
% 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 remained consistent  in  Apr i l  a t  45%.  Apr i l ,  2015 y ie lded 

the same percentage of  near-term intenders as Apr i l ,  2014.  
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AMONG 3-MONTH INTENDERS… 

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

OVERALL LUXURY INDUSTRY INSIGHTS: 
 

Mercedes continued i ts re ign as the top luxury car ad producer in Apri l  and Lexus earned the top spot in the luxury SUV/CUV 
category.   Both top performers contain themes that resonate wel l  with luxury consumers (performance, fuel  ef f iciency,  and 

innovation).   Each ad has a strong,  engaging storyl ine and/or unique visuals that are attention grabbing.   Mercedes’ Super Bowl 
ad capital izes on a fun/playful  storyl ine that highl ights a performance theme to introduce the AMG GT supercar.   Lexus achieved 
success by appeal ing to consumers’  emotions and desire to dr ive an SUV that is unique and stands out re lat ive to others SUVs.  

APRIL AUTO INSIGHTS 
 

BROUGHT TO YOU BY :   
BRIAN MARAONE 

Between March and Apri l ,  most detai led actions/intentions decl ined or remained the same (exceptions Loyalty To Salesperson and 
Research Onl ine).   The activi t ies with the greatest decl ine since March include Take Advantage of  an Offer and Visi t ing A Dealer For 
More Info.   Act ions/Intentions to Researching Onl ine saw the largest increase,  propel l ing i t  to the top spot.   Loyalty to Dealership,  

Brand, and Salesperson continue to generate the fewest act ions/intentions among 3-month intenders.   
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TOP LUXURY CAR AD: 

For  the  second month in  a row,  Mercedes’  Super  
Bowl  ad,  “Fable ,”  was the  top pe r forming luxury  car  
ad in  Phoeni x ’s  s tudy.   The  ad con t inues to  succeed 
because i t  con ta ins  a fun ,  humorous fa i r y ta le  
s to ry l ine wi th  cu te  an imated characte rs .   I t  cen ters  
around the  to r to ise and the  hare  fable  eve ryone has 
known s ince  they  were a ch i ld ,  bu t  adds a un ique 
tw is t .   Bas ical ly ,  the  ve ry  s low to r to ise ou t-smar ts  
the  hare  and uses the  Mercedes AMG GT  supercar  
to  beat  h im to  the  f in ish l ine.   The per formance 
theme is  un iquely interwoven th roughout  the  
engag ing s tory l ine.   The c reativ i ty  o f  the  ad,  the  
pe r fo rmance v isuals  o f  the  AMG GT ,  and the  
engag ing s tory l ine make  th is  a top pe r forming  ad 
fo r  Mercedes again  in  Apr i l .  

PERFORMANCE DRIVERS: 

Per formance,  Engag ing ,  At ten t ion Grabbing ,  
Humorous,  Cogn i t ive &  Empathet ic  Connection,  
Sty l i sh ,  Shows A Veh ic le  V iewers  Wou ld Love To  
Buy,  Po r trays A Company V iewers  Want  To  
Assoc iate Wi th  

Brand:   
Mercedes 

Title:   
“Fable” 

Length:   
60 Sec 

TOP LUXURY SUV/CUV AD: 
 
“Beyond Ut i l i t y,”  featu r ing  the  a l l  new Lexus NX ,  i s  
the  top luxury SUV/CUV ad in  Apr i l .   Th is  ad 
succeeds by  making  an  emot ional  impact  to  
communicate that  the  new NX  is  more than just  a  
typ ical  SUV,  i t ’s  a  veh icle  that  makes a s tatement 
and stands ou t  f rom the  c rowd.   The  ad’s  use  o f  
un ique v isuals  a lso  he lp d is t inguish i t .   I t  f eatures  
a dramat ic  open ing  and fast-paced scenes that  
showcase the pe r fo rmance capabi l i t ies  o f  the  NX ,  
h igh l i ghts  some technological ly  advanced 
in fo ta inment  featu res ,  and con tains  a re fe rence to  
the  hybr id  ve rs ion o f  the  NX ,  wh ich o f  course 
impl ies  fue l  e f f i c i ency .   Wi th  a s t rong  emot ional  
connect ion and v isuals  that  con ta in themes known 
to  resonate wi th  lux  consumers  (pe r fo rmance,  fue l  
e f f i c iency ,  &  innovation) ,  th is  ad was a success.   
  
PERFORMANCE DRIVERS: 
 
Fue l  E f f i c i ency ,  Pe r formance,  Makes V iewers  Want  
To  Take  Act ion,  Re levant,  Cogn i t ive /  Empathe tic  
Connect ion,  Sty l i sh,  Qual i t y  

Brand:   
Lexus 

Title:   
“Beyond Utility” 

Length:   
30 Sec 
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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

March 2015 April 2015
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