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Contactless & QR Payments:
A Merchant's Opportunity

The popularity of contactless payments is soaring-especially in the current
environment. Already on the rise thanks to speed, simplicity and ease of checkout.

These payments with low or no contact have consumers embracing everything
from tap-to-pay at the point of sale to mobile wallets and passive wearables like
smart watches, wristbands and rings. With the recent surge in new technology,
including EMV® Contactless and mobile-based Quick Response (QR) codes,
consumer confidence has also increased as improved security protects the
contact-free checkout experience. How do merchants navigate forward?
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Contactless Outpaces Other Payment
Methods but Varies Among Demographics

Payment methods in Percent of demographics that make
Quick Service Restaurants® contactless payments weekly’

\
Millenials mm—() 67%
1T R
(o2 on x () 627
Generation X
<

Baby %
, Boona () 44

Silent ﬂ 27%
0/ 20% Contactless Card Generation
49 0 17*% Tap-to-pay Mobile Wallet

12* Scan-to-pay Mobile Wallet

Contactless 9% Chip or Magstripe Card
Payments 19% Cash

3% Not Applicable

COVID-19 Has Further Pushed Consumer Demand
to All Things Contactless
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Merchants That Accept Contactless Payments
Experience Favorable Business Outcomes
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As consumers’ preferences shift increasingly to

contactless payment options, a growing number

of merchants are adapting to accept touch-free
payment card and mobile apps.
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EMV® is a regislered trademark in the U.S. and other countries and an unregistered trademark elsewhere. The EMV trademark is owned by EMVCo, LLC
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