ROLE OF ECOMMERCE
PLATFORM IN DRIVING
DIGITAL ECONOMY

REGIONAL CONFERENCE ON FOURTH INDUSTRIAL

—~ REVOLUTION “NEW AND EMERGING TECHNOLOGIES IN
\ ACHIEVING SUSTAINABLE DEVELOPMENT GOALS”
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ECOMMERCE WILL CONTRIBUTE > 50% TO THE DIGITAL ECONOMY [N 2020
E-COMMERCE GDP CONTRIBUTION INCREASED FROM 5.9 % TO 6.1 % IN 2016....

WHERE WE ARE NOW

National GDP
- RM1.230.1 B

S

2016

eCommerce GDP contribution grew at 9.3%

Source: 1. Department of Stafistics, 19t Oct 2017

Digital Economy

18.2%

RM 224.0B

eCommerce

RM74.6B
| 2015:RM 6830 |

6.1%.

2010

59%

WHERE WE WANT TO BE

Digital Economy

20 7%

eCommerce
11.9%
National GDP RM 211 B
- RM1.78T
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MALAYSIA IS NOW AT AN INFLECTION POINT OF ECOMMERCE
GROWTH, NEEDING FOCUSED GOVERNMENT INTERVENTION

. Typical growth rate in
Evolution of eCommerce respective phases

Nascent Mature

10-15% 20-25%

Imperative for Malaysia to accelerate
into the next stage

Malaysia

Share of eCommerce

g

Maturity of eCommerce indusir;l

Critical for Malaysia to learn from experience of other countries to drive accelerated eCommerce growth

1. Transactions in B2C as proxy to overalleCommerce transactions
Source: A.T. Kearney




WHILE MALAYSIAN E-COMMERCE IS PROJECTED TO GROW AT 11%
CAGR, THERE IS POTENTIAL TO DOUBLE THIS GROWTH

e-Commerce GDP contribution

(RM billion)
‘—@” 103 114
@ > BEA B2C
61
49 53

B2B

2013 2014 2015 2016 2017F 2018F 2019F 2020F

Additional government

interventions will drive
higher GDP contribution

Critical Success Factors

Favorable demographlc & Ready infrastructure and

Specific government
evcosystem

interventions

economic trends

1. Calculated based on online B2B and B2C Gross Merchandise Value / GDP of countries
Sources: 2012 - 2013 data from DOSM; 2014 - 2020 data from EPU, MDeC, Euromonitor, WorldBank, A.T. Kearney analysis



6 THRUST AREAS WITH A SUPPORTIVE GOVERNANCE FRAMEWORK ARE THE
KEY ASPECTS OF THE NATIONAL ECOMMERCE STRATEGIC ROADMAP (NESR)

leads

Across the 6 NESR thrust areas, 13 programs have been identified to be championed by program

?MECOHP

1)

2)

3)

Increased promotion /
marketing of
eCommerce to SMEs
Augment scale &
effectiveness of
eCommerce fraining &
falent development
Establish one stop
eBusiness resource for
SMEs

#¥% MOF

4)

5)

Adoption of
eProcurement for statutory
bodies, MKD companies

Define threshold spend
through eProcurement by
statutory bodies and MKD
companies

@ KEMENTERIAN KERJA RAYA

6) eProcurement for Work

Doubling

eCommerce growth

Supportive Governance Framework
© Accelerate seller (4)
adoption
@ Increase adoption e
of eProcurement
© Lift non-tariff barriers (6)

Realign existing
economic incentives

Strategic investments
in selected players

Promote national
brand

’~ Good and Affordable Infrastructure

e

MATRADE

13)Nurture select sub-sectors
and promote them in key
global markets

MESTEC

12)Strengthening the
eCommerce ecosystem
through adoption of open
innovative technologies,
related standards and cyber
—| security

MEMC

7) Transform
Malaysia’s
last-mile
industry with
best-in-class
capabilities

8) Transform
Malaysia into

aregional

eFulfillment hub

— MIDA e MITL

9) Reduce
border
clearance
lead-time for
parcel
(inbound and

4@ Bank Negara KPDNHE B
V| Malaysia o P
10) Foster
confidence in 11) Increase
the use of online O&%ﬁﬁ;‘c‘rgf
payments for rights and

eCommerce
tfransactions

redress channels

outbound)




IN MALAYSIA, THE ECOMMERCE VALUE CHAIN IS MADE UP A HOST OF
PLAYERS PLAYING IN DIFFERENT SEGMENTS

eCommerce value chain

Domestic eCommerce ePlatform eFulfilment [l ePayment

Product Customer | Waaiegrc:iu::ng Shipping Last-mile Pavment
Sourcing Interface /  Fulfilment Logistics Delivery Y
Cross-border eCommerce

End-to-End Multi Category Retail WPl A\ L O R A ‘ '
(]
<y Multi-brand Storefront 5 FOODMARKET FASHIONVALET 1._
!_J . 'HERMO é
"l Marketplace | I — goubeli . Qoo10 MDEX CIMB Clcks
g maybank2u.com
il Monobrands I End-to-End fulfilment Quantiwm» S ACOMTIITIECE mDLPay
E (J
EN .. Fulfilment store ST
8 SELANGOR (r()){i\.l;)!l(\”;[ / At o s
s BO N I A Transport & last-mile m LajUG)Ex i

Last-mile
q , ) MATDESPATCH

Source: Desktop Research, A.T. Kearney



MALAYSIA'S PERCENTAGE OF INTERNET USERS BY ONLINE SHOPPING
ACTIVITY AND PERCENTAGE OF ONLINE SHOPPING FREQUENCIES

The survey revealed that more Internet users participated in online market place as consumer.
In 2014, 48.8% has made purchases via online platform, as compared to only 35.3% in previous year.

4 )

Few times a year
56.7%

Did not shop
online
51.2%

Shopped online

48.8%

9 " 0.4% )

Source : MCMC's INTERNET USERS SURVEY 2017




ECOMMERCE BRINGS TREMENDOUS BENEFITS FOR MSMES

Build capabilities Boost productivity Expand market access

eCommerce outgrow offline eCommerce # of digital buyer?

business by... productivity’
g vs. traditional 1,016M

1 3X +15% +80% 87M
B2B

(2013-14) 16M

B2C

1. Total sales revenue divided by employment
2. 2013 estimates. 2013 estimates; ASEAN 6: Philippines 25M, Vietnam 24M, Malaysia 16M, Thailand 14M, Indonesia 5M, Singapore 3M
3. Sources: Euromonitor, The Star, HBR, CEER, Company websites and annual reports, A.T. Kearney analysis



CHARTING & UPSKILL MICRO & SMEs TO TAP ONLINE DEMAND

MICRO & RURAL SMEs READINESS CORE DIGITAL SKILLS MODULES Eg. PARTNERS & PLATFORM
o Exporting a%(:( Analytics amazon LAZADA

o Already selling on
marketplaces

* Advance SEO ebay %;

* Automation

o Have a brand.com site . . THALL Jo@@m
_ CROSS BORDER * Introduction to International marketplace
© Manpower: 5 and more COMMERCE + Omni channel Marketing Alibaba com €ROMIMAN
o Already selling on Social Web Development MYCYM
media ) |
o SSM Registered « Marketplace selection Lelong "" . Shopee
Not " +Digital Advertising and marketing goubeh Q GET
(@] (@] eXpO |ng eCOMMERCE 'FUlﬁImenT ) MALAYSIA
o Have products «Regulation and licensing commerce.asia

o Manpower: 2 -5 Delivering happiness to trading

o Micro SMEs + Digital Entrepreneurship
o No SSM Fundamentals
o Have not Search Engine Optimization
started selling DIGITAL PRESENCE Facebook & Instagram
online Marketing Kumo
\ anchanto

\ * WhatsApp Marketing
X Website & Email Marketing

1 N D 1 A

Profile and Match to Relevant Digital Business Profile



ECOMMERCE
INITIATIVES FOR
MSMES IN MALAYSIA




Go-eCommerce

» To provide a TOOL to give accurate profiling to our SMEs
readiness in order to adopt eCommerce and guiding them to
the right eCommerce Solutions

A One-stop eCommerce
Resource Platform to provide
a COMPREHENSIVE GUIDE to

SMEs on their journey to

adopt eCommerce « To provide SMEs the right tools for their business via gamified

elLearning approach in adopting eCommerce (exports)

FREE TO SIGN UP & OPEN TO ALL BUSINESS OWNERS

SME Profiling through elearning Courses Onboard DFTZ
eCommerce Wizard & Governance (Go Global)

To identify SMEs Through Learn-Earn- Benefiting from the
eCommerce Redeem services provided by the
Readiness Level (gamification style) DFTZ ecosystem




©® :MYCYBEREgX3

OBJECTIVES

To generate online
shopping demand
from consumers

To encourage SMEs
to adopt

eCommerce in
their businesses

To increase
revenue of
eCommerce

o oo

o e

e-marketplace

individual
e-Tailer

tl . i Initiative Partmers

Government Ministries
Online Offline

+ Participating e-Tailers and Initiative

« Product/services offering banners
* Backlinks to the respective sites.

Engagement scope: Discounts, low
shipping rates, value-added or special
offerings, joint promotions

Card Schemes, Banks &
Financial Institutions

& Agencies
Promotions Promotions

www.mycybersale.my

Telecommunication network
service providers

#MYCYBERENE
Official Page

Logistics and fulfilment
service providers

Media & Promotions
Partners logo

Trade Chambers and
Associations

LEGEND @ E-Payment

m e-Tailer Logistic & E : Joint P i
Fulfiliment ngagement scope: oint tomotlons,

o] Infrastructure readiness, Prize, Loyalty,

&9 Buyers Data Access, Value-Added Offerings, etc

57 Value-Added



e DIGITAL FREE TRADE ZONE (DFTZ)
VISION AND OBJECTIVES

“The Government will infroduce the first Digital Free Zone in the world. It will merge
physical and virtual zones, with additional online and digital services to facilitate
international ecommerce and invigorate internet-based innovation.”

Budget Speech 2017, 21 October 2016

Vision Key Objectives

Enable export of
to the world for SMEs . Al Malaysian SMEs
and the

preferred 0 ateway of chorce

DFTZ is the eCommerce window '

Position Malaysia as a regional
hub for eCommerce logistics

To double the growth rate of SME's goods exports to US$38 Billion by 2025
To create 60,000 jobs by 2025
To facilitate USS 65 Billion of goods movement by 2025



THANK YOU

nurezali@mdec.com.my

Years and Beyond
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Driving Transformation




