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General Motors (NYSE: GM) — founded in 1908 and headquartered in Detroit, Mich. 
— manufactures cars, trucks and automobile parts. The company is the largest U.S.-
based automaker1 and one of the world’s largest automakers, employing 209,000 people 
worldwide. Chevrolet Motor Co. is the largest GM brand; others include Buick, Cadillac 
and GMC.2

Louis Chevrolet and William C. Durant founded Chevrolet in 1911, but GM bought it 
in 1918.3  One of Chevy’s biggest competitors at this point was the Ford Motor Com-
pany.4!!"#!$%&'(!)*+,-!./0+!123!4#+5.16614#2*!7/8(!/#0!2*+!9832!+:;482!/33+.<6-!;6/#2!
=/3!+32/<613*+0!1#!>+#./8?@!)*+,-!;840A7+0!./#-!98323!1#!2*+!/A24!1#0A328-!0A81#B!2*+!
1930s, including articulated brake shoes, vacuum spark control, manifold heat control 
and independent front suspension. The 1950s saw the 50-millionth vehicle made and 
2*+!9832!)*+,-!)48,+22+@!

HISTORY

Some of Chevy’s most popular vehicles have been the Camaro, Corvette, Ca-
price, El Camino, Chevelle and the Impala.5 

After an attempt in the 1990s to establish the EV-1 in the market, an electric car that 
C/16+0!6/8B+6-!<+7/A3+!4C!/#!1#+C971+#2!</22+8-(6  GM introduced the newest concept of 
its compact car in 2007 at the North American International Auto Show: the Chevy Volt, 
2*+!#+:25B+#+8/214#!;6AB51#!*-<810!+6+72817!,+*176+!=12*!/!612*1A.514#!</22+8-@7  Produc-
tion began in 2010. The Chevy Volt has received a 5-star overall vehicle safety score 
C84.!2*+!D/214#/6!E8/C97!F/C+2-!G0.1#1328/214#8 and has won numerous awards, includ-
ing the 2011 Motor Trend Car of the Year, the 2011 Green Car of the Year, the 2011 
North American Car of the Year and Automobile’s 2011 Automobile of the Year.9

HI!96+0!C48!</#?8A;27-!1#!&JJ%!/#0!8+7+1,+0!/!B4,+8#.+#2!</164A2(!<A2!12!
has since recovered.10 Currently, Chevy’s most popular vehicle is the Chevy 
Cruze, a compact car that has sold about 200,000 cars in 2011.11 For 100 
years, the Chevy’s rich history as a leader in innovations such as anti-lock 
brakes, fuel-injection and safety glass12 has made it an iconic American brand 
with customers who have a deep loyalty.
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E*+!7/8!/#0!/A24!1#0A328-!13!1#!0+761#+(!<A2!2*+!0+./#0!C48!*-<810!/#0!.48+!CA+65+C971+#2!
vehicles has been on the rise since about 2004 — in addition, fuel prices have increased; 
from 2006 to 2011, the retail price of gasoline has grown 4.9 percent annually.13 The 
sharp rise in gasoline prices has shifted preferences from SUVs and other gas-guzzling 
vehicles to smaller, greener automobiles. However, this enthusiasm for smaller vehicles 
13!#42!;+8./#+#2@!I48+!+C971+#2!+#B1#+3! 1#! 28A7?3!/#0!FKL3!*/,+!/664=+0!;+4;6+! 24!
spend less money on gas than they did in the past with the larger vehicles. As such, 
28A7?3!/#0!FKL3!761.<+0!24!MN!;+87+#2!4C!#+=!,+*176+!3/6+3!1#!&J$J!/#0!/8+!+:;+72+0!
to stabilize at 49 percent in 2011.14

INDUSTRY TRENDS

"#!&J$$(!74#3A.+8!74#90+#7+!1#!2*+!4,+8/66!/A24!1#0A328-!13!+:;+72+0!24!813+!
following the recession because credit availability is recovering and dispos-
able income is rising.15 Changing consumer preferences, along with a general 
recovery in the demand for vehicles, will help the auto industry revenue grow 
at an estimated rate of 4.2 percent annually to $102.3 billion by 2016.16

That noted, consumers will continue to demand greener cars. Since the eco-
nomic downturn of 2008, economic growth has consistently overshadowed 
environmental protection and preservation as a priority for Americans.17  
However, this fact does not translate into a loss of interest in hybrid and elec-
2817!7/83O!8/2*+8(!9#/#71/6!*/803*1;3(!3;+7197/66-!2*43+!8+6/2+0!24!1#78+/3+0!B/3!
+:;+#3+3(!*/,+!;+/?+0!2*+!1#2+8+32!4C!34.+!74#3A.+83!1#!+6+72817!/#0!*-<810!
vehicles. According to a Gallup poll that recorded consumer responses to gas 
prices in May 2008, 71 percent of respondents seriously considered getting a 
.48+!CA+65+C971+#2!7/8!2*+!#+:2!21.+!2*+-!;A87*/3+0!/!,+*176+@18

Most domestic car manufacturers have traditionally made larger, more gas-
guzzling vehicles, so this may pose a problem for domestic auto manufac-
turers.19 In addition, competition in hybrid vehicle production is projected 
to increase as automakers focus on the development of gas-electric hybrid 
,+*176+3!24!1#78+/3+!CA+6!+C971+#7-!/#0!7A2!+:*/A32!+.13314#3@!P-<810!B84=2*!
+:7++0+0!2*+!4,+8/66!./8?+2(!1#017/21#B!2*+!328+#B2*!4C!74#3A.+8!1#2+8+32!1#!
gas-electric vehicles.20
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COMPETITIVE ANALYSIS
The Chevy Volt’s main competitor is the Nissan Leaf based on sales and likeness, but the 
3rd Generation Toyota Prius Hybrid, the Toyota Prius Plug-in Hybrid and the Ford Fusion 
Hybrid are also main competitors. 

E*+!Q+/C(!=*17*!3+/23!9,+!;+4;6+!/#0! 13! 2*+!9832! CA66-!+6+72817!,+*176+! 24!<+!
available in the United States, has sold more vehicles than the Volt based on 
2011 numbers through November — the Volt has sold 6,200 while the Leaf 
has sold 8,720.21!Q1?+!2*+!L462(!2*+!Q+/C!=/3!./0+!24!<+!/#!+6+72817!7/8!9832!/#0!
foremost. Unlike the Volt, which has a nine-gallon gas tank and can go another 
300 or so miles because of a gas-run generator, the Leaf has no onboard gas 
generator that will kick in when the battery dies. In addition, one of the Leaf’s 
./1#!013/0,/#2/B+3!13!123!64#B!7*/8B1#B!21.+3@!P4=+,+8(!2*+!Q+/C!=/3!2*+!9832!
electric car to be mass produced,22  and Nissan is currently in the process of 
developing new technology that will fully charge batteries in electric vehicles 
in 10 minutes using capacitor technology instead of battery.23  Like the Volt, it 
has also received a 5-star safety rating.24

The Toyota Prius is the number-one selling hybrid vehicle worldwide, and more 
than one million have been sold in the United States since 2000.25 It is less 
+:;+#31,+!2*/#!2*+!L462(!<A2!12!13!#42!/3!8+61/<6+!/#0!*/3!6+33!*-<810!7/;/<16121+3!
and electric mileage as the Volt. The latest addition to the Toyota Prius family, 
the Toyota Prius Plug-In Hybrid, can only go about 15 miles on purely electric 
power, compared to the Volt’s 35 miles.26 This Prius has a spacious interior and 
top safety scores, and it has a smooth ride.27 Owners can charge this vehicle at 
home, like the Volt, and it can be recharged in 120-volt outlet in three hours 
— this beats the recharging time for the Volt, which in a 120-volt outlet takes 
about 10 hours to fully charge. 

The Ford Fusion Hybrid is family-friendly and has a spacious interior. It has 
the reputation of being an environmentally friendly vehicle but is more afford-
able than the Volt and its other competitors. Sales have increased 15 percent 
in November 2011.28 Ford, in addition to its line of hybrid vehicles, plans on 
releasing its Ford Focus Electric car at the end of 2011.29

The Volt’s competitive advantages include the dual electric-gas feature, Chevy’s 
8-year, 100,000-mile warranty on the battery and Chevy’s $350 per month 
payment plan with a $2,500 due at leasing.30 Plus it is one of the most fuel-
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+C971+#2!7/83!4#!2*+!./8?+2@31 The Volt takes an average $1.50 a day to charge 
and has a high acceleration, going from zero to 60 in about nine seconds;32 
Consumer Reports hailed the Volt for its fuel economy, quietness, “instant 
/77+6+8/214#R!/#0!+:7+66+#2!78/3*52+32!8+3A623@33 

Disadvantages include the price when compared to its competition, espe-
cially the Leaf, its limited seating34 as well as the limited number of charging 
stations available; charging can also be a problem for those who park on 
the street who cannot plug in at home. The braking system can be touchy, 
/#0(!4,+8/66(!2*+!L462S3!</22+8-!61C+!/#0!CA+6!+C971+#7-!0+78+/3+!=*+#!081,+#!
in cold-weather conditions.35 The battery’s safety has recently been in the 
.+01/! <+7/A3+! 4C! 3+,+8/6! )*+,-!L462! </22+81+3! 32/821#B! 4#! 98+! /C2+8! <+1#B!
crash-tested.36!"#!/001214#(!2*+!364;1#B!74#24A83!4C!2*+!7/8!./?+!12!01C97A62!C48!
people to sit comfortably in the back seat, which can only accommodate two 
people because of the battery that is located in the middle where a person 
would normally sit. It is not a car meant for families and long car rides.

CAR MODEL Starting 
Price

Mpg, or per 
charge

# of Seats Other

Chevrolet Volt $41,000 35 miles on 
battery, 37 mpg 
once the genera-
tor kicks in.

4 *5-star safety rating.
*$7,500 govenerment tax 
credit

Nissan LEAF37 $35,000 100 miles on a 
single charge.

5 *5-star safety rating.
*Speeds up to 90 mph.
*100 percent electric
*!e "rst electric car to 
be mass produced
*$7,500 government tax 
credit

3rd Generation Toyota 
Prius Hybrid38

$23,520 50 mph city/
hwy.

5 *!e world’s best-selling 
hybrid.39

Toyota Prius Plug-In 
Hybrid40

$32,000 15 miles per 
charge, 50 mpg 
city/hwy.

5 *Available beginning in 
spring 2012.

Ford Fusion Hybrid41 $28,700 36 mpg city/hwy 5
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Adroit Marketing Agency used data from Simmons Choices III to analyze the 
demographic and psychographic information for consumers of compact, hy-
brid cars like the Toyota Prius and Ford Fusion. The primary target market has 
<++#! 10+#219+0! /3!=+665+0A7/2+0!./881+0! 74A;6+3! <+2=++#! 2*+! /B+3! 4C! MJ!
and 55. They are empty-nesters, or those who do not have children living at 
home, who work 40 or more hours each week, make more than $150,000 
a year and live on the West Coast of the United States. This target market is 
21 percent more likely than the average population to own foreign premium 
compact cars; 69 percent more likely to buy cars brand-new; 69 percent more 
likely to keep up on the latest advances in auto technology; 40 percent more 
61?+6-!24!;8+C+8!081,1#B!6A:A8-!,+*176+3O!&$!;+87+#2!.48+!61?+6-!24!;/-!.48+!C48!
environmentally friendly products; 16 percent more likely to want their vehi-
cle to catch people’s attention; 18 percent more likely to want their vehicle to 
have many safety features; 20 percent more likely to make a conscious effort 
to recycle; and 25 percent more likely to not be easily swayed by others. This 
correlates with information provided by Tom Lenling, a salesman from the 
Ballweg Chevrolet dealership in Middleton, who said those who want the Volt 
have done their research and are most interested in the new technology and 
CA+65+C971+#2!/3;+723!2*/2!=166!3/,+!2*+.!.4#+-@!

Using Choices III again, the secondary consumer market includes married 
couples who have one or more children, make more than $150,000 a year 
and keep up on the latest advances in automobile technology. The hybrid and 
electric car industries make up a small portion of the car industry at large43, 
but this target market cares about the environment and has the disposable 
1#74.+!24!3;+#0!4#!/!,+*176+!/3!+:;+#31,+!/3!2*+!L462@!

Chevrolet taglines included “Baseball, Hot Dogs, Apple Pie & Chevrolet” and 
“Like a Rock,” but the term “Chevy” often encapsulates the brand more than 
anything. According to Alan Batey — the VP of sales, service and marketing 
— when people use the term Chevy, they are close to the brand and feel the 
history.44 

CONSUMER ANALYSIS
42

Primary Consumers:

Secondary Consumers: 
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Chevrolet is closely associated with General Motors, and some even consider it synony-
mous.45 GM had a very public and very large bailout from the government in 2009 that 
was met with distain from many Americans. Most importantly, it dropped from #1 to #2 
automaker in the world, which demoralized the company. 

BRAND ANALYSIS

As of the present, it climbed back to the #1 spot.46 Right now, the Chevy Volt is 
considered the top electric/hybrid car and has a high safety rating, which will 
help improve the Chevy brand overall. 

In comparison, Nissan has changed its brand theme from “shifting” buying 
behavior to “innovation for all.”47 This is meant to portray Nissan as a leader 
in automotive technology and in the industry in general. Toyota has a strong 
brand loyalty, but its image took a negative turn because of recalls in 2010.48

GM has focused most of their advertising toward Chevy brands; almost 70 
percent of their global ads are for Chevy.49 However, some people have found 
Chevy to be too focused too much on the past and not enough on the future. 

Based on a survey of 18 people conducted by Adroit Marketing Agency us-
ing UW-Madison Qualtrics Survey Hosting Service, 71 percent have owned 
a vehicle produced by GM but about half of the respondents are undecided 
about whether or not they are likely to buy a GM or Chevy vehicle. Forty-one 
percent said they are very unlikely to buy an electric vehicle, but 100 percent 
4C!2*+!8+3;4#0+#23!3/-!CA+6!+C971+#7-!13!1.;482/#2@!G6.432!/66!4C!2*+!8+3;4#0-
ents were aware that Chevy was a brand of GM, and 76 percent do not think 
any differently of GM after the government bailouts of 2009. Forty-one percent 
of the respondents think that Chevy vehicles are reliable, whereas more than 
half said “maybe.” 
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MEDIA USAGE ANALYSIS

General Motors was the third leading advertising spender in 2010.50 Major 
Chevrolet Volt television campaigns often center on large annual sporting 
+,+#23@!)4#7+;2!/0,+8213+.+#23!C48!2*+!L462!9832!/18+0!0A81#B!2*+!&JJN!FA..+8!
Olympics.51 The campaign promoting the launch of the Volt began during the 
&J$J!T4860!F+81+3!4#!2*+!U4:!#+2=48?(!4C!=*17*!H+#+8/6!I42483!13!4#+!4C!2*+!
largest advertisers.52 Online, General Motors has partnered with Google Maps 
/#0!I178434C2!V1#+72!C48!2*+!W<4:!'XJ!24!;84.42+!2*+!L462(!/3!=+66!/3!/181#B!
advertisements during Hulu’s streaming videos.53 This combination of athletic 
programs and interactive mediums suggest General Motors pervious Volt cam-
paigns wished to capture a young and active audience.

Chevrolet owners are no more likely than the average population to watch 
any particular primetime television programs. However, they are more likely 
24!=/27*!DGF)GY!+,+#23(!/3!=+66!/3!</3?+2</66!B/.+3!/#0!93*1#B!;84B8/.3@!
Domestic premium compact car owners, on the other hand, are more likely 
than the average population to view evening animation shows, such as “Fam-
ily Guy” and “The Simpsons,” game and reality shows such as “The Amazing 
Race” and “Deal or No Deal,” and crime shows such as “CSI “and “Law and 
Order: SVU.” They also tend to watch NASCAR and WWE events, as well as 
the Olympics and the National Dog Show.

Chevrolet owners who read the newspaper most often read the front page and 
sports sections and prefer USA Today to any other national newspapers.  Chev-
rolet owners often read outdoor, auto and entertainment magazines. Domestic 
premium compact car owners are more likely to read the front page, business, 
technology and editorial sections of the daily and Sunday newspapers.  These 
compact car owners are most likely to choose entertainment, parenting, and 
female-targeted magazines.

Both Chevrolet and domestic premium compact car owners are more likely 
than the average population to use the Internet for entertainment. Chevrolet 

GM and Chevrolet Volt Media-Buying History:

Media Usage54:
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owners favor websites where they can download or play online games, watch 
streaming video, or listen to satellite radio online. They frequent websites 
such as blockbuster.com, Disney.com, and ebay.com. Domestic premium 
compact car owners visit websites where they can receive movie information, 
reviews, and show times, play or download online games, get video game 
news or download and listen to podcasts. Some of the websites they are likely 
to visit include abc.com, barnesandnoble.com, facebook.com, bestbuy.com 
and youtube.com.

Trends in these media usage habits suggest that Chevrolet owners tend to 
be entertainment-seekers, especially interested in sports and online video.  
Domestic premium compact car owners tend to seek entertainment as well, 
but also have a thirst for information, which they satisfy by frequenting busi-
ness and technology newspaper sections as well as informative websites and 
magazines. 

CREATIVE ANALYSIS
The Volt has been on sale in the U.S. market since mid-December 2010, but only on 
selected markets. Therefore, it must be promoted heavily in order to get people to test-
drive them. Chevrolet is focusing on making its entire company have a pro-energy ef-
971+#7-!32/#7+(!=*17*!8+6/2+3!=+66!24!2*+!L462@!E*+!74.;/#-!+.;*/31Z+3!*4=!2*+-!=166!
1#,+32! 1#!8+#+=/<6+!+#+8B-(!+#+8B-!+C971+#7-!/#0!;6/#21#B!.48+!28++3[!\"2S3!4#+!.48+!
way that we can say, ‘Chevy Runs Deep.’”55 This slogan captures the nostalgia of the 
Chevy brand, emphasizing the idea that family members and past generations continue 
to buy a Chevy and pass the American tradition on to others. 56 By taking part in environ-
mentally friendly practices, Chevy adds one more reason for people to either begin or 
continue to invest in the brand.

The original taglines for the Chevy Volt started off with the saying “more car 
than electric,” and many of the commercials still feature that on the closing 
scene of commercials across the grill of the Volt. However, there is now an 
+.;*/313!4#!\34.+<40-!*/3!24!<+!9832(R!\+6+7281712-!B4+3!CA82*+8R!/#0!*4=!12!
13!/#!\+:2+#0+0!8/#B+!+6+72817!,+*176+@R!E*+3+!477A88+0!0A81#B!2*+!9832!*/6C!4C!
2010 as the goal involved getting the name out there and to start competition 
with the Nissan Leaf and the Toyota Prius. The target audience focused on the 
modern family, young people, truck lovers, performance enthusiasts and the 
“eco-culture.”57 
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E*+!9832!/0,+82131#B!7/.;/1B#!C48!2*+!L462!C47A3+0!4#!G.+817/#!;810+!1#!2*+!74.-
mercial known as “The Anthem” and the concept that the Volt can go “really, really 
far.” The Volt at the time was soon to be released in the United States, and it was im-
portant for the ‘made in USA’ sticker to be prominent in order to emphasize Chevy 
and to differentiate the brand from foreign vehicles. The ad campaign would be re-
leased with the World Series. Because baseball is often considered an American tra-
dition, it correlates with Chevy’s emphasis on tradition and deep roots and also gives 
the impression that “It’s manly to be green.”58 The advertisements featured Chevro-
let’s 100-year heritage and the place in American culture that the brand shares with 
baseball.59 Later on Chevrolet combined the Volt’s ad slogan of “It’s more car than 
electric” with the Chevy slogan, “Chevy Runs Deep.”

Volt commercials have utilized the following: humor, such as the commercial that 
features a Volt owner stopping at a gas station and interacting with a child and 
another customer who both have questions about his Volt; a commercial that men-
214#3!3;+7197!C+/2A8+3!/<4A2!2*+!L462!61?+!2*+!C/72!2*/2!12!4#6-!74323!]$@^J!/!0/-!24!
charge it; and a commercial that compares the Volt to animals as having instincts.60 
In addition, video testimonials from customers have revealed the elimination of a 
customer’s worries about running out of battery charge because of the available gas 
option61 and another customer’s interest in the Volt’s technology.62 

Nissan stresses innovation when advertising the Leaf. One Leaf commercial entitled 
“What if everything ran on gas?” showed everything, including an alarm clock and 
computer, being run on gas. A Chevy Volt was shown when the voiceover said, 
\T*/2!1C!+,+8-2*1#B!8/#!4#!B/3_R!<+C48+!3*4=1#B!/!Q+/C!=12*!2*+!#+:2!;*8/3+(!\E*+#!
again, what if it didn’t?”63 Another commercial showed the value of zero, while 
another one featured a polar bear traveling through the city to hug a Nissan owner. 
Advertisements for both the Volt and the Leaf do not tend to focus on the family. A 
concern regarding Chevy’s overall advertising is that it looks too much into the past 
and not enough on the future.64 However, Chevy Runs Deep can still be applied to 
the Chevy Volt because Chevy can run deep “today, tomorrow and into the future”65 
with its innovations and ties to American-made products.
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Because Chevy is housed under the General Motors brand, implications are 
2*/2!;A<617!4;1#14#!8+B/801#B!HI!/634!=166!1#`A+#7+!*4=!;+4;6+!,1+=!)*+,-@!!
GM, the manufacturer of the Hummer, is not generally considered an envi-
ronmentally friendly corporation. However, GM is working to improve its im-
age by debuting “greener” vehicles and focusing on how they operate their 
factories with more environmentally-friendly practices.66 This commitment is 
clearly acknowledged by consumers because a 2011 Mintel report67 cited that 
in January 2010 GM was ranked third out of 12 brands that are seen as least 
B8++#(!<A2!1#!>+7+.<+8!&J$J!HI!=/3!8/#?+0!31:2*!4A2!4C!2*+!3/.+!$&@

Even though economic growth has become an important priority for Ameri-
cans,68 interest in electric and hybrid cars has not disappeared; these vehicles 
can save consumers money in the long run because they translate into less 
money spent on gas. In addition, people are still concerned about the environ-
.+#2!/#0!8+/61Z+!2*+!;43121,+!<+#+923!4C!8+7-761#B!/#0!74#3+8,1#B!+#+8B-@!69

The Chevy Volt has emerged as a superior and unique option for those con-
sumers who want to invest in a more eco-friendly vehicle. The Volt has re-
ceived high praise in the form of numerous automotive industry awards, which 
includes the title of 2011 North American International Car of the Year.  In 
addition, test drivers report that the Volt is cheap to charge and, unlike com-
pletely electric cars, worry-free when it comes to its driving range, about 35 
miles of travel solely on electric.70

PUBLIC OPINION 

1. U.S. Government

Not only is the U.S. government a major shareholder in the General Mo-
2483!)48;48/214#(!12!*/3!/634!;84.13+0!/!]a(^JJ!2/:!78+012!24!74#3A.+83!=*4!
purchase electric vehicles, including the electric-powered Volt. The Obama 
G0.1#1328/214#!*/3!10+#219+0!+6+72817!,+*176+3!/3!/!./b48!/0.1#1328/21,+!C47A3!
in the area of environmental conservation, and established a 2012 goal for 
the Energy Department to spend about $580 million in research, development 
and deployment programs for electric vehicles.71

STAKEHOLDER ANLAYSIS
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2. General Motors Corporation

HI!0+9#+3!2*+!;8+3+#2!;+8140!1#!2*+!748;48/214#S3!*13248-!/3!/!\8+<182*R!C46-
lowing the challenges of the 2008 U.S. economic crisis. GM aims to assure 
shareholders and consumers that the automaker is reemerging with the same 
competitive drive it possessed when the company was founded, along with a 
fresh commitment to the environment that can be seen in both the GM manu-
facturing process and the corporation’s manufactured products.

3. Detroit/Detroit factory employees

E*+!3A77+33!4C!2*+!L462!#/2A8/66-!<+#+923!HI!1#!2+8.3!4C!1#78+/3+0!3/6+3(!<A2!
because every Chevy Volt is manufactured in Detroit, the city of Detroit also 
32/#03! 24!<+#+92@!I48+!7/8!480+83!7/#!6+/0!24!/#!+:;/#01#B!=48?C487+(!/#0!
C/7248-!+.;64-++3!;42+#21/66-!<+#+92!/3!*1B*+8!;84923!7/#! 6+/0! 24! 1#78+/3+0!
wages.

4. Electric Utility Companies

Electric companies have an interest in electric or hybrid cars becoming the 
#48.!<+7/A3+!2*+3+!74.;/#1+3!<+#+92!9#/#71/66-!C84.!2*+!1#78+/3+0!A3+!4C!
their energy source as a substitute for gas.

5. Environmental Groups

Environmental groups have a stake in the successful marketing of the Chevy 
Volt because one of their main concerns is lowering gas emissions. 

6. Consumers

Loyal consumers who are committed to the Chevy Volt and its mission as an 
electric vehicle want the Volt to remain a unique and differentiated product so 
that they can maintain their consumer status as “trendsetters.”

GM and Chevrolet have made an effort to promote the Volt as a vehicle that 
#42!4#6-!<+#+923!2*+!+#,184#.+#2!<A2!/634!3471+2-@!U48!+:/.;6+(!2*+!9832!)*+,-!
L462! /,/16/<6+! C48! 8+2/16! 3/6+!=/3!4CC+8+0! /2! /!;A<617! /A7214#!<+#+9221#B! 2*+!
Detroit Public Schools Foundation, and the money raised was earmarked for 
improving math and science education. Not only were these promotional ef-

PAST EFFORTS
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forts focused on math and science enrichment in schools, but GM also 
showed a commitment to the future of Detroit by investing in the students 
who will someday lead the city.

Chevy also aims to promote the Volt as a pioneer in the electric vehicle 
arena and therefore took an active part in various events held across the 
country on National Plug-In Day (Oct. 16). Chevy was motivated to par-
ticipate because of its ambition to connect members of the Volt commu-
nity and to create awareness of the electric car as a feasible and reliable 
automotive choice. One event featured several of the 50 Chevy Volts that 
=+8+!/00+0!24!2*+!Dc)!d4617+!>+;/82.+#2!`++2(!/#0!1#!F/#2/!I4#17/!2*+!
Volt took part in the world’s largest electric vehicle parade. 

As the Volt became more readily available for purchase in 2011, “roll-out” 
events took place across the country in cities like Chicago, Minneapolis 
and Washington D.C. Chevy partnered with Meetup.com in Washington 
D.C. to sponsor an event designed to connect Volt owners, as well as 
+0A7/2+!;42+#21/6!7A324.+83!/<4A2!2*+!<+#+923!4C!2*+!,+*176+@!G!#A.<+8!
of Volts were at the event and available for consumers to test-drive; while 
many Volt owners came to the event already enthusiasts, many curious 
consumers left with a similar enthusiasm for the Volt.

)*+,846+2!/634!./1#2/1#3!/!=+<312+!3;+7197/66-!C48!2*+!L462(!===@7*+,84-
letvoltage.com, which includes features such as a blog, discussion board, 
“how to” videos and owner testimonials. This page not only provides in-
formation on the vehicle, but it also allows consumers to connect and 
4=#+83! 24!3*/8+! 2*+18!+:;+81+#7+3@!)*+,-!/634! 1#2+8/723!=12*!74#3A.+83!
through the Volt’s Twitter and Facebook pages — the Volt has almost 8,000 
Twitter followers and more than 60,000 Facebook fans — and is active 
1#!8+3;4#01#B!24!74#3A.+8!eA+3214#3(!74..+#23!/#0!+:7*/#B+3@!)*+,-!
also furthers the Volt’s social good campaigns through its social media ac-
74A#23O!C48!+:/.;6+(!2*+!)*+,-!;6+0B+0!2*/2!C48!+/7*!;+834#!=*4!;6/#2+0!
/!,182A/6!28++!4#!2*+18!U/7+<44?!;8496+!;/B+(!)*+,-!=4A60!;6/#2!/!8+/6!28++!
in an effort to show their commitment to the environment. 
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f! Chevrolet is an American 
brand and has a loyal cus-
tomer base. 

f! The Volt has an onboard 
gas generator that produc-
es electricity so someone 
can go up to 375 miles af-
ter going an estimated 35 
miles on electric. 

f! Has LCD screen to moni-
tor battery power. 

f! Voted 2011 Motor Trend 
Car of the Year and 2011 
North American Car of the 
Year. 

f! Has an eight-year, 
100,000-mile warranty on 
the battery. 

f! A $350 per month pay-
ment plan.

f! The Volt is one of the more 
CA+65+C971+#2!74.;/72!7/83!
on the market.

Strengths
f! The failure of GM’s EV-1 

may hurt Chevy’s credibil-
ity. 

f! GM is associated with less 
CA+65+C971+#2!,+*176+3!3A7*!
as the Hummer.

f! The Volt is a new concept, 
so customer satisfaction 
accounts are limited.

f! The Volt costs more than 
the Leaf, the biggest com-
petitor. 

f! GM’s bailout from the gov-
ernment in 2009 caused 
disdain from many Ameri-
cans.

f! Has lower battery life and 
CA+65+C971+#7-! 1#! 7460!
weather.

f! Seats only four.

f! Chevy’s brand tradition-
ally focuses on its history 
and past success.

f! Quantities of the Volt are 
limited.

Weaknesses

SWOT ANALYSIS



SITUATION ANALYSIS

MARKETING AGENCY

A D r o i t19

f! UA+65+C971+#2!,+*176+3!*/,+!
become more prominent in 
the automotive industry. 

f! Automotive sales are in-
creasing. 

f! Government incentives.

f! Price of gas is increasing. 

Opportunities

f! Increase in competition. 

f! SUVs are becoming more 
CA+65+C971+#2@!

f! Charging stations are not 
that common yet. 

f! Perception that domestic 
auto manufacturers tradi-
tionally focus on larger, 
6+33!CA+65+C971+#2!7/83@!

f! E*+!L462!13!+:;+#31,+(!/#0!
the economy is poor. 

f! “Charging stations are not 
yet common.”

Threats
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With the rise in fuel prices, consumers have become more aware of the 
/.4A#2!4C!B/3!,+*176+3!+.12!/#0!=/#2!24!*/,+!2*+!.432!CA+65+C971+#2!,+*176+3!
/,/16/<6+!24!2*+.@!E*13!78+/2+3!/!./8?+2!C48!CA+65+C971+#2!7/83(!<42*!*-<810!/#0!
electric, such as the Volt. However, since GM is associated with vehicles such 
as the Hummer and since consumers tend to perceive domestic auto manu-
C/72A8+83!24!<+!6+33!CA+65+C971+#2(!)*+,-!.A32!7*/#B+!*4=!2*+-!28/01214#/66-!
advertise their products when advertising the Volt. 

Buying a car is, for most people, a high-involvement purchase. That is why 
the Volt’s 8-year, 100,000 mile warranty is an important feature of the product 
<+7/A3+!12!6+23!74#3A.+83!?#4=!2*/2!)*+,-!*/3!74#90+#7+!1#!2*+18!4=#!;840-
A72@!"#!/001214#(!2*+!B4,+8#.+#2!1#7+#21,+!4C!/!]a(^JJ!2/:!<8+/?!C48!L462!4=#-
ers, if it continues, will lower the high starting price for buyers. Compared to 
its biggest competitor, the Nissan Leaf, the Volt’s onboard gas generator al-
leviates stress consumers might have over a strictly battery-operated vehicle. 
If the battery dies, the Volt will not quit running but instead switch over to gas 
for the remainder of the ride.

Concerns for consumers include how well the Chevy Volt will perform in the 
winter, how reliable the battery is and whether the car will get the projected 
miles-per-charge that is advertised. The price is also a concern. Consumers 
may not want to make a costly purchase on a product that has the potential of 
increasing in quality and decreasing in price in the coming years. 

Because the Volt needs to be charged, a place to charge it is important. Con-
sumers who park their car on the street or do not have a way to charge the 
7/8!/2!=48?!.1B*2!9#0!2*+!L462!24!<+!1.;8/7217/6@!P4=+,+8(!4#7+!.48+!*-<810!
and electric vehicles enter the market, this might change. But, since competi-
tion, both for compact cars and SUVs, is already beginning to enter into the 
hybrid and electric market, this is another key issue that has the implications 
of hurting the Volt’s share of the market. 

KEY ISSUES & IMPLICATIONS
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Albert and Maddy Richardson married in 1995, both at age 35, choosing to establish 
their careers before settling down. They decided against having children because of their 
64#B!=48?!*4A83!/#0!0+./#01#B!b4<3@!G6<+82!7A88+#26-!=48?3!/2!/#!1#,+32.+#2!98.!1#!
Los Angeles and, after years of loyal service, was promoted to senior account manager 
=12*1#!2*+!;/32!-+/8@!I/00-!8A#3!*+8!4=#!6/=!98.!1#!2*+!712-!/#0!7A88+#26-!+.;64-3!31:!
full-time attorneys.

Albert and Maddy live 10 and 15 miles away from work in a nice home in the Valley. 
Being from Los Angeles, they drive everywhere and both need their own cars. Maddy 
081,+3!9,+!.16+3!24!*+8!B-.!2*8++!21.+3!/!=++?(!/#0!G6<+82!4C2+#!,13123!*13!.42*+8!$&!
miles away in Beverly Hills.

The Richardsons have consistently kept up with technology over the years. Both own 
I/7g44?3!/#0!3./82;*4#+3(!/#0!G6<+82!<4AB*2!2*+!9832!,+8314#!4C!2*+!1d/0@!E*+-!*432!
weekend movie events in their home theatre for the adults around the neighborhood. 
Last Christmas, Albert bought Maddy leather gloves with sensors that allow her to wear 
them while using her smartphone. 

Despite their taste for “new,” Maddy is a bit more traditional. She likes to read a news-
paper every day and take vacations to Florida rather than China, although she does have 
/! ?#/7?! C48! 9#01#B! 2*+!
best local, up-and-com-
ing restaurants. Albert, 
on the other hand, has 
a few different values. 
He is more of a risk-
taker and adventurer. 
U48!+:/.;6+(!*+!3?13!4#!
the toughest slopes and 
=48+!/!B8++#!2A:+04!24!
his wedding.

The Richardsons are 
perfect Volt consumers. 
Their income, need for 
/!7/8!/#0!647/214#!/66!92!

PRIMARY MARKET: THE RICHARDSONS
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2*+!L462!78+0+#21/63@!G3!/#!+:;+#31,+!7/8(!L462!;A87*/3+83!=166!*/,+!/!*1B*+8!1#74.+!/#0!
./-!<+!644?1#B!24!<A-!/!6A:A8-!7/8@!"#!QG(!./#-!;+4;6+!7*443+!24!081,+!24!/#0!C84.!
work because there is poor public transportation in the city. Albert and Judith drive less 
than 35 miles a day and would use predominately the electric portion of the car. Also, 
2*+18!7+#28/66-!647/2+0(!04=#24=#!4C97+!<A1601#B3!*/,+!1#32/66+0!;6AB51#3@!E*13!.+/#3!
the Volt can be charged throughout the workday, in addition to being charged at home. 
UA82*+8.48+(!G6<+82!/#0!I/00-!*/,+!#4!?103@!T*16+!2*+!7/8!04+3!92!C4A8(!12!13!#42!2*+!
most comfortable vehicle. Since Albert and Maddy do no have to worry about their kids’ 
74.C482(!2*+!L462!=166!92!2*+18!#++03!1#!.432!312A/214#3@!

I432!1.;482/#26-(!G6<+82!/#0!I/00-!7/#!0+710+!24!;A87*/3+!2*+!L462!<+7/A3+!12!923!=12*!
2*+18!61C+32-6+[!2*+-!/8+!28+#03+22+83@!g42*!61?+!24!<+!2*+!9832!4#!2*+!<647?!=12*!2*+!6/2+32!
28+#0@!E*+!L462!8+;8+3+#23!/!<8/#0!#+=!2-;+!4C!7/8(!=12*!+6+72817!/#0!B/3!4;214#3(!2*+!9832!
and best of its kind. By driving a Volt, the Richardsons would set an incredible trend 
around the neighborhood. 

The Primary Market:

GC`A+#2!74A;6+3!=12*4A2!?103!/2!*4.+!<+7/A3+[!
f! Their level of income allows for them to afford the vehicle.
f! They do not need a family car.
f! They are likely to purchase a new car.
f! They keep up on latest advances in auto technology.
f! They are established in their careers.
f! They are trendsetters in the neighborhood.

The Richardsons live on the West Coast (Los Angeles/San Francisco) because:

f! The coast is equipped with charging stations at workplaces, malls and 
gas stations.

f! Metropolitan drivers will have less of a commute to work than most rural 
drivers.

f! The weather is less variable than the Midwest or East Coast.
f! Los Angeles has a poor public transportation system, so most commuters 

drive their own cars to work.
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Throughout their early married lives, Greg and Jessica Walter dreaded the day a minivan 
would sit in their garage, proving their lives were becoming boring. They had always 
<++#!2*+!74A;6+!2/?1#B!+:4217!,/7/214#3(!0/#71#B!/2!2*+!*422+32!76A<3!/#0!61,1#B!2*81661#B!
lives. However, with two children in middle school, soccer practices, carpools and fam-
ily road trips, the dancing stopped and the mini-van took over the garage.

h+3317/!=48?3!/3!/!24;!*43;12/6!/0.1#1328/248!1#!QG!)4A#2-(!/#0!*+8!4C97+!13!$^!.16+3!C84.!
home. Greg decided to stay at home to raise the children when they were younger, but he 
decided to stay at home after they began school because he liked being home with them 
/C2+8!37*446@!"#32+/0!4C!=48?1#B!/#!4C97+!b4<(!*+!=812+3!/!3;4823!<64B!;/82521.+!C84.!2*+!
74.C4823!4C!*13!*4.+!4C97+@

While Greg runs errands during the day in the minivan, Jessica needs a car to get to and 
from work since her day starts at 6 a.m., which is too early for Greg to drive her. There-
fore, the Walters need a secondary car, Jessica’s work car.

The Walters are ideal Volt drivers. Jessica can drive to and from work everyday, plug the 
Volt in at the hospital and return home, not once using the gas engine. The Walters will 
3/,+!31B#197/#2!.4#+-!4#!B/3!74323!=*16+!A31#B!2*+!L462!/3!/!3+74#0/8-!7/8@

Furthermore, the high-class Volt would give both Jessica and Greg some relief from al-
ways having to drive the mundane hunk-of-metal minivan that is used primarily for er-
rands and the children’s activities. The Walters can proudly head into town driving the 
L462!24!9#0!2*+!#+=+32!8+32/A8/#23!/#0!8+01374,+8!2*+!<+32!0/#7+!76A<3O!2*+18!28+#0-!61C+-
32-6+!7/#!8+2A8#@!T*16+!2*+!L462!=4A60!<+!2*+!3+74#0/8-!7/8(!12!=4A60!<+!2*+!9832!1#!32-6+@!

SECONDARY MARKET: THE WALTERS

The Secondary Market: 

GC`A+#2!C/.161+3!=*4!#++0!/!3+74#0/8-!7/8!<+7/A3+[!
f! One or more of the spouses need a work car, which could be charged at 

2*+!4C97+@
f! "2!13!/#!+C971+#2!=/-!24!B+2!24!=48?@
f! E*+!;81./8-!,+*176+!=4A60!<+!4#+!2*/2!923!2*+!61C+32-6+!4C!2*+!+#218+!C/.-

ily, such as a minivan. 
f! The parents would want another vehicle with more class and style to 

enjoy when used outside of the everyday tasks of taking care of the chil-
dren and home. 
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CAMPAIGN STRATEGY
The Chevy Volt is one of the most unique cars on the market for the most unique con-
sumer. It is primarily electric like the Nissan Leaf but also has a secondary backup gas 
generator. In addition, its modern look, advanced technological features and high price 
further separate the Volt from the Leaf and Toyota Prius, its top competitors, because they 
;A2!2*+!L462!.48+!4#!;/8!=12*!6A:A8-!7/83!61?+!/!gIT!48!/!Q+:A3@

The combination of the gas and electric separates the Volt from other electric 
7/83! /#0!*1B*576/33! 7/83@!)4.;/8+0! 24!42*+8! +:;+#31,+! ,+*176+3(! 2*+!L462! 13!
1#78+01<6-!CA+65+C971+#2@!E*+!7/8!=166!B+2!'^!.16+3!4#!/!CA66!</22+8-!/#0!2*+#!
switch over to the hybrid gas tank once the battery dies. Although the target 
market can afford the Volt, most people still understand the value of a dollar. 
With the average gas price hovering around $3.50 per gallon for regular gas, 
many people will focus on cutting that spending. Plugging in the Volt for the 
recommended 10 hours costs $1.50 per day, which means the Volt can run on 
just under $550 per year. To equal that price, a typical 20-gallon gas tank will 
<+!966+0!A;!bA32!+1B*2!21.+3(!/#0(!/3!/66!081,+83!?#4=(!7/83!8+eA18+!.48+!2*/#!
+1B*2!9665A;3!/!-+/8@!E*+!L462S3!1#78+01<6+!CA+65+C971+#7-!/#0!64=!8A##1#B!74323!
will help the car compete with similar high-price and hybrid cars. With the 
new technology, the Volt is a heavy competitor to any traditional car.

As an electric vehicle, the Volt tops the rest of the market. It is more fuel-
+C971+#2!2*/#!2*+!E4-42/!d81A3(!=*17*!4#6-!B+23!$M!.16+3!4#!2*+!+6+72817!</22+8-!
before it switches to the gas engine. The Nissan Leaf averages 65 miles on the 
battery, but since there is no gas option the car will stop moving once the bat-
2+8-!01+3@!I+284;4612/#!081,+83(!+3;+71/66-! 1#!QG(!/8+!;84#+! 24! 28/C97! b/.3!/2!
<A3-!*4A83@!"C!/!Q+/C!13!32A7?!1#!/!28/C97!b/.(!2*+!</22+8-!=166!01+!/#0!2*+!7/8!
will not move. The Volt, with its 35-mile battery, has a hybrid gas tank that can 
keep the car running for another 300+ miles after the battery dies. The Volt is 
the ideal electric car, even with its high price.

GM and Chevy both continuously brand their products in American tradition, 
talking about their place in the history of the country. While both companies 
have a place in the American story, drivers have grown tedious with the fo-
cus on the past. Furthermore, research shows that the target audience does 
not typically purchase American cars. This campaign will forget the American 
brand from the past and move the brand forward to focus on the auto-culture 
of the future.  
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The uniqueness of the Volt, the marriage between gas and electric and between innova-
214#!/#0!28/01214#(!./?+!12!/#!+:/.;6+!4C!/!28+#0!CA2A8+!7/83!=166!C4664=@!E*+!7/.;/1B#!
focuses on people who want to be at the forefront of the trend, and it will appeal to 
2*+!28+#03+22+83@!E*+!/C`A+#2!74..A#12-!=/#23!24!<+!9832!/#0!=/#23!24!0+9#+!7A62A8+!
C48!+,+8-4#+!+63+@!E*+!L462!13!CA+65+C971+#2(!+745C81+#06-(!3617?5644?1#B(!2+7*#464B17/66-!
advanced and the best electric car on the market. The campaign will inspire trendset-
ters to pick up the Volt trend. It will use famous trendsetters and individuals as quasi-
spokespeople for the Volt, like Andy Warhol or Audrey Hepburn. Their individualism 
symbolizes the individualism inspired in Volt consumers. Basically, Volt drivers start the 
trend and let others follow.

THE BIG IDEA

Campaign Slogan: 

Leave the following to others.

Campaign Tagline: 

First electric. Then gas.

Although the Volt will be marketed nationally, added emphasis will be placed on West 
Coast metropolitan areas, primarily the four largest cities of California, by employing 
spot marketing techniques. This region not only has a high volume of cars, but it is also 
the most prepared for the electric car boom. Eighty-nine of the 229 charging stations 
in California are in LA County alone. Furthermore, the weather is less variable in the 
West Coast as compared to other regions of the United States, allowing the Volt to run 
at peak performance year-round. An appealing national campaign combined with word-
of-mouth hype from this regional emphasis will enhance desire for the Volt across the 
country.

CAMPAIGN SCOPE
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Research from Choices III shows West Coast drivers think less of American-
made cars compared to foreign car models. Because Chevy is associated with 
the American car tradition and is also linked to General Motors, the marketing 
campaign will not focus on the Chevy and American tradition but instead on 
the new innovation of the auto industry, as the Volt is one of the most innova-
tive cars on the market. The tradition we will focus on will be with the general 
auto industry, rather than simply Chevy’s history. West Coast consumers will 
be more willing to overcome their hesitation about American-made cars if the 
focus is on the Volt and not on the Chevy brand. The car will still be named 
“Chevy Volt” but will not be positioned as an American car with deep Ameri-
can roots like most Chevy marketing campaigns.

The yearlong campaign will launch at the 2012 Academy Awards on Feb. 26, 
just before the weather begins to warm in spring, and run through January 
&J$'@!!iA8!7/.;/1B#!=166!<+!.432!/721,+!0A81#B!I/87*(!=*17*!13!2*+!9832!CA66!
month of our campaign, the warm months of summer and the holiday sea-
son.  Choices III data shows that our target market feels a strong preference 
toward traditional media rather than interactive, and we will therefore place 
more emphasis on mediums such as television, radio and print over mobile 
and banner advertisements. Analysis of Choices III data also shows that the 
most effective media with which to reach our target will be primetime televi-
sion and large sporting events, newspapers, quality lifestyle and news maga-
zines, and drive-time radio. Outdoor and Internet advertising will serve to 
remind our audience of the Chevy Volt brand and our message of innovation.
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The Chevy Volt is one of the most innovative cars on the market and the start 
of a new trend, of combining an electric car with capabilities of a traditional 
gas vehicle. It is a revolutionary vehicle that can run on electricity for 35 miles 
/#0!2*+#!3=127*!24!B/3(!61?+!/!28/01214#/6!7/8(!C48!+:2+#0+0!8/#B+@!G62*4AB*!#42!
74#310+8+0!/! 6A:A8-!,+*176+(! 2*+!eA/612-!4C! 123!+6+72817!3-32+.!/#0!74.;A2+8!
monitors make it one of the highest cars in its class.  

The unique selling premise is that the Chevy Volt, as an elite vehicle, embodies 
2*+!34;*13217/214#!4C!2*+!2/8B+2!./8?+2(!=*17*!2/?+3!;810+!1#!<+1#B!2*+!9832!4C!
its social group to take part in the latest trend, or start one of their own.  The 
idea  is that they are not just keeping up with Joneses — they are the Joneses. 

E*+!78+/21,+!;6/#!*123!4#!2*+!0+318+!4C!2*+!2/8B+2!./8?+2!24!<+!2*+!9832!/#0!.432!
informed on the up and coming trends of today. The various advertisements 
emphasize the Volt as a high-class, sophisticated vehicle that will make any 
Volt owner a trendsetter to admire.

SELLING PREMISE

CAMPAIGN THEME
E*+!7/.;/1B#!2*+.+!C47A3+3!4#!1#`A+#21/6!G.+817/#!28+#03+22+83!61?+!GA08+-!P+;<A8#(!!
James Cameron, Jackie Robinson, Katherine Hepburn, Marilyn Monroe, Andy Warhol 
and Albert Einstein. Each of these people has promoted individualism and is thought of 
as a cultural trendsetter, which highlights the goal for the brand positioning of the Chevy 
Volt. The innovations of the Volt are tied to these famous trendsetters, which frames the 
Volt as the up-and-coming cultural trend for the informed and curious target market.

E*+!<1B!10+/!13!2*/2!2*+!L462!13!2*+!9832!4C!123!?1#0@!"2!13!4#+!4C!2*+!.432!/0,/#7+0!
and innovative electric vehicles on the market, leaving other car companies 
to do the following. The slogan and tagline sum up the big idea that will be 
incorporated into advertisements across all mediums.
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First Electric. Then Gas.
The Chevy Volt.
Leave the following to others. 

UNIFYING CAMPAIGN ELEMENTS
The campaign slogan, “leave the following to others” emphasizes all aspects 
of being a trendsetter.  The target market follows no one, and they are the 
members of society who take charge and lead in setting social and product 
standards.  Like the Volt, they have unique characteristics that set them apart 
from the people who surround them. 

To help clarify the uniqueness of the Chevy Volt, the tagline, based on the 
electricity that lets the vehicle go 35 miles and the gas generator that kicks in 
once the battery dies — accompanies the slogan every time it is used. 

To draw attention to our ads and overall message, images of trendsetters (or 
their work) that appeal to our target market are incorporated into each media 
4A26+2@! "./B+3! /#0! /#! 1#3;18/214#/6! eA42+! C84.! 2*+! 174#! 8+`+72!=*/2!./?+!
2*+.!A#1eA+!;+4;6+@!E*+!1./B+3!/#0!eA42+3!/8+!7/8+CA66-!7*43+#!24!8+`+72!2*+!
values and ideals of the Chevy Volt brand that are also likely to be shared with 
the Volt’s target market—or will become shared between the consumer and 
the car through careful placement of ads throughout the year-long campaign.

CONSUMER APPEAL
According to Choices III, the target market feels negatively toward advertisements. Our 
solution to such a challenge is to use familiar faces of icons that will appeal to them, 
their achievements; through this, they will realize the greatness of these icons in relation 
to the Volt. To ensure the product is not overlooked, the Volt (or the logo) is incorporated 
into the image to leave a lasting impression that, like these people, the Volt is a leader 
in its class and the consumer could be, too. The trendsetting people featured in the ads 
are appealing because the target market relates to the achievements and caliber of these 
chosen icons. 
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The most important aspect of the Chevy Volt is that it is both electric and gas. The tagline 
A3+0!1#!+,+8-!.+01/!.+33/B+!j!\U1832!+6+72817@!E*+#!B/3@R!j!+.;*/31Z+3!2*/2!12!13!9832!
an electric vehicle but can also use gas.  This provides the consumer with options and 
versatility. Other key parts of the Chevy Volt, like the lithium-ion battery, the dashboard 
computer system and its smooth ride, are also key elements in marketing this vehicle.   
Each of these brand properties are emphasized to ensure people believe the Volt to be 
the best of the best and a new trend.

BUILDING THE BRAND

PLAN TO ALTER BRAND PERSONALITY
Based on research of the Chevrolet Volt’s previous campaigns, Chevrolet has made at-
tempts to relate the Chevy Volt to the Americana aspect of its overall advertising cam-
paigns.  Our agency has not completely eliminated this, but we have tweaked it. The 
3+6+72+0!174#17!;+4;6+!8+`+72!2*+!G.+817/#!08+/.!/#0!*/,+!C48B+0!;/2*=/-3!24=/80-
stheir dreams.  
 

The target market relates to the featured celebrities because these icons were 
revolutionary during their time and, as a result, have become classics.  They 
refused to stay within societal norms and became innovators, much like the 
Volt being both gas and electric.  The target market wants to be trendsetters, 
which involves having the latest gadgets and being the most informed.  All of 
this inspired our campaign based on the notion of the common saying, “Keep-
ing up with the Joneses.’”
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AD SAMPLES

First Electric. Then Gas. 

Leave the Following to Others

First Electric. Then Gas.

BANNER ADS
On the sidebars of any website, Volt ads can be featured displaying both the electric and gas aspects 
4C!2*+!,+*176+(!/3!=+66!/3!*4=!74#,+#1+#2!12!13!24!9#0!/!647/6!7*/8B1#B!32/214#@!!"#!2*+!24;!</##+8!/0(!
/!./#!74.+3!4A2!24!7*/8B+!2*+!L462!/#0!/!=4./#!74.+3!4A2!24!966!12!=12*!B/3@!!GC2+8!2*+!34A#0!4C!/!
“beep,” the Volt is ready to go and it drives off of the page.  In the sidebar ad, an iPhone, iPod Touch 
48!/#!1d/0!13!013;6/-+0!24!3*4=!*4=!74#,+#1+#2!12!13!24!A3+!2*+!L462!/;;617/214#!1#!480+8!24!9#0!/#!/8+/!
charging station within a 5+ mile radius.
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!"#$%&'(%)*"$+',-'(.//&'0./1234/&'5$.6'
78$%,95,-4',4':1;,+&<-='1-'1+'5$.+4'.5'
:1;,+&'>'?.@'1+'A%B'C.$9'?14&D',#61$1+2'
E%B%/$&'1+'43%'5$.+4'B1+#.B'.5'43%'-4.$%@'

'

:3%',"#1%+F%'F,+'-%%'(%)*"$+<-'
5,F%',+#'43%'4$,GF'43,4<-'#$1H1+2'
*%31+#'3%$',+#'43%&'B1//'-..+'-%%'
43%'I./4<-'$%J%FK.+'1+'43%'2/,--@''
'

'

L"-1F')/,&1+2M'7!1+<4'43,4','N1F9'1+'
43%'(%,#='*&'O%,+'L,$K+'
!'?3%H$./%4'I./4'F.6%-'#$1H1+2'
#.B+'P43'!H%+"%D'$1234'1+'5$.+4'.5'
:1;,+&'>'?.@'B3%$%'!"#$%&'
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(%)*"$+'#1H%$4-'3%$'2,Q%'4.B,$#'
43%'?3%H$./%4'I./4',-'14<-'),--1+2@'
(%)*"$+'I.1F%.H%$M'R'+%H%$'431+9'
.5'6&-%/5',-',+'1F.+@'S3,4'1-'1+'
.43%$')%.)/%T-'61+#-'1-'+.4'1+'6&'
61+#@'R'E"-4'#.'6&'431+2@''

'

:3%',+2/%'43%+'),+-'."4'4.'-3.B'
43%'?3%H&'I./4'1+'14-'%+K$%4&',+#'
43%+','H.1F%.H%$'-,&-D'7U1$-4'
V/%F4$1F@':3%+'0,-@':3%'?3%H$./%4'
I./4@'W%,H%'43%'U.//.B1+2'4.'
X43%$-@='

'

Y3%'3,1/-'#.B+'43%'I./4D'B,/9-'
.H%$',+#'F/16*-'1+'/19%'14<-','
F,*'.$'3%$')%$-.+,/'F,$@''

Audrey Hepburn Storyboard
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James Cameron Storyboard
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NEWSPAPER ADVERTISEMENT
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RADIO AD
\"2S3!/#!481B1#/6(!2*+!9832!4#+!1#!123!76/33@
There’s nothing quite like it on the market.
The Chevrolet Volt
'^!.16+3!346+6-!4#!+6+7281712-!48!3=127*!24!B/3!C48!+:2+#0+0!8/#B+@
E*13!13!1##4,/214#!/2!123!9#+32@
First Electric. Then Gas.
Leave the following to others.
Visit your local Chevrolet Dealer to test drive today and win a pair of 
movie tickets to an upcoming premiere.”

OUTDOOR ADVERTISEMENT
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OUTDOOR ADVERTISEMENT
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Leave  the  fo l lowing 
to  o ther s .
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PUBLIC OPINION
Preserving the environment as well as one’s checkbook are among consumers’ primary 
concerns when purchasing a new car, but according to recent Gallup polls, economic 
/#:1+21+3!361B*26-!3A8;/33!+#,184#.+#2/6!74#310+8/214#3!1#!1.;482/#7+@1   These economic 
/#:1+21+3!28/#36/2+!1#24!1#78+/3+0!1#2+8+32!1#!CA+65+C971+#2!,+*176+3(!61?+!2*+!)*+,-!L462@!!
According to a survey conducted by Consumer Reports(!8+3;4#0+#23!+:;+72!2*+18!#+:2!
car to deliver an average of 29 mpg, and more than half of respondents are willing to pay 
+:28/!C48!/!.48+!+C971+#2!,+*176+@2 

E*+!)*+,-!L462!*/3!+.+8B+0!/3!/!9832576/33!4;214#!C48!74#3A.+83!<+7/A3+!12!13!/#!+745
C81+#06-!/#0!CA+65+C971+#2!+6+72817!,+*176+!2*/2!B+23!/#!+321./2+0!'a!.;B@!!E*+!L462!*/3!
received high praise from the automotive industry and from the media, and it is consist-
ently ranked among the top eco-friendly automobiles in the country.  

The Volt was named “Top Safety Pick” by the U.S. Insurance Institute for High-
=/-!F/C+2-!k""PFl(!/#0!+/8#+0!/!9,+532/8!8/21#B!C84.!2*+!K@F@!D/214#/6!P1B*=/-!
E8/C97!F/C+2-!G0.1#1328/214#!kDPEFGl@3   

E*+!)*+,-!L462!*/3!+,+#!<++#!/=/80+0!/!24;!9,+532/8!8/21#B!C84.!2*+!mA84;+/#!
D+=!)/8!G33+33.+#2!d84B8/.! kmA84!D)Gdl(! /#0! 13! 2*+!9832! +6+72817! ,+*176+!
from an American manufacturer to receive this score across all categories.4 

L462!4=#+83!/634!8+;+/2+06-!+:;8+33!3/213C/7214#!=12*!2*+18!,+*176+!7*417+(!/3!=/3!3*4=#!
in Consumer Reports’ annual owner-satisfaction survey.   

The survey found that 93 percent of respondents who own a Volt said 

!"#$%&'()*%*#+,-!#)$%.($%!"#%/#"-0)#%121-,, and early adopters of new 
technology were reported among the most enthusiastic buyers.5 

OUR RESPONSE
Just as the combination gas and electric engine distinguishes the Volt within the auto-
motive market, the target audience values their status as trendsetters who distinguish 
themselves within their social groups by being the +34!%!'%'&,%1,%-,,'/1!-/#%53'*(0!.  



PR PLAN

MARKETING AGENCY

A D r o i t43

The target audience takes pride in their position as pioneers, and, because 
of this, promotional tactics will echo the satisfaction they receive from being 
trendsetters.  

Although the target audience is not primarily motivated by preserving the environment 
when purchasing a vehicle, they are still concerned with environmental pollution caused 
by cars,6  and, as a consequence, promotions efforts will be made to draw attention to 
the electric features of the Volt, as well as to foster relationships with environmental 
advocates.

E*+!;84;43+0!;84.4214#/6!328/2+B-!1#76A0+3!;6/#3!24!/0,/#7+!2*+!+:1321#B!;43121,+!1./B+!
of the 6"#/$%7')!%14%1%.31,*%!"1!%013#4%1.'(!%0'88(,-!-#4, which is especially impor-
tant due to the fact that the target market, more so than the general population, values 
companies who act ethically.7   

Plans to 513!,#3%&-!"%!"#%,',53'+!%'321,-91!-',%:;< (Technology, Entertain-
ment, Design), and to 45',4'3%1%3'.'!-04%40"')134"-5%0'85#!-!-', will help 
create positive images of the Volt in the minds of the target market, as well as 
garner positive publicity from the press.  

While other electric car manufacturers might argue that they show concern 
for the community’s well being by reducing emissions and preserving the en-
vironment, the social good efforts we have outlined above will differentiate 

!"#%6"#/$%7')!%=3'8%-!4%0'85#!-!-',.  The Chevy Volt will distinguish itself as 
a brand that not only looks out for the environment, but that is also willing to 
B4!/#!+:28/!32+;!/#0!./?+!/#!1#,+32.+#2!1#!<A1601#B!<+22+8!74..A#121+3@

d84.4214#/6!2/72173!=166!/634!<+!+:+7A2+0!24!+#74A8/B+!<8/#0!;810+!/.4#B!2*43+!74#-
nected to the Chevy Volt, namely shareholders and plant employees.  Chevy Volt is a 
brand that not only cares about building a connection with consumers, but also cares 
about maintaining relationships with those who are invested in the vehicle’s success.  

In order to sustain and build on this success, events and promotions will be 
planned to ='4!#3%!3(4!%1,*%0',+*#,0#%18',2%4"13#"')*#34, and to encour-

12#%1,%1)3#1*$%*#*-01!#*%&'3>='30#%!'%0',!-,(#%53'*(0-,2%1%?(1)-!$%53'*(0!.
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TRACKING PUBLIC OPINION
We will actively monitor press coverage, especially leading up to and following a 
planned promotional event, and will hold press conferences to announce notable events 
and news.  

Although such instances are not anticipated, any compromising media coverage that 
may arise, such as the NHTSA’s recent safety investigation of the Chevy Volt battery, will 
be addressed appropriately and will be controlled to further a positive public image.    

Contact will be maintained with shareholders and employees through newsletters and 
#@.)14!s, and should a crisis situation arise, shareholders will immediately be informed 
through an impromptu newsletter.

TIMING
With the media buys being heavily concentrated in the summer (June-August) and 
around the holidays (November-December), 53'8'!-',1)%#=='3!4%&-))%.#%='0(4#*%
*(3-,2%!"#%453-,2%1,*%!"#%=1))%8',!"4 to continue to foster awareness of the Volt.  
A3'8'!-',1)%5)1,4%&-))%.#2-,%&-!"%!"#%BC!"%D,,(1)%D01*#8$%D&13*4 in February, 
0A81#B!=*17*!2*+!9832!L462!2+6+,1314#!74..+871/6!=166!/18@

6()!-/1!#%1%5'4-!-/#%3#)1!-',4"-5%&-!"%!"#%!132#!%1(*-#,0#E

f! 84th Annual Academy Awards (Feb. 26, 2012)
-Environmentally conscious celebrities arrive in the Chevy Volt

f! Consumer web contest: What makes you a leader? (February-April)
-Winner attends May 2012 premier of The Avengers

f! Promotional incentives for test drives (February-May)

f! Charging stations in airports, malls, metered parking across California. 
-Complete by summer 2012

f! Environment
-Build relationships with environmental bloggers by distributing Volt kits

OBJECTIVES
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F#,#31!#%5'4-!-/#%8#*-1%0'/#312#E

f! Robotics competition and scholarship award (September-October)

f! TED Prize (February-March)
-Contribute award money and 2012 Volt 

f! TED Talks (March-May)
-Sponsor TED Theme: “Talks with Trendsetters”

D*/1,0#%.31,*%53-*#E

f! Shareholder events 
-“A Night at the Oscars” (Feb. 25, 2012, Los Angeles)
-Fall dinner (Oct. 14, 2012, Detroit)

f! d84.4214#!<+#+9221#B!;6/#2!+.;64-++3[!)4#2+32!khA#+5GABA32l
-Employees on Volt production line say what they like about    
./#AC/72A81#B!2*+!L462(!+#2+8+0!1#24!2*+!8/C`+
-Winner gets cameo driving the Volt in August 2012 highly-  
anticipated sequel, The Bourne Legacy

f! Long-term relationships
-Monthly newsletter to shareholders
-Weekly e-blast to Chevy Volt employees

84th Annual Academy Awards:

g+7/A3+! 2*+! 7/.;/1B#S3! 9832! 2+6+,1314#! 3;42! =166! /18! 0A81#B! 2*+! G7/0+.-!
G=/803(!/#0!<+7/A3+!2*+!i37/83!/8+!/!*1B*5;8496+!+,+#2(!/!3+81+3!4C!;84.4-
tional plans will be incorporated into this event and will be sustained through-
out spring 2012.

CULTIVATE A POSITIVE RELATIONSHIP 
WITH TARGET AUDIENCE
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In conjunction with the creative tagline “Leave the following to others,” Chevy 
Volt will sponsor the GH"1!%81>#4%$'(%1%)#1*#3I%6',!#4!JK which will be in-
troduced during the Oscars TV commercial, as well as in commercials that 
will follow during the months of February, March, and April. 

f! Because members of the target audience are generally early adopters 
and view themselves as trendsetters within their social groups, the 
contest will ask consumers to create and 4(.8-!%1%5#34',1)%/-*#'%#,-

try +:;6/1#1#B!=*/2!2*+-!74#310+8!24!<+!?+-!/2281<A2+3!4C!/!6+/0+8!/#0!
*4=!2*+-(!2*+.3+6,+3(!!+:*1<12!2*43+!/2281<A2+3@!

f! E*+!=1##+8!=166! +#b4-! /! 8+0! 7/8;+2! +:;+81+#7+! /#0! /22+#0! 2*+! ;8+-
.1+8!4C!2*+!*1B*6-5/#2171;/2+0!I/8,+6!96.!The Avengers in May 2012, 
=*17*!13!+:;+72+0!24!213,#3%8(0"%5(.)-0-!$.  The winner will arrive in 
the 2012 Chevy Volt. 

f! E*+!74#2+32!;81Z+!8+`+723!2*+!74#7+;2!4C!2*+!2/8B+2!/3!6+/0+83!<+7/A3+!
they will preview a major motion picture before it is available to the 
B+#+8/6!;A<617O!/#0!31#7+!2*+!2/8B+2!/A01+#7+!,/6A+3!6A:A8-(!2*+-!=166!
appreciate being a part of a red carpet event. 

By promoting the contest on network television during a number of spots in 
the spring, an -,!#231!#*%8#*-1%01851-2, will be created as the commercials 
prompt consumers to access the Volt website in order to enter the contest.  

f! Through this effort, the target audience will not only !1>#%1,%10!-/#%
513!%-,%!"#%.31,* by relating themselves to the creative concept, 
but the target will also )#13,%8'3#%1.'(!%!"#%53'*(0! by interacting 
with the Volt through various media outlets.

Most notable among the promotional plans will be the integration of the 
Chevy Volt into the Oscars’ Red Carpet Event.  Chevy will partner with ce-

)#.3-!$%#,/-3',8#,!1)%1*/'01!#4, such as Leonardo DiCaprio and Cameron 
Diaz, who have agreed to arrive at the Oscars in 2012 Chevy Volts.  

f! Their arrival will 45->#%1&13#,#44%'=%!"#%7')! and will ='4!#3%5'4-!-/#%
associations in the minds of the target market between the celebrities 
and the Volt.
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In conjunction with the contest and in keeping with the Oscars theme, there 
will be 53'8'!-',1)% -,0#,!-/#4 directing consumers to a dealership where 
they can test drive a Chevy Volt. 

f! Consumers will be offered a 51-3%'=%=3##%8'/-#%!-0>#!4%-=%!"#$%!#4!%*3-/#%
the Volt in the months of February, March, April and May.  Through this 
incentive, local awareness of the Chevy Volt will be raised.  

f! Announcements for the incentive will primarily air in radio spots.  
L1*-'% -4%1%>#$%8#*-(8 for such a promotion because, according to 
Choices III data, 85 percent of the target will listen to the radio some-
time between 6 a.m. and midnight; and because the target audience is 
most likely listening to the radio while driving, !"#$%13#%8'3#%)->#)$%!'%
*#!'(3%1,*%/-4-!%1%*#1)#34"-5%(5',%"#13-,2%1.'(!%!"#%-,0#,!-/#.   

Charging Stations:

As a way of further cultivating a positive image in the minds of the target mar-
ket, Chevy Volt will .(-)*%0"132-,2%4!1!-',4%-,%1-35'3!4%1,*%81))4, as well as 
integrate charging technology into l'01)%513>-,2%8#!#34.  These stations will 
appear across California but will be 0',0#,!31!#*%-,%M'4%D,2#)#4, where the 
target market primarily resides.  The charging stations will make the consumer 
aware of the%#14#%&-!"%&"-0"%1%7')!%'&,#3%01,%0"132#%"-4%'3%"#3%/#"-0)#, and 
therefore will encourage a purchase from those who might be more reticent 
C48!C+/8!2*+-!=166!<+!A#/<6+!24!./:1.1Z+!2*+!A3+!4C!L462S3!+6+72817!7/;/<16121+3@!!

f! Airports were selected because the target most often chooses planes 
for long-distance travel,8  and malls were selected as they are centers 
for consumer activity.  Charging stations in parking meters provide a 
novel way to gain notice from the target market and will create aware-
ness of the Volt at a local level.

f! Banners will be posted alongside the charging stations 53'8'!-,2%!"#%
7')!%4813!%5"',#%155 that allows Volt owners to check the status of 
their battery, reinforcing the ease with which a consumer can integrate 
electric technology into his or her life. 

f! Installation will begin in January 2012 in Los Angeles and will occur in 
phases through spring 2012.  All installations will be complete across 
California by summer 2012.
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Addressing the environment

Although the campaign strategy does not primarily focus on the environmen-
2/6!<+#+923!4C!2*+!)*+,-!L462(!;84.4214#/6!+CC4823!=166!32166!<+!./0+!24!CA82*+8!
the Volt’s green brand image because the environment is a trending topic in 
today’s society and the !132#!%813>#!% *'#4% 4"'&% 0',0#3,% 1.'(!% 5'))(!-',%
01(4#*%.$%0134.  

f! Chevy Volt 53'8'!-',1)%>-!4%&-))%.#%4#,!%!'%4'8#%'=%!"#%)#1*-,2%#,-

/-3',8#,!1)% .)'22#34, such as Meaghan O’Neill, Editor-in-Chief of 
TreeHugger, and Hank Green of EcoGeek.org, who can be considered 
trendsetters in their own right and whose blogs receive a high amount 
4C!01B12/6!28/C97@!!E*13!;84.4214#/6!2/7217!/1.3!24!='4!#3%5'4-!-/#%8#*-1%
relationships with an important, growing segment of the media—blog-
gers—and building these positive, )',2@!#38%3#)1!-',4"-54%01,%4#3/#%
!"#% .31,*% 4-2,-+01,!)$ in the future as the category of electric cars 
continues to grow.

f! The kits will include environmentally friendly products, such as reus-
able water bottles and frisbees made of recycled materials, all of which 
will be decorated with the Chevy Volt logo.   

f! They will be circulated throughout the year, and by staggering the dis-
tribution, 3#0'2,-!-',%'=%!"#%7')!%01,%.#%0',4-4!#,!)$%81-,!1-,#*%-,%!"#%
.)'2'45"#3#.  However, there will be a higher number of kits distrib-
uted during the holiday season with the intention of complementing 
the increased number of Volt ads airing in November and December 
and reinforcing awareness of the Volt.

Robotics Competition: 
As a way to generate positive media coverage and show a commitment to the com-
munity, Chevy Volt will 45',4'3%1%40"')134"-5%0'85#!-!-',%='3%0'))#2#%(,*#3231*(1!#4%
81N'3-,2%-,%#,2-,##3-,2.  

GENERATE POSITIVE MEDIA COVERAGE

Students will be asked to submit an application addressing the question “How 
04!-4A!;6/#!24!<+!/!6+/0+8!1#!-4A8!9+60_R!!E*+!24;!$^!/;;617/#23!=166!<+!`4=#!
to Detroit, Mich., where they will be placed in teams of three and compete in 
a robotics competition for a $75,000 academic scholarship prize to be split 
among the winning team members. 
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The contest will 45'!)-2"!%!"#%1*/1,0#*%!#0",')'2$%'=%!"#%7')!, which allows it 
to run on electric power for 35 miles before switching to gas power.  Students 
will be required to 03#1!#%1%3'.'!%!"1!%3(,4%',%.1!!#3$%5'&#3, and the team 
whose robot can circle the racetrack for the longest time will win.  

All undergraduates selected will also have the opportunity to tour the Volt fa-
cilities and take part in a “Lunch and Learn” seminar with some of the leading 
engineers at Chevrolet. 

This competition aims to *-==#3#,!-1!#% !"#%7')!% =3'8% -!4% 0'85#!-!'34 and to 1*/1,0#%
!"#%-812#%'=%!"#%6"#/$%7')!%14%1%0'88(,-!$%.31,* that is dedicated to the education 
of this country’s youth.  Also, the competition intends to help students advance their 
?#4=6+0B+!/#0!3?1663!34!2*/2!2*+-!7/#!<+74.+!2*+!CA2A8+!6+/0+83!1#!2*+!9+60!4C!/A24.4-
tive technology.

A press conference will be held to announce the opening of the application 
process in late August 2012, and the competition will take place the weekend 
4C!i72@!$M(!&J$&@!!F++!G;;+#01:!G!C48!/#!+:/.;6+!;8+33!8+6+/3+!/#0!.+01/!?12@

:;<%A3-9#E
Promotional plans also include a Chevy Volt 0'))1.'31!-',%&-!"%!"#%'321,-91!-', TED.  
Em>!13!/!#4#;8492!48B/#1Z/214#!2*/2!<+B/#!1#!$%NM!/3!/!74#C+8+#7+!<81#B1#B!24B+2*+8!
people from the worlds of Technology, Entertainment, Design.  It has since grown to 
include annual conferences, the TED Talks video site, the TED Fellows program, the an-
nual TED Prize, as well as a variety of additional programs.  

This collaboration includes plans for the Chevy Volt to become a :;<%A3-9#%
Partner as a way to =(3!"#3%!"#%-812#%'=%!"#%7')!%14%1%0'85144-',1!#%.31,*.  
The TED Prize is awarded annually to an individual with “One Wish to Change 
the World.”  This person receives $100,000 to fund their wish, and the wish is 
unveiled at the annual TED Conference, an event held from Feb. 27 to March 
2, which is sold out one year in advance, *31&4%8'3#%!"1!%',#%!"'(41,*%1!-
!#,*##4J%1,*%1!!310!4%#O!#,4-/#%8#*-1%0'/#312#.9  

Chevy Volt will pledge $30,000 toward the TED Prize as well as award the 
winner a new 2012 Volt.
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The philosophy of the TED Prize and the slogan “Wishes big enough to change the 
world” parallels the Volt’s own intention of changing the world through safer emissions.

The winner of the TED Prize is a trendsetter in his or her own right as this 
individual will pioneer an original philanthropic project with the intention 
of bringing positive change to the world.  Therefore, a :;<% A3-9#% 513!,#3-
4"-5%4#18)#44)$%+!4%-,!'%.'!"%!"#%8-44-',%'=%!"#%7')!%1,*%!"#%01851-2,%4!31!-
#2$, and the partnership will bring about positive, free media coverage for the 
Chevy Volt brand.

A press release announcing the partnership and an accompanying media kit 
7/#!<+!C4A#0!1#!G;;+#01:!g@!!E*+!;8+33!8+6+/3+!=166!<+!013281<A2+0!24!/66!./b48!
network news outlets, and a press conference will be held to make a formal 
announcement.

TED Talks:
According to Choices III data, the t132#!%813>#!%"14%1%4!3',2%*#4-3#%!'%4#130"%1,*%)#13,%
on the InternetJ!=12*!M'!;+87+#2!4C!2*+!2/8B+2!8+3;4#01#B!2*/2!2*+!"#2+8#+2!13!2*+!9832!;6/7+!
they look for information.  With this in mind, Chevy Volt will also leverage the TED Talks 
platform in order to foster greater interaction with consumers.  TED Talks are online vid-
eos anyone can access and use to learn about a variety of subjects from leaders in their 
8+3;+721,+!9+603@!!

Chevy Volt will partner with TED Talks to 03#1!#%1%!"#8#%#,!-!)#*%G:3#,*4#!-
!#34JK which will consist of interviews with individuals who are considered 
6+/0+83! 1#! 2*+18!9+60(!3A7*!/3! h/.+3!)/.+84#(! 2*+!i37/85=1##1#B!.4,1+!01-
rector who is also a Volt owner.  A Chevy Volt sponsorship message will ap-
pear before each trendsetter video, and an ad encouraging viewers to visit the 
Chevy Volt website for more information will appear under the “About this 
2/6?R!<4:!4#!2*+!81B*2!4C!2*+!;/B+@

The 6"#/$%7')!%.31,*%-812#%&-))%23'&%5'4-!-/#)$%=3'8%!"-4%513!,#34"-5 as as-
sociations will be built in consumers’ minds between the Volt and a variety of 
inspiring individuals.  

This promotional effort will debut in March following the TED Conference as a 
way of continuing to build awareness of the Volt through the TED website, and 
as a way of driving consumers to the Volt website.
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Shareholders:
Fostering a positive relationship with shareholders is important to sustaining the Chevy 
Volt, especially in light of the economic struggles GM faced in the past. 

ADVANCE BRAND PRIDE

GM aims to assure shareholders that the company can sustain the same com-
petitive drive it possessed prior to the 2008 economic crisis; and because 
Chevy Volt is a product of General Motors, an effort must be made to reassure 
shareholders of the automaker’s reliability

Monthly newsletters will be distributed to shareholders updating them on the latest 
74.;/#-!#+=3(!/#0!=166!C47A3!4#!+,+#23!3;+7197/66-!3A884A#01#B!2*+!L462@!!F*4A60!/!781-
sis communications situation arise, an impromptu monthly newsletter will also act as a 
34A87+!<-!=*17*!2*+!312A/214#!7/#!<+!.48+!76+/86-!+:;6/1#+0!/#0!3*/8+*460+83S!74#7+8#3!
can be alleviated.

To further nurture this relationship with shareholders, two shareholders’ dinners will be 
held across the campaign. 

E*+!9832!=166!<+!*+60!1#!Q43!G#B+6+3!4#!U+<@!&^(!&J$&(!1#!/#2171;/214#!4C!2*+!
Academy Awards.  The theme will be GD%P-2"!%1!%!"#%Q40134JK and share-
*460+83!=166!<+!28+/2+0!24!/!8+0!7/8;+2!+,+#2!/#0!=166!<+!B1,+#!/!9832!644?!/2!
the Volt commercial to air during the Oscars.  

The second event will be held in Detroit, Mich., on Oct. 14, 2012, and will 
provide the opportunity to 2-/#%4"13#"')*#34%1,%'/#3/-#&%'=%!"#%4(00#44#4%'=%
!"#%01851-2,%103'44%!"#%453-,2%1,*%4(88#3%8',!"4, as well as provide them 
a preview of campaign plans scheduled for the holiday season.  The student 
winners of the robotics scholarship competition will also be in attendance as 
a way of reminding shareholders of the contributions Chevy Volt is making to 
its communities.
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Volt Employees
While it is important to maintain positive interactions with shareholders, strong relation-
ships must also be built with employees, which is why &##>)$%#@.)14!4%&-))%.#%4#,!%!'%1))%
7')!%#85)'$##4, keeping them up-to-date on internal corporate news.  

Better cars are produced when employees feel connected to and invested in 
their product, and in order for the Chevy Volt to continue to garner media 
praise and increase sales, this quality craftsmanship must be maintained.

As a way to foster more enthusiasm for the brand among employees, a contest will be 
designed for factory workers to &-,%1%0"1,0#%!'%155#13%-,%1%.)'0>.(4!#3%+)8.  Employees 
will be required to submit a statement about why they like manufacturing the Volt, and 
2*+-!=166!<+!+#2+8+0!1#24!/!8/C`+!C84.!=*17*!2*+!=1##+8!=166!<+!3+6+72+0!1#!.105hA6-@!!

The winner will drive the Volt in The Bourne Legacy movie premiering August 
&J$&(!/#0!2*+!=1##+8!=166!/634!*/,+!2*+!7*/#7+!24!.++2!96.S3!32/83@!!G!;8+33!
conference will be held to announce the event.  

The best employee responses will be included in the Volt website as a way of 
1*/1,0-,2%1%5'4-!-/#%5(.)-0%-812#%!"3'(2"%1%8'3#%5#34',1)%/'-0#, rather than 
from an unnamed marketer. 
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Budget 
 
Event/Promotion Details Cost 
Press Kits Production, 2 news releases, 

backgrounder, fact sheet, 
distributed nationally 

3x$30,000 
Robotics, “Leader” Contest, 
TED Prize 

Media Relations Follow-up, coordinating 
interviews with media and 
spokesperson 

3x$50,000 
Robotics, “Leader” Contest, 
TED Prize 

What makes you a leader? 
Contest 

Travel costs for 2 to Avengers 
premier  

$10,000 

Celebrity sponsorship at 
Academy Awards 

2 celebrity arrivals in 2012 
Chevy Volt 

2x$1,000,000 

Charging Stations Airports (3 airports x 15 
stations), Malls (5 malls x 15 
stations), Parking meters in 3 
towns (10/town) 

$10,000/charging station 
150 stations                     
$1,500,000 
*U.S. Department of Energy grant 
will subsidize charging stations in 
some malls, decreasing cost 

Volt Kits for bloggers Mailing costs, miscellaneous 
eco-friendly items 

$75/kit 
100 kits 
$7,500 

Shareholders’ dinners 300 people/dinner $150,000 LA dinner 
$100,000 Detroit dinner 
$250,000 

Test-drive incentives 2 movie tickets/test-drive $12,500 
Employee cameo Product placement, Bourne 

Legacy 
$1,000,000 

Monthly newsletter 12 issues $300,000 
Robotics competition Travel expenses, “Lunch and 

Learn,” scholarship prize 
$150,000 

TED Prize Sponsorship Prize money and 2012 Volt  $30,000 
2012 Volt ($41,430 value) 
 

                   Total: $ 5,541,430 

PR BUDGET 
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TARGET DEMOGRAPHIC
The nature of our target market presents us with an interesting media challenge.  
According to Simmons Choices III data, they are more likely than the average popula-
tion to dislike all advertisements.  This grants us the opportunity to captivate an audience 
that is not easily, and likely as a result not often reached.  By focusing the majority of 
our resources on the most effective mediums and carefully avoiding more invasive forms 
of advertising, such as product placement, we can successfully reach our audience and 
hold their attention without overwhelming them.

Choices III research shows that the target market is of a generation and education level 
that continues to appreciate traditional media over interactive media.  We therefore will 
spend the majority of our resources on television, print and radio, rather than on Internet 
and mobile advertising.

I/87*(!2*+!9832!CA66!.4#2*!4C!4A8!7/.;/1B#

The warm summer months of June, July and August

The lucrative holiday season of November and December

In addition to advertising nationwide, we will use spot marketing tactics to place a 
strong regional emphasis on the West Coast, primarily California, as it is the most pre-
;/8+0!24!./?+!A3+!4C!2*+!+:;/#01#B!+6+72817!7/8!./8?+2!<+7/A3+!4C!2*+!74.;/8/21,+6-!
high number of charging stations currently in place.  The combination of a national 
campaign and word-of-mouth hype from the West Coast should ultimately make the 
Chevrolet Volt a desirable car in every region of the country.

TIMING & REACH
Our campaign will launch with an advertisement during the 2012 Academy Awards on 
Feb. 26 and continue through January 2013.  

We believe beginning the campaign just before the weather begins to warm in spring 
compliments the fact that the Chevrolet Volt performs at its peak during the warm sum-
.+8!.4#2*3@!T+!=166!<+! 1.;6+.+#21#B!/!;A631#B!328/2+B-(!+.;*/31Z1#B! 2*8++!3;+7197!
periods:



MEDIA PLAN

MARKETING AGENCY

A D r o i t57



MEDIA PLAN

58

MEDIA CLASSES & VEHICLES
:#)#/-4-',E%RSTUV
The majority of our media budget will be spent on television, which allows us to reach 
a mass audience while still employing content-based targeting.  Television advertising 
=166!/664=!A3!24!,1,106-(!78+/21,+6-!/#0!.+.48/<6-!+:;8+33!4A8!.+33/B+!4C!1##4,/214#!
and leadership.t.

Cable and Network Primetime
Because our target market consists typically of professional individuals, we 
will avoid advertising during the workday, focusing instead on primetime.  The 
Chevrolet Volt te National Impact Television Media levision advertisements 
will run throughout the entirety of our campaign, but will increase in frequen-
cy during March, the summer months and the holiday season. 

Choices data suggests that our audience, in addition to the popular network 
7*/##+63(! 2+#03! 24!=/27*! #+=3(! +0A7/214#/6(! 96.! /#0! 3;482! ;84B8/.3@! !G3!
such, we will focus our cable television media buys on channels such as 
the Discovery Channel, the History Channel, CNN, MSNBC, ESPN, A&E and 
TCM.

Network and Spot Late Fringe
Over 4/5 of our target audience has watched local television news in the last 
week and Choices data suggests that a large number prefer late night news.  
To capture these viewers, we will purchase advertising space both nationally 
and regionally in the West Coast during the late night fringe period.

National Television Sports
Our target audience is more likely than the average population to watch near-
ly all types of sports, according to Choices data.  It is therefore essential that 
we air advertisements during national television sports.  Our audience is es-
pecially interested in football, baseball, basketball, golf and tennis, so we will 
focus the majority of these non-impact sport advertisements there.
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National Impact Television Media

We launch our campaign with an advertisement during the Academy Awards.  
)*417+3! 0/2/! 8+,+/63! 2*/2! /! 6/8B+! ;48214#! 4C! 4A8! 96.564,1#B! 2/8B+2!./8?+2!
watches this award show each year, and as a late-February event, just prior to 
spring, it is an ideal time to begin our campaign.

To further attract our sport-loving target market, we will also purchase space 
during fall Monday Night Football, the two NFL Playoff Championship games, 
the Rose Bowl and the World Series.  Running the campaign in 2012 also of-
C+83! A3! 2*+! +:7+66+#2! 4;;482A#12-! 24! /18! /0,+8213+.+#23!0A81#B! 2*+! FA..+8!
Olympics.

A3-,!E%WSTUV
Print advertisements provide a very important opportunity to supplement our television 
advertisements with additional information about the Chevrolet Volt.

Magazines

iA8!2/8B+2!/A01+#7+!8+/03!,+8-!3;+7197!2-;+3!4C!./B/Z1#+3(!/664=1#B!A3!24!
gain highly targeted advertising space.  According to Choices data, they most 
often read business, news, sport and women’s magazines, so we will focus 
our advertising in Business Week, Good Housekeeping, National Geograph-
ic, Reader’s Digest, Sports Illustrated, US News and World Report and The 
New Yorker.  We will also place advertisements in Autoweek and Car and 
Driver, which will increase buzz among car enthusiasts about the Volt.

Newspapers

Our audience is far more likely than the average population to read 
the newspaper daily, according to Choices data.  This traditional 
medium grants us an opportunity to provide highly detailed infor-
mation directly to our target market.  We will place advertisements 
in the three large national newspapers - the New York Times, USA 
Today and the Wall Street Journal - to increase our national visibil-
ity.  We will also place advertisements in large West Coast newspa-
pers such as the San Francisco Chronicle and the Los Angeles Times 
to aid in our regional marketing efforts. 
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L1*-'E%XTWV
Y/014!13!/#42*+8!28/01214#/6!.+01A.!2*/2!4CC+83!A3!/#!+:7+66+#2!4;;482A#12-!24!8+/7*!4A8!
target market.  Choices data reveals that our audience is more likely than the average 
population to listen to the radio every day, with 86% listening at least once a week.   
Most of our audience are working individuals, and listen to the radio during drive times, 
6:00 am to 10:00 am and 3:00 pm to 7:00 pm.  We will again use both national and re-
gional west coast advertisements to reach nationally while emphasizing our spot market.

Y,!#3,#!E%UTWV
Choices data reveals our target audience is more likely than the average population to 
feel a strong desire to learn and search when online, with nearly half reporting that the 
"#2+8#+2!13!2*+!9832!;6/7+!2*+-!B4!C48!1#C48./214#@!!E*13!./?+3!2*+!"#2+8#+2!/#!1.;482/#2!
medium on which to place visual reminders of our campaign in order to prompt our 
/A01+#7+S3!/68+/0-5+:1321#B!0+318+!24!3+/87*!C48!.48+!1#C48./214#@

Q(!*''3E%UTCV
g166<4/803!/8+!/#!+:7+66+#2!3A;;6+.+#2!24!4A8!3;42!./8?+21#B!+CC4823!4#!2*+!T+32!)4/32@!!
Billboards strategically placed along the highways in California cities will remind peo-
ple about the Chevrolet Volt while they are actively thinking about and surrounded by 
cars.  We will place a total of seven billboards in the four largest cities in California; Los 
Angeles, San Diego, San Jose, and San Francisco.  To increase our brand’s visibility, we 
will also place one advertisement in Times Square in New York City.  These ads will run 
in July, August, November and December.

However, Choices data also shows that banner advertisements are not pro-
foundly effective for our target market.  We will therefore place banners on 25 
*1B*6-!2/8B+2+0!=+<312+3!C48!4A8!9,+!.432!/721,+!.4#2*3!24!B+2!2*+!./:1.A.!
visibility for the fewest advertising dollars.  This allows us to devote more of 
the budget to the other, more effective mediums.  Our target most often visits 
travel, news and informational websites, so we will place banner advertise-
ments on websites such as the New York Times, Weather.com, Travelocity and 
MSN.

Of all methods of Internet advertising, search keywords are the most effec-
tive for our target audience, according to Choices data.  We will coincide 
4A8!3+/87*!?+-=4803!=12*!4A8!9,+!.432!/721,+!.4#2*3(!A31#B!2*+!2+8.3!\7/8(R!
“hybrid car,” “compact car” and “electric car.”

To support our public relations efforts with TEDtalks, located at TED.com, we 
will sponsor the website during the months of March, April and May.
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A

FOR IMMEDIATE RELEASE

Chevrolet Announces Scholarship Competition for Undergraduate Engineers

Robotics competition will spotlight Chevy Volt technology

DETROIT, Mich., Aug. 20, 2011—Chevrolet will sponsor a robotics competition for undergraduate engineering 
students who will compete for a $75,000 academic scholarship.

Students will be asked to submit an application answering the question “How do you plan to be a leader in your 
!"#$%&''()"'*+,'-.'/,,#01/2*3'40##'5"'6+42'*+'7"*8+0*9':01);9'4)"8"'*)"<'40##'=+8>'*)8""?,"83+2'*"/>3'/2$'
compete in a robotics competition for the scholarship prize.  

The contest will highlight the advanced technology of the Chevy Volt, which allows the vehicle to run on 
electric power for 35 miles before switching to gas power.  Students will be required to create a robot that runs 
on battery power, and the team whose robot can circle a racetrack for the longest time will win the competition.  

@(+$/<A3'"2B02""802B'3*C$"2*3'/8"'*)"'=C*C8"'+='*)"'/C*+>+*0D"'02$C3*8<9&'3/<3'()+>/3'E*",)"239'F"2"8/#'
:+*+83'G01"'H)/08>/2'/2$'H)0"='("1)2+#+B<'I=!1"8;''@J"'K2+4'*)/*'*)"<'40##'/1)0"D"'B8"/*'*)02B39'5C*'4"'
)+,"'*)"<'40##'1+2*02C"'*+'5C0#$'+2'+C8'4+8K'5<'/#4/<3'K"",02B'*)"'"2D08+2>"2*'02'>02$;&

L##'-.'3*C$"2*3'3"#"1*"$'40##'/#3+')/D"'*)"'+,,+8*C20*<'*+'*+C8'*)"'G+#*'=/10#0*0"39'#"/82'>+8"'/5+C*'*)"'"1+?
=80"2$#<'*"1)2+#+B<'02'*)"'G+#*9'/2$'*/K"',/8*'02'/'@MC21)'/2$'M"/82&'3">02/8'40*)'3+>"'+='*)"'#"/$02B'
engineers at Chevrolet. 

@J)0#"'4"'40##'5"')"#,02B'*)8""'3*C$"2*3'!2/21"'*)"08'"$C1/*0+29'4"'/#3+'02*"2$'*+')"#,'/##'-.'3*C$"2*3'#"/82'
>+8"'/5+C*'*)"'!"#$'+='/C*+>+*0D"'"2B02""802B9&'E*",)"23'3/<3;''@()"3"'3*C$"2*3'/8"'"N*8">"#<'3>/8*'/2$'
*/#"2*"$9'/2$'4"'4+C#$'30>,#<'#0K"'*)"'1)/21"'*+'*"/1)'/2$'"21+C8/B"'3+>"'580B)*9'<+C2B'>02$3;&'

L',8"33'1+2="8"21"'40##'5"')"#$'(C"3$/<9'LCB;'O-9'OP-O9'/*'F:'H+8,+8/*"')"/$QC/8*"83'02'7"*8+0*9':01);'*+'
announce the opening of the application process.  The competition will take place the weekend of Oct. 12, 2012.

###

About Chevrolet

Founded in Detroit in 1911, Chevrolet celebrates its centennial as a global automotive brand with annual sales of 
/5+C*'R;O.'>0##0+2'D")01#"3'02'>+8"'*)/2'-RP'1+C2*80"3;'H)"D8+#"*',8+D0$"3'1+23C>"83'40*)'=C"#?"=!10"2*9'3/="'/2$'
8"#0/5#"'D")01#"3'*)/*'$"#0D"8')0B)'QC/#0*<9'"N,8"330D"'$"30B29'3,080*"$',"8=+8>/21"'/2$'D/#C";'':+8"'02=+8>/*0+2'
regarding Chevrolet models can be found at www.chevrolet.com.

CONTACT: Devin Mulertt
Adroit Marketing Agency

(608) 555-5555
dmulertt@adroit.com

http://www.chevrolet.com/
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Robotics Competition Procedures

S' Application opens Aug. 22 and closes Sept. 19
S' E*C$"2*'/,,#01/2*3'40##'8"3,+2$'02'/2'"33/<'*+'*)"'QC"3*0+2'@T+4'$+'<+C',#/2'*+'5"'/'#"/$"8'02'<+C8'!"#$%&'
S' (+,'-.'8"3,+2$"2*3'40##'5"'6+42'*+'7"*8+0*9':01);9'*+'1+>,"*"'02'/'8+5+*013'1+>,"*0*0+2'I1*;'-O?-R
S' In teams of three, students must build a robot that runs only on battery power
S' The team whose robot can circle the racetrack for the longest time wins
S' Students will split a $75,000 academic scholarship prize and will attend the fall shareholders’ meeting
S' L##'-.'3*C$"2*3'40##'5"'B0D"2'/'*+C8'+='H)"D<'G+#*'=/10#0*0"3'02'7"*8+0*'/2$'/**"2$'/'@MC21)'/2$'M"/82&'3"330+2'
with Chevy Volt engineers

General Motors (NYSE: GM)

S' M/8B"3*'U;E;?5/3"$'/C*+>/K"8'/2$'+2"'+='*)"'4+8#$A3'#/8B"3*'/C*+>/K"83
S' Manufactures cars, trucks and parts
S' Founded in 1908 and headquartered in Detroit, Mich.
S' Employs 209,000 people worldwide
S' H)"D8+#"*'03'*)"'#/8B"3*'F:'58/2$
S' ()"'F:'V+C2$/*0+2')/3'$+2/*"$'>+8"'*)/2'WXPP'>0##0+2'*+'3C,,+8*'2+2,8+!*'+8B/20Y/*0+23'/2$',8+B8/>39'
along with worldwide disaster relief efforts

S' F:')/3'/'1+>>0*>"2*'*+'*)"'"2D08+2>"2*'*)/*'1/2'5"'3""2'02'5+*)'*)"'F:'>/2C=/1*C802B',8+1"33'/2$'*)"'
corporation’s manufactured products

Chevrolet 

S' M/8B"3*'U;E;?5/3"$'/C*+>+50#"'58/2$
S' V+8>"$'02'-Z--['\+02"$'F"2"8/#':+*+83'02'-Z-Z
S' M"/$"83'02'>/\+8'/C*+>+50#"'022+D/*0+23'3C1)'/3'/C*+>/*01'*8/23>0330+23'02'#+4?1+3*'D")01#"3'/2$'/2*0?#+1K'
brakes

S' Began producing hybrid vehicles in 2004
S' Introduced the Chevy Volt in 2007 at the North American International Auto Show; began production in 2010

Chevy Volt

S' VC"#?"=!10"2*9'"2D08+2>"2*/##<?=80"2$#<'D")01#"
S' ]+4"8"$'5<'/'#0*)0C>?0+2'5/**"8<9'/#+2B'40*)'/2'+25+/8$'B/3'B"2"8/*+8
S' V0D"?<"/8',+4"8'*8/02'4/88/2*<',#C3'"0B)*?<"/89'-PP9PPP?>0#"'5/**"8<'4/88/2*<
S' Battery charging costs an average of $1.50 per day, $40 per month
S' ]#CB?02'*0>"'03'*"2')+C83'^'OOPG'40##'1)/8B"'02'=+C8')+C83
S' _/**"8<'#/3*3'=+8'/5+C*'X.'>0#"3['1+>502"$'40*)'+2?5+/8$'B/3'B"2"8/*+8'X`.'>0#"3
S' F/3'*/2K'03'/'202"?B/##+2'3"/#"$'*/2K'/2$'1/2')+#$'*)"'B/3'=+8'C,'*+'+2"'<"/8
S' J0##'/C*+>/*01/##<'3*/8*'0='0*')/32A*'5""2'$80D"2'02'30N'4""K3'*+')"#,'K"",'>/1)02"'#C5801/*"$
S' G+#*',C81)/3"83'/8"'/330B2"$'/'F:'8",8"3"2*/*0D"'*+'/3303*'40*)'QC"3*0+23'/2$'1+21"823
S' Navigation, iPod input, DVR radio, satellite radio
S' a20*0/#',C81)/3"',801"'+='WXZ9-R.9'5C*'W`9.PP'B+D"82>"2*'*/N'18"$0*'40*)',C81)/3"
S' H+>,/8"$'*+'1+2D"2*0+2/#'1/839'*)"'G+#*A3'#+2B?8C2'D/#C"'3)+43'/'5"**"8'*+*/#'1+3*'+='+42"83)0,'+D"8'!D"'
years

S' b/82"$'/'!D"?3*/8'B+D"82>"2*'18/3)'*"3*'8/*02B
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Hybrid­Electric Car Industry

S' 1/6 of the world’s greenhouse gas emissions are constituted from automobiles
S' Hybrid and electric cars are beginning to achieve 80% more reductions in emissions as regular vehicles
S' LC*+>+50#"'02$C3*8<'03'"N,"1*"$'*+'*C82'/8+C2$9'3/#"3'02'*)"'02$C3*8<'/8"',8+\"1*"$'*+'0218"/3"'c;O',"81"2*'
02'*)"'2"N*'*)8""'<"/83

S' ]8+$C1*0+2'+=')<580$?"#"1*801'D")01#"3'03',8+\"1*"$'*+'0218"/3"'-O;Z',"81"2*'*+'-P;O'>0##0+2'C20*3'02'OP-R
S' E/#"3'+=')0B)'"=!10"21<')<580$?"#"1*801'D")01#"3'/8"',8+\"1*"$'*+'"N,/2$'5<'`;X',"81"2*'/22C/##<'5<'OP-R

GM and Chevrolet Values

S' Company image appeals to the American consumer and American values
S' Environmental responsibility in vehicle production
S' A multinational corporation engaged in socially responsible operations
S' Continuous improvement driven by integrity, teamwork, and innovation

Fact Sheet continued...
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FOR IMMEDIATE RELEASE

Chevrolet to become TED Prize Partner

!"##$%&'()"*+(,$(&$-+#.##"'/$01"#2'(1)&0"%$3),245

DETROIT, Mich., Jan. 26, 2011—Chevrolet announced today that it will pledge $30,000 toward the TED Prize 
annual award, as well as present the winner with a 2012 Chevy Volt.

(b7']80Y"'03'/2'/22C/#'/4/8$'B8/2*"$'*+'/2'02$0D0$C/#'4)+'03',8+D0$"$'*)"'8"3+C81"3'2"1"33/8<'*+'=C#!##')03'+8')"8'
philanthropic vision.  

@()"'(b7']80Y"'4022"83'/8"'0218"$05#<'023,0802B'02$0D0$C/#39'/2$'4"'/8"',8+C$'*+'5"'/5#"'*+')"#,'=C#!##'*)"08'$8"/>3'
=+8'5C0#$02B'/'5"**"8'1+>>C20*<9&'3/<3':/8K'd"C339'F"2"8/#':+*+83'G01"']8"30$"2*'/2$']8"30$"2*9'e+8*)'L>"801/;'

()"'(b7']80Y"'03'B8/2*"$'*+'/2'02$0D0$C/#'4)+')/3'@I2"'J03)'*+'H)/2B"'*)"'J+8#$9&'/2$'4)+'8"1"0D"3'W-PP9PPP'
with which to achieve this dream.  By becoming a TED Prize Partner, Chevrolet promises to assist the winner in 
=C#!##02B')03'+8')"8')C>/20*/80/2'D030+2;'

@H)"D<')/3'/#4/<3'5""2'$"$01/*"$'*+'5C0#$02B'1+>>C20*0"3'/2$'*+',8+>+*02B'3+10/#'B++$'1/>,/0B239&'3/<3'd"C33;''
“And it doesn’t matter if these efforts are initiated by Chevrolet, a charitable group, or a single individual, Chevy is 
B#/$'*+'5"'/',/8*'+='0*;&'

H)"D8+#"*'/#3+',#/23'*+'1+##/5+8/*"'40*)'(b7'(/#K39'/2+*)"8'58/21)'+='*)"'2+2,8+!*',8+\"1*;''H)"D<'G+#*'40##'3,+23+8'
/'@(b7'()">"&'"2*0*#"$'@(8"2$?3"**"83&'+2'*)"'2+2,8+!*A3'4"530*"9'/2$'*)"'*)">"'40##'1+2303*'+='02*"8D0"43'40*)'
02$0D0$C/#3'4)+'/8"'1+230$"8"$'#"/$"83'02'*)"08'!"#$;'

L',8"33'1+2="8"21"'40##'5"')"#$'V80$/<9'f/2;'O`9'OP-O9'/*'F:')"/$QC/8*"83'02'7"*8+0*9':01);9'02'1+##/5+8/*0+2'40*)'
TED Curator, Chris Anderson to formally announce the TED Prize partnership and to unveil the 2012 Chevy Volt, 
which will be awarded to the TED Prize winner.  

###

CONTACT: Devin Mulertt
Adroit Marketing Agency

(608) 555-5555
dmulertt@adroit.com

About Chevrolet

Founded in Detroit in 1911, Chevrolet celebrates its centennial as a global automotive brand with annual sales of 
/5+C*'R;O.'>0##0+2'D")01#"3'02'>+8"'*)/2'-RP'1+C2*80"3;'H)"D8+#"*',8+D0$"3'1+23C>"83'40*)'=C"#?"=!10"2*9'3/="'/2$'
8"#0/5#"'D")01#"3'*)/*'$"#0D"8')0B)'QC/#0*<9'"N,8"330D"'$"30B29'3,080*"$',"8=+8>/21"'/2$'D/#C";'':+8"'02=+8>/*0+2'
regarding Chevrolet models can be found at www.chevrolet.com.

About TED

(b7'03'/'2+2,8+!*'+8B/20Y/*0+2'$"D+*"$'*+'a$"/3'J+8*)'E,8"/$02B;'a*'3*/8*"$'02'-ZcR'/3'/'1+2="8"21"'5802B02B'
together people from three worlds: Technology, Entertainment, Design.  Since then its scope has become ever 
58+/$"8;'L#+2B'40*)'*4+'/22C/#'1+2="8"21"39'(b7'021#C$"3'*)"'/4/8$?402202B'(b7'(/#K3'D0$"+'30*"9'*)"'I,"2'
(8/23#/*0+2']8+\"1*'/2$'(b7'H+2D"83/*0+239'*)"'(b7'V"##+43'/2$'(b7N',8+B8/>39'/2$'*)"'/22C/#'(b7']80Y";

http://www.chevrolet.com/
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Fact Sheet

TED

S' TED stands for Technology, Entertainment, Design
S' (b7'03'/'2+2,8+!*'+8B/20Y/*0+2'*)/*'5"B/2'02'-ZcR'/3'/'1+2="8"21"'5802B02B'*+B"*)"8',"+,#"'=8+>'*)+3"'
*)8""'!"#$3

S' The TED Conference, held annually in the spring, is the core of TED
S' More than one thousand people attend, the event sells out a year in advance

S' (/K"3',#/1"'+D"8'=+C8'$/<39'.P'3,"/K"83'"/1)'*/K"'/2'-c?>02C*"'3#+*

TED Prize

S' L4/8$"$'/22C/##<'*+'/2'"N1",*0+2/#'02$0D0$C/#'4)+'8"1"0D"3'W-PP9PPP'/2$'@I2"'J03)'*+'H)/2B"'*)"'
J+8#$&'

S' After several months of preparation, the winner unveils his/her wish at an award ceremony held during 
the TED Conference

S' J03)"3')/D"'#"$'*+'1+##/5+8/*0D"'020*0/*0D"3'40*)'=/8?8"/1)02B'0>,/1*3
S' TED Partners pledge to support the TED Prize winners

S'Pledges can take the form of business services, hardware and software, publicity, advice, 
connections, etc.

General Motors (NYSE: GM)

S' M/8B"3*'U;E;?5/3"$'/C*+>/K"8'/2$'+2"'+='*)"'4+8#$A3'#/8B"3*'/C*+>/K"83
S' Manufactures cars, trucks and parts
S' Founded in 1908 and headquartered in Detroit, Mich.
S' Employs 209,000 people worldwide
S' H)"D8+#"*'03'*)"'#/8B"3*'F:'58/2$
S' ()"'F:'V+C2$/*0+2')/3'$+2/*"$'>+8"'*)/2'WXPP'>0##0+2'*+'3C,,+8*'2+2,8+!*'+8B/20Y/*0+23'/2$',8+B8/>39'
along with worldwide disaster relief efforts

S' F:')/3'/'1+>>0*>"2*'*+'*)"'"2D08+2>"2*'*)/*'1/2'5"'3""2'02'5+*)'*)"'F:'>/2C=/1*C802B',8+1"33'/2$'*)"'
corporation’s manufactured products

Chevrolet 

S' M/8B"3*'U;E;?5/3"$'/C*+>+50#"'58/2$
S' V+8>"$'02'-Z--['\+02"$'F"2"8/#':+*+83'02'-Z-Z
S' M"/$"83'02'>/\+8'/C*+>+50#"'022+D/*0+23'3C1)'/3'/C*+>/*01'*8/23>0330+23'02'#+4?1+3*'D")01#"3'/2$'/2*0?
lock brakes

S' Began producing hybrid vehicles in 2004
S' Introduced the Chevy Volt in 2007 at the North American International Auto Show; began production in 
2010

Chevy Volt

S' VC"#?"=!10"2*9'"2D08+2>"2*/##<?=80"2$#<'D")01#"
S' ]+4"8"$'5<'/'#0*)0C>?0+2'5/**"8<9'/#+2B'40*)'/2'+25+/8$'B/3'B"2"8/*+8
S' V0D"?<"/8',+4"8'*8/02'4/88/2*<',#C3'"0B)*?<"/89'-PP9PPP?>0#"'5/**"8<'4/88/2*<
S' Battery charging costs an average of $1.50 per day, $40 per month

http://www.ted.com/


APPENDIX

69

B

S' ]#CB?02'*0>"'03'*"2')+C83'^'OOPG'40##'1)/8B"'02'=+C8')+C83
S' _/**"8<'#/3*3'=+8'/5+C*'X.'>0#"3['1+>502"$'40*)'+2?5+/8$'B/3'B"2"8/*+8'X`.'>0#"3
S' F/3'*/2K'03'/'202"?B/##+2'3"/#"$'*/2K'/2$'1/2')+#$'*)"'B/3'=+8'C,'*+'+2"'<"/8
S' J0##'/C*+>/*01/##<'3*/8*'0='0*')/32A*'5""2'$80D"2'02'30N'4""K3'*+')"#,'K"",'>/1)02"'#C5801/*"$
S' G+#*',C81)/3"83'/8"'/330B2"$'/'F:'8",8"3"2*/*0D"'*+'/3303*'40*)'QC"3*0+23'/2$'1+21"823
S' Navigation, iPod input, DVR radio, satellite radio
S' a20*0/#',C81)/3"',801"'+='WXZ9-R.9'5C*'W`9.PP'B+D"82>"2*'*/N'18"$0*'40*)',C81)/3"
S' H+>,/8"$'*+'1+2D"2*0+2/#'1/839'*)"'G+#*A3'#+2B?8C2'D/#C"'3)+43'/'5"**"8'*+*/#'1+3*'+='+42"83)0,'+D"8'!D"'
years

S' b/82"$'/'!D"?3*/8'B+D"82>"2*'18/3)'*"3*'8/*02B
 
Hybrid­Electric Car Industry

S' 1/6 of the world’s greenhouse gas emissions are constituted from automobiles
S' Hybrid and electric cars are beginning to achieve 80% more reductions in emissions as regular vehicles
S' LC*+>+50#"'02$C3*8<'03'"N,"1*"$'*+'*C82'/8+C2$9'3/#"3'02'*)"'02$C3*8<'/8"',8+\"1*"$'*+'0218"/3"'c;O',"81"2*'
02'*)"'2"N*'*)8""'<"/83

S' ]8+$C1*0+2'+=')<580$?"#"1*801'D")01#"3'03',8+\"1*"$'*+'0218"/3"'-O;Z',"81"2*'*+'-P;O'>0##0+2'C20*3'02'OP-R
S' E/#"3'+=')0B)'"=!10"21<')<580$?"#"1*801'D")01#"3'/8"',8+\"1*"$'*+'"N,/2$'5<'`;X',"81"2*'/22C/##<'5<'OP-R

GM and Chevrolet Values

S' Company image appeals to the American consumer and American values
S' Environmental responsibility in vehicle production
S' A multinational corporation engaged in socially responsible operations
S' Continuous improvement driven by integrity, teamwork, and innovation
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Included below are national and localized media outlets that Adroit Marketing Agency will contact to 
issue press releases about promotional events and promotional news concerning the Chevy Volt.

National Newspapers
Associated Press
450 W. 33rd St.
New York, NY 10001
 
Detroit O!ce
300 River Pl., Suite 2400 
Detroit, MI 48207-4260 
Phone: 313-259-0650 
Fax: 313-259-4966 

Boston Globe
Business News Phone: 617-929-2930
News Tip Phone: 617-929-8477
News Tip Email: newstip@globe.com

Chicago Tribune
Gregory Karp 
Position: Columnist
Department: Business
Email: gkarp@tribune.com

New York Times
David Pogue
Position: Columnist 
Email: pogue@nytimes.com

Wall Street Journal 
Sharon Terlep 
Position: Reporter 
Department: Business – Auto Industry 
Kevin Delaney
Position: Managing Editor
Email: k.delaey@wisj.com

National TV and Radio
ABC News 
77 West 66th St. 
New York, NY 10023 

CBS News 
Mark Larkin
Position: Senior Vice President, General Manager
Department: Technology/Business/News
524 West 57th Street 
New York, NY 10019 
CNN 
1 Time Warner Center 
New York, NY 10019 

Fox News 
Irena Briganti
Position: Senior Vice President, Media Relations
Phone: 212-301-3608
Fax: 212-819-0816
Email: irena.briganti@foxnews.com

Hu!ngton Post
Email: scoop@hu#ngtonpost.com

National Public Radio 
Anna Christopher
Position: Director, Media Relations
Phone: 202-513-2300
Email: achristopher@npr.org
635 Massachusetts Avenue 
Washington, D.C. 20001 

National Magazines
Autoweek     
Julie Alvin
Position: Associate Editor
Email: jalvin@autoweek.com

Road and Track
Jennifer Degtjarewsky
Position: Editorial Director
Email: jdegtjarewsky@hearst.com
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"e Economist
Natasha Loder
Position: Midwest Correspondent
Email: natashaloder@economist.com

Blogs
Autoblog
Zach Bowman 
Email: zach.bowman@weblogsinc.com

EcoGeek.org
Hank Green
Position: Creator and Editor
Email: hank@ecogeek.org

Treehugger
Michael Graham Richard
Position: Editor
Department: Transportation, Science & Technology
Treehugger c/o Discovery Communications
850 3rd Ave., 8th Floor
New York, NY 10022

Los Angeles
CBS2
Phone: 818-655-2000
4200 Radford Ave.
Studio City, CA 91604

KABC-TV 
pr@myabc7.com
Phone: 818- 863-7080
500 Circle Seven Drive
Glendale, CA 91201

KTLA-TV
Stan Chambers
Position: Reporter
5800 Sunset Blvd.
Los Angeles, CA 90028 

Los Angeles Times
Michael A. Hitlzik
Position: Reporter/Columnist 
Department: Money and Company 
Email: michael.hiltzik@latimes.com

LA Daily News
Ron Hasse
Position: VP, Publishing Operations
Phone: 818-713-3000
Fax: 818-713-0058
P.O. Box 4200
21860 Burbank Boulevard, Suite 200
Woodland Hills, CA 91367

San Francisco
San Francisco Business Times
Lindsay Riddell
Position: Reporter
Department: Energy and Cleantech
Phone: 415-288-4968
Email: lriddell@bizjournals.com

San Francisco Chronicle
Tom Abate
Position: Reporter/Columnist 
Department: Business
Email: tabate@sfchronicle.com

San Francisco Examiner
Will Harper
Position: Assistant Managing Editor
Phone: 415-359-2677
Email: wharper@sfexaminer.com
71 Stevenson, 2nd Floor
San Francisco, CA 94105

CBS5
Akilah Bolden
Position: Communications Director
Email: amonifa@kpix.cbs.com
855 Battery St.
San Francisco, CA 94111

KGO-TV
Wayne Freedman
Position: Reporter
Email: wayne.freedman@abc.com
900 Front Street
San Francisco, CA 94111
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1. IBISWorld: Car & Automobile Manufacturing in the U.S.

2. Hoovers.com

3. Hoovers.com

4. Lass, Todd. (2011, Nov. 3). “The Secret History of Chevrolet.” 
Retrieved from http://www.motortrend.com/features/consum-
er/1111_the_secret_history_of_chevrolet/viewall.html

5. Chevrolet: http://www.chevrolet.com/experience/history/ 

6. Jansen, Matt. (2008, May 12). “EV1 vs. Chevy Volt, a feature 
mashup.” Retrieved from: http://tech.blorge.com/Structure:%20
/2008/05/12/ev1-vs-chevy-volt-a-feature-mashup/

7. Times Special: 2007 Chevrolet Volt. Retrieved 
from: http://www.time.com/time/specials/2007/arti-
cle/0,28804,1669723_1669725_1669749,00.html

8. Retrieved from: http://www.chevrolet.com/volt-electric-
car/?seo=goo_|_2008_Chevy_Retention_|_IMG_Chevy_
Volt_|_Chevy_Volt_|_chevy_volt&utm_source=Google&utm_
medium=cpc&utm_campaign=Retention-Chevy-IMG_Chevy_
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