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GLOBAL CREATIVE -
MONTHLY HIGHLIGHTS CADENCE
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Review Review Review Review

I Monthly highlights of in-progress and live creative are compiled and
distributed on the fifth of the following month. If the fifth falls on the
weekend, it will be e-mailed on the following Monday. Quartarly

I Quarterly creative is compiled and presented to Steven Majoros Reviews
around a week before his meeting with Carlisle.

I Dates may be subject to change.

Monthly Highlights Summary Mail Out
{In-Progress +Live Creative)

Monthlies

Quarterly Review Fresentations

SM's Quarterly Meetings with Carlisle
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QUARTERLY GLOBAL REVIEW PROCESS

ASSEMBLED ALL CREATIVE ANALYZEDAD IDENTIFIED BEST
COMMUNICATION FOR Q2 TRACKING RESULTS PRACTICESAND KEY

(Argentina, Brazil, Colombia, China, MEO, (Brazil, Canada, and Mexico) LEARNINGS FOR
Mexico, Canada, S. Korea, and USA) OPTIMIZATION
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Summary
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I Seeing more and more digital/social-led
campaigns

I Brand consistency continues to be strong
in all markets with exception of S. Korea

I Following year over year trends of a lot of
work in Q2
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South America
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SOUTH AMERICA

Market Summary

I Brazil’s performance trends continue to improve

I Chapter 3 of Colombia’s Discovery partnership
launched

I Continues to drive culture with timely and

relevant work for Mother’s Day, Father’s Day,
PRIDE and The Female Driver Conversation

I EV Education campaignlaunched in Colombia
with TVC and social

I $10 launch work in Argentina



AFTERSALES

TVC
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+ Solutionsfor your car
- Problems for you
Schedule yourturn today

Chevrolet after sales
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BRAZIL: Q3 CHEVROLET AD TRACKING

I Overall,Breakthrough,Memorability,and Find OutMore AboutVehicle for Chevrolet's ads were above normin Q3,while theremainingmetrics werenormative.
— “ConfiancaaBordo”had normative Breakthrough metrics. AdImpacton Brand Opinion,RelevantandFind OutMore AboutVehiclewere above normative levels.
— "QPEChevrolet11”had above norm Breakthrough and Branding with normative Memorability and Creative Diagnostics.
“Para Sempre”had above norm Breakthrough andMemorability with normative Branding and Creative Diagnostics.

I Honda's “Plane Honda Evelution"was the strongest competitive adin Q3 with above norm Breakthrough metrics. Likeability andFind OutMore AboutVehicle metrics were
abovenormativelevels.

I Mitsubishi's “Mitsubishi Outdoor™was theworst performingad with below norm Breakthrough metrics,though Find OutMore AboutVehicle was above norm and the
remainingmetricswerenormative.

Chevrolet Ads Tracked in Q3
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BRAZIL: Q3 ADVERTISING IN-MARKET KEY MEASURES TRENDS

I Overall,Breakthrough and Memorability remained above norm,while Branding declined to normative.
— Find OutMore AboutVehicleimproved to above norm, while theremainingmetrics remainednormative.
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Online Video — GM Diasincarro
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China
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CHINA

Market Summary
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MEO
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MEO

Market Summary
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MeXIico
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MEXICO

Market Summary
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South Korea
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SOUTH KOREA

Market Summary
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Canada
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CANADA

Market Summary
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United States
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UNITED STATES

Market Summary
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