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SYNOPSIS

360 View Update: m-
Commerce and
Entertainment Apps: Usage
Trends assesses the
current trends in
entertainment content
consumption, payment app
adoption, and spending
habits among mobile users.
Results are broken out by
operating system, phone
brand, service provider,
and data plan size (for
entertainment). It examines
music, video, and game
consumption, as well as
payment app spending. For
payment app spending, a
TURF analysis examines
combinations of purchase
categories that may extend
app reach and usage.
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Use of Mobile Payment Apps

U.S. Smartphone Users in Broadband Households

Use 3 apps Use all 4 apps

Use 2 apps

Use 1 app

Don't use any mobile
payment apps

Mobile payment apps including
(1) Apple Pay
(2) Google Wallet/Android Pay
(3) PayPal
(4) Retail store-branded payment apps,
like the Starbucks app
(5) Other mobile payment apps
(exclusive)
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“Consumers are likely to use multiple payment apps, a scenario similar to consumers’ credit card ownership. As payment app
adoption increases and usage becomes more common, payment app providers will have to compete for usage and loyalty like most
credit card companies do today.”

— Harry Wang, Director, Health & Mobile Product Research, Parks Associates
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