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The Lease-To-Own Secret: Giving Consumers Control Over Durable 

Goods Purchases, a PYMNTS and Katapult collaboration, examines 

how lease-to-own purchasing options can give consumers greater 

financial flexibility when buying durable goods. The report draws 

from a census-balanced survey of 2,688 U.S. consumers that 

explored how consumers currently pay for their durable goods and 

how lease-to-own plans can positively impact their relationships 

with their favorite merchants and increase sales.



The Lease-To-Own Secret was produced in 

collaboration with Katapult, and PYMNTS is grateful 

for the company’s support and insight. PYMNTS.com 

retains full editorial control over the following findings, 

methodology and data analysis. 
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C onsumers across the United 

States are facing a host of 

financial stressors. The ris-

ing cost of living, uncertainty 

surrounding the pandemic and potential 

increases in interest rates are but a few 

of the issues influencing their spending 

decisions. Many feel especially cautious 

about purchasing durable goods. These 

are typically defined as consumer goods 

that do not wear out quickly and are used 

for over three years, including products 

such as sofas, beds or refrigerators.

Consumers’ uncertainty and caution when 

it comes to spending does not eliminate 

their need for these goods. No one wants 

to forgo purchasing a bed and be forced 

to sleep on the floor, miss a professional 

opportunity because they lack the right 

tools or put off buying much-needed 

medical equipment — all of which qual-

ify as durable goods purchases. Despite 

consumer confidence being relatively low, 

almost two-thirds of Americans reported 

purchasing durable goods over the past 

year.

Many consumers believe that they have 

just two viable options when it comes to 

purchasing durable goods: going without 

potential necessities or going into unse-

cured debt. There is another option for 

them to consider, however: lease-to-own 

purchasing. This method allows consum-

ers to purchase the goods they need by 

using flexible, pay-over-time options.

The Lease-To-Own Secret: Giving Con-

sumers Control Over Durable Goods 

Purchases, a PYMNTS and Katapult col-

laboration, examines how lease-to-own 

purchasing options can give consumers 

greater financial flexibility when buying 

durable goods. The report draws from 

a census-balanced survey of 2,688 U.S. 

consumers that explored how consumers 

currently pay for their durable goods and 

how lease-to-own plans can positively 

impact their relationships with their favor-

ite merchants and increase sales. 

This is what we learned.
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S ixty-two percent of U.S. con-

sumers have purchased 

durable goods in the past 12 

months. The most frequently 

purchased durable goods are home fur-

nishings, cited by 33% of consumers. 

Twenty-eight percent of respondents 

reported purchasing consumer electron-

ics, 27% purchased home appliances and 

26% bought automotive parts. Almost 

58% of consumers who bought durable 

goods within the past year used financ-

ing or leasing programs for at least one 

purchase. Twenty-eight percent of respon-

dents financed all their durable goods 

purchases, while 30% of them financed 

some but not all such acquisitions.

PYMNTS’ research also finds that age and 

income are two of the most significant 

determining factors influencing consum-

ers’ use of alternative financing options 

for durable goods. Bridge millennials, mil-

lennials and Generation X consumers are 

the age groups most likely to finance all 

their purchases, with approximately 32% 

of respondents across these generations 

doing so.

PART I: 
GETTING 
THE 
GOODS
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FIGURE 1A:

Which durable goods U.S. consumers  
purchase 
Share who purchased select durable goods 
within the past 12 months
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Source: PYMNTS.com | Katapult    The Lease-To-Own Secret
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Thirty percent of Generation Z consumers also said they financed all their purchases 

using alternative financing options, which could be because they typically have limited 

access to credit compared to older cohorts. Still, 39% of Gen Z and millennial respon-

dents said they would most likely buy more durable goods if lease-to-own financing 

options were available.

Approximately 38% of respondents who report living paycheck to paycheck and strug-

gling to pay their bills say they use alternative financing methods for all of their durable 

goods purchases — double the rate of consumers who do not live paycheck to pay-

check. 35.8%
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FIGURE 1B:	

Which durable goods U.S. consumers
purchase
Share who purchased select durable goods 
within the past 12 months, by income level

Source: PYMNTS | Katapult    The Lease-To-Own Secret
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Middle
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TABLE 1:

Generational differences in durable goods purchases 
Share who purchased select durable goods within the past 12 months, by generation

GENERATION Z MILLENNIALS BRIDGE 
MILLENNIALS

GENERATION X

Source: PYMNTS.com | Katapult    The Lease-To-Own Secret
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BABY BOOMERS  
AND SENIORS

The most common reason consumers use 

financing options is to better manage their 

finances. Sixty-seven percent of lease-to-

own users and 57% of buy now, pay later 

users could not purchase desired durable 

goods without access to these financing 

options. 

Respondents reported spending an aver-

age of nearly $3,000 on durable goods 

annually, though big spenders have a 

significant impact on this number. Con-

sumers’ average annual spending on 

durable goods is roughly $2,000 when the 

top 5% of spenders is excluded. 

Among all durable goods types, medical 

equipment boasts the greatest share of 

purchases made via lease-to-own pay-

ment plans at 31%. This could be because 

the consumers making these purchases 

hope their medical conditions will improve 

and that they will be able to return the 

goods without paying the full amount for 

them. Approximately 13% more lease-

to-own users than nonusers believe 

traditional retail stores have higher- 

quality products, and 19% of respondents 

with credit scores below 650 use lease-

to-own financing. 
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T wo-thirds of consumers pre-

fer to shop at traditional retail 

stores. Of the consumers 

we surveyed, only 4% told us 

that they prefer to shop at lease-to-own 

stores. Sixteen percent of consumers who 

frequent lease-to-own stores say they 

prefer them, but 63% of these consumers 

prefer traditional retailers. Approximately 

half of the respondents who prefer tra-

ditional retailers said this is because 

traditional retailers are more trustworthy 

and have lower prices. Consumers also 

tend to believe that traditional retailers 

offer higher-quality goods, with 40% of 

respondents stating that this is why they 

prefer traditional retailers over lease-to-

own merchants. 

PART II: 
TRADITIONAL 
RETAIL IS STILL 
THRIVING

FIGURE 2A:	

Consumers’ financing behaviors when  
purchasing durable goods 
Share using financing solutions at select levels when 
purchasing goods within the past 12 months

Source: PYMNTS.com | Katapult    The Lease-To-Own Secret
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CONSTRUCTION 
FIRMS TAKE

OF RESPONDENTS  
WHO HAVE USED 

LEASE-TO-OWN 
OPTIONS WOULD  
GO TO A LEASE- 
TO-OWN STORE.
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FIGURE 2B:	

Consumers’ financing behaviors when  
purchasing durable goods 
Share using financing solutions at select  
levels when purchasing goods within the past  
12 months, by generation

Source: PYMNTS.com | Katapult    The Lease-To-Own Secret

FIGURE 2C:	

Consumers’ financing behaviors when  
purchasing durable goods 
Share using financing solutions at select  
levels when purchasing goods within the past  
12 months, by financial lifestyle
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Source: PYMNTS.com | Katapult    The Lease-To-Own Secret

Previous users of lease-to-own options also prefer to shop at traditional 

retailers for many reasons. Fifty-one percent believe traditional retailers have 

higher-quality products, 40% believe traditional retailers offer more affordable 

financing options and 42% say they have better customer service.

More than one-quarter of respondents would not make a durable goods pur-

chase at a traditional retailer that lacked lease-to-own options. Sixteen percent 

said they would not make the purchase, and 10% would go to a lease-to-own 

store and attempt to make the purchase there.

The most common response to a traditional retailer lacking lease-to-own 

options was to use another financing option, listed by 54% of respondents. 

Twenty-five percent of respondents who have used lease-to-own options 

would go to a lease-to-own store. Additionally, half of respondents with credit 

scores below 700 said they used financing to make a purchase because it was 

the only way they could afford to do so.
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T wo-thirds of respondents who have used lease-to-own financing would buy 

more durable goods this year if traditional retailers offered lease-to-own 

financing options. This indicates that consumers who have used lease-to-

own options in the past are often open to using them again — and that 

traditional retailers could increase their sales by supporting these payment methods.

PART III: 
PUTTING 
PRODUCTS 
IN REACH 

Credit cards are the financing method 

consumers most commonly used when 

making durable goods purchases, with 

41% of respondents reporting that they 

use these products. Lease-to-own was 

the least common financing option 

among survey respondents, with only 

11% using such options within the past 12 

months. Millennials were the most likely 

to use lease-to-own financing for durable 

goods purchases at 23%. PYMNTS’ find-

ings revealed that this lack of use does not 

necessarily indicate a lack of consumer 

interest but rather that an untapped mar-

ket for these solutions exists. 

54.1% 0000000000
Would use a different method of financing

15.8% 0000000000

Would not purchase the product

FIGURE 3A:

U.S. consumers’ behaviors at traditional  
retailers 
Share who take select actions when  
lease-to-own options are not available

10.4% 0000000000

Would look for inferior, cheaper products

9.8% 0000000000

Would leave the traditional retailer and go to a  
lease-to-own store

9.9% 0000000000

Other

Source: PYMNTS.com | Katapult    The Lease-To-Own Secret
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Almost one-third of respondents are 

at least somewhat interested in using 

lease-to-own financing, with roughly 

half of millennials, bridge millennials 

and respondents with credit scores 

below 650 interested in such options. 

Nearly 40% of respondents who spent 

more than $1,800 on durable goods last 

year are at least “somewhat” interested 

in using lease-to-own financing, and 

23% are “very” or “extremely” interested 

in doing so. Almost half of respondents 

are also at least “somewhat” interested 

in using virtual credit cards for lease-to-

own programs in-store or online. 

Using virtual cards linked to lease-to-

own options is especially appealing to 

consumers who have used lease-to-

own financing in the past. Seventy-nine 

percent of respondents who have pre-

viously used lease-to-own financing 

would be at least somewhat interested 

in using a virtual credit card to finance 

their durable goods purchases in-store, 

for example, and 82% have the same 

level of interest in using such a card 

online. Respondents who purchase 

more durable goods and have lower 

credit scores are more interested these 

cards. Approximately 27% of those 

who purchased six or more durable 

goods last year and 31% of those with 

credit scores below 650 are “very” or 

“extremely” interested in using these 

cards in-store. Roughly 28% of both 

groups are “very” or “extremely” inter-

ested in using these cards online.

TABLE 2:

Generational differences in purchasing decisions at traditional retailers 
Share who take select actions when lease-to-own options are not available, by generation

GENERATION Z MILLENNIALS BRIDGE 
MILLENNIALS

GENERATION X

Source: PYMNTS.com | Katapult    The Lease-To-Own Secret
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10.9% 
 

6.5%

51.3% 

15.3% 

15.0% 

12.8% 
 

5.6%

54.9% 

11.3% 

21.4% 

10.1% 
 

2.3%

•	 Would use a different 
method of financing

•	 Would not purchase the 
product

•	 Would look for inferior, 
cheaper products

•	 Would leave the 
traditional retailer and go 
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•	 Other
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FIGURE 3B:	

U.S. consumers’ behaviors at  
traditional retailers 
Share who take select actions when  
lease-to-own options are not available,  
by past lease-to-own usage

54.9%
46.9%

0000000000

0000000000

Would use a different method of financing

16.0%
14.0%

0000000000

0000000000

Would not purchase the product

10.0%
14.4%

0000000000

0000000000

Would look for inferior, cheaper products

8.0%
24.7%

0000000000

0000000000

Would leave the traditional retailer and go to a  
lease-to-own store

11.1%
0.0%

0000000000

Other
Never used lease-to-own
Used lease-to-own

Source: PYMNTS.com | Katapult    The Lease-To-Own Secret
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FIGURE 3C:	

U.S. consumers’ behaviors at traditional retailers 
Share who take select actions when lease-to-own options are not available, by financial lifestyle

Source: PYMNTS.com | Katapult    The Lease-To-Own Secret
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When lease-to-own payment options 

are not available and consumers want 

to purchase a specific durable good, 

more than half of them will find dif-

ferent financing methods for their 

purchases. Sixteen percent of respon-

dents would not purchase a given 

product, 10% would consider cheaper 

products and another 10% would look 

for a retailer that offered lease-to-own 

options. This last number is substan-

tially higher among those who have 

previously used lease-to-own options, 

with 25% willing to look for a differ-

ent retailer that offers lease-to-own 

financing to complete their purchases. Two-thirds of consumers prefer tra-

ditional retailers over lease-to-own 

options, while 30% do not have a 

preference. The most likely consum-

ers to prefer lease-to-own retailers 

were bridge millennials, Generation Z 

members, millennials, those who live 

paycheck to paycheck and those who 

have previous experience using lease-

to-own payment arrangements

FIGURE 4A:	

U.S. consumers’ retailer preferences when  
purchasing durable goods 
Share who prefer select retailers when purchasing 
durable goods, by lease-to-own availability

Source: PYMNTS.com | Katapult    The Lease-To-Own Secret
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TABLE 3:

Generational differences in retailer preferences when purchasing durable goods 
Share who prefer select retailers when purchasing durable goods, by generation

GENERATION Z MILLENNIALS BRIDGE 
MILLENNIALS

GENERATION X

Source: PYMNTS.com | Katapult    The Lease-To-Own Secret

Highest percentage
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•	 Do not have a preference

•	 Prefer lease-to-own

BABY BOOMERS  
AND SENIORS

FIGURE 4B:	

U.S. consumers’ retailer preferences when 
purchasing durable goods 
Share who prefer select retailers when  
purchasing durable goods, by previous  
lease-to-own usage
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FIGURE 4C:	

U.S. consumers’ retailer preferences when 
purchasing durable goods 
Share who prefer select retailers when  
purchasing durable goods, by financial  
lifestyle

Source: PYMNTS.com | Katapult    The Lease-To-Own Secret
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THE  
LEASE-TO- 
OWN SECRET

The Lease-To-Own Secret: Giving Con-
sumers Control Over Durable Goods 
Purchases is based on a survey of a 
census-balanced panel of 2,688 U.S. 

consumers that was conducted between Feb. 3 
and Feb. 9. Respondents were 48 years old on 
average, and 53% were female. Thirty-seven 
percent of respondents had a college degree, 
and 36% declared an annual income of more 
than $100,000. Additional proprietary data from 
PYMNTS was used for supplementary analysis.

METHODOLOGYCONCLUSION 

L ease-to-own financing is a largely 

untapped opportunity for both 

consumers and retailers. It allows 

consumers to purchase high- 

quality durable goods they might otherwise 

be required to forgo or substitute with infe-

rior products to avoid high-interest credit 

card debt. It also enables these consumers to 

better manage their finances by giving them 

added flexibility and the ability to pay off their 

purchases over time. Once consumers have 

experience with lease-to-own arrangements, 

they are typically more open to using them 

in the future. From the retailer’s perspec-

tive, lease-to-own financing opens doors to 

increased sales by making it feasible for more 

consumers to make purchases



Katapult is the leading omnichannel point-of-sale payment platform, 
providing alternative payment solutions for retailers and consumers. 
Our cutting-edge technology integrates seamlessly with online 
platforms, enabling our retail partners to expand their customer base, 
increase sales, and grow revenue.   

Katapult’s consumer-centric focus ensures a quick application and 
approval process, transparent terms, and tailored payment plans. 
Katapult associates with hundreds of retailers across the United 
States, with merchant support teams, marketing insights and 
suggestions for continued success.

PYMNTS.com is where the best minds and the best content meet on 
the web to learn about “What’s Next” in payments and commerce. 
Our interactive platform is reinventing the way in which companies 
in payments share relevant information about the initiatives that 
shape the future of this dynamic sector and make news. Our data 
and analytics team includes economists, data scientists and industry 
analysts who work with companies to measure and quantify the 
innovation that is at the cutting edge of this new world.

The Lease-To-Own Secret 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 INTERRUPTIONS 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 EXCLUSIONS 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 LIMITATIONS DO NOT APPLY. 
THE ABOVE DISCLAIMERS AND LIMITATIONS ARE PROVIDED BY PYMNTS.COM AND ITS PARENTS, AFFILIATED 
AND RELATED COMPANIES, CONTRACTORS, AND SPONSORS, 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. 

DISCLAIMER

We are interested in your feedback on this report. If you have questions, comments or would 
like to subscribe, please email us at feedback@pymnts.com.

ABOUT

https://katapult.com
http://www.pymnts.com
mailto:feedback%40pymnts.com?subject=The%20Lease-To-Own%20Secret

