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O Qparl;g holialab, cheer

The Strawhecker Group (TSG) and the
Electronic Transactions Association
(ETA) surveyed U.S. consumers to understand
spending habits, payment preferences, and
opinions-on emerging payments technologies
this holiday season.
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For many, stress won't be mal‘ﬁng,
away thig holialab, ¢eadon. ..
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The following metrics compare
September 2020 to September 2021

~2  Spending data shows a
' in total transactions year-over-year!
/\: Plus, consumers are spending almost
7%  on their retail eCommerce transactions YOY.
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Specific industries have seen significant changes in consumer
spending on credit/debit cards since last season...
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Motion Pictures

T471%

Grocery

T6%

Total Apparel

T32%

Retail stores that focus on active lifestyles
are having mixed results. Sporting goods
stores and bicycle shops have cooled

down, with sales decreasing by over 3%
YOY.

Some Active
Lifestyle Spending
is Cooling

Meanwhile, spending at sports apparel
stores and home supply stores continue to
grow, up 21%.and 17% YOY, respectfully!
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Congumers Plan 1o Qhop for their
51ﬁ' Pvmhageg In many wayg

Most consumers (84%) plan to shop online, but almost as many
will spend time shopping in-person (72%). When asked where
they would be shopping this holiday season, consumers favored
the following options:

In-Store
62% Department/Large Retail Stores
36% Local Shops/Small Businesses
27%  Thrift/Discount Stores
63% Through Marketplaces (i.e. Etsy, Amazon, etc.)
62% Through Retail Sites

Through Social Media § 7%

Through Livestreamed Shopping Events (4%

amazon Most Popular Online Marketplaces
\-/7
Consumers like to have options when

shopping online, but the most
popular marketplaces include

P Amazon, Walmart, and Target.
31%
31% ay
=) facebook
2% 1% i &
i 7% 7%

When asked ‘which payment methods will you use while holiday shopping
this year,” the most popular option in 2020 was a
(70%). This year,

is still #3, though planned usage is up. 8% over last year.

was the most popular option.

Credit or Debit
Card Using Chip
66%

Credit or Debit
Card Online

63%
S

Cryptocurrency
2%

Mobile QR
Code Cash
5%
(3 . 47 %

Least Popular

Contactless Credit

or Debit Card
26%
1-Click or Saved
A t P t
ccount Paymen N Digital Wallet
Shortcuts
< 22%
11%

Gift Cards/
Reloadable Cards
20%

Venmo, Cash App,
or Similar. Apps
16%

Digital BNPL
12%

Last year, disruption from COVID-19
caused consumers to try more digital
options such as ,

, and . This

year, these methods remain popular, but

preferences have dropped as consumers -

become more comfortable with
and in-person

shopping again.
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In 2020, respondents started trying new payment methods. This year, many
reported that they will continue using these methods in the future!

of

using these services this
year, compared to 48% last

67%

users plan to

72%

keep of

year. This means popularity |

has grown 19%!

to keep using these services
this year, compared to 63%
last year.

S7%

users plan to keep using

users plan  of

these services this year,
| compared to 50% last

year. Despite their

growth, they have not

kept pace in terms of

planned adoption with
other emerging payment
| methods. |

74%

of respondents that use

plan to
keep using these services
this year, compared to 61%
last year. This means
| popularity has grown 13%!
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While some shoppers brace for stressful
holidays due to supply chain issues,
consumer spending is not slowing down.
Overall, consumers in the United States
plan to spend more than in 2020, and
shoppers are more comfortable using
various payment methods.

The Strawhecker Group and the
Electronic Transactions Association
continue to keep a pulse on consumer
payment preferences; because no
matter how much changes, payments
will continue to be the backbone of the
global economy.
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The Strawhecker Group (TSG) is a globally recognized analytics and consulting firm that supports the entire payments
ecosystem, serving over 1,000 clients from Fortune 500 leaders to dozens of the world's most valuable brands.
Trusted by industry leaders, TSG's strategic services, market intelligence, and analytics merge to empower clients with
actionable and accessible information.

Payments Experts. Powerful Data.
THE STRAWHECKER GROUP’

The Electronic Transactions Association (ETA) is the world’s leading advocacy and trade association for the payments industry.

Our members span the breadth of significant payments and fintech companies, from the largest incumbent players to the
emerging disruptors in the U.S and in more than a dozen countries around the world. ETA members make commerce possible
by processing approximately $22.5 trillion annually in purchases worldwide and deploying payments innovation to
merchants and consumers. For more information, visit electran.org.

This report is based upon information we consider reliable, but its accuracy and completeness cannot be guaranteed. Information
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provided is not all inclusive. All information listed is as available. Reproducing or allowing reproduction or dissemination of any portion of this report externally

for any purpose, without expressed written consent of TSG, is strictly prohibited and may violate the intellectual property rights of The Strawhecker Group. © Copyright 2021. The Strawhecker Group ®. All Rights Reserved. DISCLAIMER: The Strawhecker Group (TSG) is not necessarily

endorsed, sponsored by, or in any other way affiliated with the any companies or their logos illustrated in this presentation. Logo Credit - Vector Archive - stock.adobe.com. The trademarks shown are registered and their own. This document has not been prepared, approved, or licensed

by any entity displayed. The following data includes TSG's most recently available information

Survey Methodology: TSG and the ETA conducted a survey consisting of 512 consum

2021. The survey represents consumers across demographics such as state, sex, age, household income. The margin of error is +/- 4.35% at a 95% confidence level.

the U.S., with the goal of understanding how payments preferences and spending trends have shifted this holiday season. The surv:
eve

ey was conducted between

October 18, 2021 and October 25,


https://webview.thestrawgroup.com/hubfs/Holiday%20Infographic%20-%20TSG%20and%20ETA.pdf
https://www.thestrawgroup.com/
https://www.electran.org/
https://www.electran.org/
https://www.thestrawgroup.com/
https://info.thestrawgroup.com/AIM
https://info.thestrawgroup.com/AIM

