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Introduction to 
Welcomeôs Value Proposition
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WHAT
IS OUR UNDERSTANDING 

OF SOME BANKSô CHALLENGES

?
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Situation - Challenges - Question 

With the arrival of SEPA, banks are now facing the challenge of growing (or 
not growing?) their acquiring activities while developing their card product 
leadership.

Simultaneously, merchants and regulators are questioning the value of 
interchange fees and pushing for fee cuts. Surcharging pressures are 
increasing é

Now, Banks are at a crossroad where they need to urgently re-inject 
tangible value into the payment cards so that merchants see all the benefits 
(compared to the costs) of accepting cards.

What can be done to have merchants perceive the 
payment cards as irresistible ?
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Cardholdersô needs: more rewards and recognition 
anytime, anywhere é but not anyhow!

ñI am really tempted to get a credit card from another 
bank [to get extra rewards], even to switch my current 
account.ò

ñI wish I could get recognition and rewards every time I 
shop around, not just at few outlets.ò

ñI spend a lot on Internet with my credit card but I donôt 
get any rewards from my bank. It seems they ignore what 
I spend on Internet.ò

ñWhether I spend one time or twenty times at the same 
outlet, I always get the same 10% off. I wish I could be 
recognized by the merchant and my bank and treated 
differently.ò

ñI wish I could be rewarded on the total cumulative 
amount I spend at my evereday stores. I am spending a 
lot there!ò
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WHERE
TO LOOK FOR NEW SOLUTIONS

?
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Promotional Marketing is GLOBAL

Retailers use a lot of promotional marketing techniques to acquire 
new customers and reward loyal shoppers (above the line and 
below the line communications).

All around the world, retailers spend a lot of money on similar 
promotional marketing techniques (whether they are in China, 
Pakistan, UK, Brazilé) which are costly and not targeted 
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Co-op Package Mailing,
1 insert: £500

Discount Offer Book,
1 page: £1000
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How Merchants look at their business ?

Attract and excite 
occasional customers

Reward frequent 
customers

Loyalty
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Acquisition
Programme

Window
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True
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1st purchase 2nd purchase n th purchase 9 th purchase

10 th

purchase


