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F or small to mid-size businesses (SMBs), credit 
is far more than a financial convenience—it is a 
strategic tool that shapes daily operations and long-
term growth decisions. Firms of different sizes and 

industries rely on credit in distinct ways: Larger SMBs and 
credit-intensive sectors favor business credit cards and 
receivables-backed working capital, while smaller firms 
often turn to personal cards to bridge unexpected costs or 
short-term gaps.

Despite different usage patterns, flexibility rules the credit 
card wish list: installments, dynamic limits, virtual cards 
and spending controls tailored to operational realities. Most 
SMBs are confident in their ability to secure new credit, 
meaning that the competition among issuers is no longer 
about access to credit but about delivering the right features 
at the right price.

WHAT’S AT STAKE

For providers of credit to smaller businesses, it’s imperative 
to understand the diverse needs of SMBs and offer flexible, 
feature-rich products that can drive loyalty and engagement. In 
an environment where card-based credit is widely accessible, the 
value to business cardholders lies in adaptability and control. Card 
issuers that understand how SMBs use credit and the features 
they value most can position themselves as offering products 
that make the difference between a business thriving and merely 
getting by.

is the average annual fee that SMBs  
less than five years old would be willing 

to pay for flexible spending solutions like 
installments or dynamic limits.

$149.37
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96%
of high-revenue SMBs  
think they would get approved  
for a new business credit card.

These are just some of the findings detailed in 
SMB Growth Monitor: Small Businesses, Big Credit 
Needs, a PYMNTS Intelligence and i2c collaboration. 
This edition examines how firms use credit and 
what they want from credit solutions. It draws on 
insights from a survey of 514 owners, founders, 
solo practitioners, executive directors and vice 
presidents at U.S. small and medium-sized 
businesses conducted from July 30, 2025, to Aug. 
12, 2025.

This is what we learned.

What’s at Stake  |  7
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KEY FINDINGS

01 02
Business card usage varies  

by planned vs. unplanned needs.
SMBs use business credit cards to pay for planned 
expenses, but often utilize personal cards to cover 

surprises or emergencies.

Larger SMBs lean on credit,  
but pull back in uncertain times.

Larger businesses and credit-intensive industries 
not only rely more on business cards for daily 

operations; they also use credit more frequently 
each month than their smaller peers.

25
credit transactions occur on average 
every 20 days for SMBs with more 
than $1M in annual revenue.

53%
of business credit card use is mostly 
or completely planned.
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03 04
SMBs shop cards based  
on features, not approval.
SMBs say they aren’t worried about credit 
approval. So for issuers, the competition is not 
about access, but about providing the right 
features at the right price.

SMBs will pay  
for flexible spending.
SMBs put flexible spending solutions at the top of 
their credit wish lists.

$126
is the average annual fee that SMBs 
would be willing to pay for flexible 
spending solutions like installments  
or dynamic limits.

83%
of SMBs think they would get 
approved for a new business  
credit card.
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Larger SMBs typically lean on 
credit the most.

Larger SMBs rely more on business credit cards compared 
to smaller ones, while smaller businesses are more likely to 
use personal cards compared to larger SMBs. Specifically, 
high-revenue SMBs (those with annual revenues exceeding 
$1 million) use business credit cards for 39% of their credit 
transactions, while low-revenue ones (with yearly revenues 
under $150,000) use business cards for only 30% of their credit 
transactions. Conversely, low-revenue SMBs use personal 
credit cards for 30% of transactions, while high-revenue 
SMBs use them for only 24%.

PYMNTS 
IN DEPTH
For small businesses, the future of credit 
lies in adaptable tools, tailored benefits 
and pricing that supports both growth 
strategies and unexpected challenges.

PYMNTS in Depth  |  1312  |  SMB Growth Monitor: Small Businesses, Big Credit Needs
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FIGURE 1

How often SMBs use different cards
Share of credit transactions made via selected cards in the last 30 days

SAMPLE

REVENUE INDUSTRY

$1M or more $150K to $1M $150K or less Construction  
or utilities

Retail trade Professional 
services

Personal and 
consumer 
services

Hotels, 
restaurant and 
entertainment

Personal credit card 26.8% 24.1% 25.8% 29.9% 24.4% 25.8% 25.6% 30.2% 28.3%

Personal store card 20.8% 18.4% 21.2% 22.1% 22.4% 18.6% 24.9% 12.8% 19.0%

Business credit card 33.4% 38.8% 32.9% 29.9% 31.4% 35.0% 37.8% 41.3% 33.5%

Business store card 19.0% 18.7% 20.1% 18.0% 21.8% 20.6% 11.7% 15.7% 19.2%

Source: PYMNTS Intelligence
SMB Growth Monitor: Small Businesses, Big Credit Needs, November 2025

N = 350: SMBs that used at least one personal credit card to make purchases or pay bills in the last 12 months; N = 446: SMBs that used at least one business credit card to make purchases or pay bills in the last 12 months, fielded July 30, 2025, to Aug. 12, 2025

How a business uses its cards also varies by industry. Professional 
services, personal and consumer services firms, retail trade and 
construction and utilities firms use business store cards the most.

Business size and industry not only influence the types of credit  
firms use, but also how frequently they use credit. For instance, 
high-revenue SMBs made an average of 25 transactions on business 
and/or personal credit cards in the last 30 days, while low-revenue 
firms made only 19. Retailers and hospitality companies made the 
greatest number of transactions, while personal and consumer services 
firms made the fewest. It is evident that firms using credit the most 
are also the most likely to utilize business-specific cards.
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FIGURE 2

SMBs’ credit payments
Number of credit card transactions that SMBs made in the past 30 days
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23
Less than  
five years

21
Hotels, 

restaurant and 
entertainment

23
Personal and 
consumer 
services

13
Professional 

services

19
Retail trade

23
Construction  
or utilities

21
$1M or more

25
$150K to $1M

22
$150K or less

19
More than  
20 years

19

SAMPLE

22

YEARS IN BUSINESSREVENUE INDUSTRY

Source: PYMNTS Intelligence
SMB Growth Monitor: Small Businesses, Big Credit Needs, November 2025

N = 350: SMBs that used at least one personal credit card to make purchases or pay bills in the last 12 months; N = 446: SMBs that used at least one business credit card to make purchases or pay bills in the last 12 months, fielded July 30, 2025, to Aug. 12, 2025
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FIGURE 3

Monthly transactions on each card
Number of transactions vis-à-vis SMB confidence in surviving the next two years

Personal credit card

4.9 6.14.9 4.1 5.33.4
Personal store card

5.5 7.66.0
Business credit card

3.5 4.03.2
Business store card

Source: PYMNTS Intelligence
SMB Growth Monitor: Small Businesses, Big Credit Needs, November 2025

N = 350: SMBs that used at least one personal credit card to make purchases or pay bills 
in the last 12 months; N = 446: SMBs that used at least one business credit card to make 

purchases or pay bills in the last 12 months, fielded July 30, 2025, to Aug. 12, 2025

Notably, firms make more credit transactions when they 
are more confident about their future. Firms that say they 
are very or extremely likely to survive the next two years 
make 24% more personal credit card transactions per 
month and 38% more business credit card transactions. 
On average, struggling businesses complete 18 monthly 
credit transactions overall, compared to 23 for those 
confident in their survival—a 28% difference.

38%
more business card transactions 

are made by firms confident  
in their survival  

over the next two years. 

 Slightly or not at all likely

 Somewhat likely

 Very or extremely likely
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SMBs use business credit cards  
to cover planned expenses, but  
often utilize personal cards to 
handle surprises.

Most SMB credit use is planned, especially when it comes to 
business cards. For unanticipated costs, personal cards are 
disproportionately utilized to cover unexpected expenses. The 
majority (53%) of SMBs’ use of business credit cards is mostly 
or entirely planned, and only 12% is primarily or completely 
spontaneous. Meanwhile, only 37% of personal credit card use is 
mostly or completely planned, while 21% is primarily or completely 
spontaneous.

The total share of planned versus spontaneous credit card use 
is roughly consistent across SMBs of different sizes and ages. 
What varies is the type of card used and when. Nearly half (45%) 
of personal card use by low-revenue SMBs is planned, compared 
to 31% for high-revenue SMBs, suggesting that personal cards 
may be a deliberate budgeting strategy for struggling businesses. 
Additionally, it is rare for SMBs of any size or age to mostly use 
credit spontaneously, but when they do, it’s usually via personal 
credit cards.

53%
of business credit card use  

is mostly or almost always planned.
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FIGURE 4B

Spending behavior by SMB segment
Portion of card use that is planned, spontaneous or a mix, by business revenue and age

Mostly or always planned Mix of both Mostly or always spontaneous

A
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R
EV

EN
U

E

$1M or more 31.4% 54.3% 42.1% 34.0% 21.1% 10.4%

$150K to $1M 31.5% 57.7% 37.5% 27.8% 26.3% 12.9%

$150K or less 44.7% 45.4% 36.0% 37.3% 15.7% 12.3%

TI
M

E 
IN

 O
PE

R
AT

IO
N

20 years or more 36.1% 66.5% 29.0% 22.7% 23.1% 7.0%

Five to 20 years 37.3% 50.4% 37.9% 33.8% 21.3% 13.2%

Fewer than five years 35.8% 47.8% 43.7% 37.5% 19.0% 13.1%

Source: PYMNTS Intelligence
SMB Growth Monitor: Small Businesses, Big Credit Needs, November 2025

N = 350: SMBs that used at least one personal credit card to make purchases or pay bills in the last 12 months;  
N = 446: SMBs that used at least one business credit card to make purchases or pay bills in the last 12 months, fielded July 30, 2025, to Aug. 12, 2025

FIGURE 4A

Card spending behavior
Portion of card use that is planned,  
spontaneous or a mix

Mostly or always planned

36.7% 52.9%

Mix of both

38.0% 32.6%

Mostly or all spontaneous

20.9% 11.9%

Personal credit cards

Personal credit cards

Business credit cards

Business credit cards
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Some spontaneous expenses are related to emergencies. 
In fact, one in five SMBs primarily use personal credit cards 
for emergencies, and just 11% primarily use business credit 
cards for this reason. Yet this still makes up a relatively small 
overall portion of personal credit card use. A greater share 
(27%) of SMBs primarily use personal cards for everyday 
convenience, while 26% primarily use them to earn rewards 
or benefits.

Notably, credit use is more often a deliberate strategy than 
a necessity. Just 19% of SMBs primarily use business credit 
cards for purchases they otherwise could not afford right 
away, and 18% say the same of personal cards.

10%

20%

30%

40%

50%

FIGURE 5

Primary motivations for card use
SMBs that primarily use their cards for selected reasons

To earn rewards  
or benefits

For everyday 
convenience

27.3% 33.3% 26.2% 23.7% 19.9% 11.0% 18.0% 18.9% 7.0% 11.6%
For emergencies For purchases the 

business could not 
otherwise afford 

right away

To have fraud and 
dispute protection 

for purchases, 
instead of using 

cash or a debit card

Source: PYMNTS Intelligence
SMB Growth Monitor: Small Businesses, Big Credit Needs, November 2025

N = 350: SMBs that used at least one personal credit card to make purchases or pay bills in the last 12 months;  
N = 446: SMBs that used at least one business credit card to make purchases or pay bills in the last 12 months,  

fielded July 30, 2025, to Aug. 12, 2025

Personal credit cards
Business credit cards
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SMBs put flexible spending 
solutions at the top of their credit 
feature wish lists.

Many businesses would be willing to pony up for better credit 
products. In fact, the average SMB would pay $125.65 for a card 
with flexible spending options like installments or dynamic limits. 
The next most sought-after features are premium business 
rewards on everyday spending, with firms willing to spend $112.24 
annually on average.

Businesses in nearly all industries would pay most for flexible 
solutions—with some exceptions. Construction/utilities firms 
and professional services firms are the only ones that would pay 
more for premium rewards.

Installment plans and dynamic spending limits 
are the top reasons SMBs would pay for a 
better credit card, followed by rewards.
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Source: PYMNTS Intelligence
SMB Growth Monitor: Small Businesses, Big Credit Needs, November 2025

N = 514: Complete responses, fielded July 30, 2025, to Aug. 12, 2025

FIGURE 6B

Features select SMB segments would pay most for
Credit card features that select SMB segments would  
pay the most for

$80 $100 $120 $140$40 $60$20

FIGURE 6A

How much SMBs would pay for card features
Average annual fee that SMBs would be willing to pay for select credit card features

All premium features  
in one product

Access to business 
development perks

Dedicated account 
management or  
priority service

Flexible spending solutions 
(e.g., installments, dynamic limits)

Premium business rewards 
on common spend  

(e.g., fuel, supplies, travel)

$0

$131.77

$125.65

$112.24

$106.66

$104.74

Basic, no-fee card $83.88

FLEXIBLE SPENDING 
OPTIONS

Personal and  
consumer services$92.68

Hotels, restaurant  
and entertainment $121.67

Micro$110.85

Mid-size $122.71

Greater than  
20 years old$103.85

Five to 20 years old $121.10

Retail trade $118.26

Less than  
five years old$149.37
Large $160.61

PREMIUM  
REWARDS

Construction  
or utilities$126.20
Professional  
services$127.07
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50% 60%20% 30%10% 40%

FIGURE 7

Interest in emerging credit models
Businesses very or extremely interested in selected emerging flexible credit card models

Card that lets you choose between  
earning rewards or getting a lower APR  

each statement period
56.0%

Card with customizable spending limits by 
employee, supplier category or department 52.4%

Card with payment due dates aligned to your 
business’s cash flow or receivables 54.9%

Hybrid card combining both debit (pay now) 
and credit (pay later) options 52.4%

Option to create a subscription-based card 
with unique numbers for specific purchases, 

vendors or employees
53.2%

Card that automatically converts large 
purchases into installment plans 50.8%

Subscription-based card 42.8%

Source: PYMNTS Intelligence
SMB Growth Monitor: Small Businesses, Big Credit Needs, November 2025

N = 514: Complete responses, fielded July 30, 2025, to Aug. 12, 2025

SMBs are excited about emerging 
models that would give them more 
flexibility. For instance, more than half 
(56%) of firms are very or extremely 
interested in a card that lets the 
holder switch between rewards 
and lower interest each statement 
period. The majority say they also 
want cards with payment due dates 
aligned to their business’s cash flow 
or receivables, the ability to create 
virtual cards with unique numbers 
for specific use cases, customizable 
spending limits for different users or 
occasions, hybrid cards combining 
both debit and credit options and 
cards that automatically convert large 
purchases into installment plans.

0%
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Source: PYMNTS Intelligence
SMB Growth Monitor: Small Businesses, Big Credit Needs, November 2025

N = 514: Complete responses, fielded July 30, 2025, to Aug. 12, 2025

FIGURE 8

Models that selected segments are most interested in with share indicating firms 
that are very or extremely interested

CHOICE BETWEEN  
REWARDS OR LOWER APR

Mid-size56.9%

Hotels, restaurant  
and entertainment53.1%

Professional services53.8%

Micro50.2%

Five to 20 years old60.4%

Personal and consumer  
services55.8%

Large65.3%
Retail trade 57.3%
In operation for more  
than 20 years43.9%

FLEXIBLE  
DUE DATES

Less than five years old Construction or utilities 61.5% 66.5%

VIRTUAL CARD  
NUMBERS

CUSTOMIZABLE SPENDING 
LIMITS

Different SMB segments (by size, age and industry) want different 
card models. The choice between rewards and lower interest is 
widely appealing, though certain industries also show interest in 
more specific, niche features. For instance, 65% of high-revenue 
firms want flexible due dates, as do 57% of retailers and 44% 
of those in operation for at least 20 years. Meanwhile, the 
youngest SMBs want virtual card numbers with specific use 
cases. Construction and utilities firms mostly want customizable 
spending limits. Overall, larger and newer SMBs tend to be more 
interested in emerging credit card models, as do construction 
and utilities firms.

57%
of SMB retailers want credit cards 

with flexible due dates.
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SMBs aren’t worried about credit 
approval, so for issuers, the 
competition is not about access 
but about providing the right 
features at the right price.

SMBs of all ages and industries tend to be quite optimistic about 
their odds of being approved for a new business credit card. Nearly 
two-thirds think they would be approved for a new business 
credit card with their desired spending limit, and another 19% 
think they might be approved, though not for the full limit.

More than three in four think they could get approved for a second 
business credit card, new business line of credit, a buy now, pay 
later (BNPL) plan or a personal credit card to be used for business 
purposes (if not always for the desired limit/amount).

SMBs are far more optimistic about their odds of credit product 
approval than consumers. One in four consumers do not think 
they would get approved for a credit card, while only 6.8% of 
SMBs say the same of personal cards. This optimism may be in 
large part because SMBs already know they have untapped credit 
available on their existing products.

80% 100%40% 60%20%

FIGURE 9

Perceived credit approval likelihood
SMBs that report believing they would be approved for a new credit product

Would be approved for desired amount/limit

Might be approved, but not for the full amount/limit desired

Probably not or definitely not be approved

Not sure

Business credit card

Business line of credit

Buy now, pay later plan

Short-term FinTech loan

Personal credit card used 
for business purposes 

Merchant cash advance/
invoice factoring

Commercial equipment or 
inventory loan

Commercial real estate 
loan/mortgage

 64.7%  18.5%  6.9%  10.0%

 58.5%  22.2%  6.8%  12.4%

 60.7%  21.0%  7.3%  11.1%

 48.3%  24.4%  9.8%  17.6%

Secured business  
credit card

 61.5%  20.3%  6.5%  11.7%

 50.6%  22.0%  9.4%  18.1%

 60.1%  16.3%  8.1%  15.5%

 44.6%  24.7%  12.7%  17.9%

 43.7%  21.2%  10.8%  24.2%

Source: PYMNTS Intelligence
SMB Growth Monitor: Small Businesses, Big Credit 

Needs, November 2025
N = 514: Complete responses,  

fielded July 30, 2025, to Aug. 12, 2025

0%
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FIGURE 10

SMBs’ perceived likelihood of approval for a business credit card at or below the desired credit limit
Perception by business revenue, age, industry and likelihood of survival over two years

Source: PYMNTS Intelligence
SMB Growth Monitor: Small Businesses, Big Credit Needs, November 2025

N = 514: Complete responses, fielded July 30, 2025, to Aug. 12, 2025

40%

20%

60%

100%

80%

Very or 
extremly  

likely

89.9%
Somewhat 

likely

61.8%
Hotels, 

restaurant  
and 

entertainment

88.3%
Personal and 
consumer 
services

76.8%
Professional 

services

89.9%
Retail trade

85.2%
Construction 
or utilities

82.3%
20 years  
or more

87.1%
Five to 20 

years

84.2%
Less than  
five years

78.3%
$1M or more

96.1%
$150-$1M

81.6%
Slightly or not 

at all likely

48.1%
$150K or less

70.5%

REVENUE BUSINESS OPERATING DURATION INDUSTRY BUSINESS SURVIVAL OUTLOOK

Low-revenue SMBs are moderately less confident than the average 
firm that they could get approved, while nearly all high-revenue SMBs 
believe they would be able to. Notably, firms that doubt their ability 
to survive the next two years are by far the least likely to think they 
would be approved for a new business credit card. Among these, just 
48% think they would be in the clear.
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ACTIONABLE 
INSIGHTS

Firms’ confidence in their 
approval odds shifts the 
focus to benefits and 

cost-effectiveness. Credit 
products must evolve beyond 

gatekeeping to stand out 
through superior design, 

rewards and affordability. The 
market is rewarding tailored 
solutions that provide value 

instead of just entry. Redefine 
competition around quality and 
pricing. Win loyalty by raising 

the standard for features.

Demand for adaptable financing 
demonstrates that rigid 

credit products are becoming 
obsolete. Features including 
adjustable limits, installment 

options and virtual controls are 
essential to retain cardholder 
loyalty. Firms are signaling a 
clear willingness to pay for 

tools that match their operating 
realities. Offer dynamic 

capabilities that integrate 
seamlessly into cash flow and 
purchasing behavior. Prioritize 
innovation in flexible models.

Larger firms lean more 
heavily on credit, but their 
spending patterns contract 

quickly in times of uncertainty. 
Card issuer strategies must 
account for both growth-
oriented credit users and 

risk-averse businesses that pull 
back. Products and services 

should reflect resilience 
planning, ensuring flexibility 
when confidence wanes. 
Build offerings that adapt 

to changing sentiment and 
withstand economic cycles.

SMBs manage planned 
and unplanned expenses 
with different credit tools, 
highlighting the need for 

diversified solutions. Offer 
structured, predictable tools 

for everyday purchases 
while providing more flexible 
alternatives for unexpected 
costs. Design portfolios that 

reflect these dual roles rather 
than forcing one-size-fits-

all use. Align credit solutions 
with both deliberate planning 

and surprise demands.

01 02 03 04
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METHODOLOGY

S MB Growth Monitor: Small Businesses, Big Credit 
Needs is based on a survey of 514 senior executives 
at U.S. SMBs conducted from July 30, 2025, to Aug. 12, 
2025. The report examines how firms use credit and 

what they want from credit solutions. Our sample consisted of 
owners, founders, solo practitioners, executive directors and vice 
presidents at SMBs of varying sizes and industries: 27% generate 
annual revenues of more than $1 million and 36% generate 
revenues of less than $150,000. The sample included SMBs in 
retail (17%), construction (18%), hospitality (9.4%), professional 
services (11%) and consumer services (9.8%). The rest of the 
sample comprised firms in manufacturing, wholesale trade, 
publishing, data, software or telecommunications, finance and 
insurance, real estate, rental and leasing, professional, scientific 
and technical services, management companies, administrative 
and support services, healthcare and social assistance, arts, 
entertainment and amusement, and specialty food stores.

THE PYMNTS INTELLIGENCE TEAM THAT PRODUCED THIS REPORT:
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ABOUT

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 application 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.

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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with a customer-centric architecture and accelerating speed-to-market with 
composable building-block solutions. Financial institutions and fintechs globally 
trust i2c to help them quickly and efficiently configure and scale differentiated 
financial offerings in an evolving, competitive market. Powered by innovation 
and driven by trust for more than 25 years, i2c blends modern ingenuity with 
expert reliability to supercharge exceptional banking and payments experiences 
for millions of users and billions of transactions worldwide.
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