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SILVERADO MAKING NOISE IN THE FULL-SIZE PICKUP SEGMENT

Chevrolet launched the new Silverado 1500 pickup in the fall of 2006. Success of this new truck is critical
to maintaining Chevrolet's position in the increasingly competitive full-size pickup segment. Compete
assessed the number of Silverado 1500 shoppers generated during the launch of the new truck and its
impact within the full-size pickup segment.
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To better understand the Silverado launch, additional insights could be gained through an analysis of
competitive pickup shoppers and the extent to which they have increased cross-shopping of the new
Silverado. This type of analysis would help Chevrolet understand the potential of the new Silverado to
conquest competitive rivals and help direct communications to the most appropriate prospects.

A REBOUND FOR LARGE SUV’S? THE JURY’S STILL OUT.

Large SUV's were hit especially hard as gas prices soared to record highs in the summer of 2006. Sales
declined as buyers opted for more fuel efficient vehicles. Compete assessed the impact on large SUV
shopper counts as gas prices have risen and fallen over the past year.

When gas prices first spiked in April of
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stabilized as well.

Will large SUV shopper counts continue to rebound if gas prices remain stable in Q1? While many factors
impact shopper behavior, the cyclical nature of gas prices over the past two years have increased the
sensitivity of new vehicle shoppers. Understanding shifts in shopping patterns is critical to recognizing and
adapting to changing market conditions.
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