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SUMMARY | KEY FACTS

TRADITIONAL MEDIA

• The S10 Z71 reached 22.2 million people in the period. 47% of the coverage 

happened in the 2 months after the model announcement. The tonality was 

mostly positive (97%).

• The ‘Design’ aspect dominated the coverage and was also the most 

positive. ‘Powertrain’, ‘Handling’, ‘Value for Money’ and ‘Safety’ completed 

the top five aspects. 

• uol.com.br and José Antonio Leme were the media and journalist that 

delivered the highest message contacts for the S10 Z71 in the period.

• ‘Websites’ led the media type visibility for the model.

97%
POSITIVE

TONE

ARTICLE NUMBER MESSAGE CONTACTS

361 22.2 M

SOCIAL MEDIA

• Social Media coverage generated over 2K posts & stories, with 431.2 M 
Impressions and 2.6 M Engagement.

• The tonality was very favorable (98% of positive coverage).

• The Impressions were generated mostly by the many Instagram stories 
posted by lifestyle influencers, such as Micheli Fernandes, Manu Tamaru, Ivi 
Pizzott and Luly Mello.

• Engagement came mostly from automotive channels that posted YouTube 
videos such as br 4x4 offroad, CAR.BLOG.BR, BF///MS and Opiniao 
Sincera.

98%
POSITIVE

TONE

VOLUME IMPRESSIONS ENGAGEMENT

2084 431.2 M 2.6 M
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TREND & TONE

The S10 Z71 reached 22.2 million people in the period. 47% of the coverage happened in the 2 months after the model announcement, 38% in relation to the launch 
and 15% about test-drives.
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ASPECTS 

TOP ASPECTS

‘Design’ and ‘Powertrain’ are the most commented aspects, ‘Handling’ and ‘Value for Money’ receive positive comments.

Automated Driving

Space/Versatility

Interior/Displays

Body/Weight

Connectivity

Safety

Value for Money

Handling

Powertrain

Design

Design 

"In the style of its American sisters, it should bring the same grille as the S10 High Country, with the brand's 

name written out in full and the little tie shifted in the corner, tires with an off-road touch, and a more robust 

finish, such as a more functional hoof section in the bucket“

(uol.com.br, 18.08)

Powertrain

“The model is produced in São José dos Campos (SP) and comes exclusively with a 2.8 liter four-cylinder 

turbodiesel engine, which produces 200 hp and 51 mkgf. The 0 to 100 km/h is done in 10.1 seconds"  

(uol.com.br, 26.10)

Handling

“It includes ABS brakes with brake distribution system and electronic stability and traction control calibrated also 

for off-road use complete the dynamic package”

(canaltech.com.br, 27.10)

Value for Money

"The model will be sold in Brazil and will arrive for R$260,490, right in the middle of the entry and top of the line 

versions that cost 248,990 and R$270,990, respectively“ 

(icarros.com.br, 27.10)

Connectivity

"When it comes to comfort and convenience, the S10 Z71 has leather seats and the 7" MyLink multimedia 

center with Android Auto and Apple CarPlay compatibility“

(webmotors.com.br, 08.11)

Safety

"The S10 offers most of the standard equipment but lacks the knee airbag and ACC" 

(terra.com.br, 07.10)
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TOP MEDIA

MEDIA & JOURNALISTS

uol.com.br and Jose Antonio Leme (UOL) were the media and journalist that delivered the highest message contacts for the S10 Z71 so far.

TOP JOURNALIST

0 M1 M2 M3 M4 M5 M

Silva, Guilherme

Oliveira, Ricardo de

Sodré, Eduardo

Reis, Alessandro

Monegato, Marcelo

Nery, Emily

Paixão, André

Fagundes, Dyogo

Amaral, Paulo

Parísio, Thiago

Oliveira, Tião

Camargo, Marcos

Tavares, Nicolas

Gama, Paula

Moreno, Thiago

Fontana, Guilherme

Borges, Rafaela

Dias, Diego

Quintanilha, Sérgio

Leme, José Antonio

0 M 1 M 2 M 3 M 4 M 5 M

Correio do Povo (RS)

webmotors.com.br

carros.ig.com.br

estadao.com.br

folha.uol.com.br

noticiasautomotivas.com.br

revistaautoesporte.globo.com

autopapo.com.br

icarros.com.br

olhardigital.com.br

canaltech.com.br

g1.globo.com

O Estado de Sao Paulo

quatrorodas.abril.com.br

Quatro Rodas

msn.com/pt-br

noticias.r7.com

motor1.uol.com.br

terra.com.br

uol.com.br

Print
6%

Online
94%

• The Top 3 UOL, TERRA and MOTOR1 highlighted the 

arrival of the sporty version of the S10 Z71, glimpses 

of the new model and comparative tests with the main 

competitors.

• Quatro Rodas, O Estado de São Paulo and Correio

do Povo were the main highlights in terms of print 

media.

message contacts | millions message contacts | millions

Total: 9.1M
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HIGHLIGHTS
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VOLUME IMPRESSIONS ENGAGEMENT POSITIVE TONALITY

2084 431.2 M 2.6 M 98%

Top Influencers | Engagement

42,4 K

45,8 K

50,2 K

52,3 K

66,6 K

68,1 K

78,4 K

85,0 K

117,9 K

121,6 K

206,9 K

229,3 K

254,2 K

282,8 K

291,2 K

CanaldoCarro Rogério Rocha

AutoPapo

Ramiro X

Auto Super

Gabriel Werneck

ComprecarTV

Acelerados

Quatro Rodas

Andre Gessner

Top Carros

Motor1 Brasil

Opinião Sincera

BF///MS

CAR.BLOG.BR

br 4x4 offroad 4x4 Off-Road

SOCIAL MEDIA*

Social Media coverage generated over 2K posts & stories, with 431.2 M Impressions and 2.6 M Engagement. The Impressions were generated by the many Instagram 
stories posted by lifestyle influencers (such as M. Fernandes), while Engagement mostly came from automotive channels that posted YouTube videos such as br 4x4 
offroad.

Top Influencers | Impressions

7,0 M

7,1 M

8,0 M

9,6 M

10,0 M

10,8 M

11,9 M

13,0 M

15,1 M

17,8 M

20,5 M

25,8 M

27,8 M

72,3 M

91,9 M

iCarros

autoesporte

Lucas Vila Real

Carla Kawamoto

Tami Halabi

Estadao

Ju Barsante

Webmotors

Mih Guizini

Danilo Tamaru

Leonardo Coloral

Luly Mello

Ivi Pizzott

Manu Tamaru

Micheli Fernandes

*All posts about S10 Z71 & 

Stories only from Pantanal expedition
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MEDIA VISIBILITY QUANTITY OF MEDIA COVERAGE PRIME AWARENESS FUNNEL

PRESENTATIONS A message is a thematic unit in which one object is characterized or evaluated (explicitly or implicitly) in a 

specific manner. The size of a presentation usually lies between a substantial mention and a paragraph.

GROSS REACH Calculated number of individuals actually exposed to a media message.

This is derived from:

- The reach of each medium;

- The position, size and prominence of the story;

- The position, size and prominence of the content within the story.

SHARE OF VOICE The relative share of media coverage devoted to one unit within a defined comparison set (e.g. proportion of 

coverage within a set of competitors).

MEDIA TONE QUALITY OF MEDIA COVERAGE

TONE INDEX The average media evaluation of a certain object (e.g. company, product, manager, key message). PRIME TONALITY INDEX MODEL

LABEL AVERAGE SHARE OF POSITIVE COVERAGE

Outstanding > 2.0 100% positive coverage and many excelente evaluations

Very Positive 1.6 – 2.0 Between 90% and 100% of all coverae is positive

Positive 1.2 – 1.6 Between 80% and 90% of all coverae is positive

Less Positive 0.8 – 1.2 Between 70% and 80% of all coverae is positive

Critical 0.0 – 0.8 Between 50% and 70% of all coverae is positive

Negative < 0.0 More than 50% of all coverage is negative

Factual Factual Non evaluative; non influential in tonality index

PR VALUE ® QUALITY OF MEDIA COVERAGE PRIME TONALITY INDEX MODEL

The measurement of the monetary advertisement equivalente

This takes into account

- The tone of the report;

- The editorial credibility as well as;

- The quality of the publication.

NEGATIVE
-1

-2

-3

mainly neg. / minor praise

negative

very negative

POSITIVE

3

2

1

very positive / superlative

positive

mainly pos. / minor critical

0 ambivalent

9 neutral

ADVERTISEMENT GROSS PRICES

Cover page 

presence [Print]

News

presence [TV]

Editorial 

credibility

Publication

quality

NET BALANCE:

POSITIVE MINUS NEGATIVE MEDIA COVERAGE

PR VALUE®

CALCULATED NUMBER OF INDIVIDUALS ACTUALLY EXPOSED 

TO A GIVEN MEDIA CONTENT

Audience of a 

specific medium

Audience of a 

specific report

Audience of a

specific message

MEDIA REACH

SELECT A MEDIA 

SELECT AN ARTICLE

Probability

to see

MESSAGE

CONTACT

REPORT CONTACT

SELECT INTENSITY

Opportunity

to see

METHODOLOGY
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Mainz, Germany
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Oxford, Great Britain
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Zurich, Switzerland

PRIME RESEARCH CN
Shanghai, China

PRIME RESEARCH IN
New Delhi, India

PRIME LATIN AMERICA
Sao Paulo, Brazil

PRIME RESEARCH NEW YORK
New York, USA

NORTH AMERICAN RESEARCH 
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Ann Arbor, USA
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