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Increasingly connected world 

Public-private partnerships

Advances in AI

Security and privacy top of mind

On-demand economy

Lines blurring between physical and digital

Pace of change

Urbanization and smarter cities 

Focus on sustainability

Consumer expectations

…and it’s impacted by multiple trends

The digital shift is the biggest change in

payments since plastic cards
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Source: McKinsey study, excludes travel, 2017

Digital commerce as share of 
global retail payments

10% → 17%
2016→2021 

DIGITAL PAYMENTS & INNOVATION



And the pace with which consumers embrace change has quickened, 
taking less time to reach 50 million users…

DIGITAL PAYMENTS & INNOVATION
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Giving control to the consumer

 Today, consumers’ payment credentials (cards and tokens) are stored by 
merchants and on devices, with limited recollection of where they are 
stored or ability to control usage. Until now... 

 We created a set of issuer-centric services so consumers know where their 
credentials are and control how, when & where they are used
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Our approach is very straightforward

Partner-centric in 
everything we do

Delivering a great 
experience across every 
device and every channel

Enabling more payment 
flows in real-time

Experimenting and
co-innovating with 
customers and partners

Leading set of APIs 

Relentlessly securing 
every transaction

DIGITAL PAYMENTS & INNOVATION
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Statement of Confidentiality and Disclaimer

Statement of Confidentiality and Disclaimer
©2017 Mastercard. All third-party product names and trademarks belong to their respective owners. The 
information provided herein is strictly confidential. It is intended to be used internally within your organization 
and cannot be distributed nor shared with any other third party, without Mastercard's prior approval. This 
proposal is intended solely to facilitate discussion between the parties. This proposal only sets forth a general 
description of the financial terms that are anticipated to be included in a proposed agreement between the 
parties and shall not create a legally binding or enforceable agreement or offer. The parties acknowledge that 
other terms and conditions are also anticipated to be included in the proposed agreement. Except for the 
confidentiality obligations stated above, neither party shall be liable to the other party as a result of the failure to 
fulfill any obligation described in this proposal or the failure to enter into any agreement contemplated by this 
proposal. 

Information in this presentation or in any report or deliverable provided by Mastercard in connection herewith 
relating to the projected impact on your financial performance, as well as the results that you may expect 
generally are estimates only. No assurances are given that any of these projections, estimates or expectations 
will be achieved, or that the analysis provided is error-free. You acknowledge and agree that inaccuracies and 
inconsistencies may be inherent in both Mastercard’s and your data and systems, and that consequently, the 
analysis may itself be somewhat inaccurate or inconsistent. The information, including all forecasts, projections, 
or indications of financial opportunities are provided to you on an "AS IS" basis for use at your own risk. 
Mastercard will not be responsible for any action you take as a result of this presentation, or for any inaccuracies, 
inconsistencies, formatting errors, or omissions in this presentation.
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Technology is  a lready 
presenting huge opportunit ies 

for commerce…

but we’re just gett ing started.
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