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Fuel efficiency Is not very important to
consumers in their choice of a specific
vehicle.

Why Did You Choose the Car You Did? Only 37% of consumers
Drive, Handling, and Performance 69% said fuel efficiency
Comfort | 61% influenced their choice of
Styling/Exterior Design 60% e i
Safety 550/ a specific vehicle,
Physical Dimensions 51% making it 8th.
Long-Term Durability 51%

Vehicle Purchase Price 46% 7

Fuel Efficient 37%

Warranty Coverage 36%

Defect-Free Vehicle When New 34%

Lowest Interest-Rate Financing 33%

Resale/Holding Its Value 30%

Dealer Service 29%

Good Buying Experience 28%

Advanced Technology 21%

Other 5% -

Source: J.D. Power and Associates, Feature Contenting Report, 2002 Copyright 2003, J.D. Power and Associates. All rights reserved.



The world does not appear to be running
out of oll.

Proven Reserves
(Years at Current Real Price
Consumption Rate) Proven Reserves (1999%/Barrel)
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The real price of a barrel of oil has rarely
exceeded $20 for the past 130 years.

Real Price
(1999%/Batrrel)
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Consumers’ willingness-to-pay for
alternative fuel and power technologies
does not appear to be growing.

Amount Willing to Pay
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In a survey shortly after the 9-11 attack
(Late Sept.-Oct. 2001), nearly two-thirds
of consumers said they were likely to
consider a hybrid electric vehicle.

How Likely to Consider Buying A Hybrid Electric Vehicle

62%
A

[ 1] [ 1] [ 1]
Somewhat Neutral Not
Likely Likely

Hybrid Electric

Source: J.D. Power and Associates, Hybrid Vehicle Consumer Acceptance Study, 2002
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Power, cost, and dependabillity are the
top concerns consumers have about
hybrid electric vehicles.

Insufficient Engine Power/Performance 34%

Cost to Own/Maintain 27%

Vehicle Dependability 24%

Size (Too Small) 13%

Battery Reliability/Dependability 12%

Insufficient Driving Range 7%

Battery Safety (High Voltage) 6%

Too New/Untested 4%

Still Pollutes 3%

Look of Vehicle 2%

Still Uses Fossil Fuel 2%

Note: Open ended question, multiple mention, may not add to 100%

Source: J.D. Power and Associates, Hybrid Vehicle Consumer Acceptance Study, 2002 Copyright 2003, J.D. Power and Associates. All rights reserved.



Consumers say fuel economy and the
environment would make them consider
a hybrid electric vehicle.

Fuel Economy/Operating
Cost

Environmental/Lower
Pollution

Less Reliance on Fossil
Fuels

If No Loss in Performance

78%
54%
8%

7%

JDEOWER

Source: J.D. Power and Associates, Hybrid Vehicle Consumer Acceptance Study, 2002 Copyright 2003, J.D. Power and Associates. All rights reserved.



Consumers who would not consider a
hybrid electric vehicle cite performance
and reliability of the technology.

Performance 40%

Not Proven/Need More
Time

Cost Issues
Reliability
Need More Information

Don't Want/Not Interested

DPOWER
- *HT- ASS50CI1ATES

Source: J.D. Power and Associates, Hybrid Vehicle Consumer Acceptance Study, 2002 Copyright 2003, J.D. Power and Associates. All rights reserved.




Consumers are much more willing to
consider clean than standard diesel.

Consider Buying A Vehicle Powered By:

41% [ ] ] ] ]
Definitely Probably Probably Definitely
/ A \ will Will Will Not Will Not
Standard Diesel 26% 44% 15%
i 66%
N
- N

Clean Diesel F 44% 27% 7%

Source: J.D. Power and Associates, Clean Diesel Market Acceptance Study, 2002 Copyright 2003, J.D. Power and Associates. All rights reserved.




Availability of fuel and service are the top
concerns consumers have about clean
diesel-powered vehicles.

Limited diesel fuel availability

Availability of service/repair locations
Desired vehicle may not be available as clean diesel
Higher maintenance costs

Engine noise

Lower engine performance (acceleration)
Difficulty starting engine

Exhaust odor

More frequent maintenance required
Higher fuel costs

Visible exhaust

Unpleasant refueling experience

32%

31%

| 30%

| 18%

17%

27%

26%

25%

Note: Open ended question, multiple mention, may not add to 100%

Source: J.D. Power and Associates, Clean Diesel Market Acceptance Study, 2002
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Consumers say fuel efficiency, durability,
and the environment would make them
consider a clean diesel-powered vehicle.

Higher fuel economy/efficiency
Higher engine durability

Better for environment

Lower fuel costs

Higher engine power/torque
Lower emissions

Higher towing/hauling capability
Lower exhaust odor

Lower maintenance costs
Lower visible exhaust

Lower engine noise

Other

Source: J.D. Power and Associates, Clean Diesel Market Acceptance Study, 2002
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Consumers who would not consider a
clean diesel-powered vehicle do not see
enough advantages and are skeptical.

Not enough advantages % 46%
Engine noise % 42%
Need for more info 1% 38%
Exhaust odor — 37%
Lower engine performance % 34%
Limited diesel fuel availability 1% 33%
Availability of service/repair locations 1% 32%
Reliability/unproven tech # 32%
Difficulty starting engine % 30%
Higher maintenance costs 1% 30%
Visible exhaust % 25%
Unpleasant refueling experience % 21%
More frequent maintenance required % 20%

Higher fuel costs 19% D POWER
oner [ 4% _|.L VE
DC1ATES

Source: J.D. Power and Associates, Clean Diesel Market Acceptance Study, 2002 Copyright 2003, J.D. Power and Associates. All rights reserved.
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In response to sustained higher fuel
prices, consumers would prefer clean
diesel to hybrid electric.

Percent Interested
in Buying
100% -

80% - )
° Clean Diesel

60% -

40% - Hybrid Electric

20% -

O% I I I I I 1

$1.490r $1.50 - $1.99 $2.00 - $2.49 $2.50 - $2.99 $3.00 - $3.49  $3.50 or
lower higher

Price of Fuel ($/gallon)

Source: J.D. Power and Associates, Clean Diesel Market Acceptance Study, 2002 Copyright 2003, J.D. Power and Associates. All rights reserved.



Consumers expect to be subsidized if
they buy hybrid electric- or clean diesel-
powered vehicles.

Price Net of Cost Price Net of Cost
Price Recovery Recovery and Tax Credit
$2,000 ~
$1,500 - $1,271
$1.000 - O Clean Diesel m Hybrid Electric
$500 -

($755)

$0
($500) -
($1,000) - (!75_2)l
($1,500) A

($2,000) - ($1,606) _JD P OWER

Source: J.D. Power and Associates, Hybrid Vehicle Consumer Acceptance Study, 2002 & Clean Diesel Market Acceptance Study, 2002
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Back up slides
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In a recent (Sept.-Oct. 2002) survey, 43%
of consumers consider fuel economy to
be very important.

Neither
Extremely ) Important Not At All
Important Nor Important
Unimportant
Bottom
Top Three Box* Three Box**
54% 3%
*8-10 on 1-10 scale **1-30n 1-10 scale

JDPOWER

Source: J.D. Power and Associates, Clean Diesel Market Acceptance Study, 2002 Copyright 2003, J.D. Power and Associates. All rights reserved.




Fuel cost and the environment are the
top concerns of consumers who see fuel
economy as very important.

Current fuel costs are too expensive

62%

Fuel economy has a significant impact on
my vehicle purchase decision

52%

Better for environment

42%

Fuel economy is more important than
performance (acceleration)

16%

Fuel economy is more important than
vehicle cargo capacity

Fuel economy is more important than

vehicle passenger capacity

13%

11%

Sample Size: 1,738, Note: Multiple mentions allowed

Source: J.D. Power and Associates, Clean Diesel Market Acceptance Study, 2002
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Demand for performance (acceleration) is
the top concern of consumers who see
fuel economy as not important.

Fuel economy does not have a significant impact on

0
vehicle purchase decision 73%
Performance (acceleration) is more important than 20%
fuel economy 0

Current fuel costs are reasonable 51%

Vehicle cargo capacity is more important than fuel
economy 32%

Vehicle passenger capacity is more important than .
fuel economy 29%

Other 10%

Sample Size: 168, Note: Multiple mentions allowed

Source: J.D. Power and Associates, Clean Diesel Market Acceptance Study, 2002 Copyright 2003, J.D. Power and Associates. All rights reserved.



In a recent (Sept.-Oct. 2002) survey, 32%
of consumers consider driving range to
be very important.

Neither
Extremely ) Important Not At All
Important Nor Important
Unimportant
Bottom
Top Three Box* Three Box**
64% 4%

*8-10 on 1-10 scale **1-30on 1-10 scale

JDPOWER

Source: J.D. Power and Associates, Clean Diesel Market Acceptance Study, 2002 Copyright 2003, J.D. Power and Associates. All rights reserved.




Convenience Is the top concern of
consumers who see driving range as
very important.

Have to refuel less frequently 73%
Saves time 44%
Driving range has a significant impact on vehicle
. 29%
purchase decision
Prefer to refuel once a week 29%
Don't like to refuel 27%

Better for environment 15%

Other ] 2%

Sample Size: 1,339, Note: Multiple mentions allowed

Source: J.D. Power and Associates, Clean Diesel Market Acceptance Study, 2002 Copyright 2003, J.D. Power and Associates. All rights reserved.



Consumers who see driving range as not
Important think that most vehicles meet
their driving range needs.

Driving range of most vehicles meets my

0
needs 63%

Driving range doesn't have significant .
impact on vehicle purchase decision 62%

Don't mind stopping and refueling 35%

Sample Size: 178, Note: Multiple mentions allowed

Source: J.D. Power and Associates, Clean Diesel Market Acceptance Study, 2002 Copyright 2003, J.D. Power and Associates. All rights reserved.



Consumer Interest In alternative fuel and
power technologies may be growing.

Percent Who “Definitely”or
“Probably” Want Feature
on Next Vehicle

50% -
.juel Cell
40% 1 Alt-Fuel
[ Hybrid
30% -
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Clean [%esel
Electric
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Source: J.D. Power and Associates, Feature Contenting Report, 1996-2002 Copyright 2003, J.D. Power and Associates. All rights reserved.



Consumers are interested in clean diesel
for both cars and trucks.

First and Second Choice Vehicle with Clean Diesel

Light Duty Fullsize Pickup 25%
Midsize Car | 24%

Fullsize SUV 21%

Midsize SUV | 1 20%
Fullsize Car 12%

Small Car 11%

Minivan | 9%

Luxury Car 8%

Entry SUV 8%

Compact Pickup | | 7%
Luxury SUV | 6%
Sporty Car | 5%

Fullsize Van | 4% _JD PO\VER

Source: J.D. Power and Associates, Clean Diesel Market Acceptance Study, 2002 Copyright 2003, J.D. Power and Associates. All rights reserved.




