
% 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 sl ight ly  in  March to  45%.  This is  the  f i rst  t ime 

in the  last  14 months that  the  year-over-year  percentage is lower  (vs.  March ‘14) .  
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AMONG 3-MONTH INTENDERS… 

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

OVERALL LUXURY INDUSTRY INSIGHTS: 
 

Mercedes continues to dominate the luxury car category again in March.  Also reappearing (for the 4th t ime) is an Inf ini t i  QX60 
ad, which makes a strong impact on consumers’  emotions.   Both top performers contain themes that resonate wel l  with luxury 

consumers (performance, safety and innovation).   Each top performer has a strong,  engaging storyl ine that captures the viewer’s 
attention.   Mercedes’ Super Bowl ad capital izes on a fun/playful  storyl ine that highl ights a performance theme to introduce the 

AMG GT supercar.   Inf ini t i  continues to achieve success by showcasing a unique and meaningful  safety technology and how it  can 
save l ives.   

MARCH AUTO INSIGHTS 
 

BROUGHT TO YOU BY :   
BRIAN MARAONE 

Between February and March, al l  detai led actions/intentions remain the same or decl ined (exception Loyalty To Brand).   The 
activi t ies with the greatest decl ine since February include Visi t ing A Dealer For More Information and Researching Next Vehicle 

Onl ine;  however,  both continue to generate the strongest percentage of  intentions ( just over 60%).  Loyalty to Dealership,  & 
Salesperson remain steady but continue to generate the fewest act ions/intentions among 3-month intenders.   
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TOP LUXURY CAR AD:  
Mercedes’  Super  Bowl ad,  “Fable ,”  was the  top 
pe r fo rming  luxury car  ad in  Phoenix ’s  March  s tudy.   
Th is  ad con tains  a fun ,  humorous fa i r y ta le  s to ry l ine 
wi th  cu te  an imated characters .   The  ad cen ters  
around the  to r to ise and 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 i s  t i r ed o f  
the  o ld adage  “s low and steady wins the  race” and 
dec ides to  use h is  bra in  to  beat  the  hare  by  dr iv ing 
a Mercedes AMG GT  supercar .   The s t rong  
pe r fo rmance fee l  i s  un iquely  in te rwoven in an  
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.  
  
PERFORMANCE DRIVERS:  
Pe r 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:  
“Back-Up Safe ty ,”  ye t  again ,  captu res  the  top spo t  
(4 th t ime) .   Th is  ad con t inues to  pe r fo rm wel l  
because i t  does an  amazing  j ob o f  in tegrat ing  
s t rong safety  and innovat ion themes.   I t  f eatu res  
mul t iple  scenes in  wh ich  fami l i es  are  back ing  up in  
the i r  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  emot ional  
impact  by  showing the re l i e f  on  paren ts ’  faces af ter  
po tentia l  acc iden ts  are  ave r ted.   By  inc luding  real -
l i f e  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.   Safe ty  
themed ads are  known to resonate ve ry  we l l  w ith 
luxury  consumers,  and th is  ad fu r ther  suppor ts  that  
ins ight .    
  
PERFORMANCE DRIVERS:  
Safe ty ,  Qual i t y ,  Re levant,  Cogn i t i ve/  Empathe ti c ,  
S ty l i sh ,  Po r t rays  An  Innovative Brand,  Spoke  
Di rec t ly  To  Me ,  Speaks Di rec t ly  to  Consumers,  
Po r t rays  A Company V iewers  Want  To  Assoc iate 
Wi th  

Brand:   
Infiniti 

Title:   
“Back-Up Safety” 

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 have researched/plan to research my next vehicle online

I plan to visit a dealer to get more information
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