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Those ‘very nice’ AA men now fix loans too

The AA was under pressure to increase revenue from non-breakdown products. This case 
demonstrates how a well established brand moved into a highly commoditised financial 
services market and got right to the top of shopping lists within two years. It shows how an 
integrated communications solution helped AA Loans become a major force in the 
notoriously competitive unsecured loans market. 

Our strategy was to focus on car loans and particularly used car loans. This enabled us to 
increase frequency and to rigorously test a variety of media channels – radio, Interactive TV, 
regional press motoring sections and door drops.

Process modelling predicted that future growth would come from increased media 
investment. Econometric modelling from OMD Metrics enabled us to isolate and determine 
the profitability of TV and Print advertising.   

Our approach not only doubled the value of the loans business within two years, but it also 
created an increase in return on investment of over 20%. 

The client’s view:

“Over the period that the AA has been working with OMD Metrics, the insight we have 
gained into our media accountability has been so powerful it’s now hard to envisage working 
without it.”

Lloyd East, General Manager, AA Financial Services 
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