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J.D. Power and Associates Reports:
Kitchen Cabinet Manufacturersthat Highlight Brand Value
Through Both Process and Appeal Are Best Positioned to Satisfy Customers

IKEA Ranks Highest in Customer Satisfaction amomdpi@Get Brands

WESTLAKE VILLAGE, Calif.: 16 May 2012 — While aesthetics and functionality are import@antonsumers
when choosing new kitchen cabinets, brands thidrdiftiate themselves throughout the shopping anchpse
processare best positioned to satisfy customers, accofdinige J.D. Power and Associates 2012 U.S. Kitchen
Cabinet Satisfaction Stud{released today.

The study, now in its fifth year, measures custosagisfaction with kitchen cabinets by measuring factors:
design features (such as the variety of cabinetrsfinishes and range of sizes and shapes awdijabtering
and delivery (including ease of ordering, conditidrproducts at delivery and timeliness of deliyeprice;
operational performance (including smoothness aiver slides and sturdiness of cabinet joinery);\aadanty.

The study finds that one-third of customers relystiyoon the retailers when shopping for kitcheniets,
placing heavy emphasis on the in-store produclalspsales staff recommendations, and retailesiteb

“While the majority of customers indicate purchastheir kitchen cabinets through a retailer anddaatctly
from the manufacturer, a key opportunity for mactfeers to differentiate their brand is throughithe store
displays,” said Christina Cooley, senior managehefhome improvement practice at J.D. Power arsbéates.
“Manufacturers have the opportunity to communi¢hggr brand value to potential customers by shoimgahe
brand’s function and style offerings.”

For example, some brands have seized the oppgrtonitosition themselves as “green,” according ¢ol€y.
The study finds that not only do the cabinet bramitls the highest overall customer satisfactioneham image
for being environmentally responsible and for beiegified by a green accreditation program, batrth
customers are also willing to pay more for envirentally friendly products. One-fourth (25%) of tursers
who purchased kitchen cabinets are aware of greaeditation programs for kitchen cabinet manufiest

IKEA ranks highest in overall customer satisfactaonong cabinet manufacturers for the first timehianstudy
with a score of 776 on a 1,000-point scale. IKE&fgrms particularly well in three of the five facs: ordering
and delivery, price, and warranty. Following IKEAthe rankings are American Woodmark (767) and
Thomasville (763).

The study also finds that the ordering and delifacyor remains the most influential factor conitibg to
overall satisfaction among kitchen cabinet custemdihough 80 percent of customers indicate tteas#bes
person informed them on how to go through the amdgrrocess, customers of the highest-ranked brarde
consistently received that information. On averaigok 18 days for customers to receive all pg&parts of
their entire order. In addition, 14 percent oftousers indicate that their cabinets were damaged dglivery.
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“It is not surprising that brands with customersovwhdicate having a more difficult ordering processssues
with receiving their cabinets late or damaged gmth@ing more negatively viewed by their customeven if the
manufacturer wasn’t directly involved in those meses,” said Cooley. “For this reason, it's crittbat the
manufacturers work closely with their distributidmannels to ensure a positive customer experience.”

For consumers who are shopping for kitchen cahiddls Power and Associates offers the followipg:ti

» Make sure the retailer/dealer clearly explainsattering and delivery process with you so you know
exactly what to expect. Don'’t be afraid to ask gioas to make sure you fully understand the
process.

» Shop multiple brands so you're aware of the varmfsrings available. During a remodel,
consumers tend to spend an average of $4,400 drehkitcabinets alone, which is a sizeable
investment. More than one-third of customers iaichat they did not consider other brands other
than the one they purchased.

» Make sure to think about your practical needs, @l ag what style best represents you and how you
want your home to appear. Some of customers’ negtiently cited desired features include hidden
door hinges; microwave shelf; pull-out waste areycéng containers; lazy Susan features; and
crown/trim molding.

The 2012 U.S. Kitchen Cabinet Satisfaction Studyaised on responses from more than 900 customers wh
purchased kitchen cabinets within the previous baths. The study was fielded in January and Fepr2@12.

About J.D. Power and Associates

Headquartered in Westlake Village, Calif., J.D. Boand Associates is a global marketing informasiervices
company providing performance improvement, socidlia and customer satisfaction insights and saistio
The company'’s quality and satisfaction measurenat®ased on responses from millions of consumers
annually. For more information aar reviews and ratingsar insurancehealth insuranceell 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, 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 focusedgtablearning and education services worldwideQdaw-
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 éiates. With sales of $6.2 billion in 2011, the @mation
has approximately 23,000 employees across more2@@woffices in 40 countries. Additional informatics
available ahttp://www.mcgraw-hill.com/

J.D. Power and Associates M edia Relations Contacts:
John Tews; Troy, Mich.; (248) 680-6218gdia.relations@jdpa.com
Syvetril Perryman; Westlake Village, Calif.; (808)8-8103;media.relations@jdpa.com

No advertising or other promotional use can be made of thieriation in this release without the express prior written
consent of J.D. Power and Associatesw.jdpower.com/corporate

#H#H#
(Page 2 of 2)
NOTE: One chart follows.



J.D. Power and Associates
2012 Kitchen Cabinet Satisfaction Studys"

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

JDPower.com
Power Circle Ratings™

600 700 800 for consumers:
IKEA _— 20000
American 767 Q000
Woodmark
Thomasville 763 vee
Merillat 760 000
KraftMaid
. 758
Cabinetry I
Industry Average 756 290
American
. 702
Classics ve

Power Circle Ratings Legend
OO OO0 Among the best
OO OOO Better than most

: . . . . i O O0OOO About average
Source: J.D. Power and Associates 2012 Kitchen Cabinet 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 Kitchen Cabinet Satisfaction StudyS" as
the source. Rankings are based on numetical 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.



