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Trended Data 101 

Everything you need  
to know about trended 
data but did not want  
to ask  
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Yesterday’s home runs don’t 

win today’s games. 
— Babe Ruth 

“ 
” 
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Who is going to win? 

Finish line 

A 

B 
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What if I showed you an additional  

snap shot? 

B 
A 
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What if I showed you two additional  

snap shots? 

B A 
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Or all three together? 

B 

Time O-1 

Time O-2 

A B 

B A 

A 
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Who would you bet on? 

Image source:  www.sport-it.net 
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The power  

of trended data 
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Big headlines 

Fannie Mae to mandate 

use of broader credit-

profiling data 
Trended data: the new way credit 

bureaus rate you 
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Point-in-time information 

 Trade lines 

 Inquiries 

 Public records 

Credit Profile Report 

Graphic from Creative Services requested 03.21.2016 
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Five historical fields for each trade line are used to create 

Experian’s trended data 

 Balance 

 Credit limit 

 Minimum payment due 

 Account payment 

 Date of payment 

Trended data 
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Trended data 

Trade line example 

Trade #1 Balance Credit limit 
Minimum 

payment due 

Account 

payment 

Date of 

payment 

Month 0 $13,300 $25,800 $275 $1,000 Aug 

Month 1 $14,680 $25,800 $280 $1,000 July 

Month 2 $16,060 $25,800 $286 $1,000 June 

Month 3 $17,440 $25,800 $297 $1,000 May 

Month 4 $18,820 $25,800 $310 $1,000 April 

Month 5 $20,200 $25,800 $330 $1,000 March 

Month 6 $21,580 $25,800 $343 $1,000 February 

Month 7 $22,960 $25,800 $350 $1,000 January 
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By combining the credit profile and the trended data  

you unlock a wealth of knowledge that a single credit snap shot 

does not provide: 

 Which consumers carry balances (revolvers), consolidate, or pay off their 
balances each month?  

► Trend ViewSM segment ID 

 What behavior is an early indicator of increased risk?  

► Payment Stress AttributesSM and Short-Term AttributesSM 

 Who is more likely to conduct a balance transfer? 

► Balance Transfer IndexSM 

 How do I find consumers that are in the market for a new home equity loan, 
bankcard, personal loan or mortgage?  

► In the Market ModelsSM  

 

Inferred fields 
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By combining the credit profile and the trended data  

you unlock a wealth of knowledge that a single credit snap shot 

does not provide: 

 What is the total spend on all plastic a consumer has in their wallet 

► Experian TAPSSM (Total Annual Plastic Spend) 

 What is the spend on a specific trade line?  

► Extended Trade Data 

 How profitable is a consumer? What is the yield of their top two credit cards? 
What rates are they paying on these loans? 

► EIRC for RevolvingSM (Estimated Interest Rate Calculator) 

 What is the yield, interest generated, pay rate and revolving balance  
at the trade level? 

► Extended Trade Data 

 

Inferred fields 
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Using trended data 

across the customer 

life cycle 
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Customers 

may appear 

similar,  

but are they? 

The shoe that fits one 

person, pinches another;  

there is no recipe for living  

that suits all cases. 

— Carl Jung 

“ 

” 
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 Plastic spend levels 

 Transactor vs. revolver segmentation 

 Revolving balance 

 Effective APR 

 Effective yield 

 Product-opening propensity models 

 Balance-transfer models (propensity 
and rate-surfer models) 

► Product alignment 

► Growth 

Taking a step back 

From trended data to insight 

Basic credit data 

True  

insight 

Trended data – 

backwards in time 
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Customers may appear similar, but are they? 

Customer A Customer B Customer C 

Average monthly balance: $3,462 $3,435 $3,465 

VantageScore®: 740 736 744 
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Monthly balance 

and payments: 

Average percentage  

of balance paid: 
2.6% 53.4% 100.0% 

Total annual payments: $1,126 $22,390 $42,429 
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Prospecting Retention Underwriting 

Behavior drives needs 

Across the lifecycle 

What APR is 
the customer 
revolving at 
elsewhere? 

Who is 
interested in 
moving a 
balance? 

How much does 
the customer 
spend on their 
credit cards?? 

Is the customer  
a revolver or  
a transactor  
(or both)? 

Who is looking 
elsewhere for a 
similar product? 

Who has balance 
elsewhere? 
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Improving marketing efficiency  

with propensity models 

Student loan? 

Mortgage? 

Home equity? 

Personal finance? 

Retail card? 

Bankcard? 

Auto? 

Don’t mail 
everyone your 
card offer –  
focus here! 
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Product alignment via behavioral 

segmentation 

Low spend High spend 

High revolve 

Low revolve Spend-oriented 

products 

Balance-oriented 

products 
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Increased efficiency, while meeting  

the customer’s needs 

Eligible universe 

Likely to open  
an auto loan soon 

Existing 

auto 

APR>10% 
Auto  

loan 

with APR<10% 
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Capturing and retaining balances 
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Likely to balance transfer 
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Revolving at APRs 8%+ 

Transfer your  

balance to your  

Rewards card now  

and get 6.99% for  

12 months. 

“ 
” 

Customers with low 
balances on your card 
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Line management using spend levels 

 Customer insulted 
 Inactive 
 Attrition 
 Low profitability 

Goodbye 

 
But… Leads to…  From: $10k 

per month 

Customer spends 
$10k per month 

$5k 

Has a $5k line 

And… Leads to…  To: $10k 

per month 

Customer spends 
$10k per month 

$15K 

Line increased 
to $15k 

Hello 

 

 Happy customer 
 Highly active 
 Low attrition 
 High profitability 
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Cross-sell 

Open a points  

card and get an extra 

1,000 points! 

“ 
” 

$ 

Customer has a 
mortgage, but no 
other products…  

Is a pure-transactor 
with $10k / month in 
total plastic spend… 

BANK 

And is likely to open 
a new bankcard 
soon… 
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Spend retention 

Spend $1000 in the 

next 30 days on your 

Rewards card and get 

triple points. 

“ 
” 

REWARDS CARD 

Customer has  
your rewards  
card… 

But has suddenly 
stopped spending 
on he card… 

… and continues to 
have spend elsewhere 
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Trended data in 

action  

Selected best practice examples using Trended Data 
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Prospecting 

A regional credit union wanted to launch a low-rate credit card 

with a balance transfer check attached… 

 

Target audience: 

 Who has sufficient balance available elsewhere? 

 Who is likely to transfer that balance? 

 Who is NOT likely to surf that balance (“sticky balances”)? 

 Ensure that their existing rate is higher than my promo and go-to rates 

 

A member segment with these characteristics was offered the card 

through a batch prescreen, leading to significantly higher response 

rates than past campaigns   
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Account management / retention 

A credit union hadn’t increased credit lines on their existing travel 

points card portfolio in a while… 

 

Target audience: 

► Which members have low spend with me? 

► But have high spend elsewhere (low spend-share with me)? 

► And are “transactors,” rather than “revolvers”? 

 

These, and other trended data elements were used as the 

backbone for a “CLIP” (Credit Line Increase Program), designed 

specifically to regain spend share on current card members, 

leading to improved usage and retention   
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The power of combining credit profile data and trended data can 

help you solve your most pressing business challenges 

 Plastic spend levels 

 Transactor vs. revolver segmentation 

 Revolving balance 

 Effective APR 

 Effective yield 

 Product-opening propensity models 

 Balance-transfer models (propensity and rate-surfer models) 

► Product alignment 

► Growth 

Experian can show you how to deploy  

these tools to improve your business 

 

 

 

 

Conclusion 
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Questions 
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For additional information, 

please contact: 

@ExperianVision | #vision2016 

Follow us on Twitter: 

#vision2016 
Jason.Dietrich@experian.com 

Paul.DeSaulniers@experian.com 
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Share your thoughts about Vision 2016!  

 
Please take the time now to give us your feedback about this session.  
You can complete the survey in the mobile app or request a paper survey.  

Select the breakout  

session you attended 

Select the Survey 

button and complete 1 2 

#vision2016 
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