Adults Would Like to See Wider Acceptance of Credit and
Debit Cards by Different Types of Merchants and Small
Businesses
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Ipsos Public Affairs is a non-partisan, objective, survey-based research practice made up

of seasoned professionals. We conduct strategic research initiatives for a diverse number

of American and international organizations, based not only on public opinion research,
but elite stakeholder, corporate, and media opinion research.

Ipsos has media partnerships with the most prestigious news organizations around the
world. In the U.S., UK and internationally, Ipsos Public Affairs is the media polling
supplier to Reuters News, the world's leading source of intelligent information for
businesses and professionals, and the Hispanic polling partner of Telemundo
Communications Group, a division of NBC Universal providing Spanish-language
content to U.S. Hispanics and audiences around the world.

Ipsos Public Affairs is a member of the Ipsos Group, a leading global survey-based
market research company. We provide boutique-style customer service and work closely
with our clients, while also undertaking global research.

To learn more, visit: www.ipsos-na.com
For copies of other news releases, please visit: http://www.ipsos-na.com/news-polls/.
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Four in Ten Adults Would Like to See Wider Acceptance of
Credit and Debit Cards by Different Types of Merchants and
Small Businesses

New York, NY — Looking ahead to the New Year, the majority of adults say that they plan to use
various payment methods, such as cash, credit cards, checks, and other methods, about the same
as they did in 2012.

e Adults under 35 are more likely than those who are older to say they anticipate using direct
electronic payments like PayPal or WePay (22% vs. 11%), payments through their mobile
device (16% vs. 5%), reloadable prepaid cards (12% vs. 4%), and debit cards (22% vs. 10%)
more in 2013.

Wider acceptance of credit/debit cards top payment innovation

Over the past few years there have been a number of changes in how purchases are paid for and
finances are managed, and many adults want to see more of these changes. Four in ten (40%)
would like to see even greater acceptance of credit and debit cards by different types of merchants
and small businesses (e.g. mobile food vendors, taxi cabs, vendors at street fairs, flea and farmers
markets). Three in ten (29%) would like to see more electronic financial management tools and
services such as text and email payment reminders, balance updates and online budgeting
resources. Fewer say that they would like to see more payments through mobile devices (18%)
and additional reloadable prepaid card options (13%) in the New Year.

e Younger adults are more likely to say they would like to see wider acceptance of credit/debit
cards (48%), more electronic financial management tools and services (39%), more ability to
make payments through mobile devices (30%), and more reloadable prepaid card option
(21%).

e Those who do not have any credit cards are also more likely to wish for more reloadable
prepaid card options than are credit card holders (20% vs. 11%).

Innovations in new payment methods and financial management tools are seen as beneficial to
consumers and have made the buying process easier

U.S. adults are much more likely to view each of these innovations as being good for consumers:
electronic financial management tools and services (57% good vs. 9% bad), wider acceptance of
credit and debit cards (50% vs. 18%), the ability to make payments through mobile devices (45%
vs. 20%), and reloadable prepaid card options (43% vs. 12%).

Similarly, eight in ten (79%) say that new payment options, such as credit cards, debit cards,
reloadable prepaid cards, e-payments such as PayPal, and payments through mobile devices, have
made the buying process easier, including nearly a third (31%) who say that they have made the
buying process much easier. In contrast, 21% believe that these advancements have made the
buying process more complex.
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Adults say they are personally most likely to take advantage of wider credit/debit card
acceptance in 2013, selected by a third of respondents (34%). Sixteen percent would be most
likely to make use of advances in electronic financial tools, while one in ten say they would be
most likely to make use of payments via mobile devices (9%), or new reloadable prepaid card
options (8%). A quarter (26%) say that they wouldn’t be likely to take advantage of any of these
innovations, and 7% are unsure.

But adults also say consumers in general are most likely to take advantage of new mobile
payment options, selected by a third of respondents (32%). Twenty-six percent believe
consumers would take more advantage of wider acceptance of credit and debit cards, while
electronic financial management tools and services (12%) and reloadable prepaid card options
(8%) are seen as being less popular for consumers in general.

e Those without a credit card are more likely than are credit card holders to say that they would
make use of new prepaid card options (18% vs. 5%), while credit card holders are more
interested in wider acceptance of credit and debit cards (36% vs. 25%) as well as electronic
financial management tools and services (18% vs. 10%).

These are some of the findings of an Ipsos poll conducted December 19-21, 2012. For the survey, a
national sample of 1,006 adults aged 18 and older from Ipsos’ U.S. online panel were interviewed
online. Weighting was then employed to balance demographics and ensure that the sample's
composition reflects that of the U.S. adult population according to Census data and to provide results
intended to approximate the sample universe. A survey with an unweighted probability sample of
1,006 a 100% response rate would have an estimated margin of error of +/- 3 percentage points 19
times out of 20 of what the results would have been had the entire adult population of adults in the
United States had been polled. All sample surveys and polls may be subject to other sources of error,
including, but not limited to coverage error, and measurement error.
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About Ipsos

Ipsos is a leading global survey-based market research company, owned and managed by research
professionals that helps interpret, simulate, and anticipate the needs and responses of consumers,
customers, and citizens around the world. Member companies assess market potential and interpret market
trends to develop and test emergent or existing products or services, and build brands. They also test
advertising and study audience responses to various media, and measure public opinion around the globe.
They help clients create long-term relationships with their customers, stakeholders or other constituencies.
Ipsos member companies offer expertise in advertising, customer loyalty, marketing, media, and public
affairs research, as well as forecasting, modeling, and consulting and offers a full line of custom,
syndicated, omnibus, panel, and online research products and services, guided by industry experts and
bolstered by advanced analytics and methodologies. The company was founded in 1975 and has been
publicly traded since 1999. In 2011, Ipsos generated global revenues of € 1.363 billion ($1.897 billion
U.S.). Visit www.ipsos.com to learn more about Ipsos offerings and capabilities.
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