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Viseca Card Services SA
Switzerland’s leading credit card issuer

1,087’000 cards issued

23,9% of all issued cards

Credit Card Branding

Partner Banks

Co-branding

Neutral

Source: Aduno-Gruppe, Semester Report 2009
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Credit Card Business

Schemes

IssuerAcquirer

CustomerMerchant
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How Does The Issuer 
Earn Money?

Annual fees

Transaction fees

Interest

How Does The Issuer 
Lose Money?

Cardholder default

Fraud

Our gain is merely a 
percentage of a customer’s 
transactions!

A dollar saved is a dollar earned!
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How To Influence These Components?
Income

More customers

Higher Loyalty

More transactions

Loss

Cardholder default

Fraud

Marketing Risk and Fraud Analysis

Analytics, Mining
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Analytics and the Group Strategy 

Low Medium High

Significance for Aduno Group

High

Medium

Low

Significance for our Partners
(Banks etc.)

Positioning: Rising impact of Data Intelligence (D.I.) to future corporate success

Source: Unternehmensstrategie ADUNO-Gruppe 2009-2013 (Draft version 0.92)
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Teams
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DBM Working Groups
DBM Action Group
• Marketing Management (CMO, Head Campaign Mgt.)
• Head Analytics and DBM-dedicated Analysts
• Biweekly meetings to discuss DBM-Strategy

Analysts & Campaign Managers:
• Analysts & Campaign Managers
• Ad-hoc Meetings for Campaign Planning and Result 

Discussion 
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DBM Learning Loop

Communication 
Opportunity

Execution

Campaign 
DesignEvaluation

Idea
Pre-counts
Statistical Analysis

Definition Business Objective: e.g. Spend Stimulation
Definition Target Group: e.g. Customers in a particular bonus program

• Offering & Channel Definition : e.g. Mailing 
offering more bonus points
• Response Definition: e.g. Customer must 
respond to profit from offer
• Test Design: e.g. Double or Triple points?
• Target group optimization: who is most likely to 
respond? Steer by means of scoring model
• Control Groups for performance management

Customized customer contact Response Capture

Analysis
-Impact: was there one?
-Profitability: was the impact 
profitable?
-Insight: how did this come about? 
What did we learn from the tests?
-Learning/Recommendation: next 
time… 

Knowledge
Base
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Predictive Modeling
Standardized Process
• Define Business Question: who will most likely 

churn, respond, purchase etc. ?
• Extract target group (e.g. Responders & Non-

Responders) from past data
• Enrich with past data from analytical data mart: 

20 Minutes for O(1000 Variables)
• Model in SAS Enterprise Miner
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How do we do this?
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1. Experiment. Test & Learn:

Markus Schöberl: Tests im Direkt-marketing
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Example: Test & Learn in Direct Marketing
Stimulate spending of customers in a loyalty program

Test design: 
• Round 1: Random Selection to test different offers

3x Points

Lottery 10‘000 Points

2x Points

Lottery 10‘000 Points

3x Points

Lottery Monthly Revenue

2x Points

Lottery Monthly Revenue

More generous offer 
Higher costs

More emotional offer
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Example: Test & Learn in Direct Marketing
Actionable Learning Round 1: 
• Customers prefer less generous offer and they tend to favor 

emotional (points) to rational (cash-back) offer (differences are 
statistically significant)

• Choose one offer for the next round 

3x Points

Lottery 10‘000 Points

2x Points

Lottery 10‘000 Points

3x Points

Lottery Monthly Revenue

2x Points

Lottery Monthly Revenue

More generous offer 
Higher costs

More emotional offer

Best Response

12.7%

11.8%

9.6%

10.0%
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Example: Test & Learn in Direct Marketing
Round 2: 
• Optimize Selection
• Test 2 Mail Layouts

More costly layout

More costly layout

Higher expected 
response

16.2%

15.3%

27.2%

25.3%

Round 2 Actionable 
Learnings: 
• Scoring model works
• More costly layout 

does not increase 
response rate. 
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2. Analyze, measure:
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Impact measurement in Direct Marketing
Campaign Evaluation by means of control groups

Mail GroupControl Group

Conclusion without control 
group:

Campaign has a good 
conversion rate for a very 
profitable product
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Impact measurement in Direct Marketing
Campaign Evaluation by means of control groups

Mail GroupControl Group

Conclusion without control 
group:

Campaign has a good 
conversion rate for a very 
profitable product

Conclusion with control group:

Campaign has no impact in 
selling product

Actionable Learning:

• Don‘t do it like this again

• Conceive a new idea to test
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Time (Weeks)  

KPI: Generated 
Customer Profit 
stimulated from card 
usage

Campaign Start

Difference exceeds 
campaign costs

Cumulative Profit Mailing Group

Cumulative Profit Control Group

DBM Economics:
Is the campaign profitable?

Actionable 
Learnings: 
• It works, continue
• Since it works, can 

we repeat with 
different offers at 
different 
timepoints?

• Can we improve by 
e.g. a scoring 
model? 

Is this program profitable? 
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3. Communicate
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Result Communication
Campaign Analysis Report
• MS-Word
• Design (e.g. Test etc.)
• Results (Response, Conversion, Profitability)
• Learnings/Recommendations
• Web 2.0: Wiki for exchanging results
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Summary Learnings
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Learnings: How to do this (1)?
Experiment like a scientist. Test & Learn: 
• Tests are the central instrument of the direct marketer. No endless 

presentations and discussions about the hypothesized impact of a 
campaign, design, tonality, etc. Just test.

• Too many successful tests: too conservative. A test that has „failed“ is 
also a success. It triggers the search for a new idea.

• Tests should be part of a direct marketers target milestones

CMS Detector at CERN (source: www.cern.ch)
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Learnings: How to do this (2)?
Analyze like a scientist:
• Data crunching (SAS Programming)
• Visualization (A picture is worth…)

Time (Weeks)  
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Learnings: How to do this (3)?
Measure like a scientist. The right Metrics & 
Measurements
• Appropriate KPIs: e.g. profitability, not just 

response rate
• Measure correctly: campaign impact is measured 

ONLY with control groups
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Learnings: How to do this (4)?
Communicate like a scientist: be factual
• No sales pitches, no Powerpoint exercises
• Write a balanced document with the proper 

mixture of text, graphics, an abstract, 
background, experiment, results, applications etc.

Edward Tufte, „How Facts Change Everything (If You Let Them)“, MIT Sloan 
Management Review, Summer 2009
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Learnings: How to do this (5)?

Be like a scientist: but be a business person

Think company, don‘t think me, don‘t think 
department or business unit
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Thank you

Questions?
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