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Imagine this: You've got the incredible opportunity
to connect with the largest vehicle-buying group
in the U.S., and Autoproyecto is your bridge to do

just that.

Picture turning these potential clients into
passionate, loyal advocates for your brand.



Unlock the Full Potential of a Multicultural Approach by Partnering
with a Certified Minority-Owned Company

Founded in 2011, Autoproyecto is the only certified minority
owned automotive media company focusing on the ever
growing Hispanic market.
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Autoproyecto empowers the Hispanic community with culturally
relevant, in-language content on new/used vehicles, reviews, safety,
and cutting-edge technologies, ensuring they make informed
decisions when purchasing new or used vehicles.




Introduction

Elevate brand awareness and favorability using branded content

Welcome to a groundbreaking collaboration that marks a significant milestone in
the automotive industry's approach to reaching and engaging the Hispanic
market. Chevrolet, a brand with a long-standing reputation for innovation and
quality, has partnered with Autoproyecto, a leading voice in automotive content
tailored for Hispanic consumers. This partnership aimed to shine a spotlight on
the new 2024 Chevrolet Trax through a two-part video web series, designed to
captivate and inform potential buyers.
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Goal: Increase brand perception on the 2024 Chevrolet Trax

The primary goal of this collaboration was to engage with Hispanic consumers in
a meaningful way, using content that reflects their interests and lifestyle. With
Autoproyecto's content creation prowess and deep understanding of the Hispanic
market, combined with Chevrolet's innovative approach to vehicle design and
functionality, we aimed to highlight the 2024 Chevrolet Trax as a top choice for
Hispanic consumers looking for a new Compact Utility Vehicle (CUV).

The content was meticulously crafted and published on Autoproyecto.com,

achieving an impressive reach of over 1.5 million views, demonstrating the power
of targeted, culturally relevant content.
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Crucial Metrics in our Brand Studies

1. Brand Awareness: This measures the extent to which consumers are familiar with the brand. It includes both aided
awareness (when consumers recognize a brand from a list) and unaided awareness (when consumers mention a brand
without being prompted). High brand awareness indicates that the brand is top-of-mind within its category.

2. Brand Reputation/Perception: Evaluates how consumers perceive the brand across various dimensions such as quality,
reliability, and trustworthiness. It's about understanding how the public views the brand and what attributes are associated
with it.

3. Brand Loyalty: Assesses the strength of the relationship between the brand and its customers, including their likelihood to
repurchase or recommend the brand to others. High brand loyalty suggests that customers are satisfied with the brand and
less likely to switch to competitors.

4. Customer Satisfaction: This measures how products or services meet or surpass customer expectation. It is a key
indicator of consumer repurchase intentions and loyalty. Customer satisfaction metrics often involve direct feedback from
customers through surveys and other feedback mechanisms.

5. Brand Equity: A comprehensive metric that reflects the overall value of the brand in the marketplace. Brand equity is built
by consumer experiences, perceptions, and associations. High brand equity means the brand is well-regarded, possesses a
loyal customer base, and has a perceived value that allows for premium pricing.

These metrics can vary in importance depending on the specific goals of the brand study and the industry context. However, collectively,
they offer a robust framework for understanding a brand's current position and guiding strategic decisions.
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Summary

This initiative, extending beyond a conventional marketing campaign, highlights the critical importance of
acknowledging and valuing the cultural dynamics of the audience:

 Transcends traditional marketing campaign, emphasizing the importance of cultural respect and
understanding.

Q  Highlights Hispanic buyers' significant market share, accounting for 25% of automotive sales.

Q Collaboration between Chevrolet and Autoproyecto sets a new benchmark for engaging Hispanic
consumers.

[ Utilizes culturally resonant language and content to connect with the audience.

d Resulted in a 96% increase in brand awareness and an 86% increase in brand favorability,
showcasing the initiative's impactful approach.
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Brandy Study: Aided Brand Awareness

Autoproyecto Skyrockets Brand Awareness with a Remarkable 98% Increase
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Chevrolet Trax 2024, un SUV dindmico y muy atractivo

Por Eniace Patrocinado - 2023/08/06
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Préximamente en Autoproyecto

€l Chevrolet Trax 2024 es un SUV compacto, dindmico y muy atractive que viene a cambiar

completamente el segmento. Esta disponible en el mercado en cinco variantes: LS, 1RS, LT, 2RS y Activ. F——

Cada una de estas versiones combina un disefio modeme y audaz con una amplia gama de tecnologia, 3 e DA e s

que esté disponible en todas las opciones. A= dizefio d el marca de los tres escudos x de pasa, °
Tt

delgadas luces LED, inspiradas en las de su hermano mayor, el Chevy Blazer. Estas luces se North Carclina

complementan con una parrilla renovada que exhibe lineas horizontales, resaltando el logo del corbatin 4 Harerac e ¥iege e ke pechendo ey
3 8 e ) 5 % e Defender an North Carcins y particosremes en
en el centro. Ademés, se ha reducido la altura de la suspensién en 101 mm y se ofrecen rines de ‘miones odoterem.

. Autoproyecto custom content

g £l legendirio Sircuito de Laguns Secs zerdtestigs
A e ura pruet 3 fordo del poderozo Hyunds
loriq SN 2025.

o aided in brand awareness

sistiremos 31 reveiscin de un oo vehicuo

9 Toyotay 3 las rimeras prusbaz de manejo del

e Camry 2025, Crown Sigria 2025, Tscors Hybrid
2024 y Land Crizer 2024 #n San Diege,
Cobformia.

Articulos relacionados
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Brandy Study: Aided Brand Favorability

Elevating Brand Favorability: Respondents Recognize Autoproyecto's Custom Content
Impact

7 8% Contold

Respondents said the
Autoproyecto custom
content aided in brand
favorability
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Brandy Study: Intent

The study reveals an irrefutable truth: Autoproyecto Fueling Brand Awareness

799, .
739, ...

Autoproyecto's custom
content has increased
purchase intent by
connecting the brand with
the consumer.
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Brandy Study: Online Ad Awareness

/ Controlled &
Exposed

Respondents said the
Autoproyecto custom
content aided in Online
£¢ Ad Awareness
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Brandy Study: Affinity

Autoproyecto showed lifted brand awareness between spanish
speakers by 98%

0%...
8% ..

Respondents said the
Autoproyecto custom
content aided in brand
awareness
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~ Overall Results:
Brand Metrics

100% §=07%:0998-0%. ,
Our metrics results show

s recognitiop and gustomer

T— 72.09%3.0% loyalty, which guides our

strategies towards

60% sustainable growth and a
stronger connection with

40% our target audience.

20%

0%

Aided Brand  Online Ad Brand Intent Affinity
Awareness  Awareness  Favorability

M Control N=100
M Exposed N=100
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~ Overall Results:
Brand Attributes

100%
80%
60%
40%

20%

BA: Is a Brand for BA: Is Authentic BA: Is a Brand You BA: Is Forward BA: |s Dependable BA: Is
NMe Can Trust Looking Technologically
Advanced

mControl N=100 mExposed N=100 Delta
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~ Overall Results:

Creative Eval Metrics

We go deep into the
essence of innovation,
design and narrative.
This transcends
aesthetics and drives

Active Positive: Nice

Active Positive: Inspiring
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Active Positive: Optimistic
Passive Positive: Interesting

Passive Positive: Unique

Passive Positive: Engaging

Active Negative: Boring
Active Negative: Dull

Active Negative: Weak
Passive Negative: Irritating
Passive Negative: Unpleasant

Passive Negative: Disturbing

engagement, loyalty
and, eventually, sales.
We understand
customer feeling, brand
recognition and the

enjoyment |- 72% impact on social media.
sranding | We not only evaluate
R current achievements,
creatiny | © but also prepare the
New info | way for tomorrow's

Brand Difference

INVOLVEMENT
0

&®

60% 80% 100%

progress.
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Have you heard of these brands

and vehicles?

CHEVROLET 98%

HYUNDAI 90% @ ves

No

9
@ 89% 10% Don't know

NISSAN 90%
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How likely are you to purchase
these vehicles in the future?

CHEVROLET 48% 25% 16% 7%

2%
’ @ Very likely

HYUNDAI 24% 23% 22% 13% 8%

AY) 22% 24% 23% 12% | 8%

@ Somewhat likely
@ Neutral
@ Somewhat unlikely
NISSAN 33% 24% 19% 12% @ Very unlikely

2%

0 S IKANTAR



Have you seen online ads for these
brands of vehicles in the past 30 days?

CHEVROLET 68% 23% 7%
HYURNDAI 45% 36% 9% @ Ves
® No
@ 40% 38% 1% @ Not sure
NISSAN 50% 34% 6%
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How would you describe your overall
opinion about the following vehicle

brands?
2%
CHEVROLET 58% 28% 9%
HYURNDAI 30% 32% 20% 6%

&ID 23% 33% 22% 9%

~Noy
2%

NISSAN 41% VAY) 19% 3%
2%

@ Very favorable

@ Somewhat favorable
@ Neutral

@ Somewhat unfavorable

@ Very unfavorable
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CHEVROLET
Do you agree or disagree that Chevrolet...

Is a Brand for Me 49% 27.6% 17.3% 3.1%
3.1%
Is Authentic 52% 35.7% 9.2% 1%
2o, @ Strongly agree
Is a Brand You Can Trust 52% 35.7% 8.2% 2% @ Somewhat agree
2% @ Neither agree or disagree
Is Forward Looking 52% 35.7% 7.1% 2% )
o @ Somewhat disagree
Is Dependable 55.1% 28.6% 11.2% 1% @ strongly disagree
4.1%
Is Technologically Advanced 53.1% 33.7% 12.2%

1%
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Thinking about the ad you’'ve just seen for Chevrolet...

How much would
you enjoy seeing

this ad online?

® 42% Very much

® 30% Somewhat

® 18% Wouldn't mind
® 8% Not much

® 2% Not at all

Which one of

these phrases

applies to this
ad?

® 64% | remembered it was for Chevrolet

® 31% Itis pretty good at making you remember it is for Chevrolet
® 3% Itis just ok at making you remember it is for Chevrolet

® 2% It could have been for any brand of vehicle

® 0% It could have been for almost anything
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Thinking about the ad you’ve just seen for Chevrolet...

If you came
across this ad
online, would it

make you want
to stop what
you're doing and
look at it?

® 46% Definitely

® 37% Probably

® 12% Probably not
® 5% Definitely not

If you were
buying a vehicle,
how relevant
would the points
made in the ad
be to you?

® 57% Very relevant
® 37% Somewhat relevant
® 5% Not very relevant

® 1% Not at all relevant
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Thinking about the ad you’ve just seen for Chevrolet...

How strongly do
you agree or
disagree that what

the ad
communicates
about Chevrolet is
believable?

® 60% Agree strongly

® 31% Agree somewhat

® 7% Neither agree or disagree
® 2% Disagree somethat

Disagree strongly

How much
information does
the ad give you
about the brand?

® 63% A lot of information
® 31% Some new information
® 4% No new information

® 2% No information at all
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Thinking about the ad you’ve just seen for Chevrolet...

How strongly do
you agree or
disagree that the ad

makes you think
this brand is really
different from
others?

® 44% Agree strongly

® 41% Agree slightly

® 12% Neither agree or disagree
® 3% Disagree strongly

® 0% Disagree slightly

When are you
looking to buy or
lease a new
vehicle?

® 32% In the next 6 months

® 32% In the next 7-12 months
® 20% In the next 1-2 years

® 7% Inthe next 3-4 years

® 9% Not in the foreseeable future
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Camilo Alfaro
CEO & Founder

AUTOPROYECTO LLC
Tel: (310) 424-5060
camilo@autoproyecto.com
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