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I’ve assigned each of the interviewees a specific color so we can keep track of their thoughts and 
responses as we start analyzing findings. With the data acquired from the interviews,  I used the affinity 
mapping method to group responses about the participant's behaviors/attitudes, needs/goals, 

frustrations, quotes, etc.

Affinity Mapping
Understanding the User

KEY TAKEAWAYS
● Contact-free/touchless transactions - Cashless apps are very relevant with COVID on the rise. 

People are looking for payment options like QR codes and near-field communications

● Users gravitate towards apps that boasts security measures and error proof processes - increases 
users’ trust level and more likely to use it again and/or do more with the app.

● Quick access for transactions - All mentioned the convenience of speed and readiness of an eWallet 
● General pain point: having to redownload apps, having to enter their information multiple times, and 

not having an all-in-one app for different transactions. “All-in-one” and “combination” came up often 
during the interviews

● Range of use also came up as a feature desired  (worldwide - not only in the continental US)
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Foreign Transactions and Conversions

All In OneReason for Use Purchase

Process and Actions 
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Existing Tech and Payment Methods
Unanimous across the board is the use and familiarity 
with PayPal as well as comfort of use of credit card for 
purchases. Secondary option for purchases are eWallet 
Apps like Google and Apple Pay. According to our 
interviews, the use of these apps are due to its wide 
adoption nationwide or worldwide. 

Downloading Patterns
We learned that through the interviews that they are 
more likely to download an app through a referral from 
friends, family and coworkers or mass followers learned 
through common acquaintances. We also learn that 
downloading should be effortless - it’s a pain point to 
keep putting their info in several apps so we need to 
make it worthwhile. The value of this app have to stand 
out in order to entice our users to download and sign 
up for our app.

Desired Features
From the findings from interviews, our users want conveniences and worldwide 
acceptance of a credit card, the readiness and quickness of an eWallet app, a transparent 
currency conversion, trustworthiness of personal banking and social capabilities of a 
peer-to-peer app that can be used internationally. All-in-one or “combination” came up 
quite often in the interviews. The examples cited were all wallet apps - consolidation is the 
underlying message that is discovered. 

Process and Actions
We found that the main features that our group desire is quick and easy to use since it will 
always be on hand and its a device that the users are familiar with. Everyone uses 
peer-to-peer apps to send and receive money from other people as well as split bills or bill 
people. We also found that with the current situation we have with the pandemic that the 
use of contactless payment methods are explored more – just the wave of the app or the 
use of NFC, it makes it easy. Everyone also mentioned that they want something that has 
auto conversions or transparent/live currency conversions and conveniences that make 
purchases and transferring easier like auto-population of information or ease of 
transferring from app to bank.The users all want an app that is an all-in-one since they do 
not want to have to open multiple apps for different actions.
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● My original target audience was millennial generation 

born between 1981 and 1996, while those Gen Z were 

born between 1997 and 2012. I actually had an interview 

with someone older - also very tech savvy - so we broaden 

target audience to the tech savvy than labeling with age

● Cashless apps are very relevant right now with COVID as 

people are looking for options for contactless payments

● The people I interviewed all have extensive experience 

with travelling abroad and using different payments 

methods and only half of the interviewees have 

experience with wire transfers and remittance 

● General pain points are having to redownload apps, 

having to enter their information multiple times, and not 

having an all-in-one app for different transactions

Overall Summary and Findings 
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● Bank cards are convenient for most of the people I 

interviewed since its “out of sight, out of mind” convenience 

- done for them automatically and mostly accepted 

worldwide

● Convenience and fast transactions are the features that I 

kept hearing from all of the people I interviewed - 

automatic conversions, payment and address auto-stored, 

touchless, NFC… different types

● Most of the people I interviewed use similar wallet and 

peer to peer payment apps - apps that were identified were 

Paypal, Venmo, Google Pay, Apple Pay. Little use of 

Samsung Pay

● All mentioned the importance of customer service and 

identified online chat and phone calls are preferred method 

of reaching customer support. Only one mentioned 

preference to email as a form of customer support. 



 

THANK YOU


