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Agenda

Time Topic Speakers
10:00 a.m. – 10:05 a.m. From policies to impact Christophe Malherbe
10:05 a.m – 10:10 a.m. Introductory remarks Giovanni Zazzerini
10:10 a.m – 10:15 a.m. Definitions Vincenza Caputo
10:15 a.m. – 10:25 a.m. Trends and developments in cross-border 

e-commerce
Julian Lawson Hill 

Live poll
10:30 a.m. – 10:45 a.m. Challenges for MSMEs, Policymakers and 

Business Support Organizations 
Julian Lawson Hill 

Live poll
10:45 a.m – 11:00 a.m. International best practice policies and 

programmes
Julian Lawson Hill 

11:00 a.m – 11:10 a.m. Discussion All
11:10 a.m. – 11:20 a.m. Digital export strategies Vincenza Caputo

Live poll
11:20 a.m. – 11:40 a.m International Marketplaces Vincenza Caputo
11:40 a.m. – 12:00 p.m. E-commerce and digital marketing Vincenza Caputo
12:00 p.m. – 12:30 a.m. Discussion All



Introduction
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7,938

> 26% 
CAGR 

(2022-2030)

Cross Border B2C E-commerce

1,750
495
695
560



Growth of  
Digital Markets

Consumer 
Behaviours

Export 
Policies
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Key Drivers of Cross 
Border e-commerce

Infrastructures, rgulations, subsidies, tariff
exemptions, creating digital markets ( e.g.  
The EU Digital Single Market Initiative and 
the China Belt and Road Initiative)



Cross border e-commerce for MSMEs

Facilitate market 
analysis

Reduce psychic 
distance

Accelerate market 
entry

Support CRM

Delivery times

Bottlenecks at 
customs

Price opacity



Marketplaces for MSMEs

Digital marketplaces facilitate 
export for MSMEs

Inhibit the development of 
capabilities and knowledge

$3.25 trillion spent globally on marketplaces in 2022 (54%+ of global e-commerce)



DEFINITIONS
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E-COMMERCE
E-commerce, in line with the OECD definition (2001, 2009), «is the sale or purchase
of goods or services, conducted over computer networks by methods specifically
designed for the purpose of receiving or placing orders».

DIGITAL TRADE
While there is no single recognised and accepted definition of digital trade, there is a 
growing consensus that it encompasses digitally-enabled transactions of trade in 
goods and services that can either be digitally or physically delivered, and that
involve consumers, firms, and governments. (OECD)

CBEC
Cross-border eCommerce is international 
eCommerce. It is literally “selling across a border using eCommerce,” as opp
osed to domestic eCommerce transactions.
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Definitions

https://www.oecd.org/trade/topics/digital-trade/
https://strategycapp.com/what-is-digital-export/?lang=en
https://www.maiamanagement.it/en/export-manager-en/digital-export-manager-who-he-is-and-what-he-
does/#:~:text=Digital%20export%20strategy%20development%3A%20Create,foreign%20markets%20through%20digital%20channel
s.

https://doi.org/10.1787/524c8c83-en
https://www.oecd.org/trade/topics/digital-trade/
https://strategycapp.com/what-is-digital-export/?lang=en
https://www.maiamanagement.it/en/export-manager-en/digital-export-manager-who-he-is-and-what-he-does/


Trends and 
Developments in 

Cross-Border 
e-Commerce
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MENA eCommerce Market Size (US $ Bn)

MENA E-Commerce Growth
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Digital Readiness of South Med Countries

https://www.cisco.com/c/m/en_us/about/corporate-social-responsibility/research-resources/digital-readiness-index.html#/

https://www.cisco.com/c/m/en_us/about/corporate-social-responsibility/research-resources/digital-readiness-index.html


Trends

Expansion of 
Marketplaces

Localisation:
Translation, 

pricing, 
marketing

Social 
Commerce

Visual Search 
& Voice 
Search

Customer 
interaction
Chatbots

Flexible 
payment 
options
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Six Cross-Border e-Commerce Trends



Challenges for
Policymakers & BSOs

Draft V0 19



International Digital 
Trade Framework

National 
Digital Trade 
Framework 

Ecommerce 
Ecosystem

BSOs

MSMEs

20

Different Layers

Capacity
building 
needed
at all
levels



International Digital 
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National 
Digital Trade 
Framework 

Ecommerce 
Ecosystem

BSOs

MSMEs
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International Level

Capacity
building 
needed
at all
levels
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International Digital Trade Agreements

1. Trade facilitation

§ Paperless trading, electronic authentication, and signing.



23

International Digital Trade Agreements

1. Trade facilitation

§ Paperless trading, electronic authentication, and signing.

2. Creating  a  conducive  environment  for  e-commerce  

§ Protection  of  online  consumers  and  personal  information,  unsolicited       
commercial  electronic  messages,  domestic  regulatory  framework,            
transparency,  and cybersecurity.  Building trust in digital trade.
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International Digital Trade Agreements

1. Trade facilitation

§ Paperless trading, electronic authentication, and signing.

2. Creating  a  conducive  environment  for  e-commerce  

§ Protection  of  online  consumers  and  personal  information,  unsolicited       
commercial  electronic  messages,  domestic  regulatory  framework,            
transparency,  and cybersecurity.  Building trust in digital trade.

3. Customs duties

§ Whether customs duties should be imposed on electronic transmissions is 
maintained (currently not, in line with the WTO Ministerial Decision MC12).           
Level of de minimis thresholds – important to MSMEs supplying low value products. 
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International Digital Trade Agreements

1. Trade facilitation

§ Paperless trading, electronic authentication, and signing.

2. Creating  a  conducive  environment  for  e-commerce  

§ Protection  of  online  consumers  and  personal  information,  unsolicited       
commercial  electronic  messages,  domestic  regulatory  framework,            
transparency,  and cybersecurity.  Building trust in digital trade.

3. Customs duties

§ Whether customs duties should be imposed on electronic transmissions is 
maintained (currently not, in line with the WTO Ministerial Decision MC12).           
Level of de minimis thresholds – important to MSMEs supplying low value products. 

4. Promoting cross-border e-commerce 

§ Location of computing facilities and cross-border transfer of information                    
by electronic means.



26https://dig.watch/processes/wto-ecommerce

Countries Participating in WTO JSI on e-Commerce

Participants in the WTO Joint Statement Initiative (JSI) on e-commerce

https://dig.watch/processes/wto-ecommerce
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UNCTAD Report on Trade Negotiations

https://unctad.org/publication/what-stake-developing-countries-
trade-negotiations-e-commerce

https://unctad.org/publication/what-stake-developing-countries-trade-negotiations-e-commerce
https://unctad.org/publication/what-stake-developing-countries-trade-negotiations-e-commerce
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UNCTAD Resources on Digital Trade

https://unctad.org/publication/what-stake-developing-countries-
trade-negotiations-e-commerce

https://unctad.org/publication/what-stake-developing-countries-trade-negotiations-e-commerce
https://unctad.org/publication/what-stake-developing-countries-trade-negotiations-e-commerce


International Digital 
Trade Framework

National 
Digital Trade 
Framework 

Ecommerce 
Ecosystem

BSOs

MSMEs
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National Level

Capacity
building 
needed
at all
levels



https://www.diplomacy.edu/
topics/e-commerce-and-

trade/
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Issues for Policymakers

https://www.diplomacy.edu/topics/e-commerce-and-trade/
https://www.diplomacy.edu/topics/e-commerce-and-trade/
https://www.diplomacy.edu/topics/e-commerce-and-trade/
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Legal and Regulatory Challenges for Policymakers

https://www.oecd-ilibrary.org/methodology-for-the-2022-small-business-act-assessment_83792970-
en.pdf?itemId=%2Fcontent%2Fcomponent%2F83792970-en&mimeType=pdf

Source: OECD Methodology for SBA Assessment

Where, honestly, does your country sit on the following scale with regard to having a 
legal and regulatory policy framework for e-commerce?

https://www.oecd-ilibrary.org/methodology-for-the-2022-small-business-act-assessment_83792970-en.pdf?itemId=%2Fcontent%2Fcomponent%2F83792970-en&mimeType=pdf
https://www.oecd-ilibrary.org/methodology-for-the-2022-small-business-act-assessment_83792970-en.pdf?itemId=%2Fcontent%2Fcomponent%2F83792970-en&mimeType=pdf
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Legal and Regulatory Challenges for Policymakers

Implementing national e-commerce policies and regulatory frameworks 

§ What is your progress on developing legal and regulatory frameworks?

§ Priorities and timescales for implementation of national e-commerce policies?

§ Implementation capacities and resources?

§ Is there a dedicated institution to oversee e-commerce policies and programmes?

Ø Should there be?

Ø If not, how is this managed / how should it be managed?
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Some Challenges & Thoughts for Policymakers

1. Understanding the rapidly evolving nature of international e-commerce

§ Staying up-to-date with trends and developments (AI solutions like ChatGPT, 
blockchain, IoT, Cybersecurity etc.) and implications for Government and MSMEs 
(opportunities and threats, areas where intervention may be required)
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2. Lack  of  reliable  evidence  and  statistics  to  support  evidence-based policymaking 
and negotiations, and effective monitoring of progress
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(opportunities and threats, areas where intervention may be required)
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and negotiations, and effective monitoring of progress

3. How to move your country up in data value chains

§ Limited capabilities of domestic firms to exploit business opportunities that are 
required for digital data to be transformed into digital intelligence. 

§ Enhancing domestic capacities from treating data as a raw material                                     
to processing digital data and using artificial intelligence
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Some Challenges & Thoughts for Policymakers

1. Understanding the rapidly evolving nature of international e-commerce

§ Staying up-to-date with trends and developments (AI solutions like ChatGPT, 
blockchain, IoT, Cybersecurity etc.) and implications for Government and MSMEs 
(opportunities and threats, areas where intervention may be required)

2. Lack  of  reliable  evidence  and  statistics  to  support  evidence-based policymaking 
and negotiations, and effective monitoring of progress

3. How to move your country up in data value chains

§ Limited capabilities of domestic firms to exploit business opportunities that are 
required for digital data to be transformed into digital intelligence. 

§ Enhancing domestic capacities from treating data as a raw material                                     
to processing digital data and using artificial intelligence

4. Potential for free ports / free trade zones
§ Simplifying import / export, streamlinging processes, logistical

and infrastructure benefits, support and tax incentives.



International Digital 
Trade Framework

National 
Digital Trade 
Framework 

Ecommerce 
Ecosystem

BSOs

MSMEs
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Different Layers

Capacity
building 
needed
at all
levels
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Improving the e-Commerce Ecosystem

MSMEs

Marketplaces

Payment 
Gateways

Logistics 
Providers

E-Commerce 
Platforms

Software &
Security 

Suppliers

Telecoms

Digital 
Marketing 
Agencies

Analytics & 
Business 

Intelligence

Issues

§ Improving quality of 
services and trust

§ Improving co-ordination 
between players 

§ Increasing awareness of 
services and support 
available

§ Improving MSME 
understanding of the e-
commerce ecosystem



International Digital 
Trade Framework

National 
Digital Trade 
Framework 

Ecommerce 
Ecosystem

BSOs

MSMEs
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Different Layers

Capacity
building 
needed
at all
levels
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Questions for Senior Managers within BSOs 

§ What support do MSMEs need to develop digital exports?

§ Have our BSOs got the skills, expertise and capacity to support companies?

§ Can existing staff be upskilled with the necessary skills?

§ Do we need to hire new staff with the requisite skills?

§ Do we outsource and work with private sector e-commerce consultants?

§ Does the private sector have the skills needed and will MSMEs trust them?

§ How does support for the development of e-commerce and digital exports fit with 
our existing programmes?  (export, business support, finance, marketing etc.)

§ Do existing programmes need to be restructured?

§ Do we need a dedicated digital export programme?

§ What will all of this cost? What can we afford?

§ Can we afford not to do this?

§ What support can we get from donor organisations?



International Digital 
Trade Framework

National 
Digital Trade 
Framework 

Ecommerce 
Ecosystem

BSOs

MSMEs
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Different Layers

Capacity
building 
needed
at all
levels



Challenges for
MSMEs

42



Question for the poll

• What kind of challenges you think MSMEs face in 
developing Digital Export? 

1. Logistics
2. Knowledge of foreign markets
3. Lack of digital skills
4. Contracts and payments
5. Lack of resources

43



Challenges for MSMEs

Marketing / Value Proposition
§ Product & packaging
§ Price
§ Place
§ Promotion 
§ Online presence
§ Customer support



Lack of Skills & Resources
§ Owners & managers
§ Finances
§ Technical
§ Marketing
§ Languages 

Challenges for MSMEs

Marketing / Value Proposition
§ Product & packaging
§ Price
§ Place
§ Promotion 
§ Online presence
§ Customer support



Challenges for MSMEs

Marketing / Value Proposition
§ Product & packaging
§ Price
§ Place
§ Promotion 
§ Online presence
§ Customer support

Limited Market Knowledge
§ Legal and regulations
§ Buyer expectations
§ Buyer preferences
§ Cultural differences

Lack of Skills & Resources
§ Owners & managers
§ Finances
§ Technical
§ Marketing
§ Languages 



Challenges for MSMEs

Marketing / Value Proposition
§ Product & packaging
§ Price
§ Place
§ Promotion 
§ Online presence
§ Customer support

Limited Market Knowledge
§ Legal and regulations
§ Buyer expectations
§ Buyer preferences
§ Cultural differences

Logistics & Delivery Issues
§ Costs of delivery
§ Speed of delivery 
§ Limited choice

Lack of Skills & Resources
§ Owners & managers
§ Finances
§ Technical
§ Marketing
§ Languages 



Challenges for MSMEs

Marketing / Value Proposition
§ Product & packaging
§ Price
§ Place
§ Promotion 
§ Online presence
§ Customer support

Limited Market Knowledge
§ Legal and regulations
§ Buyer expectations
§ Buyer preferences
§ Cultural differences

Logistics & Delivery Issues
§ Costs of delivery
§ Speed of delivery 
§ Limited choice

General Export Issues
§ Customs regulations
§ Tariffs and taxes
§ Export certificates

Lack of Skills & Resources
§ Owners & managers
§ Finances
§ Technical
§ Marketing
§ Languages 



Challenges for MSMEs

Marketing / Value Proposition
§ Product & packaging
§ Price
§ Place
§ Promotion 
§ Online presence
§ Customer support

Limited Market Knowledge
§ Legal and regulations
§ Buyer expectations
§ Buyer preferences
§ Cultural differences

Logistics & Delivery Issues
§ Costs of delivery
§ Speed of delivery 
§ Limited choice

General Export Issues
§ Customs regulations
§ Tariffs and taxes
§ Export certificates

E-Commerce Export Issues
§ Warehousing
§ In-country support
§ Handling returns

Lack of Skills & Resources
§ Owners & managers
§ Finances
§ Technical
§ Marketing
§ Languages 



Challenges for MSMEs

Marketing / Value Proposition
§ Product & packaging
§ Price
§ Place
§ Promotion 
§ Online presence
§ Customer support

Limited Market Knowledge
§ Legal and regulations
§ Buyer expectations
§ Buyer preferences
§ Cultural differences

Logistics & Delivery Issues
§ Costs of delivery
§ Speed of delivery 
§ Limited choice

General Export Issues
§ Customs regulations
§ Tariffs and taxes
§ Export certificates

E-Commerce Export Issues
§ Warehousing
§ In-country support
§ Handling returns

Payment & Trust Issues
§ Concerns about fraud
§ International payment systems
§ Offering range of options 
§ Registering with providers

Lack of Skills & Resources
§ Owners & managers
§ Finances
§ Technical
§ Marketing
§ Languages 



Challenges for MSMEs

Marketing / Value Proposition
§ Product & packaging
§ Price
§ Place
§ Promotion 
§ Online presence
§ Customer support

Limited Market Knowledge
§ Legal and regulations
§ Buyer expectations
§ Buyer preferences
§ Cultural differences

Logistics & Delivery Issues
§ Costs of delivery
§ Speed of delivery 
§ Limited choice

General Export Issues
§ Customs regulations
§ Tariffs and taxes
§ Export certificates

E-Commerce Export Issues
§ Warehousing
§ In-country support
§ Handling returns

Payment & Trust Issues
§ Concerns about fraud
§ International payment systems
§ Offering range of options 
§ Registering with providers

IT- Related Issues
§ IT Infrastructure
§ Website security
§ Data privacy and protection
§ Inventory and order management 

Lack of Skills & Resources
§ Owners & managers
§ Finances
§ Technical
§ Marketing
§ Languages 



Challenges for MSMEs

Marketing / Value Proposition
§ Product & packaging
§ Price
§ Place
§ Promotion 
§ Online presence
§ Customer support

Limited Market Knowledge
§ Legal and regulations
§ Buyer expectations
§ Buyer preferences
§ Cultural differences

Logistics & Delivery Issues
§ Costs of delivery
§ Speed of delivery 
§ Limited choice

General Export Issues
§ Customs regulations
§ Tariffs and taxes
§ Export certificates

E-Commerce Export Issues
§ Warehousing
§ In-country support
§ Handling returns

Payment & Trust Issues
§ Concerns about fraud
§ International payment systems
§ Offering range of options 
§ Registering with providers

IT- Related Issues
§ IT Infrastructure
§ Website security
§ Data privacy and protection
§ Inventory and order management 

Weak suppliers
§ Marketing
§ Designers
§ Developers
§ Consultants

Lack of Skills & Resources
§ Owners & managers
§ Finances
§ Technical
§ Marketing
§ Languages 



Challenges for MSMEs

Marketing / Value Proposition
§ Product & packaging
§ Price
§ Place
§ Promotion 
§ Online presence
§ Customer support

Limited Market Knowledge
§ Legal and regulations
§ Buyer expectations
§ Buyer preferences
§ Cultural differences

Logistics & Delivery Issues
§ Costs of delivery
§ Speed of delivery 
§ Limited choice

General Export Issues
§ Customs regulations
§ Tariffs and taxes
§ Export certificates

E-Commerce Export Issues
§ Warehousing
§ In-country support
§ Handling returns

Payment & Trust Issues
§ Concerns about fraud
§ International payment systems
§ Offering range of options 
§ Registering with providers

IT- Related Issues
§ IT Infrastructure
§ Website security
§ Data privacy and protection
§ Inventory and order management 

Competition

Weak suppliers
§ Marketing
§ Designers
§ Developers
§ Consultants

Lack of Skills & Resources
§ Owners & managers
§ Finances
§ Technical
§ Marketing
§ Languages 



Challenges for MSMEs

Marketing / Value Proposition
§ Product & packaging
§ Price
§ Place
§ Promotion 
§ Online presence
§ Customer support

Limited Market Knowledge
§ Legal and regulations
§ Buyer expectations
§ Buyer preferences
§ Cultural differences

Logistics & Delivery Issues
§ Costs of delivery
§ Speed of delivery 
§ Limited choice

General Export Issues
§ Customs regulations
§ Tariffs and taxes
§ Export certificates

E-Commerce Export Issues
§ Warehousing
§ In-country support
§ Handling returns

Payment & Trust Issues
§ Concerns about fraud
§ International payment systems
§ Offering range of options 
§ Registering with providers

IT- Related Issues
§ IT Infrastructure
§ Website security
§ Data privacy and protection
§ Inventory and order management 

Competition

Weak suppliers
§ Marketing
§ Designers
§ Developers
§ Consultants

Strategy
§ What
§ Why
§ Where
§ How
§ When
§ Who

Lack of Skills & Resources
§ Owners & managers
§ Finances
§ Technical
§ Marketing
§ Languages 
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Starts
e-Commerce 
Journey

Minimal 
investment of 
time and money

DIY or using 
family and 
friends

Not sure 
where to / 
how to 
begin

Replicates
Internationally

Gets more 
serious

Starts to plan 
and invest in 
e-commerce

Probably buying 
in expertise

Views e-
commerce as a 
core to business
Hires e-com 
manager
Develops
e-commerce

model
business 

Recognises
need
for digital 
marketing to 
increase 
contacts and 
conversion
Starts to invest 
in digital 
marketing

InternationalComplete 
Beginner Beginner AdvancedIntermediate Pre-Advanced

MSMEs at Different Stages in the Journey
(with different products & different target markets)



International Best 
Practice

Policies and 
Programmes
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Question for the poll

• Which area of support is more useful to help 
MSMEs to develop digital export? 

1. Regulatory framework
2. FTZs & Incubators
3. Financial support
4. Training 
5. Digital transformation

57
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Possible Policies and Support 

Train BSOs & MSMEs in 
Digital Exports
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Case Studies
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Scotland
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Scotland

§ First Steps into e-Commerce workshop series
Ø Training about websites, e-commerce, selling online

§ eBusinessadvisers programme
Ø Pool of advisers working with MSMEs 

§ e-Business Week including W@W (Winners at the Web) 
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Scotland

Training MSMEs  
and Supporting 
Digital Exports

§ First Steps into e-Commerce workshop series
Ø Training about websites, e-commerce, selling online

§ eBusinessadvisers programme
Ø Pool of advisers working with MSMEs 

§ e-Business Week including W@W (Winners at the Web) 

§ Mainstreamed e-commerce support
Ø 1 day events e.g. Selling Online Internationally
Ø Events, webinars and masterclasses
Ø International online marketplace guide
Ø Ecommerce Accelerator Programme



China



China’s  Cross Border E-Commerce

Source: Iimedia Research
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China’s Policies and Support 

‘Guiding Opinions on Promoting the 
Healthy and Rapid Development of 
Cross-border E-commerce’, 2015
First principal Customs regulation on 
cross-border e-commerce by GACC, 2016

CBEC pilot zones
Favorable tax policies 
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China’s Policies and Support

Innovative breakthroughs in the 
management of customs clearance, 
tax collection and management, 
foreign exchange supervision, cross-
border financial services, and logistics.
Comination of online integrated
service platforms and offline industrial 
park 
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UAE
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UAE

E-Commerce Strategy 
including FTZs

§ Dubai e-Commerce Strategy
Ø Slashing business cost of e-commerce: 

costs of storage, customs fees, VAT and 
transport

§ Dubai CommerCity Free Trade Zone
Ø Reduced paperwork and fees passing 

through FTZ
Ø Free guidance and individually tailored       

e-commerce enablement services  

§ Dubai SME has set up 10 certified business 
incubators for MSMEs working in ecommerceBusiness Incubators
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Italy
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Italy’s digital export
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Italy’s Policies and Support

Train BSOs & MSMEs in 
Digital Exports

« Crescere in Digitale » (Grow in Digital) , 
by Unioncamere in collaboration with
Google, finalist in 2016 of the European
Digital Skills Award.
Digital Export Academy by Italian Trade 
Agency

Online platform DigIT Export by Promos 
Italia and Chambers of Commerce
ITA agreeement with Alibaba
Finalcial support for SMEs’ digitalization
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Key Take-aways

Challenges for MSMEs
1. Lot of MSMEs don’t know what to do, how to start, where to begin 

2. International e-commerce requires skills and experience, constantly changing
3. Require a support e-commerce ecosystem (regulations, payments, logistics etc.)

Level of intervention for governments 
1. Need to be at the table in international e-commerce trade negotiations
2. Need to work on developing conducive environment for e-commerce

3. Need to develop capability and skills within Govt and BSOs

Lessons from case studies 
1. Need to move from policy to action / implementation quickly

2. Build digital export skills and case studies of MSMEs: Italy, Scotland
3. Create special zones and incubators for CBEC: China, UAE



DISCUSSION 
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MSMEs Digital Export 
strategies

Draft V0 76
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Digital Export Strategy: Identify Target Market

Digital databases, like Comtrade, offer free access to data and analytics that can 
help MSMEs to understand the potential of new markets for their export.

https://comtradeplus.un.org/

https://comtradeplus.un.org/
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Digital Export Strategy: Identify Target Market

Google analytics allows to see the origin of traffic on the company website by 
country, and it can give an immediate view of interest for products/services 
from new countries. 
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Digital Export Strategy: Identify Target Audience
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Digital Export Strategy: Identify Target Audience

Google analytics allows to see the origin of traffic on the company website by 
country, and it can give an immediate view of interest for products/services 
from new countries. 



Digital Export Strategy: E-commerce
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E-commerce store vs Market place

E-commerce Store Online Market-Place
Single seller in one platform Structure Multiple sellers in one platform

Driven by the company itself Traffic
Higher traffic volume due to larger 
target reach and existing customer 
base

The company is responsible for the 
full spectrum Marketing In-platform or out-platform

From some weeks to few months Time to launch Depending on how many products 
need to upload

Website hosting fee or a third-party 
software’s subscription fee Cost Commission on sales to 

marketplaces, 2-15%

Challenging and time consuming for 
the set up Difficulty Easy set up just by creating a store 

and start to sell. 

https://www.dropee.com/pages/e-commerce-store-vs-online-marketplaces-whats-best-for-your-b2b-sales/



International
Marketplaces
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Question for the poll

• Which marketplace are you more familiar with? 
1. Alibaba
2. Amazon 
3. Tradeling 
4. Noon
5. Jumia

86
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Global Online Marketplace Leaders

RANK MARKETPLACE GMV in USD Billion* COUNTRY

1 TAOBAO 701 China

2   TMALL 663 China

3  AMAZON 368 USA

4 JD.COM 247 China

5 SHOPEE 78 Indonesia

*Total gross merchandise value, or GMV, is the value of all goods sold on the marketplace. 

https://www.digitalcommerce360.com/article/infographic-top-online-marketplaces/

https://www.digitalcommerce360.com/article/infographic-top-online-marketplaces/
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Most popular B2B marketplaces



Source: Statista 89

Most Popular B2C marketplaces



$35.92 billion in 2022

Alibaba group

Founder: Jack Ma



Alibaba.com



Alibaba.com

https://seller.alibaba.com/
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Alibaba.com



2 97

Alibaba.com



Alibaba.com implementation process

https://seller.alibaba.com/how-to-sell

MONTHS

MONTH

MONTH

ONBOARDING
• Registration

• Account verification 
• Profile Set-up
• Post products

• Decorate Mini-site  

GROWTH
• Improvement of products 

presentation, quality and number
• Responding to inquiries

• Get star ratings 
• Ranking analysis

DEVELOPMENT
• Request for quotations

• KWA (KeyWord Adv) campaigns
• Competitor analysis

• Analytics

MATURITY
• Participation in online events and expos

• Negotiate orders
• Sending sampleas 
• Strategy review 

• Product and Mini-site Upgrade

IMPLEMENTATION & STRENGTHENING
• Close orders

• New KWA campaigns
• Review platform and buyer data
• Devise a plan for next year 
• Improve management skills

MONTH
MONTH

FROM 
MONTH 10



Alibaba & MENA

Alibaba Cloud, Tradeling join hands to bolster cross-border trade in MENA
https://www.itp.net/business/alibaba-cloud-tradeling-join-hands-to-bolster-cross-
border-trade-in-mena

Dubai Pavilion Program on Alibaba.com
https://www.facebook.com/SellOnAlibabacom/videos/487171146590921



Support programs for Alibaba

https://intracen.org/news-and-events/news/alibaba-and-itc-partner-for-e-commerce-in-small-businesses

https://www.ice.it/it/alibaba/b2b



101

Top 2 B2C Online Marketplaces in Middle East
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Acquired souq.com in 2017 for 
$580 million
Transitioned from Souq to Amazon 
in KSA, UAE and Egypt
Launched Delivery Service Partner 
programme in KSA and opened 
delivery station in Abu Dhabi
New fulfilment centre planned by 
2024
UAE 16.8M visits/month
Egypt 10.5M visits/month
KSA 5.7M visits/month

Top 2 B2C Online Marketplaces in Middle East
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Acquired souq.com in 2017 for 
$580 million

Brands itself as “Arabic-first” 
marketplace, more regionally focused

Transitioned from Souq to Amazon 
in KSA, UAE and Egypt

Owned by Emaar Properties, 
developer of The Dubai Mall

Launched Delivery Service Partner 
programme in KSA and opened 
delivery station in Abu Dhabi

Strong delivery and distribution 
service, particularly in KSA and UAE
Proprietary geotagging system

New fulfilment centre planned by 
2024

Sellers need to have a local entity 
registered, or work with a partner

UAE 16.8M visits/month
Egypt 10.5M visits/month
KSA 5.7M visits/month

UAE 7.9M visits/month
KSA 5.7M visits/month
Egypt 1.8M visits/month

Top 2 B2C Online Marketplaces in Middle East
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Top B2B Online Marketplace in Middle East
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Top B2B Online Marketplace in Middle East
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Top B2B Online Marketplace in Middle East

1.7 million products across 14 categories

More than 200,000 registered buyers & sellers

from 55 countries.

Expanding into Egypt and Saudi Arabia
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Other Important Regional Online Marketplaces 

A German company serving:
• Nigeria
• Morocco
• Egypt
• Kenya
• Tunisia
• Cote d’Ivoire
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Other Important Regional Online Marketplaces 

A German company serving:
• Nigeria
• Morocco
• Egypt
• Kenya
• Tunisia
• Cote d’Ivoire

Based in the UAE  serving:
• UAE
• Saudi Arabia
• Oman
• Kuwait
• Bahrain



E-COMMERCE AND 
DIGITAL MARKETING
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Customer Journey: AIDA conversion funnel

TOOLS:
search (SEO/SEM),  Social 
media, Ads,  content marketing 

TOOLS: 
blog/website, newsletter, case 
studies, webinar, ebooks

TOOLS: 
sales page, demos, free trials, 
free consultations, promotions

TOOLS: 
shopping chart, payment 
system, reviews, referrals



Digital Export Competences
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Key Take-aways

E-commerce 
1. Target market 
2. B2B or B2C
3. Direct E-commerce or marketplace

Marketplaces 
1. B2B / B2C main players
2. Agreement with biggest marketplaces

E-marketing 
1. E-commerce is only the last step of Conversion
2. Need for a structured digital presence startegy

E-business 
1. Skills and abilities 
2. Management adaptation 
3. Digital transformation



DISCUSSION 
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THANK YOU!
MERCI!

مكلً اركش
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