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].D. Power Asia Pacific Reports:
High Customer Satisfaction in Purchase Experience Drives Close Rates and Repurchase Intent

Audi Ranks Highest among Luxury Brands in Sales Satisfaction; Dongfeng Nissan Ranks Highest
among Mass Market Brands

Shanghai: 28 June 2013 — Delivering an outstanding customer experience in the sales process helps
automakers and dealers improve their close rates and drives sales performance, with the 10 highest-
performing brands in sales satisfaction across both luxury and mass market brands holding an
approximately 40 percent share of China retail auto sales, according to the ].D. Power Asia Pacific 2013
China Sales Satisfaction Index (SSI) StudysM released today.

Now in its 14t year, the study measures customer satisfaction with the new-vehicle purchase experience in
five factors (in the order of importance): delivery process; sales initiation; deal; dealership facility;
salesperson. The study is based on survey responses of new-vehicle owners during the first 2 to 6 months
of ownership. The SSI Study has been redesigned in 2013 to focus on providing more actionable insights for
the automotive industry?.

In addition, 2013 also marks the first year J.D. Power separates rankings into the two segments—Iluxury
brands and mass market brands—to address the differences in terms of customer expectations.

Overall satisfaction is 649 points (on a 1,000-point scale) in 2013. Satisfaction in the luxury segment
averages 665 points and 647 points in the mass market segment.

Among the six luxury brands? included in the study, Audi scores highest in sales satisfaction at 721 and
performs well in all five factors.

Dongfeng Nissan ranks highest in overall satisfaction among the 47 mass market brands3 included in the
study, with a score of 732. Following Dongfeng Nissan in the rankings are Beijing Hyundai (715) and
Dongfeng Citroén and Dongfeng Yueda Kia in a tie (703 each).

Among all brands of origin, Korean automakers achieve the highest satisfaction score at 708, which is 59
points higher than industry average. Korean brands also rank highest in all five factors.

Chinese domestic brands lag behind in sales satisfaction with an average score of 599. The gap in SSI
satisfaction scores between domestic and international brands has widened to 70 points in 2013. The
largest gaps between domestic and international brands are in sales initiation and dealership facility.

! Note: Due to the study redesign, the SSI index scores for the 2013 study cannot be compared with index scores from
previous years.
2 Note: There are six luxury brands with sufficient samples included in the study.
® Note: There are 47 mass market brands with sufficient samples included in the study.
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European and Japanese brands follow with 671 and 669 points, respectively. U.S. brands trail with an
average of 638 points in sales satisfaction.

According to LMC Automotive, passenger vehicle sales volume in China reached 6.67 million units in the
first five months of 2013. However, competition is increasing in tandem with the market growth. The
number of models in the China automotive market is expected to reach 524, approximately 1.8 times that in
the U.S. market in 2013. The importance of ensuring customers are satisfied with their purchase experience
becomes even greater as automakers and dealers strive to not just close deals, but to also retain customers.

“It is crucial to use the shopping experience as a key point of differentiation in such a highly competitive
marketplace, to ensure customers see value beyond price, and to develop a strong relationship for word of
mouth and service usage,” said Dr. Mei Songlin, vice president and managing director at ].D. Power Asia
Pacific, Shanghai.

Brands with high SSI scores also lead the industry in terms of sales rate per year and overall sales volume.
Makes with high satisfaction (666 points and above) show an average sales of 1,380 units per dealer in
2012, compared with 1,092 units sold by makes with low SSI satisfaction (612 points and below). Among
the 53 brands* included in the 2013 study, the 10 highest-performing brands in sales satisfaction command
a share of approximately 40 percent in sales volume.5

High sales satisfaction scores have a significant impact not only on repurchase rates of the same brand, but
also on customer loyalty toward dealer services. Among owners of makes achieving high SSI scores, 14
percent have purchased the same make, double the ratio of repurchase among those who own makes with
low sales satisfaction (7%). More than one-half of owners of makes (52%) in the high satisfaction category
indicate they would recommend their dealer. This drops to 21 percent among owners of makes in the low
satisfaction category.

The study shows that dealers may improve sales satisfaction by identifying and meeting individual
customer needs. Among the Key Performance Indicators (KPIs) measured in the study, being accompanied
throughout the dealer visit and being contacted after the sale to make sure the purchase experience was
satisfactory each have a significant impact on a customer’s overall perception of their experience.

“Dealers may be able to deliver a better experience when they focus more on communicating one-on-one
with customers to understand their individual needs and preferences and create an emotional bond with
them at different touch points,” said Tony Zhou, director of automotive research at ].D. Power Asia Pacific,
Shanghai.

In the 2013 study, approximately 40 percent of customers indicate they don’t know what model to buy
before visiting the dealership. According to Zhou, dealers may be able to improve their close rate by
influencing the decisions of these vehicle shoppers by identifying their needs and explaining the vehicle’s
features in a compelling manner.

The 2013 China Sales Satisfaction Index (SSI) Study is based on survey responses from 14,462 vehicle
owners who purchased a new vehicle between July 2012 and February 2013. The study was fielded from
January through April 2013 in 46 major cities in China.

* Note: There are 53 brands with sufficient samples included in the study. The study examines 72 brands in total.
® Source: J.D. Power 2013 China Sales Satisfaction Index (SSI) Study*™ and LMC Automotive.
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The China Sales Satisfaction Index (SSI) Study is one of eight consumer-based benchmark studies
conducted by ].D. Power Asia Pacific in China. Other 2013 studies conducted by ].D. Power Asia Pacific
include:
The China Customer Satisfaction Index (CSI) Study, which examines satisfaction with the after-sales
service experience among vehicle owners between 12 and 24 months of ownership, will be released
in late July.
The China New-Vehicle Intender Study (NVIS), which examines customers’ pre-purchase
perceptions and considerations, will be released in late August.
The China Original Equipment Tire Satisfaction Index (OE-TSI) Study, which measures customer
satisfaction with original equipment tires, will be released in August.
The China Manufacturer Website Evaluation Study (MWES), which measures the effectiveness of
OEM websites on the basis of the Voice of the Customer, will be released in late September.
The China Initial Quality Study (IQS), which measures problems experienced by new-vehicle
owners during the first two to six months of ownership, will be released in October.
The China Automotive Performance, Execution and Layout (APEAL) Study, which measures what
excites and delights owners about their new vehicle’s performance and design during the first two
to six months of ownership, will be released in November.
The China Vehicle Dependability Study (VDS), which evaluates overall vehicle dependability during
the first 25-36 months of ownership, will be published in December.

About J.D. Power Asia Pacific

].D. Power Asia Pacific has offices in Tokyo, Singapore, Beijing, Shanghai and Bangkok that conduct
customer satisfaction research and provide consulting services in the automotive, information technology
and finance industries. Together, the five offices bring the language of customer satisfaction to consumers
and businesses in China, Australia, India, Indonesia, Japan, Malaysia, Philippines, Taiwan, Thailand and
Vietnam. Information regarding J.D. Power Asia Pacific and its products can be accessed through the
Internet at www.jdpower.com. Media e-mail contact: ellen wang@jdpa.com. Please follow J.D. Power at
http://e.weibo.com /jdpowerchina.

About ].D. Power

].D. Power is a global marketing information services company providing performance improvement, social
media and customer satisfaction insights and solutions. The company’s quality and satisfaction
measurements are based on responses from millions of consumers annually. Headquartered in Westlake
Village, Calif,, ].D. Power has offices in North America, Europe and Asia Pacific. For more information on car
reviews and ratings, car insurance, health insurance, cell phone ratings, and more, please visit
[DPower.com. ].D. Power is a business unit of McGraw Hill Financial.

About McGraw Hill Financial

McGraw Hill Financial (NYSE: MHF]I), a financial intelligence company, is a leader in credit ratings,
benchmarks and analytics for the global capital and commodity markets. Iconic brands include Standard &
Poor’s Ratings Services, S&P Capital 1Q, S&P Dow Jones Indices, Platts, CRISIL, ].D. Power, McGraw-Hill
Construction and Aviation Week. The Company has approximately 17,000 employees in 27 countries.
Additional information is available at http://www.mhfi.com.



http://www.jdpower.com/
mailto:helen_rong@jdpa.com
http://e.weibo.com/jdpowerchina
http://www.jdpower.com/autos
http://www.jdpower.com/autos
http://www.jdpower.com/insurance
http://www.jdpower.com/healthcare
http://www.jdpower.com/telecom
http://www.jdpower.com/
http://www.mhfi.com/

(Page 3 of 4)

Media Relations Contacts:

Ms. Ellen Wang; Public Relation Supervisor; J.D. Power Asia Pacific; Shanghai, 200040 China; +86 21 2208
0831; ellen wang@jdpa.com

John Tews; Director, Media Relations; J.D. Power; Troy, Michigan 48083 USA; 001 248 680 6218;
john.tews@jdpa.com

No advertising or other promotional use can be made of the information in this release without the express
prior written consent of ].D. Power. www.jdpower.com/corporate.
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Sales Satisfaction Index Ranking: Segment Average and Above

Luxury Brands
(Based on a 1,000-point scale)
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Sales Satisfaction Index Ranking: Segment Average and Above
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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 2013 China 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.
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Factors Contributing to Overall Satisfaction
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Source: J.D. Power Asia Pacific 2013 China Sales Satisfaction Index (SSI) StudySM™
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