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The winds of change continue to sweep across the business landscape, and ‘traditional’ models increasingly face 
the risk of being challenged or facing obsolescence. 

Yet, there probably has never been a more exciting time to be a consumer facing business! 

Embracing a host of newer technologies, including Artificial Intelligence, Machine Learning, Predictive 
Modelling, decentralized technologies and so on, businesses, both brick and mortar and e-commerce, have 
continued to adapt, evolve and thrive – and indeed defy any and all doomsday prophesies! 

As businesses increasingly move beyond stores and channels, there is a marked shift happening in the payments 
space as well, with transactions becoming increasingly ‘invisible’, friction-free, and convenient. Many leading 
players are also increasingly looking at storage, aggregation, access and usage of the various brand currencies 
such as gift cards, promo cards, loyalty points, refunds, cashbacks etc., more digitized, convenient and 
consumer-friendly. 

The consumer, meanwhile, never had it so good! 

Traditional notions – and periods of “full priced sale” – have literally become few and far between, and a 
never-before array of choices, deals, price-offs, cash-backs and other incentives continue to drive and 
perpetuate the new-age reality of Digital and Deal Distraction. 

Aided by a never-before bank of devices and technology literally at their fingertips, the consumer is spoilt for 
choice, and in a better position than ever before to research, compare prices, and finally make the decision to buy 
online or at a store. And all this at the best price possible, or at a price she is willing to pay! 

As both businesses and consumers come to terms with and brave this new world, this edition of Qwikcilver’s 
Annual Whitepaper takes a peek at some of the key trends, developments and insights. We also do a bit of 
near-term crystal-gazing! 
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The only way to look back at the last year is to say that it was a 
year in transition for businesses, especially retail, worldwide. 
There was marked uncertainty among the majority, and a few 
notable bankruptcies, including some big names such as 
Barneys New York, Beauty Brands, Charlotte Russe, 
Destination Maternity, Diesel USA and so on. 

The emphasis on understanding what consumers really 
wanted continued to expand the gap between the leaders and 
everyone else who followed. For businesses, understanding 
how consumer expectations are evolving has never been more 
important, and amid all the changes, the one thing that 
remains consistent is the fact that consumers are becoming 
more and more powerful and demanding, with expectations of 
having it all. 

The good news is that there is some predictability when it 
comes to what consumers really want! In a recent holiday 
study by Deloitte, over two-thirds of US adult shoppers said 
they hold price, product, and convenience above all when it 
comes to what they want: 

• Fair price: With drastically increased transparency and 
automated pricing making it difficult for a fair price to be the 
final differentiator, price alone does not drive consumer 
loyalty. 
• Quality and variety of products: Because personalized and 
commoditized products are offered in so many formats and 
channels, there is an overabundance of choice. 
• Convenience: Whether in the store or online, consumers 
want a friction-free experience, from finding ideas and 
inspiration to making purchases, managing returns, and 
advocating for the brand. 

With the convergence of supply chain, digital technologies, 
and other innovations, convenience is becoming a much more 
important piece of the equation.

THE CHANGING FACE OF BUSINESSES AND CONSUMERS

At its very core, convenience can be looked at as a human-
centred experience that provides consumers with a feeling of 
ease. There are many ways that consumers can perceive 
convenience: 
• “Saves me time (same-day shipping)”
• “Easy access to more offerings”
• “Special access to services that meet my needs”
• “Easily see the added value I’m receiving”
• “Meet all my needs in one place”

What many people are looking for is something that simplifies 

life while delivering a positive experience. People want to 
“outsource” the work of getting products. Instead of 
focusing on the act of purchasing products, they want to 
focus on the act of using them. That’s what appears to 
really matter.

In another sense, convenience is about elevating the 
human experience. In another recent Deloitte study, the 
five key pillars contributing to elevating this experience 
was found to be the following:
• Being obsessed with all things human
• Anticipating and proactively delivering on human needs
• Executing with humanity
• Being authentic
• Working to change the world

The bottom-line is that, to be successful, organizations 
should constantly define and refine what matters to their 
customers—truly enhancing either the human experi-
ence or the convenience factor. The reality is that it is no 
longer enough to market product through price alone. 
While the quality of the product is still important, the 
point of differentiation between brands is now often 
dependent on their ability to market the holistic experi-
ence such as service, delivery, the overall convenience 
and value that they provide.

Convenience matters
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Given the rapid pace of technological advances and social 
transformation, and with technology continuing to change the 
rules of engagement, the payments landscape has been 
witnessing a sea change. The penetration of mobile devices 
such as smartphones, laptops, tablets, and other smart 
devices have continued to disrupt commonly held notions on 
consumer behaviour, and indeed how they choose to pay. 

Sample this: On Singles Day (November 11) in 2019, Chinese 
e-commerce giant Alibaba set a new sales record of $38.4 
billion in gross merchandise volume in just 24 hours. What’s 
more astounding is that that over 90 percent of sales were 
enabled through smartphones. While that rate of engage-
ment is unheard of in the US, smartphone use hit an all-time 
high of 34 percent for Cyber Monday sales in 2019. 

With ‘alternate’ forms of payments fast becoming as 
mainstream as cash and cards, here are a few trends, both 
established and new:  

1. Contactless payments continue to grow. In Europe and 
Australia, it has been growing at 100+ percent and more than 
50 percent of transactions in 2019 are contactless.
2. Cash is experiencing an accelerated decline. Especially in 
Europe, ATM withdrawals have been declining steadily.
3. Smartphone manufacturers’ and tech giants’ mobile 
payments wallets such as Apple Pay, Samsung Pay and Google 
Pay are continuing to experience strong growth.
4. Wearables for payments have started to see growth with 
new devices, fashion and fitness accessories — the likes of 
Apple Watch, Samsung Smartwatch, Fitbit Pay, Garmin Pay, 
Swatch Pay etc.
5. Artificial intelligence (machine and deep learning) in 
payments have continued to grow, with intelligent fraud 
prevention being applied to payments transaction data in a 
real-time payment world.
6. The consumer experience for payments has become a 
battleground for banks, especially around authentication for 
PSD2 on third-party applications.
7. Brand wallets for both e-commerce and in-store payments 
have started appearing increasingly in sectors such as 
supermarkets, fuel and quick-service restaurants, focused on 
slicker checkout processes, including biometric authentica-
tion.
8. Businesses have started demanding new payment methods 
for recurring payments for subscription and credit-based 
services. 

As businesses and retailers become more and more digitally 
forward, it is imperative to keep in mind that digital enable-
ment across all aspects of the customer journey is important. 
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THE RAPIDLY SHIFTING
 PAYMENTS LANDSCAPE

                                                                                        THE EVOLVING GIFTING LANDSCAPE

The global gift cards market is projected to expand at a CAGR of 10.79% from 2016 to 2024 and predicted to reach a 
worth of US$698 billion by the end of 2024.

With the current gifting market estimated at US$65-70 billion, India is one of the most significant growth contributors 
to the global gift card industry, with a consistent overall growth rate of 2.5x year-on-year. The top three categories – 
e-commerce, grocery, and fashion – have been growing fourfold, threefold, and twofold respectively, over the last few 
years. What is even more exciting is that, with only about 2% contribution coming from Gift cards to the multi-billion 
gifting market, we have barely scratched the surface, and there is ample headroom to grow from here on.  

The rapid winds of change that are sweeping across the entire retail and payments landscape have played a part in the 
overall Gifting and the Gift Cards industry as well. The Gift Card industry was probably one of the first to take note of 
the impending changes happening around it, especially in the smartphone led e-commerce revolution. 
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As we continue to innovate and remain at the vanguard of the gift card story, here is a look at some of the key trends 
and developments that have already happened or are fast happening around us:  

1. From the fringes to the mainstream: 
Gift cards today have unquestionably moved into the mainstream, having rapidly integrated with the multitude of 
occasions that a country like India provides, with its sheer diversity, myriad festivals and a young and vibrant 
demographic. As per a recent internal study, over 70% of the respondents had purchased a gift card for gifting at least 
once. And around 85% of buyers were less than 35 years of age. 

2. The rise and rise and rise of digital/ electronic gift cards: 
From a meagre, less than 1% contribution in 2012-13, e-gift cards have come a long way and today hold sway with
over 96% contribution in value terms. This has no doubt benefitted from the growing trend of digitization around, 
the rapid internet penetration and proliferation of smartphone-led commerce. The key drivers for the increasing 
adoption of e-gift cards include the enhanced flexibility and the convenience it offers in today’s fast-paced lifestyle, 
where last minute gift hunting is quite the norm. Moreover, urbanization and the increasing disposable incomes of 
millennials driven by their hectic lifestyles increase the demand for convenient, flexible, instantaneous, and easily 
usable e-gift solutions. Corporates too have long ago realised and understood the possibilities e-gift cards offer from
 the point of view of cost, versatility, ease of handling and distribution along with the enhanced security aspects, and 
have rapidly embraced this convenient and hassle-free form factor. As per the Incentives and Gift Card Council 
findings, for corporates, the overall value, desirability, and ease of program administration create the real 
benefits – something  e-gift cards unquestionably can lay claim to. 

One other very welcome, although unintended, outcome of the near-domination of e-gift cards is in obviating the 
environmental threats associated with the disposability of the mostly plastic physical gift cards.  

As the pioneer and the market leader, Qwikcilver was 
ahead of the curve in realising and putting a premium on 
consumer convenience and user experience at the 
front-end, bringing to fore innovations like digital gift 
cards, gift card  e-commerce, social gifting, mobile-led 
omni-channel enablement and so on. 
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3. Increasing adoption of gift cards in the Consumer (B2C) gifting world:
The primary growth driver for Gift cards in most of the new emerging ‘Tiger’ markets, 
particularly India, have been the Corporate (B2B) segment wholeheartedly 
embracing the concept. The lion's share of the gift card market traditionally rode on 
bulk corporate gifting, which accounted for over 80%, with the consumer segment 
completing the remaining, smaller portion of the pie. 

The trend however, is fast changing, thanks to an increasing proliferation, spread and 
reach of gift cards that is being enabled through the various third-party ‘Gift Card 
Stores’ that have been coming up, thanks to various B2C portals like Amazon, 
Snapdeal, Nearbuy, PayTM etc., and other more niche operators such as Samsung Pay 
and Airtel Money. 

In this increasingly cluttered ‘seller’s market’, battle-lines are still being drawn, with 
players aiming to carve out a niche for themselves by offering deals, cashbacks and 
other sweeteners, a factor which has also created the phenomenon of the purchase 
of gift cards for self-use! Mobile wallets have also contributed to this trend, as they 
offer a hassle-free and KYC-free avenue of loading money in digital wallets.

Aided by the rise in discretionary spending on shopping among a burgeoning middle 
class across most of the developing regions, and driven by the sheer convenience and 
flexibility offered by a wide range of design template options, personalization 
capabilities and the advent of innovative features such as group gifting, delayed/ 
scheduled sending, e-gift cards have really hit the sweet spot with consumers, a 
phenomenon that is only expected to grow. 
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4. The advent of the wallet phenomenon: 
Brand wallets have made their appearance in recent times, and are fast gaining acceptance as the single-point storage 
and repository of all “brand issued” currencies, such as gift cards, e-gift cards, promotional cards/ currency, cashbacks, 
loyalty points, refunds, credit notes, store credits etc. With the consumer having to remember nothing more than his or 
her mobile number, wallets are really the ultimate consumer-convenience tools. 

From a brand’s perspective, wallets offer a multitude of benefits by providing a virtual “consumer account” which can be 
harnessed for a secure and controlled distribution of brand currencies, especially refunds, credit notes, store credits 
etc., apart from targeted, segment-specific promotional programs. The omni-channel capabilities of the instrument, 
easily configurable logic handling and seamless integration interfaces to both offline and online points of sale provide 
retailers a never-before level of power – and data. 

Qwikcilver has been privileged to partner and power the first-in-segment, truly omni-channel white-labelled wallets for 
a variety of our brand partners. 

5. The emergence of the ‘self-serve’ paradigm:
In line with the rise and rise of e-gift cards/ digital gift cards, both consumers and corporates are becoming increasingly 
addicted to the ‘instant’ nature of these. This has led to increasing adoption by corporates of Qwikcilver’s user friendly, 
self-serve tools such as our proprietary QwikServ and the like. Serv
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6. Digitizing consumer convenience – beyond gift cards:  
Qwikcilver continues to be the pioneer and blaze the trail in the consumer convenience 
journey across many different industries such as Airlines, Hospitality, Entertainment, 
Healthcare, Travel, E-commerce, Retail, Hypermarkets etc., with many new and 
relevant-to-industry features from its state-of-the-art Stored Value Engine. 

Businesses are increasingly digitizing their entire sales refunds, store credits and credit 
notes issuance process, in an attempt to provide a completely user-friendly, digital 
experience to consumers. In most cases, these are generated on the fly and directly added to 
the consumer’s ‘brand wallet’, making the entire process paper-free, seamless and 
hassle-free. Apart from providing greater convenience to consumers, brands also stand to 
benefit from this in the form of greater efficiencies, reduced cost of paper and stationery, and 
of course greater trackability and ease of reconciliation. 

Looking beyond retail, service industries – particularly Entertainment, Hospitality and 
Airlines – face challenges that are very specific to their sectors and unique in nature. Being 
highly “service oriented” by nature, they often come under severe pressure while catering to 
consumers who are extremely demanding, and are used to certain service standards, 
especially in the case of service misses, delays or no-shows/ cancellations. The situation is 
further aggravated in the case of Airlines, Hospitality and Travel, with regulations in many 
countries mandating that consumers be compensated generously for flight delays or 
cancellations. Compensation vouchers, “goodwill” or service recovery vouchers are quite the 
norm in such sectors, and there is an increasing trend of brands digitizing their issuance of 
such currencies, resulting in both greater internal efficiencies as well as enhanced consumer 
convenience and experience through instant gratification. 

In the Airline, Travel and Hospitality industries, upgrades are well established tools for 
compensating unhappy consumers, and for retaining and delighting them. These upgrades 
could take the form of room or seat/ class upgrades, or even that of additional baggage 
allowances or complimentary meals. There is also an increasing trend and even an ask from 
industry players for better and more efficient means of managing, issuing and controlling 
these instruments, apart from preventing pilferage and being able to track these better. 
Digitization of these “upgrade vouchers” provides a ready solution to all the above 
challenges, apart from making it ultra convenient for the consumers, a fact that has not been 
lost on the industry.  

Such compensation and upgrade vouchers also come with their own unique requirements, 
including the need for specific controls and program behaviours – including conditional 
applicability, non-acceptability during ‘black-out’ periods, controls on transferability, clubbing 
of multiple instruments, multi-currency capabilities and so on, demanding capabilities that 
are truly next-gen. Qwikcilver, with its consistent track record of leading the change, is well 
poised, and indeed uniquely placed, to serve these requirements of the industry.
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WHAT THE FUTURE (THE NOT-SO-DISTANT ONE) HOLDS

In a rapidly changing landscape, the only constant has been the need to serve the consumer – and serve him better, 
faster and in greater ways than ever before, and the sooner businesses embrace this new reality, the better it will be 
for their survival. 

Given the increasingly important imperative to align themselves with consumer expectations and provide greater 
value and convenience, “to be or not to be” is no longer the real question when it comes to being digital. Today, 
businesses almost universally recognize that digital has reshaped customer behaviour and shopping forever. They 
have moved beyond previously held notions of digital equating to e-commerce, and have embraced and weaved digital 
into every aspect of their operations, in a bid to anticipate and cater to the individual consumers’ evolving desires and 
expectations. 

It is indeed safe to say that the new ‘digital divide’ will no longer be about access to technology and digitization, but 
about the growing gap between the digital experiences that businesses are delivering and the experiences that their 
customers actually want. 

And if ‘channel-less commerce’, and the blurring of lines between consumers’ channels of purchase wasn’t enough, 
digital technologies today are offering businesses the opportunity to bridge – actually blur – the gap between a virtual 
shopping experience and a physical one. Artificial Intelligence (AI) and Augmented Reality (AR) will continue to be 
attractive technologies for brands, and retail will very soon be not just channel-less but also store-less. 

‘New Retail’, a phrase coined by Alibaba’s Jack Ma to refer to C2C (consumer to consumer), b2C (small business to 
consumer), B2C (business to consumer) and OTS (online takeaway services), is rapidly becoming a larger contributor 
in the market, by developing a convergence not just of online and offline shopping, but also other consumer services 
such as food delivery, entertainment and ride hailing, among others. 
  
As businesses and emerging technologies strive to make shopping and consumer experiences more and more 
seamless, convenient and “personalised”, it is inevitable that retailers will seek and collect more and more information 
which is ‘personal’ in nature, from consumers. While it is well established that consumers are willing to trade-off 
information about themselves with a more “personalised” and bespoke experience, data protection and privacy in an 
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open and trusting environment is becoming extremely 
relevant for retaining consumer trust. With greater 
levels of data comes greater responsibilities, and it will 
indeed be the need for trust and transparency – rather 
than the laws of the land – that will drive the shift 
towards a more responsible and mature approach and 
framework for handling and managing sensitive personal 
data.  

The payments space meanwhile, will continue to evolve, 
with players continuing to compete to carve out a larger 
role in the cards and payments landscape. The trend of 
payments becoming more and more seamless and 
invisible will continue, with the emphasis on making it as 
friction-free and pleasant as possible. 

We at Qwikcilver, have always prided ourselves on being 
at the vanguard of – and also a driver of – these 
consumer shifts, starting with the introduction of gift 
cards and e-gift cards in a market dominated by paper 
vouchers; driving digitization and mass adoption of gift 
cards through gift card e-commerce and mobile apps; the 
first of its kind ‘social media gifting’ solution in the Asia 
Pacific; developing and enabling the gift card distribution 
network and partner ecosystem; the introduction of 
white-labelled brand wallets for retail, e-tail and service 

industry partners; moving beyond gift cards and e-gift 
cards to other brand issued currencies such as credit 
notes, refunds, service recovery vouchers, and so on. 

Through this journey, the need to constantly and 
continuously enable our brand partners to make their 
consumers’ lives better, has been our raison d'être, and as 
we move forward, it will continue to guide and shape our 
vision and purpose. 

We have also always prided ourselves in being a 
responsible corporate citizen, and in staying ahead of the 
curve when it comes to transparency and in complying 
with the regulations and the laws of the land(s). We are of 
the view that integrity matters when it comes to dealing 
with personal identity and as a company with an 
increasing global footprint and an ambition to serve 
customers across the world, we are serious about our 
compliance to GDPR and some of the other important 
regulatory frameworks across the world, and are well on 
our way to be fully compliant and ready this year. 
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CONCLUDING THOUGHTS : 

While we as retailers and businesses continue to reinvent ourselves to 
be in tune with the new reality, we would do well to remember Philip 
Kotler’s age-old axiom of businesses needing to look at themselves from 
the consumer’s point of view to stay relevant – an invaluable piece of 
wisdom that is more relevant today than ever before. 

And while the rapidly shifting sands of the business landscape continue 
to throw up newer challenges, it is also important to recognise the gamut 
of opportunities they present us with. 

Those who recognise the possibilities have an opportunity to innovate 
and thrive, while those who choose to ignore the opportunity to innovate 
will be left to playing catch up, both in implementing ideas and building 
reputations.
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Life in the times of COVID-19 :  

As this whitepaper goes to print, we are in the middle of a grave crisis brought on by the COVID-19 pandemic. Markets 
and economies worldwide have taken a hit and have experienced lows rarely seen before, and the outlook appears a bit 
bleak in the near-term. 

COVID-19 clearly is impacting World business and economy on a scale that is unprecedented in history. According to 
Market intelligence agency Mintel, it could lead to tidal changes in consumer behaviour, especially in the Chinese and 
Asia-Pacific markets. The silver lining, as the agency goes on to suggest, is that the mass self-quarantines and the extra 
time at hand will provide brands an opportunity for more and more interactive ways to engage with their consumers at 
home, and there are distinct benefits to both consumers and brands in having consumers' time, technology and 
attention.  

Also, while we do not yet know what impact the mass quarantines and the widespread ‘social distancing’ will have on 
their collective behaviour and the way people go about their lives, from whatever we have seen, there is empirical 
evidence on payments becoming more contact-less, which could be the beginning of a new, albeit induced, consumer 
behavioural shift. 

In the world of Gift Cards, it would definitely reflect in an even greater thrust and adoption of e-gift cards, which have 
anyway been the perfect tools for gifting, even before the concept of social distancing came along! 

It will truly be a test of character for businesses worldwide, but this too shall pass soon, and we will bounce back and 
come out stronger, more resilient and wiser in the process.



QWIKCILVER AND DATA PRIVACY & PROTECTION

Qwikcilver is an ISO27001:2013 certified company and is fully aligned with PPI (Pre-paid Instruments) 
guidelines per the Reserve Bank of India (RBI).  

Data Security, Protection & Risk Management: Qwikcilver considers Security with utmost importance 
and has actively adopted prepaid industry best standards for enforcing security requirements. 
Authentication, Authorization and Accountability (AAA) is built from the ground-up architecturally within 
the Qwikcilver Platform. Qwikcilver follows the ISMS (Information Security Management System) as per 
ISO27001 standard to secure the data as well as stringently adheres to secure coding practices based on 
OWASP top 10.
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YOUR DATA PRIVACY
AND DATA SECURITY IS OUR 
RESPONSIBILITY

Even though during our discussions with PCI, it came about that the certification is not applicable to us, since we do not 
process or capture any VISA/Master debit and credit card information, we have ensured to imbibe many of the security 
controls from PCI in our product design as we felt it adds value to our platform. The twelve major areas of PCI-DSS that 
have been incorporated and adhered to include maintaining a firewall configuration aimed to protect our customer 
data and following password security guidelines. Sensitive data is encrypted and protected through encryption and 
strong access control measures. Most of our transmission is through TLS 1.2 on https to ensure data-in-transit security. 
Stringent checks are carried out on our ITGC (IT General Controls) to ensure secure systems, applications, anti-virus 
software, IPS (Intrusion Prevention Systems), regular patch management amongst other security controls that are part 
of our board approved information security policy. Our gift card data (Card# and pin) access is restricted both from a 
logical as well as physical security perspective. All end points connecting to the production network are well protected.  
Only authorized devices can access the production system through Jump servers. We push for communication over 
https with SSL/TLS certificates and work with our clients to address technical dependencies to achieve this, especially 
TLS1.2 compatibility.

Integration of security activities through the standard SDLC (Software development Life Cycle) enables timely, 
risk-based identification and remediation of security vulnerabilities throughout the lifecycle. By integrating security in 
SDLC, results are – lowered cost of operations, increased resource productivity, improved application security and 
increased customer satisfaction. 

To ensure our Internal Security processes go together with external influences that are part of our eco-system, 
Qwikcilver has ensured to have in place a strong vendor risk management framework.  This helps to enforce few 
minimum criteria with our Vendors. For example, for our vendors that touch our data and our customer data, they need 
to be at a minimum ISO27001:2013 certified or its equivalent. Periodic reviews are planned, and assurance sought 
through their annual submission of certification credentials. Our Vendors are also assessed for their capability to support 
our Data Privacy requirements, hence their GDPR, PDPA support readiness, and other such credentials are verified.
 



QWIKCILVER AND DATA PRIVACY & PROTECTION

Qwikcilver is an ISO27001:2013 certified company and is fully aligned with PPI (Pre-paid Instruments) 
guidelines per the Reserve Bank of India (RBI).  

Data Security, Protection & Risk Management: Qwikcilver considers Security with utmost importance 
and has actively adopted prepaid industry best standards for enforcing security requirements. 
Authentication, Authorization and Accountability (AAA) is built from the ground-up architecturally within 
the Qwikcilver Platform. Qwikcilver follows the ISMS (Information Security Management System) as per 
ISO27001 standard to secure the data as well as stringently adheres to secure coding practices based on 
OWASP top 10.
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Integration of security activities through the standard SDLC (Software development Life Cycle) enables timely, 
risk-based identification and remediation of security vulnerabilities throughout the lifecycle. By integrating security in 
SDLC, results are – lowered cost of operations, increased resource productivity, improved application security and 
increased customer satisfaction. 

To ensure our Internal Security processes go together with external influences that are part of our eco-system, 
Qwikcilver has ensured to have in place a strong vendor risk management framework.  This helps to enforce few 
minimum criteria with our Vendors. For example, for our vendors that touch our data and our customer data, they need 
to be at a minimum ISO27001:2013 certified or its equivalent. Periodic reviews are planned, and assurance sought 
through their annual submission of certification credentials. Our Vendors are also assessed for their capability to support 
our Data Privacy requirements, hence their GDPR, PDPA support readiness, and other such credentials are verified.
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DATA PRIVACY AND GDPR

Qwikcilver understands and believes that Customer trust is of utmost importance with regards to Data Privacy 
and Data protection. Hence Qwikcilver strives to maintain a high level of transparency regard to Data Privacy. 
Privacy of customer data is identified as a key focus area as we continue to grow along with our customers whose 
eco-system now spans across regions and geographies. 

Hence, we recognize this as a key business enabler for us and our customers for the future and hence we have set 
out on a journey to meet our compliance goals in-line with our enhanced Data Privacy framework, which is a 
region agnostic framework based on GAPP mapped with GDPR, PDPA, DIFC, APP amongst other Privacy laws 
and regulations. This is to ensure we enable and enhance our product and its relevant processes be flexible and 
scalable to the relevant region-specific privacy laws, asks and requirements, thus addressing the key needs of our 
customers’ end user base.

Some of the key areas we give special attention to and address are pertaining to complying with Data hosting and 
localisation needs and its readiness across a cross-section of our entire Platform eco-system comprising of our 
Internal tools, third parties, SaaS tools and so forth; readiness to support Data-Subject/end-consumers rights 
such as the ‘right to forget’; reduction of PII (Personally Identifiable Information) footprint as far as possible; Role 
Based Access controls and  maintaining a transparent Data Retention policies. 

With an aim to further enhance our controls around Vendor Risk Management, Data Privacy and end-to-end 
Fraud Risk Management, we have put in a roadmap to continue identification, detection and mitigation of some 
key risks that might potentially impact us or our customers.

The eco-system of vendors, customers, resellers and Qwikcilver needs to be constantly evaluated to identify 
areas of weaknesses to ensure data security and fraud prevention. The key data points in this eco system are the 
card number and PIN. These have the potential to cause immense financial as well as reputational damage to all 
parties involved.

While at Qwikcilver, we ensure to store this information following the many security practices as detailed in the 
above sections, like storage of PINs’ in encrypted manner, sharing of the card and Pin details automatically 
through secure FTP to the card manufacturers etc, there are further steps planned and deliberated for 
generation of PINs dynamically through URLs with card holder intervention and additional authentications. 
Some of the other thoughts include printing only part of the Pin and generating the other half of the Pin through 
an OTP or URL mechanism.

Performing vendor risk reviews through a combination of self-assessment, offsite and onsite reviews across 
agreed security controls are also performed on a regular basis. This ensures that our security practices are 
prevalent across our entire eco-system.

Qwikcilver has set up a Security Operations Center (SOC), a first in this industry space, continuing its legacy of 
defining the path ahead in-line to its product innovations for gift cards. The objective of the SOC is the 
monitoring of the entire eco-system of Qwikcilver gifting platform on a 24*7 basis using an intelligent SIEM 
(Security Information and Event Management) tool. This monitoring is for any security events and threats, to 
detect them in advance, as well as prevent them from propagating. Additionally, Qwikcilver’s domains are 
monitored for Anti-phishing attempts as a measure to safeguard our brand as well as our Customer’s reputation.

Qwikcilver has also embarked on its path for the SOC1, Type 2 attestation for the year 2019-20.

Qwikcilver is committed to keeping the information stored on its computer systems safe and secure. Each of the 
key components of Qwikcilver’s multi-layered security strategy is endorsed and defended throughout the 
organization. Qwikcilver applications provide controls at each level of data storage, access, and transfer. With 
Qwikcilver applications, platform and products, users can be rest assured that Qwikcilver values the privacy, 
confidentiality, integrity, and availability of their data.

For more detailed information on Qwikcilver’s GDPR compliance, Security and related aspects, please write to 
us at gdpr.enq@qwikcilver.com 
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SOME CATEGORY INSIGHTS AND STATISTICS FROM 
QWIKCILVER’S GIFT CARD UNIVERSE

AVERAGE LOAD VALUE
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This is the average value of a gift card at the time of activation or the first load.

AVERAGE DAYS TO REDEMPTION

Average load Value across categories - FY 2019-20

Hospitality ₹ 7,800.91
Salon/Spa ₹ 3,992.18
Jewellery ₹ 11,761.12

Online Travel ₹ 2,449.50
Others ₹ 739.39

Department Store ₹ 1,653.95
Electronics ₹ 2,080.39

Online Market Place ₹ 1,005.52
All categories ₹ 1,116.48

Specialty Store ₹ 909.31
Fashion & Apparel ₹ 1826.75

Accessories ₹ 1,920.09
Online Department Store ₹ 1,329.17

F&B ₹ 682.12
Entertainment ₹ 588.25

Grocery Hypermarket ₹ 1,176.38
Health & Wellness

< 1 month

₹ 590.85

This is defined as the number of days within which the Gift Card gets redeemed. In general, the higher the value, the 
faster the redemption. Typically the majority of gift card redemptions take place within the first 30-40 days. We can see 
the trends in the below illustrations.
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14%

68%

  1-3 months   3-6 months   6-9 months > 9 months 



PHYSICAL VS. E-GIFT CARDS CONTRIBUTION

Y-O-Y ISSUANCE TREND FOR GIFT CARDS
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Year-wise Trend - e-GC vs. Physical Cards

(Growth % is computed against the Base Year 2011-12)
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Category-wise Progressive Trend Distillate

• Breakage is considered as the unredeemed balance on a card at the end of its original expiry date

• Breakage information has been analysed and considered through the period 2011-2018. 
    (Breakage for 2019 is not yet due)
 
• Due Weightages have been accorded basis program performance across B2B and B2C

• Breakage percentages fluctuate from year to year on account of variables such as gift card validity, the range of
    average activation values, overall program performance and the mix between B2B and B2C offtake, all of which
    influence the redemption behaviour and consequent data.

• The breakage map is constantly evolving and maturing, with the passage of years and the introduction of newer
    brands, categories and programs.

BREAKAGE TREND ANALYSIS – 2011-2018

JUNE 2020

Method & Notes

Data considered across calendar years 2011-2018

9.6%

7.3%

9.2%

4.1%
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26.5%

2.6%
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Category-wise Weight Average Across Years
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28.8%

35.0%

25

Self Use vs Gifting Trend Analysis – 2015-2019

• This trend analysis is based upon our observations and inferences over the years and comprises information 
    from both physical and digital gift cards.

• However, based on anecdotal information on this aspect, it is worth also noting  that there seems to be a marked
   propensity on the part of the buyers to have the gift card sent to themselves first and then forward the gift card
   to the intended recipient.
 
• It is not always that the sender remembers the email id of the intended recipient.
 
• Hence, there is no way of accurately measuring this behaviour because of lack of a line of sight into whether the
    buyer actually forwards these gift cards to the intended recipient or not.

Method & Notes
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TREND ANALYSIS OF BREAKAGE OVER THE YEARS
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*With the addition of more categories and the constant evolution of the Gift Card market and the brand 
paid-purchase gift card programs, we are seeing an overall stabilisation in breakage.

Data considered across calendar years 2011-2018

Source Credit: The Indicative Trends depicted here are derived from Detailed Internal Studies carried out by Qwikcilver Solutions Pvt. Ltd. 



Pioneers of the Gift Card revolution and the power behind the Gift Card programs of more than 200 brands 
worldwide – this is how Qwikcilver has been known as and we are here to make people, brands and businesses across 
the world smile and celebrate in pure delight! 
Committed to a relentless pursuit of futuristic and cutting-edge technology in the Prepaid and Stored Value space, 
Qwikcilver now brings you a full-service menu of innovative, new and optimized products that enable you and your 
brand to not just impress your customers, partners, employees and stakeholders, but to also inspire and retain them, 
and make their lives better. 
With the power of innovation and backed by the speed and precision of the lightning bolt, we present to you, products 
that give you Growth, Efficiency and Possibilities to the power of X!

GIFT CARD TRANSACTION PROCESSING & MANAGEMENT 

IN-STORE AND ONLINE CONSUMER PROMOTIONS 

INSTANT REFUNDS/ STORE CREDITS VIA GIFT CARDS

UNIVERSAL SUPER-WALLET/ CONTAINER ENABLING ONE-VIEW 
AND PRIORITY-BASED BURN OF YOUR BRAND CURRENCIES 

BILLING SOFTWARE/ ONLINE STORE INTEGRATION APIS TO 
ENABLE YOUR OWN GIFT CARD AND ALLIED PROGRAMS

WHITE-LABELLED ONLINE WEB-STORE FOR YOUR GIFT CARD 
E-COMMERCE 

WHITE-LABELLED PWA ON MOBILE/ TABLET FOR YOUR 
GIFT CARD E-COMMERCE

GROUP GIFTING (POOLING FUNDS) 

WAREHOUSING & FULFILMENT SERVICES 

BRAND GIFT CARD PROLIFERATION ON QWIKCILVER DRIVEN 
CORPORATE & PARTNER CATALOGUES

                                       – 

             NOW TO THE POWER OF     !

26



TRADITIONAL BULK PROCESSING/FULFILMENT ENGINE
 (NO PG BASED PAYMENT/TRACKING/OMS) 

SIMPLE REDEMPTION INTERFACE FOR NON-INTEGRATED MODEL 

A COMPREHENSIVE POINTS MANAGEMENT ENGINE FOR 
RETAILERS, HOSPITALITY & OTHER SERVICE PROVIDERS, 
CORPORATE LOYALTY & CHANNEL LOYALTY PROGRAMS ETC

OUT-OF-THE-BOX STANDARD REPORTS 

SETTING UP AND CONFIGURING RULES & PRIVILEGES FOR 
EACH CARD PROGRAM 

REWARDS & RECOGNITION PROGRAMS FOR VARIOUS 
STAKEHOLDERS (EMPLOYEES, CHANNEL PARTNER, CONSUMERS)

TRADE PROMOTIONS & CONSUMER CAMPAIGNS 

AN END-TO-END SOLUTION FOR ALL CORPORATE AND BULK 
GIFT CARD ORDER MANAGEMENT AND FULFILLMENT

REAL-TIME GENERATION OF MULTI BRAND GIFT CARDS 
ON THIRD-PARTY WEBPAGES THROUGH API 

WHITE-LABELLED ONLINE CATALOGUE WITH CUSTOM REWARDS

Serv

WEB-BASED ACTIVATION & REDEMPTION INTERFACE FOR 
NON-INTEGRATED MODEL 
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Qwikcilver is the Pioneer and single largest end-to-end service provider 
in the pre-paid, gift card space, serving the Who’s Who of the retail and 
service industries in India, the Middle East, South East Asia regions. 
Qwikcilver today, using its robust, secure, banking-standard, transaction 
management platform, powers 9 out of every 10 gift cards and e gift 
cards sold.

Headquartered in Bangalore, India, with offices in Singapore , Sydney and 
Dubai, Qwikcilver manages a value of over USD 2  Billion annualised GTV 
& over 1.25 Billion volume of transactions annually. It is the definitive 
one-stop-shop for different variants of prepaid programs, digital and 
digitized gift card programs, promotion programs, loyalty programs, 
discount programs and the like. The Qwikcilver platform has been 
successfully deployed across the world at our retail partner stores and 
online. Qwikcilver offers a completely secure, banking standard, transac-
tion management platform that operates simultaneously across multi 
geographies, multi time zones and supports multi currencies in real time.

Pioneering and creating new markets requires great flexibility and 
innovation. Qwikcilver has assumed the mantle of an aggregator/ distrib-
utor partner to the brands, offering myriad gift cards and e gift card 
solutions to the marketplace using a variety of distribution channels, 
re-sellers, retail points, catalogues and the like, including its own 
consumer facing web-commerce engine www.woohoo.in  and even 
catering to consumers in India on the move through the innovative 
woohoo mobile app.

Want to know more about Qwikcilver? 
Visit www.qwikcilver.com 

ABOUT QWIKCILVER

© 2020: Qwikcilver Solutions Private Limited: 



Enquiries?
Write in to; marketing@qwikcilvermail.com

© 2020: Qwikcilver Solutions Private Limited

Corporate Office – India:
Qwikcilver Solutions Private Limited 
111, First Floor, Brigade Manae Court, 
5th Block, Koramangala,
Bangalore – 560095

Middle East – Dubai:
Qwikcilver Solutions Private Limited
DMCC Branch, Unit No 64, DMCC 
Business Centre, 
Level No 1, Jewellery & Gemplex 3, 
Dubai, United Arab Emirates.

South East Asia – Singapore:
Qwikcilver Solutions Pte Ltd,
5 Shenton Way,
#10-01 UIC Building, 
Singapore 068808
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E V E R Y T H I N G  G I F T  C A R D S

Want your brand’s own Gift Card Program?
Write in to: qc.ces@qwikcilver.com

Want to know about Corporate Sales?
Write in to: corporate.sales@qwikcilver.com

International Enquiries?
Write in to: int.enq@qwikcilver.com
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