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“The payments world is rapidly changing as technology
designed to make paying for merchandise easier is

introduced every day. However, the challenge to the
industry remains the same as it has always been: are
consumers really looking to buy what the payments

industry is trying to sell?”

- Robyn Kaiserman, Financial Services Analyst

This report looks at the following areas:

• Can banks compete in the mobile payment space?
• What is holding mobile payments back?

The payments business in the US is evolving rapidly, and the evolution isn’t over yet. In addition to
the conventional credit cards, debit cards, and prepaid cards, consumers can now utilize mobile wallets,
NFC-enabled technology, and soon, EMV cards. For payment companies, the space is crowded and,
with nonbanks such as PayPal, Google, and Amazon – as well as small start-ups – jumping into the
fray, it is getting more crowded every day. What are these companies going to do and offer to get
consumers to choose them out of all the options they have?

This report builds on the analysis presented in Mintel’s Consumer Payment Preferences and Behaviors –
US, March 2013.
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Debit cards

Debit cards are often for debt management
Figure 34: Debit card behavior, by age, July 2014

Figure 35: Debit card behavior, by household income, July 2014
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Bigger screens make tablets easier to use for those aged 45+
Figure 36: Payment with mobile devices, by age, July 2014
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For those aged 65+, credit cards are more popular than cash
Figure 40: Primary payment methods for small everyday items, by age, July 2014

Credit cards popular among higher-income households
Figure 41: Primary payment methods for small everyday items, by household income, July 2014

Race is a factor
Figure 42: Primary payment methods for small everyday items, by race/Hispanic origin, July 2014
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Credit cards are more popular among men
Figure 43: Primary payment methods for medium-priced items, by gender, July 2014

Use of prepaid cards is growing among young people
Figure 44: Primary payment methods for medium-priced items, by age, July 2014

Higher earning households don’t use cash
Figure 45: Primary payment methods for medium-priced items, by household income, July 2014
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Millennials save for what they want
Figure 46: Primary payment methods for large-ticket items, by age, July 2014

Fewer Blacks and Hispanics use credit cards
Figure 47: Primary payment methods for large-ticket items, by race/Hispanic origin, July 2014

Online purchases

Use of online payments is increasing
Figure 48: Primary payment methods for online purchases, by age, July 2014

Bills

Paying with Mobile Devices

Preferred Payment Methods
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Checks still have their place
Figure 49: Primary method of paying bills, by gender, July 2014

Incentives may move young people online
Figure 50: Primary method of paying bills, by age, July 2014

Lower-income households are most likely to pay cash
Figure 51: Primary method of paying bills, by household income, July 2014
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Men are more familiar with brands
Figure 52: Familiarity with payment brands, by gender, July 2014

Recognition highest among ages 18-44
Figure 53: Familiarity with payment brands, by age, July 2014

Figure 54: Familiarity with payment brands, by household income, July 2014

Key points
Figure 55: Interest in mobile payment apps, by age, July 2014

Male Millennials most likely to want to use phones to pay at the register
Figure 56: Interest in mobile payment apps, by gender and age, July 2014

Key points

Men are less concerned than women about security
Figure 57: Agreement with attitudes toward payment activity, by gender, July 2014

Credit cards are seen as useful to all age groups
Figure 58: Agreement with attitudes toward payment activity, by age, July 2014

Men aged 18-34 have least security concerns
Figure 59: Agreement with attitudes toward payment activity, by gender and age, July 2014

Income affects card usage and security concerns
Figure 60: Agreement with attitudes toward payment activity, by household income, July 2014
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Most convenient payment method
Figure 64: Convenience of payment method, by gender, July 2014

Figure 65: Convenience of payment method, by generations, July 2014

Payment behavior

Credit cards

Familiarity with Payments Brands

Interest in Mobile Payment Apps

Attitudes toward Payment Activities

Appendix – Other Useful Consumer Tables
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Figure 66: Credit card payment behavior, by gender, July 2014

Figure 67: Credit card payment behavior, by generations, July 2014

Debit cards
Figure 68: Debit card behavior, by gender, July 2014

Figure 69: Debit card behavior, by household income, July 2014

Prepaid cards
Figure 70: Prepaid card behavior, July 2014

Paying with mobile devices
Figure 71: Paying with mobile device, by gender, July 2014

Figure 72: Payment behavior, by generations, July 2014

Preferred payment method

Small everyday items
Figure 73: Primary payment methods for small everyday items, by gender and age, July 2014

Figure 74: Primary payment methods for small everyday items, by generations, July 2014

Medium-priced items
Figure 75: Primary methods for medium-priced items, by race/Hispanic origin, July 2014

Figure 76: Primary payment methods of medium-priced items, by generations, July 2014

Large-ticket items
Figure 77: Primary payment methods for large-ticket items, by gender, July 2014

Figure 78: Primary payment methods for large-ticket items, by household income, July 2014

Figure 79: Primary payment methods for large-ticket items, by generations, July 2014

Online purchases
Figure 80: Primary payment methods for online purchases, by gender, July 2014

Figure 81: Primary payment methods for online purchases, by household income, July 2014

Figure 82: Primary payment methods for online purchases, by generations, July 2014

Bills
Figure 83: Primary payment methods for paying ills, by race/Hispanic origin, July 2014

Figure 84: Primary payment methods for paying bills, by generations, July 2014

Familiarity with payment brands
Figure 85: Familiarity with payment brands, by gender and age, July 2014

Figure 86: Familiarity with payment brands, by race/Hispanic origin, July 2014

Figure 87: Familiarity with payment brands, by generations, July 2014

Interest in mobile payment apps
Figure 88: Interest in mobile payment apps, by gender, July 2014
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Attitudes toward payment activity
Figure 91: Agreement with attitudes toward payment activity, by race/Hispanic origin, July 2014

Figure 92: Agreement with attitudes toward payment activity, by generations, July 2014
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Appendix – Trade Associations
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