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Overview
CHAPTER 01



Description: The revenue is forecast to experience significant growth in all segments in 2027. Especially notable is the remarkably robust growth observed in the E-commerce segment as we approach the end of the forecast period. This value, reaching 0.4 trillion U.S. 
dollars, stands out significantly compared to the average changes, which are estimated at 0.0989 trillion U.S. dollars. Read more
Note(s): Worldwide; 2017 to 2027; estimates
Source(s):  Digital Market Insights 
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Retail e-commerce revenue worldwide from 2017 to 2027, by segment (in 
trillion U.S. dollars)
E-commerce revenue worldwide 2017-2027, by segment

http://www.statista.com/statistics/1223973/e-commerce-revenue-worldwide-by-segment


Description: Online marketplaces such as eBay, Alibaba, or JD.com, accounted for over one-third of global online shopping orders. During a 2023 survey, 15 percent of digital shoppers reported spending money in e-grocers and supermarkets. Branded website 
purchasing ranked third with 14 percent of those surveyed, followed by retailer websites with 13 percent. Read more
Note(s): Worldwide; April 6th to 20th, 2023; 31,647 respondents
Source(s): Wunderman Thompson Commerce 
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Distribution of online purchases worldwide as of April 2023, by channel
Distribution of online purchases worldwide 2023, by channel

http://www.statista.com/statistics/861336/share-online-shopping-customers-vs-sales-by-platform


Description: According to the study, online shoppers in India are the most interested in compressed commerce, with 80 percent of respondents expressing interest in moving faster from inspiration to purchase. It was followed closely by UAE (77 percent) and Thailand 
(76 percent). Read more
Note(s): Worldwide; April 7 to 20, 2023; 31,647 respondents
Source(s): Censuswide; Wunderman Thompson Commerce 
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Share of online shoppers looking to go from inspiration to purchase as 
quickly as possible in selected countries worldwide in 2023
Share of consumers wanting compressed commerce worldwide 2023, by country

http://www.statista.com/statistics/1341307/interest-in-compressed-commerce


Description: A survey conducted in early 2023 revealed that faster delivery was the top aspect that shoppers globally would change about their online shopping experience, named by 12 percent of respondents. Free returns came in second place, cited by seven 
percent of consumers surveyed, followed by a credible reviews with six percent. Read more
Note(s): Worldwide; April 7 to 20, 2023; 31,647 respondents
Source(s): Censuswide; Wunderman Thompson Commerce 
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Leading aspects that shoppers worldwide would change about their online 
shopping experience in 2023
Main aspects global shoppers would change about online shopping 2023

http://www.statista.com/statistics/1274884/wished-changes-online-shopping-experience-global-consumers


Online orders
CHAPTER 02



Description: As of September 2023, the add-to-cart rate (ATC) of global online shoppers was highest for smartphones, at around 12 percent. Desktops recorded the lowest AOT rate compared to mobile devices, at roughly 9.2 percent. The average ATC for e-commerce 
was about 11.1 percent. Read more
Note(s): Worldwide; As of September 2023
Source(s): Monetate 
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Add-to-cart rate of online shoppers worldwide as of September 2023, by 
device
Global online shopping add-to-cart rate 2023, by device

http://www.statista.com/statistics/1423798/online-shopping-add-to-cart-rate-device


Description: In the third quarter of 2023, online shoppers spent an average of about 2.74 U.S. dollars per visit across all verticals. Home furniture is the category in which consumers spent the most money per visit on average, at 3.42 U.S. dollars, followed by health 
and beauty at 2.85 dollars. Read more
Note(s): Worldwide; Q3 2023; per-visit average amount
Source(s): Salesforce Research 
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Average e-commerce spending per online shopper worldwide per visit in 
3rd quarter 2023, by category (in U.S. dollars)
Global online shopper per visit spend 2023, by category

http://www.statista.com/statistics/239288/countries-ranked-by-average-b2c-e-commerce-spending-per-online-buyer


Description: During the survey period spanning from July 2022 to September 2023, consumers spent the most on online purchases during the month of May 2023. That month, online shoppers spent an average of 135.81 U.S. dollars. In September 2023, the average 
order value decreased to 126.42 U.S. dollars. Read more
Note(s): Worldwide; July 2022 to September 2023
Source(s): Monetate 
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Average value of online shopping orders worldwide from July 2022 to 
September 2023 (in U.S. dollars)
Monthly global online shopping order value 2022-2023

http://www.statista.com/statistics/1423630/online-shopping-average-order-value


Description: Worldwide, consumers spend the most money on online purchases made through desktops. Between July 2022 and September 2023, the average order value from desktop purchases peaked in May 2023. Shoppers spent an average of 176.35 U.S. dollars 
on online orders that month. The amount spent on purchases made via mobile devices and tablets was roughly the same. Read more
Note(s): Worldwide; July 2022 to September 2023
Source(s): Monetate 
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Average value of online shopping orders worldwide from July 2022 to 
September 2023, by device (in U.S. dollars)
Monthly global online shopping order value 2022-2023, by device

http://www.statista.com/statistics/1423620/online-shopping-average-order-value-device


Description: Direct navigation achieved the highest average value for online shopping orders on a global scale. E-commerce orders via email and search came next. Between January and September 2023, purchases made through social networks reached their peak in 
March, with an average order value (AOV) of 116.9 U.S. dollars. Read more
Note(s): Worldwide; January to September 2023
Source(s): Monetate 
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Average value of online shopping orders worldwide from January to 
September 2023, by traffic source (in U.S. dollars)
Monthly global online shopping order value 2023, by traffic source

http://www.statista.com/statistics/325384/online-shopping-order-values-traffic-source


Description: Buy online pick up in store (BOPIS) has become increasingly popular worldwide. In November 2022, nearly eight percent of orders bought online were picked up in-store. By October 2023, the figure had reached over ten percent. BOPIS was at its highest 
in September 2023 during the survey time period. It made up over 11 percent of all online orders. Read more
Note(s): Worldwide; November 2022 to October 2023
Source(s): Signifyd 
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Monthly share of e-commerce orders bought online and picked up in store 
(BOPIS) worldwide from November 2022 to October 2023
Share of e-commerce BOPIS orders worldwide 2023

http://www.statista.com/statistics/1423853/global-bopis-online-order-share


Cart abandonment
CHAPTER 03



Description: In 2022, shopping cart abandonment was most prevalent in the Caribbean, at a rate of over 92 percent of carts abandoned during online shopping. Second-ranked was Africa, where 85.15 percent of carts were abandoned instead of leading to a purchase. 
Read more
Note(s): Worldwide; 2022
Source(s): SaleCycle 
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Online shopping cart abandonment rate worldwide in 2022, by region
Shopping cart abandonment rate worldwide 2022, by region

http://www.statista.com/statistics/546885/cart-abandonment-rate-region


Description: In 2022, a significant amount of online shopping orders were abandoned, i.e. not converted into a purchase. Websites offering cruise and ferry travel services had the highest cart abandonment rates out of all measured categories with a 98 percent 
abandonment rate. Read more
Note(s): Worldwide; 2022; 500 global brands
Source(s): SaleCycle 
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Online shopping cart abandonment rate in selected industries worldwide 
in 2022
Shopping cart abandonment rate worldwide 2022, by industry

http://www.statista.com/statistics/457078/category-cart-abandonment-rate-worldwide


Description: In 2022, a significant amount of online shopping carts were abandoned prior to purchase each month. The highest cart abandonment rate (CAR) was recorded in the first month of the year, as approximately 82 percent of online orders were left 
unfinished in January. From there on out, the online shopping CAR steadily declined, hitting a low of about 77 percent in November. Read more
Note(s): Worldwide; 2022; 500 global brands
Source(s): SaleCycle 

Ab
an

do
nm

en
t r

at
e

January February March April May June July August September October November December
0%

10%

20%

30%

40%

50%

60%

70%

80%

90%
82.01% 80.57% 79.99% 79.9% 79.47% 79.94% 79.94% 79.33% 78.87% 79.1% 77.05% 77.54%

18

Monthly online shopping cart abandonment rate (CAR) worldwide in 2022
Shopping cart abandonment rate (CAR) globally by month 2022

http://www.statista.com/statistics/1377370/online-shopping-cart-abandonment-rate-worldwide


Description: In 2022, a significant amount of online shopping carts were abandoned prior to purchase. The day of the week with the highest cart abandonment rate (CAR) on average was Sunday (80.46 percent), and the day with the lowest CAR was Monday (78.98 
percent). Read more
Note(s): Worldwide; 2022; 500 global brands
Source(s): SaleCycle 
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Online shopping cart abandonment rate (CAR) worldwide in 2022, by day 
of week
Shopping cart abandonment rate (CAR) globally by day of week 2022

http://www.statista.com/statistics/1377605/online-shopping-cart-abandonment-rate-worldwide


Description: Delivery options were the main reason for cart abandonment according to 44 percent of online shoppers worldwide surveyed in autumn 2022. Delivery options include the availability of the preferred delivery method, the preferred delivery provider, as 
well as expected delays in delivery. Payment options were the second reason e-shoppers were not completing their e-commerce purchases (40 percent). Read more
Note(s): Worldwide; Autumn 2022; 9,004 respondents; 18-65 years
Source(s): E-commerce Nation; Nielsen; SendCloud 
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Top reasons for cart abandonment among online shoppers worldwide 
2022
Main reasons for cart abandonment among online shoppers worldwide 2022

http://www.statista.com/statistics/1383326/reasons-for-cart-abandonment-worldwide


Description: Too high delivery costs are the main reason global shoppers abandon their cart when shopping on websites abroad, according to a 2022 survey. Half of respondents chose this reason for cross-border cart abandonment, while another 42 percent said 
delivery time was too long. Read more
Note(s): Worldwide; July 2022; 9,000 online shoppers in 9 countries*; * Buyers who have shopped online in the past year and bought from a brand or retailer based outside of their country. Approximately 1,000 respondents per the following [...] Read more
Source(s): Censuswide; Global-e 
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Leading reasons for cart abandonment when shopping online 
internationally in 2022
Cart abandonment reasons when shopping online abroad 2022

http://www.statista.com/statistics/1378752/cross-border-e-commerce-cart-abandonment-reasons
http://www.statista.com/statistics/1378752/cross-border-e-commerce-cart-abandonment-reasons
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