GLOBAL
PAYMENT
TRENDS
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REBUILDING
PAYMENTS FOR A
SMARTER WORLD
2020 changed our world and how we interact within it more than any other year in
recent history. For the first time, no matter where we were, we experienced something
together. We’ve experienced emotional lows and hoped for our future. We’ve had
to alter our daily habits and adjust future engagements. We’ve learned about new
technology and services that help us deal with being at home more often.
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We’re connected by more than just commerce. We’re connected
by a shared experience. That has inevitably altered our connections
to commerce.
As businesses began to reopen and we learned how to navigate
the world amidst the pandemic, it became clear that rebuilding
economies was essential. Doing it the right way will allow for smarter
experiences and smarter interactions.
That’s the foundation of The 2021 Global Payments Report by
Worldpay from FIS.
We’ll explore how 2020 catapulted payments years ahead of where
they were projected to be and we’ll dive into what commerce will
look like post pandemic. Beyond just payments, we’ll highlight the
newest modern currency and considerations for entering different
markets. You’ll get the smarter insights you need to build a true
omnichannel experience.
We’ve seen the rapid change that can occur in a digital world.
Payment options are frequently evolving and competition over
payment market share continues to increase. We’ll help you create
smarter customer experiences by helping you understand which
payment methods are popular and which new ones are on the rise.
Rebuilding our economies and businesses lies with all of us. It starts
with understanding where change occurred and applying those insights
to create the smarter checkout experiences consumers have come to
expect. While there wasn’t a guidebook for navigating a pandemic, we
can give you a solid, smarter payments roadmap to the future.
Let’s start by rebuilding businesses and rethinking smarter
about commerce.
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GLOBAL
PAYMENT TRENDS
Consumer payment preferences vary considerably around the world,
reflecting an infinite diversity of historical, technical, cultural, economic and
regulatory factors. Alternative payment methods like digital wallets and bank
transfers are now in the mainstream, if not in the outright majority, and legacy
methods like credit cards and cash continue to decline.
Widespread disruptions created a profound shift in commerce and payments,
accelerating the adoption of digital wallets in e-commerce while hastening the
decline of cash at the point of sale.

Digital wallets thrive as e-commerce surges
E-commerce exploded in 2020 to post the highest growth rate in five years
as home-bound consumers sought alternatives to shuttered brick-andmortar stores. Global e-commerce growth accelerated in 2020 despite
recessionary headwinds, posting U.S.$4.6 trillion in transactions, a 19%

increase from 2019. This growth accelerated the rate of e-commerce
penetration by almost three years, with total transactions jumping from
8% in 2019 to 10% in 2020.
Digital wallets remain the payment method of choice among global
e-commerce consumers, accounting for 44.5% of e-commerce transaction
volume in 2020, up 6.5% from 2019. Chinese consumers lead the way with
digital wallets, accounting for 72.1% of e-commerce purchases. In the U.S.
– where digital/mobile wallet adoption lagged global averages – digital
wallets grew to represent 29.8% of e-commerce transactions, up 23.7%
over 2019 levels.
Digital wallet gains in e-commerce came largely at the expense of credit
cards, bank transfers and cash on delivery (COD). Our projections expect
digital wallets to account for 51.7% of e-commerce payment volumes by
2024 with slight declines in credit cards (to 20.8%) and debit cards
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(to 12%). By 2024, digital wallets, credit and debit cards will account for
84.5% of e-commerce spend. Buy now, pay later (BNPL) continues to earn
market share, expecting to double from 2.1% in 2020 to 4.2% by 2024.
One new component of our 2020 e-commerce analysis is direct debit.
Direct debit is a form of bank transfer where a retailer withdraws funds
directly from a consumer’s bank account on a specified date after the
purchase. Most popular in Europe where it earned 4% of share, direct
debit was used for 1.2% of global e-commerce payments in 2020.

Cash bids a hasty retreat amid POS contraction

Online checkout
with digital
wallets increased

6.5%

Point-of-sale felt the impact of COVID-19 most directly, with 2020
global transaction volume falling 4.4% from 2019. Projections see
recovery from the global recession transaction volumes taking 18-24
months, returning to 6.5% global growth rates in 2022, and then 3.3%
growth in 2023 and 3.5% in 2024.
Disruptions in payment types were as equally dramatic as the reductions
in total volume. COVID-19 is accelerating the pace of cash’s decline
faster than even the most bullish projections. The pandemic accelerated
the decline of cash by over three years, exceeding in 2020 our previous
projection for 2023. Cash was used for 20.5% of global POS volume in
2020, a 32.1% reduction from 2019.
Cash transaction values fell steeply around the world in 2020: by 21.9%
in North America, 33.6% in Europe, 34.7% in Latin America and 36.6%
in APAC. Cash has fallen to historically low usage around the world,
representing only 5.4% of POS transaction volume in Canada, 4.5% in
Norway, 11.9% in the U.S. and less than 10% in markets as diverse as
Australia, Hong Kong and Sweden.
Mobile wallets gained much of cash’s share loss at the point of sale,
rising 19.5% over 2019 to represent 25.7% of 2020 POS transactions.
The pandemic ushered in a wave of interest in contactless payment
methods, accelerating already growing interest in mobile wallets.
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Credit cards (22.4%) and debit cards (22.3%) continue to earn majority
shares of POS payments in Europe, Latin America and North America,
while seeing comparatively less use in APAC and MEA.
A new category in our POS 2020 analysis is POS financing, which
represents a mix of legacy and emerging payments that extend consumer
credit at the point of sale. This includes credit offered by retailers,
financial institutions, marketplaces and BNPL services. The spectrum of
POS financing is broadening consumer payment choices while boosting
merchant conversions. POS financing represents 3.5% of global 2020 POS
share, projected to maintain fairly steady share at 3.3% in 2024.
Looking ahead to 2024, we expect the trend away from cash to continue
as consumers cement their preferences of more convenient, contactless
payment methods at the point of sale. While accelerating cash’s decline,
we do not expect a significant cash bounce-back – regardless of COVID19’s ultimate trajectory. We project cash will decline an additional 38%
from 2020 to represent just 12.7% of global POS volume by 2024.
The loss of cash will be absorbed by mobile wallets with expectations
they will rise an additional 30% from 2020 to account for 33.4% of global
POS spend by 2024. Mobile wallets will earn shares in the mid-teens
across all global regions by 2024, led by the outlier of APAC where mobile
wallets will achieve majority status, earning 47.9% of POS share by 2024.
Though shifting within regions, card shares will hold steady through
2024 at roughly 50% of global POS transaction values.

*Percentage changes are calculated as rates of change rather than raw changes in percentages year-over-year

At the POS,
cash dropped

32%

in the last year
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Global e-com payment methods
2020
Digital/Mobile Wallet
44.5%
Credit Card
22.8%
Debit Card
12.3%
Bank Transfer
7.7%
Cash on Delivery
3.3%
Charge & Deferred Debit Card 3.3%
Buy Now Pay Later
2.1%
Direct Debit
1.2%
Pre-Paid Card
1.1%
PostPay
0.9%
PrePay
0.4%
Other
0.4%

2024*
51.7%
20.8%
12.0%
5.3%
1.7%
1.6%
4.2%
1.0%
0.5%
0.5%
0.2%
0.4%

Global POS payment methods
Digital/Mobile Wallet
Credit Card
Debit Card
Cash
POS Financing
Pre-Paid Card
Charge Card

2020

2024*

25.7%
22.4%
22.3%
20.5%
3.5%
3.4%
2.2%

33.4%
22.8%
22.4%
12.7%
3.3%
3.2%
2.3%

Numbers adjusted for rounding may impact totals.

*Forecasted
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NORTH AMERICA
PAYMENT TRENDS
The payment landscape across North America in 2020 was subject to
dramatic upheavals that mirrored the disruptions of global commerce.
The pandemic forced significant change in what we bought and sold, how
those purchases were made, and how goods and services traveled to
their destinations. Pandemic-related disruption propelled e-commerce
to the forefront as remote commerce became the lifeline to an economy
disrupted by the need for physical distance. Point-of-sale merchants faced
unprecedented challenges as commerce began to change overnight.
Payments provided an anchor of stability amid economic disruption.
The pandemic accelerated the decline in the use of cash while more spend
than ever before was driven by digital and mobile wallets. Digital payments
helped maintain the fast, secure, convenient exchange of funds.

Digital wallets ride a rising e-commerce wave
2020 saw significant changes to online commerce. The pandemic shifted
consumer spend from the point of sale to online, projecting e-commerce
growth in the face of recessionary headwinds: 19.3% in Canada to reach
over U.S.$77 billion and 15.4% in the U.S. to exceed U.S.$1.1 trillion in
2020 e-commerce sales. That growth is expected to continue, with North
American aggregate e-commerce volumes rising 11% CAGR through 2024
to exceed U.S.$1.78 trillion.
E-commerce growth shifted as travel and hospitality spending gave way
to online groceries, digital services and a growing array of delivery
platforms. In payment methods, the historical preference of credit cards
showed signs of receding as debit cards, digital wallets and buy now, pay
later (BNPL) services surged in popularity.
22

Dropping 7% from 2019, credit cards remained the leading e-commerce
payment method among North American consumers, accounting for
32% of 2020 payments. Credit cards are still the choice for Canadians
shopping online, accounting for 54.9% of 2020 transaction volume,
down from 60% in 2019. Credit cards maintained a slimmer lead in the
U.S. just ahead of mobile/digital wallets, making up 30.4% of 2020 online
payments. The shift away from credit is driven by the pandemic as fears
of a recession and unemployment continue to grow.
Other payment methods gaining a share of North American e-commerce
spend in 2020 are debit cards, digital wallets and BNPL. Debit cards rose
14.2% from 2019 to account for 20.1% of 2020 e-commerce spend.
Digital wallets continued to accelerate growth through the pandemic,
rising over 23.6% from 23.7% in 2019 to 29.3% of 2020 e-com spend. Buy
now, pay later services made the biggest percentage leap in 2020, rising
nearly 78% to account for 1.6% of e-com spend. Charge cards, cash on
delivery and pre-paid services all fell in 2020 e-com payment share.
By 2024, digital wallets are projected to grow an additional 38.2%
over 2020 levels to account for 40.5% of North American e-commerce
payment volume. Falling to second position, credit cards will still
account for 26.7% of e-com payments, while debit cards will retain
nearly one fifth (19.5%) of share.
Our projections find BNPL poised for explosive growth to jump 181%
from 1.6% in 2020 to 4.5% by 2024. Providers are rapidly expanding into
the checkout carts and consumers see BNPL as a safe way to spread out
interest-free payments. Bank transfers, charge cards, cash on delivery
and other services are expected to decline.

The decline of cash at the POS
Point-of-sale merchants faced the 2020 economic challenges of the
pandemic most directly. Physical businesses navigated challenges
ranging from mandatory closures to a variety of ongoing operating
restrictions. The gains in e-commerce came at the direct expense of
POS merchants. POS volume dropped 8.8% in the U.S. from 2019, a
reduction of approximately U.S.$825 billion. Canadian POS volume

Buy now, pay later
is poised to grow

181%
through 2024
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fell U.S.$77 billion from 2019, a 10.2% reduction. Modest growth will see
POS volume regain 2019 levels by 2022, with compound annual growth
rates for Canada projected to 5% and 4% for the U.S. through 2024.
When commerce occurred at the point of sale, safety concerns brought
about a desire for contactless transactions, resulting in considerably less
cash use. Cash fell by 21.9% across North America as a percentage of
POS payments, to 11.4% of transactions.
Cash’s decline was absorbed by mobile wallets, prepaid cards and a new
category to our 2020 point of sale analysis: POS financing. Mobile wallets
gained popularity at the point of sale in 2020 as a contactless payment
method, though we expect the growth of mobile wallets at the point of
sale to continue well beyond the pandemic. Mobile wallets surged 60%
in 2020, growing from 6.0% in 2019 to 9.6% of POS spend in 2020.
Prepaid cards more than doubled as a percentage of POS volume – from
1.9% in 2019 to 3.9% in 2020 – owing largely to their use as a disbursement
method for pandemic-related relief funds. The ongoing use of open-loop
prepaid cards for public entitlements and increasing use for corporate
expenses and real-time gig economy payments will result in continued
strength in prepaid card segments. Point-of-sale financing is broken out
as a distinct segment capturing 3.9% of North American POS payments,
largely based on the growing strength of BNPL services.
Looking ahead to 2024, cash will continue to recede, falling an
additional 23.7% from 2020 levels to account for 8.7% of North
American POS payments. Credit cards will hold mostly stable, retaining
its top position with 38.4% of 2024 POS spend, while debit cards will
decline to 25.8% of 2024 POS spend. Aside from a marginal uptick in
prepaid card volume, the totality of losses from all other POS payment
methods will be gained by mobile wallets. We project the acceleration
in mobile wallet adoption will continue through 2024, rising from 9.6%
in 2020 to 15.5% of POS transaction volume in 2024.

Point of sale
checkout using
mobile wallets grew

60%
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North America e-com payment methods
2020
Credit Card
32.0%
Digital/Mobile Wallet
29.3%
Debit Card
20.1%
Charge & Deferred Debit Card 7.4%
Bank Transfer
5.8%
Buy Now Pay Later
1.6%
PostPay
0.9%
Pre-Paid Card
0.9%
Direct Debit
0.8%
Cash on Delivery
0.7%
PrePay
0.4%

2024*
26.7%
40.5%
19.5%
3.8%
3.2%
4.5%
0.7%
0.2%
0.6%
0.1%
0.1%

North America POS payment methods
Credit Card
Debit Card
Cash
Digital/Mobile Wallet
Charge Card
Pre-Paid Card
POS Financing

2020

2024*

38.6%
28.6%
11.4%
9.6%
4.0%
3.9%
3.9%

38.4%
25.8%
8.7%
15.5%
4.0%
4.0%
3.6%

Numbers adjusted for rounding may impact totals.

*Forecasted

25

The most expensive coin ever auctioned
sold in New York city for $7,590,020.1 Face
value of the coin? $20. But it’s the only
1933 double eagle coin ever to be legally
issued by the U.S. government. These
days Americans primarily use their money
in the form of cards. 2020 marked the
turning point for digital and mobile use
to be the most popular way to check out
online. At the point of sale, Americans are
turning to cards and mobile wallets in lieu
of cash as more businesses implement
contactless payments.
1https://www.guinnessworldrecords.com/world-records/most-

expensive-coin-sold-at-auction

FAST STATS
2020 sales %
from e-com

2020 sales %
from m-com

11%

29%

2020* - 2024**
e-com CAGR

2020* - 2024**
POS CAGR

11%

2020 % e-com spend using
Digital/Mobile Wallet

2020 % POS spend using
Digital/Mobile Wallet

30%

10%

2020* Internet
penetration

2020* Mobile
penetration

4%

96%

83%

FORECAST
2024 %**
sales from e-com

14%

2024 %**
sales from m-com

38%
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TOP TIP

2019 card brand breakdowns (e-com and POS)

Digital innovation is now the primary focus as brands race
to create an ideal consumer experience amid new customer
expectations. Omnichannel experiences are critical to the
buying journey but equally important is payment optimization.
Businesses have had to expand and alter purchasing methods
for consumers. Buy online, pick up curbside and a variety of
other variations have made evaluating their payments strategy
critical for ongoing continuity.

57%

24%

Visa

Mastercard

3%

2020 e-com mix by payment method

2%

Star

Pulse

11%
American Express

2%
Discover

1%
Others

30%
30%
21%

Credit Card
Digital/ Mobile Wallet
Debit Card

POS and e-com projected growth

8%

Charge & Deferred
Debit Card

US$10,006bn

6%

Bank Transfer
Buy Now Pay Later

2%

PostPay

1%

Direct Debit

1%

Pre-paid Card

1%

Cash on Delivery

1%

US$8,576bn

US$1,651bn

US$1,104bn

US$1,017bn

US$783bn

2020 point of sale mix by payment method
Credit Card
Debit Card
Cash

12%

Digital/Mobile Wallet

10%

Pre-paid Card

4%

Charge Card

4%

POS Financing

4%

38%
29%

* Estimated **Forecasted
Numbers adjusted for rounding may impact totals.

US$634bn

US$321bn
2024**

2020*
e-com turnover

POS

Desktop
Mobile

Popular alternative
payment methods
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THE NEW VELOCITY
OF COMMERCE
In 2020, commerce began accelerating at a new velocity. For commerce
to continue, it required even more focused direction, minimum friction
at checkout and new development that felt instantaneous. Yet providing
consumers with experiences that exceed persistently elevating expectations
poses challenges as well as opportunities. Navigating these challenges
requires innovation, adaptability and a sense of timing and urgency to not
get left behind.

The sun is setting faster on cash
The increasing velocity of commerce leaves little room for slow legacy
systems. The need for speed is coming largely at the expense of cash.
Cards, mobile wallets and other digital alternatives were already catching up
to or exceeding cash at the point of sale. With the pandemic, safety concerns
around cash combined with physical distancing suddenly rendered it
impractical. Though not inherently high risk as a virus transmitter , consumer
perceptions about safety persist. More than half (53%) of global consumers
surveyed by Worldpay from FIS said the coronavirus made them more
hesitant to use cash. The FIS’ annual global real-time payment trends report,
Flavors of Fast 2020, recently predicted that traditional payment mechanisms
like paper checks have also begun their march to a permanent end, as the
pandemic has highlighted how laborious and cumbersome checks and
physical payments, in general, can be.
1

Cash began heading towards obsolescence, contactless payment popularity
skyrocketed, while business-to-business exchange quickly shed its legacy past.
Technology companies, retailers and institutions from banking to the public
sector are all racing to satisfy a new generation of expectations for commerce
at vast scale and great speed.

2

3
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The potential sunset of cash will look different around the world,
reflecting unique blends of local regulations, technical infrastructure and
consumer preferences. Sometimes the sunsetting of cash is encouraged,
so ensuring accessibility to commerce for groups like the unbanked
needs to be considered in any plan. As part of the government of Ghana’s
Digital Financial Services (DFS) policy, regulatory efforts seek to reduce
the use of cash by promoting digital payments in the form of mobile
money accounts. Mixed signals are heard in the U.S., where concerns over
inequitable access have produced local ordinances that mandate cash
acceptance at retail outlets.
4
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Consumer payments at the speed of bytes
Entering 2020, many businesses were ahead of the curve and connecting
the digital dots, while others were left scrambling to catch up. 2020
brought digital transformation and rapid adaptability front and center.
A new level of consumer expectations is rising, accelerating the need for
speed and pulling the future faster into today.
Contactless took on a much broader meaning in 2020. As the pandemic
suddenly demanded sustained social distancing, the common use of
contactless expanded to any exchange that minimized contact between
people. Almost overnight, contactless was not just a way to describe
proximity payments, but an understood approach to social distancing
best practices. At the forefront, the goal was fast digital payments in
pursuit of efficient real-time exchange.

Retail success
means crafting
the ultimate
curation
experience

Nowhere is that more crucial than retail. Brands have had to completely
rethink how they’re reaching the everyday consumer. The platforms and
technology were already there just waiting for the right time and the
right strategy. 2020 catapulted retailers’ collaboration with influencers in
order to encourage sales. It’s become the ultimate curation experience for
shoppers to get a first-hand look at products that are of interest with a
simple, easy path to purchase.

The last gasps of legacy B2B payments
The pandemic accelerated the need to manage cashflow even more
efficiently under unprecedented economic stress. Once a matter of
convenience, exchanging payments quickly became a matter of survival.
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Despite successfully digitizing B2B payments prior to the pandemic,
many accounting departments were ill-prepared for the sudden shift
to remote work. Checks still accounted for 29% of B2B transactions
in 2019, with two-thirds of those checks issued by SMBs.
6

The need for speed and flexibility in everyday B2B spend is elevating
the profile of virtual cards. Juniper Research estimates global transaction
value of virtual cards increased 11% as a result of COVID-19 to $1.6 trillion
in 2020, while projecting that number will more than triple between
2020 and 2025.
7

Estimated to represent in excess of U.S.$125 trillion globally, the
B2B payment market is the subject of intense competition from realtime payment rail providers both domestic and cross-border. The
infrastructure for faster B2B payments is increasingly in place, from Faster
Payments in the U.K., to SEPA Instant Credit Transfer for payments within
the European Union. A critical mass for faster B2B payments seems soon
at hand.

Adjusting for payments acceleration throughout
the economy
The new velocity of commerce isn’t limited by geography, commercial sector
or proximity to consumers. The value in fast, safe and efficient movement
of money is universal and COVID-19 made fast delivery of economic relief
an urgent necessity. Digital payments proved essential in distributing
relief funds quickly for maximum impact. In the Dominican Republic, the
Solidaridad program helped turn national identity cards into payment
mechanisms loaded with government aid, while in Guatemala, Bono Familia
allowed emergency funds to be deposited instantly to beneficiaries.
8

The pandemic accelerated interest in several countries adopting digital
fiat currencies. In 2020, China began a pilot of the world’s first digital
fiat currency. In the U.S., the Federal Reserve continued its research into
a U.S. Central Bank Digital Currency (CBDC), though plan details for the
“Digital Dollar” remain unclear. Meanwhile, NACHA’s ACH network helped
deliver unemployment benefits, small business assistance and U.S. CARES
Act stimulus payments, pushing same-day ACH volume up 37% in Q2 2020
over Q2 2019.
9
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Shedding reputations of previous generations for being slow to change,
the banking sector is among those witnessing the most profound
transformations since the onset of the pandemic. The velocity of commerce
is accelerating the move from physical to virtual banking. In Australia, the
pandemic is accelerating the pace of bank branch closures as well as the
removal of thousands of ATMs. Unable to leverage the power of the branch,
the pandemic offers financial institutions a perfect opportunity to reassess
their state of digital transformation and how they can properly position
themselves for the demands of speed for today’s velocity of commerce.
12

Payments of the future at the speed of now
The pandemic brings digital transformation and rapid adaptability front
and center. It made getting paid faster, authenticating faster and adapting
technology faster an imperative.
Governments, businesses, consumers, financial institutions and the
financial technology companies that connect them are devoting
significant time and resources to adjust to the new expectations for
speed. To achieve success, it won’t just be about getting everything
done faster. It will require innovation that’s also smarter.
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ALL FOR OMNI
The digital and the physical were converging long before 2020 as businesses
strove to create seamless customer experiences across every customer journey.
Inspired by the global consumer’s insatiable thirst for convenience, connected
via ubiquitous smartphones, businesses were realizing the urgency of digital
transformation.
COVID-19 is accelerating this momentum toward omnichannel experiences
with the pandemic being the ultimate stress test of business resiliency.
Unification is happening in the digital transformation of physical retail, the
increasing accessibility of digital tools for even the smallest business and the
continued convergence of e-commerce and social media. Secure payment
innovations that transcend channel are helping lay that foundation and bridge
the future of commerce. 2020 has brought commerce to the tipping point
for omnichannel experiences that propel brands forward while satisfying
consumer need.

Unifying commerce at (small) scale
Prior to the pandemic, digital engagement strategies, channel-agnostic
payments and flexible delivery methods all sounded great. But for many
businesses, development efforts could wait. The pandemic changed that
equation overnight. Nice-to-haves instantly became must-haves. Adaptability
became a core competency. Embracing digital transformation became a
matter of survival.
Omnichannel approaches were around and well underway prior to 2020
but the pandemic propelled them into the forefront of development. Buy
online, pickup in store (BOPIS) – and its variants like order online and pickup
curbside, car delivery, or pickup in drive-throughs – were innovations
popularized by the necessity of the pandemic and will remain conveniences
that consumers will continue to embrace. Omnichannel technology levels the
playing field and makes change accessible for a business of any size.
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Even microbusinesses are embracing digitization in the form of cashless
payments. In Singapore the government’s Hawker Go Digital campaign
incentivizes businesses with sign-on bonuses to encourage greater use
of digital payments that also help protect public health. Hawkers – small
merchants operating in food courts – can use simple Singapore Quick
Response (SGQR) codes to accept payments through the most used
payment schemes. Transformation and technological advances are no
longer restricted to businesses that have large investments to make.
1

Unity through payment experiences
Subscription-based businesses introduced a new mindset on how
to serve consumers in a new way. Some of the central tenets making
up omnichannel experiences today were built on a foundation set by
subscription services – customer-centric, personalized and designed
for resilience.
These services brought a variety of items right to our door – coffee pods,
toilet paper, cleaning products and even clothes. Now brands are taking
it one step further and bringing the physical straight to our devices using
artificial intelligence. Shopping is becoming as simple as uploading a photo
and letting AI technology find just the right item to buy.
2

The nearly universal success of subscriptions, and any payment
experience, starts with simple, secure, reliable payments. Payments
were redesigned to meet the needs of subscription businesses and
consumers. A legacy rooted in tradition evolved seemingly overnight
to meet consumer demand and 2020 introduced a new catalyst for
change requiring the same type of innovation.

Unifying commerce with its social roots
Social commerce was already influential before the pandemic, as
brands sought not just to reach their audience, but to do so in ways that
mimicked the best elements of face-to-face retail.
As global consumers found themselves separated from friends, they
sought ways to fill their time and ease the burdens of isolation through
social media. Brands had new opportunities to build more momentum
through product discovery via friends’ feeds, getting product

The omnichannel
tipping point
has arrived
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recommendations from friends and influencers, and the ability to
engage brands directly.
Social commerce efforts in China are engaging tens of millions of
consumers daily with innovations like livestreaming that features wildly
popular social influencers. Livestreaming is combining social influence
with media and layers on the fear of missing out with limited-time offers
resulting in big success for brands and influencers.
3

Tencent’s WeChat embodies the future of unified commerce now with a
tightly integrated meta-app that unifies the experience for over 1.2 billion
global consumers. Seamless payments effortlessly connect consumers to
curated brand experiences mixed with highly evolved native sharing apps
that unify the experience.
4

The pandemic combined more online shopping with social media
engagement and it’s ultimately boosting social commerce efforts on
major global social platforms. Facebook and Instagram offer fully
contained, data-rich, highly personalized unified experiences that
seamlessly recreate much of what made in-store shopping so popular.

5

Unifying the circle: Transforming physical stores
The immediate impacts of COVID-19 were felt most directly by physical
retailers. The first wave of innovations solved problems of physical store
closures, but the physical and virtual are converging from every direction.
As customers continue to return to stores in person, they’re seeing digital
assuming a more prominent position in the overall shopping experience.
But retailers have an important role. The focus is ultimately on the
consumer experience and creating a destination they want to revisit time
after time. The digital tools, designed for convenience and efficiency,
should free staff up to focus on service. The next wave of innovation will
be focused on creating an essentially invisible payment checkout giving
the consumer a unique experience from start to finish.
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• U.S.-based Walmart is experimenting with replacing checkout
lanes with checkout areas, making every POS terminal flexible for
self-checkout or assisted checkout.
6

• SoftPOS technology, turning smartphones into point of sale
devices with no additional equipment, is being piloted around
the world as a new innovation for changing the payments
acceptance landscape.
• The U.K.’s largest grocery chain, Tesco, has partnered with Israeli
startup, Trigo, to implement cashier-less checkout technology that
competes with similar offerings from Amazon.
7

Amazon is expanding its cashier-less, just-walk-out checkout technology,
and will reportedly introduce the innovative digital technology to Whole
Foods outlets beginning in Q2 2021.
8

The necessity of digital transformation
Digital transformation isn’t an end in and of itself for businesses. Digital
transformation coupled with sophisticated omnichannel strategies
can’t attract or retain customers without products and services those
customers want. As the pandemic made clear, not being able to engage
customers digitally meant not being in business at all. Yet in a world of
increasingly unified commerce, digital transformation is an essential
starting point to rebuilding payments for a smarter future.
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THE NEW MODERN
CURRENCY: LOYALTY
Customer loyalty has long been the goal of brands worldwide, but the key
to achieving that goal has remained elusive. Recent events are hastening
the evolution of the loyalty ecosystem as interest in traditional programs
declines. Consumers are looking to embrace reward programs more in sync
with their current shopping patterns and expectations.
With the digital technology available in today’s age, can brands migrate to
accepting loyalty points as actual currency? With the transition to digital
payments hastened by COVID-19, merchants and consumers alike have the
opportunity to come together to embrace modern loyalty in new ways to
ultimately create smarter experiences at checkout.
Traditional loyalty programs often award points based on each individual
purchase with a merchant. But new programs are emerging that allow
consumers to convert points into a cash balance.

Revamping how loyalty pays out is especially important with the dominant
Millennial generation and Gen Z that follows. The World Data Lab projected
global Millennial spending power would overtake Gen X spending in 2020.
To meet Millennial and Gen Z expectations, brands will need to incorporate
the benefits of convenience, immediacy and digital access into their loyalty
programs. Recent research by Worldpay from FIS reveals 42% of Millennials
want brands to actively track their spend for them and 47% are encouraged
to join a loyalty program if they can use technology like an app to collect
points and rewards.
1

2

The shift from pure rewards
Loyalty as currency is surfacing as a powerful vehicle to revitalize existing
programs. Points are used as currency to offset purchases at point-of-sale
or, in some cases, can be redeemed as vouchers, thereby reducing the
hurdles associated with rewards redemption.
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• Designer Shoe Warehouse (DSW) automatically rewards
consumers with points for each purchase, creating a tier system
customers can unlock as they spend more
• Sephora Beauty Insiders earn points for each purchase which can
then be redeemed as cash discounts on future purchases
• Shell Fuel Rewards® program members can swipe their payment
card or enter their phone number or a code number from their
Shell mobile app at the pump to redeem fuel reward points in
real time
Loyalty programs have appeared in traditional retail for decades
but are also taking off in non-traditional lines of trade. For example,
e-sports merchant Razer’s Insider Rewards awards perks such as game
credits to members to splurge on their favorite console games. Online
retailer Inkbox offers temporary tattoos, and its loyalty program boasts
over two million members who earn inkbucks for future purchases
and exclusive deals. Even the familiar punch cards offered by small
merchants ranging from barbershops to veterinarians clipping pooches’
nails are migrating to digital apps.
3

4

Transforming loyalty into currency isn’t the only path available. Brands
like Singapore’s CapitaStar and FavePay are providing a single platform
with thousands of deals consumers can choose from. Merchants are
gaining the ability to capture potential new consumers with greater
visibility while giving consumers the digital experience they desire.

42%

of Millennials want
brands to actively
track their spend

In a recent Worldpay from FIS survey, 81% of consumers around the world
stated it would be helpful to have the ability to earn points and redeem
those points at multiple types of retailers. Consumers want the ability to
expand where they use rewards beyond the original retailer where they
were earned. While merchants must decide if this is a good course of
action for their business, it falls to these platforms to bring together the
right mix of brands and the consumers to adopt the program.
5
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When evaluating programs, merchants must marry generational
and geographical digital usage trends with appropriate loyalty-ascurrency applications.

Transitioning to a new world of loyalty
Other platforms are embracing the loyalty experience beginning with the
form of payment. Singapore’s Grabpay allows consumers to pay via QR
code, earning points for the purchase using this particular payment method.
Consumers can then use those points to checkout at any other participating
Grabpay merchant. Brands have multiple options when deciding which
is the right path to loyalty. From development to integrating with existing
platforms, there are a variety of factors to consider.
• Building an in-house platform provides maximum control
over the brand and data, but the merchant bears all of the costs
of development and implementation. Data analytics are
limited to what the merchant collects from customers’ buying
habits, redemption behaviors and signup information
• Partnering with one’s payment provider offers some cost savings,
greater depth of data and some administrative outsourcing
• Integrating with a commercial provider’s platform allows for
cost-sharing across participating merchants, fully outsourcing
the administrative burden, marketing and advertising support,
and richer data analytics, but the provider owns the data
Central to effective loyalty rewards platforms is product design informed
by the customer UX at all stages of their customer journey – awareness
ignition, evaluation of alternatives, motivation to sign up, user experience
– at point of sale (POS) and redemption – and repeat-purchase behavior.
Brands that understand their customer and embrace a digital-first
mindset have the capability to tap into the right experience to benefit
their business, while not requiring actionable steps from their customers.

Embracing a
digital-first
mindset is
the first step
towards
rebuilding
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Merchants considering existing loyalty apps have an increasing set of
choices. Apps range from ones that generate loyalty through dynamic
mobile games to others that directly connect to customers’ payment cards,
track spending in real time and push offers to offset payments to consumers
at point-of-sale when customers have accumulated enough points.
• NBCUniversal encourages viewers to watch featured episodes that
earn them points which can be redeemed at a variety of retailers
• Victoria’s Secret uses their loyalty app to facilitate trivia games
and social media sharing among participants. Participation points
allow for the opportunity to win a trip to the company’s fashion show

6

Factors attributing to successful implementation encompass:
• Intuitive apps that provide easy enrollment, usage and redemption
• A supplier track record that proves its program motivates desired
behaviors – increased patronage, higher ticket sizes, improved
customer satisfaction
• High quality, actionable and user friendly data that delivers
business intelligence about what their customers want and how
they respond to various tactics for improving the merchant’s
marketing and performance
• A clear plan for evolving their loyalty program to meet customers’
changing shopping and payment behaviors
Consumers have long been motivated by rewards. As our world continues
to change from the physical to the digital, merchants who can embrace a
new form of currency are well positioned to rebuild the future of loyalty.
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THE FUTURE FASTER COMMERCE AFTER
COVID-19
The pandemic introduced new challenges for commerce around the world.
The ability of societies to optimize health and safety while navigating
economic upheaval is the central challenge that will define our era.
However, the recovery of commerce after COVID-19 remains promising
through several key advancements:
• Commerce that unites digital and physical
• Secure digital payments that bridge geography
• Collaborations that are actively crafting tomorrow’s infrastructure
in the present

That future of commerce exists all around us – a flexible, resilient,
collaborative, secure digital framework coupled with best practices that
quickly incorporate new ideas and new technologies. The pandemic
beckoned our future faster, summoning tomorrow’s commerce to meet
today’s needs.

E-commerce is the essence of commerce
The story of e-commerce growth during the pandemic goes far beyond
numbers. COVID-19 shifted traditional face-to-face commerce and altered
the world of commerce forever.
Salesforce estimates that global online sales spiked 71% YoY in Q2 2020.
In Brazil, the size of e-commerce nearly doubled during the pandemic, rising
over 98% in April 2020 versus April 2019. In the U.S., a dramatic second
quarter surge saw consumers spend 30.1% more on e-commerce in the first
47
six months of 2020 over the same period in 2019.
1

2

3

In India, online penetration is projected to double by 2024 to account
for 11% of all retail. Goldman Sachs estimates compound annual
growth of 81% for online grocery in India through 2024 as the pandemic
accelerated three years of growth in only three months.
4

5

In Europe, a McKinsey study found that average digital adoption rates
across the continent rose from 81% to 94% during the pandemic,
accounting for up to three years of growth. Grocery, social media,
banking and OTT entertainment saw the strongest growth as Europeans
began isolation. Upwards of 25% of consumers used these services for
the first time during the pandemic. Global consumers consistently signal
that the surge in digital adoption is here to stay. McKinsey also found
more than 70% of European consumers plan to use digital services as
much or more after the pandemic subsides.
6

As lockdown orders and operating restrictions spread, e-commerce
was commerce. Traditional modes of commerce began to rapidly adapt.
Commerce after the pandemic will prioritize flexibility and ingenuity
over the physical, and consumer experience over legacy channels.

Digital payments unify tomorrow’s commerce
Safety considerations amid COVID-19 proved the tipping point for
acceleration of contactless, digital-first payment methods at the point
of sale. A 2020 Mastercard study found 79% of people worldwide and
91% in APAC used contactless tap-and-go payments at the point of sale;
74% of global consumers said they would keep using contactless beyond
the pandemic.
7

74%

of consumers
will continue to use 7
contactless payments

Consumers are making their voices heard and merchants are meeting
their needs with digital payment options that emphasize safety. Visa’s
2020 Back to Business study found that 78% of consumers worldwide
changed payment methods to reduce contact, while 67% of small
businesses have adopted new payment technologies to keep their
business on track.
8
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Cash, paper, manual processes and other legacies persisted because
of habit and because, at the most basic level, they worked. Until the
pandemic hit, when suddenly, everything became much more complex.
Digital payments enable the future of commerce faster: the simplicity of
QR codes, the security of biometrics, the efficiency of the digital device as
the center of consumer gravity, the seamless magic of invisible payments.
Yesterday’s science fiction is becoming the future of commerce.

Building the future’s infrastructure faster
Creating infinitely flexible, fault-tolerant digital and physical infrastructure
is hard work. The complexity of digital transformation makes going it alone
impractical if not impossible. Partnerships with technology and logistics
providers make digital transformation possible and those partnerships
are essential to achieving scale, speed and tackling complexity.
Consider the role of e-commerce platforms during the pandemic.
Platforms helped businesses enable and extend their digital infrastructure
to maintain engagement with customers when no other commerce was
possible.
Governments play a central collaborative role in developing the future’s
infrastructure. South Korea is pursuing a Digital New Deal collaboration
that integrates public and private sector information to share across
5G networks. The infrastructure initiative was specifically designed in
response to the acceleration of digitization and to mitigate future risks
highlighted by the pandemic.
9

The World Bank is assisting countries throughout the world with its
GovTech Global Initiative. GovTech promotes simple, accessible and
efficient government though digital transformation. From Albania to
Djibouti, GovTech initiatives promote broadband connectivity, digital ID,
electronic payments and national data registries to help governments
meet the essential needs of citizens.
10

COVID-19 changed virtually everything about commerce. Marketers need
the ability to pivot quickly and adapt appropriate tone considerations
for the context of their audience. Logistics managers must plan for
unprecedented risks, developing contingencies to withstand disruptions

Partnerships are
essential to rebuilding
and achieving
scale and speed
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of ever greater depth and scope. New technologies and governmental
regulations change the investments businesses must make to keep
commerce moving forward.

Digital transformation as the essential service
Commerce after the pandemic may still sound futuristic. But as societies
emerge from the fog of disruption brought by COVID-19, we’re living the
future each day.
Our future requires flexible infrastructure built in the cloud, digital
payments that allow the instant, safe, convenient settlement of
payments, and alliances between technology, supply and logistics
partners. The future of commerce demands businesses develop
infrastructure that elevates health and safety to the highest priority
for all face-to-face contact. And ultimately for commerce, our future
means engaging consumers at scale with smart technology and
smarter consumer experiences.
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METHODOLOGY
Rebuilding payments for a smarter world
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The Global Payments Report offers a snapshot of the current payment
landscape: globally, by region, and in 41 select countries. The report projects
scenarios and trends through 2024 for payment methods as well as market
size. In addition, we include a series of five articles with our perspective on
current themes in the world of payments.
The online and offline payment worlds continue to converge. Serving the
channel-agnostic needs of merchants and consumers starts with a holistic
understanding of payments. Accordingly, this report expanded in 2018 to
include analysis of payment methods used at the physical point of sale (POS).
Previous Global Payments Reports focused exclusively on e-commerce
payment methods. This expanded report offers a broader and more
complete view of today’s global payment landscape.
We continually seek to improve The Global Payments Report based on feedback
received from our merchants and other readers. In this year’s edition, we
introduce two new payment methods: Direct Debit and POS Financing. Direct
Debit is an e-commerce payment method where customers give a retailer
permission to withdraw funds directly from their bank account on a specified
date after the purchase. In previous reports, Direct Debit share was lumped
together with Bank Transfer. POS Financing represents a mix of legacy and
emerging payments that extend consumer credit at the point of sale. This
includes credit offered by retailers, financial institutions, marketplaces, as well
as buy now, pay later services, that are growing in popularity.
Another change for 2021 is that we’ve split EMEA into two separate regions:
Europe, and MEA (Middle East and Africa). This change allows our readers to
gain better understanding of the trends shaping these two regions.
This report asserts our view of the market, based on internal expertise, our
own research and third-party vendor data. Our Market Intelligence team
compiles The Global Payments Report using data from a mixture of thirdparty vendors as well as public data sources. This data is analysed using our
proprietary data model and categorisation scheme developed in cooperation
with a leading management consultancy. The resulting data is rigorously
tested and validated by external experts as well as our product and regional
commercial teams.

E-commerce market size and forecast data were sourced from GlobalData’s
E-Commerce Analytics database based on data updated in Q3 2020.
Therefore, 2020 data cited in the report are estimates. GlobalData collected
this information using consumer surveys, B2B surveys and desk research
and have also developed a proprietary forecast model for e-commerce
market size growth.
The 2020 POS market size was estimated by Worldpay from FIS, based on
2019 data provided by GlobalData and recent McKinsey Global Institute/
Oxford Economics macroeconomic assumptions, taking COVID-19 into
account. Total POS market size until 2024 was forecasted based on
macroeconomic expectations. Any indicative predictions based on the
data we have used should be treated as such. All projections are subject to
changes in world events, market dynamics and other forces over the period
concerned (to 2024).
Actual shares of individual payment methods by country and region are
calculated using the afore-mentioned data model. Our model contains a
detailed breakdown of payment methods used when shopping online and at
point of sale, which were sourced from GlobalData’s 2020 Consumer Payments
Insights survey, FIS internal data and other public sources.
Forecast breakdown by payment method for each region is calculated using
historical percentage share growth trend (in CAGR) for e-commerce and the
McKinsey Global Payments Map’s indicative trends for POS methods. This was
supplemented by payments expertise from both FIS and external experts.
McKinsey continuously maintains its payments database from over 200 global
sources, including public data, consumer surveys and local research team
inputs. All market size data relate to the industry, not from our direct business.
Additional secondary sources for this report include Statista, eMarketer
and yStats; data from local card, banking and payments associations; card
scheme and payment providers; e-commerce industry reports and studies;
news articles; and international organisations including the World Bank
and International Monetary Fund. Card scheme figures were sourced from
GlobalData; these are representative of all payments including e-commerce
and point of sale.
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E-com CAGR / POS CAGR
Compound annual growth rates for e-commerce and point-of-sale transaction values
projected through 2024.
E-com turnover
Sum of all sales transactions made online, including those made via desktop, tablet
and smartphone.
Internet penetration
The percentage of a population that uses the internet in any form on at least an
occasional basis.

PAYMENT
TERMS
PAYMENT TERMS
Alternative payment methods
“Alternative” refers to payment methods other than cash or physical cards linked to the global
card brand networks. Alternative payment methods include bank transfers, digital wallets,
direct debit, mobile wallets, PrePay, PostPay and buy now, pay later (BNPL).
E-commerce
e-commerce includes all consumer-to-business and consumer-to-consumer transactions
that occur over the internet, including via websites, apps, the Internet of Things (IoT)
and an evolving array of new platforms, devices and experiences. Bill payments are
not included, but purchases made online that are settled via invoicing or with cash on
delivery areincluded.
E-com as % of sales
Percentage of purchases made online as a percentage of all sales transactions.

M-com as % of e-com
Transaction value of purchases made via a mobile internet device as a percentage of
all e-commerce transactions.
Mobile penetration
The percentage of a population that owns at least one mobile phone and use the
phone(s) at least once per month.
Point of sale (POS)
All transactions that occur at the physical point of sale. Includes traditional in-store
transactions as well as all face-to-face transactions regardless of where they take place.

PAYMENT METHODS
Bank Transfer
Bank transfers allow consumers to make e-commerce purchases by paying merchants
directly from their bank account. Bank transfers take place within retail banking
applications, in dedicated bank transfer apps and directly via e-commerce websites and
apps. In 2020, bank transfers represented 7.7% of all e-commerce transactions globally.
Buy now, pay later (BNPL)
BNPL services are post-purchase payments allowing consumers to make payments in
interest-free installments or pay off the invoice after a determined period. A growing
e-commerce payment method, popular BNPL services include Affirm, Afterpay and Klarna.
BNPL accounted for 2.1% of global e-commerce transactions in 2020.
136

Cash
Once the undisputed leader in POS commerce, cash accounted for 18.2% of POS spend
in 2020. Cash is projected to continue to decline in use and will account for only 10.6% of
POS spend by 2024.
Cash on Delivery
Cash-on-delivery (COD) transactions feature payment for goods in cash at the time of
delivery. COD remains an important payment method by offering an essential link to
e-commerce for unbanked consumers. COD accounted for 3.3% of global e-commerce
transactions in 2020.
Charge & Deferred Debit Card
Charge cards and deferred debit cards typically charge no interest but require cardholders
to pay the outstanding balance in full at fixed intervals, typically monthly. In 2020, charge
and deferred debit cards represented 3.3% of e-commerce transactions globally.
Credit cards
An anchor of consumer payments for over half a century, credit cards are issued by
financial institutions affiliated with a global card brand network such as Mastercard,
Visa, UnionPay, etc. In 2020, credit cards accounted for 22.8% of e-commerce and 20.0%
of POS globally. Credit cards allow consumers to make purchases via an extension of
credit from a financial institution.
Debit cards
Debit cards allow consumers to purchase with funds directly debited from accounts held
at their financial institution. Debit cards are issued by financial institutions affiliated with
a global card brand network. In 2020, debit cards accounted for 12.3% of e-commerce
and 20.2% of POS transactions globally.
Direct debit
Direct debit is an e-commerce payment method where customers give a retailer
permission to withdraw funds directly from their bank account on a specified date after
the purchase. New to our analysis as a distinct category, previous editions of The Global
Payments Report included these purchases within bank transfers. In 2020, direct debit
accounted for 1.2% of global e-commerce transactions.

Digital wallets and mobile wallets
Digital wallets and mobile wallets are modern payment methods that allow consumers
to securely store payment credentials to pay for purchases. Mobile wallets such as Apple
Pay, Google Pay and Samsung Pay work only within the specific mobile operating system
(OS), whereas digital wallets such as Alipay, WeChat Pay, Paytm and Amazon Pay are OSagnostic. Many popular wallets are both digital and mobile, and are accepted virtually
everywhere commerce takes place: online, in-app or in-store. In 2020, digital and mobile
wallets accounted for 44.5% of e-commerce and 33.1% of POS transactions.
POS financing
POS financing represents a mix of legacy and emerging payments that extend consumer
credit at the point of sale. This includes credit offered by retailers, financial institutions and
marketplaces, as well as BNPL services. New to our analysis as a distinct category in 2021,
POS financing represented 3.3% of global 2020 point of sale transactions.
PostPay
PostPay allows consumers to order products and pay for them in full later at an affiliated
physical store or ATM. Although PostPay services represent only 0.9% of e-commerce
transactions globally, PostPay accounts for 5.4% of e-commerce spend in Latin America,
led by Boleto Bancário in Brazil. PostPay thrives in Japan where payments made at
Konbini stores represent 10.7% of e-commerce spend.
Pre-Paid Card
Prepaid cards are issued by financial institutions that run scheme networks such as Visa
and Mastercard. Prepaid cards can be funded one time or be reloaded, and they can be
used to make purchases as easily as debit or credit cards. Prepaid cards saw increased
use as a distribution method for COVID-19 relief aid in 2020, primarily in the U.S.,
representing 1.1% of e-commerce and 3.6% of POS transactions.
PrePay
PrePay services help consumers make e-commerce purchases without a card account
and without providing any personal information. Services such as eNETS, paysafecard
and Neosurf offer flexible and secure payments via vouchers redeemable at participating
merchants. PrePay methods accounted for 0.4% of global e-commerce transactions in 2020.
Others
We continue to track other emerging payment methods—like mobile carrier billing and
cryptocurrencies—that in 2020 combined to account for 0.4% of global e-commerce spend.
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