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Gen Z Looks for Different Attributes in Financial
Institution

Differentiation and Key drivers of consumer
authenticity are the perceptions by generation
highest ranked attributes
wanted in a financial L
institutions by Gen Z, with 2
integrity ranked lower
than any other generation.

Ranked by importance

@ Integrity
@ Authenticity
@ Relevance

@ Offering
@ Differentiation
@ Leadership

Note: Gen Z trusts ;o o o Cmovaen
financial institutions more s O o o
than other generations.

SOURCE: EACD/Caliber @ October 2019 The Financial Brand

o Q

Generation Z Millennials Generation X  Young Boomers
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Money Stresses Gen Z Out ... A Lot

Gen Zis astressed out
generation compared to

What causes the most
anxiety for consumers

other adults, with money
issues leading the way.

Health-related concerns 75%

Economy

EVERFI

81%

64%

77%
64%

63%

1YY @GenZ
(4258 @ Adults Overall

SOURCE: American Psychological Association © February 2019 The Financial Brand
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There are Many Ways Gen Z is Responding to Financial

Stress

Saving money, managing a

budget and financial Generation Z's financial priorities 2

education are all very :

important to the Gen Z Saving money £

segment. L g
Building a career g
Managing to a budget %
Educating themselves about money 2
Putting together a financial plan EJ,
Studying to have a career f
Investing §
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Gen Z is Wary of Credit Cards and Revolving Debt

According to Mlntel Generation Z's attitudes about
Comperemedia, the Gen Z different types of debt

segment believes that

Credit ca rds can be a usefu Considered to “good debt” Considered “bad debt”
tool, but they are wary of _ s

HOME MORTGAGE

actually using them.
38% 38%

STUDENT LOANS

36% 35%
CAR LOAN

27% 49%
REVOLVING DEBT

SOURCE: Charles Schwab © February 2019 The Financial Brand
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Wellness Solutions Should be Multichannel Approach

financial education, digital
solutions should be

to manage finances

Beyond community-based { Most helpful ways J

. Single online location or app
provided. Ju
Real-time access
(7

28%

1 Mobile alerts or email

Mobile money management/budget app

@
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Aggregated credit card statements
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Millennials Are Old (News)



Millennial # Young Person
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Millennial # Young Person

GenZ Millennials Gen X Baby Boomers Silent Generation Greatest
~90M ~75M ~66M ~75M ~29M ~4M

5.0 4

4.5 -

4.0 -

3.5 -

3.0 -

2.5

2.0 -

1.5 A

1.0 A

iy
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0 4 8 12 16 20 24 28 32 36 40 44 48 52 56 60 64 68 72 76 80 84 88 92 96
EGenZ ® Millennials EGenX Baby Boomers B Silent Generation Greatest Generation
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Your typical Millennial was born in or before

1990

EVERFI

Source: US Census Bureau
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..which means they’re about to turn

EVERFI

Source: US Census Bureau
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They’re Working

U.S. labor force, in millions

70 - 66
60 -
50 A
Gen X
40 -
30 - Silent/Greatest

20 -

10 -
Millennials

1994 1997
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54 29

Post-Millennials 89

T T T T T T Tt T 1 1 T T T T A~ 1

3

2003 2006 2009 2012 2015

Source: Pew Research Center 15




They’re Having Kids

Total cumulative number of U.S. first births among
women born between 1981 - 1996, in millions
18 17.3M

15 -

12

1996 2000 2004 2008 2012 2016 »
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years old is the average age when consumers establish
their first “primary banking relationship”.

E V E R F I Source: Money/CNN
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41%

of Millennials are homeowners as of 2018.
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Source: Bank of the West
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Less This
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Up Next: Gen Z



GenZ

GenZ Millennials Gen X Baby Boomers Silent Generation Greatest
~90M ~75M ~66M ~75M ~29M ~4M

50
4.5

3.5 A
3.0
2.5 1
2.0 A
1.5 A

0 4 8 12 16 20 24 28 32 36 40 44 48 52 56 60 64 68 72 7 80 84 88 92

mGenZ = Millennials mGenX " Baby Boomers = Silent Generation 1 Greatest Generation
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Less This

E V E R T: | Image Credit: Forbes
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What Do We Know About Gen Z?
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They're digital natives:

41%

use technology for 3+ hours per day
vs 22% for Millennials in 2004.

EVERFI

Source: Sparks & Honey
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They’re well educated:

99%

of Gen Z members age 18-20 are in college
vs 53% of Millennials and 44% of Gen X.

EVERFI

Source: Pew Research
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They’re well educated:

43%

of Gen Z had at least one parent with a Bachelors degree
vs 32% for Millennials and 23% for Gen X.

E V E R P I Source: Pew Research




Gen Z Was Formed
by the Great Recession
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Which has influenced their financial habits:

97/%

of Gen Z say they’d rather save money
than spend it immediately.

EVERFI

Source: Ernst & Young
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Which has influenced their financial habits:

47%

are concerned about the amount of debt
required to go to college.

EVERFI

Source: Ameritrade
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Which has influenced their financial habits:

62%

would rather start their own company
than work for an established business.

EVERFI

Source: Ernst & Young
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...and made them more cautious:

38%

decrease in drug and alcohol abuse among teens
from 2008 to 2014.

EVERFI

Source: Edweek
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...and made them more cautious:

82%

say they’ve thought carefully about
what they post on social media.

EVERFI

Source: J. Walter Thompson Intelligence

37




76%

climate change world hunger

Gen Z is concerned about larger issues:

78%

in

17%

childhood mortality

developing
countries

EVERFI
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Gen Z is now the largest generation on the planet:

32%

of the population
vs 31.5% for Millennials.

EVERFI

Source: Bloomberg/UN
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They’re Joining the Workforce

U.S. labor force, in millions

70 ~ 66
60 -
50 +
40 -

30 A

20 -

10 -

Post-Millennials 09
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They're joining the workforce:

33%

of Gen Z is already working
(full-time, part-time, freelance).

EVERFI
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...and have money to spend:

$44B

estimated annual spending power
from wages and allowances.

EVERFI

Source: Ernst & Young
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Strategies for Reaching Gen Z



1 Rethink your approach
to loyalty programs.

EVERFI

Traditional loyalty methods
are not as effective:

30%

of Gen Z say a loyalty program
makes a store special to them,
vs 45% of Millennials.

Source: Ernst & Young
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Take a stand on key issues
and social causes.

EVERFI 46
RS






Trust Is Everything When Building Brand

Improve Brand Reputation
CSRinitiatives actively improve a financial
institution’s public image, changing how people
perceive the organization

PR & Awareness

CSR actively works to garner media-attention,
with investments in the community playing into
positive news stories, social media, shares

and word of mouth.

EVERFI

Build Consumer Trust

Consumer trust is key for building long-term
relationships, reducing churn, and engaging
with consumers.

Increase Wallet Share

55% of consumers are willing to pay more for
products from socially responsible companies.t

48




B Help them become experts! s I /o

of consumers participating
in online education say they have
a more favorable perception
of the brand because
of the experience.

E V E R P I Source: Powered, Inc. 50
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B Help them become experts!

EVERFI

Consumers who complete
education courses as part
of the buying process are

29X

more likely to buy
the sponsor's products compared
to traditional media advertising.

Source: Powered, Inc.
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Let them be part of the solution.
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920%

Let them be part of the solution. of consumers are more likely to
do business with a company that
offers personalized experiences.

E V E R P | Source: Epsilon




Let them be part of the solution.

EVERFI

%

of financial institutions say
they’re “advanced” when
it comes to personalization
in their marketing.

Source: EVERFI, Inc.
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Make your content short, sweet,
and channel appropriate.
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“Generation Z takes in
information instantaneously
and loses interest just as fast.”

Hannah Payne
Gen Z Lifestyle Blogger
Source: The New York Times
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What is identity theft?

This crime is where a thief steals
your personal information to
commit fraud.

Each year millions of U.S. residents report
that their identity was stolen and used in
for multiple types of fraud.

16.7 million

IDENTITY THEFT
REPORTS*®



Reach them early
by going on campus.
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The oldest members of Gen Z are now

22

years old.

EVERFI

Source: Pew Research Center
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99% 47%

of Gen Z ages 18-20 are concerned for the amount
are in college. of debt required to go.

E V E R P | Source: Pew Research Center Source: Ameritrade 63



18

years old is the average age when consumers establish
their first “primary banking relationship”.

E V E R F | Source: Money/CNN 64



72%

of undergraduates are unable to answer
three core financial literacy questions.

EVERFI Source: NPSAS 2016 65



The Need for Financial Education

Consumers are asking for more
from institutions.

The world’s leading CEOs have recognized
that consumers want their institutions to
invest in their communities and serve a great
cause than the bottom line.!

Financial Education allows
financial institutions to stay
competitive by offering value and
building trust with their consumers.

Nontraditional competitors are
disrupting the financial industry.
New entrants into the financial services
industry have captured one-third of

new revenue.2
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Recap



When It Comes to Marketing to Gen Z

Who are they?

What do they care about?

Where are they in their life stage?

When can you reach them (and more importantly, acquire their business)?

How are you planning to best meet their needs?
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Invest in Your Consumers for Long Term Success

A robust financial education program will help you retain customers and build long-term brand loyalty.

Less likely to switch
financial institutions?!

Financially

Healthy N
Consu mers . Significantly more profitable!?

3\ More likely to recommend
your institution?
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Learn more at
everfi.com/financial-education
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