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Case study | YouTube



Mercedes-Benz creates an online adventure Website: www.mercedes-benz.co.za • Supplier of premium passenger cars and commercial vehicles. • Based in Pretoria, Gauteng and East London, Eastern Cape • More than 6 000 employees across the group of companies



Goals • • • 



Connect and engage with a younger, technologically savvy audience Use YouTube as a ‘hub’ from which to launch the new GLA Class Secure 10,000 competition entries through ‘earned’ Media



How Mercedes-Benz used YouTube to engage a young, digitally savvy audience Mercedes-Benz has been operating in South Africa since they opened their manufacturing plant in East London in 1950, with a head office in Pretoria following shortly after. The luxury car brand’s marketing objective is perhaps best captured by its unmistakable strapline - “The best or nothing” - and in practical terms, the brand aims to be the market-leader across all premium automotive segments. Besides seeking to retain their existing, loyal client-base, Mercedes-Benz wants to introduce the brand to a new, younger market. To achieve this, they have made online advertising a key focus of their marketing activities over the past two years.



“Videos are growing in popularity among our younger target audience. We find this format particularly engaging ... click-throughs to video links are amongst the highest. “



Approach • • • 



Anchor episodic video content with Multi-Screen Mastheads Use Video remarketing to reconnect with Mercedes-Benz’s audience Used TrueView’s ‘Free Clicks’ functionality to drive contest entries



Results • • • 



48,000 competition entries 100% increase in YouTube Views and Subscribers 9,000 hours of YouTube Video Consumption - that’s more than one whole year!



- Claudia Walters, Marketing Communications Manager, Mercedes-Benz Cars South Africa



Going digital Mercedes-Benz’s digital strategy has grown to encompass a comprehensive use of both Google Search and the Google Display Network to connect with prospective buyers across the purchase funnel. It was Mercedes-Benz’s utilisation of YouTube, however, that really saw the brand further its standing among a younger, technologically-savvy demographic. YouTube was at the heart of the successful launch of their new compact SUV, the Mercedes-Benz GLA-Class. To launch the GLA, Mercedes-Benz created #GLAAdventure - a series of adventures that would mirror the lifestyle of the target audience, putting the vehicle to a test in real life scenarios. Every weekend a winner was chosen to experience the GLA first hand, so creating engaging video content showing a range of extreme adventures across the country – from balloon safaris to abseiling. “The GLA launch was mainly digital, with very little above the line support, ” says Claudia Walters, Marketing Communications Manager for Mercedes-Benz Cars South Africa. “YouTube Mastheads were used in every week of the campaign, pushing engaging video content and linking viewers to an interactive micro-site that encouraged further audience participation. We decided on this tactic given the GLA’s target market – a younger, more socially engaged and technologically aware audience; the adventure-seekers who would be excited to join this campaign,” Walters says.



About YouTube YouTube™ is the premier destination to find, upload, watch, and share video online. Google and YouTube are committed to innovating with video to create compelling services for users, content owners, and advertisers. The YouTube Desktop Custom Masthead is an in-page unit running the full width of the YouTube homepage below the navigation bar for 24 hours. For more information visit www.youtube.com/advertise



Taking over YouTube on desktop and mobile The YouTube Masthead is an exclusive display advertising spot on the homepage of YouTube. The sheer popularity of YouTube and its ever-expanding user base makes the Masthead unit one of the most cost-effective paid media solutions available to South African advertisers. Mercedes-Benz’s takeover of both YouTube’s Desktop and Mobile homepages - a first for South Africa - saw the brand serve in excess of one million video impressions over 24 hours, while their YouTube channel views grew by more than 100% over the course of this Campaign. “Using the YouTube Masthead ad position has helped Mercedes-Benz influence brand perceptions. For nearly two decades, Mercedes-Benz engaged an older, traditional market in South Africa. The Masthead allowed us to reach and create mass awareness amongst a younger, more digitally savvy market,” says Sarah Snyman, Digital Account Director with iProspect, who worked on the campaign. “The Masthead has also proven its effectiveness from a bought media perspective; whether in terms of video views, engagement, click-through rates or the lasting Remarketing opportunity, the effectiveness of this unit has made it a cost-effective and an integral part of our campaign work.” The combination of emotive content and high-impact advertising paid dividends, with the GLA campaign enjoying almost 9 000 hours of YouTube content consumption, and with Mercedes-Benz garnering more YouTube subscribers than any other automaker in South Africa. Says Walters: “Videos are growing in popularity among our younger target audience. We find this format particularly engaging, and have noticed that click-throughs to video links on our various platforms are amongst the highest links visited.” The GLA campaign not only drove brand awareness, but also engagement with the vehicle. The video content was used to direct viewers to glaadventure.co.za, where viewers could compete to win adventure holidays. As an extra incentive, the grand prize of a Mercedes-Benz GLA-Class was offered to one lucky winner! “Success came in the form of the high number of entries to win both the adventure weekends and the car, and also in the uptake of the #GLAadventure hashtag. People used it not only to retweet and share our content, but to tag their own personal adventures,” says Walters. Ultimately, the GLA launch saw an established and venerated brand break new ground in the digital space. The strategic use of YouTube saw Mercedes-Benz build influence and seed consideration across a channel frequented by more than half of all new car buyers in South Africa, while competition entries across GLAadventure.co.za exceeded 48,000 - four times that of the initial campaign objective. In addition, a ‘video first’ approach by Mercedes-Benz has seen them build a significant content hub on YouTube, where auto-enthusiasts can continue to engage with the brand well beyond the lifespan of any one car launch.



“For nearly two decades, Mercedes-Benz engaged an older, traditional market in Souh Africa. The YouTube Masthead allowed us to reach and create mass awareness amongst a younger, more digitally savvy market” - Sarah Snyman, Digital Account



Director, iProspect
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