Experian North America
Consumer Services

Jeff Softley
President, D2C

P :
..experlonm



Our strategic priorities and growth agenda are ambitious

We will be the
pre-eminent
platform for

consumers to
manage their

financial lives
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* 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
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We are evolving our consumer value proposition, our role,
and our brand to achieve scale and growth

.
Direct to
consumer Commoditization Business Model
Growth . ; > 1V Scalina Ambition Use our unique role and
Horizons & Disruption Stabilization J position to build “first, best,
only” products which give
Timeframe FY10 to FY16 FY17 to FY19 FY20+ consumers more control
Scale our customer base
TAM $1bn+ $2bn+ $10bn+ and expand our brand
Harnebs.s cccl)rélsumerI
Member Base contributed data value
Size 2m to 5m 5m to 25m 25m to 100m+ oropositions to access and
_ disrupt broader markets
Member Few times Every other Monthl : :
Engagement per year month y Franchise expansion to
access further growth
Verticals
Targeted 1 3 10+
\,
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Macro trends play to Experian’s advantage

Macro
Trends

Experian
Advantage
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Consumer contributed
everything
Consumers are getting more

Consumers need help

« 2 out of 3 consumers say they are
worried about their finances

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

comfortable with sharing their « Consumers have grown less

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

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

Experian Boost Momentum Favorability Engagement
% Aware of Experian Boost Awareness of Return rate is
Experian Boost improved for
greatly improves customers who
favorability use Boost

+74%

Gen Aware of Never Used
Pop Boost Used Boost

Q1 Q2 Q3 Q4 Q1 Q2 Q3
FY20 Fy2l
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Monetization

Free customers
who complete

Boost generate
higher revenue

+47%

Never Used
Used Boost
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We are increasing awareness and adoption of Experian
Boost with an unexpected partnership in our new campaign

experlon

u take control
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The Experian advantage: Scale Is creating new opportunities
and more ways to engage consumers

Free Customer Base 38l\/|

Free Customers

Scale enables the
business to create
meaningful entry
into new markets

FY16 FY17 FY18 FY19 FY20 FY21 Q3
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Customer Engagement

Total Login Volume Average Number of Overall Upsell Rate* Total Mobile App Total App
Free Members Logins per Customer Free Members Acquisition Engagement Volume
per Month Volume
‘ Free Members | |
III IIII III III| -II
FY17 FY18 FY19 FY20 FY17 FY18 FY19 FY20 FY17 FY18 FY19 FY20 FY17 FY18 FY19 FY20 FY17 FY18 FY19 FY20
More customers Customers are More customers Customers: And are highly
are engaged engaging are invested embrace mobile mobile-engaged
more often
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*Rate of consumers upgrading to one of our paid membership products



The Experian advantage: Partners trust our quality and
consumers trust Experian

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

* Lending guidance in uncertain market

CreditMatch is NELEN © Access to high quality new customers

growing; while
Bankcard

Partner

« Confidence in long term value and profitability

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

v’ CreditMatch onboarded 5 new partners and 6 new credit

FY21 Q3 YOY product offerings during COVID
Growth
» Advice on how to safeguard their credit
Consumer : :
NEPREY ° Access to tools that promote financial wellness
Baqﬁaﬁ?gegard « Confidence to gain credit

CreditMatch _ _
Approvals v"Net Promotor Score is elevated for CreditMatch consumers,

indicating that access to tools that help them manage their
financial lives creates a more favorable view of the brand

v’ Expanded Experian Boost to include additional credit line
\ options, e.g. streaming services y
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We onboarded more partners during COVID to access high

guality customers

BANK OF AMERICA %7

Gcreditfresh

12  © Experian

achs

& Card oldman Marcus:

by Goldman Sachs”

CONTINENTAL

FINANCE

-

o

~

Partner Response

“We are only working
with a handful of lead
gen sites moving forward
and CreditMatch is front
and center.”

~ Fl on Forbes 10 Best
Credit Cards list

“The work we are doing
here is truly innovative...”

~ Established,
multinational financial
services corporation

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

TG $5bn+ W $3bn+  weerice §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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*Includes first party & third party lead gen



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

FINANCIAL
HEALTH
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Personal Finances
Your Net Income (i)
$5,000
$2,500

$0

DEC | JAN

Your Cash Flow (i)

$10,000

$7,500

Financial Health

Provide consumers with capabilities
to build their financial profile and
manage their financial lives
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Bill Negotiation £ Contactus
experian. | Boost.

Lower your bills without the -
hassle. + e

Let us work with your utility providers to ‘“,,.
negotiate the best rates for you. bl

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

Just review and add them below.

Ready to add

The average

user saves - LK
about $275 ﬂ ? ‘

per year!

Bill Negotiation

Help consumers eliminate costs
and save money by negotiating
bills on their behalf.

Add 1 to boost

Experian Boost

Improve credit scores instantly — now
utilizing streaming service accounts
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Our marketplace Is expanding, creating opportunities to help
consumers save money in a whole new way

-

MARKETPLACE ~= = @y

Lead Generation

Auto Insurance Revenue
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AT

4x

in two
guarters

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

Enter your info so we can match you with free
quotes.

A personalized savings plan, just for
you.

ZIP Code

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.

Yes Q1 Q2 QS

Current Insurer

Multiple Vehicles? Good Driver? (i)

Advertiser Disclosure

YOUR BEST MOVE

Other hd

Partner Response

“CreditMatch, in the span of

less than 3 months, have
become a T1 partner and are

. getting attention and priority all
fE":" the way up to the CEO level’

iy
&
Save on interest with a balance
transfer

1 Partner Offer From QuinStreet

Your current balance is $9,264

~ Auto Insurance Partner

Savings Center Auto Insurance \ )
Helps consumers find Marketplace
new ways to save money Better credit can save
- monthly expenses, consumers money in our

interest rates, & more auto insurance marketplace

P i
15 © Experian e experlcnw
a



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
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