
% OF INTENDERS PLANNING TO PURCHASE/LEASE WITHIN THE NEXT THREE MONTHS:  
The percentage of  near-term Intenders who p lan to  purchase in the  next  three months exper ienced an upt ick in December  to  49%,  

which is wel l  ahead of  the  year-over-year  results f rom December 2013,  by 11%. 
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AMONG 3-MONTH INTENDERS… 

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

TOP LUXURY CAR AD:  
Fo r  the  second month in  a row “One  Way” was the  
top pe r forming luxury  car  ad.   The  ad succeeds by  
u t i l iz ing  Mercedes’  fami l iar  s t rategy  o f  focus ing  
on  key  messages known to  resonate wi th  luxury  
consumers such  as qual i ty ,  safe ty ,  technology ,  
and pe r fo rmance.   The ad a lso  makes good use  o f  
the  Mercedes tag l ine “The  Best  Or  No thing” to  
dr ive  home the  idea that  when deve loping  the  a l l  
new C-Class,  Mercedes went to  excruc iat ing  
l eng ths to  make  the  best  product poss ib le .   The 
ad makes good use  o f  var ious camera ang les to  
make  the  ad appear  ve ry  s ty l i sh  in  the  eyes o f  
v iewers.   The c reativi ty  o f  the  ad,  the  re latable  
themes,  and the  real - l i fe  vehicle  demonstrat ions 
make  th is  a top pe r fo rming  ad fo r  Mercedes.  
 
  
PERFORMANCE DRIVERS:  
Un ique,  Re levant,  Cogn i t i ve/Empathet ic ,  S ty l i sh ,  
Qual i t y ,  Pe r formance,  Safe ty ,  Shows A Veh ic le  
V iewers  Wou ld Love To Buy 

Brand:   
Mercedes 

Title:   
“One Way” 

Length:   
30 Sec 

TOP LUXURY SUV/CUV AD:  
“ Impress ive Numbers” succeeds because i t  
h igh l i ghts  the  qual i t y,  safe ty ,  and pe r fo rmance 
character is t i cs o f  the a l l  new GLA.   Mercedes 
understands that  key  themes l i ke  these resonate 
ve ry  we l l  w i th  luxury  consumers  because they  
convey des i rable  bene f i ts  to  the  consumer .   Wh i le  
Mercedes goes to  g reat  l eng ths to  inst i l l  
con f idence in  the ir  product  and make  the  product  
appear  super ior ,  at  the  end o f  the  ad they  remind 
v iewers that  the  GLA is  a lso  avai lable  at  a  ve ry  
at t rac t i ve s tar t ing  pr i ce .   F requent ly ,  r espondents 
wi l l  say  they  l ove  Mercedes’  veh ic les ,  bu t  they  
don ’ t  th ink they  cou ld neve r  af ford one .   Wi th  th is  
ad,  Mercedes looks to  d ispe l  that  no t ion by  
pos i t i oning  the  veh ic le  as  a v iable ,  h igh-qual i ty  
a l te rnative.    
  
PERFORMANCE DRIVERS:  
Engag ing ,  Re levant ,  Cogn i t ive/Empatheti c ,  
S ty l i sh ,  Qual i t y ,  Pe r formance,  Safe ty ,  Shows A 
Veh ic le  V iewers  Wou ld Love  To  Buy 

Brand:   
Mercedes 

Title:   
“Impressive 
Numbers” 

Length:   
30 Sec 

OVERALL LUXURY INDUSTRY INSIGHTS: 
Mercedes dominates both the Luxury Car and the Luxury SUV/CUV segments during December.   Both ads achieve success by 
focusing on key messages and themes, such as safety,  performance, innovation,  and qual i ty.   Vehicle demonstrat ions and 

engineering laboratory vignettes help legit imize the ad claims and make the ads very relevant and relatable to the audience.   
Both ads posit ion Mercedes as a premier,  high-qual i ty manufacturer that wi l l  stop at nothing to produce the best product 

possible.     

DECEMBER AUTO INSIGHTS 
 

BROUGHT TO YOU BY :   
BRIAN MARAONE 
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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 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

November 2014 December 2014

In the transit ion from November to December,  some detai led actions/intentions decl ined, some improved. The top overal l  
act ions/intentions (Planning To Visit  A Dealer and Research Next Vehicle Online) decl ined sl ight ly month-over-month.   However,  

there was an increase in intentions  To Test Dr ive during December.  Take Advantage Of An Offer/Promotion held steady,  but 
Researching By Talking To Family/Fr iends improved signif icantly.   Loyalty to the Brand  and Dealership also experienced strong 

upticks in December.   Loyalty to the Salesperson, however,  remained consistent.    
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