
From August to September,  most detai led actions/intentions improved. Take Advantage Of An Offer  and Research By Talking To 
Family/Fr iends experienced the largest month-over-month increases.   Planning To Visit  A Dealer also improved and continued to be 
the top overal l  act ion/intention.   Researching Online and Planning To Test Dr ive decl ined sl ight ly in September.   Loyalty to Brand ,  
Dealership,  and Salesperson continue to consti tute the bottom actions/intentions among 3-month intenders,  but al l  experienced 

month-over-month gains.  
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AMONG 3-MONTH INTENDERS… 

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

TOP NON-LUX AD:  
“Chi ld  Dr iven” uses a humorous story l ine  to  
communicate  that  the  Subaru Legacy is the  
longest  last ing midsize  sedan.   The ad 
features a dream sequence in which a father  
o f fers h is toddler  the  opportunity  to  dr ive  his 
Legacy.   But  in  the  dream sequence the 
toddler  exper iences th ings l ike  t raf f ic ,  
get t ing a parking t icket ,  having to  chauf feur  
h is dad around,  and grocery shopping and 
instead te l ls  he’s dad that  he’ l l  pass.   Then 
the vo iceover  says that  i t  might  be  quite  a  
whi le  before he’s ready to   dr ive ,  but  the  
Legacy wi l l  be  ready for  h im.  The ad’s 
strong qual i ty/per formance focus,  de l ivered 
in a  l ikeable  and engaging story l ine ,  makes 
th is a  successful  ad.  
 
PERFORMANCE DRIVERS: 
Speaks Direct ly  To  V iewers,  Engaging,  
Re levant ,  Empathet ic ,  Sty l ish 

Brand:   
Subaru 

Title:   
“Child Driven” 

Length:   
30 Sec 

TOP LUX AD:  
“Backup Safety” uses a famil iar  and 
successful  combinat ion of  a  safety  theme 
and vehic le  demonstrations to  achieve 
success.   Pr ior  research has proven the 
safety  and technology themes resonate wel l  
in  the  luxury consumer space and th is is  a  
pr ime example .   The ad features mult ip le  
scenar ios in which the back-up co l l is ion 
intervent ion system helps the QX60 avoid an 
accident .   A lso ,  h ighl ight ing the  fact  that  the  
vehic le  can detect  a  potent ia l  accident  and 
then stop on i ts own,  is  h ighly  e f fective and 
impactful .   The ad de l ivers a  strong safety  
message in an engaging,  re levant ,  and 
innovat ive  way that  connects cognit ive ly  and 
empathet ica l ly ,  making th is a  strong,  
successful  ad.       
  
PERFORMANCE DRIVERS:  
Qual i ty ,  Safety , Engaging,  Re levant ,  Sty l ish,  
Cognit ive/Empathetic ,  Spoke Direct ly  To  
V iewers,  Shows A Vehic le  V iewers Would Love 
To Buy 

Brand:   
Infiniti 

Title:   
“Backup Safety” 

Length:   
30 Sec 

OVERALL INDUSTRY INSIGHTS: 
Safety  and humor are  the  overarching themes prope l l ing these top per forming ads dur ing September .  Subaru f inds success using  a 

humorous story l ine  as the pr imary means to  de l iver  i ts message of  qual i ty  and longevity .   Humor is e f fect ive when i t ’s  used to  de l iver  
re levant  informat ion.   Within the  Luxury segment, Inf in i t i  ut i l izes a combinat ion of  safety  and innovat ion themes, a long with real- l i fe  vehic le  

demonstrat ions, to  convey i ts message in an impactful  way.   Phoenix research has shown that  as of  la te ,  Inf in i t i  and Mercedes have 
achieved success using th is combinat ion of  safety  & vehic le  demonstrations in the ir  TV communicat ions.      

SEPTEMBER AUTO INSIGHTS 
 

BROUGHT TO YOU BY :   
BRIAN MARAONE 

% OF INTENDERS PLANNING TO PURCHASE/LEASE WITHIN THE NEXT THREE MONTHS:  
The percentage of  September’s near-term Intenders who p lan to  purchase in the  next  three months improved sl ight ly  to  48%, which is a lso  wel l  

ahead of  the  year-over-year  results f rom September  2013,  by 7%. 
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I plan to purchase/lease from the same salesperson
I plan to purchase/lease another vehicle from the same brand

I plan to purchase/lease from same dealership
I have researched/plan to research by talking with family/friends

I plan to take advantage of an offer/promotion
I plan to test drive a vehicle within the next 30 days

I have researched/plan to research my next vehicle online
I plan to visit a dealer to get more information
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