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et  Agenda

= The greatest “disrupter”
generation

= Detangling Millennial
prospecting complexity

= Market opportunity deep dive

= Marketing program execution
excellence
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CREATIVITY...

GROWTH




Who would like to
increase

revenue by

$1 billion
annually?
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o3  Millennials - greatest “disrupter” generation?

f
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Total market demand

Roughly 80 million strong
(25% of U.S. population)

20% more than Gen X

$1+ trillion estimated
purchasing power

$430 billion discretionary
nonessential spending

Loyal to “brands” —
NOT products necessarily
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The philanthropic digital car buyer
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.sss:.  The social savvy automotive buyer

Social to the core...
= 51% find brands on Facebook

= 45% consult friends and family

Facebook FE———
Friends

- ]
- : oy

= Roughly 50% visit social network Website TR ¢

sites twice or more daily ;\

: : ]

= Qver half of Millennials approve

of sharing location and other I

information with companies for ]

the brands they like!

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

Source: Nielson Millennial Attitudinal Study 2015
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‘ssss’  The social savvy automotive buyer
e2ees.  Comparisons of Millennials vs. all adults

My phone is an | would be interested | use my phone to get
expression of who in receiving ads on the information | need
| am (index 180) my phone (index 135) (index 136)

il r -

My phone connects
me to my social world
(index 148)

| like to follow my favorite
brands on social media
(index 200)

| am likely to buy products
| see advertised on my
phone (index 161)

Millennials

Source: Millennial Financial Outlook: A generation ripe with investment opportunity, 2015
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35 % of Millennials Ty e AT Y 2
indicate they are likely 118 2 2 i 3_“1‘1‘ Li
to be in-market to N S S N Roa® ¢ T3

thi 132X 2 2207y
purchase a car within eyt itk 3! L‘L
the next 12 months, =9 b 3 pT SR u B 1
compared to 25% "“ﬁx‘; - 2
of all U.S. adults. Yl

Source: Cars.com Omnibus Harris Survey, 2015
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ssse.  Millennials are too strong to be ignored...

Millennials represent ...
= 3.7 million new vehicles purchased
= Approximately $29,900 average vehicle purchase

= 27% of new vehicle purchases

Websites used to shop for cars

Dealer 38%
OEM 44%
Independent 49%
0% 10% 20% 30% 40% 50% 60%
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“esss”  Willing to buy, but able to buy?

The facts vs. fiction
= 83% have some college or more
= 68% are employed

= 44% are employed full time
19% of Millennials

are full- or part-time
college students

Employment Education ~——
Lo 68% have a job, but
more than a third of

these are part-time

Source: Millennial Financial Outlook: A generation ripe with investment opportunity, 2015

High school grad

Some college

College grad (or more)
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ssss.  College graduation distinguished life event

»3e25.  Comparisons vs. all Millennials

% 3.4X more likely to have education loans

p
@ 320/0 have a mortgage
84% have a job
a 350/0 have car loans 87% of those

are full-time

$52,700 »

College-graduated Millennials
have double the income of
those without a degree.

Yy

Source: Millennial Financial Outlook: A generation ripe with investment opportunity, 2015
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California case

Market opportunity:
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eiss”  What is the market opportunity size?

[ oe
(X111}
e o o
2014-2015: CA Millennial consumers YOY change
20% -
15% - 13%
10% - 8%
5% -
0% -
-5% - - t
10% - 1% 6%
Bl ~470,000 consumers (age 18-35)
-15% - ~25% have at least some college
-20% -
Graduate Bachelor Some College Other
*Source: Millennial Financial Outlook: A generation ripe with investment opportunity, 2015
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eiss”  What is the market opportunity size?

[ X ] [ X
.E.:S:
*2014-2015: CA Millennial auto loans YOY change
20% -
0) 0)
15% - 14% 14%
10% - 9%
5% -
1%
0% - |
_50/0 4
-10% - ~$1.1 billion in auto loan balances for all Millennials (age 18-35)
20% of total auto loan balances are held by those with some college or more
- 0fn -
15% $275 million in auto loan balances for those with some college or more
-20% -

Graduate Bachelor Some College Other

*Current auto loans (0 DPD)
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eiss”  What is the market opportunity size?

[ X ] [ X
.E.:S:
2014-2015 : CA Millennials total debt YOY change
20% -
15%
15% -
10% - 704 9%
5% _J
o L
504 -
5% A%
-10% - ~$6.2 billion in total debt for those with some college or more in 2015
-15% - $5.6 billion of this total is held by those with bachelors or graduate degrees
-20% -

Graduate Bachelor Some College Other

*Source: Millennial Financial Outlook: A generation ripe with investment opportunity, 2015
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10%
8%
6%

4% -

2%
0%

What is the messaging opportunity?

2014-2015: EIRC for AutoSM* suggests

refinance targeting segments

3.8%  3.6%

Graduate

6.4% 6.2%

Bachelor

/5% 7.3y i
6-0/0 5.8%

Some College Other

Begin first with employed bachelor’s grads with auto loans to lower interest

Additionally look for re-price targeting opportunities for other segments

*EIRC for AutoSM is Experian’s “Estimated Interest Rate Calculation” specific to automotive loans

©2016 Experian Information Solutions, Inc. All rights reserved.
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esse. Willingness to buy, but what about ability?

2014-2015: CA Millennials with 680+ VantageScore® 3.0

100% -
80% | 71% /3% 6506 66%
60% -
40% -
20% -
0% -

Graduate Bachelor Some College Other

66% Millennials with bachelor’s degrees are 680+ VantageScore® 3.0

51% of non-college graduates have 680+ VantageScore® 3.0
with similar pricing

*Source: Millennial Financial Outlook: A generation ripe with investment opportunity, 2015
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Marketing program
execution excellence
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“ssss-  Four decision points of car buying...

Lenders influence
three-fourths of
decision points!

Components
of Millennial i
car buying

inform

Decide

— WVISION 2016 —

TAKE COH'I'RO[ |

A ROADMAP FODAR HHHHT

©2016 Experian Information Solutions, Inc. All rights reserved.
Experian Public.

#vision2016

v.e



“ests  Reach Millennials where they hear you...

[ ] oe
I:I:..
CRM file for Email offers
prescreen / and print for
prequal ~ return mail
CUSTOMER LIST SEGMENTATION
Identify look-alike FIRM OFFER
Auto loan consumers
Analyze results
using DOE | Redisplay in
— social network

8

FULFILLMENT
REDISPLAY FIRM OFFER
MEASURE RESPONSE ROl SOCIAL NETWORK SITE

>/~ V‘\A\
Q’i \)
//

AUTOMOTIVE CONSULTING SERVICES
Expertinsight across the entire auto targeting life cycle
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‘«sse’ The business benefits...

* Leverage targeting best
practices...
With segmentation for targeting

= Utilize segment knowledge...
to reach Millennial auto buyers in
the medium they will see your offers

= Use campaign response
analysis...
To design and measure marketing efforts
to increase profit and
lower expenses

= Look forward...
To claiming your share of the Millennial
car buyer’s wallet potential

— VISION 2016 — #vision2016

TAKE CONTROL ¢ 7

©2016 Experian Information Solutions, Inc. All rights reserved.
Experian Public.



Experian Public.

Claim your share
of the $1 billion revenue?
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N Questions
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For additional information,
please contact:

John.Taylor@experian.com

@ Follow us on Twitter:
@ExperianVision | #vision2016
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Share your thoughts about Vision 2016!

Please take the time now to give us your feedback about this session.
You can complete the survey in the mobile app or request a paper survey.

Select the breakout
session you attended

Select the Survey
button and complete

Breakout Sesslon Survey

would you rate the eseen Vorlzon ¥ 11167 AM Oarum esnio Varizon ¥ 12126 PM
WAL TRRIMAIS T (S e e 4 My Schedule ¢ & 4 Details
2, How wauld you rate the prasentars' delivery MOM.’

Bast practices In risk model developmaent

ceollunt A\ vty Averagpe Finlenw aveting Pt
1 ) PM - 1100 PM
1 How would you rate the presantars' time managemant? Bost practicens in risk model dovelopment Date Mon
wllont Alwivi g Avinnge Folow avnrig: Poar
frateg lime 12:30 PM -« 130 PM
. How useful wae the session (nfermalion? 11406 PM » 2:48 PM Location Strategy
ful Somowhal il Noutal . o 1
Not Attending Broakout Sesalon y G &
whinl ot ety Not kol - dotoil neakor Surveyn
How would you rate the aassion on baelng cuvent? o
’ 118 BPM - 4115 PM Broakout Sessions Survey
rnt Sorrewhat e Netiltn
Driving profitable growth through targeting
what not current Not cutimnt and underwriting the marginal conasumer
H | { was {1} et Lo th v d plor
Viiry tolevant o hial talwant Noutia 130 PM - 5:30 PM
whal ll tluvant Nl tolavinit The yin and yang of pricing profitably and ““.5

Allowance for Loan and Lease Losses

1 Mow would you rate the level of contant?
Towr acdvanicet Tust figh!

B, Why die you attend (his seasion? Check all that apply) 10:00 AM - 11100 AM

Attracting and retaining commercial and

20talos 1o my busings prononte Tttt | 11w pro
snplting semsion danctiption pone prod et Kowledie .

8, Do you have any additional comments?
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