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The next big thing for prepaid distributors and retailers

BY THERESA WARD

f you've been in prepaid since the early days, you probably know

Mark Rubenstein. In 1995, he launched Centerpiece Communications,

a prepaid card company that reached o sales velume of mere than

$1.3 million before it was acquired by GTS, a facilities-
based prepaid provider, in 1998. After serving as its
execulive vice president, he left prepaid to pursue
other interests.

But Rubenstein couldn't stay away fram the entreprenaur-
ship of prepaid and feund himself back in the industry
by December 1999 when he formed CTW Prepaid.
He promised himself of the fime that he wauldn't
iuir E;EP back inka =¢lling qn;:rdq.l |;||.||' w1;u.||l:l
farge new ground by leveraging the
prepaid distribution chonnel,

The result is his latest enterprise,
EZRewards, which is o point-based

Tech team
While Rubenstein hod the vision, he
needed o fec pariner bo realize i,
which he found in Ray Weaver, vice presi-
dent and general manoager of Peinks 1o
Partners Inc., a company speciolizing in
designing loyalsy programs for refailers
natiomwide. Rubenshein describes the poir-
ing a3 a perfect “lock and key® relofionship
- Rubensiein provides the distributicn and
marketing know-how erifical bo success at
refail, and Weaver supplies the back-end
processing and software development.
Rubensbein negotiated on exclusive
ogreement ko boense EZRewards ko the
prepaid industry and an open license o
markef o other industries. With Weaver's
SOy, Rubenskain s |:|ui|-e:|ing a Pk dis-
tribution syssem that will allow telecom dis-
tributors 1o continue welling prepaid, but
norw it becomes o secondary product fo loy-
alky, which Rubanshein believes will deive
deployment long lerm. Rubensiein
alse says that other producds
can be odded 1o the
EZRewards systom includ-
ing shored value,

New markets

With his exporiance
calling on redailers as
well o3 whot ha's hear-
ing fram his destributors,
Rubenstein knows that the
redail marked is sofurated
with prepaid offerings.

by program designed to drive
lrﬂl:*:;{:wunfr f‘n?i%:, l'm;n:bu?u sales and n But, he figures, why
build customer loyalty for small and 4 - not utilize the exising
Iurgz relailers, The program conbers £ channel that he and
on a dosed-systern, multifunctional o ﬁ his distributors call upan
Verifane 3200 POS terminal loaded 4" fo offer ﬂ; bﬂpm—
with custemized software that delivers groen thaot enoour:
e e, ~REWardsWV. oo

ild sales and o

stripe card that is branded with a relailer's name

ond lego.
Redemption ideas for retailers
@ give 50 bonus points for customers who
make five separate purchases in one month
@ use a customer’s birthday to award points
on the purchase of a product
& instant win, such as a free 32-ounce drink
given to every 20th customer
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imerchant ko know their customens, herele:
fore unachievable in prepaid.

Rubenshain’s vision, however, is not
limited e redailers whe sell prepaid tele-
com. He sees every storefront os o poten-
fied] custamer bar Elﬂw'nrd:.. "u"ﬂie:ll‘
wit've created is o soffware model for
every conceivable tpe of business on o
city street - a c-store, o movie theatre, o
sporting goods store, a restaurant, o hair
salon or a dry cleaner = each of these
stores con offer o private-lebeled loyalry
card to drive business,” says Rubenstein,

www.intelecard.com



The EZRewards progrom offers cppor-
hunities for distribulors = new markets -
and bor retailers = the obility lo compete
effectively ond create o profit cenfer.

Rubenstein points eut that for the fir
firne, @ single shore con build a relationship
with its custemer and wse fools usually
available only to large chains. “We believe
the key b the markesploce is being able o
serve indiidual stand-alone storefronts as
well as multilocation sites,” soys Rubenshein,
He sorys the refoiler’s cost o offer
EZRewards is approximately $45 o wesk
per locofion ond incudes telecom services.

Bubenstein believes if he makes o
ok ve ervanlablie B retailers,
thy will ke it specifically for the loyalty
aspect. “The responsa ko our demanstra:
fions ameng rekilers is obsolutely mind-
boggling,” Rubenshein says. “Tha key is
not just gesing the prograem inte the slars,
but it’s geffing the cords info the custome s’
hands, genercling customer excilerment
and keeping it low col for sores,”

Why switch?

Rubenshein s aware that retoilers’ majer
complaint is that they don’t want another
POS ferminal on their counter, so what's
the compelling reason ko swilch to
EfRewards? “Every venue the distributor
vigits alreacy has merchant acecunt services
and is under controdt” says Rubansiein.
“Wa toll the merchant, "When yeur centract
expires, you con send back the old reemi-
ned. We will previde you with merchand
services on our bermingl, we'll give wou

0 batter rote ond ba able lo affer leyalky
programs.’ We're not selling relailers the
hermanal, if's included with the pockage *

Distributor benefits

According to Rubenstein, distribubors
earn an affroctive weekly commission
for selling and plocing each terminal,
which bacomes on ongoing revenue
stream. EZRewards alio provides dis-
tributars with marketing support to
close sales as well s POS materials
once the sale is made. These include
posters, cashier bodges and “toke-one”
customer fvers 1o help retailers genarole
consumer awareness and eaucifemend,

Customer’s experience
I's easy for customers o sign on to the
progrom. They register by complafing a

www:lnlelecard.cam

EZRewards
capabilities

o Transaction information:
captures dote, day and fime of

transaction, purchase amount,
cashier ID and store becotion

o Customer fracking: tracks
customer shopping habits and
generates reports identifying

# Redemption receipts: gen-
arahas two necaipts ot the fima of

redamphion: one for customer,
ona for cashier to put in register

& Customer service: toll-free
customer service available to
retailers and custormers

e Theft deterrents: features
variobla qualifiers that allow netail-
ers 1o quickly identify suspicious
tronsochions

o Markefing: focilitates target-
marketing programs that help
retailers drive larger purchase
transachons of eRooUrage
concentrated purchoses

o Cross-selling: retailers con
usE riwards fo encourage
addifional purchases; cushomer
recelpts can include discounts
on other store products

herver been accumulated, customers con
rechoem them ko receive theér reward.

Delivering loyally

Rubenstein recommends that stores adopt
a base progrom of ane point for every
daollar eorned ond equate the value of
each paint bo o penny. Retailers ore
encouraged fo select iems that have o
large markup, for exomple, soft drinks,
coffen or dessert and assign a paint volue,
He alio encourages retailers to incorpo-
rate o bonus-points moded, which con ba
effered monthly, quarterly or ssasonally,
depending on store trafhic patierns,

Data mining
With each fransaction using the EZRewards
card, valvoble customer deta can be
cophwred, It con be used fo reward ond
build felnl‘h‘nhip!. with cuthomers as well
o fo analyze purchasing habits, On the
badk end, reports, which con be cooessed
via o pass-code proleced websile, can
ke segmented in categories such as "lop
30 customers” or “lost customers.”

Other reports, among many, tat con
be generated include:

v top cordhalders

W imackve mesbers

v redemplions

What's ahead

Rubenstein forecasts that 5,000 terminals
will be in ploce by the end of 2003 and
10,000 by the end of 2004, which he
believes ore conservative estimates, This

The EZRewards program offers opportunities
for distributors — new markets - and for retailers - the

ability to compete effectively and create a profit center.

farm that copheres basic infermation such
s name, phene number and oddress,
and they leave it with the cashier, or they
con call the toll-free number featured ea
thesir card and provide the information ko
o cusbomer service rep by phone.

To redeenm points, custorirs present
their card at the fime of purchase. When
the coshier swipes the card and keys in
the: purchase amount, the system credits
the correct number of peints to the ous-
tomer’s EZRewords ocoount and issues
0 receipt thol indicates the numbaer of
points acerved. As soon os enough points

Febi
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year will be spent fine-funing the infro-
sructure, including server copacity and
cugomer service, Rubengein also has
plans fe infroduce o Spanish-lengroge
version of the EZRewards within the year.
Al press fime, Bubenstein confirms that
a chain of truck stops and two chains of
c-stores have signed up with EZRewards.
One chain was already a prepaid cord
customer, but the other retailers wers
sold based on the loyalty program. Says
Rubenshein os he embarks on perhops his
mast ambifious project: “We ore prepared
for explosive growsh.”
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