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Questions

To ask a question, simply type the 
question at any time during the 
presentation into the Questions
box on your WebEx control 
panel .  

We may not get to all of the 
questions, but will do our best to 
answer as many as we can at the 
end of the session.
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About Mintel

Mintel 
International

Mintel is a leading 
global supplier of 

consumer, product 
and marketing 

intelligence.

For over 38 years we 
have been a trusted, 

reliable research 
partner providing 

unique insight into 
consumer trends, 
market trends and 
product innovation.
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Mintel Comperemedia tracks 9 sectors: 

- Auto - Insurance - Travel & Leisure

- Banking - Investments - Technology

- Credit cards - Mortgage & Loan - Telecom

What is Mintel Comperemedia

The New Opportunities Webinar is based on analysis and insight from 
Mintel Comperemedia :

Mintel Comperemedia :

Å Comperemedia is the premier 
source for monitoring direct 
marketing in the US and Canada

Å Includes direct mail and print 
advertisements in Canada

Canadian Methodology : 

Å Mail panel representing 1,000 
unique consumers each month

Å A nationwide collection of 
newspapers , magazines and trade 
publications
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Agenda

5

Direct 
marketing

Emerging 
markets

Product 
innovation

New 
regulations

Competitive
environment

Summary



Opportunity #1

Gain a Competitive Advantage with Direct Mail
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Canadian Credit Card Acquisition Mail Volume
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Canadian Credit Card Acquisition Mail Volume

Card regulations 
announced 

% Change
Q4 2009 v. Q4 2008

-60%

Canadian 
recession begins 

Q4ô08

Q3 GDP Growth 

U.S. recession 
begins Q4ô07 
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Acquisition Mail Volume by Issuer
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MBNA Prospect Mailbox Analysis*
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Opportunity #1: Gain a Competitive Advantage with Direct Mail
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Mail volume is 
down due to the 
recession but the 

empty mailbox 
represents an 

opportunity as the 
economy starts to 

grow

Issuers first back 
into the mail will 

gain a competitive 
advantage while 
volumes remain 

low

U.S monolines are 
likely to drive up 

volumes given 
their reliance on 
the channel and 

improving 
prospects in the 

U.S

Canadian banks 
are financially 
strong and will 
respond to the 
threat as they 

have done in the 
past



Opportunity #2

Exploit Emerging Markets
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The Changing Landscape

Product Segments Q4ô09
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General Market Rewards

(No fee with rewards)

Credit Building

(Fee without rewards)

Note: Shows relative size of product segment based on Q4 2009 credit card acquisition mail volume

Premium Rewards

(Fee with rewards)

Plain Vanilla

(No fee without rewards)
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Share of Mail Volume by Product Segment
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The Changing Landscape
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Product Segments Q4ô09

General Market Rewards

(No fee with rewards)

Credit Building

(Fee without rewards)

Plain Vanilla

(No fee without rewards)

Note: Shows relative size of product segment based on Q4 2009 credit card acquisition mail volume

Premium Rewards

(Fee with rewards)
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Major Influences on Credit Card Choice

All 18 -24 25 -34 35 -44 45 -54 55 -64 65+ 

Base: adults 18+ with internet access who 
have credit cards

1,131 136 198 246 215 140 196

% % % % % % % 

Rewards program with points 25 31 27 25 29 18 23

Rewards program with miles 22 21 21 21 25 24 23

Help build credit 22 42 29 22 18 16 12

Low interest rate on balance transfers 20 24 19 20 24 19 14

Rewards program with cashback 18 28 17 18 17 15 14

Low or zero introductory interest rate 17 16 21 17 15 21 14

Cashback bonus 12 24 14 13 6 6 12

The card was affiliated with a certain group, 
charity, credit union or other institution

11 14 10 9 8 9 15

Other rewards program 8 7 10 10 8 5 9

Low APR 7 7 7 9 8 7 4

Free gift for applying for card 6 16 6 6 5 5 1

Other (please specify) 10 7 11 12 7 9 12

Source: Mintel Oxygen, Canadian Credit Cards, Sept. 2009
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Immigration

Immigrant Population by Place of Birth and Period of Immigration
Top 10 Countries, Ranked by 2001 - 2006 Immigration

Country
Total 
Immigrant 
Population

Before 1991 1991 to 1995 1996 to 2000 2001 to 2006

China 466,940 133,910 69,635 108,285 155,105

India 443,690 156,830 67,825 89,890 129,140

Philippines 303,195 107,765 65,485 52,060 77,880

Pakistan 133,280 19,760 14,740 41,150 57,630

United States 250,535 168,840 18,770 24,155 38,770

South Korea 98,395 26,500 13,250 23,195 35,450

Romania 82,645 22,560 15,400 16,605 28,080

Iran 92,090 24,285 15,535 24,665 27,600

United Kingdom 579,620 515,135 20,630 18,200 25,655

Colombia 39,145 6,995 1,605 5,240 25,305
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Marketing to New I mmigrants
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Source: Company websites
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Issuer Share of Credit Building Mail Volume
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Capital One Gold MasterCard

Noteworthy: Guaranteed offer 
regardless of your credit history

Offer: 19.8% AIR

Credit Limit: Between $300 -$5,000

Annual Fee: $59

Positioning: ñWhether itôs a gold or 
secured MasterCard youôre 
guaranteed a card that could help 
you build or strengthen your credit 
history.ò

Delivery Type: Addressed

Media ID : 20090716 -011435504

Observed: Jan 2010
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Capital One Guaranteed MasterCard for Newcomers

Noteworthy: Security funds as low 
as $99 required if approved for a 
Secured card

Offer: 19.8% fixed AIR on all 
transactions with a credit line 
between $300 - $6,000 

Credit Limit: Between $300 -$6,000

Annual Fee: $59

Positioning: ñGuaranteed Approval 
even if youôve never had a credit 
card in Canada .ò

Delivery Type: Unaddressed

Media ID: 20090417 -1673

Observed: Mar/May 2009
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