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Objec?ves	
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•   Share the overview on European Market of Prepaid Cards 

•  Discuss the “Italian Case” and underline the specific features and keys of  
success 

•  Starting from the Italian experience, discuss some new opportunities and 
future product innovation 

 



European Market: prepaid success in payment system 

Agenda	
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Italian Market: prepaid success in payment system 

Opportunities in product Innovation 



European	
  Market	
  Overview	
  (1/2)	
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Prepaid	
  can	
  now	
  claim	
  to	
  stand	
  alongside	
  credit	
  and	
  debit	
  as	
  a	
  significant	
  card	
  type	
  in	
  	
  the	
  
European	
  market*	
  

2011	
  data	
  not	
  yet	
  available	
  for	
  
prepaid	
  products	
  

Source: BCE and Qualitekna Analisys 
  Data for prepaid Cards in 2007-2009 are available only for Belgium, France, Germany, Greece, Italy, Lithuania and Czech 
Republic 
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  about	
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European	
  Market	
  Overview	
  (2/2)	
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Expected	
  outcome	
  by	
  2017	
  in	
  open	
  loop	
  prepaid	
  products	
  
•  €	
  64	
  bln	
  prepaid	
  spend	
  
• 	
  #	
  2	
  bln	
  transacEons	
  
• 	
  #	
  130	
  mln	
  used	
  cards	
  
• 	
  CAGR	
  (2011-­‐2017)	
  29%	
  

%	
  of	
  incindence	
  of	
  type	
  of	
  expenditure/segment	
  (both	
  
closed	
  and	
  open	
  loop)	
  

Source: PSE Consulting and Qualitekna Analisys (hypothesis of similar average spend in open and closed loop 

GiOing,	
  Online	
  and	
  
Corporate	
  Benefits	
  are	
  
likely	
  to	
  account	
  for	
  €30	
  
bilion	
  in	
  spend,	
  or	
  just	
  
over	
  50%	
  of	
  future	
  
prepaid	
  expediture 
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Survey	
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•  A	
  65-­‐quesEon	
  survey	
  was	
  administrated	
  online	
  to	
  consumers	
  in	
  Germany,	
  Austria,	
  Italy	
  
and	
  United	
  Kingdom	
  in	
  mid-­‐2009	
  

•  ParEcipants	
  in	
  the	
  study	
  were	
  all	
  elegible	
  prepaid	
  card	
  purchasers	
  and	
  received	
  points	
  in	
  a	
  
survey-­‐taking	
  loyalty	
  scheme	
  in	
  exchange	
  for	
  parEcipaEon	
  

•  ParEcipants	
  demographics	
  were	
  considered	
  carefully	
  and	
  an	
  appropriate	
  sample	
  in	
  terms	
  
of	
  key	
  demographic	
  splits	
  has	
  been	
  achieved	
  



Survey	
  |	
  Exis?ng	
  prepaid	
  card	
  usage	
  

7 Source: First Data 

%	
  of	
  respondents	
  who	
  bought/will	
  buy	
  a	
  
prepaid	
  card	
  in	
  2009/2010	
  

%	
  of	
  respondents	
  who	
  is	
  likely	
  to	
  buy	
  a	
  specific	
  
prepaid	
  card	
  in	
  2010	
  

A	
  recent	
  study	
  (2009)	
  demonstrated	
  that:	
  
	
  
• 	
  The	
  number	
  of	
  respondents	
  expecEng	
  to	
  buy	
  a	
  prepaid	
  card	
  in	
  2010	
  exceeds	
  the	
  number	
  who	
  did	
  in	
  2009	
  
• 	
  GiZ	
  Card	
  is	
  the	
  most	
  interesEng	
  prepaid	
  product	
  across	
  geographies	
  according	
  to	
  respondents 
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Survey	
  |	
  Recep?vity	
  and	
  benefits	
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1.  Specific	
  use	
  of	
  each	
  prepaid	
  card	
  (giZ,	
  travel,	
  youth)	
  
2.  Wide	
  acceptance	
  
3.  User	
  control	
  of	
  spendig	
  habit	
  
4.  Card	
  type-­‐specific	
  features	
  (like	
  the	
  ability	
  to	
  lock	
  in	
  an	
  exchange	
  rate	
  on	
  a	
  

travel	
  Card	
  or	
  the	
  ability	
  to	
  limit	
  a	
  child’s	
  spending	
  to	
  certain	
  retailer	
  
categories	
  on	
  a	
  Youth	
  Card)	
  

5.  Ineherent	
  security	
  and	
  less	
  risks	
  in	
  case	
  of	
  loss/stealing	
  
6.  The	
  opEon	
  to	
  reload	
  the	
  cards	
  

Despite	
  repondents	
  evaluated	
  the	
  benefits	
  of	
  using	
  prepaid	
  cards	
  similarly	
  across	
  the	
  
geography	
  many	
  of	
  these	
  benefits	
  were	
  not	
  clear	
  to	
  the	
  most	
  of	
  parEcipants.	
  	
  

There	
  is	
  a	
  clear	
  need	
  to	
  educate	
  consumers	
  on	
  the	
  value	
  of	
  the	
  benefits	
  of	
  prepaid	
  cards	
  
and	
  how	
  they	
  can	
  add	
  value	
  as	
  an	
  effecEve	
  purchase	
  mechanism	
  

Prepaid	
  Card	
  Benefits	
  preselected	
  in	
  the	
  ques?onnaire	
  

Is	
  each	
  of	
  these	
  benefits	
  important	
  in	
  your	
  decision	
  to	
  purchase	
  a	
  prepaid	
  card?	
  



Survey	
  |	
  Sales	
  channels	
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Currently,	
  most	
  prepaid	
  cards	
  are	
  purchased	
  in-­‐person	
  from	
  retailers	
  
But	
  consumers	
  have	
  strong	
  desire	
  to	
  buy	
  these	
  products	
  on	
  line	
  

The	
  online	
  channel	
  is	
  the	
  preferred	
  method	
  of	
  learning	
  about	
  prepaid	
  cards	
  

Prepaid	
  cards	
  works	
  on	
  a	
  wide	
  range	
  of	
  sales	
  and	
  markeEng	
  channels	
  

Banks	
   Post	
  Office Supermarkets Speciality	
  retailers	
  (book	
  
stores,	
  music	
  store,	
  etc) On	
  line 

On	
  line Mail	
   TV	
  Magazine	
   Financial	
  InsEtuEons 
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Survey	
  |	
  Pricing	
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Consumers	
  confirm	
  that	
  the	
  fee	
  structure	
  is	
  not	
  clear	
  

• 	
  Consumer	
  registraEon	
  
• 	
  Consumer	
  ATM/POS	
  usage	
  
• 	
  Pin/Password	
  reset	
  

%	
  of	
  poten?al	
  purchasers	
  fee	
  adversed	
  	
  

• 	
  PlasEc	
  CustomisaEon	
  
• 	
  Annual	
  Card	
  Fee	
  
• 	
  Refunds	
  

Type	
  of	
  fees:	
  

The	
  study	
  indicates	
  that	
  fee	
  
adversion	
  is	
  the	
  primary	
  barrier	
  
to	
  purchase	
  for	
  unlikely	
  prepaid	
  
card	
  purchasers 
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Survey	
  |	
  Addi?onal	
  services	
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A	
  broader	
  approach	
  with	
  an	
  engaging	
  emo?onal	
  element	
  may	
  be	
  more	
  successful	
  in	
  
capturing	
  consumer	
  interest	
  and	
  driving	
  sales	
  of	
  prepaid	
  cards	
  

%	
  of	
  respondents	
  who	
  would	
  like	
  to	
  personalise/design	
  a	
  prepaid	
  card	
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Italian Market: prepaid success in payment system 

Opportunities in product Innovation 



Italian	
  market	
  |	
  Overview	
  

Source: Banca d’Italia 13 

Number	
  of	
  card	
  by	
  type	
  (mln)	
  

Prepaid	
  card	
  usage	
  penetra?on	
  in	
  total	
  card	
  spend	
  has	
  already	
  
become	
  much	
  more	
  significant	
  

Italy	
  is	
  the	
  market	
  leader	
  in	
  Europe	
  for	
  prepaid	
  cards,	
  with	
  a	
  trend	
  of	
  steady	
  growth.	
  
 

2010	
  data	
  not	
  yet	
  available	
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Italian	
  market	
  |	
  Overview	
  

Source:Banca d’Italia 14 
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During	
  the	
  last	
  three	
  years	
  Italy	
  had	
  a	
  steady	
  growth	
  of	
  60%	
  in	
  the	
  number	
  of	
  Prepaid	
  
Cards	
  and	
  of	
  70%	
  in	
  terms	
  of	
  Value	
  Transacted	
  

Value	
  transacted	
  POS+ATM	
  (bln)	
  Number	
  of	
  Prepaid	
  cards	
  (mln)	
  



Italian	
  market	
  |	
  Strategy	
  and	
  reason	
  of	
  success	
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Italian success of prepaid card usage is due to both: 

Social-economic factors Specific and strategic positioning 

Our opinion is that prepaid cards penetration in Italy is the highest among the European markets 
because of some economic reasons and because Italians have been educated on the value of 

the benefits of prepaid cards  



Italian	
  market	
  |	
  Strategy	
  and	
  reason	
  of	
  success	
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Social-economic definitions 

Economic	
  elements	
  
	
  
•  Distrust	
  in	
  bank	
  systems	
  and	
  high	
  
banking	
  cost	
  

•  Large	
  use	
  of	
  prepaid	
  cards	
  for	
  other	
  
servicers	
  (e.g.	
  mobile	
  phones)	
  

•  High	
  incidence	
  of	
  frauds	
  in	
  use	
  of	
  
credit	
  cards	
  

	
  

Social	
  elements	
  
	
  
• 	
  Need	
  control	
  on	
  self	
  budgeEng	
  
• 	
  Low	
  internet	
  confidence	
  and	
  culture	
  



Italian	
  market	
  |	
  Strategy	
  and	
  reason	
  of	
  success	
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Specific and strategic positioning 

Availability	
  and	
  leverage	
  of	
  several	
  
physical	
  distribuEon	
  channels	
  

Perceived	
  as	
  Safe	
  in	
  case	
  of	
  fraud	
  	
   AdverEsed	
  as	
  Convenient	
  and	
  Easy	
  

AlternaEve	
  and	
  Diversified	
  

InnovaEve	
  

AddiEonal	
  ApplicaEon	
  

Fast	
  and	
  Unique	
  

Families	
  

Travelers	
  

Net	
  surfers	
  

Old	
  People	
  

Young	
  People	
  

Immigrants	
  

Social-­‐demographic	
  elements	
  and	
  Strategic	
  posiEoning	
  let	
  the	
  product	
  to	
  be	
  offered	
  to	
  the	
  huge	
  world	
  
of	
  customers	
  even	
  to	
  everyone	
  that	
  hasn’t	
  a	
  credit	
  card	
  or	
  an	
  account,	
  or	
  he	
  is	
  not	
  eligible	
  	
  

(Young	
  people,	
  Students,	
  Young	
  workers,	
  Immigrants	
  etc)	
  



Italian	
  market	
  |	
  An	
  example	
  of	
  product	
  launched	
  on	
  the	
  market	
  

Internet channel advertising  

People needs are always in 
evidence during the launch 
phase and the on-going 
communication phase 

18 

Limited Special offers are promptly  
advertised in the web and 
packaged with a bank account 
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Italian	
  market	
  |	
  An	
  example	
  of	
  product	
  launched	
  on	
  the	
  market	
  

Internet channel advertising  

“Renew your prepaid card 
and you can win a fantastic 
prize” 

On Postepay.it you can 
find the best card for you 
depending on your needs 

“Let’s prepaid as well as 
we can!”  



Italian	
  market	
  |	
  An	
  example	
  of	
  product	
  launched	
  on	
  the	
  market	
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Promotional material in Branches 



Postepay	
  2003	
  |	
  Address	
  a	
  more	
  sophis?cated	
  target	
  open	
  to	
  innova?on	
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customers 
Card holders 

RESULTS 
1ml card in 13 months 
2,4 ml cards in 3 years 
5,5 million cards in 6 years (65% Italian mkt share) 

48%  
under the age 
of 30 

30% 
between the 
ages of 31 - 50 

54% 
Web  
transactions  

46%  
POS 
transactions 

EXCPECT OUTCOME  
1ml card in 3 years 

Postepay is still a young product but not only for young people 
 
Male 63% 
Female 37%  
 
Customers under the age of 30 account  
for over 55% off all transactions 
 
30% of transactions are abroad 
 
 
 



§  Improve Customers relationship   

§  Co-branding 

§  Product Innovation  

§  Product Diversification  

Postepay	
  2003	
  |	
  How	
  can	
  the	
  product	
  evolve?	
  

Opportunities 

 
Threats 

 

 

§   Expirations 

§   Old Competitors - Banks 

§   New Competitors – Telco / Retailers 

22 



Postepay	
  2003	
  |	
  Diversifica?on	
  	
  and	
  Product	
  upgrade	
  

Co-branding 

Online prepaid  
Corporate platform 

•  	
  Personalize	
  the	
  card	
  design	
  
•  	
  Request	
  the	
  card	
  “on-­‐demand”	
  
•  	
  Reload	
  the	
  cards	
  

Channel 

•  	
  Card	
  Enquiry	
  (all	
  mobile	
  operators)	
  
•  	
  Reload	
  other	
  postepay	
  
•  	
  Reload	
  sim	
  Postemobile	
  /	
  Bill	
  Payments	
  
•  	
  Urgent	
  money	
  transfer	
  (coming	
  soon)	
  

Mobile 

Innovation 
Contactless 

•  	
  60.000	
  acEve	
  card	
  on	
  the	
  market	
  
•  	
  User	
  friendly	
  payment	
  system	
  	
  
•  	
  Mobile	
  NFC	
  payments	
  (Future	
  evoluEon	
  )	
  

New market  
opportunity Multiapplication 

Transit 

 

Access 

 

Lunch 

 23 



Carte	
  Conto|	
  Product	
  innova?on	
  in	
  the	
  Italian	
  Card	
  Payment	
  Market	
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Carta	
  Conto	
  is	
  a	
  prepaid	
  card	
  with	
  an	
  IBAN	
  code	
  associated	
  to	
  the	
  card	
  PAN,	
  which	
  moves	
  
the	
  prepaid	
  card	
  from	
  a	
  basic	
  payment	
  tool	
  to	
  a	
  “lighter”	
  version	
  of	
  a	
  tradi?onal	
  bank	
  
account	
  

Target 

 

 

•  Unbanked population 

•  Costumers holding products in other banks 

New addressed needs 

 

 

•  Basic and simple banking relationships 

•  Low Cost: the absence of traditional 
bank current accounts features let the 
state taxes  to be very low 

It	
  represents	
  the	
  right	
  balance	
  between	
  efficiency	
  and	
  price	
  



European Market: prepaid success in payment system 

Agenda	
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Italian Market: prepaid success in payment system 

Opportunities in product Innovation 



Tomorrow’s	
  porholio	
  of	
  prepaid	
  products	
  will	
  provide	
  more	
  value	
  to	
  our	
  customers	
  
in	
  different	
  ways	
  than	
  today	
  

•  Easy	
  access	
  to	
  payment	
  
instrument	
  	
  

•  Payments:	
  merchants,	
  
internet,	
  abroad	
  

•  Money	
  transfer:	
  giZs,	
  social,	
  
remioances,	
  account	
  (carta	
  
conto)	
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Contactless Multiapplication Mobile 

•  Easier	
  payments	
  through	
  new	
  
technologies	
  

•  AddiEonal	
  funcEons	
  of	
  the	
  card	
  
(access,	
  idenEficaEon,	
  etc)	
  

•  Image	
  and	
  fashion	
  element	
  

26 



Mul?applica?on	
  cards	
  add	
  value	
  to	
  customers	
  beyond	
  payments	
  through	
  charging	
  
addi?onal	
  applica?ons	
  on	
  the	
  card	
  	
  	
  

M
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•  Addi?onal	
  u?lity	
  to	
  customers:	
  transit,	
  Ecket	
  restaurant,	
  access	
  to	
  cinema	
  or	
  events,	
  etc	
  

•  This	
  type	
  of	
  card	
  has	
  the	
  poten?al	
  to	
  become	
  the	
  “universal	
  card”	
  for	
  the	
  customer	
  

•  Poste	
  Italiane	
  has	
  entered	
  this	
  promising	
  market	
  with	
  the	
  transporta?on	
  card	
  for	
  Ravenna,	
  
pilot	
  that	
  will	
  be	
  extended	
  to	
  other	
  Italian	
  ciEes	
  

Transit Lunch Voucher Access 

27 



Following	
  the	
  example	
  of	
  transit,	
  we	
  can	
  review	
  how	
  the	
  customer	
  experience	
  
improves	
  with	
  the	
  u?liza?on	
  of	
  mul?plica?on	
  cards	
  

The	
  customer	
  goes	
  to	
  the	
  Ecket	
  
office	
  to	
  get	
  her	
  yearly	
  ?cket	
  (or	
  
monthly)	
  

The	
  card	
  is	
  personalized	
  (inserEng	
  
name,	
  surname,	
  picture),	
  and	
  already	
  	
  
enabled	
  for	
  transport	
  and	
  payments	
  

Is
su

in
g 

M. Rossi 
700001 
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The	
  client	
  uses	
  the	
  card	
  as	
  a	
  payment	
  means	
  or	
  as	
  a	
  way	
  to	
  withdraw	
  cash	
  

Pa
ym

en
ts

 
R

e-
lo

ad
 

Customer	
  can	
  reload	
  its	
  prepaid	
  card	
  through	
  several	
  channels	
  

Regarding	
  payments,	
  the	
  card	
  works	
  like	
  any	
  other	
  prepaid	
  card	
  

29 



R
e-
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tr

av
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 ti
ck
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  Once	
  the	
  valid	
  Ecket	
  has	
  expired	
  (e.g.	
  end	
  of	
  the	
  month)	
  the	
  customer	
  can	
  re-­‐load	
  	
  
	
  the	
  transport	
  contracts	
  using	
  the	
  same	
  or	
  any	
  other	
  card	
  

Tr
an

si
t 

The	
  customer	
  validates	
  the	
  ?cket	
  (contactless)	
  when	
  he	
  gets	
  on	
  the	
  bus	
  (check-­‐in	
  	
  
plus	
  number	
  of	
  zones	
  to	
  be	
  traveled	
  in	
  the	
  pilot	
  of	
  Ravenna)	
  

As	
  a	
  transport	
  card,	
  it	
  provides	
  clear	
  advantages	
  vis-­‐à-­‐vis	
  paper	
  ?ckets	
  	
  

STOP 
STOP 
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  Summary	
  (1/2)	
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1.   Prepaid	
  can	
  now	
  claim	
  to	
  stand	
  alongside	
  credit	
  and	
  debit	
  as	
  a	
  significant	
  card	
  type	
  in	
  	
  
the	
  European	
  market	
  and	
  one	
  that	
  will	
  con?nue	
  to	
  generate	
  amrac?vely	
  high	
  growth	
  	
  
rates	
  mainly	
  in	
  giOing,	
  online	
  and	
  corporate	
  benefits	
  

2.   A	
  public	
  survey	
  showed	
  that	
  prepaid	
  card	
  market	
  will	
  represent	
  a	
  cri?cal	
  mass	
  in	
  Europe	
  
by	
  the	
  next	
  few	
  years	
  if	
  the	
  issuer	
  will	
  be	
  able	
  to	
  address:	
  

	
  
•  	
  The	
  saEsfacEon	
  of	
  specific	
  needs	
  (e.g.	
  giZ,	
  travel	
  etc	
  )	
  
•  	
  The	
  focus	
  on	
  several	
  aoracEve	
  benefits	
  
•  	
  The	
  growth	
  of	
  different	
  sales	
  and	
  markeEng	
  channels	
  
•  	
  An	
  opportunity	
  to	
  clarify	
  the	
  pricing	
  model	
  for	
  consumers	
  and	
  corporate	
  
•  	
  The	
  reducEon	
  of	
  barriers	
  to	
  enter	
  the	
  market	
  
•  	
  The	
  trail	
  of	
  new	
  services	
  that	
  provide	
  engaging	
  emoEonal	
  elements	
  

3.   Italy	
  is	
  the	
  market	
  leader	
  in	
  Europe	
  for	
  prepaid	
  cards,	
  with	
  a	
  trend	
  of	
  steady	
  growth	
  

4.   Italian	
  currently	
  success	
  of	
  prepaid	
  card	
  usage	
  is	
  due	
  to	
  both:	
  
	
  
•  	
  Social-­‐demographic	
  definiEons	
  
•  	
  Specific	
  strategic	
  posiEoning	
  

 
That	
  can	
  parEally	
  be	
  applied	
  in	
  other	
  european	
  countries	
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5.   The	
  Postepay	
  card	
  is	
  a	
  very	
  significant	
  case	
  history	
  as	
  it	
  shows:	
  
	
  

• 	
  The	
  success	
  Key	
  Drivers	
  
• 	
  The	
  market	
  opportunity	
  
• 	
  The	
  point	
  of	
  InnovaEon,	
  EvoluEon	
  and	
  DiversificaEon	
  	
  

6.   	
  Other	
  new	
  product	
  have	
  been	
  a	
  huge	
  success	
  in	
  Italy	
  (e.g.	
  Carta	
  Conto)	
  
	
  

7.   New	
  strategies	
  focused	
  on	
  new	
  opportuni?es	
  and	
  financial	
  growth	
  in	
  italian	
  prepaid	
  
system	
  have	
  been	
  already	
  semled	
  

	
  
•  Prepaid	
  products	
  will	
  provide	
  more	
  value	
  to	
  our	
  customers	
  thanks	
  to	
  a	
  new	
  
markeEng	
  approach	
  (e.g.	
  co-­‐branding)	
  

•  MulEapplicaEon	
  cards	
  just	
  started	
  (it	
  already	
  happens	
  in	
  Ravenna	
  and	
  Milano)	
  
•  Poste	
  Italiane	
  (Postepay)	
  is	
  going	
  to	
  leverage	
  a	
  huge	
  potenEal	
  of	
  prepaid	
  cards	
  
across	
  	
  several	
  segment	
  with	
  a	
  full	
  line	
  of	
  cards	
  and	
  loyalty	
  programs	
  

 



Renato	
  Giacobbo	
  Scavo	
  
Head	
  of	
  Qualitekna	
  	
  
r.giacobboscavo@qualitekna.it	
  
	
  

Thank	
  you	
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