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!.h¦¢ aa!Ω{ LIGHTSPEED UK CONSUMER BRIEFINGS: 

Each month, MMA leverages [ƛƎƘǘǎǇŜŜŘ wŜǎŜŀǊŎƘΩǎ ƻƴƭƛƴŜ survey panel to survey a demographically representative sample of 1000 French adult 

consumers about their latest mobile marketing behaviours and opinions. Each Consumer Briefing contains a 2-3 page executive summary, all survey 

questions asked, and approximately 50 tables of detailed results.  Survey responses are provided not only in aggregate, but are also cross-tabulated by 

standard audience demographics, such as age, gender, and income, as well as wireless carrier and handset manufacturer. Together, MMA and 

Lightspeed Research aim to make these briefings uniquely powerful tools for creating up-to-the-minute mobile campaigns, and are available free to 

aa! ƳŜƳōŜǊǎΦ  ¢ƻ ƭŜŀǊƴ ƳƻǊŜ ŀōƻǳǘ aa!Ωǎ ƳŀǊƪŜǘ ǊŜǎŜŀǊŎƘ ōŜƴŜŦƛǘǎ, Ǿƛǎƛǘ aa!Ωǎ Research Home Page or contact Peter A. Johnson, Vice President 

of Market Intelligence, at peter.johnson@mmaglobal.com.  MMA Consumer Briefings on this topic are also available for the US, UK, and German 

markets. 

 

 

 

ABOUT LIGHTSPEED RESEARCH: 

[ƛƎƘǘǎǇŜŜŘ wŜǎŜŀǊŎƘ ǿŀǎ ƭŀǳƴŎƘŜŘ ƛƴ aŀȅ нллл ōȅ YŀƴǘŀǊΣ ƻƴŜ ƻŦ ǘƘŜ ǿƻǊƭŘΩǎ ƭŀǊƎŜǎǘ ǊŜǎŜŀǊŎƘΣ ƛƴǎƛƎƘǘ ŀƴŘ ŎƻƴǎǳƭǘŀƴŎȅ ƴŜǘǿƻǊƪǎ and part of WPP. 

Through our online global panels and products, we deliver valuable market insights to help businesses make informed decisions. We actively manage 

our panels in North America, Europe, and Asia Pacific to provide responsive and engaged survey participants. Lightspeed Research provides customers 

with ad-hoc and continuous online research services as well as access to a weekly global online Omnibus. For more information, contact us directly on 

mma@lightspeedresearch.com or visit our website at www.lightspeedresearch.com.  

 

 

 

 

 

http://mmaglobal.com/research
mailto:peter.johnson@mmaglobal.com
mailto:mma@lightspeedresearch.com
http://www.lightspeedresearch.com/
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MMA/Lightspeed Monthly France Consumer Briefing: Consumer Interest in Mobile 

Banking 

Lightspeed Research Insights - Mobile banking  
 

How do consumers in France currently use their mobile devices for banking?  Is the mobile likely to become an essential tool 

ǿƘŜƴ ƳŀƴŀƎƛƴƎ ŎƻƴǎǳƳŜǊǎΩ ŦƛƴŀƴŎŜǎ ƛƴ ǘƘŜ ƴŜŀǊ ŦǳǘǳǊŜΣ ŀƴŘ ƛŦ ǎƻΣ ǿƘƛŎƘ ƳƻōƛƭŜ ōŀƴƪƛƴƎ ǎŜǊǾƛŎŜǎ ǿƻǳƭŘ ǘƘŜȅ ŦƛƴŘ ǘƘŜ Ƴƻǎǘ 

useful? How do they compare with consumers elsewhere in Europe? 

To find out the MMA ran an online survey on the Lightspeed Research omnibus in France, Germany and the UK from the 21 to 

the 25 January 2010. Respondents who owned a mobile phone were asked about their current mobile usage and how likely they 

were to participate in mobile banking in 2010. 

The survey asked consumers about their: 

 Mobile handset manufacturer 

 Mobile phone operator 

 Message (text) plan used 

 Current mobile banking activities 

 Interest in mobile banking ς next 12 months 

 Future interest in specific mobile banking services 

 Importance of security in the decision to use mobile banking 

 Interest in downloading secure mobile banking apps 
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Current Use of Mobile Banking  
While mobile banking is not yet a mainstream activity, the results do show that it is starting to gain in popularity in France, 

though currently trailing usage levels in the UK.  The percentage of mobile consumers in each country currently banking through 

their mobile is: 

 9% of French mobile consumers  

 14% of UK mobile consumers 

 9% of German mobile consumers 
 

In all three countries, txt (SMS) was the most popular medium for conducting mobile banking, followed by the mobile Internet.  

Only a small percentage currently use downloaded mobile applications to do mobile banking.  

Do you currently do any banking using your mobile phone?  If yes, what technology are you currently using on your mobile phone to do banking? 

                                                                                                                   (France) 

NET YES (Any) 8.60% 

Yes -- SMS (text messages) 4.60% 

Yes -- Mobile Internet (Web or Data) 4.50% 

Yes ï Application downloaded to my mobile phone 1.00% 

Yes, but donôt know which technology 0.50% 

No, I am not using my mobile phone to do any banking 91.40% 

Total 102.00% 

Source Lightspeed Research 
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Younger consumers were the most likely to have used mobile banking, with 9% of 18-34 year olds in France having done so 

previously (going down to only 4% of 55 to 64 year olds). This age pattern was even more pronounced in the UK and Germany. 

 

Interest in Mobile Banking ð Next 12 Months  
2010 looks like it could be the year mobile banking will gain wider acceptance, with 12% of French consumers indicating they 

were likely to bank by phone.  Similar increases are predicted elsewhere, with 23% (UK) and 15% (Germany) of consumers 

planning to use mobile banking in the next 12 months.  The most popular means of doing mobile banking seems to be through 

the mobile web and text messages, although downloaded applications looks like it will gain in prominence.  

Do you expect to use your mobile phone for banking in the next 12 months? If yes, which technology on your mobile phone would you prefer or 

would be more convenient for you? 

                                                                                                                     (France) 

NET YES  (Any) 12.20% 

Yes -- SMS (text messages) 3.30% 

Yes -- Mobile Internet (Web or Data) 6.70% 

Yes -- Application downloaded to my mobile phone 2.00% 

Yes ï No preferred technology 2.40% 

No -- Do not plan to use my mobile phone to do any 

banking in the next 12 months 74.50% 

Donôt Know 13.30% 

Total 102.20% 

Source Lightspeed Research 

 

 



6 
 

 

Again it was the younger consumers paving the way with mobile banking.  In France, 14% of 18-34 year olds expect to use mobile 

banking in the next 12 months, while in Germany it was 24% and in the UK, 33%. 

 

Consumer Interest in Specific Mobile Banking Services  
When asked about specific banking activities they would like to use in the next year, French consumers expressed greater 

interest.  37% were very or somewhat interested in viewing account balances through their mobile phone (vs. 38% - UK, 32% - 

Germany). This was followed by Branch / ATM locator, and using their mobile to make in-store payments or purchases.   

Which of the following type of banking services would you be interested in accessing through your mobile phone? (Somewhat / very interested) 

  France UK Germany 

Viewing account balances 37% 38% 32% 

Branch / ATM locator 29% 26% 26% 

Using my mobile phone to make in-store payments or 

purchases (like a swipe credit card) 24% 22% 22% 

Deposit/Withdrawal notices 19% 22% 26% 

Transferring balances among my accounts 21% 25% 13% 

Bill payment 13% 21% 17% 

Transferring money to other people on their mobile phones 11% 16% 15% 

Source Lightspeed Research 
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Security and Mobile Banking  
French consumers feel that security is of the most importance, with 82% stating that security was somewhat or very important 

when making a decision on whether to bank using a mobile phone.  While still an important factor, it was less so in Germany 

(69% and the UK (66%). 

How important is security in your decision on using your mobile phone for banking and purchase? 

                                                                       (France) 

Very unimportant 
7.60% 

Somewhat unimportant 1.60% 

Neither important nor unimportant 9.10% 

Somewhat important 6.80% 

Very important 74.90% 

Total 100.00% 

Source Lightspeed Research 

 

Would you be interested in downloading an application to your mobile phone to enable secure banking?      

                                                                     (France) 

Very interested 
17.40% 

Somewhat interested 17.20% 

Not interested 43.30% 

Donôt Know/No Opinion 22.10% 

Total 100.00% 

Source Lightspeed Research 
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COMPARE RESULTS BY DEMOGRAPHICS, MOBILE OPERATOR, AND HANDSET 

The following tables present the findings of the study in aggregate and cross-tabulated by both standard demographics and two mobile segmentations 

(carriers, handset manufacturer) customized for MMA Consumer Briefings by Lightspeed Research.   

 

HOW TO USE THIS STUDY:   

Survey Sample.  The survey sample consists of 1000 online French adult consumers, screened to be demographically representative of the French 

adult consumer population as a whole.  While the survey procedure is expected to reflect the likely incidence of wireless operator usage and handset 

manufacturer in the general population on average across multiple surveys, no single survey sample will be necessarily representative of the known 

distribution of handsets or operators.   

Percentages.  Survey percentages in the following tables are based on the total sample of 1000 French adult consumers surveyed. For single-choice 

questions, percentages will normally total to 100% within each column; for multiple-choice questions, percentages will normally exceed 100%.   

 

GIVE FEEDBACK ON OR LEARN MORE ABOUT THIS STUDY 

Was this study helpful to you as a mobile marketer?  To give feedback on this study, ask questions about it, license the dataset, or take advantage of 

the special discount available to MMA members with Lightspeed ResearchΩǎ omnibus surveys, please contact Peter Johnson, VP Market Intelligence, 

at Peter.johnson@mmaglobal.com. 

mailto:Peter.johnson@mmaglobal.com

