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MANAGEMENT DISCUSSION SECTION 
 

Tien-Tsin Huang 
Analyst, JPMorgan Securities LLC 

All right. Looks like we're just about ready to get started, so if you guys want to grab a seat, that's great. Maybe 

we can close the doors as well. All right. So, let's get started. My name is Tien-Tsin Huang. I cover the payments, 

processors and IT services group at JPMorgan. And I am so happy to share the stage here with Al Kelly, the CEO 

of Visa. Always learn a ton talking to him and really looking forward to this session. 

 

So, Al, thank you for being here upfront. 
 ......................................................................................................................................................................................................................................................  

Alfred F. Kelly 
Chief Executive Officer & Director, Visa, Inc. 

My pleasure. 
 ......................................................................................................................................................................................................................................................  

Tien-Tsin Huang 
Analyst, JPMorgan Securities LLC 

What we'll do format-wise is I'll go through some questions, a lot of them fielded from you, so I'll hopefully cover a 

lot of the topics of the day and we'll open it up to the audience, for sure, at the end. So Al, thanks again for being 

here. 
 ......................................................................................................................................................................................................................................................  

Alfred F. Kelly 
Chief Executive Officer & Director, Visa, Inc. 

My pleasure, Tien-Tsin. 
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QUESTION AND ANSWER SECTION 
 

Tien-Tsin Huang 
Analyst, JPMorgan Securities LLC Q 
Let's get right into it, if that's okay. So, I thought, just to kick it off, since we saw you basically here around this 

time last year, what's been the biggest positive surprise or maybe strategy that you're most proud of that we can 

talk to, again, outside of the earnings calls? 
 ......................................................................................................................................................................................................................................................  

Alfred F. Kelly 
Chief Executive Officer & Director, Visa, Inc. A 
Well, I think the continued progress we're making in Europe probably comes top of mind to me. We are now, as of 

a couple weeks ago, we're finished the migration of all of our clearing and settlement from the legacy European 

system on to our global VisaNet system. We began, about two weeks ago, the migration of all of authorization. 

We did the clearing and settlement migration in four tranches over a two-month period. 

 

The authorization's going to be converted account by account. So, there's going to be 500 or so individual 

conversions. We've probably done about somewhere in the mid-teens so far, and this will continue over the next 

five to seven months, and then will be completely converted. And that will be the last big step of the integration, 

which is really going to allow us to start talking about growth in Europe, and where we go. And I think we'll talk a 

little bit more about that. 

 

A second thing I'd highlight is that we're really starting to pick up traction on our push payment, Visa Direct 

capability. We've chosen a path of going down and utilizing our rails for push payments rather than trying to piece 

together country by country an ACH network to facilitate this. And we're, obviously, behind a number of the P2P 

payments, but we've also started to get into other use payments that are allowing us to really push Visa Direct in 

big ways. 

 

The third thing I'd talk about, which I referenced on our earnings call a few weeks ago, was that the progress 

we're making in contactless. Despite the lack of progress to-date in the United States, we've seen really good 

progress around the world. So, a year ago, one out of every eight transactions around the world where we 

process was contactless. Last quarter, it was one in five. And the U.S. a year ago was 40% of the non-contactless 

transactions. Now, the U.S. is half of the non-contactless transactions, the United States. So, we're obviously very 

focused on getting contactless going in the U.S. 

 

It takes time. We know from experience in other places that the hardest step is getting from the first 1% or 2% to 

6% or 7%. And then, you start to get to a level of scale and it takes almost as much time to go from 1% to 7% as it 

does to go from, say, 7% to a third, to 35% or 40%. So, it's going to be a bit of a journey. But over the next couple 

of years, we'll start to make progress on contactless in the United States, because it only makes sense because 

it's a better transaction for the merchant and it's a better transaction for the consumer. 
 ......................................................................................................................................................................................................................................................  

Tien-Tsin Huang 
Analyst, JPMorgan Securities LLC Q 
For sure. So, there is a lot of good stuff going on, like you mentioned. I guess, the big take-away from the quarter 

is you're back to double-digit growth, right, from a revenue perspective. And I wanted to ask you sort of upfront 



Visa, Inc. (V) 
JP Morgan Global Technology, Media and Communications Conference 

Corrected Transcript 
15-May-2018 

 

 
1-877-FACTSET   www.callstreet.com 

 4 
Copyright © 2001-2018 FactSet CallStreet, LLC 

 

here, how do you benchmark revenue growth? In many ways, we think of Visa as the industry. But you, as CEO, 

how do you think about benchmarking revenue growth? 
 ......................................................................................................................................................................................................................................................  

Alfred F. Kelly 
Chief Executive Officer & Director, Visa, Inc. A 
Well, the first thing I'd say is, we're in this for the long term. I'm not managing the business quarter to quarter. Yes, 

we had a good revenue quarter in the second quarter, but the reality – our second quarter. The reality is we're 

looking at this over time and we want to be a long-term, sustained, high-revenue growth company. 

 

If you look at the growth factors that drive revenue, you've got some factors you don't control, really, what is the 

economic conditions in a market and what is the cash and check conversion opportunity? Then, you've got the 

other things that drive it. You've got some episodic things that happen, deals that come up or don't come up in the 

course of a year; and then, secondly, the geopolitical environment around the world. And the reason that's 

important is because it can greatly influence people's propensity to travel, and those cross-border transactions are 

very important. 

 

Then, the third factor that drives growth is where we decide to focus strategically and where we decide to invest. 

And I think it's important to recognize, for people who aren't as close to the business, this really is a very 

macroeconomic business. So even when a deal's announced in a quarter, it's quarters out before it really has 

impact, the conversion has begun all the way to the full conversion. And equally, when we focus on various 

growth initiatives in a particular point in time, it's very unlikely those things are impacting the near-term quarters, 

the current quarter, the next quarter. They're really playing out over a good number of quarters into the following 

fiscal year. 

 

So we try to look at all of those dimensions and, say, are we seemingly getting the most out of the business that 

we should be getting out, depending upon all of those various factors. Some we control, some we don't control. 

And then, of course, we're not blind to the competitive situation and we certainly look at what our competitors are 

doing. But again, we tend to try to look at that smartly and appropriately over time. We don't necessarily try to get 

too wrapped around either having an advantaged position or maybe underperforming versus some of our network 

competitors in any one quarter. I think if you get wrapped up in that distraction and you lose the medium- to long-

term focus, you're not doing yourselves or your investors a good service. 
 ......................................................................................................................................................................................................................................................  

Tien-Tsin Huang 
Analyst, JPMorgan Securities LLC Q 
Agreed, agreed. So maybe we can dig in, I agree with the macro statement you just made, you talked about 

contactless, in the U.S. as an example. But just drilling down into the U.S., which is arguably one of the more 

mature markets and your biggest market. How is that still growing double digit at this point of penetration? How do 

you see sort of the U.S. as a growth market potentially going forward here, Al? 
 ......................................................................................................................................................................................................................................................  

Alfred F. Kelly 
Chief Executive Officer & Director, Visa, Inc. A 
Well, Tien-Tsin, I definitely agree, on a relative basis, when you look around the world, the U.S. is a mature 

market. But that said, about 70% of the PCE is electronic or digital. And the U.S. still has, by our estimate, over $3 

trillion of cash and checks spent by consumers. Actually, a number's slightly higher than it was a few years ago; 

although on a mix basis, it's smaller. 
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So, where does the growth come from? I think that it comes from a number of things. Number one, we've got to 

sign and build our acceptance on a long tail of small merchants. Secondly, we've got to win smaller transactions. 

So, there's a lot of the long tail of smaller merchants that are actually accepting, but there's a combination of them 

potentially pushing for cash and consumers being used to spending cash there that cash continues to be 

predominant, even though that credit cards are accepted. And so we have to do a better job of educating 

consumers and merchants, educating merchants about the expense to them of dealing with so much cash. And 

we have to educate consumers about the fact that the acceptance is better than they might actually think it is at 

the smaller merchants. 

 

Thirdly, e-commerce becomes a major weapon for growth in the United States. And one of the things that can 

actually flip consumer behavior and flip people who are cash users over to being comfortable using credit 

because it's the only option available to you in the e-commerce world. A fourth factor is B2B. B2B is still a place 

where there's a lot of growth for the entire industry globally. By our estimates, less than 10% of the B2B space is 

actually carded today. And in that particular segment of B2B, we're the market leader. But the vast majority of 

B2B is still ACH, checks and wires. And there's a lot of opportunity there. It's not easy opportunity necessarily 

because each vertical, it's in those non-homogeneous space, consumers tend to be much more homogeneous. 

The businesses are different by vertical. And the reality is, therefore, the requirements for information that they 

want to see, compliance that they want us to help them with, reports and analytics they want from us differs 

across the different non-homogeneous verticals within the B2B space. 

 

And then the fifth area, I think, that's ripe for growth in the United States is large ticket. And we're spending a lot of 

time thinking about things like [ph] grant in (10:36) education, insurance and those kinds of things. So, I think that 

there is a lot of runway for growth in the United States. But certainly, I'd go back to your original point that it is 

more mature than some of the other markets around the world, for sure. 
 ......................................................................................................................................................................................................................................................  

Tien-Tsin Huang 
Analyst, JPMorgan Securities LLC Q 
Yeah. So thinking about the U.S. and the maturity and the culture side of it, right, to me, the biggest deal recently 

has been Visa and your network peers dropping the signature requirement, right. So, I'm not going to be able to 

get my seven-year old daughter to sign for me when we're buying things. So, why now, right, AI, drop that 

signature requirement? What's sort of the benefit that you see potentially for the market from that change? 
 ......................................................................................................................................................................................................................................................  

Alfred F. Kelly 
Chief Executive Officer & Director, Visa, Inc. A 
So, we were amongst the last to actually announce not going to signature in the marketplace, which is a little 

unusual for us because we tend to try to be the leader. We wanted to be much more thoughtful about it. The real 

reason we decided to go for it was we want to force adoption of EMV. So, the reality is that we said, no signature 

required for merchants that are EMV compliant. So, we wanted it to be a stimulus to try to continue to drive EMV 

because that's a known, proven way to drive down fraud in the industry. 

 

The second thing I'd say about all of this is that 75% of transactions on Visa in the United States didn't require 

signature before this, because they were under various limits. So, at some level, it's not quite as big a deal as 

people might make it out to be. And we continue to believe that there are places where signature is still a smart 

thing to do. 

 

Certainly, tipping in restaurants to kind of validate to the server that after you paid the bill that, yes – you're 

presented with the bill, yes, that tip is real and coming from you. And it proves, in our consumer research, to be 

very important in high-ticket items. The idea that you buy something for $1,000 or $2,000, and you simply walk 
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out of establishment with no acknowledgment that it's in your hands or that you actually bought it, I think our 

research suggests that that makes consumers quite uncomfortable. So, a lot of high-ticket situations, we're not 

going to require it, but we expect merchants to continue to ask for signature. 
 ......................................................................................................................................................................................................................................................  

Tien-Tsin Huang 
Analyst, JPMorgan Securities LLC Q 
So, does it change the competitive environment in any way, Al? 
 ......................................................................................................................................................................................................................................................  

Alfred F. Kelly 
Chief Executive Officer & Director, Visa, Inc. A 
It's a good question. We get asked a lot, Tien-Tsin, about, okay, so is this a further negative as it relates to threats 

to debit in the United States, really being probably the big question that's on people's mind. And I don't really think 

it changes anything. I think that the dynamics related to debit have been playing out ever since the Dodd-Frank 

regulation came into play. And the realities are these. Number one, a large number of merchants before and still 

today choose to only connect to Visa and Mastercard. 

 

Secondly, about 50% of the terminals in the United States are not enabled for our PIN pads. Thirdly, Visa can 

accommodate dual-messaging capability, where the PIN networks can only do single-message capability. And 

that's very important, where the actual original authorization amount is not going to equal the final amount the 

consumer is spending. And where does that take place? It takes places in restaurants where the initial amount 

doesn't include the tip. Then the tip goes on and it runs through again. So, when you pay at a restaurant, they go 

authorize your card for the amount of the meal, and then they go back and reenter the amount after you put the 

tip in. So the original amount doesn't equal the final amount. 

 

The same is true in car rental and hotel situations. When you check into a hotel, they don't know what their final 

bill is going to be. So, they authorize for a certain amount of money, that's the first message. And then the second 

message comes when you check out, when it's the final amount. Similar in car rental. In e-commerce, a lot of e-

commerce situations, they authorize an amount and they don't actually send in the amount through the network 

until the item is actually shipped. All of those capabilities only work in a dual-message supporting environment, 

which the PIN networks don't support. 

 

The last thing I would say is that we don't sit on our hands here either. And in some cases, we go out and do 

routing deals to, in fact, incent volume on our network. So if you look, we actually had a very healthy quarter, just 

under 10% growth in debit. And one of the things that contributed to that on top of everything else, I guess, is that, 

back to one of the things we talked about earlier, Visa Direct is largely facilitated through debit. And it's starting to 

have enough traction that it actually – not huge in the number, but it actually is a contributing factor in the second 

quarter to our debit growth. 
 ......................................................................................................................................................................................................................................................  

Tien-Tsin Huang 
Analyst, JPMorgan Securities LLC Q 
It's helpful. It's a very complete answer. Thank you for that. So, let's shift to e-comm. You mentioned e-comm in 

your last answer there. So, we get this question a lot with the [ph] share (16:12) buy button, the consortium 

button, whatever you want to call it. So, why is this version of the Checkout button going to work? And how does it 

change – what are the implications for Visa Checkout, PayPal, some of these other partners that you have, Apple 

Pay, on the checkout front? 
 ......................................................................................................................................................................................................................................................  
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Alfred F. Kelly 
Chief Executive Officer & Director, Visa, Inc. A 
So, one of the things I've been extremely vocal about internally in Visa the last 18 months is my strong discontent 

with the checkout experience in e-commerce. What we have today is the moral equivalent of having to ask a face-

to-face merchant to have a different terminal for each network. Imagine the confusion at the point of sale if you 

had seven or eight terminals and the checkout person has to actually determine which card you have and go to 

the right terminal, et cetera. That's in essence what's happening in e-comm. 

 

We're asking merchants to do separate work to connect Visa, to connect Mastercard, to connect Amex, et cetera. 

And if you look at the statistics, it bears out that the experience stinks. The reality is that the ratio of buy – I'm 

sorry, ratio of shop to buy isn't very good. Authorization rates are too low. And we need, as an industry, to come 

together. So, heretofore, there have been individualized solutions, Visa Checkout being one. 

 

EMVCo has now come up with this standard that we announced a couple weeks ago that we're 100% behind. 

And that's going to mean compromise on everybody's part, but it's going to allow a merchant to connect in one 

way for all – one piece of work, one set of work for all – facilitating all networks. And it's going to make it easier for 

the consumer to have a pleasurable checkout experience, they don't have to look at all the various options and 

buttons they see, some kind of buy button yet to be defined and branded. It'll open up a wallet. They'll have 

probably a card pre-selected. They can override that, select their product, and confirm their purchase, very 

streamlined, far less friction type of experience. 

 

I would say, though, that we're in the early innings here. We're still all going through the technical specifications to 

make sure we understand exactly what we have to do to implement it. And there's a lot of meetings going on, on 

things like branding and what will that the actual button look like. It will, ultimately, likely be like in a physical POS 

world where there's a number of networks represented on the same decal, it'll probably be something similar to 

that. 

 

And I think this is a case analogous to the Bharat QR code in India, where it's just a very smart thing for the 

industry leaders to come together through the standards body of EMVCo and actually do something that's good 

for the payment ecosystem and put our individual egos aside. And I'm extremely bullish on that. That said, there's 

still a good deal of work to do before we actually get it into market. 
 ......................................................................................................................................................................................................................................................  

Tien-Tsin Huang 
Analyst, JPMorgan Securities LLC Q 
Okay. So we'll wait to see on that. So sticking with the e-comm theme, there has been a lot of press and I've been 

getting a lot of questions, Al, on Amazon Pay and what they might be doing. I think the press has been talking 

about them using their big merchant economics and sharing that with smaller merchants as an incentive to get 

them to load up Amazon Pay on their sites. So I'm curious to get your thoughts on that, if you care to comment, 

and just this whole concept of how Amazon might disrupt the four-party model itself. And that's something you 

and I, I think we talked about on stage... 
 ......................................................................................................................................................................................................................................................  

Alfred F. Kelly 
Chief Executive Officer & Director, Visa, Inc. A 
Yeah. 
 ......................................................................................................................................................................................................................................................  

Tien-Tsin Huang 
Analyst, JPMorgan Securities LLC Q 



Visa, Inc. (V) 
JP Morgan Global Technology, Media and Communications Conference 

Corrected Transcript 
15-May-2018 

 

 
1-877-FACTSET   www.callstreet.com 

 8 
Copyright © 2001-2018 FactSet CallStreet, LLC 

 

...last year, which was helpful to hear. But maybe with Amazon, how does that potentially change it? 
 ......................................................................................................................................................................................................................................................  

Alfred F. Kelly 
Chief Executive Officer & Director, Visa, Inc. A 
Well, the first thing I'd say is Amazon has said very little about this. So there's actually very little out there, 

particularly from Amazon. The second thing I'd say about Amazon is they're very, very customer focused. And 

when I talk to their senior team, it is just incredibly clear how customer-focused they are and how focused they 

are on the user experience. So it's hard for me to imagine them ever wanting to be in a position where they're 

forcing consumers into a certain way to pay or a certain vehicle for paying. I think they're going to want to be as 

open as they could possibly be to facilitate as many people wanting to use whatever they want to use to pay on 

Amazon. And I would also say that we consider Amazon a very, very good partner of Visa, and we're happy to 

have them as a partner. I don't want to comment and can't comment on a specific deal. 
 ......................................................................................................................................................................................................................................................  

Tien-Tsin Huang 
Analyst, JPMorgan Securities LLC Q 
[ph] Yeah, that's fair (21:28). 
 ......................................................................................................................................................................................................................................................  

Alfred F. Kelly 
Chief Executive Officer & Director, Visa, Inc. A 
But I will tell you this, that philosophically we bifurcate relationships where somebody might be a merchant and 

might be doing something separate in payments. We think of those as two distinctly separate relationships and 

we treat them as two separate relationships. And that's the most I want to say on this at this point. 
 ......................................................................................................................................................................................................................................................  

Tien-Tsin Huang 
Analyst, JPMorgan Securities LLC Q 
Okay. Fair enough. We'll see how that develops. But you did sort of trigger something I'll dig into. So, they're very 

focused on the customer. They're maniacal about focusing on the customer. And so, with Visa being a B2B 

company, right, business to business, not so much a B2C firm, is that a disadvantage in your mind to shape 

consumer behavior or to potentially shape adoption of something like this, your Checkout button? How do you 

sort of manage through that as a B2B company to drive change on the B2C front? 
 ......................................................................................................................................................................................................................................................  

Alfred F. Kelly 
Chief Executive Officer & Director, Visa, Inc. A 
It's a great question. It's something we talk about all the time. The bottom line is I don't see there's a disadvantage 

at all. Our vision is to be the best way to be paid for everyone everywhere. Our mission is to connect the world so 

that individuals, businesses, and economies thrive. And our mindset is that we want to think about the end 

consumer in everything – single thing we do. So, whether it's the button we just talked about, or it's tokenization, 

or it's Visa Direct, or it's thinking about risk and fraud models, or it's thinking about solutions to PSD2, all of it is 

through the eyes of the actual end user. But obviously, we're doing this in partnership with acquiring and issuing 

clients around the world. 

 

But we – look, what we do is we connect 3-plus-billion cards to 46 million merchants, and we understand the 

dynamics of how and where the money flows from. And so, we spend an exorbitant amount of time thinking about 

the end consumer. And I don't let the fact that at our core that we're a B2B tech company get in the way of that 

thinking at all. 
 ......................................................................................................................................................................................................................................................  
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Tien-Tsin Huang 
Analyst, JPMorgan Securities LLC Q 
Yeah. Good. So, B2B tech, we're at of tech conference, blockchain has been a big subject. I guess same thing, I 

field a lot of questions around blockchain. So what is view on blockchain, friend or foe? Is there an opportunity to 

leverage that? How disruptive could it be? 
 ......................................................................................................................................................................................................................................................  

Alfred F. Kelly 
Chief Executive Officer & Director, Visa, Inc. A 
Definitely not a foe, TBD about friend. I think that we're working with distributed ledger capability, like everybody 

else probably is. Same thing with AI, machine language, we've got a lot of people invest – a lot of investment 

behind where that might help us over time. Remember, blockchain actually is not very good about facilitating low 

volume – I'm sorry, low-value, high-volume scale transactions, which is kind of core of what we do. So, you're not 

going to see us make any kind of announcements that we're moving to blockchain in any way, shape or form, to 

drive our core business. 

 

Where blockchain is valuable is on higher-value, lower-volume types of transactions. And so, one place comes to 

mind for that is B2B. And in fact, we are using blockchain for our B2B product called B2B Connect. And B2B 

Connect is a product that allows a business to pay another business cross-border. So think of it as an option to 

swift, allowing the payment to flow over our rails and track the flow of those funds through a distributed ledger 

underpinned by blockchain. 
 ......................................................................................................................................................................................................................................................  

Tien-Tsin Huang 
Analyst, JPMorgan Securities LLC Q 
Yeah. It's a confusing, but fun subject. So we're constantly trying to learn more about it, which is why I wanted to 

ask you on it. So we're getting close to the end. I want to make sure we hit a couple more. You started with 

Europe, so let's get back to that a little bit with PSD2 and some of the opportunities and risks around that, 

regulation [ph] a clear (25:33) level playing field. I know the Deutsche Bank Airline sort of consortium, whatever 

you want to call it, getting together and doing a low-cost payment alternative there. How real is that? Could we 

see more of that coming out of PSD2? What's your latest [ph] thinking (25:50)? 
 ......................................................................................................................................................................................................................................................  

Alfred F. Kelly 
Chief Executive Officer & Director, Visa, Inc. A 
Well, look, one of the cores of PSD2 is opening up banks having to open up their accounts. 
 ......................................................................................................................................................................................................................................................  

Tien-Tsin Huang 
Analyst, JPMorgan Securities LLC Q 
Right. 
 ......................................................................................................................................................................................................................................................  

Alfred F. Kelly 
Chief Executive Officer & Director, Visa, Inc. A 
So, I think other than this being the first announcement, there is actually very little there. I mean, there's been no 

details, there has been no talk about timing, there has been no talk about pricing. And I think there has been no 

talk about a couple of things that, I think, are challenges. One is, in a world like that, how are things like refunds 

and chargebacks and disputes going to be handled and how are cross-border going to be handled? Visa and the 

banks don't just move funds and support for purchase, we stand behind it. And there's a whole system enabled 

that allows consumers to be protected, protected from fraud, protected from receiving a good that's broken, 
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protected from getting home and realizing you've bought size six or something and you needed size eight. All of 

that stuff, we've got a whole infrastructure behind supporting. So, I think there's a lot of details to still play out. 

 

Net-net, I think PSD2 is something that is going to help us and plays to some of our strengths. You've got the 

core, two-factor authentication is a key element of it. We know a lot about authentication, and I think can help 

build solutions for the banks to make sure they're compliant with PSD2 on dual-factor authentication. I think as it 

relates to accounts openings or making the account available to third parties, it's going to put a premium on banks 

getting really refocused on a strong consumer value proposition and a great customer relationship. And that's 

something we talk to bank partners about a lot. And I think it opens up the opportunity for various new use cases 

around facilitating mobile technology and maybe real-time payments capability as well that we'll be able to talk to 

banks about. 

 

I will tell you this, it's opening up a tremendous amount of dialog between us and our clients throughout Europe. 

And all of that is a good thing, because it's having – means our clients are coming into our Innovation Center and 

asking us to help them through thinking about things. It's facilitating meetings on their turf, et cetera. So, I think all 

of that is good. 
 ......................................................................................................................................................................................................................................................  

Tien-Tsin Huang 
Analyst, JPMorgan Securities LLC Q 
All right. Good. So let me open it up. Any questions from the audience before we get out? Yeah, so let's do one, if 

you don't mind waiting for the mic. We've got six minutes left. So, I've a couple more as well. 
 ......................................................................................................................................................................................................................................................  

Colin R. Ducharme 
Analyst, Sterling Capital Management LLC Q 
Hi. Thank you. Colin Ducharme with Sterling Capital. Just curious, I wanted to touch on the topic of alternative 

payment forms. I'm thinking specifically of like the Alipays and WeChats of the world. We've seen some 

proliferation in emerging markets where the four-party model is less established. How has that affected the 

competitive dynamic in your view? And I'm just curious if you would care to speculate on the opportunity for share 

gains for models like that in more established, developed markets, like the U.S. and Europe. Thanks. 
 ......................................................................................................................................................................................................................................................  

Alfred F. Kelly 
Chief Executive Officer & Director, Visa, Inc. A 
Well, I think that the one place where Alipay and WeChat have made strides and they're extraordinarily 

impressive strides is China. But I think China is not a good test case, because they had a real advantage there. 

The government kind of gave them a free pass and they were able to pretty much do what they want to do. And in 

fact, their success was such that they are on the radar screen of every competitor and every government 

everywhere else in the world. So, it's not as if they're going to be able to surprise any market around the world 

and kind of waltz in and have the same free start that they had in China. So, I think it's – a lot to be seen yet, how 

that plays out. And I actually think the two companies have different philosophies. We don't have time to talk 

about it now, but I think they're thinking about where they go is different. 

 

Look, we're very open in terms of our network at this point. And look, we've gone out there, we facilitated the 

pays. We've facilitated push payments. We facilitated a whole bunch of the P2P players. I could foresee situations 

where some of these players might end up on our rails. I could see some confluence of their capabilities and 

some of the more traditional capabilities of the four-party models. 
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If you look at India today, where we're the market leader in credit, debit, and prepaid, still, India's got lots of 

people interested. And the reality is that less than 10% of the PCE is digitized yet. While there's been great gains 

in terms of merchant acceptance, it's a drop in the ocean. So, they're going to be there. Ali is certainly there 

through their investment in Paytm. But we've been in India, and [ph] that's been case for (31:14) 37 years. We've 

got a huge team on the ground in India, and we're going to continue to – we do everything we can every day to 

continue to win volume, and we have been continuing to. 

 

So, how all this plays out? I don't know. What I can tell you is that we're open to work with anybody and 

everybody. Our goal is to get as much volume on our global rails as possible. And I think our globality and the 

size of our network is a distinct advantage, because ultimately people are going to need, for their products to be 

successful, they're going to have to be able to facilitate non-domestic transactions. So, I think that we're going to 

continue to both, try to be proactive in terms of shaping where things might go, but also be agile and being 

reactive where we need to be. 
 ......................................................................................................................................................................................................................................................  

Tien-Tsin Huang 
Analyst, JPMorgan Securities LLC Q 
Great. Maybe we do one quick one, if there is anything. Otherwise, we'll get, Al, out of here. So, here we go. 
 ......................................................................................................................................................................................................................................................  

 

 
Q 

[indiscernible] (32:18-32:31)? 
 ......................................................................................................................................................................................................................................................  

Alfred F. Kelly 
Chief Executive Officer & Director, Visa, Inc. A 
So the question is, how are we holding up online vis-à-vis Amex, Mastercard, et cetera. I think, extremely well. I 

mean, we've said before that in any given month that – in the United States, in particular, that our e-comm volume 

– card at present volume grows kind of four-plus times the face-to-face world. So, I don't know what Mastercard 

and Amex are doing, but in developed countries around the world, e-commerce is enormously important, because 

it's driving volume, number one. But number two, and I alluded to this earlier, it plays an enormously powerful role 

in changing the mindset of consumers, because there's no way to figure out how to squeeze or press cash into a 

mobile phone or an iPad or a computer. So, it starts to get people who might be heretofore have been a bit 

reticent about moving away from cash to become much more comfortable moving away from cash. 

 

So I think not only in the United States, but in other developed countries, it's enormously important. It's something 

that we're hugely behind. And in fact, much of our innovation and much of what's changed at Visa over the last 

three or four years has been that we're – I would describe us, as much of a digital fin-tech company as anybody. 
 ......................................................................................................................................................................................................................................................  

 

 
Q 

Thank you. 
 ......................................................................................................................................................................................................................................................  

Tien-Tsin Huang 
Analyst, JPMorgan Securities LLC Q 
All right. I think we're down to the last minute. So, let me just ask you one closing question then, Al. Just, 

obviously, a lot of good things going on in the industry and a lot of the group is at all-time highs on value. What do 

you think is underappreciated still at Visa now that you've been in the seat for a little bit? 
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Alfred F. Kelly 
Chief Executive Officer & Director, Visa, Inc. A 
I think I've touched on some of it. 
 ......................................................................................................................................................................................................................................................  

Tien-Tsin Huang 
Analyst, JPMorgan Securities LLC Q 
Yeah. 
 ......................................................................................................................................................................................................................................................  

Alfred F. Kelly 
Chief Executive Officer & Director, Visa, Inc. A 
One is our globality. We have the largest acceptance footprint in the world, bar none, and we find it unacceptably 

too small. So, we're going to continue to invest upon it. Despite all the talk of all the competition, there was $300 

billion more purchase volumes spent on Visa last quarter than there was the year-over-year the prior quarter. 
 ......................................................................................................................................................................................................................................................  

Tien-Tsin Huang 
Analyst, JPMorgan Securities LLC Q 
Yeah. 
 ......................................................................................................................................................................................................................................................  

Alfred F. Kelly 
Chief Executive Officer & Director, Visa, Inc. A 
Secondly, our network and the fact that we're now looking on our rails going in all different directions. Thirdly, our 

brand. It's taken many years to build up this brand. And the reality is the brand stands for ubiquity and trust. It 

stands for reliability so that I know I can go anywhere in the world and I could bring my Visa card, and I'll be good 

to go. We know when you use it, it'll be reliable, and you know when it works, it's actually secure and it's trusted. 

 

And then, I think underappreciated is how much we have gotten into enablement. The fact, as I said earlier to one 

of the last questions, that we're enabled to pays, we've enabled push payments, we've enabled many of the big 

[ph] P2P (35:35) players. We're not sitting idle just focused on kind of our traditional knitting. We've expanded 

greatly and we'll continue to as the industry evolves. 
 ......................................................................................................................................................................................................................................................  

Tien-Tsin Huang 
Analyst, JPMorgan Securities LLC 

That's great. Al, thank you so much for the time. 
 ......................................................................................................................................................................................................................................................  

Alfred F. Kelly 
Chief Executive Officer & Director, Visa, Inc. 

Tien-Tsin, thank you. 
 ......................................................................................................................................................................................................................................................  

Tien-Tsin Huang 
Analyst, JPMorgan Securities LLC 

[indiscernible] (35:50). Thank you so much. 
 ......................................................................................................................................................................................................................................................  

Alfred F. Kelly 
Chief Executive Officer & Director, Visa, Inc. 
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Thank you. Good to be with you. 
 ......................................................................................................................................................................................................................................................  

Tien-Tsin Huang 
Analyst, JPMorgan Securities LLC 

Appreciate it. 
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