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J.D. Power Asia Pacific Reports:
After Sales Satisfaction with Dealership Service Geers in Taiwan Hits a Three-Year Low

Lexus Ranks Highest in Customer Satisfaction witith&rized Dealer
After-Sales Service for {4Consecutive Year

SINGAPORE: 19 September 2012 —Strong growth in new-vehicle sales volumes in Eailas
contributed to an increased strain on dealershipcgecenters, driving a 9-point decline in aftales
satisfaction, according to the J.D. Power AsiafRa2D12 Taiwan Customer Service Index (CSI) StlYdy
released today.

The Taiwan Customer Service Index (CSI) Study, moits 15th year, measures satisfaction among ieshic
owners who visited their authorized dealershipisergenter for maintenance or repair work duriregfirst

12 to 24 months of ownership. The study measuresadisatisfaction with the service experience by
examining five factors (listed in order of importa): service quality, service initiation, vehiclielpup,
service advisor and service facility.

Overall customer satisfaction with authorized deségvice declined to 848 points on a 1,000-paiates
This represents a 9-point decline from 2011, tldeistry’s greatest decline over the past three years
Satisfaction across the five measures examinedleasll decreased from 2011, with service quality
registering the largest drop (-14 points).

“Taiwan has seen a strong growth in new-vehiclessgéar over year since 2008, driving service vekito a
new high,” said Rajeev Nair, director at J.D. Posia Pacific, Singapore. “This poses a major emae for
dealerships to maintain the quality of the serexperience.”

Among the 15 vehicle brands ranked in the studyukeanks highest with a score of 886 points andives
an award for the T4consecutive year. Lexus also sets the industrghieark across all five CSl| factors,
scoring the highest in each factor across brandgnéing out the top five nameplates are BMW (8Vbjyo
(865), Volkswagen (858) and Nissan (852).

“Providing high levels of customer service agathstbackdrop of higher sales volume is clearlyallehge,”
said Nair. “Those brands that can successfully mariis expansion by planning ahead and scalirig the
operations will be better positioned for growth dinds, stand to benefit from increased customealtgwand
advocacy.”

The study examines 22 service practices to idegfiicific actions that dealers can take to incriassds of
satisfaction. It has found that returning the vishateaner after service displays the greatestipesmpact
on customer satisfaction. Customers who reportthit cars were returned washed and vacuumed after
service had satisfaction scores averaging 27 pbigter than customers who did not report receiig
service.

“Returning the vehicle in a cleaner condition pgstvice creates a positive impression of the guafitvork
at the dealership,” said Nair. “It's the first tigithat the customers note upon receiving their @adscertainly
has a positive impact on the overall customer iae.”

Another area that dealers can focus on is in reduitie time needed to hand a vehicle over for servi

Customers who are able to hand over their cardmittminutes register satisfaction score 26 pabizve
industry average. Customers are extremely timeisen@ this aspect because when the customejulsa$o
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wait for more than 15 minutes to send their vehiclor service, satisfaction scores dips 18 pdiiow
industry average.

High customer satisfaction with dealer service el boost the bottom line for both dealers and
manufacturers. Among all the “delighted” custom@res averaging 895 or higher), more than hatief
customers “definitely will” recommend the servioeater to friends and relatives. Similar patterres ar
observed with customer repurchase intent wherdynlealf of these highly satisfied customers indéctitat
they are likely to repurchase the same brand.

The 2012 J.D. Power Customer Service Index Stubpsed on responses from 3,015 owners who received
their new vehicle between March 2010 and June 20#1took their vehicle for service to an authorized
dealer or service center between September 2013wel2012. The study was fielded between March and
June 2012.

About J.D. Power Asia Pacific

J.D. Power Asia Pacific has offices in Tokyo, Sipge, Beijing, Shanghai and Bangkok that conduct
customer satisfaction research and provide perfoceanalytics services in the automotive, infororati
technology and finance industries. Together, the diffices bring the language of customer satigfadb
consumers and businesses in Australia, China,,Iidizvan, Japan, Malaysia, Philippines, Taiwan,iléna
and Vietnam. Information regarding J.D. Power Azgific and its products can be accessed throwgh th
Internet atwww.jdpower.comMedia email contact: xingti _liu@jdpower.com.sg

About J.D. Power and Associates

Headquartered in Westlake Village, Calif., J.D. Boand Associates is a global marketing information
services company operating in key business seictdrgling market research, forecasting, performance
improvement, Web intelligence and customer satigfacThe company’s quality and satisfaction
measurements are based on responses from milfa@mmsumers annually. For more information on car
reviews and ratings, car insurance, health insesazell phone ratings, and more, please ¥i3RPower.com
J.D. Power and Associates is a business unit ofvid@®@raw-Hill Companies.

About The McGraw-Hill Companies:

McGraw-Hill announced on September 12, 2011, isntion to separate into two companies: McGraw-Hill
Financial, a leading provider of content and anedytio global financial markets, and McGraw-Hill@gation,
a leading education company focused on digitahiegrand education services worldwide. McGraw-Hill
Financial’'s leading brands include Standard & Po&atings Services, S&P Capital IQ, S&P Dow Jones
Indices, Platts energy information services and P&wver and Associates. With sales of $6.2 bililo2011,
the Corporation has approximately 23,000 emplogeesss more than 280 offices in 40 countries. Aokt
information is available dtttp://www.mcgraw-hill.com/

Media Relations Contacts:

XingTi Liu; J.D. Power Asia Pacific; 08-Shenton W#4-02/03/04; Singapore, 068811; Phone +65-
67338980xingti_liu@jdpower.com.sg

John Tews; Director, Media Relations; J.D. Powel Associates; Troy, Michigan 48098 USA; 001 248 312
4119;john.tews@jdpa.com

No advertising or other promotional use can be nmddlee information in this release without the eegs
prior written consent of J.D. Power and Associatég.//www.jdpower.com/corporate
###
(Page 2 of 2)
NOTE: Two charts follow.




J.D. Power Asia Pacific
2012 Taiwan Customer Service Index (CSI) StudysSM

Customer Service Index Ranking
Based on 1,000-point scale
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Lexus | 886
BMW | 871
Volvo | 865

Volkswagen | 858

Nissan | 852

Toyota | 850
Audi | 849
Mercedes-Benz | 849
Industry Average | N 46
Mitsubishi | 846
Mazda | 843
Honda | 838

Luxgen | 837
Ford | 836

Suzuki | 834

Hyundai | 832

Source: J.D. Power Asia Pacific 2012 Taiwan Customer Service Index (CSI) 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 Taiwan Customer Service Index
(CSI) Study®M 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 Comprising Overall Satisfaction
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Source: J.D. Power Asia Pacific 2012 Taiwan Customer Service Index (CSI) Studysm
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