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* Used Vehicle Market: 10 Key Trends & Near-term Outlook
 Why CPQO?

* What does “best-in-class” CPO performance look like?

2 © 2011 J.D. Power and Associates, The McGraw-Hill Companies, Inc. All Rights Reserved. J.D. POWER
AND ASSOC ATES



What is the Power Information Network (PIN)?

Customer
Purchases
Vehicle Retail Transaction Details
Captured in Dealership
Management Software Transaction Data Sent to
J.D. Power and
Associates (Daily) Modeling,
Reporting
& Analysis

Electronic point-of-sale new and used retail transaction data from franchised dealers
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Key Trend 1: Exceptional price growth

Used Vehicle Retail Transaction Price

+$1,500 / unit
(+9%)

$17,951
$17,560

$16,621

$16,481

$15,921

2006 2007 2008 2009 2010 2011
YTD

Used vehicle prices have exhibited unprecedented growth to record levels
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Key Trend 2: Low incentives and higher prices on new vehicles

New & Used Vehicle Transaction Price and New Vehicle Incentives/Unit

=¢==New Vehicle Price == Used Vehicle Price

$26,323 $26,317 $27,644 $28,135
$25,814 , $25,505 ’

—_— T e— 2 %

$17,951
$16413  $16621  ¢159p17  $16,481 $17,560

e [ = — - = +13%
2006 2007 2008 2009 2010 2011YTD

Manufacturers are now focusing on selling fewer new vehicles, but at higher prices
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Key Trend 3: Strong used vehicle demand

New and Used Vehicle Sales (at Franchised Dealers)

I New Retail Sales WM Used Sales (@ Franchises) ==#=Used-to-New Ratio

86% 97% 93% 90%
74% 76% e
12.9M 12.8M
10.6M
M 10.2M

2006 2007 2008 2009 2010 2011 (fest)

Used vehicle demand has benefitted from the tough economy
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Key Trend 4: Improved quality and desirability of new vehicles

New Vehicle Quality (1QS) and Durability (VDS) [PP100]

a—t— QS
125
118
108 109 107
2007 2008 2009 2010 2011

Source: JDPA 2007-2011 IQS, VDS, APEAL, CSl and 2007-2010 SSI studies

Rising quality is a structural driver of improved used vehicle pricing power
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Key Trend 5: Older, higher mileage used vehicles

Average Age and Mileage of Used Vehicles

I Mileage  ====Average Age (Months)

53
/
46 52,449
43 44

42 48,946
45,160 45,652 46,105
43,634
2006 2007 2008 2009 2010 2011
YTD

Recent model year, low mileage vehicles (ideal for CPO) are especially hard to find
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Key Trend 6: Reduced supply of used vehicles

Total New Vehicle Sales

16.5M 16.1M
13.2M 12 6M
11.6M
2006 2007 2008 2009 2010 2011 (fest)

But key driver of strong pricing is reduced supply due to lower new vehicle sales
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Key Trend 7: Decline in leasing (and lease maturities)

Lease % of New Vehicle Retail Sales Lease Maturities

19% 20% 19% 20%

18%
13%

2006 2007 2008 2009 2010 2011
YTD

Large decline in leasing in 2008/9 greatly reduced a key source of quality inventory
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Key Trend 8: Increase in trade-ins, and trade-in retention

Dealer Trade-In Behavior

==t==9% New vehicle sales with trade =% Trades retained by receiving dealer

52%

46%
41% 41% 41% 41%
2006 2007 2008 2009 2010 2011

YTD

Retailers have responded to reduced supply by retaining more of their trades
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Key Trend 9: Improving and more flexible financing options

Sub-Prime % of Used Vehicle Buyers [D-Tier, FICO < 624]

29% 28%

2006 2007 2008 2009 2010 2011
YTD

Improved credit availability is helping lower credit buyers return to market and longer
term loans are helping to offset higher prices
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Key Trend 10: Limited used vehicle supply constricting CPO growth

Industry CPO Sales

I CPO Sales Volume == CPO % of Total Used

0,
18.7% 19-3% 18.9%

17.4%

2006 2007 2008 2009 2010 2011 (fest)

CPO volumes are rising as new and existing programs gain momentum
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Near Term Outlook: Used vehicle supply will remain tight and prices high

New Vehicle Sales Forecast [Total]

16.5M

16.1M
13.8M
13.2M
12.6M
11.6M
10.4M I
2006 2007 2008 2009 2010 2011 2012

F'cst F'cst

Yes, although new vehicle sales and leasing are recovering, used supply will only increase marginally in 2012.

Continued production discipline by OEMs will maintain new vehicle prices, helping support used prices.
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« Why CPO?

15

© 2011 J.D. Power and Associates, The McGraw-Hill Companies, Inc. All Rights Reserved.

JDPOWER



Why CPO?: Source of new business

CPO Impact on Resale Price % of Buyers New to Manufacturer
59%
$30,851
47%
$23,787
$21,906
New CPOV Used CPOV New

Q311 2009MY vehicles

Higher resale prices and new customers make CPO an enabler of future success

Source: Power Information Network (PIN)
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Why CPO?: Peace of mind

Quality Gap Between Best and Poorest Brands

Problems Per 100 Vehicles (PP100) Change

Total Vehicle 17%
2 Interior 35%
S 334 Driving Experience 29%
E) Exterior 27%
£ 220 Features/Controls/Displays 25%
g HVAC 21%
Tires (from OE Tire Study) 19%
" 64 Seats 15%
u Engine/Transmission 14%

1087 1997 2007 5011 Navigation (from Navigation Study)  (21%)*
Multimedia (24%)

Shrinking quality gap means that all brands can compete in the CPO marketplace

* J.D. Power 1QS, 2010 Navigation Usage and Satisfaction Study
L —
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Why CPO?: Source of future business

CPO vs. Used Loyalty Cumulative Average Consumer Maintenance Spend

BECPOV M Total Used

52%
$314

43%

$213

$88

Nameplate Manufacturer Year 1 Year 2 Year 3

Superior loyalty performance and improved (captive) sales and service revenue

Source: Power Information Network (PIN)
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* Used Vehicle Market: 10 Key Trends & Near-term Outlook
 Why CPQO?

* What does “best-in-class” CPO performance look like?
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Best in Class: How do CPO sales compare to new sales?

CPO as % of New Vehicle Sales

50% 50%
42%
40% 40% -
30%

30% 30% 28%

0, - 0, -
20% 4% 20% 15%
10% - 10% - 7%

0% T 0% T

Premium Avg. Premium Best Premium Worst Non-Premium Avg. Non-Premium Best Non-Premium Worst

Source: Power Information Network (PIN), Q3 ‘11
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Best in Class: What proportion of used vehicles are certified?

CPO as % of Total Used Sales at Franchised Dealers

0, - o) -
50% 45% 50%
40% - 40% - 37%
30% 28% 30% -
20% - 20% - 18%

11%
10% - 10% - 8%
0% T 0% T
Premium Avg. Premium Best Premium Worst Non-Premium Avg. Non-Premium Best Non-Premium Worst

Source: Power Information Network (PIN), Q3 ‘11
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Best in Class: How quickly do CPO vehicles sell?

Days to Turn for CPO Vehicles

80 - 80 -
70 - 70 -
60 - 60 -
49
50 47 50
41
40 - 40 -
30 - 30 -
20 - 20 -
10 10
0 T 0 T
Premium Avg. Premium Best Premium Worst Non-Premium Avg. Non-Premium Best Non-Premium Worst

Source: Power Information Network (PIN), Q3 ‘11
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Best in Class: How profitable are CPO vehicles?

Profit Margin for CPO Vehicles

16% - 16% -
14%
14% - 14% -
12% ~ 11% 12% - 11%
10% - 10% - 9%
8%
8% 8% -
6% - 2% 6% -
4% - 4% -
2% 2% -
0% T 0% T
Premium Avg. Premium Best Premium Worst Non-Premium Avg. Non-Premium Best Non-Premium Worst

Source: Power Information Network (PIN), Q3 ‘11
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Best in Class: How much are captive lenders utilized?

Captive Lender Penetration for CPO Vehicles

90% 82% 90% -

0, — 0, —
80% 80% 71%
70% 70%

0,
60% - >8% 60% -
50% - 50% 45%
40% - 40% -
29%
30% - 30% -
20%

20% - 20% -
10% - 10% -

0% T 0% T

Premium Avg. Premium Best Premium Worst Non-Premium Avg. Non-Premium Best Non-Premium Worst

Source: Power Information Network (PIN), Q3 ‘11
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Best in Class: How much is extended term financing utilized?

60%

50%

40%

30%

20%

10%

0%

Extended Term (>60Mo) Finance Penetration for CPO Vehicles as % of CPOV Finance Sales

60%

50%

37% 40%

28% 30%
20%
6% 10%
T 0%
Premium Avg. Premium Best Premium Worst

Source: Power Information Network (PIN), Q3 ‘11
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42%

57%

27%

Non-Premium Avg.

Non-Premium Best Non-Premium Worst
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Best in Class: How many new customers are purchasing CPO?

% of CPO Buyers New to the Manufacturer

80% - 76% 80% - 76%
70% 70%
599% 60%
60% - 60% -
0,
50% - 48% 50% -
40% - 40% -
31%

30% - 30% -

20% - 20% -

10% - 10% -

0% T 0% T

Premium Avg. Premium Best Premium Worst Non-Premium Avg. Non-Premium Best Non-Premium Worst

Source: Power Information Network (PIN), Q3 ‘11
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Summary

Source: Power Information Network (PIN)
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