Seeing 2020
and Beyond
Experts Weigh in on the Future
of Global Ecommerce
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INTRODUCTION
Socks, stocks, software…whatever it is you’re
looking for today, odds are you can buy it
online. This is due to the rapid global growth
of ecommerce—topping out at $3.46 trillion
in 20191, an 18% growth rate year-over-year
from 2018—which has upended the previous
paradigm for the way consumers and
corporations go about shopping. Now that
billions have direct access to an online channel
for purchasing almost anything their heart
desires, it brings things like future growth and
competitive advantage into question. After all,
if everyone’s operating on a level playing field,
where does the next revolutionary, innovative
idea or company come from?
After hearing from dozens of experts at our
two Commerce Connect flagship events in
San Francisco and London, we started seeing

some interesting trends emerge about what
the future of ecommerce holds. Ecommerce’s
ability to break down geographical barriers
and open consumers up to new goods,
services, and ideas is unparalleled. Because of
this, we’re seeing more people flocking to shop
online. In fact, the worldwide digital buyers’
penetration rate is 47.3%2, meaning nearly half
of people who shop today do so online.
Consumers also are becoming more likely to
shop and purchase products outside of their
home country. However, it can be challenging
for companies to successfully enter emerging
ecommerce markets, such as Latin America
and Southeast Asia. Let’s explore some of the
most prominent emerging ecommerce trends
from experts working within ecosystems,
payments, localization, and more.
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THE NEXT GENERATION OF
ECOMMERCE SOLUTIONS
We continually hear from customers and experts that building exceptional ecommerce experiences
means learning how to future-proof global growth and strengthen relationships with today’s everdemanding customers. That’s why digital experience and commerce platforms like Salesforce have
become so popular—because they allow brands to scale while fostering stronger relationships with
their customers. But many of these ecommerce solutions fall flat when it comes to things like order
management, payment processing, and risk protection.

THIS BRINGS US TO THE
ABSOLUTE FUTURE-DRIVER
OF ECOMMERCE FOR
BRANDS AND RETAILERS
ALIKE: ECOSYSTEMS.
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ECOSYSTEMS

WHAT GLOBAL SUCCESS IN
ECOMMERCE LOOKS LIKE
An ecosystem approach, which is the combination of best-of-breed platforms in order to create
a modular ecommerce solution, is one that can empower brands to tackle the shifting tides of
digital transformation and future-proof their business.

As brands grow, best-of-breed solutions that allow
them to meet evolving shopper needs and go global
with ease are crucial to their success.
Adam Coyle, Digital River
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DIGITAL DISRUPTION RESHAPING GLOBAL
COMMERCE LANDSCAPE
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Commerce is one key area driving massive transformation in our macro
ecosystems and global economy today. Any brand selling online must
consider these forces of digital transformation when building best-ofbreed technology systems to capitalize on ever-changing consumer
preferences.
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Digital disruption and emerging tech forces are utterly transforming the
global ecommerce landscape, along with the behaviors and needs of today’s ever-demanding
consumers. Brands must understand the symbiotic relationship between these forces and blend
them together via an ecosystems approach to ecommerce—one that offers brands greater
flexibility and control over the buying experiences they offer their customers.

The winners in today’s global economy are figuring out how to
blend technology forces with changing human needs.
Paul do Forno, Deloitte
The world is currently in the midst of a retail renaissance, with overall industry growth from 20072017 coming in at a healthy 3.5% over this time span. This figure is even more impressive when
you consider that there was only a 2.3% growth in GDP during that time7. There are many trends
that factor into this, including:
•
•
•
•

The widening income gap
Rising non-discretionary costs
Discretionary income gains flowing to the top 20% resulting in bifurcating growth
Tech forces and ecosystems (data, AI, social media, logistics, AR/VR) fueling
digital disruption

Today’s B2B customers demand
B2C-like connectivity and customer
experiences. In today’s digital era, the
solution is an ecommerce business
model that prioritizes the time and
investment into empowered, scalable
solutions that evolve with changing
customer needs and the market
landscape.

55%

of B2B customers demand mobile
access to a seller’s commerce platform
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52%

of B2B customers expect convenience
and advanced payment features
9

37%

of B2B businesses report cost efficiency
and the inability to provide seamless
CX as their biggest pain point, with
31% reporting they’ve missed out on at
least $2M in sales
10
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PAYMENTS
Our customers and event speakers also noted the
symbiotic relationship between methods of shopping
and methods of payment. As the way consumers
shop changes, so too do the ways they ultimately
make purchases. Mobile and alternative payment
methods, such as bank transfers and digital wallets
like Apple Pay, are rising in usage and ubiquity. This
is due to their ease of use, convenience, and overall
customer demand.

55%

of all online transactions
are predicted to be made
using alternative payment
methods by 2021
11

73%

of retail ecommerce is
expected to be generated
via mobile in 2021, up from
59% in 2017
12

Experts note it’s essential for ecommerce retailers to optimize their payment mix and accept
various forms of payment methods that are growing in popularity. Successfully doing so
starts with knowing customers’ preferred payment methods and keeping track of the evolving
payment landscape locally and globally. The last thing any brand wants to happen is to lose out
on a sale because they can’t process how the customer wants to pay for it.

As mobile wallets become an increasingly mainstream
payment method, it’s important for ecommerce
leaders to optimize their payments mix to meet
consumer preferences at the country level.
Kathy Ando, GoPro
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LOCALIZATION
The future of ecommerce is looking
increasingly hyperlocal. While that
might sound counterintuitive on a
journey toward achieving global
ecommerce success, a focus on
localization can help companies gain
onshore advantages and bridge the
gaps of global expansion.

BRIDGING THE GAP OF GLOBAL EXPANSION
(CHALLENGES OF OPTIMIZING FOR GLOBAL SUCCESS VS. REAPING THE LOCAL BENEFITS)

Complicated import and export
regulations and restrictions
Increased risk of fraud
Increased levels of
payment processing declines

Costly investment in local infrastructure

Local buying experience

Risk management

Local payment types

Already established local entities

Payments, compliance, tax…going global is not easy! Brands need
the right infrastructure in place so consumers will have a local
experience regardless of where the company is based.
Adam Coyle, Digital River
With the right ecosystems-based approach focused on localization, brands can ultimately:
•
•
•
•
•

Increase their global sales
Lower complexity and operational costs
Reduce their legal and financial risk
Scale faster
Create a seamless operating experience worldwide

SEEING 2020 AND BEYOND 99

MONETIZATION
Local search
and content
Of course, adapting to and embracing
all of this change means nothing if
a company can’t profit from it. With
ecommerce completely reshaping the
way people want to buy and shifting a
brand’s go-to-market mix in a heavily
digitized marketplace, experts believe
brands should embrace these methods
to achieve online revenue growth.

Rich media
drive
Shoppable
videos
Online (live) service
and social media integration
Full-service solutions

Digital tech forces like AI and natural language processing (NLP) are proving increasingly adept
at helping brands capitalize on these methods and making them work for their unique business
needs. For instance, NLP can help refine local organic search results to drive increased traffic to
a brand’s website. AI is useful when it comes to creating more personalized content, offers, and
recommendations for customers, which boost online shopping carts.

No customer will reward you for responding to their demands;
they will reward you for anticipating their demands.
George Lawrie, Forrester
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It can be daunting for brands to figure out how exactly to increase their ecommerce
sales, but deciding on the right monetization strategies and how to optimize buying
experiences for their customers are good places to start. Following these four steps can
set any brand looking to grow their online sales down the right path:

1. Choose your target market,
then find the right solutions
partner to help you meet this
market’s buying expectations

3. Establish your main
growth driver(s), such as:

2. Choose the appropriate
operating model(s) for your
brand to strike the right channel
diversification for where your
customers want to shop, such as:

a. Direct to consumer
b. Brand’s retail partner websites
c. Wholesale relationships with marketplaces
d. Third-party marketplaces & drop shippers

a. Traffic
b. Conversions
c. Basket value
4. Find partners that allow you

to solely focus on your core
competencies in order to bring
products and services your
customers love to market

Many global markets are at a stage where growth hinges more on
increasing wallet share than net new buyers.
Lily Varon, Forrester
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WHAT’S NEW AND WHAT’S NEXT
In order to truly succeed with global ecommerce in 2020 and beyond, it’s not only important to
know what’s new and fresh but also to anticipate what’s likely to come. According to industry
experts, here’s what every brand looking to dominate ecommerce in the coming decade should
keep a watchful eye on.

SUBSCRIPTION
SERVICE/FREEMIUM MODELS

OMNICHANNEL CUSTOMER
EXPERIENCES

Customer expectations are continuing
to shift to subscription-based business
models. Consumers crave access
to the latest and greatest products
available and are willing to pay more
for this quality of service and user
experience.

With more and more subscriptionbased business models, there’s buyer
expectation that their money is fueling
continuous improvement and growth
of services offered. For that reason, it’s
crucial for brands to offer seamless
customer experiences that are
omnichannel and always-on. Brands
must constantly be on the lookout
for the latest tech advancements to
improve user experience every time
across all touchpoints.

GROWTH MINDSET IN MOTION
Growth sits at the intersection of data, marketing, and product. Brands
need to build a growth engine to serve as a scientific means of distributing
their product to everyone. That means analyzing all the data at their
disposal, understanding user psychology, and letting that inform their
go-to-market strategy.
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Customers expect to be treated personally considering the
amount of data that is held online about them when they
interact with a brand repeatedly through more than one
channel. It’s like being a regular at a retail store.
Andreas Grund, diconium

A TRUE GROWTH CULTURE ABIDES
BY THESE CORE VALUES:
Data-driven
Customer-first
Rapid
Willingness to break things
Results-focused

Using customer data is key to understand user psychology,
optimize product distribution, and drive growth in competitive
environments.
Elena Verna, Reforge
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THE FUTURE IS NOW
Gone are the days of attaining massive global success with traditional
business models. In today’s world, you need something more allencompassing. With a best-of-breed solution and ecosystems approach
to ecommerce, brands can evolve in tandem with customer needs to
achieve faster, easier global penetration.
Learn how Digital River provides an ecommerce solution that is just
that—an API-first, ecosystem-connected solution for global ecommerce
payment processing, fraud mitigation, risk management, and tax
compliance. Connect with us today so that you can start seeing 2020
and beyond!

YOU
ARE
HERE

GET IN TOUCH

www.digitalriver.com

To learn more about our offices and solutions around the world,
visit www.digitalriver.com/about-us/
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