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State of Commerce Report 2021 
Redefining Experiences for a New Wave of Customers 
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We’ll always remember 2020 as the 
year that transformed ecommerce. 
Driven by lockdowns and the fear 
of shopping in stores, online sales 
skyrocketed.

But a better framing might be to think of 2020 as 
the year that transformed shoppers. In the face of 
the pandemic, a whole new wave of consumers 
enthusiastically turned to online shopping. The 
number of newcomers to ecommerce increased 
by 32.4% in 2020 compared to 2019, according 
to Signifyd data. Together they spent 163% more 
online than the newcomer  
class of 2019.

In 2020, these new shoppers joined online 
buying veterans who dramatically increased their 
ecommerce purchases and radically changed the 
way they wanted to be able to get the goods they 
bought. That fueled a boom in curbside pickup and 
buy-online-pick-up-in-store.

Those new to online shopping had their own ideas 
about how to shop. Data from Signifyd’s Commerce 
Network shows they were different in significant 
ways from those who came before. They took to 
mobile faster. They were even more enthusiastic 
about in-store and at-curb pickup. They were more 
likely to buy cross-border. 

It’s too early to say whether they are the vanguard 
of new digital habits and preferences. After all, the 
pandemic year was unprecedented and therefore 
likely to produce plenty of outliers. Still, brands 
and merchants would be wise to study the trends 
exhibited by ecommerce’s new wave in search of 
clues to how the future of commerce will unfold.

Spoiler alert: It will unfold quickly.
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Buckle up for the digital ride of a lifetime
Shopping has always provided a lens into the state of the human condition. People 
buy out of need, certainly. But they also turn to shopping for entertainment, for self-
expression and self-exploration. Retail both drives national economies and feels the 
pain when national economies falter.  

2020 was no exception. While in-store retail sales suffered the curse of COVID-19 
and fell a fraction of a percent, ecommerce flourished and saw to it that the 
financial hit to retail enterprises wasn’t as devastating as it might have been.  
By year’s end, ecommerce accounted for 33% of total retail revenue.

But the story for ecommerce in 2020 wasn’t just a story of more. Or the story of 
new online shoppers with new habits. It was also the story of dark hearts willing  
to bend and break the rules and the law to take advantage of the massive rush  
to ecommerce.
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ECOMMERCE SHARE OF RETAIL RETAIL ECOMMERCE SALES (BILLIONS)

+106

Ecommerce Sales as a Share of Total Retail has Grown Significantly 
in the Past Year; it isn’t Slowing Down

COVID-19 Pandemic triggered a shift in 
retail spending habits. Ecommerce has 
never represented as high of a share of 
total retail spend as it does now 

Ecommerce was traditionally thought 
of as a long-tail channel for retail, but 
in 2020, it’s projected to reach 33% of 
total retail spend.

There was a 15% decline in overall 
US retail sales in April 2020 alone 
(largest ever recorded in a single 
month), contributing to the significant 
rise in share of ecommerce 

PART  1
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Shoppers by the millions who had never, or rarely, shopped online poured into 
digital storefronts when brick-and-mortar stores closed. And they kept coming  
even as non-essential stores held soft reopenings and then second closings and 
second reopenings. Online shoppers — both newbies and veterans — turned to 
new ways to buy, whether it was buy-online-pick-up-in-store or curbside pickup.
Consumers turned to ecommerce for products they had rarely bought online before. 
Grocery saw a tremendous uptick and major home goods purchases were bought 
digitally, sight unseen — other than photos on a website.

Brands and merchants welcomed a relentless stream of new shoppers, shoppers 
whom they had no history with. Retailers had few ways of knowing whether these 
precious new customers were legitimate buyers or fraudsters looking to prosper 
from the chaos of crowds of unfamiliar customers ordering in unfamiliar patterns. 

Merchants needed to spin up marketing programs that would appeal to these new 
users and they needed to think quickly about how to nurture the newcomers so 
that they wouldn’t be one-and-done shoppers. The goal: Create fans for life.

Maslow’s Hierarchy of Ecommerce Needs 

The pandemic brought the dawn of a new commerce era. For many consumers  
it started out of necessity. That was apparent in charting where ecommerce 
spending was spiking as the pandemic started and then wore on. Consumers 
created a new Maslow’s hierarchy of needs — this one etched in ecommerce. 
Category by category, you could trace the phases of the pandemic and consumers’ 
reactions to it.

It started with panic and a rush for the essentials. 
Then it migrated to products to improve remote 
productivity — working or schooling at home. Next, 
self-actualization entered the picture with a focus  
on fitness and eventually a turn toward gifting.

And for some consumers, the period of upheaval 
and uncertainty brought other changes. Budgets 
were stretched for some and life began to feel 
unfair. A significant percentage of consumers began 
to express a willingness to cheat and be dishonest 
about purchases in order to obtain products for  
free or for a discounted price that they were not 
entitled to. 

This situational dishonesty was on the rise just as professional fraud rings were 
focused on upping their fraud game by running phishing and other scams to gather 
credit accounts and identities before turning on ecommerce retailers who were 
seeing an unprecedented increase in orders. 

SELF 
ACTUALISATION

PHYSIOLOGICAL 
NEEDS

SAFETY AND 
SECURITY

LOVE AND 
BELONGING

SELF 
ESTEEM
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With online orders exploding, even the boss was packing 
boxes
Last spring, as governments ordered businesses to shut down to slow the spread 
of the coronavirus, Sweetwater Sound Inc. founder and CEO Chuck Surack found 
himself with a brand-new, cavernous warehouse and no one to work in it. 

He had sent his employees home to protect them, but the online orders for  
the musical instruments and professional audio equipment that Sweetwater  
sells weren’t stopping. In fact, they were increasing. So there he was, rolling  
up his sleeves, recruiting his wife and teenage daughter to help him staff the 
warehouse and pack the boxes. 

Looking back more than a year to the early days of the pandemic, it’s 
hard to remember how foreign it all seemed. But retailers across the 
country and around the world were living Surack’s reality. Storefronts 
by-and-large were closed. Consumers who were fortunate enough to 
have jobs, continued to buy. Online orders surged.

Ecommerce sales on Signifyd’s Commerce Network saw revenue 
increase nearly 50% across all sizes and verticals. Some of that 
increase was attributable to existing customers buying more online  
in a time of limited opportunity to shop in stores.  

A significant portion, however, was powered by consumers who  
were new to online buying — or at least new to buying online  
with any regularity. 

Understandably, the first significant online surge came in March as states issued 
stay-at-home orders. The rules were unprecedented and the general reaction was 
panic. Consumers frantically stockpiled with a focus on safety and security. They 
turned to the three Gs — groceries, gold and guns. In mid-March, online grocery 
sales doubled week over week, according to Signifyd data. Sales of gold bars shot 
up 123%. Weapons sales were up 2x compared to March 2019.

Shoppers emptied in-store and virtual shelves of toilet paper, hand sanitizer and 
food. As the nation ran out of meat and toilet paper, home goods retailers like  
Build with Ferguson saw a run on alternative solutions. 

“We saw some initial category response with freezers and bidets, where we saw 
sales really take off,” said Brianna Burwell, vice president, finance at Build with 
Ferguson.  

It was consumers’ way of preparing for the Zombie Apocalypse. Mega-store 
operators, including Amazon, cleared their distribution centers of everything but 
essentials. By early spring, many brands, including sporting goods sellers, had lost 
a distribution channel that represented 30% to 60% of their sales. That marked 
an “aha moment” for many: They realized that to better control their destiny they 
needed to go direct-to-consumer.  

50%
Ecommerce sales on 
Signifyd’s Commerce 
Network saw revenue 
increase nearly 50% 
across all sizes and 
verticals.

https://www.insideindianabusiness.com/story/42646201/sweetwater-sales-soar-during-pandemic
https://www.insideindianabusiness.com/story/42646201/sweetwater-sales-soar-during-pandemic
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By April, consumers were shifting from freaking out to hunkering down and it 
showed in their purchasing habits. They figured they’d be able to secure the 
necessities. They also figured they were going to be stuck at home for the 
foreseeable future. Their shopping patterns shifted accordingly. 

Signifyd’s Ecommerce Pulse data that month revealed an astounding 682% year-
over-year increase in the online sales of media, toys, hobby items and games. If 
people could afford to, they spent freely to keep the family entertained. Orders 
for musical instruments, for instance, flooded into enterprises such as Sweetwater, 
which is how Surack ended up knee-deep in boxes in his gleaming warehouse. 

“We had periods in the spring and early summer, we were doing like 
Black Friday, Cyber Monday sort of numbers, double our business — 
normal business,” Surack told Inside Indiana Business in September. 

The abrupt change caught online retailers off guard. After all, who 
buys musical instruments in April? Musical instruments are usually 
back-to-school and holiday-season purchases. 

But unprecedented times mean history is no guide. Workers weren’t 
commuting and with the pandemic restricting where people could 
go, many now had a few spare hours for the first time in years.

Home is where the school is — and the job and 
the gym

As it dawned on people that the pandemic and lockdowns were going to last, 
there was a big spike in virtual learning devices for the kids, whether it was a 
Chromebook, an iPad or a laptop. At the same time, people began upgrading  
their home office setups. Electronics sales in April rose 159% year-over-year  
and rose even higher in the following months. 
 
All sorts of sporting goods flew off the shelves around the same time, with sales  
up 267% over the previous April. Serious stir craziness had set in and people 
wanted to get out (or stay in) and do something — anything. 

Remember the great kettlebell shortage of 2020? Unable to go to the gym, folks 
sought to recreate their workout space at home. In a sign of the times, new venture 
funding poured into companies like Tonal and Tempo, which provide at-home 
exercise experiences.

In the second half of the year, some brands began discounting heavily to move 
surplus inventory. That helped stabilize certain categories like apparel and 
accessories, the online sales of which by July were up 156% year-over-year.
 
The next big shift in Q3: the explosion in demand for major home appliances, 
remodeling and garden overhauls. That contributed to purchases of kitchen 
upgrades.
 

“We had periods in the 
spring and early summer, 
we were doing like Black 
Friday, Cyber Monday 
sort of numbers, double 
our business — normal 
business,”

CHUCK SURACK,  
CEO, SWEETWATER SOUND INC.

https://www.signifyd.com/ecommerce-pulse-data/
https://www.nytimes.com/2020/06/09/nyregion/kettlebells-in-stock.html
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Home furniture demand skyrocketed with lead times reaching months. Sales 
of home goods and decorative items hovered at 141% above their year-before 
performance. The logic was easy: If you were going to be stuck at home for  
months, it was easier to justify buying a nice couch.

By year’s end, a very human urge was evident in the data  
— the desire to connect. Connecting in person was generally 
impractical and unsafe. And so, those who could afford to, 
upped their gift-giving game. Gifting was up 13% year over 
year in November and December. 

It was another example of how the great acceleration  
— of more online shopping, of new shoppers, of new habits  
— played out during the pandemic in big ways and small.

Ecommerce is the new, powerful engine  
of retail 
And the past tense — played — is not really the way to look at 
commerce’s digital transformation. It is playing out today and 
will continue to play out in the future. We know this to be the 

case because both consumers and merchants have told us so in market surveys.

Ecommerce has changed forever. It is no longer a consequential, but small part 
of the business, accounting for a single-digit percentage of a retail enterprise’s 
revenue. Online sales have been propelled as many as five years into the future. 
It will no longer be unusual for online sales to contribute 30% or more to an 
omnichannel retailers’ sales.

The implications for retail executives are massive. In the quarter-century or so of 
ecommerce history, the online portion of an enterprise’s business was shielded 
from macroeconomic events, like recessions and high unemployment. If 10% of a 
businesses’ sales were down 30%, it was hardly the catastrophe that a big hit to 
online sales would be today in the new era of ecommerce. 

In short, the elevation of the role of ecommerce leaders has also been accelerated 
by the pandemic. The importance of optimizing online revenue and the online 
business has increased significantly. The mission of nurturing that cohort of new 
online shoppers and transforming them into fans has become paramount.

The pandemic has delivered a precious resource to ecommerce businesses  
— a multitude of new customers who arrived without the costly acquisition  
spending generally required to attract them. Now the challenge is to retain  
them and maximize their lifetime value to the enterprise. 

141%
Sales of home goods and 
decorative items hovered 
at 141% above their year-
before performance. The 
logic was easy: If you were 
going to be stuck at home 
for months, it was easier to 
justify buying a nice couch.



10

They’re not shopping like it’s 1999, or even 2019
Along with the new wave of shoppers came a new way of shopping. Ecommerce, 
yes. But as stupendous as the increase in online buying was, its rise was nothing 
compared to the fervor consumers demonstrated for the ability to pick up those 
online orders at the store — either inside or at the curbside. 

Early in the pandemic, non-essential retailers had no option but curbside for sales 
at their stores. The number of top retailers offering pick up at 
the curb increased six-fold during the pandemic. At the end of 
2019, just under 7% of omnichannel retailers in Digital Commerce 
360’s Top 500 offered curbside pickup. Today, the percentage is 
approaching half — 43.7%. 

For some retailers, the offering was literally a lifeline as  
store closures and uncertainty reigned in the pandemic’s  
early weeks and months. After closing all its stores, Best  
Buy converted them to curbside pickup and delivery fulfillment 
centers in 24 hours, CNN reported. The chain became a go-to 
(literally) for work-from-home and homeschooling purchases.

Best Buy was heralded as a pandemic success story and by the end of the third 
quarter it was reporting 23% same-store sales growth and a 174% increase in online 
sales. And while those numbers were no doubt driven by pandemic conditions, 
Best Buy CEO Corie Barry joined the chorus saying these new shopping habits are 
not temporary.

“The current environment has underscored our purpose to enrich lives through 
technology, and the capabilities we are flexing and strengthening now will benefit 
us going forward as we execute our strategy,” Barry said in a news release.

In the midst of ecommerce orders growing at 130%, Toys R Us Canada turned to 
DoorDash to complement its standard delivery partners to keep orders moving. 
While all that was going on, it ramped up its curbside pickup and buy-online-pick-
up-in-store. The in-or-at-store pickup channels surged 80% during the pandemic. 

“We were laser focused and successfully re-designed our site, took advantage of 
Salesforce and Signifyd offerings and most importantly bolstered up experience 
online with BOPIS offerings like curbside and DoorDash,” said Rohan Cherian,  
Toys R Us AVP, ecommerce & consumer technology.

Best Buy and Toys R Us were not just talking the old retail adage about meeting 
customers where they are. They were delivering on the promise. Demand for 
curbside and pick-up-in-store skyrocketed during the pandemic.

At the end of 2019, just under 
7% of omnichannel retailers in 
Digital Commerce 360’s Top 500 
offered curbside pickup. Today, 
the percentage is approaching 
half — 43.7%. 

https://www.digitalcommerce360.com/2021/02/15/ecommerce-during-coronavirus-pandemic-in-charts/
https://www.digitalcommerce360.com/2021/02/15/ecommerce-during-coronavirus-pandemic-in-charts/
https://www.cnn.com/2020/09/29/business/best-buy-retail-electronics/index.html
https://www.cnbc.com/2020/11/23/best-buy-bby-q3-2021-earnings.html
https://www.cnbc.com/2020/11/23/best-buy-bby-q3-2021-earnings.html
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There was no curbing shoppers’ curbside 
enthusiasm
Early in the pandemic, online orders picked up in the store or at 
the curb increased by nearly 600%, driven largely by the curbside 
explosion. Orders maintained a pace of several times pre-pandemic 
levels for months. And then the holiday shopping season: By Cyber 
Week, curbside and in-store pick up orders were running nine times 
their pre-pandemic volume. And while the holiday rush subsided, 
orders picked up at the curb and in the store were still running more 
than four times their pre-pandemic levels well into February 2021.
 

“We’ve seen shopping behavior from consumers just fast-forward,” 
Ravi Jariwala, Walmart’s senior director of public relations told 
Winsight Grocery Business. “That sets the stage, I think, for what 
should be a really fascinating year as you think about, how will 
businesses continue to respond to the ways customer shopping 
behaviors do X? Are they going to retreat back a little to their prior 
behavior? Me, personally, I really don’t think so.”

Jariwala was talking primarily about shopping for groceries online, but he could just 
have well been talking about the pandemic-driven transformation in general. 

“We were laser focused 
and successfully re-
designed our site, took 
advantage of Salesforce 
and Signifyd offerings 
and most importantly 
bolstered up experience 
online with BOPIS 
offerings like curbside 
and DoorDash”

ROHAN CHERIAN,  
TOYS R US AVP, ECOMMERCE & 
CONSUMER TECHNOLOGY.
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The staggering increases in buy-online-pick-up-in-store and curbside pick up  
orders might have you wondering: Why didn’t retailers embrace curbside pickup 
years earlier? First, there was no pandemic as a forcing function. And second, 
doing curbside and buy-online-pick-up-in-store is really, really hard. 

Sale associates need to be retrained to act as fulfillment 
workers — or a new team with fulfillment responsibilities 
needs to be hired. Physical stores need to be redesigned 
to create packing areas and pickup areas. Parking lots 
might need to be reconfigured to create convenient 
curbside pickup areas. Staffing has to be reimagined so 
order runners are available when those who ordered arrive 
for their goods.

And new vulnerabilities are introduced when it comes  
to fraud. Online orders that are picked up by customers 
don’t come with delivery addresses, one piece of 
information that provides a host of signals that confirm  
a customer’s identity.

Moreover, curbside and in-store pickup orders come with 
the expectation that they will be packed and ready to go 
quickly — within an hour or two. That means there is no 
time for a cumbersome manual review, even if something 
about an order looks a little bit off. 

Then there is the matter of making sure the person driving 
away from the curb with the items is the person who 
placed the order (or was designated to pick it up). And 

making sure that person used a legitimate form of payment to buy the item. 

The process leaves curbside pickup prone to fraud. Usually, a store employee taps 
on the driver’s window to see the emailed order confirmation. The associate might 
ask to see an ID. But confirmation emails can be sent to anyone, and in the age of 
mask-wearing, it’s easy to obscure one’s identity. It’s also easy for a fraudster or 
fraud ring to scale up their operation by dispatching mules to pick up items.

Stop fraud before the criminal gets anywhere near the 
curbside 
Signifyd worked with a national department store that was being victimized by 
a fraud ring in one of its regions. The fraudsters took over customer accounts, 
including email accounts. When a curbside order was ready for pickup, the  
fraud ring would dispatch a mule to beat the legitimate customer to package.

“We’ve seen shopping 
behavior from consumers just 
fast-forward,” Ravi Jariwala, 
Walmart’s senior director of 
public relations told Winsight 
Grocery Business. “That sets the 
stage, I think, for what should be 
a really fascinating year as you 
think about, how will businesses 
continue to respond to the ways 
customer shopping behaviors do 
X? Are they going to retreat back 
a little to their prior behavior? Me, 
personally, I really don’t think so.”

RAVI JARIWALA,
SENIOR DIRECTOR OF PUBLIC RELATIONS,
WALMART.
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A retailer’s best shot for preventing fraud at the curbside is to prevent it at the time 
of the online order. Digital signals and machine learning to screen transactions 
at the time of purchase are highly reliable and scalable. Having a powerful, data-
based system, like Signifyd’s Commerce Protection Platform, can help to identify 
whether the buyer, based on transaction history and many other signals, is a good 
actor or a bad actor.

Having a machine-learning system can prevent a merchant from becoming overly 
conservative when it comes to assessing fraud risk in these new and growing 
fulfillment channels. Retailers have sunk thousands, in some cases millions, of 
dollars into these new ways of serving new customers. Declining one legitimate 
order could mean losing that new customer forever. 

Think about it for a minute: For all the misery and disruption 
the pandemic has visited on all of us, it has also produced 
that new wave of online shoppers. As we know, all 
shoppers are not alike.
 
A customer who has been shopping with you for years, 
might be ready to forgive a rare slip-up, especially as you 
roll out a new service. But when it comes to those millions 
of new online shoppers, you are in first-impression territory. 
If a curbside order isn’t ready when promised — or worse,  
if a legitimate order is declined — that new customer would 
be justified in thinking that’s who you are, how you operate. 

And she or he would be justified in deciding you’re not the kind of retailer that they 
want to business with.

It’s hard to overstate the size of the shock a trauma like a global pandemic sends 
through a society. It changes everything. It brings out the best — and the worst in 
people.

For fraudsters, the pandemic and lockdowns and surge in ecommerce orders 
provided an opportunity to profit from the chaos. When orders spike, especially for 
months on end, manual fraud review teams can find themselves overwhelmed and 
legacy rules-based systems can be overmatched by the new characteristics arriving 
in a tsunami of transactions.

Sifting the fraudulent orders from legitimate but unfamiliar orders is a challenging 
task. And when closed stores and stay-at-home orders inspired a whole new 
assembly of online shoppers, the job got that much tougher.

The opportunity, of course, is the chance to win a customer for life. Customer 
acquisition fuels ecommerce growth. In recent years, acquisition costs have grown 
as Google, Facebook and Amazon increasingly cornered the digital advertising 
market. In that regard, the need for consumers to turn to ecommerce provided  
a huge discount on acquiring customers. 

Retailers have sunk thousands, 
in some cases millions, of 
dollars into these new ways 
of serving new customers. 
Declining one legitimate order 
could mean losing that new 
customer forever. 

https://www.signifyd.com/commerce-protection-platform/
https://www.signifyd.com/blog/2020/05/26/curbside-pickup-during-covid-19/
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But free customer acquisition means little unless a merchant is able to hang onto 
those customers and benefit from increased customer lifetime value. That means 
that despite steadily increasing fraud pressure, brands and merchants need to 
resist fear and provide a frictionless buying experience.

Just how pronounced was fraud pressure in 2020? As the pandemic dragged 
into late May, fraudulent activity rose more than 320% compared to pre-pandemic 
levels, according to Signifyd’s Fraud Pressure Index. Signifyd determines fraud 
pressure by charting the rise and fall in very high risk orders on its network. Such 
orders are presumably fraudulent.
 
And while the pressure ebbed and flowed throughout the year, in the early holiday 
shopping season, it reached heights more than six times pre-pandemic levels and  
it closed the year up four times its level at the beginning of the year. 

New fraud and abuse schemes come with new ecommerce 
trends
As retailers opened up new ways for consumers to buy — such as curbside and 
buy-online-pickup-in-store (BOPIS) — fraudsters found new vulnerabilities to take 
advantage of. Fraud rings continued to sharpen their game, turning more frequently 
to bots and diversifying their schemes to include scams, such as return fraud. 
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Marketplaces popped up on the web that offer to secure a refund for a consumer, 
while allowing the consumer to keep the product. The criminal ring creates a story 
about a flawed product or some customer service snafu that results in a refund.  
The ring takes a cut — say 15% to 40% — and the customer gets the rest.

Or the fraudsters offer to handle a return for a customer, but instead of shipping 
back a valuable mobile phone, camera or gold chain, they ship back an empty box 

or a box filled with sand to approximate the product weight. 
Often that’s enough for a shipping service to scan the product 
as returned, which starts the refund process. 

Signifyd also saw an increase in bot-powered fraud attacks 
in 2020. Armed with stolen personal information, fraud rings 
set bots loose on ecommerce sites to attempt to log in with 
rapid-fire speed to thousands of sites while trying different 
combinations of usernames and passwords. Or they will train 
the bots to conduct card testing on thousands of cards at a 
time in quick succession. The fraudsters attempt to add the 
card to an account in good standing. A merchant will generally 
verify the new card by authorizing a $0 charge. If the card 
makes it through screening by the payment processor and  
the banks, the fraudsters know they can use it to buy valuable 

— and resellable — items.

While the number of such attacks remains relatively low, Signifyd saw a 146% 
increase in such bot attacks in 2020. 

And it’s not just professional fraudsters who have increased their activity.  
More typical consumers are more frequently abusing merchant policies  
and being dishonest about their purchases in an attempt to game the system.

Signifyd’s Consumer Abuse Index ended 2020 at a level five times what it was 
before the pandemic set in. Consumer abuse typically occurs when a customer 
claims a legitimate charge was fraudulent, or that an online order that did arrive 
never arrived, or that a perfectly good item was received in unacceptable condition. 

A consumer makes such claims by filing a chargeback, which is designed to result 
in a refund of the purchase from the merchant. The Consumer Abuse Index reflects 
the rise and fall of policy abuse by legitimate credit card holders based on the 
number of chargebacks fought by Signifyd and successfully won over time. The 
index assumes winnable chargebacks were likely to have been false claims. 
We know a significant number of consumers were willing to bend and break the 
rules during the pandemic, because they told us so. In a survey of 1,500 consumers 
conducted for Signifyd, 40% of respondents said they’d falsely claimed that a 
legitimate charge on their credit card was fraudulent. 

Marketplaces popped up on 
the web that offer to secure a 
refund for a consumer, while 
allowing the consumer to keep 
the product. The criminal ring 
creates a story about a flawed 
product or some customer 
service snafu that results in a 
refund. The ring takes a cut 
— say 15% to 40% — and the 
customer gets the rest.

15 to 40%

https://www.digitalcommerce360.com/2021/01/19/fraud-bots-are-the-modern-grinch-of-online-retailing/
https://www.digitalcommerce360.com/2021/01/19/fraud-bots-are-the-modern-grinch-of-online-retailing/
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More than 33% said they claimed an order that had arrived in good condition either 
hadn’t arrived at all or arrived in unacceptable condition — all to receive a refund 
while keeping the product.

Claims that an order never arrived, known as “item not received,”  
or INR, were particularly easy to file. During the pandemic, in order 
to avoid contact between customers and delivery workers, shippers 
waived the requirement that customers sign for packages. 

It didn’t stop there. More than 30% of consumers said they had 
broken discount or promotion rules by, for instance, falsely claiming 
that they were a first-time buyer or that they used a one-time-only 
discount more than once. 

Some of the moral slide was almost certainly caused by the 
pandemic and the stress and financial strain it caused many. When 
Signifyd asked a question similar to the recent INR question two 
months before the pandemic was declared, only 14% of respondents 
said they had falsely claimed that a package had never arrived or 
that it arrived in poor condition. 

“We’ve been seeing consumer abuse increase a lot lately,” said Ryan Bermudez, 
Signifyd director of customer success. “I think the pandemic has caused a lot of 
hard times for a lot of people and that financial pressure seems to be leading to 
people’s moral compasses being recalibrated.”
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30%
More than 30% of 
consumers said they 
had broken discount or 
promotion rules by, for 
instance, falsely claiming 
that they were a first-time 
buyer or that they used 
a one-time-only discount 
more than once. 

Signifyd’s Consumer Abuse Index charts the rise and fall of policy abuse by legitimate 
cardholders by examining the percentage of chargebacks fought by Signifyd and 
successfully won over time.
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Some online retailers had a good year, some had a really 
good year
As we saw with the commerce version of Maslow’s hierarchy, at least some of 
2020’s good luck had to do with being in the right place, selling the right thing,  
at the right time.

In fact, maybe it wasn’t that simple. Being in the right place, selling the right thing,  
at the right time was one path to success. But so too was putting yourself in 
position to be selling the right thing at the right time. 2020 was the year that brands 
found themselves suddenly cut off from consumers because of supply chain 
disruptions and the lockdown of their retail partner sales channels. 

And so, brands like Pepsi, Harley-Davidson, Levi’s, Revlon and Shiseido and many 
others shifted quickly and adopted or expanded a direct-to-consumer strategy. 
Direct-to-consumer channels meant these brands controlled their own supply 
chains, gained access to valuable consumer data and were able to build closer 
relationships with shoppers who were buying directly from them. 

Selling directly also brings new challenges for brands who were accustomed 
to selling through established retail channels. The responsibility for protecting 
transactions from fraud and the liability for doing a bad job of it shifted to those  
who added D-to-C channels in 2020. Many of the brands had little experience  
with fraud protection and little historical data to determine who among their 
customers were legitimate shoppers and who were fraudsters. 

We’ve said before that the pandemic did not treat ecommerce enterprises equally 
and that certainly holds for ecommerce verticals. Overall, however, consumers’ 
need to carry on with life — whether it was work, school, maintaining and improving 
the home, eating, drinking, getting some exercise, having some fun — powered an 
upward trajectory in 2020 for every key ecommerce vertical. That trajectory was 
more upward for some than for others.

Apparel, Accessories, Footwear 
Online sales for Apparel, Accessories & Footwear brands and merchants were up 
67% in 2020 over 2019, but that’s hardly the whole story for the vertical in the year 
of the pandemic.

The vertical struggled during the early weeks of the pandemic. Consumers were 
focused on buying necessities and stockpiling items that offered a sense of safety, 
comfort and security. No one was going anywhere. Even those still working were 
working from home. We existed via Zoom to the outside world, meaning a nice top 
might be in order, but pants and slacks? Those old sweats would do the trick. 
Higher-priced fashion took the hardest hit, with apparel basket sizes over $500 

PART  2

https://www.forbes.com/sites/forbesmarketplace/2020/11/25/why-one-cmo-says-brands-need-a-serious-d2c-strategy-right-now/?sh=2d20a0867c6c
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sliding precipitously. But as the weeks went on, a combination of retail promotions, 
government stimulus spending and the loosening of lockdown restrictions 
combined to begin to push apparel sales upward. 

The Apparel, Accessories & Footwear vertical has always contended with ups and 
downs, given the way outside influences, including the seasons, style trends, the 
economy and pop culture, affect consumer buying decisions. That said, the vertical 
has started 2021 strong, with online sales up 80% year-over-year in January. And 
despite the ongoing pandemic, the future looks bright for apparel retailers who 
have faced the pandemic head on and adopted strategies to deal with it.

Signifyd customer Moda Operandi sells high-end, designer clothing to on-the-go 
customers who travel extensively and may have more than one home. Their orders 
can look suspicious due to their mobile lifestyles. 

“They regularly place orders from one IP location, use a credit card with a billing 
address in another, and ship orders to yet another location,” Marissa Steinmetz, 
Moda Operandi director of product management, supply chain & enterprise 
explained. “We’ve learned over time how to recognize these use cases, but during 
the pandemic, almost all of our customers were behaving this way as people 
changed their home locations as shelter-in-place became more prevalent. We 
adjusted fraud monitoring extremely quickly to ensure we were fighting actual fraud 
and not rejecting valued customers placing real orders with new location data.”

Electronics and Computers 
Electronics found itself in an ecommerce sweet spot as 
the pandemic dragged on. Those who were lucky enough 
to be working realized fairly early on that the home office 
was going to need some upgrades — laptops, wireless 
keyboards, noise-cancelling headphones. Nice-to-haves 
became need-to-haves and then there were the kids, who 
needed a whole different batch of school supplies when 
school was at the kitchen table. Round of Chromebooks  
for the house. 

Monthly sales were beating their year-ago figures by roughly 2x for most of the 
second half of the year, with some notable dips. The vertical ended 2020 with  
sales up 44% over 2019. It’s seen a strong start to 2021 as well. In fact, the strong  
2020 could well mark a boost that will propel online electronics sales well  
beyond the pandemic.

Ollie Marshall, managing director of UK-based electronics retailer Maplin, said  
he already senses a change.

Monthly sales were beating their year-
ago figures by roughly 2x for most of 
the second half of the year, with some 
notable dips. The vertical ended 2020 
with sales up 44% over 2019. 

44%
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“I think the non-traditional takeover of traditional retail will 
not only continue but also accelerate. Online retailers are 
no longer a minor competition to traditional retailers – now. 
Digital first businesses are able to put up a good fight by 
transforming their business models and emerging with 
leaner teams and higher margins.” 

Health, Beauty & Cosmetics
Health, Beauty & Cosmetics suffered the same fate as 
other non-essential verticals early in the pandemic. Online 
sales were down nearly 25% as consumers contemplated 
weeks of staying at home and interacting whether 
professionally or socially over teleconferences. 

But as we saw with the other non-essential verticals, 
Health, Beauty & Cosmetics products began to feel a lot 
more essential once consumers got comfortable with the 
idea that they were going to be able to find products like 
toilet paper and other household goods when they needed 
those goods. 

As lockdowns were lifted in parts of the world (only to be reinstated in some places), 
the desire for cosmetics rebounded. And as consumers resigned themselves to 
the long-haul when it came to the pandemic, a greater focus on pampering and 
maintaining healthy routines developed. 

In the end, online sales in Health, Beauty & Cosmetics were 35% higher in 2020 
than they were in 2019. The massive opportunity created by store shutdowns and 
customers’ in-store wariness might well have provided a look at where the beauty 
vertical is headed in 2021.

“We will continue to see historical growth in ecommerce with new users,”  
said Ekta Chopra, e.l.f. Cosmetics chief digital officer, “but brands will focus more  
on a retention strategy through investments in fulfillment and CRM strategies.”

Housewares, Garden & Furnishings
If ever there were a year focused on the home, 2020 was it. Home was where it 
was at, literally. Whether “it” was work, school, the gym, the movies, it all happened 
at home. Even dinner out was dinner in. 

It’s no wonder, then, that online sales of Housewares, Garden & Furnishings soared 
113% in 2020 compared to 2019. In fact, year-over-year sales more than doubled 
in eight out of 12 months of the year. Of the pandemic months that didn’t see a 
doubling in the vertical, the smallest increase over 2019 was 80%. 

“I think the non-traditional takeover 
of traditional retail will not only 
continue but also accelerate. 
Online retailers are no longer a 
minor competition to traditional 
retailers – now. Digital first 
businesses are able to put up a 
good fight by transforming their 
business models and emerging 
with leaner teams and higher 
margins.”

OLLIE MARSHALL,
MANAGING DIRECTOR, MAPLIN.
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The new wave of online shoppers inspired by the pandemic reflected 2020’s 
heightened interest in home goods. As a group they had larger basket sizes 
than those who first became serious online shoppers in 2019. The class of 2020 
outspent their forerunners by about 6% per order in the vertical.  

The speed of change in the pandemic, including who was 
doing the shopping, is a lesson for home goods retailers going 
forward. Build with Ferguson, for instance, saw the new wave 
of shoppers join the professional crafts and trades people who 
had been their core market. They adjusted quickly to the needs 
of the DIYers and focused on monitoring trends on a daily 
and sometimes hourly basis to stay ahead of changes in their 
customer mix.

“You need the data to know how your customers are changing,” 
Build with Ferguson finance executive Burwell said. “Customer 
perspectives are changing all the time and COVID-19 is another 
variation of how that works. We need to be able to meet that — 
the right product for the right customer at the right time.” 

Sporting Goods
Remember when we said the pandemic moved consumers’ 
gyms to their homes? Those gyms needed equipment — spin 
bikes, magic mirrors, kettlebells, rowers, ellipticals, yoga mats, 
bands, balls, pilates reformers.

Not to mention the call of the great outdoors. As the weather improved in parts 
of the world, spending on Sporting Goods skyrocketed. Bikes, tents, backpacks, 
skateboards, in-line skates — anything to get out of the house that had become  
all-too familiar. Spending in the Sporting Goods category in 2020 was up 130%  
over 2019. At the height of summer, online sales in the vertical hit 180% of their 
year-earlier level. 

For Thule, a Swedish outdoor brand, the first big wave of orders hit in April and  
May, explained Jenny Wassmer, Thule’s ecommerce sales director.

“So, I exceeded the entire year’s sales objective in those two months,” she said.

A fantastic year would have been even better, she added, if Thule hadn’t, like  
so many other brands, run into inventory constraints due to demand. 

Meanwhile, Signifyd customer RadPower Bikes saw orders quadruple by May  
as recreational riders looked to shake up their routines and commuters looked  
for ways to travel to work without riding public transportation. The story was 
similar for other sporting goods brands that had to balance big order surges with 
sometimes hard-to-get inventory all while working to beef up customer service.

“You need the data to 
know how your customers 
are changing. Customer 
perspectives are changing 
all the time and COVID-19 is 
another variation of how that 
works. We need to be able to 
meet that — the right product 
for the right customer at the 
right time.”

BRIANNA BURWELL, VICE PRESIDENT 
FINANCE, BUILD WITH FERGUSON.

https://www.geekwire.com/2020/rad-power-bikes-fields-297-spike-demand-bicycle-sales-surge/


21

Merchants Dish on Plans and Expectations for 2021
As exhilarating — and yes, stressful — as 2020 was, brands and retailers are 
looking forward to 2021 and eventually a post-pandemic world. They look forward 
to a time in which many of the trends they saw accelerate overnight continue to 
build momentum and reshape ecommerce. 

In an effort to better understand the state of ecommerce enterprises in the midst 
of the pandemic crisis, Signifyd commissioned a survey conducted by market 
researchers Upwave. The survey asked more than 250 decision-makers at retail 
enterprises about the way COVID-19 had changed their businesses and what that 
all meant for the years ahead.

The survey results provided a picture of ecommerce in 2021 that will be more 
robust. Retail leaders are optimistic that their ecommerce operations will grow in 
the coming year. Ecommerce revenue and budgets will be bigger, considerably 
bigger in a significant percentage of cases. Retailers are ready to invest in 
ecommerce, including in platforms that help manage advertising, customer support, 
ecommerce, payments and fraud protection. 

10% to 20% YoY Growth 

21 % to 30% YoY Growth 

3,1 % to 40% YoY Growth 

41 % to 50'% YoY Growth 

More than 50% YoY Growth 

More than 100% YoY Growth 

No higher than they were prepandemic 
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Retailers will continue to expand channels and services they launched or expanded 
during the pandemic. Consumers can expect to see more curbside pickup, more 
buy-online-pick-up-in-store and more contactless payments. They will continue 
to see safety measures in-store that were put in place to prevent the spread of 
COVID-19, even once the coronavirus vaccine is widely available. More than 91%  
of retailers said they’d keep precautions in place.

Merchants and brands will intensify their efforts to protect their enterprises 
from payments fraud and consumer abuse, perhaps in reaction to increased 
fraud pressure and a rise in consumer abuse during the pandemic. Examples 
of consumer abuse include falsely claiming a legitimate credit card charge was 
fraudulent, falsely saying an item ordered online never arrived and breaking  
rules on discounts and promotions.

Increased conlsumer abuse protection 27%

Increased chargeback
representment capabilities 19%
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Launched BOPIS 31.7%  
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Expanded touchless payments 33.7%  

Launched video calls for customers 31.7%  

Increased fraud protection 34.1%  

What changes have you made during the pandemic that you plan to accelerate 
or expand ?
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More than 34% of retail decision-makers said they would increase their fraud 
protection efforts, while 27% said they’d increase their protection against consumer 
abuse. Meanwhile, 39% said they’d spend on new order review and fraud 
protection platforms. 

All-in-all, the retail executives’ plans and outlooks appear to dovetail with consumer 
sentiment unearthed in consumer surveys, including those conducted by Upwave 
for Signifyd. There was one glaring exception. While nearly 95% of retailers say they 
are satisfied or very satisfied with the experience they provide online customers, 
only 15% of consumers told Contentsquare in December that they were happy with 
their online shopping experiences. 

Nearly 76% of consumers surveyed said COVID-19 inspired them to try new ways 
of shopping that they are likely to stick with in the future. For instance, they are 
all-in on expanding shopping channels that don’t require spending time in brick-
and-mortar stores. At the start of the 2020 holiday shopping season, nearly 22% of 
consumers told Signifyd they would not shop in stores at all during the holidays. 

It’s reasonable to expect that in the post-pandemic era some pent up demand to 
stroll the aisle of a store will be released. But shoppers say that online buying and 
curbside and in-store pickup will continue to be a bigger part of their shopping 
experience going forward.

Nearly 50% of U.S. consumers surveyed by Signifyd in September said they would 
do more shopping online even once the pandemic had passed. More than 60% 
said more of their shopping would involve picking up their online orders at the 
curbside or in the store. 

Use curbside pickup 

Buy online, pick up in store 

Do more of my shopping online 

I won't be shopping di�erently 
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A year from now, I’ll be shopping differently than I was a year ago because I will 
be more likely to:

https://www.businesswire.com/news/home/20201214005389/en


24

The wave of shoppers that took to ecommerce in 2020 is likely to be among
the most enthusiastic cohort for buy-online-pick-up-in-store and curbside pickup.  
Nearly 5.5% of the orders placed by new online shoppers in 2020 were picked up 
at the curb or in the store. That’s more than twice the rate of those who became 
new online shoppers in 2018. And it compares to the approximately 2% of all online 
orders that are being picked up curbside or in-store today. 

While the data doesn’t tell us why 2020’s new online shoppers are more 
enthusiastic about pickup options, it could be that they are more accustomed to 
shopping in-store and so find in-store or at-store pickup more familiar. It could also 
be that this cohort of shoppers is adopting online buying at a time when curbside 
pickup and BOPIS options are more plentiful and better promoted and therefore 
they are building their habits with new channels that are not a part of earlier 
adopters’ routines.

Despite their general optimism, retailers do have some worries as 2021 moves 
along. As if we needed a reminder that COVID-19 hangs over everything and 
everyone, retailers surveyed by Signfiyd said their biggest worry in 2021 is 
maintaining the policies and procedures required in the COVID and immediate 
post-COVID era. More than 60% listed that as a worry, which outpaced worry over 
the financial health of the retail leader’s brand or business, which 56% cited as one 
of the biggest worries.
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In terms of operational concerns, brands and retailers were most worried about 
the health of the supply chains that will get them the goods and, in the cases of 
manufacturing brands, the materials they need to make products. Nearly 58% cited 
supply chain worries as among the biggest operational challenges this year. Just 
behind that was a related worry: More than 40% said they were concerned about 
finding adequate delivery capacity during peak periods. 

Both worries are well-founded given recent experience. The pandemic knocked 
supply chains off course in a number of ways. There were the unexpected order 
surges that rippled through verticals — from household necessities to sporting 
goods to home furnishings. And there were shutdowns of distribution centers, both 
because of lockdown orders and because of COVID cases. 

Two months into the pandemic, Senthil Kumar, then Samsung’s global head 
of products, ecommerce, explained how a positive COVID test could affect a 
worldwide supply chain. First, of course, there is the human concern and stress. 
And then the operational considerations to keep everyone safe.

“If anybody tests positive, the whole shift goes offline for 10 days. They are self 
quarantined,” Kumar said during a Signifyd FLOW event. “We operate on three 
shifts now. We spread people apart. We reduce shipments per shift, so we have 
social distancing and precautions.”

Fulfillment grew as a problem while order volumes surged. 
By the holiday period in 2020, delivery companies such as 
UPS, FedEX and the United States Postal Service were levying 
surcharges to tamp down demand for their services. Some 
retailers who exceeded agreed upon limits were cut off. More 
than 1 million packages apparently didn’t make it to their 
destinations in time for Christmas, ShipMatrix told CBS News. 

Many retailers got creative to get the goods to their recipients 
in enough time to get them under the tree. Toys R Us Canada, 
saw the crunch coming and turned to food delivery company 
DoorDash to expand its delivery capacity.

“All of the sudden the pandemic hit and we had to switch and 
pivot and become ecommerce and BOPIS,” said Rohan Cherian, 
Toys R Us Canada AVP, ecommerce & consumer technology. 
“DoorDash orders were showing up at customers’ homes 
faster than a pizza delivery. You could order a pizza and still 
be waiting for your pizza delivery and the Toys R Us product 
showed up in 20 minutes.”

“All of the sudden the 
pandemic hit and we had to 
switch and pivot and become 
ecommerce and BOPIS. 
DoorDash orders were 
showing up at customers’ 
homes faster than a pizza 
delivery. You could order a 
pizza and still be waiting for 
your pizza delivery and the 
Toys R Us product showed  
up in 20 minutes.”

ROHAN CHERIAN, CANADA AVP, 
ECOMMERCE & CONSUMER TECHNOLOGY, 
TOYS R US

https://www.signifyd.com/blog/2020/05/11/samsung-senthil-post-covid-vision/
https://www.cnbc.com/2020/12/02/ups-places-shipping-limits-on-some-retailers-as-holiday-shopping-heats-up-report-says-.html
https://www.cbsnews.com/news/holiday-shipping-delays-million-packages-christmas/
https://www.cbsnews.com/news/holiday-shipping-delays-million-packages-christmas/
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Capitalizing on the New User Opportunity
So, the COVID-19 pandemic has dramatically changed ecommerce. More people 
are shopping online and expecting to be able to do that through more channels 
than ever before. Great to know. But what do you do about it?

Capturing new customers, shopping in new ways, while also retaining customers 
who have been loyal for years, requires agility, focus and a lot of hard work. And 
that’s in the best of times. A once in a lifetime pandemic is not the best of times. 

Signifyd customers in 2020 excelled at all three characteristics. In fact, each of 
Signifyd’s top 500 customers at least doubled their online revenue in 2020.

Many in that group did far better than that, many times over. 
In large part their success came down to the old adage: 
Meet your customers where they are. But there was a big 
difference. No one’s customers were where they used to 
be. In fact, no one’s customers were who they used to be — 
given the wave of new online shoppers. 

A major auto parts brand turned on curbside pickup almost 
overnight. High-quality footwear brand Keen focused on 
building up its partner retailers’ omnichannel capabilities. 
It helped them with curbside pickup and showed their 
inventory on the Keen site. Keen put together a playbook  
on reopening physical stores for its partners and created  

a course on digital selling. It gave them more flexibility than usual on discounting.  
It helped them set up Shopify sites.

These retail high-achievers practiced fearless commerce. Managing new or 
expanded channels, targeting a new buying segment, letting go of what worked  
in the past, opening the enterprise up to new vulnerabilities — from competitors 
and criminals.

Optimize for Acceptance
Sometimes with a flood of new customers, it’s easy to forget why you’re so happy 
to see them. In the end you want them to buy from you. Again and again. So don’t 
lose focus on building and maintaining an end-to-end buying experience that has 
buyers coming back for more. 

How do you know if you’re getting it right? Conversion rate is a good start, but  
it’s just one piece of the puzzle. What about shoppers who never get a chance  
to convert — those whose orders are incorrectly declined as fraudulent?

PART  4

In large part their success came 
down to the old adage: Meet 
your customers where they are. 
But there was a big difference. 
No one’s customers were where 
they used to be. In fact, no one’s 
customers were who they used 
to be — given the wave of new 
online shoppers. 
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That’s a lost sale. And maybe a lost customer. Think how insulting it is for a 
legitimate customer to be turned away when all they want to do is buy from  
you. False declines can often be more costly than the fraud a merchant is  
trying to prevent. 

Because getting declines right is so important, it’s vital that brands and  
merchants carefully monitor their approval rate. A low or falling approval  
rate is a sure trouble sign.

Walmart Mexico is the country’s largest retailer. It does a huge volume of business, 
but before it turned to Signifyd it was also turning away a huge number of 
legitimate online orders. With Signifyd’s solutions deployed, the retailer increased 
its approval rate by a double-digit percentage rate. 

Retailers and brands can also see revenue slip away even after 
the sale. Consider those customers who do convert, but later 
decide to return their purchase or to file a dispute in the form of 
chargeback, which when successful nullifies the conversion. 

The first step to ensuring that you don’t miss out on potential 
sales is to move away from fear-based thinking around fraud 
and chargebacks and instead embrace a friction-free experience. 

One powerful way to unlock friction-free commerce and to plug 
revenue leaks along the buying journey is to embrace a machine 
learning fraud and abuse prevention solution like Signifyd’s 
Commerce Protection Platform. The platform uses artificial 
intelligence and big data to instantly sort fraudulent orders from 
legitimate ones and it automates protection from the full range 
of post-sale chargebacks. 

Canadian clothing retailer Frank And Oak is known for its creative sense of 
style and its innovative approach to customer experience. It was a leader in the 
subscription model for apparel. The retailer’s approach to serving customers fueled 
rapid growth, which challenged its customer support team’s ability to keep up with 
fraud and abuse screening. So, Frank And Oak implemented Signifyd’s Commerce 
Protection Platform. 

With Signifyd’s solutions, Frank And Oak’s fraud chargeback rate dropped to 
an all time low of .10% and its approval rate hovered above 99%. The company 
avoided tens of thousands in chargebacks each month. Signifyd also contested 
over 100 other illegitimate chargebacks monthly – including “subscription canceled” 
chargebacks – and won 53.3% of the time. 

“Without Signifyd, we wouldn’t be getting reimbursed for chargebacks like INR. 
Signifyd automatically builds the case for us and puts money back in our pockets,” 
said Roger Emeka, Frank And Oak’s director of customer service and operations. 

“Without Signifyd, we 
wouldn’t be getting 
reimbursed for chargebacks 
like INR. Signifyd 
automatically builds the 
case for us and puts money 
back in our pockets,”

ROGER EMEKA,  DIRECTOR OF 
CUSTOMER SERVICE AND  
OPERATIONS, FRANK AND OAK.

https://www.businesswire.com/news/home/20210114005262/en/Signifyd-Accelerates-Latin-America%E2%80%99s-Ecommerce-Growth-Potential-As-It-Opens-Regional-Headquarters
https://www.businesswire.com/news/home/20210114005262/en/Signifyd-Accelerates-Latin-America%E2%80%99s-Ecommerce-Growth-Potential-As-It-Opens-Regional-Headquarters
https://www.signifyd.com/commerce-protection-platform/
https://www.signifyd.com/commerce-protection-platform/
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Understanding Signifyd’s ability to optimize revenue is fairly simple. On the front 
end, the Commerce Protection Platform’s Revenue Protection solution sees to it 
that legitimate orders are not declined before or after the authorization stage of a 
transaction. Merchants are free to open up their conversion funnels, knowing that 
the solution’s learning machines will detect fraudulent orders. And if they don’t, 
merchants know they’re protected by a financial guarantee that will make them 
whole for the full cost of fraud.

The platform’s Abuse Prevention solution steps in, in the event of any post-
purchase disputes, such as when a customer claims an online order was never 
delivered or that a delivered product didn’t live up to the merchant’s description  
of the item. Abuse Prevention also extends to subscription disputes and claims  
that a credit card charge was fraudulent. 

Signifyd customers that have deployed the Commerce Protection Program have 
seen revenue increases averaging 4% to 6% and ranging much higher depending 
on the merchant and the sophistication of its legacy fraud protection system. 

Real-Time Decisions for Fully Automated Solutions  
Turning to an automated fraud and consumer abuse protection solution comes 
with benefits beyond increased conversions and a decrease in post-sale revenue 
leakage. Automated systems, by definition, are infinitely scalable. With learning 
machines providing instant ship or don’t-ship decisions and automating chargeback 

management, there is no need to build bigger teams as your 
enterprise scales up or experiences seasonal sales spikes. 

Forrester Consulting found that Signifyd’s automation saved 
a retail enterprise more than 237 weeks of review time over 
a three-year period, resulting in a savings of nearly $413,000. 
It’s important to note that the commissioned study conducted 
by Forrester Consulting on behalf of Signifyd developed a 
composite organization based on interviews with five Signifyd 
customers. The composite organization represented a well-
established retail enterprise. A fast-growing enterprise grappling 
with the challenges of scaling would presumably see even 
bigger advantages. 

Signifyd customer CurrentBody, for instance, is a rapidly growing home health and 
beauty technology retailer. When it contacted Signifyd it was expanding into new 
countries and spending 20 hours a week reviewing orders that its previous fraud 
provider had declined. 

“Our team would end up spending a significant amount of time manually reviewing 
those orders that were declined,” said Lyn Carbine, CurrentBody’s head of trading. 

$413,000
Forrester Consulting found that 
Signifyd’s automation saved a 
retail enterprise more than 237 
weeks of review time over a 
three-year period, resulting in 
a savings of nearly $413,000.

https://www.businesswire.com/news/home/20200602005229/en/Signifyd-Launches-New-Machine-Learning-Solution-to-Enhance-Authorization-Stage-Order-Approvals-for-Enterprise-Retailers
https://resources.signifyd.com/c/case-study-current-b?x=Flxcg6&lx
https://resources.signifyd.com/c/case-study-current-b?x=Flxcg6&lx
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“We knew that typically more than 70% of declined orders were 
actually legitimate and we couldn’t let those slip through the 
cracks. That burden was taxing.”

The Commerce Protection Platform’s automation is also the 
key to providing customers with the shopping options they 
now prefer at least a significant amount of the time. Curbside 
and buy-online-pick-up-in-store orders must be ready when 
customers arrive for them — in a matter of hours at most. There 
is no time for manual order reviews. Even automated systems 
need to make an up-or-down decision without a delivery 
address and all the signals that come with that.

Signifyd’s Commerce Protection Platform is able to do that 
based on transaction and third-party data collected in the 
course of billions of transactions on Signifyd’s network. 
Again, Signifyd has previously seen nearly every consumer 
conducting transactions on its Commerce Network. It is 

prepared to provide a decision during the checkout flow, eliminating doubt about 
whether to hand off that online order in the store parking lot.

The Market Leader in Revenue Optimization 
Taken together Signifyd’s solutions position it as the market leader in revenue 
optimization. The Commerce Protection Platform ferrets out fraud before and 
during checkout and makes merchants financially whole should it approve an 
order that turns out to be fraudulent. Its instant decisions contribute to a friction-
free customer experience that allows for instant order confirmation and all but 
eliminates false declines. 

Its learning machines automate the management of the full range of chargebacks 
and underpin a solution that provides a financial guarantee that Signifyd’s 
chargeback decisions are the right ones. 

The COVID-19 pandemic changed ecommerce forever, which changed the way 
brands and merchants need to think and operate in the future. The good news? 
Signifyd is already there and it’s ready to show merchants the way forward.       

“Our team would end up 
spending a significant 
amount of time manually 
reviewing those orders that 
were declined. We knew that 
typically more than 70% of 
declined orders were actually 
legitimate and we couldn’t let 
those slip through the cracks. 
That burden was taxing.”

LYN CARBINE, HEAD OF TRADING  
OPERATIONS, CURRENTBODY.
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HEADQUARTERS
2540 North First Street, 3rd Floor
San Jose, CA 95131
U.S.A.
__

WEB
www.signifyd.com

SUPPORT
www.signifyd.com/contact

Signifyd provides an end-to-end Commerce Protection Platform that leverages 
its Commerce Network to maximize conversion, automate customer experience 
and eliminate fraud and customer abuse for retailers. Signifyd counts among its 
customers a number of companies on the Fortune 1000 and Internet Retailer Top 
500 lists. Signifyd is headquartered in San Jose, CA., with locations in Denver, 
New York, Mexico City, Belfast and London.

Contact us to learn more about operating in the new era of ecommerce.

© Signifyd. All rights reserved

About Signifyd

https://www.signifyd.com/
http://www.signifyd.com/contact
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