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CHRYSLER GROUP 
OVERVIEW 
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Ram & FIAT Brands 



Jeep & Chrysler Brands 
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DIGITAL MARKETING TRENDS 



Digital Growth by Markets 
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Digital Adoption by Platforms 
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Mobile is a Foundational Platform 



Mobile Enables Social 
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Mobile is” Always On” 
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Digital Platforms 
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Investments in Mobile Advertising 
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DIGITAL SOCIAL PLATFORMS 
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People are tweeting 140MM 
times a day 

• 25 billion tweets in 2010 
• 1 billion tweets sent a week 
• 155 million tweets daily 
• 177 million tweets sent on March 11, 2011  

http://blogs.timeslive.co.za/pendock/2011/01/31/twitter-backlash/


     40 hours of video uploaded to YouTube 
     every minute … 



Facebook is Global 
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• 800 million global unique users 
• 750 million photos uploaded to FB Jan 1-4 2011 
• 32 minutes per visit 
• 700 billion minutes per month 



Usage on Social Platforms 
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Source: Harvard Business School: Digital Marketing 



     300MM people playing Zynga games 

• People used to 
spend $60 on 
games, now it’s 
$60 in games 
 

• 40% of FB time is 
spent playing 
games 
 

Digital Social Gaming 



GROUPON & Living Social 200MM Subs… 

• GROUPON/LS 
launched in 2009 

• 1.2b 2010 rev. 
• 1/3 international 

revenues 
•  90% of the 40k 

people who bought 
this deal had not 
heard of the film 
before 

 

Digital Coupon- Future? 



Internet-Connected TV 
LG & Toyota 
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Digital Convergence- Emerging Future 
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http://www.youtube.com/user/chrysler


The 2011 Super Bowl Network Ratings 
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•History was made Sunday night on FOX when SUPER BOWL XLV 
averaged 111.0 million viewers to become the most-watched program 
in the history of American television.  

 

•Super Bowl XLV averaged a 46.0/69 HH rating nationally, tying it for 
the highest Super Bowl rating in 25 years  

-  47.4M were adults age 25-54 

 

•By 9:30pm total viewership increased to 117.2 million viewers, the 
largest audience ever for any portion of a Super Bowl. 

http://www.google.com/imgres?imgurl=http://i10.photobucket.com/albums/a110/Dallasbrink/SUperBowlXLV-1.jpg&imgrefurl=http://forum.dallasmetropolis.com/showthread.php?t=7917&usg=__2wuW2PCcNpmObHeRU1HJR7S7WZE=&h=800&w=800&sz=32&hl=en&start=1&zoom=1&itbs=1&tbnid=agMhClT4qZa3ZM:&tbnh=143&tbnw=143&prev=/images?q=2011+super+bowl+logo&hl=en&gbv=2&tbs=isch:1


Press Comments 
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“Super Bowl Ad Stories: Chrysler, Eminem Break an 

Awkward Silence in Detroit”.  Fast Company 

“What Politicians Can Learn From Chrysler Ads…The 

reason Chrysler’s 2 min Super Bowl Ad is getting so much buzz 

today isn't just because it had Eminem– or iconic monuments from a 

once glorious downtown Detroit.  It’s because it had a story of hope 

and redemption”.  abcnews.com 

“Eminem Praised for Chrysler Super Bowl Ad, 

Advertising experts says Rapper Appears  Really 

Authentic…the spot did a good job coming up with a way to 

reposition Chrysler.. He’s authentic to a younger generation, which is 

what Chrysler needs.  The toughest demo for them is not 

grandmothers, but younger kids who already listen to Eminem and 

might otherwise buy foreign cars”.  MTV.com 

http://www.fastcompany.com/


Google Confidential and Proprietary 

…More Than any Other Super Bowl Advertised Vehicle 
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Search Interest Growth - Google 
Feb 1 – Feb 13, 2011 

Source: Google Insights For Search 



Google Confidential and Proprietary 

Search Interest Drives Vehicle Consideration 
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The First 24 Hours: 

Via YouTube, our Chrysler 200 spot has been viewed 
more than the Top 3 Chevy spots…COMBINED. 

= 4,079,611 

= 2,373,028 + + 
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We Have The 2nd Most Viewed Video On YouTube 

That‟s globally… 

 

and behind only the 

Christina Aguilera 

botched anthem 



The Ad Covers Key Audience 
Demographics 

40 Source: YouTube Insights 
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Mobile Devices Ranked The Third Largest 
Traffic Source For YouTube Views 

 

15% views came via a mobile device (in first 24 hrs.)   

 

 



Google Search Engine Results 
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•Search is up 500% Pre to Post game  

•Click throughs are up 8,000% 

 

 

 

 



Social Media Activity During the Hour the 
Commercial Aired 

• “Born of Fire” spot most widely discussed Super Bowl Ad online, generating 20K tweets 
and over 40K mentions within the online space overall.   

•The video was shared on Facebook over 145K times with over 900 “likes” 

•Over 75% of all comments were positive. 

•Activity is growing so rapid – New metrics available COB Today 
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Summary 
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YESTERDAY’S THINKING Emerging Concepts 

Shopping is an individual process  
Shoppers collaborate with other “players” 

(consumers and brands) 

Shopping/decision-making is a chore,  

a mere means to an end 

Consumers are intrigued by the paths they 

discover to being smart and savvy shoppers 

The decision-making process is rational  

and takes time to make the right decision  

A vast network is employed to steer shoppers 

toward the right decision  

The Internet overwhelms people  

with too much information  

The Internet helps consumers navigate their 

choices, resulting in faster, less impulsive 

decision-making 

• Digital Information Highway 

• Digital Asymmetrical 

• Digital DNA 

• Digital Predictability 

• Mobile Engagement 

• Digital Localisation 

 



Thank you! 



Appendix 
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Consumer attention is fragmenting …  
 

 

1. All media is mobile Always On 
 

2. Location based services are growing rapidly and approaching 
real scale (Foursquare, Gowalla, Shopkick, etc.)  
 

3. Groupon and LivingSocial are increasingly driving local 
advertising business 
 

4. Photo sharing helps consumers share moments and products... 
at scale (Instagram, PicPlz) 
 

5. Social gaming is both mass, and increasingly ad friendly 
(Zynga, Angry Birds) 



… rapidly to scaled audiences 

7.  Social commerce is not a fad (FB Deals > $100MM first week) 
  
8.  Crowdsourced reviews drive business (Yelp, Angie’s 
  List, Metacritic/Flixster) 
 
9. Geo-fenced opt-in mobile messaging is becoming  

commonplace and useful to retailers 
 

10. Targeting by location, interest, transaction history, and  other 
social signals is here today 
 

11. Interest graphs are replacing social graphs when it comes 
reaching consumers with products 



The inclusion of social features is not a question of „if” or “if not”. The question is 

more how we can expand beyond the standards of “like” and “share” in order to 

enrich the television experience. It is also important that the user can always decide 

how deep an interaction with social networks gets. 

The user can see if friends are watching a certain program and can even watch it 

together with them. He can see live video pictures that allow him to share his 

reaction to what happens immediately. It‟s just like being together – no matter how 

far apart they are in physical space. 

Social Integration TV Experience Concept 

Click image for link 

Click image for link. 

Today, most recommendation and targeting systems focus on the products: 

Commerce sites analyze our consumption patterns and use that info to figure 

out that, say, viewers of Iron Man also watch The Dark Knight. But new work by 

Maurits Kaptein and Dean Eckles, doctoral students in communications at 

Stanford University, suggests there‟s another factor that can be brought into play. 

Retailers could not only personalize which products are shown, they could 

personalize the way they’re pitched, too.  “Some book buyers felt comforted by 

the fact that an expert reviewer vouched for their intended product. Others 

preferred to go with the most popular title or a money-saving deal. Still others 

responded best to being hit over the head with a simple message (“The Hunger 

Games is a fun, fast read!”). And certain pitches backfire: While some people rush 

for a deal, others think discounts mean the merchandise is subpar. By eliminating 

persuasion styles that didn‟t work on a particular individual, Kaptein and Eckles 

were able to increase the effectiveness of a recommendation by 30 to 40 percent.” 

Next Generation Targeting: Persuasion Profiling 

“Data-isation” 

http://lab.syzygy.de/en/approach
http://www.wired.com/magazine/2011/04/st_essay_persuasion_profiling/


OFFLINE DIGITAL 

 

• TV/Print Stories 

• Salesperson 

 

• Search Engines 

• Consumer Portal Site 

• Digital Articles 

• Video by Manufacturer/Experts 

• Reviews on a Brand Site 

• Enthusiast/Consumer Report Site 

• Brand /Retailer Site 

• Podcasts 

 

• Print Circulars and Coupons 

• Physical Store 

 

• Mobile Coupons 

• Barcode Reader 

• Deal Collection emails 

• Digital Coupon Sites 

• Auction Sites 

 

 
• Word of Mouth – With those 

who own or do not own product 

• Used/Tested Out Product 

 

• Videos generated by Consumers 

• Consumer Reviews 

• Chat Rooms/Message Boards 

• Blogs 

• Discussed via Social Net Sites 

• Company’s Facebook Fan Page 

 

Tools empower users across their purchase path to discover, 
evaluate and socialize  



Implications 

• Marketers should be contributors to the social ecosystem by identifying the most 

trusted sources for consumers and becoming part of the conversation. 

• Create reward systems that deliver the “consumer win” by making the consumer feel 

special – such as tailoring deals to their expressed interests and encourages viral 

sharing 

• Marketers don‟t necessarily need to be considered a consumer‟s “friend,” but should 

leverage the right media to aid consumers – like expert reviews. 

• Online sources influence purchases just as much, if not more, as offline sources so it‟s 

important to make sure your brand is part of the online dialogue  

• Leveraging brands as contributing members of 3rd party communities (e.g., fan pages, 

microsites, etc.) is a novel way for brands to offer a more personal and authentic view  

• Consumers use discover tools most often when gathering information and narrowing 

down options, but your presence doesn‟t need to be purely rational. It can and should 

delight emotionally.  


