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INTHIS Issue:  NADA Official Used Car Guide ®Update

NADA Official Used Key industry data signal a positive turn within the auto industry again in July after a brief reprieve in

Car Guide Update June. New vehicle sales reached 11.55M SAAR representing the third highest level during 2010. Profit-
ATD/NADA Official ability for manufacturers continued its positive trend and we are seeing increased optimism from manu-
Commercial Truck facturers in regards to profit, production, and sales forecasts.

Guide Update . . . o
P Fleet sales in July helped drive demand for the strong new vehicle sales performance, unlike in the past

Brand Performance:

e however, these sales are now a profit center instead of a means to dump production in an overcapacity
Ushering in a New

environment.

Era . - .
Monthly Change in Average Official Used Car Guide Value:
NADA Returning The recovery continues to be slow NADA Segment
Supply Forecast and economic indicators regarding July 2010 v. August 2010
consumer Confidence and empio NADA Segment 2005MY 2006MY 2007MY 2008MY  2009MY*
NADA Fuel ] _ Compact CUV 9 -1.3% W -1.1% 91 -0.8% 94 -0.7% > -0.5%
ment will keep demand muted in Compact Picku o 04% > 01% o -0.1% = 04% > 0.0%
Forecasts Compact suv : 4 -0.7% > 0.1% 99 -0.8% > -0.3% 1 -0.9%
- -V, 0 -uU. 0 -U. 0 -U. 0 -U. ()
the upcoming months, but overal-—
. .0% -1.1% .0% -1.0% -2.4%
Retail Market Entry Compact =» 0.0% 9 -1.1% p 0.0% 91 -1.0% I -2.4%
. we anticipate seeing a much Entry Subcompact & -19% 94 -1.6% b -24% 9 -1.0% J -2.5%
Indicators . . Intermediate Compact 9 -1.3% 9 -1.1% 9 -0.8% 94 -0.6% §1 -1.3%
stronger new vehicle sales envi- Intermediate Large = -0.3% ©» -01% ) -0.2% > -02% 91 -0.8%
Economic Drivers ronment relative to 2009. Imermediate Mid-Size 91 -1.0% 9 -0.7% S -0.9% 4 -0.8% 1 -1.3%
Intermediate Subcompact = -0.1% ) -02% > -04% > -0.1% ) -0.2%
NADAguides.com Large Pickup = -04% c» -01% > -02% > 0.3% ) -0.4%
c Sit For yet another month, NADA Large SUV = 02% = -02% <> 0.0% = 0.0% > -0.2%
onsumer Stte used car values only experience(-29¢Van > 04% S 02% » 00% = 0.2% = -05%
Trends Luxury Compact 1 -1.0% 4 -0.8% > -0.2% 1 -1.0% > -0.4%
minor (-2% to 0%) depreciation ircuxury Large L -12% 9 -1.0% 9 -12% B -21% & -2.0%
At NADA Used b hich i Luxury Large Pickup = -0.5% > -02% c»-03% c»-01% > 0.2%
Car Guide most subsegments, which Is a Luxury Large SUV 9 -1.1% < -05% 1 -0.8% cp -0.1% b -1.8%
continuation of the pattern that Luxury Mid-Size 1 -08% 9 -1.1%  $1-09% 9 -1.1% 1 -1.1%
Luxury Mid-Size CUV O -15% 9 -09% b -24% 9 -1.0% 91 -1.3%
has dominated the 2010CY. LuXi{Luxury Mid-Size SUV 3 19% = 05% & -18% L -1.8% o -0.8%
. . . Mid-Size CUV 9 -0.6% & -0.8% 94 -0.9% > -0.4% 1 -0.8%
vehicles experienced slightly Mid-Size SUV ¥ -0.90/: e -0.702 E] -0.60/: > »0.10/: kY -0.70/:
greater value depreCiation than Mid-Size Van = -0.4% 94 -05% > -01% = 0.1% > -0.2%
. Near Luxury Compact 1 -0.8% 4 -1.0% 94 -0.7% 4 -0.9% > -0.5%
their nonluxury counterparts, butnear Luxury Mid-Size S 08% o 07% o 12% 91 1.2% o -1.1%
. . . T Premium Luxury Compact =» 0.0% = 0.0% ) -0.1% c» 0.0% = -0.1%
even this depreCIatlon IS Ilghter Premium Luxury Large 94 -0.8% 4 -09% 99 -14% Y4 -1.4% 4 -0.5%
than traditional seasonal patteranremium Luxury Large SUV W -17% 94 -0.7% 9 -1.4%  $4 -0.9% > -0.4%
. Premium Luxury Mid-Size = -01% ©» -04% 94 -05% 4 -0.6% ) -0.5%
This suggests that consumers arsremium Luxury Mig-Size CUV & 22% S -17% & 27% 1 -13% o -0.4%
searching out deals and are still 2PPer compact LI 06% T 08% T 0.2% b 0% i 06%
Upper Large = -0.1% » -01% > -0.1% > 0.0% 4 -0.8%
shying away from higlollar vehi- Upper Mid-size $-L7%  F-19% G -11% 94 -0.8% G -0.9%
. Upper Subcompact 1 -0.7% > -02% > 0.0% > -04% > -0.4%
CleS na Weaker eCOHOmy. *Value movement can be influenced by newly valued vehicles. See the last page of "Guidelines" for data key.
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Used Car Guide Update ( conti nuedé)

Large SUVs and pickups continue to retain their overall strength, experiencing little if any depreciation. Manufactaresriay
tained the production and new vehicle pricing discipline that was introduced in the summer of 2008 when fuel prices resi abov

p/gal.

AuctionNet price performance during July validated many assumptions made earlier in the year by NADA that predicted a strong

used vehicle market. Although we experienced

more significant appreciation in used prices durit Monthly AuctionNet Price Changel to 5 yr. Old Vehicles*

i ) ] Jun10 vs Jull0
the first quarter of 2010, prices during the secon( 1o%
quarter remained relatively flat with June posting 09%
the first signs of what would be considered norm  os8%
depreciation. AuctionNet prices for July fared bg 07%
ter than June with most segments remaining flat| 6%
month-to-month. 05%

0.4%

The following are key drivers that are supporting 05%
strong used prices: 0250
A Firm new vehicle transaction pricesNew 0.1%

vehicle prices have been supported by tar- 0.0% ‘ ‘ ‘ ‘

i i X i Car Cuv Pickup Suv Van
geted incentive spending that is focused on
. *Figures have been adjusted for both Mileage & M
APR and lease programs which help prop up
transaction prices on new models thereby h: YoY AuctionNet Price Changé:to 5 yr. Old Vehicles*
Jul09 vs Jul0

ing a much smaller impact on used prices. | 1s0%

According to AutoData, overall incentives du

14.0%
ing 2010 through June, on average, are sligl
12.0%
down. When comparing incentive typesash
(dealer and customer), finance and leasi: 10.0%
appears that leasing has shown the strongey so%
increase followed by APR with dealerandct
tomer cash showing slight declines.
4.0%
A Fuel prices have remained stabtgThis past
2.0%
month continues the pattern of consistent fu
0.0% T T T
Car Ccuv

prices which have become the norm over thg

Pickup Suv Van
past 12 months. During this period, the hitgh

*Figures have been adjusted for both Mileage & N

-low spread of the average price of regular gas

has been less than .44 cents, the lowest in the past five years. This compares very well to the more than $2.34 spread wit-
nessed during the previous 12 month period, the $1.37 spread during the 12 months prior to that, and the $1.05 spread dur-
ing the 12 months prior to that. While fuel prices remain somewhat elevated, their consistent levels have allowed consum-
ers to better budget monthly vehicle expenses. As a result, larger vehicles are returning to favor with the used vehicle pur-

chaser.
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Used Car Guide Update ( cont i nued¢é¢é)

A Production cuts Realistic new production volume resulting from the economic downturn in 2008 contributes to higher transac-
tion prices and has enabled domestic OEMs like GM and Ford to change focus to brand building instead-basepushales
strategy. This shift, in addition to quality improvements and stronger design, has resulted in the strong resale vake impro

ments in 2010 and used prices on domestic models con-
Monthly Change in Average AuctionNet® Price: NADA Segment

tinue to move closer to, or have reached parity with, im-
June 2010 v. July 2010

port competitors. In the shosterm, the product portfo-

: NADA Segment 2005MY  2006MY  2007MY  2008MY  2009MY
lios for both manufacturers, most notably Ford, are ex-
Compact CUV 21 06% o 01% 91-11% > 03% O 17%
pected to keep demand strong for these domestic firms compact ickup 5 01% O -08% = 01% 4 65% b 0.2%
Compact SUV © 04% A 25% 91-07% 9 -11% & -1.8%
A Used supply continues to be lowThis is especially evi- Entry Compact 9 -17%  F33% 9 -L7% 9 -L7% Sy -0.5%
. . . Entry Subcompact -0.5% -2.1% -5.3% -3.6% -0.3%
dent in the supply of @ year old vehicles which rely on o SLRcome = ¥ ¥ ¥ nd
Intermediate Compact &4 -30% & -20% §1-13% = 04% Sl 0.7%
new vehicle leasing as the source for additional vehicle intermediate Large 9 -13% 9 -11%  91-12% > 0.0% i 1.1%
However, fleet sales are increasing so we anticipate se Nermediate Mid-Size ¥ 23% ¥ 24% Y -13% = 02% = 0.3%
) ) ) Intermediate Subcompact & 200 & -21% & -27% o -05% 4 -3.0%
a higher supply of 1 year old vehicles entering the markyqe pickup 2 07% & 18% o 04% b 01% > 0.0%
in 2011. The overall pool of used models is expected t(-arge SW 9-0.8% ) 0.0% ) 0.0%  91-06% 4 21%
. . Large Van &$71% 21 16% 4 23% 4 25% Y -0.7%
constrained relative to demand through 2011. Luxury Large & 21% 99-17% J-39% I 51% 4 34%
3 Luxury Large Pickup &+ 57% & -22% 91-1.0% o 11% b -14.4%
A Dealer demand for used models remains strogdlore  [yxury Large SUV 5 01% O 13% O 10% & 24% 1 1.5%
franchised dealers are purchasing a higher percentage Luxury Mid-Size V-136% & -25% G -17% & -25% 4 8.1%
. . Luxury Mid-Size CUV §4-05% & -45% b -34% 94 -11% 1 1.2%
lease and customer returns. This has contributed to CO L ixury Mid-Size SUV T 27% 0 10% & 24% o 03% 0 07%
strained auction volume and has led to a larger pool of Mid-Size Cuv & -21% $9-07% = -02% = 05% cp 0.2%
. : Mid-Size SUV -1.2% -2.2% 0.1% 0.6% -1.1%
used models within the franchise dealer body. Success = E . 10/° g 270/" g 08; g 070/° E 200/”
1d-Size Van -2.1N =2.170 -U.07 -U./% U0
dealers are now offering more services such as extendinear Luxury Compact 1 -06% & 21% = -03% o 05% & -2.6%
warranties, CPO vehicles, special financing, and pricingNéa" Luxury Mid-Size > 01% § 5% & -32% ¥ -23% 4 34%
) ) B o Premium Luxury Large £ 97% = 02% 91-16% 1 1.0% 4 7.2%
closer to transaction price to further stabilize pricing ant grium Lixury Large SUV 4 6.2% b 01% o1 L7% & 24% o -15%
improve customer satisfaction. Ultimately, the late modPremium Luxury Mid-Size CUV 4+ 7.2% & -87% 91 -12% J -35% 2! 14%
. . . - . Upper Compact & -28% 9 -12% L -28% 94-06% v -1.0%
used vehicle purchase experience is more in line with a
P P Upper Large & 37%  $1-1.0%  §-1.0% ol 1.0% = -0.4%
new vehicle purchase thereby creating a sort of extendiupper Mid-Size S -14% 9 -16% o 03% = -01% S 14%

*Underlying data has been adjusted for Mileage & Mix. See the last page of "Guidelines" for data key.

product suite for each brand.

A Financing continues to improve Several metrics are showing financial approval rates increasing for subprime buyers and we
have also seen signals of a return to leasing; this will open up lending for a larger pool of buyers with subprimearégito-G

posed purchase of AmeriCredit is an indicator that manufacturers are ready to get back into the financing game to ingsove sal

¢CKS Fdzi2Y20A @S AYyRdzaGNE KF& NB(G22t SR AGasSt¥F G2 I RI Llhawe yR (K]
significantly cut their production to better align supply with demand, while the dealer focus has shifted to used vebsdadakr-

vice revenue to maintain profitability. The industry as a whole has experienced an overarching push to improve effidienplean

ment strategies that are conducive to building brand strength. Many OEMs have eliminated or divested brands in orderdo focu

core competencies of their respective brands and successful dealers are incorporating better tools, stronger employea petenti

grams, and internal processes to improve customer satisfaction. All of these initiatives have resulted in strong usepticeliahd

creates a strong foundation for continued strength in the used market in the upcoming months.
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ATD/NADA Official Commercial Truck Guide ~ ®Update

Class 8 highway tractors maintained their elevated price level for the most recent time period. After a drastic rigsh the

quarter, selling prices on average began to level out. Interestingly, the newest model year2(@&)@ppear to have leveled

out to a greater degree than the slightly older model years (20005). It is possible that the market is establishing an uppe

limit for the price paid for unusually

low mileage 13 year old trucks. As fo

Average Retail Selling Pric&leeper Tractors
All Model Years

the slightly older segment, extremely 2%
low mileage continues to bolster the $41,000 /\
$40,000

value of those trucks. Figure 1 illus-

trates the price trend tedate for all

$39,000 /
$38,000

model years of sleeper tractors.

$37,000 /

Price

$36,000 /

For this issue, we are introducing a

new chart that traces average selling|  $35,000
Includes sales data from all

i d i $34,000 retail sources, adjusted for
prices of fouryearold highway sleepe mileage.
tractors going back three yearfigf, 2). $33,000 '

. o> &> & S O
For example, the 2009 line traces the o o o o o o
. . N M & K & &
selling price of a 2006 model year tru
Month

throughout the 2009 calendar year.

This chart is useful for gauging the mdrgure 1

ket value for trucks about to enter the secondary market. Selling prices decreased heavily fr@®0®itb mid2009, leveled

out in late 2009, and then rebounded quite nicely in early 2010. Our value adjustments to date have reflected these trends.

In the medium duty segment, Clas®§2onventionals enjoyed a substantial bump upwards in average selling price from January

Average Retail Selling Pricd-YearOld Sleeper Tractors

$65,000

#2008 2009 2010

$60,000

$55,000

$50,000

Price

Source: NADA Month

Figure 2

to March, and then appear to
have held steady from that point
to date. As mentioned last
montbh, it is probable that some
pent-up demand was satisfied
early in the year. We have also
adjusted values for cube vans and
cabovers upwards to match mar-

ket activity in those segments.

After taking a breather in May,
retail sales per dealership saw
another healthy uptick in June .
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Commercial Truck Guide Update (conti nuedé)

It should come as no surprise that, since March, our reporting dealers have been selling substantially more trucks then any t

in 2009 {ig. 3). This latest bump is encouraging, since it indicates continued demand for freight capacity in an economy that con-
GAydzSa G2 0SS 060Sat RSTFAYSR Ia GYAESR®¢

Overall, the used truck environment remains extremely healthy compared to the2608 to late2009 period. Barring any unex-

pected reversal of the economic recovery, high demand formagelel, lowmileage trucks should continue. And the low supply
of these trucks thanks to the depressed new truck sales rate from-200% should ensure continued elevated selling prices.

Month over Month Change in Number of Used Trucks Sold P«
Dealership (Retail)

40% -

35%

30%
=
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T
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o
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o
o
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s 0%
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-10%
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Source: NADA Month
Figure 3

Monthly Change in Average CTG Value:  NADA Segment
July 2010 v. August 2010

NADA Segment 2005MY 2006MY 2007MY 2008MY*
Commercial Van ir 6.8% 4y 6.0% 4 6.7% 4 2.9%
Extended Hood 0 0.0% ©»-0.4% > 0.2% » 0.0%
Highway Aerodynamic 0 0.3% ©»-0.3% 4 2.8% = 0.0%
Highway Traditional = 0.0% c>-0.3% c» 0.0% = 0.4%

Local/Delivery Daycab = 0.0% > 00% J106% = 0.2%
Medium Duty Cabover ir 6.4% 4y 6.9% 4 3.1% = 0.0%
Medium Duty Conventional =» 0.0% > 0.0% > 0.0% = 0.0%
Vocational/Construction =» 0.0% => 0.0% > 0.0% c» 0.0%

*Value movement can be influenced by newly valued vehicles. See the last page of "Guidelines" for
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Brand Performance: Ushering in a New Era

2T YINJ S
A 40-RBNB YIRS NJ LIKKA I y2 3A2(0L.

R

LY Ylye gFea 6SQ@S SyadSNBR | ySg SNI Ay GSN¥a
YSNRdza O2YLI NIFofS Fy3dftSaz oNIyR LI NRGe
F1AY G2 GKSANI AYLERNI O2dzy G SNLI NIax R2YS&aGAO YI ydzZFl OG dzNB N&

more favorable suppkglemand balance and has reduced the need for retenooding incentives.

In addition, product developmengi.e. design, quality improvements, and fuel efficieqdg being well executed by the majtyri

of brands.

the relationship between the two can add signifi-
cantly to, or detract from, brand value. A brand
level review of the new and used vehicle markets

supports these assertions.

Although the majority of brands have experienced
YTD sales increases over the nearhy&8r lows
experienced in 2009, certain brands at the top of
leader board may come as something of a surpris
(fig. . While part of the growth for GM brands
(Buick, Cadillac, and Chevrolet) can be attributed
the reduction in new sales volume stemming from
HAngpQa ol Yy NHzJioesz | a
production of quality vehicles that are in high de-
mand (e.g. Buick Regal, Chevy Equinox). Otherr
sales leading brandsSubaru, Ford, VW, Audi, and
Hyundaig have either earned high praise for desig
quality, fuel efficiency, safety, or a combination of
the above.

Many of the brands in the upper end of new vehic
sales growth have also experienced significant us

vehiclevaluegrowth over the past four years.

The data in figure 2 was calculated by comparing

adjusted average wholesale prices for each branc

Change in New Vehicle Sales
1H 2009 v. 1H 2010

Buick
Subaru
Cadillac
Chevrolet
Ford
Volkswagen
Audi
Nissan
Hyundai
Land Rover
Infiniti
Acura
Lexus
Daimler
TOTAL LIGHT VEHICL
Kia
Mazda
Porsche
Dodge
Chrysler/Jeep
Honda
LincolrMercury
Toyota
Isuzu
BMW
Mitsubishi
Jaguar
Volvo
PontiacGMC
Suzuki
Hummer

5%

5% il

269 —

49 —
-53%_i
-75%~

Saab Spykei
Saturn

48%

-85% RS

-100% -80% -60% -40% -20% 0%

Percent Change
Source: WardsAuto.com

20%

40%

60%

both the 2006 and 2010 CYs. On the whole, dome&sgyure 1

tic brand average prices have improved the most over the past four years, with Buick (43%), GMC (27%), Lincoln (24&), and For

Manufacturers have also embraced a holistic approach to managing botmdersed vehicles, understanding that

w

(22%) topping the list, although certain-amd-coming brands like Hyundai, Mazda, Audi, and Subaru are also in positive terri-

tory. Somewhat interestingly, Mercury, a brand that has been targeted for elimination, also ranks among the top fivérbrands

terms of greatest average price increase relative to 2006. Although brands with flat or regressive average price mowament ov

the past four years are predominantly imports, this should not be viewed so much as import deterioration, but more as@omesti

revitalization. Competition has simply grown fiercer and there is less clear demarcation between each brand type.
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Brand Performance ( conti nuedée)

This is apparent not only in terms of quality and de:
sign, but also in how each brand manages the rela;
tionship between new and used. For example, less
reliance on excessive sales to daily rental fleets an
retention-eroding incentives (especially cash) have
undoubtedly contributed to the increases in domesi

performance.

When theAverage Total Incentive Spenditttart is

viewed alongside the first two charts we see a pattt
emerging fig. 3). Many of the same brands that hay
enjoyed new vehicle sales increases and higher us
wholesale average prices have also significantly re
duced their average total incentive spending. Con-
versely, brands normally associated with lower thai
average incentive spending have had to increase tl
variable marketing dollars in order to maintain their

share of an increasingly competitive market.

This being said, staying the course for some of the
highlighted brands may prove to be something of a
challenge. With a predicted new vehicle sales tally

~11.8M units for 2010 and most likely another chal:

Change in Average AuctionNet Wholesale Pri@rand*
2006 CYv. 2010 CY (YTD)

Buick
GMC
Lincoln
Ford
Mercury
Chevy
Cadillac
Dodge
Jeep
MARKET AVERA(
Chrysler
Hyundai
Pontiac
Mazda
Audi
Kia
Suzuki
Acura
Subaru
Land Rover
Nissan
Volvo
Porsche
Saturn
Scion
Mercedes
Infiniti
Mitsubishi
Lexus
Toyota
Jaguar
VW
Honda
Saab
BMW
MINI

-15%

43%

*Underlyingdata has been adjusted
for Mileage, Mix, and Age.

-20%

Source: NADA

-10%

T

0% 10% 20% 30% 40% 50%

Percent Change

lenging new retail environment in 2011, manufacturgigure 2

ers will have to remain disciplined and not revert back to pushing volume for the sake of the immediate future as thg industr

Figure 3

transitions from the days when annual new
vehicle sales were consistently above 16M

units.

Barring a return to old habits, the majority of
brands should continue to operate on more of
a level playing field in terms of product devel-
opment and quality, as well as in strategically
managing the relationship between new and
used vehicles for the good of the brand over-
all. Given this focus, innovative ideas and exe-
cution will be the key difference makers going
forward in increasing brand value and con-

sumer awareness.
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