
Gen Z is redefining what good looks like in payments. 
The question for banks is how quickly they can 
respond. 
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Understanding the growth opportunity 
Gen Z is becoming a defining force in the future of finance. Born 
between 1997 and 2012, this cohort is the largest generation 
globally, with spending power set to reach €10 trillion by 20301 . 

As this group moves into adulthood and assumes greater 
financial independence, its expectations for payments are 
beginning to shape the terms of competition for banks. 

As value-led digital natives with an uncompromising demand 
for choice, speed and control, this generation is requiring banks 
to pivot from traditional banking models to hyper-personalised, 
digital-first solutions that are aligned to how young people live, 
shop and pay. 

Modernising services to win the custom and loyalty of Gen Z is a 
clear growth opportunity, and a path to relevance and strength 
which will only amplify in years ahead as their wealth and 
influence accumulate. 

The opportunity is significant, but it will not be captured 
through Gen Z-specific propositions alone. It will depend on 
how quickly banks respond and embed these expectations into 
the design, delivery and continuous evolution of the overall user 
experience. And it will require fast, personalised and secure 
digital offerings that meet what younger generations demand. 
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Tapping into the Gen Z mindset 
Gen Z consumers expect managing money to feel intuitive and responsive, with 
features that allow for full visibility over finances while supporting diverse individual 
needs. Choice and flexibility are also crucial, and any successful proposition must be 
able to seamlessly adapt as requirements evolve. 

To respond effectively, financial institutions need to understand the priorities shaping 
Gen Z’s expectations of payments. Recent studies highlight four main priorities to 
focus on. 

• Personalised and flexible. Gen Z looks for payment options that match their 
goals and let them choose how to handle money from day-to-day. When picking a 
payment method, personalisation matters over 30% more to Gen Z than it does 
to other generations2. One day they may want to monitor their spending closely on 
their debit card, while another they might want to put larger purchases – such as 
a new phone or festival tickets – on credit or choose to pay in instalments. 

• Simple and transparent. Faced with a constant barrage of information online, and 
multiple brands competing for their attention, simplicity is a highly valued feature. 
65% of Gen Z consumers say they prefer to manage everything online through a 
single destination rather than across multiple sites or apps3 . 

• Fast and seamless. With an always-on digital world at their fingertips, this 
generation expects speed and efficiency in all areas of their lives, and payments 
are no different. 99% of Gen Z regularly use digital tools for financial tasks4, and 
56% prioritise digital-first banking experiences5. Effective financial solutions 
should deliver a seamless experience through mobile-first design, user-friendly 
interfaces, and frictionless biometric authentication. 

• Innovative and value-led. Growing up with the internet and social media, this 
generation is used to new innovations and technologies transforming and 
improving their lives. Gen Z expects brands to keep pace with change, but wants 
genuinely useful, not just new, innovations. Nearly half of Gen Z consumers prefer 
emerging payment methods, signalling demand for modern capabilities with 
everyday relevance6 . 

30% 
personalisation is over 30% more 
important to Gen Z than other 
generations 

65% 
say they prefer to manage 
everything in one place online 

56% 
prioritise digital-first banking 
experiences 
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These preferences – alongside Gen Z’s habits such as a focus 
on cautious wealth accumulation, financial savviness, and an 
openness to switching financial brands for better solutions – 
mean banks must adapt rapidly or risk losing relevance. 

Going beyond incremental enhancements, it is essential to 
embed these expectations into the core experience from 
the outset and purposefully develop products that meet 
the preferences of younger consumers. 

Mastercard One Credential is a single, digitally connected 
credential that supports banks to offer the flexibility and 
control young people want with multiple ways to pay. It 
allows users to choose a payment option – debit, credit, 
prepaid or instalments – that works for them, all through 
a secure and seamless digital experience. 

By setting preferences online or in an app, users have full 
control to choose how each transaction is funded – for 
example debit for daily purchases, credit for higher value 
spend, and instalments for occasional larger items – 
while retaining a holistic view of their overall spending. 

As Gen Z’s influence grows, so too will the expectation for 
payments to feel even more intuitive and flex alongside 
daily life. This means seamless digital journeys, low-friction 
checkout, security that works in the background and payment 
experiences that are curated for a generation already 
comfortable using AI in everyday decision-making. 

In the race for relevance, the opportunity is not simply to serve 
Gen Z better, but to shape the financial experiences that will 
define the next era of payments. 

1.  Nielsen IQ, Unlock the unmatched spending potential of Gen Z, 2025 

2.  Mastercard New Payments Index, 2024 

3.  Mastercard New Payments Index, 2024 

4. The Financial Brand, 2025 

5.  Pay.UK, 2026 

6. Mastercard New Payments Index, 2024 

What does this mean for banks? 
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