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About the Agency

180° nieraciion studios is an award winning agency that turns visionary concepts
into powerful mosaics of message and meaning.

The key to our success is Collaboration.  Effective marketing requires
complementary creativity -- designs that are not only singularly effective, but also
capable of powerful unity.

Our proven proficiency in all forms of print design, identity development, and Web &
New Media applications produces peerless creations with incomparable results.

With a passion for thought-provoking, stimulating innovations, 180i’s diverse creative
team continually develops new styles of splendor. From collaborations of creative
inspiration to a fusion of ingenuity and experience, 180°interaction studios
transcends traditional marketing techniques to exceed all expectations.

Meet the Team
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The Strategy Behind the Concept




The Client: Mercedes-Benz

Mercedes-Benz USA has prided itself on its commitme  nt to the customer by
providing superior quality luxury vehicles coupled with outstanding customer
support. The name Mercedes-Benz is synonymous with luxury and is
globally recognized as a high-end auto manufacturer that is dedicated to its
customers. When their customers join the brand, th ey tend to stay.

The Product: Newly Redesignhed Mercedes-Benz C-Class
Launching this fall with three V6-powered models

C350 Sport 300 Luxury- | | Sport
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Campaign Goals

Bailouts/

Recession Foreclosures Job Losses :
Bankruptcies

e Sell 30,000 C-Class vehicles nationally

e Build Consideration: Drive Prospects to a dealershi p to test
drive the new 2008 C-Class

e Generate dealer leads and sales of vehicle

* Drive prospects and more traffic to mbusa.com to exp erience
the C-Class
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Apple Store's Greensboro Grand Opening Draws EXxcite
February 2009



Demographics: www.mbusa.com
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Target Audience

« 50/50 Male/Female Split
 Recently Married/Engaged
 Ages 30-49

e $75K+ Income ($100k HHI)

e Corporate

e Sophisticated

* Enjoys traveling

« Tech Savvy

* In-Market for New Car

 Those who purchased a C-
Class 5 years ago or longer

 Those who inquired about the
C-Class, E-Class and CLK-

Class
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Dealership Location: USA
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Build awareness:

Newly Redesign C-Class
Sports & Luxury Model
Quality and Reliability
Classy and Sophisticated
Roomier

Great Drive

30,000
C-Class Sold



30,000
C-Class Sold

Strong Web Presence:

77% of percent of consumers look online
before they buy offline

22% of all new car sales were done on the
web

66% of auto buyers sent an average of 5
hours shopping online



=
What's The Big ldea?



Where have you been?

Where have you been in life?
Where have you been as a Mercedes Customer?

Where have you visited?

Where would you like to go?

Economic Downturn reduces extravagant vacations
The Alternative: Local Vacations
Day Trips, Weekend Trips, Car Trips

Finding fun places close by that were previously overlooked



Direct Mall - Teaser
$1,000,000: 450,000 pieces

Front Back



Direct Mail - Follow up
$500,000 - 70,000 pieces




Direct Mall - Follow up continued




Direct Mail: Reminder
$15,000: 10,000 pieces

100,000 Mercedes-Benz push pins



Direct Mail: Maliling List Options
Cost: $30,000

/0% bought
30% previous Mercedes buyers

Publications Share Demographics and Psychographics with 2008 C-Class

Forbes

Travel and Leisure

The Young and the Affluent

Urban Young Professionals Connection
Wealthy American Affluent Young Adults



ONLINE COMPONENTS



Online Strategy

A. Viral Marketing Campaign - 15 second commercial ad.
Distribute and monitor ad results with Atlas Ad Server. Inclusion of multiple ad

servers for different technology. Video/Banner.
B. Microsite - Created in combination of Flash, XHTML/CSS

C. Banner Ads - Interactive video footage of places where there are high
concentrations of Mercedes Benz dealerships

D. SEO (keywords, data analysis, online ad ROI)

Mercedes is currently a client of Omniture, allowing discounted rates for ad
spending as campaign numbers are spent in large amounts. Combination use
of 2 suites SiteCatalyst and SearchCenter to purchase keywords like C-Class,
sports cars, Mercedes. Most spending would be done by Mercedes, integration

only required.

E. Social Networking with Twitpic



Viral Marketing Strategy

 Film 15 second video commercial to be aired on Internet
network stations such as Fox, CNN, CBS, and NBC.

e Plans to air during news hours, and primetime television
shows.

 Announcements will be made allowing users to text message
their cell phone number in to receive access code to the

microsite.
e Consumer interaction and live participation.



Viral Marketing Storyboard:15 sec ad

1

Ul

2

SFX: Cars speeding by
Overhead view, black
cars continue to drive
along the road

A4

SFX: Cars speeding

by Front view of black

cars speed by towards
the camera

6

SFX: Cars speeding by
Silver car comes to
forefront, focus on
Mercedes-Benz logo

SFX: Cars speeding by
Background fades to black

Words read: "Come see the

all new 2008 C-Class"

"www.wherehaveyoubeen.com

SFX: Cars speeding by
Camera zooms closer as
the cars continue to drive
off the screen

SFX: Cars speeding by
Front view of cars
speeding by with silver
car approaching

SFX: Cars speeding by
View of back side of cars
driving, with the silver car
in focus.

View of Golden Gate
Bridge in the background.
Words read: "Where have
you been?"



Online Strategy - B. Microsite



Landing Page



About You: Personalized page based on each users' info



Specifications: Focus on New C-Class models



Drive: Interactive Test Driving



Community: Daily News and Comments



Contact Us: Local dealer shop info and contacts



Online Strategy - C. Banner Ads

Main page when customers/prospects visit via "banner ads"
Obtain personal information and allow users to join our community.



Online Strategy - C. Banner Ads

 Men/Women-based website - cnn.com, nytimes.com
* Men based website - esquire.com, gg.com, espn.com
* Women based website - vogue.com



Online Strategy - C. Banner Ads

 Men/Women-based website - cnn.com, nytimes.com
* Men based website - esquire.com, gg.com, espn.com
* Women based website - vogue.com



Online Strategy - C. Banner Ads

Internet Newspapers



Social Networking with Twitpic

+

Why Twitpic?
New photo update service of Twitter, a free social network and micro-blogging

« The third most used social network -

Jeremiah Owyang of Forrester Research estimated that Twitter has 4-5 million users

* The number of unigue monthly visitors at roughly 6 million and the number of monthly
visits at 55 million.

* The fastest growing site in the Member Communities category for February 20009.
A growth of 1382%



Soclal Networking - Twitpic



PR BUZZ



Guerrilla

What will it do? Spark the customers...

“"targeted in unexpected
places, which can make the
idea that's being marketed
memorable, generate buzz,
and even spread virally"



How will we spark the imagination?

Will set up a
dealership Iin
unexpected places



Formula for approach...

SOUTH BEACH!



Incredible locations, incredible cars

COLORADO SKI
RESORT!



Advertising, while transporting!

To transport cars to and from our dealership
stunt, we will employ trucks that are either
transparent, or plastered with advertising.



Mobile App and Marketing

"Where Have You Been?"
mobile app will allow one to:

-access their vehicle information

-connect with other drivers

-upload location photos to TwitPic partner
-get location maps and places to go

-link to "Where Have You Been" microsite

-link into their cars bluetooth system



YOU CAN “COUNT" ON US



Measurements & Brand Lift Metrics

Campaign Initiation Processing Reporting on the
and Entry ﬂ[ll:> the ﬂ[l:> Campaign

Campaign

Technology

Mechanisms of the software are audited to be working in terms of what it
should and does do, i.e., compliant

The end-to-end process is examined, including that surrounding the
technology, to determine if it is compliant with Guidelines

The numbers, as a result of the technology and process, are validated.
Management assertions and auditor opinions are critical here.

Courtesy to iab (Interactive Advertising Bureau) Ad Campaign Measurement Process Guidelines



How Do | Measure Thee?

o Track retall traffic  vefore (basis) and after the campaign
o Compare sales before, during and after an ad campaign

- Direct mail cOde responses

o Ad response Incentives

» Use dedicated phone lines (toll-free extension #)
» web Analytics

o Tried-and-true: customer SUI'VEY at local dealers



Show Me the $

KPIs (Key Performance Indicators)
0 Click-throughs
o Conversion rate

o Compare pre- and post-ad web traffic on MBUSA and
C-Class microsite

Percentage of new and returning visitors
Look-to-book ratios

Sales per visitor

Average order value

Sign-up abandonment rate

o O O O O O

Revenue and profit per product



BEI (Branding Effectiveness Index)

o

O

o

Brand impressions
Landing page impressions
Brochure request

Dealer locator

Contact us submission
Length and depth of visit
Clubs/groups listing

Repeat order rate to help calculate lifetime value



Budget

DIRECT MAIL

0 Teaser: $692,850

o Follow Up: $258,357

0 List Purchase: $29,925
TOTAL: $981,132

ONLINE (team of 7)

0 Microsite: $200,000 maximum XHTML/CSS, Design 5 pages

0 Microsite: $250,000 maximum Flash, interactive test drive/banner ads
0o SEO: $20,000 budget for integration with Mercedes

0

Viral Marketing: $ 200,000

* online advertising numbers derived from Graphic Artists Guild






