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Despite Stable Costs, Customer Loyalty Intentions
For Dealership Service Weakening, J.D. Power Study Finds

Audi Ranks Highest in Customer Satisfaction with Vehicle Service among Luxury Brands;
Dongfeng Citroén Ranks Highest among Mass Market Brands

SHANGHALI: 28 July 2016 — Fewer customers say they “definitely would” revisit their service dealer for
post-warranty maintenance and repairs despite the fact that service costs have remained stable, according
to the ].D. Power 2016 China Customer Service Index (CSI) Study,™ released today.

The study, now in its 16th year, measures satisfaction among vehicle owners who have owned their vehicle
between 12 and 36 months and who have visited an authorized dealer's service department for
maintenance or repair work during the past six months. The 12- to 36-month-ownership time frame
typically represents a substantial portion of the vehicle warranty period. The study examines five factors to
determine overall customer satisfaction with dealer service (in order of importance): service quality (22%);
vehicle pick-up (21%); service facility (20%); service advisor (18%); and service initiation (18%). The
satisfaction score measures the performance of authorized dealers in meeting customers' expectations of
their after-sales service experience. Satisfaction is measured on a 1,000-point scale.

Only 22% of customers in the mass market segment and 34% of customers in the luxury segment in 2016
say they “definitely would” revisit their service dealer for post-warranty services, a decrease from 34% and
44%, respectively, in 2015. Additionally, customers are visiting their authorized dealer less often this year.
On average, vehicle owners in 2016 have visited their dealership 2.9 times in the previous 12 months,
down from 3.4 in 2015. Customers tend to think the price they received at authorized dealers is not
reasonable enough. Customers’ perception of servicing costs to be reasonable has decreased to 87% in
2016 from 94% in 2015. However, the study finds that maintenance service costs at authorized dealerships
have remained fairly stable (RMB 660 in 2016 vs. RMB 642 in 2015).

“Clearly, there is a gap between customers’ perceptions of price reasonableness and actual price paid,
which significantly impacts loyalty and advocacy,” said Frank Hu, general manager, auto service and
loyalty at J.D. Power China. “Authorized dealers need to put more effort into turning around customers’
perceptions, especially when those perceptions contradict the actual facts, in order to gain customers’ trust
and long-term loyalty.”

Hu noted that the service advisor plays a critical role in the dealer-customer relationship. “Explaining costs
as well advising the customers on the services they need, even recommending additional services skillfully
when necessary, are critical to nurturing trust and improving satisfaction,” said Hu. “Authorized dealers
need to make sure their customers are willing to return throughout their ownership life cycle.”

The study finds that customers in China are significantly more satisfied when the dealership provides a

price estimate prior to service, compared to when such estimate is not provided (687 vs. 613, respectively),
and when they receive an explanation of the charges after service is completed (687 vs. 606).
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Other key findings of the study include:

e Overall Satisfaction Improves; Korean Brands Have Highest Satisfaction: Overall satisfaction in
the luxury segment improves to 742 in 2016 from 717 in 2015, while satisfaction in the mass market
segment improves to 674 from 664. In the mass market segment, Korean brands rank highest for a fifth
consecutive year, with an average score of 780. Following Korean brands are European (696), U.S.
(684), Japanese (664) and Chinese (626) brands. Chinese and European brands each improve by 26
points year over year.

e Domestic Chinese Brands Are Improving: The domestic brands continue to improve in after-sales
services, but still lag behind the foreign players. The gap in scores between international and domestic
makes in the mass market segment has narrowed to 71 points in 2016 from 91 points in 2015.

e Service Time Management Impacts Customer Satisfaction: As service time increases, satisfaction
drops significantly. In the luxury segment, when service time is 2 hours, satisfaction is above the
segment average (752 vs. 742, respectively); yet, in the mass market segment, when service time is 2
hours, satisfaction is very close to average (673 vs. 674). When service time is 3 hours, satisfaction
drops to 718 in the luxury segment and 660 in the mass market segment.

e Number of Female Customers Increases; Female Satisfaction Is Lower: In 2016, female customers
account for 40% of service customers, an increase from 23% in 2010. Satisfaction is lower among
female customers than male customers in both the luxury (13 points lower) and mass market (18
points lower) segments.

CSI Study Rankings
Audi ranks highest among luxury brands, with a score of 815. In the mass market segment, Dongfeng
Citroén (814) ranks highest, followed by Dongfeng Peugeot (806) and Beijing Hyundai (786).

The 2016 China Customer Service Index (CSI) Study, which examines 74 passenger vehicle brands, is based
on street intercept and face-to-face interviews with 18,577 new-vehicle owners who purchased their
vehicle between October 2012 and May 2015. The study was fielded between October 2015 and May 2016
in 57 major cities in China.
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About ].D. Power

].D. Power has offices in Tokyo, Singapore, Beijing, Shanghai, Malaysia and Bangkok that conduct customer
satisfaction research and provide consulting services in the automotive, information technology and
finance industries in the Asia Pacific region. Together, the six offices bring the language of customer
satisfaction to consumers and businesses in Australia, China, India, Indonesia, Japan, Malaysia, Philippines,
Taiwan, Thailand and Vietnam. Information regarding J.D. Power and its products can be accessed through
the Internet at asean-oceania.jdpower.com.
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Customer Service Index Ranking—Luxury Brands
(Based on a 1,000-point scale)

JDPower.com
Power Circle Ratings™
for consumers:
650 750 850 950

Audi 815

Luxury Segment Average 742 000

Power Circle Ratings Legend
OOOO® Among the best
OOOO  Better than most
000 About average
o0 The rest

Source: J.D. Power 2016 China Customer Service Index (CSl) Studys™

Charts and graphs extracted from this press release for use by the media must be accompanied by a statement identifying
J.D. Power as the publisher and the study from which it originated 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 survey results without the express prior written consent of J.D. Power.
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Customer Service Index Ranking—Mass Market Brands
(Based on a 1,000-point scale)

JDPower.com
Power Circle Ratings™

650 700 750 800 850 for consumers:
Dongfeng Citroen 814 00000
Dongfeng Peugeot 806 00000
Beijing Hyundai 786 0000
Changan Ford 0000
Dongfeng Yueda Kia 0000
Dongfeng Future 0000
Dongfeng Fengshen 0000
Geely 0000
FAW Car 0000
MG 0000
Roewe 000
GAC Trumpchi 000
Jeep 000
SAIC Volkswagen 683 000
MINI 682 PPN
Subaru 681 (YY)
Dongfeng Nissan 679 000
Changan Mazda 675 000
Volkswagen 675 000
Mass Market Average 674 000
Power Circle Ratings Legend
OOOOO® Among the best
OOOO  Better than most
000 About average
Source: J.D. Power 2016 China Customer Service Index (CSI) Studys™ (1) The rest

Charts and graphs extracted from this press release for use by the media must be accompanied by a statement identifying
J.D. Power as the publisher and the study from which it originated 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 informationin this
release or J.D. Power survey results without the express prior written consent of J.D. Power.



