
The developer’s 
guide to emerging 
eCommerce markets

Executive summary
• While the emerging markets for eCommerce are full of 

opportunity and high growth, they also have their quirks.

• Emerging markets include countries like China where cutting-

edge innovation and hyper growth are the norm, and countries 

like Brazil where growth is slower but still promising.

• A one-size-fits-all strategy for emerging markets is ineffective, 

and understanding the factors influencing each country’s eCom 

market is necessary for success.

• eCommerce growth relies on factors like internet penetration and 

smartphone adoption rates.

• Payment options are a key factor in winning the trust of 

consumers and enabling eCom transactions, both locally and 

cross-border.

• Many factors influence payment options, including large eCom 

vendors, government regulation, and cultural biases towards 

particular types of payments.

• Cross-border eCom transactions are very common — with China 

topping the list in terms of import and export — and payment 

platforms need to support multiple currencies, local languages, 

and the most popular payment options used in each country.

• While China is closest to becoming cashless, most emerging 

markets still rely heavily on cash. 

• Technology like AI, robotics, drones, and blockchain, are drastically 

cutting the time to complete payments and orders, and payment 

systems need to keep up.



Know your market
Before you internationalize and localize your application, it’s 
important to know your audience, their likes, dislikes, and 
cultural differences. While localized apps are downloaded 
around 128%1 more often than non-localized apps, it’s 
important to consider that app localization is about more than 
just translating the language and making the app available in a 
new region.

To fully realize the potential of a foreign marketplace, you 
need to account for the subtleties within different cultures. 
Successful localization involves a comprehensive review of 
text, visual content, graphics, currencies, times, and sounds, to 
incorporate cultural differences. For developers, leaving this to 
an online translating tool would be a bad idea. Rather, hiring an 
expert on the culture in your target country would make sense. 

eCom developers are no longer just coding to build and 
maintain a good-looking platform. They must understand 
the market’s business needs and consumer preferences. 
This entails paying attention to and understanding consumer 
tendencies rather than just hot technology trends. Because at 
the end of the day, a business runs on users’ needs.

Fortunately, developers can successfully address market needs 
while keeping pace with eCom technology trends. For example, 
developers can offer different payment options, like Apple Pay 
to speed up checkout. 

Along the same lines, developers have the opportunity to 
use payments technology to address the factors that lead to 
cart abandonment. This could include remarketing, sending 
reminder emails, providing a guest checkout or autofill option, 
and simplifying site navigation. 

Knowing your target market can help determine what payment 
technologies to implement. While supporting a broad range of 
payment options is always a good idea, it’s also best practice 
to offer enticing promotions that specifically address consumer 
preferences in specific countries.

 

1. Instabug Blog, https://instabug.com/blog/mobile-app-localization/ 



eCommerce in global emerging markets
The average person spends an average of 3-5 hours1 on their 
smartphone each day. So it’s no surprise that eWallets top 
the list of global eCom payment methods and are expected 
to grow from 36% in 2018 to 47% in 2022.2 Today, navigating a 
shopping app is so seamless that consumers can select, buy, 
complete checkouts, and process returns from their mobile 
devices, wherever they are. 

Consequently, brands must now have an online presence 
all over the world. In addition to adopting modern payment 
methods like Apple Pay and Google Pay to simplify online 
payments, many companies are creating experiences like virtual 
3D product tours to stay competitive. 

Mobile has been a powerful driver of eCom sales all over the 
world, particularly in China, Japan, South Korea, the UK, and 
the US. Other factors like better payment modes, better cross-
border sales, and enhanced technology in emerging markets 
have resulted in increased eCom sales, which are expected to 
surpass $4.6 trillion globally by 2022.2

What does this mean for you and your app? It means there’s 
virtually no limit to your potential available market. But it also 
means you will face high customer expectations and serious 
competition from other apps. To be competitive and relevant, 
you must stay up to date on the most popular coding languages 
including Python, C++, Java, BuildFire.js, and PHP.

It’s also a good idea to use app analytics to keep track of what 
your competition is doing and how they are doing it. Quite 
a few tools are available including App Annie, which offers 
statistics on competitors so you can determine their success in 
international markets. SurveyMonkey Intelligence is another tool 
with critical competitive app insights like usage, engagement, 
and retention.

Country overviews
Understanding the nuances in each emerging market is 
essential to crafting the right eCom strategy for that market. 
The technology trends that enable solutions for each market 
should be led by the market’s characteristics. Let’s take a look 
at various emerging markets and their traits, and then discuss 
some recommendations for each market.  

1. Statista, https://www.statista.com/statistics/781692/worldwide-daily-time-spent-on-smartphone/ 

2. Worldpay, 2018 Global Payments Report, https://worldpay.globalpaymentsreport.com/#/ 



China

The Chinese eCommerce market 
was worth $1.260B in 2018, and is 
forecast to grow to $1.785B by 2022, 
which makes it the number-one 
eCom marketplace globally.1 From 
food delivery to bike rental, mobile 
applications have become a necessity 
in China. React Native and jQuery 
Mobile are the two most popular 
cross-platform solutions for mobile 
developers, while Node.js, AngularJS, 
and .NET Core are the three most 
preferred application frameworks for 
web apps.2

While the Chinese typically prefer 
their own version of popular 
technology, China-developed 
source code repositories are still not 
widely adopted. While only 10.2% of 
developers use Alibaba Cloud Code 
repository, 30.7% of developers use 
GitHub to host source code, and 
30.5% of developers use internal 
corporate tools. This means that 
developers linking to local Chinese 

open source tools will need to make 
sure that their code is compatible 
with these repositories. 

Developers in China still prefer 
JavaScript, Java, and Python, and most 
also still use Windows, owing to 
the popularity and availability of the 
platform in China. Since integration 
with Chinese apps like WeChat and 
AliPay is key, it’s important that 
developers familiarize themselves 
and maintain compatibility with these 
systems. 

Developers in China are facing 
challenges with neuro-linguistic 
programming (NLP) and voice 
recognition, which stem from the 
complexity of the Chinese language. 
Despite this, the Chinese prefer voice 
chat over the complexity of a Chinese 
keyboard. In fact, China is leading the 
way when it comes to using voice 
search, with many using it to find 
product information and to search 

online.3 51% of regular voice users in 
China prefer to use voice search so 
that they don’t have to type.3 Baidu 
and TaoBao currently offer the most 
popular voice search options.  

Offline and online shopping 
experiences are merging and 
transforming the eCom space in 
China. Online-to-offline (O2O) is 
changing the way people buy online, 
through incentives like pick-up or try 
on in-store, which remove additional 
shipping costs for both the merchant 
and the user. For developers, these 
solutions require coding in the 
necessary options and connecting 
with the correct offline resources (e.g. 
local stores).

Payment wallets give consumers 
a fast and easy way to complete 
transactions without paying any 
additional fees for cross-border 
purchases.4 The shift to payment  
wallets in China is not surprising given 

1. Worldpay, 2018 Global Payments Report, https://worldpay.globalpaymentsreport.com/#/ 

2. Alibaba Cloud, https://www.alibabacloud.com/blog/25-things-you-should-know-about-developers-in-china_415712 

3. Digital Market Asia, http://www.digitalmarket.asia/chinese-consumers-lead-in-usage-of-voice-assistants-report/ 

4. TechInAsia, https://www.techinasia.com/talk/evolution-china-ecommerce 



the complexity of dealing with local 
Chinese banks. The distance to bank 
locations, long queues, and extended 
process to obtain a debit or credit 
card has led to more wholehearted 
embrace of mobile payments. 

Payment wallets have now become 
so ubiquitous that most young 
people in China no longer carry a 
wallet. Though Alipay now has 700 
million users and WeChat Pay has 
1 billion,1 both companies continue 
to innovate. For instance, Yu’e Bao 

from AliPay takes surplus money 
from the user’s account and invests 
it for higher returns.1 This model 
makes shopping an investment 
vehicle. The Chinese government is 
working hard to regulate Alipay and 
WeChat transactions by restricting 
the amounts these companies can 
accept from users per day.2

Although the government requires 
sellers to have a physical presence 
in the country, many businesses are 
able to use Hong Kong as a base 

for their operations and use an .hk 
domain to sell online. Every online 
business in China needs to acquire a 
special licence. This licence is given to 
Chinese companies only, so a Chinese 
partner is necessary. Additionally, all 
business servers need to reside in 
China, along with a local call center, 
so access to tech support by phone is 
a must.

 

Recommendations for China

• Look for local Chinese versions while integrating services and adding functions to your app since most 
popular apps like YouTube, Facebook and Twitter are banned in China.

• Ensure support for the top digital wallets including Alipay, WeChat Pay, and UnionPay.

• Almost every app in China offers an option to download content and use it offline, which is how 
consumers use their phone in the subway, so make sure this option is available.

• Apple developers can launch their apps on the App Store but Google Play is banned in China. Instead, 
over 70 local app distributors cover different regions, so Android developers will have to make their 
apps available through at least the top 20 distributors to be considered relevant. Be prepared to 
customize since each distributor often has their own terms, conditions and requirements.

1. Raconteur,  https://www.raconteur.net/finance/alipay-wechat-china-payments 

2. Wharton, https://knowledge.wharton.upenn.edu/article/how-will-chinas-overseas-mobile-payment-systems-fare/ 



India

India has about 22 different languages 
and many more dialects, but, unlike in 
China, all websites and mobile apps 
are in English. This is a great incentive 
for developers because very little 
work is required to localize apps. In 
fact, when Indians message each 
other in their local languages, they 
use the English alphabet.

The number of internet and 
smartphone users in India doubled 
in the past five years, and people 
are getting more comfortable with 
online buying. The eCom market in 
India was valued at $44B in 2018, 
and is expected to grow to $95B 
by 2022.1 The rise in employment 
opportunities, an expanding middle 
class, growing digital trust, and better 
economic conditions are some of 
the reasons for the boom in Indian 
eCommerce.

Amazon and Flipkart are leading the 
way among the many large global 
organizations investing in and fighting 
to control the eCom market in India. 
Flipkart was acquired by Walmart for 
$16B,2 and Amazon invested billions in 
its India operations.3 For developers 
of small eCom apps looking for 
logistics support for their stores, 
Flipkart’s Ekart logistics division has 
started offering services to other 
eCom vendors who need help and 
support.

It’s interesting to note that while 
Indian consumers have caught on 
to online shopping, they’ve yet to 
wholeheartedly embrace online 
payments. The Indian government 
demonetized its largest currency 
notes and introduced the United 
Payments Interface (UPI), which 
helped to move some payments 
online. Yet, Indian customers still 

prefer to pay with cash, and cash-
on-delivery accounts for about 19% of 
transactions.1 

Although cash is inconvenient and 
results in loss for eCom vendors, 
Indians are largely risk averse.4 
For developers, this necessitates 
connecting with local logistics 
services in India, all of which have 
cash-on-delivery services available 
like Gati, Aramex, FedEx and DTDC. 

Payment gateways like Alipay 
have partnered with Paytm, India’s 
largest payment service provider, to 
counter these payment challenges. 
Developers could also take a page 
from the Alipay book and connect 
with Paytm or other popular 
gateways like Google Pay, Amazon 
Pay, or Flipkart Phone Pe. 

Unlike China, there is no great firewall 
in India, making it possible to link to 

1. Worldpay, 2018 Global Payments Report, https://worldpay.globalpaymentsreport.com/#/ 

2. CNBC, https://www.cnbc.com/2018/12/13/flipkart-walmarts-16-billion-indian-start-up-bet.html 

3. CNBC, https://www.cnbc.com/2018/06/05/amazon-upping-india-investment-by-2-billion-report-says.html 

4. Hackernoon, https://hackernoon.com/how-cash-on-delivery-fuelled-e-commerce-growth-in-india-8ae66bea6cfe?gi=5fe843a61a1f 



all the popular services and functions. 
Mobile app development is also 10 
times cheaper than in the US, so 
hiring locally is a good idea. 

The Google Play Store is the place 
to launch your app — almost 90% of 
Indians use Android. Indians are also 
more cautious with new websites 

and services, so it’s important to 
ensure simple registration and an 
easy checkout process. 

While smartphones are becoming 
increasingly affordable and widely 
available, their penetration rate is still 
low, particularly among the poorer 
segments of the population. A light 

version of your app, like Facebook 
Lite or Twitter Lite, that works on 
feature phones is recommended. 
Developers must be able to code 
in Java, JavaScript, and HTML5 to 
maintain multiple versions of the app 
with the appropriate feature parity.

Recommendations for India

• Cash is king, so efforts need to be made to cater to cash preferences, while nudging customers to make 
non-cash transactions. This entails partnering with local logistics companies that provide cash-on-
delivery (COD). You can also try the Indian Post (where COD is called VPP), or startups like KartRocket and 
Delhivery, which also provide these services.

• To encourage Indians to use digital payments, incentives in the form of cashback or discounts are your 
best bet. 

• India offers a proliferation of digital payment options — Paytm, Google Pay, Amazon Pay, Phone pe and 
more. Keep an eye on these platforms, as one or two may come out as leaders in the coming years. 
Until then, an eCom app should support as many of these digital wallets as possible.

• Keep in mind that India’s banking system is more regulated and established than China’s.

• Rural areas have great potential for the growth of digital payment solutions due to the inefficiency of 
the banking system and large population. It’s unlikely that rural India will be using Google Pay or PayPal, 
so developers need to add all the popular Indian eWallets, like PaisaPay, Oxigen, Mobikwik, PayU Money, 
Freecharge, Vodafone M-Pesa, Airtel Money, and local bank eWallets that dominate the rural market.



Brazil

Brazil leads the way with the highest 
number of online shoppers in Latin 
America,1 and eCom is projected to 
grow from $28B in 2018 to $39B in 
2022.2 B2W is the largest eCommerce 
group in Brazil and owns many 
subsites like Americanas.com, 
Soubarato.com, Submarino.com, and 
Shoptime.com.3  

Local payment vendors and banks 
rule the roost when it comes to 
payments. This is because of a 
hefty IOF tax of 6.38% on all forex 
transactions, which discourages 
users from opting for global cards. 
Credit cards and Boleto Bancário 
account for more than 93% of all 
online purchases in Brazil.4

It is interesting to note that eCom 
shoppers in Brazil prefer to use 
installment payments more than 
shoppers in other markets; 55% of all 
credit card transactions in Brazil are 
made by splitting payments across 
12 months.5 The issuing bank bears 
the credit risk and each installment 
is charged on a monthly basis to the 
consumer’s credit card account(s). 
Payment wallets like PayPal and 
MercadoPago are available, but they 
are not yet widely used.

Brazilians use both local and 
international credit cards for 
shopping, but local cards only 
process transactions in Brazil Real, 
while international credit card 
companies process transactions 
in local and foreign currency. As a 

developer, you’ll want to accept any 
and every form of payment possible, 
so teaming up with a payment 
processing service like PagBrasil is 
recommended. 

PagBrasil allows merchants to offer 
up to 12 installments with their 
online stores, and to accept all credit 
and debit cards, Boleto Flash, bank 
transfers, and Boleto Bancário, which 
allows buyers to use a voucher that 
can be paid physically in more than 
200,000 establishments, in cash, or 
through online banking.6 

Since payments through Boleto 
Bancário can take up to three days to 
process, a better alternative is Boleto 
Flash, which provides same-day 
processing. While offering installment 

1. Brazil Reports, https://brazilreports.com/ecommerce-report-brazil/1742/ 

2. Worldpay, 2018 Global Payments Report, https://worldpay.globalpaymentsreport.com/#/ 

3. ystats.com, https://www.ystats.com/market-reports/brazil-b2c-e-commerce-market-2017/  

4. The Paypers, https://www.thepaypers.com/payment-methods/brazil/7 

5. Ebanx, https://business.ebanx.com/en/brazil

6. PagBrasil, https://www.pagbrasil.com/payment-methods/boleto-bancario/ 



Recommendations for Brazil

• Payment strategies in Brazil need to be in collaboration with local banks; Boleto Bancário will continue 
to dominate payments in Brazil, so support is crucial.

• Look to switch from Boleto Bancário to Boleto Flash when faster transactions are needed.

• Use installment payments to drive eCommerce sales.

• Make APIs available so local DIY apps can easily integrate with your app to extend reach.

payments is no doubt expensive and 
entails more cost, this is balanced 
by the fact that it increases both the 
conversion rate and the average 
value of purchased products. 

Unlike China, where “one-app-fits-

all,” Brazil is seeing a wave of bargain 
DIY app-building services, with 
millions of different apps being built 
to meet specific needs. The popular 
app-making service, AppMakr, 
has already been used to create 
over 80,000 Brazilian apps. For 

developers, this means integration 
is a big factor in Brazil — that means 
not only maintaining compatibility 
with local apps but also sharing tools 
and resources.



Russia

Russia’s eCommerce market is 
projected to grow from $38B in 2018 
to $54B by 2023.1

Popular eCom stores in Russia 
include AliExpress, Ozon, Ulmart, 
and KupiVIP. Alibaba is the online 
store with the most unique 
visitors, followed by Yandex.2 With 
a significant amount of product 
imported from neighboring China, 
Yandex recently launched two new 
eCom services, Beru and Bringly, to 
enhance the cross-border shopping 
experience. Interestingly, 30% of 
Russians shop only cross-border, 
which is the largest percentage 
of cross-border shopping for any 
country.3

Cash is big in Russia, accounting 
for 60% of card present payments 
in 2017. But consumers are primed 
for mCommerce, with eWallets 
accounting for 24% of card not 
present payments in 2017.1 The top 
payment providers in Russia are 
Robokassa, PayU, PayMaster, and 
Yandex Checkout. However, like 
India, cash-on-delivery is preferred, 
and all the courier companies, 
including UPS, provide COD services 
in Russia.

Another factor developers need to 
take into account is that 77% of the 
Russian population lives in Europe.4 
So it’s important to connect with 
local Russian logistics companies 

that specialize in distribution services 
for foreign retailers like SPSR Express, 
Shiptor, Itella Russia corporate, PEK, 
and CDEK Express.

While the majority of the country 
(80%) uses Android, the local 
Russian app store, Yandex.Store, is 
the country’s largest alternative to 
Google Play and Apple’s App Store, 
and comes preinstalled on most 
Russian phones, even lower-priced 
models.5 App developers will need 
to connect with Yandex, as it offers 
greater visibility in comparison to 
other app stores. Russia’s second-
largest alternative app store is 
GetUpps!, an app storefront offering 
over 50,000 apps for download.6

1. Worldpay, 2018 Global Payments Report, https://worldpay.globalpaymentsreport.com/#/ 

2. Ecommerce News Europe, https://ecommercenews.eu/ecommerce-in-russia-e14-2-billion-in-2017/

3. Ecommerce News Europe, https://ecommercenews.eu/yandex-launches-ecommerce-services-beru-and-bringly/ 

4. Quora.com, https://www.quora.com/I-know-Russia-is-a-large-country-but-where-is-most-of-the-Russian-population-located 

5. TechCrunch, https://techcrunch.com/2014/02/19/yandex-kit/ 

6. Forbes, https://www.forbes.com/sites/eladnatanson/2018/08/06/russian-app-market-is-on-fire/%20-%204a67ba4a3239 



Recommendations for Russia

• Keep watch on the diplomatic ties between Russia and China as much of Russian eCommerce is driven 
by China, and political tensions may have an impact. When relationships sour between countries, it isn’t 
uncommon for popular apps and tools to be banned. As a developer, this means having non-Chinese 
alternatives of any popular Chinese services available.

• Follow the large eCom players like Alibaba and Yandex; they set the majority of the Russian eCom 
agenda.

• Due to the influence of Chinese eCommerce and the easy availability of smart gadgets, Russia maybe 
more open to futuristic technologies like VR and AR.

• Russians rely heavily on cross-border transactions, and if you already have eCom operations in China, 
Russia is an open market waiting to be tapped.

• Make sure your eCom app is available on Yandex.Store and GetUpps! for maximum reach.



Now that we’ve covered a few of the unique characteristics of 
each of the key emerging markets, let’s dive deeper into the kind 
of solutions that work for these markets, and how to apply them 
across the board. 

eCom customers and vendors love digital wallets 
Digital payments via mobile wallets might be a relatively new trend, 
but seems to be catching on quickly. As many countries around the 
world work to become cashless, digital wallets look to be the next 
best thing. 

Unlike a bank transaction that involves multiple steps to complete 
a transaction online or in a retail store, digital payments are quicker, 
easier, and carry less risk as they go from one wallet to another, 
almost immediately. Consumers love that they can store money 
in a mobile app on their phones and make a payment by simply 
pointing their phone camera at a QR code, or by paying with a tap. 

Digital payments also make it easier to track money and spending. 
The advantage for sellers is the elimination of steps in the payment 
process. Instead of expensive equipment and a merchant account, 
all that’s needed is to print a QR code on a piece of paper.

Because of the risks with cash transactions, eCom vendors also 
look to digital wallets to drive online transactions and facilitate 
additional sales via promotional offers. Promotional offers are 
designed to entice customers towards digital payment options with 
offers like cash back, coupons, loyalty memberships, gift cards, VIP 
statuses, and discounts. Digital wallets are a win-win situation for 
all, leading to more sales for merchants and more value for users.

Market-specific payment options
Each country has its unique quirks when it comes to payments. 
While digital wallets rule supreme in China, cash is dominant 
throughout the rest of the world. Brazil is tightly regulated by the 
government, while Russia is closely allied with China. India is most 
open to investments from global giants like Amazon and Walmart. 
With all this variety, payment options should be equally diverse. 

An eCom app should support the top payment solutions available 
in the country in which it’s used. In China and Russia, even if Alibaba 
is a competitor, Alipay should still be supported. In Brazil, boleto 
payment solutions are a must. In India, eCom apps should support 
the wide variety of payment apps despite the fragmentation in the 
ecosystem. 



For digital payments to work seamlessly, eCom applications and 
the checkout process should be easy to use. Transactions should 
be cleared Immediately, or at most, in a few hours. One-click 
checkout should be available. Users should be able to pay in local 
currency with multiple payment options, and payments should be 
secured with two-factor authentication. As a whole, the checkout 
process should be easy and distraction-free. 

Factor in banks and regulators
In several emerging markets, banking systems are still more trusted 
than digital payments. However, in these very same countries, the 
banking systems can be inefficient. This presents a large untapped 
market for digital wallets and payment solutions. Tools like Splitit 
that offer instant approval, zero interest, and easy installment 
payments are gaining popularity, and can be easily integrated into 
an API.1

While digital wallets have several advantages, they do not offer 
any interest on collected balances as banks do. eCom vendors can 
compete by creating partnerships with banks to give customers 
exciting finance offers like no-cost equated monthly installments 
(EMIs) and zero-interest EMIs. Banks want to make their debit and 
credit cards as appealing as possible, and they are eager to offer 
discounts and promotions to customers. By employing a dual 
strategy of promoting digital wallets and partnering with banks, 
eCom vendors can get the best of both worlds.

Virtual Reality and Augmented Reality
Although new, Virtual Reality (VR) and Augmented Reality (AR) 
are slowly becoming mainstream and are increasingly important 
as marketing tools for online businesses. eCom brands that have 
implemented VR and AR features in their apps or websites have 
seen significant decreases in return requests. 

VR allows consumers to explore and visualize products, and offers 
a virtual store experience from the comfort of home. AR creates 
“try before you buy” opportunities. For example, IKEA is using AR to 
show potential customers how a piece of furniture would fit into 
their living room. Fashion brands are using the technology to allow 
people to see how clothing will look on them before purchase. 

VR and AR give businesses a competitive edge by creating unique 
experiences that make shoppers want to come back for more. 
They also give offline-only shoppers a reason to explore online 
shopping.

1. Splitit, https://www.splitit.com/ 



Other futuristic technology
Along with VR and AR, artificial intelligence (AI) is being utilized 
by eCom vendors to improve customer satisfaction and product 
search results, and run targeted promotions.1 Smart assistant 
applications like Google’s Android Assistant make automated and 
voice-based eCom transactions possible. While still in its infancy, 
the next level is apps which can take voice input from users in their 
own regional languages.

In China, drones and robots are employed to drive efficiency across 
the logistics of eCommerce.2 Alibaba founder Jack Ma wants to 
reduce the company’s  global delivery times to 72 hours, which is 
ambitious. To succeed, Alibaba needs a solution like Alipay, which 
can process transactions in real-time, avoid chargebacks, and 
seamlessly handle refunds. 

Lastly, blockchain is emerging as the most promising option for 
cross-border payments.3 This crypto technology can execute 
transactions in real time with few or no transaction fees and the 
highest levels of security. 

All of these efforts aim to improve the eCom user experience. 
As shopping becomes more customer-centric and intuitive and 
delivery times become shorter, payment systems will need to keep 
pace. Real-time payment processing is the way forward.4

Key takeaways

• The key principles to keep in mind when working with 
emerging eCom markets are to account for cultural 
differences, and to choose the right technology that aligns 
with user preferences.

• As the largest and most innovative eCom market globally, 
China is in a league of its own. Integration is key to success 
in the country, and that means maintaining knowledge and 
compatibility with Windows and Java as well as popular 
development platforms like React Native, jQuery Mobile, Node.
js, AngularJS, and .NET Core.

1. eMarketer, https://www.emarketer.com/Chart/How-Retailers-Worldwide-Expecting-Benefit-Using-AI-Customer-Facing-Func-
tions-of-respondents-Aug-2018/225100  

2. South China Morning Post,  https://www.scmp.com/tech/china-tech/article/2149869/chinas-alibaba-and-jdcom-invest-bil-
lions-drones-and-robots-upgrade  

3. The Clearing House, https://www.theclearinghouse.org/banking-perspectives/2016/2016-q4-banking-perspectives/articles/block-
chain-cross-border-payments  

4. Worldpay, 2018 Global Payments Report, https://worldpay.globalpaymentsreport.com/#/ 



• Large eCom companies like Alibaba and Amazon play a key 
role in determining which payment options gain adoption; 
they also often have their own payment wallets, which are 
important to support.

• One size doesn’t fit all. Digital wallets lead the way in some 
markets, while banks dictate other markets. Some markets are 
exclusively cross-border driven, while others have regulations 
that make cross-border eCommerce expensive. Factor in all 
these nuances when planning your eCom strategy.

• Simplifying navigation, registration and checkout is key to 
eCom success.

• Customizing payment options for countries like India and 
Russia requires local partnerships to provide cash-on-delivery 
options. In Brazil, the majority of customers require installment 
options.

• Make use of the latest technology like AR, VR, AI, and the like to 
enhance the user experience as much as possible. The current 
level of cart abandonment (77.24%) shows we still have a long 
way to go.1

• While local payment vendors are looking to gain a foothold 
in their home countries and neighboring countries, global 
payment vendors want to expand their footprint and bring 
consistency to the payment sector. In many emerging 
markets, it’s still too early to tell who will come out on top. For 
now, adopting an inclusive strategy towards digital wallets 
makes sense for emerging markets.

Methodology
Information in this report was taken from Worldpay’s 2018 Global 
Payments Report and supplemented with information by in-
house developer experts. The Global Payments Report covers a 
comprehensive overview of the ways global consumers pay, from 
Argentina to Vietnam and everywhere in between. Our report 
details how we pay today—and projects how we’ll pay in the 
future—globally, by region, and in 36 select countries.

1. Barilliance, https://www.barilliance.com/cart-abandonment-rate-statistics/ 
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About Worldpay
Worldpay, Inc. (NYSE: WP; LSE: WPY) is a leading payments 
technology company with unique capability to power global 
integrated omni-commerce. With industry-leading scale and 
an unmatched integrated technology platform, Worldpay offers 
clients a comprehensive suite of products and services globally, 
delivered through a single provider. Worldpay processes over 40 
billion transactions annually through more than 300 payment types 
across 146 countries and 126 currencies. The company’s growth 
strategy includes expanding into high-growth markets, verticals 
and customer segments, including global eCommerce, Integrated 
Payments and B2B. Worldpay, Inc. was formed in 2018 through the 
combination of the No. 1 merchant acquirers in the U.S. and the U.K. 
Worldpay, Inc. trades on the New York Stock Exchange as “WP” and 
the London Stock Exchange as “WPY.”


