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Study Framework

The study has been prepared as a guide for the creation/development of an effective
e-commerce environment in the OIC Member Countries. The Guide basically consists
of 5 chapters.

In the second part, E-Commerce trends are analyzed in terms of macro, OIC countries
and Enterprises.

Researches on the development of e-commerce in OIC countries are carried out with
desk research, interview and survey methods.



3.1. Desk Research
Ireland, Pakistan, Somalia, Tunisia

3.2. Field Visits
Azerbaijan and Jordan
(Best practices, Barriers on E trade, Suggestions, Policies)




3.3 Survey
E-Commerce Business
(Problems, Motivations and Expectations)

Regulatory and Supporting Institutions and
Organizations

(Problems, motivations and expectations E-
Commerce Business)

Ask for recommendations regarding the
development of the e-commerce environment
within the OIC countries.




4. Standards and Recommendations
5. List of Standards and Recommendations

Annexes (Ex.)
= National Public and Private Stakeholders Statistics
= |nternational or Regional Market Information and Trade Data Sources
=  Web Site Addresses
= Entities and Contact Points



Expectations from the OIC Member Countries

Information, data

Contact points Contributions to Report
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Definition
Types
Benefits

Challenges

Government

G2G

Goverment to
Goverment

G2B

Government to
Business

G2C

Government to
Consumer

Business

B2B

Business to Business

B2C

Business to Consumer

B2G

Business to
Government

Consumer

c2Cc

Consumer to
Consumer

C2B

Consumer to Business

C2G

Consumer to
Government




Basic Determinants of E-Commerce Environment

Economic and Financial Environment
Political and Legal Environment

Digital Skills and Entrepreneurship

Digital Infrastructure and Trust Environment
Trade Facilitation and Logistics




Key Partners and Initiatives of E-Commerce Environment

World Trade Organization (WTQO)
United Nations Conference on Trade and Development(UNCTAD)
European Commission

Organisation for Economic Co-operation and Development (OECD)
World Bank

The World Customs Organization (WCO)
E-Trade Networks

The European Digital Commerce Association (Ecommerce Europe)
AfricaPLC

African E-Commerce platform



Trends on E-Commerce Based Indicators

In 2021, retail E-Commerce sales are approximately 5.2 trillion dolars worldwide.
It's forecasting to reach 8.1 trillion dolars by 2026

MENA region has witnessed considerable development in the E-Commerce
market.

In the Gulf Cooperation Council (GCC) region particularly, high per capita income,
established logistics networks, and a growing tech-savvy young population offer
high spending potential.

A region powerhouse, the UAE E-Commerce market size is forecasted to reach
17 billion US dollars by 2025 (Statista, 2020).



https://www.statista.com/statistics/1201956/uae-forecasted-e-commerce-market-size-covid-19/

Retail E-Commerce sales compound annual growth rate from 2023 to 2027, by country
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Percentage
Percentage of Estimated
Percentage of internet shoppers Total full full year the total
Number of of interngt users aged aged 16-64 Percentage year 2022 20y22 amount
Internet Using cellular users aged 16 to g4 who use a = of internet consumer Percentage spendon  spend b
users % mobile mobile 16 10 24 who buy mobile  userswho  digital of adults ccr))nsumer co%sume)r/a
total phone to  connection who buy  something phone to buy' payments aged 15+ goods e-  on mobile
ooulations 26C€SS the compared somethina online each make at = groceries transaction who own a commerce | apps as a
bop internet with total online eacgh week via least one online each value as a ' credit card as a eF:(F:)enta e
population week mobile of their week  percentage ercentage P ofGDPg
hone online of GDP P of GDPg
P purchases
each week
99% 91,43% 200% 62,30% 32,40% 52% 37% 5,22% 26,80% 2,30% 0,09%
96,80% 95,10% @ 129,10%  61,30% 37,70% 61,50% 28,70% 4,49% 7,90% 2,09% 0,15%
88,10% 100% 133,30% @ 28,10% 4,80% 17,10% 10% 3,35% 1,10% 1,14%

7% 98,30% @ 128,00%  62,60% 36,80% 58,80% 38,10% 5,59% 1,60% 4,34% 0,05%
72,20% 94% 93,90% 38,10% 17,10% 44,90% 18,70% 2,89% 2,80% 1,46% 0,03%
64,40% 92,30% @ 105,60% @ 57,60% 29,30% 50,90% 28,30% 8,36% 24,50% 3,53% 0,18%
55,40% 97,50% 87,70% 52,40% 13% 24,80% 28,60% 2,41% 1,60% 1,31%

UAE = Malaysia ®Morocco ®Indonesia mEgypt mWorldwide m® Nigeria



Strengths

Increase in their GDP
Intra-OIC trade expanded
Islamic financial assets
Young population
Maritime chock points

Opportunities

Increasing share of e-commerce in
world trade

Easier and cheaper communication
infrastructure

Increasing demand for technology use
in OIC countries

Increased awareness in governments

Weakness

Legal and regulatory environment
Human development

Digital Infrastructure and Trust
Environment

Rail networks

E-Trade Networks

Lack of data and lack of research

Threats

The negative impact of global
companies in e-commerce.

Consumer confidence in e-commerce in
OIC countries.

Foreign dependency in infrastructure
Investments



Mobile commerce and Social Commerce in E-Commerce
Personalization and local language

Technological Trends on E Commerce

Blockchain-based technologies

Artificial Intelligence(Al) and Machine Learning (ML)

Service trades via digital platforms

Mobile payments

3D-printing



E-Commerce
N lreland




Country Experience: Ireland

= The worst performance economy in Europe in 1987, today it is one of the best
performing economy

= |reland made major investments in communications infrastructure in 1980

= One of the most developed countries in terms of e-commerce ecosystem and ranked 8th
out of 152 countries




Framework

DDD:

Background E-Commerce Main Actors and Policies, Conclusion of
And Its Impacts to Initiatives of Regulations and Review
Ireland E-Commerce Standards

Environment



1. Background

Ireland: At a Glance

4.8 million (J.P. Morgan, 2019a)
€294 billion (World Bank Open Data, 2023)
€2.9 billion (J.P. Morgan, 2019c)

Mobile commerce as a percentage of

0,
E-Commerce market 42% (Ecommerce News Europe, 2018)




IN BILLION USD (US$)
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Annual Revenue Development of E-Commerce in Ireland
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2. E-Commerce and Its Impacts to Ireland
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2. E-Commerce and Its Impacts to Ireland
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3. Main Actors and Initiatives of E-Commerce Environment

= Enterprise Ireland

= eiLearn

= E-Commerce Association Ireland (eCAl)
= Digital Business Ireland (DBI)

= Data Providers

|

Weare.ie, The Central Statistics Office,
Data.gov.ie, Consumer Protection Commission (CCPC),



4. Policies, Regulations and Standards
= Regqularly check
= EU's Digital Single Market strategy

= Scale of Goods Act 1893 and the Scale of
Goods and Supply of Services Act 1980, The
Electronic Commerce Act, The Eidas
Regulation etc.

= The Consumer Rights Act (2022)



Conclusion of Review
= Tech Investments

= COVID-19 pandemic has
accelerated the digital transformation

= Tax regulations
= Supportive initiatives
= Data pools

= Trainings
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