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Introduction

Credit card issuers do a lot to push their products to the top
of consumers’ wallets, offering promotional interest rates,
rewards and slick card designs. These options may appeal
to consumers, but one aspect of the card experience could
prove even more compelling: mobile apps.

In Bridging the Gap: Mobile Card App Adoption, a PYMNTS
and Elan collaboration, we surveyed nearly 2,000 United
States consumers across a range of demographic groups
to better understand their mobile credit card app use, the
key app functions they want and the features they find
most compelling.

Mobile credit card apps are issuer-specific smartphone
apps that let consumers view balances and credit card

activity as well as service their accounts by making
payments, redeeming rewards or setting travel
notifications. Our analysis reveals that consumers
are increasingly tapping these apps to enhance and
augment their credit card use.

PYMNTS' research shows that 62.1 percent of adult U.S.
consumers own at least one credit card, and 40.5 percent
of those owning credit cards have downloaded at least one
mobile card app, which means there are more than 102 mil-
lion app users. Consumers are putting mobile credit card
apps to work rather than leaving them idle, as our findings
reveal that 60.7 percent of those who have downloaded the
apps use them a couple of times per week, and within this
group, 29.4 percent use them at least once a day.

OF ADULT U.S. CONSUMERS

own at léast one credit card.

Key Takeaways:

A majority of consumers already
use mobile card apps, and many
are avid users.

Our research shows that 53.3 percent of all respondents
have downloaded mobile card apps, with 77 percent of
those aged 18 to 24.doing so. Consumers who have such
apps tend to use them frequently, as 60.7 percent report
doing so at least a couple of times per week. Our findings
show that 84.7 percent of regular card app users — those
that use them at least once per week — say they are “very”
or “extremely” satisfied with them.

Transaction alerts and fingerprint
login options are the most compelling
card app features.

Mobile card apps are in many ways-ideally suited to deliv-
ering greater financial management and control, allowing
consumers to access, real-time information while avoiding
fine print or password hassles. It is perhaps not surpris-
ing that the “stickiest” app features capturing interest are
those that capitalize on smartphones'’ built-in capabilities.
These include real-time transaction alerts, cited by 21.1
percent of respondents as the most important mobile card
app feature, and fingerprint login, cited by 19.2 percent as
the same.

Such features may be particularly compelling but are by no
means the only ones consumers value. Consumers look for
a host of “standard” functions in mobile card apps, illustrat-
ed by the 68.3 percent of respondents who cited the ability
to view credit card statements as important. The next most

popular feature is being able to view recent card activity,
cited by 65.6 percent of respondents.

Consumers want apps that will enable
greater spending control and make card
management more convenient and easy.

Mobile card apps serve three vital purposes: They help con-
sumers manage their accounts, provide convenience and
enable controlled spending. Our researchishows that 70.1
percent of respondents’ leading reason to use card apps is
facilitating account management, followed by 63.3 percent
who cite the desire for convenience. The third most-report-
ed motivating factor is spend control, as 56.9 percent of
consumers indicate-they use apps to monitor and control
their card use.

Younger consumers are the most
enthusiastic about mobile card apps.

Our analysis shows that 90.4 percent of Gen Z consumers
have downloaded card apps, while only 50 percent of baby
boomers and seniors have done so. Younger consumers
also report being more enthusiastic about numerous app
features such as fingerprint login options, which 28.5 per-
cent of Gen Z respondents consider the most important
app feature.

These insights suggest that mobile card apps could po-
tentially become as ubiquitous as physical cards if they
can satisfy users' desires for control, convenience and
functionality.

. © 2019 PYMNTS.com All Rights Reserved



. THE CURRENT

: . E . ‘
. i * I - | ..
o i : : & | 3
| ‘ .. : 3 ‘I. i ..-'u. y . L . . -
. | - : : ‘- b .t. ; " * .- - T ¥ s
| | ‘. : ..‘. ; ; % * LR 1
: . . _ 3 5. L
& | | %3 : . ' A By s
. | : ; : Z s . g . ,.
: % - "y - 3 . v i . e . H -"I - 3 ¢ : :
| | . . . s ; R * W Ty - >




The current state of the market

Financial innovations often face early difficulties, and
consumers’ slow adoption of the personal credit card illus-
trates this. It has taken almost 70 years for the technology
to find use among most adult U.S. consumers, and our
research indicates that 62.1 percent of them now own at
least one credit card.

Mobile card apps have gained remarkable traction in a
comparatively short time span, however. Our analysis
shows that 40.5 percent of the nation’s consumers — 102
million — have downloaded such apps. This adoption rate
suggests that mobile apps are providing value and points
to a significant growth opportunity, as more than 53 million
cardholders have yet to access such offerings.

The U.S. credit card and app market
Share of consumers who own and use
credit cards or card apps

Number of Portion of U.S.
CRITERIA consumers adult

(in millions) consumers
U.S. adult population 252.0 100%
Credit card owners 156.5 62.1%
Downloaded mobile 102.0 40.5%

card app

Downloading an app is not the same as using it, but our
research shows that consumers utilize mobile card apps
regularly. PYMNTS' analysis reveals that 60.7 percent
of consumers who have such apps use them at least
a couple of times per week on average, while 20.1 per-
cent do so once per day and 9.3 percent use the apps
several times each day. We found that app utilization
corresponds closely with card use, suggesting that
consumers are accessing mobile solutions as extensions
of their physical cards.

Consumers are doing more than just using their apps to
occasionally check account balances. PYMNTS' research
indicates that 32.7 percent of consumers use their cards a
couple of times per week, while 31.3 percent say the same
about their card apps. A similar pattern emerges among
the 20.6 percent who use their cards once per day on av-
erage, and 20.7 percent reported using their mobile apps
with the same frequency.

Frequency of mobile app and credit card usage
Consumers’ use of credit cards and mobile card apps,
by frequency

 Credit card usage
Mobile app usage

LESS THAN ONCE PER MONTH

16% Nl
3.4%

ABOUT ONCE PER MONTH

43% A
70%

A COUPLE OF TIMES PER MONTH

14.3% I
15.6%

ONCE PER WEEK

82% N
13.2%

A COUPLE OF TIMES PER WEEK

327% I
31.3%

ABOUT ONCE PER DAY

20.6% I
201%

SEVERAL TIMES PER DAY

18.4% I
9.3%
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Mobile card app users — especially frequent users — are
satisfied with the technology. Our research illustrates that
84.7 percent of respondents who use such apps at least
once per week say they are “very” or “extremely” satisfied
with them, and 78.6 percent of infrequent users say the
same.

Mobile card apps appeal to consumers for three prima-
ry reasons: They simplify users’ account management,
increase convenience and improve spend management.

Our research finds that 70.1 percent of consumers say
using card apps makes account management easier. This
compares to the 63.3 percent who say the apps make ac-
count management more convenient and the 56.9 percent
who say such apps help them control their spending.

These findings suggest that mobile card apps are already

satisfying consumers’ desires but that there appears to be
considerable room for growth. After all, 53 million card-
holders have yet to try mobile card apps, and some current
users are not committed to those they have.

Consumers’ satisfaction with mobile card apps
Share of “very” and “extremely” satisfied mobile card app
users, by usage frequency

FREQUENT USERS (ONCE PER WEEK OR MORE)

84.7% |II——

INFREQUENT USERS

78.6% I——

L

Consumers’ reasons for mobile card app satisfaction
Share of respondents expressing satisfaction
with mobile card apps, by reason

EASIER TO MANAGE ACCOUNTS
701% |——

MORE CONVENIENT TO MANAGE ACCOUNTS
63.3% IN——

EASIER TO MANAGE CARD SPENDING
56.9% I

DATA IS MORE SECURE
352% I

LIKE HAVING SEPARATE CREDIT CARD APPS
33.6% I

LOWER FRAUD RISK
322% I

OTHER
02% 1
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Identifying standout use cases and features is crucial to
driving new technology adoption. It is hard to imagine find-
ing a new location today without the aid of a smartphone’s
GPS, and such features become indispensable to consum-
ers, making older methods seem intolerable. Two features
in the mobile card app space appear to have this potential:
real-time transaction alerts and fingerprint login options.

Our research shows that 21.1 percent of app users think
real-time transaction alerts are the most important
feature, and 19.2 percent feel the same about fingerprint
login functions. These features top a list that includes
facial recognition login options, fund transfer capabilities
and real-time mobile card controls.

Mobile card apps’ most important features

Share of respondents citing select features as most important, by feature

REAL-TIME TRANSACTION ALERTS
211% I

FINGERPRINT LOGIN
19.2% I

VIEW CREDIT CARD ACTIVITY SINCE THE LAST STATEMENT
14.3% I

TRANSFER MONEY WITHIN MY ACCOUNTS
10.8% I

VIEW CREDIT CARD STATEMENTS
10.6% I

FACIAL RECOGNITION LOGIN
9.2% Il

CREDIT CARD BILL AUTOPAY SETUP
8.2% Il

REAL-TIME MOBILE CARD CONTROLS
4.0% 1l

TRANSFER MONEY TO ACCOUNTS USING REAL-TIME PAYMENTS
24% i

OTHER
03% 1

Real-time transaction alerts and fingerprint login functions
stand out for another reason: Frequent mobile card app
users favor them to a considerably greater degree than
infrequent users. This distinction is important, and
developers would be wise to heed enthusiasts’ preferenc-
es. They know what they like, after all.

Our analysis reveals that 21.8 percent of frequent mobile
card app users regard fingerprint login capabilities as the
most important feature, nearly double the share of those
who rarely use such apps. The share of reqular users who

feel real-time transaction alerts are apps’ most important
feature is 21.9 percent, compared to 18.4 percent for infre-
quent users.

This data does not mean that a mobile app will entice
consumers simply by offering a fingerprint login option,
however. It instead reflects that consumers are searching
for multifunctionality in card management, and several fea-
tures emerge as compelling for consumers facing a range
of options.

Respondents’ most important mobile card app features

Share citing select features as most important, by app usage frequency

. Frequent users (once per week or more)

Infrequent users

REAL-TIME TRANSACTION ALERTS

219% I
18.4%

FINGERPRINT LOGIN

21.8% I
1%

VIEW CREDIT CARD ACTIVITY SINCE THE LAST STATEMENT

12.5% I
20.0%

TRANSFER MONEY WITHIN MY ACCOUNTS

10.7% I
1.0%

VIEW CREDIT CARD STATEMENTS

8.6% N
17.2%

FACIAL RECOGNITION LOGIN

9.7% I
76%

CREDIT CARD BILLS AUTOPAY SETUP

81% N
8.4%

REAL-TIME MOBILE CARDS CONTROLS

42%
3.4%

TRANSFER MONEY TO ACCOUNTS USING REAL-TIME PAYMENTS

24%
2.4%

OTHER

0.2% |
0.4%
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Our research shows that 68.3 percent of consumers
consider the ability to view credit card statements to be a
"very” important card app feature, making it the most-cited
option. Next most cited is viewing card activity that has
occurred since the previous statement, named by 65.6
percent of respondents as “very” important.

These features may not appeal to technology aficionados
the way fingerprint login capabilities and transaction alerts
might, but their broad appeal reflects these functions’ im-
portance and practicality. They allow consumers to imme-
diately access vital account information instead of waiting
for mailed monthly statements.

Mobile card app features respondents view as important

Share citing select app features as “very” important, by feature

REAL-TIME TRANSACTION ALERTS
59.4% II——

FINGERPRINT LOGIN
45.9% I

VIEW CREDIT CARD ACTIVITY SINCE THE LAST STATEMENT
65.6% III——

TRANSFER MONEY WITHIN MY ACCOUNTS
49.0% I

VIEW CREDIT CARD STATEMENTS

68.3% III——

FACIAL RECOGNITION LOGIN
25.3% I

CREDIT CARD BILL AUTOPAY SETUP
45.3% I

REAL-TIME MOBILE CARD CONTROLS
272% I

TRANSFER MONEY TO ACCOUNTS USING REAL-TIME PAYMENTS
26.0% I

OTHER
0.4% |

We find that both frequent and infrequent app users share
similar attitudes toward high-priority features, despite a
few key differences. The former group cites viewing card
statements and monitoring recent account activity as
card apps’ most important features, at 66.3 percent and
63.6 percent, respectively. They appear less enthusiastic

about these features than infrequent users, however, and
frequent users have greater interest in a broad range of
functions. This interest includes transferring funds be-
tween accounts, cited 53 percent of frequent app users as
a "very” important feature.

Mobile card app features important to respondents
Share citing select app features as “very” important,
by app usage frequency

W Frequent users (once per week or more)

Infrequent users

REAL-TIME TRANSACTION ALERTS

61.8% I
51.6%

FINGERPRINT LOGIN

50.3% I
318%

VIEW CREDIT CARD ACTIVITY SINCE THE LAST STATEMENT

63.6% II——
71.8%

TRANSFER MONEY WITHIN MY ACCOUNTS

53.0% I
36.0%

VIEW CREDIT CARD STATEMENTS

66.3% II——
74.6%

28.4%
15.3%

481%
36.2%

291%
21.0%

28.6%
17.4%

0.5%
0.4%

FACIAL RECOGNITION LOGIN

CREDIT CARD BILL AUTOPAY SETUP

REAL-TIME MOBILE CARD CONTROLS

TRANSFER MONEY TO ACCOUNTS USING REAL-TIME PAYMENTS
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90.4%

OFGENZ
CONSUMERS

‘have downloaded
mobile card apps.

Gen Z and millennial consumers have grown up with the
internet and smartphones at the center of their lives, and
they utilize these technologies to accomplish myriad tasks.
They are accustomed to managing their finances with such
solutions, perhaps making it no surprise the youngest
consumers are by far the most enthusiastic adopters of
mobile card apps. Our research shows that 90.4 percent
of Gen Z consumers have downloaded mobhile card apps,
and only 50 percent of respondents aged 55 and older have
done the same.

Mobile card app downloads across generations
Share of respondents who have downloaded mobile
card apps, by generation

GENERATION Z

90.4%

MILLENNIALS
88.9%

BRIDGE MILLENNIALS
88.7%

GENERATION X
76.7%

BABY BOOMERS AND SENIORS

50.0%

AVERAGE ACROSS ALL GENERATIONS
69.4% II——

More than two-thirds of all respondents believe mobile card
apps can help them more easily manage their accounts,
but interesting generational differences emerge when
examining other motivations for using such apps. Our
research shows that younger consumers are particularly
interested in using card apps to manage their spending,
as 64.2 percent of millennials and 60.6 percent of Gen
Z respondents indicated this as a reason for their app
satisfaction, suggesting that consumers gaining their
financial footing may regard card apps as important tools
to keeping their budgets in check.

Generational motivations for using mobile card apps
Share of respondents citing select reasons for being
satisfied with apps, by generation

B Generation Z B Generation X

Millennials Il Baby boomers and seniors

Bridge millennials

EASIER TO MANAGE ACCOUNTS

66.3% I

72.7%

70.7%

711%

671% I
MORE CONVENIENT TO MANAGE ACCOUNTS

58.7% I

66.6%

66.1%

619% I

62.4% I
EASIER TO MANAGE CARD SPENDING

60.6% I

64.2%

62.7%

54.6% I

505%

36.6%
33.9%

341%
36.5%
34.8%

33.3%
35.6%
341%
32.3%
32.8%

31.2%
281%
32.7%
32.4%
37.0%

0.0%
0.2%
0.2%
0.4%
0.0%

DATA IS MORE SECURE

LIKE HAVING SEPARATE CREDIT CARD APPS

LOWER FRAUD RISK

| e}
3
I
m
py)

© 2019 PYMNTS.com All Rights Reserved




Our research reveals even more dramatic generation-
al differences when we examine certain mobhile app
features’ appeal. This is particularly evident when analyzing
fingerprint-based login interest, as 28.5 percent of Gen Z
consumers view it as the most important feature and just
15.2 percent of those aged 55 and older say the same. This
reflects contrasting attitudes toward privacy and biometric
technology, which older consumers may be less willing
to trust.

Our research shows that younger consumers are clearly
leading the way in using mobile card apps, and these early
adopters’ technological habits could soon spread far and
wide.

Other features do appeal more to older consumers.
Real-time transaction alerts, for example, are cited by 24.6
percent of Generation X consumers and 22.1 percent of
baby boomers and seniors as the most important card app
function, perhaps indicating heightened concerns among
these consumers regarding card misuse and fraud.

Different generations’ most important card app features

Share of respondents citing select app features as most important, by generation

B Generation Z | K€

Millennials Wl Baby boomers and seniors

eneration X

Bridge millennials

REAL-TIME TRANSACTION ALERTS

17.0%
18.0%
17.2%
24.6%
221%

FINGERPRINT LOGIN

28.5%
20.9%
21.6%
18.8%
15.2%

VIEW RECENT CREDIT CARD ACTIVITY SINCE THE LAST STATEMENT

7.4%
13.2%
13.5%
12.3%
19.7%

TRANSFER MONEY WITHIN MY ACCOUNTS

14.1%
N.7%
10.4%
10.3%
9.3%

VIEW CREDIT CARD STATEMENTS

10.2%
91%
8.7%
76%
16.1%

13.6%
10.5%
N.7%
10.7%
4.7%

4.0%

91%
9.6%
9.3%
6.8%

3.6%

41%
4.4%
4.5%
3.5%

1.5%
3.3%
2.9%

1.8%

21%

0.0%
0.2%
0.0%
0.2%
0.0%

FACIAL RECOGNITION LOGIN
[

CREDIT CARD BILL AUTOPAY SETUP
[

REAL-TIME MOBILE CARD CONTROLS

TRANSFER MONEY TO ACCOUNTS USING REAL-TIME PAYMENTS

OTHER
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Conclusion

Mobile card apps may be approaching their tipping point
into ubiquity, as more than half of all U.S. consumers have
downloaded them and use them on a weekly or even daily
basis. Consumers want more than just bells and whistles,
however. They expect these apps to deliver real functional-
ity that can help them more easily and conveniently man-
age their accounts as well as enable them to better monitor
and control their spending habits.

Consumers consider real-time transaction alerts and
fingerprint login to be among the most important mobile
card app features, while access to account statements
and transaction information are broadly popular functions.
Younger consumers are ahead of the curve when it comes
to mobile card app adoption, and they are particularly en-
thusiastic about features like fingerprint login. This means
app providers must cater to the shifting needs of different
generations if they intend to tap into this growing market’s
potential.

Methodology

The Bridging the Gap: Mobile Card App Adoption report was
designed to determine how individuals use credit cards and
mobile credit card apps. We asked respondents about their
credit card usage, mobile card app usage and interest in a
range of app features, among other topics.

We received 5,086 responses that were census-balanced
with respect to age, education, gender and income. The
final results included responses from 1,998 participants
who own credit cards as well as smartphones or mobile
tablets that are capable of hosting mobile credit card apps.

© 2019 PYMNTS.com All Rights Res
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PYMNTS.com is where the best minds and the best content
meet on the web to learn about “What's Next” in payments and
commerce. Our interactive platform is reinventing the way in
which companies in payments share relevant information about
the initiatives that shape the future of this dynamic sector and
make news. Our data and analytics team includes economists,
data scientists and industry analysts who work with companies to
measure and quantify the innovation that is at the cutting edge
of this new world.

Elan Financial Services partners with more than 1,400 financial
institutions to be America’s leading agent credit card issuer. For
over 50 years, Elan has offered an outsourced partnership solution
that provides institutions the ability to offer a competitive credit
card program. Elan has developed industry-leading technologies
to improve cardmember satisfaction and drive growth, all while
sharing the programs’ economics with its partners. For more
information, visit

We are interested in your feedback on this report. If you have questions or comments, or

if you would like to subscribe to this report, please email us at
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