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Focus Group on Digital Financial Services 

Merchants/Payment Acceptors Segmentation 
The target merchant populations are the M0, M1, M2, M3, and to a 
less immediate degree, M4 (bottom of pyramid) 
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Key Payment Acceptor Value Chain Functions 
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Large untapped opportunity:
$19 trillion paper-based P2B, B2B1 and B2P payments 
accepted and made by micro, small and medium retailers 

1 B2B payments include only those from the retailers to immediate suppliers

Global
Total: $34 trillion
Electronic: $15 trillion (44%)

High-income OECD
Total: $11.1 trillion
Electronic: $7.9 trillion (71%)

Middle East & North Africa
Total: $1.3 trillion
Electronic: $0.4 trillion (30%)

Latin America & the Caribbean
Total: $3.5 trillion
Electronic: $1.5 trillion (46%)

Sub-Saharan Africa
Total: $1.5 trillion
Electronic: $0.4 trillion (25%)

East Asia & Pacific
Total: $9.5 trillion
Electronic: $2.7 trillion (31%)

South Asia
Total: $4 trillion
Electronic: $0.8 trillion (20%)

Europe & Central Asia
Total: $3.1 trillion
Electronic: $1.3 trillion (46%)
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Six main obstacles hold back the adoption of current electronic payment 
solutions among merchants 

Product
Economics
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Customer
Demand
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Distribution
Models

4Business
Formalization
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Merchant value
proposition
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Technology and
Regulatory infrastructure
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We observed five key innovation trends to expand merchant e-payment 
solutions

SOURCE: World Bank Group Analysis

Data
Payment service provider
Payments

Non-card payment 
models:
reaching retailers in
developing markets

Partnerships: reaching merchants
via non-traditional payment actors

Comprehensive business
solutions: Expanding
retailer acceptance

1

The supplier’s role: 
boosting
retailer adoption of
electronic payments
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The use of data:
Providing value-added
Services to merchants
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