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The European Truck Customer study is based on a survey of
more than 2,300 truck customers covering entire Europe
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} Customer access

2,300+ customers in 15 countries

Field phase February until May 2010

Assessment of Image and Experience

} Communication

© Oliver Wyman = www.oliverwyman.com



European Truck Customer 2010 provides insights into the brand
image of OEMSs, as well as the experiences of truck customers
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Source: European Truck Customer 2010, Oliver Wyman Analysis
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European ﬂ 2010
The European Truck Customer 2010 study was Truck Customer

conducted in the context of a historic market collapse

Truck sales by region
In ‘000 units, 6t+ (Source: JDPA)

557 Superior customer
understanding
necessary, to

477

Eastern _ .

Europe' = Understand shifts in
customer needs due
to crisis

‘éVeStem = Capture market
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Hrop shares when markets
recover
2008 2009 2012E
= CAGR

1 Incl. Russia and Turkey CAGR = Compound annual growth rate
Source: JDPA
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. . . .gn . . Euruneanﬂzmn
The crisis significantly impacts customer requirements  Truck Customer

and satisfaction

Overall importance and satisfaction with OEMs
School grades 1 to 6, average, Germany

23 55 23 55 % Compared to
previous years,
customers are

» more demanding,
while their overall
satisfaction
decreased

Overall  Overall Overall Overall Overall Overall sllghtly
impor-  satis- impor-  satis- impor-  satis-
tance  faction tance faction tance  faction
2006 2008 2010
Overall
truck {::} m @
market s S

Note: Average of all criteria 1 = very satisfied 6 = not satisfied
Source: European Truck Customer 2010, Oliver Wyman Analysis
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European ﬂ 2010

. Importance and satisfaction vary along the value chain  Truck Customer

School grades 1 to 6, average, total Europe

Importance
for customers

1.85 1.87

Satisfaction
of customers

2.01 2.73

Note: Unweighted average of all criteria per category
Source: European Truck Customer 2010, Oliver Wyman Analysis
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g = . . . Euruneanﬂzmn
Within the most important criteria, OEMs cannot Truck Customer

sufficiently satisfy their customers

Importance of top-criteria and respective customer satisfaction
School grades 1 to 6, average, total Europe
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2.13 1.91
Reliability & Fuel Service  Availability of Manufac- Cost of
need for repair consumption  quality spare parts  turing quality repair

Note: Average of all criteria ® = Rank

Source: European Truck Customer 2010, Oliver Wyman Analysis
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. . . . . European ﬂ 2010
With regard to the importance of criteria, regional Truck Customer

differences can be clearly identified

Reliability Vehicle
Reliability Vehicle Fuel consumption Vehicle

Service quality

Purchase price Price & costs

Fuel consumption Vehicle Service quality

®®®®®®®@®@I

OI0ICIOICIOIOI00IO)

Spare part availability Manufacturing quality = Vehicle

Manufacturing quality ~Vehicle Warranty and goodwill

Safety Vehicle Spare part availability

Mileage cost Price & costs Mileage cost Price & costs
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scoooslocn.hwm-s.

Purchase price TCO? Price & costs
[0 -_- 10 Down-times
Down-times _ 1 Reliability Vehicle
2  Warranty and goodwill _
3  Service quality _
4  Spare part availability _
5  Fuel consumption Vehicle
9  Manufacturing quality Vehicle
Note = Ranking of importance to customers . @ | it higher than in G
1 Comparison to German truck customers’ evaluation 10  Workshop business hOUfS_ mportance higher than In &ermany
2 TCO = Total cost of ownership @ Criteria not in Germany’s top-ten
Note: Top 10-criteria per regional cluster, school grades 1-6
Source: European Truck Customer 2010, Oliver Wyman Analysis @ Importance lower than in Germany
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From a customer point of view, the largest fields for action exist
within additional services, price & costs and workshop services

Total
Europe

@ Strong need for action () No need for action

Source: European Truck Customer 2010, Oliver Wyman Analysis

© Oliver Wyman m www.oliverwyman.com




Superior customer understanding is the basis for attractively
priced service offerings that cover the entire value chain

Superior
customer
understanding

= High
customer
satisfaction
and loyalty

= Economic
success
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Source: European Truck Customer 2010, Oliver Wyman Analysis
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