
      
 
Title of campaign: A-Class Sedan Celebrations 

Brand / advertiser: Mercedes-Benz Turkey 

Media Agency: OMD Turkey 

Creative Agency: Publicis Emil Turkey 

Awards:  

• Campaign Effectiveness - Silver 

Campaign video: https://youtu.be/0vaPjjWpcdc  

 

Campaign Summary 

For the launch of Mercedes-Benz’s A-Class Sedan, we adopted an unusual way of communication in 

digital channels. The campaign took a humorous approach and to celebrate the arrival of the new A-

Class Sedan with intriguing special days that have never been celebrated before such as; Tourism 

Day, World Smile Day, Curious Events Day, and Iguana Awareness Day. Thanks to these ‘special 

days’, we have come across our target audience many times and have turned it into a launch almost 

every day. 

 

Objectives and Strategy 

The launch of the A-Class Sedan had to be promoted in a way that no one could expect. So, instead 

of the usual celebrated special days, we picked absurd and amusing special days and celebrated 

them with the new vehicle. This not only aligned the Mercedes-Benz brand closer to the younger 

generation, but also informed everyone about the arrival of the new A-Class Sedan. We supported 

this with interactive content. In Turkey, everyone was expecting the brand-new A-Class Sedan from 

Mercedes-Benz in 2019. So, we didn’t have just one launch campaign. We launched the product 

almost every day by showing our target audience different visuals. During the campaign, we aimed to 

increase both website traffic and the number of lead and test drive bookings by raising awareness via 

social media. 

 

Execution and Media 

To announce the arrival of the new A-Class Sedan, we used Facebook, YouTube, and Instagram in 

addition to campaign ads such as Video ad, Bumper, Masthead. We also used the interactive tools of 

Instagram, such as; Poll Story ad, Story Lead ad. We have designated media investments around 

Awareness, Traffic, and Lead. As our celebration videos represent a 24-hour special day, we have 

limited our ads on those days and remained true to the social media dynamics. While our teaser and 

special days video contents in the first phase strengthened awareness of the A-Class Sedan, in the 

second phase, we promoted our product videos with targeted traffic, which we clung to the language 

of our ‘special day’ content. Thanks to traffic and awareness we obtained during our first 2 phases, we 

started our 3rd phase and collected leads. With our lead content, we directed the users to our website 

for more information in the 3rd phase. 

 

Creative 

In a humorous approach and to celebrate and raise awareness, we shot video contents for a group of 

special days, those that are both underrated and absurd. By this, we intended to locate A-Class 

Sedan among younger generations and it undoubtedly reached a younger group of audiences. To 

support this humorous approach, we implemented interactive content by using dynamic features of 

the medium and succeed to include users in this loop. 

 

Innovation 

We announced A-Class Sedan, the most anticipated Mercedes-Benz model in 2019, in an effective 

and memorable way. What we did mainly is to attract the attention of the target audience with different 

content in the channels where they spend the most time. By creating awareness with our humorous 

approach in special day communications, we gave A-Class Sedan a younger perception among other 

vehicles. To support this humorous approach, we implemented interactive content by using dynamic 

features of the medium and made our followers a part of this journey. For example, instead of using a 

standard swipe-up story on Instagram, we used a character trying to swipe-up the screen and asking 
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for our followers’ help. Besides, we instantly answered all the questions about the vehicle and 

determined A-Class Sedan Day together with our followers through a survey on IG Story. 

 

Results 

The results were quite impressive. In total, our videos got 8.4M interactions and 2.2M impressions on 

FB and IG along with 13.7M impressions on YouTube. We received 435M impressions on all social 

media channels advertised on. The new A-Class Sedan’s web site traffic increased by 264% and 

reached the highest test drive booking numbers which also increased by 5 times during the launch 

campaign. While the number of leads increased by 578%, 60% of our stock was sold during the same 

period. 21 of the total sales were provided through digital channels. In terms of 'Lead to sale', it 

became the most successful launch campaign of Mercedes-Benz in Turkey. While Teaser reached 

7.5M people, the ad recall increased to 314K. A-Sedan increased its market share to 41% by taking 

share from its competitors during the launch period. 


