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Abstract. Mileage points and electronic money are called “Enterprise currencies”. The total
market of mileage points issued in Japan in 2006 was 665 billion yen As represented by the
mileageprogramsoffered bythe airlines and thepointprogamsof home electronicsretailers, etc.,
they have been launched to provide a means of directly returning a conmpany’s advertising and

sales costs to customers. In Japan, they have thrived with alliances centered on the airline, and
many alliances have composed of the open point issuers.

We have successfully evaluated some open types of representaive “Enterprise curencies”

compared to a closed type by systems engineering (SE) approach like Pugh’s Method. And we
proposed to design new types of future alliancesbased on product value chains servicesand areas

acoording to the customer behavioral processes or product life cycles These future oneswill have
better performance in the evaluation of SE than closed type.

Introduction
Enterprise Currencies Offering an Effective Means of Retaining Customers

In the past, acompany’s sales promotional activities, for the most part, consisted of advertising on

TV and in the newspapers as well as rebates and commissions paid to the distribution network
(sales incentives). I n other words conpanies used their advertising and sales promotion cods to
all consumers uniformly, albeit indirectly.

Mileage points, that is, enterprise currercies, are different from these advertising and sales
promotion costs. Enterprise currencies are a sales promotion technique that works by rewarding

those customers who frequently buy a conpany’s products or services with a large number of
points.

Actually, consumers find these enterprise currencies very agppealing. According to a survey

corducted by Nomura Research Institute in September 2005, about 40 percent of regpondents
stated that they considered whether they would earn points when purchasing aproduct or service.
About 20 percent said that, if they earned points, they would still buy a product or service even
though it was slightly more expensive than that in another store [ Yasuoka, 2006]. We can say,
therefore, that erterprise currercies are an effective means of both attracting and retaining
customers.
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Moreover, by marmaging the I Ds of consumers who subscribe to point prograns, we can also use
enterprise curencies as a type of marketing tool. Enterprise currencies erable a company to
identify products gppealing to consumers, make general consuners into loyal customers, and then
retain those customers.

Nowadays, giventhat we take broadband connections for granted, the internet has stepped into the
role of a new point of contact between companies and cugomers. Because the amount of system
investment is relatively low when compared to launching an original point card scheme,
combining enterprise currencies with the online sales of products and services is also very
effective Acocordingly, as broadband services spread, cases adopting enterprisecurrencies are also
increasing.

Curently, we are seeing the introduction of enterprise currencies by the channels that consumers
contact in their daily lives, suchas supermakets, department stores and convenience stores. About
80 percent of people inJapan have experience inusing point programs [NRI, 2006]. Thishigh rate
reflects consumers’ willingness to use these programs and the efforts of many conpanies to take
advantage of suchwillingness by introducing enterprise curencies.

Value of Points Issuedin Japan Exceeds 665 Billion Yen Annually

Asaresult of Japan’s companies introducing enterprise currencies, it is etimated that at least 665
billion yen is issued in points in 2006(Table 1).Among the many companies issuing points, 3
industries each issue points worth more than 100 billion yen per year. The 9 indwstries are
corsidered in Table 1 [NRI, 2008].

In estimating the issue amount of enterprise currency, considerationwas givento the rateat which
the point program is applied to sales and revenue pasenger miles of each company (point
application rate) and the actual number of pointsthat are issued (poirt redemption rate). The point
application rate is usad to exclude the value of the purchases mede by persons who are not
members of the point program.

However, points can be awarded regardless of the value of a puchase, such as when sales
canpaigns are being run [Humbly, 2008]. In addition, the point redemption rate can vary. As
examples, “premium” members earn double points, ard certainproducts earn triple points [Quinn,
2005]. Currently, with far more than 100 companies that have a point program in place, the total
amount of enterprise currency issued in Japan per year is highly likely to substantially exceed 665
billion yen. And forecasting the issue amount of enterprise currency to 2012, it is estimated that at
least 787 billion yen isissued in points in 2012(Figure 1) [NRI, 2008].

In this paper, as to enterprise currencies, we introduce not only the market size and alliances by
using them but also the evaluation of them on the general criteria from systems engineering
approach after the situaion explanation.




Table 1. Annual Issue Value of Enterprise Currencies (Major Industries, 2006)
Annual issue value

Industry Total sales Redemption rate Milion yen

Mass home elegtonlcs retailers 4.149,274 6.5% 201,759

(top 10 companies)

Credit cards (entire |nd_uslry) 32170,100 05% 160,851

Amount used for shopping

Mobile phones 8,483,146 13% 108,543

(top 3 companies)

Airlines (top 2 companies) .

Revenue passenger miles (1,000 person miles) 97,240,887 15Yen/Mile 72931

Oil companies 11,689,117 13% 61,711
major 3 companies

General merch'fmdlse store 8594,207 05% 21486
top 5 companies

Department stores 5,760,457 10% 28,802
top 10 companies

Convenience s'_[ores 3364,732 0% 5047
top 3 companies

Drugstores 861,684 1.0% 4,308
top 5 companies
Total 665,438

Notes)

1) For redemption rates the lowest industry stardard values are adopted based on published
figures.

2) Companies not offering point programs are not included

Source) Enterprise Currency Marketing, Nomura Research | nstitute, 2008.

8,000 r

7,874
7,678
7483
7,288

5 7,092
S 7,000 |
i 6,875
1S R
8
S 6,654

6]%0 1 1 1 1 1 1 J

2006 2007 2008 2009 2010 2011 2012
Fiscal Year

Figure 1. Estimate amount of Mileage Point issued in Japan annually
Souce) Enterprise Currency Marketing, Nomura Research | nstitute, 2008.
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The Spread of Enterprise Currencies in Japan

We fourd that the rate of consumers who were actively meking use of pointsissued in Japan was
around 60 percent. For those conpanies that regard the issuing of points as part of their cost of
sales promotion, any points that are not used constitute a reduction in their cogs. However, when
we consider the original aim of point schemes, a conmpany should try to maximize the use of its
points.

Ore way of achieving this goal isalliances between companiesto honor eachother’s points, as is
common in the United States. | n Japan, enterprise currencies would become even more valuable if
companies form complex interrelationships in every aspect of their business activities that take
into account corsumer behavioral processes, rather than just forming simple alliances for
exchanging points

Alliances Centered on Airlines

Recently, Japan has seen aragpid increase inthe number of companies that are willing to accept the
enterprise currencies of their partners. Thistrend has centered on two airlines namely, JAL and
ANA (Figure?2). JAL and ANA amog accept the currencies of their partnersone-sidely. I n other
words, they aimog change other companies’ points into airline miles, thus sypporting their own
mileage progams [NRI, 2006]. This nodel can work effectively only because airline mileage is
one of “key currercies” that have value asasalespronmotion tool. (“Key currerncies” are used more
than any other, and possessing them generates more value than others do. I ntermsof real money,
the US dollar would be one of key currencies.)

WAON (3 Credit Card Company —€5—> nanaco

Cey

E
Edy | sutava jge¥Rakuten|
]

Bic-camera

D Point Issuer Company =) |inks between Company
— and Exchange
D e-Money Operator Company

@ Exchange of Enterprise Currencies

Figure 2. Alliance of “Enterprise Currencies” in Japan (Summary Model)

For example, JAL has alliances with JR East and the Tokyu Group. JAL and JR East jointly offer
the “JAL ‘View Suica’ Card” which provides a well thought-out way of directing one company’s
customers to the partner, and thenretaining those customers. JAL’s passengerstend to travel to the
airport using one of the JR companies with which the airline has an alliance. Passengers can
redeem their mileage points for JR East’s “Suica” electronic money. This enhances the
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effectiveness of mileage points for retaining JAL customers and increasing their number, even
including cugomers who are not saving points to make trips. JR Ead enjoys the sane benefits.

Trend of Alliances Among M ultiple Companies

The above-mentioned quegionnaire survey aso revealed thet, in addition to airline miles,
corsumers have been collecting points mogly from the purchase of products and services used on
a daily basis, such as those offered by supermarkets and mobile phone companies Furthermore,
they want to redeem their points for the same kinds of products and services. Accordingly, when
corsidering an alliance with another company, acompany should not only corsider the provision
of rewards inthe form of “dream” productgservices such as travel, but also look at how points can
be applied inday to day life

If we look at the above findings by gender and age group, nobile telegphore points tend to be
collected by young people in their twenties and thirties while women constitute the greatest
number of savers of supermark et points. By profession, we find that an overwhelming majority of
airline milesare collected by male businessmen in their thirties to fifties.

Ore mid-class US airline has an alliance with national hotel and resort chains to mutually
exchange mileage points. Through alliances with hotels, the airlines can provide business
travellers with accommodations at their destinations. The alliances with resort facilities are aimed
at providing services to travellers during their free time In addition, the sharing of customer
databases betweenairlines and hotels enables them to see customers’ travel habits. They canthen
target their customers with effective direct mailings.

This pattern can also be found among Japanese companies, where enterprise currency is used to
introduce one conpany’s customers to another company. Mowes to attract and retain customers
from partner companies by providing benefits (CRM: Customer Relatiornship Management) have
been spreading, not justamongairlinecompanies Companiessuchas TSUTAYA and Rekutenare
also adopting this model.

This model of alliancesthat transcend the existing framework of a group made up of capital ties is
anew method of retaining customers and gathering customers from one company inthe alliance to
the others. We can think of this process as CRM by multiple companies. It seems that we are
moving away from individual point programs and the limits thet they impose on CRM, and are
ingead moving toward an era in which we can draw on the combined strengths of multiple
conpanies.

With the enforcement of the Personal Information Protection Law in Japan, the handling of
informaion has become extremely important to every company. It is no longer possible to simply
collect information. I nstead, to collect the minimum required amount of information, companies
must state why the information is needed and take the corsumer’s point of view when promoting
servicesto be offered by multiple conpanies.

The Getting / Using / Exchanging Rate of Enterprise Currencies

For an enterprise currency to become one of “key currercies,” it is important for companies to
provide as many opportunities as possible to increase the amount of currency in circulation ard to
encble an enterprise currercy to be used for a variety of products and services Ore way of
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achieving this is by increasing the number of alliances similar to those described above. However,
simply increasing the number of places where mileage points can be used will only lead to
accumulated points being used here and there, and the issuing company will have to bear the cost.
Accordingly, when mileage points are exchanged for products or services, it is important that their
perceived value be high. Otherwise, when mileage points are changed into other types of points or
electronic money, the exchange rate must be adjusted.

Figure 3 is the CVCA (Cugomer Value Chain Analysis) [Wilson, 1993] which is taken up the
representative business examples of Figure 2.As shown Figue 3-1), when we use the airline
which costs for example 30,000yen, we get average 500 mileswhich is worthabou 2.5%. And if
wedon’t wart to use our mileage points to purchase airline services, but instead want to exchange
them for electronic money (Suica/Edy), then the exchange rate would obviously be set somewhat
lower. Its case isthat 10,000 “JAL/ANA” miles= 10,000 “Suica/Edy” yen inFigure 3-@.

Theairline company AN A serves very similar plan of JAL except that, instead of Suica, it has an
alliance with the Edy electronic money system. This avenue gives those persons who have
collected large numbers of miles, but who are too busy to use them, the opportunity to spend their
points. This contributes to eliminating the dissatisfaction that some users have with their
“immovable miles” Through careful adjustment of the exchange rates, mileage points can still be
used to make a financial cortribuionto the business.

TSUTAY A rental video store issues T-poirt which isopentype point. Itscases arein Figure 3-3
& 3-@. T-point can be exchanged to airline’s mile. And Bic-camera home electronics retailer
issues Bic-point whichis near closed type pint. Its cases are inFigure 3-® & 3-©). Bic-point can
be exchanged to only electronic noney (e-money) Suica.

Buy mile Airline
(JAL/ANA)

Give:

Buy ticket | 2@ve-S00mile Buy e-money value
woofo ) ¢ 25% ¥10,000
’ Exchange
10,000mile
Exchange Partner
1,000point
¥10 ~money value e-Money Operator
e (Suica/Edy)
Rental Video Store Opoint (=1%) ¥10,000 e-money value
(TSUTAYA) User.
Rentvideo (Customer
¥1,000 Exchange
10,000point
Give Buy product Buy e-money value
1,000point ¥10,000 ¥10,000
(=10%) ‘L

Home Electronics

~ Examples of business Retailer
(Bic-camera)

Figure 3. Representative Enterprise Currency’s Components CVCA
(Customer Value Chain Analysis)
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These cases raise the possibility of a need arising for a means of changing the rate ona market
value basis so that the rate isadvantageousto a given enterprise currency that is strong at the time,
in muchthe same way as with exchange rates.

The Evaluation of the Representative Enterprise Currencies

We evaluate above represertative enterprise currencies by Pugh’s Method [Creveling, 2002]. This
method isthe mog well known selection matrix. These items of criteria in this method are related
and evaluated by sakeholders. Asto erterprise currercies, main stakeholders are customers (=end
users), issuer cormpany (= point operator), and partners (= buyer / exchanger of points). We take
cases in Figure 3, and compare 3 operators with a complete closed point company. In Pugh’s
Method, we chose the object which isbased on DATUM and pair-wise comparison

We suppose a conplete closed point company to be DATUM, and chose 4 customer merits, 3
issuer company merits, and 2 partner merits. Customer merits are as follows:

“Get points from anlssuer” isthat an issuer company gives points to a customer by purchasing
issuer’s product or service.

“Get points from Partners” isthat apartner company (except issuer) gives pointsto acustomer
by purchasing partrer’s product or service.

“Useissler’s srvice” isthat a customer uses point to issuer’s product or service by discount
and so on

“Use partner’sservice” isthat a customer uses points to partner’s product or service including
e-money by exchanging and so on.

Next, issuer company meritsare as follows:
“Low cog” iswhat an issuer company issues poirnts costs lower thansimple discount.

“Number of Customers” is that an issuer conmpany has resulted to acquire and increase
customer relationship by this enterprise currency (point) program

“N umber of Partners” isthat an issuer company has resulted to acquire and increase partners

by this program, therefore customers can get, use and exchange points in many places and
customer incentive increases.

Last, partner merits are as follows:

“Point Fascination” is that point progam operated by an issuer company serves not only
rewads in the form of “dream” products/services such as travel, bu also ores inthe form
applied in day to day life mentioned in the previous section

“Point Exchange Rate” is that it isadvantageous to a partner conmpared to general cases.
Arnd DATUM (acomplete closed point company) is supposed as follows:
Asto “Ge points from an Issuer”, about 1% in general case

Asto “Ge points from Partners”, nothing because of complete closed point
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Asto
Asto

“Use issuer’sservice”, normal as1 point can beequivalent to 1 yen

“Use partner’s service”, a little less than above (“Use issuer’s service”) if point program

can be used inthis case because an issuer company must pay value fee of partner’s srvice

Asto
Asto
Asto
Asto
Asto

“Low cost”, normal as 1 point canbe equivalent to 1 yen

“Number of Customers”, normal as an issuer conpany retains own customers by oneself
“N umber of Partners”, nothing because of complete closed point

“Point Fascimation”, a little because of nothing special

“Point Exchange Rate”, equal value if point program can be exchanged

From above explanation, 3 operators are conpared with a complete closed point company

DATUM

(Table 2). Airline’ program has the most scores of +, therefore they can center alliances

and can sale the millage for many partners Anopen point company has a few more scores than
near close point one. The reason is sypposed that mass home electronics retailers give customers
more points than other industries, so the difference in the case of Table 2 is smaller than in other

cases.
Table 2. The Evaluation of the Representative Enterprise Currencies by Pugh’s Method
Criteria Airline Company that Open Point Company Near Closed Point Complete Closed Point
Centers Alliances (ex. TSUTAYA) Company Company
(ex. JAL / ANA) (ex. Bic-camera) (A company)
Customer | Get points from an Issuer + S +
Merit
Get points from Partners + + S
Use issuer’s service + s s
(ex. Discount products)
Use partner’s service - s + D
(ex. Exchange e-money)
Issuer Low cost + s - A
Company | (Issuing cost)
Merit
Number of Customers + + s T
(Relationship)
Number of Partners + + s U
(Exchangable Partners)
Partner Point Fascination + s s M
Merit
Point Exchange Rate - S S
Score S of+ 7 3 2 0
Z of- 2 0 1 0
2 ofs 0 6 6 9

“+” means better than
“-” means wor se than
“s” means same as DATUM

Designing the Effective Use of Enterprise Currencies

Aswe have sen intheexanplesfromabowve, enterprise currencies can be made more attractive by
increasing the number of “get” options, while similarly increasing the nunmber of goods and
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services having a high perceived value that constitute the “use.” It is importart to remember that
the “get” is the “points that we collect,” while the “use” is the “goods and services we warnt to
purchase with points.”

When point program alliances are considered inthe future, a company’s own target markets for its
point program should be clarified first. By also considering the possibility of sharing mutual
customer databases, a partrership should be established with a conpany that has customers that
can cortribue to strengthening and supplementing the establishing conmpany’s own point
program

By establishing alliances based on customer behavioral processesand life cycles[ Yasuoka, 2008],
we can establish new alliances that are rarely seen even in the United States. We propose the
esteblishmert of the following new alliances as we nmove towards the future.

Alliancesbased on product value chains
Alliancesbased onservices used
Alliances based on (domestic) areas

We describe some of the conceptsrelaed to these new types of alliances in the following sections.
Alliances Based on Product Value Chains

First, we will consider an alliance between multiple companies covering the entire process wp to
providing mainternance support by a manufacturer. Here, as an example of a consumption value
chain from manufacturing to retail sales, we consider the salesof auomobiles (Figure 4).

First, the manufacturer awards points directly to a vehicle buyer, handling it asan advertising and
sales promotion cost, while the dealers spend the sales promotion costs every time they sell to a
repeat customer. Whenthe customer buys insurance, he or she is again awarded points. The points
accumulated in this way canbe used to pay for low-cost parts and accessories for vehicles.

Because the cost for oil is high, pointsare avarded every time the owner brings the vehicle in for
anoil change rather than allowing the owner to use points He or she can then use those points to
pay for regular servicing. Furthermore, thispoint system on product value chains does not have to
belimited to salesoutlets. By extending the schemeto used-car buyers, the scheme cancover not
only the life cycleof a vehicle, but also the customer’sentire vehicle-use process. Accordingly, the
participation of used-car buyers in enterprise currency alliances is considered gppropriate.  In this
way, new alliances will be better able to teke on conmpetition even for individual companies that
are not large.




Awarding Bonus for Awarding Providing Points collected Used for Used car

points handled repeaters: points at parts at no at each oil maintenance: sold:
as sales “Give” contract charge: charge: “Be used” “Give”
promotion cost: signing: “Be used” ‘Give”
“Give” “Give”
Automobile Insurance Auto par_ts/ Gasoline Maintenance Car purchase
manufacturer Dealer company accessories company support shop
retail seller center

x Vehicle owner D Point Issuer Company of Value Chains

(Customer) O Service Process

Links between Object and Process

Figure 4. Enterprise CurrencyAlliance Covering Up to Provision of Mainte nance Support
in Sales of Automobiles (indicated by OPM: Object-Process Methodology)

Alliances Based on Services Used
(DAIlliances based on the integration of services used suchas the I nternet

Alliances can also be set up based on those services that are used at the same time the Internet is
accessed. Becausethe user first needsbroadband infrastructure, the user must have acortract with
anlnterret service provider. When the user actually surfsthe Internet, he or she will go through a
portal site or a content provider site Accordingly, if the providers of these services form an
allianceby takingthe customer’spoint of view, aenterprise currency under such alliance would be
very effective and offer excellent value.

This approach not only applies to I nternet access, but also to electronic commerce, with Rakuten’s
“Suyper Point” being a good example. This scheme is not limited to group companies such as
Rakuten Ichiba and Rakuten Travel, but is also linked with the above-mentioned ANA (by
anticipaing the sales of airline tickets viaa website), NTT Communicaions, etc. Each of these
companies honors the points issued by the others. This aliance is not just an alliance between
group companies, but can be said to be a service alliance for the I T era.

(2)Alliancesbased on acommonbrarnd

An exanple of this approach is the “WiLL” project that was launched as a common brard of
several different companiesin 2000.The “WIiLL” project st out to create a new brand targeted at
the “new gereration” market. (A ccording to a press release issued by the participating companies,
this market consists of people who actively seek out the information available in an information
network society, and who attach great importarce to their own preferences.) While “WiLL” was
joirtly adopted as a new marketing technique by different businesses including foodstuffs, auos,
cosmetics, appliances and the travel industry, it failed to become popular with consumers.
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However, it was highly likely that WiL L would have been accepted by customers if acommon
enterprise curency had been issued as a mears of providing practical advantages based on a
common loyalty program, which might have led to esablishing a closer relationship.

Consuners probably viewed this relationship between participating companies only in terms of
brand name. Accordingly, itwould not have been very likely that a consumer who bought a WiLL
car from Toyota would then go out and buy WiLL cosmetics from Kao. However, if enterprise
currencies were wsed to link the participating companies, this proect would have led to new
alliancesas Figure 5.

A company A company A company A company A company A company
of of of of of of
foodstuffs autos cosmetics appliances travel industry others

x End User I:I Point Issuer Company of a Common Brand

(Customer) O Service Process

Links between Object and Process

Figure 5. Enterprise Currency Alliance Based on a Common Brand (indicated by OPM)

(3)Alliancesbased on acommon platform

Byconsidering acommon platform for providingdigital contert, it islikely thet the mediaindustry,
such as TV, would participate in a enterprise currency programas a means of paying for digital
content. The structure of the media industry is similar to that of airline industry in that, although
theinitial cogs arevery high, profits can beexpected and marginal costs are very low. If customers
can usea common points schemeto pay for desired contert, points (the advertisingand sales costs
of advertising companies) will eventually flow to those providers offering popular contert. It
would also be possible to use a comnmon enterprise currency as such a common platform. Inthis
case, from the stardpoint of companies tha implement advertising and sales, they can effectively
assign their costs.

Alliances Based on Domestic Areas

Here, we corsider “area curencies” that are enterprise currercies based onareas An excellent
example of this isthe “earthday money” that is issued by an alliance between the geographically

digant Shibuya district in Tokyo and Ito district in Shizuoka prefecture. This area-based currency
is issued by anon-profit organization (NPO) called the “earthday M oney Association,” and can be

used in awide range of stores in either area
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However, becausethe purpose of an area currercy isenvironmental protection, etc. (which isthe
feature of anareacurrency), in many casesearthday money can only be received when activities
are conducted for NPO projects. Participating stores treat earthday money as a sales cost, and
allow it to be used for payment. However, earthday morey is not given out when a puchase is
made at a store. |f we consider the circulation and spread of an area currency, however, it would
seem desirable to also issuethe currency for purchases.

An ideal approach would be to provide a mechanism enabling an area currency to be used nore
widely and to establish an environment supporting and vitalizing local businesses in the area In
turn, this would also promote the volunteer work of the hast NPO ard lead to further spread of the
area currency. By expanding the coverage of a railway company’s group points, analliance could
be established with the area currency in the area along the railway line (Figure 6). This kind of
alliance is based on the area in which the consumers make purchases and might lead to a new
evolution of area currencies Currently, there are over 600 schemesaround the country, although
nore of themis very active.

Area around home

.............................

. B @ . End User

. - et == E (Customer)

: Supermar Beauty  gpecialty

salon

Area around the workplace

44444444444444444444444444444

""""""""""""""""""""""""""""""""""""""""""""

o O
Q D
m—()  Links between Object and Process

—
Figure 6. Alliance Involving Area Currency and Local Businesses along a Rail Line

(indicated by OP M)

The Evaluation of the New Alliances Designed by Enterprise Currencies

As explained in the previous sections we can evaluate enterprise currency. Therefore the new
alliancesdesigned by enterprise currenciesare made to evaluate by Pugh’s Method and previous
items of criteria. We suppose a complete closed point conpany to be DATUM (Table 3).




Table 3. The Evaluation of the New Alliances Designed by Enterprise Currencies by
Pugh’s Method

Criteria Product Value Chains Services Used Domestic Areas Complete Closed Point
(Common brand) Company (A company)
Customer | Getpoints from an Issuer 3 S S
Merit
Get points from Partners + + +
Use issuer’s service s s s
(ex. Discount products)
Use partner's service + + + D
(ex. Exchange e-money)
Issuer Low cost + + S A
Company | (Issuing cost) Able to be adjusted by Brand fee including
Merit each product point one (Scale merit)
Number of Customers + + + T
(Relationship)
Number of Partners + + + U
(Exchangable Partners)
Partner Point Fascination + + + M
Merit
Point Exchange Rate s s s
Score S of+ 6 6 5 0
Z of- 0 0 0 0
Z ofs 3 3 4 9

1 T 1 “+” means better than
Figure 4 Figure 5 Figure 6 “2 means wor se than
“s” means same as DATUM

Product value chain and service used comnon brand have a few more score than domestic areas
because each field is near, 0 each alliance’s cost become low. But domestic areas in an alliance
arenear areasor rear concepts, for example sightseeing places for the same target customer, their
cods will perhapsbecome low.

By using a variety of aliances as explained, the criteria of erterprise currencies become better.
Therefore, an issuer company of enterprise curency should adopt any new effective alliance.
However, complete other alliances than ones as explained can’t perform because of
non-relationship with partners.

Conclusion

As explained in two last sections, we have successfully evaluated the representative enterprise
currencies and the new alliances designed by enterprise curencies by a certain degree of
objectiveness The new alliancesare based on product value chains, services used, domestic area
acoording to the customer behavioral processes or product life cycles. Those evaluationsare used
by Pugh’s Method in SE. And these items of criteriain this method are related to sak eholders of
customers, issuer companiesand partners. We evaluated above enterprise currencies conmpared to
a complete closed point, and chose merits of cusomers, anissuer company and partners. By these
future aliances, enterprise currencies will become more effective in this evaluation than closed
type. Therefore, by using a variety of new alliances, erterprise currercies have better performance.
Consequently an issuer conmpany of erterprise currercy should adopt any new effective alliarce.

A variety of systems to make use of enterprise currencies will be corsidered. At the sametime, we

4 0 )



also face the issue of systems and standards to further develop enterprise currency into a highly
convenient, safe and secure tool that could be used frequently by many corsumers all over the
world. And alliances designed by enterprise currercies contribute to effects of company’s IR
(investor relaions) due to the image of expanding coverage area and so on. Therefore, we will try
to consider other criteria in detail and apply them internationally in the future.
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