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Executlive summary

The European mobile
payments landscape
remains a dynamic
and fragmented envi-
ronment

The European mobile payments landscape remains a dynamic
and fragmented environment, shaped by three categories of
solutions: domestic mobile payment systems, pan-European
initiatives and global mobile wallet-based payment solutions
such as OEM Pays (e.g. Apple Pay, Google Pay, Samsung Pay).

Among the 43 domestic solutions analysed, eight have emerged
as “local heroes” - Bizum, Blik, MB Way, MobilePay, Payconig,
Swish, Twint and Vipps — achieving 46% average annual
transaction growth (CAGR) in their markets over the past dec-
ade (Figure 5). Their success stems from eight success factors
(Figure 17) - including close collaboration with local

banks, tailored value propositions for consumers and merchant
segments as well as strong distribution strategies. These
elements enable them to compete effectively with global Big
Tech.

OEM Pays have also shown strong growth, with an estimated
70% CAGR in transaction volumes from 2017-2023 (Figure 10),
particularly in markets like Germany, France and Italy
where domestic mobile solutions are weaker. Model-based
estimates indicate OEM Pays’ penetration rivals that of
“local heroes” in their home markets, highlighting direct
competition across point-of-sale and e-commerce use cases.

Momentum is building for pan-European initiatives to achieve
cross-border interoperability, enabling seamless transactions
like P2P and POS payments across countries. In November 2024,
the European Payment Alliance (EuroPA) was launched by
Bancomat, Bizum and MB Way, with the goal of enabling inter-
operability by 2025. Vipps MobilePay, Blik and DIAS have since
joined the initiative. A collaboration with EPI is underway,
with a feasibility study on integrating Wero, EPI's mobile
payment wallet, set for completion by summer 2025.
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This marks a strategic shift for EPI towards a more integrated
role in the European payments landscape, guided in part by

an interoperability strategy. At the same time, EPI continues
to build momentum as a payment scheme, supported by several
new partnerships and member institutions that joined in

early 2025. To keep pace with OEM Pays in Benelux, France and
Germany, key adoption challenges must be addressed and the
outlined key success factors prioritised (Figure 17) - parti-
cularly in Germany, where uptake remains modest at 1.4 million

users compared to some 40 million in France and Belgium, where

existing domestic solutions were integrated.

Political support will also be critical. In the near term,
OEM Pays’' continued growth, alongside strong, regionally
anchored domestic systems with partial interoperability, is
the likely trajectory for Europe. These developments drive
adoption but fall short of the EU’'s ambition for a unified
payments system, as they address fragmentation locally rather
than holistically. A unified solution requires technical,
commercial and ownership harmonisation, a complex process
likely to take a decade rather than just a few years.
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Introduction

The mobile payment
sector in Europe
is rapidly growing
in both scale and
significance

The mobile payment sector in Europe is rapidly growing in both
scale and significance. The market is shaped by diverse play-
ers, evolving technologies, domestic developments and European
political objectives, particularly an increasing focus on re-
ducing dependence on overseas brands. This fosters a dynamic
environment where various mobile payment models coexist, part-
ner, or compete for user adoption.

Within this European landscape, we identify three distinct
categories of mobile payment systems (Fig. 1):

1. Domestic systems from individual European countries.
While a few were discontinued last year, more than
40 remain active across Europe. Several have existed for
over a decade and continue to grow at double-digit rates.

2. Pan-European initiatives such as EPI', EMPSA? and EuroPA3
are gaining momentum and deepening their engagement
with market stakeholders. EMPSA and EuroPA aim to foster
interoperability between domestic systems, while Wero —
EPI's mobile wallet - seeks to create a unified European
solution.

3. Global wallets — including OEM Pays (Apple Pay, Google
Wallet, Samsung Pay), PayPal and Alipay - benefit from
tight hardware/software integration and strong global brand
recognition. Although late to the European market, OEM
wallets have quickly gained traction thanks to their large
user bases and native integration into mobile devices.

This classification includes only open systems with broad
market potential, excluding closed-loop solutions like
merchant-owned apps for specific user groups or use cases.

' European Payment Initiative
2 European Mobile Payment Systems Association
3 European Payments Alliance
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Domestic mobile Pan-European mobile Global mobile
payment systems payment initiatives wallets

Country-specific Mobile payment initiatives
payment schemes tailored aimed at creating a
for local markets unified mobile payment

ecosystem across Europe

Examples Examples
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00 payconiq @' way Q "épl
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Figure 1: Taxonomy of mobile payment systems in Europe

After focusing on domestic payment systems in our previous
study*, this report examines the growth dynamics of the
outlined mobile payment categories, with a particular focus
on comparing domestic success cases (“local heores”) and
global OEM Pays. In addition, we also conducted several inter-
views with experts from selected European solutions. Based

on these insights, we have updated the key success factors
for establishing mobile payment systems, which were first
identified in the Mobile Payment Report 2024. Building on
these growth dynamics and success factors, we explore possible
future scenarios for Europe.

4 Link to previous study ist Arkwright Consulting | European Mobile Payment Report 2024
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European mobile payments
landscape
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European domestic mobile payment systems and “local heroes”

Since our last report from July 2024 the landscape has
evolved: More than 43 domestic payment solutions remain
active in Europe, see figure 2. Following the introduction
of EPI's mobile payment wallet Wero, several solutions have
been discontinued. At the end of 2024, it was announced
that the German domestic solution giropay was suspended by
the owner banks, paving the way for Wero as its successor.
In France, Paylib users are gradually migrated to the

Wero platform, initially for P2P payments.
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Figure 2: Domestic mobile payment solutions in Europe (non-exhaustive)
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Figure 3: European mobile payment solutions by payment use case

Additionally - unrelated to Wero — the Finnish scheme Pivo
was closed in September 20624. Providers OP and Nordea have
formed a joint venture focusing on the solution Siirto.

Most domestic systems are omni-channel propositions, see
figure 3. Notably the French solution Lydia has returned to
its P2P roots — the e-commerce and POS services have been
transferred to the mobile banking app Sumeria and are now
card-based. Meanwhile, Payback entered the e-commerce chan-
nel via the online shop for the German chemist chain dm.
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Figure 4:

The shift from QR
code payments to
tap-to-pay signifi-
cantly improves
usability

10

Tap-to-Pay moves by domestic solutions

JULY 2024 - Apple agrees to open NFC in the EEA

B Apple commits to allowing third-party mobile payment providers to access
NFC technology in the European Economic Area (EEA)

B This move is legally binding under EU competition law

OCTOBER 2024 — Bizum announces new NFC-based Bizum Pay
® Bizum confirms plans to launch an NFC feature mid-2025

B Bizum Pay is planned to roll out for i0S and Android devices

NOVEMBER 20624 — Bluecode introduces contactless NFC payments

® Bluecode NFC is included in the Bluecode SDK (Software Development Kit),
allowing seamless integration into banking apps as well as apps from other
partners and will become gradually available for all users

B The NFC feature comes as an addition to Bluecode‘s barcode and QR-code
solutions

DECEMBER 2024 — Vipps MobilePay launches NFC feature in Norway

B Vipps MobilePay plans to extent the new feature to Denmark, Sweden and
Finland

B An upcoming integration with Visa and Mastercard is expected to enable
worldwide payments in the near future

DECEMBER 2024 — Blik and Swish announce tap-to-pay feature via NFC

B Swish launches the new function for Android first, tap-to-pay for iOS is
intended to follow

®m BLIK's contactless payments feature has been available for Android users —
it is supposed to be launched for i0S in 2025

Arkwright

Many systems continue to evolve and expand their service
offerings. Following the opening of Apple’s NFC interface,
mandated by the European Commission since summer 2024,
eral domestic systems have launched or announced tap-to-pay
alternatives, see figure 4. More providers are expected to
follow, as the shift from QR code payments to tap-to-pay
significantly improves usability, emulating the OEM wallet
experience.

sev-

Next to usability improvements, some domestic payment sys-
tems are already partnering or are planning to partner with
other payment providers to enhance their cross-country ac-
ceptance, which we cover in following chapters.
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As in the previous report, we have identified several “local
heroes” across different European markets which continue to
show strong growth — a trend that becomes notably clear when
viewed cumulatively, highlighting the overall development at
the European level, see figure 5.

Between 2017 and 2023, their growth has significantly out-
paced the growth of card payments in the same markets. While
players such as Blik, Twint and MB Way, continue to experi-
ence growth rates beyond 50%, other players, such as Swish
and Vipps, which have already achieved high penetration
rates (see figure 6) in their respective markets are facing a
slowdown in their growth.

A high share of the depicted transactions contains P2P pay-
ments, highlighting the ongoing importance of this feature
for local payment providers. We expect these systems to con-
tinue their above-market growth and increase their market
share in the short-to-mid-term.

Total number of transactions [billions]

Payconiq
Vipps
MB Way
TWINT
[ MobilePay
I Bizum
M swish
Il BLIK

2017 2018 201 2021 2022

2023

Growth significantly outperforms growth of card payments (~8,7% between 20817 and 20623 and ~8,0%

between 2021 and 2023)

Figure 5: Growth of European “local heroes”
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The growth of the
“local heroes” has
clearly outpaced

the growth of card
payments in their

home markets
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Figure 6: Market penetration of European “local heroes”
Domestic A2A In addition to strong historical growth, the ratio of mobile
solutions already account-to-account (A2A) payments to card transactions in the

respective markets sends a clear signal: domestic A2A solu-
. p tions already account for a significant share compared to
significant share traditional card payment methods, ranging from 7% to 25% of
compared to card transaction volumes. This supports the working hypothe-
traditional card sis that, in Europe — as has been observed in other regions
payment methods — account-based payment methods could increasingly displace
card-based payments in the future.

account for a
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Global OEM solutions

Alongside domestic mobile payment systems global OEM provid-
ers have also gained traction across Europe. Several promi-
nent global OEM payment solutions are present in the
European payment market, though their distribution across
Europe is uneven, see figure 7.

Apple Pay, Google Pay,
Samsung Pay present in market iPEYGe

Apple Pay and

Google Wallet in market iPay G
Apple Pay only ipﬂy
Google pay only G

N 4
‘c Arkwright
® —— -

Figure 7: European footprint of Apple Pay, Google Wallet & Samsung Wallet
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Figure 8 depicts their roll-out across Europe: Apple Pay
entered the UK in 20815 and has since expanded to 41 European
countries, achieving widespread coverage except for a few
Balkan countries. Android Pay (the predecessor of Google Pay)
entered the UK, Ireland and Poland in 2016. The service was
later rebranded as Google Pay and since 2022, it is inte-
grated into the Google Wallet app. Today, it is available

in 45 countries. Both Apple and Google initially focused on
Western Europe before rolling out their services to Eastern
European markets. Samsung Pay launched in Spain in 2016.
Today, it is available in nine Western European countries via
the Samsung Wallet app, with no presence in Eastern Europe.

Rollout start Rollout start

B @O
Ees zes IIIE -UA hcz Em =NI. -mz I'Inn
-nc .-n - _lm B Bro -PT “Rs
‘P I IFr L1 13 -DE [—) EGR -BV
ay cn i s ==N0 -LI ='=13 =Lu n/a n/a
Apple ==SE I IBE B e s«
Pay I IIY =HU % oy -EE
=LV _SI
o~ Eaa :ES -DE ==m< ﬂcu =AT =m. I'Inn .rrr -nz nxx
c IIIE -UA ==m1 -nc +FI -PT =LV -u - -AL I'IAD
n/a - | |} P 1+ s =11 n/a ., - . 3E.
Google hu ELI I IIT -EE I8 =LU um
Pay . ==sE =Nu [ s =|=IS
:ES EGB I IFR -DE ==DK
n/a CH n/a n/a n/a n/a
SAMSUNG
Pay
o v .. o
Figure 8: European roll-out of Apple Pay, Google Pay and Samsung Pay ‘\I I\“' I(—)»ht
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No official figures have been reported by the OEM players
themselves regarding transaction volumes in Europe.

To approximate the order of magnitude of transaction vol-
umes for OEM Pays, we have developed a range of quantita-
tive models combining market data, selected figures
reported by OEMs (e.g. during analysts’' briefings), annual
financial statements, local market insights and expert es-
timates, leading to a volume range illustrated below. see
figure 9.

Arkwright

No official figures
have been reported
by the OEM players
themselves regarding
transaction volumes
in Europe.

®Pay Apple Pay transactions [bn] MEDIAN MODEL APPROXIMATION

:5 Google pay transactions [bn]
18 -
16
14
12

10

2017 2018 2019 2020 2021 2022 2023

—— Median approach -- Upper/lower range A\I1{\Vl1irl1t

Figure 9: Multi-Model-Analysis of OEM wallet transactions in Europe
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Total transactions [bn] POS transactions [bn]

—_

+49%

+72%

+71% 11

2017 2018 2019 2020 2021 2022 2023 2017 2018 2019 2020 2021 2022 2023

Figure 10: Estimated transaction volumes of Apple Pay, Google Pay and Samsung Pay in all European markets

The median model from this range is then subsequently used
as the representative estimate. Computed country-level data
suggests a significant footprint and strong growth for these
global OEM solutions (see Figure 10).

The findings Unsurprisingly, the findings indicate that OEM Pays have
indicate that experienced rapid growth, with a CAGR of approximately 70%
OEM Pays have between 2017 and 2023. Notably, Apple Pay stands out as the
. player with the largest share among the three regarded
experienced : ) ) .
] systems. The key driver behind the OEM pays are primarily
rapl(j g’YJWth POS transactions, while e-commerce payments account for a
smaller share. Unlike domestic mobile payment systems,
the global OEM Pays in general are not used for P2P trans-
actions in Europe.

Naturally, Apple, Google and Samsung are not the only global
players which have implemented mobile wallets in Europe.
Another highly notable global player is PayPal. While it
achieved a strong adoption throughout Europe, it is not

16 EUROPEAN MOBILE PAYMENTS REPORT 2025 | ARKWRIGHT AUGUST 2025
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MEDIAN MODEL APPROXIMATION
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B Applepay iPay
[ Google Pay G

Samsung Pay @

Figures shown are based on a country-
level model integrating wallet usage and
transaction data. While indicative, they
are subject to significant uncertainty
due to data gaps and modeling assumptions

covered in detail in this report as it is primarily an
online system for P2P transactions and e-commerce payments,
rather than in-store contactless payments. However, recently
PayPal has announced the introduction of a mobile POS
wallet in Germany. The impact of this move remains to be
watched.

Other global solutions play only a minor role in Europe.
For instance, while WeChat and Alipay are among the
leading digital wallets worldwide, their presence in Europe
remains limited, primarily focused on acceptance at
merchants targeting Chinese tourists and facilitating
cross-border payments. Another recent development is Elon
Musk’'s partnership with Visa and the launch of X Money
Services - a digital wallet on X for P2P transactions.
Details on a potential European rollout are still pending.
Also Meta Pay has not gained any significant traction in
Europe.
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Pan-European systems and initiatives

Alongside domestic mobile payment providers and global play-
ers, a third category is gaining relevance: pan-European ini-
tiatives such as EPI, EMPSA and EuroPA aim to develop
solutions that enable users to make mobile payments across
European markets.

EPI

The European Payment Initiative (EPI) positions itself
as a comprehensive scheme based on SCT instant payments.
The initiative comes with a country specific footprint
brought by the group of founding institutions but so

far remains limited beyond, see figure 11.

Arkwright

[ No change compared to 2024 report }

Figure 11: Current EPI shareholders and their HQ countries
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On the banking side, France, Germany and the Benelux coun-
tries are covered. The current EPI shareholder banks have
a strong footprint in their countries of operation (approx.
70% of the retail market), but no footprint in other major
European markets, see figure 12.

EPI shareholder banks have a market share R —— L
[, dovwrio
of ~70% in countries with an EPI footprint INDICATIVE ‘\II\\\II-I1t

IiT ES PT AT CH SE FI DK NO

Based on share of debit cards issued in country | Source: Arkwright Research - Market share of EPI member
No EPI footprint

Figure 12: Overview of EPI market footprints - issuing (based on the share of debit cards issued)

Also on the acceptance side the current EPI shareholders
have a relevant market penetration (approx. 50%) in their
home markets, see figure 13 on page 20.
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EPI shareholder banks have a market share

of ~50% in countries with an EPI footprint

BE NL T ES PL CH SE ATFI PT
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u i untry I varket share o member INDICATIVE .\| I\\\l |2ht

Source: Arkwright Research

No EPI footprint

Figure 13: Overview of EPI market footprints — acceptance (based on the share of merchant accounts held)

By the end of
May 2625, Wero
had registered
approximately
42 million users

20

EPI's payment wallet Wero launched in the second half of
2024, enabling P2P payments via participating banks in
Belgium, France and Germany. Launches in Luxembourg and the
Netherlands are planned for 2026. EPI also plans to introduce
POS and e-commerce functionality based on QR codes. After
successful e-commerce tests with a German merchant in late
2024, pilot programs with selected merchants are expected

in Q3 2025, followed by a broader rollout in 2026.

By the end of May 2025, Wero had registered approximately

42 million users. Of these, around 40 million were in France
and Belgium, while Germany accounted for just 1.4 million
users as of June 2025°. This gap is largely due to Wero’s
integration with existing systems 1like Paylib and Payconiq
in France and Belgium, which allowed it to onboard estab-
lished customer bases.

N4

4 §click here]

5 Banken: Geldhauser wollen europdisches Handy-Bezahlsystem vorantreiben
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Additional factors may have contributed to the slower uptake
in Germany, including limited support from several major
German banks and premature marketing activities. PayPal also
remains a strong competitor in the German P2P market, with
an estimated 35 million users.

On the partnership front, EPI gained significant momentum

in early 2025. In February, PPRO joined as a new principal
member to support e-/m-commerce and in-store payments via
its platform. That same month, Nexi Germany and PSP Computop
took on acquiring roles to facilitate merchant integration.
Further members such as Unzer, Revolut and five Belgian
banks also joined. Of particular note is the ongoing review
of Austrian banks potentially joining EPI® — which would mark
the first country beyond Belgium, Germany, France, Luxem-
bourg and the Netherlands to join the initiative.

At the same time, Wero signaled a strategic shift by pursu-
ing interoperability with other European mobile payment
systems. In June 2025, EPI and EuroPA announced a collabora-
tion to explore a joint solution “that leverages the strong
adoption and existing capabilities of each participant
through enhanced interconnectivity” across all use cases
“person-to-person and commercial payments both online and
in-store”’. A feasibility study covering 15 European coun-
tries is expected to conclude by the end of summer 2026.

This marks a broader strategic evolution — from pursuing
a standalone leadership role toward closer alignment with
initiatives such as EMPSA and EuroPA. It positions EPI as
a potential central player targeting France, Germany, the
Benelux countries and potentially Austria as key markets,
while being embedded in the broader European landscape
through an interoperability strategy.

6 WKO Hollerer: Osterreichische Banken priifen Beteiligung an europ&ischer Bezahlldsung

Wero - WKO s

7 .
7 EPI Company | EuroPA and EPI launch collaboration to expand sovereign.. ‘
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EPI gained
significant
momentum in
early 2025
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EMPSA focuses
on creating
interoperability
between partici-
pating systems
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EMPSA

The European Mobile Payment Systems Association (EMPSA) is a
network of national payment systems with the goal of ena-
bling cross-border and cross-platform payments. In contrast
to EPI, EMPSA focuses on creating interoperability between
participating systems — without the introduction of a new
payment system. Customers would be able to pay with their
familiar mobile payment solution within other payment solu-
tions throughout Europe.

As a basis for this approach, EMPSA seeks to establish a
common framework through which payment requests would be
transmitted via a central hub and routed to the relevant
domestic payment solutions. Its member base spans 14 coun-
tries, extending beyond EPI’'s regional coverage (see Figure
14). Initial interoperability activities between EMPSA mem-
bers have been communicated, including a successful 2022
test in which Bancomat, Bluecode and Twint performed
cross-border payments. Most recently, new momentum has
emerged through bilateral initiatives under the EuroPA initi-
ative.

) Followi th isiti fP iq by EPI vt or
.O owing E a(I:qu151 ion o ayconliq Yy N ‘\I I\\\ I |2|1t
its membership is unclear

Figure 14: Current EMPSA members
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EuroPA

In November 2024, the European Payments Alliance (EuroPA)
was launched by the payment systems Bancomat, Bizum and
MB Way. Initially, the initiative aimed to enable users
in Italy, Portugal, Spain and Andorra to send and receive
cross-border mobile payments, with full implementation
planned for 2025. Additional use cases such as online
payments, in-store transactions and ATM withdrawals are
under consideration.

Since then, also this initiative has gained significant
momentum:

+ In May 2025, Nordic provider Vipps MobilePay joined the

initiative, with the goal of enabling cross-border interop-
erability between the Mediterranean countries and Norway

Denmark and Finland by 20268

« Blik (Poland) and IRIS (Greece) have also joined and are

expected to be progressively integrated

+ As mentioned above, in June EPI announced its collabora-
tion with the alliance to explore a joint solution cover-

ing the full range of use cases across participating
markets

%

4 §click here]

& The Nordic wallet Vipps MobilePay joins the EuroPA-alliance
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In June EPI
announced a
collaboration with
EuroPA to explore
a joint solution
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Growth trends by mobile
payment category

The “local heroes”
and OEM Pays are
setting the pace for
mobile payments 1in
Europe

The “local heroes” of domestic payment systems and the OEM
Pays currently set the pace for mobile payment development
in Europe. To compare their respective market positions and
growth dynamics, we have contrasted the aggregated transac-
tion volumes of the local heroes with those of the OEM Pays
in the respective markets, based on the median model estima-
tion, see figure 15.

In a second step, we used the transaction volumes of the
payment methods (iDeal, payconiq and paylib) set to merge
into Wero and contrasted them with the growth of OEM
solutions in the corresponding countries, see figure 16.
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Figure 15: Growth comparison domestic success cases vs. OEM solutions in corresponding ‘\|'I(\\'|°i.(_).‘ht

markets (BE, CH, DK, ES, FI, NO, PL,
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The key finding from the first comparison is that both
groups clearly outpace the growth rates of the overall pay-
ments market. This becomes evident when benchmarked against
card payment growth in the respective markets, which aver-
aged around 8% in recent years. In this context, domestic
payment methods primarily utilize account-to-account (A2A)
payments, while OEM Pays leverage international card schemes
(in Germany, also the girocard system).

A second key finding is that although the “local heroes”
held around 50% more transaction volume in their domestic
markets by the end of 2023, the competition remains open -
as their advantage is mainly P2P-driven and OEM Pays are
expanding at a faster pace. It is a dynamic situation worth
watching, as local payment methods begin to leverage the
opening of Apple’s NFC interface — a move that could impact
competitive dynamics.

The analysis comparing the Wero contributors Paylib, Pay-
coniq and iDEAL with the estimated transaction volumes of
OEM solutions in the relevant markets (France and the Bene-
lux region) indicates that Wero lags behind in size. Moreo-
ver, the growth dynamics differ markedly — at least up to
2023. Although the figures are hypothetical, they provide a
useful indication of the baseline Wero inherits. They also
underscore the need for Wero to substantially accelerate the
historical growth trajectories of Paylib, Payconiq and iDEAL
in order to compete with leading alternatives.
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Success factors and expert
insights

Figure 17: Updated success factors in mobile payments (non-exhaustive)
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Our previous report® identified key success factors for
mobile payment methods by analysing the growth trajectories
of leading European cases. Since its publication, these
insights have attracted significant attention. To further
refine our perspective, we revisited and challenged them
through interviews with industry experts to reach an updated
perspective, see Figure 17

High level of digitalisation, widespread smartphone penetration and strong
cultural acceptance of cashless payments

Favourable regulatory environment, including incentives such as tax benefits
or mandatory acceptance of cashless payment methods at the point of sale

No established solution offering comparable customer value in terms of user
experience and functionality, or backed by superior distribution power

A certain degree of competition can, however, help increase visibility and
stimulate market interest

Strong commitment by the majority of local retail banks to close distribution
partnerships, including coordinated go-to-market efforts, sustained promotion
and active user activation

Progressive and broad integration into merchant-facing acceptance offerings

Effectively solving a relevant user problem in the mobile payment journey
Free peer-to-peer payments (P2P) drive adoption and are essential to reaching
critical mass among consumers

High consumer adoption of P2P payments drives demand among SME merchants

Larger merchants to be engaged in a later phase once commercial terms align
with market standards

Tailored product and sales strategies for specific merchant verticals
(e.g. parking, public transport)

Strategic marketing partnerships, incentives and promotions involving trusted
brands and influencers

Positioning the brand as a secure, reliable and trustworthy payment solution

Clear aspiration to become the central and indispensable payment choice across
all everyday scenarios

Robust and sustainable business case (as a prerequisite for external funding)
Business model with clear, quantifiable benefits for all key partners

Intuitive, simple and innovative mobile interface with interactive elements
that evolve continuously

Value-added services such as discounts, loyalty schemes and in-app donations
drive engagement and foster customer retention

Arkwrioht
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We spoke with senior experts representing some of the most
prominent European mobile payment solutions (Swish, Bizum,
Twint and EPI), focusing on the following five questions, see
Figure 18 and 19 for the interview highlights:

1. How would you prioritize the success factors? Which do you
consider essential and which are more of a “nice to have”
— and why?

2. Are there any other aspects that you believe are crucial
for success of mobile payment methods?

3. Collaboration with retail banks is a key factor. What per-
centage of banks must participate in a national initiative
for it to succeed?

4. What unique features can domestic mobile payment solu-
tions develop to compete effectively against OEM Pays?

5. Given the competitive landscape — including global and
national and European initiatives like Wero and EuroPA -
how do you expect the market to evolve over the next five
years?

The complete interview content is provided in the Appendix.

The interviews revealed five key insights, with broad
consensus among experts:

1. Collaboration with the banking sector is widely regarded Collaboration with
as the critical success factor; an ecosystem approach en- the banking sector
gaging key stakeholders is also essential is widely regarded

2. P2P functionality is vital, especially for solving real as the critical
market problems and achieving critical mass among consum- success factor
ers

3. Other critical factors include building a trusted brand
and providing a superior, inclusive user experience that
creates value and improves over time

4. Differentiators from OEM solutions include trust and brand
familiarity, strong local partnerships and enhanced user
experiences with localized, value-adding features

5. There is a distinct shared agreement that success at the
European level requires collaboration among established
solutions

N

4 §ciick here]

9 Arkwright Consulting | European Mobile Payment Report 2024
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Prioriti-
zation of
Success
Factors

Additional
Critical
Factors

Role of
Banking
Sector
Collabo-
ration

Different-
iation
from

OEM Pays

Market
Outlook

4 ) swish

& Oscar Ang
=1 Senior Strategy Manager

“Developing a successful domestic mobile payment
solution requires an ecosystem approach, and a
close collaboration with the banking sector has
certainly been a key success factor for Swish.
Another success factor was that we solved an ac-
tual problem to which we offered a fast, conven-
ient and secure way to send money P2P”

“Stay focused on solving real problems for the
users and make sure to actually add value in every
service you prioritize, as it is far too easy to
deviate from your vision [..] a superior and in-
clusive user experience that the users love is a
key factor. Additionally, a solid business model
that benefits the entire ecosystem is essential.”

“Creating strong network effects between users
requires a majority of retail banks to offer and
promote the service. In many cases, it makes sense
to initially ensure the support of a few large
banks that quickly increase market coverage. To
scale successfully [..] the more connected banks
and PSPs, the better..”

“Domestic mobile payment services excel by lever-
aging trust and brand familiarity, as well as
deep market insight [..]. Close partnerships with
domestic banks also convey security and address
privacy concerns. It's important to cater for
features that create value for both users and
merchants. Local solutions can stand apart
through strong partnerships, local relevance, and
innovation grounded in home-market requirements.”

“We anticipate a growing mobile payments market
and increased competition, especially from the
international giants. We expect successful domes-
tic solutions to collaborate to achieve interop-
erability. Self-service features, NFC on iPhone
and Tap-to-Pay solutions will reshape how pay-
ments are conducted in physical stores. Recurring
payments is another area where we expect a lot of
innovation. The most successful apps will blend
advanced features with simple experiences, in-
cluding loyalty and self-service functionality.

Figure 18: Interview highlights
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oy "
/. bizum
Fernando Rodriguez Ferrer
Chief Business Development Officer
=

“Collaboration is arguably the most critical suc-
cess factor in payments, as the ecosystem in-
volves multiple stakeholders and connects a di-
verse range of customers. [..] it is essential to
establish a well-defined framework-one that is
open and flexible enough to drive adoption [..].

P2P has consistently proven to be the foundation-
al use case upon which broader adoption can be
built. “

“Trusted Brand: Trust is built over time and is a
fundamental pillar. The digital era presents a
unique opportunity, as new services and products
can rapidly integrate into daily life and gain
widespread adoption through word of mouth.

Business Model: Developing a payment acceptance
network requires time and significant investment,
making financial sustainability essential. A pos-
itive business case is expected in the long run,

User Experience: Using familiar and intuitive
identifiers as the gateway to financial services
enhances accessibility while maintaining robust
know-your-customer (KYC) standards.”

“Some successful solutions have started with a
single bank, while others have involved multiple
players from the outset, surpassing 70% market
share.

In 2016, more than 20 Spanish credit institutions
came together to launch a common project, secur-
ing nearly 80% market share from the start. This
level of collective support has been unique in
Europe.

Institutional backing—from regulators, banking
associations, and other key stakeholders-was cru-
cial in ensuring the initiative’s success. Addi-
tionally, leveraging existing banking apps was
instrumental in driving awareness, confidence and
adoption.”

“The business model varies among OEM Pays. Some
charge fees for processing payments, reducing
margins for PSPs, while others focus on da-
ta-driven business models.

The second differentiation is technical access.
Under the commitments agreed upon between the Eu-
ropean Commission and Apple, third parties in the
EEA are granted free access to hardware compo-
nents. However, the secure element remains exclu-
sively accessible to Apple-developed applica-
tions.”

“We are witnessing a transformation in how
well-established brands expand their value propo-
sitions into new markets. Some are pursuing merg-
ers in highly digital, cashless economies, while
others are growing inorganically by acquiring es-
tablished local solutions.

Looking ahead, it is unlikely that a single brand
will dominate all markets. Instead, we are likely
to see a convergence toward a shared framework,
enabled by the scalability of SEPA Instant’s set-
tlement layer.
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@ rwint

Jens Plath
Chief Marketing Officer & Member
of the Executive Board

“For TWINT, it was important to create a setup
based on a balanced cooperation between several
banks and the leading acquirer. This ecosystem
approach, which creates value for all partici-
pants, remains the backbone of TWINT to this day.

To start with P2P was a critical success factor,
however, this is not necessarily transferable to
other markets. What mattered for TWINT was focus-
ing on problems that were still unsolved in the
market at that time. Additional services create
added value on top of payments. Value-added fea-
tures in mobile payments typically leverage the
fact that a mobile payment app is an interactive
interface with the user”

“As a domestic payment scheme, we benefit from a
high level of trust in our integrity. We actively
cultivate our reputation as a trusted and loved
brand, with a clear purpose: to improve the daily
lives of people and businesses in Switzerland.
Today, TWINT is both the strongest and most loved
brand in the country. This aspect is often under-
estimated when designing new payment systems.
People don’t decide how to pay anew in every pay-
ment situation. Instead, they want to trust a
single brand — their preferred way to pay. When
that brand is locally rooted and actively engaged
in local ecosystems and communities, as TWINT is,
people develop a long-lasting and trustful rela-
tionship.”

“The issuer banks that participated in TWINT from
day one represent more than 50% of the Swiss bank
account market. They included the six largest
banks by number of private customers. All of them
were committed to driving fast adoption of TWINT
within their user bases. In this way, a critical
mass of active user accounts was achieved within
just a few years, supported by strong promotion
through the banks’ own communication channels.

At the same time, penetration of merchant base of
the largest acquirers — on the other side of the

two-sided platform — was essential to make TWINT

relevant as a payment method beyond P2P.”

“Fully-fledged payment apps offer many advantages
over mere digital card wallets, as they allow for
an interactive and reactive user experience that
reaches far beyond payment transactions. Payment
apps like TWINT offer a communication channel and
allow for complex interactions like setting and
prematurely cancelling your parking, registering
your license plate for parking access management,
or even a donation platform spanning most of the
country’s major NGOs, all in the app. It allows us
to serve the local economy and user needs [..]"

“Providing a level of sovereignty and independ-
ence from global tech players becomes more and
more important. The added value services and be-
yond payment use cases offered by fully-fledged
payment apps like TWINT will become increasingly
significant as a differentiating factor from
global players. In this way, domestic mobile pay-
ment apps can serve as accelerators for the digi-
tization of daily routines within a market.

We are, of course, closely monitoring initiatives
like Wero, as these could lead to valuable col-
laborations for us.”

Figure 19: Interview highlights (continued)
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Chief Acceptance Strategy Officericer
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“Both a favourable market environment and the
collaboration with the banks have been truly key
to getting the project out in the first place and
reassuring the consumers as well as merchants of
EPI's capabilities and long-standing commitment.
Starting with P2P has been in our minds since the
beginning. P2P is a great option to properly es-
tablish a brand. Attraction comes next: both the
marketing and communication campaign along with a
differentiated offer are key to create a pull ef-
fect”

“Favorable regulation and technological innova-
tion appear as two other key success factors. In-
stead of only going for pre-known and favoured
payment solutions, it is crucial to improve capa-
bilities or even enhance functionalities over
time. Last key factor — and not the lightest one:
offering a sovereign solution. Europe has been
highly dependent on international payment players
as a result of its payments landscape fragmenta-
tion and lack of national schemes. Beyond offer-
ing the solution in itself, it is also important
to bring to life the idea that both consumers and
merchants can choose an alternative, can reclaim
their freedom of choice

“Banking sector collaboration is definitely a
must, as it both bears trustworthiness and relia-
bility. In Europe, we’ve observed how close and
reliant Europeans are with their banks and espe-
cially their counsellors. And while neo-banks are
definitely on the rise, they also value the es-
tablished institutions and often have accounts
with various banks, including online ones. Banks
are key to progressively introduce new means of
payment - and they were a huge key factor in the
card scheme adoption. Retail banks must join
forces, as much as possible.”

“Sovereignty and independence are definitely key
differentiators from OEM Pays, but they also
bring a new mission that is educating society at
large about both international dependence and
sovereign alternatives. Current international
OEMs only offer cards (payment, loyalty, tickets)
integration, which is different from what Europe
is developing - that relies both on instant pay-
ments and account integration for both a smoother
and safer operational system. Europeans are ex-
pecting an all-in-one payment method that will
combine P2P, e-commerce, in-store, loyalty pro-
grams, and even more (cashback, BNPL...)"

“The market will consolidate — Europe has been
displaying a fragmented payments landscape for as
many years as the EU and Euro Zone have been going
on. While competition will always exist, there is
a need for Europeans to rally and join forces more
than ever. And beyond the need for it, there is
also a will to do so. Digital mobile payments will
definitely grow in representation in daily pay-
ments, and we will see European countries that
have always been relying on global players begin
to progressively adopt sovereign solutions mas-
sively.”

Arkwrieht
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Outlook and strategic
scenarios

The key question
is whether Europe
will succeed

in establishing

a truly European

alternative

30

Following an analysis of mobile wallets, their growth
trajectories and critical success factors, several possible
scenarios are emerging for the future of mobile payments in
Europe. Given that OEM Pays — particularly Apple and Google -
consider their payment solutions strategic priorities and
have built them on the widespread contactless infrastructure
provided by the international card schemes, their role is

likely to remain highly relevant in any future European
scenario. The key question is whether Europe will succeed
in establishing a truly European alternative — in line with
its broader political and strategic objectives.

Degree of consolidation —mMmMmMm— —— — ——————>
&< Degree of fragmentation

Single * “ Multi-regional
European Solution Clusters

A European standard is Expansion and consolidation Various domestic,
successfully defined which activities form regional interregional and OEM
manages to unite (a majority of) champions through M&A and/or payment methods prevail
the domestic solutions partnerships in Europe
& L

et

Continued
fragmentation

—
Potential key enablers: Potential key enablers: Potential key enables:
BEPI home markets gain signifi- ® Further expansion of successful ®Domestic solutions solidify
cant traction solutions their position (in co-existence
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between EPI and EuroPA is built tions in certain regions B Wero doesn’t manage to gain
BEPI expands to other markets B Increasing interoperability for {urtgerltractlon and remains a
via M&A, white-labelling etc. cross-border-payments oAl phEyEr

Figure 20: Strategic scenarios overview
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We addressed this very question in our 2024 report, where
the future of the European mobile payment landscape was
outlined through three potential scenarios, as illustrated
in figure 20. At the time, “Continued fragmentation”
appeared to be the most likely trajectory. However, recent
developments suggest a certain shift towards the emergence
of “Multi-regional clusters” as the prevailing outcome.

This development reflects interview insights pointing to
deeper European collaboration and is backed by market
signals such as the launch of EuroPA, which links systems
across Southern Europe and the planned integration of Vipps
MobilePay with the Nordics by 2026. The involvement of Blik,
DIAS and EPI adds further momentum. Moreover, EMPSA member
Bluecode has introduced a “payment roaming” solution
enabling both technical and commercial interoperability
already active with Bancomat and Alipay. Blik is also ex-
panding beyond Poland, having entered Slovakia and Romania
and recently announcing a partnership with Revolut.

Against the backdrop of Europe’s strategic objectives, the We remain sceptical
creation of such interoperability is a very meaningful whether inter-
development. However, we remain sceptical whether interoper-
ability can be achieved across Europe — let alone result

in a truly unified European solution, given the scale of

operability can
be achieved across

technical harmonization required, the increasing commercial Europe — let alone

complexity (e.g. aligning merchant service fee models) and result in a truly

the challenge of coordinating diverse shareholder interests. unified European
solution

Advancing this mission of a unified solution is the task
entrusted to EPI and its newly launched payment wallet,
Wero. Until recently, EPI had clearly rejected the idea of
interoperability with other solutions. However, in a notable
shift, it has now expressed a willingness to cooperate

with local digital payment systems across Europe.

On the one hand, this development is to be welcomed from a
user’'s perspective; on the other, it represents a departure
from the original goal of creating a single European payment
system. Such an outcome would only be feasible if EPI were
equipped with sufficient capital to acquire other systems -
particularly older, locally established ones — enabling their
technical renewal and positioning EPI as a European market
consolidator. Given the complex shareholder structures, this
would require substantial political support.
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Conclusion
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The European mobile payment market is defined by a dynamic
race among domestic solutions, global OEM Pays and pan-
European initiatives, with varying adoption and maturity
across regions:

1

Markets like Belgium, the Nordics, Poland, Portugal, Spain
and Switzerland boast strong domestic solutions, leverag-
ing local insights and verticalised offerings to compete
with global tech players (Figure 4). These local heroes
process transaction volumes equivalent to 7-25% of the
card-based payment volumes in their respective markets.
(Figure 6).

In contrast, larger markets like Germany, France and Italy
lack robust domestic mobile alternatives, enabling OEM
Pays to consolidate leadership with an estimated 70% CAGR
in transactions from 2017-2023 (Figure 10).

EPI's Wero, launched for P2P payments in 2024, is evolving
from a standalone wallet into a central component of the
European payment ecosystem — targeting France, Germany,
the Benelux countries and potentially Austria as key mar-
kets, while being embedded in the broader European land-
scape through an interoperability strategy.
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In the near term, OEM Pays will likely continue their growth
alongside regionally strong, partially interoperable domes-
tic systems. This supports the broader adoption of mobile
payments overall, but only partially aligns with the EU’s
vision of a unified payments system. In the long term, in-
teroperability could pave the way for the gradual consolida-
tion of local mobile payment systems, advancing the EU’s
goal. Achieving this will require aligned technical stand-
ards, aligned merchant fees and ownership harmonisation -

a complex process likely to take a decade rather than just

a few years.

To foster progress, stakeholders must act decisively and
address the key success factors identified. In particular,
collaboration with banks and their sustained role in dis-
tribution is decisive and should be treated as a strategic
priority.
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About Arkwright

We believe in Arkwright is a leading management consulting firm specializ-
pragmatism ing in strategic advisory services for corporates, financial
7

meticulousness 1nst1Fut19ns and investors. Our Rayments and DlgltallBanklng
and dee practice is among the most experienced globally, making

p Arkwright a trusted boutique in digital financial services
knowledge of the and payments strategy.
industries 1in
which we operate We serve clients across financial institutions, central

banks, technology providers, investors, merchants and online
marketplaces, leveraging deep sector expertise and a broad
set of methodologies.

With a focus on pragmatism, analytical rigor and in-depth
industry knowledge, we support our clients in achieving sus-
tainable growth, operational excellence and lasting competi-

Steven Francesco tive advantage through close collaboration and hands-on
Jacob Burelli support.
(Partner) (Partner)

When we founded Arkwright in 1987, we did so with a strong
belief that sustained success requires closer collaboration

% and a distinct consulting model. This conviction continues
to shape our long-term partnerships. Today, Arkwright is an
international consultancy with Nordic roots, operating from

‘ offices in Hamburg, Oslo, Stockholm and London, with addi-
Ziﬁziurth tional presence in the Middle East and the US.
(Principal)
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Fernando Rodriguez Ferrer
Chief Business
Development Officer

@ Twint]

Jens Plath
Chief Marketing Officer &
Member of the Executive Board

Fabian Mansfeld
Chief Acceptance
Strategy Officer

How would you prioritize the seven success factors? Which do you consider essential, and which are more of a “nice

to have” - and why?

“Developing a suc-
cessful domestic mo-
bile payment solution
requires an ecosystem
approach, and a close
collaboration with
the banking sector
has certainly been a
key success factor
for Swish. Another
success factor was
that we solved an ac-
tual problem to which
we offered a fast,
convenient and secure
way to send money
P2P. Thanks to strong
network effects and
trust from our users,
we gained momentum to
expand into C2B and
B2C payments over the
years. If enough us-
ers want to pay with
Swish, merchants will
want to accept it.”

36

“Collaboration is arguably
the most critical success
factor in payments, as the
ecosystem involves multi-
ple stakeholders (issuers,
acquirers, gateways, etc.)
and connects a diverse
range of customers. To
achieve the desired net-
work effect, it is essen-
tial to establish a
well-defined framework—one
that is open and flexible
enough to drive adoption
beyond the initial market.

For new account-to-account
payment services, P2P has
consistently proven to be
the foundational use case
upon which broader adop-
tion can be built. While
there is no universal for-
mula for success, acceler-
ating the digitalization
of everyday payments is
key to embedding the brand
into consumers’ daily hab-
its. In many European mar-
kets today, the leading
payment brand is often the
local payment service
(e.g., Swish, Vipps Mo-
bilePay, Twint, Bizum...).

A favorable market envi-
ronment or a lack of
strong competing alterna-
tives can certainly pro-
vide an advantage, as they
help shape the overall
context. However, a
well-executed collabora-
tion strategy remains the
decisive factor in sur-
passing expectations and
achieving long-term suc-
cess”

“It’'s not possible to answer this
question in general, as it strong-
ly depends on the specific market
situation. For TWINT, it was im-
portant to create a setup based on
a balanced cooperation between
several banks and the leading ac-
quirer. This ecosystem approach,
which creates value for all par-
ticipants, remains the backbone of
TWINT to this day.

To start with P2P was a critical
success factor also for TWINT, al-
though online and POS payments
were part of TWINT's offering from
the very beginning. However, this
is not necessarily transferable to
other markets, especially those
where P2P solutions already exist.
What mattered for TWINT was focus-
ing on problems that were still
unsolved in the market at that
time. In Switzerland, that was P2P
payments. In other markets, P2P is
already covered by global players,
so this playbook doesn’t work the
same way.

Additional services create added
value on top of payments. These
added values can act as differen-
tiators from existing solutions
like card payments. Value-added
features in mobile payments typi-
cally leverage the fact that a mo-
bile payment app is an interactive
interface with the user - unlike,
for example, card payments. For
TWINT, these added values are key
to differentiation today and in
future. We introduced integrated
features such as parking and dona-
tions, as well as a very easy way
to pay at small merchants like
farm shops — using just a QR-Code
sticker. These unexpected positive
experiences create a strong brand
perception of TWINT and, as a re-
sult, preference across all other
use cases.”

EUROPEAN MOBILE PAYMENTS REPORT 2025

“Both a favourable market
environment and the col-
laboration with the banks
have been truly key to
getting the project out
in the first place and
reassuring the consumers
as well as merchants of
EPI’'s capabilities and
long-standing commitment.
Starting with P2P has
been in our minds since
the beginning, as we want
to progressively intro-
duce not only payment use
cases but also instil
sustainably digital pay-
ment reflexes. P2P is a
great option to properly
establish a brand, which
was even easier with the
replacement of existing
national solutions, as it
was the case in France
and in Belgium. Attrac-
tion comes next: both the
marketing and communica-
tion campaign along with
a differentiated offer
are key to create a pull
effect, for both consum-
ers and merchants. The
absence of other solu-
tions wouldn’'t result in
being a success factor,
not at first at least: it
is always better to in-
troduce a solution when
interest already exists
for the product. What is
key though is to be able
to expand the offer to
new use cases so that it
offers a more in-depth
and more complete offer-
ing.”
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Are there any other aspects that you believe are crucial for success of mobile payment methods?

“Stay focused on
solving real prob-
lems for the users
and make sure to
actually add value
in every service
you prioritize, as
it is far too easy
to deviate from
your vision. Some-
times a partnership
might be a better
solution than de-
veloping in-house.
We would argue a
superior and inclu-
sive user experi-
ence that the users
love is a key fac-
tor. Additionally,
a solid business
model that benefits
the entire ecosys-
tem is essential.”

ARKWRIGHT AUGUST 2025

“Several key ingredients lay the
foundation for success in payment
services. While brand, a sustaina-
ble business model, and superior
user experience are often over-
looked, they are crucial drivers
of adoption and long-term viabili-
ty.

Trusted Brand: Trust is built over
time, and in payments, it is a
fundamental pillar. The digital
era presents a unique opportunity,
as new services and products can
rapidly integrate into daily life
and gain widespread adoption
through word of mouth. Bizum exem-
plifies this phenomenon-when a
service becomes viral, users en-
gage with it much like they do
with social networks.

Business Model: Developing a pay-
ment acceptance network requires
time and significant investment,
making financial sustainability
essential. A positive business
case is expected in the long run,
which means a well-structured
business model must be in place to
ensure sustainable revenue
streams.

User Experience: Account-to-ac-
count solutions leveraging proxy-
based systems have proven highly
effective in driving digital adop-
tion. Using familiar and intuitive
identifiers, such as a phone num-
ber, as the gateway to financial
services enhances accessibility
while maintaining robust
know-your-customer (KYC) stand-
ards.”

“As a domestic pay-
ment scheme, we bene-
fit from a high level
of trust in our in-
tegrity. We actively
cultivate our reputa-
tion as a trusted and
loved brand, with a
clear purpose: to im-
prove the daily lives
of people and busi-
nesses in Switzer-
land. Today, TWINT is
both the strongest
and most loved brand
in the country. This
aspect is often un-
derestimated when de-
signing new payment
systems. People don’t
decide how to pay an-
ew in every payment
situation. Instead,
they want to trust a
single brand — their
preferred way to pay.
When that brand is
locally rooted and
actively engaged in
local ecosystems and
communities, as TWINT
is, people develop a
long-lasting and
trustful relation-
ship.”

| EUROPEAN MOBILE PAYMENTS REPORT 2025

“Favourable regulation and tech-
nological innovation appear as
two other key success factors.
Instead of only going for pre-
known and favoured payment solu-
tions, it is crucial to improve
capabilities or even enhance
functionalities over time. The
world of payments is changing
fast, and Europe has been a bit
behind when it comes to adopting
digital and mobile payments, ac-
cepting QR codes for instance.
Now that regulation for instant
payments (SCT regulation) has
been approved and has become ac-
tive since January 2025, the
context is more and more favour-
able for the whole region, as
discrepancies and gaps do exist
between European markets. Last
key factor — and not the light-
est one: offering a sovereign
solution. Europe has been highly
dependent on international pay-
ment players as a result of its
payments landscape fragmentation
and lack of national schemes.
Beyond offering the solution in
itself, it is also important to
bring to life the idea that both
consumers and merchants can
choose an alternative, can re-
claim their freedom of choice.”

Arkwright
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We see banking sector collaboration as a key factor. In your view, what percentage of retail banks must participate

in a joint national initiative for it to scale success-fully?

“It is indeed a key
factor, creating
strong network ef-
fects between users
requires a majority
of retail banks to
offer and promote the
service. In many cas-
es, it makes sense to
initially ensure the
support of a few large
banks that quickly
increase market cov-
erage. To scale suc-
cessfully we believe
in a broader ecosys-
tem approach and the
more connected banks
and PSPs, the better.
Once merchants ob-
serve strong consumer
uptake, they are more
likely to integrate
and actively offer
the payment solu-
tion.”
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“The correlation between market
share and success is not straight-
forward; it depends on the market
context and existing dynamics. Some
successful solutions have started
with a single bank, while others
have involved multiple players from
the outset, surpassing 70% market
share.

A notable example is Spain. In
2016, more than 20 Spanish credit
institutions came together to
launch a common project, securing
nearly 80% market share from the
start. This level of collective
support has been unique in Europe,
particularly in the context of SEPA
instant payments, where it has
played a foundational role in ad-
vancing European sovereignty goals.

Institutional backing—from regula-
tors, banking associations, and
other key stakeholders-was crucial
in ensuring the initiative’'s suc-
cess. Their support fostered a
strong level of commitment that
guaranteed universality and enabled
the desired network effect. Addi-
tionally, leveraging existing bank-
ing apps was instrumental in driv-
ing awareness, confidence and
adoption. By integrating Bizum
seamlessly into these platforms,
customers could access the service
in just three clicks, making its
use intuitive and immediate.”

EUROPEAN MOBILE PAYMENTS REPORT 2025

“The issuer banks that
participated in TWINT
from day one represent
more than 50% of the
Swiss bank account mar-
ket. They included the
six largest banks by num-
ber of private customers.
All of them were commit-
ted to driving fast adop-
tion of TWINT within
their user bases. In this
way, a critical mass of
active user accounts was
achieved within just a
few years, supported by
strong promotion through
the banks’ own communica-
tion channels.

At the same time, pene-
tration of merchant base
of the largest acquirers
— on the other side of
the two-sided platform —
was essential to make
TWINT relevant as a pay-
ment method beyond P2P.”"

“Banking sector collabo-
ration is definitely a
must, as it both bears
trustworthiness and reli-
ability. In Europe, we've
observed how close and
reliant Europeans are
with their banks and es-
pecially their counsel-
lors. And while neo-banks
are definitely on the
rise, they also value the
established institutions
and often have accounts
with various banks, in-
cluding online ones.
Banks are key to progres-
sively introduce new
means of payment — and
they were a huge key fac-
tor in the card scheme
adoption. Retail banks
must join forces, as much
as possible. There’s not
really an optimal per-
centage, rather there is
the goal to unify and
rally the European banks
together at large.”
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What potential differentiators can domestic mobile payment solutions develop to compete effectively against

OEM Pays?

“Domestic mobile pay-
ment services excel by
leveraging trust and
brand familiarity, as
well as deep market in-
sight to ensure locally
relevant solutions.
Close partnerships with
domestic banks also
convey security and ad-
dress privacy concerns.
Integrating P2P with
C2B payment use cases
can simplify real sce-
narios like splitting a
restaurant bill or pay-
ing monthly expenses.
It's important to cater
for features that cre-
ate value for both us-
ers and merchants, such
as loyalty integrations
or gift cards. While
global OEM Pays have
reach, local solutions
can stand apart through
strong partnerships,
local relevance, and
innovation grounded in
home-market require-
ments.”

ARKWRIGHT AUGUST 2025

“There are two key differentiating
factors: the business model and
technical access.

The business model varies among OEM
Pays. Some charge fees for process-
ing payments, reducing margins for
PSPs, while others focus on da-
ta-driven business models, enhanc-
ing customer interaction points and
gaining deeper insights into user
behavior.

The second differentiation is tech-
nical access. Under the commitments
agreed upon between the European
Commission and Apple, third parties
in the European Economic Area (EEA)
are granted free access to hardware
components such as the NFC antenna
for app distribution. However, the
secure element remains exclusively
accessible to Apple-developed ap-
plications. While in other markets
third parties can access the secure
element for a fee, this is not per-
mitted in the EEA.

In contrast, Android devices offer
open NFC capabilities, allowing
third-party players to develop
their own wallets.

In the Spanish market, although iOS
users are a minority, they repre-
sent the most active segment in
contactless wallet payments, mak-
ing them a crucial demographic de-
spite their smaller market share.”

EUROPEAN MOBILE PAYMENTS REPORT 2025

“Fully-fledged payment
apps offer many advan-
tages over mere digi-
tal card wallets, as
they allow for an in-
teractive and reactive
user experience that
reaches far beyond
payment transactions.
Payment apps like
TWINT offer a communi-
cation channel and al-
low for complex inter-
actions like setting
and prematurely can-
celling your parking,
registering your 1li-
cense plate for park-
ing access management,
or even a donation
platform spanning most
of the country’s major
NGOs, all in the app.
It allows us to serve
the local economy and
user needs and create
an interactive experi-
ence that adds value
for users and mer-
chants every step of
the way.”

“Sovereignty and independ-
ence are definitely key
differentiators from OEM
Pays, but they also bring a
new mission that is educat-
ing society at large about
both international depend-
ence and sovereign alterna-
tives. But as tensions and
debates on the topic arise,
it becomes more and more
relevant. Current interna-
tional OEMs only offer
cards (payment, loyalty,
tickets) integration, which
is different from what Eu-
rope is developing - that
relies both on instant pay-
ments and account integra-
tion for both a smoother
and safer operational sys-
tem. Europeans are expect-
ing an all-in-one payment
method that will combine
P2P, e-commerce, in-store,
loyalty programs, and even
more (cashback, BNPL...) -
which is definitely some-
thing that is on Europe’s
roadmap.”

Arkwright

39



Arkwright

¢ ) swish

Oscar Ang
Senior Strategy
Manager

%, bizum

2

Fernando Rodriguez Ferrer
Chief Business
Development Officer

@ winT]

Jens Plath
Chief Marketing
Officer & Member of
the Executive Board

“epi

€«

Fabian Mansfeld
Chief Acceptance
Strategy Officer

Considering the competit-ive landscape - including global and national, as well as European initiatives like Wero

and EuroPA - how do you expect the market to evolve over the next five years?

“We anticipate a grow-
ing mobile payments
market and increased
competition, especially
from the international
giants. We expect suc-
cessful domestic solu-
tions to collaborate to
achieve interoperabili-
ty, e.g., EMPSA and Eu-
roPA initiatives.
Self-service features,
NFC on iPhone and Tap-
to-Pay solutions will
reshape how payments
are conducted in physi-
cal stores. Recurring
payments is another ar-
ea where we expect a
lot of innovation. The
most successful apps
will blend advanced
features with simple
experiences, including
loyalty and self-ser-
vice functionality. We
will focus on val-
ue-adding services that
simplify everyday pay-
ments and strengthen
our position in this
growing dynamic mar-
ket.”
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“We are witnessing a transformation in
how well-established brands expand their
value propositions into new markets.
Some are pursuing mergers in highly dig-
ital, cashless economies like the Nor-
dics, while others are growing inorgani-
cally by acquiring established local
solutions.

By 2025, with the full enforcement of
the Instant Payments Regulation across
the Eurozone, markets lacking value-add-
ed solutions will likely seek the best
ways to align with this trend. The rapid
growth of Alternative Payment Methods
(APMs), driven by their superior user
experience, is encouraging merchants to
diversify their payment mix.

Looking ahead, it is unlikely that a
single brand will dominate all markets.
Instead, we are likely to see a conver-
gence toward a shared framework, enabled
by the scalability of SEPA Instant’'s
settlement layer. Existing solutions
should adopt a cooperative approach,
leveraging their established footprint
while developing the necessary capabili-
ties for full interoperability. This
evolution will also be crucial in the
context of the future digital euro,
which could be seen as a win-win scenar-
io—provided it achieves the same level
of geographic reach and accessibility.”

“Providing a level of
sovereignty and inde-
pendence from global
tech players becomes
more and more impor-
tant. The added value
services and beyond
payment use cases of-
fered by fully-fledged
payment apps like
TWINT will become in-
creasingly significant
as a differentiating
factor from global
players. In this way,
domestic mobile pay-
ment apps can serve as
accelerators for the
digitization of daily
routines within a mar-
ket.

We are, of course,
closely monitoring in-
itiatives like Wero,
as these could lead to
valuable collabora-
tions for us.”

EUROPEAN MOBILE PAYMENTS REPORT 2025

“The market will con-
solidate — Europe has
been displaying a
fragmented payments
landscape for as many
years as the EU and
Euro Zone have been
going on. While compe-
tition will always ex-
ist, there is a need
for Europeans to rally
and join forces more
than ever. And beyond
the need for it, there
is also a will to do
so. Digital mobile
payments will defi-
nitely grow in rep-
resentation in daily
payments, and we will
see European countries
that have always been
relying on global
players begin to pro-
gressively adopt sov-
ereign solutions mas-
sively.”
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