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How hanks canridictiieenrergmge anstanerscgmentsts

The world of consumers is
getting increasingly fragmented
into niche segments. Banks and
financial institutions are
customising new products and
services to cater to ezch of tinem
Parag Rao

Ellectronic payments have wit-
nessed a significant transforma-
tion in recent years, with banks
at the forefimt of this change. i
the consumer space, thefe are a
host of new produet offerings
that facilitate quick, eonveniefit,
safe and cheaper transaetisns:
Such products / services include internet banking,
electronic money transfer, nationall elestfoRics
funds transfer (NEFT), real-tiffie 8ress seitiement
(RTGS), Visa bill pay, eleetronie elearing serviee
(ECS), standing instruetions for utility Bills 3nd
mobile banking,

In addition, there are several segmented pay-
ment card products designed to eater i6 the Aeeds
of specific customer categories. In this fespect;
mention needs to be made of prepaid forex eafds

for overseas travel, virtual cards for secure and|
convenient use on the internet, gift cards, doctor’s;
cards, womem's cards, cash-back cards and spe-
cific benefit co-branded cards with special offers
on important consurmption categories like fuel,
airlines, retai, lifestyle and travel portals.

All these products drive customer engagement
through innovation in the eleetronie payment spaee.
There are a couple of reasens behind the spike iR
such activity.

The primary trigger is the need for banks 6 if-
Crease penetration of paymerit eareds and enesurage
their acceptance wihniever eash s prevalent iaeay:
As a percentage of gross defmestie prodvit, elee:
tronic payments eonstitute a Siai RuRbR HeAce;
‘electronification’, of the Heed t6 EﬁFH&E% tRe HA-
carded oppertunity if BFEEF I8 £f&3 TE 'C3ShIESS’
society, is a ajor sbjeetive for ACal SHEUHBRS:

The need for segrmenited eard prodvets, INABYA:
tive payment platforms and fiew eRanmels fof fund
transfers arises from the ehange in eHsEBMBF E%E -
ment behaviour and expeetatiBns aMBREG s Hg:
ers for hi-tech serviees,

Changing customer demegraphies and iA-
creased purchasing power afe alse Arivig €9A-
sumption in specific spend ea_te%eﬂé%-. These fiigg
tor? are playing a eruesal role ifi the eustomer i
cycle,

For instance, travel as a categery has emerged
as a big opportumiity. Growing aspirations f6r a

modern lifestyle are reflected in growth of catego-
ries like shopping, entertainment and dining. This
has led to emergence of segments like premium
customers, ultra high net worth customers, youth
and women - all marked by higher disposable ifi-
€omes which translate to high purchasing power:

A glance at relevant statistics helps to illlusitate
their significance. The following facts and figures
also underline the opportunitties available for seg-

mented card payment products:

The travel industry in India is estimated to soar to
$23 billion in 2012 and an estimated 170 crore trav-
ellers are projected to visit India by 2021, A memo-
rable and pleasant travel experience for frequent
fliers is thus a key requirernenit. Value-added ben-
efits it the forim of extra of fiee & mikes, €15y Iuge
aceess and speetal offers aré oW ameng tavellas
expeetations.

Average income of urban working women has

risen by a staggering 111¥bletiveesT2001 lanict20900.

Women buyers are estimated to be 45% of all con-
sumers as of 2011. This fiigure is estimated to swell
to 60% by 2015. As more and more wemen come
to occupy senior positions in organisationts, this
segment is seen to ernbrace modesn lifestyle choic-
es and display specific behaviours and traits.
Yauth have now emerged as a legitimate ‘seg-
ment’ in New India. Nearly 65% of the Indian pop-
ulation is less than 35 years old. It is expected that
by 2020, the average age of an Indian will be 29
years, compared to 37 for a Chinese and 48 for a
Japanese. Youth as a segment again have a different
set of behaviour patterns and they expect high
levels of service, Availability of multiple channels,
espesially digital chanmels, is a testimony to this.
» Mobile internet usage has surpassed desktop
Internet usage in India in May 2012. Hence, it is
impetsant to focus on this category and create

products, platforms and channels that cater to moe-
bile users’ behaviours and expectations.
 Bxtensive migration of customers to the imtieinet
and mobile space has also created an oppertunity
for setting up a virtual universe to facilitate better
engagement. Investments and alliances in new
products and platforms like virtual mails, virtual
cards, mobile wallets and m-payment products
seem to be the future,

We thus see that a plethora of factors -- chang-
ing demograptiics; higher disposable incomes;
increased urbanisation and globalisation; influ-
ence of multiple mediia channels like internet and
social media ~ are redefining the lifestyles, prefer-
ences and brand choices of new-age segments of
customers.

The need for choice, convenient access and in-
stant service is, in turm, spawning new products
and services that ride latest technologies.

It is imperative for financial institutions (Els) to
understand the new trends and behaviour drivers
if they are to create segment-spedific products and
chanmells. As things stand today, it is safe to say
that India will see significant innovations and cus-
tomised products to make the most of emerging
opportumities in multiple customer segments.

The wrilter: is business head, credt cards and
merchant acquiring services,
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