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 40,000
consumers PYMNTS has surveyed since
November 2021, and represents the largest
and most consistent data set tracking the
digital shift accelerated by the pandemic.
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here are and always have been sharp differences
between how consumers in different demographic
groups experienced the quick and total digitization
of the United States economy, and no difference may
be quite as significant as that between consumers in
the highest and the lowest income brackets.

In July 2022, PYMNTS identified and measured a sharp divide
between how much consumers in different income brackets
used the internet in their daily lives. We found that this so-called
income gap exists across all areas of consumers’ lives. High-
income consumers are consistently more likely than low-income
consumers to use digital tools for everything from traveling to
banking, keeping in touch with their families, accessing health-
care and beyond. Six months later, that same income gap is still
here — and it is, quite literally, more prominent than ever.

The ConnectedEconomy™ Monthly Report: Digitally Divided -
Work, Health and the Income Gap examines how the online lives
of the country’s highest- and lowest-paid consumers measure up
against each other, revealing the key forces separating them. We
surveyed a census-balanced panel of 2,710 consumers between
January 6 and January 10 as a follow-up to our ongoing research
into how the digital transformation of the U.S. economy is re-
shaping consumer habits. This edition details how high-income
and low-income consumers’ online lives continue to diverge and
what that means for the future of the ConnectedEconomy™.

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
we now have 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

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 area of life 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.

© 2023 PYMNTS All Rights Reserved



PART I:
Digitizing travel and transportation

More consumers went online

in the last 12 months, mainly driven
by their use of apps to find the best
deals on travel and transportation.
Across all 10 verticals we study, more
consumers are participating in more

digital activities than they did one year ago.

The most significant increase we’ve seen is in the share of
consumers using digital to support their travel and commuting
needs, using apps, aggregators and platforms to help them do
everything from commuting to planning vacations. On average,
14% more consumers reported using these types of digital tools
in January 2023 than one year prior.

The use of apps to track and locate gas stations has increased
the most. The share of consumers using gas station tracking
apps is up 18% year over year — possibly reflecting an effort to

find the cheapest gas prices their area.

The ConnectedEconomy™

Figure 1

Average share of consumers participating in different digital economy activities
Average digital participation, total and by pillar between January 2022 and January 2023
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Source: PYMNTS
Digitally Divided: Work, Health and the Income Gap, February 2023
Based on 13 monthly surveys, fielded January 2022 to January 2023; target sample was 2,500 consumers per survey

Saving money on gas is not the only thing on consumers’ minds,
however. Many are utilizing a wider array of digital tools to plan
their vacations. We find that 16% more consumers are checking
travel information online, and the share purchasing airfare online is
also up 16% year over year.

As we shall soon see, high-income consumers — those annually
earning more than $100,000 — are driving most of this increase.
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PART II:
Understanding the income gap

High-income consumers are

70% more likely than low-income
consumers to participate in the digital
economy, driven primarily by their use
of digital to work from home.

High-income consumers’ participation in the ConnectedEcon-
omy™ is up 9% year over year, but low-income consumers’
participation has remained virtually unchanged.

Average participation in the ConnectedEconomy™ among those
making $100,000 and more (high-income consumers) stands at
54.7%, close to twice the size of the share participating among
those annually earning less than $50,000 (low-income con-
sumers).

High-income consumers are using digital more, partly because
they are still working from home, while low-income consumers
are increasingly returning to jobs requiring them to work on-
site. High-income consumers are now 78% more likely than

low-income consumers to have jobs they can perform from

The ConnectedEconomy™ | 09

Figure 2
The digital gap is widening
Average share of people who participate in connected activities, by annual income
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Source: PYMNTS
Digitally Divided: Work, Health and the Income Gap, February 2023
Based on 13 monthly surveys, fielded January 2022 to January 2023; target sample was 2,500 consumers per survey

home: 71% of high-income consumers, a projected 45 million in-
dividuals, now do at least some of their work remotely from home
— up 10% year over year.

Just 40% of low-income consumers worked remotely from home in
January 2023 — down 15% year over year. It is not entirely clear why
this is, though many of these consumers may hold jobs that require
them to work on-site.

© 2023 PYMNTS All Rights Reserved
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PART II: Understanding the income gap

Travel is another area where high-income and mid-income
consumers’ digital activities sharply differ. High-income and
mid-income consumers are 1.5 times as likely as low-income
consumers to be online planning vacations and spending on
travel and accommodations — and this gap is growing.

An average of 46% of high-income consumers used websites,
apps, aggregators or other digital tools to plan or book travel
tickets or accommodations — up 19% from last year. Low-in-
come consumers’ use of digital for travelis relatively unchanged
in comparison, indicating that they could be opting out of trav-
eling in favor of lower-cost options.

The final area where we’ve witnessed a sharp increase in the
gap separating high-income and low-income consumers is
with digital healthcare activity. High-income consumers are
now twice as likely as low-income consumers to use digital to
access healthcare services.

An average of 59% of high-income consumers used digital to
access healthcare services or communicate with their provid-
ers in January 2023 — up from 50% in January 2022. Just 35%
of low-income consumers used digital to access healthcare
services or communicate with their providers in January 2023
— up from 32% in January 2022.

The ConnectedEconomy™

Figure 3A

Differences in digital participation across age groups
Share of consumers working remotely from home, over time and by income
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Source: PYMNTS
Digitally Divided: Work, Health and the Income Gap, February 2023
Based on 13 monthly surveys, fielded January 2022 to January 2023; target sample was 2,500 consumers per survey
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Figure 3C
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Differences in digital participation across age groups

Share of consumers using websites or apps to access information regarding health providers, over time and by income

Share of consumers using websites or apps to obtain travel information, over time and by income
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Based on 13 monthly surveys, fielded January 2022 to January 2023; target sample was 2,500 consumers per survey

Based on 13 monthly surveys, fielded January 2022 to January 2023; target sample was 2,500 consumers per survey

LT
R RE

Bk




14 |  PART Il: Understanding the income gap

The ConnectedEconomy™ | 15

NEARLY THREE-QUARTERS S lvadiastll domitates stherinESEnR e

0 F C 0 N S U M E R S U S E D Sh;vr:az); consumers actively and passively engaging in social media, compared to average participation across all activities
ONLINE SOCIAL NETWORKS

TO BROWSE AND STAY | e ani i
IN TOUCH WITH

FAMILY AND FRIENDS.

73.9% 74.4%

71.1%

59.3%

58.5% _ 991%  5g39,

he growing number of consumers using digital to

: ; 8 . 45.3% . ! . 45.4%
keep in touch with friends and family has also — B4%  gaon 436 azan R
. . . . . . . . '~~~° 40.7%/ """""""
driven the rise in digital participation. Ten percent e
more consumers, on average, participated across
different digital social activities in January 2023
h N in N r 2 22 Check for updates on social media Upload content to social media Average (all activities)

tha anuary
5 . ; A Source: PYMNTS

In tOtal’ 59% Of U.S. adUI'tS pOSted on SOCIal' medla durlng Digitally Divided: Work, Health and the Income Gap, February 2023

January 2023 and 74% browsed on SOCial media These Shares Based on 13 monthly surveys, fielded January 2022 to January 2023; target sample was 2,500 consumers per survey

9 .
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PART IlI;
More digital, more variety

Consumers’ use of digital payments
Increases as their level of digital
participation increases — both
within and across digital activities.

Consumers’ payment preferences tend to shift as they spend
more of their lives online. The most connected consumers tend
to be the most likely to use digital payment methods such as
digital wallets and digital tools to make everyday transactions.

High-income consumers are a prime example. High-income
consumers are the most likely of any income bracket to be par-
ticipating in the ConnectedEconomy™. They are also twice as
likely to have paid for their most recent purchase via a digital
wallet as they were in January 2022 — and their increased
digital participation is why. Twenty-one percent of high-income
consumers paid for their most recent purchase via a digital

wallet, while just 12% of low-income consumers did the same.
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Figure 5
How consumers paid for their most recent digital transaction
Share of consumers who paid for their last digital transaction in select ways, over time
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Source: PYMNTS
Digitally Divided: Work, Health and the Income Gap, February 2023
Based on 13 monthly surveys, fielded January 2022 to January 2023; target sample was 2,500 consumers per survey

Millennials and Generation Z — the most connected generations —
are also good examples of how use of digital payments increases
digital participation. They make more types of digital transactions
than the rest. Our research shows that 53% of millennials paid for
a ridesharing service in January 2023, twice the share compared to
their Generation X counterparts.

Sixty percent of Gen Z consumers selected and paid for groceries
online in the first month of the year, as opposed to 16% of baby
boomers and seniors who did the same.
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METHODOLOGY

The ConnectedEconomy™ Monthly Report is based on a
survey of a census-balanced panel of 2,710 U.S. consumers
conducted between Jan. 6 and 10, 2023, as a follow-up to
a continuing series of studies examining consumers’ shift
to a more digital way of engaging in everyday activities.
The sample was balanced to match the U.S. adult popula-
tion in a set of key variables: Respondents 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 supplementary analysis.
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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.






