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“Competent researchers and astute managers alike practice thinking habits that reflect sound reasoning-finding correct premises, testing the connections between their facts and assumptions, making claims based on adequate evidence” (Cooper et al, 2006, pg 2). U.S.A. World Bank, an International and domestic institution is planning on expanding market share through new products. Recently two proposals have been initiated: a consumer rewards credit card, and a credit card line of $200,000 for small businesses. Management accumulated research data based on website visits, which was considered insufficient to the board of directors.

While consumer response for both projects were favorable, uncertainly about the predictability of success surfaced. In order to rely upon the research, a more representative population sample was suggested to proceed with optimal risk mitigation. The new rewards program for consumers or small businesses should contain qualities that will help the firm grow and sustain. Top executives that were hired to decide on these programs did not conduct the proper research necessary for a sound plan initiative. Dependable data is the first important part, along with the inclusion of all important variables, trustworthy benchmarking, and prior and posterior probability calculations. Dealing with more workable solutions will help convince the board to put one of the rewards programs in motion.
Frame the Problem


U.S.A. World Bank will succeed in launching the credit card rewards program by applying appropriate research techniques to help strategic objectives become achievable. Adequate sampling and the representative probability distributions are well used by successful firms to describe future insights to help grow the company. The realization is that the previous research calculated was insufficient and has revealed an opportunity to learn about better techniques. Understanding the science of uncertainty is very important for management.
Some of the information reported to the board included inaccurate gender proportions that did not represent the numbers of the census bureau. Therefore, to the board, the initiative was perceived as un-predictable and not well prepared.

Currently the firm is relying on the new product development to bring life to the company. Both the consumer focused and small business card have good reports according to the development and marketing departments. With that said, the two departments must analyze the probability of success between options by assigning financial component weights to each proposal . Co-integrating past, present and new information is best for all stakeholders involved.
Combining expert advice and sound data will help the company make a sharp decision. “We noted that a probability statement always constitutes an estimate of an unknown value that will govern an event that has not yet occurred” (Lind et al, 2002, pg 156).
Stakeholders Perspectives

	Stakeholder Groups
	                          Interests, Rights and Values

	Customers
	A good card that reaps benefits without unfair limitations.

	Employees
	The project should be focused on the longterm to secure sustainability for the company.

	Management
	Their job is to have a pro-active role in creating competitive advantage and maintaining a future for the firm.


End State Goals


Many banks are offering credit cards rewards incentives for choosing to do business with them. U.S.A. World bank wants to appeal to the consumer that needs quality banking while reaping benefits comparable to other competing financial institutions. When deciding on the final product, management will need to critically to assess the feasibility of the card compared to the current trends in the market. Consistent monitoring will help update the tactics needed to effectively implement strategic objectives.  In order to achieve sufficient return on investment, the entire organization will have to be consciously aligned with the mission. When pro-active mental perspectives manifest a central vision, success can thrive.

As mentioned previously in this discussion, the value chain of the consumer must be completed by the new U.S.A. World Bank credit card rewards program. Through using collective empirical research that is correlated and processed with informed industry comparisons in mind, better adjustments will occur. Simply said, if trends are changing faster than the company can re-calibrate, consumer interest might decline. A suggestion could be to use statistical concepts such as the compliment rule to consider the possibility of the un-predictable. “Often it is easier to calculate the probability of an event happening by determining the probability of it not happening” (Lind et al., 2002, pg 160). The idea is to attempt to evaluate all potential outcomes to protect longterm institutional activities.

Even though the president of the New Product Department supported his arguments with a sample size of 140,000 people, the statistics expert on the board doubted the accuracy of the results. Achieving steady sustainable growth will require a new thorough overhaul of how ongoing assessments will be maintained, improved and governed.
Identify the Alternatives


The proposed U.S.A. World bank consumer rewards credit card should be comparable to some of the most used banking products in the banking industry. For example, the Citi Platinum rewards cards by Citibank have incentives that are geared towards all kinds of customer. Benefits such as an entire year interest free, rewards on purchases of grocery, gas, travel, sporting events and thank you points that are returned with unique value are all easily researchable at the company website. Additionally, Citibank offers a MasterCard with cash returns, and Visa cards for college students. The most popular credit cards are consumer and small business oriented that all have redeemable rewards benefits backed by a firm worth 130,561,402 dollars in total assets as of the years end 2007 (www.citicards.com/cards). Competing with the array of products that Citibank provides will require tradeoffs for U.S.A. World Bank, considering the focus on mostly consumer or small businesses will have to be decided upon.

Many consumers have found that rewards cards tend to cause frustrations due to fees and restrictions. “According to a new national survey by Capital One Canada, it is about time. The survey revealed that Canadians are frustrated with the fees, hassles and restrictions imposed by rewards programs” (CNW Group/Capital One, pg 1). Apparently limits and small print on the applications have become a known component of credit cards. The Capital One No Hassle Rewards Card eliminates any limit on rewards, no travel latency restrictions and a welcome of 5,000 miles which can be redeemed for other rewards (ex: cash, gift certificates). U.S.A World Bank might take heed to the recent studies conducted which reveal data leading to new industry trends. Possibly a combined directive that takes the new survey into account is the best approach.

Another card program worth investigating is the U.S. Bank Visa Platinum Credit Card. This product is equipped with features such as zero percent annual percentage rate for 12 months, no annual fee, online bill pay, travel insurance, auto rental insurance, fraud protection (zero liability for unauthorized purchases), and free online access to the account (usbank.com/products and services). For U.S.A. World Bank, these options are valuable alternatives, however, the firm should be careful about communicating terms that are subject to change. The best plan is a combination of the advantageous benefits not subject to potential limits. Retaining customers is contingent upon company honesty and follow through.
Evaluate the Alternatives


The past few years at U.S.A. World Bank has been successful, and in order to compete the organization must thoughtfully choose the right trade offs. As mentioned, many consumers have become disenchanted with most reward cards due to limits and expiration dates. Optimal program elements must include and exclude certain factors that have expanded or reduced new market share for competitors. The best solution for the firm is to create a combined card that extends benefits flexible enough for all kinds of patrons. Though the vice president of marketing reported that the 40% growth in small business will need a card to maintain a good relationship with the bank, the primary focus is consumers. Ideally the company should open a project that accommodates the small businesses pending the success of the consumer rewards card after the initial response from clients occur. Communicating information of the new product through day to day business transactions will be the easiest way to secure friendlier and more sustainable relationships. Both the consumer and eventual small business card should be designed to cater to the clients needs by reinforcing current functions linked to fresh rewards.
	
	Predictability
	Feasibility
	Risk
	Longterm affect

	Rewards
	Low
	Medium
	High
	Medium/low

	Reward/insurance
	High
	Medium
	Medium
	Medium

	No limit rewards
	High
	High
	Low
	High


Risk Mitigation

Minimizing risk requires an objective formulation of strategy that includes realistic forecasting, trend awareness, firm comparisons and a team that pro-actively reviews each issue with a fine tooth comb. Upon deciding how and when to implement the rewards program, the company must have designed contingency measures. Concern for consumer satisfaction should be addressed as a primary subject. Though oftentimes companies undervalue clients compared to total assets, consumers will decide the organization’s future. “A recently published article introduces a new method for estimating a company’s future value, and examines how it changes to it’s rate of retention…retention rates have by far the greatest influence on customer value. A 1% improvement in retention rates increased company customer value by between 2.45% and 6.75%” (Market Truths/The Value of Customer Retention).

In order to retain customers, U.S.A. World Bank needs to choose a combination rewards card that satisfies the current “no limits” programs. Competing with other companies is necessary for surviving the new customer friendly products. The way to protect the company’s future is to establish processes necessary for dealing with the opportunities to create competitive advantage. For example, through benchmarking, primary and secondary research and the use of accepted probability distribution techniques, the firm can more clearly identify ways to grow the organization. Proper research must precede any decisions to implement the program. “More specifically, it is a process of planning, acquiring, analyzing, and disseminating relevant data, information, and insights to decisions makers in ways that mobilize the organization to take appropriate actions that, in turn, maximize business performance” (Cooper et al., 2006 Chapter 1).
Make the Decision


Considering the future of rewards cards will ultimately shape management’s decision to activate the project. The three alternatives: Generic rewards card, credit card rewards with insurance, and the combined credit card with no limitations all have qualities worth implementing. The truth revealed through recent studies shows that rewards card limitations have created a new evolution which is accommodating the population. Therefore, U.S.A. World Bank has decided on a no restriction rewards card similar to the Capital One Product, which has the potential to adjust as consumer preferences change.


Improving the customer value chain is the company’s primary concern, which will strengthen the possibility for honest growth and sustainability. Product differentiation will be the goal, however, while remembering that fundamental elements must always exist in the project. 

This will help with retention and develop a customer base that is comfortably relying on U.S.A. World Bank products. The same philosophy will be used with the small business card, after the consumer card takes flight. As mentioned, day to day channels will be used to introduce the program as a perquisite. Targeted marketing will also be used to initiate a welcoming message to new customers.

	
	End State
	Benchmarking
	Risks
	Mitigation
	Constraints

	Rewards
	Con
	Con
	Con
	Con
	Con

	Reward/Insurance
	Pro
	Pro
	Con
	Con
	Con

	No limit Rewards
	Pro
	Pro
	Pro
	Pro
	Pro


Develop and Implement the Solution


Implementing the strategic objectives needs a complete organizational alignment with the overarching theme that communicates unique value to the customer. In order to do this, all staff members will be informed of the time line and necessary preparations to remain on schedule. Research and design of the product did not have a good start, therefore, customer service will be closely monitored and reports will be distributed via e-mail to all executives weekly. The data gathered will help assess the status of the product and add to prior assessments to establish an efficient ongoing evaluation.


U.S.A. World Bank is capable of providing the rewards card to the international and domestic base it has developed; however, staff must adhere to the guidelines and follow through. Research and development will circulate the final product designs for approval and management will finalize the budget considering realistic marketing expanses. Unfortunately, upper level executives did not present the research data responsibly which required additional people to help reach a decision. Knowing this, the board will keep in close contact to monitor the feasibility of the new product.

	Work
	Start/End
	Cost
	Resources
	Authority

	Decision
	10/27/08
	$540,000
	Raw materials
	Brian Allen

	Marketing
	10/27/08
	$743,140
	Paiva marketing
	Mary Monroe

	Implementation
	11/03/08
	$2.3 million
	All staff
	Alexis Andrews


Evaluate the Results

The ongoing assessments must be tailored to a realistic view for a sustainable program. Gearing the rewards card towards consumers who are aware of the pitfalls of other firm’s products will help U.S.A. World Bank gain and retain customers. Patterns that effect the next few years should be clear. This will bring confidence to management, however, should always be coupled with up to date customer service reports. The short term project plans will eventually decide the firm’s future, so should include refreshed critical analysis meetings.


A product that has been developed with all pertinent qualities will succeed in today’s market. Continued focus on friendly, convenient, rewarding functions are found to be the optimal way to approach all parameters of implementation. In order to assure that all levels of employment are adapting to this perspective, key areas should be monitored and adjusted when needed. All business units will help in identifying the points that require extra evaluation.

Constant improvement will be the message conveyed to employees, which should be re-iterated by quarterly thank you events.


U.S.A. World Bank has an opportunity to be a competitor in the rewards credit card market if the firm does proper relevant research, and follows through with a strategic alignment of objectives. The new card will be a breathe of fresh air to consumers who are still dealing with former out dated rewards card restrictions. Hopefully, with overhauled research and expert implementation plans the firm will help improve banking for consumers all over the world.
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