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Press Release

Nets Group identifies key trends in payments for 2021

o Nets empowers merchants to adapt to the increasingly consumer-led purchasing journey through
industry-led insights on 64 trends shaping the payments industry today

e Three out of five European consumers have tried a new shopping behaviour since the appearance
of Covid-19, and most intend to continue these post-pandemic

e Buy online pick-up in store has grown by 200% from April 2019 to April 2020

Nets, a leading provider of digital payment services and related technology solutions across Europe,
today announces the release of its 2021 Payments Outlook Innovation Report, a follow-up to its 2020
Payments Outlook, which captures key trends affecting merchants and the payments industry in light
of the Covid-19 pandemic. The purpose of the report is to understand the impact and consequences
of the pandemic to help merchants prepare for the new normal. It identifies a total of 64 trends that
sit within four categories: Consumer, Technology, Market, Regulation. Nets subsequently worked to
further analyse these trends through internal and external industry and innovation workshops, group-
ing them into eight key themes that will define the payments landscape going forward:

Seamless access to funds

Fluid commerce

Customised privacy

Quantified self

Simultaneous bundling and unbundling
Decentralised trust

Responsible consumerism

Global commerce
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The Nets Payments Outlook Report notes developing seamless ways for consumers to access funds is
the only way for merchants to craft new, personalised experiences via innovative touchpoints and
fresh value propositions. Consumers increasingly want to control when, how, and with what they pay.
Digital payment adoption is increasing rapidly, as especially mobile and contactless payments are gain-
ing traction. On top of this, the value with which consumers pay is evolving in multiple directions,
further disrupting the payments ecosystem as we know it.

Meanwhile, the report shows commerce will become increasingly fluid thanks to customers of all gen-
erations and nationalities adapting to online shopping as a result of the pandemic. Online and physical
channels are no longer separate in consumers’ minds and they expect interactions across multiple
channels to be unified. As more consumers shop online for safety, convenience and speed, merchants
are rethinking their online and in-store experience towards an integrated “clicks and mortar” offering.
Merchants must reflect the behaviour of their consumers and search for new ways to incorporate the
best of both worlds. Buy online pick-up in store (BOPIS) has grown by 200% from April 2019 to April
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2020%, demonstrating the importance of retailers being able to identify the consumer decision journey,
predict their demands and offer a wide range of solutions to accommodate these. In fact, three out of
five European consumers have tried a new shopping behaviour (i.e. changed stores, brands, or the way
they shop) since the appearance of Covid-19, and most intent to continue after the crisis.?

These opportunity areas for merchants must be underpinned by customisable privacy, as the report
predicts data will only become more fundamental to the evolution of the payments sector. During the
past decade consumers have become increasingly aware of the value their data possess. Consumers
are more reluctant to share personal data but are at the same time beginning to acknowledge the
value. In exchange, customers demand personalised products, services and experiences, as the clearer
the benefit for sharing data the more willing they are to do so.

End-users can also benefit from collected data. Consumers want to utilise personal data to track per-
sonal areas like performances, lifestyle and financials. They increasingly want something tangible to
inspire change, compete and compare results to set measurable goals. In addition, fitness apps and
wearables with built in tracking are growing in popularity — global revenue for fitness apps and wear-
ables hasincreased by 30% from 2019 to 2020, with wearables contributing a greater proportion than
basic apps.® This demonstrates the willingness consumers have to allowing companies to gather data
on them, providing the individuals see the decision as one than enables an improvement, change, or
redefinition in their lifestyle.

Ultimately, the future is unpredictable but observing consumer behaviour and distilling the customer
experience is the most effective way for businesses to stay relevant and succeed. That is why Nets is
committed to continually investing resources in this important research and analysis to support its
customers, and the wider industry, in navigating the journey ahead.

Matt Rowsell, Chief Product Officer Merchant Services: "We at Nets are thrilled to publish this follow-
up to our 2020 report. We work hard to remain at the forefront of industry trends and keep our cus-
tomers informed on the latest themes and shifts impacting their businesses. Customer behaviour has
seen a huge change since the start of the Covid-19 pandemic, and we want to equip merchants with
the information to evolve at a fast, necessary pace to keep up. Facilitating a seamless consumer journey
with flexible payment options and tailored data collection has never been more critical to ensuring
businesses succeed."

Read the full Nets Payments Outlook 2021 report here.

About Nets

At Nets, we see easier products and solutions as the foundation for growth and progress — both in
commerce and society. With headquarters in Copenhagen, Denmark, and more than 4,000 employ-
ees located across Europe, we help financial institutions, businesses and merchants across Europe
make tomorrow a little easier for their customers while delivering unrivalled security and stability.
Powering payment solutions for an easier tomorrow. For more information please see: www.nets.eu
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