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Automotive brands have embraced social media at a higher rate than brands in other
product categories, according to a report from L2.

Average community growth for auto brands on Instagram jumped 152 percent, and the
platform generates an average engagement level of 2.68 percent. While communities on
other platforms have grown at similar rates, the second highest average engagement level
is .21 percent on Pinterest.

"In terms of engagement, Instagram is the clear winner, registering 30 times the
engagement found on more mature social platforms," said Colin Gilbert, research
director of the report, New York.

"The visual impact of auto collateral and the diversity of photographs sourced from ads,
trade shows, racing sports, and user-generated content helps brands establish diverse
content feeds," he said.

"This stands in stark contrast to other sectors that recycle images without an eye toward
curation. As a result, select brands such as BMW, Mercedes-Benz, and Audi are hitting the
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1 million follower milestone on global accounts, while actively expanding additional
accounts that cater to local audiences."

L2′s “Digital IQ Index: Auto” assesses the digital proficiency of 42 automotive brands.
Rankings were devised according to the following criteria: 30 percent Web site and
ecommerce, 30 percent digital marketing, 20 percent social media and 20 percent mobile.

Quality and quantity

PricewaterhouseCoopers found that up to 15 percent of social leads result in test drives.
The research firm also found that 67 social leads are needed to sell a car, and social
leads cost $2, making the average return 230 times the investment.

For this reason, auto brands have been highly active on social media, choosing to go
down the paths of both quantity and quality to reel in as many potential buyers as possible.

On Facebook, Mercedes-Benz USA, Land Rover USA and Lexus have the biggest
United States communities, and BMW has the largest overall community among its 60
Facebook pages. L2 found that 70 percent of brands pose questions with their posts
to stoke interaction, around half run contests, nearly two thirds promote events and
around 75 percent post about brand heritage.

For instance, Mercedes-Benz USA is inviting fans to show off their personalities by
packing their GLA models, or an equivalent space, with essential items and then snapping
stylish photographs through Aug. 20 (see story).

#GLApacked contest

Also, week after week British automaker Aston Martin has been reinforcing its Friday Film
tradition that explores the brand’s history, examines certain models, travels to exclusive
events and discusses design aesthetics, while amassing a devoted social media
following (see story).
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Aston Martin Friday film

Activity on Twitter is also on the rise, with brands averaging 3.6 tweets per day. However,
unlike the heritage-sustaining and creative content seen on Facebook, Twitter tends to be
used as a customer-service platform, according to L2. This limited understanding of
Twitter has also led to just a third of brands using promoted tweets.

Lexus has leveraged Twitter's conversational power. For example, fans were invited to
Tweet questions about the NX line with the hashtag #LexusInBeijing prior to its debut at the
Beijing International Auto Show.

Lexus’ Takeaki Kato

Lead designer Takeaki Kato then picked out 10 questions to answer, two per day,
throughout the conference in a rich-media format. The videos were then posted on a
dedicated page (see story).

Rising stars

In some ways, YouTube has emerged as the most influential platform for auto brands.
Eighty-five percent of consumers plan to watch online video during the product research
stage and more than half will watch more than 30 minutes of video, according to Google.

https://www.luxurydaily.com/wp-content/uploads/2013/10/FilmFriday.png
https://www.luxurydaily.com/wp-content/uploads/2014/04/rsz_suvlexus11.png
https://www.luxurydaily.com/lexus-places-chief-engineer-on-the-tweet-seat-for-nx-debut/


Video still from Maserati's  "Strike" Super Bowl commercial 

Almost 60 percent of the brands studied have garnered more than 10 million views on
their channels. However, automakers could be generating even more views, since just 57
percent of brand channels come up in the first three results on YouTube search and 14
percent of brand channels do not appear at all on the first page.

Brands tend to generate substantial views with videos connected to television ads,
especially during the Super Bowl. Nine of the top 10 most watched auto brand videos are
Super Bowl ads, with five coming from this year's game.

Both Audi and Jaguar had effective Super Bowl campaigns (see story).

Instagram continues to usurp other platforms in terms of engagement. Auto brands, in
particular, have found a highly engaged audience and are interacting with them in
interesting ways.

BMW of North America let fans reserve one of 29 thirtieth anniversary BMW M5s to be
sold in the United States exclusively through information revealed on Instagram.

BMW M5 Instagran reveal

Interested consumers were asked to follow the brand’s Instagram account through 1 p.m.
EST on May 21 to access a gradually revealed reservation phone number. BMW’s attempt
to stitch Instagram into the broader commerce tapestry speaks to a much larger and
rapidly progressing trend (see story).

Perhaps more so than other product categories, digital is  reshaping the consumer journey
to a new car. Consumers spend hours watching video, reading consumer reviews,
learning technical features and taking all sorts of virtual tours before making a decision
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and heading to a pre-determined dealer (see story).

"Several studies underscore the ability of auto brands to secure high engagement across
social media platforms," Mr. Gilbert said.

"Part of this is the quality of content brands have at their disposal, but auto brands are also
proactive at fostering community participation," he said.

"This investment in a community that caters to both buyers and owners is critical for auto
brands as brand loyalty declines with each new generation of car buyers."

Final Take
Joe McCarthy, editorial assistant on Luxury Daily, New York
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