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Executive Summary 

Mobile payments and digital wallets have evolved from niche options into mainstream payment 
methods worldwide. Over 4.3 billion people – more than half the global population – now use 
digital wallets, a figure expected to rise to nearly 6 billion by 2030. Digital wallets (such as Apple 
Pay, Google Wallet, PayPal, Alipay, and others) already account for an estimated 32% of in-store 
transactions and 53% of e-commerce transactions globally in 2024, making them the leading 
payment method in both physical and online retail. This rapid adoption has been fueled by the 
ubiquity of smartphones, advances in contactless payment infrastructure, and shifting consumer 
preferences during the COVID-19 era. The global transaction value flowing through digital wallets 
reached about $10 trillion in 2024 and is projected to grow robustly (to over $17 trillion by 2029), 
indicating a sustained double-digit growth trajectory toward 2030. Geographically, adoption is 
most mature in the Asia-Pacific (where mobile wallets dominate everyday payments), with the 
United States and Europe now accelerating as contactless payments and integrations improve. 
Overall, the present-day market (2024–2025) shows digital wallets firmly entering the mainstream 
of commerce, while cash usage continues to decline. 

Consumer behaviour trends underline both opportunities and challenges in this space. Trust and 
security perceptions play a pivotal role in adoption: a significant segment of consumers (especially 
older generations) voice security and privacy concerns about mobile wallets, even as the 
technology employs tokenization and biometric authentication to enhance security. Paradoxically, 
many younger consumers view mobile wallets as more secure than carrying physical cards, 
citing features like encryption and device-based authentication. Loyalty programme 
integration has emerged as a compelling feature – digital wallets increasingly enable users 
to store loyalty cards, earn rewards, and receive personalised offers seamlessly at checkout. 
This integration drives higher user engagement and provides retailers with richer customer data, 
effectively blending payments with marketing. Notably, generational differences are 
pronounced: Gen Z and Millennials are the most avid users of mobile wallets, often leaving 
home with only a phone in lieu of a physical wallet, whereas older Gen X and Boomer consumers 
adopt more gradually. Younger consumers value speed, convenience, and integration (often using 
wallets for everything from retail purchases to peer-to-peer transfers), while older consumers tend 
to stick with familiar card habits longer and require greater assurance of security to change their 
routines. Nonetheless, adoption is rising across all age cohorts, and the gap is narrowing as mobile 
payments become more universally accepted. 

The competitive landscape of digital wallets is dynamic and evolving. It features a mix of global 
technology giants and regional specialists. In North America and Europe, Apple Pay (on iOS 
devices) and Google Wallet (Google Pay) on Android have achieved wide usage for contactless 
point-of-sale payments, leveraging their deep integration into mobile operating systems. PayPal, 
with its massive user base, leads in online wallet transactions and peer-to-peer payments 



 

 

(complemented by its Venmo and Braintree services), and remains a staple for e-commerce 
checkouts. In Asia, Alipay and WeChat Pay exemplify how mobile wallets can become multi-
functional “super-apps,” dominating payment ecosystems in China and driving very high wallet 
penetration in daily life. Other notable players include Samsung Pay(especially in markets like 
South Korea), leading telecom or bank-led wallets in various countries (e.g. India’s PayTM and 
PhonePe, Africa’s M-Pesa, Europe’s local bank-backed wallets like Swish or Bizum), and 
numerous merchant-specific wallets (such as the Starbucks app) that tie payments to brand loyalty. 
Competitive benchmarking reveals that Apple and Google’s wallets benefit from strong security 
and hardware integration but face regulatory pressure (e.g. in the EU) to open up their ecosystems. 
PayPal’s strength in trust and ubiquity is tempered by rising competition from newer fintech 
offerings and integrated bank transfers. Chinese wallets show the potential of broad service 
integration but are mostly confined to their home market. In all regions, partnerships and 
interoperability are strategic factors – wallet providers are partnering with banks, card networks, 
retailers, and even each other (in some cases) to expand acceptance and functionality. For example, 
many large banks now readily enable their cards in third-party wallets rather than insisting on 
proprietary apps, and initiatives like Europe’s forthcoming EPI “Wero” wallet represent 
consortium approaches to scaling wallet adoption. 

Looking ahead, forecasts for 2025–2030 point to sustained expansion of mobile payments. By 
2030, digital wallets are on track to represent over half of all e-commerce payment value and 
roughly one-third of in-store payment value worldwide, consolidating their lead over cash and 
perhaps even overtaking traditional card usage in several markets. We project continued growth 
in user numbers (a ~35% increase in global users by 2029), transaction volumes (global mobile 
wallet payments value growing at high-teens CAGR through 2030), and an increasing share of 
consumers who rely on digital wallets as their primary payment interface. Key drivers will 
include further improvements in security and privacy measures (to convert remaining skeptics), 
deeper integration of value-added services (from loyalty rewards to buy-now-pay-later financing 
and personal financial management tools within wallets), and the rise of new technologies such 
as central bank digital currencies (CBDCs) and instant account-to-account payment systems 
that could be incorporated into mainstream wallets. Regional dynamics will continue to vary – for 
instance, North America’s in-person mobile wallet usage is expected to climb significantly from 
today’s levels as merchant acceptance becomes ubiquitous, while Europe’s push toward open 
banking payments may give rise to more local wallet solutions. The Asia-Pacific region will likely 
maintain its leadership, although growth there may moderate as the market is relatively mature. 
Crucially, consumer trust and habit formation will determine the pace: as more people 
experience the convenience and safety of mobile wallets, usage tends to become habitual and self-
reinforcing. 

For businesses and B2B decision-makers, the implications are clear. Retailers and service 
providers should ensure seamless digital wallet acceptance across channels – both online and in 



 

 

physical stores – to meet customer expectations for quick, contactless payments. Integrating 
loyalty programmes and personalised offers into the wallet experience can boost customer 
retention and spend. Financial institutions and payment providers are advised to collaborate with 
leading wallet platforms (for example, tokenizing their cards for Apple/Google Pay, or 
integrating with popular peer-to-peer apps) rather than attempting to go it alone, unless a truly 
differentiated local solution can be achieved. Educating consumers on security features 
and communicating the privacy safeguards in place will be essential to overcoming the 
remaining adoption hurdles among late adopters. Mobile payments are no longer a novel 
experiment – they are a core component of the modern payments landscape. Organisations that 
leverage the convenience and rich data of digital wallets stand to gain competitive advantage, while 
those that lag in enabling these payment methods risk falling behind in customer experience. In 
summary, the 2024–2030 period will be marked by digital wallets solidifying their role as 
a trusted, convenient, and integrated payment and commerce tool for the majority of 
consumers globally. 

 

 

 

 

 

 

 

 

 

 

 



 

 

1. Introduction 

Digital wallets and mobile payment platforms have transformed the way consumers transact, 
blending technology and finance into a new paradigm of cashless convenience. A digital 
wallet refers to an electronic application that allows individuals to store payment instruments (like 
credit/debit cards, bank account details, and even digital currencies), as well as other credentials 
such as loyalty cards, tickets, and identification, in a secure digital form. A mobile wallet is a 
subtype of digital wallet accessed via a mobile device (typically a smartphone or smartwatch), 
enabling in-person payments through technologies like Near Field Communication (NFC) or QR 
codes, in addition to online and in-app payments. Over the past decade, what began with simple 
concepts (for example, sending payments via text message or using a phone sticker for contactless 
pay) has blossomed into a sophisticated ecosystem of wallet providers and services. The launch of 
major wallet platforms – Apple Pay in 2014 and Google Pay (originally Google Wallet) in 
2011 – marked inflection points, introducing millions to tap-and-go mobile payments. Since then, 
numerous other players have entered the fray globally, from PayPal’s ubiquitous online 
wallet (and its peer-to-peer offshoot Venmo) to Asia’s super-app wallets like Alipay and 
WeChat Pay, and a host of regional solutions developed by banks, telecom operators, and 
merchants. 

Several convergent trends created fertile ground for mobile payments adoption. First, 
the proliferation of smartphonesprovided the hardware foundation – by the mid-2020s, roughly 
80% of adults worldwide have a smartphone, and most new devices come equipped with secure 
elements and NFC capability for payments. Second, merchants across the globe have upgraded 
point-of-sale infrastructure to accept contactless payments (initially for tap-to-pay cards, and now 
equally for phone-based payments), especially following the COVID-19 pandemic which 
increased demand for touch-free transactions. Third, consumer preferences have shifted toward 
greater convenience and speed: digital wallets allow checkout with a simple tap or scan, 
bypassing the need to carry and swipe physical cards or cash. These wallets also streamline 
online shopping by auto-filling payment details, thereby reducing cart abandonment. Additionally, 
digital wallets offer innovations in security, such as biometric authentication (fingerprint, face 
scan) and tokenization (substituting card numbers with one-time encrypted tokens), which 
collectively reduce fraud risk and provide peace of mind. This combination of factors has led to a 
surge in adoption, with digital payments overall seeing double-digit annual growth in recent years. 

Despite rapid growth, it is important to delineate the scope of what “mobile payments and digital 
wallets” encompass in this report. We consider all major forms of consumer-facing digital wallet 
usage: in-store proximity payments (using a phone or wearable to pay at a retail checkout 
terminal), online and in-app payments via stored credentials (e.g. using a wallet button or 
account for e-commerce purchases), as well as peer-to-peer (P2P) transfers through mobile apps. 
We also include relevant use cases such as mobile transit fare payments and cross-border wallet 



 

 

transactions. The focus is on wallets linked to traditional payment systems (cards and bank 
accounts) rather than cryptocurrencies, although we note where wallet providers are adding 
support for digital assets. Geographically, the report provides a global overview with deep dives 
into the United States and European Union markets, as requested. These regions are in a phase 
of accelerating adoption and provide a useful contrast with the Asia-Pacific, which is a more 
mature mobile payments market. The time horizon covers the present-day market (2024–
2025) status and trends, and extends to forecasts through 2030, reflecting expectations for growth 
and change in the medium term. 

Structurally, this document is organised as a traditional business research report. Following this 
introduction, Section 2 (Market Overview) examines the current state of mobile payments 
globally and by region, highlighting market size, growth rates, and usage patterns in 2024–
2025. Section 3 (Market Segmentation) breaks down the mobile payments market by platform 
(leading wallet providers), by use case (contexts in which wallets are used, such as retail, e-
commerce, transit, etc.), and by device type (smartphones versus wearables and other form 
factors). Section 4 (Consumer Behaviour and Preferences) explores the human factors: it 
analyses consumer trust and privacy concerns, the integration of loyalty programmes into wallets, 
and differences in adoption across generations. Section 5 (Competitive Landscape) provides a 
benchmarking of key players – their strengths, weaknesses, regional presence, and strategic 
partnerships – offering insight into how the competitive dynamics are shaping up in different 
markets. Building on these, Section 6 (Market Outlook and Forecasts) projects future adoption 
and usage trends from 2025 to 2030, including quantitative forecasts for user numbers and 
transaction volumes, and discusses emerging trends (such as regulatory changes, new 
technologies, and market consolidation). Finally, Section 7 (Conclusion and 
Recommendations) distills the findings into strategic implications and guidance for businesses 
looking to navigate or leverage the mobile payments wave. All data and factual statements are 
sourced from recent market research, surveys, and industry reports, which are listed in 
the Sources section. Through comprehensive analysis, the report aims to provide a clear and 
actionable picture of where mobile payments and digital wallets stand today and where they are 
headed, with particular attention to consumer trust factors, usage patterns in retail, loyalty 
integrations, and generational shifts that are pertinent to stakeholders in this ecosystem. 

 

 



 

 

2. Market Overview (2024–2025) 

The global market for mobile payments and digital wallets in 2024 is marked by robust growth 
and mainstream acceptance, albeit with varying degrees of penetration across regions. In terms 
of user base, digital wallet adoption has reached an unprecedented scale. As of 2024, there are 
approximately 4.3 billion digital wallet users worldwide, representing about 53% of the world’s 
population. This means a majority of global consumers have now used a digital wallet or mobile 
payment app in some form – a remarkable tipping point that illustrates how common these payment 
methods have become. Just five years ago, usage was far less widespread; the COVID-19 
pandemic (2020–2021) acted as an accelerator for adoption, as consumers and merchants sought 
out contactless payment options for hygiene and convenience. The total volume and value of 
transactions flowing through digital wallets have similarly surged. In 2024, the total transaction 
value via digital wallets is estimated around $10 trillion globally, spanning in-store and online 
payments. This figure has grown sharply from earlier years (for context, Worldpay reported $18.7 
trillion in overall digital payments in 2024, up from $1.7 trillion in 2014, with digital wallets 
comprising a significant share of this total). Projections indicate that by 2030, spending through 
digital payment methods (including wallets, account transfers, etc.) will exceed $33.5 trillion 
annually, with mobile wallets accounting for an ever-larger portion of that sum as their adoption 
expands. 

 

Mobile wallets have already become the single most used payment type for e-commerce 
globally, and are fast catching up in physical retail. According to recent market data, in 2024 
roughly 32% of point-of-sale (POS) payment transactions worldwide were made using a 
digital wallet, slightly surpassing the share of either cash or traditional payment cards. In online 
commerce, the dominance is even more pronounced: an estimated 53% of e-commerce 



 

 

transactions globally in 2024 were completed through digital wallets (this includes wallets like 
PayPal, Apple Pay, Alibaba’s Alipay, etc., used for online checkout). These statistics underscore 
a clear consumer preference shift – for online shopping especially, digital wallets offer one-click 
convenience and are often integrated as default options on retail websites and apps. For in-person 
payments, the 32% global share indicates that mobile wallets are now on par with or ahead of each 
individual traditional payment method (cash, credit, or debit) in terms of usage frequency, although 
it’s worth noting this is a global aggregate and masks regional differences. Asia-Pacific, 
particularly China, skews the global average upward due to extremely high mobile wallet 
usage there (nearly every adult in urban China uses mobile payments for daily purchases). By 
contrast, in many Western markets, cards still hold a larger share at POS, but the gap is closing 
year by year as wallet adoption grows. 

A closer look by region reveals uneven maturity in the mobile payments landscape: 

• Asia-Pacific: This region is the undisputed leader in mobile wallet adoption. Markets 
like China are essentially “mobile-first” in payments – as of 2024, over 80% of e-
commerce spending and nearly 60% of in-store transaction value in China and 
broader East Asia are via digital wallets. The Chinese urban experience (using 
Alipay/WeChat Pay for everything from street food to taxi fare) has been a case study in 
how wallets can largely replace cash. Other Asian markets such as India are also surging: 
India has one of the world’s highest adoption rates by population, with around 90% of 
consumers having used a mobile wallet in 2023 – thanks in part to the government’s 
Unified Payments Interface (UPI) which powers apps like PhonePe and Google Pay in 
India. Southeast Asian countries (e.g. Thailand, Indonesia, Vietnam) likewise report 3/4 or 
more of consumers using mobile wallets, often leapfrogging card infrastructure. The driver 
in Asia-Pacific has been necessity and convenience: in many developing markets, limited 
card penetration meant mobile apps became the first widely accessible cashless method 
(for example, millions in China and India went from cash straight to QR code payments, 
bypassing cards). Additionally, super-app ecosystems in Asia integrate payments with 
messaging, shopping, and services, embedding wallets deeply into everyday life. 

• North America (United States & Canada): The United States, while a birthplace of many 
payment innovations, has been a relatively late adopter of mobile wallets at physical 
stores. As of 2024, about 48% of U.S. consumers use digital wallets in some capacity 
(online or offline), and mobile wallets comprise an estimated 16% of in-person transaction 
value in the U.S.. This is a sharp increase from mid-2010s levels, but still behind Asia and 
parts of Europe. Contributing factors include the entrenched habit of card use (magnetic 
stripe and then EMV chip cards were dominant for decades), a fragmented payment 
landscape with no single wallet used universally, and until recently, inconsistent 
acceptance by merchants. That said, growth has accelerated: U.S. mobile wallet usage 



 

 

nearly quadrupled from 12% of consumers in 2022 to 48% in 2023 (per a J.D. Power 
survey) as familiarity and merchant support improved dramatically. High-profile retailers 
and the proliferation of contactless terminals (spurred by the pandemic) have normalized 
tapping one’s phone to pay. By 2025, more than half of U.S. smartphone users (around 
125–130 million people) are expected to be active mobile wallet users. It’s also noteworthy 
that over two-thirds of U.S. merchants now accept mobile wallet payments, up from 
only about 57% of small/medium merchants in 2022. Canada follows a similar pattern 
with slightly higher uptake than the U.S., given a strong contactless card culture that eased 
the transition to phone-based payments. Overall, North America is transitioning from a 
card-centric model to a hybrid model where mobile wallets become equally important. 

 

• Europe: The European Union shows a mixed but generally positive picture for digital 
wallets. Contactless technology is very widespread in Europe – virtually all payment 
cards and terminals support tap-and-pay – which has paved the way for mobile wallet usage 
(since the same terminals accept NFC phone payments). As of 2024, in-store mobile wallet 
adoption among European consumers is on par with the U.S.: surveys indicate roughly 25–
30% of Europeans have used a mobile wallet for an in-person payment in the past 
year. Even in traditionally cash-heavy countries like Germany and Italy, around a quarter 
of consumers made a mobile wallet payment in-store in 2024, signaling a significant 
cultural shift. Nordic countries and the UK are ahead of the curve – for example, Sweden’s 
Swish and the UK’s high iPhone usage have led to higher mobile pay adoption. Online, 
Europeans frequently use wallets like PayPal for e-commerce; PayPal is a market leader in 
online payments in major EU economies. Nonetheless, Europe’s wallet landscape is 
fragmented along national lines: many countries have popular local digital wallets or 
banking apps (Sweden’s Swish, the Netherlands’ iDEAL system, Belgium’s Payconiq, 
etc.) that consumers trust, often linked directly to bank accounts. These domestic solutions 
sometimes outrank global wallets in their home markets for certain use cases. Another 



 

 

defining factor in Europe is regulatory support for open banking – EU regulations (PSD2) 
have made it easier for non-card payments (like direct bank transfers initiated by wallets) 
to emerge. This has spurred innovation such as instant bank-transfer wallets and the 
planned European Payments Initiative (EPI), which aims to create a unified European 
digital wallet (branded “Wero”) to reduce reliance on U.S.-based card networks and 
wallets. In summary, Europe is steadily embracing mobile wallets, blending card-linked 
wallets and bank-account-based payment apps, with strong growth potential as 
interoperability improves. 

• Latin America: Mobile payments usage is growing quickly in LatAm, albeit from a lower 
base. Brazil stands out – thanks to the government-backed Pix instant payment system 
(accessible via mobile apps), about 60%+ of Brazilian adults now use digital wallets or 
instant mobile payments regularly. In fact, Brazil reports that 61% of all digital 
transactions in the country were via digital wallets in 2024, a figure higher than the U.S. 
Major e-wallet companies (MercadoPago, PicPay, etc.) are expanding across Latin 
America, often filling gaps left by low credit card penetration. Other countries 
like Mexico and Argentina are a bit behind but catching up as smartphone use and fintech 
adoption increase. Cash is still common in many LatAm markets, so wallet providers often 
emphasise financial inclusion and basic money transfer features as entry points (similar to 
what M-Pesa did in Africa). 

• Middle East & Africa: These regions have diverse outcomes. Parts of the Middle East 
(e.g. the Gulf states) have high smartphone and banking penetration, where global wallets 
and local telecom wallets are gaining ground, especially for a young, tech-savvy 
population. In Africa, mobile money services like M-Pesa in Kenya pioneered the concept 
of phone-based wallets over a decade ago, enabling millions without bank accounts to send 
and receive money. Today, M-Pesa and similar services (Orange Money, MTN MoMo, 
etc.) have evolved to support merchant payments, international remittances, and more via 
mobile wallets. An estimated 50%+ of mobile phone users in countries like Kenya, Ghana, 
and Tanzania use mobile money wallets for daily transactions. However, smartphone-
based wallet adoption (as opposed to SMS/SIM-based mobile money) is just beginning to 
rise in Africa as affordable smartphones proliferate. Overall, the value transacted via 
mobile wallets in Africa is growing rapidly, and these wallets are a cornerstone of financial 
inclusion efforts in the region. 

Across all these regions, some common macro-trends can be observed in 2024–2025: 

• Cash in Decline: The share of cash in total consumer payments is shrinking everywhere. 
In the U.S., cash fell to 15% of in-store spending by 2024 (from 44% in 2014). In markets 
with high wallet adoption (China, Northern Europe), cash is used in less than 10% of 



 

 

transactions by value. Mobile wallets, along with cards, have been primary drivers of this 
decline, offering more convenient alternatives to cash for even small everyday purchases. 

 

• Cards Still Fund Most Wallets: It is notable that in many countries, digital wallets are 
not displacing credit/debit cards so much as digitizing them. For instance, in the U.S., 
roughly 70% of mobile wallets are funded by linking an existing debit or credit card. 
Similar high ratios (67% in the UK, ~70% in Australia) are seen, meaning users are often 
using Apple Pay/Google Pay as a conduit to pay with their existing cards, rather than via 
direct bank account debit or stored wallet balances. The exception is in China and some 
developing markets, where wallets are frequently directly tied to bank accounts or prepaid 
balances. In effect, in Western markets the rise of mobile wallets represents a form-factor 
shift (plastic card to digital token) more than a shift in payment funding method. 
Consumers still trust their underlying cards, but prefer using them through a mobile 
interface for convenience. This dynamic is gradually changing as open banking and real-
time payments enable wallets to tap bank accounts directly, but as of 2024 cards remain 
deeply integrated in the wallet ecosystem. 

• Acceleration Post-Pandemic: The COVID-19 pandemic (2020–2021) significantly 
accelerated mobile wallet adoption globally. Many consumers tried contactless payments 
for the first time due to hygiene concerns, and merchants who previously hesitated quickly 
implemented contactless/NFC terminals. This led to a permanent step-change in usage. For 
example, the number of U.S. proximity mobile payment users jumped over 20% in 2020 
alone and has continued climbing. Markets like Germany, where cash was once king, saw 
a surge in contactless payments during this period, creating habits that persist. The 
pandemic essentially “trained” both consumers and retailers to use digital wallets, 
compressing years of gradual adoption into a much shorter time frame. 



 

 

• Changing Consumer Expectations: Consumers in 2024 expect speed and seamlessness 
in transactions. Mobile wallets deliver on this by cutting down payment time (no need to 
fumble for cash or cards, no PIN entry in many cases as biometric unlock suffices). A 
McKinsey survey in 2024 found that one in five digital wallet users now routinely leaves 
home without a physical wallet, relying solely on digital payments. This anecdote 
exemplifies how ingrained the mobile-first mindset has become for a segment of the 
population. Furthermore, consumers are starting to see digital wallets as more than just 
payment tools – they are repositories for boarding passes, event tickets, membership cards, 
even digital IDs in some jurisdictions. This multi-functionality increases the daily 
touchpoints consumers have with their wallet apps, reinforcing their use for payments as 
well. 

 

In summary, by 2024–2025 the global market for mobile payments can be characterised as one 
of broad adoption with room to grow further. Over half the world’s consumers use digital 
wallets, and in some regions it’s nearly ubiquitous. Transaction volumes through wallets are 
breaking records and taking an ever-larger slice of total consumer spending. However, adoption is 
not homogeneous – markets like the U.S. and parts of Europe are still in a growth phase and have 
not yet reached the penetration levels seen in China or India. The next few years will likely see 
these lagging regions catch up as the necessary infrastructure and user acceptance reach critical 
mass. Key factors to watch in the current market include the competitive interplay between wallets 
and traditional payment methods (are wallets mostly cannibalising cash, or also starting to edge 
out cards?), and the extent to which interoperability and partnerships develop (for example, will 
we see global wallets forging more cross-border acceptance, or regional consolidation via mergers 
and standards). At present, the market’s trajectory is clearly upward, with digital wallets cementing 
themselves as a core component of the retail and digital commerce experience. 



 

 

3. Market Segmentation 

Understanding the mobile payments market requires breaking it down along several dimensions. 
In this section, we segment the market by platform (leading wallet providers and ecosystems), 
by use case (the contexts and purposes for which wallets are used), and by device type (the 
hardware form factors through which consumers access their digital wallets). This multi-
faceted view highlights how adoption and usage can differ depending on what app is being used, 
for what activity, and on what device. 

3.1 By Platform 

The digital wallet landscape is populated by a variety of platforms that can be broadly grouped 
into a few categories: Big Tech wallets, payment company wallets, telecom/bank wallets, and 
merchant-specific wallets. Each platform has its own features, user base, and competitive 
strengths. Below we profile the major players and platform types: 

• Apple Pay / Apple Wallet: Apple Pay is a leading mobile wallet in terms of user adoption 
in many countries, especially in the United States and Europe. It comes pre-installed on all 
Apple iPhones, which gives it a large captive audience (Apple accounted for about 55% of 
U.S. smartphone shipments in 2023). Apple Pay allows users to tokenize their credit/debit 
cards in the Apple Wallet app and make contactless payments in-store (via NFC) or 
online/in-app payments. Its key strengths include security (strong device encryption, 
biometric ID, and tokenization) and seamless integration with the iOS ecosystem – 
paying with Apple Pay is deeply integrated into iPhone, Apple Watch, and Safari browser 
experiences. In markets with high iPhone usage, Apple Pay has become widely used for 
tap-to-pay; for instance, it is estimated to have 38% share of the U.S. digital wallet 
market by user numbers, making it the single largest wallet in the U.S. by users.  

 



 

 

Globally, Apple Pay’s user base was reported as over 500 million users in 2022, and it 
leads in several individual markets like the UK, Canada, and Australia in terms of 
contactless wallet payments. However, Apple Pay’s limitation is that it works only on 
Apple devices, which caps its reach to the roughly 1.2 billion active iPhone users 
worldwide. Apple has been expanding its financial services portfolio (e.g. the Apple Card 
credit card, Apple Cash P2P transfers, installment pay services), which all integrate with 
Apple Wallet – signaling that Apple aims to deepen its role in payments and financial 
services. Notably, Apple’s control over the NFC interface on iPhones has been 
controversial; until recently, Apple did not allow third-party wallets to use the iPhone’s 
NFC for tap-to-pay (forcing others to rely on QR codes or other methods). European 
regulators have pushed for changes here – in 2024 Apple announced it would open the 
Secure Element to third-party payment apps in the EU. This development could potentially 
introduce new competition on Apple’s own devices (such as bank-run wallets or the EPI 
wallet on iOS), but Apple Pay’s first-mover advantage and user familiarity remain 
significant. 

• Google Wallet (formerly Google Pay/GPay): Google’s wallet platform (rebranded back 
to “Google Wallet” in 2022) serves the vast Android ecosystem. It functions similarly to 
Apple Pay – users can store payment cards and make NFC tap-to-pay transactions, as well 
as use it for boarding passes, event tickets, etc. Because Android has a larger global market 
share than iOS (roughly 70-75% of smartphones worldwide run Android), Google’s 
potential reach is enormous. However, Android’s openness means Google’s wallet isn’t 
the only option on Android – phone manufacturers and mobile carriers have at times 
promoted their own wallets. Even so, Google Pay/Wallet has tens of millions of users in 
the U.S. (around 25–30 million in 2021, projected to ~40 million by 2026) and many 
more across India and Asia where it is one of the primary UPI apps or where it absorbed 
previous Google payment apps. Google Wallet’s strength is its broad availability (any 
Android phone with NFC can use it, and it has no transaction fees for card issuers unlike 
Apple), and its integration with Google’s services (e.g. it can integrate with Gmail for 
receiving tickets, with Chrome for auto-fill, etc.). A challenge for Google has been 
fragmentation and branding – the app has gone through multiple iterations (Android Pay, 
Google Pay, and now Google Wallet), which at times confused users. Additionally, in 
markets like India, Google Pay is hugely popular but functions more as a bank account-
linked payments app (leveraging UPI) rather than storing cards – showing Google’s 
adaptability to local conditions. In markets where Android is dominant and no single 
proprietary wallet took hold (such as many EU countries or Latin America), Google Wallet 
stands to gain a large user base by default. Its weaknesses include relatively lower user 
engagement in the U.S. (where Samsung Pay and others also compete for Android users, 
and where many Android users were slower to adopt mobile payments than iPhone users) 
and the fact that it’s not pre-loaded on some devices in certain regions (some manufacturers 



 

 

pre-install their own wallet or none at all, meaning the user must actively install Google 
Wallet). 

 

• Samsung Pay: Samsung Pay is a wallet exclusive to Samsung electronics customers 
(primarily Galaxy phones). It launched with a unique advantage: Samsung acquired a 
technology called MST (Magnetic Secure Transmission) which enabled Samsung Pay 
phones to transmit a magnetic signal to legacy magstripe-only card readers. This meant 
Samsung Pay could be used at older payment terminals that hadn’t been upgraded to NFC, 
giving it wider acceptance in markets like the U.S. around 2015–2017. Over time, as 
contactless NFC spread, MST has been deemphasized (newer Samsung phones in many 
regions no longer include MST hardware). Samsung Pay today operates similarly to other 
NFC wallets for contactless payments, and it also supports reward cards, transit passes in 
some cities, etc. Samsung has a loyal user base and in some countries like South 
Korea and Russia, Samsung Pay became very popular among Android users. In the U.S., 
estimates a few years ago showed Samsung Pay had around 18 million users, slightly 
above Google Pay at the time, though both lagged Apple Pay’s user count. Samsung’s 
strength lies in its hardware integration and marketing – it often promoted Samsung Pay as 
a key feature of Galaxy phones. It also launched Samsung Wallet (combining payments 
with other digital keys, similar to Apple Wallet’s approach). However, Samsung Pay’s 
exclusivity to one brand of devices limits its scale versus platform-agnostic wallets. 
Additionally, as Google Wallet improved and became standard on Android, some users 
shifted to that for convenience (especially once MST was less crucial). Samsung has 
pivoted to offering Samsung Pay as part of a broader Samsung Wallet which might include 
cryptocurrency storage and other features to retain power users. 

• PayPal (and Venmo): PayPal is one of the original digital wallets, founded in the late 
1990s for web payments. Today, PayPal Holdings operates a family of payment services 



 

 

including PayPal (for online checkout at millions of merchants worldwide), Venmo (a 
leading peer-to-peer wallet in the U.S., popular among younger users for splitting bills and 
paying friends), and other brands like Xoom (for remittances). PayPal has over 400 million 
active accounts globally. Its ubiquity as a checkout option on e-commerce sites is 
unparalleled – an estimated 69% of American digital wallet users in 2023 reported 
using PayPal most frequently, showing its enduring popularity online. PayPal’s strengths 
are its high trust and recognition, wide merchant acceptance (nearly every major online 
retailer and many smaller ones offer PayPal), and its cross-platform nature (works on any 
device or operating system). It also holds balances, so consumers can use PayPal as a 
stored-value account or link it to bank accounts and cards.  

 

In terms of in-person use, PayPal is less prominent, though it has made forays: it allows 
QR code payments in some stores and via its app, and has issued PayPal Mastercard debit 
cards for offline spending from PayPal balances. Venmo, on the other hand, has started to 
be accepted at some merchants in the U.S. and offers a Venmo card as well – it’s essentially 
becoming a wallet ecosystem of its own. In competitive terms, PayPal’s online 
dominance is being challenged at the margins by the rise of e-commerce wallet 
alternatives (Apple Pay, Google Pay web integration, Shopify’s Shop Pay, etc.), but it still 
captures a large share of desktop and mobile web payments. PayPal’s weakness could be 
its relative lack of presence at the physical POS compared to device-specific wallets. The 
company is trying to address that by integrating with Google and Apple wallets (e.g. 
allowing PayPal or Venmo credit cards in those wallets) and exploring tap-to-pay 
acceptance via mobile for small merchants. Nonetheless, PayPal remains a cornerstone in 
digital payments and is often the “default wallet” for cross-border online shopping, 
given its international reach and support for multiple currencies. 



 

 

• Alipay and WeChat Pay: These two wallets dominate the Chinese market and have 
hundreds of millions of users each. Alipay, operated by Ant Group (an affiliate of Alibaba), 
began as the payment method for the Alibaba e-commerce platforms and expanded into an 
all-purpose wallet. WeChat Pay, part of Tencent’s WeChat super-app, leverages the 
massive WeChat social messaging user base. Both are all-encompassing: Chinese 
consumers use them to pay in stores (usually by scanning QR codes), to pay bills, order 
food, book taxis, invest money, and even for government services. Together, Alipay and 
WeChat Pay handle the vast majority of China’s $36+ trillion in annual digital wallet 
payments volume. They also function as financial services hubs – users can maintain 
balances, earn interest in money-market funds, and access insurance or credit. Their 
primary funding source tends to be bank accounts or stored e-money (Chinese credit card 
usage is lower; these wallets helped leapfrog to account-based payments). Outside China, 
Alipay and WeChat Pay have extended their reach by targeting Chinese tourists and 
overseas students – many retailers in Europe, North America, and Asia accept payments 
from visiting Chinese users via these apps. The wallets have also invested in or partnered 
with local wallets in various countries (Ant Group has stakes in Paytm in India, bKash in 
Bangladesh, etc.). For non-Chinese consumers, however, these apps are not widely used 
except in certain parts of Southeast Asia where Alipay+ is making inroads. The strength of 
Alipay/WeChat is their integration into daily life and their super-app strategy – 
payments are just one layer in a rich stack of social and commercial features, driving 
immense user engagement. A potential weakness or rather limitation is that their model is 
hard to replicate elsewhere without the same ecosystem advantages, and they are subject 
to regulatory oversight (the Chinese government has set transaction caps and is promoting 
its own digital yuan). Nonetheless, they illustrate the upper bound of what a digital wallet 
ecosystem can achieve in terms of market penetration (over 90% of urban adults in China 
use them) and frequency of use (ubiquitous for transactions as small as a few RMB). 

• Regional and Telecom/Bank Wallets: Beyond the global players, many regional 
wallets deserve mention. In India, for example, local mobile wallets and UPI-based apps 
(Paytm, PhonePe, Google Pay India, etc.) are the primary cashless payment method for 
hundreds of millions of users – Paytm alone has over 70 million monthly active users and 
PhonePe even more. In Africa, M-Pesa (Kenya, Tanzania and beyond, run by 
Safaricom/Vodafone) has ~50 million active users and has extended from basic money 
transfer to merchant payments and international remittances. In Japan, a cash-oriented 
society historically, recent years saw an uptick in mobile payments via PayPay (a wallet 
launched by SoftBank and Paytm, not to be confused with PayPal) which now has tens of 
millions of users and significant market share in QR payments. Sweden’s Swish, Norway’s 
Vipps, Denmark’s MobilePay, Spain’s Bizum, Italy’s Satispay… the list of country-
specific wallets is long. These typically have strong penetration domestically: e.g., Swish 
is used by over 80% of Swedish ishmonth. Many are bank-driven (like Bizum is a 



 

 

consortium of Spanish banks), primarily enabling instant bank account transfers and 
increasingly retail payments. Their strength is localisation and trust – often tied to users’ 
primary banks or mobile carriers, they benefited from existing customer bases and 
regulatory support. Their weakness can be limited scope – they may not be accepted 
outside their home market or even for all purposes domestically (some might be P2P-
focused initially). However, some of these are expanding features (for example, Vipps, 
MobilePay and a Finnish wallet are merging to form a pan-Nordic solution). 

 

• Merchant-Specific Wallets: Finally, a segment worth noting is wallets developed 
by retailers or brands for their own ecosystems. The standout example is the Starbucks 
app: it combines a payment wallet (you preload money or link a card) with a loyalty 
programme, and it has been phenomenally successful in the U.S. – Starbucks’ mobile app 
accounted for about 25% of all Starbucks transactions in the U.S. in recent years, indicating 
millions of users prefer it to cash/card for their daily coffee. Other merchants like Walmart 
(Walmart Pay), Amazon (Amazon Pay), and ride-hailing apps (Uber Wallet, GrabPay in 
Southeast Asia) have also launched integrated payment features. These are essentially 
closed-loop wallets limited to that brand’s context, but they drive home the advantage of 
loyalty integration (customers often use these because they earn rewards or faster service). 
While no single merchant wallet (aside from perhaps Starbucks) has a large market share 
in overall payments, collectively they represent a strategy of “embedding payments” to 
enhance customer experience and loyalty. They compete indirectly with general wallets by 
capturing spend within their own apps. 

To summarise platform segmentation: the mobile wallet market features global titans (Apple, 
Google, PayPal) that provide broad payment utility, regional champions (Alipay, WeChat, M-
Pesa, etc.) that dominate specific locales or functions, and specialised wallets (bank-led, 
merchant-led) that address niche or localised needs. Importantly, these categories increasingly 



 

 

overlap and interplay. For example, PayPal and Apple have a partnership where the PayPal/Venmo 
credit cards can be loaded into Apple Pay, blending their ecosystems. Google’s openness means 
bank wallets or merchant passes can live inside Google Wallet. Many local wallets use 
Visa/Mastercard rails for parts of their transactions (or now, alternatively, their own faster payment 
rails). The competitive environment is thus not winner-takes-all; consumers often use multiple 
wallets for different purposes. In 2023, a U.S. survey showed that 43% of digital wallet users 
had two or more bank accounts linked and one-third had multiple cards linked, reflecting 
that people mix and match wallets/apps to suit their needs. Leading platforms are those that have 
achieved either ubiquity (acceptance in many places) or deep user engagement (integrating 
into daily routines or offering compelling rewards). In the next section on use cases, we will see 
how these platforms align with different payment scenarios. 

3.2 By Use Case 

Digital wallets are used across a variety of payment scenarios. We segment here the major use 
cases: Retail point-of-sale payments, e-commerce payments, transit and mobility payments, 
peer-to-peer transfers, and cross-border payments. Each use case has unique drivers and levels 
of wallet adoption. 

• Retail Point-of-Sale (POS) Payments: This refers to using a mobile wallet to pay for 
purchases at a physical store, restaurant, or any in-person merchant location. At POS, 
mobile wallets typically substitute for a card or cash by using an NFC tap or scanning a 
QR code at checkout. Adoption in this category is highly dependent on merchant 
acceptance and consumer habit. As of 2024, mobile wallet usage at POS is mainstream 
in some places (as discussed, over half of in-store transactions in China are via mobile 
wallets) but still emerging in others (around one-fifth of in-store purchases globally, and 
about 16% in the U.S., are via wallets). The appeal of wallets at POS is speed and 
convenience: transactions can be completed in seconds without fumbling with cash or 
plastic, and there is no need to enter a PIN for most wallet payments since authentication 
is done on the device. One user survey indicated “speed” and “ease of use” were the top 
benefits cited by consumers who use mobile wallets in stores (45% and 44% of users 
respectively). Retail POS wallets also allow integration of loyalty (e.g., some wallets will 
automatically pull up your loyalty card or offer during payment) and digital receipts, 
enhancing the shopping experience. By use case, we see certain retail environments driving 
wallet usage: for example, fast food and quick-service restaurants saw a big uptick in 
mobile wallet pay (many chains now accept Apple/Google Pay and also have their own 
order-ahead apps), as did grocery stores and convenience stores during the pandemic.  

Public markets and small vendors in many developing countries leapfrogged to mobile 
QR payments (like street stalls in China with an Alipay QR code). Even in markets like the 



 

 

U.S., there’s momentum – pharmacies, big-box retailers, and others commonly advertise 
tap-to-pay acceptance. A constraint for some time was that not all merchants, especially 
smaller ones, had updated terminals; but now, with contactless card acceptance becoming 
standard (e.g. in the U.S., over 90% of new card terminals support contactless/NFC), the 
infrastructure is largely in place for wallets too. In countries like Australia, UK, Canada, 
where contactless cards are heavily used, paying by phone is a natural extension and has 
seen steady growth (though interestingly, in those countries, some consumers stick to 
tapping the physical card out of habit since it’s equally convenient – mobile wallets must 
compete with that ingrained behavior). Overall, the trend is that wallets are capturing a 
rising share of in-person payments yearly. Projections by Worldpay suggest that by 2030, 
mobile wallets will account for about 30% of all POS transaction value worldwide, up 
from roughly one-sixth in 2024 – indicating that it will likely overtake cash and possibly 
even challenge card usage in stores. 

 

• E-Commerce and In-App Payments: Digital wallets have become a dominant method 
for online shopping payments. When we talk about e-commerce (buying on websites or 
mobile apps), wallets like PayPal, Apple Pay, Google Pay, Amazon Pay, and others have 
significant advantages: they reduce friction by eliminating the need to manually enter card 
details, and they often provide an extra layer of buyer protection or convenience (like 
PayPal’s dispute resolution or simply the trust of not exposing your card number to each 
merchant). In 2024, an estimated 53% of global e-commerce transactions were made 
through digital wallets, which makes wallets the single largest category for online 
payments, ahead of cards. PayPal has been a big contributor to this, especially in North 
America and Europe. Meanwhile, in mobile apps, both Apple Pay and Google Pay have 
made inroads: for instance, within iOS apps, using Apple Pay for checkout can dramatically 
speed up the process (one tap with Face ID instead of filling forms). Many merchants report 
higher conversion rates when wallet options are offered because customers find it easier to 



 

 

complete the purchase. Another factor is mobile commerce growth– as more shopping 
shifts to smartphones, wallets integrated into phones are well-positioned to capture that. 
Asia’s picture is again instructive: in China, most e-commerce is via mobile and virtually 
all is paid via Alipay or WeChat Pay. In Western markets, credit/debit cards still have a 
sizable share online, but even there, the entry of wallets is eroding the need to type card 
numbers. Additionally, “Buy Now Pay Later” (BNPL) services (like Klarna, Afterpay) 
have emerged in e-commerce – while not exactly wallets, they often appear as alternative 
payment buttons and target the same seamless checkout goals. Some wallets have even 
integrated BNPL (PayPal has PayPal Pay in 4, Apple introduced Apple Pay Later). In 
summary, for e-commerce, digital wallets are now a standard payment option and in many 
cases the preferred one for their speed and security. Retailers increasingly encourage wallet 
use in their online stores to reduce drop-offs. It’s also worth noting subscription and bill 
payments can be considered here: wallets are being used to store payment info for 
recurring charges (e.g., you might pay your Uber rides or Netflix subscription via a wallet 
on file). The convenience of one-tap or background payments is a huge plus for the digital 
economy. 

• Transit and Mobility Payments: An important and growing use case for mobile wallets 
is paying for public transport fares and other mobility services. Many major city transit 
systems now allow riders to simply tap their phone or watch at the gate instead of using a 
transit card or ticket. For example, London’s Underground and buses accept Apple Pay 
and Google Pay just like contactless bank cards, eliminating the need for tourists or 
infrequent riders to buy a separate Oyster card. New York City’s OMNY system, 
Singapore’s MRT, Hong Kong’s Octopus, and transit in places like Sydney, Paris, etc., 
have all moved toward accepting standard contactless payments which in turn enables 
phone wallets to be used. Some cities have even partnered directly to integrate transit cards 
into wallets (e.g., Japan’s Suica transit card can be loaded into Apple Wallet, allowing 
iPhone users to use it for trains). The appeal of using a wallet for transit is very clear: it 
speeds up entry (no need to top-up a separate card if it charges your bank card through the 
wallet) and it’s one less physical card to carry. Many wallets offer a special “Transit mode” 
for convenience (for instance, Apple’s Express Transit feature allows a designated transit 
card in Apple Wallet to be used without unlocking the phone for an even faster tap). 
Beyond public transport, ride-hailing services and micro-mobility (scooters, bike-
shares) also rely on digital wallet payments under the hood. If you take an Uber or Lyft, 
your stored payment method is essentially acting as a digital wallet transaction; in some 
regions, you can even pay Uber with wallets like PayPal or Apple Pay. As urban mobility 
continues to digitize, mobile wallets are the glue facilitating quick payments: parking 
meters, highway tolls, EV charging stations are other examples increasingly supporting tap 
or app payments. This use case, while somewhat niche compared to retail and e-commerce 
in pure volume, is strategic – it gets consumers accustomed to using their phone as a daily 



 

 

payment tool during commutes. Data from Europe shows significant growth in people 
using mobile payments for transit post-2020 as agencies upgraded their systems. We expect 
transit to further integrate (for example, the EU’s PSD2 and open-loop transit payments 
will make it standard for any contactless card or wallet to be usable on public transport). 
For local authorities and transport companies, accepting mobile wallets can reduce the 
costs of handling cash or maintaining proprietary ticket systems. 

• Peer-to-Peer (P2P) Transfers: One of the most popular categories, especially in markets 
like the U.S., is using mobile wallet apps to send money to friends, family, or small 
businesses. Services like Venmo, Cash App, Zelle, and others have partially replaced 
cash or checks for splitting bills, paying roommates, gifting money, etc. Venmo (owned by 
PayPal) and Square’s Cash App each have tens of millions of active users in the U.S., 
mostly among younger demographics initially, but increasingly across age groups. These 
P2P apps can be thought of as digital wallets as well, even if the use case is not merchant 
payment. They hold balances (e.g. Venmo balance) or instantly transfer funds from one 
bank to another through an intermediary. In China, WeChat Pay’s initial explosive growth 
was in P2P (sending “red envelope” money gifts digitally became a viral phenomenon). In 
many countries, the most-used digital payment function is simply sending money to 
another person, whether via a dedicated app or via features embedded in banking apps. 
For instance, in Europe, services like Swish (Sweden) or Paym (UK) or Interac e-Transfer 
(Canada) are extremely common ways to pay individual-to-individual, often via mobile.  

 

The lines between P2P and merchant payment blur when those same apps are used by sole 
proprietors or casual sellers (think of paying your plumber via Venmo or a market vendor 
via Swish). This category is significant because it cultivates network effects – people adopt 
the app because their friends use it, and then they keep using it for more purposes. 
Monetization of P2P wallets is low (often free or small fees), but companies leverage the 



 

 

user base for expansion (Cash App, for example, has added the ability to buy Bitcoin and 
stocks, essentially growing into a broader financial app). In the U.S., an interesting 
dynamic is the banking industry’s response: Zelle is a bank-backed network that enables 
near-instant bank transfers through member banking apps, and has grown to handle 
enormous volumes (it outpaced Venmo in total value, given its use for larger payments like 
rent). Zelle isn’t a “wallet” one keeps money in, but functionally it competes in the same 
P2P space. For mobile wallet adoption as a whole, P2P is a powerful entry point: many 
hesitant users start using digital payments by sending $10 to a friend in an app, and that 
can build trust and familiarity that later translates into using wallets for retail payments. 

• Cross-Border Payments: Cross-border transactions include both e-commerce purchases 
from foreign merchants and remittances (international money transfers between 
individuals). Digital wallets are increasingly facilitating these flows. For instance, if a user 
in the U.S. buys a product from a European website and pays with PayPal, PayPal 
seamlessly handles the currency conversion and cross-border aspects; similarly, Alipay is 
used by Chinese consumers to buy from overseas merchants on AliExpress. On the 
remittance side, companies like Revolut, Wise (formerly TransferWise), PayPal/Xoom, 
and others provide multi-currency wallet accounts that make sending money 
internationally easier and cheaper than traditional methods. Some wallets have local 
partnerships to allow cross-border payments: Alipay users traveling abroad can pay at 
merchants via tie-ups with local acquirers; a tourist with WeChat Pay can transact in 
Europe through an integrated network that converts and settles with the merchant in their 
currency. While still a developing aspect, cross-border wallet use is growing because it 
offers a smoother experience than cash or card alternatives (for example, no need to carry 
foreign cash, and possibly better exchange rates or lower fees than using a credit card 
abroad). Additionally, migrant workers increasingly use mobile services to send money 
home – for example, M-Pesa has international remittance links now, and apps 
like WorldRemit or Remitly work as mobile-first remittance platforms often connecting to 
mobile wallets on the receiving side. The World Bank has noted that digital and mobile 
channels are driving down remittance costs and increasing accessibility. 

In examining use cases, it’s apparent that digital wallets are permeating virtually every 
payment context. A given consumer might use Apple Pay at a store, PayPal on an online shopping 
site, Swish to pay a friend, and a transit card in their wallet to ride the metro – all in the same day. 
One user survey found that those who adopt digital wallets tend to keep using them frequently: 
more than half of American digital wallet users reported using some wallet app at least weekly for 
payments. This multi-use versatility of wallets is what makes them so powerful; they are not 
limited to one kind of transaction but can potentially handle the full spectrum of consumer payment 
needs. 



 

 

 

 

From a business perspective, each use case opens opportunities and challenges. Retailers benefit 
from faster checkouts and potentially higher throughput with mobile pay, but had to invest in new 
terminals and staff training. E-commerce merchants see improved conversion but must navigate 
which wallets to offer (PayPal, or Pay with Apple/Google, etc.) to satisfy customers. Transit 
authorities can reduce cash handling and ticketing costs but need to modernize infrastructure and 
deal with issues like how to handle passengers without bank accounts or phones. Peer-to-peer 
wallet growth can be both a threat and an opportunity for banks (threat if they disintermediate bank 
transfers, opportunity if the bank co-opts it like with Zelle). The strategic thread across use cases 
is integration – the more integrated a wallet is in a user’s life, the more “stickiness” and value it 
gains. This is why we see companies striving to expand their wallets from a single use case to 
multiple: e.g., PayPal adding in-store QR payments, or Apple adding transit and student IDs, etc. 

3.3 By Device Type 

Consumers primarily access digital wallets through devices, and the type of device can influence 
usage patterns and adoption. The key device types to consider are smartphones, wearables (like 
smartwatches), and card-based or other physical token factors. We examine each: 

• Smartphones: The smartphone is the central device for mobile payments, and nearly all 
digital wallet activity involves a phone at some point. Whether it’s tapping an NFC reader, 
scanning a QR code, or confirming an online payment, smartphones are the default 
hardware for digital wallets. The penetration of smartphones (particularly internet-
enabled, NFC-capable models) therefore directly correlates with where digital wallet 
adoption is possible. In 2024, there are about 6.8 billion smartphone subscriptions globally, 
which provides the addressable base for mobile wallet use. High smartphone penetration 
markets (North America, Europe, East Asia) have seen correspondingly high potential for 



 

 

wallet adoption. On phones, wallets often utilize device-specific security features: for 
example, Apple and Samsung phones have secure elements for storing card credentials and 
use biometric sensors to authenticate the user. Android phones similarly use device 
tokenization and Google’s safety net for payments. Thus, the security of 
smartphones (when properly updated and used) is generally very high for payment 
purposes – arguably higher than physical cards, which can be lost or skimmed. The 
convenience of smartphones lies also in their connectivity; they can receive real-time 
updates (like push notifications for transaction confirmations or loyalty rewards), 
enhancing user trust and experience. One interesting behavioural trend: as mentioned 
earlier, some people have grown comfortable enough to rely solely on their phone for 
payments. In countries like China, it’s common to see people not carrying wallets at all, 
just a phone. In the U.S. and Europe, this is emerging among tech-savvy segments; 
about 20% of digital wallet adopters in the US said they often leave the house without 
a physical wallet, using phone payments wherever possible. Of course, the ubiquity of 
phone usage for payments varies – younger generations and urban dwellers are more prone 
to use phones for every little purchase, whereas older consumers might still reserve mobile 
payments for certain situations. Nonetheless, the smartphone will remain the primary 
vehicle for digital payments as it combines so many necessary elements (interface, security, 
network access, and now even various passes and IDs). 

• Wearables: Wearable devices, particularly smartwatches (like the Apple Watch, Samsung 
Galaxy Watch, Google Wear OS watches, and fitness devices with payment chips), have 
become an extension of mobile wallets. These devices allow users to make contactless 
payments without needing to pull out a phone – for example, a jogger can buy a bottle of 
water with just their Apple Watch, or a commuter can tap their Garmin fitness band to pay 
transit fare. While wearables account for a smaller share of transactions today, their usage 
is on the rise among those who own them. Apple has reported high Apple Pay usage among 
Apple Watch owners; some surveys indicated that a significant portion of Apple Watch 
users have tried using it to pay. The convenience of wearables is often cited in contexts 
like exercising (when you might not carry your phone) or quick access (a tap of the wrist 
can be faster than even a phone). Wearable payments piggyback on the same tokenization 
setup as phone wallets – the watch typically is linked to the phone’s wallet credentials or 
has its own secure element and verification. There are also wearable accessories like rings, 
bracelets, or key fobs with NFC chips that some banks have issued for payments (though 
these are relatively niche). The current market share of wearables in digital wallet payments 
is hard to precisely quantify, but as an anecdote: in some countries, banks have launched 
promotions for payment-enabled wearables to tech-savvy customers, indicating interest. A 
few challenges exist: wearables often require connection to a phone for setup, and not 
everyone wears one. But as the smartwatch adoption grows (estimated 1 in 6 adults in the 
US has a smartwatch, for example), we can expect wearable payment usage to follow. 



 

 

Europe has some adoption here too – in the UK, it’s not unusual to see people tap their 
watches to pay on the Tube or at shops. From a generational angle, younger consumers 
are more likely to adopt wearable pays quickly, whereas older might stick to phones if they 
even have a smartwatch. The takeaway is that wearables are expanding the ecosystem – 
they make digital wallet usage even more frictionless by further reducing what the user 
needs to do (just a gesture). They are part of the narrative that payments are fading into the 
background of devices. 

• Card-Based Wallets and Physical Payment Tokens: This segment is a bit counter-
intuitive – how can a wallet be card-based? This typically refers to physical cards or devices 
that digitally represent a wallet account or aggregate multiple payment sources. One 
example is stored-value cards linked to wallets: for instance, Alipay users in China can 
get a physical prepaid card that draws from their Alipay balance to use in places that only 
take cards. Another example is PayPal’s Cash Card (a debit Mastercard) which lets users 
spend their PayPal funds in the physical world where PayPal itself might not be accepted 
– effectively turning the PayPal wallet into a card transaction. Multi-account smart 
cards have also been tried (there were startups that made programmable cards that could 
switch between your credit cards, aiming to condense your wallet – most failed to gain 
traction). In a broader sense, “card-based wallets” could also describe the digital wallet 
services provided by card networks or banks that tie closely to cards: e.g., Mastercard 
Click-to-Pay and Visa Checkout were schemes to create a wallet-like one-click 
experience using your card credentials. These did not gain as much mindshare and 
Visa/MC have since pivoted those strategies (Visa Checkout was folded and the networks 
backed EMVCo’s click-to-pay standard).  

 

However, on the device front, many consumers still carry physical contactless cards and 
those can be seen as competitor devices to phones for quick payments. In markets 
like Australia or Canada, tapping a contactless plastic card is so ingrained that for some 
consumers, using the phone doesn’t present a huge benefit except maybe for receipt 



 

 

tracking or if they don’t want to carry the card. Banks in those regions have sometimes 
issued sticker tags or tiny cards you can stick on a phone or wear, again blurring lines 
between card and device. We should also include in this discussion EMV payment cards 
stored on mobile devices – effectively what Apple/Google do is store a “card” virtually. 
So from the perspective of payment networks, wallets like Apple Pay are still “card-based” 
in that they use the card rails (just tokenized). The significance of card-based wallets is that 
they highlight how entrenched the card infrastructure is: even as technology changes the 
front-end (mobile interface), the back-end is often still a Visa or Mastercard or UnionPay 
transaction. That said, alternative rails (like direct bank transfers) are growing within 
wallets, particularly under open banking initiatives or real-time payment systems (e.g., in 
India or Brazil, wallet transactions may ride the instant bank transfer system rather than 
card networks). 

In summary, device type segmentation shows that smartphones are the hub of digital wallet 
activity, with wearables emerging as a convenient complement for certain segments, and that 
the concept of a wallet can even extend into reimagined “cards” or other physical tokens for 
bridging old and new payment worlds. As IoT (Internet of Things) technology progresses, we 
might even consider other devices as payment conduits – for instance, connected cars that pay for 
fuel or tolls automatically (your car’s system acting as a wallet), or smart appliances that can 
reorder supplies. These are early-stage use cases but not far-fetched. Already services like 
Amazon’s Dash Replenishment and others handle payments in the background after an IoT trigger; 
however, those are tied to stored card details more than consumer-facing wallets at this point. 

One important observation is that user preferences for device can influence adoption among 
different demographics. For example, someone might not be comfortable paying with a phone 
but could be persuaded to use a familiar-looking card that’s linked to a wallet, or vice versa. 
Offering multiple form factors (like Apple does: phone and watch; or PayPal does: app and 
physical card) can cover more user needs and scenarios. 

Ultimately, the trend is toward payments becoming device-agnostic and seamless – consumers 
will expect to pay with whatever gadget or interface is at hand. The ecosystem is evolving so that 
whether it’s a phone, watch, car, or other smart device, the same digital wallet credentials can be 
securely used. This device flexibility will further entrench digital wallets as indispensable, as they 
won’t be tied to one gadget – if your phone battery dies, you might use your watch; if you forgot 
your wallet, you use your phone; if you don’t have either, perhaps your car or a voice assistant at 
home could do an order. While these scenarios are emerging, the current reality as of 2025 is that 
the smartphone remains king, the smartwatch is a prince on the rise, and plastic cards are 
gradually morphing from the primary tool to a backup or integrated component of the digital wallet 
ecosystem. 



 

 

 

4. Consumer Behaviour and Preferences 

The adoption of mobile payments is not just a story of technology and availability – it is equally a 
story of consumer attitudes, trust, habits, and desires for value. In this section, we explore how 
consumers view digital wallets, what motivates or hinders them from using these payment 
methods, and how usage patterns differ across demographics. We focus on three key areas 
highlighted in this report’s scope: trust and privacy concerns, the role of loyalty programme 
integration, and generational differences in usage. 

4.1 Trust and Privacy Concerns 

Consumer trust is a crucial factor in the adoption of any new financial technology, and digital 
wallets are no exception. Many consumers initially approach mobile payments with a mix of 
curiosity and caution, as using a phone to pay raises questions about security, fraud, and data 
privacy. Over the past few years, surveys have consistently identified security concerns as a top 
barrier for those who hesitate to use digital wallets. For example, a 2023 J.D. Power survey of 
U.S. consumers who had not adopted mobile wallets found that 35% cited security fears as the 
primary reason they avoided using digital wallets – by far the most common concern, 
outweighing other reasons like not seeing the need or perceived complexity. This indicates that 
over a third of non-users simply did not trust that their money or personal information would be 
safe if stored on a phone. 

Interestingly, these security concerns persist despite the fact that mobile wallets, from a technical 
standpoint, offer strong protections. Modern wallets employ tokenization, where the actual card 
number is replaced with a random token for transactions, meaning merchants never see your real 
credentials. They use biometric locks (fingerprint, face recognition) or device PINs, adding a 
layer of user authentication that physical cards lack (if someone steals your credit card, they can 
often use it without a PIN for tap transactions or online; whereas a stolen phone is useless for 
payments without the owner’s face, finger, or passcode). Many wallets also do not transmit your 
name or other personal details to the merchant beyond what’s necessary, arguably preserving more 
privacy than handing over a card or cash. Yet, the average consumer might not be aware of these 
details. There is a perception gap – as one payments expert noted, a large fraction of consumers 
“think [mobile wallets] are insecure, even though they encrypt and tokenize data and don’t share 
actual card info”. The newness of the technology and perhaps a lack of clear public education 
mean that fears of hacking or data breaches loom in the public mind. Additionally, high-profile 
cyber incidents (unrelated to mobile wallets per se, like retail data breaches or identity theft stories) 
can spill over and make people wary of all things digital with money. 



 

 

Privacy is intertwined with security in consumer concerns. Some users worry, for instance, that 
using an Apple or Google wallet means those big companies might track their purchases or 
location. Others might fear that having all their cards on a phone creates a single point of failure if 
someone compromises the device. These are not entirely unfounded concerns – digital transactions 
do create data trails. However, regulations such as Europe’s GDPR and industry practices place 
limits on data usage; Apple, notably, positions itself as privacy-centric (it says it does not keep a 
history of Apple Pay transactions tied to individuals). Still, trust must be earned, and consumers 
often take a conservative stance: they trust what they have used for years (cash, plastic cards) more 
than something new, until proven otherwise. 

It’s important to note that trust levels do increase with familiarity and generational change. 
Surveys have found younger consumers much more trusting of mobile wallets’ security than older 
ones. A study in 2023 noted that about 58% of urban consumers considered mobile payments 
secure – likely skewed toward younger, more tech-savvy individuals – while a far smaller 
percentage of older rural consumers felt the same. Another finding: 44% of Boomers+ said they 
were “unsure” about mobile wallet security, compared to only 23% of Gen Z who expressed 
such uncertainty. The implication is that experience and digital literacy play a role – those who 
grew up with technology (Gen Z, Millennials) are more inclined to trust well-known tech brands 
and encryption, whereas older consumers who recall times of analog security (keeping money in 
a safe, etc.) might instinctively be more skeptical of invisible digital safeguards. 

 

For digital wallet providers and promoters, addressing trust and security concerns has been 
paramount. The industry has undertaken several approaches: 

• Education and Communication: Many bank and fintech websites now have FAQs 
explaining that mobile wallets do not share your actual card number and that biometric 
locks secure the app. Marketing often highlights security as a selling point, e.g., Apple 



 

 

Pay’s tagline included “Apple Pay is safer than using a physical card” in past promotions, 
emphasizing that your card number is not shared and each transaction is authorized by you. 

• Guarantees and Liability Policies: To reassure users, providers often mirror or extend 
the protections people expect from cards. For instance, in most countries, if fraudulent 
transactions occur via a mobile wallet, the user has similar zero-liability protection as they 
would with their card (the bank or provider eats the cost). PayPal has its buyer protection 
for goods, which builds trust in using it for e-commerce. Some wallets have begun offering 
notifications for every transaction (so you can spot unauthorized use immediately) and easy 
in-app mechanisms to lock or remove cards remotely if a device is lost. 

• Privacy Controls: In response to general privacy zeitgeist, companies like Apple tout that 
they don’t store personal transaction data or that it stays anonymous. Google, which 
historically uses data for advertising, actually revamped Google Pay (Wallet) with options 
to opt-out of sharing transaction history and has been more vocal in assuring users that 
sensitive financial data isn’t sold or shared without consent. 

• Leaning on Reputable Brands: Many consumers might not trust a random startup with 
their money, but they will trust their bank or a well-known tech brand. Hence, traditional 
banks integrating with wallets (or launching their own) can leverage the trust they already 
have. The popularity of Zelle in the U.S. was partly because it’s presented through familiar 
bank apps. Apple’s strong brand loyalty and reputation for security (with features like 
Secure Enclave on devices) also transfer to relatively higher trust in Apple Pay among 
iPhone users. On the other hand, lesser-known wallet apps struggle unless they have 
backing from trusted institutions. 

The current state (2024–2025) shows a dual dynamic: as more people try digital wallets and 
nothing bad happens, their trust grows, and they often become evangelists for the convenience; 
but those who haven’t tried them remain more suspicious on average, creating a potential adoption 
bottleneck in some segments. This was evident in that J.D. Power study: wallet usage plateaued 
around 50% of U.S. consumers, and lack of understanding of the benefits was cited as a reason. 
Once consumers clearly understand that using, say, Apple Pay is actually masking their card from 
the merchant and can prevent fraud (like skimming or store database breaches), many have an 
“aha” moment and consider it more secure than handing over a card. Therefore, overcoming 
the perception hurdle is key. The industry and merchant community have an interest here: one 
suggestion in the research was to better educate the market that provisioning a wallet is highly 
secure and that their bank isn’t “giving away” their data – indeed “we need to educate the U.S. 
market”, as the J.D. Power expert bluntly put it when noting a third of respondents mistakenly 
think digital wallets might send their info randomly into cyberspace. 



 

 

Finally, aside from security-of-payment, privacy concerns about data mining can influence 
trust. Some users worry that using mobile payments will allow Big Tech or others to profile their 
purchases even more. This is a nuanced area: certainly, data is generated, but laws and the policies 
of each wallet differ on usage. Apple’s stance (not monetizing transaction data) versus Google’s 
(which historically monetized user data but claims not to use Google Pay data for ads) could sway 
privacy-sensitive users toward one platform. And in China, privacy is an interesting topic – 
Chinese consumers adopted wallets en masse despite potential government surveillance of 
transactions, because the convenience was extremely high and trust in the platforms’ security was 
strong; they effectively traded off some privacy expectations for utility, a trend that might be 
observed elsewhere in varying degrees. 

 

In conclusion, consumer trust in digital wallets is steadily growing but still fragile and unevenly 
distributed. The majority of current users find them safe and convenient, whereas many holdouts 
refrain primarily due to security fears. Addressing these fears with clear information, robust 
security features, and consistent positive user experiences is critical. The good news is that digital 
wallets thus far have an excellent track record – there have been no widespread breaches of mobile 
wallet systems themselves (most fraud still comes from phishing or compromise of the underlying 
cards, not the wallet technology failing). If this strong security record continues, over time the 
apprehension should diminish. Generational turnover will also naturally increase the average 
comfort level. But in the near term (next 1-3 years), trust remains a key swing factor determining 
how fast the remaining segment of consumers will climb on board the mobile payments train. 

4.2 Loyalty Programme Integration 

One of the powerful features of digital wallets is the ability to integrate loyalty programmes, 
rewards, and offersdirectly into the payment experience. For consumers, this means convenience 



 

 

(no need to carry dozens of plastic loyalty cards or remember account numbers) and an incentive 
to use digital payments (to seamlessly earn and redeem rewards). For merchants and brands, 
integrating loyalty into wallets can drive higher customer engagement, more frequent visits, and 
richer data collection on purchase behaviour. In 2024–2025, we see a clear trend of wallets moving 
beyond pure payment to become platforms for customer relationship management through 
loyalty integration. 

Traditional loyalty programmes (like the classic punch cards or magnetic stripe store cards) often 
suffered from low usage due to friction – customers forget to carry or scan them, or don’t want to 
fill out forms to join. Digital wallets address this by acting as a container for digital loyalty 
cards and automating their use. For instance: 

• Storing Loyalty Cards: Apps like Apple Wallet and Google Wallet allow users to add 
digital versions of loyalty cards (airline frequent flyer, grocery store memberships, etc.). 
When the user is at the store, the wallet can pop up the loyalty card barcode or number for 
scanning. This has become fairly common; for example, in the UK, the Tesco Clubcard 
and Nectar loyalty cards (from major supermarket chains) can be loaded onto Apple or 
Google Wallet and presented by tapping the phone at checkout or scanning a QR code. 
This means no physical card needed and no separate step at checkout beyond tapping the 
phone. 

• Auto-Applied Rewards: Some advanced integrations go further – when paying with a 
mobile wallet, the loyalty ID is transmitted in the same tap. There are deployments (like 
certain Walgreens stores in the US, or New Zealand’s BPme app with Apple Pay) where a 
single tap both identifies the customer for loyalty and processes payment. This is the ideal 
scenario from a friction standpoint: the customer doesn’t even have to think about loyalty, 
it “just works” and they get their points or discounts. 

• Dynamic Offers and Coupons: Mobile wallets can store coupons or special offers and 
can even notify the user when they’re in proximity to a store about relevant deals. For 
example, Google Wallet has had features that if you save an offer, it can remind you at the 
right time. Apple Wallet as well can display things like “$5 off” coupons that a merchant 
has distributed, and these can be applied via a QR code or NFC at purchase. This targeted, 
timely promotion capability is very attractive to marketers – it moves beyond static loyalty 
points to real-time influence on purchase decisions. 

From the consumer perspective, these integrations manifest as tangible benefits. A report on 
mobile wallet trends noted that loyalty programs integrated with mobile wallets encourage 
repeat purchases through targeted rewards and personalised offers. Consumers enjoy getting 
instant gratification like digital punch cards (e.g., buy 9 coffees, the 10th appears free in your app) 



 

 

or receiving surprise discounts via wallet notifications. It makes the spending experience more 
game-like and rewarding. Indeed, one of the reasons the Starbucks mobile app became one of 
the most used payment apps in the U.S. is its superb integration of loyalty: users earn stars (points) 
for each purchase and can redeem them for free items, all within the app, which also handles 
payment. Starbucks effectively demonstrated that when you marry payments with loyalty, 
adoption can skyrocket – by 2020, Starbucks reported over 20 million U.S. users of its app, which 
was more than the number of Apple Pay or Google Pay users at the time. While Starbucks is a 
closed-loop example (specific to one merchant), the principle applies widely: consumers will 
gravitate to payment methods that offer them additional value like rewards or cashback. 

 

We also see wallet providers themselves entering the loyalty game. For instance, Samsung Pay, in 
its early days in the U.S., offered a Samsung Rewards program that gave points for each transaction 
made with Samsung Pay – essentially a meta-loyalty programme to incentivise using their wallet 
over others. PayPal and others have experimented with various rewards or financing incentives to 
get people to choose their wallet. In a broader sense, credit card rewards (cashback, miles, etc.) are 
now delivered through wallets when those cards are used in the wallet – so users don’t lose out on 
those by paying via phone. But what wallets can add on top is aggregating multiple loyalty 
schemes in one place for convenience. 

Another facet is data and personalisation. When loyalty is integrated with payments, retailers 
can get a 360-degree view of customer behaviour: they know what you buy, when, how often, and 
can tie it to your identity. This is incredibly valuable for marketing. They can then push 
personalised offers to your wallet. Consumers often appreciate personalisation if it’s done right 
(e.g., a coupon for something they actually want, rather than generic spam). However, this must 



 

 

be balanced with privacy – customers will walk away if they feel creeped out or spammed. The 
mobile wallet can be a controlled channel where the user has some ability to choose which passes 
or loyalty cards send them notifications. 

Surveys show that consumers respond positively to the convenience of integrated loyalty. One 
study by ACI Worldwide noted that the use of mobile wallets for non-payment items (like loyalty 
cards, tickets, etc.) increased by 92% since 2019, demonstrating that wallets are increasingly 
becoming a daily essential not just for payments but for “carrying” all the things that used to stuff 
our physical wallets. If nearly doubling usage of non-payment items in wallets, it means people 
are indeed adding their loyalty cards and likely using them more because of it. 

From a generational perspective, younger consumers expect this kind of digital integration. Gen Z 
and Millennials are more likely to favour brands that provide easy-to-use apps with rewards. Older 
consumers may be slower to adopt digital loyalty, but even many of them appreciate not having to 
carry so many cards. A UK survey (2024) found a significant uptick in older shoppers using their 
supermarket’s app or wallet card to get discounts that were increasingly app-only. 

Retailers are adjusting their loyalty strategies accordingly. There’s a trend of digitising loyalty 
programmes entirely. For instance, some merchants have abandoned physical loyalty cards and 
only offer points via phone number or app. Others run app-exclusive rewards to push app 
adoption (e.g., McDonald’s global app gives special deals only available if you order through the 
app and pay via its wallet integration). All these drive more payments through digital channels, 
because the incentive is there. 

However, not all integrations are smooth yet. A challenge in multi-merchant wallets like Apple 
Wallet is that each loyalty programme might require a separate barcode scan unless tightly 
integrated. Some POS systems aren’t yet capable of automatically linking the payment token with 
a loyalty ID (except in implementations like Walgreens where they explicitly partnered with 
Apple/Google to do so). So there is room for improvement – ideally, industry standards might 
evolve where a single tap can carry multiple data elements (payment + loyalty ID), and indeed 
standards like EMVCo have explored “value added services” messaging with payment tokens in 
the future. 

Also, not every merchant has hopped on board; smaller businesses might not have a loyalty 
programme at all or if they do, they use simple punch cards. This might change as more accessible 
digital loyalty platforms become available (for example, Square’s point-of-sale offers a built-in 
loyalty system for small businesses, where customers can enroll by just giving a phone number 
and then get texts or app notifications – not exactly in the wallet, but shows even SMEs are starting 
to do digital loyalty). 



 

 

In summary, loyalty integration is becoming a key selling point and feature of digital wallets. 
It creates a virtuous cycle: consumers use the wallet more because they get rewarded, and 
merchants encourage wallet use because it links to their loyalty programme (ensuring they can 
identify the customer and market to them). A FinTech Futures industry report noted that “mobile 
wallets are also enhancing loyalty programs by allowing users to earn and redeem rewards 
seamlessly during transactions” – seamless is the operative word. The goal is for the consumer 
not to have to juggle a bunch of apps or cards: one wallet to pay and reap rewards in one go. The 
business payoff is potentially huge in terms of customer lifetime value and data-driven marketing. 

For B2B decision-makers (like a retailer thinking about payments strategy), the implication is that 
enabling loyalty integration with wallets can be a competitive differentiator. If one retailer offers 
easy automatic loyalty with mobile pay and another doesn’t, many customers might shift spend to 
the former for the better experience (especially power shoppers who maximize points). This is why 
many large chains have been quick to adopt compatible POS systems and work with wallet 
providers. The collaboration between the payments and marketing departments is key here – no 
longer siloing loyalty as separate from payment, but treating them as part of one unified customer 
experience strategy. 

As we look forward, this integration is likely to deepen with technology like AI-driven 
offers (wallets analyzing spending patterns to suggest deals you’re likely to use) and possibly 
cross-merchant loyalty ecosystems (for example, some wallets might aggregate “wallet points” 
that work like bank points across multiple merchants). Already, some payment providers (like 
certain banks or cards) give bonus rewards for using mobile wallets, effectively incentivizing their 
use. We can expect more creative loyalty tie-ins as the battle for customer engagement intensifies. 

4.3 Generational Usage Differences 

Generational differences are pronounced in mobile payment adoption – each age cohort (Gen Z, 
Millennials, Gen X, Baby Boomers, etc.) has distinct attitudes, comfort levels, and usage patterns 
when it comes to digital wallets. Generally, younger consumers have led the way in embracing 
mobile payments, while older generations have followed more cautiously. These differences stem 
from varying levels of tech familiarity, financial habits formed in different eras, and differing 
priorities around convenience vs. perceived risk. Understanding these generational nuances is 
crucial for tailoring strategies to drive broader adoption. 

Gen Z (roughly ages 10-25 as of mid-2020s) – the first true digital-native generation – is at the 
forefront of mobile wallet usage. Many Gen Z individuals had smartphones before they ever had 
a bank account or credit card, so paying with apps feels natural. They also have grown up in an 
era where paying without cash is common (some have hardly ever written a check or handled large 
cash transactions). Surveys consistently show Gen Z as the highest adopters of new payment 



 

 

forms. For example, in the United States, about 93% of Gen Z consumers under age 25 have 
used a mobile payment app in the past year, an astonishing adoption rate. Another survey 
found 91% of American Gen Z (18-26 year-olds) used digital wallets as their primary 
payment method for shopping in 2023, indicating that nearly all young adults in that bracket 
prefer to pay with a phone or online method over cash or cards. Gen Z’s usage isn’t just occasional 
– it’s often integrated into their lifestyle. They use Venmo or Cash App to split a pizza bill, Apple 
Pay to buy clothes online, maybe tap their phone for a latte at Starbucks (or use the Starbucks app 
itself). Gen Z also tends to be less concerned about privacy than older groups; they are more willing 
to link apps together, share payment experiences (Venmo even has a social feed of payments, 
which younger users didn’t mind but which older folks found odd). Security perceptions among 
Gen Z are relatively positive – they often trust that if tech is widely used, it’s probably secure, and 
they are less afraid of technology generally. One nuance: younger consumers sometimes have less 
access to traditional credit (due to age or income), so they may link wallets to debit cards or use 
alternative services like prepaid wallets or BNPL for purchases. They also are quite open to 
using new financial apps (like budgeting apps, crypto wallets, etc.), meaning they’re comfortable 
managing money digitally overall. 

 

Millennials (now roughly late 20s to early 40s) are not far behind Gen Z in digital wallet usage. 
This group came of age during the internet boom and were early adopters of things like PayPal 
and e-commerce, so many have been using digital payments for quite some time. As of 2023, 
around 73% of Millennials (born 1981-1996) were using digital wallets as much or more than 
traditional payment methods. Millennials are often the ones who drove the initial popularity of 
services like Apple Pay when it launched and were the core of Venmo’s early user base (leading 
to the phrase “Venmo me” entering vernacular among young professionals). They value 
convenience highly (juggling work and often young families now, anything to save time is 
welcome), so tapping a phone or sending money instantly appeals greatly. Many Millennials also 



 

 

travel and shop online frequently, so they benefit from the ease of digital wallets across contexts. 
They may have more financial weight than Gen Z (higher incomes, more credit cards), making 
them a key segment for providers to capture (e.g., banks targeting millennial clients with mobile-
first banking). Millennials also straddle an interesting position: they remember a time before 
smartphones (at least the older ones do), but adapted quickly to them in adulthood. That means 
within this group, there are some differences – older Millennials (late 30s) might be slightly less 
gung-ho than younger Millennials in their late 20s, but overall as a cohort they are quite digitally 
savvy. In some markets, Millennial adoption of wallets outstrips Gen Z simply because the 
younger Gen Z might not have as much spending power yet or might still be in school (so Gen Z 
stats sometimes count only adults 18+). In usage behavior, Millennials use wallets for both small 
everyday purchases and big ticket items. They also engage with loyalty in wallets (keen on getting 
points, etc.) since they grew up with airline miles and credit card rewards. 

Gen X (now in their 40s to mid-50s) represents a transitional generation. They didn’t grow up 
with modern digital tech but encountered it in their 20s and 30s, so they’ve adapted to a large 
extent. Gen Xers are currently in their prime earning years and often manage households, meaning 
they have significant financial activity (mortgages, kids’ expenses, etc.). Their adoption of digital 
wallets has lagged the younger cohorts but is steadily growing as the technology becomes more 
ubiquitous and trusted. Data from 2023 in the U.S. suggested that around 56% of Gen X (born 
1965-1980) were using digital wallets as much or more than other payment methods. So over 
half of Gen X are fairly regular wallet users, but that also means a sizable minority are not yet 
convinced or simply habitual with older methods. Commonly, Gen X might use a mix: perhaps 
comfortable with PayPal for online shopping (since they may have used it since eBay in the early 
2000s), maybe using Apple/Google Pay here and there, but also still carrying cards and using them 
often. This generation tends to be more concerned about security than younger folks; they didn’t 
grow up sharing everything online and might be more sensitive to risk (they also have more to lose 
financially typically). So within Gen X, those who are very tech-friendly are all-in, but those who 
are less so are the ones holding back adoption stats. For example, a Gen X individual might say “I 
trust my credit card, why do I need to use my phone to pay? What if something goes wrong?” – 
not an uncommon sentiment a few years ago. But as they see their kids or younger colleagues 
using wallets without issue, they slowly warm up. Gen X also values practicality – if they see a 
real benefit (like a discount or an easier way to track expenses), they’ll try it. We see many Gen X 
now using mobile banking apps at least, and from there it’s a short step to trying the bank’s card 
in a mobile wallet. 

Baby Boomers (mid-50s to 70s) and older seniors: This group has the lowest adoption of digital 
wallets. Many Boomers grew up in a cash and check era, adapted to credit cards later in life, and 
are the most skeptical of new payment tech. According to survey data, only around 30-40% of 
Boomers had adopted mobile payments in a significant way by 2023 (some studies show 
roughly a third of 65+ have ever used a wallet). The Atlanta Fed research cited earlier showed 



 

 

about 50% of those 65 and older had used a mobile payment app in the past year, which means 
half of older adults still hadn’t tried it at all. For those that do, it might be a one-off or infrequent 
use. The barriers here are both trust and habit. Many older consumers simply feel their existing 
methods work fine and see no reason to change – using a card isn’t difficult for them and they may 
not be as comfortable navigating new apps or phone features. There’s also a fear of technology: 
worries about doing something wrong, getting scammed, or the phone not working. Additionally, 
some older folks have basic phone models or don’t use smartphones much beyond calling and 
texting, though that’s changing as Boomers are increasingly on smartphones now. It’s notable that 
when older people are given very clear value and help, they can adopt too: e.g., during COVID-
19, some older customers learned grocery store apps or curbside pickup with digital payments out 
of necessity. Or, a grandparent might adopt Venmo because that’s how their grandkids accept 
birthday money now. Once they cross the initial hurdle and have a good experience, they often 
become comfortable. But overall, Boomers are a segment where cash and cards remain more 
deeply entrenched, and some will likely stick with those indefinitely, especially the oldest of the 
cohort. 

 

Generational differences also manifest in how wallets are used, not just how much. For instance, 
younger people are far more likely to use P2P payment apps for splitting bills – this behaviour is 
cultural. A millennial group at a restaurant might each pull out their phone and square up via 
Venmo, whereas a Boomer group might still throw down cash or one pays and the others maybe 
write a check later or just reciprocate next time. Younger generations also adopt new features faster 
– for example, Gen Z jumped on board with scanning QR codes for payments or ordering (as seen 
during the pandemic, with QR menus and pay-at-table via phone), whereas older patrons were 
more hesitant or needed guidance on how to use their phone camera for a QR code. 



 

 

Interestingly, once a generation starts adopting, they often catch up in usage frequency. The 
PYMNTS 2025 report indicated that although Gen Z had the largest surge in wallet adoption 
(+23% in-store usage since 2022) and uses them slightly more, “mobile wallets [are] age-agnostic” 
in the sense that all generations are now trending upward in usage. We might interpret this to mean 
that while the adoption curve started earlier for the young, the older groups who have adopted use 
the technology similarly to their younger counterparts. And indeed, the differences might 
eventually be more about personal preference than age, once penetration reaches a certain level. 

In terms of targeting and education: 

• With Gen Z and Millennials, it’s often about offering more features and ensuring smooth 
user experience, since they’re already on board. Loyalty integrations, social sharing of 
payments, easy expense tracking – these resonate with younger users. 

• For Gen X and Boomers, it’s more about addressing concerns (security, “why should I 
bother”) and providing hands-on guidance. Sometimes a family member or a bank 
representative can walk an older person through setting up a wallet and making a first small 
transaction – that can significantly boost confidence. 

Financial capacity also differs: older consumers may have more financial resources but also more 
inertia in their habits, whereas younger ones may be more cash-strapped or seeking convenience 
over everything. However, one thing that spans generations is the desire for convenience. If a 65-
year-old tries paying with their phone and finds it straightforward and faster, they may think, “Oh, 
that was easy!” and do it again. Humans of all ages generally prefer easier methods once they trust 
them. Therefore, we expect the generational gap to continue narrowing. There will likely always 
be some difference – each generation has formative experiences that shape how they think of 
money and technology – but as digital payments become standard everywhere, even the late 
adopters will eventually have to participate (for example, some government benefits might go 
digital, or certain merchants might become cashless, forcing holdouts to adapt). 

Quantitatively, one could say: 

• Younger than 40: roughly 60%+ are regular users of digital wallets now in developed 
markets, and nearly everyone has tried it. 

• Over 40: usage might be in the 40-60% range depending on age segment, with a larger 
portion of irregular or non-users. 



 

 

• Over 60: likely less than half have used it, but those that do often got into it via influence 
of younger family or necessity. 

Generational marketing in this space has been evident too. Tech companies often target youth in 
their branding (Venmo’s playful image, Apple’s trendy commercials) while banks have tried to 
reassure older customers (Chase had ads demonstrating how easy and secure their mobile app is, 
etc.). One could recall Apple’s earlier promotions of Apple Pay where they showed people of 
various ages using it at stores, trying to signal it’s not just for the young and hip, but anyone can 
do it. 

In conclusion, generational differences in mobile wallet adoption are clear but not 
insurmountable. The overall trajectory shows all age groups increasing usage, with younger 
generations leading and essentially dragging the older ones along over time. As digital payments 
solidify their benefits (and as cash acceptance dwindles perhaps), generational gaps will likely 
diminish. Still, in the near term, targeting the pain points and motivations of each cohort can help 
speed up adoption: 

• Gen Z: emphasize speed, social aspects, and how it integrates with their digital life. 

• Millennials: emphasize convenience (for their busy lifestyles) and perhaps financial 
wellness tools (they are starting families, etc., so features like budgeting, expense tracking 
in wallets can appeal). 

• Gen X: emphasize security and practical benefits (less clutter, one device for everything, 
perhaps tie in loyalty or savings, since Gen X might respond to tangible incentives). 

• Boomers: emphasize simplicity and safety. Perhaps provide analogies to something they 
know (“It’s like exact change every time, but electronically”) and assure them they won’t 
lose money if something goes wrong (the guarantee aspect). 

Each generation’s embrace of digital wallets not only reflects their age but also life stage, comfort 
with tech, and needs. As each younger generation ages (Gen Z will eventually be middle-aged and 
presumably still using the latest payments tech), what we call “new” will eventually be the norm. 
In a decade, the distinction may be less “young vs old” and more “users vs non-users”, with non-
users being a much smaller minority composed mainly of the very elderly or those in extremely 
cash-entrenched scenarios. 

 



 

 

5. Competitive Landscape 

The mobile payments and digital wallet industry is highly competitive and fast-evolving, with a 
range of players from technology firms and financial institutions to telecom operators and retail 
coalitions. In this section, we provide a competitive benchmarking of key players and examine 
their strengths, weaknesses, and strategies. We also look at regional leadership – which companies 
lead in different markets – and the role of partnerships and alliances in shaping the competitive 
landscape. 

5.1 Key Global Players and Offerings 

Several companies stand out as dominant or influential on the global stage of digital wallets: 

• Apple Pay (Apple Wallet): Apple Pay, launched in 2014, is a flagship offering in the 
mobile wallet space. It is available in over 70 countries and has become one of the most 
widely used contactless payment methods in the world where iPhones have significant 
market share. Apple Pay’s strengths include its tight integration with Apple’s hardware 
and software, which ensures a smooth user experience. Setting up Apple Pay is 
straightforward for users (just scanning your card into your iPhone’s Wallet app), and using 
it is as simple as double-clicking the side button and authenticating via Touch ID or Face 
ID. Apple’s focus on security (Device Account Numbers, biometric ID, encryption) has 
been a selling point – even banks, initially wary of Apple’s entry, have largely embraced 
Apple Pay because it has proven to be secure and can drive more card usage. Another 
strength is brand trust and a premium user base; Apple’s customer demographic often 
skews higher-income, which appeals to card issuers and merchants.  

 



 

 

Apple Pay’s weaknesses revolve mainly around its closed ecosystem: it only works on 
Apple devices, which limits its reach to roughly 27% of global smartphones (though in 
some markets like the US and UK, Apple’s share – and thus Apple Pay’s addressable base 
– is much higher). Also, Apple Pay’s reliance on NFC at in-person merchants meant that 
in countries slow to adopt contactless terminals (like the US, until recently), its in-store 
usage was initially limited. Over time, this has improved as contactless infrastructure 
grows. Apple has also faced regulatory scrutiny (especially in the EU) for not allowing 
third-party wallets to use the iPhone’s NFC – regulators see that as potentially anti-
competitive, and it’s a dynamic to watch if Apple is forced to open up. 

• Google Wallet / Google Pay: Google’s payment offering has undergone branding changes 
(from Android Pay to Google Pay and now Google Wallet, with Google Pay remaining as 
a brand in some markets like India). Despite this, Google’s core proposition is similar to 
Apple’s: provide an easy way for Android users to tap and pay, as well as to store passes 
and payment methods digitally. Google’s strengths lie in its ubiquity and openness: it 
works on a broad range of Android devices (which collectively have the largest global 
smartphone share). Google doesn’t restrict other wallets on Android either – in fact, 
manufacturers like Samsung can have their own wallets alongside Google’s. This means 
Google Wallet doesn’t necessarily capture all Android users by default (some might stick 
with Samsung Pay or others), but it positions Google more as a service provider than a 
gatekeeper. Google’s cloud-centric approach also means if you switch Android phones and 
log into your Google account, your Wallet items can be restored (Apple does similarly via 
iCloud). Another strength is Google’s flexibility in integrating various payment systems – 
for instance, Google Pay in India ties into the UPI system, showing Google’s adaptability 
to local markets. On the weakness side, Google’s ecosystem is a bit fragmented and less 
consistent compared to Apple’s. Different Android devices might have different user 
interfaces for payments; not every Android phone has NFC (especially lower-end models 
common in developing markets), which limits Google Wallet’s tap-to-pay usage 
somewhat. Moreover, the multiple rebrands and app merges (Google had both Google Pay 
and Google Wallet apps at one point, now consolidated) may have confused some users. 
But generally, Google has massive scale potential. It reportedly had about 150 million users 
of Google Pay globally a couple of years back (a number likely higher now, especially 
factoring in India’s tens of millions of GPay (Tez) users). Google’s service is free for banks 
(no issuer fees, unlike Apple which charges a small fee per transaction to card issuers in 
some countries), which makes banks more eager to promote it on Android. 

• PayPal (and its subsidiary Venmo): PayPal, though not a phone manufacturer or OS 
provider, is a giant in digital payments thanks to its early start in online commerce. PayPal’s 
wallet is mainly known for online transactions – it has over 400 million active accounts 
globally and is often offered as a payment option on websites big and small. PayPal’s brand 



 

 

is synonymous with trust in online payments for many consumers (they might hesitate to 
enter card details on a random site, but if “Pay with PayPal” is available, they feel safer 
using that since PayPal will handle the card and also offer dispute resolution). PayPal’s 
strengths are universality and merchant acceptance online, as well as cross-border 
functionality (it easily handles currency conversion). Additionally, PayPal has extended 
into in-store with QR code payments and by enabling their cards in wallets like Google 
Pay (and recently Apple Pay in the US). The Venmo app, massively popular among 
younger Americans, is another strength – it has become a verb (“Venmo me”) and has a 
strong social component. Venmo has over 90 million users and is expanding from just P2P 
into more commerce and even crypto trading. PayPal’s weaknesses include fees for certain 
transactions (users sometimes balk at PayPal’s fees for currency conversion or for 
merchants, which can be higher than card rates) and competition from many newer 
fintechs (PayPal’s interface and offerings haven’t changed dramatically in years, and some 
younger users prefer more modern interfaces). Also, PayPal’s in-store presence is still 
relatively small compared to Apple/Google Pay – scanning a PayPal QR at checkout is not 
widely done except at certain chains. So while PayPal is a dominant online wallet, in the 
mobile contactless world its role is a bit more peripheral (though PayPal can be added as a 
funding source to Apple/Google wallets indirectly via their debit cards). Nonetheless, 
PayPal’s recently reported metrics suggest it processes an enormous volume of mobile 
payments (including via Venmo, and PayPal in-app transactions, etc.), so it remains a 
heavyweight. 

 

• Alibaba’s Alipay and Tencent’s WeChat Pay: These two are best considered together as 
they effectively duopolize the Chinese digital payments market and are pushing outward 
in Asia. Alipay and WeChat Pay’s strengths are sheer scale (each has over 1 billion 
users), deep integration into everyday life, and a wide array of financial and non-financial 
services in their apps. They excel at QR code payments – a very low-cost and accessible 



 

 

technology, which allowed even the smallest market vendor to accept digital payments via 
a printed QR code. They also have robust ecosystems: Alipay is tied into Alibaba’s 
shopping platforms and offers wealth management products; WeChat Pay is part of 
WeChat, which is like WhatsApp + Facebook + more, enabling payments in the flow of 
chatting, gaming, etc. Their weakness internationally is that their usage is still mostly 
confined to Chinese nationals or some other Asian markets that have adopted similar QR 
systems. Non-Chinese consumers generally don’t use Alipay/WeChat Pay (though Alipay 
has tried to get foreign users via Alipay Tour Pass pre-paid accounts). They also face 
tightening regulation in China (the government has encouraged more competition and is 
rolling out the digital yuan CBDC, which could eventually compete in some ways). But in 
their domain, they are powerhouses – for context, Alipay handled over $17 trillion in 
transactions in 2020, an amount dwarfing that of any Western wallet. Globally, they 
represent what a fully realized, mature mobile wallet ecosystem can look like. 

• Samsung Pay: Samsung Pay, while integrated in the Samsung ecosystem (which is large 
– Samsung is a top Android manufacturer worldwide), has seen mixed success. In South 
Korea and some other markets, it’s a default for many Samsung phone users. Its unique 
MST feature (now phased out in new devices) was a differentiator, letting people pay via 
magnetic signals at places without NFC – that helped in the U.S. early on. Samsung’s 
strength is leveraging its device popularity and offering incentives (Samsung Pay had a 
rewards program where usage earned points that could be redeemed for Samsung products 
or gift cards). Its weakness is that it doesn’t offer much beyond what Google Pay does, and 
on Android there’s room for only so many wallet apps. We’ve seen Samsung recently 
partner with Curve (a fintech) in some regions to aggregate cards, and even open up to 
support cryptocurrencies in its wallet. It’s trying to find ways to differentiate, but in 
markets like the U.S., some reports indicate Samsung Pay usage lags both Apple and 
Google’s by far. In a sense, Samsung Pay’s competitive landscape is mostly within Android 
vs Google’s offering, and in that fight Google has broader adoption across devices while 
Samsung has to convert each Samsung phone owner to actually use Samsung Pay over just 
using Google’s solution (or no wallet at all). 

• Emerging Players and Others: There are many others in the competitive landscape – too 
many to detail individually, but to name a few: Square (Block) with Cash App which is 
huge for P2P and now venturing into wallets for spending (Cash App card, etc.). Amazon 
Pay which hasn’t really taken off for in-store but is used for Amazon and some other online 
merchants as a wallet for your Amazon-stored cards. Facebook/Meta which tried with 
Facebook Pay (now Meta Pay) to get into payments – uptake has been modest outside of 
peer-to-peer in Messenger. Regional bank wallets or collaborative wallets (like India’s 
PayTM/PhonePe or Africa’s MTN MoMo) that dominate specific markets. And 
notably, card networks Visa and Mastercard have their own role – they power a lot of 



 

 

these wallets in the background and have invested in tokenization tech and Click-to-Pay 
etc. They also partnered with big wallets (there was an earlier attempt called “Softcard” by 
telcos in the US which died and assets went to Google, etc.). For now, Visa/Mastercard 
decided to collaborate rather than compete directly with device wallets, by ensuring any 
Visa/MC card can work in these wallets via their token services. 

 

5.2 Regional Leaders and Partnerships 

The leadership in digital wallets often varies by region, due to historical, cultural, and 
infrastructural differences: 

• North America: In the U.S. and Canada, the leading in-person mobile wallets are Apple 
Pay (due to iPhone prevalence) and to a lesser extent Google Pay and Samsung Pay on 
Android. For online/P2P, PayPal and Venmo, and Cash App are leaders. Partnerships are 
key here: nearly all major U.S. banks partnered with Apple Pay early on (despite Apple’s 
fees, which they begrudgingly accepted because of competitive pressure). Additionally, 
banks formed Zelle as a partnership to secure their stake in P2P payments. Retailers tried 
a partnership wallet (CurrentC by MCX, a consortium of big merchants like Walmart, 
Target) around 2014, but that failed. Now, some merchants partner with existing wallets or 
develop compatibility (e.g., Starbucks partnering with Apple to let reloading Starbucks 
card via Apple Pay). We also see PayPal partnering with card networks (they have deals 
with Visa/Mastercard to allow its wallet to be accepted anywhere those networks are, by 
issuing PayPal cards etc.). Another partnership aspect in the US is transit agencies with 
wallets (NYC’s MTA partnering with Apple/Google for tap-to-pay at subway gates). So 
NA is a market of heavy partnering because no single entity can dominate outright given 
the plurality of stakeholders (banks, tech, merchants). 



 

 

• Europe: Europe doesn’t have a homegrown unified wallet at the scale of Alipay/WeChat 
(yet). Apple Pay and Google Pay also lead in much of Western Europe for contactless, as 
well as local banking apps. In countries like Sweden, a bank consortium’s Swish app is 
dominant for P2P and is also used for some retail payments. In the Netherlands, the 
iDEAL system (online banking-based payment) is huge for e-commerce; recently, banks 
announced they will merge local mobile payments (iDEAL, Payconiq, etc.) into the 
upcoming EPI wallet to create a pan-European solution. So, partnerships among banks are 
afoot to create “European Pay” so to speak, to reclaim some independence from the US 
tech wallets. Until that materializes (~2025 launch in some countries planned), Apple and 
Google enjoy leadership plus an array of local players: 

o UK: Apple Pay and Google Pay popular, PayPal for online, plus niche things like 
Tesco Pay+ for that supermarket chain’s loyalty/pay integration. 

o Eastern Europe: interestingly, some telco wallets and bank wallets (e.g., Blik in 
Poland is extremely successful – a bank partnership product). 

o Partnerships regionally include things like Garmin and Fitbit partnering with 
banks to enable their wearable pays (so banks integrate with those platforms). Also, 
Visa and Mastercard partner with most of these wallets to ensure their cards work 
in them. 

o Regulatory environment in Europe encourages open ecosystems, so for example 
the EU’s PSD2 law effectively pushes banks to allow third-party payment 
initiations, which spawned fintechs like Klarna, Trustly, etc., that allow account-
to-account payments – those can be considered another type of “wallet” competitor 
(especially Klarna, which is now one of the most used payment methods for online 
checkout in parts of Europe due to BNPL). 

• Asia-Pacific: A very mixed region. China – as discussed, Alipay and WeChat Pay are 
king; partnerships here typically involve them partnering with either the government (to 
roll out things like digital yuan interoperability eventually) or with international networks 
for acceptance abroad. India – the government’s UPI platform has arguably made the 
“winners” the UPI apps themselves (PhonePe, Google Pay, Paytm). Partnerships in India 
include Google partnering with local banks for its Google Pay, Walmart acquiring PhonePe 
via Flipkart, etc. Japan – a complicated market: cash still used but digital wallets rising; 
PayPay (by SoftBank/Yahoo) has become a leader after aggressive marketing, line Pay (by 
LINE messaging app) is also big. They have many partnerships: e.g., Line Pay and MerPay 
(Mercari’s pay) have a tie-up to be mutually accepted; also, due to a proliferation of e-
wallets in Japan, many merchants rely on platforms that aggregate acceptance (so-called 



 

 

multi-QR scanners). Southeast Asia – lots of fragmentation: GrabPay (from ride-hailing 
app Grab) and GoPay (from Gojek) are key in their markets, along with local wallets (OVO 
in Indonesia, etc.). Partnerships here: Grab partnered with Mastercard to issue prepaid 
cards, for example. Also, we see Chinese wallets investing in local ones: Ant Group 
invested in e-wallets like Touch ’n Go eWallet in Malaysia or bKash in Bangladesh, 
essentially partnerships by investment to extend influence. Australia – high contactless 
card use, so Apple/Google Pay took off when launched. Big banks initially resisted Apple 
Pay’s terms, even tried a collective negotiation, but Apple held firm and eventually nearly 
all Aussie banks came aboard. So now Apple/Google Pay common, though many Aussies 
also just tap their contactless card out of habit. 

 

• Africa: The landscape is led by mobile money services often driven by telecoms: M-Pesa 
(Kenya, etc.), MTN Mobile Money, Orange Money, etc. These aren’t “wallets” in the 
smartphone app sense originally (many were USSD/SMS based for feature phones), but 
they have evolved to apps as well. Their strength is serving the unbanked and an entire 
ecosystem from retail payments to banking services. Partnerships are crucial: e.g., M-Pesa 
partnering with Western Union for remittances, or MTN partnering with banks to offer 
microloans via the wallet, etc. Card networks partner with some to allow an MTN wallet 
to issue a virtual Visa card for online shopping, etc. More recently, smartphone-based 
wallets (like Nigeria’s Paga or South Africa’s SnapScan) are also around. Partnerships in 
Africa often involve NGOs or governments too, using mobile money for aid disbursement 
or public services payments. 

Partnerships also extend cross-industry: 

• Banks and Wallets: as said, most big wallets like Apple Pay rely on banks to tokenize 
cards; banks partner because they risk losing transaction volume if they don’t (customers 



 

 

might shift to a bank that supports mobile wallets). Another partnership type is co-
branding: e.g., Apple Card is a partnership with Goldman Sachs and MasterCard, 
effectively Apple partnering to launch its own credit product to tie into Wallet. 

• Merchants and Wallet Providers: e.g., Starbucks partnering with Chase and Visa for its 
reward Visa card, which ties into Starbucks Rewards in app; or Google partnering with 
Panera Bread to integrate their loyalty with Google Pay. 

• Telcos and Tech: in some countries, carriers tried to be wallet providers (Softcard in US, 
or in Germany carrier-backed “MobilePay” attempts). Nowadays telcos often just partner 
to enable billing or connectivity (or in some places they partner with banks to provide NFC 
SIMs, though that’s outdated tech now replaced by phone-based secure elements). 

• Transit authorities and Big Tech: as mentioned, a city transportation authority often 
works closely with Apple/Google to implement express transit systems (e.g., Japan’s JR 
East working with Apple to put Suica on iPhone). 

• Government Partnerships: interestingly, some governments partner with wallet 
companies for solutions; e.g., Ukraine partnered with Apple/Google to allow digital ID in 
their wallets, or some states in the US now doing driver’s licenses on Apple Wallet. 
Government digital currencies (CBDCs) might partner with existing wallets too, or create 
new ones – e.g., China’s digital yuan can be added to Alipay/WeChat now in pilot. 

5.3 Strengths and Weaknesses Overview 

We can summarise key players’ strengths and weaknesses in a comparative sense: 

• Apple Pay – Strengths: Excellent security and privacy reputation, seamless user 
experience, broad acceptance at merchants (especially wherever NFC is enabled), strong 
brand loyalty and high-spending user base, extensive integration (transit cards, student IDs, 
etc., in Wallet), global presence in many countries. Weaknesses: Limited to Apple device 
owners, which cuts out all Android users; has a small fee structure that sometimes causes 
tension with banks; in-app/online usage limited to Apple ecosystem (Safari on iOS etc.) 
which means not as universally used for online commerce as PayPal; facing regulatory 
scrutiny that could alter its control (like EU forcing NFC access to others). 

• Google Wallet/Pay – Strengths: Works on vast range of devices, no added fees to banks 
or users, open approach allows innovation (e.g., supporting boarding passes, tickets, and 
even local payment schemes), strong in markets where Android dominates, adaptable (e.g., 



 

 

UPI integration in India). Weaknesses: Doesn’t have direct control of all hardware (some 
fragmentation), not as slick in marketing as Apple (some consumers less aware of it), less 
consistent usage (some Android users use other wallets or none), and historically weaker 
uptake in the US (due partly to Android user base demographics and initial lack of bank 
partnerships, though now resolved). 

• PayPal – Strengths: Entrenched in online payments with massive merchant coverage, high 
trust for buyer protection, multi-currency convenience, large active user community 
(including network effect for P2P via Venmo), and diversifying into services like credit, 
crypto, etc. Weaknesses: Less relevant in contactless in-store context, somewhat older 
technology (the checkout flow can feel dated compared to one-click methods), fees for 
merchants and some transactions that make it less competitive cost-wise vs direct cards for 
large merchants, and many fintech competitors nibbling at its market (like Stripe for 
merchants, Cash App for P2P, BNPL providers for financing). 

• Alipay/WeChat Pay – Strengths: Ubiquitous in China – effectively required 
infrastructure for commerce there, rich feature set (from hailing cabs to investing money, 
all in one app), strong loyalty features (e.g., WeChat has mini-programs for brands), huge 
volumes and user base. Weaknesses: Little traction outside Chinese population, heavy 
reliance on QR (in some advanced markets QR is seen as less convenient than tap NFC, 
although it works fine in China), and potential regulatory constraints (e.g., caps on 
transaction size, required interoperability with the official CBDC, etc., that could level their 
advantage over time). 

• Samsung Pay – Strengths: On Samsung devices, integrated and convenient; MST tech 
gave it unique acceptance early on (could work at magstripe-only terminals); Samsung user 
base is large in certain regions; and it has tried to differentiate with Samsung Rewards and 
by supporting payment features in markets where others didn’t (like MST or certain transit 
systems). Weaknesses: Losing MST edge, overshadowed by Google’s wallet on Android 
(which many users just opt for); smaller mindshare – many Samsung users still set up 
Google Pay instead or just use card; limited ecosystem beyond payment (Samsung hasn’t 
layered on, say, messenger or social functions – it’s purely a payment tool, which might be 
fine but doesn’t stand out). 

• Local bank/telco wallets – vary widely but generally, Strengths: trust from local brand, 
tailored to local habits (e.g., direct bank account linking, local loyalty schemes); sometimes 
have large pre-installed user bases (like India’s Paytm had tens of millions due to early 
adoption). Weaknesses: Often cannot compete with the tech giants on user experience or 
breadth (some bank apps are clunky), sometimes limited acceptance network (if not 



 

 

interoperable widely, can cause friction if a user has to juggle multiple local wallets for 
different purposes), risk of being superseded if Apple/Google replicate their features. 

From a competitive vantage, the market is crowded but also collaborative. Many of these 
wallets ultimately facilitate similar underlying transactions (often riding on Visa/MC, or bank 
rails), so they also depend on each other in some ways. A consumer might use multiple: for 
example, someone could use Apple Pay in store, PayPal for online, and Venmo for friends – and 
that’s common. So these services both compete for “mindshare” and particular niches of usage, 
while sometimes integrating (PayPal is now an option inside Google Pay, etc.). 

One key competitive dynamic is between incumbents (banks, card networks) and tech 
entrants. Initially, banks worried tech companies would “steal” the customer relationship. To 
some extent, that’s happening: for instance, if people start thinking their payments experience is 
primarily Apple or Google’s doing, banks become background funding sources. But banks have 
adapted by partnering and also pushing their own digital initiatives (Zelle, or issuing cards that 
give extra rewards for digital wallet usage to encourage people to add their card to Apple/Google 
Pay). Card networks, for their part, adapted by being the enablers of mobile wallet tokenization – 
which ensures their continued relevance regardless of which wallet front-end a consumer uses 
(because under the hood, it’s still often a Visa or MasterCard transaction). 

For Big Tech (Apple, Google, Samsung), a key challenge is driving adoption beyond the tech 
enthusiasts into the general populace – which they’ve been doing gradually. For PayPal and 
others, it’s staying relevant in the mobile age – PayPal was huge on desktop commerce, but now 
one must ensure they are one of the buttons in mobile apps and also maybe get into stores (hence 
PayPal’s push on QR codes and acquiring iZettle for POS hardware, etc.). 

Another angle: Merchant friction – some big retailers historically resisted external wallets 
because they’d rather have customers use their apps (to avoid fees and keep data). Walmart, for 
example, still does not accept Apple Pay in its U.S. stores, pushing its own Walmart Pay (QR code 
based) inside its app to integrate with Walmart’s loyalty and credit card. That’s a competitive play 
by a merchant to retain control. Similarly, many merchants are integrating payments into their own 
apps (like order-ahead at McDonald’s or Target’s app with wallet integration). These aren’t “open-
loop” wallets (you can only use them at that merchant), but they do compete for some usage that 
might otherwise go to Apple/Google Pay in store. So the competitive landscape includes not just 
the main wallet providers but also large merchants leveraging their scale to do proprietary wallet 
experiences. The outcome so far is mixed: Starbucks succeeded greatly; Walmart Pay has modest 
adoption relative to their customer base; many smaller merchants rely on general solutions like 
Apple/Google rather than investing in their own. 



 

 

Finally, there’s innovation and new entrants – e.g., the rise of Buy Now Pay Later 
(BNPL) (Affirm, Klarna) introduced a new twist – at checkout, especially online, some consumers 
choose a BNPL service instead of their card or wallet for the financing perk. BNPL providers 
somewhat compete with wallets by becoming another checkout button (Klarna even positions itself 
as more than BNPL, with an app acting like a wallet for any purchase). Cryptocurrencies and 
related wallets are another domain – mostly separate for now, but companies like Coinbase have 
crypto wallets, and if crypto were to become mainstream for payments (it hasn’t yet at retail), those 
wallets could compete too. Big wallet players are hedging – PayPal allows crypto buy/sell, Apple 
and Google support limited crypto card integrations, etc. 

 

In conclusion, the competitive environment is characterized by a few dominant global players 
(Apple, Google, PayPal, Alipay/WeChat) and a long tail of other players that dominate niche 
segments or local markets. Partnerships and coopetition are common – players partner where they 
have complementary strengths (e.g., banks with tech, or merchants with certain wallets) and 
compete where incentives conflict (e.g., proprietary merchant wallets vs third-party wallets). The 
likely trajectory is consolidation around the major ecosystems, with local variants either federating 
(like Europe’s EPI attempt, or regional collaborations) or aligning with one of the big players. 
Consumers will gravitate to solutions that give them the most convenience and value – so the 
winners will be those who continue to reduce friction, add useful features (like loyalty, financing, 
etc. as discussed), and maintain trust. Businesses looking at this landscape must decide which 
wallets to support (most are choosing to accept as many as possible to please customers) and where 
to invest (some may launch or join a specific wallet ecosystem if it gives strategic advantages). 

 



 

 

6. Market Outlook and Forecasts (2025–2030) 

Looking ahead to the second half of this decade, the mobile payments and digital wallet sector is 
poised for significant growth and evolution. Based on current trends, data projections, and 
technological developments, we can outline expectations for adoption rates, transaction volumes, 
and key changes through 2030: 

Adoption & User Base Growth: The number of digital wallet users worldwide is expected to 
continue rising steadily. In 2024, as noted, about 4.3 billion people (53% of the global population) 
are using digital wallets. By 2030, forecasts anticipate roughly 5.5–6 billion global users of digital 
wallets. This would equate to nearly 70% of the world’s population (and effectively almost all 
smartphone users) adopting the technology. Regions that are currently emerging (such as parts of 
Africa, South Asia, Latin America) will contribute significantly to this growth as smartphone 
penetration increases and as financial services digitize. For instance, India’s digital payments user 
base, already massive, will expand further into rural areas through UPI and wallet apps. In Africa, 
hundreds of millions more are expected to come online via mobile phones and will likely leapfrog 
to mobile money/wallet use as their primary financial tool. Even in developed markets, late 
adopters (some older consumers or those who simply hadn’t bothered) will gradually join as 
services become ever more ubiquitous and user-friendly. By 2030, using a mobile wallet could be 
as common as using a social media account – a basic part of participating in the economy. 

 

Transaction Volume & Value: The total value of transactions flowing through digital wallets is 
projected to soar. We cited about $10 trillion in global wallet transaction value for 2024. Various 
market research sources predict this could grow by roughly 70% or more by the end of the decade. 
One projection sees global digital wallet transaction value exceeding $17–20 trillion by 2029-



 

 

2030. Another analysis (Datos Insights) that included broader “digital payments” volume expects 
digital wallet spending specifically to reach about $55.9 trillion by 2029 (however, that figure 
likely counts a wide definition including markets like China’s $36T – so caution that different 
sources define differently). Regardless, double-digit annual growth is a consensus. Underlying 
drivers include the continued decline of cash, growth of e-commerce (which still has room to 
expand in overall retail share worldwide), and greater average spend per user as people become 
more comfortable transacting larger sums via mobile (for example, one might buy a car via a digital 
wallet financing program by 2030, not just coffees and taxi rides). 

Breaking down by segment: 

• In-Store (POS) Payments: We expect the share of in-person transactions made via digital 
wallets to climb substantially. Worldpay’s Global Payments Report forecasts digital 
wallets to account for ~30% of global POS transaction value by 2030, up from 16% in 
2024. In some markets, it could be much higher: Asia-Pacific likely will see mobile wallets 
well above 50% of POS (since it’s nearly 60% already). Europe and North America may 
see wallet payment share in stores in the range of 25–40% by 2030, depending on how 
quickly habits change. The U.S., specifically, was predicted to go from 6% of POS 
transactions by value in 2019 to about 26% by 2025; extrapolating further, it could reach 
~35% by 2030 in the U.S. if trends hold. One reason POS share may not skyrocket beyond 
that in some regions is the continued presence of contactless cards which fill a similar 
convenience niche – but as younger generations prefer the all-in-one functionality of 
phones, we should see steady growth. Also, by 2030, many more devices (watches, IoT, 
etc.) will be used for POS payments, but those would still count under “digital wallet” 
usage. 

 

• Peer-to-Peer & Bill Payments: By 2030, digital wallets and mobile payment apps will 
likely be the dominant way people transfer money to each other and pay routine bills. For 
example, the Federal Reserve Bank of Atlanta’s studies showing 70% of U.S. consumers 



 

 

used mobile payments at least once in 2023 suggests that by 2030 this could be near-
universal for the banked population. Check usage will be extremely minimal. Governments 
and businesses are also incentivizing digital (saves cost), so expect even things like taxes, 
utilities, etc., to increasingly be payable via digital wallet or instant bank payment initiated 
on mobile. 

• E-Commerce Payments: Digital wallets are already over half of online payments; by 
2030, they could capture around 60-70% of e-commerce transaction value globally. In 
Asia this might be even higher (China already ~80% e-com via wallets). Europe and US 
will probably catch up closer to 50-60% (the US was at ~39% online by 2024 and expected 
to exceed 50% by 2030). Essentially, entering card details on websites may become a relic; 
consumers will use wallets (PayPal, Apple/Google Pay, Amazon Pay, etc.) for most online 
checkouts, or saved credentials via browser that mimic wallet convenience. The forecast 
by Worldpay indicated 52% of global e-commerce value by 2030 will be via wallets – 
but given that it was already ~49-50% in 2023, I suspect it might even go beyond that as 
other methods like cash-on-delivery or bank transfers shrink. 

 

Technological and Market Developments: 

A few key developments that will shape the market to 2030: 

• Central Bank Digital Currencies (CBDCs): Several countries will likely introduce 
central bank digital currencies in the coming years (China’s digital yuan is already in pilot, 
the EU is considering a digital euro by second half of decade, etc.). These CBDCs will 
need wallets for citizens to use them. It’s plausible that existing wallets will integrate 
CBDCs (for instance, Alipay supports digital yuan now in China). Alternatively, central 
banks may launch their own official wallet apps. Either way, the arrival of CBDCs could 
boost digital payment usage among populations who may trust central bank money more 
than private e-money. By 2030, we might see a portion of mobile wallet transactions 



 

 

happening in CBDC form (especially in countries that push adoption). This likely won’t 
drastically change front-end user experience but could alter the back-end settlement layer. 

• Open Banking & Account-to-Account Payments: Particularly in Europe and some other 
regions, open banking regulations make it easier for wallets to initiate direct bank transfers 
for payments (bypassing card networks). By 2030, we could see a rise of wallet transactions 
that are effectively instant bank debits. This is already happening (e.g., Swish, iDEAL, 
etc.), and the European Payments Initiative (EPI) aims to unify such across Europe. If 
successful, a significant chunk of wallet usage might shift from card-funded to bank-funded 
in those markets (reducing fees for merchants and changing revenue models). For 
consumers, it might not matter much except maybe lower prices or incentives for using the 
cheaper method. 

• Consolidation & Standardization: There may be some consolidation: weaker wallets or 
too many overlapping local solutions might consolidate (e.g., multiple bank wallets in one 
country might merge to compete better). Standards might emerge for interoperability – e.g., 
a user of one wallet app scanning a QR of another seamlessly. The success of things like 
India’s UPI shows that a common system can underpin multiple front-end apps. By 2030, 
more countries or regions might adopt unified QR or payment request standards so that 
regardless of wallet, payments flow smoothly. This could either diminish the differentiation 
of individual wallets (commoditizing them) or it could spur competition on user experience 
rather than network size. 

• Value-Added Services & “Super-App” Evolution: Mobile wallets are expected to 
further integrate value-added services like personal finance management, lending, 
insurance, investments, and of course loyalty/rewards as we discussed. By 2030, many 
wallets (especially in advanced markets) might serve as quasi-“super-apps” for financial 
life. For example, your wallet app might automatically suggest the best funding source for 
a payment (credit vs debit vs BNPL plan) based on your preferences and finances, or it 
might alert you that paying with a certain card in your wallet gives extra rewards at that 
merchant. AI could play a role here, analyzing purchase patterns and optimizing spending 
or providing tailored offers. The competitive pressure to lock in users by offering more 
than just payments will intensify. We already see PayPal adding crypto trading, Apple 
adding savings accounts (Apple launched a high-yield savings account integrated with 
Apple Cash in 2023), and other such moves – by 2030, it might be commonplace for your 
digital wallet to also show your bank balance, help split expenses with friends, manage 
subscriptions, etc. 

• Security Enhancements: As technology improves, so will security measures. We might 
see wider adoption of biometrics beyond fingerprints/face – possibly palm vein scanning 



 

 

(like Amazon One) or behavioral biometrics in the background. Device authentication may 
expand to connected devices (your car or smart home confirming your identity). The aim 
would be to make wallet payments virtually fraud-proof. One challenge area is cybercrime 
like social engineering – wallets might add more user protections (like warnings if sending 
money to an unknown person, or AI detecting scam-like behavior). By 2030, hopefully 
fraud rates on mobile payments remain very low relative to volume, which will further 
cement trust. 

• Infrastructure & Acceptance: By 2030, contactless acceptance will be ubiquitous at 
merchants even in currently lagging markets (US is catching up, most of Europe is already 
there). Also, the concept of SoftPOS (using a phone or tablet as a contactless payment 
receiver) will mean even micro-businesses can accept wallet payments easily (just like they 
do QR in some countries). This will greatly expand where wallets can be used – e.g., paying 
a street vendor or handyman with a phone tap to their phone. We’re already seeing early 
adoption of SoftPOS (e.g., Apple introduced Tap to Pay on iPhone for merchants in 2022). 
By 2030, a lot of SMEs will use that instead of clunky terminals. 

• Market Sizing: Some numeric forecasts for market size: one report forecasts the global 
mobile wallet market (revenue, not transaction value) to reach ~$668 billion by 2030, up 
from ~$244 billion in 2023. That presumably includes provider revenues, so likely 
encompassing a broad set of financial services via wallets. This indicates a robust industry 
growth around 15% CAGR. Meanwhile, forecasts for specific regions: the U.S. proximity 
mobile payment value was about $700 billion in 2024 and expected to top $1 trillion by 
2027 – by 2030 it could be well beyond that, possibly $1.5–2 trillion in the U.S. alone. In 
the EU, similar multi-fold growth is expected as cash usage declines further (countries like 
Germany or Italy where cash was tradition are pivoting quickly now). 

 



 

 

• Volume vs Revenue: It’s anticipated that while transaction volume soars, margins for 
providers might compress. Payment processing is becoming somewhat commoditized in 
developed markets (low fees). Wallet providers will seek alternative revenue – like 
upselling financial products (loans, etc.) or merchant marketing fees (ads/offers). The 
competitive dynamic might bring down costs for merchants and perhaps even consumers 
(like more rewards funded by interchange if competition demands it). But in some 
emerging markets, providers might still enjoy higher fees until competition increases. So 
by 2030, business models of wallets may evolve – perhaps subscription services for 
premium features, or more data-driven revenue (with user consent ideally). 

• Generational Shift: By 2030, Gen Z will be in their late 20s and 30s – prime spending 
years – and they are mobile-first. Meanwhile, older cohorts that strongly preferred 
traditional methods will be a smaller part of the spending population (some will have 
passed on or simply no longer be economically active at the same level). This natural 
generational turnover means the consumer base will be inherently more inclined to use 
digital wallets. Education on digital financial literacy will also be much broader (many 
governments and companies are already educating users on how to use these safely). Thus, 
user resistance should be minimal by 2030 except perhaps among a very small segment. 
We might approach the idea of cashless societies in some places – Sweden is already near-
cashless. By 2030, it’s conceivable that some countries (maybe China, Sweden, South 
Korea) operate almost entirely via digital payments, with cash used only by a fringe. Other 
places like Germany or Japan, which had cultural cash affinity, will likely still have some 
cash but far less than before. 

 

In terms of practical day-to-day scenario in 2030: A person might: 



 

 

• Take public transit by tapping their phone or watch (their digital wallet holds a transit card 
or token). 

• Grab coffee, paying by phone tap, and automatically earning loyalty points that show up 
in their wallet app. 

• Shop online from their AR/VR glasses and confirm payment with a quick biometric blink 
or voice code, wallet handles the rest. 

• Split a lunch bill by a quick wallet P2P transfer keyed to a friend’s alias, perhaps auto-
splitting items using AI from the photo of the receipt. 

• Pay a utility bill through an automated wallet schedule, maybe using their bank account 
directly via wallet to avoid card fees. 

• Get a push notification that a certain credit card in their wallet will give 10% off at a store 
they just walked by – an AI-personalized offer. 

• Possibly even automatically pay for fuel or EV charging as their car communicates with 
the station, charging their wallet in the background (the so-called IoT payments). 

• Use their digital wallet app to check on all these transactions, budget categories, and maybe 
invest spare change into stocks or crypto – blurring the line between payment app and 
personal finance hub. 

Forecasts in Summary (2025–2030): 

• Global user count: ~6 billion by 2030 (roughly 70-75% of all adults globally). 

• Global transaction volume: Many tens of trillions USD annually; over half of total global 
consumer expenditure handled via digital payments (the rest being mostly card present or 
bank transfers – cash likely dropping to low teens or single digits percentage in many 
economies). 

• Market composition: Digital wallets claiming >50% share in both e-commerce and at least 
~30% in POS spend worldwide. Cards might fall to second place in share, and cash to a 
distant third by value. 



 

 

• Regional timeline: Asia-Pacific remains leader but plateaus at high adoption; Europe and 
North America show strong growth in mobile wallet share especially in-person; emerging 
markets accelerate due to smartphone penetration and fintech innovation, possibly showing 
the highest growth rates. 

• New inclusive finance: Over 1 billion previously unbanked individuals might gain financial 
access via mobile wallets by 2030, advancing global financial inclusion goals (this is in 
line with World Bank Findex predictions and the proliferation of mobile money in 
developing economies). 

• Competitive outlook: Possibly fewer, more interoperable wallets – perhaps every major 
region has 2-3 dominant wallets (some global like Apple/Google, some local champions), 
rather than the dozens we see now. However, there will always be niche players and 
merchant-specific apps coexisting. 

Ultimately, the trajectory suggests that by 2030, digital wallets will be the default way to pay 
and manage money for a majority of the world’s consumers, completing the migration away 
from physical cash and cards that began in earnest in the 2010s. The concept of a “wallet” itself 
will evolve, potentially becoming synonymous with one’s verified digital identity and financial 
profile, stored securely on personal devices and recognized universally. Businesses must prepare 
for this reality – those who integrate and leverage digital wallets in their customer experience will 
have an edge, while those clinging to older payment methods (or failing to unify loyalty and 
payment experiences) will appear increasingly antiquated to consumers. 

 

 

 

 

 

 

 

 



 

 

7. Conclusion and Recommendations 

The rise of mobile payments and digital wallets from 2024 through 2030 represents not just a 
technological trend, but a fundamental shift in commerce and consumer financial behaviour. As 
detailed in this report, digital wallets are moving to the centre of transactions – offering 
convenience, speed, and integrated value in ways traditional payment methods cannot. 

For businesses (B2C merchants, in particular): the clear recommendation is to embrace digital 
wallets as a core payment channel. Practically, this means ensuring your points-of-sale (whether 
online or in-store) accept the leading wallets prevalent among your customer base. In the US/EU, 
that likely means Apple Pay, Google Pay, PayPal, etc.; in Asia, it means the dominant local apps 
(WeChat, Alipay, GrabPay, etc.). The cost of enabling these methods is typically marginal 
compared to potential sales lift and customer satisfaction gains. We’ve seen that consumers often 
choose where to shop based on convenience – for instance, a Millennial customer might avoid a 
shop that is “cash only” or doesn’t accept contactless payments. By 2030, a “mobile-friendly” 
payments experience will be as expected as having an internet connection. Especially as Gen Z’s 
spending power grows, they will gravitate to businesses that allow them to pay quickly with their 
phones or wearables (and possibly even avoid those that force antiquated processes like signature 
signing or manual card entry). 

Integration of Loyalty and CRM: A major theme of this report is that digital wallets enable a 
convergence of payment and loyalty. Businesses should integrate their loyalty programmes 
with digital wallets wherever possible. This could involve issuing loyalty cards that can be added 
to Apple Wallet/Google Wallet, using wallet passes to send offers, or linking rewards so that they 
automatically apply when a customer uses a mobile wallet to pay. The benefit is twofold: it makes 
the customer experience frictionless (no need to carry extra cards or remember to identify 
themselves), and it provides the business with richer data and more opportunities to engage (via 
push notifications for instance). For example, a retailer might develop a partnership where its store 
credit card and loyalty program are both housed in a customer’s phone wallet; when the customer 
taps to pay, they also instantly accrue points and receive a personalised thank-you offer on their 
phone. Such seamless experiences drive higher spend and loyalty. According to industry studies, 
integrated loyalty can increase customer retention significantly – it blurs the line between a 
“transaction” and a relationship-building interaction. 

Security and Trust Communication: While consumer trust in mobile wallets is growing, it’s 
imperative for businesses (especially financial services providers) to continue educating 
customers about security measures and to uphold high security standards. Demonstrating 
commitment to data protection – for instance, using tokenization, not storing sensitive info, and 
quickly addressing any security incidents – will maintain and enhance trust. For banks and fintech 
companies, a recommendation is to highlight the security advantages of wallets (as opposed to 



 

 

static cards) in marketing messages. Many late adopters can be swayed when they understand that 
mobile wallets offer strong fraud protection (like biometric authorisation and dynamic codes). 
Additionally, customer-facing staff should be knowledgeable and able to assist hesitant customers 
in setting up and using mobile payments (for example, a bank teller helping a senior customer add 
their debit card to their phone and showing them how to use it). Such hand-holding can accelerate 
adoption among the remaining skeptics. 

Generational Outreach: Tailoring strategies by generation can maximize adoption. For younger 
consumers (Gen Z and Millennials), businesses should emphasise speed, convenience, and the 
cool factor – perhaps adopting the newest payment innovations (like supporting payments via 
social media or wearables) to stay aligned with their lifestyle. Peer influence is big in those cohorts, 
so referral incentives or social payment features can help. For older consumers (Gen X, 
Boomers), emphasise trust, reliability, and clarity. Ensure that payment options are clearly 
presented (no jargon), and perhaps provide multi-channel options (some older clients might still 
prefer a physical backup, so offering that but gently encouraging the digital as primary is wise 
during the transition period). Over time, as older generations become more comfortable thanks to 
positive experiences (and as a more tech-comfortable cohort ages into the senior demographic), 
these distinctions will fade. 

Competitive Preparedness: The competitive analysis in Section 5 highlights that key players 
(like Big Tech wallets, PayPal, etc.) are setting certain standards for user experience: one-click 
checkout, instant peer payments, integrated financing, etc. Businesses, particularly financial 
institutions and payment service providers, should either partner with these leaders or innovate 
alongside. For instance, a bank might choose to deeply integrate with Apple/Google Pay (ensuring 
its cards work flawlessly, maybe even allowing provisioning of new cards to the wallet with a tap 
from their banking app) rather than trying to fight against them. Alternatively, a consortium of 
banks or merchants might band together (as with Europe’s EPI initiative) to create a competitive 
wallet focusing on local needs (like lower fees or data sovereignty). If going that route, the lesson 
from past attempts is that any alternative must offer equal or greater convenience and value to 
consumers than the global incumbents – otherwise it will not gain traction. Given the entrenched 
position of global wallet providers, partnerships seem the pragmatic route for most. 

Data and Personalisation: With increased use of digital wallets comes a wealth of data on 
consumer spending patterns (with appropriate privacy safeguards). Businesses should invest in 
analytics to leverage this data for personalisation and improved services. This could manifest 
as personalised offers, better fraud detection, tailored financial advice (e.g., a bank wallet app 
warning a user if their spending this month is higher than usual in a certain category), and inventory 
insights for retailers (knowing peak times and popular products via aggregated payment trends). 
Essentially, digital payments data can feed into optimizing marketing and operations. However, it 



 

 

is crucial to do so in a privacy-compliant and ethical way – obtaining customer consent for data-
driven features and being transparent about how data is used will maintain trust. 

Infrastructure and Strategy for Cross-Border Commerce: As mobile wallets streamline cross-
border e-commerce and travel payments, businesses involved in international commerce (whether 
retail, hospitality, or remittances) should adapt. For example, a merchant that often serves tourists 
should enable acceptance of the tourists’ preferred wallets (accepting WeChat Pay/Alipay for 
Chinese tourists, or integrating European wallets for EU visitors, etc.). Payment processors now 
often provide multi-wallet acceptance solutions, so working with a provider that offers that 
coverage will help capture sales that might otherwise be lost. Additionally, consider currency and 
language support in mobile interfaces to make foreign wallet users comfortable. The growth of 
cross-border mobile transactions means that even smaller merchants could be selling to a global 
customer base through online channels – making sure your checkout has popular digital wallets 
(and not just local card options) can significantly improve conversion rates internationally. 

Future-Proofing: Looking beyond the immediate horizon, businesses should keep an eye on 
emerging payment tech that could complement or disrupt mobile wallets. This includes wearable 
tech, voice-activated payments, connected car payments, and IoT automation. While these 
may currently still use the underlying wallet infrastructure, they present new contexts (e.g., a smart 
fridge that orders and pays for groceries automatically). Businesses in retail and services should 
think about how to integrate with such ecosystems. For instance, being listed as an option in voice 
commerce platforms (like Alexa, Google Assistant) or partnering with automobile platforms for 
in-car purchasing (fuel, drive-thru orders paid via car’s wallet). Many of these innovations will 
still tie back to the user’s primary digital wallet, so ensuring presence and compatibility there is 
step one. 

Cost Management: Digital transactions can carry fees (card interchange, wallet provider cut, 
etc.), but as volumes shift from cash to digital, businesses should actively manage payment costs. 
This could involve promoting the most cost-efficient wallet methods (for example, some 
merchants encourage PIN debit or direct bank wallet payments which have lower fees than credit 
cards). However, one must balance that against consumer preference – pushing a less popular 
method could deter sales. The better approach is to support everything and strategically incentivize 
(maybe offer a small discount for using a bank transfer-based wallet payment if it saves you enough 
fees to justify it). The competitive environment is actually working in merchants’ favor long term: 
more competition among payment providers (including wallets) should drive fees down. Advocacy 
through trade groups for fee transparency and regulation (as seen in some markets) may also 
continue. By 2030, merchants could find digital payment acceptance costs somewhat reduced per 
transaction, but this requires staying engaged with industry changes and renegotiating acquirer 
contracts as new options come online. 



 

 

Customer Support and Contingency: As we rely on digital systems, there will be occasional 
outages or hiccups (be it a phone battery dying or a network issue). Businesses should 
have fallback processes so that these don’t completely halt transactions. For example, training 
staff on how to handle if a wallet payment fails (maybe the terminal can print a QR code instead 
or key-enter a token, etc., or simply gracefully advise the customer to use an alternate method). 
Also, continuing to accept multiple forms (including cash, at least in the near future) is prudent to 
not alienate those who, for whatever reason, can’t use a wallet in a given instance. It’s about being 
digital-first but not digital-only (at least until it’s absolutely certain 100% of your customer base 
is ready). 

In closing, the trajectory of mobile payments and digital wallets is clear: they are set to become 
the primary way consumers transact and engage with financial services. For decision-makers, 
the imperative is to integrate, adapt, and innovate around this reality. Those who do will find 
opportunities to deepen customer relationships (through integrated loyalty and personalized 
service), streamline operations (through faster, data-rich transactions), and potentially lower costs 
(through automation and competition among payment providers). Those who don’t risk being 
perceived as outdated or inconvenient. 

A vision for the future could be a cash-lite or cashless economy where transactions are 
seamless, contextual, and customer-centric. In such a world, the organisations that thrive will 
likely be those that have positioned themselves not just as recipients of mobile payments, but as 
active participants in the digital wallet ecosystem – whether by partnering with platform providers, 
adding value through their own apps, or leveraging the data to improve offerings. The 
recommendations herein aim to guide businesses toward that integration. By treating mobile 
wallets not just as a payment method but as a strategic channel for customer engagement, 
businesses can ride the wave of this digital payment revolution rather than be drowned by it. 

 

 

 

 

 



 

 

8. Sources 

1. Worldpay (FIS) – Global Payments Report 2024. (Reported by Payments Dive, Mar 2025) 
– Statistics on digital payment growth from $1.7T in 2014 to $18.7T in 2024, and 
projections to $33.5T by 2030. Also provided regional data: e.g., mobile wallets 39% of 
online and 16% of in-person transaction value in the U.S. in 2024 vs much higher in Asia-
Pacific; forecast that by 2030 mobile wallets will comprise 52% of e-commerce and 30% 
of POS transaction value globally. 

2. McKinsey & Co. – State of Consumer Digital Payments in 2024 (Oct 2024) – Findings 
from a large survey in US and Europe. Noted ~92% of US consumers have made a digital 
payment in past year. Highlighted growth of in-store mobile wallet use (US in-store use up 
to 28% of consumers in 2024 from 19% in 2019). Also discussed divergence: OEM wallets 
(Apple/Google) are most common in-store in both US and Europe; retailer-specific wallets 
big in US (e.g., Starbucks) but nascent in Europe. Emphasised younger consumers’ 
propensity to begin shopping via digital payment channels (BNPL marketplaces etc.). 

3. Mobilewallet.cards – “Mobile Wallet Adoption Rates Surge 40%” (July 14, 2025) – 
Article aggregating global wallet stats. Stated over 5.3 billion people projected to use 
digital wallets by 2026 (half the world). Noted Gen Z leads adoption (10% of their 
transactions via wallets by Q2 2022). Mentioned US proximity mobile payment users 
reached 120.2M (49% of smartphone owners) by 2024 (22% growth since 2020, 
accelerated by COVID). Also discussed drivers: convenience and speed, security 
perceptions (some consumers hesitant over data privacy while others embrace security of 
biometrics/tokenization), and role of government cashless policies.  

4. Federal Reserve Bank of Atlanta – “Mobile Payments and the Exuberance of Youth” by 
Claire Greene (Take On Payments blog, Aug 2024) – Cited that as of Oct 2023, 70% of 
US consumers made a mobile payment in the prior year. Showed strong age 
disparity: 93% of Gen Z (under 25) vs 50% of Boomers (65+) had adopted a mobile 
payment app in past year. It defined adoption as use of any of PayPal, Apple Pay, CashApp, 
etc., in last 12 months. Also indicated even when controlling for income/education, 
younger consumers significantly more likely to adopt.  

5. PYMNTS.com – “How The World Does Digital” report (PYMNTS Intelligence, Oct 
2025) – Noted mobile wallets power 35% of online and 21% of in-store 
purchases globally as of 2025 (a jump of 5.2 and 10.9 percentage points since 2022). 
Observed that this is a “form-factor shift, not funding shift”: consumers still use cards (67% 
of US digital wallets are card-funded) but prefer to tap/scan via phone. Also highlighted 



 

 

Gen Z in-store mobile wallet usage jumped 23% since 2022, the largest generational 
increase, though adoption rising across all ages (“age-agnostic”). Mentioned regional 
differences: mobile in-store use ~19% in the US (lower due to big merchants pushing 
proprietary systems) vs much higher in places like Singapore or Netherlands where instant 
payment systems integrate with wallets.  

6. Practical Ecommerce – “U.S. Lags in Digital Wallet Adoption” by D. Laszig (Dec 2024) 
– Referenced J.D. Power’s 2024 Digital Wallet Satisfaction Study results: 48% of U.S. 
shoppers use digital wallets (no growth from prior year). Only 57% of SMB merchants 
accept wallets. Top reasons non-users cite: Security (35% of non-users), “difficult to use” 
(17%), habit/comfort with current methods (16%). It also noted wallet users cite benefits 
of speed (45%) and ease (44%) primarily. Provided global context: 50% of global e-
commerce sales in 2023 were via wallets, and in APAC 70% of e-com spend and 64% of 
global online wallet spend came from Asia. 

7. Fintech Futures / GlobeNewswire – “Mobile Wallets Industry Report 2024” (Press release, 
Dec 2024) – Projected the global mobile wallet market size to grow from $244B in 2023 
to $668.1B by 2030 (CAGR 15.5%). Identified trends: biometric authentication, 
integration with banking services, and loyalty programme enhancements. Noted Asia-
Pacific leads the market (with China dominant). Also forecast remote (online) wallet 
segment to reach $505.8B by 2030 (18.5% CAGR) and proximity wallets to grow at 8.8% 
CAGR. Provided regional forecasts e.g., US market $63.1B in 2023; China expected to 
reach $178.9B by 2030 (21.1% CAGR).  

8. Datos Insights (formerly Aite Group) – “The Digital Wallet Revolution: Payment 
Preferences Reshaping Financial Services” by D. Dawson (May 2025) – Cited that digital 
wallet spending was $41.0T globally in 2024, representing 83% of global digital payment 
volume. Noted balanced usage: 51% in-store vs 49% online. Gave regional splits: Asia-
Pacific $36.8T (driven by China), Americas $2.2T (wallets 61% of digital spend in Brazil 
vs 33% USA), EMEA $2.0T with local solutions (Swish, Bizum, etc.) significant. Also 
compared usage patterns: Apple Pay ~80% of its volume in-store, PayPal 96% online. 
Listed top 5 wallets by volume: Alipay, WeChat Pay, UnionPay QuickPass, PayPal, Apple 
Pay (first three mostly China). Provided future outlook: wallet spending to $55.9T by 2029; 
predicted in Americas, in-store wallet spend will overtake e-com by 2029; mentioned 
Europe’s EPI (Wero) launch to unify wallets; noted Apple opening iPhone NFC to 3rd 
parties in 2024 could reshape competition.  

9. ACI Worldwide – “2025 Mobile Wallet Payment Trends Report” (Jan 2025) – Found 
mobile wallets increasingly used for non-payment items: usage for boarding passes, tickets, 
loyalty, etc., grew 92% since 2019. Provided generational stats on wallet usage frequency: 



 

 

younger consumers use multiple wallet apps more often (e.g., Gen Z and Millennials more 
likely to use 2-3 or 4+ wallet apps weekly, whereas Boomers predominantly use 1). Also 
noted urban residents use wallets more (58% usage) than suburban (42%) or rural (37%). 
Indicated an improvement in perception of security: 58% of urban users consider wallets 
secure, though 44% of Boomers remain “unsure”, versus 23% of Gen Z.  

10. Capital One Shopping – “Digital Wallet Statistics (2025)” (Updated Jul 2025) – A 
compilation of various survey stats: As of 2024, 4.3B digital wallet users globally (52.9% 
of population); projected to reach 5.8B (68%) by 2029. States 57% of U.S. adults used 
digital wallets in 2024. Digital wallets comprised 32% of global POS transactions and 53% 
of e-commerce transactions in 2024. Total wallet transaction value $10T in 2024, expected 
to exceed $17T by 2029 (70% growth). Gave U.S. generational usage: 91% of Gen Z (18–
26) used wallets as primary payment method in 2023; 59% of younger Millennials (27–42) 
mostly used wallets; 50% of Gen X (43–58) preferred wallets. Also said 71% of U.S. adults 
used PayPal in 2023. Noted average mobile wallet transaction $92.50 (near parity with card 
transactions average). Also forecast global mobile payment market (a subset) to reach 
$587.5B by 2030 at 38% CAGR from 2025.  

11. PYMNTS.com – “Gen Z Leads a 23% Surge in Mobile Wallet Use Across 
Generations” (PYMNTS, Oct 2025) – Reinforced that Gen Z saw largest jump in adoption 
but that mobile wallet use is growing across Millennials, Gen X, Boomers as well. It 
described mobile wallets reaching 35% of online and 21% of in-store purchase share 
globally in 2025 (PYMNTS used data from a study of 11 countries). Emphasised that 
consumers are not abandoning credit/debit cards but shifting how they use them 
(“abandoning the swipe, not the card” – i.e., using cards through wallets). Also mentioned 
local wallet successes: e.g., Pix in Brazil (14% of online payments) and native wallets in 
Japan (44% of online txns). Concluded that digital trust and habit drive adoption: where 
consumers see speed/rewards, wallet use accelerates; where cards remain “good enough,” 
growth is slower.  

12. JPMorgan Chase – 2023 Annual Payments Survey (referenced in multiple sources) – Not 
directly cited above, but possibly underlying some stats (like 48% of U.S. consumers using 
wallets in 2023, flat vs 2022). J.D. Power’s research is explicitly quoted in Practical 
Ecommerce source above. 

13. Statista / eMarketer – Insider Intelligence forecast (Apr 2023) – Chart referenced via CFPB 
report indicated U.S. mobile proximity payment users by 2026: Apple Pay ~70M, Google 
Pay ~40M, Samsung Pay ~16M. Also showed ~60% of U.S. under-40s had used a mobile 
wallet in early 2023 vs 38% of 40+ (cited in CFPB). This underscores Apple Pay’s lead in 
US and the generational gap.  



 

 

14. Consumer Financial Protection Bureau – “Big Tech’s Role in Contactless 
Payments” (Issue Spotlight, Jun 2023) – Provided context on Apple vs Android policies, 
noted Apple’s 55% share of US smartphone shipments and that “Apple leads the market in 
U.S. digital wallet users, a trend expected to continue through 2026”. Also indicated growth 
in mobile tap-to-pay value (Juniper forecast US NFC wallet transactions growing 150%+ 
by 2028 to ~$450B). Useful for understanding platform competitive dynamics and 
regulatory perspective. 

These sources collectively underpin the analysis in this report, offering quantitative data and 
insights into consumer behaviour, technology trends, and industry forecasts. 

 
 


