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WHAT

1S OUR UNDERSTANDING
OF SOME BANKSDOG




Situation - Challenges - Question

= With the arrival of SEPA, banks are now facing the challenge of growing (or

not growing?) their acquiring activities while developing their card product
leadership.

¢ Simultaneously, merchants and regulators are questioning the value of
interchange fees and pushing for fee cuts. Surcharging pressures are
il ncreasing €

Now, Banks are at a crossroad where they need to urgently re-inject
tangible value into the payment cards so that merchants see all the benefits
(compared to the costs) of accepting cards.

What can be done to have merchants perceive the
payment cards as irresistible ?



Cardhol der s needs: mor e r
anytime, anywhere €& but

Al am really tempted to get

bank [to get extra rewards], even to switch my current
account . o

nl  wi sh | could get recogni

shop around, not Just at [ e e
# Al spend a | ot on I nternet

get any rewards from my bank. It seems they ignore what

| spend on I nternet. oo
# N Whet her | spend one time or twen

outlet, | always get the same 10% off. | wish | could be
recognized by the merchant and my bank and treated
di fferently. o

# Al wish | could be rewarded on th
amount | spend at my evereday stores. | am spending a
| ot therel! o




WHERE

TO LOOK FOR NEW SOLUTION




Promotional Marketing is GLOBAL

Retailers use a lot of promotional marketing techniques to acquire
new customers and reward loyal shoppers (above the line and
below the line communications).

All around the world, retailers spend a lot of money on similar
promotional marketing techniques (whether they are in China,
Pakistan, UK, Brazil é) which are
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How Merchants look at their business ?
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Unlocking the potential hidden
In the payment infrastructure

au| Banking
Stmtegles

i B a-m&naged data could help retailers identify their best
customers and prospects. Could entice customers to visit the
retailer - either for the first time or for repeat patronage.
Charge direct fees or indirect/bundled pricing e.g., in the

form of higher interchange.(‘)j

Al nt r magnect enformation value-added services to
reduce pricing pressure from merchants and convince them of
the real value of bank-sponsored retail payment networks. The
retailer could have a platform to deliver tailored promotions at
the POS. The promotion or message can be delivered via a
POS receipt. o

Deloitte.

AThe profit margin for sol vi
problems and delivering new customers and/or closed sales is
two to three times that of the payments transaction fee. data
shows merchants will pay between 7-9% for delivery of a sale
vs. 2% for merely processing
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WHAT

DOES WELCOME BRING TO TH
TABLE




Introducing the next
generation of




Manufacturer | Product name IC name EEP size | Applet location
Keycorp 1Q SLE66CX320P 32k EEP
Keycorp 1Q SLE66CX160P 16k EEP
Keycorp 14D 1-1-9+ | SLE66CX322P 32k ROM
Keycorp 14D 1-1-9+ | SLE66CX165P 16k ROM
Hitachi 4.036a AE45C1 36k EEP
Hitachi 4.032a AE45C 32k EEP
Hitachi 4.016b AE45CH 16k EEP
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enow equil pped wi
marketing enhancements that

help merchants get  more value
from cards.



Marketing functionalities enabled by

Welcome Solution
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he card stores customer spending
behavior and electronic rewards

Customer behavior is stored as in Customer reward is stored as in
| Visit Frequency to the store I P Pool
I £ Amount spent on each visit C Non-monetary points
I % Number of items bought + Monetary points
(punch campaign) i E Electronic Coupon

Pool File

Pool slot 1 Pookld é XXXX &

RFM File

RFM slot 1 [REMHIdE  + 16

RFM slot 2 [RFMIdE  + 1i6

é

E-Coupon File

E-Couponslot 1 [Ecpnidé XXXX ¢

é

RFM Files, Pool Files, e -Coupons files
are structured in spaces called slots
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For each successful visit at a merchant,
card content Is updated

RFM File RFM File

Slot Campaign 1 | 2 visits

Slot Campaign 2| 1 visitUSD 20

E-Coupon File E-Coupon File

P E-Coupon slot 1 | Free Drink

é é

Free slots are automatically assigned
to new programs when the card /s
processed on the merch

On your 3 " visit,
Get a free drink

(e -coupon) Old slots are overwritten when

expired
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Data stored In chip cards
are static or dynamic data

General static data

Card Issuer
file file

Card file
-t he card (card S/ N, expi
-t he card issuer (1d, é&)
-Profiles (Gol d, Silver,é’
Issuer file (optional)
-Demographic data (name,
of the cardholder
-lds ( RAN, é)
- Issuer Private Data

4

Data are filled during the
personalization stage.

card technology and the tools from the

personalization vendor.

Dynamic data

il

| Point/ Cash-back pools

-Program data (I D,

-Pool data (balance, | ast
4

Cardholder behavior data (RFM slots)

-Program data (I D, expiry

- RFM counters (visits, cumulative spending amount,
guantum of punches)

/4
e-Coupons data
-Program data (I D, expiry
- Coupon data (ID, value code,...)

4

Data are filled during the use
of the card

dat
tr o

dat

dat



4 Key Elements of the Welcome
business solution

11 Payment Value Added Services  (PIVAS), exploiting hidden
data from the Cards issued by the banks

217 Adapted with a high degree of flexibility to the needs and
payment environment of merchants

31 Delivering in real -time , at the POS device and during the
moment of payment, targeted offers and messages

47 Supported by best practices in designing winning card
programs and marketing campaigns

use your Maybankard Credit Card
and be rewarded with FREE Pizza"
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