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Strategic overview
Our strategic planning goals

Sustain and extend market leadership
Leverage our unique market position

global span
i t d t d l tiproprietary data and analytics

high cash generation

Three-year strategic planning cycle
invest in core
t k d t f itake advantage of emerging 
opportunities

Delivering growth on a sustained basis
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Strategic overview
Market influences

Accelerating shift to 
digital targeted 

marketing

New data 
requirements driven 
by regulation marketingby regulation

New segments C dNew segments 
and emerging markets 
adopt risk management 

Consumer need 
to manage own 

personal contenttools personal content
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Strategic overview
Our global strategic objectives

To sustain and grow our market-leading position 
i dit d t d l dd d l tiin credit data and value-added analytics

To maximise high-growth expansion opportunities g g p pp
in new customer segments

To build scale operations in targeted fast-growthTo build scale operations in targeted fast growth 
emerging markets

To establish global leadership in digital marketingTo establish global leadership in digital marketing 
services

To become the leading global consumer brand forTo become the leading global consumer brand for 
credit information and identity protection services
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Strategic overview
Our three year vision

2007 2010 2014Y 31 M h 2007 2010 2014Year to 31 March 

E di hi llE di hi ll
<20% >25% 30-40%

Expanding geographically
% of revenue from outside US & UK
Expanding geographically
% of revenue from outside US & UK

<50% >60% >65%
New customer segments
% of revenue from outside 
Financial Services

New customer segments
% of revenue from outside 
Financial Services

>10% >10% >10%
Innovation
New products as % of global revenue1

Innovation
New products as % of global revenue1

Building a globally balanced portfolio

81 % of global revenue generated by products developed within the past five years



Strategic overview
Sustained growth through disciplined investment process

Focus on Aim to deliver sustained mid high singleFocus on
data and
analytics

Aim to deliver sustained mid-high single 
digit organic revenue growth

Drive
profitable

Prioritise investments for maximum return

Rigorous assessment of:profitable
growth

Rigorous assessment of: 
Strategic fit
Growth potential

Optimise
capital 

efficiency

Growth potential
Execution risk
Financial returnsefficiency
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Strategic overview
Delivering high-impact growth sustainably

B ild i C tE t d Build emerging 
businesses

Create new 
opportunities

Extend core 
business

Incubate new ideas 
for the future

Taking new and 
existing capabilities 
into new markets

Maximise  
opportunities 
within our existing 
marketsmarkets

Global growth programme

New growth investments
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Prioritising high-impact growth initiatives
Extend core business

1. Sales and service 
excellence and cross-

NEW
excellence and cross
selling

2. Decision Analytics 
consultancy expansion

ke
ts

3. New data sources in 
existing markets

4 Local market basednt
s 

an
d 

 M
ar

k

4. Local market based 
growth initiatives, 
including NA business 
information

22

44
11

C
lie

n

33
OLD

Products and CapabilitiesOLD NEW

33

Cumulative incremental revenue potential (FY12-16):  >$50m
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Prioritising high-impact growth initiatives
Build emerging businesses

Product innovation
1. Next generation bureau

141488
NEW 1010

2. New Decision Analytics platform
3. New Marketing Services platforms
4. Fraud management
5. Consumer protection

1414

99 7766ke
ts

44

55
Expanding geographically
6. India credit bureau
7. New bureau initiatives and 

positive data1313

11

1111

22

1212

nt
s 

an
d 

 M
ar

k 55

8. Marketing Services product 
rollout

9. Consumer Direct geographic 
rollout

New customer segments

331515

C
lie

n 22

44
11

33 New customer segments
10. SME
11. Healthcare payments
12. Insurance
13. Public Sector

OLD

Products and CapabilitiesOLD NEW

33

14. Telecommunications
15. Utilities

Cumulative incremental revenue potential (FY12-16):  >$50m
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Prioritising high-impact growth initiatives
Incubate new ideas for the future

Product innovation:
1. Various initiatives

NEW
1414881010 1. Various initiatives

New customer segments:
2. Various initiatives

22 11

ke
ts

1414

99 7766

44

55

nt
s 

an
d 

 M
ar

k

1313

11

1111

22

1212

55

C
lie

n

331515

22

44
11

33
OLD

Products and CapabilitiesOLD NEW

33

Cumulative incremental revenue potential (FY12-16):  >$50m
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Prioritising high-impact growth initiatives 
Execution: factors that drive success

Global products

Global organisation

Gl b l j t tGlobal project management 

C t l f t h lControl of our own technology

International management team and talentInternational management team and talent
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Prioritising high-impact growth initiatives 
FY11 achievements

Results of global growth programmeResults of global growth programme 
increasingly apparent

Expect c.2% contribution to organic 
revenue growth in FY11

Top contributors:

Fraud management and authentication

Consumer protection

T l i i i lTelecommunication vertical

Utilities vertical

SME k tSME market
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Strategic overview
Investing to grow: organic investment trends

Organic investment to g
fund future growth

Modest step-up to 
support global growthnt

 ($
m

)

$m
)

support global growth 
programme

Goal is to at least 
i t i iin

ve
st

m
en

C
A

PE
X 

($

maintain or improve 
marginsP&

L 

P&L investment Capital expenditure

Supplement organic investment 
with targeted acquisitions
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Strategic overview
Summary

Strategy to sustain and grow Experian’s 
l di l b l k t itileading global market position

Three-year vision to:
increase exposure to high growth marketsincrease exposure to high growth markets
establish scale in new customer segments
lead through innovation

Aim to deliver sustained mid-high single digit 
organic revenue growth of premium quality

I t t f th th h d fi dInvestment for growth through defined 
programme is delivering and set to grow

Create value for shareholders on a 
sustained basis
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Global Credit Services and Decision Analyticsy

Kerry Williams
G P id t C dit S i d D i i A l tiGroup President, Credit Services and Decision Analytics



Investing for growth
Priorities and growth opportunities

B siness principlesBusiness principles
Global coverage
TrendsTrends
Market focus
Key initiatives

Thought leadership
Data
A l tiAnalytics
Geographic expansion
TechnologyTechnology
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The business of Credit Services and Decision Analytics
Core principles

We are focused on data, analytics and technology

We take data and

, y gy

We take data and 
analytics and create 
decisions and solutions 
for our clients

We distribute these 
decisions and solutions 
via technology platforms 
to help our clients 
successfully manage their 
businessbusiness
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Credit Services and Decision Analytics
A global business

Credit Services and 
Decision Analytics

Fiscal Year 
2010 Revenue* 

Automotive Business
Information

Consumer 
Information Other Decision

Analytics

North America $809m

Latin America $545m

6 Countries
China
Ireland 
Italy
Netherlands

12 Countries
Brazil
China
Denmark
Estonia

16 Countries
Brazil 
Bulgaria
Denmark
Estonia

Healthcare
US

Experian 
Payments

5 Regions
North America
Latin America
UK & Ireland
EMEALatin America $545m

UK & Ireland $427m

Netherlands
UK 
US

Estonia
Ireland 
Italy
Norway
Singapore
/M l i

Estonia
India
Ireland
Italy
Morocco
N th l d

Payments
UK

Public Sector
US
UK

EMEA
Asia Pacific

EMEA
/Asia Pacific

/Malaysia 
South Africa
UK 
US

Netherlands
Norway
Russia
Singapore
South Africa

UK$316m

Spain
UK
US

21*Total continuing activities



Trends
Markets are in different stages

North America
Moving into recovery

EMEA
Mixed recoveryMoving into recovery

Emerging software buying cycle
Growth opportunity in vertical 
markets
Regulatory activism

Mixed recovery
Pockets of opportunity
Migration to positive data

Regulatory activism

Asia Pacific
E i t th i

Latin America
St th Economies strengthening

Growing middle class
Growth in lending
Evolving credit reporting 
l i l ti

Strong growth
Growing middle class
Positive data
Banks expanding portfolios

legislation
United Kingdom

Moving into recovery
Muted credit demand
Growth opportunity in vertical 
markets
Government austerity 
program
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Market focus
Focused on the unique needs of our clients

Industry experts aligned to support the needs of vertical marketsy p g pp

Financial PublicFinancial 
Institutions Telco Public 

Sector

Automotive Healthcare
Small 

Medium 
Enterprises

CollectionsCapital 
Markets Payments
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Key initiatives

Thought leadershipThought leadership

Data acquisition and innovationData acquisition and innovation

Thought leadershipThought leadership

Analytics capabilitiesAnalytics capabilities

Data acquisition and innovationData acquisition and innovation

G hi iG hi i

Analytics capabilitiesAnalytics capabilities

T h l l fT h l l f

Geographic expansionGeographic expansion

Technology platformsTechnology platforms
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Key initiatives

Th ht l d hiTh ht l d hiThought leadershipThought leadership
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Thought leadership
Experian’s approach to engaging with our clients

Helping clients drive value and measure results Helping clients drive value and measure results 
from the data and analytics solutions we deliver

Expanding our global consulting practice

Industry 
expertise Credit Client 

ti
Global 

lt t

Expanding our global consulting practice

++ ==++expertise Credit 
expertise expertise consultants++ ==++

Client benefit:
Clear understanding of return on 
investment and continuous measurement 

Experian benefit:  
Deeper understanding of client challenges 
and solution impact increases loyalty and 

of the benefits derived from our solutions creates additional recurring revenue 
opportunities
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Key initiatives

Data acquisition and innovation
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Data
Data assets across Credit Services

New sources 
of data

Recently acquired 
data

Current data 
assets

Positive 
data

Prepaid 
card

Financial 
assets

Credit Public 
records

um
er 16 markets:

US
UK

Morocco 
credit

Russia 
credit

India
credit

EmploymentDebit

Wireless 
h

Property 
values

Property 
records Telephone

Insurance

C
on

su

UK
Brazil
EMEA
A/P

Card 
transaction Income

Mortgage 
l d t

Capital 
markets

HealthcareHealthcare User ID phones

Consumer 
linkage

Expanded 
telco DebitCredit Public 

records

Insurance

m
m

er
ci

al 12 markets:
US&UK
Brazil
EMEA Corporate 

linkage

loan data Healthcare User ID

linkage telcorecords

C
om

o

A/P

6 markets:
US
UK

linkage

*Linking security to loan level data

Repair 
records

Title/ 
registration

Vehicle 
historyA

ut
o UK

Italy
China
Holland
Ireland

Auto 
manufacture

Auto 
accidents  
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Data
Expanding beyond traditional credit data

Broader data supports changing 
underwriting practicesClients today require a more g pClients today require a more 

complete view of consumers and 
businesses to optimize decisions Stability Wealth

Mortgage 
data

Mortgage 
data

Property 
value

Property 
value

More predictive outcomes for: 
Checking account /  Checking account /  

datadata

Liquid assetsLiquid assets
CriminalCriminal

valuevalue

EducationEducation

Risk assessment
Fraud prevention
Id tit ifi ti

Core credit dataCore credit data

Non traditionalNon traditional
Credit card 

transactions
Credit card 

transactions

depositdeposit
EducationEducation

Identity verification
Customer cross-sell and up-sell 
Collections prioritization and 

Public recordPublic record

Non-traditional 
trades / thin files
Non-traditional 

trades / thin files

CollectionCollection

transactionstransactions

IncomeIncome

EmploymentEmployment
p

debt recovery
Willingness Capacity

Collection 
outcomes
Collection 
outcomes

EmploymentEmployment
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Data
Recent acquisition of new data across the globe

North America UK & Ireland
Cheque account data
Utility data
Insurance data

Rental history
Income estimation
Card transactions Insurance data

Payday loans
Extended trade history

Corporate linkage
Auto accident, manufacturer
Healthcare payments

Labor debtRussian credit

Latin AmericaEMEA

Demographic data
Expanded negative data
Positive data
V t ID

Moroccan credit
Sales ledger
Positive data

Voter ID
Unstructured data

Application data
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Data
R&D Data Lab – driving innovation in North America

Team of research-oriented scientists and business leaders 

Types of data for analysis:

focused on solving for risk and marketing business challenges

Types of data for analysis:

Credit card transactions

Credit visibility expansion

Client 
data

Client 
data

Experian 
data

Experian 
data

Credit visibility expansion

DDA / cheque transactions

Healthcare claims data
R&D Data Lab

Healthcare claims data

Unbanked / under-banked, 
thin and no-hit file solutions

New, unique insights on
Web crawling for data

New, unique insights on 
consumers and 

businesses
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Key initiatives

Analytics capabilities
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Analytics
Robust analytics capabilities

Over 400 statisticians, mathematicians and 
analysts across the globe

New credit scores
Bespoke and North 

America UK&I Asia 
Pacificp

industry models:

Risk

America 
85+ 150+ Pacific

45+

Credit marketing
Collections

Latin 
America 

65+

EMEA
65+

Fraud
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Key initiatives

Geographic expansion
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Geographic expansion
Coordinating market expansion efforts

Research coordinated across 

Markets are prioritized

Credit Services and Decision Analytics

Markets are prioritized 
through data driven analyses

Country

Credit

Client

Build
Buy
Joint Venture

35



Geographic expansion
Top markets for Credit Services and Decision Analytics

Ongoing expansion initiatives across three regions

Asia Pacific
Credit Services – 4
Decision Analytics – 2

Latin America
Credit Services – 2
Decision Analytics – 2

EMEA
Credit Services – 3
Decision Analytics – 3

36



Key initiatives

Technology platforms
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Technology
How we enter new markets

New markets require sophisticated, flexible, 
and cost effective technology platformsand cost effective technology platforms

Global Credit 
Bureau

Decision 
Analytics Suite

Global Value-
Added ProductsAnalytics Suite Added Products

Client Interfaces
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Technology
Global platforms drive competitive advantage

Global Credit Bureau

M d t f i t

Global Value-Added Products

Effi i t b lk d tManages data from a variety 
of sources
Finds and links data 
seamlessly

Efficient bulk data 
processing
Portfolio optimization and 
risk mitigationseamlessly

Produces consumer and 
commercial reports
Delivers robust analytics

risk mitigation
Customized triggers
Historical credit data
Sophisticated attributey

Scalable, low cost of 
ownership

Sophisticated attribute 
definition tool

Competitive advantage:
Brings full suite of Experian products to markets of all sizes
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Technology
Extending small business capabilities

Client Interfaces

Modular approach

Online access to credit 
management tools

User-friendly web interfaceUser friendly web interface

QSMBusinessIQSM

Helps clients manage their commercial accounts
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Technology
Decision Analytics

Next Generation Decision Analytics platform

Customer flexibility

Next Generation Decision Analytics platform

Strategy y
Component based 
architecture
Unified design 

gy
management

environment

D i i i i ht

Client 
decisions

OriginationsCustomer 
management

Decision insight
Assisted design 
Integrated analytics

Debt Fraud 
Market-tested 
content

ebt
management

aud
management
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Technology
Leveraging platforms in existing markets

New platforms…
Global credit 

bureau
Global value-

added 
products

BusinessIQSM

Improve competitive 
positioning
Lower operational 

Brazil

Denmark

p

p
costs
Drive innovation 

…across the globe

India

Netherlandsac oss t e g obe

Norway

RussiaRussia

South 
Africa

United 
Kingdom

United 
States
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Experian Credit Services and Decision Analytics
A growth story!

Thought leadership creates client intimacy, competitive differentiation, 

Expanding our data sources both in traditional and non-traditional 

and pull-through demand for our large, recurring revenue product sales

Analytical teams are focused on extracting all possible value from a

p g
credit data opens new revenue streams across markets

Geographic expansion initiatives create the right mix of mature market

Analytical teams are focused on extracting all possible value from a 
multitude of data sources enabling product and process innovation

Investment in technology platforms allows Experian to capitalise on

Geographic expansion initiatives create the right mix of mature market 
and growth market opportunities for Experian

Investment in technology platforms allows Experian to capitalise on 
expansion opportunities and the pending software buying cycle
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Building Business Information in North America 

Allen Anderson
President, Business Information Services, North America



Business Information
Global overview 

Commercial credit insight 
helps clients make betterhelps clients make better 
decisions 

Commercial credit bureaus 
in 12 countriesin 12 countries

$500m global organization

30% of Credit Services30% of Credit Services 
revenue

Regional businesses 
united under single globalunited under single global 
strategy

Largest business credit 
information provider

•Brazil
•China
•Denmark
•Estonia

•Ireland
•Italy
•Norway
•Singapore/Malaysia

•South Africa
•United Kingdom
•United States

information provider 
outside of the US

g p y
Locations with Business Information bureaus
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Business Information 
US is critical to global growth strategy 

US business credit market is 
over $1billion today

A single player represents over 
80% market share 

Si ifi t t d t ti l iSignificant untapped potential in 
the small business market

Synergy with the consumerSynergy with the consumer 
credit business

Strength in the US is critical toStrength in the US is critical to 
success in other global regions
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Business Information 
US market overview

Represents 15% of global BI revenue Experian Business 
Information1

8% of US commercial credit risk market 

Clients include

North 
America

15%EMEA/AP
22%

8 of top 10 banks

15 of top 20 card issuers

Latin 
America

43%

UK&I
20%

7 of the largest property and 
casualty insurers

Trend of innovative product launches

US commercial credit risk 
market share

Trend of innovative product launches

Leveraging Experian’s analytics and 
consumer data strength

Other

Dun & 

Experian

Experiencing strong growth rate Bradstreet

471 Revenue to March 2010



Business Information 
Products across the credit life cycle

Prospecting
Targeting

Collections
Prioritize collection efforts

Risk Pre-Screen
Campaign management

Delinquency Notification Service
Collections Scores
Collections Triggers

Acquisition
Business Reports
Commercial Risk Scores
Commercial Fraud Prevention

Management
Portfolio Management
Portfolio Triggers

Commercial Fraud Prevention
Business Owner Profiles
Application Processing
Compliance

Limit Management
Up-sell/Cross-sell
Retention/Win Back
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Business Information 
Capitalizing on market trends

Business bankruptcies decline Portfolio management and = p
but unemployment remains high

g
collections products=

49Sources: Bureau of Labor Statistics, American Bankruptcy Institute, and Federal Reserve Board 



Business Information 
Capitalizing on market trends

Loan
100%

Loan 
standards

50%

0%

Loan 

0%

-50%

demand
-100%

Small C&I loan demand
Large and medium C&I loan demand

Small C&I loan standards
Large and medium C&I loan standards

Loan standards and demand Analytics and platforms to = remain challenging
y p

manage policy and risk=
50



Business Information 
US data coverage

US data coverage provides key insights to clients

23 million active business 
credit records

Reported

Firmographics
Hierarchies

142 million lines of credit 
data

In the last 30 days we

Hierarchies
Financial
Insurance
Trade

SBCS
UCC
CollectionIn the last 30 days we 

updated 44 million trade 
records

100% f

A/R
Collections

Bankruptcy
Judgments
Liens

100% coverage of 
bankruptcy updates, 
judgments, tax liens, and 
UCC filings

Consumer
Auto
Global data
Global BIN

Social 
Web
User 
sentiment

New and differentiating data
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Business Information 
Growth strategy

FY09 FY10 FY11 FY12 FY13+

Plan & 
Prepare Build Grow Expand Lead

Leverage Experian consumer data, analytics and global presence
Advance technology infrastructureAdvance technology infrastructure
Data superiority and continuous quality improvement 
Product innovation
S l f i d llSales force expansion and excellence
New verticals and small business segment
Partnerships and alliances
Targeted acquisitions
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Business Information 
Investing in innovation

Innovation is the foundation of our success

FY10 FY11 FY12

Data                                                                                
Technology

• Corporate Linkage
• Quick Search
• Advanced Data 

Matching

• Real-time data
• Matching
• Vertical Market

• B2C Linkage
• Link to Experian data 

assets (i.e. auto)
• New data assets

Products
• Decision management
• Credit line assignment
• Application processing

• Collections
• Triggers
• Scores

• Small business 
suite of products

• Expanded credit

g e data assets

Application processing
• Authentication

• Scores
• SBCS products

Expanded credit 
reports

Platforms • Custom models • BusinessIQ 1 0 • BusinessIQ 2 0Platforms • Custom models • BusinessIQ 1.0 • BusinessIQ 2.0
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US product innovation
Small Business Credit ShareSM

Member only data consortiumy

36-40 million tradelines

More predictive industry based 
scores

Robust aggregates for modeling

Increases member’s visibility of 
small businessessmall businesses

Industry benchmarking and 
analysisanalysis
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US product innovation
Business-to-Consumer linkage

Leverages Experian’sLeverages Experian s 
consumer data assets

Links individuals to affiliatedLinks individuals to affiliated 
businesses

Provides visibility to businessProvides visibility to business 
principals’ liabilities

Helps detect fraudHelps detect fraud

Improves success of 
collections activitiescollections activities
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US product innovation
BusinessIQ

Web-based portal platform

Integrated set of 
commercial credit/risk 
management toolsmanagement tools

Alternative to a dominant 
platform in billion dollar 
marketmarket

Launched July 2010

1000 clients using system 
including 500 new clients

Strong global applicabilityStrong global applicability
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US product innovation
BusinessIQ

Competitor BusinessIQ
Real-time data access

Complete lifecycle

Real-time data

Real time data access

Fast, efficient access 
to credit information

Quick search

Industry scorecards
Pre-configure best 
practices

Portfolio management
/alerts

Portfolio analytics
Prioritize workflow

y
Collections campaign
management

Pricing flexibility

Identify upsell/cross-
sell opportunities

Pricing flexibility

Fraud detection
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Business Information
Sales execution

Expanded and realigned the sales force to accelerate growth

Combined Credit Services sales

Sales compensation plan change

Customer satisfaction outperforming D&B

1.12 – Strategic partner

Sales compensation plan change

Salesforce expansion for new 
business 

1.66 – Ease of doing business

0.81 – Online capabilities

0.73 – Solution delivering benefits

Telesales expansion

Reseller channel expansion

0.77 – Data integrity and security

0.28 – Provides quality data

0 78 Responsiveness to changing needs
Alliances expansion

Customer satisfaction results

0.78 – Responsiveness to changing needs

1.40 – Demonstrates flexibility

0.70 – Execute flawlessly

Pipeline at an historical high 0.58 – Maintains perfect standards

0.93 – Seamless client experience

58Source: Satmetrix



Business Information 
Winning in the US market

Data and 
Analytics
Data and 
Analytics
Data and 
Analytics

SME
Coverage

SME
Coverage

SME
Coverage

Matching 
TechnologyAnalyticsAnalyticsAnalytics CoverageCoverageCoverage

O C titi Ad tO C titi Ad tO C titi Ad t

Technology

CCC

Our Competitive AdvantageOur Competitive AdvantageOur Competitive Advantage

Consumer 
Information
Consumer 
Information
Consumer 
Information

Flexible 
Pricing
Flexible 
Pricing
Flexible 
Pricing

Products & 
Platforms
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Business Information 
Summary

Business information is a largeBusiness information is a large 
growing market with significant 
potential for growth

Experian’s US business has 
turned the corner over the last 
two years delivering value totwo years delivering value to 
customers and outperforming 
competition

Business is poised for strong 
future growth
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Highlights from our business in Brazil

Ricardo Loureiro
M i Di t L ti A i iManaging Director, Latin America region



Agenda

Delivering high growth from small 
business in Brazil

Positive data update
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Overview
Brazil: strategic priorities

Strategic priorities for Experian in 
B il

2% 4% 3%

Brazil
Deepen penetration across larger 
B2B clients62%20%

9%

Establish a leading position in 
targeted digital marketing
Maximise growth in new segmentsB il ti t d k t US$1 079 Maximise growth in new segments
Maximise growth opportunity from 
positive data
T t d i L ti

Experian
ACSP

Brazil estimated market: US$1,079m 

Crivo
Certisign Targeted expansion across Latin 

America region
CS

Equifax
Certisign
Others

Leverage scale position to sustain high growth 
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Spotlight on SME 
A large and high growth customer base for Experian

SME over 30% of Brazil revenue Brazil: split by channel1

Revenue has nearly doubled 
over 2 years

Focus initiative since 2007 33%31%

36%

Strategic Corporate SME

651 Gross billings to 31 March 2010



Spotlight on SME 
An immature market for credit data with low penetration rates

SME overview:SME overview:

99% of Brazilian companies are 
SMEs9.7m SMEs               

in Brazil
9.7m SMEs               

in Brazil
20% of Brazil GDP from SMEs 

Experian estimates 2.7m are 
t ti l li t

in Brazil in Brazil 

potential clients

Experian has 470,000 SME clients
2.7m 

Experian 
prospects

Rapid market expansion
470,000
clients

Market growth of 50% expected 
between 2011 and 2015
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Spotlight on SME
Drivers of market growth

As credit availability grows:y g

more SMEs extending credit to 
consumersconsumers

more SMEs receiving credit from 
suppliers

Driving demand for Experian products 
across the whole credit lifecycle
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Spotlight on SME
Drivers of market growth 

Understanding needs: tailored offers

SMEs were not properly served by the 
market

Raised awareness - improved understanding 
of benefits 

Improved customer prospectingImproved customer prospecting

Reduced delinquency

Fraud prevention

Experian is creating demand for credit solutionsExperian is creating demand for credit solutions 
in the SME Market
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Success factors 
Execution focus: market approach depends on size of client

Large businesses Small business

Customized model:

Large businesses Small business

Mass market approach:Customized model:

Customized offers

Mass market approach:

Products ready to go

Personalized customer
service

Centralized sales structure

Standard and fast 
customer service

Maximise distribution:

VS
Centralized sales structure

Sales force: direct field

Maximise distribution: 
telesales, agents and 
e-commerce

Sales force: direct +Sales force: direct  
indirect 
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Success factors
Execution focus: tailor and simplify the product offer

Small businessLarge business

Reference file
Name

Reference file
Advanced profile
Register of enquiries

Address and phone
Cheque data

Register of enquiries
Cheque data
Protected notes
Negative dataNegative data
Bankruptcies, lawsuits
Civil action
Credit score Simpler products packagedCredit score
Companies’ owners
Segment analysis and indexes
Contract data

Simpler products packaged 
according to the specific 

SME needsContract data
Balance sheet analysis

SME needs
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Success factors
Future growth: building our product range

Decisor de 
CréditoOferta PME MeAvise

Bundled product 
offered as one 
solution

Product sold as 
plug-in

Offered as plug-in
Launched in 2010

Crédito 

solution
Launched in 2009
Credit data through
the lifecycle

Launched in 2010
SME monitors its 
own credit status

Simplified 
platform for 
automated credit 
decisioningthe lifecycle

Credit check on
consumers and
suppliers

Prices range from 
US$10.15 to US$ 
20.35 per month
Subscription

decisioning
Helps SME to 
make decisions on 
consumers and 

liPrices range from 
US$33 to US$1,940 
per month
S

Subscription-
based product*

suppliers
Starts at                 
US$510 per month

Subscription-based 
product*

Subscription-
based product*

71*Subscription-based solutions on a minimum fee that allows customers 
a certain number of transactions per month.



Success factors
Maximizing sales reach

Resellers Alliances Sales agents Telesales Sales reps E-comm

Indirect customers
260k

Indirect customers
260k

Direct customers
210k

Direct customers
210k

Further opportunities to grow throughFurther opportunities to grow through 
third-party agreements
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Success factors
New vertical opportunities

Freight market AgribusinessFreight market Agribusiness

$35bn market by revenue

Undergoing significant

~ 33% of Brazil’s GDP 

Modernization of valueUndergoing significant 
market change

Plan to introduce new

Modernization of value 
chain underway

Opportunities toPlan to introduce new 
digital payment products 
targeted at truckers

Opportunities to 
introduce new standards 
for credit decisioning
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SME business model 
Key financial characteristics

470,000 clients today % of revenue in SME channel

Average price: US$160.00 per 
month

18 th t t

17%

18 months average contract 
length

Recurring revenue stream with 
hi h l

83%

high renewal rates

Typically higher margin driven by 
lower average cost of sales

Recurring Non-recurring

Highly attractive business model

74



Spotlight on SME
Summary

Large underserved market; built 
i llorganically

Strong execution

Adapted core credit offers

Focused distribution strategygy

Further growth potential

Attractive financial characteristicsAttractive financial characteristics

Replicate success in other Experian regions
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Brazil: positive data
Background to introduction of positive data in Brazil

A credit market of scale:

143 million individuals registered at the 
internal revenue service*

with 134m bank accounts1

generating 15bn credit transactions 
p.a.2

f 379 3 dit dfrom 379m3 credit cards

over 23m individuals have credit lines 
above $2,7004

31m fixed telephone subscribers and 
55m households paying for utilities5

* IRS R it F d l d B il 3 So rce International Bank for Reconstr ction and De elopment (IBRD)

Credit/GDP of 46% still remains significantly below 
the global average of 88%6

76
* IRS Receita Federal do Brasil
1 – Source: Serasa Experian
2 – Source: Serasa Experian

3 – Source: International Bank for  Reconstruction and  Development (IBRD)
4 – Source: ANATEL
5 – Source: ANEEL
6 – Source : World Bank 



Brazil: positive data
Provisional Executive Act legalizes use of positive data

Positive data: permissible usesp

Banks and utilities

Granting credit to consumers

Commercial transactions with financial risk

Use of data for marketing purposes

Consumer access rights
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Brazil: positive data
What is it? Why would clients buy it? 

Positive data Products Client 
benefitsNegative data

Account level 
payment 

Richer credit 
reports

benefits

Lower 
acquisition 

Delinquent 
accounts y

history

All consumer
Scores

risk

Reduced 
arrears

Bad cheques
All consumer 
credit 
accounts

Customer 
management 
triggers/alerts

arrears

Risk-based 
pricingBankruptcies

Total 
indebtedness Fraud 

prevention 
tools

Increased 
automated 
decisioning tools g
drives cost 
efficiencies
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Brazil: positive data
Impact of switch to positive data

Typically expands retail credit market

Credit/GDP in Hong Kong, South 
Africa and South Korea increased byAfrica and South Korea increased by 
1.8 percentage points p.a. after 
positive data1

Financial innovation and wider credit 
availability should drive Brazil closer 
to global averages for credit/GDP

Widens credit availability to lower 
income groups; 47% of Brazil’sincome groups; 47% of Brazil s 
population

791 Over a three year period



Brazil: positive data
Roadmap for positive data in Brazil

18-24 monthsToday

E i S M k t I t lExperian 
holds positive 
data on 70m 
consumers

Secure new 
data 
agreements

Market 
adapts 
business 
practices

Incremental 
financial 
benefits start 
to accrueconsumers

228m lines of 
credit 
histories

Promote 
benefits of 
positive data 
sharing

practices to accrue

histories sharing

Strong execution is key to successful delivery
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Brazil: positive data
Summary 

A major step forward for Brazil 
credit market and Experian

Aim to expand credit bureau 
d d l d tand develop new products

Financial benefits accrue overFinancial benefits accrue over 
time; significant potential
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Building Experian India

Richard Fiddis
M i Di t St t i M k tManaging Director, Strategic Markets



Agenda

Market environment

Market dynamics - attractions for Experian 

Experian’s business in India

Strategy

Update on current progressUpdate on current progress

Summary
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India
A snapshot

Two worlds in one countryTwo worlds in one country
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India
Market environment: strong fundamentals

Growing youthful populationGrowing youthful population

Rapid urbanisation and growth of middle 
class

Growing demand for credit products 

Government focus on boosting financial 
inclusioninclusion 

Vast, underserviced SME population

130m Indian Internet users growing at 20%130m Indian Internet users growing at 20% 
per annum

650m mobile phone users growing at 10m 
thper month 
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India
Market attractions for Experian

Underpenetrated market for retail creditUnderpenetrated market for retail credit 
products

Credit growth of more than 20% p.a.

Home ownership growth and escalating 
house prices

Large banking sector relatively new to full 
bureau usage and analytics

Rising fraud losses and collectionsRising fraud losses and collections 
challenges

Favourable regulatory environment: 
iti d t k tpositive data market
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Market dynamics
India financial services structure (assets)

$1,394bn
CAGR% 2000 – 2010CAGR 2000-2010

$987m

CAGR% 2000 2010C G 000 0 0
All banks ~18%
Foreign and private sector banks ~30%

100%

71%

$256m
$96m $55m

71%

18%
7% 4%7%

Total market Public sector 
banks

Private banks Foreign banks Finance 
companies

$33.4 Billion $21 Billion $7 Billion $3.9 Billion $1.5 Billion

SBI - $5.3 Billion ICICI - $1.8 Billion Citibank - $0.9 Billion

PNB - $1.9 Billion HDFC - $1.9 Billion StanC -$0.9 Billion

Net
income

87
Source: Reserve Bank of India

As on 31st March, 2010



Market dynamics 
Projected near term retail credit portfolio growth

Improving

Car
finance Utility vehicles

Credit
cards

Personal loans  3% Consumer durables  1%

8% 4%

Improving 
affordability

Increasing 
Two-wheelers

CVs

8% 13% 4%
3%

13%

g
propensity to 
consume

Mortgages
55%29%

Penetration is 
still very low

CAGR FY12FY12FY10FY10

88Source : IDFC India Research



Market dynamics
A booming Indian mortgage market

Mortgage penetration rate Mortgage loans nearly $1 trillion 
by 2020

Mortgage loans/GDP %

7 7

0 50 100

India

Retail advances (USD Billion)

1000
7.7

18.5

26.8

India

China

Malaysia

897

600

800

26

48

y

Korea

Germany
400

600 CAGR 
21%

CAGR 
21%

80.5

86

UK

USA

109

0

200

2009 2020 (F)

89Source: RBI, IBA, Capitaline, Analyst Reports, BCG report



Market dynamics
Retail cross product holdings

Benchmark of average number of products used per customer with primary bank

6
G

4

Global 
benchmark
4-6

2
India 
average
2

0
Private banks Foreign banks Public banks Global best-practicePrivate banks Foreign banks Public banks Global best practice

benchmark range

90Source: BCG estimates, NCAER



Market dynamics 
The Indian Credit Bureau opportunity

Indian credit bureau 
volumes today are

The Indian credit 
active population volumes today are 

approximately 10% of 
the UK

active population 
today is equivalent to 

the UK

Escalating growth in credit applications as 
retail credit market expands 
Introduction of bureau value-added products 

h d f d d i lsuch as scores and fraud detection tools
Rising demand for sophisticated customer 
management services

Drivers
of

Drivers
of Client desire for multi bureau enablement

Potential for additional bureau based services 
in areas such as ID verification 

of
growth

of
growth

Government push for financial inclusion and 
use of credit bureau in microfinance
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Market dynamics
Credit bureau competitive environment

CIBILCIBIL ExperianExperian Equifax Equifax High MarkHigh Mark

JV i hJV i h JV i hJV i h JV i h 6JV i h 6 JV i h 10JV i h 10

CIBIL Experian Equifax High Mark

JV i h JV i h JV i h 6 JV i h 10JV with 
TransUnion 
and 14 Indian 
banks and

JV with 
TransUnion 
and 14 Indian 
banks and

JV with 7 
banks and 
finance 
companies

JV with 7 
banks and 
finance 
companies

JV with 6 
Indian banks 
and finance 
companies

JV with 6 
Indian banks 
and finance 
companies

JV with 10 
Indian banks, 
finance 
companies

JV with 10 
Indian banks, 
finance 
companies

JV with 
TransUnion 
and 14 Indian 
banks and

JV with 7 
banks and 
finance 
companies

JV with 6 
Indian banks 
and finance 
companies

JV with 10 
Indian banks, 
finance 
companiesbanks and 

finance 
companies 
Launched

banks and 
finance 
companies 
Launched

companies 
First CICRA 
licensed 
bureau in

companies 
First CICRA 
licensed 
bureau in

companies 
Received 
licence in 
March 2010

companies 
Received 
licence in 
March 2010

companies, 
private equity, 
etc.
Received

companies, 
private equity, 
etc.
Received

banks and 
finance 
companies 
Launched

companies 
First CICRA 
licensed 
bureau in

companies 
Received 
licence in 
March 2010

companies, 
private equity, 
etc.
ReceivedLaunched 

services in 
2004

Launched 
services in 
2004

bureau in 
February, 
2010

bureau in 
February, 
2010

March 2010March 2010 Received 
licence in 
November 
2010

Received 
licence in 
November 
2010

Launched 
services in 
2004

bureau in 
February, 
2010

March 2010 Received 
licence in 
November 
2010
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Experian India
Two tightly coupled businesses

Credit bureau
49% JV

100% 
subsidiary

Experian global 
value added

49% JV

Decision Analytics: Retail 
credit risk management, 

subsidiary 

value added 
products on a 
bespoke 

g ,
multi-bureau, collections
and fraud prevention 
products and services
M k ti S i

p
technical 
platform

Marketing Services:
CheetahMail – email 
deployment, Hitwise – web 
analytics  

One Experian:One Experian: 
Leveraging our global capability
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Strategy
Indian credit bureau plan

Preparation Service Competitive 

Form Joint Venture

Preparation

Load maximum data 

Service p
Advantage

Multi-bureau enablement

Obtain bureau licence 

Deploy new platform 

Load members data

Superior data matching

Service excellence

24 x 7 operations

Bureau scores / products

Integrated sales channel 

New bureau servicesLoad members data

Launch operations

24 x 7 operations

New data assets

New bureau services

Full lifecycle support

Create a differentiated bureau in combination 
ith E i ’ b d l dd d tf liwith Experian’s broader value-added portfolio 
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Current progress
Building the bureau

2011 2012 - 2013 2014 +

Build Develop Lead

Signing up banks and 
other lending 
institutions across the 

t b

Bureau scores for new 
business and customer 
management

Create unique 
competitive edge with 
local and global bureau 

d tcountry as members

Over 90% of data 
received has been 
loaded into the database

Launch advanced 
customer management 
products e.g. Triggers

products

Provide full service 
offering with other 
business linesloaded into the database

Enabling multi-bureau 
access

G t k t ‘O

Provide complementary 
fraud prevention tools

Maximise data sharing

business lines

Go-to-market as ‘One 
Experian’
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Current progress
Experian Decision Analytics – key clients in India

HunterHunterHunter

Bureau ConnectivityBureau ConnectivityBureau Connectivity

Score CardsScore CardsScore Cards

ConsultingConsultingConsulting
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Financials
Currently in start-up investment phase

P&L investment ($m)

FY10 FY11 (F) FY12 (F)
0.0

(5.0)

(10.0)

FY12:  Generate revenue from Decision 
Analytics and Marketing Services
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Summary
A new Experian business in an attractive growth market

Attractive market environment with strong 
fundamental driversfundamental drivers

Experian is first alternative bureau to market 
with a clearly differentiated market 
propositionproposition

Good progress to date

Building the consumer credit bureauBuilding the consumer credit bureau

Launched Decision Analytics business

Recent announcement of our DigitalRecent announcement of our Digital 
Marketing capabilities

Objective: to build a multi faceted ExperianObjective: to build a multi-faceted Experian 
business replicating our developed markets
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Evolution of Consumer Direct strategy

Mike Dean
P id t C Di tPresident, Consumer Direct



Experian Consumer Direct
Overview

Annual revenues of 
over $800m 

representing over 20% 
of global sales

L di id fLeading provider of 
online consumer 

credit reports, credit 
scores and credit 

i imonitoring

Currently serving 
about 9 millionabout 9 million 

consumers 
in US & UK

Helping consumers understand, protect and improve 
personal and financial prosperity 
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Experian Consumer Direct
Agenda

Defining the US market

Current marketing approachCurrent marketing approach

FY12 and beyond
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Defining the US market
A large addressable market

US market share by number of active subscribers

About 26 million US 
consumers subscribe to 

some form of creditExperianOther Mi ht N t some form of credit 
monitoring or identity 

protection service today

Experian
14%

Other
18%

Other Experian

MightyNet
3%

Affinity marketing 
through financial

Other 
bureaus 9%

Experian
affinity

13%
through financial 
services partners 

accounts for about 56% 
of the market

Other
affinity

43%
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Defining the US market
Identifying consumer needs by segments

Money Mastersy
“I feel that my personal financial 
situation is well under control.”

Sensible Spenders Mainstream & Aspiring
“I pay off my credit card bills
each month and have some
savings to get through the

unexpected situations.”

p g
“I need help managing my 

finances. I wish someone else 
would just do it for me.”

Careless Confidence
“M dit ti i h t it i

Credit Conscious
“I routinely check my credit “My credit rating is what it is; 

I am going to live my life 
anyway.”

I routinely check my credit
rating as part of managing my 

finances, and I’ve watched
life steadily improve.”

Over SpendersOver Spenders
“I carry a balance on my credit card 
because I spend more than I earn.”
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Multi-tiered product strategy
Targeting specific consumer segments by brand

Most comprehensive marketing approach in the industry

Scores Reports Protection

US UK

Scores Reports Protection

Key brand FreeCreditScore.com
“Entry Point”

CreditReport.com
“Comprehensive”

ProtectMyID.com
“Insurance”

Value
proposition

Comprehensive
information 
about credit

Guarding what
you own

Easiest place for
credit information

Consumer Mainstream/Aspiring Money MastersOver Spenders

Reason Life change Peace of MindLife event

Consumer 
segments

Mainstream/Aspiring
Credit Conscious

Money Masters
Sensible Spenders

Over Spenders
Credit Conscious

Scores, Reports & Protection

105



Multi-channel marketing
Reaching consumers through their preferred channels

Deliver valuable information to consumers wherever and whenever

Mobile Call
centre

Email Websites Social 
mediamedia

Online Offline
advertising advertising
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Integration update 
What did MightyNet bring to the strategy?

Creditreport.com URL  is a 
core component of our multi-
tiered product strategy –

Enables marketing to g
consumer segments 
interested specifically in 
credit reports

Integration is ahead of 
schedule

All new traffic is alreadyAll new traffic is already 
on Experian Consumer 
Direct platform

New ad campaigns underway
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FY12 and beyond - maximizing growth
Near term addressable opportunities

Affinity partners
Mobile delivery
Consumer education
Improved retentionImproved retention
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FY12 and beyond - maximizing growth
Affinity partners – a significant opportunity for growth

Why financial services partners choose to 
market Experian products?market Experian products?

Value-added services are an 
increasing focus of affinity partners

Adds retention valueAdds retention value
Significant revenue streams
Creates competitive advantagep g

What Experian offers
Turn-key white label service
Fee paid per account 
Online expertise & experience
Long term strategic relationshipsLong term strategic relationships
Innovative products
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FY12 and beyond - maximizing growth
Going mobile – a driving force for future product offers

Making our products more accessible and 
powerfulpowerful

Moving beyond our websites to reach 
customers where they are
Consumers ages 18-30 use mobileConsumers ages 18-30 use mobile 
devices to access the internet
Today –

Mobile apps for credit scores identityMobile apps for credit scores, identity  
theft alerts

FY12 –
Modify products to accept orders byModify products to accept orders by 
mobile

Beyond –
Transform all products to fullTransform all products to full 
engagement with consumer through 
mobile
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FY12 and beyond - maximizing growth
Focus on acquisition and retention – Consumer Education

Consumer education is fundamental to increased 
member retention and higher value products

Educate EmpowerInform

member retention and higher value products

Knowledge
p

Take ActionData

Provide proactive service: pilot credit education
Increase content, ie: social media, blogs, user feedback
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FY12 and beyond 
Credit advisory services – pilot project

Our consumers want 
h l d di h i

A call center-based 
ff i ith dithelp understanding their 

credit report and figuring 
out what they can do to 

offering with credit 
experts

Provided by a partnerimprove it Provided by a partner 
with the needed 
expertise and 
certificationscertifications

Three levels of help 
depending ondepending on 
consumer needs and 
credit knowledge

Launched on 17 
January
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FY12 and beyond - maximizing growth
Focus on acquisition and retention – building loyalty

Over past four years, member retention improved by double 
digit percentage growth due to quality of product offerings

Loyal users – 30% to 40% of our 
new members are repeat users.

g p g g q y p g

Longevity – over half of our 
members have subscribed for 
more than one year

Product – ongoing investments

Product and customer care 
improvements:improvements:

User-friendly credit centre

Monthly credit statementsMonthly credit statements

Member rewards programme

113



FY12 and beyond
Our future direction – proactive engagement with consumers

As we expand the business and product offerings Experian 
becomes a more important element of the daily consumer life

VALUEVALUE

ReportsReports

ScoresScores

ProtectionProtectionProtectionProtection
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Summary

Experian Consumer Direct is the globalExperian Consumer Direct is the global 
leader

Large addressable market

Three-pronged marketing strategy 
leveraging strong consumers brands

Focus on consumer education and 
accessibility

Natural relationship with financialNatural relationship with financial 
institutions for future affinity programs

Longer-term vision aimed at evolving 
d f thneeds of the consumer
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Summary

Don Robert
G Chi f E ti OffiGroup Chief Executive Officer



Summary
Experian

Executing on our growth planExecuting on our growth plan

Prioritising the right 
opportunitiesopportunities

Global span with unparalleled 
data and analyticsdata and analytics

Our aim is premium-quality 
sustained growthsustained growth

CCreating shareholder value 
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Appendix



Biographies
Kerry Williams

Kerry Williams was appointed Group President of the Credit 
Services and Decision Analytics Group, North America in 
J 2005June 2005.
He was previously President of Experian’s Consumer 
Information Solutions business unit and, before this, the 
Senior Vice President of SalesSenior Vice President of Sales.
Prior to joining Experian in 2003, Kerry was President of ERisk 
Holdings Incorporated, an enterprise-wide risk-management 
company. 

He was also a Senior Vice President/General Manager with Bank of America, where 
he formed and developed the Bank’s commercial credit card business. 
Kerry is a member of the board of directors for the Consumer Data Industry 
Association, VantageScore Solutions LLC and the Institute for Intergovernmental 
Research, a consulting and technical assistance firm in the law enforcement arena. 
He earned his Bachelor of Science degree in Business from Florida State UniversityHe earned his Bachelor of Science degree in Business from Florida State University 
and a Master of Business Administration from Arizona State University.
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Biographies
Allen Anderson

Allen Anderson was appointed President of Experian 
Business Information Services in June 2008. 
Previously he was Executive Vice President of Synergy and 
Innovation and, before this, Global Head of Audit.
Before joining Experian in 2003, Allen held several executive 
positions with J.D. Edwards, a leading global enterprise 
resource planning software company, including Regional 
Controller, Director of Finance and Administration for Latin 
America, and Director of Internal Audit. 

Prior to his tenure at J.D. Edwards, he held several financial management positions at 
TRW. 
Allen has a degree in Chemical Engineering from the University of Colorado. He holds 
a Masters in Business Administration (Corporate Finance) from the University of 
Southern California, was part of Stanford University’s Executive Financial 
Management Program and is a Certified Public Accountant (CPA).g g ( )
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Biographies
Ricardo Loureiro

Ricardo Loureiro became Managing Director of Experian 
Latin America in January 2010Latin America in January 2010. 
Prior to this appointment, he was Chief Operating Officer of 
Experian Latin America and President of Consumer 
Information. 
Ricardo joined Experian in 1998 as Consumer Products 
Superintendent. 

He was previously Director of CSU CardSystem and Director of Credicard (Citibank, 
Brazil) in such areas as operations, technology, products and sales.
Ricardo has a degree in production engineering and a post-graduate degree in quality 
engineering, both from Escola Politécnica of São Paulo University. He also holds a 
Master of Business Administration from Universidade Presbiteriana Mackenzie.
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Biographies
Richard Fiddis

Richard Fiddis was appointed Managing Director for 
Strategic Markets following Experian’s listing as a UK FTSE 
company in 2006 and has responsibility for driving the Group's 
development in new strategic markets, with a particular focus 
on India.
He was previously Managing Director of UK, Ireland & 
Northern Europe.

Before joining Experian in 1999, Richard was Managing Director of Lorien plc, an IT 
Consultancy and Services business and European Vice President for Marcam 
Corporation, a US software and services provider. p , p
Prior to that he spent 14 years with IBM, where he progressed to managing its UK 
Northern Region, before setting up and running an IBM joint venture company.
Richard graduated from the University of Sussex and Rochester (USA) and completed Richard graduated from the University of Sussex and Rochester (USA) and completed 
a PhD in Biomedical Engineering. He is a Non-Executive Director of Nottingham 
Building Society and a member of Warwick Business School's MSc Advisory Board. 
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Biographies
Mike Dean

Mike Dean was appointed President of Experian Consumer 
Direct (ECD) in June 2009.ect ( C ) Ju e 009
Mike Dean joined ECD in 2003 as Vice President of Business 
Development for FreeCreditReport.com. He most recently 
served as the Chief Marketing Officer and was responsible for 
th t t i di ti f th b d’ k ti ff tthe strategic direction of the brand’s marketing efforts.
Before this Mike Dean was Vice President of Business 
Development for PriceGrabber.com and on the team that took 
MediaRing com publicMediaRing.com public.

Mike spent the first 10 years of his career in international business, working for 
Ashton-Tate, Epson and Ingram Micro in Asia, South Africa and the Middle East. MikeAshton Tate, Epson and Ingram Micro in Asia, South Africa and the Middle East. Mike 
also founded and managed a company that built sales and marketing relationships for 
U.S. companies looking to establish an international presence in Asia. 
Mike holds a bachelor's degree in economics from the University of California, Irvine.
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Appendix
Credit Services: 43% of group revenue

6 months ended 30 September
US$million

Total 
growth

Organic growth
2010 2009Revenue Q3 FY11H1 FY11

349

108

0%

(4)%

0%

(4)%

335 22% 22%

348

116

245

growth2010 2009Revenue

North America

UK d I l d

Latin America

5%

( )%

16%

Q3 FY11H1 FY11

108

88

880

(4)%

(2)%

6%

(4)%

(2)%

6%

116

93

802

UK and Ireland

EMEA/Asia Pacific

Total revenue

(3)%

7%

(1)%

297

33.8%

6%271

33.8%

EBIT

EBIT margin 

124All figures above on continuing basis
Growth at constant exchange rates



Appendix
Decision Analytics: 11% of group revenue

Revenue

6 months ended 30 September
US$million

Total 
growth

Organic growth
2010 2009 Q3 FY11H1 FY11

(5)%

55 (5)%

89 (5)%

(5)%

4 33% 33%

82

52

5

North America

UK and Ireland

Latin America

1%

10%

86%

6%

(1)%

(5)%

6%

(1)%

89

53

201

(5)%82

56

195

UK and Ireland

EMEA/Asia Pacific

Total revenue

5%

7%

10%

(3)%53

26.4%

50

25.6%

EBIT

EBIT margin 

125
All figures above on continuing basis
Growth at constant exchange rates
2009 restated to exclude small discontinuing activity in UK & Ireland



Appendix 
Marketing Services: 19% of group revenue

Revenue

6 months ended 30 September
US$million

Total 
growth

Organic growth
2010 2009 Q3 FY11H1 FY11

156175

102

12%

3%

12%

3%103

10 36% 36%6

North America

UK and Ireland

Latin America

9%

2%

57%

102

83

370

3%

42%

15%

3%

13%

10%

103

59

324

UK and Ireland

EMEA/Asia Pacific

Total revenue

24%

11%

2%

53

14.3%

70%32

9.9%

EBIT

EBIT margin 

126
All figures above on continuing basis                                                                                        
Growth at constant exchange rates
2009 restated to exclude small discontinuing activities in UK & Ireland



Appendix
Interactive: 27% of group revenue

Revenue

6 months ended 30 September
US$million

Total 
growth

Organic growth
2010 2009 Q3 FY11H1 FY11

UK and Ireland

T t l

491

57

9%

13%

9%

9%

13%

451

52

503548 9%

Revenue

North America

growth2010 2009
9%

9%

9%

Q3 FY11H1 FY11

Total revenue

EBIT

EBIT margin

9%503

109

19.9%

(2)%111

22.1%

548 9% 9%

127All figures above on continuing basis                                                                                        
Growth at constant exchange rates



Appendix
Experian American Depositary Receipt (ADR) program

Experian ADR shares trade on the OTCQX under the 
following information:g

Symbol EXPGY
CUSIP 30215C101
Ratio 1 ADR : 1 ORD
Country United Kingdomy g
Effective Date October 11, 2006
Underlying SEDOL B19NLV4
Underlying ISIN GB00B19NLV48
U.S. ISIN US30215C1018
Depositary BNY Mellon

For ADR shareholder enquiries, please contact:

Shareholder Relations
Bank of New York Mellon
PO Box 358516
Pittsburgh
PA 15252 - 8516
United States

T:  + 1 201 680 6825 (From the US: 1-888-BNY-ADRS, toll free)
E:  shrrelations@bnymellon.com
W: www.adrbnymellon.com
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Appendix 
Contacts

E iExperian
Cardinal Place
80 Victoria Street
London
SW1E 5JLSW1E 5JL

Tel: +44 (0)203 042 4200
Website: www.experianplc.com

Paul Brooks Nadia Ridout-Jamieson
Chief Financial Officer Director of Investor Relations
Email: paul.brooks@experian.com Email: nadia.rjamieson@experian.com

Peg Smith Sarah Schibli
Executive Vice-President Investor Relations Analyst
Email: peg smith@experian com Email: sarah schibli@experian comEmail: peg.smith@experian.com Email: sarah.schibli@experian.com
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Appendix
Event calendar

18 May 2011 Preliminary results announcement

15 July 2011 Interim management statement, first quarter

10 November 2011 Half-yearly results announcement10 November 2011 Half-yearly results announcement
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Disclaimer

This presentation is being made only to and is only directed at persons to whom thisThis presentation is being made only to, and is only directed at, persons to whom this 
presentation may lawfully be communicated (“relevant persons”). Any person who is not a 
relevant person should not act or rely on this presentation or any of its contents.
Information in this presentation relating to the price at which relevant investments have been 
bought or sold in the past or the yield on such investments cannot be relied upon as a guide to 
th f t f f h i t tthe future performance of such investments. 
This presentation does not constitute or form part of, and should not be construed as, an 
offering of securities or otherwise constitute an invitation, inducement or recommendation to any 
person to underwrite, subscribe for or otherwise acquire securities in any company within the 
Experian group (the “Group”).
Certain statements made in this presentation are forward looking statements. Such statements 
are based on current expectations and are subject to a number of risks and uncertainties that 
could cause actual events or results to differ materially from any expected future events or 
results expressed or implied in these forward-looking statements. Forward-looking statements 
speak only as of the date of this presentation.p y p
This presentation contains certain non-GAAP financial information. The Group’s management 
believes that these measures provide valuable additional information in understanding the 
performance of the Group or the Group’s businesses because they provide measures used by 
the Group to assess performance. Although these measures are important in the management of 
the business, they should not be viewed as replacements for, but rather as complementary to,the business, they should not be viewed as replacements for, but rather as complementary to, 
the GAAP measures.
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