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The Brazilian President, in anticipation of an international meeting on the
problems of Africa, sends out the following message:

)
We propose that the rest of the world should take rational measures to
alleviate conditions of extreme poverty in Africa and we ask you to please
give this proposal your serious consideration.
The Argentine President
sent a cable saying
In response the French We do not understand
President sent this
message: And the former American the word please.
president tried to call for
Please explain: we do clarification:
not understand these
words in your text: Please explain: we do not
extreme poverty. understand the rest of the GfK

world
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Today’s Talking Points

9 What is the Purchase Funnel, Why should I care?
@ Intentions Metrics and How They Illuminate the Market

@ What can we learn just from the shape of the Purchase
Funnel?

?) What is happening in the US market, and how can that
help me understand consumers in my market?

GfK
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iIs the Purchase Funnel?

GfK
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GfK Automotive US Clients
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GfK Automotive Clients of Syndicated Offerings
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GfK Purchase Funnel

An Integrated Framework

Intentions/ |
Shopping
Patterns

¢ Closing Rates
e Loyalty/Defections
e Conquests

- Imagery

Awareness

Perceptions

J\.

First Choice
Intention

shoving el

—
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Brand Equity
(Ratings)

Retail/Market
Dynamics
(Shares)
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The Philosophy Behind the GfK Purchase Funnel
Upper Funnel

| 8
NEEDS
DEFINITION \
I Awareness
INFORMATION Upper
OF ALTERNATIVES - _J

e The “top” of the purchase funnel focuses on purchase
attitude formation
e The Image Barometer Study is the mechanism used to gather

consumer attitudes, opinions and perceptions of a
comprehensive set of automotive brands

PURCHASE e This study provides marketers with an accurate
DECISION understanding of the competitive strengths and weaknesses
 Z of segment makes/models and what images are driving

consumer behavior G K
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Product Benefits
Why look at Automotive Brand Equity?

e The Image Barometer is an indispensable tool for
guiding the development of business plans designed to
capture or increase share of mind, share of desire and
share of market.

»What images resonate the strongest with consumers
about my brand?

»How does my brand compare with the entire
competitive set?

GfK
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The Philosophy Behind the GfK Purchase Funnel

Lower Funnel

e The “bottom” of the funnel describes the transition from
NEEDS attitudes to purchase behavior
DEFINITION : .
e The Automotive Intentions and Purchases Study captures
I consumer expectations for the next new automotive purchase
INFORMATION and identifies changes in demand as market conditions
SEARCH evolve and consumers’ purchase horizons narrow
| e The Automotive Shopping Study measures reported shopping
EVALUATION behavior
OF ALTERNATIVES
First Ch.oice Demand
Intention
Cross-Shopplng — ea|erShIp/Interne Trafﬂc Lower
Patterns =~ <= Shopping Funnel
PURCHASE N
DECISION - el ekes
7 e Loyalty/Defections Purchase
e Conquests

/ GfK
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Product Benefits
Benefits of Measuring Pre-Purchase Demand?

‘ e Forward Looking ‘

o Reflect “"Free Expression” Demand
o Less affected by product availability, market incentives, pricing...
o Can recognize and react to market opportunities (e.g. demand exceeding sales) and threats

e Provide Market Intelligence in “Real Time”

¢ Intentions can complement sales and buyer surveys and help marketers

answer such questions as:

o How does my share of “demand” compare with my actual sales performance? Is there an
opportunity to convert unmet demand into sales?

o How does the demand for my brand change as consumers are closer to market in terms of their
purchase time horizon?

GfK
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In the U.S. Market, there is a growing group of consumers moving
away from the new vehicle market...

New Vehicle Intender/
New Vehicle Buyer Lifecycle

Over 60% of Brand Intenders have
owned a model from that Brand

Intender

Awareness

Imagery
Perceptions -
Intentions/ * Intention
Shopping .}Cross Shopping
Patterns hoppm & Patterns

¢ Closing Rates
e Loyalty/ Defect|0ns
¢ Conquests

GfK
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While in developing markets new car ownership expands

New Vehicle Intender/
New Vehicle Buyer Lifecycle

Intender

Awareness

Imagery

Perceptions -
'First Choice

Intentions/V Intention

Shopping =P Cross-Shopping
Patterns hoppln 4= Patterns

¢ C(Closing Rates w

¢ Loyalty/Defections
e Conquests

GfK
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Product Benefits
Why look at Automotive Brand Equity and Purchase Funnel Stages?

e Integrating the results of both the “Lower Funnel” (AIP)
and “Upper Funnel” studies into the Purchase Funnel
provides an integrated brand health and demand
tracking tool for marketers to address issues.

» Influencing the consumer earlier in the decision-making process
(“"Upper Funnel”) will have a longer lasting and thereby stronger
(and hopefully positive) effect.

» Conversely, attracting a consumer closer to the point of
purchase (“Lower Funnel”) is likely to be costlier and may not
have generated the strong wants/needs-benefits linkages that
strengthen brand perception during the sales experience.

GfK
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Fuel prices began to climb in 2007, but spiked upward rapidly at the

beginning of 2008. At that time, total intentions continued to shrink
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%0 New Vehicle Intentions
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=== 1yr Intentions

—a— Total Intentions
Ave. Cost of Gas (c/L) 92.3
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Incidence of New Vehicle Intentions
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Source: AFI® Canada AIP Study

Cost of Gas Source: MJ Ervin & Associates, Inc.
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| Significance = +/- 0.8 |
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At the same time brands like Toyota (Prius, Yaris) and Honda (Fit,
Civic) as well as Nissan, Mazda began to show increased demand.

70 1
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50

40 r
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20 r

10

=& TOTAL DOMESTIC
—B— TOTAL IMPORT
—A— JAPANESE

—o— KOREAN

—>»— EUROPEAN

Incidence of 1-Year Intentions:
Domestic vs. Import

Domestic demand
fueled largely by
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However, Canada is not a monolith, but a collection of regional
markets, and in Quebec domestic intentions ease as imports gain.
Discontinued GM brands contribute to domestic decline.

. ]
Incidence of 1-Year Intentions: (%)

o . Quebec - Domestic vs. Import

Honda gain
elping Import

70 u B

60 r

SO'A A A A A

40-. .
o
“ ® 0 .X‘\‘*.W
20
10 t ® ¢ ¥ @
0
Cy Cy CY CY <cCY Year

05 06 07 08 09 4Q05 1Q06 2Q06 3Q06 4Q06 1Q07 2Q07 3Q07 4Q07 1Q08 2Q08 3Q08 4Q08 1Q09 2Q09 3Q09 4Q09 Ago

== TOTAL DOMESTIC 35.7 355 353 324 318 33.1 347 374 353 346 335 352 35 376 336 31 30 352 302 321 34 309
—B— TOTAL IMPORT 643 645 64.7 676 682 669 653 62.7 647 654 665 649 651 625 664 69 70 648 698 679 66.1 691

—A— JAPANESE 50.2 50.6 482 498 486 566 51 495 512 506 47.7 483 501 466 485 512 529 464 505 479 468 493
—o— KOREAN 8.4 8 103 101 103 42 8 8 75 85 125 98 92 99 102 84 99 12 10 115 98 10
—>»— EUROPEAN 58 59 62 77 93 641 63 52 6 62 64 68 58 59 76 94 72 65 93 86 94 099

= Source: AFI® Canada AIP Study [ Significance = +/- 4.3 |
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Now, let's compare the trend in Toyota’s retail sales to it's share of one-
year intentions in Canada.

18 % of Light Vehicle Intentions/Sales
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after the September 11 event in the US.

Contrast that with Ford Motor of Canada, which beginning in 2000

began to meet sales goals by offering generous incentives, particularly

20 % of Light Vehicle Intenders/Sales
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Source: Canada Light Vehicle Intentions, Automotive News
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Historically, Hyundai Canada has been focused on communicating
price, and the relationship between sales and one year intentions
shows this, but....

10 |
% of Light Vehicle Intentions/Sales S OB a2
: —A— SALES
8 - Hyundai (Canada)
'l A
‘ /\
nl A_‘/\/ VA_‘-Q A /\ A
AN

2 ¢ A AAAA

AV ALY

0 rr 1+ 1o 11 1r—r—t1. 1 1 1~ 1~ 1/—1& & &t 1" & .1/ 191 1 "1©/1'1"'191'1'1T19'71T'1 11 T T 1T 1
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Switching over to the Mexico market, long term intentions trends are a
way of monitoring the status of competitive threats in the market.

% Intend to Buy This Make Within 1 Year
30

25

20

—— Volkswagen

15

—&— Ford

Toyota

1Q04 |
2Q04
3Q04
4Q04
1Q05
2Q05
3Q05
4Q05
1Q06
2Q06
3Q06
4Q06
1Q07
2Q07
3007
4Q07
1Q08
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3Q08
4Q08
3009
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l
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Source: GfK Mexico Barometer of Automotive Awareness and Imagery Study
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Demand Inflow / Outflow
CD Ratio, Conquests, Loyalty, and Defection

INTEND ...
COMPETITION
REPLACING.. . o
‘ " TOTAL
.’ . ~ REPLACERS -
C T ee——
Everybody
Else
Conquests H
_____ y
TOTAL I
“~...___ INTENDERS GfK

-
~ -~ -
-~ -

e —— e =
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Ford intended loyalty was in decline in 2008, but in 2009 began
to rebuild intended loyalty

100 -
—-o— Volkswagen

90 -
80 -
70 - —— Ford
60 -
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More importantly, Ford has been increasing conquest from other

major brands

% Ford Replacers Intend to Buy This Make
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100 ~
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0 |
o4 3 g
100 1
Just as Volkswagen is 60
conquesting Nissan and Ford 207
owners

I Pontiac
B Renault
O Chrysler
B MINI

0O Dodge

O Peugeot
O Toyota

H Honda

B Nissan

O Chevrolet
0O Volkswagen
B Ford

% Volkswagen Replacers Intend to Buy This Make

@ MINI

B Dodge

O SEAT

B Mazda

O Renault
0 Peugeot
O Toyota

B Honda
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Strong brands maintain a steady level of Conquesting that
contributes to brand growth and sales momentum

Conquest/Defection Ratio

Conquest/Defection Ratio Among New Vehicle Intenders - VW COﬂC]UEStS 19 new mtenders

—=— Volkswagen for every 10 defectors

5 - -0 Ford

N - Chevrolet Dodge C/D Ratio indicates
— Dodge that the brand is

contracting; a reflection of
lower levels of intentions.

Volkswagen: 1.9
Ford: 1.6
Chevrolet: 1.5

Dodge: 0.9

Source: GfK Mexico Automotive Intentions & Purchases Study
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9 Purchase Funnel Shapes

GfK
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The “standard ideal” funnel has a funnel shape
...Awareness is the largest number, and flows down to sales

“Ideal” Funnel Profile
Successful Product/Marketing

Strong Awareness

Awareness

ramilary
Imagery - )
ALl - Customers "Definitely” Consider Purchasing

A 4

A 4
Translates into High Familiarity

A\ 4

Positive Overall Opinion of Make/Model

First Ch0|ce .
Intentions/ Intentlon Develops into Demand
Shopping
Patterns =P CrOSS- Shopplng J

ShOppmg Patterns Creates Traffic

¢ Closing Rates

. . A 4
Loyalty/Defections W Generates a Sale G'FK

e Conquests
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New product launches or successful marketing campaigns
... 'expand” the lower funnel among near-term intenders, shoppers and buyers

Alternate “Ideal” Funnel Profile
For brands with smaller Upper Funnel

Strong Awareness - Advertising Awareness

A 4
Insufficient Familiarity to Create Strong Momentum

A\ 4
Unclear Overall Opinion of Make/Model

!

Few Customers "Definitely" Consider Purchasing

!

BUT New Product or Marketing Success,
Demand Increases

‘ . Shopping Increases

. - Higher Sales are Generated
GfK

© Copyright GfK Custom Research North America 2009. Proprietary and Confidential




GfK Custom Research North America U.S. Industry Overview & GfK Research Tools June 2009

Non-Ideal Funnels either miss sales goals or “buy” the sale
... by missing sales goals or spending more on incentives, both funnels cost more

BUT Retail/Price Advertising
“Top Heavy” Draws in Traffic and Sales

ong Awareness -
Awareness ertisin«_iAwarene Awareness

First Choice Less Demand First Choice
. Intention | Intention

\ A4
Shopping . Retail/Price Advertising Shoppin
- Not a Iot*of Traffic Drawsif Traffic ppIing
Higher Sales due to

© Copyright GfK Custom Research North America 2009. Proprietary and Confidential
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to Create Strong Momentum

Unclear Overall Opinion
of Make/Model

Few Customers "Definitely"
Consider Purchasing
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Import Luxury Purchase Funnel

Successful Product/Marketing: E.g. Lexus, BMW

June 2009

Opinion > Familiarity
= brand equity supports
price premium

Strong Awareness -
Advertising Awareness

;

Lower familiarity due to exclusivity
UIOs are relatively few

¢

Opinion higher than familiarity
thanks to powerful image halo

¢

High Opinion supports high consideration

¢

Driving strong demand...

P

Traffic...

p

...and sales

GfK
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In China, we note that funnel shapes tend to be fairly traditional, with
consideration somewhat lower than top-box opinion.

GfK Custom Research North America

Purchase Funnel Summary- Brands Measured in China (2007)

Buick Ford Volkswagen Honda Toyota Nissan Hyundai
FAMILIARITY .
OPINION I
CONSIDER I
INTENTIONS *
GLOSSARY:
Awa!'gness = Some knowledge (top 3 boxes) on 5-pt scale Note: Mitsubishi, Citroen, Roewe,
Familiar = Good knowledge (top 2 boxes) on 5-pt scale Chery, Audi not shown

Opinion = Excellent (top 2 box)

Consider = Definite (top box)
Total Demand = 1%t choice purchase intention at any point in the fut@r€opyright GfK Custom Research North America 2009. Proprietary and Confidential
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Whereas in Mexico, a few brands have for years dominated sales. Thus
consideration flares higher than opinion for these brands.

Awareness 74 70 39 “ 39 36 20
(% Some/Very Familiar)
Familiarity 40 34 15 H 18 B 12 6
(% Very Familiar)
Opinion 38 34 H 28 23 10
(% Excellent) H
Consideration 46 38 14 H 28 21 13
(% Definitely)
Intentions 22.4 12.5 0.7 5.5 3.4 1.2
All Intenders
Within 12 Months 19.5 13.3 1.3 5.5 3.7 1.5
Within 6 Months 17.6 14.7 0.8 3.7 4,5 1.6
Share of Sales 5.7 7.3 | 2.8

Source: GfK Mexico AIP Study; GfK Mexico Barometer of Automotive Awareness and Imagery Study G .F K
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We can track changes in the Purchase Funnel over time, and can
begin to identify strengthening trends in Upper Funnel metrics and
how they feed into intention formation.

_ Q404 Q405 Q406

(% Some/Very Familiar)
Famlllalj!ty 35 49 35
(% Very Familiar)
Opinion 37 44 35
(% Excellent)
Conslderatlon 48 46 53 43
(% Definitely)
Intentions 23.9 23.5 22.0 19.1
All Intenders
Within 12 Months 25.2 22.7 22.3 19.1
Within 6 Months 26.7 21.3 21.4 17.4
Share of Sales

Source: GfK Mexico AIP Study; GfK Mexico Barometer of Automotive Awareness and Imagery Study .
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Ford Motor began to focus less on moving cars and more on building
opinion of the brand, which has begun to create intention momentum.

Ford Q404 Q405 Q406 Q407 Q408 Q409
Awareness ) 64 79 75 65 71 70
(% Some/Very Familiar)
Familiarity 35 33 42 38 37 34
(% Very Familiar)
Opinion 33 38 35 29 33 »
(% Excellent)
Cons_llderatmn 46 44 49 a1 38 38
(% Definitely)
Intentions 15.6 17.3 16.2 16.4 13.5
All Intenders
Within 12 Months 15.9 16.1 13.9 12.5 11.3
Within 6 Months 17.1 16.0 13.3 13.4 9.6
Share of Sales

Ford fixes its lower funnel as new compacts build demand

N B GfK
Source: GfK Mexico AIP Study; GFK® Mexico Barometer of Automotive Awareness and Imagery Study
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Chevrolet’s lower Opinion level is highly exceeded by consideration
while Ford funnel dynamics allow for higher future sales without
incentives

Chevrolet Ford
Awareness 64 Conversion 70 Conversion
Ratios Ratios
Familiarity I |31 i43 % I I34
Opinion I I 23 - 74 % I I 34
Consideration I I 31 I I 38

Demand (1-Yr) | 14.7 .47 % 13.3

= T - 120 % []

Based on Light Vehicle Brand Intenders: Dec ‘09 Upper Funnel/Dec ‘09 Lower Funnel
Source: GfK Mexico AIP Study

Source: GfK Mexico Barometer of Automotive Awareness and Imagery Study
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It may seem that the Funnel is just a set of 6 or 7 humbers

However, it is just the tip of the
iceberg
The numbers BENEATH those
numbers is what tells the story and
helps provide true insight
For example — Demand (1 Year
Intentions) is a number that

represents the share of demand that ' '

your model has achieved If today has Opinion I

13.5%0 one-year intentions share, D:iljylers mage

down from 17.2% in the same : | T

quarter last year we can analyze it— Ad : '

by... Awa:enes Intention Loyalty ﬁ

32"‘4 | Conquests J
Geograph

Factor
Analysis

Demos

Defectio

GfK
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Here is a short example with a great deal of data
behind the chart, but just focused on the conclusion

Building Image Equity in

; Criteria
the US takes a _Iong time ... = Make rates 0.3 above average on attribute
Datsun/Nissan Toyota only built 2 blocks = Above average correlation of attribute with
inl7 years, while the purchase consideration for make
Datsun/Nissan transition [ = B (e Lo
lost ground = Q =Quality (Excellent Workmanship)
» R= Reliable (Dependable)
|
— FUN FUN,
: SPORTY
Toyota TECH ADV FUN, HANDLING | [e——
y VEE Ay HANDLING
M oeam e | IDURABLE DURABLE DaR, VALUE, DQR,
QUALITY, QUALITY, ooy | JauaLiry, auaLry, Il aoets sr Il par, VALUE,
VALUE VALUE, RELIABLE RELIABLE, RELIABLE, X ‘Il VALUE, TRUST,
RESALE VALUE. | |VALUE, RESALE] VALUE, VEH. MEETS 1 1pusT CUST SERV
RESALE CUST SERV___ || RESALE NEEDS,
1982 1985 1988 1992 1994 1996 1998 1999

GfK

December reported

Source: AFI® Barometer of Automotive Awareness and Imagery Study

Note: Among Those Very/Somewhat Familiar
© Copyright GfK Custom Research North America 2009. Proprietary and Confidential
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Nissan has been able to build some image equity over time
... Foundation of Value is back. With Altima launch, equity was momentarily built

Light Vehicle Brand Equity Blocks
Nissan
Criteria
= Make rates 0.3 above average on attribute
= Above average correlation of attribute with
purchase consideration for make
= D = Durable (Lasts Long)
= Q =Quality (Excellent Workmanship)
» R= Reliable (Dependable)
Altima
Launch
"GOOD
LOOKING
FUN ACCELERA
TION
RELIABLE, VALUE,
HASADS | |[HASADS| SPORTY DURABLE. VALUE RELIABLE, \E;/KJLROL\S,LE' DEPENDABLEIY /Al uE
LIKE, PRICE JJLIKE ECONOMICALI VALUE PRICE LASTS LONG
'97 '98 '99 '00 '01 '02 '03 '04 '05 606 607 608

December reported

Source: AFI® Barometer of Automotive Awareness and Imagery Study
Note: Among Those Very/Somewhat Familiar
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Since 1999, Toyota has solidly built all 3 blocks
... Foundation of DQR, Core 2" block of Product equity, and 3 block of Image Halo

Light Vehicle Brand Equity Blocks
Toyota
Criteria

= Make rates 0.3 above average on attribute
= Above average correlation of attribute with
purchase consideration for make

= D = Durable (Lasts Long) 600D LOOKING
= Q =Quality (Excellent Workmanship) Eete s
» R= Reliable (Dependable) SAFETY,
GOOD LOOKING TREND.
SAFETY, FUN,
HANDLING, GOOD LOOKING R%PIT'\‘E%H INNOVATIVE,
I_ (GOOD LOOKING RIDE, FUN, ADV. FUN SECURE, MPG,
GOOD LOOKING GOOD LOOKING|| | GOOD LOOKING S#{FEirg, HANDLING, HANDLING SUCCESSFUL
- - RIDE, FUN
SE'I'-I'I-IT\JEG'\IDFUN GOOD LOOKING GOOD LOOKINGI SE#?SQDFUN HANDLING, ACCSIEI:I;RI/[\\‘%O "
TECH ADV, 600D LOOKINGI HANDLING, HANDLING, F#EE:SAAFg/r,Y o | BEEETY
HANDLING HANDLING TREND RIDE, FUN, SAFETY TREND-
GOOD LOOKING | [TREND SETTNG SETTING, FUN FUN SAFETY SETTING
| |
DQR,TRUST DQR,
ool | | - ogr ooe (| oon e [l ponve | | oo I f
VALUE, NAME f R, 4 DQR, DQR, VALUE, fIl DQR, VALUE, d L =" | LEADER, cusT NAME, TRUST
TRUST. QUST Yr/;bléET I\Clﬁl\Jl‘g NAME TRUST, fIVALUE, TRADE- || “rRinein. Bl NAME TRUST TRUST, CUST.SERVICE SEESITC-E e LEADER R
. ' TRADE-IN, IN, NAME NAME TRUST, Il service, | LEADER, , LEADER, ' DE- CUST SVC .
SERVICE SERVICE SERVICE TRUST, LEADER LEADER LEADERI CUST. TRADE-IN LEADER, TRADE-IN VALUE SA"I' LEADER,,
SERVICE TRADE-IN VALUE, GOOD ’
VALUE SALES EXP
'97 '98 '99 '00 '01 '02 '03 '04 '05 606 007 6008

December reported

Source: AFI® Barometer of Automotive Awareness and Imagery Study

Note: Among Those Very/Somewhat Familiar
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hat is happening in the US
market, and how can that help
me ynderstand consumers in
> my market

GfK
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Shift to Thrift: America Suddenly a Nation of Savers

819%b of Americans agree “saving more money, even it
means making real sacrifices,” is a smart idea

819%b also say “paying for everything with cash, debit cards or
checks, and not using credit” is a smart idea

US savings rate topped 4% in 2009 (vs. negative
rate of recent years), and continues to be positive
in 2010 at 3.1 percent in the first quarter,
compared with 3.9 percent in the fourth.

"Rick and Noreen Capp recently reduced their credit-card debt,
opened a savings account, and stopped taking their children to
restaurants. 'You see the closing stores, and you know someone

RRUS February 2009 Survey, Q2 (phone); , , ”
Yoo Y Q2 (phone) needs to spend,” Capp says. Just not us.

Bureau of Economic Analysis K
National Economic Accounts Q2-10
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Consumers Want Products that Will Go the Distance

5290 of online adults agree strongly:
“I buy items that are built to last”
Another 44% agree somewhat
Baby Boomers among those most likely to agree strongly (56%)
Also the leading-indicator INFLUENTIAL Americans® (55%)
Implications. Opportunities in durability, extending product life
Expect ads extolling standing the test of time (200k+ mile vehicles)
58% of online adults are trying to "patch
and repair” instead of buy new
Tom Cucciniello, 50, owner of 3 Mercedes-Benz diesels
with a combined 500k+ miles that he hopes to go to 1
million miles, hopes he'll never have to buy another car
€11 ¢

RRUS January 2009 Teleconference Survey, Q7 (online); RRUS 08-12, Q7 (online); New York Times, Jan. 4, 2009
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All Intenders agree Value is even more important now
... and over 50% say “how they’re treated is as important as the vehicle itself”

=)

Source: GfK Market Dynamix

Total Non-

Intenders | Shoppers | Shoppers
Finding a good value in a vehicle is more important to - -
me than ever before
| strongly prefer to be left alone when shopping and will - 14
let a salesperson know if | have any questions
How I'm treated at the dealership is as important as the -
vehicle itself
| research and compare as many vehicles as possible 383
before making my final purchase decision
Rebates and incentives strongly influence my vehicle %3
purchase decision
| only buy a hew vehicle when | absolutely have to 34.2
| will consider any vehicle regardless of where the
headcquarters of the company resides as long as it 34.0
meets my needs
| don't trust automobile dealers or their salespeople 30.9

Non-shoppers also consider the
shopping experience to be negative

m Indicates significant difference between Non-Shoppers and Shoppers at 90% confidence interval
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Rethinking ‘Value’
...Value is not price

What most defines value to consumers today?_

At the top: Durable (88%) and high quality (79%)

Not a real ad —
but it could be

Second tier: Environmentally friendly (60%), makes my life
easier (59%), good warranty or service plan (59%)

Third tier: “"Inexpensive” (51%), "multiple
functions,” “personalized to my tastes” (43% each)

Fourth tier: “looks good/stylish” (19%)

GfK

RRUS February 2009 Teleconference Survey, Q14 (phone); YouTube; “Chevy Truck with Flint Engine Passes Million Miles,”
Flint (ML) Journal, Feb. 18, 2008
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Demand for new vehicles has been on the decline for the past 8 years
... SO it is more than just the economy that has led to the recent fall-off in demand and sales

% of US Households intending to buy a new vehicle

80
= Today, fewer than .

509% of US o
households intend a 50
new vehicle. Ever 40

30
= .andit continuesto

soften 10
0

O N 0 OO O = o M &« 1 O N O O O OO o o o o oo o O
S 9SO S SO0 S0 0 S0 S8 $Q QSO QY Qe e QR

5858553558
1996 2000 2009

GfK

Source: AFI® Light Vehicle Study ) ) ) )
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What have been some of the negative economic factors?

...Gas Prices, Recession & Unemployment all have reduced Demand & Shopping

US Gas Prices peak in July 2008

Consumer Confidence

450 % .. Housepol|ds Intending Ta Purchase A New Vehicle In... _
L{é%anhgbﬂg%seeﬁo@aste&oppedglnQl'ﬁe Bast 3 Months Index (1985 = 100)
400
Intentions &
14 - - 120
Shopping lower
30 p p g =&~ LV 1Yr Demand
250 2 T —&— LV Shop
200 10 [ == Unemployment
+ 80
150 8 == Cons Conf Index
100 TE
6 L
50
+ 40
0 4 r
L1207 213 L Unemployment higher
2 .
16000 - DJIA recover from March 2009
14000 + 0 - 0
May'07 : i j::::1%33388:2:543¢ Oct '09
12000 +
10000 +
8000 +
6000 +
4000 +
| GfK
04/;/.0 MaY ‘07 472008 1072108 42/09 Oct ‘09

Source: AFI® Light Vehicle Study Study; EIA; Dow Jgessyfiab erCeREHERERaEPRERFENREBORIES: PRBAARIDERESAideHENS



How did we get here? Did Auto Companies do something?
Incentives propped up industry sales until recent events, hiding lower demand

GfK Custom Research North America U.S. Industry Overview & GfK Research Tools June 2009

Incentives Spending

$3,000 -

$2,500
In 2001, the US entered a mild recession,
but the escalating level of incentives
kept sales high by pulling demand
forward

$2,000 -
$1,500 -
$1,000 -

$500 -

$0 -

% of US Households Intending within 1 Year
Stock Bf:ginning

1999
2000

_| B Industry Average Incentive

(Sales Weighted)

2002

20 Market Of US
[ Sales Boom Recession

157

1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007

Source: AFI® Light Vehicle Study; Automotive News Data Center;

10 ] i &
Demand Pulled Forward by
incentives
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In 2008, when the
US hit a major
recession, demand
was already low
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How did we get here? Did Auto Companies not do something?
Lower Auto Advertising to Intenders reduced exposure to New Vehicle benefits

% of New Vehicle Intenders who have

seleorgJ or heard advertising recently

0.90 B Did Not Intenders are less

080 See/Hear likely to see/hear
309% on Advertising Y . .

0.60 automotive advertising

‘O’j‘; about Product & the

030 W % Saw emotional elements of

020 Automotive new vehicle advertising

0.10 Advertising

0.00

% of New Vehicle Shoppers who have

seen or heard advertising recently
1.00

0.90
0.80
0.70
0.60
0.50

Shoppers are more
likely to see/hear

automotive advertising 040
about price/incentives 020

0.10
0.00

30%

Source: AFECTS
© Copyright GfK Custom Research North America 2009. Proprietary and Confidential



GfK Custom Research North America U.S. Industry Overview & GfK Research Tools June 2009

Makes & models show an “"X” pattern
...Increasing Incentives with declining Ad Awareness

Dodge Brand Lower Funnel Trends with Incentives Spending & Ad Awareness
% Share of Segment
$ Incentives Spending
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Source: AFI® Intentions and Shopping Data, AFECTS Ad Awareness; incentive and sales data from external sources
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Even strong brands like Toyota can have an “X" pattern
... however, Venza and new Prius help Ad Awareness, but level is lower than before

Toyota Lower Funnel with Incentives Spending & Ad Awareness
% Share of Segment, % Seen/Heard Ad $ Incentives Spending
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Source: AFI® Intentions and Shopping Data, AFECTS®; AutoData; Automotive News
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Ford is breaking the cycle with higher Ad Awareness and Demand
... hew product launches (F-Series, Fusion hybrid) and Quality improvements

Ford Lower Funnel with Incentives Spending & Ad Awareness

% Share of Segment, % Seen/Heard Ad

$ Incentives Spending
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Source: AFI® Intentions and Shopping Data, AFECTS®; AutoData; Automotive News
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The US Auto Industry is facing its most severe crisis in decades
... it’s not just the failing economy that’s to blame for declining vehicle demand

= Automotive industry decline goes
beyond economic reasons...
= Despite what looked like strong sales in
the past few years, demand for new

vehicles reaches a low in
May 2009

= Why has demand been declining?

= Unlike previous decades, the 2000s
has been without a significant
product segment

innovation

GfK
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Automotive sales recover quicker with significant product innovation
... but the last innovation was financial, dragging auto sales down earlier than 2008

US Light Vehicle Sales During Recessions
Sales per Household Units sold
0.3 - - 20,000,000
- 18,000,000
0.25 1 - 16,000,000
0.2 - - 14,000,000
- 12,000,000
0.15 - 10,000,000
- 8,000,000
0.1 6,000,000
1970’s: 1983: 1992: Explorer & 1999: Stock 2001: Heavy 4.000.000
0.05 | Japanese Cars Minivan SUVs Market Boom Incentives T
Introduced introduced established 2,000,000
0 I I I O

o LN o LN o LN o LN

N N 0 0 (@)} (@)} o o

(@)} (@)} (@)} (@)} (@)} (@)} o o

—i —i i —i —i i (@\] (@\]

Product B Vehicle Sales Per Household =— Vehicle Sales Financial
Innovation . Innovation
Recession Years G'FK

Source: Automotive News Data Center (Sales); US Census; GfK Analysis
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Good Ideas don’t Respect Economic Events!

1990-92 2001 Dot.com
Recession, bust, 9/11,
Downsizings Recession

1973-75

1980-82

Rust Bowl
Recession

Energy Crisis,
Recession

Japanese Cars
Introduced

GfK
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What can Automakers do in a down market?

Innovation is an answer

Can product/features or marketing innovation help in the short term?

= Yes, key product & marketing improvement Call help increase consumer

interest and confidence...
All “4 P’s” of Marketing

1970’s:
Japanese
Cars
Introduce

¢

Place:

Product:

Price:

Promotion:

Distribution

Product Features | s

Financing Options t/ %;3
‘ o =
Marketing Messages ' f

... but the key to long term success is sustained innovation

Significant innovation (especially product) takes time...
...and now is the time to invest GfK
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What can the industry do to recover without incentives?
Innovation has fueled industry and segment demand over the last 30+ years

= Not surprisingly, as the US has faced an economic meltdown, finances have
dried up, and there has been little product innovation to sustain demand
= In the 70’s: Japanese cars came into the US

= In the 80’s: A decade of high function/versatility; Minivans, “new volume” sedans
(Camry and Taurus) were launched

= In the 90’s: SUVs found true acceptance
= In the 2000’s: Automakers 1 " '~ ' 5 to stimulate growth

Now is the time for automotive companies to innovate

1970’'s 1980’s 1990’s 2000’s 2009 and
Japanese | High Function/ SUV’s are Incentives/ beyond

Cars Versatility mainstream Financing
GfK

Source: GfK Strategic Innovations
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The AFI Purchase Funnel® and Market Dynamix Monitor (MDM)

There are multiple dynamics within the Purchase Funnel

Shoppers Non-Shoppers
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Thank you!

Dick Williams
Vice President, Consulting
GfK Automotive
Dick.williams@gfk.com
248-495-3587 (blackberry)



