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Ally Financial Inc. is a leading digital financial-services company with $178.9 billion in assets 
as of December 31, 2018. As a customer-centric company with passionate customer service 
and innovative financial solutions, we are relentlessly focused on “Doing It Right” and being 
a trusted financial-services provider to our consumer, commercial, and corporate customers. 
We are one of the largest full-service automotive-finance operations in the country and offer 
a wide range of financial services and insurance products to automotive dealerships and 
consumers. Our award-winning online bank (Ally Bank, Member FDIC and Equal Housing 
Lender) offers mortgage-lending services and a variety of deposit and other banking 
products, including savings, money-market, and checking accounts, certificates of deposit 
(CDs), and individual retirement accounts (IRAs). We also support the Ally CashBack Credit 
Card. Additionally, we offer securities-brokerage and investment-advisory services through 
Ally Invest. Our robust corporate finance business offers capital for equity sponsors and 
middle-market companies.

our business: a leader in 
digital financial services

our vision: be a relentless ally 
for your financial well-being
Our commitment to our customers has been at the core of who we are for nearly 100 years. 
We’re committed to constantly creating and reinventing with the singular purpose of making 
a real difference for our customers. That’s why we offer award-winning online banking, 
rewarding credit and lending experiences, leading auto financing products and services  
and a growing wealth management and brokerage platform.



2018 ACCOLADES 

$3.34 Adj. EPS*

$179b Total Assets

$106b Total Deposits

12.3% Core ROTCE*

* �The following are non-GAAP financial measures which Ally believes are important to the reader of the Consolidated Financial Statements, but which are supplemental to and not a 
substitute for GAAP measures: Adjusted Earnings per Share (Adj. EPS), Core Return on Tangible Common Equity (Core ROTCE), Adjusted Tangible Book Value Per Share (Adj. Tangible  
Book Value Per Share), Adjusted Total Net Revenue (Adj. Total Net Revenue) and Adjusted Other Revenue (Adj. Other Revenue). These measures are used by management and we believe 
are useful to investors in assessing the company’s operating performance and capital. Refer to the 2018 Financial Tables later in this document for a Reconciliation to GAAP.

2018 FINANCIAL 
HIGHLIGHTS
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Best Banks to Work for 
by American Banker

E-Commerce Customer 
Service Gold Stevie Award – 
Financial Services

Best Places to Work by 
Human Rights Campaign 



dear 
shareholders,
The Ally team delivered exceptional financial and 
operational results in 2018, demonstrating the strength 
of the Ally brand and the underlying earnings power  
of our leading auto and digital bank franchises.  
We achieved several milestones in 2018, including  
the highest Adjusted Total Net Revenue* and Adjusted 
EPS* since becoming a public company, while surpassing 
$100 billion of total deposits, a testament to the robust 
franchise we’ve built at Ally Bank. Our results reflect our 
deep industry expertise, resilient and customer-centric 
business model and strong alignment with consumer 
banking trends. As we enter 2019 and prepare to 
celebrate our 100th year in auto finance and 10th year 
since establishing Ally Bank, I remain optimistic about 
our ability to continue innovating and serving our 
customers while delivering strong shareholder value. 

As I reflect on our performance, we skillfully navigated 
a variety of challenges to deliver these results, including 
tumultuous capital markets, a difficult interest rate 
environment, a highly competitive deposit market, 
and an uncertain political landscape. Our strategic 
focus on prioritizing the customer and our unrelenting 
commitment to ‘Do It Right’ guided us through this 
backdrop. At Ally, ‘Do It Right’ is more than just a 
tagline, it’s our promise to our stakeholders and the 
embodiment of how we strive to operate and serve  
our customers and communities each and every day. 

* �Represents a non-GAAP financial measure. These measures are used by management and we believe are useful to investors in assessing the company’s operating performance and 
capital. Refer to the 2018 Financial Tables later in this document for a Reconciliation to GAAP.



Operationally, our auto business had an outstanding 
year, posting $35.4 billion of consumer originations and 
growing pre-tax income by 12% relative to 2017. We have 
been successful in executing a very deliberate strategy 
to diversify the composition and sourcing of our auto 
originations while optimizing risk-adjusted returns.  
Along those lines, we’ve increased our non-RV dealer 
base, and the application volume we see from those 
dealers, every year since 2014. In 2018, we processed  
11.6 million applications, or more than 30,000 applications 
on average every day. Our Growth channel1 accounted for  
46% of our consumer originations in 2018, compared to  
just 20% in 2014, strong evidence that Ally’s best-in-class  
service and superior product suite appeal to dealers  
across all OEMs. We are 
a comprehensive finance 
provider for our dealers  
and customers, with a 
nationwide platform and 
full spectrum of products, 
including our insurance 
offerings. Our insurance 
business had a great year in 
2018, posting strong written 
premium growth while 
diversifying its dealer base 
and introducing new and 
innovative products under the 
Ally Premier Protection brand. 

Our corporate finance business also posted solid results, 
with total assets growing 17% while experiencing  
strong credit performance across a highly diversified 
middle-market portfolio. The attractive risk-adjusted 
return profile of this business, along with our expertise  
in secured lending, aligns well with our commercial 
product offerings. We expect corporate finance to be  
a source of enhanced returns and profitability in the future. 

Our retail deposit business was resilient in the face of  
heightened competition, growing balances $11.2 billion  
while adding 230 thousand customers, the highest 
annual customer growth we’ve seen since the inception 
of Ally Bank, while finishing 2018 with over 1.6 million 
retail deposit customers. I’m excited about the investments 
we’ve made over the past two years to better serve our 
customers. Ally Home and Ally Invest made considerable 

progress in 2018 with increased originations and account 
openings. In our first full year offering a diversified and 
cohesive product suite to our banking customers, we 
saw encouraging progress, including significant growth 
in customers using multiple Ally products. The revenue 
trends and customer growth serve as affirmation that 
these products align with customer preferences to 
have simple, convenient offerings, coupled with strong 
customer service levels. These are cornerstones of our 
approach at Ally, and we expect momentum to continue 
from here.

Our operational performance, along with our disciplined 
risk management and efficient capital deployment 

strategy, translated to excellent 
top-line and bottom-line financial 
results in 2018. Adjusted Total Net 
Revenue* exceeded $6.0 billion 
for the first time since our IPO, 
while Adjusted EPS* increased 
39% to $3.34 and Core ROTCE* 
expanded 256 basis points to 
12.3%. We remained committed 
to distributing capital to our 
owners, returning $1.2 billion to 
common shareholders through 
dividends and share repurchases 
in 2018, up 26% versus the prior 
year, while reducing outstanding 
share count by 7.4%. 

As I enter my fifth year as CEO of Ally, I’m continually 
amazed by the transformation I’ve seen over such a 
short period of time. We’ve evolved from a privately-
held, majority wholesale funded, auto finance lender 
to a publicly traded, majority deposit-funded, digital 
financial services company. The one constant during 
that time, however, has been a culture that is committed 
to innovation, diversity and the empowerment of every 
Ally team member. We strive to put the customer at 
the center of everything we do, every day. With our 
compelling culture and business model I see a substantial 
runway for growth and a business that reflects the  
future of banking. As we move forward, I remain confident 
as ever in our ability to deliver significant value to our 
customers, communities, and shareholders.

* �Represents a non-GAAP financial measure. These measures are used by management and we believe are useful to investors in assessing the company’s operating performance and 
capital. Refer to the 2018 Financial Tables later in this document for a Reconciliation to GAAP.

1 Growth channel defined as originations from non-GM/Chrysler dealers and direct-to-consumer loans
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with our compelling 
culture and business 
model I see a 
substantial runway  
for growth and a 
business that reflects 
the future of banking



2018 financial 
results
Ally delivered strong financial results in 2018 as we 
successfully executed our strategy to expand our retail 
deposit franchise, optimize our auto finance business, 
and return significant capital to common shareholders. 
Consequently, we posted the best results since becoming 
a public company across multiple financial and 
operational metrics. 

Adjusted Total Net Revenue* 
increased $175 million to $6 
billion in 2018, driven by the 
expansion of retail auto and 
commercial auto yields, strong 
earning asset growth, and 
further optimization of our 
funding profile, highlighted 
by the reduction of high-
cost legacy debt and higher 
deposit balances. Retail auto 
and commercial auto portfolio 
yields increased by 34 bps 
and 77 bps, respectively, and we expect further expansion 
of retail auto portfolio yields given the strong yields 
originated during 2018 and the short-duration nature of  
our balance sheet. Earning assets increased over $10 billion 
at the end of 2018 compared to year-end 2017, driven by 
growth in our auto and mortgage businesses as well as 
the expansion of our investment securities portfolio. 

We continued to drive higher deposit balances while 
minimizing funding from the wholesale markets. I’m very 
proud of surpassing $100 billion of total deposits in 2018, 
ultimately finishing the year at $106.2 billion, up $12.9  
billion for the year. Magnifying the benefit of these 
deposits is the structural roll-down of our unsecured debt  
footprint. In 2018, we had $3.6 billion of institutional 

unsecured debt mature at a 
weighted average coupon of 
4.3%. We have another $3.7 
billion scheduled to mature 
during 2019 and 2020 with  
a weighted average coupon  
of 5.3%, providing a tailwind  
to net financing revenue over  
the coming years. In total,  
our deposit philosophy remains 
consistent - maintain balanced 
growth and pricing while 
leveraging the secular trends  
in digital banking to drive more 

customers to the Ally brand. Longer term, as we approach 
our stated goal of deposits representing 70% to 75% of  
our funding profile, we expect to have greater opportunity 
to optimize the financial benefits of our deposit base.
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we posted the 
best results since 
becoming a public 
company across 
multiple financial and 
operational metrics

* �Represents a non-GAAP financial measure. These measures are used by management and we believe are useful to investors in assessing the company’s operating performance and 
capital. Refer to the 2018 Financial Tables later in this document for a Reconciliation to GAAP.



* �Represents a non-GAAP financial measure. These measures are used by management and we believe are useful to investors in assessing the company’s operating performance and 
capital. Refer to the 2018 Financial Tables later in this document for a Reconciliation to GAAP. 

2 Metrics reflect growth from June 30, 2014, the quarter-end subsequent to Ally’s IPO, through December 31, 2018.
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$3.34

$1.68

FYE 2018

FYE 2014

1.65M

0.85M

12/31/2018

6/30/2014

$29.93

$21.48

12/31/2018

6/30/2014

12.3%

7.9%

FYE 2018

FYE 2014

$106.2B

$56.1B

12/31/2018 6/30/2014

ADJ. EPS*

+98%
RETAIL DEPOSIT CUSTOMERS2

+93%
ADJ. TANGIBLE BOOK VALUE PER SHARE*2

+$8.45
CORE ROTCE*

+445bps
TOTAL DEPOSITS2

+$50b



AUTOMOTIVE FINANCE
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Our auto finance business delivered strong risk-adjusted 
returns in 2018 through prudent diversification and sound 
risk management. We leveraged our national scale and 
strong dealer relationships to gain share in the used 
vehicle financing market. Pre-tax income increased 12% 
to $1.4 billion driven by strong asset growth and higher 
consumer and commercial revenue. Estimated retail auto 
originated yield3 for 2018 increased by 83 bps to 7.07% 
on $35.4 billion of consumer originations. The expansion 
of retail auto and commercial auto yields came against 
a backdrop of disciplined underwriting and strong credit 
performance, with the 2018 retail auto net charge-off 
rate declining 15 bps to 1.33%. Additionally, we remained 
consistent in the market, with our nonprime originations, 
defined as loans with a FICO score of less than 620, 
representing 10% of volume in both 2017 and 2018, while 
the average FICO score on 2018 retail originations was 
689, just 1 point below our 2017 vintage. 

With approximately 17,900 dealer relationships across  
all 50 states and 100 years of experience in the auto  
finance business, we have the ability to quickly pivot  
across geographies and products in response to shifting 
competitive landscapes. In 2018, we decisioned 11.6  
million consumer applications, which drove the increase 
in full-year origination volume. Our growth in application 
and origination volume reflects the strength of our unique 
value proposition in the auto finance market, where 
we go beyond traditional consumer and commercial 
financing and insurance products. We also provide 
comprehensive automotive remarketing services, 
including the use of SmartAuction, our online auction 
platform, which efficiently supports dealer-to-dealer 
and other commercial wholesale vehicle transactions. 
SmartAuction, which was used to sell 281,000 vehicles to 
dealers and other commercial customers in 2018, provides 
diversified fee-based revenue and serves as a means of 
deepening relationships with our dealership customers. 

During 2018, used volume increased $2.5 billion to $18.2 
billion while the Growth channel accounted for a record 
46% of our consumer origination volume, evidence of our  

successful diversification efforts. Beyond our longstanding 
GM and Chrysler relationships, our ability to diversify 
across all OEMs at this scale demonstrates the strength 
of our customer service, product offerings, Dealer Rewards 
program, and deep industry knowledge. 

Several years ago, we identified used vehicle financing  
as an attractive opportunity to expand risk-adjusted 
returns given the competitive dynamics and risk profile 
of that market. In 2018, used vehicles accounted for a 
record 52% of our consumer originations and we remain  
upbeat on the ability to drive returns in the used vehicle 
market. Our approach is targeted at the upper-end of the  
used market, with a focus on newer vehicles, including 
certified pre-owned, and primarily sourced through 
franchised dealers. Consequently, the FICO differential  
between our new and used originations was approximately 
20 points compared to a differential of more than 50 
points4 for the overall industry. 

In addition to our retail auto finance operations, our 
commercial auto business had a terrific year, increasing 
total financing revenue $210 million year-over-year to 
$1.5 billion. Serving automotive dealers is foundational 
to who we are, and we’ve grown non-RV dealer 
relationships every year since 2014, while continuing 
to expand our relationships with existing dealers and 
steadily making inroads with newer Growth channel  
dealers. In addition to expanding commercial auto 
portfolio yield by 77 bps, 2018 marked the eighth 
consecutive year in which commercial auto portfolio 
losses have been less than or equal to two basis points.  
We remain forward-looking in how we position our 
business, as evidenced by our relationships with 
innovative players in the industry, and our in-house 
direct-to-consumer auto offering, ClearLane. The 
industry continues to evolve, and as we’ve always done, 
we are positioning ourselves for long-term success.

3 �Estimated Retail Auto Originated Yield is a forward-looking non-GAAP financial measure determined by calculating the estimated average annualized yield for loans originated during 
the period.

4 Source: Experian State of the Auto Finance Market (4Q2018).



we leveraged our national 
scale and strong dealer 
relationships to gain 
share in the used vehicle 
financing market

USED VEHICLES ACCOUNTED 
FOR A RECORD

52%
of our consumer originations in 2018
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INSURANCE 

Our insurance business had another solid year, with  
total written premiums up 18% to $1.2 billion. Vehicle 
service contract volume steadily increased, and  
we saw strong growth in new non-GM relationships.  
In 2018, we renewed our agreement to serve as  
a preferred insurance provider for Subaru while closing  
out a successful year serving as the preferred vehicle 
service contract and protection plan provider for 
GM Canada. Our insurance franchise is an important 
complement to our auto finance business and a 
difference maker in allowing us to provide a full suite  
of products to our dealer customers. As we grow written 
premiums, expand Growth channel relationships, and 
introduce new products, we expect Ally Insurance to 
remain a critical part of our dealer-facing strategy. 

INTRODUCE  
NEW PRODUCTS

EXPAND GROWTH 
CHANNEL 

RELATIONSHIPS

GROW WRITTEN 
PREMIUMS

ALLY INSURANCE



2018 ANNUAL REPORT ALLY FINANCIAL 9

CORPORATE FINANCE

MORTGAGE FINANCE

Our mortgage business saw 2018 pre-tax income more 
than double from $20 million to $45 million, while net 
financing revenue increased by $47 million year-over-
year. Total assets increased $3.5 billion to $15.2 billion, 
driven primarily by bulk mortgage purchases. In the 
second half of 2018, direct-to-consumer origination 
volume, through our Ally Home platform, began to 
accelerate. Mortgage is a large addressable market and 
remains an attractive growth opportunity for us as well 
as a value-added way to deepen customer relationships.

DIVERSIFIED HFI PORTFOLIO

+19%
to $4.6 billion in 2018

NET FINANCING REVENUE

year-over-year

+$47m

Our corporate finance business experienced strong 
growth in 2018 and represents an attractive opportunity 
to grow risk-adjusted returns in the future. The corporate 
finance team, which provides senior secured leveraged 
cash flow and asset-based loans to mostly U.S.-based 
middle market companies, has significant industry 
experience, a proven track record, and strong financial  
sponsor relationships. Our average net charge-off rate  
since 2006 has been approximately 10 basis points, and 
we’re prudently growing our portfolio. The investments 
we made in the business in 2017, including expanding into 
new industry verticals and the hiring of key talent, paid 
dividends in 2018, with pre-tax income increasing 26% 
to $144 million. Our diversified held-for-investment 
portfolio increased 19% to $4.6 billion in 2018, while 
experiencing a net charge-off rate of only seven basis 
points. While corporate finance will continue to be 
a growth engine for Ally moving forward, we remain 
cognizant of the headwinds within the leverage finance 
market and will remain disciplined.



investment 
thesis
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STRONG FINANCIAL 
RESULTS

our strong financial 
and operational 
performance met 
or exceeded our 
expectations across 
the board in 2018

* �Represents a non-GAAP financial measure. These measures are used by management and we believe are useful to investors in assessing the company’s operating performance and 
capital. Refer to the 2018 Financial Tables later in this document for a Reconciliation to GAAP.

I’m pleased to report that our strong financial and  
operational performance met or exceeded our 
expectations across the board in 2018. While historically 
low unemployment, tax reform and a strong consumer 
benefited our bottom line, it was our measurable 
improvement across our business units and prudent 
capital deployment strategy that drove our results. 
These solid operating results, along with strong credit 
performance and judicious capital management actions, 
helped us achieve the targets we provided to investors in 
early 2018 and subsequently revised higher in the third  
quarter for full-year 2018 results. Against that guidance,  
our Core ROTCE* of 12.3% and Adjusted EPS* growth of  
39% were in line with our targets. Our portfolio experienced 
solid credit performance driven by consistent underwriting, 
a healthy consumer, and enhanced collections capabilities, 
pushing provision for loan losses down 20% in 2018,  
stronger than our target. These same dynamics benefited 
our retail auto net charge-off rate, which ended 2018 at  
1.33% relative to a target of below 1.40%. Our top-line 
performance, including net financing revenue and 
Adjusted Other Revenue*, were also in line with our targets. 
Lastly, we remained disciplined on expenses while still 
supporting our core businesses and investing in growth, 
with noninterest expense increasing 5% year-over-year, 
directly in the middle of our target range.



POWERFUL AUTO FINANCE & DEPOSIT FRANCHISES

I view our auto finance business and deposit franchise 
as the stable foundation around which we continue to 
expand into new consumer and commercial products. 
We’ve been in the auto business for 100 years and have 
national scale, leading capabilities, and deep and 
longstanding dealer relationships, all of which contribute 
to our leading market position as we serve more than  
4 million auto finance customers and approximately 
17,900 dealers. Our deposit franchise set the stage for 

what a digital customer-centric bank should look like 
when it was established in 2009, while collecting countless 
accolades along the way. This allowed us to expand to 
over 1.6 million retail deposit customers, while achieving  
36 consecutive quarters of double-digit year-over-year 
retail deposit growth. Simply put, these are two powerful 
businesses that underpin our financial path and provide 
us with brand recognition and a large customer base as 
we introduce new and innovative products and services. 

RETAIL DEPOSIT CUSTOMERS

>1.6m
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EFFICIENT CAPITAL MANAGEMENT 

Our capital management strategy at Ally balances 
returning capital to shareholders with investing in our 
businesses. In an environment where the pressures of 
short-termism are pervasive, we spend significant time 
analyzing and discussing how we can deliver the most 
value to our shareholders over the long-term. We are 
well-positioned to leverage our brand and national  
scale to create and grow new businesses in response  
to our customers’ demands. Meanwhile, our stock 
continued to trade below book value throughout most 
of 2018, creating compelling opportunities for share 
repurchases. Given those two dynamics, we prioritized 
our customers, ensuring we were providing them  
with the products and user experience they expect and 
then taking advantage of the market opportunity  
to repurchase our shares. We believe this is the best 
approach for our shareholders, allowing us to drive 

profitability by investing in our businesses while also 
returning significant capital. In 2018, we spent $939 
million repurchasing 35 million shares while raising 
our dividend from $0.12 per share in 4Q2017 to $0.15 
per share in 3Q20185. Overall, we returned $1.2 billion 
to common shareholders in 2018, equivalent to more 
than 10% of our average market capitalization. Since 
we started returning capital to our shareholders in 
mid-2016, we’ve repurchased over 86 million shares, 
reducing share count by 16.3%, while increasing our 
common dividend four times5. Going forward, we will 
continue to provide our core businesses with what 
they need to maintain their leading market positions 
and generate attractive risk-adjusted returns, while 
also supporting our growth businesses and actively 
returning capital to our shareholders.

5 On January 14, 2019, Ally declared a common dividend of $0.17 per share, reflecting a $0.02 increase relative to its 4Q2018 dividend payment.

OUTSTANDING SHARE COUNT (IN MM) TOTAL CAPITAL RETURNED TO COMMON 
SHAREHOLDERS ($ IN MM)
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POSITIONED FOR THE FUTURE
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cybersecurity is a 
foundational element 
of our enterprise risk 
management and an 
obligation of every  
ally associate

While I’m proud of the financial results we posted in 2018,  
I’m also excited about the initiatives we undertook and 
the investments we made to drive strong and sustainable 
profitability in the future. We continued to prudently 
enhance the capabilities and customer experience within 
our Ally Invest and Ally Home businesses and saw 
encouraging customer trends in both franchises. As  
the largest branchless bank in the United States, we 
understand the importance of the digital user experience, 
and we made smart investments across both our core 
and growth businesses to provide Ally customers with 
best-in-class service. We rolled out new functionality 
within Ally Invest, enhanced the fulfillment process 
at Ally Home, leveraged machine learning within our 
deposits business, and made improvements to our auto 
underwriting and servicing capabilities. 

Positioning for the future, however, is more than fostering 
innovation and creating a path toward sustainable and 

profitable growth - it’s also about maintaining the trust  
of our customers and keeping their money and data safe. 
As a company, we remain intensely focused on protecting 
customer data. Cybersecurity is a foundational element 
of our enterprise risk management and an obligation of 
every Ally associate. The tone comes from the top, and 
along with crisis management simulations and testing, 
mandatory training modules, and monthly phishing 
exercises for employees, our Board of Directors and 
management team consistently convey our organizational 
commitment to data privacy and cybersecurity. 

Our focus on safety and soundness extends beyond 
cybersecurity. Our strong capital and liquidity profile, 
coupled with our expertise in managing credit through 
many cycles, enables us to focus on what we do best – 
serve as a trusted financial provider to our customers while 
providing innovative solutions and exceptional service. 
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SERVING WITH A PURPOSE

I believe a strong culture serves as the foundation for 
strong operational results, which ultimately drives strong 
financial performance and enhanced long-term returns 
for our owners. Our brand is a reflection of our culture 
and is centered around three simple pillars: Do Right, 
Tirelessly Innovate and Obsess Over the Customer.  
We’re committed to constantly creating and reinventing 
with the singular purpose of making a real difference  
in the lives of our customers. 

Investing in the communities where we live and  
work is critical to improving the financial wellbeing  
of our customers. Consequently, upon enactment of  
tax reform in 2017, we announced an increase to our 
philanthropic giving of $6 million to better support  
our local communities. During 2018, our corporate 
citizenship priorities shifted from a focus on financial 
literacy toward a focus on long-term economic mobility 
that addresses generational poverty. This is a crucial 
societal issue that resonates with all of us at Ally. As 
a digital bank with no brick and mortar footprint, we 
are very purposefully accessible to everyone, providing 
financial products fairly and transparently from coast 
to coast. Through both monetary support, including 
strategic investments, as well as volunteerism, our 

actions and initiatives strive to make a genuine impact 
on people’s lives and their ability to improve their income 
through economic mobility.

Ally has been an engaged and committed corporate 
citizen for a long time, and I’m excited to share that we  
now have a comprehensive report that highlights our  
philosophy and accomplishments in this arena. In 2018,  
we released our inaugural Corporate Social Responsibility 
(CSR) report, showcasing how we serve as relentless allies 
to create positive social impact while underscoring our 
commitment to do right for our customers, communities, 
colleagues, and shareholders. 

Our ability to serve our customers and communities  
starts and ends with our 8,200 employees. Ally’s 
programs, processes and policies help our associates 
embrace a purpose-driven career that is owned by the 
employee while being supported by a host of career 
tools, a mentoring program, holistic benefits, and lots  
of recognition. As a result, Ally colleagues are highly  
engaged and our employee engagement scores evidence 
this – Ally improved upon its 2017 results and scored six 
points above the industry average in 2018.

tirelessly 
innovate

do right obsess over 
the customer



Our business reflects the future of banking. Over half of 
our new deposit customers in 2018 were millennials, a 
digitally-savvy demographic segment that is expected 
to benefit from an intergenerational wealth transfer of 
$30 trillion6, driving financial services for decades. The 
relationships we’re establishing today will continue to 
grow and deepen as we enhance our new products and 
improve our digital capabilities, supporting the growth 
of Ally moving forward. 
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looking ahead

JEFFREY J. BROWN
Chief Executive Officer

banking experience with competitive rates from  
an organization that not only has a higher purpose  
and commitment beyond its financial results, but  
clearly demonstrates that commitment in its actions.  
Ally reflects the future of banking, and I couldn’t be 
more excited to build on our momentum in 2019 as  
the leading digital bank. 

In closing, I want to express my deep appreciation  
to the Board of Directors for their invaluable wisdom  
and guidance. I also want to thank my senior leadership  
team and our 8,200 teammates for their hard work and  
dedication. Our results in 2018 are a direct reflection  
of your collective efforts and commitment to serving  
our customers. 

Lastly, thank you to all fellow shareholders for your 
continued support of Ally. I remain humbled and  
honored to lead this company on your behalf.

ally reflects the  
future of banking,  
and I couldn’t be  
more excited to build  
on our momentum in 
2019 as the leading 
digital bank
It’s said that imitation is the sincerest form of flattery.  
We view the multitude of financial institutions, both  
new and old, that have emulated our digital and 
customer-centric approach to banking as the ultimate 
compliment, and affirmation of what we’ve known  
for a long time. Since we started Ally Bank in 2009, 
we’ve always been forward looking. We understood  
that customers want a fair and transparent digital 

6 Source: Accenture. The “Greater” Wealth Transfer – Capitalizing on the Intergenerational Shift in Wealth, 2015.



doing right for 
our employees 
We pride ourselves on having a unique and collaborative 
culture, and that all starts with our associates. 

Ally works to champion a diverse and engaged workforce 
by ensuring our values are reflected in our programs, 
processes, and policies, including comprehensive benefits 
that support the health and well-being of employees 
both in and out of the office. We strive for a work 
environment where all backgrounds, experiences, interests 
and skills are respected, appreciated and encouraged. 
This focus is essential to our culture – by leveraging 
unique perspectives and ideas, we can better approach 
challenges, discover opportunities and drive innovation. 

As our greatest asset, we continually invest in our 
associates with holistic benefits that meet the varying needs 
of our diverse employee base. Our goal is to provide our 
employees and their family members with comprehensive 
benefits and tools to support their physical, financial, 
emotional and social health and well-being. We offer  
a variety of tools and learning opportunities to help 
develop and build future leaders and have a cross-
functional mentoring program with nearly 1,100 mentors. 
During 2018, we improved our already leading and 

progressive benefits package by enhancing our free 
financial planning program, introducing a stronger and 
more flexible bereavement policy, and expanding fertility, 
adoption, and surrogacy benefits.

Our commitment to Diversity & Inclusion begins at the 
top, and members of Ally’s Executive Council chair our 
eight Employee Resources Groups (ERGs) while our 
CEO was a signatory to the CEO Action for Diversity 
& Inclusion™, a united commitment from CEOs of the 
world’s largest companies to support a more inclusive 
workplace. Our strategy and framework for Diversity & 
Inclusion includes ERGs, talent acquisition initiatives, 
employee development, leader learning tools, and an 
overarching culture that embraces unique perspectives. 
ERG participation increased by 70% to over 2,500 Ally 
employees in 2018, and we held over 500 ERG events 
focused on topics such as talent acquisition and recruiting, 
development, and community outreach. Understanding 
that fostering a truly inclusive culture requires tough 
conversations, we launched a series called “Let’s Talk 
About It” to facilitate a conversation of understanding  
and how to talk about difference. 

Best Companies to work  
for Women and Millennials  
by Women’s Choice Award

Limeade’s Rookie of the 
Year Award for Wellbeing 
& Engagement
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2018 ACCOLADES 

Best and Brightest 
in Wellness
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ERG PARTICIPATION

 to over 2,500 Ally employees in 2018

+70%
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innovating for 
our customers
Ally leads the industry because we listen, we learn  
and we’re always looking ahead. Customer-centric 
creative thinking cuts across all aspects of our business 
and drives us to improve, whether that’s redesigning 
our auto servicing platform, streamlining customer 
onboarding, or partnering with companies like Carvana 
and EchoPark to provide financing in more of the places 
where consumers are purchasing vehicles.

We’re continuously improving the digital customer 
experience and had several notable accomplishments  
in 2018. We fully redesigned our mobile app, upgraded 
our website, enhanced the deposit account opening 
process, and improved profile management and secure 
messaging functionality. Ally Invest made it easier and  
faster to open an account and transfer funds while 
enhancing and redesigning tax tools, market research 
capabilities, and chart functionality, all while expanding 
its product suite. The capital we’re deploying to innovation  
is improving the customer experience and consequently 
deepening our customer relationships. Multi-product 
customers across our business lines continued to grow  
- over 90% of our mortgage customers and roughly  
one-third of our incoming Invest customers were existing 
deposit account holders.

TM STUDIO

At Ally, we believe a great workspace is critical to  
being competitive in today’s marketplace. That’s why  
we introduced a concept testing studio in 2018 called  
TM Studio. Our goal through TM Studio is to expand  
our foundational culture of innovative thinking to further 
transform business processes, leverage design-thinking 
principles and deliver innovative solutions for consumers. 
The creation of TM Studio was a deliberate effort  
to provide a unique environment conducive to cross-
functional coordination and ideation to tackle real life 
challenges of our businesses and create solutions to 
improve the customer experience. 
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DATAFEST

Ally’s insurance business hosted its fourth-annual 
DataFest event in 2018, an internal competition  
focused on improving business processes and  
programs. Taking place over two days and including  
more than 100 employee participants across the 
country, competitors developed an idea, defended  
it with data, and then presented a compelling business 
case to a panel of judges. Over the past four years, 
DataFest has generated 70 discrete ideas, and several 
have been piloted or implemented.

IT HACKATHON

Ally’s IT Hackathon featured more than 100 IT teammates  
seeking to create innovative solutions to challenges that 
our customers may face in real life, ultimately presenting 
working code or proof of concept to a panel of judges. 
The 2018 winner showcased a system that streamlined 
the process for customers to connect with Ally Bank 
associates without waiting on hold.



leading brand
At Ally, our brand is a powerful competitive differentiator. 
The Ally brand is known for ‘Doing it Right,’ tirelessly 
innovating, and being a trusted financial partner for 
consumer, commercial and corporate clients. Our brand  
started with a simple belief in 2009 that better banking 
was possible and was built on a customer-first 
commitment. The continued expansion of Ally’s customer  
base and enhancement of the digital experience 
supported the significant growth of the Ally brand in 2018, 
which was recognized by Brand Finance as one of the 
top 5 fastest growing banking brands. Moreover, in 2018, 
we achieved record levels of brand awareness, brand 
sentiment, and social sentiment, reflecting the strength  
of our brand and the durability of our customer-centric 
approach to banking. 
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On the fourth anniversary of National Online Bank Day,  
a holiday we established in 2015 to emphasize the value, 
ease, and convenience of banking with online-only 
institutions, we launched our new marketing campaign 
encouraging consumers to expect more from their banks.  
At the heart of our Ally Bank marketing strategy was  
a desire to emphasize that we are a true ally for our 
customers' financial well-being. Our new ad campaign 
highlighted the reality that many consumers were missing  
out on improving their financial profile by keeping their 
savings in low interest accounts. In other words, better is 
out there, and Ally is here to help customers accomplish 
their financial goals. 

at the heart of our 
ally bank marketing 
strategy was a desire  
to emphasize that  
we are a true ally  
for our customers'  
financial well-being



2018 ANNUAL REPORT ALLY FINANCIAL 21

INNOVATIVE SPONSORSHIPS 

In 2018, we celebrated our two largest sponsorships  
in the history of Ally Bank, starting with the inaugural 
Ally Challenge, a PGA TOUR Champions event that 
brought professional golf back to Southeastern 
Michigan. Our sponsorship of this event reflects our 
deep commitment to supporting the revitalization of 
Detroit, as the tournament raised over $800,000 for 
the Community Foundation of Greater Flint and Junior 
Achievement of Southeastern Michigan, and other local 
charities. Additionally, Ally entered into a partnership 
with Hendrick Motorsports and Jimmie Johnson in late 
2018, including an exclusive sponsorship of the No. 48  
car in the NASCAR racing series. 

MOGULS IN THE MAKING

Ally launched a collaboration with entertainer and 
entrepreneur Big Sean and the Thurgood Marshall 
College Fund (TMCF) to create Moguls in the Making,  
an entrepreneurial competition that aims to prepare  
and empower young black entrepreneurs.

CHEDDAR

Ally’s brand and value proposition strongly appeal to 
millennials, which is why, for the second year in a row, 
Ally partnered with Cheddar, a leading post-cable 
networks company, to present a live, weekly personal 
finance show aimed at people in their 20s and 30s.  
This unique collaboration provides an opportunity to 
speak to a young, financially savvy audience and bring 
them relevant content that addresses the opportunities 
and challenges they face in this stage of their lives. 



relentless 
ally for social 
impact in the 
community 

Supporting our communities is foundational to our culture. 
Giving back to our communities, however, is about more 
than financial contributions. In addition to our philanthropic 
dollars, we are involved in the communities where we  
live and work by sharing our time and expertise. During 
2018, 47% of Ally employees participated in giving back, 
ultimately volunteering approximately 21,000 hours and 
contributing more than $6.4 million, including company 
contributions, to more than 1,800 charitable organizations 
across the country. 

47%
of Ally employees participated 
in giving back in 2018
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FINANCIAL EDUCATION

Financial education has been a bedrock of our community  
engagement philosophy since our days as a private 
company. Ally Wallet Wise, our financial literacy platform,  
was designed to educate consumers about important 
topics related to money, including credit, budgets, 
banking, and investing. Since launching Wallet Wise  
in 2011, Ally has provided over 20,000 Wallet Wise sessions 
for more than 117,000 consumers. Complementing our  
Wallet Wise program is Planet Zeee and the Money Tree,  
a children’s book released in 2017 that teaches fundamental  
money concepts to children and has been read by Ally 
employees to more than 46,000 elementary age students 
across the country. 

ECONOMIC MOBILITY 

As we look forward, we intend to build on our historical 
financial literacy efforts as we expand our focus to truly  
make a sustainable social impact by “Innovating for  
Economic Mobility for Everyone.” Ally believes in providing  
individuals and communities with greater access to  
services, education and resources they can use to improve 
their economic circumstances and enrich their lives.  
You can expect to see more partnerships, investments 
and activities moving forward as we aggressively embrace 
economic mobility. Our Community Reinvestment Act  
(CRA) program plays an integral role in serving our 
communities and promoting our corporate citizenship 

efforts. In 2018, Ally Bank’s CRA program deployed  
over $850 million into communities through various  
loans and investments that supported affordable 
housing development and preservation, or promoted 
economic development by financing small businesses 
and job creation. The Bank’s three-year CRA Strategic 
Plan commits to support low-income communities by 
investing $2.5 billion through loans and investments  
with an additional 2,000 hours of volunteer work. Ally 
Bank is currently rated the highest possible CRA rating  
of “Outstanding.”
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CRA PROGRAM DEPLOYED OVER

into communities through various loans  
and investments

$850m



GIVING BACK MONTH

While giving back is encouraged all year, Ally increases 
its efforts in November for Giving Back Month. During 
this time, employees are encouraged to give back 
through donations or volunteering. Giving Back Month 
celebrated its seventh anniversary in 2018, featuring 
more than 200 different volunteer and fundraising events 
with participation from 2,300 employees. Collectively, 
the contributions of our employees and Ally’s company 
match resulted in more than $800,000 of donations and 
7,000 volunteer hours. 
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We’re always looking for ways to go above and beyond 
for our customers and in connection with Giving Back 
Month in November 2018 we introduced ‘Banksgiving’, 
an opportunity for our call center teammates to surprise 
customers with random acts of kindness. Whether it was 
a trip to see a family member, an anniversary gift, or a 
$55,000 donation to help deliver Thanksgiving baskets in 
the community of one of our customers, we were thrilled 
to demonstrate our brand promise and ‘Do it Right’ for 
our customers during the holiday season. 
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SUPPORTING THE AUTO INDUSTRY 

IN 2018, ALLY HELPED

consumers finance a vehicle

1.3m

Ally is deeply embedded in the fabric of the U.S. auto 
market as a leading finance and insurance provider. 
In 2018, we helped 1.3 million consumers finance a 
vehicle while lending approximately $37 billion to 
automotive dealers across the country. Our dealer 
customers are pillars of their communities, and we 
are committed to supporting the causes that are 
important to our dealers. In 2018, Ally provided nearly 
$900,000 to 281 charitable organizations in support  
of dealer community relationships.

For the 7th year in a row, Ally partnered with TIME 
magazine on the “Dealer of the Year” award to honor 
new-car dealers throughout America that exhibited  
exceptional performance in their dealerships  
and performed distinguished community service.  
The prestigious TIME Dealer of the Year Award is 
presented annually, in partnership with Ally and the 
National Automobile Dealers Association.

Furthering our support of the dealer community, Ally 
and the National Association of Minority Automobile 
Dealers awarded the first-ever ‘Ally Sees Her Award’ in 
2018, designed to recognize promising, young women 
leaders in the auto retail industry.



2018 financial tables

($ per share) FY 2018 FY 2017 FY 2016 FY 2015 FY 2014

GAAP EPS (diluted)  $2.95  $2.04  $2.15  $(2.66)  $1.83 

Discontinued Operations, Net of Tax  -  (0.01)  0.09  (0.81)  (0.47)

Core OID, Net of tax1  0.16  0.10  0.08  0.08  0.25 

Change in Fair Value of Equity Securities, Net of Tax1,2  0.22  -  -  -  - 

Repositioning Items, Net of Tax1,3 -  -  0.01  0.48  0.07 

Significant Discrete Tax Items4  -  0.26  (0.18)  -  - 

Capital Actions (Series A & G)  -  -  0.00  4.90  - 

Adjusted EPS  $3.34  $2.39  $2.16  $2.00  $1.68

ADJUSTED EARNINGS PER SHARE

ADJUSTED TANGIBLE BOOK VALUE PER SHARE

($ per share) FY 2018 FY 2017 FY 2016 FY 2015 FY 2014

GAAP Shareholder's Equity  $32.8  $30.9 $28.5 $27.9 $32.1

Preferred Equity  - - -  (1.4)  (2.6)

Goodwill & Intangibles, Net of DTLs (0.7) (0.7) (0.6) (0.1) (0.1)

Tangible Common Equity 32.1 30.2 27.9 26.4 29.4

Tax-effected Core OID Balance5	  (2.1)  (2.1)  (1.7)  (1.8)  (1.9) 

Series G Discount  - - - - (4.9)

Adjusted Tangible Book Value Per Share  $29.9 $28.1 $26.2 $24.6 $22.7

ORIGINAL ISSUE DISCOUNT AMORTIZATION EXPENSE

($ millions) FY 2018 FY 2017 FY 2016 FY 2015 FY 2014

Core OID Amortization Expense8  $86  $71  $57  $45  $172 

Other OID  15  20  21  17 17 

GAAP OID Amortization Expense $101 $90 $78 $62 $189
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OUTSTANDING ORIGINAL ISSUE DISCOUNT BALANCE

($ millions) FY 2018 FY 2017 FY 2016 FY 2015 FY 2014

Core Outstanding OID Balance (Core OID Balance)  $(1,092)  $(1,178)  $(1,249)  $(1,304)  $(1,351) 

Other Outstanding OID Balance  (43)  (57)  (77)  (87)  (64)

GAAP Outstanding OID Balance  $(1,135)  $(1,235)  $(1,326)  $(1,391)  $(1,415)
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1 Tax rate 21% starting 1Q2018; 35% starting 1Q2016; 34% prior
2 �Change in fair value of equity securities reflects equity fair value adjustments related to ASU 2016-01, effective 1/1/2018, which requires change in the fair value of equity securities to 

be recognized in current period net income as compared to prior periods in which such adjustments were recognized through other comprehensive income, a component of equity
3 Repositioning items are primarily related to the extinguishment of high cost legacy debt and strategic activities
4 �Significant discrete tax items do not relate to the operating performance of the core businesses. 2017 effective tax rate was impacted primarily by a $119 million revaluation of federal 

deferred tax assets and liabilities and related valuation allowance recorded in 4Q2017 due to the enactment of the Tax Cuts and Jobs Act in 2017
5 Tax rate 21% starting 4Q2017; 35% starting 1Q2016; 34% prior
6 Tax rate 21% starting 1Q2018; 35% prior
7 Calculated using 2-period average
8 Excludes accelerated OID

CORE RETURN ON TANGIBLE COMMON EQUITY (ROTCE)

($ millions) FY 2018 FY 2017 FY 2016 FY 2015 FY 2014

GAAP Net Income Attributable to Common Shareholders  $1,263  $929  $1,037  $(1,282)  $882 

Discontinued Operations, Net of Tax  -  (3)  44  (392)  (225)

Core OID  86  71  59  59  186 

Change in Fair Value of Equity Securities2  121  -  -  -  - 

Repositioning items3  -  -  11  349  187 

Tax on Core OID, Repo Items & Change in Fair Value 
of Equity Securities6

 (43)  (25)  (24)  (139)  (127)

Significant Discrete Tax Items & Other  -  119  (84)  22  (103)

Capital Actions (Series A & G)  -  -  1  2,372  - 

Core Net Income Attributable to Common Shareholders  $1,427  $1,091  $1,043  $990  $800 

GAAP Shareholder's Equity7  $13,381  $13,406  $13,378  $14,419  $14,804 

Preferred Equity7  -  -  (348)  (976)  (1,255)

Goodwill & Intangibles, Net of DTLs7  (290)  (293)  (160)  (27)  (27)

Tangible Common Equity  $13,091  $13,112  $12,870  $13,416  $13,522 

Core OID Balance7  (1,135)  (1,213)  (1,276)  (1,327)  (1,441)

Net Deferred Tax Asset7  (391)  (737)  (1,182)  (1,583)  (1,923)

Normalized Common Equity  $11,565  $11,162  $10,412  $10,506  $10,157 

Core Return on Tangible Common Equity 12.3% 9.8% 10.0% 9.4% 7.9%

ADJUSTED TOTAL NET REVENUE

($ millions) FY 2018 FY 2017 FY 2016 FY 2015 FY 2014

GAAP Net Financing Revenue  $4,390  $4,221  $3,907  $3,719  $3,375 

Core OID  86  71  57  45  172 

Net Financing Revenue (ex. Core OID)  $4,476  $4,292  $3,964  $3,764  $3,547 

GAAP Other Revenue  $1,414  $1,544  $1,530  $1,142  $1,276 

Accelerated OID & Repo Items3  -  -  4  356  162 

Change in Fair Value of Equity Securities2  121  -  -  -  - 

Adjusted Other Revenue  $1,535  $1,544  $1,534  $1,498  $1,438 

Adjusted Total Net Revenue  $6,011  $5,836  $5,498  $5,262  $4,985 






