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About daVinci
daVinci blends art, science and a quarter-century of 
experience to deliver greater value in payments for 
all stakeholders. Payment solutions include virtual 
and physical prepaid and push pay issued instantly 
and packed with choice, flexibility and branding for 
companies to pay and engage consumers, 
employees, contractors, channel partners and 
businesses like never before.

daVinci is leading the payments movement to 
greater value.  
JOIN THE MOVEMENT™

daVinci’s Gig Study and studies like the Future of Shopping can 
be found at 
www.davincipayments.com/research-studies/

©2021 daVinci Payments. Confidential and Proprietary. All rights reserved.

Rodney Mason, CMO

http://www.davincipayments.com/research-studies/
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d a V i n c i  P a y m e n t s  c o n d u c t e d  a  n a t i o n a l  o n l i n e  p a n e l  v i a  
S u r v e y M o n k e y ®  O c t o b e r  1 ,  2 0 2 0 .  R e s u l t s  a r e  r e f l e c t i v e  
o f  t h e  U . S .  p o p u l a t i o n  w i t h  a  9 7 %  c o n f i d e n c e  l e v e l .

1 , 0 2 6  U . S .  a d u l t  s h o p p e r s  w e r e  s u r v e y e d  a n d  f i l t e r e d  t o  
4 9 0  m a l e  r e s p o n d e n t s .

M E T H O D O L O G Y
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1. Online, mobile and contactless dominate the way men are shopping, 
driven by a need for convenience and time.

2. Amazon is #1 for men! It is how they learn about brands, where they shop 
online and has the top loyalty program.

3. Price is a top purchase decision factor, which is why most men prefer to 
receive a rebate for better price vs. an instant discount, and demand 
loyalty reward programs.

4. Prepaid cards are the preferred shopping reward and refund payment 
method of choice, with a huge opportunity to deliver cross sell offers with 
prepaid delivery.

5. Delivering offers with rewards drives spend-back of promotional dollars.
6. Social media, subscription shopping and consignment reseller shopping 

sites are taking an increasingly large market share, as online shopping 
continues to expand.

O V E R V I E W
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2 0 2 0  I N C O M E  WA S  D O W N
Compared to 2019, household net income was down -6%.

28%

38%

34%

Income
Increased
Income Stayed
the Same
Income
Decreased



© 2021 daVinci Payments.  Confidential and Proprietary.  All rights reserved. 6d a V i n c i  P a y m e n t s

O N L I N E ,  M O B I L E  A N D  C O N TA C T L E S S  
A R E  W H E R E  I T ’ S  AT !

70% D o  m a j o r i t y  o f  
s h o p p i n g  o n l i n e

66% D o  m a j o r i t y  o f  o n l i n e  
s h o p p i n g  o n  p h o n e

61% O f  i n - p e r s o n  t r a n s a c t i o n s  
a r e  c o n t a c t l e s s
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B U Y I N G  M O R E  T I M E  B Y  S H O P P I N G  O N L I N E

1 . C o n v e n i e n c e  8 0 %
2 . P r i c e  5 4 %

3 . S a f e t y  4 0 %
4 . S e l e c t i o n  3 7 %

Ranking why they shop online.
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H O W  T H E Y  L E A R N  A B O U T  B R A N D S

1 . A m a z o n  
2 . G o o g l e
3 . O n l i n e  S t o r e s
4 . F r i e n d s  &  F a m i l y
5 . T V

6 . E x p e r t  R e v i e w s
7 . B r i c k  &  M o r t a r  S t o r e s
8 . S o c i a l  M e d i a  A d s
9 . O n l i n e  N e w s  S i t e s
1 0 . E m a i l

77% A r e  A m a z o n  
P r i m e  M e m b e r s 65% D o  M o r e  T h a n  H a l f  

o f  O n l i n e  S h o p p i n g  
o n  A m a z o n

Ranking where the learn most about brands most often. 
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P R I C E  M O S T  I M P O R TA N T,  S E L L E R  L E A S T.

1 . P r i c e
2 . Q u a l i t y

3 . Av a i l a b i l i t y
4 . B r a n d  N a m e
5 . S a f e t y
6 . S t o r e  /  S e l l e r

Ranking most important factors when making a purchase.
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R I C H E R  R E B AT E S  R E I G N  O V E R  
I N S TA N T  D I S C O U N T S

57% W o u l d  c h o o s e  $ 1 0 0  r e b a t e  
o v e r  $ 5 0  i n s t a n t  d i s c o u n t

49% W o u l d  c h o o s e  $ 1 5  r e b a t e  
o v e r  $ 7  i n s t a n t  d i s c o u n t
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L O YA LT Y  I S  T H E  T I E  B R E A K E R

83% 
w o u l d  c h o o s e  a  b r a n d  
w i t h  a  l o y a l t y  p r o g r a m  
o v e r  o n e  w i t h o u t  i f  a l l  
o t h e r  t h i n g s  w e r e  e q u a l .
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P R E PA I D  T O P S  S H O P P I N G  R E WA R D S

1 . P r e p a i d  t h a t  c a n  b e  s p e n t  a n y w h e r e 4 9 %
2 . G i f t  c a r d  f o r  s e l e c t  r e t a i l e r s 3 1 %

3 . C h e c k 1 3 %
4 . S p e c i a l  s a v i n g s  o f f e r s  w i t h  e x p i r a t i o n 7 %

Ranking reward payment preference.
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P R E F E R E N C E  F O R  R E F U N D S  A N D  R E T U R N S

66% 
P r e f e r  p r e p a i d  
t h a t  c a n  b e  s p e n t  
a n y w h e r e  o v e r  
c h e c k  r e f u n d s .
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D R I V E  S P E N D  B A C K  W I T H  O F F E R S  
E M B E D D E D  W I T H  R E WA R D

77% w o u l d  u s e  a  s u r p r i s e  o f f e r  t h a t  
a c c o m p a n i e s  a  p r e p a i d  r e w a r d

75% w o u l d  u s e  a  v i r t u a l  p r e p a i d  c a r d  
t e x t e d  t o  t h e m  t h a t  w a s  
a c t i v a t e d  i n  s t o r e .
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S O C I A L  I N F L U E N C E

1 . F r i e n d s  a n d  F a m i l y
2 . A d s

3 . N o  I n f l u e n c e
4 . P r o f e s s i o n a l  E x p e r t s
5 . S o c i a l  I n f l u e n c e r s
6 . S a v i n g s  A p p  P o s t s
7 . C e l e b r i t i e s

Ranking most influential ways social drives purchases.
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R E S E L L  A N D  C O N S I G N M E N T  S I T E S

1 . E l e c t r o n i c s
2 . C o l l e c t i b l e s

3 . G a m i n g
4 . A p p l i a n c e s
5 . S h o e s
6 . A u t o m o t i v e
7 . D e s i g n e r  C l o t h e s

8 . K i d s  I t e m s
9 . N o n - d e s i g n e r  

C l o t h e s
1 0 . F u r n i t u r e  /  S p o r t s  

&  E x e r c i s e  /  M u s i c  
I t e m s

2/3 shop reseller and consignment sites. The younger the 
shopper, the more likely they are to shop a reseller. 

Ranking what they buy most from reseller sites. 
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S U B S C R I P T I O N  S H O P P I N G

1 . A c c e s s  p e r k s  a n d  d i s c o u n t s 5 9 %
2 . R e p l e n i s h  s a m e  t y p e s  o f  p r o d u c t s  3 5 %
3 . C u r a t i o n  n e w  i t e m s  e a c h  m o n t h 2 0 %

Ranking types of subscription shopping services they use.
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S U M M A R Y

1. Online, mobile and contactless dominate the way men are shopping, 
driven by a need for convenience and time.

2. Amazon is #1 for men! It is how they learn about brands, where they shop 
online and has the top loyalty program.

3. Price is a top purchase decision factor, which is why most men prefer to 
receive a rebate for better price vs. an instant discount, and demand 
loyalty reward programs.

4. Prepaid cards are the preferred shopping reward and refund payment 
method of choice, with a huge opportunity to deliver cross sell offers with 
prepaid delivery.

5. Delivering offers with rewards drives spend-back of promotional dollars.
6. Social media, subscription shopping and consignment reseller shopping 

sites are taking an increasingly large market share, as online shopping 
continues to expand.
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daVinci’s shopping and industry studies are available at:
https://www.davincipayments.com/research-studies/

About daVinci
daVinci blends art, science and a quarter-century of experience to deliver greater value in 
payments for all stakeholders. Payment solutions include virtual and physical prepaid and 
push pay issued instantly and packed with choice, flexibility and branding for companies 
to pay and engage consumers, employees, contractors, channel partners and businesses 
like never before.

daVinci is leading the payments movement to greater value.
JOIN THE MOVEMENT™

Learn more about our solutions including classic and virtual prepaid at: 
https://www.davincipayments.com/solutions/

To contact daVinci for further information go:
https://www.davincipayments.com/contact-us/

https://www.davincipayments.com/research-studies/
https://www.davincipayments.com/solutions/
https://www.davincipayments.com/contact-us/
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