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BX Opportunity and Approach for Blazer EV Launch

BX Vision Blazer EV Launch

TRANSFORMATION MARTECH _fj FIRST CHEVYEV

ADVANCEMENT  /
Optimize resources, / Betheexpertandleadon / Introduce Ultium based Leverage unique benefits
process and programs

/ data, toolsand technolcgy;" platform AND Chevy EV Story, of a Chevy Blazer SUV ...
inaEVs

INTEGRATION LESSIS MORE EV TRANSITION AUDIENCE - JOURNEY

Highly focus, more Overcome prevalent Build an audience and

meaningful and relevant / barriersto EVadoption consumer journey-based
business model

Chevy team, Adjacencies
and Partners
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2. Blazer EV Audience and Objectives
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Our Objectivesby Audience

Awareness and Consideration Targeted and Non-Targeted General Population

Establish Blazer EV as the perfect
Drive excitement and convert

vehicle forthem. . .
140k Handraisers Cultivate demand for the Blazer EV.

Convert reservations to sales 16k Reservers
Excite and remind them why they
ordered aBlazerEV.

2k Exclusive Reservers

Ordered, pre-delivery Create loyalty and advocacy
Ignite passion and loyalty inour owner
base through exceptional experiences.
Delivery
Onboarding
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Messaging Strategy by CustomerJourney and Audience

Message Strategy: Three Ways

Core Messaging
Architecture

- Blazer EV positioning, strategic
pillars and key messages

Messaging By
Journey Stage

» Customer needs, business
objectives and key messages
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- Use key messages and tailor based

on audience insights.
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4. BX Communication and
Ecosystem Architecture

GM Confidential




Pre-OrderCadence

Step 2: Step 3:
Planning and Education Ordering

12 T3 T4
SMS SMS SMS
' 2 3
Getting = Know Your 8 Timeto 8 Seelt
Ready Options Prep Live
]
g High-level information Link to customization The Order Guide Schedule your MyWay Reminder - It's time to place your Don‘t miss out on your Dontmiss out on your
& @ ofwhatsto comeand tools and helpful EV is officially here tour to see Blazer EV Two days unil order (transactional) chance to order early chance to order early
x 2 ppt-inSMSand 1-2-3 resources IRL youcan order (transactional) (transactional)
His Process
=
[ &)
g EV journey landing i : Order now URL Order now URL Order now URL
E SM3 opt-in page View order guide MyWay tour Add to calendar (Burn URL) {Burn URL) {Burn URL)
o
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Site Milestones

SITE

GM Confidential

Pre-Order

L7 cHeVROLET

Order Onboarding

Reveal Page
Updates
May

Migrating to (uantum
and Adding EV
Content Components

‘l LELED PRGN BELIRVATIRE

"“-

Manage Reservations

T&T Updates
Early May-Aug

Personalization to
Mirror CRM Message

EV Journey
Landing Page
Mid/Late June

Personalized Landing

Page for Reservation

Through Onboarding
Journey

=t o
= | I '

= -

BYO MOV and Site Entry Point
Reservationists FPublic BYO Updates
2 B/24
Vehicle Configuration that Public Launch to EV Life

Ties the Order to the General Audience

User's Reservation
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Customer Moments that Matter: Chevrolet.com

Pre-Order

Order

L7 cHeVROLET

Onboarding

|

SITE Reveal Page Updates
May

Migrating to (uantum
and Adding EV
Content Components

GM Confidential

EV Journey Landing Page
June 6

Personalized
Landing Page for
Reservation
to Order Journey

BYO Reservationists
July 12

Vehicle Configuration
that Ties the Order to
the User's Reservation

Manage Reservations
TET Updates
May-August

e
Ha

———
EV Journey Landing Page
July 10

Personalized
Landing Pagefor
Order to
Delivery Journey

o
MOV and Public BYO

August 24

Public Launch to
General Audience

EV Journey Landing Page
At Delivery

Personalized
Landing Pagefor
Onboarding
Journey
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BX Communication Architecture and Ecosystem

Onboardingls Not New to Us, but Blazer EV Is Unique

And what we do now will pave the way for the next generation of Chevy EVs

57
GM Confidential

Ice
Onboarding

o

L o e |

* Exciting but Familiar

- Customersare excited, butdeliveryis a
familiar experience

* Welcomed Via Email

- We onboardthemto the vehicle and
brand via email

* Thereif TheyNeedUs

- Additional support content available
via site

EV
Onboarding

i

—_

* Exciting and Very New

= They'refeelingextremely proud buton
unfamiliar ground

* Varying LearningNeeds

- Some are more familiar with EV than
others

* MNeed Surround Sound

- They'llneedtobe surrounded by
support - and in an ongoing way
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This Purchase Is Different. . .
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A New “TechDevice”and a New Way of Life Calls for a New Onboarding Approach
We will need both “user onboarding”and“customer onboarding”

GM Confidential

Functional
Onboarding

LY
’I
Help consumers easily understand the

complexities of their vehicles new and
exciting features.

Thegoal isto increase engagement
rate - continuous usage - by providing
continuous value.

Relational
Onboarding

,

\'\-
Help consumers understand the value
of beingan owner and help them build a

sense of loyalty to the brand and the
community.

They've changed their lives by going
with EV, and formany they've joined a
new brand...
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We've Studied Best Practices
We mined internal data, benchmarked the competition and looked outside the industry

GM Confidential
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BLAZER EV CRM DATA
Understand our buyers

fech Guru Thrill 5eeker
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OTHER EV PLAYERS

Learn from the Teslas and Rivians

@1
Rivian App

GM BEV JOURNEY MAPS
Know their needs
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TECH PRODUCTS AND SERVICES
Study good useronboarding

Get started

SHL A & Mvr Dt e Do o
1 it ing S P

L7 cHeVROLET

CROSS-BRAND INSIGHTS
Learn from Hummerand LYRIOQ

LIFESTYLE BRANDS
Study good relationalonboarding
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BX Communication Architecture and Ecosystem

We've Mapped Pain Points and Moments That Matter

CELEBRATE
Q

; EG
+ Celebratingis #2 positive
moment
- But Chevy owners feel
less celebrated than other
owners
+ Theydo joyride, post on

social media, andtell
friends/family

“We took so many
pictures youd think it
wasa new baby.”

FAMILIARIZE

« Exploringtheapp is #1
most impactful for EY
ownersto get familiar

« But theytry multiple
things fromuser guides
toblogs

« Theycouldusea
knowledgeable human

Tknewmore thanthe
dealer. They seemed
relativelyignorantabout
most of the features.”

CUSTOMIZE

SRS

/»:s

» They pair their phone, set

preferences, set up home
charging, save settings
for other drivers, install
in-vehicle apps, and set
voice commands

» Plusbuy accessoriesand

add their flair!

‘Itslikeaspec home; you
go in and think Im changing
this, I'm changing that...
You drive it for a week and
then you figure out what
youneea.”

GET READY

g

+ Preparingiskey. TheyTre

over “range anxiety” but
know they needto plan

« Theyalso want toselect

in-vehicle entertainment
and check weather

Everylong driveis a major
researchproject.”

DRIVE

%ﬁi

+ Drivingis atthe coreof it

all-#1in emotionacross
journeyand the most
impactinUse

- But theywant know

what's different fromICE
and avoid dangerous
situations

“Concernedabout speed
and hills on a fong drive out
of vehiclerange becauseit

uses too much battery.”

ARRIVE

* Once theyget totheir

destination, theyre still
extraeffort for them

« Theywant helpwith

parkingandtolocate
chargingstation

‘Live view fromcars
cameras via smartphone
app wouldbe nice.”

-
GIC #2021-351|vehicle Purchase CJM - BEV Total | February 2022 & GIC #2021+188 | Vehicle Purchase CJM - Chevrolet v Competitors | February 2022

GM Confidential
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We're Planning End-to-End

Orderto Pre-Order DayOne

First Weeks

b e

First Month

6 Months +

& b e
ANTICIPATING

i

Uncertainty, need to
understand process
Wanttounderstand the
dealer's role

What's the timeline
Creating account to make
the reservation

Customer

ANTICIPATING

Communicate with

transparency, prepare for
living witr?E‘uE. prepare
for delivery

CANS

Ib
CRM

[@I SITE

Chevrolet

GM Confidential

b e
CELEBRATING

o 8]
Taking delivery at dealer
Feeling special, driving
everywhere
Trying everything
Setting up app

Posting on social/their
community

CELEBRATING

Validate their decisian,
welcome them to the brand
and community

IN-DEALER
MOMENT OR

EXPERIENCE
=N . FRST

B4E  STEPS/QUICK
START

FAMILIARIZING
Going online to understand
features

Watching videos on
Youtube

Starting to understand
nuances of charging and
range- e.q., weather

Started noticing charging
stations

CUSTOMIZING
R

7
Making it feel like "theirs”
Making adjustments,
setting profiles, settings
Discovering paid
subscriptions

Adding bling, flair orlittle
comforts

FAMILIARIZING

Create adeliberate
educational cadence that
deepens knowledge
gradually and maintains
enthusiasm and brand
advocacy

Help them understand
available subscriptions
and available GM
Accessories with the
app, communications,
website, etc.

A
—
—
- 0
— n

GUIDED PROCESS - THE*CHECKLIST”
EASY, FUN, FLEXIBLE
SITE

™ @ @[]

PREPARING

Anan a8

Using one pedal driving

Watching Youtube, how-tos, tips and tricks
Driving for shopping, errands, work, Kids

DRIVING

) 45y

ARRIVING

Planning ahead when taking trips - where will they charge on the way ar overnight

PREPARING ARRIVING
Continue to promote all the capabilities and features; continue to celebrate themas
part of the Chevy EV community
i,
= WELCOME KIT COMTINUED LIFESTYLE AFFIRMATION
2> CELEBRATION PUSH TOADVOCATE
BRAND AFFIRMATION SITE

CRM (@

s
sMs | m@
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High-LevelMilestones

L7 cHeVROLET

Content Audit Content Audit Content Audit Integrate Integrate

Creative Approach Development
Creative Approach Reviewand

ClientInput Brief
CJMDevelopment (4 weeks)

CJMReviewand Approval Approval
— Global Client, Lead Market, Creative Platform
Global Markets Vendor Lists/ShotList

Creative Brief Development CGIAd-Hoc Analysis

Review Selects and Retouching

Video Edits/Rough Cuts

Selects and Rough Cuts Review

— Global Client, Lead Market,

Global Markets, GM
Legal/Safety, GM Leadership

Print Proofing Reviews

Priority Assets

Social Inspiration

(postfinal assets)

Print Shoot
— Tech scout, Wardrobe,
Vehicle-Walkaround,
Pre-Pro Meeting
Video Shoot
— Techscout, Wardrobe,
Vehicle-Walkaround,
Pre-Pro Meeting

Procurement

Bidding and Vendor Award
Location, talent, wardrobe,
shooting boards, stakeholder
reviews

nwa NnN/28-12/6 12/12 /3 1710 m 1723 1727 1730 173 21 2/2-213 2114
CIB CJM CJM CJM U5, CJM MARKET CREATIVE CREATIVE OME US CREATIVE MARKET CLIENT GM TRIPLE BID VENDOR
DEVELOPMENTCLIENT REVIEW REVIEW REVIEW BRIEFING  PAGER REVIEW REVIEW CREATIVE APPROVAL PROCUREMENT STARTS (VERBAL)
REVIEW KICKOFF AWARD
KEY DATES

2/15-3/13 3Ms-3/3 4/3-8/M 5712 w/ob/
PRE- FPRODUCTION POST- PRIORITY BATCH
FRODUCTION PRODUCTION ASSETSDUE  ASSETS

GM Confidential

U.S. SORP: June 2023
Site Live: May 2023

28 Assets Needed: May 2023
i MediaLaunch: 03/04 2023

Vehicle Available: February - April
UDM Data Available: Currently available

38
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Local Competitive Landscape
Showcase key ICE/EV creative work done by your competitors in your market.

Competitor1: Competitor 2: Competitor 3:

Key ICE Creative Work: Key ICE Creative Work: Key ICE Creative Work:

Key EV Creative Work: Key EV Creative Work: Key EV Creative Work:

GM Confidential




Local Competitive Landscape

L7 cHeVROLET

Showcase notable competitors in your market. Outline their tagline, main message, and any other notable elements

Competitor1: Ford

Tagline:
Go Further

Main Messaqge:
They are “America’s Automakers”

Other Notable Elements:
They began a few new partnerships-
Red Bull F1, Sustainability 2030

GM Confidential

Competitor 2: Hyundal

Tagline:
New Thinking, New Possibilities

Main Message:
They have a“passion for progressand a
drive forimprovement”

Other Notable Elements:
Launched a new mid-size family SUV
recently

Competitor 3: Toyota

Tagline:
Let's Go Places

Main Message:

They will “lead the future mobility society,
enriching lives around the world with the
safest and most responsible ways of
moving people”

Other Notable Elements:
Their soclal media consists mainly of
scenic Iimagery; no human elements

45
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Local Competitive Landscape

Competitor1: Competitor 2: Hyundal Competitor 3: Toyota

Key ICE Creative Work: KeyICE Creative Work: Key ICE Creative Work:

. .Y .
e -
Hyundai=-How Far We've Come

EP.1 A FRUNKIN COOKOUT:

WHAT’S IN

& TOYOTA

" “Brand Campaign
GM Confidential 46



E:j CHEVROLET

Part One
Brand Foundation and Architecture
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Part Two -
Expressingthe Second Century of Chevrolet ‘]‘-F'
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Welcome to the
Second Century of Chevrolet
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Why IS |t Crltlcal Aligning Team Members

With such a massive brand, this effort provides a clear shared vision and
t 0 e m b ra ce t h e inspiration for all team members at Chevrolet and its partners.
CheerIet brand Shifting Our Approach

t t h = t s l? With the move to multi-modeland cross-product initiatives, this effort will
a I S I m e o create more efficient spending across all properties, agencies and tiers.

Resetting for the Future
Acting as areset comingout of a tough year, this project provides a renewed
focus onthe brand.

Increasing Collaboration
Putting a framework around the marketing we create for Chevrolet will encourage a culture of
meaningful dialogue and consistency acrossallits partners.

GM Confidential
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Our Place in Pop Culture

We greatly respect our place in General Motors, but we are also proud of the impact we've had on the world. There have been more songs
writtenabout Chevrolet thanany other car brand. and whenit comes to movies, we don't merely appear in them, we take a starring role.
Look no further than the Bumblebee Camaro in TRANSFORMERS and the Chevy Blazer EV that helpsrescue Barbieinthe Barbie Movie.

GM Confidential



Key Insights from Participantsin Canada

The Canadian consumers believe that the

with time.

They play (decision-makers,
bread-winners) but also rely on their loved ones for the
motivation to keep working hard.

They feel that they and
solving everyday problems at home; with no time to do things
they love.

Sources: Chevrolet Ethnographic Community Analysis, Global Findings, TWD and Manifesto Feedback
GM Confidential
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Key Insights from Participantsin the Middle East

The Middle Eastern participants consider their vehicle to be more than
just a car. To many, it is a symbol of their independence and success.

They look to their family for downtime, but also consider running a
home nothing short of running a business.

Middle Eastern participants look for vehicles that meet the needs of
everyday drivers while also offering them the power, comfort and
versatility to succeed in any situation.

Sources: Chevrolet Ethnographic Community Analysis, Global Findings, TWD and Manifesto Feedback
GM Confidential 65
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Key Insights from Participantsin Mexico

The Mexican participants look at success in terms of houses and cars
both a measure of their journey to their success and a form of security
for their family.

They consider their family to be their priority, but also look for joy and
excitement at work in order to bring balance to their lives.

Sources: Chevrolet Ethnographic Community Analysis, Global Findings, TWD and Manifesto Feedback
GM Confidential il



Key Insights from Participantsin China

The Chinese consumers look at the American Dream as a
distant but aspirational concept.

Their biggest motivation in life is their families. Everything
they do is to provide fortheir loved ones, but this also makes
them miss out on other aspects in life.

Sources: Chevrolet Ethnographic Community Analysis, Global Findings, TWD and Manifesto Feedback
GM Confidential
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Key Insights from Participantsin Brazil

The Brazilian participants put great
and like to spend their downtime with their loved ones.

They that would be the

Sources: Chevrolet Ethnographic Community Analysis, Global Findings, TWD and Manifesto Feedback
GM Confidential 63



American Dreamin Global Markets

Is the American Dream an honest promise of
freedom and opportunity? Orisit a “beautiful
fantasy,”"a dreamland?”

‘Noteverything that shinesaregold.”
Male, 25, Mexico

‘A global, elitistlie to make a fewricher at the
reason of impoverishing others.”
Male, 49, Mexico

Twouldlove to see us create anewAmerican
Dream that's attainable ... a sustainable,
interconnected community of Americans who are
all living healthy and happy and are able to attain
theirgoals and theirdreams.”

Female, 30, U.S.

‘Live your dream. if that aligns with the
American DOream, great, but a part of the
American Dream is living your dream.
You have the free willand ability to live
yourdream.”

Female, 30, U.S.

B i Chinaaridthe Middia East .

'ﬂ‘ ' descriptions of the American

a A ¥/ Dream are less emotional. Rather,
" InCanada, the message of - ok L
/' the American Dream is idyllic ' wealth, materialism and ambition II

and hopeful. / ina country constantly striving for

. o o 4 economicprogressionand

‘Where anyone could arrive - . technologicaladvancement.
with nothing. work hard and -
become somebody very
important™Male, 39, Canada

“The nationalspirit of the
people and the democratic
goal is the promise to
achieve prosperity”
Female, 35, UAE
In Mexico and Brazil, the American T
Dream is the traditional concept
of emigration to the USAin hope
of a betterlife - a place of freedom
{ and opportunity, where hard work
/ isrewarded with better quality of
/ income, health, andeducation. £

1t isa timeless dream of
freedom and newlife!”
Female, 36, Brazil

Sources: Chevrolet Ethnographic Community Analysis, Global Findings, TWD and Manifesto Feedback

GM Confidential
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Defining“"The Dream”

The American Dream’s core principles are recognized universally.

What does it look like to achieve “The Dream” in your market?

- Bring to life the core principals from our research to embody “The Dream” in your market with images or descriptions.

PRIORITIZING
FAMILY

RELENTLESS
HARD WORK

FREEDOM TO BE

LOVE OF
LAND AND NATURE

BUILDING LEGACY

GM Confidential
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Defining“"The Dream”

The American Dream’s core principles are recognized universally.
What does it look like to achieve “The Dream” in your market?

Bring to life the core principals from our research to embody “The Dream” in your market with images or descriptions.

PRIORITIZING RELENTLESS FREEDOM TO BE LOVE OF | BUILDING LEGACY
FAMILY HARD WORK LAND AND NATURE

B |l B

_'JV)A

Takingthe familyout fora Working overtime at the job Takingadrive withone's Murturingakitchengarden Puttingup picture frames

holiday to Europe over the without any complaintstobe spouse with no destination in the backyard and enjoying having core family memories

summer, with no worriesor abletosend one’s daughter in mind; just exploringand afreshtomatothat one around ones whom for the

limitationsin mind toan lvy League university enjoyingthe freedomto be grew themselves coming generationstolive
with

GM Confidential



Thank You




E:j CHEVROLET

CHEVROLET

GM Confidential





