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The e-commerce market in the 
EU is growing by about 13% a 
year. That’s an impressive growth 

rate. For the markets in this report, the 
average e-commerce growth rate is 38%. 
The fastest growing market, China, is 
expanding at 64% a year. 

In a time of political and economic uncer-
tainty in most developed and Western 
markets, it’s easy to forget that other 
markets are booming. And in many of 
these markets, overwhelmingly young 
and increasingly affluent consumers are 
eager for brand goods, in particular for 
well-known Western and global brands. 
What’s more, these are markets in which 
development has come so quickly that 
physical retail infrastructure hasn’t yet 
caught up with consumer demand – there 
aren’t shops on the high street selling 
what shoppers want to buy and, crucially, 
have the disposable income to buy. 



In this report, we take an in-depth 
look at eleven of the fastest-growing 
e-commerce markets in the world. We 

look at recent economic performance, 
the state of the online marketplace, the 
drivers for e-commerce growth and local 
payment preferences. If you’re wondering 
where you should expand to next, this 
guide is for you. Not only will it give you 
an idea where to target, it will give you 
the information you need to succeed in 
your chosen markets.

These are exciting times for cross-border 
e-commerce. We wish you every success in 
your next cross-border venture.
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In September this year, carrier DHL announced that it was expanding its parcel delivery network 
to Hungary. This is hardly surprising. According to the EU Commission, Hungary’s GDP is projected 
to grow by 3.6% in 2017 – a figure that most Western economies can only regard with envy. In the 
latest period measured, Q1 2017, consumer spending had grown by 4.2% compared to the previous 
year. And with unemployment at a record low, Hungarian consumers are feeling optimistic. An EU 
member since May 2004, Hungary has successfully transformed itself from a communist command 
economy to one of the most successful and diverse markets in Central Europe. Sophisticated and 
affluent, its culture, architecture and history – as well as pleasant climate – attract both visitors 
and investors. Key industries include mobile technology, information security, pharmaceuticals 
and motor vehicles.

Market summary
Although spend-per-shopper is low compared 
to Western averages, Hungary is a prosperous 
and growing market. It’s well connected and 
part of the Single European Market, making 
expansion easy for any merchant already 
operating in the EU.

The state of the e-commerce market
The Hungarian e-commerce market is worth 
approximately $1.2 billion and is growing at a 
rate of 24%. That makes it one of the fastest-
growing online marketplaces in Europe. 23% 
of the country’s Internet users shop online 
in any given year, spending an average per 
shopper of $391. 37% of shoppers already 
buy goods from foreign resellers.

The supporting infrastructure
72% of Hungarians have a bank account – compared to only 61% of consumers globally and 
58% in Central and Eastern Europe. However, only 12% have a credit card. Hungary’s banking 
sector took some time to recover from the 2008 crash, particularly as the government imposed 
a special bank tax in an attempt to reduce the fiscal deficit. In recent years, however, the banks 
have benefited from a government drive to increase financial inclusion and achieve Hungarian 
majority ownership of major national financial institutions. 

Internet penetration is high, at 72%. And with plans by Magyar Telecom to provide broadband 
nationwide by 2018, the number of Hungarians with internet access is expected to grow rapidly 
in the near future. 50% of Hungarians own a smartphone, up from 38% in 2014. This is expected 
to drive growth in m-commerce.

60% of Hungarian online purchases are paid for by cash. Typically, the merchant generates a code 
at checkout. The consumer takes this code to a participating retail outlet and pays for the goods. 
Code and payment, minus a collector’s fee are forwarded to the online reseller. The reseller then 
ships the goods. Around 30% of online purchases are paid for using a credit or debit card. The 
remainder of payments are made with a variety of alternative payment methods (APMs).

Hungary



Population:      9.9 m
GDP:       138.3 bn USD
GDP per capita:     14,029 USD
Area:       93,030 km2

Languages:      Hungarian
Currency:      Hungarian Forint (HUF)
Restricted:     No
B2C e-commerce:     1.0 bn USD
Average spend per online shopper:  391 USD
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According to the latest figures from the Institute of Chartered Accountants, Singapore’s economy 
is expected to grow by 2.4% in 2017. This is partly down to increased demand for manufactured 
goods from key markets and partly down to reforms, such as the liberalisation of the housing 
market, which has stimulated domestic activity. 

The modern city of Singapore was founded as a British trading post in 1824. For over a century, the 
city was a major naval base for the British Royal Navy. In 1963 Singapore gained its independence 
as part of Malaysia. But in 1965 it seceded and became an independent city state. Today, it’s a 
successful manufacturing and trade hub. It also has a successful services sector and a developed 
digital economy.

Market summary
Singapore is a small but highly affluent and lucrative market. Its excellent infrastructure, small area 
and high population density make delivery easy. And Singaporeans are already used to shopping 
online and across borders.

The supporting infrastructure
82% of Singaporeans have internet access – 
the highest penetration rate in South Asia. 
Smartphone penetration is high, at 82%. But 
while they’re happy to use mobile devices for 
price comparisons, three-quarters of consumers 
prefer to shop on their desktop or laptop 
computer. 

As you’d expect with a highly developed 
economy, both bank account and credit 
card penetration are high – 96% and 35% 
respectively. The credit card sector, in particular, 
has enjoyed sustained growth over the last few 
years. 

Unsurprisingly, payment cards are the most 
popular form of online payment, with an 82% 
market share. E-wallets are the second most 
popular payment method, accounting for 7% 
of transactions, while cash-based payments, 
bank transfers, and other methods are used to 
complete the remaining transactions. PayPal 
is the most popular e-wallet; a competitor, 
MasterPass, was launched in 2014 and is 
accepted by several major merchants including 
Singapore Airlines.

The state of the e-commerce market
E-commerce in Singapore is growing at a rate 
of 24% a year. At current value, it’s worth $2.5 
billion annually – not bad, for a population of 
5.5 million. Singaporeans are relaxed about 
shopping across borders: 77% of all online 
purchases are from foreign stores. 

An average Singaporean online shopper 
spends $1,861 a year with e-commerce sites. 
Consumers are heavily influenced by social 
media, with 80% saying that their purchasing 
decisions are influenced by online peer-group 
opinion. 

Smaller e-commerce sites, known as blogshops, 
sell fashion and accessories – a popular online 
channel in Singapore. Some blogshops are 
even popular enough to have a bricks-and-
mortar shop as well as an online presence.

Singaporeans also make good use of their 
smartphones to do price comparisons while 
in store – comparing either with other high-
street outlets or with online merchants. If 
the same goods are cheaper elsewhere, they 
simply leave the store.

Singapore



Population:      5.4 m
GDP:       307.9 bn USD
GDP per capita:     56,285 USD
Area:       697 km2

Languages:      Tamil, Malay, Mandarin, English
Currency:      Singapore Dollar (SGD)
Restricted:     No
B2C e-commerce:     2.5 bn USD
Average spend per online shopper:  1,861 USD

82% smartphone penetration

82% internet penetration

35% credit card penetration

96% banked population
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Israel is an advanced, free-market economy. Manufacturing and industry account for almost a 
quarter of its gross national product (GNP). But as with many developed economies, the service 
sector – at 31.1% of GNP – dominates. The country is also a leader in technology, attracting 
investment from US and Chinese giants including Intel’s recent acquisition of the autonomous-
driving firm Mobileye for $15.3 billion. 

Despite ongoing disputes with its Arab neighbours and the international community over the fate 
of the occupied territories, modern Israel’s economic and social achievements are remarkable, 
particularly given its brief history. Not least of these, is the revival of Hebrew. Only a few decades 
ago it was a purely liturgical language, now it’s used by millions of Israelis in everyday life.

Market summary
The Israeli e-commerce market is small but 
rapidly growing. Israelis are prosperous, 
prepared to spend large sums online and 
open to cross-border shopping.

The supporting infrastructure
Financial inclusion in Israel is high. Over 90% 
of the population has a bank account. And 
even more notably, 76% have a credit card. 
This puts the country on a par with Western 
European markets in the way it likes to bank 
and to pay. Where there are pockets of 
financial exclusion, these are usually among 
marginalized populations, including the 22% 
of Israelis who live in poverty.

As with financial inclusion, internet pene-
tration is high not only by regional but also 
by world standards. 74% of Israelis have an 
internet-enabled smartphone. In part, this is 
down to the country’s relative prosperity, in 
part down to the fact that the infrastructure 
is good. When you have 28Mbps LTE – one of 
the fastest mobile broadband speeds in the 
world – owning a smartphone is fun. 71.5% of 
Israelis have a fixed-line internet connection, 
with bandwidth improving all the time. 

Most Israeli e-commerce transactions are paid 
for by card. As well as international brands 
such as Visa and MasterCard, many Israelis 
use the national credit-card IsraCard, which 
has a 19% share of the e-commerce payments 
market.

The state of the e-commerce market
The e-commerce market in Israel is still 
relatively small, at $2.09 billion. But the 
market is expanding fast, with a compound 
growth rate of 25% in recent years. Average 
spend per shopper is high, at $2,171 per year. 
As well as Israel’s internal market, there’s also 
the secondary market of half a million Hebrew 
speakers in the wider Jewish diaspora. Israelis 
themselves are also open to cross-border 
online shopping – nearly 80% of Israeli online 
shoppers have bought products from foreign 
e-commerce sites.

Israel



Population:      8.2 m
GDP:       305.7 bn USD
GDP per capita:     37,208 USD
Area:       20,770 km2

Languages:      Hebrew, Arabic
Currency:      Israeli Shekel (ILS)
Restricted:     No
B2C e-commerce:     2.1 bn USD
Average spend per online shopper:  2,171 USD
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Since it joined the North American Free Trade Association (NAFTA) in 1994, Mexico has increased 
its exports to the US. This has resulted partly from American companies moving their factories 
south of the border and partly from increased agricultural exports.  

Despite this, however, economic growth rates have been lower than Mexico hoped, averaging 
0.65% between 1993 and 2017. In May 2017, the forecast for the coming year’s growth was 
revised upwards slightly, to 0.7%. 

Once the centre of the Aztec empire, Mexico was conquered by the Spanish in a three-year war. 
The last Aztec cities finally fell to the European invaders on 13 August 1521. Almost exactly three 
centuries later, after an eleven-year war of independence, Mexico regained its independence.

Market summary
Mexico is an underdeveloped market but one with lots of potential, as its 30% growth rate indicates. 
Companies that want to crack the Mexican market need to understand its local peculiarities and 
to take advantage of the groundwork that’s being laid now, before their competitors do.

The supporting infrastructure
44% of Mexicans have internet access. Demand for new connections is high, so this figure is expected 
to grow as supply catches up. Smartphone penetration is also growing fast. It’s currently 47%, but 
many less affluent consumers are buying budget-brand Android phones to use as their primary 
internet device. So, this figure is also expected to rise fast.

Financial inclusion has been a policy priority for the Mexican government for the best part of a 
decade. It has tried to make financial services more accessible by working with private finance to 
build a network of affordable banks, particularly in rural areas. The Ministry of Finance has also 
strengthened consumer protection for bank customers, particularly small-scale savers. 

The strategy is working. Between 2011 and 2014 bank-account penetration rose from 27% to 39%. 
Credit card penetration, however, is still only 18%. Despite this, 32% of all Mexican online purchases 
are paid for using a card. This points to there being an underserved market of consumers with internet 
access without access to merchants that support their preferred payment methods. E-wallets are more 
popular in Mexico than in other Latin American markets – with an 18% market share.

The state of the e-commerce market
Mexican e-commerce is worth $5.7 billion a year. That makes it the second-biggest e-commerce 
market in Latin America. While this is large in absolute terms, it’s small for such a populous country 
(the country’s population is 127 million). 

Year-on-year growth for online commerce stands at 30%. However, big players such as Amazon 
and Alibaba are investing heavily in parcel-carrying networks. Along with the growth of internet 
penetration, this is expected to drive an increase in the size of the e-commerce market.

Mexico



Population:      121.7 m
GDP:       1,294.7 bn USD
GDP per capita:     10,326 USD
Area:       1.964 m km2

Languages:      Spanish
Currency:      Mexican Peso (MXN)
Restricted:     No
B2C e-commerce:     5.7 bn USD
Average spend per online shopper:  864 USD
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Vietnam is best known, at least in the Western 
imagination, as the site of the catastrophically 
destructive 27-year war for independence 
from foreign interference. In fact, the first 
Vietnamese state was founded in 257BC. For 
over 2,000 years, Vietnam has maintained its 
independence and its culture – outlasting all 
attempts at foreign control. 

Modern Vietnam is the 14th most populous 
country in the world, with over 90 million 
citizens. Its economy is increasingly diverse 
and modern – with thriving manufacturing, 
technology and service sectors. While many 
of Vietnam’s major trading partners come 
from the Asia-Pacific region, the country also 
has strong trade links with the US and the EU.

According to official Vietnamese figures, 
economic growth in the first quarter of 2017 
was 5.1%. Enviable though this might be for 
many Western governments, it’s below the 
target of 6.7% that the country’s communist 
government set for itself.

Market summary
Vietnam is a developing and in some respects, 
a challenging market. But with high growth 
rates, relatively little domestic competition 
and consumers hungry for foreign brands, 
it’s also a land of opportunity.

The supporting infrastructure
Internet connectivity in Vietnam tends to be 
highly concentrated in urban areas.  At the 
time of writing, 36.2% of the population is 
online – slightly below average for the region. 
Smartphone penetration is 42%, in line with 
both the regional and the global averages. 
E-commerce companies have found themselves 
limited by poor-quality internet access over 
fixed lines, particularly in rural areas. There 
are signs that conditions will improve soon. 
In 2016, the government in Hanoi approved 
a national broadband plan, with the target 
of bringing a fixed-line connection to at least 
40% of the population by 2020.

Only 31% of Vietnamese have a bank account, 
though this reaches a little over 50% in urban 
centres. Credit card penetration is almost nil, 
mainly because Vietnamese incomes are too 
low for many people to be able to afford a 
credit card. With so few people having access 
to cards or Internet banking, the most common 
form of online payment is cash-based. 64% 
of all online transactions are paid for in this 
way. The next most popular payment method 
is the e-wallet, used in 13% of transactions. 
Bank transfers, cards and other methods are 
used relatively rarely when paying for online 
purchases, a reflection of the low level of 
access to banking services in the country as a 
whole.

The state of the e-commerce market
E-commerce in Vietnam is growing at a rate 
of 37% a year. The average online shopper 
spends $145 a year with e-commerce sites. 
In 2014, the last year for which figures were 
available, the B2C e-commerce market was 
worth $1.5 billion. 

A lack of infrastructure, an absence of usable 
online payment methods and long delivery 
times have all hindered the sector’s growth. 
Online consumers cite convenience and 
comfort as major motivators for shopping 
online and social networks are often strongly 
linked to online shopping.

Vietnam



Population:      89.7 m
GDP:       186.2 bn USD
GDP per capita:     2,052 USD
Area:       331,210 km2

Languages:      Vietnamese
Currency:      Vietnamese Dong (VND)
Restricted:     No
B2C e-commerce:     1.5 bn USD
Average spend per online shopper:  145 USD
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In November 2015, Argentinian President Mauricio Macri lifted currency controls for the first 
time in seven years, marking a new liberal era for the Argentine economy. At the same time, the 
government has also reduced and simplified tariffs for goods bought abroad – great news for 
cross-border e-commerce sites.

According to a recent report, online retail sales in Argentina are predicted to grow at a rate of 
28% a year. Along with the liberalisation of trade, this makes the South American country highly 
attractive to merchants looking to expand into new markets.

And, of course, there’s also the attraction of doing business in a country that’s famed for its 
beauty and sophistication. From beautiful Buenos Aires – with its famous café culture – to the 
wilds of Patagonia, Argentina is a hard country not to fall in love with.

Market summary
With a newly liberalised economy and 
booming e-commerce market, Argentina is 
a highly attractive market. And with credit 
cards disproportionality represented in 
online payments, it seems likely that there’s a 
large untapped market for merchants which 
support alternative payment methods (APMs). 

The supporting infrastructure
Bank-account penetration in Argentina is 50%. This is low by world standards, partly because financial 
inclusion rates fell during the economic downturn of the mid-2000s. In part, though, it’s simply down 
to a cultural preference for cash payments and keeping savings in cash. However, as part of his drive for 
economic modernisation, Macri has pledged to increase financial inclusion, so the banked population 
is expected to rise over the next few years. 

Despite bank-account penetration being relatively low, 27% of Argentines have a credit card. This is 
a high rate of penetration and suggests that many of those with bank accounts are also prosperous 
enough to afford credit cards. This is consistent with the relatively high levels of economic inequality 
that Argentina suffers. And while this is a challenge for the country as a whole, it does suggest that 
there is a prosperous, financially included market for e-commerce providers to target. 

Around 65% of Argentines have internet access. 44% have an internet-enabled smartphone, the 
highest uptake of any country in the region. In 2014, the government passed a law guaranteeing 
telecoms connectivity to all citizens, regardless of location. This is expected to increase internet 
penetration rates even further. 

Despite Argentines’ national preference for cash, 44% of online purchases are paid for by card. A 
further 44% pay by cash – printing coupons at checkout, which they then use to match their payment 
with their online purchase at participating local stores. The remainder pay by bank transfer.

The state of the e-commerce market
By 2019, the Argentine e-commerce market 
is expected to be worth $12.4 billion. And it’s 
growing at around 38% a year. Argentines’ 
most popular purchases, at 27% of the market 
total, are online tickets and hotel reservations.  
And almost half of all Argentines with an 
internet connection already shop online.

Argentina



Population:      43 m
GDP:       537.7 bn USD
GDP per capita:     12,510 USD
Area:       2.780 m km2

Languages:      Spanish
Currency:      Argentine Peso (ARS)
Restricted:     No
B2C e-commerce:     4.5 bn USD
Average spend per online shopper:  462 USD
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27% credit card penetration
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According to the World Bank, after two years of recession the Russian economy is now on the 
road to recovery, driven mainly by rising consumer confidence and spending. The growth rate for 
the coming year is expected to be around 1.3%. President Putin, who it is anticipated, will run for 
a fourth term, has stressed his wish to diversify the national economy. This includes an increased 
emphasis on digital commerce. 

Market summary
With a newly liberalised economy, the Russian market comes with challenges, particularly around 
logistics and the delivery of goods to remote parts of the country. But with a 42% growth and 
a middle class, in particular, thatis hungry for foreign brands, it presents an opportunity for 
experienced cross-border e-commerce sites.

The supporting infrastructure
Over 70% of Russians have internet access. 
That’s an online population of around 85 
million. Around 45% of Russians own a 
smartphone. 37% use their smartphone to 
access the internet. 19.2% use a tablet. 

Financial inclusion rates have risen in recent 
years, with 67% of the population now 
having a bank account, but it still doesn’t 
approach Western European levels. Credit card 
penetration is relatively high, at 21%. But the 
popularity of card payments is not expected to 
rise rapidly in the near future, at least partly 
due to consumer fears around security. Even 
those Russians who currently have credit cards 
don’t use them as often as their counterparts in 
other markets. 

Like consumers in similar markets, Russians 
love cash – they use it to pay for 53% of all 
the goods and services they buy online. Other 
popular payment methods include payment 
cards (17% market share), e-wallets (13%), 
bank transfers (10%), and other types of APM 
(7%).

The state of the e-commerce market
Worth almost $20 billion, the Russian 
e-commerce market is driven by the country’s 
demand for consumer goods – in particular, 
foreign brands – and, paradoxically, by the 
country’s size. The second factor makes 
delivery challenging but it also means that 
there is a relatively large population without 
easy access to brick-and-mortar stores which 
sell the consumer goods they want to buy. 

E-commerce accounts for around 2% of all 
retail sales. On average, Russians spent $865 
a year with online merchants. Year-on-year 
growth for the e-commerce market as a whole, 
is estimated at 42%, making Russia one of the 
fastest-expanding markets in the world. 

As of September 2015, there were 43,000 
e-commerce sites operating in Russia. 
Household appliances, consumer electronics, 
clothes, shoes and spare parts are the most 
popular categories of purchase. 

Potentially limiting factors for the growth 
of e-commerce, include the difficulty of 
delivering to certain far-flung or rural areas. 
Many consumers also have reservations about 
the security of electronics payments, leading 
them to prefer cash-payment methods – most 
commonly some form of cash-on-delivery 
service.

Russia



Population:      143.5 m
GDP:       1,860.6 bn USD
GDP per capita:     12,736 USD
Area:       17.100 m km2

Languages:      Russian (and 34 more official regional languages)
Currency:      Russian Ruble (RUB)
Restricted:     Yes
B2C e-commerce:     19.9 bn USD
Average spend per online shopper:  865 USD
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21% credit card penetration
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Saudi Arabia has 16% of the world’s proven oil reserves. Even at a low price-per-barrel, petrochemical 
wealth on this scale underpins and guarantees not only an enviable level of prosperity by global 
standards, but also a robust and growing demand for consumer goods.  According to a 2016 
study, the retail market in Saudi Arabia is expected to grow by 7% a year between now and 2020.

Saudi Arabia was founded in 1918 with the expulsion of the by-then-tottering Ottoman Empire. 
Initially known at the Kingdom of Hejaz and Nejd, the country took on its current name and 
constitution in 1932, after a period of internal consolidation. In 1938, California-Arabian 
Standard Oil discovered oil in the country, setting the scene for Saudi Arabia’s rapid economic 
transformation.

Market summary
Consumer demand in Saudi Arabia is high. 
Saudis want to buy goods. They have the funds 
and the means to pay online. The country’s 
internet infrastructure is well developed, 
giving e-commerce sites access to a large pool 
of consumers.

The supporting infrastructure
Hygiene factors for e-commerce providers in Saudi Arabia are good. Bank account penetration is high 
by both regional and global standards, at 69%. Credit card penetration is only 12%. But the Saudi 
government has been working with the finance industry to develop Sharia-compliant forms of credit. 
This is expected to widen access to credit and to financial services over the next decade. 

Given the size of the country, its relatively low population density and the challenges posed by 
its terrain, internet infrastructure is impressively well developed. From just 47% in 2011, internet 
penetration has grown to just under 64% at the last count. At 73%, smartphone penetration is high 
but despite this, it is expected to grow over the next few years, with under-35s driving the market.

Low credit-card uptake does not mean a lack of access to online payment methods. Most purchases 
are paid for in cash. Customers choose the goods they want to buy, the online merchant generates a 
printable coupon, which the user takes to a participating store or other outlet and they pay for the 
online purchase. As soon as the e-commerce site receives confirmation of payment, the goods are 
released for shipping.

The state of the e-commerce market
The Saudi Arabian e-commerce market is 
relatively small but growing fast. Analysts 
expect the market to double in size by 2019. 
This is particularly true for younger shoppers 
who are rapidly adopting smartphones and 
other mobile devices, which are expected to 
drive growth in m-commerce. The average 
Saudi shopper currently spends $714 a year 
online mainly on electronics, home appliances 
and grocery shopping.

Saudi Arabia



Population:      30.9 m
GDP:       746.2 bn USD
GDP per capita:     24,161 USD
Area:       2.150 m km2

Languages:      Arabic
Currency:      Saudi Arabian Riyal (SAR)
Restricted:     No
B2C e-commerce:     2.0 bn USD
Average spend per online shopper:  714 USD
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Since 2015, the Indonesian economy has performed well in comparison to other emerging markets. 
Growing for the last two years, it’s currently forecast to expand by 5% in 2017. Growth has been 
boosted by high commodity prices and government spending on infrastructure projects such as 
the 2,000-megawatt Batang power station. 

Since mid-2015, President Joko Widodo has pushed through a series of reforms to the country’s 
economy, including making it easier to acquire land for large infrastructure projects, incentives 
for investors and trade deregulation. A 2017 World Bank report praised the country’s government 
for the effectiveness of its reforms and its economic stimulus.

Market summary
Indonesia’s e-commerce market is growing fast. There’s a ready demand for consumer goods and an 
under-served market of consumers with internet access but without credit cards.

The supporting infrastructure
Internet penetration is low – only 30%. But Indonesia’s population is so large, that this amounts to 
an audience of 78 million people. 37% of Indonesians have a smartphone, a figure that’s growing at 
35% a year. In 2015, 70% of all Indonesian web traffic was to and from smartphones. 

Bank account penetration in Indonesia is 36%. Of those with an account, 90% are with the big four 
banks – Bank Rakyat Indonesia, Bank Mandiri, Bank Central Asia and Bank Negara Indonesia – making 
the market highly centralised by international standards. 

Only 2% of Indonesians have a credit card. This makes it crucial for any merchant expanding into the 
country to support alternative payment methods (APMs). Altogether, APMs account for 66% of all 
online payments. Interestingly, however, credit-cards are still the single most popular payment means. 
This suggests that there’s a big untapped market of people who have an internet connection but are 
not yet shopping online.

The state of the e-commerce market
Indonesia’s e-commerce market is growing at a rate of 45% a year. At the last count, the country’s 
B2C e-commerce market was worth $2.4 billion. The average yearly spend per shopper was $489. 
Growth is mainly driven by affluent consumers in second-tier cities without adequate access to 
high-street retail outlets selling the goods they want. Online consumers in Indonesia are heavily 
influenced by social media, with 95% saying they research products using social channels. 50% of 
shoppers also make purchases on social channels such as Facebook or Kaskus, the country’s largest 
online forum.

Indonesia



Population:      249.9 m
GDP:       888.5 bn USD
GDP per capita:     3,492 USD
Area:       1.905 km2

Languages:      Indonesian
Currency:      Indonesian Rupiah (IDR)
Restricted:     No
B2C e-commerce:     2.4 bn USD
Average spend per online shopper:  256 USD
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  2% credit card penetration

36% banked population

banked 
population

World 62%
Asia 51%
Indonesia 36%

credit card 
penetration

World 18%
Asia 11%
Indonesia 2%

internet 
penetration

World 41%
Asia 37%
Indonesia 31%

smartphone 
penetration

World 42%
Asia 41%
Indonesia 37%

3% 
other

5% 
e-wallet

29% card based

39%
bank transfer

25% 
cash based

Split by payment type



47%
e-commerce

growth

Malaysia

#2



The Central Bank of Malaysia estimates that the country’s economy will grow by around 4.3% 
to 4.8% in 2017. As well as a significant trade in primary raw materials – including petroleum 
products, wood and wood products – the country also has a sophisticated manufacturing sector 
and a thriving services industry. 

With 30 million inhabitants, the country is relatively small compared to its neighbours. Despite 
this, it has the third-largest economy in South Asia and one of the best records of economic 
growth. Natural resources such as oil reserves – mainly held in offshore fields – and substantial 
deposits of tin and copper have helped the country build its way to prosperity. Combined with 
more recent successes in the technology and services sectors, these considerable assets underpin 
the country’s modern prosperity.

Market summary
Malaysia is a developing e-commerce 
market but one full of promise. With high 
levels of connectivity and a good payment 
infrastructure – as long as you support local 
APMs – there should be a large e-commerce 
market. But at the moment, that market 
is not being adequately served. That’s an 
opportunity for anyone prepared to invest in 
the Malay market. 

The supporting infrastructure
20 million Malays, 67.5% of the population, have internet access. That’s more than double the regional 
average of 37%. Smartphone penetration is 41%, almost exactly in line with the average for Asia. 
35% of smartphone users only access the internet through their phones. 

81% of adults in Malaysia have a bank account; which is far higher than the world average. Only 20% 
have a credit card. That’s low by Western standards but makes the country the second biggest credit 
card market in South Asia, after Singapore. Online banking is increasingly popular in Malaysia.

Despite only 20% of Malaysians having a credit card, 39% of online purchases are paid for by card. 
40% are paid for using bank transfers, 18% with cash (in the usual fashion, with a customer taking a 
code from the online checkout to a participating retail outlet) and the remaining 3% with other types 
of alternative payment method (APM). 

Local banks such as Maybank2u, HongLeong and RHB – with a combined market share of around 
40% – offer online bank-transfer as a payment method.

The state of the e-commerce market
The Malaysian e-commerce market is worth 
$0.7 billion but is growing at a rate of 
around 47% a year. 40% of e-commerce is 
cross border. This is good news for foreign 
e-commerce providers, both because it 
indicates a willingness to shop cross-border 
and – for those wishing to set up in Malaysia 
– an underdeveloped domestic market. The 
latter is borne out by the fact that e-commerce 
only accounts for 0.2% of all retail sales.

Malaysia



Population:      29.7 m
GDP:       338.1 bn USD
GDP per capita:     11,307 USD
Area:       329,847 km2

Languages:      Malay
Currency:      Malaysian Ringgit (MYR)
Restricted:     Yes
B2C e-commerce:     0.7 bn USD
Average spend per online shopper:  412 USD
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If you’ve got a good product, particularly a luxury product from a credible Western brand, China’s 
middle class wants to buy it. In a 2016 study, McKinsey found that China’s e-commerce market is 
growing at a massive 50% a year. In 2015, Chinese consumers spent $40 billion with cross-border 
e-commerce sites.  According to another report, by 2020 one quarter of China’s population – 292 
million people – will use cross-border e-commerce sites. 

As China has become more prosperous, so its people have become more outward looking and more 
eager to engage with and experience the world. This is most startlingly apparent in Shanghai’s 
replica foreign cities – a mini London, Hallstatt, and Paris, complete with imitation Eifel tower – 
transplanted to the shores of the East China Sea. But it also manifests itself in a strong demand 
for foreign-brand products.

Market summary
China is a booming e-commerce market. But if 
you want to crack it, you need to understand 
local e-commerce culture and to offer locally 
preferred payment methods. Cloning your 
Western model and card-based payment 
setup won’t win you broad acceptance.

The supporting infrastructure
The availability and quality of internet access in China varies widely when moving from the cities 
(72%) to rural areas (28%). Nevertheless, in total 50.1% of Chinese have some form of internet access. 
Smartphone penetration is also just over 50%, with China home to 28% of the world’s smartphone 
users. Adoption is driven largely by the availability of budget Android phones, though other brands 
– notably Apple – are growing in popularity. 

79% of adults in China have a bank account. This compares well to the global average of 62%. China’s 
‘big four’ state-owned banks – the Industrial and Commercial Bank of China, the Bank of China, the 
China Construction Bank and the Agricultural Bank of China – engage in a fierce battle for new 
customers, while working with the government to increase participation overall. 

Only 16% of Chinese consumers have a credit card. Unsurprisingly, therefore, this isn’t the dominant 
online payment method, e-wallets are – with a 48% market share.  Cards do well to come a close 
second, with 32% of the market. The remaining transactions are paid for with bank transfers (10%), 
cash-based payment methods (8%) and assorted other APMs (2%).

The state of the e-commerce market
Worth $538 billion the Chinese e-commerce 
market is growing at a rate of 63.8% a year. 
The average shopper spends $1,703 with 
online merchants in any given year. As well 
being driven by the rapid rise in prosperity 
among the middle classes, Chinese e-commerce 
is underpinned by the rapid adoption of 
internet-enabled smartphones, particularly by 
the young.

China



Population:      1.357 bn
GDP:       10,354.8 bn USD
GDP per capita:     7,590 USD
Area:       9.597 m km2

Languages:      Mandarin (Standard Chinese)
Currency:      Chinese Yuan / Renminbi (CNY)
Restricted:     Yes
B2C e-commerce:     538.0 bn USD
Average spend per online shopper:  1,703 USD
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At PPRO we help people pay and get paid. We enable 
consumers, corporates and our payment industry 

partners. Everywhere, every minute, every way that 
people prefer to pay.

PPRO reduces the complexity of inter national 
e-commerce payments by acquiring, collecting and 
processing an extensive range of alternative payment 
methods for PSPs and financial institutions under 
one contract, through one platform and one single 
integration.

As a solution provider selling indirectly through 
industry partners, the PPRO Group specialises in cross-
border e-payments and e-money, working with PSPs 
and finan cial institutions such as acquirers to help  
them offer a vast range of alternative pay ment options 
to their merchant customers.

The PPRO Group offers local and inter national payment 
methods across more than 100 countries, allowing 
clients of PSPs and financial institutions to expand their 
e-commerce reach, arrange hassle-free collection and 
achieve higher con version rates.

In addition, the PPRO Group offers e-money accounts 
that come with products and features such as prepaid 
cards and IBAN.
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The e-commerce market and payment methods develop at a fast pace.
We therefore prepare and update our regional and country reports frequently.

If you are interested in obtaining updated versions please send an email to

sales@ppro.com
subject: reports

We also have comprehensive data on all payment methods worldwide.  
For global e-commerce and market information that meets your needs, 

just get in touch with us at the PPRO Group:

PPRO Financial Ltd
20 Balderton Street

London
W1K 6TL

UK

www.ppro.com
sales@ppro.com
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