
eCommerce 2020
15 insights to know for your next retail

adventure in a connected world



1. eC Will Attain 20% of Global Retail Sales and 56% Digital-Buyer Penetration by 2022

Global eCommerce Sales
(2016-2022F, USD trillions)

2016 2017 2018 2019F 2020F 2021F 2022F

  8.6%    10.4% 12.2% 14.1% 16.1% 18.1% 20.0%

46.9%  48.9% 52.0% 53.4% 54.7% 55.5% 56.2%

% of total 
retail sales

Digital buyer 
penetration1

Source: eMarketer, June 2019 Notes: 1. As % of total internet users. 2. Ages 14+; internet users who have made at least one purchase via any digital channel during 
the calendar year, including online, mobile and tablet purchases. 2
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Digital Buyer Penetration by Region
(2019F)

Region
Digital 
Buyers 

(M)2

Digital Buyer 
Penetration1

Asia-Pacific 1,157 69.1%

Western Europe 232 75.6%

North America 217 79.9%

Latin America 172 54.1%

Central and Eastern 
Europe 127 49.7%

Middle East and 
Africa 135 37.6%

Worldwide 2,041 53.4%

20%
CAGR
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Global Mobile Commerce Sales
(2016-2022F, USD trillions)

% of total retail 
eComm sales

28%
CAGR

North America

Latam

Asia-Pacific

EMEA
29%
19%
28% 

29%

$0.9

$2.3

$2.8

$1.4
$1.8

$3.4

$4.1

Source: eMarketer, June 2019.

2016 2017 2018 2019F 2020F 2021F 2022F

50.4% 56.8% 61.0% 64.4% 67.3% 69.7% 71.8%

2. Mobile Devices Will Represent 72% of Digital Commerce by 2022

US Mobile and Desktop eCommerce Sales
(2016-2022F, USD billions)

2016 2017 2018 2019F 2020F 2021F 2022F

71.0%

29.0%
34.5%

65.5% 60.4%

Desktop

Mobile

39.6%
44.8%

49.2%
53.7%

55.2% 50.8%

57.5%

46.3% 42.5%

$389.1
$449.9

$514.8
$586.9

$668.5

$759.4

$858.9
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38%

16%

13% 10%

8%

3%
2%

Global eCommerce Gross Merchandise Sales Volume1

(Global, 2018)

Rest of the web

Source: Activate, “Tech and Media Outlook 2020”. Activate analysis, Company financials, eCommerce Foundation, eMarketer, Fortune, GeekWire, 
Nasdaq, National 4 Retail Federation, OfferUp, OLX, TechCrunch. Note: 1. Excluding travel and tickets.

7%

2%

PINDUODUO$2.9T
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3. Top 20 Commerce Players represent 70% of Global eCommerce



Global eCommerce Sales Share by Payment Method
(2018 and 2022, % of total)

Source: Global payments, worldpay, November 2018.

Regional eCommerce Sales Share by Payment Method 
(2020, % of total)

Credit card eWallet Debit card OtherTransfer

5

Transfer

Debit Card

Credit Card

eWallet*

Other

*An eWallet, sometimes called a digital wallet, is a secure 
online space that contains one or more currency purses. 

4. eWallets Will Represent Half of All eC Transactions by 2022



6Source: 5 Trends reshaping the Retail Industry in 2019, CompuCom.

Increasingly spending on 
Artificial Intelligence

Click-and-collect 
is growing

Personalization
will be a key 

differentiator 

$3.4 Billion
Retail spend in cognitive/AI 

in 2019

$6.6 Billion
Expected value of 
click-and-collect 
market in 2020

Data & Analytics 
continues to a 

challenge for Retailers

64%
of customers say they’d prefer 
to get a personalized shopping 

experience based on their 
previous purchase behavior 

60%
of US retailers say they don’t 
have reliable-enough data for 
executing effective customer 

acquisition initiatives

5. Brands Are Implementing New Technology to Enhance Customer Experiences



Source: The Future of Retail Technology, Jabil 2018; Big Data Analytics in Retail Market (2020-2025), Mordor Intelligence. 7

Big-data Analytics in Retail: Market Size
(2019-2025F, USD trillions)

What technologies is your company implementing 
or considering to improve analytics?

Data visualization

Location-based mobile 
targeting

Big data

In store sensors

Machine Learning or 
Artificial Intelligence

$4.2

$13.3

21%
CAGR

We will not implement 
technology to improve 

analytics

6. Retailers Are Embracing Analytics and Data as a Source for Survival



8Source: Capgemini 2018; Retail Perceptions 2019.

AR especially 
favored for 

sales of: 

55%

Clothing

60%
Furniture

22%
Toys

25%Jewelry

25%
Makeup

39%

35%

Groceries

Shoes

Artificial Intelligence Case Distribution in 
Retail Organizations Worldwide, 2018

by Operating Model

7. Rapidly Expanding: Artificial Intelligence and Augmented Reality Implementations for Retail 

Machine 
learning

Chatbots
or voicebots

Natural 
language 

generation

Image and 
video 

analytics



9Source: eMarketer; Business Insider Intelligence 2019; Activate, “Tech and Media Outlook 2020”. 

Share of Total Referral Traffic to eCommerce 
Sites from Social Media Platforms

U.S., Q1 2016-Q1 2019; % Total Referral Traffic

US Social Commerce Revenues
(2011-2023F USD billions)

$1
$14

$22

$67

8. Social Commerce Will Expand as Platforms Improve the Shoppable Experience



Physical Gross Merchandise Sales on Amazon 
by Independent Third-Party Sellers

(Global, 1999-2018, % Total Gross Merchandise Sales)

80%20%
DIRECT RETAIL

FIRST-PARTY SALES

MARKETPLACES

THIRD-PARTY SALES

Online Gross Merchandise Volume, 
Top 20 eCommerce Companies, by sales type

(Global, 2018 % of total GMV)

2018:
58%

Source: Activate analysis, China Internet Watch, Company filings, Company press releases, Company sites, Digital Commerce 360, eMarketer, Forbes, GeekWire, Internet 
Retailer, Marketplace Pulse, Retail Dive, TechCrunch, UBS.

From 1999 to 2018,
third-party sales grew
from $0.1B to $160B,
with a CAGR of 52%

$1.8T 2018 Total Global online GMV 
of Top 20 eCommerce companies
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9. eC Marketplaces Now Represent 80% of All Online Sales 



11Source: Activate, “Tech and Media Outlook 2020”.

Travel Accommodations

Global 
2018 

Revenue
USD

Global 
2017- 2018 

Growth Real Estate

Food Delivery

Vertical 
Growth

$3.6B

$1.2B

$8.8B

$14.5B

+ 40%

Transportation

Healthcare & Caregiving

+ 29%

+ 11%

+ 15%

+ 4%

U.S. 
2018 

Revenue
USD

U.S. 
2017- 2018 

Growth

Vertical 
Growth

$780M

$1.0B

$69.3M

+ 150%

+ 47%

+ 202%

U.S. 
2018 

Revenue
USD

U.S. 
2017- 2018 

Growth

Vertical 
Growth

+ 6%

$1.3B

$487M

+ 24%

+ 32%
+ 4%

$5.1B

$2.2B

U.S. 
2018 

Revenue
USD

U.S. 
2017- 2018 

Growth

Vertical 
Growth

U.S. 
2018 

Revenue
USD

U.S. 
2017- 2018 

Growth

Vertical 
Growth

+ 34%

+ 100%
+ 3%

$173M + 10% + 3%

As they connect individual buyers with sellers, eliminating intermediaries.

10. Service Marketplaces Growing Faster Than Service Industries



TRAVEL
ACCOMMODATIONS

TRANSPORTATION EDUCATION

 HEALTHCARE & 
CAREGIVING

REAL ESTATE

FOOD DELIVERY

AUTO

LOCAL 
PROFESSIONALS

Source: Activate analysis, Company sites, SWS Analysis. 12

11. Niche Marketplaces Reshape Major Industry Dynamics



13Source: Bloomberg; company reports; Strategy & Global Innovation 1000; Needham & Co. 

34% 37% 41% 45% 47% 50%

+14%

+23%

+37%
+37%

+37%

5 11 22
48

85
135

213

Amazon: Net Revenue
Q2 2018 and Q2 2019, by segment

Amazon’s Dominance of U.S. 
eCommerce Will Expand

Annual Reports Mentioning 
Amazon As a Risk Factor

12. Amazon Is the Benchmark - and the Threat - on Most Fronts



$1,868 209 135 120 61 45% $6.7

$1,223 126 74 63 18 24% $5.3

$518 44 31 22 16 52% $0.5

$1,846 211 163 73 76 47% $5.3

$5,787 641 373 304 172 43% $17.8

GDP Population Internet
Users

Smartphone
Users Digital Buyers

Brazil

Mexico

Argentina

ROLA

Total Latam

2018 in billions USD 2018 in millions 2018 in millions 2018 in millions 2018 in millions % of Internet users

Source: World Bank 2019; eMarketer, Latin America Ecommerce 2019. Notes: 1. Mobile Commerce.

mCommerce1

2018 in billions USD
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13. Latam Reached 172M Digital Buyers in 2018



Brazil

Argentina
Mexico

$38.6
$46.3

$58.8

$71.3
$80.6

$88.3
$94.7

16%
CAGR 
‘16-’20

20%

7%

25%

9%

Source: eMarketer, Latin America Ecommerce 2019. 15

ROLA

  50.4%     56.8%  61.0%  64.4%  67.3%     69.7%    71.8%% of total retail 
eComm sales

Latam: Top 10 eCommerce Sites
(May 2018, in millions of unique visitors)

eCommerce Sales, Latin America
(2016 - 2022F, USD billions)

13. eC in Latam Will Reach $94Bn Sales in 2022; 16% Annual Growth Since 2016



25%
CAGR ‘16-’22

 2.1%      2.9%     3.9%     4.9%  5.5% 5.7% 5.8%

 18.3%     23.7%    28.8%    31.4%  33.2% 34.1% 34.9%

% of total 
retail sales

Digital buyer 
penetration1

Mexico eCommerce Revenues 
(2016 - 2022F, USD billions) 

Source: eMarketer, 2019; Americas Market Intelligence, AMVO, Estudio sobre Venta Online México 2019  Notes: 1. as % of total internet users. 16

54% men
46% women

37years 
old

NSE*
61% ABC+

58% shop 
online at least 
once a month 79% have 

at least one 
subscription

Debit card is the 
most common 
payment method

Mostly purchase
Apparel and 
travel

Mexico's Online Consumer Profile
2019

Desktop

Mobile

$7.4

$10.8

$15.3

$20.6

$24.4
$27.0

$28.9

24.3%

75.7%

32.7%

67.3%

34.8%

65.2%

35.8%

64.2%

36.7%

63.3%

37.4%

62.6%

37.9%

62.1% 21%

35%

14. 2022: Mexico Reaches $29 Bn USD in eC Sales



Source: eMarketer, 2018; Katana. Notes: 1. A Walled Garden is a closed ecosystem in which all the operations are controlled by the ecosystem operator. 2. France, Germany and UK. 17

How to Approach Walled Garden 
Strategy

Improving campaign analysis is a high or critical 
priority 

Increasing our use of first-party data is a high 
or critical priority 

How Do Brand Marketers in Western Europe2 and 
the US Feel About Data and Walled Gardens?

% of respondents, April 2018

Walled gardens do not provide enough data to effectively 
analyze and measure campaigns

Walled gardens do not provide enough insight to make 
comparisons with other channels or partners

In order to own your customers, 
you need to own or have their 

data, manage how it’s used, and 
determine how it’s measured.

Take control of your data 
strategy

Build your own marketing 
infrastructure can be expensive, so 

finding an independent platform 
can prove very beneficial.

Use and independent 
platform

Demand independent 
campaign measurement

Asking for independent campaign 
measurement will ultimately help 

your campaign down the line.

Get full-funnel analytics

Get the whole picture of your 
campaign, tracking your customer 

from the beginning to end.

15. Brands and Retailers are Concerned About Walled Gardens1 of Data



1. eCommerce is not slowing and will reach 20% of global retail by 2022

2. Mobile devices will account for 72% of digital commerce by 2022

3. 20 players represent 70% of global eCommerce

4. On the payment front, eWallets will represent nearly 50% of all transactions by 2022

5. Brands are using new technologies to enhance customer experiences

6. Big data and analytics are transforming retail 

7. Retail’s artificial intelligence and augmented reality implementations are rapidly expanding

8. Social-network-based sales and connections (“social commerce”) will become a core marketing skill

9. Mastering marketplace use is critical; these spaces represent 80% of all eCommerce

10. Service marketplaces are growing faster than their industries

11. Marketplaces are also re-shaping major industries

12. Amazon is the benchmark and threat in most fronts

13. In Latin America, 43% of Internet users are digital buyers; sales will reach $94 billion by 2022

14. Mexico will attain $29 billion USD in eCommerce sales by 2022

15. Brands and Retailers are Concerned About Walled Gardens of Data 
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15 eCommerce Insights for 2020 - Summary
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info@sws.ms | sws.ms

SWS is a hands-on consulting firm specialized in disruptive 
and results-oriented strategy. Our client list includes global 
players and local industry leaders in search for solid future 
positions that embrace the powerful benefits the connected 
world can offer. 

Focused on both the US Latino and Mexican markets, our 
strengths comprise proven expertise in the telecom, retail & 
eCommerce, media, marketing and digital transformation.
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This presentation has been prepared by JSW Servicios de Estrategia SC. (SWS) and/or its affiliates or subsidiaries 
for the exclusive use of the party to whom SWS delivers this presentation to. This presentation was developed 
internally using public data. SWS has not independently verified the information contained herein, nor does SWS 
make any representation or warranty of that, either express or implied, as to the accuracy, completeness and 
reliability of the information contained in this presentation. Any estimates or projections as to events that may 
occur in the future (including projections of revenue, expenses, net income, and stock performance) are based 
on the best judgment of SWS gathered from publicly available information from of the date of this presentation. 
There is no guarantee that any of these estimates or projections will be achieved.

Actual results may vary from the projections and such variations may be material. Nothing contained herein is, 
or shall be relied upon as, a promise or representation as to the past or future. SWS expressly disclaims any and 
all liability relating or resulting from the use of the presentation. Any opinions expressed in this material are 
subject to change without notice and may differ or be contrary to opinions expressed by other business areas 
or groups of SWS as a result of using different assumptions and criteria. The opinions expressed in this material 
are subject to change without notice and may differ or contradict the opinions expressed by other business 
areas or groups of SWS as a result of using different assumptions and criteria. SWS has no obligation to keep 
the information contained herein. This presentation has been prepared solely for informational purposes and 
should not be construed as solicitation or an offer to buy or sell securities or related financial instruments

Legal Disclaimer


