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BRIEF

Due the pandemic, the print version of Toyota Connect magazine was discontinued and a digital
platform was created to host articles and digital content. Dentsu Creative was tasked by Toyota
South Africa Motors (TSAM) with relooking the digital offering with the aim of creating a lifestyle
content-driven microsite. It was important to the client to provide the look and feel of a print
publication in a digital environment but without, what they felt, was an outdated and ineffective
digi-mag solution. An important consideration was that the solution had to be mobile first, as 78.6%*
of South Africans access the internet from their mobile phones.

(*South Africa: mobile internet user penetration 2018-2027, www.statista.com)

The primary project objective is to provide a lifestyle-led digital content platform to share the habits

and experiences associated with driving a Toyota. The website is not intended to be a motoring

portal, rather a space in which current (and potential) Toyota consumers can access and enjoy

relevant content and connect with Toyota. In addition, we committed to the following objectives:

1.

Grow an online audience on the website and repackage the website's content to drive
reach on social media.

Share brand-aligned content to grow brand awareness, keeping in mind the audience is
time-starved and overloaded with information

Deliver clear narratives around the lifestyles associated with the vehicles; And indirectly to:
Use data to make informed, smart, targeted content decisions

Deliver on personalisation and, therefore, relevance

Capture first-party data through content that the customers choose to consume to build a

Mmailer database




SOLLUTION

With a strategic pivot in how content is planned and amplified,
we aimed to solve a few key challenges by understanding what
motivates and inspires people and how to build a content
ecosystem that adds value to the Toyota customer’s personal
life and brand journey.

We started by researching the Toyota audience. The brand has a large and very loyal following and a
clearly defined audience. But this audience had until now been defined by their car-buying behaviours
rather than by how they consume content. So, within the overarching audience, using proprietary CCS
data that unpacked demographics and psychographics, we identified six new personas that would
require more targeted content. By truly understanding the customer, our approach is tailored per
segment with content that is connected, personalised and contextualised for bespoke user journeys,

from the Adrenaline Junkie to the pragmatic Sedan Driver or Active Urbanite

Taking these personas and their interests into account, we crafted a variety of digital touchpoints
around the larger Toyota ‘lifestyle’ to encourage brand awareness and grow loyalty. These touchpoints
informed the website's navigation tabs, the introduction of rich media and an amplification strategy to

disseminate the content on social media and via emailers.




RESUILTS

We reskinned the site that existed. This entailed a redesign to
allow for an arresting magazine look and feel, and revised content
categories to ensure the client’s and brand’s needs are covered,
while simplifying the user journey.

The print-quality content portal, which is mobile friendly, offers new functionalities and features; simplified
navigation tabs; enhanced CMS; upgraded search and tagging capabilities to ensure content is easily
searchable and is optimised for SEO; and rich media.Navigation tabs were updated to cover the various
touchpoints: Leisure, Experiences, Explore, Environment, News and Drive (with a sub-nav under Drive of
Latest Models, Motorsport and Heritage). A new Guest Editor / personality video page was created, which

weaves in influencer voices into the content for authority and credibility.

The process included thorough security testing; implementation of Google Analytics 4 tracking and

tagging; creation of social media assets; and a third-party mailer strategy.

In addition, ongoing targeted social media (Facebook and Instagram) has been implemented to drive

traffic to the Toyota Connect site and increase reach.




RESUILTS

/ HOW WE ARE GROWING BRAND AWARENESS AND I.OYALTY

1. ‘Newsy' articles cover the latest launches and news in the world of Toyota
2. We depict the lifestyles associated with the various vehicles though photoshoots

3. Associate personalities / influencers with vehicles
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BEST CARS FOR NEW DRIVERS
DO YOU HAVE A NEW DRIVER IN THE HOUSEHOLD?

TOYOTA HAS A MODEL FOR EVERY TASTE AND
BUDGET.
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When buying a car for a newly licensed driver,
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When buying a car for a newly licensed driver,
price, fuel consumption, safety, maintenance plan
and service plan are important considerations. And
of course, anyone getting behind the wheel of their
own car for the first time, undoubtedly wants a
vehicle that suits their style and personality.
Nowadays all these requirements come standard
from Toyota, which offers a wide range of fun, but
safe rides for new drivers.

TOYOTA

TOYOTA CONNECT

Comedian Nicholas Gollath takes the new GR Yaris
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At pace around the Cerotek track. Watch his reaction
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ALL YOU NEED TO DO 1S SUBSCRIBE TO OUR

— @ NEWSLETTER!
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Fancy a stay in a luxurious apartment in Stellenbasch? Simply sign up 1o receive our monthly newsletter by submj

details below and you will automatically be in the draw to win a midweek twa-night stay for two at Eendracht H
Apartments!

SUBSCRIBE TO TOYOTA CONNECT
* indicates required
Email Address *

First Name *

Last Name *

SUBSCRIBE

Toyota South Africa Motors (TSAM] respects your privacy and is committed 1o protecting your personal inform
global data protection standards. To understand how we process and protect your information we encourage
our Privacy Notice By clicking subscribe you agree to TSAM processing your personal information for the purp

Already a subscriber? Then you are already entered! Current Toyota Connect subscribers are automatically ente
ABOUT EENDRACHT HOTEL & APARTMENTS

Eendracht Hotel & Apartments is an elegant, luxurious establishment situated in the heart of the oldest part of
within walking distance of excellent restaurants, coffee shops, museums, art galleries and theatres, as well as s
rugby grounds. Its locatian makes it an excellent base from which to explore Cape Town, the Cape Winelands, t
and the beautiful west coast with its magnificent wildflower displays. Cape Town International Airport is just a J
away.

¢ LY &
ol el
{ "'\“ £y
i KIS R

5
?
5}
f.ﬂ‘.

1

N
e =5

The Eendracht enjoys a rich history. The original building — a small two-roomed cottage — was built in 1710. Noj
by the Lutz Trust and staying true to the original architecture. it boasts 13 ensuite bedrooms and three newly r

catering units in a restored 1928 art-deco-styled house.
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chic Franschhoek towards the end of 2021,

The tenacious 29-year-old chef and his two dynamic
business partners, sisters Absie and Mandlakazi
Pantshwa, have great plans to shake and stir the
South African food scene with a contemporary
African eatery that

showcases underutilised local ingredients, modern
and traditional recipes and all that is Africa. It'll be
the first restaurant of its kind to open in the area
and this trio of co-owners couldn’t be more excited
at the prospect.

N & TR
PLAYING WITH FIRE

“It's been a long time coming,” Vusi says. He
explains how the restaurant's first iteration was
dreamed up over an informal lunch meeting in
Johannesburg in 2018. “We wanted to do a pop-
up restaurant in Franschhoek with this exact same N
ethos, so it's taken a bit of time and a lot of
research to sharpen our offering and arrive where
we're at now. | saw it as an cpportunity to showcase
what | really wanted to do with cuisine. | love
cooking with fire - it's unforgiving, there's no
medium setting. It is what it is. The food is really




THE RESULTS IN NUMBERS :

Since the new-look site launched on 18 January 2022 until 29 August 2022, the numibers show:
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2,061,120 total number of people to have seen the content across the Connect ecosystem

4,52% average engagement rate on social media
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THE SPIRIT OF
PAKAR

I FHE LFAD UDR 70 THE 44TH EDITICGM
LiE THE EUFLLING BACE, WE ARE
REMINGED WHY THE DAaKAR
FASTIMNATES THE WaRLD

R0.81 CPE 61% iower than benchmark set by paid media agency
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THE SPIRIT OF DAKAR

IM THE LEAD UF TO THE 44TH EDITION
OF THE GRUELLING RACE, WE ARE
REMINDED WHY THE DAKAR
FASCIMATES THE WORLD
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total website users 5 60/0 o2 shar

growth QoQ

total website sessions

growth QoQ @
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Meow known as The Dakar, the firs
Pans-Dakar Fally was held in 1975
world-famous endurance rally,
fecogrised as the most gruclhing
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NEWSILETTERS

We have grown the newsletter database
from ) to 2,270 subscribers in
just three months.

‘Congratulations on the re-skinned Toyota Connect
website. Not only is this just how | imagined | wanted
the sites to look (how you were able to take my brief
and make it a reality is a true miracle); the content
is equally as entrancing - once you start reading you

can't stop. ??

- Clynton Yon, Senior Manager Marketing Corporate
Communications, Toyota South Africa Motors (TSAM)
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Dear [first name]

behind the wheel and drive!

In case

Toyota Connect

TAKING THE
HYBRID LEAP

Sports broadcaster Cindy Poluta
took the Corolla Cross Hybrid for
a spin in Jozi to see what all the
fuss is about

WATCH

you missed some of our
as she explored Jozi's funky Braamfontein in

Connect with Toyota and connect to the good life.

1 platform we share al

recent aclivities, we cau

CALLING ALL HIKERS

Toyota fans love being on the road in their trusted vehicles, and their cars are a key part of their
lifestyles. On the Toyota Connec

Il the amazing things that make us want to get

ght up with Miss Soweto Ludina Ngwenya

her zippy Starlet

KATLEGO MLAMBO

AND BIKERS THRILLS

GASTRONOMES

The innovative Sky Trails in

Plettenberg Bay features exciting

Don't miss Chef Miambo's pop-up

routes for mountain bikers eatery at the vibey Marabi Club in

runners, hikers an:
a glorious setting.

READ MORE

d trail walkers in Jozi's Maboneng. He's only there
until the end of June!

READ MORE
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Dear [first name]

We just can’t stop exploring this beautiful country we call home. As Ralph Waldo Emerson once said,
“It's not the destination, it's the journey” and this couldn’t be truer when it comes to the Karoo. Instead
of whizzing through it en route to your end goal, take it slow as we did — you'll be pleasantly

surprised!

When you connect with Toyota you connect to the good life, and this month that life was good! Check
out the vibes with local musos Bouwer Bosch from Straatligkinders and Majozi, who chose to film
their latest music video while being transported in the luxe Toyota Quantum.

Our Toyota tribe has spoken! We know many of you are outdoor enthusiasts, so we pinned down
MTB pros Matt Beers and Tristan Nortje from Team Toyota Specialized, to chat about their training
schedules and get the inside track, so to speak, on their fave local trails.

Toyota Connect




TOYOTA CCMECT www.toyotaconnect.co.za




