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J.D. Power and Associates Reports:
Miele Ranks Highest in Customer Satisfaction with Upright Vacuumsin I naugural Study

Adding Vacuum Accessories Doesn’t Necessarily Tledego Higher Customer Satisfaction

WESTLAKE VILLAGE, Calif.: 28 March 2012 — Miele ranks highest in satisfying customers wignight
vacuum cleaners, according to the J.D. Power asddates 2012 Upright Vacuum Satisfaction Stlidgleased
today.

The inaugural study measures customer satisfaaiitnupright vacuums by examining six key factors:
performance; ease of use; features; price; st@mjappearance; and warranty. The study is debigressist
manufacturers in their efforts to improve custoseisfaction and provide information to help custosnwith
purchase decisions.

Among the 12 brands included in the study, Miel&ksahighest in customer satisfaction with a scoi@8 on a
1,000-point scale, demonstrating strong performamtlee most important factors that drive custosarsfaction.
Miele does particularly well in the performanceatiges, warranty, styling and appearance factors.

Dyson, Riccar and Shark follow Miele in the uprighttuum rankings with scores of 794, 787 and 784,
respectively.

The study finds that adding more vacuum functiensh as floor-type settings and accessories, imgudtings
for upholstery, stairs and pet hair, doesn’t nesdgstranslate to higher satisfaction among ugrighicuum
owners.

“Brands in both the highest and lowest tiers ofrdmekings offer models with various features, bahey aren’t
easy to use or don't achieve the desired resul&tpmer satisfaction will be lower,” said Christi@aoley, senior
manager of the home improvement industries praatideD. Power and Associates. “Since the primagyfar
the vacuum is for cleaning floors and carpets dritical that manufacturers stay focused on #@ium’s core
use and differentiate their brand based on dutglaid strong suction performance.”

The study also finds that customers spend betw@grafid $550 for their vacuum. Although price sitgally
the main selection criteria for purchase, the hsghanking vacuum brands benefit from pricing leggr, as they
are most often selected based on brand reputattbi@ality construction. The highest-ranking mactdrers
are also more likely to be sought out by consumérsn purchasing a vacuum, based on strong custogadty
and positive recommendations.

J.D. Power and Associates offers the following tgpsonsumers as they begin the upright vacuummshgp
process:
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» Don't base your purchase decision on price alddensider a high-quality brand, even if it may
be more expensive. Although a vacuum may be ihjtiats expensive, you could end up paying
more for repairs or even having to replace the wacin less than 5 years, if the quality is low.

* Less than 5 percent of customers experience aalgmnblem with their vacuum. Focus on
finding a vacuum that is going to provide consistetrong suction and has features that meet
your specific needs.

e Vacuums with multiple features are attractive, $hup for a vacuum with accessories that meet
your specific needs. Consider the size of yourdamd whether you or family members have
allergies, or other features that may impact yeledion. For example if you have a dog or cat,
you might want to narrow your selection to vacuuhza offer a filtration system and pet hair
tools to meet your needs.

The 2012 Upright Vacuum Satisfaction Study is bamedesponses from more than 5,700 owners who psech
an upright vacuum cleaner within the past 12 morthe study was fielded in January and Februarp201

About J.D. Power and Associates

Headquartered in Westlake Village, Calif., J.D. Boand Associates is a global marketing informaservices
company providing performance improvement, sociedliam and customer satisfaction insights and solstio
The company’s quality and satisfaction measurenmam@tdased on responses from millions of consumers
annually. For more information arar 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, isnition to separate into two public companies: Muor
Hill Financial, a leading provider of content anwhgytics to global financial markets, and McGrawtHi
Education, a leading education company focusedgitatlearning and education services worldwide®faw-
Hill Financial's leading brands include StandardP&or’'s Ratings Services, S&P Capital 1Q, S&P Ingid@atts
energy information services and J.D. Power and éiases. With sales of $6.2 billion in 2011, the Eamation
has approximately 23,000 employees across more2Buoffices in 40 countries. Additional informatics
available atttp://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 ntddlee information in this release without the g3 prior
written consent of J.D. Power and Associatesw.jdpower.com/corporate
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J.D. Power and Associates

2012 Upright Vacuum Satisfaction Study®"

Overall Customer Satisfaction Index Scores

By Vacuum Brand
(Based on a 1,000-point scale)
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