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956%

Share of consumers who used
any type of pay later plan in the
last 12 months, as of October

So what:

Consumer use of BNPL is rising, and merchants and
acquirers should be prepared with the capacity to
satisfy the growing demand.

Pay Later Plan Usage | 05

FIGURE 1:

Pay later plan usage
Share of consumers that have used pay later plans in the last 12 months, by type of plan
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Source: PYMNTS Intelligence

Pay Later Plans Could Boost Holiday Sales If Shown Before Checkout, November 2024

N = 5,248: Whole sample, September 30 — October 5, 2024; N = 2,655: Whole sample, fielded
Feb. 13, 2024 - March 11, 2024; N = 2,859: Whole sample, fielded Aug. 8, 2023 - Aug. 12, 2023
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FIGURE 2:

Pay later plan usage, by income and financial lifestyle
Share of consumers who used a pay later plan in the past 12 months
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Source: PYMNTS Intelligence

Pay Later Plans Could Boost Holiday Sales If Shown Before Checkout, November 2024
N = 5,248: Whole sample, September 30 — October 5, 2024
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FIGURE 3:

Top 9 motivators for pay later plan use
Share of consumers indicating the reasons they used a pay later plan, by financial lifestyle

® Paycheck to paycheck @ Paycheck to Not paycheck to
with issues paying paycheck, but not paycheck
bills struggling

Good way to pay
for larger
purchases

Ease and
convenience

0000000000
00000000 Preserve cash
cushion
Better manage
spending

Share of consumers not living e
paycheck to paycheck who use
installment plans because of
convenience " o atford the

purchase

Trust provider

Little or no cost
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Source: PYMNTS Intelligence

Pay Later Plans Could Boost Holiday Sales If Shown Before Checkout, November 2024

N = 2,837 : Respondents who have used pay later plans in the last 12 months, fielded Sept. 30,
2024 - Oct. 5, 2024
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1%

Share of financially struggling
credit cardholders who are
currently making payments on
installment purchases

So what:

Financial insecurity seems to link to dependence on
installments, as consumers who struggle to pay bills
month to month are 4 times more likely to use card
installments than non-paycheck to paycheck
consumers, and they carry higher balances on their
credit cards on average.

FIGURE 4:
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Outstanding balances
Share of consumers with credit cards that have outstanding credit card balances

and are paying installment loans
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Source: PYMNTS Intelligence
New Reality Check: The Paycheck-to-Paycheck Report, November 2024
N = 2,088: Respondents with at least one credit card, fielded Oct. 9, 2024 — Oct. 16, 2024
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Share of pay later plan users who
choose to pay in installments for
clothing and accessories

So what:

Pay later plans are used to buy a wide variety of products,
but the reality that necessities like clothing and food lead
the way suggests these plans play an important role in
day-to-day life for many consumers.

Spending Trends

FIGURE 5:

What consumers purchase with pay later plans
Share of pay later plan users who purchased select products in the
past 12 months with the plans
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Source: PYMNTS Intelligence

Pay Later Plans Could Boost Holiday Sales If Shown Before Checkout, November 2024

N = 2,837 : Respondents who have used pay later plans in the last 12 months, fielded Sept. 30,
2024 - Oct. 5, 2024
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FIGURE 6:
Pay later spending
Average total spending on the products for via pay later plans, by demographic and type of plan
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Consumers spend 25% more
when using general-purpose
credit card installment plans
than when using BNPL plans. »

Baby
Sample boomers and  Generation X Bridge Millennials Generation Z
seniors millennials

So what:

The total amount spent correlates to stage of life, \ ™~ ™~ \
with bridge millennials spending most and both older +20% +1T% +367 +17 +22% +42%

and younger consumers spending less. However, the

youngest demographlcs exhibit the largeSt increase in Difference between general-purpose credit card installment plan
spending amounts when using general-purpose and BNPL spending amounts

installment plans rather than BNPL plans.

Source: PYMNTS Intelligence
Pay Later Plans Could Boost Holiday Sales If Shown Before Checkout, November 2024
N =1,957: Respondents who decided to use a general-purpose installment plan in the last 12
months; N = 1,909: Respondents who decided to use a BNPL installment plan in the last 12
months, September 30 — October 5, 2024
© 2024 PYMNTS All Rights Reserved

PYMNTS
INTELLIGENCE



PAY LATER
LAN TIMING




PYMNTS
INTELLIGENCE

7%

Share of consumers who learned
about the availability of
general-purpose credit card
installment plans before the
checkout process

So what:

Merchants have work to do to improve pay later visibility, as
consumers are much more likely to be aware of BNPL options
before or at the point of payment than card installment
options. Despite this, one-quarter of those using general
purpose installment plans did not learn about their availability
until after checking out.

Pay Later Plan Timing | 21

FIGURE 7:

When consumers learn about pay later availability
Share of respondents that used pay later plans that learned about their availability before,
during or after checkout
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Source: PYMNTS Intelligence

Pay Later Plans Could Boost Holiday Sales If Shown Before Checkout, November 2024

N = 1,957: Respondents who decided to use a general-purpose installment plan in the last 12
months; N = 655: Respondents who decided to use a merchant or store card installment plan
in the last 12 months; N = 1,909: Respondents who decided to use a BNPL installment plan in
the last 12 months, September 30 — October 5, 2024
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09,

Share of consumers who have not
yet used pay later plans who would
prefer to learn about pay later
options before checkout

So what:

A change in when pay later plans are offered could result in
greater consumer usage, as more than 60% prefer to know
they are available before deciding what to buy.

Generation

Income

Family status

Pay later

FIGURE 8:
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When consumers want to learn about pay later availability
Share of consumers preferring to learn about Pay Later before, during or after checkout, by

demographic
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Source: PYMNTS Intelligence
Pay Later Plans Could Boost Holiday Sales If Shown Before Checkout, November 2024
N = 5,248: Whole sample, September 30 — October 5, 2024
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Share of buy now, pay later
users who are very or extremely
satisfied with using BNPL

So what:

BNPL plans carry much higher satisfaction rates and notably are
always made available at or before checkout, unlike other pay
later plans (see Figure 7). This suggests that consumers would like
these offers presented earlier in the purchase process.

FIGURE 9:

Consumer satisfaction

Share of consumers who are satisfied when using pay later plans
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Source: PYMNTS Intelligence
Pay Later Plans Could Boost Holiday Sales If Shown Before Checkout, November 2024
N = 1,957: Respondents who decided to use a general-purpose installment plan in the last 12 months; N = 655:
Respondents who decided to use a merchant or store card installment plan in the last 12 months; N = 1,909:
Respondents who decided to use a BNPL installment plan in the last 12 months, September 30 — October 5, 2024
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9%

Share of parents likely to use
buy now, pay later plans in the
next 12 months

So what:

For merchants to increase installment payment usage,
data suggests, parents and younger consumers seem to
be the most attractive demographics to target.
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FIGURE 10:
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Future pay later use
Share of consumers who are very likely to use pay later plans in the next 12 months
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Pay Later Plans Could Boost Holiday Sales If Shown Before Checkout, November 2024
N = 5,248: Whole sample, September 30 — October 5, 2024
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ABOUT

PYMNTS PYMNTS Intelligence is a leading global data and analytics platform
INTELLIGENCE 0t 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.

DISCLAIMER I

The 10 Impact Statements: 2024 Pay Later Report eBook may be updated periodically.
While reasonable 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, ADEQUACY,
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 INTERRUPTIONS IN
THE CONTENT THAT IS PROVIDED AND DISCLAIMS ALL WARRANTIES WITH REGARD
TO THE CONTENT, INCLUDING THE IMPLIED WARRANTIES OF MERCHANTABILITY
AND FITNESS FOR A PARTICULAR PURPOSE, AND NON-INFRINGEMENT AND TITLE.
SOME JURISDICTIONS DO NOT ALLOW THE EXCLUSION OF CERTAIN WARRANTIES,
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
PARTICULAR, 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
LIABILITY FOR INCIDENTAL OR CONSEQUENTIAL DAMAGES, AND IN SUCH CASES
SOME OF THE ABOVE LIMITATIONS DO NOT APPLY. THE ABOVE DISCLAIMERS AND
LIMITATIONS 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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