THE (TOO OFTEN) IGNORED OPPORTUNITY

Here are a couple of questions – and the answers.

Question 1: Are issuers constantly looking to grow their business by finding profitable new card accounts? 

Answer: Right. 

Question 2: Do they leave no stone unturned in their hunt for these customers? Answer: Wrong.
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One group which is consistently passed over by too many issuers is the small business. Sometimes, it’s because there’s a fear of bad debt (often an exaggerated fear: if small companies survive the first three years, they’re usually a pretty safe bet). Sometimes it’s simply not knowing how to identify them: after all, many prosperous businesses start from a home office, and quite a few, especially in the professional services field, stay that way.

But there are tell-tale signs which help you to spot these valuable customers. Look for:

· High spend on a personal card

· A mix of business expenses (office equipment, travel) and personal expenses

· Spend that stays relatively constant year-round

· Supplementary cards issued to cardholders with surnames different from the primary cardholder

All these characteristics are good predictors of potential for a business card account. 

At this point, a question which often comes up is “Why bother selling them a different card when we have the business anyway?” 

Three reasons: First, you have the business only as long as a competitor doesn’t offer them something better than they have already. Second, if you get the value proposition right – and people running small businesses love extra benefits and services – you can charge an enhanced fee. Third, your new product will help you acquire new-to-you accounts, who will increase the customer base to which you can profitably cross-sell other banking services.

Take a look at your own data: you may be surprised at what rich pickings are out there.

© Roy Stephenson 2008
�How about “and increase the size of the pool to which…”





