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Credit Card Acquisition Mail Volume is on the Rise

® Optimism is spreading throughout the industry
US Credit Card Acquisition Mail Volume
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Subprime Offers are Back in the Mail

® Reach is being extended across all segments

Credit Card Acquisition Household Reach (%)
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Rewards Cards Dominate the Card Acquisition Landscape

® Plain Vanilla and Credit Building cards represent niche markets

Product Segments
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The Acquisition Landscape has Changed Dramatically

® There are now signs that the market is stabilizing

Share of Acquisition Mail Volume
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Cash Back is the Fastest Growing Rewards Segment
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Balance Transfer Fees are Up

® The majority of intro BT offers continue to have a 3% "“of check” fee

Mean BT Fee (%) for Offers with BT Intro APR
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Cash Advance Fees Have Increased

® The industry has shifted to a $10 minimum for cash advances
Minimum Cash Advance Fee ($): Share of Cash Advance Offers
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APRs Remain High Despite the Low Prime Rate

® Competitive pressures are starting to restrain further increases
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The Majority of Offers for New Cards Promote Teaser Rates

® The trend away from “bundled” purchase and BT offers has been
reversed in recent quarters

Teaser Rate Type: Share of Acquisition Mail Volume
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Balance Transfer Intro Offers are Becoming More Competitive

® Intro offer terms are becoming more favorable for consumers

Intro Length Period for Offers with BT Intro APR

Q4 2007 Q4 2008 Q1 2009 Q2 2009 Q3 2009 Q4 2009 Q12010 Q22010 Q32010 Q4 2010

“0to6 months ®7to 12 months =13 months +

Source: Mintel Comperemedia .
MINTEL
E © 2011 Comperemedia Inc. All rights reserved. Confidential to Comperemedia. 65
Comperemedia "




Summary

Competition is
increasing; volumes
are up and subprime
offers are back in the

mail

The landscape has shifted
- rewards are the norm
and plain vanilla cards

represent a niche market

Most offers promote
teaser rates; teaser
rate terms are
becoming more
favorable for

consumers
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