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More and more being enhanced by
technology - but interestingly
becoming more human and personal
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Vietnam: Digital consumers in numbers
Digital adoption among urban SEA users (%)

l, Usage intent’ ’ Intent to use the service in the next 12 months
Less Same @® More
After years of rcaniis /B s0% T % |
acceleration, digital Groceries 7% sa% N
adoption growth is Transport 25% 52% | 2% |
normaIiSing. Food delivery 18% 60% m
eCommerce is nearing full adoption Indonesia: Digital consumers in numbers
among digital users in SEA
\f Usage intent’ ‘ Intent to use the service in the next 12 months
O Adoption as of 2021 Less same @ More
@ Incremental Adoption in H1 2022 o 18% 50%
Groceries 16% 65%
eCommerce Trengport % St
Food delivery 18% 69%
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Source: e-Conomy SEA Report 2022 (Google



https://services.google.com/fh/files/misc/e_conomy_sea_2022_report.pdf

Digital adoption among urban SEA users (%)

India: Internet and eCommerce Growth

(millions of people)

After years of
acceleration, digital

adoption growth is
normalising.

eCommerce is nearing full adoption
among digital users in SEA

C) Adoption as of 2021

@ ncremental Adoption in H1 2022

eCommerce
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Source: e-Conomy SEA Report 2022 (Google
Ten Things to Know About eCommerce in India (BCG)



https://services.google.com/fh/files/misc/e_conomy_sea_2022_report.pdf
https://www.bcg.com/publications/2022/e-commerce-in-india-ten-things-you-should-know

What trends do you think will
help you enter or expand the
business on eCommerce?
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eCommerce
Trends

Accelerated Mobile-First
Approach

Tech-Driven Customer Service

Al powered chatbots and virtual
assistants are providing real-time
customer support to enhance experience.

eCommerce transactions are occurring
via mobile devices, emphasizing the need
for mobile-friendly platforms and apps.

Expanding Social Commerce Partnerships with FinTech
Social media platforms are increasingly Collaborating with FinTech providers to
integrating eCommerce that allow direct allow a seamless shopping experience
engagement with potential consumers. through credit access.

Influencers becoming a strong driver of

commerce growth.

Digital Payments Personalized and Immersive

Adoption of digital payments & mobile Experiences

wallets is expanding, simplifying

eCommerce platforms are focusing on
transactions and online shopping

personalized recommendations and
tailored shopping journeys using data.
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The Outlook T
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Source: Statista (2022)


https://www.statista.com/statistics/647645/southeast-asia-ecommerce-market-size-country/

The Outlook

Market size of e-commerce industry across India from 2014 to 2018, with forecasts
until 2030 (in billion U.S. dollars)

400
350
300
é
o
Forecast -
i 200
eCommerce Market in
India >
100
0
2014 2015 2017 2018 2020* 2021* 2022* 2024* 2025* 2030*
Sources Addtional Information:
India Brand Equity Foundation; Various sources Various sources (Media sources); BCG:; Bain & Company; Morgan Stanley: 2014 to 2018
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lia sources); BCG; Bain & Company: Morgan

© Statista 2023
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Source: Statista (2023)


https://www.statista.com/statistics/647645/southeast-asia-ecommerce-market-size-country/

STEPS IN CRAFTING CONSUMER JOURNEY

4. |dentify CUSTOMER
2. Select TARGET CUSTOMER ACTIONS

1. Create BUYER PERSONA 6. Take ACTION

S. Analyze DATA 3. Identify CUSTOMER
TOUCHPOINTS
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Challenges

Logistics
Payment Methods

Language & Cultural Barriers

Regulatory Barriers




Solutions
Streamlined CX



https://docs.google.com/file/d/1W6DvHtSGK5a585bZd81_k57BmKZUCyCr/preview

Al, Personalization
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http://www.youtube.com/watch?v=US_1qLyOmUc

Influencer push for action

}‘Q‘E"Bi”é‘cEST ) 14.6 millions
VIRTUAL & 6.8 millions
mf; IHUEENCER € 5.9 millions
£ 2.6 millions
WORLD © 1.3 millions

sdlls s s gl



http://www.youtube.com/watch?v=PuLGz2ZLLeo
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Reach out to your local MMA country
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Optimizing the Digital Shelf

Merchandise/SKU Selection

Online Visual Merchandising

Page Architecture

Collection Pages

Channel Pricing

PROMOTION

Promotions Vouchers

Pricing Strategies

4Ps of Marketing Mix
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pRODUCT MERCHANDISE / SKU SELECTION

FICIAL

F)
o K - g
(TT] E vhe it faiteiergig
u u 5,000mAh Battery
™ O W) O
O B o| S
J H : J m 13MP Triple Camera
< B =l a i
U 8 m S Infinity-O Display
(58]
o K a. @
m U m 2 x Samsung Members

T ot products
Package complementary SKUs Sell in bulk (save on shipping) Offer online-exclusive SKUs

CERTIFIED DIGITAL
MM A PROFESSIONAL



PRODUCT

J CAM KET SAN PHAM

e Use less than 70 characters and, as much as possible, follow this
CHINH HANG

format as best practice:

I ff B f1
G7 Black nstant Coffee ox of 15 o0
w/o Sugar packs
Brand Differentiator Category Variant Size
= YT - | e Your product pages are like your brick-and-mortar planograms on
o 219 steroids, where you can have multiple informational details and

e b 57 e e B R marketing messages designed to make the visitor purchase.
[ Yéu thich+ JNeENa T 0a Tan Ben Khéng 1%

budng - HOp 15 Goéi 2gr Trung Nguyén

d24.000

127000 e Leverage on three (3) psychological levers:
Translation: G7 Black Instant Coffee Without o Social pI’OOf
Sugar - Box of 15 Packs of 2g Trung Nguyen o Sca rcity

o Authority
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PRICING STRATEGIES

PRICING

COMPETITION-BASED

CUSTOMER VALUE-BASED

A pricing method that makes
use of competitors' prices as
the basis in setting a price.

Sets prices according to the
perceived or estimated value
to the customer.

COST/MARKUP-BASED

A pricing method that adds a
profit in addition to the cost
of making it.
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PLACEMENT

Design with the
USer in mind.

Did you know? 88% of online
consumers are less likely to return to
a site after a bad experience.

Source: LeadPages
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13 Free'Invoices/Receipts Templates -
& Examples °
Daing the mark s hard - etting pad v e T o pnd recept tompy Mama il . °
bep o b your chantt snd conkam thelt 1 10 00 tine at 1
=
L

PAGE ARCHITECTURE / COLLECTION PAGE

=3 =3

| I

Table of Contents
mple from our blog using the Style Gui

Breadcrumb NaV|gat|on
An example from the Bt mplate Directory

Meaningful Navigation


https://www.leadpages.com/blog/ux-statistics

PAGE ARCHITECTURE / COLLECTION PAGE

PLACEMENT

Arcelik:
ARCELIK WEBSITE
(2021)

» /¢ c e//X’ .com.tr
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https://docs.google.com/file/d/1qpp39DZBp7XM3MLjrMtFPQ5xwkaOhgcD/preview

VOUCHERS THROUGH THE FUNNEL

PROMOTIONS

DISCOUNT VOUCHERS

SHIPPING VOUCHERS

CASHBACK VOUCHERS
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What's unique about your brand
in the eCommerce landscape?

Think about you're consumer’s online experience, the service you're
delivering, and the kind of purchasing journey they have.
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o

Creating a Strong eCommerce Brand Identity

Cultural Understanding
Localization
Partnerships

Storytelling

/[J/-}\\\\ Visual Identity
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http://www.youtube.com/watch?v=rXuDNdzNRuw

Creating a Strong eCommerce Brand Identity

tokopedia
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http://www.youtube.com/watch?v=yewZ45-DdLw

Social Shopping
% of APAC internet users
who are social shoppers by
country
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China: 49%

India: 62%

. Australia . China ’ India

4

Thailand: 57%
v

\|

Singapore: 48%

Indonesia: 73%

[ 4 Vietnam: 68%
Philippines: 72%
-
- Malaysia: 65%

Australia: 48%

Thailand

Indonesia ‘ Malaysia Philippines Singapore

Vietnam



Social Commerce is the of
social experiences and eCommerce
transactions in a single path to purchase
enabled by the platform.

Why you should be doing social commerce:

B:D It simplifies the online shopping experience

Vlﬁ Turn followers into customers

@.: . . nsore: A
A? Make shopping a social encounter ! Pomelo Fashion

Pomelo. 47 %% & & %

Shopping

’:Fo/| Hyper-targeting capabilities oo
[ ———
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Social Commerce: Benefits & Why Businesses Should Care?



https://www.payfast.co.za/blog/3-reasons-why-social-commerce-is-important-for-your-online-business/
https://supersourcing.com/blog/social-commerce-benefits-why-businesses-should-care/
https://docs.google.com/file/d/1cIU-7uBQ4mSuIr9psSVdLPiqGnebH5ak/preview

G = 2

Social Social Media Community Virtual

Commerce Commerce Commerce Store
Uses both owned and Traditional Social Media  Leverages on Uses both owned and
traditional eCommerce platforms that interest-led platforms traditional eCommerce
platform that integrates  integrates commerce that enables product platform that integrates
social formats into the formats purchases into the social formats into the
selling process. (ex. TikTok Shops) community experience. selling process.
(ex. Shopee Live) (ex. Shopee Live)
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Phone, PC, Wearables

Source: Deloitte Analysis
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TRADITIONAL E-COMMERCE
Not including social selling formats

BLOGS & FORUM | TRADITIONAL SOCIAL MEDIA TRADITIONAL GAMING
OFFLINE
SOCIAL
COMMUNITY COMMERCE { SOCIAL MEDIA COMMERCE
! VIRTUAL STORE
SOCIAL E .COMMERCE Including social selling formats
Includes social selling formats
OFFLINE -
COMMERCE

VIRTUAL COMMERCE
Not including social selling formats




Unlocking the Potential of Social Commerce

Agree a shared definition Establish clear roles Test, learn, and Scale
Align on types of Launch initiatives with a Measure and monitor user
platforms included like clear channel objective. experience performance
point of purchase and build around best

practices that can drive
scaling the business.

T Step 2 Step 4
Step 1 Step 3 Step 5
Drive mission alignment Accelerate digital
capabilities
Social commerce involves
both marketing & Integrate technologies that
commerce team. Align can establish and drive
with both to design the seamless and interactive
overall experience. experiences.
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Personalization

Grab:

GrabFood Delivery
Doodles
(2020)
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https://docs.google.com/file/d/1cgbB1GYyQ_i3ZigFA7zVafiLMqBA-ly1/preview

C h ec kI ist A - Note that this checklist is meant to assess your readiness when it comes to e-commerce. Once you’re done with
all the items, it is now time to determine the next steps for you. To help you get started, we prepared a list of
questions to guide you in identifying the gaps and prioritizing areas of improvement.

E-commerce Fundamentals

Do | have all necessary processes (order management, payment processing, etc) set up at my store?

Do | have a clearly outlined e-commerce strategy?

Customer-Centricity
Are there any areas where the customer experience can be further improved?

What actions would | prioritize to enhance the overall customer-centric approach of the e-commerce store?

Competitive Advantage
How does the e-commerce store differentiate itself from competitors based on the audit findings?

What strategies or improvements can be implemented to stay ahead of the competition and attract more customers?

Growth Opportunities
What potential growth opportunities do | see for the e-commerce store?

How can the store leverage emerging trends or technologies to expand its reach and increase market share?

Data-Driven Decision Making
How can the data collected and analyzed during the audit process be utilized to drive informed decision making for the e-commerce store?
What metrics or key performance indicators (KPIs) would | recommend monitoring to assess the effectiveness of implemented improvements?

Continuous Improvement

What insights or lessons have | gained about the importance of continuous improvement in e-commerce operations?

How can | utilize the audit findings to establish a culture of continuous improvement within the organization?
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More and more being enhanced by
technology - but interestingly
becoming more human and personal
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Key:
Not just physical availability
but also mental availability
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When are you buying the product? | Where are you buying the product? While doing something.
e.g. “Before the gym” e.g. “Corner shop, near the gym” e.g. “on the way to the gym”

Why are you buying a product? How are you feeling? With whom / what are you with

e.g. “l want an energy boost” e.g. “I'm feeling lethargic” when buying the product?
e.g. “I'm with my gym buddy” or “Il need an

energy powder to add to my water”
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TODAY'S
AGENDA
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o Strategies for eCommerce

Fireside Chat
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Key Takeaways

eCommerce is evolving beyond online stores, with an emphasis on
seamless omnichannel and mobile-first experiences.

A good eCommerce strategy includes optimization of digital shelf.
Consider your product, placement, pricing, and promotions in the
equation.

A strong brand identity can make you memorable.

Leverage on the potential of social commerce and personalization to
increase customer engagement, build brand loyalty, and deliver positive
customer experiences.
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