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Our shopping behaviors are transforming. How people shop, where they shop and 
how they pay are constantly in flux—and the trends and patterns in those changes 
reveal a lot about people. After all, behind all of the numbers and graphs are the 
people. People whose varied tastes, daily lives and specific motivations come 
together to form patterns and trends that shape global industries.

To better understand consumers around the world, Blackhawk Network launched a 
BrandedPay™ survey of twelve thousand people in eight countries about their shopping 
and payment habits. We asked them how often they shopped and where; how they paid 
for things and why; and how they felt about new and emerging payment methods. The 
result is this study, which can serve as a guide for what payments look like now and how 
the payments landscape will change in the coming years across Australia.

Even when our findings are obvious—people love shopping online, of course— 
the scale and speed of transformations were frequently surprising. Comparing 
attitudes and motivations sometimes revealed stark cultural differences that are 
critical for any company entering or growing its business in these regional markets.

For example, in the United States, workers receiving a gift from their employer 
overwhelmingly prefer a practical prepaid card they’re free to use anywhere. 
In Germany and the Netherlands, prepaid cards are uniquely unpopular; workers want 
specific gifts to retailers chosen for them. The exact reasons for this are probably 
cultural and definitely beyond the scope of this study, but the lesson is clear. 
In Germany and the Netherlands, payment products will be better received 
if they’re marketed as thoughtful gifts rather than practical ones.

How People Pay There are also some trends that are impossible to ignore. Shopping and making 
payments through entirely digital channels is universal and growing, from 
Australia to Brazil. A majority of respondents in every region say that they shop 
online more often than they shop in stores. This trend is most pronounced in 
younger generations and in Latin American countries, but it’s an essential fact 
across all demographic groups and in every region.

In this BrandedPay report, you’ll find a summary and analysis of trends in 
Australia. We’ve included a detailed breakdown of how people in Australia 
answered the survey, including any traits specific to this region. Understanding 
and putting these lessons into practice will remain a key part of our work as we 
continue to shape the future of global branded payments. 

“Shopping and making payments through 
entirely digital channels is universal and growing”

H O W  P E O P L E  PAY
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Demographics

I’m a deal seeker and bargain hunter

I am someone who sticks to a tight budget

I am a frequent shopper for things I want

I am mostly an online shopper

I am motivated by convenience over cost

I love “retail therapy” and shop for fun

I am a window shopper, but infrequent purchaser

None of the above

I don’t know/I prefer not to answer

51%

36%

27%

16%

13%

13%

12%

8%

3%

33%

66%
No

Yes

Single

Married

In a relationship or living with partner

Widowed, divorced or separated

46%

25%

22%

8%

Australia
Do you have 

children under 18? 
Relationship status

How would you describe yourself?
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In many ways, Australian shoppers line up with the consumers across the 
other regions in our survey. About half of them are bargain hunters and about 
80% of them seek out promotions and special deals. Australians stand out in 
our survey by being the least engaged in technology and mobile shopping. 

Australians are engaged, though, and they don’t lack in enthusiasm. 
Our Australian respondents said they were interested in receiving gift cards 
from brands and from their employers, and they clearly state these gifts would 
make them feel valued and loyal. Australians are also the most likely to buy 
digital gift cards to use as a budgeting tool.

Australians are just as deal-motivated, engaged and tech-savvy as anyone 
else. They may simply not have seen a reason to dive into digital wallets. 
In marketing to Australians, focus meeting shoppers with in-store, in-person 
promotions that can also be exchanged or easily used online.

For their daily shopping trips, Australians rely on cash slightly more often than 
debit cards and credit cards. More than three-quarters of Australian shoppers 
use a debit card at least once a month, and about half of them use debit cards 
a few times a week.

How People Pay 
in Australia
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Percent who never use these payment methods: 
IN-STORE ONLINE

Ease of use

Security

Safety

No fees

Reliability

Speed  

Ability to choose from multiple methods of payment 

Ability to use cash

Ability to use more than one method of payment in a single transaction 

Personalisation

86%

53%

95%

94%

94%

94%

93%

68%

78%

65%

80%
79%
72%

WeChat

Alipay

Google Pay

81%
80%
73%

WeChat

Alipay

Google Pay

Grocery store

Convenience store (e.g., 7-Eleven)

Pharmacy (e.g., Priceline, Chemist Warehouse)

Mass merchandiser (e.g., Target)

Online retailer (e.g., Amazon)

Online retailer that has physicals stores

Dollar store (e.g., Dollar Bargains)

28%

25%

20%

19%

15%

13%

13%

31%
Make online 

purchases more 
often now than  

a year ago

Credit card

50%
Debit card

48%
PayPal

23%
Plastic gift card 

(Visa, Mastercard or 
American Express)

21%
Digital gift card 

(Visa, Mastercard or 
American Express)

21%

Cash

Phone-specific digital wallet such as Apple Pay, or Samsung wallet

Credit card

Digital gift card (can be used at only one retailer or brand)

Plastic gift card (Visa, Mastercard or American Express)

Plastic gift card (can be used at multiple retailers or brands within a specific category)

Digital gift card (can be used at multiple retailer or brands within a specific category)

Google Pay

Digital gift card (Visa, Mastercard or American Express)

Alipay

A plastic gift card that can be used at only one retailer or brand

WeChat

EFTPOS (debit cards)

Top 5 payment methods used regularly online 
(Percent who use these methods monthly or more)

85%

62%

76%

25%

32%

16%

25%

10%

30%

24%

32%

23%

10%

Habits

Percent who purchase from these stores at least once a week:

Percent of consumers who said these reasons are 
important in choosing a payment method:

Percent who use these payment types 
at least once a month in a retail store:
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Of those who use a digital wallet... 

46% agree
Since getting a digital wallet,  
I shop more often

63% agree
Using a digital wallet has 
made shopping easier

Of those who aren’t interested, 
the biggest thing that would make them interested:

“If I felt comfortable that it was secure”

Of those who don’t use a digital wallet, 
41% are interested in using one in the future 

How interested are consumers in 
using a digital wallet in the future?

Very Interested

Somewhat interested

Not very interested

Not at all interested

10%

31%

24%

31%

Digital Wallets
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DIGITAL PLASTIC

9%

6%
21%

17%
20%

52%
Percent who have 
ever purchased 
a gift card. 

Purchased for yourself

Purchased for someone else

IN-STORE

ONLINE

Why did you buy a digital gift card for yourself? 

30% 29% 28%
To receive a discount or take 

advantage of a promotion
Easier way to pay for things To make purchases online

Gift Cards

Percent of consumers 
who bought gift cards 

more frequently this year 
than last year:



H O W  P E O P L E  PAY A U S T R A L I A13 14

How would you feel if a retailer sent you a gift card 
or prepaid card as a promotion? 

Which of these gifts would you like to receive from your employer? 

...and which of these gifts have you ever received from your employer? 

I would want to shop 
more often

55%

29%

51%

29%

50%

28%

45%

20%

A plastic prepaid card (Visa, Mastercard or American Express)5

5 A plastic prepaid card (Visa, Mastercard or American Express)

45%

20%

73%
I would want to 

spend more 

72%
I would feel 

increased loyalty 

70%
I would feel valued 

as a customer

72%

A day off work1

1 A plastic gift card that can be used at only one retailer or brand

Travel2

2 A plastic gift card for multiple retailers/brands

A digital prepaid card (Visa, Mastercard or American Express)3

3 Food gifts 

A plastic gift card for multiple retailers/brands4

4 A day off work

If your employer gave you a gift card, 
how would you like to receive it? 

How would you feel if your employer gave you 
a gift card or prepaid card as a reward? 

I would feel motivated 
to work harder 

A plastic gift card or prepaid card 
delivered in person

76%

39%

I would feel more 
loyal to my employer 

A digital gift card or prepaid card 
delivered by email

74%

25%

I would feel valued

A plastic gift card or prepaid 
card delivered to a digital wallet

82%

12%

I would want to stay 
with the company 

77%

Incentives
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It’s hard to overstate the dramatic, historic changes brought about by the 
global COVID-19 pandemic that began in the summer of 2020. There are few 
things that the entire world has in common, but every person on every continent 
experienced long months of stay at home orders, stress and economic disruption. 

The research in this report was conducted just before the new coronavirus 
began impacting the world at large. As a result, these numbers don’t reflect the 
reality of how shoppers behaved during the summer of 2020. Daily shoppers in 
Australia instead stocked up on a month’s supply of canned food; people began 
shopping entirely online; people started using mobile wallets to avoid exchanging 
paper bills by hand. This was a big shift in the way Australian’s approached daily life. 

As Blackhawk Network prepared this report, Australians around the nation were 
still adjusting to this new Covid-normal. 

We expected online shopping and digital payment methods to get a boost from 
shopping during the months of social distancing and forced business closures. We 
found that more Australian’s are open to embracing new forms of payments, and 
that digital wallets in particular have taken off in popularity, possibly because they 
offer a contactless method of in-store payment. 

From our research in this report, 63% of Australians agree that using a digital 
wallet has made shopping easier. Of those that don’t use digital wallets, 41% of 
Australians are interested in using one in the future. This shows that Australians are 
open to embracing change and adapting to a new future where digital payments 
will be the new normal. 

When it came to data around Employee Incentives, results from the research were 
very positive. 76% of Australians said they would feel motivated to work harder if their 
employer gave them a gift card or prepaid card as a reward with a further 82% saying 
that this initiative from their employer would make them feel more valued. 

What we don’t know, yet, is if these changes are permanent. Some of them probably will 
be. Others will fade as the threat caused by the coronavirus eventually fades.

“The largest pandemic-era growth 
of all was in retailer-specific apps, 
which showed massive gains“

Adapting to 
the New Normal




