 

requires growing support 
throughout the entire 

journey. 

SUV sales dominate the 
market, and  connect these 
models with functional and 
emotional lifestyle needs of 

our audiences.

30% of our audiences say a 
change in family situation is 

a motivation for buying a 
new car.



The opportunityTHE OPPORTUNITY

Via Kidspot, the #1 trusted 
parenting site, we will develop 

a functional, practical and 
utility based content 

partnership that helps growing 
families get from A to B.



1. Understanding 
growing families

2. Lifestyle 
how-to’s

3. Take the quiz

4. Connecting to 
growing families 
segment

5. Amplify to 
the masses

GROWING 
FAMILY NEEDS
Understanding and appealing to 
the growing needs of growing 

families

Creating video content featuring 
our partner, we’ll demonstrate 
the functionality of the car, 
matched to a growing family’s 
needs - such as back seat space, 
car seat installation, safety 
features, parking assist, 
technology features for the 
family, boot space for a family 
road trip etc.

A bespoke interactive unit within our how-to’s will 
prompt users to understand how different car 
features appeal to their growing family needs.  Our 
partner will sponsor the results, and prompt action 
to consider a model that matches their family stage.

Video content can be owned and 
distributed across our partners 
owned networks for continued 

exposure.

Targeting our young and 
growing families through custom 

News Connect segments, we’ll 
maximise exposure of this 

partnership across our broader 
network.

An editorial series will be dedicated to 
the ever changing and growing family 
needs.  This series will be centred on 
parenting stage scenarios, matched to 
family growth stages, i.e. first time parents, 
pregnant with their second or third kids and 
needing to upsize.  This will act as the launch 
platform for our utility based content.

These will be created into 
snackable social video 
formats, extended on site 
and embedded into 
editorial articles. 



THE GQ | VOGUE
RACETRACK



Prestige as a concept 
extends beyond 

personalisation and into 
individualism as audiences 

crave self discovery. 

GUIDING INSIGHT 
In today’s always-on world, 

Prestige consumers are 
seeking heightened 

experiences that tap into 
their senses and help them 

reconnect with the 
present.

Luxury commands respect 
from consumers as a 

signifier for quality and 
achievement in design, 

technology, heritage and 
service.

Australians are among the 
most sophisticated luxury 
consumers in the world. 

And these consumers want 
to be, rather than have.

OUR DISCOVERY



THE OPPORTUNITY

GQ + Vogue will come together 
to leverage their influence and 

authority by developing an 
authentic, hyper auto 

experience that takes Prestige 
audiences to the track for a 
moment they will want to 

remember and share.



xx

xx
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xxxx

xxx

xx

xxx

Engage

Snap Australia is a celebration of 
everyday Australian life. 
A national opportunity that engages 
communities, Snap Australia is about 
getting everyday Australians to share 
images of what they love, about where 
they live.  

Our partner will be invited to 
sponsor the lead up and day, visit 
the places locals have snapped from 
the best coffee at Marrickville, to 
the perfect sun rise over Manly 
Beach. 

The images are shared and amplified 
across our network in and around the big 
day to connect Australians with 
community pride

1. THE DRIVE 
EXPERIENCE

THE 

GQ | VOGUE 
RACETRACK
Leveraging our brands and 

authority to deliver authentic 
experiences, influencers, 

content & PR

Introducing, the GQ | Vogue racetrack. The 
Editorial team at GQ & VOGUE Australia will 
challenge their influential circle of friends to 
a thrilling time challenge around the GQ and 
Vogue racetrack. network.

2. THE INFLUENCERS
The NEWS PRESTIGE NETWORK will ensure that your campaign is 

underpinned by our editorial and contributors. 
We will utilise key influencers to showcase and promote the experiences, 
and identify them through our influencer marketing platform SCRUNCH to 

find influencers that suit our partners needs. 
These influencers form a critical part of the partnership with third-party 

content being amplified via their social platforms as mini-ambassadors of the 
auto brand. 

3. THE VIDEO 
STRATEGY

Our brands will create a 3 part video content 
series brought to you by our partner brand. 

Content will be focused on immersing 
consumers in the thrilling racetrack 

experiences. These videos will also speak to 
some of our partners key style and technology 

features in their latest models. 

The video will be complemented 
by rich media contextual 

placements driving your brand 
messaging. Tapping into your 

audience at every interval - all 
content will be amplified via 

social, editorial, newsletter and 
off-network amplification to drive 
the utmost exposure to the video 

series. 

The event can be captured through 
video, image gallery, and written 
commentary that will be delivered via 
high impact and amplified across our 
Prestige network. 



FIRST CAR 
BUYERS SCHEME



Safety experts indicate 
older vehicles are involved 
in fatal crashes 4 times the 

rate of newer cars. 

OUR DISCOVERY

GUIDING INSIGHT 
Young home buyers have a 

government-funded first 
home buyers scheme. 
Based on the road toll 

statistics we should really 
consider advocating for a 
first car buyers scheme

Older vehicles (built before 
2000) make up just 20% of 

our car park but are 
involved in 33% of crashes. 

Young drivers are 
overrepresented in the road 

toll, and often have the 
least protection due to 

budgeting constraints that 
come with new vehicle 

ownership with the latest 
crash protection 

technology. 



The opportunity
THE OPPORTUNITY

News Corp understands how 
important it is to put our most 

vulnerable drivers in safer cars. 

We need to shed light on the 
current safety situation whilst 
spearheading positive change 

within our communities.



1. Pulse 
of the nation

2. State the 
problem

4. Tech & safety 

5. Advocate 
for change

6. Consumer 
participation

FIRST CAR 
BUYERS SCHEME

Advocating first car buyers 
access & affordability for 

safer cars on the road

Our editorial poll will gauge 
community perception of young 
drivers behaviours & attitudes on 
the road, the barriers and 
limitations as well as their 
understanding of technology and 
safety. 

Mastheads will create editorially led 
stories based on the poll insights to 
shine a light on the vulnerability of 
young drivers.

This will act as a launch platform for 
the First Car Buyers Scheme 
advocacy program, engaging the 
community to get behind the cause 
and support our efforts in 
championing this issue.

Motoring experts from both News Corp and 
our partner provide expertise and analysis 

on the survey and current state of the 
nation when it comes to young drivers.

They will speak to the evolution 
of tech and how it’s positively 
impacting safer roads, and the 

tech you need to 
feel safe.

Via a nominated hashtag, we want 
our audience to rally behind the 

cause and create a social 
movement to encourage the 

Government to introduce better 
financial support. 

Australians nationwide will be 
encouraged to get involved.

Via our broadcast partner we will 
interview corporate and political 
figures, challenging them to get 
behind and support the First Car 
Buyers Scheme in a call to arms.

3. Partner
Integration

Our partner will be associated 
with all communication, from 
the scheme, brand lockups, 
branded write ups, 
infographics and 100% space 
around both print and digital 
content.

http://www.abc.net.au/news/2018-01-01/road-toll-young-people-

driver-behaviour-texting-drugs/9291678



THE DRIVING 
LIFE JURY



Reviews are mainly done by 
motoring experts rather 

than by those who reflect 
and relate to our functional 
and emotional car buying 

needs.

OUR DISCOVERY

GUIDING INSIGHT 
Reviews that reflect our 

need states, our lifestyles 
and our mindsets have the 

power to truly influence 
our buying behaviours.

We know 98% of auto 
intenders actively engage 

in lifestyle content 
everyday, while only 44% 

engage in motoring.

Trusted reviews are 
important influencers in car 

buyers’ decision making 
process.



The opportunity

THE OPPORTUNITY

Let’s redefine the word ‘expert’ 
in car expert reviews by 
establishing a panel of 

influential voices that reflect 
key life stages and mindsets of 

car buyers today.



1. The Real 
Mum

Our Kidspot Mums will represent the “Real 
Mum” on the jury, ready to test and review a 
car model and share their family experiences 
in a day/week in the life of.   Her review will 
feature on kidspot.com.au and accessible 
across the sites’ social pages.

2. The Tech-
splainer

Taking on the role of our tech 
expert, this person will appeal a 
broader audience who is actively 
interested in learning about 
about an individual car model’s 
technology features.  This 
feature will appear across 
news.com.au.

3. The 
Trendsetter

Trendsetters will appeal to audiences 
who are interested in style, followed 
closely by how it will fit into their 
lifestyle.  They will take the car on the 
road, profiling it through unique style 
and design features. Led by and 
reviews posted across GQ + Vogue.

4. The DINKS
Our DINKS will be enlisted to provide 
their analysis of a car model through 

their own and shared experiences with a 
car. These experiences will encapsulate 

their urban lifestyle, navigating the 
streets of their city and beyond as they 

work hard and play harder. This will be a 
socially led video activation using our 
Facebook platform sponsored by our 

partner.

5. The Empty 
Nester

Road testing cars suited to their 
‘downsizing’ life stage, when there’s 

no more ferrying kids to weekend 
sport activities, and weekends now 

consist of road trips away and 
reclaiming me-time.

These reviews will extend into our Friday 
Motoring Section within the national 

masthead print publications, 
incorporating additional expert analysis 
from a Motoring expert and images and 

content for our partner.

6. Culminating 
on Friday in 
Motoring

THE DRIVING 
LIFE JURY

The dedicated motoring panel of 
writers representative of key 

audience life stages



GAME CHANGERS



The time is ripe for relatable 
stories of female 

perseverance and 
accomplishment.

OUR DISCOVERY

GUIDING INSIGHT 
Sporting heroes remain 

some of the most 
influential icons to teach 

and inspire us both on and 
off the field.

Most women feel as though 
auto manufacturers  don’t 
currently connect, speak to 

or understand ‘her’.

We are a sport obsessed 
culture, regardless of 

gender.



THE OPPORTUNITY

Let’s leverage our front to back 
page sport coverage to 

celebrate the female sporting 
heroes of today and shine a 
light on some of the more 

important challenges faced on 
their path to greatness. 

Because the journey is just as 
inspiring as the destination.



1. Game 
changer launches

2. The Icons3. Swoop 
sponsorship

4. Grassroots

GAME 
CHANGERS

The moments beyond the 
game that changed the 
trajectory of our female 

sports heroes forever 

A launch to announce the Game Changers 
series - a section each week dedicated to 
top performing female athletes today,

We will then go local, featuring some of 
our own female athletes inspiring the 

next generation of sporting stars by 
spending time in their communities, 

teaching them skills and sharing personal 
stories of triumph in their efforts to 

‘change the game’.  

Each week we will highlight a 
different athlete and cover 
their story. We will journey 
around to different places that 
impacted this athlete’s growth 
and provide the ability to 
showcase the partner’s car 
throughout the interviews.

Our partner will also own SWOOP -
the dedicated home for Australian 
women in sport for 3 months where 
the content of our icons will also be 
housed.

For our partner who may have 
their own female sporting 

ambassadors, this would be our 
first port of call for talent 

inclusion.

This content will be created 
and pushed out across both 
print and digital to maximise 
eyeballs.

and exposing some of their 
untold stories that changed 
their path forever.



WEEKEND ESCAPES



However, recent stats show 
that Australians aren’t 

taking their annual leave. 
Audiences may want to 
take a holiday, but aren’t 

prioritising it.

OUR DISCOVERY

GUIDING INSIGHT 
Concepts like escapism are 
heavily valued, but can feel 

less and less tangible in 
today’s fast paced world.

Our consumers are always 
calling out for travel 

content that inspires, and 
importantly provides utility 

to their day.

Holiday dreaming and 
planning is constant. 

75% of our audience are 
constantly thinking about 

their next holidays.



The opportunityTHE OPPORTUNITY

Our leading news and travel 
brands will come together to 

make escapes more attainable 
and achievable.

Escape and our mastheads 
together will develop a 

dedicated weekend escapes 
initiative to inspire drive 

getaways for any occasion.



1. National survey 

2. Ambassador 
weekends

3. The Weekend 
Escape series

4. Top 10

WEEKEND 
ESCAPES

An inspirational weekend drives section 
anchored in escape.com.au and aligned 

with the Metro Motoring section

News Corp editors will curate a 
Top 10 Aussie Weekend Drives 

list. Each location will be 
featured in a bespoke module 
which is then embedded into 

sponsored content. 

Our editorial polls will aim to understand 
Australian weekend escape choices, and 
any barriers that Australians face around 
escaping for the Weekend

Relevant ambassadors will 
develop a content series 
designed to target key themes/ 
life stages/ purchase triggers. 
Each ambassador will share their 
favourite driving weekend 
including tips on where to Eat, 
Stay & Play. 
Written and video content 
will be produced with the 
partner vehicles, front and 
centre.

5. Consumer 
promotion

Written and produced in collaboration with the 
brand partner, this long form native content series 
will drive awareness and consideration by 
providing seasonal driving holiday inspiration. 

Readers will be invited to vote and win one 
of the Top 10 Weekend Escapes, facilitated 

by the brand partner. 



FOOTY FINALS
FEVER



1 in 2 men read the sports 
section in the news first.

40% of fans are more likely 
to buy a brand that is 
associated with their 
favorite team/code.

OUR DISCOVERY

GUIDING INSIGHT 
It’s no longer just about the 

live game, it’s about 
everything that surrounds 

it where the thirst for 
content means consumers 

expect an immediate 
always on dialogue with 

the sport.

News Corp sport reaches 
5.6M AFL & NRL fans (89%) 

and covers sports news 
beyond the game. 

Sport is the 2nd main 
interest (after news) for 
males who are new car 

buying intenders.



The opportunityTHE OPPORTUNITY

News Corp Sport have the 
ability to own conversations on 

and off the field around
Final time. 

Let’s leverage the national 
excitement and passion that 

comes with Footy finals to 
position our automotive 

partner in the heart of 
the action! 



1. THE LEAD UP

2. THE 
AFTERMATH

3. BEHIND 
THE GAME

4. GAME DAY

FOOTY FINALS 
FEVER

Leverage national excitement 
by owning code coverage and 
conversations around Footy 

Finals

Key insights into the upcoming match 
showcasing 3 key players reaching  
3M Footy fans across 4 Metro Mastheads.

● Sponsored content module
● Aligned QPS strip features on 

Game Day Preview page 
● Delivered in press on day of 

finals game

Spotlight on the game changers and 
influencers through a multiplatform 
integrated opportunity. 

The Drive To The Finals: this series will 
unpack the season that was the high and 
lows, and the defining plays and players 
that were the driving force of the team.

Become the Match day exclusive partner

● Digital: Site Eclipse aligned to 
Footy Finals Game Day

● Print: Full Page in Sport on 
corresponding game day

● Bespoke content series showcasing 
sporting talent/ teams/ athletes

● Guaranteed Page Views 
● Accompanying display media 

sponsorships, inclusive of AFL/NRL 
section sponsorship and footy fans 
audience targeting

● Sponsored content module featuring 
a key player and their stats within the 
Finals Preview Guides, weekly finals 
teams, and online in-article.

● Strip alignment 
● “Brought to you by” logo integration 

on interactive in-article 
● Audience targeting (AFL, NRL) 

display advertising across the 
News Corp Network



DRIVEher
SEAT



74% of women say they feel 
misunderstood and that 
more often the content 

marketing surrounding the 
auto category hasn’t 

considered HER needs, 
wants and values.

OUR DISCOVERY

GUIDING INSIGHT 
It’s difficult for her to 

connect with a model or a 
vehicle when she can’t see 
herself in the driver's seat.

She is extremely considered 
in her approach to buying a 

car during all life stages.

53% of car purchases are 
made by women who also 

count for 85% in influencing 
the decision making 

process. 

Engaging her has never 
been so important.



THE OPPORTUNITY

Incorporating her motivations 
and lifestyle needs in our 

approach to create a women’s 
focused motoring partnership 

that puts her in the driver's 
seat.



1. On the 
road

In an interview style series, our host will go 
on (and off) road, with some of Australia’s 
most talented and empowering women. 
We’ll learn about their journeys supported 
with subtle car integration exposing 
individual features and daily uses like 
packing the boot, 

doing the school pick up, the full weekend 
schedules, talking on hands-free or using 
park assist.  The content will be inspiring.

2. Empowering 
her

Acting as a companion piece to the video 
content, we’ll extend the series through 
on-site native articles aimed at 
empowering her when it comes to car 
choices based on individual life stages (i.e. 
career development, parenting, 
relationships, city vs suburban living).
She will very quickly start to understand 
the cars that suit her needs.

3.  Podcast 
series
We’ll take a closer look at the broader 
themes that arise from on the road and 
expand on these through expert 
commentary and candid discussion.

4. Activate

Confidence and empowerment go hand in 
hand.  The DRIVEher series aims to empower 

women, helping them find self confidence.  
When it comes to choosing a car, a key 

motivator in feeling confident behind the 
wheels is the safe environment it provides. 

With this in mind, we’ll host a safe 
driving day at a local race circuit, 

putting her in the driver's seat of the 
automotive sponsor’s car models, 

allowing her to ‘try before she buys’.

DRIVEher 
SEAT

In 2018, we are putting HER 
in the driver seat!

Hosted by the DRIVEher Seat video 
series host, we’ll interview the women 
featured in the series to get a deeper 
view of the driving forces behind their 
life choices.



MODEL LAUNCH
SUNDAYS



SUNDAY MINDSET
We have looked into the 

sunday mindset and know 
Sundays deliver positivity 
peaks, higher receptivity 

and inspiration.

OUR DISCOVERY

GUIDING INSIGHT 
Sundays is an opportunity 
to deliver mass scale and 
tap into a receptive and 

actionable Sunday mindset 
for potential Aussie car 

buyers. 

News Corp reaches 85% of 
the total auto intender 

market. We therefore act as 
an authority on the content 

they consume and how 
they consume it. 

With 80% of car intenders 
choosing a brand from their 

initial shortlist, cutting 
through with impact, 

memory and reach is a 
must, especially for new 

models.



The opportunityTHE OPPORTUNITY

News Corp delivers against the 
rich Sunday mindset. 

In alignment with news 
consumption peaks and our 

national breadth we have the 
ability to create mass impact 

and memory at scale for model 
launches on a day that is truly 

influential in driving 
behaviour. 



1. Owning Sunday 
front page 

2. Display
Exclusivity 

3. Video 
Exclusivity

4. News 
Homepage 
takeovers 

MODEL 
LAUNCH 

SUNDAYS
Owning the rich Sunday 

mindset and conversation

Mega wraps across Metro mastheads will 
deliver high impact and maximum cut 
through. 
Combined we can reach 6M Australians 
across our Sunday mastheads.

Our partner will get access to 
a site eclipse on Sunday - a 
total buyout of news.com.au 
for 1 day, the highest reaching 
news site in the country.

1.1M unique viewers in a day 
on news.com.au 

This also extends into video with a video 
eclipse for 2 hours across our entire 
video pre-roll inventory. 

3.1M UA in 1 day

Homepage takeover for 1 day 
of all our news websites.

620 UB
3.2M imps

5. Sunday 
Masthead 
custom title

6. Sunday 
mag strips

Contour/Intrusion creative shape 
in our high indexing Sunday 
content mags.

Branded custom title of our 
Sunday masthead to create 
impact and intrigue on 
Sunday. 



A LOCAL
VOICE



News community papers 
are seen as one of the most 

trusted mediums for car 
brand messages.

2 ½ times more trusted 
than the media average. 

OUR DISCOVERY

GUIDING INSIGHT 
Local communities are like 
living organisms, the more 

we nurture them - the 
more they thrive.

Advertising in the local 
paper increases 

consideration and 
preference for new or used 
cars like it does for brands 

and products.

News Corp has been an 
integral part of Australian 

communities for more than 
100 years, delivering mass 

scale on a hyper-local level.



THE OPPORTUNITY

News Corp owns the local news 
agenda. 

Let’s leverage this connection, 
familiarity and trust to build 
better connections with local 

audiences and importantly 
local dealerships.



ON THE ROAD WITH

SNAP 
AUSTRALIA

Capturing and celebrating 
Australian community life

1. Engage

2. Activate

3. Connect

Snap Australia is a celebration of 
everyday Australian life. 
A national opportunity that engages 
communities, Snap Australia is about 
getting everyday Australians to share 
images of what they love, about where 
they live.  

Auto brand to be integrated across 
Snap Australia’s editorial content, can 

be across potential print, social and 
online assets. 

Client access to widgets to features 
these on any online assets and a 
section on your Facebook page. 

The journey will start from jumping in the car, driving off the beaten 
tracks, spotting local attractions, hidden scenic spots and inspiring locals 

to capture these moments. Auto brands will help uncover these 
memories and experiences creating connectivity with our readers.

Using talent (or partner’s talent) to turn Snap Australia’s images into experiences. 
We will follow talent by touring Australia, discovering the local magic that makes 

these places unique.

Our partner will be invited to 
sponsor the lead up and day, visit 
the places locals have snapped from 
the best coffee at Marrickville, to 
the perfect sunrise over Manly 
Beach. 

Events & activations in 
collaboration with our partner and 

our editorial network, we will 
bring in Auto talent to the Snap 

event for live demos/car 
immersion activations and 

capturing locals to share images 
of what they love about where 

they live. 

The images are shared and amplified 
across our network in and around the
big day to connect Australians with 
community pride.

https://www.instagram.com/p/BbxUAb6DyWV/
https://www.instagram.com/p/BbxUAb6DyWV/
https://twitter.com/TonyAbbottMHR/statuses/933104721958547457
https://twitter.com/TonyAbbottMHR/statuses/933104721958547457


DELICIOUS
DRIVES



ROAD TRIPPIN’

Foodie road trips are the 
highest ranked lifestyle 
motoring content for 

audiences.

OUR DISCOVERY

GUIDING INSIGHT 
Food and experiences are 

more commonly seen as one 
in the same. They have the 

power to inspire and unite us 
and create powerful 

memories that last a lifetime.

FOOD IS LINKED TO 
EXPERIENCE

Our audiences are specifically 
seeking authentic and honest 
food experiences more than 

ever before. 
4.7 million intend to go on a 

foodie holiday in N12M.

WE ARE A FOOD 
OBSESSED NATION

½ are foodies
60% say food is their 

biggest pleasure 
⅔ dine out more than twice 

a week



The opportunityTHE OPPORTUNITY

Our editorial team at Delicious 
will embark on a series of 

foodie road trips to develop the 
ultimate guide to the most 

delicious food journeys across 
Australia. 



1. Studio 
delicious

2. The Series

4. Owning 
Delicious Travel

5. Extending 
in Print

6. Amplified 
to Food Corp

DELICIOUS 
DRIVES

The ultimate seasonal road-trip 
guide for food obsessed Aussies 

across the nation

As part of our delicious Drives partnership 
our automotive client will receive 

exclusive ownership of delicious Travel for 
a 3 month period including bespoke 

integration across the platform

Utilising the breadth of Taste, Best 
Recipes, Kidspot Kitchen and Super 

Food Ideas to access and connect with 
our broader Food Corp network.

A new Studio delicious segment tailored 
to the automotive category entitled 
Delicious Drives will launch across our 
digital site.

Taking an aspirational lifestyle approach, each 
segment will focus on the scenic car journey 
and the vehicle in which the team are travelling 
in as well as the destination, uncovering all of 
the foodie hotspots worth driving to.

Audiences will follow our editors 
as they embark on road trips to 
uncover delicious destinations in 
Australia giving our audience all 
of the insider knowledge they 
need to head on their own foodie 
road trip discovery.

A delicious Drive Foodie 
Road Trip guides and maps 

advertorial series with 
‘brought to you by’ logo 

association will be extended 
through our weekly and 

monthly print editions. 

3. Integration

Coverage of both of the trip and 
inside the car will take place.
We can also integrate car 
technology helping enable 
better trips.



CAR BOOT
CAFE



Food is a key passion point for 
auto intenders and Taste being 
the #1 food site, we know what 
is trending and what resonates. 

OUR DISCOVERY

GUIDING INSIGHT 
With busy weekend 

schedules, we need to inspire 
mealtime planning in a 

unique way for busy families 
and importantly make it feel 

easy.

Premium convenience and 
ease continue to be top of the 
list when it comes to planning 

family mealtime.

Consumers trust and rely on 
food content that solve their 
meal dilemmas on demand -
we are in a state of busyness 

and need fast solutions.



The opportunityTHE OPPORTUNITY

We’re getting Taste for the first 
time ever to hit the road to serve 

Australian families the best dishes 
that month from taste.com.au, 

right out of the car boot!



1. The 
takeover

2. Taste hits 
the road4. Local 

Coverage

5. Owned content

CAR BOOT
CAFE

Taking the top trending family recipes from 
our site to the boot as the Taste team hijack 
family focused events to show families how 

simple it can be to feed many hungry 
mouths, straight from the boot.

Our metro and local 
community titles will also 

cover the activations as they 
happen across relevant local 

areas.

Taste team will identify a local family friendly 
festival that best aligns to the client’s 
objectives. 
Events could include: Outdoor cinema, Queen 
Victoria Market family fun day, weekend 
sporting fields…

Long-form video will be created capturing the 
Taste team from start to finish - packing up the 
car, chatting inside the car on their journey, 
unpacking car and activation finishing at 
packing the car back up and will be housed 
within an article on Taste.com.au

3x cutdowns created and seeding across the 
network.

taste.com.au talent will pack up the 
car and drive to a local family 
friendly festival putting the car in 
the spotlight in a real life scenario 
with the target audience. 

Talent to create new recipes with 
trending ingredients for the activation 

that can be owned by the client.
A mix of recipe collections and gallery 

content will be created to align with 
lifestyle interests of the audience.

3. Video content

**8  perfect picnic basket ideas you 
can pack on the go, 12 mess-free car 
snacks you can make ahead of time.

This will happen somewhere they can 
drive to, park up and serve a mix of 
freshly cooked meals straight from 
the car-boot and pre-prepared mess-
free car-friendly snacks.



THANK YOU



Our reach on “Auto intenders in the next 3 years”

3.66 
million
(56.2%)

2.04 
million
(31.3%)

2.54 
million
(39%)

1.84 
million
(28.2%)

353k 
(5.4%)

2.77 
million
(42.5%)

1.93 
million
(29.6%)

820k
(12.6%)

685k 
(10.5%)

476k
(7.3%)


