The McGraw-Hill companies I

J.D. Power and Associates Reports:
American Express Ranks Highest in Credit Card Customer Satisfaction for a Second Consecutive Year

Encouraging Reward Redemptions and the Use of Benefits Substantially
Boosts Credit Card Customer Satisfaction

WESTLAKE VILLAGE, Calif.: 3 September 2008 — American Express ranks highest in overall customer
satisfaction with credit card issuers for a second consecutive year, according to the J.D. Power and Associates
2008 Credit Card Satisfaction Study* released today.

Now in its second year, the study measures customer satisfaction with credit cards by examining five key factors:
interaction; billing and payment process; fees and rates; reward programs; and benefits and services.

American Express ranks highest among credit card issuers with a score of 783 on a 1,000-point scale. American
Express performs well in all five factors driving customer satisfaction. Discover Card follows American Express
in the rankings with a score of 751, performing particularly well in interaction, billing and payment processes, and
reward programs.

“American Express and Discover Card are very different in their fees, reward programs and incentives, and their
strong performances indicate their ability to suit the various needs that dissimilar types of cardholders have,” said
Rocky Clancy, executive director of financial services at J.D. Power and Associates. “American Express appeals
to customers looking for benefits and reward programs, and these customers are generally willing to pay higher
fees for the additional value the card provides. Conversely, Discover Card has found success with customers
looking for simplicity, which it offers through no annual fees, cash rewards and fewer problems than other
issuers.”

The study finds that transactors—customers who primarily use their card as a payment device and typically pay
their entire card balance each month—often select their card based on reward programs (77%). Conversely,
revolvers—customers who carry a balance month to month—focus on low interest rates and fees, with 65 percent
selecting their card for this reason. Transactors tend to be more satisfied overall with their credit card and are
twice as likely as revolvers to remain with their primary credit card issuer.

While reward programs are more important to transactors than revolvers, 72 percent of all cardholders participate
in some type of reward program. Cash rewards are the most common type of reward redeemed and the second-
most satisfying type of reward. Hotel stays are the most satisfying type of reward. Additionally, reward programs
have a positive impact on cardholder satisfaction, largely driven by how often cardholders use the rewards they’ve
earned. Satisfaction among customers who redeem rewards is 117 points higher, on average, compared with
customers who do not redeem rewards.

“Customer satisfaction improves with use of rewards, therefore it is critical for credit card issuers to ensure that
cardholders are taking advantage of these programs,” said Clancy. “Making the reward redemption process as
easy as possible by removing limits—such as point expiration dates or restrictions on use—encourages use of
reward programs, thus enhancing overall satisfaction.”
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Moreover, special analysis conducted for the 2008 study by J.D. Power and Associates and First Annapolis
Consulting, a leading credit card consultancy, further illustrates the power of rewards programs. Findings from
the analysis emphasize the relationship between satisfaction, frequency and size of transactions, participation in
rewards programs and the financial performance of a credit card issuer. Greater satisfaction, transaction volume,
and reward usage are linked to higher levels of incremental risk-adjusted revenue for issuers.

The study also finds that increasing customer awareness and the use of cardholder benefits is also important in
achieving high levels of satisfaction. Overall satisfaction increases by 53 points, on average, among customers
who report that they are aware of standard benefits such as fraud protection and e-mail alerts. However, 25
percent of customers say they do not know if their card has additional benefits, and one-third of customers who
are aware say they have not used any of their card’s benefits or services within the past year. Satisfaction among
customers who report not using card benefits is 35 points lower, on average, compared with customers who do
utilize their card’s benefits.

“As with rewards programs, communicating with customers and making them aware of available benefits is
critical to issuers in delivering a better experience for their cardholders,” said Clancy. “By ensuring that
cardholders are aware of programs and services available, issuers can optimize use of these programs, which can
ultimately result in improved satisfaction. In addition, it’s important for customers to learn about the benefits their
card offers to gain the maximum value from their relationship with the card issuer. Taking this initiative can reap
great rewards for customers as they help create a more satisfying cardholder experience for themselves.”

The 2008 Credit Card Satisfaction Study is based on responses from 7,665 credit card users. The study was
fielded in April and May 2008. To read an article based on findings from the study, please click here.

About J.D. Power and Associates

Headquartered in Westlake Village, Calif., J.D. Power and Associates is a global marketing information services
company operating in key business sectors including market research, forecasting, performance improvement,
training and customer satisfaction. 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 (NYSE: MHP) is a leading global information services provider
meeting worldwide needs in the financial services, education and business information markets through leading
brands such as Standard & Poor’s, McGraw-Hill Education, BusinessWeek and J.D. Power and Associates. The
Corporation has more than 280 offices in 40 countries. Sales in 2007 were $6.8 billion. Additional information is
available at http://www.mcgraw-hill.com.

Media Relations Contacts:

Jeff Perlman John Tews

Brandware Public Relations J.D. Power and Associates
Agoura Hills, Calif. Troy, Mich.

(818) 706-1915 (248) 312-4119
iperlman@brandwaregroup.com john.tews@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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J.D. Power and Associates
2008 Credit Card Satisfaction Study="

Customer Satisfaction Index Ranking
(Based on a 1,000-point scale)
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600 650 700 750
American Express 783
Discover Card T 751
Industry Average -_ 724
National City T 721
Chase T 719
U.S. Bank T 716
WaMu T 712
Citi Cards T 710
Wells Fargo T 709
Bank of America _ 692
GE Money T 683
Target Visa T 682
Capital One T 678
HSBC T 667

Included in the study but not ranked due to small sample size are: Barclays,
FNB of Omaha, Juniper, Orchard Bank and Wachovia.

Source: J.D. Power and Associates 2008 Credit Card Satisfaction Studys™

JDPower.com
Power Circle Ratings™
for consumers:
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Power Circle Ratings Legend
00000 Among the best
OO0 O Eeffer than most
QOOC O Aboul average
QOO0 The rest

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 2008 Credit Card Satisfaction StudyS™ 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.



