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1. Trade is moving online
2. Opportunities especially large for LLDCs

3. AfT can promote ICT infrastructure



1. Trade is moving online

Figure 10: Global Business-to-Consumer

E-Commerce Marketplace by Region, 2012-2017*
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Source: eMarketer.

Figure 13: Share of Firms that Use their Own
Website and E-mail with Clients by Subregion,
2014 (%)
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Source: World Bank. Enterprise Surveys Data. http://www
enterprisesurveys.org (accessed 12 June 2015).
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2. Opportunities for LLDCs



E-commerce is lowering trade barriers

eBay is more effective than offline channels in reducing the
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E-commerce is lowering trade barriers
eBay is more effective than offline channels in reducing the
negative effect of trade costs on international trade. Trade costs
"matter” 60% less (in other words are 60% less likely to trade)

for eBay transactions than for offline trade.

Trade costs “matter” less
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Trade costs matter
60% less to online
exporters

India ecommerce growth
- 35% annual growth (2009-2013)
- worth $12.6 billion in 2013
- not only cities
- 1233 rural hubs contribute

Distance mat
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98% of online sellers export

1 E-commerce is lowering trade barriers



Figure 16: Small and Medium-Sized Enterprises’
Sales Reach by Market and Level of Web Use (%)
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Figure 17: Women’s Ownership and Participation
in Enterprises by Region (%)
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Figure 19: Firms’ Export Participation by Subregion
and Gender of Firm Owner, 2009-2014 (%)
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- online trade improves entrepreneurship

- enables greater use of scarce resources
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Figure 17: Women’s Ownership and I:articipation Figure 19: Firms’ Export Participation by Subregion
in Enterprises by Region (%) and Gender of Firm Owner, 2009-2014 (%)
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Figure 16: S5mall and Medium-5ized Enterprises’
Sales Reach by Market and Level of Web Use (%)
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Who gains from online trade?

- exporters
- SMEs

- women-led firms

Figure 16: Small and Medium-Sized Enterprises’
Sales Reach by Market and Level of Web Use (%) SM ES en gagE
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3. Use AfT to promote
ICT + eCommerce
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What is Aid for Trade?

- development assistance to
reduce trade costs

- some donors have special lines ADB does not!
of assistance, many do not

How IS it monitored? 2015 theme:

- WTO

every 2 years: Global Review rEdUCing trade
. 2011, 2013, 2015 costs for inclusive

- regional reports sustainable
- Asia, Africa, LatAm growth



Aid for Trade 4

Figure 6: Aid for Trade Disbursements in Asia and
the Pacific by Sector ($ million)
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Source: OECD. Aid for Trade Statistics. http://www.oecd.org/



transport domlnates
|ICT spending Increasing

- 547 ICT-related projects
- 36 In PRC
ADB . 34 in Viet Nam
- 31 Bangladesh
- $17.67 billion




Linking Aft to eCommerce
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Linking Aft to eCommerce

eCommerce Readiness




Figure 12: Internet Users in Asia and the Pacific by
Subregion, 2000-2013 (per 100 people)
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Source: World Bank. World Development Indicators Data. http://
www.data.worldbank.org (accessed 10 June 2015).

from ICT—Selected Economies, 2014



Linking Aft to eCommerce
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eCommerce Readiness - internet penetration

- useage by firms .

- policy environment
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| w= Central Asia = South Asia I

Source: World Bank. World Development Indicators Data. http://
www.data.worldbank.org (accessed 10 June 2015).

Figure 14: Quality of ICT Infrastructure and Business Usage from ICT—Selected Economies, 2014
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Linking Aft to eCommerce

eCommerce Readiness - internet penetration |

- useage by firms e

- policy environment | =

. logistics.'f""f_"'




E-ASEAN Framework Agreement

- electronic transactions

. consumer protection

- data protection and privacy

. cybercrime

. content regulation

- domain names and dispute resolution




Linking Aft to eCommerce
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eCommerce Readiness - internet penetration

- useage by firms




Figure 15: Average Shipping Time for Parcels
to Various Destinations—From Selected
Regions, Q2 2013-Q1 2014 (days)
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Linking Aft to eCommerce
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AID FOR TRADE
IN ASIA AND
THE PACIFIC

THINKING FORWARD ABOUT TRADE COSTS
AND THE DIGITAL ECONOMY




Trade is moving online

distance matters less
exporters act differently



Leverage AfT

ICT infrastructure is only the beginning
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