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Executive Summary 
 

FreezEase is a technology firm which has developed a proprietary software that allows a 
consumer to freeze his or her credit card at all times—except when they would like to make a 
purchase. During transactions, FreezEase temporarily unfreezes their credit card via two-step 
verification. The software was designed with the goal of minimizing credit card fraud, which 
accounts for 6.9 cents out of every 100 dollars spent (“Nilson Report”).  

 
One of the strengths of the software is its ability to combat online fraud. The current 

chip-and-pin style of credit card works well for in-store purchases, but does little to address the 
growing concern of online credit card fraud—which has now surpassed 500 million dollars 
annually. FreezEase’s biggest weakness is its requirement that the consumer have their phone 
present in order to authenticate the purchase. However, each weakness will be addressed with the 
customers’ needs placed first. For example, temporary alternative methods of verification, or a 
one-hour delay of verification could serve as potential solutions. Since the big four credit card 
networks -Mastercard, Visa, American Express, and Discover- all operate internationally, 
FreezEase has a key opportunity to expand to customers beyond the United States (Kiernan). The 
key threat the software faces is that consumers may not desire the product, erroneously believing 
that the chip-and-pin style of card is more convenient and just as safe. It will be FreezEase’s job 
to inform the credit card networks and credit card users of the added security provided by the 
software.  

 
Although FreezEase plans to one day serve all credit card companies and users, it is 

important to first segment the market to determine how to strategize initially. FreezEase plans to 
segment the market psychographically, based on the relative value that each credit card network 
places on security. The market shall also be segmented based on the size of the firms. It will be 
crucial to get the big players to implement the software almost immediately after the launch, 
which will allow FreezEase to cover its costs.  
 

The target market will therefore be those companies who place the an emphasis on 
security, as well as those who have sizable market share. The credit card networks in the United 
States include American Express, Visa, MasterCard, and Discover, all of which focus on security 
and have a decent market share. FreezEase must then focus on how to position itself in that 
market. FreezEase will advertise to the credit card users with an emphasis on the added security 
that the software provides, which will generate a pull. FreezEase will also advertise to credit card 
networks the money that will be saved and competitive advantage the software will create.  
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FreezEase has determined that a subscription-based pricing strategy will be best. The 
company will take a customer orientation in establishing this price by focusing on the value that 
the software will provide. Thus, maintenance, upgrade, and customer service costs will be built 
into the price. It is estimated that a price of $0.005 per subscription per year will generate 
sufficient revenues to cover the high fixed costs within five years. The software will be sold 
primarily through personal selling methods, although the software will also be available for 
download through the FreezEase website. The salesmen will be key in the process, as they will 
sell the software, and then help implement the software. 
 

FreezEase’s growth objective is for 20% of credit card users to be subscribed within the 
first six months, with 5% annual growth thereinafter. To attain and sustain this growth, building 
and maintaining relationships with customers and consumers will be key. It will be important to 
get feedback through questionnaires and interviews so that the software can be improved.  
 

Financially, FreezEase has the goal of reaching breakeven by the end of year five, at 
which point future revenues would create profit. To succeed, FreezEase must gain the trust of 
credit card companies and customers, and must ensure that these companies and customers 
understand that security is more important than convenience. Metrics regarding these objectives 
will be collected frequently to ensure that the strategy is having the desired results, and so that 
any issues can be immediately resolved.  
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Strategic Objectives 
 

FreezEase is a subscription service that allows banking companies to give account 
holders an extra layer of protection against credit card fraud. It allows credit card users to unlock 
their card right before they want to use it to make a purchase, while keeping it frozen at all other 
times. This helps to protect the customers’ accounts from fraud.  

 
As a company, FreezEase maintains control of the software, ensuring optimum 

performance and releasing updates for improvement. Doing so provides for the continued 
satisfaction of its clients. FreezEase will be marketing its product as a widget available to be 
added into any of the websites of the four American credit card networks: American Express, 
Discover, Mastercard, and Visa. Its company mission statement is to “build a brand that people 
trust to ensure safer credit card transactions for all”.  

 
The primary goal of FreezEase is to become a new industry standard. FreezEase wants to 

develop client relationships with all the major credit card networks and be a guaranteed option to 
users everywhere. Some specific objectives for the company include: obtaining all four major 
credit card networks in the United States—American Express, Visa, Mastercard, and 
Discover—as clients within 3 years.  

 
FreezEase also strives to remain the dominant offering on the market to ensure a 

continued subscription from these companies. The technology service can accomplish this by 
putting emphasis on research and development, coming up with new ways to improve the 
software while taking into consideration the feedback from the end consumers. In addition, as 
was stated earlier, FreezEase wants to obtain 20% of credit card users as subscribers within 6 
months. FreezEase also has long term goals involving expanding its product into the 
international market within 5 years of initial release. This will help to better protect those 
overseas that use one of the big four American card issuers and users of international issuers 
such as China’s UnionPay. 
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Situation Analysis  
 
Industry Analysis: 
 

The credit card industry is becoming more and more focused on security by the week. 
The addition of chip readers and the current obsession with two step verification for everything 
makes FreezEase even more enviable to the market if it can be introduced effectively. Credit 
card fraud is rampant around the world and, as mentioned earlier, accounts for 6.9 cents of every 
hundred dollars spent (“Nilson Report”). The idea of frozen cards has started to be introduced in 
a temporary format where if a card is lost or something similar happens, a customer can turn off 
their card from their phone, but as of yet there has yet to be a card that is frozen until it is needed.  

 
Two step verification has become a part of everyday life online and it seems only certain 

that it will come to credit cards. It's imperative that FreezEase is the first one on the market with 
a framework that allows for widespread adoption quickly, to take advantage of this emerging 
market. Currently the major players do not seem to have entered the market for frozen credit 
cards. Most competition seems to be coming from within the development teams at individual 
companies and banks and are all varied in their scale and scope. AMEX especially looks to be a 
big target due to its already known reputation for security and being on the leading edge of 
mobile security with its instant purchase alerts that get sent to a phone whenever a purchase is 
made on a specific card.  
 

The absence of the major players -Visa, Mastercard, AMEX, Discover- as well as the 
potentially massive savings from decreased credit card fraud means that if FreezEase were able 
to provide a plug and play framework for credit card freezing, it could quickly take over the 
largest share of the market and leave itself in good position to expand internationally as soon as 
operations are proven domestically. A quick, secure and effective way to verify payments will 
allow these companies and consumers to save time and money, and FreezEase has the potential 
to expand rapidly if implemented correctly.  
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SWOT: 
 

Strengths 
 

● Ability to capitalize on an established 
market 

● Adds much needed protection to 
online transactions 

● Will save time in the long run, since 
cardholders will not need to deal with 
the repercussions of stolen card 
information 

● Two-step verification adds extra 
security and is currently part of a 
social trend 

● System breaches won’t affect 
customers, (e.g. the Target breach)  

 
 
 

Weaknesses 
 

● Lack of flexibility in credit card use if 
customer cell phone dies  

● Not an accessible or attractive service 
to cardholders without cell phones 

● Reduction in efficiency and ease of 
making credit purchases could be 
off-putting to our target markets (even 
with trending popularity in two-step 
verification) 

● Technological issues that delay 
transactions (even more than the 
already reduced purchase efficiency) 
could anger cardholders 

● Accuracy of phones’ fingerprint 
technology  

 

Opportunities 
 

● Potential to expand product idea to 
“lock” any form of payment when not 
in use. This could help to sell us to 
and/or collaborate with the mobile 
device payment systems, like Apple 
Pay 

● Working/collaborating with already 
well-established companies  

● Opportunity to spread internationally 
 

Threats 
 

● The pay from phone apps like Apple 
Pay could reduce our ability to market 
to a wider audience since we’re mostly 
gearing towards credit card users 

● People are often too lazy for two-step 
verification 

● Generating enough credibility for 
credit card networks to adopt our 
services 

 
Strengths: 
 

FreezEase offers an innovative solution to current problems in the credit card industry. 
In today’s market, some credit card networks let customers freeze a card in case of emergency 
such as theft or loss. FreezEase reverse-engineers this current offering in the market and 
produces a completely unique-but-familiar technology that provides more risk reduction than 
ever before. This alludes to the strength that FreezEase is able to capitalize on a strong existing 
market made up of credit card users and issuers.  
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The biggest internal strength for the company is the ability to leave a credit card frozen 

until its moment of use. This requirement eliminates nearly all of the opportunity for credit card 
fraud, which is especially important in online transactions.  
 

In just ten years, e-commerce sales grew 55,721.85%, from $8.686 billion in sales 
annually to $4.84 trillion in sales annually (Kiernan). However, with this remarkable growth in 
the industry comes an increased ability for criminals to capitalize on less-secure transactions, 
causing incidences of fraud to increase. This issue is one that many credit card networks have not 
yet attempted to solve. They instead choose to focus on securing physical in-store transactions 
with the implementation of the EMV microchip technology. FreezEase is the first of its kind and 
will help to combat the estimated $5.65 Billion loss on general card brands due to online credit 
card fraud (“Nilson Report”). This reduction in fraud means that FreezEase customers can gain 
back their time and energy that they may have otherwise had to use in dealing with a stolen 
credit card.  
 

Furthermore, with the addition of the two-step verification technology into FreezEase, 
consumers can feel even more secure knowing that a thief must know more information than a 
user’s password to gain access to their accounts. Finally, the added security measures presented 
in the product protects customers from major security breaches—like that of Target—because 
having the credit card information would be of no use if the thief cannot also unlock the card.  
 
Weaknesses: 
 

The biggest weakness FreezEase faces is when someone forgets their phone or it is out of 
battery and they need to make a purchase. With this system, and without some methods of 
circumvention, the customer is out of luck for the moment and cannot make the purchase. This 
weakness may scare some buyers out of using the system altogether and make companies 
skeptical of buying the service.  
 

Furthermore, customers who do not have a phone would also be a point of weakness, but 
as society progresses, there is less risk of someone not having a portable device capable of 
unfreezing their card.  
 

Another weakness would be the increased waiting times at the counter. Some people— 
especially in this time-poor society—are very impatient and unlikely to use or adopt this system 
voluntarily if it becomes a hassle. To many people, the tradeoff is not worth it and the service 
does not create enough value.  
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With this challenge comes the reliability of the verification process on phones’ 
fingerprint scanners. With current technology, the fingerprint scanner sometimes fails if the 
finger is sweaty or too oily. If a fingerprint scanner misreads a fingerprint or if a password is 
entered wrong, it could cause delays or potential lockouts—depending on how many attempts are 
allowed before security measures are increased. Such fingerprint errors would cause the 
customer to take even longer in completing transactions.  
 

Finally, this novel idea will need time to generate credibility within its market. The fears 
of potential credit card networks and customers could slow the growth of FreezEase technology 
and in turn inhibit rapid brand credibility (as displayed by Apple, Google, and other technology 
companies). 
 
Opportunities: 
 

The industry of credit payments has faced a new disruptor—mobile payments—that has 
been an ever-growing force changing the market. There is opportunity to expand the service into 
freezing any form of payment when not in use, including mobile payments. FreezEase could then 
be expanded and marketed to mobile device payment systems as well, like Android Pay and 
Apple Pay.  
 

Despite this new disruptor, credit card networking companies like American Express and 
Visa are well established in the market, and there is a strong opportunity to work with these 
companies because they hold such a strong presence and place in the current market.  
 

These credit card networks are also accepted in multiple different countries, which 
provides opportunity for FreezEase to spread its services internationally. For example, both 
Mastercard and Visa cards are accepted in over 200 countries beyond the United States, which 
provides opportunity for this product market to grow exponentially in the future.  
 
Threats: 
 

In an ever-changing world where new technologies are created each day, threats to 
FreezEase are plenty. Services like Apple Pay are present competitors to the physical credit card 
industry, and thus to FreezEase.  

 
According to Apple, “Apple Pay offers an easy, secure, and private way to pay on 

iPhone, iPad, Apple Watch, and Mac”(“About Apple Pay”). With Apple owning significant 
market share in the smartphone industry presently–along with their continued growth in 
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acquiring market share– many of FreezEase’s potential customers are already using or are 
capable of using Apple Pay.  
 

Furthermore, the adoption rate of Apple Pay has increased from 3.8% to 12.8% in just 3 
years (“2018 Apple Pay”). This shows that an increasing number of Apple users are 
implementing the service. Apple Pay is significantly more secure than plastic cards, as each 
transaction requires verification via Face ID, Touch ID, or your passcode. As of December 2017, 
in comparing swiping a card versus Apple Pay, 33% of users said they felt “much better” about 
using Apple Pay in terms of security (“2018 Apple Pay”). It also transmits minimal information 
to the merchant and stores very little information on your phone or in its servers. Apple Pay is 
accepted at many retailers, including Best Buy, BJ’s, Chick-fil-A, and Kohl’s (among many 
others).  
 

If services like Apple Pay continue to see growth, they could be a huge threat. In fact, 
there is real potential for mobile payment services to weed out much of the plastic credit card 
industry. A market will persist for plastic credit cards because some people do not trust banking 
information to be transmitted across the web. However, the profitability of our service depends 
on the market remaining strong. 
 

Additionally, consumers may choose not to use FreezEase for a variety of reasons, as 
mentioned in the weaknesses section. What is important to note here is that the physical credit 
cards that exist today will remain one of several competitors. Consumers may believe that the 
chip-and-pin style of credit card is safe enough. As they require one less step (the verification 
step), consumers could find them more convenient as well. It will be the duty of FreezEase to 
prove to customers that its service is considerably safer, and not as inconvenient as they may 
think.  
 
Competition: 
 

The recent developments in two-step verification and the trend towards it on almost every 
type of security now means that it is only a matter of time before credit companies develop the 
technology themselves. Since the credit card market is limited to a few large companies, the 
largest competition FreezEase has is mainly coming from internal R&D departments at the 
companies that it is trying to target. Some have started using variations of the FreezEase 
technology and it will be up to FreezEase to convince the companies to allow outsourcing the 
development to FreezEase.  
 

In terms of other current technology available, the main competition FreezEase faces is 
that of Android Pay and Apple Pay. The majority of credit card users that might be interested in 
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FreezEase are likely already using Apple or Android pay. Credit card networks may be less eager 
to purchase a subscription for their customers because customers would hesitate to give up an 
existing technology for another—even if it meant that the customers were more protected. 
Therefore, it would be wise to pursue a relationship with both mobile pay services so that 
FreezEase is compatible with Apple Pay and Android Pay.  
 
Customer Analysis:  
 

The FreezEase customers will be two-fold, including direct and indirect customers, and 
the company will be directly selling to the four American credit card networks: AMEX, VISA, 
Mastercard and Discover. These companies likely do not have large research and development 
teams and would welcome the ability to simply pay for a company who has the system perfected, 
instead of trying to replicate and implement a system like this themselves.  
 

In the United States, Visa and Mastercard cards are accepted by approximately 10.7 
million merchants, Discover cards are accepted by 10.4 million, and AMEX by 8.5 million 
(Kiernan).  These companies serve millions of credit card users and are accepted by millions of 
merchants. Thus, the threat of fraud is prominent on this large scale, FreezEase would be 
desirable to reputable companies that promote transaction safety because it has the potential of 
serving its own customers (credit card users). Once one of the companies has the service up and 
running effectively it would only be a matter of time before the other companies would follow 
suit. 
 

The credit card users are the indirect customers of FreezEase. Indirect customer demand 
would be substantial because of the difficulties that most people go through at some point or 
another when their card information gets stolen. FreezEase would make it so that even if credit 
card information was stolen, it would be less valuable and practically useless without being able 
to break into a victim’s phone. If this were widely implemented it would stop large amounts of 
credit card fraud, at least on the consumer and credit card side of the transaction.  
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Segmentation/Marketing 
 
Segmentation: 
 

The goal of FreezEase marketing is to eventually serve all companies that issue credit 
cards and thus all consumers that use credit cards for their transactions. However, at the forefront 
of it marketing efforts, it is important for FreezEase to segment consumers in order to gain the 
most attention possible. To accomplish this, the market is segmented based on demographic and 
psychographic elements. Specifically, this requires targeting the credit card networks that are 
most concerned with transaction security and, by extension, the individual credit card customers 
that value safety.  
 

The credit card networks that are leading the industry in terms of market share are Visa 
with 48.8%, MasterCard with 31.3%, Discover with 10.7%, and then American Express with 
9.2% of the market share (Kiernan). In the United States, both Visa and MasterCard are accepted 
by approximately 10.7 million merchants; Discover is accepted by approximately 10.4 million 
merchants, and American Express is accepted by approximately 8.5 million merchants (Kiernan). 
All of these companies have been ranked with strong fraud protection, and due to their large 
market share and wide variety of acceptance, these networks prove they care about card security 
and have customers and corporate partners who care and have trust in them.  
 
 
Target Market: 
 

The target market is multi-faceted. The end goal for FreezEase is to appeal to consumers 
who would be interested in the extra protection provided by this technology. However, to 
generate consumer trust, it is important to target existing credit card networks—American 
Express, Visa, Discover and Mastercard—to generate enough credibility to appeal to the 
consumers. The companies mentioned currently have the most market shares in their industry 
and serve as intermediaries between the issuers of cash and the credit card owners. Because these 
companies set up credit card accounts and issue physical credit cards to consumers, they have the 
opportunity to adopt Freeze-Ease for their existing customers. 
 

Therefore, the primary target market is credit card networks, but additionally staying 
conscious of their customer demographics and psychographics. Essentially, the focus is on B-2-B 
marketing with the indirect market being the credit card networks’ customers (credit card users). 
The plan is to have FreezEase adopted by these networks and prove so beneficial to their 
customers that it becomes universally used by credit card owners. Any credit card owner could 



 
13 

benefit from FreezEase technology. However, FreezEase is especially beneficial to those whose 
data was breached in the Equifax incident, for example, or those who have had their credit card 
information stolen in the past. 
 
User Positioning: 
 

Entering an established market—such as that of the credit card industry—can prove to be 
difficult. When presenting an idea that is completely new, it is important to keep in mind the 
responsiveness of the consumers. To ensure that FreezEase  enters the market and finds the 
success that it needs to become a mass marketed product, a plan of action must be constructed.  
 

FreezEase’s plan to develop a unique position in the market is to advertise in a way that 
emphasizes the safety that this product provides. In relation to the target market and the 
segmentation of the consumers discussed above, the best way to differentiate FreezEase and 
create a sustainable competitive advantage is to market FreezEase as the most secure protection 
for credit card transactions. Ultimately, the goal is to see the end consumers demanding this 
additional level of protection from their credit card vendors, making this a must-have option for 
all of the major credit cards. 
 

Since the direct target market is the credit card issuers themselves, FreezEase plans to 
brand itself as a unique option that can provide a competitive advantage to the issuers against 
their competitors. The increased security provided by FreezEase would save them money since 
they will not have to cover any losses from fraud. Through this effective marketing to the 
companies themselves, FreezEase aims to become the new standard in credit card offerings for 
anyone looking to purchase a credit card. As FreezEase spreads throughout the market it will 
show the individual consumers that it is offering the future of credit card protection.  
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Marketing Mix 
 
Product: 
 

FreezEase is a subscription service that allows banking companies to give account 
holders an extra layer of protection against credit card fraud. This technology gives credit card 
users the ability to participate in a type of two-step verification that allows them to log into the 
app of their participating bank and unlock their credit card before each transaction. The credit 
card remains frozen when not activated for a transaction, making it harder for the card to be 
stolen and used. The customer activates a card for a transaction by opening their banking app and 
providing a method of verification (i.e. fingerprint, face ID, password, or security questions), 
which then unlocks the card until the purchase is complete. FreezEase technology is designed to 
detect when a transaction is complete and automatically freeze the card again.  
 

The FreezEase subscription itself is a widget that is added to banking companies’ existing 
user technology such as websites and apps. Because the technology is sold as a subscription to 
major credit card networks, FreezEase will maintain control, maintenance, and capabilities for 
improvement of the software. Thus the product will continue to be improved in usability and 
safety, while aiding the issuers with any issues they may have with the technology. The 
subscription is paid on a yearly basis, with major software updates released each year.  
 

Once banking companies subscribe, they have the ability to offer the technology as either 
a complimentary service, or a premium service that requires an internal subscription. When 
account holders opt in to FreezEase, they are given instructions to activate. Activation requires 
the user to link the service to their credit cards, choose which method of verification they prefer, 
and set up their preferred method of verification.  
 
After initial setup is complete, the transaction process with the addition of FreezEase is as 
follows:  

1. User pays using a FreezEase enabled credit card. 
2. Once the transaction is engaged, the user will get a notification sent to their phone. The 

user has 60 seconds to enter the verification. 
3. If the verification is entered correctly, FreezEase will unlock the credit card and the 

transaction will be approved. If the verification is not entered correctly after 3 times, or is 
not answered at all, the transaction will be rejected and the owner of the credit card will 
be notified (via communication method of choice)  that there was a fraudulent attempt to 
make a purchase. 
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4. If the user receives a verification request and did not attempt to make a purchase, each 
verification method has an option to immediately reject the purchase and notify police. 

 
FreezEase is about increasing the safety of credit card transactions. The built in widget 

software allows an extra layer of fraud protection that is also convenient, while also helping both 
users and banking companies minimize theft and the consequences that follow. 
 
Price: 

 
FreezEase will be most successful if operated under a customer orientation. By focusing 

on the value created for customers, FreezEase can build substantial market share, while still 
being able to charge a price that will generate profit. In this sense, the customers are both the 
banking companies and the credit card holder. Although FreezEase will market and sell primarily 
to banking companies, the needs of both the companies and their customers must be understood 
to create a successful product.  
 

To price effectively, there must be an understanding of how consumers operate in the 
market. Since FreezEase will offer its technology as an add-on to existing banking services, 
banking companies will either build the cost of the technology into the price, or sell it as a 
separate, premium service. Since the banking companies also benefit from the added security, it 
is likely they will integrate the technology into their existing service. Thus, they will adjust the 
price accordingly.  

 
However, research suggests that the demand for credit is relatively elastic (Karlan & 

Zinman 1). This poses a problem as banking companies may not be able to raise prices without 
stifling demand and revenue. Since credit cards and freezing technology are complementary 
services, FreezEase will also likely face elastic demand. As a result, the subscription price may 
have to be lower to generate maximum revenue. The focus must be on selling as many 
subscriptions as possible to counteract this problem. 
 

Initially, however, FreezEase may be able to charge a higher price, even in the face of 
elastic demand, because it will not be facing much competition. As the market matures and more 
companies begin offering similar services, FreezEase will become a price taker and have to offer 
lower prices to remain competitive. In addition, the subscription service will have to innovate 
constantly to stay ahead of the competition.  
 

The cost structure of FreezEase is highly fixed. Research and development costs, 
customer service costs, and information technology costs will be quite high. However, the 
marginal cost of a subscription will be almost zero. Thus, FreezEase will be highly leveraged. 



 
16 

The downside to this is that it will bear substantial risk, as it will have to sell many subscriptions 
in order to break even. However, the upside is that once these fixed costs are covered, 
FreezEase’s high contribution margin will allow it to generate substantial profit.  
 

Based on the pricing factors discussed above, FreezEase can charge a price of $0.005 per 
hundred dollars spent by credit card users. With such a massive amount of spending occurring on 
credit cards, FreezEase will be able to make sufficient profits at this price. The value of added 
security will be more than worth it to the banking companies. Credit card fraud accounts for 6.9 
cents for every 100 dollars spent (“The Nilson Report”) and banking companies are liable for 
72% of all fraudulent losses. The credit card holder will benefit as well, as they will not have to 
deal with the hassle and stress of having their credit compromised. All in all, FreezEase 
generates sufficient value to all customers, and is offered at a more than reasonable price, which 
should generate high demand and high revenues. 
 
Place: 
 

FreezEase will be the supplier and distributor of its widget, which is made to be 
implemented in banking apps and websites. The company creates, sells, and maintains the 
software for the widget, and can be purchased online through the FreezEase website. There will 
be management teams at each stage of the product’s life. Each stage will remain in constant 
communication to ensure sale and distribution quality, as well as supply chain flow and 
cohesiveness.  

 
Through the widget purchase, the credit card issuers will be responsible for the download 

and installation of this product; therefore, the FreezEase supply chain is linear and direct. 
However, FreezEase will also have a few employees who travel to subscribing companies to 
perform manual installations for those who do not feel comfortable installing the widget 
themselves. When making updates to the widget, an email notification will be sent to customers, 
and they will be redirected to the FreezEase website for download. FreezEase will have 
consulting teams who advise its clients on how to best implement the widget, including: how 
businesses can offer the service to their customers, how to charge customers for the service, and 
how to integrate the widget into IT systems.  

 
At the release stage in the product’s life, the widget will be available for purchase and 

download online only for credit card networks based in the United States. However, with time, 
improved business practices, and success in the US, FreezEase hopes to expand globally and 
offer the widget to credit card networks around the world. Developed countries with high credit 
card use and fraud rates will be the target, specifically Eastern European countries such as 
Romania, Ukraine and Latvia (Beveridge).  
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Promotion: 
 

FreezEase is a truly unique product in design and implementation. For this reason, the 
most effective way to advertise it to the target market is through personal selling.  

 
The first step to the promotion of FreezEase is to generate and qualify the consumers that 

should be targeted. While the end consumers are credit card users that are concerned with 
security, the actual selling will be targeted at the companies that issue credit cards or back them. 
In this way, FreezEase can enter the credit card market more effectively and advertise its 
complex product to a smaller audience. In qualifying these leads, the need for FreezEase service 
is what is meant to be conveyed to the companies.  

 
By sending sales representatives to each company, FreezEase can do a better job of 

explaining to each company individually why it would add value to their product and enhance 
customer satisfaction, while also bringing in new customers.  
 

These salespeople would begin the selling process by working on the preapproach. This 
means that they would research the company and the industry overall in order to tailor the sales 
presentation to the specific needs of each company. Then, the sellers will go out to the businesses 
and give a presentation that educates the executives on how FreezEase works and how the 
implementation of the widget would benefit them. These presentations would include a real time 
demonstration of the widget on a model website, to optimize the communication of FreezEase 
value to the companies.  
 

As the final part of the presentation, the sellers will be prepared to discuss any 
reservations the executives may have, and help these executives to overcome them. After 
presenting, the salespeople would close the sale with the issuer. The hardest part of this process 
will be closing the sale with the first company. Once FreezEase has sold to one company, it can 
use that as leverage to sell to the rest of the companies and establish FreezEase as the new 
standard in the market. This is a push marketing strategy because the product’s promotion is 
based around the company reaching out to the customers to encourage the purchase of the 
widget.  

 
Once the salespeople have sold FreezEase to the company, the remaining promotion is 

related to follow-up with each company. Because FreezEase is maintaining control and 
maintenance of the technology, the follow-up is an extremely important aspect of the promotion 
process. This means that FreezEase will have a customer service phone line open so that if the 
companies have any trouble with the product, they can call in and receive instant assistance. In 
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addition, FreezEase will task representatives with reaching out to the companies either through 
email, phone, or face-to-face at regular intervals after the installation to measure customer 
satisfaction. FreezEase will be in nearly constant contact with each company to make sure that 
they are getting the most out of their use of the product including offering updates and 
improvements with their continued subscription. 

 
Once the credit card networks subscribe, it is essentially up to them on how to promote 

FreezEase to the consumer. FreezEase will assign account management teams for each credit 
card network that subscribes, and these teams will contribute ideas for promoting FreezEase in 
existing advertisements and branding. This includes assets such as logos customized to match 
brand colors, advertising templates, and stock photos. The most important thing for FreezEase is 
that it is featured in marketing campaigns, so that the end consumers are exposed to the new 
offering and begin to demand the FreezEase technology from their issuer. In this way, FreezEase 
will have an advantage with customer demand as it continues to sell the product to each new 
company. 
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Implementation Plan 
 

Implementation Overview: 
 

FreezEase takes pride in its commitment to remaining involved in the entire lifespan of 
its product. Its impressive sales team will establish and maintain relationships with customers, 
acting as a liaison between the credit card issuers and the company. These salespeople will 
essentially act as customer service representatives after making their sale, fielding any questions 
or concerns regarding the product as well as communicating with the FreezEase team what 
upgrades and fixes consumers want to see. Aside from these suggestions, the FreezEase team 
plans on releasing periodic software upgrades to ensure the product remains the premier solution 
to credit card fraud. 
 
Growth Objective: 
 

As previously stated, the primary growth objective is to be the leading solution to credit 
card fraud. While many credit card users have begun to use mobile payment systems such as 
Apple Pay and Android Pay, there is still a strong foundation of users who see the potential risks 
in using these methods. Within its first year of product release, FreezEase aims to have all major 
credit card issuers on board with implementing its system. From there, the company hopes to 
initially see 20% of credit card users using its product within the first 6 months, with a 5% 
annual growth in this figure into the future. Beyond the growth of users, FreezEase hopes to see 
a growth in the credit card issuers it services, including international issuers. FreezEase aims to 
see this same growth model with the implementation of its software in each of its international 
users. 

 
Marketing Objective: 
 

Cybersecurity incidents are happening more frequently than ever, and credit card 
information is consistently a top target for cyberattacks. Beyond this, simply misplacing one’s 
credit card can suddenly lead to thousands of dollars in fraudulent activity. No matter how 
protected one believes their money is, credit card fraud is at an all-time high, and FreezEase 
intends to be the cure to this epidemic. This is how FreezEase plans on marketing its product. 
 

The primary goal is to establish an initial connection with the four major credit card 
issuers in the United States: Visa, MasterCard, American Express, and Discover. The objective is 
to market to them the benefits in security they would experience by implementing FreezEase 
software. As these issuers come to trust FreezEase, the second objective is that they market 
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FreezEase to their customers as the new premier form of credit-card security. Then, as these 
customers continue to subscribe to our product, FreezEase intends for its popularity to grow 
simply by word of mouth. If not that, the plan is to see a significant decrease in fraudulent 
activity on credit cards protected by FreezEase, and these statistics will in turn help market the 
product. Regardless, FreezEase is expected to implement a pull strategy of marketing, in which 
credit card users will begin to demand this technology from their provider. As innovators and 
early adopters in this market begin to see the benefits of FreezEase, the product will be 
effectively pulled into the market. 
 
Financial Objectives: 
 

Given the price of $0.005 per hundred dollars spent by credit card users to FreezEase 
subscribers, and given its very high initial fixed costs, FreezEase aims to hit its breakeven point 
within its first 5 years in the market, if not sooner. It is projected that consumers will see the 
value in the product and be more than willing to field this cost. Beyond this initial financial 
objective, FreezEase aims to expand its profits by expanding overseas. After looking through 
demand data from its market experience in the US, FreezEase strives to tap into the same market 
internationally, charging the equivalent price and expecting to see just as much success (and 
therefore revenues).  
 
Key Success Factors: 
 

1. Gaining trust and legitimacy from the general public: 
Trusting anyone with credit card information is something many people today are very 
wary of, especially having a third party company act as the wall of security between your 
money and the rest of the world. However, FreezEase believes that customers will see the 
value in the product’s ability to protect their money, and as the innovators and early 
adopters of the market test out the product, FreezEase should be able to gain the 
legitimacy it product needs to succeed. 

      2.   Value of security is seen as greater than the value of convenience: 
FreezEase software requires having a smartphone present whenever using a credit card, 
which many people see as inconvenient. However, two-step verification requiring a 
smartphone or tablet is slowly becoming a staple in our technology use, meaning that it 
will be accepted and appreciated by credit card users soon. Beyond this, the market needs 
to grow to understand that the value of keeping their money safe is far higher than the 
value of a few seconds used to authenticate a purchase on a phone. 
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Evaluation & Control 
 

Timeline: 
 

Before Launch: 
Complete product software, working out any bugs or functioning issues. Send company 
salesmen to target customers (i.e. Visa, MasterCard, Discover, and American Express) to 
advertise and explain the product, including utility, safety features, and value for all 
parties involved.  
 
1st Week of Launch: 
Follow-up with the credit card networks to ensure strong customer relations. Send 
questionnaires out to customers and indirect customers. Establish liaisons with the credit 
card networks for contact with the indirect customers. Begin compiling and processing 
feedback and data about product functionality (from the questionnaires), and provide this 
information to the programmers. Programmers begin working on updating the product. 
Prepare to launch the first update. 
 
1st Month of Launch: 
Continue compiling and processing feedback and data about product functionality (from 
the questionnaires and the liaisons), and provide this information to the programmers. 
Programmers continue working on updating the product. By the end of the month, launch 
the first update, fixing major bugs and issues mentioned by customers. Continue the 
process of compiling feedback and updating the program. Continue implementing 
specified control measures (e.g. monitoring revenues and expenses, customer satisfaction, 
and credit card fraud rates).  
 
2nd Month of Launch: 
Send out the next set of questionnaires to the indirect customers pertaining to the 
functionality of the widget. Add this data, along with information compiled from the 
liaisons, to the group of data to be processed and sent to the programmers. Programmers 
continue working on updating the software (per the processed data from the 
questionnaires and liaisons). Prepare to launch the second update. Continue control 
measures. With product success, begin research for markets abroad (e.g. credit card fraud 
rates, general trust with technology, etc. in other countries). 
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4th Month of Launch: 
Continue the process of compiling feedback and updating the program. Prepare to launch 
the second update. Continue control measures. Continue research about expanding 
overseas. 

 
6th Month of Launch 
Monitor success with goal (i.e. 20% in 6 months). Launch the second update. Continue 
compiling feedback, working on updates, and implementing control measures. Continue 
research about expanding overseas, including narrowing down target markets. Begin 
recruitment for personal sellers (salesmen) with skills necessary to sell the product to 
credit card networks abroad (e.g. fluency in target country’s language, awareness of 
culture, etc.). 
 
1 Year after Launch 
Expand reach to credit card networks in target countries (e.g. Eastern European countries 
and countries suggested by our research). Send personal sellers to communicate with 
these companies (and begin post-launch process with these new credit card customers 
again, including sending out questionnaires, establishing liaisons, etc.) 
 
5 Years after Launch 
Monitor success of breakeven goal and overseas expansion goal.  
 
 

Specific Measures: 
 

The FreezEase direct target market consists of only a few credit card networks, but there 
is the indirect market of credit card network customers using the widget. Success with both 
groups is crucial for FreezEase to be a successful product, and the company will use marketing 
metrics to monitor both.  

 
Since the direct target market is made up of only four credit card networks, retaining 

customers is crucial. For every one customer (i.e. credit card network) that the company loses, 
that is a loss of a possible hundreds of thousands of potential widget purchasers and users, thus 
losing money for the company. A small number of target customers also means that qualitative 
data may be more useful to the company than quantitative data in terms of evaluative ratios. To 
monitor customer satisfaction, FreezEase will do a follow up with all of its customers, and send 
out unstructured questionnaires with open-ended questions to truly understand the company’s 
performance. The follow-up sessions and questionnaires will focus on the customers’ perceptions 
of company reliability, responsiveness, assurance, empathy, and the actual widget.  
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A large part of the success of the product depends on the indirect customers, as in the 

customers of the credit card networks who will be purchasing and using the widget software 
(whom will be referred to as “indirect customers”). While FreezEase is in complete control of 
maintaining the software, it does not directly sell to those who will use the FreezEase widget; 
thus, certain customer and sales information will be given to the company by the credit card 
networks it sells to (per the agreements of the contract the credit card networks must sign to do 
business with FreezEase). With customer information, unstructured questionnaires will be sent to 
these indirect customers, with questions pertaining to the functionality and usability of the 
widget. These questionnaires will be sent out one week after the first download. A new, similar 
questionnaire will be sent to the indirect customers at the end of the next month and every month 
onward to obtain constant data and feedback about the usability of the program. By having this 
information monthly, the programmers will have feedback crucial for them for the periodic 
software updates. 

 
There will also be a stream of employees working between the company and indirect 

customers to ensure the product’s proper functioning. FreezEase liaisons at the credit card 
networks will have direct contact with the indirect customers, to help with any downloading or 
software issues; software programmers will be in continuous contact with FreezEase liaisons to 
understand the issues that arise most with the software, and what can be done to be improved. 
All information from the liaison about errors with product functionality will also be recorded and 
kept with the survey questionnaires, and the data can be processed to reveal what the most 
common problems with the widget are; these will be the first problems addressed for the periodic 
software updates.  

 
FreezEase will monitor widget sales by the credit card networks and the sales revenues 

on a monthly basis; it aims to monitor the number of users of the widget to ensure FreezEase is 
reaching its 6 month goal (20% of credit card network customers) and its 5% growth goal after 
that as well. Expenses will also be monitored with the revenues, in order to ensure FreezEase is 
reaching its breakeven goal in 5 years, and to ensure costs are kept much lower than initial costs. 
Metrics measuring credit card fraud will also be monitored bi-monthly, to keep up with the 
company goal of reducing fraud for its indirect customers.  
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