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Brand Lift — Adjacent Ads and Standard Airings [A18+]

Chevrolet saw strong lifts across the board with the strongest index in Likeability, with A18+ users 238% more likely to
report an increase following all ad airings — an awesome jump from 2020°s performance with a +145% increase YoY
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Source: Phoenix TV Brand Effect — Chevrolet x CMAs; A18+, A18-49, A25-54 — TV Measurement w/in 1 Day Post-Exposure; data at a 90% statistical significance
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Brand Lift — Adjacent Ads and Standard Airings [A18-49]

Chevrolet over-indexed in three of the major metrics among A18-49 audiences, with the strongest performance in
Likeability, with users 233% more likely to show an increase in brand opinion — a +67% increase vs. the previous year
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Source: Phoenix TV Brand Effect — Chevrolet x CMAs; A18+, A18-49, A25-54 — TV Measurement w/in 1 Day Post-Exposure; data at a 90% statistical significance
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Brand Lift — Adjacent Ads and Standard Airings [A25-54]

Chevrolet over-indexed across all major metrics among A25-54 audiences with strongest index in Likeability, with users
257% more likely to report an increase in brand opinion —a +138% YoY increase
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Source: Phoenix TV Brand Effect — Chevrolet x CMAs; A18+, A18-49, A25-54 — TV Measurement w/in 1 Day Post-Exposure; data at a 90% statistical significance



> e Disney Ad Sales

Brand Lift — In Program Placements (IPP) [A18+]

Among A18+ audiences, Chevrolet saw incredible lift in Brand Opinion following airing with viewers 360% more likely to see
a positive increase in Opinion, followed by lifts in Memorability (38% more likely) and Perceived Fit (25% more likely)
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Source: Phoenix TV Brand Effect — Chevrolet x CMAs; A18+, A18-49, A25-54 — TV Measurement w/in 1 Day Post-Exposure; data at a 90% statistical significance
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