
% 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 increased sl ight ly  in  February to  47%, which is the  

exact  same percentage observed in February,  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 dominates both the luxury car and luxury SUV/CUV segments in February.   Both top performing ads have been top 
performers in previous months as wel l .  These ads continue to resonate with luxury consumers because they are informative,  
focus on key themes ( l ike safety,  innovation,  and performance),  and use real-l i fe vehicle demonstrat ions to ‘put their  money 
where their  mouth is’  so to speak and show the unique benef i ts of  owning a f inely crafted Mercedes.  These ads posit ion the 

Mercedes brand as a superior brand, but they do so without appearing pretentious  

FEBRUARY AUTO INSIGHTS 
 

BROUGHT TO YOU BY :   
BRIAN MARAONE 

  In the transit ion from January to February,  detai led actions/intentions remained very consistent,  with only a few minor shif ts.   The 
top overal l  act ions/intentions (Planning To Visi t  A Dealer,  Research Next Vehicle Onl ine,  and Test Drive) remained strong,    though 

Researching Next Vehicle Onl ine improved some. Researching By Talking To Family/Fr iends remained consistent,  but Take 
Advantage Of An Offer/Promotion improved sl ight ly.   Loyalty to the Brand, Dealership,  & Salesperson remained steady or decl ined 

sl ightly & continued to generate the fewest actions/intentions among 3-month intenders.  

 

 

 

 

 

 

 

TOP LUXURY CAR AD:  
Impress ive ly ,  th is  is  the th ird  t ime “One Way” 
has  been the top per forming luxury  car  ad in 
Phoenix ’s  s tudy .   Mercedes cont inues  to  
dominate the luxury  car  category  by  focus ing on 
key  themes that  are  known to  resonate with 
luxury  consumers  such as  qual i ty ,  safety ,  
innovat ion,  and per formance.  Mercedes’  tagl ine 
“The Best  Or  Nothing” successful ly  
communicates  the idea that  when developing the 
a l l  new C-Class ,  Mercedes went  to  excruciat ing 
lengths  to  make the best  vehic le  poss ib le .   The 
unique camera work  that  shows the vehicles  
f rom var ious  angles  makes the ad appear  very  
s ty l ish to  v iewers .   The creat iv i ty  of  the ad,  the 
at t ract ive  themes,  and the real- l i fe  vehic le  
demonstrat ions  make th is  a  top per forming ad 
for  Mercedes.  
  
PERFORMANCE DRIVERS:  
Qual i ty ,  Per formance,  Fuel  E f f ic iency ,  At tent ion 
Grabbing,  Relevant ,  Cognit ive  & Empathet ic 
Connect ion,  Sty l ish 

Brand:   
Mercedes 

Title:   
“One Way” 

Length:   
30 Sec 

TOP LUXURY SUV/CUV AD:  
Hav ing a lready  been a top per former  in the 
past  (Dec ’14) ,  “ Impress ive Numbers” returns  
as  the top per forming SUV/CUV ad in Feb ‘15.   
Showcas ing the qual i ty ,  safety ,  and 
per formance capabi l i t ies  of  the a l l  new GLA 
cont inues  to  resonate s t rongly  with luxury  
consumers .   The vehicle  demonstrat ions  work  
wel l  to  convey  des irable  vehicle  benef i ts .   The 
unique jux tapos it ion of  showing that  Mercedes 
goes  to  great  lengths  to  make the ir  product  
super ior ,  and showing a very  at t ract ive  s tar t ing 
pr ice ,  works  real ly  wel l .   F requent ly ,  
respondents  say  they  love Mercedes’  vehicles ,  
but  don’ t  th ink  they  could ever  af ford one.   
With th is  ad,  Mercedes shat ters  that  not ion by  
pos it ioning the GLA as  an af fordable ,  h igh-
qual i ty  vehic le .    
  
PERFORMANCE DRIVERS:  
Qual i ty ,  Per formance,  Fuel  E f f ic iency ,  
Engaging,  At tent ion Grabbing,  Relevant ,  
Cognit ive  & Empathet ic Connect ion,  Sty l ish 

Brand:   
Mercedes 

Title:   
“Impressive 
Numbers” 

Length:   
30 Sec 
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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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