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Setting the stage

A number of industry-watchers are predicting that 2011 will be a very important year for the auto
industry, with each manufacturer having its own unique challenges to contend with. However, the
industry appears to be picking up steam. Both Edmunds and J.D. Power and Associates are
forecasting sales of 12 million to 13 million vehicles in 2011 in the U.S, up from an estimated number of
1.6 million vehicles in 2010, and from a 27-year low in 2009. This improvement would provide
additional much-needed revenue for an industry that returned to profitability in 2010. According to
some, credit availability will also improve in 2011, supported by improvements in the job market and
an overall brighter U.S. economic outlook.

Increase in overall satisfaction scores

Overall satisfaction scores increased slightly from 71.3 in Q4 2010 to 71.5 in Q1 2011. These increases
were driven by more satisfied visitors who were researching vehicle features as these made up much
of the traffic in Q1 (28.0%) followed by those looking to compare models (12.1%) and brands (5.8%)
and by those accessing owner services (2.5%). The economic climate continues to make consumers
more sensitive to price which is reflected in continued decreases in satisfaction scores for those
specifically researching vehicle pricing.

More visitors are researching vehicle features

The proportion of visitors researching features continued to increase in Q1 2011, reaching 28%.
However, those researching price contfinue to represent the most important visitor segment (32.6% in
Q1). The other main reasons for visiting an automotive website were to compare models (12.1%), to
compare brands (5.8%), and to a lesser degree, to access owner services (2.5%).

Task completion

There was a significant 3.5% increase in visitors reporting that they were able to complete their
infended task in Q1 2011 (up to 69.8%). This increase was largely driven by more successful attempts
at researching price and researching vehicle features, the two most important purposes of visit.
Visitors who were comparing models continued to have the highest task completion rate (79.9%).
Conversely, the purpose of visit with the lowest task completion rate was to access owner services
(59.7%).

Marked improvement notes in owner services and inventory visibility
The two purposes of visit that have historically had the lowest performance in terms of task
completion showed the greatest improvements in Q1 2011: accessing owner services and checking
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inventory visibility. Improvements for these segments also contributed to the significant increase in
task completion rates for the industry as a whole in Q1 2011.

For the Q4 2010 period, we had underscored that visitors coming to automotive sites as vehicle
owners were the least likely to achieve their task, with only about 1in 2 visitors (53.3%) with this task in
mind reporting being able to successfully accomplish various things such as servicing their vehicle,
accessing owner manuals & videos, or seeking information on vehicle parts. However, this segment
of visitors showed a marked improvement in Q1 11 with a 6.4% increase in their task completion rate
which reached 59.7%. This significant increase appears to reflect improvements that are being made
to the owner sections of automotive websites which is more than warranted given that satisfying this
segment can help drive loyalty and more importantly customer retention.

Also noteworthy is that the most important improvement in task completion in Q1 took place for those
looking to check vehicle inventory, which has historically been one of the least successful task for
visitors. This purpose of visit showed an 11.9% increase from Q4 10 to Q1 ‘1, reaching 67.8% in Ql.
This represents an important improvement for the industry as a whole since there is an increasing
desire from visitors for visibility into which vehicles are available for purchase at local dealers.
Moreover, the absence of inventory visibility could be an important barrier to conversion as those who
wish to determine vehicle availability are also those who are often closest to making a purchase.

More visitors are close to purchase

A greater proportion of visitors were close to purchase in Q1 2011. Specifically, those looking to make a
purchase in 1-3 months and 3-6 months increased from Q4 to Q1, with the largest increase noted for
those looking to purchase a new vehicle within the next 1-3 months (up 1.7% from Q4 2010 to 19.4% in
Q1 20M). This is not surprising given the arrival of spring and summer which see increased vehicle
sales. Satisfaction ratings for those who were closer to purchase were somewhat lower than for
visitors who were further out in the purchase process. This is expected given that visitors who are
closer to purchase are more demanding of websites in terms of the amount of information requested
and are thus more likely to rate sites lower.

Discovery overtook all other attributes in Q1 2011 as the key driver of overall experience

When assessing the website attributes that have the greatest influence on in-market visitors’ overall
experience, Discovery, Self-Service, Interactive Tools, and Convenience emerged as the key drivers of
overall experience. Among these afttributes, Convenience, or the extent to which an automotive
website can save visitors time, was the lowest rated attribute.

In Q1 2011, a multiple regression analysis performed against thousands of survey responses revealed
that Discovery, or the extent to which a site allows visitors to find the information that they are looking
for, surpassed all other attributes as the one that had the strongest influence on visitors’ overall
experience when browsing automotive sites. As such, the data show that automotive sites need to
streamline content discovery as much as possible in order to enhance visitors’ online experience and
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ensure that in-market visitors who are close to purchase can find the information that is most
important to them when making a vehicle purchase in the coming spring & summer shopping
seasons. In many ways, this means making relevant content easy to find by reducing the number of
clicks required to access it and streamlining the navigation process in order to make it as seamless as
possible for prospective buyers.

The road ahead

Much of what happens to automakers this year will be largely dependent on external factors, most
notably the recovering economy and the number of potential consumers who will have the money to
buy new cars. However, consumers will continue to replace aging vehicles kept during the worst of
the 2008-09 recession and lenders who stopped financing people who were laid off are expected to
be slightly more prepared to relax lending criteria. As such, the U.S. auto industry expects 2011 to be a
second year of recovery following the recent recession.

These improvements will likely be most apparent in spring and summer vehicle sales numbers as
iPerceptions data indicate a greater number of visitors to automotive websites looking to purchase a
new vehicle within the next 1to 6 months. In order to best cater to an increasing number of in-market
visitors in the coming months, automakers will need to ensure that their websites offer streamlined
navigation so that visitors can easily find what they are looking for. We have consistently found in our
data that visitors who are close to purchase are more demanding when it comes to finding content
and discovering content was found to be the key driver of a visitors website experience. Meeting this
segment’s needs is therefore paramount in order to secure additional visits to dealers, more requests
for, and ultimately a greater number of vehicle sales.
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More visitors comparing vehicle models

The largest increase in purposes of visit for retail websites was noted for those coming to sites to compare
vehicle models (up 3% to 20.4% in Q1 2011). The two other largest segments continue to be visitors coming
to research price (11.9% in Q1 “11) and those coming to compare vehicle brands (10.2% in Q1 11).

Task completion

Visitors comparing vehicle brands, one of the largest segment in Q1 11 was also one of the most successful
with 80.3% of visitors indicating that they were able to successfully complete their task on a retail website.
Similarly, individuals attempting to compare vehicle models and to research price were also relatively
successful in their tasks with task completion rates of 71.6% and 74.7% respectively in Q1 ‘11.

A smaller proportion of repeat visitors

Following a notable decrease in repeat visitors in Q4 2010 (down from 47.1% in Q3 “10 to 33.1% in Q4 “10),
these proportions stabilized in Q1 ‘11 with almost identical proportions noted across Q4 and Q1 for both
repeat visitors and first time visitors.

Search remains important

In Q1 N, the most important means of accessing automotive retail sites was to type in the URL in the
browser’s address bar (32.9%). This was followed by search engines (28.3%) and by bookmark/favourite
(8.9%).
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Results — Automotive Brand Websites (North America)

About the automotive brand websites

The following results are based on statistically sound comparative analyses of leading automotive
brand websites within North American. The data represents aggregated information obtained from 18
webValidator™ surveys and contains data collected from over 56,000 visitors.

Overall Satisfaction

Q4 2010 71.3

Q120M

630 640 650 660 670 680 690 700 710 720 730

Task Completion

Q1201 69.8%

Q4 2010 66.3%

63.0% 64.0% 65.0% 66.0% 67.0% 68.0% 69.0% 70.0% 71.0% 72.0% 73.0%
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Purpose of Visit

Research Price
Research Features
Compare Models
Compare Brands
Owner Services

Learn About Company
Shop Pre-Owned
Check Inventory

Other

00% 50% 10.0% 150% 20.0% 25.0% 30.0% 35.0%

Percent Share Overall Satisfaction Task Completion

Q1201 Q4 2010 Q1201 Q4 2010 Q120M Q4 2010

Research Price 32.6% 32.6% 71.6 71.9 67.9% 64.4%
Research Features 28.0% 26.7% 7.7 71.5 72.3% 69.1%
Compare Models 12.1% 10.7% 74.9 74.4 79.9% 78.2%
Compare Brands 5.8% 5.7% 70.1 69.5 72.7% 66.5%
Owner Services 2.5% 3.3% 68.9 67.0 59.7% 53.3%
Learn About Comp 2.3% 2.4% 77.7 77.4 72.0% 70.0%
Shop Pre-Owned 1.2% 1.4% 69.3 69.1 70.3% 66.7%
Check Inventory 0.7% 0.8% 72.4 68.6 67.8% 55.9%
Other 14.8% 16.3% 68.4 68.9 61.4% 60.8%
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Brand Origin

American
European

Asian

0.0% 10.0% 200%  30.0% 40.0% 50.0%  60.0%  70.0%

Percent Share Overall Satisfaction Task Completion

Q120m Q4 2010 Q120Mm Q4 2010 Q120Mm Q4 2010

American 60.8% 63.3% 71.6 71.5 68.6% 64.3%
European 23.6% 22.8% 69.5 70.1 73.6% 71.8%
Asian 15.6% 13.9% 741 72.7 68.7% 66.7%

Brand Type

Luxury 23.7%

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0% 70.0% 80.0% 90.0%

Percent Share Overall Satisfaction Task Completion

Q1201 Q4 2010 Q120M Q4 2010 Q120M Q4 2010

Mass 76.3% 80.2% 71.6 7.4 69.5% 65.5%
Luxury 23.7% 19.8% 71.3 71.1 70.5% 69.8%
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Relationship to Brand

Repeat Owner

Own Another Brand
First Time Owner
Do Not Own
Employee

Dealer

Other 2.3%

0.0% 50% 10.0% 15.0% 20.0% 25.0% 30.0% 35.0% 40.0%

Percent Share Overall Satisfaction Task Completion

Q1201 Q4 2010 Q1201 Q4 2010 Q120M Q4 2010

Repeat Owner 35.7% 35.6% 71.2 70.4 68.6% 66.5%
Own Other Brand 31.5% 31.3% 69.7 69.1 71.5% 67.3%
First Time Owner 18.9% 19.8% 71.0 71.2 72.0% 66.3%
Do Not Own 11.0% 10.1% 72.8 72.9 74.6% 72.8%
Employee 0.3% 0.5% 76.5 76.4 83.6% 69.4%
Dealer 0.3% 0.3% 741 76.0 71.1% 68.9%
Other 2.3% 2.4% 65.1 66.7 62.9% 65.1%
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Purchase Horizon

Within a Month

1- 3 Months

3 - 6 Months

6 Months or More

Not in the Market

Undecided 1.8%
0.0% 50% 10.0% 15.0% 20.0% 25.0% 30.0% 350% 40.0%
Percent Share Overall Satisfaction Task Completion
Q120M Q4 2010 Q120M Q4 2010 Q1201 Q4 2010
Within a Month 14.1% 14.5% 69.1 69.0 64.4% 60.9%
1- 3 Months 19.4% 17.7% 69.8 69.3 65.9% 60.1%
3 - 6 Months 18.2% 17.3% n7 70.8 70.1% 65.0%
6 Months or More 34.6% 37.1% 73.8 742 74.1% 71.8%
Not in the Market 11.8% 1M1.7% 71.3 69.7 69.0% 65.9%
Undecided 1.8% 1.6% 64.8 66.6 72.9% 75.9%
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Visit Frequency

First Visit
2 - 5 Visits

6 Visits or More

0.0% 10.0% 20.0% 30.0% 40.0% 50.0%

Percent Share Overall Satisfaction Task Completion

Q120Mm Q4 2010 Q120Mm Q4 2010 Q120Mm Q4 2010

First Visit 44.6% 44.5% 69.2 68.9 67.7% 64.0%
2 - 5 Visits 37.1% 37.1% 722 72.0 70.9% 67.2%
6 Visits or More 18.3% 18.3% 75.6 75.8 73.0% 70.3%
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Purpose of Visit by Relationship to Brand (% by Column)

Ov;n Other Repeat Owner  First Time Owner Do Not Own
rand

Research Price 29.5% 26.4% 28.0% 26.3%
Research Features 34.0% 31.4% 28.5% 27.1%
Compare Models 12.0% 13.9% 12.0% 19.6%
Compare Brands 10.8% 3.9% 4.8% 7.5%
Owner Services 0.2% 4.1% 4.1% 0.5%
Learn About Comp 3.0% 1.4% 2.0% 3.5%
Shop Pre-Owned 1.7% 1.1% 1.3% 1.3%
Check Inventory 0.5% 1.2% 0.5% 0.5%
Other 8.4 16.5% 18.8% 13.7%

Task Completion by Purpose of Visit by Relationship to Brand

Own Other

Brand Repeat Owner  First Time Owner Do Not Own
Research Price 73.3% 68.5% 73.9% 73.6%
Research Features 69.5% 72.6% 75.0% 74.2%
Compare Models 78.3% 78.1% 83.6% 83.3%
Compare Brands 72.6% 73.7% 74.1% 71.5%
Owner Services 57.6% 57.8% 59.1% 60.7%
Learn About Comp 72.0% 69.5% 71.6% 70.4%
Shop Pre-Owned 69.2% 70.6% 76.1% 72.9%
Check Inventory 60.3% 70.4% 79.2% 55.6%
Other 63.4% 54.7% 59.3% 69.7%
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iPerceptions Perceptual Framework

e Perceptionss immediate
Satisfaction
B l ’ Index ®

Can customers locate
what they are looking for?

Is the content
what they want?

adoption :
desirability ® brand image usefulness

Are their needs P g A e S { Can they interact in the
anticipated? ‘ ¥ ’ way that they want?

Will they make repeat
visits and develop loyalty?

long term

Aftribute Questions

Based on your best online experience, how would you rate www.website.com as a site that...

Dimension  Atftribute Question
] Brand Image ...enhances your image of the brand?
Adoption
Referral ...you would refer to others?
Content Depth ...gives you the amount of detail that you need?
onten
Relevancy ...has content that is relevant to the purpose of your visit?
__ Self-Service ...enables you to help yourself?
Interactivity . o i
Interactive Tools  ...has effective interactive tools?
o Trust ...Is a reliable source that you trust?
Motivation . )
Convenience ...can save you time?
o Discovery ...enables you to find what you're looking for?
Navigation ) ) .
Movement ...allows you to move rapidly to the information you need?
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Attribute Ratings

7.5 -
7.4
7.3
7.2
7.
7.0
6.9
6.8
6.7
6.6

Q120M Q4 2010
Trust 7.39 7.36
Relevancy 7.22 7.18
Brand Image 7.19 717
Self-Service 71 7.08
Referral 7.10 7.07
Tools 7.06 7.05
Discovery 7.05 7.02
Movement 7.02 7.01
Convenience 6.94 6.92
Depth 6.90 6.88
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Priority Grid for In-Market* Visitors

.20 -
Higher 18 4
Influence Discovery
16 1 Self-service
14
12
Interactive
10 | tools
) Convenience
.08 -
.06 -
.04
Lower
Influence 02
.00 . . .
6.9 7.0 7.1 7.2 7.3
Lower Rating iPSI=7.1 Higher Rating
Key Drivers
The following Attributes together best predict overall site satisfaction for in-market visitors.
Dimension Attribute Question
Navigation  Discovery ...enables you to find what you're looking for?
Interactivity  Self-Service ...enables you to help yourself?
Interactivity  Tools ...has effective interactive tools?
Motivation Convenience ...can save you time?
*In-Market: Purchase Horizon = ‘Within a Month’ or 1 - 3 Months’ or ‘3 - 6 Months’ or ‘6 Months or More’
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Results — Automotive Retail Websites (Worldwide)

About the automotive retail websites

The following results are based on statistically sound comparative analyses of automotive retail
websites throughout the world. The data represents aggregated information obtained from 85 free
4Q surveys and contains data collected from nearly 17,000 visitors.

Overall Satisfaction

Q4 2010 70.8

Q120M

630 640 650 660 670 680 690 700 710 720 730

Task Completion

Q120M 70.6%

Q4 2010 68.8%

63.0% 64.0% 65.0% 66.0% 67.0% 68.0% 69.0% 70.0% 71.0% 72.0% 73.0%
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Purpose of Visit

Compare Models
Research Price
Compare Brands
Learn About Company
Research Features
Owner Services

Shop Pre-Owned
Check Inventory

Other

0.0% 10.0% 20.0% 30.0% 40.0% 50.0%

Percent Share Overall Satisfaction Task Completion

Q1201 Q4 2010 Q1201 Q4 2010 Q120M Q4 2010

Compare Models 20.4% 17.4% 70.5 74.0 71.6% 66.4%
Research Price 11.9% 13.3% 70.1 69.8 74.7% 73.2%
Compare Brands 10.2% 10.8% 74.2 74.8 80.3% 83.1%
Learn About Comp 6.2% 8.0% 73.8 72.8 80.7% 77.3%
Research Features 5.0% 8.9% 74.3 73.2 79.9% 79.0%
Owner Services 3.0% 0.8% 73.0 62.8 65.8% 69.4%
Shop Pre-Owned 0.2% 0.5% 67.6 67.0 70.7% 68.4%
Check Inventory 0.2% 0.5% 72.7 66.4 73.1% 71.6%
Other 43.0% 39.8% 69.7 68.1 64.5% 60.4%
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Visit Frequency

First Visit
2 - 5 Visits

6 Visits or More

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0% 70.0% 80.0%

Percent Share Overall Satisfaction Task Completion

Q120m Q4 2010 Q120Mm Q4 2010 Q120Mm Q4 2010

First Visit 66.7% 66.9% 68.3 68.1 65.2% 65.7%
2 - 5 Visits 21.0% 18.5% 73.3 70.9 70.8% 66.2%
6 Visits or More 12.3% 14.7% 77.6 74.7 67.8% 60.2%
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Email Link
Bookmark / Favorite
Advertisement
Other Site Link

Blog Link

Link From Friend

Other

00% 50% 10.0% 15.0% 20.0% 250% 30.0% 35.0%

Percent Share Overall Satisfaction Task Completion

Q1201 Q4 2010 Q1201 Q4 2010 Q120M Q4 2010

Typed in URL 32.9% 27.3% 70.1 70.2 66.3% 65.6%
Search Engine 28.3% 29.2% 68.3 68.7 66.2% 63.9%
Bookmark / Fav 8.9% 9.7% 74.6 72.6 66.7% 63.7%
Email Link 9.7% 7.1% 73.1 72.5 76.6% 74.6%
Advertisement 5.0% 6.7% 73.0 734 72.1% 73.6%
Other Site Link 4.2% 6.0% 70.8 70.9 63.2% 61.6%
Link From Friend 0.9% 1.5% 734 70.7 59.7% 65.2%
Blog Link 1.2% 1.5% 71.8 70.7 76.5% 73.6%
Other 8.9% 11.0% 68.0 63.2 60.6% 57.8%
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