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AMONG 3-MONTH INTENDERS… 

FOR ACCESS TO ALL RECENT AUTOMOTIVE PRACTICE REPORTS, PLEASE CLICK HERE 

TOP NON-LUX AD:  
Toyota’s  ad,  “Creat ive F ie ld ,”  pr imar i ly  
featu res  the  Tundra be ing  used fo r  a  var ie ty  o f  
home projec ts  ( towing ,  car r y ing  sod,  pu l l i ng  ou t  
a  t ree  s tump).  A l though many t ruck  ads a im to  
show the  toughness and power o f  the  t ruck ,  
what  separates  th is  ad f rom o the r  t ruck  ads i s  
the  engag ing  s to ry l ine that shows the  t ruck  in  
ac t i on with un ique v isual  e f fects .  
 
PERFORMANCE DRIVERS:  
Engagement (C leve r ,  Humorous,  En te rta in ing ,  
Grabs At tent ion) ,  V isual l y  Appeal ing  

Brand:   
Toyota 

Title:   
“Creative Field” 

Length:   
30 Sec 

TOP LUX  AD:  
“Acc ident  P redic t ion” con tains  a s t rong  safe ty  
and innovation theme.   I t  f eatu res  the  Q50 
ale r t ing  the  dr ive r  o f  an  impending  acc ident  two  
veh ic les  ahead o f  i t ,  g i v ing  the  dr ive r  ample  t ime  
to  s top.   The  vo iceover  dr ives  th is  po in t home by  
say ing  “he lp ing  you  avo id acc idents  you  don ’ t  see  
coming .”  Safe ty  themed ads real l y resonate wi th  
luxury  consumers,  espec ia l l y when the  feature i s  
demonstrated.    
  
PERFORMANCE DRIVERS:  
Re levance,  Cogn i t ive,  Empathet ic ,  Spoke  Di rec t l y  
To  V iewers ,  Engag ing ,  Po r t rays  Innovative Brand 

Brand:   
Infiniti 

Title:   
“Accident 

Prediction” 

Length:   
30 Sec 

OVERALL INDUSTRY INSIGHTS: 
In general, ads that depict vehicles in action while using relatable storylines excelled in April.  In the Luxury 
segment, the safety themed Infiniti Q50 ad (a consistently strong performer) was the top Luxury ad due to its 

use of a relatable safety feature demonstration that was relevant and connected with viewers on an emotional 
level.  In Non-Luxury, Toyota’s Tundra ad benefits mostly from strong engagement and unique visuals. Both 

ads also induce strong net intent to take action as a result of seeing the ad. 
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% OF INTENDERS PLANNING TO PURCHASE/LEASE WITHIN THE NEXT THREE MONTHS:  
The percentage of April near-term Intenders who plan to purchase in the next three months remains relatively stable 

at 45%, and is still somewhat above year-over-year data from April,  2013. 
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I plan to purchase/lease from the same salesperson
I plan to purchase/lease from same dealership

I plan to purchase/lease another vehicle from the same brand
I plan to take advantage of an offer/promotion

I have researched/plan to research by talking with family/friends
I plan to test drive a vehicle within the next 30 days

I plan to visit a dealer to get more information
I have researched/plan to research my next vehicle online
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From March to April,  most in-market actions and intentions among 3-month Intenders decline, except for Researching 
Online . Although Dealer Visitation and Test Drive  decline, they continue to be among the top intentions along with 

Researching Online . Loyalty to Brand and Dealership decline slightly, and loyalty to the Salesperson remained stable, 
but all three continue to constitute the bottom intentions. 

N = 953 
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