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Welcome to Worldpay’s 
2018 Consumer Behaviour 
and Payments Report 
The way consumers shop and buy is constantly evolving, with new 
technology having an unprecedented impact on the customer experience. 

Traditional retailers are looking at how digitalisation can help benefit the 
in-store experience. And at the same time, online brands are exploring ways 
to change their transaction-focused shopping experience into something 
richer and more satisfying for the consumer.

As retailers strive towards a consistent, unified customer experience for all 
their channels, in this report we have analysed consumer behaviour and 
preferences across online, in-store, and mobile. We also examined the 
impact of digitalisation, focusing on three key areas: the Internet of Things, 
the rise of subscriptions, and consumer data and privacy preferences. 

The findings help to understand the current mind-set of the UK consumer, 
what they expect from their customer experience in each channel, and how 
that might impact your payment strategy. 

We hope you enjoy the insights.

Steve Newton
Executive Vice President
Worldpay UK & Europe
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Unified commerce and a 
seamless customer experience 

We are moving towards a world of unified 
commerce, where retailers have full 
transparency of consumers, with a seamless 
shopping experience regardless of the 
purchasing journey the consumer has made. 

This means it’s essential that retailers 
understand consumer behaviour within each 
of their sales channels, so they can develop a 
truly integrated experience. 

Our first section looks at what’s happening 
with the customer experience across mobile, 
online and in-store. 
 
We explore how social media is 
supporting mobile commerce growth, 
discover the biggest causes of online 
checkout abandonment (and how you 
can fix it), and find out what brands 
can do to drive more store visits.

THE ONLINE EXPERIENCE

What to do about 
checkout abandonment

SHOPPING IN-STORE

How to get the 
footfall back

MOBILE SHOPPING

The role of phones 
in-store

The second section of the report looks at the 
impact of digitalisation on the preferences and 
attitudes of our consumers.

We look at Internet of Things (IoT) usage in the 
UK and how this technology may impact the 
way consumers shop and buy.

As Netflix and Spotify change the way 
we consume media, we look at how the 
subscription economy could impact retailers. 

In a digital world where data and privacy are 
more important than ever, we look at what 
data consumers told us they are willing to 
share, with whom they are willing to share it, 
and what they want in return.

Making the most of digitalisation, 
subscriptions and data

SIGN ME UP

The growth of subscriptions
GETTING PERSONAL

The increasing importance of 
data & privacy

THE INTERNET OF THINGS

Drones, voice, chatbots 
and connectivity

PART ONE: OVERVIEW
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Part One — 
Unified commerce: 
get the complete 
picture for a seamless 
customer experience

Today, it’s essential for your customers to have 
a joined-up shopping experience across all your 
channels. The customer journey now crosses 
multiple channels simultaneously, as well as 
switching between those channels at any point 
along the way.

You need to be seamless, or risk losing their 
business. As we explore in the following pages, 
when it comes to unified commerce, there are 
some simple basics for brands to focus on if 
they want to improve the customer experience 
in each of their channels.

SINGLE CHANNEL MULTI-CHANNEL OMNI-CHANNEL UNIFIED COMMERCE

More and more consumers think their 
phones will soon be the go-to method of 
payment. 63% of the consumers we surveyed 
believe that in five years’ time their phones 
will replace physical credit or debit cards 
as their main method of payment in-store 
and online. This is up 11% (from 52%) from 
our report last year, showing that a growing 
number of consumers are open to the idea. 
Our younger generation are even more 
convinced, with 73% of 21-34 year olds and 
70% of 16-20 year olds feeling the phone 
will be their payment method of choice.

Nonetheless, 37% of consumers remain 
unconvinced that phones will replace 
cards, and security is the main reason. 

Although we don’t know their specific concerns 
around mobile security, it is clearly a perception 
that will need to be addressed before we can 
all do away with plastic cards. Some nay-
sayers don’t believe there is any added benefit 
to phone payments, so unless they find a 
clear and obvious advantage then they’ll be 
sticking to their current method of payment.

Mobile shopping

PHONE PAYMENTS GO MAINSTREAM 

HOWEVER, MANY CONSUMERS STILL HAVE A RANGE OF CONCERNS 

OVER PHONES BECOMING THEIR GO-TO METHOD OF PAYMENT

are worried about 
the security issues

62%
see no tangible 

benefit in 
switching

39%

26%
often leave their 

smartphone at home

PART ONE: UNIFIED COMMERCE  

WORLDPAY CONSUMER BEHAVIOUR REPORT 20186

PART ONE: UNIFIED COMMERCE  |  MOBILE SHOPPING

WORLDPAY CONSUMER BEHAVIOUR REPORT 2018 7



1-IN-4 WOMEN USE SOCIAL MEDIA EVERY DAY 

TO SEARCH OR BUY PRODUCTS ONLINE

25%

MORE THAN HALF OF ALL MEN SURVEYED USE SOCIAL 

MEDIA EVERY DAY TO SEARCH OR BUY PRODUCTS

54%

PART ONE: UNIFIED COMMERCE 
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Men are the biggest 
shoppers on social media

How often do you use social 
media to search or buy products?

Social media is a growing influence on 
shoppers. Interestingly, 54% of men use sites 
like Facebook or Instagram on a daily basis to 
search or buy products - more than twice as 
many as women (25%). 

30% of all consumers have made a purchase 
directly through their social media account, 
rising to 41% for 21-34 year olds. The sheer 
amount of time that modern day consumers 
dedicate to social media means it has become 
an important way for brands to connect and 
influence customers. 

WE ASKED

Everyday

Few times a week

Once a week

Rarely

41%

26%

14%

18%

54%

23%

11%

11%

25%

30%

18%

28%

Total average Men Women

OF ALL CONSUMERS HAVE MADE A 

PURCHASE DIRECTLY THROUGH ONE 

OF THEIR SOCIAL MEDIA ACCOUNTS, AND 

THIS RISES TO 41% FOR ALL MILLENNIALS

30%

Savvy shoppers use 
their phones in-store

WHEN YOU’RE SHOPPING IN-STORE, HAVE YOU USED YOUR SMARTPHONE 

FOR ANY OF THE FOLLOWING ACTIVITIES?

Mobiles are, essentially, the great leveller for retailers. 
Today’s consumers are connected 24/7.

Now, when visiting a store they could be armed with 
more information than the store employees. Their mobile 
has become a shopping tool that enables them to find 
the best product at the best price. 

A huge 73% of consumers said they use their phone in-
store to check prices in case they can get a better deal 
online. We know this has been happening for a while, 
but the number of people doing this is on the rise.

WE ASKED

73% Compare in-store prices with those online

69% Research products in more detail

66% Read user reviews

59% Redeem an electronic coupon you’ve saved

53% Search for a new electronic coupon

51% Check a retailer’s own app for coupons or offers

41%  Use a barcode scanning app to search or 

compare similar products online

AVERAGE SCORE FOR ALL AGES

72%   16-20 
YEAR 
OLDS

63%  21-34 YEAR OLDS

35% 40% 45% 50% 55% 60% 65% 70%

PART ONE: UNIFIED COMMERCE  |  SOCIAL MEDIA
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The online experience

What’s behind checkout abandonment?
There are still many factors that stop shoppers from completing their 
online purchases. We asked our consumers what obstacles cause them to 
leave the checkout payment page early, and came up with some potential 
solutions to help you fix these issues. 

Don’t forget about the importance 

of trust in a website. 

Shoppers must have absolute 

confidence that your site is secure 

before they will enter payment details.

Clearly display which payment 

methods you accept up front on the 

homepage, and ensure your website 

is certified with a the latest security 

certificate, which indicates a level of 

payment security and compliance.

PSD2 means those extra fees should 

now be a thing of the past.

Be careful about any additional fees 

you add on, such as extra tax or 

delivery charges, as this can annoy 

customers and cause checkout 

abandonment.

Forcing customers to create an 

account is almost guaranteed to 

lose you online sales.

Shoppers may spend time browsing 

your site but when it comes to 

purchasing, they want it done quickly. 

A guest checkout that minimises data 

entry and speeds them through the 

process can help reduce conversion 

drop-off.

I HAD TO SETUP AN 

ACCOUNT BEFORE PAYING

I WAS CHARGED EXTRA 

FOR MY PAYMENT METHOD

I DIDN’T TRUST THE PAYMENT 

SECURITY ON THE WEBSITE

32%
28%

26%

19%

This is increasingly important as 

e-commerce becomes more and 

more global.

Cards are not the only way to pay for 

online transactions. In fact, there are 

over 300 different types of payments 

on the web. 

 

It’s important to know which payment 

methods are popular in the countries 

where you conduct business. It could 

be the key to making that sale. 

This could be due to a number of 

reasons, but it is worth reviewing 

your risk parameters, as you may be 

blocking cards unnecessarily. Dynamic 

3D Secure allows businesses to set the 

rules for different types of transactions 

to give additional flexibility and security.

You’ve nearly made the sale, so don’t 

ruin it now by asking for too much 

information. This is especially important 

on small screen devices like smartphones.

Optimise the payment process by 

using auto detect (for card type) to 

help speed up data input for the 

customer, and offer eWallets like 

Apple Pay and PayPal to streamline 

the checkout process.

I HAD TO INPUT TOO MANY 

PAYMENT DETAILS

THE PAYMENT FAILED I WAS UNABLE TO PAY USING 

MY PREFERRED METHOD

23%

20%

PART ONE: UNIFIED COMMERCE  |  THE ONLINE EXPERIENCE
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DO YOU CHARGE 

CUSTOMERS FOR 

RETURNS?

WE ASKED

Make sure you 
deliver on delivery 
The delivery charge is something that is 
important to our consumers, with 73% 
abandoning a sale after a delivery charge 
was added at checkout. Again, transparency 
is important here. 

Whether you offer free delivery or charge for it, 
make sure you display that on your homepage, 
rather than it appearing like an add-on cost that 
the customer wasn’t expecting.

60% think free shipping is a very important 
factor when selecting an online retailer, and 
13% won’t purchase unless delivery is free. 

How important is free shipping 
when choosing an online retailer?

OF CONSUMERS HAVE 

ABANDONED AN ONLINE 

CHECKOUT AFTER SEEING 

HIGH DELIVERY CHARGES73%

It’s very important and 
something I always check

60%

I won’t buy anything from 
an online retailer who 
charges me for returns

51%

I won’t purchase 
anything unless 
shipping is free

13%

It doesn’t 
matter to me

4%

23%

I think it’s important

Unlimited delivery is a 
hit with 21-34 year olds

DO YOU HAVE AN ‘UNLIMITED DELIVERY’ SUBSCRIPTION WITH AN ONLINE RETAILER? 

WE ASKED

WE ASKED

IF YOU DO, WHY IS THE UNLIMITED DELIVERY SUBSCRIPTION SO APPEALING?

The unlimited delivery option has become a 
staple for many online retailers. This follows 
the success of Amazon Prime, which offers 
unlimited next day delivery alongside a range 
of other benefits.

Unlimited delivery is becoming a critical tactic 
for online retailers to drive loyalty, with 36% of 
our consumers enrolled in such a service, 
rising to 46% for 21-34 year olds. 

The main benefit for consumers is that they’ll 
save money in the long run, particularly if they 
shop with the retailer often.

From a conversion perspective, having 
customers that can checkout knowing they 
don’t have to worry about shipping costs is 
a good way to maximise your sales.

20% 25% 30% 35% 40% 45% 50% 55%

36% Yes 46%  21-34 YEAR OLDS

It saves 
me money

I purchase a lot 
from this retailer

It comes with 
free shipping

It comes with 
free returns

I can order several 
sizes of clothes to try

46% 41% 35% 34% 24%

PART ONE: UNIFIED COMMERCE  |  DELIVERY CHARGES
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Omni-channel shopping 
is bigger in some sectors 
than others

 When it comes to shopping, the majority of 
consumers tend to make purchases using a 
dominant channel, whether in-store or online.

Although many of us are omni-channel 
shoppers, the dominant channel does vary 
considerably by type of sector. Perhaps 
unsurprisingly, consumers prefer to do 
their grocery shopping in-store rather 
than exclusively online. 

Discretionary retail is where we find the 
biggest preference for omni-channel, with 
clothing and footwear and department stores 
both showing a large preference for both 
online and in-store shopping. 

Then as we move from entertainment to 
travel and accommodation we see more of 
a preference for online purchases - where 
consumers tend to make bookings and 
purchases ahead of time.

PART ONE: UNIFIED COMMERCE  |  OMNI-CHANNEL
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In-store or online: where 
do you prefer to shop?

In-store

Both

Online

SUPERMARKETS 

& GROCERY

DIY & HOME 

IMPROVEMENT

CLOTHING & 

FOOTWEAR

62% 53% 40%

41%25% 29%

20%18%13%

Clothing & Footwear is the most 

omni-channel sector, showing that 

customers are willing to shop online 

if it saves money, but the in-store 

experience is still essential.

Despite the rise of online delivery, most 

consumers still prefer to buy their groceries 

in-store, with some consumers combining 

a large online delivery with smaller trips 

during the week.

ENTERTAINMENT 

(CINEMAS, EVENTS)

ELECTRONICS & 

DEPT. STORES
HOTELS

AIRLINES 

& TRAVEL

40%

38%

37%

31%

32% 61%59%22%

23%24%

15%17%

Hotel and travel purchases have undergone a digital 

revolution in the last few years and these sectors are 

now dominated by online sales, with very high levels 

of adoption amongst the young.

PART ONE: UNIFIED COMMERCE  |  OMNI-CHANNEL
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The in-store experience

When we asked our consumers what were 
the most important factors in deciding to 
visit a retail store, price, location, and product 
selection were all very important.

None of these offer anything that you can’t 
get online, as ecommerce provides us with 
instant access to vast product catalogues at 
discounted prices.

However, the consumers surveyed did believe 
that offline retailers could attract more visitors 
by offering unique or exclusive products in 
store, and by providing customers with a more 
enjoyable store experience.

HOW STORES CAN GET THE FOOTFALL BACK

WHAT FACTORS ARE MOST IMPORTANT WHEN DECIDING TO VISIT A RETAIL STORE?

The most important factor when deciding to 
visit a retailer was price. This highlights the need 
for offline retailers to reposition the strategic 
approach to the store and what they could 
do to make consumers want to visit stores. 

Exclusive 
products 

not available 
online

Store 
experience

Loyalty: 
I want to 

support this 
retailer

Seasonal 
sales

Convenient 
location

Store 
prices

71% 64% 52% 52% 51% 36%

FACTORS THAT OFFLINE STORES 

CAN USE TO THEIR ADVANTAGE 

BLEND OF RETAIL 
AND DINING

What would make a store visit 
more engaging or desirable?

We asked our consumers what would make 
a store visit more desirable.

It was interesting to see that the ability to 
browse and purchase exclusive in-store 
products was most appealing, with 74% of 
consumers finding it attractive or very attractive. 

All of our age groups were unanimous in the 
fact that they selected ‘exclusive products just 
for the store’ as the factor that would make a 
store visit more desirable and engaging. 

EXCLUSIVE PRODUCTS 
I CAN’T BUY ONLINE

69% AVERAGE74% AVERAGE

63% AVERAGE 55% AVERAGE

80% 35-50 YEAR OLDS

73% 21-34 YEAR OLDS 67% 21-34 YEAR OLDS

CHECKOUT-FREE 
STORES

HOSTED EVENTS & 
SOCIAL ACTIVITIES

It’s notable that exclusivity and personalisation 
are highly attractive factors in consumers’ 
minds, together with the chance to enjoy 
a blended retail and dining experience.

This can help paint a picture of what the in-
store experience might look like in the future.

WE ASKED

ABILITY TO PERSONALISE 
PRODUCTS E.G. CREATE 

PRODUCTS IN-STORE

68% AVERAGE

64% AVERAGE

72% 21-34 YEAR OLDS

INTERACTIVE TECH TO 
HELP ME CHOOSE 

(EG. SMART MIRRORS)

PART ONE: UNIFIED COMMERCE  |  THE IN-STORE EXPERIENCE
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JUST OVER HALF OF ALL CONSUMERS SAID THEY 

FIND IN-STORE HOSTED EVENTS INTERESTING

55%

BUT THIS NUMBER RISES TO 2-IN-3 

AMONGST 21-34 YEAR OLDS

67%

PART ONE: UNIFIED COMMERCE  |  THE IN-STORE EXPERIENCE

WORLDPAY CONSUMER BEHAVIOUR REPORT 201822

PART ONE: UNIFIED COMMERCE  |  THE IN-STORE EXPERIENCE

WORLDPAY CONSUMER BEHAVIOUR REPORT 2018 23



Great employees are 
still the cornerstone 
of physical retail 

Unsurprisingly, having helpful, knowledgeable 
store employees can still be a big differentiator 
for in-store brands.

It’s consistent across all age groups, and 
although highest amongst our Boomers (51-69), 
the youngest Gen Z (16-20) audience also value 
good old fashioned in-store customer service 
as a reason to shop in-store.

* Percentages relate to ‘yes’ 
responses to this question

82%
Gen Z (16-20yo)

84%
Millennials (21-34yo)89%

Gen X (35-50yo)

90%
Baby Boomers (51-69yo)

DOES HELPFUL, KNOWLEDGEABLE STORE EMPLOYEES 

MAKE YOUR TRIP TO THE STORE MORE DESIRABLE*?

WE ASKED

OF CONSUMERS SAID THAT HELPFUL AND 

KNOWLEDGEABLE STORE EMPLOYEES MAKE 

A TRIP TO THE STORE MORE DESIRABLE

85%

PART ONE: UNIFIED COMMERCE  |  THE IN-STORE EXPERIENCE PART ONE: UNIFIED COMMERCE  |  THE IN-STORE EXPERIENCE
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Part Two — 
Making the most 
of digitalisation, 
subscriptions & data

As we know, digitalisation is transforming many 
different aspects of retail, and it will continue to 
do so as technology evolves.

When you look at the modern-day customer 
journey, most of it has already been digitised, 
from the rise of click and collect in the UK to the 
increasing use of VR technology in parts of Asia. 

With this in mind, it’s important to look at how 
digital touchpoints could impact the customer 
journey, and explore the concerns consumers 
have when it comes to purchase and payment. 

Equally important is the relationship between 
retailers and their customers. Armed with more 
customer insight, it should make for a much 
more personalised, value-added experience. 

But we know that isn’t always the case, and as 
such consumers are not always willing to share 
their data. Retailers need to better understand 
consumer attitudes in this area in order to 
develop an effective approach.

20%
Yes, but only 
if it was free

Most consumers were happy to receive 
delivery via drone, with 28% agreeing as long 
as the parcel was insured by the retailer, 20% 
happy as long as it’s free, and 19% liking it 
because it was cool.

Our boomers (51-69 year olds) were least 
impressed by the idea, with 38% stating they 
wouldn’t be happy with this form of delivery. 

One in four 21-34 year olds thought drone 
delivery was cool, so perhaps this is one for 
the younger generation.

The Internet of Things: 
Drones, voice and chat

CONSUMERS GIVE THE THUMBS 

UP TO DRONE DELIVERY

If you bought an item online and 
were offered delivery by drone, 
would you agree to it?

WE ASKED

28%
Yes, but only if 
it was insured

 23%
No, I’m not 
interested

9%
No, drones aren’t 

able to deliver 
to my flat

19%
Yes, that would 

be cool!

PART TWO: EVOLVING TECHNOLOGY
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Direct chat means better 
customer service for 
online brands

With one-on-one customer service and 
engagement being an important differentiator 
for bricks and mortar retailers, online chat 
functionality, either direct with a human or 
automated via IoT, is helping online brands 
close the gap in their customer service offering.

52% of consumers we surveyed have used a 
direct chat function to get more information 
on a product or service when shopping on a 
retailer’s website.

This rises to 65% for 21-34 year olds. Just under 
half of those that had experienced online chat 
had found the experience to be quick and easy, 
with 28% saying that it saved them going into 
the store.

WE ASKED

Which statement best describes 
your online chat experience?

OF MILLENNIALS 

HAVE USED DIRECT 

CHAT FUNCTION ON A 

RETAILER’S WEBSITE65%

It’s quick 
and easy46% 28%

It saves me 
having to visit 
the store

13% I would use it 
if it was faster

12%
It rarely 
provides the 
support I need

Phone calls  
& messaging

33%

Voice-activated devices 
are the new normal
As voice-activated IoT assistants become more 
common, it’s only natural that the way we use 
them will evolve as the technology advances. 
40% of our consumers said they currently have a 
device and 20% plan to buy one in the next year.
We’re seeing voice assistants being used for a 
multitude of activities, from setting alarms and 
playing music, to finding and purchasing items. 
Given the ease at which a payment could be 
made using such a device, 51% of our consumers 
have set purchase restrictions on their devices.

DO YOU HAVE ANY PURCHASE RESTRICTIONS OR PARENTAL CONTROLS 

ON YOUR PERSONAL VOICE-ACTIVATED DIGITAL ASSISTANT?

WE ASKED

WE ASKED

WHAT DO YOU USE YOUR VOICE-ACTIVATED DIGITAL ASSISTANT FOR?

OF CONSUMERS SAID THEY CURRENTLY 

OWN A VOICE-ACTIVATED DIGITAL 

ASSISTANT (SUCH AS AMAZON ECHO) 

AND 20% ARE LIKELY OR VERY LIKELY TO 

PURCHASE ONE IN THE NEXT 12 MONTHS

40%

No restrictions30%
Yes, parental 
controls on 
content access34%

Reference (news, 
weather, trivia)

32%
Fitness & health 

tracking

29%
Kids (fun & 

homework)

26%
Finances 

& banking

24%

Yes, purchasing 
restrictions51%

Media & home 
entertainment

50%
Shopping online  

& takeaways

34%
Productivity 
(lists, alarms)

34%
Smart home 
functionality

36%

PART TWO: EVOLVING TECHNOLOGY  |  DIRECT CHAT

WORLDPAY CONSUMER BEHAVIOUR REPORT 201828

PART TWO: EVOLVING TECHNOLOGY  |  VOICE-ACTIVATED ASSISTANTS

WORLDPAY CONSUMER BEHAVIOUR REPORT 2018 29



HALF OF CONSUMERS FIND IT HELPFUL 

FOR VOICE-ACTIVATED ASSISTANTS TO BE 

ON AND LISTENING AT ALL TIMES

50%

ONE-THIRD THINK 

IT’S CREEPY

34%

PART TWO: EVOLVING TECHNOLOGY 
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Privacy or convenience: 
what’s more important 
to consumers?

With a significant amount of consumers linking 
their personal information and data to their 
voice-activated technology, the question of 
privacy and security needs to be considered. 

This is especially important for financial 
information such as payment card information. 
We found out in last year’s research that 1 in 
3 consumers would be happy to authorise a 
payment using voice recognition through their 
phone or home device. 

As we move forward with IoT technology 
like machine learning, artificial intelligence, 
and connected devices, there is a balance 
that needs to be struck between privacy 
and security, and the convenience that these 
technologies provide.

WHAT PAYMENT OPTIONS, IF ANY, DO YOU HAVE CONNECTED 

TO YOUR VOICE-ACTIVATED DIGITAL ASSISTANT?

WE ASKED

WE ASKED

WHAT DO YOU THINK OF THE FACT THAT VOICE-ACTIVATED DIGITAL ASSISTANTS 

ARE CONSTANTLY ACTIVATED AND ALWAYS LISTENING FOR REQUESTS?

40% PayPal 38% Credit Card 33% Debit Card 23% none

48%
It’s a helpful 

feature

32%
It’s creepy and 

bothers me

20%
I’m not sure

PART TWO: EVOLVING TECHNOLOGY  |  PRIVACY OR CONVENIENCE
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Sign me up: the growth 
of subscriptions
Subscriptions are moving 
beyond digital media
There has been a wave of subscription 
services launched over the last few years, 
some very successfully. Although digital media 
is currently the most common subscription, 
there does seem to be a lot of potential for 
retail, with 29% saying they are likely or very 

likely to take out a subscription for clothing 
items in the next 12 months. This rises to 37% 
for our 16-20 year olds. One in four (26%) are 
likely to take out a subscription for personal 
grooming in the next 12 months, rising to 35% 
for 21-35 year olds.

WE ASKED

WHICH SUBSCRIPTION SERVICES DO YOU CURRENTLY USE?

31%

Online video 
(movies & TV)

23%

Music

14%

Charities & 
donations

14%

Clothing

13%

Online data 
& photo 
storage

12%

Food & drink 
(non-alcoholic)

11%

Personal 
grooming

11%

Household 
items

10%

Personal 
health

Saving time and money 
is the name of the game 
with subscriptions

The main benefit of a subscription is clearly 
around cost savings, but just as important is 
the convenience to the customer.

Whether it saves the hassle of re-ordering, 
helping them remember, or the surprise of 
getting something new, the subscription 
economy is only set to grow as convenience 
becomes paramount.

What is your main reason for 
purchasing an online subscription?

WE ASKED

OF 16-20 YEAR OLDS SAID 

THEY’RE LIKELY TO SIGN UP 

TO A CLOTHING SUBSCRIPTION 

IN THE NEXT 12 MONTHS37%

44% It saves me money

42% It’s far more convenient than repeat ordering

25% It prevents me from running out of products

22% I like the surprise I get each month

17% I’d forget to renew if I didn’t have it

AVERAGE SCORE FOR ALL AGES

15% 20% 25% 30% 35% 40% 45% 50%
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Getting personal with 
data and privacy

 With GDPR now in place, how businesses 
collect data is increasingly important. 
Consumers are happy to share information 
that helps them complete a payment or 
delivery of an item, such as a postal address.

Half of our consumers were happy to share 
payment information for future purchases, 
rising to 57% for our 16-20 year olds.

For those individuals, it’s a small price to pay  
for the increase in checkout speed. 

WHAT ARE CONSUMERS WILLING TO SHARE?

What information are you willing to share 
with websites or apps that request it?

WE ASKED

Email 
address

79%
Full 

name

74%
Postal 

address

70%
Date of 

birth

65%

Payment 
information

51%
Current GPS 

location

43%
Photos 

& selfies

30%
Microphone 

access

34%
IP 

address

35%

57%
16-20 year olds

40%
21-34 year olds

BETTER INFORMATION CUSTOMER REWARDS

Would you be willing to share personal 
information if businesses provided you 
with the following options?

WE ASKED

When are consumers 
most willing to share data?

As you might expect, consumers said they 
are much more likely to share data if they get 
something back, such as a gift card or discount. 

What’s more interesting is that consumers 
value clear communication as much as these 
incentives. A privacy policy that clearly states 
how their data is used, and a simple explanation 
on how payment data is stored, are factors that 
the consumers we surveyed said would make 
them more willing to share data. Retailers are 
required by GDPR to state why personal data 

is being collected and how it will be used, so 
make this is easily accessible and transparent for 
customers. With consumers more conscious of 
data privacy, clear communication and guidance 
is key. From a payment perspective, making 
customers aware of how their payment data is 
protected can provide that all important peace 
of mind. So if you use secure tokenisation on 
your website, then you should communicate 
how this protects card payment data to reassure 
customers when they are offered the option 
to store payment details.

57% 57% 
A clearly written privacy policy 
that shows how data is used

£5 retail gift card

Explanation on how payment data is 
stored to enable faster future purchases

10% discount on first purchase

Info on how it helps provide 
personalised recommendations

Access to members-only pricing

53% 56% 

48% 51% 
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Shoppers are more 
likely to share data 
with larger retailers

Good news for retailers, as consumers are 
more likely to share their personal information 
with a national retailer than a charity, social 
network, or social club. 
 
The key to collecting data is the relevancy for 
how it is used and the incentive for doing so.

If their data is going to be used to help provide 
better recommendations then that is fine 
so long as this is stated and agreed to, and 
of course that the recommendations are 
ultimately relevant to their preferences.

What type of retailers are you 
comfortable sharing your data with?

WE ASKED

Social club (gym, 
sports team)

Large national 
retailer

Restaurant 
chain

Independent 
local store

Charity

45%
47%

41%43% 43%
44%

Search engines 
(Google, Bing)

Social networks

40%
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ONLY 2-IN-5 PEOPLE SAID THEY ARE COMFORTABLE 

SHARING THEIR PERSONAL DATA WITH 

SEARCH ENGINES SUCH AS GOOGLE OR BING

40%

BUT NEARLY 3-IN-5 SAID THEY WOULD BE 

WILLING TO SHARE DATA WITH A RETAILER 

IF THEY WERE OFFERED A £5 GIFT CARD

57%
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Convenience comes first 

Clearly, today’s consumers are increasingly intolerant of any obstacles during their 
shopping experience, both online and in-store. They expect excellent, seamless 
service – and the minimum of hassle. It’s why checkout-free stores, subscription 
services and free delivery are such a hit with shoppers.

Mobile is fundamental
Mobile shopping and payment is at the heart of everything, used for online 
shopping, in-store research, even potentially replacing physical card payments. 
Savvy retailers will optimise for mobile on every sales channel. 

Be transparent about data
Data and privacy are a hot button issue for consumers. Brands need to offer clear 
benefits and incentives if they want their customers to hand over their details – 
and reassure them that it’s a safe and convenient thing to do.

Use new technology wisely
The success of voice-activated devices shows that most consumers are 
ready to adopt the newest technologies, as long as it benefits them. This 
is good news for drones, as they might be the next big thing.

The statistics in this report are based on a survey of 2,522 UK consumers. 

The research was conducted by Research Now on behalf of Worldpay in June 2018.

1
2
3
4

Key 
takeaways

KEY TAKEAWAYS
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Discover 
Worldpay 
Worldpay, Inc. (NYSE: WP; LSE: WPY) is a leading 
payments technology company with unique capability 
to power global integrated omnicommerce.

With industry-leading scale and an unmatched 
integrated technology platform, Worldpay offers 
clients a comprehensive suite of products and 
services globally, delivered through a single provider.

Worldpay processes over 40 billion transactions 
annually through more than 300 payment types 
across 146 countries and 126 currencies.

The company’s growth strategy includes expanding
into high-growth markets, verticals and customer 
segments, including global e-commerce, integrated 
payments and B2B.

Visit us at worldpay.com

© 2018 Worldpay, LLC and/or its affiliates. All rights reserved. Worldpay, the logo and any associated brand names are trademarks or registered trademarks of 

Worldpay, LLC and/or its affiliates in the US, UK or other countries. All other trademarks are the property of their respective owners.The information, opinions 

and any analysis (together, “Information”) contained herein are based on information and/or sources believed to be reliable but no representation or warranty, 

expressed or implied, is made by Worldpay (UK) Limited, Worldpay Limited, Worldpay AP Limited or any of their affiliates, directors, officers, employees, agents 

or advisers (together “Worldpay”) as to the reliability, accuracy, timeliness or completeness of any Information contained in this document, any of which is 

subject to change without notice and is supplied to you on an “as is” basis for your information only and is not intended to be relied upon by you or any person 

for any purpose whatsoever. None of Worldpay accept responsibility or liability to you or any other person (including in respect of any claim for innocent or 

negligent misrepresentation based upon any Information) for (a) the reliability, accuracy, timeliness or completeness of any Information or (b) any subsequent 

interpretation or use you undertake in relation to that Information. Nothing in this paragraph excludes or limits liability for fraud, death or personal injury. The 

document is private and confidential and contains commercially sensitive information. This document and its contents are proprietary to Worldpay and may not 

be reproduced, published or resold. This document is being made available only to you and is subject to the terms of the confidentiality undertakings between 

you and Worldpay. Worldpay (UK) Limited. Registered in England No. 07316500. Registered Office: The Walbrook Building, 25 Walbrook, London EC4N 8AF. 

Worldpay (UK) Limited is authorised by the Financial Conduct Authority under the Payment Service Regulations 2017 (No. 530923) for the provision of payment 

services and is authorised and regulated by the Financial Conduct Authority for consumer credit activities.
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