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WRRD'S Auto

Giving the consumer what they want and need 'i;‘?."”“"“

> How do we determine what it is that the consumer wants in and from
their vehicle?

» How can we make the consumer experience better?

Before we can solve the consumer’s problems or increase their satisfaction...
Before we start to design and develop new features and functions...

Before we put pencil to paper...

We must do 3 simple things



Presenter
Presentation Notes
Vehicle is being asked to do so many things: support our lives and provide transportation.  We need more flexibility and functionality.
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What do we use our vehicles for? DL CONFERENCE
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Commute to and from work
Running errands, getting groceries
Transporting kids to school, activities
Vacations

Moving bulk items
Entertainment, night out
Support our activities, hobbies

Relaxation
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Presentation Notes
Bottom-line is that our vehicles are an integral part of every aspect of our lives



Urban Sprawl:  Community is set up in such a manner that you need to drive to various locations/events.  There are very few things that you can walk to or ride a bike.  Also, “free time” is even more limited, so everyone need to find the fastest way from point A to point B.
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We use our vehicles all week long — ;.coursnsucs

Average Daily Time In Vehicle
Weekday Weekend

2 hours 52 minutes* 2 hours 7 minutes*

» Expanding needs
— Increased flexibility
— Increased functionality

D.POWER

*2009 Arbitron National In-Car Survey ] AND ASSOCIATES®
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Presentation Notes
Vehicle is being asked to do so many things: support our lives and provide transportation.  We need more flexibility and functionality.


Body styles support flexibility . ig,gmnsucs

Station Wagon Hatchback

. Crossover
_ Minivan
Full-size Van
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Over the years manufacturers have created new interior space that provided additional flexibility

 In the 50s the station wagon provided seats that folded in the very back of the vehicle

 In the 60s the full-size van offered more space, but would be small in today’s standards

The 70s had a focus on economical means of transportation and the hatchback provided an open environment

 In the 80s we saw the minivan which provided a smaller version of the passenger van; this was created to provide larger space allowances

 In the 90s the SUV was brought to market as a means of offering the utility of a truck, but the interior comforts of a car

 In the 2000s Crossovers came in as the offering with more car characteristics 
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Along with flexibility, D CONFERENCE

we need to focus on functionality

> Ability to contain, access and operate what | need, when | need it...

: JDPOWER
AND ASSOCIATES®
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As the picture illustrates consumers are looking for small storage needs that address the functional issues we face today:

Eating and drinking

Talking on the phone

Staying organized (folder on dash)




WRRD'S Auto

We expect more of (and in) our vehicles... - '-jg._c_pﬂrsnsuce

...Comfort and Convenience features

% of drivers indicating they have... 2006 2007 2008 2009
— 3%

67% 69%—

Steering Wheel Controls 53%

44% A5% 41%

Heated Seats 35%
. 0 24%
22% 24% 1%

18%—
HomeLink 14%/12%/
Rear View Camera 5%

Boost Satisfaction

Source: J.D. Power and Associates D POWER
7 2006-2009 Vehicle Quality Study (VQS)SM =
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...Entertainment and Navigation features

% of drivers indicating they have... 2006 2007 2008 2009
70%

__— _59%
55%6—

54%/

39%
. p 36% 37%
MP3 Compatibility 27%/3 404 Yo
Satellite Radio 26%/
Premium Sound System 22%/20%7

Navigation System 13%

—25% 25%

E Monroe St
S State St

Boost Satisfaction

Source: J.D. Power and Associates ] D POWER
i 2 *

8 2006-2009 Vehicle Quality Study (VQS)SM D AscoCTIAYESs
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Not all of the consumer’s needs are complex R

Items In The Vehicle Top 10

Mobile Phone 1 — > The top 8 items are all typically stored in close proximity
Pens/Pencils 2 to the driver to allow for regular usage
Sunglasses 3 — Predominately in the center console
Wallet 4 .
» The emergency kit and umbrella have less
Napkins/Tissues 5 il ;
need for accessibility as they are kept in the
Change £ vehicle “just in case”
CDs/DVDs 7 _
S — : — However, umbrella storage must be in
= P D the cabin and reachable when needed
Emergency Kit 9
Umbrella 10

9 J.D. Power and Associates 2009 Vehicle Interior Needs StudySM _]'D' POWER'
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35 total items


B
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Center Console Demand
Items regularly (among top 2 locations) stowed in the center console

'--..__M

Satisfaction Snapshot...
Effectiveness of Center Console Storage
< Lowest satisfaction rating among 38 interior attributes

Source: 2009 J.D. Power and Associates Interior Quality and Satisfaction Report

. / ll! '

J.D. Power and Associates 2009 Vehicle Interior Needs StudySM
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47%
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Look at this by space instead of by item

Top 8 items frequently brought into the vehicle and primarily stored in the center console/bin or drivers armrest



Effectiveness of the Center Console Storage has the lowest satisfaction rating out of 32 interior attributes (interior quality and satisfaction study)


Everyday Items in the Vehicle

WRARD'S Auto

CONFERENCE

Among Cold
ltems In The Vehicle  Top 10 ltems In The Vehicle  Women ltems In The Vehicle  States
Mobile Phone 1 Mobile Phone 1 Mobile Phone 1

Pens/Pencils 2 Pens/Pencils 2
Sunglasses 3 Pens/Pencils 3 Sunglasses 3

Wallet 4 Sunglasses 4 Wallet 4
Napkins/Tissues 5 Wallet 5 Napkins/Tissues 5
Change 6 Napkins/Tissues 6 Change 6
CDs/DVDs 7 CDs/DVDs 7 CDs/DVDs 7
Garage Door Opener 8 Change 8
Emergency Kit 9 Emergency Kit 9 Garage Door Opener 9
= Umbrella 10 Umbrella 10 Emergency Kit 10

il"-_-___.:___ 1

Among women, a purse is the 2" most common item brought into the vehicle

Virtually everyone regularly brings a mobile phone into the vehicle

Need for ice scraper storage is among top 10 in cold weather states

J.D. Power and Associates 2009 Vehicle Interior Needs StudySM
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So consumers need... everything they want ‘°”."_“‘“
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Vehicles are an extension of our lives... We spend 2-3 hours a day in our
vehicles

The industry has done well to offer flexible interiors
Flexible does not mean functional

There is great interest in new features that offer functional solutions and
these features will enhance satisfaction

Not all customer needs are complex... some basic needs are still going
unaddressed

The center console is prime interior storage real estate but having
available space is not enough... there needs to be a strategy for this area

Understanding who your customer is can lead to very specific opportunities
to meet the their needs...

LOOK, LISTEN, LEARN

AAAAAAAAAAAAAA
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Flip/change seats to reconfigure (point 3)



Big open hole is not a good small storage solution (point 6)
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