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PayPal commissioned 3rd party study by Ipsos across 7 markets to understand 
consumer drivers of transaction abandonment and ‘willingness to buy’
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Ipsos consumer panel

• Online survey conducted in July 2018

• 7 markets UK, DE, IT, ES, US, AU, BR

• 1,500 respondents per market/10,500 total 

respondents

• Online shoppers: made a purchase in the last month 

• Boost in Brazil to ensure 500 PayPal users

• 6,930 PayPal users surveyed in total

Attitudinal measures

• Drivers of transaction conversion and abandonment

• Role of payments and preference towards payment providers

Transaction simulation: Willingness to buy

• Consumers prepped that they will be presented with hypothetical transaction scenarios and asked 

“Would I complete the purchase?” 

• Multiple transaction scenarios tested including purchase vertical,  familiar /unfamiliar merchant, 

high/low ticket size, domestic/cross-border merchants, mobile v desktop. 

• Available Payment providers tested as a variable allowing us to measure the difference in 

Willingness to buy when PayPal is present versus not

Value £200+

Seller Well known name

Geography Cross-border

Channel Mobile

Buying Insurance

Payment options

Value £50 - £100

Seller Unfamiliar brand

Geography Domestic

Channel Desktop

Buying Fashion

Payment options

Example scenario 2Example scenario 1

Indicates a statistically significant 

difference (higher than comparison 

number)
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PayPal brand halo effect also occurs among non-PayPal users, most notably for less familiar brands   

PayPal accepted on a site can increase consumer willingness to buy; higher uplift 
in challenging scenarios e.g. mobile, cross-border, high ticket, unfamiliar brands

Consumer willingness to buy uplift for PayPal present versus not present (all markets)

57%

25%

Known brand Unfamiliar brand

46%
36%

Domestic Cross border

44%
38%

Laptop Mobile

Consumer willingness to buy across different transaction scenarios when PayPal not present 

-57% -13%-22%

46%
35%

Low value purchase
(under $50)

High value purchase
($200)

-24%

Source: Ipsos conjoint research: Conjoint Simulation Base: (10,500/1,500 per market) Respondents presented with a variety of transaction scenarios (different 

variables such as vertical, value, device, familiarity of brand, domesticity of merchant, available payment providers) and asked whether they would be willing to buy. 

* Aggregate of all markets unweighted by shoppers in each 

market. Only selected scenarios referenced in chart 

Confidence interval max of 1%

+54%

PayPal uplift (all scenarios/markets)

increase in consumers 

willingness to buy

+37% +137% +66%

+54% +32%+57%

+38%

Market level PayPal uplift 
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PayPal brand halo effect also occurs among non-PayPal users, most notably for less familiar brands   

PayPal accepted on a site can increase consumer willingness to buy; higher uplift 
in challenging scenarios e.g. mobile, cross-border, high ticket, unfamiliar brands

Consumer willingness to buy uplift for PayPal present versus not present (all markets)

57%

25%

Known brand Unfamiliar brand

46%
36%

Domestic Cross border

44%
38%

Laptop Mobile

Consumer willingness to buy across different transaction scenarios when PayPal not present 

-57% -13%-22%

46%
35%

Low value purchase
(under $50)

High value purchase
($200)

-24%

Source: Ipsos conjoint research: Conjoint Simulation Base: (10,500/1,500 per market) Respondents presented with a variety of transaction scenarios (different 

variables such as vertical, value, device, familiarity of brand, domesticity of merchant, available payment providers) and asked whether they would be willing to buy. 

* Aggregate of all markets unweighted by shoppers in each 

market. Only selected scenarios referenced in chart 

+92%

PayPal uplift (all per scenario)

increase in consumers willingness to buy

For unfamiliar brand

For cross-border +61%

For high value 

purchase $200+61%

For mobile+56%
Confidence interval max of 1%



©2018 PayPal Inc. Confidential and proprietary.©2018 PayPal Inc. Confidential and proprietary.

Clear presence of right payment options on a merchant site can establish trust 
and confidence early in the shopping experience
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Source: Ipsos Research n=10,500

A07. Thinking about your own shopping, how much do you agree or disagree with…

43% 
Say they will recommend a retailer 

that provides their preferred 

payment method

44% 
I am more likely to trust a seller if 

they have a good payments process

47% 
I am more likely to come back to a 

site if I like the payments process

44%
I am more likely to shop on a 

merchant site if I know up front that 

my preferred payment provider is 

accepted 

30% 
I will only shop on sites that I know 

will offer my preferred payment 

method

47% 
I like online retailers who make 

sure that payment is pleasant 

experience

Confidence interval of 1% or less applies to each number



©2018 PayPal Inc. Confidential and proprietary.©2018 PayPal Inc. Confidential and proprietary.

17%

25%

42%

A debit
card

A credit
card

PayPal
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PayPal is most preferred payment method by consumers;
59% of users have abandoned a transaction because PayPal wasn’t presented

2%

3%

5%

8%

8%

8%

9%

10%

12%

16%

19%

19%

57%

60%

66%

84%

Other

Vorkasse

Klarna

Boleto

Rechnung

Lastschrift

Cheque

Amazon Pay

Other digital wallets

Transferring funds direct from…

By paying after you have…

Using a pre-paid payment card

A debit card

A credit card

Paypal

Cash

Source: Ipsos conjoint research 10,500 shoppers across 7 markets (1,500 per market) inc 6,930 PayPal users

S03. And thinking about how you pay for things you buy, which of the following have you used in the last 12 months? 

A08. When you’ve been shopping online, what is your preferred method or payment. Base: S03 Total Respondents (1500); A08 (1176)

Usage by payment method (all 

channels)

Preference by users (online 

shoppers)

59%

41%

Abandoned at payment because PayPal 
was not available (among users) 

Yes No

Confidence interval of 1% or less applies to each number
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PayPal demonstrates superior performance versus other payment methods 
against features consumers state as most important for payments

Source Ipsos conjoint research 10,500 shoppers across 7 markets (1,500 per market) inc 6930 PayPal users
1 3371 respondents who purchase online at least once a week, A06 research Here are some features that you might link with different methods of paying for shopping 

online.  Please say which are very important, which important and which not important to you.
2Now we`d like to know how you think different payment methods perform. Which of the payment methods listed is best a delivering each feature?   Base: All (10,500) 7

83%

71%

69%

65%

63%

61%

58%

49%

48%

38%

36%

32%

32%

30%

Secure

Purchase protection if things go wrong

A smooth process with no problems

Simple/ and easy to use

A brand I can trust

Free returns

A fast process

Has a good mobile checkout/payment
experience

I can use it in multiple places I shop on-line

Not having to enter my address every time

Can pay without entering my payment details

Flexible payment terms e.g. deferred
payments (e.g. pay at the end of the…

Not having to create an account to make a
purchase

The ability to collect loyalty points

Top features stated as important in payments phase for conversion

48% 18% 11% 4%

Which payment provider is best at delivering against each feature?

Secure

47% 18% 13% 4%
Smooth process, 

no problems

48% 19% 13% 4%
Simple, 

easy to use

48% 19% 13% 4%A brand I trust

49% 20% 8% 3%
Purchase protection if 

something goes wrong

PayPal

A 

Credit 

Card

A 

Debit 

Card

Other 

Wallet

s

Confidence interval of 1% or less applies to each number

PayPal 

significantly 

higher than next 

highest option in 

each comparison
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Market level willingness to buy

8



©2018 PayPal Inc. Confidential and proprietary.

30%

44% 41% 43%

55%

66% 63% 65%

Unfamiliar
brand

Cross border
purchase

High value
purchase

(£200 or more)

Mobile
Transaction

Willingness to buy amongst users of PayPal 

No PayPal present in simulated scenario

PayPal present in simulated scenario

32%

48% 44% 46%44%

57% 53% 55%

Unfamiliar
brand

Cross border
purchase

High value
purchase

(£200 or more)

Mobile
Transaction

Willingness to buy amongst non-users of PayPal 
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PayPal accepted on a site can increase consumer willingness to buy; uplift in 
challenging scenarios e.g. mobile, cross-border, unfamiliar brands
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PayPal brand halo effect also occurs amongst non-PayPal users, most notably for less familiar brands   

Consumer willingness to buy uplift for PayPal present versus not present

67%

30%

Known brand Unfamiliar brand

54%
45%

Domestic Cross border

55%
44%

Laptop Mobile

All consumer’s willingness to buy across different transaction scenarios when PayPal not present 

+38%

PayPal uplift across transaction scenarios

-55% -19%-16%

increase in consumer 

willingness to buy

56%

42%

Low value purchase
(under £50)

High value purchase
(£200)

-26%

Source: Ipsos conjoint research: Conjoint Simulation Base: (1500) Respondents presented with a variety of transaction scenarios (different variables such 

as vertical, value, device, familiarity of brand, domesticity of merchant, available payment providers) and asked whether they would be willing to buy. 

*only selected scenarios referenced in chart



©2018 PayPal Inc. Confidential and proprietary.

17% 18% 21% 21%

50% 49%
54% 54%

Unfamiliar
brand

Cross border
purchase

High value 
purchase 

(€200 or more) 

Mobile
Transaction

Willingness to buy amongst users of PayPal 

No PayPal present in simulated scenario

PayPal present in simulated scenario

19% 20% 23% 23%

34% 34%
39% 39%

Unfamiliar
brand

Cross border
purchase

High value 
purchase 

(€200 or more) 

Mobile
Transaction

Willingness to buy amongst non-users of PayPal 

No PayPal present in simulated scenario

PayPal present in simulated scenario

PayPal accepted on a site can increase consumer willingness to buy; uplift in 
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PayPal brand halo effect also occurs amongst non-PayPal users, most notably for less familiar brands   

Consumer willingness to buy uplift for PayPal present versus not present

31%
17%

Known brand Unfamiliar brand

29%
18%

Domestic Cross border

26% 22%

Laptop Mobile

All consumer’s willingness to buy across different transaction scenarios when PayPal not present 

+137%

PayPal uplift across transaction scenarios

-14%
-4%-11%

increase in 

consumer 

willingness to buy

27%
21%

Low value purchase 
(under €50)

High value purchase 
(€200)

-6%

Source: Ipsos conjoint research: Conjoint Simulation Base: (1500) Respondents presented with a variety of transaction scenarios (different variables such 

as vertical, value, device, familiarity of brand, domesticity of merchant, available payment providers) and asked whether they would be willing to buy. 

*only selected scenarios referenced in chart
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PayPal brand halo effect also occurs amongst non-PayPal users, most notably for less familiar brands   

Consumer willingness to buy uplift for PayPal present versus not present

64%

29%

Known brand Unfamiliar brand

52%

40%

Domestic Cross border

49%
43%

Laptop Mobile

All consumer’s willingness to buy across different transaction scenarios when PayPal not present 

+37%

PayPal uplift across transaction scenarios

-35%

-6%-12%

increase in consumer 

willingness to buy

52%

39%

Low val purchase
(under $50)

High val purchase
($200+)

-13%

Source: Ipsos conjoint research: Conjoint Simulation Base: (1500) Respondents presented with a variety of transaction scenarios (different variables such 

as vertical, value, device, familiarity of brand, domesticity of merchant, available payment providers) and asked whether they would be willing to buy. 

*only selected scenarios referenced in chart
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PayPal brand halo effect also occurs amongst non-PayPal users, most notably for less familiar brands   

Consumer willingness to buy uplift for PayPal present versus not present

58%

25%

Known brand Unfamiliar brand

45%
38%

Domestic Cross border

44%
39%

Laptop Mobile

All consumer’s willingness to buy across different transaction scenarios when PayPal not present 

+66%

PayPal uplift across transaction scenarios

-33%

-5%-7%

increase in consumers 

willingness to buy

48%

35%

Low val purchase
(under $50)

High val purchase
($200+)

-13%

Source: Ipsos conjoint research: Conjoint Simulation Base: (1500) Respondents presented with a variety of transaction scenarios (different variables such 

as vertical, value, device, familiarity of brand, domesticity of merchant, available payment providers) and asked whether they would be willing to buy. 

*only selected scenarios referenced in chart
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PayPal brand halo effect also occurs amongst non-PayPal users, most notably for less familiar brands   

Consumer willingness to buy uplift for PayPal present versus not present

56%

27%

Known brand Unfamiliar brand

47%
38%

Domestic Cross border

45%
40%

Laptop Mobile

All consumer’s willingness to buy across different transaction scenarios when PayPal not present 

+57%

PayPal uplift across transaction scenarios

-29%

-5%-9%

increase in consumer 

willingness to buy

46%
39%

Low value purchase 
(under €50)

High value purchase 
(€200+)

-7%

Source: Ipsos conjoint research: Conjoint Simulation Base: (1500) Respondents presented with a variety of transaction scenarios (different variables such 

as vertical, value, device, familiarity of brand, domesticity of merchant, available payment providers) and asked whether they would be willing to buy. 

*only selected scenarios referenced in chart
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PayPal brand halo effect also occurs amongst non-PayPal users, most notably for less familiar brands   

Consumer willingness to buy uplift for PayPal present versus not present

62%

26%

Known brand Unfamiliar brand

48%
39%

Domestic Cross border

47%
40%

Laptop Mobile

All consumer’s willingness to buy across different transaction scenarios when PayPal not present 

+54%

PayPal uplift across transaction scenarios

-36%

-7%-9%

increase in consumers 

willingness to buy

49%
39%

Low val purchase 
(under €50)

High val purchase 
(€200+)

-10%

Source: Ipsos conjoint research: Conjoint Simulation Base: (1500) Respondents presented with a variety of transaction scenarios (different variables such 

as vertical, value, device, familiarity of brand, domesticity of merchant, available payment providers) and asked whether they would be willing to buy. 

*only selected scenarios referenced in chart
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PayPal brand halo effect also occurs amongst non-PayPal users, most notably for less familiar brands   

Consumer willingness to buy uplift for PayPal present versus not present

59%

18%

Known brand Unfamiliar brand

47%

33%

Domestic Cross border

41% 38%

Laptop Mobile

All consumer’s willingness to buy across different transaction scenarios when PayPal not present 

+32%

PayPal uplift across transaction scenarios

-41%

-3%-14%

increase in consumer 

willingness to buy

46%

33%

Low value purchase
(under $50)

High value purchase
($200+)

-13%

Source: Ipsos conjoint research: Conjoint Simulation Base: (1500) Respondents presented with a variety of transaction scenarios (different variables such 

as vertical, value, device, familiarity of brand, domesticity of merchant, available payment providers) and asked whether they would be willing to buy. 

*only selected scenarios referenced in chart
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