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or the past 136 years, celebrated groundhog Punx-
sutawney Phil has predicted the arrival of spring. His
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times, they have given people a reason to cheer.
Key Eindings . . .. ... 0. Lo o AL BT . 0. N oL a0 04

Methodology———= . 5—+. 24 . . F. . .. oo g 14

There is more to Groundhog Day than just weather predictions,

DIGITAL ECONOMY however. The holiday coincides with a time of year that also offers an

PAYMENTS early — and often accurate — indication of how consumers’ shopping
February 2022 U.S. Edition

and payment behaviors will evolve over the next several months.

U.S. CONSUMERS PYMNTS’ research shows that consumers are back to shopping online
AND THE POST-HOLIDAY : : . :
DIGITAL SHOPPING RAMP-UP after returning to physical stores during the holiday season. More than

one-quarter were using online and mobile channels for their shopping
needs in January — a trend that will likely carry through the rest of the

year. Our research also found that consumers are seemingly more op-
timistic about making travel plans, with consumers shelling out 33%
more on travel in January than in December.

These are some of the key findings that emerged from PYMNTS’ latest
survey of 2,633 United States consumers, which was conducted
between Jan. 11 and Jan. 20. We sought to explore how consum-

P ers’ shopping and payment behaviors when buying groceries, food,
retail products and travel services have evolved after the 2021 holiday
season, and what these trends portend for the rest of the year.
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F o U e This is what we learned.
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One-third of U_S_ consumers were Figure 1: Channels consumers used for their most recent purchases, by month
shopping online for retail products in January.
This increase in digital shopping coincided with
a decline in consumers’ use of physical stores. ——

71.4%

I

Online using a mobile device 12.3%

Consumers began returning to physical stores in December as many
rushed to make last-minute holiday purchases. Their interest in shop-

14.0%

-

ping in stores has since seemingly scaled back, with 69% of consumers 10.1%
making purchases in physical stores last month, down from 73% in T e A
December.
10.1%

More consumers were instead choosing to shop online — a trend that
is likely to continue in the coming months as the omicron variant con- e
tinues to disrupt consumers’ daily lives. PYMNTS’ research shows that Phone 12.0%
26% of consumers were using online and mobile channels to make

2.2%

purchases, up from 23% in December. One-third of retail product pur-
chases were made through online channels, while 21% purchased 6%
food items in the same manner.

Voice-activated device |0.3%

1.7%

Other [11.5%

1.8%
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Consumers who made select purchases at least one time in the past 30 days. Source: PYMNTS.com
Groceries: N = 2,482; Restaurant: N = 1,938; Retail: N = 1,743; Travel: N = 480
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Figure 2: Channels used to make purchases, by type of product purchased Figure 3: Total monthly expenditures across various channels, by type of product purchased
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Consumers who made select purchases at least one time in the past 30 days. Source: PYMNTS.com

Consumers who made select purchases at least one time in the past 30 days. Source: PYMNTS.com
Groceries: N = 2,482; Restaurant: N = 1,938; Retall: N = 1,743; Travel: N = 480

Groceries: N = 2,482; Restaurant: N = 1,938; Retail: N = 1,743; Travel: N = 480
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Omicron or not, consumers are ready Paying with PayPal balance is

to jet set. The average amount consumers a hot favorite method for digital wallet users.
were spending on travel purchases increased Five percent of consumers made their most recent
from $381 in December to $507 in January. purchases using their PayPal balances.

While the omicron variant’s spread continues to pose new health A relatively small share of consumers use digital wallets to make purchas-
challenges across the U.S., consumers are not waiting to make travel es, with just 9% using them for their most recent purchases in January. A
plans. The average amount consumers were spending on travel in sizable share of these digital wallet users prefer paying for their purchases
January rose 33% from the previous month. Overall, consumers spent using their PayPal balances, or money stored in their PayPal accounts.

a total $23.4 billion on travel purchases.

Seventy-nine percent of consumers who were making travel purchas-
es in January did so online — significantly higher than the shares
using digital channels to purchase retail, food or grocery products.
When it came to paying for travel purchases, most consumers were
using credit cards, but perhaps more interesting is the fact that digital
wallets were the second most popular payment method for such pur-
chases.

Among the various digital wallet options that consumers have access
to today, PayPal is the most popular. Consumers had paid for $3.88
billion worth of travel purchases using PayPal, which is greater than
all the other major digital and mobile wallets (Apple Pay, Google Pay,
Samsung Pay and Venmo) combined.




Payment declines more than doubled
in value over the previous month.

Eleven percent of consumers reported having

experienced a declined payment in January.

The total value of declined transactions rose significantly as more
consumers returned to shopping online, increasing from $5 billion in
December to $11 billion in January.

Payment declines were more commonly experienced among con-
sumers who made travel purchases, with 12% saying so. This could be
because consumers were spending higher amounts on travel purchas-
es in January, and these high-ticket purchases are more commonly
flagged as risky.

The average value of declined transactions stood at $174 in January,
up from $121 in December and $149 in November.

Figure 4: Impact of payment declines and payment fraud

4a. Share of consumers who have experienced
payment declines and fraud, by month

Payment fraud

Payment declines
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4c. Estimated total value involved
in select events, by month
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4b. Average value of purchases involved in
select events, by month
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Payment fraud
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4d. Share of consumers who have experienced
payment declines, by product category
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Source: PYMNTS.com
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Consumers living paycheck to paycheck
who have issues paying bills were the most

Figure 5: Impact of payment declines and fraud on various demographic groups

likely to experience payment declines.

They were also more likely to be -
' ' 11.3%
victims of payments fraud.
Do not live paycheck to paycheck i
6.3%
Live paycheck to paycheck without issues paying 6.5%
bills 10.7%

PYMNTS’ research shows that 26% of consumers living paycheck to
paycheck who have issues paying bills experienced payment declines
in January, a higher share than for any other demographic group. Con-
sumers earning more than $100,000 annually also saw a high number
of payment declines, though they likely experienced declines for a
very different reason. Higher-income consumers more commonly
make high-ticket purchases, which are likelier to get flagged as risky
and face declines from issuers.

Consumers living paycheck to paycheck who struggle to pay their bills
were also more likely to experience payment fraud, with 17% experi-
encing it in January. Overall, 11% of consumers experienced payment
declines, while 7% experienced payment fraud.

Live paycheck to paycheck with issues paying bills
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igital Economy Payments: U.S. Consumers And The Post-Hol-
iday Digital Shopping Ramp-Up is based on a survey of 2,633
U.S. consumers who purchased groceries, retail products, food
at restaurants or travel services over a one-month period.
PYMNTS conducted the census-balanced survey between Jan.
11 and Jan. 20.
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