THE MARKET

People want the freedom to pay for the goods and
senvices they use anytime,anywhere - and they want
to do it quickly, inexpensively and afficiently.

The worldwide business which has grown up
around this demand is known as the global
payments industry, Few areas of economic activity
have experienced such radical change in the last ten
years as this new industry - a fast-maving, high
technology business designed o meet an essen-
tially human need.

Companies and individuals alike are moving
away from sole reliance on traditional credit cards or
charge cards. They are recegnising the potential of
the vast range of service options now becoming
available using new secure communications and
information technologies, matched to the creative
flair of some of the very best worldwide providers.

Already consumers have access to many
electronic money management solutions including
on-line credit and debit facilities, remote cash
handling and EFTPOS. By the tum of the century
they will have an even wider choice of payment
options, for use both at home and overseas.

The worldwide market has aimost unlimited
growth potential. Over 70% of transactions are still
handled by cash or cheque, and virtually all of them
could be dealt with more quickly and securely by
credit cards, debit cards or ¢ rds.

Australians have traditionally been quick to adopt
new technology of all kinds, and new payment
technologies in particular, The per capita rate of
EFTPOS and ATM transactions here, for example, is
among the highest in the world: The physical
isolation of the country from many of its main trading
partners, the wealth and techno-logical sophistica-
tion of Australians in general and their addiction to
overseas travel, all mean that electronic banking and
shopping are ideally suited to Australian conditions.

This makes Australia a fiercely competitive
market for new developments in ‘plastic money', but
also one of the most exciting and responsive
markets in the world

ACHIEVEMENTS

MasterCard International is the world’s leading giot
payment systern company. It has grown from
modest beginnings in 1966 to become an organi-
sation which in 1996 alone handled nearty six billion
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transactions totaling a
gross dollar volume of more than
USHE7S billion.

MasterCard credit cards can now be used at
over 14 million locations all over the world, while the
company's Maestro and Cinus debit cards can be
used at some 1.3 milion EFTPOS facilities and
325,000 ATMs

Today the number of ATM transactions worldwide
exceeds the number of credit card transactions,
and the MasterCard/Cirus ATM natwork is the
biggest in the world.,

Meanwhile growth in debit card acceptance is
aspecially strong. By the end of 1996 there were
some 94 million Maestro cards in circulation, up
35% on the end of 1995,

The Asia-Pacific region is MasterCard's second
largest theatre of operations and accounted for 26%
of total dollar business in 1996, with MasterCard
branded products winning business worth sorme
US$200 million. During the same year the number
of cards in circulation in the region jumped 25% 1o
reach almost 80 million.

HISTORY

Inthe years following the end of World War 2 the
westem industrialised nations, and the USA in
particular, enjoyed an economic boom, Standards
of living rocketed, as people eamed more than ever
before, business prospered, and technologies
(often developed during the war years) reappeared
in products and services available on the commer-
cial market. Consumers suddenly had disposable
cash, an awareness of the potential uses of that
wealth, and a new confidence in handling it. They
demanded of their banks better service and higher
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levels of convenience

In response o this trend, the first bankcards
were 1ssued in the 1960s. They look primitive by
today's standards, but they were to lead to greater
things. In 1966 a group in the US called the
Western States BankCard Association opened its
membership to other financial institutions and began
to market their bankcard as MasterCharge., Over the
next few years many more banks joined this
asscciation, and in 1979 the group changed its
name to MasterCard, to reflect its market leadership
and expanding range of services.

Since then the company has chalked up an
mpressive list of industry firsts. In 1981, for
example, MasterCard pioneered market segmenta-
tion by launching the industny's ld card
program. In 1883 it became the first to use laser
holograms for security purposes. It has recently
become the first global payments organisation to
test sophisticated biometrics technology, whichin
assence means identifying users for security
purposes through a thumb print,

In Australia the Commonwealth Bank be

1 banks

early members. Today virtually all Austral
issue MasterCard or Maestro cards to their custom-

ars.

THE PRODUCT

MasterCard members are banks, financial institu
tions of other kinds, or major corporations which
provide financial services. Through its global
service MasterCard provides direcl links for
member host computers to MasterCard's
Banknet system, which enables MasterCard to
meet specific member needs wilh solutions
tailored to local conditions

MasterCard offers member banks a range of
credit and debit products which they in turn
make available to their customers. The standard
MasterCard, offered by all member banks, is the
mainstay of their credit card business, giving
customers the choice of 55 days free credit or a
lower interest rate with no free days. Gold
MasterCard Is a preslige product with a higher
spending limit and additional benefits.

There is also a range of MasterCard purchas-
ing cards - commercial, business and corporale
They provide companies with the perfect way of
tracking and controlling company expenditure on
travel and entertainment, or on any purchasing
requirement. These cards are as valuable to
companies with five employees as to the biggest
multinationals.

Intemationally, MasterCard offers the Premium
Card (the Platinum Card in some countries) which 1s
an even more prestigious product for people of
exceptionally high net worth. There is also the World
Card, the ultimate MasterCard with no fixed limit
This range of products enables both member
banks and their customers to choose the best
payment solutions for their needs.

No matter what form the product takes,
MasterCard exists to provide the infrastructure which

supports the ‘anywhere, anytime’ nature of credit,
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Things you didn't know about

MasterCard

Q  MasterCard's network settles more than
US$500 million transactions a day,
worldwide. On its busiest day last year it
handled over 20 million transactions - or
about 230 every second!

Q  MasterCard is now accepted at over 14
million ‘merchant locations' around the

| world, and every day nearly 4000 new

locations are added to the list.

O The average network transaction time
using MasterCard is seven tenths of a
second, round trip.




