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9th JCB World Conference Held in Kyoto

the Westin Miyako Hotel in Kyoto, Japan. The conference was
attended by 469 representatives from 261 JCB partner
companiesin 47 countries and territories around the world. The theme of
the conference was “Next-generation solutions offered by JCB as global

partner”.

The 9th JCB World Conference was held on October 18 to 20 at

Presentations were made by top JCB management and regional
speakers from JCB partners Bank of China Limited, the Philipping's
Equitable CardNetwork, Inc., Germany’s B+S Card Service, GmbH,
Global Payments, Inc. from the U.S. and Japan’s Toyota Financial
Services. Featured guest speakers included Taichi Sakaiya, author of
The Knowledge Value Revolution and former State Minister for
Economic Planning, as well as Masao Nakamura, President of NTT
DoCoMo, Inc.

“We at JCB were proud to host the 9th World Conference as away to
form even closer ties with worldwide business partners, from Japan
and abroad. It was a good opportunity to reaffirm JCB’s goa of being a
globa brand leading into the 21st century”, said Hiroya Nobuhara,
President & CEO at JCB.

The conference opened with demonstrations of JCB’s latest
developments, highlighting contactless credit card payment solutions,
such as those used in the eMETI JCB Business Card tria for employee
purchases at METI canteens, and Mobile Offica and QUICPay™
contactless payment by mobile phone handsets. There was also a
demonstration of JCB’s contactless credit on MOPASS card, using
mobile phone memory dot.

Participants each received a contact/contactless interface plagtic credit
card aswell as a G-Shock watch equipped with RFID contactless credit,

and had a chance to simulate contactless credit payment purchases at
street stalls during amock Japanese festival.

The 9th World Conference closed with a farewell party at the World
Heritage Site Ninngji Temple, founded in 888 AD. After welcoming
remarks delivered by Rougi Sato, the 47th reverend priest of the temple,
the participants were entertained with a number of Kyoto's traditional
performing arts including the Renjishi dance and taiko drumming.

JCB will continue to hold the JCB World Conference every two yearsin
order to achieve a common understanding of the strategy and future
direction of the JCB international brand with JCB acquirers, issuers,
processors and other business partners across the globe and to give
JCB partners a chance to share expertise and information on local
markets.
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Next-generation Solutions Offered by JCB as Global Partner

Hiroya Nobuhara

President and Chief Executive Officer, JCB Co., Ltd.
Chairman and Chief Executive Officer, JCB International Co., Ltd.

9th JCB World Conference. With 469

participants from 261 companies, representing
47 countries and territories, thisis the largest JCB
World Conference ever. The JCB World
Conference is an important opportunity to share
an understanding of the strategy and direction of
the JCB international brand with you, our partners.
The JCB World Conference has been a valuable
forum to meet and talk together with you since the
first one held in Tokyo in 1988.

I would like to thank al of you for coming to the

First, | would like to talk about JCB’s history and
current status as an international brand.

JCB was founded in 1961, about 10 years after
the credit card made its first appearance in the
United States. During the struggle to build a
cardmember base, merchant network and
infrastructure, JCB fortunately chose to make
service its competitive edge. With consumer support, JCB rose to be the
largest credit card company in Japan.

In the 1970s the number of people traveling from Japan overseas grew
steadily in pace with the rapid economic growth of the country. There
were 2 million oversess travelers in 1973, and more than 4 million in
1979. Asthis growth continued, JCB set out on the path of independent
international expansion in 1981. International expansion as an
independent brand was an enormous challenge, and JCB took the first
step with “high quality service” asits watchword.

In 1982 JCB started its franchisee business in Japan, and licensee
issuing in 1983. As we continued rapid international and domestic
growth, the 1st JCB World Conference was held in 1988 for all of our
world partners.

Our god at the 1st JCB World Conference was to establish an overseas
merchant network with 500,000 merchants. At the time we had 150,000
merchants in 102 countries around the world. In the 16 years since then
we have greatly surpassed that goal, and now have a network of
6,140,000 merchants in 189 countries outside Japan.

Now | would like to present the figures representing our overseas
expansion from 1981 until the most recent fiscal year, ending in March
2004.

First, there are now atotal of 11.71 million JCB merchants worldwide.
5.57 million are in Japan and 6.14 million are outside Japan,
representing a change in the relative proportion of domestic to overseas
merchants. Also, the number of countries and territories where the JCB
card is accepted, including Japan, stands at 190, with the addition of
Bhutan in September of this year.

Next, the JCB cardmember base worldwide is now 51.62 million. 3.7
million cardmembers reside outside of Japan, in the other 18 countries
and territories where the JCB card isissued.

In 2003, JCB had annual sales turnover of 5.7 trillion yen, a substantial
9.9% increase over the year before. Outside Japan, sales reached a pesk
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of 7.8 hillion US dollars in 2001. Due to the impact of SARs among
other influences, sales decreased after that, but have recovered to where
we anticipate 8.0 billion US dollars in 2004.

Next, the number of JCB brand partners. In Japan, there are 71 partners
under franchisee contracts, these are financia institutions and their
affiliated companies. There are 52 licensee issuers, to which we provide
the JCB merchant network and a portion of services, and 609 other
companies and associations issuing JCB affinity cards. Outside Japan,
there are more than 200 JCB partners, including 66 issuers.

There have been two major factors driving the dramatic growth of the
JCB brand. Oneisthat JCB was able to pursue international expansion
in pace with Japan’s economic growth and the increasing numbers of
Japanese traveling overseas. The other is the fact that we were able to
build strong business relationships with you, our partners.

I would like to talk about the first factor, Japan’s economic growth and
increasing numbers of Japanese traveling abroad. Japan’s economic
growth during the 1980s was 3.7% on average, with a peak of 6.8%.
The number of Japanese traveling abroad rose from 4 million in 1981,
the year JCB began international expansion, to 10 million by 1990.
During these 10 years of economic growth and increasing numbers of
overseas travelers, JCB built its foundation as the internationa brand for

the Japanese people.

Then, at the beginning of the 1990s, Japan faced the bursting of the
economic bubble. During the next 10 years, Japan's lost decade, the
country experienced a continuing economic slump. Despite this
downturn in the national economy, JCB continued to achieve
remarkable growth. And the factor that provided the momentum for
that growth was our partnerships.

While the number of partnershipsin Japan has continued to grow from
the start in 1982, oversess the start of licensing partnerships in 1989
marked the acceleration of growth in the JCB merchant network. And,
while JCB has been issuing cards overseas since 1985, it was in 1993
that we began full-scale licensee issuing.
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During the 1990s the number of overseas cardmembers grew to more
than 3 million, thus making it a decade of JCB’s evolution into a global
brand. We anticipate that the number of cardmembers overseas will
reach 4 million during this year.

Next | would like to turn to the topic of current global business trends.
These include the state of maturity of the world's credit card markets,
population and economic trends. Then | will talk about JCB’ s direction
in the future, based on that information.

First, let uslook at the overall status of the world credit card market. In
Korea, the credit card share of consumer spending, that is, the degree of
market maturity, has risen dramaticaly in recent years to 50.3%. Also
noteworthy are the USA, the birthplace of the credit card, at 23.9%
and its neighbor Canada at 27.1%, and Austraia at 29.3%. However, in
other countries, not least JCB' s home market of Japan, the share held by
credit card payment is less than 10%. Debit card spending is becoming
widespread in Europe, China and North America. In summary, the
credit card market in many countries is now developing, and it is clear
that there is much room for expansion in the future.

Now | would like to talk about the macro environment, in terms of
world population and GDP. The world workforce, that is, the
population aged 15 to 60, now stands at 3.73 billion. When we look at
the geographic distribution of this workforce, we see that East Asia,
including Ching, has 1 billion, or about 26.7% of the world'stotal |abor
resources. If we add the ASEAN countries and South Asia, for atotal of
56.4%, then the Asian region aone has over half of the global
workforce.

Next, when we look at a projection for 2030, we see that the total world
population is expected to grow to 8.1 hillion, with a substantial increase
inAsa

Next, in terms of distribution of GDP, North America and Western
Europe have the large share. Even though they have only 12.8% of the
world’s workforce, they have 63.7% of the world’s GDP. On the other
hand, Asia, with more than half of the world’s workforce, has only
23.1% of theworld’s GDP.

Based on the data | have just presented, we turn our attention to the
future of Asia

It is universally acknowledged, based on Asia's large share of the
world's population and workforce and the trend of rapid economic
development since the 1990s, that an Asian mega economy is certain to
emerge, an economy even larger than North America or Europe. JCB,
the only international brand to be based in Asia, is committed to taking
advantage of this economic growth to further expand businessin Asia.

In addition, expansion in the credit card industry is linked to acquiring
growth in other regions. Based on WTO data, the number of peoplein
East Asia and the ASEAN countries traveling to other countries is
increasing every year, with 45.65 million travelers this year. 8.86
million Asians travel to North America and 8.36 million to Europe.
This means that the expansion of the Asian economy also has a major
effect on other regions around the world. And, | am sure, contributes to
the business of all of you, our partners around the world. JCB is
committed to a strategy of comprehensive cardmember recruitment in
this Asia market. Specifically, we want to increase the cardmember
base for cards issued outside of Japan to 20 million by the year 2010.
We may encounter many difficulties in the face of this new challenge,
but | am confident we will achieve thisgoal.
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Next | would like to speak about business trends affecting the credit card
industry in Japan, mentioning some specific examples here at JCB.

Credit card sales are rising steadily year after year in Japan, and have
approximately doubled in the 10 years from 1993 to 2002. On the other
hand, total consumer spending only rose by 8.2% during the same
period. Growth in credit card salesis, in the first stages, the combined
effect of growth in total consumer spending and the shift from cash
payment to card payment. Until the mid-1990s, there was a close
relationship between growth in total consumer spending and growth in
credit card sales, with both increasing steadily. Then, from the end of the
1990s, with deflation and a stagnating economy, consumer spending
remained flat. However, credit card sales continued to expand, with
annual growth rates exceeding 6%.

The credit card market continues to grow while total consumer
spending stays the same: this shows that the shift from the cash
payment market to credit card payment is progressing. As aresult, the
percent of total consumer spending represented by card payments grew
from 4.9% in 1993 to 8.6% in 2002, and | believe this trend will
continue.

Based on chronological sales data from JCB merchants, we can see
that over the past few years typical credit card use in Japan has been
expanding from the traditional major purchases and overseas tours to
more day-to-day expenditures including public utility bills, highway
tolls and internet shopping.

When we look at growth in sales from last year by merchant category,
we see that utilities show outstanding growth. The high rates of growth
in that area and others reflect the progress of credit card payments into
new markets, which is supporting sales overall.

Now | would like to speak about 3 examplesin Japan that provided the
opportunity to expand into new markets: no signature payment, mobile
payment, and automatic billing.

In Japan no-signature payment is contributing greatly to the
convenience of credit card use. No-signature payment was first
introduced by JCB at Tokyo Disneyland in 1988, and has since spread
nationwide in the small payment and service markets. Eliminating the
need to sign a sales voucher, which up to now has caused consumersto
hesitate to pay small amounts by card, or to take the timeto pay by card
when there are lines at the cash register, has contributed to the spread of
credit card payment into day-to-day expenditures. And, speedier card
payment reduces the amount of time the customer spends at the cash
register, a fact welcomed by merchants as well, serving as another
opportunity for increasing acceptance of the credit card. Also,
technological advances in the payment system infrastructure have
helped spur growth in the card payment market.

For example, thereis JET-Mobile, alightweight, rechargeable, portable
payment terminal that functions as a card authorization terminal with
mobile phone data transmission capability. This mobile terminal is
steadily gaining popularity in the taxi industry, and now about 80% of
the cabs in the Tokyo area
accept the JCB card. And for
catalog and internet shopping,
where goods are delivered to
the customer’ s home, the ability
to pay by credit cad on
delivery is an extremely
welcome development.
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In Japan public utility bills are usualy paid by bank transfer or in cash,
but the trend to credit card payment is progressing. The customer only
has to register once in order for this system to automatically pay the
public utility or other monthly bill by credit card on a regular,
continuing basis. We call this type of system automatic credit card
billing. JCB took the lead in utility payments in September 2002, when
we launched card payment for the magjor utility company Kansai
Electric Power. This market now includes mobile phone, gas and other
charges, and will continue to expand in the future.

These are some specific examplesin the Japanese market, but in Japan
card payments are still only 8.6% of total consumer spending. JCB will
continue to develop card payment in new markets, and in the cash
payment market, to increase convenience for our customers.

Now, | would like to speak about how the JCB brand can help you.

The theme of this conference is, “Next-generation Solutions Offered by
JCB as Global Partner”. However, what | want to stress here is that our
goal is not simply to develop next-generation solutions. These advanced
technologies and services are the means to meet our true goa of
providing products and services that fulfill the customer’s needs.

At this point, | would like to introduce an example of what JCB is
doing as an issuer.

First, part of JCB's CRM strategy isto customize the information on the
magazine mailed out with customer statements on an on-demand basis
to meet the individual’s demographics, preferences and consumption
patterns. A different version can be printed for each and every
customer, for example, with information on discounts at JCB merchants
in that customer’s neighborhood, or on tours or tickets for events that
match that customer’s interests and preferences. In short, we have
brought one-to-one marketing to the mass retail business. In fact, it is
theoretically possible for there to be 8 million different versions of the
same month’'s insert. Actual sales data reveas that sales for
cardmembers who are being sent on-demand inserts rose 5.2% more
year-on-year than those cardmembers who received a standard version.

Now | would like to talk about JCB card link, in which separate cards
for specific purposes can be linked to the cardmember’s primary card
account. One example is the JCB Offica solution for the corporate
market. The Offica card has functions that include office access control
and computer access, and also features contactless cashless payment at
the office through alink to the employee’ s JCB credit card.

Next, thereis QUICPay, for use where speedy payment is essentid, such
as at the supermarket. Unlike e-money, thereis no need to load value on
the card before using it, instead, the card is linked to the customer’s
regular credit card and they pay for purchases afterwards, dong with the
rest of their credit card charges. Mobile payment with an NTT
DoCoMo handset is another payment method that we are pleased to be
demonstrating here at the conference. The JCB card link can enable
payment through awide variety of media, including the G-Shock watch
that you have all received.

JCB anticipates that by linking many different kinds of media to the
credit card, card payment will become commonplace in more and more
different situations. We are aiming to provide a flexible payment
answer for every kind of situation.

These two examples are only asmall portion of JCB’s efforts. We will
continue to actively develop new products and services to meet
customer needs, and to share that expertise with you, our partners, in
Japan and oversess.

The next topic | would like to speak about is the development of next
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generation computer systems. In order to support future JCB products
and services, we have started work on system development, by
introducing the latest in component technology based on our deep
familiarity as a credit card company with the requirements for every
aspect of the card business. We are investing 50 billion yen in building
an open system that can support new products and services, backed by
dramatic improvement in flexibility, scalability and maintainability.

For example, JCB as a payment scheme provider will be building a
versatile system with e-money capability using smart card technology.
Also, as an operations service provider, we will be building a system
that supports credit card and an even wider range of operation services.
This next-generation system, with extensive functiondlity, will improve
cog efficiency asit can be used not only by JCB but by other credit card
companies as well.

Cutover to the new system is scheduled for 2006 for acquiring
functions and 2008 for issuing and brand holder functions. We strongly
believe that this system, and the expertise acquired during the process of
building it, will be of great useto al of you, our partners.

Finally, | would like to speak about the JCB philosophy. We a JCB are
connected to our customers through payment systems, an integrd part of
consumer life. We want to enrich our customer’ s lives through payment
systems, by providing advanced support and high quality service.

At the sametime that JCB is a brand holder, we are also an acquirer, an
issuer, aprocessor and a network operator. We want to share with you,
our partners, the know-how we have cultivated through our successes,
and through the mistakes that led to those successes, and we want to
grow together with you, meeting your needs, as a “dialogue-based
brand”.

The JCB sogan is “Future, together”. This slogan expresses our
enthusiasm toward our cardmembers, and toward you, our partners.

Over the 20 years since we began our independent international
expansion, JCB has built a position as an international brand. Thisisdue
entirely to the support of dl of you here today. However, we are still
continuing to grow, and in light of the rapidly changing business
environment, we will still have many challenges to face.

“Future, together!” | sincerely hope that we will together create a future
that is convenient and safe. | would like to conclude my speech by
expressing my profound gratitude to al of you who have supported
JCB thusfar, and ask for your continuing favor.

Thank you for your kind attention.
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JCB’s Global Strategy

Kunio Yoshizawa
President and Chief Operating Officer, JCB International Co., Ltd.

JCB’sGlobal Strategy

Good morning, ladies and gentlemen. In my comments over the next 15
minutes, | would like to focus on the international side of our business
development. Asthe World Conference planned two years ago in Bali
was cancelled because of the terrorist attack there, | will start my
presentation by updating you on our progress in the four years since the
7th World Conferencein Madrid. Then, | will talk about the challenges
we face asagloba payment brand, and our strategies for the mid-term.
Finally, | will close my speech by describing the plans for future
development we hope to achieve with your cooperation and support.

Our Progress in the Four Years since the 7th JCB World
Conferencein Madrid

As Chairman Nobuhara has dready mentioned some of the key figures,
I would like to focus on the progress of our business over the four
years since the Madrid Conference.

- Number of JCB Sales Establishments

First of al, the number of sales establishments accepting the JCB card
outside Japan has grown, to more than 6 million in 189 countries and
territories across the world. This figure covers the main markets of the
world, and | think it represents a powerful network in terms of the
tourist markets. Indeed we have amost doubled the network in the
last four years. This 6-million merchant network does not merely
comprise contracts with 6-million merchants, but it is an effective body
of high-quality merchants, whose transactions are processed in a speedy
and secure system environment with an on-line execution rate of
99.8%. We achieved this level through the efforts of our acquiring
and processing partners, our network companies, and POS providers
worldwide. | would like to express my gratitude especidly to those of
you attending today.

- Number of JCB Cardmembers (outside Japan)

Since we started full-scale expansion of issuing outside Japan around 10
years ago, we have now reached a level of 4-million cardmembers. |
would like to take this opportunity to thank you, our more than 60
licensee issuing partners outside Japan, who have made such good
progressin this direction.

- JCB Sales Volume (outside Japan)

The sales volume of the last couple of years reflects the combined
factors of the terrorist attack, the wars that followed, a recession in
worldwide tourism and SARS. However, the number of Japanese
tourists has already recovered to the levels prevailing before those
events. In addition, the expansion of card issuance outside Japan is
creating salesin locd markets aswell. Thisyear we are estimating more
than 30% increase over the previous year, and we are well on the way
back to the path of growth.

Of course, we need your support to maintain the growth, and | would
like to ask our issuing partners to encourage your cardmembers to use
their JCB cards more positively when they travel abroad, and our
acquiring partners to open your merchant networks as fully as possible.
| trust that in doing so, our partners can profit even more from JCB
business.

For example, in England, where we have no local issuing partner,
London Underground Limited opened their entire underground railway
network for JCB, and more than 200 underground stations now
experience JCB tourist transactions every month. In Greece, our
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excellent partner has made a
tremendous effort to establish a
perfect JCB merchant network,
which our cardmembers greatly
appreciated during the recent
Olympic games in Athens. |
am confident that joint efforts
of our issuing and acquiring
partners will bring you even
higher benefits.

Our Challenges as a Global Payment Brand and our Mid-term
Strategy for the International Market
Now | would like to bring up the challenges we face in order to
transcend to a higher level as a global payment brand. They can be
summarized in the following three steps:

Number 1, we will make our utmost effort to ensure sufficient
transactions for our acquiring and issuing partners to benefit from JCB
business.

Number 2, for this purpose, we will expand our cardmember base from
Japan to Asia, and in the EMEA (Europe and Middle East), and
Americas regions, which will lead to increased worldwide business
opportunities in both tourist and local markets.

Number 3, in order to expand issuing, we will provide high-quality
service and attractive promotions for our issuing partners and
cardmembers.

Specificaly within Asia, there is no doubt that China is the center of
atention for all industries and sectors. We are honored to be currently
discussing the issuing business with a number of Chinese banks. As a
payment brand based in Asia and as one of the largest credit card
companiesin thisindustry, we will share our knowledge and experience
with our excellent partnersin China, and contribute to the evolution of
this important market.

We have millions of JCB cardholders in Korea and Taiwan.
Furthermore, we have very substantial cardmember bases in Thailand,
the Philippines, and a number of other Asian countries. We have found
that local issuing leads not only to increases in local sales by local
cardmembers, but also to grester overall recognition of the JCB brand in
these markets. As aresult, it also increases the sales of Japanese and
other foreign cardmembers visiting these areas.

Syner gy between International and Domestic Cardmember Use
For example, in Taiwan, where there has been a substantial increase in
the number of local cardmembers, our sales expanded nine times over
the eight years from 1995 to 2003. The same thing is happening in
Korea, Thailand, the Philippines, Hong Kong, Singapore, and other
Asian markets. Saleswill expand even further when local cardmembers
visit other countries. We aim to extend this virtuous cycle throughout the
world.

As we promote our overseas issuing, we are also putting much effort
into improving our customer service network and providing
promotional support for our issuing partners. | am confident this will
differentiate JCB more effectively from the other payment schemes.
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JCB Plaza Network

We now have JCB Plazas, a network of customer service lounges, in the
heart of 31 mgjor world cities. Our cardmembers can get direct access at
JCB Plazas to such concierge type services as tourist and sightseeing
information, theatre ticket arrangements, restaurant and hotel
reservations and much more. Since dl JCB Plazas are directly operated
by JCB and connected by an on-line network, you can reserve aticket to
the operain Vienna, arestaurant in Paris or Beijing, or a sporting event
inthe US at any JCB Plazain the world.

If your JCB card is lost or stolen, you can just visit the nearest JCB
Plaza, and we can issue you with atemporary card by utilizing our on-
line network. We have aso launched our “JCB Emergency Assist 24"
sarvice this year, to assist our cardmembers in arange of languages at
any hour of the day or night.

We would like our issuing partners to utilize these services and make
their JCB cards even more attractive. In the future, we will work on the
possibility of linking our on-line service facility with your customer
service centres, and expanding our network interactively to provide an
even better service to our mutual customers.

JCB World Promotions & JCB Sponsor ship

In addition to improving customer service, we are encouraging our
issuing partners to actively promote JCB cards. Our achievements of
last year include the “JCB Million Dollar Campaign”, in which all JCB
issuers were welcome to participate. Other achievements include the
expansion of the JCB web page in four languages, the sponsorship of the
Asian Football Confederation, and a variety of promotional
programmes for overseas cardmembers visiting Japan. We will
continue to provide various promotions targeting your cardmember
demand.

With the efforts | mentioned earlier and, more importantly, together
with your support, we aim for the following goals in two-thousand-ten
(2010).

Numerical Targetsin 2010

As for the number of overseas cardmembers, we aim to increase thisto
20 million.

Asfor annua oversess sales volume, we are aiming for an amount of 18
billion US dollars.

Asfor the number of overseas merchants, we aim to increase thisto 10
million.

You may think that these are very chalenging targets. However, the
strong economic growth of many Asian countrieswill continue over the
next five or six years. Thiswill dso drive the growth of local credit card
markets and we regard these goals as minimum requirements. Whilst it

istrue that we are focusing on issuing in Asiafor the time being, we will
aso continue to look for further issuing opportunitiesin EMEA and the
Americas.

| am very pleased to see that a number of new issuing projects in the
EMEA region are now underway. In addition, the recent decision of the
US Supreme Court will give us the opportunity to expand our issuing
businessin the United States. We are determined to put many resources
and efforts into achieving these targets.

Lastly, 1 would like to explain our plans for emerging payment
solutions.

J/Smart & J/Secure

As you know, EMV migration is one of the hot issues in many
countries, and we believe that the next two or three years will be the
pesk of thistransition. JCB has developed its own payment application,
JSmart, which is compliant with EMV standard, and we have migrated
more than 20 million JCB cards to JSmart in Japan.

Outside Japan, we have aready introduced JSmart into various
countries, in line with the readiness of each market. In addition, in the
rapidly growing e-commerce market, we have also developed our own
JSecure specification, compatible with 3D Secure, and have aready
introduced JSecure in severa countries. We will continue to deploy
JSmart and JSecure in accordance with the state of development in
each market, and would like to ask for your continuing cooperation.
Needless to say, JSmart and J/Secure are only a part of our challenge.

As Chairman Nobuhara mentioned, JCB has deployed successful and
innovative products such as ETC for highway toll payment and Officain
Japan, together with mgjor aliance partners.

We are aware that the demand for new services and products from the
market is never-ending. And we are fully committed to emerging
technologies in order to create a convenient and secure payment
environment for our mutual customers.

As | touched on earlier, the global credit card market is growing. From
now on, we expect that it will grow dramatically, faster than ever
before. JCB is prepared to ride this wave. However, we cannot
accomplish this done. JCB needs you to join us in riding this great
wave into the future, together!

Thank you!
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JCB and Bulgaria’s Transcard Sign License Agreements for
Merchant Acquiring and Operations, Card Issuing

icense agreements with Transcard SA, based in Sofig, Bulgaria, on

tober 20 at the 9th JCB World Conference in Kyoto. Transcard

is planning to start merchant operations by March 2005 and card
issuing by September 2005.

‘If International Co., Ltd. signed acquiring and card issuing

“We are delighted with this new aliance in Bulgaria, it's a powerful
addition to the network of bank partnerships we have been building
throughout Europe and around the world”, said Mr. Eiji Tamura, Senior
Vice President of JCB International. “Through these merchant
acquiring and card issuing agreements, we are combining Transcard
in-depth local knowledge with our global capabilities to reach a far
greater number of Bulgarian consumers seeking innovative financia
products that deliver premium value and service.”

“Transcard was the first non-bank entrant to the Bulgarian credit card
industry, and we are looking to the JCB cobrand card to further extend
our share of the market”, commented Mr. Christo Georgiev, Chairman
of Transcard. “Bulgaria is ready to join the EU in 2007, the perfect
opportunity for making the Transcard JCB card the must-have

Bhutan National Bank Starts JCB

B International Co., Ltd., signed an acquiring license agreement

ith Bhutan National Bank on September 15, for JCB brand
\I:quiring and processing business in Bhutan.
“This is the first JCB acquiring license to be granted to a Bhutanese
bank,” said Mr. Makoto Saito, Manager a JCB International
(Thailand). “ Since 25% of foreign visitors to Bhutan are Japanese, this
agreement means more complete service for JCB cardmembers with a
broader merchant network in Bhutan,” he added.

Mr. Kipchu Tshering, Bhutan National Bank’s Managing Director,
commented, “We are looking forward to the benefits this new aliance
will bring. By adding the JCB international brand to our product line, we
now can meet the needs of merchants that are interested in Japanese
travelers”

international brand card.”

Transcard entered the credit card business
in 2002, when there were only about
50,000 credit cards in Bulgaria. Offering
cash-back benefits that vary from 1 to
30%, Transcard built a substantial base
of over 60,000 cardholders with 100,000 *
cardsin two short years. It offers Classic
and Gold cards for individuas, a Business card for corporate clients, and
a Fleet card for use at gasoline stations and expects to issue 30,000 of
the new JCB cardsin thefirst year. In merchant acquiring, Transcard is
planning to achieve a coverage rate of 80% of merchants accepting
credit cards in Bulgaria by the end of 2004.

JCB is committed to strengthening its presence in Bulgaria and the rest
of Eastern Europe, and to a stronger cardmember base in Europe.
JCB’s partnerships in Bulgaria include United Bulgarian Bank, and
now, Transcard. The Transcard JCB card is expected to rapidly
become aleading international credit card in the Bulgarian market.

Merchant Acquiring Operations

Bhutan is located on the
southern slopes of the
majestic Himalayas, and as
atravel destination boasts a
beautiful natural environ-
ment and a unique culture.
Bhutan National Bank,
headquartered in Thimphu,
was established in 1997. The Bank provides acquiring services to
merchants, including souvenir shops, handicrafts emporiums, hotels
and others merchants popular with foreign tourists.

With this agreement, the JCB brand will be phased in at al the bank’s
merchants. With the addition of Bhutan, the JCB brand is now accepted
in 190 countries and territories around the world.

Equitable CardNetwork Launches EasyPay JCB Card in the Philippines

card company, launched the EasyPay JCB Card on November

14. The EasyPay JCB Card is specifically designed to appeal to
the ordinary worker with an annual fee only one-third of the average
annual fee of other credit cards, and a unique installment plan tailored
to the ordinary worker’s salary payment cycle.

Equitable CardNetwork, Inc. (ECN), the Philippines largest credit

Salaries are paid every two weeks in the Philippines, and the
EasyPay plan allows cardholders to pay for every purchase in four
equal payments, twice a month over a period of two months. While
other international credit cards in the Philippines have the usual
revolving balance payment system, the EasyPay JCB Card is the first
international branded card to offer twice-a-month payment. ECN is
positioning the EasyPay JCB Card for the mass market as the card for
ordinary people with an easy-to-understand, prudent and affordable
payment plan.

“From a market niche, the EasyPay JCB Card will solidify ECN's hold
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on a broader segment. This is a
true people’s card that will give
more of the public entry to credit
card payment”’, said Mr. Fol
Rana, Vice President of Card
Sales & Marketing Department
at ECN.

Currently there are approximately 4 million people with credit cards in
the Philippines, about 5% of the total population, but most of these are
from the top layer of the affluent classes. The Easy Pay JCB Card
features are targeted to a much wider market, and ECN anticipates
issuing 30,000 of the innovative EasyPay product in the first year.

JCB has had a presence in the Philippines since 1983, and has been

partners with ECN since 1998 when ECN began JCB merchant
operations and JCB credit card issuing.
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JCB and EURO 6000 Sign Acquiring License for Spain

hree payment network providers, concluded a license agreement

or JCB acquiring operations at EURO 6000 headquarters in
Madrid on September 8. General Director Santiago Ballesteros Estevez
signed on behalf of EURO 6000, and JCBI was represented by
President & COO Kunio Y oshizawa. This was the first JCB acquiring
license to be granted to a payment network in Spain.

JB International Co., Ltd. and EURO 6000 SAA., one of Spain’s

This agreement with EURO 6000 completes JCB business relationships
with the magjor Spanish acquirers. EURO 6000 merchant acquiring
operations and sales processing are scheduled to begin by the end of
March 2005. Thirty-five banks, primarily regional savings banks,
participate in EURO 6000's payment network and processing center
sarvices, for atotal of approximately 260,000 merchants.

“We are delighted with our new relationship with EURO 6000, as this
agreement means an increase of another 30% of the total merchant
network in Spain. In fact, Spain ranks sixth among European nationsin
the number of Japanese tourists, at about 240,000 a year, with Spain's
many world heritage sites such as Cordoba and the Alhambra Palace
leading in popularity among travelers from Japan”, said Mr. Shunji
Yoshioka, Senior Vice President at JCB Internationa Co., Ltd.

“Through this agreement we have
another strong local partner who
will be able to meet the needs of a
growing merchant base, and we
will have enhanced payment
services throughout Spain to
better meet the needs of traveling
JCB cardmembers.”

JCB card acceptance will be phased in, starting with about 140,000
merchantsin the first year and 250,000 by the end of the third year. As
aresult the JCB card acceptance rate in the Spanish market will nearly
double, benefiting not only the La Caixa JCB Card cardmembers who
livein Spain, but also the large number of visitors from other European
countries.

JCB is meeting the changing needs and desires in tourist trends by
increasing JCB card acceptance in regional areas as well as mgjor cities
in Spain, while EURO 6000 is helping its merchants take advantage of
these trends by adding the JCB brand to its existing line-up of
international credit card brands. Both organizations benefit by this new
aliance.

JCB and Cosmos Bank Form Card-Issuing Partnership in Taiwan

osmos Bank, aleading Taiwan commercial bank, launched the
Cosmos Bank Platinum JCB Card on November 8.

Cosmos Bank is a strong player in the retail market, and the
cardmember base for its George and Mary cash-advance card is the
largest in Taiwan. JCB'’s international credit and unique customer
services will enable Cosmos to offer significantly added-value products
to both new and existing customers. Also, as aleader in introducing new
technology the bank has aready issued more than one million smart
cards, and the Cosmos Bank Platinum JCB Card itself features the
Multos IC chip.

Wacoal I-Card Smart Card Launched in Taiwan

Taiwan in September in cooperation with E. Sun Bank and
Taiwan Wacoal Corp. (Wacoal), a major Japanese apparel
company.

The Wacoal |-Card, a Java platform smart card, was launched in

The Wacoal smart cards issued by E. Sun Bank provide credit
payment function through JCB's EMV-compliant application J/Smart™
on Java Card platform. The card is the first to carry Taiwan’s National
Credit Card Center's own chip-based loyalty program. The loyalty
program lets cardmembers earn points at more than 200 Wacoal
merchants throughout Taiwan.

“The Taiwan credit card market is mature, and most people have
several cards to their name, so we had to dream up something more
attractive. This card is primarily targeted at women, and it offers a
uniqgue emphasis on beauty and a more pleasant shopping
experience. Above all, we are very happy to tie-up with major
companies such as E. Sun Bank and Wacoal”, said Mr. Osamu Hino,
General Manager of JCB International (Taiwan). “With our significant
experience and expertise, JCB is active in promoting card issuance
and forming alliances with many different partners here in Taiwan.
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Cosmos Bank is planning a JCB LCFE
brand product lineup that will =0 o HAKS N
eventually include affinity and 1 y .
segment cards to appeal to the L} § |
discriminating consumer market in BET] Lhhds
Tawan.

Since 1994 JCB International has been actively promoting card issuing
in Talwan, a strategically important market for expanding the
cardmember basein Asia.  More than 2 million JCB cards have been
issued by 31 partner banks in Taiwan.

This is one card that can make
the most of the business
opportunity in this competitive
market.”

L]

e
o Lacoal ==
The new Wacoal I-Card motif puts
the emphasis on the woman as
an individual, with appealing catch
phrases including “I can choose”,
“l can have”, “I can enjoy”. The card offers a progressive cashback
scheme and a generous point program. In fact, for the first three
months the cardmember is rewarded with up to NTD 300 in discounts
on purchases, and triple points on the first three purchases. The new
Wacoal card has other unique features such as an innovative design
and a sensor measuring the strength of ultraviolet exposure, targeting
in particular the attention and concerns of young women, who tend to
be sensitive about protecting their skin.

Wacoal I-Card SmorT Card

Starting with the first JCB smart card in 1999, JCB has been
aggressive in developing a wide range of multi-functioned chip cards.
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JCB and AirPlus Partner to Provide Global Business Travel
Management Service

October 1 by JCB and AirPlus, aglobal leader in business travel

payment solutions, to provide a distinctive and broad business
travel management (BTM) solution to AirPlus multinational clients
with operationsin Japan.

T he JCB AirPlus Travel Payment Solution (JATPS) was launched

“We at JCB are ddighted that AirPlus has recognized our expertiseasa
comprehensive payment solution and chosen to work with us. We
believe that its global corporate clients will benefit from our advanced
business travel management system”, said Mr. Hiroya Nobuhara,
President and CEO of JCB Co., Ltd. “This is part of our overall
strategy of evolution from a credit card company to a comprehensive
payment solution provider on aglobal basis.”

“In JCB, we have found a partner that is ideally positioned in the
Japanese market. JCB’ s existing payment systems and long experience
are an excdlent fit with our know-how in international business travel
management. With JCB we now have the basis for sustained growth in
the region”, commented Mr. Peter Metzler, Managing Director at
AirPlus.

JCB created the new JATPS business model with AirPlus by
combining two of its corporate solution products, the JCB international
air ticket purchasing system and the JCB corporate credit card. The
first, the JCB AirPlus Company Account, provides a convenient,
integrated payment method for corporate purchases of air tickets and a
wedth of dataincluding air carrier name, route and seat class aswell as
the usual itemized information. Companies use this centra billing
solution to smplify payment for air tickets from all mgjor international
arlines.

The second solution product, the
JCB AirPlus Corporate Card,
alows employeesto pay for their
other business-related expenses.
During business trips, the JCB
AirPlus Corporate Card serves as
apowerful payment tool for al sorts of travel and entertainment-related
expenses. Corporate travellers may conveniently use their card to gain
access to numerous Asian points of sale and JCB Plaza services as well
as extensive insurance benefits and a wide range of other advantages.

INTERNATIOMNAL

The new JCB AirPlus Travel Payment Solution offers AirPlus clients
the benefit of JCB solution product information through the AirPlus
Information Manager system, an intelligent cost analysis tool that
provides detailed expense reports which assist businesses to identify
potential saving opportunities, thereby providing them with an excellent
basis for price negotiations with airlines, hotels, car rental companies
and other service providers. The new combination will allows JATPS
client corporations to enjoy unparalleled transparency of costs and new
levels of analysis of expense data from around the world.

Over 22,000 corporate customers in over 23 countries rely on AirPlus
for their business travel management needs and benefit from AirPlus
presencein al the leading business travel markets worldwide. In Japan,
the top 500 companies in the AirPlus customer base are the key target
group for JATPS. JCB is committed to developing and providing
innovative solutions for partners such as AirPlus, making the most of its
expertise in domestic and international payment systems.

One More Hawaii! JCB Card Promotion

he One More Hawaii! JCB card promotion offering a chance to
win atrip to Hawaii and other prizes runs from July 26, 2004 to
January 15, 2005.

JCB cardmembers bring their card sales receipts to the JCB Plaza
Honolulu in order to receive one chance per USD 200 spent in Hawaii
for alucky draw with prizes that include atrip to Hawaii (up to 100,000
yen) and gift certificates for Ala Moana Shopping Center, DFS and
ABC Stores.

The campaign is designed both to promote JCB card use in Hawaii
and to encourage cardmembers to visit the JCB Plaza Honolulu. The
JCB Plaza can then make recommendations and reservations for local
JCB merchants including restaurants and shops. JCB Plaza service not

Guam Card Promotion JCB Lucky Draw! 2

make a purchase at DFS Galleria in Guam or Saipan. The

campaign runs from August 1, 2004 to January 15, 2005.
Customers spending over USD 200 are also given a chance in a lucky
draw to win prizes including a USD 500 DFS Galleria gift certificate.

J CB is offering a lucky draw to customers who use the JCB card to

JCB cardmembers visiting DFS Galleria in Guam or Saipan receive a
leaflet in Japanese, Korean and Chinese at the main entrance
promoting the campaign. All JCB cardmembers, from Japan or
abroad, are eligible to participate.
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only increases JCB cardmember
customer loyalty, but aso
promotes increased card use.
Cardmembers that visit a JCB
Plaza spend more with their
JCB card than non-visitors.
During the current campaign,
the number of visitors to the
JCB Plaza Honolulu in the
month of August rose to anew high of more than 17,000.

Locally focused campaigns such as One More Hawaii! are one
important tool that JCB is using to promote card use across the world.
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advancing around the globe, and @
always remains committed to R
providing JCB cardmembers a ~
level of service unavailable @ 2y
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JCB Emerging Technology

JCB Develops Contactless Credit for MOPASS

CB has developed contactless credit for MOPASS cards conforming

to ISO/IEC14443 for Type B communications. The MOPASS card

(MObile PASSport), created in cooperation with Hitachi Ltd,,

combines smart card microprocessor functions with the flash
memory card format for use in PCs, mobile phones, PDAs and other
information devices with a memory card slot. JCB demonstrated the
card at the 9th JCB World Conference on October 18 and 19 in
Kyoto, Japan.

“The portability of the MOPASS card means that you can use a lot of
different devices as your credit card”, said Mr. Yosuke Hamada,
Assistant Vice President of JCB’s Strategic Market Development
Department. “In fact, the large memory makes it possible to provide
other, value-added services in addition to credit, making MOPASS
ideal for creating new demand in the market.”

Combining smart card microprocessor functions with the flash
memory card format not only provides MOPASS with large memory
capacity, but advanced (\H“
security without a special s ﬂ'r

reader/writer, a particular
advantage for the
authentication functions
required by  mobile
commerce using smaller
devices such as mobile
phones and PDAs. A
MOPASS card equipped
with proprietary credit
applications
developed by JCB «can

and other

Contactless credit payment with MOPASS
inserted in mobile phone slot.

perform all the functions of a conventional-size IC-chip credit card.

The JCB World Conference demonstration highlighted both JCB’s
contactless credit function using the MOPASS card in a mobile phone
memory card slot, and PC lock, log-in authentication and file
encryption functions on a personal computer. This demonstration was
the world’s first implementation of MOPASS contactless credit by an
international credit card brand, and JCB will be actively moving ahead
with further development and trials of MOPASS-based products and
services, including in-house trials next spring.

Contactless postpayment is an integral part of JCB’s Offica and Mobile
Offica multi-function corporate solutions, currently in use by 10
companies within Japan. JCB has conducted a trial of the QUICPay™
contactless payment system, which offers simple and speedy offline
payments in less than one second using a variety of contactless chip
media. The trial implemented the system in mobile phones compatible
with NTT DoCoMo’s mobile wallet service.

iFmode is a registered trademark
of NTT DoCoMo, Inc. in Japan
and other countries.
FeliCa is a registered trademark
of Sony Corporation.

PC lock, log-in authentication and file encryption
with MOPASS inserted in card reader.

QUICPay Contactless Payment System Goes Mobile

CB’s QUICPay™ contactless payment system went mobile in a

two-month trial project starting November 2004. The QUICPay

system offers users simple and speedy offline payments in less than

one second, and can be used in a variety of contactless chip media.
The trial project implemented the system in mobile phones compatible
with NTT DoCoMo’s mobile wallet service.

Twenty employees of the Kanachu Hire taxi company, based in Atsugi,
in the suburbs of Tokyo, received NTT DoCoMo mobile wallet
service handsets to download the QUICPay application, while about 30
of the company’s cabs were equipped with contactless readers. The
POS readers and data processing system at Kanachu Hire were
provided by SAXA, Inc.

“Everybody knows that people are busy in the Tokyo metro area.
That’s where the convenience and speed of QUICPay can make a big
difference. QUICPay is signature-free and stress-free — just tap and go,”
said Mr. Go Masaki, Assistant Vice President of JCB’s Strategic Market
Development Department. “Not only is payment more convenient
for the customer, but the time saved frees the cab driver to serve the
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next fare even faster than before.”

QUICPay ("Quick and Useful IC /5

Payment") is significantly faster and more i

convenient than cash. Part of the & £ 484 F uw

customer's existing credit limit is assigned to a contactless IC chip,
which may be embedded in a plastic card, or incorporated in the
customer's i-mode® FeliCa® mobile wallet service phone as in this trial
project. The QUICPay amount is billed to the customer's existing

credit card just like any other card purchase.

Payment of taxi fares with a credit card used to mean a cumbersome
process in which the driver used a manual imprinter to capture data on
a sales voucher. But in recent years, more automated on-line
processing of card payments at some taxi companies has already
resulted in a significant increase in payment by card. “Credit cards
eliminate the problem in paying the fare in cash when the driver has to
handle big bills and make change. And now with QUICPay, payment is
going to be easier and smoother than ever before,” commented
Masaki. (continued A )
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JCB is using the feedback provided by riders and drivers at the end of
the trial in preparation for the full-scale release of the QUICPay
system in the spring of 2005. The significant reduction of payment
transaction times makes QUICPay suitable for a number of markets
where quick throughput is critical, such as supermarkets and
convenience stores.

Recent advances in JCB product development include the Offica™
corporate solution, as well as projects involving mobile payment
system implementations and biometric authentication. JCB is
continuing to move forward both in international standardization and in
devising innovative solutions targeting specific local market needs,
which will benefit both merchants and consumers.

i-mode is a registered trademark of NTT DoCoMo, Inc. in Japan and other countries.
FeliCa is a contactless IC chip technology developed by Sony Corporation and a
registered trademark of Sony Corporation.

From left: The card reader has a mag-stripe reader on one side, and a
contactless reader on the other for use with NTT DoCoMo’s mobile
wallet handset.

Hong Kong’s AsiaPay Launches }J/Secure™ Program
for Internet Merchants

siaPay (HK) Limited, a leading Asian payment service provider,
Ahas adopted )/Secure™, the JCB payer authentication
program. 20 major AsiaPay client merchants including
Sinomedia Holdings (HK) Ltd and U Domain Web Hosting Co Ltd

began using the J/Secure program for online shopping in August, with an
additional 300 AsiaPay e-commerce client merchants following.

JCB designed the enhanced security of }/Secure to be an important tool
in preventing credit card fraud online to protect its customers and
provide greater confidence in credit card payment on the internet.
J/Secure adds an important secret password identification step to the
traditional online shopping process, verifying the identity of the person
entering the card information. AsiaPay’s merchant server is equipped
with merchant server plug-in software (MPI) compliant with J/Secure
technology, performing the authentication checking for the payment
service provider’s client merchants.

1) Imput card number & expiration dabe

“J/Secure implementation provides a lot of
benefits, as online shopping volume will only
increase with time. We can protect our

growing online payment transactions and "J"JISE[:I'“.E
avoid business losses due to card fraud, and
this certainly gives JCB cardmembers more i

peace of mind when they shop on the . " I -_-.-b
internet”, said Hiroshi Takahashi, Managing . J o | LS
Director of JCB International (Asia) Limited. a

JCB launched the J/Secure program in April p U
2004, and has been implementing it in e-

commerce markets worldwide. AsiaPay’s adoption of the program is
the first in Hong Kong. JCB will continue to promote and deploy

J/Secure providing higher levels of security worldwide, in response to
the current and emerging needs of the global payment market.
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Japan Duty Free 1,000 yen Bonus with JCB

B is offering ajoint campaign with Japan Duty Free shopsin the
aritaand Haneda airports from April 1, 2004 to March 31, 2005.
ustomers presenting a JDF coupon receive 1,000 yen more free

with purchases of at least 8,000 yen with the JCB card.

Customers can get a coupon at the JCB Service Desk in Narita Airport.
The JCB Service Desk provides information on JCB Plazas, campaigns

and other tips to support travelers going abroad.

JCB is

The campaign is designed to
promote carrying the JCB card
abroad, as well encouraging card
sales at the detination location by
promoting card use at the airport.
committed to
differentiating the independent JCB international brand with unique

@ 1000

services and special customer benefits such as this campaign.

The JCB Group

® JCB Co., Ltd.
Head Office

5-1-22 Minami Aoyama, Minato-ku, Tokyo 107-8686

Japan

http://www.jcb-global.com/english

® JCB Card Center

7-5-14 Shimorenjaku, Mitaka-shi, Tokyo 181-8001

Japan

© JCB International Co., Ltd.
5-1-22 Minami Aoyama, Minato-ku, Tokyo 107-8686
Japan
Tel: 81(3) 5778-5483 Fax: 81(3) 5778-8377
http://www.jcbinternational.com

[
Asia/South Pacific

T
Europe

]
North America

® JCB International (Asia) Ltd.
Hong Kong
Tel: 852-2366-8013
Fax: 852-2721-2092

® JCB International (Asia) Ltd.
Korea Branch
Korea
Tel: 82(2)3429-1125
Fax: 82(2)3429-1131

® JCB International Co., Ltd.
Beijing Representative Office
China
Tel: 86(10)6522-7981
Fax: 86 (10)6513-9832

© JCB International Co., Ltd.
Shanghai Representative Office
China
Tel: 86(21)6472-7093
Fax: 86(21)6472-9651

© JCB International Co., Ltd.
Dalian Representative Office
China
Tel: 86(411)8369-3331
Fax: 86(411)8369-4060

® JCB International (Thailand) Co., Ltd.

Thailand
Tel: 66(2)631-1938
Fax: 66(2)631-1935

® JCB International (Oceania) Pty. Ltd.

Sydney, Australia
Tel: 61(2)9247-9100
Fax: 61(2)9235-2403

© JCB International (Oceania) Pty. Ltd.

Gold Coast Branch
Australia

Tel: 61(7)5592-5911
Fax: 61(7)5592-6760

© JCB International (Oceania)Pty. Ltd.

New Zealand Branch
Auckland, New Zealand
Tel: 64-9-912-7640

Fax: 64-9-912-7645

® JCB International (Singapore)Pte. Ltd.

Singapore
Tel: 65-6738-0321

Fax: 65-6738-4239

® JCB International (Taiwan) Co., Ltd.

Taipei, Taiwan
Tel: 886(2)2531-0055
Fax: 886(2)2511-3795

© JCB International Co., Ltd.
Jakarta Representative Office
Indonesia
Tel: 62(21)3193-8104
Fax: 62(21)3193-6846

® JCB International Co., Ltd.
Kuala Lumpur Representative Office
Malaysia
Tel: 60(3)2143-0040
Fax: 60(3)2143-0045

© JCB International Co., Ltd.
Manila Representative Office
Philippines
Tel: 63(2)845-3475
Fax: 63(2)845-3479

® JCB International (Europe) Limited
Dockland Main Office
London, United Kingdom
Tel: 44(20)7512-0588
Fax: 44(20)7512-0587

© JCB International (Europe) Limited
Conduit Office
London, United Kingdom
Tel: 44(20)7499-3000
Fax: 44(20)7409-7072

® JCB International (France) S.A.S
Paris, France
Tel: 33142 44 10 80
Fax: 3314244 10 99

® JCB International (Italy) S.p.A
Rome, Italy
Tel: 39(06)481-4405
Fax: 39(06)482-8876

® JCB International (Deutschland) GmbH
Frankfurt, Germany
Tel: 49(69)292057
Fax: 49(69)283981

© JCB International Co., Ltd.
Madrid Representative Office
Spain
Tel: 34(91)540-0911
Fax: 34(91)559-3171

® JCB International (Austria) GmbH
Wien, Austria
Tel: 43(1)587-7626
Fax: 43(1)587-9938

© JCB International Co., Ltd.
Geneva Representative Office
Switzerland
Tel: 41(22)732-6247
Fax: 41(22)732-6248

® JCB International Co., Ltd.
Amsterdam Branch
Netherlands
Tel: 31(20)575-2540
Fax: 31(20)575-2541

© JCB International Credit Card Co., Ltd.
Head Office, U.S.A
Tel: 1(213)629-8111
Fax: 1(213)629-3745

® JCB International Credit Card Co., Ltd.
Los Angeles Branch, U.S.A
Tel: 1(323)817-6340
Fax: 1(323)817-6349

© JCB International Credit Card Co., Ltd.
Chicago Branch, U.S.A
Tel: 1(312)222-1353
Fax: 1(312)222-1357

® JCB International Credit Card Co., Ltd.
New York Branch, U.S.A
Tel: 1(212)651-8001
Fax: 1(212)651-8027

® JCB International Credit Card Co., Ltd.
Honolulu Branch, U.S.A
Tel: 1(808)971-8111
Fax: 1(808)971-8121

© JCB International Credit Card Co., Ltd.
San Francisco, U.S.A
Tel: 1(415)956-4229
Fax: 1(415)956-4341

® JCB International (Micronesia) Ltd.
Guam, U.S.A
Tel: 1(671)646-0993
Fax: 1(671)646-0994

® JCB International (Canada) Ltd.
Vancouver, Canada
Tel: 1(604)689-8110
Fax: 1(604)689-8101

as of September 2004

JCB Cardmembers

60 (Unit: million)

JCB Annual Sales Volume

60

(Unit: US$ billion)
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Key Sta(tistics

[] Annual Sales Volume: ¥5.69 trillion
(approx. US$ 51.8 billion)*

[] Cardmembers: 53.59 million

[] Merchant Outlets: 12.22 million

[ Countries/territories where JCB is
accepted: 190

*Annual salesvolumeisfor April 2003 thru
March 2004. Figures based on average 2003
exchange rate of 1US$=¥110

as of September 2004)
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