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About this report Metricomm’

Metricomm'’s approach

* Metricomm’s approach is very different because it focuses on the results generated by communication. Our ability to quantify and validate (using robust statistical
analysis) the impact of media coverage on consumer perceptions and behaviour allows us to translate our ‘gut feeling’ that media coverage is effective into hard
numbers that executives understand and appreciate

* Metricomm is also different in that we use audience data, which is particularly well suited to market-mix modelling and vastly superior to the volume metrics used by
our competitors

+ It follows directly from this that Metricomm is not a media cuttings agency — our system is designed to capture the coverage most likely to be found, seen and read
by audiences in the real world

* This means our numbers are realistic and not the silly ones produced by other methods, which might look good but are meaningless

+ Our own research combined with experience gained through work for clients has revealed that online media coverage is a far more powerful communication channel
than has been recognised or understood, playing a crucial role in driving business outcomes directly or by amplifying the effects of other marketing activities

* Our proprietary toolkit for gathering and analysing media coverage allows us to look at historical data and trends over time. It also identifies the specific named
media which deliver results and permits cost-effective analysis of competitor performance

* This report provides a short example of the kinds of insight we can uncover in our mission to help executives and communication teams leverage the power of media
coverage to support business objectives
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Summary and key findings Metricomm’

Metricomm gathered and analysed online media coverage for all EV car brands in the UK, between 2016 and 2023. At a time when the automotive industry is
struggling to persuade private consumers to purchase electric vehicles, the objective was to quantify the impact of media content on consumer perceptions and
behaviour. Media coverage is a powerful contributor to consumer consideration and in this report, we look at the relationship between the share of online media
audience and the share of search for individual EV brands.

At the top level, the report highlights the fact that the Tesla brand is no longer the force it once was. Metricomm was able to quantify the decline in Tesla’s ability to
influence potential buyers by calculating that its share of online media audience has declined from 17% in 2019/20 to 10% in 2022/23. At the same time, its share of UK
search has reduced from 12.4% to 9.8%. Other brands in a similar position are BMW and Volkswagen- they may still be ahead of the field but competitors, including
Chinese manufacturers, are closing in. Not all brands are doing this badly. Those with the largest net increase in share of search as a proportion of share of audience
included Skoda, Cupra, Citroen and Polestar. Others, including Hyundai and Kia, increased their share of media audience, raising brand awareness in a highly
competitive market.

Our analysis across hundreds of brands has revealed that the relevance of coverage (what it is about) also impacts consumer behaviour. One noticeable trend here is
the growth in high relevance content about the price of EVs. In fact, compared to 2016 when content focused on battery life, cold weather and other performance-
related topics, in 2023 the emphasis is on financial and economic issues associated with EV ownership. The media is reflecting and reinforcing consumer concerns
about value for money and cost of ownership. Another topic which peaked in coverage in Q2 2023 was the problematic nature of EV charging in the UK. A deeper
dive into the sub-topics linked to charging allowed Metricomm to discover that availability of charging points, once the major complaint of early adopters, is no longer
the main inhibitor. Now, the media is reflecting and contributing to motorists’ concerns about the cost of charging, difficulties with payment and issues with charging
at home.

Finally, we looked at how different fuel types are covered in the media, calculating the trend over time for content about electric and hybrid vehicles compared to other
fuel types, including hydrogen and ICE. Electric and hybrid have received most media attention since 2016. Petrol as a topic remains high on the media agenda and
interestingly the topic of ICE has recently overtaken hydrogen in terms of total interest over time.

Under intense political pressure, UK manufacturers need to figure out how to target and convince the minority of buyers currently prepared to purchase EVs.

Metricomm’s insights feed into communication strategy and planning, helping brands position carefully to address consumer concerns and providing early warning

when media outcomes are less than optimal compared to competitors. For more information about how we can support your EV brand, please contact us via
hello@metricomm.com © Metricomm 2024
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UK share of search vs audience generated by UK online media Metr|comm®

coverage for electric cars from 2016 to 2023, including Tesla
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Share of audience

* This chart shows the share of online media audience against share of Google search for leading EV brands in the UK over the eight-year period 2016-2023

* While it appears that Tesla and BMW are well ahead of their rivals on both measures, the bar graphs reveal how the pioneering Tesla brand is rapidly losing
ground to new market entrants. As Chinese manufacturers enter the UK market, even the high-profile media presence of Elon Musk is insufficient to maintain
the dominance of the Tesla brand

* Metricomm research across sectors has revealed a strong relationship between the size of audience achieved by online media coverage and volume of Google

search. Generating search is essential to maintain brand consideration through the funnel, especially for high-value purchases
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UK share of search vs audience generated by UK online media Metr|comm®

coverage for electric cars from 2016 to 2023, excluding Tesla
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* This chart shows the share of online media audience against share of Google search for leading EV brands in the UK over the eight-year period 2016-2023 -
this time with Tesla removed. This shows more detail about the impact of the size of online media audience on search for the remaining brands

* The underlying data reveals that brands which have increased their share of media audience include Citroen, Hyundai and Kia. However, Volkswagen’s share of
audience has halved between 2019 and 2023

* This analysis can also be performed at the level of individual EV models © Metricomm 2024



Change in share of UK search as a proportion of share of audience from Metricomm’
UK online media coverage for electric cars from 2016 to 2023

Skoda 31% Hyundai 9% Mercedes -1%
Cupra * 30% Honda * 8% Ford ¥ 1%
Citreon * 29% Lexus * 7% Toyota ¥ 4%
Polestar * 29% VW * 6% Tesla ¥ 4%
Mazda * 22% Jaguar * 6% BMW ¥ 5%
Subaru * 21% Peugeot * 6% Nissan ¥ 8%
Genesis * 21% DS * 5% Renault ¥ -10%
Nio * 17% Kia * 5% MG ¥ -43%
Audi * 16% Fiat * 2% Mini ¥ -55%
Volvo * 13% Abarth T 1% BYD $ -176%
ORA * 12% Vauxhall * 1% Smart ¥ -318%
Porsche * 10%

* This table shows the net change in share of UK search as a proportion of share of audience for leading EV brands since 2016, clearly highlighting the winners
and losers in terms of consumer consideration

+ Brands which are gaining consumer interest are Skoda (+31% share of search), Cupra (+30%), Citroen and Polestar (both +29%)
* At the opposite end of the table, share of search is declining for Smart (-318%), BYD (-176%) and Mini (-55%)

+ These competitor insights have previously been invisible to automotive brands and reveal how media relations strategy is a vital component of driving
consumers through the funnel at a time when there is growing reluctance to purchase EVs
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Relevance of online media coverage around the price of electric vehicles Metricomm’
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The above chart shows the change of very highly relevant UK online media coverage as a percentage of coverage about EV prices, between 2016 and 2023

* This chart shows the evolution of a key issue in online media coverage, which is increasingly dominating content about EVs. There is no doubt that price is a
major inhibitor to purchase, with media reflecting consumer concerns as well as reinforcing perceptions that EVs are expensive

+ The increase in very high relevance coverage about price means that journalists are increasingly writing about this topic. We also know that the higher the
relevance of a topic, the more likely it is to prompt Google search. In other words, it is highly likely that consumers are reading about EV prices in the news and
using search to obtain further information to inform their decisions

* Metricomm can also identify the topics and issues that are appearing most prominently and driving consumer behaviour for individual brands and models
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Share of audience by relevance of the price of electric vehicles Metricomm’
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* The above chart shows the annual share of audience for low, medium and highly relevant UK online media coverage around the topic of EV price

+ Between 2016 and 2023 the share of audience for medium/highly relevant coverage about the price of EVs has grown from 30% to 50%, which is an increase of 66%
* Over the same period the proportion of highly relevant coverage about the price of EVs has increased from 10% to 24%, which is an increase of 140%

* This and the previous slide reveal how the price of EVs has grown from a relatively minor to a major topic in UK online media coverage over the past five to eight years
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Change in topics for electric cars in UK online media coverage from Metricomm’

2016 to 2023
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* The above chart shows the consistency among the range of metrics used to measure the change in content for topics, themes and issues related to EVs
between 2016 and 2023. For each topic, the size of media audience, relevance (what the coverage is about) and coverage volume are moving in parallel

* It reveals a clear and strong shift in emphasis towards financial and economic factors — in other words the cost of ownership. Topics including price, tax and
value are increasingly appearing in media coverage and shaping consumer perceptions around EV brands

* On the other hand, topics which dominated coverage in the days of early adoption, including cold weather, battery life and hybrid, are now less frequently
reaching the interested audience for EVs

* The message to manufacturers is clear — the concerns about costs associated with EV ownership must be addressed to make them a viable alternative to ICE for
many consumers
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EV charging point problems reported in UK online media from 2016 to 2023 Metricomm’
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 Another issue which is increasingly prominent in media coverage about EVs is problems with charging points. This has risen steadily since 2016 as motorists'’
frustrations about the inadequacy and unreliability of charging infrastructure are reported

* This content reached a peak in Q2 2023. The following slide looks at the specific issues around charging in more detail

* Metricomm insights allow brands to track the development of key topics and issues in media coverage over time, to help determine a suitable response and to better
understand what is most likely to be influencing consumer purchase decisions

© Metricomm 2024



EV charging point problems reported in UK online media from 2016 to 2023, Metricomm’

by association
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* This chart shows the sub-topics associated with EV charging in UK online media content between 2016 and 2023. Trends over time are important and allow
the communications team to see how consumer preoccupations are shifting

+ Charging time has always been, and remains, the biggest headache for motorists. This is followed by charging costs and the difficulty of making payment
* While the shortage of charging points remains a problem, the media are now covering it less than other issues
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Change in EV charging point problems reported in UK online media, Metricomm’

by association: 2016 compared with 2023
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* This chart shows the net change in EV charging problems reported in the UK media, revealing the difference between media content in 2016 and 2023

* Metricomm is able to quantify on a like-for-like basis the relative incidence of these topics in media coverage. As we saw on the previous slide, there has been
a significant drop in share of content about the shortage of charging points. In 2016, 17.3% of content mentioned the topic, compared to only 3.7% in 2023

* Issues with payments are increasing over time and issues with charging costs have also increased. In 2016, 21.3% of coverage mentioned these and this share
had grown to 26.6% in 2023

* Another significant increase in reported problems is related to home use of charging points

12 © Metricomm 2024



Cumulative relevance for types of fuel, by audience, in UK online media Metricomm’

coverage from 2016 to 2024

100
90

80

70 . = Hydrogen

Diesel

60 Petrol
efuel

50 Synthetic fuel

Electric

40
LPG

30 Biofuel

——Hybrid

20 —|CE

* A key debate in the UK and elsewhere centres around which type of fuel will be used in future. The pros and cons of various fuel types are often covered by
the media

* This chart shows the relevance over time for different fuel types — in other words, the extent to which media content has been about each type of fuel

* Electric and hybrid have received most media attention since 2016. Petrol as a topic remains high on the media agenda and interestingly the topic of ICE has
recently overtaken hydrogen in terms of total interest over time

* Metricomm can provide deeper analysis of how these topics are being treated in coverage, including which brands and models are associated with them

13 © Metricomm 2024



For questions and to discuss commissioning analysis of your own Metricomm’
media effectiveness, contact: hello@metricomm.com Strategic insights about media impact
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