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Fill’er Up – Phillips 66 

• Why mobile? Why now?

• Using mobile to drive loyalty

• What We’ve Learned:   

– The Good

– The Bad

– The Ugly
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Why Mobile?

Why Now?
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Pay at the Pump – The Next Evolution
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Increasing Growth of Mobile

---- % of Retail e-commerce sales
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Source:  eMarketer, February 2016



Card & Mobile – Tipping Point?
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Source:
1 Statista, “Which form of payment do you use most often when at the gas station?” 2017
2 Mobile Payments Today, “Unconventional channels driving mobile payments adoption”, 

by Beth Kotz, March 3, 2017
3 Techcrunch, “The evolution of the mobile payment”, by John Rampton, June 17, 2016
4 eMarketer, “Newer Smartphone Models help Drive Mobile Payments Usage, November 22, 2016



From Mobile to Commerce Moments
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Deloitte “Global Mobile Consumer Survey,” December 2016



Using Mobile to Drive Loyalty
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Mobile Consumer is High Value
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Source:  A commissioned study conducted by Forrester on behalf of J.P. Morgan, October 2016



Also More Loyal
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Source: Source: A commissioned  study conducted by TNS on behalf of Chase, January 2017



Give Them What They Want 

Source:  A commissioned study by Forrester on behalf of J.P. Morgan, October 2016

Base:     246 U.S. consumers 18+ years old who go online at least weekly and who have tried digital wallets and 1,254 who have not used digital wallets
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What We’ve Learned

The Good

The Bad

The Ugly
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Commerce as Conversation



Speeding Up, Slowing Down
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Payments & Loyalty: Mutually Reinforcing

 Higher-than-ever 

mobile payments 

awareness

 Rewards can speed 

mobile payments 

adoption

Loyalty rewards could be the tipping point for mobile wallets*

Expanding customer relationships, promoting loyalty..



Beyond the Pump: The Next Tech Companies?

Effortless payments

On demand

Connected consumers
Retail petroleum 

tech company

Mobile programs and payments: Where the rubber meets the road
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The Tipping Point is Near
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Q & A



Contact us

• Tom Nipper, J.P. Morgan 

tom.nipper@jpmorgan.com

• James Macari, Phillips 66  

james.a.macari@p66.com  


