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Introduction

Fintech innowvators are leunching tools at remarkablhy fast rates.
This means that both incumbents and upstarts find theamsalves
i & game of cat-and-rmouse, mansuvenng to defiver value,

As the pace quickens, we can only guess what technologies will
define tha next era of financial services. Dhgital wallets, pay-by-
bank, and crypio, for instance, are heving a momant: Users often
adopt eagerly, but sustained success requires ons thing:
satisfying consumers wants and needs.

This is the essence of Money Talks.

We asked 2077 U.S. consumers about how they bank, pay,
amd invest. They also shared perspectives on hot topics like Al
crypto, and fraud,

This report provides insights and ideas for how financial spps
and services can better mest consumers’ nesds today 2nd be
positicned for whet's nesd,

We orgenized the fimdings into five sections

s How Consumears Feet: Trust & Fraud

= ‘Whiat Consumers Use: Digitel Apps, Credit, & Maore

+ Where Consumers Bank: Traditional vs. Digital-Only Banks

= How Conswmars Trensact Payment Types & Inncvations

= Ways Consumers Acguire; Saving. Crypto & Financial Goals
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How Consumers Feel:
Evaluating trust levels & fraud fears

How Consumers Feel:
Trust & Fraud

Trust on financial institutions

Trust lewels among Fls
Financial well-being is unigusly personal. As such, trust is essential for GT%
consurmers whan choosing apps and services=or deciding wha to bank and

inneEst with GO 61%

We asked participants about who and what they trust and atso idantified
factors that increase or decreass trust bavels,

To kel companies undersiand where they stand with consurmers, wa
analyzed responses by institution byps and highighted whera sunsey
contributors exchibit confidence~-or skepticizm,

With respect to finencial institutions, trust s ighest amnong regeaonal banks
agnd credit unions {G7%), comparsd to community banks (G61%] and large
naticns! or international banks (8O0,

Larga. national, Regicnal bank
of irternational or cradit union
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Trust on financial instrhrtions

0%
18%
Meabank Cryptocurrency
(digtal only] anchanges
feg. SoFi)

More consumers trust necbanks and crypto

S1%

exchanges than

use thesmn, indicating room for growth

i) ®ofcorsumers whatrust @ % of carsumers who use

Heobanis

Crypioourrency
muchanges

When eskad sbout digital-only finencial companies,
respondents expressed rmaors trust (5P in payment app brands
like Apple Pay or Google Pay, Trust rates in-emergant Fis like
nechanks ard cryptacurrancy exohanges wene 30% and 18%,
respectively. Although lower, this may be a bullish signal far
companies in these markets. Hare® why; when esked about
bank type, 13% of participants seid they primarily benkwith 2
necbank This means that neardy 2.55 more peopls trust
nechanks than use them. For digitel-only banks, there's trust out
thera and brands can harmess it and drive more acquisition,

For crypto companies, & smilary positive piciure emenges.
Globally, the a Here too, this dynamic of trust outpacing usags is
an important one, The quastion becomes, towhst degres can
nachanks, crypto firms, and newear financial services providers
channel the taibwind?
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Trust comes from care

For consurnars, 8 key component of trust oenters
o this concern: does this entity care about iy
finencial well-being?

When asked about trusting various parties with
financial care, participants are divided, some
maintain fierce independence, while others rély on
traditional scurces for direction.

Mearly four out of ten participants trust their
primary bank with responsibility for their finencial
wiall-being. Beyord this, respondernts shared that
this responsibility lies with themselves [30%],
partners (284 or families (217%), Although “well-
being” can migan different things to individaals,
responses are revealing nonetheless. Participants
place significant levels of trust in bath banking
relationships, as well as personal ones,

Tradstional service professionals like financial
sdvisors (23%) and accountants (T7%) lag bahind=
only cuitperforming anline financial communities
o fordms (5% Although this may not signal
distrust in treditional financial services, therms
sppears to be some issues thet advisory providers
need to reschee. Perhaps, the emergence of
parsonal financial management techinology has
consumears reevaiusting beliefs in the rola of

sdvisory help.

What motivates consumers to share data?

Consumerpemmissionad data underpins better, insight-driven financial services. And when
benks, fintechs, ard financial institutions prcntize trust and safety-and offer the nght
incentives=consumers will share it

We asked participants to renk the benefits for which they are willing to share aocount-data
for. Their top five responses included;

B0%
5%
a2 ;
Boa9%  as% 48y
Enhancoed A baiber Parsonal edven ta  Batler financial A Teslar e Discourts an
Seurily lsan Pt miligate fisk and il e spproval sarvices
FESunes ey fraud

Although not &s popular, respandents did scknowiedge the valus of offerings like access o
premium features and improved user expearience or app functionality.

Forbanks, fintechs, and FIs that want consumer
data access, consumers expect two main things:

genuine value and security assurance.
P
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Trust-building tactics

To increase adopton, fintech providers can better signa!l trust. But evaluating what matters

{and for whomy} is challenging. 5o, we asked: "What signals indicate that a financial app or UL‘.‘*-{J]I.E l..hL" IJIL" "q"i.].{'_"il-ll'._'.{'_":
digital experience is safe, secure, and trustworthy? = e g .
of social media. it
Abowe afl else, users must see sscurity protocols to limit data bresches end unauthorzed . )
ecocess. For respondents, & leeding signal was identity end access manegemaeant capabilities ll:lu“—“}r IMOVES t-h'-—'-
like twio-factbor authentication (58X Beyord this, they want strong encrypton protocols T_]_'L]_Hl I_].UE-(J-]-'E

120, AES or TLS) (475 and regular security updates and patches (41%)

Thesa security steps resonate most with highly educsted users, incleding those with

ty and postgraduate degrees. It is worth nieting that while brand

& leeding trust signal, vounger dermographics value it more.
Just

For emampde, recognizing a company narme signels trust to 25% miore individuals in the

2225 age group comparad to those in the 56-65 age group, This begs the question; what O
alze can fintechs and financial services providers do to increase trust in their apps end
senvices? Survey takers offered these six ideas 0

Tap six ways financial services proveders can build trust

of responders say social
media influencer
recommendations
increase trust

Cliad and 24T cuslomel A gekal cuslomer  Claarly delined Resmanizablo Perks and
STEFEY sy ET S IE apeianci P iy Branding e irch
i il b ity ST R T
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What Consumers Use:
Tracing trends around digital apps, credit, & more

How Consumers Experience:
Using Digital Apps, Credit, & More

Do consumers know what's out there?
The majority of survey participants communicated familisrity
with digital banking and financial apps or tools. This includes
mzdarn services like crypto trading {205 credit building (847,
gnd BMPL solutions (927%). As wetl, even when accounting for

%

darmographic differances, B5% of respondents voiced familianty
with pearto-peer payment apps ke Venmo or Zelie.

Familiarsty with Digital Banking &ppsTools

Gnline banking

Lending
[l s, rmsig oy, wic)

Cash advamoes

Irvesimeant servioes
Cridin bushding

Budgeting tools

naw, pay later servicas
L

2

3

B4%

4%

Savings tooks

Dot management (ooks o

Crypto trading k44
Bill tracking services B
Poar: L par

paYTIBNLE BRrGGEE ool

Spending insights services  73%

Roboadvizars

B3%
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Frequency of use

After establishing awareness levals, cur survey
sought to understand wsage freguency o explorns
how essential (2ig., sticky) banking and financial
appE are.

Users emngage most regularly with tooks that
support general finencial heglth, like online
banking. savings, and budgeting tools. Perticipants
miade it definitively clear that online banking
iwhether that be from a treditional bank, necbank,
or credit union) operates as the digital hub of their
financial lives.

From a payments perspective, half of the
participants said they sccess P2P payment apps
wieakdy. As payment trends shift, this will be &n
important metnc o monitor And will Bocess
freguency indicate moverment away from
alternative payment options, like credit, dekbit, or
cash?

O the imvestment side, owver B0% of rmboadwisor
Usgrs access services miore than onca perwesk
‘Cuberardly, these-are set-t=and-forget-it
axperignces. 50, consumers are eithear
uncomifortable with a hande-off spproach,
sensitive to daily market shifts, or both, Onby 13 of
participants regularly use robo-adwisors, but they
5till enjoy participation in active finencial
ManasFemeant

Weakiy Login

Canline banking

Robo-adwsors

Budgeting toals

Savngs toods

Bill-tracking services

§ 8 & &2 B B

Daily Login

Gnline banking

Crypio frading

Banks sit in an enviable position

as central players in consumers’

digital financial lives.

The question is, what will they

do with this opportunity?

M
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What improvernents do consumers want? How important is credit=in all its forms?

Ragardless of usage frequency, consumers don't While credit underpins consumers' financial lives, perapectives arcund necessity, usage,
want apps disconnected from banking and type may be shifting. As well, the primacy of credit cards for ecquiring goods and
sxperiencas. Maarly 0% of particpants mpored senices may be changing.

that linking their bank sccount with a digitel

financial app was important Beyond this, they also Debit use among younger consumess is trending upward, with security and simplicey
rankad the iImprovements they want incorporated influenoing card choice Ina recent EY Gen Z Payments Survey, parficipants’ preferences
into thair financial apps, Theair top five criterz deviated from other generations, with debit cards showing up as the most popular form of
imcluded: payment, with 895 reporting daily or weekly use.

Advanoed securty features {330%)
Easier ability to make payments to athers (30%)

Credit Card Usage by Age Grou
= Batter customer support and service (289%) %
# Advice on improving credit scons {25%) | takem Ut na rraarry ne | can o get %
. 10% 3% Fir] B B% 6%
» Guidance and tips on saving money (23%) R e e ri
I take oud & hancHul of cardis-bo
Trust issues run deep, and fraud or scam fesrs put g,,_ﬂ: h:,: ::m: rnrl-_rl:m,.ds 3% Mm% 3R AR 3%k 46k
consumers onedge: Consumers also want
educational resources and pariners to lesd them .In:rllg.r hives Ilcre-:h: cardd {had | amx 43% 5% 0% 30 S i
toward finanicial goals. As well highlight later, Bt Db
respondents are honest about financial fiteracy Idnt e @ ;
£ iy eredit cards, |

issues and struggle with savings and investing deat et el & ad cakd [ 0% % 2% L in 6% &4
ooals. Fintechs and banks can help by not
overcomplicating services. Consdmers are asking I don'® have ary credit cards, My credit

: i 5 [ t hagt h#
1o be met whera they are, with what thiey need. b il i b
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Iz BNPL the real deal?

Point-of-sale (POS) financing, including Buy Mow, Pay Later [BMPL), introduces advantages for retailers.
According o Citizens Benk, companies with BNPL offerings see a 755 increase in average order value,
255 more repeat business by custorners who use POS financing, and an impressive 320 increass in
owerall sales Trends indicete that more consumers dre willing to use BMPL, as usege increased by 410%
betwean 2021 and 2023

Frorm a consumer perspeoctive, clear peyment terms over a set time period-often with low interest rates-
migke BMPL attractive. And in many cases, BNPL providers don't repact payment history to credit
bureaus, meaning repaymant behawviors dont affect credit scores;

With POS financing growing, we explored panticipants” refationships to BMNPL and credit cards, inciuding
usege drivers and incentives.

Mearly hatf (42%) use BNPL bacauss they "didnt want to taks on more credit card debt” Beyaond this. 30%
emphasized the lowsar interest rete or merchant discount or incentive offerad by a reteiler But faciors
impacting usage vary by sge growp. Here's what matters most to key dembgraphics:

Age Top reascn for BNPL ve Credit Sand

13-35 Dhdri't weant ta take an mare credit card debt
26-35 Lower interest rate

34-45 Chdnt want o toke on mare credit cerd debst
#6-55 D't weant 10 fa ki oo mora gredit cand dabit
SE-E5 Merchant prosaded discount or incentive

EA-70 ferchant provided dBcoumt oF mesntie

Incomie range also shapes BMPL preference, Those making less than 880000 peryear don'twant to take
on mara credit card debt, while those making between $30,000 and S100,000 appaar to prafer tha
{often) lower BMPL interest rate. Perhaps countar-intuitively, discounts and mcantives motivate the
higher earnars [ $100,000-5150,000)
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How credible are credit scores?
At one ttme, only lenders ran credil reports. But

DoAY, BIMPpIOyers, Insurance COomipamnies, landlords,

and even utility providars make decisions besed "'_:].a'l.'.r that a
o credit scores O T i : "
low credit score
Right orwrong, a good credit score opens doore O )
N ' °F denied them a loan

and sawves consumers money thraugh lowear
interast rates and insurance preamiums
Linfortunataly, a low credit score delivers the
nppasite effect. Mot to mention the nearly 50
million Americans with a "thin file” meaning thay
don't hawe enough cradit history o produce a

oO=0d Cradit score. A growing chords of fintecns

Many consumers recognize the
health sre needed to complement existing credit value of savings, income, and

gnd Fls argue that new measures of financial

socores. But how do consumers fael?

assets in determining financial
i stability—factors that traditional

24% balave that their credit score misses some l:.'f]."(_"-{.ﬁl. scores ].U]CIU 1'1.-’EilL1.(-_".-.

details, and nearty 2009 beliewa that thair current
credit score i3 either lowser than thair sctua
fimanciat health or doesn't reflect their financia

heglth at all.
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What comsumers think about loan applications

Consumers hawve an appetite for credit but overwhelmingly agree that loan application
processas are too difficult. OF note, respondents flagged onerous steps, including finding
the Fightt lender (A1%), submitting paper docurments (38%), imaline of approval (35%), and

Fewer consumers are constrained by their brick-
and-mortar bank. As they incressingly accass loans
onling, lenders will competa mora on afficiency

submitting bank staterments | 300).

What madoss appéying for a boan difficult?

Percent

comvenience, responsivensss, and onboarding
EXparienca,

Respondents signaled a willingness to provide

Finding the nght lendar Are lenders scoess to their financial data in exchange
for savings. Almost 5 in 10 partcipants sakd they
R L 3% wialld share transsction dats in exchange for a
Rimireredit iz A bettar rate. And men are 28% more [ikely than
wiarnen to offer date. A meaningiul numiber [(29%)
el I firyi o b are unsure about providing data scoess-
Zubmiting documentation of bank transaction data g suggesting that lenders can better communicate
hovwe they usa data for persanalized banking
Proving abihity to repay the loan IR axperiencas.
Showoasng moams o
Showoasng debt-to-mooma mbo IR
‘When applying for a loan, wowsd you provide the
lender with access to your bank sccount transaction
Hawng 1o talk to a lemding officer oeer the phans HrE clntn if you would Sy ;
Hawing to kalk to a lending officer in pesson e
Some athes reascn 4% _15%

29%
26%

Nearly 50% of borrowers found their lender

through online search—thisistrue across loan

applicants of all income levels. i e

P




According o one study, the LS. is home to more than 45 million

credit unsarved or undersernved sdults-reprasentin 0 4% ofthe

population. For tenders, “sliernative data” 1o traditional credit

scores can helo expand credit sccess to those who lack the

finarcial b s5tary Bnd INCreasse enoers customer Dasa

Plaid findings suggest thet 83% of lendsrs are apen to using
miore types of data, most of which are cash fiow relatad.

Bosr

rowers benefit from this, gaining sccass o loans at lower
intarest rates. A growing segment of gig or contract workers-as
well a5 immigrant populations with thin credit profiles-also
beliewve that additional data sourcas help create a clearer
finarcial picture. Consumers suggest that underemiters should
ponsider factors like income, rental or wtility payment histony

ivpastrnents, and broeder famiidy financial information

3376

of lenders are open to
using more types of data
in underwriting

Plaid ®Youtaow



Where Consumers Bank:

\ 7¢.J Exploring traditional vs. digital-only banking preferences

Where Consumers Bank:
Traditional vs. Digital Banking

Almost three-guarters of the world's interscticns with banks riowee
take place throwgh digitel channels, reports MoKinsey.

Irvglabal markets, innovative plavers are siowly but surely
chipping away at legacy proveders’ sdvanteges, Inthe LS, the
shiare of retail banking revenus held by necbanks and fintech
players is growing at an irnpressive TG CAGR. I the LR the
rate is mone pronounced at 305,

Chur sureay reinforces traditional benks" advantage. However, &
meaningful sagmeant of responders are banking with digital-
cnby institutions. Today, 82% of respondents primarily bankwith
& traditional bank {e.g., national, regeenal, or local bank) winibla
13% bank with a digital-only or nreobank.

More consumers trust ecbanks and crypbo exchanges than
usa them. indicating rooem for growth

D Dignal brands linked fo B Meobanks, finkachs, digital
traditional players brokers, and rebo-advisers

- 5-3?{:‘

1.8%

2032 25 203% A5
uis UK
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Rasearch suggests that consurmers like benking in
persan=bwt the rale of branches i changing.
While consumers prafer to iImteract with their
banks via mobile devices, BEY say they have used
a physical branch in the past veer, often for
deposits. Consumers find fece-to-face easierwhen
seaeking financial guidance, opening an account,
miaking a complaint, managing thair maoney, or
seeking generalized help

The findings mesh with our sureey, where 45% of
participants said the (ack of ability for face-to-face
Interactions is a barmar to primarily banking with &
digital-onby institution. We also found that
ooncems Wwith safely and secunty rank highly
45X &5 do percaived costs and hassie associated
with switching banks {21%).

Nearly half of
respondents cited
concerns with safety and
security as areasonnot
to switch to aneobank.

We asked those who bank with traditional institutions what keeps them from banking with
a digital-only provider. A few issues stand out, but trust looms lerge.

‘What stops traditional bank custormers from maving to digital-onky banks

Lack af abilmy for face-to-face mberachars A%
Caoncem with safety and security A%
I dan't trust degital banks T
Dhgrtal-only banks ack tha opbons of rmy ourrent bank i

m concerred abaut the costs and hassle with seiiching bardks o
Poor custorner service with digital-only banks 19%,

Better redvarnds wilh my curment bank 6%

Concerns vary based on demographic groups. Forinstence, face-to-face interactions
mistter far more to participants over the age of 46 As well, older generations harbor more
skepticiann: 55 more GE-F0-year-alds mistrust digital bands compared to 22-26-year-alds,

Howewvar, consumers love speed and simpliciby. Meobanks and innovative financial
instrtutions could differentiate by doubling down an that, as they are well-positioned to
offer fast account opening and funding, &5 well as third-party app connectivity,

Pl
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Banking on change
A majority of those surveyed plan to stickwith thair current bank: Whether
the sentching costs are too steep or current offerings are simiply satisfactony,

mizst partcipants aren't yet ready to go all-in on digital

When asked, IFvour pricnary bank is 8 trediticnal bank, what prevants you

from making a8 digital-only bank your primany bank acocount?” 74% of

participants said | am hapoy with my current bank and have no inferest in

of survey respondents
R e 2 e e have no idea how

Sfill 23% indicated they're open to switching for any resson Consume

appetite for change s based on the sveilability of desirabde services. One IDT"IQ it WDU'd ta kE to
gtudy found that 38% of consumers ages 1B8-24 woald migrate 1o a fintec!

benk competitor dus to better online paymeant expenances. Dur survey open a b-EIFI k account
supports that conclusion, with 30% of respondents saying that an easisr "."'u"i'th a ﬂE‘GbEF‘Ik

ahility to make psyments is a needed improvemant in the apps and tools they

use. Expectations eventually dictate what consumears da.

Consumers are also hesitant toswitch to digital banks becaussa of the
percenad difficulty and time commitrmant Almost 1in & respondeants think it
wiould teke over an howr to switch an account to & digital bank, whike 34%
have no idea. As weve found, consumens are getting more comfortabia
ppenineg accounts with non-traditional providers, but thesy may bealk at

migking the switch bacause ol the perceived difficulty,

Plaid®Youtzov



How Consumers Transact:

How Consumers Transact:
Payment Preferences & Purchases

Financial goaks 101

Pandemic-era excess sewings ere gone. Elevated

inflation and interest retes ate up finencial

cushions, and in most markets, wages kg behind
Against this backdrop, as fintechs evaluate product

direction, it's worth keeping in mind winat

comnsurmers want to acoomplishe We asked

consumers about their financial goals i 2024, and

hers are the top six pnarites:

B mome money

Pany off or reduce deit

Saee for Unespecisd sypennes
Improve créch] score

Traved

Understanding spenceg habas

B3%

474

A

EEES

25%,

Highlighting payment preferences by purchase type

Participants aleo shared wihat gets in the way of their goals. Sormie of the Issues included
cost of ivinginflation (56%), msufficient income (39%), unexpected expenses/Bmengancies
(38X debt (28%]), econonmic uncertaintyimarket Tuctuations (28%), and health issues (23%)

Farticipants eleo flagged probleams some fintechs (like parsonal financiel managament
gpps) are walt-positioned to solve. Char 20% said their spending habits gat in the way, 143
sckrowiadged a lsckof financial knowiedge, and 12% edmitted to not having 3 budget.

Respondents admit that “poor spending or
budgeting habits” and “weak financial
knowledge” put their goals out of reach.
Fintechs and banks can connectuseful
solutions, such as tools that help m:mdg? 7
finances, with felt needs.

Hdua’ﬂmﬁw
namnsm ORG



How consurmers prefer to: pay bills

Younger demographics favor debit cards for bill payments, while clder demographics prefer ACH. This

sugpests 2 generational shift in payment preferences, with yvounger individuals potentially prioritizing
immediacy over cost-effectivanass.

Empioyrment status alsoinfluences bill payment choces, Individuals who work outside the hoome ara

mire likehy to pay with credit cerds, whike those warking from home or unemployed prefer debit cards
or ACH This could ba attributed to differences in incoms levels, spending habits, and financial priorities.

Im addition, 40% of participants over the ege of 66 praferto use ACH/bank payment for bifl pay, Almost ]
in & participants betweaen 36-46-years-old also prefer bank pay for bills.

Preferred Payment Method
Bill Payments - by age group
Cash

Credit cand

Dabit cand

HCH/Bank pavrment

Bt Monw, Pay Lates

ther

Dernand exsts for bank payrmants in bill pay which can help businesses gave money on peyment card
processng fees. To incantivize users, entenprises need to position pay by bank as safe and conveniant
snd build useraxperiences that maximize bank payment edoption, Depending on theair goals. they can

LS

AT

25%

3%

Ja%

1%

1%

A1,

T

A44%

(474

%

A3k

205

15

A%

8

R

aleo pass on savings to users who choosa bank payments through special rewards like boyvalty points

o7 discounis,

M




How consumers prefer to: tramsact at low and higher price points

For their most expansive purchases (31,0004, participants prefer credit cards (2979%) and
bank peyments [25%). Thirty-nine percent of cur youngest respondents |22-25-year-odds)
usa bank payments=the highest usags rate among all age groups. For older age groups

credit cards rermain the pr efermed payment choicea.

Praferred paryrnant method, 22-25 yvear olds

() cost <300 B cost=$1000

20

a | . | &

PavPal Appis Pay R Pdanual Manual Pay by
crosdet debitcard bank or

card entry ertry bank
transfer

%

When asked, BEX of respondeants say thiey consider rewards avery ime or sometimes when

making purchases. This factor may help entrench credit cards. Howenvar, strong bank

pEyYMent rates siill gugest eameining importent about the consumer g SYCNEC Menya rd peaint

are nice, but the ezse, corvenlence, and safety of dig tal ar bank payMents compssl uears.

I some cases, kow bank paymeant rates may ot Dea funiction of consurmer interast. Instead

merchents may simply not support them. And, as we've leamed, familiarity breeds usage.

Plaid POV: Pay by bank

As Plaid connects thousands of
companies to millions of customers
for faster, safer, and more seamless
financial experiences, we have a

front-row seat to payment trends.

Cne important observation: we saw

YEAr-over-year increase in

In addition, global bank transaction

value surpassed $525 billion in

2 and is projected to grow at

13% CAGR through 2026,

Plus, it's a win for both merchants
and consumers—delivering 40%
more cost efficiency compared

D cards.

Plaid®Youtzov



Younger participants readily usad degital wallets fike Appde Pay for purchases How consumers prefer to: fund digital wallets

under 100, But. usage remained relstively strorg for big-ticket purchasas i Morth America, wallets such as Apple Pay or PayPal stand out
151 0000 as well. s warth noting that Apple Pay availebility hkely influences &5 papular for ecommerce (32%), outpacing credit cards (35} in
purchasing behaviar, terms of share of transaction valus. For point-of-sale

tranesctions, these wallets hold a 12% share, but Worldpay
research suggests this could expand 30% by 2026,

Payment method ()
m Apple Pay Apple Pay A usage grows, we wanted to |earn how consumsrs fund their
I I i watlets and compare their preferences to transaction sctvitias
All 0% BR likz shopping and bill pay.
Za25 5% o
Participants like to fund digital wallets with cebit cards (41%) and
J6-35 =% B bank payments {24%) Youngeronies still favor debit cards owar
SR ou 6% bank accounts for wallet funding, As fintachs and Fls evaluate

thasa patterns, one thing to consider is whethsr Gen £ and
rmilfennials sirmply have less cashi to fund theirwallets. Cumanthy
one-third of participants agad 6670 fund digital wailets with
bank payments, so the desire does exist. Enterprises and
rrerchants can evaluate how seamless, secure, and integrated
their bank payment capabilities are to entce others to adopt

How consurmers prefer to: pay for subseriptions

Alrnost half of participants (45%) use debit cards, while 38% use credit cards to
pay for everyday subscriptions like Metflix, Spotify, or Amazon Prime. Mearly
20% more respondents ender the age of 35 prefer to pay with a debit card,

this approach.
while thosa over 36 years old are 2x more likely to pay for subscriptions with a
benk acoount
Agwell, credit and debit usage differed among mals and female participants. L'H'St FEH'P’ ﬁIIlEI‘]E.aIl mﬂmts
For example, men prefer to use credit cards T7% more than women. were ChﬂI'EBd over $1ﬂ0 hi | Iiﬂﬂ
Differences emearnge around cebit card sse &5 well. Howsevear, bank payment 2 = ek .
preferences show almost no gender-specific mfluence; | Il EI'Edlt card fE'EE from Visa and

Mastercard—the first time in
history that annual fees eclipsed
the twelve-figure mark.
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For US consumsars in particulas, legacy hakbits are hard to break.

(e - e - - - - - — K - - - - -
-aro use, despete s h N Processing ress, iemains: swoinc

Howewear, pay by bank is gaining roomentum and is one of tha

top thiree pavmeant mathods in the UK, Metherlands, Finland O
Spain, ard Garmarny. tn those markets, one-third of 18-29-year / ]

pdds wse it either deily or weakly, according to researoh from 0

13
E
- = -

Brite Payments. LU markets tend to follow Europe's lesd with

payment technology adoption; perhaps pey-by-bank

ementum i Bldng of participants said they will “likely’
pay by bank if the account linking
process Is easy

Plaid®Youtov



Ways Consumers Acquire:
Getting ahead with savings, investments, and crypto

Ways Consumers Acquire: Savings,
Investments, Crypto, and Financial Goals

There 15 strmply no one-size-fits-all approach for consumsar payments

Paymeant types and preferences exist in a diverse univarse, shapsd by factors
like price point, technology, regulation, geography and cultural nooms. The
cormmon dencrminator: high expectatons around secunty and simmplicity.

Consumers selact payment methods depending on the wsecasa. For
fintechs and financial services providers, understending what payment types
consumers preter forwhich purcheses can help them remamn competitive or
nudge their ussrs into new habits.

I our survey we wanted to understand what payment methods consurmers
gravitate toward for transaction types, including bill peayments, kow- and
high-value purcheses, subscriptions, and funding digital wallats,

“;k i /y /// -
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Comsumers & crypto

Rasearch highlights how everyday consumers are embeecing orypto, incleding average
LS. mvestors whao want exposure to alternative asset clesses While crypto s edging into
the rainstream, consumers interest, femiliarity, and usage still vary.

Cinein four partcipants said they currently invest incrypto, Helf of these individuals have
been investing between 1-3 years or 3-5 years. OF those not currenthy imeested, 3% say they
are yery or saomewhat likely to in the futura.

I order to mainstrearn orypto, usars must be drawn by miore than draams of lottery-styia
peyouts. Importantly, consurners seem on board: belief in the future potential of
blockocham rechnology motivates J6% of survey tekers.

Agowell, nearly 20% of respondants want to givarsify their portfodios. Still, FOMO 8.2 mein
drreer-48% came into crypto sfter seaing friends make money.

For all mvestors, the allure of outsized returns is hard to resist. We found that fsrger
segrments of both higher- and lower-income earmers are putting all or early all of thair
imwastments into crypto

Crypto investment _ Less enjecS0K  BO0K-<IOOK 00K-<IS0K 150K+
Earnings t .

100 B 13% o% T i i
T5M R a4% ATE 255 20% &

Among investors. crypto
sentiment is strong: 56%
of crypto owners have
between 25% and 75% of
their investment assets
in crypto.
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Where consumers expect to imest

Responders shared that their top two goels were replenishing savings and
paying down debt. But many stil intend to invest. In the next twelve months,
s

% of participanits said they wou

o ireest in the stock market and tradin O,

-

and 20% mentioned putting dollars into high-yield savings sccounts.

i

mred the Dasics, participants are aciually mone excitec apout

Cryptocurrency 85 a sevings or weaalth-building tool cormpared to some

traditional asset clesses. For example, nearly the same numbsr of suney MUF’E INVESTOrs wi ” pUt
tekers expect to imvast in crypio and MNETs [(2V4) as those whowill contrbute maoney into cr}!p‘{g Vs, bunds

to highe-yiald savings [20%).

Cther investrment ptans next year include real estate (13%) and ceriificates of

T [y
deposit [123).

Dio conmsumers use Al in investing?
Forconsumers. ertificial intalfigence miroduces opportunites o upgrads O

d hurman-centric investment management

YWith machine learning algorithims, Al can analvze extensive financial data MUF’E Investors E‘EDEEt to Invest
ncluding markst trerds and historical performance. Savyy consumears can in cr},fptu Vs, mutual funds

nird generate tailored plans aligned with their goals and risk toleranca-often

at & frection af the prce of traditional advisory services

At this point, few participants have used Al-powsred tools to analyze and
understand investment nsks. According to respondants, just 11% uifzed these
applications for their investments. Ora caveat, howewver! Despite low Al

imvastment tool use, owver 2x a5 many respondents used Al © Dmparec 0 Mo

BOVIS0T BAMNVICES. S0, JBspItE the relative nevwness of retail finencial Al the

edoption rate is arguakbdy high
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In closing

At Plaid, we beligve in the primecy of relaticnships for
fimancial services. That is, mexamizing the levers of credibdlity,
rediability, and personalization to aoouire and then keep
conaumer relatonships,

Sunvey responses support this comviction We've seen that
participants have prefarences shaped by their experiences and
perceptions, But they also reveal & hunger to be sarvad
products salving fundamental problams. This dossn't heve to ba
complex-respondents expressed straightforward wants, like
saving money, paying down debt, snd getting essieraccess
tocredit

Cur sureey showed that trust and loyalty bioom when Fleand
fimtechs offar robust safety and security. These, plus great
producis and seamless expariences, draw users in. Fortunatedy,
Piaid's solutions can help enterprisas create a more cpen,

safe, and usaful finamcia! ecosystern that delivars whist
COMSUIMErs want,

Pl
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This online survey was conductad by YouGoyw on behalf of Pleid

M ethOd Ology from August 20th-26th, 2024, among 2,077 sdults in the Unitad

States ages 18 and older

Inaddition tothe key populstions displayed here, we analyzed
results by age, gender, region, urbanicity, ethnioity, oo,
assats, employment, and marntal siatus. The data is weighied
toward the ULS, population, and the survey is not bassd ona
probability sarmpla. Tharefore, nio estimate of theoretical
samnpfing error can be caloulated.
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About Plaid

Plaid powers the digital finence ecosystern by connecting thea
wiorld's leaeding companies with miore than s hundred million
consumers far easier, faster, and more seCure USer experiances.
From fast-groswwing startups to innovative neobanks to global
enterprisaes, thousands of companies rely on Plaid to onboard
mzre customers, fight fraud inresl ime; and mowe money safely
and securahy,

Todey's consumers axpeact financial earvices to ba quick, simple
and secure. Plaid solves this by helping them safely connect
their financial accounts to apps, verhy their identity in 10
seconds or bees, send end receive payrments, and searmiessly
navigete tha world of financial services so that they can focus on
reachirg their financial goals:

Gt started at plaid.com

Plaid x YouGow
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