
% 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 decl ined somewhat in January to  46%, but  is  st i l l  we l l  

ahead of  the  year-over-year  results f rom January 2014,  by 7%. 
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AMONG 3-MONTH INTENDERS… 

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

TOP LUXURY CAR AD:  
Jaguar ’s  ad,  “Great  Power ,”  u t i l i zes  a un ique,  
movie- l i ke s tory l ine reminiscent o f  a  James Bond 
f i lm.   The ad speaks o f  wor ld  dominat ion and 
power and t i es  that  theme in  ve ry  n ice ly  to  the  
veh ic les ,  wh i le  a lso appeal ing  to  the  inner  chi ld  in  
a l l  o f  us .   The wel l- l iked ad draws on  the  “v i l l a in” 
theme Jaguar  began  us ing  in  i ts  2014 Super  Bowl 
ad.   The  ad succeeds on  a number  o f  f r on ts .   The  
veh ic les  are  prominently  featured in  the  s to ry l ine 
( the  s tars  o f  the  ad) .   A lso ,  the  c reat ive concept 
and the  un ique v isuals  were  ve ry  engag ing  
because o f  the  coo l / innovative fee l ,  and a lso  
because the  ad conveys a s t rong pe rformance 
message .   Us ing  themes l i ke  pe r formance and 
innovation,  wh ich are known to resonate wi th  
luxury  consumers,  are  what  make  th is  a  top 
pe r fo rming  ad.  
  
PERFORMANCE DRIVERS:  
Pe r formance,  Engag ing  (C leve r ,  Un ique,  At tent ion 
Grabbing) ,  Inspi r ing/Moving ,  and Sty l i sh (Cool ,  
Modern,  Innovat ive)  

Brand:   
Jaguar 

Title:   
“Great Power” 

Length:   
30 Sec 

TOP LUXURY SUV/CUV AD:  
“Back-Up Safe ty” i s  a  successful  ad because  i t  
con ta ins  a s t rong  safe ty  and innovat ion theme.   I t  
f eatu res  mul t ip le  scenes in wh ich  fami l i es  are  
back ing  up in  the ir  QX60 and near ly  co l l ide w i th  
ano ther  vehic le .   The  ad bene f i ts  f rom making  a 
s t rong emotional  impact  by  showing  the  re l i e f  on 
paren ts’  faces af te r  po tent ia l  acc idents are 
ave r ted.   By  inc luding  real - l i fe  veh ic le  
demonstrat ions and showing  the  QX60 actual l y  
s topping  i tse l f ,  the  ad was ve ry  re levant ,  
r e latable ,  and reassur ing  to  the  audience.   I t  
c lear l y  shows v iewers  the  t rue benef i ts o f  the 
safe ty  innovat ion (back-up co l l i s ion in te rvent ion 
system).   P r io r  Phoeni x  research has shown that 
safe ty  themed ads general ly  resonate ve ry  we l l  
w i th  luxury  consumers,  and th is  i s  ce r ta in l y  no  
except ion.    
  
PERFORMANCE DRIVERS:  
Safe ty ,  Qual i t y ,  Engag ing,  Re levant,  
Cogn i t i ve/Empathetic ,  S ty l i sh ,  Po r t rays An  
Innovative Brand,  Spoke  Di rec t ly  To  Me  

Brand:   
Infiniti 

Title:   
“Back-Up Safety” 

Length:   
30 Sec 

OVERALL LUXURY INDUSTRY INSIGHTS: 
 

Luxury ads with unique/engaging storyl ines that also incorporate themes known to resonate with luxury consumers (performance, 
safety,  & innovation) performed quite wel l  in January.  Both ads appeal to viewers’  emotions; Jaguar appeals to adventurous 

feel ings we al l  have,  whi le Inf ini t i  appeals to the emotions of  keeping your family safe.   Vehicle demonstrat ions are used in both 
cases,  which makes both ads relevant and relatable.  The innovation theme manifests i tself  in di f ferent ways (Jaguar = 

Performance, Inf ini t i  = Safety),  but is vi tal  to each ad’s overal l  success.   

JANUARY AUTO INSIGHTS 
 

BROUGHT TO YOU BY :   
BRIAN MARAONE 

N = 975 

In the transit ion from December to January,  some detai led actions/intentions improved, some decl ined. The top overal l  
act ions/intentions (Planning To Visit  A Dealer,  Research Next Vehicle Online,  and Test Dr ive)  improved month-over-month,  l ikely 

due in part to the hol iday sales events.  Take Advantage Of An Offer/Promotion and Researching By Talking To Family/Fr iends 
remained consistent.   Loyalty to the Brand  and Dealership experienced decl ines in January.   However,  loyalty to the Salesperson 

experienced a nice improvement month-over-month,  yet is st i l l  the lowest among the l ist .    
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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 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 have researched/plan to research my next vehicle online
I plan to visit a dealer to get more information
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