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“ECOMMERCE IS A BEAR”

What did he mean?

Andy Dunn CEO of Bonobos 2013



LET’S FIRST UNDERSTAND

THE ECOMMERCE LIFECYCLE



source: ecommerceiq.asia

THE ECOMMERCE LIFECYCLE



source: techinasia

THE ECOMMERCE LIFECYCLE
THE ECOMMERCE LIFECYCLE:  

“A DISTINCT PATTERN ON HOW ECOMMERCE MODELS 
MATURE AND EVOLVE OVER TIME.”

There is a distinct pattern that has 
emerged from the more mature 
ecommerce markets’ evolution that 
offers a degree of prescience for 
ecommerce in Southeast Asia.  

This follows the trajectory of 
Classifieds and C2C to B2C to 
eventually Brand.com.

Today’s Southeast Asia is following a 
similar pattern. 

But at a much faster pace due to “1 to n,” 
horizontal progress and the resulting 
leapfrogging behavior. In our region, we 
have Classifieds (OLX), C2C (Tarad, 
Tokopedia, Shopee), B2C (Lazada, Zalora, 
MatahariMall) and Brand.com (L’Oreal, 
Estée Lauder, Adidas) all happening at 
once within a very short time frame.



source: techinasia

THE ECOMMERCE LIFECYCLE

HOW IS SEA AND THAILAND DIFFERENT FROM US & CHINA

Southeast Asia is mobile-first, C2C 
ecommerce is jumping straight into 
mobile marketplaces.  

Mobile-only C2C marketplaces like 
Carousell and Garena-backed Shopee 
are making aggressive moves against 
their older desktop counterparts like 
Tarad in Thailand and Tokopedia in 
Indonesia. 

With an estimated 85% and 79% of online 
shopping outside of the major metro areas in 
Thailand and Indonesia happening on mobile, it’s 
not surprising that companies like Facebook are 
also betting on mobile C2C.  

The ad giant recently launching mobile payments 
in Thailand where an estimated 50% of C2C 
transactions are happening on social networks.
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http://www.bain.com/publications/articles/can-se-asia-live-up-to-its-ecommerce-potential.aspx
https://techcrunch.com/2016/06/09/facebook-is-testing-social-commerce-payments-in-southeast-asia
https://techcrunch.com/2016/06/09/facebook-is-testing-social-commerce-payments-in-southeast-asia
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WHAT IS ECOMMERCE 1.0?

ECOMMERCE 1.0 
SELLING OTHER PEOPLE’S STUFF TO THE 

MASSES AT LOW MARGINS

source: techinasia

ECOMMERCE 1.0 IS ABOUT THE PRICE WAR



WHAT IS ECOMMERCE 1.0?

source: medium.com/@dunn

“If you’re selling other people’s brands, 
you are competing not via a local group 
of competitors but with everyone. In this 
type of market, you might imagine 
having one large national winner.  

You might imagine that winner is 
ruthless about scale and cost, and is run 
by a visionary leader who with an 
extreme long-term focus. Such a 
company might not make real money for 
a long time — but when it does — it will be 
incredibly powerful.” —Andy Dunn

http://medium.com/@dunn


THE ECOMMERCE 1.0 GOLIATHS

source: techinasia
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source: techinasia

Southeast Asia is the next ecommerce gold rush. For this very 
reason, it’s also quickly becoming the next ecommerce 
bloodbath. This time, with LAZADA as the bear.

In US, Amazon was the bear. Amazon’s loyalty program, Amazon 
Prime ensured low prices everyday for buyers. Smaller players 
selling third party goods had little chance of survival against the 
bear. Those that did such as Zappos was quickly acquired by the 
bear. 

“ECOMMERCE IS A BEAR”
Andy Dunn CEO of Bonobos 2013

https://techcrunch.com/2015/06/22/forget-china-theres-an-e-commerce-gold-rush-in-southeast-asia
https://www.techinasia.com/talk/2015-year-southeast-asia-ecommerce
https://www.techinasia.com/talk/2015-year-southeast-asia-ecommerce


Google search interest showing ongoing consolidation in ecommerce 1.0 
And eCommerce brands competing to earn a larger chunk of the market share.



YOU CAN’T AND SHOULDN’T FIGHT THE BEAR. 

HOW TO SURVIVE THE BLOODBATH?

Many smaller eCommerce companies survived the Amazon Bloodbath.  

Bringing about the next stage in the eCommerce Lifecycle: 
eCommerce 2.0 

Let’s see how they did it.
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WHAT IS ECOMMERCE 2.0?

“This next generation of ecommerce companies is as 
much about what you exclude as what you include. It is 
a paradox that excluding some things takes more time 
than including everything. The new models are 
fundamentally — whether the merchandise is 
proprietary or not — about merchandising.”

—Andy Dunn

source: medium.com/@dunn

http://medium.com/@dunn


ECOMMERCE 2.0 - FOUR STRATEGIES FOR AVOIDING THE BLOODBATH

source: techinasia | ecommerceiq.asia



CASE STUDIES - ECOMMERCE 2.0



CASE STUDIES - ECOMMERCE 2.0



CASE STUDIES - ECOMMERCE 2.0



CASE STUDIES - ECOMMERCE 2.0
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OMNI-CHANNEL COMMERCE

Source: aaxiscommerce.com



OMNI-CHANNEL MARKETING

Source: tnt.co.th

http://tnt.co.th


MANAGING THE OMNICHANNEL EXPERIENCE

CONTENT

DATA TECHNOLOGY

CONSUMER JOURNEY
PERSONALIZATION

DATA MANAGEMENT PLATFORM
TAGGING STRATEGY

1ST 2ND 3RD PARTY DATA
DATA STRATEGY

CONNECTED TECHNOLOGY
OPTIMIZATION ENGINE

The magic happens here 
Human connection via 
CRM and ERP 
technologies

reference: inspiremartech.com



PERSONALIZATION

reference: Dynamic Yield



PERSONALIZATION
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