The ConnectedEconomy™ Monthly Report
benchmarks the digital transformation

of consumers across the 10 activities that
represent their day-to-day lives. Each month,
PYMNTS surveys a population-based sample of
roughly 2,500 U.S. consumers to measure the use
and adoption of digital tools for how they live, work,
shop, eat (how and where they buy food), travel,
bank, communicate, stay well, have fun and pay/are
paid. This work builds on 15 studies and the more
than 21,000 consumers PYMNTS has surveyed

since March 6, 2020, and represents the largest
and most consistent data set tracking the digital

shift accelerated by the pandemic.
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INTROD

he inflation crisis in
the United States has
reached historic heights,
with inflation rates reach-
ing levels not seen in 40
years. Consumer prices jumped 9.1%
year-over-year in June! The real and
psychological impact of the rapid rise
of inflation on the heels of the pan-
demic has consumers worried about
the economy and tightening their
belts — but could it also be impacting
the way they use the internet? .

New PYMNTS research shows that
many cash-strapped consumers are
beginning to engage less in the digital
economy. Digital engagement among
consumers who report living paycheck
to paycheck and struggle to pay their
bills is down for the second consecu-
tive month, in fact, with members of
this group participating an average of
7% less in the ConnectedEconomy™
than they did in April 2022.

Not only did 8 million fewer of these
financially struggling consumers use
travel-related apps and platforms

110N

last month than in April but 16 million
fewer used commute-related digital
tools, such as ridesharing and mi-
cromobility apps. They even cut their
use of social network and messaging
apps, with 4 million fewer using dating
apps, for example. It is clear that for
many consumers the cost of travel-
ing, commuting and even socializing
outside the home may now be beyond
their budgets.

This  month’s ConnetedEconomy™
Monthly Report details how con-
sumers living paycheck to paycheck
— and particularly those struggling
to meet their financial obligations —
are cutting back on their engagement
in the ConnectedEconomy™. We
surveyed a census-balanced panel
of 2,760 U.S. consumers between
June 10 and June 16 to examine how
financially-pressed consumers are
clearing their social calendars, hopping
off the roads and keeping to the com-
forts of their homes.

This is what we learned.

T Author unknown. Consumer Price Index. The U.S. Bureau Of labor Statistics. 2022. https:/www.bls.gov/cpi/. Accessed August 2022.
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THE 10 PILLARS

of the ConnectedEconomy™

Benchmarking consumers’ digital behaviors and new routines has
been a consistent part of PYMNTS’ research since 2016 — well before
the pandemic accelerated the shift to digital — but the transition from
an app-based world to an ecosystem-driven one was abundantly clear.

PYMNTS accelerated its research efforts in early March 2020, and it now
has more observations documenting the shift to digital since the start of the
pandemic. PYMNTS’ landmark study of 15,000 U.S. consumers, published in
June 2021, was intended to further document consumers’ digital habits and
routines as well as their interest in participating in connected
ecosystems to streamline the management of their digital lives.
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The ConnectedEconomy™

The ConnectedEconomy™ persona groups

e CONVENIENCE-SEEKERS
These consumers are extremely interested in being able to aggregate/integrate all
aspects of their lives online into a single super app.

e COMMERCE-SEEKERS
These are consumers who are likely to want to aggregate/integrate data pertaining to
their shopping, travel or entertainment preferences and activities into a single app,
but who are also less likely than others to want to use that app to actually transact.

* FINANCIAL WELLNESS-SEEKERS
These consumers are likely to want to aggregate/integrate data related to banking,
money management and/or payments into a single super app to have access to that
information and then, crucially, use that data to make/receive digital payments.

 WAIT-AND-SEE
These consumers are likely to integrate just a few tasks from a limited area of their
lives with a super app.

* NOT INTERESTED
These consumers do not want to integrate any life area into a super app.

Connected consumers and the devices that connect them

e BASIC-TECH
These consumers use computers/smartphones primarily and exhibit low overall
ownership of devices, possessing three devices on average.

e MAINSTREAM-TECH
These consumers are computer/smartphone/tablet/smart TV/gaming
console-dominant and own six to seven devices on average.

* INTEGRATED-TECH
These consumers have all the devices that mainstream users have, but they also
incorporate smart home and activity tracking devices into their ecosystems.
They own 11 to 12 devices on average.

© 2022 PYMNTS.com All Rights Reserved
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PART I
Digital disengagement

Ilillg\LIJVRCE(:IC:SUMERS’ ONLINE ACTIVITY HAS EVOLVED OVER TIME
Consumers in financial distress Share of consumers with different financial lifestyles engaged in all types of digital activities daily, by month
are engaging less in the digital economy.
Consumers living paycheck to paycheck
and struggling to pay their monthly bills
were 8% less engaged in key digital activities
in June than they were in April.

40%

Consumers who live paycheck to paycheck and struggle to pay their monthly bills
have historically been more engaged in the digital economy than consumers on
more solid financial footing — and they still are — but that could be about to
change. Our latest survey shows that digital engagement among consumers living
paycheck to paycheck and struggling to pay their bills is down for the second
consecutive month. An average of 51% of these consumers were engaged in all
67 digital activities we studied in June 2022. This is a 6% decrease from May and
an 8% decrease from April. Engagement among consumers who live paycheck to
paycheck but feel they do not struggle to pay their bills and consumers who do not
live paycheck to paycheck at all has remained stable, by contrast. This suggests
that there could be a financial element driving some consumers’ decreasing levels
of engagement.

(37.2%)

3%

(32.9%)
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#m Do not live paycheck to paycheck . Live paycheck to paycheck comfartably . Live paycheck to paycheck with difficulty

Source: PYMNTS.com
The ConnectedEconomy™ Monthly Report, August 2022
N = 2,760: Complete responses, fielded June 10, 2022 — June 15, 2022




PART I: Financially struggling consumers’ wide-
Digital disengagement spread decrease in digital engagement
is not limited to any one activity, either.

Paycheck-to-paycheck consumers with
PayCheCk-_to-_payChGCK c_onsumers who st_ruggle . problems paying their bills engaged in every
to pay their bills are cutting back on working, shopping

pillar of the ConnectedEconomy™ less in
and commute-related digital activities most of all. June than they did in either April or May.

The biggest drops in this time frame were
These consumers worked remotely 9% less, shopped seen in digital work, retail and commute-
online 10% less and used travel-related apps and sites

related activities — but similar drops were

13% less than they did just two months prior. seen across all 10 pillars.

FIGURE 1B:
HOW CONSUMERS’ ONLINE ACTIVITY HAS EVOLVED OVER TIME
Share of consumers engaged in select pillars of the ConnectedEconomy™, by date and financial lifestyle
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The ConnectedEconomy™ Monthly Report, August 2022
N = 2,760: Complete responses, fielded June 10, 2022 — June 15, 2022




PART I
Digital disengagement

Engagement among high-income paycheck

to paycheck consumers is beginning to rebound,

but mid- and low-income consumers keep

cutting back on their digital activities.

Mid-income and low-income consumers living paycheck
to paycheck are 12% and 6% less engaged in the
ConnectedEconomy™ compared to two months ago,
respectively, and this decrease is seen across all pillars.

FIGURE 1C:

HOW CONSUMERS’ ONLINE ACTIVITY HAS Bank Be well Communicate
EVOLVED OVER TIME

Share of consumers of different incomes
and financial lifestyles engaging in select
ConnectedEconomy™ pillars, by date
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Source: PYMNTS.com
The ConnectedEconomy™ Monthly Report, August 2022
N = 2,760: Complete responses, fielded June 10, 2022 — June 15, 2022
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Consumers earning between $50,000 and $100,000 in annual income (mid-income con-
sumers) and less than $50,000 (low-income consumers) who live paycheck to paycheck
are continuing to cut back on their digital activities. Cash-strapped consumers in these
income brackets have cut back on the move and be well pillars the most of all since
April. Mid-income and low-income consumers were 20% and 12% less engaged in the
move pillar since then, respectively. Similarly, mid-income consumers living paycheck to
paycheck and struggling to pay their bills were 19% less engaged in the be well pillar while
low-income consumers living paycheck to paycheck and struggling to pay their bills were
1% less engaged in the same pillar. These numbers lend further credence to the idea that
this decrease in digital participation is being driven by consumers’ financial fears.

In contrast, engagement among those earning more than $100,000 in annual income
(high-income consumers) is beginning to rebound. Engagement among high-income
consumers living paycheck to paycheck bottomed out in April across nine of the 10 pillars
of the ConnectedEconomy™, with work being the only exception.

Restaurant Shop Work

N Y A

it
¥

§
i
G5

|

SSa 8 S8ay S8y S5aY S8y SSay
o~ o™ ™ o™ o~ o™
S ooy N c oo & c oo C oo N Coo AN c oo
FY SR220NYY S22 oYY SS90 RS9 S22 9NNY Aageqadyy
S50 =20V 850 2@ VIos0 2TVl =0V Bo850 =@V Podo vaVJoso
AN BR>p 08N FE>p  NEN FFp NN FHop SN ZHep NN FFaE NN
) - © - m = ® = ) = o =
Ec EESSPERS EESSPERFC EESSEERc EESSEYERE EESSHER: EESSEERE
= 3 ¢z I'EQ'E: ¢z NQE: [T mazg [T I'HQE: ﬂ.‘:"ﬂazj ¢ = ﬁazj
= gﬂ,ﬁz*‘( = s5fs< = 3&%24 = e 5L s< = 5L s< = Bmﬁi"( =
£ZQ W zoow ZQ v Zaow za-w =T

—o- $100K+ —@— $50K-3100K —@= Under $50K




The ConnectedEconomy™ | 13

PART II:
Hunkering down at home

Ilillg\LIJVRCEOQI\;SUMER ENGAGEMENT IN THE MOVE PILLAR HAS EVOLVED OVER TIME
Ridesharing SiteS, micrOmObility apps and Share of consumers of different incomes and financial lifestyles engaging in the move pillar, by date
other digital commuting tools are falling out of
favor among consumers in financial distress.
Consumers living paycheck to paycheck
and struggling to pay their bills are using
digital travel and commuting tools 13% less -
than they did just two months ago. ' o

(24.3% |

It is easy to understand why consumers who are concerned about their financ- —
es might be less willing to pay to travel and commute as prices continue to rise: i S
Leaving the house to do everything from shopping to dining out to going to con-
certs costs more now than it did just months ago. It is not surprising that we might
see consumers living paycheck to paycheck and struggling to pay their bills begin
to cut back on their use of digital travel and commuting apps.

November 2021
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wary 2022
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April 2022
May 2022
June 2022

Jan

= Do notlive paycheck to paycheck s Live paycheck to paycheck comfortably i Live paycheck to paycheck with difficulty

PYMNTS’ data shows the use of those apps has also plateaued among those not
living paycheck to paycheck and those living paycheck to paycheck but not strug-
gling to pay their bills. This data once again seems to suggest that money may be
a factor in many financially distressed consumers’ decisions to cut back on digital
travel and commuting apps.

Source: PYMNTS.com
The ConnectedEconomy™ Monthly Report, August 2022
N = 2,760: Complete responses, fielded June 10, 2022 — June 15, 2022
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PART II:
Hunkering down at home

Consumers living paycheck to paycheck are

cutting back on digital travel and even commuting apps.
Usage of travel or commuting apps among consumers
living paycheck to paycheck and struggling to

pay their bills fell 11% from April.

FIGURE 3:

HOW CONSUMERS’ DIGITAL TRAVEL ACTIVITIES HAVE EVOLVED OVER TIME
Share of consumers of different financial lifestyles engaging in select travel activities, by date
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Financially struggling consumers are still
by far the most engaged of all when it
comes to using the internet to inform and
enable traveling and commuting. Neverthe-
less, their use of every type of travel and
commute-related app has taken a nose-
dive since April — even as use of those
very same apps remained relatively steady
among consumers on more solid financial
footing. Consumers’ use of homesharing
and rental scooter and bike apps decreased
most of all in that time.

Used an app to
reserve/use 1 bike
or an clectric
scooter (c.g., Bird,

Lime, Bublr)

Used a website or
app to reserve a

car
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Source: PYMNTS.com
The ConnectedEconomy™ Monthly Report, August 2022
N = 2,760: Complete responses, fielded June 10, 2022 — June 15, 2022




PART II:

Both mid-income consumers and
Hunkering down at home

low-
income consumers who live paycheck to
paycheck are continuing to cut back on
every type of digital activity related to travel
or commuting, regardless of whether it is
micromobility apps, hotel reservation sites,
digital airfare purchases or otherwise. In fact,
mid-income consumers living paycheck to

paycheck have cut back most of all.

Engagement reached new lows among
high-income consumers living paycheck to
paycheck in May, but it is beginning to rebound.
Use of digital travel and commuting tools is down
across the board among mid- and low-income
consumers struggling to pay their bills.

FIGURE 4:

HOW CONSUMERS’ DIGITAL COMMUTING TRAVEL
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PART Il
Clearing the social calendar

Cash-strapped consumers are clearing
their social calendars to cut costs.
Consumers living paycheck to paycheck
and struggling to pay their bills used digital
communication apps and platforms 6% less
in June than just two months prior.

Communicating online tends to go hand in hand with meeting in person, and
meeting in person often leads to making retail purchases outside the house.
PYMNTS’ research shows that 59% of the consumers who communicate with
friends, family and loved ones on social media also make digital retail purchases,
and 46% wind up buying groceries online.? Put simply: Having a social life costs

money. Many financially-strapped consumers may be cutting back on digital mes-
saging and social apps as a result.

2 Benchmarking The World’s Digital Transformation. PYMNTS.com. 2022. https:/www.pymnts.com/global-digital-transformation-benchmark-
connected-economy-index-innovation/#wpcf7-f1284903-01. Accessed August 2022.
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FIGURE 5:

HOW CONSUMER ENGAGEMENT IN THE COMMUNICATE PILLAR HAS EVOLVED OVER TIME
Share of consumers of different incomes and financial lifestyles engaging in the communicate pillar, by date
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Source: PYMNTS.com
The ConnectedEconomy™ Monthly Report, August 2022
N = 2,760: Complete responses, fielded June 10, 2022 — June 15, 2022
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PART III:
Clearing the social calendar

Consumers who struggle to pay their bills appear
to be taking themselves off the dating market.
Sixteen percent fewer paycheck-to-paycheck
consumers with difficulties paying bills reported
using dating apps and communicating with

their partners online in June than in April.

FIGURE 6:
USAGE TRENDS IN SELECT COMMUNICATE PILLAR ACTIVITIES, BY INCOME OVER TIME
Share of consumers who engaged in communicate pillar activities at least once in the last 30 days, by demographic group
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Live paycheck to paycheck comfortably

Our latest survey shows that these consumers were not only 16% less likely to
use dating apps in June but they were also 16% less likely to coordinate schedules
with romantic partners and 27% less likely to be running background checks on
romantic partners. It is therefore clear that a significant number of consumers in

financial duress are off the dating market. The only question is whether money is
playing a part in that.

There is evidence to support this notion. One of the biggest decreases in engage-
ment in the communicate pillar was seen among activities that involved spending
the most money: seeking out caretaking services. Consumers living paycheck to
paycheck and struggling were 24% less likely to seek caretakers, dogwalkers and

other personal service providers in June than they were two months prior, making
for the second-greatest two-month decrease of all.
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== Live paycheck to paycheck with difficulty




PART III:

Decreases in levels of engagement in digital communication channels are greatest
Clearing the social calendar

among mid- and low-income consumers living paycheck to paycheck, indicating
that financial considerations could be influencing this change in behavior. Mid-

. income consumers living paycheck to paycheck and struggling to pay their bills
Consum?rs IIVIng paVCh_eCk to payChGCK used dating apps 27% less in June than in April, for instance, and they used digital
—_ espeCIaIIy those earning less than $100,000 channels to communicate with romantic partners 7% less. They also sought out
in annual income — are checking social media, personal care provid(.ers 35% less .th.an in April. This decrease has now contin-
using datlng apps and searching fOI" caregivers ued for two consecutive months. Similar engagement trends are also seen among

low-income consumers in financial duress.

online less than they did in November 2021. o . g
High-income consumers living paycheck to paycheck also cut back on digital com-
munication channels between April and May, but unlike their mid- and low-income
counterparts, their digital engagement has begun to rebound. Twenty-three percent
more high-income consumers living paycheck to paycheck reported using dating
apps in June than in May, and 1% more used digital platforms to locate personal
service providers, such as dogwalkers and babysitters. A similar uptick in their fi-
nancial engagement is seen across the board in the communicate pillar.

FIGURE 7:
HOW CONSUMERS’ DIGITAL COMMUNICATION Check for Communicate — Conduct  Monitor Dhoad content 5
updates on my with a mmunicate onduct a riends an = se an app or
ACTIVITIES HAVE EVOL\_IED OVFR TIME family/friends romantic with friends, background family :1':3?: So:;iTL website to
Share of consumers of different incomes and on social partner using family or a check ona location using pages‘ze " Use a dating locate a
financial lifestyles engaging in select social and media (e.g., an app to romantic potential an app or Instagram“ app or website caregiver
N o Instagram, check in or partner using romantic location g (e-g.,
Facebook
communication activities, by date Facebook) coordinate an app partner tracker (e.g., TikTok) Care.com)
schedules Glympse)
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METHODOLOGY

The ConnectedEconomy™ Monthly Report is based on a survey of a census-
balanced panel of 2,760 U.S. consumers conducted between June 10 and June 16
as a follow-up to a continuing series of studies examining consumers’ shift to a
more digital way of engaging in everyday activities. Respondents were 48 years old
on average, and 52% were female. Thirty-two percent of respondents held college
degrees. We also collected data from consumers in different income brackets:
36% of respondents declared annual incomes of more than $100,000, 31% earned
between $50,000 and $100,000 and 33% earned less than $50,000. Additional
proprietary data from PYMNTS was used for supplementary analysis.

DISCLAIMER

The ConnectedEconomy™ Monthly Report may be updated periodically. While reasonable efforts
are made to keep the content accurate and up to date, PYMNTS.COM: MAKES NO REPRESEN-
TATIONS 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 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.






