J.D. Power do Brasil Reports:
Hyundai-CAOA and Toyota Tie for Highest-Ranked Brand
In the Second Annual Sales Satisfaction Index (SSI) Study
Across All Brands, New-Vehicle Shoppers Visit and Reject Four Automotive Dealers before Making a
Purchase
SÃO PAULO: 29 May 2014 — Hyundai-CAOA and Toyota tie for the highest-ranked brand among
automotive manufacturers in Brazil, according to the J.D. Power 2014 Brazil Sales Satisfaction Index (SSI)
StudySM released today.
The study, now in its second year, is a comprehensive analysis of the new-vehicle purchase experience and
explores customer satisfaction with the selling dealer by examining five measures (listed in order of
importance): working out the deal (29%); delivery process (22%); test drive (18%), added in 2014;
salesperson (16%); and dealership facility (16%).
Five Highest-Ranked Brands
Hyundai-CAOA (787 on a 1,000-point scale) performs particularly well in dealership facility, working out
the deal and delivery process, while Toyota (787) performs particularly well in salesperson, working out
the deal, delivery process and test drive. Ranking third are Citroën and Hyundai-HMB in a tie (776 each),
followed by Nissan (769). Overall sales satisfaction averages 754.
Sales Process Is Increasingly Important
Amid general economic uncertainty in Brazil, the passenger-vehicle market is expected to stay flat in 2014.
Simultaneously, consumers in Brazil have more choice than ever in terms of vehicle brands, vehicle models
and automotive dealerships. As a result, new-vehicle shoppers have become very selective, and improving
sales satisfaction is increasingly important. Across all brands, shoppers visit and reject four automotive
dealerships, on average, prior to making a purchase.
“Given the market conditions in Brazil, sales satisfaction has become an extremely important competitive
differentiator,” said Jon Sederstrom, country manager, J.D. Power do Brasil. “The sales experience is critical
in the short-term to maintain market share. We also know through our automotive syndicated studies that
providing a satisfying sales experience typically leads to higher levels of brand loyalty, drives
recommendations to purchase and influences shoppers to return to the dealer for service in the mediumand long-term—all of which have an impact on a dealer’s ROI.”
Among new-vehicle shoppers who indicate their buying experience is outstanding (overall satisfaction
rating of 10 on a 10-point scale), 71 percent say they “definitely will” return to the dealership for paid
services, 57 percent “definitely will” purchase the same make vehicle in the future, and 63 percent
“definitely will” purchase a vehicle from the same dealership.
KEY FINDINGS


More than one-third (35%) of new-vehicle shoppers indicate that they had entered purchase
negotiations on a vehicle before rejecting the dealer. Key rejection reasons cited among these
(Page 1 of 2)




shoppers relate to dealer staff, including the dealer did not provide a straight answer about the best
price for the vehicle (27%); the dealer was unable to provide adequate financing (26%); and the
dealer staff applied too much pressure/too pushy (24%).
Among shoppers who stayed and purchased a new vehicle, 43 percent indicate having had at least
one problem during their final negotiation and the paperwork process, which is nearly twice as
high as new-vehicle shoppers in the U.S. market facing similar problems at a dealership (23%).
Working out the details (finalizing the paperwork) is one of the highest-weighted measures of
overall satisfaction in the study, and closing the deal properly is critical. For example, satisfaction is
more than 80 points higher among new-vehicle shoppers who experience no paperwork problems
(769) than among those who have to return to the dealer due to paperwork problems (688).

According to Sederstrom, “Dealers need to identify and eliminate any step in the sales process that might
cause a shopper to reject them, from model selection and pricing to final paperwork. If the dealer staff
can meet the needs of the shopper and retain their interest once they enter the dealership, the shopper is
more likely to continue with the same dealer until the purchase process is complete.”
The 2014 Brazil Sales Satisfaction Index Study is based on the evaluations of more than 3,400 online
interviews with Brazilian new-vehicle owners one to seven months after purchase. The study was fielded
in March and April 2014.
About J.D. Power do Brasil
Established in São Paulo in 2010, J.D. Power do Brasil conducts customer satisfaction research and
provides market intelligence and consulting services for the automotive industry—manufacturers and
dealers. Information regarding J.D. Power do Brasil and its products can be accessed through the Internet
at http://brasil.jdpower.com./
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Note: Two charts follow.

J.D. Power
2014 Brazil Sales Satisfaction Index (SSI) StudySM
Sales Satisfaction Index Ranking—Buyer
(Based on a 1,000-point scale)
JDPower.com
Power Circle RatingsTM
for consumers:

NOTE: JAC, Kia and Mitsubishi are included in the study but not ranked due
to small sample size.
Source: J.D. Power 2014 Brazil Sales Satisfaction Index (SSI) Study SM
Charts and graphs extracted from this press release for use by the media must be accompanied by a statement identifying
J.D. Power as the publisher and the study from which it originated as the source. Rankings are based on numerical scores, and
not necessarily on statistical significance. No advertising or other promotional use can be made of the information in this release
or J.D. Power survey results without the express prior written consent of J.D. Power.
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2014 Brazil Sales Satisfaction Index (SSI) StudySM
Measures Contributing to Overall Sales Satisfaction

Dealership Facility
16%

Working out the Deal
29%

• Appearance of facility
• Comfort of the area where negotiated
for vehicle
• Ease of looking at dealer's inventory
• Variety of inventory
• Convenience of location
• Convenience of operating hours

• Ease of coming to an
agreement on the final price
• Clarity of document explanation
• Honesty of the person that
handled your paperwork/finance
process
• Timeliness of completing the
final paperwork process
• Fairness of price paid
• Wide range of payment options

Salesperson
16%
• Knowledge/Expertise about vehicles
• Concern that you purchased the best
vehicle for your needs
• Courtesy
• Responsiveness
• Honesty
• Salesperson's attention on you
• Fulfillment of commitments

Test Drive
18%

Delivery Process
22%
•
•
•
•
•
•

Thoroughness in explaining the vehicle's features
Timeliness of completing the final delivery
Condition of your vehicle
Ability to deliver vehicle at promised time
Attention focused on you during delivery
Enthusiasm of the staff in making the delivery
process enjoyable

Note: Percentages may not total 100 due to rounding.
Source: J.D. Power 2014 Brazil Sales Satisfaction Index (SSI) Study SM
Charts and graphs extracted from this press release for use by the media must be accompanied by a statement identifying
J.D. Power as the publisher and the study from which it originated as the source. Rankings are based on numerical scores, and
not necessarily on statistical significance. No advertising or other promotional use can be made of the information in this release
or J.D. Power survey results without the express prior written consent of J.D. Power.

