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T he 2023 holiday shopping season provided little reprieve 
from rising prices, and United States consumers looked 
for ways to manage their spending . This made card-
linked offers especially attractive to budget-conscious 

shoppers . Many merchants and card issuers wanting to engage 
consumers in today’s competitive marketplace benefited from 
leveraging item-level receipt data to provide card-linked offers 
to shoppers in search of holiday deals . In fact, tailored discounts 
and rewards were key drivers of consumer interest in and use of 
card-linked offers .

In fact, nearly 63 million consumers who planned to make holiday 
purchases this year were highly interested in using card-linked 
offers . Close to two-thirds of cardholders used card-linked offers 
as part of their holiday spending, and 27% of cardholders sur-
veyed said they were very likely to do so . Interest in card-linked 
offers was highest among top spenders: 40% of consumers with 

WHAT’S AT STAKE

children and 39% of millennials said they were highly likely to 
use them during the 2023 holiday season . More than one-half of 
cardholders were interested in switching to merchants provid-
ing product-specific card-linked offers, including new as well as 
loyal shoppers, suggesting that tailored and relevant card-linked 
offers are a tool merchants can use to engage today's shoppers, 
as they cannot pin their hopes on existing brand loyalty alone .

© 2022 PYMNTS All Rights Reserved© 2024 PYMNTS All Rights Reserved

Share of cardholders who reported they 
already used card-linked offers as part 

of their holiday spending

64%
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FIGURE 1: 

Consumers using card-linked offers this holiday season   
Share of card users citing the extent to which they already used card-linked 
offers during the 2023 holiday shopping season 

Source: PYMNTS Intelligence 
Leveraging Item-Level Receipt Data, January 2024

N = 955: Respondents who completed their 2023 holiday purchases prior to being surveyed,  
fielded Oct . 25, 2023 – Oct . 30, 2023
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Leveraging Item-Level Receipt 
Data: How Merchants Engaged Hol-
iday Shoppers With Card-Linked 
Offers, a PYMNTS Intelligence and 
Banyan collaboration, examines 
how merchants and card issuers 
can use item-level receipt data 
to provide tailored and relevant 
card-linked offers that increase 
consumer engagement and attract 
new customers . We surveyed 2,031 
United States consumers from 
Oct . 25, 2023, to Oct . 30, 2023, to 
learn about their use of card-linked 
offers during the 2023 holiday sea-
son as well as their preference for 
personalized card-linked offers and 
interest in switching to merchants 
that provide these offers .

This is what we learned.



08 | Leveraging Item-Level Receipt Data

© 2024 PYMNTS All Rights Reserved

Key Findings | 09

KEY FINDINGS
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01 02
COMPETITIVE EDGE 

Nearly 63 million consumers who planned to make 
holiday purchases this season were highly interested 

in using card-linked offers, giving merchants and 
card issuers with appealing offers an edge.

27% 
Share of card users who were  
very or extremely likely to use 
card-linked offers for their 2023 
holiday purchases

HOLIDAY SWITCH 
More than half of cardholders are interested in 

switching to a merchant that participates in specific 
card-linked offers for their holiday shopping.

57% 
Share of cardholders likely to 
switch to a merchant that  
participates in card-linked offers 
tied to specific products 
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03 04
MORE AWARENESS
Hesitance around using card-linked offers stems 
mostly from lack of information, suggesting that 
increasing consumer understanding could increase 
cardholders’ usage of these offers. 

37% 
Share of cardholders who have not 
used card-linked offers in the last 
12 months because of their lack of 
familiarity with the programs

ATTRACTIVE DISCOUNTS
The availability of discounts and the ease of use 
of card-linked offers drive consumers’ usage and 
consideration of future offers.

49% 
Share of cardholders considering 
using card-linked offers who  
cited reducing costs as the most 
important reason for doing so

Key Findings | 11
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More than half of cardholders say 
they are interested in switching 
to merchants that participate in 
specific card-linked offers for their 
holiday shopping.

Many consumers look for bargains when shopping for the hol-
idays, providing merchants with an opportunity to engage card 
users with product-specific card-linked discounts and rewards . 
More than half of cardholders surveyed report interest in switch-
ing to merchants that provide such card-linked offers: 27% of 
cardholders said they were very or extremely likely to switch, 
and 31% said they were somewhat likely to switch . Willingness 
to switch merchants is concentrated among the largest spend-
ing demographics: 42% of millennials said they would be very or 
extremely likely to switch, as did 40% of consumers with children . 
While 41% of shoppers new to merchants were highly interested 
in switching, nearly one-third of shoppers loyal to their current 
merchants said the same . This suggests that card-linked offers, 
if appealing and relevant, can attract even previously loyal cus-
tomers to new merchants .

PYMNTS  
IN DEPTH
Holiday shopping trends suggest that merchants 
providing tailored and relevant card-linked offers 
are well-positioned to engage existing customers 
and attract new ones.
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FIGURE 2: 

How likely consumers are to switch for card-linked offers
Share of card users who are likely to switch to a merchant that participates in card-linked 
offers tied to specific products, by demographic

Source: PYMNTS Intelligence
Leveraging Item-Level Receipt Data, January 2024

N = 628: Respondents who were offered card-linked offers,  
fielded Oct . 25, 2023 – Oct . 30, 2023

GENERATION

FAMILY STATUS

TYPE OF SHOPPER

Flexibility is the leading driver of cardholder 
interest in switching to merchants provid-
ing product-specific card-linked offers . In 
fact, 31% of consumers highly likely to switch 
to merchants providing card-linked offers 
said the flexibility to choose between sev-
eral savings or reward options was the most 
important reason they would switch . In sec-
ond place, 25% of cardholders highly likely 
to switch cited the opportunity to discover 
new merchants, followed by 21% who con-
sidered relevant and appealing offers crucial 
to their decision . This further suggests that 
card-linked offers can attract cardholders to 
new merchants, but only if offers are tailored 
and relevant .
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Flexibility to 
chose savings 

or reward offers Easy checkout

Ability to 
discover new 
merchants

No need for 
additional cards 

or apps

 
Relevant 

appealing offers
Good cash-

back rewards

Automatically 
applied  

discounts

Nothing would 
prompt  

consideration

31% 15%25% 11%21% 11%20% 4%

FIGURE 3: 

Most compelling reasons to switch 
Share of consumers very or extremely likely to switch to a merchant that participates in 
product-specific card-linked offers who cite select reasons as the most important

Source: PYMNTS Intelligence
Leveraging Item-Level Receipt Data, January 2024

N = 503: Respondents very or extremely likely to switch to merchants that participate in product-specific card-linked offers, fielded Oct . 25, 2023 – Oct . 30, 2023

57%
of consumers are at least somewhat likely to switch to merchants 
that provide product-specific card-linked discounts and rewards.
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Nearly 63 million consumers who 
planned to make holiday purchases 
this season were highly interested 
in using card-linked offers, giving 
merchants and card issuers with 
appealing card-linked offers an 
edge. 

At the time of the survey, 49% of cardholders had already made 
2023 holiday purchases, with 86% planning to do additional 
shopping . Among these shoppers, 69% had received card-linked 
offers, with 28% receiving them for all or most purchases . An 
additional 41% received card-linked offers for some purchases . 
Generation Z consumers, at 90%, were the most likely to receive 
card-linked offers for at least some of their purchases, followed 
by shoppers new to merchants, at 83% . Merchants appear to 
have made good use of card-linked offers to attract new cus-
tomers during the holiday season .
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FIGURE 4: 

How often consumers received card-linked offers
Share of cardholders citing how often they received card-linked offers during the 2023  
holiday season, by demographic

Source: PYMNTS Intelligence
Leveraging Item-Level Receipt Data, January 2024

N = 955: Respondents who have completed holiday purchases so far in 2023,  
fielded Oct . 25, 2023 – Oct . 30, 2023
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Nearly two-thirds of cardholders reported that they had already 
used card-linked offers as part of their holiday spending, and 
27% said they were very or extremely likely to use card-linked 
offers for their holiday purchases . Interest in card-linked offer 
usage was highest among top spenders: 65% of consumers with 
children said they were at least somewhat likely to use card-
linked offers during the holiday season, with 40% saying they 
were highly likely to use card-linked offers for their 2023 holiday 
purchases . Among millennials, 39% said they were highly likely 
to use card-linked offers . This suggests that these consumers 
tend to have higher household expenses and may be more bud-
get conscious when shopping for the holidays .
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FIGURE 5:

Consumers planning to use card-linked offers   
Share of cardholders citing the likelihood that they would use  
card-linked offers during the 2023 holiday season, by demographic
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Leveraging Item-Level Receipt Data, January 2024

N = 2,031: Complete responses,  
fielded Oct . 25, 2023 – Oct . 30, 2023
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The availability of discounts and 
the ease of use of card-linked 
offers drive consumers’ usage and 
consideration of future offers.  

More than half of cardholders who have used card-linked 
offers cite good cash-back rewards and automatically applied 
discounts as the primary drivers of their merchant selection . 
One-third of consumers consider easy checkout an important 
factor when deciding on which card-linked offers to use, with 
12% citing it as the most important factor . Among cardhold-
ers who have not used card-linked offers, 48% have considered 
using them to receive cash-back rewards, while 34% have con-
sidered using them to access discounts and 16% have considered 
them because they provide easy checkout . That savings and 
ease of use appeal to consumers who have and have not used 
card-linked offers highlights areas merchants and card issuers 
can target when tailoring their card-linked offers and thus drive 
consumer spending .
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FIGURE 6: 

Top factors influencing usage of card-linked offers
Share of consumers who have not used card-linked offers citing select factors that would 
make them consider using such offers, by level of importance 

Source: PYMNTS Intelligence
Leveraging Item-Level Receipt Data, January 2024

N = 1,248: Respondents who have not used card-linked offers,  
fielded Oct . 25, 2023 – Oct . 30, 2023
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If the 2023 holiday season was any indication, consumers’ use of 
card-linked offers was driven by savings as well as convenience . 
The data shows that rewards, at 20%, were the card-linked 
offers cardholders used most often, with 48% using them at 
least once . Also, 11% used rewards points most often, with 33% 
using them at least once . Meanwhile 16% of card users used 
free shipping most often this holiday season, with 38% having 
used card-linked offers for free shipping at least once . Consum-
ers’ frequent use of rewards and free shipping offers highlights 
areas merchants and card issuers should target when looking to 
increase consumer spend via tailored card-linked offers .
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FIGURE 7: 

Card-linked offers used for 2023 holiday purchases
Share of cardholders citing select types of card-linked offers they used when shopping for 
their 2023 holiday purchases

Source: PYMNTS Intelligence
Leveraging Item-Level Receipt Data, January 2024

N = 628: Respondents who used card-linked offers in their 2023 holiday 
shopping prior to being surveyed, fielded Oct . 25, 2023 – Oct . 30, 2023
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Nearly half of cardholders who have 
not yet used card-linked offers say good 
cash-back rewards would make them 
reconsider.
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Hesitance around using  
card-linked offers stems mostly 
from lack of information, 
suggesting that increasing 
consumer understanding could 
increase usage of these offers. 

In the last 12 months, 41% of cardholders — representing 
approximately 95 million U .S . consumers — have used credit 
card–linked offer programs . Shoppers new to merchants, at 59%, 
and Gen Z consumers, at 56%, are the most likely to use card-
linked offers, indicating that these offers can drive consumers 
to shop with new merchants . Consumers with children, at 55%, 
and millennials, at 54%, follow closely behind, suggesting that 
these big spenders look for rewards and deals to help manage 
their household expenses . In contrast, sporadic shoppers and 
baby boomers and seniors are the least likely to use card-linked 
offers, implying that they are less interested in rewards and dis-
counts .
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FIGURE 8: 

Use of card-linked offer programs in the last year
Share of consumers who have used card-linked offer programs  
in the last 12 months, by demographic

Source: PYMNTS Intelligence
Leveraging Item-Level Receipt Data, January 2024

N = 2,031: Complete responses,  
fielded Oct . 25, 2023 – Oct . 30, 2023
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FIGURE 9: 

Reasons cardholders do not use card-linked offers 
Share of cardholders citing select reasons for not using card-linked offer programs,  
by level of importance 
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Source: PYMNTS Intelligence
Leveraging Item-Level Receipt Data, January 2024

N = 1,248: Respondents who have not used card-linked offers,  
fielded Oct . 25, 2023 – Oct . 30, 2023

Share of cardholders who have not used 
card-linked offers in the last 12 months who 
cite lack of familiarity as the reason

37%

Data on card-linked offer usage also shows that 37% of card-
holders who have not used card-linked offers in the last 12 
months cite lack of familiarity with these programs as the 
reason . This share is 3 percentage points less than it was 
in August, showing that consumer knowledge is improving . 
Data also reveals that 22% of consumers who have not 
used card-linked offers in the past year are uncomfortable 
sharing personal information, and 21% believe the offers are 
irrelevant . There are two key actions merchants and card 
issuers can take to improve interest in card-linked offers 
among the 78% of consumers who could be convinced to 
start using them . One is raising consumer awareness of 
card-linked offers; the other is improving offer relevance 
with better personalization based on customer prefer-
ences and needs .
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Consumers are nearly twice as 
likely to prefer merchant-specific 
rewards — except for offers 
essential to daily life, such as those 
for groceries and commuting.  

Just 1 in 5 card users prefer to get product-specific discounts 
over merchant-specific discounts . However, nearly two-thirds 
of consumers show great interest in using a product-specific 
card-linked offer for at least one product essential to daily life . 
This suggests that product-specific card-linked offers for daily 
essentials are less common and may be underutilized by card 
providers and merchants .

DATA   
FOCUS
Despite high levels of interest in  
merchant-specific rewards, cardholders 
prefer product-specific offers when  
purchasing daily essentials.
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Consumers are particularly interested in product-specific card-
linked offers related to everyday expenses . For instance, 60% 
of all cardholders are very or extremely likely to use product- 
specific card-linked offers for both commuting and groceries . 
This is followed by subscriptions and wellness, at 54%; bills, at 
52%; and restaurants, at 50% . In addition to “daily life” prod-
ucts, consumers also value long-distance travel discounts: 63% 
of users showed high interest in these offers . 

Consumers with children who tend to spend the most on house-
hold expenses show higher interest than other consumers . For 
example, 68% of these cardholders are very or extremely likely 
to use product-specific card-linked offers for commuting, 67% 
would use product-specific offers for groceries and 75% would 
use long-distance travel discounts . This further highlights the 
fact that merchants and card issuers have an opportunity to 
increase spending among these consumers with tailored and 
relevant product-specific card-linked offers .
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FIGURE 10: 

Consumer use of product-specific card-linked offers 
Share of consumers who report being very or extremely likely  
to use select product-specific card-linked offers 
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Source: PYMNTS Intelligence
Leveraging Item-Level Receipt Data, January 2024

N = 2,031: Complete responses, fielded Oct . 25, 2023 – Oct . 30, 2023
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ACTIONABLE   
INSIGHTS

Savings and ease of use were 
key drivers of interest in card-
linked offers among consumers . 
Moreover, consumer use of card-
linked offers this holiday season 
was also driven by savings and 
convenience . From rewards and 
discounts to easy checkout and 
free shipping, these are areas 
where merchants and card issuers 
can tailor their card-linked offers 
to increase consumer spending .

03
Although overall consumer 
awareness of card-linked offers is 
improving, more than one-third of 
consumers not using card-linked 
offers still cite lack of familiarity as 
the reason . One in 5 consumers 
who do not use card-linked offers 
believe the offers are irrelevant . 
Two key actions that merchants 
and card issuers can take to 
increase card-linked offer usage 
are raising consumer awareness 
and personalizing offers based on 
customer needs . 

04
Both loyal and new shoppers 
report high levels of interest 
in switching from their current 
merchants to those providing 
product-specific card-linked 
offers . These offers, if appealing 
and relevant, can attract even loyal 
customers to new merchants . 
If merchants personalize and 
tailor their product-specific card-
linked offers, a sizeable portion 
of consumers would switch their 
spending to take advantage of 
these rewards and savings .

01
Consumers are highly interested 
in product-specific card-linked 
offers for daily essentials, espe-
cially those with children, who 
tend to spend the most on 
household expenses . Card-
linked offers related to daily 
essentials may be underutilized 
by merchants and card issuers . 
In fact, they could provide an 
opportunity to increase spend-
ing among budget-conscious 
consumers with relevant dis-
counts and reward offers .

02



What’s at Stake | 37

© 2024 PYMNTS All Rights Reserved

Leveraging Item-Level Receipt Data: How 
Merchants Engaged Holiday Shoppers With 
Card-Linked Offers, a PYMNTS Intelligence 
and Banyan collaboration, examines how mer-

chants and card issuers can use item-level receipt data 
to provide tailored and relevant card-linked offers that 
increase consumer engagement and attract new cus-
tomers. We surveyed 2,031 United States consumers 
from Oct. 25, 2023, to Oct. 30, 2023, to learn about 
their use of card-linked offers during the 2023 holiday 
season as well as their preference for personalized 
card-linked offers and interest in switching to merchants 
that provide these offers. Fifty-two percent of respon-
dents identified as women, 34% held a college degree, 
their average age was 47 and 40% earned more than 
$100,000 annually.
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Leveraging Item-Level Receipt Data: How Merchants Engaged Holiday Shoppers With 
Card-Linked Offers, may be updated periodically. While reasonable efforts are made to 
keep the content accurate and up to date, PYMNTS 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 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 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 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 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 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 
is the property of PYMNTS and cannot be reproduced without its prior written 
permission. 

DISCLAIMER

ABOUT
PYMNTS Intelligence is a leading global data and analytics platform 
that uses proprietary data and methods to provide actionable in-
sights on what’s now and what’s next in payments, commerce and 
the digital economy . Its team of data scientists include leading 
economists, econometricians, survey experts, financial analysts 
and marketing scientists with deep experience in the application of 
data to the issues that define the future of the digital transforma-
tion of the global economy . This multi-lingual team has conduct-
ed original data collection and analysis in more than three dozen 
global markets for some of the world’s leading publicly traded and 
privately held firms .

Banyan is the leading data collaboration platform for item-level 
purchase receipt data . Our privacy-first, first-of-its-kind data in-
frastructure brings together merchants, banks, FinTechs and their 
payments commerce partners onto a platform where they can un-
lock growth and efficiency solutions — fast, simple and secure .

To learn more, visit www .banyan .com

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 .

https://pymnts.com/
http://www.banyan.com
mailto:feedback%40pymnts.com?subject=Leveraging%20Item-Level%20Receipt%20Data

