NEW PANDA AND PUNTO YOUNG.
A LITTLE TOUCH OF HAPPINESS. FROM ITALY.
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EMEA 1
FIAT SHOWROOM 2010

* Many cars, blurred family feeling
* Mot building @ common Brand Equity

* Inconsistent pricing power

Idea




EMEA 1
FIAT SHOWROOM 2014
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IT MAKES A STATEMENT A BROAD CUSTOMER TARGET

IT HAS BEEN A LEADER SINCE 1980
MORE THAN 6.5 MILLION UNITS SOLD IN 33 YEARS
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WHERE DOES IT

OTHER EU28
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HOW IS 500 DOING IN NAFTA?
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FIAT IN NORTH AMERICA:

UNIQUE BLEND OF EMOTION, ASPIRATION, AND DESIRE

* 85% customers are new to Chrysler Group

* Customers buying the brand, not the segment
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= A starting peint fo redefine the brand
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500L CUSTOMER PROFILE

LA Iy

CUSTOMERS COME FROM A
HIGH LEVEL OF CONQUEST BROAD VARIETY OF SEGMENTS

THE 500L ‘COOL & CAPABLE’
TOP 2 REASONS FOR PURCHASE

INTERIOR ROOMIMESS l

STYLING, APPEARANCE

S500L CUSTOMER SEGMENTATION vs LO SEG.

G YOUNGS (17-29) +103%

2 WITH KIDS <10Y/O  +65%
5 ".‘"S !
k?-_-é

R:;l WOMEN +19%

Q1 2014 RESULTS EU28+EFTA vs 2013

+26,6% SALES VOLUMES
+2.8p.p. MARKET SHARE

2 DIGIT VOLUMES GROWTH IN 13 COUNTRIES
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= A starting peint fo redefine the brand
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FIAT IS STRONGLY ROOTED IN THE B-SEGMENT
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NAFTA ...FOR A DUAL MARKET

RATIONAL L addabatub '-: DISTINCTIVE *'* EMOTIONAL
0 60 ﬂfﬂ * # . s : ! FUN TO DRIVE ; * v 40 n.fﬂ 0
& 7% : : * 439, £
* ROBUST CooL ';
FAMILY ORIENTED YOUTHFUL .

ECOMOMICAL - .
L

w
§ ¥
¥ FUNCTICNAL
*
¥ . &
» L
] L]
. . s B
.....

LOWER MAINSTREAM UPPER MAINSTREAM







FUNCTIONAL OR...

Clarify the way we can tackle the
lower end. Feed our dealers and our
devoted customer while protecting
for a sustainable business.

ASPIRATIONAL?

Leverage the 500 family to
expand Fiat’s position within the
upper mainstream markets.
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500 COMPETES CREDIBLY WITH THE BEST

Jero equals market averoge




LOWER MAINSTREAM
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FIAT EXCLUDED 500

ELAT INCEUIDED: 5S40

Land Rover
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Alfa Romeo

WE NEED TO TAKE A STAND

Wolumes variance FY 2013 vs 2010

GROWING =
Premium and

Value Brands

LOSING =
“Middle of the Road"

Brands
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OME VISION
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ITALIAN DESIGN

UPPER MAINSTREAM

MAINSTREAM




OME VISION

——— e s e SR - . — i — —— — L —

FIAT 124 FIAT 124 SPORT
tBerlinan Spider & Coupén
19466 1966

e e S — — ——— o S | S  — r—— —



Sl E
.‘.:.'1‘. !

M

o
-
F




a =" e P
| ot =1 s
1 inf ndlad







oy / OME VISION

Kartell

SMART AFFORDABLE SOLUTIONS A LITTLE EXTRA PRICE TO FEEL SPECIAL

THE COOL ITALIAN BRAND
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“FIAT DEFINING AUTOMOTIVE LANDSCAPE"
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FIAT GLOBAL LRP

2014 2015 2016 2017 2018
@ new punTo
@ newunor AsEGMENT () ® scuv @ new pauo
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IT'S TOUGH TO MAKE

REDICTIONS
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“ITS AMAZING THERE ARE

BLOODY THOUSANDS OF THEM.”

— MIKE MANLEY

LAST WEDNESDAY, 3:13PM




THE PLAN

CONNECTING WITH INDIA SINCE 1950s

FLAT l 100: 1?5(} 5 FIAT PREMIEEE 1 18NE: 1980'S F!AT UH‘D: 19905

et

1.3

FIAT PALIO: 2001 FIﬁnT FETRﬁt 2004

f&

h\—*

FIAT LINEA: 2009 & NEW LINEA: 2014

ALL MODELS ARE LOCALLY FRODUCED.




FIAT GLOBAL LRP

2014 2015 2016 2017 2018

@ new punTo
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NAFTA

SEDUCTION
ASPIRATION

=
BRAND POWER
PRICING POWER
NAFTA
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RATIONAL ASPIRATIONAL

N,

OPPORTUNITY CHALLENGE

HISTORY CHANGE
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FIAT GLOBAL LRP

2014 2015 2016 2017 2018
@ new punto
@ newunore AseMmenT @ @ :-cuv @ new Pauo
compacT pickur @ NEw sieNA @)
NEW GRAND SIENA ()
@ Avventura p sepan @ @ new punto

. NEW GRAND SIENA

. otmimo @ PUNTO

@ otmmo cross @ nEw AVVENTURA @ compacr cuv

@ soox @ sreciaLty

@) COMPACT HATCH
compacT sepAN @ P
COMPACT SW

@ specialTy @ & sesmenT @ compact cuv @
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THE PLAN
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= gligned with competition

T 2%

ECONOMY

[fuel efficiency and TCO)




THE PLAMN
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«One Size Fits All»

{1 trim, 2 engines, 4 colours)

(Tailor-Made)
(3 trims, 4 engines, 12 colours)

i

Competitive net price, no bargaining Content & design focused

i A o — .

YWY

COMMUNICATION

Price and product benefits Attitude and mindset
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THE PLAM

PROCESS

e |

Build to stock Build to order

Primary Metwork
Secondary Metwork. -
A pilot for onling sales

Only Primary Metwork

Fleet opportunities Focus on private channel

Product walk-around also

P ot ey Fonsanal Product walk-around alse focused

ntirerand Baasht on design and customization

DEALER RE

Based on volumes Based on quality standards
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NETWORK SHOWROOM
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NETWORK SHOWROOM
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NETWORK SHOWROOM
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Disclaimer

FCA ©

Certain information included in this presentation, including,
without limitation, any forecasts included herein, is forward
locking and is subject to important risks and uncertainties that
could cause actual results to differ materially. The Group’s
businesses include its automotive, automotive-related and other
sectors, and its outlook is predominantly based on what it
considers to be the key economic factors affecting these
businesses. Forward-looking statements with regard to the
Group's businesses involve a number of important factors that
are subject to change, including, but not limited to: the many
interrelated factors that affect consumer confidence and
worldwide demand for automotive and automotive-related
products and changes in consumer preferences that could
reduce relative demand for the Group’s products; governmental
programs; general economic conditions in each of the Group's
markets; legislation, particularly that relating to automotive-
related issues, the environment, trade and commerce and
infrastructure development; actions of competitors in the
various industries in which the Group competes; production
difficulties, including capacity and supply constraints, excess
inventory levels, and the impact of wvehicle defects and/or
product recalls; labor relations; interest rates and currency
exchange rates; our ability to realize benefits and synergies from
our global alliance among the Group's members; substantial
debt and limits on liguidity that may limit our ability to execute

the Group’s combined business plans; political and civil unrest;
earthguakes or other natural disasters and other risks and
uncertainties. Any of the assumptions underlying this
presentation or any of the circumstances or data mentioned in
this presentation may change. Any forward-looking statements
contained in this presentation speak only as of the date of this
presentation. We expressly disclaim a duty to provide updates to
any forward-looking statements. Fiat does not assume and
expressly disclaims any liability in connection with any
inaccuracies in any of these forward-looking statements or in
connection with any use by any third party of such forward-
looking statements. This presentation does not represent
investment advice or a recommendation for the purchase or
sale of financial products and/or of any kind of financial services.
Finally, this presentation does not represent an investment
solicitation in Italy, pursuant to Section 1, letter (t) of Legislative
Decree no. 58 of February 24, 1998, as amended, nor does it
represent a similar solicitation as contemplated by the laws in
any other country or state.

Copyright and other intellectual property rights in the
information contained in this presentation belong to Fiat S.p.A.
Fiat and FCA are trademarks owned by Fiat 5.p.A. “Fiat Chrysler
Automobiles”™ (FCA) is the name expected to be used following
completion of the merger of Fiat 5.p.A. into a recently formed
Dutch subsidiary.
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