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WHAT’S AT STAKE

or credit card issuers, top-of-wallet status is everything.

A financial institution needs a customer to reach for the

credit card it issues when it comes time to pay, not save

it as a backup option. The reason is simple: Cards used
more frequently generate more interchange revenue (the fees
an issuer earns on each transaction, typically a percentage of
the purchase plus a fixed amount) and more interest income on
revolving balances. They also generate more opportunities to sell
a customer related financial products and services.

Staying top of wallet can be tricky, however, because U.S. cardholders’
loyalty is tough to win. More than one in three cardholders has
switched their primary credit card in the past 24 months, most
often by moving up a card they already carried in their wallet
to the top purchasing position. These changes usually happen
quickly, and they often don’t take much deliberation on the part of
the consumer.
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cardholders picked a new
go-to credit card in the
past two years.

Yet many credit card issuers are just sitting by and letting this
consequential change happen: Nearly half of card-switching
consumers who ditched their primary card saw no contact
from the issuer about the change. When issuers did reach out,
they tended to offer fee waivers and statement credits, perks
cardholders generally shrug at. Switchers say what might have
kept them around was a loyalty bonus, a higher credit limit or
better rewards. Amid the mismatch, issuers are losing some of
their most valuable customers. Understanding why customers
jump and how to prevent that can strengthen cardholder loyalty
and bolster revenues.

© 2026 PYMNTS All Rights Reserved
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67

of switchers left without a word
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from their issuer.

These are just some of the findings detailed in The
Switching Trigger: How Issuers Can Stop Their Credit
Cards From Losing Top-of-Wallet Status, created
by PYMNTS Intelligence in collaboration with Elan.
This report examines why U.S. cardholders switch

their primary credit card and what could keep them
loyal. It draws on insights from a survey of 2,460
U.S. credit card holders fielded in June 2026.

This is what we learned.

What's at Stake | 07
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PULL, NOT PUSH

Better rewards and higher credit limits draw
cardholders away, and the issuers they’re
leaving rarely put up a good fight.

46%

02

of credit card switchers left with no move
by their old issuer to try to retain them.

THE RESHUFFLE

More than one in three credit cardholders
has switched their primary card in the last
two years, usually by elevating a card already
in their wallet.

78M
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cardholders have switched their primary
credit card at least once in the past
24 months.

03

TRUST FACTOR

Most cardholders never seriously consider
switching their primary credit card largely
because they trust the product they have.

64%

of consumers have kept the same primary
credit card in the last two years, and of those,
75% have never considered switching.

EYEING THE EXIT

Fourteen percent of consumers are very or
extremely likely to switch their primary credit
card within the next year.

9X

How much more likely Gen Z is to switch than
baby boomers and seniors.

© 2026 PYMNTS All Rights Reserved
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e FULL

STORY |

Better rewards and higher credit limits lure cardholders
away, yet the issuers they leave rarely put up a good fight
to keep them.

Card issuers are losing top-of-wallet status less because Cardholders have different reasons for suddenly making another credit
their customers are dissatisfied and more because card their preferred one. Nearly half said they switched due to an
issuers aren’t playing defense against the competition. incident with their prior credit card’s issuer, such as an annual fee hike,
a rewards cut or poor customer service. Just over one in three (36%)
left for a better offer. The remaining 18% built up dissatisfaction with
fees, rewards, customer service and/or a card’s mobile app over time.
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FIGURE 1

Whether a credit card switch was prompted by a single incident or accumulated
dissatisfaction . ) . ) )
People are less likely to switch credit cards due to negative feelings

© 8% about their previous primary card. Only 28% said their rewards rate
Dissatisfaction built up
gradually over several
months or more

had become less valuable, the same share who said their credit limit

©13h% was too low or had been cut. Less than one in four (23%) pointed

to an annual fee increase. In general, the pull of a new credit card is

A single specific incident
caused me to switch
0055 stronger than the push away from the old one.

Both—a specific incident was

the final straw after gradual
dissatisfaction had already grown

® 36%
| was not dissatisfied—I
switched because of an

attractive offer

EEEEEEEEEN
0% 10% 20% 30% 40% ==========
EEEEEEEEEN
Source: PYMNTS Intelligence o
The Switching Trigger Report, August 2026
N = 884: Switchers, fielded June 2026
Due to rounding, sums of individual items may not equal totals.
Consumers generally switch their top-of-wallet credit card because O]C SWltCherS WhO blamed
they’re attracted to another card’s deals. Among cardholders who the app Said onboarding

changed their primary card, 38% cited a better rewards program as a
reason for the move, and 36% pointed to a higher credit limit. Other
persuasive factors included sign-up bonuses (30%), better travel
benefits (26%) and a stronger mobile app (24%). -

was too difficult.
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Only 14% of switchers named a weak mobile app experience
as a reason they left. Of those, 40% said onboarding was too
difficult, 38% said in-app customer support fell short, and 37% said
notifications were not helpful. Still, attraction to a competitor’s
mobile app is a much more common driver than dissatisfaction
with the current top-of-wallet card’s app.

FIGURE 2A

Leading reasons credit card switchers changed their top-of-wallet card,
pull factors

NEW CARD PULLED THEM IN
® 38%

A better ongoing
rewards rate

® 36%

Higher credit limit
available

® 30%

A sign-up bonus or
welcome offer

® 26%
benefits
® 24%
Better mobile
app or digital
experience
0% 10% 20% 30% 40%
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These switches often happen in silence, leaving credit
card issuers scrambling to respond—if they respond at all.
Nearly half of switchers, 46%, left with no contact between
them and their issuer. Additionally, 37% reached out to
their issuer first, and the issuer didn’t win them back: 20%
said the counteroffer they received fell short, and 17% said
there was no offer or resolution at all. The remaining 17% of
switchers did hear from their issuer first, but that contact
came without a meaningful offer attached.

FIGURE 2B

Leading reasons credit card switchers changed their top-of-wallet
card, push factors

PREVIOUS CARD PUSHED THEM OUT

@ 28%
Rewards rate or ’

structure became
less valuable

® 28%

Credit limit was too
low or was reduced

® 23%
or new fee
) ® 23%
My switch wasn’t
related to my
previous credit card
0% 10% 20% 30% 40%

Source: PYMNTS Intelligence

The Switching Trigger Report, August 2026

N = 884: Switchers, fielded June 2026; incident timing based on 426 incident-driven switches; app issues
based on 114 switchers pushed by poor app (small base)

© 2026 PYMNTS All Rights Reserved
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FIGURE 3
Contact with the previous issuer before switching

@é) NO CONTACT EITHER WAY

gagssssess (@) OF SWITCHERS LEFT WITH NO CONTACT
O ETHER WAY, SO THE ISSUER NEVER HAD A

CHANCE TO COUNTER.

“No—there was no contact before | switched.”

@ THE CARDHOLDER REACHED OUT

o THE SWITCHER CONTACTED THE
ISSUER FIRST, AND THE RESPONSE
O STILL FELL SHORT.

The Full Story | 17

l (@! THE ISSUER REACHED OUT

1 ; o/ THE ISSUER INITIATED THE CONVERSATION
o BUT OFFERED LITTLE.

“Yes—they reached out but not with a meaningful offer.”

Source: PYMNTS Intelligence
The Switching Trigger Report, August 2026
N = 884: Switchers, fielded June 2026

20% “Yes—I| contacted them; 17% “Yes—| contacted them;
their offer was not enough.” no offer or resolution.”
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Among the credit card switchers whose issuers tried to retain them, the
offers involved fee waivers (32%), statement credits (31%), promises to
improve the app (31%) and bonus rewards points (31%). These are not
the benefits that switchers say would have kept them from leaving.

Instead, switchers say they would have been persuaded by the offer
of a meaningful loyalty or retention bonus (25%), a higher credit limit
(24%) and a matched or improved rewards rate (23%). In other words,
issuers are answering with fee relief, but cardholders are asking for
more value.

Only 13% of switchers said nothing could have kept them using
an issuer’s credit card as their primary one. That suggests most
departures would have been preventable if the offer had only been
appealing enough.

© 2026 PYMNTS All Rights Reserved
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FIGURE 4
What issuers offered versus what switchers say would have kept them

WHAT ISSUERS OFFERED WHAT WOULD HAVE KEPT THEM
The 335 switchers whose issuer made a retention attempt What all 884 switchers say would have worked
®32% ®25%

Offered a
meaningful loyalty

Offered to waive
or reduce the

annual fee or retention bonus
® 31% @ 24%
Ol Offered a higher
statement credit or (D conee NININENENEEEED
® 31% ® 23%
ol app or gt mpovedtre  [TED
the mobile app or digital improved the
experience rewards rate
® 31% ® 22%

Offered a lower interest
rate or better balance-
transfer terms

@ 30% ®19%

Improved the mobile app
features or reliability

Offered bonus rewards
points or miles

Escalated to a senior
customer service
representative

0% 10% 20% 30% 40% 0% 10% 20% 30% 40%

Source: PYMNTS Intelligence
The Switching Trigger Report, August 2026
N = 335: Switchers whose issuer made a retention attempt. N = 884: All switchers
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FIGURE 5

Importance of current primary credit card's mobile app quality
in keeping cardholder loyalty

@ Extremely important @ Very important

® 15% ® 22%
Baby boomers and
seniors 37%
® 27% ® 29%
eneratin x [ MR .
o
® 34% ® 28%
eridge millennials [ D .

More than one in three cardholders has switched their T —
itenniatls 63%

primary credit card in the last 24 months, usually by
elevating a card they already held.

Generation Z 66%

Switching isn’t fringe consumer behavior. Out of roughly 216 million
0% 20% 40% 60% 80%

adult American credit cardholders, 78 million, or 36%, changed

Source: PYMNTS Intelligence

their primary card at least once in the past 24 months. Fifty-two e

ml“.lon d|d SO more than once N = 1,576: Non-switchers, fielded June 2026

Younger consumers are the most likely to switch. Fifty-six percent
of Gen Z cardholders changed their primary card, more than triple
the rate of baby boomers and seniors.
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FIGURE 6 FIGURE 7
Number of times cardholders changed their primary credit card in the past Typical monthly payment behavior on current primary credit card
24 months

® 64%

| have not changed
the past 24 months ° o

® 12%

40.0%

Typically pay at
least the minimum

Once - Typically pay the payment but not
full balance the full balance
® 12%
® 1%
Three or more
times
0% 20% 40% 60% 80%

Source: PYMNTS Intelligence

The Switching Trigger Report, August 2026

N = 2,460: U.S. credit cardholders; payment-behavior figures derived by cross-referencing
credit card use and payment questions

Due to rounding, sums of individual items may not equal totals.

Switching behavior also varies by payment habits: Just over half of

credit cardholders who typically pay less than the minimum due than the o

payment

switched their primary card, compared with 32% of those who pay

their balance in full each month. Source: PYMNTS Intelligence

The Switching Trigger Report, August 2026
N = 2,460: U.S. credit cardholders; payment-behavior figures derived by cross-referencing credit card use and payment
questions.
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More movement comes when credit cards that were buried in FIGURE 88

, Share of switchers who obtained a new credit card, by generation
consumers’ wallets get moved up to the front, not when consumers

take out new cards. Among switchers, 58% promoted a card they o a5

already held, while 42% opened a new one. Younger cardholders Generation 7

were far more likely to open something new: 48% of Gen Z did, o200

compared with 35% of baby boomers and seniors.

Millennials

® 41%

Bridge millennials

FIGURE 8A ® 36%
Whether the current primary credit card was newly obtained or already held Generation X —
®35%
and seniors
45M ®58%

A card | already had—I

primary use 0% 20% 40% 60%

33M ® 42% Source: PYMNTS Intelligence

A new card | obtained in the The Switching Trigger Report, August 2026

primary card

0% 20% 40% 60%

Switchers typically don’t take long to deliberate. Seventeen percent

Source: PYMNTS Intelligence

The Switching Trigger Report, August 2026 said they took less than a week, 29% took one to two weeks and
25% took three to four weeks, adding up to 71% who settled the
matter within a month.

N = 884: Switchers, fielded June 2026
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FIGURE 9B
How many credit cards they seriously considered

They’re also typically considering fewer options. Thirty-eight
percent considered only the credit card they ultimately chose,

and 40% weighed just one alternative. Nearly eight in 10 switchers Two cards (the one | %hnlsgt%lgs

® 40%

looked at two cards or fewer before deciding. Issuers have only o sho

a short window to make their case—and to make the shortlist. One card ( did ot compars
atternatives

® 15%

Three cards

0,
FIGURE 9A @ 6%

How long switchers searched Four or more cards

1

0% 10% 20% 30% 40%
® 29%
The Switching Trigger Report, August 2026
® 25% N = 884: Switchers, fielded June 2026
Due to rounding, sums of individual items may not equal totals.
awecis [ D

® 17%
How a credit cardholder finds their next top-of-wallet card varies by

age. Word of mouth is Gen Z’s leading channel at 37%, compared with
just 9% of baby boomers and seniors. Gen Z also relied more heavily on

Less than one week

® 14%

1-3 months
organic social media or influencer content (22% versus 1% of boomers

® 8% o 0 0 c . . .

and seniors), reviews in financial publications (27% versus 7%) and

More than 3 months

card comparison websites (27% versus 9%).
® 7%

Older cardholders, by contrast, leaned on channels issuers control

| did not actively search

directly. Baby boomers and seniors are most likely to make their decisions

0% 0% oo . based on their existing banking relationship with an issuer (22%) or a

direct mail offer (also 22%). Younger cardholders are comparatively less
Source: PYMNTS Intelligence . . .
The Switching Trigger Report, August 2026 likely to rely on issuer-controlled channels when choosing a new card.
N = 884: Switchers, fielded June 2026
Due to rounding, sums of individual items may not equal totals.
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FIGURE 10

How switchers researched or discovered a new credit card, Gen Z versus
baby boomers and seniors

@ Generation Z @ Baby boomers and seniors

® 37%

A friend or family member
recommended it

® 22%
| saw an organic social
media post or influencer
content (not an ad)

®27%
| read a review or an article
in a financial publication

or blog

. . . 0,
| visited a card comparison 2

website (e.g., NerdWallet,
Credit Karma, The Points
Guy)

® 28%

| searched online using a
search engine (e.g., Google)

® 24%
| saw an advertisement
(TV, online, social media,
email)

® 25%
| already had a relationship
with the issuer (e.g.,

@ 22%
existing bank account) ’

® 20%

| received a direct mail

offer ® 22%

0% 10% 20% 30% 40%

Source: PYMNTS Intelligence
The Switching Trigger Report, August 2026
N = 884: Switchers, fielded June 2026
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of Gen Z switchers found their new
credit card through organic social or
influencer content, versus 1% of baby
boomers and seniors.

The Full Story | 29
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Most credit cardholders never seriously consider
switching their primary credit card, largely because
they trust their provider.

The majority of cardholders stay loyal. Sixty-four percent
kept the same primary card over the two-year period, and
75% of those said they never seriously considered switching
at all. Of the remainder, 18% briefly considered it before
dismissing the idea, and just 7% seriously weighed a switch
but chose to stay anyway.

rrrrrrrrrr

The Full Story | 31

+

75%

of loyal cardholders say
they never seriously
considered switching.

However, loyalty varies by generation, and younger cardholders
are more fickle. Older cardholders are by far the most loyal:
82% of baby boomers and seniors kept the same card,
compared with 44% of Gen Z.

© 2026 PYMNTS Al EEEI AT
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FIGURE 1 FIGURE 12
Whether loyal credit cardholders considered switching Reasons non-switchers kept the same primary credit card, Gen Z versus
baby boomers and seniors
@ Generation Z @ Baby boomers and seniors
® 75%
No—I have not considered switching [ RMTTEED
®18% s
Yes—I| briefly considered it but quickly -
dismissed the idea | trust and avrcit%omfeogggéi ®G51%
® 7%
Yes—I| seriously considered switching
; ® 36%
but decided to stay . | am satisfied with the
rewards rate for my 3
spending habits ® 52%
0% 20% 40% 60% 80%
®31%
| have had good customer
. service experiences with ® 38%
Source: PYMNTS Intelligence the issuer
The Switching Trigger Report, August 2026
N = 1,576: Non-switchers, fielded June 2026
® 41%
The mobile app makes
. . ] managing the card easy ®18%
Trust is the most common reason cardholders keep an issuer’s credit
card at the top of their wallets, cited by 61% of boomers and seniors ® 26%
. . . . . | have not seen a
and 52% of Gen Z. Its universality makes it a baseline expectation compelling enough offer ot
. . . from another card
rather than a genuine differentiator.
®21%
The real sources of leverage for issuers depend on the cardholder’s | ity SEEILLEiEE
rewards | do not want to ® 20%
age. Older cardholders are anchored by satisfaction with their rewards lose
rate (52% versus 36% for Gen Z), while younger cardholders stay for a
0% 20% 40% 60% 80%

good mobile app experience (41% versus 18% for boomers and seniors).

For issuers courting younger cardholders, the app is the clearest e S (el e

The Switching Trigger Report, August 2026

pOInt Of leverage' N = 1,576: Non-switchers, fielded June 2026
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Fourteen percent of consumers are extremely or very | | 30 M

likely to switch their primary credit card within the

next year. cardholders say they are extremely
The group of consumers who are thinking of switching in the next or very llkely to switch their
year is smaller than the group that has switched in the last two primary Credit card Within the

years, but it’s still sizable. About 30 million cardholders, 14% of t 12 th
the total, describe themselves as extremely or very likely to switch nex montns.

their primary card in the next 12 months. By contrast, 56% say
they are not at all likely.
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FIGURE 13 Notably, switching risk varies by what the credit card is for. Cardholders
Likelihood of switching primary credit card in the next 12 months, all cardholders who keep a card top of wallet for its fraud or dispute protection (24%
likely to switch) or to build credit (21%) are more than twice as likely

oo to switch as those who use it primarily to earn rewards (10%).

Extremely likely

® 8%
FIGURE 14A
Very likely - . . . . . .
Share of cardholders extremely or very likely to switch their primary credit card in
the next 12 months, by generation
® 14%
Somewhat likely _
® 17%
® 26%
signvy ey [ D °
® 56%
® 20%
vorarat ety D
viterniats D
®17%
0, 0, o) o)
® 9%
Percentages are rounded to the nearest whole number and may not sum to 100%.
Source: PYMNTS Intelligence Generation X _
The Switching Trigger Report, August 2026
N = 2,460: U.S. credit card holders, fielded June 2026 ® 3%

Baby boomers
and seniors

Disloyalty tends to be a pattern. Among cardholders who already
changed their primary card in the past 24 months, 29% are likely 0% 10% 20% 30%
to switch again, nearly six times the 5% rate among those who
have not switched before. Financial pressure is also a factor: 24%

Va1 i Source: PYMNTS Intelligence
of cardholders living paycheck to paycheck say they are likely to e St e Augtustgzoze

SWitCh sSoon. N = 2,460: U.S. credit card holders, each bar reflects the top-two-box switch-likelihood share within that segment.
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FIGURE 14B

Share of cardholders extremely or very likely to switch their primary credit card in
the next 12 months, various segments

® 29%

Changed my primary card in
the past 24 months

® 24%
| live paycheck to paycheck
and have difficulty paying
my bills each month

® 24%

Use the card for fraud or
dispute protection

® 21%

Use the card to build or
improve credit

|

0% 10% 20% 30%

Source: PYMNTS Intelligence
The Switching Trigger Report, August 2026
N = 2,460: U.S. credit card holders, each bar reflects the top-two-box switch-likelihood share within that segment

Given that Gen Zers are far more likely to have a foot out the door, it’s
worth understanding what motivates them to choose new cards. Among
those who have switched, 35% of this generational cohort did so for
a better rewards rate, 33% for a higher credit limit, 32% for a sign-up
bonus and 31% for a stronger mobile app. Sixty-six percent of Gen Z
cardholders say the mobile app matters to their loyalty, compared with
37% of boomers and seniors. In other words, for younger cardholders,
having a good app is key. The mobile experience can be a reason to
stay or a reason to go.
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5%
O
of Gen Z switchers

moved for a better
rewards rate.

FIGURE 15
What drew Gen Z switchers to their new credit card

® 35%

A better ongoing rewards rate

® 33%

Higher credit limit available

® 32%
offer
® 31%
experience
0% 10% 20% 30% 40%

Source: PYMNTS Intelligence
The Switching Trigger Report, August 2026
N = 226: Gen Z switchers, fielded June 2026
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ACTIONABLE
INSIGHTS

When a cardholder shows signs of drifting, respond
with a better offer rather than a fee waiver. Loyalty
bonuses, higher credit limits and improved rewards
rates are far more important retention factors than
fee relief. Issuers that default to waivers are just
solving a problem the cardholder never raised in the
first place.

Speed is key. Since most switchers settle within a
month and consider no more than two cards, credit
card issuers need monitoring systems that flag reduced

i

card usage early and trigger outreach within days,
instead of the current pattern where nearly half of
switchers leave without ever hearing from their issuer.
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289

23

1176

508

Mobile apps are a loyalty driver, not just a convenience.
They are a key reason younger cardholders stay and a
top factor for choosing a new credit card altogether.
They are also one of the few retention levers issuers
can control directly and quickly rather than relying
on slower-building trust.

—=a 00

Build acquisition and retention strategies around
younger cardholders and those living paycheck
to paycheck. Strengthen digital experiences and \?na
offer targeted credit line increases or personalized -
incentives. Early, segment-specific engagement can
reduce repeat switching and strengthen long-term 208
loyalty before cardholders begin actively shopping ==
for alternatives.
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+

CONCLUSION

Top-of-wallet status is where the profit comes from, and credit
card issuers are losing it without a fight.

Whether a credit card has top-of-wallet status is fundamental to
an issuer’s revenues. That status drives interchange income. It also
affects the interest earned on revolving balances and opportunities
for banks to cross-sell other financial services and products. The
status of all those revenue drivers is at risk. With the window to
retain the customer relationship measured in weeks, not months,
the offers card issuers are making—when they make them—are
rarely enough to hold on to a customer.
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Defending top-of-wallet status means spotting reduced cardholder
usage early and responding with loyalty bonuses, higher limits or
better rewards. A standard fee waiver won’t do it.

The stakes are highest with younger cardholders. Trust-based
loyalty is aging out. And a satisfied older customer base, while

valuable today, isn’t a guaranteed path to sustained, long-term

growth. The issuers that adapt fastest will treat the mobile app as
a retention product in its own right, lead with the credit-building
and cash-flow features that younger and financially stretched
cardholders say they want and reach these customers before
their search even begins. Issuers that rely on cardholders’ existing
loyalty may find those customers have already moved on to a
better deal elsewhere.
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September 2026 Report

SWITC H I N G he Switching Trigger: How Issuers Can Stop Their Credit
Cards From Losing Top-of-Wallet Status is based on

a PYMNTS Intelligence survey of 2,460 U.S. consum-

TR I GG E R ers who hold at least one general-purpose credit card,
fielded in June 2026. The report examines why cardholders

switch their primary credit card, how they search for and select

a new card, and what would have kept them with their previous

How Issuers Can Stop issuer. Our sample included 884 switchers who changed their

Their Credit Cards From
Losing Top-of-Wallet Status

primary card in the past 24 months and 1,576 non-switchers
who did not. Subgroup analysis draws on smaller bases, includ-
ing 426 switchers who described a specific triggering incident,
335 switchers whose issuer attempted a retention offer, and 114
switchers who left partly due to a poor mobile app experience.
Findings based on these smaller subgroups should be read as
directional. Percentage differences referenced throughout are
relative differences unless otherwise noted, and top-two-box
figures combine the two most positive response options on a
given question.

THE PYMNTS INTELLIGENCE TEAM THAT PRODUCED THIS REPORT:

Lynnley Browning Kim Cardenas, Ph.D.
Managing Editor Senior Research Manager
Carson Olshanksy Ignacio Marquez
Senior Writer Senior Analyst

u
PYMNTS
INTELLIGENCE ela n.

© 2026 PYMNTS All Rights Reserved



ABOUT

PYMNTS
INTELLIGENCE

elan’

Credit Card

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 includes leading economists, econometricians, survey
experts, financial analysts and marketing scientists with deep experience
in the application of data to the issues defining the future of the digital
transformation of the global economy. This multilingual 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.

Elan is the leading agent credit card issuer trusted by more than 1,300
financial institutions. With over 50 years of industry experience, Elan’s com-
prehensive program empowers financial institutions to focus on deepening
cardmember relationships while Elan manages all aspects of card issuance —
including underwriting, marketing, compliance, and customer service. By
fully funding program operations and providing advanced digital servicing
tools, Elan helps partners streamline operations, reduce administrative
burdens, and drive sustainable portfolio growth. Visit elancreditcard.com to

learn more and explore additional payment solutions.

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.

DISCLAMER

THE SWITCHING TRIGGER: HOW ISSUERS CAN STOP THEIR CREDIT CARDS FROM
LOSING TOP-OF-WALLET STATUS MAY BE UPDATED PERIODICALLY. WHILE REASON-
ABLE 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, ADE-
QUACY, 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 INTERRUP-
TIONS IN THE CONTENT THAT IS PROVIDED AND DISCLAIMS ALL WARRANTIES WITH
REGARD TO THE CONTENT, INCLUDING THE IMPLIED WARRANTIES OF MERCHANT-
ABILITY AND FITNESS FOR A PARTICULAR PURPOSE, AND NON-INFRINGEMENT AND
TITLE. SOME JURISDICTIONS DO NOT ALLOW THE EXCLUSION OF CERTAIN WAR-
RANTIES, 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 PARTIC-
ULAR, 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 LIA-
BILITY FOR INCIDENTAL OR CONSEQUENTIAL DAMAGES, AND IN SUCH CASES SOME
OF THE ABOVE LIMITATIONS DO NOT APPLY. THE ABOVE DISCLAIMERS AND LIM-
ITATIONS 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.
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