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Disclaimer

This document is proprietary to RocSearch and the information contained herein is confidential. Not without the prior written 

permission from RocSearch, may this document be reproduced, either in whole or in part, or disclosed to others outside your 

firm.

Whilst care and attention has been exercised in the preparation of this document, RocSearch does not accept responsibility 

for any inaccuracy or error or any action taken in reliance on the information contained within. All warranties whether 

expressed or implied by statute, law or otherwise are hereby disclaimed and excluded to the extent permitted at law.

In case of any questions on this document please reply to the sender.



©  RocSearch Limited. All Rights Reserved 
Sample Only

Disguised and Abridged

Client France-based global advertising and communication services company

Background 

and Objective

Our client was helping the end-client, Discover,  in enhancing their brand recall value 

with customers and bringing it on par with larger networks such as Visa and 

MasterCard. To create the optimal communication strategy for Discover, the client 

engaged us to study the following:

• US cards market and the leading companies

• Analysis of the brand and communication strategy followed by Discover vis-à-vis its 

key competitors

Our Approach

Through exhaustive primary and secondary research, we studied the following:

• Business and revenue models, customer behaviour trends and opportunities, 

merchant behaviour and usage trends in the US cards market

• The Discover brand by understanding its market position, customer and business 

focus, performance trends and acceptance strategies

• Discover’s branding activities by understanding the media channels utilised  by the 

brand, customer opinion as well as competitive activity in that area

Our Impact

Our analysis and insights helped the client understand the US cards market, its key 

players, their branding and communication strategies and create an optimal 

communication strategy for the Discover brand

US Cards Industry and the ‘Discover’ brand Analysis
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• The cardholder purchases goods or 

services

• Includes

— “Transactors” - who usually pay off 

their balance each month

— “Revolvers” - carry a balance on 

their credit cards

• Mainly comprises corporate/institutions 

and retail customers

• Sells goods or services

• Has a contract with the acquirer bank 

to accept payment card transactions 

of a particular issuing bank

• Includes sellers such as Home Depot 

and Wal-Mart

• Is the intermediary between the Issuing 

Bank and the Acquiring Bank

• Responsible for network infrastructure, 

authorization, clearing and settlement of 

payments 

• Includes Visa, MasterCard, American 

Express and Discover

Source: RocSearch Analysis

The credit card industry forms a closed loop, with four parties 
serving one consumer transaction

• Establishes relationships with the 

retailers

• Negotiates a merchant discount rate 

with each merchant

• Issues payments to merchant 

• Routes information enabling 

authorisation, billing, and payment to 

merchant

• Comprises of banks such as 

Wachovia, Capital One Financial, J P 

Morgan Chase and Wells Fargo

• Responsible for product development 

and marketing of the card

• Collects payments from cardholders 

• Extends credit to cardholders 

• Distributes cards 

• Finances receivables 

• Authorises transactions 

• Includes players such as Citigroup, 

Bank of America, Discover and 

American Express

Merchant/ 

Point 

of Sale
Consumer

Acquirer 

Bank

Payment 

Nework

Issuer 

Bank

Credit Card 

Industry
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Transaction process model for the credit card industry

Card Network (e.g. Visa/MasterCard/Discover)

Issuing Bank
(e.g. Amex/ Discover)

Acquiring Bank 
(e.g. Amex/Discover)

Merchant

Account Information

Transaction 

Information

Authorisation 

Request

Authorisation 

Request

US$100.0

Authorisation response

If approved, issuing 

bank sends US$98.30 

to card association 

(US$100 less US$1.70 

interchange fee)

Authorisation 

response: If 

approved, card 

association 

sends $98.20 to 

merchant's bank

Merchant 

receives 

US$98.00 (20 

cents paid to 

acquiring bank 

fee)

• Cardholder purchases goods/service from a 

merchant using a credit card

• Data from the transaction (credit card 

information, amount of purchase, merchant 

information) is routed to the Issuing Bank for 

approval through the Acquiring Bank and Card 

network

• The Issuing Bank approves the transaction if the 

cardholder has enough available credit

• The approval is sent back to the merchant 

through the reverse order

• The cardholder signs the receipt

• The merchant sends the transaction to the 

Acquiring Bank who then passes it to the Card 

Network where it is forwarded to the Issuing 

Bank

• The Issuing Bank sends payment to the 

merchant through the Card Network and the 

Acquiring Bank

• The Issuing Bank bills the cardholder for the 

transaction

Flow of Payments in US$100 Credit Card Purchase

In case of debit cards, the only revenue element is the 

merchant discount as there is no credit element Consumer

Source: RocSearch Analysis

Amount Paid to Network = US$0.10

Monthly 

Statement
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US consumers own multiple cards, carry debt  and are now 
using them for even ‘daily needs’ …

• In 20XX, there were over 641 million credit cards in circulation, representing over US$1.5 trillion in 

consumer spending

— According to global credit scoring provider Experian, ~xx% of the US population have over ten credit 

cards

— Average number of credit cards per consumer is 4

— Nearly half (51%) of the US population have at least two credit cards

— Nationally, one in seven consumers (xx.3%) use  xx% percent or more of their available credit

— Consumers who use at least xx% of their available credit carry an average of 6.6 credit cards

— More than xx% young consumers between the ages of 18 and 21 who surf the Web now own a credit 

card

– Sixty five percent of these young consumers applied for credit cards on the Internet

• Only xx% percent did not have a credit card

85% of Americans hold 

a credit card, with most 

using multiple credit 

cards

• Nearly one third (xx%) of all Americans generally pay the entire balance of their credit card bills each month 

(‘Transactors’)

— xx% usually pay the full amount but not always

— About one fifth (xx%) pay as much as they can but usually leave a balance

— Around one in ten Americans will only make the minimum payment

• In 20XX, an average US households credit card debt was nearly $X,X00

• An average American household pays a monthly interest of over US$83, adding up to more than US$90 

billion in interest income for credit card issuers annually

A significant proportion 

of Americans carry 

credit card debt

• Consumer spending approached US$51.0 billion on fast food using their personal credit and debit cards in 

20XX, as compared to US$33.2 billion in 20XX

• A high proportion (xx%) of low and middle-income households with credit card debt reported that medical 

expenses contributed to their current balances

• According to a CreditCards.com survey of X,X04 American adults - nearly 1 in 10 consumers use a 

revolving credit card account if their medical bill exceeds US$1,000

— As healthcare costs are rising, more consumers are using credit cards to meet medical expenses

• With the current economic downturn and soaring prices, consumers are increasingly using their credit cards 

for groceries and gas

Consumers use credit 

cards across a range of 

goods and services

Sources: Experian’s February 20XX National Score Index survey, CardData.com, CardWeb.com, CNNMoney, The Keynote Benchmark
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…resulting in cards (credit and debit), likely to become the 
preferred mode of payment in the US payments industry

Note: *Includes money orders, prepaid cards, EBT cards, Official cheques and Travelers Cheques

Sources: Nilson Research, December 20XX Federal Reserve Payments Study

• Paper (cash and cheques) continues to be the 

dominant form of payment in the US

— The annual number of cheques paid in 20XX is 

estimated to have been X0.6 billion, for a value 

of US$X1.7 trillion

• However, by 20XX, cards are expected to overtake 

paper as the prominent payment medium

— In 20XX, there were 21.7 billion credit card 

payments in 20XX, for a value of US$2.1 trillion 

— Nearly x3.3% of all non-cash payments were 

made using credit cards (2.8% by value)

— Debit purchases were estimated to have 

reached x6.6 billion transactions in 20XX

• The relatively faster growth in debit cards is likely to 

impact the credit card industry

— Nearly 7% consumers who use debit cards 

expect their use of credit cards to decrease over 

the next two years

Total Transaction Volume Share – US Payments 

Industry

Total= XX2.5 billion Total = XX7.3 billion

CAGR: 20XX-XX

x5.1%

x4.1%

x1.2%

x.5%

-x4.3%

x.7%
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The debit card opportunity continues to show high growth -exceeding credit 
card transaction volumes… 

• Debit card payments in the US exceeded credit card payments 

in 20XX

— In 20XX, 27.1% of all non cash payments were made using 

debit cards; while credit cards accounted for 23.3%

– Over 25.3 billion transaction worth nearly US$1.0 trillion 

were made using debit cards 

• Debit card payments grew at a CAGR of x7.5% from 20XX to 

20XX

— PIN debit payments grew at a CAGR of 20.6%; while 

signature grew at 15.8% 

— However,  the increase in signature payments was x.7 

billion; which surpassed PIN debit payments rise of x.0 

billion

• Average value of transaction dropped over 20XX to 20XX

— For signature cards, the payment value fell by x.3% per 

year; and for PIN it decreased by x.9% 

• Signature holds a larger market share than PIN in the US

— Credit card networks of Signature issuers are well 

established

– Merchants accepting credit cards have to accept debit 

cards

— Issuers promote Signature as it is more profitable

– To attract consumers to Signature, issuers impose PIN 

fee or offer better reward programs for Signature 

— However there is a shift towards PIN to help reduce costs 

and for fraud prevention

Note: PIN Debit card - also called online debit card, requires electronic authorisation of every transaction and the debits are reflected in the user’s account immediately 

A Signature debit card - also called offline debit card, does not require electronic authorisation of every transaction and the debits are reflected in the user’s account within 2-3 days 

(processed the same way as a credit card)
Sources: Federal Reserve Bank of Kansas City; The 20XX Federal Reserve Payments Study (Noncash Payment Trends in the United States: 20XX – 20XX)

Market Share for Signature and PIN Debit Cards

Debit Transactions (20XX – 20XX)
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…driven by debit cards meeting the need for convenience 
without the ‘risk’ of debt

• Consumer perceptions about debit cards have become more 

positive 

— According to a survey1, nearly X2% of the respondents make 

over 7 transactions using debit cards in a week

— Majority (X8.1%) used debit cards for “Convenience”

• Use of debit cards is expected to increase further in the coming 

years

— Cash still holds a large share of the payments industry, and 

presents an opportunity to be substituted by debit cards

— Debit cards are favoured by younger consumers

– The survey1 concluded that debit card usage was highest 

(x3.9%) amongst the age group of 18-24 years 

— Increased rewards programs have provided additional 

incentive to consumers

— Higher number of merchants accept debit cards

– Reduction in cost of installing PIN pads has increased 

adoption amongst merchants

— Ease of use of debit for online transactions

– Internet merchants are increasingly accepting signature 

debit cards and some online billers accept PIN debit cards

Note:      (1)Conducted by Federal Reserve Board (Washington)
Sources: Federal Reserve Bank of Kansas City; The 20XX Federal Reserve Payments Study (Noncash Payment Trends in the United States: 20XX – 20XX); Federal Reserve Board 

(Washington)(Consumers’ Use of Debit Cards: Patterns, Preferences, and Price Response )

Debit Card Purchases per week

14.5%

15.0%

12.0%

15.5%
7.5%

11.0%

2.5%

22.0%

< 1 1 2 3 4 5 6 7 or More

According to a survey by Pulse, nearly 20% of the respondents had 

plans to “convert at least some portion of their ATM/PIN-only cards 

to dual-capability (PIN and signature) cards” during 20XX

Drivers for debit card usage

Utility Characteristic Percent of respondents*

Convenience x8.1%

Time x4.1%

Money x1.7%

Tracking x0.2%

Restraint x.8%

Acceptance x.9%

Other x.0%

* Not mutually exclusive, respondents could select over one 

characteristic
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Merchants also show affinity towards debit cards, as they are 
relatively less expensive

Sources: Federal Reserve Bank of Kansas City; Mercator Advisory (Sourced from creditcards.com); ISO&Agent weekly (January 11, 20XX)

• In 20XX, nearly 2 million merchants had technology to 

accept PIN transactions and 6 million accepted signature 

debit cards

• Growth on PIN adoption has been steady, due to increased 

availability of technology and reductions in cost

• Acceptance of signature debit fell in 20XX, after a court 

ruling that allowed merchants to reject a payment option, 

however it gained pace soon after

— Led by competitive pressures and demand for better 

customer service merchants cannot reject payment 

cards

— Many merchants accept signature debit only; rejecting 

would mean not accepting debit cards at all

• Signature debit is cheaper for merchants than credit card 

payment

• However, issuers try to promote signature to earn higher 

transaction fee

• Interchange fee paid by seller for a transaction worth US$ 

100

— Credit card : US$ 1.64

— Signature Debit card : US $ 1.15

— PIN Debit card : US$ 0.60 to 0.65

Merchant acceptance of Debit cards in the US

Debit card Interchange fee (for US$ 50 transaction)
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The credit crunch favours credit card players – as consumers 
are increasing credit card debt and are revolving credit

• Credit card debt in the US has been rising steadily since 20XX

— In November 20XX, the highest ever credit card debt of US$ 790.2 

billion was recorded

• Average credit card debt per bankcard user rose by x.8% in Q108 to 

US$1,694 from Q407

• According to the US Government, ~x.0% of the US credit card industry's 

revenue comes from interest and penalty rates

US is the largest revolving credit(2) card market globally

• Revolving credit in the US has increased over the past five years

— In March 20XX, outstanding revolving credit was US$XX7.2 billion, 

growing at a  rate of x.9% per annum

• According to the Federal Reserve, total revolving credit in the US grew 

by US$XX.0 billion in 20XX.

• High revolving credit is indicative of rising consumer debt

— Due to the housing market slump, homeowners are no longer 

withdrawing home equity to pay off card bills 

— Credit card repayments are being carried forward, leading to 

increasing delinquencies and charge-offs

• However, since the number of consumers who are struggling with 

repayments remains low, revolving credit is still a significant revenue 

generator for issuers

600

650

700

750

800

Mar-01 Mar-02 Mar-03 Mar-04 Mar-05 Mar-06 Mar-07

Note: 1 Real credit card debt is credit card debt adjusted for inflation

2 This is a line of credit where the customer pays a commitment fee and is allowed to use the funds when needed
Sources: American progress – based on figures by Board of Governors, Federal Reserve System, 20XX, Release G.19 Consumer Credit. Washington, DC: Board of Governors, Bureau of 

Economic Analysis, 20XX, National Income and Product Accounts, Washington, DC: Department of Commerce, Transunion, Source: Card Data, CardTrak
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Currently, an estimated 115 million 
US consumers  revolve credit
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…being a penetrated market, card issuers step up incentives 
and rewards to attract customers & increase card usage

• Card issuers are aggressively targeting new customers

— Increasing the length of incentive programmes

— Offering better rates 

— Launching new reward programmes

• The average period of an incentive offer has gone up from 

six months to over a year

• According to a survey, xx% debit card issuers offered a 

rewards programme for a portion of their cardholder base 

and another xx% considered offering one

• Discover was the first issuer to offer cash-back rewards to 

card members, coupling it with a no-fee offering

— It holds xx% market share of household cash rewards

— Citibank, JPMorgan Chase and Amex follow with xx%, 

xx%, and xx%, respectively

Sources: KBW Analyst Report June 20XX, Market Platform Dynamics, PULSE’s 20XX Debit Issuer Study
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However, rising costs of reward programmes prove to be a challenge for card issuers

• Issuers spend nearly xx% of merchant fees on the rewards programmes

— In 20XX, Discover’s rewards costs amounted to US$787.2 million, up from US$659.3 million in 20XX.

• Additionally, issuers have to bear the cost as more consumers redeem awards or take advantage of loyalty programmes

— Large issuers have seen costs doubling over the past five years and representing almost xx% of net revenues
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Issuers are developing green benefits for the “environmentally 
sensitive” while redesigning rewards programmes… 

Sources: Smartmoney.com, US News Dec 20XX, CardTrak.com 

Issuers 

economising 

offers by 

redesigning 

rewards

• As more consumers use credit cards in supermarkets, drug stores and gas stations — the popular 

categories for bonus rewards, credit card issuers have stopped offering such programmes

— In 20XX, AmEx eliminated the double points for everyday purchases on its charge cards

— Citibank scaled back some of its most popular cards, including the Dividend Platinum Select Card 

from x% cash back to x% 

• Since the consumer has got accustomed to using credit cards at supermarkets or gas stations, credit 

card companies are moving to other marketplaces 

— While scaling back its rewards for everyday spending, Amex also introduced the online Bonus Mall 

where card holders get double or triple bonus points for online purchases

“To be sure, says David Robertson, publisher of the Nilson Report, rewards programmes are so successful in 

attracting and retaining customers that they're not going anywhere. "What's going to happen is they're going to 

be fine-tuned," he says.

Responding to 

eco-sensitive 

consumers  

• According to a survey xx% of US adults wanted to make a “green” resolution in 20XX

• This works well for card issuers who are introducing cards with “green” benefits like donating to a 

renewable-energy cause or buying a solar battery charger

— In July 20XX, GE introduced “The Earth Rewards card” 

– GE will invest 1% of consumer purchases made with the card in carbon offset projects

— Bank of America launched the “Brighter Planet VISA” card in November 20XX that allows 

cardholders to earn one “EarthSmart” point for every US$1 spent on purchases

• Issuers are also encouraging consumers to sign-up for online statements, in lieu of statements by mail

"Credit card issuers are saying, 'How can we appeal to new segments?' " says Kelly Hlavinka of Colloquy, a 

marketing firm that studies rewards programs. "If travel rewards are not so popular now, maybe philanthropic 

and environmental things are more appealing."
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To stay profitable, issuers are increasing fees, introducing more 
fixed rate offers and managing fraud more efficiently

Note: 1 CVV/CVC number is a security code embedded in the magnetic strip of a plastic payment card used against counterfeiting when at the point of sale or at an ATM
Sources: USA Today – May 20XX, Charlotte Observer April 20XX, Synovate Research, Smartmoney.com, US News Dec 20XX, CardTrak.com 

Fees and rates on 

the rise

• US card issuers have started increasing transfer fees and are reducing credit limits

• Also raised the number of high-fee cards in circulation by heightening incentives and rewards to 

encourage cardholders to pay for purchases by credit card rather than cash or cheque

— Bank of America, JPMorgan Chase, HSBC and Capital One have raised fees and interest rates for 

some credit card customers

• Issuers are promoting fixed rates, in anticipation of further reductions in the Prime Rate

— The Federal reserve has cut interest rates to x.25% from x.25% in 20XX

— Nearly two-fifths (xx%) offers received by US households in October 20XX promoted fixed 

Single/Go-to Annual Percentage Rate’s (APR), as compared to only xx% in Q307

— Average Single/Go-to APR for fixed rate offers dropped to 10.6% from 11.0% over the same time 

period

— Discover has adopted this strategy by mailing offers that are now almost exclusively fixed

– Introduced an x.99% fixed rate offer in October while Chase and Bank of America mailings 

continued to promote fixed rates as low as x.99%

Promoting Fixed 

Rates 

• Debit card issuers are developing new strategies to address the risks of using PIN and signature debit

— Industry losses due to debit card fraud – including both signature and PIN based – increased xx% 

from US$ XX6.0 million in 20XX to US$ XX2.0 million in 20XX.

— Issuers are now using CVV/CVC(1) (Card Verification Value/code) checking, fraud detecting neural 

networks and international transaction blocks

Increasing Efforts 

Against Debit 

Card Fraud
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Industry cuts back on direct mailers, while trying to minimise
bad debt and target high revenue generating “risky” households

• Led by the economic down-turn, credit card issuers have 

reduced the volume of their direct mailers

— Issuers are limiting direct marketing to consumers to save 

expenses and reduce exposure to bad debts

– Companies that target sub-prime customers have been 

the first to reduce mailing activity 

— During Q407, US households received X,X85.7 million, 

down xx% from X,X01.6 million received during Q406 

• Total mail volume was X.2 billion in 20XX, a drop of nearly 

10% from x.8 billion in 20XX

• Card issuers that reduced mailers the most were Washington 

Mutual (-xx%), Citibank (-xx%) and Discover (-xx%)

• Inspite of the drop, the majority of high risk households receive 

an average 6.4 new credit card offers every month

• Issuers are targeting high risk households (who use over xx% 

of their available credit) looking for increased revenues 

through revolving credit and delinquencies 

— During Q307, about XXX million of the total card offers 

mailed were targeted at high risk households

"Subprime customers are struggling financially, and issuers are cutting 

back on acquisition in an effort to limit their exposure to further bad debts. 

Also, for cash strapped issuers such as Citibank, it represents a cost 

cutting exercise," said Andrew Davidson, Vice President of Competitive 

Tracking Services for Synovate's Financial Services Group.
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Discover Industry Total

Mail Volume Y-o-Y % change

Company
Q4 07 % Mail Volume 

Loss/Gain vs. Q406

Q407 % Mail Volume 

Loss/Gain vs. Q306

- + - +

Chase X2 X4

American Express X7 X9

Capital One X8 X3

Bank of America 7 X9

HSBC X4 X5

Discover X0 X5

Citibank X2 X2

WaMu X3 X7

Sources: Synovate Research Feb 20XX, Mintel Comperemedia- Credit Suisse Analyst Report June 20XX
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However, challenges remain – regulatory changes, putting in 
cheques for fair practices

Sources: 20XX Federal Reserve Payments Study, Washington post – May 20XX

Regulations to 

protect consumers

• The US senate is considering a bill that could have a major impact on the credit card industry

• The proposed legislation would cap interchange fees- which has been a primary source of 

revenues for credit card companies

• The Federal Reserve is proposing that card companies disclose terms and conditions clearly 

to customers

— Is also reviewing practices like charging interest on debt that has been repaid and 

assessing late fees when consumers are not given reasonable time to make a payment

• Is also in the process of issuing guidelines for credit card companies around payment 

allocation

— Plan to restrict card issuers from applying different interest rates different balances on one 

card, to maximise the consumers' finance charges

— Give consumers the right to opt out of overdraft protection on their deposit accounts

“Accepting plastic is a retailer’s choice; some merchants choose to accept credit cards as payment, while 

others do not,” said Research Associate Ryan Radia. “Interchange fees, along with the costs of handling 

cash, are one of many factors that retailers consider in selecting payment options for customers. Unless 

Congress wants to turn a thriving marketplace into a dysfunctional one, lawmakers would be wise to reject 

Conyers-Cannon price controls.”
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The youth say no to credit cards - seeking fair practices and 
better expense management

Source:  Survey by the U.S. Public Interest Research Group (1)  published in the Insider Higher Ed in March 20XX

Students ask for 

lesser marketing 

on campuses

• A survey(1), of more than X,X00 students at 40 campuses in 14 states, found students asking for limiting credit 

card marketing on campuses

— About 74% students want credit card companies to curtail their marketing practices and establish monthly 

limits on how much the students can charge

• About three-quarters (xx%) said they had stopped at a table to either apply or consider applying for a credit card 

– with the best strategy for getting students to stop being free gifts (T-shirts, Frisbees, food, etc.)

— As such, the possibility of banning free gifts got lesser votes from students than all the other restrictions on 

campus marketing practices proposed

• Students expressed a need to restrict access only to promotions for cards with fair terms and conditions, and 

opposed colleges’ sharing or selling student contact information

• Currently, a majority (xx%) of students have a credit card, with 55% of them using it for meeting everyday needs 

and school supplies and xx% have their parents paying the charges for them

“Banks are marketing aggressively through a variety of channels. They’re calling students on the phone, they’re mailing to students, and they’re 

using a combination of on-campus and off-campus tables where they give away products, ranging from offers for sandwiches, offers of food and 

pizza, all the way up to iPod shuffles,” said Edmund Mierzwinski, consumer programme director for US PIRG

Youth staying 

away from Credit 

Cards, in favor of 

Debit Cards

• Credit card ownership for 18-to-24-year-olds has been dropping over the past five years

— In 20XX, about half of that age group had a credit card, in 20XX, only x0% did

• Debit cards appear to be replacing them - About x5% of full-time students at four-year colleges have debit cards, 

versus x0% a decade ago

— Credit cards have declined, from 38% holding credit cards in 20XX versus 56% in 19XX.

• Average credit card balances are declining - about 35% of full-time undergraduates carry a balance on their credit 

cards and the average monthly balance is US$559.0, down xx% from US$625.0 in 20XX
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New business models in the online category threaten credit card 
transaction volumes

Source:  Deloitte Report on “Is the retail payments industry headed for disruption,” CreditCards.com 

Threat from online 

search-to-

purchase players

• Search-to-purchase companies like Google, MSN and Yahoo, which offer a seamless link to a payment 

gateway like Google Checkpoint, are quickly gaining a strong foothold in the consumer market and 

thus retail payments

• Search is the largest component of the online industry - xx% of online shopping intentions begin with a 

search

• Search-to-purchase companies have an edge over credit card companies

— Control more than xx% of the online market

— Earn higher profits - earn from merchant advertising fee, rather than on transactions

– Merchants are willing to pay 7-9% for delivery of a sale vs. 2% for processing

– Larger companies modify their systems to deliver the closed sale and earn high-margins

– In turn, using higher margins to subsidise both the consumer and merchant to drive more 

search-based advertising

— For example, Google has implemented a merchant loyalty programme

– As search-based sales increase through Google Checkout, the merchant earns free Google 

search-ad credits that in turn drive more sales

Fear of losing 

volume to new 

online systems

• Microsoft is planning an online payment system which would allow companies to take small payments 

(micro-payments)

— The system will allow retailers to charge customers a dollar or less each month using only a click –

without owing the interchange fee to the issuer

— Merchants will be able to charge for services that are currently offered free, such as newspaper 

articles or information retrieval

Merchants are also 

willing to pay more for 

the convenience, 

equating increased 

costs with having a 

commission-based 

salesperson working 

24/7 throughout the 

year

Long-term, Google's potentially mammoth transaction volume could turn the interchange game around, as well. By 

throwing its weight around as the Wal-Mart of online payment vehicles, Google would have the ability to dictate 

interchange terms or play favourites with preferred payment partners- US Banker
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Citigroup 

14%

American 

Express

11%

Capital One 

8%

Bank of 

America 

19%

Discover 

6%

Wells Fargo 

3%

Washington 

Mutual

3%

HSBC 

4%

US Bancorp 

2%

Others

11%

JPMorgan 

Chase 

19%

Market Share – Credit Card Network 20XX

Visa
xx.x%

MasterCard
xx.x%

American 
Express
xx.x%

Discover
x.x%

JCB
x.x%

Diners Club
0.4%

Market Share – Credit Card Issuers 20XX

Total receivables 

outstanding: US$ 

X.9 trillion

Total Volume: US$ X.9 

trillion

• The US market for payment cards is highly concentrated with Visa and MasterCard holding nearly xx% market share

• The top 10 credit card issuers control approximately xx% of the credit card market 

• Rapid consolidation and market saturation in the US (response rates to new customer acquisition activity are at record lows) has

driven fierce competition and the search for new acquisition channels

• Focus on consumer offers is increasing because of high penetration of the industry

— Players are increasing their promotional spend as evidenced by credit card issuers offering low rates for longer periods of time

• The internet is proving to be a highly successful channel for customer acquisition

— Discover’s internet acquisitions have grown to xx%

Source:  Visa Prospectus 20XX, Credit Suisse Analyst Report June 20XX

Discover is a small player in both the networks and the issuers 
segments of the fiercely competitive US credit card market
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• Discover has the lowest spend per credit card among 

peers, making its cards less attractive to merchants and 

third-party card issuers

— To increase merchant acceptance, Discover has been 

offering lower discount rates which are the costs borne 

by merchants 

— However, this has resulted in a weaker rewards 

programme on its proprietary card

• Only x% of total general purpose cards in the US are from 

Discover

• Only ~xx% of Discover's accounts are active, while xx% of 

the top-10 Visa/MasterCard issuers and xx% of Amex are 

active users

• The merchant coverage for Discover is significantly lower 

than MasterCard and Visa proving to be a disadvantage

"Discover's merchant network is already larger than American 

Express' in the US, and is projected to reach xx% parity with Visa 

and MasterCard's US networks by 20XX.“ – Nilson Report 20XX
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American express focuses on the niche affluent segment – this 
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Discover charges the lowest merchant discount rate of the four 

major networks - Merchant fee paid to accept American Express 

and Discover was estimated to be ~2.4% and 1.8%, respectively in 

20XX.
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Source:  The Nilson Report, KBW Analyst report June 20XX

Discover targets the mass market…however due to limited 
merchant acceptance has a lower spend per card
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Though Discover’s revenue is increasing steadily…its market 
share has declined
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Revenue* & Margin Growth

CAGR

9.0%

• Discover’s revenue increased at a CAGR of 9% during 

20XX-20XX, as the company’s loan balances** (and 

transaction volumes) grew very little over this period

• Discover’s spend per card is lower than its peers

• Management attributes both of these shortcomings to 

lower merchant acceptance, which in turn drives less 

frequent/lower customer usage

• The company is now pursuing a strategy of expanding 

the acceptance of its card by merchants in the US 

through the use of external merchant acquiring 

companies such as First Data and Total System 

Services

― This would not only assist in current card members 

using their cards more, but also help in new 

customer acquisition and receivables growth

• However, the introduction of merchant acquirers eats 

into the company's revenue margin on volumes from 

small and mid-size merchants

― But the management is hoping that volume growth 

(and potentially receivables growth) should offset 

and outpace those pressures

• Discover’s net interest margin declined substantially in 

20XX as the company faced pressure related to higher 

funding costs as an independent entity

• The gap between Discover and its competitors is widening

— Discover’s share of all cards outstanding came down 

from 9% in 19XX to 6% in 20XX

— Discover was the third largest issuer (based on 

outstanding) in 19XX, while it came down to the sixth 

position in 20XX

— In 19XX, Discover had x4.4 million active accounts, in 

20XX it had x9.6 million

Notes:    * Interest revenue, **Loans primarily include customer outstanding on credit cards, on which Discover earns interest income
Source:  Discover 10k 20XX, Credit Suisse analyst report, Fox-Pitt, Kelton Group analyst report
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…with a majority of the revenue coming from the US credit and 
debit card business

Revenue* Breakup (US$ Billion)

XX%
XX% XX%

XX%
X% X%

X% X% X%

80%

100%

2005 2006 2007

U.S. Card Third-Party
Payments

International
Card

• In the US, Discover has traditionally operated a 

“closed loop” credit card business similar to 

American Express

― Recently, as a result of the DOJ litigation and 

as a strategy, the company has begun to 

employ third-party acquirers to build its 

merchant acceptance

• Discover was the first major credit card issuer to 

offer card members cash-back rewards for 

spending, and it coupled that with a no-fee offering

― In 20XX, Discover had xx% share of household 

cash rewards

• Discover’s Third-Party segment has grown by xx% 

CAGR in the last two years, but

― Banks have less incentive to issue Discover 

cards given the lower discount/acceptance rate, 

and

― While the debit card business and EFT network 

is performing well, Pulse has a relatively small 

market share (about xx% according to The 

Nilson Report)

• In February 20XX, Discover sold its U.K. credit card 

business, which represents substantially all of the 

International Card segment, to Barclay’s Bank

• Discover’s US Card segment issues Discover cards to 

individuals and small businesses on the Discover Network, 

and also includes other consumer products and services 

businesses, such as prepaid and other consumer lending 

products, through the Discover Bank

• The company’s processing business has two components -

PULSE Network and third-party issuance over the Discover 

network

• Discover’s international business, which was largely U.K. 

based, was primarily an issuing business with transactions 

processed over the Visa or MasterCard networks

Notes:    *Includes interest and non-interest income on managed basis
Source:  Discover 10k 20XX, Credit Suisse analyst report, Fox-Pitt, Kelton Group analyst report

7.6 8.5 9.2Total = 
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The revenue split across interest and non-interest income has 
remained more or less constant

Interest vs. Non-Interest Income

xx% xx% xx%

xx% xx% xx%

0%

20%

40%

60%

80%

100%

2005 2006 2007

Interest income Non-Interest Income

• Discover’s interest vs. non-interest income

proportion has remained largely unchanged 

over the last three years

• With the company's new strategy of using 

third-party acquirers, some of the non-

interest income is likely to be affected in 

terms of merchant fees

― But this is expected to be more than 

offset by the positive network effects 

(spending, response, credit, etc.) that 

should accrue with increased merchant 

acceptance

• In 20XX, non-interest income is likely to be 

driven by a 4% expected growth in credit 

card transaction volume and a 3 bps* 

increase in fee income margin

• The company is expected to continue facing 

net interest margin pressure due to higher 

funding costs

Notes:    *Bps: Basis points
Source:  Discover 10k 20XX, Credit Suisse analyst report, Fox-Pitt, Kelton Group analyst report

• Interest Income primarily includes interest on consumer 

loans (credit card outstandings), but also includes interest 

on commercial loans, federal funds sold, commercial paper, 

investment securities, deposits in other banks and other 

interest income

• Non-interest income includes securitisation income, loan 

fee income, discount and interchange revenue, insurance, 

merchant fees, transaction processing revenue and other 

income
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Discover’s focus is on enhancing card usage while also 
growing merchant acceptance and increasing its network

Vision

To be the most rewarding 

relationship consumers and 

businesses have with a financial 

services company

Mission

To help people spend smarter, 

manage debt better and save 

more so they achieve a brighter 

financial future

Increase the number of merchants 

accepting Discover cards

• Expanding merchant acceptance 

among small and mid-size 

merchants

• Entered into agreements with third-

party acquirers and processors to 

sign new and service existing small 

and mid-size merchants for 

acceptance of Discover Network 

cards

• Enhanced network internationally: 

Acquired Diner’s Club from 

Citigroup in April 20XX.

— Will take advantage of Diners 

Club's issuer network and 

loyalty programmes, including 

access to about 100 airport 

lounges 

Increase usage of the Discover 

card by card members

• Including making it their primary 

card, and thereby increase revenue 

from transaction and service fees 

and managed receivables

• Broader product portfolio: by 

entering the debit market with the 

acquisition of the PULSE Network 

in January 20XX.

Source:  Discover 10k, 20XX; Business Travel News; Visa SEC 10K , 20XX

By Focusing on 4 strategies

• Brand

• Customer Satisfaction

• Rewards

• Acceptance
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Discover is signing third-party merchant acquirers to drive 
acceptance which will also lead to enhanced card usage

20XX 20XX 20XX 20XX 20XX

Internal Systems/Operations

Sign 3rd Party Acquirers

Implementation

Third-Party Acquirer Timeline

Improve Acceptance

Improve 

Perception on 

acceptance

Drive Cardmember

Usage

• Acquiring relationships

• Third-Party issuers

• Point-of-sale signage

• Marketing and advertising

• Primary card

• Higher spend and balance

New Model Benefits

Source:  Discover investor presentation
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While taking on third-party acquirers means lower margins for 
Discover…

Three Party Model

Merchant US$98.50

Discover US$1.50

Total US$100.00

Three Party Model with 

Merchant Acquirer

Merchant US$98.50

Acquirer Fee US$0.50

Discover US$1.00

Total US$100.00

Discover 

Cardmember
Merchant

Merchant Acquirer
Discover Network/ 

Discover Bank

Cardmember makes payment at 

merchant accepting Discover

Cardmember makes 

payment to Discover

Discover bills Cardmember 

for amount of transaction
Discover reimburses 

Acquirer for amount of 

transaction less acquirer 

interchange fee

Indirect Merchant

Acquirer reimburses 

Merchant for amount 

of transaction less 

discount fee
Merchant 

submits 

transaction 

to Acquirer

Merchant submits 

transaction to 

Discover

Acquirer submits 

transaction to 

Discover

Direct Merchant

Discover reimburses 

Merchant for amount 

of transaction less 

discount fee

Source:  Discover 10k 20XX, Keefe, Bruyette & Woods analyst report

Sample 3rd party acquirers signed
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…the strategy provides increased merchant acceptance  

• As of March 20XX, Discover claimed to have the 3rd largest US 

merchant network

― In 20XX, Discover cards were accepted at 4.4 million merchant 

locations in US, while MasterCard and VISA were accepted at 6.6 

million and 6.7 million US locations, respectively

― It claims to cover all the large merchants accepting 

VISA/MasterCard

― Discover is targeting small- and mid-sized merchants by 

integrating with other merchant processors so that they can easily 

accept Discover with no operational changes

– In September 20XX, Discover signed a deal with Wells Fargo 

Merchant Services and Chase Paymentech Solutions, gaining 

access to over XXX,000 merchants

• Discover has direct relationship with the merchant and receives 

discount and fee revenue directly from merchants 

― This allows Discover to retain the entire discount revenue from, 

and capitalise on joint marketing programmes

― Since Discover directly interacts with Merchants, they find it easier 

to bargain with Discover over the merchant fee

• In 20XX, Discover filed an antitrust lawsuit against VISA and 

MasterCard, when the two companies prevented member banks from 

offering rival credit cards

― In October 20XX, the US Department of Justice declined to 

consider the appeal by Visa and MasterCard allowing Discover to 

offer its service to other financial institutions

Merchant Acceptance
% of Visa/MasterCard Merchants

Large Merchants Small Merchants

~XXX%

~XX%

3rd party 

acquirer 

opportunity

Q1'07 Q1'08

New Outlets

XXX% 

increase

Source:  Cards & Payments, Discover investor presentation
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…Moving towards an ‘optimal acceptance model’ allowing 
them to own larger relationships

Optimal Merchant Acceptance Model

Retained Merchants Outsourced Merchants

Relationship • Direct • Indirect through acquirers

Mix (target)
• ~xx% of volume

• ~xx% of outlets

• ~xx% of volume

• ~xx% of outlets

Revenue
• Merchant discount

• Merchant fees

• Interchange

• Acquirer assessments

Expenses • Network and acquiring • Network

Advantages

• Joint marketing opportunities

• Direct relationships and scale provide 

efficiencies

• Leverage acquirer scale and 

coverage

• Economics similar to Visa and 

MasterCard

Source:  Discover investor presentation
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Innovative and proactive customer strategies result in low card 
member attrition and longer customer relationships

X.X%

X.X%
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Cardmember Attrition

XX%
XX%

XX%
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XX% XX%
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Portfolio Tenure

>5 Years

Cardmember Retention Strategies

• Helps members to manage their accounts with 

― User-friendly features like free online and telephone 

payments and balance paydown calculators

― Clear disclosures and statements 

• Personalisation - Contacts customers showing financial stress, 

to offer assistance through customised account management

• Allows members to pick a payment date that is most convenient 

for them

• Provides an additional day, after the stated payment due date, 

to ensure that payments are promptly credited and late fees are 

not charged

…leading to

• The percentage of Discover card members, with delinquent 

payments, declining by xx% during 20XX-20XX

• Attrition rate is less than half the industry average

• A very small percentage of Discover card members pay interest 

rates at the maximum interest rate

― Three out of four Discover accounts received a reduction in 

interest rates over the past year

Source:  Discover 10k 20XX, Credit Suisse analyst report, Fox-Pitt, Kelton Group analyst report
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…leading to better fiscal performance – Delinquencies and 
Net Charge Offs down from the high in 20XX

X.XX%

X.XX% X.XX%

X.XX%
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6%
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30+ Day Delinquencies

X.XX%

X.XX%

X.XX%

X.XX%

0%

2%

4%

6%

8%

2004 2005 2006 2007

Net Charge Offs

• During 20XX to 20XX, Discover rapidly grew its 

loan portfolio (roughly xx% growth), resulting in a 

spike in its delinquency and charge off rates

― Both delinquency and charge off rates almost 

reached 7% during 20XX-20XX

• The company has seen a substantial decline in 

delinquencies and credit costs after 20XX.

― Now its managed delinquency and charge-off 

rate compares favorably with peers

• The solid credit performance is largely due to 

management's efforts to move up-market and 

controlled growth

• This strong performance can be attributed to:

― Underwriting changes made to fix previous 

underwriting issues

― Benefits of changes made to the bankruptcy 

laws in late 20XX

• Discover is expected to be more or less immune 

from any spillover from the subprime crisis 

because it has a mostly prime quality portfolio

― Its subprime exposure is less than X.5% of total 

managed receivables

Source:  Discover 10k 20XX, Company website, Credit Suisse analyst report, Fox-Pitt, Kelton Group analyst report
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SWOT analysis (1/2)

Strengths

• Direct relationships with merchants unlike Visa and MasterCard who maintain relations through merchant acquirers only

— Enabling it to retain the entire discount revenue from the merchants

— Better brand recall through joint marketing activities 

• High customer satisfaction and loyalty  

— Ranked No. 1 in customer loyalty for 11 consecutive years by Brand Keys Customer Loyalty Engagement Index report

– Discover offers strong cash rewards programmes and tools that help members to mange their finances better

— Discover cardmember attrition rate is x.5% as compared to the industry average of x.1%1

— On an average, Discover cardholder remain with the company for 8.6 years as compared to the industry average of 6.2 years

• Discover’s delinquency and charge-off rates are rising at a slower rate than the industry

— For the period Q107 - Q407, Discover’s ‘managed charge-off rate’ has remained less than x%

— Amex rate increased from less than x% in Q107 to over x% by Q407, Capital One rate moved from x% in Q107 to x% in Q407

— It minimises the risk by using trade line and credit bureau data to assign best suited APRs, fees and terms for different products and members

Weaknesses

• Company has relatively lesser number of outlets and general purpose cards as compared to its competitors

— In 20XX, Discover cards were accepted at 4.4 million merchant locations in US, while MasterCard and VISA were accepted at 6.6 million and 

6.7 million US locations, respectively

— Only x% of total general purpose cards (57.1 million cards) in the US are Discover cards as against xx% for MasterCard and xx% for VISA

• Primarily a domestic player, Discover has recently started expanding its footprint in the international market 

— In April 20XX, entered in an agreement to acquire the network of Diner’s Club providing it access to the Asian and European market 

— Visa-branded cards are accepted in over 170 countries 

• Discover cards have the lowest spend per credit card, making them less attractive to merchants

— In 20XX, spend per credit card for Discover was US$ X,X00 as compared to VISA (US$X,X00) and MasterCard (US$ X,X00)

– Lesser number of merchants accepting Discover card as compared to its competitors

– Weaker reward programme as compared to peers due to low discount rate offered to merchants

• Company has a low merchant penetration in the ‘Small Merchant’ space 

— As of March 20XX, only 85% of VISA/MasterCard small merchants accepted Discover cards, compared to 100% of large merchants

• Relatively lesser number of active accounts  

— Only ~xx% of Discover's accounts are active, in comparison to xx% for top ten issuers of Visa/MasterCard

Notes: (1)Excluding Discover Financial Services and American Express 
Source:    The Nilson Report, KBW Analyst report June 20XX, Investor Presentation, 20XX, SEC Filing 10K – 20XX, Cards & Payments, November 20XX, VISA, 

Interview with Sarah Alter, VP E-commerce, Discover
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SWOT analysis (2/2)

Opportunities

• Debit card market is growing with debit card payments exceeding credit card payments in 20XX

— In 20XX, xx.1% of all non cash payments were made using debit cards; while credit cards accounted for xx.3%

— Discover has recently entered the market and is well poised to capture a larger market share in the growing segment

• Expand its product portfolio (from the current offerings of 2 cards) in the Small and Medium Business segment

— Attract business cardholders and migrating cardholders who use personal cards to pay for business expenses

— Over xx% of small business owners use credit cards for business expenses, of these, 60% use personal cards

• Enter the health care card market to meet its growing demand

— In 20XX, national spending for out-of-pocket health care costs was US$ 251 billion, this is expected to rise to US$ 317 billion by 20XX

— Visa introduced an health credit card in October 20XX

• Tapping the potential in the emerging markets for credit card category; an opportunity provided by the Diner’s Club acquisition

— Credit card business is expected to grow by almost xx% in 20XX-XX

Threats

• Online payments growth leading to emergence of competitive business models  

— Search-to-purchase companies have opened their own payment gateway such as Google CheckPoint

— Threat from new online systems which allow transaction of low value goods/services

– Microsoft is planning an online payment system which would allow companies to take small payments

• Higher acquisition and retention cost due to increased spending on reward programmes

— Due to the reward programmes, costs have doubled over the last five years and now represent xx% of net revenues of large issuers

— Rewards cost for Discover increased to US$XX7.2 million in 20XX from US$XX9.3 million in 20XX 

• Consolidation among financial institutions is further increasing their bargaining power

— In 20XX,  Bank of America acquired MBNA, making it  USA's largest credit card issuer; In 20XX and 20XX, Capital One bought New York bank 

North Fork and the Louisiana-based Hibernia Bank

— Due to the mergers and consolidations, the top six card companies now carry about xx% of all outstanding credit card debt

Source: Deloitte Report on Is the retail payments industry headed for disruption, CreditCards.com, Nexis - Washington post; May 20XX, Nilson Research, 
December 20XX Federal Reserve Payments Study, Experian’s February 20XX National Score Index survey, CardData.com, CardWeb.com, 
Euromonitor
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Overview of two banking affiliates - Discover Bank and Bank of 
New Castle

Discover Financial Services (DFS) has two banking affiliates in the US: Discover Bank and Bank of New Castle

• The company issues US Discover Cards through Discover Bank. The bank also offers other consumer lending and deposit 

products

• Bank of New Castle activities are primarily limited to credit card operations 

• Operating since 19XX, as Greenwood Trust Company in 

Greenwood, Delaware

― In 20XX, joined DFS and became Discover Bank

• Issues Discover Cards – branded credit card over the 

‘Discover Network’

• Offers several consumer financial products and services 

such as home loans, student loans, personal loans, 

checking accounts, certificates of deposit and money 

market accounts

― Does not offer commercial loans

― Discover Bank accounts are insured by Federal Deposit 

Insurance Corporation (FDIC) up to applicable limits

• Consistently ranked high in safety and quality 

― In 20XX, Bankrate.com awarded Discover Bank a 4-star 

Safe & Sound rating

― In Q407, ranked among Bankrate.com's Top Tier for 

consistently high yields

• Bank of New Castle is a limited purpose credit card bank

― Discover is not subjected to ongoing holding company 

regulations and is not regulated as a bank holding 

company, as activities of Bank of New Castle are limited 

to credit card operations

• Insured by Federal Deposit Insurance Corporation

• Has not paid any dividend since 20XX

― Current banking regulations exempt a bank from paying 

dividends if such a payment would leave the bank 

inadequately capitalised

― On November 30, 20XX, met all applicable 

requirements to be deemed “well-capitalised”

Discover Bank Bank of New Castle

Source:  Discover 10k 20XX
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Quotes from C-Suite executives

Executive comments

• "Sustained cardholder loyalty is a direct reflection of Discover Card's progress over the years of building on its already powerful cash 

rewards programmes, on-line account management, customer service and fraud protection….“………. Margo Georgiadis, executive 

vice president and chief marketing officer (May 20XX)

• "We expect this (Diners Club) acquisition to significantly improve our competitive position by giving us global reach and accelerating 

growth in our payments network revenues……We look forward to working with international licensees to leverage the synergies 

between our companies to create greater opportunities for our cardholders, merchants and issuers as we continue to invest in the

Diners Club brand."”..………David Nelms, CEO (Apr 20XX)

• “Acceptance is a big focus of Discover. All the large  MasterCard / VISA accepting merchants in the country also accept 

Discover….But there is an opportunity with the smallest merchants in this country to have them also accept Discover. And that's 

where our new strategy, to have Discover distributed through all third-party acquirers in the country, comes to be. ”..………David 

Nelms, CEO (Jan 20XX)

• "Discover has a clear strategy to leverage its unique strengths and integrated business model to continue growing its card issuing 

business and realise the substantial opportunities in the fast-growing payments business…..The spin-off puts us in an even better 

position to execute on that strategy. We now have a highly qualified board of directors complementing a strong existing management 

team, as well as an enhanced ability to capitalise on opportunities in the rapidly changing marketplace. ”..………David Nelms, CEO 

(Jul 20XX)

Source:  Discover press releases
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Analyst Perspectives

Analyst Comments

• “Discover is the fourth-largest network, sixth-largest card issuer 

and owns the nation’s third-largest debit network.  Discover’s 

network is the low-cost provider to networks, and its cardholder 

base sports attractive demographics, but it lacks penetration 

among midsized and smaller merchants. Management is focused 

on growing its merchant penetration and consumer spend and 

volume”..………Fox-Pitt, Kelton (Aug 20XX)

• “Discover has made limited traction in the U.S. payments 

industry, having captured mid-single-digit market share of total 

credit card volume. We believe this is a key concern among 

bears. However, we believe the spin-off should provide a well-

deserved reinvigoration both for management and from a capital 

infusion standpoint”..……….…Keefe, Bruyette & Woods (Jun 

20XX)

• “Given that Discover has a lower merchant discount than either 

the bankcards or American Express, it could be disadvantaged as 

it works to grow its third-party business. However, the company’s 

lower cost structure compared with that of the other networks 

could help offset this disadvantage”………..…Credit Suisse (Jun 

20XX)

• “Unlike its bigger rivals Visa and MasterCard, Discover actually 

makes loans to its credit card holders. A slowdown in the U.S. 

economy, the firm’s core market, is likely to increase 

delinquencies and depress results going forward. Consensus 

EPS estimates for the quarter ending May and for fiscal year 

20XX currently stand at $0.32 and $1.40, respectively”…………. 

Ativo Research (Mar 20XX)

Analyst Recommendations for Discover

xx% xx% xx%

xx% xx%
xx%

xx%
xx% xx%
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Number of 

Analysts 12 12 11

• In the recent months, analyst confidence in Discover stocks has dipped 

with most recommending investors to ‘Hold’ the stock

— During February 20XX, 3 out of 12 analysts recommended 

investors to ‘Buy’ Discover stocks however in May only x% (1 out 

of 11) analysts had ‘Buy’ rating

— Also, ‘Sell’ rating has declined showing that analyst expect 

Discover’s stocks to recover in coming months

Source:  Analyst Report (Fox-Put, Kelton; Keefe, Bruyette & Woods; Credit Suisse; Ativo Research); MarketWatch
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Key Executives

Name Designation Background

David W. Nelms • CEO and 

Director

• During 1998 to 2004, he was President and Chief Operating Officer

• Prior to joining Discover, he worked at MBNA America Bank for 8 years, most recently as a Vice Chairman

• Holds a Bachelor’s degree in Mechanical Engineering from the University of Florida and an MBA from 

Harvard Business School 

Roger C. 

Hochschild

• President and 

COO

• Served at this position since 2004. He has also served as Executive Vice President, Chief Marketing 

Officer from 1998 to 2001

• Prior to Discover, he was Executive VP and Chief Administrative and Chief Strategic Officer of Discover’s 

former parent company, Morgan Stanley

• Holds a Bachelor’s in Economics from Georgetown University and an MBA from Dartmouth College 

Roy A. Guthrie • Executive Vice 

President & 

CFO

• Has held this position since 2005

• Prior to joining Discover, he was CEO of CitiFinancial International, the consumer finance business of 

Citigroup  

• He also served as CFO of Associates First Capital Corporation and was also a member of company’s 

board 

• Holds a Bachelor’s in Economics from Hanover College and an MBA from Drake University

Mary Margaret 

Hastings

• Executive Vice 

President & 

CMO 

• Has held this position since 2004

• Previously worked with McKinsey & Company, where she led the marketing and retail practices and also 

co-founded and led the customer acquisition and management and retail practices

• Holds a Bachelor’s in Economics from Harvard-Radcliffe Colleges and an MBA from Harvard Business 

School

Sarah Alter • Vice President 

(e-Business)

• Leads e-Business team, which drives strategic planning and operations supporting the web and email 

channels

• Previously, she worked with Staples for 10 years mainly handling the retail, catalogue and Internet 

departments and also led marketing, creative branding and sales force management

• Holds a Bachelor’s in economics from Northwestern University and an MBA from Harvard University

Source:  Discover (Company Website); OneSource; 
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While Visa is the leader among all card networks, Discover was 
at the bottom on the IPSOS brand health index…a clear 
opportunity to enhance media effectiveness

10 25 50 75 100 125 150 200 225175 250 275
NORM
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• Visa ranks higher than all the card networks in terms of brand health* thereby giving it a an edge over its competitors

• Discover lies below the norm of 100 on the brand health index, even though when it ranks highest in the customer 

satisfaction

— Indicating that the challenge for Discover lies more in attracting and acquiring consumers than in retaining them

IPSOS Brand Health Index

Note:      *Brand Health measured on three parameters: Brand Equity Perceptions, Consumer Involvement with the category, and Price/Value perceptions
Source:  Wachovia Analyst Report- April 20XX - IPSOS
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…especially as the Discover brand has the highest overall 
customer satisfaction amongst issuers resulting in high brand 
loyalty…

• In May 20XX, Discover Card was ranked No. 1 in customer loyalty among leading credit card brands (Visa, American Express and MasterCard) 
by the 20XX Brand Keys Customer Loyalty Engagement Index report

— Discover has been winning in the credit card category for 11 years consecutively  

— The engagement index included ranking on parameters like ‘Rewards and Services’; ‘Fees and Flexibility’; ‘Ease and Speed of Interactions’; 
and ‘Protection and Precision’ 

20XX Brand Keys Customer Loyalty Award

• In 20XX, Discover scored 728 points out of a possible 1,000 and  was 

ranked second amongst the top 10 credit card issuers

— Brands were measured on five key factors; Benefits and features;  

Rewards; Billing and payment process; Fees and rates and 

Problem resolution 

— Tied at the first place with Amex for overall customer satisfaction 

— Discover ranked no. 1 in the Rewards category

• Rewards were the most important consideration while selecting a credit 

card 

— Most popular rewards programme was the ‘airline miles’

• Even though, Discover ranked higher in the overall customer 

satisfaction, only xx% of Discover customers reported that their card 

was accepted everywhere they want to use it, in comparison to xx% of 

Visa and MasterCard

20XX J.D. Power Credit Card Selection Index

XXX XXX
XXX XX XX XX XX XX XX

XXX

‘Airline rewards’ could be a tactical communication 

opportunity – which is currently being leveraged by Amex

Sources:  Brand Keys, Payment News, May 20XX, JD Power, October 20XX
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Currently TV is the most dominant media with competitors 
focusing on enhancing consumer understanding of financial 
planning…
Brand Target Segments

• Affluent 

Consumers

• Online 

Consumers

• Affluent 

Consumers

• Mass 

Consumers

• B2B consumer

• Affluent and 

Mass 

Consumers

• Network TV

• Magazine

• Network TV

• Network TV

• Network TV

Dominant Media by 

Spending

Marketing Focus

• Educating consumers 

about fraud and financial 

planning

• Providing advice and 

guidance on simplifying 

and managing life

• Specifying benefits of 

their cards

• Driving behaviour by 

demonstrating importance 

of a credit card in one’s 

life

• Mass 

Consumers

• Online 

Consumers

Ad Spend

• US$223 million* 

(20XX)

• US$519 million* 

(20XX)

• US$417 million 

(20XX)

• US$341 million 

(20XX)

Note:         * Excluding Online
Sources:   RocSearch Analysis, Advertising Age, iMedia Brand Summit Discover Presentation, Nielsen Monitor-Plus
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… the online medium is gaining importance with its ability to 
enhance brand perceptions …
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Post Experience Pre Experience

Brand Perception Pre and Post Website Experience

• Consumer’s brand perception changed positively after the website experience across brands

— Discover’s brand perception improved by XX percentage point post the website experience while Amex’s perception improved by XX%

“The biggest change is that we just introduced live chat to our application process. We realised that, when a prospective cardholder is online with us, it’s such a 

depersonalised experience. If the prospect has questions or concerns, to be able to give that potential cardholder access to one of our great customer reps is a 

very key thing — it helps personalise the experience” -Sarah Alter, VP of E-Business, Discover Card

Source:  Keynote Customer Experience Rankings, Credit Card Prospects, Wave 4 - December 20XX
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Attracting and retaining consumers by offering rewards 
and planning tools… leveraging multiple media channels

• Announced ‘Holiday Mall Promotion’ in October 20XX, which gave customers US$X0 back for every US$X00 

spent at limited mall locations

• Launched an eGift Card, a prepaid, stored value card that can be used for purchases online or over the phone

Promotions in sync 

with seasonality of 

credit spends

• Integrated media campaigns leveraging the ‘life stages’ themes across print and  online

— Campaigns focused on offering content and ideas that are relevant to consumers real life situations instead 

of a more ‘blatant’ brand promotion of ‘Discover’

Focus on ‘life stages’  

warranting credit

Rewards in high spend 

categories

• Increased focus on direct marketing, direct mail and multimedia (internet), than on traditional media such as 

television, radio and telemarketing

— Direct mail proved to be the most effective with xx% of the new accounts being generated from this in 20XX

— Launched an online shopping service in May 20XX linking cardholders to retailers offering merchandise 

discounts, free shipping and Discover cash-back bonus

— Launched ‘Discover Edge’ an online platform that provides advice that cardholders can use to manage their 

personal finances

Shift from traditional 

mediums to internet

• Reintroduced schemes that provided opportunities for members to accelerate their rewards earnings

— Offered more rewards in high spend categories ‘that change 4 times a year’ such as gas, travel, home, 

apparel, restaurants and movies 

— Focused on customers who use credit in many different categories

• Launched member-specific financial tools to help consumers better manage their credit 

— ‘Paydown Planner’ presents information such as ‘time period needed to pay down a balance’ 

— ‘Purchase Planner’ provides data related to ‘the effect of large purchases on the account’

Launching 

personalised financial 

tools for cardholders

“With Discover, there’s one broad value proposition- be a part of the Discover programme and we give you cash 

back. It’s less about people choosing a particular card, and more about giving validation that the prospect should go 

with Discover instead of another issuer.” - Christopher Musto, GM, Keynote

Sources:   Factiva: American Banker May 20XX, Business Wire February 20XX, Company Press Release, DFS 10K, iMedia Brand Summit Presentation February 20XX, Internet Retailer-
May 20XX, Interview with Sarah Alter, VP Ecommerce Discover

x0% and x0% of Discover’s customers are acquired through direct mail and internet respectively
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Debit Cards are an increasingly important opportunity, 
where Discover is targeting individuals and small 
businesses while also passing incentives to merchants 

• Launched Discover debit cards in February 20XX to enter the market dominated by Visa and MasterCard

— Marketing communication was targeted both at the consumers and the merchants

– Offered consumers attractive features such as 

– Zero liability in case of fraud

– Non complicated pricing and billing rules

– Better security

– Were the first network who dropped the “no surcharge1” rule levied on merchants while processing transactions to motivate the merchants 

to accept Discover Card

Offered unique benefits to consumers and merchants through their Debit Cards

"The launch of Discover Debit builds on this with a new, uncomplicated approach to signature debit that provides convenience and broad acceptance to cardholders 

as well as security and competitive programme features to financial institutions.“- David W. Nelms, CEO, Discover

• In April 20XX Discover Debit entered into alliances with 8 issuing banks, predominantly in Texas 

— Increase its reach to consumers

— Strengthen its debit card network

Increasing its network through partnership with banks

“Discover Debit would empower his account holders with convenient access to their funds and security practices that are among the best in the industry, giving the 

bank and its customers peace of mind”- Scott Heitkamp, President and CEO,  ValueBank Texas 

• Launched 2 separate debit cards – ‘The Discover Debit Consumer Card’ and ‘Discover Debit Business Card’ 

— Offered small business specific benefits like access to human resources consultants and an attorney on call

Targeting individuals and small business customers 

Note:        (1) The "No Surcharge" rule prevents merchants from passing the costs of card transactions on to consumers via tacking on extra fees. Merchants have to pay higher 
"interchange" fees when processing card transactions, and end up making less money than when customers pay cash

Sources:   Consumer Affairs- February 20XX, Payment News- April 20XX, Company Website
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Positioning themselves as a company that is “on the 
consumers’ side”… with a shift from tangible benefits to 
emotional ones…

TV spot for the “What If” campaign shows 

pairs of orange-and-silver scissors arriving on 

city streets, marching into offices, visiting 

stores, walking up to people in parks to cut up 

their bad credit cards so that they can be 

replaced with “good” cards of Discover. 

Campaign developed in collaboration with The 

Martin Agency. Agency selected in April 20XX

Advertisement Communication / Positioning Sound Bites

“Destined to become a milestone 

in the 'What Were They Thinking?' 

hall of fame ... the ad is a brand 

disaster for Discover. And we 

thought running with scissors was 

dangerous!“- Blogger at Thirdway 

Brand Trainers blog

20XX 20XX

“It Pays to 

Discover”
"What if?" 

• Aimed at communicating how 

the company rewards its 

cardholders

• Launched new card- ‘Discover 

2GO Card’

— Compact card in a 

protective case attachable 

to a key chain or a belt

• Initiated a new ‘Cashback

Bonus’ reward programme

— Gave awards on every 

purchase made and 

provided options on its 

utilisation

• Used television and print 

• Positioned themselves as a 

company that cares about 

consumers needs

• Focusing brand 

communication on being a 

customer friendly credit card  -

thereby encouraging 

consumers to use the card in 

most of their purchases

• Launched a website-

www.discovercard.com/whatif

- communicating its ongoing 

commitment to be the kind of 

card company that consumers 

would want

• Integrated media campaign 

leveraging TV, print and 

online 

"Our proprietary award 

programme, innovative new 

card, unique merchant 

relationships, and exclusive 

sponsorships offer our 

Cardmembers valuable 

privileges, which we are 

promoting through a variety of 

marketing initiatives”- Ashoke 

Dutt, Executive VP, Marketing 

“Consumers want change. They are 

looking for a card that provides 

meaningful rewards, easy-to-use 

features that put them in control, 

and one that is backed by 

responsive customer service. We 

are aiming at delivering more of 

what consumers are looking for.”-

Margo Georgiadis, Executive VP & 

CMO

Ads from the 

“What If” 

Campaign

“Scissors Ad- seemed someone at 

an ad agency got inside my head 

and picked a nightmare and 

decided to make a credit card 

commercial based on it”- Bob 

Sassone, Editor, Professor 

Barnhardt's Journal, a Web 

magazine

Sources:  Business Wire-June 20XX, Company Press Release- August 20XX, New York Times- September 20XX 
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Leveraging retail execution and sports sponsorship to build 
a stronger emotional connect with consumers

Creative Execution

• Set up a winter lounge in Macy’s court on the lower level in 20XX inviting consumers to

— Redeem the receipts of the purchases made in participating malls for rewards

— Buy Discover Gift Card for hard-to-shop-for family members and friends 

— Decorate snowflakes for Make-A-Wish Foundation 

— Get a picture clicked in the life-sized snow globe

— Relax in cozy seating area with fireplaces

20XX- AFL Sponsorship- Ad featuring Chicago Rush Player • Entered into 3 year sponsorship arrangement with AFL* in 20XX

— Aimed at positioning themselves as a company that takes the fans closer to the 

players

— Under the 20XX campaign, Discover card holders were given bright orange Discover 

Card T-shirt and an opportunity to go on the field to kick a field goal and a chance to 

win tickets to Arena Bowl

— In 20XX, launched a TV campaign supporting its AFL & Team Chicago Rush 

sponsorship 

— Campaign features Chicago Rush players and their fans in team and player activities

– Ad titled “Whirlpool” shows DL Demetrios Walker trying to relax in the hot tub, 

while a fan in the pool tries to compare injuries with him

• Became the official partner for 20XX WNBA All-Star Game. Sponsorship activation 

involved

— Listing as the Official credit card for the event

— Logo to appear on the WNBA All-Star jersey

— First 300 fans showing or applying for the Discover Cards were given access to the 

“WNBA All-Star Discover Card Fan Lounge, complimentary food and a chance to 

meet their favorite player

“The 20XX campaign is about how fan-friendly our league is, how accessible the league is. We’re 

absolutely thrilled, because it is showcasing our players for the first time.” - Julie Loeger, Senior 

VP, Brand & Product Management, Discover Card 

Retail execution 

initiatives

Note:       * American Football League 
Sources:  Northbook Court Website, iMedia Brand Summit Presentation Feb 20XX, YouTube, Sports Business Daily February 20XX, WNBA Press Release July 20XX
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As a brand, Discover has stressed on understanding life 
stages and supporting consumers in tackling them…

Focusing on 4 life stages in the consumers life where situations for the need of credit typically arises and providing 

solutions to the issues and concerns specific to each life stage

A critical stage of life which changes the spending pattern and approach towards lifeGetting a job

This translates into new beginnings in an individual’s life and wedding expenses are likely to translate into a need 

for credit 
Getting married

As family grows in size and increase in income, there arises a need for home improvement and renovation. To 

fund small home improvement projects for the consumers 
Renovating a house

The new member in the family demands attention from the parents as well as results in increase in expenditureHaving a baby

Using “Life” as a theme in their contextual marketing campaigns which ran parallel to the “life stage” campaigns. The “Life” campaigns are focused 

towards themes on

• Simplifying Life

• Managing money and managing life

Sources:  iMedia Brand Summit Discover Presentation, RocSearch Analysis
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By developing relevant content providing guidance on life 
stages… as a substitute to traditional advertising 

Getting Married

• Launched a campaign in collaboration with ‘Parents’ magazine in the US in 20XX

• Campaign was aimed at getting parents to buy Discover Card 

• Signed up as a sponsor of ‘Parents TV’

• Placed a soft sell campaign in Parents magazine and on its website by taking a gentle and patient 

approach towards financial advice and credit card applications

• Magazine features Discover sponsored time-management tips to create “together time” with kids

• Launched a microsite on ‘Parents’ Web site highlighting “It Moms” and the slogan- “Get it 

together!” 

— Videos offers tips to teach their children and to do simple household tasks

– In one of the videos, a stylish blond mother instructs her toddler to write to her 

grandmother. The card the kid writes has a Discover logo and can be downloaded from 

the Web site
We’re trying to align the brand with content partners that are going after the same consumers. 

Parents gives advice and tools on how to be a better parent, and Discover gives tools on how 

to manage money. It rolls off on our brand”- Mark Hosbein, Senior VP, Brand Management & 

Advertising, Discover

Campaign created by the media agency Starcom 

USA of Chicago

Partnership with Glam 

Media

• Launched rollover popup ads on wedding planning and tips websites to

— Engage the ‘to be married’ couples by providing information on

– Honeymoon options

– Beauty enhancing tricks

– Personal loans to finance the honeymoon or the wedding

• Entered into a partnership with Glam Media to provide content within the clickable area 

of glam.com centered around 4 life stages

— Provided Discover sponsored web content on ‘secrets of enjoying your own 

wedding’ Glam Media website

— Also ran banner ads titled “How will you celebrate?” showing a dancing couple

– Gave options of dance forms such as Rock, Latin and Hip Hop

Rollover Popup Ads 

on Wedding 

Information in 

association with 

Vibrant Media

Having a Baby

Sources:  New York Times- December 20XX, iMedia Brand Summit Discover Presentation February 20XX



©  RocSearch Limited. All Rights Reserved 
Sample Only

Disguised and Abridged

… targeting specific media partners in line with the 
relevant life stage content 

• Extended the experience of the brand by 

— Sponsoring home ownership related editorials and articles on website such 

as Glam.com and AOL

— Placing Discover ads on home improvement section of the websites such 

as consumeraffairs.com and boston.com highlighting

– The benefits offered by Discover Cards

– Need to indulge in home extension projects as an addition to family 

means additions to home

“We are focusing on empowering 

the brand experience by positioning 

ourselves as a solution provider in 

the lives of the people. Our 

Homeownership ads offer nesting 

tips to the homeowners provides 

advice on family and home 

extension, indicating that we are 

there to help the consumer 

whenever they need us”- Mark 

Hosbein, SVP Brand Management & 

Advertising, Discover

Home Ownership/Improvement

Sources:  iMedia Brand Summit Discover Presentation
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Forming partnerships with information websites to offer 
tools that “simplify” and help “manage” as well as “plan” 
life 

• Launched ‘Simplify your life’ campaign in partnership with AOL which focused 

on all the life stages 

• Partnership involved

— Providing related content at one place

— Permanent ad placement on the Living channel

— Discover ad and logo on the home page of AOL

Partnership with AOL 

“Simplify Your Life” 

Campaign

“Manage you life, 

Manage your money” 

Campaign on 

realsimple 

rewards.com

• Offered a personalised tool to consumers to manage their money and life. 

— Provided consumers access to financial advice and tools such as

– Worksheets

– Interactive message boards

– Custom videos of consumer stories on achieving financial control

— Enabled consumers to do budgeting of their finances

• The campaign ran both on offline and online platform

Sources:  iMedia Brand Summit Discover Presentation
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Engaging consumers through focused products, social 
media and celebrity endorsements

Developing and 

launching focused 

products for specific 

segments

• Launched a co-branded credit card with Delta Air Lines for US consumers and small businesses in 20XX that

— Met the needs of its affluent customers who demand distinctive services and experiences

— Allowed access to priority boarding lane and frequent traveler security line and 24X7 concierge services

• Initiated an online travel community in 20XX, exclusively for cardholders to share their travel experiences 

— Emphasised the value of Amex membership and being a part of the cardholder community

— Encouraged conversation by employing editors to introduce new topics for discussion and responding to 

member’s questions

• Provided live access to Mercedes-Benz Fashion Week 20XX in New York by launched an online fashion 

network

— Targeted the fashion conscious Amex customers, allowing them to watch insider-interviews and live video 

throughout the event  

— Made available designer’s and industry insider’s insights and personal views exclusively for the members

Leveraging social 

media to engage 

customers and build 

communities 

• Engaged celebrities to promote its cards to customers

— Fashion designer, Diane Von Furstenberg, joined the "Are you a Cardmember?" campaign in 20XX, 

featuring extraordinary members telling their stories and explaining ‘what it means to be a cardmember’

– Roped in Diane, as she is considered to be an icon in the fashion industry and women get inspired by her

— Comedian Ellen DeGeneres and actor Robert DeNiro starred in advertising campaign of 20XX

Celebrity 

endorsements to 

drive customer 

acquisition

Sources:  CNN, Company Press Release
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With a shift from passive reinforcement of the ‘exclusivity’ 
of card membership to a more active call for encouraging 
enrolment

Advertisement Communication / Positioning Sound Bites

The “My life” campaign really 

wasn’t working”- Robert K. 

Passikoff, President, Brand 

Keys, A Research Company

“My Life My Card (Deniro) by far 

my favorite commercial...”-

Blogger

20XX 20XX

“My Life, My 

Card”

“Are you a 

Cardmember”

• Hired celebrities from all 

walks of life to endorse that 

‘achievers of all types 

choose American Express’

• Highlighted each endorser’s 

snapshot of life and 

achievements 

• Aimed at redefining their 

relationship with affluent 

people by stressing on the 

commitment made by Amex 

to every cardholder

• Leveraged TV and online

— Launched 

www.mylifemycard.com, 

featuring the lives of the 

celebs from their own 

viewpoint

• Driving consumer loyalty by 

showcasing the benefits of 

Amex cards even though it 

comes for a fee

• Motivating customers by 

offering 

— Point reimbursement for 

buying airline tickets

— In-store promotional 

offers: ‘Spring Fling Card’ 

that enabled consumers 

to gain ‘something extra’ 

on the purchases made

• Differentiating Amex by 

promoting its dispute 

resolution service by 

engaging John McEnroe

— The ad showed him 

apologizing to a 19XX 

U.S. Open umpire for his 

bad behaviour - inspired 

by Amex services

“Though its a commercial. It is 

avant garde art. Mixture of Robert 

DeNiro, direction by Martin 

Scorese, & music by Philip Grass 

make this a memorable piece. 

Though it is promoting Amex, you 

can still appreciate it as a short 

film”- Blogger on ‘My Life’ ad

“The ‘My life. My card.’ campaign 

portrays an emotional and practical 

connection. By revealing snapshots of 

the lives of these incredible individuals, 

we demonstrate our belief that our 

Cardmembers are exceptional people no 

matter where they live or what they do.” -

John Hayes, CMO, Amex

Ad from the “My 

Life, My Card” 

Global Campaign 

featuring Robert 

DeNiro

Ad from the “Are you a 

Cardmember” Global 

Campaign featuring 

Shaun White

“The new campaign offers 

‘more of a call to action’,” 

John Hayes, CMO, Amex, 

New York

“A Nice ad”- Blogger on the 

Shaun White ad

Sources:  Company Press Release- November 20XX, YouTube, New York Times- April 20XX, Mental Shavings- September 20XX 
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The marketing thrust is on enhancing awareness of Visa 
as a replacement for cash…

Targeting sports 

enthusiasts 

• Offered prizes to fans across countries who engaged into conversation with Rugby ‘legends’ through its online 

Rugby World Cup (RWC) debate website 

— ‘Legends’ featured in Visa merchant and cardholder promotions and advertisements

— Renewed its decade-long Rugby World Cup partnership in November 20XX and became the official 

worldwide partner and official payment service of RWC 20XX 

• Launched a money management video game with an aim to improve financial management skills of Kentucky 

teenagers 

— Distributed free copies of the video game to high schools and public library in Kentucky

— Roped in former University of Kentucky Quarterback Andre Woodson to share his personal experiences on  

money management on the launch

Targeting teenagers 

to enhance their 

financial skills

"The flagship version of Game Of Life has been updated many times since its launch in 19XX to ensure 

that it matches modern-day life..When we started to design a completely new edition of the popular 

game, we knew it was also time to reflect the way people choose to pay and be paid - and replacing 

cash with Visa was an obvious choice.” Matt Collins, VP, Marketing, Hasbro

• Replaced cash with Visa-branded card in Hasbro's ‘Game Of Life’ board game 

— Provided financial literacy enhancement within the game to educate children of proper money management

— Integration aimed to illustrate consumer preference to pay with Visa for everyday purchase as well as once-

in-a-lifetime experiences

Positioning Visa as a 

natural replacement 

for cash

Focused campaign to 

educate consumers 

on fraud

• Initiated a campaign focused on educating card holders about fraud and identity theft

— Released television and magazine ads highlighting steps to be taken when account data is missing

— Promoted protection measures such a ‘zero-liability’ policy for fraudulent charges

— Featured athletes personifying concepts related to protection and safeguard in the ads

— Attempted to ease card holders’ fears by offering solutions if card information is lost or stolen

Sources:  Company Press Release, New York Times
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Enhancing the brand association with the Olympics while 
reinforcing its high acceptance 

Creative Execution

• Launched the “Go World” campaign with the back drop of Olympics since Visa has been an Olympics 

partner for more than the past 20 years. 

— Evokes the emotions and memories of unforgettable moments in Olympic history

— Captures the iconic moments by using ‘sepia’ background

— Focuses on achievements of athletes and their human spirit

— Features current Olympic and Paralympics athletes and Olympic legends

— Encourages fans to submit inspiring Olympic stories and gives them an opportunity to feature on 

the “Go World” microsite 

— Includes TV commercials, print and online advertisements along with a microsite

• Initiated a ‘Visa Signature Card’ campaign to 

— Position itself as participant in the affluent credit card market

— Increase awareness about its premium range of cards to existing and new consumers

— Target the Amex consumers while retaining focus on the mass market consumers

— Provide a check list of “things to do while you’re alive’ through its ad

– Highlighted luxurious and commonplace indulgences, like a week-long spa vacation, attending 

exclusive events like the Tony Awards ceremony

– Used print and online medium as affluent consumers spend little time watching TV

20XX- “Go 

World” US 

Campaign

“The Olympic Games begin and end with the athletes – a fact that we at Visa have emphasised and 

celebrated during our 20-plus year partnership with the Games,”- Antonio Lucio, CMO, Visa Inc

20XX- “Things to do 

while you’re alive” 

campaign for Visa 

Signature Card

• Changed its 20 year old theme "It's Everywhere You Want to Be,'' to “Life Takes Visa” to

— Form an emotional connect by reinforcing its promise to provide innovative offerings that can be 

used anytime, anywhere 

— Communicate that Visa is the most accepted payment method worldwide

• Ads showed common people and depicting cards as a substitute of cash and the theme ‘Money 

shouldn’t slow you down’

– Ad shows customers and a variety of lunch theme items flying in coordination. Each transaction 

ends with a swipe of a Visa Check Card paying for the meal. When one man pays cash,  the 

‘lunch machine’ crashes to a halt. Food and drinks go flying. Music stops and the man gives cash 

sheepishly. The cashier and other customer give him the ‘evil eye’

• Supported the theme change with commercials across TV, billboards, magazine, traffic lights and high 

traffic websites

20XX- “Life Takes Visa 

Campaign

Sources:  Company Website, US Olympic Team Website, New York Times- February 20XX, Creditcards.com, YouTube, San Francisco Chronicle- February 20XX
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• Sponsored promotional programmes at selected merchant locations to increase credit card usage

— Provided performance incentives to merchants for the increased use of MasterCard

• Launched and marketed affinity card programmes and co-branded cards bearing the logos or other insignia of 

issuers and marketing partners

Strengthening merchant relationships and leveraging 
multiple interactive media options to differentiate itself   

Utilizing multiple 

non-traditional media 

to differentiate 

themselves

• Focusing on different media options in a bid to differentiate from competitors and engage customers. In 20XX, 

— Partnered with Fox to sponsor a series of 26 mobisodes, which were distributed on mobile phones 

— Featured four times via two visible card shots in an ABC family movie

— Collaborated for a two-minute film made available on mobile, video on demand, Google maps and podcast

— Sponsored stories of "Lost" characters on the Web

Enhancing merchant 

relationships

• Sponsored diverse events aimed at multiple target audiences

— Targeted affluent customers by sponsoring golf events such as the Arnold Palmer Invitational and PGA Tour 

— Sponsored Major League Baseball and the majority of its professional teams along with individual National 

Football League teams 

— Sponsored entertainment properties such as Jazz at Lincoln Center in New York, Soundstage and the Brit 

Awards to gain access to music artists and live performances

— Secured an exclusive marketing, advertising and promotional rights to Universal’s theme Parks, resorts, 

theatrical and home entertainment releases and associated characters

Leveraging 

sponsorships to 

build brand 

associations

Specific 

communication on 

fraud to merchant 

partners

• Focused advertising campaign toward business-to-business community (merchants) in 20XX

— Used ads that appeared like articles encouraging merchants to protect customer information

— Stressed on the responsibility of merchants to protect consumer data 

— Promoted online seminars for merchants that explain security policies 

— Featured in print media only i.e. magazines, newspapers and trade publications 

Sources:  SEC Filling 10K 20XX, Nexis: US Banker, Company Press Release, New York Times
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Launching targeted advertising campaigns for distinct 
consumer and merchant audiences

Creative Execution

• Launched a consumer targeted campaign in 19XX which 

runs till date with the tag line “There are somethings that 

money can’t buy, for everything else there is MasterCard”

• Positioned MasterCard as the best mode of payment for 

“everything that matters” 

• Initiated a user generated content campaign in March 

20XX inviting consumers to be the advertising copywriter 

in its "Priceless" campaign requiring them to fill in the 

missing phrases

• Launched a campaign for its World MasterCard in May 

20XX aimed at increasing their brand preference and 

awareness among the affluent consumer segment.

— Focused on the flexible purchasing power available 

with the card

— Communicated the message that "For everything else, 

there's World MasterCard Card, the card that won't 

hold you back" 

— Changed the flow of purchases that lead to priceless 

moment to a priceless moment leading to a series of 

related purchases 

— Ran on TV, print and company’s Priceless website

• Announced a B2B “Heart of Commerce” campaign 

targeting customers, acquirers, issuers and merchants in 

September 20XX 

— Reflect their new corporate positioning by showcasing 

the strategic capabilities MasterCard offers

• In 20XX, MasterCard launched an advertisement during 

the credit crunch period aimed at encouraging consumer 

to use MasterCard to increase their spending power

20XX- Ad 

launched during 

the Credit 

Crunch

20XX- B2B Heat 

of Commerce 

Campaign 

tagline- “A piece 

of plastic that 

lives in your 

wallet”

Sound Bites

“The MasterCard ad was a really 

dumb idea. There’s lots of bad 

ads out there. They don’t get 

made “because they work”, they 

get made because advertising 

firms know more about selling 

their own services, than they know 

about selling their client’s 

products- Blogger on the credit 

crunch ad

The kind of commercial - possibly 

the ONLY commercial - that 

touches me emotionally. The 

commercial is titled "Great Lady 

Golfer", and shows the 

transformation of a woman from 

normal girl into golf addict. You 

can SEE the determination on her 

face. You can SEE the exact 

moment when she falls in love. 

Her tongue in her cheek, a sparkle 

in her eye, her jaw firmly set - she 

falls in love.  This commercial 

spoke to me. It made me want 

that feeling”- Blogger 

commenting on World 

MasterCard campaign for 

affluent people

"This campaign cuts through the clutter of typical 

corporate advertising, bringing to life what 

differentiates MasterCard Worldwide from the 

competition," Lawrence Flanagan, CMO, MasterCard 

Worldwide

Sources:  Company Website, USA Today- March 20XX, Business Wire- September 20XX, Payment News- May 20XX
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