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CBEC, CCEAA and WECIA will provide assistance for international trading and cooperation for companies
globally and promote the e-commerce activities and cooperation for the alliance members to work with
business communities and governments all over the world.
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The market
reinvigorated

Compound Annual Growth Rate (CAGR) for cross-

border ecommerce 2017-2022 is now

That's higher than the CAGR predicted for

ecommerce.



One Belt, One Road (OBOR)

CHINA'S ECOMMERCE MARKET IS NOW 39% OF
THE WORLD’'S TOTAL ONLINE RETAIL SALES -
CREATING THE WORLD’S LONGEST TRADE
ROUTE, CONNECTING 62% WORLD POPULATION
MASSIVELY STIMULATING ONLINE SALES

While the US and UK look inward, China is now the hub for
globalization of retail.

By pumping huge amounts of investment into the world’s
biggest ever trade route, One Belt One Road, while also
owning 39% of online sales worldwide, /it is cementing its
place as the world’s most important ecommerce power.




Online marketplace BY 2020, 39% OF THE WORLD’S ECOMMERCE

MARKET WILL BE CONTROLLED BY MARKETPLACES.

] ]
domlnatlon 53% OF US CROSS-BORDER SELLERS ARE

MARKETPLACES
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®) 0 Comments

@ Woo Commerce
@ Magento

® 1BM Websphere
@ Shopity

@ ProstaShop

@ Virtvemart

@ BigCommerce
@ OpenCart

@ osCommorce
@ Magento Enterprise
@ Gumroad

@ Xt-commerce
@ Demandware
@ \olusion

@ Intorshop

@ Yahoo Store

@ ATG Commerce
@ X-Cart

@ Zen Cart

@ Shopware

Online marketplace

domination - Open

Source Platforms

BY 2020, 39% OF THE WORLD’S

ECOMMERCE MARKET WILL BE

CONTROLLED BY MARKETPLACES.

53% OF US CROSS-BORDER SELLERS

ARE MARKETPLACES

Amazon, the US ecommerce giant, purchased supermarket
chain Whole Foods this year for USD13.4 billion, signalling a

move into physical retailing.

Alibaba Group is now Asia’s most valuable company, with

market cap of USD442 billion.
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CROSS-BORDER ECOMMERCE HAS
PROVEN TO BE PROFITABLE

MARKET OVERVIEW

Last year, confidence took a dip with a 5% lower rate of agreement

19° 31 with this statement. In 2017, confidence in international retail has
orHeR / SrRoNGY made a notable return, with a record number of our respondents

AGREE

50_"L

AGREE

CROSS-BORDER IS TOO COMPLEX SO WE
STICK TO THE DOMESTIC MARKET

4
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STROMGLY R
AR
16
e
27

33" NEUTRAL

DISAGREE

agreeing that cross-border ecommerce has proven to be profitable.

Plus the number of respondents citing complexity as an issue when
executing an international omnichannel strategy has gone down
too.

OMNICHANNEL SHOPPING IS TOO COMPLEX
FOR OUR/OUR MERCHANTS' BUSINESSES

12 6
STRONGLY .
DISAGREE

35"
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BIGGEST GAME CHANGERS

Online marketplaces
continuing to dominate

N 23%

loT
— 12%

Rise in alternative payment methods
— 12%

mCommerce
aEm—— 9%

50% of retailers offering
international delivery

a—— 9%

Easier entry to emerging markets
o 7%

Greater knowledge of how to do
business internationally
- 6%

China’s ‘One Belt One Road’ scheme
- 4%

Millennials/Gen Z comfort
with cross-border shopping

-— 1%

Blockchain’s effect on cross-
border payments
- 3%

The demand for
omnichannel shopping
- 3%

Virtual reality offered by
brands around the world
- 3%

GDPR’s introduction
® 1%

Mobile POS
® 1%

Other
- 5%

For the first time in four years, m-commerce was not
cited by respondents as the most influential game-
changer in cross-border retail.

Online marketplace dominationis once again in
evidence, faking the top spotin this category.




BIGGEST PAIN POINTS

I

Last year, our respondents cited regulations as the e e 4% Lierexoerience
main issue for concern.

[of i with local {0 C i d reporting/d

O 39% - 14%
Thls year’ It has been bumped down to number 2 Offering exchange and returns Cash flow/time to settlement
behind logistics and delivery. — 32% — 14%

crcs%—horder payments/ Total costs of payments
Long delivery times and high shipping costs are both maeTeney —12%
regularly cited by consumers when asked what tums Optimization expertize
them offbuying from foreign sites. Sutapetaction -

Split payouts
Pricing/costs of products and services - 7%

o— 23%
Mobile device conversion/

Ease of integration optimization
—— 22% - %

ROI One click payments
- 16% ® 1%




BEST PRATICES FOR MOVING CROSS-BORDER

BEFORE WE/OUR MERCHANTS EXPANDED CROSS-BORDER,

WE/THEY INVESTED TIME AND RESOURCES TO UNDERSTAND o . .
THE LOCAL CULTURE AND CONSUMER PREFERENCES Localization remains a hugely important part of

moving cross-border amongst our respondents, while
the importance of providing a region’s preferred
payment methods was underlined.

47% Strongly agree
28% Agree
19% Neutral

=

4% Disagree

2% Strongly disagree There was, however, agreement that doing this was
not always straightforward

WE/OUR MERCHANTS RESEARCHED PREFERRED
ALTERNATIVE PAYMENT METHODS IN DIFFERENT
REGIONS BEFORE EXPANDING OUR BUSINESS THERE IT’S COMPLEX TO PROVIDE CONSUMERS WITH A VARIETY

OF ONLINE PAYMENT METHODS
Strongly agree 19%
Agree 44%
-y

7% Strongly agree
36% Agree

Neutral 27% 28% Neutral

)

Disagree 10% 20% Disagree

Strongly disagree 09 N
By B 9% Strongly disagree



PAYMENT SECURITY MARKET BY SIZE

COMPANIES ACROSS THE WORLD ARE SPENDING MORE AND
MORE ON PAYMENT SECURITY

RETAIL: PAYMENT SECURITY MARKET SIZE, BY REGION, 2015-2022 (USD MILLION)

Region 2015 2016 2017-e 2022-p CAGR (2017-2022)
North America a979.2 1,0628 11649 1985.7 11.3%
Europe 502.0 5645 643.7 14466 17.6%
APAC 2833 3386 4104 12631 252%
MEA 149.7 170.7 197.3 469.7 18.9%
Latin America 1587 1851 2185 5782 215%
Total 2,0729 23217 26347 57432 16.9%

e: estimated; p: projected

Source: Secondary Literature I[EEE-SA, Expert Interviews, and MarketsandMarkets Analysis



The European Union taking action

MAJOR DECISIONS AND REGULATION AIM TO CREATE A FAIRER
ONLINE RETAIL WORLD BUT MERCHANTS MUST BE PREPARED

« In July, the EU fined Google a record USD2.7 billion, finding it guilty of
deliberatley giving prominence in shopping search results to its own services,

breaching antitrust laws.

* PSD2: New regulation comes into force January 2018 to make payments safer
for consumers but makes big demands of some merchants. Want to know if

PSD2 will impact your business? Take the quick PSD2 test at the
Acapture booth.

* GDPR: New regulation to protect consumers will have a huge impact on how

merchants can use people’s personal data and is effective as of May 2018.




Consumer technology
trends driving change

Data science, Internet of Things, Al/machine learning,
Virtual Reality/Augment Reality and Blockchain are all
changing how consumers shop online and how merchants

provide services.

Though these trends make the consumer more available to

the merchant, they also raise the expeciations of the buyer

in terms of personalized services and flawless logistics.

Ambitious merchants must be quick to adapt, using these technologies to improve logistics and services.



CROSS-BORDER ECOMMERCE 2017

Key takeways

Consumer technology is the key to better

customer experiences and intelligent usage of

consumer data.

Data science, VR, Al, machine learning and

blockchain are all changing the way cross-

border ecommerce works.

Ambitious merchants must be quick to adapt,

using these fechnologies to improve logistics

and services.
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Please contact me at:

@ Rolf Visser

Chairman | Co-founder
CBEC (Cross-border Ecommerce Community)

Vice Chairman
WECIA (World Ecommerce Industry Alliance)

Vice President of Global Marketing
Payvision and Acapture

‘z’ r.visser@cbec-global.com

gy Follow me on Twitter: @rhvisser

Thank youl!
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