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How Offering BNPL and Digital Wallets Can Drive eCommerce Sales Growth
was produced in collaboration with Adobe, and PYMNTS Intelligence is grateful
for the company’s support and insight. PYMNTS Intelligence retains full
editorial control over the following findings, methodology and data analysis.
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WHAT'S AT STAKE R
— 3%

of merchants consider the amount of
hile credit and debit cards still dominate the payment methods their processor offers

eCommerce arena, alternative payment methods in their choice of Processor.

such as digital wallets and buy now, pay later
(BNPL) plans are increasingly becoming popular

online payment options due to the ease and convenience they
provide. Without the cumbersome process of typing in credit or
debit card numbers, the chance that a consumer will complete
a purchase increases as well. Consequently, it has become
essential for payment processors to offer these alternative

payment methods as part of their platforms if they want to keep Most eCommerce merchants prioritize offering digital wallets
e and BNPL to meet consumer demand, with many willing to

switch payment processors to access these options if not
currently available. Today, 80% of merchants accept digital
wallets such as Apple Pay, Google Pay and PayPal, while 40%
provide BNPL options. In fact, 83% of merchants consider the
0 0 number of payment methods a major factor in selecting a
payment processor, underscoring the competitive importance
of these options. Although many processors already/ offer these
methods, those that don’t risk falling behind. Mgrchants_also
recognize that embracing diverse payment methods sdpports

eCommerce revenue growth, aligning business goals with
customer preferences.

PYMNTS
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Top factors merchants consider when initially choosing a payments processor
Share of merchants citing select factors as important when initially choosing a How Offering BNPL and Digital Wallets Can Drive

payments processor eCommerce Sales Growth, a PYMNTS Intelligence
and Adobe collaboration, explores the growing
100% need for eCommerce merchants and their
payment processors to enable online shoppers to
use payment methods such as digital wallets and
80% BNPL when making purchases. We surveyed 102
executives at firms that sell directly to consumers
through eCommerce channels between Sept. 25
0% and Oct. 10 on how meeting consumer demand
for alternative payment methods helps them grow
their businesses. Our respondents included firms
" in manufacturing, wholesale trade or retail trade

that generate annual revenues ranging from less
than $25 million to more than $100 million.

_— This is what we learned.

83.3% 64.7% 62.7% 52.9% 451%

Payment methods Reliability Customer support Data security Fraud and transaction
offered monitoring

Source: PYMNTS Intelligence
How Offering BNPL and Digital Wallets Can Drive eCommerce Sales Growth, December 2024
N = 102: Complete merchant responses, fielded Sept. 25, 2024 - Oct. 10, 2024

PYMNTS
INTELLIGENCE AdObe © 2024 PYMNTS All Rights Reserved




8 | How Offering BNPL and Digital Wallets Can Drive eCommerce Sales Growth Key Findings | 9

KEY FINDINGS

a'l

DEMAND FOR OPTIONS

Offering a wide variety of payment methods
V. X is a must for payment processors since most
' ' merchants will switch for better options.

FALLING BEHIND

While most merchants offer alternative payment
methods, such as digital wallets and BNPL, smaller
firms tend to offer BNPL less often.

——I

= 33%

Share of merchants generating annual
revenues of less than $50 million

that offer BNPL as a payment option,
compared to 55% of firms generating
more than $100 million in revenue

63%

Share of merchants that say they
would switch their payment processor
if it were unable to accept some
forms of payment

PYMNTS
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BETTER CONVERSION

Merchants that offer alternative payment
V- \ methods have more eCommerce sales, with small
' : merchants showing the biggest improvement in
conversion rates.

POPULARITY QUOTIENT

Merchants offer alternative payment methods to
meet consumer demand, sighaling how essential it
is to offer popular methods to boost sales.

-

P 039

Share of merchants reporting that
popularity among consumers is

a benefit when offering PayPal,
compared to 39% that say the same
about debit cards

7%

Share of merchants generating annual
revenues of less than $25 million that
say offering payment alternatives has
increased their eCommerce sales

PYMNTS
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Offering a wide variety of payment
methods is a must for payment
processors, as most merchants
will switch for better options.

While merchants consider many factors when choosing a
payment processor, they make the payment methods offered a
priority. Data shows 83% of merchants cite available payment
methods as important when choosing a payments processor,
with one-third saying it is the most important factor. In fact,
at 88%, merchants generating less than $25 million in revenue
are most likely to say the payment methods a processor offers

Online shoppers value the ease and
convenience of alternative payment

options, resulting in higher conversion

rates and more sales. are important in their choice. These small firms are also most
likely to cite customer support as important when choosing
a payments processor. This suggests that small firms rely on
alternative payment methods to drive sales, yet they may need

additional support to be successful.

PYMNTS
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FIGURE 2

Top five factors merchants consider when initially choosing a payments processor
Share of merchants citing select factors as important when choosing a payments processor, by

annual revenue

Payment methods

Reliability

Customer support

Data security

Fraud and

transaction
monitoring

30.3%

30%

54.5%
58.3%

58.3%
56.5%
54.5%

51.5%
54.2%
47.8%
591%

50.0%
52.2%
54.5%

40% 50% 60%

@ Less than $25M

Between $25M and $50M
@ Between $50M and $100M
@ More than $100M

87.9%
75.0%
82.6%
86.4%

73.9%
77.3%

75.8%

70% 80% 90%

Source: PYMNTS Intelligence

How Offering BNPL and Digital Wallets Can Drive eCommerce Sales Growth, December 2024
N = 102: Complete merchant responses, fielded Sept. 25, 2024 - Oct. 10, 2024
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Not only do merchants consider
payment method availability
when initially choosing a payment
processor, but 63% of merchants
would consider switching their
payment processor if it were
unable to accept some payment
methods. Although data security
was not a top priority in attracting
merchants to a processor, it is the
top reason merchants would leave
a processor, with 67% of merchants
citing this reason. The largest
companies, those generating
more than $100 million in annual
revenue, are most likely to leave
a processor because of security
issues, with 77% stating this could
make them consider switching.
Customer experience also matters,
with 45% of merchants reporting
they would switch ifsconsumers
did not like the pro essmg

/(
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FIGURE 3

Top five reasons merchants consider switching to a new payment processor
Share of merchants citing select factors that would most likely make them consider switching to a new payment processor

Issues with

the security of - | 66.7%

transactions

Inability to accept

some payment [ ©2.7%

methods
Hen cose o I .o
payment processing 54.9%

Our customers'

dissatisfaction with | 45.1%

payments processing

Integration issues

with our ecommerce - | 39.2%

platform

0% 10% 20% 30% 40% 50% 60% 70% 80%

Source: PYMNTS Intelligence
How Offering BNPL and Digital Wallets Can Drive eCommerce Sales Growth, December 2024
N = 102: Complete merchant responses, fielded Sept. 25, 2024 - Oct. 10, 2024

\NTEIELY\gE'\!I\JESE Adobe

The Full Story | 17

1%

of merchants generating
more than $100 million
iNn revenue cite security
issues as a factor that
would most likely
make them switch
payment processors.
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Most merchants offer alternative
payment methods, such as digital
wallets and BNPL, though smaller
firms offer BNPL less often.

Accepting digital wallets has become the norm for eCommerce
merchants. Almost all merchants surveyed (96%) accept PayPal,
while most accept Apple Pay (84%) and Google Pay (80%).
Merchants are equally likely to accept PayPal as they are credit
cards — an indication of the increasing role of digital wallets in
online purchases. In contrast, just 36% of eCommerce merchants
offer their customers a form of BNPL other than PayPal. These
findings suggest that while credit and debit cards remain
a common way to pay for online purchases, consumers are
increasingly interested in alternative methods.

Adobe

The Full Story

FIGURE 4

Payment methods merchants accept
Share of merchants that accept select payment methods for sales to individual
customers via their website or mobile app

Credit card
P PayPal
Debit card 88.2%
& Pay 84.3%
G Pay 80.4%
venmo 51.0%
Prepaid/ gift card 431%
Buy now, pay later 36.3%
Bank transfer 33.3%
Cash App 1.8%
Another digital wallet 10.8%
QR code 9.8%
Store-specific gift card 4.9%

Store card 3.9%

%
0% 20% 40% 60% /80% y
i / y y

96.1%

96.1%
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How Offering BNPL and Digital Wallets Can Drive eCommerce Salés;;r?(\th',ﬁbetémber 2024

N =102: Complete merchant responses, fielded Septl."
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As already noted, merchants are interested in offering ! ; /o

their customers a number of payment methods and
choose payment processors with that in mind. Data .
shows that, on average, large companies offer about Of merChaﬂtS geﬂeratlﬂg more
one more payment method than small companies. than $1OO million in annual revenue
While merchants generating more than $100 million Offer BNPL.
in annual revenue offer an average of 6.8 payment
methods, those generating less than $25 million in
annual revenue offer 5.9.

Small companies accept digital wallets at the same rate
as large companies, but they are about 40% less likely
to offer BNPL. Currently, 55% of merchants generating
more than $100 million in annual revenue offer BNPL,
compared to just 33% of firms generating less than $25
million in revenue. These findings suggest many small

merchants may not have the resources to add BNPL
to their payment method stack and may need to work
closely with payment processors to offer that option.

PYMNTS AENASIA.ORG
INTELLIGENCE AdObe © 2024 PYMNTS All Rghts Reserved
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FIGURE 5A

Payment methods available to customers
Share of merchants that make select payment methods available to customers

Credit card

P PayPal

@ Debit card

& Pay

G Pay

(8 Buy now, pay later

Adobe

I 20.4%

I 36.3%

0% 20% 40% 60% 80% 100%

Source: PYMNTS Intelligence

How Offering BNPL and Digital Wallets Can Drive eCommerce Sales Growth, December 2024

N = 102: Complete merchant responses, fielded Sept. 25, 2024 - Oct. 10, 2024

FIGURE 5B

Payment methods avai

lable to customers

The Full Story |

Share of merchants that make select payment methods available to customers, by

annual revenue

Credit card

P PayPal

&@ Debit card

@& Pay

G Pay

(8 Buy now, pay later

@ Less than $25M

Between $25M and $50M
@ Between $50M and $100M
@ More than $100M
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87.5%
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How Offering BNPL and Digital Wallets Can Drive eCommerce Sale§ Gr‘o th, ®eCember 2024
N =102: Complete merchant responses, fielded Septl. 5, 2024 — Oe®710, 2024
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Merchants that offer alternative
payment methods have more
eCommerce sales.

PYMNTS Intelligence data suggests that offering alternative
payment methods, including digital wallets and BNPL, has a direct
impact on merchants’ conversion rates. These methods increase
eCommerce conversion more than other checkout features, such
as offering subscriptions for regularly purchased products or
guest checkout. In fact, offering alternative payment methods
is 36% more likely to increase eCommerce sales than offering
subscriptions and 73% more likely than offering guest checkout.
Merchants generating revenues of less than $25 million were the
most likely to report all checkout features had a positive impact
on sales, suggesting the smallest businesses make good use of
all checkout features.

Adobe

The Full Story | 25

FIGURE 6

How checkout features impact eCommerce sales
Share of merchants describing how select checkout features impacted eCommerce
sales to customers in the last 12 months

® 88.2% 8.8% @2.0%

Payment alternatives offered

>

® 32.4% 32.4%

Approval rates

® 64.7% 30.4% ® 2.0%

»

Subscription

® 51.0% 471% ® 1.0%

D

Guest checkout

® 2.9% 65.7% ® 31.4%

Chargebacks

® 2.0% 67.6% ® 30.4%

0% 20% 40% 60% SO%N/GO%
@ Increased eCommerce sales Source PYMNTS Inteiligence

How Offering BNPL and Digital Wallets Can Drive| eCommerce Sales Growth
“PeCember 2024
@ Decreased eCommerce sales N = 102: Complete merchant responses, fielded Sept)é024 Oe® ‘IO 2024

False declines

Had no impact on eCommerce sales
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7%

of merchants generating more than
$100 million in annual revenue say

accepting alternative payment methods

increased their eCommerce sales
over the last 12 months.

A deeper dive into merchant sales shows a correlation
between offering payment alternatives and higher
merchant revenue — for small firms especially. While
all merchants report that offering payment alternatives
increased their eCommerce sales over the past 12
months, doing so had the largest positive impact among
small merchants. Merchants generating less than $25
million in revenue are 25% more likely to report that
offering payment alternatives increased their sales
than those generating more than $100 million. These
findings highlight how central alternative payment
method acceptance is to small merchants’ sales and
revenue growth.

Adobe

FIGURE 7

The Full Story |

Alternative payment methods increase eCommerce sales
Share of merchants citing alternative payment methods increased eCommerce sales
over the past 12 months, by annual revenue

Less than $25M

Between $25M
and $50M
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and $100M

More than $100M

7,
0% 20% 40% 60% / 80% /.0'0%
§ 9 7

SAMPLE 881%

Y  07.0%

Sour“ce:.PYMNTSﬂ_nteTligence

How Offering BNPL and Digital Wallets Can Drive eCommerce Sale§ Gro th, December 2024

N = 102: Complete merchant responses, fielded Sept')zé’024 — Oeg®10, 2024

LA
| -

27

© 2024 PYMNTS All Rights Reserved



28 | How Offering BNPL and Digital Wallets Can Drive eCommerce Sales Growth The Full Story | 29

Merchants offer alternative O §§§§§§§§§§
payment methods to meet 3 /0 s33sssssss
consumer demand, signaling how of larger merchants who offer
essential it is to offer popular BNPL say its popularity among

consumers is a benefit.
methods to boost sales.

Consumer demand for alternative payment methods drives
merchant adoption. Convenience and consumer preferences are
important factors for more than half of merchants reporting that
alternative payment methods are among their top three payment

methods for individual consumers purchasing on a website or When it comes to BNPL, merchants note they benefit
mobile app. As seen in Figure 8, merchants are most likely to say from its popularity among consumers and its ease
they accept PayPal because they consider it a popular payment of use and convenience at similar rates. There do
method among consumers, followed by Google Pay. Merchants not appear to be large differences in the benefits of
are also 2.4 times more likely to consider popularity among accepting alternative payment methods across revenue
consumers when offering PayPal compared to debit cards, which brackets. One exception is that large companies, at
only 39% of merchants see as popular with consumers. Only 64% 93%, are more likely to report that BNPL popularlty
of merchants say they accept Apple Pay due its popularity among among consumers is a benefit than smaﬁcompanl -
consumers, yet 75% cite the ease of use and convenience Apple at 44%. Overall, these findings showcase how e entlal
Pay provides consumers. it is for payment processors to offer these ‘me_th_odﬁs so
merchants can boost their sales '/ &
| g A
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FIGURE 8 @ Popularity among customers o
. . @ Easy and convenient for the
Consumer benefits w!u.-:-n using ;elect pgyment methqu . customer to use
Share of merchants citing certain benefits when offering select payment methods for online sales o

of merchants
77.3% cite the ease
and convenience
92.6% of Apple Pay as
a benefit of offering
86.4% the payment method.

Credit

P PayPal

G Pay

& Pay 63.9%

75.0%

38.7%

5

51.6%

73.9%
69.6%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Source: PYMNTS Intelligence
How Offering BNPL and Digital Wallets Can Drive eCommerce Sales Growth, December 2024
N varies and represents merchants that cited select payment methods among their top three payment methods for sales to consumers using eCommerce channels, fielded Sept. 25, 2024 - Oct. 10, 2024
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Merchants also report benefits for FIGURE 9 ® Fast payment clearing

. . and settlement
Merchant benefits when using select payment methods @ Easy to process

themselves when accepting alternative Share of merchants citing certain benefits when offering select payment methods for online sales

payment methods. About half report
that alternative methods are easy to
process, with more merchants reporting
that PayPal, Apple Pay and BNPL are
easier to process compared to credit
and debit cards. However, at 86%, 81 59,
credit is still on top in terms of speed PP B —— C 5|
for clearing and settlement. In contrast,
82% of merchants state PayPal has fast
payment clearing and settlement, and

Credit 86.4%

53.0%

79.5%

G Pay

45.5%

80% say the same for Google Pay.

The data shows mostly minor differences 52.8%

between the shares of merchants across

& Pay 611%

revenue brackets citing the benefits of

accepting alternative payment methods. @ Sebit 74.2%
0

Interestingly, merchants are 2.4 times 51.6%

43.5%
60.9%

more likely to cite popularity among
consumers as a reason to offer PayPal

compared to other digital wallets

like Google Pay and Apple Pay. These
findings suggest that both merchants
and consumers benefit when merchants

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

accept alternative payment methods. R RN TS Intclligence
How Offering BNPL and Digital Wallets Can Drive eCommgrce Sates*Growth, December 2024
N varies and represents merchants that cited select payment methods among their top three payment methods for sales to consumers using eCommerce channels, fieldéd Seépt. 25, 2024 — Oct. 10, 2024
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Payment processors that can
convince merchants that switching
processors will require little time
and investment may be able to
gain more market share.

Switching processors can be costly for merchants, and this
is the biggest inhibitor when merchants consider switching
processors. In fact, 59% of merchants cite the time required for

Concerns about the time and money required
yreq implementation as a factor reducing their likelihood of switching

are preventing merchants from switching

to a new payment processor, with 14% saying it is the most
important factor. Another 49% cite high implementation costs as
a factor, with 24% saying it is the most important factor in their

processors.

decision to switch payment processors.

PYMNTS
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4%

of merchants cite high costs
related to switching as the most
important reason preventing them
from changing payment processors.

Among revenue brackets, merchants generating
between $25 million and $50 million are the most
likely to report that both time and money are factors
inhibiting their switch to a new payment processor.
While 83% say the time required for implementation is a
factor, 75% cite the high cost, suggesting these smaller
merchants may have limited resources to switch to a
new payment processor. Payment processors looking
to gain more market share need to convince merchants
that the time and financial investment will either be
low or that the long-term gain will be worth the short-
term costs.

\NTEIELY\G'YE'\II\JTC% Adobe
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FIGURE 10

Top factors inhibiting the likelihood of merchants to switch payment processors
Share of merchants citing select factors inhibiting the likelihood they will switch to a new payment
processor, by level of importance

® 13.7% ® 451%
Mpenenacon [N - -
implementation
® 23.5% ® 25.5%
® 13.7% ® 255%
current providers )
® 10.8% ® 27.5%
e i D -
complicated )
® 9.8% ® 25.5%
cor cosremer seererce NN -+
poor customer experience
©39% ©28.4%
enough improvements
@ 9.8% @ 19.6%
reliability of alternatives
@ 20.6%
existing technology
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@ Most important factor
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Source™PYMNTS Intelligence
How Offering BNPL and Digital Wallets Can Drive eCammerce Sates Growth, December 2024
N = 102: Complete merchant responses gfielded, Sept.«25, 2024 — Oct. 10, 2024
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Merchants consider payment
method availability the top
priority in their choice of
payment processor, so much
so that they will switch
payment processors if they
are unable to accept some
forms of payment. Smaller
online merchants value
payment method availability
the most in their choice of
processor — a fact payment
processors cannot ignore
when marketing to this
segment.

Most merchants now accept
alternative payment methods,
such as digital wallets and
BNPL. Smaller firms match
larger ones in offering digital
wallets but fall behind in BNPL
offerings. This suggests that
payment processors serving
smaller firms should add BNPL
support to their platforms.
Moreover, small firms not
offering BNPL are missing
an opportunity to meet the
growing consumer demand for
this payment method.

Merchants that accept
alternative payment methods
have more eCommerce
sales. Small merchants that
offer these methods have
the biggest improvement
in their conversion rates. In
fact, the smallest businesses
are the most likely to report
all checkout features had a
positive impact on their sales.
These findings highlight the
importance of payment method
availability and other advanced
features to small firms.

Consumer demand is a driving
factor in merchants’ acceptance
of alternative payment methods.
The popularity of these payment

methods and the convenience they
provide are important factors more
than half of merchants consider
when adding alternative payment
methods to their online platforms.
The role of consumer demand for
digital wallets and BNPL4highlights
the need for payment processors to
offer these methods to attract and
retain their merchant customers:

Adobe
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METHODOLOGY

ow Offering BNPL and Digital Wallets Can Drive
eCommerce Sales Growth, a PYMNTS Intelli-
gence and Adobe collaboration, explores the
growing need for eCommerce merchants and
their payment processors to enable online shoppers to use
alternative payment methods, such as digital wallets and
BNPL, when making a purchase. We surveyed 102 executives
at firms that sell directly to consumers through eCommerce
channels between Sept. 25 and Oct. 10 on how meeting
consumer demand for alternative payment methods helps
them grow their businesses. Our respondents represented
firms in manufacturing, wholesale trade or retail trade and
generate annual revenues ranging from less than $25 mil-
lion to more than $100 million.

THE PYMNTS INTELLIGENCE TEAM THAT PRODUCED THIS REPORT

Scott Murray Margot Suydam
SVP and Head of Analytics Senior Writer

Lauren Chojnacki, PhD Matthew Koslowski
Senior Research Manager Content Editor
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PYMNTS Intelligence is a leading global data and analytics platform that
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 mar-
kets for some of the world’s leading publicly traded and privately held firms.

Adobe gives everyone — from emerging artists to global brands — every-
thing they need to design and deliver exceptional digital experiences. We
empower people to create beautiful and powerful images, videos and apps,
and transform how companies interact with customers across every screen.

Adobe Creative Cloud, Document Cloud and Experience Cloud bring together
our design expertise with customer intelligence to deliver experiences that
get results. With a robust platform that’s powered by advanced science, a
thriving community of partners and developers, and a culture that’s pas-
sionate about pushing the boundaries of what’s possible with our products,
Adobe is changing the world through digital experiences.

For more information, visit Adobe.com.

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.
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OF THE ABOVE LIMITATIONS DO NOT APPLY. THE ABOVE DISCLAIMERS AND LIM-
ITATIONS 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 pérmis-
sion.
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