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Perceptual

The customer’s (emotional) experience of vehicle attributes, ap
the needs and desires of the market segment

P (BEl) EmRROEE, EXEHEAsTHHELELR
— Delight in features / details / fit & finish
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— Thoughtfulness in design
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— Exemplifies respect for the customer
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— “This was made for me!”
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Perceptual

Scopet A :
"Perceptual Quality" are all product traits noticed by the customers with
senses (see, hear, feel, smell).

“BER B HOREF & (B, 9, &, H) 2> &K

High "Perceptual Quality” is the result of superior execution in styling, en
and assembly with excellent materials. It culminates in a pleasing appearan
favorable first impression.
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Benefits L %
A product with a high "Perceptual Quality"” will convince the customer that it off
value for money.
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Bottom line & £:
"It’'s about maximizing customer delight not minimizing customer complain
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Perceptual Q

Perceptual Quality is about THINGS GONE RIGHT
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Traditional quality metrics focus on things gone wrong
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— works doesn’t work HeRIAET

— Malfunctions #E*4£7
It’s about the quality of the effort not the quantity
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Perceptual Quality is a subset of the Product Profile
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— Design, Static Perceptual Quality, Dynamic, Versatility, Safet

Perception and Cost of Ownership
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It addresses these questions and comments:
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| bought this one
because it has
things that the

My car seemed to
be much better
built when

other didn’t.
compared to the BREFRABERE
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They thought thru
my needs when
they designed
this
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It’s an extension of me!
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Why did you buy your first Mag Flashlight?
NG TEE—1F&?

You just liked the way it looked!
BN CAHLETEH!

It looked like precision
& it felt nice
“Gotta Have One!”

“That’s Perceptual Quality” Xpt£PQ



Objective Z 44 €= Subjective £
Rational &34 G Emotional 7 &
Metrics XY G Qpinion/Intuitio
Absolute 45t #] — Gue—) Relative #8 %} &)

*There or not there * Works well féﬁ’z:%
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«Assembled correctly or not * Looks nice 75 xR
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‘Works or doesn’t work - Sounds good 77 & A%
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Surprise and Delight
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We Are Making Progress!
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* Perceptual Quality is no longer a mystery
PQF &R A &AM BLE .

« Our understanding of customer expectations is better than eve
EMNAEPEHTRZBRTH .

* Our understanding of the competition is much better than it has
recently
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* Our teams are communicating like never before on enabling HIG
solutions
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Cost of
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Major change:
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« Design - the emotional connection to the styling of the ve
K- - FRAAE R LS

« Static Perceptual Quality- the quality a discriminating cust
would experience in showroom or at an auto show
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8. Interior Visual Quality

Execution
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2. Exterior Visual Quality
Execution
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Execution Execution
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Perceptual Quality Process
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