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Client Assessment 

   
Opportunity Statement  
Social media became an aspect that Mercedes-Benz of Tuscaloosa needed to strengthen when 
Facebook first launched in 2004. This became a problem for the company because of other 
competing dealerships recognizing the opportunities through social media and capitalizing on 
them. Our plan addresses this issue and provides strategies on how to overcome the growing rise 
of social media. 
 
Mercedes-Benz of Tuscaloosa has the opportunity to strengthen its social media presence by 
showcasing community involvement and engaging with their target audiences through 
compelling social media posts during the eight-week campaign which results in a greater 
likelihood of a client making that initial move to purchase a vehicle. At the end of the eight 
weeks, Mercedes-Benz of Tuscaloosa will see an increase in social media engagement and brand 
awareness. 
 
Addressing this Opportunity 
When developing this strategic social media campaign, we wanted to implement a plan which 
would emphasize the personal connection and individualistic attributes that Mercedes-Benz of 
Tuscaloosa creates for its clients. In order to carry out this role, we designed the following social 
media campaign that would highlight a strong and consistent presence for Mercedes-Benz of 
Tuscaloosa online for its target audiences: 
 
Alliances  
Alliances were created to showcase testimonials with past clients from Mercedes-Benz of 
Tuscaloosa. We used this as a tool to express how Mercedes-Benz of Tuscaloosa values personal 
connections with its clients, and it gives potential clients the opportunity to see this priority 
within the company as well. We utilized this strategy to make it known that Mercedes-Benz of 
Tuscaloosa treats its clients like family and this relationship extends far beyond the purchase of 
any vehicle.  
 
Partnerships 
Partnerships were designed to express how other companies within the Tuscaloosa community 
and the Golden Triangle area (e.g., Columbus, WestPoint, Starkville, Tupelo) utilize Mercedes-
Benz of Tuscaloosa to succeed in their own businesses as well. This content promotes 
recognizability for multiple brand names for prospective clients and builds a long lasting 
relationship in which both companies can profitably benefit from each other.  
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Areas of Influence 

This strategy was implemented to highlight the importance of Mercedes-Benz of Tuscaloosa’s 
prime location for various areas of influence which includes Tuscaloosa and the Golden Triangle 
area (e.g., Columbus, WestPoint, Starkville, Tupelo). This tool emphasizes Mercedes-Benz of 
Tuscaloosa’s convenient location for an array of target audiences and builds brand awareness for 
clients in the southern region.  
 

Incentives 
Incentives were developed to create audience engagement with our content (eg., likes and 
comments) and promote brand awareness through sharing and following. The physical act of 
sharing the content in order to win a prize promotes the brand name to multiple unknown target 
audiences. This is a mutually beneficial relationship because it gives clients the opportunity to 
win an incentive but also builds a stronger social media presence for Mercedes-Benz of 
Tuscaloosa. 
 

Audience Engagement 
Designed to showcase Mercedes-Benz of Tuscaloosa’s personality behind the computer screen 
through creative and relatable content which increases the chances of audience engagement. 
Timeliness is also a tool utilized during this strategy through strategic planning of when to post 
content that would connect with the audience and relate to current trends online.  
 

Transparent Communication 
Transparent communication was utilized to promote the relationship between Mercedes-Benz of 
Tuscaloosa and clients through showcasing the commitment and effort that occurs in the service 
department even when the camera stops rolling. This is a tool that creates a firm foundation for 
clients to put their trust into the company and feel confident that their vehicle is a priority when 
getting it serviced at Mercedes-Benz of Tuscaloosa.  
 

Target Audiences 
The account team designated Mercedes-Benz of Tuscaloosa’s target audiences as prospective 
clients in the Tuscaloosa community, the Golden Triangle area, (e.g., Columbus, WestPoint, 
Starkville, Tupelo) and past clients. We believe Mercedes-Benz of Tuscaloosa would find the 
most success in brand awareness on social media by focusing this audience. 
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SWOT Analysis 
 

 
Strengths 

Location 
The British Broadcasting Company, BBC, defines a business’ location as the site 
where the operations are taking place. Determining the location of a business is 
critical and can have a big impact on costs and revenue, as illustrated in this quote 
from Bryant (2018), “the location of your dealership has an impact on the number 
of sales and profit you make in a given year” (para. 3). Road links are considered 
as the most important factor in company location (Kimelberg & Williams, 2013). 
Mercedes-Benz of Tuscaloosa’s location is right in the heart of SEC country, with 
the University of Alabama, University of Mississippi, and Mississippi State 
University all within a three hour reach. As such, Mercedes-Benz of Tuscaloosa is 
located very strategically by reaching a wide variety of clientele which research 
has shown strong location and diverse populations have the ability to increase  
revenue (Kimelberg, et al., 2013).  

Service Department 
According to Tim Healey, Managing Editor at The Truth About Cars, a service 
department consists of technicians, who perform repairs, advise on services, assist 
customers and sell maintenance packages, and porters, who prep just-sold 
vehicles for delivery (Healey, 2018). A dealerships service department can have a 
large influence on its bottom line, for example, in a survey conducted by Truett 
(2017), they found that nearly half of their sample said “their experience in the 
service department greatly influenced their likelihood of buying another vehicle 
from the dealership” (para. 5). As such, since Mercedes-Benz of Tuscaloosa has a 
strong service and parts department, as measured by multiple testimonials found 
on its Facebook (Seay, 2017), the service department serves as a strength to the 
overall business, which can ultimately impact the bottom line.  

Facebook Videos 
Facebook videos use exciting motion and sound to build and maintain 
engagement with the audience (“Video”, n.d). Visual content has always been an 
effective marketing strategy, and with social media videos, the effect becomes 
humanized, visual and trendy (Council, 2016). With millions of people being on 
Facebook daily, there is a great chance of the exposure of advertising videos to 
reach clients, especially with how Facebook videos are searchable on Google and 
appear on search engine results pages (Council, 2016). Therefore, professionals in 
the field have proven Facebook videos are a strength to any business, and since 
Mercedes-Benz of Tuscaloosa actively posts videos onto Facebook, they have 
created and connected with a strong fan base on Facebook.  

Weaknesses  
Instagram 

Rouse (2017) conceptualizes Instagram as a free, online photo-sharing application 
and social network platform that was acquired by Facebook in 2012. Specifically, 
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Instagram attracts a younger audience as compared to Facebook usage, as 
identified in a study by Campaign Monitor (2019) where they state “90% of 
Instagram users are under age 35” (para. 2). As such, Mercedes-Benz of 
Tuscaloosa should begin to use Instagram consistently and effectively in order to 
begin to build brand recognition with a younger audience, and keep Mercedes-
Benz of Tuscaloosa’s target audience engaged with them as opposed to its 
competitors.  

Instagram TV and Stories 
Instagram Television, also known as IGTV, is another feature on the social media 
platform that helps build brand representation and works to promote creativity 
(Nelson, 2018). Research predicts that mobile television is on the rise, as 
illustrated in this quote by Dreier (2017), “By 2021, video will make up 78 
percent of all global mobile data traffic” (para. 1). Therefore, video on Instagram 
will account for over three-fourths of content in two years. Mercedes-Benz of 
Tuscaloosa could enhance their target audiences’ personal experience on 
Instagram by using IGTV for testimonials, car tours, and tutorials on special 
vehicle features, which could also increase new, used, and service sales. 
Instagram stories allow businesses to show sneak-peaks and behind-the-scenes 
footage of the organization to their target audiences, which engages the audience 
even more. This is illustrated in the quote by Jones (2018), “your audience feels a 
sense of exclusivity and gets to see the real personalities within your business” 
(para. 2). Therefore, keeping in line with platform changes and trends by showing 
creativity in a brand’s Instagram stories builds more engagement and gives clients 
yet another chance to see new content (Jones, 2018). 

Strategic Trendy Posting   
Professionals have noted strategic trendy posts are engaging for target audiences, 
for example Carr (2018) notes, “Combining current events with your social media 
posts is a great way to engage your audience and draw attention to your brand” 
(para 9). Therefore, if a business creates posts that are related to current events in 
today’s world, this will draw attention to the social media page and get audiences 
engaged. This is important to the company, Mercedes-Benz of Tuscaloosa, 
because they want to engage with their target audience and draw attention to their 
pages. Mercedes-Benz of Tuscaloosa should take advantage of this relatively 
simple opportunity to increase engagement and awareness.  

Opportunities 
Giveaways 

Merriam-Webster defines a giveaway as, “the act of giving something away free” 
(September 9, 2019, para 1). The benefit of giveaways is the ability to grow a 
company’s network and strengthen the relationship between company and 
customer (Grauschopf, 2019). A study showed that 71% of tradeshow attendees 
remembered the name of the company that gave them a promotional product, with 
76% of attendees having a favorable attitude toward that company (“Identity 
works integrated brand solutions”, 2018). Mercedes-Benz of Tuscaloosa has the 
opportunity to participate in their own giveaways, such as Alabama Crimson Tide 
and Mississippi State Football tickets, to have a positive impact on the public’s 
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awareness and acceptance of the dealership as well as to take action to purchase a 
vehicle or bring their vehicle into the service department.  

Testimonials  
According to the online business dictionary, a business testimonial is a written 
recommendation from a celebrity or satisfied customer affirming the performance, 
quality, and/or value of a product or service (September 9, 2019). According to a 
Neilsen study, consumers are more likely to trust opinions and recommendations 
from other consumers over other traditional advertisements (Beard, 2012). Due to 
Mercedes-Benz of Tuscaloosa’s amazing customer service, they have the 
opportunity to feature customer testimonial videos, which will help increase brand 
awareness and acceptance because such testimonials have been proven to be so 
successful (Patel, 2017).  

Social Reciprocity   
Social reciprocity is described as the social interaction between individuals where 
the behavior of one person influences the behavior of another (Solis, 2019). In the 
digital world, social reciprocity has become something of importance with norms 
being placed around sharing, tagging, and liking posts made by others (Solis, 
2019). The new norm of social reciprocity in the digital landscape brings a unique 
opportunity for Mercedes-Benz of Tuscaloosa’s client relations. As such, the first 
step of client relations is providing memorable customer service, and to extend 
that memorable experience, Mercedes-Benz of Tuscaloosa should maintain 
connections with clients, both sales & service, after the initial business exchange 
in the dealership (Truett, 2017). Specifically, Mercedes-Benz of Tuscaloosa has 
the opportunity to extend the relationship between its employees and customers 
by posting about the customers new purchase, or service and expressing the joy 
that customer brought to the employee. Digital social reciprocity norms will then 
encourage more engagement from the client on the post, which will naturally 
encourage more testimonials (Truett, 2017).  

Threats  
Competing Dealerships  

Business dictionary describes competitors in business as a company in the same 
industry or a similar industry which offers a similar product or service 
(September, 9, 2019). Competition between dealerships is nothing new; however, 
the introduction of social media has created another type of competitive threat 
(Horn, 2015). One type of social media competitive threat is the amount of 
followers a business has on social media (Horn, 2015). Follows are important 
because they allow followers to receive updates on the business, as well as show 
others their informal endorsement for the business (Horn, 2015). Specifically 
looking at Mercedes-Benz of Tuscaloosa’s social media platforms and its 
competitors, the drastic diversity in informal endorsements and engagements are 
significant and as such a threat to be addressed. The diversity of informal 
endorsements and engagements are outlined below in the chart:  
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Dealership Mercedes-Benz of 
Tuscaloosa 

Mercedes-Benz of 
Birmingham 

Mercedes-Benz of 
Memphis 

Mercedes-Benz of 
Jackson 

Instagram 
Followers 
Following 
Average “Likes”  

 
222 
35 

5-10 

 
1,952 

425 
50-100 

 
234 
166 

20-40 

 
682 
51 

30-70 

Facebook  
“Likes” 
Followers 
Check-ins 

 
3,390 
3,367 

790 

 
4,850 
4,902 
2,653 

 
5,962 
6,003 
4,569 

 
3,198 
3,329 
2,066 

 
Brand Differentiation 

Brand differentiation is defined as “the means by which your brand is set apart 
from the competition, by associating a superior performing aspect of your brand 
with multiple customer benefits” (Carter, 2014, para 1). Therefore, brand 
differentiation is how a company’s brand stands out compared to any of its 
competitors. The landscape of professional service is constantly changing, for 
example, clients needs change and competitors change (“Marketing MO”, n.d.).  
Due to this constant change, brand differentiation is important and gives a 
business an overall better chance at maintaining a competitive edge and being 
effective at successfully reaching their target market (“Marketing MO”, n.d.). As 
such, not having a strong brand differentiation strategy limits Mercedes-Benz of 
Tuscaloosa in its distinction from other dealerships close to Tuscaloosa and the 
actual Mercedes-Benz plant. This is a primary threat to Mercedes-Benz of 
Tuscaloosa because it causes confusion for current and potential clients and does 
not distinguish as to why a person should choose Mercedes-Benz of Tuscaloosa 
compared to any of the other Mercedes-Benz dealerships.  

Brand Recognition  
Study.com defines brand recognition as: “Brand recognition is the ability of a 
consumer to recognize one brand over other brands. It's the ability of consumers 
to identify your product by its attributes and design elements” (Grimsley, n.d., 
para 2). Therefore, brand recognition is the ability to distinguish one’s company 
by the brand itself. Mercedes-Benz of Tuscaloosa does have the famous 
“Mercedes-Benz” brand that is recognizable, and widely known as a luxurious car 
brand (Johnson, 2014).  While this is good for the overall Mercedes-Benz brand, 
it provides threats to Mercedes-Benz of Tuscaloosa because instead of being 
recognizable as Mercedes-Benz of Tuscaloosa, it is recognized just as Mercedes-
Benz (Johnson, 2014). Mercedes-Benz of Tuscaloosa should distinguish itself 
from the Mercedes-Benz brand and be recognizable by potential customers. 
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The Plan Fall 2019  

 
Opportunity Statement  
Social media became an aspect that Mercedes-Benz of Tuscaloosa needed to strengthen when 
Facebook first launched in 2004. This became a problem for the company because of other 
competing dealerships recognizing the opportunities through social media and capitalizing on 
them. Our plan addresses this issue and provides strategies on how to overcome the growing rise 
of social media. 
 
Mercedes-Benz of Tuscaloosa has the opportunity to strengthen its social media presence by 
showcasing community involvement and engaging with their target audiences through 
compelling social media posts during the eight-week campaign which results in a greater 
likelihood of a client making that initial move to purchase a vehicle. At the end of the eight 
weeks, Mercedes-Benz of Tuscaloosa will see an increase in social media engagement and brand 
awareness. 
 
Goal #1 To showcase a strong sense of community involvement. 

 
Objective #1  

To enhance relationships between Mercedes-Benz of Tuscaloosa and the surrounding 
community by increasing engaging social media content by 20 percent by December 31, 2019, as 
measured by total interactions (likes, comments, shares) on social media. 

 
Strategy #1 Alliances 
  

Tactic #1 During our 8 week campaign, we sought after past clients that had a 
great experience with Mercedes-Benz of Tuscaloosa to give us their testimonial to 
share with the company’s social media followers. Betty and Mac bought a sprinter 
van from Mercedes-Benz of Tuscaloosa and turned it into what they like to call, 
“The Weekender.” Through a recorded video, Betty and Mac provided insight on 
their purchasing experience and their overall process of working with Mercedes-
Benz of Tuscaloosa. We then edited the video and audio together to create a 
trendy video that we posted on Mercedes-Benz of Tuscaloosa’s social media 
pages. This has helped us reach our goal of community involvement by 
showcasing Mercedes-Benz of Tuscaloosa having alliances through our past 
customers.  

  
Strategy #2 Partnerships  
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Tactic #1 We were able to receive a testimonial from Keller Williams Realty who 
bought a van from Mercedes-Benz of Tuscaloosa. Three men shared their 
reasoning as to why they bought a vehicle from Mercedes-Benz of Tuscaloosa, 
and how it has overall helped their company. We were able to capture this 
interview via video camera. This b-roll was put together with audio and video to 
create a trendy post that we used across all of Mercedes-Benz of Tuscaloosa’s 
social media pages. We also were able to interview Brad Vickers who purchased a 
G-wagon from Mercedes-Benz of Tuscaloosa a little over a year ago. He has 
worked with Mercedes-Benz of Tuscaloosa’s service department many times, and 
we were able to showcase the way Mercedes-Benz of Tuscaloosa’s staff goes out 
of their way to make getting a vehicle serviced extremely convenient. Vickers has 
also used his G-wagon on game days at Mississippi State due to his company, 
Southern Tailgating. Vickers needed an in between vehicle, and his G-wagon was 
the perfect car for the job. We were able to put together a compelling video 
through audio and visuals to showcase not only the need for the G-wagon because 
of Southern Tailgating, but also the aspects of the service department and second 
to none customer service. This video was edited and is planned to post on 
Mercedes-Benz of Tuscaloosa’s social media accounts. The third partnership 
interview was with Terry Zilke. Zilke shared why he chose Mercedes-Benz of 
Tuscaloosa and specifically a Mercedes-Benz cargo van. He shared how his 
experience of purchasing the van was great and non-stressful. He shared his plans 
of how he will turn the van into a “house-on-wheels” and will live and travel in 
the van. We were able to video record his testimonial and combine it with b-roll 
to create a trendy video that was posted to Mercedes-Benz of Tuscaloosa’s social 
media pages. This has helped us reach our goal with community involvement to 
show that Mercedes-Benz of Tuscaloosa can not only help you purchase your next 
vehicle, but also help the businesses surrounding Tuscaloosa. 

 
Strategy #3 Areas of Influence 
 
 Tactic #1 We were able to showcase Mercedes-Benz of Tuscaloosa in SEC 

 country twice throughout our 8 week campaign. We drove a convertible car to 
the Alabama Crimson Tide stadium and took pictures and video of the vehicle. 
We recorded a staff member talking about the vehicle and were able to put 
together a video that was posted to Mercedes-Benz of Tuscaloosa’s social media 
pages. We also did a photo shoot with a 2020 GLS 350 around the town of 
Starkville and around the Mississippi State campus. We also have taken a 
Mercedes-Benz of Tuscaloosa vehicle to Tupelo for b-roll and pictures around the 
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town. These three ideas were turned into pictures and videos that were posted and 
are planned to post on Mercedes-Benz of Tuscaloosa’s social media pages. This 
has helped us reach our goal of community involvement by showcasing the 
amount of care that Mercedes-Benz of Tuscaloosa has for its surrounding 
communities.  

 
Goal #2 To engage Mercedes-Benz of Tuscaloosa’s target audiences through social media.

 
Objective #1  
 To boost Mercedes-Benz of Tuscaloosa’s impact on Facebook and Instagram by 20 
percent by December 31, 2019, as measured by social media impressions.  
  

Strategy #1 Incentives  
   

Tactic #1 Over the course of the 8 week campaign, we have successfully  
 conducted giveaways. The first one was a car wash giveaway where we 
posted a graphic on social media and had our audience engage with the post in 
order to win. In order to win, a participant would have to like, share, and 
comment on the car wash giveaway post. We randomly selected a winner, and the 
winner came to the dealership to receive their free car wash. We also repeated the 
process with football tickets. We gave away tickets to the Alabama vs. Arkansas 
game. The winner of the football tickets came to the dealership to pick up the 
tickets, and we posted a picture of the winner with the tickets to Mercedes-Benz 
of Tuscaloosa’s social media pages. We received the audience engagement and 
recognition we were hoping for with these incentives. This helped reach our goal 
of audience engagement by having more people engage with the incentives posts 
in order to win something having them come to the dealership to receive their 
prize. 
 

Strategy #2 Audience engagement  
 

Tactic #1 We capitalized on the ability to carry out strategic and timely posting 
on   Facebook and Instagram that featured vehicles, employees, personality, and 
the dealership. Throughout the 8 week campaign, we have posted many vehicle 
features, employee spotlights, birthday posts, work anniversary posts, and holiday 
posts to show the personality behind Mercedes-Benz of Tuscaloosa. These posts 
were strategically planned, such as the Halloween post on Halloween day, to 
ensure the most audience engagement possible. This strategic and timely posting 
strategy has helped us reach more audience engagement by creating an 
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atmosphere that is not only about vehicles, but also about what is going on in the 
world today and being in tune with the outside world. 
 

Strategy #3 Transparent communication  
 

Tactic #1 We were able to highlight the tremendous service department staff and 
crew by showing Mercedes-Benz of Tuscaloosa’s transparent communication and 
dedication to their clients. We did an interview with Mr. Brad Vickers where he 
talked about how Mercedes-Benz of Tuscaloosa goes out of their way to make 
servicing his vehicle very convenient. This video including showing how a staff 
member would personally pick up Vickers vehicle, give him a temporary vehicle, 
bring his car to Tuscaloosa from Starkville, have it serviced, and then return the 
vehicle to him. This is something very special and unique to Mercedes-Benz of 
Tuscaloosa, and we wanted to showcase this special commitment to our audience 
on social media. We posted this video to Mercedes-Benz of Tuscaloosa’s social 
media pages. This helped reach our goal of audience engagement by showing the 
transparent communication between the customers and the employees. 
 
Tactic #2  During the 8 week campaign, we were able to highlight the service 
department and show how much effort and pride the service department takes in 
its tasks. We did interviews with service department staff to showcase them and 
their services. For example we created a video that included the importance of 
regularly rotating a vehicle’s tires. This video was put together by using video and 
audio and then posted to Mercedes-Benz of Tuscaloosa’s social media pages. This 
helped reach our goal to engage our target audience by having people engage with 
the people in the service department by hearing them speak and watching them 
work. 
 

Strategy #4 Consistency  
 

Tactic #1 Every week, PRISM has sent content calendars for the following week 
to the client. The content calendars include videos and pictures to post and 
verbiage for the posts. The client then reviews the content and approves it to be 
posted on social media. The posts are then scheduled for the week. After the 8 
week campaign, the rest of the social media posts for the last 6 weeks are all 
planned out and will post automatically. These posts will extend until January 1, 
2020. All of these posts are consistent with the previous posts before. We changed 
things up from videos to pictures to graphics, but the core of the content was 
consistent.  Each birthday, employee spotlight, and anniversary post was 
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consistent with each other. Every graphic had the Mercedes-Benz of Tuscaloosa 
logo on it in order to create brand awareness across social media platforms. 
Overall, this created a consistent theme for the 8-week campaign. 
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Results 
 

Throughout the implementation stage of our campaign, we documented social media analytics to 
measure the effectiveness of our tactics.  
 
On Facebook, the team generated quantitative results by the number of posts we posted, the 
engagement on each post, and how many people the post reached. We also measured the amount 
of reactions, comments, and shares each post garnered. Our data also includes what type of posts 
we curated throughout the campaign (Photos, Graphics, or Videos). 
 

Date 
Posted 

Time Post 
Reach 

Engagement Reactions Comments Shares  Type of Post 

Mon 9/23  2:30p  1078 173 26 0 6 Photos 

Tues 9/24  9:30a 1117 179 24 0 7 Photo 

Wed 9/25  8:34a 119 1 1 0 0 Graphic 

Thur 9/26  3:35p 616 53 17 1 3 Graphic 

Fri 9/27  3:11p 272 22 14 0 0 Photos 

Mon 9/30  8:15a 6202 350 33 0 12 Video 

Wed 10/2 10:15a 601 67 10 0 2 Video 

Thur 10/3  11:30a 706 147 11 1 4 Video 

Fri 10/4  9:17a 373 50 19 7 1 Graphic 

Mon 10/7  11:45a 302 6 2 0 1 Graphic 

Wed 10/9  8:09p 306 15 5 0 1 Video 

Thur 
10/10  

4:23p 11969 713 25 4 22 Video 

Wed 10/16  4p  879 88 21 11 7 Graphic 

Wed 10/16 10:23p 595 149 32 3 2 Video 

Thur 
10/17  

4:30p  1782 314 21 1 11 Video 

Fri 10/18  11:07a 4946 211 18 0 9 Video 
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Mon 10/21  4:42p 398 45 19 0 1 Photo 

Tues 
10/22  

1:34p 3488 403 65 48 54 Graphic 

Wed 10/23  1:02p 355 23 13 0 1 Graphic 

Wed 10/23  5:26p 434 28 6 1 3 Graphic 

Thur 
10/24  

2:26p  372 12 5 0 2 Video 

Fri 10/25  2:59p  520 56 13 1 2 Video 

Mon 10/28  3:32p 542 55 19 1 3 Photo 

Tues 
10/29  

9:24a  196 16 12 0 0 Photo 

Wed 10/30  10:32a 1855 476 30 3 13 Video 

Thur 
10/31 

9:09a 457 41 12 0 4 Video 

Fri 11/1  8:49a  337 24 7 0 2 Graphic 

Tues 11/5  10a  515 39 15 1 2 Graphic 

Wed 11/6  10a  373 39 7 0 2 Photo 

Thur 11/7  10a  3678 845 6 0 1 Video 

Fri 11/8  10a  506 42 18 1 2 Graphic 

Mon 11/11  10a 697 113 37 15 2 Graphic 

Tues 
11/12  

11a 436 42 17 1 2 Photo 

Wed 11/14  11a  374 29 16 0 2 Photo 

Thur 
11/15  

10a  273 35 23 1 0 Photo 

 
Our posts during the eight-week campaign reached a total 47,669 accounts, 4,901 engagements, 
619 reactions, 101 comments and 186 shares. We also gained 166 new likes on Facebook during 
the eight-week campaign.   
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On Instagram, the team analyzed our content through likes and post reach. These numbers allow 
us to better understand how our posts are performing. Remember, Mercedes-Benz of Tuscaloosa 
only has 276 followers when our eight-week campaign ended.  
 
 

Date Time Likes Reach Type of Post 

Mon 9/23  2:30p  21 166 Photos 

Tues 9/24  9:30a 19 156 Photo 

Wed 9/25  8:34a 5 151 Graphic 

Thur 9/26  3:35p 10 149 Graphic 

Fri 9/27  3:11p 14 151 Photos 

Mon 9/30  8:15a 23 147 Video 

Wed 10/2 10:15a 10 128 Video 

Thur 10/3  11:30a 9 122 Video 

Fri 10/4  9:17a 11 133 Graphic 

Mon 10/7  11:45a 10 132 Graphic 

Wed 10/9  8:09p 11 141 Video 

Thur 10/10  4:23p 14 152 Video 

Wed 10/16  4p  13 145 Graphic 

Wed 10/16 10:23p 15 147 Video 

Thur 10/17  4:30p  19 164 Video 

Fri 10/18  11:07a 41 607 Video 

Mon 10/21  4:42p 10 141 Photo 

Tues 10/22  1:34p 13 148 Graphic 

Wed 10/23  1:02p 10 147 Graphic 

Wed 10/23  5:26p 9 130 Graphic 

Thur 10/24  2:26p  13 138 Video 
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Fri 10/25  2:59p  16 142 Video 

Mon 10/28  3:32p 11 130 Photo 

Tues 10/29  9:24a  8 125 Photo 

Wed 10/30  10:32a 13 125 Video 

Thur 10/31 9:09a 12 117 Video 

Fri 11/1  8:49a  13 142 Graphic 

Tues 11/5  10a  12 130 Graphic 

Wed 11/6  10a  7 128 Photo 

Thur 11/7  10a  12 125 Video 

Fri 11/8  10a  15 129 Graphic 

Mon 11/11  10a 7 129 Graphic 

Tues 11/12  11a 15 139 Photo 

Wed 11/14  11a  21 144 Photo 

 
The outcomes for Instagram is an average reach of over half of our following. We also gained 44 
followers this semester over the eight-week campaign.  
 
Types of Posts 
During our research, we determined that we must use different types of posts to garner the most 
engagements. Here’s a breakdown of each post type we created during the eight-week campaign. 
The main takeaway is we produced about the same type of posts over the eight weeks.  
 

Type of Posts Total  

Photos 10 

Graphics 12 

Videos  13 
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This table shows the post reach by each type of posts. The main takeaway is videos reach the 
most people on social media.  
 

Type of Posts Post Reach 

Photos 5,059 

Graphics 8,621 

Videos  33,989 

 
This table shows the engagements broken down by the type of posts. The main takeaway is 
videos receive the most engagements.  
 

Type of Posts Engagements 

Photos 635 

Graphics 870 

Videos  3,396 

 
This table shows the number of reactions received by the type of posts. The main takeaway is 
people react about the same to graphics and videos.  
 

Type of Posts Reactions 

Photos 177 

Graphics 221 

Videos  221 

 
This table shows the number of comments on each type of posts. The main takeaway is videos 
garner the most comments.  
 

Type of Posts Comments 

Photos 3 

Graphics 78 
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Videos  85 

 
This table shows the amount of shares received by each type of posts. The main takeaway is 
videos receive the most shares.  
 

Type of Posts Shares 

Photos 23 

Graphics 78 

Videos  85 

 
Results show that videos reach the most people and are engaged with the most, graphics and 
videos curate the most reactions. Videos also receive the most comments and shares.  
 
Strategic Posting 
For this campaign, we also focused on when we posted our content. We scheduled our content 
either in the a.m. or p.m. and found out what works best for our client.  
 

Time Posted Total Posts  

A.M. (12 a.m. - 11:59 a.m.) 20 

P.M. (12 p.m. - 11:59 p.m.) 15 

  
This table shows the post reach by when the post was published online. The main takeaway is we 
reach about the same amount of people when we post in the a.m. or p.m.  
 

Time Posted Post Reach 

A.M. (12 a.m. - 11:59 a.m.) 24,063 

P.M. (12 p.m. - 11:59 p.m.) 23,606 

 
This table shows the engagements broken down by when the post was published online. The 
main takeaway is engagement is higher in the a.m. 
 

Time Posted Engagements 
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A.M. (12 a.m. - 11:59 a.m.) 2,752 

P.M. (12 p.m. - 11:59 p.m.) 2,149 

 
This table shows the number of reactions received by when the post was published online. The 
main takeaway is people react more to content in the a.m. 
 

Time Posted Reactions 

A.M. (12 a.m. - 11:59 a.m.) 318 

P.M. (12 p.m. - 11:59 p.m.) 301 

 
This table shows the number of comments produced by when the post was published online. The 
main takeaway is that people comment on posts more in the p.m.  
 

Time Posted Comments 

A.M. (12 a.m. - 11:59 a.m.) 30 

P.M. (12 p.m. - 11:59 p.m.) 71 

 
This table shows the amount of shares received by when the post was published online.The main 
takeaway is our posts received more shares in the p.m. 
 

Time Posted Shares 

A.M. (12 a.m. - 11:59 a.m.) 68 

P.M. (12 p.m. - 11:59 p.m.) 118 

 
Specifically, the times that work best for our client through this data are 8 a.m., 10 a.m., 2 p.m. 
or 5 p.m. The post reach, engagement, reactions are all better during the a.m. time frame; 
however, comments and shares are better during the p.m. time period.   
 
Conclusion  
In conclusion, our two objectives from our initial proposal were achieved. We used alliances, 
partnerships, and the areas of influences to increasing engaging social media content by 20 
percent which was measured by reactions, comments and shares. We were able to boost 
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Mercedes-Benz of Tuscaloosa’s impact on Facebook and Instagram by 20 percent through 
incentives, audience engagement, transparent communication, and consistency.  
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Timeline 

 
In our initial proposal, we proposed that we would strengthen Mercedes-Benz of 
Tuscaloosa’s social media presence by showcasing community involvement and 
engaging with the target audiences through compelling social media posts. We sought to 
accomplish these propositions with goals, strategies, and tactics. We set out with high 
expectations to accomplish our tactics, and during the 8-week campaign, we were able to 
successfully meet our goals.  
 
In difference to our original timeline, we did not post the multi-point inspection giveaway 
or the tire rotation giveaway, we did not post the Alabama vs. Mississippi State ticket 
giveaway due to the tickets not being available, and we were not able to film Betty and 
Mack at an Alabama football game due to the van being in the shop and a weather 
cancellation. However, we did post the car wash giveaway and the first Alabama football 
ticket giveaway. We also accomplished more work than our original timeline proposed. 
 
As a team, we developed strategies such as partnerships, alliances, incentives, transparent 
communication, consistency, etc… that were accomplished with our tactics.  
To accomplish our goal of showing a sense of community involvement, we used 
testimonial videos showcasing customer experiences. During the campaign we 
showcased Keller Williams Realty, Terry Zilke, and Betty and Mac. To engage with 
target audiences, we focused on timely posting, giveaways, and advertising boost. We 
highlighted multiple aspects of Mercedes-Benz of Tuscaloosa by showcasing more than 
just cars on the showroom floor. During the campaign, we highlighted employees ranging 
from salesmen and desk managers to service technicians and detail techs. Below is a 
timeline that will showcase the PRISM team’s work starting with the initial proposal on 
through the 8-week campaign, and the final evaluation period. 
 

Initial Proposal  
On September 20, 2019 we created, proposed, and approved our initial proposal. Our 
initial proposal included a client assessment, plan of action, SWOT analysis, timeline, 
and budget. Also, on September 20, we incorporated a b-roll day in order to have content 
such as pictures and videos for our 8-week social media campaign. Our first content 
calendar was sent to the client and approved to be posted on the Mercedes-Benz of 
Tuscaloosa’s social media pages. We then started to implement the rest of the 8-week 
campaign proposed in the initial proposal. 

Week 1 
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During week one, we posted social media content to Facebook and Instagram. This 
content was previously approved by Mercedes-Benz of Tuscaloosa staff members. The 
content included a post about a 2019 AMG, staff members playing top golf, Costco 
members discounts, employee spotlight of Karen Hamby, and a Football Friday post. 
These were the first posts for Mercedes-Benz of Tuscaloosa set forth by the PRISM team. 
At the end of week one, the team spent time creating content for week 2 and having it 
approved by Mercedes-Benz of Tuscaloosa. 
 

Week 2 
During week two, the team posted social media content to Facebook and Instagram. This 
content included a post of drone footage of the dealership, a testimonial from a previous 
customer, a 2019 GLC 450 feature, a teaser for the 2019 AMG GT 53 video feature, and 
Tim Crowley’s birthday post. We then sent the week 3 content calendar to the client for 
approval.  
 

Week 3 
During week three, the team posted social media content to Facebook and Instagram. 
This content included Omar Hernandez’s birthday post, a client spotlight of Keller 
Williams Realty, a car wash giveaway, the full 2019 AMG GT3 showcase, and Ms. 
Phyllis Todd’s testimonial. We then sent the week 4 content calendar to the client for 
approval.  
 

Week 4 
During week 4, the team posted social media content to Facebook and Instagram. This 
content included an Alabama football ticket giveaway, the full Keller Williams Realty 
testimonial, a happy boss day video, Alabama football ticket giveaway winner post, and a 
2019 C-Class Cabriolet feature. We then sent the week 5 content calendar to the client for 
approval. 
 

Week 5  
During week 5, the team posted social media content to Facebook and Instagram. This 
content included a customer’s purchase of a 2013 C250, an employee spotlight of 
Stephanie Lee, a sticker detail post, a roadside assistance feature, and a pre-owned lot 
feature. We then sent the week 6 content calendar to the client for approval. 
 

Week 6 
During week 6, the team posted social media content to Facebook and Instagram. This 
content included a pre-owned vehicle post, a teaser for the Betty and Mac video, Terry 
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Zilke’s testimonial, a Halloween video, and a leather seat feature. We then sent the week 
7 content calendar to the client for approval.  
Also during week 6, we conducted an interview with Brad Vickers for our service 
department video, and he let us take his vehicle to Mercedes-Benz of Tuscaloosa to have 
it serviced in order to create a video we had in mind. We also used the temporary vehicle 
brought from Mercedes-Benz of Tuscaloosa to Vickers for pictures around Starkville, 
Mississippi in order to create an area of influence post.  
 

Week 7  
During week 7, the team posted social media content to Facebook and Instagram. This 
content included a customer’s purchase of a 2020 CLA250, a test drive photo, Betty & 
Mac’s full testimonial video, Jodi Wilson’s birthday post, and an LSU vs. Alabama post. 
We then sent the week 8 content calendar to the client for approval. 
 

Week 8 
During week 8, the team posted social media content to Facebook and Instagram. This 
content included the car wash giveaway winner post, Mark Huff’s birthday post, an 
informational post about Mercedes-Benz of Tuscaloosa, and a team meeting picture. We 
also sent the mega content calendar for the next six weeks of content until January 1 to 
the client for approval.  
 

Evaluation 
During the last 3 weeks of our work for Mercedes-Benz of Tuscaloosa, we have been 
evaluating what has worked successfully for Mercedes-Benz of Tuscaloosa and what we 
deem to have not worked as well for the client. This evaluation includes this report as 
well as a complete final portfolio and presentation. This content will include the results of 
the campaign, the total amount spent on the campaign, and the suggestions for moving 
forward. 
 

Summary of Time Spent on our Campaign  
Most of our campaign was spent working on creative content for our client. We spent 28 
hours on research, 97 hours on creative and 68 hours and 45 minutes on Administrative 
work. We devoted a total of 192 hours and 45 minutes to this campaign over eight-weeks. 
 

 

Research Creative Administrative  Total  

28 hours  97 hours 68 hours 45 minutes 192 hours 45 minutes 
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Budget 
 

To assist the account team in achieving our initial proposal goals, we decided to invest in 
numerous paid advertisements on Facebook. Facebook defines paid advertisements as 
“boosting”. Through Facebook algorithms, posts that are boosted are placed in people’s news 
feed that are not associated with the page. We boosted five times throughout the 8-week 
campaign. We specifically targeted a demographic with the age range from 18 to 65 that live 
within a 25-mile radius from Tuscaloosa, Alabama, Columbus, Mississippi, Starkville, 
Mississippi, Tupelo, Mississippi, and West Point, Mississippi. Boosting posts has allowed us to 
incorporate brand awareness and double the reach of each post that was boosted.  
 
In the chart below, we laid out the appropriate information according to each post that was 
boosted throughout this 8-week campaign. The start date indicates when the post was first 
boosted and the end date shows when the boosting time span ended. The type of post describes 
what type of specific content was boosted, and the amount spent indicates the amount of money 
that was spent on each post in order to boost it. The reach shows how many people were actually 
reached through the boosting process meaning people saw the post. The engagement section 
indicates how much engagement we received on the post that was boosted such as likes, 
comments, and shares.  
 

Date Started Date End Type of Post Amount Spent Reach Engagement 

10/1/19 10/12/19 Video $25.00 4,715 3,275 

10/16/19 10/23/19 Video $25.00 4,800 1,997 

10/16/19 10/21/19 Video $20.45 4,179 1,653 

10/21/19 10/28/19 Video $25.00 3,592 1,711 

11/8/19 11/15/19 Video $25.00 3,399 2,015 

  Total: $120.45 20,685 10,651 

 
The below information regards the specific videos we decided to boost and the reasoning behind 
why we chose to boost these particular videos.  
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Mercedes-Benz of Tuscaloosa Drone Video (10/1/19-10/12/19) 
We decided to boost this post because it advertises the entire dealership, and it received a lot of 
reach from people outside of our targeted audience.  

 
 
 
2019 AMG GT 53 Showcase Video (10/16/19-10/21/19 and 10/21/19-
10/23/19) 
We decided to boost this post because it featured a brand new car on the 
lot, so it was a great way to increase awareness of new cars. We extended 
this boost because it was having so much success. 
  
 
 
2019 C-Class Cabriolet (10/21/19-10/28/19) 
We decided to boost this post because it featured a new car on the lot, so 
it increased awareness for potential customers. 
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Betty & Mac Weekender Video (11/8/19-11/15/19) 
We decided to boost this post because it highlights the excellent customer service of Mercedes-
Benz of Tuscaloosa and shows that the dealership has very loyal customers.  

  
 
Giveaways                     
 
The below chart is in regards to the football ticket incentive. This chart will show the amount 
that Mercedes-Benz of Tuscaloosa paid for the two football tickets.        
 
 

Number of Tickets Amount Per Ticket           Total Cost   

 2 $80 $160 

 
The below chart is in regards to the car wash incentive. This chart will show the amount that a 
regular car wash from Mercedes-Benz of Tuscaloosa would cost. 
 

Number of Car Washes Amount Per Giveaway           Total Cost   

 1 $25 $25 
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The below chart is in regards to the tire rotation incentive. This chart will show the amount that a 
regular tire rotation from Mercedes-Benz of Tuscaloosa would cost. 
 

Number of Tire 
Rotations 

Amount Per Giveaway           Total Cost   

 1 $41.95 $41.95 
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Effectiveness & Moving Forward 
 

Evaluation of effectiveness 
For Mercedes-Benz of Tuscaloosa, we wanted to create meaningful results and return on 
investment during the social media campaign. The growth of the brand includes 166 new likes on 
Facebook and 44 new followers on Instagram. This campaign had a bigger impact than in the 
Spring 2019 semester. Our effectiveness can also be measured by the content we published on 
social media. Our content was targeted to the areas of influence i.e. Starkville, Tupelo, 
Tuscaloosa, West Point and Columbus. We also focused on client testimonials; such as, Keller 
Williams Realty, Terry Zilke, and Betty and Mac. Another thing we focused on this campaign 
was timely posting. In all four components of the campaign, we wanted to make sure that we 
were doing all we could to maximize reach and engagement. Our two b-roll days were effective 
because we gathered enough visuals to create 15 weeks’ worth of social media content. As 
mentioned above in our results section, we have found a good balance between the mornings and 
afternoons to combat the social media algorithms. Finally, the effectiveness of any social media 
campaign is how we presented our content (photos, videos and graphics) in an engaging and 
interesting way. During the campaign, our client expressed how much they liked our content 
through verbal feedback.   
 
Unintended Outcomes 
Some of the unintended outcomes include not running the multi-point inspection or tire rotation 
giveaways, we also did not giveaway Mississippi State vs. Alabama tickets due to not having 
tickets and were unable to film Betty and Mac at an Alabama game due to the vehicle being in 
the shop and the weather. Another unintended outcome was not having access to the MBUSA 
compliance site at the beginning of the semester. It took the account team a few weeks to get it 
all set up and a process in place for us to run our content through the system. Another unintended 
outcome is still having another outside agency post content unexpectedly. In order to have an 
effective reach, we recommend there should only be one team posting on the business’ behalf to 
create consistency and unity on the social media platforms.  
 
Moving Forward 
Our recommendations for the client moving forward are to continue strategically posting on 
Facebook and Instagram. We suggest continuing to conduct giveaways and publishing 
captivating visual content as those gets the best reach and engagement. We also suggest to the 
client to continue to highlight employees’ birthdays and work anniversaries. It enhances the 
human element between the social media audience and the dealership. Lastly, Mercedes-Benz of 
Tuscaloosa needs to focus on creating content with a consistent Mercedes-Benz of Tuscaloosa 
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brand, so they'll know it’s a Mercedes-Benz of Tuscaloosa post at first glance and it looks more 
professional. By continuing to partner with PRISM, we can produce our suggested 
recommendations moving forward. Mercedes-Benz of Tuscaloosa should stay on as a client with 
PRISM due to the high-quality social media content we have produced over the campaign and all 
of the successful feedback we received online.  


