
State of Spend
Q 1  2 0 2 2  

A Whole Wallet View on Consumer Purchase Behavior

US Q1 consumer spend increased  
7% year-over-year, the highest in four years, 
although inflation may begin to rein it in.



We put these purchase insights into action every day through precisely targeted campaigns that 
drive incremental return on ad spend. This report highlights important shifts in consumer spend in 
the first quarter of 2022 across industries so marketers can take action to drive measurable sales.



Consumer spending in the United States has been on the rise over the past four years, and despite 
the effects of inflation, 



The effects of record level inflation1, however, are starting to be seen. Fluctuation in the last weeks 
of March indicates consumers have started to pull back on their spending. This has led to a slowing 
growth rate after strong spending in January and February. 


consumers are continuing to spend more than ever with spend up 7% in 
Q1 2022 vs. Q1 2021.


1 U.S. Bureau Of Labor Statistics. (2022, April 12). Consumer Price Index Summary. Retrieved April 20, 2022, from https://www.bls.gov/news.release/cpi.nr0.htm
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With insight into 1 out of every 2 debit and 
credit card swipes in the US, Cardlytics 

is committed to helping marketers 
understand and respond to current trends 
that are impacting their industries. 
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The way consumers purchase has changed quite dramatically in the past three years. Consumer 
confidence in in-store shopping is stabilizing, as online sales growth slows after pandemic-driven 
multi-year growth. 

Shifts in consumer spending habits over the last three years required brands to reevaluate their 
online customer experience. Companies large and small that quickly responded, thrived. The 
immense transformation experienced within disruptor categories, such as Restaurant delivery and 
Direct-to-consumer (DTC), led to massive growth. Slowing growth for these categories in 2022 
indicates that while they are here to stay, brands need to determine the right path forward in 
targeting the right consumers more effectively and cost-efficiently.



This year looks to be a key crossroads for DTC. Newly acquired customers helped drive strong sales 
from 2019 to 2021, but now with slowing growth rates in 2022, the ROI related to customer loyalty 
cannot be underestimated and should be considered a huge growth opportunity to drive increased 
market share. 
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Online vs. In-store

Q1 2022 consumer 
spend growth  
by channel

Q1 2022 consumer 
spend growth
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Consumers couldn't wait to get out of the house this year. They are welcoming 2022 with a travel 
enthusiasm that remains largely undaunted, focused on leisure and entertainment in the new year. 
The Travel and Entertainment, and Restaurant industries all saw spend increases in Q1 2022, with 
the overall growth in purchases contributing to positive consumer spend. 

The travel industry, amid a strong resurgence in Q1 2022, is the comeback story of the year.  
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What is driving the overall 
Q1 spend increase?

Change in total spend, purchases, 
and spend per purchase 2022 vs 2021
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That’s Entertainment!
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As governments around the world ease travel restrictions and infection rates drop in many 
countries, consumers are showing pent-up demand for travel after a long period of restrictions. 
Large consumer spend growth in key Travel and Entertainment categories highlight consumers 
desire to seek out fun-filled and travel-centric experiences.

345%
CRUISE LINES

213%
CONCERTS/THEATER

110%
amusement parks

99%
AIRLINES

83%
travel aggregators

and agencies

55%
museums/parks

39%
hotels/lodging

29%
full-service

restaurants

Q1 YoY Consumer Spend Growth: 

The Restaurant industry 
seems well positioned to 
continue its recovery. 
Consumers can be quick to 
shed expenses which are 
seen as a luxury when 
budgets are tight. In this 
price sensitive time, however, 
diners seem to be blurring 
the lines between luxury and 
convenience, as consumer 
spend, purchases, and spend 
per purchase are all up for 
the Restaurant industry. Full-
service restaurants are 
leading the pack, seeing the 
greatest year-over-year 
change in spend (29%).



As a combined result of the lingering effects of the pandemic, recurring supply chain roadblocks, 
global political upheaval, and a recent inflation surge, gas prices have hit an all-time national 
average high of $4.18 per gallon2. This ongoing issue isn't just affecting how much consumers are 
spending on fuel, but also how they prioritize their hard-earned dollars.

The change in spend per purchase is  
driving spend growth. As oil prices increase, 
consumers make larger dollar purchases at the 
pump. In 2021, $50+ purchases were only 13% 
of purchases. 

Gas & Convenience made up 17.3% of customer 
trips in 2021 but slightly decreased to 16.5% in 
2022, indicating 

In 2022, almost 1 in 3 fuel 
purchases is over $50.




people are making slightly 
fewer trips.

Consumers have historically spent  
10% of their wallet on Travel, while Gas  
& Convenience accounted for 7%.  
In 2022, they flipped priorities, with  

Consumer spend increases, likely due to 
inflation, in Restaurant, Grocery, and Gas  
& Convenience have come at the 

Gas & Convenience (10%) overtaking 
Travel (9%).




expense  
of Retail and Big Box.
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Spotlight: 

The Gas Industry

 2 U.S. Energy Information Administration (EIA). (2022, April 18). Gasoline and Diesel Fuel Update. Retrieved April 20, 2022, from https://www.eia.gov/petroleum/gasdiesel/
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Consumers save  
on the brands they love 
(or get introduced to new 
ones!) at an all-time high 
on price sensitivity

Brands can more effectively 
and cost-efficiently target   
the right consumers (using our 
pay for performance model)

In Q1 consumer spending was at its highest in four years. Q2 brings the highest inflation we’ve seen 
in 40 years, creating an increase in prices across the board. There’s never been a better time to use 
“data for good.” And at Cardlytics, using data for good means everyone wins.

Through our brand-safe, fraud-free advertising platform inside our financial institution partners' 
digital channels, we can predict future shopping preferences using past purchase behavior. These 
insights help brands reach real people and positively influence their purchase decisions with 
relevant ads that reward them with cash back, frictionlessly.

Take action with answers to pressing questions: 




When are consumers starting to make in-store purchases? 


How quickly am I gaining or losing share vs. my competitors? 


How are my online and in-store purchases performing  

   against my category?


Are my newly acquired customers likely to churn? 

+ 

+ 

+ 

+ 

Whether marketers are 
experiencing ups or downs in 
consumer spend, Cardlytics is 
focused on helping all brands 
navigate the times and drive 
measurable sales. 



Contact us today for analysis and 
a campaign strategy customized 
for your brand. 
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We’re Here to Help

Financial Institutions increase 
engagement and loyalty

by providing cash back savings 
to customers from brands they 
like to shop

168M
We offer the opportunity

to more than Consisting of Adding up to over

monthly active users card swipes in consumer spend each year

1:2 $3.5T
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Cardlytics powers digital 
advertising for banks and 
financial partners.

Through our financial institution partnerships, we have  
a complete view of where, when, and how customers  
shop online and in-store. Using this powerful Purchase 
IntelligenceTM, we help marketers identify opportunities, 
reach real people with relevant ads, then precisely measure 
the results.



To learn more about how Cardlytics can help your brand, 
visit www.cardlytics.com


Analysis in this report is based on data derived from the Cardlytics platform between December 31, 2021 and March 31, 2022.  
While analysis is representative of purchase behavior, it does not include every customer or every financial institution on the Cardlytics platform.

http://www.cardlytics.com

