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What I’m going to talk about today

Introduction to e-commerce landscape

Opportunities for Asian sellers

Strategies for success and pitfalls to avoid

Successful case studies



Quick introduction



The internet has changed the way the World shops
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And e-commerce is not slowing down

In 2019 e-comm 
accounts for 

13.7% of global 
retail sales

By 2040, 95% of 
purchases are 
expected to be 

made via e-
comm

98% of Gen Z 
have a smart-

phone and 
spend 4 hours 
per day on-line

Over next 5 
years global e-
commerce is  

forecast to grow 
at least 15% 
year on year 

each year

Amazon is only 
now starting to 

focus on B2B 
market, which is 
X2 as big as B2C 

market

40% of Amazon 
sellers are 

Chinese up from 
26% two years 

ago



Many businesses have been impacted as a direct consequence



New shopping centres have opened



These are trusted by customers despite being invisible
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A new survey says Americans have 

more confidence in Amazon than 

they do the government or the 

press.

- 2018 American Institutional 

Confidence Poll



So what does this mean for Asian sellers?

Direct access to the end customer

Factories
Trading 

Companies
Start Ups Entrepreneurs



The model has changed

The traditional supply chain.

The new supply chain.

Factory/ brand makes the product.
Highly reliant on retailer.

Retailer makes the trading 
decisions and interacts with 
final customer.

Platform enables the 
transaction.

Factory/ brand makes the product.
Factory makes trading decisions and 
can interact with the final customer.



The third party platform providers have created the infrastructure you need

Customer interface

UI/ UX Development

Infrastructure & hosting
SEO & digital marketing

Payment gateway

Warehousing and dispatch

Last mile fulfilment



And you have access to any global market

China / SE 
Asia cross-

border

North 
America 

marketplaces

EU/ Middle 
East 

marketplaces

Australian 
marketplaces



Success starts with the product



Branding is critical

Marty Neumeier: “A brand is not a logo. A brand is not an identity. A brand is not 
a product”.
“A brand is a person’s gut feeling about a product, service or organization”.

Values Language

Value?

Quality?

Innovation?

Premium?
Logo

Packaging

Web-site

Content

Product markings



Market research

People:
Is there a need for the 

product?
Who will buy it?

Who exactly is the 
end customer?

Whats the market 
size?

Product/ Price:
How well are 

benchmark products 
performing?

What price does it 
need to be?

Is there profit?

Platform:
Which suits my need?

What account is 
needed?

Skill-set and resource 
needed?



Find the sweet-spot

Less crowded, 
evergreen

Future stars

Overly-
competitive

Declining trend

Resource

CategoryCapital

Japan
Australia
Home and garden
Stationery

Mobile accessories
Bluetooth speakers

Cameras

Indonesia
Grocery items
B2B



Focus your content around the end customer



Make sure there is enough for advertising

Product costs

Platform 
costs

Profit AND 
marketing



Have realistic expectations



Each new market requires capital



A good example of getting it right



Ticking every single box



Another good example of getting it right



The power of social media – The Amazon Coat



Please send any questions to me at chris.dier@molzi.com


