
 

MasterCard Affluent Global Priority 

The Affluent Opportunity 
In the U.S. alone, the monthly average spend of the mass affluent, defined as 
households with income of greater than $100,000, more than double that of 
households within non-affluent segments.  Average monthly spend by the elite 
affluent, defined as household incomes of more than $250,000, is nearly three 
times as much.  As illustrated in Table 1, these segments represent a sizable and 
significant opportunity for both MasterCard and our financial institution 
customers, not only in the U.S., but around the world.  

Table 1: Large Affluent Segments Around the World 

 
 

Affluent Foundation 
According to the March 2006 Phoenix Marketing Affluent Report, MasterCard is 
already the primary card of choice for 31% of affluent U.S. consumers. And 
according to industry data1, our top 25 million active U.S. accounts outspent 
American Express’s 25 million active accounts in 2005.  In fact, MasterCard 
already has a foundation of over 500 million consumer credit cards worldwide 
upon which it can build. 

Building Upon The Foundation 
MasterCard is successfully building upon this foundation by offering differentiated 
products, expanding within global markets and providing advanced marketing 
strategies that will make MasterCard the card of choice for growing numbers of 
the affluent. 

Affluent consumer values are evolving from the material to the experiential, and 
this drives new and different credit card needs. Today, affluent consumers want 
their credit card to provide recognition and exclusivity, preferential access and 
treatment, as well as global acceptance and exceptional service. 
MasterCard is responding to these evolving needs by creating and deploying 
new, differentiated product solutions around the world. 



MasterCard’s differentiated product offerings focus on unique features, such as 
concierge service and luxury travel services, as well as experiential benefits to 
compliment Issuer rewards programs.  These experiences include access to 
cultural events, fine dining, golf venues, spas and more.  MasterCard is building 
on the brand by investing in prestigious associations, targeted marketing 
campaigns, consumer advertising and promotions specifically tailored to the 
affluent consumer. MasterCard is partnering or co-branding with high-end 
merchants that appeal to the affluent consumer. 

These products and services are also designed to provide our financial institution 
customers with “first-to-market” opportunities, while being flexible to align with 
their existing operations and processes. 

In addition to offering differentiated products across global markets, 
MasterCard’s advanced segmentation strategies are reaching new, previously 
untapped sub-segments of the affluent.  By defining consumer segments along 
three dimensions, behavior, attitudes, and demographics, MasterCard is able to 
more closely align highly tailored features and benefits with well-defined needs, 
yielding innovative product constructs. 

World Elite 
• Competes with AMEX Platinum and Signature Preferred
• Richer economics for issuer 
• Robust rewards program 
• Stringent application of product requirements with  ‘best 

in class’ benchmarking

World
• Mass Affluent product 

designed for deep portfolio 
penetration

• Issuer defined rewards 
package 

• Broad flexibility for issuer 
differentiated design

Black
• Elite program serving the 

unique needs of affluent 
customers, particularly in 
the T&E arena 

Titanium
• Targeting a younger 

mindset, not young in age.
• Positioned as its own 

unique segment. Resides in 
a space within the 
consumers mind that 
aspires beyond Gold in 
lifestyle and self-image

Products tailored to local markets (Europe)
• World Signia for the elite affluent
• World targeted at mass affluent (UK)
• Gold/Platinum as core product of the mass affluent in 

Europe

 

 

 

 

1 MasterCard internal data, The Nilson Report 

 

 

 

 

 

MasterCard Worldwide is a driving force at the heart of commerce, enabling global transactions 
and bringing insight into the payments process to make commerce faster, more secure, and more 
valuable to everyone involved. As a critical link among financial institutions and millions of 
businesses, cardholders and merchants worldwide, MasterCard provides services in more than 
210 countries and territories. MasterCard advances commerce worldwide by developing more 
secure, convenient and rewarding payment solutions, processing billions of payments seamlessly 
across the globe, and building economic connections that accelerate business.  

For More information: www.priceless.com/cards 

 



 

Commercial Products: 
Leveraging Information Technology 

$40+ Trillion Global Opportunity for Business to Business (B2B) Payments1

Cash and checks continue to be the dominant forms of business-to-business and 
business-to-government payments. The continuing drive for corporate and 
governmental efficiency, aided by technology advancements, is the key catalyst 
for the migration from these payment types to automated forms of payment such 
as wire transfer and ACH.  However, the lack of data accompanying these 
payment methods presents an opportunity for industry players who can fill the 
gap. 

Proven Approach to Convert Data-poor Payments Methods  
For over a decade, MasterCard has been a leader in building data gathering and 
integration capabilities for our issuers and their customers.   

 

Our approach follows a simple paradigm. MasterCard obtains data from the Point 
of Interaction (POI) and Global Distribution Systems (GDS), including Sabre and 
Galileo, which is supplemented by acquired data from third parites including 
travel agencies, hotel chains and airlines. The data is put through an advanced 
“scrubbing” process and is formatted into packets of information that can be 
integrated into existing issuer and end-user corporate systems and processes. 
A recent focus has been on integration with Enterprise Resource Planning (ERP) 
applications, such as SAP, Electronic Procurement tools, such as Ariba, and 
Electronic Invoice Presentment and Payment (EIPP) systems. 

Smart Data 
This approach is perhaps best illustrated by the global dominance of Smart Data, 
a key element of MasterCard’s industry-leading information, reporting and 
reconciliation application. 

In 1995, Smart Data was launched as a Windows application. Ongoing 
development through Web-capable and Java based versions has ensured that 
Smart Data remains a competitive offering and has resulted in worldwide 
deployment. Smart Data Deployment Facts 

as of May 21, 2007 

85 Issuers; 
41 Countries; 
124,000+ Companies; 
In 14 Languages: 

• Chinese – Traditional 
• Chinese – Simplified 
• Dutch 
• English – International 
• English – American 
• French 
• French – Canadian 
• German 
• Italian 
• Japanese 
• Korean 
• Portuguese 
• Spanish – Latin American 
• Spanish – Castilian  



Development Efforts  
Two of the investment initiatives currently underway: 

• Hosted Enhanced Authorization Capability – provides an enhanced 
authorization platform that will enable product development opportunities for 
MasterCard and our issuers. 

• MasterCard Payment Gateway – MasterCard’s next generation business-
to-business payment processing platform, supporting multiple payment types 
including Electronic Funds Transfer (EFT) and card payments today, and 
international cross-border payments in the future. 

Awards 
• 2007 Global Finance Magazine, “Best Corporate Card and Expense Services 

Provider.”  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
1 WEFA Study 

 

 

 

 

 

 

 

 

 

MasterCard Worldwide is a driving force at the heart of commerce, enabling global transactions 
and bringing insight into the payments process to make commerce faster, more secure, and more 
valuable to everyone involved. As a critical link among financial institutions and millions of 
businesses, cardholders and merchants worldwide, MasterCard provides services in more than 
210 countries and territories. MasterCard advances commerce worldwide by developing more 
secure, convenient and rewarding payment solutions, processing billions of payments seamlessly 
across the globe, and building economic connections that accelerate business.  

For more information: www.mastercardbusiness.com 

 

 



 

Advancing Commerce Through Emerging Consumer 
Spend 

Payments in Transition 
The majority of consumer expenditures are non-discretionary — housing, utilities, 
insurance co-payments, and the like. Unlike over-the-counter retail purchases, 
consumers still pay these recurring expenditures largely by cash or check. This 
portion of a consumer’s overall spending represents significant, ongoing revenue 
and growth opportunities for MasterCard and its financial institution customers. 

Consumers in recent years have begun steadily shifting more of their non-
discretionary expenditures to cards and other forms of electronic payments. They 
are doing so because they prefer the convenience, speed, and security of 
paperless payments. Responding to this consumer desire, MasterCard is 
focusing innovation and product development efforts in two major market sectors 
of consumer spending—Bill Payment and Healthcare. 

Bill Payment 
MasterCard offers an integrated suite of solutions that includes both card-based 
payments products and a specialized electronic payment network to process 
consumer bill payment transactions. 

MasterCard’s card-based bill payment programs allow for direct engagements 
with billers in key verticals and enables MasterCard cardholders, issuers, and 
merchants to accelerate movement away from paper payments to more efficient 
electronic means. Card-based bill payment programs incorporate both one-time 
and recurring payments using MasterCard Credit, Debit and Prepaid products. 

MasterCard RPPS Electronic Payments Network is the industry leader online bill 
payment processing. Initially created to meet consumer needs in the PC banking 
era, MasterCard RPPS is now an open network connected to virtually every U.S. 
Retail Bank and Bill Payment Processor. As more and more consumers choose 
the convenience of online bill payment—two out of five households do so 
today1—the RPPS platform processes bill payment transactions for the majority 
of them. With industry-leading processing accuracy and proprietary directory 
content, RPPS processes more than half a billion U.S. bill payment transactions 
annually. 

The integration of card-based bill payment programs and the RPPS Electronic 
Payments Network provides MasterCard the unique ability to create integrated 
consumer bill payment offerings, accelerating the transition to MasterCard 
electronic payments and enabling both billers and financial institutions to provide 
a wide range of efficient payment options to their mutual customers. 

 

 

 
 
 
 
 
 

                                                      

1 TowerGroup, 2006 



Healthcare 
An estimated $3.6 trillion was spent in healthcare costs globally in 2004, and this 
spend has continued to increase due to the rising costs of new technology and 
aging populations. At a projected 17% of GDP and $2.3 billion in 2007, the 
healthcare industry represents a large and growing portion of the U.S. 
economy—and is projected to grow about 7% annually and reach 19.6% of GDP 
and total $4.1 trillion in 2016.2  

This ongoing expansion in overall Healthcare expenditures will have significant 
and ongoing impact on consumer, corporate and government spending 
behaviors. As employers shift costs to employees and health plans and 
government programs move from fixed co-pays to variable cost-sharing models, 
out-of-pocket costs for patients are expected to increase 28% by 2010, reaching 
$300 billion.3  

This market shift toward “consumer-directed healthcare,” in which consumers 
become more active participants in determining the level and direction of their 
healthcare spending, is spurring the need for improved payment assurance and 
validation methods at point of service in both clinical and retail locations, driving a 
preference for card-based payments. In addition, new tax-advantaged federal 
programs, such as Flexible Spending Accounts and Health Savings Accounts, 
are accelerating and enabling this shift to consumer directed spend and creating 
new relationship and card issuing opportunities for MasterCard’s financial 
institution customers.   

 

Sources: WHO; OECD; Gottret, Pablo & Schieber, George, “A Practitioner’s Guide, Health Financing 
Revisited”, The World Bank, 2006. Adapted from Kutzin 2001.  

MasterCard Healthcare is delivering specialized, integrated solutions for Health 
Plans and Financial Institutions that facilitate and enable electronic payments 
between patients and providers (doctors, hospitals and pharmacies) over our 
payments networks. 

                                                      

2 Office of the Actuary, Centers for Medicare & Medicaid, National Health Expenditures, 2005 
3 Sources:  Centers for Medicare and Medicaid Services, Office of the Actuary; and U.S. Department 
of Commerce, Bureau of Economic Analysis and Bureau of the Census.  Pulled from 2/22/06 Health 
Affairs, “Health Spending Projections Through 2015: Changes on the Horizon”  
 

  

 



 

MasterCard Mobile:  
Mobilizing Commerce 

Mobile phones are an integral part of consumers’ increasingly mobile lives, 
always there and always on. At the end of 2006, there were more than 2.5 billion 
mobile phones globally. Consumers are looking to use their mobile phones for 
more than telecommunications, and are more willing than ever to pay for 
personalized services ($660 billion in revenues in 20055). Increasing network 
speed and handset security are making it possible to conduct mobile payments 
and financial services on a mobile phone. 

MasterCard has been a pioneer and leader in the mobile space for more than a 
decade, laying the groundwork for mobile commerce for the benefit of 
MasterCard and our customers. 

MasterCard Mobile Development Efforts 
MasterCard mobile-based services are designed to offer a positive business 
model for all parties in the mobile value chain ---consumers, financial institutions, 
network operators, merchants and MasterCard. These payment-related and 
value-added services include: Contactless Payments, Mobile Commerce, Money 
Transfer and Person-to-Person Payments, Mobile Top-up and Reload, 
Information and Mobile Banking, and Marketing and Rewards. Studies have 
mapped these products to high potential markets, where MasterCard trials are 
underway or have been completed. The twelve in-market trials/deployments 
involve multiple issuers – including four of the top five global issuers – in multiple 
countries, with multiple network operators and multiple handset suppliers. 

The creation of new mobile revenue streams by expanding MasterCard account 
usage in this new channel, at new merchants, and for new applications will 
strengthen preference for MasterCard brands, as we enable MasterCard 
accounts to not just be “top of wallet”, but  come “out of the wallet” and into 
consumers’ hands. 

MasterCard Mobile Opportunities 
Of the six distinct areas of opportunity in the mobile space,  the majority are 
directly related to payments, while others are value added services that drive 
customer loyalty: 

• More than 30% of households 
worldwide own a mobile phone1 

• Nearly 80% of households own at 
least one mobile phone2  

• 2.5 billion mobile phone users 
worldwide3 

• 1 billion new mobile phones sold 
in 20064 

• Drives $660 billion5 of revenue for 
voice, messaging, data services 

 

(1) Mobile Communications, 2006 
(2) Forrester Research, The State Of Consumers 

and Technology: Benchmark 2006 
(3) International Telecommunications Union,  

Apple, Forrester 
(4) Cellular News, 2007 
(5) Deloitte Consulting 2006 

• Contactless Payments: Adding MasterCard PayPass to a mobile phone, so 
that consumers can “tap and go” with their phones raises consumer payment 
convenience to another level.  Personalizing the mobile phone with payment 
account information efficiently and securely is the key, and MasterCard 
remains the only payment system to have successfully introduced secure 
Over-the-Air (“OTA”) personalization.   

• Mobile Commerce: Downloading content such as ring tones, games or 
music, accounts for the majority of current mobile commerce purchases. 
Increasingly, larger purchases and transactions are being made as well.  
According to Celent, by 2008 mobile commerce payments are estimated to 
climb to $56.4 billion.  



• Money Transfer and Worldwide P2P – MasterCard has leveraged highly 
sophisticated core processing capabilities to create its cross border P2P 
mobile money transfer service.  This service enables mobile phones to send 
and receive person-to-person money transfers worldwide. In 2007, it is 
expected to be piloted in cooperation with the GSM Association (GSMA), 
select mobile network operators, and several bank partners, using the 
MasterCard MoneySend platform. MasterCard has extensive mobile 

payments experience: 

12 in-market trials/deployments: 

• Multiple issuers 

• Multiple countries 

• Multiple network operators 

• Multiple handset suppliers 

• Multiple applications: contactless 
payments (PayPass), mobile 
authentication, money transfers, 
mobile top up and location based 
services 

• Mobile Top-up & Reload – MasterCard rePower allows consumers to add 
money to reloadable MasterCard- or Maestro-branded prepaid cards and 
other prepaid accounts, including mobile prepaid airtime.  Reloads can be 
made via mobile phone, ATM, the web, and now face-to-face participating 
merchant locations.   

• Information & Mobile Banking – Among the value added services that drive 
loyalty for MasterCard Mobile customers are locator services, alerts and 
directions. The mobile ATM locator extends our successful Internet ATM 
service to eight global markets. MasterCard Nearby™ offers location 
services and special merchant offers for restaurants and select retailers to 
registered MasterCard account holders. 

• Marketing & Rewards – Mobile phones are ideal for real-time delivery of 
rewards. MasterCard is currently conducting an internal trial whereby mobile 
phone users redeem mobile purchase-related rewards points for ring tones 
and wall paper.  These services are being developed and trialed in 
conjunction with third party vendors. 

MasterCard led the development of the Mobile Payments framework creating the 
first industry standards body in 2000. MasterCard continues to lead activity in the 
Mobile Payment Forum and in the NFC (Near Field Communications) Forum, 
where the future of mobile payments is being defined. 

MasterCard Mobile combines payments and communications onto one 
“anywhere” consumer device that gives the entire mobile transaction value chain 
the opportunity to develop and grow profitable businesses for many years to 
come. 

MasterCard Worldwide is a driving force at the heart of commerce, enabling global transactions 
and bringing insight into the payments process to make commerce faster, more secure, and more 
valuable to everyone involved. As a critical link among financial institutions and millions of 
businesses, cardholders and merchants worldwide, MasterCard provides services in more than 
210 countries and territories. MasterCard advances commerce worldwide by developing more 
secure, convenient and rewarding payment solutions, processing billions of payments seamlessly 
across the globe, and building economic connections that accelerate business.  

 

 

 



 

MasterCard PayPass:  
Expanding Commerce Globally 

Results at-a-Glance

Reduced wait times: 
15-20% in store 
40% at QSR’s 

Average ticket sale:  
$19 

Increased frequency:  
33%-58% 

Consumer satisfaction:
91% exceeds or meets 

Replacing cash for low value purchases ($5-$25) represents an estimated 
$425 billion global opportunity (Datamonitor 2006). At the same time, consumers 
are more open than ever to using payment cards, devices and electronic 
payments to make more of their purchases to save time—the most highly valued 
commodity of all. 

In 2003, MasterCard introduced contactless payments to the U.S. with its 
PayPass suite of contactless products, and has established global leadership in 
this emerging payments field. Performance data indicates that PayPass has 
already had a positive impact, expanding commerce for both MasterCard and our 
customers.  

Global Issuance and Acceptance is Expanding 

 
PayPass Activity in 29 Countries – Over 100 Projects Underway 

 

As of 1Q 2007, there are over 14 million PayPass cards and devices in the 
market with PayPass trials and deployments in 15 countries, with activity in an 
additional 14, and over 100 projects underway globally. This level of issuance 
and activity at MasterCard is higher than any other payments company. 

Over 14 million PayPass
cards and devices in the 
market with PayPass trials 
and deployments in 15 
countries,  with activity in an 
additional 14, and more than 
100 projects underway 
globally. 

Worldwide, more than 51,000 merchant locations accept PayPass contactless 
payments today. Acceptance is rapidly expanding into new sectors, including 
public transport, vending machines, taxi cabs and parking meters. MasterCard 
research has shown that among merchants currently accepting PayPass, the 
average ticket sale has increased as much as 40%, and wait times have been 
reduced between 15-20% in store and 40% at drive-thru and Quick Service 
Restaurants. These experiences with PayPass are driving expanded merchant 
acceptance. 



PayPass is Displacing Cash  
Cardholders are using PayPass at merchants that historically accepted only 
cash. In fact, close to 80% of PayPass transactions are less than $25 with the 
average ticket just under $19. Additionally, case studies conducted with 
individual issuers have shown that PayPass cardholders spend between 28-42% 
more on their card than they did before their card was enabled with PayPass and 
transactions number 33%-52% more than they did before. 

A 2006 MasterCard PayPass Consumer Benchmark study found that 94% of 
consumers who tap are “very” or “somewhat” satisfied, 91% feel that PayPass 
“exceeds” or “meets” their expectations and 74% are “extremely” or “somewhat” 
likely to recommend PayPass as a payment vehicle. 

Built on open, not 
proprietary, standards - 
consistent user 
experience worldwide 

PayPass is Supported by a 360° Marketing Effort 
MasterCard engaged in a fully integrated marketing campaign spanning multiple 
channels, aimed at multiple audiences to effectively introduce this new way to 
pay. No one has put the national support behind contactless payments like 
MasterCard. Across various marketing and PR disciplines, we rely on a 
consistent set of messages that continually teach how and where to use 
PayPass. We provide best practices and marketing templates to our issuers and 
merchants to facilitate the delivery of the same messages to their end users. 

Awards 
• 2006 “Frost & Sullivan Company of the Year Award” in the RF/Contactless 

Payment Smart Card market. Globally interoperable, 
locally deployed and 
scalable 

• 2006 “Card Technology Breakthrough Awards” for Implementation of 
PayPass & Visionary of the Year for overall industry leadership 

• 2006 “Frost & Sullivan Market Penetration Leadership Award”, awarded to 
company that has demonstrated excellence in capturing market share within 
their industry 

• 2006 Adweek “Best Spot of the Month” for January for the MasterCard 
PayPass “Marathoner” spot 

• 2005 European Payments Consulting Association/European Card Review 
Excellence in Payments Innovation Award for OneSmart MasterCard 
PayPass 

 

 

 
 

Sources: MasterCard internal and customer data 

 
 

 

 

 

MasterCard Worldwide is a driving force at the heart of commerce, enabling global transactions 
and bringing insight into the payments process to make commerce faster, more secure, and more 
valuable to everyone involved. As a critical link among financial institutions and millions of 
businesses, cardholders and merchants worldwide, MasterCard provides services in more than 
210 countries and territories. MasterCard advances commerce worldwide by developing more 
secure, convenient and rewarding payment solutions, processing billions of payments seamlessly 
across the globe, and building economic connections that accelerate business.  

For more information: www.mastercard.com/paypass 
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