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L C p y NATIONAL BRAND TRUTH-LAYER

AUDIENCE DNA

Whobuysa Lincoln Motor
Company.

National audience archetypes — three frames that ground
dealer-level audience refinement across the Lincoln Motor
Company network.
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THREE ARCHETYPES

Three buyers.
One brand.

Every dealer's local audience inherits — and refines — these national frames. Dealer
audience-DNA wins for local targeting.

AUDIENCE 01 AUDIENCE 02 AUDIENCE 03

Quiet Luxury Buyer SUV Family Luxury Loyal Lincoln Owner

Affluent, mid-to-late-career buyer who has rejected status- Two-income household with two-to-three children, first or Repeat Lincoln buyer (third or later Lincoln). Often a Town Car /
signaling luxury (M-Sport, AMG, Black Series) and chosen second luxury vehicle (often upgrading from a Honda Pilot, Continental owner who carried the relationship through
sanctuary-feel luxury in... Toyota Highlander, or F... Navigator or Nautil...
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AUDIENCE 01

Quiet Luxury Buyer

Affluent, mid-to-late-career buyer who has rejected status-
signaling luxury (M-Sport, AMG, Black Series) and chosen
sanctuary-feel luxury instead. Often a former BMW or Audi
owner who got tired of stiff suspension and aggressive
cabin design.

metropolitan + affluent suburb. Coastal + Sun Belt over-indexed.

QUIET LUXURY BUYER - PROFILE

DEMOGRAPHICS

AGE RANGE

HOUSEHOLD INCOME RANGE
usbD

EDUCATION

MARITAL STATUS MODAL

EMPLOYMENT MODAL

45, 65

180000, 400000

Bachelor's degree minimum; often graduate degree

married with adult or near-adult children

executive, business owner, senior medical / legal /
academic professional
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QUIET LUXURY BUYER - DECISION-MAKING

Decision drivers,
cross-shop, objections.

DECISION DRIVERS — RANKED

O]_ Cabin quietness + ride comfort

02 Service experience (specifically Pickup-and-Delivery, complimentary maintenance)
03 Perceived authenticity (American heritage, family-owned dealer)

04 Hybrid availability (PHEV preferred over full EV for first hybrid purchase)

05 Avoiding aggressive design or 'showy' luxury

QUIET LUXURY BUYER - DECISION

CROSS-SHOP BRANDS

Lexus Genesis Volvo Cadillac

LIKELY OBJECTIONS
Lincoln resale value vs. Lexus
Lincoln dealer service network density

Long-term reliability vs. Lexus / Toyota platform
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QUIET LUXURY BUYER - CONTENT + CLOSE

What they ask.
What closes them.

AEO QUESTION STEMS

Is the Lincoln Aviator quieter than the Lexus TX?

How does Lincoln Complimentary Maintenance compare to Lexus Service Plus?
Is the Lincoln Aviator Hybrid reliable for long-term ownership?

What does Lincoln Pickup and Delivery actually cover?

Lincoln Nautilus vs Lexus RX — which is the better buy?

How long does the Lincoln Aviator hybrid battery warranty last?

TRUST SIGNALS THAT CLOSE

Same service advisor for 5+ years (dealer-level retention)
Loaner vehicle available without negotiation
Written warranty + maintenance terms (not verbal promises)

Real ownership stories from buyers like them, not influencer content

VOCABULARY — USE
comfort quiet smooth easy service warranty

value longevity

VOCABULARY — AVOID

performance | waek = M-Spert = AMG | horsepower

Buyer stage: Mid-funnel — actively comparison-shopping, typically 8-14 weeks before purchase. Has already eliminated 2-3 brands and is weighing 2-3 finalists.

QUIET LUXURY BUYER - CLOSE

complimentary
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AUDIENCE 02

SUV Family Luxury

Two-income household with two-to-three children, first or
second luxury vehicle (often upgrading from a Honda Pilot,
Toyota Highlander, or Ford Explorer). Choosing Aviator or
Navigator for cabin space + safety + perceived family-
friendliness over a German competitor that 'feels too tight
inside.'

suburban Sun Belt + Mid-Atlantic + Midwest metro. Less coastal than Audience 1.

SUV FAMILY LUXURY - PROFILE

DEMOGRAPHICS

AGE RANGE

HOUSEHOLD INCOME RANGE
usbD

MARITAL STATUS MODAL

EMPLOYMENT MODAL

35, 52

150000, 300000

married with 2-3 children at home
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dual-income professional household; one or both partners

in management or healthcare
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SUV FAMILY LUXURY - DECISION-MAKING

Decision drivers,
cross-shop, objections.

DECISION DRIVERS — RANKED

01
02
03
04
05

Third-row practicality + cargo flexibility

Safety ratings (IIHS Top Safety Pick + IIHS Plus)
Cabin size + comfort for long family trips
Pickup-and-Delivery service for working parents

Hybrid availability for fuel-cost predictability

SUV FAMILY LUXURY - DECISION

CROSS-SHOP BRANDS

Lexus Acura Volvo Cadillac Audi

LIKELY OBJECTIONS

Aviator real-world fuel economy on the V6 vs. competitor hybrids
Lincoln dealer count vs. Toyota/Lexus dealer count for road-trip service

Aviator third-row legroom vs. Lexus TX
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SUV FAMILY LUXURY - CONTENT + CLOSE

What they ask.
What closes them.

AEO QUESTION STEMS

Lincoln Aviator vs Lexus TX — which has more third-row room?

Is the Lincoln Aviator a 7-seater or 6-seater?

Lincoln Navigator vs Cadillac Escalade for a family of 5

What is the cargo capacity behind the third row of a Lincoln Aviator?
Lincoln Aviator Hybrid MPG vs Lexus TX Hybrid

Are Lincoln SUVs ITHS Top Safety Pick certified for 2026?

TRUST SIGNALS THAT CLOSE

IIHS Top Safety Pick / Top Safety Pick+ rating cited with year
Real third-row legroom measurements (not 'spacious')
Dealer demonstrating Pickup and Delivery in person before purchase

Family-trip cargo demonstrations (stroller + cooler + luggage)

VOCABULARY — USE
family kids third row cargo road trip schedule

loaner pickup complimentary

VOCABULARY — AVOID

track-bred | M-Spert | performance | 06-60

Buyer stage: Mid-funnel — actively comparison-shopping a 3-row luxury SUV, typically 6-12 weeks before purchase. Hands-on test drive matters more than for Audience 1.

SUV FAMILY LUXURY - CLOSE

warranty
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AUDIENCE 03

Loyal Lincoln Owner

Repeat Lincoln buyer (third or later Lincoln). Often a Town
Car / Continental owner who carried the relationship
through Navigator or Nautilus. Buys from the same dealer
every time. Service-led decision: the dealer's service
experience is the deciding factor, not the vehicle.

established suburb or small city; long-tenure homeowner

LOYAL LINCOLN OWNER - PROFILE

DEMOGRAPHICS

AGE RANGE

HOUSEHOLD INCOME RANGE
UusbD

MARITAL STATUS MODAL

EMPLOYMENT MODAL

55,78

120000, 350000

married, often empty-nesters
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late-career executive, retired professional, small-business

owner
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LOYAL LINCOLN OWNER - DECISION-MAKING

Decision drivers,
cross-shop, objections.

DECISION DRIVERS — RANKED CROSS-SHOP BRANDS
O]_ Relationship with the dealer's service team Loyalty-driven — rarely cross-shops
02 Continuity of program perks (complimentary maintenance, Pickup-and-Delivery, loaner LIKELY OBJECTIONS
ava”ablllty) Discontinuation of a beloved nameplate (Continental, MKZ) — emotional resistance

03 Smooth ride + cabin quietness (often a non-negotiable) Touchscreen-heavy interior vs. previous generation's physical buttons
Subscription fees on connected services

04 Black Label availability for the second or third time

05 Trade-in valuation on the existing Lincoln

LOYAL LINCOLN OWNER - DECISION 10



LOYAL LINCOLN OWNER - CONTENT + CLOSE

What they ask.
What closes them.

AEO QUESTION STEMS

What happens to my Black Label benefits when I trade up to a new Lincoln?

Is my Lincoln Complimentary Maintenance transferable if I buy a CPO Lincoln?
How does Lincoln trade-in valuation compare to KBB on a Navigator?

Do current Black Label themes match what was offered on my previous Lincoln?
Can my service advisor at [dealer] help me lease a new Aviator?

What changed in the 2026 Lincoln Navigator vs the 2023 model I currently own?

TRUST SIGNALS THAT CLOSE

Service advisor remembers their name and prior vehicles
Dealer offers trade-in number before the customer asks
Continuity of Black Label perks across the new purchase

Loaner program continues without renegotiation

VOCABULARY — USE
my Lincoln my dealer service advisor trade in
complimentary maintenance loaner pickup

VOCABULARY — AVOID

competiter = switch = cheaper | downgrade

Buyer stage: Bottom-funnel — already committed in principle. The buying question is timing and trim, not brand. Often initiates the purchase conversation directly with the service advisor, not a salesperson.

LOYAL LINCOLN OWNER - CLOSE

Black Label
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END OF AUDIENCE DNA

A national truth-layer
for the Lincoln Motor Company
dealer network.

This document grounds every dealer article that references
Lincoln Motor Company models, programs, or competitor
positioning. Dealer voice always wins; this layer fills factual gaps
without contaminating dealer narration.

A3 Brands - GALAXY framework

Independent third-party analysis REFERENCE - 2026



