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WHAT'S AT STAKE 1

plit-payment plans, also known as installment plans, By diVidiﬂg purchases INto
break up purchases into smaller scheduled payments .

PP "o bay manageable portions,
over time. Though the concept is simple enough, data

reveals that a gap persists between merchants’ per- installment payments can
ceptions of split-payment plans and their actual offerings. The lower the percentage of online

confusion stems at least in part from post-purchase conver- .
sions banks facilitate for their customers and the mistaken ShOpplﬂg cart abandonments,

belief among some merchants that they are themselves the ones but robust Security measures

entirely handling the execution of these installment payments.

are needed to protect sensitive
Despite that back-end complexity, consumers are demonstrating

appetite for split-payment options of all sorts, and the potential financial information, as

of these plans to increase sales and improve customer satis- data breaches can lead to
faction has become increasingly tangible to merchants. Nearly
two-thirds of merchants cite higher transparency in payment
processing as a benefit specific to offering general-purpose — Restaurant CEO

reputational damage.

credit card installment plans, and even with integration chal-
lenges and investment costs, 4 in 5 firms plan to improve their
ability to accept these payments in the future. Although mer-
chants’ satisfaction levels with plans vary by the type of plan ,_,

offered, a significant number remain committed to enhancing
the ability to accept these split payments in the future.
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Moreover, the latest data on merchant use of installment plans
— not only general-purpose card plans but also buy now,
pay later (BNPL) and split-payment plans that use merchant/
store cards — reveals increasing alignment between merchant
offerings and consumer preferences. While consumers most
frequently complain about the inability to use their preferred
payment methods, few grouse about theirinability to use general-
purpose card installment plans — likely because close to one-
third of merchants offer this type of payment option both online
and in-store. As the market for each split-payment option con-
tinues to evolve, more merchants plan to tackle the challenges
unique to implementing each type of plan — challenges detailed
later in this report.

What's At Stake | 07

Unpacking Merchant Strategies and Consumer Demand for
Flexible Payment Plans is a PYMNTS Intelligence and Splitit col-
laboration. This report examines merchants’ current support of
and interest in offering various installment plans and draws on
insights from an original survey of 100 merchants conducted from
Sept. 5, 2023, to Sept. 26, 2023. The report is further grounded
in data from a recontact survey of 50 firms conducted from Dec.
7, 2023, to Dec. 14, 2023, which uncovered the underlying con-
fusion among merchants about installment payment options,
highlighting the challenges merchants face in a rapidly evolving
retail landscape.

This is what we learned.

When installment plans are offered to customers, it enables
them to buy higher-priced products and, afterward, pay their
payments in installments, which is relatively affordable for
them and thus improves the overall revenue of the business.
The processing costs associated with the payment are higher
than anticipated, affecting our business's financial standing.

— COO in eCommerce/eTail , ’

. Spllttt © 2024 PYMNTS All Rights Reserved
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KEY FINDINGS

a'l

WIDE-RANGING CONSUMER DEMAND

Merchants are working to meet consumers’ demand
for a range of split-payment plans, including BNPL
schemes, merchant/store card-based offerings and
general-purpose credit card installment plans.

Share of merchants offering
consumers installment plans during
checkout using an existing general-

purpose credit card from any bank

MR | @splitit

TREAT YOURSELF

While consumers say they use installment plans for a
variety of products, merchants report that consumers

use these plans primarily for spending on their
personal appearance.

iat

1%

Portion of merchants reporting that
consumers have used general-purpose
card installment plans to buy clothing
and accessories or health and beauty
products

Key Findings | 09
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a'[?

ADVANTAGES AND OBSTACLES

Split-payment options offer more benefits
than challenges and notably improved payment
transparency via general-purpose credit card
installments.

INNOVATION AHEAD

Merchants, recognizing that the use of split-payment
plans will increase moving forward, plan to innovate
in this area and are emphasizing options with
general-purpose credit cards.

o) 78%

Portion of merchants planning to
improve their ability to accept general-
purpose card installments; in general,
they tend to see these payment plans
as a means to increase sales and
improve customer satisfaction

Share of merchants citing higher
transparency in payment processing as
a benefit of offering general-purpose
credit card installment plans, while

56% cite a reduction in delinquencies

PYMNTS it
INTEL I IGENCE ' splltlt © 2024 PYMNTS All Rights Reserved
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PYMNTS
IN DEPTH

Merchants are working to meet the growing
consumer demand for payment flexibility
by implementing a range of split-payment
options, including BNPL, merchant/store
card-based offerings and general-purpose
card installment plans.

P split
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One-fifth of merchants note
consumer dissatisfaction with
limited payment options, such as
scarce BNPL offerings, yet 60% of
consumers have used installment
plans, mainly through general-
purpose credit cards.

Consumers’ most frequent complaint about installment plan
options is the inability to use their preferred payment method,
according to 1in 5 merchants. Another 1 in 5 merchants report
consumers’ inability to pay how they want to as a complaint
they have received. Fittingly, the second-most common com-
plaint merchants received is a lack of BNPL options — itself
another way of articulating that a preferred payment method is
not available. Our consumer edition of this report series found
that 60% of consumers used an installment plan in the last year,
with the greatest share (45%) having used an installment plan
as part of a general-purpose credit card offered by any bank!
PYMNTS Intelligence’s analysis finds that around one-third of
merchants currently extend customers some sort of installment
plan at checkout.

1 Acquirers’ Navigation of an Uncertain Installment Plan Landscape. PYMNTS Intelligence. 2023.
. Accessed January 2024.

© 2024 PYMNTS All Rights Reserved
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FIGURE 1:

Inability to use preferred payment is the top complaint
Share of merchants that report receiving select complaints from consumers about their

payment processes over the last 12 months

B Most frequently received complaint
B Complaint received

Total

Payment process takes too long
8.0%
40.0% I
48.0%

Inability to make instant payments
6.0% .
34.0% I
40.0%

Inability to use their preferred payment

methods
20.0% I
20.0% I
40.0%

Security issues
12.0%
26.0% I
38.0%

Difficult to contact customer service
14.0% W
24.0% I
38.0%

Lack of buy now, pay later options
18.0% M
20.0% I—
38.0%

Payment process is too complicated
4.0% m
32.0% I
36.0%

Inability to split payments into monthly

installments using a credit card
4.0% m
14.0% -
18.0%

Lack of information about accepted

payment options
8.0%
4.0% M
12.0%

Lack of other credit options
0.0%
6.0%
6.0%

Inability to split payments into monthly

installments using a store card
2.0% 1
2.0% 1
4.0%

No complaints
4.0% m
0.0%
4.0%

Source: PYMNTS Intelligence

Unpacking Merchant Strategies and Consumer Demand for Flexible Payment Plans, February 2024

P splitit

N = 50: Complete responses, fielded Dec. 7, 2023 - Dec. 14, 2023

PYMNTS in Depth

Differences have started to emerge in consumers’ usage habits
with installment plans based on purchase price. For example,
merchants report that consumers exhibit a preference for using
general-purpose cards on larger purchases, whereas BNPL plans
are preferred for smaller purchases. The data reveals that 80%
of customers prefer BNPL for purchases of less than $100, yet
only 10% prefer BNPL for purchases of over $1,000. As a result,
merchants are starting to see customers spend more, thanks in
part to offering consumers split-payment options. The typical
purchase made with a general-purpose credit card plan in the
last 12 months was $1,500 — more than double the purchase
size made with BNPL, at $685; merchant/store card installment
plans came in even lower, at $638.

With larger price tags come longer repayment timelines,
and therefore it makes sense that consumers using general-
purpose credit card installment plans take the longest time
to complete their payments. The typical credit card-based
split-payment purchase in the last year was cut into 18 monthly
installments, with the average dropping to 14 months for
merchant/store card installment plan purchases and just eight
months for BNPL-powered purchases. While consumers most
use these split-payment plans primarily for everyday spend-
ing on their personal appearance, general-purpose credit card
plans used for travel and leisure represent the largest typical
purchase amount of any split-payment option: $6,750.

15
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FIGURE 2:

Installment plans support larger typical purchases
Median purchase amount for which individual customers used an installment plan
in the last 12 months

GENERAL-PURPOSE MERCHANT/STORE BUY NOW,

* Sample $1,500 $638 $685
ANNUAL REVENUE

* More than $750M $875 $875 $638
+ $250 - $750M $3,500 $625 $875
+ $50 - $250M $3,500 $400 $625
INDUSTRY

» Healthcare or medical $4,500 N/A N/A
» Restaurant $625 N/A $875
* Travel and leisure $6,750 N/A $1,500
» Education $400 N/A $638
« eCommerce/eTail $1,500 $400 $4,600
* Retail trade $875 $638 $519

PYMNTS
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Source: PYMNTS Intelligence
Unpacking Merchant Strategies and Consumer Demand for Flexible Payment Plans, February 2024

N varies and represents firms that support select split-payment methods, fielded Dec. 7, 2023 - Dec. 14, 2023
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Although consumers report using installment plans for a vari-
ety of products, merchants say that consumers largely use
these plans primarily for spending on their personal appear-
ance. PYMNTS Intelligence analysis finds that 71% of surveyed
retailers report that their customers have predominantly used
general-purpose card installment plans to buy clothing and
accessories or health and beauty products. For clothing and
accessories alone, the share of consumers opting to use BNPL
is 72%, but this category is really where branded merchant/
store card plans shine: 80% of retailers cite this installment
type being used for clothing and accessories purchased in the
last 12 months. Meanwhile, the share of consumers opting to
use BNPL for health and beauty products is 50%, while 60% cite
merchant/store card plans being used in this category over the
past 12 months. Finally, 57% of merchants report that consum-
ers have used general-purpose card installment plans to buy
home furnishings, compared to 60% who used merchant/store
cards and 39% who used BNPL in this category. These spend-
ing patterns suggest that consumers select an installment plan
based on purchase price, which should inform merchants’ stra-
tegic alignment of payment options with these behaviors.

© 2024 PYMNTS All Rights Reserved
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FIGURE 3:

What consumers use split-payment plans on

. .. .. L. . . @ General-purpose credit card installment plans
Share of retailers citing the type of purchases their individual customers have used installment plans on in the last 12 months

@ Merchant/store card installment plans

Buy now, pay later

80.0%
80% (]
71.4% 71.4%
® ®
70%
60.0% 60.0%
0,
oo ? 571% ¢
®
50%
42.9% 42.9%
®  40.0% *
40% ®
200 28.6%
®
20.0% 20.0%
20% ) ®
14.3% 14.3% 14.3% 14.3%
10%
0.0% 0.0% 0.0% 0.0%
@ . @ . @ . @
Clothing and Health and Home Consumer Books, music or Appliances Sporting or Groceries Building materials Auto parts
accessories beauty products furnishings electronics hobby items outdoor products and garden supplies
Source: PYMNTS Intelligence
Unpacking Merchant Strategies and Consumer Demand for Flexible Payment Plans, February 2024
N varies and represents firms that support split payments and operate in the retail or eCommerce industry, fielded Dec. 7, 2023 - Dec. 14, 2023
PYMNTS it
INTELIIGENCE . spllti‘t © 2024 PYMNTS All Rights Reserved
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Merchants are aware of the mis-
match between when they prefer
to offer installment plans and the
earlier timing consumers desire,
which is reflected in the compar-
atively lower satisfaction rates for
these programs.

Although 30% of merchants believe consumers would prefer
to know about their options before deciding what to buy, only
4% of merchants prefer offering customers a bank-issued card
installment plan prior to checkout. Rather, merchant practices
at present favor introducing these plans during or after check-
out. For example, 38% of merchants offer general-purpose credit
card plans at checkout in-store, while 31% offer this option at
checkout online. BNPL options have proliferated online, however,

Psplitit

PYMNTS in Depth | 21

38%

Share of merchants offering
general-purpose credit card plans at
checkout in-store

and while 41% of merchants offer BNPL at checkout in-store,
61% offer this option during checkout online. To bring split-
payment plans in line with consumer preferences will require
that merchants communicate the offer before checkout, as
many merchants already have the technical capabilities in place
to facilitate installment plans. However, the data suggests that
merchants still need to add monthly pricing options to their
product pages to alert customers of their payment options.

© 2024 PYMNTS All Rights Reserved
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FIGURE 4:

Few merchants offer general-purpose credit card plans online prior to checkout
Share of merchants that offer various split-payment options to individual customers

GENERAL-PURPOSE MERCHANT/STORE

NS S Ds CARDINSTALMENT o e
» Offer during checkout in the physical store 38.2% 8.8% 41.2%
» Offer via signage across the physical store 17.6% 5.9% 8.8%
» Offer online during checkout 30.6% 6.1% 61.2%
» Offer online before the checkout page 8.2% 2.0% 34.7%
* Do not offer 62.0% 90.0% 38.0%

Source: PYMNTS Intelligence
Unpacking Merchant Strategies and Consumer Demand for Flexible Payment Plans, February 2024
N = 50: Complete responses, fielded Dec. 7, 2023 - Dec. 14, 2023

Only 28% of merchants report feeling very satisfied with installment
programs using general-purpose cards, yet 60% feel this way about
offering merchant/store card-based plans and 77% feel the same
about BNPL. This discrepancy points to the persistent gap between
when merchants currently communicate their installment offerings
to customers and the technical capabilities that they have in place
to facilitate installment plans. Success in this arena requires not just
a recognition of the benefits associated with these split-payment
plans but also a strategic, informed approach to their implementa-
tion to ensure alignment in messaging to consumers on one hand
and operational capabilities on the other.

P splitit
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FIGURE 5:

Merchants’ satisfaction with split-payment options
Share of merchants reporting select levels of satisfaction with offering individual
customers the option to pay using general-purpose credit card installment plans

GENERAL-PURPOSE CREDIT CARD
INSTALLMENT PLANS

@ Very or extremely satisfied: 27.8%
@® Somewhat satisfied: 61.1%
@ Slightly or not at all satisfied: 11.1%

MERCHANT/STORE CARD
INSTALLMENT PLANS

@ Very or extremely satisfied: 60.0%
@® Somewhat satisfied: 40.0%
@ slightly or not at all satisfied: 0.0%

BUY NOW, PAY LATER

@ Very or extremely satisfied: 77.4%
@® Somewhat satisfied: 19.4%
@ slightly or not at all satisfied: 3.2%

Source: PYMNTS Intelligence

Unpacking Merchant Strategies and Consumer Demand for Flexible Payment Plans, February 2024

N = 18: Merchants that offer general-purpose credit installments; N = 5: Merchants that offer merchant card installment plans;
N = 31: Merchants that offer BNPL, fielded Dec. 7, 2023 — Dec. 14, 2023

© 2024 PYMNTS All Rights Reserved
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Although merchants largely benefit
from offering installment plans,
half report increased chargebacks
and difficulties integrating
different systems.

Merchants that offer split-payment plans enjoy improved cus-
tomer satisfaction — at 44% and 55% for general-purpose
credit card and BNPL plans, respectively — and increased sales
are reported by roughly 50% of merchants for both general-
purpose card and BNPL options, among other benefits. Likewise,
the data reveals that 61% of merchants cite higher transparency
in payment processing as a benefit of offering general-purpose
credit card installment plans while 56% cite a reduction in delin-
quencies. These findings suggest that split-payment plans are
more than mere payment facilitators and have started to repre-
sent another set of strategic tools that contribute to customer
loyalty, market expansion and operational security. Thanks to
offering general-purpose credit card installment plans, 39% of
merchants report a reduction in declined transactions, and 48%
report the same performance for BNPL offerings.

P splitit

FIGURE 6:
The upside of split payments

What's At Stake |

Share of merchants citing the benefits of offering individual customers the option to pay

using an installment plan (last 12 months)

M General-purpose credit card installment plans
B Merchant/store card installment plans

Buy now, pay later

More transparency in payment
processes
611% IEEE——
20.0% —
38.7%

Reduction in delinquencies
55.6% I
40.0% I
0.0%

Increased sales
50.0% I
40.0% I
51.6%

Meeting demand-driven changes in
consumer behavior
50.0% I
20.0% E—
161%

Improved customer satisfaction
44.4% IEE—
40.0% I
54.8%

Simplified process of receiving
payments

38.9% ME———

20.0% —

41.9%

Reduction in declined transactions
38.9% I
20.0% I
48.4%

Lower processing costs and fees
38.9% MEmE——
0.0%
32.3%

Gained new customers

33.3% —
20.0%
48.4%

Faster payments processing

33.3% I—
40.0% I
54.8%

Better tracking of payments

33.3% —
40.0% I
35.5%

Advantage over competitors
27.8% I

40.0% I

58.1%

Retained existing customers
27.8% I

40.0% I

19.4%
Improved data security

22.2% W
40.0% I
38.7%

Lower fraud

22.2% W
20.0% —

12.9%

Reduced chargebacks
1% m—

40.0% I
22.6%

Source: PYMNTS Intelligence

Unpacking Merchant Strategies and Consumer Demand for
Flexible Payment Plans, February 2024

N varies and represents firms that support select split-
payment methods, fielded Dec. 7, 2023 - Dec. 14, 2023

25
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Although merchants largely see the upside to offering split- FIGURE 7:
Split-payment plans’ benefits-to-challenges ratio
payment plans, they can encounter several Challenges when Average number of benefits obtained and difficulties experienced,
implementing these options — but not so many to tip the by installment plan option
scales, data shows. Overall, merchants see almost six benefits
. . GENERAL- MERCHANT/
from offering general-purpose split-payment plans, compared PURPOSE STORE CARD SUY NOW, PAY

to 2.4 inhibitors — not all that much more than the 2.1 inhibitors ST T ST T LATER
reported by those offering BNPL for the same number of benefits.

However, half of surveyed merchants report that general-pur-

pose card installment plans, such as those offered by banks ..' .. ..I
and networks, specifically created difficulties when integrat-

ing different systems, whereas 40% of those offering merchant ST T

plans reported integration challenges when implementing mer- E)(()PREE?I\JIICE:ISED 24 20 21
chant/store card options, and only 19% of those offering BNPL

said the same. This higher rate of difficulty could impact mer-

chants’ ability and willingness to offer general-purpose credit

card installment plans — and thus their ability to capture larger

purchases from some customers.

BENEFITS
OBTAINED

Source: PYMNTS Intelligence
Unpacking Merchant Strategies and Consumer Demand for Flexible Payment Plans, February 2024
N varies and represents firms that support select split-payment methods, fielded Dec. 7, 2023 - Dec. 14, 2023
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Implementation is not the only issue: Half of surveyed merchants
report that general-purpose card installment plans resulted in
increased chargebacks, which directly cost merchants. Other
split-payment options are far less likely to trigger more charge-
backs than normal, as the share falls to 20% for merchant/store
card options and 13% for those offering BNPL. Moreover, 40% of
merchants highlight the complicated process of receiving pay-
ments and slow processing when using merchant/store card
installment plans. For BNPL, by contrast, the highest dissatis-
faction for merchants lies in the challenges of measuring return
on investment, at 29%.

P splitit

FIGURE 8:

Difficulties integrating different systems

What's At Stake

Share of merchants citing difficulties or issues experienced when offering individual
customers the option to pay using an installment plan in the last 12 months

M General-purpose credit card installment plans
B Merchant/store card installment plans

Buy now, pay later

Difficulties integrating different
systems

50.0% I

40.0% I

19.4%

Increased chargebacks
50.0% I
20.0% —

12.9%

High investment and set-up costs
27.8% MEmmm——
20.0% I—
22.6%

Complicated process of receiving
payments

27.8% Mmm——

40.0% I

25.8%

Slow processing of payments
27.8% Mmmm——
40.0% I
12.9%

High processing costs and fees
16.7% mmm—
0.0%
19.4%

High risk of payment failure
16.7% M
0.0%
19.4%

Difficulty tracking payments
M1% m—
20.0% —
161%

Difficulty measuring return on
investment
1% m—
0.0%
29.0%

Lack of transparency in payment
process

1% —

0.0%

161%

High risk of fraud or data theft
5.6%
20.0% —
9.7%

Low customer demand for this
payment option

0.0%

0.0%

0.0%

Benefits of offering this split payment

option do not justify its cost
0.0%
40.0% I
3.2%

Source: PYMNTS Intelligence

Unpacking Merchant Strategies and Consumer Demand for
Flexible Payment Plans, February 2024

N varies and represents firms that support select split-
payment methods, fielded Dec. 7, 2023 - Dec. 14, 2023

29
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° ° FIGURE 9:
M e rChants recogn Ize that InStall- How merchants think pre-purchase plan offers would impact customers
- ° - Share of merchants citing how likely their individual customers would be to take select
ment use Wlll InNcrease movi ng actions if offered the option to pay with a general-purpose card installment plan before

deciding what to buy, as compared to getting this offer after making the purchase

forward, leading most merchants
to plan innovation in this area

despite the challenges. ) ]
32.0%) 28.0% 38.% zgﬂ)

With general-purpose card installment plans seeming to be a TS

Annual revenue

$50M - $250M
reliable route to increased sales and improved customer satis-

faction, nearly 4 in 5 merchants plan to improve or are currently
improving their ability to accept these payments. Indeed, 48%
of merchants report that better chances at increasing sales is \ \

a benefit of offering customers an installment plan that uses

the existing limit fn bank-issued credit cards. Other bene- 34.8% 26.1% 21.4% 35.7%
fits reported by 48% of merchants include these plans’ ability
to result in fewer declined transactions and faster payment

$250M - $750M MORE THAN $750M
processing. Nearly one-third of surveyed merchants think con-
sumers are likely to purchase higher-priced items when offered
the ability to use a general-purpose credit card installment plan
before checkout, and 28% of surveyed merchants think consum- W Purchasing higher-priced items or services Source: PYMNTS Intelligence
i . . B Purchasing more items Unpacking Merchant Strategies and Consumer Demand for Flexible
ers are likely to purchase more items when offered the ability to Payment Plans, February 2024
. . . . N = 50: Complete responses, fielded Dec. 7, 2023 - Dec. 14, 2023
use this type of split-payment plan before making a purchasing
decision.

PYMNTS
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1

In pursuit of revenue growth, 26% of merchants are already inno-
vating in the areas of general-purpose card and/or merchant/store
card-based installment plan capabilities. Another 16% are at least
planning to do so in the next year, while 36% intend to innovate
in this area down the road. Altogether, nearly 4 in 5 firms plan to
improve the ability to accept general-purpose card installments in

the future, as they see these payment plans as a way to increase
sales and improve customer satisfaction. Interestingly, the largest Altogether, near[y 4 in 5 firms

firms are the least likely to be currently or imminently innovating, p[an to improve the abi[ity to

although 50% plan to innovate in the more distant future.
accept general-purpose card

installments in the future, as
they see these payment plans

FIGURE 10:

Firm size and split-payment innovation
Share of merchants that are innovating or plan to innovate capabilities to accept payments

from individual customers using installment plans with credit or merchant/store cards as a way to increase SaLeS and
improve customer satisfaction.

DID NOT DECIDE TO

PLAN TO INNOVATE PLAN TO INNOVATE, OR NOT CURRENTLY

CURRENTLY WITHIN THE BUT NOT WITHIN

INNOVATING NEXT YEAR THE NEXT YEAR PLIQ',\\II'(\I)I\'/\‘A(_EI_JO
* Sample 26.0% 16.0% 36.0% 22.0%
Annual revenue
* $50M - $250M 23.1% 15.4% 46.2% 15.4%
* $250M - $750M 30.4% 21.7% 21.7% 26.1%
e More than $750M 21.4% 1% 50.0% 21.4% ,_,

Unpacking Merchant Strategies and Consumer Demand for Flexible Payment Plans, February 2024
N = 50: Complete responses, fielded Dec. 7, 2023 - Dec. 14, 2023
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As consumer preferences continue to shift toward
more flexible payment solutions, merchants
should leverage detailed consumer behavior data
to tailor their split-payment offerings. Analyzing
purchasing patterns and preferences can help
merchants offer the right mix of BNPL, merchant/
store card and general-purpose card plans, thereby
enhancing customer satisfaction and increasing
sales conversion rates. Proactive data utilization
— especially in apparel, where more than 70% of
retailers report customers have used installment
plans in the last 12 months — will enable firms
to anticipate and meet evolving consumer needs
effectively.

Actionable Insights | 35

Until more robust capabilities come online, mer-
chants should develop concise informational
campaigns that delineate the different installment
plans they offer, including their terms, benefits
and suitability for various purchase types. After
all, only 4% of merchants prefer offering custom-
ers a bank-issued card installment plan prior to
checkout even though almost one-third believe
consumers would prefer to know about their
options before deciding what to buy. Educated
consumers — particularly those made aware of
their options before checkout — are more likely to
utilize these payment options, leading to increased
uptake and loyalty.
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To maximize the efficacy of split-payment plans,
merchants should enhance their payment systems,
as 56% of merchants report a reduction in delin-
quencies from offering general-purpose credit
card installment plans. These upgrades are critical
to meeting the expectations of some 38% of mer-
chants that note the importance of these plans in
attracting new customers as well as the 48% that
recognize their potential to increase sales. With a
fraction of firms viewing the costs as unjustifiable,
it is evident that most merchants value the long-
term benefits and customer satisfaction that a
well-integrated payment infrastructure can bring.

What's At Stake | 37

‘ Psplitit

Anticipating an uptick in the adoption of split-
payment plans, merchants are poised to inno-
vate their payment systems, with 78% planning
to enhance their infrastructure to support gener-
al-purpose card installments. This strategic shift
is fueled by the recognition that such payment
options are not just enablers of sales growth but
are also instrumental in elevating customer satis-
faction levels.
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METHODOLOGY

npacking Merchant Strategies and Consumer Demand for
Flexible Payment Plans, a PYMNTS Intelligence and Spli-
tit collaboration, examines merchants’ current support of
and interest in offering various installment plans and draws

on insights from an original survey of 100 merchants conducted from
Sept. 5, 2023, to Sept. 26, 2023. The report is further grounded in
data from a recontact survey of 50 firms conducted from Dec. 7, 2023,

to Dec. 14, 2023, which uncovered the underlying confusion among

merchants about installment payment options, highlighting the chal-

lenges merchants face in a rapidly evolving retail landscape.

We limited the sample to firms that met the following qualifications:

Generated revenue in the following industry segments:
eCommerce/eTail, education, restaurant, healthcare or
medical, retail trade and travel and leisure

Made more than 50% of their sales to consumers
Generated annual revenues greater than $50 million

Made sales with credit cards, store cards or BNPL

THE PYMNTS INTELLIGENCE TEAM THAT PRODUCED THIS REPORT
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PYMNTS Intelligence is a leading global data and analytics platform that uses
proprietary data and methods to provide actionable insights 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 appli-
cation of data to the issues that define the future of the digital transformation
of the global economy. This multi-lingual team has conducted 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.

Splitit powers the next generation of commerce innovation through its mer-
chant-branded Installments-as-a-Service platform. Splitit is solving the chal-
lenges businesses face with legacy BNPL while unlocking BNPL at the point of
sale for card networks, issuers and acquirers all through a single network API.

Splitit’s white-label platform mitigates issues with legacy BNPL like the de-
clining conversion funnel, clutter at the checkout and a lack of control of the
merchant's customer experience while putting the power back in the hands
of merchants to nurture and retain customers, drive conversion and increase
average order value. Easy to adopt, integrate and operate, Splitit delivers an
uncluttered, simplified, card-attached experience embedded into their existing
purchase flow.

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.
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