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J.D. Power and Associates Reports:
Customer Satisfaction with Credit Cards Increases for a Second Year

American Express Ranks Highest in Credit Card Customer Satisfaction for a Fifth Consecutive Year

WESTLAKE VILLAGE, Calif.: 18 August 2011 — After a considerable decline in 2009, credit card customer
satisfaction has increased for a second year, according to the J.D. Power and Associates 2011 U.S. Credit Card
Satisfaction Study® released today.

The study, now in its fifth year, measures customer satisfaction with credit cards by examining six key factors:
interaction; credit card terms; billing and payment process; rewards; benefits and services; and problem resolution.
Overall credit card satisfaction averages 731 on a 1,000-point scale in 2011, up from 714 in 2010 and 705 in 2009.

American Express ranks highest in customer satisfaction for a fifth consecutive year with a score of 786 and
performs particularly well in the benefits and services, credit card terms and rewards factors. Discover Card
follows with a score of 779, and performs well in the interaction factor. Barclaycard ranks third with 739.

Satisfaction improves across all factors, with substantial increases in satisfaction with problem resolution and
credit card terms. In the problem resolution factor, customers report fewer problems—11 percent in 2011,
compared with 14 percent in 2010. Additionally, any problems that do occur tend to be resolved more quickly this
year (4.9 days vs. 5.8 in 2010) and require fewer contacts (1.8 contacts vs. 2.2 in 2010).

Customer perceptions of card issuer brand image have also improved in 2011. Overall reputation of brands in the
industry has increased again this year, as measured across six attributes, with financial stability showing the
greatest increase from 2010.

“While the perception of credit card brands has increased from last year, this strong upward indicator could
certainly turn, given the highly volatile markets of late,” said Michael Beird, director of banking services at J.D.
Power and Associates.

The improvement in credit card satisfaction may be attributed to a decline in interest rate increases reported, as
well as a decrease in the impact of interest rate increases on overall satisfaction. In addition, 35 percent of
customers say they understand their credit card terms—up from 32 percent in 2010.

“It appears that credit card companies are doing a better job of communicating with customers, which may be an
effect of the CARD Act,” said Beird. “This improved communication is key to ensuring that customers fully
understand their credit card terms—particularly benefits and fees—which helps reduce the number of problems
reported and improves the overall experience.”

While satisfaction among transactors (customers who always or usually pay their entire credit card balance each

month) declined in 2010, satisfaction in 2011 has improved among both transactors and revolvers (customers who
typically carry account balances).
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According to Beird, even with improved communication and higher satisfaction across the industry, there is still a
wide variance among credit card companies, and competition for acquiring new cardholders has increased during
the past year. As a result, consumers should do all they can to arm themselves with knowledge when considering
a new credit card.

“The improvements in the industry around more proactive and transparent communication create a more level
playing field, but only if consumers educate themselves,” said Beird, who offers these tips:

¢ Know what kind of credit card user you are and choose a card that fits your habits. Do you tend to
carry a balance over time (revolvers) or pay it off every month (transactors)? Revolvers should look for
the most competitive credit terms on balances and payments instead of an attractive rewards program.
Transactors, however, should look at rewards programs that make it easy to both earn and redeem rewards.
Both types of customers should search for programs that provide the best overall benefits and services for
their needs.

e Do your homework online, in person and over the phone. Ask questions and read materials about the
card program you are interested in. Do not overlook online blogs and websites, including JDPower.com
that objectively evaluate card issuers and program terms and include customer feedback.

o Explore what other customer tools and resources are available. Many issuers now offer a wide range
of online tools for financial planning and debt management, as well as payment and purchase tracking.
Some also offer credit counseling, sophisticated mobile applications, online chat and other forms of real-
time assistance to fit their customers’ lifestyles.

¢ Do not be afraid to test customer service before applying. While the Internet continues to be a critical
interaction channel for credit card customer service, talking to agents via the phone is still the primary
channel for addressing questions and problems. Before you apply, call the customer service line to see
how user-friendly and helpful the service is.

The 2011 U.S. Credit Card Satisfaction Study is based on responses from more than 8,700 credit card customers.
The study was fielded in May and June 2011.

About J.D. Power and Associates

Headquartered in Westlake Village, Calif., J.D. Power and Associates is a global marketing information services
company providing forecasting, 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. For more information on car reviews and ratings, car insurance, health insurance, cell phone
ratings, and more, please visit JDPower.com. J.D. Power and Associates is a business unit of The McGraw-Hill
Companies.

About The McGraw-Hill Companies

Founded in 1888, The McGraw-Hill Companies is a leading global financial information and education company
that helps professionals and students succeed in the Knowledge Economy. With leading brands including
Standard & Poor’s, McGraw-Hill Education, Platts energy information services and J.D. Power and Associates,
the Corporation has approximately 21,000 employees with more than 280 offices in 40 countries. Sales in 2010
were $6.2 billion. Additional information is available at http://www.mcgraw-hill.com.
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Jeff Perlman; Brandware Public Relations; Woodland Hills, Calif.; (818) 598-1115; jperlman@brandwarepr.com
John Tews; J.D. Power and Associates; Troy, Mich.; (248) 312-4119; media.relations@jdpa.com

No advertising or other promotional use can be made of the information in this release without the express prior
written consent of J.D. Power and Associates. www.jdpower.com/corporate
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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 2011 U.S. Credit Card Satisfaction 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 and Associates survey results without the express prior written consent of J.D. Power and
Associates.



