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Title of campaign: Hey Mercedes! A-Class Sedan
Brand / advertiser: Mercedes-Benz Turkey
Media Agency: OMD Turkey
Creative Agency: Teads, Publicis Emil Turkey
Awards:

e Video Advertising - Silver
Campaign video: https://youtu.be/kGS55fH6MAQ

Campaign Summary

Mercedes-Benz provides a personalised user experience by detecting voice commands with the
MBUX artificial intelligence technology found in the new A-Class Sedan model. We too, should be
able to provide this experience for the users of our target audience, just like in the new  Mercedes-
Benz A-Class Sedan vehicle. Omnichannel experience provided to reach all consumer journey
touchpoints and just like the ‘Hey Mercedes’ voice activated assistant we built a voice activated video
format in programmatic channels. This was supported by Mercedes-Benz Turkey’s own data and
mobile loyalty app data partnership with Zubizu app. We created an opportunity of unique access to
an approximate 1.2 million people, in addition to Zubizu luxury, and data of people who are interested
in automotive, and our own potential audience. This data source gave us 20% more new A-Class
Sedan applications than any alternative second or third party data.

Objectives and Strategy

Instead of the pre-defined audience based on insight, it was our main goal to increase the awareness
of the Mercedes-Benz new A-Class Sedan model. The objective was to increase dealer visits and test
drives. In this direction, a campaign was carried out within the programmatic ecosystem and A
programmatic enabled campaign was carried out with two key KPIs (model awareness and click
through rate).

Execution and Media

The voice-activated messages to introduce the “learning” artificial intelligence and voice assistant of
the Mercedes-Benz A-Class Sedan. By using the ZUBIZU Turkish luxury loyalty app for deterministic
data targeting, we evaluated the “luxury” (luxury retail, restaurant, hotel operations and boat
ownership) segments to reach the new A-Class Sedan audience. In addition to that we targeted
similar audiences of those that purchased Mercedes-Benz automotive from Daimler DMP earlier,
targeted broadcasts on Addressable TV, DMP target audience analysis became our main data
sources. Multichannel usage campaign was also important for our campaign’s goal of ensuring
maximum sales of the new A-Class Sedan.

Creative

Two videos which include the voice commands “Hey Mercedes!” and “Open the Trunk!”, were
displayed to the new A-Class Sedan target audience to provide the opportunity to experience in-car
voice command. To realise this goal, we combined programmatic targeting opportunities, mobile
display inventory and “Voice Activated” interactive video format that we developed in cooperation with
Teads. While the occupants watched the campaign video about the new A-Class Sedan’s Voice
Command feature which is activated by “Hey Mercedes!” voice command; the others who said “Open
the Trunk!” saw the video about trunk volume and interior design.

Innovation

We aimed to provide the audience with the voice-activated experience they would get from the
product. We reached our target audience on mobile with the message of “Are you ready to meet the
new A-Class Sedan? Say the commands below using your microphone and start discovering!” Luxury
shoppers of the ZUBIZU app, especially those that have an automotive app on their phones,
participated in ZUBIZU Fuel Campaign, and were interested in technology and automobile design/
were also included in the target group. These users, which cannot be reached in normal ways, helped
create the funnel effect in the campaign.


https://youtu.be/kGS55fH6mA0
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Results

We improved our targeting with a data strategy covering both offline CRM and website stages. As a
result, more than 10,000 new A-Class Sedan enthusiasts said, “Hey Mercedes!” and “Open the
Trunk!”. Our promotional messages that open with the commands reached 80% completion rate.
While our messages reached 500,000 people in total, 10% of them went to dealers through our
campaign and were caught in our voice activated message. The percentage of users who filled out
forms and came to Mercedes-Benz dealers increased by 20% compared to previous periods. 20% of
the conversions from the banner broadcasts in the campaign came from Zubizu. A CPA cost of 37%
below the general CPA. As a result, we achieved 20% more conversions with Zubizu Luxury and
automotive segmented publication according to the second- and third-party data variations.



