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Competitive Intelligence
on the ‘Buy Now, Pay Later’
Payments Market

CLIENT CLIENT INDUSTRY
A leading global US-bhased Financial Services for
Ecommerce and Retail Ecommerce

company

(B OBJECTIVE \@ METHODOLOGY

The client wanted to get an overview = The research was conducted using
of the payments market, with a focus all-inclusive secondary research,
on the ‘Buy Now, Pay Later’ (BNPL) with information pulled from
segment and its major players. syndicated and publicly available

sources.
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RESEARCH

PROCESS

B Based on discussions with the client, a comprehensive research approach was adopted to
identify consumer preferences, focus sectors, various business models, target audience,
marketing strategies, and future BNPL trends.

= Data was collected from various surveys, news articles, press releases, payment companies’
websites, social media and customer review sites.

B The key BNPL players were shortlisted based on a collaborative effort between the client and
the C5i team. Their business models, features, and marketing strategies were identified

and included in the studly.

m The analysis also focused on recent innovations made by the companies covered in the
study and the technologies they leveraged.

KEY

INSIGHTS

B The 'buy now, pay later’ market has started gaining traction in the B2B market and banks have
also started offering this service.

® | eading BNPL companies rely heavily on social media to educate shoppers and are
strategically targeting younger audiences, especially Gen Z, on social media.

= BNPL companies have been attracting money-conscious shoppers with seamless delayed
payment alternatives that bypass the usual fees.

m Payment companies are continuously innovating and using technologies including Al, ML,
ARM, and big data to provide enhanced experiences for consumers.



bank’s revenue.

B The study helped the client better understand the competitive
payments market, revamp their solution, and reach a wider audience.

®  |ncreased customer spending led to an observed increase in the

®  Financial Inclusion: Low credit-worthy customers were also identified.

BNPL sector has been catering to various industries such as retail,
travel, healthcare and automobile industry

nging:
*  Buynow, pay later companies have primarily been attracted to retail sectors. More categories are added to the services beyond
apparel, beauty, and electronics while more countries around the world are adopting BNPL.
«  For example, buy now, pay later companies like Affirmand Uplift are offering optians within the travel industry.
« splitit has been offering its flexible payment solutions at law and accounting firms across the US and Australia,
*  Sunbitis anather company that gives customers options for installment payments for car dealership services.

*  italsolaunched a BNPL solution made specifically for dental practices, thereby offering access to financing for procedures between
US$ 60.and US$ 10,000, with 6, 12, 18 and 24 manth payment plan options

*  Walnut is one companyin the U5, that hopes to provide these services thraughout the healthcare sector to patients, Currently, it
affers patients an option for installment payments on a variety of elective procedures. These include cosmetic surgery, dentistry, and
dermatology. But In time, Walnut hopes to provide similar options for emergency room patients and
service providers in the community. Sueh efferings could go a lang way (n reduing financial SUress ameng thse Wit Fising healtheare
costs.
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According to a survey in the U.S. market, consumers mainly prefer
buying electronic and fashion items through BNPL options

* As BNPLemergedas an alternative to credit cards, many shoppers have

embraced it as a way to manage their
personal cash flow.

+  shoppers prefer buy now, pay later options for various reasons including

convenience, flexibility, and transparency.

+  GenXand Millennials are the most frequent users of the service and

they make up the vast majority of BNPL transactions.

+ With their spending power, these shoppers have high potential for

Bbecoming valuable long-term customers.
Survey Findings:

+ Ascent, which surveyed 2,000 Americans about their buy now, pay later

habits between July 2020 and March 2021.
+  Basedon a survey by Ascent, consumers mostly prefer buying

electranics, clothing and fashion items through BNPL options, They mast
Iikely have heard about BNPL through social media, online e-commerce

channels (digital stare) and through advertisements.
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Klarna: Marketing Strategy

Innovations and technology summary

« Klarna's positioning ks functional but it focuses on payment experiences as the main pesition, .
*  Klama marketing strategy appeals 1o consumer reasoning by effering secure and easy ways to shap and save. ®sezzle afterpaye® @ split z"Ch @ Bread
« Provide retailers with mare tooks to drive consumer demand and acquire, convert and retain customers. Shows revenue and growth bank
based value to merchants and retailers. . "'“fl‘“'f“‘" " * Aftemayhasbeen . Launched Spliit U‘?"’Im anking * Bread powers.
* Klarna does not currently include any kind of messaging around Security and Privacy; however does mention secure payments briefly et Usinthe power of Plus, 3 naw service technology combined seamiess payment
n their marketing messages s e Augmented reaiity enabling merchants  'OENE experiences and APl
Tt ek anet to combine and of al sizes to offer recommendstions of hat allow retallers
i Consumer marketing stral credit risk analysis sh n that allow retal
§ Edse the latest payment what customers can and partners to after
*  Partners with Larger brands and focusses marketing likewise so *  Paymentexperiences and Shopping experiences as the *  Sezzle uses scoped trends in fashion i i afford and help
o installments ta their shoppers more ways
o acquire consumers. in positianing driver for consumers. AP keys to allow blem debt.
a5 10 acy ’ ) and financial customersin prevent problet 10 pay over time,

+ For Klama, the most cost-effective way to scale customer * Puts the customer at the canter of the shopping Accese o the AR technology at the minutes + Ihas expanded its + Launched Bread Edge,
acquisition is to sign up large retailers with well-known brands. lourney by offering a mare persanalized experience: * ltseamlessty New York Fashion o spiit has with a new feature 2 U Py
Merchant Branding allows merchants 1o add and upload brand end-ta-end, and that inclhades providing better, more integrates in-store week, nmounced its oo 50 X580 llow personakzation engine
assets so their store can shine In front of customers and new flexitle ways 1o pay n IS VUMD itis also runningan instalment consumersto delay £025 1o personalte

" allow for rap
shoppers. Experience the installations. {Source: AR Wayfinder payments to its in- repayment of an the payments
Increase S48 amywhare with Kiaema. Fayindanyuhere. - better way to shop. Annual General experience at key store retail locations  Instalment or entire exparience for brands
sales with Klarna. - mmm [Ee— Meeting, Serzle, SEC) locations in worldwide with payment plan by and retailers. (Source:
' e Manhattan Spiitit Instore, betwesn four snd PR Newswire, Bread
are Introducing  Beach (millions of) new 5 = (Source: Virtual (Source: PR seven days, with no —
o smarter hoppers and growvour B ealty World Tech) Nowete, Busingss  interest or fee
marketing. wire) [Source: Fintech,
FinTech Futures
_ Paramet
*  Resolve, 2 start-up has raised USD 60 million capitsl 5o 35 to scale its embedded
4 Resolve billing plztform for B2B businesses to facilitzte buying 2nd salling on credit. {Sourca: Allaws consumers to Buy-Now 2nd Pay-Later

FinLedger, May 2021}

= Fiserv has announced that retailers using its digital commerce technology can enable
customers to pay for their purchases with interest-free instalment payments.
{Source: IBS Inteligence, Septembar 2020)

fiserv,

<7 wisetack

*  Mastercard has entered the BNPL space by announcing 3 new program called
“Mastercard Instalments’ for L5, Australiz, and UK markets 5o as ta provids
consumers with flexible, ubiquitous way to pay online and in-store through equal,
interest-fres instalments. (Source: Mastercard Newsroom, S2ptembar 2021)

*  Wisetack has raised USD 45 million in 3 Series B funding round led by Insight Partners.
Its focus is on service-based businesses, such as HVAC contractors or plumbers. With
this funding, the company plans to expand itself into other service-based verticals,
such a5 auta repair, slective medical, dental and vetarinary and legsl sarvices
{Source: Techcrunch, Ssptember 2021)

Uplift has secured a USD 62 million credit line from Atalaya Capital Management. The
funds will help Uplift extend financing to Uplift customers who want to book now
and pay overtime for travel purchases in the New Yezr and to launch important
strategic growth initiatives. (Source: PR Mewswire, January 2021)

uplift

Many travel brands have been integrating Partial.ly into their booking system o 25
to et custamers pay in smaller chunks over time. (Source: GLOBETRENDER, October
2020}

P Partial.ly

*  Sunbit leverages its own prapritary machine leaming to create
personalized payment plans far each customer. {Source: Builtin LA)

®* It also leverages machine learning technology to approve nearly =il customers within
sunbit seconds with credit card-like rates. (Source: Altifi

-~

> Sunbit has launchad 3 BNPL solution mads specifically for dental practices so a5 ta

improve its patient lives by affering tham the best passible dental care by providing

access to financing options that zre fair and accessible to nearly everyone. (Sourca:

AP News, June 2021)

(BHPL) in 4 installments without Fees or
interest
»  Alternative te Credit Cards far
Cansumers
Value Propasition
+  Mlarketing and Loyalty Channel for
Merchants, inereasing AV and
Retention
+  Savings Account to help Consumers
save more money
Macket Share {US) | 16%
Main Financial | Loan structured with availabil
Product terms {up ta 36 months)
Virtusl Card
5 Pay
Marketplace app
High Yield Savings sccount
Credit Card for Split Payments
Hetwork Revenue: sppraximately 50% of
Affirm’s revenue {03 21) comes from

y in langer

Other Financial
Products

‘Merchant Netwark Revenue’ and affilisted

transaction value
Revenue Streams
Interest Incame:

ta Interest Income’ and affiliated streams

ather around S0% relates

.

(fram their other BNPL product] affered 1o
Merchants for their custamers to pay back

certain rates

Target Audience | Bath Marchants and Consumers

Consumers Millennials and Gen 2

Cansumer Posit

Consumer
Positioning

Mare People Buy with Affirm” , 62+

shopping
Merchants/Retailers
walue purchases due to loan structure

Revenue Segment | <Shi, 250+

& s mastly directed at
the Aumber of pecple who buy with Affirm *

ion

Cansumers, focusses an ease of payment and

All merchants, however better suited for large

The first Buy-Now and Pay-Later |BNPL) playes.
® 30 Days to Pay and Pay in 4 products are the traditional
BHPL medel af na-interese, ne fess

» Financing praducts is available far higher-value items

- Savings Accounts an the roadmag

3a%

Split in & praduct

Pay in 30 manths
-ta-16 month financing
Wirtual Card

Pay in & wnd 30 Days ta Pay: Klarna takes a transaction fee
fram the merchant of 50.30 + 5.99% Consumers are.
charged nothing as long 5 the make the payments on time
Financing product Klama takes a transaction fee fram the
merchant of $0.10 + 3.26%, plus spplicable consumer APR

Bath Marchants and Consumers
Gen ¥ and Gen 2

Millennials
Mastly directed at the overall shopping experience and
vy payments - Payment experiences shappers kv, 30
million global shoppers, 20 million US shoppers

Al merchants, net suited for large value purchases for
their split in 4 salution
<500k, 500k-2 98, IM-100, 10K+




ABOUT US

Cb5iis a pure-play Al & Analytics provider that combines the
power of human perspective with Al technology to deliver
trustworthy intelligence. The company drives value through a

comprehensive solution set, integrating multifunctional teams
that have technical and business domain expertise with a robust suite of
products, solutions, and accelerators tailored for various horizontal and

industry-specific use cases. At the core, C5i's focus is to deliver business
impact at speed and scale by driving adoption of Al-assisted decision-making.

C5i caters to some of the world's largest enterprises, including many Fortune
500 companies. The company’s clients span Technology, Media, and Telecom
(TMT), Pharma & Lifesciences, CPG, Retail, Banking, and other sectors. C5i has
been recognized by leading industry analysts like Gartner and Forrester for its
Analytics and Al capabilities and proprietary Al-based platforms.
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