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Ties, a PYMNTS and Riskified collaboration, 
explores actions online merchants can take to help 
strengthen and add value to customer relationships. 
We surveyed 2,153 U.S. consumers from Jan. 28 
to Feb. 8, 2022, about the details of their online 
shopping experiences and the features that make 
these experiences satisfactory.

S AT ISFACT ION  IN  THE  AGE  OF 

MAY/JUNE 2022



Introduction  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                           01

Key Findings  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                           05

Conclusion  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                            15

Methodology . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                           16

	  TABLE OF  

Contents

Satisfaction In The Age Of eCommerce: How Online Merchants Are 
Cultivating Long-Term Customer Ties was produced in collaboration 
with Riskified, and PYMNTS is grateful for the company’s support and 
insight. PYMNTS.com retains full editorial control over the following 
findings, methodology and data analysis.

eCommerce
How Online Merchants Are

Cultivating Long-Term Customer Ties

S AT ISFACT ION  IN  T HE  AG E  OF 

https://pymnts.com/


1 2Satisfaction In The Age Of eCommerce

© 2022 PYMNTS.com All Rights Reserved

Introduction

Introduction
Consumers are embracing the digital economy and going online for an increasing num-

ber of activities that are part of their everyday lives. Few other areas of the economy 

exemplify this digital shift more than consumers’ growing appetite for shopping online. 

Gone are the days when consumers needed to rely on a handful of vendors or even a 

single online marketplace: they now enjoy more shopping options than ever before. 

For merchants operating in this competitive environment, cultivating enduring customer relationships 

and brand loyalty is vital for successful long-term revenue growth. Returning customers spend, on 

average, 67% more than first-time customers.1 In such a crowded, competitive space, differentiation 

can be particularly challenging for merchants. 

The solution involves providing a best-in-class customer experience that ensures seamless, fric-

tion-free shopping and checkout. Customers want easy, stress-free shopping experiences. They 

want to be able to trust online retailers, grocers and other merchants they patronize and feel good 

about the relationships they have with them. They also want to easily navigate merchant websites, 

return products and access conveniences such as curbside pickup. Not least on that list is feel-

ing secure when making card-not-present transactions and trusting the merchant. PYMNTS data 

shows that delivering on these expectations builds trust, fosters loyalty and helps mitigate churn.

Satisfaction In The Age Of eCommerce: How Online Merchants Are Cultivating Long-Term Customer 

Ties explores consumers’ preferences when buying from online retailers. We surveyed 2,153 con-

sumers in early 2022 to learn more about their experiences shopping online and what influences 

their loyalty to and trust in the merchants they frequent. 

This is what we learned: 

1. Author Unknown. Returning Customers Spend 67% More Than New Customers – Keep Your Customers Coming Back with 
a Recurring Revenue Sales Model. Business.com. October 2021. https://www.business.com/articles/returning-customers-
spend-67-more-than-new-customers-keep-your%20customers-coming-back-with-a-recurring-revenue-sales-model/. 
Accessed May 2022.

More than half of consumers who purchased groceries or other retail 

products online in the past year increased their online purchases.

Forty-six percent of consumers surveyed purchased retail goods, and 31% 

bought groceries online in the month before the survey. Shopping is increas-

ingly becoming a digital affair, and online shopping is, for many consumers, 

a necessity of everyday life. Merchants that can quickly identify and respond 

to customer preferences will position themselves to improve customer 

satisfaction and loyalty. 
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Merchants can limit the risk of losing business by building trust and 

reliably meeting customer expectations. Top among those are protect-

ing personal data and limiting the potential for fraud on their websites. 

Forty-one percent of online retail shoppers and 40% of online grocery cus-

tomers would be “very” or “extremely” likely to switch vendors if they felt 

they could no longer trust their preferred merchants. Another 48% of online 

retail shoppers and 46% of online grocery shoppers would be “somewhat” or 

“slightly” likely to switch under such circumstances. Among the issues that 

could negatively impact comfort and trust in a merchant, consumers chose 

an inability to protect their data and prevent fraud-related loss as the two 

most important: Each was cited by 47% of consumers. 

04High levels of customer satisfaction are central to merchants’ ability to 

increase customer trust and retention.

Working to improve customer satisfaction and build trust can put merchants in 

a position to increase the long-term loyalty and value of their customer bases. 

Thirty-six percent of customers who say they have a “very” or “extremely” 

trusting relationship with an online retailer of products other than groceries 

have been shopping with that merchant for at least five years. Another 48% 

have been buying from their retailers for one to five years. Eighty-five per-

cent of customers who say they are “very” or “extremely” satisfied with a 

non-grocery online retailer report having a high level of trust in that merchant. 

Merchants that invest in the services customers expect, especially those 

that make shopping easy and convenient, increase the likelihood of their 

customers coming back for future purchases. 

Two-thirds of retail shoppers say an experience that is easy and always goes 

as expected is important to them, and 27% say this ease and reliability is the 

most important factor for them when deciding where to shop. Easy-to-nav-

igate websites, the ability to use their preferred payment methods, simple 

return policies and features such as curbside pickup also increasingly matter 

to consumers. Online retailers and grocers who meet expectations in these 

areas are more likely to retain their customers. 

02
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Most consumers trust online retailers, with 85% of consumers saying that they trust 

their favorite retailers “very much” or “extremely.” Two-thirds of consumers say they 

have purchased grocery or retail products from an online retailer in the last month. 

Millennials, in particular, tend to be avid eCommerce shoppers, with 78% of millen-

nial respondents having purchased a retail good or groceries online in the month before the survey. 

Fifty-eight percent of grocery shoppers and 56% of retail shoppers report increasing their digital 

purchases in the last year. The highest increase in online grocery shopping was found among 

millennials, 64% of whom stepped up their online purchases in the last year, followed by 61% of 

bridge millennials. The highest increase in retail shopping is among Gen Z consumers, 61% of whom 

increased their online retail shopping. 

Merchants who meet customer preferences quickly will find themselves better placed to improve 

customer satisfaction and loyalty, leading to greater lifetime customer value.

Growing  
customer relationships  
by exceeding expectations
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FIGURE 1:	

Consumers’ relationships with online shopping  
Share of consumers who have purchased products, by purchasing channel

TABLE 1:	

Consumers’ relationships with online shopping  
Share of respondents who increased their number of online purchases during the past 12 months,  
by generation

64.0%
89.0%
0000000000

0000000000

Sample

4.7%
3.3%

0000000000

0000000000

Another method of purchasing
80.9%
88.8%
0000000000

0000000000

Physical location

45.8%
30.9%

0000000000

0000000000

Digital

N = 4,358
Source: PYMNTS

N = 4,358
Source: PYMNTS

Retail products

Grocery products

Highest percentage

•	 Retail products

•	 Grocery products

GENERATION Z

61.1%

52.1%

MILLENNIALS

56.7%

64.1%

BRIDGE 
MILLENNIALS

57.3%

61.3%

GENERATION X

58.8%

60.4%

51.0%

47.5%

BABY BOOMERS  
AND SENIORS

Key Findings
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Repeat customers are crucial for any business, and enhancing customer satisfaction and 

trust puts merchants in a position to increase long-term loyalty and customer value. 

Among consumers who say they have high trust in an online grocer, 21% have used that 

grocer for at least five years, and 49% have used their services for one to five years. 

This trust level remains true across generations. More than 80% of most generational cohorts say 

they have high trust in their online grocers, and approximately 85% of most generational cohorts 

say the same for online retailers. This trend holds with baby boomers, Generation X and millennials. 

Generation Z consumers are the exception, with 60% saying they highly trust their online grocers 

and 78% reporting such a relationship with online retailers. While this number is still relatively high, 

our data reveals room for improvement.

Unlocking  
consumer loyalty  
with trust

N = 4,358
Source: PYMNTS

FIGURE 2A:	

Trends around highly trusting  
online merchants  
How consumers describe their trust  
levels with online grocery merchants,  
by relationship length 

30.2%
48.6%
21.2%

0000000000

0000000000

0000000000

Very or extremely trusting

34.4%
52.5%
13.1%

0000000000

0000000000

0000000000

Somewhat trusting

65.9%
29.0%

5.1%

0000000000

0000000000

0000000000

Slightly or not at all trusting

Less than a year

Between one and five years

More than five years

N = 4,358
Source: PYMNTS

FIGURE 2B:	

Trends around highly trusting  
online merchants 
How consumers describe their trust  
levels with online retail merchants,  
by relationship length

15.7%
48.2%
36.0%

0000000000

0000000000

0000000000

Very or extremely trusting

20.3%
51.3%
28.5%

0000000000

0000000000

0000000000

Somewhat trusting

36.1%
37.9%
25.9%

0000000000

0000000000

0000000000

Slightly or not at all trusting	

Less than a year

Between one and five years

More than five years
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TABLE 2:	

Trends around highly trusting online merchants  
Share of respondents who say they have a “very” or “extremely” trusting relationship with their online 
grocers or retailers, by generation

N = 4,358
Source: PYMNTS

Highest percentage

80.5%

84.6%

•	 Retail products

•	 Grocery products

GENERATION Z

59.7%

77.7%

MILLENNIALS

82.3%

84.1%

BRIDGE 
MILLENNIALS

82.4%

85.4%

GENERATION X

82.5%

85.4%

SAMPLE

80.8%

85.9%

BABY BOOMERS  
AND SENIORS

Key Findings
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PYMNTS’ research shows that making shopping easy and convenient is critical to retain-

ing customers in an increasingly competitive market. Doing so will sharply increase the 

odds that consumers will remain loyal. Fifty-seven percent of grocery shoppers say it 

is important for them to shop with online grocers who make the shopping experience 

easy and reliable. Approximately half of online shoppers indicated they want to use their preferred 

payment methods, be it credit card, debit card or virtual wallet. 

The convenience of curbside pickup is particularly important for online grocery shoppers. Of the 

respondents who order groceries online, 50% say curbside pickup is an important feature, and 25% 

say it is the most important feature when deciding where to shop. In comparison, just 17% of online 

retail shoppers say that curbside pickup is important when deciding where to shop, with just 5% 

citing it as the most important factor. The ability to easily return items is important, too, with 66% 

of grocery shoppers and 67% of retail shoppers saying return policies are a consideration when 

selecting merchants. 

Finally, 55% of online retail shoppers want to be able to review online product descriptions and 

reviews while browsing, with 11% saying this is the most important feature an online retailer can offer. 

Product descriptions and reviews are less important to online grocery shoppers: Thirty-four percent 

cite descriptions and reviews as important, but just 4% say these are the most important feature.

Satisfying customers  
with easy shopping  
experiences
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FIGURE 3A:	

Features that influence consumers’  
decisions when shopping online  
Share of respondents who say each feature 
would encourage them to shop with an  
online grocer

24.7%
25.4%

0000000000

0000000000

Ability to pick up curbside

5.4%
24.4%

0000000000

0000000000

Loyalty and reward program

6.7%
40.4%

0000000000

0000000000

Ability to use preferred payment method

17.5%
39.5%

0000000000

0000000000

The online experience is easy and works all the time

4.3%
29.7%

0000000000

0000000000

Product description and reviews

6.2%
36.3%

0000000000

0000000000

There is a physical store location for service and returns

14.1%
26.3%

0000000000

0000000000

Same-day delivery

6.2%
28.8%

0000000000

0000000000

Coupons, discounts and promotions

3.8%
35.9%

0000000000

0000000000

Ability to track purchase history across channels

3.3%
18.5%

0000000000

0000000000

Expedited shipping option

1.5%
8.6%

0000000000

0000000000

Buy now, pay later

1.7%
15.3%

0000000000

0000000000

Assurance of not being liable for fraudulent transactions

1.1%
11.9%

0000000000

0000000000

Security assurances

1.6%
22.0%

0000000000

0000000000

Customer-friendly refund policies

1.8%
0.5%

0000000000

0000000000

Other

Most important
Checked but not as important

N = 4,358
Source: PYMNTS

FIGURE 3B:	

Features that influence consumers’  
decisions when shopping online  
Share of respondents who say each feature 
would encourage them to shop with an  
online retailer 

5.4%
11.9%

0000000000

0000000000

Ability to pick up curbside

5.2%
20.0%

0000000000

0000000000

Loyalty and reward program

5.3%
44.8%

0000000000

0000000000

Ability to use preferred payment method

26.9%
38.7%

0000000000

0000000000

The online experience is easy and works all the time

10.5%
44.0%

0000000000

0000000000

Product description and reviews

5.3%
17.9%

0000000000

0000000000

There is a physical store location for service and returns

5.6%
19.4%

0000000000

0000000000

Same-day delivery

6.2%
23.2%

0000000000

0000000000

Coupons, discounts and promotions

6.0%
47.7%

0000000000

0000000000

Ability to track purchase history across channels

10.7%
32.2%

0000000000

0000000000

Expedited shipping option

2.0%
7.8%

0000000000

0000000000

Buy now, pay later

1.5%
18.9%

0000000000

0000000000

Assurance of not being liable for fraudulent transactions

1.1%
11.1%

0000000000

0000000000

Security assurances

6.3%
31.3%

0000000000

0000000000

Customer-friendly refund policies

1.9%
0.7%

0000000000

0000000000

Other

Most important
Checked but not as important

N = 4,358
Source: PYMNTS
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Key Findings11 Satisfaction In The Age Of eCommerce

Our data shows that there is no faster way for online merchants to lose customers than 

to neglect data security. A lack of attention to this matter is often a dealbreaker for 

many consumers. Twenty-three percent of all consumers who purchased groceries or 

retail products digitally in the past month say fear of fraudsters stealing their personal 

data is the biggest issue impacting their trust and comfort with the online merchants they patronize 

or would like to patronize, and 21% say the same about their fear of losing money to fraud. 

Loss of trust directly correlates to customer churn. Forty-one percent of online retail customers and 

40% of online grocery customers say they would be “very” or “extremely” likely to switch merchants 

if they felt they could no longer trust them. Forty-eight percent of online retail customers and 46% 

of online grocery customers would be “somewhat” or “slightly” likely to switch for the same reason.

Building relationships 
through security 

© 2022 PYMNTS.com All Rights Reserved
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FIGURE 4A:	

Features that negatively impact consumer trust  
Share of consumers who say a specific issue would negatively impact their trust in an online merchant

23.3%
24.0%

0000000000

0000000000

Personal data being stolen from a merchant

3.5%
29.4%

0000000000

0000000000

Inability to track purchases and view purchase history

6.3%
26.4%

0000000000

0000000000

Inconsistencies between the product description and the 
product received

21.1%
25.6%

0000000000

0000000000

Losing money due to fraud

3.5%
8.9%

0000000000

0000000000

Inability to use curbside pickup

6.0%
23.0%

0000000000

0000000000

Inability to make in-store returns or get refunds easily

6.9%
31.3%

0000000000

0000000000

Prolonged delivery windows

3.7%
28.6%

0000000000

0000000000

Inability to use preferred payment method

3.1%
9.4%

0000000000

0000000000

No same-day shipping option

2.9%
15.3%

0000000000

0000000000

Short return policy time frames

2.0%
12.1%

0000000000

0000000000

No expedited shipping option

2.7%
12.5%

0000000000

0000000000

Merchant does not offer coupons, discounts or 
promotions

2.0%
5.5%

0000000000

0000000000

Lack of buy now, pay later

2.7%
21.3%

0000000000

0000000000

Payment declines during checkout process

1.9%
13.7%

0000000000

0000000000

Inability to receive discounts consistent with purchase 
history

0.3%
0.2%

0000000000

0000000000

Other

8.0%
0.0%

0000000000

None of these features

Most important
Checked but not as important

N = 4,358
Source: PYMNTS
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FIGURE 4B:

Features that negatively impact consumer trust  
Share of consumers who say a specific issue would negatively impact their trust in an online merchant
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4.5%
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0000000000
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Inability to use preferred payment method

7.0%
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0000000000

0000000000
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product received

18.7%
25.1%

0000000000

0000000000

Losing money due to fraud

4.2%
1.9%

0000000000

0000000000

No same-day shipping option

6.2%
5.2%

0000000000

0000000000

Inability to make in-store returns or get refunds easily

8.6%
8.1%

0000000000

0000000000

Prolonged delivery windows

5.0%
2.7%

0000000000

0000000000

Inability to use curbside pickup

3.7%
2.3%

0000000000

0000000000

Merchant does not offer coupons or discounts 

2.7%
2.1%

0000000000

0000000000

Short return policy time frames

1.1%
1.4%

0000000000

0000000000

Lack of buy now, pay later

3.6%
2.5%

0000000000

0000000000

Payment declines during checkout process

1.7%
1.2%

0000000000

0000000000

No expedited shipping option

2.1%
2.9%

0000000000

0000000000

Inability to track purchases and view purchase history

2.5%
1.9%

0000000000

0000000000

Inability to receive discounts consistent with purchase 
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0.4%
0.1%

0000000000

0000000000

Other

4.6%
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None of these features

Grocery products
Retail products

N = 4,358
Source: PYMNTS
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Conclusion
The days of in-person-only shopping continue to fade as com-

merce increasingly moves online. Connected consumers demand 

seamless, secure shopping experiences with merchants they 

feel have earned their trust, whether they are shopping for their 

weekly groceries or ordering a gift for that special someone. Merchants need 

to ensure that everything their customers want to do goes off without a 

hitch. Excellent customer service is a great start, but the real differentiator 

is being a merchant that customers feel they can rely on, not just for great 

consumer experiences but also for the security of their personal data. An 

online merchant that can meet the rising expectations of today’s consumers 

will pave the way for profitable customer relationships for years to come. 

Methodology

eCommerce And Customer Value: How Online Merchants Are  

Cultivating Long-Term Customer Ties draws from a PYMNTS survey 

of 5,731 American consumers who were asked about their expe-

riences with online merchants and preferences regarding these 

experiences. We discarded 1,373 responses due to incompletion, inaccuracies 

or because they declined our confidentiality agreement. This left us with 4,358 

responses, of which 2,153 were from respondents who had shopped with 

online merchants in the last 12 months. Our analysis considered the response 

data from this group, and our weighted sample was then census-balanced 

in terms of age, education, gender and income.

eCommerce
How Online Merchants Are

Cultivating Long-Term Customer Ties
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DISCLAIMERAbout

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.

Riskified is on a mission to empower businesses to realize the full 

potential of eCommerce by making it safe, accessible and frictionless. 

We have built a next-generation platform that allows online merchants 

to create trusted relationships with their consumers. Leveraging 

machine learning that benefits from a global merchant network, 

our platform identifies the individual behind each online interaction, 

helping merchants — our customers — eliminate risk and uncertainty 

from their business. We drive higher sales and reduce fraud and other 

operating costs for our merchants and provide superior consumer 

experiences, as compared to our merchants’ performance prior to 

onboarding us.
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