Citibank:

Citibank prestigious, consumer oriented international bank and as the undisputed leader in most market places.

They have to decide to launch a new product (Credit Card) as the way of growing futures revenues in the Asia Pacific region.

  Credit Card on one way could be risky investment and on the other hand excellent way to overcome distribution limitation imposed on foreign bank in the Asia-Pacific region.

Most Asian governments had a number of regulations designed to protect local banks and limit the expansion of foreign bank.

Citibank pioneered telephone banking in much of Asia, developed alternative distribution channel for products such as automobile loans.     

Introduction Credit Card in Asia would support Citibank strategies of expanding it’s customer base from upper income segment to include the rapidly growing middle-income householders.

Consumer’s attitudes and credit card usage patterns differed by country.

We would like to decide to launch the new credit card in Australia, Thailand, HongKong, Singapore, Taiwan and not to launch in India, Indonesia and Philippines.

Australia:   

Australia has a western standard of financial services and banking infrastructures, and no usage limitation.

Consumer viewed credit card slightly more prestige and higher in merchant acceptability (important shopping tool).

85% of urban population and highly westernized economy with opportunities for development. Giving the fact that by 1988 the market is already existing, we decided acquiring and an existing card portfolio for quick entry in to the market.

With a minimum age for cardholders (18 years), we target a group with and annual income base line from 6000. Due to the fact that 12.5% were estimated to have a income above 2500$ we will offer for this group special credit card.

HongKong:  

HongKong with the impressive economic growth and rapid industrialization and the high concentration of people living in urban centers, we decided to offer only one credit card to target a group with the annual income from $6000 to 12.500$ mainly with the open opportunity for those have gain more than this group quantity.

Malaysia:  
Malaysia as a growing industrial nation, with business population of nearly one million and there is an important reason for owning credit card (foreign banks were limited to there branches).

According to Malaysia’s law only consumers with an annual income of $9000 or more could own a credit card, (61% of population live in rural areas) for this reason only one credit card strategy is adequate.

Low inflation and fast growing form a good market opportunity to enter without having major risk 

Singapore:

Singapore develops in to one of the world’s largest center for international trade and service (high tech-Mecca).

100% of urban population and standard of living was closer to that industrialized westernized nations. Singapore was quite familiar with credit cards and viewed them as vehicles of conversions.  

Government regulation required all cardholders to be at least 21 years old and earn at least $ 14400 per year, for which special card only shall be promoted.

Taiwan:

Taiwan had rapidly developed its capital and technology-intensive industries and its population is one of the wealthiest and best educated in the region.

After reforms in banking regulation international cards, multiple-card ownership and revolving credit are possible.

Two different credit card introduced, one of them for the local users and the other one targeted for those will travel and purchase oversea.   
Thailand:

Thailand with only 20% urban population but strong rules, and Thailand’s new customers see credit card as a prestige (key positioning), because of few major player involved and growing foreign investment, two card system also be used, increasing our number of branches. 

For the non-target markets share the common fact that are not beneficial for the company’s economical goals.

Taking on count that the direct cost per card will drop from $25 to $ 6/8. When one-million volume card is reached, this fact allows the company to maintain the fixed cost in order to have a competitors a market share.

Giving this statement the price according to each segment is as follow: 

country
price
Service


Joining fee
Annual membership fee
Regular
special


Green
Gold
Green
· Gold
· 
· 

Australia
$30
$45
· $45
$60
· Non spending limit
· non spending limit

· Emergency check                 cashing at major shopping area

· cash advance

Hong Kong 
$32
$50
· $50
$83
· 50$ cover for last reported units   

· emergency check cashing at bank branches 

· no cover for non special transaction

· $20 for placement part(loss)

· year-end summery for $50

· increased out let, and difference currency withdraw 


Singapore
$50
$50
$60
$95

· special card

· non spending limit 

· global service with different currency withdraw

· increase service (charged) 

· world wide acceptance (international image)

· credit expansion

Malaysia
$31
$38
· $54
$75
· cash advance with a credit limit

· spending limit

· personal & family retail purchase information(charged) 


Taiwan 
$40
$60
· $72
$120
· non spending limit

· year-end summery charged

· increase out let 
· global service

· different currency withdraw

· cash advance

· non spending limit

· year-end summery charged

Thailand
$40
$60
· $65
$120
· spending limit

· change replacement part

· 100$ cash advance
· difference currency withdraw and exchange

· non spending limit

· emergency check cash

· world wide acceptance (prestige)

The market strategy used in this already existing card profile shall be made in according to each cultural; this is adapting to the cultural of value and way of thinking. 

