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Abstract:

The 2015 Survey of Consumer Payment Choice (SCPC) was implemented using a new
longitudinal panel, the Understanding America Study (UAS), and results are not yet
comparable to the 2008-2014 SCPC. In 2015, U.S. consumers made 68.9 payments per month.
Debit cards remained the most popular payment instrument among U.S. consumers in 2015,
accounting for 32.5 percent of their monthly payments, followed by cash (27.1 percent) and
credit or charge cards (21.3 percent). For nonbills, consumers used cash and debit equally —
about one-third of the time for each. For bills, consumers used payment cards for half of bill
payments and electronic payments from bank accounts for one-quarter of bill payments. In
2015, U.S. consumers on average held $202 in cash (on person and stored on property, large
values excluded). Use of new payment technologies was still relatively rare. Just over 1 percent
of consumers had a Venmo account in 2015. About half a percent of U.S. consumers held bitcoin
or other virtual currencies.
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I. Introduction

The 2015 Survey of Consumer Payment Choice (SCPC) is the eighth in a series of annual studies
conducted by the Federal Reserve Bank of Boston to gain a comprehensive understanding of the
cash and noncash payment behavior of U.S. consumers.! This report contains 51 tables with
detailed estimates of consumers’ payment choices. The report also contains estimates of
consumer activity related to banking, cash management, and other payment practices;
consumer assessments of payment characteristics; and a rich set of consumer and household
demographic characteristics. For more details about definitions and motivations, please consult

earlier papers describing the SCPC surveys, especially Schuh and Stavins (2014).

Due to changes in sampling frame and sample size, this paper describes the survey results for
2015 only. From 2008 to 2014, SCPC results were based on the RAND Corporation American
Life Panel (ALP).2 In 2015, the SCPC was implemented using the Understanding America Study
(UAS) panel, managed by the University of Southern California (USC) Dornsife Center for
Economic and Social Research (CESR). Both panels are intended to be representative panels of
U.S. consumers, but there are important differences in the design of the two panels that suggest
the UAS may be more representative; thus, the sampling frame of the 2015 SCPC is not exactly
comparable to that of 2008-2014. In addition, the sample size of the 2015 SCPC is notably
smaller. A total of 1,429 respondents completed the 2015 SCPC, all members of the UAS.> The
Consumer Payments Research Center (CPRC) plans to release a full time-series of the SCPC,
beginning in 2008 and encompassing both the RAND and USC datasets.* Pending those
statistical computations, however, data users should not attempt to discern any trends by

comparing the 2015 USC survey results to prior years’ RAND results.

! For detailed reports on earlier versions of the SCPC, see Foster et al. (2009, 2011), Foster, Schuh, and Zhang (2013),
Schuh and Stavins (2014, 2015), and Greene, Schuh, and Stavins (2016).

2In 2014, the SCPC was administered to members of the ALP and the UAS. The UAS respondents were not included
in the 2014 official results to maintain the longitudinal panel from prior years.

3 In addition to the UAS respondents, 504 respondents were surveyed via the market research firm GfK. These
respondents are not included in the official SCPC sample or results, pending further analysis; see Section VIL
“Survey Methodology and Data.”

# Future research will compare and contrast the demographic composition, payments assessments, and behaviors in
the ALP and UAS datasets, in a manner analogous to the analysis of 2012 SCPC subsample data reported in
Hitczenko (2015), as it is important to discern whether SCPC survey responses differ between the two samples and, if
50, why they are different.



The results of the 2015 SCPC reflect modest modifications in the questionnaire and other
aspects of survey methodology, introduced to improve the overall quality and measurement of
consumer payment choices. Some changes complement and lay the groundwork for data
collected by the Diary of Consumer Payment Choice (DCPC).5 The 2015 SCPC is the first version
of the SCPC to ask consumers to report account balances of checking account(s) and the total
limit on all their credit cards. Also in 2015, questions were added to probe consumers’ reasons
for not adopting some payment instruments and methods. Questionnaire changes are described

in detail in Section VII.

The SCPC in combination with the DCPC may provide useful data for the Federal Reserve’s
strategic focus for financial services during the next decade (Federal Reserve System 2017a and
2017b). Together, the SCPC and DCPC provide data on U.S. consumers’ experience with and
perceptions of payment instrument security and speed as well as with other aspects of
consumer satisfaction, for example, cost and convenience. The SCPC asks consumers to rate
payment instrument security and to report their experience of identity theft and/or lost or stolen
payment cards and cash. It provides data on consumers’ understanding and use of virtual
currency, which could inform strategic initiatives related to faster payment methods. In
addition, analysis of consumers’ payment behavior by cohort may help policymakers envision
how any future changes in the payment market might affect the welfare of different

demographic groups.s

The remainder of this paper comprises three parts: 1) a written summary of the key SCPC
results; 2) a set of tables containing most of the official SCPC results (SCPC Tables); and 3) a set

of tables containing the official definitions of important survey concepts (Definition Tables).

5 For more description of the Diary of Consumer Payment Choice, see Briglevics and Shy (2012), Shy (2013),
Briglevics and Schuh (2014), Shy (2014), Shy and Stavins (2014), Schuh (forthcoming), and Greene, O’'Brien, and
Schuh (forthcoming).

¢ Connolly and Stavins (2015) compares the adoption and use of payment instruments by demographic groups and
finds that young, black, low-income, and low-education consumers tend to rely more heavily on cash than other
consumers. Consumers with the lowest income have a very different pattern of payment behavior than higher-
income consumers. They are less likely to hold checks, cards, or electronic payments, and they use cash more
intensively than other consumers.



More details are available in a separate technical appendix by Angrisani, Foster, and Hitczenko

(2017).

A. Official SCPC tables and data

As in prior years, the SCPC aims to measure U.S. consumer ownership (adoption) of payment
instruments and the use of these instruments (number of payments) on a monthly basis. The
official 2015 survey results appear in SCPC Tables 141 of this paper (a total of 51 tables). The

tables are organized into seven sections:

1. Adoption of accounts and payment instruments — Consumer adoption of bank accounts,
nonbank payment accounts, and payment instruments and practices. [SCPC Tables
1-15]

2. Liquid assets and asset management — Cash holdings, cash withdrawals, checking
account balances, and virtual currency holdings. [SCPC Tables 16-20]

3. Incidence of use of accounts and payments instruments — Share of consumers using their
adopted accounts and payment instruments to pay bills, purchase goods and
services, and make other payments. [SCPC Tables 21-27]

4. Frequency of use of payment instruments — Number and share of payments by type of
transaction. [SCPC Tables 28a-34]

5. Loss, theft, or fraud — Percentage of consumers experiencing loss, theft, or fraud, by
payment instrument. [SCPC Table 35]

6. Assessments — Consumer assessments of key characteristics of payment instruments
and payment practices. [SCPC Tables 36a-37b]

7. Household Characteristics — Information about consumer demographic characteristics
and financial status. [SCPC Tables 38-41]

The official definitions of survey concepts are found in Definition Tables 1-7.

All SCPC data are available free of charge to the public once the official results have been

published, along with complete technical documentation.” The SCPC tables contain most, but

7 See http://www.bostonfed.org/economic/cprc/data-resources.htm
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not all, of the results from the 2015 survey. The 2015 SCPC public-use microdata set contains the
consumer-level SCPC responses to all of the survey questions, including those used to create the
official tables. A complete set of tables containing estimates of the standard errors for the SCPC
results is available online.®* A complete list of variables in the 2015 SCPC datasets can be

obtained from the questionnaire.’

For more details about the measurement approach and content of the SCPC, see Schuh and
Stavins (2014 and 2015) and earlier data releases. All SCPC data users are strongly encouraged
to read the technical appendix (Angrisani, Foster, and Hitczenko 2017) for more information on
the data. The SCPC estimates reported here may be revised in the future as a result of additional
process improvement and insights from new data. Small discrepancies in the estimates may

exist throughout the paper, due to rounding,.

II. Account adoption: money and credit

U.S. consumers fund payments with the money and credit available to them. Therefore, taking
stock of the dollar value of different types of money and credit held by consumers is a
prerequisite to understanding consumer payment choices. In most cases, consumers’ money
and credit are stored in accounts managed by depository institutions (banks) and other financial

institutions, so it is important to track consumer ownership of these accounts.

The SCPC tracks ownership of the following components of money: currency (notes, bills, and
coins); traveler’s checks; checking deposits; and savings deposits. * Consumers also fund some
of their payments with credit accounts that contain balances, known as credit limits, from which
consumers can make payments directly. Three types of credit accounts are reported in the

SCPC: credit card accounts, charge card accounts, and mobile phone accounts (limited to use for

8 To obtain the standard error tables, see http://www.bostonfed.org/economic/cprc/SCPC/index.htm

° To obtain the 2015 SCPC dataset and questionnaire, see

http://www .bostonfed.org/economic/cprc/SCPC/index.htm

10 For details about the components of money, see Greene, Schuh, and Stavins (2016).

11 The SCPC does not collect data on special-purpose savings accounts (for example, Christmas Clubs).
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financing SMS/text message payments, these last accounts would not have an associated credit

limit).

The SCPC measures consumer adoption of money, credit, and payment instruments in two
ways. First, it asks whether consumers have or own the accounts and/or instruments; that is,
whether consumers have adopted them. Adoption is a necessary prerequisite to consumers’ use
of accounts and instruments; hence, measuring adoption is a prerequisite to measuring both the
share of consumers using an instrument or account and the frequency with which consumers
use it. Second, the SCPC collects data on the dollar value of some of the accounts or instruments
owned: cash holdings, checking accounts, and total credit card limits. Dollar values also are
collected for virtual currency holdings (not reported, due to the small share of consumers

owning virtual currency).

A. Cash

In the year ended October 2015, essentially all U.S. consumers reported having adopted cash
(99.7 percent) (SCPC Table 7). The SCPC defines adopting cash as having used cash at least once
in the past 12 months and/or having some cash on one’s person (pocket, purse, or wallet) or on
one’s property (home, car, or office). For the purpose of this discussion, we treat cash held by

consumers as a type of account to be adopted, in which value is stored.

In October 2015, 90 percent of U.S. consumers had some cash either on their person (pocket,
purse, or wallet) or elsewhere (authors’ calculation). In 2015, U.S. consumers’ average total cash
holdings (on person plus on property) were $202 (SCPC Table 16).22 Cash holdings vary quite a
bit among consumers. For purposes of this discussion, large-value holdings (the largest 2
percent reported) are omitted throughout because their sample size is too small to be estimated

precisely year-to-year; see SCPC Table 16 for quantities, including large-value holdings. The

12 This estimate excludes the top 2 percent of cash holdings (roughly $2,500 or more), due to small sample sizes and
high year-to-year volatility of large-value observations. This exclusion is motivated by the fact that the SCPC obtains
only a very small number of observations of very large cash holdings each year; hence, fluctuations in the
composition of large-value cash holdings exert statistically excessive influence on estimates of the average value of
total cash holdings. The 98th percentiles are $500 for cash in pocket, purse, or wallet and $2,000 for cash stored
elsewhere. See the technical appendix for more information.
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average [median] amount in pocket, purse, or wallet was $66 [$24]. The average [median]

amount stored elsewhere was $137 [$4] (Figure 1 and SCPC Table 17).
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Source: 2015 Survey of Consumer Payment Choice, Table 16. Note: For all cash measures, large values (defined as greater than the
98th percentile of all observations) are omitted.

Figure 1: Distribution of cash holdings on person and stored elsewhere

Two-thirds of U.S. consumers had total cash holdings of less than $100. For holdings stored
elsewhere, 12 percent had more than $500 stored elsewhere.”* For consumers who stored cash
elsewhere, the 2015 SCPC included experimental questions to probe their reasons for storing
cash. The results of this experiment indicate that consumers were likely to allocate a higher
share of their cash to a reserve for planned, medium-term spending and unforeseen

emergencies than to long-term savings.

13 Authors’ calculation. As noted above, for all reported cash measures, large values (defined as greater than the 98t
percentile of all observations) are omitted.
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In 2015, the average amount per cash withdrawal was $115 (SCPC Table 18). More than half of
U.S. consumers used an ATM most often for withdrawals; one-fifth used a bank teller (Figure 2
and SCPC Table 19). The average amount per withdrawal was highest at a bank teller ($186),
followed by ATM ($105), family or friend ($45), and retail store ($36) (Figure 3 and SCPC Table
18).14

52.7%

Bank

teller 19.9%

Retail
location

Family
or friend

Employer 3%

1%

Payday

lender 0.3%

Other 3.5%

0 10 20 30 40 50 60
Percentage of consumers

Source: 2015 Survey of Consumer Payment Choice, Table 19.

Figure 2: Location of most frequent cash withdrawals and average amount per withdrawal

14 The number of cash withdrawals by consumers per month is not reported here, due to some thus far unexplained
anomalies in responses for 2015. A substantial share of consumers reported a surprisingly large number of cash
withdrawals in 2015. Preliminary analysis of 2016 SCPC data indicates that this outcome may have been a one-time
event.
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Figure 3: Location of most frequent cash withdrawals and average amount per
withdrawal at most frequent location

B. Bank and nonbank accounts

Information about consumers” account ownership and the value of balances in those accounts
provide context for payment instrument choice. Just as consumers must have adequate cash on
hand to make a cash payment, consumers must have adequate funds in a deposit account to use
a debit card (or any other instrument tied to an account, that is, check, OBBP, or BANP) without
overdrawing. Questions about checking deposits and credit limits were new in 2015.
Consequently, the 2015 SCPC offers an expanded picture of consumers’ liquidity.’s In 2015, the
percentage of individual U.S. consumers with a deposit account (checking or savings) at a bank

was 91.8 percent (SCPC Table 1). This result aligns with other data sources. The Survey of

15 Account balances for other types of money (for example, money market fund balances, savings deposits), credit (for
example, student loans, home equity lines of credit), and payment instruments (GPR prepaid cards) would be needed
to obtain a comprehensive picture of consumers’ liquidity available for making payments.
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Consumer Finances found that 93.2 percent of U.S. households had a transaction account
(defined to include checking, savings, money market, and call accounts) in 2013 (Bricker et al.
2014); the FDIC reported that 93.0 percent of households had a checking or savings account in
2015 (Burhouse et al. 2016).

Bank Nonbank
accounts payment accounts
_/\.._ _‘-/\-_
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Source: 2015 Survey of Consumer Payment Choice, Table 1, Table 4, Table 12.

Figure 4: Consumer adoption of bank and other payment accounts, 2015

In 2015, consumer adoption of checking accounts was 91.1 percent (Figure 4 and SCPC Table 1).
Two in five U.S. consumers had more than one account (Figure 5). Almost half (45.5 percent) of
U.S. consumers had a primary account that was jointly held. Of joint accounts, the vast majority
were held with a spouse or partner, more than 90 percent. Survey questions about joint
ownership were new in 2015. Six in 10 checking account adopters (62.4 percent) reported

earning no interest on their primary checking account (SCPC Table 1); 62.9 percent of

14



consumers had overdraft protection. About three-quarters of consumers (73.3 percent) had

linked checking and savings accounts (SCPC Table 1).
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Source: 2015 Survey of Consumer Payment Choice.

Figure 5: Distribution of number of checking accounts

Asked the primary reason they did not have a checking account, 37 percent of consumers
without checking accounts cited reasons related to cost (fees and services charges are too high;
not writing enough checks to make having an account worthwhile; required minimum balance
too high); 29 percent said they “don’t like dealing with banks”; and 19 percent said “no bank
will give me a checking account” (Figure 6 and SCPC Table 14a). For a report on the payment

practices of the unbanked, see Cole and Greene (2016).
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Figure 6: Reasons for not adopting a checking account

50

Almost three-quarters of U.S. consumers had one or more savings accounts (73.3 percent, SCPC

savings account (SCPC Table 6).

Table 1). Almost 40 percent of consumers adopted one savings account; 35 percent adopted two

or more. Three-quarters of account adopters (76.9 percent) reported earning interest on a

Like checking and savings accounts, some payment services provided by non-depository

institutions enable consumers to store money, to send and receive money online, and to make

payments for purchases and bills. Examples include PayPal and Venmo as well as GPR prepaid

cards. In 2015, 60 percent of U.S. consumers adopted nonbank deposit accounts that can be used

to make payments, including both GPR prepaid cards and accounts that can be accessed via a

payment card (credit, debit, or prepaid) linked to the account or via BANP (Figure 4, SCPC

Tables 4 and 12). By far the most popular general-purpose nonbank payment account is PayPal,

adopted by 43 percent of U.S. consumers.
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As noted above, consumers use general-purpose reloadable (GPR) prepaid cards as an
alternative to bank accounts. That is, these consumers can receive income, pay bills, and make
cash withdrawals using these cards (Greene and Shy 2015) (SCPC Table 12), which have a
network logo and can be used anywhere.’* The SCPC defines GPR prepaid cards as capable of
these bank-account-like functions. In 2015, 29.1 percent of consumers owned at least one GPR
prepaid card. Asked the primary reason they did not have a GPR prepaid card, six in 10
consumers without GPR prepaid cards (59.8 percent) said they did not need one: “My current

payment methods meet all my needs” (SCPC Table 14b).

Beginning in 2009, consumers could also hold virtual currency, such as bitcoin. Virtual currency
is not government backed and exists only in digital form. The SCPC questionnaire defines
virtual currency as follows: “These payment methods exist online and are different from U.S.
dollars ($), the euro (€), or other official foreign currencies. They are sometimes called
cryptocurrencies.” In 2015, two in five consumers reported that they had heard of some virtual
currency (SCPC Table 8). Less than 1 percent of consumers owned bitcoin. Asked the primary
reason they did not own virtual currency, 52 percent of nonadopters said their current payment
methods met all their needs and 29 percent said they did not understand the technology (SCPC
Table 14b).”

C. Credit accounts

In 2015, three-quarters of U.S. consumers had credit accounts used to make payments,
consisting of either charge cards or credit cards. Charge cards are expected to be paid in full
each month. Some American Express cards and store-specific cards, for example, are charge

cards; 5 percent of consumers had charge cards in 2015 (SCPC Table 7).

16 The SCPC measure of GPR prepaid cards consists of the percentage of consumers who reported adopting any of
the following: Direct Express, other government benefits card, payroll card, “other general purpose prepaid card that
has a logo from Visa, MasterCard, Discover or American Express,” and a list of branded GPR prepaid cards (Table
12).

17 To gain understanding of the payment choices of the small share of U.S. consumers who own virtual currencies, the
SCPC was administered to a sample of 105 virtual currency owners in 2015, via Qualtrics. A report on the preferences
and behaviors of those respondents is forthcoming (Schuh and Shy forthcoming).

18 Another charge expected to be paid in full each month is a text/SMS message payment.
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Credit cards differ from charge cards in that consumers are expected to pay some minimum
amount each month and then may choose whether or not to maintain a balance (“revolve”
credit card debt) on which they pay interest. Borrowers who carry a balance are called
revolvers. Three-quarters of consumers had credit cards. At some point during the 12 months
ending in October 2015, 45 percent of consumers carried over an unpaid balance on a prior
month’s credit card bill (59 percent of credit card adopters) (SCPC Table 41), that is, they did
not pay the balance in full at the monthly due date. The mean credit card balance carried over
from the prior month (not including current charges) for all credit card adopters was $2,840, for
revolvers only, the mean was $4,816. Note that this estimate of carried-over balances of
revolvers differs from the total balances reported by credit bureaus, which are a snapshot as of a
particular date and include both carried balances and new charges, some share of which will be

repaid at the next payment date.”

For credit card adopters, the mean credit limit was about $20,000, and the median credit limit
was about $10,000. Among revolvers, median credit utilization (that is, the debt carried over
from prior months as a percentage of the credit limit) was 29 percent in October 2015 (Figure 7).
Using Equifax data, Fulford and Schuh (2015) estimate that credit utilization was just over 30
percent for credit card adopters overall for the entire period from 2000 to 2014.» As Figure 7
shows, credit utilization by revolvers is widely dispersed, with 30 percent of credit card
revolvers using less than 10 percent of their credit limit and 36 percent using more than half of

their credit limit.

“For a discussion of credit bureau and consumer survey data, see Brown et al. (2015).
20 Note that the Equifax measure of utilization differs from the SCPC’s in that it includes amounts incurred during the
current month.
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Figure 7: Distribution of credit utilization

Asked the primary reason they did not have a credit card, half of consumers without a credit
card cited reasons related to keeping debt under control (“I only want to spend money that I
have.” “I don’t want to go into debt.”); 20 percent cited reasons related to cost (too costly, don’t
want to pay interest, interest rates too high); and 9 percent said they applied for a credit card

but were not approved (SCPC Table 14b).

C. Account balances

Account balances are an important factor in payment instrument choice (Briglevics and Schuh
2014 find this in research on cash balances). Without available funds or credit in an account,
consumers are less likely to use the payment instrument(s) linked to that account. In 2015, the

SCPC collected account balances (that is, dollar values) for three types of money (U.S. currency,
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primary and secondary checking account deposits, and virtual currency) and for the credit

limits and outstanding debt on all credit and charge cards.
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Source: 2015 Survey of Consumer Payment Choice, Table 16. Note: For consumers with two or more accounts, the sum of balances of
the primary and secondary accounts. For consumers with one account, the account balance. Consumers with no account are
omitted.

Figure 8: Checking account holdings of checking account adopters, 2015

Consumers hold more funds in checking accounts than in cash. In October 2015, U.S.
consumers’ average total checking account holdings (defined for each consumer as the sum of
the balance in the primary checking account? and the balance in the secondary checking
account, if relevant) was $6,007 [median $675] (Table 1 and SCPC Table 16).2 As noted above,
average cash holdings were $202. Half of checking account adopters have $1,000 or less in their

checking accounts (Figure 8). Twenty percent of checking account adopters have less than $100.

2Defined in the SCPC as the account the respondent uses “most often, not necessarily the account with the most
money in it.”

2 Among consumers with a checking account, average total holdings were $6,792. Balances were not requested for
third and additional accounts.
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Among adopters of checking accounts, the average balance in U.S. consumers’ primary

checking account was $4,561 [median $699], in the secondary checking account, $5,687 [median

$784].
Average balance per Median balance per Share of consumers
consumer consumer with $0 balance
Cash $202 $52 10%
Checking account balances | $6,007 $675 17.2%

Source: 2015 Survey of Consumer Payment Choice, Table 16 and authors’ calculations. Note: For consumers with two or more
checking accounts, balances are calculated as the sum of the primary account balance and the secondary account balance.
Consumers with no checking account are included in the calculation. Too few consumers report holdings of virtual currency to
make balances relevant.

Table 1: U.S. consumers’ liquid asset balances available for making payments, October 2015

D. Account access technology

Some accounts and technologies allow consumers to store funds for payments and to receive
payments, for example, PayPal and Venmo. Others are mobile apps linked to specific-purpose
prepaid cards with funds stored on them, for example, those of Starbucks and Dunkin Donuts.
Some apps do not store value and instead act as pass-throughs to existing accounts or cards
(debit, credit, or prepaid), for example, Apple Pay, Android Pay, and Google Wallet. These
newer technologies often connect to traditional payment instruments, in particular, BANP and
cards. Almost two-thirds of U.S. consumers reported having adopted an account or app that
would enable them to make a payment using a mobile phone. Sixty-four percent had an app
like iTunes, Facebook Messenger, Apple Pay, or Android Pay (SCPC Table 4) (note that the
iTunes payment function is limited and that Facebook Messenger is not primarily a payments
technology). Because a traditional payment instrument usually underlies transactions facilitated
by apps and because the use of newer payment technologies remains relatively rare, SCPC
respondents report payment instrument use (discussed below) in terms of the underlying
payment instrument. For example, the SCPC estimate of the number of online payments made
with a credit card would include not only payments made directly with a credit card but also

payments made using Apple Pay linked to a credit card.
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E. Alternative financial services

Use of alternative financial services (AFS), that is, purchasing any of four payment services from
a nonbank in the past 12 months (money order, cashier’s checks, check cashing, and
remittances) or any financing from a nonbank (payday loans, loan at a pawn shop, rent-to-own
services, or tax refund anticipation loan), is used as an indicator by the FDIC to identify U.S.
households that are underbanked.? Following the FDIC, the SCPC defines underbanked
consumers as those who have a bank account and who have used one or more of these AFS. In
2015, the SCPC found that 24.2 percent of U.S. consumers (that is, individuals 18 and older)
were underbanked based on the FDIC definition, compared with the FDIC finding of 19.9
percent of U.S. households in 2015. Two-thirds of underbanked consumers used only payments
services; one in five used only financing (one or more types). The most commonly used
category of AFS was money order or cashier’s check, used by three-quarters of underbanked

consumers (Figure 9 and SCPC Table 21).

2 Section 7 of the Federal Deposit Insurance Reform Conforming Amendments Act of 2005 requires the FDIC to
conduct ongoing surveys of banks’ efforts to serve the unbanked and to provide insights into the size of the
unbanked and underbanked markets. The 2015 SCPC questionnaire omitted one financial product included in the
FDIC definition: auto-title loans. According to the 2013 FDIC survey, auto-title loans contributed 0.3 percent to the
results.

2 This difference is outside the margin of error of the SCPC estimate. The standard error for the SCPC estimate is 1.6
percent, for a 95 percent confidence interval from 21.0 percent to 27.5 percent.
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Figure 9: Percentage of underbanked consumers using alternative financial services,
by type of services used

II1. Payment instrument adoption and annual use

U.S. consumers access money and credit by authorizing the transfer of funds to a recipient,
using a linked payment instrument, as depicted in Table 2.2 The SCPC covers 13 types of

payment instruments:

e Three instruments that are money (U.S. paper currency [no coins], virtual currency [for
example, bitcoin], traveler’s checks),

e Seven instruments linked to money in deposit accounts held directly by the consumer or by
others (paper checks, debit cards, OBBP, BANP, direct deductions from income, money
orders, prepaid cards)

e Three instruments linked to credit (credit cards, charge cards, and text/SMS payments2).

% Tobin (2008) defines payment instruments as “derivative media,” that is, distinct from the asset (or liability, for
example, an increase in credit card debt) used to fund the payment.
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Money and credit

Payment instruments

Money

Currency

U.S. currency
Foreign currency
Virtual currency (for example, bitcoin)

Traveler’s check

Traveler’s check (or prepaid traveler’s card)

Transactions deposits

Checking accounts in consumer’s name (demand
and other checkable deposits)

Checks (personal, certified, or cashier’s)
Debit card

OBBP

BANP

Money order (bank-issued)

Prepaid card (bank-issued)

Checking accounts held in name of payments
service provider or servicing financial institution
(may have pass-through deposit insurance)

Money order (issued by nonbank)
Prepaid cards (issued by nonbank)

Nonbank payment app (for example, PayPal,

Venmo)
Checking accounts held in name of employer Direct deduction from income
. - . Checks
”Nontran's:actlon” deposits in .consumer’s name (with OBBP
check-writing and/or electronic payment features) BANP
Credit

Revolving credit Credit card

Charge card

Nonrevolving credit

Text/SMS (credit extended by nonbank)

Source: Authors’ analysis. Note: Foreign currency and cashier’s checks are not tracked by the SCPC.

Table 2: Relationship of payment instruments to money and credit

A. Adoption

This section discusses the adoption—or ownership—of these payment instruments by
consumers in 2015. It reports 2015 estimates in three ways: 1) adoption rates of individual
payment instruments, 2) average number of payment instruments adopted by consumers, and
3) portfolios of payment instruments adopted by individual consumers. Four of the payment
instruments are paper media: U.S. currency (notes and bills only, no coins), traveler’s checks,
money orders, and paper checks (personal, certified, and cashier’s). Three are payment cards

(debit, credit [including charge cards], and prepaid). Three are electronic: online banking bill

2 To make a text/SMS payment, mobile phone users send a text message or SMS to authorize the cellular company to

make a payment on their behalf. The consumer is expected to repay this amount in full at the next billing due date.
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payment (OBBP), bank account number payments (BANP), and virtual (private) currency (for
example, bitcoin). The SCPC also reports use of direct deduction from income, for example,
automatic payments for health insurance or transfers to a flexible spending account. While not,
strictly speaking, a payment instrument adopted by a consumer, this is a method consumers
may use to authorize payments in cases where the payment transaction is executed by an

employer on the consumers’ behalf from the employer’s bank account.

In 2015, the top four payment instruments were adopted by more than 80 percent of U.S.
consumers: 99.7 percent of U.S. consumers had cash, 82.2 percent had paper checks, 80.8 percent
had a debit card, and 76.9 percent had a credit or charge card. In addition, two-thirds had
adopted BANP, six in 10 had adopted prepaid cards, and half had adopted OBBP (Figure 10
[entire bars] and SCPC Table 8). Checking account adopters without debit cards (12.0 percent of
checking account adopters) said they didn’t need one. Seven in 10 of those without debit cards
said that they would rather use a credit card or that other payment methods met all their needs
(SCPC Table 14b). As noted above, most consumers without a credit card cited reasons related

to keeping debt under control.
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Figure 10: Percentage of consumers adopting and using payment instrument in the year
ending October 30, 2015

B. Annual use of payment instruments, nonbank payment accounts, and account
access technology

Most people who have adopted a payment instrument use it at least once over the course of a
year. The percentage of adopters using cash, credit cards, debit cards, and checks at least once
hovered between 79 and 89 percent for the 12 months ending in October 2015 (Figure 10 [darker
bars show percentage of consumers] and SCPC Table 23b [percentage of adopters]). The share
of consumers who use OBBP is notably lower than the share of consumers that have adopted
OBBP; about three-quarters of OBBP adopters used it. Less than one-third of adopters used a
prepaid card. This low percentage could be a signal that some U.S. consumers use prepaid cards

quite intensively and others not at all.
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About two-thirds of adopters used PayPal to make a payment in the preceding 12 months
(SCPC Table 21). As noted above, payments from nonbank payment accounts often are funded
using traditional payment instruments. PayPal account adopters reported the various payment
instruments they used to fund PayPal payments in the 12 months ended in October 2015.
Funding a PayPal payment with BANP (38.4 percent) and credit card (36.1 percent) were the
most popular methods. About a third of those who made PayPal payments reported using

multiple methods to fund them (authors’ calculations, not shown in SCPC tables).

For the 12 months ending in October 2015, one-quarter of consumers made at least one mobile
payment (SCPC Table 4). For more on consumers and mobile financial services, see Federal

Reserve Board (2016).

C. Portfolios of payment instruments
Of nine payment instruments (cash, paper check, money order, traveler’s check, credit card
[including charge cards], debit card, prepaid card, OBBP, and BANP), the average U.S.

consumer held 5.4 types of payment instruments in 2015 (SCPC Table 15, Figure 11).7

In 2015, the most common number of unique types of payment instruments held by U.S.
consumers was six, held by about 30 percent of consumers. About three-quarters of consumers
held between five and seven unique types of payment instruments. While more than half of
consumers (56 percent) had six or more payment instruments, the mix of instruments that
consumers held was quite varied. For the 2015 SCPC, 1,429 respondents reported 112 unique
portfolios of types of payment instruments. The most common portfolio of seven instruments
(two paper, three cards, two electronic; see Table 3) was held by only 16.8 percent of all

consumers. The top five portfolios account for less than 44 percent of consumers.

%7 Virtual currency and direct deduction from income are excluded from this analysis.
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Number of Percentage
payment Traveler's | Money | Credit | Debit | Prepaid of
instruments | Cash | Check | check order card card card OBBP | BANP | consumers
7 X X X X X X 16.8
6 X X X X X X 8.3
6 X X X X X X 8.3
5 X X X X X 6.0
6 X X X X X X 3.9

Source: 2015 Survey of Consumer Payment Choice, authors’ calculation.

Table 3: Five most common portfolios of payment instrument types adopted by U.S.
consumers, 2015

Because U.S. consumers may have multiple checking accounts (with associated checks and

debit cards) and multiple credit or prepaid cards, they may carry many more individual

payment instruments than unique types of payment instruments. For example, a consumer who

holds six credit cards would have one type of payment instrument—credit card—and six

individual payment instruments. In 2015, the average consumer had adopted 11.9 individual

payment instruments (Figure 11). The number of individual payment instruments adopted is

much more dispersed than the number of types, of course, with about 4.2 percent of consumers

adopting two or fewer individual payment instruments and 12.7 percent adopting 20 or more

individual payment instruments.

28




35 i i 35
1 I
1 I
I |
I |
30 In 2015, the average : : In 2015, the average 30
consumer had adopted : : consumer had adopted
5.4 types of payment | | 11.9 individual payment
B 25 instrument. : l instruments. 2
1 I
E i |
2 |
o 20 | 20
2 [
5] I
@ |
g 15 : 15
c I
8 i
5 I
o 10 I 10
I
I
|
5 5
0 |

o 1t 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20+

Number of payment instruments adopted

. Number of individual instruments - Number of types (1-9)

Source: 2015 Survey of Consumer Payment Choice.

Figure 11: Number of payment instrument types adopted by individual consumers, 2015

V. Number of consumer payments in 2015

In 2015, U.S. consumers made 68.9 payments per month, on average, per person. The number of
consumer payments is a relatively uncommon measure that is not comparable to estimates of
the dollar value of consumer spending. In particular, the units used to measure consumer
payments (numbers) in the SCPC differ from the units (real dollars) in the economic measure of
real (inflation-adjusted) consumption in the National Income and Product Accounts (NIPA),
perhaps the most common measure of consumer spending.? This section reports U.S.

consumers’ use of payment instruments in 2015 according to 1) number and share of payments

28 The two measures differ in at least three conceptually substantive ways: 1) the types of spending included (the
number of payments includes consumption plus other consumer spending, such as mortgage payments, person-to-
person payments, and payments associated with buying assets); 2) the units of measurement of spending (the
number of consumer payments measures how many times a consumer pays for something, not the number of things
a consumer buys or the inflation-adjusted dollar value of those purchases); and 3) the population of consumers
covered (the SCPC includes only consumers in the noninstitutional population age 18 and above, rather than all
consumers, and it may not accurately reflect all household spending). For an extended discussion on the relationship
between the number of payments and consumption, see Foster, Schuh, and Zhang (2013) and Schuh (forthcoming).
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by source of funding (cash, other forms of money, and credit); 2) number and share of payments
by payment instrument; 3) number and share of payments by transaction type (bills, nonbills,

online, in person, etc.).

The SCPC identifies the number of payments made by U.S. consumers from each funding
source, broadly categorized as money (cash, demand deposits, and other payment accounts
with underlying demand deposits [prepaid cards, money orders]) and credit (credit and charge
cards) (SCPC Table 28).» In 2015, payments funded by money accounted for three-quarters of
all payments; payments funded by credit accounted for about one payment in five (some
payments are not classified, SCPC Table 28b). Of payments funded by money, just over one-
third were made with cash and slightly less than two-thirds by payment instruments linked to
demand deposits (checks, debit cards, BANP, OBBP, and payment accounts [for example,

PayPal] linked to underlying demand deposits).

Debit cards were the most popular payment instrument among U.S. consumers, accounting for
32.5 percent of their monthly payments, followed by cash (27.1 percent) and credit or charge
cards (21.3 percent). In 2015, U.S. consumers made an average of 38.1 payments per month
using payment cards (55.4 percent of total payments), 23.5 payments per month using paper
instruments (34.2 percent), and 7.2 payments per month via electronic and other methods (10.4
percent) (Figure 12). Electronic and other methods include an average of 0.6 payments per
month made automatically via direct deduction from income (0.8 percent). As noted above, the
number of payments made using nonbank accounts and account access technologies is not

reported separately.®

» Credit also includes text message payments. The number of text message payments is small and is not tracked in
the 2015 SCPC.

% The Diary of Consumer Payment Choice gathers data on both the payment instrument used and the access
technology used.
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Figure 12: Percentage share and number of consumer payments in a typical month, by
type of payment instrument, 2015

The SCPC also tracks the number of payments made by U.S. consumers according to seven
transaction types, broadly categorized as four types of nonbills (paid online for retail goods or
services, paid in person for retail goods, paid in person for retail services, and paid to another
person) and three types of bills (two types paid electronically [automatic and online payments]
and paid in in person, by mail, or by phone). In 2015, there were 48.3 nonbill payments (70.1
percent of payments) and 20.6 bill payments (29.9 percent) per person per month on average

(Figure 13 and SCPC Table 30).
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Figure 13: Percentage share and number of consumer payments in a typical month, by
transaction type, 2015

Nonbill payments include purchases of retail goods and services as well as person-to-person
payments. In 2015, offline payments (meaning in person, by mail, or by phone) for retail goods
purchases represented the largest share of all payments, with 23.6 payments per month on
average, per consumer (34.3 percent), followed by offline payments for services, with 17.0
payments per month (24.7 percent) (Figure 13 and SCPC Table 30). There were 4.7 online
payments for goods and services (6.8 percent); and 3.0 person-to-person payments (4.3 percent).
For nonbills, consumers used cash and debit equally —about one-third of the time for each—and
credit for about one in five nonbill payments (authors’ calculations based on SCPC Tables 30

and 31).

Bill payments (about 30 percent of all payments by number), include automatic bill payments
(made by direct deduction for income, electronically from a bank account, or using a payment

card); online bill payments; and bill payments made in person, by mail, or by phone. Bills paid
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electronically (automatically or online) were two-thirds of bill payments:* 6.8 automatic bill
payments per consumer, on average (9.8 percent of all payments) and 6.5 online bill payments
(9.4 percent of all payments) (SCPC Table 30, Figure 13). There were 7.4 bill payments by mail,
in person, or by phone (10.7 percent of all payments). U.S. consumers used payment cards
(debit, credit, and prepaid) for half of bill payments and electronic payments from bank
accounts (BANP and OBBP) for just over one-quarter of bill payments (authors’ calculations

based on SCPC Table 30 and 31).

VI. Comparing the SCPC to external data sources

Comparing the SCPC data to consumer data from external sources presents new opportunities
to understand consumers’ survey responses and payments behavior. Previous reports have
compared the SCPC data to the Federal Reserve Payments Study (FRPS), the Survey of
Consumer Finances, and data from NACHA, the electronic payments association, for validation

and benchmarking.

In 2015, comparison with external data was expanded by modifying the SCPC to ask consumers
for permission to match their survey responses to credit report data from Equifax. Combining
the SCPC and Equifax datasets makes it possible to examine consumers’ payment behavior in
the context of the larger picture of their finances (Fulford and Schuh 2015).2 Future research
will describe the characteristics of respondents in the Equifax/SCPC matched group (Cole and
Schuh forthcoming) and estimate credit card adoption and use with calculations based on the

Equifax credit card data.

In addition, there is evidence that consumers find it difficult to report accurately on the state of
their finances. For example, Karlan and Zinman (2008) find that households underreport debt
and de Bruin et al. (2011 and 2012) find that question wording is influential in respondent

answers. This difficulty makes it desirable to compare individual respondents’ answers to

31 SCPC Table 30, authors’ calculations.
32 Equifax data are available only to researchers employed by, or officially affiliated with, the Federal Reserve Board
or the Federal Reserve Banks; it is not part of the public dataset for the SCPC.
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externally available data like the Equifax data. Comparing SCPC and Equifax data makes it
possible to evaluate SCPC response quality and potentially redesign or eliminate questions that,
after analysis, seem to yield unreliable data. (It is important to note that both SCPC and credit

bureau data can be subject to error, depending upon circumstances.)

As part of our research study to understand how people make decisions involving their credit, we have a
request for you to consider.

In addition to the survey, we would like your permission to request your credit report. The process we
would use is called a “soft pull.” A soft pull is simply an inquiry, versus a "hard pull," which is part of an
application for credit. Soft pulls will not affect your credit in any way. This component is completely
optional and you can complete the survey without authorizing soft pulls of your credit report.

Any information we do receive will be kept confidential. As a reminder your survey responses and
personal information is never linked with your name.

Do we have your permission to pull your credit report?

Source: 2015 Survey of Consumer Payment Choice questionnaire.

Table 4: Text of credit report matching permission request

An essential part of the value of the matched SCPC/Equifax data is the degree to which
respondents give permission to have their credit reports anonymously matched to their survey
responses. Permission is requested out of respect for respondents’ preferences, to ensure they
are fully informed about the conduct of the SCPC, and to comply with institutional review
board (IRB) requirements for research involving human subjects. In 2015, one-third of SCPC
respondents gave permission to have their credit report data matched anonymously to their
SCPC responses (Table 4), and 99.3 percent of those who consented were successfully matched.
Equifax archives for 2014 (snapshots as of month-end September and October) and 2015
(snapshots for month-end September, October, November, and December) were matched to
survey responses. As noted above, the survey dataset does not contain any personally

identifiable information.

34




Variables of Interest Equifax | SCPC
Demographics v v
Risk score v v
Bankruptcy v v
Credit cards: number, unpaid balance, credit limit v v
Loans and mortgages v v

Source: 2015 Survey of Consumer Payment Choice, authors’ analysis.

Table 5: SCPC plus Equifax dataset

The Equifax dataset includes more than 600 variables on credit and debt, including auto loans,
student loans, and mortgages (Table 5 shows some variables present in both datasets). Cole and
Schuh (forthcoming) compare survey responses from the SCPC with data as reported by
lenders to Equifax; preliminary analysis shows that the two datasets are highly correlated, with

correlation coefficients ranging from 0.71 to 0.96 across all variables analyzed.

VII. Survey methodology and data

The results of the 2015 SCPC reflect a new sampling frame and modest changes to the
questionnaire introduced to improve the overall quality and measurement of consumer

payment choices and to tighten the relationship with the DCPC.

A. New sampling frame

From 2008 through 2014, the SCPC was developed by the CPRC of the Boston Fed and
implemented by the RAND Corporation as an online survey, using RAND’s American Life
Panel (ALP). In 2014-15, the SCPC was implemented using a new panel, the Understanding
America Study, managed by the University of Southern California (USC) Dornsife Center for
Economic and Social Research (CESR).® Both the UAS and the ALP are representative panels of

U.S. consumers. The primary advantage of the UAS is that its panel members are recruited and

332014 UAS results are not part of the official SCPC dataset and have not yet been released.
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assembled exclusively using frontier methods of sampling as described in Messer and Dillman
(2011). The UAS panel is recruited using only address-based sampling methods.* In 2015, 1,429
members of the UAS panel took the SCPC, about 25 percent fewer respondents than took the
SCPC 2009-2013. Of the 2015 respondents, about two-thirds (917) also took the 2014 SCPC. The
2014 UAS respondents are not included in the official 2014 SCPC report, which is based entirely
on the ALP.

In addition, respondents from two supplementary samples took the 2015 SCPC. An additional
504 respondents were recruited via the market research firm GfK to meet sample size
requirements. Due to differences in the sampling frames and distributions of survey responses
for items such as adoption of certain payment instruments, cash withdrawals, and the number
of monthly uses of payment instruments, the GfK respondents are omitted from the official

tables and summary report, pending further analysis.*

Eventually, the CPRC plans to release a full time-series of the SCPC beginning in 2008 and
encompassing both the RAND and USC datasets on a consistent basis by splicing the two data
sources using statistical methods that control for differences in sampling frames.* Pending
those statistical computations, however, data users should not attempt to discern any trends by
comparing the 2015 USC survey results to prior years’ RAND results. A report comparing the
results of the two samples (UAS and ALP) who took the identical 2014 SCPC and the

implications for accurate population estimates is expected to be released later in 2017.%

3 In contrast, the ALP was recruited using a combination of methods (convenience [respondents to prior surveys],
snowball [referrals from respondents], and address-based).

% An oversample of 105 self-reported virtual currency adopters (current or former) took the SCPC in a module
administered by Qualtrics. To qualify to participate, respondents asserted that they owned or had previously owned
bitcoin or one of 14 other virtual currencies (including Ripple, Litecoin, Dash, and Dogecoin). These responses were
deemed largely erroneous and are therefore omitted from the official tables and survey summary report.

3% Future research will compare and contrast the demographic composition, payments assessments, and behaviors in
the ALP and UAS datasets, in a manner analogous to the analysis of 2012 SCPC subsample data reported in
Hitczenko (2015), as it is important to discern whether SCPC survey responses differ between the two samples and, if
so, why they differ.

% In 2014 and 2015, there were some unexpected differences in SCPC results, even when accounting for
demographics. Therefore, longitudinal results from 2014 are not reported here, pending further analysis.
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B. Questionnaire changes

In 2015, some questionnaire changes were made to tighten the relationship between the DCPC
and the SCPC. Other small changes to the questionnaire were introduced to improve overall
quality. These changes include asking consumers to report account balances of checking
account(s) and the total limit on all their credit cards to get a sense of resources that could be
available for spending. Questions about bank and nonbank account adoption, payment
instrument adoption, and account balances and credit limits all are important for implementing

and analyzing the DCPC.

Also in 2015, questions were added to gather additional details about the management of
respondents’ checking accounts, including whether or not they are linked to a savings account,
are a joint account (and with whom), and have overdraft protection. In addition, questions were
added to probe consumers’ reasons for not adopting some payment instruments and methods,
including ATM and debit cards, credit cards, GPR prepaid cards, automatic bill pay, and virtual
currency. For owners of virtual currency, new follow-up questions probe quantities and values
held and the use of virtual currencies to make payments. A new question asks consumers if
they use any of some common personal financial management (PFM) tools, for example,
Mint.com. In addition, an experimental question probed respondents” reasons for storing cash.
For detail about questionnaire changes, see the technical appendix (Angrisani, Foster, and

Hitczenko 2017).

C. Diary of Consumer Payment Choice

Taken together, the SCPC and the Boston Fed’s Diary of Consumer Payment Choice (DCPC)
provide complementary views of consumer payments behavior. The SCPC obtains data on
consumer payment use by relying on respondent recall about a typical period. (Respondents
may check financial records but are not required to do so.) The DCPC, fielded with support
from the Federal Reserve Banks of Richmond and San Francisco, augments that data by asking

respondents to record information about specific payments as they occur, with daily recording
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over three days.® Both result in estimates of the monthly number of payments by payment
instrument. The DCPC methodology makes it possible to collect detailed information about
individual payments, including dollar value, in the context of available assets (cash on hand or
stored elsewhere, account balances). Largely because of potential measurement error from
recall, the SCPC collects the number of payments made by consumers and not the dollar value
of those payments. Payment diaries that ask respondents to record daily their payments (and
cash withdrawals) have been found to measure consumer payments effectively.® All 2015
DCPC respondents also took the 2015 SCPC. Respondents take the SCPC first, and then

information gathered by the SCPC feeds in to questions in the DCPC.

VIII. Conclusions

The 2015 SCPC provides a snapshot of U.S. consumer payment choices that reflects widespread
diversity and the influence of new payment innovations, but also reliance on cash. The 2015
SCPC is based on an improved sampling frame (hence, there are potential differences in
unobserved respondent characteristics) but a smaller-than-usual sample size (hence less
statistical precision). For these reasons, the 2015 estimates should not be compared with the
2008-2014 SCPC estimates at this time. Debit cards, cash, and credit cards are the three
instruments used most commonly by U.S. consumers for payment. Consumers have many
payment options; more than half of U.S. consumers have six or more payment instruments.
They use some options more intensively than others. Over the course of the year, consumers
who have set up OBBP and who own prepaid cards are relatively unlikely to use them,
compared with other payment instrument choices like debit cards or cash, which were used at
least once to make a payment in the year by at least 80 percent of adopters. Two-thirds of

consumers reported adopting an account or app that would permit them to make a payment

38 For more description of the Diary of Consumer Payment Choice, see Schuh (forthcoming) and Greene, O’Brien, and
Schuh (forthcoming).

% See Bagnall et al. (2016) for an introduction to payment diaries in seven industrial countries, most of which were
sponsored by central banks. The International Association of Currency Affairs (IACA) was particularly instrumental
in facilitating the collaboration of central banks and other payments researchers to develop payment diaries, starting
with a conference in 2010; special thanks are due to Adrian Baxter, Eugenie Foster, and Rick Haycock.
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using a mobile phone, but just one-quarter made a mobile payment in the 12 months ending in

October 2015.

More than 90 percent of U.S. consumers had a bank account (checking or savings) in 2015; half
owned nonbank payment accounts. The median balance in adopters” checking accounts (up to
two accounts) is $1,000,% compared with about $50 in median total cash holdings. In addition,
three in 10 consumers owned GPR prepaid cards, which can be used to receive and store money
as well as to make payments. Few consumers have adopted virtual currencies, such as bitcoin.
Most of those who used AFS tapped payments services like money orders or check cashing;

fewer used AFS financing.

IX. Definitions of concepts

This section contains tables with the definitions of concepts used in the Survey of Consumer
Payment Choice (SCPC) questionnaire and in the construction of the official tables of statistics.
Some of the definitions presented to the survey respondents may have been phrased differently
from the way they are specified here. For more information, consult the SCPC questionnaire,

which is available online.

4 For respondents with two or more accounts, the sum of balances of the primary and secondary accounts. For
respondents with one account, the account balance.
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Definitions Table 1 - Banking Concepts

Concept

Definition

Asset

Any item of monetary value, including bank accounts, real estate, stocks, bonds,
annuities, retirement accounts, motor vehicles, jewelry, rare or collectible goods,
and personal or household goods.

Automated Teller

A machine that allows customers to access their bank accounts with an ATM

Machine (ATM) card, debit card, or credit card to withdraw cash, make deposits, view account
balances, transfer money, and perform other related banking transactions.

ATM card A card that allows a customer to deposit or withdraw cash from an automated
teller machine, but cannot be used for purchases or payments.

Bank An institution that accepts deposits and offers checking accounts or savings

accounts. Includes regular or internet-based commercial banks, credit unions,
and savings and loan associations.

Checking account

An account that allows a customer to make payments or withdrawals as often
as necessary, using checks, debit or ATM cards, or online or pre-authorized
withdrawal payments. Some checking accounts pay interest on deposits and
may be called money market checking accounts.

Mobile banking

A method of accessing one’s bank account via a mobile phone, either by
accessing the bank’s web page on one’s mobile phone, via text messaging, by
reading emails from the bank, or by using a downloadable app on one’s mobile
phone.

Money market account

A type of savings account offered by banks and credit unions. Similar to a
regular savings account. The difference is that money market accounts usually
pay higher interest, have higher minimum balance requirements, and allow
fewer withdrawals per month. Another difference is that, similar to a checking
account, many money market accounts allow the customer write up to three
checks each month.

Nonbank online
payment account

A payment service provided by a company that is not a bank. These services
allow an individual to send and receive money online.

Online banking

A method of accessing a bank account via a bank’s website, to perform such
actions as viewing account balances, transferring funds between accounts, or
paying bills electronically.

Savings account

Savings accounts allow only a limited number of payments, withdrawals, or
transfers. Savings accounts pay interest on deposits at rates that are usually
higher than rates on interest-bearing checking accounts. Examples include
traditional savings accounts, money market savings accounts, Christmas Club
accounts, and Coverdell or 529 education accounts.

Telephone banking

A method by which a bank’s customer can access his or her account by calling a
phone number that the bank has provided. The customer interacts with the
system using voice commands, by using the phone’s numeric keypad, or by
speaking with a live customer service representative.
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Definitions Table 2 — Payment Instruments

Concept

Definition

Bank account number

A payment made by providing one’s bank account number to a third party,

payment (BANP) such as one’s employer or a utility company. The number can be given on
websites, paper forms, etc.

Cash Coins and paper bills.

Check A piece of paper directing a financial institution to pay a specific amount of
money to a person or business.

Credit card A card that allows the cardholder to make a purchase by borrowing funds that
will be paid back to the credit card company later.

Debit card A type of card that allows one to make purchases or payments by accessing

funds in one’s bank account, in addition to allowing one access to one’s bank
accounts through an ATM.

Money order

A type of payment that can be purchased from a bank or other institution and
allows the individual named on the order to receive a specified amount of cash
on demand.

Online banking bill A payment made from a bank’s online banking website or online mobile app

payment (OBBP) that accesses funds from a customer’s checking or savings account to pay a bill
or to pay other people. This payment does not require the customer or the bank
to disclose his or her bank account number to a third party.

Prepaid card A card that either stores or records a dollar value. Also known as a stored value

card or gift card. Some of these cards may have a Visa, MasterCard, Discover,
or American Express logo on them, but they are not a credit or debit card. Some
cards, for example, a phone card, are for specific types of payment, and others,
like a NetSpend or Green Dot card, work for many types of payment. In
addition, there are government-issued prepaid cards, such as an EBT, Direct
Express, SNAP, and TANF card. Most prepaid cards have a dollar value that
can be used to make payments, which are deducted from the value stored on
the card. Other types of prepaid cards, such as a monthly public transit pass,
may be valid for use over a specific period of time, rather than having the value
of the payment deducted each time the card is used.

Traveler’s check

A piece of paper that is similar to a check but works like cash and is protected
against loss or theft. Traveler’s checks are purchased in advance and issued for
a specific amount of money.

Deduction from
income

Direct payments from income, for example, automatic deductions for an
employee’s portion of health insurance or for transportation expenses (applies
only for automatic bill payments).
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Definitions Table 3 — Adoption

Concept Consumer Behavior that Defines Adoption

ATM card* Has an ATM card.

Bank account Has at least one checking account or savings account.

Cash Has used cash to make a payment at least once in the past 12 months, holds
cash (on person or on property), gets cash on a regular basis, or uses cash in a
typical year.

Cell phone Has a cell phone.

Check Has used a check to make a payment at least once in the past 12 months,

currently has blank checks, or uses check in a typical year.

Checking account

Has at least one checking account.

Credit card*

Has a credit card.

Current adoption

The percentage of consumers who own a bank account or have a payment
instrument and have not discarded it as of the time of the survey.

Debit card*

Has a debit card.

Discarding rate

The difference between historical and current adoption or ownership rates. It
measures the minimum percentage of consumers who owned a bank account
or had a payment instrument, but discarded it and thus do not own or have it
now.

Bank account number
payment (BANP)

Makes an electronic bank account number payment in a typical year.

Historical adoption

The percentage of consumers who have ever owned a bank account or had a
payment instrument at any time (currently or in the past).

Mobile banking

Has a bank account, has a cell phone, and has set up mobile banking.

Money order

Has used a money order in the past 12 months.

Nonbank online
payment account

Has at least one nonbank online payment account.

Online banking bill Has a bank account, has set up online banking, and has set up access to the
payment* (OBBP) online bill payment function.

Online banking* Has a bank account and has set up online banking.

Ownership Equivalent to adoption, but for bank accounts.

Prepaid card* Has a prepaid card of any type.

Savings account

Has at least one savings account.

Smart phone

Has a smart phone.

Telephone banking*

Has a bank account and has set up telephone banking.

Travelers’ check

Has used a travelers’ check in the past 12 months.

*In a small number of cases where respondents did not answer the direct adoption question for this concept,
additional information from other questions was used to infer adoption in a manner consistent with the primary

definition.
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Definitions Table 4 - Payment Use

Concept

Consumer Behavior that Defines Use

Frequency of use

See “Use.”

Incidence of use

The percentage of consumers who have used a particular payment
instrument at least once during a typical period of time.

Incidence of use, annual

The percentage of consumers who have used a particular payment
instrument at least once in a typical year.

Incidence of use, monthly

The percentage of consumers who have used a particular payment
instrument at least once in a typical month.

Use The number of times consumers use a particular instrument for payment
during a typical month (“use” for a typical week or year was converted to
a typical month for comparability).

Typical period A recent week, month, or year in which the consumer did not experience

any unusual payments or other related events. Consumers choose the
reporting frequency they prefer most. The most recent period is implied
and assumed but not stated explicitly in the survey questions.
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Definitions Table 5 — Transaction Types

Concept

Definition

Automatic bill payment

A bill payment set up to occur on a regularly scheduled basis,
typically monthly. Once set up, these do not require any additional
effort on the consumer’s part. They can be processed via bank
account deductions, debit card transactions, or credit card charges,
or be paid directly from the consumer’s income.

Bill payment

A payment made to a company or person at some date after the time
when the company or person provided goods or services to a
consumer. Examples include a payment to a utility company for
energy services provided during a month or a payment to service a
loan such as a mortgage payment. Most bill payments occur at
regular frequencies such as weekly, monthly, or yearly.

By mail, in person, or by phone
bill payment

Payments for bills, subscriptions, or debt payments that one mails in,
pays in person, or calls in on one’s phone.

Online bill payment (OBP)

Payments made online for bills, subscriptions, or debt payments, but
not set up to be paid automatically.

Online payment (OP)

Payments for items bought over the internet or donations made
online.

Person-to-person payment

Payments to people not made through a retail establishment, such as
payments for allowances, paying back a friend, or gifts to other
people.

Retail purchases of goods

Purchases of goods at stores, such as grocery stores, superstores,
department stores, or drug stores.

Retail services and other
payments

Purchases of services, such as those made at restaurants, bars, fast
food and beverage establishments, transportation and toll locations,
doctor’s visits, or for child care, haircuts, education, recreation, and
entertainment.

44




Definitions Table 6 — Payment Instrument Characteristics

Concept

Definition

Acceptance for payment

How likely each payment method is to be ACCEPTED for payment
by stores, companies, online merchants, and other people or
organizations.

Convenience

The CONVENIENCE consumers attribute to each payment method.
Examples: speed; record keeping; control over payment timing; ease of use;
effort to carry, get, or set up; ability to keep or store.

Cost

The COST of using each payment method.

Examples: fees, penalties, postage, interest paid or lost, subscriptions or
materials raise the cost; cash discounts and rewards (like frequent flyer
miles) reduce the cost.

Getting & setting up

The task of GETTING & SETTING UP each payment method
before a consumer can use it.

Examples: getting cash at the ATM, length of time to get or set up a credit
card, learning to use or install online banking bill pay.

Payment records

The quality of PAYMENT RECORDS offered by each method of
payment, as assessed by consumers, taking into consideration both
paper and electronic records.

Examples: proof of purchase, account balances, spending history, usefulness
in correcting errors or dispute resolution, and ease of storage.

Security

The SECURITY of each method against permanent financial loss or
unwanted disclosure of personal information, in the event that a
payment method has been stolen, misused, or accessed without the
owner’s permission.

Definitions Table 7 — Other Terms and Concepts

Concept

Definition

Contactless payment
technology

Allows the consumer to make a payment by tapping or waving a card or
other instrument near a special electronic reading device without swiping,
signing, or entering a personal identification number.

Electronic toll payment

A contactless payment technology that allows motor vehicle drivers to
drive through a toll without stopping and have the toll automatically
billed to them, rather than stopping to pay. Examples are EZ-Pass, I-Pass,
Smart Lane, and Smart Tag. The payment can be made from a bank
account, by credit card, and sometimes by other methods.

Identity theft or fraud

All types of crime in which someone uses (or attempts to use) someone
else's personal information or data without the owner's permission to
purchase goods or services, make payments, steal money, set up accounts,
or commit fraud. Examples of information used include name and
address, Social Security number, credit card or debit card number, and
other related financial information.
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Concept

Definition

Key fob

A contactless payment technology that attaches to a key chain. Key fobs
are branded by gas stations and credit card companies such as American
Express, Visa, and MasterCard. An example is the Mobil Speedpass.

Overdraft protection

A service that a bank provides when a customer makes a transaction that
exceeds his or her account balance. It covers the difference between the
transaction amount and the account balance and enables the customer to
avoid incurring a fee from the retailer or merchant for having insufficient
funds. Overdraft protection can be activated by linking a savings account
or credit card to a checking account, or through overdraft insurance, for
instance.

Overdraft

Withdrawal of more money from a bank account than is currently in the
account (also termed "insufficient funds"). Overdraft may occur, for
example, when paying with a check, debit card, or electronic deduction.

Paid directly from income

A payment made for a consumer by an employer or other income provider
directly from the consumer’s wages, salary, or other income payment
(such as interest, dividends, social security payments, retirement plan
distributions, alimony, child support, welfare, trust fund distributions, or
other money received).

Reward

Any type of benefit given to payment cardholders when they use their
card to make purchases and other payments. A reward is usually
proportional to the dollar value of the purchase or payment. Examples
include: cash back (a percentage of the dollar value), frequent flyer miles
(airlines), frequent stay points (lodging), college tuition funding, and
shopping network points.

Unbanked

A person who does not have any checking or savings accounts at a bank,
credit union, brokerage, or investment firm.

Underbanked

Following the FDIC definition, a person who has a checking or savings
account and who has purchased any of five services from a nonbank in the
past 12 months (money order, cashier’s checks, check cashing, remittances,
and payday loans) and/or who has used personal property to secure a loan
at a pawn shop, used rent-to-own services, or taken out a tax refund
anticipation loan.

Virtual currency

Virtual or digital currencies exist online and are different from U.S. dollars
($), the euro (€), or other official foreign currencies. They are sometimes
called cryptocurrencies
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Loss, Theft, or Fraud
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Notes to the SCPC Tables

Numeric superscripts in tables correspond to the notes listed below. Extra footnotes on each table are
otherwise indicated by a symbol and explained below the table. For definitions of concepts in these tables
please refer to Section IX, Definitions and Concepts.

Footnote Description

General
1 The em-dash notation ( — ) indicates that the estimate is not available, often because the related
survey question was not asked in the associated year.
2 Numbers may not sum exactly due to rounding or missing values.
3 Dollar values are not adjusted for inflation [applies to Tables 16, 17, 18, 20, 39, 41].
4 The nine available payment instruments are cash, check, money order, traveler's check, debit card,
credit card, prepaid card, online banking bill payment, and bank account number payment [applies
to Tables 15, 34].
Adoption
5 Adoption of payment instrument means the consumer had the instrument, with the following

exceptions:

a. For cash, adoption means the consumer used the instrument in the given year, held it on person,
held it on property, or had obtained it at least once in a given year [applies to Tables 7, 8, 9, 15, 22,
23b].

b. For money order, traveler's check, bank account number payment, and direct deduction from
income, adoption means the consumer used the instrument or method in a given year [applies to
Tables 7, 8,9, 15, 17, 20, 22, 23b].

c. For online banking bill payment, adoption means having signed up for online banking bill pay at a
bank's website [applies to Tables 7, 8, 9, 15, 23b].

6 Historical adoption or ownership includes current adopters as well as respondents who stated that
they have used an account or technology in the past, but currently do not adopt the account and
technology [applies to Tables 2, 9].

7 Discarded refers to the difference between historical adoption or ownership and current adoption
or ownership rates [applies to Tables 3, 10].
8 General purpose credit cards have a network logo such as Visa, MasterCard, Discover, or American

Express. Branded cards also have a merchant's logo on the card. Some branded cards have a
merchant logo only (no payment network). Charge cards require full payment of the balance at the
end of each billing period [applies to Tables 11, 13].

9 Mobile banking adoption is defined as having downloaded a mobile banking app, or having
performed one of the following activities using a mobile phone: (1) Checked a balance or recent
transaction; (2) Paid a bill; (3) Received a text message alert from bank; (4) Transferred money
between two accounts; (5) Took a photo of a check to deposit it; (6) Sent a text message to one's
bank [applies to Tables 1, 2, 3].

Prepaid Cards
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10 General-purpose prepaid cards have a credit card network or PIN network logo and can be used at
any merchant or retailer that accepts cards from that network. Specific-purpose prepaid cards, such
as gift cards or public transportation cards, are limited in use to one or several merchants, retailers,
or service providers [applies to Table 12].

Other
11 The notation "s" indicates that the cell was suppressed due to an insufficient number of
observations.
Survey of Consumer Payment Choice Version of June 2017 ©2008-2017 Federal Reserve Bank of Boston
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Table 1

Current Ownership of Accounts and Account Access Technologies
Percentage of consumers

Deposit and PaYMENT BCCOUNTS. .. ....i ittt sttt e et bt bt be bt et e e e esbeseesbesbesbeabeaneaneeneens 97.8
BaNK dEPOSIT ACCOUNTS. .......ueiueiiieiieieeite ittt et bttt bbbt e b e b et es b e e et e st sb et e bt ere et et s 91.8
(O 01Tt [ TR PR USURPP 91.1
Primary account JOINTY OWNEA..........coiiiiiiiiee e bbb 45.5
Primary aCCOUNE BAINS INEIESE. ........iiuiiieiieiieie ettt sttt bttt b et sb et et e b e et e be e sbe e 34.3
Primary account has overdraft ProteCtioN............cooiiiiiiiiie e e 62.9
Linked checking and SAVINGS ACCOUNTS™.........cciiiiiiireiieie sttt sttt st bbbttt seesbe b b e 75.0
SAVINQS. ¢ttt ettt ettt ettt sttt et et ettt b ekt b e E e e Rt oAb At h e R e R £ R £ oA e oAb e AR e AR e R e eRe SR £ oA e eR b e R e b e e EeebeebeeReeneeenenbenbeanens 73.3
NONDANK PAYMENT BCCOUNTST ..ottt ettt b et sbe e be b e et e sbeseerens 49.1
1Y | PSS 42.9

L 13T TSP PT P 16.0

(O 19 TCT g ToloT 01U | ) OSSPSR PR URRTRTTPRRN 89.7
Prepaid cards (bank and NONDANK)T..........cooiiiiii e 60.8
Credit aNd ChArge CANUS. ... ... e it b e bttt sb e b et eb e st et eneesbenbesbenre s 76.9
Deposit acCOUNt aCCESS tECNNOIOGIES. ... .. cveieieitiresie ettt ere e e et e stesresre e e eneeneenes 89.5
ATIM CAN. e R et R R n s 86.5
ATM card (N0 deDIt FRALUIE).......eci e et se e e e e b e neere e e eneees 34.2

D] o[ Lo PSPPSR P TSP 80.8

QI 1=T o] g0 Y= o a1 T o OSSN 38.6
L@ 0] T4 7= 1T PSS 71.4
] o |- o Ua] (1 T RSP 45.0
Personal financial mManagement tOOIS............oiiiiiiiiie e e bbb 7.2
T g1 oo OO OSSPSR SR PR 4.3
(@] 11 OO TR TO TR 3.1
Information and communication teChNOIOGIES..........cccviiviieiece e 94.6
] o | 1= o] T 4RSS 94.6
Smart phone (iPhone, Android, BIaCKBEITY, BIC.).....ciuiiiiiiisire e 77.8

* This estimate is the percentage of those who have adopted both checking and savings accounts.

t The survey does not distinguish between prepaid cards issued by banks versus those issued by nonbanks.
¥ Nonbank payment accounts are PayPal, Amazon Payments, Google Wallet, and Venmo.

Notes: 2, 9.
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Table 2

Historical Ownership of Accounts and Account Access Technologies
Percentage of consumers

Deposit and PAaYMENT ACCOUNTS. ... ....iivieeieitesiese st se s erie e e e re e e ree e e e testesteaseereeseeneesaesseseeaneereaneeneeseens 98.3
2T 1] N0 (=T 001 | A= ot U [ S 96.6
O 31T oSSR 95.8
Primary account JOINtlY OWNEA..........cccviiiiiiece et nre e —
Primary aCCOUNE BArNS INEIESE. ......ueivieeirerieriesesiestesre st eree e e e see st e stesreere e e eseeseestestesaesreaneesee s enseneeneeneeans —
Primary account has overdraft ProteCtioN..........cccvvcviiiiierieie e —
Linked checking and SAVINGS GCCOUNTS.........ccueieieriirieieeeeeeteseestesesresreseeseesees e saesresresneeseeseeneeseessessenns —

ST V7T 3SR 89.5
NONDANK PAYMENT ACCOUNTS.....c..iiiiiciiiice e e r e et saesresbesaeereeneeneesrenrenrennens —
1Y | PSS —

L0 ] 111 SO ST PST PR RR —
OBNEE BCCOUNES......oeitiieiiite et et bbbttt s b et b e s b et b s b et e b e s b et b e b e st et s b et et s b st et nbns 94.8
Prepaid cards (bank and NONDANK) ..........ccoiiiiiieiiccce e nen 76.0
Credit and Charge CardS.........oviieieiee sttt se et aeere e e es e se e testesnestesneeneeseentenrenrens 87.7
Deposit acCOUNt aCCESS tECNNOIOGIES. ... ...cieieiieitire it e e bestesaesre e eneeeenees 94.7
ATIM CBIG. .ttt bbbt bbbt bbb bbb bRt bbbt b e bRt b b n et b et 92.7
ATM card (N0 deDIt FRATUIE).......ecui e et r e see st nre e r e e e eneees 54.0
D oL 0T Vo OO OO PRRSRPRPRPN 89.0

QI 1=T o] gL T= o a1 T o OSSN 47.3
L@ 0] T4 7= 1T PSS 78.1
V] o] | 1= o Ua] (1 T RSP —
Personal financial management tOOIS...........ccoviiviiiieiee e —
T ot 3 o OO OO PRSPPI —
L@ 1 T=] SO OO PRTPTSO PRSPPI —
Information and communication teChNOIOGIES..........cciiviieiieiece e 98.2
] o | =N o] T4 RSP 98.2
Smart phone (iPhone, Android, BIaCKBEITY, BIC.) ... ciuiiiieiiiise s —

* The survey does not distinguish between prepaid cards issued by banks versus those issued by nonbanks.
Notes: 1, 2, 6, 9.
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Table 3

Discarding of Accounts and Account Access Technologies
Percentage of consumers

Deposit and PaYMENT BCCOUNTS. .. ....i ittt sttt e et bt bt be bt et e e e esbeseesbesbesbeabeaneaneeneens 1.4
BaNK dEPOSIT ACCOUNTS. .......ueiueiiieiieieeite ittt et bttt bbbt e b e b et es b e e et e st sb et e bt ere et et s 5.1
(O 01Tt [ TR PR USURPP 4.9
Primary account JOINTY OWNEA..........coiiiiiiiiee e bbb —
Primary aCCOUNE BAINS INEIESE. ........iiuiiieiieiieie ettt sttt bttt b et sb et et e b e et e be e sbe e —
Primary account has overdraft ProteCtioN............cooiiiiiiiiie e e —
Linked checking and SAVINGS ACCOUNTS. ........couiiuiiuiriirierii ettt se bbbt et ne e st see b —
SAVINQS. ¢ttt ettt ettt ettt sttt et et ettt b ekt b e E e e Rt oAb At h e R e R £ R £ oA e oAb e AR e AR e R e eRe SR £ oA e eR b e R e b e e EeebeebeeReeneeenenbenbeanens 16.4
NONDANK PAYMENT BCCOUNTS. ..ottt ettt e bt e bt st e et et et e sbe b sae s —
PAYPAL ...t h e bR bR e Rt R e e £ e bRt b e e bt Rttt e e b e nre e —

L0 11 ST TSSOSO TSP TSP PO PSPPSR —
OTNEE BCCOUNTS.......etecteie ettt bbbt b bt b e bt E e bt ekt e bt e bt b et et bt et nn et et nn e 5.5
Prepaid cards (bank and NONDANK) ..........c.o i bbb 16.8
Credit aNd ChArge CANUS. ... ... e it b e bttt sb e b et eb e st et eneesbenbesbenre s 11.2
Deposit aCCOUNt ACCESS TECNNOIOGIES. .......c.eieiieiitiiie ittt ettt bttt b e bbb s e nas 5.4
ATIM CAIG. ..otttk h bbbt bbb bRt e bt e Rt b e bt Rt Rt R Rt b e r et b r et 6.4
ATM card (N0 deDIt FEATUIE). ..o bbb bbb 19.7
DIEDIT CAN. ....eceeeeeeee ettt bbb et R e e bbbkt R ekt r e et r e bt r e ere s 8.5
TelEPNONE DANKING.....ccte ittt bbbt b et e b e b e b et e bt et e et e st e st e nbenbeeae s 8.5
ONIINE DANKING. ...ttt bbbt b e b e b e s b bt e bt et e st e se e b e nbeebe st e e bt ere e e eneeee 6.6
Y Lo] o] | [T o Ta] (1 o TR R TP —
Personal financial mManagement tOOIS............oiiiiiiiii e b —
IV COMNL ettt b e b h et b R e bR bk e e b e bt e Rt b e bt e ek e e b et ekt e bt b ekt eb e et e e ne e b e ene e —
1O 11T ST ST SO O PP P PSP PP STPRTPTPTPRPRPPRPN —
Information and communication teCNNOIOGIES. ..........oiiiiiiiiiie e e 3.6
Vo] o] | [0 o] Lo o= TSRS U RO 3.6
Smart phone (iPhone, Android, BIACKBEITY, B1C.).....cuiiiiiiiiie i —

* The survey does not distinguish between prepaid cards issued by banks versus those issued by nonbanks.
Notes: 1,2, 7, 9.
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Table 4

Current Adoption of Payment Technologies
Percentage of consumers, except as noted

MoDbile apPPS OF ONTINE BCCOUNTS........ciiiiiitiie ittt bbb bbbt b et e b e e e beneesbe e 63.6
AAMAZON PAYIMEINTS. ...ttt bttt b e s bbbt e b e e s bt e s b e e sRe e b e e Re e e he e ebe e ebe et e en bt asbeeb b e nbeenbeenbeeeeennas 10.8
F AN aTo o] [0 o YOS TP PR 2.2
AADPIE PAY ...ttt bbbt £ R £ bRt Rt R e R R et e R b e e e b e R bt b e Rt ere et nne e 6.5
[ ] OO TSRS USUR TP 0.0
FACEDO0OK IMBSSENGET ... ettt et bbbttt bbbtk e st e st e b e b et e ebe e b e bt e b e et et e neeebe b e 24.1
GOOGIE WAIIEL......ceee ettt bt bbbt Rt e Rt e e e b e s b e bt b e bt ab e e e et e b ebe e 5.4
FTUNES. ..ttt etttk h et e bt e bt b e e bt H £ e E e e e a b e e E e e h e e E e AR £ e R £ 4R £ e R b e AR e R e AR e AR £ AR £ REeR e e R e b e R ebeeb e Rt en e e e entas 24.9
(] |« OO U RSOOSR 0.5
0o o] o= | T OO TSP U O U PR PR 0.0
PAYPEL ... bbbt h et bR b e R e Re R £ e £ et R b e R e Rt e bt et enbeneenbenbenre s 42.9
POPIMONEY. ...ttt ettt bt b e bt e s bt e b b e e b £ e R e e ke e eR e Re e RE e e Re e Rt e bt e bt en bt en b e nreenteenreas 0.6
3 L] 1TSS PRURRRN 0.0
V=101 10T T T TP P TRV U UPRPPPN 1.3
Has phone app funded by prepaid Card..........cooviveieiine it e e sae e nne s 16.3
MODIIE PRONE PAYIMENTS™ ... ..ttt bbbttt et e e bt bt b et et e b b e e e be b abe st e eneer e et et ee 23.3
TEXE MESSAGE PAYIMIENT. ... ..eeteetee ittt ettt ettt ettt et e st e eb e e sb e e s be e sbe e ekt e et e ae e ehe e ebe e bt embeeabeeh b e nbeenbeenbeenbeenneenneenns 5.1
Tap phone and pay at POINt OF SAIE........coiiiiie bbb 8.0
Scanned QR code or SNOWEd PRONE 10 PAY.....ccuvriiiiiriiiiiitieieree ettt et se b e sne s 9.9
Used mobile app while not at point 0F SAlE..........coo i 13.2
Most common payment method for mobile phone payments, excluding text message paymentst
L0 o 1 oo TSP ST P PRSP 39.0
(DL o o T o PO TSRS PE PSPPSR 52.9
=T o= UL I o Vo SR 8.1
Bank @CCOUNTE NUMDET.........c.oiriiiie e r ettt 0.0
L 10T TSP TP PP STSRN 0.0

* Adopting a mobile phone technology is defined as using one of the listed actions in the past 12 months.
t Share of consumers who made a mobile phone payment.
Notes:
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Table 5a

Bank Account Holdings, by Type of Deposit Account and Financial Institution
Percentage of consumers*

Primary CheCKING ACCOUNL.........cviieieieie sttt ettt be e ne et e et en e e e ntesbesnenteaneeneennenes 91.1
COMMEICIAL DANK. ... ettt b et b et b et et b et b et et sb et et b e 61.3
ST V2T 0T T3 T I8 o PSSR 3.7
(O =T 1) ATV To o OO SO OR T SO PRV SOUR PP 23.2
12T (03] o =SS 0.4
INEEINEE DANK. .. ettt bt bttt bbbt b et b e s bt s bt n bt nen 1.0
L@ 1 T=] SO OO PRTPTSO PRSPPI 1.5

Secondary ChECKING ACCOUNT...........iiiiiie it b bttt besb bbb e et e e b sbe b e 35.7
COMMETCIAL DANK......cceeee ettt bttt bt b e bt et e et et sbesb e be bt et e e e eneennns 21.8
SAVINGS NG TOBN. ...ttt ettt bbbt bt b et et e ne e e bt e b e e bt bt e Rt e Rt e ne e b e e besbe et e neen e e e enean 2.2
(01 =T [ T T[] OSSPSR PSPPI 9.8
2T 0] o= T OO PP TP 1.0
INEEINEE DANK ... et b et bttt h et e e bt b e b e be e b e et e e neeeb e b e beebe et nte e 0.7
(@] 11 OO PO TP 0.3

Primary SAVINGS ACCOUNT........cuiiiitiie ittt sttt e e b e bt eb e b e bt b e e e et e nbesbesbesbe et e e meeneeseebenbesbennas 73.3
COMMETCIAL DANK.......cee bttt bttt b e bbbt et et nbesb e s be bt et e e e eneennen 40.3
SAVINGS NG TOBMN. ...ttt ettt e bbbt b et e b e e et eb e s bt e bt e b e e Rt e Rt e ne e ke be e be b e Rt en e e e neas 34
(01 =To [ T T[]0 SO U ST U VRO URPPTN 24.2
2T 0] o T TO OO T PP 1.9
INEEINEE DANK ... ettt bbbt b b et e b e b bt b e bt e b e et et e nbeeb e s b e bt e b e et enne e 2.6
(@] 11 OO TR 0.8

* Due to missing values, percentages do not add up to the percent of adopters of checking or savings accounts from Table 1.
Notes: 2.
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Table 5b

Bank Account Holdings, by Type of Deposit Account and Financial Institution
Percentage of account adopters*

Primary CheCKING ACCOUNL.........cviieieieie sttt ettt be e ne et e et en e e e ntesbesnenteaneeneennenes 100.0
COMMEICIAL DANK. ... ettt b et b et b et et b et b et et sb et et b e 67.3
ST V2T 0T T3 T I8 o PSSR 4.0
(O =T 1) ATV To o OO SO OR T SO PRV SOUR PP 254
12T (03] o =SS 0.4
INEEINEE DANK. .. ettt bt bttt bbbt b et b e s bt s bt n bt nen 1.1
L@ 1 T=] SO OO PRTPTSO PRSPPI 1.6

Secondary ChECKING ACCOUNT...........iiiiiie it b bttt besb bbb e et e e b sbe b e 100.0
COMMETCIAL DANK......cceeee ettt bttt bt b e bt et e et et sbesb e be bt et e e e eneennns 61.0
SAVINGS NG TOBN. ...ttt ettt bbbt bt b et et e ne e e bt e b e e bt bt e Rt e Rt e ne e b e e besbe et e neen e e e enean 6.1
(01 =T [ T T[] OSSPSR PSPPI 27.5
2T 0] o= T OO PP TP 2.7
INEEINEE DANK ... et b et bttt h et e e bt b e b e be e b e et e e neeeb e b e beebe et nte e 1.9
(@] 11 OO PO TP 0.8

Primary SAVINGS ACCOUNT........cuiiiitiie ittt sttt e e b e bt eb e b e bt b e e e et e nbesbesbesbe et e e meeneeseebenbesbennas 100.0
COMMETCIAL DANK.......cee bttt bttt b e bbbt et et nbesb e s be bt et e e e eneennen 55.0
SAVINGS NG TOBMN. ...ttt ettt e bbbt b et e b e e et eb e s bt e bt e b e e Rt e Rt e ne e ke be e be b e Rt en e e e neas 4.6
(01 =To [ T T[]0 SO U ST U VRO URPPTN 33.1
2T 0] o T TO OO T PP 2.6
INEEINEE DANK ... ettt bbbt b b et e b e b bt b e bt e b e et et e nbeeb e s b e bt e b e et enne e 3.6
(@] 11 OO TR 1.1

* Adopters are respondents who have identified themselves as owning and/or using that type of account. For example, 67.3 percent of
checking account adopters identified "commercial bank™ as the location of their primary checking account in .

Notes: 2.
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Table 6

Interest rates on primary accounts
Percentage of adopters of checking or savings accounts

Primary checking account interest rate

00,1ttt ette ettt et ettt e et ettt e et beeehee e ihaeeehee b aeeahaeebeeeabeeebeeabeeebeeabee e beeebee e beeebeeebeeabeeaabeeebeeeabeeereeas 62.4
OO O L TSSO UPTPRP 20.5
O O KO TSRO UPPRRP 3.3
00 O R TP UPRRTRRP 1.3
O O 1 ISP 1.4
0.20m0. 25 ettt et bt e —e et be e e —e et be e e re e et be e e beeahbe e e beeahbeeaabeeahbeeaabeeatbeeeareentbes 1.1
0.26=0.50.....ctteeetee ittt e e e et bt e e —e e et be e e —e et be e e ae e et be e e beeahbe e e beeahbeeaabeeahbeeabeeatbeeaareentbes 0.6
O O 4 T PSPPSR ORI 0.7
0.76=0.00.....ct et e ettt itie ettt ettt et e et bt e e —e et be e e —e et be e e —e e et be e e beeahbe e e be e et beeaareeahbeeaabeeatbeeeareentres 0.7
IR0 O PRSP OPRPOTRRPPI 1.6
LBLm2.00. .t ictee ettt ettt ettt b e e be e ebeeebe e e b ee e be e e abeeabeeabae e beeabeeabeeabeeabeeaabeeabeeanbeeareeans 0.5
IMIOTE TNAN 200, 1.ttt ettt et e e et e e st e e ebe e e sbaeeebee e sbaeeebeeesbaeeabeeesbaeeabeeestaeeabeeesbaeenbeeestaeenseeese 1.7
DIONT KNOW....ceiecitie ettt s e et e et e e st e e sab e e s abeesabe e sabeesabessabeesabessabeesabesanbeesabessnbeesnbessateesnbesans 4.2
Secondary checking account interest rate
0 PSPPI 59.9
O 0 X L USRS 19.6
OGO 00 O SRS 3.0
000 I 0 R L SRS 1.2
000 0 0 SRS 15
O 0 0 RS 0.9
O 0 R O RS 1.1
O R 0 R PSR 1.3
Ot O SRS 1.7
IR0 8 USRI 1.3
R USSP 0.9
IMIOTE ThAN 200, .eiee ettt ettt sttt s bt e be e b e et e e ab e s taesbaesbeesbeebesaeeaaeeebseabeenbeenbestbesbeesbeesbeenesnnennns 2.4
DION'E KNMOW.....1eiiteite ettt ettt e bt et e st e e tb e et e e s be e s beesbe e abesaeeebeeabeeabeenbeasbestsesbaesbeebeesbesnnesaseaneebeenns 5.1
Savings account interest rate
00,1ttt ettt et ettt ettt ettt ehe e et e e e ehee e ehaeeabee b aeeahaeebeeeabeeeabeeabeeebeeabeeebeeabee e beeebee e beeabeeeabeeabeeeabeenreean 12.6
0,000,051ttt et e et bt e e et be e —e et be e re e ahbe e e beeahbe e e beeahbeeaabeeahbeeaabeeatbeeaareentbes 39.4
0.08=0.10. .. ettt eetie ittt ettt bt e—e et be e —e et be e e re et be e e beeahbeeaabeeahbeeaareeahbeeaabeeatbeeaareenrres 12.7
O O R OO ORI 3.3
O O 1 ISP 2.0
O O 1 T PSP UPRTPRP 3.4
0.26=0.50....cctte ettt ettt et b e e —e et be e e —e et be e e ae et be e e beeahbeeaabeeahbeeaabeeahbeeaabeeatbeeaareentres 2.2
O O 4 T PSPPSR ORI 2.3
076000, ..ttt eetie ittt ce ettt e e et bt e —e et be e e —e et be e e be et be e e teeahbe e e beeahbeeaareeahbeeabeeatbeeanreentbes 4.0
IR0 T O PSPPSR OPNPOTRRPPI 4.2
LBLm2.00. .t ictee ettt ettt ettt b e e be e ebeeebe e e b ee e be e e abeeabeeabae e beeabeeabeeabeeabeeaabeeabeeanbeeareeans 1.6
IMIOTE TNAN 200..1.cctie vttt ettt et s e et e e st e e e ebe e e sbbeeebee e sbeeeabeeesbaeeabeeesbaeeabeeesbbeenbeeesbbeeabeeestbeenseeeses 1.7
DIONT KINOW....ceiicitie ettt e e e tte e et e e et e e sab e e s beesabe e sabeesabe s sabeesabesaabeesabesanbeeeabesanbeesnbesssbeesnbesans 10.5
Notes: 2.
Survey of Consumer Payment Choice Version of June 2017 ©2008-2017 Federal Reserve Bank of Boston
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2015 Survey of Consumer Payment Choice

Table 7

Current Adoption of Payment Instruments, by Type of Asset or Liability
Percentage of consumers

AASSEBES. .ttt bR R R R R £ R £ R R R R AR AR R R e e Ao R e R e R R e R et n e e n e nenrenrs 99.8
V1T TV (L 1 P 99.7
(O TS o (o1 U =102 TSRS 99.7
THAVEIEI'S CRECK. ... ettt bbbt bbbt b et s bt s b b ans 0.6
Demand deposit @CCOUNLS, CONSUIMET ........c.uueueieieriesrestessesreseeeessessessessessesseessessessessessessesssesesssensessessessenns 91.8
(0113 TSSOSO RSP RSTTRRRR 82.2
(00T (1 1o OSSOSO 12.3
(D1 o) oF: T o OO STPT RSP 80.8
Online banking Dill PAYMENT.........cc.iii it re e e e aesrenne s 49.6
Bank account NUMDET PAYIMENL..........cciiiiiiece ettt sr e neene e e enee s 66.0
Other deposit accounts
CASNIEI'S CRECK ...ttt et b ettt b et b ettt bbbt et b et et b et et nbens 9.9
PEIVALE CUNTENCY ...ttt sttt bttt e b e bbb e et e s et e b e ek e eh e e b e e b e e b e et e nbeneesbenbeebe et e eneeneennen 0.6
271 (o] [ TSSOSO U URURURORPRUN 0.2
Other Kinds Of VIFTUAI CUITEINCY .........iiiiiiiieiie ettt bbbt b et n s 0.3
UNKNOWN @SS TYPET vttt bbbt bbbttt b bbb bbb neenes 72.3
V0T 1= 0 (0[] S SRSSTRS 20.2
=T o T U0 I T o SR 60.8
(= o | 1 AT U RSO SRTTTRPR 76.9
Credit OF CRAIGE CAIG. ... .cuiiei ettt e bt bbbt e s ee e b e s beeb e e b e s bt es e e e e beneesaenes 76.9
(O =T [ | USROS URUPURTPRPRN 75.7
(00 T o= TP S PR 5.0
TeX/SMS MODIIE PAYMENL...... .o bbbt b e bbbt s e et seesbe b 5.1
Other MEaNS O PAYIMENT.........ciiie ittt e e e e be s tesresteaneenee e e eeseenrenre e 16.0
Direct deduction frOmM INCOME..........ciuiiiiiiiie et b ettt st ebesbe e 16.0

* For official definition of M1, see Federal Reserve Statistical Release H.6.
T These types are "unknown" because it is unknown if the underlying funds are held in a deposit account or not.
Notes: 2, 5.
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2015 Survey of Consumer Payment Choice

Table 8

Current Adoption of Payment Instruments, by Form of Instrument and Other Means of Payment
Percentage of consumers

P AT INSTIUMBNTS. ... ettt ettt et st et e re et e e seen b e tesae s beaseeseereenseseeneesbeaneeteaneeneeseenseneenrens 99.7
(O L OO SR OORTSO PRV SOPRP 99.7
(01 1o TSSOSO PTPOPRTSOPRRPIN 82.2

COILITIEU CHECK. ...ttt bbbt b ettt b ettt ab e et e b e e et e abe e etesbe e 12.3
Cash and ChECK SUDSLITULES. .........iuiiiiiiiiiee bbbttt et 30.6
0T 1= 0T (0 L] SRS 20.2
THAVEIEI'S CRECK. ...ttt bbbt bbbt s bbbt s bt ans 0.6
CASNIEI'S CRECK ... vttt et bbb bbbttt sttt nn e 9.9

o0 T=T 0 Ao Lo S 96.9
[ o) SO S USSR 80.8
(@8 =To 0] o 1TV =SS 76.9

L0 1o ) SO PP SOPRT SO PR PSR 75.7
O 3T T 0T PR 5.0
o =T o USSP 60.8

[ [oTo o LTl 7= Y =] L TSP 78.0
Online banking DIl PAYMENT.........cuiiiiiie et tesreere e e eneeseenresreaneas 49.6
Bank account NUMDET PAYIMENL.......c..oiiiiiiie sttt s e e et sresreaneerae e ense s 66.0
PrIVALE CUITEICY ... e tetete st sieete et te ettt e st et e e e ae st e beeaeeteesees e e et e teaeeaEeameesseseen s e naeseenbeaneareeneeneeneeeeneennens 0.6

2] 1 (ol 1o TSP PRPRSOURPRPN 0.2
Other Kinds Of VIFTUAI CUITENCY......c.iiiiicie ettt sttt et st nre e enae e enes 0.3

Other MEaNS O PAYIMENT.........ciiie ittt e e e e be s tesresteaneenee e e eeseenrenre e 16.0
Direct deduction frOmM INCOME..........ciuiiiiiiiie et b ettt st ebesbe e 16.0

Addendum: Virtual CUITEINCY AWAIENESS. ........ceueeritertertesieatiateaeesieseestestessesbesseaseeasessesbesbessesseaseessenseseessessens 41.3
(571 (ot | o R SUTOPUSR 38.5
Other Kinds Of VIFTUGI CUMTENCY .....cc.eiieiiie ettt bbbt sb e bbb nn 8.4

Notes: 2, 5.

Survey of Consumer Payment Choice Version of June 2017 ©2008-2017 Federal Reserve Bank of Boston
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2015 Survey of Consumer Payment Choice

Table 9

Historical Adoption of Payment Instruments, by Form of Instrument and Other Means of Payment
Percentage of consumers

P AT INSTIUMBNTS. ... ettt ettt et st et e re et e e seen b e tesae s beaseeseereenseseeneesbeaneeteaneeneeseenseneenrens —
(O L OO SR OORTSO PRV SOPRP —
(01 1o TSSOSO PTPOPRTSOPRRPIN —

COILITIEU CHECK. ...ttt bbbt b ettt b ettt ab e et e b e e et e abe e etesbe e —
Cash and ChECK SUDSLITULES. .........iuiiiiiiiiiee bbbttt et —
0T 1= 0T (0 L] SRS 78.3
THAVEIEI'S CRECK. ...ttt bbbt bbbt s bbbt s bt ans 40.1
CASNIEI'S CRECK ... vttt et bbb bbbttt sttt nn e 58.3

o0 T=T 0 Ao Lo S 98.4
3 | SRR 89.0
(@8 =To 0] o 1TV =SS 87.7

L0 1o ) SO PP SOPRT SO PR PSR —
O 0T T 0T PR —
o =T o USSP 77.3

[ [oTo o LTl 7= Y =] L TSP —
Online banking DIl PAYMENT.........cuiiiiiie et tesreere e e eneeseenresreaneas 53.7
Bank account NUMDET PAYIMENL.......c..oiiiiiiie sttt s e e et sresreaneerae e ense s —
PrIVALE CUITEICY ... e tetete st sieete et te ettt e st et e e e ae st e beeaeeteesees e e et e teaeeaEeameesseseen s e naeseenbeaneareeneeneeneeeeneennens 1.0

2] 1 (ol 1o TSP PRPRSOURPRPN 0.7
Other Kinds Of VIFTUAI CUITENCY......c.iiiiicie ettt sttt et st nre e enae e enes 0.3

Other MEaNS O PAYIMENT.........ciiie ittt e e e e be s tesresteaneenee e e eeseenrenre e —

Direct deduction frOmM INCOME..........ciuiiiiiiiie et b ettt st ebesbe e —

Notes: 1, 2, 5, 6.

Survey of Consumer Payment Choice Version of June 2017 ©2008-2017 Federal Reserve Bank of Boston
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2015 Survey of Consumer Payment Choice

Table 10

Discarding of Payment Instruments, by Form of Instrument and Other Means of Payment
Percentage of consumers

P AT INSTIUMBNTS. ... ettt ettt et st et e re et e e seen b e tesae s beaseeseereenseseeneesbeaneeteaneeneeseenseneenrens —
(O L OO SR OORTSO PRV SOPRP —
(01 1o TSSOSO PTPOPRTSOPRRPIN —

COILITIEU CHECK. ...ttt bbbt b ettt b ettt ab e et e b e e et e abe e etesbe e —
Cash and ChECK SUDSLITULES. .........iuiiiiiiiiiee bbbttt et —
0T 1= 0T (0 L] SRS 58.2
THAVEIEI'S CRECK. ...ttt bbbt bbbt s bbbt s bt ans 39.6
CASNIEI'S CRECK ... vttt et bbb bbbttt sttt nn e 48.5

o0 T=T 0 Ao Lo S 2.2
[ o) SO S USSR 8.5
(@8 =To 0] o 1TV =SS 11.2

L0 1o ) SO PP SOPRT SO PR PSR —
O 0T T 0T PR —
o =T o USSP 16.8

[ [oTo o LTl 7= Y =] L TSP —
Online banking DIl PAYMENT.........cuiiiiiie et tesreere e e eneeseenresreaneas 4.6
Bank account NUMDET PAYIMENL.......c..oiiiiiiie sttt s e e et sresreaneerae e ense s —
PrIVALE CUITEICY ... e tetete st sieete et te ettt e st et e e e ae st e beeaeeteesees e e et e teaeeaEeameesseseen s e naeseenbeaneareeneeneeneeeeneennens 0.5

2] 1 (ol 1o TSP PRPRSOURPRPN 0.5
Other Kinds Of VIFTUAI CUITENCY......c.iiiiicie ettt sttt et st nre e enae e enes 0.0

Other MEaNS O PAYIMENT.........ciiie ittt e e e e be s tesresteaneenee e e eeseenrenre e —

Direct deduction frOmM INCOME..........ciuiiiiiiiie et b ettt st ebesbe e —

Notes: 1, 2, 7.

Survey of Consumer Payment Choice Version of June 2017 ©2008-2017 Federal Reserve Bank of Boston
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2015 Survey of Consumer Payment Choice

Table 11

Current Adoption of Debit, Credit, and Charge Cards, by Instrument Type and Features
Percentage of consumers

D= o] oz o SRS 80.8
REWAITS. ...ttt ittt ettt et et e b e st e e s be e be e beeaeeeaeeebs e beeabeeabeetbeebeesbeesbeesbeeabeeneeaheeebeeabeeabeenbeenbeetbenbeenbes 15.8
Credit Cards OF ChArGE CAIUS. .......cvii it et e st e st e besae et e e neenae e eseneenrenrs 76.9
REWVAIAS™. ...ttt ettt ettt ettt et et ebe et b e e b e e ab e s beesbeesbe e s beesbesaeeehbeebseabeeabeeabeehbeeh b e be e be e beebeeareareeabeeabeenreens 61.6
NONTEWATTS. .....cvveeviectie ittt ettt et et ettt e et e et e s teesbeesbeesbeesbesaeesheeebeebeeabeesbesabesbeesbeesbeebesnbesaseabeeabeebeenbeans 41.0
(OF ¢ To [} lor= 1 {0 KRR O OSSPSR PRRRROPI 75.7
REWVAITS. ...ttt ettt et e bt e et e e st e e e ebe e e e baeeebeeesbbeeebeeesbeeeabeeesbeeebeeesbbeebeeesbbeebeeesbbeenbeeesbbeenreeeses 61.2
L0 T (=T T LT PT R UPRPRRP 40.9
GEINETAI PUIPIOSE. ..ttt ettt ettt ettt bbbkt b bt e s e eb e e bt s b e e b £ e b2 e Rt e R b e ee e e b e e bt e bt ek £ e meembeneenbenbeebeabeeneaneennen 73.0
REWAITS. ...ttt ettt et e e e et e e s ab e e eabe e sabe e eabeesabe e sabeesabeeeabeesabeesabeesabeesabeesabeeeabeesabeeanreenaras 58.7
INONTEWWAITS. ... vee vttt ettt et e et e et eebe e e ebeeeabe e s ebeeebeesbeeeabeeeabeesabessbeeaabeesbeeanbessbeesnbesanbeeanrenan 32.6
ViSa, MASEEICArd, DISCOVEL .....ccviiiitieictie ettt etee ettt st e e et e st e e et e e s ba e e bee e sbaeesbeeesbbeesbaeesbbeesbeeestaeesseeeees 72.0

A LT T PSP UPRSRRO 60.7

Y T (< (O o [ SRR UP O OURROTROOPRROPN 42,5
DTS00 )T ST PTRPR 17.9
AMEIICAN EXPIESS ..ttt ettt ettt bbbttt b e bt bt bt e b et e s e e e b e e bt eb e eb e e bt ab e e e enbenbeebenbe e 15.8
Company OF SEOFE DIANAEM .......cc.oiiiiiiiiee e et bttt e bbbt e e enee e 40.0
REWAITS. ...ttt ettt e st e et e e s ab e e e abe e sabe e eabeesabe e eabeesabeeaabeesabeesabeesabeeeabeesabeeeabeesabeeanbeenaras 25.1
INONTEWWAITS. ... vee ittt ettt ettt et e et eebe e e ebeeeabe e s ebeeebeesbeeeabeeebeesabessbeeeabeesbeeanbeessbeesnbesanbeesnrenas 19.5

L0 g T= T 0 TN o S 5.0
REWAITS. ....cuviieiectie ittt ettt ettt e bt et e et e et e et b e st e e s beesbeebesaeeeaeeabeeabeeabeeabeesbeebsesbaesbaesbeesbesneeanseabeesbeebeenbeans 34
INONTEWAITS. ...t eve et ettt et et e st e e ste e be s e e saeeebe e ebeeabeeabeeabestsesbeesbeesbeesbesaeeeaeeabsebeeabeenbessbestsesbeesbeesbeeneesnnennns 1.9
AMErican EXPress Charge CArUS........viviieieeieesesesesteseseeree e e et stesse e e e esae e stestesreste e e eseeseenseseesrenes 4.0
REWAITS. ...ttt ittt ettt ettt e b e st e e s b e e s be e be s abeeaeeebeeebeebeeabeaabeetbe et b e s beesbeesbeeabesneeeaeeebeeebeeabeenbe e 3.0
NONTEWATTS. ... c.vieevectie ettt ettt ettt e bt e ebe e ebe et estbeeteesbeesbeesbeesaesaeesaseebseabeebeenbeesbessbesbaesbeesbeesbesntesnnesnns 1.2
Diners Club or Other Charge CardS..........coiivieiiiiieii e et resresre e e eneennens 1.3
REWAITS. ...ttt ittt ettt ettt e b e st e e s be e s be e be s abeeaeeebeeebeebeeabeeabeetbe et b e sbeesbaesbeeabesaeeeaeeebeeebeeabeenbe e 0.5
NONTEWATTS. ... ceveetveetie ettt ettt et st e bt e ebe et e et e et b e e taesbeesbeesbeesbeeaeesasesbseabeeabeenbeesbesbbesbaesbeesbeesbesntesneesnes 1.0

* The sum of "Rewards" and "Nonrewards" can add up to more than total in the bold row above because consumers can
adopt both at the same time.

Notes: 2, 8.
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2015 Survey of Consumer Payment Choice

Table 12

Current Adoption of Prepaid Cards, by Type and Features
Percentage of consumers

g g oL T Lo loF T o TP UR USSP 60.8
General-purpoSe PrePaIT CANUS. .. ... cveviruerieitieieri ettt sttt ettt besb e b ettt e et et e besbesbe bt eb e e e enbeseesbenee e 29.1
GOVEFNMENT FEIATEM. .....eviiiiie et bbbt b et bbb bbb 16.6

[ =T b o =3 o= Lo PSSR 1.4
Electronic benefits transfer (EBT) Card.........ccccueveieririeiiseseeie e e st se e e ie et sna e naense e nne e e 8.7
0T o] Lo (e Ta S oL v LA o] o o PSS 7.5
Other federal, state, or local government benefit Card...........ccocvivviviiceics s 2.7
EMPIOYEE FEIALEM. ...ttt bbbttt b e b et b et e bt e b e et e e e ebe b 14.7
L\ o] | 0T Vo IO OO USSR PRSP 1.6
INCENTIVE CAIU. ...ttt bbbt b e bbb bt b e e e e s b e nb e b e s b e ebe et e e bt as b e nne b e nbesbeneas 1.9
2T 1] 1 or: o FO TSP PRSPPI 12.0
L@ 1 0] OO ST R VSO PR PSR 45.7
LT o= (o OO OO PR PRPTPRPRSRPIN 32.3
PRONE CAIG.... ettt bbbt bbbt b bbb bbbt et b et 2.7
REMITEANCE CANG. ... eivieeteitiiee ettt bt bt b bbbt bt s bbbt s bt s bt neann 0.1
REDALE CANG... ..ttt bbb bbbt b bbb bbbt b e 8.2
[0 To [0 TS o L= ot ol o 1o O RRSSS 2.1
Other general PUIPOSE CAN.........viveieieieiiesese st eee e e sae e este e e et e e et e besaeste e e esee e et e stesresresneereeneeneees 11.1
Other types of passes or MEMDErSNIP CAIUS.........coveieiiiierieie e e e e e e nresresneas 11.3
Brand name general purpose reloadable prepaid card adoption 21.6
VS8 PrEPAIA CANT... i iveieieiieiiie ettt e bbb et e e e st e b e b e b e bt et e st ab e e e e besbesbenes 10.8
MaSterCard Prepaid Car..........ouo oottt e b e bbb et e b e e e b e bt sb e st et enbeseenbesbeanens 8.6
AMErican EXPress BIUBDIIT. ... ..ot bbbt e seesae s 1.3
Prepaid card from @ DANK ..o bbb 35
[N 5T o =T oo U TU VPR URUTOURRTPRRN 2.7
(€] =TT o I Lo | TR O TP P PP OPPTOPPP 3.0
WalMAIT IMONEYCAIT. ...ttt et bbbt bt e e b e b e bt e bt et e sbeneesbesbeebe et e e e eneennn 4.9
ACCOUNTNOW GOIA CAIU.....eticiieiie ettt bbbttt e b e b bt st e bt et e et enbe e sbe e e 1.1

* The sum of "General purpose prepaid cards" and “Non-general purpose prepaid cards" can add up to more than total in the bold row
above because consumers can adopt both at the same time.

Notes: 2, 5, 10.
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2015 Survey of Consumer Payment Choice

Table 13

Number of Adopted Accounts and Payment Cards
Mean number per adopter

=T 0T | A= T o o] 8 £SO SS 3.0
L0 3T G T oSSR 1.6
ST V7 0SS 1.8

PAYMENT CAITS™ ...ttt bbbt b et e R b e e e e b e bt bt e b e e Rt e Rt e e et e ebeeb e s b e e bt eb e e e enbeneesaenee e 7.1
YN 1Y o7 T 5o USSR 2.2

ATM card (N0 deDit FRAIUIE)™.......eoee e et b et 15
=] o] | o L SRS 1.7
Credit Cards OF ChAIGE CAIAS™..... ..ottt bbbt se e b e bt eb et et e b e et e beneesbe b 4.1
REWAIAST ...ttt ettt et ettt et e et e s be e beebeebeeh b et et e s beebeebeebeeteeneesbe st e benbeebeebeeneenrenrenras 2.6
N ONTEWAIAST ...ttt ettt st et et e st e st e e beebeess e st et esbesbesbesbeeaeesae s enbesbesbesbesasetaensensesrens 1.4
L0 1o 1) AoF: T o L OSSPSR PRTRRRR 4.0
LT L0 Y OSSOSO 2.6
o] T eV T L OSSOSO R PRSP 1.4
GBNETAl PUIPOSET ..ttt bbbt bbb bbb bbbt bbb b bttt n bt 2.7
REWAIAST ...ttt ettt e et et e e be et e e e et e b et e e be e beebeeaeeab et e etesbeebeeteeaeenaereats 1.9

N ONTEWAIAST ...ttt ettt ettt e et e et e e be e s b et e besbesbesbeeaeebee s enbesbesbesbesbeetaensentesrens 0.9
BIaNGEA Tttt e h e et et et e e a e b e be e beebeeaeerb et e besbeebeebeebeerae e entene 1.3
REWAIAST ...ttt ettt ettt et et e beebe e e et e b et e beeheebe e Rt enbe et e eteebeebeebeeaeeneerents 0.8

N ONTEWATAST ...ttt ettt st et e e beebeese et e besbesbesbeebeebee s enbesbesbesbesbeeteensentesrens 0.6
CRAIGE CANAST .. ettt b s b bRt b et h bbb bbbt s bbbt n et enes 0.1
LT L0 ] OSSOSO 0.1
o] TV T L SRS USRI 0.0
PrEPAI CANUST. .. v e iteieiiite ettt bbbt b etk b et bbbt et b et bbbt 3.1
GOVEINMENT FEIATEUT. ... cveiee ettt bbb b et b s 0.4
EMPIOYET TRIATEUT. ..o e bbb et sb e et b e et be et nae e 0.3
L0111 OO S T PST PRSI 1.9

* Each row uses adopters of that particular payment instrument as the denominator. For example, in 2015, checking account adopters had
1.6 checking accounts.

T These rows use the number of credit or charge card adopters as the denominator.
¥ This row uses the number of prepaid card adopters as the denominator.
Notes: 2, 5, 8.
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2015 Survey of Consumer Payment Choice

Table 14a

Reasons for Nonadoption of Accounts and Account Access Methods
Percentage of non-adopters

Checking account

I don't write enough checks to make it WOrthWhile.............ccooooiiiiiiiii e 16.0
The minimum balance 1S 100 NIGN.......c..ooiii e 3.9
I don't like dealing With DANKS.........cc.ooiiiii e 28.6
The fees and service charges are 100 Nigh.........ooiiiiiii i 16.7
No bank has convenient NOUIS OF IOCALION. ...........oiiiiiiiiiiee e e 0.3
No bank will give me a Checking ACCOUNT............cooiiiiiii e 18.6
(@] 11 OO TR TO TR 15.9
ATM card
My bank did NOt GIVE IME ONE.......cueiiieciciesc ettt te e ere e e et e seesresreaneeraeneeneees 5.2
I have a debit card that | can USE t0 gEt CASN.......iiiii i 78.7
| get CaSh FrOM OthEr SOUICES. .. ..iviieierieiiie sttt ettt e s e e et e saesaestesneereeneeneeneens 7.4
I dON'T USE CASN OFLEN......veiecc et 3.2
L 13 TSP PSP TSP 5.5
Automatic bill payments
I like to have more control over when my bills are paid.........cocoeiiiiiiiiiniei e 57.5
I'm worried about Identity theft...........oo e e 11.0
I'm worried about overdrafting my bank aCCOUNL.............coi it 17.2
I can't be sure that my bills will be paid 0N tIME.........ooiii e 6.6
(@] 11 OO PO TP 7.7
Notes: 2
Survey of Consumer Payment Choice Version of June 2017 ©2008-2017 Federal Reserve Bank of Boston
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2015 Survey of Consumer Payment Choice

Table 14b

Reasons for Nonadoption of Payment Instruments
Percentage of non-adopters

Credit card
My current payment methods meet all of My NEEAS..........coo i 8.5
I'm worried about my personal or financial information being Stolen.............ccoiiiiiiiiiec 2.3
Credit Cards are t00 COSHIY.......uiiiiiie bbb bbbt e e b e bt 7.2
I don't Want t0 g0 INEO EDL........c.e it e b et 20.6
I only want to spend Money that | NAVE...........ccoiiiiiii b 27.3
| applied for a credit card, but it Was NOt @PPIOVEd..........ccoiiiiiiiiiiiee e 9.0
| don't want to pay iNterest 0N MY PUICNESES. ......c..oiviriiiitieieeieiie ettt bbbt e e e b sbesne s 7.0
INtErest rates are t00 NIGN.... ..o e bbb see b 5.8
(@] 11 OO U SRR TOU TR 12.3
General purpose prepaid card
My current payment methods meet all of MY NEEAS.........ccccv i e 59.8
I've never heard of this tyPe OF CArd.........ccviviieiieiice s ns 2.4
There are too many fees for using these types 0f Cards.........cocovvrviiriiie i 6.5
No one has given me this tyPe OF CArd........ccciviieieiie e 55
If I'm going to use a card, | would rather use a debit or credit card............ccccvevivvriviiercicsic e 24,5
L 10T TSP PSPPSR 1.4
Debit card
My current payment methods meet all of My NEEAS..........coco i 35.6
I'm worried about a security breach affecting my checking account.............cccooieiieiniinc s 35
I would rather USe @ Credit Card..........coui it bbbt 33.9
I asked my bank not to give Me @ debit Card..........coo i 4.1
I gave my debit card back t0 My DANK.........ccoiiiii e 0.0
I WOUID Father WILE ChECKS... .ottt e bbb e 8.9
My bank did not give me @ debit Card............cuoiiiiiiii e e 0.0
| don't want to overdraft my checking ACCOUNT............cci i e 0.0
I have an ATM Card t0 gL CASN.......c.iiuiii it sb et e e e 9.6
(@] 11 OO TR TO TR 4.4
Virtual currency *
I do not understand the tECANOIOGY...........civiiiiiieie e e sre e e 28.9
Not accepted fOr PAYMENE VEIY OFtBN.......cviicicce e renne s 4.4
My current payment methods meet all of MY NEEAS.........ccov e 51.8
The U.S. dollar value of virtual currency varies t00 MUCH...........ccovirceicni e 1.8
It is not guaranteed by the U.S. QOVEIMMENL........ccviiiieieiise e ettt ene e e 5.2
IL IS NOt €ASY 10 ACGUITE OF USE.....veivreriereesieiestesiesteereestesteseessessessessesseeseessessesaessessesseaseessenseseessessessessessenseseens 3.1
L 10T TSP TP PP STSRN 4.8

* The estimates for virtual currency non-adoption measure consumers who have heard of virtual currency, but not adopted it.
Notes: 2.
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2015 Survey of Consumer Payment Choice

Table 15

Mean Number of Payment Instruments Adopted by Account and Payment Instrument Adopters
Mean number per consumer or adopter

Available number of payment instruments (all CONSUMENS)..........ccciviviiiieiieie e 9

TOLAI (A1 CONSUMIBIS). ...ttt sttt ettt bttt s et b ekt bt b e Rt e b e et et e sbeeb e s b e ebe et e e neenbeneenbenbesne s 5.4
P AP INSEIUMENTS. ...ttt ettt bbbt bt h e e e b e beeb e e b e bt e b e e et e nbesbenb e beeb e e e e e ee 2.1
(OF: Vo BT 01 1000 T=T 0 TSSOSO UTRT PR 2.2
ELECTIONIC INSEIUMENTS. ...ttt bbbttt s e e bt bbb e et e s b e ee e b e besbe et e s neeneennen 1.2
(D cT Lo LT A= Yot o] 0L g A= o (o] ) (-] TS 5.7
Checking and savings aCCOUNt A00PLEIS.....ecuicieiee ettt e et sne e e enaesnees 5.9
Checking account adOpPters, NO SAVINGS......cveueiirereiriseseeeeseeestestestesseeeeseesessessessessessesseeseessessessessens 5.3
Paper INSTFUMENT AUOPLEIS. ......e ittt ettt bbb bbbt e et b e e e e b e sbesbesbe bt b e e e e es 5.4
LOF: T 1= 1o (0] o] (=] £SO USSP 5.4
(O80Tt S To 0] o1 £=] £SO TR PR UROTRTURPRN 5.8
MONEY OFAEE BUOPLENS. .....eeviiteiee ettt ettt sttt h b e e et sb e eb e b e bt e b e et e st e seeebesbeebe et e e e eneennen 6.0
TraVeler's CHECK AUOPLENS. ... ittt ettt e bbb bbb e et e bbb b S
oo L= Ao Lo =T o] ) (=] TSRS 5.6
[T oL LA or= T I To (o] o1 T £ TSR 5.9
@8- To 10T T o I Uo (o] o) (=] 3SR 6.0
=T oT U0 o= o I o (0] ) ] £ TS 5.9
EleCtroniC PayMENt AOPLELS. ... .ottt bbbt bbb bt st e et et b e e b e 6.0
Online banking Dill PAYMENT AUOPLEIS. .......iiiiiee et 6.4
Bank account number payment A00PLELS. ........uieiiaieiie et 6.1
DT oo 1 A= Totetol 0L g g Yol T Lo (o] o (-] 3 2.0

Notes: 2, 4, 5, 11.
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Table 16

Liquid Asset Balances
Dollars per consumer, except as noted

All Consumers Mean Median

I 7= LSOO R PSRRI 6,393 852
Excluding large-value cash holdings.........c.coooiiiiiiiiii e 6,109 806
(0= 1] i 370 o 1 oo - 364 54
L0 0180 T=T o ST 71 25

L@ a0 (0] 0T SR 293 5
Excluding large-value holdingS™..........cocoiiiiiiiiiei s 202 52

(@ a1 o 1=] 65T o AT OO P TSR UR TR OUTPPT 66 24

(@I o] (0] oL ¢ |V TP UPTURTURRURPPROT 137 4
Checking account DalanCes...........c.ccviiviiciiicre e 6,007 675
Primary CheckKing aCCOUNL...........ceiiiiiieieics e sr e 4,034 492
Secondary CheCKing aCCOUNL...........cviveieeeeie et nrenne s 1,973 0
Checking Account Adopters Only' Mean Median

I 7= LSOOI 7,003 1,093
Excluding large-value cash holdings...........coooiiiiiiiiiii e 6,692 1,051
Checking account DalanCes...........ccccciiiiicicice e 6,792 998
Primary ChecKing aCCOUNL...........cviviiieicieice e 4,561 699
Secondary CheCKing aCCOUNL..........ccviveiieieie et nne s 5,687 784

* Large value holdings are values greater than the 98th percentile of all observations. Estimates are for the sub-sample of respondents with
total cash holdings of less than or equal to the 98th percentile. Large value holdings cut-offs are approximately $2,300 in 2015.

T Measured cash adoption is essentially 100%. Therefore, these tables do not report cash adopters separately.
Notes: 2, 3.
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Table 17

Cash Holdings, by Adoption of Deposit Accounts and Payment Instruments
Dollars per consumer*t

Adopters Mean Median

=T 0T | A= Yo o o] 0 | PSS 216 59
L@ g 0 T=T €T o SRS 69 25
L@ Q0] 0] 0T o P 148 5
ATM OF dEDIT CANT ... bbbt e sae 211 55
L@ gl o [=] 6] o TR TP U PP UUR PR 66 25
L@ gl o] (0] oL ¢ |V TR TP U PP PP PR PRRPPT 145 5
(O <o [ R oF: T o EO OO OO P SO PRPTRPRRRPR 240 75
L@ g 0 T=T €T o SR 74 29
L@ Q0] 0] 0T o P 167 9
Prepaid CArd ........ooo ittt bbbttt e b e 219 59
L@ gl o [=] £ o TR TP U PP TP UUURT PR 76 28
L@ gl o] (0] o1 ¢ |V U TR TP U UR PR PR 144 8
1Y/ L0 Vo] o[- SN 174 39
L@ g 0 T=T €T o SRS 64 23
L@ Q0] 0] 0T o P 110 0
Nonadopters Mean Median

(DT oo L | A= Yot o] U o | SOV PR URURPPN 46 5
L@ gl o [=] £ o T OO PP TP PP U URT PR 36 4
L@ gl o] (0] oL ¢ |V PR TP PO PR PR PRI 11 0
ATM OF dEDIT CANG.....oiviiiiiiieieee bbbt sbe et sbe e 136 25
O PBISON....e etttk ettt e bbbt b et b bbb et e s e e e bbbttt en e 66 23
(@0l o1 o] o =T 4 | T TP T PR PSS PPP PP PRPRP 70 0
(O - To 11 A or- 1 o IO ST P UV PRURRRN 80 19
L@ gl o [=] £ o T OO PP TP PP U URT PR 40 10
L@ gl o] (0] oL ¢ |V PR TP PO PR PR PRI 39 0
o =T o T= YL o U o S 181 43
L@ g 0 T=T €T o SRS 51 21
L@ Q0] 0] 0T o S PR 130 0
IMIONBY OF K ...ttt b e bbbttt b et eb et e et e st e neenbenbe b 211 59
L@ gl o [=] £ o TR TP U PP TP UUURT PR 65 25
L@ gl o] (0] oL ¢ |V PP P U PR PR PRI 146 8

*"On person" is defined as cash held in the respondent's wallet, purse, and/or pocket. "On property" is defined as cash held elsewhere by
the respondent (in the respondent's home, car, office, etc.) instead of on person.

t Excluding large value holdings. See Table 14 for definition of large value holdings.
Notes: 2, 3, 5.
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Table 18

Cash Withdrawals, Total and at Most Frequented Location
Dollars per consumer per location, except as noted*

Total, per month Meant Median
Cash WItNAraWalST........coviiieiie bbb seene s — 238
AMOUNt PEF WItNATAWAL ........coviiiiiiiiiieie e 115 60
Withdrawals (number per MONth).........cccooiiiiii e — 3.3
Most frequented 10CAtION..........cciviieec s — 179
Amount per WIithdraWal............cccooiierieiinieieesce e 115 57
Withdrawals (number per MONth)........cccvvviiiieicre e — 2.0
AllL Other 10CALIONS.........oitiiiice bbb — 0
Amount per WIthdraWal............cco oo 39 0
Withdrawals (number per MONtN).........cooiiiiiiii e e — 0.0
At Most Frequented Location, per month Mean Median
ATIM s — 200
Amount per WIthdraWal............cccoveiiriiini e 105 59
Withdrawals (nUmber Per MONEN).......c..ooviiiiieireeee e — 2.0
BANK TRIIEE ... bbbttt bbb e — 200
AMOUNt PEF WItNATAWAL ........ooviiiiiiiiieee e 186 97
Withdrawals (number per MONth)..........ccooiiiiiii e — 15
Check CaShING STOTE......cviviiiie e S
Amount per WIthdraWal............cccoveiiriiini e S
Withdrawals (nUmber Per MONEN).......c.ooiviiiiiiiree e S
RELAI OF GrOCEIY SEOTE......iiiii ittt bbbt see b b eae s — 79
AMOUNt PEF WItNATAWAL ........ooviiiiiiiiieee e 36 20
Withdrawals (number per MONth)..........ccooiiiiiii e — 1.9
EIMPDIOYET ..o S
AMOUNt PEr WItNAraWAaL.............covriiiiririee s S
Withdrawals (nUmber Per MONEN).......c.ooiviiiiiiiree e S
Family OF TRIENG.......co.oi e — 35
AMOUNt PEF WItNATAWEL ........ooviiiiiiiiiiece e 45 18
Withdrawals (number per MONth)..........ccooiiiiiii e — 1.7
OtNBE s — 229
Amount per WIthdraWal............cc.cveiiiiiesiie e 183 97
Withdrawals (nUmber Per MONEN).......c.ooiviiiiiiiree e — 1.9

* The amount for each location is the dollar amount of withdrawals at that location only by consumers who named that location as their
most frequent location. Amount withdrawn per month is obtained from the amount per withdrawal times the number of withdrawals,
calculated for each consumer.

t Cash withdrawals per month is the withdrawal-weighted average of typical amounts per withdrawal from the primary and all other
locations.

¥ The missing values in the "Mean" column are due to the fact that the data quality of the frequency of withdrawal numbers is suspect.
Refer to the Technical Appendix for detail.

Notes: 2, 3, 11.
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Table 19

Cash Withdrawal Preferences, by Location and Method
Percentage of consumers

Share of Consumers Making a Cash Withdrawal*

0T 11 ]/ USSP —
A 3011 1 2SS —
Most Frequented Location
NI TSRS 52.7
BANK TRIIET ...t b bR bR bbbt b et b et nn 19.9
(O g Tt Qo ] AT 0 ] (o] =SS 1.0
= e T T |0 TolT ] (o] (S 14.2
0] 0] [0 SRS 3.0
L 11 YA T 1 1= o S 5.4
Lo N0 Y 11 0o [ RSOSSN 0.3
L@ 1 1=] OO OO PRSP 3.5

* The missing values in the "Share of Consumers Making a Cash Withdrawal" section are due to the fact that the data quality of the
frequency of withdrawal numbers is suspect. Refer to the Technical Appendix for detail.

Notes: 2.
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Table 20

Total Cash Withdrawals, by Adoption of Deposit Accounts and Payment Instrument
Dollars per consumer per location, except as noted*

Adopters, per month Meant Median

DEPOSIT BCCOUNTE ... ...eiieitiiteit ittt bbb b bbb bbbt eb st — 217
AMOUNt PEF WItNATAWEL ........ooviiiiiieiiieie e 115 60
Withdrawals (number per MONth)..........ccooiiiiiii e — 3.1
ATM OF deDit CANG.....c.viveiieriiie s — 214
Amount per WIthdraWal............ccccveiiiiiisi i 108 60
Withdrawals (nUmber Per MONEN).......c..ooviiiiiiir e — 3.4
(O =To 11 A or- 1 o IO ST PUU PRSP PRURRRN — 212
AMOUNt PEF WItNATAWEL ........coviiiiiieiieieie e 120 60
Withdrawals (number per MONth).........cccooiiiiii e — 3.0
o =T oT= YL o U o S — 254
AMOUNt Per WIthAraWal. ..o 115 60
Withdrawals (nUmber Per MONEN).......c.ooiviiiiiiiree e — 4.0
IMIONBY OFTEE ...ttt bbbttt e b et eb et e et enee e e ebenbe b — 435
AMOUNt PEF WItNATAWEL ........coviiiiiieiieieie e 126 71
Withdrawals (number per MONth)..........ccooiiiiiii e — 4.3
Nonadopters, per month Mean Median

(DT oo L | A= Yot o] U o | SOV PR URURPPN — 400
AMOUNt PEF WItNATAWAL ........coviiiiiiiiiieie e 115 63
Withdrawals (number per MONth)..........ccooiiiiii e — 4.1

Y AN I\, 0] o (=T o T} Ao o RPN — 308
AMOUNt PEr WItNAraWAL. ..o 163 100
Withdrawals (nUmber Per MONtN).......c.oovieiiieir e — 3.0
(O - To 11 A or- 1 o IO ST P UV PRURRRN — 348
AMOUNt PEF WItNATAWAL ........coviiiiiiiiiieie e 97 44
Withdrawals (number per MONth)..........ccooiiiiii e — 4.3
o =T o T= YL o U o S — 200
Amount per WIthdraWal............ccccveiiiiiisi i 114 59
Withdrawals (nUmber Per MONEN).......c..ooviiiiiiir e — 3.0
IMIONBY OF K ...ttt b e bbbttt b et eb et e et e st e neenbenbe b — 200
AMOUNt PEF WItNATAWEL ........ocviiiiiiiiieece e 112 60
Withdrawals (number per MONth)..........ccooiiiiii e — 3.0

* Amount withdrawn per month is obtained from the amount per withdrawal times the number of withdrawals, calculated for each
consumer.

T The missing values in the "Mean" column are due to the fact that the data quality of the frequency of withdrawal numbers is suspect.
Refer to the Technical Appendix for detail.

¥ The unit for the bold rows is "dollar amount per month".
Notes: 2, 3, 5.
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Table 21

Share of Consumers or Adopters Using Nonbank Services
Percentage of consumers or adopters

Percentage of consumers

NONDANK PAYMENT ACCOUNTS™ ...ttt bbbttt bbb e be b e et e et eneesnesbesbeeae s 35.8
AAMAZON PAYIMEINTS. ...ttt sttt ettt bt s bt h bt e b e e s bt e s b e e sbe e et e Re e ehe e ehe e ebe e bt en bt esbeeb b e nbeenbeenbeebeannas 54
GOOGIE WAIIEL. ...ttt b e bbbt et e Rt e e e b e b bt b e bt en e e e et e b ebe e 25
PAYPAL ...t h R bR b e R e R£ R £ e R et Rt h e Ee bt eE e et e Rt e e nbenbe b 32.3

Underbanked financial servicest —
Non-bank money order/cashier's check, check cashing, remittance, payday loan...........ccccceevevverenerenenennn, —
Pawn shop, rent-to-own services, tax refund anticipation 10an.............ccocvvivireieienic s —

Percentage of nonbank payment account adopters

NONDANK PAYMENT ACCOUNTS.......eiiiieiisieie ettt ettt e se s e e e s e saestestesseereeneeneeseenreneenneas 73.3
AAMAZON PAYIMIENES. ...eeutiiiiii ettt ettt ettt ettt sb et bt e st e et bt e sbb e e s b bt e abe e e st bt e aab e e nb b e e sbbeenb b e e anneenbbeennneenebeas 11.1
LT To o 1T 1|1 SRS 5.1
Y | OSSP 66.2

Percentage of bank account adopters

Underbanked financial services 22.1
1= 0L BE=T VT TS 18.1
Money Order OF CASHIETS CRECK.......ccviiiieieeeesese ettt e et e sreere e e e s e e et e seennenres 16.9

(O g1 To Qo7 ] 1o SR 3.8
REMITEANCE. ...ttt bbbt bbbt e b bbbt b e bbb bbb bbb bbbt r e 0.3
7= T | T RS 6.9
1Yo - Y [0V PR 3.6
Selling an item at @ PAWN SHOP.....iiiiieece e et ne e nnen 2.3
RENE-TO-0WIN SEIVICES. ...ttt ettt ettt ettt bbbt bbb b bbbtk b et skttt sttt nn e 1.7
Tax refund antiCipation l08N..........c.cueiiii it re e 0.9

* Use data was not collected for the other mobile apps or online accounts listed in Table 4, due to low adoption rates and limited survey
time.

t Underbanked is not displayed in the "Percentage of consumers" panel because to be underbanked, one must have a bank account.
Therefore, it is only a valid measurement of consumers who have adopted bank accounts.

T "Underbanked" is defined as having a bank account and doing one of the actions listed in the past 12 months. These actions are based on
the FDIC definition of underbanked consumers.

Notes: 1, 2.
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Table 22

Share of Consumers Using Payment Instruments, by Type of Asset or Liability
Percentage of consumers

Monthly Annual

F =] £ O TP TP RO URTOPRTOPTUPTUIO 96.9 96.9
IMIONBY (ML) ... et bbbttt bbbt b e b e et bbb 96.9 96.9
(OF: 1 o [ (o014 10101 ) OO PSP PR 85.7 88.6
TrAVEIEI'S CRECK. ....eeiee i e — 0.6
Demand deposit aCCOUNES, CONSUMET ...........cieiiiieieenierie st sieseeseeseeie e sre bbb eeee e 87.5 87.8
CNBCKS. . bbb bbb e 56.2 64.2
(01 4 1) 1 T=To USSP — 12.3

DEDIE CAN......eeeie e bbb 65.4 67.3
Online banking DIll PAYMENT..........coiiiie e 32.7 34.8
Bank account NUMDEr PaYMENL..........cccooiiiiiiiiie e e 60.2 66.0
Other deposit aCCOUNS, DANK..........cociiiiiiii e — 9.9
CASNIEI'S CRECK......eiteii ettt e — 9.9
PrIVALE CUITENCY . ...eviiiitiieicttie ettt bttt 0.2 0.2
BIECOIN. .ttt et bbbt 0.0 0.0
Other Kinds of Virtual CUITENCY........ccoiviiiieiee e 0.2 0.2
UNKNOWN @SSEE TYPET ...ttt bbbt 19.9 25.2
Y Lo 1= o] (o L] TRV RS URUURUTPRR 8.5 11.0
Prepaid CArd.......cooeeieieiii ettt e e 13.2 17.2
LEADTITIES. ¢ttt et bbbt b e et b e et ab et 59.7 66.9
(@8 =T o] ol g =V T= o L o S 59.7 63.2
(O 1o 1) SO SOTSUS PSPPI — —

(O 0T T 0T S — —
TeXt/SMS MODIle PAYMENL........cci i — 5.1
Other Means Of PAYMENT.........ocu i e e 15.3 15.8
Direct deduction from INCOME........ccoiiiiiiiiie e 15.3 15.8

* For official definition of M1, see Federal Reserve Statistical Release H.6.
t These types are "unknown" because it is unknown if the underlying funds are held in a deposit account or not.
Notes: 1, 2, 5.
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Table 23a

Share of Consumers Using Payment Instruments and Other Means of Payment
Percentage of consumers

Monthly Annual
PaPEE INSTFUMBNTS. ...ttt b e bbbt seesnenbe b b 91.2 93.1
L0 T OSSOSO 85.7 88.6
(01 1o OSSP RPUSRPRSPR 56.2 64.2
Certified ChBCK. ... .. e e — 12.3
IMIONEY OFUET ...ttt bbbttt e e bbbt st e et et et nbe st b 8.5 11.0
THAVEIEI'S CRECK. ...ttt bbbt se bbb — 0.6
CASNIEI'S CRECK..... ittt ettt et e b e — 9.9
o 01T Ao U o S 87.6 88.9
DBDIT. .ttt ns 65.4 67.3
(@8 =T 0] g - Vo =SOSR 59.7 63.2
o =T 0 U0 RSP SSRSR 13.2 17.2
EIECrONIC PAYMENTS. ..ottt e e bbbttt e sbe b ene s 69.5 72.7
Online banking DIl PAYMENT.........cci i e 32.7 34.8
Bank account NUMDEr PAYMENL..........cooiiiiiiiiie e e 60.2 66.0
Unknown/unspecified iNSTIUMENT..........ccoviviiiiie e nne s — 23.3
MODBIIE PAYMENTS. ... .oviieieiee ettt ae s reere e e eneennenrs — 23.3
TEXt MESSAPE PAYMENT. ... eieitiee ittt ettt sr bbb esrbe e srb e e snreenares — 51
Tap phone and pay at point 0f Sale.........cccoviiiiiiiiie — 8.0
Scanned QR code or showed Phone t0 PAY........cccviirviierierire e — 9.9
Used mobile app while not at point of sale..........cccooce i, — 13.2
Other Means Of PAYMENT.........oou i e 15.3 15.8
Direct deduction from INCOME........cc.oiuiiiiiii e e 15.3 15.8
Notes: 1, 2.
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Table 23b

Share of Adopters Using Payment Instruments and Other Means of Payment
Percentage of adopters*

Monthly Annual
PaPEE INSTFUMBNTS. ...ttt b e bbbt seesnenbe b b 91.8 93.4
L0 T OSSOSO 86.3 89.2
(01 1o OSSP RPUSRPRSPR 68.9 78.7
Certified ChBCK. ... .. e e — —
IMIONEY OFUET ...ttt bbbttt e e bbbt st e et et et nbe st b 43.0 55.3
THAVEIEI'S CRECK. ...ttt bbbt se bbb — —
CASNIEI'S CRECK..... ittt ettt et e b e — —
o 01T Ao U o S 91.7 93.1
DBDIT. .ttt ns 82.3 84.7
(@8 =T 0] g - Vo =SOSR 78.3 82.7
o =T 0 U0 RSP SSRSR 21.9 28.6
EIECrONIC PAYMENTS. ..ottt e e bbbttt e sbe b ene s 90.6 94.8
Online banking DIl PAYMENT.........cci i e 67.5 71.7
Bank account NUMDBEr PAYMENTT ..o 91.2 100.0
Unknown/unspecified iNSTIUMENT..........ccoviviiiiie e nne s — —
MODIIE PAYMENTST ...t e bbb — 100.0
TEXUSIMS ... bbb ettt b e et b e bbbt — 21.9
CONEACKIESS. ...ttt bbbttt e — 34.2
SCANNEA @ DAICOUE. .....eiiiiiitiiei et — 425
0L =To I W T o 11 [T o] o PSSR — 56.7
Other means of payment
Direct deduction from INCOMET ......cc.oouiiiiiii e e 97.0 100.0

* Each payment instrument uses adopters of that particular payment instrument as the denominator. For example, in 2015, 86.3 percent of
cash adopters use cash in a typical month.

t Estimates are 100 percent whenever adoption is defined solely as annual incidence of use, as for mobile payments. Shares using for each
type of mobile payment are calculated as the share of all consumers using any type of mobile payment who use that particular type.

Notes: 1, 2, 5.
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Table 24

Share of Consumers Making a Transaction, by Type of Transaction
Percentage of consumers

Monthly Annual

ANY TFANSACTION. ...ttt bbbt e bbbt b et e e e e e sbe b e 97.2 97.2

ONIINE OF BIBCIIONIC ....vvieciiec ittt ettt ettt e e ebe e s sbeeebee s sbeeebee s ebaeebeeans 87.5 89.0

By mail, in person, or BY PhONE .......c.ooiiii s 96.5 96.7

Bill PAYMENTS. ...t nre e 93.0 93.4

A1 (0] =LA oSSR 60.6 60.7

Direct deduction from INCOME........ccviiviiiiiic e 15.3 15.8

(0 0] T 0T PSSO 72.3 74.9

By mail, in person, or BY PRONE.........ccccviieiic e 74.8 79.8

NONDIT PAYMENTS.......oieiii e bbb e 96.2 96.3

ONIINE OF BIBCTIONIC.....vviiiiec ittt ettt be e sbe e s beesbe e s ebeesbeeans 54.3 65.4

By mail, in person, or BY PhONE.........ccooiiiiii s 95.8 96.2

RELAI OOUS. ...ttt et bbbt e 92.6 93.2

SBIVICES . ..ttt e ittt e ettt e ettt e ettt e e et e e sttt e ebe e e st b e e e bee e sbb e e bee e sbbe e ebee e sbbeebe e e beeebeeeabeeebeeebeeereeas 89.8 91.8

T 1] T (o 1< 1o o T 48.0 62.4

(@ 0] FTa Lo g1 (=1 1 {0 oSS 16.4 23.7

By mail, in person, or BY PRONE.........ccvoiiie e 41.4 56.4

Notes: 2.

Survey of Consumer Payment Choice Version of June 2017 ©2008-2017 Federal Reserve Bank of Boston

T-31



2015 Survey of Consumer Payment Choice

Table 25

Share of Consumers Using Payment Instrument, by Type of Transaction
Percentage of consumers

) Nonbill payments
Bill
Monthly
payments . .
Online Not online*
Paper INSTFUMENTS. .........oiiiiii e 64.7 15.6 86.8
L0 T OSSPSR 29.2 — 84.2
CRBCK vttt 46.1 14.2 30.1
MONEBY OFAET ...ttt bbb 7.6 24 3.0
Traveler's ChECK. ... — — —
PaymMENt CardS......c.oiiiereiiieei e et 72.4 46.2 84.0
DEDIL. ..ot e 49.8 26.3 60.9
Credit OF ChAIge......ocvv et nne s 40.4 21.7 54.0
o =T o U PSSR 5.3 4.3 10.3
EleCtroniC PAYMENTS..........couiiiiiie it 65.9 15.0 12.7
Online banking bill payment............cocoiiieiiiiic e 32.1 — 4.9
Bank account number payment............ccocoiviiiiiiiin e 55.1 15.0 9.7
Other means of PAYMENT.........ccooviirieie e 15.3 — —
Direct deduction from iNCOME..........cooorviiiniiiieneee e 15.3 — —
) Nonbill payments
Bill
Annual
payments . )
Online Not online*
Paper INSTFUMENTS.......cviiiieieceee et 72.5 23.3 89.7
SNttt 33.1 — 87.3
CRBCK ettt 54.1 21.2 40.3
0 TC YA o] (o [T SN 9.4 3.9 4.1
Traveler's ChECK........cvii s — — —
PayMENT CArdS......c.oo it 74.9 57.6 84.7
DD it 52.5 34.1 62.4
Credit OF CRAIGE......oovi et 45.1 37.1 57.5
PrePaid.......couiiuiiiiiiiiieie e e 8.1 6.5 131
EleCtronic PaymMEeNtS........c.coveiireriii e 68.6 20.5 18.7
Online banking bill payment............cccoivviv e 33.8 — 7.2
Bank account number payment............ccoovvvviviieeiercnie e 59.5 20.5 14.8
Other means of PAYMENT.........ccooiiiiiiiee e 15.8 — —
Direct deduction from iNCOME.........ccceviiiiiieiiee e 15.8 — —
* Not online refers to retail goods payments, payments for services, and person-to-person payments.
Notes: 1, 2.
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Table 26

Share of Consumers Using Payment Instrument, by Type of Bill Payment

Percentage of consumers

2015 Survey of Consumer Payment Choice

Monthly Automatic Online B_y mail or

in person

ANY INSEFUMENT. ... 60.6 72.3 74.8
Paper INSTFUMENTS. .........ooiiiiiiiiiee e — — 64.7
SN e — — 29.2
CRBCK. e — — 46.1
MONEY OFAET ...ttt bbb — — 7.6
TraVEIEr'S CRECK. ...cvi it — — —
PaymMENt CardS......c.oiiieieiiseee e e 44.6 52.9 41.5
DEDIL. ..o e 28.0 35.8 294
Credit OF ChAIge......oov et nne s 26.8 26.0 19.2

o =T 0T U PSSR — — 34
EleCtroniC PaYMENTS..........oouiiiiiiieiiiecceee e 49.5 51.7 —
Online banking bill payment............ocooiiiiiiii e 23.3 25.8 —
Bank account number payment............ccocoiiiiieiiiin e 40.4 38.4 —
Other means of PAYMENT.........ccccoviiiiiie e 15.3 — —
Direct deduction from iNCOME.........ccocorviriiniiineee e 15.3 — —
Annual Automatic Online B.y mail or

in person

ANY INSEFUMENT. ...ttt e 60.7 74.9 79.8
Paper INSTFUMENTS.......coviiiieie et — — 72.5
SNttt — — 33.1
CRBCK ettt — — 54.1
0 TC YA o] (o [T SN — — 9.4
Traveler's ChECK........cvii s — — —
PayMENT CArdS......c..oiiiie et 45.6 56.2 46.5
DD, it 28.9 38.4 32.9
Credit OF CRAIGE......ooi et 28.7 30.7 23.3
PrePaid.......couiiuiiiiiiiiieie e e — — 5.1
EleCtronic PayMENTtS.......cc.coveiireri e 50.0 55.6 —
Online banking bill payment............ccceivviv e 23.8 27.9 —
Bank account number payment............ccoovvvviviieeienesie e 42.2 43.5 —
Other means of PAYMENT.........ccoiiiiiiii e 15.8 — —
Direct deduction from iNCOME.........ccooi it 15.8 — —

Notes: 1, 2.
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2015 Survey of Consumer Payment Choice

Table 27

Share of Consumers Using Payment Instrument, by Type of Nonbill, In-Person Transactions
Percentage of consumers

Monthly Retail Services and Person to
other person
ANY INSEFUMENT. ... 92.6 89.8 48.0
Paper INSTFUMENTS. .........ooiiiiiiiiiee e 75.1 70.9 41.4
L0 T OSSPSR 73.1 67.2 35.3
(01 4o OSSR 15.9 19.6 11.7
MONEY OFAET ...ttt bbb 15 1.7 1.6
TraVEIEr'S CRECK. ...cvi it — — —
PaymMENt CardS......c.oiiieieiiseee e e 79.8 75.5 7.6
DEDIL. ..o e 57.8 51.4 5.2
Credit OF ChAIge......oov et nne s 48.4 45.5 3.9
o =T 0T U PSSR 9.2 6.1 —
EleCtroniC PaYMENTS..........oouiiiiiiieiiiecceee e — — 12.7
Online banking bill payment............ocooiiiiiiii e — — 4.9
Bank account number payment............ccocoiiiiieiiiin e — — 9.7
Other means of PAYMENT.........ccccoviiiiiie e — — —
Direct deduction from iNCOME.........ccocorviriiniiineee e — — —
Annual Retail Services and Person to
other person
ANY INSEFUMENT. ... 93.2 91.8 62.4
Paper INSTFUMENTS. .........ooiiiiiiiieee e 78.6 77.3 56.4
L0 T OSSPSR 76.9 73.4 49.6
(01 4o OSSR 21.4 27.1 235
MONEY OFAET ...ttt bbb 2.0 2.3 2.4
TraVEIEr'S CRECK. ...cui ittt — — —
PaymMENt CardS......c.oiiiereiisese e et nen 80.3 78.2 11.2
DEDIL. ..ot 59.3 53.8 8.2
Credit OF ChAIgE......oov et nne s 51.4 50.9 6.3
o =10 U PSRN 11.3 8.4 —
EleCtroniC PAYMENTS..........coui it — — 18.7
Online banking bill payment...........cocooiieiiiiic e — — 7.2
Bank account number payment............ccocoiiiiieiiiinen e — — 14.8
Other means of PAYMENT.........ccccoviiiiieie e — — —
Direct deduction from iNCOME.........ccocoriiiiniinineee e — — —
Notes: 1, 2.
Survey of Consumer Payment Choice Version of June 2017 ©2008-2017 Federal Reserve Bank of Boston
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2015 Survey of Consumer Payment Choice

Table 28a

Number of Consumer Payments in a Typical Month, by Type of Asset or Liability
Number per consumer

Mean
QL0 = L o 1Y 0 T-T 3SR 68.9
AASSEBES. .ttt bR R R R R £ R £ R R R R AR AR R R e e Ao R e R e R R e R et n e e n e nenrenrs 53.7
Y1 TV (L 1 RSP 52.1
(O TS o (o1 U =102 SRS 18.6
TTAVEIEI'S CRECK. ... ettt b bbb bbbt bbbttt eb et ens —
Demand deposit @CCOUNLS, CONSUIMET ........ccuuiueeeieriestestesseareaeeeessessessessessesseeseessessessessessesssesssssensessessessenns 335
(043 TSSOSO PSPPSRSO 45
(00T (1 1o OSSPSR —
(D10 oF: T o OSSOSO RSTRRRR 224
Online banking DIl PAYMENT.........cciii ittt eaesrenresrenre s 2.8
Bank account NUMDET PAYMENL..........ccviiiiieie ettt sre e aneene e e s 3.8
(@ 10T g [=T o To LT L A ToT o U] g 3PS —
CASNIEI'S CRECK. ...ttt ettt b etk bbbt et b et et s bbb st et b —
PEIVALE CUNTENCY ...c.eiiite ittt sttt sttt e e bt bbb et e s et e b e nb e eh e e b e e bt e bt e e e nbeneesbenbesbe et e eneeneennen —
2T (o1 | USSP —
Other Kinds Of VIFTUAI CUITEINCY ... .c..iiiiieiieiee ettt ettt bbbt n s —
UNKNOWN @SS TYPET vttt bbbt bbbt b et b bttt b et ntenes 1.5
0T 1= 0T (0[] TSRS 0.4
=T aF- U0 I T o SR 1.1
Prepaid Card, PEr A0OPIEIE. ... oo e bbbt bbbt 1.8
T2 o 1 ) L= SRS 14.6
Credit OF CRAIGE CAIG. ... .cui ittt b e bbbt et e s b ee e b e s b e eb e et e s bt es e e e e beneesbeneas 14.6
@7 1-To ) SO PSSR —
(00T 0TS S PR —
TeX/SMS MODIIE PAYMENL........oeiiiii ettt e b e bbbt es e e e b e e b e —
Other MEaNSs OF PAYIMENT.. ..o bbbt b ettt b et nenbenes 0.6
Direct deduction frOmM INCOME..........ciuiiiiiiiiie ettt sttt sttt e b e b e 0.6
* For official definition of M1, see Federal Reserve Statistical Release H.6.
t These types are "unknown" because it is unknown if the underlying funds are held in a deposit account or not.
T Estimates are calculated using only adopters of a payment instrument, not all consumers.
Notes: 1, 2.
Survey of Consumer Payment Choice Version of June 2017 ©2008-2017 Federal Reserve Bank of Boston
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2015 Survey of Consumer Payment Choice

Table 28b

Percentage Share of Consumer Payments in a Typical Month, by Type of Asset or Liability
Percentage per consumer

Share (%)
QL0 = L o 1Y 0 T-T TSP 100.0
AASSEES. .ttt h R R R R R AR SRR R R R R R e e E e AR R R e R et e s e e n e nearenns 77.9
Y1 TV (L 1 RSP 75.7
(O TS o (o1 U =102 TSRS 27.1
TTAVEIEI'S CRECK. ... ettt bbb bbbttt b ettt s b b ans —
Demand deposit @CCOUNLS, CONSUIMET ........ecuueeeeeiereestestesresseaseeseessessessessessesseeseessessessessessesssesesssenseseessessenns 48.7
(O 4o TSSOSO PSP RSTTRRRR 6.5
(00T (1 1o OSSPSR —
(D10 oF: T o OSSOSO RSTRRRR 325
Online banking DIl PAYMENT.........cc.i it re e e e sr e resrenne s 4.1
Bank account NUMDET PAYMENL..........ocviiiiieie et sr e re e ere e s 5.6
(@ 10T g [=T o To LT L A ToT o U] g 3PS —
CASNIEI'S CRECK. ...ttt ettt b et bbbt et b et et bbbt et nbns —
PEIVALE CUNTENCY ...c.etiitiititt ettt sttt sttt ettt e e bt bbb e e Rt e s e e e b e nb e eh e e b e e bt e bt e e enbeneeebenbesbeebeeneaneennen —
2T (010 ] SRR —
Other Kinds Of VIFTUAI CUITEINCY ......c..iiiiieiieiee ettt ettt sb et n s —
UNKNOWN @SS TYPET vttt bbb bbb bbbt bbbttt bbb ntenes 2.2
Y 0T 1= 0T (0 L] S SRSSRR 0.6
=T o T U o T o SRR 1.6
Prepaid Card, PEr A0OPIEIE. ... ..o bbb bbbt —
T2 o 1 ) L= SRS 21.3
Credit OF CRAIGE CAIG. ... .o ittt e e bbbt bt et e s e e b e s besb e et e e ates e e e e besbesbenes 21.3
@7 1T ) SO PSSR —
(00 T o= S PR —
TeX/SMS MODIIE PAYMENL...... .ot bbbt bbbt es e e et e bt —
Other MEaNSs OF PAYIMENT.. ..o bbbt b ettt b et nenbenes 0.8
Direct deduction frOmM INCOME..........ciuiiiiiiiiie ettt sttt sttt e b e b e 0.8
* For official definition of M1, see Federal Reserve Statistical Release H.6.
T These types are "unknown" because it is unknown if the underlying funds are held in a deposit account or not.
¥ Estimates are calculated using only adopters of a payment instrument, not all consumers.
Notes: 1, 2.
Survey of Consumer Payment Choice Version of June 2017 ©2008-2017 Federal Reserve Bank of Boston
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2015 Survey of Consumer Payment Choice

Table 29
Consumer Payments in a Typical Month, by Payment Instrument

Number per consumer Mean

TOTAI PAYMIBINTS. ...ttt et bbbkt a b e b e b e bt eh e e b e b £ e b e e e e m b e eeeeb e e b e ebeeb e e Rt ene e e e benbesbeneas 68.9
P AT INSTIUMEBNTS. ... eieiee sttt ettt e et st et e e re et e e seen b e eesaesbeabe et e eseeneeseestesbeaneereeneeneeseenseneenrens 23.6
(O L o OO OO SO PR TRPP 18.6
(01 4o OSSPSR 45
0 1= Yo o LT PSS 0.4
THAVEIEI'S CRECK. ... ittt et b ettt b ettt b ettt eb ettt sb et et e sbe e ebeabeneere s —
PAYIMENT CAIUS. ...ttt et bbbt bt e R b e b e b e bt bt e b e e Rt e b e e e et e ebeebe s b e e bt eb e e e enbeneesae e e 38.1
[ o SO S ST EUSRRSSR 22.4
(08 =To [ o] o =T LTS PRSP 14.6

o =10 =L OO SOU RO RURURPRRRRRN 1.1

[ [oTo o LTl 7= Y =] L TSP 6.6
Online banking DIl PAYMENT.........cciiiiiieie e et tesreere e e eseesrenreseenneas 2.8
Bank account NUMDET PAYIMENL.......c..coeiiiiie sttt s e et st sresreeneerae e enee s 3.8
Other MEANS OF PAYIMENT ..o it b bbbt e e b b et ebesb e bt ebe e e e beseesbe b e 0.6
Direct deduction FrOmM INCOME. .......couiii i bbb bttt e bbb e 0.6
Percentage share Share (%)

QL0 = L o 1Y 0 T-T TSP 100.0
PAPEE INSTIUMBIITS. ... ittt ettt b bbb et et e bt bt b e eb e e b e e e em b e eeeebenbeebe et e e neeneenbenbesbeanens 34.2
(O TS OO OSSPSR URUPTN 27.1
(00T SO TRTUR PSP 6.5
o] 1o YA o T o [T SO SOO UV 0.6
THAVEIET'S CRECK. ...ttt bbbt bttt et b e bbbt e Rt e n b et et e ke ebe et e nean e e neneas —
o0 T=T o Ao U o TS 55.4
[ 1o SO S USSP 325
(@8 =To 0] o 7=V =SS 21.3

o =T 0T U0 SRS 1.6
EIECEIONIC PAYMENTS. ...ttt ettt b e bt bbbt et e b e b e bt s b e e bt et e e e e nbeneeebesbeebeebeaneaneeneen 9.6
Online banking DL PAYMENT.........ouii e e bbbt ettt see b besne s 4.1
Bank account NUMDET PAYIMENT..........ouiiiii et b e b bbbt e e e 5.6
Other MEaNSs OF PAYIMENT.. ..o bbbt b ettt b et nenbenes 0.8
Direct deduction frOmM INCOME..........ciuiiiiiiiiie ettt sttt sttt e b e b e 0.8

* Estimates are calculated using only adopters of a payment instrument, not all consumers.
Notes: 1, 2.

Survey of Consumer Payment Choice Version of June 2017 ©2008-2017 Federal Reserve Bank of Boston
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2015 Survey of Consumer Payment Choice

Table 30
Consumer Payments in a Typical Month, by Type of Payment Transaction

Number per consumer Mean

L0 7 | U STOS PP RPOPRROTROR 68.9

ONIINE OF BIBCIIONIC ...ttt ettt ettt et eae e e st e e bt e e st e e et e e sbbeeebae e sbaeeebeeesbeeebeeesbaeenbeesbeeanbeesbeeenreeas 18.7

By mail, in Person, 0r DY PRONE..... ... et bt 50.1

T 0= 10 1] ) £ S P 20.6

AAULOMIALIC 1.1ttt ittt ettt ettt e st e e st e e sbe e ete s aeesaeeebe e ebeeebeesbeesbestbesbeesbeesbeebeeabesaeesaseabeebeenbeenbeesbesbbesbaesbens 6.8

Direct dedUCtion frOM INCOME.........iiiicre ettt st s b s be e sbe e sbe e ae s e e sbeeebeeabeenns 0.6

OhEE AUIOMALIC.....veicvieti ettt ettt ettt e st e e s be e sbe e sbe s abesaeeebeeabeesbeenbeesbestbesbaesbeesbeeeesnnes 6.2

(O3] 1131 OSSOSO USROS 6.5

By mail, in Person, 0F DY PRONE.........ciiieec e ra e 7.4

NONDIT PAYMENTS. ...t b bbb et h e e e b e be bt et e s bt es e e e e nbenbesbeneas 48.3

RETAI NG SBIVICES. .. .eiitiiiiiee ittt ettt ettt e b e e et e et e e sabe e s beesabe e sabeesabessabeesabessbeesabesanbaesnbesabeeenbeeas 45.3

ONIINE OF BIBCIIONIC. ... vt i iiee ittt ettt ettt et e b e st e st e e s abe e e abe e stbeesabeestbeesareesabeesabeesabeeenreeseras 4.7

By mail, in person, or DY PRONE.........o bbb e 40.6

RETAIT GOOUS. ...ttt bbbttt a e bt bbb et e e sbeeb e s b e bt e b e et et e nbe b e b e 23.6

SV ICES. 1.t itte e ettt ittt e ettt e s bt e et e e sttt e eat e e s tbeeebee e st be e etbe e et beeaabe e et beeaabeeahbeeaheeeahbeeaRbeeahbeeaRbeeaabeeaabee et beeaareearrs 17.0

T 1o (o T 1< 1o o T TR P TPV PO PPN 3.0

ONIINE OF BIBCIIOMNIC. ... vt iivee ittt ettt et e e et e e s b e e s abe e sabe e e abeesabeesabeesabeesareesabeesabeesabeeenreesaras 0.9

By mail, in person, or DY PRONE.........o i 2.1

Percentage share Share (%)

0] = FO OO OO O SO 100.0

ONEING OF BIECIIONIC 1..vviiviiivi ittt ettt ettt be e be e be et e e bt e s taesbeesbeesbeebeeneesbeeebeeabeeabeenbesnbestbesbeesbes 27.2

By mail, in Person, 0r BY PRONE........coi i 72.8

BT PAYIMENTS. .. .ttt ettt bbbttt e bt e bt b e b e e b e et e h b e eb e b e e b eheeb e Rt e bt e e et e b e 29.9

YT (0] 0= £ (o USRS O RSP 9.8

Direct deduction frOM INCOME.......ccviiiiie ittt s abe e s be e sabe e sabeestbeesabeesare s 0.8

OthEr AULOMALIC. ... veeiveeiiie ettt e ete e et eeebe e e st e e ebee e s beeeebee e sbeeebeeesbaesbeessbaeebeeesbaesnbesasbeesnbenans 9.0

(001 110 T RSP UPROTRRRU 9.4

By mail, in Person, OF DY PRONE.........oiii et bbb 10.7

[N To g oL |- Y] 0101 £ SSSS 70.1

RETAI ANG SEIVICES. ... ivi ittt ettt eb ettt e b et e et e steesbeesbe e sbesbesaeesaseabeeabeeabeenbessbestaesbeesbens 65.8

ONLING OF BIECITONIC. ....veivviitiecte ettt sttt s be e be e ebeebe e st e e tbesbbesbeesbeesbeesbesaeesasesbeesbeenbeenbeans 6.8

By mail, in person, 0r BY PRONE.........oiii e 59.0

(=] e U1 0 oo S 34.3

SBIVICES 1.t itteeteeitee i te e bt e et et e ettt e bt e ebeebe e et e etbesteesbeesbe e be e abeeReeeheeebe e beeabeeR b e et beebaeeheeabe e beenbeeareaheeabeebeenbeen 24.7

T 1] T (o T 1< 1o o ST 43

ONLING OF BIECITONIC. ....veivviitiecte ettt sttt s be e be e ebeebe e st e e tbesbbesbeesbeesbeesbesaeesasesbeesbeenbeenbeans 1.2

By mail, in person, 0r BY PRONE.........oiii e 3.1

Notes: 1, 2.

Survey of Consumer Payment Choice Version of June 2017 ©2008-2017 Federal Reserve Bank of Boston
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2015 Survey of Consumer Payment Choice

Table 31
Use of Payment Instruments in a Typical Month, by Type of Transaction

- Nonbill payments
Number per consumer '
payments . )
Online Not online*
Paper INSTFUMENTS..........ooiiiii e 4.2 0.7 18.7
L0 T OSSPSR 2.1 — 16.5
(01 1o OSSOSO 1.9 0.6 2.0
MONEY OFAET ...ttt bbb 0.2 0.1 0.1
Traveler's ChECK. ... — — —
PaymMENt CardS......c.oiviiereiisese et e st 10.3 3.4 24,5
DEDIL. ..ot 6.3 1.8 14.2
Credit OF ChAIge......oov et nne s 3.6 1.3 9.7
o =10 U PSSR 0.3 0.3 0.6
EleCtroniC PaYMENTS..........couiiiiiiie e 5.6 0.6 0.5
Online banking bill payment............cocoiiieiiiiic e 2.6 — 0.2
Bank account number payment............ccocoiiiiiiiiini e 3.0 0.6 0.3
Other methods of payment...........cccocvvviiiciecnce e 0.6 — —
Direct deduction from iNCOME..........cooorviiiniiiieneee e 0.6 — —
. Nonbill payments
Bill
Percentage share of all payments
payments . )
Online Not online*
Paper INSTFUMENTS.......coviiiieie et 6.1 1.0 27.1
SNttt 3.1 — 24.0
CRBCK ettt 2.7 0.9 29
0 TC YA o] (o [T SN 0.3 0.1 0.2
Traveler's ChECK........cvii s — — —
PayMENT CArdS......c.oo it 14.9 5.0 35.6
DD, it 9.2 2.7 20.7
Credit OF CRAIGE......ooe ettt 5.3 1.9 141
PrePaid.......couiiuiiiiiiiiieie e e 0.4 0.4 0.8
EleCtronic PayMENTtS.......cc.coveiireri e 8.1 0.9 0.7
Online banking bill payment............ccccoovviviicieice e 3.8 — 0.3
Bank account number payment............ccoovvvvivieeierene s 4.3 0.9 0.4
Other methods of payment............cocviiiiiiiii e 0.8 — —
Direct deduction from iNCOME..........cceviiiiiiiiiee e 0.8 — —
* Not online refers to retail goods payments, payments for services, and person-to-person payments.
Notes: 1, 2.
Survey of Consumer Payment Choice Version of June 2017 ©2008-2017 Federal Reserve Bank of Boston
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2015 Survey of Consumer Payment Choice

Table 32
Use of Payment Instruments in a Typical Month, by Type of Bill Payment

By mail, in

Number per consumer Automatic Online person,

or by phone

Paper INSTFUMENTS.......ccvoiiieiecece et — — 4.2
SNttt bbb e — — 2.1
CRBCK .ttt — — 1.9
o TC VAo (o [T SR — — 0.2
Traveler's ChECK........cviiiiiiie s — — —
PayMENT CArdS......c..oiiiiie e 3.7 34 3.2
DD .ottt 2.2 2.1 2.1
Credit OF ChAIGE......oove et 1.4 1.2 1.0
PrePaid.......couiiieiiiiieiteie e e — — 0.1
EleCtronic PaymMEeNTtS.......cc.covviireiiiicece e 2.5 3.1 —
Online banking bill payment............cccoivviviiciiice e 1.1 15 —
Bank account number payment...........cccoovvvviviieiencnie s 1.4 1.6 —
Other means of PAYMENT.........ccoiiiiiiii e 0.6 — —
Direct deduction from iNCOME.........cooi it 0.6 — —

By mail, in

Percentage share of all payments Automatic Online person,
or by phone
Paper INSTFUMENTS.......cviiiieieceee et — — 6.1
(O 1 T — — 3.1
(O 1< R — — 2.7
o g TC VAo o [T SN — — 0.3
TraVEIEr's ChECK........ii et — — —
PayMENT CArdS......c.oo it 5.4 4.9 4.6
[B1<] o] TR U RO 3.1 3.1 3.0
Credit OF ChAIQE......ooi e 2.1 1.7 1.4
PrePaid.......couiiuiiiiiiiiieie e e — — 0.2
EleCtronic PayMENTS.......cc.civeviireie et 3.6 4.4 —
Online banking bill payment............cccoivviviiciiice e 1.6 2.2 —
Bank account number payment...........cccoovvvviviieiencnie s 2.0 2.3 —
Other means of PAYMENT.........ccoiiiiiiii e 0.8 — —
Direct deduction from INCOME...........ccceveiiiiie i 0.8 — —
Notes: 1, 2.
Survey of Consumer Payment Choice Version of June 2017 ©2008-2017 Federal Reserve Bank of Boston
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2015 Survey of Consumer Payment Choice

Table 33

Use of Payment Instruments in a Typical Month, by Type of Nonbill, In-Person Transactions

. Services and Person to

Number per consumer Retail
other person
Paper INSTFUMENTS..........ooiieii e 9.6 7.0 2.1
L0 T OSSPSR 8.6 6.1 1.7
(01 1o OSSOSO 0.9 0.8 0.3
MONEY OFAET ...ttt bbb 0.1 0.0 0.1
TraVEIEr'S CRECK. ...cviiiieicie et — — —
PaymMENt CardS......c.oivieieiiiese e et 14.0 10.1 0.4
DEDIL. ..o e 8.2 5.7 0.2
Credit OF Charge......cov et nne s 5.4 4.1 0.1
o =10 U PSSR 0.4 0.2 —
EleCtroniC PAYMENTS........cccouiiiiiie e — — 0.5
Online banking bill payment............ocooiiiiiiii e — — 0.2
Bank account number payment............ccocoiiiiieiiiine e — — 0.3
Other means of PAYMENT.........cccccvvirieie e — — —
Direct deduction from iNCOME..........cocorviiiiiinineee e — — —
Percentage share of all payments Retail Services and Person to
other person
Paper INSTFUMENTS.......coviiiieieceee e 13.9 10.1 3.1
SNttt 12.5 8.9 25
CRBCK vttt 1.3 1.2 0.5
o TC VAo (o [T SR 0.1 0.1 0.1
Traveler's ChECK........cviiiiiiirce s — — —
PayMENT CArdS......ceiiiiiie e 204 14.6 0.5
DD .ottt 12.0 8.3 0.4
Credit OF CRAIGE......ooi e 7.9 6.0 0.2
PrePaid.......couiiieiiiiieiteie e e 0.5 0.3 —
EleCtronic PayMENTtS.......cc.covevireii e — — 0.7
Online banking bill payment...........cccceivviviicieice e — — 0.3
Bank account number payment............ccoovvvviviieeiercnie e — — 0.4
Other means of PAYMENT.........ccooiiiiiiiee e — — —
Direct deduction from iNCOME.........ccooi i — — —

Notes: 1, 2.

Survey of Consumer Payment Choice Version of June 2017
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2015 Survey of Consumer Payment Choice

Table 34

Payment Instruments Used in a Typical Period, by Type of Instrument and Transaction
Mean number per consumer

Month
All payments (9 iNStruments available)...........cccovviiiiiiieiiccce e 3.8
T L TS (U 1] )PP 15
1T 107 o[ 1.4
Tt (o T TR o 1Y LT TSRS 0.9
Bill payments (8 instruments available)T...........ccoiiiiii e 2.7
PP INSEIUMENES. ...ttt ettt bbbt b e bt b e bt bt b e e e a b e eb e eb e e b e e bt eb e e e en b e nbeebenbeabeebeaneeneees 0.8
PAYIMENE CAIUS. ... ettt ettt bt bbbt bt b e oo s b e b e e bt e b e e b e ek e e Rt eh b e b e b e et eb e et e bt ebe e e enteee 1.0
ELECIITONIC PAYIMENTS. ... ittt ettt ettt b e bbbt bt et e s e ee e b e skt e bt e b e e Rt e s e e eb et e nbeebesbeaneaneenennas 0.9
Onling, non-bill payments (6 instruments available)t ... 0.9
e L TS (1 11 )PP 0.2
1T 107 o[RS 0.6
ELECIITONIC PAYMENTS. ....uievieiiie et e sttt sttt e e st et e be s aeebeesees e se e be st e sseebeeneen e e e e s e stesnesreaneaneeeenrs 0.2
In-person payments (8 instruments available) ... 2.6
PP INSEIUMENES. ...ttt bbbt b e bt b e bt b e e et e nb e eb e e b e e b e e b e e e em b e nbeebenbeabeebeaneenneee 1.2
PAYIMEINE CAIUS. ... ettt ettt bt bbbt bt e b e oo st e b e e bt s b e e b e e b e e Rt en b e b e b e nbeeb e et e s bt ebe e e ente e 1.3
ELECIIONIC PAYIMENTS. ...t cueeeete ettt ettt b e bbbt bt e st e s e ee e e b e skt e bt e bt e Rt eh e e b et e nbeebe st e aneane e e ennas 0.1
Year
All payments (9 iNStruments aVailable)............ooiiiiiiiii e e 4.1
PP INSEIUMENES. ...ttt ettt bbbttt b e bt bt b et et e eb e eb e e b e e bt e b e e e e n b e nbeebenbeebeebeeneenbees 1.6
PAYIMEINE CAIUS. ...ttt ettt et bbbt bt bt e b e oo s e e b e e b e s b e b e e b e e Rt eh b e b e b e nbeeb e et e s bt ebe e e ente e 15
ELECIIONIC PAYIMENTS. ... vttt ettt ettt b e bbbt bt et e s e saeeb e skt e bt eb e e Rt eh e e b et e nbeebe et e aneaneenennas 1.0
Bill payments (8 instruments available)T...........cooiiiiiiii e 3.0
T L TS (0 11 ) S SS 1.0
1T 107 o [P 1.1
Tt (o T TR o 1Y LT TSRS 0.9
Online, non-bill payments (6 instruments available)t ... 1.2
PP INSEIUMENES. ...ttt ettt bbbt b e bt b e bt bt b e e e a b e eb e eb e e b e e bt eb e e e en b e nbeebenbeabeebeaneeneees 0.3
PAYIMEINE CAIUS. ...ttt ettt bttt bt bbbt bt e b e oo s b e bt e bt e b e bt e b e e Rt eh b e e e b e ebesb e e b e s bt ebe e e ente s 0.8
ELECIIONIC PAYIMENTS. ... ittt ettt e bbbt bt bt et e s e ee e b e b e e bt e b e e Rt eh e e b et e nbeebe st e aneanee e ennas 0.2
In-person payments (8 instruments available)* ... 2.9
T 0L TS (U 1] ) PSS 1.3
1T 107 o[RS 1.3
Tt (o T TR o 1Y LT TSRS 0.2

t Traveler's checks are not presented to the respondent as an option for bill payments.

¥ Cash, traveler's check, and OBBP are not presented to the respondent as an option for online payments.
** OBBP is not presented to the respondent as a payment instrument for in-person payments.

Notes: 2, 4.
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2015 Survey of Consumer Payment Choice

Table 35

Loss, Theft, or Fraudulent Use of Payment Instrument
Percentage of consumers or adopters and mean dollar value

Percentage of consumers

INCIAenCe iN PAST 12 MONTNS .....o.oiiiiii ittt e e bbbt st e et e e e e sbe b b e 15.1
(O TS OOV URPPN 9.1
CNBCKS. . h ettt bbb R £ AR bR R £ et R bRt b e R bt b et en e e e ntas 0.8
(01 =T [ 0% T o IO RUR USSR 4.4
DEIDIE CANM. ..ottt et bbbt b et e s e b e bt bbb et e R b e et bbbt bt eneenentan 4.7

INCIAENCe OF IAENTItY TNETL........i it r e et esrenrenrs 235
Myself and SOMEeoNe | KNOW WEILL.........c.oiiiiie e 5.9
SomMeEOoNE | KNOW WEIT ONIY.....ooieiicec e et seenre e e 11.7
Y111 0] 0 USSR 5.8

INCIAence iN PAST 12 MONTNS .....c.iiiiii e bbb b e bbbttt e e e sbe e b e 15.2
L7 ] 2 SRR 9.2
(O 1= o) TR SPTOPUSR 0.9
(O3 =0 [ A o= U0 IO USSR 5.7
(=] o1 Qo U (o SRRSO 5.8

(0T o IO 153
Amount of fraudulent chargest

(O 1T 3 S

L@ =T | o= o 561

[0 1< 0T A% 1 (o 283

* For each payment instrument listed, the value is the average amount for all consumers who experienced loss, theft, or fraud of that
instrument over the past 12 months.

t The amount of fraudulent charges may not be the actual amount of the loss borne by consumers. Actual consumer loss depends on the
policies of depository institutions and card network agreements.

Notes: 2, 3, 11.
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2015 Survey of Consumer Payment Choice

Table 36a

Assessments of Payment Instruments: Acceptance for Payment
Percentage of consumers

Rarely  Occasionally Usually Almost always

Often accepted

accepted accepted accepted accepted

CaSh....cereiiree s 3.3 2.6 8.4 14.7 71.0
ChECK...cviieiieieere e 6.3 16.5 25.6 29.7 21.8
Money Order........cccoevevevevereerennnns 13.6 22.8 21.8 20.3 21.5
Debitcard.......ccccocvvvvivvinireiee 2.3 1.8 8.7 247 62.4
Credit card.........ccooveevviviiveriercreinns 2.3 1.4 6.9 235 65.9
Prepaid card.........cccoovvevnvniveiieinnnnns 3.7 5.4 194 29.0 42.5
Bank account number payment....... 27.0 19.6 19.5 17.0 16.9
Online banking bill payment........... 11.0 12.2 22.8 26.0 28.0
Notes: 2.
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Table 36b

Assessments of Payment Instruments: Acquisition and Setup
Percentage of consumers

Very hard Hard to get Neither Easy to get Very easy to
to get or set hard nor
or set up or set up get or set up
up easy
CaSh....cereiiree s 2.8 3.3 19.5 19.8 54.5
ChECK...cviieiieieere e 2.6 8.5 26.2 34.4 28.3
Money Order........cccoevevevevereerennnns 8.5 21.7 30.7 23.0 16.2
Debit card.......ccccooeveviviniiiiinen 2.0 6.4 21.2 37.3 33.1
Credit card........coovvvveivnieneineienens 4.3 9.3 20.7 355 30.2
Prepaid card.........cccoovvevnvniveiieinnnnns 3.7 9.8 35.0 29.0 22.5
Bank account number payment....... 3.3 13.6 31.2 31.9 20.0
Online banking bill payment........... 3.7 145 26.2 34.9 20.7
Notes: 2.
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Table 36¢

Assessments of Payment Instruments: Convenience
Percentage of consumers

Neither
. V_ery Inconvenient Inconvenient Convenient V_ery
inconvenient nor convenient
convenient
CaSh..ueiiiiccee e 5.5 9.2 14.7 25.8 44.9
CheCK...uoooieiiiiicec e, 9.3 22.7 23.3 26.4 18.2
Money order........c.ccooeeeeeiceeiieneene. 27.2 29.7 22.5 13.3 7.2
Debit card........ccccoevvviveeeiiiiirieennn, 35 2.1 10.1 30.2 54.1
Credit card.........coceeevveiveeiirieiieenne, 4.6 1.4 8.9 27.6 57.5
Prepaid card........ccccooeveiinienicinins 8.0 11.2 24.8 30.6 25.4
Bank account number payment....... 10.3 18.7 24.9 26.6 19.5
Online banking bill payment........... 5.1 6.6 19.5 304 38.4
Notes: 2.
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Table 36d

Assessments of Payment Instruments: Cost
Percentage of consumers

. Neither
Very high High cost high nor Low cost Very low
cost cost

low cost
CaSh....cereiiree s 2.3 2.7 224 10.6 62.2
ChECK...cviieiieieere e 4.1 9.1 23.0 32.9 30.9
Money Order........cccoevevevevereerennnns 6.4 24.8 25.2 32.4 11.2
Debit card.......ccccooeveviviniiiiinen 4.0 7.7 23.3 254 39.7
Credit card........coovvvveivnieneineienens 15.2 29.5 18.4 16.1 20.8
Prepaid card.........cccoovvevnvniveiieinnnnns 5.1 15.7 335 22.3 23.4
Bank account number payment....... 35 5.2 29.8 21.6 39.8
Online banking bill payment........... 3.1 5.4 27.0 20.1 44.4

Notes: 2.
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2015 Survey of Consumer Payment Choice

Table 36e

Assessments of Payment Instruments: Payment Records
Percentage of consumers

Very poor Poor Neither Good Very good
records records good records records
nor poor
CaSh.....covvecieicece e 34.3 21.8 19.1 12.6 12.1
CheCK.....ooviiriicrieiiccecece e, 2.8 5.3 14.0 42.4 35.5
Money Order........cccoevevevevereerennnns 15.0 18.3 30.2 25.2 11.3
Debit card.........cccoovvviviiiiiiiicrienens 2.2 2.1 12.8 375 455
Creditcard.......c.coeveeveeieciiieirienen, 2.3 15 9.6 35.6 51.0
Prepaid card.........cccoovvevnvniveiieinnnnns 14.4 185 34.6 21.3 11.1
Bank account number payment....... 35 2.7 16.4 36.1 41.3
Online banking bill payment........... 3.3 2.1 16.1 33.9 44.6
Notes: 2.
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Table 36f

Assessments of Payment Instruments: Security
Percentage of consumers

Neither
Very risky Risky risky Secure Very secure
nor secure
CaSh....cereiiree s 38.6 13.9 14.3 12.1 21.1
ChECK...cviieiieieere e 13.2 31.3 245 235 7.6
Money Order........cccoevevevevereerennnns 14.2 21.0 25.4 25.5 14.0
Debit card.......ccccooeveviviniiiiinen 17.9 27.7 13.7 30.5 10.2
Credit card........coovvvveivnieneineienens 16.3 22.8 14.2 32.0 14.7
Prepaid card.........cccoovvevnvniveiieinnnnns 21.4 22.6 28.3 19.1 8.6
Bank account number payment....... 24.8 29.1 145 23.4 8.2
Online banking bill payment........... 16.7 22.9 17.0 32.2 11.2
Notes: 2.
Survey of Consumer Payment Choice Version of June 2017 ©2008-2017 Federal Reserve Bank of Boston
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Table 37a
Assessment of Debit Authorization Mode
Percentage of consumers

Neither Very
Security Very risky Risky risky nor Secure secure
secure
PIN debit card.........ccocovriiiiineiiineccnn 7.3 20.0 14.6 442 13.9
Signature debit card..........ccoooeviiiiiniiennn, 6.0 29.2 23.1 32.7 9.0
No PIN and no signature debit card............. 43.2 35.6 12.3 5.7 3.1
Using a debit card online............cccccceeine. 20.1 40.2 19.7 16.8 3.1
Using a debit card during a voice call.......... 315 40.6 15.3 10.6 2.1
Using a debit card with a mobile app........... 24.0 40.3 18.3 14.9 24
Notes: 2.
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2015 Survey of Consumer Payment Choice

Table 37b
Preferred Way of Authorizing Debit Card Payments
Percentage of consumers

L1 TR TS TUUTO OO RTOTUUTSO VRO UTSTPRUOTORUTN 53.4
YT g LU (OO TP URORORRPN 18.8
Either one is fine/I'm INGITFEIENT.........oi i 24.7
Neither one/ | prefer not to enter a PIN Or give MY SIgNatUre..........ccoooireiiniiieie e 3.1

Notes: 1, 2.
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2015 Survey of Consumer Payment Choice

Table 38

Demographics: Gender, Age, Race, Ethnicity, and Education
Percentage of consumers, except where noted*

U.S. Population age 18 + older (millions)t 242.6
Number of survey respondents 1 1,429
Gender
LTSS U RO 48.2
FRIMALE. ... ettt s et e bt bt bt e b e e Rt e R et e b e eb e eh e e b e e R £ e E e e e et e neeeheebeebeeb e e e e neennen 51.8
Age
LB=24 ..k b b LR bR bR bRt E e bt Ee bt b bt bbb rens 6.7
253 bbbt R e Rt h e Rt R £ Rt R £ Rt b e Rt R e e R e bt et e ebe st be b e be b e 23.3
S5 bbb bR bR Rt R £ R R e Rt bt Rt b e Rt bt e b e bt te b e te b e 16.4
S OO RRR PSR 17.7
oS OO OO OO SOPRP RSO PRRSRPRN 16.7
LGToR: T o I ] o T OSSOSO R VSO UR PSPPI 19.2
Race
LT 2T USSR 76.3
BIACK. ...ttt ettt bbb bR R Ao b e b b e R e R SR £ e £ e R bRt e b e EeeheeE e e Rt enbenneabenbe b 13.2
AASTAN. ..ttt bbb E R e R e £t e Ao h e SR e eR £ SR £ e £ oAb e R e R e AR e eR£eE £ e R e eR b e Rt eh e R e Rt e b e et et e be b e 4.1
(@] 11 OO POTO TP 1.7
Ethnicity
L L 022 LT TR0 g I Y {1 o TSRS 13.2
Education
NO Nigh SCROOI QIPIOMA. ...ttt bbbttt b e b bbbt b e e 9.0
[ [0 1ol To o | PO OO U TR RURPRURRRN 32.8
SOME COIIBOR. ...ttt bbb bbb et e b e e e eb e e b e b e e b e e Rt e R e e ne e b e nbeeb e et e bt e b e e e e b es 28.3
LO00] | [T TSSOV URT 17.0
POSE-gratUALe SEUAY . ......ecuiiieieieiiiie ettt ettt b ettt et e e b e e bt s bt bt et e e e enbeneenbenbenbe s 13.0

* Estimates are weighted. The table of unweighted sample demographics is available upon request.
t Source: Haver Analytics. October estimate, Civilian Noninstitutional Population by Sex and Age

T All estimates in this document use the Understanding America Study sample, which has 1,429 observations. Those 1,429 observations
are split betwen 1,349 observations from the UAS Nationally Representative sample and 80 observations from the UAS Native American
sample. The entire 2015 SCPC dataset has 1,933 total observations; 1,429 from the UAS samples, and 504 from GfK.

Notes: 2.
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Table 39

Income and Labor Force Status
Percentage of consumers*

Household income

LSS than $25,000......c..cueitiieeiietiiteieeie ettt bbbttt E et b bbbt b et 21.8
B25,000-F349,999......e ettt b e R e R bR bR R R e st R bRt R et n et nes 241
B50,000-F874,999......e ettt bR b e b e bR R bR R R e R bt bRt Rt n e s 19.2
B75,000-F399,999......e ettt bbb e R e bR R R R AR bRt R bRt n e 11.7
B100,000-F124,999.......c0eieiieiterieieete ettt bbbt b et b bR bR R Rttt R bRt n e s 8.6
B125,000 OF IMOTE.....cuerieeeerestereiseereestesesesessesesseseseseesesessaseseseesesessasesessesesessasesessasesessaseseseasesesessesesensesensnsesens 14.7

B125,000-F199,999......c0eitiieiiitiiteiet bRt b bbbt e 11.0

$200,000-F499,999.......c0eiuiteieiteieee bR bbbt b bbbt r e 2.8

500,000 OF MOTE.....e.eeuereieerresietereseeeereseseeseseesereseeseseseeseseseaseseseesesessesesessesesessasesessesesessasesessesesessesesessesenees 0.9

Respondent income
HiIGheSt iN NOUSENON. ......ceiiee ettt b et bttt et et nee b b 50.8
ADOUL QUAT WITH NIGNEST.......ei e bttt b e bbbt st e e e 144
P40 1o 4T g T=E] SO OSSR PRR 23.9
3 NIGNESE OF TOWET ...t bbbttt bbbt e et e s et e b e bbb esneen e e e neas 10.9
Labor force status

@R 15 =T 011 ALY o] (T SRS 58.8
ON SICK OF ONEI TEAVE. ......cvieeeiecte bbb et b ettt b e et e b et et st e ebeabeneetens 0.6
UNemPlOYEd — 0N TaYOFFT ..o e et 0.8
L0 T=T 0T [0)YZTo IR o To] {4 o TSP 6.1
(=] (T =T OO OO ST PRTPOPRTSRPRTORPIN 15.5
(DT o] <o OSSPSR 6.8
L@ 1 T=] SO OO PRTPTSO PRSPPI 44
L] [oTot o B U] LA o] Co o LT o 1TSS 6.9

* Estimates are weighted. The table of unweighted sample demographics is available upon request.
t The numbers for unemployment differ from the official BLS numbers because of differences between the UAS panel and the BLS in the
methodologies for collecting the data and computing the unemployment rate.

Notes: 2, 3.
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Table 40

Consumers' Financial Responsibility in the Household

Percentage of consumers

None Some Sc:]jz;ﬁ?/ Most All
Bill payment.........ccocooeiiniiinnns 14.0 10.2 15.0 8.2 52.6
ShoppiNg....c.ccovvvveircece e 8.2 16.6 20.6 13.3 41.2
Saving and investing...........ccce.c.... 11.0 7.8 31.0 12.9 37.2
Other...ceiiiceee s 105 9.3 26.9 13.2 40.1
Notes: 1, 2.
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2015 Survey of Consumer Payment Choice

Table 41

Selected Assets and Liabilities
Percentage of consumers or dollars per consumer, unless otherwise noted

Home ownership rate (Percentage 0f CONSUMETS)........ciuiirireierireiieeereeeseeste e e sra e eseesaeste e sre e sneesaeeeneenes 61.9

Credit card limits
Mean credit card limit (dollars)

P CONSUIMIEY ...ttt bbbkt h ekt e b e e bt e e e Re e bt e b £ e ke 2R ke eh e e b b e nb e e e b e e nbe e b e e anesanesaeenbeenes 15,019
Per Credit Card AUOPLET .. .. .e ittt ettt b e b bbbt es e e e e besbesb e st e ebe et e e e eneennen 19,596
Per adopter With Unpaid DAIANCE. ..........oii i 17,934
Median credit card limit (dollars)
P CONSUIMIET ...ttt b kbbb bbbt E e Rt £ st e s b e et bR e Rt bt e bt eb e e e e e e e nnenbeane s 5,910
Lo o T [ Aoz (o I To (o] o] (=] SRS 9,861
Per adopter With Unpaid DAIANCE. ..........coiiiie e 9,721
Credit card debt
Carried unpaid balance at any time during the past 12 months (percentage of credit card adopters)............ 59.0
Carried unpaid balance last month (percentage of credit card adopters).........cccceveviieiiniiniiic i 53.3
Mean credit card balance unpaid, previous month (dollars)
P CONSUIMIET ...ttt ettt bbbkt h bbb e bt bt e Rt bt e b e et bR e Rt bt e bt eb e e e e nennennenbeane s 2,172
Lo o T [ oz (o I To (o] o] (=] PSSR 2,840
Per adopter With Unpaid DAIANCE. ..........ciiiiie e 4,816
Median credit card balance unpaid, previous month (dollars)
PO CONSUIMIEY ...ttt etttk h ekt e ke e bt et he e bt e b £ e ke 2Rt e eh e e b b e nb e e nb e e nbe e b e e sbesaneeaeenbeenes 0
Per Credit Card AUOPLET .. .. .e ittt bbbttt bbb bt bt es e e e e benbesb e st e ebe et e e e eneennen 186
Per adopter With Unpaid DAIANCE. ........c.oiiiie b 1,492
Change in unpaid balance since a year ago (percentage of credit card revolvers)
IVIUCKH TOWVET ...ttt bbb bbbtk bbb bbbt b 18.4
[0 TP T TP T TP U TP PP PRPRUPTUTPPPRPRTPIN 22.1
ADOUL TNE SAME. ...ttt bbbttt s b et b et et b et et b et bbb r e 24.6
[ T 1T OSSR 26.8
o] o T o T T SRS 8.1

Notes: 1-3.
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