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Agenda

Fireside chat with Brian Cassin and Lloyd Pitchford

Moderated by Paul Sullivan

Valdemir Bertolo, Silvio Frison, Jose Luiz Rossi and

Lloyd Pitchford. Moderated by Paul Sullivan

Craig Boundy, Alex Lintner, Jennifer Schulz, Jeff Softley, Lloyd

Pitchford. Moderated by Paul Sullivan
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Fireside chat

Brian Cassin, Chief Executive Officer

Lloyd Pitchford, Chief Financial Officer
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Brazil

Valdemir Bertolo

General Manager, Brazil

P :
o .experlcnm




Brazil: a country of contrast, diversity and challenges...

but fu

-

I of opportunities
, 212m

inhabitants
# 6 in the world

$1.84tn

GDP
# 9 in the world

45m

unbanked
# 9 in the world

30%

consumer credit/GDP
# 34 out of 44 economies

230m

active smartphones

# 4 in the world
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12.8m

unemployed
# 30 in the world (rate)

28%

income held by 1% richest
# 2 in the world

66m

people with debts registered
same as the UK population

71%

people with internet access
# 6 in the world

#1in the world

annual time spent with taxes
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Experian Is the clear market leader with ~67% share in the
bureau segment and a very strong brand (Serasa)

One minute in Experian Brazil serasa 51%, consumer recall

score
162k
Credit and
cpllegﬁon e
inquires 8 "Sg;%secrion. 60% top of mind with consumers

15%

% "JZ 67 % share of credit bureau market

11.6k
Contacts
treated for

targeting

2,500 employees 200+ custom and generic scores

500k+ direct and indirect clients 400+ variables across the population

+1.6k

Transactions
checked for

fraud 45m+ consumers 11 Om debt notifications per year

ol :
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Local expertise and global knowledge creates a unique
proposition to win in the marketplace

Data coverage 21% higher

Negative data superiority than the closest competitor

 —

Credit bureau (positive and negative data),

Most Complete pOI’thliO of solutions collections, digital identity, analytics, decisioning,

targeting, fraud, data quality, consumer services

Direct contact with 45m+ consumers registered

Unique relationship with consumers  (close to Im new registrations per month); 50m+

consumer website access monthly

Innovative solutions such as Polis and new digital

Global Capabi”ties / local expertise scores developed by the regional DataLab;

experienced local teams delivering global platforms

Higher scale and stronger cash

Superior investment capacity generation than any other player

P ;
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Positive data should boost financial inclusion and the
credit market, generating new opportunities

L. " : [ % of GDP
« Combination of positive data and other trends can bring Credit to consumers (% of GDP)

new momentum 83.8%

75.4%
* Reduction in benchmark interest rate 56.9% 54 50
* From 14.25% to 2.0% in 3 years (August 2020) 43.1% —
_ : : 30.4%
« Digital banking expanding fast
« Credit fintechs and neobanks penetration .
UK US

« Top 4 neobanks estimated to have captured 8.5m+ Spain  Germany Eirgﬁggrmgs Brazil
clients in H1 2020, totalling 36.5m+ clients (+35%)

Source: BIS — Total Credit to Households (Core Debt) — Q4 2019

Positive Data Highlights

96

banks contributing with
data

Positive Data Expected Impacts

770m 23m 67% $240bn

transactions registered thin files benefit (13% total credit/GDP ratio new credit in the four
so far of adult population) (vs current 47%) most benefitted sectors

97/m

consumers registered
so far

TP i
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Combination of negative and positive data Is a key

differentiator

« Negative data superiority: coverage 21% better than
closest competitor

« Additional effect from positive data history of 12.3m
consumers who had opted-in

« Advanced analytics: machine learning and artificial
intelligence

« Multichannel delivery: Ascend platform, web, API,
string, batch

« Good timing: financial capacity attributes crucial for
clients to navigate pandemic

Products Upcoming Launches
already launched launches in 2020 in 2021

9 © Experian

Reports Trend Attributes
« Summarized Data * On-time Payment Index
« Detailed Report * Payment Stress
* Credit Card Usage Trend
Scorings » Score Trend
* New Serasa Score « Affordability Trend

(multiple versions) « Verticals Score Trend
» Customized

Credit Profile Attributes
* Debts Severity

* Positive Data Clustering
* Payments Prioritization
* Verticals Score

Financial
Capacity Attributes

» Estimated Income
* Affordability
* Income Commitment

Segmentation

Alerts / Triggers « Portfolio distribution with a
« Denied Alert 2 attributes-based matrix

* Financing Trigger
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Superior capabilities in the credit services landscape

Competitor A Competitor B Competitor C

g
= Serasa.
* experian.

Negative Data (Cl and BI)
Databases
Commercial Data (BI)

B2B Products

Portfolio
B2C Products

Analytics

Capabilities

Global Expertise

Brand Awareness

Marketing Time to Market

6o O6 06 o6
GHEO® O (e G
000 O O O

60 006000

Relationships with Large Banks

. superior Q good O existing
ol :
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Many opportunities to explore beyond positive data,
leveraging our global / local capability

11

Growing demand for frictionless fraud
prevention on digital channels

Identity &
Fraud

Scale CrossCore

Growth of local addressable market
stronger than global, reaching $800m in 2024

Imminent implementation (November)

Possibility of scaling global capabilities quickly, Open
with a larger open data strategy

Banking

Opportunities in consumer contributed data,
data aggregation/categorisation and new scores

Fast-growing market, sized at $110m/year
Auto Loans

First step into a significant adjacent market: ) )
Registration

trade receivables, insurance policies,
agribusiness bonds

© Experian

Ascend

Experian
One

Differentiated way to deliver new scores
and attributes

Client loyalty by delivering analytical
empowerment with our data

Use case for all levels of needs and
analytical literacy, increasing market reach

Enhanced focus will leverage opportunities
with positive data

Big underserved market with distinctive
needs: 5m businesses (<2% penetration)

Dedicated team and offers focused on client
needs

Market moving to Software-as-a-Service
solutions

Cornerstone for platforms expansion and
cross-business product developments (e.g.
Pre-Qual, collections, digital onboarding)

Market size: $50m/year
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Our unigue direct relationship with consumers is
unmatched in the market

Scale up the B2C Create new opportunities in
business our B2B businesses
Development of solutions in arenas such

as open data, and leverage current
propositions such as collections

Reach a significant position in this
landscape, expanding and
diversifying our revenue streams

Enhance our brand position
In a friendly manner

Bringing unigue consumer
contributed data

Enhanced differentiation in terms of Changing perception of consumers about
scope, scale and quality, creating a our role, from restrictive company to a
truly distinctive position partner in financial life

P ;
. .experlonw
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In summary, very attractive prospects for our business in
Brazil

Strong position in the market

E

Winning strategy in place

~

Clear competitive advantages to address an evolving credit space

N

Good momentum with positive data products

-~ Jo

o

Plenty of opportunities in addition to positive data

TP i
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Brazil Consumer Services

Silvio Frison

Vice President, Brazil Consumer Services
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Credit Landscape in Brazil

Punitive interest rates and strict credit policies penalise the population.

= Low credit penetration, due to limited competition, restricted to five major banks
» Huge latent potential for collections and credit services

Household Credit/GDP Ratio (%) Serasa: Challenging the status quo

Data

Local Brand
Brazil USA UK

Defaulters in Brazil (millions) Market

/m/' Position

Global IP

Positive Data

2018 2019

." :

. experlonm
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Products KPls
Strategy

Our mission is to provide credit access to the entire Brazilian population regardless of their score.

Mission: Credit for All

Consumer’s Financial Life Timeline and Target Products

Engagement: Serasa “Free”
o4 Free D M) Financial Positive
(.; Score :

| . Report @ Education | "‘.!7 Data

Transactional Products

Collection Marketplace Credit Marketplace Premium Subscription
serasa SErasd E:s"erosa .
A=4 limpa nome eC["ed premium

—

300 700 1000

Distribution
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Products KPls
Engagement Strategy: Serasa “Free”

The Serasa “Free” solution gives access to the Free Report, Serasa Score, Financial Education and Positive Data including the functionalities below:

» Credit card payments (Positive Data) = Alerts; inquiries, darkweb status, and debts under identity protection
= Serasa Score including score history = Gamification Functionality
»= Score factors (positive or negative) = Data situation status at Internal Revenue Service

= Customized Ul according to consumer browsing history = Free Report presents all the debts, protests, checks and available deals
= Social login (Google and Facebook to boost viral audience)
o Odomid Financial Education (Blog, Podcast, YouTube Channel and Training)

@936 @ovdis0 @ onitor

Entenda sua sade financeira oltar — Badges:

/936\\ O Y \dulo 1 - ORCAMENTO Organizar e classificar as despesas

lafs) no total
0 seu serasa score tem um novo cilculo fiatn compietats) | _

& Seu Score sublu 2 pontos

Ver histérico do seu score

No Overdue Available
Bills Credit

¢
Motivos que Motivos que
Diminuem Aumentam
Vocé no controle de

y suas finangas
Suas conquistas

ortes nos gastos -
Nome Limpo Serasa Score L Crédito Minhas anotacdes
Em Cima Disponivel
. e s0u CPF & :
p Trilha financeira
aue sside fnancera
SRS z

‘: ... .
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Strategy Products KPls

Engagement Strategy: Serasa “Free’

In less than 4 years we have connected with 1/3 of the Brazilian Population.

uil Voz WiFi &

& serasa.com.br (&
" Oi4, Daniel g "
s CPF: 004.490.*"*
Explore sua vida financeira

X \ Seu score esta
/938 \ excelente
de 1000

Entenda seu Serasa Score

Enrollments (millions)

29% of
Brazilian
adult
population

FY17 FY18 FY19 FY20

Seu nome esta limpo

ﬂ Nenhuma divida em seu CPF na
Serasa.

Ver meu CPF

Brazilian Population (millions)

Situacao na Receita Federal

A @ &S 88

Inicio Saude Meu CPF Solugdes

financeira
N &y

I Total

l Adult
Il Banked

M
/’\
N

e,
. °
18 © Experian * Source: IBGE, 2020. e experlonm
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Strategy

Collection Marketplace (Limpa Nome)

KPIs

Limpa Nome, ECS Brazil's collection marketplace solution enables Brazilians to negotiate their debt, pay their bills and instantly boost their score.

» Brazil’s biggest debt negotiation marketplace (67% of all Market debts)
FY21 Main Partners:

» Limpa Nome enables Brazilians to negotiate their debt at discounted rates

» Created the national collection/recovery fair allowing consumers to pay their
bills with significant discounts

= More than 8m deals closed over the last fiscal year
= Qver 50 partners in the platform (banks, telcos, lenders, credit recovery, etc.)

T @i

Agora dé pra negociar
suas dividas e

também de sua anco
7]) ofertas
PORTO =9
Com quem vock j4 pode negociar Veja as suas ofertas SEGURO [l

CARTOES

' — 0. 000 . vive

[ -

Ver detalhes da divida

De: RS 2.000,0¢
@ Por: RS 1.000,00

Em até 10x de RS 102,00

- EN0 Q A sy O—

Collection / Recovery Event

£ BANCODOBRASIL

Vvivo
SKY

+40 others

& Santander

éAnhanguera
pontofriof

AV O N

Quais as vantagens do

Limpa Nome? =

' FEIRAO

SERASA

LIMPA
NOME

Ver detalhes da divida

19 © Experian
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- . Strategy m KPIs
Collection Marketplace (Limpa Nome)

Limpa Nome solution is already the go-to solution for Brazilians to negotiate their debt and pay their bills.

Limpa Nome: Partners Limpa Nome: Discounts Conceded (US$ billions)

I
FY19 FY20 FY19 FY20
Limpa Nome: Transactions (millions) Limpa Nome: Bureau Debt Share (%)
100% -
+426% 80% 1
60% -
40%
N > o
0%
FY19 FY20 FY19 FY20

., .
20 © Experian *Source: Team analysis | LNO came to ECS in FY19 . , experlonw
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Collection Marketplace (Limpa Nome)

The collection market is still migrating to digital platforms.

Brazil: 2019 Collection Market Size (us$) Limpa Nome:
Transactions Breakdown (%)

Il Offline

$60 billion

Online vs Offline Limpa Nome: 94%
Collection Share (%) Offline Transactions (%)
B Ofiline Il call Center
online I Post Offices
6%
or: i
21 © Experian *Market size source: IBGE/Serasa Experian; 2019 | $ @ R$ 4.12 | Call center operation began in April/20 | Post office operation began in June/20. e experlo nm
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Strategy m KPIs
Serasa Score Turbo

Bills paid within our ecosystem boost consumers score.

= Gamification strategy through bills payments
= Real time financial education
= |t differs from USA Boost, which is based on behaviour

il Voz WiFi 21:10 @ 50%m 4

& serasa.com.br (&
%+ 014D
.S , Daniel S
s CPF:004.490.**

Explore sua vida financeira

More deals
HlGHER CRED'T /— Seu score esta
RATI NG 1120% excelente
BUREAU DEBT Entenda seu Serasa Score
Seu nome esta limpo
' Nenhuma divida em seu CPF na
‘\ SERASA SCORE a Serasa.
NON-BUREAU DEBT m TURBO -——

Situacao na Receita Federal

A @ &3 88

Inicio Saude Meu CPF Solugdes
a

m

REGULAR BILLS

@

FINANCIAL
EDUCATION

More deals

oy i
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. Strategy m KPIs
Credit Marketplace (eCred)

Credit marketplace solution (eCred) enables Brazilians to easily compare and get credit which is the main reason they connect with Serasa.

= Verticals: Personal loans and credit cards 21 M Parinere

= Partners for all score ranges
= More than 600k credit cards issued since the solution was launched @ & Santander .p H&ﬁ
= Credit card go-to destination, attracting premium audiences

» Lead generation and revenue sharing

W (2 creditas GERU

— - = Ep—-v=y D'd (JLENDICO X credicard
- next

cansultar

+20 others

Infarmar garantia de imével

..... Grétis s 4 0 crédito ideal para todo
tipo de Score
W Boa chance de sprovasio
aaaaa

12xde RS 3.645,39  5,96% ao més

aaaaaa
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. Strategy m KPIs
Credit Marketplace (eCred)

eCred completes the Serasa ecosystem (pay your bills, boost your score and get back to the credit market).

Brazil: 2020 Credit Market Size (uS$) eCred: Approved Orders (millions)

$840 billion

FY18 FY19 FY20

eCred: Loans (US$ millions) eCred: Credit Cards (thousands)

FY18 FY19 FY20 FY18 FY19 FY20

ol i
24  © Experian * Market size source: Bacen/Febraban; Feb, 2020 | $ @ R$ 4.12 | Source: Team analysis | eCred operation began in Sep/18. e experlo nm
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- Strategy m KPIs
Serasa Media (eCred)

Monetising Serasa's traffic by utilising audience behaviour to improve targeting and enhance digital campaigns.

R - Worldwide
¥ooé no controle de suas iebsites
\ inangas = Segmentation /
el o -

= Score Ratin i
e (Y o s 3O e (§)
' ’ o Profile and consumption habits
/| [ Products or services propensit Serasa get paid for
C y . conversions in any
Advertisers

(45} B— Serasa’s engine clusters audience online channel

Consumers all over . :
, ) on consumption profiles : :
the country get e Worldwide advertisers and

interested in Serasa’s websites can use profile clusters

products and services Serasa’s audience has over to get assertive media to the

30m monthly visits

audience
ngn . = Available for individual buyers or groups
Qualified audience yers or group & Santander
= Direct or through Data Management Platform * High conversion rate and above average results through

delivered for worldwide
advertisers

our segmentation (email, SMS and banner) to:
« Account opening: 6.53% against 0.66% on average (10x more)

Great advertisers and successful cases, such as: + Credit Card: 1.2% against 0.33% on average (4x more)
 Collection: 2% against 1.54% on average

= Right offer to right target

TP i
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. Strategy m KPIs
Serasa Premium

A subscription solution designed to provide enhanced benefits to our users.

» Serasa’s premium subscription product » Dark Web scan (ID, Email, Mobile Phone and Passport)
= More than 400,000 paying subscribers = Benefits for paying debts on Limpa Nome solution
= Credit and ID monitoring = Personal financial management (PFM) to better meet consumer needs
eSerasa
Serasa “Free” " premium

Collection
Marketplace

Credit
Marketplace

Payment Deal of the
Payment L

5
Credit card Credit card Installments
Cashback :
payment payment fee reduction

e RS

Education content

TP i
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- . . . Strategy m KPls
Distribution Services

We closed a major deal with the Brazilian Post Office, which allows consumers to access and pay their bills offline.

Partners Internet Connectivity (%)

Serasa’s products available in a variety of retailers and distributors

More than 800k reports negotiated offline through Correios
= Main partners:

«® correios GROUPON #7 1viranga LOJAS AMERICANAS
PORTO [~ e
PORTO MAPERE B CeFACIL

Post Office

u’ correlos

Offline Reach
More than 7k branches
100% of the cities

Brazil USA EU

P :
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= Campaigns internally developed in 15 to 30

15% of Brazil Consumer employees are spokespeople

allowing national and regional activities with media

houses.

64% organic traffic

days.

More than US$100m of spontaneous media over

time

perian.

s €X
e
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https://www.youtube.com/watch?v=HPuf6KBjuUY
https://www.meioemensagem.com.br/home/ultimas-noticias/2017/09/25/sergio-malandro-estreia-campanha-do-serasa-consumidor.html
https://adnews.com.br/dia-do-sexo-serasa-consumidor-e-laura-muller-se-unem-em-video-provocante-sobre-educacao-financeira/
https://www.youtube.com/watch?v=vUOrbTaYNTA
https://exame.com/carreira/ama-viajar-emprego-dos-sonhos-do-serasa-que-paga-r-100-mil-e-para-voce/
https://www.meioemensagem.com.br/home/marketing/2019/11/18/serasa-alerta-sobre-fraude-online-em-loja-ficticia.html
https://www.promoview.com.br/categoria/brand-experience/acao-do-serasa-no-carnaval-paulistano-vai-deixar-tudo-roxo.html
http://revistapress.com.br/advertising/serasa-antifraude-lanca-sua-nova-campanha-alertando-consumidores-sobre-golpes-gerados-por-dados/
https://www.meioemensagem.com.br/home/comunicacao/2019/05/27/carlos-moreno-ex-bombril-faz-limpeza-com-serasa-experian.html
https://pods.link/m5Jt36xVc9Dwz
https://agenciabrasil.ebc.com.br/economia/noticia/2020-06/dividas-na-serasa-podem-ser-renegociadas-em-agencias-dos-correios
https://www1.folha.uol.com.br/mercado/2020/06/serasa-promove-acao-para-consumidor-quitar-dividas-de-ate-r-1000-por-r-100.shtml
https://g1.globo.com/economia/noticia/2020/01/13/caminhao-itinerante-do-serasa-para-limpar-o-nome-comeca-a-circular-em-sp-nesta-segunda.ghtml
https://vimeo.com/299717858/b971711b64
https://vimeo.com/378616202/1a2657410c
https://vimeo.com/325877636/143568f5bf
https://vimeo.com/311957079
https://www.meioemensagem.com.br/home/marketing/2020/03/04/serasa-detalha-parceria-com-o-corinthians.html
https://www.youtube.com/watch?v=mkw3jkXHjEc
https://gshow.globo.com/programas/caldeirao-do-huck/ep/orecomeco/noticia/como-ter-seu-nome-limpo-em-apenas-4-passos.ghtml?utm_source=facebook&utm_medium=social&utm_content=comercial&utm_campaign=caldeirao+-+comercial&fbclid=IwAR2gT8MxTy0Lqr5Rxtk22eFjCdtO2w1-2cbghcRzEFX07Bt5525_ikLJAL4

Growth Hack swategy ST kPl

Great projects inspired by international references, aiming at the brand's constant presence in spontaneous media.

media booster
reference

Over USD

15M in

spontaneous
media in each

N v | sy sl ) 11 Caminhio da Serasa vai Projeto (nicia na semana o
—tagn e s etnse - pam dmrees.
—— e — o Ei
ZEEL 7 oo i ot svns [ oferecer consultas gratuitas e o ECONC
j——— s eu st serviga i a porsibilidade de renegnciagia d em 39 cidades VA, O Sanans [WOCORERD PN IR VT e e AT
o juridica (7). ﬂn“w 'I:ﬂﬂ'Iﬁ drveraas ododes heasilonas O oddetmodogeogeind levir ¢
B - deve p wma rn e Carndnt G I0meranie  inlirmacies sobty edecacio

P ear IBOOmacOes € At AnasCetil © GEo possim (e
mmmmmimﬂﬂ VAGOR @At A POpolacas O HINUM Jura A Vi oconomica

T e Lo e . Caminhao itinerante do Serasa

Antuaagabul, fl regldo con - oM CadA Cladade, n muth) m =
nv o ek e por i i :”:’.“'::':’,‘.::':.":.“:.:t:' para limpar o nome comecga a
A0 SCRUE N a inlenior do S, laaer Ta e exttavir
.~ circular em SP nesta segunda

Amazon makes its first drone = ~— - Evento onlne acontece até dia 31 de margo & realizou
delivery to a real customer \ rraas e 1,3 rrilhlia i 2=tes

......

e LU —

or: i
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http://g1.globo.com/sp/mogi-das-cruzes-suzano/diario-tv-1edicao/videos/t/edicoes/v/caminhao-do-serasa-oferece-consultas-em-mogi-a-partir-de-terca/6158370/

Audience KPIs

We are already the largest Brazilian fintech from an audience standpoint.

Visits (millions)

Financial

m Audience 28
(millions) l 24
. ]
*Nov/19
. ]
S
FY17 FY18 FY19
NPS Apps (millions) Ap | & @
e,
%s. | 48|43
a
47 | a4
5 0OCON | 45 | 4.4
11 | 42 | a5
Oct/18 Oct/19 June/19 June/20
(P '
30 © Experian *Source: Google Analytics; Similar Web; Team analysis | App: active users | Financial Audience: Unique visitor; Nov 2019. ..experlon



What I1s next?

Serasa will be the first financial social network.

%
X
(Y

2
2

[} LINKEDIN: Business Network
I3 rAceBOOK: Social Network
() INSTAGRAM: Image Network

Score 0 @ i

- SERASA: Financial Network ------------------------nommemmm ey
. i Serasa er
’ score @ zaf;;;trn pasitivo
I » Comprehensive  Score improvement
| 5 credit scan
- @ irresa nome eCred
| * Renegotiate debts * Personal credit
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Brazil Q&A

Valdemir Bertolo, Silvio Frison,
Jose Luiz Rossi and Lloyd Pitchford
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Barclays European Business Services
& US Credit Bureau Forum

Wednesday 9t September 2020
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Alex Lintner

Group President, Consumer Information Services
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CoOovVvID-19

Understanding client challenges

during volatile times

Deepening client

How do we best
understand and respond
to impacts on our
portfolio and business?

How do we adjust
our services to
support digital
experiences and
work-from-home

relationships and
helping them serve

their customers
How do we support

customers that have
been impacted by

w N the pandemic?

/ \ / N Eﬁ@onm

operations?

How can we ensure we

are adequately protected
against increases in fraud
and compliance risk?

E <
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cCcoviD-19

How we've supported our clients through this period

Scaled thought leadership and support services

Created Economic Response and Recovery Suite
* Business intelligence, dashboards and insights
Perpetually refreshed forecasts
Advanced fraud detection

Positioned existing solutions for response and recovery

o®: ] .
s experian.



OUR MISSION

Be the Consumer’s Bureau

Extend Core Market Grow Through Power
Leadership Innovation Advanced Analytics
Expand market lead in data Continue an unmatched Help clients reach consumers
accuracy and quality consumer track record introducing and deliver the most accurate Al

support, while advocating for innovations that deliver lending decisions by expanding ¢
consumers by offering more value to our clients, data and analytics,

control and an ability to Improve consumer experiences and enabling rapid

contribute and create new revenue deployment to production
streams

-
| o, -
® Sxperian:



Core (- /+) Mortgage (+)
Strong results through Significant increase through
One Experian and diversification refinancing and growing market share

Gains + Mortgage volumes Growth through new products

Recurring revenue a complement

+ CARES Act and primary position + Market share
to volume-based revenue

with Small Business
Administration (SBA)

+ Insurance

+ Tenant Screening

Declines
- Credit marketing activities

ale -
2 Experian.



SPOTLIGHT:MORTGAGE

Unlocking the modern mortgage through
data, analytics and empowered consumers

Drive sales of current solutions... taking

@ market share
Continue strong growth in winning position as primary

bureau that is driving sustained increase in market share

G Deliver new products... grow ARPU

— " Continue market share gains with new solutions that
reduce friction, better manage risk and enable marketing

Expand our reach... new sell-through

partnerships
Drive new revenue through increased distribution resources,

strategic investments and new partnerships



SPOTLIGHT:ASCEND TECHNOLOGY PLATFORM

Our Ascend innovations are generating $80 — $100m

annual revenue and we're just getting started

The foundation
laid 2+ years ago

Expanding our lead
in data and analytics

©e

Ascend Ascend
Analytical Data Services
Sandbox

* More data, faster
» More efficiency
» More flexibility

Expanding share in
focus market segments

Driving growth with a strong innovation
engine and technology foundation

©e6

Setting a new standard for integrated
credit analytics and decisioning

eee

» Deliver most insightful view of consumer

Ascend Ascend Ascend
Marketing Account Review CECL
Forecaster

« Accelerated innovation releases
« Growing across the credit lifecycle » Drive analytics through to production

« Enabling solutions to take action » Streamline advanced Al and ML

e,
o -
s experian.




SPOTLIGHT:ASCEND TECHNOLOGY PLATFORM

Accelerating Ascend growth through increased number

of users in existing clients, new clients and innovation

D

Ascend Ascend Ascend Ascend Ascend Ascend
Analytical Account Marketing Data CECL Portfolio
Sandbox Review Services Forecaster Loss
Forecaster
FY17 H1 FY17 H2 FY18 H1 FY18 H2 FY19 H1 FY19 H2 FY20 H1 FY20 H2 FY21 H1
Cumulative Global Clients 2 8 12 25 37 59 93
: Further
Global Cumulative TCV $16m $50m $100m $150m $270m $313m Srowil

Note: Client counts include proof of concept and Ascend Insights Freemium versions

... .
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Our outlook for sustainable growth

Our core business
continues to grow

* Used the crisis to grow
market share in key segments

* Accelerating expansion in
adjacent market segments

We're just
getting started

« Widening our lead in Data Accuracy
and Consumer Engagement

We’ve built an - Pipeline of disruptive new products
INnn Ovati on En g | ne actively and successfully being tested

by some of our largest, most

People — sophisticated and most

Demonstrated organizational know-how demanding clients

Technology — * Robust innovation pipeline to

Prior years investment paying off serve clients’ growing needs

Process — for Advanced Analytics

Rapid innovation responding to .1

customer needs and quick to market ) 7 E 3

o -
®experian.




Where Next

We believe CIS North America will sustain historical growth rates for years to come

Well positioned

] Continued Innovation in
for grOWth In a growth of Verification
post-COVID Ascend Platform Services
world
Recovery Tapering-down of Recovery of
of Mortgage Mortgage Re-fi ¥ Core Lending and
originations g, boom Credit Marketing

a -
2 experian.




Experian North America Health

Jennifer Schulz

Group President, Health, Auto,
Data Quality & Marketing Services
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Health is core to Experian’s vision / mission

Experian’s Global Strategic Focus Areas

Enable businesses

Empower consumers Help consumers Remove complexity &
to improve their control their data increase transparency in
financial lives & verify identity underserved verticals

Make credit & lending

to find, understand &
connect with audiences

U

simpler and faster

Our patient access software Our authentication solutions verify Sophisticated robotic process Our Social Determinants of Health
Health Solution Exam ples helps patients select the right patient identity at registration and automation drives better and ConsumerView data help
payment plans and connect before providing access to efficiency in traditionally manual, payers and providers better serve
them with charity care online/mobile portals for payment error-prone, time-intensive tasks their patient populations
Our data powers....
Credit Bureau Data ...all driving automated workflows for the provider and
Business Data an improved experience for the patient...

®

Marketing Services Data I zq

0O

REVENUE CYCLE
WORKFLOW
SOFTWARE

Y

IDENTITY
MANAGEMENT

Experian Data Quality PATIENT &

Functionality

CARE
MANAGEMENT

CONSUMER
ENGAGEMENT

Decision Analytics

+

Healthcare Data Improve patient experience Collect every dollar due Manage patient identity Keep patients well
(via clients)

TP i
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We have created a scale Health business

8,300+ cient” Served

43 Quarters of
Positive YoY Growth

@ mpv Including ~3,875 Hospitals
SearchAmerica representing... over 63% of all

US Hospitals 12% CAGR

P ASSPORT Revenue Growth™
50+ Products Offered
myhealth Pdirect Ston N .
g year-over-year revenue growth* in
key established and newer product areas Strongly margm
across the portfolio... accretive

12 Legacs companics

Financial Assistance
0
35% Screening

or: i
47 © Experian = FY20 over FY19 e experlonm
** Specific locations @

*** Fiscal year FY15 to FY20



Experian Health: Our Vision

Experian Health’s mission is to use data-driven insight to connect and simplify healthcare for all

Where we are now...

 Leading products in both front-end and back How we get there...

office Revenue Cycle Management (RCM)

« Strong momentum in Patient Engagement Evolve
with MyHealthDirect acquisition Core RCM Business

* Customer reach of over 63% of US

hospitals .+ Innovate
: “\./~ Offerings around Key Growth
bl Opportunities

Where we are going...

Leading product mix across patient engagement, identity O Diversify
management, care management as well as RCM @ Our Product Mix and End

Value-added solutions fueled by data, analytics, and Markets
decisioning expertise
The patient identity connector in the health ecosystem All three components bring a heightened focus on consumerism

and data — learning from the data we have and acquiring data

Broader customer mix of providers, payers, and _ _ _
assets to drive future innovation for our customers

pharmacies

J

TP i
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Our perspective a year ago of the market and our future

49 © Experian

US Healthcare Market Context

The American healthcare system is ripe for disruption, and a
number of trends are driving the need for payers and providers
to evolve and change.

Increased Data & Analytics Scaleand
Competition

US Healthcare spend, estimated at $3.65 trillion in 2018, represents ~18%
of US GDP.

., .
4 ©Bossnrole experian.

[ Identity Management

Experian’s Unmatched View of the Patient

With the backing of Experian’'s robust platforms and data assets, we can deliver the most
comprehensive view of today’s health consumer.

| Patient Payment Profile g
*  Propensity to Pay

ates t
Identity Verification incorparales paymen

and Matching data and verified patient
Latest demographic incomes

i . dpdd . +  Payment Plans and Collections
e and address Strategy based on patient's
verification

John | uniquefinancial pasition
Age: 25
Lives Alone
Unemployed

Ins. Coverage?
Patient communication | am

Experian Powers the Healthcare Journey

Experian Health leverages assets of One Experian and non-clinical health data to differentiate its
products and provide value-added solutions fueled by business data, decision analytics capabilities,
credit header data, marketing data, and Experian data quality (EDQ) functionality.

& Cowersge
Discvery

g Folent Fnencis
Closrance

Manager

G m Uiversal sty

F@CE

Incident eceurs,

triggering need to and secure. treatment and fulfillment tted and collections
‘seek healthcare. estimate discharge
‘ &Lam EX 8l
4 He -
& G o roes
. & Some
& m o ’
Key .,
1 SEsparion Putc Data ) st @ unewu oata  E, Servioenbata 5D Fometionaity sexperian.

. S

| Patient Engagement 7 |

Fraud
Precise ID and
Digital Risk Score leveraged
as patient logs on to patient
portal

Social Determinants of Health rill%

SDOH qualifications leveraging

all Experian data

Does he live alone or have access
to transportation?

12 ©Exparien Putic

preferences and
tailored messaging

Care Coordination
+ Leveraging ADT feeds (admission,

discharge, and transfers) and
scheduling capabiliies for effective
care coordination across delivery sites

., .
2experian.

Our Growth Agenda: Three Key Priorities

Evolve Innovate Diversify
Core Revenue Cycle Offerings around Key with Targeted Strikes
Management (RCM) Growth Opportunities in New Markets
Business
.. .
o © B o *experian.
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Our perspective in the era of COVID-19...key trends accelerating

The American healthcare system has seen several megatrends over the past years, driving the needs for providers and payers
to evolve. These trends are still relevant, but COVID-19 has accelerated many and highlighted various inefficiencies.

— Trends still relevant and continuing ——

Rapidly accelerated by COVID-19 with increasing level of importance J

Scale and
Consolidation

Ecosystem
Convergence

Increased

Competition Analytics

Impact to f
Experian Health:

50 © Experian

Since the start of the
pandemic, we have
seen new added
pipeline of $8.5m for
our consumer digital
experience solutions

Shift in Care
Settings
(including

Virtual Health)

Many hospital clients
have seen negative
changes in
transaction volume —
with more choices in
care settings, a
portion of outpatient
services will likely
continue to shift away
from hospitals

Unique Patient
Identifier

We help providers
understand who
their patient is -

year to date
revenue for identity
management is up
69% YoY

Price
Transparency

Our patient
estimates offerings
help patients
understand what
they will owe,
before services are
provided

P ;
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Previous Year’s View

Experian Powers the Healthcare Journey

o X T T *&xperian

Our perspective In the era of COVID-19...

~.— | bringing the depth and breadth of Experian
JETEIEEY | capabilities improves the US Healthcare system

Combining the right data, analytics and software can transform healthcare — from leveraging credit data to create
a personalized, nearly invisible, payment experience for patients, to having consumer data insights into how and when to
reach patients to improve the quality of care and their overall healthcare experience.

Universal Identity
Manager: Experian Single
Best Record

With the Department of Health and
Human Services (HHS), we armed state
health departments with our UIM
Experian Single Best Record Lookup
tool to connect patient identities and
improve contact tracing

51 © Experian

I-Il Il | =y
° B

Social Determinants of Health &
COVID-19 Outlook and Response
Evaluator (CORE) Heat Map

Identifies geographic populations at
high risk of COVID-19 spread to aid
government and community response
— over 6,000 views generating over
100 sales leads

@
AVa

Precise ID for virtual
authentication

Patient portal utilisation for
secure, remote healthcare access
drives new clients for identity-
proofing services and increased
use from existing clients - 63%
YoY increase in revenue

Patient Schedule - Online
Scheduling
(MyHealthDirect)

~32,000 COVID-19 screenings
and ~26,000 telehealth
appointments scheduled

P ;
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Previous Year’s View

Our perspective In the era of COVID-19...
delivering our core capabillities to improve the
C e patient experience

We have made great progress on the consumer digital experience, knitting together capabilities and competencies to improve the patient
experience. We combine our foundational, proven revenue cycle solutions, with our unmatched knowledge of the patient, and MyHealthDirect
consumer-facing capabilities to deliver on an end-to-end touchless, digital financial and administrative experience for the patient.

Capabilities and Innovation:

Registration Accelerator
Patient Financial Advisor SRS si— o — o — o

o 'D e S (4) Register online Sun !_'e' Financial Advisor 2 & Checkin 2
% Earfiost rovider D: Y N
1 . 3 7 Your Estimated Cost @
Wednesday, April 22 m;iwu 10:30AM " Wg’;’g ':I«* 5'1'"6”0 "~ You Are Checked In!
Here's a Preview of the 4 Thanks for checking in. We look
. Front of Your ID forward to seem'g yc;: shortly.
Experian Data Assets and (o ? serves Se1 19 -
- 5 Fiopa st reedy o sty vt o< sy :
Unmatched View of Consumer: ek e s e || B | |pr— e 2
. W . "= w A Cost Breakdown Detal $193.73 =¥
5 & 2 Servicy 58
g, personalised payment R - o ~
information, identity verificaton | oo samew el | | T ] e —
$116.24 %
Show Oetads
A Goople Maps e
VR
o Sl Problems? Call 1-868-234-2389 Ghiogee n Coptoa Aot
Annaintm: n. il

MyHealthDirect
Acquisition /

TP i
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Our perspective in the era of COVID-19 ...
Experian’s growth agenda comes into sharper focus

Our Growth Agenda: Three Key Priorities

Jo

Evolve

Core Revenue Cycle
Management (RCM)
Business

N
—O-.
-

Innovate

Offerings around Key
Growth Opportunities

©

Diversify

Our Product Mix and
End Markets

.,
. )
*experian.
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/

*As estimated by the Kaiser Family Foundation

Key Growth
Initiatives:

Patient Payments
& Collections

&

Consumer Digital
Experience

Identity Resolution,
Authentication &
Enrichment

With patients covering a larger share of the
bill and demanding a better financial
experience with convenient payment options,
patient payments and collections are a major
area of growth in the market

The average American family spends 11% of
their household income on healthcare.” We will
empower consumers with a seamless, safe,
transparent experience, enabling them with
improved administrative and financial aspects of
their care.

We can solve significant problems around identity
in healthcare, including significant administrative,
financial, and clinical impacts that may result from
patient identity information that is incomplete,
inaccurate, and disconnected

P ;
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Key Takeaways

54  © Experian

Experian Health leverages expertise in data, analytics and decisioning power in tight alignment with Experian’s strategic focus
areas. Our data sets us apart and powers our market leading solutions.

Combining inorganic and organic growth we have created a large and growing Health business. We have created a scale business with
impressive results of 43 straight quarters of positive year over year growth.

COVID-19 has accelerated many of the megatrends we have been tracking in the past several years, notably consumerism, digitization,
and the shift in care settings. While healthcare is a slow-moving system, we have positioned ourselves nicely to help our customers and their customers in the
next normal.

Combining the right data, analytics and software can transform the fragmented and complex healthcare system. This intersection is
Experian Health’'s sweet spot and our strongest competitive advantage. Through our data, analytics, and software we increase efficiency and squarely deliver on
our mission of connecting and simplifying healthcare for all.

We are delivering on knitting together our assets and core capabilities to improve the patient experience. Our consumer digital
experience solutions build off our proven RCM capabilities and set ourselves apart with our expertise in understanding the consumer.

For continued growth, our pillars remain evolving the core business, innovating, and diversifying, with notable growth initiatives under
way centered around the consumer digital experience, patient payment and collections, and identity management.

P ;
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Experian North America
Consumer Services

Jeff Softley

President, Direct to Consumer

P :
o .experlcnm




Our strategic priorities and growth agenda are ambitious

We will be the
pre-eminent
platform for

consumers to
manage their

financial lives

56 © Experian

* We are developing a deeper relationship
with consumers; playing a more central
role in their day-to day lives

* Our brand and our data give us the
license to support consumers across many
areas to enhance their financial lives

* We are taking share across markets as
we scale

- We are accessing substantial new
growth markets through accelerating
product innovation

P ;
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We are evolving our consumer value proposition, our role,

and our brand to achieve scale and growth

Direct to
Consumer
Growth
Horizons

Timeframe

Total
Addressable
Market

Member Base
Size

Member
Engagement

Verticals
Targeted

57 © Experian

Commoditization

& Disruption

Business Model
Stabilization

7

Scaling Ambition

FY10 to FY16
$1bn+

2m to 5m

Few times
per year

1

FY17 to FY19
$2bn+

5m to 25m

Every other
month

3

FY20+

$10bn+

Monthly

10+

25m to 100m+

Use our unique role and
position to build “first, best,
only” products which give
consumers more control

Scale our customer base
and expand our brand

Harness consumer
contributed data value
propositions to access and
disrupt broader markets

Franchise expansion to
access further growth

P ;
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Macro trends play to Experian’s advantage

Macro
Trends

Experian
Advantage

58 © Experian

Accelerating digital
transformation

Generational and technology
shifts advancing rapid adoption

The COVID-19 pandemic is
accelerating need for digitized
processes

Experian’s Unique
Position

Experian’s assets and leading
role in foundational financial
processes paired with our
growing consumer business
create new opportunities to
enable consumer control and
serve partners

Consumer contributed

everything

Consumers are getting more
comfortable with sharing their
data for benefits

More and more “real world”
outcomes are being realized
through consumer contributed
data

Experian Boost and
More

First mover advantage and an
expanding set of use cases

New value propositions in
development against a backdrop
of digital transformation in the
market

Sources: ECS COVID-19 & Consumer Confidence Survey, March 2020

EY-Parthenon PFM Dynamics Consumer Survey

Consumers need help

2/3 consumers say they are
worried about their finances

Consumers have grown less
optimistic about the short-term
outlook for the economy and
labor market and remain
concerned about their financial
prospects

Consumer Trust as
Foundation

Consumers trust Experian to
produce financial health products

that they would trust and use

Consumers have a confidence in
Experian’s ability to meet their
evolving needs during times of
uncertainty

P ;
. .experlonm



The Experian advantage: Our consumer-contributed data
strategy creates value for consumers, partners and the business

Experian Boost Momentum Favorability Engagement Monetization
20% % Aware of Experian Boost Awareness of Return rate is Free customers
) Experian Boost improved for who complete
45% greatly improves customers who Boost generate
favorability use Boost higher revenue

40%

Experian '

Campaign Streaming
Services

0% . launched

25%

35%

+74%

20%

15%

10%

5% General Aware of Never Used Never Used
A-19 M-18 J-19 J-19 A-19 S-19 0O-19 N-19 D-19 J-20 F-20 M-20 A-20 M-20 J-20 J-20 Population Boost Used Boost Used Boost

TP i
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We are increasing awareness and adoption of Experian
Boost with an unexpected partnership in our new campaign

Where you take control.

gxperlanm

k #  Download on the [ GETITON \
‘ @& AppStore P Google Play

exprian.com/boost

P i
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The Experian advantage: Scale Is creating new opportunities
and more ways to engage consumers

33m Login Volume - Free Members
Free Customer Base Free Customers

Creating a high
engagement
business model

Scale enables the
business to create

meaningful entry 58%+ and a uni
) que
Into new markets G{%‘:"rm position of trust

with consumers

FY16 FY17 FY18 FY19 FY20 FY21 Q1 Fyie  Fvar Pyt YIS FY20

TP i
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The Experian advantage: Partners trust our quality and

consumers trust Experian

COVID
CreditMatch
Approvals

Q1 Q2 Q@3 Q@4 Q1 Q2 Q3 Q4 Q1
FY19 FY20 FY21

Approval
volume
at an all-
time high

FY21Q1 YOY CreditMatch is
Growth growing; while
Bankcard
inquiries have
declined
Bankcard

Hard Inquiries

CreditMatch
Approvals

63 © Experian

Source: Experian State of the Market Trends

COVID has created a unique market opportunity to
serve consumers and partners in meaningful, new ways

* Lending guidance in uncertain market

Partner

VEEGER °© Access to high quality new customers

« Confidence in long term value and profitability

v’ Partners maintained their relationships with CreditMatch
even while reducing their network and marketing spend

v’ CreditMatch onboarded 3 new partners and 6 new credit
product offerings during COVID-19

« Advice on how to safeguard their credit
Consumer

Needs

» Access to tools that promote financial wellness
» Confidence to gain credit

v"Net Promotor Score improved 17% during COVID-19
with the launches of Savings Center, Bill Negotiation and
Auto & Mortgage refinance offers that help consumers
manage their financial lives

v Expanded Experian Boost to include additional credit
\_line options, e.g. streaming services y

P ;
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Our growth agenda will extend into large and adjacent markets
where we are competitively positioned

enes $5bn+  wRRIie $3bn+  eerice $10bn+

We will help consumers manage Identity services are more than just Consumers can use their data and
their financial lives, not just their a passive insurance and protection financial profiles to access new
credit, with new freemium features proposition. Consumers can products across more areas of their

that assist consumers in manage their privacy and financial lives.
improving their financial control their data across new and Partners can access a stream of

position and saving money. expanding use cases. qualified, high value customers.

@,
. °
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We are expanding with a new breed of “Smart” financial
health products; fueled by consumer contributed data

FINANCIAL
HEALTH

a, .
=experian.

Your Net Income (i)

$5,000

1
t
NOV  DEC | JAN
2019

Your Cash Flow (i)

$10,000

$7,500

Financial Health
Provide consumers with
capabilities to build their

financial profile and

manage their financial

65 © Experian .
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Bill Negotiation

Lower your bills without the
hassle.

Let us work with your utility providers to
negotiate the best rates for you

The average
user saves
about $275

«»
per year! ﬂ ?
s

Bill Negotiation
Help consumers eliminate
costs and save money by

negotiating bills on their
behalf.

P ;
*experian.

experian. | Boost

Ready for takeoff! Your bills are
standing by to boost.

Just review and add them below.

Ready to add

‘ NIETELTX

Experian Boost
Improve credit scores
instantly — now utilizing
streaming service
accounts

Boost
Customers

32m

Credit Score
points added

$1.7bn

in additional
credit accessed

P ;
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Our marketplace Is expanding, creating opportunities to help
consumers save money in a whole new way

MARKETPLACE

Lead Generation

., .
Sexperian.

A personalized savings plan, just for
you.

We're all trying to find ways to make our money
go further right now. So we've put together your
top savings opportunities, all in one place.

Advertiser Disclosure

YOUR BEST MOVE

&

Save on interest with a balance
transfer

Your current balance is $9,264

Savings Center
Helps consumers find
new ways to save
money - monthly
expenses, interest

66 © Experian rates, & more

-, .
Sexperian.

On average, users who switch car
insurance save $560*.

Enter your info so we can match you with free

Yes

Current Insurer

Other

1 Partner Offer From QuinStreet

jl’sElcc:

Auto Insurance
Marketplace
Better credit can save
consumers money in our
auto insurance marketplace

s

15X

5 months

~\

Auto Insurance Revenue

Mar Apr May Jun Jul

Partner Response

“CreditMatch, in the span of
less than 3 months, have
become a T1 partner and are
getting attention and priority all
the way up to the CEO level”

~ Auto Insurance Partner

J
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We have a clear path ahead of us, strong momentum and
substantial new opportunities which play to our advantage

® Growth agenda is working - we are taking

We will be the share In core markets

pre-eminent
platform for
consumers to
manage their
financial lives

® Uniquely positioned to address macro trends
and evolving consumer needs

® Substantial franchise expansion opportunities
available to accelerate growth

TP i
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North America Q&A

Craig Boundy, Alex Lintner, Jennifer Schulz,
Jeff Softley and Lloyd Pitchford
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Barclays European Business Services
& US Credit Bureau Forum

Wednesday 9t September 2020
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Appendix
Experian American Depositary Receipt (ADR) programme

ADR shareholder enquiries: Experian ADR shares trade on the OTCQX:
Shareholder Relations Silele] EXPGY
BNY Mellon Shareowner Services CUSIP 30215C101
PO Box 505000 Ratio 1 ADR:1ORD
Louisville, KY 40233-5000 Country United Kingdom
United States Effective Date October 11, 2006
Underlying SEDOL B19NLV4

T: +12016806825 Underlying ISIN  GBOOB19NLV48

(From the US: 1-888-BNY-ADRS, toll free) U.S. ISIN US30215C1018
E: shrrelations@cpushareownerservices.com Depositary BNY Mellon

W: www.mybnymdr.com

o' X :
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Appendix
Contacts

Experian

+44 (0)203 042 4200
www.experianplc.com/investors
investors@experian.com

Nadia Ridout-Jamieson
Chief Communications Officer
nadia.rjamieson@experian.com

Sarah Schibli
Investor Relations and Communications Manager

sarah.schibli@experian.com

72 ®@Hygmeiéan Public

Evelyne Bull
VP Director Investor Relations
evelyne.bull@experian.com

Alex Sanderson
Financial Reporting Manager
alex.sanderson@experian.com
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Appendix
Event calendar

16 July 2020 First quarter trading update, FY21
22 July 2020 Annual General Meeting
17 November 2020 Half-year financial report, FY21

Disclaimer

» This 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 the
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.

* 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 GAAP measures.
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