Payments and e-commerce report
L}
AsIO
L} 1
Pacific




Dear reader,

Welcome to the PPRO regional payments and e-commerce report for Asia
Pacific. This year, we have made a few changes. We’'ve broadened the
scope fo include more useful information. We've also grouped the
countries of Oceania in with those of Asia, allowing us fo cover Australia
and New Zealand in the same report as their major trading partners.

E-commerce is one of the big business success stories of the last decade.
It has created jobs, injected new dynamism into our economies, and given
people, who wouldn’t otherwise have had it, access to goods and services
that improve their lives.

At PPRO, we're proud to help make possible the payments revolution that
underpins the explosive growth of the e-commerce industry. But we're
even prouder to have helped our partners and their merchants grow and
succeed, in more markets every year.

And that’s what this report and its companions are really about. They are
tools designed to give you the knowledge you need to open new markets.
We hope you find them useful and we wish you every success.

Yours sincerely,

Simon Black
CEO, PPRO



Asia: a continent holds its breath

On September 17 2018, the United States announced tariffs of 10% on Chinese
imports worth $200 billion a year. Unless China and the US reach some kind of
agreement, these tariffs were set to rise to 25% by the end of 2018." Perhaps not
surprisingly, China’s first instinct in the face of the new trade barriers was not
to be agreeable. It announced $60 billion worth of its own tariffs on US goods.

There is not a country in this report that has not been impacted by these
decisions. The results of such trade disputes are not always predictable and
can be perverse. Perhaps the most striking example of this is that the American
bi-lateral trade deficit with China has continued to widen even affer the new
tariffs were announced, growing by $3.2 billion in August 2018 alone, in large
part because exports of soya beans, for which China is a key market, fell by $1
billion.?

There are also signs of what the US economist Steve Hanke calls the “Afghan
Effect” at work. In 1980, the Carter administration placed sanctions on the
Soviet Union over its invasion of Afghanistan, preventing the Russians from
buying American grain. The Soviets simply routed their frade around America
and made Argentinian grain farmers very rich. In the same way, China is now
looking to exporters such as Australia fo replace imports from the US.3

But there are few winners in this frade war, at least so far. In general, the region’s
economies have contfinued to grow, albeit often at a slower pace than in 2017.

But almost every country in this report is under a growth warning of some kind
for next year; often a caveated warning — "if the US and China don’t patch
up their frade dispute, then...” — but a warning nonetheless. Those countries
which are highly exposed to international frade are the most af risk.

Where the opportunities are

Despite this politically-inspired uncertainty, the Asia-Pacific region remains a
land of opportunity for e-commerce merchants and online payment providers.
Every month, millions of Asians climb out of poverty intfo the middle class. Over
the next five years, 88% of the growth in the middle class globally will come
from Asia.*

In China, wages are now higher than in some parts of the European Union.®
For Western consumer-goods manufacturers looking for low-cost country
outsourcing opportunities, this is a headache. For merchants looking for
prosperous new markets to expand in to, it is an unalloyed opportunity. And
better sfill, it brings a secondary opportunity with it.

As China has become more prosperous, manufacturers have begun to look
for new destinations for investment and factories. This has benefited countries
such as Vietham and Indonesia, which have both risen from being poor (in

the case of Vietham, one of the world’s poorest natfions) to middle-income
countries. As they become more prosperous, these countries are fransformed
into lucrative e-commerce markets in their turn, often with a mix of payment
types and consumer demand familiar to anyone working in China or India five
or even ten years ago.

At the same time, the developed markets of Japan, Taiwan, Singapore,
Australia and New Zealand continue to offer a rich seam of opportunities,
with stable and predictable legal environments and consistently high rates of
economic growth.

This is an odd fime in Asia. The entire region is worried it might catch the cold
that America and China seem determined to give to each other. It’s difficult to
predict what next year will look like when so much pivots on a single factor: US-
China relations. But even with these reservations, the Asia-Pacific region is the
hottest e-commerce ticket on the planet. Every year, millions more consumers
come online and start buying. And they’re getting more prosperous and
hungrier for branded goods all the fime.

1. China says Trump forces its hand, will retaliate against new U.S. fariffs, 17 September 2018, Yawen Chen and David
Lawder, Reuters.

2. US trade deficit widens to $53 billion as soybean exports plummet amid China trade battle, 5 October 2018, Jeff
Cox, CNBC.

3. As U.S.-China Trade War Rages, Some Australian Farmers See an Opportunity, 29 November 2018, Jamie Tarabay,
The New York Times.

4. Global middle class growth will be 88% in Asia for next five years, 28 August 2017, Brian Wang, Next Big Future.

5. Wages in Croatia Lower Than in China, 12 October 2018, Vedran Pavlic, Total Croatia News.



Regional payment trends

Region World
Population 3.5 billion 7.4 billion
Population (15+) 2.7 billion 5,5 billion
GDP (millions) 25,760,728 79.211,592
GDP per capita (§) 18,320.00 10,741.00
B2C e-commerce 1,363.7 billion 2,932.9 billion
B2C e-commerce growth 18% 15%
Online population 1.6 billion 3,6 billion
Smartphone penetration 47% 53%
Average online spend (S) 1,794.00 2,335.00
Mobile e-commerce 55% 45%
E-commerce % of total retail 20% 16%

Currencies in this report are always depicted in SUSD
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Australia Region World
Population 24.6 million 3.5 billion 7.4 billion
P lati 15 19.9 milli 2.7 billi 5.5 billi Payment method
opulation (15+) .9 million .7 billion .5 billion breakdown
GDP (millions) 1,328,421 25,760,728 79,211,592
GDP per capita ($) 53,800.00 18,320.00 10,741.00 B cad
Online population 21.7 million 1.6 billion 3.6 billion . Cash
. . Bank fransfer
Smartphone penetration 84% 47% 53%
E-wallet
E-commerce % of total retail @ 7% 20% 16%
. Other
Banked Credit card Internet
AUSTI’CI | iO population penetration penetration

100% 60% 88%

With a population of just 24.6 million in a country almost the size of Brazil, Australia
has one of the world’s lowest population densities. Large areas of the interior
are effectively uninhabited. Raw materials make up over 56% of Australia’s
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Card scheme

exports, an unusually high proportion for a developed economy. This means breakdown

the economy as a whole is highly exposed to fluctuations in the commodity

market. After a sharp dip in economic expansion in 2013, following a slowdown 42% .

in China which caused commodity prices to drop, the Australian economy Visa

grew at a relatively modest rate of around 2.6% for the next three years. In B Australia ' Mastercard

2017, the economy grew by 2.4%, below initial forecasts that put growth at 8% .

3.1% again. By the middle of 2018, consumer confidence hit its highest levelin American Express
four years and unemployment had fallen to 5.3%, a six-year low. 61% shop cross-border Top e-commerce segments B ocalschemes
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B2C e-commerce Mobile e-commerce Average online spend
26.5 billion USD 35% of total 1,738 USD afterpaya?  Afterpay Australia Post Billpay idPAY BPAY POLi. POLi Payments
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e-commerce growth

China

Over the last year, frade disputes with the US - new tariffs cover about 60% of
the two countries’ frade in goods - have had a dampening effect on growth in
China, with manufacturing and export indexes sliding foward the end of 2018.
In 2017, the economy grew by 6.9%, up 0.2% on the previous year. However,
the latest OECD forecast predicts confraction for the next three years, with the
growth rate falling to 6% by 2020; still enviable by Western economies but not
by Chinese. In August 2018, China’s frade surplus with the US reached a record
$31 billion. The top export destination for Chinese goods is the US, which takes
18% of the country’s exports. Just over 16% of China’s exports go to the EU. By
September 2018, the value of Chinese retail sales had grown by 9.2% year-on-
year. This is almost as fast as the growth rate for 2016, which was 9.6%.
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IoT $
B2C e-commerce Mobile e-commerce Average online spend
1 trillion USD 56% of total 1,935 USD

China Region World

Population 1.3 billion 3.5 billion 7.4 billion
Population (15+) 1.1 billion 2.7 billion 5.5 billion
GDP (millions) 12,237,700 25,760,728 79.211,592
GDP per capita (8) 8,827.00 18,320.00 10,741.00
Online population 737.6 million 1.6 billion 3.6 billion
Smartphone penetration 56% 47% 53%
E-commerce % of total retail | 23% 20% 16%

Banked Credit card Infernet

population penetration penetration
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e-commerce growth
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Hong Kong

According to the Global Financial Services Index, Hong Kong has overtaken
Singapore to become the world’s third most important financial sector (after
New York and London). Financial services account for 17.7% of the city’s
GDP. Taken together, the four largest economic sectors - financial services,
tourism, trade and logistics (Hong Kong is the world’s fifth busiest container
port) - contribute 56.6% of GDP. Traditionally, Hong Kong has served as a
bridge between China’s relatively closed economy and the rest of the world,
facilitating the passage of goods and investment. As China increasingly opens
its economy to the rest of the world, the importance of this function has
diminished. This is reflected in the fact that Shanghai has replaced Hong Kong
as the world’s busiest cargo port and Hong Kong'’s share of China’s GDP has
fallen from 27% in 1993 to under 3% in 2017.
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IoT
B2C e-commerce Mobile e-commerce Average online spend
14 billion USD 48% of total 2.959 USD

Hong Kong | Region World

Population 7.3 million 3.5 billion 7.4 billion
Population (15+) 6.5 million 2.7 billion 5.5 billion
GDP (millions) 341,449 25,760,728 79,211,592
GDP per capita ($) 46,194.00 18,320.00 10,741.00
Online population 6.4 million 1.6 billion 3.6 billion
Smartphone penetration 75% 47% 53%
E-commerce % of total retail i 22% 20% 16%

Banked Credit card Intfernet

population penetration penetration

88%

%

B Hong Kong

Qo

Top e-commerce segments
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Clothing & Footwear (11%)
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India Region World
Population 1.3 billion 3.5 billion 7.4 billion
P lati 15 Q67.1 milli 2.7 billi 5.5 billi POymen’r method
opulation (15+) .1 million .7 billion .5 billion breakdown
GDP (millions) 2,597,491 25,760,728 79,211,592
GDP per capita ($) 1,940.00 18,320.00 10,741.00 Card
Online population 396.7 million 1.6 billion 3.6 billion Cash
) Bank fransfer
Smartphone penetration 30% 47% 53%
E-wallet
E-commerce % of total retail : 4% 20% 16%
Other
Banked Credit card Internet
|n d i O population penetration penetration

Card scheme

80% '3%
In 1991, the Indian government started to liberalise the economy, cutting import %
tariffs and reducing taxes, among other things. Within five years, economic
growth rose from just over 1% to 7.5%. In the intervening two decades, growth

- has consistently been over 5%, peaking at 10.3% in 2010. In 2017, the Indian breakdown
----- : economy grew by 6.6%. In 2018, the Indian Ministry of Finance forecasts growth
of 7.5%, which would make India the world’s fastest-growing economy. Industry, .
including both manufacturing and primary industries, accounts for 25% of GDP 47% Visa

compared to over 55% for the service sector. According to the Indian Ministry B Indic  H Region B Mostercard

of Commerce, the service sector is the main driver of economic growth, with

service exports worth $18.7 billion in 2018-19. The total value of Indian exports in
2017-18 grew by 9.8% to $276 billion. 34% shop cross-border Top e-commerce segments
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B2C e-commerce Mobile e-commerce Average online spend
34 billion USD 41% of total 339 USD BHIMP BHIM ®itrus Citrus Wallet

e-commerce growth
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Indonesia Region World
Population 264 million 3.5 billion 7.4 billion
Payment method
Population (15+) 191.8 million § 2.7 billion 5.5 billion breakdown
GDP (millions) 1,015,539 25,760,728 79,211,592
GDP per capita ($) 3,847.00 18,320.00 10,741.00 B cad
Online population 141.8 million 1.6 billion 3.6 billion . Cash
- _ . . . B sonk transfer
B Smartphone penetration 43% 47% 53%
TR T E-wallet
E-commerce % of total retail i 3% 20% 16%
. Other
Banked Credit card Internet
population penetration penetration

Indonesia

1%
49% 'z%

%

1%

By the middle of 2018, Indonesia’s economy was growing at a rate of 5.3%
year-on-year. The Financial Times quotes Capital Economics as warning against
expectations of a sustained recovery (after the global recession, Indonesia’s

Card scheme

growth rates peaked at over 6%), quoting the continued low prices of key breakdown
commodities, including palm oil. There were signs at the start of 2018 that
increased demand for palm oil might boost exports, helping to drive growth. Visa
Alas, it was not to be. Tariffs imposed by India, a major market, saw exports fall 45% Mastercard
by 2% in the first half of the year. Indonesia is the world’s largest exporter of B Indonesia B Region
palm oil, with the industry accounting for around 2% of GDP, so whether a rise American Express
in exports is enough to offset low prices will play a big part in determining how 45% [ | Local schemes
much the economy grows over the next year. Top e-commerce segments
| B B oter
4 T Electrical Goods (16%)
" ‘ Airlines & Hotels (16%)
M"l d‘} | E | @ S Homeware & Furniture (9%)
gy ggat® ot - S
B2C e-commerce Mobile e-commerce Average online spend
e-commerce growth 11 billion USD 46% of total 278 USD Afamart  Alfomart  DAwamiai Alfamidi  BCAkikeay BCA Klikpay B wattet DOKU Wallet Indomaret &% Indosat Dompetku  KasPay® KasPay @cash TCASH




e-commerce growth

Japan

The Japanese economy is the world’s third largest, having been overtaken by
China in 2011. The country’s economy has been growing apace since 2017,
and in the second quarter of 2018, expanded by 3% year-on-year, its fastest
growth-rate since 2016. From 2012, prime minister Shinzd Abe’s government
has pursued policies of monetary and fiscal stimulus as well as structural reforms
in key economic sectors. The OECD esfimates that growth for the whole of 2017
was 1.7%. Whether this growth - which is driven substantially by exports to a
buoyant international market - is sustainable in the current climate remains to
be seen. The Japanese government predicts growth of 1.8%in 2018. According
to the latest figures for 2018, retail sales were growing by 1.7% year-on-year.

E 53 s

IoT $
B2C e-commerce Mobile e-commerce Average online spend
147 billion USD 58% of total 1,526 USD

Japan Region World

Population 126.8 million i 3.5 billion 7.4 billion
Population (15+) 110.4 million | 2.7 billion 5.5 billion
GDP (millions) 4,872,137 25,760,728 79.211,592
GDP per capita (8) 38,428.00 18,320.00 10,741.00
Online population 118.1 million 1.6 billion 3.6 billion
Smartphone penetration 52% 47% 53%
E-commerce % of total retail i 8% 20% 16%

Banked Credit card Infernet

population penetration penetration

98% 68%

%
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e-commerce growth

Malaysia

After two years of declining growth rates, the Malay economy expanded by
5.8%in 2017, up from 4.2% the year before. This recovery was driven not only by
an increase in exports but also by a rise in domestic demand. But as with other
Asian economies, Malaysia is now suffering as a result of rising international
frade tensions, which have caused export volumes to fall and second-quarter
growth to come in at 4.5%, short of expectations by 0.7%. The average gross
national income per capita is $28,650. The economy is dominated by the
service sector, which in the second quarter of 2018 accounted for 55% of GDP
and was growing by 6.5% year-on-year. Industry contributed 36% and grew by
2.5% (manufacturing and construction both grew by over 4% but mining and
quarrying contracted by around 2%). Most of its exports (74%) are of finished
consumer and capital goods.

I R

EAAN

Mobile e-commerce Average online spend

46% of total 253 USD

B2C e-commerce

4 billion USD

Malaysia Region World

Population 31.6 million 3.5 billion 7.4 billion
Population (15+) 23.9 million 2.7 billion 5.5 billion
GDP (millions) 314,500 25,760,728 79,211,592
GDP per capita ($) 9,945.00 18,320.00 10,741.00
Online population 24.9 million 1.6 billion 3.6 billion
Smartphone penetration 65% 47% 53%
E-commerce % of total retail i 1% 20% 16%

Banked Credit card Intfernet

population penetration penetration

85%

%

B Malaysia B Region

Top e-commerce segments

Airlines & Hotels (24%)
Food & Drink (14%)
Clothing & Footwear (13%)
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New Zealand

Primary industries - agricultural, horticultural, forestry, mining and fishing
- account for 6% of the country’s GDP but 33% of ifs exports in goods.
Manufacturing is responsible for 10% of the country’s GDP (but 34% of its
exports) and services over 60%. In 2017, the economy grew by 3%, down
from 3.5% in 2016. Economists polled by Reuters in summer 2018 attributed the
slow down fo slowing immigration, a cooling housing market and slackening
domestic consumption. In the second quarter of 2018, the economy grew by
2.7%. According to government figures, goods exports are a primary driver of
economic growth, up 14% on the previous year (with fruit up 18%, wood up 19%
and meat up 20%). New Zealand'’s tech sector, at least, is enjoying Chinese
growth rates — expanding at a rate of 7.9% a year. The videogaming industry
is a particular star of the digital economy, its revenues growing by 43% in 2017.

Y & o

IoT
B2C e-commerce Mobile e-commerce Average online spend
4 billion USD 33% of total 1,854 USD

New Zealand | Region World
Population 4.7 million 3.5 billion 7.4 billion
Population (15+) 3.8 million 2.7 billion 5.5 billion
GDP (millions) 205,853 25,760,728 i 79,211,692
GDP per capita (§) 42,941.00 18,320.00 10,741.00
Online population 4.2 million 1.6 billion 3.6 billion
Smartphone penetration 76% 47% 53%
E-commerce % of total retail i 8% 20% 16%
Banked Credit card Infernet
population penetration penetration

99%

%

B New Zealand B Region

Top e-commerce segments

Alrlines & Hotels (29%)
Clothing & Footwear (13%)
Food & Drink (10%)
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Philippines | Region World
Population 104.9 million ¢ 3.5 billion 7.4 billion
Population (15+) 71.6 milion i 2.7 billion 5.5 billion Payment method
GDP (millions) 313.595 25,760,728 79.211,592 breakdown
GDP per capita (8) 2,989.00 18,320.00 10,741.00 B coa
Online population 58.2 million 1.6 billion 3.6 billion B o
Smartphone penetration 41% 47% 53% . Bank transfer
E-commerce % of total retail i 1% 20% 16% B cwalet

1%

The Philippines is now the 10th fastest-growing economy in the world, with @
growth rate in 2017 of around 7%. Already by the third quarter of 2017, the
Philippine economy was growing by 6.7% year-onyear, just 0.2% slower than
China. Underlying the impressive growth rate is a $180 billion infrastructure
programme known as “Build Build Build”. As well as stimulating domestic

Th Ph H | H H Banked Credit card Internet
e | I p p I n eS population penetration penetration
demand, this huge spending spree - much of which was from capital from

China - caused the value of the Philippines peso fo fall to an eleven-year low

S J 2.
by the middle of 2017. Counter-intuitively perhaps, this did not cause an export

boom. In fact, the country is running a record trade deficit. By July 2018, the B Philippines W Region
country was importing $3.546 billion more than it was exporting, up $3.2 billion
the previous month. By the third quarter of 2018, household expenditure was
growing at a rate of 5.2%, down from 5.4% in the same period in 2017.

Card scheme
breakdown
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. Mastercard

American Express

Top e-commerce segments Local schemes

Ofther

Alrlines & Hotels (21%)

Clothing & Footwear (11%)
| E | {li"‘."?l S Electrical Goods (11%)
IoT : $

B2C e-commerce Mobile e-commerce Average online spend
3 billion USD 37% of total 89 USD 7-CONNECT BancNet BoncNet ?g)dragonru, Dragonpay  “®MLeray MLePay  truemoney TrueMoney

e-commerce growth
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e-commerce growth
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Singapore

In 2017, Singapore’s economy grew at a rate of 3.6% a year up from 2.4%
in the previous year. 2018 second-quarter growth hit 3.9%, down from the
start of the year. According to the Straits Times, economists still predict a full-
year growth rate of 3.3% in 2018. An increase in global trade in 2017 helped
boost manufacturing output and make Singapore wealthier, but if a global
frade war materialises, the city stands to lose as much as $22 billion in 2019,
Unemployment in Singapore started the year at 2.1%, dipped briefly in spring,
and then returned to 2.1% by the summer. In October 2018, Singapore’s Land
Transport Authority (LTA) announced that it was cutting its acceptable vehicle
growth rafte to 0% — a new car can only go on the road when an old one is
scrapped. For merchants in selling automotive accessories, this policy is one to
wartch.

E 53 s

IoT $
B2C e-commerce Mobile e-commerce Average online spend
5 billion USD 42% of total 1,470 USD

Singapore | Region World

Population 5.6 million 3.5 billion 7.4 billion
Population (15+) 4.7 million 2.7 billion 5.5 billion
GDP (millions) 323,907 25,760,728 79.211,592
GDP per capita (§) 57,714.00 18,320.00 10,741.00
Online population 4.6 million 1.6 billion 3.6 billion
Smartphone penetration 91% 47% 53%
E-commerce % of total retail i 3% 20% 16%

Banked Credit card Infernet

population penetration penetration

98% 49%

%

84%

B Singapore B Region

73% shop cross-border Top e-commerce segments
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S. Korea Region World
Population 51.5 million 3.5 billion 7.4 billion
P lati 15 44.5 milli 2.7 billi 5.5 billi Payment method
opulation (15+) .5 million .7 billion .5 billion breakdown
GDP (millions) 1,530,751 25,760,728 79,211,592
GDP per capita ($) 29,743.00 18,320.00 10,741.00 B cad
2% Cash
Online population 47.8 million 1.6 billion 3.6 billion
. Bank fransfer
Smartphone penetration 89% 47% 53%
E-wallet
E-commerce % of total retail @ 16% 20% 16%
Other
Banked Credit card Internet
SO u.l.h KO reO population penetration penetration

64%

In the third quarter of 2018, the South Korean economy expanded by 2% year- %
on-year, down from 3.6% in the same quarter in 2017. According to the OECD,

Card scheme
the full-year growth rate for 2017 was 3.1%, the economy would grow by 2.7%

} g
¥
g | 2018, rising again fo 2.8% in 2019, As with Singapore, South Korea’s miniboom breakdown
; is in part spurred by the return of global consumer demand. 2017 saw sfrong
S export growth, which continued into the first half of 2018. In August, the value of Visa

exports grew by 6.2% year-on-year to $51.9 billion. At the end of 2018, retail sales
were rising by over 0.5% year-on-year, and consumer confidence dropped to B South Korea B Region
its lowest level in 17 months. Unemployment rose to 4% in September, the latest

period for which we had figures at the time of going o press, still up from 3.8%
in July. Top e-commerce segments

% . G Alrlines & Hotels

N N N Homeware & Furniture
| © | (lf’_‘ll S S0k 19 13 Clothing & Footwear
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. Mastercard

American Express
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Ofther

B2C e-commerce Mobile e-commerce Average online spend

e-commerce growth 46.7 billion USD 61% of total 1,296 USD KakaoPay KakaoPay — [fJPay NaverPay  Shinhancard ShihanCard — money T-money
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Taiwan Region World
Population 23.5 million 3.5 billion 7.4 billion
P lati 15 20.3 milli 2.7 billi 5.5 billi Payment method
opulation (15+) .3 million .7 billion .5 billion breakdown
GDP (millions) 5,387 25,760,728 79,211,592
GDP per capita ($) 22,540.00 18,320.00 10,741.00 B cad
Online population 19.8 million 1.6 billion 3.6 billion cash
. Bank fransfer
Smartphone penetration 72% 47% 53%
E-wallet
E-commerce % of total retail @ 17% 20% 16%
Other
Banked Credit card Internet
TO iWG n population penetration penetration

94% 84%

Taiwan’s economy is the seventh largest in Asia and by value it exports more %
than Brazil or India, no small feat for a country of just 23 million. Around 63%

_ _ , Card scheme
of Taiwan’s GDP comes from the service sector, 35% from industry and the

rest from agriculture. Modern Taiwan is one of the world’s primary centres of breakdown
hightechnology industry, with a tech sector now worth $§37 billion a year. As
with South Koreq, the recent rise in global demand has helped Taiwan increase Visa

its exports. By the second quarter of 2018, exports were growing by 11.2% a
year, the fastest pace since 2015. Unemployment in summer 2018 was just 3.7%. W Taiwan B Region
In October 2018, retail sales for the year were up 0.9% year-on-year. Consumer

confidence, on the other hand, has been dropping all year, faling 1.4% in
October alone. Top e-commerce segments

. Mastercard

American Express

Local schemes

Other
Alrlines & Hotels (19%)

Food & Drink (12%)
| E | {l@l S Electrical Goods (11%)
ToT . $

B2C e-commerce Mobile e-commerce Average online spend

27 billion USD 40% of total 1,799 USD Baipay Aipay @D LINE Pay UnionPay € Wechatpay WeChat Pay

e-commerce growth
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14%

e-commerce growth
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Thailand

In 2018, the World Bank predicted Thailand’s economy would grow by 4.1%, the
fastest pace since 2012. The main drivers of growth are arise in exports (including
tourism) and expanding private consumption. Fitch predicts a fall in growth to
3.5% in 2019, if the trade disputes between major economic powers are not
resolved promptly. The Bangkok Post described Thailand’s unemployment rate
of just 1% as “ridiculously low”. It remains ridiculous today, still only 1%. Reasons
for this include the country’s lack of meaningful unemployment insurance
as well as hidden “under employment” in sectors such as agriculture. By the
middle of 2018, retail sales were growing at 18%.

E (s] s

IoT $
B2C e-commerce Mobile e-commerce Average online spend
5.5 billion USD 48% of total 356 USD

Thailand Region World
Population 69 million 3.5 billion 7.4 billion
Population (15+) 57.1 million 2.7 billion 5.5 billion
GDP (millions) 455,221 25,760,728 79,211,592
GDP per capita ($) 6,594.00 18,320.00 10,741.00
Online population 32.8 million 1.6 billion 3.6 billion
Smartphone penetration 45% 47% 53%
E-commerce % of total retail i 1% 20% 16%
Banked Credit card Intfernet
population penetration penetration

82% %

B Thailand B Region

48%

Top e-commerce segments

Alrlines & Hotels (19%)
Electrical Goods (11%)
Health & Beauty (8%)

CIMB Clicks

CIMB Clicks digio Digio

Payment method
breakdown

. Card

. Cash

. Bank fransfer
E-wallet

| Ofther

1%
1%

Card scheme
breakdown

20%
Visa
Mastercard
American Express
. Local schemes

72%
B oo

@@ LINE Pay PromptPay  truemoney TrueMoney
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Vietnam Region World
Population 95.5 million 3.5 billion 7.4 billion
P lati 15 73.5 milli 2.7 billi 5.5 billi Payment method
opulation (15+) .5 million .7 billion .5 billion breakdown
GDP (millions) 223,864 25,760,728 79,211,592
GDP per capita ($) 2,343.00 18,320.00 10,741.00 B cad
Online population 63.3 million 1.6 billion 3.6 billion Cash
. Bank fransfer
Smartphone penetration 72% 47% 53%
E-wallet
E-commerce % of total retail @ 1% 20% 16%
Other
V' -l- Banked Credit card Internet
Ie n O I I . population penetration penetration

1%

Once, Vietham was one of the world’s poorest countries. Now the World
Bank officially classified it as “middle income, a transformation achieved in
litfle over two decades. With cheap labour (wage costs in parts of China are
now approaching European levels), an educated workforce, and a business-

.4% gor

Card scheme

friendly environment, Vietham has managed to attract some major corporate breakdown
investors. Companies such as Infel, LG and Samsung have all opened factories
in Vietnam. As aresult, the country now has an export sector worth an estimated Vi

isa

$19 billion a year. In 2018 alone, exports were expected to hit $236.6 billion, an

increase of 10% on the previous year. The World Bank has praised Vietnam B Vietnam  H Region
for achieving growth without contributing to rising inequality, with extreme

poverty falling to just 10%. Between 2017 and 2030, the Asian Development

Bank expects Vietham’s middle class o double in size to 33 million. Top e-commerce segments

. Mastercard

American Express

Local schemes

Airlines & Hotels (12%)

Homeware & Furniture (10%)
| E | (l@l S Clothing & Footwear (9%)
IoT : $

B2C e-commerce Mobile e-commerce Average online spend

6 billion USD 48% of total 95 USD 3@ MoMo

e-commerce growth NganLuong truemoney TrueMoney magRPa VTC Pay

NganLuong.vn

34 35



36

We help people pay and
get paid - everywhere,
every fime, every way.

PPRO reduces the complexity of international e-commerce payments by
acquiring, collecting and processing an extensive range of local payment
methods for PSPs and financial institutions under one contract, through one
infegration and one single settlement.

As a solufion provider selling indirectly through industry partners, PPRO
specialises in cross-border e-payments. We are working with PSPs and
financial institutions, such as acquirers, to help them offer a vast range of
local payment options to their merchant customers.

PPRO offers local and international payment methods across more than 175
countries, allowing clients of PSPs and financial institutions to expand their
e-commerce reach, arrange hassle-free collection and achieve higher
conversion rates.

The Online Almanac

PPRO’s new and improved Online Almanac puts hundreds of hours of research at the tips of your fingers.

Visit www.ppro.com/almanac to enjoy a 30-day trial of market insights and global trends.
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Data Methodology

Edgar, Dunn & Company (EDC) uses a combination of sources and methods to support the
PPRO Database. Where possible consistent sources are used for all markets to maintain the
highest level of data infegrity. EDC data sources can be split info three main areas:

1. Globally recognized, publicly available databases & resources
2. Central banks / national e-commerce associations / national infernet associations
3. EDC proprietary data and models

Using a combination of these data sources allows EDC fo best build a complete picture of
the market.

The e-commerce market and payment methods develop af a fast pace. We therefore
prepare and update our regional and country reports frequently. If you are interested in
obtaining updated versions, please contact us. We also have comprehensive data on all
payment methods worldwide. For global e-commerce and market information that meets
your needs, just get in fouch with us at PPRO.

PPRO Financial Ltd
20 Balderton Street
London

WIK 6TL

UK

relationship@ppro.com | sales@ppro.com.

Version 2019.08

Sources:

Edgar, Dunn & Company: Commissioned work
Publicly available online information

This report is provided for your information and publication, and is based on data and informa-
tion collected from publicly available sources commissioned from Edgar, Dunn & Company
by PPRO. The e-commerce market and payment methods develop at a fast pace, so all con-
tent, data, statements and other information contained within this report is subject to change.
PPRO is not responsible or liable for the quality or accuracy of the information in this report nor

how this report is subsequently used or published.




