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INTRODUCTION

n Oct. 20, 2014, Apple launched Apple Pay, an

ambitious vision to revolutionize payments

03 06 mobility and security. The product’s promise

was to replace cards at the point of sale with

INTRODUCTION PART | digital wallets conveniently located in ev-
A big fish in a small pond eryone’s pocket via their iPhones. This sounded like

science fiction at the time, with Apple Pay able to run
only on the then-new iPhone 6 and very few mer-
chants accepting any form of contactless payments.

Much has changed since. PYMNTS estimates that over

10 23 three-quarters of major U.S. retailers accept Apple

Pay and nearly half of all U.S. consumers have iPhones

PART Il CONCLUSION in their pockets, yet Apple Pay remains a bit player at

Who uses Apple Pay? the cash register, accounting for just 2.4% of overall

in-store purchases in the U.S. Apple’s wallet may dom-
inate its less successful competitors, such as Google
Pay and Walmart Pay, but mobile wallets as a whole
have so far fallen far short of Cupertino’s grandiose
2014 vision.




PYMNTS’ latest research looks deeper into mobile wallets’
slow progress by dividing consumers into three distinct
technology personas — basic-tech, mainstream-tech and
connected-tech — according to their device usage. Con-
nected-tech consumers are relative power users of mobile
wallets and greatly favor Apple’s wallet above others.
However, even these technology evangelists mostly reach
for cards or cash rather than their phones to pay when
shopping in person.

PYMNTS has studied Apple Pay adoption and use since its
2014 launch. This year, we conducted two surveys with
4,329 total respondents who both own a smartphone and
had made at least one in-store transaction during the pre-
ceding 24 hours. We asked them how they paid and other
questions regarding their payment preferences. We also
conducted research on brick-and-mortar businesses that
accept mobile wallet payments, allowing us to combine
insights from both consumer and merchant sides of the
transaction.

This is what we learned.
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A BIG FISHIN A SMALL POND

APPLE PAY RETAINS ITS COMMANDING
LEAD OVER OTHER MOBILE WALLETS USED
IN-STORE TO PAY IN THE UNITED STATES.
HOWEVER, ITS SHARE OF ALL IN-STORE
TRANSACTIONS REMAINS TINY.

Apple Pay continues to dominate the mobile wallet space at
the physical point of sale. As of Q3 2022, Apple Pay captured
nearly 44% of in-store mobile wallet transactions — a slight
retreat from 46% in 2021, although the overall number of
transactions is rising each year. Google Pay surged past its
pre-pandemic high but still accounted for only 15% of mobile
wallet checkouts. PayPal, which briefly surpassed Apple Pay
in-store in 2020, plunged for a second year straight, drop-
ping to 11%. Walmart Pay rebounded from its recent low, but
usage remains well under 2019 levels, and Samsung Pay is
less relevant than ever.
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Figure 1

Mobile wallet users’ picks
Share of consumers’ most recent mobile wallet transactions, by mobile wallet and year
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N = 234: Respondents who made any in-store purchases using a mobile wallet in the 24 hours prior to being

surveyed, fielded June 16, 2022 - June 22, 2022, and Aug. 16, 2022 - Aug. 24, 2022
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Apple Pay’s commanding lead over its direct compet-
itors belies the broader picture — only a tiny share
of consumers have embraced this or any wallet for
checking out in the store. As of Q3 2022, Apple’s
wallet captures just 2.4% of in-store checkouts. Even
among shoppers who have compatible iPhones and
make purchases at physical merchants that accept
Apple Pay, more than nine in 10 decide to pay some
other way.

Despite eight years of market presence and the domi-
nant position of the iPhone, Apple Pay commands just
a modest share of in-store, point-of-sale transactions.
Total in-store sales in the U.S. stand at around $6.6
trillion, and $5 trillion of this commerce takes place at
businesses that accept Apple Pay — yet we estimate
that just $135 billion passes through Apple’s wallet!

" Author unknown. Time Series Data. United States Census Bureau. 2022. https:/www.
census.gov/retail/marts/www/timeseries.html. Accessed October 2022.
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Figure 2
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Mobile wallet use remains niche

Share of consumers who used select mobile wallets for their most recent in-store purchases
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Apple Pay @8: Connected-Tech Consumers Lead The Way, October 2022
N = 4,329: Complete responses, fielded June 16, 2022 - June 22,2022, and Aug. 16, 2022 - Aug. 24, 2022
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WHO USES APPLE PAY?

EVEN CONNECTED-TECH TRENDSETTERS
USE APPLE PAY FOR JUST 3.5% OF
THEIR IN-STORE PAYMENTS 3
THESE HIGHLY CONNECTED CONSUMERS TYPES UF TEGHNULUGY USERS
TEND TO BE HIGH-INCOME AND FALL IN
THE MILLENNIAL OR GENERATION X AGE GROUPS. We identified three types of technology users based on their con-

nected device ownership:

PYMNTS’ latest research shows that 61% of connected-tech
consumers fall into the highest income bracket, earning I BASIC-TECH: 41% of consumers

more than $100,000 per year, while just 29% earn between E Own 2.4 connected devices on average, generally
$50,000 and $100,000 and 10% make less than $50,000. including a smartphone and PC.

Forty-seven percent of these technology enthusiasts are
millennials, 36% are bridge millennials — the cross-section
of older millennials and younger members of Generation X
— and 29% are members of Gen X. Relatively few hail from
the Gen Z (14%) or baby boomers and seniors (10%) demo-
graphics.

Own 6.2 connected devices on average, generally
including a smartphone, PC, tablet, smart TV and
game console.

:@ MAINSTREAM-TECH: 50% of consumers

CONNECTED-TECH: 9.3% of consumers

Own 10.9 connected devices on average, including
what mainstream-tech consumers own as well as
several smart home and/or activity tracking devices.
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As with the connected-tech contingent, mainstream-
tech consumers tend to fall into the higher income
groups, though the trend is less pronounced. Forty-two
percent said they earned $100,000 or more, 34% are in
the middle income bracket and 24% have low incomes.
Mainstream-tech consumers are very evenly repre-
sented across most age groups, comprising 31% of
millennials, 30% of baby boomers and 28% of Gen X.
Gen Z trails the other age groups again, accounting for
just 12% of mainstream-tech consumers.

Basic-tech users fall disproportionately into the cat-
egories of low-income earners and baby boomers.
Forty-nine percent of these consumers earn less than
$50,000 per year. Forty-five percent of basic-tech con-
sumers are baby boomers and seniors, and just 10%
hail from Gen Z.
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Figure 3
Technology adoption personas and corresponding demographics
Share of technology adoption persona groups that reflect select demographics
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AVERAGE SPEND ACROSS PERSONAS

Figure 4
Consumer spend across payment methods

Consumers’ average expenditure via select payment methods, by persona
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Apple Pay @8: Connected-Tech Consumers Lead The Way, October 2022
N = 4,329: Complete responses, fielded June 16, 2022 - June 22, 2022, and Aug. 16,2022 - Aug. 24,2022
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WHO USES APPLE PAY?

Figure 5
Mobile wallet adoption, by technology persona

Share of in-store checkouts paid via mobile wallet, by technology adoption persona
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Figure 6
Recent mobile wallet use

Mobile wallet usage, by technology adoption persona and window of time
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WHO USES APPLE PAY?

APPLE PAY IS THE PREFERRED
MOBILE WALLET ACROSS ALL THREE
TECHNOLOGY ADOPTION PERSONAS.
CONNECTED-TECH CONSUMERS ALSO

HEAVILY USE WALMART PAY.

Among consumers in all three technology persona groups,
Apple Pay dominates the competition. Connected-tech
consumers use Apple’s wallet for 3.5% of their in-person
checkouts, exceeding the 2.7% of mainstream-tech consum-
ers and 1.3% of basic-tech users that do the same. Google
Pay captures less than half these usage shares for each
group, respectively, with PayPal further behind. One sur-
prise is the relatively high popularity of Walmart Pay among
connected-tech consumers, who used it for 2.8% of their
most recent in-person transactions.
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Figure 7
Most popular mobile wallet for consumers’ most recent purchases

Share of consumers who used select mobile wallets for their most recent in-store
purchases, by technology adoption persona
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THE MEGA-RETAILER BARRIER

merica’s two biggest retailers are major obstacles to

wider in-store mobile wallet usage. Amazon.com cur-

rently does not accept payment via Apple Pay or other

mobile wallets, even for purchases made through Am-

azon’s shopping app on an iPhone. Recent PYMNTS
research finds that 30% of consumers shop at Amazon at least
weekly, 64% of consumers are Amazon Prime members and Am-
azon’s share of eCommerce is now 50%.

Walmart accepts only Walmart Pay in-store, and is another
huge roadblock. PYMNTS’ data shows that 33% of U.S. consum-
ers shopped at Walmart at least weekly, and 19% are Walmart+
members. Our research also reveals that in-store Walmart shop-
pers with an Android or Apple smartphone capable of running
Walmart Pay make 3.2% of their transactions with Walmart Pay,
suggesting significant potential for the more widely adopted
Apple Pay and Google Pay.

If either — or both — of these retailers begin to accept Apple
Pay or mobile wallets generally, most U.S. consumers would start
seeing mobile wallets as a payment option at their most fre-
quently visited online and physical stores, encouraging usage in a
potentially meaningful way.

22

n its eighth birthday, Apple Pay can celebrate a
certain amount of success. It has emerged as
the clear leader for in-store transactions among
mobile wallets in the U.S. and has significant-
ly expanded its acceptance among merchants

given their implementation of contactless terminals. Yet
Apple’s wallet has failed to garner mainstream adoption
as a leading way to pay in the U.S., even when nearly half
the consumers in America have compatible iPhones in
their pockets. Even among connected-tech consumers,
Apple Pay and other mobile wallets play third fiddle to
cards and cash. Still, our research shows that connected-
tech consumers currently use mobile wallets in-store at
more than twice the rate of the average shopper, offering
grounds for optimism that mobile wallets — and Apple
Pay — gradually claw their way toward somewhat greater
relevance.
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METHODOLOGY

PYMNTS has studied Apple Pay adoption and use since its
2014 launch. This year, we conducted two surveys — one
from June 16 to June 22, following the launch of Apple Pay
Later, and another from Aug. 16 to Aug. 24 — with 4,329
total respondents who both own a smartphone and had
made at least one in-store transaction during the pre-
ceding 24 hours. We asked them how they paid and other
questions regarding their payment preferences. The sample
was balanced to match the U.S. adult population in a set
of key demographic variables. We also conducted research
on brick-and-mortar businesses that accept mobile wallet
payments, allowing us to combine insights from both con-
sumer and merchant sides of the transaction.
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DISCLAIMER

The Apple Pay At Eight Report may be updated periodically. While reasonable
efforts are made to keep the content accurate and up-to-date, PYMNTS: MAKES NO
REPRESENTATIONS OR WARRANTIES OF ANY KIND, EXPRESS OR IMPLIED, REGARDING
THE CORRECTNESS, ACCURACY, COMPLETENESS, ADEQUACY, OR RELIABILITY OF
OR THE USE OF OR RESULTS THAT MAY BE GENERATED FROM THE USE OF THE
INFORMATION OR THAT THE CONTENT WILL SATISFY YOUR REQUIREMENTS OR
EXPECTATIONS. THE CONTENT IS PROVIDED “AS IS” AND ON AN “AS AVAILABLE” BASIS.
YOU EXPRESSLY AGREE THAT YOUR USE OF THE CONTENT IS AT YOUR SOLE RISK.
PYMNTS SHALL HAVE NO LIABILITY FOR ANY INTERRUPTIONS IN THE CONTENT THAT
IS PROVIDED AND DISCLAIMS ALL WARRANTIES WITH REGARD TO THE CONTENT,
INCLUDING THE IMPLIED WARRANTIES OF MERCHANTABILITY AND FITNESS FOR A
PARTICULAR PURPOSE, AND NON-INFRINGEMENT AND TITLE. SOME JURISDICTIONS
DO NOT ALLOW THE EXCLUSION OF CERTAIN WARRANTIES, AND, IN SUCH CASES, THE
STATED EXCLUSIONS DO NOT APPLY. PYMNTS RESERVES THE RIGHT AND SHOULD NOT
BE LIABLE SHOULD IT EXERCISE ITS RIGHT TO MODIFY, INTERRUPT, OR DISCONTINUE
THE AVAILABILITY OF THE CONTENT OR ANY COMPONENT OF IT WITH OR WITHOUT
NOTICE.

PYMNTS SHALL NOT BE LIABLE FOR ANY DAMAGES WHATSOEVER, AND, IN PARTICULAR,
SHALL NOT BE LIABLE FOR ANY SPECIAL, INDIRECT, CONSEQUENTIAL, OR INCIDENTAL
DAMAGES, OR DAMAGES FOR LOST PROFITS, LOSS OF REVENUE, OR LOSS OF USE,
ARISING OUT OF OR RELATED TO THE CONTENT, WHETHER SUCH DAMAGES ARISE IN
CONTRACT, NEGLIGENCE, TORT, UNDER STATUTE, IN EQUITY, AT LAW, OR OTHERWISE,
EVEN IF PYMNTS HAS BEEN ADVISED OF THE POSSIBILITY OF SUCH DAMAGES.

SOME JURISDICTIONS DO NOTALLOW FORTHE LIMITATION OR EXCLUSION OF LIABILITY
FOR INCIDENTAL OR CONSEQUENTIAL DAMAGES, AND IN SUCH CASES SOME OF THE
ABOVE LIMITATIONS DO NOT APPLY. THE ABOVE DISCLAIMERS AND LIMITATIONS ARE
PROVIDED BY PYMNTS AND ITS PARENTS, AFFILIATED AND RELATED COMPANIES,
CONTRACTORS, AND SPONSORS, AND EACH OF ITS RESPECTIVE DIRECTORS, OFFICERS,
MEMBERS, EMPLOYEES, AGENTS, CONTENT COMPONENT PROVIDERS, LICENSORS,
AND ADVISERS.

Components of the content original to and the compilation produced by PYMNTS is the
property of PYMNTS and cannot be reproduced without its prior written permission.





