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THE VIEW FROM THE TOP

As the 5th edition of our annual whitepaper went to print in April 2020, we were still coming to terms with what was 
looming ahead of us – and what eventually turned out to be a phenomenon of unprecedented proportions, affecting 
everyone and everything in its wake. 

To say the pandemic impacted us – as in, we the world – would be a massive understatement, and the jury is still out 
on the actual extent of the impact it had on us and life as we knew it – and whether some of those are long-ranging 
and irreversible. But what we do know is that it challenged and shook the foundations of some of our beliefs and 
brought into perspective some of the things we knew all along, but had chosen not to pay heed to. 

As markets and economies the world over took a hit and experienced lows rarely seen before, and the global 
economy shrunk by 4.4% (as per IMF estimates for 2020, which the organisation went on to describe as the worst 
decline since the Great Depression of the 1930s), and yet, there has never been a better time when the human 
enterprise, resilience and spirit shone through – be it the way crisis-hit restaurant chains adopted innovative 
delivery-led models, brick and mortar retailers’ rapidly shifted towards e-commerce, countries attempted to 
rebuild tourism, B2B companies quickly discovered and adapted to online sales, and businesses worldwide 
suddenly became open to a work-from-anywhere model and ensured business – and life – goes on.   

Closer home in India, with the economy shrinking and fiscal deficit ballooning, some segments of the economy were 
badly hit, especially small enterprises and the informal sector. However amidst this, India Inc added over 1600 new 
start-ups to its already vibrant ecosystem, and 2020 also saw the emergence of 3 new unicorns and 5 soonicorns. 
And from all accounts, the Indian consumer story, which has captured the imagination of investors across the world, 
seems to have recovered from a temporary blip and is back on track, albeit with certain shifts in how and what 
people consume. The unprecedented safety consideration led rise in desirability for personal transportation has led 
to an unheard of slew of new launches and some record breaking sales numbers and waiting periods. This has 
resulted in most companies ramping up their production facilities to a whole new level. With the stock market 
showing healthy growth and Nasscom forecasting an addition of at least 10 more unicorns before 2021 is through, 
the market and consumer sentiment – a key factor when it comes to domestic consumption, which in turn is one of 
the key drivers of the economy – is definitely on an upward spiral. 

Meanwhile for us at Qwikcilver, just as the year forced us to move to an unprecedented work-from-anywhere 
model literally overnight, the adversity also made us dig deeper and discover newer levels of productivity and 
enterprise that has helped us unearth some great new opportunities and add some 40-odd marquee names to 
our list of customers and merchant partners. The last year also saw us gaining greater traction in the GCC and 
SEA markets, and some high-profile work in the ANZ market. We are also happy to announce a global collabo-
ration with Amadeus, the leading provider of technology solutions for the travel industry, to offer powerful 
retailing tools tailored for airlines.

So was 2020 really the Annus Horribilis it has been made out to be, or was it in reality an Annus Mirabilis? Depends 
on how one chose to look at it, if you ask us. Charles Dickens may very well have been talking about the current 
times when he wrote about it being the best of times and the worst of times; it being the age of wisdom and the 
age of foolishness; it being the season of Light and the season of Darkness; it being the spring of hope and the 
winter of despair; and of having both nothing and everything before us! 
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The changing face of consumers and businesses in a pandemic world

The one thing that the pandemic has undoubtedly done is to disrupt the older and traditional ways of doing business 
and significantly alter the way consumers behave. 

One of the key shifts from our perspective has been the rapid rise of e-commerce and the increasing share of e-com-
merce among businesses that have traditionally focused on the brick-and-mortar formats. Industry reports indicate a 
surge in the overall contribution of e-commerce by as much as 3 times, even among large format, primarily 
brick-and-mortar retailers in India. This view is corroborated by findings from the consumer world too. For example, a 
recent study by E&Y indicated that 67% of customers are now not willing to travel more than 5 kilometres for 
shopping. 

An interesting fallout is that traditional brick-and-mortar retailers are beginning to pivot to the omni-channel 
experience. As per a recent McKinsey survey, 65% of retailers base decisions about their store network on just the 
brick-and-mortar performance, without considering how changes might affect the omni-channel experience, but the 
pandemic however, has ensured a much faster adoption and shift in mindset. 

With both in-person interactions and shopping heavily hindered by COVID-19 over the last year, social commerce is 
on the rise. The surge in e-commerce that followed the path of the pandemic has led to many social platforms pursuing 
strategies for transforming their already-astronomical engagement into profits. Tik-tok partnering with Shopify, 
Instagram adding shopping to IGTV/ Reels, WhatsApp adding checkout carts, Facebook buying Kustomer, Meesho 
emerging as a Unicorn etc. are some of the key indicators in this regard. 

One of the key questions that is being asked in a  pandemic world is on how physical spaces can change to be relevant in 
a digital world. That there will always be a need for physical interactions in commerce is beyond argument, but with 
transactional elements now becoming increasingly digital, remaining physical interactions must add value. Which leads to 
the questions on how businesses can modify their physical footprint to provide more meaningful experiences, surprise 
and delight customers and support physical connections. There is of course the question of how physical spaces can 
adapt to survive enduring concerns around safety and population density.

Home delivery demand is expected to remain as consumers embrace the convenience of it. Significant investment in 
logistics and delivery infrastructure will be required to be able to respond to this sustained demand. On-demand delivery 
options will expand for consumers willing to pay extra for near or narrow delivery windows. It is also expected that many 
companies will struggle to optimise growing delivery costs, which will be further impacted by the cost and logistics 
challenges of growing returns.

Other notable developments are the rise and rise of lounge-wear, leisure-wear and fitness gear, leading to the birth of 
multiple upstart brands cashing in on the wave, and the consequent decline of business-wear and formal wear, which may 
take time to recover from the body blow of the pandemic. 

Another key development that the pandemic has brought in its wake is that the cashless, contactless society is finally here 
and here to stay. With the recent developments such as demonetisation, our relationship with cash was already starting 
to feel antiquated, but the pandemic only served to hasten the process of contactless and digital payments becoming 
standard, owing to both hygiene and convenience factors. 

The large-scale acceleration of digital transformation across industries and our new digital and increasingly mobile-first 
behaviour is expected to be sustained. This accelerated growth in digital interactions will play out at scale across all 
industries – impacting both large and small enterprises. Cash-constrained organisations risk being stuck in the second 
tier and will struggle to recover and compete.

That consumer behaviour has changed is beyond doubt. What we really don’t have is a sense of what behaviours have 
changed for good and what are likely to revert to pre-pandemic norms. A report from the McKinsey Global Institute 
offers a view that e-grocery shopping is here to stay, while others such as remote learning for primary grades could be 
headed for the dustbin of history. 

It could of course be argued that businesses are not facing a ‘new’ reality; COVID-19 is just speeding up what was already 
coming. 
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It is tempting – and quite human – to look at anything disruptive, 
especially of this scale, with a degree of wariness and considerable 
resistance. However, if there is one thing history has taught us, is that 
change is the only constant, which forces us to explore the hitherto 
unexplored. Necessity truly is the mother of innovation. 

Whether it was the unexpected and unseasonal rain washing away an 
ice sculpture exhibition that forced Nils Bergqvist to think differently 
and hit upon the radical idea of the Icehotel in Sweden, or years of 
failures and misfortunes leading Colonel Harland Sanders to hit upon 
the secret receipt of KFC, history is replete with examples of how 
enterprising individuals and businesses have turned adversity on its 
head, and hit upon that million-dollar opportunity. 

The large-scale uncertainty and disruption that has followed in the 
wake of the pandemic is actually a never-before opportunity for 
businesses to reflect, review and reinvent the way they look at how 
they can serve their consumers better, faster and more efficiently and 
effectively than ever before. 

The world is already well on its way to large-scale digitisation and 
automation of work – frequently referred to as the Fourth Industrial 
Revolution – and considered by many to be the most important 
societal and economic trend in the world, one that will fundamentally 
change the nature of work, business and society in the coming 
decades. 

We at Qwikcilver, have always prided ourselves on being at the 
vanguard of – and also a driver of – these seismic 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-la-
belled 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.  

Disruption – a change agent
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Lemonade moments 

When life throws lemons at them, the enterprising ones go on to make lemonade. Here are a few interesting 
examples of how some of our brand partners have discovered newer ways of serving customers during the testing 
times that they went through: 

The Taj Hotels:

The pandemic may have kept people locked up indoors, but that didn’t mean they didn’t deserve the occasional 
indulgence of a gourmet meal. The Taj Hotels went ahead and decided to let their loyal patrons experience 
Hospitality at Home via its Qmin App. 
The Taj also led the way by coming up with an innovative, curated set of bundled offerings that allowed its patrons 
to enjoy its signature service and hospitality at affordable rates during the pandemic. 

The Landmark Group:

The surge in e-com, with a large number of consumers having been forced to stay indoors, caused a rapid pivot by 
the Landmark Group India, a powerhouse in the retail space and home to popular brands such as Lifestyle, Max and 
Home Centre. One of the largest players in the brick-and-mortar retail space used this opportunity to launch an 
online-only variant of their Gift Cards, which has gained ready acceptance and traction in the market. 

V-Mart:

With the need for physical distancing and therefore less crowded cash counters and faster checkouts, V-Mart 
turned to digital vouchers to issue change to its consumers. The move not only removed the hassles of returning 
cash, but also provided consumers the opportunity to utilise these digital vouchers during a subsequent purchase, 
thereby further fostering stickiness. 

Inox Digital Wallet:

With contactless and digital payments becoming the norm and gaining greater prominence during – and in the 
aftermath – of the pandemic, Inox turned to digitising their payments at the box office through a digital wallet 
solution. Apart from consumer convenience, the solution intends to being in greater operational efficiencies and a 
more secure manner of payment handling.

Amadeus-Qwikcilver collaboration to provide solutions for the Travel and Airline Industry: 

Amadeus, the world’s leading IT Solutions company for the Travel and Airline industry, and Qwikcilver have forged 
together a global collaboration to create a state-of-the-art Asset Manager solution for the Travel and Airline 
industry. You can read more about this in a separate section on the collaboration and the solutions offered.  

Woohoo – Gift Cards @ No-Cost EMI:

Woohoo, our own Gift Card Superstore and India’s largest online store for Gift Cards in terms of the volume of 
cards sold, continued to break new ground. It brought down the affordability barrier for consumers through an 
innovative initiative – No-Cost EMI on gift cards. A first-of its-kind in the category, when you buy a gift card at a No- 
Cost EMI, literally the entire brand store/ site becomes available to you on EMI – so unlike that EMI on phone, TV 
etc., the entire store can be on EMI now! 



Qwikcilver, innovation during the times of disruption and gearing up for 
the future

As a pioneer and our stated role as a harbinger of change, we at Qwikcilver also made use of this opportunity to 
take a few steps in re-energising our businesses. We present below a few snapshots, as well as a quick view on 
what’s new with us, and how we are gearing up for the future. 

Mainstream and closer to the consumers than ever before

While corporates have historically pioneered the adoption and spread of gift cards in most markets worldwide, we 
have always been of the view that the surest indication of a mature gift card market is on how mainstream gift 
cards have become from an end-consumer adoption and usage perspective. 

In this regard, Gift cards in India 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. 

One of the key drivers in this regard has been the rapid rise and dominance of e-gift cards. From a meagre, <1% 
contribution in 2012-13, e-gift cards have come a long way and today hold sway with almost 98% 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 factors that drove the increasing adoption of 
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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 millenni-
als driven by their hectic lifestyles increase the demand for convenient, flexible, instantaneous, and easily usable 
e-gift solutions.
 
The other key driver in this regard has been the rapid growth of the various third-party gift card stores and online 
reseller channels that now offer gift cards and e-gift cards as a part of their merchandise, as a matter of routine. 
By making gift cards available virtually at the tips of consumers’ fingertips, B2C platforms such as Amazon (who 
pioneered this way back in 2014-15), PayTM, NearBuy, Niki.ai etc., and other more niche operators such as 
Samsung Pay, Airtel Money, PhonePe, GooglePay, SBI Yono and a host of others, have literally made gift cards as 
the default choice when it comes to gifting for consumers today. It has also helped that they have been able to 
sweeten the deal for the consumer through various offers and add-ons. 

The sheer convenience and flexibility offered by a wide range of design template options, personalization capabil-
ities 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. 

Aspiring for such surgical focus on improving the customer experience has also meant enough attention has been 
given to help our products evolve during these times, to keep up with the times. 

QwikPOS has seen a new avatar with some interesting features to enable seamlessly a number of gift card 
transactions both at the brand’s physical and online stores. Some of the interesting features are the seamless 
pre-population of customer info to ensure faster checkouts; the single sign-on capability across all Qwikcilver 
apps to enhance the experience for store checkout staff; and enhanced device supportability to ensure all devices 
can seamlessly support the app. 

Bulk gift card orders have also seen a rise as corporates around the world have been acquiring gift cards for 
various types of rewards for their stakeholders. Keeping this in mind, QwikServ, our bulk order management tool, 
has been enhanced: there is an additional authentication before orders are placed; instant discounts can be 
configured for various corporates; delivery status can be tracked and reviewed and only select instances of failed 
deliveries can be resent.

Moving on to our distribution APIs, the super suite of APIs known among our brand partners as QwikGiftAPI, 
which power a plethora of brands on popular e-commerce and rewards channels and has been the reason for our 
successes in the rewards ecosystem, has also been enhanced to participate more in the customer’s reward 
journey. With the new customer creation and load points feature, we tick off two more columns on the rewards 
journey checklist.

Retail Distribution – creating new frontiers in distribution 

As the pioneers and market leaders in the Gift Card industry in India, Qwikcilver has always been at the forefront 
when it comes to placing and proliferating the gift card content and making it available as far and wide as possible. 
This content has hitherto been distributed on our various Corporate B2B programs/ catalogues, Gift Card 
Resellers, Banks, Fintech platforms and other B2C platforms and Gift Card Marketplaces, including our very own 
homegrown Gift Card Store woohoo.in. With the success rate on our distribution business scaling new heights 
every year, we also have a broad content of brands that are procured purely for distribution on these B2B and 
B2C channels. 

Qwikcilver now ventures into the Retail Distribution Channel – the proverbial last mile in the consumer adoption 
story when it comes to the overall gift card distribution space. 

This channel intends to create consumer gifting destinations at merchant partner locations.  Consumers can walk 
in and pick up a digital/ physical gift card and activate it on the go for self-use or gifting. It creates a new revenue 
stream for the merchant partners and a chance to expand its product assortment into a whole new realm of 
non-competing categories. These gifting destinations also create the right environment for the merchant to pitch 
its own gift card to consumers. 

The opportunity available to scale this B2C model in India is immense. Even today, Gift Cards have a relatively 

lower share in the B2C gifting portfolio, thus providing a huge headroom for growth. Newer consumption categories 
like Gaming, OTT, subscriptions are encouraging both Self-use and Gifting use cases. 

Qwikcilver manages the complete end-to-end merchandising, card logistics and product mix, apart from seamless gift 
card activation and merchant settlement mechanism for this model. 

Participating merchants can use this model to earn extra margins at virtually ZERO COST. This initiative also earns 
them a high return on the floor space occupied. With flexible activation models on both physical as well as digital, the 
model can blend in at the merchant outlet. Retail distribution also provides a route for the partnering merchants to 
forge marketing alliances with the brands that are selling Gift Cards. These merchants act as a one-stop-shop for all 
Gift Cards. 

In the pandemic era, Retail Distribution provides a great impetus to brick-and-mortar merchants to add a revenue 
stream without incurring any costs. Gift Cards are a great new fit in the existing merchandise assortment at the outlet, 
and probably the future of consumer gifting. 
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A few highlights from Qwikcilver‘s Distribution Business

The Qwikcilver Distribution Business made rapid strides and scaled greater heights 
during what was arguably a tough year for business across.

The highlights include a slew of close to 40 new program launches in the Consumer 
Promotions, Trade Promotions & Loyalty, B2B/ Corporate spaces.   
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Qwikcilver collaboration with Amadeus  

Airline Industry – a history of ongoing innovation 

Airlines around the world are constantly being challenged by various factors, including the need to maintain a 
sustainable business, adopt new technology, and optimize operations and infrastructure.  Over the years, the 
industry has faced much change and disruption– from low-cost carriers and transparent fares delivered in an 
instant through the internet to the benefit of the traveller, to constantly fluctuating fuel costs and the outbreak of 
COVID-19 - all requiring adapting and evolving time and again.

Meanwhile, expectations are also rising exponentially, with airline customers increasingly wanting a frictionless 
experience that gives them more choice and personalized offers instantly and accurately. 

So for the airline industry, meeting these rising expectations requires constant innovation, better technology, and 
cutting-edge capabilities. This in turn enables airlines to increase their operational efficiency, retain and grow their 
consumer base and protect their cash flow. 

Travel in the new normal 

The powerful human desire to explore the world is expected to remain undimmed – if not brightened – as the 
industry looks forward to recovery.
 
And, as per recent Amadeus research, after spending a year mostly indoors, those travellers that fly are likely to look 
for unique experiences in far-flung places and are willing to invest more to make that trip really count. 

Several other studies, such as a recent survey by the travel firm Topdeck, corroborate that travel restrictions have 
increased people’s desire to travel, with 93 per cent of young adults surveyed wanting to travel.  

Another key trend expected for 2021 based on Amadeus’ findings is the rise of the “digital nomads” who embrace 
the work-from-anywhere reality. This newfound employee perk will redefine what it means to travel for work, with 
countries such as Barbados pioneering a “digital nomad” visa to work from there for a year. Many others, including 
Bermuda, Anguilla, Georgia, UAE, and Estonia, were swift to follow the move.  

Shifting dynamic of traveller loyalty and consumer expectations

In the current environment, the traditional dynamics of traveller loyalty have undergone a marked shift, with health, 
hygiene, and safety being nothing short of essential to maintain customer trust, and better customer service has 
become non-negotiable. 

In fact, based on Amadeus’ recent findings over 40% of travelers have said that they favour airlines, airports, and 
hotels with higher health and safety standards, and travel companies have been quick to act, with prominent names 
like Hilton Hotels offering contactless hotel stays; the Marriott offering cleaning services with electrostatic 
sprayers; Accor introducing ALLSAFE for elevated cleanliness protocols and prevention standards and so on. 

Others such as Etihad and Emirates are even going beyond the call of duty, with both promising to take care of any 
medical and quarantine expenses if travellers test positive for COVID-19 during their trips with them. 

The key takeaway very clearly is that customer confidence is now more important than ever, and travel companies 
must go that extra mile to ensure not just the health and safety of their travellers but provide the best possible 
experience or risk losing their trust. And to do this, airlines must have the right data, technology, and tools to be 
flexible, reach their travellers quickly, and provide them with the latest information on the go. 

Technology key to inspiring traveller confidence

In a recent survey conducted by Amadeus, more than 4 in 5 travellers said technology would increase their 
confidence to travel in the next 12 months by addressing concerns around mixing with crowds, social distancing, 
and physical touchpoints. 

Key findings include 42% of travellers citing contactless and mobile payment options as key to reducing incidences 
of physical contact throughout the journey, and 34% of travellers expressing a preference for biometrics that 
enable check-in, pass-through security, and boarding without the need for physical checks. 

Very clearly, there is a need for technology and solutions that enhance flexibility, transparency, and contactless 
boarding and payments. As the industry contemplates and explores new ways to recover, these will be key compo-
nents of a collective response to get the world traveling again.

Qwikcilver and Amadeus –  enabling airlines to create, distribute and manage digital assets 

Qwikcilver, the acknowledged leader in the Stored Value Product space, and Amadeus have partnered to improve 
the post-booking experience. With this collaboration Qwikcilver offers airlines a purpose-built solution, Asset 
Manager to integrate gift cards and vouchers for travelers.

This solution which is constantly evolving enables airlines to easily offer gift cards, compensation vouchers, refund 
vouchers, and residual value assets, all of which can make the travel experience more hassle-free and convenient.

 Qwikcilver’s solution is now live with live with Luxair Luxembourg Airlines, its first airline customer.
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sustainable business, adopt new technology, and optimize operations and infrastructure.  Over the years, the 
industry has faced much change and disruption– from low-cost carriers and transparent fares delivered in an 
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must go that extra mile to ensure not just the health and safety of their travellers but provide the best possible 
experience or risk losing their trust. And to do this, airlines must have the right data, technology, and tools to be 
flexible, reach their travellers quickly, and provide them with the latest information on the go. 
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In a recent survey conducted by Amadeus, more than 4 in 5 travellers said technology would increase their 
confidence to travel in the next 12 months by addressing concerns around mixing with crowds, social distancing, 
and physical touchpoints. 

Key findings include 42% of travellers citing contactless and mobile payment options as key to reducing incidences 
of physical contact throughout the journey, and 34% of travellers expressing a preference for biometrics that 
enable check-in, pass-through security, and boarding without the need for physical checks. 

Very clearly, there is a need for technology and solutions that enhance flexibility, transparency, and contactless 
boarding and payments. As the industry contemplates and explores new ways to recover, these will be key compo-
nents of a collective response to get the world traveling again.

Qwikcilver and Amadeus –  enabling airlines to create, distribute and manage digital assets 

Qwikcilver, the acknowledged leader in the Stored Value Product space, and Amadeus have partnered to improve 
the post-booking experience. With this collaboration Qwikcilver offers airlines a purpose-built solution, Asset 
Manager to integrate gift cards and vouchers for travelers.

This solution which is constantly evolving enables airlines to easily offer gift cards, compensation vouchers, refund 
vouchers, and residual value assets, all of which can make the travel experience more hassle-free and convenient.

 Qwikcilver’s solution is now live with live with Luxair Luxembourg Airlines, its first airline customer.
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A Snapshot of the Asset Manager Solution:

Asset Manager brings powerful retailing tools (gift cards and vouchers) tailored 
for the airline industry. It enables airlines to create, distribute, and manage digital 
assets such as gift cards and vouchers easily. Integrated within the airline booking 
flow, it provides a seamless experience for travellers, while boosting customer 
satisfaction, preserving cash flow, and ultimately contributing to additional 
revenue: 

(A) Sale of gift cards to boost revenue: Selling gift cards is an opportunity to gain 
new business. The more gift cards and vouchers are issued, the more people are 
aware of the airline brand, and the more they will spend, increasing brand 
stickiness.

(B) Compensation vouchers: Airlines can show empathy and make customers 
happy by issuing compensation vouchers for future flights and complimentary 
perks. Refunding customers with vouchers also allows retaining cash. 

(C) Residual vouchers: Airlines can show they care refunding customers the 
amounts remaining from cancellation or exchange of tickets through residual 
vouchers that can be used for their next purchase. This way they can get to 
retain both cash and the customer. 

(D) Seamless payments via Gift cards: gift cards 
enable seamless and hassle-free payments usi 
across all channels for a great customer 
experience.



Qwikcilver – made in India, now serving the world

The year that has gone by also saw Qwikcilver gaining in presence and greater traction in the GCC and SEA markets, 
and some high-profile launches in the ANZ market. 

Over the last decade and a half, Qwikcilver earned its stripes in the market by creating service partnerships with all the 
leading brands across categories in India and South Asia. As a natural corollary, we initiated rapid expansion to serve 
customers in the MENA and SEA regions, including a strong alliance with Singapore’s NETS. More recently, we have 
expanded our footprint into the ANZ region. And as a part of the journey of going truly global, we have built a collabora-
tion partnership with Amadeus in the EU, and together created a solution of global significance for the Airline and 
Travel industry. 

We have also expanded our already class-leading and state-of-the-art infrastructure to further scale and future-proof 
our operations and expansion plans. With hosting instances now in the EU & ANZ regions, our infrastructure is truly 
distributed, global and conforms to the global apex privacy standard, GDPR. Our partnerships with the various cloud 
service providers across the world also puts us in the enviable position of being cloud-agnostic and in a position to 
rapidly launch and scale operations in any geography. 

We at Qwikcilver have 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 have always 
been 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.  
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Qwikcilver and Data Privacy – 
Your Data Privacy and Data Security is our responsibility
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).  Its credentials also include the SOC1, Type 2 attestation.

Data Security, Protection & Risk Management: Qwikcilver considers Security with utmost importance and has 
actively adopted prepaid industry best standards for enforcing security requirements. Authentication, Authoriza-
tion 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.

Although during our discussions with PCI, it came about that the certification is not applicable to us, as we do not 
process nor capture any VISA/Master debit and credit card information, nevertheless we imbibe many of the 
security controls from PCI in our product design with a foresight that 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 produc-
tion system. 

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. 
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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 capabil-
ity to support our Data Privacy requirements, hence their GDPR, PDPA support readiness, and other such creden-
tials are verified.

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 maintains high level of transparency regards 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-sys-
tems now span across regions and geographies. 

Hence, we recognize this as a key business enabler for us and our customers and hence we have ensured that our 
solutions 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 ensures our Product, and its relevant processes are enhanced, flexible, scalable, and ready for the relevant 
region-specific privacy laws, asks and requirements, thus addressing the key Privacy concerns 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 policy. 

With an aim to further enhance & maintain our controls around Vendor Risk Management and end-to-end Fraud Risk 
Management, 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.  At Qwikcilver, we ensure to store, 
monitor, detect, alert, and mitigate fraud risks following the many security practices as detailed in the above sections 
as well as risk-based transaction monitoring practices.

Qwikcilver has set up a Security Operations Center (SOC), 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 Qwikcil-
ver gifting platform on a 24*7 basis using an intelligent SIEM (Security Information and Event Management) tool in 
conjunction with ITIL based processes of Incident management. 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 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 applica-
tions, 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 readiness and capability, Security and Privacy related aspects, 
please write to us at gdpr.enq@qwikcilver.com 
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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 policy. 

With an aim to further enhance & maintain our controls around Vendor Risk Management and end-to-end Fraud Risk 
Management, 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.  At Qwikcilver, we ensure to store, 
monitor, detect, alert, and mitigate fraud risks following the many security practices as detailed in the above sections 
as well as risk-based transaction monitoring practices.

Qwikcilver has set up a Security Operations Center (SOC), 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 Qwikcil-
ver gifting platform on a 24*7 basis using an intelligent SIEM (Security Information and Event Management) tool in 
conjunction with ITIL based processes of Incident management. 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 is committed to keeping the information stored on its computer systems safe and secure. Each of the key 
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Qwikcilver applications provide controls at each level of data storage, access, and transfer. With Qwikcilver applica-
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SOME CATEGORY INSIGHTS AND STATISTICS FROM 
QWIKCILVER’S GIFT CARD UNIVERSE

AVERAGE LOAD VALUE

19

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 2020-21

< 1 month

Overall ₹327.50 ($4.37)

Travel & Hospitality ₹ 5,436.33 ($72.48)  

Subscriptions ₹ 303.61 ($4.05)

Speciality store ₹ 1,910.88 ($25.48)

Salon/Spa ₹ 5368.86 ($71.58) 

Ride Share ₹ 6,028.77 ($80.38)

Others ₹ 13.45 ($0.18)

Online Travel ₹ 3,308.29 ($44.11)

Online Marketplace ₹ 231.08 ($3.08)

Jewellery ₹ 2885.02 ($38.47)

Home Decor ₹ 3,433.95 ($45.79)

Health &Wellness ₹ 694.85 ($9.26)
Grocery Hypermarket ₹ 950.03 ($12.67)

Food Tech ₹ 146.71 ($1.96)

Fashion & Apparel ₹ 3,873.96 ($51.65) 

F &B ₹ 110.76 ($1.48)

Entertainment ₹ 325.89 ($4.35)

Electronics ₹ 2,502.18 ($33.36) 

Department Store ₹ 1,663.78 ($22.18)

Accessories ₹ 545.27 ($7.27)

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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PHYSICAL VS. E-GIFT CARDS CONTRIBUTION

Y-O-Y ISSUANCE TREND FOR GIFT CARDS

19 20

Year-wise Trend - e-GC vs. Physical Cards

(Growth % is computed against the Base Year 2011-12)
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• 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 for the issuance period FY 2019-20 
   (breakage for issuance period FY 2020-21 will be due only at the end of the current year). 

• 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. 

• With the addition of newer 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. 

BREAKAGE ANALYSIS

Method & Notes

Note: For the above analysis, the data considered is for the period FY 2011-12 to 2019-20 and breakage is calculated basis a weighted average method. 

Category-wise progressive trend distillate

Category-wise breakage across years
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7.2%Accessories

8.7%Department store

4.2%Electronics

29.0%Entertainment

27.2%F & B

4.3%Food tech

6.6%Grocery Hypermarket

32.1%Health & Wellness

8.5%Home Decor

6.8%Jewellery

3.0%Online Market Place

19.5%Online Travel

14.09%Others

16.4%Ride sharing

19.8%Salon/Spa

12.3%Speciality store

26.8%Subscription

23.7%Travel & Hospitality

5.0%Overall

Fashion & Apparel 9.9%



SELF USE VS GIFTING TREND ANALYSIS – 2019-2020

• This 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 a lack of a line of sight into 
   whether the buyer actually forwards these gift cards to the intended recipient or not.

Method & Notes

SELF USE VS. GIFTING TREND ACROSS YEARS
Self use Gifting

Source Credit: The Indicative Trends depicted here are derived from Detailed Internal Studies carried out by Qwikcilver Solutions Pvt. Ltd. 
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Pioneers of the Gift Card revolution and the power behind the Gift Card programs of more than 400 brands 
worldwide – this is how Qwikcilver has been known, and we are here to make people, brands and businesses across the 
world smile and celebrate in pure delight! 
Committed to the 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     !
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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 

SEAMLESS MIGRATION AND ONBOARDING OF YOUR EXISTING
PROGRAMS TO QWIKCILVER’S STATE-OF-THE-ART PLATFORM
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LOOKGOODCODE

THE
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GIFT CARD
Jewellery
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Your memories, your way. Your memories, your way. 

Holiday Di�erently

 - 27 08 19 71
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Gift Card

Consult Doctors Online 24x7

UNLIMITED ONLINE DOCTOR 
CONSULTATIONS FOR FULL FAMILY

1 YEAR VALIDITY
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Powered by

Meal Card
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GIFTCard



"Global Airline Industry Program", Massachusetts Institute of Technolog y Analysis
"How India Spends, Shops and Saves in the New Reality", Boston Consulting Group, 
Dec 2020
"Retailers Who Don't Break the Digital Divide Could Be Losing Customers", Retail 
Info Systems
"The New Digital Divide: The Future of Digital Influence in Retail", Deloitte Insights
“New World: The Future is Virtual”, Nasscom Strategic Review 2021
“Evolving priorities: COVID-19 rapidly reshapes consumer behavior”, PwC, 2020
“Consumer sentiment and behavior continue to reflect the uncertainty of the 
COVID-19 crisis” McKinsey & Company, Oct 2020
“The Impact of COVID-19 on Consumer Behavior”, Numerator Intelligence, Jan 2021
“All change: how COVID-19 is transforming consumer behaviour”, Swiss Re Institute 
Research, Dec 2020
“Our New Reality: Predictions after COVID-19”, KPMG
COVID-19: Briefing note #46, McKinsey & Company, March 2021
“Coronavirus: How the pandemic has changed the world economy”, BBC News
Topdeck Travel research, 2020
“2021 Travel Forecast: The ‘Vaxication’ and Other Trends”, Travel Pulse
“6 trends for 2021: Travel’s comeback story”, Amadeus Insights, Dec 2020
“New consumer research reveals how technolog y can boost traveler confidence and 
accelerate demand”, Amadeus Insights, Sep 2020
Qwikcilver Solutions Pv t. Ltd. internal studies

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 and Australia-New Zealand  regions. Qwikcil-
ver 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 3  Billion annualised GTV & over 2.5 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, transaction 
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/ distributor 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

©2021: Qwikcilver Solutions Private Limited:

Information and Data Source Credits & Acknowledgements:

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

Middle East – Dubai:
Qwikcilver Solutions – A Pine Labs Company 
Nassima Tower, Office 302, 
Sheikh Zayed Road, Trade Centre 1,
Dubai, United Arab Emirates. 
    

South East Asia – Singapore:
Qwikcilver Solutions Pte Ltd,
5 Shenton Way,
#10-01 UIC Building, 
Singapore 068808

Australia-New Zealand:
Qwikcilver Solutions Pty Ltd,
C/o Crown Corporate Services,
Level 35 Tower One,
Barangaroo, Sydney, 
New South Wales, Post Code 2000, 
Australia.

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

Available on
To experience Instant Joy download woohoo!

Enquiries?
Write in to; marketing@qwikcilvermail.com

© 2021: Qwikcilver Solutions Private Limited. A Pine Labs Company. 


