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Background of the case
The management of the bank has to decide whether to launch the new credit card in the Romanian market or not and the target audience for their new services. Considering the bank’s strengths, the bank must be known for its excellence in its services to the affluent clients in Romania. This means that the bank has established a ground for the new business. Similarly, the wide array of services offered by the bank such as checking, personal loan services, and other banking services have given the bank an upper hand in the market. However, from the business’ point of view, there are weaknesses against this idea, for instance, the low per capita income and the poor infrastructures in the country make it a little difficult for the bank to start the new project. 
Strengths
Observably, the bank has several strengths to allow it to establish the credit card business in Romania. For instance, the bank has several branches in Europe and has been operating for quite some time where it has managed to offer exceptional services in securities. Arguably, the image that the bank has created and the scope of its operations can allow it to establish the credit card service in Romania. Also, over time, the bank has grown to become popular in the Romanian market due to its effective customer service among the affluent clientele. Because of the high-end services offered by the bank in Romania, it has created a positive brand image in the country which has consequently resulted in core competencies and a positive reputation. 



Weaknesses
As observed through the case study, the bank focuses, particularly on the affluent clients. It is important to note that narrowing down to cover the lower-level clients would expose the bank to economic risks associated with the failures of the economy. Similarly, a lower customer base also stands as the bank's main challenge in the implementation of this service. Many people in Romania seem not to be familiar with credit cards and choose to use cash in most of their purchases. Also, the decrease in the amounts of disposable income by the people due to the effects of the recession can as well be considered as major challenges facing the implementation of this idea. 
Opportunities
Analyzing potential opportunities for the credit card service would involve the following major aspects of the environment. Political; the stringent government regulations have assisted the bank in establishing ethical policy frameworks consequently helping them to win the trust of the customers, economical; it is evident that the bank has overcome the negative impacts of the recession and the disposable income of the people is significantly rising over the past years Similarly, as observed in the case study, over half of the Romanian population are now willing to purchase their items directly from Europe, this is an indication that the middle class in the country have now become affluent customers, social; due to lack of awareness among the people regarding credit cards, the bank needs to engage in creating awareness among the people, this would targeting the untapped market, technology; as observed there has been a constant rise in the number of ATMs across the country over the past few and most merchants have also begun to accept card payments, this would help the customers operate with the cards comfortably. 
Threats
Despite the increase in the number of ATM terminals across the country, it is observed that merchant acceptance of credit card payments has however remained low. This can be considered a threat to the new initiative. Similarly, the bank also financial losses if they have to restructure their customer targets to include lower-class customers, especially due to economic crisis. Similarly, tapping the new market can as well be costly for the bank.
[bookmark: _GoBack]Data analysis
The first spreadsheet shows the possible revenue the bank would earn if the credit card is introduced in the country. With the annual revenue per cardholder placed at 122.8 euros for the affluent customers and 163.4 million euros for the most affluent customers, we can therefore determine which segment holds the most potential profits for the bank. In essence, the provided analysis would help the bank in determining they would need to do increase their revenues. Similarly, the determination of acquisition costs is important to choose the right customer if the bank is to achieve the highest potential through credit cards. 
The illustration of the break-even analysis as evidenced in the fourth spreadsheet presents the bank's thought regarding the target market of their affluent customers. Ideally, to break even, Alpen needs 53, 604 affluent customers. Generally, as observed, to be able to achieve the 5 million euros mark, the bank requires to have a total customer base of 92, 820 customers. Targeting affluent customers would help the bank achieve the largest revenue. 



The bank’s current positioning
Basing on the current strategy, the bank must focus on promoting its premium services since this would create a strong brand image for the bank. As noted, the bank’s affluent customer base currently stands at 200, 000 customers, which it can use to build and promote an excellent reputation. An analysis of the market environmental factors has revealed that the bank can survive in its credit card plan, however, it must only focus on the affluent customers as their primary target and offer them high-end services. Also, the bank has the opportunity of extending these services to their new customers too.
Recommendations
I think Alpen bank should enter the credit card business however in its first phase, their main target should be the affluent customers. Based on the analyzed figures it was evident that the segment will have the highest revenue. Similarly, the bank would also need fewer customers to realize the 5 million Euro objective. I recommend that the bank introduce a high-end credit card with higher credit limits; admittedly, this would help the bank maintain its exceptional services. In my recommendations, I think the bank should target the middle class and the affluent customers in its second phase of the credit card launch. During this phase, the bank should apply lower and reasonable rates. In my opinion, I am convinced that the bank should launch credit card services in this market. 
