The Competition Commission (CC) commissioned analysis by British Market
Research Bureau (BMRB) of their Target Group Index (TGI), which is a regular
survey of customers’ buying decisions. The analysis carried out provides new insight
into trends in the behaviour and characteristics of home credit users over time;
attitudes and behaviour associated with home credit usage; and similarities and
differences between categories of home credit users. As part of its commitment to
transparent conduct of the inquiry, the CC is making available the BMRB report,
setting out the results of this research.
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The Home Credit market

A detailed analysis of Target Group
Index (TGI) data

Prepared for the Competition
Commission
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The National
Buying Survey

conducted by British Market Research Bureau
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An independent survey with 300+ clients
Trusted source with industry currency status
Started in 1969

c.24,000 sample — adults aged 15+

Data collection via self completion
guestionnaire

Respondents recruited via BMRB face-to-
face Access Omnibus

Weighted to the population

Continuous rolling fieldwork
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N = 24,343
« Total GB TGI sample adults 15+
N =745

» Have you yourself used home collected credit (loan/cheque/voucher), where an
agent calls to collect payment in the last 12 months? AND NOT for Goods bought at
home

N =516
o As Current AND First used 12 months or more ago
N =229
» As Current AND First used up to 12 months ago
N =201
* As Current AND use at least 2 providers of HC
used for single item >£200 N =

431
used for single item
>£200 N = 314
users N =
2,041
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Part One

Evolution of Home Credit Users’
Demographic Profiles




en ment

 To build an understanding of the current profile of home credit users

 To compare the current profile of home credit users against the
whole population of Great Britain* as a whole

 To analyse the profiles’ change over time (1997-2005)

 To compare the profile of different sub groups over time (1997-2005):
current, new, and long term users

» As the type of home credit was inserted in the TGI questionnaire in
1997, we have conducted a demographic comparison side by side of
different groups, from 1997 to 2005.

* We identify in Annex 1 that GB is a valid surrogate for UK
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Profile of Home Credit Users in 2005




Gender Distribution enment
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P (e




Age Distribution en ment

B 65+
0 55-64
0 45-54
0 35-44
0 25-34
16% 0 15-24

0/
80%
70% A 28%
19%

60%
I

50%
Long term users New users Total Population

100% -
90% -

24%

40% -
30% -
20% -
10% -
0% - .




Working Status (1) ment

100% -
90% -
80% -
70% -
60% -
50% -
40% -
30% -
20% -
10% ~

0% -

O Not working
@ Working

Long term users New users Total Population
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Working Status (2) en

100%
90% -
80% - 9%
70% -

60%
50%

40% -
30% -
20% -
10% ~
0% - .

Long term users New users Total Population

O Other not working
O Retired/Invalid

O Part time

27% O Full time

16%




Marital Status en ment

100% O Divorced /
90% - separated
80% - O Widowed
70% - O Married/ living

as

Ll O Single
50% -
40% -
30% -
20% -
10% A

0% -

Long term users New users Total Population
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Presence of Children ment

100% -
90% -
80% -
70% A
60% -
50% A
40% -
30% -
20% -
10% A

0% -

O No Children
O Children

Long term users New users Total Population
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Socio Economic Grades

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

en
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0%

kk

21%

g]

OAB

oc2

ocC1

ODE

33%

25%

— =

Long term users

New users

Total Population




Family Income en ment

100%
_ B Not Stated
90%
80%
70% O Don't Know
42% 48%
60%
0
50% ik O Total Family
0 Income £13,000
40% A or Over
0f6 4
30% O Total Family
20% - Income £7,000-
39 £12,999
10% A
0 O Total Family
0% - ' ' _ Income up to
Long term users New users Total Population £6,999




Personal Income en ment

100% A
B Not Stated
(0)
80% -
70% O No Personal
509 21% 30% Income
0 37%
0/ -
50% O Personal Income
40% - £13,000 or Over
30% A
O Personal Income
20% - £7,000-£12,999
10% -
0% - . . o Pe;sog\glglggome
Long term users New users Total Population Up 10 £5,




Profile of Long-Term Home Credit
Users Over Time




Gender Distribution of Long-Term HC
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Users Over Time

Proportion of males and females 1997-2005

100% -
O Females
90% - O Males
80% -
70% -
60% -
50% -
40% -
30% -
20% -
10% A
O% I I I | | | | |

1997 1998 1999 2000 2001 2002 2003 2004 2005

D | i s Have used e e than 12 months ag0 and fave used loans, cheques of vouchers 17
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Males and females 1997-2005
Indices compared to total population

140

— Males
130 —— Females

o R //\v/
\/

110

100
90

N AN _
7 V\‘

70

60
50

1997 1998 1999 2000 2001 2002 2003 2004 2005

Base: All Adults Have used HC more than 12 months ago and have used loans, cheques or vouchers 18
AND not goods bought at home Source: BMRB — TGl 1998-2005




Percentage of age groups 1997-2005
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| | | |
2005 4% 30% | 24% | 20% m15-24
7 - i i O 25-34
0,
2004 _—I"! % 36% | 25% [ 13% m 35.44
2003 B 27% 32% 20% 0 45-54
- m 55-64
2002 [E12% 31% 25% [ 17% m 65+
2001 [@8%T 30% [ 29% [ 16%
2000 [ME87T 36% I 29% [ 15%
1999 10% | 32% I 27% | 17%
1998 10% | 34% 26% 18%
1997 15% l I 35% I I I25% | I16%
I I I I
0% 20% 40% 60% 80% 100%

O
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Base: All Adults Have used HC more than 12 months ago and have used loans, checks or vouchers 19
AND not goods bought at home

Source: BMRB — TGI 1998-2005
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Age groups 1997-2005

Indices compared to total population
250

—15-24

— 25-34

200 /\ 35-44

/ \ — 45-54

—/\/\d 55-64
150 65+

100 = /\ yd

~ N\

1997 1998 1999 2000 2001 2002 2003 2004 2005

Base: All Adults Have used HC more than 12 months ago and have used loans, cheques or vouchers 20
9 d AND not goods bought at home Source: BMRB — TGl 1998-2005
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Working Status Of Long-Term HC
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Users Over Time (1)

Working Status 1997-2005

100% 1~
909% - O Not Working
B Working
80% -
70% A
60% -
50% -
40% A
30% A
20% -
10% -
0% . . ! . . . . .

1997 1998 1999 2000 2001 2002 2003 2004 2005

D | i s Have used HC e than 12 months ag0 and have used loans, cheques of vouchers 21




Detailed Working Status 1997-2005
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I I I I . .
2005 [MTTTGE0R 0% | 16% | 30% @ Working Full Time
| 0 Working Part Time
2004 [ E% | 15% | 12% | 45% °
. O Retired / Invalid
2003 28% l 18% [ 7% | 47% .
i 0O Other not working
2002 32% [ 13% [ 8% | 47%
2001 33% [ 13% | 9% | 46%
2000 34% [ 14% [5%] 47%
1999 32% [ 13% [ 9% | 46%
1998 35% [ 10% [ 6% | 49%
1997 5ﬁ+m l|11% 4% 47%I
| | | |
0% 20% 40% 60% 80% 100%

Base: All Adults Have used HC more than 12 months ago and have used loans, checks or vouchers 22
AND not goods bought at home Source: BMRB — TGI 1998-2005




en ment

Working 1997-2005
Indices compared to total population

250 .
= Full time
/\ = Part time
200
-~ Retired /
Invalid
- Other not
150 working

100 — \V/\\//

50

1997 1998 1999 2000 2001 2002 2003 2004 2005

Base: All Adults Have used HC more than 12 months ago and have used loans, cheques or vouchers 23
9 d AND not goods bought at home Source: BMRB — TGl 1998-2005




Marital Status of Long-term HC Users
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Over Time

Marital Status 1997-2005

2005 @ Single

2004 O Married /living as
married

2003 O Widowed

2002 O Divorced/separated

2001
2000
1999
1998
1997

0% 20% 40% 60% 80% 100%

D | i s Have used HC e than 12 months ag0 and have used loans, cheques of vouchers 24
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Marital Status 1997-2005
Indices compared to total population

250 ,
—Single

A\ /\ —— Married/living as
200 married
Widowed

150 — Separated
Divorced
\ ww
50
0

1997 1998 1999 2000 2001 2002 2003 2004 2005

Base: All Adults Have used HC more than 12 months ago and have used loans, cheques or vouchers 25
9 d AND not goods bought at home Source: BMRB — TGl 1998-2005




Long-Term HC Users and the
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Presence of Children Over Time

Presence of children 1997-2005

O No children in household
O Children in household

100% -
90% ~
80% -
70% A
60% -
50% ~
40% A
30% A
20% A
10% -

0% | . . . . . . .
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D | i s Have used e e than 12 months ag0 and fave used loans, chedues of vouchers 25
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Presence of children 1997-2005
Indices compared to total population

250
—Yes
= No

200 /N —

150

100

—_—
50 e e —
0

1997 1998 1999 2000 2001 2002 2003 2004 2005

Base: All Adults Have used HC more than 12 months ago and have used loans, cheques or vouchers 27
9 d AND not goods bought at home Source: BMRB — TGl 1998-2005
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Socio Economic Grades 1997-2005

2005 2% "12% ] l 25% || | 62% ' mAB OC1
2004 } o 12% | 26% | 61% e e
2003 2% 12% | 27% | 59%
2002 : 17% | 21% | 60%
2001 _5%1 12% | 21% || 61%
2000; 10% | 26% | 62%
1999 1_ 6 12% | 27% 60%
1998 1_ 6 14% | 21% | 64%
19970_0 1% ] I21% | | | 67% |
0% 20% 40% 60% 80% 100%

Base: All Adults Have used HC more than 12 months ago and have used loans, cheques or vouchers 28
o ’ AND not goods bought at home Source: BMRB — TGI 1998-2005
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Social Grades 1997-2005
Indices compared to total population

300
—AB —C1

250
\/ / cC2 —DE

200

150

100

50 i
/ \/ N

/\

O ——
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Base: All Adults Have used HC more than 12 months ago and have used loans, cheques or vouchers 29
9 d AND not goods bought at home Source: BMRB — TGl 1998-2005
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Average Household Income 1997-2005

£25,000

£20,000 /

£15,000 — VAN
J N— —— Long term users
—— Total Population

£10,000

£5,000

£-
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Base: All Adults Have used HC more than 12 months ago and have used loans, cheques or vouchers 30
9 d AND not goods bought at home Source: BMRB — TGl 1998-2005




Profile of ''evw Home Credit Users
Over Time




Gender Distribution of New HC Users
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Over Time

Proportion of males and females 1997-2005
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Males and females 1997-2005

Indices compared to total population
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— Males

130 /A\ —— Females
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Base: All Adults Have used HC less than 12 months ago and have used loans, cheques or vouchers 33
9 d AND not goods bought at home Source: BMRB — TGl 1998-2005
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Percentage of age groups 1997-2005

| |

2005 4% 2% | 28% @ 15-24

— O 25-34
2004 27% l 25% | 31% | 00 35-44

i e
2003 6% | 1% | 6% 45-54

i m 55-64
2002 26% 1 37% | | 22% W65+
2001 27% 1 33% 22% [
2000 19% l 36% [ 28%
1999 27% [ 33% [ 26%
1998 21% l 41% | 22%
1997 [7% 1 | 4?% | | 21%

| | | |
0% 20% 40% 60% 80% 100%

Base: All Adults Have used HC less than 12 months ago and have used loans, cheques or vouchers 34
AND not goods bought at home Source: BMRB — TGI 1998-2005
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Age groups 1997-2005
Indices compared to total population

300 —15-24
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250 / 35-44

/ —45-54
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/ \
100
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Working Status Of New HC Users Over
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Working Status 1997-2005 .
O Not Working

100% + @ Working
90% -
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10% -
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Detailed Working Status 1997 - 2005
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2005 41% l] 20% | 5% |34% @ Working Full Time
7 O Working Part Time
2004 i 4 16% 7% | 306 O Retired / Invalid
2003 [ 272% [ 14% | 6% 56% O Other not working
2002 34% | 11% 3% 52%
2001 42% [ 13% 2% 44%
2000 32% [ 13% 3% 52%
1999 30% [ 12% 2% 55%
1998 36Y [ 12% 4% 47%
1997 29% | l 17%I 8% 51% |
0% 20% 40% 60% 80% 100%

Base: All Adults Have used HC less than 12 months ago and have used loans, cheques or vouchers 37
AND not goods bought at home Source: BMRB — TGI 1998-2005
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Working 1997-2005

Indices compared to total population
250

= Full time
/\ —— Part time
200
\/ \/ ¥ Retired /
Invalid
150 A = QOther not
working
100
50
0

1997 1998 1999 2000 2001 2002 2003 2004 2005

Base: All Adults Have used HC less than 12 months ago and have used loans, cheques or vouchers 38
9 d AND not goods bought at home Source: BMRB — TGl 1998-2005




Marital Status of New HC Users Over
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Time

Marital Status 1997-2005

@ Single
O Married /living as
married

O Widowed

O Divorced/separated

0% 20% 40% 60% 80% 100%

D | S s Have used O ess than 12 months ago and fave used loans, heques or vouchers 38
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Marital Status 1997-2005

300 Indices compared to total population

/\ — Single
250 7
= Married/living as
married

200 \\\\ /A\
A 2

o \/ — Separated

Divorced

ol ~_ —~——
-

50
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Base: All Adults Have used HC less than 12 months ago and have used loans, cheques or vouchers 40
9 d AND not goods bought at home Source: BMRB — TGl 1998-2005




New HC Users and the Presence of
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Children Over Time

Presence of children 1997-2005
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Presence of children 1997-2005

Indices compared to total population
250
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/\//\ —No
200 o

V
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Base: All Adults Have used HC less than 12 months ago and have used loans, cheques or vouchers 42
9 d AND not goods bought at home Source: BMRB — TGl 1998-2005
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Social Grades 1997-2005

2005 1 15% ] 33% | ' 50% = AB
2004 _ 8%.] 16% | 18% | 59% O0C2
2003 ; o 17% | 19% | 62%
2002 _ 17% 20% 60%
2001 _4%1 19% | 21% | 57%
2000 _49@ 14% | 20% | 63%
1999 ] 2% | 22% | 63%
19980_ 0 12% | 22% | | 66%
1997 |55 13% | —17% | | —65%
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Base: All Adults Have used HC less than 12 months ago and have used loans, cheques or vouchers 43
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Social Grades 1997-2005
Indices compared to total population
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Average Household Income 1997-2005

£25,000

£20,000 /
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Part 2

Financial Portfolio of Home Credit Users
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* To build an understanding of home credit users’ use of
financial services in 2005

 To analyse how this usage changed between 1997 and
2005
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Home Credit Users’ Use of Financial
Services in 2005
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Do you have any of these accounts, either yourself or jointly with another person?

% 100 -

92%
91%
88% S0

81%

1 B Any users Of HC

M Total Population
T 46% 45%

32%
20% 20% 20%
7 16% 16%
11%
1%

Any account Any current account Any saving account Any current account Any current account Any instant access Any Notice account Any other account
w ith cheque book w ithout cheque book savings account

H A Base: Any current users of home credit — N =745 49
Source: BMRB — TGI 2005
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Which of the following forms of credit have you had in the last 12 months for a single item

costing more than £2007?

Any other form of of loan 5 20

Purchase from a mail order catalogue

Purchased on credit card and on which interest was paid

Cash advance from a credit card %
A loan from a finance house 2
Credit from a retailer 3;1

Personal loan from Bldg Society
Bank overdraft
Personal Loan from a bank

Hire Purchase

%7

e BT

W Total population
@ Any users of HC

%

80 90 100

Base: Any current users of home credit — N =745 50
Source: BMRB — TGI 2005



Overlap of Credit Cards, Overdrafts

and Loans among HC users =i ment

55% of HC users have
not used loans,
overdrafts or credit cards
for a single purchase
over £200

* Loan from bank, building society or finance house

&P seeavcmetisesofone et N7 5




Credit facilities overlap en ment

100 -

90 -
80 -

70 A

61
60 A
%
50 -
40 -
30 1 24
20 -
10 - 7 5
. | Fd =®wm

At least one other Atleasttwo other  Atleast three other At least four other
credit facility credit facilities credit facilities credit facilities

&P seeavcmetisesofone sedit N7 52
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Do you have any of these plastic cards, either yourself or jointly with another person?

BT ch d '
charge card ™5 M Total population

Building society cheque guarantee card 3 @ Any users Of HC

Bank Cheque Guarantee Card 25

Building society debit card 5 8

Bank debit card (visa defta / switch EEEG_—_——— O

Ay D it aurcl [ — 73

Building society cash dispenser card =‘H6

Bank cash dispenser card [WEG—__——————

Store card / retailer card (Excluding Loyalty Cards) q 35
: _ 65
Credit card / charge card q %

0 10 20 30 40 50 60 70 80 90 100

H A Base: Any current users of home credit — N =745 53
Source: BMRB — TGI 2005
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How often on average do you use your credit card to buy goods, tickets, meals, obtain cash
or pay for other services?

Among any home credit users using credit card Among any credit card owners
8%

25%

17% 9%

E More than once a week 4oy
[ Once a week 9%
M 2-3 times a month

4% 0 Once a month

Bl Once every two months

B Once every three months

M Less often

O NA / Not stated

16%

17%

Base: Any current users of home credit and have credit card — N =309 54
Base: Any credit card owners — N = 15,918 Source: BMRB — TGI 2005
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How often on average do you use your cheque book to buy goods, tickets, meals, obtain
cash or pay for other services?
Among any home credit users using cheque book Among any cheque book owners

5% 3% 50
° 3%

5% 14%
4%

1%
/ 47%

1%

10%

4%

15% E More than once a week
[0 Once a week 13%
M 2-3 times a month
[ Once a month
M Once every two months
W Once every three months
M Less often
0 NA / Not stated

66%

Base: Any current users of home credit and have cheque book —N =595 55
Base: Any cheque book owners — N = 21,707 Source: BMRB — TGI 2005
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On average, how much do you spend on your credit card each month?

100 1 %

90 -

80 A

70 -

o W £751-£1250
0 £501-£750

50 - 0 £251-£500

40 - 0 £101-£250
B Up to £100

30 A

20 -

10 -

0 .
HC users and have credit card Any owners of credit card

*NB — does not sum to 100% due to element not stated

Base: Any current users of home credit and have credit card — N = 309 56
U Base: Any credit card owners — N = 15,918 Source: BMRB — TGl 2005
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How do you typically settle your outstanding credit card balance each month?
100 1 %

90 -
80 -
70 - &

60 - 52
50 -
40 -
30 -
20 -
10 1
0

O Full Payment
O Partial Payment
H Minimum Payment

HC users and have credit card Any owners of credit card

*NB — does not sum to 100% due to element not stated

Base: Any current users of home credit and have credit card — N = 309 57
U Base: Any credit card owners — N = 15,918 Source: BMRB — TGl 2005
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Usage of Financial Services by Home
Credit Users Between 1997 and 2005
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Current Accounts Held 1997-2005 m:l

== Any current accounts

100% -
90% - -

80% T o /
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Index: Current Accounts Held
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1997-2005

Index == Any current accounts = Current account with cheque book (self)

compared totaI—Current account w!th cheque book 00|qt)_ — Current account without cheque book (self)
) ~— Current account without cheque book (joint)

population

200 -
180 A
160 -
140 -
120 -
100 -
80 A
60 -
40 A
20 A

O ! ! ! ! ! ! ! ! 1
1997 1998 1999 2000 2001 2002 2003 2004 2005
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Usage of Other Forms of Credit
1997-2005

—Bank overdraft = Cash advance from a credit card == Purchased on credit card and on which interest was paid

100% -
90% -+
80% -
70% -~
60% -
50% -
40% -
30% A

20% -
/
10% A
— ——e
0% T T T T T T T T 1
1997 1998 1999 2000 2001 2002 2003 2004 2005
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Usage of Other Forms of Credit
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1997-2005

- Hire Purchase — Credit from a retailer — Purchase from a mail order catalogue

100% ~
90% ~
80% -
70% ~
60% -~
50% -
40% A

30% -
/\ \

20% 4
10% - T

0% T T T T T T T T 1
1997 1998 1999 2000 2001 2002 2003 2004 2005

e e




Usage of Other Forms of Credit
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1997-2005

— Personal Loan from a bank ~— Aloan from a finance house
= Any other form of loan — Personal loan from building society
100% -
90% -
80% -
70% -
60% -
50% -
40% A
30% A
20% A —
10% - = — —
0% T T — — r T T l
1997 1998 1999 2000 2001 2002 2003 2004 2005
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Index: Usage of Other Forms of Credit
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1997-2005

— Bank overdraft = Cash advance from a credit card == Purchased on credit card and on which interest was paid
300 - Index
compared to

700 - total population

600 -

500 A

400 A

300 -

200 A \

100 n / e —

O T T T T T T T T 1

1997 1998 1999 2000 2001 2002 2003 2004 2005

e s




Index: Usage of Other Forms of Credit

en ment

1997-2005

——=Hire Purchase = Credit from a retailer = Purchase from a mail order catalogue
Index
800 - compared to
total population
700 A
600 -
500 A
400 -
200 N T W
/
1004
O T T T T T T T T 1
1997 1998 1999 2000 2001 2002 2003 2004 2005

e s




Index: Usage of Other Forms of Credit

en ment

1997-2005

— Personal Loan from a bank ~ Aloan from a finance house Index
compared
= Any other form of of loan — Personal loan from bldg society to total
population
800 A L
700 - \/\
600 7] o \/\
500 -
400 -
300 A
200 -
100 - 7_<\<\/\/
O T T T T T T T T 1
1997 1998 1999 2000 2001 2002 2003 2004 2005

e s
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Usage of Plastic Cards 1997-2005 en

- Credit card / charge card = Bank or building society cash dispenser card
= Bank or building society cheque guarantee card =BT charge card
100%
90% -
80% - L —
70% A _— —
0% |
50% -
40% -
30% A
20% -
10% - A\;\ —
0%
1997 1998 1999 2000 2001 2002 2003 2004 2005

W_




Index: Usage of Plastic Cards

en ment

1997-2005

Index - Credit card / charge card = Bank or building society cash dispenser card

compared total
population

= Bank or building society cheque guarantee card =——BT charge card
180 -
160 -
140 -

120 A

100 A

80 A

60 -
40 - ’—‘}Z/J \

20 A

O T T T T T T T T 1

1997 1998 1999 2000 2001 2002 2003 2004 2005




Index: Usage of Agency Mail Order
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== Any Home Credit Users
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Part 3

Attitudinal Profile of Home Credit Users




en

e To establish how different groups within home credit
users compare against other groups of non-home credit
users, in terms of attitude

ment
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Key discriminating traits




Profile in terms of key values en ment

| find it difficult to say
no to my kids
200

Money is the | find | am easily
best measure swayed by other ~ = Average adult N=24,343

of success 00 people’s views
/ \\

Long term users N=516

,‘ //
New users N=229

There is little |
can do tO_ | don't like to show
change my life my real feelings

Women 18-44 AND C2DE AND
have children AND NOT HC
N=2041

One day | would like to set
up my own business

ap




With a credit card | can buy the sort of

things | couldn't normally afford
300

| consult prof.
financial adviser 20
before deciding on
financial matters

| am no good at
saving money

I'm interested | tend to spend
in flna_mmal money without
services thinking
advertising

Financial security after
retirement is your own
responsibility

O

en ment

Average adult N=24,343

Long term users N=516

New users N=229

Women 18-44 AND C2DE AND
have children AND NOT HC
N=2041
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Profile in terms of shopping

en ment

attitudes

When doing the household shopping |
budget for every penny

300
When | see a
| always look out : r]:tew gran_d ! — - Average adult N=24,343
for special offers orten UY,'t t_o
/ see what it's like

Long term users N=516

New users N=229
| look for the
lowest possible

prices when | go
shopping

/

| really enjoy an
kind of shopping

Women 18-44 AND C2DE AND
have children AND NOT HC
N=2041

I'm tempted to
buy products I've
seen advertised

ap




Detailed attitudes




en ment

B HC long term users B HC new users B HC any current users
W HC users and multisources users W HC users AND other credit facilities @ HC users AND not other credit facilities
W 18-44 Females with children, C2DE

I tend to spend money without
thinking

With a credit card | can buy the
sort of things | couldn't normally
afford

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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en ment

W HC long term users B HC new users B HC any current users
W HC users and multisources users B HC users AND other credit facilities @ HC users AND not other credit facilities
@ 18-44 Females with children, C2DE

lam no good at saving money

| am very good at managing
money

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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en ment

B HC long term users B HC new users B HC any current users
W HC users and multisources users B HC users AND other credit facilities @ HC users AND not other credit facilities
@ 18-44 Females with children, C2DE

1

I look for the lowest possible
prices when | go shopping

When | see a new brand | often
buy it to see what it's like

| often enter competitions
featured on packets or labels

When doing the household
shopping | budget for every
penny

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%
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en ment

B HC long term users B HC new users B HC any current users
W HC users and multisources users B HC users AND other credit facilities @ HC users AND not other credit facilities
@ 18-44 Females with children, C2DE

| really enjoy any kind of
shopping

I'm tempted to buy products I've
seen advertised

I sometimes respond to direct
mail from companies offering
goods or services

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%

80
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Detailed discriminating traits




Statements most likely to endorse compared to average adult

With a credit card | can buy the sort of things | couldn't normally afford
When doing the household shopping | budget for every penny

| am no good at saving money

| often go in for competitions in newspapers and magazines

| am a TV addict

A real man can down several pints of beer at a sitting

| often try new household cleaning products

| change the decorations at home as often as | can
| tend to spend money without thinking

| cannot resist buying magazines

P

en

35%
46%
53%
32%
24%
13%
52%

28%
33%
16%

ment

225
222
210
199
198
186
186

185
177
177
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Statements most likely to endorse compared to average adult

| often go in for competitions in newspapers and magazines

When doing the household shopping | budget for every penny

| am no good at saving money

| am a TV addict

| change the decorations at home as often as | can

With a credit card | can buy the sort of things | couldn't normally afford
| often try new household cleaning products

A real man can down several pints of beer at a sitting

| often enter competitions featured on packets or labels

When | see a new brand | often buy it to see what it's like

Pt

35%
44%
52%
23%
29%
30%
51%
12%
17%
58%

ment

217
213
205
191
191
189
184
171
171
168

84

Source: BMRB — TGI 2005



85
Source: BMRB — TGI 2005




Statements most likely to endorse compared to average adult

With a credit card | can buy the sort of things | couldn't normally afford
A woman's place is in the home

| cannot resist buying magazines

When doing the household shopping | budget for every penny

| tend to spend money without thinking

| am no good at saving money

A real man can down several pints of beer at a sitting

| am a TV addict

Real men don't cry

| often try new household cleaning products

P

en

45%
21%
21%
49%
44%
56%
15%
26%
16%
53%

ment

289
258
242
239
234
219
212
211
208
191
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Statements most likely to endorse compared to average adult

When doing the household shopping | budget for every penny

| often enter competitions featured on packets or labels

| am a TV addict

| often go in for competitions in newspapers and magazines

Cannabis should be legalised

| often try new household cleaning products

| am no good at saving money

| tend to spend money without thinking

| sometimes respond to direct mail from companies offering goods or services

With a credit card | can buy the sort of things | couldn't normally afford

O

56%
26%
30%
37%
49%
61%
54%
38%
30%
29%

ment

271
268
251
235
221
220
212
204
195
186
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Statements most likely to endorse compared to average adult

With a credit card | can buy the sort of things | couldn't normally afford 42% 266
| am a TV addict 28% 228
| am no good at saving money 57% 225
A real man can down several pints of beer at a sitting 15% 215
| tend to spend money without thinking 38% 206
| change the decorations at home as often as | can 30% 201
| often go in for competitions in newspapers and magazines 32% 199
When doing the household shopping | budget for every penny 41% 198
| sometimes respond to direct mail from companies offering goods or services 29% 187
| often enter competitions featured on packets or labels 18% 179
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Statements most likely to endorse compared to average adult

When doing the household shopping | budget for every penny

| often try new household cleaning products

| cannot resist buying magazines

On television | enjoy the adverts as much as the programmes

| often go in for competitions in newspapers and magazines

| am no good at saving money

| tend to buy products from companies who sponsor sports events and teams
| often enter competitions featured on packets or labels

| tend to buy the cheapest household cleaning products

| look for the lowest possible prices when | go shopping

YDty

54%
58%
18%
30%
32%
47%
10%
17%
23%
62%

ment

261
208
204
201
199
187
173
169
167
166
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Statements most likely to endorse compared to average adult

| cannot resist buying magazines

| spend a lot of money on toiletries and cosmetics for personal use
I'm tempted to buy products I've seen advertised

| often try new household cleaning products

| really enjoy shopping for clothes

When | go on holiday | only want to eat, drink and lie in the sun

| often enter competitions featured on packets or labels

| spend a lot on clothes

When doing the household shopping | budget for every penny

With a credit card | can buy the sort of things | couldn't normally afford

Pty

en

17%
26%
41%
43%
55%
31%
15%
24%
30%
23%

ment

194
165
161
156
155
155
155
147
147
144
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Part 4

Key Factors Related to Usage
of Home Credit

e .-




en ment

 To explore the relation between usage of home credit and
certain characteristics and behaviours of its users.

A number of factors have been judgmentally defined as being
potentially linked with usage of home credit, using the previous
findings and our experience of the financial sector.

« Different variables have been used, such as demographics,
attitudes and behaviours.

« Other similar demographic populations have been used as
benchmarks.

aP
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Demographic Variables




en o iment

Propensity of HC users to fall in the following demographic
groups compared to average adult

600

500

400

300

200

100 III
0 l , , , ,

Single Playschool Any mothers Any parents Recent child Primary Parents of Secondary Any C2DE

Index

Mothers  Parents and aged 15-44 (from birth (< than school toddlers school
C2DE and C2DE playschool to a year ago) parents and parents and
secondary C2DE C2DE
school) AND

C2DE
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en ment

Propensity of HC users to fall in the following demographic
groups compared to average adult

600

500

400

300 -

Index

200 A

100 ~

Unemployed (was Full time home  All unemployed Live in North Live in Scotland Live in Yorkshire  Live in Wales
working) maker West & Humberside

' 10(
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en ment

Propensity of HC users to fall in the following demographic
groups compared to average adult

600

500

400

300

Index

200 ~

100 ~

£10,000-£12,999 £7,000-£9,999 £3,000-£6,999  Family income below £17,000-£19,999 £13,000-£16,999
£19,999

10:
[ @ .
Source: BMRB — TGI 2005




Benefits




400

0 Any HC users
W Any females aged 15-44 year old with children in household and C2DE
O Single Mothers
B Parent (Playschool-Secondary School) AND C2DE

en

ment

350

300

Index vs Average Adult

50 A

O

250 -

200 A

150 -

100 A

Rent From Council

Rent From Someone
Else

Occupy Rent Free

Rent Free -
Someone Else

Rent Home

10:
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0 Any HC users
W Any females aged 15-44 year old with children in household and C2DE
O Single Mothers

B Parent (Playschool-Secondary School) AND C2DE
800

700

600 -

500

400

300 A

Index vs Average Adult

200 A

100 A

O_

Collect unemployment benefit Collect child benefit Collect other benefit

10:¢
[ @ .
Source: BMRB — TGI 2005




Expenditure
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0 Any HC users
W Any females aged 15-44 year old with children in household and C2DE
O Single Mothers

B Parent (Playschool-Secondary School) AND C2DE
400

350

300

250

200 A

150 H

100 -

Index vs Average Adult

50 A

0_

Under £50 £50-£74 £75-£99 £100 or more

10¢
[ @ .
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0 Any HC users
W Any females aged 15-44 year old with children in household and C2DE
M Single Mothers

H Parent (Playschool-Secondary School) AND C2DE
450

400

350

300

250

200

150 A

100 -

Index vs Average Adult

50 A

Gold Jewellery without Mini Disc Player Midi System Mini System Personal CD Player
Diamonds
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0 Any HC users
W Any females aged 15-44 year old with children in household and C2DE
[ Single Mothers

Bl Parent (Playschool-Secondary School) AND C2DE
450

400

350

300

250

200

150 A

Index vs Average Adult

100 -

50 A

Watches CD Player Micro System
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Annex 1

Can GB Be Used as a
Surrogate for UK?




en ment

Method

« Side by side comparison of the demographic and financial profiles
in GB, NI and the UK in 2004 across the total population

« Side by side comparison of GB and NI in 1996, for reassurance

« Side by side comparison of the demographic and financial profile
of home credit users in 2004 in GB and in the UK

11
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Findings Summary
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« TGI GB databases can be used with confidence as a surrogate for
UK database

« Some important differences exist between Northern Ireland and the rest of
Great Britain when looking at the 2004 data. In particular, people in Great
Britain tend to be older, more active and more upscale. Conversely in Northern
Ireland there is a higher proportion of single people, households with children
and full time home makers. In terms of financial usage, there are as well some
substantial differences between GB and Northern Ireland, particularly in terms
of banking and credit consumption.

 Similar differences are observed in 1996 between Great Britain and Northern
Ireland.

» Nevertheless the weight of Northern Ireland in the United Kingdom population is
not significant enough to impact on the whole picture. When comparing Great
Britain versus United Kingdom, both across the total population and the home
credit users population, the findings were systematically at parity. This is
particularly striking when looking at the total populations since the samples are
very high, and therefore more sensitive.
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Side by side demographic comparison
of Great Britain and United Kingdom




Gender Distribution en ment

Proportion of males and females in GB versus whole of UK

100% -
90% -
80% -
70% -
60% -
50% A
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0% | |
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O Females
O Males




ment

Age Profile en

Percentage of age groups in GB versus Whole of UK

169 19% 9

[025-34
i [135-44
[145-54
E 55-64
0% 20% 40% 60% 80% 100%
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Working Status in GB Working status in UK
(inc Northern Ireland)

Base: All Adults — GB N=23874 All Adults — Whole of UK N= 25999
Source: BMRB — TGI 2004




Marital Status en ment

Marital Status in GB versus Whole of UK

@ Single

[ Married /living as
married
0 Widowed

0% 20% 40% 60% 80% 100%

P | e AAdG-GBN=274 AllAlS - Whole of UK N= 250

[ Divorced/separated

UK (including NI)
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Presence of Children Working status in UK
in household in GB (inc Northern Ireland)

Base: All Adults — GB N=23874 All Adults — Whole of UK N= 25999
Source: BMRB — TGI 2004
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Socio-Economic Socio-Economic

Grades in GB Grades in UK
(inc Northern
Ireland)
mAB
mCl
C2
DE
25% 21% 25%

21%

Base: All Adults — GB N=23874 All Adults — Whole of UK N= 25999¢
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Use of Financial Services en ment

Financial services use

GB versus UK (including NI)
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Annex 2

Surveys Detalls
Reading TGI Figures




TGI Great Britain

Fieldwork:

Sample:

Universe:
Weighting:

Data Collection:

aP

1997-2005 databases

GB: 24,000 +

Adults 15+
to National Population

Self completion
Pen and Paper

en

ment
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The most common form of
analysing TGI data is through
the use of crosstab analysis.
Typically one seeks
iInformation about a specific
product, service or media
product. For the purposes of
this illustration we are looking
at a profile of people who
drink champagne.

aP
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en

elements total Plls
Champagne
Sample 23,619 5,532
iotal (000) 45,121 12,134
vert% 100% 100%
horz% 100% 26.9%
Index 100 100
Sample 10,553 2,188
Men (000) 22,010 5,489
vert% 48.8% 45.2%
horz% 100% 24 9%
Index 100 93
Sample 13,066 3,344
(000) 23,112 6,645
LI vert% 51.2% 54 8%
horz% 100% 28.8%
Index 100 107

12:



The base, or universe is the
population group upon which one
undertakes an analysis. This
example looks at champagne
drinkers and therefore the base
used is All Adults Aged 18+,
thereby excluding those aged 15,
16 or 17. Smaller bases can be
used for particular needs such as
category users.

aP
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elements total Pllls
Champagne
Sample 23,619 5,532
total (000) 45,121 12,134
vert% 100% 100%
horz% 100% 26.9%
Index 100 100
Sample 10,553 2,188
Men (000) 22,010 5,489
vert% 48.8% 45.2%
horz% 100% 24 9%
Index 100 93
Sample 13,066 3,344
(000) 23,112 6,645
LTl vert% 51.2% 54 8%
horz% 100% 28.8%
Index 100 107
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The unweighted sample of
adults aged 18+ is 23,619 and
corresponds to the weighted
population in 000's. In this
report we see that 5,532
respondents Age 18+
answered "yes" to drinking
champagne.

en ment
elements total Rlilil;
Champagne
Sample 23,619 ; 5,532
total (000) 45,121 12,134
vert% 100% 100%
horz% 100% 26.9%
Index 100 100
Sample 10,553 2,188
Men (000) 22,010 5,489
vert% 48.8% 45.2%
horz% 100% 24 9%
Index 100 a3
Sample 13,066 3,344
(000) 23,112 6,645
LTI vert% 51.2% 54 8%
horz% 100% 28.8%
Index 100 107
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The (000) line in the
Intersection represents the
projected number of people
that belong to both the column
and the row characteristics.
For the intersection of "Drink
Champagne" and "Men", the
(000) figure is 5,489. This
represents a population
5,489,000 men who drink
champagne aged 18+.

aP
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elements total Rlilil;
Champagne
Sample 23,619 5,532
total (000) 45,121 12,134
vert% 100% 100%
horz% 100% 26.9%
Index 100 100
Sample 10,553 2.188
Men (000) 22,010 5,489
vert% 48.8% 45.2%
horz% 100% 24 9%
Index 100 a3
Sample 13,066 3,344
(000) 23,112 6,645
LTI vert% 51.2% 54 8%
horz% 100% 28.8%
Index 100 107
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When reading the vertical
percentage, one immediately
reads the column title, and
then the row title.

For the intersection of “Drink
Champagne” and “Women”,
the vertical percentage is
54.8%. This reads as 54.8%
of adults 18+ who drink
champagne (column) are
women (row).
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elements total ULl
Champagne
Sample 23,619 5,532
total (000) 45,121 12,134
vert% 100% 100%
horz% 100% 26.9%
Index 100 100
Sample 10,553 2,188
Men (000) 22,010 5,489
vert% 48.8% 45.2%
horz% 100% 24 9%
Index 100 93
Sample 13,066 3,344
(000) 23,112 R B4d5
I vert% 51.2% 54.8%
horz% 100% 28.8%
Index 100 107

12



When reading the horizontal
percentage figure, one
Immediately reads the row

title, and then the column title.

For the intersection of "Drink
Champagne" and "Women",
the horizontal percentage is
28.8%. This reads as 28.8%
of women (row) drink
champagne (column).

aP
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elements total Rlilil;
Champagne
Sample 23,619 5,532
total (000) 45,121 12,134
vert% 100% 100%
horz% 100% 26.9%
Index 100 100
Sample 10,553 2,188
Men (000) 22,010 5,489
vert% 48.8% 45.2%
horz% 100% 24 9%
Index 100 a3
Sample 13,066 3,344
(000) 23,112 6,645
LTI vert% 51.2% 54 8%
horz% 100% 28.8%
Index 100 107
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If all things were equal, the distribution of men
and women drinking champagne would be
proportional to their shares of the population
(approximately 49/51 men/women). The index
shows whether this is the case or not.

An index of 100 reflects the average. Scores
above 100 represent intersections that are more
likely to occur while index scores below 100
represent intersections that are less likely to
occur.

In this example, the index for "Women and
Drink Champagne" is 107 or 7% more likely
than the base: Adults 18+. The index for "Men
and Drink Champagne" is 93, or 7% less likely
than the base: Adults 18+.
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elements total 2l
Champagne
Sample 23,619 5,532
total (000) 45,121 12,134
vert% 100% 100%
horz% 100% 26.9%
Index 100 100
Sample 10,553 2,188
Men (000) 22,010 5,489
vert% 48.8% 45.2%
horz% 100% 24 9%
Index 100 93
Sample 13,066 3,344
(000) 23,112 6,645
Ll vert% 51.2% 54 8%
horz% 100% 28.2%
Index 100 107
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