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Shenan: The things that are weighing on a lot of us is how do we get to make sure that we have
really true cross-media measurement? And | think that's a continued push that we'll all continue
to fight for.

Matt: To thrive in a rapidly evolving landscape, brands must move at an ever-increasing pace.
I'm Matt Britton, founder and CEO of Suzy. Join me and key industry leaders as we dive deep
into the shifting consumer trends within their industry, why it matters now, and how you can
keep up. Welcome to The Speed of Culture. Up today on The Speed of Culture Podcast, we're
joined by Shenan Reed, the Global Chief Media Officer of General Motors. With decades of
experience in the digital transformation and media strategy space, Shenan shares how GM is
leading the charge in a rapidly evolving automotive industry, from electric vehicles to
innovative media approaches. Shenan, so great to see you.

Shenan: Nice to see you as well. How are you?

Matt: Good, good. And we are here at Media Week in New York City. And as somebody who is
the chief media officer of General Motors, imagine this is an interesting place to be. How much
time do you spend going to conferences like this on an annual basis?

Shenan: Probably more than | should, to be honest. This year, I've been to a good number of
conferences. | sit on a few conference boards. So | sit on the board of the ANA, | sit on the
board of the IAB, so | go out of my way to make sure that | attend those. And | think the ones
that are specific to the industry are important. | think for this one, | don't have a lot of time to
spend to stay here, unfortunately. | wish | could because | think the content is going to be really
great today. It is something I'd love to send my team to. And | think these types of
opportunities to get people in a like-minded field together and have conversations, not
collusion, but conversations around what are we all trying to accomplish. How do we push the
industry forward? How do we think of new ideas and new ways of approaching things? There's
just so much richness that can happen in these moments and inspiration.

Matt: And at conferences like this, even though you can't necessarily stay for all the panels, I'm
sure you have elevator conversations and the like.

Shenan: Of course.

Matt: What are some of the trends that you hear people focused on media talking about here
in 2024 that you think you need to pay attention to heading into 2025?

Shenan: So you mean other than Al? Because | think it's going to be the decade of Al. Like
everybody wants to talk about it. Okay. So other than Al.

Matt: Well, Al is kind of a layer also that touches everything.

Shenan: It is. And it's going to touch measurement. It's going to touch on optimization. It's
going to touch on planning. It's going to touch creativity. It's going to touch everything we do



in marketing from soup to nuts. Right. And | think it's exciting. | think it's an enablement tool if
we get it right. And | think there are cautionary tales of how to make sure you don't overtrust it
or overemphasize how you use it, but you make sure that you use it appropriately. That said, |
think the things that are weighing on a lot of us is how do we get to make sure that we have
true cross-media measurement. And | think that's a continued push that we'll all continue to
fight for. In the adage, half of my advertising is wasted. | just don't know what we have, right?
Exactly. | want to make our, exactly. | want to be part of the generation that says we figured out
which half was wasted and we don't do that anymore. That's what we want to be a part of. And
| think the future of measurement and the future of what we can do in that space and the
connectivity across our partners, there's some great work coming out of the ANA. By
marketers, for marketers, with the Aquila product that we're super excited to see get into the
pilot stage next year. And | think that's going to be an opportunity for marketers to start to
control their region frequency in ways we haven't been able to before.

Matt: For sure. And speaking of Al, | think one thing that's going to be unlocking already is to
some extent is personalization. Absolutely. So we've been talking about it for so long, but, you

Shenan: know. We've tried to do it for so long.
Matt: Exactly.
Shenan: But in really expensive and complicated ways.

Matt: Yes, exactly. And | see a world where putting aside more traditional broadcast media but
say something like email marketing. There's no reason why and | should get the same exact
email from a company based on all the signals I've given, whether it's to the company or
through third parties. And | think once you play that out in terms of a consumer journey, you
can do some amazing things if companies can take the time to invest and unlock it.

Shenan: | think on the CRM side and the email side, like we could be able to do those things for
along time. It is the cost of doing it that has been prohibitive, right? Getting to the creative,
getting the ability to do the segmentation, being able to send a single email as opposed to
clusters of 100 or 500. If you're truly in an opted-in first-party relationship with somebody
you've given your email address to, you're not creeped out by them sending you an email that
says, hey, | know you and | think this thing would be good for you, right? You're expecting that
kind of service. That is truly service from a company that you've developed a relationship with.
But the cost of a company to do that has been outrageous. That's where Al starts to really
make this entire thing real and approachable. It won't cost us a gazillion dollars to get 1,500
different versions of a creative asset or even a single creative asset for everybody who's in your
database.

Matt: Well, | think it's more the latter because | think, yes, when you could do personalization in
a pre-Al world, maybe there's like modules. And if this person equals this, they get this module
versus that. Yeah, it's a decision tree. Exactly. Where now you can actually have something
custom bespoke created for each individual with prompts that are pulling certain points,
whether about your product or content.

Shenan: Totally.



Matt: Or in the case of your industry, when did you buy your last car and how many miles you
have on? Do you buy an SUV or do you buy EVs? There's so many different levers you can pull.

Shenan: It's simple things. It's due for an oil change.

Matt: Exactly.

Shenan: Come on in.

Matt: Yes.

Shenan: Right?

Matt: Absolutely. And, you know, when you talk about like oil change as well, like | think another
thing that Al is definitely going to bring out with service driven companies is just the ability to
provide better service through Al, through chatbots and things of that nature. | know my hope
for the consumer is in the next 12 to 18 months, you will no longer have to make a phone call,
press zero a hundred times to get to the operator. You will always be able to connect with
something. It might not be a person.

Shenan: Right.

Matt: But some method that can help you get to what you want to from a service perspective.
Shenan: Some kind of smart solution.

Matt: Exactly.

Shenan: Right. At the other end. Because you're right. How many of us are trying to hack what
number to push to get to a live human?

Matt: Yeah.
Shenan: On any telephone. | love your example of pushing zero.
Matt: Yeah.

Shenan: Do | push zero? Do | push pound? Do | push? Like, there's got to be a number that gets
me to a person.

Matt: Yeah. And what's interesting about those experiences, they're usually with companies
that are sort of monopolistic in some form. So it's the cable company or the energy company
that has no competition. So they don't need to do the other thing about it.

Shenan: Yeah.

Matt: Or companies that do that, if they don't deliver great value, they're going to be out of
business. Somehow they figure out a way to get these things going a lot more quickly.



Shenan: Correct. Yeah. Yeah.

Matt: So let's switch gears a little bit to you. So | see that you were the owner and founder of
Morpheus Media was a media agency for over a decade from 2001 to 2014. Tell us about the
experience of you starting and running a company and how maybe that's different than the role
you're in today, which | know is probably vastly different.

Shenan: Vastly and not so vastly.
Matt: Okay.

Shenan: So go back to March of 2001 when we founded Morpheus. | got into the digital media
industry back in the early days of 99.

Matt: At the dawn of the internet.

Shenan: Yeah. | mean, look, the agency that | worked for called Mass Transit back then was
actually founded in 94. So you're going to talk about the early digital media. Like they were on
the cutting edge of it. It was super interesting to be in that space at that time because there
was the question like, is this internet thing real? Do we need to be advertising on it? Like keep
in mind, Google wasn't taking advertising at this point, right? It was just a search engine for
nerds, right? There was no advertising on that platform. And | think that's a super kind of
interesting moment to be in. My first client to give you an idea of this timing was AltaVista.

Matt: | remember them well.

Shenan: The search engine AltaVista. And my mission was to get them into the media metrics
top 10 by buying unique clicks only for a million dollars a week. People would kill for a $52
million budget at this point today, right? 2024.

Matt: The gold rush of the internet boom.

Shenan: Totally, right? Every company was getting money out the wazoo and everybody was
trying to win and da, da, da, da. And then of course it all crashed around us. So we were in this
moment, late 2000, early 2001. And myself and a couple of partners looked at each other and
said, hey, what do we do? And we had this opportunity from the agency that we were working
at to pick up a couple of clients because they were going to turn into a consultancy. We still
very much believed, even though all of this collapse was happening around us, that digital
media was going to have a long-term future. We did not. And | love going to speak at classes
on entrepreneurship because they're like, what was your business plan?

Matt: Right.
Shenan: Right.
Matt: You didn't have one.

Shenan: | was like, no, | had, | was trying to just make the bill.



Matt: We'd like to see another day.

Shenan: Right. Pay the bills. Keep the lights running. Make sure you have water to drink and
food to feed yourself.

Matt: Exactly.

Shenan: And just keep going. So yeah, we kicked it off and we had the New York Times and
Hertz Car Rental as our first two clients. And then the next thing we knew we had Damon
Marcus and that led to more luxury fashion retail, et cetera. But think about those early days of
digital media. | get so excited about this space. Like some of the problems that we were trying
to solve for then created some of the problems that we have today, but also were the
backbone of the solutions that we have today. Right. Like | feel bad that we were so dependent
on cookies because cookies are delicious, but they've never been good for you. And so like we
do have this moment where we need to kind of reset and say, okay, what is a world where we
can actually get to these places? But we also got overly dependent on audiences and targeting.
Like | think audiences and targeting is great. | want to create a great consumer experience for
you, but the world of contextual is still really important.

Matt: Yeah.

Shenan: Right. And being in the right place at the right moment. My grandmother used to tell
me, show me who your friends are and I'll show you who you are.

Matt: Yeah. Psychographics versus traditional demographics.

Shenan: And my mother was one of the people who actually invented and coined the term
psychographics.

Matt: Oh, wow.
Shenan: So definitely an area that I'm super passionate about.
Matt: Amazing.

Shenan: So | think there's this moment where we had this opportunity to kind of really invent
how we were going to measure and monitor this space that we're in. And | think we did a really
good job of it. And yet | think there's still opportunities to improve it. The really true value is at
the end of the day, running Morpheus, we got to be about 200 people. It was an incredible
business, research, social, programmatic, analytics, SEO. We were a digital media shop, digital
native kids, totally at the heart and soul of it. And then when | sold it and | moved over to one of
the big holding companies, | was like, my first job at a big holding company was at MEC, which
is now Wavemaker. And | remember the CEO, Marla Kaplowitz, who is currently the CEO of the
4As, turned to me and she said, what does this job look like in three years? You're the president
of digital for MEC. What does this job look like in three years? And my answer to her was, it
shouldn't exist. You shouldn't have a president of digital because it's all digital.

Matt: Yeah, exactly.



Shenan: It's all going to be digital. And look at where we are today. The future of your media
leadership is coming out of the people who have been your digital natives.

Matt: Exactly.

Shenan: And | think that is the trajectory that we're going to continue to be on. And | think it's
super exciting.

Matt: Yeah, | mean, it's interesting because some media planners today still bifurcate traditional
media and digital media.

Shenan: Right, and you can't.
Matt: You can't, right.

Shenan: You can't. Also, we talk about like, well, we have brand media and performance media.
No, it's all performance media. It may be performance to drive brand awareness, to drive brand
lift, to drive brand consideration, but still you've got to measure what you want out of things
and getting that measurement correct is huge.

Matt: Absolutely. So after your time in the agency space, you spent some time in the beauty
space at L'Oreal.

Shenan: Yeah.

Matt: And from looking at your background, that was kind of your first foray to go deep into
the beauty space. How did that opportunity come about and what kind of gave you the
confidence to jump into that role?

Shenan: This is where my background's a bit misleading. So my mother was the manager of
customer-specific data for Clairol. Oh, wow. So | was pretty close to the beauty space growing
up and very much in love with that space. One of my first clients at Morpheus was seven
L'Oreal brands. We launched digital media brand seven at L'Oreal.

Matt: Well aware of how they worked.

Shenan: And then when | moved to Wavemaker, Wavemaker won. Won the L'Oreal business in
total. And | eventually became the president of the L'Oreal business at Wavemaker. Took a stint
at Publicis for a couple of years to work on Verizon and GSK. And then got a phone call from
L'Oreal asking me to come in-house and lead the media business in-house, which was an
incredible opportunity. So | had been around beauty and specifically around L'Oreal for close to
20 years by the time | went in-house. It's an incredible business.

Matt: Yeah.

Shenan: Incredible business. And so exciting to be on the inside of a fast-moving consumer
packaged goods company that's on the cutting edge of so much in digital and media and really
pushing the envelope. And the opportunity to run it from the inside and make some of those
decisions on let's trial, let's push, let's change, let's drive. It was an exciting place to be.



Matt: I'm sure. And of course you joined in 2020.
Shenan: August of 2020.

Matt: August of 2020. So you're in the heart of COVID. And obviously | know the beauty
business was impacted because people weren't going to work every day, although you had like
the Zoom ready looks at the same time. What was it like being at the head of a media arm of
L'Oreal during COVID? And what was some of the lessons you took away?

Shenan: So here's what's interesting. So yeah, | started in August of 2020 and we were back in
the office at 25% capacity at that point. So it was kind of an interesting moment. Of course,
they're down in the Hudson Yards building.

Matt: Yeah.

Shenan: It is just a peak of safety as far as filtration systems and outside air and all of that goes.
It was a great place to be. You think about the beauty industry and the first thing that comes to
mind is, you know, lipstick and eyeliner. And of course you want to be a Zoom ready, sure.

Matt: Right.

Shenan: But skincare and self-care became so important during the height of the pandemic
that the skincare businesses across the industry, the skincare businesses, really took off. You
have to keep in mind, L'Oreal owns brands like CeraVe and the importance of people started
washing their face more. They started moisturizing more. They started using their serum.

Matt: They had time.

Shenan: Well, and also you're staring at yourself all day. When we're in person, I'm looking at
you, you're looking at me. | don't notice the wrinkles.

Matt: You look fine.

Shenan: Thank you, no to you. But like, | don't notice the wrinkles | have right now. Now all of a
sudden I'm staring at a camera at myself all day.

Matt: Right.

Shenan: I'm thinking about, oh my gosh, | really want to get rid of that dark spot or how do |
make my skin look more supple? How do | do that? And so it was an exciting time to watch the
business go through an interesting show.

Matt: So as a side note, | mean, you've mentioned your mother several times during this
interview already and how her career and her learning is definitely rubbed off on you. Talk to me
a little about that relationship and how you think it impacted professional you are today.

Shenan: Yeah. | mean, my mom was an interesting, and | just lost her on September 10th.

Matt: I'm so sorry to hear that.



Shenan: Yeah, no, no, no. It's kind of a great moment to be able to celebrate her a little bit. Her
career was super interesting. My mom, both my parents actually only had about two years of
college before they dropped out and went to work on the family farm. And then a few years
later, had me and decided to move to Texas. My dad is the consummate salesman. He can sell
ice to Eskimos and he's a master of many trades and super talented. My mom is a data nerd, like
really, really deep data nerd, but didn't know she was a data nerd.

Matt: Kind of like art and science combined.
Shenan: Totally.
Matt: You're the culmination.

Shenan: The culmination of all of it. So she had this moment working part-time at Clairol,
managing like small accounts in Houston. | grew up in Houston. She was managing these small
accounts in Houston, making suggested orders. And she started getting their scanner data. So
this is like the mid eighties, right? And she's starting to get this scanner data in, and she's trying
to figure out how to read it and what to do with it. And she started creating all of her own
reports for, we had a little Macintosh computer in the house. She's building all of her own
spreadsheets and she's determining, that in stores that have a heavy Hispanic population, she
needs more facings of brown hair colors in the center and fewer facings of the blonde hair
colors at the top and a few more facings of the reds at the bottom. And she just starts
optimizing planograms. Clairol takes notice and they go, we need somebody who manages this
consumer data. We don't know what to do with it. And she gets this job in New York. And so
the whole family, I'm an only child. So all three of us pick up and move to New York. And I'm
now in my early twenties and my mother's working on Park Avenue for Clairol. As the first ever
manager of customer specific data.

Matt: That's amazing.

Shenan: They then get purchased by Bristol Myers Squibb. She keeps that same role, but
expands across Excedrin and all of these other kind of amazing consumer products. And she's
helping to drive their business in ways that | don't think any of us could have imagined using
that type of scanner data along with Nielsen and IRl and Scarborough and Claritas. Like she's
using all of the tools.

Matt: Big data before there was big data.

Shenan: Correct. Yeah. She literally had terminals in her office. So there was a terminal to
Walmart and a terminal to Target. Wow. Data couldn't be commingled or managed.

Matt: It's a cool story.

Shenan: She couldn't log into it anywhere else. It was really cool stuff, but it was amazing to
see what she could figure out about consumer patterns and consumer behaviors at the grocery
store level, all the way down to like an area, a trading area for that grocery store. | remember
learning about trading areas from my mom, right? Like you're not going to cross, you can't draw
a natural circle because a natural circle isn't a trading area. Because if there's a bridge, people



don't cross the bridge to go to the grocery store. | live closer to New Jersey than | do to Long
Island Sound, but I'll drive through Westchester, then | will go over the bridge- Right.

Matt: Wow. | mean, there's a lot of takeaways there. We have a lot of younger listeners to the
podcast, just in terms of how to carve your niche and find your way. And | think what | take
away from that story is you find the thing that you love the most in an organization where you
think there's potential and you stick with it and that becomes your thing. And every time, if you
believe in that thing and that thing, whether it's Al or big data or whatever it may be, there will
be arole for that. If you're known as the person for that thing, you can go along for the journey
at the regularization.

Shenan: I'll say for your younger listeners to always learning, always learning. My mother took
every Excel class ever offered. Now | learned how to do pivot tables from my mom. | taught my
mom how to do the concatenate formula. We were constantly tinkering with Excel data
together. If one of us had a problem in how to do something in Excel, you can guarantee you
we were on a call together trying to tinker it out. And so we had these moments where we
would go back and forth on all of the data. And | remember asking her, | was like, how do you
keep up to date with this? She goes, | take every Excel 101 class that Bristol ever offers. And |
was like, why?

Matt: That should be a mess of your craft, right?

Shenan: You're an expert in Excel. You could teach the class. Yeah, but in those moments,
there's always that one case study that somebody is doing something differently. You've never
had to do that thing before. You wouldn't have thought to do it that way. And sometimes those
really one-on-one classes make a difference.

Matt: We'll be right back with The Speed of Culture after a few words from our sponsors. So |
would imagine all that background in data, and obviously you're clearly articulate and you have
the sales side to you as well. So you have the best of both your parents. I'm sure all that plays a
role in your current role at General Motors. So you joined as Global Chief Media Officer at
General Motors in January 2024. What was the impetus behind you making that shift? You
were at L'Oreal where obviously you had a lot of history and passion for it and you got the call.
Talk to us about that decision-making process that gave you the conviction to make the jump.

Shenan: Yeah. So it was an interesting call. So | spoke to Norm, who's the chief marketing
officer. And interestingly enough, we had never come across each other in the industry before.
Like we had kind of been shifts passing the night, lots of friends in common. Right. And so
somebody introduced us and said, hey, Norm's in the process of building this kind of marketing
transformation over at General Motors. He's looking for people who know the media space
because he's just curious how different companies are doing it. So | really just had a
conversation with him about how we were doing at L'Oreal. It's not a competitive space.

Matt: Right.

Shenan: People in our industry talk to each other to help each other. Right. I'll talk to somebody
who's not in a competitive space to get ideas and build on each other.

Matt: At a conference like this or wherever.



Shenan: Absolutely. And so we just got on the phone to chat about it. And by the time we were
done, | said, look, if | can ever be of help to however you build this organization, whoever ends
up in all the different roles that you intend to build, please let me know. | grew up working on
General Motors cars. And | sent him a photograph of a 69 T-Tab Vette that my dad and | did a
frame-off restoration on that drove me to my wedding. Because who needs a limousine when
you have a red Corvette?

Matt: Right.

Shenan: And | sent him a note and | was like, ook, it's a 69 T-Tab Vette. It's got a 75 Chevy
truck engine in it that's been bored and stroked to be a 383. And it's painted in Cadillac Fire
Mist Red, which was a color in both 64 and 85. So | like cars.

Matt: Right. Clearly.

Shenan: | know the simple answer. | still drive a 65 Pontiac Tempest. My dad still has a 68
Firebird and we still have the 69 Vette. Unfortunately, in this last hurricane, we lost a 68
Chevelle for breaking. But cars have been a heart and soul, a part of our family my entire life,
specifically General Motors cars. Like, | just have a passion for your business. Right. And | got a
phone call back and said, hey, we're looking for a head of media and would love for you to
consider it. And by the way, you can do this job remotely. | have a daughter who's in high
school. New York is my home. Like, I'm not in the process of trying to find a new place. And so
they made me a really interesting opportunity. And it's like, this is a chance to take everything |
love about media and marketing and advertising and what | do in the media space and pair it
with a company that I'm super passionate about. Not that | wasn't passionate about L'Oreal.

Matt: Sure.

Shenan: Still am. Support that company 110%. I'm so excited to see what their future is. But like,
| had gotten to a place where the company was set up and ready to run. Yeah. And the team
was on a tremendous path. And I'm excited to continue to see them succeed. | get to build this
one from scratch. And that's fun.

Matt: Fantastic. So the chief media officer role is not one that exists at every company. True.
What is the role entail? And how are you spending your time? What does success look like?

Shenan: Yeah, it's an interesting space. And when you think about the, and we were just talking
about this on the panel here today, and it's, | think, one of the interesting conversations. You
had three chief media officers on a panel today. You're right. We don't exist in every company.
Why do we exist at all? And | think the reality is that for many companies, the dollars spent in
media could be their second or third largest expense line.

Matt: Yeah.

Shenan: Right? The complications that exist in the space in what we do, when you consider
everything we just talked about and the explosion of digital, the future of Al, everything that's
happening in the consolidation and fragmentation of media at the same time, in any one place
we're contracting, in any other place we're expanding, and it changes every day. The tools that
are offered, da, da, da. So | said on the panel today, if you look at the ways and places that



wehave to place media today, there are over 75,000 permutations of ways and places to place
media.

Matt: One second in the madman era, right?

Shenan: Correct. | would love to choose three television channels and run a 30-second spot
and call it a day.

Matt: Yeah.

Shenan: That would be lovely. Doesn't exist anymore. And it's only going to continue to get
more complicated. So as you think about who are the people you need to be in charge of this,
and this is where | think that conversation | had with Marley years ago of, you know, you don't
need a president of digital because it's all digital. The reality is it is all digital and it is all
complicated and it is all measurable. So how do we get a team in place that can really manage
the dollars, but also think strategically about all of the knobs and levers that we can pull to
make it successful? Because at the end of the day, media is a business driver, not a business
cost. And we need to make sure that we are using it to drive the business.

Matt: Yeah. | mean, | think a lot of people on the agency side sometimes lose that script. | spent
nearly two decades in the industry world where you're pitching your agency or advertising-type
metrics, but ultimately you and the chief marketing officer exist to drive volume.

Shenan: Yep.

Matt: Because that's how they justify that massive expense. And you need to be very closely
correlated with those business metrics for everything you do.

Shenan: Right. Exactly.

Matt: So a big innovation that's happening has been happening for quite some time is the way
that people actually, consume content. So Gen Z, which is the first generation to grow up with
the iPhone in the household, which I'm sure you know, they are now 25, 26, 27 years old,
entering that head of household age. And since they grew up with no other world but the world
with the iPhone, they're usually getting all their content on the small screen. And when they're
on the small screen, they're usually scrolling and getting content from other people, which is
where the creator economy kind of comes in. I'm just curious, like, where you sit, how
important is the creator economy? And how do you look at that as part of your overall media
planning strategy?

Shenan: Yeah, | mean, we talk about the creator economy like it's something that's never
existed before. And | think it's really interesting. | mean, wasn't Martha Stewart part of the
creative economy? Wasn't Oprah Winfrey part of the creator economy? Like you've got...

Matt: But they were distributed more over traditional mediums.

Shenan: They were, but they expanded out into magazines, podcasts, right? Like they went
into all sorts of interesting places. And | think what you're seeing is like the acceleration of how



to become a creator is different, right? So yeah, you started with a YouTube channel. You
started with a podcast. You started with whatever.

Matt: Lower barriers to entry.

Shenan: Lower barriers to entry, but the opportunity to be discovered, right? Like the
opportunity to be seen, and then the opportunity to turn yourself into a brand. And we're
seeing it with Mr. Beast. We're seeing it with all of these like really interesting talent who are
taking the kind of special sauce that they've created and expand it out to different channels
and different platforms. Mr. Beast doesn't exist exclusively on YouTube anymore, right? Like
there's an Amazon thing. There's, | mean, it's-

Matt: Yeah, the chocolate bar.

Shenan: Exactly. There's a chocolate bar. Exactly. It's going to be everywhere. So | think there's
something really interesting about the creator economy is everything old is new.

Matt: Yeah.

Shenan: | think at the end of the day, creators are still a really important part of the media
ecosystem as a whole. General Motors does not currently engage in many direct relationships
with creators, but that doesn't mean, that | don't want to advertise around the work that they
do. And | think the opportunity for us to have more creators, more content, more creativity is
super interesting. And we want to continue to expand the marketplace that's available to all of
us. The risk is that we also don't have consumers focused in the same places anymore. So what
happened to the water cooler talk of, hey, we all just watched The Sopranos on Sunday night.

Matt: Exactly.
Shenan: Right.
Matt: Cheers, friends, all that.

Shenan: Exactly. We don't have those moments anymore. There's pockets of them. They pop
up in little places. All of a sudden, there's a group of high school kids talking about Friends, and
they're like obsessed with watching reruns of Friends. And I'm like, hey, we did that already, but
we all watched it together. Now you're all in it. It just seems weird. But | think that just, it's back
to the knobs and levers that we have to pull as media planners. Now | have to be more strategic
about making sure that | am in those places where the conversations are happening, and that
I'm reaching all of those people in their sub pockets of places. There's fewer and fewer places
where | can go to get a whole collection of people at once.

Matt: Yeah.
Shenan: In my world.

Matt: At the Super Bowl.



Shenan: Right. And we were just talking about that on the panel, the Super Bowl. In my world,
there is a conversation to be had about the fact that only 5% of the U.S. consumers buy a new
car in any given year. So the people | need to talk to is a very small subset of the population,
and | need to talk to them all the time. So actually being in these big temple moments is not
always as valuable to me as being in moments where | can be in front of you on an ongoing
basis with content that is of interest so that | can remind you that | exist. Because | don't know
when you're going to be in the market to buy a new car. Now, you might have a lease expiring,
in which case | do know when you're going to be in the market to buy a car. But other than
moments that are really obvious like that.

Matt: Or you just had children or some other.

Shenan: You could have a partner that's pregnant that's going to have a kid that | don't know
about. Right. And | don't. Don't tell me until you're ready to tell me.

Matt: Right.

Shenan: Or you could have a bonus that you just got from your job or a promotion or a reason
to move, etc. So there's all of these thousands of trigger moments that can happen that give
you that new reason to buy a vehicle. Or you're passing your vehicle down to a kid that's going
to college, and you're going to go buy the new thing. My husband and | just did. He was really
excited to like pass off something that had almost 100,000 miles on it and get into a new
Cadillac.

Matt: Right. Super cool.
Shenan: Yeah.

Matt: And when you mentioned like the area of passion points, right? And yes, there is much
more fragmentation. | mean, so the Taylor Swift's of the world who can get a lot of people at
once or the Super Bowl. But yeah, you look on Spotify and there's a million different artists or
Netflix with a million different shows. How does GM look at passion points? How does
partnering with athletes and entertainers or the leagues or the record laborers play into overall
strategy?

Shenan: | mean, they're always something that we look at, but the reality is we want our cars to
be the star of the show, right?

Matt: Yeah.

Shenan: Our vehicles are the stars and they're worth it, right? They're worth being the stars.
They have so many things that we can talk about. They have so many value propositions. They
have so many exciting things that allow you to connect to things that matter. Like that's our
mission, right? We want to connect people to the things that matter. And we want to do that
with zero crashes, zero emissions, zero congestion, right? We are on a mission as a company.
And so, yes, we want to connect with authentic people who love our brands. And we do find
those moments where we have a celebrity who authentically is in love with our brand, or there's
a podcaster or a YouTuber or somebody who is truly authentically engaged. But at the end of
the day, the vehicle deserves to be the star.



Matt: So you kind of mentioned some of my next question, but in terms of what is important,
what makes a vehicle a star? And you're obviously talking about sustainability and efficiency
and safety, obviously, is a huge part.

Shenan: Safety is always paramount. Yeah, absolutely.

Matt: How do you look at the shift to EVs in terms of telling that story for GM? Where is GM
along that journey? And where do you see even things like autonomous driving playing a role
into your overall strategy heading forward?

Shenan: Yeah. So, | mean, look, the future of EVs is super exciting for all of us. And it's a place
that we as a company put a really strong bet on and we're going to continue to put a bet on.
We've had massive growth in the EV space. If you look at the trajectory of EV growth, not just
for General Motors, but for the industry, it's been kind of this up into the right trajectory. Right.
And so you'll get these news stories that say, oh, EV growth is slowing. That's the key word.
Maybe it's slowing, but it's still growing.

Matt: Yeah.

Shenan: Right. And the public consciousness of EVs and the opportunity to have a
conversation around an EV with everybody now. Right. So people who wouldn't even know
what an EV was or two ago are now have at least having the conversation.

Matt: There's a hybrid that are part of that story, too.
Shenan: Of course.
Matt: Yeah.

Shenan: And will continue to be. Right. But | think the opportunity for us to have a
conversation, I'm talking to my almost 80-year-old father about EVs. Right. Now, he doesn't
necessarily want one.

Matt: Right.

Shenan: That's okay. He doesn't necessarily need to have one. And for the type of driving that
he's doing right now, he's still doing long haul road trips. Yes, | know. He's 80 years old. He's
doing long haul road trips.

Matt: Good for him.

Shenan: It's just who he is. So he's in a new GMC Sierra and he is loving being in a big truck and
being able to haul back and forth to New York. | keep trying to tell him, you can do that trip to
New York in an EV. And he's like, I'm not there yet. That's absolutely fine. But for the right
consumers in the right moments and the people who are starting to make it part of the
consciousness, | think it is going to be an important piece of the puzzle. Now, what it means for
me from a media perspective, | have to think about why an EV might be important to you
versus why an EV might be important to somebody else. And | have to bifurcate that message
or trifurcate or multicate that message.



Matt: Some people range anxiety and you have to address that through your... Right.

Shenan: It might be because you don't want to ever have to stop at a gas station again. It
might be because you're nervous about... About range. And so | need to tell you that, hey, this
vehicle has 440 miles worth of range. That's Houston to Corpus Christi.

Matt: Right.

Shenan: That's plenty of range. You're going to get there. It's not an issue. Right. San Francisco
to LA on one charge. Not a problem. Right. So how do we start to tell those stories to make
sure that the consumer understands kind of the realities of the EV ecosystem versus not?

Matt: Yeah. And sometimes with these things, you hear about a problem when it first comes
out. Like Al, everyone's worried about hallucinations, which is far less an issue now, than it was
when it first kind of came out to the mainstream. And two years from now, it'll probably be
gone. A lot of times people hold on to that problem when it launched and kind of just write it
off.

Shenan: It's why you need a little bit of myth busting around these things.
Matt: Right.

Shenan: And you also need to continue to educate people on the evolution. So like the
charging infrastructure was a scary thing. Now there's plenty of charging infrastructure out
there. How long does it take to charge? It's getting faster and faster.

Matt: Yeah, the world's changing.

Shenan: Do they work in the cold? Yes, they work in the cold. Is my car going to get frozen?
Probably not. Depending on the vehicle you have and the newer ones are always going to be
that much better. So | think there's tremendous opportunity in that space.

Matt: Yeah. Another unique part about the auto industry is just the dealer network. Yeah. And
the importance of dealerships as the front line to your brand, the service arm to your brand.
How much do you collaborate with the dealer networks in terms of media and them co-opting
on a local basis and how that whole, | guess, infrastructure work and impact your role?

Shenan: Yeah. The dealers are amazing. | love working with our dealers. It's probably been one
of the most exciting things about getting into this industry. | mean, | grew up, my dad sold nuts
and bolts and fasteners for a company called Windsor when | was a kid, which meant we were
in dealerships all the time, and he also sold Hunter alignment systems. So if you wanted to align
the tires on your vehicle for Camber, Caster and Tow, everybody gets to Google what Camber,
Caster and Tow is right now. You're welcome. You could buy a Hunter alignment system from
my dad. The dealers still have Hunter alignment systems and some of them still have Windsor
reps. And | spent a good portion of my childhood going to visit different dealers and auto body
shops with him, spending time with these small to medium sized businesses, sometimes not
really large businesses, right? Our dealer network's really impressive. They're also super savvy.

Matt: Yeah, and they're not native to digital, right?



Shenan: They're very much into the digital ecosystem. They know what they need to do in the
local market. They know that they want to be a part of certain events, certain moments. They
want to be in certain parades. They want to be on certain television channels. They want to be
in digital. They know they need to be doing search. So we've done a lot of work to try and make
sure that we keep them connected with us so that we're not over-frequency consumers. We're
not creating a terrible consumer experience with our media investment, but also making sure
that they stay as educated as we do, because we have these big partnerships with Google,
with Meta, et cetera. We want to keep them as connected as we are and take the power of our
collectifying together to get more powerful and more strategic together.

Matt: It's definitely a unique thing about the industry you're in, for sure.

Shenan: But they're so great. So many incredible ideas come out of like that innovation that
happens at a local level, right?

Matt: Hearing things and seeing things that you would never in your role.
Shenan: Yeah, exactly.

Matt: So shifting gears and focusing on you is wrap up here, Shenan. It's been such a great
conversation. | can't wait for our audience to hear it. You've obviously had a really exciting
career and now you're working at an area that you've had passion for since a child. And it
comes out in everything you're saying and your deep domain expertise, which is so great to
see. And | can only hope for anyone to be able to be in a role where they love it so much and
they're being impactful, especially at a company like GM. What are the decisions that you think
you made right along the way throughout your career journey that put you in a position that
you're in today?

Shenan: Oh, | love that question. So my career journey has not been a straight trajectory,
obviously.

Matt: It never is.

Shenan: It never is. And when | think back about what did | do right or what would | do
differently? | think | was always curious. | always took every conversation. You never know who
you're going to meet or where you're going to meet them or what you're going to learn from
them. And it's not about just every, hey, we're looking to hire somebody, so please have a
conversation with us about a job. But it's about getting to know the person that | run into here,
who asks for a coffee, somebody who says, hey, | find you interesting or find the work you do
interesting or | will have a product | want to show you. Media partners loved me, especially in
the early days, because | would take every meeting with a new tech, a new piece of media, et
cetera. And so as a result, | ended up oftentimes the very first advertiser to try a tool, a tech, a
something. I'll readily admit it was one of the first advertisers on Rocket Fuel. Okay, it went a
different direction than we ultimately expected it to go, but fine. But we were also one of the
first advertisers on PopSugar. We were one of the first advertisers on New York Magazine,
which at the time was New York Metro. The opportunity to change these things, | actually
convinced way back in the day, the Washington Post to create a new channel on their website
for Neiman Marcus to advertise on because they had a ton of fashion content, but they didn't
have a place where they were actually covering fashion as a dedicated channel. And so they



created a lifestyle channel on the website so that Neiman Marcus had, had the opportunity to
advertise on it. So | think the opportunity to have these conversations and just try to think
outside of the box and connect dots in ways that are-

Matt: You could have like accepted that their publication was the way it was. Yeah, it is what it
is. But instead you said, you asked why not?

Shenan: What if we do this? Exactly. What if?
Matt: Yeah.

Shenan: And | think the opportunities of curious questions and what ifs and just keep trying to
connect dots in new interesting ways. The more conversations you have with people, the more
dots you can ultimately connect. But get out there and talk to people. It's not just about
reading it. And honestly, it's not just about listening to the podcast about it.

Matt: Absolutely.
Shenan: Go talk to people.

Matt: Yeah, that's great advice. And finally here, is there a quote or mantra you like to live by in
your career that comes to mind? Something tells me you have a lot of them.

Shenan: | do, | do. | mean, the one that | picked up from my dad, which is we're here for a good
time, not a long time, which | do try to live by because | know you've got to make the most of
every single moment you have. And | think with the recent loss of my mom, that's probably the
one I'm going to stick with today.

Matt: Yeah. Well, it's clear you're going in that direction. | just want to thank you for taking the
time that you're at Media Week. It's been a fantastic conversation.

Shenan: And fun. Thank you.

Matt: Absolutely. On behalf of Suzy and Adweek team, thanks again to the great Shenan Reed,
Global Chief Media Officer for General Motors for joining us today. Be sure to subscribe, rate,
and view The Speed of Culture Podcast on your favorite podcast platform. Until next time, see
you soon. Take care. The Speed of Culture is brought to you by Suzy as part of the Adweek
Podcast Network and Acast Creator Network. You can listen and subscribe to all Adweek's
podcasts by visiting adweek.com/podcasts. To find out more about Suzy, head to suzy.com.
And make sure to search for The Speed of Culture at Apple Podcasts, Spotify, or anywhere else
podcasts are found. Click follow so you don't miss out on any future episodes. On behalf of the
team here at Suzy, thanks for listening.



