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Notice of confidentiality  

This presentation is furnished to you solely in your capacity as a 
customer of Visa Inc. and/or a participant in the Visa payments 
system. By accepting this presentation, you acknowledge that the 
information contained herein (the “Information”) is confidential and 
subject to the confidentiality restrictions contained in Visa’s operating 
regulations and/or other confidentiality agreements, which limit your 
use of the Information. You agree to keep the Information confidential 
and not to use the Information for any purpose other than in your 
capacity as a customer of Visa Inc. or as a participant in the Visa 
payments system. The Information may only be disseminated within 
your organization on a need-to-know basis to enable your 
participation in the Visa payments system. Please be advised that the 
Information may constitute material non public information under U.S. 
federal securities laws and that purchasing or selling securities of Visa 
Inc. while being aware of material non public information would 
constitute a violation of applicable U.S. federal securities laws. 
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Visa Debit Growth Trends 
2Q15 Exempt Issuers  
  
 
Lower oil prices continued to put pressure on Visa Debit Exempt Issuer 
sales volume growth.  However, Visa Debit sales volume growth benefited 
from Bill Payment (which was 2.6% higher than 1Q15) and QSRs (which 
was 1.2% higher than 1Q15) 
 

Year over Year Growth Rates (Exempt Issuers) 

Source: Visa Transactions for Visa Consumer Debit, excludes Interlink, Prepaid. US issued cards only.  
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Visa Debit Growth and Share of Total 
Exempt vs. Non-Exempt – 2Q15 

Source: Visa Transactions for Visa Consumer Debit, excludes Interlink, Prepaid. US issued cards only.  

Transaction and sales volume growth rates for both Exempt and Non-Exempt 
issuers declined from 1Q15, with Exempt issuers experiencing a steeper 
decline than Non-Exempt.  Non-Exempt issuers continued to outperform 
Exempt as they focus on the Small Ticket segment 

 
 Growth Rates Share of Total 
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Visa Debit Sales Volume Growth – Exempt Issuers 
2Q15 Exempt Issuers  
  

Source: Visa Transactions for Visa Consumer Debit, excludes Interlink, Prepaid. US issued cards only. Emerging Segments” is composed of: Government, B2B, Toll and Bridge Fees and Other 
Emerging. (*)“All Other Segments” is comprised of : Direct Marketing and Remaining Merchants, including social buying sites, ticket marketplaces, professional services, etc. 
  

Gas segment’s share of growth declined -22.7% as a result of an even steeper 
decline in gas prices from the previous year.  The Bill Pay and QSR segments 
were amongst the fastest growing segments for Exempt issuers in 2Q15 
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2016 U.S. Debit Growth Challenges 

• Issuers are resource constrained 
– Focusing on EMV, Tokenization, Mobile Wallet implementations, and Visa 

Checkout initiatives 
• Anticipated low to no growth in the Gas segment 

– Gas has experienced negative growth from 3Q14 through 2Q15 
• Anticipated Costco debit impact 

– Potential shift from PIN debit to credit in Costco stores due to credit 
rewards value proposition 

• Slower net DDA account growth 
• Anticipated PINless debit expansion that may impact Visa volumes 
• Rich credit rewards programs that may cannibalize debit volumes 

– Millennials, the largest segment in the U.S., are highly motivated by 
rewards 

 

Debit growth may be challenging in 2016 due to the following 
headwinds 
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eCommerce retail sales growth continues to outpace 
traditional retail sales growth 

• eCommerce will account for 7.0% 
of total U.S. retail sales in 2015 

Note: Excludes Travel and Event Tickets 

• eCommerce will grow 14.2% to reach $347B 
in 2015 while non-eCommerce will expand 
only 3.6% 

Source: U.S. Retail eCommerce 2014 Trends and Forecast, eMarketer 
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A majority of eCommerce spend is made up of 
transactions that are $100 or more 
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Total eCommerce Spend & Transactions by Dollar Band 

Spend Transactions 

• 71% of eCommerce spend is above $100, representing 19% of eCommerce transactions 

• eCommerce transactions are relatively evenly distributed below $75 

• eCommerce transactions typically generate higher revenue due to higher average tickets 

Sources: Visa U.S. Payment Panel, 4Q13 to 3Q14 
Note: Excluding Bill Pay and Services 
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Millennials make up nearly a third of U.S. online adults and 
spend more money and time online than other age groups 

Millennials spend a higher proportion of their salary and more time 
online than the average U.S. adult online 

Sources: U.S. Retail Segmentation: Gen Y Online Shoppers, May 2014, Forrester 
Note: Millennials include any individuals between ages 18 and 33 

55.7 

45.1 

32.1 31.3 

12 

Millennials (18-33) Gen X (34-47) Young Boomers (48-57) Older Boomers (58-68) Golden Gen (68+) 

Total U.S. 
online adults: 
176.2 million 

Number of U.S. online adults (millions) 31.6% 

Millennials account for 31.6% of the total U.S. online adult population 

1150 1100 1000 900 
700 

Millennials (18-33) Gen X (34-47) Young Boomers  
(48-57) 

Older Boomers  
(58-68) 

Golden Gen (68+) 

Annual hours spent using the Internet for personal and work purposes 

Annually, aged 25 to 33 
Millennials spend $411 
more online than the average 
U.S. online adult even though 

they earn less 
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Millennials are more likely to use their Debit cards for 
eCommerce transactions as compared to other age groups 

37% 

33% 

20% 25% 24% 

28% 

22% 
24% 

12% 
16% 11% 11% 

18 - 24 25 - 29 30 - 34 35 - 39 40 - 44 45 - 49 50 - 54 55 - 59 60 - 64 65 - 69 70 - 74 75+ 

Debit Share of eComm Spend by Age Group  
Base: All Payment Methods 

12 

Source: Visa Payment Panel, 4Q13-3Q14 
Note: Excluding eComm Bill Pay and Services transactions 

Millennials who are age 30 and under use Debit cards for 1/3 of  
their total eCommerce spend and about 40% of their total  
eCommerce transactions  

51% 

39% 

31% 
34% 

31% 31% 
29% 29% 

23% 
21% 21% 

18% 

18 - 24 25 - 29 30 - 34 35 - 39 40 - 44 45 - 49 50 - 54 55 - 59 60 - 64 65 - 69 70 - 74 75+ 

Debit Share of eComm Transactions by Age Group  
Base: All Payment Methods 
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Increasing eCommerce Transactions 
• eCommerce and Recurring Bill Pay (many of which are established via 

eCommerce) have been two of Visa Debit’s fastest growing channels the past 
two years 

• Exempt issuers earn significantly more revenue on eCommerce transactions 
and recurring Bill Pay transactions1  

• eCommerce retail sales growth continues to outpace traditional retail sales 
growth 

• Millennials are the key segment to target for eCommerce transaction 
growth 

• Medium and heavy users are the key segments to target for Recurring 
Bill Pay transaction growth 

1Visa Global Interchange 

2Q15 Visa Debit Exempt Issuer Growth by Channel 

Channel Tran Volume Share Sales Volume Share
Tran Volume 

Growth
Sales Volume 

Growth
Average Ticket

FACE-TO-FACE 84.2% 69.9% 3.1% 0.2% $29.07

eCommerce 9.4% 16.9% 4.3% 8.7% $63.11

Mail Order/ Phone Order 3.1% 8.6% 3.0% 5.6% $97.36

Recurring 3.3% 4.6% 19.2% 22.0% $47.68

Total 100.0% 100.0% 3.7% 2.8% $35.00
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For Millennials it’s a card world 

Payment method 
share of spend 

Payment method share 
of transactions 

All other 

Cash 
14% 

6% 

Checks 
9% 

Credit 
cards 
27% 

Debit 
cards 
30% 

ACH/EFT 
14% 

All other 

Cash 
25% 

5% 

4% 

Credit 
cards 
24% 

Debit 
cards 
35% 

ACH/EFT 
7% 

Checks 

Note: ACH = Automated Clearing House; EFT = Electronic Funds Transfer 
Source: Visa Consumer Payment Panel Study 3Q2013–2Q2014 Data 
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Regional Banks need to develop a Millennial strategy 
to help attract the largest demographic segment in the 
U.S. 

Source: Fair Isaac: Millennials and Retail Banking 

Millennial primary financial institution 
(Self-reported) 

Percentage of accounts held 
with primary bank 

73% 

58% 56% 55% 

18–24 25–34 35–49 50+ 

68% 

15% 

9% 

8% 

National bank 

Credit union 

Regional bank 

Other/decline to state 
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Millennials and money 

Note: Base: Consumers age 18–29 
Source: Accenture 2014, North America Consumer Digital Banking Survey 

56% 67% 

58% 22% 

94% 92% 

Want to bank on their time 
are interested in having a video chat 
with a bank representative (compared 
to 23% for those over 55) 

Have higher expectations of 
omni-channel distribution 
feel the traditional and digital experience 
they receive from their bank is not 
seamless (compared to 45% for those 
over 55) 

Are seeking advice through 
emerging channels 
look for financial advice via social 
media (compared to 3% for those 
over 55) 

Expect their bank to be proactive 
are interested in their bank proactively 
recommending products or services 
(compared to 46% for those over 55) 

Are active users 
of social media 

Are active users of 
online banking 72% Are active users of 

mobile marketing 
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INSIGHT DETAILS MARKETING IMPLICATIONS 

Not a 
homogenous 
marketing 
segment 

• Millennials are on track to become the most 
culturally diverse, highly educated and financially 
aware cohort1 

• 23% are married2 while 43% still live at home2; the 
Median income (in 2011) was $57K2 for the group 
yet 18% are underemployed3 

 

• Marketing to Millennials requires  
segmentation (e.g. descriptive 
attributes, predictive modeling), based 
on differentiated needs and behaviors 

Life stage defines  
card behavior 
more than age 

• “Understanding and recognizing these distinct 
segments and their nuances is essential; a one-size-
fits-all effort will fail to connect with every Millennial 
segment”4 

• Explore alternative data sources in 
addition to credit bureaus (e.g. DDA, 
AUM, etc.) in order to better understand 
where Millennials are in their life stage 

• Consider trigger based targeting in 
order to respond to life changes that 
represent opportunity 

Heavily influenced 
by parents 

• 85% of Millennials look to their parents as their 
primary source of advice and guidance5 

• View parents as both a target and a 
channel; co-market to parents of 
younger Millennials 

Developing a Millennial Strategy 

1Pew Research Center, “Millennials: A Portrait of Generation Next,” 2/10    2 Pew Research Center, “Interactive: A Portrait of Five Generations,” 2/10   3Gallup April 2013 
4Boston Consulting Group, 4/12    5”The Millennials: Connecting to America’s Largest Generation,” 1/11 

1 

2 

3 

Six key insights that impact Millennial marketing strategy development 
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INSIGHT DETAILS MARKETING IMPLICATIONS 

More 
connected – 
“Digital 
Natives” 

• More than 80% sleep with their mobile  
within reach1 

• “Mobile app features that provide the greatest lifts in 
satisfaction include viewing card benefits and features, 
redeeming rewards and receiving special 
promotions/offers. However, these offerings are 
currently available to < ¼  of credit card customers”2 

• Younger Millennials are particularly engaged in using 
banking/mobile apps.  44% of 18-24 yr. olds used  a 
banking app last 30 days3 

 

• Channel strategies must incorporate mobile, 
social and online banking 

• In social channels, promote topics of interest 
to increase engagement 

• Offer mobile app features that include easy 
reward redemption and relevant 
offers/incentives and promotions (e.g. geo-
targeted offers), mobile banking 
features/engagement 

Motivated by 
rewards 

• 78% rate rewards as a difference maker in making 
purchase decisions4 

Offering products and messaging that convey 
a meaningful rewards structure to Millennials is 
essential to winning them over 

Apply for 
cards through 
a variety of 
channels 

• Online is the preferred channel for both Younger (51%) 
and Older (60%) Millennials3 

• However, Branch is also a key channel, particularly for 
Younger (37%) Millennials3 

Utilize a multi-channel  
acquisition strategy – online and branch are key 
channels for acquisition 

Developing a Millennial Strategy 

1Pew Research Center, Millennials: A Portrait of Generation Next, 2/10 
2 JD Power Press Release, August 2013 
3Global Payment Tracker 2013; U.S. Payment & Attitude Survey 2013; Visa Customer Insights: Millennials 2013 
4 AIMIA: Born This Way: The U.S. Millennial Loyalty Survey, 2011 
 

4 

5 

6 

Six key insights that impact Millennial marketing strategy development 
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eCommerce Campaign 
Turnkey Marketing Materials 

Print Elements               Education Offer 

Buck Slip  X  

Statement Insert X  

Bi-Fold Self-Mailer X 

Tri-Fold Self-Mailer X 

Digital Elements               Education Offer 

Banner Ads  X  

Email X X 

Landing Page X X 

ATM Screen X X 

Web Image X 

Mobile  X 
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Examples of eCommerce Marketing Templates 

Statement Insert (front) Statement Insert (inside) 

Email 

ATM 
Screen Mobile Screen 
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Examples of eCommerce Marketing Templates (cont’d) 

                                         
        300x250 

                                         
        728x90 

160x600 
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Interactive Visa Debit Marketing Guides 
We’ve developed interactive marketing guides for Visa Debit Small Ticket and  
eCommerce campaigns. Each guide features marketing assets and 
recommended messaging that you can customize for any channel.   
 
Download and customize the assets you need at Visa Online today. 
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Visa Bill Pay Marketing Resource Guide 
Recurring Bill Pay is one of Visa Debit’s fastest growing channels and these 
transactions generate above average interchange for Exempt issuers 

1Visa Global Interchange 
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