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EXECUTIVE
SUMMARY

Each year the Digital Commerce Alliance (DCA) conducts a
definitive industry study. The project is undertaken as part of
our organization’s charter to make digital commerce better for
everyone through collaboration, best practices, and industry
principles. By collecting and sharing data and insights from key
players in the card-linking, financial data, and mobile wallets
space, DCA enables the innovative, measurable, and mutually

beneficial experiences consumers are looking for.

The DCA research team polled industry leaders from around
the world, including the U.S. and Canada, Australia, the UK.,

and Japan.

Respondents ranged from large and enterprise companies

(47.5%) to small and mid-sized companies (52%).

Completing the survey were executives from banks/card
issuers, payments companies, card-linking/O20 technology
providers, CPG companies, retailers/merchants, loyalty
companies, digital advertising platforms, mobile wallets, and

mobile apps.

Respondents from organizations as varied as Microsoft,
Sam’s Club/Walmart, Bank of America, RBC, Google Pay,

Mastercard, VantageScore, Cardlytics and Valuedynamx

shared their experiences and perceptions.

DCA is grateful to those who completed the survey, making it
possible to identify trends, measure progress and gauge the forces
at work in our evolving industry. This annual project enables our
non-profit trade association to deliver value to our membership

and to the industry as a whole.

We are pleased to publish this industry study for the 7th

consecutive year.

A hallmark of the Digital
Commerce Annual Industry
Study is a dual focus of

continual broadening of the

research—while at the same
time recognizing the value of
year-over-year continuity.

This year’s questionnaire covers
industry expansion while also
enabling readers to contrast and
compare findings over time.
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KEY
FINDINGS

Card-Linking Is Mainstream.

Respondents used either/or Card-Linked Loyalty or Card-Linked Offers at a higher rate than in years past. In
2022, 45% of those responding to the survey used Card-Linked Loyalty programs (compared with 34% in
2020). Also in 2022, 52% of respondents used Card-Linked Offers (compared with 45% in 2020). Clearly

card-linking, a nascent program when this study began in 2016, is here to stay.

PERCENTAGE OF RESPONDENT COMPANIES

USING CLL OR CLO, 2020-2022

60%

50%

40%

30%

20%

10%
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Card-linked loyalty Card-linked offers

@ 2020 ® 2022
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KEY
FINDINGS

Covid Drives Best Merchant Categories for Card-Linking.

Restaurants are back in the top two merchant categories for card-linking in 2022, just behind E-Commerce.
Grocery had taken second place in 2021 due to a shift towards eating at home versus eating out during

2 the height of the pandemic. Relatedly, in 2021 70.5% of respondents declared that, despite disruption, fear
and uncertainty, the advent of Covid actually helped the economy long-term—driving the industry’s need to
innovate and consumers’ need to adapt. This year was the same: 71.4% of respondents agreed that in the

long term our economies were boosted by the pandemic.

Industry Priorities Are Evolving.

As the pandemic recedes, there is more room on respondents’ agendas to focus on ESG initiatives
and professional growth. Topping the list of causes reported by those who completed the survey are
c Diversity in the Workplace, Financial Literacy, Social Advocacy and Education. DCA services that
members value most for their ability to help them propel their careers and advance their organizations
include Industry Conferences and Webinars, Industry Data and Studies, Industry News, and

Networking/Partnership Opportunities.

The Idea That Data Should Be Owned by Consumers Gains Ground.
Seventy percent of respondents said it is “very important” that consumers own their own financial data.
4 More than 78% agreed that consumers’ permission should be required before sharing data. Privacy

concerns, reporting about the widespread practice of screen-scraping, and the belief that consumers should

be the ones to benefit from the use of their financial information are driving this thought leadership position.

For the first five years of its existence (2016 through 2020), this study was conducted by the
CardLinx Association, the predecessor of the Digital Commerce Alliance (DCA). Now known

as the CardLinx Forum, CardLinx is an essential element of DCA along with the Mobile Wallet

Forum and the Financial Data Forum. In both 2021 and 2022, this study was conducted under
the auspices of the DCA.

DIGCOMALL.ORG




SOCIAL MEDIA MARKETING

SEARCH ENGINE OPTIMIZATION
(SEO) MARKETING

CARD-LINKED OFFERS

AFFILIATE MARKETING/
ONLINE-TO-ONLINE

CARD-LINKED LOYALTY

AFFILIATE MARKETING/
ONLINE-TO-OFFLINE

TV ADVERTISING

MOBILE WALLET
LOYALTY PROGRAM

CONSUMER OPT-IN
FINANCIAL DATA

WHAT DIGITAL MARKETING TOOLS DID YOUR
COMPANY USE IN THE LAST 12 MONTHS?

CHECK ALL THAT APPLY

Programs related to Card-Linked Loyalty and Card-
Linked Offers grew in 2022. An average of close to
50% of respondents reported having one or both types

of programs in place.

Looking back further, to 2020, a significant number of
survey participants tended to use CLL and not CLO (or
vice versa). Two years later, more companies were
using both approaches to attract, engage, and

retain customers.

The key takeaway? The growth of card-linking indicates
that it's a marketing tool that is proving its worth and is
a tactic of choice, ranking only behind SEO and social

media marketing.

“[This organization]

has been a game

changer for us.”

9



PAGE 7 DETAILED STUDY RESULTS

IF YOU HAVE A CARD-LINKING
PROGRAM, HOW MUCH HAS

YOUR PROGRAM GROWN IN
THE LAST 12 MONTHS?

SINGLE CHOICE

MORE THAN 100%
50% TO 100%

@ 30% TO 50%
10% TO 30%

0% TO 10%

“The team behind DCA
is what makes it so

valuable ... advocates for

the entire network.”

Card-Linking Continues to Be Strong
as Pandemic Wanes

More than 37% of respondents report that their card-
linking program grew by more than 100% in 2022.

Last year 35% indicated that their organization had
experienced triple-digit growth. A quarter of those who
completed the survey this year reported that the growth
of their card-linking program had grown by 50% to 100%.

More modest growth rates of 10% to 50% were
reported by 22% of those who answered the survey

question.

Card-linking is de rigueur and will continue to grow as
in-person and online shopping become more balanced,

and demand for consumer goods grows

DIGCOMALL.ORG




WHAT TYPE OF REWARD DO
CONSUMERS PREFER FOR
CARD-LINKING?

SINGLE CHOICE

@ “PERCENT OFF” CASH-BACK DISCOUNT

@ “FIXED DOLLAR OFF” CASH-BACK DISCOUNT

@ LOYALTY PROGRAM BENEFITS OR BONUS POINTS
BUY ONE, GET ONE FREE (BOGO)

This year, like the last two previous years, respondents
overwhelmingly report that consumers prefer “Percent
Off” as a card-linking reward. This response points to

continued price sensitivity among consumers.

“Fixed Dollar Off” rewards, where a price discount is
offered on a particular product or service, rank slightly
higher this year than in the past: 18% of respondents
indicate this is the consumers’ preference, compared to

just over 15% last year.

BOGO, which in previous years barely registered,
grew to 7.5%. Meanwhile, Loyalty Program Benefits or
Bonus Points halved from 15.5% in 2021 to 7.5% this
year. BOGO is gaining in popularity while points are
declining. Why? It appears that consumer demand for

instant gratification is driving the change.

“[It’s] ... important to
have centrally shared

information.”



E-COMMERCE MERCHANT

RESTAURANTS

TRAVEL SERVICES (HOTEL, AIRLINE,
CAR RENTAL, RIDESHARE)

GROCERY
CLOTHING/APPAREL
DEPARTMENT STORES
SUBSCRIPTIONS
SPECIALTY RETAIL

FOOD DELIVERY SERVICES

DIGITAL GOODS
(MUSIC, VIDEO GAMES)

Restaurants Re-Assume #2 Position;
Grocery Moves Back to #3

In 2021, two merchant categories were clear winners
(E-Commerce and Grocery)—with each ranked by
18.6% of respondents as “best fits.” A receding
pandemic in 2022 significantly changed responses to
this survey question. Restaurants have bounced back,

displacing Grocery, while E-Commerce again ranks high.

E-Commerce and Restaurants were each indicated by a
significantly higher proportion of respondents than last
year’s top two: E-Commerce was deemed best-fit by
46% and Restaurants by 41%.

In 2021, amidst a continuing pandemic in much of the
world, the restaurant business was off—and grocery
trade was riding high. Now, as an industry, food service
is back. People have returned to eating out as restaurants

did what was necessary to help diners feel safe.

WHICH MERCHANT CATEGORY IS THE BEST FIT
FOR CARD-LINKING?

SINGLE CHOICE

Travel Services received 6.9% of last year’s votes—
and 15% of this year’s. Chalk that up to the fact that
hotels, flights, car rental, and rideshare are back in
demand as pandemic restrictions recede. Last year
this study’s editors predicted that categories that
backslid in 2021 would rebound in 2022—and that’s
just what happened.

In 2022, Food Delivery Services and Digital Goods are
ranked lowest, but in both cases their rankings more

than doubled this year.



CARD-LINKING PROGRAMS
EMBEDDED IN MOBILE WALLETS

OPEN APIS FOR FINANCIAL DATA

ARTIFICIAL INTELLIGENCE IN
INTERNET-CONNECTED DEVICES

CASHIER-LESS STORES
CONTACTLESS PAYMENTS
BIOMETRIC PAYMENTS
SUPER APPS

DIGITAL ASSISTANTS
DRONE DELIVERY

PEER-TO-PEER PAYMENTS

WHAT IS THE MOST PROMISING TECHNOLOGY
FOR ONLINE-TO-OFFLINE COMMERCE?

SINGLE CHOICE

Card-Linking Tops Tech Category
Third Year in a Row; Open APls, Al
Continue Trajectory

Card-Linking Programs Embedded in Mobile Wallets
came in on top again—deemed the “most promising”
technology for the future. However, Card-Linking lost
some ground to Open APIs for Financial Data and Al in
Interconnective Devices among respondents answering
this question. Open APIs and Open-Banking are in high
growth mode—and are gaining popularity due to their

focus on consumer data privacy.

A surprise: Biometric Payments (a means of
authenticating users via biometric means, e.g. digital
fingerprinting, facial/voice recognition, iris scanning,
or palm vein mapping) finally made the list. In past
years this option didn’t register at all. This year, 5%
of respondents deemed it “most promising.” Why? It
would seem to result from continued technological
advances and increasing consumer familiarity and

comfort with biometric techniques.

Cashier-Less Stores gained ground (doubling from
4.5% last year to 9.5% this year). Again, as the concept
gains familiarity among consumers, acceptance rises.
Peer-to-Peer Payments fell (from 2.2% to 1.5%), a

reflection of market saturation.



_ DETAILED STUDY RESULTS

HOW WOULD YOU GAUGE
DEMAND FOR OPT-IN DATA
SOURCES THAT SUPPORT

CONSUMER DATA PROTECTION/
CONTROL INITIATIVES?

SINGLE CHOICE

® HIGH
@ MODERATE

® Low

HOW IMPORTANT IS IT FOR
CONSUMERS TO OWN THEIR
PERSONAL FINANCIAL DATA—
AND BENEFIT FROM ITS USE?

SINGLE CHOICE

@ VERY IMPORTANT

@ SOMEWHAT IMPORTANT

@ NOT IMPORTANT

DIGCOMALL.ORG —




REQUIRE CONSUMERS’ PERMISSION
BEFORE SHARING THEIR DATA

GIVE CONSUMERS ABILITY TO PAUSE
PARTICIPATION IN SUBSCRIPTION-BASED LOYALTY
PROGRAMS AT ANY TIME, FOR ANY REASON

ALLOW CONSUMERS TO REAP THE
BENEFIT OF INFORMATION ABOUT THEM
ACCESSED BY ADVERTISERS AND OTHERS

RANK THE FOLLOWING FINANCIAL DATA BEST
PRACTICES IN ORDER OF IMPORTANCE

1=MOST IMPORTANT; 3=LEAST IMPORTANT

Advocacy for consumer privacy rules is demonstrated in

answers to these questions.

Almost one-half of respondents indicated high levels

of support for consumer data protections. This was a
new question in 2021: That year just 25% of those who
completed the survey rated consumer protection as a
priority. Seventy percent consider it very important that
consumers retain ownership of their financial data—and
reap the benefits when it is used. And, the majority of
those completing the survey rank requiring permission as

the number-one financial data best practice.

Regulators in California and the EU are embracing the
idea that consumers are the ones that should be in control
of their data. The results of this study demonstrate the
thinking that directly benefiting those who own the data is

good for the entire fintech ecosystem.



PAGE 13 DETAILED STUDY RESULTS

40%
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20%

10%
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30% to 50% 10% to 30% 5% to 10% 0% to 5%

IN YOUR EXPERIENCE, WHAT PERCENT OF
MERCHANTS’ ADVERTISING BUDGETS ARE
GOING TOWARD CARD-LINKING?

Growing Share of Advertising
Budgets Goes to Card-Linking

Marketers and other study participants indicate that
card-linking increasingly encompasses a significant

share of merchant’s advertising budgets.

More than 15% reported that 30% to 50% of their

budget was spent on card-linking programs. Last year

that percentage was 4.7%.

About one-third (31.5%) responded that between

10% to 30% of their advertising dollars are devoted to
card-linking—up from 30.9% the previous year. Close to
another one-third reported that between 5% and 10%
of their marketing budget is devoted to card-linking
programs—up from 28.5% in 2021.

DIGCOMALL.ORG




_ DETAILED STUDY RESULTS

2%
() 0%

More than 100% 50% to 100% 30% to 50% 10% to 30% 0% to 10% Declining

BASED ON YOUR EXPERIENCE, WHAT IS THE
CURRENT GROWTH RATE FOR CARD-LINKING IN
THE AVERAGE MERCHANT’'S ADVERTISING BUDGET?

SINGLE CHOICE

Card-Lin king Growth Two-thirds of those surveyed this year report that

T o o
Rate Accelerates the growth of card-linking is between 10% and 50%
per year. What's driving recent growth? Innovations
This year, 42% of respondents indicate that card-linking in card-linking programs that increase consumer

is growing at 10% to 30% per year—a percentage confidence, including:

similar to that reported in 2021. More telling though, . , . .
e Requiring consumers’ permission before sharing

almost a quarter of respondents now estimate card- .
their data

linking is growing at rates of 30% to 50%. In 2021, just
14% of survey respondents estimated growth rates e Giving consumers the ability to pause participation
that high. in subscription-based loyalty programs at any time,

for any reason

e Allowing consumers to reap the benefit of
information about them accessed by advertisers

and others



PERSONALLY, DID YOU INCREASE
YOUR USE OF MOBILE WALLETS IN
THE PAST YEAR?

SINGLE CHOICE

WHEN YOU USED YOUR MOBILE
WALLET, DID YOU TAKE ADVANTAGE
OF THE DISCOUNTS AND OFFERS?

SINGLE CHOICE

Use of digital wallets by respondents increased by five
percentage points (from 79.5% to 84%) by those who

completed the survey. In both years, just over 60%

This is the second year that the Digital Commerce took advantage of discounts and offers. Interestingly,
Alliance asked personal questions of industry leaders as worldwide, about a quarter of people use mobile
part of the study. payments.

Source: MoneyTransfers


https://moneytransfers.com/news/content/mobile-payment-statistics#:~:text=Mobile%20Payment%20Statistics%20FAQ&text=More%20than%20a%20quarter%20(25.7,should%20reach%2033.4%25%20by%202024

IN YOUR OPINION, HOW DID
THE PANDEMIC IMPACT OUR
INDUSTRY?

SINGLE CHOICE

@ HELPED
@ NEUTRAL
@ HURT

This year and last, a majority of respondents expressed

their belief that Covid-19 was not the economy bust

many feared—and in fact was quite the contrast. In “L h DCA 9
both 2021 and 2022 almost three-quarters of those ove t € :
completing the survey believe that the pandemic helped

the economy. How? The crisis prompted innovation that

in many ways that changed our world for the better,

long-term.



RANK YOUR INTEREST IN THE DIGITAL
COMMERCE ALLIANCE (DCA) AND ITS
ASSOCIATED FORUMS

CARDLINX FORUM, MOBILE WALLET FORUM, FINANCIAL DATA FORUM

DIGITAL COMMERCE CARDLINX
ALLIANCE FORUM

1 I INDUSTRY NEWS 6
2 I INDUSTRY CONFERENCES & WEBINARS 7
3 I INDUSTRY DATA & STUDIES 8
9
5 I PARTNERSHIP OPPORTUNITIES 10

MOBILE WALLET
FORUM

WHICH OF THE FOLLOWING SERVICES THAT
THE DIGITAL COMMERCE ALLIANCE (DCA)
PROVIDES HELP ACCELERATE YOUR BUSINESS?

CHECK ALL THAT APPLY

INDUSTRY PODCASTS

STANDARDS FOR FINANCIAL DATA

MARKETING / PR SUPPORT

INDUSTRY INTRODUCTIONS

CENTRALIZED REGISTRY
FOR ENROLLED OFFERS
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_ SUPPLEMENTARY FINDINGS

WHICH OF THE FOLLOWING COMMERCE WITH
A CONSCIENCE CAUSES ARE SUPPORTED AT

YOUR ORGANIZATION?

CHECK ALL THAT APPLY

DIVERSITY IN THE
WORKPLACE

FINANCIAL LITERACY

EDUCATION

SOCIAL ADVOCACY

DISASTER RELIEF

ENVIRONMENTAL
RESPONSIBILITY

HEALTHCARE ACCESS

FOOD SECURITY

OTHER [eAsEE

0% 5% 10% 15%

“CardLinx, and now DCA, have played an important

role in both the evolution of our CLO business, and

my own growth as a CLO professional.”
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APPENDIX

The Digital Commerce Alliance (DCA) (www.DigComAll.org) is

a global trade association focused on driving the future of digital

commerce by promoting collaboration, education, and technology

standards in the areas of commerce, card-linking, mobile wallets 9 8 0/
and financial data. o

The CardLinx Association, the pre-eminent card-linking Of DCA member
organization founded in 2014, now operates as part of DCA under

respondents would

the brand name CardLinx Forum alongside the Mobile Wallet
Forum and the Financial Data Forum. recommend DCA to a

DCA members serve or represent more than 6 million merchants, colleague or peer.

have issued close to 2 billion payment cards, and meet the needs

of consumers with 200 million+ card-enabled accounts and more

than 700 million active daily users.

DCA Key Activities

GLOBAL THOUGHT
LEADERSHIP EVENTS l VIRTUAL EVENTS

INDUSTRY STUDY DCA STRATEGY CENTER

COMMERCE CODE COMMERCE CONVERSATIONS

DCA ON CALL , TECHNICAL STANDARDS

“TRADE FOR GOOD”

P09 D
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