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Objective

= Investigate consumer usage, perceptions and attitudes toward credit card rewards programs and merchant
loyalty programs.

Methodology

* The information in the documents is from the Phoenix Credit Card Monitor, an ongoing tracking study that
has reported on the credit card market over the last 15 years.

= Data collection used in this report occurred in March 2016 among 3,003 respondents owning a general-
purpose credit or charge card for personal use.

= Respondents were qualified to make all or most of the household purchases and pay all or most of the
household bills.

= The ending sample is Census-balanced to align with age/income distributions for households — not
population — sourced from the Current Population Survey and the Phoenix Consumer Payments Monitor.
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Most credit cardholders own a rewards credit card. The high incidence
of ownership (= 85%) has held steady over the past 3 years.

% Total Credit Cardholders Owning % Total Rewards Credit
a Rewards Credit Card Cardholders Revolving Balances

3' 6% ¢ - 56% 87%

85% 85%

The proportion of rewards credit card owners
who revolve balances has increased to well
over half during recent time periods.

In March 2016, 87% of GP credit or charge
card survey respondents reported owning

at least one rewards card.
. . . : o 56%
It is estimated that this projects to about = _‘w‘ °

79 million households. 49% 50% 489
Q12013 2013 2014 2015 Q12016 Q12013 2013 2014 2015 Q12016
Base: All GP Credit or Charge Card HHs Within Base: All GP Credit or Charge Rewards Card HHs
Time Period. In March 2016, n=3,004. Within Time Period. In March 2016, n=2,610

PHOENIX :
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Despite the clear correlation of rewards card ownership and
income, nearly three fourths (73%) of the lowest-income
group report owning a rewards credit card.

% Owning a Rewards Credit Card

(March 2016)
96%

95%

Generation Age 91% Household Income
90%

86% 87%
M

73%

Low Point: 73% rate among the HHI < $20K
group which represented 13% of credit card
households in the March 2016 survey.

Millennials  Generation X Baby Boomers  Greatest <$20K $20K-$49.9K  S$50K-$99.9K $100K-$149.9K  $150K+
(18-32) (33-48) (49-67) Generation
(68+)
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96% of rewards credit card owners say that their card-based
rewards program is ‘very or somewhat’ valuable.

All Rewards Credit Card Owners
(March 2016)

Not Very Valuable

Somewhat Valuable 67% !

Very Valuable Top 3 Boxes (8,9 or 10)

Bottom 3 Boxes (1,2,3)

96% Very g Somewhat

uable

Rating on a 10-Point Scale:
“10” = Extremely Valuable
“1” = Not at All Valuable

“Again thinking about the rewards credit card that you use most often, how would you rate the value of your credit card rewards programs? “

1 2 . 0 | - - P 7 | 8 | 9 [ 10 |

I N e e
Not at all valuable valuable
N~
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Over 70% of rewards credit card owners report that they
understand their rewards program, they know how to redeem
rewards and they found the rewards program easy to understand.

Agreement Ratings on Attitudes About Rewards Credit Cards
(March 2016)

how to redeem them
Agree
Top 3 Boxes (8,9 or 10)
gotten easier to understand Neutral

Middle 4 Boxes (4,5,6 or 7)
on every purchase | make Bottom 3 Boxes (1,2,3)
Rating on a 10-Point Scale:

Rewards gives me access to “10” = Strongly Agree

“Please indicate how strongly you agree or disagree with each of the following statements.”

1 2 3 NS 6 ) 8 [ 9 | 10 |
Strongly Disagree I
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Rewards program is
easy to understand




