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• Definitions and concepts

What is Cross-border E-commerce?

Broadly defined as the cross-border import and 

export trade activities between trading parties from 

different countries by using the internet as a 

business platform.

Narrowly defined as cross-border E-retail, a new 

form of trade brought about by the adequate 

development of the internet.

跨境B2B
电商

• Commodity

• International trunk transportation 

• Bonded Warehousing

跨境B2C
电商

• Overseas Warehousing
• International Express

• Distribution

复合
B2B2C
电商

• Customs clearance
• International trunk transportation

• Multilevel warehousing
• Terminal distribution
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Information presenting and online matching, e.g., Alibaba, 

DHgate and Amazon

• Cros s -border delivery: TNT, UPS , FedEx, DHL , China Pos t

• Forwarders : agents of logis tics  and E-commerce companies

• Multiple payment approaches  including bank transfers , credit 

cards  and third-party payment

• Credit cards  and bank transfers  for offline B2B payment

• Third-party payment such as Paypayl for online B2B payment

Three components: cros s -border E-commerce platforms; cros s -

border logis tics  companies ; cros s -border payment platforms
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• Facts about global cros s -border E-commerce B2C in 2015



Online and cross-border commerce size and growth estimates
US and China are biggest markets in terms of online spend, but India is growing fast



China was the most popular cross-border online purchase destination followed by the US and the UK







B2B overwhelmingly made up of approximately 70% of the E-commerce market share in China 

and kept growing rapidly



Facts about Alibaba’s cross-border B2B business in 2015 







Population, GDP and trade of CAR EC countries  in 2016

(unit: population - 10 thousand; others  – $ 100 million)

CAREC 

countries

Population GDP Import Export Import&export Trade with China

Pakistan 18987.0 2699.7 439.9 220.9  660.8 193.5

Afghanistan 3273.9   172.8 45.0   8.2 53.2 4.4

Kazakhstan 1794.7 1161.5 194.4 418.5 612.9 130.5

Uzbekistan 3134.3 616.5 99.3 56.5 155.8 36.4

Turkmenistan 546.3 354.0 55.0 92.7 147.7 59.0

Kyrghyzstan 605.9 60.3 39.2 15.4 54.6 57.1

Tajikistan 865.5 62.5 34.9 7.5 42.5 17.4

Azerbaijan 949.2 351.4 100.8 160.6 261.4 7.6

Mongolia 301.4 116.5 38.7 45.0 83.7 45.9

Central As ian countries  are no big trade countries , 

which explains  the s low development of their E -commerce.



China’s  top 10 exports to Central As ia in 2016 China’s  top 10 imports from Central As ia in 2016

Central As ia regional small-scale border trade made up of over 50% of the total trade 

making it suitable for developing cros s -border E-commerce. 

Export was suitable for developing B2C. Import was suitable for developing B2B.





China’s top 20 partners of cross-border E-commerce (export B2B) in 2015



• Internet penetration in Central Asia and the Caucasus in 2015

B2C just emerged in Central Asia and 

the Caucasus where most countries 

suffered from a low internet penetration of 

below 50%. However, B2C was still 

promising in this region with enhanced 

infrastructure and promoted internet 

penetration.



 As shown in a 2015 report on B2C market in Central Asia and the Caucasus, B2C was only emerging is the 

region, but was expected to grow rapidly with enhanced local goods and infrastructure.

 Kazakhstan was the B2C leader of the region with yet significant potential to grow. 

 Azerbaijan showed fast growth in B2C. As shown in the report, the online sales of the first 7 months of 2015 

already topped the total online sales of 2014. Even so, B2C made up of less than 1% of the total retail sales. 

Representing approximately half of the internet users, young people under age 25 drove the development of 

internet and the growth of online shopping.

 In Uzbekistan, mobile technologies promoted internet penetration. International giants including 

aliexpress.com, eBay and Amazon.com dominated these markets sweeping off local online shopping 

platforms. With promoted internet penetration and enhanced payment infrastructure, B2C in these countries 

were expected to grow.



 The infrastructure had been established but barely put to use. It would be vital to develop mobile internet in 

order to promote E-commerce.

 It would also be vital to build a credit cyber society via legislation as lacking consumer trust had significantly 

held back the development of E-commerce.



 A new cross-border B2B online payment product co-created by three organizations came into place in 2017. It

supports direct payment and collection with local currencies eliminating the US dollar as a payment agent and

thus saving the time and cost associated with currency exchange. It also greatly increases the payment limit of

a single transaction fulfilling the need to internationally purchase commodities online.

 There were approximately 4.8 million import & export packages passing Xinjiang in 2015. 4 million of them

were exports, and the rest 800 thousand imports. 3.5 million out of the 4 million were exported to Russia

while the rest 0.5 million to Kazakhstan. Deliveries from China to Kazakhstan kept increasing comprising over

30% of Kazakhstan’s international packages.



 Issues regarding logistics:

 The more sales, the more international deliveries, 

the more customs work

 Single window: a possible solution

 A grey area for global anti-terrorism and anti-

money laundering

 A bilateral agreement was signed between China 

Post and Kazakhstan Post on June 12, 2017.



 Why develop cross-border E-commerce? For two reasons: 1. Reduction of distance cost. Central

Asia is the highest worldwide in trade cost due to its poor transportation conditions. 2. Involvement

of insufficiently represented social groups such as women and rural entrepreneurs.

 Of all the CAREC countries, China is leading in E-commerce with 700 million users (twice as many

as the US and Japan combined) in 2015. In 2018, China is anticipated to be the major driving force

promoting global E-commerce.

 How can CAREC draw on China’s experience and resources to develop cross-border E-commerce?




