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C ontactless cards made their 

debut in the United Kingdom 

all the way back in 2007 with 

the launch of the “OnePulse” 

card, which allowed users to pay for trans-

actions valued up to £10.1 Contactless 

cards have been particularly common in 

the country ever since. 

The pandemic significantly heightened 

local demand for contactless cards as 

shoppers sought payment methods 

to reduce their exposure to potential 

pathogens. By the end of 2021, when the 

spending limit for contactless cards in the 

U.K. increased to £100, an estimated 135 

million such cards were in circulation in 

the country.2

This unique leadership potentially explains 

a key behavioral difference for U.K. shop-

pers, perhaps partly because local 

consumers have long used contactless 

cards; using smartphones to shop never 

quite caught on in the U.K. as it has else-

where. 

In countries like Australia and the United 

Arab Emirates, where fewer consumers 

pay with contactless cards and more pay 

using digital wallets compared to the U.K., 

using smartphones to shop is far more 

common. Brick-and-mortar shoppers use 

smartphones for in-store navigation apps, 

real-time price comparisons, checking 

inventory statuses and more. Fifty-nine 

percent of UAE consumers use their 

smartphones to augment shopping, as do 

32% of Australian consumers. Even in Bra-

zil and Mexico, where fewer consumers 

pay in-store using digital wallets, 47% and 

41% of consumers used their smartphones 

to enable their most recent in-store pur-

chases, respectively.

1 Reuters Staff. Barclays plans UK “wave & pay” card by Sept. Reuters. 2007. https://www.reuters.com/article/idUSL0921113920070709. Accessed July 2022. 

2 Wells, C. Contactless Card Limit Increases to £100 in Britain. Bloomberg. 2021. https://www.bloomberg.com/news/articles/2021-10-15/contactless-card-limit-increases-to-100-
pounds-in-britain. Accessed July 2022.

Introduction 
In the U.K., just 24% of consumers used their 

smartphones in any capacity throughout 

their most recent in-store retail journeys. 

Consumers there do not naturally think of 

using their smartphones when they shop 

— but that could change. 

The U.K. edition of the 2022 Global Digital 

Shopping Playbook series, a PYMNTS and 

Cybersource collaboration, provides an 

in-depth look into how U.K. merchants are 

embracing — or failing to embrace — dig-

ital and cross-channel shopping features 

and payments innovations to meet local 

shoppers’ increasing demands for quick, 

convenient and seamless shopping expe-

riences. 

The Playbook builds upon a survey of 3,100 

businesses and more than 13,000 consum-

ers across six countries fielded between 

Sept. 23 and Nov. 7, 2021. We asked con-

sumers where they shopped, how they 

paid for their purchases and which digital 

tools — if any — they used to enable those 

shopping experiences. We then asked mer-

chants across all six countries about the 

shopping features they provided, which 

payment methods they accepted and how 

these offerings have changed over time. By 

comparing and contrasting what consum-

ers told us about the way they prefer to 

shop and what merchants told us about 

the shopping features they provided, we 

calculated a unique Global Shopping Index 

for each country. The higher the Index 

score a country earns, the less friction its 

customers experience on their shopping 

journeys. 

This U.K. edition takes a closer look at the 

characteristics of the country’s economy 

and the unique trends that set the country 

apart. We specifically sought to under-

stand why shoppers in the U.K. rarely use 

smartphone-based and other cross-chan-

nel shopping tools compared to other 

countries and whether local shoppers may 

be interested in using them in the future. 

This is what we learned. 
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01
U.K. consumers have not yet fully tapped mobile-assisted retail 
experiences. Local shoppers are 16% less likely than the average  
to use their smartphones at any time for any reason during their 
shopping journeys, whether they are shopping online, in-store or  
a mix of both.

U.K. shoppers deploy their smartphones far less often than consumers in the 

other countries we studied, underscoring a massive opportunity for business 

leaders and innovators that can help U.K. consumers discover the transforma-

tive potential that smartphones can have on their shopping journeys. Just 24% 

of British consumers use their smartphones to enhance their in-store shopping 

experiences, meaning few compare prices in real time, check inventory statuses, 

search for product reviews or perform other mobile-centric actions in stores. 

Across all six countries we surveyed, 34% of consumers used smartphones to 

enable or inform their most recent in-store purchases. 

Consumers in the U.K. also use smartphones less than others throughout their 

retail journeys, whether paying via an app, mobile wallet or otherwise. On average, 

42% of consumers throughout the six countries we studied used smartphones 

at some point throughout their most recent shopping experiences. Among British 

consumers, however, just 35% used their smartphones this way, and this figure 

remained relatively unchanged year over year. 

U.K. consumer choice is not entirely responsible for their low usage of smart-

phones. Local merchants do not make these options readily available, and 

many shoppers do not realize that local merchants offer mobile-centric fea-

tures. Although 59% of U.K. merchants allow consumers to use mobile devices 

to locate a product in a physical store, just 27% of U.K. consumers know that the 

merchants provide these types of in-store navigation apps. 

02
U.K. consumers vastly prefer at-home delivery to 
click-and-collect options. Consumers in the U.K.  
are eight times more likely to use delivery as 
in-store pickup. 

U.K. consumers clearly prefer to have their eCommerce 

orders delivered to their homes, a preference becoming more 

entrenched over time. Our research shows that 78% of eCom-

merce shoppers in the U.K. had their purchases sent to their 

homes in 2021, representing a year-over-year increase of 10%. 

They were also the least likely of all countries we studied to 

pick up their eCommerce orders in-store: just 10% did so for 

their most recent eCommerce purchase. 

This strong preference for at-home delivery is not the only 

reason U.K. consumers have low usage of in-store shopping 

features. Again, feature awareness is a significant issue. Our 

research shows that 59% of merchants allow consumers to 

pick up in-store from a kiosk and 55% allow pick up from an 

employee. Just 39% of consumers know they can pick up 

orders from an in-store kiosk, and 44% know they can pick up 

orders from an employee in the store. 

© 2022 PYMNTS.com All Rights Reserved
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A lack of digital and cross-channel shopping features adds  
unnecessary friction to U.K. consumers’ shopping experiences. 
U.K. consumers encounter 11% more shopping friction than the 
average consumer across the six countries we studied. 

U.K. merchants are not providing customers the cross-channel and digital 

shopping features that can make their shopping experiences faster and 

more convenient. Just 56% of U.K. merchants allow customers to set up 

cross-channel-capable digital profiles, for example — 12% less than the 

average across the six countries in our study. U.K. merchants also make 

it difficult for consumers to know whether a product is available, as 17% 

less than average offer real-time inventory status. Even regarding incen-

tives, U.K. merchants lag those from other countries. Just 50% offer free 

shipping for digital orders, the least across all six countries. 

Failing to provide these features and others has a very real impact on shop-

ping friction. U.K. merchants earn an average Index score of 89.4 points, 

11% less than the average Index score earned across all six countries. U.K. 

merchants offer consumers a more friction-laden online shopping expe-

rience — regardless of whether they are shopping on their computers or 

phones — than any of the other countries in our study. Although U.K. con-

sumers underutilize smartphones in their in-store shopping, locals who 

shop entirely on their smartphones or computers are also impacted. They 

experience 16% more shopping friction than the average consumer in our 

study. Australia is the only country where consumers shopping on their 

computers encounter more shopping friction.

03
U.K. merchants that integrated digital features into  
their brick-and-mortar stores provide a more seamless  
experience than competitors. Nevertheless, these  
merchants still offer a far more friction-laden  
shopping experience than corresponding merchants  
in other countries.   

Many U.K. eCommerce shoppers are unaware that in-store pickup 

options are available, but the few who know that these options exist 

and use them report experiencing far less shopping friction than most 

other local shoppers. U.K. consumers who order online and pick up 

in-store experience 10% less shopping friction than the average U.K. 

consumer. Similarly, U.K. consumers who use their smartphones to 

enhance their in-store shopping journeys experience 41% less friction 

than those who do not use their smartphones in this way. It is there-

fore clear that adopting digital shopping features like these can help 

U.K. merchants deliver the type of seamless shopping experiences 

they need to drive sales. 

Even cross-channel shopping features like in-store pickup and smart-

phone-assisted brick-and-mortar shopping are not enough to help 

U.K. merchants compensate for lacking features like cross-channel 

capable digital profiles that can streamline those experiences. U.K. 

shoppers who pick up their online eCommerce purchases in-store or 

curbside still experience 19% more friction than consumers in other 

countries who do the same. Similarly, U.K. consumers who use their 

smartphones while shopping in-store experience 21% more shopping 

friction than consumers in other countries who use their smartphones 

that way.  

04
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Contactless cards  
— not digital wallets —  
reign supreme in the U.K. 

O ur study of 2,268 consum-

ers and 620 merchants 

from across the U.K. was 

fielded between September 

and November 2021. It therefore coin-

cided with the country’s second wave of 

national-level lockdowns — an event that 

dramatically impacted consumer behav-

ior.  At that time, 17% of U.K. consumers 

reported making their most recent in-store 

purchase using a contactless debit card, 

and 13% did so with a contactless credit 

card, more than in any other country we 

studied. By contrast, an average of just 5% 

of consumers across the six countries we 

studied paid for their most recent in-store 

purchase using a contactless debit card 

and just 4% paid via credit card. 

Usage of mobile wallets in-store has 

remained low in the U.K., however, with 

just 5% of local consumers paying for their 

most recent purchase with a mobile wal-

let and a slim 1% doing so via PayPal.

Because of the strong hold of contact-

less cards on the U.K. market, convincing 

local consumers to adopt in-store mobile 

payments technology has been histori-

cally difficult. Millennials and Generation Z 

consumers are beginning to change that, 

though. Gen Z is three times more likely 

than the average U.K. consumer to pay 

using mobile wallets, in fact, and millen-

nial consumers are twice as likely as the 

average U.K. consumer to pay via mobile 

wallet. This strongly suggests that mobile 

card payments will grow more common 

in the U.K. going forward. 

Shopping  
from home 
 
 

•	 78% of eCommerce shoppers  
in the U.K. had their most recent  
purchase sent directly to their 
homes.

•	 Only 24% of in-store shoppers in 
the U.K. use their smartphones to 
enhance their in-store shopping 
experiences.

•	 Only 10% of eCommerce shoppers 
in the U.K. use click and collect.

U.K. shoppers were the most  
likely of all to shop from the  

comfort of their homes — and 
among the least likely to use  

integrated shopping experiences. 

United Kingdom Edition
3 Institute For Government. Timeline of UK government coronavirus lockdowns and restrictions. 2022. https://www.instituteforgovernment.org.uk/charts/uk-government- 
coronavirus-lockdowns. Accessed July 2022. 

https://www.instituteforgovernment.org.uk/charts/uk-government-coronavirus-lockdowns
https://www.instituteforgovernment.org.uk/charts/uk-government-coronavirus-lockdowns
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S martphone-enhanced brick-

and-mortar shopping, where 

consumers use their smart-

phones to inform or empower 

in-store purchases, is growing more pop-

ular among many of the world’s major 

economies, but not in the U.K. Just 24% 

of British consumers — approximately 3.7 

million people — use their smartphones 

this way, comparing prices in real time, 

checking inventory statuses, searching for 

product reviews or otherwise. Across all 

six countries in our study, 34% of consum-

ers use their smartphones to augment 

in-store shopping. 

The U.K. is also the only country in our 

study where our researchers saw no 

substantial year-over-year growth in 

smartphone-enhanced brick-and-mor-

tar shopping. The share of U.K. shoppers 

using their smartphones in this manner 

remained flat between 2020 and 2021, 

a stark contrast from the 19% increase 

seen across all six countries. In Australia 

and Brazil, for example, the use of smart-

phones in-store increased by 56% and 

25%, respectively. 

22.5%
28.0%

0000000000

0000000000

United States

27.5%
32.8%

0000000000

0000000000

All comparable countries

37.6%
46.9%

0000000000

0000000000

Brazil

N/A
41.0% 0000000000

Mexico

23.4%
23.6%

0000000000

0000000000

United Kingdom

20.6%
32.1%

0000000000

0000000000

Australia

FIGURE 1:	

Consumers’ smartphone usage  
while shopping in stores  
Average share of in-store shoppers using  
smartphones to assist their in-store shopping 
experiences, by year

 

2020

Source: PYMNTS.com

The 2022 Global Digital Shopping Playbook, July 2022

N = 7,871: Consumers who paid for their last purchases in-store,  

fielded Sept. 23, 2021 - Nov. 7, 2021
2021

N/A
59.2%0000000000

United Arab Emirates 
Not-so-mobile:  

U.K. shoppers  
underutilize smartphones 
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9.2% 
of  

brick-and-mortar  
shoppers in the U.K 

use their phones 
to enhance their 

in-store shopping 
journeys.

Not-so-mobile    |    08

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 
 

14.7%

14.1%

14.0%

10.0%

8.2%

8.1%

7.9%

7.4%

2.1%

Source: PYMNTS.com

The 2022 Global Digital Shopping Playbook, July 2022

N = 3,115: Consumers who used mobile devices to aid their in-store shopping experiences, fielded Sept. 23, 2021 - Nov. 7, 2021

•	 Compare prices

•	 Search for offers and discounts

•	 Find product information

•	 Read product reviews

•	 Locate product in-store

•	 Confirm product is in stock

•	 Build loyalty credit

•	 Look up product ratings

•	 Other

ALL  
COUNTRIES

5.9%

8.0%

5.7%

4.9%

2.5%

4.6%

9.2%

4.0%

2.3%

U.K.

9.3%

6.6%

10.3%

5.2%

4.8%

9.1%

10.9%

5.8%

3.9%

Australia

9.0%

12.2%

10.2%

9.8%

8.7%

8.1%

7.1%

7.0%

2.1%

U.S.

24.1%

22.7%

20.3%

9.7%

9.0%

6.7%

12.4%

8.3%

2.2%

Brazil

24.2%

11.9%

21.1%

14.0%

9.0%

11.5%

2.3%

8.7%

1.4%

Mexico

24.7%

19.9%

24.8%

17.3%

12.0%

17.4%

20.7%

16.5%

5.3%

UAE

A closer look reveals that there is no sin-

gle activity for which U.K. consumers use 

their smartphones as much as their peers 

in other countries. These consumers are 

the least likely among all we studied to 

use their smartphones to price shop in 

real time, search for product information, 

ratings and reviews, check inventory sta-

tuses and use in-store navigation apps 

to locate the products they wish to pur-

chase. 

U.K. consumers do not rank last in just 

two smartphone-enabled shopping activ-

ities: searching for online coupons and 

discounts and using loyalty and rewards 

programs. Even then, usage is still low: 8% 

of U.K. shoppers use their smartphones 

to find coupons and discounts, and 9% 

access loyalty and rewards programs 

in-store. 
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All countries comparable

47.2%
52.5%
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Brazil

N/A
46.0% 0000000000

Mexico

33.8%
35.1%
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29.0%
42.7%

0000000000
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FIGURE 2:	

Consumers’ usage of smartphones  
to assist some aspects of their  
retail journeys 
Share of consumers in different countries who 
used smartphones at least once during their 
shopping journeys, by year

 

2020

Source: PYMNTS.com

The 2022 Global Digital Shopping Playbook, July 2022

N = 13,114: Complete responses,  

fielded Sept. 23, 2021 - Nov. 7, 2021
2021

N/A
64.5%0000000000

United Arab Emirates

49.8%
52.6%

0000000000

0000000000

Mobile app or mobile-specific site

46.9%
54.2%

0000000000

0000000000

Mobile app to make purchases for pickup/delivery

FIGURE 3:	

Awareness and availability of key  
features in the U.K. 
Share of U.K. eCommerce shoppers who are 
aware of select features and share of merchants 
offering said features

 

Shoppers

Source: PYMNTS.com

The 2022 Global Digital Shopping Playbook, July 2022

N = 13,114: Complete responses,  

fielded Sept. 23, 2021 - Nov. 7, 2021
Merchants

27.4%
58.7%

0000000000

0000000000

Using mobile device to locate a product in a physical store

U.K. consumers’ low smartphone usage is 

not limited to the store. The data implies 

that they have not found an intuitive 

connection between smartphones and 

shopping. This is evident as just 35% of 

U.K. consumers used smartphones in any 

capacity during their most recent shop-

ping journeys, whether making a retail 

purchase on a mobile eCommerce site, 

using an app to track an eCommerce 

delivery, paying in-store using a digital 

wallet or otherwise. 

The average share of consumers using 

their smartphones in at least one capac-

ity while shopping is 42%. In the UAE, the 

most mobile-centric country of all, 65% of 

consumers use their smartphones while 

shopping.

We are also witnessing a shift toward 

increased mobile-enabled shopping in 

the U.K., albeit a small one. U.K. consum-

ers’ smartphone usage increased 4% year 

over year in 2021. Overall, smartphone 

usage across all four countries in our 

study increased by 18% in that time. 

One possible reason that U.K shoppers have shown less interest in tap-

ping the full power of their smartphones is that many are unaware that 

smartphone-based features are even available. This lack of knowledge is 

undoubtedly the case with in-store navigation apps. Our research shows 

that although 60% of U.K. merchants allow consumers to use mobile 

devices to locate a product while in a physical store, just 27% of U.K. con-

sumers are aware that local merchants provide these types of apps.  

While there is undeniable room for expansion and growth in this area of the 

U.K. eCommerce market, it is clear that innovators and business leaders 

looking to drive conversion via smartphones in this market have work to do. 

59%
of U.K. merchants 
provide in-store 

navigation apps,  
but only 27% of local 

shoppers realize these 
options are available. 

Not-so-mobile    |    09
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A mong all the consumers 

in our study, those in the 

U.K. show the strongest 

preference for having their 

eCommerce orders shipped directly to 

their homes. That preference is growing 

stronger with time. Seventy-eight percent 

of U.K. eCommerce shoppers had their 

purchases sent straight to their homes 

in 2021, whereas the average across all 

six countries is 71%. The U.K. figure also 

marks a year-over-year increase of 10%, 

clearly illustrating rising demand.

  
Delivery:  

The star of U.K. eCommerce 

TABLE 2:	

How consumers acquire their online purchases   
Share of consumers who received their most recent orders in select ways, by country 
 

Source: PYMNTS.com

The 2022 Global Digital Shopping Playbook, July 2022

N = 5,243: Respondents who purchased online or via mobile, fielded Sept. 23, 2021 - Nov. 7, 2021

ALL COUNTRIES

•	 Australia

•	 Brazil

•	 Mexico

•	 United Arab Emirates

•	 United Kingdom

•	 United States

7.6%

8.1%

7.2%

5.5%

12.0%

7.6%

7.9%

71.2%

60.6%

74.8%

73.8%

55.6%

78.4%

69.0%

Ship to  
a location  
to pick up

Deliver  
to home

7.4%

7.1%

0.6%

2.9%

7.7%

3.6%

10.8%

13.7%

24.2%

17.4%

17.8%

24.8%

10.4%

12.3%

Pick up 
curbside

Pick up  
in-store

U.K. shoppers’ 
preference  

for at-home  
delivery is 

10%
stronger  

than average. 
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U.K. consumers are also the least likely 

to go into a store to pick up their eCom-

merce purchases: just 10% have picked up 

their most recent eCommerce purchases 

in-store. This method — which local shop-

pers call “click and collect” — may be well 

known in the U.K., but it is not as popular 

as elsewhere. We found that U.K. consum-

ers were 24% less likely than the average 

consumer in all six countries to pick up 

their eCommerce purchases in-store.

A key motivation for using home delivery in 

recent years has been government man-

dates. U.K. lawmakers instituted a series 

of movement restrictions during the latter 

half of 2020 and the earlier part of 2021 to 

mitigate the spread of COVID-19, meaning 

many U.K. consumers spent much of this 

time at home.4

U.K. merchants’ feature offerings — or lack 

thereof — may be another reason for local 

shoppers’ strong preference for at-home 

delivery. Our research shows that U.K. 

merchants also offer far fewer features 

than merchants in other countries we 

studied, suggesting that the low usage 

rate could stem from a lack of availability. 

Just 54% of the merchants offer a mobile 

app for delivery or pickup, 7% below the 

sample average and slightly exceeding 

last-ranking Australia.

Even when U.K. merchants provide fea-

tures that can support cross-channel 

shopping experiences, their customers 

often do not realize these features are 

available. For example, 59% of U.K. mer-

chants allow consumers to pick up the 

product in-store from a kiosk, and 55% 

allow for employee pickup. Nevertheless, 

just 39% of consumers are aware they can 

pick up orders from an in-store kiosk, and 

just 44% know they can pick up from an 

employee in-store. 

Simply providing the right features is 

often not enough. Merchants must also 

ensure that those features are integrated 

into broader user experiences, making 

them readily available and easy to use. 

Merchants that fail to do so may not be 

able to enjoy full returns on their feature 

investments. 

3 Author unknown. Timeline of UK government coronavirus lockdowns and restrictions. Institute for Government. 2022. https://www.instituteforgovernment.org.uk/charts/ 
uk-government-coronavirus-lockdowns. Accessed July 2022. 
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FIGURE 4:	

The consumer usage gap: U.K.   
Share of U.K. consumers who are aware that select features are available (x-axis)  
versus the scale of the awareness gap (y-axis)

 

Source: PYMNTS.com

The 2022 Global Digital Shopping Playbook, July 2022

N = 13,114: Complete responses,  

fielded Sept. 23, 2021 - Nov. 7, 2021

https://www.instituteforgovernment.org.uk/charts/uk-government-coronavirus-lockdowns
https://www.instituteforgovernment.org.uk/charts/uk-government-coronavirus-lockdowns
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T he overall quality and usability 

of the digital shopping features 

that U.K. merchants offer is 

one matter but not the root 

cause of our findings. The more funda-

mental issue is that U.K. merchants are 

underinvesting in the digital features they 

need to drive conversion. As a whole, U.K. 

merchants are yet to offer the digital and 

cross-channel shopping features con-

sumers want or the incentives that move 

the needle on shopper preference. 

One example is the lack of availability of 

cross-channel-capable digital profiles. 

Our research shows that 56% of U.K. mer-

chants offer shoppers digital profiles that 

store their personal and payment infor-

mation and that users can access across 

several shopping channels at any given 

time. Although that is more than half of 

merchants, it means U.K. merchants are 

12% less likely to offer such profiles than 

merchants broadly across the six coun-

tries we studied.
Why U.K.  

merchants should   
prioritize  

innovation 

56%
of U.K. merchants 
provide digital  
profiles that  
can be accessed 
across shopping 
channels. 

Why U.K. merchants should prioritize innovation    |    12
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The taxonomy of digital features 

Know me
Features that allow merchants  

to determine customers’  
preferences regardless of 

whether they are shopping 
in-store, online or over  
the phone, including  

cross-channel-capable digital 
profiles and access to users’ 

shipping histories

Value me
Features that enable  

merchants to offer information, 
rewards or coupons to loyal  

customers, including promotional 
codes, coupons, rewards and  
suggestions based on users’ 

browsing histories

Do you have 
what I want?

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

Make it  
easy for me

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 

Protect me
Features that relate to how well 
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 

We examined consumers’  

use of and interest in 

nearly three dozen  

digital shopping features, 

which can be categorized 

into five groups.

Breaking boundaries    |    12The merchant agenda    |    25

Know me

•	 Profile: I can set up a digital profile with this retailer.

•	 Information sharing (shipping): The retailer has access  
to my shipping information.

•	 Information sharing (history): The retailer has access  
to my order history.

Value me

•	 Marketing opt-in: I can opt-in to personalized marketing  
communications with special offers.

•	 Rewards, coupons and promos: The retailer has reward programs or 
coupons that I can use in the store, online and on my mobile devices or  
sends me promo codes targeted to my specific interests.

•	 Recommendations: I receive suggestions about things that I might like 
based on past purchases or my browsing history.

Do you have  
what I want?

•	 Inventory: The available inventory is updated digitally in real time.

•	 Price matching: The merchant will match the prices  
of other merchants selling the same products.

Make it  
easy for me

•	 Product details: Product details are available digitally.

•	 Product reviews: Reviews are available digitally.

•	 Product recommendations: Recommendations are available digitally.

•	 Free shipping: Free shipping is available for digital orders.

•	 Buy online, pickup in-store: I can buy online and pick up my purchase  
in-store from an employee at a customer service desk or have an employee  
deliver the product to my car.

•	 Buy online, pickup from a kiosk: I can use an automated  
method to receive the product.

•	 Mobile order-ahead: The retailer offers a mobile app  
I can use to make purchases for delivery or pickup.

•	 Mobile product finding: I can use a mobile device to locate  
a product when in a physical store. 

Protect me

•	 Disputes: It is easy to resolve issues with the merchant.

•	 Fraud purchase refunds: The retailer will refund fraudulent charges.

•	 Digital purchase refunds: The retailer will refund my digital purchases 
either online or at the store.

•	 Protect data: I am able to securely store my card details.

•	 Purchase returns: I can return purchases either by mail or  
to a store location.

•	 Online returns: I can make free returns using printable shipping labels.

•	 Live help: I can get live help via a phone call, online chat or another method 
when I am not in the store.

Glossary: Shopping features that improve the user experience
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U.K. merchants are also less likely than others to provide real-time updates on 

inventory statuses, making it difficult for consumers to know whether a prod-

uct is available. Forty-seven percent of U.K. merchants offer real-time inventory 

status updates — 17% below the average across all six countries we studied.

Even when providing financial incentives — including sales and loyalty pro-

grams — there is an opportunity for U.K. merchants to improve. For example, 

just 50% offer free shipping for digital orders, which is less than the sample 

average. 

TABLE 3:	

Merchant feature offerings 
Share of merchants offering select features, U.K. versus sample average 
 

Source: PYMNTS.com

The 2022 Global Digital Shopping Playbook, July 2022

N = 3,100: Complete merchant responses, fielded Sept. 23, 2021 - Nov. 7, 2021

•	 Profile

•	 Information sharing (shipping)

•	 Information sharing (history)

47.6%

68.4%

67.9%

56.0%

60.8%

48.5%

•	 Marketing opt-in

•	 Rewards, coupons and promos

•	 Recommendations

70.9%

44.4%

66.7%

52.7%

88.7%

53.5%

•	 Inventory

•	 Price matching

68.6%

53.1%

46.8%

61.8%

•	 Product details

•	 Product reviews

•	 Product recommendations

•	 Free shipping

•	 Buy online, pickup in-store

•	 Buy online, pickup from a kiosk

•	 Mobile order-ahead

•	 Mobile product finding

80.7%

76.1%

70.9%

64.0%

64.0%

51.3%

57.8%

44.2%

43.5%

56.5%

54.2%

50.3%

54.7%

58.9%

54.2%

58.7%

•	 Disputes

•	 Fraud purchase refunds

•	 Digital purchase refunds

•	 Protect data

•	 Purchase returns

•	 Online returns

•	 Live help

78.4%

80.7%

78.8%

61.9%

78.1%

61.3%

72.5%

44.2%

60.0%

48.7%

50.3%

51.1%

53.9%

53.5%

Higher
Lower

51.5%

66.4%

69.1%

59.5%

54.7%

45.1%

67.0%

44.8%

67.1%

57.2%

86.2%

48.4%

65.7%

55.1%

48.4%

64.5%

79.5%

72.2%

69.0%

63.8%

68.0%

49.8%

60.0%

50.3%

44.1%

54.8%

47.4%

54.2%

58.0%

58.9%

57.4%

55.6%

82.1%

81.1%

77.5%

64.8%

76.9%

58.3%

75.2%

42.4%

44.7%

44.7%

49.2%

44.9%

55.5%

48.2%

AVERAGE

2020 20202021 2021

FIGURE 5:	

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

 

ALL  
COUNTRIES ALL  

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

Source: PYMNTS.com

The 2022 Global Digital Shopping Playbook, July 2022

N = 13,114: Complete responses, fielded Sept. 23, 2021 - Nov. 7, 2021
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TABLE 5:	

How merchants’ Index scores vary 
across channels 
Average Index scores merchants earned, by channel 
 

146.8

152.1

107.5

73.0

120.9

129.0

135.8

Source: PYMNTS.com

The 2022 Global Digital Shopping Playbook, July 2022

N = 13,114: Complete responses, fielded Sept. 23, 2021 - Nov. 7, 2021

•	 Online native

•	 Mobile native

•	 Brick-and-mortar mobile-assisted

•	 Brick-and-mortar

•	 Online cross-channel

•	 Mobile cross-channel

•	 Voice

ALL  
COUNTRIES

122.7

127.1

84.5

60.0

98.5

89.1

81.3

U.K.

120.8

127.5

82.5

56.1

98.8

115.8

144.1

Australia

154.5

157.7

114.5

75.5

126.9

139.1

142.6

U.S.

157.2

159.5

108.5

75.5

113.4

125.9

138.1

Brazil

123.9

141.1

101.9

70.3

135.9

109.4

119.6

Mexico

138.6

135.1

97.9

88.8

106.7

83.4

124.2

UAE

This lack of digital and cross-channel shop-

ping features adds unnecessary friction 

to U.K. consumers’ shopping experiences 

and potentially deters would-be cus-

tomers. U.K. merchants earn an average 

Index score of 89.4 points, meaning that 

U.K. consumers face 11% more shopping 

friction than our sample average. The only 

countries where consumers encounter 

more shopping friction are Australia and 

Mexico, whose merchants earn average 

Index scores of 81.1 and 83.0, respectively.

This friction affects nearly all U.K. mer-

chants’ shopping channels. In fact, U.K. 

merchants provide more friction-laden 

shopping experiences than any other 

country in our study, whether consum-

ers are shopping on their computers or 

phones.

U.K. merchants’ Index scores for their 

mobile and desktop shopping channels 

signify that local consumers who shop 

entirely on their smartphones or comput-

ers experience 16% more shopping friction 

than the average consumer in our study. 

Once again, Australia is the only coun-

try where consumers shopping on their 

computers experience more friction than 

online shoppers in the U.K. 

U.K. consumers who shop online and pick 

up their purchases in-store or shop via 

voice assistant also face more shopping 

friction than other countries. Local mer-

chants earn Index scores of just 98.5 for 

their click-and-collect channel and 81.3 

for their voice-enabled shopping chan-

nel, meaning these customers’ shopping 

experiences have 19% and 40% more fric-

tion than average, respectively. 

U.K. consumers encounter 

11% 
more shopping friction  

than the average across all  
6 countries in our study. 

Why U.K. merchants should prioritize innovation    |    15
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Strong Customer Authentication 
takes effect in the U.K. 

A cross-channel shopping checklist  
for U.K. merchants

M arch 14, 2022, marked the 

deadline for full Strong 

Customer Authetication 

(SCA) enforcement in the 

United Kingdom. Designed to protect 

consumers from the rising threat of cyber-

crime, SCA must be applied to electronic 

payments within the European Economic 

Area (EEA) and U.K. unless the payment is 

out of scope or an SCA exemption applies.5  

SCA requires that, for qualifying trans-

actions, banks use two authentication 

elements to verify the payer (also known 

as two-factor authentication). It is critical 

for merchants to support the SCA man-

date, while also keeping the risk of added 

friction low and minimizing the chance of 

cart abandonment. Smartphones pres-

ent a great opportunity to streamline the 

online authentication process — with 

features like fingerprint sensors, face 

scanning capabilities and a microphone 

to support voice recognition — all built in.

There are further opportunities when 

shopping in-store — for example, in help-

ing alleviate friction for consumers who 

may be required to authenticate when 

making contactless card payments. Dig-

ital wallets already build in much of this 

authentication, reducing the number of 

additional steps. Thus, SCA may encour-

age more contactless card users to adopt 

digital wallets and use their smartphones 

while shopping — to facilitate  a smoother, 

faster and more secure shopping experi-

ence. 

5 Merchants Risk Losing Customers as New UK SCA Rules Kick Off. PYMNTS. 2022. https://www.pymnts.com/authentication/2022/merchants-risk-losing-customers-as-new-uk-sca-
rules-kick-off/. Accessed July 2022 

There is no one-size-fits-all 

approach to providing a perfect 

shopping experience, but there  

are several key steps that U.K.  

merchants can take to streamline 

their customers’ retail journeys. 

Give consumers shopping  
features they can use across all 
shopping channels, including: 

•	 Real-time inventory updates 

•	 Digital product descriptions 

•	 Custom suggestions based 
on browsing history

Provide a wide selection  
of fulfillment options,  
including: 

•	 At-home delivery

•	 Click and collect 

•	 In-store kiosks 

Integrate digital tools into  
the brick-and-mortar shopping 
journey, including:

•	 In-store navigation apps

•	 Cross-channel–capable  
digital profiles

•	 In-store mobile wallets  
payments 

Accept a range of quick, secure 
and seamless payment options 
that can be used across retail 
channels, including:

•	 Contactless payments 

•	 Digital wallets 

•	 QR codes 

Offer financial incentives, 
including: 

•	 Promo codes, sales and  
discounts

•	 Loyalty and rewards  
programs

•	 Free shipping and returns

https://www.pymnts.com/authentication/2022/merchants-risk-losing-customers-as-new-uk-sca-rules-kick-off/
https://www.pymnts.com/authentication/2022/merchants-risk-losing-customers-as-new-uk-sca-rules-kick-off/
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FIGURE 6:	

U.K. merchants’ Index scores 
Average Index scores of U.K. merchants, by shopping channel

 

Source: PYMNTS.com

The 2022 Global Digital Shopping Playbook, July 2022

N = 13,114: Complete responses, fielded Sept. 23, 2021 - Nov. 7, 2021

Smartphone-
assisted  brick-

and-mortar

Brick-and- 
mortar

84.5

60.0

Online  
cross-channel

98.5

Mobile  
cross-channel

Voice

89.1
81.3

Online native Mobile native

122.7
127.1

C onsumers in the U.K. deal 

with some of the more 

friction-laden shopping 

experiences in our study, 

but local merchants have a tremendous 

opportunity to change that. Merchants 

that have adopted the integrated shop-

ping features customers want most have 

demonstrably boosted their chances 

for conversion. We know this because 

U.K. consumers who use cross-channel 

shopping features report facing far less 

shopping friction than those who do not. 

The path  
forward:  

The power of digitally  
integrated shopping   

The path forward    |    17
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Brick-and-mortar shoppers in the U.K. 

face more shopping friction, for exam-

ple. U.K. merchants earn an average Index 

score of 60 points for their brick-and-

mortar shopping channels, meaning that 

local brick-and-mortar shoppers encoun-

ter more than twice as much friction as 

local mobile shoppers. 

However, brick-and-mortar shoppers who 

use their smartphones while shopping 

in-store encounter considerably less fric-

tion. U.K. merchants whose customers 

utilize smartphone-enhanced brick-and-

mortar shopping earn an Index score 41% 

higher than U.K. merchants whose in-store 

shoppers do not use their smartphones. 

Smartphone-assisted shopping has great 

potential to improve the shopping experi-

ence, reduce friction and drive conversion.

Click and collect also illustrates the 

transformative potential of integrated 

cross-channel shopping. U.K. consumers 

who select the click-and-collect option 

when shopping on their desktop comput-

ers face 10% less shopping friction than 

the average U.K. consumer.

Even lower-performing cross-channel 

features make a noticeable difference. 

U.K. consumers who shop via voice assis-

tant may encounter 9% more shopping 

friction than the average U.K. shopper, 

but their shopping experiences are still 

36% smoother than those who shop in 

brick-and-mortar stores without mobile 

assistance. 

Investing in the  
merchant–shopper 
relationship

•	 Prominently display all available payment 
and fulfillment options at the digital and 
brick-and-mortar points of sale.

•	 Update consumers on available  
promotions, sales and discounts  
with emails or text messages.

•	 Have employees provide shoppers  
with information about promotions,  
such as loyalty and rewards  
programs.

 
Providing shoppers a wealth of  

shopping, payment and fulfillment options  
is often not enough to ensure they have  

the best possible retail experience. 

Merchants must also take active communication measures with 
their customers so they are fully aware of the range of  
features that can optimize their experience. 

United Kingdom Edition

Using smartphones in stores  
cuts in-store shopping friction by 

41%.
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T he Global Digital Shop-

ping Playbook is based 

on census–balanced sur-

veys of 13,114 consumers, 

with more than 2,000 consumers 

surveyed in each of the studied mar-

kets — 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 

merchants in total.

We collected data on merchants 

generating annual revenues of less 

than $1 million, between $1 million 

and $50 million, between $50 million 

and $1 billion and $1 billion or more, 

and asked 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 purchases and manually 

reviewed every response to deter-

mine those that had large national 

footprints. The rest were defined as 

small to mid-sized businesses. 

The consumer surveys consisted of 

38 questions, and the merchant sur-

veys had 28 questions. They were 

conducted between September 2021 

and November 2021.

Methodology

Conclusion

© 2022 PYMNTS.com All Rights Reserved

M erchants in the U.K. have much work to do to streamline 

their consumers’ shopping experiences. They provide 

fewer digital shopping features than their counterparts 

in other countries, and many struggle to make their cus-

tomers aware of the full range of features they provide. Local shoppers 

often do not realize how valuable smartphones can be in informing and 

enabling seamless, integrated shopping experiences. 

Nevertheless, there is hope — and great opportunity. Our research 

shows that merchants adopting digital-first and cross-channel shop-

ping features can demonstrably improve their customers’ shopping 

journeys. The trick is providing shoppers the features they want most 

and then integrating those features to make them easy to locate and 

use. Only then can U.K. merchants expect to reap the full benefits of 

their investments in digital shopping innovation. 

The 2022  
Global  
Digital  

Shopping  
Playbook
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