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WHY WE ARE HERE

Our goal is to encourage interest 
and raise awareness of the club. 

Through our strategy and creative 
executions, we hope to help drive 
traffic to the website and app 
that ultimately result in 
membership signups. 
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To evaluate and understand where 
the greatest opportunities lie to 
ensure a successful and effective 
plan for the pre and post launch of 
Driver’s Club Miami. 

OUR MISSION
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CAR CLUB LANDSCAPE
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Car clubs have been 
around essentially since 
the first cars. They have 
been a place for people 
to gather and socialize, 
usually about a specific 
type or style of car. 

Clubs provide a place to 
build/tweak their cars, 
show off, and hold 
events.

Many car clubs are 
becoming a thing of the 
past. Car clubs were a 
huge source of 
knowledge.

Footmanjames
Grassrootsmotorsports

https://www.footmanjames.co.uk/blog/why-join-a-classic-car-club
https://grassrootsmotorsports.com/forum/off-topic-discussion/are-car-clubs-dying/68387/page1/


Latin Influence
2,012,317 Hispanics live in Miami 

Tourism 
Magic City welcomes 
over 14 million tourist 

per year

Flash & Decadence
Miami thrives as 

nation’s luxury car 
capital 

Heavy Traffic 
It’s a commuter city with the 
average commute time for 50 

minutes

Playground for Car 
Enthusiast 

The Homestead-Miami 
Speedway and the annual 
Miami Auto show brings in 

over 850,000 visitors 
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MIAMI 
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Millennials want to invest 
in aspects of their lives 
that don’t add to their 

already long list of 
responsibilities. 

DEMO & PSYCHO OF MILLENNIALS

“Millennials want the 
flexibility and immediacy 

of accessing the things 
they want now, rather 

than saving to buy them 
later”. 

“When asked, close to 20% 
of male car owners said 
their vehicle feels like a 
second home, and 13% 

said their vehicle is like a 
child to them.” 

7Creating Loyalty in Automotive - US - January 2020
CAR SHARING, RIDE SHARING AND ALTERNATIVE TRANSPORTATION, US - MARCH 2019



HIGH DEMANDING CAREERS

BACHELOR'S DEGREE 

MASTERS

CAREER 

DREAM 
POSITION
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INTERVIEWS WITH MIAMI CAR ENTHUSIASTS
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“I want another vintage car, but I don’t 
have the energy and definitely not the 

time to deal with the hassle of 
maintenance. It would be great to get 

the keys of a classic and go.” 

”I work throughout the week, 
morning to night, then when I get 
home my time is spent talking to 

my wife and kids… during my lunch 
breaks and the weekend are the 

only times I have to think about my 
passion for cars, but I have no one 

to talk to about it with.”

-Charles- 36,  Investment Banker, Key Biscayne

-Mike- 48, Lawyer, Coral Gables 



PROBLEM

How are we going to launch a new car club, Driver’s Club Miami, in a 
crowded city for a hyper specific audience?
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INDUSTRY PROBLEMS

Traditional car clubs have the 
reputation of being for older 
elitist people 

Car clubs are dying out 
amongst many younger 
generations.

Lack of adapting to technology 
and social media

11Reddit

https://www.reddit.com/r/classiccars/comments/gqcug6/are_car_clubs_the_thing_of_the_past/


Reasons to Believe

Ease of access is 
key in the modern 

age especially 
with cars, 

subscribing vs 
owning

As success looms in life, a 
social outlet is needed 

and it’s not a country club

Higher price automatically 
creates exclusivity and 
maintains commitment 

among members

Cars, but vintage especially 
require more maintenance and 
attention making a vintage car 

club more attractive

Driver’s Club 
Miami 12



THE LOWKEY TOP GUN

13



THE BASICS
AGE & GENDER WORK

$250,000
Average Salary 

High demand and responsibility

High paying job 
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80%
20%

65%

LATINO 35%

OTHER

35 50



Highly ambitious 
and attentive 

when it comes to 
his work and 

raising a family 

THE LOWKEY TOP GUN
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Loves vintage cars since 
he was a teen 

fantasizing about the 
Ferrari Daytona Spyder 

in Miami Vice  

Owns 2 cars, a 
BMW x5 for 

everyday and a 
Porsche 911 as a 
personal reward 



As he continues down his career path and family life, he is making more money, 
but losing time for his first love, vintage cars.
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AVERAGE WORK WEEK 
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57.9%

+50h

9.3%

+80h

32.7%

+60h

HIGH EARNER JOBS

Harvard Business Review

https://hbr.org/2006/12/extreme-jobs-the-dangerous-allure-of-the-70-hour-workweek


The lack of personal time 
leaves him feeling stressed 

and exhausted of always 
having to fulfill life’s 

responsibilities

Sometimes he just needs a 
break from being a
Parent & Lawyer
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90% of leaders
report that they manage stress by temporarily removing themselves, either 

physically or mentally, from the source of their stress.*
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Does not have the time or 
energy to take on more 

responsibilities. 

WANTS A VINTAGE CAR

BUT

Has the money to 
own a vintage car.
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WHAT THIS TELLS US

These are high 
earning people who 

have disposable 
income, but they don’t 

have time. 

Their life is cluttered 
with the 

responsibilities of their 
demanding career and 

being a parent. 

They struggle to find 
time to spend on 

themselves. To think, 
talk and do what 

they want and are 
passionate about on 

a personal level.
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KEY INSIGHT

Our audience has money, but limited time due to fulfilling their life 
responsibilities they find it difficult to keep up their passion.
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STRATEGY

 
Drivers Club Miami gives the lowkey top gun a break from their usual grind 

and easy access to the vintage cars of their dreams. They will be able to 
connect with like-minded classic car enthusiast and have access to exclusive 

events. 
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IDEA
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Driver’s Club Miami- a place to unwind from life’s responsibilities 
and rev up your passion.



CREATIVE
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LOGO 
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THE CAMPAIGN
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Print Ad

.
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DIGITAL PRE-LAUNCH 

Online Event Personal Invitation 
via LinkedIn

Digital Banners 
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Online Banners
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Invitation via LinkedIn
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Social Media Online Event

Driver’s Club Miami is sponsoring an 
online event for car enthusiasts hosted by 
@supercarblondie. She tells us about her 
passion for cars, the best cars she drove, 
etc. and opens it up for Q&A . The event 
will be free to join. It will be promoted on 
different social media platforms including 
Linkedin, signing up for the Zoom meeting 
will be via email.
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@supercarblondie



57



LAUNCH CAMPAIGN

Direct Mail Piece Influencer Strategy OOH
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Direct Mail Piece
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Influencer Strategy
@miamimagazine

Description:

This will be a post promoting Driver’s 
Club Miami. Vintage/Classic car owners 
can stop by with their cars at DCM and 
get a car cover. 

Copy Examples: 

Driver’s Club Miami, the new and exclusive car club in the heart of 
Miami invites classic and vintage car owners to drive by, park and 
check out the clubhouse. They’re offering one of kind, branded car 
covers for select models. Learn more at the link in bio.

Note: Must use #keytothecity

60



61



Influencer Strategy
@supercarrooms

Description:

An IG Post and a story so 
followers can get exclusive 
insight into the the club and 
fleet. 

Copy Examples: 
Here’s an exclusive view inside Driver’s Club Miami, our 
city’s first members only car club.

Note: Must use #keytothecity
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Influencer Strategy
@thebillionairesclubmiami

Description:

This is a paid post by Driver’s 
Club Miami to promote the 
club and drive awareness. 

Copy Examples:
A day at Driver’s Club Miami. 

Note: Must use #keytothecity
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OOH
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THE SHOWROOM
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Showroom Examples
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THANK YOU.
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