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Yesterday: the Evolution of e-Commerce 

• The Early Years, 
• 70s. the facilitation of commercial transactions 

electronically,  
– Electronic Data Interchange (EDI) and  
– Electronic Funds Transfer (EFT) 

•  80s 
– The growth and acceptance of credit cards 
– Automated teller machines (ATM)  
– Telephone banking 
– Airline reservation system 

 
 



 Yesterday: the Evolution of e-Commerce 

• Emerging Stage: 90s 
– The Internet commercialized and users flocked to 

participate in the form of dot-coms, or Internet start-
ups 

– Innovative applications ranging from online direct 
sales to e-learning experiences 

– 1995: Jeff Bezos launches Amazon.com; eBay is 
founded by computer programmer Pierre Omidyar as 
AuctionWeb. 

– 1999: Alibaba Group is established in China. 
– 1997—2000: many companies in Western Europe 

and US started their e-commerce websites 

 



Yesterday: the Evolution of e-Commerce 

Growth and development:  

– 2000: The dot-com bust. 

– 2001: Alibaba.com achieved profitability. 

– 2002: eBay acquires PayPal for $1.5 billion. 

– 2003: Amazon.com posts first yearly profit. 

– 2009: Zappos.com acquired by Amazon.com for 
$928 million. 

– 2009: B2B transaction became the largest part of 
e-commerce, US$700 billion in sales 



Case of Amazon 



Case of Amazon 



Today: New Era of e-Commerce 

• Customers are ready: Change of shopping 
behavior 

• Challenges Brick-and-mortar retailers are 
facing  

• Omni Channel: Buy-online-pick-up-in-store 
(BOPIS) and ship-from-store (SFS)  

• Mobile purchase 

 



Overview of Today’s e-commerce 



B2C e-Commerce sales 





B2B 





Rise of Mobile Commerce 



Mobile Purchase: the new page 
• Mobile purchasing 

aligns with the Chinese 
consumer’s desire for 
speed, and the 
convenience of ‘any 
time’ shopping. 
According to data 
presented by Taobao, 
the busiest time of the 
day for mobile shopping 
is 10pm, and purchases 
made by mobile devices 
are 67 seconds faster 
than purchases made 
on personal computers. 



Social Commerce 



e-Commerce in Southeast Asia 



E-Commerce in Singapore 

• Well developed ICT infrastructure in terms of internet, 
mobile phone penetration, payment systems, logistic 
chain and social media.  

• Singapore's online shopping market is expected to 
reach US$2.7 billion in 2014 and to grow significantly 
to US$3.45 billion by 2015, which accounts for 15% of 
total retails volume.  

• Mobile commerce is on rise, with 55% online shoppers 
choosing mobile purchase. 

• 60% of the online sales come from cross border e-
commerce 

• Omni-channel strategy is the key success factor.  
 
 
 



Six Building Blocks for better e-
commerce enterprise 

• Strategy and 
Innovation 

• Customer decision 
journey 

• Process automation 

• Organization 

• Technology 

• Data and Analytics 

 

 



Tomorrow: Internet of Everything 

• Internet of Things 

• Industry 4.0 



Internet of Things (IoT) 
• In 2015 OECD’s digital economy outlook, Internet of 

Things are listed as the major emerging issues.  

• The IoT in broad terms is defined to include all 
devices and objects whose state can be altered via 
the Internet, with or without the active involvement 
of individuals.  

– Heart and brains (Laptops, routers, servers, tablets) 

– Things (furniture, air conditioner, …) 

 











Mobile Phone: the hub of the IoT 

• Smartphones play a prominent role in 
consumer use of the IoT. Internet-connected 
smart watches, fitness bracelets, running 
shoes and heart rate monitors are just some 
of the products consumers can buy and link to 
the Internet via their smartphone, enabling 
them to interact with other users or monitor 
their own fitness levels. Nearly all IoT-
connected products come with an interactive 
smartphone app. 







Pipes, Apps, and Things 

• The pipes: building the infrastructure to 
connect the world’s devices 

• The apps: developing the software platforms 
that will unlock the torrent of data 

• The things: identifying where connectivity 
legitimately adds value and is not merely 
intrusive 

 







IoT advances in Korea 

• Smart farm projects 

• Songdo Smart City 



Industry 4.0 









Why Industry 4.0 
 

• global markets are demanding more flexibility and 
productivity 

• resource consumption has to be minimised. 

• progress in in communication,sensor and production 
technologies opens new sustainable and competitive 
ways of innovation, production and consumption. 

• More and faster information will optimise resource 
use, shorten lead times, increase productivity and 
allow the automised production of small series and 
customised products. 



Why Industry 4.0 

• Cost-cutting  
– Capital costs: 

– Energy costs: 

– Personnel costs:  

• More than cost cutting 
– More flexibility 

– Reduce lead times 

– Adapting to customer requirements with small 
batch sizes 







 


