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Newspapers double brand commitment and drive website
traffic for Vauxhall Tigra

A case study
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Objectives of the test

To evaluate the ability of newspapers 
to fulfil a brand-building role. 

To provoke re-appraisal and thereby 
increase consideration among a 
young female target
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The campaign was tracked amongst a 
national sample of ABC1 women aged 25-
65 years (with a core target sample of 100 
women aged 25-35) who were planning to 
buy a new car in the next 3 years. 

Hall & Partners’ research measured the 
target’s relationship with Vauxhall Tigra
pre to post the advertising. The main 
scaled measures included:

Brand commitment: likelihood to 
purchase Vauxhall Tigra
Brand Re-appraisal

The results were analysed by those who 
had been exposed to:

– Newspapers only
– Magazines only
–Posters only

Trackingthe advertising
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Newspapers achieved double the increase
in brand commitment among young 
women, compared to posters & magazines 
together.

Newspapers drove a 39% uplift in unique 
visitors to Tigra pages on the Vauxhall 
website 

Newspaper ads worked hardest to drive re-
appraisal and brand values

Newspapers reinvigorated perceptions of 
Tigra and strengthened attitudes to the 
overall Vauxhall marque.

The Findings– The top line
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Vauxhall endorsed the use of newspapers for brand building

“The Tigra newspaper campaign 
challenged many of the 
preconceptions people have about 
newspaper advertising. We had a 
young female target audience, the task 
was to build brand values and re-
appraisal, and we ran unconventional 
advertising for the category. But on 
key measures, it worked”

Martin LayMartin LayMartin LayMartin Lay

Marketing Planning and Research Manager, 
Vauxhall
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Detailed results
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Newspapers double the increase in 
brand commitment among young women

Among the young female core 
target, newspapers drove double 
the rise in brand commitment
achieved by posters and 
magazines together.

The newspaper campaign 
increased purchase consideration 
by 6% points (Wave 2a-Wave 2b). 
Whereas posters and magazines 
only added 3% points (Wave 1a-
Wave2a)
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Newspapers best at driving brand commitment for all ages

Seeing newspapers advertising also 
had a higher impact on brand 
commitment than either magazines 
or posters, among the broad sample 
of women aged 25-60. 

Brand commitment for the 
newspaper sample was +15% 
points versus pre-campaign 
level.

Source: Hall & Partners
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Newspapers drive 39% increase in Tigra web traffic

Unique visitors to the Tigra
pages of Vauxhall’s website 
increased by an impressive 
39% as a direct result of the 
newspaper campaign.

(After accounting for effects 
of online advertising)

Source: Sophus3
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Newspaper ads work hardest to drive re-appraisal

The newspaper ads were salient, 
surprising and different from the 
norm. 

Unconventional creative 
resonated strongly, and was 
enjoyed for being funny and 
original.

Source: Hall & Partners
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National Newspapers enhance emotional involvement

Newspapers and magazines had 
nearly twice the impact on brand 
involvement of posters.

Newspaper ads were also the 
most effective at enhancing 
brand values – 38% of the 
newspaper sample felt more 
emotionally connected with the 
brand compared to 31% for 
magazines and poster 
campaigns. 

Source: Hall & Partners


