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Since Bangkok 

Declaration on 8 

August 1967, 

ASEAN has 

grown to become 

the 6th largest 

economy in the 

world  

US$2.55 Tn  
Total Trade in 2017  

642.4 Mn  
Population (as of 2017) 

Behind only China & India 
 

US$137 Bn  
      Attracted FDIs in 2017 

 



ASEAN Economic Performance 
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Source: ASEAN Secretariat 

At US$2.77 trillion, ASEAN economy in 2017 was 

Potential to become the 4th largest economy in the world 

after China, the US & the EU 



AEC 2nd Phase - Cohesive Economy 
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Transformation 
to become a 

more cohesive 
economy 

E-Commerce:  
AEC 2025 New Focus Areas 
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IN ASEAN 

Southeast Asia’s 
digital market 
will be worth 
USD200 bil by 

2025 (USD31 bil 
in 2015)  

Between 2009-2014, 
proportion of ASEAN 

population using internet 
doubled from 12.6% to 

25.8% 

Directly linked with 
development of MSMEs   

 

(account for more than 96% of all 
enterprises and up to 97% of 

employment) 

By 2020, internet 
user base to grow 

from 260 mil to 
480 mil users 



Digital economy 

accounted for 

18.2% of the 

country’s GDP in 

2016 

 

eCommerce 

GDP 

contribution  

increases to 6.1 

% in 2016    Source: Department of Statistics, 19th Oct 2017 
   

MALAYSIA 
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The digital economy, in 

particular eCommerce, presents 
unprecedented 

opportunities for Malaysian 

businesses to achieve scale & 

serve customers globally 
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MALAYSIA : 

PENETRATING 

GLOBAL 

MARKETS 



NATIONAL 

eCOMMERCE 

AGENDA 

 
Role of the National 

eCommerce Council 

(NeCC) to oversee 

implementation of the 

National eCommerce 

Strategic Roadmap 

(NeSR) 

 

By 2020  

Double eCommerce growth >20.8%  

eCommerce GDP contribution >RM211 bil 
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Thrust 

Areas 

1. Accelerate eCommerce Adoption 

2. Adoption of eProcurement by businesses 
3. Lift NTBs 

4. Realignment of Incentives 

5. Strategic Investments in Key Sub-Sectors 

6. National Brand (Cross-Border eCommerce) 

13 Programmes driven by 10 Agencies 



One of the initiatives under the National eCommerce 
Strategic Roadmap (NeSR) 

 

OBJECTIVES 
Establish Malaysia as regional eCommerce     

eFulfilment hub 
Drive export of Malaysian SMEs via eCommerce 

 

GOING FORWARD 
 

Expansion (air mode & sea mode) 
 

Monitor export performance of SMEs 
 

Get more SMEs to export through DFTZ 
 

Other industry players to participate in the DFTZ 
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ASEAN AGREEMENT ON 

eCOMMERCE 
(being finalised) 

Facilitate cross-border eCommerce 
transactions in the region 

Contribute to creating  
an environment of trust and confidence  
in the use of eCommerce in the region 

Deepen cooperation towards further 
developing and intensifying the use of 
eCommerce to drive inclusive growth 
and narrow development gaps in the 

ASEAN region 
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Thank you 
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