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Britain is stagwmg under |
record debt but that hasn't

stopped one bank furiously
pushing its risky loan offers
ByRichardDyson
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Junk mail avalanche

More than 3billion letters a year are sent out at a cost
of nearly £2bn - and one in five goes straight in the bin
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The UK sends a huge amount of waste into landfill and paper/board is the
second biggest constituent of home waste

Municipal Waste Sent to Landfill (2005) Composition of Household Waste (2006)
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We assessed our carbon footprint and looked to drive reductions across ocﬂ

major categories
Actual footprint for 2007 — Capital One UK

COBEP Co2 (tonnes) - 2007
Total - 27,493 tonnes

Car Commute, 2334.66

Train commute, 254.76

Heat, 4114.12
Business Air travel, 111.05

Bus commute, 87.93

Electricity, 6802.22 @ Paper
Business milage, 64.6 B Electricity
Business rail travel, 45.69 0O Heat
Business taxi use, 36.03 0O Car Commute
Gas, 32.53 B Train commute

Water, 8.69 O Business Air travel
B Bus commute

O Business milage
W Business rail travel
W Business taxi use
O Gas

O Water

Paper, 13601.92
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We called out three priorities for our holistic environmental
programme for 2008

Assess our supply chain

Drive down our

Support direct

and start to tackle our

total carbon footprint associate action

direct carbon footprint

* Move to 100% recycled « Complete total carbon * Increased associate
paper and promote Online footprint assessment awareness of “our
Account Servicing : choices count”

 Integrate environmental

« Move to internet marketing policy into supplier * Increase “green action”

. Investigate technology assessment (e..g..decreasllng
: o printing, turning off
improvements within our

computers)

buildings
* Encourage move to

* Identify key cost and _
public transport

carbon reduction initiatives
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Media fragmentation is driving attention away from traditional
media channels

Traditional media channels New media channels
ol b
» Europeans watch an average of * 34% of Europeans have Pay TV.
11 hours of TV per week. + Digital channels are gaining
* 49% of Europeans watch more audience share.
| than an hour of film each week |

( D ' ~
* 82% of Europeans listen to the . 84% of adults have a mobile.
radio, for an average of 7% /\/ * 11% of mobile users use the
hours each week.

: mobile Internet once a month
\ y | W J
r .

f N

o * 66% of adults have a home PC.
* 82% of adults read newspapers, * 56% of adults are online at least
but only 49% of them for more once a month.

than an hour each week. \ )

7 3

* 81% of adults read magazines,
but only 42% of them for more
than one hour a week.

%’:!S?"_ aEiJ%e;an adults (16+)
dorce ster's Consumer Technographics, Q2 2006

» 31% of adults play video games,
17% for more than 1 hour a week




The consumer has changed how they buy credit cards and we have
changed our marketing model in response

—— Inbound —— Qutbound ®m Branch B Phone " Post BInternet m Other

'IIM.
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//-j Source: GFK, Credit Card Survey 61,000 respondents per year on-line/face to face (25,700 respondents for 2008 to end of May); Question: “In which of the

s following ways did you arrange your credit card?”
Cap"'a/’One Notes: Outbound channels are direct mail, door drops, email; Inbound channels are aggregators, banners, affiliates, natural search, sponsored search,

homepage, TV, press



Capital One has consistently been a top mailer in the UK ...

00e 2005 m 2007

Lloyds TSB 46.7 Lloyds TSB 43.9 BSkyB : BSkyB

Capital One 38.1 BSkyB 32.5 Lloyds TSB 34.5Lloyds TSB 21.7
MBNA 31.0 Norwich Union 27.9 Capital One 31.8 Capital One 12.8
Saga 26.6 Capital One 23.9 MBNA 27.3 Saga 11.6
Norwich Union 24.3 Saga 22.3 Norwich Union 23.3 AXA 11.6
Loans.co.uk  23.2 NTL 19.0 Saga 22.9 A&L 11.0
BSkyB 23.0 MBNA 18.5 Hailfax 14.6 MBNA 10.7
Hailfax 19.0 Hailfax 14.7 NTL 16.6 RIAS 10.3

Source: Thomson Intermedia and Capital One figures
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... but we have moved to become a major integrated marketer —
using targeted direct mail and heavily investing in the internet

2006-7 2007-8 (e) m 2007

BSkyB 22.4 MBNA 35 1 BSkyB 196 Personal Loans
Express 28.6

Lloyds TSB 21.7Saga Services 25.8 Virgin Money  18.7 eBay 19.8

Personal Loans

Capital One 12.8 Halifax 25.3 Express 16.6 BSkyB 15.8
Saga 11.6 Lloyds TSB 25.1 Experian 16.3 Capital One ~ 14.7
: Microsoft 14.5
AXA 116  Barclaycard  21.6 Microsoft 15.0
02 11.0 Orange 13.3
A&L 11.0 BT 17.7
Orange 10.6 Virgin Money 12.7
MBNA 10.7 RIAS 17.6 8T 6.7 02 10.4
RIAS 10.3 BskyB 16.3 E-loans 6.5 Amazon 9.9
#53 Capital One 6.3 RAC 4.9 COl 8.2
» Source: Thomson Intermedia #35 Capltal One 1 6
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We have made a lot of progress by moving to recycled paper,
investing in the internet and moving to “green” energy

COBEP - Actual Co2 (tonnes) 2007 - Estimated Co2 (tonnes) 2008
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So some adyvice...

« Assess the environmental impact of your marketing

« Make moves towards more sustainable strategies that also work for your
consumer

 Most moves are simple: recycled logos, higher grades of recycled paper

* Invest and encourage internet infrastructure

 Understand and move towards the PAS 2020 standard for sustainable
marketing

« Challenge and support your colleagues / organisation in making changes
towards sustainability
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Lastly, we continue to focus on sustainability especially with a focus
on helping our associates make changes to their lives
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