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I N T R O D U C T I O N

A s the pandemic subsides and more consumers venture out 
to dine at restaurants and travel, many are sticking with 
the digital payment habits they have developed over the 
past two years. Mobile payment methods are becoming 
central to this shift, especially as consumers look for ways 

to merge the physical and digital aspects of shopping experiences.

 

Purchases related to travel and dining offer a glimpse into these digital and 
mobile trends as consumers adjust to the new normal. PYMNTS’ research 
reveals that two-thirds of United States consumers purchased food in 
restaurants in February. While cards still may be the most-used payment 
method for restaurant dining, spending via PayPal and other digital wallets is 
on the rise and is nearing the same level of usage as cash. 

Mobile payments also are on the rise for certain online purchases, and 
consumers making travel- and food-related purchases now prefer to use 
mobile methods when doing so. Mobile devices were used in 51% of all travel 
services purchases in February, for example, and 12% of travel-related pur-
chases were conducted using PayPal and other digital wallets. 

These are but a few of the key findings that emerged from PYMNTS’ latest 
survey of 3,250 U.S. consumers, conducted between Feb. 7 and Feb. 14. This 
report explores how their shopping and payment behaviors when purchas-
ing groceries, food, retail products and travel services have evolved as the 
health crisis subsides as well as what these trends foreshadow for the re-
mainder of 2022.

This is what we learned. 
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Two-thirds of U.S consumers now are  
going to restaurants to eat, and more  

are using PayPal and other digital wallets 
when they pay the check.

The share of consumers choosing to frequent fast food and table-ser-
vice restaurants rose in February, and this trend is likely to continue. 
PYMNTS’ research shows that 68% of consumers were purchasing 
food in either fast food or table-service restaurants during the month. 
Interest in restaurant dining had scaled back to 66% in January from a 
high of 73% in December as holiday gatherings ended and the omicron 
variant became a greater concern in consumers’ lives.

Still, 32% of consumers purchased food via other channels, with 16% 
using mobile devices to do so. Ordering via phone call accounted for 
7% of food item purchases, making it a more common purchasing 
method than using a laptop or desktop computer, which clocked in 
at only 5%. 

Even as consumers return to eating at restaurants, they are increas-
ingly tapping digital payment methods when doing so. Our research 
finds that, although cash is used more frequently than digital wallets, 
PayPal and other digital wallets now account for the same total value 
spent on food items. Cash is used for 16% of restaurant sales, for 
example, while PayPal and other digital wallets account for just 6%. 
Nevertheless, consumer spending on such purchases was roughly 
equal at $8.1 billion for PayPal and other digital wallets and $8.3 billion 
for cash. 

Debit cards remain the most used payment method for restaurant sales, beating 
credit cards by approximately 4 percentage points. Credit cards did account for 
a larger share of restaurant spending in February, however. Consumers used their 
credit cards to spend $29.8 billion on food items during the month, compared to 
$25.3 billion spent via debit cards.
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Consumers are becoming more mobile  
as the economy reopens, and mobile device 
usage to order and pay for purchases has 

eclipsed the usage of computers and laptops. 
Consumers’ use of mobile devices to purchase 

travel services has reached a new high  
since November 2021. 

Mobile phones are overtaking laptop and desktop computers when 
it comes to shopping online, especially for food items and travel 
services. Fifty-one percent of consumers used mobile devices to pur-
chase travel services in February.

The usage of mobile devices to purchase travel services, in particular, 
has risen steadily during the past few months. Travel service purchas-
es via mobile device climbed to 48% in January 2022 from 44% in 
December 2021 and 43% in November 2021.

Laptop and desktop computers usage, on the other hand, reached an 
all-time low in every survey area in February. Just 28% of consumers 
were using computers to purchase travel services, for example, down 
from 34% in November 2021. 

The move to mobile devices for online travel has been accompanied by growth in 
the use of digital payments. Credit cards and debit cards remain the most popular 
payment methods with which to purchase travel services, at 46% and 34%, re-
spectively. Eight percent of consumers used PayPal while at least 4% used other 
digital wallets. Only 2% used cash to pay for travel purchases. 
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Venmo was U.S. consumers’ preferred  
peer-to-peer (P2P) payment method in February. 

More than one-quarter of consumers used it  
to make their most recent P2P payments. 

PYMNTS’ research shows that 32% of consumers were making P2P 
payments in February. Bridge millennials were the likeliest to do so 
at 45%, and millennials followed closely behind at 43%. Our data also 
shows that the share of consumers using Venmo to make their most 
recent P2P payments surpassed the share of consumers using PayPal.

Twenty-six percent of consumers used Venmo for their most recent 
P2P payments in February, up from 19% in January. Twenty-one percent 
of consumers, meanwhile, were tapping PayPal for their most recent 
P2P payments — a drop from 25% during January. 

Consumers from all generations except baby boomers and seniors 
were more likely to use Venmo rather than PayPal for their most recent 
P2P payments, with Generation X being the likeliest at 30%.  



Digital Economy Payments     |     11

© 2022 PYMNTS.com All Rights Reserved

10     |     Key Findings 11     |     Key Findings

 
Fewer consumers experienced  
payment declines in February.  

Travel service and food item purchases witnessed 
the largest shares of payment declines.  

 
Insufficient funds, suspicious activity  

and entering incorrect payment information 
are the main reasons for declines.  

More than half of card declines happen in stores. 

The share of consumers experiencing payment declines dipped month 
over month, with 10% experiencing such declines in February com-
pared to 12% in January. The average declined transaction amount in 
February was $156, down from $174 during the previous month. 

PYMNTS’ research also found that 8% of payments for travel services 
were declined during February, most likely due to the higher costs 
involved in these transactions. Our data also revealed that 4% of 
restaurant purchases were declined for a variety of reasons.

The share of consumers experiencing card declines in February was 
relatively small, but more of these payment declines took place across 
physical, rather than digital, channels. This is not surprising consider-
ing that consumers are returning to in-store shopping and restaurant 
dining.  

Twenty-two percent of consumers who experienced payment declines 
attributed their most recent declines to insufficient funds, suspicious 
activity or entering incorrect payment information. Entering incorrect 
payment information was a top reason for card declines across both 
physical and digital channels at 41%. At least 12% of consumers at-
tributed their most recent declines to higher transaction amounts, 
stolen card data or suspended or insufficient credit. 
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M E T H O D O L O G Y

D igital Economy Payments: Going Digital to Pay for Travel and 
Restaurant Dining  is based on a survey of 3,250 U.S. consumers 
who purchased groceries, retail products, food at restaurants 
or travel services over a one-month period. PYMNTS conduct-
ed the census-balanced survey between Feb. 7 and Feb. 14. 

Digital Economy Payments: Going Digital to Pay for Travel and Restaurant Dining may be updated 
periodically. While reasonable efforts are made to keep the content accurate and up to date, 
PYMNTS.COM: MAKES NO REPRESENTATIONS OR WARRANTIES OF ANY KIND, EXPRESS OR IMPLIED, 
REGARDING THE CORRECTNESS, ACCURACY, COMPLETENESS, ADEQUACY, OR RELIABILITY OF OR 
THE USE OF OR RESULTS THAT MAY BE GENERATED FROM THE USE OF THE INFORMATION OR 
THAT THE CONTENT WILL SATISFY YOUR REQUIREMENTS OR EXPECTATIONS. THE CONTENT IS 
PROVIDED “AS IS” AND ON AN “AS AVAILABLE” BASIS. YOU EXPRESSLY AGREE THAT YOUR USE OF 
THE CONTENT IS AT YOUR SOLE RISK. PYMNTS.COM SHALL HAVE NO LIABILITY FOR ANY INTER-
RUPTIONS IN THE CONTENT THAT IS PROVIDED AND DISCLAIMS ALL WARRANTIES WITH REGARD 
TO THE CONTENT, INCLUDING THE IMPLIED WARRANTIES OF MERCHANTABILITY AND FITNESS 
FOR A PARTICULAR PURPOSE, AND NON-INFRINGEMENT AND TITLE. SOME JURISDICTIONS DO 
NOT ALLOW THE EXCLUSION OF CERTAIN WARRANTIES, AND, IN SUCH CASES, THE STATED EX-
CLUSIONS DO NOT APPLY. PYMNTS.COM RESERVES THE RIGHT AND SHOULD NOT BE LIABLE 
SHOULD IT EXERCISE ITS RIGHT TO MODIFY, INTERRUPT, OR DISCONTINUE THE AVAILABILITY OF 
THE CONTENT OR ANY COMPONENT OF IT WITH OR WITHOUT NOTICE. 

PYMNTS.COM SHALL NOT BE LIABLE FOR ANY DAMAGES WHATSOEVER, AND, IN PARTICULAR, 
SHALL NOT BE LIABLE FOR ANY SPECIAL, INDIRECT, CONSEQUENTIAL, OR INCIDENTAL DAMAGES, 
OR DAMAGES FOR LOST PROFITS, LOSS OF REVENUE, OR LOSS OF USE, ARISING OUT OF OR 
RELATED TO THE CONTENT, WHETHER SUCH DAMAGES ARISE IN CONTRACT, NEGLIGENCE, TORT, 
UNDER STATUTE, IN EQUITY, AT LAW, OR OTHERWISE, EVEN IF PYMNTS.COM HAS BEEN ADVISED 
OF THE POSSIBILITY OF SUCH DAMAGES. 

SOME JURISDICTIONS DO NOT ALLOW FOR THE LIMITATION OR EXCLUSION OF LIABILITY FOR 
INCIDENTAL OR CONSEQUENTIAL DAMAGES, AND IN SUCH CASES SOME OF THE ABOVE LIMITA-
TIONS DO NOT APPLY. THE ABOVE DISCLAIMERS AND LIMITATIONS ARE PROVIDED BY PYMNTS.
COM AND ITS PARENTS, AFFILIATED AND RELATED COMPANIES, CONTRACTORS, AND SPON-
SORS, AND EACH OF ITS RESPECTIVE DIRECTORS, OFFICERS, MEMBERS, EMPLOYEES, AGENTS, 
CONTENT COMPONENT PROVIDERS, LICENSORS, AND ADVISERS. 

Components of the content original to and the compilation produced by PYMNTS.COM is the 
property of PYMNTS.COM and cannot be reproduced without its prior written permission. 
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