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* Great story so far
* Why not just stop there?
* Large scale demand for our service
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Rent-A-Cenler.

L I M 1 T E D

RAC @ ACCEPTANCE"

rac Rent-A-Cenlire,



* Provide more touch

Rent-A-Cenler.

Mm |

=

points to reach RTO
customers 1[1]1

* Convenient locations
* Low cost
« Natural extension
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20 locations In

v California ™
v’ Indiana
v Nevada

v’ Texas
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Positive Results

(adds to core)

—

Potential
—

Expansion




» Smaller square footage
Limited SKUs

All new products

v TV

v Computers

v" Appliances

v Games

Line of sight in high
traffic areas

Only one competitor
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Two brands, one focus

* Non-Hispanic and Hispanic concepts

ROAENCION RAPIDA

T e

».
I
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* Continue to test model
* Kiosk can go anywhere
* |dentify partners and locations
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To grow our customer base and increase
market penetration

v" Service customers likely outside our
traditional customer base

v" Customers turned down for credit and need
a way to fund their purchase

v" Retailers “save the sale”
v Low cost of entry

RAC @ACCEPTANCE”‘




RAC @ ACCEPTANCE’

* Began as test with Ashley Furniture
* “Back of customer’s heads”

* Solid results in a series of pilots

* Over 100 opened this year

* Only 1 competitor in this space
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Customer shops

Customer applies for
credit and is denied

Hand-off to
RAC Acceptance staff

Conversion rate ~ 50%
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The value proposition

 Customer gets the
product they want

« Retailer saves
a lost sale

* RAC Acceptance
obtains a new
customer that likely
would not have
visited an RTO store




RAC Acceptance customer vs. RT0
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Credit scores: < 520 521 - 580 > 581
RTO 62% 26% 12%
RAC @ accertance | 46% 29% 25%




$124 per month

(10% higher than core RTO)

Extended time on rent

Very low default rates
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Home Choice
+ Retalil sale:

We handle the
financing
.~ lllinois test

— Can Home Choice
co-exist with RTO?

— Can it go national?
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Home Ghoice customer vs. RT0
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Credit scores: <520 521 - 580 > 581
RTO 62% 26% 12%
home D noi- | 42% | 33% | 25%
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Continue in test mode

No aggressive
expansion planned

Complete build-out
of first market

Envision national
footprint




rac Renlt-A-Cenlre.

* 34 million people
* Ripe for Rent-to-Own
* Leverage our core RTO business — no changes

| T
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_ﬁﬂlWill!l OUrcore pusiness
In North America

* 18 stores currently

* Build out 10-20 stores in 2011

* Potential for 200-300 stores

* One large RTO player now — Easyhome

* The goal is to be the RTO leader in Canada
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RAC Rent ‘A-Cente

MUEBLES - LINEA BLANCA + quIpos ELECTRONICOS » compyTapy
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e
Mexico is on improving the quality
of life of our customers
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In mid 2009, we started evaluating opportunities
for growth outside our current markets...

e
ol
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Inmid 2009, we started evaluating opportunities
for growth outside our current markets...

v Stable economies
v" Sizeable demographics

v" Lack of access to our product
categories

v" Favorable regulatory framework for
our type of transaction
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As a resuit, we decided on Mexico
as our first foray into Latin America

5
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As a resuit, we decided on Mexico
as our first foray into Latin America




As a resuit, we decided on Mexico
as our first foray into Latin America

* Proximity to RAC’s established operations
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As a resuit, we decided on Mexico
as our first foray into Latin America

* Pre-existing brand recognition in certain markets

Declare all articles ]
acquired outside USA ’
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A cross-functional team did intense upfront
homework on the Mexican market

* Regulatory environment

* Extensive indirect competltor analyses
v" Assortment FF
v Pricing
v" Store layout
v" Customer experience
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A cross-functional team did intense upfront
homework on the Mexican market

* We also conducted extensive marketing research
— Focus groups
— Product research
— Customer Intercepts
— Ethnos research

e vl E-—3
- >
e
“ 2N
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We concluded that we have a unique
value proposition for Mexico

“ To provide Mexican consumers
with an easy and safe way to
access the products they want
for their homes. ”
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jue concludetd that we nave a unigue
jajtie pronosition for Mmexico
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e concluded that we have a unique
jailié proposition ior Mexico
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e concludet that we have a unique
jailie proposition for Mexico
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We concluded that we have a unique
value proposition for Mexico

Attribute F RAC y, Indirect Competition
Name Brand Products V + Offers many name brands V « Same
/ /
Payments V » Affordable payments V « Small, affordable credit installments
Requirements * No need for homg ownership « Credit History
¢ or guarantor/co-signer « Strict requirements to qualify, including

proof of home ownership
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We concluded that we have a unique
value proposition for Mexico

Attribute F RAC y, Indirect Competition
Name Brand Products V/ + Offers many name brands V/ « Same
Payments V * Affordable payments V + Small, affordable credit installments
Requirements "« No need for home ownership * Credit History
¢ or guarantor/co-signer » Strict requirements to qualify, including

proof of home ownership

Approval Process * Quick, with same-day approval and * 2-3 day approval process, requiring more
¢ delivery in most cases than one trip to the store
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We concluded that we have a unique
value proposition for Mexico

Attribute F RAC y, Indirect Competition
Name Brand Products V + Offers many name brands V « Same
/ /
Payments V * Affordable payments V « Small, affordable credit installments
Requirements * No need for hom(_a ownership * Credit History
¢ or guarantor/co-signer + Strict requirements to qualify, including
proof of home ownership
Approval Process * Quick, with same-day approval and « 2-3 day approval process, requiring more
¢ delivery in most cases than one trip to the store
Collection Practices * Flexibility to return produc_t if customer « Strong-arm collection practices
¢ cannot gfford payments with no impacton Harassing
credit history I
* Ability to get product (or equivalent) again LR

when situation improves * Repossession with consequent loss of all

ayments made to date
* Payment protection plan bely
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value proposition for Mexico

Attribute RAC

Indirect Competition

Name Brand Products V + Offers many name brands
/

/
V * Same
/

Payments V + Affordable payments

V « Small, affordable credit installments

Requirements

* No need for home ownership
or guarantor/co-signer

* Credit History

» Strict requirements to qualify, including
proof of home ownership

Approval Process

* 2-3 day approval process, requiring more
than one trip to the store

Collection Practices * Flexibility to return product if customer

* Quick, with same-day approval and
¢ delivery in most cases
¢ cannot afford payments with no impact on
credit history
* Ability to get product (or equivalent) again
when situation improves

+ Payment protection plan

» Strong-arm collection practices
* Harassing
* Affects credit

* Repossession with consequent loss of all
payments made to date

Delivery, Setup and Service -« Free during rental period

* Generally not offered, and in the few
cases that it is there is an extra cost
involved
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We concluded that we have a unique
value proposition for Mexico

Attribute y RAC y Indirect Competition
Name Brand Products v + Offers many name brands v « Same
/ /
Payments V + Affordable payments V + Small, affordable credit installments
Requirements * No need for home ownership * Credit History
or guarantor/co-signer « Strict requirements to qualify, including
proof of home ownership
Approval Process * Quick, with same-day approval and * 2-3 day approval process, requiring more
¢ delivery in most cases than one trip to the store
Collection Practices * Flexibility to return product if customer » Strong-arm collection practices
\/ cannpt _afford payments with no impacton Harassing
credit history

. . : * Affects credit
* Ability to get product (or equivalent) again -
when situation improves * Repossession with consequent loss of all

: payments made to date
+ Payment protection plan

Delivery, Setup and Service , * Free during rental period * Generally not offered, and in the few
cases that it is there is an extra cost
involved

Heritage * Being a US Company is perceived as a * Mexico, not viewed as being as

\/ plus as they follow rules (“they do as professional or fair
promised”)
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Mexico - 111 Million total popuiation

129

Socioeconomic Status (SE S) Mexico
A/B: High 7.6%
C+ Upper Middle 13.7%
C: Middle 17%
D+: Lower Middle 36.4%
D: Low 15%
E: Extreme Poverty 10%
100%




We estimate the Mexican market can support

1,000+

RTO locations
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We have initially opted for a horder market strategy
starting in the city of Reynosa

Fayg

Las Palomas ‘.“.I
Manageme
Area - Kelly L
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We have initially opted for a horder market strategy
starting in the city of Reynosa

This location allows us to leverage:

* Proximity to existing operations for support

* Above-store leadership structure \Q@D
+ Existing brand recognition

Reynosa l -:);- E.;'O ‘;. .;-‘ ;lf\-
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We have initially opted for a horder market strategy
starting in the city of Reynosa

* Reynosa, Tamaulipas, Mexico founded in 1749
* Population of 1.2 Million
+ 18.5% of its state’s GDP [

* Approximately 200 manufacturing
companies with more than
90,000 employees

* Leading manufacturers in electronics,
auto parts, medical equipment, fiber optics
among others

Reynosa
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Where we made changes:
* Supply chain
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How did we adapt to the Mexican market?

Where we made changes:
 Supply chain
* Product

‘‘‘‘‘‘
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How did we adapt to the Mexican market?

Where we made changes:
 Supply chain
* Product

B ‘San

©

mabe MUEBLEMEX

137



Where we made changes:

 Supply chain

* Product ; _

. Partnerships (0 = 4000

Site Selection
Local Lease Negotiations Store
Recruiting

Payroll

Partner Ops
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How did we adapt to the Mexican market?

Where we made changes:
 Supply chain
* Product

* Partnerships
» Language
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How did we adapt to the Mexican market?

Where we made changes:
 Supply chain
* Product

* Partnerships
» Language

* Operations

140



Where we stayed the same:
* Brand
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How did we adapt to the Mexican market?

Where we stayed the same:
* Brand

» Store design & layout
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Where we stayed the same:
* Brand

» Store design & layout

o Store staffing model
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Where we stayed the same:

* Brand SONY.

+ Store design & layout ~ _—— -y (
o Store staffing model (B

* Majority of product ALY
= @ . PHILIPS
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On Octoher 9th we opened the doors of our first
store in Plaza Periferico in Reynosa, and a second
store in Plaza Juarez on November 2nd

2 @ Rent -A-Center.

* Demand has exceeded
our expectations

* The decision to have a DC
has proven to be right

* Very encouraging early
results both on sales sfls .
and payments ] »\. A

AN U V4
- -
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We will have one more location open in November
and a fourth by the end of the year, to take
advantage of the full Christmas shopping season
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The existing and upcoming store will all be
supported by an aggressive marketing campaign

« Radio
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The existing and upcoming store will all be
supported by an aggressive marketing campaign

 Radio
* Newspaper inserts

g

g
Rntceter &
S

s

MUY PRONTO CONOCERAS
LA NUEVA Y UNICA FORMA EN MEXICO
DE OBTENER LO QUE NECESITAS
PARA DISFRUTAR TU HOGAR.

Omw-.mm:mwmm@

Plza Perifirico PROXIMAMENTE
P

1

Te esperamos en nuestra Gran Inauguracion este. o
Hacemos faﬂl que lo hagas tuvo

sabado 23 y domingo 24 de octubre a partir de las 10:00 am. en:
Rent-A-Center Plaza Periférico
sl NUEWA Y O
 Sin necesidad de historial de cré
« Pagos congelados en caso de i

iVen y comprusbalol

O P panssonc [ cwmer Wk mabe @p @

PROXIMAMENTE

Yo esté en Reynosa la NUEVA y UNICA forma en México A
ppadelinnig B e tacemos TACHH que io nagas TUYO

www.renfacenter.com.mx

i necesidod de historol de crédto + Servicio de montenimiento gratis
+ Pogos congelados en coso do imprevistos + Entrega o ¥ colocadén gratuitas

Sin barreras ni rechazos de crédito jcompruébalo!

SONY 199 G pmmc [ Jwwer mte @y @

‘ s

Plso el

Hacemos fatil que lo hag'as tuvo

ent m
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The existing and upcoming store will all he
supported by an aggressive marketing campaign

« Radio

* Newspaper inserts
» Canvassing efforts

Imagina obtener 1o que necesitas para disfrutar tu hogar
con estos beneficios:

« 5In necesidad de historfal e crédito.
« Entrega a domicilo y colocacion aratuitas.
« Serviclo de mantenimiento aratis.

= Pagos congelados en caso de Imprevistos.

149

Folio:

sin barreras ni rechazos de crédito.
iCompruébalo!

Obtén lo que necesitas para disfrutar tu hogar.

Formato de pre-aprobacion
Nombre:
Edad:
Direccion:

ocupacion:

Colonia: Teléfono:

Correo electroénico:
Referencias:

Cliente
Pre-Aprobado

Inauguracion Plaza Periférico:
11 de Octubre 2010.

Hacemos FACil
que lo hagas TUYO

WWw.rentacenter.com.mx *

oy,
i(RAC

£
" VIGENCIA ENERO 16 DE 2011 Folio No.

SR
N Qe
s

1 semana GRATIS

en tys n

0“‘3“ agos

%, O
%, ¢
5041003

Ahora que ya eres parte de la familia Rent-A-Center.
queremos seguirte ayudando. Y también a los tuyos.

Recomliéndanos con 5 amigos o familiares y por cada uno que complete una transaccion,
te descontamos un pago semanal en cualquler contrato de renta activo.

[ e/

°I“'a) 4 sm\\\§$

| Nombre de s omioso fmilres

o000

te. No se requiere de | pra
e e




The existing and upcoming store will all he
supported by an aggressive marketing campaign

» Radio
Newspaper inserts

Canvassing efforts -
Bus stop signage [P ey g

sitas
de obtener 1o que neces
para disfrutar tu hogar
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The existing and upcoming store will all he
supported by an aggressive marketing campaign
» Radio

Newspaper inserts
Canvassing efforts
 Bus stop signage
Billboards
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The existing and upcoming store will all be
supported by an aggressive marketing campaign

Radio

Newspaper inserts
» Canvassing efforts
 Bus stop signage

* Billboards

* TV spots
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