DIGITAL COMMERCE TODAY.

QUANTUM
COMMERCE
TOMORROW.
Is your business ready
to take the leap?

INTRODUCTION
The Asia-Pacific (APAC) digital commerce market is on the cusp of a quantum leap. Globally,
digital commerce sales are surging but those in APAC are growing faster. In fact, by 2022, APAC
is expected to account for 42 per cent of total retail sales globally, and a whopping 70 per cent of
digital commerce sales.1
Digital commerce today: Crucially, this quantum
growth is being driven by changing consumer
expectations. Today’s digitally savvy consumers
are involved at every stage of the value chain
and increasingly, they will accept nothing less than
a fully integrated, omni-channel experience.

Developing a road map for change: We found that
tapping into quantum commerce’s opportunities
will require many enterprises to transform their
digital commerce capabilities so that they can offer
the digital services that consumers increasingly
expect. Those that don’t transform may risk being
left behind.

Quantum commerce tomorrow: The growth
opportunities for retail and consumer packaged
goods (CPG) companies are huge. APAC digital
commerce sales will reach US$6.5 trillion by 2025,
representing a compound annual growth rate
(CAGR) of 20.1 per cent. That’s more than three
times the CAGR of total APAC retail sales
(see Figure 1).

Accenture has conducted in-depth research into
digital commerce to help APAC businesses
understand the likely impact of this quantum leap.
Our research includes work by Accenture
Research’s Economic Modelling Centre of
Excellence to provide forecasts for important
economic trends in the sector.

Figure 1: Digital commerce in APAC is expected to reach US$6.5 trillion by 2025
+5.9%
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TRANSFORMING THE FRONT OFFICE TO GENERATE PROFITABLE GROWTH
Our ongoing work with leading companies in
the region has allowed us to develop a powerful
approach in front office transformation to help
firms drive growth and develop their core digital
commerce capabilities. More specifically, we
help companies transform their operating
model, opening the business to a broader
ecosystem of partners and nextgeneration
capabilities. We also help companies extend
their relationship with consumers by enhancing
the brand experience and delivering a more
compelling consumer proposition, built around
game-changing new products and business
models that drive new sources of revenue.
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CHINA’S DIGITAL COMMERCE MARKET
IS SETTING THE BENCHMARK
China is undoubtedly APAC’s digital powerhouse and the global leader in digital commerce.
We predict it will maintain its lead, with retail digital commerce reaching US$6 trillion in 2025
(see Figure 2).
The reason for China’s market leadership is clear:
it’s a sophisticated, mobile-first commerce market
with 788 million mobile users – 98 per cent of the
country’s total Internet users, according to Statista.2
Digital commerce is the norm – eMarketer estimates
that most (79.4 per cent) of China’s smartphone
users made payments with mobile apps in 2018.3

The evolution of these and many other Chinese
digital businesses have resulted in a complex
digital commerce ecosystem. In broad terms, this
can be divided into four categories:

With widespread adoption of smartphones and
mobile payment apps, digital commerce has
reached the point where China’s retail companies
are now the global benchmark. The country’s retail
giants offer advanced services such as
online-to-offline integration, enabling them to
provide ubiquitous, seamless retail services.

2. All-encompassing social platforms such as
Tencent’s WeChat

1. Popular commerce and marketplace platforms
such as JD.com and Alibaba’s Tmall

3. Popular payment services such as Alibaba’s
Alipay and Tencent’s WeChat Pay
4. A variety of logistics services for direct-toconsumer shipping and business-to-business trade
in China’s ‘bonded zones’

For example, Alibaba has numerous operations
and investments in commerce, marketing, data
management, cloud computing, logistics, financial
services, loyalty programs, retail and online search
services, as well as social and other types of
media, lifestyle and entertainment services.

This unique ecosystem will also drive further digital
commerce growth. For example, China’s digital
marketplaces are forecast to collectively record
18.3 per cent CAGR from 2018 to 2022.4

Figure 2: China is the single largest market in APAC for digital commerce
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APAC IS POISED FOR A QUANTUM LEAP
IN DIGITAL COMMERCE
Research shows that the retail and CPG industries in the
rest of APAC look set to follow China’s digital commerce
lead, ushering in a quantum leap in growth for the sector
across the region. Indeed, Accenture predicts that

digital commerce in ASEAN will reach US$67.4 billion in
sales, representing a CAGR of 16.3 per cent. That’s three
times the growth of total retail sales in the region
(see Figure 3).

Figure 3: ASEAN digital commerce is expected to grow at 3 times of the overall retail growth
+5.5%
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The critical factors fuelling such a leap include a growing consumer base, among other aspects (see Figure 4):
• The region’s home to an increasingly connected,
expanding urban middle class. While ASEAN remains highly
diverse, the number of middle-class households is forecast
to more than quadruple to 161 million by 2030.5

At the same time, governments in the region are seizing
the opportunity to contribute to the spread of
digitalization through a range of initiatives. The Singapore
Government, for example, has launched numerous digital
initiatives under its Smart Nation programme – including
PayNow, its new real-time payment platform, which is
already being used by 1.4 million residents.9 The
Indonesian Government also has a number of
programmes, including one to create 1,000 high-tech
startups by 2020.10

• At the same time, hundreds of millions of digitally savvy
millennials are now coming into their prime spending
years. By one estimate, half of APAC’s population will be
aged between 18 and 35 by 2020.6
• APAC’s consumers are also becoming more connected.
The region is already home to 55.8 per cent of the world’s
Internet users, according to eMarketer. That’s more than
2 billion connected consumers, a figure that is expected
to jump to nearly 2.5 billion by 2022.7

Businesses in APAC are also investing heavily in digital
services, a trend that’s set to make a profound impact.
International Data Corporation (“IDC”) predicts that by
2021, digital products and services will account for 60
per cent of APAC’s gross domestic product – a tenfold
increase from 2017.11

• Smartphones are the device of choice for APAC
consumers, accounting for 61 per cent of the region’s
Internet connections. The GSMA expects that figure to
surge to 91 per cent by 2025, when the region will have
3.9 billion smartphones.8

Figure 4: APAC emerges strongly as the new growth frontier
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THE RETAIL AND CPG CHALLENGE:
PREPARE OR PERISH
Digital commerce in the CPG sector, in particular,
is seeing rapid growth, with overall APAC numbers
increasingly representative of China’s growth
(see Figure 5).

To win in this environment, traditional retail and CPG
enterprises that are ill-equipped for the digital world
need to adapt to the digitalization of commerce –
and fast.

Figure 5: China will drive digital commerce growth in APAC
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The opportunity is huge. Accenture forecasts that by
2022, APAC will be the number one market for CPG
digital commerce – and almost twice the size of the
next biggest region, North America. CAGR will
average 19.9 per cent from 2018 to 2025, when APAC
CPG digital commerce sales will reach more than
US$1 trillion.

beverage sales in 2017 – up from 1.7 per cent in 2013.
That upward trajectory will continue, with Accenture
forecasting digital commerce penetration of China’s
CPG market to surge from 24.3 per cent in 2018 to
57.5 per cent in 2025.
This shift is not just a problem for traditional
bricks-and-mortar retailers. It’s a challenge for every
business in the value chain as they adapt to changing
consumer behaviours and the new dynamics
between consumers and businesses.

In China, digitalization of the CPG sector is already
well advanced (see Figure 6). For example, digital
commerce accounted for 6 per cent of food and

Figure 6: Core CPG categories are increasingly shifting to digital channels in China
Digital commerce share in % of total sales (including sales tax),
historical and forecast, in China (2006 - 2022)
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UNDERSTANDING THE
DIGITAL-FIRST CONSUMER
The new breed of digital-first consumers has
unprecedented choice and flexibility in how, when
and where they shop. Where once businesses
would dictate their product development,
marketing, distribution and pricing, that power is
now being transferred to consumers.

are transforming marketing and after-sales support.
Consumers also have far greater influence over
each other, and they receive rapid responses to
their aftersales issues. Clever new social media
campaigns allow consumers to participate in tasks
traditionally performed by staff – such as naming
new products.

Digital consumers can easily compare prices and
access reviews of products from anywhere in the
world. If they find a better-value option or have a
bad consumer experience, they can simply move to
another brand or supplier.

Consumers also have greater power over how
products are delivered, through disruptive new
services such as food delivery apps. They are even
actively participating in product development
through crowdsourcing and crowdfunding.
Coca-Cola, for example, recently used a crowdfunding platform to gauge consumer demand for
the premium water brand Valser.

In addition, consumers are now more involved in all
aspects of the value chain (see Figure 7). Social
media and intelligent new tools such as chatbots

Figure 7: Consumers are now integrated into all parts of the value chain
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IDENTIFYING THE
UPSIDE OF DISRUPTION
All this change is having a huge disruptive effect on traditional businesses. However, the upside for
businesses is that this change can greatly accelerate their responsiveness to market changes.
By tracking social networks, for example, businesses
can receive immediate feedback on a new product
or service, including competitive offerings.

through personalization, such as sending
customised offers. This can even extend to
bricks-and-mortar stores, using beacon technology.
These tiny devices provide location services for
indoor navigation and other cloud and mobile apps,
greatly enhancing the physical shopping experience.

Product development can traditionally take years,
requiring extensive research and development, and
numerous focus groups. By comparison, Coca-Cola’s
Valser crowdfunding campaign took a month.

Crucially, the rise of digital commerce doesn’t mean
the end of bricks-and-mortar retailing. However, it
could spell the end for companies that remain
bogged down with the old ways of doing business.

Digital platforms along with data analytics allow
businesses to better engage with consumer

A DIGITAL ROADMAP
FOR CHANGE
Clearly, traditional businesses need to transform – starting with fundamental changes to their business
values and models. Businesses need to shift from their traditional supply-led model to a consumer-led
one – where consumers are engaged throughout the value chain. Only by making this conscious shift
will businesses be able to make the other necessary changes, which include:
• Undergoing a comprehensive digital
transformation across the business – from product
development to marketing and after-sales support

• Understanding and, where suitable, adopting
powerful new digital tools, such as chatbots,
artificial intelligence and beacon technology

• Engaging with consumers across the value chain
through digital channels and by offering
personalised experiences

• Regularly assessing their value offering in
comparison with competitors, and improving that
offering through pricing changes, new services or
other value-adds

• Investing heavily in mobile technology – the most
vital digital channel in APAC

• Leveraging the selling power of third-party digital
marketplaces, such as Alibaba, JD.com and Amazon.

That’s a lot of change. To achieve it, businesses will need to undertake a challenging journey that’s virtually
impossible to complete without a trusted partner with broad and deep digitalization experience and expertise.
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THE WAY FORWARD:
YOUR TRUSTED
PARTNER FOR
QUANTUM COMMERCE
Accenture has that experience and
expertise. Specifically, Accenture has a
centre of excellence for quantum
commerce that can help businesses take
the leap into digital commerce and
transform their capabilities to thrive and
grow.
We can also help your business apply
Accenture’s Digital Commerce Control
Tower, a comprehensive approach for all
digital commerce needs, ranging from
supply chain and operations to digital
marketing.
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