
PYMNTS is where the best minds and the best content meet on the web to learn about “What’s Next” in 
payments and commerce. Our interactive platform is reinventing the way in which companies in payments 
share relevant information about the initiatives that shape the future of this dynamic sector and make news. 
Our data and analytics team includes economists, data scientists and industry analysts who work with com-
panies to measure and quantify the innovation that is at the cutting edge of this new world.
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      The  ConnectedEconomy™
Monthly Report

The ConnectedEconomy™ Monthly Report 
benchmarks the digital transformation of 
consumers across the 10 activities that  
represent 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 or are paid. This work builds 
on 15 studies and the more than 21,000  
consumers 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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M en use the internet more than women 
for nearly everything — from working to 
gaming to dating and beyond — but the 
starkest difference is how much more 
men go online to buy food and groceries. 

A projected eight million more men than women ordered 
their groceries online for home delivery in October 2022 
alone, and 9.4 million more men than women placed restau-
rant orders using aggregators like DoorDash, Grubhub or 
Uber Eats. Many women still prefer to buy their grocer-
ies in person, with a projected 11.2 million more women 
shopping in brick-and-mortar grocery stores than men in 
the same time frame.

This is just one of many gender divides PYMNTS uncov-
ered in our latest research. In The ConnectedEconomy™ 
Monthly Report: The Gender Divide, we investigate the 
key differences in how men and women shop, pay and 
live online in the increasingly digital-first U.S. economy. 
We surveyed a census-balanced panel of 2,669 U.S. con-
sumers — 1,432 women and 1,237 men — about how they 
interact with the ConnectedEconomy™. 

This is what we learned. 
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The ConnectedEconomy™ persona groups

•	 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.

•	 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.

•	 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

•	 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.

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.   

WORKMOVE

EAT

LIVE

COMMUNICATEBANK

PAY

BE WELL

SHOP

HAVE FUN
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Women are less likely than 
men to use digital means  
to do almost everything.  
Online banking is the only  
exception, with both women 
and men participating  
in equal measure. 

PART I:  
The basics of the digital gender divide

Men are 46% involved in the digital economy, 
while women are 37% involved, on average. This 
simply means that men are about 22% more 
likely than women to complete their Connecte-
dEconomy™ activities online. 

This gender gap has been present since No-
vember 2021 and shows no sign of disappearing 
anytime soon. 

FIGURE 1:	
THE CONNECTEDECONOMY™ GENDER DIVIDE 
Average participation in select pillars of the ConnectedEconomy™, by gender 

Source: PYMNTS
The ConnectedEconomy™ Monthly Report, November/December 2022
N = 2,669: Complete responses, fielded Oct. 10, 2022 – Oct. 18, 2022
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There is just one type of digital activity where we see virtually no gender 
divide: online banking.  Both women and men are about 70% involved in 
digital banking activities, underscoring just how ubiquitous it has become 
in consumers’ everyday lives — regardless of gender. 
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The gender divide widens  
when it comes to making transactions, 
both in person and online. 

PART I:  
The basics of the digital gender divide

Women transact online 34% less than men, on average. This 
means that the average number of women who carry out various 
digital transactions online is far less than seen among their 
male counterparts. The average male consumer participated 
in 14.3 transactional activities online in October, for example, 
while the average female consumer engaged in just 11.5 activ-
ities online. 

It is not necessarily the case that women want to transact 
online any less than their male counterparts. Rather, they are 
less inclined to make any type of transaction — whether online 
or in person. The gender divide we see in the ConnectedEcon-
omy™ is also very much present in the economy more broadly. 
Even offline, women transact 15% less than men. This signals 
that women seem to be consciously transacting less than men 
both online and in the physical world, even if that gender divide 
is much smaller in the latter than in the former. 

FIGURE 2:	
THE CONNECTEDECONOMY™ GENDER DIVIDE  
Average online and offline participation in select pillars of the ConnectedEconomy™, 
by gender

Source: PYMNTS
The ConnectedEconomy™ Monthly Report, November/December 2022
N = 2,669: Complete responses, fielded Oct. 10, 2022 – Oct. 18, 2022

The gap is somewhat smaller for non-transactional online  
activities. Forty-eight percent of men participated in some type 
of non-transactional digital activity in October, while just 42% 
of women did the same.

Men also participate in other, non-transactional offline activi-
ties, like working at a physical location and attending concerts 
or shows, 3% more than women. 
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Income and employment explain some 
— but not all — of this gender gap.  
Men are still 16% more digitally involved 
than women, even when the genders 
earn similar incomes. 

PART II:  
More than money

There is one obvious reason that women might be less digital-
ly involved than men overall: They tend to make less money.1 
PYMNTS’ research consistently shows that higher incomes go 
hand in hand with more digital activity. The more money con-
sumers make, the more of their lives they tend to spend online.

Our most recent study shows that women are 21% likelier than 
men to earn less than $50,000 in annual income and 12% less 
likely than men to earn more than $100,000 in annual income. 
Women are also 17% less likely to be employed than men, 
meaning that far more females earn no income at all. 

FIGURE 3:	
FACTORS THAT COULD EXPLAIN THE GENDER DIVIDE
Income and employment distribution, by gender

Source: PYMNTS
The ConnectedEconomy™ Monthly Report, November/December 2022
N = 2,669: Complete responses, fielded Oct. 10, 2022 – Oct. 18, 2022

Income and employment are only part of this picture, however. 
Even when women and men earn roughly the same annual 
incomes, men are still 16% more digitally engaged than women, 
on average. 

1 Author unknown. TED: The Economics Daily. The Bureau of Labor Statistics. 2022. https://www.bls.gov/
opub/ted/2022/median-earnings-for-women-in-2021-were-83-1-percent-of-the-median-for-men.htm. 
Accessed November 2022. 

https://www.bls.gov/opub/ted/2022/median-earnings-for-women-in-2021-were-83-1-percent-of-the-median-for-men.htm
https://www.bls.gov/opub/ted/2022/median-earnings-for-women-in-2021-were-83-1-percent-of-the-median-for-men.htm
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The biggest difference  
between men’s and women’s 
online behavior is the way they 
buy their food and groceries. 

PART III:  
How women and men order food online

Men are especially predisposed to ordering 
their groceries via Instacart and other same-day 
delivery services. A grand total of 52.4 million 
men ordered at least some of their groceries 
via same-day delivery in October, compared to 
just 36.6 million women who did the same, with 
15.9 million more men using such services than 
women that month.  

FIGURE 4:	
THE DIFFERENT WAYS IN WHICH WOMEN AND MEN ORDER THEIR GROCERIES ONLINE 
Share of consumers’ participation in select digital grocery ordering activities, by gender 

Source: PYMNTS
The ConnectedEconomy™ Monthly Report, November/December 2022
N = 2,669: Complete responses, fielded Oct. 10, 2022 – Oct. 18, 2022
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Not only do men order more groceries online, 
but they also place online restaurant orders 15% 
more than women do. Our research shows that 
54% of men on average (67.4 million individu-
als) placed restaurant orders through a digital 
channel in October, compared to 47% of women 
(62.2 million individuals) who did the same. 

Men most prefer to order from restaurant aggre-
gators, with 9.4 million more men than women 
using them in October. Women generally prefer 
to shop for and buy groceries in stores, with 11 
million more women doing so than men in that 
same time frame.  

FIGURE 5:	
THE DIFFERENT WAYS IN WHICH WOMEN AND MEN PLACE RESTAURANT ORDERS ONLINE  
Share of consumers participating in select digital restaurant ordering activities, by gender

Source: PYMNTS
The ConnectedEconomy™ Monthly Report, November/December 2022
N = 2,669: Complete responses, fielded Oct. 10, 2022 – Oct. 18, 2022



The Leisure   
Pillar

WHEN MEN  
SHOP ONLINE  
FOR GROCERIES 

T here are two key factors that tend 
to drive men to order their groceries 
online. The first is living with chil-
dren, and the second is living in a 
densely populated urban area.

Men who live with children under the age of 18 
are about 73% likelier than men who do not live 
with children to order their groceries online for 
home delivery, and they are 77% likelier to order 
their groceries on same-day delivery sites like 
Instacart. 

Living with a romantic partner, by contrast, has 
a modest impact on a man’s likelihood of buying 
groceries online. Our research shows that part-
nered men are about 16% more likely to order 
groceries through same-day delivery sites like 
Instacart than single men, and about 18% more 
likely than single men to order groceries online 
for home delivery. 

FIGURE 6:	
THE DIFFERENT WAYS MEN USE THE INTERNET TO ORDER GROCERIES 
Share of men who order groceries using select digital tools, by demographic

Source: PYMNTS
The ConnectedEconomy™ Monthly Report, November/December 2022
N = 2,669: Complete responses, fielded Oct. 10, 2022 – Oct. 18, 2022
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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. 

DISCLAIMER

METHODOLOGY

The ConnectedEconomy™ Monthly Report is based on a 
survey of a census-balanced panel of 2,669 U.S. consumers 
conducted between Oct. 10 and Oct. 18 as a follow-up to a 
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.
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