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J.D. Power and Associates Reports:
Stability in the Credit Card Industry Boosts Customer Satisfaction for a Third Consecutive Y ear

American Express Ranks Highest in Credit Card GnstdSatisfaction for a Sixth Consecutive Year

WESTLAKE VILLAGE, Calif: 23 August 2012 — After several years of dramatic changes duedisligtion,
increased fees and limited credit availability réntnally is stabilization in the credit card irgtty, and the
stability is reflected in a third consecutive ye&increased credit card customer satisfactionpitiag to the J.D.
Power and Associates 2012 U.S. Credit Card SatisfaStudy™ released today.

The study, now in its sixth year, measucastomer satisfaction with credit catols examining six key factors:
interaction; credit card terms; billing and paymprdcess; rewards; benefits and services; and gmolésolution.

Overall credit card satisfaction averages 753 d/080-point scale in 2012, up from 731 in 2011ahd in 2010.
The 39-point improvement over the three-year pergiskes credit card customer satisfaction to ghést level
since the study’s inception and is on par with alleetail banking customer satisfaction, which hmaproved 5
points during the same time frame.

“There has not been a lot of change in the pastipdaes, credit limits and card terms—the thititgt often
affect customers in a negative way,” said Jim Mjlgenior director of banking services at J.D. Roavel
Associates. “After a series of dramatic changesJitcard customers are enjoying a time of stgtili

The study finds satisfaction improvements year gear in all factors. Satisfaction with problersakition has
the largest satisfaction increase, a 31-point imgmeent, while satisfaction with rewards increase&®points.

Only 11 percent of customers report experiencipgoalem with their credit card, down from 18 peitci@n2009.
In comparison, 21 percent of customers report bleno with their retail bankand 37 percent of small business
owners report bank-related problefns.

Credit card companies have significantly improvaddiing customer problems year over year. Issuave
reduced the average length of time to resolve problin 2012 to four days from five days in 2014 adldition,
the study finds that credit card representativesware likely to provide time frames for resolutiand those
time frames are more likely to be met in 2012, carad with 2011.

A majority (84%) of credit card customers had thgblems resolved in 2012, up from 82 percentOibl2 In
addition, 61 percent of customers had their problezsolved in the first contact.

The study finds that satisfaction is significartiigher (801) among customers who have their probésualved
by just one person on the same day they contaictissaer, compared with 693 for people who weaasferred
and resolution took more than one day. Even ifltgiem takes more than one day, satisfaction isii@antly

1 3.0. Power and Associates 2012 U.S. Retail Bangatisfaction Studi)
2J.D. Power and Associates 2011 U.S. Small BusiBesging Satisfaction Study
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higher (755) when the problem is resolved by ju person, compared with customers who were traedfe
(743).

“Although credit card companies have been critidifir some of their business practices, when wk &io
overall customer satisfaction, they’re doing a gpmirj” said Miller. “It is evident in the 2012 stydhat credit
card companies have really done a great job inlmndroblems and achieving quicker resolution.”

Among customers who have had a credit card prol®dnpercent have experienced credit card fraud-riet
commonly reported problem. More than one-half (b2¥%customers who experienced credit card fraudewe
contacted by their issuer before they even realized were a victim of fraud. Overall satisfactemong this
segment of customers increases to 784, comparaccustomers who weren’t contacted by their isseéorie
discovering they were a victim of fraud (724).

“Credit card companies are very proactive in detgaredit card fraud and protecting their custmsyiesaid
Miller. “In fact, when their credit card companytdets fraud, it actually improves customer satisfac It's still
disruptive to the customer, but the customer apgtiesthat their card company is looking out faitloest
interests.”

Credit card companies also are doing a good jolnmamicating their rewards programs, as 66 percent of
customers in 2012 say they “completely” understamd to earn rewards, and 80 percent of customgrehes
“completely” understand how to redeem their rewahasddition, more credit card customers in 20#htin
2011 are likely to indicate that the value of threwards programs has increased (18% vs. 15%,atesgg) and
also report fewer reward expirations (24% vs. 2B%pectively).

Online usage continues to increase, as 78 perteastomers in 2012 indicate they use their isSwesbsites,
an increase from 76 percent in 2011. Additionallystomers in 2012 report accessing their issueglssites an
average of 40 times per year, primarily to condiriple transactions and to resolve problems.

While only 7 percent of credit card customers bhs# tmobile phone to complete transactions—up fiopercent
in 2011—satisfaction is highest among customers uggomobile means to interact with their issuemmared
with customers who use any of the other interaatizennels, including the Internet.

“It's important for credit card companies to offapbile phone options, such as downloadable appsextd
alerts, as customers who utilize their mobile phimneredit card activities are more satisfied anel
significantly more likely to understand their criectrd terms,” said Miller. “The challenge for ditecard issuers
is to make sure customers are aware of the mopdkcation options they offer.”

“With the amount of traffic on their websites, $timportant for credit card companies to providstemers with
the necessary tools to track rewards, paymentegoehses, and get help through online chat,” sélignv
“Customers who indicate the availability of thesdiree tools also have greater understanding of t&rds and
rewards, which increases overall satisfaction.”

American Express ranks highest in customer satisfator a sixth consecutive year with a score @f &nd
performs particularly well in the interaction arvards factors. Discover Card follows with a saafrg99, and
performs well in the problem resolution and beseditd services factors. Chase ranks third with 762.

J.D. Power and Associates offers the following tgpsonsumers regarding selecting a credit catgeiss
» Pick acard that best fitsyour habits. When shopping for a credit card, think about yaedt card

habits. Do you tend to carry a balance over tiraée(red to as revolvers) or pay your balance ofrev
month (referred to as transactors)? RevolversldHoak for the most competitive credit terms on



balances and payments instead of an attractiverdsvpsiogram. Transactors, however, should consider
rewards programs that make it easy to both earmedebm rewards.

» Shop around. Now that the industry has stabilized, credit casthpanies are looking to acquire new
customers. That means there are a lot of richnewangrams available to potential customers. tVisi
credit card company websites to get informatiomeamards programs, services and benefits available.
Do not overlook online blogs and independent welsincluding)lDPower.comthat objectively
evaluate card issuers and program terms and inclustemer feedback.

* Beproactive. If you already have a credit card, read your mgnitiilling statement. If there is anything
on the statement you don’t understand, contact gadit card company. Monthly statements also often
include information on rewards and benefits, or méf@rs your card is providing. If you toss the
statement without reading it, you may be losingautward opportunities.

» Utilizewhat your credit card offers. Satisfaction is higher among customers who takeativantage of
their card’s services and benefits than among tintsedon’t. Most credit card companies offer a
number of services, such as online statements idqapments, mobile apps, due date selection and
alerts. Some companies offer other benefits, saaady purchase of concert or event tickets, dist
at hotels and concierge services at airportsoufaren’t aware of all the benefits your card cfeisit
the issuer’'s website or call customer service.

The 2012 U.S. Credit Card Satisfaction Study istam responses from more than 13,726 credit estimers.
The study was fielded in June 2012.

About J.D. Power and Associates

Headquartered in Westlake Village, Calif., J.D. Boand Associates is a global marketing informasiervices
company providing performance improvement, sociadlim and customer satisfaction insights and saistio
The company'’s quality and satisfaction measurenagt®ased on responses from millions of consumers
annually. For more information aar reviews and ratingsar insurancehealth insurangeell phone ratingsand
more, please visiDPower.comJ.D. Power and Associates is a business unihefMcGraw-Hill Companies.

About The McGraw-Hill Companies

McGraw-Hill announced on September 12, 2011, isrition to separate into two companies: McGraw-Hill
Financial, a leading provider of content and anedyto global financial markets, and McGraw-Hillugdtion, a
leading education company focused on digital legyand education services worldwide. McGraw-Hill
Financial’s leading brands include Standard & Po®&atings Services, S&P Capital 1Q, S&P Dow JonéscEs,
Platts energy information services and J.D. PowdrAssociates. With sales of $6.2 billion in 20tk
Corporation has approximately 23,000 employeessaamwre than 280 offices in 40 countries. Additiona
information is available at http://www.mcgraw-tgtbm/.

J.D. Power and Associates M edia Contacts:
John Tews; Troy, Mich.; (248) 680-6218edia.relations@jdpa.com
Syvetril Perryman; Westlake Village, Calif.; (838)8-8103;media.relations@jdpa.com

No advertising or other promotional use can be nwidie information in this release without the esgs prior
written consent of J.D. Power and Associates.

HHH
(Page 3 of 3)
NOTE: One chart follows.



J.D. Power and Associates
2012 U.S. Credit Card Satisfaction Studys"

Customer Satisfaction Index Ranking
(Based on a 1,000-point scale)

JDPower.com
Power Circle Ratings™

600 700 800 for consumers:
American Express 807 200009
Discover Card I 799 d0000
Chase 762 daa9
Barclaycard I 758 )
Industry Average _753 Jad
U.S. Bank I 748 4909
Citi Cards I 737 20D
Wells Fargo I 737 409
Capital One I 734 20D
Bank of America 728 3o
GE Capital Retail Bank I 704 20
HSBC 703 aa

Power Circle Ratings Legend
QOO0 O0 Among the best
O 0O0 O Better than most

OO0OOCCO Aboul average
Source: J.D. Power and Associates 2012 U.S. Credit Card Satisfaction Study 00000 The rest

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 U.S. Credit Card Satisfaction StudyS™ as
the source. Rankings are based on numerical scores, and not necessarily on statistical significance. JDPower.com
Power Circle Ratings™ are derived from consumer ratings in J.D. Power studies. For more information on Power
Circle Ratings, visit jdpower.com/fags. 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.



