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Netwerken wordt makkelijker

2.855 @ 0}

Connecties weergeven  In de buurt (UIT)

Contacten

Geen openstaande uitnodigingen Alle beheren
Meer suggesties voor u

Personen Bedrijven Hashtags

Ron Smit - MBA
Manager of
Operations bij SPIE

@

geme

Talita Teves
Owner, auction house
AAG (Arts & Antique..

10
schappelijke. ® gemeenschappelijke.
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Neil Shah
Director Of Marketina

a®

Eric Dirven
Meetina and

lammerss:

group
develop your companyy

In de buurt

Johan Lammers
Leden in de buurt kunnen u alleen vinden
als u zich op deze pagina bevindt

Waar is iedereen?

Leden in de buurt verschijnen hier wanneer u
zich allebei op deze pagina bevindt

Mobiliteits 2

Festiva




Mobiliteits —3j
Start Future Mobility Challenge F:,I,t[tvali

Foto start Future Mobility Challenge laten zien




Mobiliteits —3j
Live contact Future Mobility Challenge F@,l Voli

Met William Huizinga en Koos Burgman
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Carlo van de Weijer Fastival




Nieuwe Mobiliteit

Hoe aan te haken bij de komende verandering

Mobiliteitsfestival, Apeldoorn, 2juli 2019

Carlo vande Weljer

Eindhoven University of Technology, TomTon&ingularity Univeristy

= Singularity

%" UNIVERSITY



Self- Self-fulfillment
actualization: \ needs
achieving one’s

full potential,
including creative
activities

Esteem needs:

prestige and feeling of accomplishment Psychological

needs
Belongingness and love needs:
intimate relationships, friends

Safety needs:

security, safety

Physiological needs:
, water, warmth, rest
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Exponential Rise of Travel Distance:
Daily mobility in passenger - kilometres

(France)

-1,000 total mobility

Grubler 1990
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II S Real-world benefits of _
LDI crash avoidance technologies

HLDI and IIHS study the effects of crash avoidance features by comparing
rates of police-reported crashes and insurance claims for vehicles with and
without the technologies. (May 2018)

Forward collision warning Blind spot detection

w 27%  Front-to-rear crashes v 14%  Lane-change crashes

w 20%  Front-to-rear crashes with injuries w 23%  Lane-change crashes with injuries

w 9% Claim rates for damage to other vehicles v 7%  Claim rates for damage to other vehicles

w 16%  Claim rates for injuries to people in other vehicles ¥ 8%  Claim rates for injuries to people in other vehicles
Rear automatic braking

Forward collision warning plus autobrake
w 62%  Backing crashes

50% -to- . : : :
il ; P HTL-L0- TG Crashies o w 12%  Claim rates for damage to the insured vehicle
bl "j‘j]' . FrOﬁt-to-rear crashes with injuries . w 30%  Claim rates for damage to other vehicles
w 13% Claim rates for damage to other vehicles
w 23%  Claim rates for injuries to people in other vehicles Rearview cameras

. w 17% Backing crashes
Lane departure warning

w 11%  Single-vehicle, sideswipe and head-on crashes
w 21% Injury crashes of the same types

Rear cross-traffic alert

w 22%  Backing crashes




Mandatory ADAS technology from 2021 in EU

1. Advanced emergency braking (cars)

2. Alcohol interlock installation facilitation (cars, vans, trucks, buses)

3. Drowsiness and attention detection (cars, vans, trucks; buses)

4.  Distraction recognition / prevention (cars, vans, trucks, buses)

5. Event (accident) data recorder (cars and vans)

6. Emergency stop signal (cars, vans, trucks, buses)

7. Full-width frontal occupant protection crash test - improved seatbelts (cars and vans)

8. Head impact zone enlargement for pedestrians and cyclists-safety glass in case of crash (cars and vans)
9. Intelligent speed assistance (cars, vans, trucks, buses)

10. Lane keeping assist (cars, vans)

11. Pole side impact occupant protection (cars, vans)

12. Reversing camera or detection system (cars, vans, trucks, buses)

13." Tyre pressure monitoring system (vans, trucks, buses)

14. Vulnerable road user detection and warning on front and side of vehicle (trucks and buses)

15. Vul nerabl e road user i mproved direct vision from dr
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oOur Vision is that by 2
seriously I njured or kil

Hakan Samuelsson, CEO, Volvo Cars












The Internet ofVehicles
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200/20 vs 1400/900




200/20 vs 1400/900




Maintenance revenue EV vs ICE <40%
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EV Private Lease In 10 years:

(includes taxes; Roland Berger-consultants, 2016)

< 100 Euro/ Month
< 10 cents / kilometer

(Netherlands: Public Transport pagsartout: 396 Euro / Month,
excluding 1550 centspkmsubsidy)
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Timely, Trustad
Personal Finance
e & Business

INVESTING TAXES

10 Cheapest Cars to Own
The price you negotiate and the
interest you pay on the loan are only
part of the cost eguation.

o Downlos
= Mo iPad
= Guide tc

CARE

1 - M Fa DI ! .
Generation Y Giving Cars a Pass
The generation gap is a growing, long-term headache for automalcers.

Ev Jirn Dstroff, Associate Editor, The Hinlinger Latter
September 14, 2010

E E, @ :'_‘.'.'I..., phRecommend ) Send B Be the first of vour friends to
recommend this.

Selling cars to young adults under 30 is proving to be a real
challenge for automakers. Unlike their elders, Generation »ers own
fewer cars and don't drive much. They're likely to see autos as a
source of pollution, not as a sex or status symhbol.

Motorists aged 21 to 30 now account for 14% of miles driven, down r
from 21% in 1995, :

RELATED LINKS They're more apt to ride mass transit to
e How huch Can Yoaou work and use car sharing services —-
Sawve Bicycling to pioneered by Zipcar -- for longer trips . And
“Work ; . . .

car sharing choices are expanding, with car
rental firms moving into the market, making
it conwvenient for young folks to rent with
hourly rates and easy insurance
rolling out its car shari i i the Mew alitan area, with
expand them to around 40 college campuses nationwide .

S
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c.j.t.v.d.weijer@tue.nl carlo.vandeweijer@tomtom.com @carlovdweijer



Mobiliteits 2}

Fostival

Partners

?’—W
(b r@ viaBOVAG.nI \J
Cen tl' GGI ?[]"Af lammerssupportgroup
Beheer develop your compery!

inno am AUTO :

moves you forward
® Y roene tomaat 2V cesee
|ﬂf0Trode kgplecars Q@ #pcpw 9roene O @ nnnnnnnnnnnnnnnnnnnn B Apeldoorn




Wilbert Philippo Ec::",ti-t;iml




‘ Google ‘

2 YouTube

| Mobiliteitsfestival

2 juli 2019



Wilbert Philippo
Automotive marketing specialist InfoTrade

| YouTube geeft je bedrijf vleugels!






http://www.youtube.com/watch?v=jNQXAC9IVRw

| Indrukwekkende YouTube cijfers

O¢ O¢ O¢ O¢ O¢ O¢ O

1,9 miljard ingelogde gebruikers per maand

Elke dag een miljard uur aan video weergaves

300 uur video upload per minuut

70% van de weergaves op mobiele apparaten
Gemiddelde kijkduur (mobiel) is 40 minuten +50% y/y
9% van MKB gebruikt YouTube

Grootste aandeel in de leeftijdsgroep 35-44 (26%)
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EMEA Auto Summit

Digital for Automotive




| Gebruikte bronnen bij aankoop van een auto

in person: dealer / salesperson vist e 57%
family & friends N 31%
testdrives N 30%
vehicles seen on the road N 22%
call with dealer salesperson N 12%

online: T e e .
" search engine | C4%

online video | 65%

dealer stes [INNIEENEGEGEGNGGNGNGNGNGNN———— 32%
vehicle evaluation / comparison sites  [INNREREGTNEGENEEEEEEEEN 7%
auto review sites / forums/ blogs INIEEEGEGEGEG 2 1%
ad seen online (display) NN 12%
_ social media sites I 9%
Offl I ne : ..................................................................................................
print (magazines, newspapers, mailings) INNINIGEGEGEGEGEGEGEGE 19%
TV I 17%
outdoor | 8%
radio I 5%

Google Source: 2015 Google / TNS Global Auto Shopper Study. Confidential + Proprietary



| Online video is belangrijk in de customer journey

6 5 Bekijkt online video tijdens
%o* het aankoopproces

*Online video usage = net count of used online touch points from Q9 and Q11

* Question asked: Q9: Which of these online sources informed your recent vehicle purchase?
Q11: On which of these websites or apps did you watch online videos during your most recent
GOOgle vehicle purchase?; Source: Auto CB 2015; Confidential + Proprietary

44



| Behalve gebruik heeft video ook een grote impact

IMPACT of all touchpoints:

online video .
search .

dealer [ salesperson visit .

family & frlends .

test drive
manufacturer sites

vehicle evaluation f comparison sites '

dealer sites

vehicles seen on the road
auto review sites / forums [ blogs
print (magazines, newspapers, mailings)

4

ads seen online (display)
social media sites
classifieds / ad listing sites
email (offers, newsletters)
radio

IMPACT 30% 50% 70% 90%

Google Source: 2015 Google / TNS Global Auto Shopper Study. Confidential + Proprietary



| Online video helpt kopers in alle stadia

6 van del0 kopers

Vond waardevolle informatie op online video platformen

%‘\\

Bewustwording m.b.t. Opties vergelijken Beperken van de keuzes Uiteindelijke beslissing
opties gemaakt

8. 61 62 40.

Question asked: Q12.1.14: Helpful online information sources

Goog|€ Source: Auto CB 2015 ECA Google. ‘ Yﬂ"



loOnl ine video |l eidt tot akt

Stappen genomen na bekijken video

Testrit gemaakt Dealer bezocht Online naar meer

Nog een video bekeken

informatie gezocht

40. 32
| |

2 Q

Question asked: Q31: Did something you saw in an online video lead to any of the actions below?

Base: New car purchasers who use the internet and used online video in the consumer journey
Google Source: Auto CB 2015

Confidential + Proprietary



; G : Explored
Stacy's car-buying journey included over 14 Erands

900 digital touchpoints™ in a 3-month period
R R R m @

@ 139 Google Searches e U
° 14 YouTube Videos

M 89 images
9 69 Dealer Interactions Cé’gif:;id
gf%ﬁ% fm 186 Manufacturer Interactions

Decided Between
2 Brands

*Touchpoints = searches, website visits, video views, clicks

1 Methodology: Google partnered with Luth Research. Luth analyzed the digital activity of its opt-in panel participants. This article details the

cross-device clickstream data of one individual named Stacy over a period of three months.




Dealer Visits prior to

purchase (compared to 5 in 2005)

E R




Het kruimelpad naar aankoop

Inruilvoorstel
ingevuld Bij dealer

Autotest gelezen mobiel gebruikt
Website krant
dealer website bezocht
Fotobs bekeken ] bekeken
TV com.merC|aI Bl
Importeurs Video op YouTube gezien aanvraag
website bezocht bekekl
Kranten J/
Zoekopdracht advertenties Testrit
bij Google bekeken Financiering /
bekeken
Dealer gezocht op
telefoon Reviews gelezen
van gebruikers
Facebook pagina
Aanbod dealer :
van merk bekeken el Op display
) : Video advertentie
Social media van q . geklikt Dealer bezocht
het merk bezocht a vert.ent|e
gezien Mobiele
Bij vrienden en zoekopdrach
familie Model vergelijker
geinformeerd Car configurator bekeken

gebruikt
Confidential & Proprietary

(1 Tube]



Het kruimelpad naar aallkoJp

Inruilvoorstel

ingevuld Bij dealer
Autotest gelezen mobiel gebruikt
) Website krant
dealer website bezocht
Fot obs :keken TV com.mercial bekeken S
Importeurs Video op YouTube gezien aanvraag
website bezocht bekekl
kopdracht dKranten J/
Zoekop advertenties Testrit
bij Google bekeken Financiering /
bekeken
Dealer gezocht op
telefoon Reviews gelezen
van gebruikers
Facebook pagina
van merk bekeken Ak Op display
i pEEken advertentie
Social media van Video geklikt Dealer bezocht
het merk bezocht advertentie
gezien Mobiele
Bij vrienden en zoe' ‘ndrach
familie el vergelijker
geinformeerd Car configurator bekeken
gebruikt

Confidential & Proprietary

(1 Tube]



| Wat kun je hier als
autobedrijf mee?



| Voorbeeld

Google


http://www.youtube.com/watch?v=OjkFlqhxSWQ

InfoTrade



http://www.youtube.com/watch?v=OjkFlqhxSWQ

| Targeting en cijfers

In-Market occasions, retargeting

Straal van 20 km rond de vestiging (ex retargeting)
Sinds februari meer dan 300.000 vertoningen
Meer dan 100.000 views

123 ingevulde interesse formulieren

83 proefrit/offerte/taxatie aanvragen

O¢ O« O¢ O¢ O¢ O«



| Een stap verder..



| 26% van de autokopers

heeft daadwerkelijk een
conversie gedaan op de
website van de dealer



| Nuis er:

Store visits!



Store Visits measurement in details
@ Q o

User behavior ™ Store Ongoing data validation
| (surveys) with user panel

S THZN "’;Z-
Signed-in and opted into  Clicks on Visits - o \\ r
location history an ad store Extrapolated to the population

""""""""" ST SO aggregated and anonymized
I ] 1 ‘i*

| { N ¥
Y Y ‘;,,g;’.”

GPS | G ; 4 Store J
) eometry mapping, ® S
Location history  Wifi scanning etc. Visits
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| Expert tips voor 2019:

O¢ O¢ O« O¢ O¢ O¢ O

KPlI 0s dui deli jk zi1 ) n e
Zorg voor een volledige bedrijfsvermelding
Gebruik Call Tracking en Call Track manager
Maak maximaal gebruik van de Al van Google
Implementeer Store Visits

Ga serieus aan de slag met video

Combineer branding en conversie campagnes

n

n S
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@ _@ - (=l=lm «&» | SCHAKEL AUTOGROEP

Renova Group
| artin Schilder roep

Groep A k - Sinds 1949

n JANSSEN K=RRES A Foe
/—- |
muntstad SMEETS POuULL

AAAAAAAAAA
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Vallei Auto Groep

Wensink <™ pbewaal Ames

W’ aufogroep STAAT ER ACHTER




CITROEN




450 Medewerkers

Geen jurist

Geen secretaresses
Geen OR

8% leiding

1¥2% ziekteverzuim
1 HR medewerker

3 FTE Administratie
1 Chef-kok

Niets geoutsourcet




