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Purpose

® Consumers, the media, and industry are enamored wit  h “green” of late
® Many consumers seek green goods and services

® Most businesses are trying to figure out the best way to capitalize

® The funnel is green up and down
® Green has emotional and logical drivers

® The entire purchase funnel is impacted by emotional and logical drivers

® TNS Custom and TNS Compete assembled insights onup  per and lower
funnel consumer opinions and behavior around green and automotive
to help set the stage for this discussion

® This comes in the midst of elevated gas prices and a global recessionary
environment
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The gas price story
Did record highs make people more “green”?

Price per Gallon of Gasoline
Source: Department of Energy, Jan 06-Sep 08
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Consumer confidence up...
At least before financial meltdown

Consumer Confidence and New Vehicle Intentions
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In-market shoppers

Number of In-Market Lower-Funnel Shoppers

Fewer shoppers mean fewer
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Starting with gas prices...
Automakers: least responsible for causing the problem

Who is responsible for gas price increases?

0% 20% 40% 60% 80% 100%

I Somewhat
Automakers

M Completely

Oil Companies

Consumers

US Gov.

Foreign Gov.

N =2500
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Consumers turn to automakers
Automakers expected to help solve the problem

Who is responsible for compensating for gas price increases?

0% 20% 40% 60% 80% 100%
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Oil Companies
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Do expectations on
gasoline carry over to
green overall?

Consumers

US Gov.
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The quick fix
Consumers want low impact solutions

Consumers ranking for improving current vehicle efficiencies
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Interest in green-centric solutions
Consumers open to different thinking

Consideration of green beyond just mpg
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Elec.Cmpnt/Accsry Efficiency 29%

Hybrid Powered 31%

Biofuel Capable 35%

ReGen Braking 38%

Low-Weight Materials 39%

Uses Recycled Materials 40%
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Importance of corporate green
“*Respects Environment” leads the pack

Importance in vehicle purchase decisions
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Technology Leader
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B Very Important
B Extremely Important

Sales Leader

Supports Art/Culture

Is ‘respect” covered
by a green factory
or must it be part of
vehicle design?

N = 2500

& aUtomOtiVE /7competeinc Driving in Autos 11



EVs have opportunities...and challenges
Savings on top, but some risks revealed

Expectations of EVs vs. gas-powered vehicles

Lower operating
costs

Points to
leverage,
objectives to
meet

Easier to refuel
Safer

Purchase < More reliable
inhibitors?

Better performance

\—

I Agree Somewhat

B Agree Completely
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Many routes to establish EV credibllity

Electric-only not enough

Criteria for selling successful EVs

0% 10% 20% 30% 40%

50%

60% 70% 80%

\ \ \
Already sells

hybrids

Known for tech
innovation

Makes high-quality
vehicles

Already sells fuel
effcnt vehicles

Only Makes EVs
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Upper Funnel Findings

® Looking for help

® Consumers don’'t blame automakers for high gas prices, but expect solutions from them
® Quick fix

® Consumers want low-impact solutions that do not require recurring behavior changes
® Open thinking

® Consumers are willing to consider a variety of green technologies

® But what are performance expectations ?

® Corporate social image at play

® Part of the vehicle consideration process is green image—but watch out for fall-out from
greenwashing

® EV market open to many of today’s automakers
® But consumer expectations on some sacrifices loom
® Do they also loom for green?

® Are sacrifices also deal breakers that will cause consumers to not consider, shop or buy
green?
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Searching for something greener
More searchers are Environmentally Conscious

Environmentally Conscious Automotive Searchers
Average Percent of Auto Searchers who are Environmentally Conscious, Jan 07-Aug 08

20%

18% -
16%
14% -
12%
10% -

8%

6% - On a volume basis, total
automotive searching is
up, though searches
encompass more than just
new vehicle activity

AR

\’b <<® @’b V’Q @fb \0(\ \\) v\)qo (,)Q/Q O(’ %0 QQ/ \’b <<® @’b V’Q @’b* \\) \\) ?“\)%

4% -

2% -

& aUtOmOtiVE /7competeinc Driving Green in Autos 15



Smaller vehicle searchers lean to green
Green search share tracks with gas prices

Environmentally Conscious Segment Searchers
% of searchers by vehicle segment that are Environmentally Conscious, Jan 07-Aug 08
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SUV searchers lean to green as well
Mid-Size SUV share above Compact, as high as
Small Car

Environmentally Conscious Segment Searchers
% of searchers by vehicle segment that are Environmentally Conscious, Jan 07-Aug 08
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20% - 1 ‘
15% 1 - -
10%

5% - Includes Escape

and Escape Hybrid
" I

Compact SUV Mid-Size SUV Large SUV Full-Size SUV
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Search terms

Frequent Search Terms among Environmentally Conscious Searchers

Non-Branded Terms Branded Terms

cng* honda
epa mini
1% nissan
fueleconomy.gov prius Are nameplates stronger
gaS SCion than brands?
hybrid smart
mileage subaru
mpg toyota
nada vespa
scooter volkswagen

*cng: compressed natural gas; **ffv: felxible fuel vehicle

* Frequent here means among the top 200 among the leading 1000
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Greenness reaching lower in the funnel
More shoppers are Environmentally Conscious

Environmentally Conscious Automotive Shoppers
Average Percent of Auto Shoppers who are Environmentally Conscious, Jan 07-Aug 08
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Plenty of white (or green) space
Does product portfolio and messaging capitalize?

Auto manufacturers ranked by ‘green’, August 2008
Percent of Environmentally Conscious shoppers (Y) and searchers (X)
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Automaker Sites: Two green campaigns

4

o LELARN WORE ARD CALCULATE
VO AT FOCT R

THE SOLID CHOICE
/ MAXIMIZE YOUR FUN.

MINIMIZE YOUR IMPACT. I\ Birfing, ot F10L000 WEWP [1{% Views A8 Frims pesi Prives i Wiealiy Pares = B5 000 S0] ridingg 11 e | smgies [ 1]

THE 35 MPG-RATED COROLLA

| GDTOYOTA moving forward RN T A ool NN
Options shown, 2009 EPa-est, hwy. mpg.
Excludes XAS madsls. Actual mileage will vary

* Traffic: 22k visitors viewed the page in September * Traffic: 40k visitors viewed the page in September

* Origin: 26% of traffic to this page came from search e Origin: 65% of traffic came from another part of
Toyota’s site
e Stick: 87% of users who reached this page stayed
on the Mini site for at least one more click  Stick: 80% of users who reached this page stayed on
the Toyota site for at least one more click
* Build: 40% of people who saw this page to built a
car in the same session e Build: 13% of people who saw this page to built a
car in the same session
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Dealers a key element to the green funnel
Green sales efforts need to extend into the showroom

Influence on recent vehicle purchase among green buyers
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

| ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘
Dealer visit |M i I I

Past experience with the brand T e S

Friends or family [ Y D —

Professional reviews (Car and Driver, etc.) T e e

Manufacturer website (fordvehicles.com, toyotausa.com, etc.)

Third-party auto website (KelleyBlueBook,com, Yahoo Autos, etc.)
Consumer feedback/blogs/forums

Internet search engine (Google, MSN Search, etc.)

Magazine or newspaper

Television ad

Online video (YouTube, etc.) |l Compared to the typical buyer,
- Green buyers over-indexed on

Mail ad (direct mail from dealer, auto club, etc.)
all these measures

Radio ad
Out-of-home ad (billboard, bus/train ad, etc.)

w Noinfuence = A smallinfuence = Some infuence = A large influence

Pre-purchase funnel
decisions come from
multiple sources
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Deal & reliability lead the pack on purchase
Willingness to pay for green?
Reliability sacrifices with green?

Influence on recent vehicle purchase decision

Price, incentives, or deal
_---Vehiclereliability

Do consumers expect
to have to make
sacrifices in reliability
with green vehicles
and parts?

Consumers feel EVs | __- . .
will be less safeand | "~ ----___ Ride and handling

less reliable than --- Safety features
gasoline models Power and performance

Exterior style

Fuel efficiency/effect on environment
Interior style

Brand image

Warranty program

Experience with the dealership
Maintenance cost of the vehicle purchased
Recommended by someone you know
Professional reviews/blogs/forums

Relatively low ranking
of mpg/environment
may be one indicator
of low willingness to

pay for green

0% 20% 40% 60% 80% 100%

B No Impact-1 m2 =3 M Significant Impact-4

Note: Results similar across income levels
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Influence of fuel efficiency and warranty up
None of these are mutually exclusive

Purchase influence has changed with purchase timing and the market

Maintenance cost of the vehicle replaced
Experience with the dealership

Brand image

Fuel efficiency/effect on environment

S~ Biggest percent
- change: are these
equally wallet-driven?

Discouraged by someone you know
Warranty program
Professional reviews/blogs/forums

Ride and handling
Power and performance
Safety features
Vehiclereliability
Interior style

0% 20% 40% 60%

B Less than 6 Months Ago (N=345) B More than 6 Months Ago (N=666)
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Lower Funnel Findings

® Consumers searching for insights
® Share of searchers that are green trending up
® Some loss of green in the funnel
® Share of green shoppers is lower than share of searchers
® Several brands lose consumers (high searcher shares with lower shopper shares)
® Environmentally conscious tracks with gas prices—ac ross segments
® Does this mean this is day-to-day operating cost concerns masquerading as green ?
® Does economic hardship shift consumers away from price-premium hybrids?
® Dealers must play a role
® Dealer visit key to the ultimate green purchase as the culmination of the green funnel
® Automaker websites need to channel interest to dealers , reinforcing themes
® Price & deal still lead the pack on purchase influe  nce

® Consumers are expecting green to deliver savings (contribute to the deal)

® Green vehicles may be showroom bait that gets consumers into the showroom  in the first
place, though they may buy another vehicle on the lot based on price & deal
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Full Green Funnel View

® Consumers state green is important

® This ranges from operating costs to technology adoption to corporate image
® Consumers demonstrate green is important in their b ehaviors

® It is evident in search and shopping

® Any changing consumer trend is an opportunity for n ew sales and incremental
revenue

® But—what ho!'—as gas prices peaked greenness may hav e as well
® Are consumers drifting from price-premium hybrids as the economy weakens?
® Ongoing tracking will reveal the extent to which co nsumers truly are green
® And will reveal the share of consumers:
® willing to pay from...
® those just expecting to be in their vehicles from...

® those whose green interest evaporates if gas prices deflate
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TNS: 50,000 FOOT VIEW

= Successful brands
engage with

customers not only by
satisfying rational
needs, but emotional
needs as well.

RATIONAL

« Satisfying customer
needs means more new
customers and deeper
relationships with
committed
customers, and that
means stronger business
growth.

-~ EMOTIONAL

BUSINESS RESULTS
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The Big Question: s | R T e
Who wins heart or wallet?

WHAT'S YOUR CARFUN FOOTPRINT?

THE 35 MPG-RATED COROLLA,

feRied o) S PO TRCET N EXPLORE COROLLA

Dptlens shown, 2009 EP&-esl. hwy. mpag.
Excludes XRS5 medels. Actual mileage will ¥ary.

Green is purchase
is beyond
operating costs

Green is cool
since celebs do it

Feel good while

you do the right
thing

It’s an auto
Green is small lifestyle thing

No sacrifices;
treat yourself

| WATERLESS VEHICLE WASH
The Big Answer: whosto? JEET R s ol
Both play a conscious and Y e
subconscious role in the
upper and lower funnel

CLEANE SHIHES PROT "'-5 |

> aUtomOtiVE /7C0mpeteinc Driving in Autos 28




Next Steps

® Track green through the full funnel

® Consumer expectations are rapidly evolving

® \What are consumers’ expectations on green product pe rformance?
® Do they expect sacrifices? Are those deal breakers?

® Understand willingness to pay for green
® They expect automakers to help solve green puzzle, will they expect to pay $07?

® |s green incremental or cannibalizing?
® Will adding green products bring new shoppers / buyers or redirect current ones?

® How much is really green vs. just gas price fallou  t?
® If gas prices continue to drop or even level off, will the green consideration wilt?
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Closing

® Green is an opportunity in the automobile space...but tread cautiously and with
real data

® The biggest risks may be assuming that just because something is green, consumers will flock
to it, and that green equals incremental business

® Watch out for seeing the world through green-tinted glasses

® For more information, please contact:
Lincoln Merrihew —
SVP, Automotive-Petroleum-Power Equipment //\
TNS Automotive North America /\
lincoln.merrihew@tns-global.com A / \\
t: +1 508 393 2932 \ — /-\\
www.tns-global.com ﬁ ( \

Skip Streets
Executive Director of Sales - Automotive \/

TNS Compete, Inc.
sstreets@compete.com
t: +1 949 388 8630 Please recycle and turn off

www.comp(_atelnc.com unneeded lights
WWW.ths-mi.com
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