
% 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  3 months improved sl ight ly  to  50% dur ing August .   A l though not  as 

high as in June,  the  year-over-year results are  stronger  (50% vs.  46%).    
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AMONG 3-MONTH INTENDERS… 

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

OVERALL LUXURY INDUSTRY INSIGHTS: 
 

In August,  Mercedes captures the top spot in both the Luxury SUV/CUV and the Luxury Car segments.   Both ads contain a strong 
focus on performance, innovation,  and technology,  which sets the brand apart f rom competi tors in the minds of  consumers.   

Also,  in both top ads the vehicle is the pr imary focus of  the ad and is shown in action.   Consumers can see f i rst-hand what the 
vehicle is capable of  doing and the benef i ts of  having such advanced features on a vehicle.   The Mercedes ad “Part of  

Everything” continues to excel  in the Phoenix study because i t  addresses a concern many luxury consumers have, which is that 
they could not afford a vehicle with such advanced technology.   

AUGUST AUTO INSIGHTS 
 

BROUGHT TO YOU BY :   
BRIAN MARAONE 

In August,  act ions/intentions to Visi t  a Dealer To Get More Information saw a signif icant increase month-over-month (+5%), 
coinciding with the new model year launches and the summer sales events.   However,  each of  the other act ions/intentions 

experienced decl ines.   Visi t  A Dealer,  Research Vehicle Onl ine,  and Test Drive remained the top generated actions/intentions among 
3-month intenders.  Addit ional ly,  Loyalty To The Salesperson, Brand and Dealership,  remain the actions/intentions that were least 

f requently generated among 3-month intenders.   

 

 

 

 

 

 

 

N = 941 

Brand:   
Mercedes 

Title:   
“Surviving Crash” 

Length:   
30 Sec 

TOP LUXURY CAR AD:  
A l though Mercedes’  ad,  “Surv iv ing Crash,”  has  
been in-market  for  a  few months  and has a lways  
been a s t rong per former ,  in  August  i t  broke 
through as  the top per forming luxury  car  ad.   
This  ad succeeds by  focus ing on showcas ing the 
technology ,  innovat ion,  and safety  features  in 
the E-Class  sedan.    The ad benef i ts  f rom the 
real- l i fe  vehic le  demonstrat ions  that  c lear ly  
communicate  the benef i ts  of  each 
feature/ innovat ion.   The ad demonstrates  var ious  
dr iver  ass is t  sys tems l ike  pedestr ian a ler ts ,  
cross-t raf f ic  a ler ts ,  and automat ic brak ing.   
P r ior  Phoenix  research shows that  these types  of  
advanced safety  features  resonate very  wel l  with 
luxury  consumers .   The combo of  innovat ion and 
safety  propels  th is  ad to  be a top per former .    
  
PERFORMANCE DRIVERS:  
Safety ,  Addresses  Impor tant  Issues ,  Empathet ic,  
Reassur ing/Meaningful ,  Informat ive,  Relevant ,  
Cognit ive  Connect ion 

TOP LUXURY SUV/CUV AD:  
For  the second month in a  row,  Mercedes’  GLA 
ad “Par t  o f  Every thing” is  the top luxury  
SUV/CUV ad.   The ad succeeds with luxury  
consumers  because i t  shows that  the GLA has 
qual i t ies  that  appeal  to  a  var ie ty  of  consumer  
needs.  Fur thermore,  the ad focuses  on themes 
known to  resonate with luxury  consumers  such 
as  per formance,  des ign,  and innovat ion.   But  
what  real ly  g ives  th is  ad an edge is  the idea 
that ,  with the GLA,  a l l  o f  those th ings  can be 
had at  a  very  at t ract ive  s tar t ing pr ice .   
F requent ly ,  Phoenix  rece ives  feedback  f rom 
people  s tat ing that  they  love Mercedes but  don’ t  
th ink  they  could ever  af ford one.   This  ad 
reassures  people  that  they  can have an amaz ing 
vehicle  at  an at t ract ive  pr ice,  which is  why  th is  
ad cont inues  to  be a top per former .        
  
PERFORMANCE DRIVERS:  
Makes V iewers  Take Act ion,  Per formance, 
Inspir ing/Moving,  Safety ,  Informat ive,  Speaks 
To Consumers ,  Cognit ive/Empathet ic Conn.  

Brand:   
Mercedes 

Title:   
“Part Of 

Everything” 

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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