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Market Potential 

SEA e-Commerce is at an inflection point 

Catalysts coming together for SEA 

e-Commerce in China had a long 

incubation period but then exploded 

Total online retail $(B) 

3G License 

SEA online retail underpenetrated 

e-Commerce in China had a long 

incubation period but then exploded 

Total online retail $(B) 

3G License 

Explosive growth from infrastructure 

improvements, increased Internet 

access and development of offering by 

leaders Alibaba and JD 

 
Sources:  Statistiska centralbyrån; Economist Intelligence Unit; Datamonitor; Post-och telestyrelsen; International Data Corporation; Gartner; World Internet Institute; TNS; SIFO; Sveriges Officiella Statistik; Tieto; IAB Europe/Google; Svenska 
Distanshandel; Statistics Denmark; OVUM; PTS; Danish Ministry of Science, Technology and Development Gartner; OECD; DIBS; European Information Technology Observatory; Eurostat. 

■ Broadband on fixed and mobile  

■ Investment in e-Commerce  

■ Logistics  with efficient and wide coverage  

■ Trust & conducive payment ecosystem 

■ Young population with 70% under age of 40 
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Market Potential 
SEA internet economy is ready to take off, with 124K users coming online 
everyday for the next 5 years 

Source: Google Temasik report 

260M  
users already online, 

4th largest internet 

market in the world 

3.8M  
users coming online 

every month, 

fastest growing 

internet market in the 

world 

700M  
mobile connections, 

130% of population 
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Market Potential 

SEA to be the fastest growing internet market in the world, 480M by 2020 

Source: Google Temasik report 

Thailand 
~ 9% CAGR 
2015 - 20 

38 
59 

Internet users by country 

Singapore 
~ 3% CAGR 
2015 - 20 

5 
6 

Indonesia 
~ 19% CAGR 
2015 - 20 

92 
216 

Vietnam 
~ 13% CAGR 
2015 - 20 

44 
812 

Philippines 
~ 11% CAGR 
2015 - 20 

55 
93 

Malaysia 
~ 5% CAGR 
2015 - 20 

22 28 
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Market Potential 

Who’s buying online 

Source:Nielsen Ecommerce Report 
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Market Potential 

SEA market could be valued between US$100 – USD$200 bn in 10 years 

SEA online retail potential to grow 

beyond $200bn in sales by 2025  

$26 bn for Malaysia 
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Market Potential (Cross border) 

Sell your brands and products all over the world…. Including long tail products 

Source:Nielsen Connected Commerce Repor (jan 2016)t 

Percentage of online shoppers who have purchased from overseas retailer in the 

past six months 



© GuoLine eMarketing Sdn Bhd. All rights reserved. 

Not for unauthorised circulation. 

ONLINE DEMOGRAPHICS 

Aged 18 - 64 

Located in key market 
centres/suburban areas 
i.e. Klang Valley, Johor 

and Penang 

White collar, 
working adults of 

low to high income 
bracket. 

The target audience is primarily digitally-
savvy white collar urbanites.  

Target Audience 
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A little closer to home… Online consumers in Malaysia 
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  Internet User Distribution 

SELANGOR 24% 

KUALA 

LUMPUR 
10% 

JOHOR 12% 

PULAU PINANG 5% 

PERAK 7% 

KEDAH 5% 

MELAKA 4% 

NEGERI 

SEMBILAN 
4% 

PAHANG 5% 

KELANTAN 5% 

SARAWAK 6% 

TERENGGANU 4% 

SABAH 8% 

PERLIS 1% 

PUTRAJAYA 1% 

LABUAN 0% 

Market Opportunities 

① Opportunity to further strengthen penetration into 25 – 44 segment 

(70% of Online shoppers). 

② Explore ways to reach the younger college students aged 18 – 24 via 

mobile. Preparing the crossover to the 25-34 age group. 

③ Opportunity to further strengthen presence in Klang Valley and in 

larger cities 

④ Opportunity in East Malaysia (14%) but dependent on logistic support 

Age group Malaysian 
Online % 

Malaysian 
Online 
Shoppers 

18-24 22% 2.7mil 

25-34 50% 6.2mil 

35-44 20% 2.5mil 

45-54 

55-64 8% 1.0mil 

65+ 

TOTAL 100% 12.4mil 
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TASK-ORIENTED 

SHOPPERS 

 

“I know what  

I want to buy.” 

DEAL SEEKING 

SHOPPERS 

 

“OMG 80% discount. 

I should get it now.” 

Source: AOL Research 2015, 11,000 online users in the U.S., Canada and the UK 

  

CASUAL SHOPPERS 

 

 

“Let’s see if there’s any 

interesting item.” 

 

3 types of online shoppers based on purpose 

People browse  

online in search of solving a 

specific problem. 

Their online shopping 

moments are considered 

“deal browsing,” in which they 

look for deals and coupons. 

 These shoppers have no 

true motivation for 

browsing for products 

online but have a tendency 

to browse through top of 

mind e-comerce sites, 

purchasing items that 

pique their interests.  

Target Audience 
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Ecommerce At A Glance 

Current trends of Online Shopping Flow 

Merchant 

opens shop 

on GEMFIVE 

Customer visit 

GEMFIVE and 

orders products  

Payment and 

delivery info is 

sent to the 

merchant.  

User pays for 

goods  

GEMFIVE drive traffic to 

website via marketing 

activities 

GEMFIVE operate 

the MarketPlace 

(site updates, 

escrow, and other 

service) 

GEMFIVE provide online sales  

know-how to merchants 
GEMFIVE 

fulfilment services 

Consignment & cross 

dock/Outright Purchase 

Customer 

GEMFIVE 

customer 

service 

Merchant 

Marketplace 

drop ship 

GEMFIVE deliver items 

via logistics partners 
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Should you invest in building this channel? 

Important things to consider 

Knowledge about your products 

- Any export and legal restrictions? 

- Which shipping model should you choose? 

Manpower 

- Do you have sufficient resources to manage the orders from 

this channel? 

Focus 

- Is this channel one of the key drivers for your business? 

- Are all stakeholders aligned? 

- Are there any external support? 

- Opportunity to build awareness of a local brand 
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Changes we see over the past few years 

Global Merchants adopting hybrid models from conventional businesses O2O 
(Offline to Online) 

Omni-channel success by big brands 

Retailers can no longer think of their online and offline channels separately 

Offline store Online store 
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Changes we see over the past few years 

Mobile revolution 

M-Commerce 
With the rise of hectic lifestyle and monetary capacity of the urban mass, 
convenience of these e-commerce sites have been sought as a blessing in 
disguise. Initially, e-commerce was restricted to the larger 3 cities, catering to 
the urban crowd. But slowly as the capita began to flow into the suburban and 
rural areas-more people of the suburbs, access to such websites is through 
their mobile phones.   
 
Success factors 
Instant connectivity : Internet availability in most areas 
Mobility factor: By your side for most part of the day 
Immediacy: Call-to-action and the process of going through a purchase can be 
made on the spot.  
Localization: Customized services with the help of GPS, Bluetooth, etc.  
Cheap cost of connections and handsets: Transformed the smartphone from 
luxury to a necessity. Mass adoption. 
Reach factor:  In some parts of the world, first contact to the web is via the 
mobile.  
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Changes we see over the past few years 

Include M-Commerce in your plans 

• Mobile commerce are 
becoming more important 
with the increase in 
mobile penetration 

• A big % of traffic to a 
website are from mobile 
devices because people 
are always on-the-go 

• 9 in 10 online adults in 
Malaysia saying they’ve 
recently done second-
screening while watching 
TV 
 

Second Screening 
% who have recently second –screened via the following devices 

Source:GWI –Malaysia Digital Landscape Q4 2015 
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Changes we see over the past few years 

More support from local government  

Government initiatives 
MDEC (Malaysia Digital Economy Corporation) building an ecosystem to encourage 

merchants to go online via Mycybersale  

Source: MDEC MyCyberSale Merchant Presentation 
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Changes we see over the past few years 

More support from local government 

Government initiatives 

Mycybersale goals for 2016 

To generate online 
shopping demand 
from consumers 

(catalyst to boost 

e-shopping culture) 

To encourage sellers 
to be part of 
eCommerce 
ecosystem 

(either as supplier to e-Marketplaces or 
own e-storefront) to meet the online 

shopper’s demand. 

To increase the 
domestic 

eCommerce 
revenue  

over the e-Commerce spending in 
Malaysia so that Malaysia 

can be a NetExporter. 

1 2 3 

Total GMV (Revenue) 

RM 150 M 
# of Malaysia Brands 

100 Brands 
# of Foreign Buyers 

6,000 

Source: MDEC MyCyberSale Merchant Presentation 
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Changes we see over the past few years 

Businesses either building their own website or leveraging on existing platforms 

Investing in the right people or partner 

Building Your Own Platform 
 
Pros: 
1. 100% control 
2. 100% margins 
 
Cons: 
1. Higher cost of entry 
2. Need resources to: 

• Design and develop website and 
mobile app 

• Payment integration 
• Drive traffic – SEO and SEM 

Leveraging On Existing eMarketplace 
 
Pros: 
1. Lower cost of entry 
2. Knowledge transfer from providers 
3. Marketing done by platform 

providers 
4. Minimal head count needed to 

manage orders 
 
Cons: 
1. Margin sharing 
2. Less flexibility 
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About GEMFIVE 

The New Kid on The Block – 15 months in the Market 

19 

 
 

The latest online shopping destination with 

OVER 1000 brands and 100,000 Products 

 

Launched in May 2015 
 

Part of Hong Leong Group 
 

Owned & Operated by  

GuoLine eMarketing Sdn. Bhd.  
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GEMFIVE Brand Architecture 

20 

 

IT &  

Electronics 

“Get the most 

out of tech” 

 

 

Health & 

Fitness 

“Choose well, 

live better” 

 

 

Beauty & 

Skincare 

“Step out with 

confidence” 

 

 

Mum & 

 Baby 

“A helping 

hand for 

parents” 

 

“The Joy of Choosing Well” 

PRODUCT PILLAR PROPOSITIONS 

High tech meets      

high touch  

 

• 1st-to-own 

• Specialist & award 

winning products 

• Product & service 

bundles 

• Value-add: Purchase 

protection and extra 

guarantees/warranties 

 

Total wellness              

as a lifestyle 

 

• Broader assortments 

• Direct from the brands 

you trust (pharmacy 

and pharmaceutical 

companies) 

• Professional advice 

and recommendation 

• Subscription for auto-

fulfillment/convenience 

Real people,  

real results 

 

• Wide range 

• Trusted brands; 

100% genuine 

• Specialist solutions 

Holistic children’s 

development 

 

• Health-related 

products 

• Mental and physical 

development 

• Child safety 

• Parenting 

GEMFIVE makes it easy to discover a  

choice selection of what works, for you. 
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Shop on our Web or via our App!  

21 

 

Your next GEM is just a click or a swipe away!  
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Products to cater to your every need 

Spread across 6 lifestyle categories for shopping convenience 

22 

HEALTH BEAUTY  
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Products to cater to your every need 

Spread across 6 lifestyle categories for shopping convenience 

23 

ELECTRONICS HOME & LIVING 
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Products to cater to your every need 

Spread across 6 lifestyle categories for shopping convenience 

24 

FASHION  MUM & KIDS 

LIFESTYLE 
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Managed Marketplace to provide Over 1000 brands and 100,000 
SKUs  
Target to grow to > 2000 merchants and > 300,000 products by 2017 

25 

Global brands Regional brands Local brands New brands Emerging SEA brands 

Emerging local 

brands 

Daily essentials European brands Lifestyle brands High-end / cult 

brands 
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Brand presence and awareness via Shop in Shop 

Opportunities to build brand presence through brand 
stores 
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Effective Content Marketing 
GEMFIVE Journal keeps shoppers up-to-date on trending lifestyle & products 
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Differentiate from the OTHERS 
Marketing campaigns 

Own the DAY and create 
consumer excitement for 
different target audiences! 

Leverage on the latest “in 
trends” and capture the 
audience 
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Storewide Promotions 

Easy Payment Plan with Maybank 

Category Promotions 

Partner Promotions 

Attractive GEMFIVE funded Promotions & Flexible 
Payment Scheme 
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Why Partner GEMFIVE 

Trust – Launched by one of Malaysia’s biggest conglomerate, The Hong 

Leong Group 

Reach & access into untapped markets – Expansion to Singapore and 

Indonesia in 2016 and other SEA countries in 2017/2018 

Analytics and business performance – Access to data via personal 

dashboard  

Easy set up by providing a foray of fulfillment options – No listing fees 

and easy stock management 

More “air time” – Consumers have more opportunity to see your 

products via our curation, content write-up and regular storewide and 

affiliate promotions 

Aggressive marketing support activities to drive traffic 
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Thank You 


