
A  C A S E  S T U D Y  F O R  P U S H I N G  
I N C L U S I VE  T R A D E  G R O WT H  
WI T H I N  A P E C  E C O N O M I E S  

CROSS BORDER SHOPPING 



GLOBAL E-COMMERCE 2013-2014 

 Grew 17% YOY (only) and hit $1,200 billion in 2013 
 N. America & W. Europe are still far ahead of emerging markets 
 Domestic e-Com markets (US, UK, DE) are extremely competitive 

and moving to commoditized, APAC will follow suit 



CONCEPT: DOMESTIC E-COMMERCE 



CROSS BORDER E-COMMERCE (1) 

Buyer from economy A buys directly from seller in economy B 
 Those products UNAVAILABLE or EXPENSIVE if buying in A 
 But AVAILABLE and CHEAPER if buying (online) from B 



CROSS BORDER E-COMMERCE (2) 

ROCKS 
ALL brands/products 

available locally 

WATER ≈ WESHOP 
ALL brands/products 
NOT available locally 

CUP 
Total retail market 

volume (on/offline) 

30% of 
market 



SAMPLE: BUYING LOCALLY IN SINGAPORE 

http://bit.ly/1n2a3Om        |        Singapore local price S$525 

http://bit.ly/1n2a3Om
http://bit.ly/1n2a3Om


SAMPLE: BUYING CROSS BORDER 

http://bit.ly/1sO46aT        |        WeShop price S$308 (41% cheaper) 

http://bit.ly/1sO46aT


Source: PayPal 2013 

CROSS BORDER E-COM IS TRENDY % cross-border shoppers purchased 
from these markets in past 12 months 

 Cross-border e-Com sales reached $300 billion ≈ 25% global 
e-Com and growing 45% YOY (vs. 17% e-Com overall) 

 US, UK, China are the most attractive cross-border 
e-Com destinations 



DIGITAL AGE’S SILK ROAD 

Source: PayPal, Forrester 2014 

? 

Estimated cross-border route sizes 

 $18.5 billion in cross-border spent by Chinese purchasing 
from foreign websites in 2012, annual growth rates 60-70% 

 $11 billion of that comes from US and UK websites 



SOUTH EAST ASIANS LIKE IMPORT GOODS 

Percentage of Cross Border e-Commerce transactions 
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Source: Payvision 2013 



E-Commmerce 
 2013: $7B USD 
 2018: $34,5B USD 
 Cross border: 30% 

Source: Frost & Sullivan 



Logistics 
+ High intl’ shipping fee 
+ Customs, duty 
+ Shipping risks 

Payment 
+ Fraud 
+ Lack of credit cards 
+ Sellers don’t accept 
+ Forex risk 

Cultural 
Differences 
+ Languages 
+ Transaction behaviors 
+ Communication habit 

Customer Services 
+ High communication cost 
+ Lack of trust & peace-of-mind 
from buyers 

BARRIERS TO CROSS BORDER E-COM 



WESHOP CROSS BORDER SHOPPING 

LAUNCHED LAUNCHED 

WHAT IS WESHOP? 

Cross border 
retail facilitator 
 
The first and premier cross-
border retai import buying 
facilitation portal in South 
East Asia. 

MISSION 

“Worldwide 
e-shopping 
made easy” 
 
Allow local SEAians to shop 
globally easily, enjoy best 
deals, home door delivery 
with total peace-of-mind. 
Now everyone can import 
any legal thing practically. 

VISION 

“Redefine the 
concept of 
importation” 
 
Which is unchanged 
fundamentally for 
thousands of years! 
Now through Internet, 
consumers can bypass the 
role of importers and brick-
and-mortar shops. 

LAUNCHED LAUNCHED 



VALUES TO BUYERS 

LOCAL GLOBAL 

9. Logistics 
(customs, delivery…) 

8. Logistics 
(consolidate, 
ship out…) 

1. Global 
sourcing 

6. Payment 
collection 

4. Target 
Marketing 

7. Payment 
to sellers 

3. Picking good 
deals/niche categories 

Others only 
do this !!! 

5. Customer 
support/sales 

GLOBAL SHOPPING 
WITH CONFIDENCE & 

PEACE-OF-MIND 

BUYER 
CENTRIC 

10. After sales 
(return, dispute) 

2. Platformization 
& Localization 



VALUES TO SELLERS 

VERTICAL 
SUB-PORTALS 

LOCALIZED 
SITES 

Beauty Fashion 

Vitamin 
& Health 

Car & Parts 

DISTRIBUTOR 
We buy! 

SOURCING 
Want to sell? 

600M population 
AND UNLIMITED BEYOND 

EXPANSION OPPORTUNITY 
TO EVERWHERE… 



SAMPLE: KOREA TO VIETNAM 

Close to 1 million genuine 
products from Korea 

Cross border 
shopping in 3 

steps, like ABC 



STEP 1: ACCESS WESHOP.COM.VN 



STEP 2: CHOOSE KOREA PRODUCTS 



STEP 3: ONLINE PAYMENT 

RECEIVE GOODS AT HOME IN 1-2 WEEKS 



OBVIOUS VALUE PROPOSITION 



T H A N K S  Y O U  F O R  Y O U R  A T T E N T I O N !  
W e  l o o k  f o r w a r d  t o  c o - o p e r a t i o n …  
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