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2-1 What is E-Commerce?

When we hear the terms E-Commerce, what may come into mind are probably
some web—based online retailers with big name such as Amazon or e—Bay. And now,
some more giants like Rakuten were climbing to the top of cyber world. Also put
in note, that’ s not including every single world widely famous brand with its
own web store. World online transaction was even mentioned to have reached US$ 282
billion in 2000, rise to US$ 4.3 trillion in 2005 (according to the International
Data Corporation survey, in Wen (2007)). In another publication made by Ecommerce
Europe (2012), in 2011 global revenue from e-commerce just reached US$ 680 billion.
Whichever the data 1is correct, most publications agreed that the online
transaction level grew so rapidly.

The era of globalisation and accelerating development in information
technology have brought the world to the era of without frontier. Time and space
is no more a limit. Distance is shortened in a way never imagined some decades
ago. Business transaction, from the simplest and narrowest to the greatest is now
possible with least constraints. What we need and what we want, what we don’ t
need nor want but we may like, we can find and grab it in an instant, no matter
how far it is. Since 1994 we can order a pizza without even need to call. Transaction
is now done in unit of second. The existence of market is no more of what we see,
but more of what we feel and experience.

E-commerce still gains popularity over and over in recent years. It grows
exponentially or even faster. Despite of the fact that the world suffered an
economic crisis in 2008, and has not fully recovered yet, EC has remained a growing
and innovative sector as it always was. What happened during last 2 years were
the emergence of continents on the web and the extensively described battle of
the ’ internet giants’ . What become “the norm” 1in highly developed markets
around the globe are the leading—edge multichannel experiences. For the next
coming years, traditional in—store retail is predicted to be the main direction
of expansion (Ecommerce Europe, 2012). To understand customers’ needs and
expectations in each market, and to deliver highly advanced multichannel

experiences, are what retailers will need to compete (CISCO-IBSG, 2011).

Definition
Electronic Commerce, or simply E-Commerce (EC, from now on), literally
means, and is basically, any forms of business transaction of buying and selling

products and services over any electronic system. Due to that definition, it may



cover a broader range of use of technology like email, or even telephone. Therefore,
in this modern world EC usually refers to, but is not restricted to, the use of

world web system in business transaction.

Payment method

Payment methods in general are divided into two main categories:
exchanging and provisioning. Exchanging is to change money or banknote in terms
of price, while provisioning is to transfer money from one account to another,
and involves third party. By its nature and definition, the payment methods of
EC are categorised as provisioning, electronic payments (Wikipedia, 2012)
Electronic payment methods are for example credit card, debit card, money
transfers, and recurring cash or Automated Clearing House. The technologies used
are magnetic stripe card (in credit card and debit card), smartcard, contactless
card (PASMO, etc), and mobile handset as the tool of mobile payment. It is also

‘mobile’ that brings online (payments) everywhere (Ecommerce Europe, 2012).

Credit cards and PayPal are the top preferences of payment methods, used
by 51% of online shoppers. Notably, there is also great rise in popularity of rather
new payment methods. Facebook credits are used for 16% of payment of virtual good

transactions (later discussed).

Whatever the method is, it is unarguable that payment methods follow the
users’ buying patterns. “Globally, the development of online payments is driven
by country specific economic, technological and social factors. There are
significant variations in the use of online payment methods across regions, with
transactions ranging from small values to substantial sums, Initiated via a range

of payment instruments and driven by different business models. ”

For merchants that want to operate on a more than local scale, a service
provider that unlocks payment methods from all over the world is indispensable.
The consumers tend to stay close to the brands they know. Those merchants are more
than willing to adjust to service a globalizing market. This means that European
merchants, for example, are happy to accommodate an Indian customer with a niche
payment method that is hardly used outside India, as long as it means increased
revenue. The fiercely growing market in the East, especially China and India, has
changed the main movement to be from the West, United States and Europe, to the

East.
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The importance of standard

Arguably, there has not been a main worldwide standard for the practise
of EC. Of course for those main players of this online market, the online shoppers,
some norms and methods can be described as the standards; of what is common. But
for the business players like wholesalers, often the main difficulty is to
reorganise the system they have built to connect to other markets and parties in
order to broaden their network. It should be done with very careful considerations
of how it will be connected, how they should adapt, what need to be changed, etc.
Web Services architecture is technologically step forward, but its lack of
required standards still limits its effectiveness and widespread adoption. There
might be some systems such as EDI, yet some experts are still unsatisfied of how
the current platforms work.

Some papers worked on proposing some standards believed to be so important
in defining the mechanism of global web market. Albrecht ez a/ in 2005 considered
current business architecture, showing connections between objects in EC
technology platforms including EDI, Websites, B2B hubs, e—-Procurement systems,
and Web Services supporting B2B illustrated in Fig. 1, and proposed eight EC
enabling standards (Fig. 2).

EDI World Wide Web e-procurement
@
&—0G
NG

® Supplier

®) Buyer

® Hub

SE» Search Engine
R JRegistry

Fig 1. Business architecture (Albrecht et al, 2005)
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Commerce Services
and Applications

Execution

Technology

Discovery
Technology

Transaction ]

Marketplace Standards

Product and Service
Representation
Schemas

Business
Categorization

Shared Transaction
Templates

Foundation Technology Standards

Scheme Expression

Languages Communication

Methods

Data Types
Standards

‘ Common ’

Fig 2. Required standards for generalized, global e-business (Albrecht et a/,
2005)

Even for an individual system, problem of standardisation is something
not to be taken lightly. EDI for example, although it transactions use a required
standard code format, various problems occurred through use of such code in actual
markets. Kobayashi et al (2004) presented a new data transmission code for seafood
EDI, expanding conventional standard formats of the product code. This paper Conan
et al (2005) presented evidence of the need for common or shared marketplace and
technology standards through examining and contrasting the major platforms that
have been developed to enable EC. No single technology provides a complete solution
for all components of a standardised, loosely coupled marketplace, obviously. Each
platform shares strengths and weaknesses

Perceived security is still considered as one of the main factors some
people avoid doing online purchasing. Data privacy risk, unguaranteed delivery
(in rural area), and unsafe transaction are some of the reasons. Even with the
strong security provided in the transport of data, EC security still remains
elusive. Nabi in 2004 argued that a key weak link in EC systems is the business
application logic. The paper presented strategies for secure business application
logic: good design and engineering, secure configuration, defensive programming
and secure wrappers for server—side software. Dastaniet a/ in 2005 introduced a
generic mediating agent architecture. The authors came from the fact that the
presence of intelligent mediating agents that assist electronic commerce
participants (e.g. individual users, other agents, organisations) is an important

ingredient in agent—mediated EC.
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International scale of EC

A growing number of successful traditional retailers are offering their
products online. Some of these retailers are evolving from one—dimensional product
offering towards a broader experience. This strategy entails moving business
online and making online payment methods available for customers. Others are
mainly interested to leverage on their brand.

Talking about the current global payment card network industry, few
players like Visa and MasterCard are still dominant in market share. However, an
ascending trend towards domestic processing of payment transactions has been
spotted in many countries. China with its UnionPay cards was the first one to begin,
and many other countries followed or are now considering following such footsteps
by introducing similar networks in their countries. Another well established
example is again India with its RuPay.

Credit card networks adopt various strategies to make sure that their
dominant role in the online payments world remains still.MasterCard, Visa,
American Express, and Discover have built up efforts to challenge PayPal via a
series of EC offerings, partnerships and acquisitions. Recent case is the

acquisition of Cybersource by Visa, while introducing V. me.

New trend of virtual goods

Virtual goods are new phenomena in EC. More and more online games,
especially after the introduction of smart mobile devices, have taken developers’
eyes into a new way of business and gathering money. Virtual goods offer a real
challenge for payments because the business model, the risk and the user experience
are totally different from what we are used to in the physical world. Virtual goods
show peculiarities such as low prices that require different fees structure, need
to pay with alternatives to credit card payments, and delivery process that
requires a different approach than physical goods. But still, a market predicted
to be growing up to USD 5 billion in 2016 is to be taken seriously and will rightly

have the attention of the payments industry.

Europe
In general, Europeans are among the world’ s most enthusiastic users of

the web. Although the European Union presents as a striving single market, great
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gaps in e—commerce maturity and IT development exist. The Northwest Nordic
countries along with the Netherlands and UK are leading the way, while countries
in South and Eastern Europe are catching up fast. In the new EU member states,
access to broadband internet has increased strongly, supporting the growing
proportion of consumers having purchased goods online.
In general, Europe’ s EC market is divided by three, based on its stage
of growth (Ecommerce Europe, 2012), as follows:
1. A mature market in Northern Europe, including the UK, Germany and the Nordic
countries, where between 60% and 80% of all internet users are e—shoppers.
2. A growing market in France, Italy and Spain, where the total number of
e—shoppers is lower compared to the numbers of internet users, but the number
of new e—shoppers is growing at a rapid pace
3. An emerging market in Eastern Europe. The growth potential for e—commerce
is high in Central and Eastern European countries, despite the relatively
smaller size of the e—commerce turnover and lower consumer spending.
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European consumers shopping online.

Source: Furostat (2011) in Ecommerce Europe (2012)

During the financial crisis that hit Europe, financial institutions
dramatically reduced their exposure to the risks they had accumulated during
previous phases of financial stability. It is believed to be crucial for banks
to become more active in online payments. Even in developed markets, the user base
of the traditional banks is still large enough to enable them to make the step,
but they will have to get moving.

The rate of change within the total European payments industry is
accelerating now the SEPA (Single Euro Payments Area) program is nearing its

completion with end-dates being set for 2014. The SEPA vision is to abandon the
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concept of cross—border payments andto treat Europe as one domestic region for
payments, just like the vision of Europe Union. It is then manifested in the form
of MyBank, an ambitious program that does not only aim to offer pan—-European online
payments, but might also offer anauthorisation method for e-mandates. MyBank is
an e—authorisation method that will initially be the core of an online
paymentscheme. The user experience of this product will be much similar to the
Dutch iDEAL. In 2012, we expect this to be the model Dutch online champion Bol. com
will add to their offering, after their acquisition by leading supermarket group
Ahold (Ecommerce Europe, 2012).

Another effort stood up is the E-Payment Merchants Initiative. This
movement give a message that there is much to win in the field of ecommercepayments.
They gave a call to action towards the payment industry to come up withmore
efficient e-payment services which are less sensitive to fraud, have more
cross—borderreach, and lead to more sales conversion. The E-payments Merchant
Initiative is one of the firstcoordinated actions by merchants directed towards

the payment industry.

Asia Pacific

The Asian EC market is not a uniform market, but rather a collection of
economies currently at different stages of maturity. Each market in the region
is increasingly developing its own characteristics and dynamics. There are some
mature markets like Japan with its Rakuten, countries growing to mature markets
like China with its Alibaba, and other growing markets in South East Asia.

Despite its non—uniform markets, online payments market is basically
controlled by large regional players. PayPal opened its first Southeast Asian
operations centre in Malaysia three months after online payments provider AsiaPay
established its own local presence there. PayPal has also started collaborating
with Alibaba since 2010, in form of AliExpress.com. Amazon has also been testing
Indian waters and is set to enter the market as well. The company is in discussions
with Indian EC players like Flipkart. com, LetsBuy.com and Exclusively. in, among
others and may enter the market as early as the first quarter of this year.

Within the past years, the retail landscape in most of the Asia Pacific
region has undergone dramatic changes. Strong economic growth and changing
societies have transformed the way consumers shop for products and services. As
a result, the online market is continuously growing and manufacturers and

distributors across the region are taking advantage of all the opportunities
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associated with EC. Newly introduced western retailers such as 7eleven have also
brought their online services into the region, following their rapid spread in
recent years.

Non-uniformity is indeed mainly caused by disparity in infrastructure and
access, but some anomalies may occur. Malaysia for example, has a more advanced
online payment industry compared to India. Its market has more advanced
instruments like e—money which are currently not present in India and even China.
The country also has a higher internet penetration rate compared to India.
Malaysians online payment instrument is credit cards with internet banking being
even the second most preferred medium of online payment. But, the Malaysians do
not have the online shopping habit yet, and therefore the country lacks an EC giant.
A new born EC giant could probably boost local EC mass adoption.

China

It is always interesting to talk about China. Its rapid growth in economy
has attracted so much attention, taking eyes away from the fact that it is still
a developing country with so much disparity even in economy among people. China
is now No. 1 country in the use of internet with nearly 485 million of users.

In EC, the power of China’ s growth is also almost unbelievable. Its giant
Alibaba openly declared its interest in buying Yahoo, stating the ambition to be
a new global market lord. Its collaboration with PayPal before led to the birth
of the Chinese equivalent of PayPal, Alipay. China’ s giants are not only Alibaba,
but also Baidu and Tencent. Those three are worth a combined USD 95 billion based

on market capitalisation, representing almost five times the size of Yahoo.

30 2716
u Alipay

8,4

= Tenpay

m 99 Bill
China PnR
China UnionPay
YeePay
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Other

Figure 5: China Online Payment Analysis Report of Q4 2011.

Source: iResearch (in Ecommerce Europe, 2012)

India
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Despite its rapid growth in middle class population, economy, and
technology inventions, India is still incipient in terms of online transaction
due to its low internet and credit card penetration. Limited internet access, gaps
in the current legal and regulatory framework, logistics, and multiple issues of
trust, and lack of payment gateways are the reasons. Tracing to its root, the main

problem is most probably disparities among people even in big cities

Australia

In Australia, the east—-south located west—north country, the consumers
appear to be reasonably comfortable with making online payments, thanks to its
well established internet infrastructure serving 90% of the citizens. Consumers
have several methods for payments online, including: credit cards, PayPal, scheme
debit card, BPAY, internet-banking transfers, Paymate, and POLi, with the first
two dominating the market. Computers dominate the transaction by almost 97% share,

showing the customers’ less interest in mobile payment.

North America

Even though China’ s giant market and its Badu are still growing seemingly
limitless in potential, some may say, the presence of some centres of technology
such as Silicon Valley will still probably make US the most important player in
next coming years. So many new products are tested and introduced, andnowhere the
usage of alternativepayments is as high as in the US. The US market can be seen
as thelaboratory for online payments for therest of the world. The main trends
which areprevalent in the US in the online retail market are also applicable to
Canada.

In addition, the region has the highest internetpenetration rate worldwide
(78.3%), followed by Europe (58.3%), the fact behind its broad and developed EC
landscape. As the result, the growth is relatively constant, stable (see Fig. 4)
While North America experiencedthe world’ s economic downturn in 2008, e—commerce

still remained one ofthe sectors with a positive growth on the market.
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and

internet—connected television sets (mobile—commerce) could have a positive impact

on the total e—commercevolume within the next years. A significant role will also

be played bythe new shopping models, like online daily deal offerings, flash sales,

digital book and musicdownloads, and the ability to customise merchandise.

Like found in most regions, thecredit card usage is still dominating online

payments market in the US (see Fig. ).Alternative payment systems are steadily

gaining ground.Despite the fact that changing the attitudes of card-centric

consumers online is very difficult, perhaps US market is the most successful

example of alternative payment methods. The banking system is slowly adopting the

e—channel.
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Figure 4. Online payment method usage in US
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in Ecommerce Europe (2012)

The Canadian online shopping landscape shows notable differences from that
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of the US. About 10 times smaller, it accounts for only 3% of the country’ s economy,
way behind the average foraffluent nations. Online businesses andconsumers have
faced limitations when it comes to paying online, since the banks have created
anenvironment where almost all online sales are by credit card. Canadian customers
are still reluctant to conduct their financialmanagement transactions via the
mobile channel because mostly they do not trust the security ofmobile banking,

just like in the US market.

Latin America

Latin America is a region often forgotten despite of its promising growth
and potencies. Attentionhas, understandably, been mainly focused onBrazil, the
most populous country with the biggest online market in Latin America. However,
other countries and sub—regions, suchas Argentina, the Caribbean and Central
America, also deserve more attention. It is predicted that by 2015 some of the
LatinAmerican countries may displayequally high or even higher online
penetrationrates than Brazil. The region’ s growing and emerging
consumerpurchasing power provides ecosystems ripe for the massive adoption
ofonline financial services.LatinAmerica homogenous culture makes it a fertile
ground for expansion for companies which are looking to use the onlinechannel to
tap into the market.

In contrary with the fact of Australia, all across Latin America mobile
phonepenetration is very high, unlike fixed internet and fixed phone line adoption.
Overall, LatinAmerica has 89% mobile penetration.The high rates of mobile
penetration across the region is mainly because of the prepaid usage and contract
system, and consumers often own more than oneprepaid mobile account. This state
of affairs makes the mobile channel the only thing banks and thirdpartypayment
service providers will want exploit.

Some local startups and new players of this region have attracted so much
attention from foreign investors. BuscaPe, which already present in Argentina,
Brazil, Chile, Colombia and 16 other countries in Latin America, compares prices
of over 7,000, 000 products sold by 60, 000 stores and is also responsible for the
shopping section of more than 100 portals. Another example is Mentez, a publisher
of social applications, mostly games that can be played on socialnetworks. It
claims to have 22 million weekly active users on Orkut and 10 million monthlyactive
users on Facebook, giving it name of ‘the Zynga of Latin America’ . Zyngaeven

chose Mentez as its partner to expand in the region and sell its pre—paid cards
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throughthePaymentez platform, which transactions can take place at physical
retail points, mostly in cyber—cafes. Other notable names are the like of
clickOnero that similar to Groupon, PagosOnline the Colombian PayPal, and many
more.

In term of payment method, Latin America EC is still dominated by credit
card. Even so, there are a number of alternative payment options for Latin
Americans. In Mexico, cash or debit based and offline bank transfers are also
popular, and also istheprepaidTodito Card. In Brazil, almost 30% of online
payments are made via BoletoBancariosystem, besides the ‘real time bank transfer’
system of DebitoOnline. Pago Facil is a cashpayment method for Argentina. There

are also a number of prepaid cards that are acceptedelsewhere, such as in Uruguay.

Middle East

Middle East has unexpectedly gained some attention last year, thanks to
its rapidly growing middle class. The market here has so much potential to discover,
qualitatively more than quantitatively, despite the fact that it still lacks of
suitable payment method due to its cash culture. Online shoppingin the GCC region
is still in its early stages, but estimates are optimistic because of the presence
of economic powers such as Qatar, United Arab Emirates (UAE), and Saudi Arabia.

The cash culture of this region is still keeping the big brands waiting
for the population to become more used andconfident with the online business and
payment arena. This caused the main onlinepayment players to hold back and wait
for demand from consumer to pick up, to seetransaction levels increase in size
and value. Though seemingly bad, this situation might also help remittances
focused companies to become leaders at innovating and introducing newsolutions
for their customers.

Beside the cash culture, the region diverse group, notonly in terms of
economic development, but alsodemographics, internet wusage, and other
determiningfactors for e-payments might be another limitation for EC
implementation. The only attempttowards the development of a European Union—-style
common market has been the GulfCooperation Council (GCC). Religious issue of
people culture plays very important role in determining companies’ strategies
and policies, since they have to think how their actions will suit the Islamic

Shariah law. Other factors are mostly technical, as shown in Fig.
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Unsuitable payment
options

5% .
29% Lack of local online
14% retailers

Unreliable delivery

18% 21%
Inability to process order

or delivery

B Poor website design

Figure . Barriers to online shopping in Middle East.

Source: Real Opinions (2011) in Ecommerce Europe (2012)

The Middle East market also follows global trend of group buying, which
is mainly driven by the use of social networks topromote deals online and expand
membership. The recent explosion ofgroup—buying sites, as well as the success of
companies 1like Groupon, will be at least a boost for online shopping
growth. AlthoughEC is still in its infancyin the region, forthcoming years look
like a great period for the industry, with strong group buying playersclaiming

regional dominance.

Africa

Africa is still far from the others as many places (not to be generalised
as whole of each country) there haven’ t yet been modernised. EC in the region
has been slow to take off also due to fragmentation, both regionally (high
concentrations of financial service providers in East and West Africa, but with
significant gaps in Central and parts of Southern Africa) and also at a local level
(a huge gap between the people that have access to financial services and those
that do not). Its extreme poverty and lack of infrastructure both in physical world
and financially is the main factor easy to guess

As often be the main constraint, the limited access to services in general,
especially in finance like credit card, and limited available electronic payments
are major barriers for the development of EC. P2P money transfers are still the
most common service, while bank services remain in stagnancy. The African internet
arena is populated with some online payment options powered by banks or other
companies, but the problem is still the access. The diversity of payment methods
has led to confusion among consumers, rather than a wealth of choices

In a report by UNCTAD in 2002, the share of EC in Africa was noted to be
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almost 0% of world share in that year, and was predicted to rise up to only 0. 1%
in next 4 years.

Table 1. World regional EC market size

2002 2006
. % avg.
Region share share
value value growth
(%) (%)

Asia Pacific (developing) 86. 7 3.8 660. 3 5.1 65. 7
Latin America 7.6 0.3 100. 1 0.8 90.5
Other developing countries 9.2 0.4 90. 2 0.7 77.0
Africa 0.5 0.0 6.9 0.1 91.1
Total of developing 104. 9 4.6 857. 5 6.7 69. 1
countries 1,677.3 73.1| 7,469.0 58.2 45.3
North America 246. 3 10.7 | 2,458.6 19.2 77.7
Developed European countries 264. 8 11.5 ] 2,052.1 16.0 66. 8
Asia pacific (developed) 2, 188. 4 95. 4\ 11, 979. 7 93. 3 53. 0
Total of developed countries
Total 2,293. 5 100.0 | 12,837.3 100.0 53.8

Source: UNCTAD E-commerce and Development Report (2002) in Kono (2004)

* Values are in US$§ billions

Several initiatives to help overcome these challenges were on their way.
For example, in South Africa, regulation is introduced to improve legal certainty,
promote trust and confidence in the electronic landscape and encourage consumers
to transact online. Industry players are also forced in good way to integrate their
systems to mobile phone operators’ platforms as the channel that facilitates
access to financial services and money transfer, all for attracting more customers.
Honestly speaking, Africa lacks a dedicated payment infrastructure makes mobile
the only viable alternative for e—services. Mobile blooming in Africa led the
continent to be the world’ s second largest mobile market by number of connections

after Asia, now.

EC in Japan domestic

Although Japan’ s door to the Internet was opened much after its introduction
in the mid 80s, internet usage has been growing in Japan at quite phenomenal rate
EC as a subset of the internet has considerably influenced Japan’ s business outlook

and marketing. The potential for E-commerce in Japan was believed to be and is proved
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the cost of

conducting and initiating business. Japan is now the biggest market in Asia Pacific

region, with rapid growth in the early 2000 after the introduction of its new

policies on online business (Kono, 2004) and now has reached mature state with

yearly growth of about 9%.

Market in billions of Yen and intensity in % — current situation in 2001 and
prediction
Source: ECOM (2001)
2000 2005
Market size  Intensity’ | Marketsize  Intensity
Billicn Yen % Billicn Yen %
PCs and related products a1 6.1% 556 29.0%
Travel 61 0.4% 2,095 13.0%
Entertainmant oa 0.4% 2980 5.7%
Books and music 20 0.8% 455 17.7%
Clothing & accessorias 27 0.2% 1,050 6.0%
Gifts 4 0.1% 140 2.3%
Foaod 33 0.1% BaT 3.0%
Hobbies, misc. & fumiture 22 0.2% 655 5.0%
Automotive 202 2.1% 2.002 19.8%
Feal astate 176 0.3% 1,185 2.1%
Other sales 54 0.3% B33 3.T%
Financial 44 0.6% 529 5.5%
Sanvices Y 0.0% 1.8939 1.6%
Tolal 824 0.3% 13,336 4. 1%

Table 4. EC market size

(among companies) in Japan, industry based

2001 2002
Categories of industry . % EC . % EC
size size

share share
Food 8,170 1.3 2,200 0.4
Textile and daily goods 8, 250 2.2 15, 380 4.2
Chemistry 4,570 0.8 9, 500 1.6
Ferrous, nonferrous, & raw material 8, 750 2.3 11, 200 3.0
Machinery 9, 650 1.8 30, 080 5.6
Electronics & IT equipment 150, 840 24.2 | 197,730 32.1
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Vehicles 135, 190 30.5 | 172,540 39.5
Construction 3,770 0.4 5, 350 0.6
Office tools 1, 340 0.8 1,970 1.1
Electricity, gas, and water services 0 0.0 0 0.0
Finance &insurance 10 0.003 40 0.013
Transportation service 5, 500 2.1 5, 600 2.2
Broadcasting service 130 0.1 0 0.0
IT processing and software related 3, 840 4.0 9, 300 9.9
services 260 0.0 2,180 0.2
Other services

Total 340, 270 5.0 | 463,070 7.0

Mobile EC in Japan has shown a very good sign of promising growth,
especially since the introduction of smartphones to the country. Data of Japan’ s
leading EC company, Rakuten’ s sales revenue shows how mobile EC is growing

steadily.

Rakuten's eCommerce Revenue, Desktop vs, Mobile, 2004-2008 cQ1:09
Y/Y Growth

Desktop eCommerce Revenue (SMM) Total

2 Mobile eCommerce Revenue ($MM) Rakuten
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Rakuten’ s EC Q1 Revenue, Dekstopvs Mobile, 2004-2008
Source: Rakuten in Morgan Stanley Research (2008)

Future outlook of EC
Online is now becoming an integral part of any country’ s economy and should
be considered so. AadWeening, head of international at IMRG and author of the report,

stated that the worldis increasingly seeing trust and confidence in purchasing



24

online growing (www.internetretailer.com, 2012). Government and private
initiatives brought in to support the development of the global digital economy.
New retail entrants will need to meet current multichannel expectations (CISCO
IBSG, 2011). Quality of service and innovations are the keys. Innovations that
are commonplace today are:

e Fast EC delivery and order customisation

e Non-store pickup options

e FEstablished online grocery

e Widespread mobile shopping and payments

e Technology—enhanced store experiences

e Non-traditional storefronts
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