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You could argue that marketplaces are the original form of retail. 
In past eras, people gathered in a central location to trade goods. 
One could trace America’s business history to the marketplace in 
lower Manhattan run by Dutch traders in 1626.

Today, marketplaces are increasingly digital in nature and even 
more global than the Native American-Dutch trade in pelts that 
got things started. In 2022, buyers and sellers converge online in 
marketplaces run by some of the most powerful players in retail.

The seventh edition of Digital Commerce 360’s Online 
Marketplaces Report is an in-depth analysis of the Top 100 
marketplaces around the globe today, as well as the strategies that 
marketplace sellers and marketplace operators alike use to grow 
and compete.

Online marketplaces are digital shopping malls where consumers 
can buy from a variety of merchants on one site. Some, like eBay 
Inc., are pure marketplaces that only sell merchandise from other 
retailers. Other major marketplaces are run by large retailers, like 
Amazon.com Inc. and Walmart Inc. These retailers, which we call 
hybrid marketplaces, sell their own merchandise alongside the 
products of third-party merchants. 

How consumers, retailers and brands perceive marketplaces has 
evolved since the first edition of this report was published in 2016. 

This has all contributed to the growth in marketplaces worldwide. 

OVERVIEW



METHODS TO MASTERING ECOMMERCE MARKETPLACES • AUGUST 2022
4

© Copyright 2022 Digital Commerce 360 & Vertical Web Media LLC. All rights reserved. Content published August 2022.

OVERVIEW

The Top 100 online marketplaces in the world collectively grew 
total gross merchandise value (GMV), which includes both first- and 
third-party sales, by 18.1% to $3.23 trillion in 2021. 

As impressive as that growth is, it’s a dramatic slowdown from 
the 31.4% growth we saw in 2020 as the COVID-19 pandemic 
kept shoppers out of brick-and-mortar stores and accelerated 
ecommerce. 2021 GMV growth is also slower than the 18% and 21% 
GMV growth seen in 2019 and 2018, respectively.

Still, it’s worth noting that marketplace growth in 2021 exceeded 
that of other forms of retail. 

Global ecommerce sales, which include marketplaces and other 
forms of digital commerce like direct-to-consumer sites and single-
retailer websites, grew just 13.1% in 2021.

And third-party GMV growth on marketplaces topped the growth in 
total marketplace GMV in 2021, reaching 18.4%.

Or, to put it more clearly: third-party GMV is growing faster than 
total GMV on marketplaces. And marketplaces are growing faster 
than total ecommerce. 

WORLDWIDE ECOMMERCE SALES AND YEAR-OVER-YEAR GROWTH, 2016-2021
In trillions

Source: Digital Commerce 360
2018 2019 2020 20212016 2017
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FIRST-PARTY VS  THIRD-PARTY
Looking solely at the United States, we see a similar story.

Total U.S. retail sales growth stood at 14.4%, according to a Digital 
Commerce 360 analysis of U.S. Department of Commerce data. 
Meanwhile, total U.S. ecommerce sales growth hit 17.8%.

But the Top 100 U.S.-based marketplaces beat that performance, 
recording 18.7% growth in total GMV in 2021, to reach a record high 
of $917.79 billion. (Total gross merchandise value, or GMV, includes 
first- and third-party merchant sales.) And it was third-party 
sellers that drove that rise. Third-party GMV on the Top 100 U.S. 
marketplaces rose a whopping 22.4%.

That’s a departure from the peak of the pandemic during 2020 as 
well as 2019, when total GMV growth topped that of third-party 
growth at the largest U.S. marketplaces.

US ECOMMERCE SALES GROWTH, 2019-2021

Source: Digital Commerce 360 analysis of U.S. Department of Commerce data

2019

2020

12.5%

42.8%

2021 17.8%

OVERVIEW
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Launching a marketplace is a critical strategy in retail, with 
continual evidence that marketplaces accelerate profitable growth. 
But marketplaces aren’t a one-size-fits-all solution. Retailers can 
customize their marketplace strategy — from generalist to a highly 
curated product assortment — to not only maintain, but strengthen, 
their brand identity. 

As marketplaces gain traction, more retailers are turning to a hybrid 
ecommerce approach. By offering products from third-party sellers 
alongside their own products, the enterprise marketplace model 
enables businesses to scale assortment quickly and efficiently, 
leveraging sellers to fulfill orders rather than investing considerable 
capital to hold their own inventory. 

This strategy is consistently where the growth lies. For the second 
year in a row, enterprise marketplaces have grown at double the 
rate of ecommerce. The trend has outlasted digital’s unprecedented 
rise in 2020: enterprise marketplaces still grew 25% globally in 2021, 
compared to the 12% growth of ecommerce, according to Mirakl’s 
Enterprise Marketplace Index report. 

More than a buzzword: marketplaces are 
changing the face of ecommerce

Even during the current tumultuous state of the global economy, 
the marketplace model prospers. Take Amazon as an example: 
While first-party sales (inventory owned by Amazon) dropped 
in Q2 2022, revenue from third-party sellers increased by more 
than 9%. In fact, 57% of products sold were from marketplace 
sellers — the highest in Amazon’s history. “Consumers are 
searching for good selection and good deals, which may 
foreshadow broader price discounting through the end of the 
year, favoring online marketplaces,” Colin Sebastian, managing 
director and senior research analyst at Baird, wrote in an 
investor note in August. 

As consumers increasingly expect anything, anytime, anywhere 
when shopping online, the marketplace model helps businesses 
meet those demands. That’s why two-thirds of consumers 
prefer to shop on marketplaces over conventional ecommerce 
sites, according to The State of Online Marketplace Adoption, 
a Mirakl survey of 9,000 global shoppers. Better prices, product 
selection and delivery options are top reasons why consumers 
have a better shopping experience on marketplaces than 
traditional retail sites. 

Sellers are fueling marketplace growth, as the number of 
businesses selling on marketplaces increased by 46% year 
over year in 2021. Those sellers delivered a larger assortment 
of products: Product on established marketplaces expanded 
by 29% last year. 

These numbers reflect a shift from an offer-driven economy to 
a demand-driven ecosystem. While many retailers still express 
some level of skepticism around the notion of “more products,” 
retailers who adopt marketplaces with the right level of curation 
and control — while not compromising what buyers ask for — 
experience higher growth.

How DOUGLAS is powering ecommerce 
growth with a marketplace
As Europe’s market-leading perfume and cosmetics retailer, 
DOUGLAS has long dominated beauty ecommerce in the region. 
With pure players and other competitors entering the online 
space, DOUGLAS’ best-in-class first-party assortment was no 
longer enough. Over the years SEO visibility began to decrease, 
negatively impacting inbound web traffic. DOUGLAS acted 
quickly with a marketplace strategy. 

An executive conversation with 
Fareeha Ali, Director of  

Market Intelligence, Mirakl

Unlocking ecommerce 
growth with a curated 
marketplace strategy

https://mirakl-1749772.hs-sites.com/enterprise-marketplace-index-by-mirakl-2022-release?ut%5B%E2%80%A6%5DReport+DC360+Online+Marketplaces&utm_content=EMI+Report
https://mirakl-1749772.hs-sites.com/global-consumer-survey-by-mirakl-1?utm_source=marketin%5B%E2%80%A6%5Dt+DC360+Online+Marketplaces&utm_content=Consumer+Survey
https://www.mirakl.com/


The selective partner program, launched in 2019, expanded 
DOUGLAS’ core assortment and allowed them to enter stretch 
categories beyond beauty with a strong fit to their brand DNA, like 
health, well-being, and premium accessories. With this strategy, 
DOUGLAS also increased visibility on every keyword relevant to its 
target customers. Improvements in content, site structure and page 
speed optimization supported the integration. 

“DOUGLAS has doubled its ecommerce sales in just two years, and 
with our partner program the SEO benefits have been a significant 
driver of that growth. We’re discovering more new customers, 
increasing overall web visits, and increasing our average basket size 
as a result,” chief digital officer Vanessa Stützle said. 

By adding more than 100,000 new SKUs in the first year of 
operation, DOUGLAS’ SEO visibility has skyrocketed, ecommerce 
sales have doubled since launch, and in 2021, new ecommerce 
customers increased by 12% over 2020. 

Expanding assortment, without 
compromising on customer experience

The reality is marketplaces are not growing at double the rate of 
ecommerce simply by adding a vast assortment of products to 
a retailers’ site. Today’s shoppers expect a personalized digital 
experience — not a bunch of irrelevant products to sift through. 
That experience does a disservice to consumers and to the 
marketplace operator, whose brand DNA is at risk without a 
thoughtful approach to marketplace. 

The key is to deliver product curation as quickly as customer 
demand calls for it, and at scale. A successful marketplace takes into 
consideration both first-party and third-party assortment to present 
a unified, personalized shopping experience for consumers. For 
example, taking a thoughtful approach to marketplace assortment 
and recruiting quality sellers sets up a marketplace for success. Use 
search data to pinpoint customer preferences and identify assortment 
gaps. Then assess the market potential for each new product category 
and prioritize the launch cadence and recruiting efforts accordingly.

Gaining an advantage through 
curation at scale

“Curated” marketplaces don’t necessarily equate to small or 
narrow multi-merchant platforms. French home goods retailer 
Maisons du Monde, for example, launched its marketplace 
to offer customers more inspirational products in core and 
new categories, both in-store and online, building a base of 
around 560 sellers that align closely with the brand style, DNA 
and commitment to sustainability. Within those parameters, 
the marketplace now features 1,400 curated brands selling 
210,000 products. 

The marketplace, which is live in France and Spain, represented 
40% of online GMV in France and 31% in Spain in Q2 2022. Amid 
high inflation and decreasing consumer confidence, store traffic 
remained weak in July for the retailer, but online traffic was 
sustained by its “successful marketplace,” Maisons du Monde 
reported in its Q2 2022 earnings release. 

We see the curated marketplace trend accelerating in the U.S. 
as well, with retail household names like Macy’s and Express 
introducing curated marketplaces into their retail strategies. In 
the past year, 45% of U.S. online shoppers have purchased on 
marketplaces beyond Amazon, eBay and Walmart, according to 
a Digital Commerce 360 and Bizrate Insights survey in May 2022. 
What’s more, 31% purchased from a specialty marketplace that 
focuses on a unique category or customer segment. 

Retailing is a competitive sport. Whether squeezed by new 
digitally-native entrants or challenged by industry heavyweights, 
retailers are constantly striving to find the next pathway to 
growth. The pioneering organizations that have adopted 
the enterprise marketplace model are thriving, creating 
a new normal in commerce. Marketplaces are attracting 
sellers and consumers alike with curated, expansive product 
selection; competitive prices; and better fulfillment options. 
The result: More retailers are unlocking growth through the 
platform economy.

SPONSORED ARTICLE

Unlocking ecommerce growth with a 
curated marketplace strategy (CONTINUED)

About Mirakl
Mirakl offers the industry’s first and most advanced enterprise marketplace SaaS platform. With Mirakl, organizations across B2B and B2C industries 
can launch marketplaces faster, grow bigger, and operate with confidence as they exceed rising customer expectations. Platforms are the new 
competitive advantage in ecommerce, and the world’s most trusted brands choose Mirakl for its comprehensive solution of technology, expertise, 
and the Mirakl Connect ecosystem to unlock the power of the platform business model for them. 

As a result, companies like ABB, Astore by AccorHotels, Best Buy Canada, Carrefour, Catch, Changi Airport, Darty, The Kroger Co., Leroy Merlin, 
Maisons du Monde, Metro, and Toyota Material Handling gain the speed, scale and agility to win in the changing ecommerce landscape. 
For more information: www.mirakl.com

https://corporate.douglas.de/news/douglas-lanciert-marktplatz-mit-erstem-exklusivem-partner-programm-fuer-beauty-in-europa/?lang=en
https://www.mirakl.com/
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OVERVIEW • FIRST-PARTY VS  THIRD-PARTY

It’s a similar story at the Top 100 global marketplaces, where 2021 
saw third-party (3P) GMV growth of 18.4% versus total marketplace 
GMV growth of 18.1%.

Interestingly, that’s quite different from 2019 and 2020, when total 
marketplace GMV growth topped that of 3P GMV growth across the 
top global marketplaces. 

TOTAL GMV1 AND YEAR-OVER-YEAR GROWTH FOR  
TOP 100 US-BASED MARKETPLACES, 2017-2021

$400.46 billion 
2017

$461.88 billion 
2018

$527.17 billion 
2019

$773.14 billion 
2020

1. Total gross merchandise value, or GMV, includes first- and third-party merchant sales
Source: Digital Commerce 360

$917.79 billion 
2021

14.3%

15.3%

14.1%

46.7%

18.7%
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SELLING EVERYWHERE
Merchants have long recognized the value of selling on online 
marketplaces. The marketing power and reach of the giants of 
the marketplace world are such that smaller merchants have 
little choice but to sell on marketplaces. In comparison, larger 
merchants see the advantage in using marketplaces to boost 
overall sales and find new customers.

That’s particularly true in China. Taobao (No. 1 in the 2022 
Online Marketplaces report) and Tmall (No.2) — each owned by 
China-based Alibaba Group Holdings — are “pure” marketplaces. 
In other words, they do not sell their own products. 

They have very different business models. Taobao is a consumer-
to-consumer site comparable to eBay Inc. (No. 5). It’s free to list 
an item on Taobao and millions of sellers do so. Tmall serves 
larger merchants. Selling on Tmall requires a $25,000 security 
deposit and an annual fee of as much as $10,000. Roughly 50,000 
sellers do business through Tmall.

In the U.S., Amazon (No. 3 globally and No. 1 domestically) is 
a “hybrid” marketplace, meaning it sells its own goods and 
does business with third-party sellers too. Amazon has about 
1.5 million sellers of varied sizes. 

EBay (No. 5 in the world and No. 2 in the U.S.) is a pure 
marketplace with 19 million sellers. No marketplace anywhere 
on earth does business with more merchants. 

It can be illuminating to look at how the largest retailers 
view marketplaces. And the data suggests that most of 
them view marketplaces as worth doing business with. 
More than half of the Top 1000 retailers and more than half 

SHARE OF TOP 1000 VS. 
NEXT 1000 RETAILERS 
SELLING ON ANY 
MARKETPLACE, 2020-2021

Source: Digital Commerce 360
Top 1000 Next 1000

57.9%
59.2%

57.3% 55.7%

20202021

OVERVIEW
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OVERVIEW • SELLING EVERYWHERE

of the Next 1000 retailers sell on marketplaces, according to a 
Digital Commerce 360 analysis.

MARKETPLACE PARTICIPATION VARIES BY TYPE AND CATEGORY
Consumer-brand manufacturers are the heaviest sellers on 
marketplaces, with more than three-quarters moving goods 
through marketplaces. By contrast, only slightly more than a third 
of retail chains sell on marketplaces.

More than eight of 10 consumer electronics retailers sell on 
marketplaces — the highest percentage among the categories 
that Digital Commerce 360 tracks. The lowest percentage? Food/
beverage retailers at just 29.7% in both 2021 and 2020.

Of course, that only tells part of the story. To get the clearest picture 
of the relationship between merchants and marketplaces, you must 
look at category and merchant type by individual marketplace.

For example, consumer brand manufacturers are clearly invested 
in selling on Amazon. But they show less enthusiasm for Walmart 
Marketplace (No. 11) or Tmall.

SHARE OF TOP 1000 RETAILERS SELLING ON ANY MARKETPLACE BY MERCHANT TYPE, 2020-2021

Source: Digital Commerce 360

20202021

76.0%Consumer Brand 
Manufacturer

Direct Marketer

Retail Chain

Web Only

Top 1000

61.1%

35.4%

54.9%

75.6%

58.3%

40.4%

51.6%
57.9%

57.3%
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Over the past few years, shopping habits have evolved, 
and customers’ expectations have changed. Today’s online 
shoppers tend to have more disposable income and are 
looking for a larger range of assortment to browse. To discuss 
how Walmart Marketplace can help brands diversify and 
grow their business, Digital Commerce 360 spoke with 
Michael Mosser, Marketplace category general manager 
at Walmart U.S.

How is Walmart looking to expand its 
breadth, assortment and brands online?

One of the incredible things about selling online and through 
our Marketplace is that there’s limitless shelf space. Therefore, 
when Walmart partners with brands, we are looking for 100% 
of their assortment to connect our customers with great 
choices that fit every budget. We’re also looking to partner 
with brands that might not be represented in our stores but 
can perform well with our online customers. 

Where does Walmart fit in with a seller’s 
overall marketplace portfolio?

Sellers of all sizes can join our Marketplace and grow their 
ecommerce footprint. There are no setup, subscription or 
monthly fees. Walmart deducts a referral fee once a sale 
occurs. By joining Walmart Marketplace, sellers can reach 
millions of Walmart.com visitors each month.

Sellers can also use the Marketplace as a testing ground 
for products with minimal financial risk. Based upon the 
performance of an item or brand, it may lead to a successful 
Marketplace business or perhaps even a graduation into the 
stores. And finally, there are cases where the financials for certain 
products just lend themselves better to third-party offerings. 

What support do you provide sellers to help 
them ramp up their sales?

We have a portfolio that includes services like Walmart 
Fulfillment Services (WFS), which helps sellers store, pick, 
pack, ship and manage inventory and Walmart Connect 
(WMC), which helps them find the right sponsorship 
models and get items in front of customers. We also have 

tools that help our sellers accelerate their business like 
the Pro Seller Badge, Flash Picks, review syndication and 
seasonal promotions.

Walmart Marketplace’s business development team helps 
sellers discover the opportunity and get on the platform, 
and our account management team allows them to scale 
their businesses. We want our sellers to be successful and 
are constantly finding new ways to help them realize all the 
opportunities the Walmart Marketplace offers.

Most of Walmart’s sales come from stores 
and owned inventory online. How do you 
ensure that third-party sellers can compete?

Marketplace sellers have equal access to large and frequently 
transacting traffic on an easy-to-use platform in a trusted 
partnership model. Marketplace items are featured alongside 
first-party items in site features such as Flash Picks and 
Walmart Restored, seasonal promotions and annual events. 

Marketplace sellers control their businesses, including 
inventory, retail pricing, fulfillment and customer care. With 
the power and services Walmart Marketplace offers, sellers 
can compete equally with first-party pricing, great delivery 
and optimized listings. 

Why would a seller want to join Walmart’s 
Marketplace now given current economic 
uncertainties?

By joining Walmart Marketplace now, sellers will be 
positioned squarely within a top priority growth area at the 
world’s largest omnichannel retailer. Those who take an 
“all in” approach — bringing their entire catalog, optimizing 
their offer listing quality, investing in accelerators like WFS 
and WMC, and following through with excellent customer 
service — should expect Walmart Marketplace to become an 
essential and growing part of their business. 

An executive conversation with 
Michael Mosser, Marketplace category 

general manager, Walmart U.S.

Walmart Marketplace 
helps brands grow 
ecommerce, scale 
their business

https://marketplace.walmart.com/


Join today

Grow your eCommerce 
business with Walmart 
this holiday season! 
There’s no better time than the holidays to join 
Walmart Marketplace, one of the fastest-growing 
eCommerce platforms in the U.S. When you sell on 
Walmart.com, you access our powerful ecosystem 
of solutions designed to help deliver growth and 
unlock scale for sellers of all sizes.  

120 million
 unique monthly visitors 

to Walmart.com

Comscore Media Metrix, October 2021

136% increase
in advertisers using Walmart 

Connect in the U.S.   

FY22 Earnings Report

50% GMVgrowth
on average for items 
that are fulfilled by 

WFS 

https://marketplace.walmart.com/holiday-season-with-walmart-marketplace/?utm_campaign=2022-US-MP-HOL&utm_medium=fullpage&utm_source=digitalcommerce&utm_content=mpreport


METHODS TO MASTERING ECOMMERCE MARKETPLACES • AUGUST 2022
13

© Copyright 2022 Digital Commerce 360 & Vertical Web Media LLC. All rights reserved. Content published August 2022.

On the other hand, looking at the share of Top 1000 retailers 
selling on marketplaces by merchandise category unveils some 
interesting insights.

AUTOMOTIVE PARTS/ACCESSORIES SELLERS HEAD TO EBAY 
The share of consumer electronics sellers fell in 2021 from the prior 
year at Taobao, Tmall and eBay, while holding steady at Amazon. 
Who gained share? Walmart Marketplace saw consumer electronics 
climb to 16.0% in 2021 from 11.1% in 2020.

So, is it worth it for retailers to sell on marketplaces?

The answers vary depending on what any given retailer sells and 
where their target audience spends its time online.

But the data suggests that in a general way, selling in online 
marketplaces is a win for merchants.

When Digital Commerce 360 compared the overall performance 
of Top 1000 retailers that sell on marketplaces versus those that 
do not, the difference was compelling. Selling on marketplaces 
correlated to higher overall growth in online sales. 

SHARE OF TOP 1000 RETAILERS SELLING ON TOP MARKETPLACES BY MERCHANT TYPE, 2020-2021

Source: Digital Commerce 360

MERCHANT TYPE % OF RETAILERS

Amazon eBay Walmart Marketplace Tmall Taobao

2021 2020 2021 2020 2021 2020 2021 2020 2021 2020

Consumer Brand Manufacturer 75.3% 74.4% 6.4% 6.1% 5.1% 3.8% 18.8% 16.8% 15.1% 14.7%

Direct Marketer 58.3% 55.6% 25.0% 22.2% 22.2% 16.7% 0.0% 0.0% 0.0% 0.0%

Retail Chain 31.3% 34.3% 9.6% 8.1% 6.6% 5.6% 2.6% 2.6% 2.6% 1.5%

Web Only 47.7% 44.6% 28.2% 26.8% 18.5% 16.4% 0.2% 0.0% 0.0% 0.5%

Top 1000 53.6% 52.5% 17.3% 16.2% 11.9% 10.2% 6.5% 5.8% 5.2% 5.1%

OVERVIEW • SELLING EVERYWHERE
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As mentioned earlier, there are two types of marketplaces: 
hybrid and pure. 

For hybrid operators, the key challenge is bringing in a mix of 
merchants that can drive traffic and protect the marketplace’s brand.

It’s not particularly easy.

For example, Walmart Marketplace is a hybrid model. In March of 
2021, eager to expand sales on the marketplace, Walmart opened 
the marketplace to international sellers. In a little more than a 
year, everything changed. More than 50% of new sellers on the 
Walmart marketplace are from China, according to Marketplace 
Pulse research.

HYBRID MARKETPLACES

YEAR-OVER-YEAR GROWTH FOR TOTAL VS. 3P GMV FOR TOP 100 HYBRID MARKETPLACES,1 2018-2021

1. Includes 41 retailers that operate a marketplace that sells their own inventory alongside products from outside sellers    
2. Total gross merchandise value, or GMV, includes first- and third-party merchant sales   Source: Digital Commerce 360

3P GMVTotal GMV2

33.9%

42.6%

2021
25.6%

2020
45.5%

2019
28.9%

25.4%

2018
24.7%

28.0%
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HYBRID MARKETPLACES

Target Corp. launched its marketplace Target Plus in 2019. It’s 
now No. 100 on the Top 100 Marketplaces. The company has been 
tight-lipped about marketplace growth but has told reporters and 
analysts that it is “selectively curating” marketplace sellers. By 
Q3 2020, it had 175 marketplace sellers. Two years later, it has 272.

When a hybrid marketplace finds the right mix of sellers, it can 
work well. Analysis from Digital Commerce 360 shows that 3P 
GMV growth on hybrid marketplaces has exceeded the total GMV’s 
growth rate on such marketplaces for four consecutive years.

There’s also a sort of subset of marketplace types: the niche 
marketplace. These are non-mass merchant marketplaces that sell 
in a particular category. There are 46 such niche marketplaces in 
the Top 100.

Examples include: 
 Houzz (No.17), which sells housewares and home furnishings. 
 Chrono24 (No. 29), a Germany-based marketplace for jewelry. 
 Drizly (No. 41), which delivers alcohol from local retailers.

3P GMV growth on niche marketplaces trailed that of total GMV in 
2021 by a full percentage point. 

Niche marketplaces in 
the Top 100 Marketplaces 
include (from left) Houzz, 

Chrono24 and Drizly.
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An executive conversation  
with Ryan Lee, CEO,  
Nautical Commerce

Marketplace shopping is more popular than ever. 
Many consumers see marketplaces as one-stop shops — 
a single place to find and purchase everything they need. 
Becoming a marketplace is also proving to be an important 
opportunity for retailers looking to expand their offerings 
and grow their business. To discuss the benefits retailers can 
realize by implementing robust marketplace technology, 
Digital Commerce 360 spoke with Ryan Lee, CEO of 
Nautical Commerce.

Some retailers only see marketplaces as 
a channel in which they can sell. But with 
recent technological advancements, 
becoming a marketplace is a viable option. 
Should retailers sell on marketplaces, 
become marketplaces themselves 
or both? 
Both, if the enabling technology is approachable. Before 
Nautical, building this type of marketplace technology 
in-house took years, was expensive and was an enormous 
strategic bet because you didn’t know if it would work until 
after you committed. 

Now, you can validate your marketplace strategy with very 
approachable technology, like Nautical, in just a few months 
and with little upfront capital investment. You know what will 
work and what won’t much faster, and you aren’t betting the 
company on it. 

How have marketplace technologies 
evolved and how is it beneficial to sellers?
One of the most underestimated facets of marketplace 
technology is understanding that a marketplace is much 
more than commerce. It’s also fintech and logistics. Fintech 
is about validating that a seller can be paid on a marketplace. 
Logistics is about removing the friction to sell and making it 
easy to coordinate, inform and push updates to your sellers’ 
logistics systems.

Marketplaces are responsible for aggregating demand. But 
to get the customers, you need the sellers. So, it’s critical to 
remove the friction to sell and make it very easy for sellers to 
participate in your marketplace by providing strong capabilities 
in commerce and fintech and logistics.

What role will marketplaces play in the 
near-term future of ecommerce? 
Because consumers recognize the one-stop-shop convenience 
of marketplaces, some marketplaces are now serving as search 
engines. Consumers often go to Amazon first to look for products 
because they know they’ll see many options available. More and 
more marketplaces offer the conveniences today’s consumers 
look for when they shop online. And at the top of that list are speed 
and reliability of delivery, easy returns and frictionless checkout.

What challenges do retailers face when 
considering marketplace initiatives?
Retailers must decide whether to buy marketplace technology 
from a provider or build their own. Building your own requires 
building three different systems — commerce, fintech and 
logistics — that work seamlessly together. That’s difficult and 
expensive, especially if you aren’t a tech company. Maintenance 
of these systems only exacerbates these challenges. 

When retailers buy a solution, they need to ensure it’s a complete 
multivendor solution — not a bolt on to an existing commerce 
platform. Marketplaces are much more than commerce and the 
right technology will reflect that.

What strategies or technologies help them 
overcome these challenges?
You want to embrace more modern event-driven platforms because 
they are less restrictive and allow you to extend your capabilities. 

Nautical’s system, for example, is complete and includes the 
functionality needed for marketplaces across commerce, fintech 
and logistics. 

Our crawl-walk-run approach helps companies get their 
marketplaces up and running fast. Our APIs and modern 
architecture make the platform agile to customer needs and 
shifting buyer patterns. Retailers on Nautical know quickly 
whether their marketplace works for them and can easily adjust.

Becoming a marketplace 
requires commerce, 
fintech and logistics 
capabilities

https://www.nauticalcommerce.com/


Become a marketplace
loved by buyers, sellers, and operators

Connect with the marketplace experts at Nautical today!

hello@nauticalcommerce.com  \  www.nauticalcommerce.com�

with Nautical’s marketplace operating system�

Nautical's multi-vendor marketplace platform enables you to:

augment
your product catalog 

by enabling third 
party sellers

launch
a marketplace to further 
monetize your existing 

customer base

unlock
the scaling potential 

of your existing 
marketplace

digitize
your B2B business 

with enabling 
multi-vendor tech

https://www.nauticalcommerce.com/
mailto:hello%40nauticalcommerce.com?subject=
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Online shoppers show strong interest in marketplaces. Some 
35% of online shoppers buy from marketplaces at least weekly, 
according to a Digital Commerce 360 and Bizrate Insights survey of 
1,000 online shoppers conducted in May 2022. Almost half of the 
survey respondents (49%) said they make monthly purchases on 
marketplaces.

AMAZON DOMINATES MARKETPLACE BEHAVIOR FROM 
BUYING TO LEAVING PRODUCT REVIEWS
It is important to dig into the experiences these 
shoppers find when they visit marketplaces. 
Online shoppers remain engaged with Amazon’s 
marketplace, which saw purchases among 70% of 
those surveyed. Top competitors were:
 eBay: 46%
 Walmart: 33%

An array of U.S. marketplaces beyond Amazon, 
eBay and Walmart are seeing purchasing by 45% of 
online shoppers. Specialty marketplaces captured 
the attention of 31% of those surveyed. Chinese 
marketplaces lag at 10%.

17% said they took advantage of same-day delivery. 
One can only guess that this will grow in the coming 
year due to consumer interest, particularly if more 
retailers add this capability. Surprisingly, only 9% 

 SHOPPERS EMBRACE ONLINE 
MARKETPLACES IN RECORD NUMBERS

THE SHOPPER SPEAKS

Daily A few 
times a 
week

Once a 
week

A few 
times a 
month

Once a 
month

A few 
times a 

year

6%

18%

11%

32%

17% 16%

Source: Digital Commerce 360 and Bizrate Insights 
survey of 1,000 online shoppers, May 2022

HOW OFTEN DO YOU BUY FROM MARKETPLACES 
SUCH AS AMAZON, EBAY AND ETSY?

CONSUMER INSIGHTS
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THE SHOPPER SPEAKS

mentioned products out-of-stock or long lead times as experiences 
they had this year given persistent supply chain challenges.

2022 ONLINE SHOPPERS ARE LESS ACTIVE  
AROUND MARKETPLACES
Shoppers continue to concentrate marketplace purchasing at 
Amazon. Just as was the case in 2021, a range of marketplaces are 
still seeing activity. Specialty marketplaces, where purchases are 
down from 42% to 31% among respondents, are not getting the 
same level of attention.

WHICH OF THE FOLLOWING DESCRIBES YOUR EXPERIENCES WITH MARKETPLACES OVER THE PAST YEAR? 
Please select all that apply

I have purchased from an Amazon seller on Amazon’s marketplace 70%
I have left a product review on Amazon 49%
I have made a purchase on eBay 46%
I have purchased on other U.S. marketplaces beyond Amazon, eBay and Walmart 45%
I have made a purchase on Walmart.com from a seller other than Walmart 33%
I have left a product review on a marketplace other than Amazon 32%
I have purchased from specialty marketplaces that focus on a unique category or customer segment 31%
I placed orders for same-day delivery on a marketplace 17%
I have purchased from a Chinese marketplace (Tmall/Taobao/JD) 10%
Products I typically purchase on marketplaces were out-of-stock, not available or had long delivery lead times 9%
I haven’t done any of these 5%

Source: Digital Commerce 360 survey of 875 online shoppers, July 2022

CONSUMER INSIGHTS
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Shoppers take part in these communities at high rates, leaving 
product reviews at Amazon (49%) and other marketplaces (32%). 
But review participation has declined, perhaps a sign that the 
community’s role may not be as critical post-pandemic. Year-over-
year numbers reflect such a shift:
 Amazon: 49% (2022) vs. 56% (2021)
 Beyond Amazon: 32% (2022) vs. 39% (2021)

Given all the attention sellers had given to their marketplace 
initiatives in the past year, we wondered whether online shoppers 
were finding marketplaces with larger assortments. Our results 
show one in three marketplace visitors are finding larger 
assortments, just over half (52%) are seeing about the same levels, 
and only 15% are seeing less. One might just hypothesize that with 
assortments on marketplaces perceived to be greater, shoppers 
may find marketplaces more attractive.

Source: Digital Commerce 360 and Bizrate Insights survey of 1,000 online shoppers, May 2022

WHICH OF THE FOLLOWING BEST DESCRIBES THE ASSORTMENT OF PRODUCTS YOU ARE CURRENTLY  
FINDING ON MARKETPLACES RELATIVE TO A YEAR AGO?
Significantly more products on marketplaces 14%
Somewhat more products on marketplaces 19%
About the same number of products on marketplaces 52%
Somewhat less products on marketplaces 10%
Significantly less products on marketplaces 5%

CONSUMER INSIGHTS
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An executive conversation with 
Brian Gillespie, senior director of 

product management, HCL Commerce

B2B ecommerce is more competitive than ever, and many 
companies are turning to marketplace strategies to gain 
a competitive edge. Marketplaces offer companies an 
opportunity to both expand their product assortment 
and their reach with very little business risk. To discuss 
a modular approach to building a robust ecommerce 
site that leverages the power of marketplaces, Digital 
Commerce 360 spoke with Brian Gillespie, senior director 
of product management at HCL Commerce. 

What is driving the growth of B2B 
marketplaces?

B2B companies are looking for ways to rise above the com-
petition, and creating easier, more satisfying customer expe-
riences is one way they’re doing that. Marketplaces make it 
easy for B2B companies to offer their buyers a one-stop shop. 
They give B2B buyers more product options while allowing 
B2B companies to expand the breadth of their offering, and 
they also offer more flexibility around the supply chain. 

For example, one large automotive company implemented 
a marketplace to create an all encompassed parts and 
accessories shop for both its B2B and B2C customers. 
The company has brought all of its partners and 
distributors onto the marketplace, where customers can 
go to purchase both physical and digital goods from a 
single location — simplifying the experience for everyone.

How have marketplace technologies 
evolved in recent years?

Marketplaces used to be an afterthought from a commerce 
perspective. You had to stand up a B2B ecommerce site 
and then contract with a third party vendor to implement a 
marketplace that needed to be integrated with commerce 
platform. It was a complex process. 

Now, marketplaces are native in ecommerce solutions. You 
no longer need third-party integrations or to synchronize 
data across different platforms. It’s a single solution with 
all the tooling in place, so they’re very easy to stand up 
without the support of IT. 

What typical challenges do B2B 
companies face when implementing 
marketplace initiatives?

It’s important to make sure your organization is ready 
for marketplaces. There are a lot of back-end processes 
that challenge companies: How do you negotiate 
with your suppliers from contractual standpoint? 
How do you settle and handle payments across the 
organization? There are a lot of complexities on 
the commerce side which is solved with the new 
marketplace solution, however, organizations need 
to look at business processes such as the back-end 
payments and accounts receivable.

What strategies or technologies help 
them overcome these challenges?

Composable commerce lets B2B companies piece 
together ecommerce sites with the features they need 
for their business, but then they have to tie these pieces 
together from different vendors. HCL Commerce takes 
that same modular approach, but it comes from a single 
vendor, HCL. Each feature — including marketplaces — 
is its own module, and then we ensure everything 
works together (search, promotions, B2B pricing, 
contracts, entitlements, buying experience, business 
tooling, etc.). The B2B organizations no longer have to 
stitch everything together. Additionally, with everything 
in a single platform, all the data is in one place — giving 
companies and customers visibility into inventory, 
product information and pricing. 

Marketplaces no longer have to be complex. With 
a single solution, you can get them up and running 
quickly and easily. 

Today’s marketplace 
technology: a fast 
ecommerce track to 
a competitive edge

https://www.hcltechsw.com


With HCL Commerce - get more from your commerce platform with 
new marketplace capabilities overnight. Low risk and improved ROI. 

Expand sales with HCL Commerce, a unified 
commerce platform

No extra cost No integrations
 needed

Easy onboarding 
of sellers

Lower Total Cost 
of Ownership

Cocreated with our 
customers to address

 their needs

Full management and 
control

Why pay extra for a marketplace?

Scan the QR code 
to learn more

The best commerce platforms 
come with a great marketplace 
solution

https://www.hcltechsw.com/commerce/marketplace
https://www.hcltechsw.com
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HIGHER PRICES, LONGER DELIVERY LEAD TIMES 
AND OUT-OF-STOCK PRODUCTS WERE THE BIGGEST 
MARKETPLACE CHALLENGES SHOPPERS FACED
Marketplaces need to monitor everything from product pricing to 
shipping fees as customers are savvy and shop around. Prices were 
higher than people remembered, according to 45% of respondents, 
while 25% saw that year over year. 24% (vs. 19% last year) showed 
that higher shipping fees were part of their experience.

Logistics were challenging for online shoppers on-site as well, 
with 36% reporting longer delivery lead times.

Out-of-stocks were a factor for online shoppers and may have 
driven them to explore alternative marketplaces. Historically, 
longer delivery lead times seemed to be of lesser concern (36% vs. 
46%). The same held true for out-of-stocks (35% vs. 41%).

The prices were higher than in the past 45%
There were longer lead times for delivery 36%
More products were out of stock 35%
The shipping fees were higher than in the past 24%
There was a more limited assortment 21%
The customer service was more limited or required longer wait times  16%
Other (product, customer service, delivery, fraud, etc.) 2%
None of the above 25%

DID YOU FACE ANY CHALLENGES WITH YOUR MARKETPLACE SHOPPING EXPERIENCES OVER THE PAST YEAR? 
Please select all that apply.

CONSUMER INSIGHTS

THE SHOPPER SPEAKS



METHODS TO MASTERING ECOMMERCE MARKETPLACES • AUGUST 2022
24

© Copyright 2022 Digital Commerce 360 & Vertical Web Media LLC. All rights reserved. Content published August 2022.

And 21% reported feeling there was a more limited 
assortment. From a customer service standpoint, 16% 
suggested there were limited or longer wait times. Despite 
these relatively positive numbers, customer service should 
always remain a point of focus.

SOCIAL MEDIA MARKETPLACES MAKE INROADS
It’s essential to understand the behavior shifts and perceptions 
among marketplace visitors and buyers. So, we asked how their 
buying behavior and attitudes had changed over the past year. 
While the answers were interesting, little stood out.

One question we added this year was about social media 
marketplaces. We found they are attractive to online shoppers, 
with 28% of survey respondents saying they had shopped on 
social media marketplaces like Facebook or Instagram. We 
encourage retailers to test if the audience fit makes sense.

Shopper behavior is limited when it comes to fees, inventory 
and the testing of new marketplaces. From an inventory 
perspective, 24% found a broader marketplace assortment 
appealing. 19% were more comfortable with the online 
marketplace model. The same number had tried new 
online marketplaces.

From a dollars and cents perspective, 24% find prices often 
lower than other retailer sites. 20% believe the fees were often 
less than other retailer sites. Another 18% found the prices, 
including shipping fees, in line with their retailer counterparts.

Marketplace purchasing will likely be steady in the coming year. 
Two in three online shoppers plan to buy about the same from 
marketplaces. On an “up” note, comfort with the model sees 
one in five shoppers indicating they will be buying more.

28% of survey 
respondents say 

they have shopped 
on social media 
marketplaces 

like Facebook or 
Instagram.

28%
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MANY SHOPPERS WILL EXPERIMENT WHEN SMARTLY 
TEMPTED BY MARKETPLACE SELLERS  
Year-over-year findings show more than half (54%) of online 
shoppers are willing to buy from unfamiliar marketplace brands or 
sellers. That’s up slightly from 49% in 2021. The biggest opportunity 
is convincing those who are on the fence (28% this year vs. 34% last 
year) that a site or brand is a viable option and to gain their trust in 
pursuing new sellers.

GOING DIRECT TO SITES IS OPPORTUNISTIC
The upside for sellers comes from most online shoppers who have 
gone direct to sites to make subsequent purchases. Marketplace 
exposure and buying often leads to direct purchasing, which is 
likely to be more profitable for the merchant. Direct-from-seller’s 
website purchase post marketplace visit findings are as follows 
(2022 vs. 2021):

 Yes: 52% vs. 57%
 No: 35% vs. 28%
 Don’t know: 13% vs. 15%

92% of online shoppers read and make purchases 
based on ratings and reviews. Purchasing influence 
from ratings and reviews saw a small decline year-
over-year as noted:

Read reviews and make purchases (2022 vs. 2021):
 Always: 50% vs. 58%
 Occasionally: 42% vs. 38%
 Never: 8% vs. 4%

The role of ratings/reviews in helping shoppers 
make smart selections has bottom-line impact for 

ON A MARKETPLACE, WOULD YOU 
BUY FROM BRANDS OR SELLERS THAT 
YOU’VE NEVER HEARD OF?

54%

18%

28%

49%

17%

34%

Yes No I don’t know

20212022

Source: Digital Commerce 360 and Bizrate Insights 
survey of 1,000 online shoppers, May 2022
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sellers. Marketplaces must make sure reviews are robust given their 
influence among consumers. Smartly positioning reviews within 
the shopping experience ensures strong viewership.

MARKETPLACE SHOPPING IS PREDICATED ON FREE SHIPPING 
AND BETTER PRICES, ALONG WITH IN-STOCK PRODUCTS THAT 
CAN BE DELIVERED FAST
Online shoppers seek out fundamentals when choosing to shop 
at marketplaces, where price is the driving factor, selection 
appreciated and convenience a given. Purchase influences include 
free and discounted shipping at 51% and better prices at 49%.

The combination of the pandemic and the supply chain crisis may 
just have increased delivery speed’s importance (35%) and in-stock 
status given tough inventory positions at many retailers (37%).

Marketplaces have a special opportunity to help online shoppers 
find specific items while also trying unique products. The following 
sheds light on this: finding specific items (32%), broader selection 
in a category (25%) and unique products (25%). Of course, shoppers 
are helped with seller feedback/ratings, which 23% of survey 
respondents highlighted.

Convenience is always a factor, and our 
research pointed to its role for 35% of 
respondents. That included a wider range of 
categories in one location at 21%, which also 
supports this dynamic. Other marketplace 
tactics included shopping efficiencies for 
18% while product information, loyalty 
programs and a mobile app each saw 15% 
penetration. There is never a substitute for 
experience. It is an important indicator of 
future purchasing, as 17% indicated.

HAVE YOU EVER PURCHASED A PRODUCT DIRECTLY 
FROM A SELLER’S WEBSITE AFTER FINDING THEIR 
PRODUCTS ON A MARKETPLACE? 

52%
Yes

No

I don’t know
13%

35%

Source: Digital Commerce 360 and Bizrate Insights 
survey of 1,000 online shoppers, May 2022
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3 OUT OF 4 TOP CONCERNS ABOUT  
MARKETPLACE PURCHASING ARE RELATED TO  
PRODUCT AUTHENTICITY, QUALITY AND SHIPPING
Online shoppers want the products they purchase to be of top 
quality and as represented on the site. They expect these goods to 
come from reputable sellers, and survey respondents expressed 
some trepidation about non-U.S. sellers. That manifested as the 
following product-based concerns:
 Counterfeit products: 49%
 Seller not reputable or certified: 34%
 Products from non-U.S. seller: 34%
 Subpar product quality: 32%
 Lack of product or seller reviews: 27%

Long shipping times can cause buyers concern (44%), while 
inventory and delivery transparency are welcome. Shoppers like 
to have flexibility in their return options, and there was concern 
among 39%, while customer service support was a challenge for 
33%. Orders never shipping is problematic and was a factor for 23%.

Managing fees from shipping to hidden charges can alleviate 
concerns. From a money perspective, the following proved to be 
concerns among online shoppers:
 Shipping costs too high (44%)
 Unexpected added expenses such as sales tax (23%)
 Finding U.S. product for lower price (18%)

Online shoppers will look to marketplaces in the coming year with 
their broad assortments. It will be incumbent on sellers to manage 
prices and deliveries and try to keep products in stock during these 
challenging times. Satisfaction will derive from the experiences 
shoppers receive. And that will determine future interest in the 
marketplace model. 

49% of online 
marketplace shoppers 
are concerned about 
counterfeit products.

49%

THE SHOPPER SPEAKS



You Have a Story ... 
We’re Here to Help 

You Tell It.

What Projects Can We Create?
Thought Leadership & Custom Research Reports

Benchmarking DataCase Studies

Charts & InfographicsWebinars

DigitalCommerce360.com/custom-research-opportunities

Contact Us

We’ve helped 
countless businesses 

turn their research 
vision into a reality  

https://www.digitalcommerce360.com/custom-research-opportunities/?utm_source=Custom Ad&utm_medium=PDFAd&utm_id=OnlineMktKFR


METHODS TO MASTERING ECOMMERCE MARKETPLACES • AUGUST 2022
30

© Copyright 2022 Digital Commerce 360 & Vertical Web Media LLC. All rights reserved. Content published August 2022.

This 2022 Methods to Mastering Ecommerce 
Marketplaces Report includes key featured 
articles published directly from the full 2022 
Global Online Marketplaces Report. 

Purchase
$499

Learn more about  
the full report

ABOUT THE AUTHOR
Paul Conley is the director of editorial research at Digital Commerce 360, where 
he leads, manages and contributes to research reports. Prior to joining the team, 
Paul spent three decades in a variety of journalism and content marketing roles, 
including stints at CNN, Primedia Business, Bloomberg, Knight-Ridder Financial, 
CFO Publishing and The NPD Group.

 DIGITAL COMMERCE 360 RESEARCH
LAURA BERRIGAN
Senior Project Manager, Research
laura@digitalcommerce360.com
312-572-6261

PAUL CONLEY
Director of Editorial Research
pconley@digitalcommerce360.com
312-946-2048

LAUREN FREEDMAN
Senior Consumer Insights Analyst
lfreedman@digitalcommerce360.com
312-572-7004

MICHAEL GORMAN
Market Research Analyst
michael@digitalcommerce360.com
312-362-0075

ABBAS HALEEM
Associate Editor
abbas@digitalcommerce360.com
312-572-6260

JONATHAN LOVE
Associate Data Analyst
jon@digitalcommerce360.com
312-362-0069

JAMES REEVES
Market Research Analyst
jreeves@digitalcommerce360.com
312-362-9533

BRENDAN REILLY
Senior Data Analyst
brendan@digitalcommerce360.com
312-362-0076

JAMES RISLEY
Research Analyst
jrisley@digitalcommerce360.com
312-572-7005

JILL SUCHOMEL
Data Assistant
jill@digitalcommerce360.com
312-362-0273

JESSICA YOUNG
Director of Research Data
jessica@digitalcommerce360.com
312-362-0104

https://www.digitalcommerce360.com/product/online-marketplaces-report/


METHODS TO MASTERING ECOMMERCE MARKETPLACES • AUGUST 2022
31

© Copyright 2022 Digital Commerce 360 & Vertical Web Media LLC. All rights reserved. Content published August 2022.

COPYRIGHT
Copyright 2022, Vertical Web Media LLC. All rights reserved. All Content of the Digital Commerce 360, 2022 Methods to Mastering 
Ecommerce Marketplaces Report, whether in print or digital formats, and all content of the Top500Guide.com database version of this 
publication (collectively, the “Content”, “Report”), is owned by Vertical Web Media and protected by U.S. Copyright and by applicable 
intellectual property laws worldwide. The Content is intended solely for the personal use of Purchasers or Authorized Recipients 
of said Content, which use is limited to viewing, analyzing and creating reports for internal noncommercial use only. Purchasers 
and Authorized Recipients of the Content may share such usage with others within his/ her company, but may not copy, download, 
reproduce, republish, sell, make available, distribute, display, transmit, share, or otherwise distribute any part of the Content to 
any other persons or entities without the written permission of Vertical Web Media. Purchasers and Authorized Recipients of the 
Content, in any and all of its formats, may not modify, create derivative works of, reverse compile, disassemble or reverse engineer, 
republish, sell, license, lease, sublicense, assign, incorporate into published material or any information retrieval system, or otherwise 
transfer any of the Content without written permission of Vertical Web Media. The trademarks and service marks “Vertical Web 
Media”, “Digital Commerce 360”, and “Top 500 Guide®”, and any logos, designs, slogans or other source-identifying devices, including 
combinations thereof (excluding any third party owned trademarks or service marks) (“VWM Trademarks”) displayed on print, digital 
and Top500Guide.com database research products are owned by Vertical Web Media. The Digital Commerce 360, Report print, digital 
and database research product is designed to provide accurate and authoritative information in regard to the subject matter covered. 
This research product is sold with the understanding that the publisher is not engaged in rendering financial, legal, accounting, tax 
or other professional service. Vertical Web Media makes no warranty as to the reliability, accuracy, timeliness, usefulness, adequacy, 
completeness or suitability of the Digital Commerce 360, Report.

ABOUT DIGITAL COMMERCE 360 RESEARCH
Over the last two decades, Digital Commerce 360 Research has become a global leader in 
ecommerce research and data, helping a wide range of businesses better understand the industry. 
Each year, our experienced researchers collect hundreds of metrics on thousands of retail 
and B2B ecommerce companies around the world and offer access to the raw data including 
online sales, web traffic, conversion rates, AOV and key technology partners. Most notably is 
our Top 1000 Database, a ranking of the leading North American online retailers by web sales. 
We also publish our analysis of the data in numerous annual reports on timely ecommerce 
topics like marketplaces, omnichannel, apparel, platforms, web design and many more. In 
addition, our robust custom research department is skilled at creating personalized projects — 
including in-depth reports, exclusive surveys, raw data pulls and more — to support top retailers, 
consultants, financial analysts and technology providers in meeting their goals.


	Methods to Mastering Ecommerce Marketplaces • August 2022
	Contents
	Overview
	First-party vs. third-party
	Selling everywhere

	Sponsored Article: Unlocking ecommerce growth with a curated marketplace strategy
	Sponsored Article: Walmart Marketplace helps brands grow ecommerce, scale their business
	Hybrid marketplaces
	Sponsored Article: Becoming a marketplace requires commerce, fintech and logistics capabilities
	The Shopper Speaks: Shoppers embrace online marketplaces in record numbers
	About the author
	About Digital Commerce 360 Research

