
Wo m e n ’s  S h o p p e r
S T U D Y

© 2019 daVinci Payments.  Confidential and Proprietary.  All rights reserved. 1



Methodology ……………………………………………….. 3

Overview ……………………………………………………… 4-5

Holiday Sales………………………………………………….. 6

Online Shopping: Why They Shop Online……….. 7

Amazon…………………………………………….…..……….. 8

Black Friday And Cyber Monday…………….…….… 9

Reseller Sites……………………..………………………….. 10

Rebates and Loyalty Rewards…………………………. 11

© 2019 daVinci Payments.  Confidential and Proprietary.  All rights reserved.

I n d e x

2

Surprise and Delight……………………………………….. 12

Brand Vs Private - Where Name Brands Win…… 13

Brand Vs Private - Where Most Neutral…………... 14

Purchase Decisions…………..…………………………….. 15

Discover New Brands: Women…………………………. 16

Discover New Brands: Gen Z/Millennials………….. 17

About daVinci…………………………………………………... 18

Contact……………………………………………………………… 19



© 2019 daVinci Payments.  Confidential and Proprietary.  All rights reserved.

M e t h o d o l o g y

Shopping Intent Study
675 Women, 18-75 years-old, age and income representative of U.S. population, 
97% confidence, online poll via Survey Monkey completed September 18, 2019

Brand Efficacy Preference Study  
547 Women, 18-75 years-old, age and income representative of U.S. population, 
97% confidence, online poll via Survey Monkey completed December 15, 2018
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O v e r v i e w

This holiday looks like a tough one for traditional retail and brands that sell directly.

© 2019 daVinci Payments.  Confidential and Proprietary.  All rights reserved. 4

This year (2019) income is improving a little, but intent to 
purchase during the holiday season looks flat overall. 

Female shoppers voting with their spend choices continue to 
push for greater convenience and price value online with nearly 
half of respondents intending to make over 50% of their holiday 
purchases online. 

Additionally more than half report that over 50% of their online 
spend is through Amazon. One area of growth online outside of 
Amazon is through resale sites, selling previously owned 
products, particularly for designer wear and accessories.  
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O v e r v i e w  c o n t i n u e d

Intent to purchase during Black Friday and Cyber Monday 
will continue to be important. Value driven consumers are 
also looking for rebates and loyalty programs that can 
provide more total value. Prepaid cards that can be spent 
anywhere are preferred 2X more than PayPal and checks as the 
reward of choice for loyalty and rebates.

No new “must-have items” are appearing yet on shopping 
lists in the survey, with 80% having no idea what they intend 
to buy or want to receive themselves just eight weeks 
before the holiday shopping season officially begins.



H o l i d a y  S a l e s
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Wealth and Buying Power is stable vs. last year 
with the following reported vs. Last Year

Anticipated holiday shopping expenditures looks flat.
How much do you intend to spend this holiday season vs. last year?

Massive Online / Mobile Holiday Sales
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O n l i n e  S h o p p i n g
Why They Shop Online
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Intenders 61% Car, 63% Truck (43% SUV, 13% Pick Up, 7% Van)

Women 59% Car, 58% Truck (44% SUV, 8% Pick Up, 6% Van)

Men 72% Car, 52% Truck (33% SUV, 14% Pick Up, 5% Van)

Gen Z / Millen 77% Car, 44% Truck (31% SUV, 8% Pick Up, 5% Van)
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Test Drive Service
Would use $25 virtual prepaid texted 
to phone, activated after a test drive

Would use same offer for service
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A m a z o n
Continues To Grow
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B l a c k  F r i d a y  A n d  C y b e r  M o n d a y
Still A Big Deal

Although respondents are looking to take advantage of these deals, 80% don’t know what 
they are looking to give or receive just 8 weeks before the official Holiday Season begins.
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R e s e l l e r  S i t e s  S e e i n g  
W i d e  A c c e p t a n c e  
Especially For Designer Brands

52% buy from Reseller Sites 

Top items they purchase 
from Reseller Sites
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R e b a t e s  a n d  L o y a l t y  R e w a r d s
Rebates Attract, Loyalty Keeps Them Engaged

Significant opportunity in rebates in all categories – to drive best in market price.
70% would choose a $100 rebate over a $50 instant discount on a $500 purchase.

44% would choose a $10 rebate over a $5 instant discount on a $50 purchase.

Prepaid is the highest preferred loyalty reward when customer has all the product they want.
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S u r p r i s e  a n d  D e l i g h t

84% of woment shoppers are more loyal to brands that 
surprise them with savings offers. 

They Prefer Prepaid 2x over Check and Paypal
for Reward/Payment or Refund. 

88% would use special offers that accompanied a 
prepaid award if they were items they found 
to be of good value.
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N a m e  V s  P r i v a t e  L a b e l  B r a n d
Where Name Brands Are Most Preferred.

70% of women shoppers use Name Brands and Private Label Brands equally. They buy name brands because of assurance 
the product is to their standards. They buy Private Label Brands because they provide greater total value.
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N a m e  V s  P r i v a t e  L a b e l  B r a n d
Where Most Neutral To Name Brands Or Private Label

37% of women shoppers believe name brands are 25% more expensive.  
74% believe name brands are 15%+ more expensive.
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P u r c h a s e  D e c i s i o n s
Five Most Important Factors When Making A Purchase
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H o w  T h e y  M o s t  O f t e n  
D i s c o v e r  N e w  B r a n d s  

All Women
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H o w  T h e y  M o s t  O f t e n  
D i s c o v e r  N e w  B r a n d s

Gen Z And Millennial Women 18-30 Years Old.



J O I N  T H E  M O V E M E N T ™

daVinci is leading the payments movement to greater value at the intersection of the payment.

daVinci delivers corporate-funded payments at the speed of light for businesses, their customers, employees, 
contractors, participants and channel partners in 160+ countries, 21 languages and 10 currencies.

daVinci PAYMENTS is owned by Syncapay, a holding company “Investing In The New Frontier Of Payments.”
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C  O  N  T  A  C  T
R o d n e y  M a s o n

C R O

2 1 4 - 5 7 8 - 6 6 4 8

r m a s o n @ d a v i n c i p a y . c o m
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