
A KEY COMPONENT OF DIGITAL TRANSFORMATION

DIGITAL WALLET



The COVID-19 pandemic pushed financial institutions into digital 

transformation—ready or not—as consumer demand for easier, 

cleaner and more convenient ways to pay skyrocketed. By having 

digital wallet and contactless services readily available, your 

financial institution puts itself ahead of the curve in the 

marketplace, positioned as a more attractive option to the growing 

number of consumers integrating technology into their everyday 

purchasing habits.

Discover more about digital wallets, who is using them, their many 

benefits, and how to get the very best deal when adding this 

feature to your service stack.
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A digital wallet, or e-wallet, contains digital versions of a person’s debit and/
or credit card stored in wallet apps on their smartphone or other device. 
Tokenization adds a layer of security—a card’s number is not stored on the 
device, or shared with most merchants; it’s designated a virtual number tied 
directly to the wallet and the person’s mobile device. 

Digital wallets give consumers a convenient way to pay using their phone 
instead of cash or physical cards. In addition to “tapping to pay” in person at 
stores and ATMs wherever the “contactless” symbol appears, digital wallets 
can also be used for purchases made online or in apps. 

The options for digital wallet include those based on the user’s device 
operating system and manufacturer, wearable devices and individual apps.

Digital Wallet 101

Because digital wallet capabilities can be more costly to offer than typical 
plastic cards, some may be hesitant to invest in this newer technology. 
However, the cost of this service can be strategically negotiated—and the 
payoff can be substantial as more and more make the switch to digital.

Apple® Devices AndroidTM DevicesWearable Devices

Apps

Common Digital Wallet Options
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With the need to shift to a fast, easy and secure way to buy and sell without 

physical contact, the COVID-19 pandemic propelled digital payments years 

ahead of pre-2020 projections. With this acceleration continuing across all 

demographics, it’s expected to remain a permanent shift.

Check out who’s using digital wallets. Is your bank meeting these users’ 

needs and preferences so you can remain top-of-wallet? 

Gen Z

84.6%
Born 1997-2003

Source: 2021 Global Payments Report by Worldpay from FIS

North America E-Commerce Spending

In 2020

By 2024

30%

40%

Digital wallet adoption by generation 

Silent Generation

16.9%

Born 1928-1945

Baby Boomers 

33.3%

Born 1946-1964

Gen X

65.4%

Born 1965-1980

Millennials 

81.3%
Born 1981-1996

Source: finder.com

Current & Future Adopters
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Between April 2020 and January 2021, the percentage of 
young Millennials who used contactless payments  

tripled, while the percentage of Baby Boomers  
making contactless payments doubled.

Source: 2021 Global Payments Report by Worldpay from FIS

Point-of-sale digital wallet use in  
North America surged 60% in 2020, 

compared to 2019.

Given this astronomical growth and adoption, it's challenging to ignore this brave new world of digital payments. 
Offering these capabilities is no longer a luxury, it’s a necessity, no matter your financial institution’s asset size.

Source: Digital Wallet Adoption survey by Finder 

Used a digital wallet in the past year:

Men

Women

62%

56%

Source: 2021 Global Payments Report by Worldpay from FIS

Source: VISA Back to Business Study

Only 16% of consumers said they would revert to 

their old methods of payments post-pandemic.

Current & Future Adopters
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Win-Win Benefits
of E-Wallets
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Why embrace digital wallets? Both your financial institution and your 

account holders will benefit from adopting this trend that is here to stay.

Your Benefits

First and foremost, offering this service helps you achieve “top of wallet” 

status, meaning yours is the first card—be it physical or digital—that your 

account holder reaches for. 

And when yours is the first choice, that means more usage, more loyalty 

to your financial institution along with more interchange fees and non-

interest income.

Incorporating the latest technology into your brand also helps you to 

remain flexible and be able to nimbly adapt to changing consumer needs 

and circumstances, as the pandemic has demonstrated. With one best-in-

class interface that supports the total cardholder view, you’re able to 

provide more efficient service and integrated payment options, as well as 

gain more insights into buying behaviors.



Consumers’ Benefits

Not only does a digital wallet provide unparalleled convenience, in our 

current climate it’s also a cleaner way to conduct transactions in person. In 

addition, it is more secure than a traditional card, and lets people transfer 

money in real time to friends or family with ease.

The Future Is Now

According to a global survey conducted by McKinsey & Company, the 

pandemic accelerated the adoption of digital products and services by at 

least 6 years. So, if your bank planned to offer digital payment options in the 

future, the pandemic has put you even further behind the curve, and the 

time to act is now.

If your account holders had to rank the accessibility of your financial 

institution’s products and services, where would you fall on their list? Are 

you missing out by not keeping up with today’s technology? 

Digital wallet contains encrypted information, 
which can be more secure than carrying or using a 
physical card with the number on display. 

Enabling two-factor authentication provides an 
extra layer of protection that requests a one-time 
code, fingerprint or other authorization before a 
purchase can be made.

Win-Win Benefits of E-Wallets

Digital = Secure
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Contactless Cards for PoP Transactions  

COVID-19 created a high demand for a hygienic way to pay when 

transacting in person at the Point of Purchase (PoP). In a Mastercard study, 

more than 70% of consumers say they now use contactless payments. 

Many people have even developed a “tapping habit.” Cardholders who tap 

to pay more than twice in the first month of activation continue to use their 

contactless card. Further, those who regularly do so spend up to 25% more 

each month compared to non-frequent contactless card users.

Win-Win Benefits of E-Wallets
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IT ALL ADDS UP

44% of men and 26% of women say they spend more 
when using a digital wallet, compared to a traditional card.

GOING DIGITAL

Average share of products in business areas that are 
partially or fully digitized: 

Pre-pandemic:  41%  /  During pandemic: 60%

Convenience 66%
Greater security 14.8%
Easier to track expenditures 9.9%
Less to carry 7.5%
Other 1.8%

Source: Digital Wallet Adoption survey by Finder

Source: McKinsey Global Survey

of consumers around the world swapped 
out their top-of-wallet card for one that 
offers contactless payments.

Source: Mastercard

BANKING ON DIGITAL
Reasons why people report 
utilizing e-wallets:

Source: Digital Wallet Adoption survey by Finder

Contactless Benefits:
› Faster and more secure than a plastic card
› Reduced contact with public surfaces
› Internationally compatible
› Less to carry

When the pandemic began,

46% 
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Think the process of adding digital wallet to your offerings is too 
difficult, or simply too expensive? There’s good news: you can 
invest in this newer, more secure technology without sacrificing 
your sanity or your bottom line.

sanity or your bottom line. 
A third-party consultant experienced in financial services contracts 
can take the stressful negotiation process off your plate and secure 
the most beneficial pricing and terms. As an extension of your team, 
working in your best interest, an expert negotiator can handle the 
time-consuming tasks of requesting proposals, following up with 
vendors, examining each contract line item and working out the 
best deal for your organization. Your team, meanwhile, can focus on 
more pressing issues. 

The Ins & Outs of 
Negotiating Digital 
Wallet Services
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JMFA Contract Optimizer specialists have negotiated service 
contracts for community banks and credit unions across the United 
States for years. With an ever-expanding database of how low vendors 
are willing to go for each of their services —along with what advantageous 
terms, signing bonuses and other perks they’ve offered to other banks—we 
can help you add digital wallet, contactless cards and other valuable 
services for a fraction of what you might expect it to cost. 



You’re likely in the perfect position to implement digital 
wallet and contactless options if:

› You have a Card Processing contract that will expire in the next 18 to 24
months. We can negotiate significant savings and incentives toward adding digital
wallet services as part of the renewed or new contract.

› You signed a 5- to 7-year agreement with VISA or Mastercard in 2016 or 2017.
Now is the best time to maximize that relationship and add contactless features.

› Your vendor is making changes to their digital offering and forcing you to move
to a new solution. You don’t have to settle. An expert negotiator can also shop
around for you to locate the most competitive pricing within the marketplace with
features that fit your consumer base.

Are you leaving money on the table?

Don’t make the mistake of overpaying your vendors. JMFA 
makes sure you’re not paying more for the same services 
than your competition, negotiating line item by line item to 
get you the best deal on: 

• ATM, Debit and Credit Card Processing

• Card Brand Agreements
(Visa/Mastercard/Discover)

• Internet and Mobile Banking

• Core Data Processing

• ATM Maintenance/Branch Maintenance

• Credit Reporting for Consumer Loans

• EFT Network Processing

• Item and Image Processing

• Telecommunication Services
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With the savings from contract negotiations, you can pay for 
upgrades that you initially thought might be out of your budget. 
Here are some great examples:

BATON ROUGE TELCO FCU
secured more than $3 million in negotiated 
savings across three contracts, which will 
be used to cover the cost of adding card 
controls, a new remote deposit platform 
and upgraded marketing services.

WASHINGTON SAVINGS BANK 

used $2.4 million in savings over 6 years 
to introduce contactless debit cards with 
theft protection, instant issue printers at 
its branches and the automated fraud 
detection tool, Positive Pay.

The Ins & Outs of Negotiating Digital Wallet Services

HEARTLAND TRI-STATE BANK

used its $83,461 in negotiated 
annual savings, plus a $250,000 
signing bonus, to cover the cost of 
core conversions for two banks it 
had recently acquired.

FRANKLIN FIRST FCU 

secured $44,000 in annual savings to 
introduce a mobile banking app and add 
online banking capabilities.



JMFA is one of the most trusted names in the industry. 
Whether it’s recovering lost revenue, uncovering new 
savings with vendor contract negotiations, creating 
more value, serving account holders better or delivering 
a 100% compliant overdraft service—JMFA can help 
you deliver measurable results with proven solutions. To 
learn more, please contact your local representative 
or call us at (800) 809-2307.

Your digital transformation is the key 
to addressing consumer needs. 

Adopting digital wallet capabilities provides that ease of use, 
convenience and contactless option that more and more people are 
switching to every day. Are you ready to provide the digital services 
your account holders are looking for?

To get the ball rolling on adding digital wallet or contactless payment 
options, start with a professional review of your service contracts 
to determine your savings opportunities. Adding these services will 
no doubt add value for your account holders, and you may also find 
additional dollars and savings to improve your overall bottom line.

For more information or additional client success stories, please 
contact Kelly Flynn at kelly.flynn@jmfa.com or call (800) 809-2307.


