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While 2009 Scrappage Program Incentives Helped Coamers in Germany
Buy New Vehicles, They Aren’'t Necessarily Satisfie@wners

Mercedes-Benz Ranks Highest in Vehicle Owner Satigin in Germany
With Three Models Receiving Awards in Their RespecSegments

MUNICH: 31 May 2012 — While the 2009 scrappage program incentives lefpany consumers in Germany
purchase a new vehicle, their overall satisfactiith their vehicle is considerably lower than tbabwners who
did not participate in the program, according ® JtD. Power and Associat2812 Germany Vehicle Ownership
Satisfaction Study” (VOSS) released today in association wAtHTO TEST.

The scrappage program offered government incenti’€8,500 to each owner who scrapped their oldcleh
which had to be at least nine years old, to quadifgurchase a brand new one. The program helpest Hee auto
industry by moving many owners into a new vehiblagt they otherwise may not have been able to affidnd
result was that new-vehicle sales in Germany irsg@&0 percent in 2009, compared with 2008, anthtgest
increases were in the compact and sub-compact sggme

The study finds that satisfaction is 30 index pilotver among vehicle owners after an average ofywars of
ownership who purchased through the scrappagegrotiran among those who did not purchase throwgh th
program.

“The owners, many of whom had previously ownededusehicle, obviously had high expectations forrthew
vehicle,” said Marcus Behrendt, head of Europearatons for J.D. Power and Associates. “They etquetheir
new vehicle to be perfect and the dealership egpee to be stellar. Also those consumers tend pwibe
sensitive and our research shows that price-seasitistomers are very critical.”

The study finds the magnitude of impact of the gpage program on overall satisfaction varies byckeh
segment. Of the consumers in the study who purdhasaicles in the city car segment, 38 percent tised
scrappage program, while 32 percent of the vehiol#se small car segment were purchased undgrrdggam.
Satisfaction among city car owners who purchaselutihe scrappage program is 23 index points lomser
among owners who did not receive a scrappage dis¢dd0 vs. 763, respectively, on a 1,000-pointegcd he
gap in satisfaction between small car owners whitigiigated in the scrappage program and those whaoat is
less pronounced (759 vs. 770, respectively).

While only 10 percent of customers in the compaetative segment purchased under the scrappageaprpg
satisfaction is 53 index points lower than amonigpgact executive owners who did not participatenhan t
program (753 vs. 806, respectively).

Overall Satisfaction and Loyalty

The study is based on owner evaluations of théircle and dealers across 67 attributes groupeaouin f
measures of satisfaction. In order of importancey @are: vehicle appeal (27%), which includes perémce,
design, comfort and features; ownership costs (25%uding fuel consumption, insurance and coéts o
service/repair; vehicle quality and reliability ¢4 and dealer service satisfaction (23%).
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Overall satisfaction among vehicle owners in Genyreaerages 782 in 2012. Owners express the higlesall
satisfaction with quality and reliability (843), idnownership costs has the lowest average scO&).(Dverall
satisfaction for service averages 807, while vetagpeal averages 777.

Satisfaction with service has a large impact onthéreor not new-vehicle owners return to the defaepaid
service after the warranty has expired. The lilaithto return for paid service declines by 51 patiage points
among owners who are “not delighted” (service atiton index score of 900 points or lower), congabwith
owners who are “delighted” (service satisfactiothein score of 901 points or higher).

“The goal of all dealers is to have owners retorthe dealership for paid service after the wayraetiod
expires, which ensures future business and hefgewrehicles are maintained to manufacturer dpatigns,”
said Claudia Wegerer, senior manager of retailteois at J.D. Power and Associates. “This not twlps
vehicles run better and longer, but, more impolyaatso impacts satisfaction and likelihood touaghase the
same brand or purchase a vehicle from the servidader.”

2012 Germany VOSS Ranking Highlights

Mercedes-Benz ranks highest in vehicle owner satisih among manufacturers with a score of 824 and
performs particularly well in the vehicle appeatlarehicle quality and reliability measures. Follogi
Mercedes-Benz in the rankings is Toyota (808), Wigierforms particularly well in the service satitfan and
ownership costs measures. Rounding out the togdivie positions are Mitsubishi (799), Mazda (79&] a
BMW and Volkswagen in a tie (each with 791). Mitmkid posts the largest improvement in rank position
the 2012 study, moving to fifth rank position fr@@" place in 2011.

At the segment level, Mercedes-Benz models redbiez awards: the A-Class (lower medium); C-Class
(compact executive car); and E-Class (executivarlugar). The A-Class achieves the highest scogdl of
models included in the 2012 study.

Toyota models garner two awards, one for the Y@arsall car segment) and one for the Verso (MPV sgn
Also receiving segment-level awards are the Fordditg car) and Mazda 6 (upper medium).

The 2012 Germany Vehicle Ownership Satisfactiomlts based on 14,296 online evaluations with vehic
owners in Germany after an average of two yeamswoiership. The study was fielded from January torbary
2012.

This annual J.D. Power and Associates study previdasumers with reliable and accurate informaaioout
many vehicle models, and helps manufacturers peadvigh levels of satisfaction to their customerdditional
study results are published exclusive AWM TO TEST, which will beon sale Friday, June 1, 2012.

About J.D. Power and Associates

Headquartered in Westlake Village, Calif., J.D. Boand Associates is a global marketing informasiervices
company providing forecasting, performance improgetnsocial media and customer satisfaction insight
solutions. The company’s quality and satisfactimasurements are based on responses from millions o
consumers annually. For more information on caiergs and ratings, car insurance, health insurasetephone
ratings, and more, please vidibPower.comJ.D. Power and Associates is a business unihefMcGraw-Hill
Companies.

About The McGraw-Hill Companies

McGraw-Hill announced on September 12, 2011, i@ntion to separate into two public companies: MaGr
Hill Financial, a leading provider of content anthbytics to global financial markets, and McGrawkHi
Education, a leading education company focusedgitatlearning and education services worldwideGdaw-
Hill Financial's leading brands include StandardP&or’'s Ratings Services, S&P Capital 1Q, S&P Indjd@latts
energy information services and J.D. Power and éiases. With sales of $6.2 billion in 2011, the @mation
has approximately 23,000 employees across more2@@uoffices in 40 countries. Additional informatics
available ahttp://www.mcgraw-hill.com/




About AUTO TEST

AUTO TEST is a member of the internation@UTO BILD group published by Axel Springer. Since 2088;TO
TEST has been the leading special interest magazine&olers who are planning to buy a new car. Mae th
500 cars are tested each year, with more than illiBmkilometers driven to provide readers witht@iéed and
objective model reviews to help them choose thé d¢asfor their money. Readers can also find tipgwatting
running costs, used cars, service, finance andsaodes.

Media Relations Contacts:

John Tews; J.D. Power and Associates; MI, USA; ¥&1(248) 580-6218nedia.relations@jdpa.com
Mark Lendrich, J.D. Power and Associates; Tel: 94988 03 66-11; mark.lendrich@jdpa.com
Tobias FranzkeAUTO TEST; Tel: +49 (0)9122 985334obias.franzke@autobild.de

No advertising or other promotional use can be nwdile information in this release without the esgs prior
written consent of J.D. Power and Associates. Bdwer and Associates press releases and medienatfon
can also be accessedmatw.jdpower.com/corporate
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J.D. Power and Associates
2012 Germany Vehicle Ownership Satisfaction Study SM (VOSS)

VOSS Manufacturer Index Ranking

(Based on a 1,000-point scale)

600 650 700 750 800 850 900
Mercedes-Benz | 824
Toyota | 808
Mitsubishi ] 799
Mazda | 798
BMW | 791
Volkswagen | 791
Skoda | 790
Audi | 788
Volvo | 788
Industry Average | R ' 2
Ford ] 780
Honda | 779
Hyundai | 778
Seat | 777
Nissan | 773
Opel ] 773
Renault | 771
Kia | 768
Suzuki | 764
Peugeot | 754
smart | 752
Fat | 751
Dacia | 745
Citroén | 734
Alfa Romeo | 731
Chevrolet [ 1634

Included in the study, but not ranked due to small sample size are: Daihatsu, Jaguar, Land Rover, MINI, Porsche and Subaru.

Source: J.D. Power and Associates 2012 Germany Vehicle Ownership Satisfaction StudySM (VOSS)

Charts and graphs extracted from this press release must be accompanied by a statement identifying

J.D. Power and Associates as the publisher and the J.D. Power and Associates 2012 Germany Vehicle
Ownership Satisfaction StudySM (VOSS) as the source. Rankings are based on numerical scores, and not
necessarily on statistical significance. No advertising or other promotional use can be made of the information in
this release or J.D. Power and Associates survey results without the express prior written consent of J.D. Power
and Associates.



J.D. Power and Associates
2012 Germany Vehicle Ownership Satisfaction Study  SM (VOSS)

Top Three Models per Segment
Overall VOSS

City Car
Ford Ka

Toyota Aygo
Fiat 500

Small Car
Toyota Yaris
Mitsubishi Colt

Mazda 2

Lower Medium Car
Mercedes-Benz A-Class
Mazda 3
Toyota Auris

Upper Medium Car
Mazda 6
Toyota Avensis
Volkswagen Passat CC

Compact Executive Car

Mercedes-Benz C-Class 819
BMW 3 Series 798
Audi A4/S4 794

Executive Luxury

Mercedes-Benz E-Class 823
Audi A6/RS6/S6 820
BMW 5 Series 777
MPV
Toyota Verso 822
Volkswagen Golf Plus 820
Volkswagen Touran 804

NOTE: For a segment award to be presented, there must be at least four models with sufficient sample that comprise 67 percent of
market sales within an award segment. No Sporty Car, Compact SUV, or Large SUV awards have been presented due to
insufficient market representation among rankable models in the segment.

Source: J.D. Power and Associates 2012 Germany Vehicle Ownership Satisfaction StudySM (VOSS)

Charts and graphs extracted from this press release must be accompanied by a statement identifying

J.D. Power and Associates as the publisher and the J.D. Power and Associates 2012 Germany Vehicle
Ownership Satisfaction StudySM (VOSS) as the source. Rankings are based on numerical scores, and not
necessarily on statistical significance. No advertising or other promotional use can be made of the information in
this release or J.D. Power and Associates survey results without the express prior written consent of J.D. Power
and Associates.



J.D. Power and Associates
2012 Germany Vehicle Ownership Satisfaction Study  SM (VOSS)

Factors Contributing to Overall Vehicle Ownership Satisfaction

Vehicle Quality/Reliability

0 .
24% Vehicle Appeal
Problems experienced with the 27%
vehicle across eight areas: \
Satisfaction with the vehicle’s

* Exterior

 The driving experience

« Features/controls/displays

« Audio/entertainment/navigation

* Seats

« Heating, ventilation and air
conditioning (HVAC)

* Interior

« Engine/transmission

performance, design, function
and styling across nine areas:

* Vehicle exterior

« Vehicle interior

« Storage and space

¢ Audio/entertainment

* Seats

 Heating, ventilation and air

conditioning (HVAC)
« Driving dynamics
« Engine/transmission
« Visibility and driving safety

/
N

Ownership Costs Service Satisfaction
25% 23%

* Service initiation
« Service adviser
« Service facility

* Vehicle pickup

* Service quality

* Fuel consumption
* Insurance
« Cost of service/repairs

Source: J.D. Power and Associates 2012 Germany Vehicle Ownership Satisfaction StudySM (VOSS)

Charts and graphs extracted from this press release must be accompanied by a statement identifying

J.D. Power and Associates as the publisher and the J.D. Power and Associates 2012 Germany Vehicle
Ownership Satisfaction StudySM (VOSS) as the source. Rankings are based on numerical scores, and not
necessarily on statistical significance. No advertising or other promotional use can be made of the information in
this release or J.D. Power and Associates survey results without the express prior written consent of J.D. Power
and Associates.



