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This year is beginning to look up for digital retailers globally. We’re predicting a small rebound for ecommerce 

sales worldwide, hitting nearly $6 trillion this year before topping $7 trillion in 2025, double the amount from 

2019. This eMarketer report reveals the top 10 ecommerce markets; growth opportunities in India, the US, 

and Southeast Asia; and trends driving the gap between ecommerce and overall retail sales.
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Global Retail Ecommerce Forecast: Welcome to the Slower-Growth 
New Normal

Ecommerce growth around the world has decelerated precipitously since the pandemic-driven boom of 2020. Last year, 
digital shopping lost ground to brick-and-mortar in several major markets. This year will be slightly better for digital 
retailers, but the boom times of the 2010s are not coming back.

% change

Retail Sales Growth and Retail Ecommerce* Sales
Growth Worldwide, 2015-2026

2015 2016 2017 2018 2019 2021 2022 2023 2024 2025 2026

6.2% 6.0% 6.5%
4.5% 5.3%

-2.6%

12.5%

6.9%

3.9% 4.3% 3.7% 3.4%

23.0%

26.8%

28.4%

22.0%
20.9%

26.7%

16.8%

7.1%
8.9% 9.4% 8.8% 8.1%

Retail sales growth Retail ecommerce* sales growth

Note: excludes travel and event tickets, payments such as bill pay, taxes, or money transfers,
restaurant sales, food services and drinking place sales, gambling and other vice goods
sales; *includes products or services ordered using the internet, regardless of the method of
payment or fulfillment
Source: eMarketer, Dec 2022
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KEY QUESTION: Following years of volatility, how will 
ecommerce fare globally and country by country over the 
next few years?

KEY STAT: Retail ecommerce sales worldwide will grow by 
8.9% this year. After over a decade of ecommerce growth 
vastly outperforming overall retail sales growth, the gap 
between the two will be much reduced going forward. 

Contents

2 Global Retail Ecommerce Forecast 2023: Welcome to the 
Slower-Growth New Normal

3 The One-Pager

4 Global ecommerce growth rates are now in the  
single digits.

5 In 2023, total retail sales growth worldwide will muddle 
through at just under 4%.

6 The gap between ecommerce sales growth and retail 
sales growth has shrunk.

7 Ecommerce’s share of total retail was nearly flat from 
2021 to 2022, an unprecedented outcome.

8 Southeast Asia will post the fastest ecommerce growth 
of any region for the third year in a row.

9 Five countries from Southeast Asia will make the top 10 
list for fastest ecommerce growth.

10 Ecommerce lost ground in a dozen countries last year but 
will regain momentum everywhere in 2023.

11 China’s ecommerce growth has slowed, but it remains 
utterly dominant in terms of overall sales.

12 Several major markets will do relatively well in 2023, not 
least the US.

12 Marketers and retailers should recalibrate expectations 
then seek out growth hotspots.

15 Editorial and Production Contributors

https://www.channeladvisor.com/?utm_campaign=na-emarketer-forecast-q123&utm_medium=sponsored%20report&utm_source=emarketer&utm_content=website
https://www.channeladvisor.com/?utm_campaign=na-emarketer-forecast-q123&utm_medium=sponsored%20report&utm_source=emarketer&utm_content=website


Page 3Page 3Copyright © 2023, Insider Intelligence Inc. All rights reserved.PRESENTED BY:

Worldwide retail ecommerce sales will grow by 8.9% this year, only  
5 percentage points faster than overall retail. 

Ecommerce’s share of total retail was nearly flat in 2022, an 
unprecedented outcome.

Recalibrate expectations and seek out the remaining 
growth hotspots.

China’s malaise is driving this decline. China’s economic 
woes means the growth figures of yesteryear are likely 
gone for good.

The US remains a good bet. Among advanced 
economies, only the US and South Korea will produce 
double-digit ecommerce sales growth in 2023.

Ecommerce sales will reach nearly $6 trillion this year, 
well off the pace we once expected. We have reduced 
our forecast every year out to 2026. 

Keep an eye on India, Indonesia, Mexico, and Brazil. 
These four emerging markets have significant scale and 
will grow by double digits this year.

Last year played out even worse than expected. 
Ecommerce growth worldwide came in at 7.1%, lower 
than our 9.7% projection.

Southeast Asia’s ecommerce sales will grow faster 
than any other region. Five of its countries will be in the 
2023 top 10 list for fastest growth.

Your OpportunityOur Findings

Ecommerce growth around the world has slowed sharply since the pandemic-driven boom of 2020. Last year, digital 
shopping lost ground to brick-and-mortar in several major markets for the first time. This year will be slightly better for digital 
retailers, but the boom times of the 2010s are over.

Worldwide Retail Ecommerce Forecast 2023
The New Normal is Slower-Growth

Key Stat

The One-Pager

Also in this report: Retail sales worldwide | Ecommerce sales by country |  
Ecommerce share of retail by country

% change

Retail Sales Growth and Retail Ecommerce* Sales
Growth Worldwide, 2015-2026
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6.9%
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Retail sales growth Retail ecommerce* sales growth

2020

% change

Top 10 Countries, Ranked by Retail Ecommerce
Sales Growth, 2023

1. Philippines 24.1%

2. India 22.3%

3. Indonesia 20.0%

4. Malaysia 18.0%

5. Thailand 16.0%

6. Mexico 14.2%

7. Argentina 14.0%

8. Vietnam 12.5%

9. South Korea 10.6%

10. US 10.5%

The One-Pager
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Behind the Numbers

Our forecasts for retail and ecommerce sales are updated on a biannual basis to continually incorporate the latest changes and 
developments in the global marketplace. Our global forecast is based upon the analysis of 22,343 data points from 850 sources, including 
estimates from third-party research sources, retail industry sources, government releases covering macro-level economic conditions, and 
retail ecommerce sales data and revenues as reported by major online retailers. We also incorporate relevant consumer buying trends and 
mobile device adoption, which play a large role in the uptake of ecommerce shopping.

We exclude the following consumer categories from our definition of retail ecommerce sales: food services and drinking place sales (e.g., 
restaurant sales, restaurant delivery ordered online); travel sales; event ticket sales; payments, such as bill pay, taxes, or money transfers; 
gambling and other vice good sales.

Our complete estimates for worldwide retail and ecommerce spending and digital buyer figures can be found in this report’s 
accompanying spreadsheet, or they can be accessed interactively via our website’s forecast module.

Global ecommerce growth rates are now in the single digits.

In 2022, ecommerce sales worldwide increased at the slowest rate since our tracking began in 2011. Growth will rebound 
slightly this year, but annual double-digit booms are a thing of the past. 

trillions, % change, and % of total retail sales
Retail Ecommerce Sales Worldwide, 2021-2026

$5.075

$6.478
$7.046

$7.619

2021 2022 2023 2024 2025 2026

19.3% 20.2% 21.2% 22.2% 23.3%

19.2%

Retail ecommerce sales % change % of total retail sales

Note: includes products or services ordered using the internet, regardless of the method of
payment or fulfillment; excludes travel and event tickets, payments such as bill pay, taxes, or
money transfers, restaurant sales, food services and drinking place sales, gambling and
other vice goods sales
Source: eMarketer, Dec 2022
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$5.437
$5.920

16.8%

7.1%
8.9% 9.4% 8.8% 8.1%

 ■ Last year played out even worse than expected. 
Ecommerce growth worldwide came in at 7.1%, lower 
than our 9.7% projection. We anticipate an improvement 
over the next few years but not by much.  

 ■ Ecommerce sales will reach nearly $6 trillion this 
year, well off the pace we once expected. We 
lowered our 2023 growth estimate to 8.9%—from 
10.4%—due to the still-shaky economic outlook. We 
also reduced our forecast for 2026 by about half a 
trillion from what we projected six months ago. China’s 
malaise is driving this decline as much as any other 
factor since it accounts for over half of the global total.

 ■ Nonetheless, sales will increase by $483 billion in 
2023—more than the entire US market in 2017. The 
end of the high-growth era does not mean the end of 
enormous new sales figures, thanks to ecommerce’s 
huge base. By 2025, ecommerce will top $7 trillion, 
double the amount from 2019.

https://www.channeladvisor.com/?utm_campaign=na-emarketer-forecast-q123&utm_medium=sponsored%20report&utm_source=emarketer&utm_content=website
https://www.channeladvisor.com/?utm_campaign=na-emarketer-forecast-q123&utm_medium=sponsored%20report&utm_source=emarketer&utm_content=website
https://totalaccess.emarketer.com/images/chart_gifs/bbc3983a8afa7797de67ab8d70e6bbed/global-retail-ecommerce-forecast-2023.xlsx
https://forecasts-na1.emarketer.com/5a53f4f2d8690c0d70ffaa06/5a53e470d8690c0d70ffa9ae
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In 2023, total retail sales growth worldwide will muddle through at just 
under 4%.

It won’t get much better than low single digits going forward. The next few years will see low growth by historic 
standards but not to a disastrous extent.

trillions and % change
Total Retail Sales Worldwide, 2021-2026

$28.195
$29.294

$30.567
$31.691

$32.759

2021 2022 2023 2024 2025 2026

12.5%

6.9%

3.9%
4.3%

3.7% 3.4%

Total retail sales % change

Note: excludes travel and event tickets, payments such as bill pay, taxes, or money transfers,
restaurant sales, food services and drinking place sales, gambling and other vice goods sales
Source: eMarketer, Dec 2022

279981 eMarketer  |  InsiderIntelligence.com

$26.368

 ■ The sputtering of China’s economic engine means 
the growth figures of yesteryear are likely gone for 
good. China’s multidecade boom led to global retail 
growth figures that regularly topped 6%. Those days are 
over for China, and although India is still a growth driver, 
it won’t be enough to make up for China’s sluggishness.

 ■ We increased our latest 2022 growth estimates, 
but reality will set in this year. Six months ago, we 
projected a 4.7% gain for retail sales in 2022. Now we 
put that figure at 6.9% thanks (mainly) to inflation and 
(less so) to lingering post-pandemic pro-spending 
behavior. Those factors will have less of an effect on 
total retail sales in 2023.

 ■ We expect a stable—if lackluster—economic 
environment in 2023 with retail growth to match. 
The global economy is likely set for a soft landing, 
inflation is cooling off, and the worst is seemingly over 
in Europe and China. As a result, we anticipate a steady 
retail environment for the next several years across 
most regions of the world.

https://www.channeladvisor.com/?utm_campaign=na-emarketer-forecast-q123&utm_medium=sponsored%20report&utm_source=emarketer&utm_content=website
https://www.channeladvisor.com/?utm_campaign=na-emarketer-forecast-q123&utm_medium=sponsored%20report&utm_source=emarketer&utm_content=website
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The gap between ecommerce sales growth and retail sales growth 
has shrunk.

For the last decade, ecommerce growth worldwide vastly exceeded overall retail growth. That pattern came to a 
crashing halt in 2021 and 2022 and will only partially resume going forward.

% change

Retail Sales Growth and Retail Ecommerce* Sales
Growth Worldwide, 2015-2026

2015 2016 2017 2018 2019 2021 2022 2023 2024 2025 2026

6.2% 6.0% 6.5%
4.5% 5.3%

-2.6%

12.5%

6.9%

3.9% 4.3% 3.7% 3.4%

23.0%

26.8%

28.4%

22.0%
20.9%

26.7%

16.8%

7.1%
8.9% 9.4% 8.8% 8.1%

Retail sales growth Retail ecommerce* sales growth

Note: excludes travel and event tickets, payments such as bill pay, taxes, or money transfers,
restaurant sales, food services and drinking place sales, gambling and other vice goods
sales; *includes products or services ordered using the internet, regardless of the method of
payment or fulfillment
Source: eMarketer, Dec 2022
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2020

 ■ Last year, consumers everywhere streamed back 
into stores as pandemic-era conditions faded. This 
trend was evident throughout the year, but its impact on 
the data has been stark: The gap between ecommerce 
growth and overall retail growth in 2022 was almost 
nonexistent—just two-tenths of a percentage point.

 ■ Ecommerce has not entirely lost its luster, but 
consumers are clearly not prepared to abandon 
physical stores. Going forward, the growth gap 
between ecommerce and overall retail will be about 5 
percentage points. 

 ■ Ecommerce growth will still outperform brick-
and-mortar but to a lesser degree. We do not 
publish a specific global brick-and-mortar figure. But 
the numbers suggest an in-store growth rate of 6.9% 
last year, falling to 2.7% this year and 3.1% next year. 
That would lag ecommerce growth by a little over 6 
percentage points per annum. 

https://www.channeladvisor.com/?utm_campaign=na-emarketer-forecast-q123&utm_medium=sponsored%20report&utm_source=emarketer&utm_content=website
https://www.channeladvisor.com/?utm_campaign=na-emarketer-forecast-q123&utm_medium=sponsored%20report&utm_source=emarketer&utm_content=website
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Ecommerce’s share of total retail was nearly flat from 2021 to 2022, an 
unprecedented outcome.

Ecommerce has been gobbling up share of the total retail pie ever since digital shopping was invented. That process hit a 
wall in 2022 but will resume—more slowly—in the coming years. 

% of retail sales

Retail Ecommerce Share of Total Retail Sales
Worldwide, 2015-2026

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026

7.4%

8.8%
10.6%

12.4%
14.3%

18.5%

19.2%

19.3%

20.2%

21.2%

22.2%

23.3%

Note: includes products or services ordered using the internet, regardless of the method of
payment or fulfillment; excludes travel and event tickets, payments such as bill pay, taxes, or
money transfers, restaurant sales, food services and drinking place sales, gambling and
other vice goods sales
Source: eMarketer, Dec 2022

279965 eMarketer  |  InsiderIntelligence.com

 ■ Going forward we expect the share to increase by 
about 1 percentage point per year. The pandemic 
pulled ecommerce’s share growth forward, but it will no 
longer look like it did in 2019. In the five years before the 
coronavirus, ecommerce claimed multiple percentage 
points of additional share every year.

 ■ Brick-and-mortar’s strong growth last year left 
ecommerce treading water. From 2012 through 2020 
ecommerce’s share of retail sales worldwide increased 
to 18.5%, from 4.5%. But from 2021 to 2022, that share 
increased only slightly, by about 0.8 percentage points. 

 ■ In numerous countries around the world, 
ecommerce lost ground. No country had ever seen 
an ecommerce share decline since our national-level 
tracking began in 2008. But in 2022, that happened in a 
dozen places—mostly in Western Europe and East Asia. 

https://www.channeladvisor.com/?utm_campaign=na-emarketer-forecast-q123&utm_medium=sponsored%20report&utm_source=emarketer&utm_content=website
https://www.channeladvisor.com/?utm_campaign=na-emarketer-forecast-q123&utm_medium=sponsored%20report&utm_source=emarketer&utm_content=website
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Southeast Asia will post the fastest ecommerce growth of any region for 
the third year in a row.

The wider Asia-Pacific region—which includes Southeast Asia’s metrics—will remain near the bottom of the 
international rankings, due largely to China’s slower growth rate. 

% change

Total Retail and Retail Ecommerce* Sales Growth
Worldwide, by Region, 2023

Southeast Asia**
18.6%

7.0%

Middle East and Africa
16.0%

6.0%

Latin America
12.7%

4.8%

Central and Eastern Europe
10.3%

0.4%

North America
10.2%

3.1%

Asia-Pacific
8.8%

5.1%

Western Europe
4.8%

1.6%

Retail ecommerce sales growth* Total retail sales growth

Note: excludes travel and event tickets, payments such as bill pay, taxes, or money transfers,
restaurant sales, food services and drinking place sales, gambling and other vice goods
sales; *includes products or services ordered using the internet, regardless of the method of
payment or fulfillment; excludes travel and event tickets, payments such as bill pay, taxes, or
money transfers, restaurant sales, food services and drinking place sales, gambling and
other vice goods sales; **is a subset of Asia-Pacific and the Southeast Asia figures are also
included in the Asia-Pacific totals
Source: eMarketer, Dec 2022

279973 eMarketer  |  InsiderIntelligence.com

 ■ In 2023, no region will top 20% growth—a stark 
difference from rates in the 30% to 50% range seen 
as recently as two years ago. However, growth rates 
in North America, Asia-Pacific, and Western Europe will 
all accelerate year over year. For overall retail sales, only 
Asia-Pacific will accelerate this year, thanks to China’s 
emergence from its “zero-COVID” policy.

 ■ Western Europe will have the slowest regional 
ecommerce growth rate in 2023, but that still 
represents a huge rebound. Last year, Western 
Europe’s overall ecommerce market contracted by 3.9%, 
the first time any region posted negative year-over-
year digital sales growth since our tracking started in 
2009. Poor economic conditions, the war in Ukraine, 
debilitating inflation, the energy crisis, exchange rate 
abnormalities, and lower-cost brick-and-mortar options 
were the culprits. 

 ■ Ecommerce sales outright declined in Europe’s 
three largest markets in 2022. France, Germany, 
and the UK all saw a contraction last year. Our “other 
Western Europe” category—which includes the 
Nordics, Belgium, the Netherlands, Switzerland, and the 
remaining smaller nations—netted out at -1.5% growth 
as well. Before this, we had never recorded negative 
ecommerce growth anywhere. All these markets are 
expected to return to the positive side of the ledger 
this year.

https://www.channeladvisor.com/?utm_campaign=na-emarketer-forecast-q123&utm_medium=sponsored%20report&utm_source=emarketer&utm_content=website
https://www.channeladvisor.com/?utm_campaign=na-emarketer-forecast-q123&utm_medium=sponsored%20report&utm_source=emarketer&utm_content=website
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Five countries from Southeast Asia will make the top 10 list for fastest 
ecommerce growth.

India and South Korea will be among the 10 fastest growing countries, making seven from Asia-Pacific. Latin America 
will also be well represented.

% change

Top 10 Countries, Ranked by Retail Ecommerce
Sales Growth, 2023

1. Philippines 24.1%

2. India 22.3%

3. Indonesia 20.0%

4. Malaysia 18.0%

5. Thailand 16.0%

6. Mexico 14.2%

7. Argentina 14.0%

8. Vietnam 12.5%

9. South Korea 10.6%

10. US 10.5%

Note: includes products or services ordered using the internet, regardless of the method of
payment or fulfillment; excludes travel and event tickets, payments such as bill pay, taxes, or
money transfers, restaurant sales, food services and drinking place sales, gambling and
other vice goods sales
Source: eMarketer, Dec 2022

279969 eMarketer  |  InsiderIntelligence.com

 ■ Asia-Pacific countries will dominate the list of 
fastest growing ecommerce markets for the next 
several years. The Philippines and India are expected 
to be Nos. 1 and 2, respectively, every year through 
2026. Malaysia and Thailand will hover in the top five 
every year as well.

 ■ Argentina will be ever-present on the growth list, 
largely due to its notoriously outlandish inflation. 
Argentina posted 22.8% growth in total retail in 2022—
the second fastest rate of expansion in the world—and 
23.3% growth in ecommerce. But as always, these 
metrics had little to do with the health of Argentina’s 
economy or the strength of its consumer market. We 
anticipate similarly distorted high figures for 2023.

 ■ India’s and Indonesia’s growth will be the most 
meaningful in terms of spending. Digital buyers in 
India will shell out $21.70 billion more on ecommerce 
this year than they did last year. In Indonesia, spending 
will increase by $16.19 billion. Those two figures add 
up to far more new sales than the rest of the top 10 will 
produce combined, excluding the US. 

https://www.channeladvisor.com/?utm_campaign=na-emarketer-forecast-q123&utm_medium=sponsored%20report&utm_source=emarketer&utm_content=website
https://www.channeladvisor.com/?utm_campaign=na-emarketer-forecast-q123&utm_medium=sponsored%20report&utm_source=emarketer&utm_content=website


Page 10Page 10Copyright © 2023, Insider Intelligence Inc. All rights reserved.PRESENTED BY:

Ecommerce lost ground in a dozen countries last year but will regain 
momentum everywhere in 2023.

Ecommerce’s share of retail worldwide will cross 20% this year, but this figure continues to be driven mainly by China and 
a handful of other large markets. In most countries, ecommerce’s climb to the 20% threshold will be incremental and take 
many more years—and some took a step backward in 2022.

% of total retail sales

Top 10 Countries, Ranked by Retail Ecommerce as a
Share of Total Retail Sales, 2023

1. China* 47.0%

2. Indonesia 31.9%

3. UK 30.6%

4. South Korea 30.0%

5. US 15.8%

6. Mexico 14.2%

7. Singapore 14.0%

8. Japan 13.7%

9. Russia 13.2%

10. Canada 11.7%

Note: includes products or services ordered using the internet, regardless of the method of
payment or fulfillment; excludes travel and event tickets, payments such as bill pay, taxes, or
money transfers, restaurant sales, food services and drinking place sales, gambling and
other vice goods sales; *excludes Hong Kong
Source: eMarketer, Dec 2022

279975 eMarketer  |  InsiderIntelligence.com

 ■ Ecommerce lost share in a diverse array of 
geographies last year. The list of backtracking 
countries included numerous key markets: Brazil; 
Canada; five markets in Western Europe (the UK, Spain, 
France, Germany, and Italy); and five markets in Asia-
Pacific (South Korea, Australia, Taiwan, Malaysia, and 
Vietnam). Before 2022, this kind of backtracking had 
never happened before anywhere.

 ■ Ecommerce’s share stagnated last year for myriad 
economic and social reasons, but the worst is over. 
Brick-and-mortar’s return is undeniable and ecommerce 
boomtimes are over. But all 25 countries we track 
will see an increase in ecommerce’s share of retail in 
2023—although some only marginally. The biggest 
leaps will come in Southeast Asia and Central and 
Eastern Europe.

 ■ The sheer size of China’s ecommerce market means 
its world-leading ecommerce share of total retail 
always skews the figures. Indonesia and South Korea 
are also abnormally high in this metric. For context, 
ecommerce’s share of total retail in the non-Asia-Pacific 
regions of the world will be about 13.0%.

https://www.channeladvisor.com/?utm_campaign=na-emarketer-forecast-q123&utm_medium=sponsored%20report&utm_source=emarketer&utm_content=website
https://www.channeladvisor.com/?utm_campaign=na-emarketer-forecast-q123&utm_medium=sponsored%20report&utm_source=emarketer&utm_content=website
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China’s ecommerce growth has slowed, but it remains utterly dominant in 
terms of overall sales.

The US and China will account for 70.7% of all ecommerce in the world in 2023, but China will produce the lion’s share.

trillions

Retail Ecommerce Sales in China* and the US,
2020-2026

2020 2021 2022 2023 2024 2025 2026

$2,314.67
$2,638.72

$2,799.69
$3,023.66

$3,292.77

$3,556.19

$3,805.12

$815.45
$960.44 $1,052.93

$1,163.49
$1,292.64

$1,438.7
$1,605.59

China* US

Note: includes products or services ordered using the internet, regardless of the method of
payment or fulfillment; excludes travel and event tickets, payments such as bill pay, taxes, or
money transfers, restaurant sales, food services and drinking place sales, gambling and
other vice goods sales; *excludes Hong Kong
Source: eMarketer, Dec 2022

279979 eMarketer  |  InsiderIntelligence.com

 ■ China’s share of ecommerce worldwide has peaked 
and is declining, but it will still top 50%. In 2019, 
China generated 56.3% of global ecommerce sales. 
That metric has been tailing off and will fall to 51.1% 
this year. Nevertheless, China will cross the $3 trillion 
ecommerce sales mark in 2023.

 ■ Pandemic control measures debilitated consumer 
spending in China last year, but their removal will 
not bring back the good old days.  China’s notorious 
“zero-COVID” policy contributed to the decline of 
consumer confidence and kneecapped economic 
growth. But the end of China’s high-growth era was 
inevitable, and the slowdown had already begun before 
2020. Single-digit retail growth was coming no matter 
what—the pandemic merely sped up the process. 

 ■ China is pulling down the global average for 
ecommerce growth. Throughout the 2010s, China 
vastly outpaced the annual growth average worldwide, 
often by enormous margins. Now, however, China is 
underperforming compared with most countries. If 
not for China’s new normal (8.0% growth this year, 
8.9% next year), ecommerce worldwide would have 
been in line for double-digit increases over the next 
several years.

https://www.channeladvisor.com/?utm_campaign=na-emarketer-forecast-q123&utm_medium=sponsored%20report&utm_source=emarketer&utm_content=website
https://www.channeladvisor.com/?utm_campaign=na-emarketer-forecast-q123&utm_medium=sponsored%20report&utm_source=emarketer&utm_content=website
https://forecasts-na1.emarketer.com/584b26021403070290f93a2d/5851918a0626310a2c186abb
https://forecasts-na1.emarketer.com/5a4ffd6cd8690c0c28d1f4b3/5a4fcac5d8690c0c28d1f468
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Several major markets will do relatively well in 2023, not least the US.

Ecommerce growth worldwide topped 20% for 10 consecutive years before 2021. That threshold used to be the informal 
standard for defining a standout year. Expectations need to be scaled down now. If 10% is the new bar, there will be 
plenty of bright spots.

billions and % change

Top 10 Countries, Ranked by Retail Ecommerce
Sales, 2023

10. France

9. Canada

8. Indonesia

7. Germany

6. India

5. South Korea

4. Japan

3. UK

2. US

1. China*

Sales (billions)

$79.36

$82.81

$97.14

$97.32

$118.90

$147.43

$193.42

$195.97

$1,163.49

$3,023.66

% change

5.2%

5.5%

20.0%

8.5%

22.3%

10.6%

6.5%

2.3%

10.5%

8.0%

Note: includes products or services ordered using the internet, regardless of the method of
payment or fulfillment; excludes travel and event tickets, payments such as bill pay, taxes, or
money transfers, restaurant sales, food services and drinking place sales, gambling and
other vice goods sales; *excludes Hong Kong
Source: eMarketer, Dec 2022
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 ■ India and Indonesia are the big countries still in 
high-growth mode. Indonesia is set to cross  
$100 billion next year, at which point it will be the 
seventh largest ecommerce market in the world. India 
will enter the top five by 2026. 

 ■ The US is quietly in line for a good year. Among 
advanced economies, only the US and South Korea will 
produce double-digit ecommerce sales growth in 2023. 
In the US, this will amount to $110.56 billion more sales 
than in 2022. That’s a year-over-year increase larger 
than most national markets will produce in total.

 ■ The UK is now amid what will be an extended slump. 
UK ecommerce sales contracted by a shocking 6.8% 
last year (only Germany performed worse). We project 
growth will not exceed 3% in the UK for the next several 
years. The rest of Western Europe also had a poor 
2022, but continental Europe will recover more quickly 
than the UK.

Marketers and retailers should recalibrate expectations then seek out 
growth hotspots.

The days of mega sales increases are over, but flourishing markets can still be found.

 ■ For those with a global approach, look to India, Indonesia, Mexico, and Brazil. These are the four emerging markets with 
significant scale that will also grow by double digits this year. Over the long term, India remains the most promising.

 ■ For those seeking a regional strategy, favor Southeast Asia over Latin America. Although the latter region will be a 
bright spot—as it has been for years—ecommerce sales growth is decelerating more quickly there than in Southeast Asia. 
Currency crises and political instability have become liabilities for many nations in Latin America.

 ■ For those with limited resources, stick with the US. In an unexpected twist of fate, the mature US market has become a 
more reliable growth driver for retail and ecommerce than mighty China. China eclipsed the US retail market very briefly, but 
the US has since surged back ahead. Now, the US is set for higher ecommerce growth than China for many years to come.

https://www.channeladvisor.com/?utm_campaign=na-emarketer-forecast-q123&utm_medium=sponsored%20report&utm_source=emarketer&utm_content=website
https://www.channeladvisor.com/?utm_campaign=na-emarketer-forecast-q123&utm_medium=sponsored%20report&utm_source=emarketer&utm_content=website
https://chart-na1.emarketer.com/261037/share-of-worldwide-retail-sales-china-us-2015-2026-of-worldwide-retail-sales
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Ecommerce is changing: Reducing friction and increasing agility are the key

This sponsored article was contributed by ChannelAdvisor, a CommerceHub company.

As Insider Intelligence’s global retail ecommerce 
forecast suggests, it is more important than ever for 
retailers and brands to find ways to be more agile 
and flexible in how they get products into consumers’ 
hands—and to do so while offering a positive 
experience with minimal friction. 

Combined with an uncertain economic outlook, retail 
margins continue to be under pressure due to intense 
competition, higher fulfillment costs, and higher return 
rates. Additionally, retailers and brands are trying 
to keep up as consumer demand evolves and their 
preferences change every day. In order to increase 
their agility and address an unpredictable macro 
environment, many brands and retailers are leaning 
even further into their digital strategy and focusing 
on ecommerce innovation to better use data for 
real-time decision-making. In fact, recent Forrester 
research indicates that the majority of businesses 
plan to maintain or increase investment in digital 
business initiatives.

Businesses that are thriving today understand the 
growing importance of strengthening their ecommerce 
capabilities, especially in areas like unowned inventory 
models that can drive growth with limited investment. 

A digital strategy that leverages new approaches and 
data-driven insights to flexibly meet consumer needs 
through unowned inventory and enhanced delivery and 
fulfillment can help retailers adapt and achieve success 
despite the pressures they face. And brands can 
access new demand channels and expand the reach of 
their products.

Retailers can find success by expanding product 
assortment based on intelligently predicted consumer 
demand, desired customer experience, and operational 
resources that are aligned to meet growth objectives. 

As a result, consumers get a better product selection 
that is more attuned to what they want right when they 
want it, while retailers improve profitability and avoid 
overcommitting in a resource-constrained environment.

With the proliferation of online shopping channels that 
offer consumers more options for when, where, and how 
they shop, it is now even more important for retailers 
and brands to reach consumers wherever they might be 
at any given moment, along with the right message to 
convert them into customers. For brands, capabilities 
like effective marketplace management, shoppable 
media, digital marketing, and brand analytics are must-
have components of an effective ecommerce strategy.

In the future, the world of commerce will look 
fundamentally different. 

• Point products and homegrown IT systems will be 
replaced with comprehensive solutions that enable 
retailers and brands to grow their ecommerce 
businesses with agility, flexibility, and profitability.

• Brands will have unfettered access to every 
channel in the world that can provide them 
with demand. 

• Fulfillment providers will gain efficiency by 
leveraging an extensive commerce network for 
insight, and retailers and brands will benefit by 
getting better, faster, and less expensive service.  

Together, CommerceHub and ChannelAdvisor—a 
CommerceHub company—offer one of the world’s 
largest commerce networks and solutions connecting 
supply, demand, and delivery for retailers and brands 
globally. Learn more about how ChannelAdvisor 
and CommerceHub are working every day to create 
the future of ecommerce with tens of thousands of 
businesses in their network.

Peter Elmgren
Chief Revenue Officer
CommerceHub
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https://www.channeladvisor.com/?utm_campaign=na-emarketer-forecast-q123&utm_medium=sponsored%20report&utm_source=emarketer&utm_content=website
https://www.channeladvisor.com/?utm_campaign=na-emarketer-forecast-q123&utm_medium=sponsored%20report&utm_source=emarketer&utm_content=website
https://www.channeladvisor.com/?utm_campaign=na-emarketer-forecast-q123&utm_medium=sponsored%20report&utm_source=emarketer&utm_content=website
https://www.channeladvisor.com/?utm_campaign=na-emarketer-forecast-q123&utm_medium=sponsored%20report&utm_source=emarketer&utm_content=website


CommerceHub & ChannelAdvisor
Leaders in Ecommerce Channel Management

Schedule a demo and see how we can help you expand your 
ecommerce business. Visit channeladvisor.com/emarketer

Helping brands and retailers grow their businesses, improve 
the consumer shopping experience, and expand margins.

Named the #1 and #2 Channel Management providers
to the Digital Commerce Top 1000 Retailers 
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Our combined commerce network now includes:

products 
processed daily

2.4B+ 
GMV transacted

in 2022

50B+ 
retailers and

 brands globally

40K+ 

+
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