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How Mercedes-Benz USA Uses Creative 
Intelligence to Unleash its Social 
Advertising & Content Performance
We recently caught up with Jordan Lalor, Senior Social Media Specialist 
with Mercedes-Benz USA, during a recent webinar and asked him about 
the strategic roles that creative intelligence plays in today’s advertising 
landscape.

Mercedes-Benz USA, LLC (MBUSA), a Daimler Company, is responsible for the 
distribution and marketing of Mercedes-Benz and smart products in the United 
States. MBUSA was founded in 1965 and prior to that Mercedes-Benz cars were 
sold in the United States by Mercedes-Benz Car Sales, Inc., a subsidiary of the 
Studebaker-Packard corporation. Today MBUSA has over 300 dealerships with 
more than 1400 employees.

Here’s what Jordan had to say in his conversation with Mark Mansfield, SVP 
Global Head, Growth & Partnerships for BrandTotal.

Question: If there’s one thing we know for sure is that data 
informs better marketing decisions. But in the creative space, it’s 
hard to get real-time data outside of your own brand on what’s 
working. Given that, Jordan, what does your creative process 
look like?

Jordan: We’re always trying to do more of what works and less of what 
didn’t, but then it’s also great to look at the competition. For example, 
when we launched the GLE and GLC Coupes, a relatively new vehicle 
segment (a four-door coupe SUV). We didn’t have BrandTotal at the 
time, but fortunately, BMW had launched the X6, so we looked at what 
they did and what their ads looked like. We even went so far as to go 
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on www.BMW.com so we could be retargeted with their ads. It’s great 
to be able to have that kind of insight, especially with ad targeting 
these days. 

It’s so helpful with BrandTotal to be able to see what vehicles and 
features are being pushed and what’s resonating with audiences, 
because there is simply no other tool that gives you this kind of 
insight into dark marketing. There are many benefits to hyper-
targeting, but one often overlooked benefit is the safety of targeted 
ads: you’re not really putting yourself out there to everyone in the world, 
especially when it comes to testing, and if a piece of creative fails, it’s 
isolated to a really small segment.

BrandTotal has been a great way to look at features that resonate 
from a messaging perspective, especially interiors, because the feeling 
of being in a Mercedes is hands-down a competitive advantage. 
And when we look at the competition, if we see that their creative is 
garnering higher engagement, we pay attention to it.
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Question: What are the kinds of things you look at now that you 
do have BrandTotal to give you that visibility into what’s working 
and what’s not?

Jordan: Consumer sentiment for sure, as well as basic engagement 
metrics, such as likes, comments, and shares. The best ad is something 
that’s not perceived as an ad, and while those are organic vanity 
metrics, if somebody is liking, commenting, or sharing it, they’re 
probably not thinking of it as an ad.

In these ads (above), we had 12,000 likes or hearts, 777 comments, 
and 663 shares for what I thought was a pretty meat-and-potatoes 
automotive ad, nothing sexy about them. But think about this from an 
ad efficiency perspective — by creating an ad that people like or love, 
the percentage of paid impressions out of total impressions might be 
lower than you think. That’s great, because then you know you’ve really 
created something that resonates with people when they’re engaging 
with it as if it’s an actual piece of content and not an ad.
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Question: So how do you do that? How do you create ads that 
people like and interact with as content, in other words, what’s 
the research, creative development and creative brief process 
like?

Jordan: I really lean on our agency for a lot; I work with another 
individual and together we handle a pretty robust social program 
— everything from community management to campaign and 
remarketing development, so we always want insight into things, and 
performance for all of these campaigns that we review on a weekly 
and monthly basis. You can get analysis paralysis if you’re looking at 
performance every single day, so sometimes you need to give the ad 
a little bit of room to breathe. But if you know something’s not working, 
it’s as simple as clicking a button and shutting it off and that’s what’s 
great about the digital space — immediate feedback.

We use BrandTotal to look at what other companies within the luxury 
segment are doing, such as Gucci, Prada, Balenciaga — aspirational 
brands like Mercedes. That’s because at the end of the day, we’re 
competing with our automotive competitors for ad space as well as 
with other kinds of luxury brands for consumer views on social media. 
We can see the different approaches and creative strategies of luxury 
brands; for example, Gucci has expanded their social ad volume 
whereas Rolex has maintained its status via exclusivity and rarity. 
Which brand is better for us to emulate? Automotive advertising tends 
to be more logical, but luxury is more of an emotional purchase and 
we’ve been able to strike that balance by using BrandTotal to look 
at what luxury brands are doing, how we measure up, and what the 
opportunities are.
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Question: That’s a great insight. How else do you use BrandTotal 
to figure out what brands are doing in social advertising?

Jordan: This is a good example: Last year in the middle of 2020 was 
the “Stop Hate for Profit” campaign where brands were prompted 
to pull their ad dollars out of Facebook. We used BrandTotal to look 
at which competitors had actually paused their media spend, 
and which ones didn’t. Pulling out was the right decision, but 
BrandTotal gave us confidence to know that other brands were 
also taking this seriously and that it was the right decision to make.

Another example is to be able to really drill down into the context of 
consumer sentiment. If we put an ad out for a GLE and everyone uses 
that as a platform to complain about their dealers, that’s a trend 
we take into account when assessing consumer sentiment. What I 
love about social is that it gives you real-time feedback about the 
relevancy of your campaigns in a way that television cannot, and 
BrandTotal helps you hone in on the signal through all the noise.

Question: Our customers report that they experience at least a 
50% decrease in time to creative. I’m wondering how BrandTotal 
helps you shorten your time to creative and make better content, 
faster? 

Jordan: A couple of ways, actually. First, it helps us test faster. I’d much 
rather fail doing something than doing nothing. So we try out new 
creative ALL the time, to the extent that our agency says “hey, we’re 
moving way too fast, there’s too much creative, let’s slow down.” But it’s 
okay to really push the limit of what’s possible in creative, and it’s okay 
if not all of it works. So BrandTotal helps us get over this conditioning 
because we can much more easily see what’s working and what’s not.

Second, because we can now see what our competitors are doing, 
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we can assess their strategy and think about whether it would make 
sense for us. Not only is it important to know what visually or creatively 
what’s working, but also what platforms the other brands, especially in 
our space, are activating on. I’d like to think that there are some really 
smart people working at BMW and Audi. And with BrandTotal, I can see 
where they are spending their money month over month. Let’s say in 
the month of April we saw a huge uptick in BMW spend on Twitter. We 
don’t actively spend on Twitter but if we saw BMW doing so, and then 
they did it again in May and again in June, they are clearly seeing 
something that’s working — so maybe it’s worth exploring. That’s data 
that will help me make decisions without having to invest six or seven 
figures on Twitter. 

At the end of the day, the more information you have access to, the 
more power you have, and BrandTotal gives you that insight. That’s a 
competitive advantage when it comes to social advertising.

 
Would you like to uncover actionable insights into your competitors’ paid 
social media strategies and advertising secrets? Request a demo today to 
experience the power of BrandTotal.

https://info.brandtotal.com/get-a-demo-landing-page


About BrandTotal

BrandTotal is a leading social competitive intelligence 
and brand analytics platform, enabling brand 
marketers to make decisions based on data, not 
feelings. BrandTotal was founded in 2016 and 
serves customers in North America, Europe, and 
Israel. Headquartered in New York, with offices in 
San Francisco and Israel, BrandTotal’s customers 
range from well-established Fortune 500 brands to 
the fastest-growing direct-to-consumer challenger brands. The company 
is funded by world-class VC firms INcapital Ventures, Flint Capital, NHN 
Investment, One Way Ventures, FJ Labs, Glilot Capital Partners, and Keshet Dick 
Clark Productions along with early support from Microsoft Accelerator and 
Oracle Startup Cloud Accelerator.  
Find us at www.brandtotal.com.

Would you 
like to see 

the power of 
BrandTotal for 

yourself?
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