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J.D. Power and Associates Reports:
A Desire for Different Vehicle Attributes and Features Leads Many New-Vehicle Owners to Switch Brands

Hyundai Ranks Highest in Customer Retention among 33 Automotive Brands

WESTLAKE VILLAGE, Calif.: 11 January 2012 — One in three new-vehicle owners who switched brands
say their previous brand didn’t make the type of vehicle they wanted, indicating that striking the right
combination of model offerings and vehicle appeal is critical to retaining customers, according to the J.D. Power
and Associates 2012 Customer Retention Study*™ released today.

Now in its ninth year, the study measures the rate at which automotive brands retain their existing customers and
examines the reasons why customers remain loyal. Customer retention is critical to a brand’s market success,
particularly during the current period of market recovery, in which each new-vehicle sale is vital. In addition to
customer retention, the study also measures the rate at which each automotive brand captures customers from its
competitors, known as conquesting.

Among new-vehicle owners who switched vehicle brands for their latest purchase, 33 percent indicate that their
previous brand didn’t offer the type of vehicle they wanted. Although this is a primary reason for switching, other
key reasons relate to dissatisfaction with the previous vehicle, including the vehicle costs too much to own or
maintain; there are too many problems with the vehicle; and the vehicle didn’t retain sufficient resale value.

“Many automotive brands are expanding their array of models in an attempt to capture more buyers, but this isn’t
enough in and of itself,” said Raffi Festekjian, director of automotive product research at J.D. Power and
Associates. “Manufacturers need to integrate specific attributes and features that delight vehicle owners to
maximize their opportunity to both retain customers and conquest from other brands. Manufacturers also need to
ensure owners are satisfied with the quality, residual values and ownership costs of their vehicles.”

According to Festekjian, brands that strike the right combination of all of these aspects stand the best chance of
being reconsidered by current vehicle owners for their next new-vehicle purchase.

Hyundai ranks highest among automotive brands in retaining customers when they buy a new vehicle, and
improves its retention rate by four percentage points from 2010 to 64 percent in 2012. Hyundai’s retention rate is
primarily driven by the Elantra and Sonata models.

“Hyundai’s increased retention rate is shaped by its expanding model lineup, as well as the fact that perceptions of
the brand’s quality and appeal have continued to improve during the past decade,” said Festekjian.

Following Hyundai in the rankings are Ford and Honda, in a tie, each with a customer retention rate of 60 percent.
Jeep posts the greatest improvement in customer retention rate from 2010, improving by 17 percentage points to
51 percent in 2012.

' J.D. Power and Associates last issued the Customer Retention Study in December 2010. Comparisons between
the 2010 and 2012 studies span a one-year period, rather than a two-year period. The study was not published in
2011.
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Overall customer retention has improved by one percentage point in 2012 to 49 percent, compared with 48
percent in 2010. In 2012, 19 of the 33 ranked brands have improved their customer retention rates from 2010,
while 14 have declined.

The study also finds that women and younger vehicle owners (those in the Generation Y and Generation X
demographics, between ages 23 and 47) are less likely to choose the same vehicle brand for their next purchase,
compared with men and older owners.

“Women and younger vehicle owners are more likely to experience changes in their life circumstances, including
growth in household size or changes in income levels, that would lead them to purchase vehicles that better
accommodate their new lifestyle,” said Festekjian.

Brands that perform particularly well in retaining women customers include Honda, Hyundai, Kia and Mercedes-
Benz. Among vehicle owners in the Generation Y and Generation X demographics, Ford, Kia, Lexus and
Mercedes-Benz perform particularly well in customer retention.

The 2012 Customer Retention Study is based on responses from 117,001 new-vehicle buyers and lessees, of
which 73,733 replaced a vehicle that was previously acquired new. The study was fielded between February and
May 2011 and August and September 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 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

McGraw-Hill announced on September 12, 2011, its intention to separate into two public companies: McGraw-
Hill Financial, a leading provider of content and analytics to global financial markets, and McGraw-Hill
Education, a leading education company focused on digital learning and education services worldwide. McGraw-
Hill Financial's leading brands include Standard & Poor's Ratings Services, S&P Capital 1Q, S&P Indices, Platts
energy information services and J.D. Power and Associates. With sales of $6.2 billion in 2010, the Corporation
has approximately 21,000 employees across more than 280 offices in 40 countries. Additional information is
available at http://www.mcgraw-hill.com/.

J.D. Power and Associates Media Relations Contacts:
John Tews; Troy, Mich.; (248) 312-4119; media.relations @jdpa.com

Syvetril Perryman; Westlake Village, Calif.; (805) 418-8103; 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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Base: Vehicle owners who previously purchased a new vehicle of a particular brand.

NOTE: smart is included in the study, but not ranked due to small sample size.

Source: J.D. Power and Associates 2012 Customer Retention StudysM

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 2012 Customer Retention 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 and Associates study results without the express prior written consent of J.D. Power

and Associates.



