Your consumers use the Internet
when it comes to deciding which car they want to buy

What are you doing about it?



GO gle The Role of the Internet in Automotive Buying

India Market Research

Respondents were purchasers of a new or second-hand personal vehicle
and had made the purchase within the last 12 months

“Netpop Research, LLC
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Key Findings Google

1 The Internet is used at every Stage of the purchase funnel for cars. 64% use the
Internet throughout the purchase process

Many online sources — including search engines, manufacturer sites, review sites and auto

2 sales sites — are US@M and valued more than many traditional (offline)

sources

Ni"Ety'th ree perce Nt of online car researchers use a search engine for
research and to locate other websites.

Onllne Vldeos are growing in importance, with two-thirds of online researchers
using them to help decide. YouTube is the top site for auto-related online videos

4 Online sources are important in Iocating final dealers and sellers.
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Video ads, sponsored links and animated ads are seen
and clicked on the most

B Recall seeing ad type © Clicked on ad type (0] |
n=813 n=757 0

Recall at Least One

e 54% 54%
e 579, ,. Type of Ad
2N 49% ..\x.._
459 42%
41%

Video ads Sponsored links Animated ads Static image ads Text ads Gadget ads

..' NEtpr Source: Global Automaotive Study, India, May 2009, Netpop Research, LLC



Both new and used car buyers are enthusiastic about the Internet

1 often go online to have fun.” (52% vs. J

I like to stay up-to-date on the latest ways
people use the Internel.” (76% vs.

“I love the latest technology™ (81% vs. )

31%

Used Car Buyers

Avg. Hours new car
buyers spend
Online/Day

Ny
o
4
Avqg. Hours used-car

buyers spend
Online/Day

N=500 | n=224
Base: New car purchasers, prior to quota sampling | Base: Used car purchasers, prior to quolta-sampling

..'NEtpr Source: Global Automaotive Study, India, May 2009, Netpop Research, LLC



Brand Loyalty

1 Brand loyalty is strong

2 India car buyers have nearly four brands in their consideration
set before beginning their search



Brand loyalty is strong in India, most purchased the same
brand as their previous vehicle Go gle

New car buyers Used car buyers

New to market Mew to market

23% 5 21%
5 45%
Loyal L Pl
Switched ' | Switched ‘-*'
. |
34 | 34%
n=459 n=471

Base: ldentified a specific (previously) purchased
brand or are new to the vehicles market

ur NEtpr Source: Global Automaotive Study, India, May 2009, Netpop Research, LLC



Prior to Information Search

1 Most car buyers enter the process with a few options in mind
for the brand and model of car they want

Used car buyers are more likely to know the brand or model of
2 car they want (a sedan or SUV, for example), than the
particular type



Most car buyers have a few types, brands and models in mind
BEFORE they start the information search

Used car buyers are more likely to be decided on
the brand or model of the car than the type

|
Knew which one | __ 26% 30% 29%
wanted
57%
Had a few __J 58% B0%, B0%
H : I | 53 Ez%
options in mind % > L
Had no real idea <—
Type Brand Model Type Brand Model
n=509 n=500
Base: New car purchasers Base: Used car purchasers

..Netpﬂp Source: Global Automolive Study, India, May 20049, Metpop Kesearch, LLC



Information Search:
Online and Traditional Sources

1

p.
3
4

The Internet is the preferred source of information overall

Seven in ten new car buyers use the Internet throughout the
purchase process. New car buyers are more likely than used
car buyers to go online first.

Car buyers focus their research on the Internet and
recommendations from friends, family and colleagues.

Auto dealerships and magazines play a supporting role
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The Internet is the most popular starting point
when searching for information before a car purchase

- First Place for Research
45% | /7 ™,
40%
40"
35%
31%
3a
25%
25% 23%
200
15%
15% 13%
10%
109 0
701 i 8% 8%

) . E . .5% =

Internet Friends, family, Auto dealerships Magazines/ Private sellers Newspapers Television

colleagues brochures
B MNew car n=509 Used car n=500 Base: All respondents

..' NEtpr Source: Global Automaotive Study, India, May 2009, Netpop Research, LLC



Six in ten new car buyers used online sources

for general research, to compare options

Friends, family and colleagues are
Sources Used at Each of 3 Phases critical in the initial decision phase

Friends, family, colleagues
Auto dealerships

Search engines Used Any Online Sources

Manufacturer websites

Frivate sellers

General research
TV Advertisements

Auto magazines/enthusiast websites \\

Car magazines Comparing options

Mational or Metro newspapers \

Auto sales websites
Final decision

Brochures

Consumer ratings/review websites
Dealer websites

Blogs

Purchase

Third party vehicle comparison sites

0% 10% 20% 0% 40%: 50% 60%

M General research n=483 Comparing choices n=464 Final purchase decision n=428

..r NEtpr Source: Global Automotive Study, India, May 2009, Netpop Research, LLC



Information Search:
Role of Internet and Manufacturer Websites

Manufacturer and dealer sites play a vital role in the research
process

New car buyers do an average of 7.6 activities on manufacturer
sites
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Half or more new car buyers go online to read reviews, compare specifications or
prices, locate dealers or learn about makes

With respect to specific activities related to final purchase

respondents used the Internet for the following

Read vehicle reviews 68%
Compare specifications
Locate a dealer or showroom

Compare prices

Leam about make

.

Contact a dealer 40%
Find out servicing/ warranty info 40%
Configure options 33%

Find out the cost of insurance 32%

Watch an online video about a vehicle 31% 31% watch online videos
Find out about financing options 29%
Print details to take to dealers 26%
Use a loan calculator 24%
Obtain a quote 24%
Book a test drive 23% n=349

Order a vehicle brochure 21% Base: Use the Intemel

0% 10% 20%: 30% 40% 50% B0% T0%

..r NEtpr Source: Global Automotive Study, India, May 2009, Netpop Research, LLC



Manufacturer websites are used to compare specifications,

read vehicle reviews, watch videos about the vehicle

Compare specifications

Learn about make

More than half go to
manufacturer sites

to read reviews Configure options
Read vehicle reviews 46%
Find out servicing/ warranty info 41%

35% watch videos on car

Order a vehicle brochure :
manufacturer sites

Watch an online video about a vehicle

0% 10% 20% 30% 40% 0% 60%

Most important - Additional activities done on manufacturer sites s
n:

Base: Use manufacturer sites

..r NEtpr Source: Global Automotive Study, India, May 2009, Netpop Research, LLC
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Manufacturer sites are also frequently used to locate or contact a dealer

Locate a dealer or showroom 43% —
Print details to take to dealers 26%
Buy the vehicle 25%
0% 10% 0% 30% 40% 50% 60%
Most important - Additional activities done on manufacturer sites
n=228

Base: Use manufacturer sites

..r NEtpr Source: Global Automaotive Study, India, May 2009, Netpop Research, LLC
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Information Search:
Role of Search Engines

Over 90% of car buyers who research their purchase online
1 use search engines, either as a main source for research or
as a gateway to other websites.

2 Over 60% of car buyers consider search engines “important”
in the purchase process
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94% of online researchers use search engines,
69% consider them an “important” source

69% of those who use
search engines for
vehicle research find
them “important” **

69% use the Internet for
vehicle research

_ * Use search engines as a source or
Go 8[,3 as a gateway to other online sources

** Top 2 box scores (4 or 5 on 5-pt. “important” scale)

..NEtpr Source: Global Automaotive Study, India, May 2009, Netpop Research, LLC



More use search engines than any other method

to access various

types of websites when researching new cars

Methods

Third party vehicle comparison sites
Auto sales sites

Consumer ratings/review sites
Classified ads/listings sites

Blogs

Dealer sites

Auto magazines/enthusiast sites
Manufacturer sites

Online video sites

Auction sites

Social networking sites

used to typically find the websites used during the purchase process

82% 5%
75% Al 6%
74% EXA 6%
72% 6%

69% 1%

69% T 9%

68% 10%
59% EEA4%

46% 8%

43% 7%

29% 15%
0% 10% 20% 30 40% 50% 60% T0% BO% 90% 100%

B Typed the website address Used a search engine

B Site was in favorites, bookmarked Followed links from other sources

n varies: 30 — 228; Base: Use site

..'NEtpr Source: Global Automaotive Study, India, May 2009, Netpop Research, LLC
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Information Search:
Role of Online Videos, Ads and UGC

1
2

Online auto videos are used by two-thirds of new car buyers
who use the Internet for research.

User-generated content (UGC) sources are growing in
importance. UGC users say such sources are informative,
interesting and a good supplement

20



