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Questions

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

We may not get to all of the
guestions, 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 is a leading
global supplier of
consumer, product
and marketing
intelligence.

Mintel
International
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What is Mintel Comperemedia

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

Mintel Comperemedia

A

© 2010 Mintel International Group. All rights reserved. Confidential to Mintel.

Comperemedia *



Agenda

Direct

marketing

Product Competitive
innovation environment

MiNTEL

© 2010 Mintel International Group. All rights reserved. Confidential to Mintel. ‘;})
Comperemedia -




MINTEL

@
Comperemedia

Opportunity #1

Gain a Competitive Advantage with Direct Malil



Canadian Credit Card Acquisition Mail Volume
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Millions

Canadian Credit Card Acquisition Mail Volume

Canada Unemployment Rate

58%

120 _ W _IrS3INGECONOMICS. Som % Change
Q4 2009 v. Q4 2008
97 100 00%

100 A

80 - U.S. recession Card regulations

begins Q4607 announced
60 -
Canadian
recession begins
40 A Q4608 32
20 7 Q3 GDP Growth
0 - T T T T T T T |
Q4 2007 Q1 2008 Q2 2008 Q3 2008 Q4 2008 Q1 2009 Q2 2009 Q3 2009 Q4 2009
MINTEL

ﬂ © 2010 Mintel International Group. All rights reserved. Confidential to Mintel. @
Comperemedia



Acquisition Mail Volume by Issuer

Current mail volume Change vs YAG Change vs last quarter
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MBNA Prospect Mailbox Analysis*

i Other
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*Share of acquisition mail received by MBNA prospects
Source: Mintel Comperemedia M i NTEL
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Opportunity #1: Gain a

Competitive Advantage

Mail volume is
down due to the
recession but the

empty mailbox

represents an
opportunity as the
economy starts to
grow
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U.S monolines are
likely to drive up
volumes given
their reliance on

the channel and
improving
prospects in the
U.S

with Direct Malil
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Opportunity #2

Exploit Emerging Markets



The Changing Landscape

Product Segments Q406009

General Market Rewards

(No fee with rewards)

Building

out rewards)

Note: Shows relative size of product segment based on Q4 2009 credit card acquisition mail volume M i NT E L
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Share of Mail Volume by Product Segment
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General Market Rewards (No fee with rewards)
® Plain Vanilla (No fee without rewards)
®m Premium Rewards (Fee with rewards)

Credit Building (Fee without rewards)

Source: Mintel Comperemedia M i NT E L
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The Changing Landscape

Product Segments Q406009

General Market Rewards

(No fee with rewards)

RBC
MBNA
Amex
CIBC
Buildin :
J MBNA Scotiabank
out rewards) C apltal
: One
Capital
One
Note: Shows relative size of product segment based on Q4 2009 credit card acquisition mail volume M i NTEL
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Major Influences on Credit Card Choice

Base: adults 18+ with internet access who 1131 136 198 246 215 140 196

have credit cards % % % % % % %

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 aff_lllated with a ce_rtam group, 11 14 10 9 8 9 15

charity, credit union or other institution

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 M i NTEL
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Immigration

Immigrant Population by Place of Birth and Period of Immigration
-2006 Immigration

Top 10 Countries, Ranked by 2001

Country ;rni)?ilgrant
Population
China 466,940
India 443,690
Philippines 303,195
Pakistan 133,280
United States 250,535
South Korea 98,395
Romania 82,645
Iran 92,090
United Kingdom 579,620
Colombia 39,145

Source: 2006 Census, Statistics Canada

Before 1991

133,910
156,830
107,765
19,760
168,840
26,500
22,560
24,285
515,135

6,995
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1991 to 1995

69,635
67,825
65,485
14,740
18,770
13,250
15,400
15,535
20,630

1,605

1996 to 2000

108,285
89,890
52,060
41,150
24,155
23,195
16,605
24,665
18,200

5,240

2001 to 2006

155,105
129,140
77,880
57,630
38,770
35,450
28,080
27,600
25,655

25,305
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Marketing to New Immigrants

ABOUT SCOTIABANK

STARTRIGHT™ PROGRAM ‘ LIFE IN CANADA

& scotiabank®

RBC Home | Sesrch | Site Map | Contsct Us | Legsl Terms | Francsis | VBREEN

Other RBC Sites: Investments Insurance Capital Markets

Sign In Welcome to Canada

Get a head start in (& —
with Scotiabank. |2~

Moving to a new country is an exciting adventure. Ea
thousands of people move to Canada from all over thdpgc Financial Group
you all share a common goal: To build a good life for |lv\Welcome to Canada

Here, you will find valuable information about life in your
new country, buying a home, employment and financial
services that are tailored to your needs.

you and your family. » Coming to Canada? » Already in Canada?
*» Before Your Move
One of the first things that can help you get started iff *Getting Settled Eiepoteiogyotgme Plan far your financial future
comprehensive banking program. » Before vour move » Get settled in Canada
» Your moving checklist » Living in Canada
* Living in Canada » RBC Welcome to Canads » Start 3 business
package What is your status in
. . » Temporary health insurance Canada?
» Services by Applicant oS
| Select a Status v

Type
* Financial Services

Service in

» Getting to Know REC RBC Welcome to Canada Package Your Language
* Resource Centre This package has been tailored for newcomers and is the Locate an ATM or
: 2 . Branch
* Glossary solution for all your essential banking needs. It offers you P
advice on key banking products and solutions, as well as Locate abusiness
significant discounts and savings. :
Mortgage Specialist
Locator

» Learn more
—_— Locate an insurance
al

Source: Company websites M i NTEL
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Issuer Share of Credit Building Mail Volume

= Other
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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: AWhet her 1ito0s
secured Master Card
guaranteed a card that could help

you build or strengthen your credit
hi story.o

Delivery Type: Addressed
Media ID : 20090716 -011435504
Observed: Jan 2010

a Jg
youbo
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CapitalOne

you're guaranteed
a new Capital One* MasterCard" with a credit

limit between $300 - $5,000

CONGRATULATIONS - With the off

GUARANTEED
APPROVAL

Convenience

Comfort - Shop
Flexibility - C!
More benefits - By staying within your credit limit and making your
R ation Numt month
Access Cod
Apply for your Capital One MasterCard today at www.getmycard.ca
* It's easy. Apply from home, the office, wherew 1 §ll out the online form and you're done
* It's fast. Get a resg ¢ 3
y * It's safe. We b stequards in place to ensure your financial infarmation i completely secure
L ]
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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: AnGuaranteed Appro

even I f youdve never
cardin Canada . 0

Delivery Type: Unaddressed
Media ID: 20090417 -1673
Observed: Mar/May 2009
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