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Agenda

* Overview

« Key demographic trends
e Societal shifts

« Ubranization

 New Communications
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Consumer demands and the fallout from the two speed economy,
facilitated by technology and the availability of information, will
shape the trends of the next decade

Consumer empowerment
Instant information and reviews
Technological advances

Perceived failings of the big banks
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The Complexity of Consumers: Longevity of key trends

Peer-led advice

Aging population

Diverse customer base

Delayed life-stages

2010 2015 2020 and beyond
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Demographic transition
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55-64 m 65+

40-55

25-39

H Minors m 18-24
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An aging population will increase demographics where
mutuals are strongest

65+

55-64

40-54

M Mutuals ® Banks

60% -

54%

25-39

18-24

0% 20% 40% 60% 80% 100%
Proportion of banking consumers, 2011 (%)

Proportion of clients with home loans, 2011

18-24 25-39 40-55 55-64 65+
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Accelerating immigration trends are increasing the
percentage of new residents

m Growth B Net Overseas immigration

450 - 60% of
400 - grOWth from
250 | the last 5
S oo years due to
£ 2so | immigration
g 200
2 150 25% of
" 100 Australian
50 S were
0 born

1999- 2000- 2001- 2002- 2003- 2004- 2005- 2006- 2007- 2008- 2009-
2000 01 02 03 04 05 06 07 08 09 10(c) overseas
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Increased consumer longevity will need to drive
Innovation in products and services

Lower fertility and Ethnic make-up will N e

mortality rates are become more trom non-traditional
accelerating the diverse & ‘ SouniTlEs of el
ageing of the integrated, moving ol @l ey

population out of major cities.

8 8 8

Barriers to

Product sets Target consumers
inclusion need to

previously
over 65s need excluded to widen be systemically
developing customer base addressed
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Guadalupe Credit Union shows that no credit history
need not be a barrier
Flexible ID requirements

Credit-builder loans to build history
Longer branch hours

Marketing and advertising in community media

SMART CASH payday loan alternative product

Wire - :
ST International remittances v

MMore than banking, were family!™

ﬁ GUADALUPE

CREDIT UNION
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Changes

NEXT EXIT M

Social change — _ | m—
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The shape of the family unit is changing, and FS
products must change to account for it

Group
. . h holds,
Childless couples will soon Other families, O
become the largest grou 1.1% Lone person
g g P One parent / households.

- o
families, 10.3% 22 89,

14% of families were single
parent homes

1.3m families had adult children

still living with them Couple families
with children,

32.9%

Childless
couples, 29.9%

Age at first marriage rose 3.1
years between 1989 and 2009

Source: ABS

2009/10
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Unconventional homes lead to unconventional needs
to fulfill typical life goals

Consumers are staying
single for longer and
delaying a number of

life-stages

8 8 g

Need to help consumers
: Target age groups for :
High LTV mortgages : : with debt burdens to
products will shift

Raising a deposit will
be more challenging
for single parents

University leavers
have their life-stages
delayed due to debt

will be more prevalent save and deal with

upwards
mortgage stress.

INSIGHT by batamoniTor DATAMONITOR




The Ecology Building Society in the UK designs loans just
for retirees

v=s ECcOlOgy

& Building society

Retired consumers 50+

Do not need to be contributing to an
Investment scheme

Pension income counts towards income requirements

Greater care on survivor suitability/ affordability

> 3o 33 P
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The country is moving to the cities, directly threatening
geographically focused mﬁlutu'als o

1 b b,
il

e,

; it

/g«éfg’
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FPeople per sg km
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88.4% of
Australians
Ty lived in cities
- in 2010
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New communities are forming virtually and BIG

oOTY,
are ready for financial services partners
109,831 members

Issue dnve&) Q / | éw@%%

Eth}C foc ed ' 216,114 members

NEV \n ts “«m g ONLINE

Enthustasts 27,098 members

Students

Employees whixlpool
454 195 members
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Mutuals will need to link financial products with
community attributes

: Desire for Ethical and
Consumers will :
: partners that unethical
DTS Uil VERLEE reflect their credentials will
reflected in all . . : :

_ ‘ interests/aligned ‘ increasingly be
areas of life . :

to their values. used to judge

4 1 1

Introduce new
products or adapt Stronger links to
current ones to fit the community
with demand for and issues
ethical products
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Ethical
considerations

will com into play
at all levels




Vancity uses its own social network to
connect and form communities lﬂ‘“\‘\\

Vancity Bike Share program

W ® The Hub website networks

Twsstn Faorims  Foloeang - Fale

Twitter feed for customer service TS _
and networking e e i

RPN ——

Thape

Forms communities around — e RS

itself based on issues | == o
Assets: $14.4 billion
Employees: 2,000
Members: 414,000 sney onics i coming 1o Ot and 1 feund 8 GREAT Dest
Branches: 59 G s s st e S it

B Wiaakday Inva
b W ancouvers
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Young and Free campaign reaches out to students and
young people

Dedicated to

the next generation of
credit union

Young & Free is an innovative, .
social media meets product

promotion meets user-generated- "“HENYBLIIE L

content campaign that is achieving e e oy | TVEERERITI I

significant on-going success for
credit unions in the US and Canada.

Giving you a voice,

a head start and |

useful information Dty L | FREE/ roverary
e eosiar 4 aLeerta / (@) Servus

credit union
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Australia is online in a big way and needs
financial partners that are there too

M Several times a day M Daily 1\Weekly = Monthly © Rarely M1 don't know 468

Total

65+

s 2000 2011
4554 Internet users
per 100

35-44 2010

25-34

18-24

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Resdondents frequency of social media use, 2011

How often, if at all, do you use social networking sites? Mobile phone plans
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Consumers are moving their research online for all their
financial products

M Total market W 18-45
25%

20.3%

Home loan holders, 2011 (%)

Research via online Research via price Research via blogs, Research online via
news or expert comparison sites customer reviews or providers own
review sites social media website

Actions done before taking out a home loan
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Greater social media engagement is a priority for about
20% of consumers

M Quite interested = Very interested

Social media

. - . Receive information
Interaction Wl” about my account through
become more social media
mainstream

My bank or FS provider to
have a social media
presence

Speak to my bank
representative through
social media

No one can afford ~ Ability to receive
information about suitable A4
to deny products through social :
di
themselves a meds | | | . | |
Communication 0% 5% 10% 15% 20% 25%
Channel Australian consumers, 2011 (%)
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Social media will be increasing integrated into
marketing and product development

More of the Social media will Social media sites

population will be become aroutine will contain more
on social media _ forum for - useful data on

sites. researching clients

. : 1 .

Providers will have Providers will need This intelligence
to do more to to use social will need to feed

engage with their media as another into product
customers online. servicing channel design and sales
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Saffron Building Society has built a strong social media

presence in the UK

Fun and practical online tools Saffron ,l’f(..
Engaging community activities

Ladybq'd

sEver Home Ladybird Account Rules Clues Found One!

Places to Lok .
8 - Manday 31 August

Plan. Save. Get Married!

PL "3 "SAVE GET'MARRIED! il R s : ay 28 - Mar H i =
—_— * B e Kk Personalized social media
| Start Planning 7 ookt olchester T
Opena 't y' savings account naw and pla - - i o
- e o - =3 W— - #n Jon Hall I Aot @uon.E il
el ot el e i — i i ol v s M vl o e 7 ol i o s @Jon_E_Hal ‘ e
i har. [ m s take it a fit0 05 4 v 45 a2 0 thank yrs qu id: Ataat front FY i Tweets  Folowng  Folowers  Listed
Clues ound One st o . Connections
Snman Bishar s shorch Andy GDld[l‘lg '-\l-:-‘.'. @Andy_Golding
me Teplift i dham F @Andy_Golding East Angla 1223 | o7 728 2
CEO of Saffron '. Tweets  Folowng  Folowers  Listed
- Mt o alons co bl Connections
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Questions

Disclaimer

. All Rights Reserved.

. No part of this publication may be reproduced, stored in a retrieval system, or transmitted in any form by any
means, electronic, mechanical, photocopying, recording, or otherwise, without the prior permission of the
publisher, Datamonitor.

. The facts of this presentation are believed to be correct at the time of publication but cannot be guaranteed.
Please note that the findings, conclusions, and recommendations that Datamonitor delivers will be based on
information gathered in good faith from both primary and secondary sources, whose accuracy we are not always
in a position to guarantee. As such Datamonitor can accept no liability whatever for actions taken based on any
information that may subsequently prove to be incorrect.
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