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The 2024 Global Digital Shopping Index: UAE Edition  was commissioned by Visa Acceptance Solutions, and PYMNTS Intelligence conducted the research and produced the report.  
This report draws on insights from a survey of 13,904 consumers and 3,512 merchants across seven countries conducted from Sept. 27, 2023, to Dec. 1, 2023. To learn more about our 
data, reference the full methodology at the end of this report.  PYMNTS retains full editorial control over the following content, findings, methodology, and data analysis.  Click-and-
Mortar™ is a registered trademark of What’s Next Media and Analytics.

What is  
Click-and-Mortar™  
shopping?
Click-and-Mortar™ shopping involves both digital tools and 

physical locations—when a consumer researches a product 

online, verifies it is available locally, and picks it up in-store 

that same day, for example. It is replacing the siloed world of 

online-only or in-store-only shopping.

2024 Global Digital Shopping Index: The 
rise of the Click-and-Mortar™ shopper and 
what it means for merchants

Click here to download

https://www.pymnts.com/study/global-digital-shopping-features-click-and-mortar-retail-commerce/
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I n the United Arab Emirates, 71% of consumers actively use 

digital features to enhance their shopping experiences. Yet 

valuable opportunities to build on this robust foundation 

remain in play. The country has the second-highest 

consumer satisfaction rate of the markets surveyed—and Click-

and-Mortar™ shopping is a factor. All told, 43% of UAE shoppers 

now use digital features as a part of their in-store shopping 

experiences.

In a retail landscape increasingly driven by digital innovation, 

ongoing development can help ensure the UAE stays ahead. 

After all, novel digital features can quickly become stale table 

stakes if leaders stagnate.

What’s at stake

And stagnation is a danger in the UAE. Our data spans several years, and 

the rate of Click-and-Mortar™ consumers has actually dropped since 

2021. Additionally, merchants offer one fewer feature, on average, than 

they did in the past year. The Click-and-Mortar™ base has recovered 

somewhat from 2022 to 2023, however, and an opportunity remains for 

UAE merchants to expand their shopper base.

Figure 1:

The types of modern shoppers 
Share of UAE consumers who shop in select ways

Source: PYMNTS Intelligence
2024 Global Digital Shopping Index, April 2024
N = 1,392: Complete UAE consumer responses, fielded Sept. 27, 2023–Dec. 1, 2023
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In particular, the gap between consumer demand and market 

supply of digital features has strong growth potential for 

merchants, especially grocers. By expanding and diversifying their 

digital offerings, rather than reducing their numbers, merchants 

can reinvigorate the Click-and-Mortar™ experience for consumers 

and reap the benefits.

With consumers already utilizing an average of 14 different digital 

features and nearly 9 in 10 retail shoppers depending on these 

digital aids, the appetite for an enhanced Click-and-Mortar™ 

experience in the UAE is strong. For local merchants to maintain 

their competitive edge, they must meet current needs and set new 

benchmarks for digital retail innovation.

These are just some of the findings detailed in the 2024 Global 

Digital Shopping Index: UAE Edition, a PYMNTS Intelligence and Visa 

Acceptance Solutions collaboration. For this edition, we surveyed 

1,392 consumers and 212 merchants in the UAE to capture recent 

trends in consumer behavior and document the rise of Click-and-

Mortar™ shopping experiences. It also draws comparative insights 

from a larger survey of 13,904 consumers and 3,512 merchants 

across seven countries conducted from Sept. 27, 2023, to Dec. 1, 

2023.

This is what we learned.

Figure 2:

UAE transaction share 
Share of UAE consumers completing purchases in select ways, over time

Source: PYMNTS Intelligence
2024 Global Digital Shopping Index, April 2024

N = 1,392: Complete UAE consumer responses, fielded Sept. 27, 2023–Dec. 1, 2023
Due to rounding, percent may not equal 100.
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Key findings

01
Feature forward

The UAE ranks second globally in shopping satisfaction, thanks to 
the average consumer’s extensive use of digital features.

03
More to do

UAE merchants excel in customer satisfaction but also have 
ample opportunity for improvement, notably in providing 

digital features across the grocery sector.

04
Kid friendly
Parents in the UAE use Click-and-Mortar™ shopping  
strategies more often than any other demographic.

02  
Stagnating growth
Click-and-Mortar™ adoption rates have started  
to plateau across the UAE despite high consumer reliance  
on digital features.

Share of UAE consumers relying on  
digital features the last time they shopped

Portion of retail customers in the UAE  
who regularly turn to digital features, 
compared to 45% of grocery shoppers

Share of parents with children under their 
care who use digital shopping features, 
compared to the 33% of those who do so 
without children under their care

Share of UAE consumers relying  
on digital features to shop last year

71% 89%

61%43%
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In the UAE, retailers are making significant strides in customer 

satisfaction, ranking second among the countries studied, just behind 

India. This high satisfaction rate among consumers is largely due to the 

extensive integration of digital features into the shopping experience. 

Nearly three-quarters of shoppers in the UAE embrace online-only or 

Click-and-Mortar™ methods. This marks a substantial departure from 

traditional in-store shopping without digital aids and highlights how 

digital features improve the shopping experience.

The common use of digital features  
in the UAE largely explains local  
consumers’ high satisfaction rates,  
as the features significantly  
improve shopping.

12    |    The blueprint for merchants

Consumers who either utilize digital aids in-store or initiate 

their shopping journey online but end in-store comprise the 

UAE’s robust Click-and-Mortar™ base. UAE consumers are 4 

percentage points more likely than the global average to shop 

this way. Moreover, the savvy consumer base uses 14 digital 

features, on average, which is comparable to Saudi Arabia 

and just four features shy of India’s top average. Additionally, 

digital feature adoption extends across a broad spectrum of 

demographic groups in the UAE, illustrating the country’s wide 

demand for a high-quality, feature-led shopping experience.

As mentioned, the UAE has the second-highest satisfaction 

score across all countries in our study. Digital features can 

simplify shopping , and our data finds a correlation between 

more feature use and higher satisfaction. Click-and-Mortar™ 

shoppers in the UAE report an average 56% increase in 

satisfaction relative to in-store-only shoppers who eschew 

digital features. Online-only shoppers enjoy a 63% bump 

compared to the same group.

43% 
Share of UAE consumers adopting  

Click-and-Mortar™ shopping strategies,  
4 percentage points more than  

the global average of 39% 
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Source: PYMNTS Intelligence
2024 Global Digital Shopping Index, April 2024

N = 2,200: Complete Brazil consumer responses, fielded Sept. 27, 2023–Dec. 1, 2023
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Figure 3:

How far digital features boost satisfaction 
Percent increase in satisfaction of UAE consumers relative to in-store shopping alone

In this way, the UAE serves as a useful point of 

comparison for merchants in other markets, as the 

baseline of in-store satisfaction is 55% higher for 

shoppers in the UAE than for their counterparts 

in Brazil, the country with the lowest in-store-only 

satisfaction. The advantage is such that the UAE 

in-store-only experience tops even Click-and-

Mortar™ shopper satisfaction in both Brazil and the 

United Kingdom. UAE merchants then build on that 

lead by layering digital features atop an already first-

rate in-store experience, in turn fostering customer 

satisfaction and loyalty.

55% 
higher in the UAE than Brazil,  

the country with the lowest in-store-only  
satisfaction score.

Baseline in-store  
shopper satisfaction is
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Because so many UAE consumers use digital features 

for better shopping experiences, the base is particularly 

sensitive to any shortfall in feature provision by 

merchants. In the past year, the number of features 

consumers use, on average, has risen, even as the 

average variety merchants offer has fallen by one 

feature. This mismatch in supply and demand suggests 

that retailers are failing to fully seize the opportunities 

Click-and-Mortar™ shoppers present.

A key metric in our analysis is what we call feature 

failure—when a shopper wants to use a feature but 

cannot. This kind of failure can happen in two ways: 

Either merchants do not provide the feature, which we 

call provisional failure, or the provided feature is too 

difficult for customers to locate or use, which we call 

knowledge failure.

Despite consumers’ reliance  
on digital features, the share 
of Click-and-Mortar™ shoppers 
in the UAE has stagnated in  
the last three years.

16    |    The blueprint for merchants

Figure 4:

Key features UAE consumers used 
Share of consumers in the UAE who use benchmark digital shopping features

Ability to use  
preferred payment method

Rewards program

Mobile app or mobile-specific site

Digitally available product details

Easy-to-navigate online store

Digitally available product reviews

82%75%

74%

71%

74%69%

68%71%

71%

69%

Benchmark features
All UAE 

consumers
Retail  

shoppers
Grocery  

shoppers

Source: PYMNTS Intelligence
2024 Global Digital Shopping Index, April 2024

N = 1,392: Complete UAE consumer responses, fielded Sept. 27, 2023–Dec. 1, 2023
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Retailers in the UAE have modest feature failure rates—merchants do 

not provide 22% of the features consumers desire. Consumers also 

cannot find 22% of the provided features. However, context from other 

countries reveals this rate of knowledge failure is the second lowest of 

the seven countries studied. This suggests both that merchants are 

doing relatively well at making their currently offered features accessible 

and that UAE shoppers are proficient at finding the features they want. 

Even UAE shoppers with generally low reliance on digital features are 

more adept at locating features than consumers in other countries. 

This insight outlines merchants’ best opportunity: to tackle the 

provisional failure rate by improving the alignment of their offerings with 

consumer skills and preferences.

22% 
Share of features that UAE  

merchants do not provide; likewise, 
consumers cannot find 22% of the  

features that merchants do provide 

Demographics significantly influence Click-and-Mortar™ shopping 

strategies. The average UAE household contains five individuals, and 61% 

of parents with children use digital features while shopping.1 This high 

rate is logical, given the ability of digital features to streamline shopping 

and the need for parents to optimize their time.

1 Author Unknown. Average Household Size in the United Arab Emirates. ArcGIS. 2013. https://www.
arcgis.com/home/item.html?id=953297d8ed4a4d9d8358655242e2e0b9. Accessed April 2024.

Figure 5A:

How different demographics shop 
Share of UAE consumers who have select shopping experiences,  
by type of household

Source: PYMNTS Intelligence
2024 Global Digital Shopping Index, April 2024

N = 1,392: Complete UAE consumer responses, fielded Sept. 27, 2023–Dec. 1, 2023
Due to rounding, percent may not equal 100.
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https://www.arcgis.com/home/item.html?id=953297d8ed4a4d9d8358655242e2e0b9
https://www.arcgis.com/home/item.html?id=953297d8ed4a4d9d8358655242e2e0b9
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Millennial and Generation Z consumers are the leading age cohorts driving 

the shift to Click-and-Mortar™ strategies in the UAE, with roughly 80% of 

millennial and Gen Z consumers incorporating digital features into their 

purchasing behavior. Click-and-Mortar™ behavior is most pronounced 

among bridge millennials, more than half of whom seek these experiences. 

By contrast, 41% of Generation X and 87% of baby boomers and seniors 

prefer traditional shopping—in-store with no digital assistance.

20    |    The blueprint for merchants

Figure 5B:

How different demographics shop 
Share of UAE consumers who have select shopping experiences, by income*

Figure 5C:

How different demographics shop 
Share of UAE consumers who have select shopping experiences, by generation

Source: PYMNTS Intelligence
2024 Global Digital Shopping Index, April 2024

N = 1,392: Complete UAE consumer responses, fielded Sept. 27, 2023–Dec. 1, 2023
Due to rounding, percent may not equal 100.

Source: PYMNTS Intelligence
2024 Global Digital Shopping Index, April 2024

N = 1,392: Complete UAE consumer responses, fielded Sept. 27, 2023–Dec. 1, 2023
Due to rounding, percent may not equal 100.
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Understanding these trends is key for UAE merchants tailoring their 

digital offerings to their diverse consumer base, where the average 

household may span multiple generations—and feature multiple 

generational attitudes toward shopping.

* Low income: Less than 95,000 AED (approximately $25,000) 
Middle income: Between 95,000 AED and 185,000 AED (approximately $50,000) 
High income: More than 185,000 AED

5%
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Data shows that consumers in the UAE tend to regularly use four 

commonplace features, with preferred payment methods atop the list. 

Mobile apps or mobile-specific sites are also notably popular, followed by 

easy-to-navigate online stores and digitally available product details. The 

average UAE shopper uses roughly 14 different features overall, however, 

suggesting that the UAE already has a digital consumer base with diverse 

and unique preferences. Further innovation in providing these features 

would help merchants reach a greater diversity of customers. Which 

products consumers are buying somewhat drives this diversity.

Grocery shoppers, for instance, have different digital needs compared 

to those buying other retail items. In the UAE, they typically use just 

10 features. Given the cautionary tale of stagnation, the implication is 

clear. To maintain their leading position in customer satisfaction, UAE 

merchants, especially grocers, must innovate or risk underproviding 

features their customers want. 

Though merchants in the UAE  
are frontrunners in consumer  
satisfaction, they can still stand  
to improve—especially grocers.

Figure 6:

How UAE consumers use digital features 
Share of UAE consumers who completed their most recent purchases  
in select ways, retail versus grocery

Source: PYMNTS Intelligence
2024 Global Digital Shopping Index, April 2024

N = 1,392: Complete UAE consumer responses,  
fielded Sept. 27, 2023–Dec. 1, 2023

Due to rounding, percent may not equal 100.
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The disparity in digital feature usage between general retail and grocery 

shopping is stark. Approximately 89% of retail shoppers incorporate 

digital features into their shopping routines, reflecting the integration 

of 17 features into their buying process. Yet less than half of grocery 

shoppers utilized digital aids when they last shopped, primarily due 

to insufficient offerings from grocers. This discrepancy is particularly 

noticeable when considering that just 11% of retail shoppers forgo digital 

assistance, whereas 55% of grocery shoppers make their purchases 

entirely in-store without any digital support.

49% 
Share of grocery shoppers  
in the UAE who want to use and  
cannot find price-matching features;  
just 24% of retail shoppers want  
and cannot find this feature

This gap directly impacts customer satisfaction: Grocery shoppers 

report an average of 29% lower satisfaction compared to those shopping 

solely for retail items. The gap also represents an opportunity that 

grocery merchants in the UAE have not yet taken. Grocers are nearly 

twice as likely as retail-only merchants to fail to provide the digital 

features their customers are looking for. Addressing this shortfall and 

offering a more comprehensive range of digital features will help grocers 

make their customers happier.



Actionable 
insights 01

With 71% of UAE consumers utilizing digital features, there’s a 
clear market for merchants to broaden their digital offerings 
to meet the robust appetite for Click-and-Mortar™ shopping 
strategies. Focus on diversifying digital tools to cater to more 

customers and close the gap between the high usage of digital 

features and the recent dip in offerings.

02
Thanks to digital retail, UAE merchants have established an 
enviable benchmark in customer satisfaction, achieving high 
rates of feature use and low failure rates: just 22% for both 
provision and discovery. However, strategic innovation is the key 

to sustaining the high standards consumers have come to expect. 

Failing to enhance offerings like price-matching or stored payment 

methods could drive customers away. Continue developing 

features to stay ahead of players in other markets that are actively 

working on digital retail enhancements.
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03
With 61% of UAE parents using Click-and-Mortar™ 
shopping strategies, there is a notable demand 
for features that accommodate the needs of busy 
households. Tailor digital offerings to these demographics, 

prioritizing features such as family-friendly pickup options 

and engaging online experiences to meet the specific needs 

of this sizeable consumer group.

04
Given the substantial disparity in digital feature 
use between retail (89% of consumers use them) 
and grocery shopping (just 45%), grocers in 
the UAE have a clear opportunity to improve. 
Prioritize offering more digital features to elevate 

customer satisfaction and align with the digital 

expectations of UAE consumers and you may 

well address the 29% lower satisfaction scores for 

grocers compared to general retailers. 
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recent trends in consumer behavior and document 

the rise of Click-and-Mortar™ shopping experiences. It 

also draws comparative insights from a larger survey of 

13,904 consumers and 3,512 merchants across seven 

countries conducted from Sept. 27, 2023, to Dec. 1, 2023.
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Visa Inc. (NYSE: V) is a world leader in digital payments. Our mission 
is to connect the world through the most innovative, reliable and 
secure payment network —  enabling individuals, businesses and 
economies to thrive. Our advanced global processing network, 
VisaNet, provides secure and reliable payments around the world 
and is capable of handling more than 65,000 transaction messages 
a second. The company’s relentless focus on innovation is a catalyst 
for the rapid growth of digital commerce on any device, for everyone, 
everywhere. As the world moves from analog to digital, Visa is applying 
our brand, products, people, network and scale to reshape the future 
of commerce. For more information, visit www.visa.com, https://usa.
visa.com/solutions/visa-business-solutions.html and Visa Commercial 
Solutions: Overview | LinkedIn.

PYMNTS Intelligence is a leading global data and analytics platform 
that uses proprietary data and methods to provide actionable 
insights on what’s now and what’s next in payments, commerce 
and the digital economy.  Its team of data scientists include leading 
economists, econometricians, survey experts, financial analysts, and 
marketing scientists with deep experience in the application of data 
to the issues that define the future of the digital transformation of the 
global economy. This multi-lingual team has conducted original data 
collection and analysis in more than three dozen global markets for 
some of the world’s leading publicly traded and privately held firms.

The 2024 Global Digital Shopping Index may be updated periodically. While reasonable 
efforts are made to keep the content accurate and up to date, PYMNTS MAKES 
NO REPRESENTATIONS OR WARRANTIES OF ANY KIND, EXPRESS OR IMPLIED, 
REGARDING THE CORRECTNESS, ACCURACY, COMPLETENESS, ADEQUACY, 
OR RELIABILITY OF OR THE USE OF OR RESULTS THAT MAY BE GENERATED 
FROM THE USE OF THE INFORMATION OR THAT THE CONTENT WILL SATISFY 
YOUR REQUIREMENTS OR EXPECTATIONS. THE CONTENT IS PROVIDED “AS IS” 
AND ON AN “AS AVAILABLE” BASIS. YOU EXPRESSLY AGREE THAT YOUR USE 
OF THE CONTENT IS AT YOUR SOLE RISK. PYMNTS SHALL HAVE NO LIABILITY 
FOR ANY INTERRUPTIONS IN THE CONTENT THAT IS PROVIDED AND DISCLAIMS 
ALL WARRANTIES WITH REGARD TO THE CONTENT, INCLUDING THE IMPLIED 
WARRANTIES OF MERCHANTABILITY AND FITNESS FOR A PARTICULAR PURPOSE, 
AND NON-INFRINGEMENT AND TITLE. SOME JURISDICTIONS DO NOT ALLOW 
THE EXCLUSION OF CERTAIN WARRANTIES, AND, IN SUCH CASES, THE STATED 
EXCLUSIONS DO NOT APPLY. PYMNTS RESERVES THE RIGHT AND SHOULD NOT BE 
LIABLE SHOULD IT EXERCISE ITS RIGHT TO MODIFY, INTERRUPT, OR DISCONTINUE 
THE AVAILABILITY OF THE CONTENT OR ANY COMPONENT OF IT WITH OR 
WITHOUT NOTICE. 

PYMNTS SHALL NOT BE LIABLE FOR ANY DAMAGES WHATSOEVER, AND, IN 
PARTICULAR, SHALL NOT BE LIABLE FOR ANY SPECIAL, INDIRECT, CONSEQUENTIAL, 
OR INCIDENTAL DAMAGES, OR DAMAGES FOR LOST PROFITS, LOSS OF REVENUE, 
OR LOSS OF USE, ARISING OUT OF OR RELATED TO THE CONTENT, WHETHER SUCH 
DAMAGES ARISE IN CONTRACT, NEGLIGENCE, TORT, UNDER STATUTE, IN EQUITY, 
AT LAW, OR OTHERWISE, EVEN IF PYMNTS HAS BEEN ADVISED OF THE POSSIBILITY 
OF SUCH DAMAGES. 

SOME JURISDICTIONS DO NOT ALLOW FOR THE LIMITATION OR EXCLUSION OF 
LIABILITY FOR INCIDENTAL OR CONSEQUENTIAL DAMAGES, AND IN SUCH CASES 
SOME OF THE ABOVE LIMITATIONS DO NOT APPLY. THE ABOVE DISCLAIMERS 
AND LIMITATIONS ARE PROVIDED BY PYMNTS AND ITS PARENTS, AFFILIATED 
AND RELATED COMPANIES, CONTRACTORS, AND SPONSORS, AND EACH OF ITS 
RESPECTIVE DIRECTORS, OFFICERS, MEMBERS, EMPLOYEES, AGENTS, CONTENT 
COMPONENT PROVIDERS, LICENSORS, AND ADVISERS. 

Components of the content original to and the compilation produced by PYMNTS is the 
property of PYMNTS and cannot be reproduced without its prior written permission. 

DisclaimerAbout

http://www.visa.com
https://usa.visa.com/solutions/visa-business-solutions.html
https://usa.visa.com/solutions/visa-business-solutions.html
https://www.linkedin.com/showcase/visa-commercial-solutions-vcs/
https://www.linkedin.com/showcase/visa-commercial-solutions-vcs/
http://www.pymnts.com



