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CORPORATE PARTICIPANTS 
 

Charles W. Scharf 
Chief Executive Officer 

................................................................................................................................................................................................................................ 
 

MANAGEMENT DISCUSSION SECTION 
 

Unverified Participant 

 
Welcome, everybody, to the second keynote of the Goldman Sachs Technology & Internet Conference on 

Wednesday . We're very, very pleased to have Visa, Inc. and CEO, Charlie Scharf, here with us today. Thanks for 

being here, Charlie. 
................................................................................................................................................................................................................................ 

Charles W. Scharf 
Chief Executive Officer 

Absolutely. Good to be here. 
................................................................................................................................................................................................................................ 
 

QUESTION AND ANSWER SECTION 
 

 

 
Q 

I just want to may be start off on the kind of broad consumer level for a second, Charlie. I think in Visa's position, 

y ou probably have a better v iew than almost any body else on consumer spending trends globally. So may be y ou 

can give us a little bit of an update in terms of what Visa sees broadly across the world by regions, any regions to 

call out being particularly strong or weak. 
................................................................................................................................................................................................................................ 

Charles W. Scharf 
Chief Executive Officer A 
Y es. So, I guess, I always like to start out and talk about what we see is actually, overall, the consumer is relatively 

healthy . And unfortunately, there's no meaningful acceleration anywhere in the world which is what we'd all like 

to see and what we're all expecting. But, again, just to put it into context, it's hard to feel badly about it when y ou 

just look at the actual growth rates and the level of growth that we're seeing.  

 

When y ou look across the world, I would say that that's very, very consistent, with a couple of exceptions. 

Exceptions really relate to gas prices here in the United States, which we've all read an awful lot about, as well as 

the effect of the dollar on cross-border spending. Gas prices themselves, the reductions are extraordinarily 

significant. We see that more in our debit spend than our credit spend. And the big question that we try and 

answer that everyone tries to answer is: what's happening to the sav ings that goes in to the consumer's wallet?  
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We've looked at our own data. We've done fairly significant statistically relevant surveys of our own clients, and 

what we've determined when we look at it is it appears that about 25% of the sav ings is being re -spent on other 

low-ticket discretionary items. About 25% is going down to pay  down debt and 50% is being saved.  

 

And when y ou look at it, it's kind of logical when y ou think about – the average consumer is going to save $50 to 

$60 a month or so. Y ou div ide that by filling y our tank up once a week. You have an extra $15 or so in y our pocket. 

Y ou're not going to go buy a big screen TV right out of the gate because you have the extra $15 or $30 in y our 

wallet. 

 

Where we do see that 25% increase is in quick serv ice restaurants. It's in spending more on gas, and it's on things 

like groceries. So we would guess – and if our economist were here, he'd tell y ou about all of the studies that we 

have that would suggest that it would take a quarter or two of a lag for people to build up enough savings to feel 

confident investing the difference back into discretionary spend.  

 

So overall, it's kind of as anticipated. The fact that they're saving isn't the worse thing in the world. And ultimately, 

it's certainly a good thing for us and a good thing for the economy.  
................................................................................................................................................................................................................................ 

 

 
Q 

Y eah. And then may be kind of following up on that, y ou talked about a little bit of a lag before y ou start to see 

discretionary spend. Is it just historical data that gives y ou that confidence that part of discretionary spend 

actually comes back. And then, in the past when y ou've seen these trends, what do people start spending on? 
................................................................................................................................................................................................................................ 

Charles W. Scharf 
Chief Executive Officer A 
Y eah. I mean, I think it's logic and it's the past. And when y ou look at, again, just in this case, the average amount 

that they 're saving, the average amount of time that it would take to go into other higher ticket items, it certainly 

seems more logical and more rational. But we have to see. But listen, I always – think about it this way , think 

about it if it were the other way around. 

 

If it were the other way  around and gas prices were up significantly, we'd be having a very different kind of 

conversation about what it would mean for the health of the consumer and the health of spend. So this has lots of 

other ramifications across the world in terms of what these oil prices mean. But for the consumer, it is good; no 

question about it. 
................................................................................................................................................................................................................................ 

 

 
Q 

That's helpful. May be I want to shift gears and talk a little bit about mobile payments, because that's an area that's 

been very topical so far at our conference today. We had Apple CEO, Tim Cook, here as well y esterday, and a 

bunch of other speakers talking about this. And I guess over the years, there's been a lot of talk about mobile 

pay ments and very little action until we finally  got Apple Pay launched last fall. 

 

At one point, there was a big concern around investors that Visa might somehow be disintermediated from the 

process of mobile payments. But now, we know that y ou're actually providing an essential part of Apple Pay  called 

tokenization, which is a ty pe of security. Can y ou maybe talk about what Visa brings to the table in terms of 

enabling mobile payments? 
................................................................................................................................................................................................................................ 
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Charles W. Scharf 
Chief Executive Officer A 
Y eah. Absolutely. Listen, I think – I mean, Apple Pay is exciting for the reasons that you mentioned. Number one 

is it is a platform that people can see, feel, touch, use, understand the experience and, as importantly, they're very, 

very clear about the role they want to play and the rails that they want to ride on. For us, when w e talk about our 

tokenization capabilities, it's the security that tokenization delivers which gives us and Apple and our banks the 

comfort in going about doing this the way  you've actually seen in the marketplace, but y ou take that a step further.  

 

Tokenization and our digital service is really an enabler of experiences like this. And Apple is the first of the really  

strong use cases that are out in the marketplace. So, from our perspective, we love Apple. We love the fact that 

they 've gone about doing this in a way  which is supportive of the networks, supportive of the banks. They 

completely understand the value that the networks and the banks bring relative to our relationships, as well as the 

serv ices that we provide. But it also provides the roadmap for  others to be really thoughtful about. 

 

And there's no question everyone's been talking about mobile. The conversations have all been about these are all 

solutions without the problem. Well now, y ou actually have something in the marketplace, which is a seamless 

pay ments solution which people could see something that they really do want to use.  

 

And in addition to consumers seeing that, you can just assume that there's this long list of people whose names 

y ou all would guess that are sitting there saying,  we have to be in the marketplace and should be in the 

marketplace with something like it. 

 

So we're very much looking forward, I'm going to say, to the next 12 months or so, where you're going to start to 

see an awful lot of things being announced and implemented, which will be use cases that will compete with Apple 

Pay . 

 

And again, our job in this whole thing is to figure out what strategic partners we want to work with, that want to 

go about doing this in a way  which is really  good for the payments ecosy stem, can provide real scale, and have an 

ecosystem which has the security with which we're accustomed. And there are a bunch of people out there other 

than Apple that we're very excited about doing things with.  
................................................................................................................................................................................................................................ 

 

 
Q 

Which kind of leads me to my  next question I was going to ask about this. There's been a lot of press reports about 

potential mobile payments launches from Samsung to a relaunch by Google, to many other things. I understand 

y ou can't comment on details of any  specific situation. But can y ou m aybe talk to us about beyond tokenization or 

just including tokenization, what are the areas where Visa can really bring something of value to those partners?  
................................................................................................................................................................................................................................ 

Charles W. Scharf 
Chief Executive Officer A 
Sure. Listen I think – I mean, listen, if y ou want to be just really cold-blooded about it for a second, if y ou want a 

solution in the marketplace that y ou can stand up and tell the consumers of the world, especially within the 

United States that y ou can participate in, y ou need Visa in. I mean, it's just  – I hate to talk about our size that way , 

but we do have that advantage which is we're hugely relevant in the pay ments marketplace today.  
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And what people have seen with Apple is that to the extent that y ou have a card with one of the banks and one of 

the networks that are actually in Apple Pay , y ou can actually participate in it. So, if y ou want to launch something 

which can scale very, very quickly, it inserts us into the conversation in a very, very meaningful way.  

 

And so, both because of who we are, the client set that we bring, and in addition to just because we have these 

relationships, we work extraordinarily closely with our banks of all sizes, whether the big banks or the small banks 

so that we can actually, if we see a solution, which we think can scale and can be very meaningful to the payments 

universe, our job is to bring all of our banks into that. And so, we very actively take our services, marrying with 

their serv ices, so that we can integrate them into these mobile solutions that are there.  

 

So, for the things that we're not talking about that are going on behind the scenes, it's a tremendous amount of 

work that's going on both within our company to enable those, as well as things we're doing with our clients to 

help them be ready  for these launches. And without that happening, people can go announce something, but when 

y ou've got the kind of clients that we have, it'd be hard to see these things being very successful without us.  
................................................................................................................................................................................................................................ 

 

 
Q 

Y eah. And then, as we talked about before, there has bee n a lot of false starts in the area, in the mobile pay ment 

space, and it takes more than just one company saying I want to turn this service on, and then people – everybody 

starts using it. There's many  parties involved. There is a consumer that has to cha nge their behavior. There's a 

merchant that has to potentially upgrade their systems. So, how do y ou think about what are the catalysts that are 

going to drive higher adoption among consumers and where does Visa fit in in terms of promoting that?  
................................................................................................................................................................................................................................ 

Charles W. Scharf 
Chief Executive Officer A 
Sure. Listen, I think it's a great question. And I think in this, there's the push, and then there's the pull. Again, if 

y ou got a solution without a problem, it's hard to get people to do something that they don't actually see the value 

and just because it might be good for a third party. In this case, what y ou have is, first of all, with Apple there's a 

real terrific use case in the marketplace. So, if y ou're in a New City  taxi cab, y ou understand the ease of the 

experience. You go into Walgreens. You understand why y ou would want to use something like this.  

 

We also are in the process in the United States of moving to EMV, moving to the chip. Most all of these terminals 

that are being shipped and replacing pure magstripe readers have NFC functionality. So the first time there is real 

work going on to upgrade the terminals and it's very easy to turn on the NFC capabilities if they 're chip -enabled, 

and y ou've got a use case with Apple in the marketplace and everyone knows more use cases are coming at this 

point. 

 

So, that's very, very different than just saying go build acceptance because one day they're going to be great use 

cases. In this case, you've got both sides that have reason, some of which are the same, some of which are 

different, to actually create real usage and real acceptance. And what we do in all this, again, we play  this role 

where – I think we are an enabler of as many  great solutions that fit the criteria that I've described before.  

 

So, again, we're very actively working with these third parties in a very open way. We're actively working with our 

banks and we're actively working with the acquirers, the device manufacturers being those that on the acceptance 

side as well as the merchant community to make sure we understand everything that's on their mind and how we 

can be helpful to move the process forward. 
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And remember, in these conversations, I mean, we just don't show up and say  because we have got lots of clients, 

here's what we want y ou to do. I t's an extraordinarily interactive dialogue. 

 

The conversation with Apple started well over a y ear before the launch. They are certainly brilliant at some things. 

There are smart people inside that company. They came up the learning curve very, very quickly on pay ments. 

 

But it's a very, very open dialogue as to how things are done, what their ideas are; it's give and take. And so, I 

really  feel like that a big part of what we do is helping create what that ecosystem ultimately looks like. And that's 

the same thing that we're doing with other partners as we speak.  
................................................................................................................................................................................................................................ 

 

 
Q 

Now, speaking of the topic of merchants, I think it's fair to say  that Visa in the past has had a more contentious 

relationship with merchants. And one of the things y ou stated when you took over, that y ou wanted to rectify that 

situation. 
................................................................................................................................................................................................................................ 

Charles W. Scharf 
Chief Executive Officer A 
I think the networks had contentious relationship with merchants.  
................................................................................................................................................................................................................................ 

 

 
Q 

Y es, generally speaking. 
................................................................................................................................................................................................................................ 

Charles W. Scharf 
Chief Executive Officer A 
Generally  speaking. 
................................................................................................................................................................................................................................ 

 

 
Q 

Y eah. Right. But I want to bring up this joint venture called MCX and a product called CurrentC, which some of 

the largest retailers are planning to launch in the market at some point here. Can y ou maybe talk – and that's an 

alternate mobile payment solution, which doesn't use y our rails; uses kind of direct -bank-debit-type sy stems. Can 

y ou may be talk about y our v iew on MCX and y our prospects for success [ph] that y ou feel (13:20)? 
................................................................................................................................................................................................................................ 

Charles W. Scharf 
Chief Executive Officer A 
Y eah. Listen, I'm not going to talk specifically about my v iews on MCX because I'm not sure I have a deep enough 

understanding of what it is. I'm not sure any  of us really  do. There's been lots and lots of conversation about it, 

and we'll see what it is when we actually see it. 

 

I ran the retail business at Bank One, and then Chase, for a long time, and I came into that without a lot of 

retailing experience. And you learn something very, very quickly when y ou're the one dealing directly with the 

consumers, which is y ou can't ask them to do something which doesn't make sense for them just because it's good 

for y ou. Y ou have to have an experience that works, that they're comfortable with, that they're confident in, which 

has real and perceived value, and fits together in a very , very nice, seamless way . 
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And what I love about the business that we have is that we're in a business where we're lucky enough to be 

partners with both merchants on one side, but financial institutions on the other side that have these products 

which ultimately access credit card accounts and checking accounts through debit card accounts and prepaid 

accounts where the consumer knows what our products are. They like our products. They trust our products. They 

get rewards on many  of the products. They know how they get their statements. They know how it fits into their 

overall banking relationship these days. 

 

And it's something that just really, really works, and we're constantly working to figure out way s to enable that to 

be a better experience, both directly and through our banks, and banks are doing the same thing. So, I love the fact 

that we're able to leverage these really deep relationships with products that really work, that people really like. 

And if someone wants to try and create something other than that, good luck. 
................................................................................................................................................................................................................................ 

 

 
Q 

Y eah. One thing that – when we talk with merchants that we hear a lot is when somebody comes in the store as a 

consumer, they want access to their data. They want to know who they are, so they can sell more stuff to th em. 

That makes sense. Now, understanding that the consumers' relationship is with the card -issuing banks and not 

with Visa directly, can y ou help us understand whether there is a role for Visa to play in facilitating exchange of 

information on consumer spending data between the banks and merchants? 
................................................................................................................................................................................................................................ 

Charles W. Scharf 
Chief Executive Officer A 
Y eah. Listen, there's absolutely a hugely meaningful role that we can play, which we've done for y ears on the fraud 

and the risk side. So we have a lot of data and we're the conduit for a lot of data. And we've always done, I think, 

what people consider to be a very, very good job of using that information in a way  that helps everyone eliminate 

risk through the system, and especially here in the United States where we  do real-time fraud scoring. 

 

So, we can talk all we want about breaches. I'm sure we will, but fraud is 6 basis points here. And it's 6 basis 

points, and if y ou look at the dollar levels, the dollar levels are coming down relative to the size of the overall 

transaction growth and that's because of the analytics that we do that both merchants and issuers want us to do. 

Because remember, ultimately, it's the consumer that's presenting our payment credential and it's both of their 

client; and, both of them have the interest of hav ing that be a great experience.  

 

Now, when y ou look at it and say , well what else can we do, there is a tremendous amount that we could do. We 

are the conduit of the real-time authorization that takes place; the real time messaging that takes place. Merchants 

have a tremendous amount of data, and y ou've got issuers that have a tremendous amount of data.  

 

One is incomplete without the other, and our ability to take their information and use it in a way  that they want 

when the customer, when the consumer actually wants it to be used a certain way – is we have the ability to 

provide something which is really meaningful using that information when most other people are trying to do 

something, which is meaningful in that space.  

 

So historically, we've not done a lot of work directly with merchants. We did most of our work directly with 

issuers. As y ou mentioned, since I got there we spent a lot of time building out our capabilities and taking 

capabilities that we have and directing them towards the merchant community. And so for the first time, we're 

talking about what these solutions look like and y ou're going to start to see some of these. And over time, 
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merchants hopefully will look at it and say  gee, I am actually doing a better job for my customers and Visa is the 

one enabling me to do that. 
................................................................................................................................................................................................................................ 

 

 
Q 

That's helpful. And then just kind of moving on a little bit, I mean talking a little bit about pricing and some 

financial topics. One of the very enviable results of y our market position, which is very strong, is that unlike many 

of the industries that some of which I used to cover where pricing just always goes down, and from time to time 

y ou have the ability to charge incrementally more where y ou're adding more value in terms of pricing. And I 

believe after about four y ears of constant pricing, y ou're going to put in place a price increase in the next few 

months here. Can y ou maybe give us a sense of what opportunities y ou see for Visa to continually add more value 

and kind of get paid for that value added? And kind of talk to us a little bit about this latest round of... 
................................................................................................................................................................................................................................ 

Charles W. Scharf 
Chief Executive Officer A 
Sure. Y eah. Listen, I think we think about this in a very simple, straightforward way, which is we try  and put 

ourselves in the seats of our clients which are the issuers, the acquirers, the merchants. And you have to ask the 

question, are they feeling like they're getting the value from Visa that we feel like we're delivering. And then we're 

constantly asking ourselves, what are the types of things that we can do to create more value. And to the extent 

that we can create more value, we make a decision every time we do something whether or not that's something 

we should charge discretely for, or it goes into a bundled price and supports what that price is. 

 

As we've talked about, we didn't take a lot of the capabilities and intellect we have and direct them towards the 

merchant community for a long time. We did for issuers. We were owned by the issuers. We came in every day. 

They  sat on our boards. They  were making decisions in terms of what we're going to do strategically. And we came 

in and we said, okay , merchants had this great benefit because they now have access to credit lines and to full 

checking accounts and it's far better than cash which is absolutely true. But when it came to all these value-added 

serv ices, we were focused on delivering them for issuers. 

 

And so to the extent that we start bringing those capabilities and directing those towards merchants, that is what 

gives y ou the ability to show up to a merchant and say, look, I'm delivering value for y ou that you should pay for 

and it either supports the price or it should be something that's in addition to that. Examples of some very early 

examples of things we're doing in the marketplace, we rolled out something called Visa Transaction Advisors, 

which as I mentioned, we've always done fraud scoring on behalf of issuers. 

 

So, every time y our card gets presented for authorization, we do fraud analy tics and provide a sc ore to the issuer 

to help them determine whether that's fraudulent or not. We never did that kind of work for merchants even in 

plenty  of cases, they can bear the potential liability for that. So, we took those capabilities. We directed them 

towards, in this case, gas stations, automated fuel dispensers, where there's actually fairly significant amounts of 

fraud. And in the pilots that we did before we moved it in production, it reduced fraud by about 25%. And so, all of 

a sudden, we now have a solution in the marketplace which helps merchants reduce their fraud by 25%. Honestly, 

we barely charge in the marketplace for it and that's a decision we make, we're either going to charge for it or it's 

going to support the price that they're paying for acceptance o ver a period of time. 

 

Visa Checkout, something very important to us, which we can certainly talk about, making it easier for people to 

buy  things online with a username and password. We have merchants that are excited about it, merchants that are 

advertising with us, and that's not something a merchant would've ever thought about doing two y ears ago.  
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And y ou say, well why  are they doing that? And it's really quite, quite simple. It's for two reasons. Number one is if 

y ou have a client that can check out with their Visa card using a username and password, the amount of times that 

people put things in their basket to close, that close ratio and actually pay for something is far, far higher than 

with the traditional dropdown solutions or even with the other p ayment solutions that exist. So merchants want to 

sell things. And we're helping them actually sell more things than they otherwise would've in the past. And the 

promotions that we run are helping drive consumers to their business.  

 

So, again, they 're very small and very early examples of things which we're doing because they're good for our 

business but they're aligned with driving more business or helping reduce fraud. And over a period of time, you do 

those things, and that's what enables y ou to sit down with the client and say, here's the price and here's why  it 

makes sense. 
................................................................................................................................................................................................................................ 

 

 
Q 

That's helpful. I want to shift gears a little bit and may be touch on Visa Europe for a second. I wonder if y ou could 

give us an update on the status of that. Clearly , it's not y our decision to make given 80% of Visa Europe's owners 

will have to make the decision to kind of put that to y ou. But can y ou maybe comment on what is the likelihood 

y ou think is any  greater today given the EU legislation that's out there? 
................................................................................................................................................................................................................................ 

Charles W. Scharf 
Chief Executive Officer A 
I have no idea. No. Listen, there's no update. It is what it is, right? We've got an extraordinarily close day -to-day 

working relationship with Visa Europe because we share the same brand, we share global customers. We'r e 

working probably more closely than we ever have. So in the marketplace, we do appear as one company. Relative 

to the fact that we are two separate entities, they need 80% of their board to actually vote to put. And I'm not on 

their board. I don't sit there. So I don't know the dy namics. And they'll make that decision and we'll know when 

they  make the decision. And until that point, it's all speculation. And other than that, I've got no idea.  
................................................................................................................................................................................................................................ 

 

 
Q 

Okay . I want to ask about China because it's been a topic  that's come up recently. There has been a multiyear case 

in the WTO between U.S. and China. And then, back in October, the Chinese Government said that they intend to, 

at some point in the future, open the market to competitors in the domestic market, whi ch is currently – pretty 

much UnionPay  is the only one who's qualified to make...  
................................................................................................................................................................................................................................ 

Charles W. Scharf 
Chief Executive Officer A 
A monopoly. 
................................................................................................................................................................................................................................ 

 

 
Q 

Y eah. Exactly. So, may be you can talk a little bit about any update on that, when y ou expect that y ou might see 

some initial rules to give you a sense of when the timing for y our entering China might be? And then, what 

restrictions there might be there? 
................................................................................................................................................................................................................................ 
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Charles W. Scharf 
Chief Executive Officer A 
Listen, I mean, it's like the Visa Europe thing. I'm not inside  the Chinese Government, so I don't know exactly 

what they 're thinking. I know what we read. What we do know is the following – what we know is that they  have 

agreed and said that they 're not going to contest the fact that they are going to open the market  up. 

 

As y ou've said, they made statements recently, which is supportive of that. In my  conversations and other people 

with Visa's conversations with people in China, I would say  we're certainly encouraged by the – we're encouraged 

that they  do believe that competition actually is the right thing inside that marketplace, both for the consumers 

that will benefit for it, for the merchant community, for the banks, and even UnionPay, who ultimately – we all 

know, with competition it really does make it better. 

 

Just like having MasterCard, and having Discover, and having American Express, and having local payments 

networks – we're alway s coming in every day thinking: what are they doing? What can we learn from them? What 

can we do better than – I mean, competition does drive ultimately a better product in the marketplace. And my 

sense is, from talking with people in the government, that they really do believe that.  

 

But they 're going to be – they  are being very thoughtful. They're being very controlled. And they're going to go 

about opening the market in a way  which makes sense for China. And so, we're doing everything we can to serve 

the banks that are there, making sure that we're creating and preserving the relationships that we have, both with 

UnionPay  and with the government, and over a period of time making sure that every step of the way  we continue 

to show the value that we could potentially add and why  that's good for China.  

 

And so, ultimately, to get back to your question, I have no idea when it 's going to open, how it's going to open, 

what are the rules going to be, waiting periods, capital requirements. I mean, we can guess by looking at other 

industries, but we don't know. Inside our company, we're gaming it all out. We're thinking about it be cause, for 

the long term, it's an opportunity for us. I just don't know whether it's the short term, the medium term, the long 

term, and exactly how that'll play  itself out. 
................................................................................................................................................................................................................................ 

 

 
Q 

Y eah. But if y ou look forward, whenever it comes – whenever the opportunity does come, if y ou look in China, 

there's not just UnionPay , but there's also some emerging competitors, like Alipay, WePay, et cetera, some of 

which have had incredible success in the market. So, when y ou look at competing in China, how are y ou 

approaching – how do y ou plan to approach that market differently given the different competitive landscape? 

And then, are y ou worried at all that those competitors from Alipay, et cetera, might actually move outside of 

China and compete more directly in y our other markets? 
................................................................................................................................................................................................................................ 

Charles W. Scharf 
Chief Executive Officer A 
So, two different things, I think people who have a 10 -year headstart on you or a 15-year headstart on y ou, it 

creates formidable competition. And that certainly would exist there today and – which is why  – we've been in 

business for 50-some-odd y ears. We have 2.5 billion cards, and UnionPay's got 3 billion cards, and Alipay has had 

the success that they've had. 

 

Having said that, again, we've got – I mean, I kind of boil it down to: our ability  to compete in China will not really  

be different than our ability to compete outside of China, which is networks are networks. And we know we're not 
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the only  network that exists. And as I said before, there's some global networks and there are also local networks 

that we compete with in most parts of the world. 

 

The reason why  people choose to use our network is because of the capabilities that we provide. It's because of th e 

safety  and security. It's because of the analytics, the experience that people can get. So that our network actually 

becomes the platform with which clients who run their transactions over our network can actually make it more 

profitable for them over a period of time. 

 

And ultimately, that will be the reason why we'll either succeed or fail within China; it's because those capabilities 

will make a difference or not, and we obviously believe that they will. To the extent that they actually want to grow 

their business outside of China, the answer is, y es. We know they  do. They've been very, very clear about that.  

 

And again, that's where we've got a 50 -year headstart, and we've got strong and deep relationships not just with 

the banks who actually issue our cards, leave the acceptance side to the side for a second, but with consumers, 

right. Consumers, they know our products, they love our products, they trust our products, and there's a very, very 

deep bond which has been built up over these 50 y ears or 60 y ears between the networks that have been around 

for that long, the banks themselves and those consumers. And we're not just sitting here saying, gee, we've been 

here for 50 y ears and we're big, so therefore we're fine.  

 

It's what I talked about much earlier, which is we're continuing in conjunction with our clients to continue to build 

out experiences and continue to do everything we can to make it a better and better experience whether it's 

through a phy sical card, through a mobile device, through experiences that are created and create even a deeper 

bond that exists today. 

 

And so we look at it and say , we know they 're coming, but all the things that we're doing to build our business 

today  to be competitive in the marketplace, are exactly what we would ne ed to do to compete with those people as 

well. 
................................................................................................................................................................................................................................ 

 

 
Q 

Y eah. May be turning back – stay ing with the future but turning back to the United States for a second. A couple of 

weeks ago, the Federal Reserve in the U.S. issued a paper for pay ments modernization in  the U.S. One of the 

potential outcomes of that would be the upgrading or the modernization of the ACH Sy stem, which transfers 

money  between banks and bank accounts within the U.S. Y ou already have real -time debit sy stem today, so y ou 

kind of already have that in place. But can y ou maybe comment, in the future, if such a sy stem does get built, 

may be comment on the relative competitiveness of y our debit system and what y ou think might happen? 
................................................................................................................................................................................................................................ 

Charles W. Scharf 
Chief Executive Officer A 
Y eah. Listen, I think – I mean, I think part of what y ou have to recognize, and someone said this to me the other 

day , which is, when y ou talk about faster payments, remember what's faster for one side becomes slower for 

another. 

 

I mean, there are two sides to this transaction, and people have to remember that. And when you think about what 

it means to have faster payments, more real-time capabilities, these sy stems are used for lots and lots of things, 

not just potentially doing things that we already do.  

 



Visa, Inc. (V) 
Goldman Sachs Technology & Internet Conference 

Corrected Transcript 
11-Feb-2015 

 

 
1-877-FACTSET   www.callstreet.com 

 12 
Copyright © 2001-2015 FactSet CallStreet, LLC 

 

And I think it comes back to what we just talked about, which is ACH exists today. And y es, it's not perfect. Yes, 

it's real-time. Even if it was a real-time network, the solution that we have in the marketplace, we believe is, far, 

far more valuable for people that use it because of the capabilities that we built and we continue to build. And 

that's what this continues to come back to, which is, y ou can create a switch, you can create a network, which is 

just a piece of technology, which actually crosses the transactions. There's not a lot of value-add in that. 

 

And again, so we sit here and go back to talk about pricing, if we didn't do any thing to continue building out the 

capabilities, you would see our price continue to come down over a long period of time. And so th e question is are 

we building the kind of capabilities which differentiate what we do. And we're lucky enough to start with the 

relationships, start with all the things that I talked about which is why  people like to use and accept our products. 

And again, we've got this long headstart and we're continuing to build on it and that's not easy  to do.  
................................................................................................................................................................................................................................ 

 

 
Q 

I want to touch on the announcement y ou made last week. Y ou announced the appointment of a new CFO, Vasant 

Prabhu, who replaces the long-time CFO of Visa, By ron Pollitt. Maybe you can give us just a...  
................................................................................................................................................................................................................................ 

Charles W. Scharf 
Chief Executive Officer A 
Long time, I think it was like seven or eight y ears.  
................................................................................................................................................................................................................................ 

 

 
Q 

Y es. Well... 
................................................................................................................................................................................................................................ 

Charles W. Scharf 
Chief Executive Officer A 
Long time is relevant. 
................................................................................................................................................................................................................................ 

 

 
Q 

Can y ou may be give us a sense about what y ou saw in his resume and why  y ou think he is an interesting candidate 

for the job and now once he's part of Visa and now I think he just joined a couple of days ago. Can y ou give us a 

sense about how things might be v iewed differently in the CFO's...? 
................................................................................................................................................................................................................................ 

Charles W. Scharf 
Chief Executive Officer A 
Sure. Listen, I guess, part of my  comment, my  joke about By ron is we've only been public for a short period of 

time, and so things that seem like a long time for us, relative to a  lot of the companies that people here represent 

and other companies you follow really are very, very different.  

 

Listen, By ron is an amazing partner and just a terrific CFO for the company, and the way  he went about his 

retirement, it was just like he's done every other part of his job, which is very open conversation, open about the 

timing with me, made the decision that he wants to retire. We announced it, gave us 12 months. And by the way, if 

for some reason, it was more or less, he would've done whatever made sense for the company because that's the 

kind of person he is. 
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And it gave us a chance to do a complete search. And I'll tell y ou we did a new – well, think it was an exhaustive 

search, saw some great people. I personally saw somewhere between 10 and 15 myself. And ultimately we settled 

on Vasant. Vasant is a – he's a total grownup. He's been the CFO of a public company for two different companies 

for 15 y ears or so. Plus recently, he was at NBC, before that at Starwood, and SafeWay  before that, Pe psi, Booz-

trained. He is smart as can be. He's extremely operational relative to his ability to just run the finance function day 

in and day  out. But probably more important than that, because we've got great people in finance within Visa, is 

he's extremely strategic. 

 

And so the ability  to play a very broad role inside the company is we think about what we do, how we're doing it, 

our positioning, how the world is evolving and changing around us. It's really important that we have just a 

complete partner at the table. 

 

So, from y our all perspective, y ou shouldn't see that much of a difference because going from one great 

professional to another great professional but just one of the thought leaders inside the company as y ou see us 

continuing to make the strategic decisions. 
................................................................................................................................................................................................................................ 

Unverified Participant 

 
Great. I think with that, we're out of time. But, Charlie, thanks very much for being with us today. We appreciate 

it. 
................................................................................................................................................................................................................................ 

Charles W. Scharf 
Chief Executive Officer 

Thank y ou. 
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