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Internet Users in Thailand 
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Source: https://www.etda.or.th/publishing-detail/the-value-of-e-
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Informal retail transforming into social 

commerce

• Despite rapid growth in internet use, e-commerce in 

Southeast Asia remains in its infancy for lack of well-

developed digital finance or logistics (Chadha 2016). 

• In Southeast and South Asia, less than a third of 

companies have their own websites, and only about half 

use e-mail to communicate with clients and suppliers 

(ADB 2017b). 

• However, despite small e-commerce markets, developing 

economies lead the world in social commerce, or 

unofficial e-commerce using social media. 

Page 25Source: Asian Development Outlook - ADB (2018)



Informal retail transforming into social commerce

• Social commerce is characterized by online sales and offline payments. It 

begins on a social media platform, followed by direct communication 

between buyer and seller, usually using instant messaging apps, and closes 

using offline payment (Malabuppha 2017).

• Cash on delivery is widely used (International Trade Center 2017). The popularity 

of social media turns these venues into cheaper e-commerce platforms than 

traditional e-commerce. Whereas websites charge commissions, selling on 

social media is free.

• The world’s most avid social media shoppers are in Thailand, where 51% of 

online shoppers report buying on social media, and India at 32% (box figure).

• Facebook is the preferred platform for selling online in Viet Nam (Asia Pacific 

Foundation of Canada 2017) and Indonesia (JakPat 2015), and it is widely used 

in the Philippines (Llamas 2017). 

• Social media sales account for 30% of e-commerce transactions in Southeast 

Asia Chadha 2016).

• India and Southeast Asia are the largest Facebook and Instagram users 

globally.
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Informal retail transforming into social commerce 

(cont’d)

• Social mobile use is also large and growing. In Southeast Asia, 47%
of people are active on social media, with 42% accessing platforms 
from mobile devices (Klemp 2017). 

• Social commerce in the region is largely domestic. However, small 
businesses worldwide are becoming  “micro-multinationals” by using 
digital platforms— including social media—to connect with 
international customers and suppliers (McKinsey Global Institute 
2016). 

• This has created new opportunities for informal retailers. Studies 
find that small and medium-sized enterprises using e-commerce 
increase revenues,  lower costs, boost profits, add jobs, and are 
more likely to export and innovate. As digital payment infrastructure 
and logistics improve, the informal sector will be better able to tap 
global markets.

• In an age of digital expansion, the rise of social commerce is making 
e-commerce a reality for many sellers with few resources or formal 
skills.
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Where online shoppers said they purchased directly

through a social media channel

Page 28Source: Asian Development Outlook - ADB (2018)


