Country Report: Bulgaria

Safety, Convenience
and Choice:

THE TRUE
VALUE OF
CARDS

Research on the value and cost of cards in today’s
dynamic and vibrant payments ecosystem. Based on a
survey of merchants and consumers in Bulgaria.

Introduction

Bulgaria’s payments landscape is undergoing significant transforma-
tion, shaped by technological advancement, an evolving regulatory
environment, and a landmark macroeconomic milestone: the coun-
try’s entry into the Eurozone in January 2026. Together, these forces
are reshaping how Bulgarians pay. Against this backdrop, the market
is performing well: merchants and consumers report high levels
of satisfaction with their payments ecosystem, reflecting a broad
sense that the market meets their needs and keeping pace with
expectations.

Cash remains a prevalent feature of everyday commerce in Bulgaria,
and its continued use reflects deeply embedded habits. Yet the pic-
ture is not static. There is a clear and growing appetite for digital
payment alternatives, and the data underscores this. Overall, the top
priority for both merchants and consumers when choosing payment
method is trust. Cards embody this confidence: they are the most
trusted payment method among Bulgarian consumers, and on the
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merchant side, they best meet core payment priorities — safety,
security, and reach — offering a degree of protection and reliability
that other methods have yet to replicate.

Consumers and businesses alike express a preference for alternative
digital payment methods, including instant payments, indicating a
readiness to adopt new solutions when they are accessible, reliable,
and fit for purpose.

Taken together, these dynamics paint a picture
of a competitive and evolving payments market,
benefitting Bulgarian consumers and merchants
alike.

Methodology:

The “Safety, Convenience and Choice: The True Value of Cards” report is based on a survey commissioned by
Payments Europe and conducted between 29th June and 7th July 2026. The online survey was completed by
250 merchants working in physical and online retail in Bulgaria. In addition to questions on respondents’ pay-
ments habits, the results of which are combined to constitute the report, merchants were asked about what
type of business they run (sector of activity), size of their business (number of employees and turnover), their
familiarity with the decision-process around payment transactions, and whether they conduct their business
online or offline. The online survey was also completed by 1000 consumers living in Bulgaria. Respondents
were weighted to ensure representativeness by region, gender, and age. Consumers were also asked about

their work status, type of household, income, and general financial situation.

Where relevant, the 2026 Bulgaria data is compared and contrasted against European averages drawn from
the original 2024 survey. That survey was completed by 2250 merchants across Austria (250), Czech Republic
(250), Denmark (250), Finland (250), Greece (250), Hungary (250), Ireland (250), Latvia (250), and Lithuania (250),
as well as 13000 consumers living in Austria (1000), Czech Republic (1000), Denmark (1000), Finland (1000),
France (1000), Germany (1000), Greece (1000), Hungary (1000), Ireland (1000), Latvia (1000), Lithuania (1000),
Poland (1000), and Sweden (1000).
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The merchant perspective
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Relationship with cash

Cash remains the dominant payment method for Bulgarian mer-
chants, accounting for 46% of their turnover (13% above the average
across other European markets surveyed). Cards follow as the second
largest share at 37%, while bank transfers make up 12% of turnover,
with the remaining 5% coming from other payment types.

6 8 0/ of Bulgarian merchants express a preference for elec-
(o]

tronic payments over cash. Looking ahead, merchants
expect cash to account for just 29% of turnover within five years, while
cards are estimated to grow to 48%.

JO Market evolution:
winners & winners

Bulgaria’'s payments market is diversified, with a range of payment
methods available to and used by merchants and consumers alike.

8 40/ of Bulgarian merchants are satisfied with the payment
(o)

solutions available to them. More than three quarters
report having benefited from developments such as SCA, the growth
of e-commerce, personalised customer experiences, and enhanced
privacy and security, with 77% or more of the respondents endorsing
these areas and 82% reporting that a greater variety of payments
options has contributed to an increase in turnover.

Instant payments offer a clear illustration of this momentum. 79% of
merchants expect the volume of instant transactions to grow over
the next 12 months. Demand extends well into physical retail, where
71% of merchants say they would likely adopt instant payments at
the point of sale if a compatible in-store solution became available
in the next year.

The adoption of the Euro is reshaping the payments landscape.
Following the transition, Bulgarian merchants are adapting their
pricing, receipts, and payment systems, and, when asked about how
the adoption of the Euro would affect them, 89% responded that the
move to the Euro would lead them to accept more card and mobile/
contactless payments, while 83% would expect it to encourage their
customers to pay electronically.

However, not all developments are welcomed unconditionally. For
example, 59% of Bulgarian merchants express concern over the entry
of big tech players into the payments space, and only 21% of consum-
ers find big tech companies trustworthy to handle their personal and
financial data.
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What merchants
really want

Safety and security remain the top priorities for Bulgarian merchants
when it comes to payment acceptance, with 51% ranking it as their
top consideration, consistent with the average across other European
markets surveyed. Consumer reach is also a factor, cited by 47% of
merchants as a key driver when deciding which payment methods
to accept.

The focus on optimisation extends beyond method selection: 75% of
Bulgarian merchants say they are actively working to refine their pay-
ment mix to reduce costs, increase turnover, and strengthen payment
security.

When it comes to preferred payment methods, cards lead, selected
by 76% of Bulgarian merchants (11% higher than the average across
other European markets surveyed), followed by cash at 71%. Real
time, instant payments are favoured by 37% of Bulgarian merchants.
Appetite for other instruments exists - albeit limited - with 8% of
merchants expressing interest in cryptocurrency and buy-now-pay-
later (BNPL), in line with other European markets surveyed.

Card payments:
- cost and value

Among the benefits of card acceptance, Bulgarian merchants most
frequently mention reduced fraud and theft risk, highlighted by 82%
of respondents. Additionally, 80% of merchants highlight increased
sales, while 66% value the absence of cash handling costs (20%
above the average of other European markets surveyed).

Merchants also value the role of cards in broadening merchant reach
and operational efficiency: 61% of Bulgarian merchants highlight the
ability to accept payments from foreign consumers, 58% note that
cards help drive spending, and 55% value the secure and compliant
handling of consumer data.

84% of Bulgarian merchants understand the fees they pay for accept-
ing cards, and 75% consider them to be reasonable for the value cards
deliver. This holds true across businesses of all sizes. 66% agree that
the benefits brought about by cards outweigh the related costs,
and over half acknowledge that the cost of cash handling ultimately
exceeds card fees.
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Relationship with cash

Cash and cards are the most prevalent payment solutions among
Bulgarian consumers, used respectively by 86% and 90% of them
over the past year.

Interestingly, 41% of Bulgarian consumers indicate a preference for
paying in cash (in advance or upon delivery) for online purchases,
a figure significantly above the average of other European markets
surveyed (22%). When paying a courier directly, cash remains the pre-
ferred option for 78% of consumers, ahead of cards.

71 o/ of Bulgarian consumers say they would choose to pay
O by card at a merchant even when cash is available, and

70% expect to be making more instant transactions over the next
12 months, reflecting a strong stated preference for digital payment
methods and an anticipated move away from cash.

When asked to rank payment methods by convenience, only 20% of
consumers selected cash compared to 62% who chose cards. Even
for in-store payments, only 37% of consumers consider cash the best
option, versus 52% who prefer cards, in line with the average of other
European markets surveyed.

JO Market evolution:
winners & winners

Bulgarian consumers are satisfied with their payments landscape,
with 88% of consumers reporting that available payment options
meet their needs. Consumers also perceive the market as innovative
and digital: 74% believe their payments market is more innovative
than other European countries.

New payment methods are gaining ground,
such as instants payments: 70% of Bulgarian consumers expect to be
making more instant transactions in the next 12 months.

Further, when asked whether they would “support mandatory ac-
ceptance of digital payments”, 57% of Bulgarian consumers surveyed
responded positively, underscoring todays’ consumer expectation
that digital payment options should be widely and reliably available
in Bulgaria.
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A look at consumer
preference

Bulgarian consumers share the priorities of their European peers,
ranking safety and security first (49%), followed closely by con-
venience and ease of use (44%). The ability to pay online is also
important, as 60% of the consumers surveyed makes online purchas-
es several times a month.

Cards are the most trusted payment instrument:
74% of Bulgarian consumers have greater trust in cards than any other
method. 70% feel secure when paying online and are confident they
would be reimbursed in the event of card fraud.

Attitude toward alternative payment instruments is more nuanced.
Trust in cryptocurrencies is comparatively higher in Bulgaria than
elsewhere: 66% of Bulgarian consumers report not trusting crypto,
versus 75% across the EU. Trust in big tech handling personal and
financial data remains low, with only 21% of Bulgarian consumers
feeling comfortable about it.

On instant payments, consumer concerns centre on two key issues:
fraud, flagged by 56% of respondents, and the irreversibility of trans-
actions cited by 79% (the difficulty of recovering funds following an
erroneous payment — either recipient or amount).
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Value of cards

Bulgarian consumers strongly favour card payments. 72% believe that
card payments provide added value compared to other payment
methods, and 74% trust cards more than any other payment method,
slightly above the average of other European markets surveyed (71%).

Bulgarian consumers prefer cards because they meet their payment
priorities best: 83% feel comfortable paying by card due its safety
and security features. This trust is reinforced when travelling abroad,
where 78% trust cards more than other payments method.

Additional benefitsattributed to cardsalign closely with consumers’ on-
linespendinghabitsandtheprotectionstheyseekindigitalenvironments.
72% appreciate that paying with cards makes returns and complaints
a lot easier, and 62% value the ability cards provides to monitor and
track spending.



Digital Euro

Merchants:

78% of Bulgarian merchants declare themselves aware or knowledge-
able about the Digital Euro. Among them, 25% remain uncertain about
its potential benefits or believe it will offer none. Of those who do
anticipate benefits, improved convenience and transaction speed are
the most commonly cited, broadly in line with merchants surveyed
across other European markets.

Consumers:

Bulgarian consumers report a relatively high awareness of the de-
velopment of the Digital Euro, compared to other European markets
surveyed: 64% say they are knowledgeable or aware of the Digital
Euro (55% across the EU). Yet, among this group, 58% believe that the
Digital Euro is a form of cryptocurrency, indicating that while self-re-
ported awareness is relatively high, understanding of the Digital Euro
remains limited.

Further, when asked about the expected benefits of the Digital Euro,
24% of consumers declared that they did not know how the Digital
Euro would benefit them, and 21% believe that there would not be any
benefits for them.
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