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Time Section Theme Speakers 

Executive Summary Jacques Stern, Chief Executive Officer 10:00-10:30 

Q&A session 12:30-13:00 

Laurent Delmas, COO France  

Osw aldo Melantonio, COO Brazil 

Our Strategy  
to Create and Roll out Solutions 

in the Prepaid Market 
 

1. Prepaid market overview 
2. Our current positioning 
3. Our strategy to create and roll out solutions 
4. Two illustrations of recent launches  
5. Launch process and financial impacts 

10:30-12:15 1 

Jacques Stern, Chief Executive Officer 

Loïc Jenouvrier, CFO 

12:15-12:30 
Financial Focus 

1. Float investment policy 
2. Sensitivity analysis 

Loïc Jenouvrier, CFO 2 



Afternoon  Agenda  
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Time Section Theme Speakers 

2:00-4:15 

4:45-5:00 Conclusion Jacques Stern, Chief Executive Officer 

Digital Strategy 
 

1. The Digital Value Chain 
2. Digital Strategy 
3. Country Illustration: Brazil 
4. Key Role of PrePay Solutions 
5. Financial Impacts 
6. New Growth Opportunities 
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Jacques Stern, Chief Executive Officer 

Gilles Coccoli, PrePay Solutions Director 

Patrick Langlois, COO UK 

Osw aldo Melantonio, COO Brazil 

Q&A Session 4:15-4:45 

Loïc Jenouvrier, CFO 



Executive  Summary  



 

Our Expertise Built  on 50 -yearsõ Experience  
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Our Expertise 
Ensure that the funds allocated by our clients are effectively used as intended 

. Our Mission 
To design and deliver solutions that make life easier for employees 

and improve the efficiency of organizations 

We design and deliver solutions  

to our clients that enable them 

to offer beneficiaries purchasing power 

that can be used to buy  

goods and services 

from a select network of affiliates 

A pivotal role  

in a relationship  
that benefits everyone 

CLIENTS 



 

Our Positioning  in the Prepaid  Market  Universe  

98.1% 1.0% 0.6% 

0% 0% 

B2B B2C 

Dedicated 

Funds 

Non 

dedicated 
Funds 

X 2010 Edenred Issue Volume weight 

B2G 

0.3% 

The Prepaid market, organized in 6 segments,  

is a niche in the total payment market 

 
Prepaid   

1.8% 

Debit, credit cards 

and cash 

98.2% 

Payment Market: ú24Tr 

Prepaid Market: ú441Bn 

Who loads prepaid funds?  
Three types of clients 

How are 
prepaid 
funds 
spent? 

Two fund 
purposes 
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Our Offer  in the Prepaid  Market  

Edenred, world leader in prepaid corporate services  

with a very strong position in Employee Benefits 

Employee  
Benefits 

Food 
Quality  
of life 

Incentive  
& Rewards 

Public Social 
Programs 

Expense 
management 

B2B B2G B2B B2B 

98% 1% 

0% 0% 

B2C B2B B2G  

Dedicated 

funds 

Non 

dedicated 

funds 

 

78% 

 

 

9% 

 

 

8% 

 

 

3% 

 

 

1% 
 

Our Offer in the Prepaid Market 

x 2010 Edenred Issue Volume weight 
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0.3% 

0.6% 



6.8 7.1 
8.4 

10.0 
11.4 

12.7 12.4 
13.9 

2003 2004 2005 2006 2007 2008 2009 2010

A Business Model Characterized by Strong Growth 

Generationé 
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43% 57% 

A business generating 10.5% annual issue volume growth 

Offering based on strong, sustainable 
market growth fundamentals 

Strong exposure to emerging markets 

 

4 Brazil: leading contributor to Edenredôs issue volume 

 

4 Two emerging countries in the top 4 countries (in 
number of beneficiaries) 

4 Meal & Food benefits: 10.8% annual issue volume 
growth* 

Strong potential in Edenredôs core business after 40 
years of continued growth, reflecting sustained demand 
in basic needs 

 

4 New solutions:  

 Quality of life benefits, Incentive & Rewards solutions, 
and Expense Management solutions are responding to 
more sophisticated needs from clients and/or 
beneficiaries 

Edenred Annual Issue Volume 

Edenred H1 2011 Issue Volume breakdown (in %) by geography 

Emerging 
countries 

Developed 
countries 

in úbn 

* CAGR on a like-for-like basis over 2003/2010 

+10.5%* 



 

é and High Cash Generation 
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(2) CAGR on a reported basis (2003/2010) 

A unique business model with strong value creation 

(1) FFO = EBITDA ï Net Financial  Expense ï Income Tax  Expense 

 A cash generating model  

with a high operating  

flow-through ratio(1):  

45% on average since 2003 

 
A low capital-intensive model: 

limited maintenance capex  

(ú30m to ú40m per annum) 

 
A structurally negative working 

capital business leading to a 

ú2.2bn float at year-end 2010 

Strong annual FFO(1) growth 

(1) Ratio between the like-for-like change in operating EBIT and like-for-like change in operating revenue 

+24%(2) 

2003 2010 

ú46m 

ú213m 



Our Ambition in the Next  5 Years   
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From   a meal                  
voucher concept...  

 

 

 

éto a French 
business model  

Roll out of Food 
Benefits  worldwide  

Diversification of 
our  offer  

1954 - 1976 1976 - 2000 2000 - 2010 

A three-step strategy serving this ambition 

Build differentiated 

solutions and deliver high 

quality of service to meet 

our Customersô needs,                

to become their referent 

Quality of Life  
Benefits 

Expense 
management 

Incentive & 
Rewards 

Today  

world leader in prepaid   

corporate  services  

 

Sustainably accelerate growth  

Our objective 

Our ambition 

Public Social 
Programs 

Affiliates 

Clients 

Beneficiaries 

Public 

Authorities 

Western 

Europe 

Eastern 

Europe 

Latin 

America 



A Strategy  to Drive Growth   
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Invent  
2016 

Invent 2016 
4 Develop new solutions for Clients thanks to 

digital 

4 Create new solutions for Affiliates and 
Beneficiaries thanks to digital 

Conquer  
2012 

Conquer 2012 
4 Organic Strategy 

Focus on growth in the core business 

4 Digital Strategy 

Accelerate the digital transition  

Win  
2010 

1 Win 2010 
4 Creation of an independent corporate governance 

system and a management team 

4 Creation of the Edenred corporate brand 

4 IPO and structuring of financing 

 

4 and listing of the company 

4 Financial targets met 

 

2 

3 

2011 

Targets confirmed for FY2011 
4 Issue volume L/L growth target: 6% to 14%  

4 FFO L/L growth target: above 10% 

4 FY EBIT target: ú340m to ú360m 

Long-term strategic vision with medium-term objectives,  

in order to maintain current growth momentum beyond 2016 



Conquer  2012: A Two -Pronged  Strategy  
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Target of 6% to 14% 
L/L issue volume 
growth per year 

DIGITAL STRATEGY 

Accelerate the digital transition   

 

Set up the conditions for  

switching our solutions to digital  

in most of our countries                                     

Target of  

50% digital issue volume  

by 2012 

More 

innovation 

 

Faster 

deployment 

ORGANIC STRATEGY 

Focus on growth in the core business 

 

Set up the conditions for  

systematically  

deploying our solutions 

through 4 organic drivers  

1 

2 
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Create new solutions and deploy 

existing ones 

Increase penetration rate in 

existing markets 

Extend geographical coverage 

Increase face value 

2 

1 

3 

4 

2-5% 

2-4% 

1-2% 

1-3% 

 Normalized 

target (1) 

(1) Normalized growth means the level of growth that the Group believes it can achieve in an 

economic environment in which there is no increase in unemployment. 

6 to 14% 

Issue Volume Organic Growth through 4 Drivers  

1 

ORGANIC  

GROWTH 

Launch and roll-out of new solutions will be a key component  

to ensure long-term sustainable issue volume growth 

Organization, resources and clear roadmap in place 

to boost innovation and roll-out our solutions 

6 to 8 new countries to be opened by 2016, with 

progressive ramp-up to contribute between 1% and 

2% to issue volume growth 

Four drivers contributing to the 
 6% to 14% organic issue volume growth 

 Timing 

Post 

2012 

Post 

2014 

V 

V 



Our Strategy  to Create  and Roll Out 

New Solutions  
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Leverage our worldwide leadership 
position in Employee Benefits to 
develop fast growing adjacent 

segments 

B2B  B2G  B2C  

Dedicated 

funds 

Non 

dedicated 

funds 

A C 

B 

B 

D 

World leader in 

employee benefits  

Incentive 

& 
Rewards 

Expense Management 

Public Social  

Programs 

Expense 

Management 

expertise 
S

tr
o

n
g

 

Keep a close eye on  
other Prepaid Segments  
through Venture Capital 

1 

ORGANIC  

GROWTH 



Roadmap  by Type of Solution  
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Employee  

Benefits 

Incentive  
& Rewards 

Public Social 
Programs 

Expense  

management 

B2B B2G 

Strengthen our 
leadership  

by rolling out 
solutions  

in emerging and 
developed countries 

Accelerate the 
conquest of new 

markets 
(countries/solutions) 

based on our  
Latin American 

expertise 

A B D C 

B2B B2B 

Expand our offer to 
public institutions in 

countries where 
Edenred is already 

present 

A clear deployment roadmap by type of solution and by region 

Roll out solutions in 
our main countries to 
enhance our offer to 

stakeholders 
(Affiliates, 

Beneficiaries, 
Clients) 

1 

ORGANIC  

GROWTH 



Digital Transition:  

an Essential Step  in our  Strategy  
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A digital transition which benefits all stakeholders 

 

Long -term positive effects for Edenred  

 

A relevant shift for all stakeholders  

New 

revenue 
sources 

Reduced 

operating 
costs 

Volume 
growth 

Address  
more clients  
more easily 

 
Create  

new solutions 

Affiliates 

Beneficiaries 

Clients 

Public Authorities 

Â Simplified administrative 

process  

Â Value-added services  

Â Cost savings 

Â Convenience  

Â Fashionable solution 

Â Optimized, simplified 

processes 

Â Cost reduction 

Â Better control over fund 

allocation 

Â Traceability 

Â Reduction in the informal 
economy  

34.5 million 

1.2 million 

530,000 

Bring  
value-added non 
financial services 

Reduce 
production and 
logistics costs 

2 

DIGITAL  

STRATEGY 



  

Accelerating  the Digital Shift  
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First results of the acceleration decided 

end-2010 

Target of 50% digital issue volume by 

the end of 2012  

Digital issue volume 

2009 

30% 

2012 

50% 

>70% 

41% 
34% 

2010 

2011E 

Digital issue volume as a % of total issue volume by geography 

Latin 

America 

 
59% 

Europe 

 

6% 

RoW 

 
59% (end-

2009) 

(end-
2011E) 

 

71% 

 

 

10% 

 

 

62% 

 

2 

DIGITAL  

STRATEGY 

Objective of 50% at year-end 2012 and more than 70% post-2016 

2016 



 

 

Investor  Day Agenda  

Our Strategy to 

create and roll 

out solutions  

in the Prepaid 

Market 

Digital  

Strategy 

How to boost volume growth through  

the roll out of our existing solutions  

and the creation of new solutions 

How to operate the digital shift 

that will open new growth territories  

18 



Our Strategy to Create 

and Roll Out Solutions in 

the Prepaid  Market  

Section 1 
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Our Strategy to Create and Roll 
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Å Prepaid Market Overview 

 

Å Our Current Positioning 

 

Å Our Strategy to Create and Roll 

Out Solutions 

 

Å Two Illustrations of Recent 

Launches 

 

Å Launch Process and Financial 

Impacts 
20 



The Prepaid  Market  in the Payment  Universe  
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Prepaid  

0.4  

Cash & 

Equivalent 

13.4  

Electronic 

funds 

transfer 

3.7  

Credit 

3.9 

Debit 

3 

Internal source 

(In ú Tril l ion) 

Prepaid market is a niche in the overall payment market  

Total Payment market:  

ú24.4 trillion 

Prepaid market:  

ú441 billion 



Prepaid  Market  Segmentation  
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Prepaid  
0.4  

Cash & 
Equivalent 
13.4  

Electronic 
funds transfer 
3.7  

Credit 
3.9 

Debit 
3 

ÅFood Benefit 

ÅNon Food Benefit 

ÅExpense 

Management 

Å Gift (multi-brand) 

ÅFood  

ÅEducation 

ÅFertilizer 

ÅFuel 

ÅGift (single-brand or 

multi-brand)  

 

ÅUn- or Underbanked 

ÅExpense 

management (open-

loop) 

ÅInsurance 

ÅGeneral subsidies to 

citizen 

 

ÅTravel  

ÅYouth  

ÅE-wallet 

ÅGift (open-loop) 

ÅRemittance  

ÅGeneral purpose 

B2C B2B B2G  

Dedicated 
funds 

Non 
dedicated 

funds 

The prepaid market addresses a large number of segments and types of usage 

Three types of fund loaders 

Two different 

ways to spend 

money 



Sizes and Growth  Rates of Prepaid  Market  

Segments  
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B2B B2C 

Dedicated 

funds 

(Filtered / Closed Loop) 

Non dedicated 

funds 

(Open Loop) 

ú102Bn 

14% 

ú19Bn 

21% 

ú91Bn  

5% 

ú25Bn 

27% 

ú125Bn 

14% 

ú79Bn 

20% 

x 

x 

Market segment size 

2009-2017 expected 

growth rate 

ú204Bn 

16% 

ú116Bn 

13% 

ú121Bn 

15% 
TOTAL PREPAID 

ú441Bn 

15% 
Internal source 

Six market segments offering high growth potential  

Dedicated prepaid funds represent more than 70% of the current market 

ú318Bn 

12% 

22% 

ú123Bn 

B2G 
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An Offer  Organized  Around  Four Types of 

Solutions  
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98% 1% 

0% 0% 

B2C B2B B2G  

Dedicated 

funds 

Non 

dedicated 

funds 

Employee  
Benefits 

Food 
Quality  
of life 

Dedicated 

funds 

Non dedicated 

funds 

Incentive  
& Rewards 

Public Social 
Programs 

Expense 
management 

B2B B2G 

Human  

Resources 

Finance 

Purchasing 

Marketing  

& Sales  

Public  

authorities 

Our core business is the dedicated funds B2B market,  

where we have already developed a wide range of customized offerings 

B2B B2B 

Buyer of the 

service 

0.3% 

0.6% 



A Strong  Footprint  in the Distribution of 

Dedicated  Funds  from  Corporate  clients  
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Ex : TR card 

98.2% 
 

IV: ú13.7Bn 

Ex : Insurance card,  

Open loop Travel & Expense card 

0% 0% 

Ex : Dote Scuola 

B2B B2C 

Dedicated 

Funds 

Non dedicated 

Funds 

x 
Breakdown of 

Edenredôs 2010 issue 
volume by segment 

Our expertise: ensure that funds allocated by clients (mainly Corporates 

and Public Institutions) are effectively used as intended  

B2G 

0.6% 
IV: 0.07Bn 

1.0% 
IV: 0.1Bn 

0.3% 
IV: 0.04Bn 



 

Focus on our  Offer  in the Distribution of Dedicated  

Funds  from  Corporate  Clients  

27 

98.2% 1.0% 0.6% 

0% 0% 

B2B B2C 

Dedicated 

Funds 

Non 

dedicated 

Funds 

2010 IV breakdown (in %) 

B2G 

0.3% 

Employee  
Benefits 

Food 
Quality  
of life 

Incentive  
& Rewards 

Expense 
management 

 

78% 

 

 

9% 

 

 

8% 

 

 

3% 

 

All our offers are growing rapidly 

B2B 

Dedicated 
Funds 

L/L growth rate in 2010 

+11% +18% +17% +7% 



Chèque Déjeuner (Europe) 

Grassroots (UK) AXA (France) 

Dexia (France) 

Competition  in our  Core  Business:  

Dedicated  Funds  from  Corporate  Clients  

28 

Employee  
Benefits 

Food 
Quality  
of life 

Incentive  
& Rewards 

Expense  

management 

Very fragmented and heterogeneous competition,  

with only two global players 

Local 

players 

Continental 

players 

Global 

players 

CTF (Brazil) 

Good card (Brazil) 

Visa Vale (Brazil) 

Si Vale (Mexico) 

Qui Ticket (Italy) 

Cheque de Table (France) 

VB (Brazil) 

Valeven (Venezuela) 

Novo Payment (Venezuela) 

Inbursa (Mexico) 

Comdata (USA) 
Computershare (UK) 

Motivcom (UK) 

Maritz (US) 

Grassroots (UK) 

Chèque Déjeuner (Europe) 

Sodexo Sodexo 
Wright Express 

FleetCor 

Sodexo 

Carlson Marketing 

Buen Menu (Spain) 



Competition  in Prepaid  Marketõs Other  Five 

Segments  
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Mainly US players focused on local B2C non dedicated funds market 

 
 

 

 

ÅBlackhawk   (USA ï Gift 
Closed loop) 

ÅInComm (USA ï Gift Closed 

loop) 

Å Account  Now (USA ï 
UUB) 

Å Galiléo   
(USA ï UUB) 

Å Payoneer   
(USA ïUUB) 

ÅCiti  prepaid   

services (USA-Business 

Expenses)  

ÅAmerican Express 
(USA-Business Expenses) 

 
ÅNetSpend  (USA ï General 

purpose) 

ÅGreen Dot (USA  - Multi 

products) 

ÅPaypal  (USA ï Internet 
Wallet) 

ÅWestern Union (USA ï 

Remittance) 

ÅWirecard  (Germany ï 
General purpose) 

ÅMoneygram  (USA ï 

Remittance) 

B2B B2C 

More than 90% managed by 
public institutions, except in the 

USA 

D
e
d

ic
a
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d
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u
n

d
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o

n
 d
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ÅNet1 (South Africa) 

Å JP Morgan (USA) 

Å Sodexo  (France) 

ÅCheque Dejeuner  
(France) 

B2G 



Prepaid  Marketõs Ecosystem  
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A large number of players in the prepaid marketôs ecosystem,  

with no specific focus on B2B prepaid services 

Prepaid  

Services 

 

 

  

Payroll 
company  

Retailer  

Payment 
scheme 

Bank or 
Acquirer 

Loyalty 
marketing 

Payment 
processor 

POS / 
Card 

manufacturer  

ÅCiti  prepaid  services 

(ex e-count)  

ÅComdata (Ceridian 

subsidiary) 

ÅMetavante  

Å Tsys  

Å First Data  

ÅCeridian  

ÅADP 

ÅPaychex  

ÅWageWorks  

ÅCarrefour  

Å Tesco  

ÅWal-Mart  

ÅAuchan  

 

ÅRedecard  / Cielo  

Å Atos  

ÅAirplus  

ÅAeroplan  

ÅParago  

ÅAffinion  loyalty  partner  

(payback  card ) 

ÅVisa 

ÅMasterCard  

ÅAmerican Express  

ÅDiscover  

ÅGIE Carte Bancaire  

ÅCARDnet  

 

ÅVeriFone  

Å Ingenico  

ÅOberthur  

ÅGemalto  

 



Conclusion  
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A large and fragmented 

market,  

more structured in 

dedicated funds,  

with high growth potential 

in every segment  

A strategy favoring organic growth in all continents  

with a strong focus on B2B 

Edenred is the clear 

worldwide leader  

in Employee Benefits and 

a major player in other 

corporate prepaid 

solutions 

Prepaid Market  Edenredôs positioning  
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Our Strategy  to Create  and Roll Out Solutions  
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Leverage our worldwide leadership position  

in the large Employee Benefits market                                                  

to develop fast-growing adjacent segments 

B2B  B2G  B2C  

Dedicated 

funds 

Non dedicated 

funds 

A C 

B 

B 

D 

World leader in 

corporate benefits  

Incentive 

& 
Rewards 

Expense Management 

Public Social  

Programs 

Expense 

Management 

expertise 
S

tr
o

n
g

 



Roadmap  by Type of Solution (1/2)  
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Employee  Benefits Expense Management 

B2B 

Emerging countries:  

Develop solutions helping governments and 

corporates to spread the benefits of 

economic growth more equitably 

   

Developed countries:  

Create customized solutions for corporates, 

end-users and governments in response to 

identified sophisticated needs 

Strengthen our leadership  

by rolling out solutions 

Latin America:  

Strengthen our leadership position in Fuel 

and Fleet expense management and roll out 

new solutions in Travel & Entertainment 

 

Europe:  

Roll out customized solutions in Travel & 

Entertainment expense management, as an 

added-value alternative to corporate cards 

Accelerate the conquest of new growth 

territories based on our Latin American 

experience 

A B 

B2B 
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Public Social Programs 

B2G 

D 

Roll out solutions to Public institutions, 

by leveraging our existing B2B platforms 

and affiliated networks 

Expand our offer to public institutions in 

countries where Edenred is already 

present 

Incentive & Rewards 

Provide the following value-added  

services to our stakeholders,  

on top of our Gift programs: 

 

- Recognition 

- Incentive 

- Loyalty 

- Promotion, Saving & Discount 

Roll out solutions in our main countries  

to enhance our offer to stakeholders 

C 

B2B 

Roadmap  by Type of Solution (2/2)  



Expand  Our Leadership in Employee  Benefits  
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Meal Food Childcare/ 
Home serv ices 

Transportation Gift 
Green/Culture/
Sport/Holiday 

Belgium 

Brazil 

France 

Italy 

Mexico 

UK 

Meal and Food Quality of Life 

Our existing solutions 
as of 2010  

After 50 years of steady growth, still many opportunities in our core business 

A 

3 0 1 1 4 2 

11 solutions 

launched in 2011 or 

under development 
worldwide 

9 4 7 
69 solutions 

worldwide as of 

2010 
15 16 18 



Illustration of New Benefits  
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A 

11 solutions 

launched in 2011 or 

under development 
worldwide 

Meal and Food Quality of Life 

H2 2011  

and 2012 

H1 2011 Ticket Restaurante (Mexico ï March 2011) Ticket Transporte (Spain ï June 2011) 

Ticket Plus (Gift in Germany ï Dec. 2011) 

 

Mind & Body (Finland, New countryï Nov.2011) 

 

Ticket Regalo (Chile ï Nov. 2011) 
 

Ticket Family (Italy ï Jan. 2012) 

 



Belgium 

Brazil 

France 

Italy 

Mexico 

UK 

16 solutions 
worldwide as of 2010 5 1 6 1 3 

Deploy  our  Expertise in Expense  Management  

38 

Accelerate conquest in the Expense management market,  

leveraging our unique expertise acquired in Latin America  

B 

Fuel/Fleet 
Travel & 

Entertainment 
Uniform 
cleaning 

Merchant   
card (1) 

Insurance 
card/Payroll 

Our existing solutions 
as of 2010  

1 3 2 2 1 

9 solutions 

launched in 2011 or 

under development 
worldwide 

5 1 6 1 3 
16 solutions 

worldwide as of 

2010 

(1) Some affiliates claim for face value reimbursement through prepaid cards which can be used exclusively in our affiliated 

network, instead of through cash or money transfer. 



Illustration of New Expense  Management 

Solutions  

39 

B 

9 solutions 

launched in 2011 or 

under development 
worldwide 

H2 2011  

and 2012 

H1 2011 

Ticket Frete 
(Brazil) 

 

Fuel/Fleet T&E 
Uniform  

cleaning 
Merchant card Insurance card 

Ticket Corporate 
(Spain) 

 

Expendia Smart 
(Italy) 

 

Ticket Vestuario 
(Chile) 

Ticket Clean Way 

EPI (France) 
 

Ticket Plus 
(Turkey) 

 

Insurance card 
(UK) 



Deploy  Incentive  & Rewards  Solutions  

in our  Main Countries  
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C 

Belgium 

Brazil 

France 

Italy 

Mexico 

UK 

33 solutions 
worldwide as of 2010 14 4 12 3 

Our existing 
solutions as of 2010  

Partner channel & 
Sales force incentive 

Employee Recognition 
Partner channel & 
Consumer loyalty 

Promotion, Savings & 
Discount 

Wide range of value-added services for all our stakeholders,  

on top of gift cards  

2 0 1 3 

6 solutions 

launched in 2011 or 

under development 
worldwide 

4 3 
33 solutions 

worldwide as of 

2010 
14 12 



Expand  our  Public Social Programs Offer  
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D 

Solutions 
already 

developped in 
14 countries 

Meeting the needs of 

Lombardy region 

 

Objective 

Give support to low-income 
families with students 

attending public or private 
primary and secondary 
schools in Lombardy 

Meeting the needs of 

French Local authorities 

 

Objective  

Allocate home services 
subsidies to people with 

disability or reduced mobility 

Meeting the needs of 

Chilean Government  

 

Objective 

Give access to decent food 
to students suffering from 

social or economic 
disadvantages 

Meeting the needs of 

Madhya Pradesh State 

 

Objective 

Distribute public aid to 
underprivileged families  

Solid relationships with public institutions 

Four illustrations of Public Social Programs 
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Expense  Management Market  Overview  

43 43 

Fuel/Fleet 

Travel & Entertainment 

Fuel 

Other (parking, toll, insurance) 

Other car/truck related expenses 

10% 90% All fuel types Maintenance 

Tyres, Washing 

Travel Entertainment 

Car rental 

Air 

Rail Food & Beverage 

Accommodation 

60% 
to 

70% 

30% 
to 

40% 

Other 

Edenred Brazil has experience of the Fuel/Fleet expense management 

market with Ticket Car 

Parking / Toll fees ,Insurance, Taxis, Mobile phone / 

Internet use, Gifts, Fuel (use of a company car), 

Kilometer allowances (use of a private car)   



Brazilian Expense Management Market: Our Vision  
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Potential Market Distribution 

Expense Management 

Potential Market 

ú91B 

Exchange rate: ú 1,00  Ʒ  R$2,37   (31/11/2011) 

Travel & Entertainment 

Market 

Fleet Management 

Market 

Travel, Transportation, 
Food, and Accommodation 

expenses 

Company's own vehicle  
fleet management 

ú74B 

ú17B 

Light Fleet 

Edenred Brazil 
Focus 

ú34B 

ú40B Heavy Fleet 

Source: DealMaker Study 2010, Anuario Denatran 2010, Anuario Fenabrave 2010, PWC Study 2011, TicketCar. 

In 2011 

Potential Market 
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MARKET 
SEGMENT 

MARKET 
SIZE 

F
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E
E

T
 

H
E

A
V

Y
 

F
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T
 

L
IG

H
T

 

Potential(1) Addressed 

ú40B 

Potential(1) 

 

Addressed 

ú34B 

ú1.4B 
(10%) 

ú2.6B 
(16.3%) 

(1) Potential market: total fleet management expenses 

(2) Addressable market (internal estimates): calculated by excluding from total potential market very small companies and companies that do not intend to outsource their fleet 

TYPICAL 
SERVICES 

Á Fuel Control 

Á Maintenance 

Á Access Control 

Á Driving Reports 

Á Consulting 

Á Fuel Control 

Á Driving behavior reports 

Á Toll Solution 

Á Consulting 

Addressable(2) 

Addressable(2) 

ú14B 

ú16B 

45 

Exchange: rate ú 1,00  Ʒ  R$2,37   (31/11/2011) 
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Fuel Fleet Management 
Behavior & 

Logistics 

Maintenance 

Insurance 

24h Assist. 

Documents 

Telemetry 

Analysis 
Diesel 

Gasoline 

Ethanol 

POST-TRIP PRE-TRIP ON-TRIP 
1 2 3 

Ordering &  

Profile 

Web Portal 

Reporting 

BUSINESS 
VALUE CHAIN 

COMPETITORS 
POSITIONING 

V V V V 

V X X X 



A Leadership Position in Fuel & Fleet  

Management Market  
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FUEL & FLEET 
MANAGEMENT 

Launched in 1998 

6,000 Clients (46% cross-selling) 

14,000 Affiliates (71% gas stations) 

87% of satisfied clients 

Leader in Light Vehicle Fleet & Fuel 

Management market 
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1998 2000 2002 2004 2006 2008 2009 2010 

Web Operation 

Other Services: 
 

Å Invoice Collection 
 

Å 24h Assist. 
 

Å Expedited Services 

Å Investment in new 

service platform 

Å Expansion of 

sustainable solution 

portfolio 

Å Behavioral Management 

(Telemetry, Tachograph) 

Fuel Cards 
First Sustainable Solution 

(Ticket Car Carbon Control) 

Maintenance 

Service 

Shell 

Partnership 

 
 

Å Investment in new 

technology platform 
 

Å Exxon Mobil 

Partnership (Esso)  

From fuel cards to a complete solution 



Focus on Client Needs  
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Fleet usage policy 

Multiple drivers per vehicle 

Cost Reduction (up to 20%) 

Flexibility and Security 

Accepted on Broad Network 

Expense controls by vehicle  

and by person 

Detailed web-accessed reports  

   Eliminates expense advance 

and reimbursement processes 



Case Study  
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Natura Cosmeticos SA is a Brazil-based company that is engaged in 
the manufacture, process engineering, distribution and sale of 
cosmetics, fragrances and personal hygiene products . 
 
The Company operates in Chile, Peru, Argentina, Mexico, Colombia, 
Portugal and Venezuela. 

What is this company? With Ticket Car, Natura has 
succeeded in reducing its fleet 
management costs and its 
greenhouse gas emissions. 

Partners since 2011 

 

Fleet CO² emission control and cost savings 

 

1,500 vehicles 

 

Detailed studies to reduce CO² emissions 

 

Reduced fossil fuel usage by 60%.  

 

Reduced fleet spending by 15% 

 "Our partnership with Ticket 

Car provided us with many 

advantages, including in the 

areas of cost management and 

respect for the environment, our 

core valueò. 

Elton Baptistella 
Natura's head of fleet management 


