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Client Assessment
Opportunity Statement
Mercedes-Benz of Tuscaloosa has the opportunity to develop a compelling social media presence by
creating content that humanizes, engages and showcases the service of the dealership.”

At the beginning of this strategic communication campaign, we set out to create a compelling
social media presence for Mercedes-Benz of Tuscaloosa. In order to create a compelling
presence, we created a comprehensive social media campaign utilizing the following hashtags
to create content that humanizes, engages, and showcases the service of the dealership:
#MercedesMonday
Designed to engage client’s appreciation and knowledge on the different types of
Mercedes-Benz vehicles by featuring a variety of images and information on the
different vehicles.
#TeamMemberTuesday
Designed to humanize the dealership by featuring different employees within the
dealership and presenting their knowledge, strengths and interests.
#WeCareWednesday
Designed to showcase (1) how the dealership is involved in the community and (2)
how the dealership values providing customers with affordable prices and high
quality, safe vehicles.
#WhatsOnTheLotWednesday
Designed to inform and engage clients on the new and pre-owned vehicles on the lot
by featuring vehicles that have been difficult to move off the lot.
#ThrowbackThursday
Designed to engage clients on past Mercedes-Benz and Mercedes-Benz of
Tuscaloosa’s accomplishments by providing information and insight into the history of
the brand and dealership.
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#ThankfulThursday
Designed to humanize the dealership by featuring videos that captured employees
expressing what they are thankful for and by giving thanks to our customers and
partners.
#FeatureFriday
Designed to showcase all the intricate details, features and technology of the beloved
Mercedes-Benz vehicles.
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Goals & Objectives
To clearly understand what our team needed to do to expand and create a compelling social media
presence, we drafted out two main goals for our 8-week campaign.
The first goal was designed to make the Tuscaloosa branch of Mercedes-Benz a recognizable
brand. This would directly aid in expanding and creating a compelling
social media presence for Mercedes-Benz of Tuscaloosa by making daily specific posts
recognisable and expected. As such, we set an objective to
increase digital presence by increasing the quality of content produced and promoted on
Mercedes-Benz of Tuscaloosa’s Facebook Page.
The second goal was designed to increase engagement by way of likes, shares, and comments
on the Mercedes-Benz Facebook page. This would directly influence the opportunity presented
to us by making posts engage worthy by those on the page. As such, we set an objective to
encourage and increase engagement between the dealership and its clients by cultivating and
monitoring digital engagement.
Goal 1: To build Mercedes-Benz of Tuscaloosa’s brand recognition.
Objective 1: To increase your digital presence within the community of Tuscaloosa by
increasing the quality of content produced and promoted by 25% on Mercedes-Benz of
Tuscaloosa’s Facebook page by April 12, 2019.
Strategy 1: Hashtags
Tactic 1: #MercedesModay
Starting on February 18, 2019, we posted a total of 7 #MercedesMonday
posts. A total of 5,785 people were reached with a total of 544
engagements.
Tactic 2: #TeamMemberTuesday
Starting on February 12, 2019, we posted a total of 9
#TeamMemberTuesday posts. A total of 12,738 people were reached
with a total of 1,953 engagements.
Tactic 3: #WeCareWednesday
Starting on February 13, 2019, we posted a total of 5
#TeamMemberTuesday posts. A total of 6,492 people were reached with
a total of 1,297 engagements.
Tactic 4: #WeCareWednesday
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Starting on February 13, 2019, we posted a total of 5
#WeCareWednesday posts. A total of 6,492 people were reached with a
total of 1,297 engagements.
Tactic 5: #WhatsOnTheLotWednesday
Starting on March 27, 2019, we posted a total of 2
#WhatsOnTheLotWednesday posts. A total of 920 people were reached
with a total of 83 engagements.
Tactic 6: #ThankfulThursday
Starting on February 28, 2019, we posted a total of 4 #ThankfulThursday
posts. A total of 6,953 people were reached with a total of 465
engagements.
Tactic 7: #ThrowbackThursday
Starting on February 21, 2019, we posted a total of 4
#ThrowbackThursday posts. A total of 3,206 people were reached with a
total of 561 engagements.
Tactic 8: #FeatureFriday
Starting on February 22, 2019, we posted a total of 7 #FeatureFriday
posts. A total of 9,964 people were reached with a total of 898
engagements.
Goal 2: To increase Mercedes-Benz of Tuscaloosa’s social media engagement.
Objective 2: To encourage and increase the amount of engagement between Mercedes-Benz of
Tuscaloosa and its current and potential clients by cultivation and monitoring digital
engagement by 40% by April 12, 2019.
Strategy 1: Develop a compelling social media presence by creating content that
humanizes, engages and showcases the service of the dealership.
Tactic 1: Posts made about purchases from the Mercedes-Benz of Tuscaloosa
dealership.
Starting on March 27, 2019, we posted a total of 4 posts were made
about car sales. A total of 2,222 people were reached with a total of 242
engagements.
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Results
Below is the numerical results of analytics for the Mercedes-Benz of Tuscaloosa Facebook page over
the course of 8 weeks. The chart below shows the amount of posts PRISM posted, engagement (likes,
reactions, comments, shares) and post reach (the amount of people we reached with each post). Team
Member Tuesday and Feature Friday had the highest engagement rate for this campaign.
MONDAY

TUESDAY

WEDNESDAY

THURSDAY FRIDAY

TOTAL

# OF POSTS

9

9

9

11

8

46

ENGAGEMENT

521

1,954

1,476

1,247

1,654

6,852

POST REACH

6,562

12,756

11,668

12,456

11,322

54,764

This chart shows the reactions, comments, and shares (engagement) from each day of the week. Team
Member Tuesday had the highest reaction rate. Thankful Thursday and Throwback Thursday had the
most shares.
MONDAY

TUESDAY

WEDNESDAY

THURSDAY FRIDAY

TOTAL

REACTIONS

160

410

133

333

119

1,155

COMMENTS

3

8

3

33

3

50

SHARES

28

32

29

53

28

170
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This pie chart shows the engagement on the page. There are more women engaged with the page than
men.

This column shows that amount of likes and followers that were gained over the campaign.
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This chart shows the average reach and engagement from each type of post. Our audience reacts to
videos really well.
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Timeline

Initial Proposal (3 weeks)
At the beginning of the semester, we proposed an initial plan that included creating a strategic
communication plan and to increase social media engagement. We came up with five themed
days to implement over the campaign. Those included #MercedesMonday,
#TeamMemberTuesday, #WeCareWednesday, #WhatsontheLotWednesday,
#ThankfulThursday, and #FeatureFriday.
Content Calendar Production and Implementation (11 weeks)
During the eight-week campaign, we had a b-roll day which the team went to Mercedes-Benz of
Tuscaloosa to shoot photos and videos. B-roll day was really successful and we had a bunch of
assets to work with to implement our plan. Each week the team took those assets and created
a content calendar to send to the client. We had two staff meetings during the week to discuss
the plan for the following week and also to review the current week analytics. The only thing
that was unintend in this section is the amount of time the content calendars and weekly
activity reports took to create and push through the quality control procedures. ALlowing the
two extra days, allowed the posts to elevate our goals set in the initial proposal.
Evaluation (2 weeks)
During this phase of the semester, the team evaluated what worked and what we could
improve on moving forward. This includes this report and preparing for the final presentation
and portfolio.
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Summary of Time Spent on Project
Throughout the full 8-weeks of the strategic campaign, our team spent about 205.5 hours on your
project. Time spent on this project was divided up between conducting research, creating creative
pieces, and administrative tasks. The table below illustrates the break-down of time spent on this
project.
Tasks

Time Spent

Research

35.5 hrs.

Creative

69 hrs.

Administrative

101 hrs.

Total Time Spent on Project

205.5 hrs.
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Budget
In order to help the account team achieve our initial proposal goals, we decided to invest in some paid
advertisements on Facebook. Facebook defines paid advertisements as boosting. We boosted seven
times throughout the campaign. The demographic we focused on in each post was people from the
age of 18 to 65 that live within a 25 mile radius from Tuscaloosa, Alabama, Columbus, Mississippi,
Starkville, Mississippi, Tupelo, Mississippi, and West Point, Mississippi. By boosting posts, it allowed us
to incorporate brand awareness and double the reach of that post. Through Facebook algorithms, the
posts are placed in people’s news feed that are not associated with the page.
DATE START

DATE END

TYPE OF POST

AMOUNT
SPENT

REACH

ENGAGEMENT

2/19/19

2/26/19

Photo

$25.00

5,373

476

2/27/19

3/6/19

Photo

$50.00

2,161

255

3/7/19

3/14/19

Video

$25.00

3,229

1,593 video views

4/1/19

4/11/19

Photo

$25.00

1,523

297

4/6/19

4/16/19

Video

$25.00*

4,232

1,986 video views

4/7/19

4/17/19

Video

$25.00

4,044

2,934 video views

4/11/19

4/18/19

Video

$25.00

2,884

1,283 video views

23,446

7,796 video views 1,028
photo engag.

Total: $200.00

* This was an accidental boosting by the agency and the client was not charged.
Team Member Tuesday (2/19 - 2/26) – Entire Staff Photo
We decided to boost this post because it shows the entire staff and when each team member
shared that photo it received a bunch of reach.
We Care Wednesday (2/27 - 3/6) – A Client with a Sales Representative Photo
The decision to boost this post was based on showing how if you are looking for a new car you
can drive a luxury vehicle at an affordable price.
Feature Friday (3/7 - 3/14) – Zak Thomas Testimony Video
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We decided to boost this post because it shares a testimony between a customer and a client
advisor and how the dealership is like a family.
We Care Wednesday (4/1 - 4/11) – Free Car Wash with Car Service Photo
The decision to boost this post was based on featuring the service department and to
encourage vehicle owners to bring in their vehicles for service.
Feature Friday (4/6 - 4/16) – 2020 GLE Feature Video
We decided to boost this post because it featured a brand new car on the lot. We also used the
premiere tool to have a ‘launch party’ on Facebook. This was an accidental boosting by our
team. You were not charged.
Feature Friday (4/7 - 4/17) – 2020 GLE Feature Video
We decided to boost this post because it featured a brand new car on the lot. We also used the
premiere tool to have a ‘launch party’ on Facebook.
Thankful Thursday (4/11 - 4/18) – LaDon Video
The decision to boost this post was based on showing how the dealership is thankful for their
customers and we appreciate their business.
Appendix C shows detailed outcomes from each post we boosted.
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Evaluation of Effectiveness
For Mercedes-Benz of Tuscaloosa, we wanted to create real results and return on investment. One of
our initial objectives was to humanize, engage and showcase service through our social media efforts
using the Mercedes-Benz tristar logo as a model for our 3 objectives.. In the section below, we have
highlighted these objectives along with some key analytics and our unintended outcomes of our social
media efforts.
Our Mercedes-Benz of Tuscaloosa social media campaign and social media efforts were effective in:
● Increasing reach in content in comparison to other efforts
○ For January - March, PRISM’s reach was 1,678.72% higher than other engagements
(likes, reactions, comments, shares) and reach (how many times a post is seen) on
Facebook
JANUARY
2019

FEBRUARY 2019 MARCH 2019

PRISM

105,737

126,031

105,513

OTHER EFFORTS

3,913

8,704

6,345

TOTAL

109,650

134,735

111,858

DIFFERENCE

101,824

117,327

99,168

(Table Above) FACEBOOK ANALYTIC REACH - PRISM COMPARED TO OTHER EFFORTS
● Sales
○ PRISM helped sell the Weekender van through PRISM’s social media reach to the
purchasing client
Our Mercedes-Benz of Tuscaloosa social media campaign and social media efforts included unintended
outcomes such as:
● PRISM did not expect to work alongside another agency and to have to differentiate social
media analytics between the two agencies
○ It was difficult to measure effectiveness of our efforts due to differentiation in analytics
and effectiveness
○ It was difficult to be on the same page with a remote agency to ensure posts are not
overlapping and are coherent with all audiences (Ex: One agency posting at 10:00 a.m.
and then another agency posting at 10:03 a.m., leaving one agency to have to delete a
post and postpone to a more optimum time for maximum reach)
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○ To differentiate, we sent weekly activity reports on Fridays opposed to Sundays
● PRISM did not take vehicles out to areas of influence as originally planned
○ Original plans included areas of influence such as Bryant-Denny Stadium, Davis Wade
Stadium, etc…
● PRISM did not have influential figures in the Tuscaloosa community (who own a
Mercedes-Benz) give testimonials that in turn would influence the attitudes of potential buyers:
○ Original plans included influential individuals such as Nick Fitzgerald, Nick Saban, etc…
● PRISM did not implement giveaways as originally planned:
○ Original promotional campaigns included gift cards, partnerships, etc…
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Moving Forward
Moving forward, Mercedes-Benz of Tuscaloosa should continue to focus on the primary three
objectives: humanizing, engaging and showcasing your service in your social media landscape. Through
our work, we aided in the sale of a Weekender, highlighted staff and improved brand awareness in the
areas of influence. Our work this semester has paved a way for Mercedes-Benz of Tuscaloosa to
compete with surrounding dealerships when it comes to social media efforts.
The objectives of the campaign were met with over a 40% increase of engagement and 25% increase in
quality content. PRISM wants to continue to move the Mercedes-Benz of Tuscaloosa social media
forward.
Recommendations
The account team recommends Mercedes-Benz of Tuscaloosa to continue to post videos and
photos daily. Our post reach was 54,764 accounts and the audience engaged 6,852 times over 46
posts. We also recommend you to continue to boost posts due to the amount of reach it provides for
the posts.
Continued Partnership with PRISM

The social media team recommends a continued partnership between Mercedes-Benz of
Tuscaloosa and PRISM to continue to elevate your social media accounts. Our goals for next semester
is to create a plan for Instagram and take vehicles to the areas of influence for collateral materials.
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Strategies & Tactics
Here are some of the strategies and tactics we used over the campaign.
Mercedes Monday:

Highest liked at 31

Team Member Tuesday:

Highest liked at 87
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We Care Wednesday:

Highest liked at 74

Thankful Thursday:

Highest liked at 26
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Feature Friday:

Highest liked at 28

Underlying Trend:
Throughout the posts made to social media, there was a strong trend in that the more
humanized (i.e. showing or predominantly featuring staff or customers and relating their story to

PRISM Spring 2019 Evaluation Analysis

Mercedes-Benz of Tuscaloosa) a post was, the greater the amount of interaction with the post, and the
page by extension, existed.

Appendix C: Detailed Budget Reports
1. Post: www.facebook.com/MercedesOfTuscaloosa/photos/a.413969528658848/2036025306453254

For $25.00, the return of investment was:
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●
●

5,373 people reached
476 post engagements
The Details

Location
● Alabama 3,340 (62.2%)
● Mississippi 2,033 (37.8%)
Actions
● 425 Photo Clicks
● 3 Shares
People
● 54.7% Men (Green)
● 45.3% Women (Blue)
Placements
● 5,327 News Feed on Mobile Devices
● 32 Instagram Feed on Mobile Devices
● 25 News Feed on Desktop Computers

Age
Organic + Paid Reach
● 7,401 People Reached
● 1,185 Post Engagement
● 179 Reactions, Comments, and Shares
● 1,006 Photo Clicks
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2. Post: https://www.facebook.com/MercedesOfTuscaloosa/photos/a.602559966466469/2047964618592656

For $50.00, the return of investment was:
●
●

2,161 people reached
255 post engagements
The Details

Location
● Alabama 1,154 (62.2%)
● Mississippi 1,007 (37.8%)
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Actions
● 15 Photo Clicks
● 2 Shares
People
● 51% Men (Blue)
● 49% Women (Green)

Age
Placements
● 1,377 News Feed on Mobile Devices
● 811 Instagram Feed on Mobile Devices
● 25 News Feed on Desktop Computers
Organic + Paid Reach
● 3,770 People Reached
● 713 Post Engagement
● 146 Reactions, Comments, and Shares
● 1,001 Photo Clicks
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3. Post: https://www.facebook.com/watch/?v=290852128278388

For $25.00, the return of investment was:
●
●

3,229 people reached
541 post engagements
The Details

Location
● Alabama 1,863 (62.2%)
● Mississippi 1,366 (37.8%)
Actions
● 1,593 Video Views
● 1 Share
● 1 Comment
People
● 45.3% Men (Green)
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●

54.7% Women (Blue)

Age
Placements
● 2,927 News Feed on Mobile Devices
● 319 News Feed on Desktop Computers
Organic + Paid Reach
● 4,120 People Reached
● 325 Post Engagement
● 91 Reactions, Comments, and Shares
● 234 Post Clicks
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4. Post: www.facebook.com/MercedesOfTuscaloosa/photos/a.413969528658848/2094051360650648

For $25.00, the return of investment was:
●
●

1, 523 people reached
297 post engagements
The Details

Location
● Alabama 799 (52.5%)
● Mississippi 724 (47.5%)
Actions
● 2 Photo Clicks
● 1 Shares
People
● 59.4% Men (Green)
● 40.6% Women (Blue)
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Age
Placements
● 196 News Feed on Mobile Devices
● 1,346 Instagram Feed on Mobile Devices
● 3 News Feed on Desktop Computers
Organic + Paid Reach
● 2,052 People Reached
● 67 Post Engagement
● 41 Reactions, Comments, and Shares
● 26 Photo Clicks

5 & 6. Post: https://www.facebook.com/watch/?v=2250784981828429
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For $50.00 ($25 was accidental), the return of investment was:
●
●

8,726 people reached
729 post engagements
The Details

Location
● Alabama 1,154 (62.2%)
● Mississippi 1,007 (37.8%)
Actions
● 15 Photo Clicks
● 2 Shares
People
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Placements

Organic + Paid Reach
● 8,349 People Reached
● 752 Post Engagement
● 23 Reactions, Comments, and Shares
● 3,532 Video Views
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7. Post: https://www.facebook.com/watch/?v=279003463002392

For $25.00, the return of investment was:
●
●

2,972 people reached
255 post engagements
The Details

Location
● Alabama 1,655 (55.7%)
● Mississippi 1,317 (44.3%)
Actions
● 1,329 Video Views
People
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Placements
● 2,415 News Feed on Mobile Devices
● 208 Instagram Feed on Mobile Devices
● 377 News Feed on Desktop Computers
Organic + Paid Reach
● 3,230 People Reached
● 57 Post Engagement
● 21 Reactions, Comments, and Shares
● 1,209 Video Views

