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Legal Notices

These materials and best practice recommendations are provided for informational purposes only and should not be
relied upon for marketing, legal, requlatory or other advice. Recommended marketing materials should be
independently evaluated in light of your specific business needs and any dpplicable laws and requlations. Visa is not
responsible for your use of the marketing materials, best practice recommendations, or other information, including
errors of any kind, contained in this document.

Case studies, comparisons, statistics, research and recommendations are provided "AS IS" and intended for
informational purposes only and should not be relied upon for operational, marketing, legal, technical, tax, financial or
other advice. Visa Inc. neither makes any warranty or representation as to the completeness or accuracy of the
information within this document, nor assumes any liability or responsibility that may result from reliance on such
information. The Information contained herein is not intended as investment or legal advice, and readers are
encouraged to seek the advice of a competent professional where such advice (s required.
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Expectations Have Changed
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Shareholder Value Is No Longer
Everything, Top C.E.O.s Say

. Chief executives from the Business Roundtable, including the
agree that it has become lead £ Aople and JPM Ch d that
more important that brands ea ersc.) ppiean . Or’%’a“ ase, argue .a
. ‘ make a positive contribution to companies must also invest in employees and deliver value to
society. customers.
Ay B

Ipsos Global Trends Report, 2017 "Shareholder Value Is No Longer Everything, Top CEOs Say”, NY Times, August 19, 2019.
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Our Mission

To connect the world through the maost
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Bringing Better Marketing to Life
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Macro Thinking functional
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Stakeholder-Centric

Data Privacy Personal Values

Internet Users Worldwide Who Have Switched a
Product/Service Because the Company Violated Their
Personal Values, Jan 2019

% of respondents

Most recent legislative developments g.......c.. ceoommore Reason why they switched
product/service

i n key ma rkets* Regulation under discussion : :
Protecting the environment 1%

Lack of transparency 9%
\‘ EU - ePrivacy Regulation (stillin N
. Climate change 5%

'us-"-\— drafting stage) Indla - Personal
Data Protection Bill
2018 (expert Corporate social responsibility 5%

committee issued

draft, parliamentary ; Ccan't M

Canada - Digital Pri = sl ity
Act (N ber 201 ; g R o e N i e
refotig thap oy e remember Ethnic discrimination and equality issues 5%
~ February 2019 under 21% -
discussion. Financial corruption 5%

Brazil - General Data

P Low (LOPD LGBTQ discrimination and equality issues 5%
rotection Law - — e
Law 13.709) (enteringinto Toxic workplace culture 5%

force in August 2020) oo
lew Zealand - Privacy Bill
n
R i 34-1(still in drafting stage,
entry into force planned for

Uruguay - Law on the Protection
of Personal Data and Habeas Data
(Law 18.331/2008) and
amendments (January 2019)

switched product or service
Argentina - Proposal Data including 13 an because company violated
e s personal values
Note: ages 18+
Source: Hotwire, "High-Stakes Leadership in a Post-B2B World," conducted
by Sapio Research, March 18, 2019

247300 www.eMarketer.com

All brand names, logos and/or trademarks are the property of their respective owners, are used for identification purposes only, and do not necessarily imply product endorsement or dffiliation with Visa.
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CMOs Face Relationship Challenges
Across the Business

Understanding of the role of Marketing, as perceived by CMOs:

CFO Rest of Org

CEO

1%

Full Understanding

53%

. Some Understanding

. Reasonable Understanding . No Understanding

Newbase, “The Evolving Marketer”, 2018.
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Enablement

How often does your company add new tools to its
marketing technology stack?

Every week Every month Every six
months

;
(] We never implement

Once a year Every two years new martech
solutions

Walker Sands, State of Marketing Technology 2018

3%

Marketers indicating dramatic

process changes in the past 18 months.

eMarketer, “The Modern Marketing Department 2018", May 24, 2018.
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STRATEGY

POLICIES
The Anatomy of STANDARDS

a Governance
- rework GUIDELINES
PROCESSES
TEAM




Cross-Functional Collaboration

Product

STAKEHOLDER Macro Thin klﬂg
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Corporate
Policies & Standards
' Policies, Standards, & Guidel
Embedd|ﬂg olicies, Standards uidelines

Stakeholder-Centricity
iInto Operations
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Promote Advocacy

Governance & Operations

Marketers
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Enable our Partners

The best place to find how to get things done at Visa.

Help is Herel Watch an
overview of the Resource

Center
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Enabling Value Takes Time
L stategc

Strategic Value

Operational —
Efficiency

Basic
Management
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