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Consumer survey across 11 countries —
fourth edition of Strategy& survey

Sample and methodology
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« Similar surveys conducted with same methodology in
— 2018: October/November 2018; Google Survey, 2,500 participants, 10 countries? » Go to 2018 survey
— 2020: August/September 2020; Google Survey, 3,500 participants, 12 countries3  Go to 2020 survey
— 2022: September/October 2022; Google Survey, 5,750 participants, 15 countries® » Go to 2022 survey

» Comparisons in this presentation are always made on a like-for-like basis (i.e., when making com-
parisons with 2018 data, only the data from the same 10 countries is used for other years as well)

m2018-2022 = mmmm—— Sample 2025 e—

1) 12 questions for Euro countries; 2) Excluding Turkey; 3) Ireland additionally; 4) Ireland, Belgium, Denmark and Finland additionally May 2025
Source: Strategy& Payments and Open Banking Survey 2025 2


https://www.strategyand.pwc.com/de/en/industries/financial-services/building-commercially-european-payments-model.html
https://www.linkedin.com/pulse/payments-open-banking-i-consumers-call-convinced-andreas-pratz/
https://www.strategyand.pwc.com/de/en/industries/financial-services/open-banking-and-payments-survey.html
https://www.strategyand.pwc.com/de/en/industries/financial-services/open-banking-and-payments-survey.html
https://www.strategyand.pwc.com/de/en/industries/financial-services/open-banking-and-payments-survey.html
https://www.strategyand.pwc.com/de/en/industries/financial-services/the-calm-before-the-storm.html
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Context

Survey comes at a time of dramatic change in the European
payments landscape

Dynamics
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Open banking Instant payments CBDC Digital wallets
+ PSD3/PSR/FIDA: Mandatory « Instant payments becoming the * Digital € (not yet decided but » Massive uptake of digital wallets
opening of data beyond ‘new normal’: expected until 2030): Retail incl. mobile payments with
payments and data/API — EU: Mandatory offering CBDC (wallet and physical card) significant regional difference
standardization without additional fees for all char:jnels and mandatory - Competition of banking-led
» Switzerland: Emphasis on self — Switzerland: Introduction Issuing and acceptance initiatives like wero third-party
regulation in open banking in 2024 » Switzerland: Pilot phase of wallets
* Turkey: Launched Open Banking — Turkey: Enriching FAST wholesale CBDC (Project * Further acceleration expected
platform end of 2022 — currently system (e.g., RTP) Helvetia Ill, until at least fueled by forced opening of
no further upcoming regulation — UK: Planned platform mid 2026) Apple’s NFC interface and
+ UK: Strong increase of Open upgrade of ‘Faster Payments’ . 'Il'urkeyﬁ Expllo.ring retail CBDC :‘_t:(rther regulatory initiatives
Banking usage and now pushing « Combatting new fraud types like '(aggg5 decision expected ke EUDI
for a commercial model APP fraud as a main challenge n )

» UK: Exploration of retail CBDC in
a design phase with a ‘digital lab’

. API = Application Programming Interface; APP = Account Push Payments; CBDC = Central Bank Digital Currency; EUDI = EU Digital Identity; FAST = Instant and Continuous
Payments and Open Banking Survey Transfer System of Funds; FIDA = Financial Data Access; NFC = Nier-field-communication; PSD = Payment Services Directive; PSR = Payment Services Regulation; RTP = May 2025
Strategy& Request-to-Pay | Sources: EU Commission, Central Bank of Turkey, FCA, SIX, SNB, Visa/lpsos, Pymnts, SNB, Schweitzer Bundesrat, Strategy& analysis 4



Context

Non-traditional players with significant traction

Selected examples of non-traditional players

« Massive uptake and reach of leading wallets and challenger banks

* Interrupting bank relationships, starting to displace in services (payments and daily banking)
« Marketing mindset, attracting frequency based on apps, enjoying brand perception

* ‘Super-App’ ambition — also for Europe?

Apple Pay Revolut PayPal

(A40+M users A5+M users A30+mM users

Payments and Open Banking Survey Note: Features partially only available in selected countries May 2025
Strategy& Source: Press releases, Strategy& analysis 5



Context

Upcoming FiDA and PSD3 frameworks will open new

possibilities for Open Finance
FIDA and PSD3

Possible use cases
Bl kA
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Payments and Open Banking Survey May 2025
Strategy& Source: Strategy& analysis 6

Data origin becomes broader ...

... and scope
more detailed ...

e.g., data on credit
conditions, volumes
and transactions

... and enables new use cases



Payments

Consumers’ payment preferences have
shifted strongly away from cash

27%

2018

Payments and Open Banking Survey
Strategy&

n What is your general preference for payments when you are shopping
* | or paying for services?

Trend since 2022

Other
Mobile wallet
and apps f
19%
17% 0
22 Credit cards
31% 30%

Debit cards

Cash ‘

2020 2022 2024 l Highest preference in respective year I

Note: Figures may not add up due to rounding; total figure calculated as weighted average based on population | 1) Household
income per month (FR, DE, AT, NL >€4,000, CH >CHF10,500; PL >PLN5,500; IT, ES >€2,500, UK >£4,000, SE >SEK25,000;
2) Household income per month (FR, DE, AT, NL <€2,000, CH <CHF5,500; PL <PLN2,500; IT, ES <€1,500, UK <£2,000,

SE <SEK15,000 | Strategy& Payments and Open Banking Surveys 2018, 2020, 2022, 2025 (10 countries)

Tipping point in payment
preference: Debit takes over
the lead from cash.

Austria is the only country in
the sample where cash is still
the preferred method of
payment in 2024.

Demographic groups have
differing preferences, across
Europe similar patterns:

» Debit card preference
particularly strong amongst
women; with men more open
to credit cards

Credit cards usage highest by
older consumers (aged 55+)
and higher earners?

Young consumers (aged 18-
34) with highest wallet usage

Lower income? groups with
comparably high cash share

May 2025
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Payments

w
Cash preference declined by more than
half across most countries since 2018 _
Cash preference continues to

Preference for cash when shopping/paying for services? decline in countries which previously
had a high level of cash preference.

Strongest reduction in cash
56% preference in Germany (-19pp),
' Spain (-23pp) and France (-14pp)

5;/0/\'\
54% observable.

A7% Main reasons why people pay with

cash remain unchanged compared
to previous years:

31%
28% « Only cash payments possible
N 0
2(</0 * It is easier to pay in cash
' 23% 20 4% .
L 21% 20% . 199 2022  Easier budget/expense control
170‘/0\‘\:0 2020
15/0 n - - . i
13% — Despite tipping point, cash is

expected to remain sticky and is
expected to bottom out at around

04H-200
T & OO e T T O * 3 e

9%

Payments and Open Banking Survey 1) Question: What is your general preference for payments when you are shopping or paying for services? — Answer: ‘Cash’ May 2025
Strategy& Source: Strategy& Payments and Open Banking Surveys 2018, 2020, 2022, 2025 (10 countries) 8




Payments

Mobile app preterence between xPays, local payment and bank
apps divides countries into distinct groups

t)

Bank app

Local payment app

Paypal

Apple Pay/
Google Pay

larna and others
| don’t use an app

xPays and
~ third-parties

Global xPays and third-party led markets

~\Z

& () O =

2 |

30%

? | What is the most important mobile app you use for payments?1)

A
B

Local player led markets

am
Y 4

60%
14%
28%
32%
s 0 5% 10% 0
4% 0 19% () : )
10% 10% 11% 13% 13% S0t

Implications

Payments and Open Banking Survey
Strategy&

Accept challenge and aim to provide
convincing alternatives

Tailored offerings and approach to align with

Diverse approaches

local payment providers

Note: Figures may not add up due to rounding; total figure calculated as weighted average based on population | 1) Question adapted for each country specific, e.g., TWINT
in Switzerland, BKM Express/Enpara/Papara in Turkey | Source: Strategy& Payments and Open Banking Survey 2025

to balance multiple
payment providers

May 2025
9



Payments

CBDCs — example ‘Digital € — have el
. Asked for interest in ‘Digital €,
pOtentlal to reaCh acceptance respondents in Eurozone countries

. . . fth le, th ' It
Consumer perspective on the ‘Digital € (%) B CC MaIn IESLELS

emerge:
* Huge need for information:
37% of respondents had never
o I am sufficiently informed heard of the ‘Digital €
- A ~ » When being sufficiently informed,

there is a potential tg reach
11 acceptance as answers are

roughly equally split between:

— | would use it instead of cash

63 — | would use it instead of.digital

payment methods

Already today with almost no
marketing efforts and a relatively

Total | never heard | have heard |don'tknow |woulduseit |woulduse | would rather long time until Iau_nCh qne third of
about the about it enoughto instead of cash itinstead of =~ NOT use it consumers can imagine to use
'Digital Euro’ judge digital the ‘Digital €’
methods?

Question: Can you envisage using the ‘Digital Euro’ (digital form of Euro cash, which is offered by the European Central Bank and can be

continue to be available)?; Respondents with answers 'l never heard about the Digital Euro’ or ‘| heard about it but | don’t know enough to

. ‘Now that you are aware on more details of the Digital Euro and its benefits: Would you envisage using the Digital Euro (Euro cash will col

Payments and Open Banking Survey average based on population | 1) Answers ‘I would use it instead of my debit card’ and ‘I would use it instead of PayPal/my preferred onlin < May 2025
Strategy& Banking Survey 2025 — Euro countries only ” 10




Open banking

Consumers are looking for holistic view on
their finances: Accounts, pensions and beyond

? | If there was one place to manage all your finances, what would you like to be included??
solution of core

(0 T QDo T VDD D
functionality, supported

All my bank ]
= Q0000000 00 o LELLE
credit cards

Consumers across

Discounts/ N 4
special offers 9 e 9 ® 6 e a e 9 markets prioritise

General preference for
simple aggregation

o
(o]

"

seamless management

of bank accounts, cards
Pensions 9 ® @ e e e e a G and pensions in one

o
Jo
=)

platform.

Bill manager ) e ® G Other features such as
loans and bill managers
9 Loyalty 9 are ranl_<ed lower,
programs suggesting they are not
considered as core
1513*) Loans ® requirements for every
financial management.

Note: Total figure based on counting of top 1-3 positions
Payments and Open Banking Survey 1) Please rate (each on a scale from 1-6, not important to very important) May 2025
Strategy& Source: Strategy& Payments and Open Banking Survey 2025 11




Open Banking

Open Banking: Openness to share, winner not yet known

Willingness to share data

in exchange for benefits? Most trusted providers for data sharing?
P —
i PSP @ N =
Not willing to share
Traditional banks/ Payment service Internet giants Neobanks/ (Offline)
card issuers providers (Big Tech) FinTechs Retailers

-

Willing to share

. Note: Figures may not add up due to rounding; total figure calculated as weighted average based on population | 1) Question: Would you be willing to share your data
Payments and Open Banking Survey (e.g., payment transactions) in order to receive rewards/benefits/additional services?; 2) Question: With whom would you share such data? (Multiple answers possible); May 2025
Strategy& Source: Strategy& Payments and Open Banking Survey 2025 12



Open Banking

Willingness to share data varies by market, with Turkey, Spain
and the UK the most willing to share

? | Would you be willing to share your data in order to receive rewards/benefits/additional services?

12%

29% 28% 26% 22%
36%

0

34%

.

3% 16% 11%

56%

\Z

¥ ¢ @

\/

Il Not willing to share Ml Not decided B8 Willing to share

Payments and Open Banking Survey May 2025
Strategy& Source: Strategy& Payments and Open Banking Survey 2025 13



Banking

App

?

now most important feature of bank
offering, branch proximity has fallen away

What is important to you regarding your bank's offering??

»‘P" —_—
= (S e d

T D o5V

Good mobile
banking app

Free current
account

Free/low priced
cash withdrawals

Proximity of
branches

Quiality of advice

Additional services
(e.g., discounts)

Payments and Open Banking Survey

Strategy&

BB BB

*

w

3 3

U U X *
 OBBABRE + -

¥ ¥ ¥ ¥ ¥ * *
EERE B B:HAN
¥

1) Multiple answers possible

3 Ranking of top factors per country

4 ¥ Deviation in ranking compared to 2022

Source: Strategy& Payments and Open Banking Surveys 2022, 2025

AN

Banking app is now most
important factor for bank
experience, replacing free/cheap
cash withdrawals as top priority.

Proximity of branches has further
decreased in importance for
consumers.

* Ranked top 3 in Germany, Austria
and Spain in 2022

* Only country with high relevance
of branch proximity remains
France

Quality of advice and additional
services not deemed most
important in any surveyed country.

May 2025
14




Banking
Significant increase in willingness to bank with non-banks
from 2022 to 2024; some markets are more open than others

? | Could you imagine opening a bank account with one of the following companies?

By country (2022 vs. 2024) By company (2024)V

12%

o) D P T O Ve H YD D

No Yes

|
|
|
|
|
|
|
|
0 |
30% - 33% 31% 26% 25% 289 i
39% 6 410
429439 g 41%
) 50% 50049% o S o A3% o |
57% aTod 57% 57% :
71% 73% 71% |
|
|
:
88% |
74% 75% |
O 589 61% 63% 590/67% B [ 2% l Apple
9 9 ) 20%
50% 50951% 0 ages | (20%) Tk
43% 39% 43% 43% :
29% . 29% | (11-3;(0)

| Insta-

|
| gram
2224 2224 2224 2224  22°24 2224 2224 2224  22°24 2224 2224  '22°24 : (17%)

|
|
|
|
|
|
|

Payments and Open Banking Survey 1) Total figure calculated as weighted average based on population May 2025
Strategy& Source: Strategy& Payments and Open Banking Survey 2025 15



Banking

Price, rewards and convenience are key
drivers for switching to non-banks

Consumer perspective on non-bank offerings?

Willingness
to switch to
non-bank

| would do itin any
case (5%)

| can imagine
to switch to
non-bank
provider
(69%)

| would not
consider to switch
(26%)

Payments and Open Banking Survey
Strategy&

38
35
21
I |

Reasons for switching
(%, multiple answers possible)

Price Rewards Con- Free New Branch-
venience access features based
to cash services

Note: Total figure calculated as weighted average based on population | 1) Question: What would incentivize you switch your
bank account to one of the previously mentioned companies (e.g., PayPal, Google, Instagram, Apple)?
Source: Strategy& Payments and Open Banking Survey 2025

High openness to switch to non-
banks with just one in four
consumers not considering non-
banks

Consumers state the obvious
reasons for switching — mainly price,
rewards, convenience

Challenger banks are actively
responding to what consumers are
demanding:

 Freemium account offering as
standard (e.g., Monzo, N26, bunq)

* Rewards programs (e.g.,
RevPoints by Revolut, cooperation
of German saving banks with
leading reward provider Payback)

« Convenience: Focus on hassle-
free mobile first offering with
plugged-in third-party add-ons
(e.g., for investments)

May 2025
16




Implications

Focus on four fields of action to capitalize on the shifting
trends

Fields of action

Ensure competitiveness Leverage Open Banking Capture the cash Tailor approach to the
with non-bank offerings data for personalized displacement potential and specifics of individual
and wallets (e.g., through offerings that fit organize alternative markets

superior app UX) access to cash

Payments and Open Banking Survey WA
Strategy& Source: Strategy& analysis 17



Implications

Ensure competitiveness with non-bank offerings and wallets

Approach and key considerations for maintaining competitiveness

Directly compete against Be in and top of wallet Partner with digital

xPays and push banking app(s) of major xPays wallet providers
. - - -
Key
considerations

Payments and Open Banking Survey 1) May not be true for certain propositions; 2) Akin to ‘The Weather Channel’ within Apple’s Weather app; 3) e.g., primary card changes based on location or time of day May 2025
Strategy& Source: Strategy& Payments and Open Bankmg Survey 2025 18



Implications

Leverage Open Banking data for personalized offerings that fit
Open Banking use case grouping

= =2 B8 @ (&

Account Information Payment Initiation
Service (Aggregation) + Service (Payments) + Financial ' Non-financial  Marketing

-

- Personalization at
scale (tailored content)

« Account/product info - Embedded finance

aggregation

- A2A payments (e.qg.,
Bank Pay)

« Account sweeping

- ldentity validation

- FX conversions « Fraud analytics

+ Next-best-action

- Budgeting and . International |« Customer behaviour

pers?[nal finance .« e-Commerce variable |  remittance . analytics and insights ! [)ecorgmertlc_latlons
mgmt. . recurring payments i | | ased on triggers
. Credit brocess I gp Y .+ Insurance R . (behaviours, actions)
P .+ Pay by link/QR code !
enhancements

New and broader
payment options
come with lower cost

Streamlined
experiences allow for
spending optimization

Offerings are enriched
via fast and easy
access to additional

Customers enjoy
secure access to non-
financial products

Tailored marketing
drives customer
acquisition and

increases cross-sell

and improved decision and faster payment financial products thanks to banking data

making. Ml processes. 3 and services. M and relationship. M opportunities.

Payments and Open Banking Survey WA
Strategy& Source: Strategy& Payments and Open Banking Survey 2025 19



Implications

Capture the cash displacement potential and organize
alternative access to cash

Branch and cash network optimization levers

Capturing the opportunity while ... ... still ensuring access to cash (alternatives)

>

9

pad

Payments and Open Banking Survey

Strategy&

Branch network optimization

Consolidate underperforming branches while
maintaining service through digital banking and
mobile support.

Tailored branch formats/locations

Maintain presence of ‘destination’ branches in major
urban hubs, capitalizing on the opportunity for brand
exposure in high visibility, high footfall locations.

Regulatory engagement

Engage with regulators across the cash industry to
develop alternative cash channels to address
community gaps.

CBDC = Central bank digital currency
Source: Strategy& analysis

at

ATM unions

Allow multiple banks to share resources and reduce
costs associated with cash replenishment and
maintenance.

Partnerships with retailers

Support in maintaining accessibility to cash for
customers by offering cash deposits and withdrawals.

CBDC

Offer secure, digital alternatives to physical cash while
enabling efficient transactions and reducing the costs
associated with traditional cash management.

May 2025
20



Implications

Tailor approach to the specifics of individual markets
Implications from the Payments and Open Banking Survey 2025

Implication

Focus on seamless integration
with global xPay wallets.

Prioritize spending insights,
special offers and loyalty
points on app dashboard.

Respond firmly to threat
maintaining parity on customer
experience and proposition vs.
non-banks.

Develop data-based services —
Open Banking, digital ID,
authentication, personalized
offerings.

Payments and Open Banking Survey
Strategy&

Sl
s

xPays (Apple Pay,
Google Pay)

1. All accounts and cards
2. Discounts/special offers
3. Loyalty programs

Source: Strategy& Payments and Open Banking Survey 2025

Survey question

Local payment app

1. Pensions
2. All accounts and cards
3. Bill manager

Implication

Focus on local payment
offering and its further
development.

Offer automated savings,
retirement planning tools and
bill management functionality.

Reinforce customer loyalty and
proactively defend position
against non-banks.

Build trust and demonstrate
tangible benefits of data
sharing (e.g., spend insights,
rewards).

May 2025
21



Your Payments and Open Banking Survey contacts

Hendrik Bremer

Senior Executive Advisor,
Strategy& Austria

Romain Godard
Partner, Strategy& France

Andreas Pratz
Partner, Strategy& Germany

Johannes Gartner
Director, Strategy& Germany

Lisa Schdler
Director, Strategy& Germany

Mischa Koller
Senior Manager, Strategy& Germany

Payments and Open Banking Survey
Strategy&

Ramon Papavlassopoulos
Senior Associate, Strategy& Germany

Carolin Eiting
Associate, Strategy& Germany

Marco Folcia
Partner, PwC Italy

Paolo Gusmerini
Director, PwC lItaly

Jeroen Crijns
Partner, Strategy& Netherlands

Przemek Paprotny
Partner, PwC Poland

Michal KurowskKi
Director, Strategy& Poland

Javier Baixas
Partner, Strategy& Spain

Alfonso Pradas
Director, Strategy& Spain

Cagn Cakir
Director, Strategy& Turkey

Peter Hewlett
Partner, Strategy& United Kingdom

Rhys Dalkin
Director, Strategy& United Kingdom

May 2025
22
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