Reda i T LR
Concept of Perceptual
Quality




Redo 5
Perceptual Quality Management

PD Quality
5 . . HERE
%R‘ﬁ"ﬁ:‘}ﬁ ﬁ%ﬂ“ﬂlﬁ(ﬁﬁ”ﬂﬁ ﬁ Supplier Quality
Yao’s Automotive Quality Four Quality 5 Hem R ¥
Management “Ball-Slope” Modules
. . . REw&R
Phllosophy Service Qualit Process Quality
mink )Q AR

Pstomers Passi

&P #bh

-

Perception Quality

BERE
sxBrand &%
Coherence Quality s¥Product Praise
—HHRE FrERE
* P xBrand Praise & i# % 3
Reliability Quality #Styling# 2 X % R w’%
TH: X Quality Target Disperse | *x3aps and Section %
A EBEE xxGood feel of purchasé
ﬁi—w b3 177 R L A= e 1.
o | xxCOlOrTRE AL EF AT -
@ ;Iﬁiy—ﬁ ;ﬂﬁq ﬁ%}z\;a!t_dlzatlon Quality X Servicels S 5 ***“‘C,i\,oetu for owning the
*x ol A ) . “«Customer praise produc
+¥Regulation & %l & M, *:*CPlP R E 4 kA ) **/‘}ﬁaﬁg A= RGEEE
4APQP and Quality GP :n*;:ﬁgrsa;g;ui%ua"tv ZSocial Audit (JD. ***B:ani faithfulness
APQP 5 f 4 i Power)it &4 gy 3
»xQuality Cost Model
BERA

+xProduct Economy

ik 3-3> 7 3
+xMFT SH&E

R 9 TF2 N




¢ Design Perceptual Quality

Eayt

% Static Perceptual
Quality ## & & %o

< Driving Performance &

|

BRI E

+» Comfort/Convenience
47 IR /A% A)

s Versatility
% P fe

» Safety Perception

ZE

Cost of Ownership 4 # 5%,

1

A

“Keep the customer at the center of everyt

AE P AP

(Quality Guiding Principles — all GM Regions Strategy Board 2008) .-

P (LA
LA
' ”.‘l*qllinltili
g

""'-'_--_

e




Perceptual

The customer’s (emotional) experience of vehicle attributes, ap
the needs and desires of the market segment
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+% Delight in features / details / fit & finish
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+% Thoughtfulness in design
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+«x 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).
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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
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+% It's about the quality of the effort not the quantity
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+x Perceptual Quality is a subset of the Product Profile
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+x Design, Static Perceptual Quality, Dynamic, Versatility, Safet
Perception and Cost of Ownership
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It addresses these questions and comments:

The interior
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This is a nice

The Mazda is a
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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
Cobalt. &, TAKRXTE
| LOVE MY Fa Al 1 6948 LR 69
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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?
e MG T XL —IFE?

You just liked the way it looked!
P LY CALZETH!

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

“That’s Perceptual Quality” Xpt#PQ
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Surprise and Delight
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Meeting Lifestyle
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Importance
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Exposure time to the vehicle:

BBt & F 6B R

Interior

P 41

Hard Quality
RIVE.



We Are Making Progress!
KMATH # ¥

~«xPerceptual Quality is no longer a mystery
PQF &R A &AM BLE .

+xOur understanding of customer expectations is better than eve
EMNAEPEHTRZBRTH .

+xOur understanding of the competition is much better than it has
recently
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+xOur teams are communicating like never before on enabling HIG
solutions
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Cost of
Ownership
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Major change:

Split of
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~ Design - the emotional connection to the styling of the ve
®T - - FRAAE RAE 6y & A

+x Static Perceptual Quality- the quality a discriminating cust
would experience in showroom or at an auto show
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1. Overall ##
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8. Interior Visual Quality

Execution
A B AR & AR

2. Exterior Visual Quality
Execution
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7. Interior Operational Qulaity 3. Exterior O perational Quality

Execution Execution
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6. Rear Compartme . Secondary surfaces
Execution Execution
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5. Engine Compartment

Execution
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# A5

Static Perceptual Quali

2.0 Overall
-2.8 Interior Visual Quality 5 2.1 Exterior Visual Quality -

9
-2. 7 Interior Operational Quality -

- 2.2 Exterior Operational Quality -

s——fe—target
=—P—=SGM618
—& — Happin BSA 2.6Jewel Lifects 2.3 Sceondary Surfaces BSA
—=—F3
——V/iSiON 2.5 Rear Compartment 2.4 Engine Compartment
BSA BSA
Overall BIS 75 7 6
Exterior Visual Quality 6.5 BIS 8 6.5 6
Exterior Operational Quality 7 BIS 8 6.5 6
Sceondary Surfaces 7 BSA 7 6
Engine Compartment 6 BSA 8
Rear Compartment 7 BSA 8 6.5
Jewel Effects 6.5 BSA 7 7
Interior Operational Quality 7 BIS 7
Interior Visual Quality 7 BIS 8
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Perceptual Quality Process
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