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J.D. Power and Associates Reports: 
Importance of Resale Value and Vehicle Quality Increase Considerably as Reasons for Owner Loyalty 
 
Mercedes-Benz Ranks Highest in Owner Retention 
 
WESTLAKE VILLAGE, Calif.:  10 December 2009 —Resale value and vehicle quality have become 
increasingly important reasons for new-vehicle buyers to remain loyal to an automotive brand, according to the  
J.D. Power and Associates 2009 Customer Retention StudySM released today.  
 
Now in its seventh year, the study measures the percentage of vehicle owners and lessees who replace a 
previously purchased new vehicle with another from the same brand. Retaining existing owners is critical to a 
brand’s market success, particularly in the current challenging market conditions.  
 
The study finds that the importance of resale value as a reason for owner loyalty has increased by 12 percentage 
points in 2009, compared with 2008. Meanwhile, the importance of vehicle quality has increased by 6 percentage 
points. In comparison, in 2008, the reasons with the largest increases in importance for staying loyal to a brand 
were safety, fuel economy and deals/incentives.  
 
Resale value and quality have also increased in importance as reasons why brands conquest new customers from 
their competitors, as has the importance of appearance and styling. 
 
“Although there are some signs of economic recovery, the outlook remains uncertain, so for many new-vehicle 
buyers, high resale value and quality are particularly important considerations that are driving purchase behavior,” 
said Raffi Festekjian, director of automotive product research at J.D. Power and Associates. “Whether 
manufacturers are striving to increase loyalty or conquesting buyers from other brands, offering attractively styled 
models and having strong customer perceptions of resale value and quality are critical.” 
 
Mercedes-Benz ranks highest among automotive brands in retaining vehicle owners when they buy a new-vehicle, 
and improves their retention rate by seven percentage points from 2008 to 66 percent in 2009. Following in the 
rankings are Honda (64%) and Toyota (61%). 
 
“Mercedes-Benz has steadily improved its customer retention rates during the past five years, and in 2009, has 
achieved the highest rate ever attained by a manufacturer since the inception of the study,” said Festekjian. “In 
particular, customers cite the resale value and appearance and styling of Mercedes-Benz models as primary 
reasons to remain loyal to the brand.” 
 
Overall customer retention in 2009 has remained stable from 2008 at 48 percent. In 2009, 13 of the 36 ranked 
brands have improved in customer retention rates from 2008, while 21 have declined and two have remained 
stable. MINI and Porsche post the greatest improvements in customer retention rates from 2008, improving by 14 
and 13 percentage points, respectively, in 2009. For MINI, this improvement is driven primarily by incentives and 



customer perceptions of resale value of the brand’s models. For Porsche, the increase is due to resale value, fuel 
economy and quality. 
 
The 2009 Customer Retention Study is based on responses from 128,939 new-vehicle buyers and lessees, of 
which 74,610 replaced a vehicle that was previously acquired new. The study was fielded between February and 
May 2009 and August and October 2009. 
 
About J.D. Power and Associates 
Headquartered in Westlake Village, Calif., J.D. Power and Associates is a global marketing information services 
company operating in key business sectors including market research, forecasting, performance improvement, 
training and customer satisfaction.  The company’s quality and satisfaction measurements are based on responses 
from millions of consumers annually.  For more information on car reviews and ratings, car insurance, health 
insurance, cell phone ratings, and more, please visit JDPower.com. J.D. Power and Associates is a business unit 
of The McGraw-Hill Companies.  
 
About The McGraw-Hill Companies 
Founded in 1888, The McGraw-Hill Companies (NYSE:  MHP) is a leading global information services provider 
meeting worldwide needs in the financial services, education and business information markets through leading 
brands such as Standard & Poor's, McGraw-Hill Education, Platts, Capital IQ, J.D. Power and Associates, 
McGraw-Hill Construction and Aviation Week. The Corporation has more than 280 offices in 40 countries. Sales 
in 2008 were $6.4 billion. Additional information is available at www.mcgraw-hill.com.   
 
J.D. Power and Associates Media Relations Contacts: 
John Tews; Troy, Mich.; (248) 312-4119; media.relations@jdpa.com 
 
Syvetril Perryman; Westlake Village, Calif.; (805) 418-8103; media.relations@jdpa.com 
 
No advertising or other promotional use can be made of the information in this release without the express prior 
written consent of J.D. Power and Associates. www.jdpower.com/corporate 
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NOTE: One chart follows. 

 



 

2009 Make Retention Rates

J.D. Power and Associates 
2009 Customer Retention StudySM

66%

64%
61%

57%
57%

56%
54%
54%

53%
51%

48%
47%

44%
43%
43%

43%
42%

40%
38%

38%
38%

37%
34%

30%

30%
29%

29%
27%

27%
26%

25%

25%
25%

25%
24%

22%
10%

0.0% 20.0% 40.0% 60.0% 80.0%

Mercedes-Benz

Honda
Toyota

Lexus
Subaru

Ford

Chevrolet
Nissan

BMW
Porsche

Industry Average
Hyundai

Audi

Dodge
MINI

Volkswagen
Cadillac

Lincoln
Acura

GMC

HUMMER
Kia

Jeep
Mazda

Volvo
Mercury

Scion

Jaguar
Pontiac

Buick
Chrysler

Infiniti
Land Rover

Saturn

Mitsubishi
Suzuki

SAAB

Source: J.D. Power and Associates 2009 Customer Retention StudySM

Charts and graphs extracted from this press release must be accompanied by a statement identifying J.D. Power and Associates 
as the publisher and the J.D. Power and Associates 2009 Customer Retention StudySM 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 and Associates study results without the express prior written consent of J.D. Power 
and Associates.

Base: The percentage of customers who replaced a vehicle previously purchased new and acquired a new vehicle of the 
same make.

NOTE: This chart was corrected and reissued on February 5, 2010. The corrections involve minor changes to retention rate 
percentages at the brand level.


