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Tancho Fingarov 
Senior Vice President,
Mastercard Services



Better understand your 

CUSTOMERS

For each of your customers, 
 
OPTIMIZE EXPERIENCE & VALUE

Similar Success Principles Apply Generative AI (AI 2.0)

Banks/corporates were the 
utility (product 
manufacturers)  and the 
digital natives through  AI 
models were driving the 
engagement 

Winners:
Google, Meta, Amazon, etc.

Foundational Gen AI models 
will be the utility and the 
companies that have the 
most data will be driving the 
engagement

Winners:
Banks have a unique 
opportunity to become the 
leading engagement channel 
for clients

2

Digitalization (AI 1.0)

Need for a New Approach



• With foundational models reaching the 
limits of public data training, access to 
private data becomes the biggest 
differentiator, while the base line 
models are becoming more of a 
commodity

• Customers are much more careful with 
how their data is shared… and critically 
trust banks more

.…How can banks leverage all this? 
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Need for a New Approach

Data is the only source of sustained competitive advantage 

Data 

Pe
rf

or
m

an
ce

Generative AI

Machine Learning
Human Learning



Need for a New Approach

https://www.accenture.com/us-en/insights/what-is-data

Organizing your Data
• Organized & scalable data environment: Companies with a clear data 

strategy are 2.3x more likely to succeed in AI (Accenture)
• Modernized environment leveraging Cloud. Offers the scalable infrastructure 

needed to handle large data volumes and run AI models effectively
• Right Workbench Tools: Examples include TensorFlow, PyTorch, Cloud 

platforms (AWS, Google Cloud, Azure), enablers (Databricks)

• Ensure Regulatory Understanding. Adhering to laws, regulations and ethical 
standards will be critical to building a sound AI foundation

• Data Governance & Responsibility as Enabling Function: 92% of AI leaders 
invest in AI ethics & data responsibility (Deloitte)

Leverage Existing Data and Expand Data Sets
• Leverage open banking to allow customers to share and safekeep data
• Build strong governance rules and consent frameworks around uses of 

data. Trust matters most but you also need to have a safe way of 
monetizing the data… less than 10% have operationalized privacy by 
design

Responsible Data & AI Governance



• Easier ROI justification 
• Less risk - less regulatory scrutiny
• Higher technology and data readiness 

so typically have better control over 
“internal data” vs customer data

• Need to build expertise and focus on 
relevant use cases

• GenAI models likely need more domain 
specialization (Walk before run 
approach) 
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More Commonly Referenced Use Cases

Document Processing & Analysis 
Automated analysis, Information 

synthesis, Compliance reviews

Customer Service enhancement 
Intelligent CS resources and co-

pilots, real time translations, etc.

Process Automation 
streamlined account opening, 

automated reconciliation, 
automatic reporting/analytics  

Risk Management 
Credit risk, fraud, scams, KYC 

support

Software Development 
Legacy system integration, Compliance code, code generation for complex 

products and trading systems, general software development benefits

Need for a New Approach



• However, the most interesting use 
case for AI isn’t automation, it’s the 
ability to leverage context and create 
personalization 

• Once this is done you can easily push 
personalized products

• Experience will be everything

• Technical skillset for building user 
experiences less relevant than the 
data underpinning those experiences

6

Selected Use Cases

Hyper – Personalization Advanced Investment / Trading 
Solutions 

New Product Innovation Retail / Wealth Banking 
Enhancements

Cross-Selling Optimization Marketing Optimization 

Need for a New Approach
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Internal productivity-focused tools Customer-facing tools 

Code generation, review

 

Marketing content 
creation

 

Market insights for 
product development

Risk, compliance and 
fraud management

 

Loyalty & Engagement 
via personalization  

Productivity assistants & 
knowledge repositories  

 

Streamline onboarding & 
KYC processes 

Call center/ financial 
advisor AI assistants

 

Credit assessment & 
issuance

 

Customer self-service 
virtual assistants 

 

Need for a New Approach
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AI Risks 
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9Source: BCG GenAI in FI Benchmarking Survey; 2024 n=62. (Americas, EMEA, Latin America, and Asia Pacific )

https://evidentinsights.com/reports/key-findings-report-2024

85%

18%
7%

of respondents believe GenAI will be 
highly disruptive to the industry

Have a well-defined 
GenAI strategy with 
implementation 
underway

Defined and 
implemented GenAI 
delivery teams / 
squads with clear 
structure and KPIs

GenAI Readiness 
Gap

A Readiness Gap Remains

HOWEVER …….
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Focus on recruiting, 
education and training 
as well as on the right 
incentives and 
recognition. Technical 
research skills and 
subject matter 
expertise matters

TalentData Management Leadership Innovation Transparency

Ensure the right data 
environment, available 
on demand in the 
cloud, with right 
workbench tools and 
operating models to 
capture data 
advantages with AI

Important to have 
alignment with 
business goals; top 
down commitment to 
ensure resource 
allocation, impact 
measurement and 
prioritisation

Build an innovation-
friendly culture, 
encourage 
experimentation and 
cross-functional 
collaboration

Clearly communicate 
AI intent and purpose 
and build strong 
governance around 
model / data 
transparency and 
interpretability

Start with operational efficiency focus Learn from the execution of these 
processes to drive hyper-personalization

A Readiness Gap Remains
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Thank you
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