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“High delivery costs” are the top frustration for online shoppers 

globally, cited by 54% of respondents in 2024.

Global: Online Shopper Frustrations, in % of Respondents, 2024

Note: does not add up to 100% due to the nature of the data

Definition: respondents were required to have made at least one purchase online within the three months before the survey

Survey: Based on a survey of 12,000 shoppers across 24 countries; question asked: “What frustrates online shoppers the most?”; the countries chosen for this survey represent 

some of the most active E-Commerce markets across the globe; respondents were offered multiple-choice options for this question

Source: DHL, September 2024

7202401225
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In 2024, 28% of social media users are making purchases through 

Social Commerce. 
Global: Social Media Users Making A Purchase Through Social Commerce, in %, 2024

125202501221

Note:

Survey:

Source: 

Shown to respondents who have used indicated social media platform in the past month 

Based on Voice of the Consumer: Digital Survey of 20,056, conducted from February to March 2024, question asked “Which of the following brand or shopping related 

activities if any have you done in the past month on the following social

Euromonitor International, February to March  2024
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In 2023, consumer payments accounted for 57% in EMEA, compared to 

45% in Latin America and 35% in North America.
Global: Payments Revenue by Type, Commercial & Consumer in %, by Region, 2023

Note:

Source: 

Figures may not sum to 100%, because of rounding; 1 Cross-border payment services (B2B, B2C). 2 Net interest income on current accounts and overdrafts. 3 Fee 

revenues on domestic payment transactions and account maintenance (excluding credit cards). 4 Remittance services and C2B cross-border payment services

McKinsey Global Payments Map, October 2024

125202411051
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An estimated 94% of global payment professionals stated “improve fraud 

detection” as top use case of AI and machine learning in payments in 2023.

Global: Use Cases of Al and Machine Learning in Payments, in % of Payment Professionals, 2023e

2202312051

Note: does not add up to 100% due to multiple answers possible

Survey: based on a survey of 100+ senior payment professionals

Source: Edgar, Dunn & Company cited by ThePaypers, November 2023



Leveraging Artificial Intelligence to drive industry transformation 

while addressing critical challenges for sustainable growth, 

innovation, and ethical adoption.
Global: AI-Driven Transformation, Unlocking Opportunities and Addressing Challenges, June 2025

Source: Forbes, May 2025; Mercer, 2024; IBS Intelligence, January 2025

Key Challenges Reshaping the Future of Payments

 The payments sector is predicted to face four major obstacles in 2025 that will determine its course. Maintaining customer trust in the

ethical use of AI necessitates consistent definitions, coherent regulations, and protections against algorithmic bias, as IBS

Intelligence highlighted. The quick development of digital assets additionally requires a legal framework that permits innovation while

guaranteeing correct classification, consumer protection, and conformity with current financial regulations. Growing worries about

data privacy demands more openness about data use and unified, principles-based legislation. Furthermore, the creation of safe,

compatible systems and inclusive regulations that provide access to marginalized people are essential to the growth of open

banking. Addressing these challenges jointly will likely be essential to promoting a robust, safe, and fair payments ecosystem.

From Automation to Innovation: AI’s Role in Business Transformation

 By automating repetitive processes, improving decision-making accuracy, and opening up new revenue sources, artificial intelligence

is quickly changing a variety of industries, including manufacturing, banking, logistics, and customer service. Artificial intelligence (AI)

has the potential to reduce operating expenses by up to 20% and produce long-term productivity improvements of about 20% to 30%

when properly matched with well-defined business objectives and backed by efficient change-management procedures. Success

requires treating AI as a strategic capability, not a quick fix, through investments in workforce readiness, reliable data infrastructure,

and collaboration between technical and business teams. Under the right conditions, AI becomes a powerful engine for growth,

competitiveness, and long-term value creation, as noted by Forbes.

Human-Centered AI Adoption Key to Sustainable Productivity

 Even while artificial intelligence (AI) has a lot of potential to increase productivity, especially in industries like healthcare, insurance,

and logistics, achieving these benefits will take more than just financial investment in technology, according to Mercer. Strategic work

redesign, modernized productivity metrics, effective workforce transitions, and attention to employee well-being are essential for

sustainable productivity gains. Poorly governed AI adoption risks burnout, talent misalignment, and missed long-term value.

Successful organizations will take a tech-enabled, human-centered approach that blends AI with modern work practices, clear

communication, and holistic performance evaluation.

8260520254, 8260520255, 8260520256 6
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In 2025, 77% of employees report AI adoption across varying levels and 

functions, signaling a mainstream shift in workplace technology.

Global: Organizational Use of AI by Extent of Task Integration, in % of Employees, 2025

Survey: Based on a survey conducted between November 2024 and mid-January 2025, with approximately 48,000 participants across 47 countries; Question asked: 'To what 

extent is AI used in the organization you work for?'

Source: KPMG, 2025

8280520258 7
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The number of cryptocurrency owners worldwide increased from 420 

million in 2023 to an estimated 562 million in 2024.
Global: Number of Cryptocurrency Owners, in millions, 2023 & 2024e

Source: Triple A, May 2024

2202411191
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An estimated 47% of traditional hedge fund respondents globally have 

exposure to digital assets in 2024, up from 29% in 2023 and 37% in 2022.

Global: Share of Traditional Hedge Funds That Have Exposure to Digital Assets, in % of Hedge Funds, 

2022, 2023, 2024e

2202411251

Note: does not add up to 100% due to the nature of the data

Survey: based on a survey of 100 hedge funds from both traditional (42%) and digital asset focused hedge funds (58%); conducted in Q2 2024

Source: PwC, October 2024
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By 2028, the global B2B payment value is forecasted to reach USD 

124 trillion (EUR 115 trillion), growing at a +8.8% CAGR from 2024.
Global: B2B Payment Value, in USD trillion, 2024e & 2028f

Note: *value was calculated using the data provided by the source; the exchange rate applied in the action title is the average rate for the past 12 months to June 2024: USD 1 

= EUR 0.9240

Source: Juniper Research, May 2024

CAGR*

+8.8%

2202406241
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B2B buyers who are 
indifferent about shopping 

on a manufacturer’s 
marketplace vs. a general 
purpose B2B marketplace

30%
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70%

As of a 2024 estimation, 30% of global B2B buyers are indifferent about 

buying on a manufacturer’s marketplace vs. a general B2B marketplace.
Global: Share of B2B Buyers Who Are Indifferent About Shopping On a Manufacturer’s Marketplace vs. a 

General Purpose B2B Marketplace, in %, 2024e

2202407092

Survey: based on a survey of 266 B2B buyers

Source: Forrester cited by BCG, June 2024
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Secondary Market Research

 The reports are compiled based on secondary market research. Secondary research is information gathered from previously published sources. Our reports are

based on information and data acquired from national and international statistical offices, industry and trade associations, business reports, business and

company databases, journals, company registries, news portals and many other reliable sources. By using various sources we ensure maximum objectivity for

reported data. As a result, companies gain a precise and unbiased impression of the market situation.

 Cross referencing of data is conducted in order to ensure validity and reliability.

 The source of information and its release date are provided on every chart. It is possible that the information contained in one chart is derived from several

sources. If this is the case, all sources are mentioned on the chart.

 The reports include mainly data from the last 12 months prior to the date of report publication. Exact publication dates are mentioned in every chart.

Definitions

 The reports take into account a broad definition of B2C E-Commerce, which might include mobile commerce. As definitions may vary among sources, exact

definition used by the source (if available) is included at the bottom of the chart.

Chart Types

 Our reports include text charts, pie charts, bar charts, rankings, line graphs and tables. Every chart contains an Action Title, which summarizes the main

idea/finding of the chart and a Subtitle, which provides necessary information about the country, the topic, units or measures of currency, and the applicable time

period(s) to which the data refers. With respect to rankings, it is possible that the summation of all categories amounts to more than 100%. In this case, multiple

answers were possible, which is noted at the bottom of the chart.

Report Structure

 Reports are comprised of the following elements, in the following order: Cover page, preface, legal notice, methodology, definitions, table of contents,

management summary (summarizing main information contained in each section of report) and report content (divided into sections and chapters). When

available, we also include forecasts in our report content. These forecasts are not our own; they are published by reliable sources. Within Global and Regional

reports, we include all major developed and emerging markets, ranked in order of importance by using evaluative criteria such as sales figures.

Notes and Currency Values

 If available, additional information about the data collection, for example the time of survey and number of people surveyed, is provided in the form of a note. In

some cases, the note (also) contains additional information needed to fully understand the contents of the respective data.

 When providing information about amounts of money, local currencies are most often used. When referencing currency values in the Action Title, the EUR values

are also provided in brackets. The conversions are made using the average currency exchange rate for the respective time period. Should the currency figure be

in the future, the average exchange rate of the past 12 months is used.

GENERAL METHODOLOGY OF MARKET REPORTS

14



15

METHODOLOGY OF THE CURRENT REPORT

Report Coverage

 This report provides a comprehensive analysis of the global E-Commerce and digital payments landscape, covering both consumer and business sectors. It

examines the ongoing transformation of digital commerce, with particular emphasis on the shift toward omnichannel strategies and the rapid growth of cross-

border online trade. The study highlights the increasing dominance of non-cash transactions and the emergence of digital-first payment experiences,

underscoring how innovation is reshaping the payments ecosystem.

 The report explores the role of artificial intelligence in optimizing customer experience, streamlining operations, and enhancing decision-making processes. It

assesses AI’s impact on personalization, automation, fraud prevention, and cost efficiency across commerce and payments. Blockchain and cryptocurrency

developments are also analyzed, focusing on their influence on transparency, trust, and security in digital transactions. In addition, the research investigates the

digitalization of procurement, sales, and buyer journeys in B2B environments, highlighting the growing importance of platform-based economies in global trade.

Report Structure

 The report begins with key takeaways, providing concise highlights of the most important insights from each major section. Following this is a management

summary, offering a high-level synthesis of the report’s findings and outlining the strategic implications for senior decision-makers.

 The first analytical section presents a global B2C E-Commerce overview, covering consumer market trends, behavioral shifts, and the expansion of social and

cross-border commerce. This is followed by a detailed analysis of the digital payments ecosystem, examining revenue trends and the role of AI in transforming

payment services. The next section focuses on AI and automation in commerce, exploring adoption across operations, customer engagement, and governance

frameworks. The report then investigates blockchain and cryptocurrency trends, including market developments, institutional investment, and patterns of

consumer adoption. The final section addresses B2B E-Commerce and digital trade, analyzing the digitization of procurement and sales processes, platform

usage, and evolving buyer behavior in global business environments.
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• Global: Breakdown of Developers’ Status On Cryptocurrencies, e.g. Bitcoin, in %, Q3 2022
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6.2.           Blockchain Institutional Investment & Hedge Fund Activity

• Global: Breakdown of Likelihood of Past Owners to Buy Cryptocurrency in the Next Year, by Country, in %, June 2024 (2 of 2)

• Global: Share of Traditional Hedge Funds That Have Exposure to Digital Assets, in % of Hedge Funds, 2022, 2023, 2024e
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• Global: Breakdown Of How The Approval Of Spot Bitcoin ETFs Changed Hedge Fund Respondents’ Perspective On Launching New Digital 

Assets Products, in %, Q2 2024
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6.3.           Crypto Consumer Behavior
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% of Past Cryptocurrency Owners And Non-Owners , June 2024

7.               B2B E-Commerce & Digital Trade

7.1.            Market Landscape & Buyer Decision Journeys 

• Global: Overview of B2B E-Commerce Market Trends, July 2024 (1 of 2)

• Global: Overview of B2B E-Commerce Market Trends, July 2024 (2 of 2)

• Global: B2B E-Commerce GMV, in USD trillion, 2022 & 2026f
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7.2.           Buyer Experience, Online Behavior, & Platform Preferences

• Global: Top B2B Purchase Obstructions, in % of Business Buyers, 2023e
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• Global: Share of SMB B2B Buyers Who Expect Their Online Spend to Increase in the Next Year, by Industry, in % of SMB Business Buyers, 

2024e
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• Global: Share of B2B Orders Placed Via Web Stores Experiencing Order Errors, by Buyer Segments, in % of Business Buyers, 2023*
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• Global: Most Important Aspects When Purchasing Online, in % of Business Buyers, 2024e
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7.3.           Payments, Platforms, Marketplaces, & Technology Influence

• Global: Top B2B Purchase Obstructions, in % of Business Buyers, 2023e

• Global: B2B Payment Market Trends, July 2024

• Global: AI Use in the B2B Payments Market, July 2024
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• Global: Breakdown of B2B Invoice Payment Time, by Country, in % of Total Value of B2B Invoices,

• Q2 2023 & 2024 (Part 1 of 2)

• Global: Breakdown of B2B Invoice Payment Time, by Country, in % of Total Value of B2B Invoices,

• Q2 2023 & 2024 (Part 2 of 2)

• Global: Breakdown of Expectation of Change in B2B Customer Payment Practices Over the Next 12 Months, in % of Companies, Q2 2023 & 

2024 (Part 1 of 2)

• Global: Breakdown of Expectation of Change in B2B Customer Payment Practices Over the Next 12 Months, in % of Companies, Q2 2023 & 

2024 (Part 2 of 2)
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December 2022
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December 2022
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• Global: Areas in Which a Marketplace is Preferred Over a Traditional B2C E-Commerce Platform, in % of Business Buyers, 2024e
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7.3.           Payments, Platforms, Marketplaces, & Technology Influence (Continued)

• Global: Share of B2B Buyers Who Would Actively Prefer to Shop On a Manufacturer’s Marketplace vs. a General Purpose B2B 

Marketplace, in %, 2024e
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