
PAYMENTS TECH DRIVES 
HOLIDAY SHOPPING

INFLATION CONCERNS MEAN SAVVIER 
CONSUMERS
While some consumers plan on spending about the same as they did last year, overall sentiment 
towards holiday spending is down. Compared to 78% in last year’s survey, only 60% of consumers 
said they would match or increase their spending this holiday season.

Economic factors are likely to blame

Utilizing Buy Now, Pay Later could help consumers manage their budgets 

of consumers said they were 
planning on using BNPL this 

holiday season; another 20% 
were on the fence

20%
Millennials and Gen Z were more positive towards BNPL as 
opposed to Baby Boomers who were more likely to have a firm, 
negative attitude

Consumers who had tried BNPL previously were 38% more likely to 
say there were planning on using BNPL

Pay in 4

EASE OF USE CONTINUES TO DRIVE CONSUMER 
BEHAVIOR & ADOPTION OF PAYMENT TECH

When deciding which payment method to use, consumers are split relatively evenly between the 
option that’s the easiest to use, the one that gives them the best deal, and the most secure one.

EASE OF USE

BEST DEAL

MOST SECURE

27%

DOESN’T MATTER

35%

23%

15%

Since last year, more consumers have tried these newer 
payment methods, but the number of frequent users has 
remained relatively stable, with one exception – digital 
wallets 

4 out of 10 digital wallet users said they 
were at least “somewhat confident” 
leaving the house without a physical 
wallet

As of October 18 - 20th, half of the consumers had not yet started their holiday shopping

Seasonally, eCommerce spending typically peaks during the week of Black Friday at roughly 30%, while in-store 
spending typically peaks at 80% the week of Christmas*

IN-STORE VS. ONLINE SHOPPING
Generally, consumer behavior remained stable regarding how they do their holiday shopping. 
Credit and debit cards remain the preferred payment methods, and most consumers plan on 
shopping online and in-store.

Consumers estimated that 55% of their shopping would 
be done online (61% for those who make more than 
$100k)

Consumer trips (shopping, going to work, etc.) in CA, TX, 
and NY were up 2% for the week of 10/24/22 compared 
to 2019. Furthermore, total in-person retail spend for the 
same regions and time period were up 21% over 2019*

According to CLIMATE, powered by TSG, eCommerce 
spending was up nearly 50 basis points during the week 
of Amazon’s second Prime Day (compared to 2021), 
despite general economic declines*

Department or large retailer
Local shops or small businesses
Thrift or discount stores

64%
34%
21%

Amazon
Retailer’s websites
Other marketplaces (i.e, Etsy, Facebook, eBay)
Social Media
Livestreaming

71%
52%
19%
8%
2%

Although consumers are very concerned about affordability and inflation, there are signs they 
are gaining in confidence when it comes to more recent payment technologies. However, when 
it comes to holiday spending, seamlessness is still king for most consumers and drives 
payment choice at checkout just as much or even more than getting good deals. 

Concerned about rising costs due to inflation
83%

Concerned about the affordability of gifts
72%

Concerned about getting the “best deal”
62%

Concerned about managing their budget
66%

Emerging technologies have gained traction

IN-STORE

WHERE WILL THEY BE SHOPPING?

Debit Card
Credit Card
Cash
Digital Wallet
BNPL

61%
53%
39%
28%
28%

WHAT IS THEIR PREFFERED METHOD TO PAY?
Credit Card
Debit Card
1-Click or Saved Accounts
BNPL
QR Codes

57%
55%
36%
36%
30%

WHAT IS THEIR PREFFERED METHOD TO PAY?

WHERE WILL THEY BE SHOPPING?

ONLINE

% of consumers who use newer payment methods

Most popular 
BNPL options:

1-CLICK OR SAVED ACCOUNTS

DIGITAL WALLETS

TAP TO PAY / NFC

BNPL

QR CODES

CRYPTO

51%

48%

39%

18%

18%

8%

64%

13% 13% 12% 10% 9% 3% 3%

25% 23%

52%P2P APPS
The most important factors:

Most popular digital wallets:

Plan to shop in-store
75%

Plan to shop ONLY in-store
13%

Plan to shop online
84%

Plan to shop ONLY online
22%

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

The Strawhecker Group (TSG) is the largest analytics and consulting 
firm focused on the payments acceptance industry. TSG serves the 
entire payments ecosystem and has experience in working on 
large-scale projects for the world’s biggest payment players. The firm 
has worked with all card networks, nine of the top ten merchant 
acquirers in the U.S., as well as leading private equity firms and 
investment banks. The firm’s 50-person workforce is primarily in 
Omaha with satellite offices in Sacramento, Denver, and London. For 
more information please visit www.TheStrawGroup.com
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TSG and ETA surveyed over 1,000 U.S. consumers in October to understand their spending habits, 
payment preferences, and opinions on emerging payment technologies this holiday season

The following are three payment technology trends found from our data:

*Data sourced from CLIMATE, powered by TSG. CLIMATE aggregates data from issuers and merchants through TSG’s external data partner, Replica. Replica provides 
detailed, timely data covering mobility, economic activity, demographics, and land use, with nationwide coverage. Email info@thestrawgroup.com to learn more

TSG and ETA conducted a survey consisting of 1,081 consumers in the U.S., with the goal of understanding how payment preferences and spending trends have shifted 
this holiday season. The survey was conducted between October 18, 2022 and October 20, 2022. The survey represents consumers across demographics such as state, 
gender, age, and household income. The margin error is +/-3.0% at a 95% confidence level

(ranked most used to least)

This report is based upon information we consider reliable, but its accuracy and completeness cannot be guaranteed. Information provided is not all inclusive. All information listed is as available. For internal use only. 
Reproducing or allowing reproduction or disseminiation 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 2022 The Strawhecker Group ®. All Rights Reserved. DISCLAIMER: The Strawhecker Group (TSG) and Electronic Transaction Association (ETA) are not necessarily endorsed, sponsored 
by, or in any other way affiliated with any companies or their logos illustrated in this presentation. 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.

BNPL, digital wallets, and eCommerce rise as consumers fill their carts

https://www.electran.org/
https://www.electran.org/
https://thestrawgroup.com/

