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Getting in-sync with the new retail 
Rather than be seen as a threat e-commerce should be viewed as an opportunity to provide 

customers with a seamless shopping experience 

MSMEs need to have their 
own online stores linked 
to a marketplace or other 
e-commerce enablers to assist 
them in creating a webstore 
and sync the products to other 
shopping platforms." 
— Ganesh 
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nathaniel@malaysiasme.com.my 
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I n the last few years, e-com-
merce has seen strong growth 
in Malaysia. In fact, its con-
tribution to the gross domes-

tic product (GDP) has improved 
over a period of seven years to 
RM85.8 billion in 2017 f rom 
RM37.7 billion in 2010, an aver-
age growth of 12.5%. 

However, the perception among 
traditional businesses is that e-
commerce is a threat to their stores. 
This issue, as well as several oth-
ers were highlighted in a panel ses-
sion during the Malaysia SME 
Business Summit event held in 
late June. 

Senheng Electric (KL) Sdn Bhd 
founder and managing director Lim 
Kim Heng says 10 years ago he 
viewed e-commerce as the enemy 
to his brick and mortar business. 

"We were under the impression 
that they were our main competi-
tors. We rejected them when they 
tried to persuade us to open an on-
line store as we were not interested 
and did not trust this new form of 
retail that had just entered 
the market. 

"But in 2014 we started seeing 
problems in the business. In 2015 
we registered a 6% drop in sales. It 
was the same the next year. We con-
ducted a survey and we realised 
that while our business wasn't do-
ing well, others were," says Lim. 

The survey also indicates that a 
number of Senheng's customers 
were buying goods online. 
E-commerce itself is transforming 
into something called new retail, a 
combination of offline, online and 
logistics. 

Upon realising the importance of 
seamless shopping and its popular-
ity with customers, Senheng built 
its own e-commerce platform in 
2017 and Senheng's business has 
bounced back. 

"Out platform has become the 
reason why our business has grown 
26% year-on-year in 2018, which 
shows that a seamless business 
model via an e-commerce platform 
works very well," says Lim. 

Lim shares that it is important for 
businesses to ensure that products 
in the online store should also be 
available in the offline store, thus 
providing customers with the same 
experience. He recommends that 
the price of goods offline and on-
line should also be the same. 

"Years ago, we were differential 
towards online stores because we 
thought that they want cheaper 
prices. But in truth, they want a con-
ven i en t s h o p p i n g exper i -
ence," says Lim. 

Meanwhile, Shopee Malaysia 
head of business development 
Zed Li says that while e-commerce 
is seen as a threat, behind it also 
lurks opportunity. "It's really about 
how you frame the idea of 
e-commerce. 

"If you are a traditional brick and 
mortar business with a solid cus-

tomer base, it's a question of how 
can you take advantage of e-com-
merce to sell a larger amount of 
goods to customers," says Li. 

Speaking on the state of the e-
commerce economy in Malaysia, Li 
says that Malaysia is still in its in-
fancy stage when it comes to e-com-
merce as a whole, but the market 
is slowly taking off. 

"In 2014 and 2015, shopping 
trends started shifting. For exam-
ple, Taiwan's economic develop-
ment is similar to that of Malaysia, 
and yet Taiwan's e-commerce mar-
ket is three times the size of 
Malaysia's. 

"This is why we need to further 
invest and grow the e-commerce 
market in Malaysia so that we are 
able to reap the benefits of what is 
seen in Taiwan," says Li. 

Commerce DotAsia Ventures Sdn 
Bhd (Commerce.asia), founder and 
executive chairman Ganesh Kumar 
Bangah says that local micro, small 
and medium-sized enterprises 
(MSMEs) should not be afraid of the 
Shopees and Lazadas of the world. 

"They should be treated as an al-
ternative channel. Look at them as 
malls. So if you set up a retail outlet 
in a mall, then setting up an online 
store on Lazada or Shopee is 
just the same. 

"You need to be there because 
that's where the customers are. At 
the same time you also need your 
own brick and mortar store to sell 
your goods even though there 
won't be as many customers," says 
the tech guru. 

However, Ganesh believes that 
MSMEs should not rely solely on 

their physical stores. Online stores 
mean having your own cus-
tomer base. 

"MSMEs need to have their own 
online store which is linked to a 
marketplace or e-commerce ena-
bling platforms which assist them 
in creating a webstore and sync the 
products to other shopping plat-
forms such as Lazada, 11th Street 
and Shopee," says Ganesh. 

Ganesh then points out the im-
portance of a multichannel selling 
which enhances a customer's expe-
rience. Known also as omnichannel 
in the west, this strategy involves 
providing offline and online shop-
ping experience for customers, 
which Ganesh believes is the way 
forward for e-commerce. 

A common problem faced by 
MSMEs is that they do not have the 
required tools or talent to go online. 
To solve this issue, Ganesh puts for-
ward two solutions. Either the 
MSME can hire the talent, or they 
can outsource the service to anoth-
er company. 

MR.DIY marketing vice president 
Andy Chin says that the company, 
which is famous for selling home 
goods at low prices, says that the 
company embarked on its e-com-
merce journey after seeing increase 
in profits. 

In fact MR.DIY's success in the 
e-commerce sphere has been such 
Chin reveals that the company aims 
to build a 'robotic e-commerce 
warehouse' that will commence op-
erations in the first quarter of 2020. 

Speaking on growing a compa-
ny's e-commerce platform, Chin 
highlights four important elements 
should a business attempt to sell 
their products online. The first in-
volves getting the right talent to 
lead and develop the e-com-
merce store. 

"The second factor is pricing. 
Business owners need to under-
stand how much capital is needed 
to build and develop and e-com-
merce platform. 

"The third factor is products. 
What are the suitable products that 
can be sold online? After all, prod-
ucts that are well received in your 
store might not be popular online," 
says Chin. 

The final element, says Chin, is 
the location of the online store. 
Where is the right place for an 
MSME to start its business? Should 
it open a store in Lazada, Shopee, 
or even should it start its own e-
commerce platform? 

Chin then concurs with Lim, say-
ing, "online and offline must have 
the same assortment of items and 
the same prices. 

"By doing so you are able to see 
what is driving your entire om-
nichannel retail experience into the 
next phase," advises Chin, i i h s w 
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