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Summary of Findings 
 The growth of Square Inc.’s (SQ) Cash App does not directly 

threaten PayPal Holdings Inc.’s (PYPL) Venmo, but Cash App has a 
better money-making model, according to interviews with 12 
payment technology developers and other industry specialists. 

 Square’s toehold with merchants—through its card reader, loans, 
and other small business tools—gives Cash App a leg up, 10 
sources said. Perks and loyalty programs will be key to getting 
consumers to use their app balances for retail purchases; that’s an 
area where Square’s merchant network is an advantage, as seen 
with the deals it has cut with retailers to provide user rewards and 
discounts through Cash Boost. 

 Still, it will be slow going for either app to make inroads with point-
of-sale transactions, as there is little demand for new payment 
options, either online or in person. Further, traditional banks—
which have their own peer-to-peer network with Early Warning 
Services LLC’s Zelle—are working hard with processors and other 
pieces of the payment infrastructure to protect lucrative credit and 
debit card transactions at the point of sale. As a result, three 
sources said it is not clear that either Venmo or Cash App can be 
profitable. 

 Sources were split on whether either app can generate meaningful 
revenue from instant transfer fees or drive use of debit cards for 
purchases. 

 Both apps are sitting on a trove of valuable consumer data. One 
source said Square has a robust analytics component that it can 
sell to merchants, while two said Venmo can make money through 
advertising in its social feed or enabling location-based push 
notifications. 

 There is not much that distinguishes the two apps for users, though 
six sources said Venmo’s social feed is part of its appeal to 
younger consumers. 

 Venmo is slightly more popular than Cash App among a group of 20 
college students interviewed for this report. All 20 use Venmo, with 
14 also using Cash App. Though the apps are mostly used for 
sending money to friends, students did report using their balances 
at restaurants and for ride-sharing services, with such use boosted 
by perks offered by retailers. Almost all said they had paid an 
instant transfer fee at least once. 

Research Question: 

Will Square’s Cash App upend PayPal’s grand plans for Venmo? 

Silo Summaries 
1) Payment Technology Developers 
There is room for both Cash App and Venmo to continue 
adding to their user bases significantly. While Venmo 
has a stronger brand name among consumers, Square 
has a key advantage over PayPal in the quest to 
monetize their peer-to-peer payment app: A deeper 
relationship with small businesses. That could help 
Square with the best money-making opportunity—
getting consumers to use their app balances to pay 
retailers. Still, demand for new payment options is low 
and payment processors are going to be reluctant to 
offer these apps as point-of-sale options because credit 
card transactions are more lucrative. The apps will need 
to make deals with merchants to offer rewards to users, 
an area where’s Square background as a small 
business tool could pay off. Venmo’s social feed could 
allow it to sell ads. One source criticized PayPal’s 
management for its poor customer service for 
merchants and its lack of innovation. 
 
2) Industry Specialists 
Square’s background as a tool for small businesses 
gives Cash App a big advantage in generating revenue 
over Venmo’s consumer-first history. Even so, three 
sources wondered whether either app will turn into a 
money-maker, as they will have a difficult time 
displacing credit and debit cards at the point of sale. 
Feedback was mixed on whether instant transfer fees 
or debit cards could generate meaningful revenue for 
either app. Square can make money selling its 
consumer data analytics to merchants, while Venmo 
can leverage its consumer base and social feed by 
selling ads. Zelle is a big problem for both apps as it 
carries the trust of banks and offers free transfers. All 
five sources who discussed the new Apple Card agreed 
that it will have little effect on point-of-sale payment 
habits. 
 
3) College Students 
Venmo is the most commonly used money transferring 
app on this Midwest college campus. Most often these 
apps are used to transfer money between friends in 
small transactions for food, drinks, or ride-sharing 
services. All the students said their use of these apps 
has increased greatly over the past year. Almost all 
have paid an instant transfer fee at least once. Debit 
cards associated with Venmo and Cash App are growing 
in popularity due to the rewards offered at various 
locations.  
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https://squareup.com/us/en
https://squareup.com/us/en
https://www.fool.com/investing/2019/08/27/the-gap-between-cash-app-and-venmo-is-getting-bigg.aspx
https://www.fool.com/investing/2019/08/27/the-gap-between-cash-app-and-venmo-is-getting-bigg.aspx
https://www.paypal.com/us/home
https://www.paypal.com/us/home
https://venmo.com/
https://venmo.com/
https://squareup.com/us/en/hardware/reader
https://squareup.com/us/en/hardware/reader
https://squareup.com/us/en/capital
https://squareup.com/us/en/capital
https://cash.app/help/us/en-us/1014-cash-boost
https://cash.app/help/us/en-us/1014-cash-boost
https://www.zellepay.com/
https://www.zellepay.com/
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Background 
Square’s Cash App appears to be gaining momentum in its battle with Venmo for supremacy in peer-to-peer payments. Cash 
App had its best month ever for downloads in July, according to one analysis, and has now accumulated nearly 60 million 
total downloads, surpassing Venmo’s 52.7 million. Square also seems to be further along in its monetizing efforts: Cash App 
produced $135 million in net revenue for Square in second-quarter (Q2) 2019, putting it on a $540 million annual run rate. 
PayPal did not offer an update on Venmo’s revenue contribution in Q2 but had said it was on a $300 million run rate the prior 
quarter.  
Venmo was identified in Blueshift’s Sept. 18, 2017, report as PayPal’s most exciting growth opportunity outside of its core 
ecommerce and payment processing. Venmo's total payment volume hit $24 billion in Q2, up 70% year to year. The company 
said 15 million users have engaged in a monetizable transaction, with instant transfer fees delivering the most revenue. The 
company is ramping up its partnerships as it tries to get more Venmo users to pay retailers out of their Venmo balance. 
PayPal announced a number of new merchant partners for Venmo in Q2, including Fandango, Stitch Fix Inc. (SFIX), and 1-
800-Flowers.com Inc. (FLWS). However, peer-to-peer payments may be even more important to Square than PayPal, as its 
Cash App and linked debit card accounted for 13% of the company’s Q2 revenue, compared to Venmo’s 2% share of PayPal’s 
total revenue. 

Both Square and PayPal disappointed investors when announcing Q2 results. Square said revenues were up 44% year to 
year, but the company’s forecast for Q3 revenue fell short of analyst estimates. Likewise, PayPal’s revenue climbed 12% over 
last year’s Q2, but the company lowered its full-year revenue estimate, citing delays in product integration and currency 
headwinds. 

Even as they do battle with each other, Square and PayPal hardly have the peer-to-peer payment space to themselves. Use of 
Zelle, backed by a consortium of major banks such as JPMorgan Chase & Co. (JPM) and Wells Fargo & Co. (WFC), is growing 
fast, as it is built into most banking apps and offers fee-free instant transfer. Zelle processed $44 billion in transactions in Q2, 
nearly double that of Venmo. Further, all of the major players will have to contend with the new Apple Inc. (AAPL) credit card. 
While the Apple Card is not a direct competitor for peer-to-peer payments, it could hinder efforts by Square and PayPal to 
reach their ultimate goal—getting consumers to use their apps to pay for goods and services, both online and in physical 
stores. 

Sources in Blueshift's Jan. 11 report said Venmo is a valuable asset for PayPal that could pay off within three years, as the 
service is building a habit among younger consumers in the same way credit cards did with the two previous generations. 
Turning Venmo profitable will be a slow process, however. Its biggest money-making opportunity also is its trickiest: gaining 
share in point-of-sale transactions. 

Current Research 
Blueshift Research assessed the outlook for Cash App and Venmo. We employed our pattern mining approach to establish 
four independent silos, comprising 12 primary sources (including three repeat sources), a survey of 20 app users, and one 
secondary source focused on Cash App’s stock-trading feature. Interviews were conducted September 23–October 4. 

1) Payment technology developers (4) 
2) Industry specialists (8) 
3) College students (20) 
4) Secondary sources (1) 

 Venmo’s Outlook Cash App’s Outlook Zelle’s Outlook 

Payment Technology Developers    

Industry Specialists    

College Students 
  

N/A 

https://www.marketwatch.com/story/square-just-had-its-best-month-ever-for-cash-app-downloads-analyst-says-2019-08-20?siteid=yhoof2&yptr=yahoo
https://www.marketwatch.com/story/square-just-had-its-best-month-ever-for-cash-app-downloads-analyst-says-2019-08-20?siteid=yhoof2&yptr=yahoo
https://www.fool.com/investing/2019/08/05/squares-cash-app-is-a-500-million-business.aspx
https://www.fool.com/investing/2019/08/05/squares-cash-app-is-a-500-million-business.aspx
http://blueshiftideas.com/reports/091703TakeIttotheBankPayPalContinuestoShine.pdf
http://blueshiftideas.com/reports/091703TakeIttotheBankPayPalContinuestoShine.pdf
https://www.businessinsider.com/venmo-played-key-role-growing-paypals-tpv-2019-7
https://www.businessinsider.com/venmo-played-key-role-growing-paypals-tpv-2019-7
https://www.fandango.com/
https://www.fandango.com/
https://www.stitchfix.com/
https://www.stitchfix.com/
https://www.1800flowers.com/
https://www.1800flowers.com/
https://www.1800flowers.com/
https://www.1800flowers.com/
https://www.barrons.com/articles/square-stock-is-falling-result-disappoints-street-51564695181
https://www.barrons.com/articles/square-stock-is-falling-result-disappoints-street-51564695181
https://www.zdnet.com/article/paypal-reports-mixed-q2-cuts-2019-revenue-guidance/
https://www.zdnet.com/article/paypal-reports-mixed-q2-cuts-2019-revenue-guidance/
https://www.zellepay.com/press-releases/zelle-announces-44-billion-sent-171-million-transactions-q2-2019
https://www.zellepay.com/press-releases/zelle-announces-44-billion-sent-171-million-transactions-q2-2019
https://www.investors.com/news/technology/apple-credit-card-apple-pay-stronger-paypal-square-venmo/?src=A00220&yptr=yahoo
https://www.investors.com/news/technology/apple-credit-card-apple-pay-stronger-paypal-square-venmo/?src=A00220&yptr=yahoo
http://blueshiftideas.com/reports/011903ProfitabilityforVenmoWillTakeYearsButthePathIsThere.pdf
http://blueshiftideas.com/reports/011903ProfitabilityforVenmoWillTakeYearsButthePathIsThere.pdf
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Next Steps 
Blueshift Research will monitor Square’s and PayPal’s progress in getting merchants to offer Cash App or Venmo as payment 
options, including their efforts to get retailers to offer perks for using the apps at the point of sale.  

Silos 

1) Payment Technology Developers 
There is room for both Cash App and Venmo to continue adding to their user bases significantly, according to three of the four 
sources in this silo. As a result, any momentum that Cash App is developing is not coming at Venmo’s expense. While Venmo 
has a stronger brand name among consumers, three sources said Square has a key advantage over PayPal in the quest to 
monetize their peer-to-peer payment app: A deeper relationship with small businesses. That could help Square with what 
sources see as the best money-making opportunity—getting consumers to use their app balances to pay retailers. Still, two 
sources said demand for new payment options is low, and one other pointed out that payment processors are going to be 
reluctant to offer these apps as point-of-sale options because credit card transactions are more lucrative. The apps will need 
to make deals with merchants to offer rewards to users, an area where’s Square background as a small business tool could 
pay off. As for other ways to generate revenue, one source said he expects little demand for instant transfers that carry a fee, 
and two others were skeptical that debit cards tied to the apps will be popular. One source, however, said the economics of 
debit cards make sense, as Cash App and Venmo can create closed-loop payment systems that cut out certain processing 
fees in card transactions. Both apps could make money through non-banking financial services and one source said Venmo’s 
social feed could allow it to sell ads, such as location-based push notifications. One source criticized PayPal’s management 
for its poor customer service for merchants and its lack of innovation. Big banks, with Zelle, are a big competitive concern in 
peer-to-peer (P2P) payments, two sources said. Zelle has a captive audience with banking customers, does not require linking 
a separate account, and offers free transfers. One source said the big credit card networks are investing a lot in new payment 
technology because eventually interchange rates on card transactions are going to fall in the United States. Eventually, 
payment methods that allow users to pull funds directly from a bank account, without needing a debit card, to pay retailers 
will become popular, he said. 

Key Silo Findings 
Cash App vs. Venmo 

- 3 of 4 said Cash App’s growth does not directly threaten Venmo, as there is room for both to continue adding users. 
- 3 said Square has an advantage over Venmo because of its network of small business users. 
- 2 said Venmo’s strong brand name and consumer acceptance are the biggest points in its favor. 
- 3 said Venmo’s social feed is a key part of its appeal. 
- 1 said getting users to pay for goods and services is the best path to generating revenue for both Cash App and 

Venmo. 
o That source and 1 other, however, said both Venmo and Cash App will have trouble building use of their 

apps for paying retailers, as there is little demand for new payment options. 
- 1 said the apps will need merchant rewards programs to get people to use them to pay for goods and services. 

o This is an area where Square could have an advantage because of its merchant network. 
- 1 said retail transactions using Cash App tend to be larger than those with Venmo because of the demographics of 

people using them. 
- 1 said Square has developed a good experience for merchant users of its card reader, while 1 other said neither 

platform offers a clean mechanism for point-of-sale transactions. 
- 1 said demand for instant transfer will be low. 
- 2 said debit cards are unlikely to be a big revenue generator for either app. 1 other, however, said debit cards hold 

some promise, as the economics of a closed-loop payment system are favorable for both. 
- 1 said both apps have an opportunity to generate revenue through features such as consumer loans, non-banking 

financial services, and education. 
- 1 said Venmo could make money through advertising, such as location-based push notifications, given its large 

consumer base and trove of user data. 
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- 1 said PayPal is likely to hurt Venmo’s growth, as it offers poor customer service for merchants and the parent 
company has offered little innovation in more than a decade. 

- 1 said payment processors will resist adding Venmo or Cash App as options at the point-of-sale since the processors 
make more money from credit card transactions. 

o As a result, consumer demand for those payment options will have to grow before they are added, 
something that could happen as the younger Venmo base gets older, but could take a decade. 

Other Competitive Threats 
- 2 said banks are a bigger competitive concern than Square for Venmo. 

o 1 said Zelle use is outpacing Venmo’s, as Zelle has a captive audience and does not require an additional 
step of linking a bank account. 

o 1 said banks are willing to eat transfer fees to keep customers. 
o 1 said Venmo does have much stronger brand recognition than Zelle. 

- 1 said Zelle is not likely to try to compete in point-of-sale transactions, as that would cannibalize the banks’ credit 
card businesses. 

- 1 said Visa Inc. (V) and Mastercard Inc. (MA) are investing in a lot of financial technology in order to diversify because 
interchange rates are likely to decline in the United States. 

- 1 said payment methods that involve a direct transfer from a buyer’s bank account are growing in popularity in 
Europe and will eventually do so in the United States, which threatens other forms of point-of-sale payments. 

1) Head of a company that assists merchants with loyalty programs 

Venmo has an advantage over Cash App with its penetration of the consumer market. Square is reliant on merchants to 
market its platform to consumers. That’s not a recipe for success because consumers are not interested in hearing about 
a new payment option as they complete a transaction, and merchants are eager to serve the next customer in line. 
Merchant sales are not easy for Venmo, either, as consumers already have plenty of payment options, though PayPal may 
be able to leverage its large presence in the consumer market to push Venmo. Square’s Cash App might benefit from 
closed-loop loyalty programs, such as punch cards offering rewards for repeat customers.  

Cash App vs. Venmo 
 “Venmo is a good brand with strong recognition. It’s hot among the young, 

who are its users. It’s simple to use and inexpensive.” 
 “Venmo is much more hooked into the consumer, giving it an advantage. 

PayPal will leverage its extensive consumer network to get Venmo out.” 
 “The problem for Square is that it relies on merchants to sell its service. 

Merchants aren’t usually good at doing that. They just want to sell their 
products to the next person in line, and consumers don’t want to wait. 
Square isn’t really a consumer brand. It’s marketed through businesses.” 

 “Even for people who just use their phone [for payments], neither 
platform is clean for point-of-sale transactions. You have to enter a 
merchant code and then send. With a card, you can just swipe.” 

 “In general, these platforms can catch on more and more. But they still 
have to adapt to challenges. It’s not like people are begging for these as 
answers.” 

 “The question is, ‘What do these alternatives add?’ Venmo got into young 
kids’ pockets, but [getting people to pay with these apps] is about 
changing consumers’ habits. Why would they use Venmo or Square Cash 
[for retail purchases] when there are other alternatives to pay that they 
already have? PayPal isn’t that successful at point of sale.” 

 “What will boost Venmo or Square over the other is loyalty and reward 
programs. People who use a means of payment expect a benefit. If Venmo or Square could get the merchant to fund 
it, as the merchant gets business out of it, that would work well. PayPal is already getting into this through its 
investment in Dosh [LLC].” 

The question is, ‘What do these 
alternatives add?’ Venmo got 
into young kids’ pockets, but 
[getting people to pay with 
these apps] is about changing 
consumers’ habits. Why would 
they use Venmo or Square 
Cash [for retail purchases] 
when there are other 
alternatives to pay that they 
already have? 

Head of a company that assists 
merchants with loyalty programs 

https://venturebeat.com/2018/04/26/paypal-joins-44-million-investment-in-card-linked-cashback-startup-dosh/
https://venturebeat.com/2018/04/26/paypal-joins-44-million-investment-in-card-linked-cashback-startup-dosh/
https://venturebeat.com/2018/04/26/paypal-joins-44-million-investment-in-card-linked-cashback-startup-dosh/
https://venturebeat.com/2018/04/26/paypal-joins-44-million-investment-in-card-linked-cashback-startup-dosh/
https://www.dosh.cash/
https://www.dosh.cash/
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 “The opportunity for Square would be a punch card. A store selling coffee could offer the 10th cup for free. It’s a 
closed-loop loyalty program. Square can turn their merchant network into an advantage.”  

 “For Venmo, which specializes in P2P, it’s about turning one of the Ps into a B [business].”  
 “Venmo’s social element is important for young users. I haven’t heard of anything similar with Square Cash. It’s easy 

to turn off, so I don’t think [privacy] is an issue. People who use it get that.” 
 “I think merchant payments offer the most potential for monetization, because there are so many transactions. One 

percent of merchant transactions is huge.” 
 “The problem with instant transfer is, do I care that a transfer is there now versus a couple days?”  
 “[If Venmo or Square] debit cards are tied to a bank account, you already have one. Why have another? The whole 

reason you have Venmo is to avoid cards.” 
 “Once you leave the underserved P2P market, it’s hard for these platforms.” 
Other Competitive Threats 
 “To me, Zelle is a bigger question for Venmo than Square Cash. That’s on peer-to-peer transactions. Bankers tell me 

it’s zooming past Venmo. Zelle has a captive audience, and you don’t have to worry about linking accounts.” 
 “But Venmo is doing a great job. I don’t know many consumers who know of Zelle, whereas Venmo is a brand name 

that people do know.” 
 “It doesn’t seem like Zelle will go to point-of-sale transactions, because, if I’m a bank, why cannibalize my credit and 

debit card business?”  
 “You can’t write off companies like Apple and [Alphabet Inc.’s/GOOG/GOOGL] Google, but they have a tougher road. 

There’s so much competition, and they’re less flexible.”  

2) Business development manager for Worldpay, a global payments processor 

Venmo and Cash App will keep growing, but there are no immediate runaway revenue streams. Cash App has the jump 
on Venmo for point-of-sale transactions, an area that will be difficult for Venmo to monetize. There is no great incentive 
for merchants to include Venmo as a payment option. Any shift in this direction will have to be consumer driven, which 
could take years to materialize, since most Venmo users are between the ages of 12 and 30. Payment processors are 
hesitant to add point-of-sale payment options that reduce credit card use. 

Cash App vs. Venmo 
 “Venmo and Cash App will both keep growing. They’re concentrated with younger consumers now but will move 

upstream [as the demographic gets older]. There’s definitely lots of room for growth in the digital wallet space, but 
it’s still unclear what the revenue streams will look like.” 

 “If you look at the e-wallet space, and the peer-to-peer transfer process in 
particular, there is definitely enough room for three players [Zelle, Venmo, 
and Cash App]. You’re seeing tremendous growth across all three in terms 
of volume.” 

 “I’m a consumer who uses all three. I use Zelle for my mom, or people who 
maybe don’t have Venmo or Cash App, but who have my information and 
we’ve used the banking system before to send money back and forth. Zelle 
is great if you’re paying your contractor, for example, or anything with more 
of a professional framework. You’re sending something directly from your 
Wells Fargo account, whereas Venmo and Square are going to be more 
social, more actual peer-to-peer.”  

 “To that end, the big market Venmo is trying to capture is the ability to 
actually go to a store and use it to pay for something. I think the younger 
generation, who do not have credit cards, will be the first users—but it will 
remain small for now.” 

 “People who do have credit cards typically have rewards cards and are interested in using those any chance they get. 
I have a couple of built-up rewards cards, and so I don’t think I’ll be inclined to use Venmo, or even cash, if I can 
avoid it. I’d rather pay with one of my cards, which give me sky miles points or hotels points.” 

…the big market Venmo is 
trying to capture is the ability to 
actually go to a store and use it 
to pay for something. I think the 
younger generation, who do not 
have credit cards, will be the 
first users—but it will remain 
small for now. 

Business development manager for 
Worldpay, a global payments processor 

https://pay.google.com/payments/u/0/home
https://pay.google.com/payments/u/0/home
https://www.worldpay.com/global-selector
https://www.worldpay.com/global-selector
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 “College kids and younger kids who may not have credit cards and whose parents are funding their accounts…they 
can use Venmo at a movie theatre or something to that end, and would probably be more inclined to do it than 
getting out cash from an ATM.” 

 “That’s one shift we are seeing: the declining need to visit an ATM if you owe someone money. Even valets now have 
the Square app, because nobody ever has cash.”  

 “What sets Square Cash apart is the ability to use your debit card and have it debit directly out of your checking 
account. It’s one of the advantages there, as well as the ability to push funds faster than Venmo did, using the same 
rails—the debit card rails—as opposed to a file-based batch processing system.” 

 “[Revenue streams for Venmo] could include ads, like push notifications for places that will give you a discount if you 
pay with Venmo. Maybe Venmo allows location-based advertising to its customers, via push notification or 
otherwise.” 

 “At Worldpay, I’d venture to say we wouldn’t be very interested at all in having Venmo in the mix as one of our 
payment methods. It stops people pulling a credit card out of their wallet, and that’s where Worldpay makes its 
money.” 

 “It’s going to be difficult for Venmo to make inroads in point of sale because you don’t have anybody incentivized to 
support the infrastructure where Venmo is a widely supported payment method, unless a merchant gets a Venmo-
accepted device, which would be shipped to the merchant for free and sit next to the cash register.”  

 “I think you tend to see some of the big merchant processors resisting [having Venmo and Cash App as payment 
options] as much as possible.” 

 “Where you see…different types of rewards at the point of sale, like a QR code, or another payment method besides 
a credit card, I would say acquirers would be reluctant to add that in.” 

 “Venmo and PayPal are like a closed-loop operation. So the card issuers 
lose money, as do the acquirers. The merchant may save money.”  

 “I think [any uptick in Venmo and Cash App use at the point of sale] will be 
consumer driven, from establishing a point-of-sale revenue stream, where 
they’re relying on customers paying at merchant locations using Venmo.” 

 “Venmo is super popular with people 12 to about 30. And if consumers 
demand [Venmo as a payment option] in five to 10 years’ time, when this 
demographic becomes a more dominant force in the market, and you find 
that you’re losing money by not accepting Venmo, then [penetration] could 
change. But it could be 10 years out.” 

 “Square has the advantage [because they already have a presence at point 
of sale with merchants]. For revenue streams, as far as point of sale is 
concerned, I would give the advantage to Square. But I think you’ll see a 
creative element as to how each makes money. It may not be point of sale, 
but advertising. They have so many eyeballs that it does open up other 
revenue streams.” 

 “Once you get that critical mass, once you have 200 million people using an app, you can then start charging even a 
few cents per transaction, for example, and that could be extremely profitable. I don’t think five cents would 
dissuade anyone from using it.” 

Other Competitive Threats 
 “Companies like Plaid (Inc.) have become ridiculously valuable in terms of investment and what their valuation is. 

Essentially, what they do is bypass the [automated clearing house (ACH)] networks. Across Europe, paying with 
transfer payment methods for online shopping is already bigger than credit cards in many markets. The U.S. is still 
card dominated, so we don’t have as many payment transfer options.” 

 “We have the ACH system, but it’s not real time. With the advent of Plaid—a platform which allows online purchasing 
directly from a consumer bank account, without a credit card—it’s a less expensive way for a merchant to get funds 
from a consumer. And it’s becoming more and more secure in terms of fraud.” 

 “We’re seeing a convergence: the ACH network is becoming more real time; it’s traditionally been a batch, overnight 
processing system. And with the likes of Plaid, which has built a platform that connects to about 80% of all the banks 
in the United States, they can provide this functionality to 80% of the banks for customers to use their banks to pay 
merchants with. I think we will see that more and, within the next two to five years, we’ll see it eat some of that 
[traditional card issuance] market share.” 

Across Europe, paying with 
transfer payment methods for 
online shopping is already 
bigger than credit cards in 
many markets. The U.S. is still 
card dominated, so we don’t 
have as many payment transfer 
options. 

Business development manager for 
Worldpay, a global payments processor 

https://plaid.com/?utm_source=google&utm_medium=search&utm_campaign=Search_G_Brand_Exact&utm_content=Com&utm_term=%5bkeyword%5d&utm_creative=205872015485&gclid=CjwKCAjw29vsBRAuEiwA9s-0BzdKHwpeYFNejQ2VUd2Ls3wIytSW7Veyrpm5XR3apoEAhAEVRa3wwxoCjQ8QAvD_BwE
https://plaid.com/?utm_source=google&utm_medium=search&utm_campaign=Search_G_Brand_Exact&utm_content=Com&utm_term=%5bkeyword%5d&utm_creative=205872015485&gclid=CjwKCAjw29vsBRAuEiwA9s-0BzdKHwpeYFNejQ2VUd2Ls3wIytSW7Veyrpm5XR3apoEAhAEVRa3wwxoCjQ8QAvD_BwE
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 “We support lots of payments methods like that across Europe and globally, but not in the U.S. yet. But it’s 
something that is in the works. You’ll see the Mastercards and Visas of the world take a hit, and the banks as well, 
because they’re not going to be as profitable issuing cards.”  

 “E-wallets are the most popular in Asia, and I think you’ll see them overtake credit cards. Also, things like PayPal 
credit you’ll see become more prominent at the point of sale.”  

3) Mustafa Shebabi, head of strategic partnerships for Poynt, an ecommerce payments platform; repeat source 

Square’s Cash App will not upend PayPal’s plans for Venmo. The growth potential for digital wallets is so big that there 
remains plenty of low-hanging fruit for both, as well as for competitors like Zelle. Square has grown revenues faster 
because its entry point has been with merchants, as opposed to Venmo, which has mainly grown through peer-to-peer 
transfers. Revenue streams will open up as digital wallets start offering a wider range of services, like financial 
management, loans, and education. Expect to see more acquisitions by Square and Venmo as they attempt to capture 
the best of these consumer offerings. 

Cash App vs. Venmo 
 “[Cash App’s growth] is like picking up water from the ocean. The potential of the digital wallet space is so big that I 

don’t think it’s going to have much of an [adverse] impact on Venmo, because I think the market is really large. … 
There’s a lot of room for growth.” 

 “[Cash App] is easy to use. Once you are part of that ecosystem, there’s a lot less friction [compared to Venmo].”  
 “Square is a much more curated experience for merchants, because it’s everything in a box, within the Square 

ecosystem. To that extent, the experience management is better.” 
 “Square and PayPal are targeting a slightly different audience with Cash 

App and Venmo. There is obviously some overlap, but Square is coming 
from a very different vantage point than PayPal.” 

 “PayPal is coming in with an ecosystem of person-to-person transfers, 
ecommerce checkout, and folks who already have a wallet on the PayPal 
system—and they’re enabling that now for various other use cases.” 

 “Square, on the other hand, started from the merchant side of the 
business, where PayPal was not present—at least in the physical brick and 
mortar space—and they’re now going after the consumers who shop at 
those merchants.” 

 “I think the two were just coming at a very large market that was untapped, 
from very different directions.” 

 “[Cash App] already had the retailers. That’s the benefit that Square has. 
PayPal’s benefit is that it has the consumers. And for any redemption 
activity, you need both.” 

 “[Venmo’s social feed] is core to its popularity. It is an important differentiator. For the younger population, Venmo is 
used for sharing the cost of a pizza much more than shopping in different merchant locations. If somebody is in a 
university campus, they have a limited choice of merchant locations that they shop at. So you don’t need acceptance 
at [a wide variety of] point-of-sale systems; you really need a socially integrated payment application. And that’s what 
Venmo provides.” 

 “Square, on the other hand, [has a target demographic that is more] a person who shops a lot at [small businesses], 
travels a lot, and [needs] a wide acceptance of the Square cash solution. … [Thus, the amounts transacted on Cash 
App] are likely to be bigger than Venmo, which may be another reason why [Cash App’s] revenues are growing 
faster.”  

 “[The Bitcoin feature] is still nascent, in my opinion. It’s small and narrow right now [in terms of target audience].” 
 “If you can convince somebody—and this applies universally—to put money in your [digital] wallet, you have overcome 

the single biggest friction in consumer behavior, which is trust. It’s up to you now how creative you can get.” 
 “The biggest holders of trust in the world of money, traditionally speaking, have been banks. And what these wallets 

are doing is disintermediating that trust, the bridge of trust between the consumer and the banking or financial 
institution, which is regulated and mandated by law. And once you do that, the world is yours; it’s up to you to 
become creative.” 

Square is a much more curated 
experience for merchants, 
because it’s everything in a 
box, within the Square 
ecosystem. To that extent, the 
experience management is 
better. 

Mustafa Shebabi, head of strategic 
partnerships for Poynt, an ecommerce 

payments platform 

https://poynt.com/
https://poynt.com/
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 “Can you provide non-banking financial services to consumers? Can you provide education to those consumers in 
terms of how they manage their money better? Can you provide loans and small funding to consumers, because they 
already have that relationship of trust with you?” 

 “I look at all of these [apps] as a gateway into revenue streams from a consumer perspective. At the same time, I 
also see the point-of-sale [payment] providers of today’s world opening up a gateway of business services with small 
and medium-sized merchants who don’t have the kind of budgets as Walmart [Inc./WMT] and Target [Corp./TGT], to 
help them get better revenue outside of the 2% and 3% transaction processing revenue business.” 

 “Some providers are coming at it from the angle of financial planning and management—having your dollars in that 
wallet and you can spend from there. Others are coming from the side of advances, loans, payday loans, and 
attracting consumers and behavioral patterns which align to those kind of scenarios. And there’s a whole movement 
happening in the world of education—universities and campuses—where students are holding funds in expendable 
amounts, loaded by their parents for day-to-day expenses.” 

 “At some point—I’m predicting in about two to three years—as this transaction-acquiring business gets commoditized, 
you’re going to see a lot of mergers and acquisitions happening. Square is struggling already to get creative with its 
revenue streams, and PayPal is doing the same. It’s growing globally, and the acquisition [of GoPay] in China was 
interesting.” 

 “I’m still of the opinion that debit cards [from Square or Venmo] don’t hold much promise [for monetization].”  
Other Competitive Threats 
 “Everybody now is trying to get an instrument into the hands of consumers to access financial services; that’s what 

it’s about. In the world of payment processing, issuance [of payment cards] makes the most amount of money. 
Everybody who is in this space is threatened by the commoditization of payments, and the last resort is issuance of 
some sort, where there is profitability in the transaction revenue space.” 

 “Anyone who issues a card makes the most amount of money in the transaction—from the [roughly] 3% margin. Visa 
and Mastercard don’t make that—it’s the [financial institutions] that are issuing the cards, the issuing banks, who 
make the most amount of money.” 

Jan. 11, 2019, summary: Venmo is hugely important for PayPal as the wallet ecosystem gathers pace globally. PayPal 
has a lot of potential to monetize Venmo because so many people are bringing wallet technology to vendors. However, 
significant monetization of Venmo in 2019 is unlikely. Unlike bank-based payment processing, the potential is huge for 
apps like Venmo for interaction with customers, including push notifications and other marketing tools. The monetization 
possibilities for Venmo are going to extend well beyond payment processing. Zelle is a real threat to Venmo, and whether 
both can thrive is unclear. 

4) President of a financial services technology provider 

Venmo will keep growing but the landscape is becoming more competitive as banks try to protect their turf at the point of 
sale. PayPal missed a big opportunity to become the U.S. version of Tencent Holdings Ltd.’s (TCEHY) WeChat Pay or Ant 
Financial’s Alipay in China. Cash App is in a stronger position than Venmo in its strategy to connect to small merchants. 
Both face a strong push by banks in peer-to-peer transfers and by a growing array of technology at the point of sale. 

Cash App vs. Venmo 
 “I think there’s enough room for both of them, and I think their value 

propositions are different.” 
 “Venmo is more social and that’s part of how they’ve acquired their user 

base. Square has done a really good job with small merchants and built 
their name with making it very easy to transact at either a mobile 
application or small business or merchant.” 

 “The play for Cash App is that they’re going to start connecting all of those 
Cash App payments to be applied at all the small merchant businesses—the 
coffee shops and small sandwich shops that are using these services.” 

 “Venmo has done a very good job to enable sending money and making it a 
social experience. The play for them, where I see a lot of value in both Cash 

The play for them, where I see 
a lot of value in both Cash App 
and Venmo, is they’re starting 
to issue debit cards, which can 
be then used to pay anywhere—
and then you do create some 
ubiquity. 

President of a financial services 
technology provider 

https://techcrunch.com/2019/09/30/paypal-to-enter-china-through-gopay-acquisition/
https://techcrunch.com/2019/09/30/paypal-to-enter-china-through-gopay-acquisition/
https://pay.weixin.qq.com/index.php/public/wechatpay
https://pay.weixin.qq.com/index.php/public/wechatpay
https://intl.alipay.com/
https://intl.alipay.com/
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App and Venmo, is they’re starting to issue debit cards, which can be then used to pay anywhere—and then you do 
create some ubiquity.” 

 “It starts to operate closely to the Starbucks model, where you have money in a closed-loop environment. The whole 
idea is that Venmo and PayPal aren’t going to have to pay an acquirer—whoever is processing the transaction for the 
merchant—or the network or an issuer. So they get to do a ledger balance and keep all those fees, and still charge 
the merchant credit card fees.” 

 “It’s an interesting play for Venmo, Cash App, and Apple to leverage the money that’s in their ecosystem, but all of 
them are in compete and struggle, in that they’re fighting [to gain] ubiquity.” 

 “I think PayPal really missed the boat by not going out and becoming a ubiquitous form of payment—by becoming a 
Visa, Mastercard, or American Express [Co./AXP]. You see what has happened in China with WeChat Pay, Alipay. 
Those aren’t bank accounts. That is a closed-loop wallet system that’s essentially PayPal, but everyone uses WeChat 
Pay and Alipay because it’s accepted everywhere.” 

 “I think the Venmo play, and what they’re trying to do with their power of 
PayPal and their network, is to then go out and try to create that 
connectivity. I feel like they’re a little late to the game because the banks 
are now willing to eat the Zelle payments that they’re paying for, because 
they want to keep their customers and they don’t want to be 
disintermediated by a Venmo or PayPal brand.” 

 “PayPal’s strategy of trying to open up their system and working with more 
companies is the right one. [However], as a company that processes, we’ve 
worked with PayPal on behalf of our clients before, and PayPal is a very 
difficult company to work with.” 

 “[They] don’t want to have any phone contact; they want it all digital; not a 
lot of client support. I’ve had them cut off [merchant] clients of mine, really 
for no reason, and they would only justify it via email. And trying to call a 
customer service rep was just not possible.” 

 “I don’t interact with Square. But my feeling is that they’re more interested 
in the experience with not only their merchants, but with their end users. If 
I had to make a bet between Square Cash versus PayPal’s Venmo, I would 
bet on Square—even though they’re late to the game. Because I think they’re a better fit client-wise, user-wise. … I 
think they’re more ahead of the game than Venmo and PayPal.” 

 “I feel like PayPal is going to stifle the growth of Venmo, just because of how they operate [with the lack of customer 
service]. That’s only my experience of them, but what has PayPal done in the last 15 years besides buy Venmo? They 
really haven’t done anything. And they could have become WeChat Pay or Alipay; they had that opportunity, and now 
the banks are finally catching up.”  

Other Competitive Threats 
 “Outside of Zelle, we’ve got real-time payments that are coming out; the [Federal Reserve] announced FedNow… and 

the banks are spending a lot of money to catch up to the fintechs.”  
 “In many ways, the banks are the bigger competition to Venmo than Square. Card payments are regulated almost 

everywhere in the world at a very low amount. In the United States, there are a lot of hands out in a card transaction 
of people that are getting paid: the issuer, the network, the gateway, the acquirer… so it’s causing merchants to pay 
3% to 4%, especially if it’s happening online. In places like the U.K., it’s a fraction of that.”  

 “My reaction to that is, most people today are paying from a bank account, but only a third of millennials even have a 
bank account. Some 60% of transactions are originating with a debit card; those transactions don’t need to go 
through an acquirer, issuer, network… they can go direct from one bank account to another.” 

 “You look at what [Visa and Mastercard] are investing in, they’re investing in other technologies that will take 
payments outside of their rails because, eventually, interchange [rates] are going to start coming down in the United 
States.” 

 “If you compare Visa, Mastercard, and PayPal, Visa and Mastercard are doing a heck of a lot right now to diversify. 
And because of their network, transactions are now global. Half of the people that I pay—Netflix, Hulu, YouTube—are 
taking payments across the world. So Visa and Mastercard are going to be very successful globally and, in the U.S., 
they are out ahead of the game and ahead of PayPal, because they’ve recognized these changes and they’re 
investing in it.” 

PayPal is a very difficult 
company to work with. … 
PayPal is going to stifle the 
growth of Venmo, just because 
of how they operate [with the 
lack of customer service] … 
what has PayPal done in the 
last 15 years besides buy 
Venmo? They really haven’t 
done anything. 

President of a financial services 
technology provider 

https://techcrunch.com/2019/08/05/the-federal-reserve-announces-plans-for-a-real-time-payments-system-that-will-be-available-to-all-banks/
https://techcrunch.com/2019/08/05/the-federal-reserve-announces-plans-for-a-real-time-payments-system-that-will-be-available-to-all-banks/
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 “ACH is still a huge form of payment and, in fact, is growing in the U.S. And all these faster payment technologies are 
cutting out the middleman of Visa and Mastercard and networks. It scares all the big [card] issuers.” 

 “I think there will be room for all of them [Cash App, Venmo, Apple], but I also think there’s going to be a lot more 
competition from what the banks are creating, in terms of their networks.”  

 “The growth of Zelle is fascinating to me, compared to the growth of Cash App and Venmo, because Zelle cuts out 
the middleman. I can send money from my bank account to yours instantly—and you can use that money and spend 
that money anywhere. You can go to an ATM and access that anywhere. In the U.S., it’s ubiquitous. Compare that to 
the limitations of Venmo and Square [Cash App]—I can only use those funds within that wallet and in a certain 
sphere that those transactions are accepted.” 

 “My biggest parallel to that would be Apple Pay, which was touted as this unbelievable change to point-of-sale 
transactions. I personally am an Apple fanboy and was one of the first to sign up. I went to Walgreens and thought it 
was great. But once I found that I couldn’t pay with Apple Pay everywhere, I just stopped using it.” 

 “Apple Pay hasn’t solved a need or a value or a want with consumers, whereas Venmo and Cash App are clearly 
solving a specific need for people to send money.”  

2) Industry Specialists 
Square’s background as a tool for small businesses gives Cash App a big advantage in generating revenue over Venmo’s 
consumer-first history, according to seven of eight sources in this silo. Even so, three sources wondered whether either app 
will turn into a money-maker, as they will have a difficult time displacing credit and debit cards at the point of sale. Venmo, in 
particular, has not given users a compelling reason to use it as a payment option, while Square has made inroads in that 
direction with features like Cash Boost. Venmo and Cash App are very similar for users and, while Venmo has a better brand 
name, Cash App could close that gap through marketing, an area where it’s had some success already. Sources were split on 
whether Venmo’s social element is an important differentiator. Feedback also was mixed on whether instant transfer fees or 
debit cards could generate meaningful revenue for either app. One source said Square can make money selling its consumer 
data analytics to merchants, while another said Venmo can leverage its consumer base and social feed by selling ads. Zelle is 
a big problem for both apps, six sources said, as it carries the trust of banks and offers free transfers. All five sources who 
discussed the new Apple Card agreed that it will have little effect on point-of-sale payment habits. 

Key Silo Findings 
Cash App vs. Venmo 

- 7 of 8 said Square’s relationships with merchants gives it a major advantage over Venmo for creating revenue 
opportunities.  

- 3 said it is not clear that either Venmo or Cash App have a path to profitability. 
- 1 said PayPal’s efforts to spur use of Venmo as a payment option have sputtered and he expects that to continue. 

o Venmo has not given people a compelling reason to use it at checkout. 
o Venmo is not even much of a factor in online sales since user balances—and, therefore, transactions—tend 

to be small. 
- 3 said Square has done a better job than Venmo at creating revenue opportunities through programs like Cash Boost 

that give consumers an incentive to use Cash App balances for making purchases. 
- 1 said the deals that Cash App and Venmo can negotiate with merchants to provide rewards for users will go a long 

way in determining their success. 
- 1 said both apps will have a hard time displacing credit and debit cards as payment options. 
- 2 said Cash App’s growth is not coming at the expense of Venmo and there is room for multiple winners in peer-to-

peer payments. 
- 3 said Venmo and Cash App are largely the same from a user perspective. 
- 1 said while Venmo has a bigger user base and better brand awareness than Cash App, both gaps could be closed 

through advertising. 
- 3 said Venmo’s social feed is a key attraction for users, but 2 others disagreed, including 1 who said heightened 

privacy concerns are leading to a backlash against the posting of transactions. 
- 3 said instant transfer fees offer the best chance for both apps to monetize, but 1 other said he does not see such 

fees as much of a driver. 
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- 4 were split on whether debit cards could be a money maker for the apps. 
- 2 said offering consumer credit could be an opportunity for both Venmo and Cash App. 
- 1 said PayPal’s deal with JPMorgan will give Venmo more flexibility in moving money. 
- 1 praised Square’s marketing efforts that included having celebrities give money away through Cash App. 
- 1 said Square has a money-making opportunity through selling its data and analytics on consumer purchasing 

habits. 
- 1 said Venmo can capitalize on its social media element through advertising. 
- 1 said Venmo is much more important to PayPal than Cash App is to Square. 

Other Competitive Threats 
- 6 said Zelle is a serious competitive threat to Venmo and Cash App because of free transfers, the trust that 

consumers have of banks, and the potential for the banks to ramp up their advertising of the network. 
- 5 said the new Apple Card will have little impact on the payments market. 

1) Ted Rossman, industry analyst for CreditCards.com, a credit card information service 

Square poses a threat to Venmo. Venmo has more consumer brand awareness but Square has deeper ties to merchants. 
Both are eclipsed by Zelle, however, when it comes to peer-to-peer payments. Venmo is at a disadvantage in that its 
accounts are not FDIC-insured. Square is doing some interesting things with rewards. Venmo already is experiencing a bit 
of backlash because of the default posting of transactions to users’ social feeds. Square allows users to send cash to 
people who are not Square users, something Venmo does not offer. The lack of protection against accidental and 
fraudulent transactions puts a damper on growth for both Venmo and Square. Credit cards are where Square and Venmo 
can monetize, because that’s where the big money is. 

Cash App vs. Venmo 
 “Both Square and Venmo make it easy to transfer money to family and friends. Venmo has become a verb, a true 

brand name. Neither is the biggest player in peer-to-peer; that’s Zelle. But I don’t think this space is winner-take-all. 
There are so many big competitors, including Google Pay. There could be multiple winners.” 

 “Venmo and Square are very similar. Square used to be ahead in monetization. It was earlier with a debit card and 
earlier with rewards. But Venmo has caught up on both.” 

 “Square does have an advantage in its deep relationship with merchants. It 
can make money off payment terminals. It already has a loan program for 
businesses. If it extends that to consumers, it could be another money-
making area.” 

 “Venmo accounts aren’t FDIC-insured. Square says most of its funds are, 
and that others are guaranteed by the company. That sounds pretty good, 
but if the company went under, those guarantees wouldn’t mean much.” 

 “Venmo says that, even though its accounts aren’t insured, it’s setting 
money aside. I think both of these companies are supplements to the 
traditional banking system. I can’t imagine recommending that consumers 
put all their money in these accounts instead of bank accounts.” 

 “Square is doing interesting things with rewards, boosting their presence. 
They have deals with merchants, such as getting a bonus if you buy a 
coffee somewhere as part of your daily routine.” 

 “There is a backlash against Venmo, because so much of your transaction 
information is public. You can hide it, but the default is to put transactions 
out there for friends and non-friends to see. People are more comfortable 
with the anonymity of Square. Privacy has become much more of a concern over the past year or two.” 

 “Venmo and Square are addressing basically the same audience. It’s notable that you can send Square cash to 
anyone. They don’t need to be a member of the network. With Venmo you do. That’s leading to increased customer 
adoption of Square. It’s an advantage over Venmo.” 

 “Google is doing something along those lines, too. It’s now down the list of providers, but it could definitely gain. It’s 
got a lot of resources and smart people.” 

Square does have an 
advantage in its deep 
relationship with merchants. It 
can make money off payment 
terminals. It already has a loan 
program for businesses. If it 
extends that to consumers, it 
could be another money-
making area. 

Ted Rossman, industry analyst for 
CreditCards.com, a credit card 

information service 

https://www.creditcards.com/
https://www.creditcards.com/


 

 75 Second Avenue, Suite 605, Needham, MA 02492 | www.blueshiftideas.com 
12 

PayPal Holdings Inc. and Square Inc. 

 “It’s notable that [Square and Google] are allowing email payments without authentication. All this can backfire. 
There’s not a good way to unwind these transactions if you send money to the wrong person or fall victim to a scam. 
The money is gone. The party line is, ‘Buyer beware.’ There is not buyer protection.” 

 “This [concern] limits adoption. They will have to work that out. They will also have to work out the lack of FDIC 
guarantees. That’s the greater concern going forward. The holy grail is to become the intermediary system to unseat 
banks.” 

 “Whether Square Cash has a clearer path to profitability than Venmo is so hard to say. There is definitely a consumer 
benefit to these platforms, but part of the benefit is that you don’t have to pay.” 

 “The question is, ‘How do you monetize?’ The best way for Venmo and Square to do that is instant deposit and credit 
cards. But it’s easy for consumers to get around instant deposit fees with Zelle. Credit cards are much more lucrative 
than debit cards, which don’t make a lot of money.” 

 “Venmo is talking about a credit card. That could be a path to more 
profitability. Square is interested, too. They already have a business loan 
component, so it’s not a stretch to get into consumer lending.” 

 “Uber [Technologies Inc./UBER] has a strong credit card offering. The focus 
isn’t on bonuses for using Uber. You get large cash back [rewards] for 
restaurants and travel. Square and Venmo would be wise to follow that 
approach. It broadens the base beyond customers using their services. 
There is only so much you can make on debit and interchange.”  

 “I believe Square is winning on partnerships. They have so many payment 
terminals, especially at small merchants. They provide the hardware and 
infrastructure. Even larger credit card companies, such as American 
Express, are trying to partner with Square.” 

 “Bitcoin may be important for some users. It caters to a younger audience. 
Now it’s a niche thing, but Bitcoin and cryptocurrencies in general have staying power. It does seem like that could 
be a selling point for younger customers. So I think Square is smart.” 

Other Competitive Threats 
 “The stiffest competition [for Square and Venmo] comes from Zelle. It’s owned by big banks and transfers are free. 

It’s already in mobile apps for these banks’ customers.” 
 “It’s hard for Venmo and Square to compete. But they do target a younger audience that is underbanked. They have 

to grow with these people. I think the goal is to be part of the traditional banking system, not outside.” 
 “It’s definitely a competitive market. In addition to Zelle, Google and Apple will be notable competitors.” 

2) Head of a payments consulting group and former payments chief at a major bank 

Neither Venmo nor Cash App has a clear path to profitability. The best chance for Venmo is to capitalize on the social 
element of its app for advertising and offering third-party products. Venmo can also use social feeds for data gathering. 
Square’s best opportunity for monetization is with point-of-sale transactions, as its card readers already are used by 
many small retailers. Neither instant transfer fees nor debit cards offer much opportunity for profits for either platform. 
Venmo is more important to PayPal than Cash App is to Square. 

Cash App vs. Venmo 
 “Venmo has grown largely by word of mouth and appeals to millennials with a strong social media component. 

Venmo is used as a verb for P2P transactions. But I don’t think it has an insurmountable moat in there.” 
 “Square has a better chance of bringing Cash App to the point of sale than Venmo, because they’ve developed at the 

point of sale. We have all seen small, new merchants with Square terminals. Venmo has to convince terminal 
manufacturers to have the app and convince acquirers to use them. Square already has that.” 

 “Square doesn’t have the user base that Venmo has, and it’s not part of the vocabulary like Venmo, but all that is 
changeable with advertising. Of course, that costs money, but Square is a profitable organization. And it has an 
easier time convincing its user base to use it at the point of sale.” 

 “Granted, it’s a limited base. You won’t walk into Target and see a Square terminal. But if you go into a one-store 
retailer, you will.” 

The stiffest competition [for 
Square and Venmo] comes 
from Zelle. … It’s hard for 
Venmo and Square to compete, 
But they do target a younger 
audience that is underbanked. 

Ted Rossman, industry analyst for 
CreditCards.com, a credit card 

information service 
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 “Point of sale is the best opportunity for Square. They’re clearly in the terminal business, providing clearing and 
settlement service for credit card transactions for small retailers.” 

 “They also offer loans, and that’s good news, because they have free cash for two days to lend. The downside there 
is they haven’t gone through a recession, so we’ll see how those loans behave then.” 

 “PayPal has had reasonable success in ecommerce point of sale. But Venmo isn’t particularly a tool there, because 
the average Venmo transaction and the dollar amounts in Venmo accounts aren’t large. You wouldn’t buy airline 
tickets with Venmo.” 

 “Debit cards are of limited value for Venmo. Its users are largely at the beginning of lifetime earnings. At that stage, 
your desire is to concentrate your cash. Having a Venmo debit card in addition to a card from the account where you 
deposit your paycheck doesn’t help in that regard.”  

 “I don’t think it’s a winning proposition to say, ‘I’ve got another debit card 
for you.’ If PayPal wants to look like a depository institution, that can be a 
different story. But in the banking industry, to move any share takes a lot of 
marketing dollars. Every college graduate already has the banking tools 
they need.” 

 “Venmo has to think about making money through its social media aspect, 
because it has no competition there. They have the opportunity to use that 
space for ads and other things that competitors don’t.” 

 “They can advertise for third-party services or for their own. They can follow 
people’s use of cash, make recommendations, and provide people with 
products and services. It’s possible for Venmo to make deals with banks 
and financial service providers and offer the services through social 
media.” 

 “There’s a lot of stuff they can do. This is a place where urban millennials 
go regularly. It’s a higher opportunity for them than most anything else. It 
takes less marketing dollars. They don’t have to change consumer 
behavior like they do with a debit card or point of sale.” 

 “It’s a big question mark whether Venmo or Cash App can make money.” 
 “It’s very clear PayPal is being forced by [Wall Street] to do something tactical with Venmo. I don’t think the street is 

putting as much pressure on Square when it comes to Cash App. It isn’t seen as important.” 
 “The central thing is that Square can afford to walk away from Cash App, and I don’t think the street would be upset. 

PayPal can’t walk away from Venmo. It’s a central part of their business model. They have put it out there in analyst 
calls. It would be very difficult for them to walk away without a significant explanation.” 

Other Competitive Threats 
 “Zelle has a lot of advantages. It has banks that know how to advertise.”  
 “Venmo charges for instant transfers, while Zelle doesn’t. If Zelle decides to advertise, Venmo is vulnerable.” 

3) Global head of financial services and payments for an IT consulting firm 

Square Cash App’s growth is not coming at Venmo’s expense. Peer-to-peer transactions are growing at such a high pace 
that it’s lifting both services—and Zelle, as well. Square has done a better job encouraging use of Cash App through 
features like Cash Boost and Bitcoin trading, which brings revenue opportunities and differentiates it from Venmo and 
others. Venmo will continue to underperform at point of sale because it doesn’t offer a different or compelling value 
proposition from existing payment options. 

Cash App vs. Venmo 
 “I do not believe Square Cash’s success comes at a direct cost to Venmo user growth. Our experience has shown 

that many consumers use multiple P2P solutions and often pick the one that most aligns with the group or person 
they are transacting with.”  

 “I believe what is happening is the volume of P2P transactions is growing overall at such a high pace that it’s 
creating lift for all services, including Square Cash, Venmo, and Zelle.”  

Square has a better chance of 
bringing Cash App to the point 
of sale than Venmo, because 
they’ve developed at the point 
of sale. … Venmo has to 
convince terminal 
manufacturers to have the app 
and convince acquirers to use 
them. Square already has that. 

Head of a payments consulting group 
and former payments chief at a major 

bank 
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 “I do believe that Square has driven incremental usage of their Cash service via the addition of other services. The 
Boost program and the things like the addition of crypto trading is bringing additional users and revenue 
opportunities to the platform that help to differentiate it from Venmo and others.” 

 “I also think these value-added services build a strong relationship with the consumer and ultimately create more 
monetization opportunities.” 

 “So while I don’t think Square Cash is taking users from Venmo, I do think 
it’s offering a richer product to attract more users and more of these 
product extensions actually have revenue potential.” 

 “Venmo, on the other hand, has remained pretty true to their core P2P 
service. The one exception—the merchant payment solution—has driven 
less usage than planned, and I personally believe it will continue to 
underperform.” 

 “PayPal made big plans for ‘Pay with Venmo’ and spoke boldly of the 
expected adoption of the product by merchants; however, my discussions 
with various merchant forums would indicate that it is not seeing wide 
adoption by merchants and even those that are turning it on are not seeing 
any meaningful volume.” 

 “I don’t believe Venmo has gotten traction as a general payment 
mechanism. I believe its user base thinks of it and uses it as a tool for 
paying their friends or splitting a payment, not as something they use when making a purchase.” 

 “It’s not dissimilar to the patterns you see for how consumers use different payment mechanisms—certain rewards 
credit cards, or debit vs. credit—for certain purchase types. I don’t think Venmo users want to pay with Venmo and I 
don’t think Venmo has created a compelling reason for them to do so, in contrast to Square, who has with Boost.” 

 “PayPal already solves online checkout and Venmo doesn’t offer a different or compelling value proposition from 
existing checkout mechanisms.”  

Other Competitive Threats 
 Did not discuss. 

4) Analyst at a payment consulting firm 

Venmo and Cash App both have a tough road to profitability, which will have to come from merchant sales. Venmo was 
first to gain acceptance in the market, but Cash App’s base of merchant users and its data analytics are advantages. 
Cash App can offer all kinds of data about consumers—how they shop, where they shop, and how much they spend. Cash 
App also has deployed an impressive guerrilla marketing campaign.  

Venmo vs. Cash App  
 “One con for Venmo is profits. There’s no monetization in its core use [peer-to-peer payments]. There’s just a small 

instant transfer fee. I don’t see that as a core driver.” 
 “Venmo is hugely valuable for PayPal, because a lot of PayPal’s core users are older, so Venmo was a way to attract 

younger users. But now they are losing share, as Cash App comes in with its guerrilla marketing.” 
 “What can Venmo do to monetize its platform now that it has created a user base? I think they will have to persuade 

consumers to use Venmo as a payment method at the point of sale. That might mean cutting out the [credit] card 
brand.” 

 “Maybe there is a potential for Venmo to charge a lower rate, say 1% to 1.5%, than most interchange [rates for credit 
card transactions] so there’s an incentive for merchants to accept it.” 

 “While Venmo has been looking at moving money P2P, Square had a bigger picture in mind in building out Cash App. 
While it’s essentially a P2P network, it’s not necessarily built for that reason. They do a lot with point-of-sale activity 
and data analytics.” 

 “Cash App is part of a data aggregation plan. Square can see what consumers are paying outside the company’s 
network of Square merchants. With the Cash Card, Square has analytics on where, how, and how much consumers 
are spending. They can provide that as a service to Square merchants.”  

So while I don’t think Square 
Cash is taking users from 
Venmo, I do think it’s offering a 
richer product to attract more 
users and more of these 
product extensions actually 
have revenue potential. 

Global head of financial services and 
payments for an IT consulting firm 
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 “Cash App’s Boost program is an advantage. That’s their partnerships with select merchants for automatic 
discounts. The merchant gets data on their customers in return. This is a feature that distinguishes Square. I think 
Venmo is rolling out a card now, but it’s very much behind.” 

 “Another advantage for Cash App is its Bitcoin capability. It gives them an advantage in targeting the younger 
generation, which tends to be more knowledgeable about cryptocurrencies.” 

 “Cash App was second to market. They wanted the millennial audience that Venmo is attracting. So they chose 
guerrilla marketing. Last year, they used celebrities to give away money on the Cash App. Rapper Travis Scott, for 
example, announced on Twitter that he was giving money away to people on Cash App. And Square paid for it.” 

 “You had to have Cash App, and that led to a huge spike in downloads. It’s 
genius marketing. That young audience looks up to celebrities. I haven’t 
seen Venmo doing anything similar. They’re relying on being first-to-market 
and their familiarity.”  

 “Both Square and Venmo are targeting the younger audience now. For 
long-term success, they will eventually need the older generation, too. But I 
don’t see either of them looking to do that now.” 

 “For now, both of them have a difficult way to profitability. A couple years 
may be a bit optimistic. Their platforms are cheap to maintain. They’re 
paying for ACH bank rails. That’s inexpensive, but monetizing the volume is 
difficult.” 

 “The upside is tough, but I can see a potential path to taking share of the 
debit card market at point of sale with their own interchange model. It would be interesting to see what the card 
brands would do about this, with them having final say in much of the payment ecosystem.” 

 “If Venmo and Square circumvent the card brands, they will fight back. The upstarts won’t want to piss off the 
dominant brands, so they might cooperate.” 

 “Cash App might have an easier time, because it already has the Square [card reader] point-of-sale platform to build 
on. Business owners want marketing information about their customers.” 

 “PayPal recently invested in Tink, [a Swedish company that enables banks and financial technology startups to 
access financial data more easily]. So maybe they can move in the same direction as Square in using data.” 

 “Square can have relationships with merchants in general, while Venmo is looking at physical stores. Right now, 
Cash App is doing a good job with its debit card. We’ll see if Venmo can copy the model.” 

Other Competitive Threats 
 “Zelle is very different. A majority of Americans are bank customers. The older generation are all using banks. It’s a 

huge competitive advantage [for Zelle]: the reach and leverage of huge banks. You can use the system to send 
money instantly.” 

 “The banks are thinking, ‘How do we stay relevant with young people moving to tech platforms?’ This is a good way 
to comb some of the transition of young customers.” 

 “I’m not sure Apple Card has any value or is a disrupter. It’s a way for Apple to push penetration of the Apple Wallet. 
They had seen underwhelming performance, and this is a way to revitalize that effort.” 

5) Partner at a payments consulting firm; repeat source 

Cash App may disrupt Venmo because Square’s customer base of small businesses may be more willing to pay fees for 
expedited payments than Venmo’s base of consumers. Square also can offer businesses additional products, like loans. 
Instant transfer is more important for monetization than merchant payment or debit cards. For purchases, consumers 
already have debit cards and credit cards, so there is no need to use Venmo or Cash App.  

Cash App vs. Venmo 
 “There isn’t much difference between [Venmo and Cash App]. Both are easy to set up and have a nice interface. 

There aren’t a lot of cons.” 
 “Cash App’s momentum likely stems from Square’s customer base. It has more small businesses, because that’s the 

origin of the company. Venmo is more person-to-person. That could be a significant difference.” 
 “[Square] is a small business tool trying to expand.” 

With the Cash Card, Square 
has analytics on where, how, 
and how much consumers are 
spending. They can provide 
that as a service to Square 
merchants. 

Analyst at a payment consulting firm 

https://techcrunch.com/2019/06/03/tink-paypal/
https://techcrunch.com/2019/06/03/tink-paypal/
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 “Square’s base is business, which allows it more options for monetizing. … Cash App has a clearer path to 
profitability than Venmo. It’s going after a segment—business—that is more willing to pay. For Venmo to expand from 
consumers to business would be harder. I don’t know why Square would want to go into the consumer space.” 

 “Venmo can try to move into the business space. But from the consumer side, if Venmo is going to get merchant-
payment traction, it has to displace something. People are probably using a debit card or a credit card now. Why 
should they change? That’s why mobile wallets aren’t taking off: because they don’t give you anything you don’t 
already have.” 

 “Merchants will take whatever they are offered [for payment], but very few consumers will say, ‘I have to pay with 
Venmo.’” 

 “With Venmo, it’s not hard to use something else. When you have a 
stronger connection to your customers, like Square does, you can do more 
with them. For example, Square does loans based on receivables. Square 
has relationships with businesses and can do more than Venmo.” 

 “Square has a lot of history with partnerships. That’s their origin, making 
merchants happy. And Square can offer its business customers bonuses to 
use the Cash App when they are acting as consumers.” 

 “The social aspect is important for Venmo, but does that make you money? 
That’s how they got so many users, but how do you make a profit from 
that?” 

 “Transactions in the social feed isn’t a big deal. You can turn that off. 
Despite dire warnings, that issue hasn’t killed Facebook.” 

 “Bitcoin’s impact is tiny for Cash App. It’s just PR. Bitcoin isn’t used in any 
significant way as a means of commerce.” 

 “Instant transfer offers the best opportunity for monetizing the apps. People already have debit cards. And for 
merchant payments, people already use their credit cards and debit cards. Why bother with Square Cash?” 

Other Competitive Threats 
 “The merchant payment space already is seriously competitive, so [with the Apple Card], you’re just throwing one 

more card in the mix. It will take a small share, but not a lot.” 
 “Zelle could compete on instant transfers. You have the big banks, which could put some weight in there. Their 

customers are automatically part of the network.” 
 “But that’s where the connection to small businesses is important for Square. They don’t have to make much money 

on individuals. Zelle will hurt Venmo more than Square.”  

Jan. 11, 2019, summary: PayPal has a chance to monetize Venmo, but it will not be easy and it will not happen this year. 
Although Venmo is extremely popular, it will be hard-pressed to charge people for services they previously received for 
free. Consumer demand for Venmo must exist in order for merchants to adopt it. Consumers are unlikely to use Venmo 
for big-ticket items. They already have debit and credit cards, many of which offer rewards. Some partnerships can help 
Venmo, but they are not a game changer. 

6) Philip Andreae, principal of Andreae & Associates, a payment consulting firm 

It is questionable whether either Venmo or Cash App can survive. They are good at peer-to-peer transfers, but it’s unclear 
whether consumers will pay for that. The opportunity lies with merchant payments, but Mastercard and Visa dominate 
that business and there may not be much demand for more payment options. Square has a better chance than Venmo of 
building a merchant payment network because its customer base consists of small businesses. 

Cash App vs. Venmo 
 “The ability to do P2P electronically makes sense. But I’m not sure either company has the depth or income stream 

to survive. Zelle is free and attached to a bank account. Venmo and Square Cash must be attached to a funding 
source.”  

 “Square and Venmo are trying to build critical mass for consumers. But behind it is a debit or credit account. Visa 
and Mastercard are already competing in this space. How many can the market support?” 

Square’s base is business, 
which allows it more options for 
monetizing. … Cash App has a 
clearer path to profitability than 
Venmo. It’s going after a 
segment—business—that is 
more willing to pay. 

Partner at a payments consulting firm 

https://andreae.com/about/home/
https://andreae.com/about/home/
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 “Then there’s digital currencies, too. I wonder about the viability of these solutions [Venmo and Square]. Can these 
models survive the test of time? If Venmo and Square offer credit cards with loyalty and rewards programs, 
merchants are going to have to pay more to fund that.” 

 “P2P is beautiful and valuable to the consumer, but it’s unclear how much the consumer is willing to pay. Free is the 
norm. If merchants are willing to pay, then there’s the business model. But how many forms of payment do we want 
to carry? Are we just shifting payments from one channel to another, rather than increasing spending overall?” 

 “Square Cash can be marketed to Square merchants. Venmo can be marketed more to younger people who want to 
do everything on their phone.” 

 “Square has a better chance of building an acceptance network, because they already have an acceptance base [of 
small businesses]. But success isn’t a foregone conclusion. Monetization would come from merchant payments and 
the small fees consumers are willing to pay for P2P.” 

 “Bitcoin is hyped, and hype always is an attraction.” 
Other Competitive Threats 
 “Apple Card is just another credit card. The real competition is the evolution of faster payments, and the question is 

whether Visa and Mastercard will let [Square and Venmo] ride the rails.”  

7) Gene Neyer, executive payments advisor for Icon Solutions, a payment consulting firm 

Venmo has a few advantages over Cash App, including acting as a digital wallet and its social aspect. Venmo also has 
been around longer, so it has a bigger following. Cash App can grow for a few years from a small base, but it’s unclear 
how it can become a major player. Monetization won’t come from peer-to-peer payments, but there’s opportunity in 
merchant payment. A key issue will be what kind of loyalty programs Square and Venmo can negotiate with merchants to 
entice consumers. Zelle is the real threat to Venmo, given its close connection to big banks. 

Cash App vs. Venmo 
 “[Venmo and Cash App] are more or less the same. Venmo has more of a social element. Also, by virtue of being 

around longer, Venmo has a bigger following.” 
 “Myself and everyone else join whichever one our social network joins. I’m in financial services, so I joined Zelle. My 

kids are in college, so they joined Venmo.” 
 “It’s a winner-take-all market. It’s about who builds a bigger network. 

Unless Cash App is able to do some major investment, it will trail.” 
 “PayPal’s joint venture with JPMorgan, where JPMorgan bridges instant 

payments, will allow Venmo more flexibility in how they move money.” 
 “It doesn’t feel like the social aspect is a core of Venmo’s popularity. Maybe 

it adds a little stickiness, but if social was that important, Facebook or 
Instagram cash would be further along.” 

 “This is a crowded space. At the moment, there are two winners: Venmo, 
because it has been there the longest, and Zelle, because it has the 
backing of banks and a tremendous marketing budget. Everyone else is an 
add-on.” 

 “Cash App can milk a niche for a number of years. It’s starting with a small 
base and can grow for a few years with marginal profits, but it’s not clear 
how it will move the needle.” 

 “If Venmo and Cash App try to monetize on pure retail P2P, they will fail. If people have to pay for that, they will go to 
free alternatives.” 

 “In the merchant space, merchants will take any way to get paid, even if fees are involved. Consumers will choose 
checkout buttons that are free or ones that cost something but offer rewards. The question is what deals Square and 
Venmo are going to negotiate with merchants for merchants to finance reward programs.” 

 “My suspicion is that Zelle and Venmo have deeper pockets than Cash App. They can do more brand building.” 
Other Competitive Threats 
 “The real competitive threat is Zelle. It has the patina of a bank, so people think it’s more trustworthy than Venmo 

and Square, even though there’s not more buyer protection.” 

It doesn’t feel like the social 
aspect is a core of Venmo’s 
popularity. Maybe it adds a 
little stickiness, but if social 
was that important, Facebook 
or Instagram cash would be 
further along. 

Gene Neyer, executive payments 
advisor for Icon Solutions, a payment 

consulting firm 

https://iconsolutions.com/
https://iconsolutions.com/
https://www.reuters.com/article/us-paypal-hldg-partnership-jpmorgan-idUSKBN1A51WG
https://www.reuters.com/article/us-paypal-hldg-partnership-jpmorgan-idUSKBN1A51WG
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 “I have seen a whole bunch of wallets that have tried but didn’t succeed. The biggest barrier is that there are too 
many choices. Any time someone comes out with a good program for merchants, the others will copy it, and there 
will be a price war.” 

 “I haven’t seen anything interesting from Apple Card.” 

8) Nancy Atkinson, founder of GTB Consulting; repeat source 

Cash App’s focus is on point-of-sale service, while Venmo is more focused online. Square has built its business focusing 
on small business sellers. Many consumers have likely never heard of Cash App. Meanwhile, consumers are well aware 
of PayPal, which is an advantage, but the awareness isn’t quite as strong for Venmo. In merchant sales, Square’s appeal 
is more for sellers and Venmo for buyers. Square may have a leg up in relationships with retailers over Venmo. 

Cash App vs. Venmo 
 “Cash App has a debit and cash card. It’s well positioned to offer point-of-sale service. Venmo is more focused on 

online transactions.”  
 “Square has a history of enabling small businesses to accept card payments. Its focus has been on sellers, not 

buyers. So how many consumers are even familiar with Cash App? To what extent is it being downloaded by 
companies who want to receive sales rather than initiate them?” 

 “Square has been far more successful than most bankers gave them credit for initially. They have found a space in 
small business. To the extent that sellers can push buyers, they have something they can leverage.” 

 “In the case of PayPal, payers are familiar with it, so that’s an advantage. 
But if PayPal is well known, Venmo is less known among consumers.” 

 “Cash App and Venmo are playing to different audiences, to some extent. 
Venmo’s appeal and focus is on the payers’ side. Square is more focused 
on the value proposition for merchants. Merchants are the ones paying 
interchange fees; that’s why Square focuses on them.” 

 “Cash App doesn’t necessarily have a clearer path to profitability than 
Venmo. Apparently, Cash App is doing better at the moment. That goes to 
Venmo’s greatest challenge: getting position for point-of-sale commerce, as 
well as online.” 

 “Cash App is probably leveraging its ability to be in both places now, but 
we’ll see what happens in the long run.” 

 “Square has strong retailer relationships. I’m not sure how PayPal has been 
able to leverage its relationships with merchants to get them to adopt 
Venmo, too.” 

 “The social aspect could be a core element for Venmo in the long run. 
Social media is becoming more important in general, and that can 
distinguish Venmo from Cash App. But there still are some privacy 
concerns. With everything that has gone on, we know the online infrastructure isn’t very good at keeping privacy.” 

 “For Venmo, instant transfer probably offers the best opportunity for monetization, because that’s where its focus is 
now. For Square, it’s probably debit cards, because debit card growth is significant. It’s a way not to get into debt 
when making payments.” 

Other Competitive Threats 
 “Zelle is leading the bunch. It has a value proposition by having banks as owners, making it more ubiquitous. Maybe 

millennials use more stored cash, but generally people keep money in their bank account and make payments from 
that.” 

 “I think Zelle will continue to maintain its lead over Venmo and Square. It could develop a merchant sales business.” 
 “I wouldn’t dismiss anything with Apple’s name on it. It’s another one people should look at, but Apple Pay has been 

around for a while, and [the new Apple Card] is another card [in a crowded field].” 
 “Microsoft [Corp./MSFT] is another company that may turn into a competitor.” 

Jan. 11, 2019, summary: Monetizing Venmo will be a challenge because consumers are accustomed to using it for free. 
The social network is what attracts young people to Venmo, but it is vulnerable to fraud. Instant payment could be useful 

Cash App and Venmo are 
playing to different audiences, 
to some extent. Venmo’s 
appeal and focus is on the 
payers’ side. Square is more 
focused on the value 
proposition for merchants. 
Merchants are the ones paying 
interchange fees; that’s why 
Square focuses on them. 

Nancy Atkinson, founder of GTB 
Consulting 

https://www.linkedin.com/in/nancy-atkinson-317905/
https://www.linkedin.com/in/nancy-atkinson-317905/
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in certain situations, but consumers will be reluctant to pay for it. Merchant payments can work well, and partnerships 
are a great idea. Zelle is a threat, but Venmo is not going away.  

3) College Students 
Although Cash App is growing in popularity, Venmo is still the most commonly used money transferring app on this large 
Midwest college campus, according to interviews with 20 students. All 20 use Venmo, with 14 also using Cash App. Most 
often these apps are used to transfer money between friends in small transactions for food, drinks, or ride-sharing services. 
Another common trend is using these apps to share costs for rent or utilities. All the students said their use of these apps has 
increased greatly over the past year. Sixteen of the students said they use one of the apps at least every other day. The social 
networking aspect of Venmo is popular. However, all the students said they would not use Venmo if all their transactions—
such as at stores or restaurants—were shown publicly, unless they could opt out. Cash App is seen as an alternative for those 
who do not like Venmo’s social feed. Seventeen of those interviewed have paid either Venmo or Cash App for an instant 
transfer to an external account at least once. However, students said they paid such transfer fees reluctantly and more often 
chose to wait out the transfer period if the money was not needed immediately. Debit cards associated with Venmo and Cash 
App are growing in popularity due to the rewards offered at various locations. The Venmo card is more popular among these 
students, but Cash App follows closely behind. While the cards are convenient, students said the perks that many businesses 
are beginning to offer also contribute the growing popularity. Zelle and PayPal are used much less by this student group than 
Cash App or Venmo. 

Key Silo Findings 
Venmo vs. Cash App 

- 20 of 20 said they use Venmo. 
- 14 use Cash App. 
- 7 have a Venmo debit card. 
- 4 have a Cash App debit card. 
- 16 said they use one of the apps every day or every other day. 
- 17 have paid for an instant transfer. 

Other Competitive Threats 
- Neither Zelle nor PayPal are as popular as Venmo or Cash App. 

Key Quotes 
 “Venmo is more of a social networking app to me, while Cash App is very direct. Cash App doesn’t have a 

[transaction] timeline or anything.” 

 “With Venmo, you can see mutual friends so you can confirm the identity of who you’re sending money to.” 

 “I think that Cash App is more user-friendly than Venmo. It would definitely be easier for someone who doesn’t use a 
lot of technology. I could see how Venmo could confuse people.” 

 “If more businesses offered perks for Venmo or Cash App cards, I would definitely be interested in having one. I 
haven’t seen a lot of places advertising that they accept them.” 

 “I enjoy the social networking aspect of Venmo. Looking through other people’s transactions and putting entertaining 
tags in the payment memos is really fun to me.” 

 “I use my Venmo debit card as much as I use my regular one. It has your Venmo balance and when it runs out, it 
takes money from your [bank] account in $10 intervals. I also really like all the color options they have for cards.” 

 “I have my Venmo account linked to my Uber account and I’ve found it really convenient. I almost always use my 
Venmo balance to pay for my Ubers, and sometimes you get discounts for doing so.” 

 “Usually the money in my Venmo [account] is money that I need immediately, so I almost always pay the transfer fee. 
Sometimes I’ll ask for an extra dollar or two to cover the transfer fee if the person sending me money is willing to give 
it.” 
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 “Personally, I don’t like people seeing all of my transactions, so I prefer Cash App. There are more people on Venmo 
though, so I just have it for when I have to pay someone who doesn’t have Cash App.” 

 “My favorite thing about my Cash App card is the perks or boosts. You can only have one active at a time, but you 
can switch them whenever you’d like. There are a lot of ones offered for places I eat at pretty frequently, so it saves 
me a lot of money.” 

Secondary Source 
This secondary source discussed Square’s testing of a feature that allows users to trade stocks for free through Cash App. 

Sept. 12 Bloomberg article 
Square’s reported test of a stock-trading feature would put Cash App in competition with start-up Robinhood, which 
claims to have more than 6 million users. 

 “Jack Dorsey’s Square Inc. already lets customers buy and sell Bitcoin on its popular Cash App. Soon, it may let them 
buy and sell stocks.”  

 “Square is testing out a new Cash App feature that would enable users to make free stock trades, according to a 
video outlining the product’s features seen by Bloomberg. While the exact date of its launch is yet to be determined, 
employees began testing the new feature in recent weeks, according to a person familiar with the company who 
asked not to be identified discussing private matters.” 

 “The free stock trading feature would position Square as a direct competitor to fintech startup Robinhood Markets 
Inc., which has gained millions of customers by offering no-fee trading, and most recently garnered a valuation of 
$7.6 billion. Robinhood has since expanded into other offerings such as options trading and margin trading, which 
would not be offered in Square’s initial product, the person said. Eventually, Square’s new service and others like it 
could pose a challenge to more established online brokers, like E*Trade Financial Corp.” 

 “Cash App and other peer-to-peer payment platforms are known for having a young customer base, similar to 
Robinhood. If Robinhood is any indication of the interest in free trading, Square could quickly gain a lot of traction. 
Prior to Robinhood's launch, it had a waitlist of 1 million people. Near the end of 2018, it said it had more than 6 
million users, though it's unclear how many of them are active on the platform.” 

 

Additional research by Emily Carr, Kieran Duhl, and Dan Weil. 
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