
Issue 104 
Apr 2024

The official magazine of
© merchant payments ecosystem

# fraud prevention & cybersecurity: better together # digital inclusion
#

 c
b

d
cs

, d
ig

it
al

 e
u

ro
 &

 s
ta

b
le

co
in

s 
#

 a
i i

n
 p

ay
m

en
ts

 #
 n

ew
 p

os
 e

xp
er

ie
n

ce
 #

  n
ew

 re
g

io
n

s 
&

 c
ro

ss
 - 

b
or

d
er

 p
ay

m
en

ts
#

 d
ig

ital w
allets #

 reg
u

latory vig
ilan

ce #
 th

e fu
tu

re of op
en

 b
an

kin
g

 &
 op

en
 d

ata  #
 b

2b
 p

aym
en

ts #
 in

n
ovation

 h
u

b

# acquiring for digital commerce 

It was a blast again!   

bigger! better! more colourful!

key moments from the conference
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Editorial

Dear
POSitivity
readers!
We are excited to welcome you to the new # of 
POSitivity magazine. This issue covers the mpe 
2024 conference key moments, summaries, 
and behind-the-scenes videos.   

The 17th annual European merchant payments 
industry conference is over.   

It was a blast again! bigger! better! more 
colourful!  

mpe 2024 hosted everyone, from big 
merchants to global & local payment players, 
from established banks & PSPs, from tech 
leaders to new challengers & innovative start-
ups. Our community defined what’s next in 
Europe and unlocked new opportunities for 
the next few months.  

We experienced incredible three days at the 
best venue in business, the InterContinental 
Berlin. THANK YOU for helping us to make the 
mpe 2024 conference a success!   

If you missed the jam-packed 3-day inspiring 
program and thought-provoking discussions, 
we are thrilled to share the post-conference 
summaries written by industry experts. What 
were the mpe 2024 highlights? We proudly 
characterize the 17th mpe as our biggest and 
best event ever!   

8 interesting facts about mpe 2024:  
•	 3,000 accepted meetings at the mpe 

2024, leading to the best networking 
opportunities for  

•	 1,350 senior-level payment professionals 

(the highest No. of attendees)  
•	 350+ merchants (the most significant 

presence of global merchants yet)  
•	 160+ remarkable speakers (at the first 

colourful mpe stages ever)  
•	 90+ sponsoring partners (extended 

exhibition - the hotel reserved exclusively 
for the mpe!)  

•	 50 runners at the annual 5K Run (famous 
mpe run is growing)  

•	 new conference formats: fire-side chats 
with powerful women 

•	 new industry report launch & book signing 
sessions  

 
There is still a lot of mpe excitement in the air. 
Most of our delegates picked three unique 
things:
•	 high-quality content & learning
•	 unparallel networking & business 

opportunities
•	 relevant connections & friendly atmosphere  

If you are keen to learn about what’s next 
in European merchant payments, read the 
summary & insights and watch the videos 
from the mpe 2024.   

Let’s dive in…happy reading!   

Warm regards,
Natalia Ivanis

P.S.: We are looking forward to seeing 
you all at mpe 2025!  Next March 18-20, 
we will be back as usual in Berlin. In the 
meantime, please save the dates; mpe 

2025 will open the registration soon!   
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mpe 2024 sum-up

a glimpse into mpe 2024’s 
pinnacle moments

The mpe 2024 conference (March 12 - 14) surpassed all 
expectations, emerging as our most successful event to date!  

mpe 2024 hosted a record number of 1,350 
participants, 160+ amazing speakers, and 90+ 
industry leaders sponsoring and exhibiting. 

The atmosphere buzzed with excitement as 
industry leaders convened for our annual mer-
chant payments conference. Attendees gath-
ered to gain knowledge, make connections, 
and strike deals within the intimate and private 
setting of the 5-star InterContinental Berlin. 

What made the 17th mpe conference so unfor-
gettable?  Here are some of the highlights: 

•	 mpe introduced a new dopamine menu 
that elevated the senses and energized the 
social battery of everyone attending the 
conference journey. 

•	 launch of a new industry book & report 
and opportunity to meet  the authors:

New report from Arkwright Consulting/
Francesco Burelli: PAYMENTS FROM A MER-
CHANT’S PERSPECTIVE, A EUROPEAN INDUS-
TRY ASSESSMENT, for the first time released at 
the mpe 2024 conference.  

New industry book “Understanding Pay-
ments” by famous Neira Jones, was exclusive-
ly launched at the conference in a book sign-
ing session.   

•	 New conference format, “topical roundta-
bles”, offered a one-to-one networking and 
discussion platform for interaction and col-

laboration.
•	 Captivating informal fire-side chats ex-

plored “soft topics” such as marketing and 
expanding our space for diversity & inclu-
sion discussions.

•	 The vibrant mpe sports community con-
nected more than 50 sport fans for a mem-
orable 5K run, fostering camaraderie and 
wellness among all attendees.

•	 Dragon’s Den style competition show-
cased ground-breaking ideas improving 
merchant payments in front of the jury, 
known as the Innovation Hub (page 55).

•	 After-hours events served the best pay-
ments drinks at networking dinner & cock-
tail reception.

•	 prestigious mpe awards & gala dinner on 
the second night recognized the achieve-
ments of the best companies & individuals 
in merchant payments! (page 47)

•	 For the first time in the conference history, 
we booked the InterContinental Berlin, pro-
viding an exclusive conference venue only 
to the mpe conference delegates while be-
ing closed to the public. 

At mpe 2024, we fostered a sense of commu-
nity where friendships were forged, and ideas 
flourished in a welcoming atmosphere.  
 
Thank you to the attendees, speakers, advi-
sors, and partners who joined us for this un-
forgettable experience as we shaped the fu-
ture of payments together. 
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mpe 2024 sum-up

mpe 2024 figures

industry breakdown

geography breakdown

seniority breakdown
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mpe 2024 sum-up

the essence of mpe 2024 
/ photos & videos

mpe 2024 in pictures

Curious to see behind-the-scenes moments? 
Watch this selection of short videos from mpe 2024: 

in the shoes of a delegate
Put yourself in the shoes of delegates 
with amazing Alice Corden as she ex-
plores #mpe2024 and discovers what’s 
new this year. Enjoy the behind-the-
stage moments before the grand 
start! 

https://drive.google.com/drive/folders/1U0MwXSJezuwSQ5jZFUza40NXnWSwsAlX?usp=share_link
https://empiriaeventssro.sharepoint.com/:f:/s/EmpiriaSharedDrive/EklAq6hPOOlMsMoUwdeNVioBcrISNdT5rO4MS5c4SYDx7A?e=k6LJSw
https://www.youtube.com/watch?v=9UdalS070Xs
https://www.youtube.com/watch?v=9UdalS070Xs
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for all videos go to mpe TV

future trends & innovation 
with Sandra Mianda 
Explore the newest and upcoming 

innovations in the industry alongside 
payments experts.  

Watch this video and discover the po-
tential of start-up semi-finalists, listen 
to the judges’ feedback and learn who 
made it to the grand finale and was 
crowned the start-up winner in mer-
chant payments! 

join mpe community @ LinkedIn
follow #mpecosystem #mpe #mpe2025 #ilovempe

https://www.youtube.com/user/EmpiriaGroup
https://www.youtube.com/user/EmpiriaGroup
https://youtu.be/6JZ1-EmuqQw?si=k-4-vr0CXolm-DoE
https://www.youtube.com/watch?v=9UdalS070Xs
https://podcasts.apple.com/podcast/voice-of-mpe/id1514422995
https://www.youtube.com/user/EmpiriaGroup
https://www.linkedin.com/company/merchant-payments-ecosystem/
https://www.merchantpaymentsecosystem.com/
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mpe 2024 sum-up

mpe 2024 moderator 
summaries

Volker 
Schloenvoight,  
Principal @ Edgar, 

Dunn & Company

Session / Merchant of Record, Market-
place, Platform or PayFac
Whilst payment schemes clearly define the 
different models incl a description of key re-
sponsibilities, there appears to remain much 
confusion and uncertainty in the industry 
around the ‘models’ that merchants or (SaaS) 
platforms can pursue to engage more widely 
in the provision of payment acceptance servic-
es; hence, this session was eagerly anticipated 
and well attended. We started with two intro-
ductory presentations. Firstly, Matt (Reach) 
and Kenny (NBA) talked about how both or-
ganisations have worked together to address 
key pain points such as fees and approval rates 
for recurring-based streaming platforms espe-
cially in a cross-border context. Particular focus 
was given to Merchant of Record model which 
enables local acquiring channels depending 
on where the consumer sits. As a Merchant 
of Record you take responsibility for the pay-
ments process assuming liability on behalf of 
the businesses and you become the entity in 
the terms & conditions in the sales contract.
In the second presentation Alisa (Guesty) pro-
vided a thorough description of how it imple-
mented GuestyPay for the hospitality mer-
chants trading on its ‘all-in-one platform’. 
What are the key drivers in Guesty’s payment 
strategy and how does this impact the selec-

tion of the right business model. Especially the 
alignment of regulation and liability scenarios 
with the different business models was well 
described. In this particular case, a decision 
was taken to go down the regulated PayFac 
route.
For the subsequent panel discussion, the 
speakers were joined by Ugne (payabl.) and 
Mike (JPMorgan).
In the open discussion we started defining 
the roles that payment providers or acquir-
ers would play in the different models, rang-
ing from a full-stack service provision in the 
Merchant of Record model to an acquiring 
compliance and scheme relationship focused 
model in a PayFac model. We then explored 
the differences in models (especially Merchant 
of Record) between the US and Europe, and 
how it aligns with scheme imposed location 
rules. What clearly came out in the discussions 
throughout was the importance of different 
liability types, the appetite of a merchant or 
platform to accept any of those and how those 
decisions would ultimately impact the selec-
tion of the most suitable model.
It was a fascinating discussion that, hopefully, 
provided more clarity in this complex environ-
ment.

Session / Cross-border payments made 
easy
There are so many different facets and 
complexities around cross-border pay-
ments which could not all be covered in 
this session. However, we ended up with a 
fascinating debate about the pain points of 
cross-border payments and how they can 
best be addressed. Charlotte (Flagship Ad-
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visory) started us off with a great overview 
of definitions, use cases, market sizing and 
an analysis of current and future business 
models and players. This was followed by 
ShengLiang’s (UnionPay International) de-
scription of how its company engages with 
European merchants to support payment 
acceptance e.g. for digital wallets for the 
growing number of Asian tourists in Eu-
rope (57% of Asian tourists surveyed stated 
their intent to travel to Europe in 2024).
The speakers were then joined on stage by 
David (TerraPay), Jacques (nexo) and Juan 
(dLocal).
In this subsequent panel discussion we 
firstly explored the different challenges of 
cross-border payments, namely transpar-
ency, timings and costs, and how they can 
be overcome. A common view was that in-
novations, largely driven by fintech players, 
are gradually replacing incumbent pay-
ment processes but that some of those im-
plementations will take time. Furthermore, 
close interaction with local regulators is 
important. Very quickly the topic of stand-
ards came up. Whilst there is no disagree-
ment about the need for standards, it was 
challenged whether a global standard will 
ever be achieved and whether it might not 
be more realistic to achieve regional stand-
ards with interoperability amongst those. 
There might also be a difference between 
in-store and online payments. Whilst mer-
chants are looking for global standards in 
POS infrastructure, online payment prefer-
ences with local APMs may well limit the 
opportunity to standardise those payment 
preferences.
The panel discussion concluded by explor-
ing future technologies that have the abil-
ity to impact crossborder payments. Open 
interoperability and API connectivities en-
abling fintechs to engage with the bank-

ing community will help drive efficiencies; 
digital wallets and CBDCs can provide al-
ternative means to move money.
Whether cross-border payments will ever 
become easy remains to be seen but new 
players and technologies appear to start 
shaking things up a bit and consequently 
deserve attention.

Neira Jones,  
Independent 

Advisor & 

International 

Speaker

Session / Innovation competition key-
notes & panel summary
This year, the judges and I were so enthusias-
tic about the semi-finals of the Innovation Cor-
ner Competition on Day 1, where we whittled 
down eleven competitors, pitching to our pan-
el, Dragon’s Den-style. We were so impressed 
with the quality of entries and had a hard time 
deciding on a shortlist of only three to enter the 
finals in plenary on Day 2. We could easily have 
accommodated many more… But the rules are 
the rules! In my book they were all winners, and 
we were glad that MPE 2024 gave them the 
exposure they deserve. Before the public vote 
on Day 2, we listened to keynote presentations 
from Natalie Kelly (Visa) and Pinar Koygun 
(Worldpay). Natalie gave us a view from the top 
on fraud trends, explored how AI is changing 
everything from more sophisticated forms of 
fraud to consumer expectations, and how Visa 
can help the ecosystem tackle the new chang-
es. Pinar introduced the latest Worldpay’s Fu-
ture Shoppers research, revealing that custom-
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ers are ready to embrace retail innovation right 
across the 6 new shopper types and explored 
in more detail the three most technological-
ly-aware payment personas, giving us insights 
into what motivates them and what they’re 
likely to expect in the future.
It was also my pleasure to moderate a panel 
to explore the meaning of innovation in pay-
ments with Robert Bueninck (CEO, Unzer), 
Neil Caldwell (SVP Merchant Sales & Acquiring, 
Europe, Visa), Robert Kraal (Co-Founder and 
CDBO, Silverflow), and Pinar Koygun (World-
pay). We explored the innovation potential in 
the payments ecosystem, what it takes to be 
a leader in the innovation game, and the tech-
nologies and experiences that are reshaping 
our world.
As we had representation from diverse eco-
system players, we explored what “innovation” 
meant for each of them. As “user experience” 
proved to be a focus point, we discussed how 
customer experience is no longer focused on 
B2C and has now extended to all other facets 
of interaction and explored the concept of Uni-
fied Commerce. This led us neatly to discuss 
the safety, security and economic challenges 
that the with which the various payments eco-
systems continue to grapple. We explored how 
innovations and new business models, such 
as interlinkages between rails, decentralised 
payment systems, new products, and technol-
ogies, need to evolve so as not compromise 
the integrity of ecosystems, also covering how, 
during turbulent economies, merchants have 
changed strategies to react quickly to their 
customers’ changing needs. We ended up the 
discussion with a crystal ball moment, where 
each of the panellists told us what they saw as 
the most exciting innovations for the next five 
years: secure real-time payments, omni-chan-
nel, and making it simple for everyone.

And this was a very good warm-up to the Inno-

vation Hub Competition Final. I look forward to 
the MPE 2025 keynotes on innovation

David Birch,
  Director of 

innovation @ 

Consult Hyperion

Session /  BIG TALK: forward-looking 
trends that will likely shape the pay-
ments ecosystem
In a wide ranging opening discussion, there 
were 3 topics that really stood our for me:
•	 The first of these was the focus on Account 

2 Account (A2A) payments in the coming 
3-5 year strategic timescales. It was particu-
larly interesting to me to see the merchants 
focus on A2A as a way forward in the retail 
payments space. Whilst CBDC may also be 
potentially disruptive downstream, across 
foreseeable future, it is A2A that demands 
attention from merchants and acquirers 
alone.

•	 The second topic was open banking. There 
were a number of negative comments 
about open banking throughout the event. 
It seems that open banking has yet to real-
ise its potential to bring more competition 
into financial services.

•	 Finally, of course, the subject of artificial 
intelligence (AI) could not be avoided. The 
panellists shared the general opinion that 
AI will be the most disruptive technology 
and this is not a very surprising view but 
how exactly AI will change the retail pay-
ments space is, to me at least, not entirely 
clear.

I have to say that from a chairman’s perspec-
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tive have a panel with such an interesting 
range of speakers was a great way to get the 
conference kicked off in a relaxed manner with 
the audience genuinely leaning in to enjoy the 
discussion and interaction. Many thanks to 
Martina, Chris, Kenny, Atze and Killian for being 
so open and engaged.

Session /  Generative AI in payments
Francesco Burelli opened the much-anticipat-
ed session on generative AI with a very helpful 
and well-structured presentation setting out 
where exactly generative AI fits into the more 
general world of AI and talked us through the 
evolutionary curves around the technology. 
I particularly enjoyed his chart showing the 
machines progress from worm to ant to man-
agement consultant to octopus and so on (I 
may not have remembered this exactly cor-
rectly!). Francesco’;s perspective left me more 
convinced than ever that we have not yet 
taken on board the truly disruptive potential 
of the technology, which is on the consumer 
side of the transaction, and I expect this to be 
a major theme of next year’s conference as we 
move into a world of smart wallets, agents and 
(eventually) digital currencies.

Ercan Cilic took us through a real example of 
using AI to support merchants in delivering 
a better shopping experience. Unfortunate-
ly Juspal Manic was unable to attend due to 
the actions of communist agitators at Berlin 
airport but fortunately Galit Shani-Michel was 
able to join us on stage and illuminate the con-
versation with actionable insights around the 
immediate potential for AI to help deal with 
fraud.

Session /  Conference outcomes session
I thought this was the best conference out-
comes panel that I’ve had the privilege to chair 
at MPE over the years. Thanks to the strike at 

Berlin airport, no one was leaving early to grab 
a flight so I had a full room and a captive audi-
ence to join Dwayne Geffreie, David Budzeyski, 
Brittany Allen and Lena Hackelouer in reflect-
ing on what they had enjoyed at the event.

As you would expect the panel covered quite a 
few topics that had come up during the con-
ference. Reinforcing my view, the discussions 
wandered across fraud, customer intimacy 
and organisational efficiency, all areas where 
I think AI will be a much bigger part of the 
agenda next year. Other big topics of conver-
sation were open banking, CBDC and account 
to account, all of which were covered in the 
wide ranging discussion. I raised the issue of 
the negative comments about open banking 
because I still can’t decide whether these rep-
resented a real change in direction or a frustra-
tion at the rate of change.

Personally, I’m really looking forward to see-
ing how these topics evolve during the next 
12 months and I’m already looking forward to 
next year’s event.

Janusz Diemko,  
CEO - Founder	

@ XELOPAY

Session /  Fraud prevention & cybersecuri-
ty: Better together
Xavi Sheikrojan [Senior Risk Intelligence Man-
ager] Signifyd summarised fraud trends in 
his keynote presentation; significant friendly 
customer fraud around returns and disputes  
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fraudsters are becoming institutionalised uti-
lising the latest Gen AI technologies and Bots, 
even providing fraud as a service. Not balanc-
ing security v convenience properly leads to 
false declines causing billions in potential lost 
sales and affects customer long term value. 
Whilst rich customer data improves sales and 
the customer experience this leads to fraud-
sters focusing on this potential treasure trove 
of value thru account takeovers, ID theft, pay-
ment and loyalty / gift card fraud.

The panel of knowledgeable and passionate 
experts led to an interesting and lively discus-
sion of fraud trends and how we can as an in-
dustry collaborate to minimise its effects;  An-
drew Boyajian [VP of Product for Payments & 
CX], Niels Lohmüller [Senior Director, Accept-
ance Solutions VISA], Muni Vinay Kamisetty 
[Head of Technology & Innovation FairPrice 
Group], Adrian Marinica [CTO Maxcode] and 
the key takeaways were;
•	 The industry is in a war of attrition with 

fraudsters with Gen AI and bots being uti-
lised by both sides; with the ability to spoof 
kyc biometriccs with face, voice, video – so 
gen AI fraud strategy is a must

•	 collaboration and sharing of best practice 
and data around fraud is vital to minimise 
levels of fraud; with the card schemes fo-
cused on providing data and insights to 
partners 

•	 a move away from passwords to FIDO to-
kens / passkeys will improve authorization 
rates on fully authenticated transactions, 
lower false de-clines, and provide a consist-
ent, seamless customer experience.

•	 in the open banking and real time account 
to account payments area focus on A2a – 
payee confirmation; account takeovers

•	 solutions need to be implemented that pro-
vide a comprehensive view of the business, 
and together machine learning / AI mod-

els data and decision making can be  sped 
up improved and better organised but the 
human factor, employees and logic are still 
important

•	 the appropriate trade-off in customer con-
venience and UX v security should be a 
key priority for merchants; e.g. focusing on 
Transaction risk analysis, risk scores, behav-
ioural customer analytics

•	 a European ID scheme will be an additional 
barrier to fraudsters in various scenarios

•	 quantum computing which will be able to 
decrypt all current security protocols and 
data being harvested now, even though 
unlikely to occur in the next 5 years still re-
quires work on new quantum encryption 
protocols.

Flavia Alzetta,  
CEO and Founder	

@ PayInnovate LTD

Session / Effective risk management
•	 overall fraud is expected to continue to 

grow over the coming 3 years in excess of 
40% according to Mastercard data. Fraud 
levels vary significantly  by industry and ge-
ography. Effective strategies could be devel-
oped and executed to somewhat minimise 
fraud opportunities and manage economic 
impact.

•	 Approaches and tools have been developed 
to help detect fraudulent transactions, and 
they are commercially available. Merchants, 
who offer services and products for which 
there is a time elapse in delivery (e.g. flights, 
accommodation, subscriptions)  could also 
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look at alternative ways of managing  fraud 
financial exposure by looking at products 
such as the ones offered by Envisso.

•	 With increasing broad  digitalisation in 
many industries (e.g. the car/mobility sec-
tor)  an ecosystem approach is likely to be 
rewarding all operators and limit fraud ex-
posure and overall risk. During our session, 
we learnt how Elli (a company within the 
Voskswagen group) is developing end to 
end approaches and solutions. With digital-
isation of the customer interfaces (e.g. cus-
tomer app, digital payments, digital cus-
tomer recognition) the ability of fraudsters 
to be successful in “free refuelling” become 
really slim.

Chen Zamir,  
Founder	@ 

Nativerisk

Session / Tokenization and Token Vaults
Stephan Hackenberg (G+D) and Suzana Kor-
dumova (Netcetera) have talked about how 
tokenization can be leveraged for Click to Pay 
merchant solutions. The presentation includ-
ed interactive polls with crowd participation 
that raised a few interesting points. Firstly, that 
>80% of merchants already use tokenization 
solutions. Secondly, despite that about 40% 
have reported that they see a negative impact 
on their performance.

A second presentation from John Noltens-
meyer (Tokenex) touched on how tokenization 
in payments has historically been used for PCI 
compliance, but network tokens can also im-

prove payment outcomes for merchants by 
increasing authorization rates, lowering in-
terchange fees, and improving the customer 
experience. In order to realize these benefits 
however, merchants need to have an under-
standing of the functionality underpinning 
network tokenization such as the Token Re-
questor ID (TRID) and Payment Account Ref-
erence (PAR).

These speakers were joined by Matteo Gam-
ba (Wayfair) and Chen Zamir (Nativerisk) to 
discuss the intricacies of implementing token 
vaults, choosing the right vendor and enhanc-
ing your product with Click to Pay. Key takea-
ways were:
•	 Implementing a token vault as a merchant 

can prove to be harder than it seems, es-
pecially with the PCI compliance require-
ments as well as the engineering effort that 
needs to be secured for it.

•	 As adoption of network tokens is not 100% 
yet, it’s necessary to monitor ongoing per-
formance and address issuers that are be-
hind in adoption.

•	 When assessing tokenization services, it’s 
imperative to check which TRID (Token Re-
quest Identifier) is used for token genera-
tion and validate it can in turn be used con-
sistently across PSPs if necessary.

•	 Data shows that Click to Pay can increase 
authorization rates by up to 4%.

Gary Munro,  
CTO / 

Technical Director	

@Consult Hyperion
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Session / Digital wallets
The Digital Wallets session provided a fascinat-
ing insight into the use of bespoke digital wal-
lets as a platform for enabling innovation. The 
presentations from Michalis Michaelides from 
BPC and Eric Cicilla from Regional Card Pro-
cessing looked at wallets from a government 
and issuing perspective, both as part of a digi-
tisation strategy.

In the presentations we learned how govern-
ments can make use of bespoke digital wallets 
to enable delivery of digital services to the ben-
efit of end users in a cost effective way. We also 
discovered how bespoke digital wallets can 
enable banks in Europe can directly provide 
services tailored to their end users, enabling 
innovation that wouldn’t be possible as part of 
the Apple / Google / Samsung Pay ecosystem.

Simas Simanauskas from Connectpay joined 
the speakers to form a lively informative panel 
discussion answering a diverse range of ques-
tions from the audience looking at all aspects 
of Digital Wallets. The panel were firmly of the 
opinion that Apple & Google pay type wallets 
can not provide the types of wallet services 
that end users need for good digital services.

A bespoke wallet provides the wallet users with 
the dedicated flows they need, however access 
to the mobile interfaces would enable them to 
provide improved experiences. The regulator 
is seen as central to enabling a fair ecosystem 
that allows for innovation in the wallet space, 
as can be seen from what has happened in 
India. The digitisation removes cash from the 
system and provides the population with se-
cure identity and payment services.

Whilst the marketplace for wallets looks an al-
ready crowded space, wallets providing servic-
es that end users connect with can gain trac-

tion, either through the rewards or additional 
services they provide. Indeed if we look outside 
of Europe, there are a plethora of wallets ac-
cepted at a range of merchants, each tailored 
to a different user group and experience.

In Europe the upcoming introduction of the EU 
Digital ID Wallet should provide further room 
for innovation through coupling Identity with 
payments, loyalty, transit, investment, P2P etc.

Key takeaways from the session are that:
•	 digital wallets should be part of govern-

ment and organisational digitisation strat-
egies.

•	 Apple / Google / Samsung are gatekeepers 
for now, but regulation can bring change.

•	 Bespoke digital wallet solutions can ena-
ble banks and FIs to get on the front foot 
for provision of digital payments services to 
their clients.

Eric Grover,  
Principal	@ 

Intrepid Ventures

Session / Payment 
Rails: Public, Private Sector, or Does It 
Even Matter? 
The world is served by a patchwork of inter-
operating, complementary, and competing 
public and private-sector payment systems. 
They have different DNA, different levels of dy-
namism, resources, accountability, power over 
their competitors and users, incentives, and 
objectives. Whether the private sector or state 
provides payment rails has enormous implica-
tions for value and innovation. 
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Governments operate payment systems be-
cause of national security concerns, because 
the private sector is viewed as unable or un-
willing to serve a payment need, for system 
resiliency, in pursuit of system efficiency, and, 
viewed through the lens of Nobel-Prize winner 
James Buchanan’s Public Choice Theory, be-
cause public bureaucrats seek to expand their 
remit, power, and prestige. 

However, government is less innovative than 
the private sector. Most payment innovation 
comes from the private sector, which invented 
cash, checks, interbank clearing, credit cards, 
global bankcard networks, electronic bill and 
P2P payment systems, e-wallets, and digital 
currencies. 
Central banks are often conflicted. They’re 
less accountable than private-sector actors. 
Their operating payment systems deters pri-
vate-sector entrants, would-be challengers, 
and innovation. 

I contended that the bar for governments pro-
viding payment systems should be high. Un-
less the private sector is unable or unwilling 
to serve important payment needs or a com-
pelling national security interest is at stake, 
the state should encourage and defer to pri-
vate-sector payment systems. Private-sector 
payment systems enjoy greater dynamism, 
and are more innovative, accountable, and 
self-correcting. Public-sector payment sys-
tems are less answerable to those they serve, 
less innovative, and often conflicted. 

Our panel with the CEO of EBA Clearing’s CEO 
Hays Littlejohn, Mastercard’s SVP of Regulato-
ry Affairs and Public Advocacy Jesse McWaters, 
and the Bundesbank’s Senior Payment Expert, 
Strategy, Policy and Oversight; Payments and 
Securities Settlement, David Ballaschk, dis-
cussed. 
•	 There was consensus that the private sec-

tor should lead in payments innovation. It’s 
better seeing market needs than regulators 
are. 

•	 Where the central bank operates payment 
systems that compete with private-sec-
tor payment systems, clear separation be-
tween its regulatory and supervisory func-
tions and payment operations should be 
maintained. 

•	 Central banks providing interbank pay-
ment platforms in addition to the private 
sector may increase system resiliency. 

•	 There are benefits to competition in pay-
ment systems, even interbank payment 
platforms, though the optimal number of 
competing payment networks may be less 
than in other sectors.

•	 Competition is the best regulator of pay-
ments efficiency. 

•	 There are things only the public sector can 
do. Only the central bank can provide set-
tlement in central bank money, whether via 
central bank accounts, tokens, or cash, for 
which there is demand.

•	 Central banks at times have adopted a 
self-serving “loose definition of market fail-
ure” to justify developing new payment 
systems. Particularly but not exclusively 
in emerging markets, they’ve argued that 
private sector doesn’t adequately serve the 
bottom of the socio-economic pyramid and 
that that justifies their developing new pay-
ment systems

•	 Consumers and businesses transact most-
ly in commercial bank money. And, when 
central banks provide CBDC tokens, pri-
vate-sector systems can distribute and 
manage them. 

•	 CBDCs are unlikely to be a panacea for 
cross-border payments. 

•	 Conflicting compliance and governance 
are a bigger obstacle to commercial inter-
operability between national payment sys-
tems than establishing processing bridges. 

•	 States will have sovereignty and national 
security concerns that may cause them to 
want to control payment systems. 
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Gabriel Lucas,  
Associate Director - 

Payment Expert	

@ Redbridge

Session / Value-added services for mod-
ern commerce
Insightful session about “value-added services 
for modern ecommerce”, where speakers and 
panellists could share their experiences, strate-
gies and innovative payment solutions:

Samuel Flynn (Hands In) made a fantastic pres-
entation about innovative solutions around 
split payments and “save now buy later”.

Jana Maleckova (Everifin) and Yves Ruland (En-
trytickets / Datatim) presented a beautiful suc-
cess story that started at MPE2023 whereby 
Entrytickets is leveraging Open Banking and 
value added services (i.e., e-invoicing and re-
funds).

Julian Martin Capote (Miravia, Alibaba Group) 
shared with us some extremely valuable in-
sights from a very fast growing ecommerce 
platform.

Key takeaways from the session:
•	 Payments are way beyond a pure commod-

ity, bringing real value to end-customers 
and merchants, and contributing to the Eu-
ropean sovereignty thanks to Open Bank-
ing.

•	 Value-added services are here to stay and 
keep growing, as merchants seek for new 
ways to differentiate themselves and pro-
viders keep reinventing payments to create 
new source of revenues.

Mark Beresford,  
Director	 @ Edgar, 

Dunn & Company

Session / The complexity challenge
Mark’s first panel on Day 1 of the event was “the 
complexity challenge” – a hot topic amongst 
merchants wishing to accept more payment 
methods, across more markets, across more 
sales channels. The panellists were:

•	 Gabriel Lucas / Redbridge
•	 Tamas Huszar / Mastercard
•	 Andrzej Tomaszewski / Prezi
•	 Matteo Gamba / Wayfair
•	 Eelco Dettingmeijer / PPRO 
 
Both Gabriel and Tamas presented their per-
spectives in two brief presentations before 
the panel was introduced. The panel session 
covered a wide arrange of challenges that 
merchant must deal with. Topics included op-
timisation of payment methods/choices for 
customers, engagement, conversion, seamless 
checkout, retention, end-to-end solutions vs 
payments orchestration vs payments facilita-
tion and payout distribution.  The panellists all 
agreed that this session covering complexity 
in payments was a topic that was not going to 
be simplified overnight. In fact, for many, pay-
ments and the acceptance of payments for 
many enterprises, large Tier 1, merchants was 
getting more complex – not just in terms of 
technical complexity but also in terms of regu-
latory and compliance.
 
New payment methods like “Buy Now, Pay 
Later” (BNPL) services and cryptocurrencies 
are gaining traction, requiring merchants to 
integrate with new platforms and understand 



18POSitivity magazine I

mpe 2024 sum-up

their associated risks and regulations. Con-
sumers are increasingly using digital wallets 
like Apple Pay and Google Pay, as well as con-
tactless payment methods. This requires mer-
chants to invest in compatible payment termi-
nals and infrastructure in store. Equally, online 
merchants must be prepared to accept global 
and internationally recognised wallets but also 
deal with local payment methods. Consumers, 
it was stated by the panellists, are always go-
ing to use their preferred payment methods 
and that means more work for merchants to 
be ready to accept and process these preferred 
payment methods.
 
Payment orchestration was one topic that the 
panel addressed as a mean of a potential tool 
for merchants to navigate the growing com-
plexity of payment acceptance. Payment or-
chestration platforms act as a central hub, al-
lowing merchants to integrate with multiple 
payment processors and gateways through a 
single API. This eliminates the need for indi-
vidual integrations with each provider, saving 
time and resources. Payment orchestration 
platforms can intelligently route transactions 
to the most suitable payment processor based 
on factors like cost, transaction type, and risk 
profile. This can optimize processing fees and 
improve transaction acceptance rates.
 
Overall, the payment landscape is becoming 
more dynamic and requires merchants to stay 
informed about evolving technologies, secu-
rity threats, and regulations. While complexi-
ty increases, it also presents opportunities for 
merchants to offer a wider range of payment 
options and improve the customer experience. 
The panellists agreed that the complexity ques-
tion is not likely to go away and we all agreed 
that this topic would still be discussed in five 
years’ time – when a different set of complexity 
challenges will be discussed.

Session / The endless possibilities of Soft-
POS
Mark’s second panel on Day 2 of the event was 
“the endless possibilities of SoftPOS” – one of 
the topics that MPE has included on the agen-
da for several years and was seen to be a “pos-
sibility”, prior to 2024, but this year, SoftPOS 
was very much seen as the “reality” rather than 
a possibility. The realisation that SoftPOS has 
come of age and is being deployed in a variety 
of use cases and different merchant verticals. 
The panellists were:

•	 Houssem Assadi / Dejamobile
•	 Federico Gambi / Mastercard
•	 Wendy Hompes / ING
•	 Alan Moss / Newland Payment Technology
 
Houssem and Federico first presented their 
perspectives in two brief presentations before 
the panel was introduced. Houssem, from De-
jamobile gave some real-world use cases of 
SoftPOS and Feberico, from Mastercard de-
scribed the future developments in payment 
acceptance for merchants which included 
SoftPOS.
 
The panel discussed was kicked off by Mark ask-
ing the panellists for a definition of SoftPOS for 
the benefit of the audience. It was quickly es-
tablished by the panellists that SoftPOS, short 
for “Software Point of Sale”, which is a technol-
ogy that transforms a mobile device (a com-
mercially off the shelf device such as a smart-
phone or a tablet) which is equipped with Near 
Field Communication (NFC) into a contactless 
payment terminal. This eliminates the need for 
traditional hardware POS (Point of Sale) sys-
tems.  Effectively, everyone in the audience, as 
Mark announced, could be a merchant by sim-
ply downloading a SoftPOS app to their phone. 
Obviously, other than the usual authentication 
and a contractual agreement with a merchant 
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acquiring institution, the possibility of every-
one being their own merchant is closer with 
SoftPOS than it was with a M-POS card reader 
or a traditional POS hardware technology. 
 
SoftPOS offers a variety of use cases for busi-
nesses due to its portability, affordability, and 
ease of use. The panel described the use cases 
and different merchant verticals where Soft-
POS was being deployed. SoftPOS eliminates 
the upfront cost of traditional POS hardware, 
making it an attractive option for businesses 
on a budget. Merchants can accept payments 
anywhere with an internet connection and an 
NFC-enabled device. This is ideal for mobile 
vendors, pop-up shops, or businesses oper-
ating at temporary locations like, music ven-
ues, outdoor events, farmers markets or trade 
shows. It was noted that SoftPOS apps are 
generally user-friendly and require minimal 
training for staff, making them a good fit for 
smaller teams.
 
SoftPOS transactions can be completed quick-
ly and efficiently, reducing wait times for cus-
tomers. Queue boosting was one use case that 
some of the larger enterprise merchants were 
using SoftPOS – as described by Wendy at ING. 
Overall, SoftPOS offers a versatile solution for 
businesses of various sizes and models. Its af-
fordability, convenience, and ability to accept 
contactless payments make it a valuable tool 
for start-ups, mobile businesses, and those 
seeking a more flexible payment acceptance 
method. Houssem at Dejamobile described 
the deployment of SoftPOS technologies that 
are embedded within self-service kiosks used 
for meal ordering and payment at quick ser-
vice restaurants. 
 
It was interesting that the level of detailed 
questions from the audience was fascinating 
to see. Questions delving into specific func-

tionalities like supported contactless payment 
methods, transaction limits, integration with 
existing systems, and other payment capabil-
ities was indicative of a strong level interest in 
the potential application of SoftPOS from the 
audience. This is refreshing and compared 
with previous years at MPE, a sure indication 
that the level of detail in the audience’s ques-
tions can be a valuable gauge of their interest, 
specific needs, existing knowledge, and how 
seriously they are considering SoftPOS as a po-
tential solution for their retail businesses.
 
At Edgar, Dunn & Company (EDC), we are very 
positive that the value proposition of SoftPOS 
will be high for a wide range of specific cir-
cumstances. The audience had taken a vote to 
predict that within the next five years SoftPOS 
would account for between 20% to 50% of all 
POS volume. We will have to keep a watchful 
eye on the development of SoftPOS in the next 
few years – I’m sure we will see this topic on 
next year’s MPE agenda. 

Carmela 
Mesquita,  
Independent advisor

Session / Smart cities, connected devices 
& digital payments
1. We covered a range of topics that included a 
fascinating vision of using your eyes to pay for a 
gondola ride in Venice (Hemlata @ Elavon did a 
great job here, impeccable slideshow!), the use 
of data and digital payments to enhance the 
consumer experience, sustainability attached 
to payments to help users to make better 
choices, clever IoT mobility use cases (shared 
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by super well prepared Bas @ PaymentGenes), 
and the potential of machine-initiated transac-
tions and their role in shaping the smart cities 
of the future. We also explored how live event 
owners can use smart technology to interact 
with audiences beyond their events.

2. During the panel, it was clear from the 
panelists’; point of view and from the audi-
ence questions that there is a need for robust 
frameworks to address security and data priva-
cy concerns in this evolving landscape.

3. I noticed that most of those in the audience 
didn’;t leave the room until the end of the pan-
el, which shows that there was great interest 
from them on the smart cities topic.

Matthias Terlau,  
Partner @ GÖRG 

business law firm

Session / PSD2 >>> PSD3
#NewRegulation (#PSR and #PSD3) was the 
topic last Tuesday. What a great panel at Mer-
chant Payments Ecosystem: Francesco Burelli, 
Nilixa Devlukia, Niklas Sandqvist, Emilio F. Roc-
chi, Wilco Slabbekoorn and myself, Matthias 
Terlau

- Is regulation a necessary evil? Just an una-
voidable topic?

- I don’t think so, and the others on the panel 
did neither. “Embrace it!” - would be one good 
summary (e.g. #fraud #prevention) (Nilixa Dev-
lukia, Emilio F. Rocchi)! Sometimes fight it! - 
another (e.g. #surcharging) (Niklas Sandqvist, 

Wilco Slabbekoorn).

- Regulation is especially necessary when the 
market mechanisms will not “regulate” the 
desired outcome themselves. That is the case 
with fraud prevention, where - in a holistic view 
(Emilio F. Rocchi) - most persons involved in 
the “vulnerability chain” would just “not care”, 
if there were no regulation.

- So in our session on Tuesday and in my key 
note, we spent a great deal of the time on the 
topic of fraud prevention. And very rightfully 
so. This is the predominant topic of the #3 re-
form of the payment services regulation (#PSR 
and #PSD3).

- From the perspective of preventing un-au-
thorized payments, #SCA and #PSD2 was a 
good success. But fraudsters have moved on 
and the big issue now is authorized payments 
- if they were authorized only because some 
manipulation (#socialengineering etc.) took 
place (Nilixa Devlukia).

- #PSR and #PSR3 will probably come into 
force within the next two years (beginning of 
2026) (right, Francesco Burelli, this is not cer-
tain and often the legislative process is late, 
but sometimes it isn&apos;t, so better we pre-
pare ourselves now).

- The holistic view (Emilio F. Rocchi) or, as I 
would like to put it, the prevention and vul-
nerability chain includes not only #acquirers, 
#merchants and #consumers, but also #tech-
nical service providers, #telecom providers, 
#networks, #platforms and who else?

- The new fraud regulation will affect the mon-
itoring, risk management and the entire trans-
action and communication chain (because 
this is vulnerable). The regulation will lay duties 
upon PSPs, on merchants and upon consum-

mpe 2024 sum-up
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ers, but also - and that will be new - on #telcom 
providers, #networks, #platforms and others. 
Some (many) of these duties will entail liabili-
ties.

- This means: All stakeholders in the prevention 
and vulnerability chain will be affected and the 
transaction and communication chain needs 
to be thought through for everyone. My pre-
sumption is, that at the end we will find a good 
(large) pile of technical and process improve-
ments that need to be implemented in order 
to avoid the high damages and - when the 
new regulation #PSR and #PSD3 comes into 
force - to avoid new liabilities.

- The legislative process is still ongoing. So we 
can still try to put our thoughts forward if we 
think the legislator tends to go astray.

mpe 2024 sum-up
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articles from 
mpe 2024 speakers

It’s easy to get distracted by the new and 
shiny, but are you paying attention to your 
core business? Optimising your existing flows 
should be a real focus area to drive improve-
ments and add value to your bottom line.

In today’s increasingly complex payment eco-
system, merchants should not forget about 
their bread and butter, the fundamental value 
of authorization flexibility via the smart use of 
pre-authorization as well as the need for con-
tinuous improvement of core authorization 

approval rates. Mastercard provides various 
network optimization tools for e-commerce 
merchants, ensuring that no card-on-file / re-
curring payment transaction is lost due to pre-
ventable lifecycle declines. 

At Mastercard, we are aware that e-com ap-
proval rates is a critical area driving revenue 
and reducing cost so in such difficult econom-
ic times it is more important than ever to tackle 
areas like this. A couple of years ago, just a few 
acquirers and even fewer merchants used ac-

Chris Reid,  
EVP, Identity Solutions, Cyber and Intelligence Solutions 

@ Mastercard

Mastercard value added services to boost card 
not present authorization approval rates 

Secure communication of PAN updates between issuers 
and credential-on-file & recurring payment merchants
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count updating. Despite that, Mastercard con-
tinuously improved the technology – speed-
ing merchant onboarding with contract APIs, 
improving issuer participation, and providing 
faster delivery of account updates. 

Today, Mastercard’s Automatic Billing Updater 
(ABU) is a no-brainer in recurring payments. 
It’s a widely respected tool that also stands 
behind tokenization and  protects against in-
voluntary churn behind the scenes. However, 
not all account ranges can be tokenized, and 

non-tokenizable volumes are not expected to 
disappear any time soon, therefore merchants 
not using ABU might be at a distinct competi-
tive disadvantage. 

In addition, for merchants that require fre-
quent card-on-file verification, Account Status 
Inquiry (ASI) non-financial authorization mes-
sages can add to the mix by taking care of card 
credential verification in an invisible manner 
behind the scenes, without unnecessarily dis-
turbing cardholder balances.

join mpe community @ LinkedIn
follow #mpecosystem #mpe #mpe2025 #ilovempe

Verify recurring/credential-on-file accounts, without the 
challenges of nominal amount (e.g. €1.00) authorizations & 
subsequent reversals

https://podcasts.apple.com/podcast/voice-of-mpe/id1514422995
https://www.youtube.com/user/EmpiriaGroup
https://www.linkedin.com/company/merchant-payments-ecosystem/
https://www.merchantpaymentsecosystem.com/
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There are more decisions now when mana-
ging your transactions than ever before. ‘Is 
this a fraudulent purchase?’ ‘Which proces-
sor should I leverage?’ Is frictionless 3DS an 
option?’ ‘Should I use network tokens?’ and 
on and on. Often, these decisions are made 
through the lens of cost reduction when, in 
actuality, they should be made through the 
lens of revenue generation. 

At MPE Berlin, Galit Shani-Michel discussed le-
veraging AI in fraud and payment decisions to 
pivot from cost reduction to generating more 
revenue. 

From Cost Center to Revenue Generator

When thinking about stopping fraudsters, 
what metrics are top of mind? Many merchants 
initially consider metrics related to cost reduc-
tion — chargeback fee, free meal cost, proces-
sing fees, etc. The problem with focusing only 
on these metrics is that they miss the opportu-
nity to drive an excellent experience for good, 
legitimate customers and, as a result, risk re-
venue due to false declines, customer friction, 
and low customer lifetime value (CLTV). 

To be successful, merchants must view fraud 
and payments through the lens of generating 
revenue. Remember, you are building your 
payment flows for legitimate customers, not 
the fraudsters. Therefore, it’s essential to focus 
on improving the customer experience and 
tracking additional metrics, including autho-
rization rate and CLTV. 

Intelligently Leverage AI to Generate Reve-
nue

As you focus on generating revenue, there are 
many opportunities to leverage AI. Here are 
three to consider: 

•	 Identity Intelligence: Improve the custo-
mer experience while preventing fraud and 
abuse by leveraging AI to accurately deter-
mine the customer’s identity - beyond just 
an email address or credit card number. 
By understanding the identity behind the 
purchase, your business can make more 
accurate fraud decisions, reduce false dec-

Galit Shani-Michel,  
VP Payments @ Forter

From Cost Reduction to Revenue Generation
Leveraging AI to Optimize Fraud and Payments
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lines, and remove friction for your good, le-
gitimate customers. 

•	 Issuer Optimization: Issuer preferences are 
constantly evolving. For example, more is-
suers are continuing to leverage network 
tokens or how issuers have different appe-
tites for PSD2 exemptions. Merchants can 
leverage AI to keep up-to-date with these 
changing preferences and maximize the 
success of each transaction.

•	 Automated Payment Testing: AI can also 
be leveraged to streamline testing. Auto-
matically and consistently test the best 
route for each transaction to increase per-
formance and reduce costs.

As you move your organization from a cost 
center to a revenue generator, keep AI in mind, 
as it will help you on this journey. 

EuroCommerce is the leading trade federation 
for retail and wholesale in Europe. Because 
of the small margins in this sector, EuroCom-
merce has always been very active on pay-
ments, including its costs. With associations 
from other sectors, EuroCommerce is part of 
the European merchant payments coalition.
It’s not only about costs
Merchants are often accused of only focusing 

on the costs of payments. The opposite is true. 
For any product or service, they weigh value 
with the costs. Any merchant wants to offer a 
great customer journey at affordable costs.
However, not all payment costs are external. 
Therefore, merchants need to take an end-to-
end approach as shown on the left.
 
It starts with defining how the payment strate-
gy will support merchant’s business objectives. 
Those objectives need to include which count-
ries, which channels, which type of customers, 
which volumes/values etc. From that, business 
requirements are derived that lead to vendor 
selection and implementation. The technical 
implementation might be challenging, but 
the business and financial process integration 
is even more crucial. Broken processes will cost 
more in customer dissatisfaction and manual 
intervention than any saving on the technical 
implementation costs. The same applies to 
operating the payments solution: technical, 
operational and financial processes need to 

Atze Faas,  
Payments adviser @ EuroCommerce

Merchants require an end-to-end approach to 
payments
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work seamlessly together. 
An essential part is closing the feedback loop: 
ensure that reporting and performance ma-
nagement feeds back into the strategy: how 
has the payments solution helped to achieve 
the business objectives? What can be done to 
accelerate further and what problems must be 
corrected?

What do merchants need from suppliers, ser-
vice providers and legislators?

Merchants’ prime focus is serving customers. 
Any propositions from suppliers and service 
providers will be framed against: how will this 
help my customers and/or how will this impro-
ve my processes and cost.
What is not helping is the 15+ pieces of legisla-
tion with payments elements that merchants 
must make some sense of. 

To help merchants, the other stakeholders in 
the payments ecosystem should take the fol-
lowing actions: 

 Merchants increasingly focus on payments, 
because it’s a crucial part of the customer jour-
ney. It’s no longer just complex and costly, but 
an immense source of value. Increasingly, big 
merchants set up in-house PSPs to ‘own’ the 
payments experience from A to Z.
So, start thinking holistically from the merc-
hant perspective.

David Rintel,  
CEO @ TrustPay

The changing landscape of online payments in 
Europe

The European payments landscape is under-
going a significant transformation, with Visa 
and Mastercard losing their dominant posi-
tions in several markets. This shift indicates a 
substantial change in consumer preferences 
and the rise of local payment methods across 
the continent.

Key Points:
•	 Diverse market trends: In at least 10 Euro-

pean markets including Belgium, Denmark, 
Finland, France, Germany, the Netherlands, 
Poland, Portugal, Spain, and Sweden, Visa 

and Mastercard are no longer the domi-
nant payment methods, affecting more 
than 50% of Europe’s population.

•	 Emergence of local alternatives: Local 
payment methods such as iDeal in the 
Netherlands, Blik in Poland, and Bancon-
tact/Payconiq in Belgium have gained sig-
nificant market shares, overshadowing tra-
ditional card networks.

•	 Hybrid payment experiences: Innovative 
approaches like Payconiq by Bancontact 
offer hybrid payment methods, seamlessly 
integrating standalone apps or banking 
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apps with card payments or account-to-
account transfers. Ultimately, user expe-
rience is more important than the rails a 
payment method runs on. 

Common themes and drawbacks of local 
payment methods:
•	 Advantages: These methods offer stream-

lined user experiences with features like no 
manual data entry, enhanced security, QR 
code-based transactions, and integration 
into banking apps. They are also cheaper 
for merchants and ensure guaranteed pay-
ments.

•	 Drawbacks: Despite their popularity, local 
payment methods may lack support for 
certain use cases like recurring billing and 
pre-authorization. Additionally, they may 
not provide robust consumer protection 
mechanisms and often lack pan-European 
reach.

Impact of open banking and future projec-
tions:

•	 Open banking: While open banking shows 
growth potential, challenges remain such 
as inferior user experiences and a lack of 
payment guarantees. Standardization of 
APIs and user experiences is necessary for 
its widespread adoption.

•	 Future trends: The future of e-commerce 
payments in Europe is likely to see conti-
nued decline in card usage in favor of to-
kenized wallets like ApplePay and A2A 
payment schemes such as Blik. Local card 
schemes may need to innovate to remain 
relevant.

The European payments landscape is dynamic 
and rapidly evolving, characterized by the pro-
liferation of local payment methods and the 
advent of open banking. As the pace of change 
accelerates, businesses must adapt by partne-
ring with flexible payment providers capable of 
navigating this complex landscape. With more 
fragmentation expected in the future, agility 
and adaptability will be crucial for success in 
the European online payments market.
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Gabriel Lucas,  
Associate Director - Payment Expert @ Redbridge

Payment Optimisation Strategies for Better 
Acceptance Rates

The current payment acceptance landscape 
on ecommerce 

One of the main concerns for merchants ope-
rating in the growing ecommerce space is how 
they can provide shoppers with the best custo-
mer experience to maximise revenues and cus-
tomer retention. This is particularly complex in 
the European Economic Area (EEA), where the 
Second Payment Services Directive (PSD2) int-
roduced strict requirements to fight against 
fraud, resulting in additional friction for custo-
mers, especially if this process is not managed 
efficiently.

Before we go any further, what does ‘accep-
tance rate’ refer to? What seems to matter the 
most for merchants is how much new income 
they capture – therefore, the acceptance rate 
should be calculated as the number of succes-
sful captures over the number of attempts. The 
events that occur after the capture (i.e., cancel-
lations, refunds, and chargebacks) must also 
be optimised.

In this context, it is key for merchants to un-
derstand the payment flow – whether it is 
customer-initiated transaction (CIT) or merc-
hant-initiated transaction (MIT) – and how to 
optimise this process.

Strategies to optimise acceptance rates 

When looking at CIT, every transaction typical-
ly starts with a risk analysis, where merchants 
must decide whether they should block the 
transaction, trigger SCA, run a manual review, 

or request an exemption (when applicable). 
The issuer then validates authentication and 
authorisation, followed by the capture. Howe-
ver, the payment journey is not always straig-
htforward, and transactions do not always get 
approved, which is why each payment step 
must be assessed in-depth.

When it comes to MIT, in theory, it has a more 
straightforward process as SCA is only requi-
red in the first transaction. However, the main 
challenge merchants face is deciding when to 
process the transaction and how to manage 
declines. The most innovative technologies al-
low merchants to trigger MIT transactions du-
ring specific days when transactions are more 
likely to be accepted, followed by smart retri-
es in case of failure. Another way to maximise 
acceptance rates is network tokenization, as 
the token will remain available even if the card 
is lost, stolen, or expired.
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Piotr Kozłowski,  
Payment Manager @ G2A.com

Does AI have a place in improving Team 
Performance?

In the midst of rapid advancements in artificial 
intelligence, the pervasive question looms: will 
AI usurp human jobs? This prevailing stereoty-
pe grips organizations and employees worl-
dwide, sparking debates and fueling uncer-
tainties about the future of work.

Diversity, strong culture, and AI are pivotal 
and significant elements in G2A.COM’s quest 
for enhanced business outcomes. Within our 
organization, diversity is not just a buzzword 
but a fundamental principle driving innovation 
and success. Contrary to industry norms, near-
ly 40% of our employees comprises women, 
with a balanced gender split (50/50) in top 
management positions. This commitment to 
diversity is shaping industry perceptions and 
enhancing our marketplace offerings in the 
gaming sector.

Research demonstrates the positive impact 
of diversity on business performance, with di-
verse teams outperforming homogeneous 
ones by over 60%. At G2A.COM, we integrate 
this belief into our organizational culture, fos-
tering inclusivity as a guiding principle from 
the beginning. This cultural strength proved 
invaluable during the recent global pandemic, 
enabling us to navigate uncertainty and emer-
ge stronger. 

It also helped us to adjust to evolving workplace 
trends very quickly. We embrace flexibility, 
offering remote work options for every role in 
the organization and fostering trust through 
open communication and readily adapting to 
new technologies.

The primary focus is AI.   However, its imp-
lementation raises questions about poten-
tial impact on team performance. While AI 
undoubtedly offers opportunities to stream-
line administrative tasks and augment deci-
sion-making processes, it should be viewed as 
a complement to human capabilities rather 
than a replacement. Embracing AI requires 
a shift in mindset from fear to opportunity. 
It’s about leveraging technology to advance 
our goals and drive innovation. By integrating 
AI into our processes, we can secure transac-
tions, detect anomalies, and safeguard data 
more effectively. So that is a win-win situation 
for everyone. In symbiosis, humans and AI ser-
ve as each other’s second pair of eyes in nu-
merous daily tasks. Together, we operate with 
greater speed, precision, and a keen focus on 
prioritizing strategic projects, thereby ensu-
ring long-term success. 

Ultimately, G2A.COM’s pursuit of enhanced 
team performance and business results requi-
res a holistic strategy that embraces diversity, 
nurtures a strong organizational culture, and 
harnesses the potential of AI. By adopting this 
multifaceted approach, we position ourselves 
for continued success in a dynamic and com-
petitive landscape.



30POSitivity magazine I

mpe 2024 articles

Natalie Kelly,  
Chief Risk Officer @ Visa Europe

The Future of Payments & Fraud

In the last five years, Visa has invested USD 
10 billion in cybersecurity and in creating a 
more robust and secure ecosystem.  
As the first to use Artificial Intelligence (AI) in 
the payments industry, we understand the va-
lue of this technology for identifying and pre-
venting fraud, which has allowed us to prevent 
$41 billion worth of fraudulent transactions in 
the past year alone. 

Payments has traditionally been a four-party 
model (Acquirers, Issuers, Merchants and Card-
holders), but today there are significantly more 
players inc. Payment Facilitators and Enablers.  
Whilst this evolution continues to improve the 
customer experience, it also results in a much 
larger attack surface for criminals to exploit.  
Indeed, criminals are uniting like never befo-
re in the dark web and taking more brazen 
steps than ever to perpetrate fraud. Fraudsters 
are using audio, text, images, chatbots, video, 
code, and Generative AI to make their way to 
consumers’ money. Phishing and malware at-
tacks are becoming more prevalent and new 
sophisticated use cases are emerging.  For 
example, criminals now have the capability 
to recreate faces to pass a biometrics test or 
create a fully functioning voice clone using just 
three seconds of audio. 

Visa is winning the battle against the frauds-
ters - AI and the emerging large language mo-
dels are a game-changer in this evolving pay-
ment ecosystem and we are taking advantage 
of these tools to increase our fraud detection 
and prevention capabilities.  AI is allowing Visa 
to identify patterns and anomalies across bil-

lions of transactions in real-time to search for 
fraudulent activity and to support us in taking 
action.  

AI is also driving personalisation in the re-
tail experience for consumers. In the future, 
everything is likely to be connected through 
digital assistants, creating a ‘phygital’ world 
that is personalised, integrated and seamless 
for individual needs.  Integration between in-
ventory, store, and checkout experience is key.  
Retailers are using AI capabilities to connect 
consumer spending and habits across multip-
le platforms and locations.  Creating a persona-
lised shopping experience, both in-store and 



31POSitivity magazine I

mpe 2024 articles

online, to make it feel like the store was desig-
ned specifically for them.  This will result in an 
enhanced and omnichannel checkout expe-
rience, reducing cart abandonment. 

Visa is playing a leading role in delivering secu-
re payment experiences of the future. We take 
the learnings we have from more than sixty ye-
ars of card payments and are applying it to all 
forms of new money movements inc. Real-Ti-
me Payments.  We are investing in evolving 
technologies such as tokenisation and delive-

ring new solutions such as Click to Pay, to en-
hance the customer journey. The flexibility and 
operational resilience of Visa’s network me-
ans our robust infrastructure can be adapted 
to meet new challenges; allowing us to stay 
ahead of the fraudsters. 

We are excited to keep building the future: a 
payment ecosystem where financial transac-
tions are not only more convenient but also 
more secure and resilient. 

Lea Maria Siering,  
Chief Risk and Compliance Officer and Managing Director 

@ Token 

A Green Light for Open Banking Payments?

Lower payment processing costs, better user 
experiences, less fraud, higher success rates 
— and a lower environmental footprint? Can 
merchants, payment providers and consumers 
really have it all with Pay by Bank? 

Pay by Bank, a form of account-to-account 
payment enabled by open banking remo-
ves intermediaries to facilitate instant fund 
transfers between consumer and merchant 
bank accounts. This streamlined process offers 
consumers a more convenient, secure, instant 
payment experience while also reducing pay-
ment processing costs for merchants. Howe-
ver, the efficiency of open banking-enabled 
payments goes beyond these benefits, offe-
ring a lesser-known yet significant advantage: 
we believe that Pay by Bank has the poten-
tial to produce up to four times fewer carbon 
emissions compared to traditional card tran-
sactions.

Every product or service we use has a car-
bon footprint, and payment methods are no 
exception. For instance, a single card transac-
tion produces an average of 0.53 grams of CO2 
emissions, due not only to the plastic material 
used in card production but also the complex, 
energy-intensive processing that involves mul-
tiple parties. On the other hand, we estimate 
account-to-account payments via open ban-
king generate only 0.13 grams of CO2 emis-
sions per transaction. This reduced carbon 
footprint results from the more streamlined 
processing of open banking payments, which 
involves fewer parties and therefore less ener-
gy consumption.

As a more energy-efficient payment method, 
Pay by Bank presents a compelling alternative 
for consumers. By promoting its environmental 
benefits, merchants can encourage customers 
to try this new payment option. Furthermore, 
as Pay by Bank considerably reduces payment 
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processing costs for merchants, a part of the-
se savings could be shared with end users to 
reduce Pay by Bank’s carbon footprint even 
further. For example, one of our customers, Ivy, 
has established a partnership with Ecosia to 
plant a tree for every A2A payment processed. 

With the growing emphasis on Environmen-

tal, Social, and Governance (ESG) principles in 
the payment industry, businesses are actively 
incorporating sustainability into their strategies 
and operations. In this context, Pay by Bank’s 
energy efficiency offers a valuable opportunity 
for companies to support their ESG goals. Pay 
by Bank can help payment services providers 
gain and retain merchants, and enable banks 
to monetise their investment in open banking. 
Simultaneously, Pay by Bank may enable firms 
to demonstrate their commitment to sustai-
nability, creating a win-win situation for stake-
holders and the environment alike.

Pay by Bank offers a universally accessible pay-
ment solution, thanks to the pan-European 
scope of open banking. With over 567 million 
bank accounts connected through Token.io’s 
network, anyone with a bank account can le-
verage the benefits of this payment method. 
As account-to-account payments gain trac-
tion globally, with adoption rates reaching 8% 
in the UK, 21% in India (via UPI), and a remar-
kable 78% in Brazil (via Pix), the potential for 
Pay by Bank to deliver significant advantages 
to payment providers, merchants, and end-
users is immense. Moreover, by reducing ener-
gy consumption and supporting Environmen-
tal, Social, and Governance (ESG) goals, Pay by 
Bank has the potential to contribute positively 
to the planet as well.

join mpe community @ LinkedIn
follow #mpecosystem #mpe #mpe2025 #ilovempe

https://podcasts.apple.com/podcast/voice-of-mpe/id1514422995
https://www.youtube.com/user/EmpiriaGroup
https://www.linkedin.com/company/merchant-payments-ecosystem/
https://www.merchantpaymentsecosystem.com/
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Reduce deployment costs

Reduce training and support costs

Automate compliance processes

Automate maintenance processes

Increase merchant referrals

Drive upsell/cross-sell VAS

Enhanced Merchant and Associate

experience

Stop by booth W04 or email sales@popcodes to learn more!

Digital Unboxing Merchant Referrals Self-Serve Help

Our Direct-to-Merchant communication platform (D2M) helps large PSPs leverage
smart-devices to deliver a better merchant experience with real-time, campaign-based,
and self-serve messaging and workflows that are proven to reduce costs, increase
satisfaction, revenue and retention!

D2M is proven to deliver these benefits - and more! 

Do you want to reduce TCO, drive revenue &
retention to maximize LTV? 

Upsell/Cross-Sell

Managing large merchant portfolios is tough!
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Xavi Sheikrojan,  
Senior Manager, Risk Intelligence @ Signifyd 

From clicks to crooks

On day 2 of the Merchant Payment Ecosys-
tem conference, we took a journey through 
the 2023 fraud landscape and looked ahead at 
2024. We navigated through the dark “fraudy” 
waters and sailed from customer frustration to 
fulfillment.

In this journey we found that the high fraud 
pressure in 2023 drove “the fear of fraud” sig-
nificantly up. According to Signifyd’s analysis, 
73% of declined traffic not routed through a 
machine-learning model was actually legiti-
mate and did not result in conversion – which 
was all revenue left on the table. This conser-
vative approach was the consequence of well 
executed fraud attacks that left an impact on 
retailers and the industry. Throughout 2023, 
fraud has been transforming and scaling as 
criminal enterprises ramped up their own 
machine-learning models. High-volume fraud 
attacks, executed within just a few hours, are 
becoming the norm.
In our 2024 predictions we see Gen AI on 
the rise. We’ll see that fraud rings can create 
thousands of synthetic accounts with just a 
single query. Additionally, the expectation is 
that fraud rings without strong technical bac-
kgrounds will grow as the lines of code behind 
malicious bot creation can be AI-written. The 
old-school phishing tactics that were full of 
misspelling and poor grammar are gone too.

Consumer abuse also being on the rise has 
been confirmed when we launched a live poll 
during our session. 86% of the respondents an-
ticipate an increase in refund abuse incidents, 

such as false claims and return fraud in 2024. 
Especially in Europe, with SCA enforced, the 
prediction is that we will experience a stronger 
shift from fraud to abuse. New opportunities 
for fraud rings to grow out their return abuse 
services will make combating abuse problems 
more challenging for retailers.

The battle of AI vs AI will elevate to new levels 
in 2024 as the professionalization of fraud or-
ganizations will continue to scale. The impor-
tance of understanding the identity and intent
behind every transaction will grow. Deploying 
strong network intelligence across the full 
shopper journey will become even more es-
sential.
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Filippo Lucca,  
Global Sales Director @ PayU GPO 

Empowering Global Prosperity: Unleashing 
Opportunities in Latin America, Africa, and 
Eastern Europe

As the world increasingly shifts towards a di-
gital economy, Emerging Markets like Latin 
America (LATAM), Africa, and Eastern Europe 
are experiencing rapid digitalization, accompa-
nied by evolving shopping habits. Unlike ma-
ture markets in other regions, these Emerging 
Markets boast significant growth potential, 
fueled by a rising middle class with increasing 
affluence and purchasing power. Particularly 
noteworthy is the demographic composition, 
with a higher percentage of individuals un-
der 30 in regions like LATAM and Africa com-
pared to Europe or the USA. Moreover, LATAM, 
in particular, has emerged as a frontrunner in 
revolutionizing digital payments, even surpas-
sing the USA in real-time payment adoption. 
Across Africa, governments are implementing 
policies to bolster financial inclusion and facili-
tate trade, underscoring the region’s commit-
ment to growth and development.
	
Challenges in Emerging Markets

However, navigating Emerging Markets pre-
sents its own set of challenges. Unlike more 
integrated financial systems in Europe or the 
USA, each country in LATAM and Africa opera-
tes within its own unique financial ecosystem, 
necessitating tailored approaches that account 
for local trends and preferences. Moreover, a 
significant portion of the population remains 
unbanked in these regions, impacting the pe-
netration of traditional payment methods. Di-
verse regulatory frameworks and tax systems 
further complicate market entry, requiring 
careful navigation to ensure compliance and 

operational efficiency. Additionally, variations 
in consumer behavior and technology adop-
tion, such as the preference for contactless 
payments in Brazil versus mobile payments in 
Africa, necessitate adaptable strategies to add-
ress specific market needs. Despite advance-
ments in payment infrastructure, challenges 
persist, including limitations on cross-border 
payments and the prevalence of fraud due to 
lower adoption of 3D Secure technology.

PayU GPO: Your Partner for Growth in Emer-
ging Markets

With a global presence and localized experti-
se, PayU GPO empowers merchants to capi-
talize on the vast opportunities presented by 
Emerging Markets. Through our comprehensi-
ve payment technology stack, market-specific 
payment methods, and advanced analytics, 
we provide seamless access to local payment 
processing across 50+ high-growth markets 
worldwide. Trusted by over 450,000 merchants 
daily, PayU GPO leverages 20 years of leaders-
hip in Emerging Markets to deliver secure and 
efficient payment solutions tailored to the 
unique needs of each market. As a market le-
ader in key regions and with a diverse team of 
over 1,100 PayUneers spanning 45 nationalities, 
we are committed to driving global prosperity 
through accessible and innovative payment 
solutions.
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Houssem Assadi,  
CEO @ dejamobile 

Adoption of SoftPOS-enabled Services: Lessons 
Learned and  Next Steps

In the realm of digital payment solutions, Soft-
Pos technology has emerged as a game-chan-
ger, offering a wide range of use cases. From 
enabling financial inclusion for small busines-
ses to changing purchasing journeys in tier-1 
retail stores, SoftPos is reshaping the consu-
mer in-store journey and checkout experience.

Dejamobile is a pioneer in SoftPOS solutions as 
it was among the first to be fully certified by the 
industry (Visa Tap To Phone, Mastercard Tap on 
Phone, PCI CPOC and coming soon PCI MPoC)  
and to have pilots and projects deployed worl-
dwide. ReadyToTap Payment for Merchants, 
the company’s white-label Software POS solu-
tion is also among the first to be compliant not 
only with Android but also with iOS. 

One of the key strengths of SoftPos lies in its 
versatility, catering to a diverse range of merc-
hant segments and applications. For small 
merchants, it serves as a tool for financial inclu-
sion, providing access to secure and conve-
nient payment options. In retail environments, 
SoftPos facilitates new purchasing journeys 
and enhances customer experiences through 
features like Queue Bussting or assisted sales. 

Moreover, the feedback received from projects 
utilizing SoftPos technology highlights the 
diversity of geographies and customer seg-
ments that have been successfully addressed. 
By catering to a wide range of industries and 
customer profiles, SoftPos has proven its ada-
ptability and effectiveness in different market 
landscapes.

To further illustrate the real-world applications 
of SoftPos, let’s look at three customer cases 
deployed with dejamobile’s solution in two 
EU countries: the Netherlands and France. In 
the Netherlands, through our ReadyToTap™ 
Payment for Merchants SoftPOS solution, Ra-
bobank’s Rabo SmartPin app now empowers 
merchants to accept contactless payments on 
Android devices and iPhones. This innovative 
feature extends Rabobank’s acquiring services, 
providing SMEs and merchants with a highly 
mobile and versatile payment acceptance so-
lution. Tabesto in France with its FOX, the first 
all-in-one ordering and payment kiosk offers 
a fully integrated Payment Acceptance fea-
ture with dejamobile SoftPOS App. Famoco 
with our SoftPOS embedded into Famoco Pay 
Service successfully serves a variety of custo-
mers and use cases with two major segments 
(Events & Entertainment)

Based on the impressive weekly growth KPIs 
observed over the last 3 months, with transac-
tion volume increasing by 6% to 37%, active 
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merchants growing by 6% to 17%, and active 
SoftPOS apps rising by 7% to 23%, on a weekly 
basis, it is clear that the adoption and success 
of SoftPOS-enabled services are on a strong 
upward trajectory. 

This trend indicates a bright future ahead for 
the continued expansion and utilization of Sof-
tPOS technology in the market.

Christophe Zehnacker,  
VP, Head of Digital and Acceptance Innovations, Europe

Products and Innovation @ Mastercard

Tapping into the Future of Acceptance

In recent years there has been a shift in con-
sumer behaviour, placing an increased focus 
on digitization, flexibility, and safety. In parallel, 
changing macroeconomic trends are resha-
ping the world. Together, these advancements 
are causing ripple effects throughout industri-
es, including payments, with the digitization of 
commerce. To enable seamless experiences for 
consumers, merchants look for technologies 
that can blur the lines between the physical 
and digital to create streamlined experiences. 

Looking at the evolution of POS throughout 
the years, there has been a shift from hardware 
to software-led solutions. From the introduc-
tion of the hardware-led point of sale devices in 
the 2000s to the evolution of traditional mobi-
le POS in the 2010s, the acceptance ecosystem 
has continued to expand. This development 
has paved the way for advancements such as 
SoftPoS and Alternative POS.

Tap on Phone is the leading trend in SoftPOS. 
With Tap on Phone, any business regardless 
of size, can deliver best-in-class contactless 

consumer experiences using a device they 
own: such as a smartphone to accept in-store 
payments. New, PCI industry-wide standards 
(CPoC/MPoC) are spurring this growth.

Benefits of this technology include moder-
nizing new verticals (e.g. cash-only merchants, 
mobile SMEs, transit), increasing acceptance 
locations, and introducing a simpler solution 
for merchants. Mastercard has been leading 
Tap on Phone innovation, supporting partners 
across all continents in 80+ markets globally, 
with 40 markets in Europe.

The future of Tap on Phone continues to be 
defined. Trends will continue to evolve, and 
technology will adapt accordingly. Tap on Pho-
ne providers will look to continually enhance 
and protect their offerings to keep up with this 
ever-changing industry.

While the traditional market matures, new use 
cases are emerging. One example is semi-at-
tended use cases, where merchant staff are 
physically present to oversee multiple systems 
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at once, such as grocery store self-checkouts. 
Or even innovations such as Tap to Own, where 
consumers can capture their own card details 
by tapping on their phone, to use in card-not-
present transactions or to store their card on 
file within a digital wallet.
As the ecosystem evolves, SoftPOS enables ex-
pansion beyond the traditional in-store expe-

rience, moving online to create an omni-chan-
nel process through the combination of 
physical and digital technologies. Looking past 
the consumer and merchant devices, SoftPOS 
showcases the power of software deployment. 
Instant evolution of the acceptance network is 
possible with a simple software update.

Joe Bedford,  
Merchant Payments Business Development

@ ACI Worldwide

Intelligent ways to build winning payments 
strategies 

Successful payments involve more than mo-
ving value from A to B.  It’s about doing it in-
telligently by delivering the best experience 
for customers, and at the lowest risk and cost 
to a merchant’s business.  

The Payments World is complex, it involves 
many moving parts and multiple decisions.  
Thanks to intelligent payment orchestration, 
it’s getting easier to optimize the customer 
journey in line with strategic goals.... Different 
businesses pursue different goals- higher con-
version rates, increased acceptance, or fraud 
reduction.  All of these unlock incremental per-
formance and value gains along the way. 

Intelligent payment orchestration tackles 
three key strategic pillars: flexibility, scalabi-
lity, and cost control.
•	 Flexibility - customizes checkout configu-

rations, fraud strategies, and payment met-
hods to suit specific needs. 

•	 Scalability - ensures swift market entry and 
easy integration of new payment methods, 
all while maintaining a unified view of ope-
rations. 

•	 Cost control - optimizes payment journeys 
through strategies like A/B testing or custo-
mizing multi-acquirer flows.

Flexing the payment mix to target growth.
With an intelligent orchestration solution that 
tackles the three criteria above, merchants can 
shape their payments strategy to meet their 
growth objectives – whether entering new 
markets or targeting new customers.  
For instance, they can define payments met-
hods to suit different locations and preferences 
e.g. card-orientated for the UK or account-
to-account for Germany.  Or for different de-
mographics – BNPL for the TikTok generation 
and friction-free payment options for Boo-
mers.  They can even utilize different payment 
strategies for in-store, mobile and social traf-
fic and web pages. It’s about choice- cater for 
everyone! 

Dialing parameters up and down for full cont-
rol of the customer front end.   
While payment gateway solutions can deliver 
a payment mix or a choice of acquirers, only 
true orchestration solutions (e.g,ACI Payments 
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Orchestration)  can define the many other pa-
rameters required to create multiple, preci-
sely-matched solutions.  
Going beyond geography, demographics and 
channels, these smart platforms can layer 
other market, customer, and fraud data into 
the mix, blending them in line with market 
and operational goals and shaping them into 
a single view of the payment stack.
   
No payment comes without risk – intelligent 
payments orchestration helps manage that 
too. 
Risk modelling depends on channel, access 
device, payment instruments.   Even nuances 
like ‘how the mouse tracks’ can determine 
whether an online customer is legitimate or a 
bot. 
How does payments orchestration help? Ima-
gine it as a series of functional levers, that can 
be pulled to swiftly deliver the desired results 
based on the merchant’s risk appetite, exemp-
tion strategy and emerging threats. Add some 
AI decisioning to that and you have a sophis-

ticated payments landscape. 
Ultimately, intelligent payment orchestration 
makes sophisticated strategies simple.  
With the ability to coordinate complex proces-
ses, tasks and systems, intelligent payment 
orchestration makes it easy to add, adjust or 
remove functionality to reduce risk, optimize 
sales, and enhance customer experiences.  By 
doing so, it turns payments into a smart strate-
gic tool that helps merchants to win in today’s 
ever changing and competitive retail markets.

John Noltensmeyer,  
CISO @ TokenEx

The Promise of Tokenization: Beyond PCI 
Compliance

Network tokenization heralds a paradigm shift 
in payment systems, offering a tantalizing ar-
ray of benefits. Initially designed for PCI comp-
liance, tokenization has evolved into a multi-
faceted solution aimed at improving payment 
outcomes, including enhanced authorization 
rates, an improved customer experience, and 
lower interchange fees.

At its core, network tokenization offers the pro-

mise of interoperability within the payments 
ecosystem. The network token framework 
crafted by card schemes like Mastercard and 
Visa transcend the boundaries of traditional to-
kenization solutions. However, despite the po-
tential for interoperability, adoption of network 
tokenization can be hindered by the intricacies 
of its integration and token lifecycle manage-
ment.
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Network tokenization can increase authoriza-
tion rates, but the uplift varies by region and 
issuer, and it can’t overcome issues like insuf-
ficient funds, underscoring the complexity of 
the payment transactions. Lower interchange 
fees are another benefit of network tokeniza-
tion, but merchants need to navigate regio-
nal variations and various card scheme fees. 
Network tokenization also promises an impro-
ved customer experience but comes with tra-
de-offs like the loss of some visibility into consu-
mer buying patterns and the need to manage 
multiple tokens for a single card number.

Implementation considerations include the 
coexistence of both primary account numbers 
(PAN) and network tokens, ensuring robust 
token and Payment Account Reference (PAR) 
management, maintaining updated card-on-
file data, assessing tokenization fees, and ve-
rifying support from acquirers, gateways, or 
payment service providers (PSPs).

Ultimately, every strategy — including doing 

nothing — incurs costs and requires careful 
consideration. Network tokenization presents 
a promising avenue for improving payment 
security, efficiency, and customer experiences, 
but its successful implementation demands a 
nuanced understanding of its benefits, limita-
tions, and associated challenges.

ShengLiang Yang,  
Deputy General Manager of Europe Branch 

@ UnionPay International

Rebuilding and recovery for the future Tourism: 
development in cross-border payment 
integration & innovation

Introduction to UnionPay International
UnionPay International is a global payment 
network and subsidiary of China UnionPay, 
one of the largest card payment organisations 
in the world. Established in 2012, UnionPay In-
ternational aims to facilitate the acceptance 
and usage of UnionPay cards worldwide by 
collaborating with financial institutions, merc-

hants, and payment service providers. 

In recent years, UnionPay International has 
expanded its footprint globally, making 
UnionPay cards widely accepted in numerous 
countries and regions. Today, UnionPay In-
ternational is in partnership with more than 
2,600 institutions worldwide, enabling card 
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acceptance in 183 countries and regions with 
issuance in 82 countries and regions. 

UnionPay International’s globalisation has 
bridged the gap between Chinese consumers 
and global merchants, further driving the 
convenience of cross-border payments and 
increasing flexibility in the Asian travel indust-
ry. Such developments have made the Euro-
pean Tourism market more desirable than 
ever, making it critical for the European pay-
ment industry to understand recent and futu-
re trends in the Asian Tourism Market

Market Trends of Inbound Tourism in Europe
The European tourism market expects a 33% 
increase in Tourism Revenue in 2024 surpas-
sing its 2019 values. Although the recovery of 
the European market is more gradual, it is still a 
key region that contributes significantly to the 
growth of the global market. (Source: Techna-
vio, Financial Times & UNWTO) Tourism from 
Asia, specifically China, to the E.U. has tripled 
in the last ten years. Although the market saw 
a downturn in recent years, a stronger recovery 
of Asian markets is expected to underpin a full 
recovery to 2019 standards by the end of this 
year. According to the European Travel Com-
mittee, 57% of Asian tourists surveyed said they 
intend to travel to Europe this year. Last year, 
Asian tourism to Europe recovered by 88%, 
with an estimated 1.3 billion global arrivals. The-

re is a significant recovery in the willingness to 
travel for Asian tourists, especially to European 
countries like Italy, France and Germany. 
(Source: Statista, EuroStat & UNWTO)

Potential Opportunities for Merchants
Amid the tourism recovery, UnionPay Interna-
tional aims to help merchants explore more 
opportunities to maximise efficiency with in-
novative strategies and services. The UnionPay 
App enables users to link their UnionPay cards 
to the app for mobile payments. The app often 
functions as a mobile wallet, allowing users to 
store and manage multiple UnionPay cards di-
gitally. This feature facilitates flexible payment 
options without the need for plastics, targe-
ting different sectors, including finance, tran-
sit, entertainment, medical care, restaurants 
and more.

UnionPay App creates a global interoperable 
network through which all e-wallet users can 
transact freely online or offline using NFC or 
QRC payments. With more than 200 issuers 
and E-commerce acquirers, collaborating with 
all major e-commerce gateways,  global and 
regional cash management services providers. 
UnionPay International also works closely with 
22 million international online merchants. Our 
global e-wallet interoperability allows consu-
mers and merchants to transact with maxi-
mum flexibility, efficiency and convenience.  

Boosting Travel Expenditures
UnionPay works with ACCOR and Intercon-
tinental hotels, providing travellers with 
discounts, complimentary services, and added 
amenities. There are also promotional cam-
paigns during specific periods, including sea-
sonal promotions, holiday offers, or tie-ins with 
UnionPay’s global marketing initiatives. 

Through UnionPay’s global payment network 
and the UPI Dynamic Exchange Rate Plat-
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form, cardholders are able to enjoy currency 
discounts, exclusive promotions and conve-
nient payment options at various tourist desti-
nations, attractions, and shopping malls worl-
dwide. 

Furthermore, UnionPay International works 
with various airports, major airlines and online 
travel agencies, giving travellers discounted fli-
ght tickets and airport hotels, while providing 
them with free amenities such as lounges and 
airport pick-ups. 
Such benefits help attract more visitors, encou-
raging more Asian tourists to travel to Europe 
at a lower cost while ensuring their maximum 
comfort.

Innovative Strategies in the Expanding Euro-
pe-Asian Tourism Market
The growing tourism industry allows busines-

ses to expand and recover from previous los-
ses. Merchants must innovate new ways to 
maintain and expand efficiency during holiday 
seasons by incorporating digital payment sys-
tems. Businesses should adapt to new techno-
logies such as QRC and NFC payments at the 
points of sales to improve checkout times and 
processing costs. Merchants should also rein-
vent promotional strategies to maintain and 
improve attractiveness by seeking new part-
nerships and collaborations for creative and 
cross-sector campaigns to gain a competitive 
edge in the market. 

UnionPay International has expanded its foot-
print globally and will continue to make Union-
Pay cards widely accepted by more merchants 
and travellers globally through our services, 
offers and promotions, innovative payment 
methods and digital presence. 

Samuel Flynn,  
Founder and CEO @ Hands In

Unlocking the Potential: The Rise of Split 
Payments as a Value-Added Service for Payment 
Service Providers

In today’s fast-paced digital landscape, the 
concept of split payments is emerging as a 
game-changer, offering unparalleled conve-
nience and financial flexibility for both consu-
mers and merchants alike. Split payments fun-
damentally redefine the transaction process, 
allowing customers to divide their payments 
across multiple methods, thereby easing cash 
flow management and extending credit limits 
where needed. For consumers, this translates 
to greater purchasing power and enhanced 
control over their finances, while merchants 
benefit from increased conversion rates and 

incremental revenue streams.

The potential applications of split payments 
are vast and varied, extending beyond the ob-
vious sectors like travel. From group purchases 
to installment solutions, the possibilities are 
endless. However, despite the multi-billion dol-
lar opportunity it presents, many Payment Ser-
vice Providers (PSPs) have yet to fully capitalize 
on this innovative service.

The evolution of split payments has seen va-
rious iterations, from early P2P payment plat-
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forms to the booming Buy Now Pay Later 
(BNPL) market. Yet, as regulatory landscapes 
shift and consumer demands evolve, new 
opportunities emerge. Multi-card payments, 
group checkouts, and innovative installment 
solutions represent the next frontier, promi-
sing to revolutionize the way transactions are 
conducted.

Challenges such as verification, refund proces-
ses, and misuse have historically hindered the 
widespread adoption of split payments. Howe-
ver, advancements in technology and strate-
gic partnerships with third-party specialists 
are paving the way for seamless integration 
and enhanced security protocols. Additionally, 
recent success stories, such as collaborations 
with airlines like Air Europa, underscore the 
tangible benefits of embracing split payments.

As demand for flexible payment solutions con-
tinues to surge, PSPs stand at a crossroads. By 
embracing split payments as a value-added 
service, they can unlock higher transaction vo-
lumes, reduce decline rates, and differentiate 
themselves in a crowded market. The time to 
seize this opportunity is now, and forward-thin-
king PSPs have the chance to lead the charge 
in shaping the future of digital transactions.”

Steven Jacob,  
Partner @ Arkwright Consulting

Exploring the Future of Mobile Payments in 
Europe

The European mobile payment sector is un-
dergoing a period of notable evolution, cha-
racterized by its fragmentation and significant 
expansion. As outlined in Steven Jacob’s pre-
sentation for the joint panel with Arkwright 
Consulting, BLIK, EPI, and MobilePay/Vipps, 
the industry offers a broad spectrum of pay-
ment methods, from international wallets to 
local solutions. This diversity reflects the varied 
consumer preferences and market dynamics 
throughout Europe.
Key Insights from the Presentation:
1.	 Sector Fragmentation: The European mo-

bile payment landscape is notably frag-

mented, hosting international mobile wal-
lets, pan-European initiatives like EPI and 
EMPSA, alongside more than 45 local mo-
bile payment options (not including niche 
closed-loop systems and merchant-speci-
fic apps equipped with payment functio-
nalities).

2.	 Best Practice Recognition: Eight local sys-
tems are identified as leading examples of 
relative European best practices based on 
their market reach, user base, and volume 
of transactions. These systems are Bizum, 
Blik, MB Way, MobilePay, Payconiq, Satis-
pay, Swish, Twint, and Vipps.
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3.	 Growth Trajectory of the relative Best 
Practices: Between 2017 and 2022, these 
relative best practices have shown a com-
pound annual growth rate (CAGR) of 52%, 
culminating in over 5 billion transactions in 
2022. This growth rate is nearly sixfold that 
of card payments in Europe for the same 
timeframe, indicating a significant shift in 
consumer and merchant adoption in speci-
fic European markets. Despite expectations 

of a decelerating growth rate, these solu-
tions are anticipated to continue shaping 
European payment habits.

4.	 Determinants of Success: Examination of 
the leading practices has unveiled seven 
critical success factors, including strong 
cooperative within the banking sector, ini-
tial launches as peer-to-peer solutions to 
garner consumer interest, and verticalized 
merchant sales and marketing to enhance 
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retailer engagement.
5.	 Sector Dynamism and Emerging Trends: 

Anticipated to undergo further evolution, 
the sector eyes the mid-2024 launch of the 
EPI in Germany, France, and some Benelux 
nations. Additionally, early consolidations 
and cross-market expansions from local 
solutions indicate a progressing maturity 
within the sector.

6.	 Prospective Directions: Looking ahead, the 
European mobile payment landscape may 
develop along one of three scenarios: the 
establishment of a singular European solu-

tion, formation of multi-regional clusters, or 
persistence of the current fragmentation. 
Each pathway offers unique challenges and 
opportunities for market players, requiring 
strategic insight for successful navigation.

The observations shared are based on findings 
from the “European Mobile Payment Report” 
by Arkwright Consulting, published in March 
2024. Download the full report here: https://
www.arkwright.com/project/european-mobi-
le-payment-report-2024

https://www.arkwright.com/project/european-mobile-payment-report-2024 
https://www.arkwright.com/project/european-mobile-payment-report-2024 
https://www.arkwright.com/project/european-mobile-payment-report-2024 
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At the mpe 2024 awards we honoured the best of the best in the field of the merchant pay-
ments ecosystem. Who were the winners recognized as the most innovative companies and 
individuals in 2024? 

awards 2024 winners

“We are incredibly humbled to be rec-
ognized by the mpe experts as the best 
merchant payment acceptance provid-
er. Performance is a key focus for us, and 
this recognition motivates us to further 
strive for even more excellence, as there 
is so much more to be done to help our 
customers grow and expand globally.” 

Meron Colbeci, chief product officer at 
Checkout.com

The award will go to the provider who can demonstrate a suc-
cessful, sustainable and mutually beneficial relationship with 
their merchant customers.

“The winner’s solution is an AI-powered optimisation engine 
designed to address a critical challenge faced by e-commerce 
merchants: optimising acceptance rates. By analyzing billions 
of data points, this fledgling product has already achieved im-
pressive results, securing up to 9.5% increases a range of blue-
chip clients. They also offer dynamic routing in markets with 
multiple networks, minimizing costs for clients and all transac-
tions undergo 3DS authentication to ensure compliance. In es-
sence, the winner answers key questions for e-commerce mer-
chants: how to enhance acceptance levels and reduce costs?”

merchant payment acceptance of the year award goes to...

https://youtu.be/PU8lK5Rz2N4?si=4_UMHlMhEXD9Wzaf
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“DataDome is honored to be crowned ‘most innovative 
fraud prevention solution’ at this year’s mpe awards! This 
recognition is a testament to our team’s unwavering com-
mitment to driving innovation and implementing indus-
try-leading online fraud protection. We are proud to lead 
the charge in creating a more secure and seamless digital 
ecosystem for merchants and their customers worldwide.”

Benjamin Barrier, chief strategy officer & co-founding 
team member, DataDome

This award goes to the provider of an innovative solution that 
demonstrates tangible merchant and customer benefits re-
garding fraud prevention, identity, or authentication.

“The winner is a machine learning, multi-channel fraud solu-
tion that materially improves customer and merchant lives. 
The judges were impressed by the strong metrics and use cas-
es which superbly illustrated high detection & prevention rates. 
The benefits for merchants are significant including reduced 
losses, stronger balance sheets and improved reputations. The 
wide scope of fraud identification, including BOT detection 
across multiple interfaces, is compelling and serves merchants 
and their customers well. Equally impressive is the ethos of 
continuous learning and development to hone the solution to 
provide the highest levels of fraud protection in this fast paced 
environment.” 

most innovative fraud prevention solution award goes to...

“It’s super exciting to win the mpe best use of data 
ward. This project was a huge team effort and - as 
a result - we’ve developed the biggest innovation 
that the payments industry has seen in recent years. 
UpliftAI leverages the latest technology and is used 
across multiple payment processors, which has never 
been achieved before. We’re delighted to be rec-
ognised for an innovation that is being used by our 
merchants today, and many to come in the future.”

Gabriel Le Roux, co-founder & CEO at Primer

This award goes to the company that uses Data Analytics or AI 
to support merchants in any way that is NOT involved in Fraud 
prevention and may cover areas such as loyalty, customer en-
gagement, customer & merchant support/service, optimisa-
tion, etc.

“The winning solution triumphed for its comprehensive pay-
ment flow optimisation through the swift analysis of influential 
data points impacting authorisation rates. By identifying the 
optimal transaction processing route, merchants get fewer de-
clines and up to a 5% increase in accepted transactions. Not 
only enhancing customer satisfaction and boosting merchant 
sales conversions and revenues, it also enhances 3DS usage 
and optimises the presentation of payment methods during 
checkout, streamlining transaction routing and authorisation. 
A groundbreaking innovation in the payments landscape!” 

best use of data analytics award goes to...

https://youtu.be/gFYlg6OtO58?si=VHXvVrSxLhM-I_u9
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“mpe’s recognition with the best cross-bor-
der merchant solution award is a strong val-
idation of Rapyd’s leadership in payments 
and fintech. This win fuels our mission to 
empower businesses with both our estab-
lished multi-regional card acquiring and 
seamless cross-border solutions, unlocking 
new avenues for global growth.” 

Sarel Tal, VP acquiring partnerships at 
Rapyd

This award goes to solution providers that support mer-
chants to grow revenue by opening up and expanding 
sales across borders while reducing risks and complex-
ities.

“The winner of this award is a global network special-
ising in cross-border payments. They enable seamless 
sending and receiving of funds worldwide, accepting 
over 900 payment methods. As a leader in cross-border 
activity, this company also offers value-added services 
such as money management and foreign exchange 
solutions, counting amongst its clients brands such as 
Ikea, Paysafe, and Hotmart.” 

best cross-border merchant solution award goes to...

”At dejamobile, we are truly honoured to receive the mpe award 
for the best in-store payments solution. This is a recognition of our 
commitment to excellence and the successful SoftPOS implemen-
tations across multiple countries in Europe and Latin America. It is 
this dedication to innovation and customer satisfaction that has 
earned us this prestigious award. 
Our solution is truly revolutionizing the way merchants enhance the 
in-store consumer journey. We are proud to offer unparalleled user 
convenience, operational excellence, and cost efficiency. 
I thank you for recognizing the impact of our technology on the in-
dustry.  I also want to extend our gratitude to all our clients for their 
valuable feedback that has helped us enhance our solution. Finally 
a big thank you to all my colleagues at dejamobile - your dedica-
tion, expertise, and hard work are truly appreciated and essential to 
our success. Thank you all!” 
Houssem Assadi, CEO and co-founder, dejamobile”

This award goes to the organisation that has developed/de-
ployed the most innovative in-store payment acceptance solu-
tion, providing value and differentiation for merchants and a 
great payments experience for customers in a face-to-face en-
vironment.

“The winner demonstrated a high level of innovation and 
uniqueness in their award submission which was backed up by 
evidence of adoption from large banks, financial institutions, 
merchant acquirers and enterprise merchants. These custom-
ers also provided positive feedback and testimonials to sup-
port the quality of the winning solution and how it is helping 
deliver an improved customer experience.” 

best in-store payments solution award goes to...

https://youtu.be/RQCfw-O3cwY?si=cW736eLesCu2WKEo
https://youtu.be/Lxz41ayUcBI?si=lj6aHxc99tGHLjVd
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“It’s an honor for our franchise to be recognized 
as the leading provider of marketplace payment 
solutions, driving our clients’ business models 
forward through innovative and cutting-edge 
offerings in an ever-evolving environment. This 
acknowledgment validates our strategy and 
vision,” said Matthaeus Sielecki, global head of 
embedded finance solutions, Deutsche Bank. 
“This not only recognizes our expertise in cash 
management, risk, payment acceptance, and 
technology but also serves as a strong confir-
mation of Deutsche Bank’s role as a strategic 
and trusted partner throughout the entire pay-
ments value chain.”

This award goes to the organization offering the best, most 
comprehensive, most useful platform or marketplace support-
ing merchants or other players in the merchant payments eco-
system such as banks, PSP, service providers, consumers with 
solutions in any area of the ecosystem.

“The judges recognised this winner as the premier marketplace 
payment company as their distinct offering showcased both 
their global legacy and their commitment to aiding clients in 
adapting to evolving market needs. The submission empha-
sized their focus on treasury, counterparty risk management, 
and compliance. Notably, their case studies spanned various 
sectors, demonstrating their capabilities in handling multi-cur-
rency transactions, escrow services, and the implementation 
of user-friendly interfaces. Their innovative approach to ad-
dressing intricate payment challenges, such as split payments 
and detailed financial reporting, significantly elevated the user 
experience.” 

best platform / marketplace provider award goes to...

“We are honoured to be recognised for the best 
use of open banking for payments, highlighting the 
transformative role Token.io plays in the payment 
industry. In collaboration with our exceptional part-
ners - Europe’s leading payments companies -we are 
excited to realise our vision of making Pay by Bank 
a mainstream payment method across Europe. We 
extend our gratitude to our team for their commit-
ment to exceeding expectations and delivering a 
best-in-class solution, and to the Merchant Payment 
Ecosystem Awards for acknowledging our efforts. We 
remain committed to leveraging the power of open 
banking to push the boundaries of what’s possible in 
payments.”

Dr Lea Maria Siering, chief risk & compliance officer 
and managing director for Token.io

This award goes to the company that best uses open 
banking data or provides a payment initiation solution 
that drives end- user payments to or from merchants 
or to create a better customer experience as part of the 
payment process.

“The winner of this award goes to a company that com-
bined best-in-class connectivity with robust, white la-
bel-ready infrastructure to leverage open banking to 
make account-to-account payments a mainstream 
payment method, creating a better customer experi-
ence as part of the payment process.” 

best use of open banking for payments award goes to...

https://youtu.be/xHJ2VpJ2LV0?si=Jwv9v1jGZfXuftbH
https://youtu.be/MNFNbHcggIM?si=wYighKlUWCpi4-x_
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“Just how easily ID-Pal sits at the core of the payment’s ecosystem is recognised by winning best regtech solution at the 
2024 mpe awards. Being able to service such a diverse range of providers with ease, offering robust data security standards, 
real-time verification and 100% AI-powered technology is what sets us apart.  Providers with the most complex processes can 
integrate us seamlessly and take advantage of our award-winning highly configurable user journey. From our first nomination 
in 2017, to now marking our eight-year anniversary with this win, is a powerful reminder that a focus on user experience while 
striving for the highest security standards is an unbeatable mix.”
Colum Lyons, CEO of ID-Pal

This award goes to any technology provider helping merchants, 
issuers or acquirers to streamline their regulatory compliance 
operations, covering either (or both) regulations and industry 
standards. This may include regulatory reporting, risk manage-
ment, identity management & control, compliance and trans-
action monitoring, fraud, security, etc.

“This company revolutionises identity verification, merging 
advanced biometric, document, and database checks with 
seamless AML and KYC compliance. Customers’ journeys are 
pre-built, and its platform is designed to accelerate digital 
transformation by simplifying integration, reducing costs, and 
enhancing decision-making. Their no-code, customisable ap-
proach ensures a smooth onboarding experience, prioritising 
user convenience and security. With robust data encryption, 
They guarantee the utmost protection of sensitive information, 
establishing a trusted user environment. They exemplify inno-
vation and efficiency, making it a worthy RegTech winner for 
the digital age.” 

best regtech solution award goes to...

“Winning the best payment orchestration solu-
tion award at mpe for a payments company 
is like winning an Oscar for the best film at the 
academy awards!
It is a testament to the WLPayments team’s 
hard work, innovation, and unwavering com-
mitment to simplifying online payments world-
wide. We share this accolade with our amazing 
customers and partners - we grow when our 
customers grow!”

Lennard Sigling, VP - business development & 
management, WLPayments

This award goes to the provider that unifies the various aspects 
of payments processing and enables merchants to optimise 
their payment processes and simplify ongoing payments ac-
ceptance management.

“The best payment orchestration solution award was rightful-
ly bestowed on this company for several compelling reasons. 
Their comprehensive payment orchestration suite stands out, 
offering a wide range of features seamlessly orchestrated 
when needed. Beyond intelligent routing, it includes recurring 
payments, 3DS routing, a robust fraud solution, and reconcili-
ation. Notably, their platform incorporates innovative features 
like smart retries, automatically initiating transaction retries 
using alternative payment methods after failures. Some mer-
chants report up to 10% savings, which would have otherwise 
been lost. Additionally, their plug & play technology simplifies 
integration, making it accessible to businesses without exten-
sive technical expertise.” 

best payments orchestration solution award goes to...

https://youtu.be/M-R9o4Q8TFE?si=o3TKFnvF7ryTW9LM
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“Securing the most innovative payment solution 
award carries immense importance for Guestline. It 
represents a notable acknowledgment of our ongo-
ing commitment to seamlessly integrate payment 
services into our platform, solidifying our position 
as a trailblazer in the field. The endorsement from 
a panel of payment experts at mpe adds a distinct 
level of significance for Guestline, as it underscores 
the recognition of GuestPay as a reputable industry 
leading payments solution provider (in coopera-
tion with our partner Trust Payments). This further 
validates our achievements within the hospitality 
industry, reinforcing our credibility and dedication to 
excellence.”
Andrew Williams, director, Guestline

The award will go to the provider who offers a payment solution 
that demonstrates true payment innovation that brings real 
benefits, value, and differentiation to merchants and a great 
payments experience for customers.

“Payment processes in the hospitality industry have been 
fragmented and complex for many years. The winner a single 
payment solution combining payment gateway, merchant ac-
quiring services and chip & pin terminals into one centralised 
hub. The judges have been impressed not only how well this 
company has articulated its value proposition but how it has 
demonstrated its commercial viability and success through 
relevant metrics and testimonials. The winner’s streamlined 
solution also includes the integration with property manage-
ment systems and was deemed by the judges a worthy winner 
of this award.”

most innovative payment solution award goes to...

“I’m immensely proud of winning this award 
which underscores our commitment to success-
fully tackling the many payments challenges 
we know NGOs are facing. Fintech can have 
transformative impact on the way global aid is 
delivered, getting more money where it’s need-
ed most, in the safest and most cost-effective 
way possible.” 

Sarah Louise Teschl, head of NGO & shipping 
sales, Inpay

The Best ESG Initiative in Payments award goes to the 
organisation with a clear and well-developed ESG strat-
egy, showcasing their substantial positive impact in any 
of the E,S,G pillars, particularly when supported by tech-
nology.

chairman award – best esg initiative in payments award goes to...

https://youtu.be/33mHM1Cw5uo?si=80q39EtQlKtP3vkx
https://youtu.be/q0I45W78OXQ?si=a-DNb6VcuBgj2Gho
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“For us as an early stage startup mpe 
award means true unbiased industry 
recognition and it will fuel up returns 
on our marketing efforts, which we see 
already happening just a few days after 
the event.”

Kirill Lisitsyn, CEO, Torus

The award will go to the winner of the Innovation Hub start-up 
competition.

“The judges selected this winner after a tough competition 
over 2 days. A combination of the public vote and the judges 
score determined that this start-up has the potential to deliver 
significant cost savings and revenue optimisation for ecosys-
tem players.”

best start-up innovation award goes to...

“I am extremely honoured and proud to have 
been voted mpe influencer of the year 2024 by 
my peers in the payments industry. This reflects 
and recognises my 25 years of helping improve 
payment security. mpe provides a unique and 
outstanding opportunity each year for the pay-
ments industry to gather and discuss all aspects 
of payments. I really appreciate the support and 
opportunities mpe have provided me over the 
years to highlight payment security.”

Jeremy King, regional head for Europe at the 
PCI Security Standard Council

The award goes to the winner voted online, individ-
ual / team who has provided a significant contribu-
tion to the development of the Merchant Payments 
Ecosystem either on a domestic or international 
basis.

influencer of the year award goes to...

https://youtu.be/mS-pdtFfPaM?si=MNGSfXv2mGViuUwh
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media partners

awards 2024 winnerssponsors

special thanks go to awards jury members
1. Neira Jones, (mpe 2024 awards chair) Independent Advisor & International Speaker
2. Roger Alexander, Expert (mpe 2024 Awards co-chair), VALITOR hf
3. Gary Munro, CTO, Consult Hyperion
4. Alex Rolfe, Managing Director, Payments Cards and Mobile Magazine
5. David Parker, CEO, Polymath Consulting
6 Melisande Mual, MD, The Paypers
7. Volker Schlönvoigt, Director, Edgar, Dunn & Company
8. Andrea Toucinho, Director of Studies, Prospective and Training, PARTELYA CONSULTING
9. Mark McMurtrie, Director, Payments Consultancy Ltd
10 Claire Maslen, Independent Advisor 
11. Janusz Diemko, Payments Consultant, Angel Investor and Mentor
12. Stanley Skoglund, Co-Founder & Director, Minerva
13. Dorota Zimnoch, Global Industry Strategist, Microsoft
14. John Schratz, Founder and Managing Director, Eclipse Enterprise Consulting Limited
15. Teresa Connors, MD,	 Payments Matters
16. Jannis Riesz, Founding Partner, Flipmode.io
17. Michael Chambers, Chairman, Answer Pay
18. Tony Moroney, Founder and Managing Director, Saburai Consulting
19. Ghela Boskovich, Regional Director/Head of Europe, Financial & Data Technology Association
20. Laura McCraken, Global MD, eCommerce & Payments, Software & Platforms, Accenture
21. Simon Burrows, Partner, FS Technology, Payments & Value Creation, EY
22. Keren Aviasaf Migdal, Co-Founder & CEO, PaymentOp
23. Pavel Kaminsky, Founder & CEO, 7Security
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mpe has a tradition of showcasing payments in-
novators and emerging stars through its Drag-
on’s Den-style competition. Eleven game-chang-
ing start-ups had the opportunity to present 
ground-breaking ideas for enhancing merchant 
payments and pitched to an expert jury and the in-
dustry’s most distinguished audience. 

As per Neira Jones, chair of the mpe awards judg-
ing panel, Innovation Hub, independent advisor, 
and international speaker: 

“The quality of entries was so impressive that our 
job was really tough this year! The judges and I 
first whittled down the competition entries to 11 
for the semi-finals start-up pitches on day 1. And 
what an impressive line-up for this year’s cohort! 
Anyone could have been a winner, and the quality 
of the pitches was impressive. Our Dragons, (Ker-
en Aviasaf, Pavel Kaminski, and David Parker/ see 
above) eventually shortlisted three to enter the fi-
nals in plenary on day 2: 1-CP, Ballerine, and Torus, 
but were keen to stress that everyone was a winner 
this year.  

Watching the live scores move every second was 
like watching a really fast and competitive race, 
nail-biting stuff! 1-CP eventually emerged as the 
public vote winner, but for the first time in the his-
tory of this competition, it was a really close call, 
with not much space between all three competi-
tors, confirming our assessment of the quality of 

entries and their relevance to the ecosystem. Af-
ter consolidating the public scores and the judg-
es scores, Torus was declared overall winner. With 
a clear pitch, they demonstrated how payments 
profitability and revenue recognition can be taken 
to a brand new level. 

And we had two more “firsts” in the history of this 
competition: firstly, the overall winner turned out 
to be different from the public vote winner. Sec-
ondly, as there was only 1 point difference between 
1st and 2nd, and 1 point between 2nd and 3rd, we 
decided to award a richly deserved “Highly Com-
mended” to both 1-CP (the “Corporate Paypal”) and 
Ballerine (the “SMB Risk Management Orchestra-
tion Platform”), which we had never done before as 
Highly Commended awards are hard to come by!  

All of this was announced at the glittering mpe 
2024 awards ceremony. Well done again to all the 
competitors and we hope they are encouraged to 
come back next year, and perhaps even enter the 
main categories, as ID-Pal did, first winning the In-
novation Hub competition in 2018, and then win-
ning The Best Regtech award in 2024. Good luck to 
everyone for mpe 2025!” 

innovation hub  
start-up competition in 

partnership with industry 
leaders 

find out more here

https://merchantpaymentsecosystem.com/files/brochures/innovation-hub-brochure.pdf
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Best Innovative Integrated 
Digital Media Platform

With over 40 years of media expertise, FinTech Futures is the 
leading global provider of independent intelligence and insight for 

professionals in the fintech sector.

We have a range of advertising & sponsorship opportunities available from brand 
awareness, lead generation, & thought leadership. To find out more, talk to:

Sam Hutton Kate Stevenson

VP/Director/
Head

Manager/Analyst/
Team Leader

22%

Other/
Mid-tier

C-Level

19%

Job function

24%

35%

Banks & 
financial 
institutions 67%

Software/
tech providers

Other
(including, government/ 
regulatory organisation, 
industry bodies)

17%

Industry 
breakdown

16%

Our 
portfolio Webinars

Fintechfutures.com
website

100,000 visitors per month

Banking 
Technology 

Magazine 

Published 10 times a year 
with an average 9,000 
downloads per issue

FinTech Futures 
daily newsletter 

Top stories, news and 
insight delivered to 
25,000 subscribers.

Videos White papers, 
reports and 

industry surveys

What the FinTech? 
podcast with 1000 average 

listens per episode 

Industry 
networking events 

and roundtables

Awards

Our 
portfolio

Our 
audience
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people said about mpe

catch a glimpse of the three compelling reasons why 
attending mpe 2024 was worth every moment. 

1.	high-quality content & learning
2.	 unparallel networking & business

3.	 relevant connections & friendly atmosphere

Curious to hear more about 
attendees’ experiences at 
mpe 2024?
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c a s e  s t u d i e s

see the payments challenge handbook here

https://merchantpaymentsecosystem.com/files/documents/mpe-2024-payments-challenges-handbook-sponsor-case-studies.pdf
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mpe 2024 in news 

coverage from our partners & 
participants

Francesco Burelli, Partner @ Arkwright Consulting

posting about key themes of mpe 2024; the potential and 
implications of #AI and other technologies for the ecosystem

#regulation as an unavoidable subject that touches all parts of the 
payments industry 

 
#innovation

Anna Maj, FinTech & Innovation Leader | Strategic Advisor & 
Investor
posting about customer experience and technology streng-
hts

Sandra Mianda, CEO-Founder, Paypr.work

posting about celebrating people in payments

and trends shaping the future of paymets and technology

Geoff	Barraclough, Founder, Business of Payments
writing “Cardmaggedon / the long-promised shift from cards 
to other forms of digital payments” - a round-up from mpe 
conference in Berlin 

Andréa Toucinho, Director of Studies, Prospective and Train-
ing, Partelya Consulting
posting about “diversity and inclusion”

Explore the top conference highlights shared by our value 
delegates and sponsors. 

https://www.linkedin.com/posts/aniamaj_mpe2024-payment-payments-activity-7173379582362959873-UhZZ/?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/francescoburelli_mpe2024-technologies-merchant-activity-7173610798773219330-nUDE/?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/francescoburelli_regulation-psd3-payment-activity-7173671681155088384-xAve/?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/francescoburelli_innovation-ai-genai-activity-7174143711059001347-hKaF/?utm_source=share&utm_medium=member_desktop
https://businessofpayments.substack.com/p/business-of-payments-mpe-special
https://www.linkedin.com/posts/andr%C3%A9a-toucinho-95102597_diversity-inclusion-staytuned-activity-7173717249441046528-21Wl/?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/sandra-mianda_mpe2024-mpe-thankyou-activity-7175149210193829888-aHyc/?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/sandra-mianda_technology-hospitality-guestpay-activity-7178831849111117824-aIPq/?utm_source=share&utm_medium=member_desktop
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mpe 2024 in news 

Key takeaways from four panels at the MPE 2024

The digital wallet effect: transforming loyalty programs, 
ConnectPay at MPE 

What captured mpe 2024 attendees attention?

The changing landscape of online payments in Europe

MPE 2024: Are machine-Initiated transactions the next big 
leap for payments?

AI in Merchant Payments: Insights from MPE 2024 

MPE 2024 Recap

Tech Talk: Israeli startups shine at MPE fintech conference

https://www.edgardunn.com/articles/key-takeaways-from-four-panels-at-the-mpe-2024
https://thepaypers.com/interviews/the-digital-wallet-effect-transforming-loyalty-programs-connectpay-at-mpe--1267418
https://www.linkedin.com/posts/fintech-finance_who-were-the-standout-speakers-and-topics-activity-7183015916111069184-N_mx/?utm_source=share&utm_medium=member_desktop
https://www.trustpay.eu/blog/the-changing-landscape-of-online-payments-in-europe/
https://www.paymentgenes.com/blog/mpe-2024-are-machine-initiated-transactions-the-next-big-leap-for-payments
https://whillet.com/blog/3756
https://www.ixopay.com/en/news/mpe-2024-recap
https://www.jpost.com/business-and-innovation/article-795033


64POSitivity magazine I

•	 Transforming digital banking and instant payments: the LHV 

story

•	 Ecommpay to present full-stack ecommerce offering at MPE 

2024

•	 What Makes MPE Different? | FF News at MPE 2024  

•	 The Next Big Disruptor in Payments | FF News at MPE 2024  

•	 Who Were the Standout Speakers and Topics? | FF News at MPE 

2024 

•	 Room for Improvement in the European E-Commerce Experience

exclusive video content & articles 
from media partners
Check out our complete press coverage below:

•	 MPE 2024: What will be the impact of a digital euro?

•	 Tokenisation in the ecommerce space

•	 MPE 2024: How are merchants implementing AI in payments? 

•	 Checkout success: Seamless payment strategies for merchants 

•	 Customer experience in the mobility vertical 

•	 E-commerce payment strategies: Choosing the right partner for 

your business 

•	 Striking the balance: Navigating e-commerce trends

•	 Adapting to B2B Payments: What businesses need to consider 

•	 Advancing payments: How can innovation drive business growth? 

•	 Nexi and Mastercard team up to advance Open Banking Pay-

ments across Europe 

•	 The top 3 advantages of going cloud-native 

•	 MPE 2024: How are merchants implementing AI in payments?

MPE 2023 in news 

https://www.finextra.com/newsarticle/43840/mpe-2024-what-will-be-the-impact-of-a-digital-euro
https://www.finextra.com/newsarticle/43848/mpe-2024-tokenisation-in-the-ecommerce-space
https://www.finextra.com/newsarticle/43835/mpe-2024-how-are-merchants-implementing-ai-in-payments
https://www.finextra.com/videoarticle/3063/checkout-success-seamless-payment-strategies-for-merchants
https://www.finextra.com/videoarticle/3060/customer-experience-in-the-mobility-vertical
https://www.finextra.com/videoarticle/3059/e-commerce-payment-strategies-choosing-the-right-partner-for-your-business
https://www.finextra.com/videoarticle/3062/striking-the-balance-navigating-e-commerce-trends
https://www.finextra.com/videoarticle/3064/adapting-to-b2b-payments-what-businesses-need-to-consider
https://www.finextra.com/videoarticle/3065/advancing-payments-how-can-innovation-drive-business-growth
https://www.finextra.com/videoarticle/3066/nexi-and-mastercard-team-up-to-advance-open-banking-payments-across-europe
https://www.finextra.com/videoarticle/3061/the-top-3-advantages-of-going-cloud-native
https://www.finextra.com/newsarticle/43835/mpe-2024-how-are-merchants-implementing-ai-in-payments
https://thepaypers.com/interviews/transforming-digital-banking-and-instant-payments-the-lhv-story--1267531
https://thepaypers.com/payments-general/ecommpay-to-present-full-stack-ecommerce-offering-at-mpe-2024--1267142
https://ffnews.com/fintech-tv/event/2024/merchant-payments-ecosystem-2024/what-makes-mpe-different-ff-news-at-mpe-2024/
https://ffnews.com/fintech-tv/event/2024/merchant-payments-ecosystem-2024/the-next-big-disruptor-in-payments-ff-news-at-mpe-2024/
https://ffnews.com/fintech-tv/event/2024/merchant-payments-ecosystem-2024/who-were-the-standout-speakers-and-topics-ff-news-at-mpe-2024/
https://ffnews.com/fintech-tv/event/2024/merchant-payments-ecosystem-2024/room-for-improvement-in-the-european-e-commerce-experience-gieseckedevrient/
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mpe 2024 sponsors

sponsors, exhibitors & partners, 
thank you!

mpe 2024 headline sponsor

platinum sponsors

gold sponsors
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mpe 2024 sponsors

silver sponsors

bronze sponsors

media & supporting partners



I Get in touch with the team behind 
POSitivity magazine

I Natalia Ivanis
natalia.ivanis@merchantpaymentsecosystem.com

I Filip Rasovsky
filip.rasovsky@merchantpaymentsecosystem.com

I Adriana Rasovska
adriana.rasovska@merchantpaymentsecosystem.com

I Want to talk business?
mpe@merchantpaymentsecosystem.com

I Interested in sponsoring?
spons@merchantpaymentsecosystem.com

POSitivity is the official digital publication
of © merchant payments ecosystem owned
by Empiria group. All rights reserved.

https://podcasts.apple.com/podcast/voice-of-mpe/id1514422995
https://www.youtube.com/user/EmpiriaGroup
https://www.linkedin.com/company/merchant-payments-ecosystem/
https://www.merchantpaymentsecosystem.com/

