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Foreword

The digital marketing landscape continues to evolve, with Al reshaping content creation (Read our
Special Story), advertising strategies, and user experiences. While innovation is accelerating, the core
principles of performance marketing—delivering relevant, high-quality experiences (Read our Special
Story) remain unchanged.

In this edition of the iQuanti Quarterly, we explore the key trends defining the Banking & Financial
Services industry:

e Google and social platforms are reinforcing content authenticity, prioritizing high-engagement
(human-created) content while penalizing low-engagement Al-generated content.

e YouTube continues to dominate digital video, leading in ad revenues and connected TV market
share while expanding monetization through new ad formats.

e Financial services remain resilient, with stable consumer spending and credit trends creating
opportunities for personalized engagement.

e Al is transforming video creation, enabling brands to engage audiences with speed, scale, and
personalization.

e Landing experience optimization is critical for financial marketers. A data-driven, unified approach
to media and experience is key to improving user journeys and conversions.

As digital experiences grow more sophisticated and interconnected, banks must continually adapt
to meet rising customer expectations. We hope this report offers valuable insights to help you
navigate these shifts successfully.

Vish Sastry Rachakonda
Founder & CEO, iQuanti
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Alphabet: Google

Google Continues Solid Growth, Driven by Robust Performance in
Google Search and Cloud

Google reported a Q4 revenue of $96.5 billion, marking a 12% YoY
increase. The total revenue for 2024 was $350 billion, up 14% from Q4-23 Q4-24
the previous year.

e Al Advancements - The launch of Gemini 2.0, their most advanced Revenue $86.3B $96.4B
Al model to date, and new experimental features like Deep
Research and Project Mariner showcasing their advancements in Google Search Ads Revenue $48B $54B
Agentic Al capabilities, is expected to drive consumer engagement.

e YouTube Continues to Grow - YouTube is number one in streaming Google Network Revenue $8.3B $8.0B
watch time and most frequently used service for consuming
podcasts in the U.S. Over 45 million viewers across the U.S. YouTube Ad Revenue $9.2B $10.4B
watched election related content on YouTube on election day.

. ) : ST Other Revenues

e Al Overviews - In Alphabet’s Q4 2024 earnings call Sundar Pichai ) . . 10.8B 11.6B
stated that Al Overviews are now a massive contributor to user (Including YouTube TV & Music Premium) ’ ’
satisfaction and engagement, driving increased Search usage over
time as users discover new ways to ask questions. Traffic Acquisition Costs (TAC) $13.9B $14.8B

Our journey with Al Overviews is progressing positively, and

we are continuously improving models and expanding query -

capabilities. We aim to integrate Al in more powerful and =) )
Google’'s advancements in Al and search experiences are reshaping multimodal ways, such as with Lens and Circle to Search. The @Wg
consumer behavior, making it crucial for brands to adapt their user future holds significant opportunities for expanding search use —
strategies for discoverability and engagement. With YouTube’s cases, including those requiring more time to answer, and we g
growing influence and Al-driven search interactions evolving, plan to introduce new experiences throughout 2025.

digital marketers must refine their approach to stay competitive
across these leading platforms.
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Alphabet: YouTube
Youtube Growth: Ad Revenue Surges Above $10b For The First Time

Revenue:

| | IMPACT
YouTube’s Q4 2024 revenue was a record-breaking $10.47B, marking

the first time it crossed the $10 billion mark in a single quarter. This , ) , ) .
represents a 13.8% increase YoY, driven by factors like strong ad YouTube’s Pause Ads & dominant TV viewership create new opportunities for marketers.

spending, particularly around the US elections. Advertisers can reach engaged viewers with less disruptive ads during natural breaks.
leverage YouTube’s reach & targeting to connect with valuable audiences, especially cord-
cutters. And optimize creative & track performance for effective campaigns.

YouTube’s strong performance contributed significantly to Google’s
overall Q4 revenue, highlighting its continued importance within
Alphabet’s portfolio.

Pause Ads Launch:

YouTube has expanded its “Pause Ads” feature, which displays ads on

the screen when a user pauses a video, to all advertisers. This follows a
successful pilot program in 2023 and positive reception from advertisers.
YouTube claims these ads are “less interruptive,” but hasn’t reduced the
frequency of regular ads. This move aligns with similar offerings from
other streaming services like Hulu and Sling TV.

YouTube Dominates TV Viewing,
Surpasses Netflix in US Market Share:

YouTube has reached arecord 11.1% share of TV viewing in the US,
surpassing Netflix (8.5%) for the first time, according to Nielsen data
from December 2024. This highlights YouTube’s growing dominance in
the connected TV space, outpacing other major streaming platforms like
Prime Video, Hulu, and Disney+.
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Meta

Meta Continues its Strong Revenue Growth, Invests in Al-led
Automation, & More

Revenue:

Meta registered a strong revenue of $48.4B, an increase of 21% YoY. Daily active user base reached 3.35B up by 5% YoY. Reality Labs
revenue was up slightly, reflecting positive sales trend of hardware like Ray Ban Meta glasses and Quest VR headsets. Overall, Meta’s Q4
2024 earnings were positive, demonstrating continued growth in its core advertising business and promising developments in its Reality
Labs division.

Introducing Ads on Threads:

Meta is testing ads on Threads with select advertisers. Businesses can easily extend existing image ad campaigns to Threads via Ads
Manager. The initial test uses image ads in the feed. Meta’s brand safety standards apply, and users have ad controls. With 300M+
monthly users (75% following businesses), Threads offers advertisers a valuable reach.

Andromeda - Meta’s Al-Powered Ad Retrieval Engine for Enhanced Performance:

Meta’'s Andromeda, a new Al-powered ad retrieval system, significantly boosts performance. Using NVIDIA Grace Hopper and Meta’s MTIA
hardware, it features innovations in model architecture and more. Andromeda scales ad retrieval for automated products like Advantage+
and generative Al ads, using deep neural networks and hierarchical indexing. Initial results show a 6% recall and 8% ad quality improvement.
It streamlines retrieval, enabling faster Al innovation and better personalization, maximizing advertiser ROI.

- We continue to make good progress

. . on Al, glasses, and the future of
Threads ads expand Meta'’s reach, offering advertisers access Social Media. I'm excited to see

to alarge, engaged audience. It will be interesting to see the these efforts scale further in 2025.
performance that can be extracted from the platform. Andromeda’s
Al-powered ad retrieval significantly improves ad relevance and
performance, leading to better results for advertisers and a more
personalized experience for users. Both initiatives contribute to
Meta's overall user engagement and platform value.

IIIII.ll
LIRS

Q1-2025 | Performance Marketing Report © 2025 iQuanti, Inc. All rights reserved. | 14



Amazon

Amazon Ads Growth Drives Overall Earnings

Revenue;

Amazon reported $187.79B in Q4 earnings, slightly beating their forecast. Their
rapidly growing advertising business was a key driver in this growth, with Ads
revenue growing +18% vs Q3 2024.

Amazon Conversion Path Reporting (beta)

This reporting allows a view of the most frequent and efficient customer

paths involving multiple ad programs. It provides the actual ad events without
interpretation, covering Sponsored Products, Sponsored Brands, Sponsored
Display, Sponsored TV, and Amazon DSP. This gives advertisers better visibility
into which ad formats drive their customers down the marketing funnel.

IMPACT

Amazon’s rapid growth in their Ads business over the past 5 years has
resulted in them becoming the third-biggest digital marketing platform
behind Google & Meta.

Similar to those platforms, Amazon continues to expand and refine ad
types within its own ecosystem to encourage advertisers to take a multi-
funnel approach within their walled garden.
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Amazon Ads

Event-Based Bid Rules Streamline Bid-Adjustments During Sales

This allows advertisers to automate bid increases across
their campaigns during high shopper traffic events like Prime
Day, Cyber Monday, and other high-volume sale periods.

Add bid rule

Change your bids based on a schedule. Learn more about bid rules

The feature is live globally and allows bid adjustments for
specific holidays in addition to custom sale dates more
specific to your business or industry.

Settings

Date range ) Events
Increase your bids during upcoming special events.

RECURRING EVENTS

~  Monthly Deal Event

IMPACT

Fashion Deals Event

Rule recurrence Dail

@ee

Hardline Early Deals

Hours of day ©
INDIVIDUAL EVENTS

Father's Day (Jun 13, 2024 - Jun 16, 2024)
Independence day (Jul 01, 2024 - Jul 04, 2024)
. . ~—  Labor day (Aug 30, 2024 - Sep 2, 2024)
Bid adjustment { 5(
- Halloween (Oct 28, 2024 - Oct 31, 2024)
Black Friday (Nov 26, 2024 - Nov 29, 2024)
Rule name E Cyber Monday (Nov 29, 2024 - Dec 2, 2024)

Christmas (Dec 22, 2024 - Dec 25, 2024)

MNew Years Eve (Dec 28, 2024 - Dec 31, 2024) & W Add bid rule
ance

Manual bid management during sales introduced many
logistical hurdles including extra time needed to adjust
bids before & after sales, multiplied by the volume of
products.

ort in the report center.

With this feature, bids can be increased by a certain
percentage during sales, which removes the need to
frequently tweak bids during high volume periods.
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TikTok

Tiktok Recorded Strong Growth Despite Continuity Concerns
Caused by the Looming Ban

Revenue:
In Q4 2024, TikTok generated $1.1B in revenue from users worldwide.

TikTok Expanded into e-Commerce by Introducing Shop:

TikTok expanded its e-commerce push in Q4 2024 with “TikTok Shop,” enabling direct in-app
product sales by creators and brands via live streams and videos. They also boosted creator
monetization with subscriptions and exclusive content offerings, providing creators with more
sustainable income streams.

TikTok Unveils Smart+ for Automated Ad Campaigns:

TikTok launched new performance advertising solutions focused on automation, measurement,
and privacy. Smart+ automates targeting, bidding, and creative, offering campaign objectives like
web traffic, catalog sales, app installs, and lead generation. Smart+ Web Campaigns optimized for
value saw a 52% ROAS improvement. Ray-Ban reported a 50% lower cost per acquisition, 47%
higher conversion rates, and 42% improved ROAS using Smart+. These tools aim to help brands
achieve better business results on TikTok.

IMPACT

While TikTok has some breathing space to find a new buyer in the US market to continue its
services, the platform generally continues to perform strongly for both brands and creators.
Advertisers should have a plan B in place where they move investments from TikTok to
platforms such as Instagram and YouTube to capitalize on placements such as Reels and
YouTube Shorts if a ban comes into effect. In the meantime, brands should continue to
capitalize on the wide audience reach and engagement that the platform delivers.
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Reddit
Reddit Records Strong Revenue Growth

Revenue:

Reddit saw impressive revenue growth in Q4 2024, with revenue reaching $427.7 million, a 71% increase YoY.
This strong performance brought their full-year 2024 revenue to $1.3 billion. This growth was driven by increased
advertising revenue and content licensing deals, indicating a successful year for the platform.

Daily Active Uniques (“DAUQ”) increased 39% YoY to 101.7 million.

Reddit Launches AMA Ads and Pro Trends:

Reddit is enhancing its advertising platform with new features like AMA Ads, which allow brands to promote Q&A
sessions, and Pro Trends, a tool for real-time tracking of brand mentions and trends.

These updates, along with improved brand safety measures and partnerships with companies like Integral Ad
Science, demonstrate Reddit’s commitment to attracting mainstream advertisers while preserving its unique
community-driven environment. Early adoption by major brands suggests this strategy is gaining traction.

It was another strong quarter as we
accomplished exciting milestones across

Reddit’s continued growth is rooted revenue and international growth.

in its highly active and engaged However, what’s most exciting is still ahead.
user base. With new placements We're focused on providing a best-in-class
launching, such as AMA ads, the experience for finding community and
platform is banking on these highly trusted information, proving that Reddit
engaged users to start driving is for everyone, everywhere.

incremental value for brands in
terms of ROl and brand visibility.
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CTV
Streaming Titans and Retail Media Fuel CTV’s Linear TV Takeover

There is continued growth in ad spend on CTV driven by major events like the

Summer Olympics and the presidential election. Household Reach by Platforms

e Top Apps - Netflix (71%) and YouTube (67%) maintained their dominance, far
outpacing all other apps for Household Reach in 2024. However, Hulu topped the
list for share of streaming ad time and its share is growing followed by YouTube.

71%
67%
e Retail Media Networks Expanding into CTV - Retail media networks 50%
(RMNs) like Walmart (via its proposed $2.3 billion acquisition of Vizio) and 42%
partnerships such as Roku with Best Buy and Kroger are intensifying their 36% 36%
presence in CTV advertising. Retail Media CTV Ad Spending is projected to triple 30% N 28%
from 2024 to 2028.
o Shift from Linear TV - With impressive engagement metrics, 98% completion

Linear TV. Ad spending on CTV is expected to be $28B in 2024 and expected to
reach $47B by 2028 as per eMarketer’s forecast. Forecasted Ad Spending in the US

IMPACT A

Growth in CTV reach and viewership will drive advertisers to leverage improved
targeting and engagement, while the projected $28 billion ad spend in 2024 will
force adaptation to a fragmented, data-driven market. Advertisers must navigate
higher costs and opportunities for precision to maximize campaign effectiveness.

2024 2025 2026 2027 2028

Source: EMARKETER Forecast November 2024 (see below for notes methodologies)
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Google: GA4

New Google Analytics 4 (GA4) Features:
Enhanced Reporting & Al Insights

GA4 Consent Settings Customer Match in Google Analytics
Management Businesses can now use customer match to supplement Analytics
. : : diences exported to your linked Google advertising products
Google Analytics has introduced a centralized hub au . .
for managing consent settings. This new feature like Google Ads, Display & Video 360, or Search Ads 360.
helps users understand how Analytics uses consent Customer Match is a feature that lets businesses leverage their
signals, view collection status across property first-party customer data to build custom audiences within
streams, and address consent-related diagnostics. Google Analytics. By securely passing customer data such as
It's accessible in the Admin section under “Data email addresses or phone numbers—businesses can match this
collection and modification. data with user activity across Google’s properties. E
The new consent settings section in GA4 helps Increased Addressable Audience: Leveraging first-
businesses more easily comply with Google’s party data enables you to expand your reach even when
EU User Consent Policy, which is crucial for traditional identifiers are limited. This creates a larger pool
serving personalized ads in the UK and EEA. of users for your advertising campaigns.
Enhanced Remarketing: By matching your customer data
with Google’s, you ensure that remarketing efforts target

the most relevant audiences, increasing the likelihood of
conversions.

. 7
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The Rise of Video in Digital Marketing

>

82% 50% 923% 92%

of all consumer internet more likely for video information retention of video marketers say
trafficis estimated to result to appear on first rate from watching video they’ve gotten a good ROI
come from videos by 2025. page of SERP. compared to 10% from from video marketing.
reading text.

Video is now one of the most influential content formats, driving engagement and brand visibility across
customer journeys and marketing funnels.
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The Scaling Challenge: Why Brands Struggle with Video Production

|dentifying relevant topics and creating high-quality
video content at scale remains a challenge.

Brands often use videos for branding, but driving
performance requires considering topic demand
by funnel stage, target placements, and platform
competition.

Performance based videos are a lot more dynamic
than brand oriented videos. They require ample
skillful resources to keep up with demand for
dominance.

Adhering to regulatory standards and compliance
requirements can be complex.
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The Al Advantage: Smarter Strategy, Faster Production, Better Control

Strategy

Q1-2025 |

Mapping the Search Landscape:
Ildentifying content gaps and white
spaces by asset type to uncover
untapped video opportunities.

Competitive Intelligence for Video
& RMAss: Evaluating peer strategies

to pinpoint high-impact areas for video
and remarketing asset deployment.

Intent-Driven Video Prioritization:

Aligning video content with user intent
signals to maximize engagement and
conversion potential.

Performance Marketing Report

n—|,,
Al
—p

Production

Al-Powered Scripting: Auto-generating video
briefs and scripts based on strategic insights.

Storyboard Automation: Transforming scripts
into structured frames for seamless production.

Al-Driven Video Assembly: Creating
a baseline video using Al tools and manual
refinement.

Enhanced Engagement: Adding subtitles,
voiceovers, and SEO-optimized elements.

Platform Optimization: Adapting videos to
meet specific format and performance needs.

o
8
v =

OO

Control

Performance Intelligence &
Control: Tracking impact and
refining content post-launch.

Al-Driven Quality Control:
Ensuring consistency with
templates, checklists, and
automated audits.

Proactive Risk Management:
Strengthening data privacy,
security, and |IP protection
measures.data privacy, security,
and |IP protection modules.

© 2025 iQuanti, Inc. All rights reserved. |
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Al's Role in Video Creation: Unlocking Speed, Scale, and Precision

i

Ideation &
Strategy

Al analyzes trends
and identifies high-
impact topics.

Content
Generation

Al assists in script
writing, voiceovers

and scene selection.

Q1-2025 | Performance Marketing Report

&<

Editing &
Enhancement
Al automates cuts,

transitions, and
optimizes visuals.

Personalization
& Optimization

Al adapts content
based on audience
behavior.

&g

Distribution &
Performance
Tracking

Al powered
insights optimize
video reach.
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Al-Generated
-
—o—} Video Content:
Tools like OpenAl’s Sora enable the
creation of realistic video scenes from text

prompts, reducing the need for physical
sets and traditional production methods.

Enhanced Content
=—] Personalization:

Al-driven personalization significantly
boosts click-through rates (CTR), customer
satisfaction scores, and overall return on
investment (ROI).

Q1-2025 | Performance Marketing Report

Emerging Trends in Al Video Creation, Personalization,
and Distribution

— () (]
:—y Dynamic Narrative
=~ Adaptation:

Al systems analyze viewer preferences and
behaviors to adjust storylines in real-time,

offering personalized narrative experiences,

especially on streaming platforms.

[>| Al-Driven Video
:O'f Personalization:

Al is pushing the boundaries of content
personalization, enabling unprecedented
levels of viewer-specific video experiences.

© 2025 iQuanti, Inc. All rights reserved. |
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How Brands Can Leverage Al to Enhance Organic Visibility

75
)

Al-Enhanced Personalization Advanced SEO Real-Time Insights

Content Creation: at Scale: Optimization: & Automation:

Al tools assist in generating Al enables the delivery Al-powered tools excel in Al assists in automating

engaging and optimized of tailored content, keyword research, analyzing tasks like keyword research

content, from blog posts recommendations, and search intent, and suggesting and competitor analysis,

to social media updates, messaging based on user content topics aligned with providing real-time insights

ensuring alignment with behavior, preferences, and current trends and user and allowing marketers to

audience interests and demographics, enhancing behavior, enhancing content focus on strategic activities

improving organic visibility. user engagement and visibility in search results. that enhance rankings on
satisfaction. search engines.
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U.S. Consumer Outlook Remained Positive With a Stable Labor
Market, Healthy Spending, and Growing Income as Inflation Moderates

Spending remained strong, peaking in December- driven by holiday

Consumer spending remained steady. Holiday SPIEE

spending saw an uptick. -  With retail spending growing over 4% YoY, The spending pace was back to
pre-pandemic growth and indicates a good start for the year ahead.

e Customer Confidence continued its recovery- A reduction in inflation

. . . also boosted market confidence.
Increase in balances due to higher revolving

behavior and increased net new accounts. * While credit quality remained stable, some consumers face pressure
from cumulative inflation and high interest rates, particularly those
with stagnant incomes or high debt servicing burdens.

Balances

. . . . . . e Unemployment reduced with a further reduction in the early weeks
Credit Quality Credit quality remined stable with no of 2025,

significant uptick in delinquency.

Customer Continued recovery from Q3, post the mid year dip.
Confidence O
Unemployment Unemployment showed slight QoQ recovery. 4

Measurement Index
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Credit Cards Saw Increased Spending and Demand Along with Stabilization
in Customer Quality. However, Payment Rate Remained Low

* Most issuers reported steady spending growth mostly fuelled by holiday Search Demand (Credit Card) QoQ Growth YoY Growth
spending:

_ o)
Amex reported 9% YoY growth in spending driven by premium customers. W LALYS
The increase was across T&E and goods and services. Millennial and GenZ spends Cashback -0.3%
grew faster than other segments.

_ (o)
Wells Fargo reported 9% YoY growth with growth in all categories except fuel. Reward 1.8%

Capital One Purchase volume grew 7% YoY with strongest growth from high Balance Transfer -6.8%
spending customers.

Discover was an outlier where the sales were down 3% YoY due to credit Issuer (Billions) QoQ Growth YoY Growth
tightening action.

 New card account acquisitions remained strong.

Card Spending 5% 6%

Amex: 13MM new card acquisitions in 2024 with around 70% acquired for fee-

Saecdl praciisic, Delinquency Rate- 90 days QoQ Growth YoY Growth
Chase: 10MM new card accounts in 2024. Discover 3.6% 8%
Wells Fargo: 2.4MM new card accounts in 2024. Chase 3.6% 9%,

e Travel Credit Card: With travel remaining high around the holiday season,

- e Bank of America 7.3% 14%
the demand for travel credit card also reported a significant YoY growth.

Wells Fargo 5.6% 7%

* Balances increased due to higher revolving balances and strong

consumer demand While card payments remain above pandemic levels,
the number of customers paying minimum balances increased.

Bank of America: 3% YoY increase in total consumer loans.

Amex: Card member loan balances and receivables grew 9% YoY, With healthy holiday spending and a optimistic customer outlook, a positive
reflecting higher revolving balances. momentum is expected in early 2025. Marketers could bank on this. While

« Stable credit performance with most issuers reporting stable net charge Jcciﬁling.uen;iels remain stable, there is a need to exercise caution keeping in mind
off ratio YoY. While delinquencies grew, the rate of growth was lower. € r5ing balances.
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Deposit Growth Stabilized Across Most Major Banks,
Chase was an Outlier with a YoY Decline

e Most banks saw some growth in deposits. The momentum is expected to
continue in 2025.

Consumer Deposits QoQ YoY

. ) Type of Bank : -
e Online banks reported higher growth. Q3'24 (Billions $s) Growth Growth

Discover: Average consumer deposits grew 10% YoY and 2% sequentially.
Capital One: Average deposits increased 8% YoY.

Large National Banks* -3%

Amex: High-yield savings accounts (HYSA) grew 17% YoY, with Millennials &
Gen Z comprising over half of new accounts. This is aligned to the bank’s overall Online Banks 561 2% 5%
strategy of attracting younger depositors through digital saving products.

e Traditional large and regional bank deposits are stabilizing. Large Regional Banks 1,317 0% 0%

Chase: Average consumer deposits declined 4% YoY but remained stable
sequentially, signaling stabilization in deposit outflows. Consumer checking
deposits grew, driven by strong customer engagement and new account
acquisition.

US Bank: Total deposits increased 0.7% QoQ.

IMPACT

With the category stabilizing- reflective of resuming customer trust - it
would be ideal to promote security and trust driven benefits and features
along with expected returns. Focus on customer experience, rewards, and
bundled banking benefits rather than only rate driven promotions could
aid conversions. Digital and mobile-first acquisition strategies could attract
younger depositors.

*Negative YoY growth driven by Citi(US)

o
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Asset Growth Drove Strong Market Performance in Wealth
Management Business

Chase: Wealth Management assets grew by double digits. Continued
hiring of financial advisors, particularly in high-net-worth and private Adoption Of Tech and Al in Wealth Management

banking segments.
Bank of America: Wealth Management business reported a

. . oy . /\\ -
profitable year with net new client flows of $76 billion in Q4. BANK OF AMERICA // CHASE “
Charles Schwab: Net new assets growth was strong, up 20% YoY and
51% QoAQ. » Al-powered insights in Merrill and « Al-driven financial advisory tools
o~ . .. Private Banking platforms to enhance launched to improve client portfolio

US Bank: Client investment qssets grew significantly, supported by client engagement. management.
market performance and new inflows.

. . - * Expansion of digital financial planning tools * Increased self-directed investing
Goldman: Total client assets rose to $1.6 trillion. to help mass-affluent and high-net-worth options in digital channels,
Morgan Stanley: AUM reached a new peak of $1.7 trillion, supported clients. attracting younger investors.

by market gains and net inflows. 60% of advisor-led assets were
associated with clients who have an average duration of 20 years.

Wells Fargo: Private Wealth segment saw strong net asset inflows, WELLS FARG O @ bank

supported by existing customer engagement.

* Enhancements to mobile wealth management * Automated portfolio management
experience, making portfolio tracking and solutions expanded, improving
advisory interactions more seamless. efficiency for wealth advisors.

» Al-driven fraud prevention tools integrated * Al-driven client insights helping

: : : . into privat ki : h fi ial planni
With growth in the category, this would be a good opportunity into private banking accounts fgcjaﬁenzaaqicéi planhing
to capitalize on AUM growth by promoting premium, high- » Digital adoption in wealth management '
net-worth advisory services and emphasize Al-driven financial seryices increased, with more customers using
planning and digital self-directed investment tools. online financial planning tools.
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Personal Loan, Auto Loan, Student Loan, and Mortgages Saw
Momentum, While Commercial Loans Remained Flat

,g/} Personal Loans

Personal loans reported another quarter of
strong demand. However, lenders continue to
take a conservative approach.

e Discover: Personal loans were up 5% from the
prior year.

e SoFi: Personal loan originations were a record
at $5.3 billion. Goodborrower credit quality
with weighted average income of $158,000 and
aweighted average FICO score of 744.

Mortgage

Many lenders reported increased originations due to
stronger purchase activity despite high interest rates.

Delinquencies and credit performance remained stable.

While mortgage lending faced headwinds from interest
rate fluctuations, but purchase demand is expected to
remain steady in the coming months.

e US Bank: Mortgage origination increased slightly,
driven by new residential mortgage loans.

e Chasereported 12% YoY growth in revenue.

e Capital One remains cautious on mortgage lending.

Q1-2025 | Performance Marketing Report

‘%’l Student Loans

Student lending reported strong origination as well
as anincrease in balances.

e Sofi: student loan originations were $1.3 billion, up
71% YoY. The borrowers had a weighted average
income of $134,000 with a weighted average FICO
score of 765.

e Salie Maereported 17% YoY increase in
originations. The average FICO score of borrowers
was /55.

Eﬂ Commercial Loans

Commercial loan remained flat withnew
origins offset by slower paydown.

e Bank of America reported moderate
growth in commercial loan balances,
driven by higher demand from mid-
sized businesses.

e US bank: Balances grew modestly, with
demand coming primarily from middle-
market businesses.

S
Cca/_% Auto Loans

Most auto lenders reported growth in originations driven
by inventory improvement and re-entry of many lenders
after prior credit tightening. Some lenders also reported
anincrease in balance.

Capital One: Originations grew 53% YoY, as the company
re-entered the market after prior credit tightening.
Ending auto loan balances grew 4% YoY and 2% QoQ.

Chase: Auto loan originations increased by 7% YoY along
with a YoY growth in balances.

Wells Fargo: Auto loan balances declined YoY, reflecting
a strategic pullback in auto lending.

Some lenders including Wells Fargo and Chase reported
increased delinquency, however they remained within
historical norms. Netcharge offs remained high for
Capital One due to rapid loan growth, however the
delinquencies were stable.

Most lending categories are witnessing a high demand.
It would be better to focus on benefit driven messaging
(speed, flexibility, digital ease) instead of rate driven
promotions.
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Banks Increasingly Implemented Al Based Solutions to Drive Higher
User Experience and Processes

Q1-2025 |

Performance Marketing Report

AMERICAN
EXPRESS

Amex reported 14billion logins on their digital platforms
in 2024. Acquired Tock and Rooam, expanding into
digital-first dining and entertainment experiences.
Integrated Al-driven personalization in rewards and
offers, enhancing customer engagement. Al-driven
underwriting improvements have enhanced credit risk
management, leading to better delinquency forecasting.

//“/ CHASE &

BANK OF AMERICA

C |

apitalOre

Capital One also integrated
Al personalization for
customers, invested in
cloud-based banking
infrastructure, enabling
faster product innovation.

Chase invested heavily in digital engagement,

driving higher mobile banking adoption among

78% of households were
digitally active, up from

customers. Enhanced digital mortgage application
processes, making home loan approvals more

75% in 4Q23 seamless. Small business customers benefited from
' expanded digital cash flow management tools.

-
////
BANK OF AMERICA
The Erica Al-powered
virtual assistant handled
over 1.5 billion client

interactions, improving
self-service efficiency.

WELLS FARGO

Wells Fargo expects to continue
investment in digital product
offerings, including further
enhancements to Wells Fargo
Mobile® app, digital account
opening, Fargo, Zelle, and Paze.

© 2025 iQuanti, Inc. All rights reserved. | 34



FOUR

SPECIAL STORY:
IMPROVING BANKING
CUSTOMER JOURNEYS




Financial Marketers Face Challenges in Delivering
High-Converting Landing Experiences

Banking & Financial Services Marketers
today struggle to deliver high-converting
landing experiences due to fragmented vk K *)

approaches to media and experience -
optimization. Without a unified, data- ==
driven strategy, testing efforts often lack S
scientific rigor, leading to inconsistent
results. Additionally, limited MarTech
capabilities and bandwidth constraints
slow down the pace of optimization,
preventing brands from adapting quickly
to user needs and market dynamics.

Siloed approach Lack of scientific Lack of velocity due
i to media and approach to testing to limited martech
o I experience and optimization capabilities and tech
I I : optimization bandwidth
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Unified Approach to Optimizing Media and Experiences Will Result
in Seamless User Journeys and Better Outcomes

A‘: Marketing
rY—1 (Paid Search) Team

888 Paid Search team doing ad-

copy testing at granular level
aligned to BFS user intent.

@ Design
A A Design & Development team
888 to factor RTB and campaign

construct to craft experiences.

Q1-2025 | Performance Marketing Report

Product Team
D,

FI Product team brings in user
research around product RTB 888
(Reasons To Believe).

CRO Team
CRO team designing tests

in alignment with campaign @
and delivering personalized
experiences for micro-intents.
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Harnessing Data & Experimentation Helps in High-Impact Optimization

Understanding Objective and Evidence-Based On-Going Learning Management
Underlying Drivers Approach to Hypothesis and to Retain Organizational Learnings
of Performance Prioritization and Learn Across Siloes
Al-led Page Scoring Optimization succeeds when key performance drivers are understood. An evidence-based approach to hypothesis and

7 Categories | 150+ Factors Prioritization ensures impactful testing, while structured learning management fosters continuous improvement across teams.
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Making the Case for Optimization: ROI, Results, and Path Forward

A O

o =m

Business case to Prioritizing high-

Augmenting
secure investment impact use cases

specialized resources

(e.g., AEM developers for
building component library)

With rising customer expectations, marketers must build a strong business case to secure investment in optimization.
Prioritize high-impact use cases—those that drive measurable improvements in acquisition, engagement, and conversion—

helps demonstrate ROI. Additionally, augment internal teams with specialized expertise ensures the right balance of strategy,
execution, and speed, enabling banks to stay ahead in the digital experience race.
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Key Takeaways

o

©

Holistic Strategy Deeper Dive into More Disciplined Securing Technology
by Working Across Data to Uncover Approach to Testing Investments by
Siloes / Teams Performance Drivers and Optimization Showcasing ROI
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Recent Webinars

Transformational
Journey in Digital
Marketing

Vish Sastry Caryn Bonner
Founder & CEO Vice President Brand &
IQuanti Acquisition Marketing
Capital One

Access Now
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Unlock Incremental
Growth: Driving
Consideration Without
Sacrificing RO

Ramanuj Paul
Director, Paid Channel
Solutions

Access Now

Content Strategy 2.0:
Unlocking The Full
Potential of Your
Content Strategy

Wayne Cichanski
VP - SEO and Site Experience
IQuanti

Access Now
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https://www.iquanti.com/webinar/on-demand-webinar/transformational-journey-in-digital-marketing/?utm_source=IQQ-Q1-2025&utm_medium=Email&utm_campaign=transformational-journey-in-digital-marketing-IQQ-Q1-2025
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Recent Webinars

On-Demand
~— Webinar

The Science of High-Converting
Landing Pages: Boosting Campaign
Performance in Banking & Financial Service

Vishal Maru Chris Milone
VP, Digital Solutions CMO, Laurel Road
IQuanti
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IQuanti Recognized in
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About iQuanti

iQuanti ignites powerful and predictable digital
marketing performance for global brands with an |
approach rooted in data science and deep vertical \

knowledge. Metq

Business Partner

iQuanti offers a unique blend of channel management services, strategic
consulting expertise, and proprietary product offerings to empower brands to
exceed their customer acquisition, engagement, and conversion goals.

s ™

iQuanti’s award-winning and patented enterprise SEO platform ALPSTM uses |
proprietary data science and machine learning to build predictive enterprise- Adobe
level SEO roadmaps that deliver stronger ROI. Solution Partner

Founded in 2008, iQuanti now has 400+ employees across New York, Chicago, BRONZE
Dallas, and San Francisco, as well as Bangalore, London, Singapore, Mexico
City and Toronto. In 2022, iQuanti’s top performance marketing results were
recognized on multiple global platforms including the Global Agency Awards,
UK Search Awards, and International Performance Marketing Awards. iQuanti / N
was named to the Inc.5000 list of fastest-growing private companies in the U.S.
for the ninth time in 2023.
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