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The Top Five E-commerce Platforms in Malaysia, Q3 2019 
Ranking the Top E-commerce Mobile Shopping Apps* and Websites 
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Methodology: 
Mobile Ecommerce apps were identified by iPrice and App Annie from the Shopping categories on the 105 App Store and Google Play. Our analysis Is limited to Apps were 
identified as coming from organizations that primarily sell physical products to consumers. This includes apps from organizations with no. or a limited number of, physical outlets, 
or universal shopping basket apps that facilitate transactions through other retailers. The analysis excludes apps that primarily drive C2C transactions, third parties providing 
vouchers and coupons, and apps not related to selling goods despite being from retailers. It also excludes apps from retailers with an extensive brick-and-mortar presence. 
All data on the total website visits on desktop and mobile web in this study were taken from global traffic figures from the respective websites as of October 2019 from SimilarWeb. 
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Year in e-commerce 2019 

By: Vivien Jane Kiong 

It is undeniable that e-
commerce has grown into 
one of Malaysia 's more 

significant industries to date. 
According to the Department 
of Statistics Malaysia, income 
from e-commerce transactions 
between 2015 to 2017 has grown by 
six per cent annually over the two 
years, with almost RM50 billion 
increase in revenue. 

In addition to this, Statista 
unveiled that the Malaysian e-
commerce market for 2019 has 
generated revenue of US$3.68 
billion, predicting the annual 
market growth to reach to 11.8 
per cent by the year of 2023. 

As we are getting to the end of 
this year, this article recaps the 
key highlights and insights in the 
e-commerce sector throughout 
2019: 

Top leaders in e-commerce 
Striving to become the leader 

of e-commerce in Malaysia, 
Shopee lead the industry with 
the highestdownloads on mobile 
applications based on iPrice's 
latest 3Q report. 

In addition, Shopee also 
secured the first position with 
the most visits on the website. 

According to Shopee, it 
successfully doubled the number 
of application downloads within a 
year through various marketing 

initiatives such as creative 
branding, brand tie-ups and the 
word-of-mouth by Malaysians. 

Also a major player of e-
commerce in Malaysia is Lazada, 
holding the top position with 
highest monthly active users of 
mobile applications in the period 
of 3Q19. 

According to chief business 
o f f i c e r , Kevin Lee, the 
achievement of its current 
position was possible because 
of their strategy in creating 
engagingsellercommunitywhich 
leads to a significant growth in 
the number of sellers. 

He further mentioned that 
building the seller community 
enable them to create more 
opportunitiesforvariousexperts 
and entrepreneurs in diverse 
region to enhance themselves 
through analytic tools and 
training. 

On the other hand, statistics 

found that China-based app 
Taobao was highly popular in 
Malaysia in 2019, ranking 3rd in 
monthly active users. 

Realisingitspotentialcustomer 
coming from the Malaysian 
market, Taobao is currently 
working to expand its number of 
customers in Malaysia through 
one of the key efforts which is the 
launch of Taobao offline store on 
November 29. 

This is viewed as a crucial 
step made by Taobao to widen its 
reach and upgrade its services to 
serve the customers. 

The availability of physical 
stores aims to showcase popular 
products and introduce new ones 
that appeal to local consumers, 
also, it allows customer to 
have hands on experience of 
the product before deciding 
to purchase on its online 
platform. 

All da ta about mobi le 

a p p l i c a t i o n and webs i t e 
performances were based on 
iPrice's proprietary research 
and external resources such as 
partnership with AppAnnie. 
Information about web visit were 
derived from SimilarWeb. 

Fall and rise of e-commerce 
players 

llstreet, one of the big players 
in e - commerce r e c e n t ly 
announced its rebranding as 
PrestoMall. Previous reports 
revealed that Axiata Digital 
had sold assets to Singaporean 
venture capitalist, Pegasus 7 
Ventures including its entire 
stake in Celcom Planet Sdn Bhd. 

Due to suffering great losses of 
almostRM400millionthroughout 
2015 to 2017, former operator 
of llstreet, Celcom Planet Sdn 
Bhd had to sell llstreet to new 
companies. 

Rebranding as PrestoMall, 

they are now part of Presto and 
will be operated by Presto Mall 
Sdn Bhd, a social marketing 
platform that offers a variety of 
lifestyle and convenientfeatures; 
includingeWalletfunction called 
PrestoPay. 

As part of the rebranding 
process, the additional feature of 
deals page for promotional deals 
is created. 

Malaysians spent an average 
RM277 on Singles' Day and 
RM244 on 12.12 Sale 

Popularity of online sale event 
11.11 or also known as Singles' 
Day this year is on an all-time 
high. In a recent analysis, data 
revealed that consumer spending 
increased by 13 per cent on 
11 November as compared to 
previous year. In 2019, consumers 
spent an average RM277 in each 
online transaction. 

On the other hand, the recent 
12.12 sale revealed Malaysians 
spent at about RM244 within 
24 hours of the day. This figure 
is a 56 per cent increase from 
2018, indicating that there were 
more Malaysians buying items 
nearing end of 2019. 

Nevertheless, Singles' Day 
(11.11 Sale) remains a more 
popular sale period as consumers 
spent more as compared to the 
12.12 Sale event. 

Data records that most money 
spent during 11.11 Sale was on 
Electronics and Automotive 
Items. Categories like Kids and 
Toys and Home and Living were 
also recorded to have the highest 
growth of consumer average 
spending. 

Bright outlook for 2020 and 
beyond 

Exciting times in the e-
commerce industry will be 
coming in the next few years. 
According to report by Google, 
Temasek and Bain & Company 
aboutMalaysialnterneteconomy, 
it illustrates that Malaysia e-
commercewillgrow significantly 
reaching US$11 billion economy 
by 2025. 

Besides, Online Travel will 
continue to grow and predicted 
to achieve US$9 billion economy 
by 2025. Figures also shown 
that growth in other sector 
such as Online Media and Ride 
Hailing will be gradually moving 
upward. 

Observing the trends and 
improvement made by e-
commerce players, it is possible 
to envision greater and a lot 
more development in the sector 
of e-commerce. There is greater 
opportunity for existing and 
new business to engage in the 
internet economy opportunity 
in the future time. 

Insights provided by Vivien 
Jane Kiong from iPrice 
Group. 
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