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The 2022 Global Digital Shopping Index, a PYMNTS
and Cybersource collaboration, examines the
behaviors of 13,114 consumers and 3,100 merchants
across Australia, Brazil, Mexico, the UAE, the U.K.
and the U.S. This second year of this global study
examines the factors that influence how and
where consumers shop, how they pay for what
they purchase and the features that establish
merchant preference.
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for the company’s support and insight.

retains full editorial control over the following findings,
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Introduction

nflation rates in Australia reached
a 20-year high in May, stoking fears
about reduced consumer spending.
As the rising prices of daily essentials
such as food and gas continue to take a
significant chunk out of local consumers’
paychecks, Australian mainstay retailers
are grappling with how local shoppers’
spending patterns stand to impact their

future sales—and they are not alone.'?

Australian merchants, large and small, are
taking active measures to reduce their
prices to attract more local shoppers.
PYMNTS’ latest research shows that 64%
more Australian merchants offered sales,
discounts and coupons and 10% more
offered price-match guarantees in 2021

than in 2020. This rise underscores how

many Australian merchants now believe
that lowering prices is the best way to drive

sales in the future.

Forall of this hyper-focus on sales, coupons
and discounts, however, many Australian
merchants overlook something arguably
more important to their long-term suc-

cess: digital feature innovation.

PYMNTS’ recent survey of 13,114 consumers
and 3,100 merchants across six countries
shows that international consumers’ appe-
tite for digital and cross-channel shopping
features like curbside and in-store pickup
options for eCommerce orders, in-store
navigation apps and digital profiles that
consumers can access across purchas-
ing channels is rapidly increasing. Most

merchants around the globe are adopt-

"Cole, W. Australian inflation hits 20-yr high, May rate rise seen in play. Reuters. 2022. https:/www.reuters.com/business/australian-inflation-hits-20-year-high-brings-rate-rises-

near-2022-04-27/. Accessed May 2022.

2 Author unknown. Australia’s central bank drastically raises inflation forecasts, flags more rate hikes. 2022. https://www.cnbc.com/2022/05/06/australias-central-bank-drastically-

raises-inflation-forecasts-flags-more-rate-hikes.html. Accessed May 2022.
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ing more of these features to meet this
rising demand, but Australian merchants
are actually cutting back on them. Thirty-
six percent fewer Australian businesses
offered buy online, pickup in-store, or
click-and-collect, options in 2021 than in
2020, for example, and 23% fewer offered
the ability to set up cross-channel capable

digital profiles.

That is only one of the findings PYMNTS
uncovered for The 2022 Global Digi-
tal Shopping Index: Australia Edition. We
asked 2,076 Australian consumers how
their shopping habits have changed in the
past year and how easy and seamless they
believed their most recent shopping expe-
riences were to gain a firsthand account
of how well local merchants are respond-
ing to customers’ heightened demand for
digitally integrated, cross-channel shop-

ping experiences. We also asked the 603
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Australian businesses we surveyed which
features they adopted or removed in 2021
to learn which features have the greatest

impact on shopper satisfaction.

By combining this wealth of data, we calcu-
lated a unique Global Digital Shopping Index
score for each country. This score provides
a quantitative measurement of the friction
that consumers encounter throughout
their retail shopping experiences. Higher
Index scores represent more frictionless
shopping experiences. This Index uses our
in-depth research to detail how Australian
merchants’ focus on sales and other deals
impacts customer satisfaction and reveals
which digital innovations can help mer-
chants drive conversion and boost their

bottom lines.

This is what we learned.

© 2022 PYMNTS.com all rights reserved
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One million more Australian consumers used their mobile phones

for shopping in 2021 than in 2020. Most used their phones to find

product information, compare prices, earn rewards and checkout
using an app.

This usage suggests that an estimated 1.5 million Australian consum-
ers—32% of local brick-and-mortar shoppers—used their smartphones to
enhance their 2021 in-store shopping experiences. Those who used their
phones did so chiefly to earn loyalty points online, such as by accessing
digital vouchers on their phones. They also used smartphones to look up

product information and compare prices.

Smartphone-assisted in-store shopping is not the only way Australian
consumers integrate digital tools into their brick-and-mortar shopping
journeys. Forty-three percent of Australian consumers—a projected 3.4
million shoppers—used smartphones during their most recent retail visits,
whether to purchase products via an app, pay using a mobile wallet at the
brick-and-mortar point of sale or otherwise. This means that an estimated
one million more local shoppers used smartphones at one point during

their most recent retail experiences in 2021 than in 2020—a 47% increase.

Introduction | 04

Roughly three in 10 Australian shoppers now use click-
and-collect. Nearly four in 10 Australian shoppers who
use click-and-collect buy more from those stores
when they do.

In-store pickup options are a must for Australian merchants,
as the country’s consumer demand for these options is
growing faster than in any other country we studied. Six-
ty-nine percent more Australian eCommerce shoppers—a
projected 301,700 more consumers—picked up their most

recent eCommerce orders in-store in 2021 than in 2020.

This pickup method has implications that extend beyond
convenience and customer service: 38% of the eCom-
merce shoppers in Australia who picked up their most
recent eCommerce purchases in-store often or always
bought more products while picking up in-store. Providing
in-store pickup options can thus help Australian merchants

drive brick-and-mortar sales.

S.co\m\a\ll rl"ghfs“reserved




The 2022 Global Digital Shopping Index

04

’.I

o
cybersource

Australian merchants use deals, promotions and
voice-assisted shopping to attract consumers to their stores.

As inflation rises and reduces the value of shoppers’ paychecks, an
increasing number of Australian merchants are aiming to use sales and
other promotions to attract cost-conscious shoppers. Not only did 64%
more Australian merchants offer promotions, coupons and other deals
in 2021 than in 2020, but 10% more merchants promised to price-match

competitors.

Australian merchants are removing the digital features that con-
sumers value, such as real-time inventory and digital profiles, and
they are losing shoppers as a result.

Australian merchants are behind those in other countries when it comes
to providing the digital and cross-channel shopping features that local
shoppers want most, and they are in the midst of removing even more.
Our research shows that 23% fewer Australian merchants offered
cross-channel-capable digital profiles and 40% fewer offered real-time
inventory updates in 2021 than in 2020.

Local shoppers notice that merchants are removing digital shopping fea-
turesand are responding by taking their business elsewhere. Our research
shows that 44% more Australian shoppers picked up their eCommerce
purchases in-store from an employee in 2021 than in 2020, even though
36% fewer local merchants are offering this service. We also saw that
27% more Australian consumers shopped from merchants that provided
an app for delivery or pickup, even though 15% fewer local merchants
offered such apps. This signals that many local merchants are losing cus-

tomers to their more digitally innovative competitors.

Introduction | 05

Australian shopper satisfaction is high with merchants

that have invested in digital shopping experiences. Those
that allow shoppers to shop and pay via voice-recognition
technology or pick up mobile orders in-store have reduced
consumers’ shopping friction by 89% and 11% year over year
in 2021, respectively.

Cutting prices and offering deals may temporarily boost sales, but
it is no substitute for enabling digitally integrated cross-channel
shopping options. Australian merchants that allow consumers
to shop via smartphone and pick up items in-store or via curb-
side pickup, for example, earn an average Index score of 116. This
score represents a more than twofold improvement in friction-
less shopping experiences from Australian merchants that do not

allow shoppers to use smartphones in-store.

Australian merchants that allow shoppers to make purchases
via voice-recognition technology offer the most frictionless
voice-enabled shopping experiences of any country we studied,
earning an average Index score of 144. Only United States mer-
chants come close to Australian merchants regarding frictionless
voice-enabled commerce. It is therefore clear that integrat-
ing voice-enabled commerce and mobile-based cross-channel
capabilities can help Australian merchants future-proof their

businesses for the increasingly connected global economy.

© 2022 PYMNTS.com all rights reserved
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AUSTRALIA:

Moving forward, but still behind

Australian merchants are behind those in all other countries in our study regarding digital
feature innovation, earning an average Index score of 81.1in 2021. This score is roughly 9%
higher than the score for Australian merchants in 2020 but is still lower than the average
Index score of every other country in our study. Last year marks the second consecutive

year in which Australia ranked last in overall shopping experience.

FIGURE 1:

How Index scores compare across countries
Median Index score and distribution of merchants' overall shopping experiences, by country

2021 2021 2020 2021 2020 2021 2020 2021 2020 2021 2020 2021 2020 2021 2020

ALL

COUNTRIES —

COMPARABLE Australia Brazil Mexico UAE U.K. uU.S.

N =13,114: Complete responses
Source: PYMNTS | Cybersource
The 2022 Global Digital Shopping Index
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Playing
catch-up

Australian consumers' report
experiencing more shopping friction
than consumers in any

other country we studied.

Australian merchants are among
the least likely to offer integrated
cross-channel shopping features.

The 2022
Global
Digital

Shopping

Playbook

Australia edition @

Adding these shopping features
has helped many Australian
merchants demonstrably

reduce their shopping frictions.
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FIGURE 2:

Consumers' smartphone usage

while shopping in stores

Average share of in-store shoppers using
smartphones to assist their in-store shopping
experiences

All comparable countries

Australia
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onsumers around the globe

are more regularly using their

smartphonestoenhancetheir

in-store shopping journeys,
and Australian consumers are no excep-
tion. Our research shows that 32% of all
brick-and-mortar shoppers in Australia in
2021 used their smartphones while making
their most recent in-store purchases. This
means that 56% more local shoppers—a
projected 550,000 individuals—used their
smartphones in this manner year over year,
making for the most significant increase in
smartphone-assisted in-store shopping
seen among any of the four countries we
studied in both 2020 and 2021.

Even though many Australian consumers
usetheirsmartphonesin-store, mostother
countries outnumber them on this count.

Consumers in both Brazil and Mexico were

46.9%

far more likely than Australian consumers

S m a rt h o n es N/A to have used smartphones during their
41.0% . o

most recent in-store shopping journeys,

N/A United Arab Emirates for example, with 47% and 41% having done

take
center stage

59.2%

23.4%
23.6%

22.5%
28.0%

United Kingdom

United States

so, respectively. Among brick-and-mortar
shoppersin the United Arab Emirates, 59%
use their phones to enhance theirin-store

shopping experiences.

N =5,207: Consumers who paid for their last purchases in-store Th e oOn |y tWO cou ntries Where in _Sto re
2020 Source: PYMNTS | Cybersource

| 2021 The 2022 Global Digital Shopping Index smartphone usage is less common are the

© 2022 PYMNTS.com all rights reserved
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1%
of brick-and-mortar
shoppers in
Australia used
their smartphones
to access loyalty
programs on-site
the last time they
shopped in-store.
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U.S. and the United Kingdom, where 28%
and 24% of brick-and-mortar shoppers
use their smartphones in-store, respec-

tively.

Australian  brick-and-mortar shoppers

who use their smartphones in-store use

TABLE 1:

Consumers’ in-store smartphone usage
Share of in-store shoppers in select countries

using their smartphones at brick-and-mortar stores,
by function

them chiefly to gain loyalty credit and other
rewards, but they have learned to use their
phones to enhance their retail journeys in
several ways. Eleven percent of Austra-
lian brick-and-mortar shoppers used their
smartphones to access rewards in-store,
for example, but 10% used them to look up

product information in-store.

Many others used their smartphones to

access coupons and discounts, search for

COUNTRIES

Smartphones take center stage | 08

product reviews, use in-store navigation

apps and more.

This smartphone-assisted in-store shop-
ping culture is still nascent in Australia
compared to countries like Brazil, Mexico
and the UAE, however. Far more consumers
in those countries use their smartphones
for nearly every imaginable function while

shopping in-store.

* £

Australia Brazil Mexico UAE us.
Compare prices 14.7% 9.3% 24.1% 24.2% 24.7% 5.9% 9.0%
Search for offers and discounts 14.1% 6.6% 22.7% 11.9% 19.9% 8.0% 12.2%
Find product information 14.0% 10.3% 20.3% 21.1% 24.8% 5.7% 10.2%
Read product reviews 10.0% 5.2% 9.7% 14.0% 17.3% 4.9% 9.8%
Locate product in-store 8.2% 4.8% 9.0% 9.0% 12.0% 2.5% 8.7%
Confirm product is in stock 8.1% 9.1% 6.7% 11.5% 17.4% 4.6% 8.1%
Build loyalty credit 7.9% 10.9% 12.4% 2.3% 20.7% 9.2% 71%
Look up product ratings 7.4% 5.8% 8.3% 8.7% 16.5% 4.0% 7.0%
Other 21% 3.9% 2.2% 1.4% 5.3% 2.3% 2.1%

N = 3,115: Consumers who used mobile devices to aid their in-store shopping experiences

Source: PYMNTS | Cybersource
The 2022 Global Digital Shopping Index

© 2022 PYMNTS.com all rights reserved
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29.0%
42.7%

47.2%
52.5%

N/A

46.0%

Digital Shopping Index

SMARTPHONES:
The ultimate

integrated shopping tool

FIGURE 3:

Consumers’ usage of smartphones
to assist some aspects of their

retail journeys

Share of consumers in different nations who
used smartphones at least once during their
shopping journeys, by year

All countries

Australia

< =3}

3
x o
=, N
° i
o

United Arab Emirates

N/A

64.5%

33.8%
35.1%

31.0%
39.0%

United Kingdom

United States

|
N =13,114: Complete responses
2020 Source: PYMNTS | Cybersource
B 2021 The 2022 Global Digital Shopping Index
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Smartphones’ mobility makes them an ideal
shopping tool for consumers living in an
increasingly connected global economy.
Theyprovide consumerswith an easywayto
connect to the internet not just from home
or work but also at countless other loca-
tions, transforming the brick-and-mortar
world into an interactive eCommerce
experience. An increasing number of con-
sumers worldwide are using smartphones
to shop: using mobile apps to shop on dig-
ital marketplaces, accessing eCommerce
order statuses via tracking apps or even
using mobile wallets at the brick-and-mor-
tar point of sale, to name a few examples.
Forty-two percent of the consumers
across the four countries we have studied
since 2020 reported using their smart-
phones at least once throughout their
most recent shopping experiences, repre-

senting a year-over-year increase of 18%.

Smartphones take center stage | 09

Forty-two percent of the consumers
across the six countries we studied in 2021
reported using their smartphones at least
once throughout their most recent shop-
ping experience. That figure is poised to
increase as the global economy continues

to grow more digitally connected.

%

3%

of Australian
shoppers used
their smartphones
at least once
throughout their
most recent
shopping journeys.
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Breaking
boundaries:

In-store pickup drives

cross-channel commerce

Breaking boundaries | 10

rapidly increasing number of Australian consumers are opting to pick up their
eCommerce purchases in-store, making in-store pickup options “must-haves”
for Australian merchants. Our research shows that the share of Australian

consumers who picked up their most recent eCommerce purchases in-store

increased 69% year over year in 2021. This increase marks the most significant year-over-

year gain for in-store pickup observed in any country we studied.

In total, 24% of Australian consumers
picked up their most recent eCommerce
orders in-store, and 7% picked up curb-
side in 2021. This suggests that there could
be one million local shoppers picking up
their online orders at brick-and-mortar
locations at any given time, underscoring
how integral in-store and curbside pickup
options have become to the broader Aus-

tralian retail ecosystem.

The UAEisthe only countrywhere shoppers
are more likely to pick up theireCommerce
purchases at a brick-and-mortar store.
Twenty-eight percent of UAE eCommerce
shoppers picked up their most recent pur-
chases in-store, and 12% picked them up

curbside.

Australian eCommerce
shoppers’ appetite for

click-and-collect

shopping

Is second only to the UAE.

© 2022 PYMNTS.com all rights reserved
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o)
4%
of Australian eCommerce shoppers

picked up their most recent
orders in-store.

TABLE 2:

How consumers acquire their online

purchases
Share of consumers who received their most recent

orders in select ways, by country

ALL m‘gm *
COUNTRIES — —
UK, us.

Australia Brazil Mexico UAE

2020

69.1% 62.6% 71.5% — — 71.0% 69.8%

Deliver to home

13.3% 14.3% 20.3% — — 11.8% 8.9%

Pick up in-store
7.3%

o + Ship to alocation to pick up 9.8% 14.9% 6.5% — — 1.1%
o «  Pick up curbside 7.9% 8.1% 1.8% — — 6.1% 14.0%

eCommerce oo
S h O p p e rs « Deliver to home 71.2% 60.6% 74.8% 73.8% 55.6% 78.4% 69.0%

p IC ked u p t h elr . Pick up in-store 13.7% 24.2% 17.4% 17.8% 24.8% 10.4% 12.3%
m OSt rece nt O rd ers - Ship to a location to pick up 7.6% 8.1% 7.2% 5.5% 12.0% 7.6% 7.9%
7.4% 71% 0.6% 2.9% 7.7% 36% 10.8%

Pick up curbside

via curbside.

N =5,243: Consumers who paid for their last purchases online, via mobile or via voice
Source: PYMNTS | Cybersource
The 2022 Global Digital Shopping Index

© 2022 PYMNTS.com all rights reserved
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37.9%
21.1%
35.4%
5.6%

38.3%
22.1%
36.6%
3.0%

26.6%
30.4%
39.5%

3.5%

29.9%
21.7%
48.5%
0.0%

20.9%
19.5%
41.4%
18.3%

25.2%
23.4%
45.6%

5.8%

46.8%
16.8%
29.3%

7.1%

Digital Shopping Index

FIGURE 4:

Extra purchasing frequency for eCom-
merce shoppers

Share of consumers who buy additional
products when picking up their online orders

All countries
I
|

Australia

Brazil

Mexico

United Arab Emirates

United Kingdom

United States

N = 890: Consumers who went to the store to pick up products
Source: PYMNTS | Cybersource
The 2022 Global Digital Shopping Index
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This increased demand for in-store and
curbside pickup options also provides
a significant opportunity for Australian
merchants to drive more brick-and-mor-
tar sales. Roughly 38% of the Australian
shoppers who picked up their most recent
eCommerce purchases in-store said they
wind up buying more products either
often or every time they go to the store to
acquire their purchases. This makes Aus-
tralian shoppers the second-most likely
of any country to utilize in-store pickup,
following those in the U.S. Forty-seven
percent of US. consumers who picked
up their most recent online purchases
in-store wind up purchasing additional

products either often or every time.

Always or often
[l Sometimes
l Occasionally or never
First time buy online, pickup in-store users

Breaking boundaries | 12

The taxonomy of digital features

We examined consumers’ h
use of and interest in nearly O O
three dozen /-\ /-
digital shopping features, O
which can be categorized Know me Value me
into five groups.
Features that allow merchants Features that enable
to determine customers’ merchants to offer information,
preferences regardless of rewards or coupons to loyal
whether they are shopping customers, including promotional
in-store, online or over codes, coupons, rewards and
the phone, including suggestions based on users’
cross-channel-capable digital browsing histories
profiles and access to users’
shipping histories
J
s B B
Vv —_——
Vv —_——
Vv —_—— (o) [o)
Do you have what | Make it Protect me
?
Want - easy for me Features that relate to how well

Features that allow merchants
to provide the products
consumers want at the prices
they want, including real-time
inventory status updates and
price matching guarantees

Features that enable merchants
to provide information and easy
purchasing across orders made
in-store, online and over the
phone, including free shipping and
curbside and in-store
pickup options

merchants address purchase
issues and how well they
secure consumers’ personal
and payments-related data,
including guaranteed refunds
for fraudulent charges and
secure payment storage

© 2022 PYMNTS.com all rights reserved
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Sales versus
features:

What Australian merchants

get right—and wrong—
about innovation

ustralian consumers’ grow-
ing appetite for integrated
shopping experiences is going
unheeded by many local mer-
chants, which appear far more focused on
reducing prices by offering more sales, dis-
counts and coupons. Eighty-four percent
of Australian merchants offered promo-
tions, coupons and other deals designed
to lower their prices in 2021—64% more
than did so in 2020. We also found that
62% of merchants in Australia promised to
price-match competitors in 2021, marking

a10% increase from the year prior.

For all the emphasis Australian merchants
are placing on sales and promotions, many
overlook the importance of digital fea-
ture innovation. Our research identified
34 key features, including cross-channel-
capable digital profiles, real-time inven-
tory updates, mobile apps and in-store
pickup options, that can enhance mer-
chants’ end-user shopping experiences.
The trouble is that Australian merchants

are not providing enough of these.

more Australian
merchants offered
promotions, sales
and other deals

in 2021 than
one year prior.

© 2022 PYMNTS.com all rights reserved
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Glossary: Shopping features that improve the user experience

Profile: | can set up a digital profile with this retailer.
TABLE 3:

Information sharing (shipping): The retailer has access to my shipping How Australian merchants’ feature offerings have changed

Know me information. .
Share of merchants offering select features, by year Increase
Information sharing (history): The retailer has access to my order history. B Decrease
YEAR
Marketing opt-in: | can opt-in to personalized marketing communications with 2020 2021
special offers.
Rewards, coupons and promo: The retailer has reward programs or coupons that ) . .
Value me | can use in the store, online and on my mobile devices or sends me promo codes * Profile 57.9% 44.6%
targeted to my specific interests. + Information sharing (shipping) 71.1% 56.2%
Recommendations: | receive suggestions about things that | might like based on * Information sharing (history) 72.0% 45.1%
past purchases or my browsing history.
| - Marketing opt-in 70.4% 47.4%
nventory: The available inventory is updated digitally in real time.
Do you have . Y . y P g Y _ + Rewards, coupons and promos 50.9%
what | want? Price matching: The merchant will match the prices of other merchants selling the . Recommendations 68.0% 48.4%
same products.
Product details: Product details are available digitally. + Inventory 69.9% 41.6%
Product reviews: Reviews are available digitally. » Price matching 56.6%
Product recommendations: Recommendations are available digitally. WM ..
Free shipping: Free shipping is available for digital orders.
SRl PPINg ¢ + Product details 81.5% 41.8%
Buy online, pickup in-store: | can buy online and pick up my purchase . Product reviews 74.9% 59.2%
Make it in-store from an employee at a customer service desk or have an employee ' )
. H o, o,
easy forme deliver the product to my car. Product recommendations 68.5% 49.1%
. - o o
Buy online, pickup from a kiosk: | can use an automated method to receive the Free shipping 64.1% 506%
- Buy online, pickup in-store 72.8% 46.4%
product. y P P
Mobile order-ahead: The retailer offers a mobile app | can use to make purchases * Buy online, pickup from a kiosk 54.0% 50.4%
for delivery or pickup. - Mobile order-ahead 62.9% 53.6%
Mobile product finding: | can use a mobile device to locate a product when in a * Mobile product finding 54.7%
physical store.
- Disputes 85.5% 40.5%
Disputes: It is easy to resolve issues with the merchant.
- Fraud purchase refunds 83.2% 54.1%
Fraud purchase refunds: The retailer will refund fraudulent charges. . Digital purchase refunds 80.7% 42.6%
Digital purchase refunds: The retailer will refund my digital purchases either . Protect data 62.7% 49.8%
li t the store.
onineoratthe store + Purchase returns 79.3% 50.7%
Protect me Protect data: | am able to securely store my card details. . Online returns 573% 49.4%
Purchase returns: | can return purchases either by mail or to a store location. . Live help 75.4% 471%
Online returns: | can make free returns using printable shipping labels.
Live help: | can get live help via a phone call, online chat or another method when | N = 603: Complete Australian merchant responses

Source: PYMNTS | Cybersource
The 2022 Global Digital Shopping Index

am not in the store.

© 2022 PYMNTS.com all rights reserved
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Cy
2%
of Australian
merchants
promise to

price match
competitors.

Among the six countries we studied in 2021,
Australian merchants rank last in terms of
digital and cross-channel feature offer-
ings. Just 45% of all Australian merchants
provided their customers with digital
profiles that could be accessed across
shopping channels that year, for example,
whereas the sample average was 63%.
Additionally, 42% of Australian merchants
allowed customers to check their inven-
tories in real time, yet 56% of merchants
across all six countries provided real-time

inventory updates.

Even more troubling is that Australian
merchants are not adding new features
to make up for this gap. Instead, they are
removing features. The share of Australian
merchants offering cross-channel digital
profiles and real-time inventory updates
decreased 23% and 40% year over year
in 2021, respectively. We also found that
fewer Australian merchants offered easy-
to-resolve dispute policies, in-store
pickup options and digitally accessible
product details in 2021 than had just one

year prior.

TABLE 4:
How Australian merchants’ feature offerings compare to other countries

Sales versus features | 15

Share of merchants offering select digital and cross-channel capabilities Higher
M Lower
ALL COUNTRIES ﬁ
AUSTRALIA

- Profile 63.5% 44.6%
+ Information sharing (shipping) 58.8% 56.2%
+ Information sharing (history) 53.2% 451%
- Marketing opt-in 57.5% 47.4%
+ Rewards, coupons and promos 86.1% 83.7%
- Recommendations 54.8% 48.4%
+ Inventory 56.1% 41.6%
+ Price matching 64.0% 62.4%
+ Product details 49.3% 41.8%
+ Product reviews 56.4%

+ Product recommendations 52.3% 49.1%
- Free shipping 55.6% 50.6%
- Buy online, pickup in-store 54.9% 46.4%
« Buy online, pickup from a kiosk 58.9% 50.4%
- Mobile order-ahead 58.5% 53.6%
- Mobile product finding 60.7% 55.6%
- Disputes 49.6% 40.5%
+ Fraud purchase refunds 52.2%

- Digital purchase refunds 48.9% 42.6%
+ Protect data 50.6% 49.8%
+ Purchase returns 51.7% 50.7%
+ Online returns 55.4% 49.4%
- Live help 50.7% 471%

N = 3,100: Complete merchant responses

Source: PYMNTS | Cybersource
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ustralian merchants’ efforts

to attract customers and

boost conversion by providing

as many deals as possible have
been successful thus far, even though that
they are also removing many of the digi-
tal and cross-channel shopping features
that consumers expect. According to the
2,076 Australian consumers we surveyed
in 2021, local merchants’ shopping experi-
ences are roughly 9% smoother than they
were in 2020. Australian merchants earned
an average Index score of 81.1 that year—
far higher than the average score of 74.1
earned in 2020.

_ Australian
Sales, discounts merchants

and cou pons. reduced their overall
shopping friction by 9% in 2021, but
that may be about to change.

A short-term answer to

a long-term problem

© 2022 PYMNTS.com all rights reserved



There is no guarantee that these mer-
chants will be able to maintain this winning
streak going forward, however. Sales, cou-
pons, discount codes and price-match
guarantees are only part of what should
ideally be a more holistic, well-rounded
customer engagement strategy. Low
prices may pique consumers’ interest,
but that interest cannot drive sales if it
takes too long or requires too much has-
sle to complete a purchase. Merchants
must therefore be able to offer shoppers
a quick, seamless shopping experience to

maximize their chances of conversion—or

risk losing customers to competitors who
offer both discounts and a more seamless

shopping experience.

TABLE 5:

How Index scores have changed over time

We are already beginning to witness this
same event unfold in real time. As Austra-
lian merchants cut back on their feature
offerings, local shoppers are increas-
ingly taking their business elsewhere. Our
research shows that 36% fewer Austra-
lian merchants allowed shoppers to pick
up their eCommerce purchases in-store
in 2021, but 44% more Australian shoppers
picked up their eCommerce purchases
in-store from an employee that year. This
strongly suggests that these consumers
are increasingly shopping with merchants
that allow them to pick their eCommerce

purchases up in-store.

Sales versus features | 17

Australian
consumers

still experience
19% more
shopping friction
than our sample
average.

The average Index scores different countries earned, by year — E
ALL p—
COUNTRIES Alé(%ﬁgkjggg&s Australia Brazil Mexico UAE U.K. u.s.
2021 2020 2021 2020 2021 2020 2021 2020 2021 2020 2021 2020 2021 2020 2021
Minimum 0.0 0.0 0.0 0.0 0.0 0.0 0.0 - 0.0 - 0.0 0.0 0.0 0.0 0.0
Median 83.3 91.3 83.3 48.9 69.4 88.6 86.1 - 58.3 - 97.2 68.6 75.0 100.0 100.0
Maximum 2778 192.5 277.8 236.8 277.8 197.1 277.8 - 277.8 — 2778 200.0 2778 185.7 2778
Average 100.7 101.8 103.2 741 81.1 97.2 10011 — 83.0 — 103.7 83.9 89.4 109.8 1081
N =3,100: Complete merchant responses
Source: PYMNTS | Cybersource
The 2022 Global Digital Shopping Index
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TABLE 6A: TABLE 6B:

How consumer awareness of merchants’ feature offerings have changed over time How consumer awareness of merchants’ feature offerings have changed over time
Share of Australian merchants offering select features versus the share of consumers Average size of the consumer awareness gap for select features, by year

who are aware of said offerings

Consumers Merchants 2020 2021
- Profile 38.3% 44.6% - Profile 20.5% 6.4%
+ Information sharing (shipping) 46.0% 56.2% + Information sharing (shipping) 27.9% 10.3%
+ Information sharing (history) 49.9% 451% + Information sharing (history) 26.5% -4.8%
+ Information sharing (payments) 45.7% 52.6% Information sharing (payments) 21.2% 6.8%
- Profiles among different channels 35.7% 43.8% + Profiles among different channels — 8.1%
+ Promo codes 47.9% 42.6% + Promo codes 18.6% -5.3%
- Coupons 43.9% 56.2% - Coupons 19.9% 12.3%
+ Marketing opt-in 46.7% 47.4% + Marketing opt-in 24.7% 0.7%
- Rewards 61.6% 48.4% Rewards 12.9% -13.2%
- Recommendations 53.1% 48.4% - Recommendations 16.2% -4.7%
+ Inventory 43.2% 41.6% - Inventory 33.1% -1.6%
+ Price matching 34.3% 62.4% + Price matching 27.3% 28.1%
- Easy to navigate 56.0% 47.6% - Easy to navigate - -8.4%
- Mobile app 49.1% 53.6% Mobile app 18.2% 4.5%
« Buy now, pay later 42.3% 53.1% + Buy now, pay later — —
+ Preferred payment method 69.2% 41.1% + Preferred payment method - -28.0%
+ Product details 58.8% 41.8% + Product details 25.9% -17.0%
- Product reviews 51.0% 59.2% + Product reviews 28.6% 8.2%
+ Product recommendations 51.4% 491% Product recommendations 22.5% -2.3%
- Free shipping 45.8% 50.6% - Free shipping 21.8% 4.8%
+ Buy online, pickup in-store 56.1% 46.4% + Buy online, pickup in-store 21.8% -9.6%
+ Buy online, pickup from a kiosk 46.8% 50.4% + Buy online, pickup from a kiosk 16.9% 3.6%
+ Mobile order-ahead 49.4% 49.4% + Mobile order-ahead - 0.1%
- Mobile product-finding 40.2% 55.6% + Mobile product-finding 23.9% 15.4%
- Voice 28.4% 56.2% Voice 22.0% 27.8%
- Disputes 56.7% 40.5% - Disputes 37.3% -16.2%
- Fraud purchase refunds 48.5% 54.1% + Fraud purchase refunds 39.8% 5.5%
- Digital purchase refunds 55.2% 42.6% - Digital purchase refunds 33.1% -12.6%
- Protect data 47.2% 49.8% - Protect data 23.4% 2.6%
+ Purchase returns 54.9% 50.7% Purchase returns 30.4% -4.2%
+ Online returns 40.5% 49.4% + Online returns - 9.0%
- Live help 45.0% 471% - Live help 33.3% 2.1%
+ Two-factor authentication 40.1% 55.4% - Two-factor authentication - 15.3%
+ Online purchase returns 49.5% 43.3% + Online purchase returns 24.6% -6.3%

N =2,076: Complete Australian consumer responses
| ngheSt percentage among the same feature group N = 603: Complete Australian merchant responses
Source: PYMNTS | Cybersource

The 2022 Global Digital Shopping Index
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[ Positive change
M Negative change

N =2,076: Complete Australian consumer responses
N = 603: Complete Australian merchant responses
Source: PYMNTS | Cybersource

The 2022 Global Digital Shopping Index
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Failing to

offer enough
digital features
Is costing
Australian
merchants
business.
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We see similar patterns emerging among
consumers using other digital shopping
features. Twenty-seven percent more
Australian consumers shopped from mer-
chants that provided an app for delivery or
pickup in 2021 than in 2020, even though
15% fewer local merchants offered such
apps. Similarly, 28% more Australian shop-
pers shopped with merchants that allowed
them to return purchases by mail or at an
in-store location year over year in 2021,
even though 36% fewer local merchants

had this type of return option.

If Australian merchants do not reverse
their cutting of digital shopping features,
this mass migration away from their stores
is likely to continue. The key to driving
conversion going forward will be to take a
two-pronged approach toward innovation.
The most successful merchants will be
those that not only provide their custom-
ers sales, discounts and other deals but
also support the digital and cross-chan-
nel shopping features customers need
to quickly and easily complete their pur-

chases.

Flocking to
digitally innovative
merchants

more
Australian shoppers purchased from
merchants that provided them apps to track
items being delivered or picked up

in 2021 than in 2020, for example.

This is despite the fact that
offered such appsin
2021than the previous year.

The 2022
This widening usage gap Global
strongly suggests local Digital
merchants that offer these Shopping
types of apps—and other Playbook

Australia edition @

features—are
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Investing
in digital:

The path to long-term growth

ost Australian merchants
may be cutting back on their
digital feature offerings, but
the minority that adopted
more of these features between 2020 and
2021 have seen marked improvements in
their end-users’ shopping experiences.
These merchants illustrate how invest-
ing in digital and cross-channel shopping
features can cut shopping frictions and

maximize conversion.

Consider the merchants that have suc-
cessfully integrated brick-and-mortar
pickup points into their eCommerce shop-
ping experiences. Australian merchants
that allowed shoppers to pick up mobile
eCommerce orders in-store or via curb-
side pickup reduced their overall checkout
friction by 11% year over year in 2021, earn-
ing an average Index score of 116. This is
more than twice the average Index score
of 56 earned by Australian merchants
when customers do not use mobile devices
in-store to assist their brick-and-mortar

shopping journeys.

Investing in digital | 20

Australian
merchants that
added in-store or
curbside pickup
options reduced
their shopping
friction by 1%

in 2021.




The 2022 Global Digital Shopping Index

PYNMNTS com

Similarly, Australian merchants that allow
customers to shop using their mobile
devices provide a far more seamless expe-
rience than average. These merchants
earned an average Index score of 129 in
2021, meaning that they provide a roughly
57% more frictionless shopping experience

than the average Australian merchant.

Even more impressive are the improve-
ments visible among the small group of
Australian merchants that have integrated
voice-recognition technology into their

shopping features.

The 56% of Australian merchants that
allow their shoppers to shop and pay via
voice-recognition technology provide the
most frictionless shopping experiences
seen among other types of merchants in
any of the six countries in our 2021 study.
Australian merchants that offer voice-
enabled options earn an average Index
score of 144.1. The only other merchants to
even come close are U.S. merchants that
allow consumers to order and pay via voice,
as they earned an average Index score of
142.6 in 2021.

’.I

o
cybersource

TABLE 7:

How Australian merchants’ Index scores
vary across channels

Average Index scores Australian merchants earned,
by channel

Investing in digital | 21

Australian merchants
that integrate voice capabillities
into their shopping experiences

provide the smoothest shopping experi-
ences across all six countries.

S s &
AN + LD
S, ¢
COUNTRIES —
UK.

Australia Brazil Mexico UAE U.S.

Online native

Mobile native

Brick-and-mortar mobile-assisted

Brick-and-mortar

Online cross-channel

Mobile cross-channel

Voice

146.8 120.8 157.2 123.9 138.6 122.7 154.5
152.1 127.5 159.5 141.1 135.1 1271 157.7
107.5 825 108.5 101.9 97.9 84.5 14.5
73.0 56.1 75.5 70.3 88.8 60.0 75.5
120.9 98.8 13.4 135.9 106.7 98.5 126.9
129.0 115.8 125.9 109.4 83.4 89.1 139.1
135.8 1441 138.1 119.6 124.2 81.3 142.6

N =13,114: Complete responses
Source: PYMNTS | Cybersource
The 2022 Global Digital Shopping Index
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Conclusion

ustralian merchants are offering more sales, discounts,
coupons and price-match guarantees in the hope that it will

help drive conversion—and they are right about the poten-

tial short-term impacts—but these actions are not enough
to compensate for their lack of digital and cross-channel feature offer-
ings. More local shoppers are avoiding merchants that do not offer the
integrated shopping experiences they want, and if these merchants do
not act fast to stop this mass migration, they risk being overtaken by

their more digitally innovative competitors.
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Methodology

he Global Digital Shopping
Index is based on census-—
balanced surveys of 13,114
consumers, with more than
2,000 consumers surveyed in each of
the studied markets—Australia, Brazil,
Mexico, the United Arab Emirates, the
United Kingdom and the United States.
It is also based on surveys of merchants
from each of the markets—3,100 mer-

chants in total.

We collected data on merchants gen-
erating annual revenues that are less
than $1 million, between $1 million
and $50 million, between $50 million

and $1 billion and $1 billion or more,

The 2022
Global
Digital

Shopping

and rasked “them about the digital
methods and capabilities ‘they use
and offer. To ‘evaluate consumers, we
collected the names of the stores at
which consumers most recently made
purchasesand manually reviewed every
response to determine those that had
large national footprints. The rest were
defined as small to mid-sized busi-

nesses.

The consumer surveys consisted of 38
questions, and the merchant surveys
had 28 questions. They were conducted
between September 2021 and Novem-
ber 2021.
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PYMNTS.com is where the best minds and the best content meet on the web to learn about “What’s
Next” in payments and commerce. Our interactive platform is reinventing the way in which companies in
payments share relevant information about the initiatives that shape the future of this dynamic sector
and make news. Our data and analytics team includes economists, data scientists and industry analysts
who work with companies to measure and quantify the innovation that is at the cutting edge of this new

world.
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A Visa Solution

At Cybersource, we know payments. We helped kick start the eCommerce revolution in 1994 and haven'’t
looked back since. Through global reach, modern capabilities, and commerce insights, we create flexible,
creative commerce solutions for everyday life—experiences that delight your customers and spur
growth globally, all through the ease and simplicity of one digital platform to manage all your payment
types, fraud strategies and more. Knowing we are part of Visa and their security-obsessed standards,
you can trust that your business is well taken care of—wherever it may go.

We are interested in your feedback on this report. If you have questions, comments or would like to

subscribe, please email us at feedback@pymnts.com.

Disclaimer R

The 2022 Global Digital Shopping Index may be updated periodically. While reasonable efforts are
made to keep the content accurate and up to date, PYMNTS.COM: MAKES NO REPRESENTATIONS
OR WARRANTIES OF ANY KIND, EXPRESS OR IMPLIED, REGARDING THE CORRECTNESS, ACCURACY,
COMPLETENESS, ADEQUACY, ORRELIABILITY OF OR THE USE OF OR RESULTS THAT MAY BE GENERATED
FROM THE USE OF THE INFORMATION OR THAT THE CONTENT WILL SATISFY YOUR REQUIREMENTS OR
EXPECTATIONS. THE CONTENT IS PROVIDED “AS IS” AND ON AN “AS AVAILABLE” BASIS. YOU EXPRESSLY
AGREETHATYOURUSE OF THE CONTENTIS AT YOUR SOLE RISK. PYMNTS.COM SHALLHAVE NO LIABILITY
FOR ANY INTERRUPTIONS IN THE CONTENT THAT IS PROVIDED AND DISCLAIMS ALL WARRANTIES WITH
REGARD TO THE CONTENT, INCLUDING THE IMPLIED WARRANTIES OF MERCHANTABILITY AND FITNESS
FOR A PARTICULAR PURPOSE, AND NON-INFRINGEMENT AND TITLE. SOME JURISDICTIONS DO NOT
ALLOW THE EXCLUSION OF CERTAIN WARRANTIES, AND, IN SUCH CASES, THE STATED EXCLUSIONS
DO NOT APPLY. PYMNTS.COM RESERVES THE RIGHT AND SHOULD NOT BE LIABLE SHOULD IT EXERCISE
ITS RIGHT TO MODIFY, INTERRUPT, OR DISCONTINUE THE AVAILABILITY OF THE CONTENT OR ANY
COMPONENT OF IT WITH OR WITHOUT NOTICE.

PYMNTS.COM SHALL NOT BE LIABLE FOR ANY DAMAGES WHATSOEVER, AND, IN PARTICULAR, SHALL
NOT BE LIABLE FOR ANY SPECIAL, INDIRECT, CONSEQUENTIAL, OR INCIDENTAL DAMAGES, OR
DAMAGES FOR LOST PROFITS, LOSS OF REVENUE, OR LOSS OF USE, ARISING OUT OF OR RELATED TO
THE CONTENT, WHETHER SUCH DAMAGES ARISE IN CONTRACT, NEGLIGENCE, TORT, UNDER STATUTE,
IN EQUITY, AT LAW, OR OTHERWISE, EVEN IF PYMNTS.COM HAS BEEN ADVISED OF THE POSSIBILITY OF
SUCH DAMAGES.

SOME JURISDICTIONS DO NOT ALLOW FOR THE LIMITATION OR EXCLUSION OF LIABILITY FOR
INCIDENTAL OR CONSEQUENTIAL DAMAGES, AND IN SUCH CASES SOME OF THE ABOVE LIMITATIONS
DO NOT APPLY. THE ABOVE DISCLAIMERS AND LIMITATIONS ARE PROVIDED BY PYMNTS.COM AND ITS
PARENTS, AFFILIATED AND RELATED COMPANIES, CONTRACTORS, AND SPONSORS, AND EACH OF
ITS RESPECTIVE DIRECTORS, OFFICERS, MEMBERS, EMPLOYEES, AGENTS, CONTENT COMPONENT
PROVIDERS, LICENSORS, AND ADVISERS.

Components of the content original to and the compilation produced by PYMNTS.COM is the property
of PYMNTS.COM and cannot be reproduced without its prior written permission.
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