Student expectations are changing
How payments fit in
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This presentation was prepared exclusively for the benefit and internal use of the Chase client or potential Chase client to whom it is directly
delivered and/or addressed (including subsidiaries and affiliates, the “Company”) in order to assist the Company in evaluating, on a
preliminary basis, the feasibility of a possible transaction or transactions or other business relationship and does not carry any right of
publication or disclosure, in whole or in part, to any other party. This presentation is for discussion purposes only and is incomplete without
reference to, and should be viewed solely in conjunction with, the oral briefing provided by Chase. Neither this presentation nor any of its
contents may be disclosed or used for any other purpose without the prior written consent of Chase. This presentation does not constitute a
commitment by any Chase entity to extend or arrange credit or to provide any other services to Company.
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In preparing this presentation, we have relied upon and assumed, without independent verification, the accuracy and completeness of all
information available from public sources or which was provided to us by or on behalf of the Company or which was otherwise reviewed by
us. The statements, views, and opinions that will be expressed during the presentation are those of the presenters and are not endorsed by,
or reflect the views or positions of, Chase. The information herein may not take into account individual client circumstances, objectives or
needs and is not necessarily intended as a recommendation of a particular product or strategy to the Company and Company shall make its
own independent decision. Chase is not liable for decisions made or actions taken in reliance on any of the information covered during the
presentation. Furthermore, Chase makes no representations as to the actual value which may be received in connection with a transaction or
use of the products and services mentioned nor the legal, tax or accounting effects of consummating a transaction.
Chase, Chase Paymentech, JPMorgan and JPMorgan Chase are marketing names for certain businesses of JPMorgan Chase & Co. and its
subsidiaries worldwide (collectively, “Chase”) and if and as used herein may include as applicable employees or officers of any or all of such
entities irrespective of the marketing name used. Products and services may be provided by commercial bank affiliates, securities affiliates or
other Chase affiliates or entities. In particular, securities brokerage services other than those which can be provided by commercial bank
affiliates under applicable law will be provided by registered broker/dealer affiliates such as J.P. Morgan Securities LLC, J.P. Morgan
Institutional Investments Inc. or by such other affiliates as may be appropriate to provide such services under applicable law. Such securities
are not deposits or other obligations of any such commercial bank, are not guaranteed by any such commercial bank and are not insured by
the Federal Deposit Insurance Corporation. Not all products and services are available in all geographic areas. Eligibility for particular
products and services is subject to final determination by Chase or its affiliates/subsidiaries.
IRS Circular 230 Disclosure: Chase does not provide tax advice. Accordingly, any discussion of U.S. tax matters included herein
(including any attachments) is not intended or written to be used, and cannot be used, in connection with the promotion, marketing
or recommendation by anyone not affiliated with Chase of any of the matters addressed herein or for the purpose of avoiding U.S.
tax-related penalties.
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Student expectations are evolving. Payments must become unobtrusive.

Today’s colleges and universities must be:
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%

PAY

Omnipresent

Trustworthy

Valued

Anywhere, any channel, by
preferred payment method

Secure but not disruptive

Rewards support
purchase immediacy

What are your priorities for student payments?
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Anywhere: Enable your students to pay with ease
Your Objectives

Omnipresent

 Accept in ways they prefer to pay

 Lower risk of acceptance

 Increase revenue collection

 Be PCI compliant
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How your payments provider must support you:
Consultative partner for
navigating solutions

Provide an
evolving platform



Lower cost of
acceptance



Technical integration



Reporting structure



Marketplace data





Authorization rate and
chargeback analytics

Fraud/Security
solutions

What’s on your wish list for payment acceptance?
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Any channel: consistent across channels with increasing use of mobile.
Omnipresent

Your objectives


One student, any channel



Simplify shopping experience with payment seamlessly
embedded and unobtrusive
LTE



Influence student choices

100%

Coffee Shop
8:00am Receipt for morning coffee

Burrito Joint
12:00pm Your mobile order is ready

Mobile Pay
2:00pm Chase Sapphire - Vending
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EZ

EZ-Pass
5:00pm Toll receipt

Commerce increasingly requires
an omnichannel experience with
integrated payment options

Neighborhood Market
6:00pm Your grocery order is ready

Car Lift
8:30pm Receipt for pick up

Activity Tracker
10:30pm It’s time for bed!
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Preferred payment method: let students choose their favorite.
Omnichannel experience,
unified approach

Your objectives


Agilely integrate ever
expanding payment methods



Simplify payment to improve
conversion rates

Omnipresent

PAY

In-store
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E-commerce

In-app

Person to person (P2P)

What are your biggest challenges around integrating new payment methods?
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Secure but not disruptive: does not slow down the experience.
Your objectives
Trustworthy



Assure security (avoid data theft, reduce risk of fraud and loss)



Increase sales opportunities; avoid declining valid transactions.



Reduce PCI compliance expense and scope of liability
Credentials

Purchase

Data Center

Networks

You must
Safeguard at
every point
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Provide multilayered
security

Know when to
enable or inhibit

PAY

Point-of-sale
 Encrypted

Online
 Securely hosted payment page.

 Swipe, tap, dip and keyed

 Encryption and tokenization

 Robust intelligence tools

 Pinpoint a transaction's

origin in real time

 Rich metrics to support

 Analyze for fraud

decision-making

Reduce scope of
PCI compliance
liabilities

 Encrypt data on student’s browser

 Encrypt data as it enters the

point-of-sale

Which of these areas are top of mind for you?
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Students want instant gratification. Faster purchase cycle = increased revenues.
Today

Order placed
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A future vision of the student experience

Buy Now

Home Depot

To what extent are you thinking about the path to purchase immediacy?
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The less visible the payment, the more value it brings to the student experience
Student relationship and merchant brand front and center
Payment

Value

%
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Omnipresent

Trustworthy

Outcomes


Increase student payments across channels



Improve conversion rate and reduce shopping cart abandonment



De-emphasize checkout while ensuring security



Emphasize student experience and build student relationships


Increase sales



Gain return on investment for cost of student acquisition
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Valued

PAY
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Commerce is only getting more complex. Payment must be simple.
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Contextual
Commerce

Virtual
Reality

3D
Printing

Everything
as a Service

Internet of
Things

?

A new level of seamlessness that payments must support
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The emerging payments world must deliver a world of value.

Omnipresent
%

PAY

Buy Now
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Trustworthy

Valued

Purchase Immediacy
PAY

Ecosystem

Security

Embedded payments

What’s the best path for your organization?
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