
Consumer Priorities 

The research found that consumers’ priorities are centered on four main areas: security, reliability, 
budgeting and fees. 

 enterPrise Growth

Enterprise Growth, a new business unit at American Express, was formed in late 2010 to expand the 
company’s footprint with new technologies, new types of customers, and new geographies. This includes 
growth opportunities for payment forms outside of the company’s charge and credit products, such as 
Serve, reloadable prepaid cards, gift cards, travel cards, remittances and virtual currencies.

For more information contact Vanessa McCutchen at vanessa.c.mccutchen@aexp.com or 212-640-5445.

Consumers are concerned about their personal information. They want payment tools that are secure 
and will protect their information and money.

83 percent of consumers said security was the most important factor in deciding to use a future 
payment method.
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Consumers want trusted financial services companies to take the lead in developing new payment  
methods over:

Wireless providers (7%)

Internet companies (5%)

Phone manufacturers (5%)

Consumers are looking for payment methods that can help them keep track of their spending and  
stay on budget.  

35 percent of consumers indicated it’s easier to track expenses when they avoid using cash.

28 percent of consumers wished they had a better way to budget their money.

Consumers indicated that many of the current payment tools available today have an abundance  of 
fine print on top of various fees for related services. Consumers voiced that they are looking for more 
transparency and simple solutions that do not charge them to use or access their own money. 

62 percent of consumers said fees are the second most important factor when considering a future 
payment method.
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redefininG CommerCe

The way people pay for the things they need and want has gone through many evolutions over the years – 
from cash to credit and now to the emergence of new forms of payment, such as mobile, online, and prepaid. 
Today’s consumer is digitally connected and leveraging technology to make managing, spending and 
sending money simple and easier.   

what do PeoPle want?

There are many companies with new payment solutions on the market, but what are consumers really 
looking for in new methods of payments? American Express commissioned third party research firm  
Ipsos to conduct a series of focus groups in major U.S. cities that were directly followed by a quantitative 
online survey of 1,600 U.S. consumers to uncover their attitudes and perceptions about current and 
emerging payments.

survey findinGs

SEcurity comES FirSt - Across the board, security is the single most 
important concern for consumers with 83 percent ranking it the most 
important factor when considering to use a new payment method. Loyalty 
programs were seen as the least important factor when selecting a new 
payment method for 71 percent of consumers.

truSt thE ExpErtS - The survey found that 62 percent of U.S. consumers 
prefer financial services companies to take the lead in developing new 
payment methods rather than wireless providers (7 percent), internet 
companies (5 percent) or phone manufacturers (5 percent).  Respondents 
to the survey felt financial services companies would do the best job 
protecting the security of their financial information. 

thE connEctEd GEnEration – How people choose to pay varies by 
generation, and it is clear that millennials (18-24) are at the forefront of 
technology, with 86 percent owning a laptop and more than 61 percent 
owning a smartphone. Over half of consumers (52 percent) ages 18-24 
said they are likely to try new technology-enabled payment tools in the 
future. When buying something online, 58 percent of 18-24 year olds find 
mobile apps somewhat or very convenient compared with only 26 percent 
of those ages 55-65 who find it somewhat or very convenient.  

choicE iS KinG, chEcKS arE out - Consumers continue to want  
choice (87 percent) in their payment types, however the research showed 
that traditional forms of payments, like checks, are being phased out while  
new technology enabled payments are growing in use. Paying with 
checks showed the steepest decrease in usage with half (49 percent) 
of respondents reporting using checks “less often” over the last 
five years and 27 percent saying they never use checks. Debit card and 
online payment usage saw the greatest increases over the past five years, 
increasing by 39 percent and 30 percent, respectively. 

tyPes of Consumers

 Research uncovered three types of consumers when it comes to new and emerging payments:

49%

83%

62%

52%

“i don’t always carry my credit card. it would be good to have a place just to have it 
stored so you can go to pay.”  – Focus Group Participant

“sounds like something that would force you to be on a budget.”    
– Focus Group Participant

“i don’t leave my purse anywhere but i sure left my phone places… the last thing i 
want is a device that has my whole life on it.”  – Focus Group Participant

thE tEchiES: thE tEchiES: 

thE SEcurity buFF: thE SEcurity buFF: 

thE budGEt boSS: thE budGEt boSS: 

Early adopters who are excited about new 
methods to pay for their purchases that help 
them budget and organize their lives.

Those who are security conscious and do  
not trust the new methods. They are afraid  
their personal information may get in to the 
wrong hands.

Those who want to control their spending and who 
are adverse to new payment tools because they feel 
these new methods will encourage them to spend 
more. These consumers consider cash to be “king” 
because they can’t overspend.


