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].D. Power Reports:
Vehicle Owners in Canada Who Take Their Vehicle in for Service Twice a Year or Less
Pay More and Are Less Satisfied Than Those Who Have Their Vehicle Serviced More Frequently

NAPA AUTOPRO Ranks Highest in Customer Satisfaction among Service Providers
For a Fourth Consecutive Year

WESTLAKE VILLAGE, Calif.: 27 August 2014 — Vehicle owners in Canada who take their vehicle in for
maintenance or repairs twice a year or less pay more per visit and are less satisfied with their service
experience than owners who have three or more service visits annually, according to the ].D. Power 2014
Canadian Customer Commitment Index (CCI) Studys™ released today.

The study, which measures the service behaviours, satisfaction and loyalty of owners of vehicles that are 4
to 12 years old, analyzes information from various points in the ownership cycle of a vehicle for both
warranty and non-warranty service occasions. Overall satisfaction is based on the combined index scores
of five factors that comprise the overall service experience (in order of importance): service quality (30%);
vehicle pick-up (21%); service advisor (18%); service initiation (18%); and service facility (14%). Scores
for each factor are reflected in an index based on a 1,000-point scale.

On average, owners of 4- to 12-year-old vehicles visit a service facility (at either a dealership or other
service facility) 2.6 times per year in 2014, consistent with the findings of the 2013 study, but a decrease
from 2.9 visits annually in 2010. While fewer visits to service facilities improves customer convenience, it
often means that the same amount of vehicle service work needs to be completed during each service
occasion, which generally lengthens the time of service and drives up the price of each service visit.

Among the 12 percent of vehicle owners who make one service visit per year, the average spend is $248
per visit; among the 26 percent who have their vehicle serviced twice per year, the average spend is $212.
In comparison, the average spend among the 21 percent of owners who have their vehicle serviced three
times per year is $208 per visit, and the amount drops to $200 for the 18 percent who have four service
visits annually.

The higher per-visit cost has an impact on overall satisfaction, which averages 813 among those who have
one service visit per year; 827 among those with two visits; and 836 among those who make three visits.

“Better vehicle quality and longer recommended maintenance intervals mean owners are taking their
vehicles in less often but paying more each time they go,” said ].D. Ney, manager of the Canadian
automotive practice at ].D. Power. “Satisfaction improves among customers who make more service visits
in a year because they judge the charges on a per-visit rather than a per-year basis.”

KEY FINDINGS

* Overall customer satisfaction with automotive dealerships and aftermarket shops is 830 in 2014,
unchanged from 2013.
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* The service advisor has a significant impact on service satisfaction, as four of the top five most
important key performance indicators (KPIs) involve the service advisor: Service advisor was
completely focused on the customer’s needs; Service advisor put the customer at ease; Customer
was greeted immediately upon arrival at the service facility; and After arrival, the customer was
able to speak to a service advisor immediately about service needs.

* The two KPIs with the greatest room for improvement are: After arrival, the customer was able to
speak to a service advisor immediately about service needs and After service was completed, the
customer was able to finish paperwork and pick up their vehicle in five minutes or less, which are
fulfilled only 51 percent and 70 percent of the time, respectively. Service occasions in which these
KPIs are completed have, on average, overall index scores 86 and 80 points higher, respectively,
than service occasions in which these KPIs are missed.

* Owners who purchased a used vehicle engage aftermarket facilities for their most recent service
visit more often than owners who purchased their vehicle new (65% vs. 35%). In addition, owners
who purchased used vehicle are more satisfied with the service they receive at the aftermarket
facilities compared with the dealership facility (839 vs. 810, respectively).

Study Rankings

NAPA AUTOPRO ranks highest in satisfying automotive service customers in Canada for a fourth
consecutive year, with an overall satisfaction score of 861. Lexus dealerships rank second at 860, and Great
Canadian Oil Change ranks third at 849.

The 2014 Canadian Customer Commitment Index (CCI) Study is based on responses from more than 19,000
owners in Canada whose vehicle is between 4 and 12 years old. The study was fielded in February-March
and May-June 2014.
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J.D. Power
2014 Canadian Customer Commitment Index Study*"

Overall Service Experience Satisfaction Index
(Based on a 1,000-point scale) JDPower.com
500 600 700 800 Power Circle Ratings™
for consumers:
NAPA AUTOPRO 861
Lexus Dealership ﬁ%o
Great Canadian Oil Change 849
Kal Tire 843
Fountain Tire 842
Jiffy Lube 842
Mercedes-Benz Dealership 841
Mr. Lube 838
Mazda Dealership 830
Volkswagen Dealership 830
Industry Average 830
Midas 827
Toyota Dealership 826
GM Dealership (Chevrolet/Cadillac/Buick/GMC) 825
Goodyear Auto Centre 825
Hyundai Dealership 822
Ford/Lincoln Dealership 817
Acura Dealership 815
Honda Dealership 815
Subaru Dealership 815
Kia Dealership 812
Nissan Dealership 806
Chrysler/Dodge/Jeep/Ram/Fiat Dealership 798
Costco 798
Mitsubishi Dealership 795
Canadian Tire 784
BMW Dealership 770
Ford Quick Lane 768
Wal-Mart 756
744

Active Green & Ross

Source: J.D. Power 2014 Canadian Customer Co

mmitment Index Studys™

Charts and graphs extracted from this press release for use by the media must be
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which it originated as the source. Rankings are

based on numerical scores, and not

Power Circle Ratings Legend
Among the best

Better than most
About average
The rest

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.



