The McGraw-Hill Companies

J.D. Power Asia Pacific Reports:
Overall Customer Satisfaction with the New-Vehicle Sales Process Declines;
Nearly One-Third of Hybrid Vehicle/Electric Vehicle Buyers Are Dissatisfied with Fuel Efficiency

L exus and Volkswagen Rank Highest in Sales Satisfaction
among L uxury Brands and M ass M ar ket Brands, Respectively

TOKYO: 28 August 2012 — Customer satisfaction with the new-vehicle salexess at automotive
dealerships in Japan has declined during the p@st gccording to the J.D. Power Asia Pacific 2ldj2an Sales
Satisfaction Index (SSI) Stutlyreleased today.

The 2012 study, now in its T4ear, finds that fuel efficiency is the most freqtly cited factor in choosing a
new-vehicle, mentioned by 48 percent of ownerschimdicates an increase in awareness of vehiele fu
efficiency and overall economy. In comparison, 6cent of consumers cited fuel efficiency as a Ipase factor
in 2008, when manufacturer reliability and vehidésign (each 55%) were the most-frequently citedhmase
decision factors. In 2012, manufacturer reliabi{#$%) and vehicle design (41%) are the secondtdrdimost
frequently cited purchase decision factors, respelgt

A comparison of post-purchase dissatisfaction Wit efficiency by vehicle type shows that 29 peitoaf
hybrid vehicle/electric vehicle (HV/EV) buyers idie that their fuel efficiency is lower than exiget;
compared with just 21 percent of owners of non-HY8E

“Hybrid vehicle and electric vehicle buyers shoatieng tendency of dissatisfaction, based on tipebgaveen
expected fuel efficiency and actual fuel efficieficgaid Taku Kimotogxecutive director of the automotive
division atJ.D. PowerAsia Pacific “Automakers and dealers need to carefully mamayer expectations
regarding fuel efficiency from their new HV or EWhich may vary greatly, depending on driving cordis.”

Furthermore, the study compares dissatisfactioh ful efficiency among all who purchased a newialeh
The study finds 22 percent of HV/EV buyers whosevjmus vehicle was an HV/EV indicate dissatisfattigth
fuel efficiency, compared with 30 percent of buyetose previous vehicle was not an HV/EV. Convegrsel
there is no major change in the percentage of NéfEM buyers indicating dissatisfaction with the ffue
efficiency of their newly purchased vehicle, congzhwith previous vehicle type purchased.

The study finds thad higher proportion of HV/EV buyers than non-HV/BuWyers received an explanation of
eco-friendly driving suggestions from their salespa when they purchased their vehicle. Satisfaatiibh fuel
efficiency among buyers who received suggestioms ftheir salesperson is higher than among buyeosdich
not receive suggestions from their salesperson.

“HV/EVs have just begun to become prevalent in dapa 89 percent of buyers who purchased thess tfpe
vehicles in the past year did not previously owrHMIEV,” said Kimoto. “For this reason, a dealesales
process that ensures first-time HV/EV buyers urtdesactual fuel efficiency is essential. It isaVito provide
easy-to-understand explanations that include cemm@es about fuel efficiency—the matter of highasicern
to those who purchase HV/EVs—and to manage custerparctations about fuel efficiency.”



The study measures customer satisfaction with akes process at automotive dealerships based eridciors
that contribute to overall satisfaction. In ordérimaportance, they are: salesperson (33%); purchkaseition
(25%); sales system/process (19%); facility (13%)d product exhibit (11%). Sales service performaaisc
reported as an index score based on a 1,000-pald. s

Overall sales satisfaction averages 604 index p@n2012. In the luxury brand segment, Lexus rdngkest
with a score of 720 points, 35 points higher tHendegment average. Lexus performs particularlyiwehe
sales system/process, facility and product exifégitors.

Mercedes-Benz (709) ranks second in the luxury segnperforming well in the salesperson and purehas
condition factors. Volvo (668) ranks third, follodidy BMW (659) and Audi (653).

In the mass-market brand segment, Volkswagen raigkest with a score of 642 and performs well axadbs
factors. MINI (618) ranks second and performs wethe product exhibit factor. Nissan (612) rartkisd,
followed by Mitsubishi (607) and Daihatsu (606).

The 2012 Japan Sales Satisfaction Index (SSI) Shehsures customer satisfaction with the dealeranthey
purchased their new passenger vehicle. The stuaysisd on responses from 7,056 domestic and imebitle
owners after an average of two to eight monthsasfership. The online survey was fielded from latayMo
mid-June 2012.

The Japan Sales Satisfaction Index (SSI) Studpésad 8 consumer-based benchmark studies condbygtéd.
Power Asia Pacific in Japan. Other 2012 studieslgoted by J.D. Power Asia Pacific include:

e The 2012 Japan Winter Tire Customer SatisfactidexrStudy, which measured overall customer
satisfaction on winter tire, which was releasethie May.

e The 2012 Japan Initial Quality Study (IQS), whickasures problems experienced by new-vehicle
owners during the first two to nine months of ovaingp, will be released in late August.

e The 2012 Japan Customer Satisfaction Index (C8tystwhich measures overall customer satisfaction
with service performed at automotive dealer faesif which will be released in late September.

e The 2012 Japan Automotive Performance, ExecutionLayout (APEAL) Study, which measures what
excites and delights owners about their new-velsigerformance and design during the first twoitzen
months of ownership, will be released in late Seyier.

¢ The 2012 Japan Original Equipment Tire SatisfacBamdy, which measures customer satisfaction on
original equipment tires, will be released in O@nb

e The 2012 Japan Navigation Systems Customer Sdtmidadex Study, which measures customer
satisfaction on OEMs and aftermarket navigationiespswill be released in October.

¢« The 2012 Japan Replacement Tire Satisfaction Studigh measures customer satisfaction on
replacement tires, will be released in November.

About J.D. Power Asia Pacific

J.D. Power Asia Pacific has offices in Tokyo, Sipgie, Beijing, Shanghai and Bangkok that condustaraer
satisfaction research and provide consulting sesvig the automotive, information technology amafice
industries. Together, the five offices bring thegaage of customer satisfaction to consumers asithésses in
China, India, Indonesia, Japan, Malaysia, PhilippjnTaiwan and Thailand. Information regarding PBwer
Asia Pacific and its products can be accessed ghrthe Internet avww.jdpower.comMedia e-mail contact:
shizue hidaka@jdpower.co.jp

About J.D. Power and Associates

Headquartered in Westlake Village, Calif., J.D. Boand Associates is a global marketing informaservices
company providing performance improvement, sociatlim and customer satisfaction insights and saistio
The company’s quality and satisfaction measurenmenetdased on responses from millions of consumers
annually. For more information @ar reviews and ratingsar insurancehealth insurangeell phone ratings




and 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, ifsrition to separate into two companies: McGraw-Hill
Financial, a leading provider of content and anedyto global financial markets, and McGraw-Hill&tion, a
leading education company focused on digital lewy@ind education services worldwide. McGraw-Hill
Financial's leading brands include Standard & Po&atings Services, S&P Capital 1Q, S&P Dow Jonescks,
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 dittp://www.mcgraw-hill.com/

M edia Relations Contacts:
Shizue Hidaka; J.D. Power Asia Pacific; ToranombvAIl Bldg. 8F; 5-1-5 Toranomon; Minato-ku, Tokyo;
Japan 105-0001; Phone +81-3-4550-8@90zue_hidaka@jdpower.co.jp

John Tews; Director, Media Relations; J.D. Powel Associates; 320 E. Big Beavel” Bloor, Suite 500, Troy,
MI, 48083 USA; 001 248-680-6211hn.tews@jdpa.com

No advertising or other promotional use can be nwddle information in this release without the e2gs prior
written consent of J.D. Power and Associai@sw.jdpower.com
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Sales Satisfaction Index Ranking

JDPower.com

Luxury Brands Power Circle Ratings™
(Based on a 1,000-point scale) for consumers:
400 500 600 700 800
Lexus 720 —E T
Mercedes-Benz 709 QPP

Luxury Segment 685
Average
Volvo 668 2
BMW 659 I
Audi 653 >

Power Circle Ratings Legend
QOQ Q0 Among the best

DO OO Betfer then mosi

SO0 OO About average
COCO0 The rest

Source: J.D. Power Asia Pacific 2012 Japan Sales Satisfaction Index (SSI) StudysM™

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

J.D. Power Asia Pacific as the publisher and the J.D. Power Asia Pacific 2012 Japan Sales Satisfaction Index (SSI)
StudySM 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 Asia Pacific study results without the express prior written consent of
J.D. Power Asia Pacific.
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Sales Satisfaction Index Ranking JDPower.com
Mass Market Brands Power Circle Ratings™
(Based on a 1,000-point scale) for consumers:
400 500 600 700 800
Volkswagen 642 992909
MINI 618 JIIQ
Nissan 612 A
Mitsubishi 607 DA
Daihatsu 606 do9
Toyota 602 Do
Mass Market Segment Average _601
Honda 600 @99
Mazda 592 =R T
Subaru 589 Qaa
Suzuki 576 ve

Power Circle Ratings Legend
QOO OO Amony the bast
Included in the study but not ranked due to small sample size are Fiat, Peugeot and Renault. | © 86060 Betier than most
COOC D Aboul average
QOOOU The rest

Source: J.D. Power Asia Pacific 2012 Japan Sales Satisfaction Index (SSI) Studys™

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

J.D. Power Asia Pacific as the publisher and the J.D. Power Asia Pacific 2012 Japan Sales Satisfaction Index (SSI)
Study®M 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 Asia Pacific study results without the express prior written consent of
J.D. Power Asia Pacific.
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Factors Contributing to Overall Satisfaction

Product Exhibit
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. Salesperson
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25%

NOTE: Percentages may not total 100 due to rounding.

Source: J.D. Power Asia Pacific 2012 Japan Sales Satisfaction Index (SSI) Studys™

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

J.D. Power Asia Pacific as the publisher and the J.D. Power Asia Pacific 2012 Japan Sales Satisfaction Index
(SSI) StudysM 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 Asia Pacific study results without the express prior written consent of J.D. Power Asia Pacific.



