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FIGURE 1: 

What consumers are buying using debit and credit
Share of consumers who made purchases using debit cards or credit cards

 

Source: PYMNTS Intelligence
How People Pay — 10 Impact Statements, January 2025
N varies based on number of consumers who purchased 

each product or service in November 2024, fielded Nov 11-30

So what:  
Consumers are reaching for their ‘cash on hand’ card option with 

debit cards when making smaller, everyday purchases —  
across grocery, restaurant and retail.

01
more likely to use debit  

than credit when making  
grocery purchases. 

67%
Consumers are 44% 26%

Groceries

39% 30%

Retail

37% 27%

Restaurants

25% 26%

Travel

Debit card Credit card

Payment Method Choice    |    05



   |    07

© 2024 PYMNTS All Rights Reserved

So what:  
Consumer payment preferences can be sticky, and getting  

consumers to use new methods is difficult. For example, debit has 
consistently been consumers’ preferred method for making grocery 

purchases over the past two and a half years.

02 Share of consumers who most recently used 
debit cards to pay for groceries, as of November

44%
FIGURE 2: 

How consumers pay for groceries
Share of consumers who most recently used select payment methods to 
purchase grocery items
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So what:  
Paying for travel consistently bucks larger trends. Unlike everyday 

 purchases, consumers were more likely to reach for their credit card rather 
than their debit card or any other payment method to pay for travel.  

03 Share of consumers who most 
recently paid for travel services 

using a credit card

40%
FIGURE 3:

Consumers’ preferred payment method for travel
Share of consumers who used select payment methods most recently to pay for 
travel services
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So what:  
In-store shopping still dominate for consumers’ everyday needs, 

while more specialized purchases like travel tend to be made online.

04 likely to have shopped in-store rather 
than online for their last retail purchase. 

2.9 times

FIGURE 4:

What consumers buy online
Share of consumers who bought select items or services online

Consumers are 

Source: PYMNTS Intelligence
How People Pay — 10 Impact Statements, January 2025
N varies based on number of consumers who purchased 

each product or service in November 2024, fielded Nov 11-30
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FIGURE 5:	

Digital wallet use for groceries and travel 
Share of consumers who most recently used a digital wallet to purchase grocery items or 
travel services in the 30 days prior to being surveyed

So what:  
Consumers use digital wallets more for purchases that 
are less routine and are more likely to be made online.   

05
more likely to use a digital  

wallet for a travel purchase 
than a grocery purchase.

2.4 times

Consumers are

Groceries Travel

11% 25%

Source: PYMNTS Intelligence
How People Pay — 10 Impact Statements, January 2025
N varies based on number of consumers who purchased 

each product or service in November 2024, fielded Nov 11-30
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So what:  
Consumers are not necessarily using debit strategically 
but are instead reaching for this method because it is 

simply easiest to use. 

06
as likely to use debit because 

it is convenient than for any 
other reason.

2 times

FIGURE 6: 

Top 5 reasons consumers use debit cards in-store
Share of consumers citing select reasons to use a debit card for in-store purchases
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So what:  
Consumers generally use credit more strategically than 

debit. While they use debit for convenience, they use 
credit because of rewards. 

07
more likely to use a credit card 

for an in-store purchase for 
rewards than for convenience.

60%

FIGURE 7: 	

Top 5 reasons consumers use credit cards in-store
Share of consumers citing select reasons to use a credit card for in-store purchases
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FIGURE 8: 	
Top 5 reasons consumers use a specific payment method to buy groceries 
Share of consumers citing select reasons for choosing a payment method when  
purchasing groceries

So what:  
When making everyday purchases like groceries, many people 
reach for the most convenient method. This may help explain 
why debit, a method used predominantly for convenience, is 

the most popular choice for purchasing groceries. 

08
Share of consumers who reach 

for the most convenient payment 
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FIGURE 9: 

Payment declines decrease
Share of consumers who experienced payment declines over time

 

So what:  
 Payment declines have fallen by 27% in the last two years, 

leading to happier consumers and merchants. 

09
Share of consumers who experienced 
payment declines in November 2024, 

down from 18% in September 2022 
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FIGURE 10: 

Fraud remains stable
Share of consumers who experienced fraud

 

So what:  
Fewer than 1 in 10 consumers reported experiencing 
fraud in 2024. Merchants, financial institutions and 

 consumers have been effective over the course of the 
year at reducing the fraud rates.
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PYMNTS Intelligence is a leading global data and analytics platform 
that uses proprietary data and methods to provide actionable 
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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 
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some of the world’s leading publicly traded and privately held firms.
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