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When your merchants accept Diners Club International® and
Discover® cards, they open their doors to millions of consumer
and business travellers who come ready to spend.

Of course, convincing merchants to accept Diners Club and
Discover is easier when you have product benefits at your
fingertips. That is why we created this reference booklet.

It provides you with selling points you can use in your
merchant discussions.

If you have any questions about the contents of this booklet,
send us an e-mail ot contactus @discover.com




Diners Club International®
Drive customers who spend the most o your merchants

Diners Club International®: An established and thriving card payment choice

In 1950 Diners Club International® became the first multi-purpose charge card in t
world. Today, Diners Club® is a globally recognized brand serving the payment n
of the select and affluent, as well as corporations and small businesses

In fact, since 2009, Diners Club began investing millions of dollars to reinvigorate its
brand with an integrated awareness compoign called BELONG. The compaign utilizes TV
outothome and print advertising to renew and refresh the Diners Club image as a premiun
cord in the global marketploce. Plus, Diners Club is using print advertising to bolster ifs
position in the corporate card market.

To date, the campoaigns have been extremely successful, generating significant increases ir
measured awareness, card volume and new cardmembers. And we expect similar results
as the campaign rolls out to addifional markets.

Diners Club is issued and accepted around the globe
* Diners Club is accepted ot millions of merchant locations in over 185 countries

and territories worldwide

® Diners Club currently has over 80 international network licensees is5uing cards
to millions of select and affluent consumers around the world

Diners Club is your merchants’ link to Discover card sales

* When merchants accept Diners Club, they can also do business
with Discover® Cardmembers from the U.S

® Every month, cardmembers of Diners Club and their partner,
Discover, spend millions on a shared payment network,
accounting for $130 billion in annual volume
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Diners Club delivers cardmembers who come ready to spend:

* Average spend is over twice as much as Visa® and MasterCard® cardholders

» Cenerate $27 billion in yearly sales volume
* Motivated to use their cards internationally through marketing, services and reward

® Tend to be trequent travellers

Diners Club helps merchants capture more corporate card spending:

® Diners Club corporate cards are issued in over 65 countries
| A g ol e S
i * Over 110,000 business and government organization clients <2 Diners Clob
| orporote cards
|
’ e Many international companies insist their employees put all their business expense
: Diners Club corporate card
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Discover®
Give your merchants the edge on U.S. tourist business

Discover® is a major U.S. payment brand—and a payment partner

of Diners Club International®

When vour merchants accept Diners Club International® they can automatically d

with Discover Cardmembers from the U.S.—and it does not cost your merchants anything
extra. Plus, accepting a major U.S. card payment brand like Discover can be a vital pari
of vour merchants’ livelihoods. Here's why

e In 2010, U.S. residents used cards to spend over $8.4 billion in major
European destinations

e In 2010, U.S. residents used cards to spend over $4.7 billion in
Asia-Pacific destinations

® Discover has over 30 card issvers, including G.E., issuer of the Sam’s Club
and Walmart® Discover cards, and over 56 million Discover Cardmember:

Cashbock Bonus'

Enjoy Istanbul’s 40-day festival
of shopping, concerts and shows.

Use your Discover* cord in Turkey ot the DISC . VER

o~ stonbul Shopping Fest 2011 from March 18-Apnl 26




DISCOVER

Merchants accepting Diners Club can tap the spending of high-spend travellers loyal
to using Discover

1800 DECOVIR
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BCcard and DinaCard
Make sure your merchants can sell fo international tourists who carry their

countries’ leading cards

Merchants that accept Diners Club International® can do business with BCcard
and DinaCard cardmembers too

To help your merchants add more sales volume from international

A

Diners Club International® has [}('1’?71“""-‘1 with other payment networks

That means merchants accepting Diners Club® can do business witl

the Irw.n-.»*H‘r:g] cardmembers who use the ff.)"()\.*.iru; cards

BCcard from Korea
* BCcard is the leading Korean payment network
e BCcard has over 55 million cards, issved by 11 financial institutior
e BCcard had $112 billion in volume processed in 2009

DinaCard from Serbia

——
¢ DinaCard is the system of national payment cards ope

Payment Card Center, a division of the National Bank of Serbia, Serbia

central bank

e DinoCard has 2.5 million cards issved by 27 issuing banks
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BC Global Card
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Marketing, Promotions and Point-of-Sale Materials

Diners Club International® and Discover® spend millions promoting international card usage

otional® and Discover® partner together to encourage card use @

Diners Club Intern
f incentives, promotions and f)omt-of*so’:o materials
t ‘

merchants throuc h a variely 0
g Y

Marketing and Promotions
o Advertising—Utilizing various media, Diners Club and its franchisees run globa
advertising in several international markets to boost awareness and usage

Diners Club Privileges®—Diners Club provides your merchants with free
lo reach local and international cardmembers. Your merchants create offers Diners ¢
place on its Web site under “Merchant Offers.” Then, cardmembers can see the ofter

by country and link to vanity URLs on your merchants’ Web sites for details

Promotions— Discover promoles international card use by mailing special offers fo farge!
cardmembers identified as likely travellers to international Diners Club markets

o Rewards—Diners Club Cardmembers enjoy award-winning reward
and loyalty programs. Plus, Discover card has America’s number one
cash rewards program, given that 44% of U.S. households with
a cash rewards card have o Discover card! Diners Club
l\llR\\“l\\ll Abot U

Diners Club Py

Enjoy privilegec t

Your Does

Diners Club
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Point-of-sale materials

* Complimentary and custom acceptance signage—Order signage and ¢
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nicgte card acceptance anc

* Security Features brochure—Collateral is available 1o help

d authenticate Diners Club Discover, B
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Answers to Merchant Objections

Address merchant objections to Diners Club International® acceptance with these answers

Obiection: Accepting Diners Club® just 1sn't cost effective
| ping

Answer: Diners Club Internationat® Cardmembers spend, on average, over twice as mu
as Visa® and MasterCard® cardholders per purchase. Plus, Diners Club® Cardmember

1

premium products, like fine wines in restaurants. Since Diners Club cards provids

Objection: Diners Club Cardmembers almost always have another card thot | already

Answer: When you say yes to Diners Club, you improve customers’ overall satisfaction by
showing them you respect their payment choices. That encourages repeat business —:
when cardmembers know future purchases at your location will earn them Diners Club 1

Objection: Nobody ever asks if | accept Diners Club.

Answer: Diners Club Cardmembers usually look for acceptance signage
their cards. That's why we provide you with signage and supplies that display
International acceptance mark. Plus, Diners Club has an ardent corporate ¢
In fact, many companies insist their employees use Diners Club corporate ¢
purchases. So you may be losing those sales to competitors that accept Diners Clut

Also, because of Diners Club partnerships, you can tap billions in spending trom ofher
travelling cardmembers whose cards run on a shared network. They include 56 m
Discover Cardmembers? from the U.S., 55 million BC Global

Cordholders from Korea and 2.5 million DinaCard Cardholders

Diners Club

trom Serbia
INTERNATIONAL




Answer: Diners Club is a globally recognized brand that serves the payment needs of
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