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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 re-
inventing 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 quan-
tify the innovation that is at the cutting edge
of this new world.
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s pending less on goods may still feel like spending more
for many Americans, as the rising cost of living has made
myriad consumers appear to have less cash on hand than
in previous months. Consumers spent less on their average

lntroddetion .2 40 . L ... b L N AR DD 03 Eroceryland retail purchases in April suggesting that they
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uptick in grocery spending, yet many remain unable to pay for essential
Methodology s oo 4. .. . ) U NG 24 items. Payment declines rose by 43% between March and April, most

commonly because consumers had insufficient funds in their accounts.

DIGITAL ECONOMY

PAYM ENTS M550 058, Biftion These trends track with recent data from the United States Department of
Labor and the Federal Reserve: consumer prices rose by 8.5% by the end of
HOW CONSUMERS PAY IN March — the highest increase since 1981 — and despite a 6% rise in wages,

THE R WQRLD the cost of living has far outpaced wage boosts in the past 12 months.? This

means that rising costs are even erasing the benefits of recently earned
raises, and for many, reducing spending in one area, such as grocery shop-
ping, may still not leave enough funds left over to cover other expenses.

The inflated prices facing consumers are uneven but uniformly significant:
the costs for everything from electricity, which has become approximately
14% more expensive, to gas for heat and cooking, which has risen by 22%,
to gasoline, which has spiked 48%, have begun eating away at consumers’
disposable incomes.®

T Author unknown. Wage Growth Tracker. Federal Reserve Bank of Atlanta. 2022. https:/www.atlantafed.org/chcs/wage-growth-
tracker. Accessed May 2022.

2 Author unknown. Consumer Price Index Summary. The U.S. Bureau of Labor Statistics. 2022. https:/www.bls.gov/news.release/
cpl.nrO.htm. Accessed May 2022.

? Ibid.
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As many families grapple with tighter budgets, consumers are also becom-

ing the victims of fraud more often, as payment fraud reports rose by 30%

between February and April. Consumers reported stolen card data as an in-

creasing reason for payment card transaction decline in April, mirroring this

overall increase in payments fraud.

As consumers face heightened fraud risk and economic uncertainty, check-

agging — will continue to be a key indicator of how consumers are faring
ly.

out friction — whether due to insufficient funds or suspicious transaction
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These are just some of our April findings in this May report, based on a cen-

lanced survey of 3,067 U.S. consumers. Conducted between April 8
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and Apri

Sus

17, 2022, this survey asked respondents about their shopping be-
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haviors and preferences, as well as their go-to forms of payment.

hat we learned.
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Many consumers are struggling financially,
and it is causing checkout friction.
Insufficient funds have become
the leading cause of payment declines.

In April, a larger share of shoppers found that their attempted transactions failed to
complete. PYMNTS learned that 12% of consumers experienced a payment decline
in April, a rise from the 9.3% who experienced one in February. The most common
reason for payment declines in April was insufficient funds, which stands at 26%
of all transaction declines, an increase of 45% from March rates.

Recent PYMNTS research revealed that a stunning percentage of consumers lived
paycheck to paycheck in March 2022: 64%.* Consumers struggling to make ends
meet are not exclusively lower-income, either: 49% of Americans earning more
than $100,000 per year lived paycheck to paycheck in March.® Sudden upticks in
prices can devastate consumers already under financial pressure.

Online, however, human error was the most prominent cause of transaction fail-
ures. Entering incorrect payment information was the most prevalent factor in
online declines, causing 30% of canceled transactions. This may indicate the need
for more intuitive checkout processes, as poor user experience design may be at
fault. Repeated incorrect data entries may result in a user’s account being flagged
for suspicious activity, causing transaction declines from a legitimate customer
and blocking of the account.

“NEW REPORT: Paycheck-to-Paycheck Consumers 3x as Likely to Take On Credit Card Debt. PYMNTS.com. https:/www.pymnts.com/consum-
er-finance/2022/new-report-paycheck-to-paycheck-consumers-3x-as-likely-to-take-on-credit-card-debt. Accessed May 2022.

° PYMNTS defines living paycheck-to-paycheck as using all or most of one’s salary to pay for expenses with little to nothing left over to save
or invest.

Digital Economy Payments

Figure 1A: Consumer payment declines
Share of consumers who recently experienced declines for select reasons, by month
surveyed

N = 360: Respondents who experienced any payment declines in the last 30 days

Source: PYMNTS.com
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Figure 1B: Consumer payment declines Figure 1C: Consumer payment declines
Share of consumers who recently experienced declines for select reasons, by channel Share of consumers who recently experienced declines for select reasons, by payment
N = 360: Respondents who experienced any payment declines in the last 30 days method
Source: PYMNTS.com N = 360: Respondents who experienced any payment declines in the last 30 days
| Source: PYMNTS.com
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Fraud and data thefts are reportedly

on the rise, and those consumers living Figure 2A: Consumer payment issues

Share of consumers who have experienced select events in the previous 30 days, by month

paycheck-to-paycheck have been surveyed
hit hardest, with 18% experiencing N oo
payments fraud in April.

Digital Economy Payments | 11

Whole sample: N = 3,593 for November; 3,291 for December; 2,846 for January; 3,466 for February; 3,213 for

12.1%

Payment declines

PYMNTS found that consumers in our highest income bracket — those

earning more than $100,000 — were the most likely to experience
payments fraud, at 12%. In addition, millennials stood out as the most
frequent victims of payment fraud by age group, as 16% have encoun-
tered fraudulent activity in connection with their accounts.

12.4%

While affluent consumers are the income group who have experi-

j 7.5%

Payment fraud

enced fraud the most, consumers living paycheck to paycheck with
issues paying bills represent the financial lifestyle segment most likely

o

to report having experienced an incident of fraud in the last 30 days, 2 4

5.7%
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Key findings

Figure 2B: Consumer payment issues

Share of consumers who have experienced select events in the previous 30 days, by
generation

Whole sample: N = 3,593 for November; 3,291 for December; 2,846 for January; 3,466 for February; 3,213
for March; 3,334 for April

Source: PYMNTS.com
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Figure 2C: Consumer payment issues

Share of consumers who have experienced select events in the past 30 days,

by income

Whole sample: N = 3,593 for November; 3,291 for December; 2,846 for January; 3,466 for

February; 3,213 for March; 3,334 for April

Source: PYMNTS.com
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Figure 2D: Consumer payment issues

Share of consumers who have experienced select events in the past 30 days, by financial
lifestyle

Whole sample: N = 3,593 for November; 3,291 for December; 2,846 for January; 3,466 for February;
3,213 for March; 3,334 for April

Source: PYMNTS.com
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Despite rising prices, consumers spent Figure 3A: Consumers’ expenditures

10% less on their average grocery
and retail purchases in April,

indicating sensitivity to inflation.

Total monthly expenditures, April 2022

N = 3,334: Whole sample

$107.3B

Groceries

Restaurant

$375.1B

Retail products

Consumers are changing their spending habits in response to eco-
nomic trends. PYMNTS found that consumers spent $95 on average

Travel services

for their last grocery purchase in April, down from $110 in March. $800.38
With inflation rates still uncertain, consumers are likely shifting their s & &= = = e = L = ke
purchasing preferences to prioritize bargains or retailers that cater to
price-conscious shoppers. Shoppers also reduced their retail spend-
ing from $103 in March to $98 in April.
Bucking this trend, however, is restaurant spending. PYMNTS data
shows that 69% of consumers made restaurant purchases, and their
average per visit spend rose from $40 in March to $43 in April.
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Consumers are shopping more
Figure 3B: Consumers’ expenditures in stores and less online for groceries.
The opposite is true for retail: 33% of all retail
purchases now occur online, and most consumers
use debit or credit cards for these purchases.

Average amount consumers spent on most recent purchase, by month surveyed
N = Consumers who have made select purchases at least one time in the past 30 days.
Groceries: 2,918 ; Restaurant: 2,353; Retail: 2,064; Travel: 612

urce: PYMNTS.com
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$123

Consumers may be shopping for grocery bargains in stores rather
than online: consumers who shopped for all or most of their grocer-
ies in-store rose from 86% in March to 88% in April. Retail consumers

Restaurant

decreased in-store shopping from 71% to 67% between March and
April and shifted slightly towards digital, meaning the share of online
shopping rose from 29% to 33%.

Consumers are now using debit and credit cards at nearly the same
rate for retail purchasing, with each hovering around 34%. This rep-
resents a decrease in debit card use for retail purchasing, dropping
$404 from 37% in March. Grocery purchasing reveals that consumers still
favor debit cards in this sphere, where 42% of consumers use debit

Retail products

15507 cards and 32% pay with credit cards.

Travel services

$315
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Key findings

Figure 4A: How consumers are paying for groceries and retail goods

Share of consumers who used select channels for their most recent grocery purchase, by
month surveyed

N = 2,918: Consumers who have made grocery purchases at least one time in the past 30 days

Sour PYMNTS.com
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Figure 4B: How consumers are paying for groceries and retail goods

Share of consumers who used select channels for their most recent retail purchase, by
month surveyed

N = 2,064: Consumers who have made retail purchases at least one time in the past 30 days

ce: PYMNTS.com
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Figure 4C: How consumers are paying for groceries and retail goods
Share of consumers who used select payment methods for their most recent grocery
purchase, by month surveyed

N = 2,218: Consumers who have made grocery purchases at least one time in the past 30 days
Source: PYMNTS.com
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Figure 4D: How consumers are paying for groceries and retail goods

Share of consumers who used select payment methods for their most recent retail
purchase, by month surveyed

N = 2,064: Consumers who have made retail purchases at least one time in the past 30 days
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Three out of 10 consumers make
at least one peer-to-peer (P2P) payment
each month, sending a record $298
on average per payment.

The average value of consumers’ last P2P payments was $51 above
the average of the last six months. However, P2P use remained rela-
tively static, holding slightly above 30%. Millennials are leading the way
in P2P payment adoption, exhibiting 18% higher usage rates than the
general public.

Age group preferences for P2P platforms are diverse. While millen-
nials prefer PayPal, Venmo is a platform of choice for Generation Z
consumers, while baby boomers and seniors tend to favor bank-origi-
nated transfers, which often use Zelle. Just 16% of baby boomers and
seniors make P2P payments.

PYMNTS found that 48% of millennials made P2P payments in April,
vastly exceeding the 30% average among all consumers. Millennials
also sent more funds via their last P2P payment than other age groups:
$328 on average in April.

Consumers living paycheck to paycheck are another group with high
levels of P2P platform use. PYMNTS’ data finds that 37% have made
P2P payments in April, whereas 24% of consumers who did not live
paycheck to paycheck made a P2P payment in April. High-income
consumers sent the most funds via their last P2P payment, $434 on
average, and consumers earning less than $50,000 sent an average of
$169.
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Figure 5A: Consumer P2P payments

Share of consumer groups who have made P2P payments in the last 30 days,
by month surveyed

N = Complete responses: 3,304 for November; 3,070 for December; 2,633 for

January; 3,250 for February; 3,017 for March; 3,067 for April

Source: PYMNTS.con
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Figure 5B: Consumer P2P payments

Average amount of consumer groups' most recent P2P payment made in the last 30
days, by month surveyed

N = Complete responses: 3,304 for November; 3,070 for December; 2,633 for

January; 3,250 for February; 3,017 for March; 3,067 for April
Source: PYMNTS.com
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igital Economy Payments: How Consumers Pay In The Digital
World is based on a census-balanced survey of 3,067 U.S. adult
consumers carried out between April 8 and April 17. Consum-
ers were asked questions about their shopping behaviors and
preferences, as well as their go-to forms of payment.
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DISCLAIMER

Digital Economy Payments: How Consumers Pay In The Digital World may be updated periodi-
cally. 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, RE-
GARDING 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.






