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Introduction to 
Welcomeôs Value Proposition
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WHAT
IS OUR UNDERSTANDING 

OF SOME BANKSô CHALLENGES

?
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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 
increasing é

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 ?
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Cardholdersô needs: more rewards and recognition 
anytime, anywhere é but not anyhow!

ñI am really tempted to get a credit card from another 
bank [to get extra rewards], even to switch my current 
account.ò

ñI wish I could get recognition and rewards every time I 
shop around, not just at few outlets.ò

ñI spend a lot on Internet with my credit card but I donôt 
get any rewards from my bank. It seems they ignore what 
I spend on Internet.ò

ñWhether I spend one time or twenty times at the same 
outlet, I always get the same 10% off. I wish I could be 
recognized by the merchant and my bank and treated 
differently.ò

ñI wish I could be rewarded on the total cumulative 
amount I spend at my evereday stores. I am spending a 
lot there!ò
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WHERE
TO LOOK FOR NEW SOLUTIONS

?
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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, Brazilé) which are costly and not targeted 
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Co-op Package Mailing,
1 insert: £500

Discount Offer Book,
1 page: £1000
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How Merchants look at their business ?
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WHAT
DO INDUSTRY ANALYSTS SAYé

?
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Unlocking the potential hidden 
in the payment infrastructure

ñBank-managed 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.ò

ñIntroduce payment information 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.ò

ñThe profit margin for solving the merchantsô commerce 
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 the payment.ò
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WHAT
DOES WELCOME BRING TO THE 

TABLE

?
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Introducing the next
generation of

cardsé
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Welcome has developed its own applet 
for Multos cards é

Manufacturer Product name IC name EEP size Applet location

Keycorp 1Q SLE66CX320P 32k EEP

Keycorp 1Q SLE66CX160P 16k EEP

Keycorp I4D 1-1-9+ SLE66CX322P 32k ROM

Keycorp I4D 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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énow equipped with a set of 
marketing enhancements that 
help merchants get more value

from cards.
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Segmentation
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Welcome Solution
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Customer behavior is stored as in 

ï   Visit Frequency to the store

ï ± Amount spent on each visit

ï ¼Number of items bought 

(punch campaign)

RFM File

RFM File

RFM slot  1 RFM-Idé ±¼é

RFM slot  2 RFM-Idé ±¼é

é

Pool slot  1 Pool-IdéXXXX é

é

Pool File

E-Coupon slot  1 Ecpn-IdéXXXX é

é

E-Coupon File

Customer reward is stored as in 

ï P Pool

Ĉ Non -monetary points

± Monetary points

ï Ê Electronic Coupon

The card stores customer spending 
behavior and electronic rewards

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 visit USD 20

é

é

é

E-Coupon File

E-Coupon slot  1 Free Drink

é

E-Coupon File

RFM File

RFM File

Slot  Campaign 1 3 visits  

Slot  Campaign 2 1 visit USD 20

é

On your 3 rd visit, 

Get a free drink

(e -coupon)

Free slots are automatically assigned 
to new programs when the card is 
processed on the merchantôs terminal

Old slots are overwritten when 
expired
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Data stored in chip cards 
are static or dynamic data

Issuer file (optional)

- Demographic data (name, birth date, gender,é)
of the cardholder

- Ids (PAN,é)-

- Issuer Private Data

Card file 

- the card (card S/N, expiration date, network Id,é)

- the card issuer (Id,é) 

- Profiles (Gold, Silver,é)

Issuer
file

Pool
file

Card
file

RFM
file

Coupon
file

General static data Dynamic data

Point / Cash-back pools

- Program data (ID, expiry date,é)

- Pool data (balance, last transaction data,é)

Cardholder behavior data (RFM slots)

- Program data (ID, expiry date,é)
- RFM counters (visits, cumulative spending amount,
quantum of punches)

e-Coupons data

- Program data (ID, expiry date,é)

- Coupon data (ID, value code,...)

Data are filled during the 
personalization stage. 

Updating them depends on the smart 
card technology and the tools from the 

personalization vendor.

Data are filled during the use 
of the card
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4 Key Elements of the Welcome 
business solution

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

2 ïAdapted with a high degree of flexibility to the needs and 
payment environment of merchants

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

4 ïSupported by best practices in designing winning card 
programs and marketing campaigns
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