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1/ Euromonitor (2018). How brands survive in a digital marketplace world.
2/ ETDA (2019).
3/ Mansfield and Yohe, (2004). Microeconomics: Theory / Application.
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Table 1: Market efficiency in traditional marketplace and E-marketplace

Market efficiency condition Indicators Traditional marketplace E-marketplace

1. Many sellers who cannot individually Approx. number of seller 11,505

influence the prevailing market price. 100,000
2. Many buyers who individually have no  Approx. number of potential buyer 100,000

control over the market price. 10 million
3. Free entry and exit from the industry. Approx. fixed cost i.e. rental rate 1,400 - 5,900

(baht per sq.m. per month) Near zero

4. Products can be substituted by the Lower price products in marketplace 37,900

lower price products. reflect the higher competition and 30.650— 31400

substitute effects within marketplace.
*This example is mobile phone price

5. Perfect knowledge accessible at zero Approx. public transportation cost per 14.99

cost. kilometers Near zero

Source: Krungsri Research

4/ Quﬁwmnirﬁmmﬁﬁ%@;ﬁjﬁ@‘W’ﬁwmﬁw'ﬂﬂﬁi;ﬁﬂM (2019), anunnguszneunisnaininagans

5/ aNge91uTes Lazada adudl 11 nangnan 2019 drlldusnnsnda 10 §ruse Tnel Official stores vasuusudAudiuu LazMall
n91 800 iﬁﬂLL@Sﬂ’i’Wu’AuEE‘]J’]FJVTJMNmn’J"] 100,000 98l

6/ AN31BUT1ITBY MCot.net 'wanr.]zj’ﬁwtﬁéwmﬂmimmmﬁmaﬁni nnu.

7/ a:miwmiﬁmiwﬁ dudnnmAndriuinaminagdnsiagnsese svin. 1 2557-2562 .

8/ Y14 Lazada ua Shopee laifinaifindnsssuiflanusnidn anidu ilafud i Lazmall uaz Shopee mall Afinaifiudassuidian
wsnidmnyszmAudn LLm‘é’lﬁu?ﬂjiﬁqzj@qmﬂﬁmilﬁummuimﬂﬁumﬂﬂam‘ma%ﬁuﬂy‘ﬁuuqugﬁuﬁwmuﬁumﬂzﬂ@m‘nﬂu

) 4o d e 5 = Doae .
9/ AN$1BUTT8Y BLT Bangkok 1leduil 12 figuien 2019 greanuanisdnmnananntiddeiienswamndsemalng (TDRI) Research Intelligence | Research 2



a v v a4 1 g a ¥
Box 1: 21 ﬁ%lu']ﬂ']‘i‘llﬂﬂﬂ']‘iﬂ']ﬂ@ﬂLL@&"M’J\WI'NT'I"I‘J%’PJ%']EI@‘Hﬂﬁal‘uﬂ’a‘ztﬂﬁIl‘VIEI

gaavnssinanlulssmalneiidaunninnethereiies anedaiitulandaan Wy Trfvien Suanevesdn weldauunanada 75% Tul
2001 wwilwFwsndanadelvs iy Fesssndudn gulesuniiin fiRdauutianana 61% (zgandﬁmﬁwﬂﬁmmw%\uﬁu) 0l 2013' Fanngdnlanis
asuuudauiugsnasUanuuLngi i (Store-based retailers) aginslsfia ?quﬁwﬂﬁﬂ@@ui@ﬂﬁﬁmmammﬁu‘tm@;m’wﬁi@L'fim Toeilugag 5 Ty
an finmsdulnseshudndaneeulalifugedieandazannnin 10%"  lusneigsnadlanuofimhindimedulneds 3.6% windulugae
2013-2017"%

Traditional

Fumilanuuusalda (Traditional trade) M?ﬂ%ﬂumﬂmmﬁwmmLﬁﬂﬁ%ﬂuﬁuﬁﬂmﬁ’mmﬂNﬁué’ﬁ’mﬁLi’lu
fanae Inadnaziinisuinsgaiasaanndnluaseunia Ltﬂ”él”\i’ﬂf_ilﬂﬁﬁwﬂu ?ﬁammﬂumﬁwmmjmﬁq WU
]1Mne (Direct dealers) wmﬂaum‘imﬂmmnum‘inﬂ ik udnnne luguau & #snaaziismauiudaus 1 8910
mutmvun@mnmﬂﬂlummmﬂnumﬂuuwmuu FeuglanunyiasidelfuFondunnuduiusiuauly
quﬂmw‘l,ﬂmﬂ U 8510 Trdvine $dn nanetin uazirudnig

Modern trade Frumdanasielns (Modern trade) sinazunnsfeiudlanlugduuusineasswAuan (Department Store)
MTT1] Aatnnialng (Discount Store / Hypermarket) giilasunsiim (Supermarket) $rugzaanse (Convenience Store)

—{\7) 'Iﬂ:l-:- JI— Yi3a U8 AUANRNIZaENg (Speciality Store) ?’ﬁ:\ﬂ%?:uuvﬁwmu?mimifi“mLﬁu mauﬁg WAZLEMNIUAILIATL
ig.g 5 nsldmineulunisanauaslditdnsgnAunuiiazdudaesfanisuuuiudndanuuusams Suddandnsos

uNﬂZJN‘]Jﬁ“"ﬂ’ﬂ‘]_lﬂﬂiLﬂuuWﬂV}uiﬂﬂiﬂﬂJV}NLﬂi'ﬂ“ﬂﬁﬂﬂq‘ﬂ’]’ﬂ’]u’]uﬂqﬂLL@ Lﬂumsﬂ’ﬂTWHIWWQ\?N@’]H’WM'H?@QL‘Viu'ﬂ
NNNMV?@MQLLWN@WMH’]H@NF‘H Z‘S\‘iNﬂlﬂiﬂuﬂﬂﬂﬂﬂﬂﬂﬂiﬂl@qﬂﬁ‘ﬂﬁ]\‘iﬁ‘qﬂ’W]ﬂﬂﬂ’]’]LL‘Ll‘]_lﬁxiLﬂll 2ANTNNTULNYANTN
LW@L‘]J’m\‘i‘ii’]u@ﬂﬂ’W]ﬂﬂ’]\i‘ﬂ%‘ﬁ']ﬂslﬂw‘]_liiﬂﬂﬂqﬂﬂiﬂL‘]J’m\‘iLL@.,ZQvﬂ’)ﬂm_nilN’Wﬂ“llusluﬂﬂisﬁﬂﬁuﬁﬂﬂﬂﬂﬂﬂivLﬂVlWi’ﬂN
fURINFIUATLULAEN Iﬁ]ElﬂTdﬂ‘]/l’ll'ﬂ\ii’ﬁ&ﬂ’?ﬂﬂﬂﬂNEII‘VIJJJJHLLU\WI’WN"IIH’W@WHV\ ﬂﬂNﬂﬂﬂ’WLﬂ’]‘Vm’Wﬂ uazilszinn

AU TuANAnaiu?

[

E-commerce srumanaaula (E-commerce) nunafad A nafiunistenedudnuueeulal @i udilaneenlailuine
ANN130ULNTRINN9NNsTRBeenll 4 Taenne tEud

1) iulgAaasuusua (Brand website) huiulafreuususigieansnsnteduifuduanvisaiineuusud i

v & a o =3 i./:l/ = ¥ XK v 3 v
Tramse Inednaesuususarnisauinnsdaniaidvledldvionmn sontsarnisadnfsdayagnduazaing
s ¥ ¥ ] dl ¥ e Y 1 g 7 ¥ ¥ dl
dszaunisainisldanulfeteiidrresunsussants deamieiazendadalfufsausuacuduaaigyaes
v aa a - v v . o Y @
gilszneunisnillugsiaresnuies uazdszaunisaiannisznauiiiou Offline Tunisimungtuuuutiivuas
o ﬁlj
aueudnselagze

=
¥

vy 1o rs . PP o v v a Y oa
gAnlanaaula (E-retailer) uunannafuidusdanislasFudnlan (wusuiuuas Ocibral
avfelud) Tnanuti nudeniudUanads munin1s13u1 390 uA TuA§ 9@ AN INa09
o 0 1o & & Xon o a Ny Wy o e P fi
Adhausanfiunisuueenlal demedgiisnisasidelfiBouainnislfaneduilane  Totus c
Mefulanade ludsaniunisslaneanlad ROnline

. - c do . ok
nanaaulall (E-marketplace) [uunanwasufisuaaiinazaanlunisingsnssuliiie
uazfany lnedliusnisarldlfiauae@udlaanss uwiazaruwiaaauazaanluliniseu
WAsiNa il sraunisallun1steana AU 111 N199AF9RUAN N191195[U UAEA1?  TARAD.com
FpAuRuAn Wusis faatranatneeulailillng wu Lazada Shopee JD Tarad Kaidee g Kaidee

—
w
~

—
S

nsARnuAafsanaaulal (Social commerce) Lﬂuﬁmmaﬁﬁwmﬁi@mmmmnﬁjlﬁu?nﬁi
ﬁﬂﬁqﬂm@u"l,aﬁ‘Emﬂmﬁﬂ@‘hmwﬁ‘lﬁmuﬁﬂfﬁququmﬂi'fmﬁumﬁmﬂawqﬁmm;ﬂ%ﬁu‘lum? . rj
\uetduduaziinieszinedldenu fedaneenaeglugluuuiayanasitaiiunisaing

Page °lummmamwdﬁqﬁmm:éww 0

10/ ANENITHIBNITNNINETE NTGARIMNTTN UATNITUINI ANTRTTTYIRWIETR (2016),
Tnseaiwgsiagsnadands: mmwﬂfwmm wwanansulaloym
11/ ETDA (2019), :1enunanisdsayawdiadaiannsaindlulszanalne 1 2561

12/ 3§8n3963 (2019), uwaltingsia/guanunssu T 2562-64: ganaiudanadelua Research 3



4 Y . s . o o o da | s a , Y e aul e
arnRaulenia 5 dsznisdnesiu wudn manseeulmiiReulafiillgnaianfivsrdninmunnniiaaauuusass lnanaineaulatiton 19
5 v wwe . v 2 o dd o X o n oy X 4 e sy a
TouazfueliiudssloniannnisannsodnfegMainuainuanaaniunfinineau LL@wuﬂmnmumwmnumwu Turnizina iy tﬂmmm?
mmma@u’l@unmimmﬂﬂﬂsnu"lummmmmuu'mLmvmmm‘lwmmmmmmuimumﬂmumumm@w Feudtunaunsidentudusn dunew
ManauAudldnznin dumeunnnsztu Ketamianisdissuay Efl,ummasmewmu (mu F141A1T 1178 E-wallet) MWmmwﬂﬂummmmmm
AN mmmmmiﬂqLmﬂ:mm:wmmﬂimummmm;ﬁmm mmmm:gw Iwmmuiu@uqﬂm smﬁ%ﬂmmgwn@’lmmmﬂimwﬁmwuummm
saulalnainmsaiugsiagluununannasi (Box 2)

a a [~ ) a a
A isz@ansnnuasnainaaulail iunannannnigadugsnagluuuung Anasu

o GOl o a a o 1 s v L4 ¥ 2 a < @ ¥ o

aanaaulalilunisaniiugsiagluuuunannasusnnunisldisslariarnnisidrteduimasidavasgldmnusiuauninlunis
ins g ldnunasidntsdayalasau IngdumedidatisensseuannisnuiusznindgeuazfanaainfiveegnieluanniFnui ndiAn
i Wanansnteaneiuldedelnsnunu sandsdssaansiugunisdniiedeyasiie o Na1dusentsteduiuaziinis e ununsdumdudn uay
y B R EI c oo O I DAY
Fununsdumgteuarianeinmunin uenatniganaguuuunasnesudainlslamidnsiunindss@ninmlunshsgaiaddeuasfuednunld
nulfiiinau uazti llgnisudedusinusmmnuanaunnm Network effects uaziiinmanlusalasudeyaliiunsigeuazdune nssndteuazfunsly
lupaneeulmifeslifuiazdan 9N meeulmianansoimunsdugldaTu mu”l,ﬂmmn@lummmﬂmwumummwmmiﬁ'lwmmﬂﬂuim
anunsnane@uinlusenliiflussadld uszfadelinausunsndntedeyalfetheauysnlivunmemudeyalfluwaaion Tnaflneazdundil

¥ [J s v a I4
é ARTRINARUDNAEAS
Y (Reducing geographical of restrictions on markets)
N S PSR | I L . "

nameevlaidisandasninduiumisiseesnanduiuisdenacianeg InsneddauazguiaannsnAuMIAIN

Awidlanla tnalisnfusaced lusanwnanuiiaansninunnldazaanwiniu denaliiedie (vdedans) awmnsadnta
o ] 491 A a v 1Y A 9/&/ Y v 49(

uwazihlignistie (iewne) Audundane (redie) lindneau

anAuUNTinsINlunaIn
(Lower entry cost)
Ly} v v ' a dl v v a v =3 v ] o A 3 = v
nameanlatdisansuumadiinlunain aandsnfaedeadaiuaegudtinunaiainzein@ssnaudn uas
v al ' ] d’l dli/ U 196 ¥oa | a) ¥ v fdl ] v
FaudaAdiiuniusazAranssplinaunglivinimmane nudunisdlawiriuvunaineeulainideaansiuyunig
Anusan1un sanluiedeliandusiaadinuilminFunseninan Astieitalenaliguiaseidn wu SME uazdanainluls

1enuendn i fneneduAiduiuefien (hobbyist) amisnwneduAnsaniuguiase gy Tetasatuayunisig

aufanalunaiauazdsaanguianisynaInnaIntegunese gy

R ARAUNUNITANM

q (Reducing consumer search costs)

mmm@@ui@umﬂ@mmuwumiﬂummmwummm N“ll’]?;l @WM@‘UN’HT’J mmmmmmmuwummummumﬁ Aaannlu
mmwmmmuimmwu WdiuLLdﬁluV}uﬂ'ﬂ“ﬁ@’mLL@KL’]@’]Sluﬂ’]ﬁ‘LﬂuVI’N mﬂ;ﬂmmuvgumLmiﬂmmmﬂm?snﬂaummaimq

'
o

mnANFeInis lwrnsiReaiunaineeulaidiaanfugunisdundgenunisan aananfigaisamuiieddenig
nenansieszylenguideinung uazlarandusiludeaasn gluuusianimmieineiad wieaniunnmseiu
v

nguthmnnesiy sdulssnninssiufgeiumayaaauiniuainnisdnsgluuuanuduiusaessdudninasdeuas
NIRMUINIZUIUNIA LAz AN 109 IFLENsnaanewlal

Research Intelligence | Research

4



Box 2: What is Platform?
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Top 10 global companies in March 2019

Market cap. Business
Company name Founded ($bn) type®¥
1. Microsoft (US) 1975 905 inerahion)
platform
(Integrated)
2. Apple (US) 1976 896 Dlatform
* (Integrated)
3. Amazon.com (US) 1994 875 platform
o (Integrated)
4. Alphabet (US) 1998 817 platform
5. Berkshire Hathaway (US) 1955 494 Traditional model
- (Integrated)
6. Facebook (US) 2004 476 platform
. o) (Integrated)
7. Alibaba (CN) 1999 472 platform
o (Transaction)
8. Tencent (CN) 1998 438 platform
9. Johnson & Johnson (US) 1886 372 Traditional model
10. Exxon mobil (US) 1870 342 Traditional model

Source: PwC (2019) and Krungsri research.

Note: * is the company that established in the 1990s.

The core interactions and functions in platform?13/

Create value: A producer create value and make it available there.

Connect: One user takes an action that connects them to that value

Building
liquidity
Producer
(creator of 4 core i
Setting rules
platf?rm Mag:h— functions of and
offering) DAELIS the Platform standards

Providing
functionality

4 core interactions

Consume: A consumer consumes the value created by the producer.

Compensate: Consumers return value to the producer in exchange

for what they consumed.

Platform ecosystem

Consumer

13/ 348in3963 (2019), uay

Research 5


https://www.krungsri.com/bank/getmedia/2ca20541-b0ca-4271-9b90-dbf3d86df243/RI_Payment_Strategies_190204_TH.aspx
https://www.applicoinc.com/
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Figure 1: The network effects in E-marketplace
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Source: Euromonitor (2018)
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14/ Parker, G.G., Alsyne, M.W.V., & Choudary, S.P, (2016). Platform Revolution: How Networked Markets are

Transforming the Economy and How to Make Them Work for You. New York, NY: Norton & Company, Inc.

1.Sellers’ information
e Contact information (address, phone and e-mail)
e Live chat
e Store location
o Seller ratings (from former buyers)

2.Buyers’ information
e Buyer ratings (from former sellers)

3.Products’ information
e Quality of product
= Domain specific content
e Product guarantee
= Product quality claim
= Return policy

4.Payment
e Credibility about online payment by top leading payment
service providers
e Alternative electronic payment mechanisms
(such as Cash-on-delivery, E-wallet)

5.Logistics
e Shipping process
= In stock availability claim
= Shipping method
= Order status, tracking information

6.Privacy
e Privacy policy
e Security policy

Reputation rating

Products’ information
e Quality of product
= Consumer feedback
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19/ OECD (2019). Implications of E-commerce for Competition Policy.

Research Intelligence | Research 9



Identification and verification system

Table 3.a: Information provides in Thai online marketplace in Identification and verification system

How online marketplaces do

. LTS ‘?f Inforn?atlon Business to Consumer (B2C) Consumer to Consumer (C2C)
information details2/
v Eheresial ¢ (5]
Sellers’ information
e Quality of seller 1. Contact Guaranteed sellers by service providers Inquiring about the seller’s contact

information: sellers’
address, phone, and
e-mail.

information via chat.

2. Live chat: reflects
the efficiency of
sellers through
response rate and
time to response

Providing speed and response rate for chat

3. Store location Have their own warehouse - -
4. Seller ratings Rating sellers from Providing seller rating Resembling Resembling
previous buyers from product rating Lazada Mall Shopee Mall
Buyers’ information
e Quality of buyer 1. Buyer ratings - Rating buyers from - -
previous sellers
Products’ information
e Quality of product 1. Domain specific The seller provides The seller provides Resembling Resembling
content: more product information product information Lazada Mall Shopee Mall
product’s details. on the webpage and | on the webpage
Lazada discloses the
buyer’s inquiries.

e Product guarantee

1. Product quality
claim

The service providers guarantee the products
that are genuine.

No guarantee

2. Return policy

The service providers
guaranteed 2 types of
product returns: 7
days easy return and
15 days return
according to the
conditions shown on
the product details
page.

The service providers

has conditions for

returning 6 reasons:

I. Wrong item(s)

IIl. Item(s) with Physical
damage

I1l. Faulty/defective
item(s)

IV.Incomplete item(s)

V. Counterfeit item(s)

VI.Change of mind (in
some cases)

Resembling
Lazada Mall

The service providers
will review each
buyer’s application
on a case-by-case
basis and, in its sole
discretion, determine
whether buyer’s
application is
successful, including
this agreement have
to be confirmed by
sellers.

20/ Mavlona, T., Benbunan-Fich, R. & Koufaris, M., (2012). Signaling theory and information
asymmetry in online commerce. Information & Management, 49(5), 240-247.
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Identification and verification system

Table 3.b: Information provides in Thai online marketplace in Identification and verification system

How online marketplaces do

Types of Information Business to Consumer (B2C) Consumer to Consumer (C2C)
information details
M Sh Hall .
MLazMall ﬁ Shopee
Payment

o Credibility about
online payment

1. Credit card logos

The service provider supports the leading payment service providers:
Visa, Mastercard and JCB, the local banks and non-banks

e Alternative
electronic payment
mechanisms

2. Alternative
electronic payment
mechanisms

The service providers offer various payment methods both online channels such as internet
banking, mobile banking, their subsidiary wallet such as AirPay (in Shopee), and physical
channels such as ATM, branch of banks and Cash on delivery.

Logistics

e Shipping process

1. In stock availability
claim

The service provider
reports the amount of
inventories in the
product details page.

The service provider
reports the amount
of stock in the
warehouse once the
buyer has added the
products to the
basket.

Resembling
Lazada Mall

Resembling
Shopee Mall

2. Shipping methods

The service providers
collaborate with
various logistics’
companies and have
their own logistic
company like
LexExpress for some
Lazmall products.

The service providers collaborate with various logistics’ companies
such as ThaiPost, Kerry express, DHL.

3. Order status,
tracking information

Sellers fill in the tracking number so that buyers can track
the current status of the product.

Privacy

e Privacy and security

policy

Service providers have policies in collecting user data and using data within the companies,
including disclosure and delivery of information to third-party under the terms of the
company in 3 objectives:

I. Developing the users’ experience in marketplace: transactions, downloading information,
restorative forms and contents in website, providing the service, interesting and users’
need, including doing research and analyzing users’ behaviors to develop products and
services.

Il. Delivering to relevant third parties in order processing, payments through external agents.

Ill. Proceeding with the applicable law.

Products’ information

e Quality of product

1. Consumer feedback

Rating quality of product from previous buyers.

Research Intelligence | Research 11



39eNSOAS

ns.aniszan dulssiasy

wenssnd InadlgWans

VisRdeLAsHgna
e gan deAnyIA
o alsanwnl ward
o a¥anaud waagesInung
o  annel unavdnel
o gniiuanlemiseg
o auws AizAdNE
g AaIUNTTH
o  ATUA griuianINg
o  AluA NTINFUNRE
e AT.ANAUY WINWIA
o Wagy Hanadsuuy
o Tuzyz anmeding
o 1Funi siulnyadl
®  WNFTA GUAY
o 277041 EAANANN
o i nAuTIAY
o dudw laasnyqy
e  afnyny e
NUWRIUINIUIRE
o A3 ANNU ATYnA
e AAUANUAS pUAmFHITIL
o 377 lAeN§uNg
e 811113 UNinensnl
e  TANT AGNARTIINE

Anusmsszuutayaiae

o ¥l antlszaad
® NN LETAIANA
o Endna ey
e 37AN3 ufingana
Favoudns

o Ao o X L PP \ sS4 a \ @ = o A= = P s D3 o o 2Ny o oo =
mnmmuwu@mwwummmmmw@mﬂmwﬂm@mmim‘uuwmLﬂmm@ @ﬁNimmmwmﬁ;ﬂmum%mmmwgﬂmmummm@uyimmm‘um&@mnmaim %du‘ﬂ@ﬂﬁmu%ﬂi?ﬂ{}ﬂu

v a a o o o o

HUSMsaEUIEuaE NN isAAELATHENA

]
o a

gLAvnatedfeiAsgiauargRAINnTIN

¢

fLiwnsfiadseimsgianmnn

wissgnIangla (WensnlflaaiAsgna)
wisrgneaqla (ali.ang, Baaun, Bulailide)
wiswgnsangla (T, Wean, Nadthid)
\ATHENT

LATHING
)

gidwnsfinidugnanmnssy
1nAiA1ianq1a (Steel, Medical Devices)

r3

1nAiAs1iiangla (Construction Contractors)

r3

HnAiAseiiengla (Healthcare, Mobile Operators)
#nAiAsiiangla (Transport & Logistics)

1nAiAiiengla (Power Generation, Modemn Trade, Chemicals)
1iNALATIZH (Hotels, Construction Materials, Industrial Estate)
11N2LAT1¥Y (Automobile, Electronics & Electrical Appliances, Food & Beverages)

UNALATNY

W (

9 (.
1in3tA31zY (Real Estate)

9 (Agriculture)

9 (

1INALAT¥Y (Energy, Petrochemicals)

dnanaziengia

#nAtAs¥iengla (Financial Sectors)
DGLICEeET]

DGLIEEeET]

DGLICEeET]

y o & a o
WntihLiamnsanusialy
y o & a o
WntihLiamnsanusialy
PR s = o
RANUINICLLTRYAIRE

PR s = o
RANUINICLLTRYAVIRE

aulaadnssudalsin krungsri.research@krungsri.com

P = o S Yoo @ P = P = @ A . I P D3
ANMNAALNUUDIVRENIIAT laiafludnsdanndaeiu uua. TUIAIINNATDEYFEN uazaaanuanslunaiasutlaspanudiy Vﬁﬂﬂitﬂd’]mﬂ'}im?ﬂ"‘ Ine/laisiasudannant



