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METHODOLOGY
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METHODOLOGY
Ten-minute online survey
Quarterly tracking

Sample via EWS Online
Research Panel

®
Zelle © 2022 Early Warning Services, LLC. All Rights Reserved.

090

17

POPULATION

450 interviews per quarter

Mobile Majority ages 18-75,
determined by U.S. Census data

)

QUALIFYING CRITERIA

Ages 18-75 | Mix of race, gender, age,
employment | Not employed in a
sensitive industry

Must have a checking or savings
account



KEY FINDINGS

* Inflation has impacted how consumers spend their funds, with consumers intentionally scaling back on shopping. Specifically,
due to the inflation impact, 38% of consumers have decreased unnecessary shopping. Seventeen percent of consumers have
eliminated unnecessary shopping. Of note, significantly fewer consumers in Quarter 3 (14%) versus Quarter 2 (21%) reported
"none of the above"” when asked which option best describes how inflation has impacted their spending.

* Consumers in Quarter 3 (47%) versus Quarter 2 (25%) have a significantly higher incidence of strongly agreeing that saving
money is more difficult due to inflation. With high gas prices and concerns about finances, significantly more consumers in
Quarter 3 (24%) than in Quarter 2 (15%) reported using alternative transportation (such as carpool, walking, public
transportation).

» Significantly more consumers in Quarter 3 compared to Quarter 2 reported running out of money prior to their next paycheck
(43% in Quarter 3 versus 31% in Quarter 2) . In Quarter 3, significantly fewer consumers reported that they make enough
money in between paychecks, to not run out (22%), compared to the previous quarter (33%).

« Consumers in Quarter 3 versus Quarter 2 had a significantly higher incidence of paying their necessities first (59% in Quarter 3
versus 40% in Quarter 2). Significantly fewer consumers in Quarter 3 (27%) than in Quarter 2 (42%) prioritized reviewing their
budget to check for allocated amounts.
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IMPACTS OF INFLATION ON SPENDING

Different Ways That Inflation Has Impacted Consumer Spending

38%  38%

21%
16% 17% v
14%
9% 10% 9% a5,
7% 6%
- - - -
Travel less andfor do not Pushed back plansin  Decreased time spent Decreased unnecessary Eliminated Eliminated unnecessary None of the above
make travel plans order to make a big doing extracurricular shopping extracurricular activities shopping
purchase (owning a activities

home, buying a car)
B Quarter 2 2022 (n=450) Quarter 32022 (n=450)

Source: Q11/Q1. Which of the following best describes how inflation has impacted your spending?
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LIFE CHANGES DUE TO INFLATION

Difficulties Saving Money Due to Inflation

! find it more difficult to save money due to the
current inflation issues.

Top-2 Box

Quarter 22022 | 61%

Transportation Changes Due to High Gas Prices

Because of high gas prices, | have begun to carpool, take public
transportation, andjfor walk.

Bottom-2 Box

Quarter 32022 | 78% A

A
Bottom-2 Box 47%
Quarter 22022 | 20% 36% 219,
Quarter 32022 | 9%V 25%
9% V¥

13% v 13%
7% v %
= H. B
Strongly Disagree Neutral Agree Strongly Agree
Disagree

B Quarter 2 2022 (n=450)

Quarter 3 2022 (n=450)

Quarter 22022 | 66%
Top-2 Box
Quarter 32022 | 58% V
Quarter 22022 | 15%
36% ¢y -
299 30% 20% Quarter 32022 | 24% A
19% 17 A
17% 15% A
% 10%
Strongly Disagree Neutral Agree Strongly Agree
Disagree

B Quarter 2 2022 (n=450) Quarter 32022 (n=450)

Source: Q12/Q2. Please rate your level of agreement with the following statement. | find it more difficult to save money due to the current inflation issues. | Q13/Q3. Please rate your level of agreement with the following statement. Because of

high gas prices, | have begun to carpool, take public transportation, and/or walk.
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LIFE CHANGES DUE TO INFLATION (CONTINUED)

Need for Extra Income Due to Inflation

Since inflation, | have started a side-hustle/small business or taken up another job to bring in extra income.

36%
32% 32%
v
23%
17% 17%
14% 13%
9%
- :
Yes, and | use a digital payment via Yes, but | do not utilize a digital No, but | am considering it No, I only have time for one job No, | have one job
P2P service (Zelle®, Venmo, PayPal, payment via P2P service (Zelle®,
etc.) to send|receive money Venmo, PayPal, etc.) at the
moment
B Quarter 2 2022 (n=450) Quarter 3 2022 (n=450)

Source: Q14/Q4. Which of the following best describes how inflation has impacted you? Since inflation, | have started a side-hustle/small business or taken up another job to bring in extra income.
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SPENDING HABITS

Running Out of Money Between Paychecks

36% 35%

33%

. v
23% A 22%
20%
16% 15%
Yes, my expenses are fairly high when Yes, current wages are not livable No, | am a frugal spender No, | make enough money
compared to my living wages
B Quarter 2 2022 (n=450) Quarter 32022 (n=450)

Source: Q16/Q5. Do you typically run out of money prior to your next paycheck?
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SPENDING HABITS (CONTINUED)

Spending Priorities for Consumers

When spending money, | always make sure to

42%

27%

10%

8%

Review my budget to check for the proper Get whatever | want and settle my accounts  Pay my necessities first, as best as | can

allocated amount

B Quarter 2 2022 (n=450) Quarter 32022 (n=450)

Source: Q17]Qé. Please select the statement that best describes how you spend money. When spending money, | always make sure to
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40%

59%

8% 6%

Make sure that my family is happy and
content prior to figuring out the rest



Appendix: Demographics

®
Zelle © 2022 Early Warning Services, LLC. All Rights Reserved



DEMOGRAPHIC PROFILE

Age Education Marital Status
Graduate Degree Married 45%
Bachelor's Degree 31%
33% 20 30% Associate Degree Single, never married 32%
8% Some College ) )
Separated/divorced/widowed 16%
———— - \ - \ L High School P / /
GenZ  Millennial  GenX  Boomer (n=450) Less than High School (n=450) Domestic Partnership 7% (n=450)
Gender Employment Consumer Segmentation
Employed full-time 50% = Always on Socializers
Employed part—t'lme = Connected Conductors
Retired .

= Male = Female Disabled/Unable to work m = Pragmatic Introverts
Full-time homemaker ® Savvy Empty Nesters

Afull/part—Lime stt,lnden; = Segment 5

nempioye
(n=450) Ploy (n=450) Segment 6 (n=450)
37% Income Ethnicity Regions
21% 19% 16% White or Caucasian 62% = Midwest

’ 7% Black or African American m = Northeast

: : . : - : t Hispanic * Southeast

Less than $50,000to $75,000to $100,000 $150,000 Asian or Pacific Islander = Southwest

$50,000  $74,999  $99,999 to $149,999 or more _ West
(n=450) Mixed Race (n=450) (n=450)
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