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Founded in 2005 and headquartered in Hamburg, Germany, yStats.com is one of the world's leading secondary market research companies.

We are committed to providing the most up-to-date and objective data on Global B2C E-Commerce and Online Payment markets to sector-
leading companies worldwide.

Our multilingual staff researches, gathers, filters and translates information from thousands of reputable sources to synthesize accurate and
timely reports in our areas of expertise, covering more than 100 countries and all global regions.

Our market reports focus predominantly on online retail and payments, but also cover a broad range of related topics including M-Commerce,
Cross-Border E-Commerce, E-Commerce Delivery, Online Gaming and many others.

Given our numerous citations in leading media sources and journals worldwide, including Forbes and the Wall Street Journal, we are considered
one of the most highly-reputed international secondary market research companies with an expertise in the areas of B2C E-Commerce and
Online Payment.
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How large is the B2C E-Commerce market in Malaysia and what is its potential for growth?
How does Malaysia compare to other B2C E -Commerce markets in it s region?
Which important trends can be observed on the online retail market in Malaysia?

Who are the major E -Commerce companies in Malaysia?

Our reports are exclusively based on secondary market research. Our researchers derive

information and data from a

understandable and easy -to-use formats.
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Up-To-Date Analysis
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KEY FINDINGS

B2C ECOMMERCE IN MALAYSIA SUPPORTED BY RELATIVELY
DEVELOPED LOGISTICS AND INTERNET INFRASTRUCTURE

Malaysia ranked second in Southeast Asia in Internet penetration and had the
highest logistics performance i ndex in its region and income group in 2014. With the
infrastructure thus being relatively advanced, B2C E -Commerce in Malaysia has a potential
to grow rapidly at double -digit rates over the next five years. The online share of total retail
sales is projected to increase more than five -fold over the same period from just over 1% in
2013.

An important characteristic of the Malaysian B2C E -Commerce market is that
convenience is the key maotivation for consumers to shop online. However, the main
discouraging fa ctor is lack of interest in online shopping, holding back the majority of over
three -quarters of Internet users who do not yet make purchases online. Another
interesting fact is that food and beverage was the second most popular product category in
online shopping in Malaysia, purchased almost as much as clothing.

Furthermore, a medium -high double digit share of online purchases in Malaysia was
reported to come from cross -border sales last year. Global E -Commerce websites
Aliexpress.com, Alibaba.com and A mazon.com are among the top 10 most visited online
shopping websites in Malaysia. The leading local and regional players include online
classifieds website Mudah.my and online retailer and marketplace Lazada.com.my. A
newcomer is the E -Commerce marketplace 11Street.my, launched by Korean companies SK
Planet, and Celcom Axiata Berhad, which in a matter of a few months became one of the
most visited online shopping websites in the country.
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Internet penetration in Malaysia increased from 56.3% of
individuals in 2010 to 67.5% in 2014.

Malaysia: Internet Penetration, in % of Individuals, 2010 - 2014
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Note: *data for 2014 is an estimate by ITU
Source: Malaysian Communications and Multimedia Commission, ITU, 2015
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75% of Internet users in Malaysia were “Very” (21%) or “Somewhat
likely” (54%) to follow brands on social media in March 2015.

Malaysia: Breakdown of Likelihood of Following a Brand on Social Media, in % of Internet
Users, March 2015

Not Sure
Very Unlikely 5%
4%

Very Likely
21%
Somewhat Unlikely
16%
Somewhat Likely
54%
Survey: based on a survey of 500 individuals
Source Waggener Edstrom Asia-Pacific, YouGov cited by eMarketer, May 2015
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METHODOLOGY

GENERAL METHODOLOGY OF OUR MARKETREPORTS

A The reports are compiled based on secondary market
research. Secondary research is information gathered from

previously published sources. Our reports are solely based on

information and data acquired fr om national and international
statistical offices, industry and trade associations, business
reports, business and company databases, journals, company

registries, news portals and many other reliable sources. By using

various sources we ensure maximum obj ectivity for all obtained
data. As a result, companies gain a precise and unbiased
impression of the market situation

A Cross referencing of data is conducted in order to
ensure validity and reliability
A The source of information and its release date are

provided on every chart. It is possible that the information
contained in one chart is derived from several sources. If this is
the case, all sources are mentioned on the chart.

A The reports take into account a broad definition of B2C
E-Commerce, which might include mobile commerce. As
definitions may vary among sources, exact definition used by the
source (if available) is included at the bottom of the chart.

A Our reports include text charts, pie charts, bar charts,
rankings, line graphs and tables. Every cha rt contains an Action
Title, which summarizes the main idea/finding of the chart and a
Sub Title, which provides necessary information about the
country, the topic, units or measures of currency, and the
applicable time period(s) to which the data refers.  With respect to
rankings, it is possible that the summation of all categories
amounts to more than 100%. In this case, multiple answers were
possible, which is noted at the bottom of the chart.

A Reports are comprised of the following elements, in the
following order: Cover page, preface, legal notice, methodology,
definitions, table of contents, management summary
(summarizing main information contained in each section of
report) and report content (divided into sections and chapters).
When available, we al so include forecasts in our report content.
These forecasts are not our own; they are published by reliable
sources. Within Global and Regional reports, we include all major
developed and emerging markets, ranked in order of importance
by using evaluative criteria such as sales figures.

A If available, additional information about the data
collection, for example the time of survey and number of people
surveyed, is provided in the form of a note. In some cases, the
note (also) contains additional information needed to fully
understand the contents of the respective data.

A When providing information about amounts of money,
local currencies are most often used. When referencing currency
values in the Action Title, the EUR values are also provided in
brackets. The conversions are always made using the average
currency exchange rate for the respective time period. Should the
currency figure be in the future, the average exchange rate of the
past 12 months is used.

A The reports include mainly data from the last 12 mon
prior to the date of report publication. Exact publication dates are
mentioned in every chart.

ths

METHODOLOGY OF OUR MALAYSIA B2C ECOMMERCEMARKET 2015 REPORT

A In this country report, major trends in the B2C E -
Commerce market, sales figures, B2C E -Commerce share of the
total retail market, main online product categories, and relevant
information about Internet users, online shoppers and leading E -
Commerce companies was included

A The report starts with an overview of the B2C E -
Commerce market and interna tional comparisons, where the
relevant country is compared to other countries worldwide and

in the region in terms of criteria relevant to B2C E  -Commerce.

A The3 Trendsi section includes
the B2C E-Commerce market, such as social comm erce, cross-
border, M -Commerce and omnichannel trends .

A Thesection 3Sales & Sharesi
of B2C and total E -Commerce sales, including historical sales and
forecasts. Furthermore, this section shows the development of
B2C ECommerce share of the total retail market

A Un the J3Users & Shoppersi
development of Internet users and Internet penetration was
included. Moreover, the evolution of the online shopper
penetration was shown .

A Afterwards, t he
product categories among online shoppers
A The next two sections, JPay
information related to delivery and payment methods most used

by online shoppers .

A Finally, the 3Playersj sect
the leading E-Commerce players, such as online retailers and
marketplaces .
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