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nrodcion:
Ben Fin nd he 
Chnging Mexicn 
Consmer
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Ben Fin hs become one o he min bromeers o consmer spending in Mexico. 
More hn js  discon seson, i now represens  criic momen o observe how 
consmer preerences, prioriies, nd innci hbis re evoving.

n recen yers, he Mexicn shopper hs shied rom being n recen yers, he Mexicn shopper hs shied rom being recive o incresingy 
sregic nd digi. Consmers pn hed, compre prices, nd seek ricioness 
shopping experiences. More hn ever, hey prioriize secre, simpe, nd exibe 
pymen mehods h ow hem o minin conro over heir innces wiho 
compromising iqidiy.

n his conex, n his conex, digi pymen mehods hve moved rom being n ernive o 
becoming  bseine expecion or he modern consmer. Soions sch s By 
Now, Py Ler BNPL hve shed he be o n “emerging rendˮ nd re beginning 
o consoide s n cive consmer demnd, driven by sers seeking o mnge 
heir money in  more eicien nd rnspren wy.
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How Did Mexicns 
Pn Their 
Prchses Dring 
Ben Fin?
Pnning hs become one o he ceres 
signs o he growing mriy o Mexico̓s 
digi consmer.

Rher hn prchsing impsivey, sers Rher hn prchsing impsivey, sers 
prepre in dvnce, compre opions, nd 
mke sregic decisions bo where nd 
how o ke dvnge o Ben Fin 
promoions.

Pre-prchse behvior:

pnned heir prchses 
one o wo weeks in dvnce

0%

chose o eve opions nd 
mke prchses excsivey 
dring he even dys

25%

o Keski Py sers repored 
pnning o mke prchses 
dring Ben Fin 2025

5%
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enerion nsighs

Miennis nd en Z Leding he 
Shi Towrd Pnned Consmpion

Wih over 0% pricipion ech mong consmers who 
pnned heir prchses, Miennis nd en Z represen  new 
innci cre—one h is digi, inenion, nd ocsed on 
mximizing vibe resorces.

For hese generions, pnning does no men imiing For hese generions, pnning does no men imiing 
consmpion, b mking smrer decisions. They se oos 
sch s By Now, Py Ler BNPL o preserve iqidiy 
wiho missing opporniies, reinorcing he ide h 
echnoogy is so  vehice or conro nd innci sbiiy.
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Technoogy domined he shopping cr.
Wih 2% o prchse preerences, pops, smrphones, nd gming consoes ed 
consmer spending dring Ben Fin 2025.

They were oowed by shion nd oower 2% nd home ppinces %, whie 
home, bey, nd rve ronded o he is o he mos sogh-er cegories.

Prchse Preerences 
o Mexicn Consmers 
Dring Ben Fin

0%

5%

0%

5%

20%

25%

Technoogy 
(pops, smrphones, 
gming consoes)

Fshion nd 
Foower

Home Appinces Frnire 
nd Home

Bey nd 
Person 
Cre

Trve nd 
Trnsporion

roceries Edcion 
(corses, 
iion)

2%

2%

%

%

%

7%

%

%
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enerion nsighs

en Z nd Miennis ed echnoogy prchses, wih 2% nd 2% respecivey, 
reecing heir srong connecion o digiizion nd heir ppeie or innovion.

n conrs, Boomers concenred heir spending on home ppinces 25%, 
prioriizing ncioniy nd home pgrdes, whie en X showed  more bnced 
spending pern cross echnoogy, shion, nd home-reed cegories.

Home Appinces

en Z

en
Mieni

en X

7%

7%

20%

25%

2%

2%

22%

%

%

%

2%

7%

%

%

%

8%

%

2%

2%

%

%

%

%

7%

0%

%

%

2%
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%

%
en
Boomers

Technoogy Frnire nd 
Home

Bey nd Person 
Cre

Fshion nd 
Foower

roceries Edcion Trve nd 
Trnsporion



Ben Fin is perceived s n opporniy o ge more ve or he sme mon 
o money.

The primry moivion or priciping conines o be king dvnge o 
promoions, hogh mny consmers so view i s he ide momen o prchse 
somehing hey geniney need or o bring orwrd imporn pnned prchses.

A smer shre o consmers sed he seson o A smer shre o consmers sed he seson o ge hed on hoidy gi shopping 
8% or o re hemseves 8%, reinorcing he ide h Ben Fin is so n 
opporniy o enjoy spending in  hogh, inenion wy.

Wh Moives Mexicn 
Consmers o Shop 
Dring Ben Fin?
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2%

2%

Accessing promoion discons

Prchsing esseni iems
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Mexicn consmers hve become more nyic nd sregic shoppers. Beore 
mking n imporn prchse, mos compre opions nd civey seek exibe 
pymen mehods, sch s Keski Py, h dp o heir bdge.

By generion, en Z is he mos ikey o compre opions 72%, whie Boomers 
pce he highes ve on he biiy o py in insmens 7%.

n erms o shopping orm, more hn h o en Z 5% preers onine shopping, 
wheres oder generions ve digi nd in-sore experiences eqy, seeking 
convenience nd rs cross boh chnnes.

0%

20%

0%

0%

80%

Compred prices cross 
dieren reiers

Looked or opions h 
ow insmen 
pymens

Reviewed rings or 
recommendions

Mde he prchse wih 
imied nysis

0%

%
% %

How Do Mexicns Shop When Mking 
n mporn Prchse Decision?

BNPL Becomes One o he Mos Preerred 
Digi Pymen Opions

o sers se Keski Py s heir 
primry pymen mehod

enerion nsighs

20%
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Wh begn s n innovive ernive hs now become one o he mos widey 
chosen onine pymen opions.

The By Now, Py Ler BNPL mode snds o or is exibiiy, rnsprency, nd 
convenience, nd mong yonger generions, i is incresingy consoiding s  
preerred wy o py.

Beyond prciciy, sers ve he Beyond prciciy, sers ve he criy, secriy, nd conro BNPL 
provides—qiies h bid rs nd mke i  nr choice or n incresingy 
digi consmer.

Mos Used Pymen Mehods or 
Onine Shopping
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20%

0%

0%

80%

BNPL (e.g., Keski Py) Credi crd Debi crd E-wes Convenience sore pymen

7%

2% 5%% 2%

Consmer Percepions o Pymen Mehods

rs pymen mehods h do 
no reqire shring bnk deis

%
express concerns bo rd 
when shopping onine

57%
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n he bsence o Keski Py, 50% 
o sers wod hve posponed 
heir prchse.

Keski Py: Biding Trs 
Throgh Conro nd Choice
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Keski Py hs consoided s one o he mos widey chosen pymen opions 
mong Mexicn consmers, direcy inencing sers̓ prchse decisions.

s ppe ies in simpiciy: pying wih criy, wiho ricion, nd wiho 
compromising iqidiy.

Presence  Checko

More nd more sers re choosing Keski Py s pr o heir digi shopping 
roine.

The The BNPL mode is no onger n ernive; ody, i is  nr pr o he pymen 
experience nd, or mny consmers, heir primry mehod when shopping onine.

Key Resons or Choosing Keski Py
Users preer Keski Py or hree key resons:

The Roe o Keski Py Wihin 
Consmers̓ Pymen Opions
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Used reqeny Used or speciic 
prchses

Primry pymen mehod Tried

%
%

2%

8%

cer nd predicbe 
pymens.

Trnsprency
he biiy o spred 
pymens wiho 
compromising iqidiy.

Conro
prchsing wiho 
shring bnk deis.

Secriy
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n 202, pymen mehods wi conine o evove owrd more semess, secre, 
nd ser-cenric experiences.

Technoogy wi py  key roe in mking pymens incresingy simpe nd 
personized, whie rs wi consoide s he re dierenior mong he 
pymen opions vibe in he mrke.

User Expecions o Pymen Mehods
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Consmers wi seek greer conro over heir money, sronger rd proecion, nd 
insn, semess processes, s we s ineres-ree opions wih no hidden coss 
h dp o heir iesye.

n his conex, exibe pymen mehods wi conine o expnd nd gin rcion, 
driven by heir biiy o deiver criy nd convenience.

Fexibe pymen mehods, sch s BNPL, conine o gin momenm nd re 
shping p s one o he mos consisen preerences heding ino 202.

Adopion is spreding cross  generions, bei driven by dieren moivions: 
yonger consmers ve convenience nd  semess digi experience, whie 
oder generions emphsize he biiy o beer mnge heir innces nd minin 
spending conro.

The rend is cer: The rend is cer: consmers re ooking or pymen mehods h dp o 
hem—no he oher wy rond.

Wihin his ndscpe, soions ike Keski Py re consoiding s  key oo or 
hose who wn o shop wih conidence, criy, nd wiho compromising iqidiy.

How Mexicn Consmers Pn o Py in 202
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The d presened in his repor comes rom  srvey condced by 
Keski mong 800 Keski Py sers.

The srvey ws condced onine, nd he smpe chieved  5% 
conidence eve wih  5% mrgin o error, ensring  soid 
represenion o he consmpion hbis observed wihin his popion.

Sdy Mehodoogy
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Keski is he eding by now, py er BNPL nd onine consmer credi 
porm in Lin Americ, known or is innovive innci services. s 
gship prodc, Keski Py, ows csomers o mke prchses nd py 
er, boh onine nd in physic sores. Addiiony, he compny oers 
Keski Csh,  person on prodc. Appying riici ineigence, Keski 
enhnces ccess o innci services  sce. To de, he compny hs 
issed rond 0 miion ons cross Mexico, beneiing individs nd 
enrepreners. Noby, 0% o Mexico's op e-commerce merchns now 
oer Keski Py s  pymen opion. Lern more  Keski's websie: 
hps://www.keski.com/

Press conc: Kren.herrer@keski.com

Thnk yo! 

Abo Keski


