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“Mobile payments have been ‘the next great thing’ for
many years now, but with very low adoption rates for
even the best-known products, the reality has yet to meet
the promise. The expanded features of the new services
being offered along with the increased penetration of
smartphones mean that the convenience of mobile
payments are on their way.”

— Robyn Kaiserman, Figanci i A

In this report we answer the key questions:

= Why aren’t consumers using mobile payments? R EPO RT N OW
< What needs to change to encourage usage?
The consumer payment landscape is changing rapidly as innovations in mobile technology are creating V I S l T:
new opportunities for both companies and consumers virtually every day. This report looks at the store.mi nte| .Ccom
following:
= What is the state of the payments industry and how is payment behavior changing? CALL
EMEA
= What challenges remain for consumers to overcome their hesitance at using mobile payments? +44 (O) 20 7606 4533

= What consumer segments offer the greatest potential for using mobile payment solutions? B i
razi
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DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
' more holistic view of this market
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Demographics of mobile device ownership will help mobile payments
Figure 38: Smartphone and tablet computer ownership, by age, February 2012
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Figure 70: Preferred payment method for medium-priced ticket items such as clothing, by gender and age, November 2012

Purchasing large-ticket items
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Figure 75: Preferred payment method for paying bills such as mortgage payments or utilities, by household income, November 2012
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Figure 77: Preferred payment method for paying money owed to family, friends, baby sitters, etc, by age, November 2012
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Brand Familiarity
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Figure 78: Familiarity with payments brands, by household income, November 2012

Figure 79: Familiarity with payments brands, by region, November 2012

Figure 80: Familiarity with payments brands, by generation, November 2012
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Figure 81: Ownership of credit cards, by gender and age, November 2012
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Most people pay off monthly credit card balances
Figure 83: Type of credit card owned and payment behavior, by gender and age, November 2012
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Figure 85: Type of credit card owned and payment behavior, by region, November 2012
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Figure 86: Reasons for applying for credit card, by age, November 2012
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Credit and debit card usage preferences
Figure 88: Attitudes toward credit and usage of credit and debit cards, by household income, November 2012
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Perceptions of Security of Various Payment Methods

Key points

Mobile payments seen as far less secure than all other methods
Figure 92: Attitudes about payment method security, by type of payment, November 2012

Figure 93: Attitudes about payment method security, by generation, November 2012

Interest in Payment Method Alternatives

Key points

Interest in low fee prepaid card higher than new mobile services
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Figure 94: Interest in payment method alternatives, by gender, November 2012
Figure 95: Interest in payment method alternatives, by household income, November 2012

Figure 96: Interest in payment method alternatives, by generation, November 2012

Cluster Analysis

Figure 97: Target clusters, November 2012

Figure 98: Preferred payment method by type of purchase, November 2012

Figure 99: Preferred payment method for purchasing small everyday items such as gasoline & food, by target clusters, November 2012
Figure 100: Preferred payment method for purchasing medium-priced ticket items such as clothing, by target clusters, November 2012
Figure 101: Preferred payment method for purchasing large-ticket items such as a television or furniture, by target clusters, November
Ei%luzre 102: Preferred payment method for online purchases, by target clusters, November 2012

Figure 103: Preferred payment method for paying bills such as mortgage payments or utilities, by target clusters, November 2012
Figure 104: Preferred payment method for paying money owed to family, friends, baby sitters, etc, by target clusters, November 2012
Figure 105: Familiarity with payments brands, by target clusters, November 2012

Figure 106: Ownership of credit cards, by target clusters, November 2012

Figure 107: Cards owned and payment behavior, by target clusters, November 2012

Figure 108: Reasons for applying for credit card, by target clusters, November 2012

Figure 109: Attitudes toward credit and usage of credit and debit cards, by target cluster, November 2012

Figure 110: Attitudes about payment method security, by target clusters, November 2012

Figure 111: Interest in payment method alternatives, by target clusters, November 2012

Figure 112: Target clusters, by demographic groups, November 2012

Appendix — Nielsen P$YCLE Lifestage Group Definitions

Younger Years
Upwardly Mobile
Metro Mainstream
Fiscal Fledglings
Family Life
Flourishing Families
Upscale Earners
Mass Middle Class
Working Class USA
Mature Years
Financial Elite
Wealthy Achievers
Upscale Empty Nests
Midscale Matures

Retirement Blues

Appendix — Trade Associations

American Bankers Association (ABA)
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American Financial Services Association (AFSA)
Consumer Bankers Association

Credit Union National Association (CUNA)

The Electronics Payment Association (NACHA)
National Credit Union Administration (NCUA)
NFC Forum
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