GMORESEARCH & i\l
Z..comEngagementLab

Key Points fc
the Cross-bori

]

In the Southeast Asian e-commerce m
economic development, attracting signifis
opportunities. This report highlights key:Gomg
cross-border e-commerce (CBEC) ma e ‘3‘«» ,‘

expanding Indonesian e-commerce sec "‘-'

'.\ »

)
\\ SRS

%Y) POINT 1: SELECTION AND OPTIMIZATION OF
() INFORMATION GATHERING CHANNELS

Understanding which information-gathering channels are used by consumers in the target
market is crucial for effective promotion in CBEC. This survey indicates that both users and
non-users of CBEC tend to place a high value on online marketplace reviews. This suggests
that encouraging buyers to leave reviews can be an effective strategy.

Top 3 most used information-gathering channels
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POINT 2: ENHANCING RECOMMENDATION RATES
BY ACQUIRING REPEAT CUSTOMERS

In CBEC, acquiring repeat customers and enhancing recommendation rates are directly
linked to stable sales and brand growth. This survey findings indicate that customers with
higher recommendation rates tend to shop more frequently and are more likely to become
repeat customers. When repeat customers recommend the company’s products to others, it
can also attract new customers, further boosting growth.

Percentage of recommendations by frequency of use
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@ POINT 3: SELECTION OF SHIPPING COUNTRY

Degree of influence of sending

In CBEC, the country of origin for shipping can
country on purchasing decisions

influence consumers' purchase decisions, a trend
observed in this study as well. Consumers' trust or
concerns regarding shipments from specific countries
play a role in their decision-making, making it essential
to carefully select the shipping country.
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@ Has a very significant influence

Has a moderate influence Has little influence

Neutral ‘ Has no influence at all

."- . c s '6" . .‘ - _‘. "o‘.‘ ‘ -, ¢ / \ ¢

¢ . . . Ad o-, . . A8 < ‘..

Conclusmn- R ) . AR 1
° ® . = : .n‘ . [Y

~To clarlfy the key pomts mtroducéél hqre understandlng "consumer behavior:
th-rough market research" is essentral By gaining insights into Iocal consumer

beha\7|or and market conditions, you.can optrmlze your strategy e.ffectwely' . ".‘\

- Utilize GMO Research & Al's survey services to access consumers.across 16
Asian countries, including: ‘Southeast Asia, and’ gather vaIuabIé.co;rsumer L
‘feed'back to mform ‘your approach . . 4
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