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OIL WITH CHEMICAL
BANK AND SHELL OIL

longside a psoline pump
A and a point-of-sale display,

representatives from
MasterCard, Chemical Bank, and
Shell Oil reveabed the laumch of the
Shell MasterCard® Card from
Chemical Bank on October 15 a
New York's Gramd Hyait Holel,

The card, an innovation for 1.5,

consEmers, is a breakthrowgh for

MasterCard as well as for Chemical
Hank, which serves an the
Masier(Card Boand of Directars.
“I1's the first major co-branded
program for Chenvical Bank, and
it's aibso the largest program in e
United States with i top ofl com-
pany,” says Stephen | Barcll, vice
president, Co-Bramnded and Affinis
Marketing Group. “This could rival
the launch of te General Molors
MasterCand® Card in sise,”

A REAL TEAM EFFORT

While the annoumrcemsent may
T taken the pubdlic by surprise, i

resulted froem mowths of elfort by
the Co-Branded and Afingy
Marketing Group 2l Member
Relations—along with Franchise
Management; Promotions;
Addvertising Communications;
Securin: Froducts, Serioes al
Oneality; and the new Merchant
Markets Group.

CALLING AROUND

WORLD:
MASTERPHO
COMES TO A/P

hen ET phoned home,
ve dialied dinect. Now,
MasterCand® cardhobders
in the Asia/Pacific Region czn do
| the same oslng MasterPhone ™
Tebephane Service—a calling-cand
program that allows callers io dial
direct, and can save themm up o
80 percent on long-distance
| calls made with intermational
calling cards.

ERE. | In November, Australia was the

TEAMWORK KEY

Allen Gehrig, vice president,
Membeer Relations—East, who is
the relationship manager for the
Chemical BankMasterCard par-
nership, atributes the suecessful
lanech to the power of feamwork.

Bill Martin, sendor vice presi-
dent, Member Relations, HEFOEs.
“This program really shows the
rewands of our Efective Aocount
Management (EAM) parinesship
with Chemical. It pays to partner
with members o pursue major
oppueriuities,” he s,

(o tfased o farpe 2

first conmtry in the AsiaPacific
Region 1o utilize MasterPhone,

" | thirough a jonl progran bt

MasterCard International and
Exeoutive Tebecand, 5.4

TRILLION-DOLLAR
MARKET

“The worldwitbe cxpansion of
MasterPhone will enable all of our
members 1o break into the $3 tril-
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covtinned from front pape

| “This demonstrates the suc-
cessful execution of our strategy
to convert singhe-use propristary
carils to MusterCarnd cands,” says
Bartell. “MasterCard had targeted

| the gasoline indusiry as having o

| bt of potential for co-heanding

| Then, kast Agril, thit target

| becime o step dloser to realin.”

“Chemical asked us w develop

4 jwing capzhilitics presentation (o
Shell. And things moved very

quickly from there,” says Gehrig
“MasterCard was awarded the
business based on its experience
andl "Ms-oriented value-added
positioning.

SHELL MASTERCARD CARD
BENEFITS CONSUMERS

1 time when peeple drive out of thelr way 1o save a penny
on a gallon of gas, Shell 04l has developed a new way 1o lure
customers (o their pumps. By using U Shell MasterCand

Card from Chemical Bank, the average customer can achieve 2 10
percent reduction in anniial gasaline costs.

The card offers the opportunity 10 cam a 2 percent rebate
on general purchases and a 3 percent rebate on Shell gasoline
purchases. After the first $70 in rebates, cardhalders can conlinue
I earmn a1 1 percent rebate on all Shell gisaline purchases witil
thedr annual card anniversary date, an which time they start all
OVEr agLin,

WHAT CONSUMERS WANT

“Extensive research with proprietary card users by Chemical
showed that this is what consumers want,” savs Stephen |, Bartell,
viee president, Co-Branded/Affinity Marketing Group, noting that
one feature unbyiee 1o the card is @ separate listing of gasoling pur-
chases on each monthly statement. The initial interest rate is 15
percent {prime plus 9 percent), and the grace period is 25 davs.

In addition, there are no annual fees the first veas, and charer
members—{hase who apply before April 30, 1994—and qualified
current halders of the Shell credia card will not be charged an
anmvud fee as long as they wse the cand at least six times a year,

| current holders of ihe Shell credi
card,” savs Gehrig, “Take-one
applications are displayed ot
Shell's 8600 U S, service stations,

HUGE POTENTIAL

It won't bee long before value-
COTISCIIS CONSUMErs across the
Umiteedd Stzeties sarmple what
MasterCard, Chemical, and Shell
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labored o produce, “Chemical fs | |0€ @nnotncement resuited
dropping a total of 9 million direci- S months of effort by the
madl pieces, incheding 4 million o ] 3
Co-Branded and Affinity
Marbeling Grou and Member
Relations—along with
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Joanne Gallucci and an extensive mational telev-
Bty Marton | sion and print advertising cam-
Mel Minter | paign brake in early Kovember.”
ety Vera “This represenis a huge poten-
Liznme White tial for MasterCard in terms af

cards and volume,” savs Bartell.

|
!
|
| e e ey enthusiastic, and we

SR>

boelieve we've barely begun to tap
the: proprietary card marked.” B
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CALLING AROUND
THEWORLD:
MASTERPHONE
CGOESGLOBAL

continwed front front page

Hon ghobal telecommunications
industry and benefit from
increased cardholder usage,”
savs Bonnie MacDonald, vice
president, Glohal Services, “The
typical calling-card user spends
| about $600 per card in annual
phone charge. We want our
mermbers 1o be able 1o tap inio

4 large part of this growing
industry”

CAVIAR SUPPORTS
PROGRAM

The svsten that supports the
program is Executive Telecard's
proprictary CAVIAR (Computer
Assistesd] Variable International
Autoamatic Redialer) sysiem,
which was first installed in 1980
at loscal phone companies in
countries worldwide.

CAVIAR enables the phone |
companies, called PTTs (Postal,
Telegraph, and Telephone author- |
ities), to route calls directly from |
49 countries and offer calling
instructions in 17 different lan- |

|
[

gz, MasterPhaone also allows

| operator-assisted calls o be
placed from 68 countries.

(ONLY THE '
BEGINNING

“With Masterhone, if
MasterCard cardholder in
Singapore, for examphe, wishes 1o
eall Hong Kong, the call is placed
directly from Singapore to
Hong Kong,” says MacDonald.
“With other pragrams, the call
goes from Singapore to the phone
company’s switch in the United
Staites, and finally, on 1o
Hong Kong."

“This i5 only the beginning,”
says MacDonakd, who noles
that MasterPhone is already
operatbonal in Latin America and
s scheduled 1o be up and run-
nirtg during 1994 throughout
Canada and countries in the
Midille Fast/Africa Region.
“MasterPhone is a profitable
product that will enhanece our
relationship and strengthen our
ties with members, merchants,
and cardholders.” B

Contoct: Bonaie MocDonald,
219-649-5246 !




