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WHO WE ARE

THE CARSALES NETWORK ENABLES BRANDS TO 

UNDERSTAND, ENGAGE AND INFLUENCE RELEVANT, ACTIVE 

AND IN-MARKET CONSUMERS ACROSS AUSTRALIA’S #1 

AUTOMOTIVE WEBSITE, CARSALES, AS WELL AS OUR SUITE 

OF LEADING LIFESTYLE AND INDUSTRY WEBSITES.

Our extensive online network offers advertisers 

the opportunity to reach 2.6 million people 

every month.1

Our industry-leading data, analytics and insights 

ensure that the right message is delivered to 

the right audience at the right time, helping to 

maximise your return.

1 Nielsen digital ratings monthly, March 2018



Monthly audience

UNIQUE AUDIENCE2

96,579

Visited3

2.5 times

Spent on site1

10m 47s

Nielsen Digital Content Ratings May 2018



THE PURCHASE JOURNEY

• FOR CONSUMERS ACTIVE ON FARMMACHINERYSALES.COM.AU, THE AVERAGE LENGTH OF TIME SPENT RESEARCHING IS 

1.9 MONTHS.

• THROUGHOUT THIS  PERIOD, BUYERS WILL VISIT FARMMACHINERYSALES 8 TIMES, VIEW 82 PAGES, AND SPEND JUST 

UNDER 1 HOUR ON SITE.

• ON AVERAGE, OUR AUDIENCE SUBMIT JUST 1.8 LEADS.

Landscape
The lost traveller

Validate
Creating a 
shortlist

Compare
Picking the winner

The Deal
Finding the ‘One’

Ownership
The relief!

1 farmmachinersales Consumer Survey n=414 2 estimate based on  GA & Nielsen audience measurement December 2017 3 carsales internal data business intelligence 2017
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CARAVANS - TRENDSKEY TRENDS  - PATH TO PURCHASE

• The number of stages consumers move through on the path to 

purchase is contracted

• The length of the purchase journey is shortening

• Consumers feel much more empowered and confident throughout 

their purchase journey 

• Online is THE key resource for consumers throughout the journey



BACKGROUND



THE JOURNEY 
TO OWNERSHIP

2013 RECAP
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2013 - THE PURCHASE JOURNEY 

PRE-TRIGGER LANDSCAPE

S T A G E  1

VALIDATE

S T A G E  2

COMPARE

S T A G E  3

THE DEAL

S T A G E  4

OWNERSHIP

S T A G E  5
!

M
IN

D
SE

T 
SC

A
LE

 M
IN

D
SET SC

A
LE 

ANTICIPATION

DREAD

CLARITY

CONFUSION

INFORMED

LOST

CONFIDENCE

UNCERTAINTY

EMPOWERED

POWERLESS

RELIEVED

DISAPPOINTED

Exact 
Vehicle 
foundVehicle 

Model
chosen 

Short-list 
defined

Parameters 
Set

Vehicle
Purchase
Decided



THE JOURNEY 
TO OWNERSHIP

2017



LANDSCAPE 

STAGE 1
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2017 - THE PURCHASE JOURNEY
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STAGE 1 LANDSCAPE: TOP SOURCES
I am thinking about what I need and what’s out there - things I should consider

Spouse or 
partner

47%

Search 
engine

33%

Review & 
comparison 

websites

39%

Seeing 
vehicles out 
and about

31%

Dealer 
websites

28%

OEM 
websites

21%



VALIDATE

STAGE 2
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2017 - THE PURCHASE JOURNEY
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STAGE 2 VALIDATE: TOP SOURCES
I have a rough idea of what is out there and I’m narrowing down my choices

3 BRANDS
CONSIDERED 
ON AVERAGE

Dealer 
websites

48%

Seeing vehicles 
out and about

44%

Spouse or 
partner

46%

Dealership 
experience

42%

Review & 
comparison 

websites

52%

OEM 
website

32%



SELECT 

STAGE 3
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2017 - THE PURCHASE JOURNEY
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STAGE 3 SELECT: TOP SOURCES
I have a short list of vehicles that I am evaluating / comparing to select a winning vehicle

3 BRANDS 
CONSIDERED 
ON AVERAGE

Spouse or 
partner

52%

Seeing vehicles 
out & about

39%

Review & 
comparison 

websites

46%

Dealership 
experience
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Dealer 
websites

41%

OEM 
websites

28%



OWNERSHIP

STAGE 4
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2017 - THE PURCHASE JOURNEY
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STAGE 4 OWNERSHIP: TOP SOURCES
I have finished researching and made my purchase

Spouse or 
partner

58%

Dealership 
experience

40%

Review & 
comparison 

websites

43%

Seeing 
vehicles out 

& about

24%

Search 
Engine

22%

Dealer 
websites

34%
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CONFIDENT & 
EMPOWERED



THE FUTURE
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ENTIRE AUTO PURCHASE ONLINE IN FUTURE?

26%

6%

25% 23%

20%

57% 
SAY YES

New vehicles only 

Used vehicles only 

Both new and used No

Unsure
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CURRENT CONFIDENCE LEVEL WITH ONLINE AUTO PURCHASE

41%
NEW CAR

Choosing the vehicle you 
want to purchase online

42%
NEW CAR

Putting down a deposit 
for the vehicle online

39%
NEW CAR

Paying for the entire 
vehicle online
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KEY TAKE OUTS
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• Buyers feel informed and confident 

• Quicker to compare and purchase

• Digital is the key source of information for consumers on their path to purchase

• Confidence in purchasing online is strong, and growing

KEY TAKE OUTS



THANK YOU

Grant Cameron
Senior Account Manager

0401 376 948
grant.cameron@carsales.com.au


