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What drives adoption of
new payment methods?

A Consumer Perspective
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Our Study

Age & Gender

55+
45-54 1000 sampiesize
35-44
25-34
16-24 42.3 Years average age

= Women = Men
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What do you think? _
What does the German population know
about Wero & Digital Euro?

slido.com
# 4286094

Qppinio


http://slido.com

Challenge 01

The Market Is Saturated

Invoice

SEPA direct debit

Online transfer

Card payments

Digital wallets

Transfer from bank account
Installments / BNPL

Cryptocurrencies

Qppinio

5%

35%

64%

60%

56%

55%

51%

Nearly 4

online payment methods are used on average

30%

name Digital Wallets as preferred payment method

70%

say that Wero and/or Digital Euro don't solve
any problems that other payment providers
don't already cover



Challenge 01
The Market Is Saturated

Digital wallets A 20% 35% 36%
0
Card payments 10% 25% 35% 28% (o)
Invoice 10% 25% 31% 31% . 0 o .
Are dissatisfied with
Instaliments / BNPL 13% 23% 34% 26% 2
current online
SEPA direct debit 15% 22% 33% 25%
payment methods
Transfer from bank account 16% 27% 29% 24%
Online transfer 14% 27% 30% 20%
Cryptocurrencies 19% 29% 29% 18% 8 7 %
B Very dissatisfied [l Dissatisfied [l Somewnhat dissatisfied [l Neutral are (ve ry) satisfied

B Somewhat satisfied || Satisfied [ Very satisfied
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Challenge 02 o
Wero who? Digital Euro what?

60%+

know close to nothing about
Wero or the Digital Euro

Wero 33% 28% 29% < 1 0 %

would call themselves
@ Don'tknowatall [l Only know the name [l Knowabit [ Know a lot knowledgeable

Digitaler Euro
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Challenge 02 o
Wero who? Digital Euro what?

15%

don't have any associations with the Digital Euro

confuse the Digital Euro with other things - mainly Bitcoin /
cryptocurrencies, credit cards and PayPal

<15%

gave a somewhat correct response, mainly focusing on “digital
currency”, very few mention the ECB

Qppinio



Challenge 02 o
Wero who? Digital Euro what?

33%+

don't have any associations with Wero

confuse Wero with other things - often their main bank's app
(Sparkasse, VR bank), but also the window brand Weru

<15%

gave a somewhat correct response, mainly focusing on “sending
money in real-time" or “European answer to PayPal"

Qppinio



Challenge 03
Digital Euro: The Image Issue

13% @ 26% B

Have strong negative sentiment

: . would likely not use it in the
against the Digital Euro

future
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Challenge 03 &
Dlgltal Euro: The Image Issue

Total
Rejectors
"abolition of "nonsense"
"no more ban

"garbage"

"the opposite




Challenge 03 &
Digital Euro: The Image Issue

Data privacy concerns [ <2 o
st srvance I > D0 70
Technical issues [T o+ have some concerns and worries

Loss ofsnonymity [ -5 around the Digital Euro - even If
T —— T AENE) MEEEng
High costs | 2-* Concerns are mainly around data
Complicated to use [N, 24% privacy / surveillance / loss of
Only works in Euro zone [ 23% anonymity.

Limited batance NI 5%
siow I 4%
No worries - 8%
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Challenge 03

ey

Digital Euro: The Image Issue

(Mis-)trust in the ECB

is the single biggest driver of Digital Euro adoption. The more
people trust the ECB, the more likely they are to use the Digital

Euro. Less so for Wero but still a very relevant driver here as well.

"Made in Europe”

is generally not an important driver for satisfaction with payment

methods - it ranks very low compared to other factors.



Challenge 04 )
Wero: The Convenience Issue

95%+ W 19% &

Have a very neutral opinion
regarding Wero - there is no
active rejection

Are still unlikely toAtry Wero
when online shopping
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Challenge 04 @

Wero: The Convenience Issue

Happy with current offering

= >90%

See some blockers around using
32% Wero.

Data privacy

High costs 29%

Mainly driven by satisfaction with
7% current payment methods,
convenience / laziness and just a

N|

Merchants don't offer it

Laziness [N 2% general lack of information.
My bank does not offer it _ 19%

No worries 8%
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To summarize...

£

Has to work on Awareness,
but also actively work against
rejection & mistrust in ECB

Qppinio

Has to work on Awareness
and show value over and
above current methods



Nevertheless...

£

24 % 63%

would try it would try it
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Among Heavy Online Shoppers...

G

61% 69%

would try it would try it
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Okay... and now what? &
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What drives payment-method adoption?

Why is x your favorite method?

Is fast 56%
Is easy 56%
No fees 37%
Is safe 36%
Has buyer protection 35%

Offered everywhere

Available worldwide [ 25%
Easy-to-use app IS 23%
Offers automatic debiting [INNNENEGENNEE 21%
Offers installments N 14%
No registration necessary |G 13%
Can collect points [[INEEGGNN 11%
Just used to it [N 11%
Offers cashback [N 11%
Supports multiple currencies [ 10%

29%

Convenience, lack of fees,
and
ubiquity are the top reasons
why any payment method
becomes someone's favorite.
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What drives payment-method adoption?

Key Driver Analysis: Wero Adoption

Integration with mobile wallets 17,84%

The biggest driver for using
Wero is trust in the ECB.

Offered by European institutions 14,83%

Collect points / Cashback possible

11,46%
10,58%

Payment data remains in Europe
Usable worldwide [ 767%
Works offline |GGG 7,26%
Also accepted in foreign online shops |G 6.78%

Offered by US companies |G 6.27%
Enables automatic debiting of payments [ 5.02%

Payment in instaliments possible [ 452%

If we take out that factor to
focus on features we can
influence, four key topics
emerge:

1. Integration with mobile

Accepted in many online shops [l 2.26% waIIets; )
Strong protection of personal data [l 1,55% 2. Made in Europe & stays I
Transparent transaction overview [l 1,53% Europe ..
Easy and quick to use [l 141% 3. -Offers.cash back or similar
High security against fraud ] 1,03% Incentives .
4. Works anywhere - online &
offline
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What drives payment-method adoption?

Key Driver Analysis: Dlgltal € Adoption

Integration with mobile wallets 24,

The biggest driver for using
Digital Euro by far is trust in the
ECB.

Offered by US companies

Offered by EU institutions [NNEGE °97%

Usable worldwide [N 9.55%

Works offline GG 9.25%
Also accepted in foreign online shops [N 8.02%

Payment data remains in Europe [ 6.76%
Instaliment payment possible [ 518%
Enables automatic debiting of payments [N 4.22%
Accepted in many online shops [l 269%
Easy and quicktouse [} 1.21%

15,66%

If we take out that factor to
focus on features we can
influence, three key topics
emerge:

1. Integration with mobile

Transparent transaction overview [Jj 0,99% 2 :’/Vva”its h i &
Strong protection of personal data [JJj 0,89% : f‘?lr S anywhnere - onlineé
orTiine

No fees ] 0,72%

High security against fraud J 0,65% 3. To some extent: Made In

Europe - But also

C\ppiniO polarizing!




So... what drives adoption?

Convenience & Transparency & Mobile Wallet

Ubiquity Security Integration
e Iseasytouse e No hidden fees e Seamless digital payments
e Can be used anywhere in e Protected against fraud e Accessible on phone

the world, online and offline
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And additionally for Wero...

Yc point balan
4,250 points

Cashback & co.

e Can collect points
e Cashback available
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Made in Europe

e Offered by a European institution
e Payment data stays in Europe



Curious? Contact us!

Teams make better
decisions with Appinio

Louise Leitsch Dr. Vanessa Bittner
VP Research Account Manager
louise.leitsch@appinio.com vanessa.bitther@appinio.com
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