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The ConnectedEconomy™ Monthly Report
benchmarks the digital transformation of
consumers across the 10 activities that rep-
resent their day-to-day lives. Each month,
PYMNTS surveys a population-based sample
of roughly 2,500 U.S. consumers to measure
the use and adoption of digital tools for how
they live, work, shop, eat (how and where they
buy food), travel, bank, communicate, stay well,
have fun and pay/are paid. This work builds

on 15 studies and the more than 21,000 con-
sumers PYMNTS has surveyed since March 6,
2020, and represents the largest and most
consistent data set tracking the digital shift
accelerated by the pandemic.
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even million more consumers keep in daily

contact with friends and family online than
did so in December 2021, and their numbers
keep growing. These consumers are increas-
ingly using social media, messaging apps and
countless other sites and platforms to foster commu-

nication among family members, friends and romantic
partners.

Who are the men and women going online to connect
— and what can they tell us about how the internet is re-
shaping the way consumers communicate?

For The ConnectedEconomy™ Monthly Report: The Who’s
Who Of The Digital Social Scene Edition, PYMNTS surveyed
a census-balanced panel of 2,638 United States consum-
ers between Sept. 10 and Sept. 24 to get the latest on
how the economy’s digital transformation is changing the
social scene.

This is what we learned.
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THE 10 PILLARS

of the ConnectedEconomy™

Benchmarking consumers’ digital behaviors and new routines
has been a consistent part of PYMNTS’ research since 2016
— well before the pandemic accelerated the shift to digital

— but the transition from an app-based world to
an ecosystem-driven one was abundantly clear.

PYMNTS accelerated its research efforts in early March 2020, and

it now has more observations documenting the shift to digital
since the start of the pandemic. PYMNTS’ landmark study of
15,000 U.S. consumers, published in June 2021, was intended
to further document consumers’ digital habits and routines
as well as their interest in participating in connected

ecosystems to streamline the management of their digital lives.
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The ConnectedEconomy™ persona groups

e CONVENIENCE-SEEKERS

These consumers are extremely interested in being able to aggregate or integrate all
aspects of their lives online into a single super app.

e COMMERCE-SEEKERS
These are consumers who are likely to want to aggregate or integrate data pertaining
to their shopping, travel or entertainment preferences and activities into a single app
but are also less likely than others to want to use that app to actually transact.

* FINANCIAL WELLNESS-SEEKERS

These consumers are likely to want to aggregate or integrate data related to banking,
money management or payments into a single super app to have access to that infor-
mation and then, crucially, use that data to make or receive digital payments.

e WAIT-AND-SEE
These consumers are likely to integrate just a few tasks from a limited area of their
lives with a super app.

* NOT INTERESTED

These consumers do not want to integrate any life area into a super app.

Connected consumers and the devices that connect them

e BASIC-TECH

These consumers use computers or smartphones primarily and exhibit low overall
ownership of devices, possessing three devices on average.

* MAINSTREAM-TECH

These consumers are computer, smartphone, tablet, smart TV and gaming
console-dominant and own six to seven devices on average.

 CONNECTED-TECH
These consumers have all the devices that mainstream users have, but they also
incorporate smart home and activity-tracking devices into their ecosystems.
They own 11 to 12 devices on average.
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PART I
Socializing in the ConnectedEconomy™

Consumers’ appetite for
socializing online is growing
faster than any other type of
digital activity. Consumers are
communicating with friends,
family, dates or caregivers

21% more now than

iIn December 2021.

This is by far the steepest increase in digital en-
gagement seen across any of the pillars we track.
The only other increases that came close were
observed in the eat and work pillars. Consum-
ers went online to place restaurant and grocery
orders 18% more and to work or check in on
work 19% more last month than in December
2021.
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FIGURE 1:

THE EVOLUTION OF CONSUMERS’ DIGITAL BEHAVIORS

Average share of consumers participating in digital activities across the 10 pillars of the ConnectedEconomy™,
by date

Total engagement Move Live Be well Communicate Eat Shop Work Have fun Bank

‘ December 2021 ‘ January 2022 ‘ February 2022 ‘ March 2022 ‘ April 2022

Source: PYMNTS
The ConnectedEconomy™ Monthly Report, November 2022
N = 2,638: Complete responses, fielded Sept. 10, 2022 - Sept. 24, 2022




PART I
Socializing in the ConnectedEconomy™

More consumers have made
online socializing part of their
daily routines.

An estimated 47 million consumers, approxi-
mately 18% of the adult population, now connect
with friends, family and romantic partners online
as part of their daily routine.! Back in December
2021, 39 million consumers, approximately 15%
of the adult population, counted digital commu-
nication as part of their daily routine.

Meanwhile, the share of consumers socializing on
a monthly basis has decreased. Just 12% of con-
sumers, on average, reported socializing online
last month — down from 13% three months prior.
This widespread shift to daily digital socializing
shows no sign of slowing anytime soon.

" Average engagement with daily frequency among Communicate digital activities

20%

18%

16%

14%

12%

FIGURE 2:
CHANGE IN FREQUENCY OF ONLINE COMMUNICATION
Average share of consumers engaged in Communicate pillar activities, by frequency of engagement
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Source: PYMNTS
The ConnectedEconomy™ Monthly Report, November 2022
N = 2,638: Complete responses, fielded Sept. 10, 2022 - Sept. 24, 2022




PART [:

Socializing in the ConnectedEconomy™

The summertime surge

In social media posting
and messaging drove

the massive uptick in
digital social engagement.

There has been a 7.6% increase in consumers’
daily use of social media and an 8.5% increase in
their daily use of messaging apps since January
2022, with most of this increase coinciding with
the summer months. The share of consumers
using social media skyrocketed 4% between July
and September 2022, while the share of con-
sumers using messaging platforms jumped 7%.
This signals that many consumers were messag-
ing and chatting online as they headed outside
to socialize in person and enjoy the weather.

The ConnectedEconomy™

FIGURE 3:

EVOLUTION OF CONSUMERS’ FREQUENCY OF ONLINE SOCIAL ACTIVITIES
Average share of consumers engaged in select Communicate pillar activities, by frequency of engagement
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The ConnectedEconomy™ Monthly Report, November 2022

N = 2,638: Complete responses, fielded Sept. 10, 2022 - Sept. 24, 2022
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PART II:
Connected socialites and digital daters

Men use the internet to
communicate 30% more than
women do — but their goals
for communicating online

are vastly different.

Women go online chiefly to keep up with friends
and family on social media; men go online pri-
marily to find dates. Women browse 14% more
and post 4% more on social media than men,
while men are 150% likelier than women to use
dating apps and 128% more likely than women to
conduct background checks on potential part-
ners. This shows that although men and women
have a multitude of ways to socialize online,
both genders show very strong preferences for
certain types of online social activity.

The ConnectedEconomy™

FIGURE 4:
THE GENDER DIVIDE IN THE ONLINE SOCIAL SCENE
Share of consumers engaging in select Communicate pillar activities at least once per month, by gender
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The ConnectedEconomy™ Monthly Report, November 2022
N = 2,638: Complete responses, fielded Sept. 10, 2022 - Sept. 24, 2022
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Connected socialites and digital daters

The most digitally social men and women — those who communicate online daily — have more

IS

dei

much smaller among the

Ivi

This gender d

similarities than differences. The men who socialize online daily are still more likely than their
female counterparts to use dating apps, for example, but only by roughly 8 percentage points.

This is far less than the 24 percentage-point gap that separates men and women who only com-

consumers who go online
to communicate daily,

municate online weekly or monthly.

We see similarly small gaps when it comes to running background checks on romantic partners,
uploading content to social media platforms, monitoring locations and nearly every other type

of online digital communication between men and women who socialize online daily.

except when it comes to

social media browsing.

The only exception is social media scrolling. Women are 55% likelier than their male counterparts

to check for social updates daily, with 62 million women across the country scrolling their social

feeds every day to catch up on the latest news from their friends, family and romantic partners.

Just 38 million men browse social media with the same frequency. Women remain the internet’s

foremost socialites, even among the most active users.
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THE GENDER DIVIDE AMONG THE INTERNET’S MOST CONNECTED COMMUNICATORS
Share of consumers engaging in select Communicate pillar activities every day, by gender

The ConnectedEconomy™ Monthly Report, November 2022

FIGURE 5:
Source: PYMNTS
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PART Il
Who else is in the online social scene?

High-income consumers are driving
the surge in online communication.
This group is socializing online 9% more
now than at the beginning of the year.

Fifty-four million consumers who went online to connect with
friends, family and loved ones in the last month earned more
than $100,000 annually, comprising 57% of the consumers in
this income bracket. Just 50% of consumers earning between

$50,000 and $100,000 annually and 40% of those earning less
than $50,000 did the same.

Consumers living paycheck to paycheck are also more likely
to communicate online. Our research shows that 54% of the
consumers who lived paycheck to paycheck with issues paying
their bills last month went online to chat, browse and share,
as did 53% of those who lived paycheck to paycheck without
issues paying bills. Just 43% of consumers who did not live
paycheck to paycheck reported socializing online.
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FIGURE 6:
THE ONLINE SOCIAL HABITS OF CONSUMERS WITH DIFFERENT FINANCES

Average share of consumers participating in Communicate pillar activities,
by financial lifestyle and annual income
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Source: PYMNTS
The ConnectedEconomy™ Monthly Report, November 2022
N = 2,638: Complete responses, fielded Sept. 10, 2022 - Sept. 24, 2022
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PART Il
Who else is in the online social scene?

Whether consumers use an iPhone
or an Android phone determines
how social they are online.

The make of consumers’ phones correlates with their online
socializing habits, but only moderately so — and there has
been a great deal of variability in this difference. In September,
iPhone users were 14% likelier than Android users to social-
ize online, for example, but they were just 4% likelier to do so
back in March.

This difference in engagement likely stems not from the make
and model of consumers’ phones, but rather from other factors,
such as differences in income. PYMNTS’ research found 35%
more iPhone users than Android users are high-income con-
sumers, for example. High-income consumers tend to be more
digitally engaged than middle-income or lower-income con-
sumers.
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FIGURE 7:

ANDROID VERSUS IPHONE ONLINE COMMUNICATION HABITS

Average share of consumers participating in Communicate pillar activities,
by make of users’ phone
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Source: PYMNTS
The ConnectedEconomy™ Monthly Report, November 2022
N = 2,638: Complete responses, fielded Sept. 10, 2022 - Sept. 24, 2022
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METHODOLOGY

The ConnectedEconomy™ Monthly Report is based on a
survey of a census-balanced panel of 2,638 U.S. consumers
conducted between Sept. 10 and Sept. 24 as afollow-uptoa
continuing series of studies examining consumers’ shift to a
more digital way of engaging in everyday activities. Respon-
dents were 48 years old on average, and 52% were female.
Thirty-two percent of respondents held college degrees.
We also collected data from consumers in different income
brackets: 36% of respondents declared annual incomes of
more than $100,000, 31% earned between $50,000 and
$100,000 and 33% earned less than $50,000. Additional
proprietary data from PYMNTS was used for supplemen-
tary analysis.

DISCLAIMER

The ConnectedEconomy™ Monthly Report may be updated periodically. While reasonable
efforts are made to keep the content accurate and up to date, PYMNTS MAKES NO REP-
RESENTATIONS 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 PRO-
VIDED “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 IN-
TERRUPTIONS 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 JURIS-
DICTIONS 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.






