
CashEssentials 



Driven by marketing

• Visa Annual Marketing 
Spend (2021): $1.14 billion 
or 5% of revenue

• MasterCard Advertising and 
Marketing (2020) : $657 
million or 11% of revenue. 
Down by 30% in 2020.

Payments are a Mass-market Consumer Product 



• The Cash Paradox: less cash payments 
but higher precautionary holdings

• Misinformation on cash as a vector of 
Covid-19 Transmission.

 Increase in limits on contactless 
payments

 Campaigns to promote digital 
payments

 Government and commercial 
campaigns to avoid cash

 Merchants refusing to accept cash

Covid-19 a Catalyst in the War on Cash



Are CBs Neutral towards CBDC?



Cash is the world’s most successful 
product. Yet it has no marketing plan 
nor budget.

• Is this sustainable?

• Who should communicate?

• Should central banks reconsider 
their neutrality towards payment 
instruments?

• What should the key messages?

• What media?

Who should Promote Cash?

https://www.ecb.europa.eu/euro/cash_strategy/cash_role/html/index.en.html
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