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Debit is the Key Customer Touch Point

| [—

of Point-of-Sale Purchases

Source: 2010 Study of Consumer Payment Preferences
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Debit: A Vital Loyalty-Building Tool

Debit brings customers
in contact with your
institution most often
and most consistently
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All Groups in the Value Chain Benefit

Consumers Merchants Financial Institutions
ASpeed ALower costs Almproved relationships
ASecurity AFewer chargebacks  AGreater efficiency
AConvenience AFaster settlement ALower fraud

ARevenue opportunity
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Untapped Potential Exists for Majority of Issuers

21 signature and 10 PIN
transactions per active
card each month \;j—‘:\
at best-in-class \;> \// =

ISSUers.

Source: 2011 Debit Issuer Study, commissioned by PULSE
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A Goal is to Strike a Balance

InstitutionsoProfit
Growth with Debit

Consumersb
Need for Debit
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Define Your Destination

How can we increase penetration?

Who makes up our underperforming
segment and why?

How can we reach at-risk cardholders
and solidify relationships?

Will cardholders leave if we impose
a fee?

Who are our top performers and what
fuels them to use debit?
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Know What Data is Available

Demographics

AAge

Alncome

Al ocation
AMarital status

Product Usage

AOnline banking
AOnline bill pay

AE-bills

AMobile banking

AText alerts
AATM

Source: Mercator Advisory Group

DISCCVER

Accounts

AChecking
ASavings
AlLoans
Alnvestments

Transactions

ADebit
ACredit
ACheck
AACH

ADirect deposit
AATM
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Know Where Data Is Located

Demographics Accounts
ACore system (DDA origination)  ACore system
ACard management system Al oan servicing
Al oan origination system ACollections

AException control

Product Usage Transactions

AOnline banking system ACard, EFT and ATM networks
ABIll pay system AACH

AMobile banking system ADeposit processing

AATM management system AChargeback/dispute management

Source: Mercator Advisory Group
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Assess Your Information

Unique Segmentation Activity

AAge/birth date ASegments by BIN or
AGeography custom groups
AUsage trends i ATop-visited merchant
PIN vs. Sig. vs. ATM AAnalyze transactions
AMerchant preference i AAt-risk & underperforming
Walmart vs. Target AActive & inactive cards
ARewards/incentives usage
Profitability Perceptions
ATop card contributors ACustomer service
AUnderperformers AFraud activity
AMaturing segments AProduct offerings
ARevenue impact by APricing
card segment AMeets needs/wants

Source: Based on information from Saylent Technologies
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Ask Your Customers for Input

ASurveys
AFocus Groups
ASocial Media

t
-
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Know Your Account Holders

Improve Relationships, Boost Revenue
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Find Opportunities

& & &£

Industry reporfs

Y our cardholders
suggest strong

Lavelosh Retirees
usage W.H'h TO‘;Z?' confidence in your activate cards
Pro'fessmr;d = institution due to but have low
your numbers recent fraud usage.

show otherwise.

’——

£ 3 ——

More new accounts

more transactions . oh One segme"* of your
remain open W cardholders shops at

a Parﬁcular
mer chant more +han

A comPe'H'l'or sees

each month.

incentives are

offered

any other.
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Make Decisions and Create Strategies

A Use targeted messaging and tactics

A Separate campaigns for each customer
segment SN

A Create measurable milestones

A Remain focused on your destination
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Portfolio Composition Strategies

Industry Portfolio
A 73% Penetration
A 53% Activation

A 16.3 Transactions per active
card per month (Usage)

1 68% signature, 32% PIN

Source: 2011 Debit Issuer Study
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Product Mix Strategies

Account Service Packages New/Expanded Product Opportunities

AChecking APrepaid

ASavings Ainternet PIN Debit

ADebit cards AExpedited bill payment

AATM withdrawals APerson-to-person payments
ADirect deposit APersonal financial management

AOnline bill payment
AMobile banking
ARewards
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Pricing Strategies

Evaluate pricing models based on:
ADirect deposit
AMinimum balance

AMinimum number of
electronic transactions

AeStatements
AOnline banking
AElectronic bill payment

Source: Mercator Advisory Group
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Consider Costs

Identify and quantify:

A Network fees

A Transaction processing

A Fraud prevention

A Fraud losses

A Card production and delivery
A Cardholder service

A Rewards program
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Know Your Debit Program

5 5 . Lower
. Consumer | Fraud :Network and: Cash Back
. Preference | Savings : Processing : Option

Signature:

Source: 2011 Debit Issuer Study, commissioned by PULSE
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Case Study #1
Targeted Customer Campaign Success

Spend & Get Campaign at Retail Partner

40% in total
usage during
promotion period

118% in spend
at retail partner

Opened addd
accounts as a
result of cross-sell

136% in usage

More than 90% sustained usage Six
months post-campaign

Source: Saylent Technologies
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