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The CardLinx Association is the premier global trade association for digital commerce and card-
linking. Card-linking refers to the technology enabling the linking of a consumer’s online mobile 
app to a payment card or mobile wallet used for offline/in-store purchases. Every year, The 
CardLinx Association surveys its members in the largest, fastest growing card-linking markets 
including the US, China, Japan, Germany, France, United Kingdom and South Korea among others. 
CardLinx member companies include the largest and most innovate companies in the industry 
including Microsoft, Samsung, Rakuten, Mastercard, Discover, UBS, FIS, AEON, Hilton, Harvey 
Nichols among others.

Our survey highlights key new developments from the rapidly developing global market.

CLO Programs Proliferate Across The Globe
Outside of the US, card-linking continues on rapid growth pace. New CLO publishers and apps 
include  China (55Haitao), Japan (Rakuten Card), The United Kingdom (Barclays), France (LCL and 
Banques Postale), Switzerland (Postfinanz) launching with new or improved programs.

New Technologies Signal Prosperity Ahead 
Promising new technologies signal future prosperity for the CLO industry. 41% of survey respondents 
indicated that card-linked offers in mobile wallets like Apple Pay and Samsung Pay are the most 
promising technology in the sector. These practical, “near term launch” technologies beat out more 
futuristic  technologies like cashierless stores or biometric payments with offers. 

Merchants are also experimenting with new offer constructs and not just relying on card-linking 
for new customer acquisition. 27% of survey respondents indicated loyalty points offers were the 
favorite customer reward versus only 10% last year.

Growth Meets Scale
This year only 44% of survey respondents saw CLO transaction growth faster than 100%. In 2018, 
62% of respondents saw transaction growth higher than 100%. 2019 marked the year that card-
linking’s rapid growth encountered the law of large numbers. In the USA, the majority of top 10 
card-issuers have now adopted card-linking. These scale issuers include Bank of America, Chase, 
Wells Fargo and American Express. As these large banks have implemented programs, and as CLO 
programs now reach hundreds of millions of consumers in the USA, the historical triple digit growth 
rate for card-linking has become more challenging to achieve. 

Executive Summary
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Our top five finding summarize the most important new developments  
in the card-linking industry.

1.	Card-linking Becomes 2nd Most Popular Advertising Channel 
After Social Media Marketing
Social media marketing is the most commonly used marketing channel with 20% of 
respondents selecting it as their preferred channel. However, Card-linked Marketing moved 
up to the second most preferred channel (at 15.9%). It tied for second place with Search 
Engine Marketing (SEO marketing). Card-linking beat TV Advertising (10.1%) and Affiliate 
Marketing at 12.1%. 

2.	Best New Tech – Card-linked Offers in Mobile Wallets 
Survey respondents overwhelmingly chose CLO in mobile wallets as the best new technology. 
41.2% of respondents selected this as the best new tech. Other new technologies score much 
lower including; Cashier-less Stores (23.5%), Biometric Payments (10.3%), Artificial Intelligence 
in Internet-Connected Devices (8.8%), Digital Shopping Assistants (4.4%). Consumers and 
merchants won’t wait long for new CLO in mobile wallets. New programs using this technology 
include the new Apple Card\Apple Pay partnering with Uber for cash back. 

3.	Cross Border Offers – A Big Missed Opportunity
For banks and card issuers, the most profitable interchange category is cross border card 
payments. For consumers, the data suggests that they are much more likely to redeem card-
linked offers when travelling away from home. Yet only 30% of survey participants in this year’s 
survey have a cross-border card-linked offer program. The survey reveals that the lack of cross 
border offers may be the biggest missed opportunity for card-linked industry participants.

4.	Restaurants – The Best Merchant Industry for CLO
Among the different merchant types that use card-linking, restaurants remain the most popular. 
21% of survey respondents indicate that restaurants are the top merchant category for CLO. 
Examples of successful programs include Groupons, Groupon+ and Japan’s, Japan Foodie.

5.	Card-linking Growth Hits Mature Scale in USA
In 2018, the majority of respondents (62%) had their card-linked transactions grow more than 
100%. In 2019, 44.4% of the respondents reported the growth more than 100%. This data 
shows that the industry has become mainstream in the USA for the first time since our survey 
inception. As numerous large banks have already implemented card linking hitting triple digit 
growth has become more difficult to achieve.

Key Findings
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1.	Card-linking Becomes 2nd Most Popular Advertising  
Channel After Social Media Marketing
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Social media marketing is the most commonly used marketing channel with 20% of respondents 
selecting it as their preferred channel. However, Card-linking Marketing moved up to the 
second most preferred channel (at 15.9%), tied for second place with Search Engine Marketing 
(SEO marketing). Card-linking beat TV Advertising (10.1%) and Affiliate Marketing at 12.1%. 

Traditional media like print, radio and television, which dominated the market for decades, has 
gradually been replaced by digital advertising. According to eMarketer, 2019 is the first year 
when digital ad spend estimates ($129 billion) are larger than traditional ad spend projections 
($109 billion) https://www.emarketer.com/content/us-digital-ad-spending-will-surpass-
traditional-in-2019. Card-linking is gaining its fair share as digital advertising channel.

2.	Card-linking Growth Hits Mature Scale in USA
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In 2018, the majority of respondents (62%) had their card-linked transactions grow more than 
100%. In 2019, 44.4% of the respondents reported the growth more than 100%. This data shows 
that the industry has become mainstream in the USA for the first time since our survey inception.

Detailed Survey Findings 

https://www.emarketer.com/content/us-digital-ad-spending-will-surpass-traditional-in-2019
https://www.emarketer.com/content/us-digital-ad-spending-will-surpass-traditional-in-2019
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3.	Best New Tech – Card-linked Offers in Mobile Wallets 
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Survey respondents overwhelmingly chose CLO in mobile wallets as the best new technology. 
41.2% of respondents selected this as the best new tech. Other new technologies score much 
lower including; Cashier-less Stores (23.5%), Biometric Payments (10.3%), Artificial Intelligence 
in Internet-Connected Devices (8.8%), Digital Shopping Assistants (4.4%). Consumers and 
merchants won’t wait long for new CLO in mobile wallet offers. New programs using this 
technology include the new Apple Card\Apple Pay partnering with Uber for cash back. 

4.	Cross Border Offers – A Big Missed Opportunity
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Does your company use or provide cross border offers?

For banks and card issuers, the most profitable interchange category is cross border card 
payments. For consumers, the data suggests that they are much more likely to redeem card-
linked offers when travelling away from home. Yet only 30% of survey participants in this year’s 
survey have a cross-border card-linked offer program. The survey reveals that the lack of cross 
border offers may be the biggest missed opportunity for card-linked industry participants.
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5.	Restaurants – The Best Merchant Industry for CLO
Among the different merchant types that use card-linking, restaurants remain the most popular. 
21% of survey respondents indicate restaurants as the top merchant category for CLO. Examples 
of successful programs include Groupons, Groupon+ and Japan’s Japan Foodie.
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6.	Customer Loyalty – Growing CLO for Merchants
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Merchants are experimenting with new offer constructs and not just relying on card-linking for 
new customer acquisition. 27% of survey respondents indicated loyalty points offers were the 
favorite customer reward versus only 10% last year.

7.	New Merchants Adopt CLO
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New merchants are adopting card-linking all over the world. About one-fourth (25%) of survey 
respondents reported the growth rate of new merchants to be more than 50%. Nearly half of 
survey respondents (47%) reported the growth rate of new merchants at more than 30%. 
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8.	Fair Share – CLO Earns Merchants Advertising Budget Slot
In 2019, 26.7% of survey respondents showed they spent 10% to 30% of their advertising 
budget for card-linking. 2.2% spent more than 50% of their advertising budget on CLO. Card-
linking is emerging as mainstream advertising channel along with social media marketing and 
social engine optimization. 
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9.	CLO Drives Billions In Spend
When survey respondents were asked “What is the total retail sales tied to card-linked 
transactions in your country in the last 12 months?”
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■■ 62.5% of survey respondents reported $1 to $10 billion retail sales tied to  
card-linked transactions.

■■ 18.8% report over $50 billion tied to card-linked transactions.
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Appendix

ABOUT THE CARDLINX ASSOCIATION
The CardLinx Association is the premier, multi-industry trade association focused on 
promoting online-to-offline commerce and card-linking worldwide. On behalf of its members, 
the association fosters cross-industry collaboration, develops industry services, organizes 
executive-level innovation forums and institutes common standards to minimize and 
eliminate friction for purchases. Founding members of the CardLinx Association include 
Microsoft, Mastercard, Bank of America, TransUnion and First Data; other current members 
include: Hilton, FIS, MUFG, UBS, Sumitomo Mitsui Card Company and Rakuten. Membership 
in CardLinx Association is open to financial institutions, publishers, advertisers, merchants, 
merchant acquirers, payment networks and fintech companies. Companies interested in 
joining the association should visit: www.cardlinx.org 

http://www.cardlinx.org
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