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Audi delivered more than 1.8 million vehicles to customers worldwide 
during 2018 and launched their most innovative and tech-filled cars to 
date. Audi’s worldwide communications strategy featured the global 
unveiling of the e-tron, plus the most premium, impactful, data charged 
media executions. 

Introduction

Take a look back at some of the highlights

PLAY



e-tron Launch:  
Electric has gone Audi
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Audi presented the e-tron to 
the world in San Francisco on 18 
September, 2018, signalling the 
start of its electrification drive. 
The worldwide communications 
strategy for Audi’s biggest car 
launch, was data-led and focused 
on five key pillars:

   Partner with key opinion-forming 
media platforms 

   Identify potential buyers through 
their digital behaviour

   Personalise Audi communications 

   Use formats that excite & provide 
information about Audi’s Electric 
Ecosystem & the Audi e-tron

   Stand out & create impact

The result?

2.8 million media contacts through 
paid media, 10 million livestream 
views from 65 simultaneous 
broadcasts, and 860 million social 
media impressions.To date, e-tron 
communication has delivered 
almost 1.7 billion impressions… 
and counting.
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Monocle
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Monocle, the leading global affairs and lifestyle 
magazine, hosted ‘Road to Zero Emissions’, a 
platform of integrated content that included 
magazine editorial, podcasts and a short film 
distributed on Monocle’s associated channels, 
including YouTube, iTunes and Vimeo.

Media Impact

   Articles, gallery and film pages achieved 
40,000+ page views

   e-tron film achieved over 13,247 plays

Global
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DriveTribe
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The digital home for motoring tribes 
helped to build a community of EV 
evangelists and position Audi as the leader 
in this field, before and after the e-tron 
launch. 

DriveTribe journalist, Becky Evans tested 
the e-tron Gran Turismo concept vehicle on 
the Nuremberg Ring and gave it a glowing 
review. 

Subsequent articles, video and reviews all 
helped deepen the excitement and provide 
exclusive insight into the technical specs of 
the e-tron prior to launch. 

DriveTribe was then given exclusive access 
at the launch to create behind-the-scenes 
footage and broadcast live coverage. 

Post launch, DriveTribe continued to 
publish interviews with e-tron designers 
and technicians, along with more light-
hearted memes and brand-related quizzes. 

Media Impact

   The Tribe grew to 128,000 members in 
nine months, making it the No.2 EV Tribe 
on DriveTribe. 

   Content engagement was 15% higher 
than the platform average

   Sentiment analysis showed a significant 
shift (+80% vs a 45% site benchmark) in 
attitudes around topics such as charging, 
range, design and quality

In the months leading up to the launch 
event, the communications strategy began 
with local market CRM activity to create 
excitement and identify potential buyers 
through their digital behaviour. 

Global
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Data led search

Mporium technology was used to 
increase the relevancy of Audi’s 
search advertising. 

Messaging was activated in 
response to those events that 
were the most likely to drive 
people to search for electric 
vehicles and click on Audi search 
ads. 

These events included when 
Audi or its competitors appeared 
on TV, mentions of the product 
and social media chatter. As a 
result, CTR increased by 19% and 
conversions increased by 15%.

United Kingdom
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Facebook Lead 
Generation

Targeted lead generation ads 
across Facebook and Instagram 
were used to get people to sign-
up for newsletters. It resulted 
in 5,516 sign-ups plus superb 
engagement, resulting in an 
increase in organic reach (7,736 
reactions, 359 comments and 
185 shares). 

Sweden
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Global United States

The big reveal  
at The Charge

Countdown to  
The Charge

Partnerships with multiple digital 
and social advertising platforms 
maximised ROI, allowed for the 
targeting and retargeting of key 
audiences, and delivered premium 
publisher-placed content.

Pre-launch, a real-time count-down 
format was used, featuring a clock that 
showed teaser footage and allowed 
users to add the launch date to their 
calendars. 

Post-launch, vertical video was 
amplified across Teads and Facebook. 

Emmy’s Partnership

The night before The Charge world 
premiere of the Audi e-tron, full 
integration into the Emmys resulted in 
462 million media impressions. 

Global support for 
Manifesto

A primetime TV campaign was 
broadcast across 11 countries for 19 
weeks. 

It was supported by e-tron manifesto 
video assets, deployed through VOD 
channels, plus country specific, data-
led activity.
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United Kingdom

Newsbrands Impact

A partnership with 43 individual UK 
newspapers and their websites was 
used to show that ‘Electric has gone 
Audi’. Homepage takeovers and 
advertising on the first full page in 
every UK daily newspaper on the day 
the e-tron was unveiled was a true 
media first. 

Media Impact

   Reach of 60 million readers including 
23 million adults in a single day

   Supported by innovative digital Out-
of-Home campaign

   130,000 clicks to the e-tron hub with 
a click-through rate of 0.27 versus a 
benchmark of 0.15

The Charge post-event 
content reach

Germany: 31 million digital 
impressions and 16 million prospects 
reached offline

Spain: 9.5 million digital impressions 

Italy: 43 million digital impressions

France: 84 million digital impressions, 
3.5 million video views in a single week

Middle East: 65 million digital 
impressions 

Sweden: 1.3 million prospects reached 
offline, 2.5 million impressions

Canada: 2 million content views
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The e-tron Podcast

A six-episode podcast 
discussed different aspects of 
electromobility and the e-tron 
technologies. It was advertised 
through a native campaign and 
was available via iTunes, Apple 
Podcasts, Spotify and Deezer. 
It ranked No.1 in iTunes and 
attracted 8.5 million downloads. 

Germany



XXX
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Facebook  
Partnership

Audi Canada partnered with 
Facebook to adapt and create 
content fit for the platform 
and used it to drive awareness 
of the e-tron. It resulted in a 
8.5 point lift in ad recall, the 
highest conversion rate for 
e-tron prospect submissions 
(18%) and more than 1.8 million 
engagements. 

Canada
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Driving Desire in New 
Launch Segments
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2018 saw the introduction of the Audi A6, 
A7, A8 and Q8 in markets worldwide. 

With the most premium Audi models coming to the market all at 
once, there was a great opportunity to build true desire for the brand 
through these beautiful, tech-filled, premium models. 

The strategy: Drive desire, prestige and 
conversation through: 

•  Premium impactful media placements 

•  Partnering with the most progressive, premium publishers

•  Innovating with purpose for the customer
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Q8
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For the launch of the Q8 in the UK, the campaign 
focused on live events, music and film. 

A partnership with the British Film Institute, 
Twitter and a live orchestra resulted in an 
exclusive film screening. Guests were chauffeured 
home in the new Q8, past prestigious Outdoor 
Media sites, while other OOH sites targeted 
affluent parents near to private schools and 
competitor dealerships. 

Media Impact

   Associated TV spots performed well on key 
entertainment shows and sports events

   VOD delivered over 1.8 million impressions and 
1.1 million views. 

   The TVC exceeded the VTR benchmark of 16% 
across Trueview, delivering at 43.8% 

United Kingdom
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Q8
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AI-powered chatbots engaged in over 2,000 
conversations as part of the Next Level Luxury 
campaign, with voice-controlled native video ads 
mirroring the advanced voice technology of the 
new Audi Q8. 

Media Impact

  1,719 conversations

  7.8M impressions

  23K clicks to Audi.de

Germany



22

A6
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For the launch of the A6, a partnership with 
Amazon’s cashier-less Amazon Go store in 
Seattle was formed. Over two days, Amazon Go 
customers could grab an Audi A6 key fob in-store 
and walk out with the rest of their grocery items 
to enjoy a ‘Grab ’n Go’ test-drive experience. 

Beyond the in-store activation, Amazon’s 
targeting capabilities were used to reach online 
prospects at scale with A6 brand messaging. 

Media Impact

   139 test-drives out of the Amazon Go store

   5.4 million press impressions for the two-day 
activity

   18 million media impressions to date

United States
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A7
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In order to reach business owners and high-
income business travellers, a media first saw the 
Audi A7 team-up with premium business and 
technology Podcasts such as the FT, Economist 
and New Statesman in the UK. 

Media Impact

   1.8 million impressions with a LTR of 93% 
(exceeding the 85% industry average)

United Kingdom



A8
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An upscale New York City restaurant’s rooftop 
served as the perfect advertising canvas for the 
A8, as it was only visible to Salesforce and Bank of 
America executives and served as a unique stand-
out from conventional luxury media placements. 

High-end lifestyle magazine, Departures, which 
is only available to American Express Centurion 
Platinum card holders was also used to showcase 
the sleek design of the A8 and highlight its OLED 
lighting technology. 

A high-impact print insertion featured a replica 
remote Audi key fob that could be used to turn on 
LED lights embedded within the ad to experience 
the cars dynamic lighting sequence. 

Media Impact

   7.5 million total media and social media 
impressions

United States
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StandOut Media
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In order for media executions to have real 
impact, they need to align to the world 
around them. For Audi, that means time 
sensitive media, major event sponsorship, 
and immersive experiences worldwide. 
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Time Sensitive 
Messaging
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Audi is known for making beautiful advertising. 
Over Christmas 2017, a campaign in the UK 
for the Audi R8 ‘Snow’ featured the car gliding 
through beautiful snowy mountains to highlight 
the model’s ’snow mode’ technology. In February 
2018, the UK experienced near arctic weather 
conditions, which presented the opportunity to 
rerun the creative on Outdoor Media sites. 

The creative went live within 24 hours of snowfall 
and social edits of the original TV ad appeared 
alongside the weather conversations happening 
across social media.

Media Impact

   2.4 million social video views, with a reach of 
6.7 million people

   299 TVRs 

   61% positive sentiment to the creative

United Kingdom
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2018 Winter Olympics
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South Korea

With the aim of re-establishing an Audi brand 
conversation with Korean customers during the 
Winter Olympics, a campaign entitled ‘Progress 
Never Stops’ rolled out across TV, digital, print 
and two unique OOH sites at the airport and ski 
resort. 

Media Impact

   71.6 million impressions / 273,824 clicks

   78% TV reach
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BAFTA Sponsorship
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A majority of people start tweeting about 
the annual BAFTA film awards as soon as the 
celebrities begin to arrive on the red carpet. Audi’s 
partnership with Twitter meant that six-second 
video of celebrities getting out of their A8s could 
be used as pre-roll ads, allowing Audi to join in the 
social conversation.

Media Impact

   40% pre-roll video completion rate - the best 
ever video completion rate for Audi on any social 
channel

   2.5 million unique users reaching in 24 hours

United Kingdom
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The Match 2018
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Played over the Thanksgiving weekend in Las 
Vegas, The Match saw Tiger Woods and Phil 
Mickelson go head-to-head in a first-of-its-kind 
golf challenge. After five hours and four playoff 
holes, Phil Mickelson emerged victorious. 

As an associate sponsor, Audi was at the forefront 
of the action with on-site vehicle displays, 
dedicated Audi shuttles for the two golfers, 
billboards and voice-over callouts during the pre-
match show, plus associated social activity. 

Media Impact

   The Match garnered 132 million social 
impressions on Game Day

   Audi sponsored posts gained over 4,76 million 
views during the broadcast

United States
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Q8 Immersive Cinema
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A partnership with French cinema owner (CGR) 
during the opening weeks of the new Mission 
Impossible movie, saw a full ‘light vibes’ 
experience take place across premium screening 
rooms. 

Media Impact

   317,000 people experience the light vibes 
experience

France
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Audi City Lab
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An on-the-ground presence during Design Week 
in Milan saw four Audi models represent the 
festival themes of technology, design, sport & 
style and future innovation. 

OOH dominated the central square of Milan 
while TV, digital, radio and magazine editorial 
all helped amplify the event through Audi brand 
storytelling. 

Media Impact

   26.6 million OOH contacts

   Social reach, 3.5 million

   Editorial contacts, 156 million

Italy
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Service Your Sense  
of Adventure
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AudiService.ie partnered with a leading Irish 
radio station to give listeners a chance to join a DJ 
on a unique trip to Munich for the ultimate Audi 
Service experience. 

On-air, online and social activity saw tease and 
reveal videos run into the promotion week and a 
live outside broadcast took place in Munich

Media Impact

   Service bookings surpassed all KPIs and were 
three times higher when compared with Q1 
2017

   Audi Ireland has committed to running it again 
in 2019

Ireland
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Mobile & Radio 
Motoring Experiences
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In order to convey the sense of adrenaline 
and exhilaration that Audi Sport 
represents, as well as drive audiences to 
the Audi stand at South Africa’s biggest 
motoring festival, a mobile app developer 
was asked to build ‘haptic effects’ into 
Audi Sport video, meaning that Android 
users could feel vibrations when the car 
revved.

A partnership with a local radio station 
also saw presenters interview four local 
celebrities inside the vehicle, while a 
professional Audi driver flung them 
around a racetrack at the festival, creating 
a unique and challenging interview 
situation. The clips were then released 
weekly as part of a competition to win 
an Audi chauffeur-driven trip to the radio 
station’s upcoming event. 

Media Impact

   956,000 listeners reached on radio

   Festival of Motoring Audi stand 
attendance up 16,6% YOY, with 87% 
more experiences delivered to the public

   258,554 completed views of the haptic 
effects video

South Africa
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Data-driven media 
communications
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Data and technology has never been more 
important in media communication planning. 
From developing real-time modelling to 
measuring actual ad interaction, and from 
proving the power of programmatic to getting 
the best from third-party data partnerships, 
Audi’s data-driven strategies have helped 
increase performance time and time again. 
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Dashboard Modelling
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Using a strategy to merge offline and online 
planning so that Audi actions could continuously 
influence each other to maximise results, DMP 
analysis connected the site visitor uplift to specific 
moments of Audi storytelling on television. 

This data could then be used to optimise TV 
planning and the approach adopted for all future 
Audi campaigns. 

Italy 
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Measuring Ad 
Interaction
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In order to accurately measure interaction with 
digital advertising formats, MOAT was used to 
verify common viewability metrics and complete 
them via a creative heat-map feature. 

This allowed for the optimisation of viewability 
on a regular basis by using the best performing 
contexts and segments. It resulted in a +30% 
viewability rate between the beginning and the 
end of the campaign. 

France 
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Recruiting non CRM-
registered Audi Owners
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A requirement to capture and address Audi 
owners not registered on MyAudi saw a Waze 
campaign deployed to target verified Audi owners 
through the AAA database of registered car 
owners. 

The Waze campaign was managed directly 
through DBM (Google’s Demand Side Platform) 
and the AAA data generated a click-through rate 
+39% higher than the campaign average. 

France
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Sky Adsmart  
Data Drive
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To expand awareness of the A7 to affluent 
households, Sky’s internal data was used to 
pinpoint subscription packages that would 
indicate affluence. 

A TV campaign was then able to reach 71% of this 
bespoke A7 target audience. 

United Kingdom



• Media re-engineered becomes a reality 

• e-tron arrives in all markets

• Worldwide communications for eight more models

What will 
2019 deliver?
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