
2 

REPORT APPENDIX 

Riding the Wave of the E-commerce Trend:  Emerging 
and Expanding Business Options for MSMEs 

Bangkok, Thailand
4 – 5 June 2018 

APEC Small and Medium Enterprises Working Group 

February 2019 



 

2 
  

Contents 

 

CONFERENCE AGENDA…………………………………………………………………...1   

PARTICIPANT LIST ........................................................................................................................7 

SPEAKER LIST ............................................................................................................................... 27 

SPEAKER BIO ................................................................................................................................. 30 

PRESENTATIONS .......................................................................................................................... 45 

1. Presentation 1: Digital Thailand: The Significance of e-commerce for the MSME Sector in APEC ...... 46 

2. Presentation 2: APEC E-commerce Landscape ................................................................................... 62 

3. Presentation 3: Success Stories: Srichand .......................................................................................... 96 

4. Presentation 4: Panel Discussion III: Enabling policy environments for MSMEs & SMEs.................. 138 

MINUTES OF MEETING .......................................................................................................... 151 

PROJECT TEAM ......................................................................................................................... 179 

 

 

 
 

 

 

 

 

 

 



1 
 

 
___________________________________________________________________________ 
 
 
 

APPENDIX 1 
 

Conference Agenda 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

  



 

2 
  

CONFERENCE AGENDA 

APEC Riding the Wave of the E-commerce Trend: 

Emerging and Expanding Business Options for MSMEs 

June 4 - 5, 2018 

Anantara Riverside Bangkok Resort 

Monday, June 4th 2018 

Time Description Speakers 

8:00 - 8:40 Registration N/A 

8:40 – 9:00 

Networking 

Network with leading policymakers and 

entrepreneurs from across the APEC 

economies 

N/A 

9:00 - 9:15 Welcome Speech 

Mr Suwanchai Lohawatanakul; Director 

General, Office of Small and Medium 

Enterprises Promotion, Thailand 

9:15 - 9:45 

Keynote Speech 

The significance of e-commerce for the 

MSME sector in the APEC economies 

Dr Pichet Durongkaveroj; Minister for 

Digital Economy & Society, Thailand 

9:45 – 9:50 Group Photo Session N/A 
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Group photo opportunity for VIPs with 

Dr Pichet Durongkaveroj and Mr Su-

wanchai Lohawatanakul 

9:50 – 10:50 

APEC E-commerce Landscape 

The development of the digital econ-

omy ecosystem in APEC and its impli-

cations 

Q&A session with speaker 

Dr Peter Lovelock; Director and Co-

founder, Technology Research Project 

Corporate (TRPC) 

10:50 - 11:00 Coffee Break 

11:00 - 12:00 

Success Stories 

Inspiring stories from e-commerce busi-

ness owners 

Q&A session with speakers 

Mr Rawit Hanutsaha; CEO, Srichand 

United Dispensary 

Mr Pawoot Pongwitayapanu; CEO & 

Founder, TARAD.com 

12.00 - 13.15 Lunch 

13:15 - 14:45 

Panel Discussion I 

The nuts and bolts of selling products 

online  

Q&A session with panelists 

Mr Rawit Hanutsaha; CEO, Srichand 

United Dispensary 

Ms Amornrat Lertputtikul; Co-founder, 

BrushToo 
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Ms Audrey Ferriol; Co-Curator, Things 

That Matter 

Moderator: Mr Chalermpol Tuchinda; Di-

rector, Software Park Thailand, NSTDA 

14:45 - 15:00 Coffee Break 

15.00 - 16:30 

Panel Discussion II 

The open secrets about online payment 

and logistics 

Q&A session with panelists 

Ms Phensiri Sathianvongnusar; Thailand 

CEO, aCommerce 

Mr Sittisak Wongsomnuk; CEO and Co-

founder, Giztix and President, Thailand 

E-Logistic Association 

Moderator: Dr Adrian Vanzyl, M.D.; 

Head of Google Marketing Solutions, 

Google Thailand  

Tuesday, June 5th 2018 

Time Description Speakers 

8:00 – 8:40 Registration N/A 

8:40 – 9:00 Networking N/A 
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Network with leading policymakers and 

entrepreneurs from across the APEC 

economies 

9:00 - 10:30 

Panel Discussion III 

Enabling policy environments for 

MSMEs 

Q&A session with panelists 

Dr Chamnan Ngammaneeudom; Lecturer 

and Assistant Project Director, ASEAN 

SME Service Center 

Mr Mario Masaya; Senior Manager, 

ASEAN and SME, US-ASEAN Busi-

ness Council 

Dr Deborah Elms; Founder and Execu-

tive Director, Asian Trade Center 

Moderator: Mr Charles Blocker; 

Founder and CEO of IC Partners 

10:30 - 10:45 Coffee Break 

10:45 - 12:00 Participant Break-out Discussions Moderated by Kenan Institute Asia 

12:00 - 12.15 
Closing Remarks 

Closing remarks and next steps 

Mr Wittawat Lamsam; Director of Inter-

national Cooperation Department,  Office 

of Small and Medium Enterprises Pro-

motion, Thailand 

12.15 - 13.15 Lunch 
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13:15  - 14:00 Travel to location of site visit 

14:00 - 16.30 

E-commerce in Action 

A visit to a leading e-commerce com-

pany 

Location: JD Central 

JD representatives 

16:30 - 17.30 Return to the hotel 
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Participant List - APEC Delegations 
 

 

S/N Economy Title Name Position Organization Email 
Gen-

der 

1 
Chile Mr Julio Pertuze Advisor to the Minister Ministry of Economy of 

Chile 

jpertuze@economia.cl 

 Male 

2 
Chile Ms Eloisa Silva Lavín 

Cofounder & Opportu-

nities Connector MercadoBirus.com Eloisa@mercadobirus.com 
Female 

3 
China Mr Yuzhen Hao 

Deputy General  

Manager 

Beijing DuoLaiDian In-

formation Technology Co, 

Ltd 

Haoyza2005@hotmail.com 
Male 

4 
Malaysia Mr 

Charles Wee Swan 

Yun 
Marketing Manager 

PBH Music Art Sound 

And Lighting  

charles@pbhmusic.com.my 

 Male 

5 
Malaysia Mr 

Fuad Ariff Abdul Ra-

shid 
Principal Impact Media Lab fuadariff@gmail.com 

Male 

6 Malaysia Mr Muhammad Ibrahim State Director SME Corp. Malaysia  muhamad@smecorp.gov.my  
Male 

mailto:jpertuze@economia.cl
mailto:jpertuze@economia.cl
mailto:Eloisa@mercadobirus.com
mailto:Haoyza2005@hotmail.com
mailto:charles@pbhmusic.com.my
mailto:charles@pbhmusic.com.my
mailto:fuadariff@gmail.com
mailto:muhamad@smecorp.gov.my
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S/N Economy Title Name Position Organization Email 
Gen-

der 

7 
Mexico Ms 

Gloria  Rocio Vazquez  

Perez 
Deputy Director 

National Institute For The 

Entrepreneurs/ Mexican 

Ministry Of Economy 

gloria.vazquez@in-

adem.gob.mx 

 
Female 

8 
Mexico Mr 

Mauricio  Alberto 

Lopez  Rodriguez 
CEO 

Medios Alterados Com-

pany/ Vivooh S.A. de CV 

mauricio@mediosaltera-

dos.mx Male 

9 

Papua New 

Guinea 
Ms 

Guipe Sineyahlle 

Kaupa 
Managing Director Dasor Development Solu-

tions Limited 
guipekaupa1@gmail.com  

Female 

10 

Papua New 

Guinea 
Ms Maria Kalap Web Coordinator SME Corporation  mkalap@smecorp.gov.pg  

Female 

11 
Philippines Mr  

Joseph Arnold De 

Guzman 
National President 

Ka Entrep MSE Organiza-

tion of  Philippines 

arbyevents@yahoo.com and  

kaentrep.train-

ing@gmail.com 
Male 

12 
Philippines Ms 

 Marjorie Joyce C. 

Posas 

Trade and Industry  

Development Specialist 

Department of Trade and 

Industry 

MarjorieJoyce-

Posas@dti.gov.ph Female 

13 
Russia Mr Grigorii Krichmara Managing Director 

RussiaRunning 
gkrichmara@gmail.com 

 Male 

mailto:gloria.vazquez@inadem.gob.mx
mailto:gloria.vazquez@inadem.gob.mx
mailto:mauricio@mediosalterados.mx
mailto:mauricio@mediosalterados.mx
mailto:guipekaupa1@gmail.com
mailto:mkalap@smecorp.gov.pg
mailto:gkrichmara@gmail.com
mailto:gkrichmara@gmail.com
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S/N Economy Title Name Position Organization Email 
Gen-

der 

14 
Viet Nam Mr Minh Tú Bùi Official 

Ministry of Planning and 

Investment – Agency for 

Enterprise Development 

Minhtu307@gmail.com or 

tubm@mpi.gov.vn  Male 

 
 

 

Participant List - International participants 
 

S/N Economy Title Name Position Organization Email 
Gen-

der 

1 
Chinese 

Taipei 
Mr Cheng – Ming Yang  Deputy Director 

Small and Medium Enter-

prise Administration, Min-

istry of Economic Affairs 

Chyang2@moea.gov.tw Male 

2 
Chinese 

Taipei 
Dr Kwo-Liang Chen Secretary General 

Small and Medium Enter-

prise Administration, Min-

istry of Economic Affairs 

glchen@moea.gov.tw Male 

3 
Chinese 

Taipei 
Ms Hsin-Yi Tseng Section Chief 

Small and Medium Enter-

prise Administration, Min-

istry of Economic Affairs 

thy@moea.gov.tw Female 

4 
Chinese 

Taipei 
Mr Chun-Han Yang Auditor 

Small and Medium Enter-

prise Administration, Min-

istry of Economic Affairs 

chyang2@moea.gov.tw Male 

mailto:Chyang2@moea.gov.tw
mailto:glchen@moea.gov.tw
mailto:thy@moea.gov.tw
mailto:chyang2@moea.gov.tw
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S/N Economy Title Name Position Organization Email 
Gen-

der 

5 
Chinese 

Taipei 
Mr Jen-Shan Kao Director 

Small and Medium Enter-

prise Administration, Min-

istry of Economic Affairs 

d32115@tier.org.tw Male 

6 
Chinese 

Taipei 
Ms Chen- Si Liu 

Assistant Research 

Fellow 

Small and Medium Enter-

prise Administration, Min-

istry of Economic Affairs 

d32115@tier.org.tw Female 

7 
Chinese 

Taipei 
Mr Wen-Che Hsieh Assistant 

Small and Medium Enter-

prise Administration, Min-

istry of Economic Affairs 

d32115@tier.org.tw Male 

8 Myanmar Ms Prohorsbopha  Phal Trainee British dispensary group Phalbopha568@gmail.com Female 

9 Myanmar Ms Hsu May Maung  Trainee British dispensary group hsumaymaung@gmail.com  Female 

 
 
 

  

mailto:d32115@tier.org.tw
mailto:d32115@tier.org.tw
mailto:d32115@tier.org.tw
mailto:Phalbopha568@gmail.com
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Participant List - Other participants 
 

S/N Economy Title Name Position Organization Email Gender 

1 Thailand Ms 
Alisa Rattanayothi-

nanon 
Managing Director Design For Good Life alissugar11@hotmail.com Female 

2 Thailand Mr 
Anand Ua-

anantathanakul 
Online Marketing Panatas Co g.guanger@hotmail.com Male 

3 Thailand Ms Anuluck Aursak Marketing Manager M Design M.broker14@gmail.com Female 

4 Thailand Mr  
Anupong Leela-

pimitr 
Doctor Smitivej Hospital 

Angd_satan_alive@ya-

hoo.com Male 

5 Thailand Mr 
Anuwat 

Komkrichwarakool 
Managing Director 

Conversant Business Solutions 

Co, Ltd 
anuwat@cbsbangkok.com Male 

6 Thailand Ms Apinya Jornsanoh 
Computer Technical Of-

ficer 

The Office of national Digital 

Economy and Society Com-

mission 

apinya.t@onde.go.th Female 

7 Thailand Ms 
Arunluk Pipawa-

korn 
Sales Manager ID Number interperfect.25@gmail.com Female 

mailto:g.guanger@hotmail.com
mailto:M.broker14@gmail.com
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S/N Economy Title Name Position Organization Email Gender 

8 Thailand Mr 
Bunterng Ongvi-

lawan 
Executive Committee Enterprise Asia 

Bunterng_original@ya-

hoo.com 
Male 

9 Thailand Mr 
Chairoj Yanasetha-

wat 
MD SP World Technology LP ychairoj@gmail.com Male 

10 Thailand Ms 
Chanidabha Yuk-

tadatta 
Second Secretary Ministry of Foreign Affairs  apecdesk@mfa.go.gth Female 

11 Thailand Mr 
Chatree Juta-

maneesopon 
Marketing Manager L K and Son Co, Ltd chatree_ju@yahoo.com Male 

12 Thailand Ms 
Dussaneeya  In-

tanuphat 
Trade Officer 

Department of Trade Negotia-

tions 
dussaneeyai@dtn.go.th Female 

13 Thailand Mr Itthikorn Khumdech  Managing Director Smartpro Management aj.ithikorn@gmail.com Male 

14 Thailand Ms  Jantana Kijkarnwut GM SP World Tech  Female 

15 Thailand  Ms Jariya Inudom 
Executive Secretary Sup-

port 

G-motif Production Co, 

Ltd 

jariya_tip@gmotif.com Female 
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S/N Economy Title Name Position Organization Email Gender 

16 Thailand Ms 
Juangjan Hongpai-

san 
Owner Yong Huad Auto parts Juangjan78@gmail.com Female 

17 Thailand Ms 
Kanyanat Pream-

sang 

Assistant Manager,  

e-Commerce Platform 

Development  

ETDA kanyanat@etda.or.th Female 

18 Thailand  Mr 
Khunphat Phuwit-

kamolkron 
Manager Resin Design Porntawa@gmail.com Male 

19 Thailand Mr 
Kritbodee Ruengru-

jira 
Chief Executive Officer G-motif Production Co,Ltd kritbodee@gmotif.com Male 

20 Thailand Mr Likhit Suwannakorn Partner Nuas Food suwanoss19@gmail.com Male 

21 Thailand Ms 
Lokweetpun Su-

prawan 

Assistant Dean, School of 

Business Administration 
Bangkok University lokweetpun.s@bu.ac.th Female 

22 Thailand Ms 
Manee Manokit-

jarunman 
F&A Controller VR Decor vrdecor@hotmail.com 

Female 

23 Thailand Mr Mieet G CEO MIGA Mitr_g@yahoo.com Male 
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S/N Economy Title Name Position Organization Email Gender 

24 Thailand Ms Nadda  Jeayoaday 
Educator, Professional 

Level 

Office of the Higher Education 

Commission (OHEC) 
ubiohecc17@gmail.com 

Female 

25 Thailand Ms 
Nakrista  Chatnun-

takun 

Manager 
N.T,C.Vovage tour n.t.c.vovage@gmail.com Female 

26 Thailand Ms Nantit Tharinjaroen Staff NanSpa somponall@gmail.com Female 

27 Thailand Ms 
Naraporn Kaewpra-

dit 
Marketing OO3 Beauty Center 

naraporn@003beau-

tycenter.com Female 

28 Thailand Ms 
Nattanicha Ari-

yawinya  
Director  TPN global business  nicha.tpn@gmail.com Female 

29 Thailand Ms 
Nisagorn Pu-

angmaha 
Development Manager Potential and Marketing Co 

nisa-

gorn0814501541@gmail.com Female 

30 Thailand Ms 
Nopwaree vongvo-

rakarn  
General Manager  Herbaas baas.nopwareev@gmail.com Female 

31 Thailand Mr 
Norathep Suwan-

patra 
Business Development SWP norathep@gmail.com Male 
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S/N Economy Title Name Position Organization Email Gender 

32 Thailand Ms 
Nuttree Chang-

samrit 
MD N88 Corporation nutboss@gmail.com Female 

33 Thailand Mr Pakpume Thanachai Manager NYR 9 eiangxa@gmail.com Male 

34 Thailand Mr 
Panopong Saisom-

bat 
Manager  qqqq_ny@yahoo.com Male 

35 Thailand Mr  Patchara kaewnukul MD Travel Tech Start Up patchara1970@yahoo.com Male 

36 Thailand Ms Patcharin  Cloud9pillow migaintertrade@gmail.com Female 

37 Thailand Mr Patthara Kietnisoud  Owner Karnraghee Herbal   Male 

38 Thailand Ms Patra Vadhanavira Public relation Bangkok metropolitan 
Patra_vadhanavira@hot-

mail.com 
Female 

39 Thailand Mr Pattara  Danutra Staff Scholar House pattarad@yahoo.com Male 

40 Thailand Ms 
Pensiri Manomaisu-

pat 
 OSS Trading  Female 

mailto:migaintertrade@gmail.com
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S/N Economy Title Name Position Organization Email Gender 

41 Thailand Mr 
Perapon   Areyarut-

tana 
Manager Kw Solution aaaa_ry@yahoo.com Male 

42 Thailand Ms Phannee Saewong Staff Vista Balloon phanneesaewong@gmail.com Female 

43 Thailand Ms 
Phanwadee  

Kowintasate 

Policy and Strategy Of-

ficer, Office of Policy 

and Strategic Affairs 

ETDA Phanwadee@etda.or.th Female 

44 Thailand Ms 
Phathsinee 

Wathanasaranphong 

Head of Global Business 
British Dispensary Group phathsinee@gmail.com Female 

45 Thailand Mr Piboon Manatpon Owner Good Start Co,Ltd info@goodstart.co.th Male 

46 Thailand Mr Pira Pakjams MD Fronte Co  ltd asiap@outlook.com Male 

47 Thailand Mr 
Piriya Char-

oenkhwan 
Manager 

T.a.m.promotion co,Ltd(logis-

tics) 
piriyach@yahoo.com Male 

48 Thailand Ms 
Pornsiri Jaroen-

chantawit 
Advisor Staphan Company Pornsiriblissj@gmail.com Female 

mailto:info@goodstart.co.th
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S/N Economy Title Name Position Organization Email Gender 

49 Thailand Ms Pornthip Sudkasem Manager sudkasem company sudkasem@hotmail.com Female 

50 Thailand Mr Pracha  Trakarnsilp Managing Director PCTS Co, Ltd pracha@pcts2004.com Male 

51 Thailand Ms Rungtiva Uaareekul Consultant S Nature rungtivarung12@gmail.com Female 

52 Thailand Mr Sayon Deesawas  Staff Vista Balloon  sujantra.dee@gmail.com Male 

53 Thailand Mr Sarat Jaroen Manager Plan Soey@plandscape.com Male 

54 Thailand Ms 
Shatshaya 

Kuwongbundit 

Deputy Department  

Manager 
CP All PLC. Shatshayakuw@cpall.co.th Female 

55 Thailand Ms 
Siriwan Chaisur-

ayakarn 
Lecturer 

Faculty of Management Sci-

ences, Kasetsart University, 

Sriracha Campus 

siriwan.chai@ku.th Female 

56 Thailand Ms Sivilai Ruangdej Manager Wilai maew015@gmail.com Female 

57 Thailand Mr Smith Mahapiyasin Director Landthip Co, Ltd  Mit468888@gmail.com Male 
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S/N Economy Title Name Position Organization Email Gender 

58 Thailand Mr 
Somchai Jirapong-

pitak 
Manager Cypher somjpt@yahoo.com Male 

59 Thailand Mr 
Somchai Kavinpok-

peda 
Manager Pps logistics Somchai_k@3bbmail.com Male 

60 Thailand Ms 
Sompong Yong-

wanij 
Consultant Today 

som-

pong.yong1942@gmail.com 
Female 

61 Thailand Mr Soontaraporn Mano 
Educator,  

Practitioner Level 

Office of the Higher Education 

Commission (OHEC) 
ubiohecc17@gmail.com Male 

62 
Thailand Mr Sornprapat  Di-

thiswatvate 
General Manager SASENBON CO,LTD sasenbon@hotmail.com Male 

63 Thailand Mr 
Srinkan Ruamwijit-

phong 
Deputy General Manager Sangthai Fishsauce Factory srinkan18@yahoo.co.th Male 

64 Thailand Mrs. Sujuntra Deesawas Staff V.Stra balloon sujantra.dee@gmail.com Female 

65 Thailand Ms Sukanjana Karaketu  Marketing Director  Thai Smart Property 
Katie.hous-

ingthai@gmail.com 
Female 
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S/N Economy Title Name Position Organization Email Gender 

66 Thailand Mr Sunhanut Jenjesda Project Analysis  Ministry of Foreign Affairs apecdesk@mfa.go.th Male 

67 Thailand Mr Supachai Kijcharien R&D Products Hoanngoc Thailand sarakata68@gmail.com Male 

68 Thailand Mr 
Supachai Rattanap-

ongsanon 
Marketing Director 

Worldwide Procurement Tech-

nology Co,Ltd 
kowinpolyplus@gmail.com Male 

69 Thailand Ms Supasiri Pongsab Marketing 
Wuttisak Aesthetic Care 

Co,Ltd 
supasiri@wuttisakac.com Female 

70 Thailand Mr Supat Luangthada Manager SP Management supat.lua@gmail.com Male 

71 Thailand Mr Suriyan Suntong CTO FriendsFirst Ltd  Susuriyan@gmail.com Male 

72 Thailand Mr Sutee  Naothaworn 
Marketing & Sales Man-

ager 

O.S.S. TRADING & SER-

VICE LTD,PART. 

sutee.naotha-

worn@gmail.com 
Male 

73 Thailand Ms Suthina Krutmechai Partner Nuas Food  suthina1626@gmail.com Female 

74 Thailand Mr Tanachot Ua  Panatas Lunhong2539@hotmail.com Male 
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S/N Economy Title Name Position Organization Email Gender 

75 Thailand Mr 
Thanabavorn Rat-

tanasopon 
Assistant GM USS Supply  Male 

76 Thailand Mr 
Thani Ratanaprida-

kul 
Operation & IT Director Spacetime Co, Ltd Thanir@spacetime.co.th Male 

77 Thailand Ms 
Thitaree 

Atipothiphong 
Founder pure skin minerals pureskinminerals@gmail.com Female 

78 Thailand Ms Umporn Saelek   Manager Today umporn249360@gmail.com Female 

79 Thailand Ms 
Uraiwan Puapai-

boon 
Managing Director U Healthcare Center upuapaib@hotmail.com Female 

80 Thailand Ms Usa Wuttisilp Business Owner The Health Food Products uwuttisilp2016@gmail.com Female 

81 Thailand Ms 
Vcharapan Chanta-

gul 
Founder and Researcher Red Agency paeng.redagency@gmail.com Male 

82 Thailand Mr 
Veera Ratchatava-

rotai 
Managing Director VR Decor khunveera@yahoo.com Male 
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S/N Economy Title Name Position Organization Email Gender 

83 Thailand Mr 
Vorapat Chavanani-

kul 
Managing Director Singha Ventures Vorapat_c@boonrawd.co.th Male 

84 Thailand Ms 
Wanwimol Pipawa-

korn 
Consultant ID number 

wanwimol249735@gmail.co

m 
Female 

85 Thailand Mr Wasin Ngamsan  Managing Director Agrisiness thaiagribusiness@gmail.com Male 

86 Thailand Mr Wiwat Pokasup Manager Wiwat Trading vpvp_8@hotmail.com Male 

87 Thailand Mr 

Wichai 

Saengcharoenthav-

orn 

General Manager Sangthai Fiahsauce Factory bowpun9@gmail.com Male 

88 Thailand Ms Wipada Thongkong  Trade Officer Ministry of Commerce  wth.wipada@gmail.com Female 

89 Thailand Ms 
Wipha Leethakul-

numchai  
Vice Chairman 

Institute of Internal Auditors 

of Thailand 
wiphalee@gmail.com Female 

90 Thailand Ms 
Wiwadjanee Sood-

ket 

Online Complain  

Center Manager 
ETDA Wiwadjanee@etda.or.th Female 
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S/N Economy Title Name Position Organization Email Gender 

91 Thailand Ms 
Yuwadee 

Kaewsathorn 
Owner Yoodee Smart Farm kaewsathorn90@gmail.com Female 
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Participant List- Kenan and OSMEP  
 
 

S/N Economy Title Name Position Organization Email Gender 

1 Australia Mr Alexander Duke Senior Manager Kenan Institute Asia alexanderd@kenan-asia.org Male 

2 Thailand Dr Wimonkan Kosumas 
Deputy Director 

General 

Office of the Small and 

Medium Enterprises 

Promotion (OSMEP) 

wimonkan@sme.go.th 

 
Female 

3 Thailand Mr Wittawat Lamsam 

Director of Interna-

tional Cooperation 

Department 

Office of the Small and 

Medium Enterprises 

Promotion (OSMEP) 

wittawat@sme.go.th Male 

4 Thailand Ms Kotchaporn Sirichaisakul 
Chief of Multilateral 

Cooperation  

Office of the Small and 

Medium Enterprises 

Promotion (OSMEP) 

kotchaporn@sme.go.th Female 

5 Thailand Ms Vipavee Boonsongprasert 
Chief of Interna-

tional Projects  

Office of the Small and 

Medium Enterprises 

Promotion (OSMEP) 

vipavee@sme.go.th  Female 

6 Thailand Ms Attanisa Changchaitum 
Chief of ASEAN 

Cooperation 

Office of the Small and 

Medium Enterprises 

Promotion (OSMEP) 

attanisa@sme.go.th 

 
Female 

7 Thailand Ms Nipawis Ritthironk 
SME Policy Analyst 

6 

Office of the Small and 

Medium Enterprises 

Promotion (OSMEP) 

nipawis@sme.go.th  Female 

8 
Thailand 

Mr Chai Morasillapin 

SME Officer  Office of the Small and 

Medium Enterprises 

Promotion (OSMEP) 

chai@sme.go.th  Male 

9 
Thailand Mr  

Prasertsak Keawsasan 

SME Officer  Office of the Small and 

Medium Enterprises 

Promotion (OSMEP) 

prasertsak@sme.go.th  
Male 

mailto:alexanderd@kenan-asia.org
mailto:wimonkan@sme.go.th
mailto:wittawat@sme.go.th
mailto:kotchaporn@sme.go.th
mailto:vipavee@sme.go.th
mailto:attanisa@sme.go.th
mailto:nipawis@sme.go.th
mailto:chai@sme.go.th
mailto:prasertsak@sme.go.th
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S/N Economy Title Name Position Organization Email Gender 

10 
Thailand Ms 

Kornrawan Sukchan SME Officer  

Office of the Small and 

Medium Enterprises 

Promotion (OSMEP) 

kornrawan@sme.go.th 

 

Female 

11 Thailand Ms Natthamone Poomichai Specialist 

Office of the Small and 

Medium Enterprises 

Promotion (OSMEP) 

nattamone@sme.go.th  Female 

12 Thailand Mrs Amornsuda Khamsawat SME Officer  

Office of the Small and 

Medium Enterprises 

Promotion (OSMEP) 

amornsuda@sme.go.th 

 
Female 

13 Thailand Mr Puttipong Sirisatapornsup SME Officer 

Office of the Small and 

Medium Enterprises 

Promotion (OSMEP) 

puttipong@sme.go.th  Male 

14 Thailand Mr Akkarabhong Srisupandit 
Deputy Director 

General 

Office of the Small and 

Medium Enterprises 

Promotion (OSMEP) 

akkarabhong@sme.go.th  Male 

15 Thailand Mr Sarit Sanguanwongse Manager Kenan Institute Asia sarits@kenan-asia.org Male 

16 Thailand Ms Sakolsri Satityathiwat Consultant Kenan Institute Asia sakolsris@kenan-asia.org Female 

17 Thailand Mr Natchapol Praditpetchara Assistant Consultant Kenan Institute Asia natchapolp@kenan-asia.org Male 

18 Thailand Ms Pranadda Ratanatraimas Assistant Consultant Kenan Institute Asia pranaddar@kenan-asia.org Female 

19 Thailand Mr Chalit Phankow IT&IS Coordinator Kenan Institute Asia chalitp@kenan-asia.org Male 

mailto:kornrawan@sme.go.th
mailto:nattamone@sme.go.th
mailto:amornsuda@sme.go.th
mailto:puttipong@sme.go.th
mailto:akkarabhong@sme.go.th
mailto:sarits@kenan-asia.org
mailto:sakolsris@kenan-asia.org
mailto:natchapolp@kenan-asia.org
mailto:pranaddar@kenan-asia.org
mailto:chalitp@kenan-asia.org
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S/N Economy Title Name Position Organization Email Gender 

20 Thailand Ms 
Nattawadee 

Kulkeereerattana 
Assistant Consultant Kenan Institute Asia nattawadeek@kenan-asia.org Female 

21 Thailand Ms 
Pannarat Yuttha-

wareechai 
Assistant Consultant Kenan Institute Asia pannaraty@kenan-asia.org Female 

22 Thailand Ms Prapasiri Suttisorn Assistant Consultant Kenan Institute Asia prapasiris@kenan-asia.org Female 

23 Thailand Ms Suvipha Chaladkid Consultant Kenan Institute Asia suviphac@kenan-asia.org Female 

24 Thailand Ms 
Haritsadee Jantharasek-

hajorn 
Senior Consultant Kenan Institute Asia haritsadeej@kenan-asia.org Female 

25 USA Mr Alex Coclanis Assistant Consultant Kenan Institute Asia alexc@kenan-asia.org Male 

26 USA Mr Victor Brown Intern Kenan Institute Asia 
victor_brown@kenan-flag-

ler.unc.edu 
Male 

27 USA Ms  Emily Arnold Intern Kenan Institute Asia 
Emily_Arnold@kenan-flag-

ler.unc.edu 
Female 

28 USA Mr Jack Noble Intern Kenan Institute Asia 
Jack_Noble@kenan-flag-

ler.unc.edu 
Male 

 

 

 

mailto:nattawadeek@kenan-asia.org
mailto:pannaraty@kenan-asia.org
mailto:prapasiris@kenan-asia.org
mailto:suviphac@kenan-asia.org
mailto:haritsadeej@kenan-asia.org
mailto:alexc@kenan-asia.org
mailto:victor_brown@kenan-flagler.unc.edu
mailto:victor_brown@kenan-flagler.unc.edu
mailto:Emily_Arnold@kenan-flagler.unc.edu
mailto:Emily_Arnold@kenan-flagler.unc.edu
mailto:Jack_Noble@kenan-flagler.unc.edu
mailto:Jack_Noble@kenan-flagler.unc.edu
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Speakers List  
 

 

S/N Economy Title Name Position Organization Email Gender 

1 Indonesia Mr Mario Masaya Senior Manager 

SME Initiative, ASEAN, ICT 

, US-ASEAN Business Coun-

cil 

mmasaya@usasean.org Male 

2 Philippines Ms Audrey Mae Ferriol Co-curator  Rags2Riches, Inc. audrey.ferriol@rags2riches.ph Female 

3 Singapore Ms Deborah Elms Executive Director Asian Trade Center elms@asiantradecentre.org Female 

4 Singapore Dr Peter Lovelock  Director  
Technology Research Project 

Corporate (TRPC) 
peter@trpc.biz Male 

5 Thailand Mr Rawit Hanutsaha CEO 
Srichand United Dispensary 

Co, Ltd 
 rawit@srichand.co.th Male 

6 Thailand Ms Phensiri Sathianvongnusar CEO Acommerce phensiri@acommerce.asia  Female 

7 Thailand Dr Chamnan Ngammaneeudom 
Lecturer, Assistant 

Project Director 
ASEAN SME Service Center bobchamnan@gmail.com Male 

8 Thailand Mr Chalermpol Tuchinda Director  NSTDA chalermpol@nstda.or.th Male 
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S/N Economy Title Name Position Organization Email Gender 

9 Thailand Mr Charles Blocker Founder and CEO IC Partners cblocker@invision-capital.com Male 

10 Thailand Dr Pichet Durongkaveroj Minister 
Ministry of Digital Economy 

and Society 
ruj.s@mdes.go.th Male 

11 Thailand Mr Sittisak Wongsomnuk CEO and Co-Founder  
Giztix and President of Thai-

land E-Logistic Association  
sittisak@giztix.com Male 

12 Thailand Mr Chaichana Mitrpant 
Deputy Executive Di-

rector 

Electronic Transactions De-

velopment Agency (ETDA) 
chaichana@etda.or.th Male 

13 Thailand Mr Pawoot Pongwitayapanu Founder  Tarad.com wilaiporn@tarad.com Male 

14 Thailand Ms  Amornrat Lertputtikul Co-Founder  BrushToo Amora.lertputtikul@gmail.com Female 
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Dr Adrian Vanzyl  

  

Economy Head for GMS Thailand 

Google Asia Pacific 

 

Dr Adrian Vanzyl joined Google Asia Pacific in 2017 as Economy Head for GMS Thailand.  Prior 

to Google he spent six years in Bangkok as CEO and cofounder of Ardent Capital, a Venture 

Capital firm which built or invested in 17 companies across 7 economies (including aCommerce, 

SnapCart, Salestock and Orami).  He is a veteran CEO and early stage investor in the Internet 

space, having started his career just prior to the first Dot-Com cycle, and working across three 

continents including 12 years in Silicon Valley/San Francisco.  Companies he co-founded or was 

a board member/member of the exec management team of have listed on multiple exchanges, 

including Nasdaq, ASX (Australia) and NZX (New Zealand).  His key current area of expertise 

is online marketing, and operational ecommerce (B2C and B2B, including scaling, regional ex-

pansion, and fund raising). 
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Amornrat Lertputtikul  

 

Co-founder  

BrushToo 

 

Amornrat Lertputtikul went to MBA Duke University and while she was learning all she could at 

the top training ground for top consulting firm in the States, she has stubbornly passion for being 

an entrepreneur.  Two years on the line, her passion has blossomed and founded BrushToo.   Her 

success is not defined merely by the bottom line but also constantly exceeding customer expecta-

tion.  She thinks that by being truthful to customers the brand will have a more sustainable growth.  

Given face pace and fierce competition of beauty industry and digital ecosystem, she learns to 

illiterate a business strategy and executes as quickly as consumer behavior changes.  BrushToo 

reaches customers virtually to observe change, find insight, seek inspiration and, therefore deliver 

products based on customer demands.  Now, BrushToo is available both online 24/7 and at stores 

nationwide.  

Thai cosmetics industry. When makeup is dominated by foreign and counter brands in department 

stores, the brands keep price artificially high while reaping huge profits from consumers who 

have no other options. REBEL is what we do! BrushToo was born under the promise to deliver 

great products at an accessible price. We simply rejected to pay a high price for same quality of 

products.  Create your own beauty RITUAL. We, female, live and breathe with beauty. The 

makeup time that we spend in front of mirror every morning is for her very own-self. We call it 

sacred beauty ritual!! Our mission is to enable every female to enjoy her beauty ritual and become 

her very own makeup artist.  We, first, launched BrushToo (applicator) and then ShadeToo (cos-

metics).... Together, have fun and explore! We DELIVER.  Our fan is our hero.  You inspire us 

every day.  BrushToo has been successful because of you all.  Your voice means a lot to us.  We 

promise that what you want is what we deliver. It started from a talk between TWO female found-

ers THROUGH passion TO you. #Thankyoubrushtoo 
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Audrey Ferriol 

 

Co-Curator 

Things That Matter 

 

Audrey Ferriol is the Co-Curator of Things That Matter and as well as the Digital Store and 

Stories Associate of its flagship brand, Rags2Riches, Inc. (R2R). 

R2R is a fashion and design house empowering community artisans. R2R partners with local 

artisans across Philippines to create eo-ethical fashion and home accessories out of upcycled, 

overstock cloth and indigenous fabrics.  R2R has been recognized by international media such 

as TIME Magazine, Forbes, The Guardian, and Vogue. It has also won several awards from 

Rolex Awards for Enterprise, Eileen Fisher Women in Business Awardee, and World Economic 

Forum. Things That Matter, an initiative by R2R, is an online marketplace that creates positive 

impact and inspires an intentional lifestyle. But it is more than just a one-stop shop for all beau-

tiful and meaningful products. It is also a community of advocates who are creating a better 

world, one intentional decision at a time. 
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Chalermpol Tuchinda (Charles)   

 

Director 

Software Park Thailand 

 

Chalermpol has experienced in management for over 28 years in private and government sec-

tors. He is the Director of Software Park Thailand fostering innovation creation for new busi-

nesses and tech startups; human capability development for software/information professional; 

the use of Digital technology in SMEs. He previously worked as the Director Technopreneur 

Development and Services at the National Science and Technology Development Agency 

(NSTDA). He also worked at Thomson Reuters in numeral roles ranging from Technical Man-

ager for Indochina and Myanmar, Development Operations manager, Technical Directors, and 

the Head of Transaction Platforms group Asia. He took a major role in establishing and expand-

ing Reuters Software (Thailand) Ltd operations in Thailand from 18 people to more than 1,500 

people during 2001-2008. He was an Executive Director at Bisnews (Public) Company limited 

while later the company was M&A by Reuters Inc. He also formed and exited a number of IT 

businesses startups since 1989.  

Chalermpol obtain MBA degree in Decision Support System; BS in MIS from Southern New 

Hampshire University; A.S. in Digital Electronic Engineering. He is active in several leading 

associations and Forum such as Chairperson of IT Committee at Thailand Management Asso-

ciation; Committee member of Digital Economy Committee at Thailand International Chamber 

of Commerce (Thailand ICC); and a committee of the Thai Business Incubation and Science 

Park Association (ThaiBISPA), for example.  
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Dr Chamnan Ngammaneeudom  

  

Lecturer, Assistant Project Director  

ASEAN SME Service Center  

 

Dr Chamnan Ngammaneeudom has been involved with micro, small, and medium enterprises 

(MSMEs) in Thailand and ASEAN Member States (AMSs) for many years, especially in promot-

ing equitable development and inclusive growth among MSMEs through favorable government 

policy and MSMEs promotion mechanism.  He is currently a chair of global business program, 

Graduated School of Commerce, Burapha University.  His work experiences included advisory 

positions to National Reform Council and Standing Committee on Commerce and Intellectual 

Property in Royal Parliament of Thailand, as well as various policy-level MSME studies includ-

ing strategy to promote SMEs in accordance to firms’ size, macro-level promotion of high-growth 

SMEs, strategic promotion of SMEs networking and public dialogue strategy, improving regula-

tion for national MSME statistical reporting system, the study on the Establishment of ASEAN 

SME Advisory Board in Thailand, etc.  He also actively involves in creating and promoting 

ASEAN MSMEs’ access to service information with the creation of integrated online ASEAN 

SME service center (www.ASEANSME.org); the One-Stop Web Portal to link service providers 

and experts to support MSMEs’ business needs in AMSs. The ASEANSME.org is a part of 

ASEAN Coordinating Committee on Micro, Small and Medium Enterprises (ACCMSME)’s ini-

tiative and a collective responsibility of 10 ASEAN SME agencies from all AMSs.   

 

http://www.aseansme.org/
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Charles Blocker  

  

CEO 

IC Partners Limited  

 

A leader with broad based knowledge of on-line start-ups, real estate development and project 

finance in Asia, Mr Blocker brings more than two decades of experience in capital raising, cor-

porate finance and commercial real estate to IC Partners Limited. Established in January 2011, 

and based in Bangkok, Thailand, IC Partners serves as a financial advisor and investor for a num-

ber of on-line startups as well serves as an investment and asset manager for a number of hospi-

tality related investment joint venture investments and family offices in Southeast Asia. IC Part-

ners works with various capital partners, venture capital funds, family offices and numerous in-

ternational hotel operators and advises investors on development planning, capital raising, deal 

structuring and contractual matters in the hospitality and residential segments.   

He is also an Executive Director of AJT Holdings Pte. Ltd which owns the Wellity and DrMap 

brands and is a wellness management platform for hospitality, senior living and standalone med-

ical/wellness clinics in ASEAN.  His previous engagements include appointment as Chief Devel-

opment Officer in 2007 for InVision Hospitality Co, Ltd and Senior Vice President and Director 

of Corporate Finance for Gannon International Ltd and Managing Director of Gannon Realty 

(Thailand) from 1999-2007 overseeing the company's real estate and industrial development pro-

jects in both Thailand and Viet Nam.  Mr Blocker earned an MBA at the Kenan-Flagler Business 

School, University of North Carolina-Chapel Hill, with honors. He currently serves as a Trustee 

of The Kenan Institute Asia. Mr Blocker served as a Governor and Vice President of the American 

Chamber of Commerce in Thailand from 2004 to 2007 and is currently Chairman of AMCHAM’s 

Travel & Tourism Committee. 
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Dr Deborah Elms 

 

Founder and Executive Director  

Asian Trade Centre (ATC)  

 

Dr Deborah Elms is Founder and Executive Director of the Asian Trade Centre (ATC) in Sin-

gapore. The Asian Trade Centre works with governments and companies to design better trade 

policies for the region. Dr Elms sits on the international Technical Advisory Committee of the 

Global Trade Professionals Alliance and is Chair of the Working Group on Trade Policy and 

Law. She is also a senior fellow in the Singapore Ministry of Trade and Industry’s Trade Acad-

emy. Previously, she was head of the Temasek Foundation Centre for Trade & Negotiations 

(TFCTN) and senior fellow of international political economy at the S. Rajaratnam School of 

International Studies at Nanyang Technological University, Singapore.  

 

Her project includes interests the Trans-Pacific Partnership (TPP), Regional Comprehensive 

Economic Partnership (RCEP), ASEAN Economic Community (AEC) negotiations and global 

value chains. She has provided consulting on a range of trade issues to governments including 

the United Arab Emirates, Sri Lanka, Cambodia, Chinese Taipei, and Singapore.  

 

Dr Elms received a PhD in political science from the University of Washington, a MA in inter-

national relations from the University of Southern California, and bachelor’s degrees from Bos-

ton University. Dr Elms publishes the Talking Trade Blog. 

 

https://www.google.com/url?sa=i&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwjTkvnxxKrbAhXCfn0KHdN9BDAQjRx6BAgBEAU&url=https://rutgers.edu.sg/k_member/dr-deborah-elms/&psig=AOvVaw1oabDsWZt75UaO22VngHwE&ust=1527670130960336


38 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

Mario Masaya 

 

Senior Manager  

ASEAN Multilateral, SME Initiative, and ICT Sector  

US-ASEAN Business Council 

 

Mario Masaya joined the US-ASEAN Business Council in 2014 and currently leads the Council’s 

SMEs initiative program and the Council’s ASEAN Committee, in addition to supporting the ICT 

and Indonesia portfolios. He leads the Council’s engagement with the ASEAN Economic Minis-

ters, ASEAN Telecommunication Ministers, the ASEAN Secretariat, and support the engagement 

in Indonesia. 

Prior to joining the Council, Mario worked for the ASEAN Secretariat, as a lecturer at the Para-

hyangan University, and in a local political consultancy company. He earned his master degree 

from S. Rajaratnam School of International Studies (RSIS) in Singapore and bachelor degree from 

Parahyangan University in Bandung. Mario spent one year in Beijing learning Mandarin and Chi-

nese culture at Beijing Language and Culture University.  
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Pawoot Pongvitayapanu 

  

CEO and Founder 

TARAD.com  

 

Mr Pawoot Pongvitayapanu (Pom), an online entrepreneur, E-Commerce and Online media busi-

ness leader, He graduated from 2 master degree in Internet & E-Commerce at ABAC University 

and Executive MBA from SASIN Business School with Kellogg School of Management USA. 

He has accumulated his professional experience since 1998 and delivers consulting and lecturing 

services to public, private, government organizations and institutions all over the economy and 

oversea. 

Prior to holding CEO and Founder at TARAD.com Co, Ltd which includes ThaiSecondhand.com 

and TARAD.com the Biggest E-Commerce Service in Thailand. TARAD.com join with Rakuten 

Group No.1 E-Commerce Site in Japan by Year 2009 and buy back from Rakuten in March 

2016. He founded efrastructure group in year 2013. In this group company consist of many busi-

nesses that he founded with more than 350 people in the group. 

- Pay Solutions: Omni Payments Services (Online - Offline) Gateway and Pay Social 

http://pay.sn) social media payment 

- Winter Egency: Full Digital agency service, creative, media, production and social media 

management  

- THOTH ZOCIAL: Social Media Big Data Analytic service, monitoring, research. 

He also invested in new tech startup more than 10 companies such as Builk.com, Shippop.com, 

MagicBox Asia, Creden.co, Tixget.com, ZortOut.com, SiamOutlet.com, Thaiware.com, 

Skootar.com, CloudCommerce.co He is also President of Thai E-Commerce Association, Con-

sultant for Thai Webmaster Association. And also founded Thai E-Payment Association and Thai 

E-Logistic Club (Association). 3 Pillars of E-Commerce for Thailand. Including committee of 

Thai Fintech Association. He is columnist in Bangkok Biz Newspaper Top Business newspaper 

in Thailand, including Radio  

Host FM96.5 Think Radio Top Business Radio in Thailand. 

 

Many people call him as "Thailand Internet Icon & Pioneer" 
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Dr Peter Lovelock 

 

Director and Co-founder  

Technology Research Project Corporate (TRPC)  

 

Peter Lovelock is Director and Co-founder of TRPC Pte Ltd, an IT and telecommunication-

based think-tank with offices in Singapore, Hong Kong and China. He brings more than 25 

years of experience in telecoms, technology and media to these undertakings, including regula-

tory assessments, implementation and execution projects, and due diligence and market entry 

strategic guidance projects throughout Asia. In recent years, Peter has provided advice to Mi-

crosoft, AWS, and Google, on cloud computing, eBay, Visa and PayPal on digital commerce 

and payments, to ASEAN on its ICT Masterplan, APEC on its Internet Economy plan and prin-

ciples, and the US Government on its regional digital economy strategies, worked with compa-

nies such as BTPN Bank in Indonesia and Axiata regionally to establish new digital businesses; 

provided regulatory and broadband advice to the governments of India, Malaysia, Singapore, 

Japan, Mongolia, and Kazakhstan; worked on regional restructuring projects, as well as author-

ing reports on global data networks and bandwidth developments, spectrum allocation, broad-

band wireless access technologies and market growth, social media and multimedia strategies, 

mobile payments, authentication and e-Identity, and convergence policies in Japan, Singapore, 

China and Australia, among others.  

 

https://www.google.com/url?sa=i&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwiyhbLkwqrbAhXQfisKHeKBCr0QjRx6BAgBEAU&url=http://www.iicom.org/about-the-iic/item/peter-lovelock&psig=AOvVaw1zpa96IHillm2twRWlh6Na&ust=1527669573225340
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Phensiri Sathianvongnusar  

 

CEO 

aCommerce Thailand  

 

Phensiri is Chief Executive Officer of aCommerce Thailand. Prior to her CEO role, Phensiri 

held leadership roles of Chief Operating Officer and Co-Chief Executive Officer for two years. 

Before joining aCommerce, Phensiri worked as Vice President of Operations at Zalora (Thai-

land), part of Rocket Internet GMBH, one of the world’s leading internet incubators. Earlier in 

her career, Phensiri worked in marketing for Mitsui Sumitomo Insurance Group (MSIG) and 

Kozo Development & Design, a Japanese company specializing in property and project devel-

opment. 

A graduate of Ritsumeikan University in Japan with a degree in Business and a Masters in 

Management from Chulalongkorn University, Phensiri was integral in helping start Zalora in 

2011 and built it to a 200 plus person business in less than a year.  

aCommerce is a regional ecommerce enabler and e-distributor, delivering localized retail, dis-

tribution, and marketing solutions for over 260 brand clients such as Samsung, Unilever, Nestlé, 

L’Oreal, Philips and Mars. Founded in May 2013, aCommerce has over 1,400 staff and offices 

and fulfillment centers in Singapore, Indonesia, Thailand, Malaysia, and Philippines. The com-

pany provides end-to-end ecommerce technologies and solutions including performance mar-

keting, channel management, webstore design and operations, content production, order fulfill-

ment and warehousing, delivery and logistics and localized customer care. For more infor-

mation, please visit www.acommerce.asia. 
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Pichet Durongkaveroj  

 

 

Minister of Digital Economy and Society 

Thailand 

_________________________________________________________________ 

 

Dr Durongkaveroj received his Bachelor’s degree in Electrical Engineering, University of New 

South Wales, Sydney; MEng.Sc. in Applied Solar Energy, Trinity University, Texas; Ph.D. in 

Public Policy and Management, Wharton School, University of Pennsylvania. 

Dr Pichet Durongkaveroj has assumed his position as Minister of Digital Economy and Society 

since December 2016. Prior to that he held the Minister of Science and Technology portfolio for 

over two years during which many progressive changes have been widely implemented. An out-

standing career in the field of public policy, he has contributed to his economy the design, formu-

lation, and implementation of major national policies including science & technology, innovation, 

ICT, e-commerce, and education. His contributions have also been extended to international col-

laboration notably to ASEAN, APEC, UNCTAD, OECD, WHO, ITU etc., as well as establishing 

effective scientific diplomacy to bilateral, multilateral relations, and inter-agency collaborations. 

Prior to his appointments to both ministerial portfolios, he founded and headed many important 

organizations including Secretary General of the National Science Technology and Innovation 

Policy Office, Executive Director of the Knowledge Network Institute of Thailand, Director of 

Electronic Commerce Resource Center, Chairman of the e-ASEAN working group, Director of 

the National Information Technology Committee Secretariat Office. 

His policy track records have sustained long-term impacts to national and international develop-

ment. A policy architect who understands the roles of integration and partnerships domestically 

and internationally, Dr Durongkaveroj has been instrumental in establishing many policy plat-

forms such as university-industry linkages, ASEAN integration, community water management, 

and most recently championing tech startup campaign. He is currently concentrating on digital 

development and digital for development covering broadband infrastructure, national digital park 

development, digital community covering e-commerce, e-health, e-government, and human re-

source capacity development. 

_____________________________________________________________________________ 
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Rawit Hanutsaha  

 

CEO 

Srichand United Dispensary 

______________________________________________________________________________ 

Nowadays, at the age of 38, Rawit is a CEO of Srichand United Dispensary Co,Ltd, and Managing 

Director of  H2O Co, Ltd and Sasi Lab Co, Ltd Moreover, he also takes a position of Industry 

Advisory Board of Stamford International University. Through his management Srichand United 

Dispensary Co, Ltd won many Thai SME awards such as, SME Thailand Innovation Award, Marie 

Claire Best Beauty 2015, Cleo Beauty Hall of Fame, Watson WHE award 2016, 2017 and 2018 

and etc. Rawit graduated from Chulalongkorn university with the bachelor degree of electrical 

engineering. After that, he decided to further his study abroad by going for an MBA at Vanderbilt 

university in the United State of America. Then, he came back to Thailand and worked in the 

financial industry for years. He fell in love with the financial sector and worked with some of the 

world’s leading bank companies such as, HSBC and Citibank. 

However, the day that he has to take over his family business came. When Rawit stepped in, there 

was not a single computer in his company. He realized, it’s time to bring about change to Srichand 

company. Now, Srichand has changed dramatically over the years. Not only does Rawit managed 

to modernize his company with computers, but also let his employees using SAP as a system of 

operation. He’s rebranding Srichand entirely, from an old-fashioned brand, Srichand is now so-

phisticated like never before. As a result of this, Srichand distribution channels expands rapidly 

both domestically and internationally, and the sales has skyrocketed. Rawit has a big goal of taking 

his company to another level. He’s determined to prepare Srichand for an initial public offering by 

2020. Over a decade of managing Srichand, Rawit faces countless of obstacles and difficulties, 

and gains a lot of valuable experiences. He sees that, there is no better way to share those business 

creativities, experiences and marketing than to write a book. Because of this, Rawit became an 

author for the very first time when his ‘Marketing Everything!’ book was published. Then, his 

second book called, ‘Mission to the Moon’ (คิดจะไปดวงจันทร์ อย่าหยุดที่ปากซอย) was followed. Both of his 

books were ranked as a best seller in the business book category in 2014. Later on, he decided to 

release his third and fourth book, namely ‘The Monkey’s Playbook: Advantages of Using Your 

Tail’ (มาร์ เก้ตติ้ งลิ งกลับหั ว ) and ‘A Thinker’s Guide to Conquering the Ocean’ (‘อย่าปล่อยให้ใครฆ่าวาฬของ

คุณ).  Rawit devoted his time and his heart the most when publishing his fourth book with WeLearn 

publishing.  Moreover, Rawit is a guest speaker about SME branding, business inspiration for 

many public and private organizations. He’s also sharing his fun thought, business experiences 

and connecting with more than 200,000 people of his  fans through a Facebook page (www.face-

book.com/marketingeverything).  His page is just honorably rewarded Blog of the year from Thai-

land Best Blog award 2017. 

______________________________________________________________________________ 

http://www.facebook.com/marketingeverything)
http://www.facebook.com/marketingeverything)
https://www.google.com/url?sa=i&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwiTl6mmsqzbAhWETX0KHd9NBB8QjRx6BAgBEAU&url=http://prestigeonline.com/th/people/the-lists/rawit-hanutsaha/&psig=AOvVaw1UbXDp8nrGKLKsKigPcWiz&ust=1527733867032590
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Sittisak Wongsomnuk 

 
CEO & Co-founder 

Giztix and President of Thailand E-Logistic Association  

 

My vision is to revolutionizes logistics business, turning all of traditional logistics businesses into 

E-Logistics businesses. As I have been in Logistics business with my parents since I was a kid, 

therefore I have suffered and have true pains in this industry. Today, I have started up 3 IT busi-

nesses for logistics and continue to help the world more. 

GIZTIX Co, Ltd — 2015-Present  

- Position: CEO & Co-founder 

- Experience: Started up an e-market place for logistic services, to help shippers (who wants goods 

shipped) to get the best and reliable prices from transporters (who operate logistics services) to get 

more sales without fixed costs. 

- Startup Business Pitching Awards:  

     1.) Winner - Startup Thailand ICT Award (2015) 

     2.) Winner - Dtac Accelerate Batch 3 (2015) 

     3.) Winner - Echelon Thailand (2015) 

     4.) Winner - Techsauce Thailand (2016) 

     5.) Top 10 - Echelon Asia Summit (2016) 

- Funding:  

  > Seed stage: USD250k KK Fund,500 Tuktuks Startups, Dtac Accelerate 

  > Series A.: USD1.65m from SCG Adventures, Wavemaker, 500Tuktuks 
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Presentation 1: Digital Thailand: The Significance of e-commerce for the MSME Sector 

in APEC 

By: Dr Pichet Durongkaveroj 
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Presentation 2: APEC E-commerce Landscape 

By: Dr Peter Lovelock 
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Minutes of the Workshop 

APEC Riding the Wave of the E-commerce Trend: Emerging and Expanding Business 

Options for MSMEs  

June 4 - 5, 2018 

Anantara Riverside Bangkok Resort 

Day 1, June 4, 2018 

 

Welcome Speech:  

Mr Suwanchai Lohawatanakul (Director General, Office of Small and Medium Enterprises 

Promotion, Thailand) 

On behalf of APEC, Thailand’s Office of Small and Medium Enterprises Promotion (OSMEP), 

and Kenan Institute Asia, Mr Suwanchai Lohawatanakul (Director General, OSMEP) wel-

comed all the delegates, MSME owners and speakers to the “APEC Riding the Wave of the E-

commerce Trend: Emerging and Expanding Business Options for MSMEs” workshop. He 

thanked Dr Pichet Durongkaveroj (Thailand’s Minister for Digital Economy & Society) for 

providing the keynote address and Mr Piyabutr Cholvijarn (President of Kenan Institute Asia) 

for being a trusted and longstanding partner of OSMEP.  

Mr Lohawatanakul commented on how new disruptive technologies have changed the business 

landscape for all industries. Retail, in particular, has undergone substantial change due to tech-

nological advancement. Traditional brick-and-mortar stores have struggled to keep up with 

their tech-savvy competitors who leverage the power of e-commerce, which is faster, more 

convenient, cheaper and accessible to far more customers. In 2009, Walmart was the third larg-

est publicly-traded company in the world while Amazon was only the 126th largest. In less 

than 10 years, Amazon rose to become the 4th largest publicly-traded company in the world 

with a market capitalization that is three times higher than Walmart. Similarly, Alibaba, a com-

pany virtually unheard of a decade ago, is now almost twice the size of Walmart.  

Echoing the theme of the workshop, Mr Lohawatanakul stated the e-commerce is like a wave, 

and businesses must ride the wave or be swept away by it. He asserted that it is not too late for 

MSMEs to adopt e-commerce. Today, e-commerce still only represents around 10% of all 

global retail sales but is projected to grow substantially in the near future as more and more 

people around the world, particularly in underdeveloped and developing economies, get online. 

For MSME owners to adjust to the e-commerce-fueled landscape, they need to have an open 

mind, specific skill sets, sufficient capital and, very importantly, the right personnel. In other 

words, it is more than just a paradigm shift but rather a shift of the culture, operations and 

human resources of a company. Although some businesses are able to and have taken that step, 

many others need assistance from government through smart and targeted policies; policies 
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that provide businesses with the proper tools and knowledge. Formulating such policies re-

quires a genuine understanding of what MSMEs need in order to embrace e-commerce. 

This workshop has been designed to provide a platform to bridge and connect policymakers 

and business owners together to achieve common goals. Throughout the two days, participants 

will have the opportunity to hear from entrepreneurs that have successfully embraced e-com-

merce and from leading policymakers on how to create enabling environments for MSMEs to 

adopt e-commerce. 

Mr Lohawatanakul stated that he is delighted that the APEC SME Working Group has made                      

e-commerce a priority this year. Through e-commerce, SMEs will be exposed to countless new 

markets and millions of new potential customers. They will be able to integrate themselves 

much more seamlessly to global value chains. The potential and opportunities within e-com-

merce is limitless for SMEs. Adopting e-commerce is certainly not easy but if the key players 

in the APEC economies come together, he believes that SMEs can achieve significant progress.   

 

Keynote Speech: The significance of e-commerce for the MSME sector in the APEC 

economies 

Dr Pichet Durongkaveroj (Minister for Digital Economy & Society, Thailand) 

Dr Durongkaveroj commented on the importance of this workshop and thanked Mr Suwanchai 

Lohawatanakul (Director General of OSMEP) and Mr Piyabutr Cholvijarn (President of Kenan 

Institute Asia) as well as the participants and APEC delegates in attendance. 

Dr Durongkaveroj stated that he was active in the APEC telecommunications working group 

twenty years ago. The challenges of today are very different than they were 20 years ago. Back 

then the main challenges were regulation, deregulation, and development. Now, the major chal-

lenges are disruption, entrepreneurship and digital technology. Governments are in the process 

of eliminating the legacy system of regulations in order to promote innovation.   

Both large enterprises and SMEs face similar challenges brought about by digitalization and                           

e-commerce. Because of the rapid pace of change, Dr Durongkaveroj noted that individuals, 

businesses and governments must find effective approaches to adapt to this ever changing 

world. This new era presents both challenges and opportunities. The question is how are soci-

eties going to adapt themselves to achieve the end result they desire? All APEC economies 

want successful SMEs, sustainability and competitiveness. This is the same destination APEC 

economies wanted in 20 years, but the journey of getting there will be different. 

To exemplify how different this era is from the past, Dr Durongkaveroj recognized that every-

one has an electronic device in their pocket that they use every day for a variety of activities, 

such as chatting, watching videos and reading news. In Thailand, the mobile subscription rate 

is 150%, meaning out of 67 million people, Thailand has about 100 million mobile subscrip-

tions. Furthermore, the average citizen of ASEAN member states uses social media for about 

4-5 hours each day.   
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Societies across the world are experiencing changes. Although some developing economies 

may be behind developed economies in terms of digitalization today, modern technology pre-

sents an opportunity for developing economies to leapfrog others and forge more competitive 

and inclusive societies. In this 4th Industrial revolution, everyone can enjoy digitization. How-

ever, Dr Durongkaveroj warned that if you are slow to adapt, technology will change again and 

you will remain behind the curve. Paraphrasing Bill Gates, Dr Durongkaveroj noted that the 

economy of speed is real. Moreover, modern technology promotes equality because anyone 

can access it regardless of social class. 

Society is at a critical juncture, and governments need to build a good foundation that brings 

the most out of innovation and technology, while limiting the negative impact of disruption. In 

Thailand, the government has developed a plan to adapt the nation for the digital era, consisting 

of five pillars: digital infrastructure, manpower, government, technology development and 

cyber security.  

In Thailand and around the world, the private sector has developed a robust e-commerce eco-

system, which includes platforms, e-payment systems, tracking and logistics, that works across 

borders and at community levels. Governments need to help SMEs adjust to digitalization as 

well as increase network access in communities and villages. For that reason, inclusiveness is 

one of the major components of the government’s Thailand 4.0 program. Dr Durongkaveroj 

believes that digital infrastructure will increase inclusiveness in Thailand through penetration 

of fiber optics and broadband internet access in every village.  

The separation between the haves and have-nots will be led by digitization. People in rural 

villages do not have the same technological luxuries as city dwellers do at this time. The digital 

divide is a problem; we must provide villages with technological access. But, connectivity is 

not enough; villages need more than communication to address wealth differences – this is 

where e-commerce and SMEs come into play. The combination of the two can help economies 

build strength from within, in urban and rural areas alike.  

Dr Durongkaveroj used the Thai government’s effort to modernize its postal system as an ex-

ample of harnessing the power of digitalization to drive inclusivity and efficiency. The Thai-

land Post has a lot of manpower with approximately 24,000 employees; however, in the digital 

world, the postal system needs to be reformed. The Thailand Post has started constructing an 

e-commerce ecosystem that leverages the strengths of the traditional system and technology. 

The personnel of the Thailand Post know every household in every location, and electronic 

payment is no longer difficult. The Thailand Post, therefore, should be able to provide the 

backbone of a complete e-marketplace throughout Thailand by bridging existing knowledge 

with cutting-edge technology. This system should be managed with the 3Es in mind (efficiency, 

economy and effectiveness).  

Last year, the Ministry of Digital Economy and Society and the Thailand Post piloted this sys-

tem in 200 villages. Digitalization is rather simple; once villagers learn how to do it, they can 

sell anything online. This year, the Ministry aims to expand to 5,000 villages, with one central 

village supporting 20 nearby villages.  
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The Ministry also has the goal of supplying every village with one free Wi-Fi hotspot at 30/10 

mbps. The Ministry aims to reach 75,000 villages in 2018 through this initiative. Technology 

will encourage people to find jobs in the villages. E-commerce brings modern trade to villages, 

and delivery can be carried quickly and efficiently. Furthermore, in the long-term, Dr Du-

rongkaveroj believes that children growing up in villages will realize that they can stay home 

to find jobs rather than seeing cities as their only hope for a brighter future.  

Dr Durongkaveroj said that people will need high-quality training on digital literacy for socie-

ties to foster a digital environment that works for everyone.  With the development of new 

business models, large numbers of people will be laid off. These people will need to increase 

their skills or move to other sectors. It is critical to integrate digital learning into education; 

however, this is difficult because of the delay time of education systems.  

Governments should encourage digital startups. Young entrepreneurs can utilize ingenuity ra-

ther than money alone to build successful businesses. Entrepreneurs now have access to fund-

ing through new financial mechanisms, such as angel and venture funding, rather than relying 

on traditional bank loans.  

Dr Durongkaveroj said that technology development provides an opportunity for economies to 

develop indigenous technology. Thailand, for example, is an agriculture society, and so it 

would benefit immensely from precision and IOT-powered farming. All sectors can benefit 

from digitalization if one can identify the strategic position of an economy or sector. Govern-

ments should also strive to protect citizens from cyberattacks. No economy will be exempt 

from cyberattacks, but it is a matter of the degree to which economies will be affected.  

The Thai government is working on getting 20 ministries to work on big data. Like the private 

sector, big data can help governments develop better services because of the depth of 

knowledge that can be gained about the needs of citizens. Still, it is a great challenge to get 20 

ministries on the same page. Furthermore, regulations present a challenge because data protec-

tion is a concern. The Thai government did, however, successfully integrate data from five 

ministries to learn how to predict the quality of life of children from 0-3 years old. The Thai 

government uses AI to predict the outcomes of these children based on the socio-economic 

status of their parents. A lot of data is required to do this well, but today we are able to gather 

vast amounts of data from social media. This is what the private sector uses to know our pref-

erences. Once a customer buys something, companies know what to offer him or her next. 

Dr Durongkaveroj concluded by providing an overview of the state of e-commerce in Thailand.  

As of 2016, e-commerce was valued at $76.78 billion, a figure that is increasing by 10% each 

year. This will disrupt traditional economic functions. For example, department stores are se-

riously pondering whether they’ll exist in the future. Major corporations are struggling to un-

derstand the online behavior of customers. Because of competition though, e-commerce will 

become more efficient every day.  

Whether you want it or not, e-commerce is here. APEC economies need good strategies to 

make the most out of it. How fast can societies react to this change? How does e-commerce fit 

into society? Government, private sector, universities and communities must work together. 
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All sectors must integrate technology into society in a sustainable way, because an economy 

needs a strong society, not only strong large businesses.  

Dr Durongkaveroj concluded by underscoring the importance of events like this that bring 

multiple stakeholders together to exchange ideas that will help societies adapt to 21st century 

technology. He said that economies should strive for not only competitiveness, but also sus-

tainable economic and societal growth. Thailand established the Ministry of Digital Economy 

and Society to ensure that e-commerce and digital technology support both the economy and 

society. 

 

APEC E-commerce Landscape 

Dr Peter Lovelock (Director and Founder, Technology Research Project Corporate) 

Dr Peter Lovelock (Director and Founder of Technology Research Project Corporate) began 

his presentation by posing the question “What is e-commerce?” Dr Lovelock then explained 

that e-commerce is the vanguard of moving into industrialization and the new age. He went on 

to explain that e-commerce access is enabling participation in the market and the consumption 

of goods. After his explanation of what e-commerce means to him, Dr Lovelock gave a broad 

overview of his presentation. His main points for the talk included: growing the digital econ-

omy and digital trade, the making of a digital economy and the challenges to e-commerce 

growth.  

In the 1990s, Dr Lovelock was living in China around the time that the Internet was rolling out. 

Every year for Christmas he would buy presents for his family members who lived all over the 

world. One year, he went back home to Australia and did not order gifts from Amazon. When 

he got back to China, he got an email from Amazon asking if he was okay. Amazon noticed he 

was buying gifts every year at the same time, and they emailed to ask if he was okay because 

he had not bought gifts that year. He thought that this was the nicest form of customer care, 

and that level of personal attention can no longer be reached due to policy shifts towards pri-

vacy rather than service. Dr Lovelock used this particular example to illustrate that e-commerce 

companies, like Amazon, have new sets of challenges revolving around technology and how 

to provide excellent customer care to consumers. Technology is vital to growing companies 

and economies, but e-commerce companies have the challenge of maintaining the personal 

touch even though they will never interact face-to-face with their consumers. Being able to 

keep the personal experience is crucial to the success of e-commerce businesses, and these 

businesses cannot lose that piece while they are bringing consumers into their technological 

framework. 

The talk then moved in to further detail about what e-commerce is. Dr Lovelock emphasized 

that e-commerce refers to the digital platforms that change the economics of doing business 

across borders while bringing down the costs of interactions and transactions. E-commerce 

creates markets and user communities on the global scale, providing businesses with a massive 

base of potential customers and effective ways to reach them. The role of e-commerce has a 
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significant role in facilitating foreign investment, lowering barriers to entry and reducing op-

erating costs for businesses. 

The digital economy refers to both the digital access to goods and services and the use of digital 

technology to help business. Several requirements for a digital economy were outlined includ-

ing interconnectivity, interoperability and multi-modal platforms. Dr Lovelock talked about 

how the digital economy is fueled by cross-border data flows. Cross-border bandwidth has 

grown by 45 times from 2005 to 2014 and is predicted to grow another nine times larger by 

2021. Cross-border data flows increased market access, scalability, access to tools, reduced 

costs, increased security and cross-sectoral enablement. 

There has been a lot of cross-sectoral enablement in Indonesia, innovative education services 

in Viet Nam and cross-border enablement across the region. Go Jek began by providing low-

cost motorcycle taxi rides (like Uber) in Indonesia to address gaps in public transport. The 

platform now offers a multitude of other services that share under-used access to idle resources 

including Go-food, Go-glam and payment services through Go-Pay. Giap School was created 

to fulfill the demand from students and young professionals in Viet Nam for high-quality, local 

language massive open online courses (MOOCs) on multiple platforms. GIap now offers more 

than 100 online lectures on a variety of subjects. However, Dr Lovelock believes e-commerce 

is facing disruption on a global scale. He thinks we are seeing fragmentation in the development 

of e-commerce as the result of regulatory restrictions and cross-border data flows.  

The potentially transformative impact of e-commerce is enormous. The ASEAN market poten-

tial is huge. ASEAN’s potential economic impact due to the growing e-commerce sector could 

result in $11 billion in the annual reduction in government leakage and 1.5 times higher total 

factor productivity. By 2025, it is predicted that e-commerce will become a $200 billion market 

in ASEAN. All ASEAN economies can grow from e-commerce. E-commerce is not simply 

retail. For example, Japan can boost real GDP by JPY 33.1 trillion by 2020 and Viet Nam can 

add 146,000 jobs by expanding their respective e-commerce sectors. This will lead them to 

real-world growth and prime these economies for the future. 

Dr Lovelock concluded his presentation with the challenges to e-commerce growth. The chal-

lenges he outlined to e-commerce growth included: access, consistency, affordability, pay-

ments, logistics, customs and trust.  
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Success Stories: Inspiring Stories from e-commerce business owners 

Success Story 1: Mr Rawit Hanutsaha (CEO, Srichand United Dispensary) 

Mr Hanutsaha stated that the most important part of his job is finding out what customers want. 

In recent years, he has changed the way that his company introduces products to the market. 

He used to apply a standard product development process that involved careful planning, de-

velopment and packaging. Today, he uses what he terms the ‘customer development process,’ 

which emphasizes observational learning, problem solving, testing and, if necessary, pivoting.  

When using a customer development process, Mr Hanutsaha explained that research is essential 

to discover what customers really want. This type of customer-focused research involves three 

parts: observation, immersion and interviewing. Through good research about customers’ be-

haviors and desires, companies can glean important information. For example, women walk 

much more in stores than men do, and so stores can be rearranged so that men have to walk 

farther to find the items they need, thereby, exposing them to more products along the route.  

Customer interviews are a powerful tool to learn what customers want; however, Mr Hanutsaha 

warned that customers do not always tell you what they want directly. For example, when 

asking someone what they usually eat, someone on a diet may respond that she eats only clean 

food. Yet, when she walks by a Krispy Kreme, she gets a donut. People often store their genuine 

desires deep in their brain. The interviewer’s job is to find the “why” behind customer decisions 

so that companies can develop products that help customers.  

Mr Hanutsaha used building a bridge as a metaphor to explain this concept. Bridges are not 

built because people want bridges, but rather because people want to get to the other side of 

the river. But this level of information is not enough; the interviewer needs to go even deeper 

and ask “why do you want to go to the other side?” The more a business asks “why,” the more 

likely it is to find unique solutions to the problems that customers have. Mr Hanutsaha believes 

that only about 10% of businesses do this well. 

To provide a practical example of an innovative solution that can arise from deep customer 

insights, Mr Hanutsaha highlighted the story of Airbnb. When planning vacations, people were 

not looking to stay in other people’s homes. However, Airbnb learned that people didn’t nec-

essarily have to stay in hotels, and so the company offered a unique solution to the problem of 

where to stay on vacation. 

Mr Hanutsaha remarked that customer solutions are often unexpected. For example, Eurostar 

knew that it needed to improve the trip from London to Paris, and so it logically decided to 

increase the speed of its trains. This huge financial investment, costing Eurostar approximately 

six million pounds, failed. Eurostar later learned that people wanted luxury service on the train, 

not a faster trip. 

Mr Hanutsaha warned that businesses need to be careful about what they offer customers. 

Trends, technology and attributes are important, but circumstances do not get enough attention. 

A milkshake company found that most people buy milkshakes in the morning. Instead of trying 

to simply sell more in the morning, the company decided to investigate why people made the 
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decision to buy milkshakes. Based on the fact that most people were consuming milkshakes 

for breakfast, the company thickened the texture of the milkshake to include chunks of fruit. 

The company’s sales increased 100% henceforth. In another example, Reese's found that its 

candy created a lot of trash and could be difficult to open. Based on this knowledge, the com-

pany released Reese’s Minis, which reduced trash and made eating easier. As a result, Reese’s 

sales increased by $235 million in a year. 

Another company, Dove, wanted to change from a soap brand to a beauty brand. It found that 

only 2% of women surveyed described themselves as beautiful. Dove discovered women have 

low self-esteem due to societal notions of beauty. Using this knowledge, Dove launched the 

‘real beauty’ campaign that has been very successful and still runs to this day. 

Mr Hanutsaha concluded by stating that execution is essential to any marketing campaign. He 

referenced the famous Nike slogan of “Just Do It.” When designing the campaign, Nike hired 

an agency that developed a range of flashy visual symbols for the logo. Companies often com-

plicate ad campaigns by including too many features of their products. Ultimately, Nike de-

cided to keep it simple and stick with the “Just Do It” logo, a decision that proved fruitful.  

Success Story 2: Mr Pawoot Pongwitayapanu (CEO & Founder, Tarad.com) 

Since 1999, Mr Pongwitayapanu has launched a total of 18 companies including several                               

e-commerce startups. His most well-known company, Tarad, was one of the first e-commerce 

platforms in Thailand. Today, Tarad provides superior service to customers by combining the 

seven Es: e-commerce, e-marketplace, e-marketing, e-payment, e-logistics and warehouse,           

e-knowledge and e-trading.  

Mr Pongwitayapanu also founded the Thai E-commerce Association that brought numerous 

competitors together to help the government craft good policies related to e-commerce. He later 

launched the Thailand E-Payment Association with the Bank of Thailand and the Thailand E-

logistic Association. These three associations now work in unison to support the e-commerce 

ecosystem in Thailand.  

The history of Tarad mirrors the ever-changing world of e-commerce. In 2009, Tarad merged 

with Rakuten, a Japanese company that is among the largest e-commerce platforms in the 

world. The partnership helped bring technological knowhow from Japan to Thailand and raised 

people’s trust in buying products online. The partnership ushered in a new age for e-commerce 

in Thailand as now about 60% of people are willing to pay online. After six years, the e-com-

merce landscape in Thailand changed dramatically as bigger players like Alibaba entered the 

market. The new competitors made enormous investments in Southeast Asia and focused on 

gaining market share rather than making a profit. With the influx of new players, Rakuten could 

no longer compete, and so it shuttered its entire operation in Southeast Asia. At that time, Mr 

Pongwitayapanu bought back his shares in Tarad, becoming the primary owner again.  

Aside from his e-commerce platform, Mr Pongwitayapanu started a social media marketing 

company called Zocial that compiles data from many sites to gain insights about customers. In 

2014, Zocial merged with a competitor called Thoth to form Thoth Zocial, which later merged 
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with OBVOC to form the largest social media marketing tool in Thailand. Mr Pongwitayapanu 

believes that mergers and acquisitions (M&As) are a great way to quickly expand a business. 

M&As come in different forms, but usually involve partnering with a competitor or a compli-

mentary business in a different market. 

Mr Pongwitayapanu also sees startup investment as a way to grow businesses quickly. For 

example, Mr Pongwitayapanu founded a logistics aggregating platform called Shippop. Armed 

with substantial investment, Shippop grew rapidly and expanded into other economies. The 

company is currently valued at $10 million with only 16 employees. 

Mr Pongwitayapanu discussed the differences between SMEs and startups. According to Mr 

Pongwitayapanu, SMEs tend to grow slowly, whereas startups are looking to expand rapidly. 

It is normal for startups to experience 100% growth per year. To grow at this pace, startups 

often need to outsource key aspects of their value chain, such as warehousing.  

He closed by advocating for business owners to adopt a startup mentality because speed is 

critical in the modern economic landscape. All businesses around the world need to adjust to 

the age of rapid change. At a certain point, a company will be able to grow by itself. Mr Pong-

witayapanu said that once his companies are growing fast, he takes a step back and becomes a 

supporter rather than the day-to-day manager. 

Questions & Answers 

Q: (for Mr Pawoot Pongwitayapanu) As an architecture major, why did you decide to create 

an   e-commerce business? Why do you keep creating new businesses? 

Mr Pawoot Pongwitayapanu: I am like an architect of companies. As an architect, you are in 

between the engineer and the artist. With artists, everything is about creativity, whereas with 

engineers, everything is about being realistic. With each new company, I try to do something 

different. But I need to make sure that what I want to do is possible. For that reason, I feel like 

an architect because I consider both the engineering and artistic perspective. I started my first                

e-commerce business as a hobby. I noticed in the late 1990s that there were a lot of second-

hand stores, so I thought ‘why not put it online?’ 

Q: (for Mr Pawoot Pongwitayapanu) What advice do you have for long-time SMEs to adopt a 

start-up mindset and e-commerce? 

Mr Pawoot Pongwitayapanu: One way to grow faster is to merge with a competitor. You can 

do this by partnering with a similar business that has different strengths or in a different market.  

Q: (for Mr Rawit Hanutsaha) How do you conduct an effective customer interview knowing 

that some people only say good things in front of you and bad things behind your back? 

Mr Rawit Hanutsaha: A good researcher knows how to dig up what you want to know. You 

can also use social media to gauge consumer opinion. People tend to be honest about products 

and services on social media. You have to take time to find the right data because a lot of data 
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is bad and leads you to make poor business decisions. You need a professional market research 

company to do this for you. 

Q: (for Mr Rawit Hanutsaha) How can we improve our businesses by studying our competi-

tors? 

Mr Rawit Hanutsaha: You have to be careful because you may have different customer profiles. 

 

Panel Discussion I: The nuts and bolts of selling products online 

Moderator: Mr Chalempol Tuchinda (Software Park Thailand, NSTDA) 

Mr Rawit Hanutsaha (CEO, Srichand United Dispensary)  

Ms Amonrat Lertputtikul (Co-founder, BrushToo)  

Ms Audrey Ferriol (Co-Curator, Things that Matter)  

Moderator: We have three distinct businesses here as well as government. We want to learn 

about backgrounds and what each business is like. Can each of you tell us a little bit about your 

company? 

RH: I’m in the cosmetic industry. We offer almost every line of cosmetic product. We usually 

sell through offline stores, like 7/11 and Watsons. We’ve been growing our online business. 

We’ve seen great growth in our own e-commerce business. We are in seven economies in Asia.  

AL: We started as a make-up company and now we do all cosmetics. We are known for afford-

able but high quality makeup brushes. We are active on e-commerce platforms and sell off-line 

as well. We have a large presence in social media ads. I can represent the small business. 

AF: I’m part of a social enterprise that sells products made by local artisans. I’ll also give the 

perspective of the SME. 

Moderator: When we talk about e-commerce and expanding options, I wonder if this is true. 

There aren’t opportunities, we really have to adjust. To AF, how did you go about getting into 

e-commerce? 

AF: We saw opportunity on social media and the overall trend, so we felt we had to go online. 

We launched Things That Matter last year, and that’s fully online. 

AL: I was in the United States three years ago, working at a strategic consulting firm. I noticed 

that people were buying vegetables online. When I went home, I knew I wanted to start an 

online business. The costs are much lower than brick-and-mortar stores. We really embraced 

digital technology. 

RM: Websites are a must-have these days. I hired a new CPO a year ago who is very tech 

savvy. He said we need to build an engine to drive us into the future. To do this, we need a lot 

of data. We can mine data from social media, but we need to go deeper. We became highly 
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targeted online, but selling products at different prices which helped us find the optimal price. 

You could call this prototyping. I do this every time I launch a new product. We’re testing 

different prices. This helps us gain a deep understanding of customers without asking them 

directly. Of course, it’s very reachable and fast. Data collection is much faster online. The 

cosmetics value chain is inefficient. Like cosmetics, glasses cost about 15% of the retail price, 

the rest is logistics. We can personalize products for people. I think that’s the future. 

Moderator: Interesting point about personalization of the product. E-commerce will be helping 

customers and companies get that point. Previously we talked about mass manufacturing, now 

we’re talking about mass personalization. How do you make mass personalization happen? 

RW: Some of the high end brands have already personalized products. E-commerce is how you 

push a product to the market. We can do 50 shades of a foundation, but there isn’t enough space 

in a department store to place them all, so we only use five in stores. As women know, if the 

foundation doesn’t match your skin tone, it can look gray. E-commerce allows you to get any 

color. The other factor is production. It’s up to logistics to get personalized products to each 

person. Mass personalization can be done, but we’re not there yet. This is the future though. 

You will be able to print your own cosmetic. We will see a lot of change as we remove logistical 

barriers. 

Moderator: We talk about extending e-commerce, where it starts and ends, how it interacts with 

customer – but what about the backend. The heart of this is how you can capture the customer 

at the time of their interest. What needs to be done on the backend to answer questions of 

customers? How do you get them to buy products? It’s about the whole customer experience. 

AL: This involves digital marketing. For digital marketing, customers are on different social 

media. You need to have a seamless experience across platforms. Customers are highly frag-

mented in terms of behavior. Customers may be shopping at night, so we have someone avail-

able at all hours. People are impatient at night. We also have to do omni-channel marketing. 

Some people find out about us online but then buy offline. We’re 70% offline now. 

AF: We’re a niche platform that carries a lot of brands. We have to have a good product mix 

that makes people want to buy constantly. Digital marketing is really important to capture peo-

ple on channels. You must cover each channel. For Things That Matter, one of our strengths is 

that we have really easy and fast services, such as same-day shipping. People want to buy and 

pay with one button. It’s a very fragmented market. You have to have the manpower for cus-

tomer service. Some people want to talk to the company a lot, so they need customer service 

at all times. Some people are slow to purchase and you must have patience with this customer. 

The magic for SMEs is that we can adapt to what the market demands. You have to be quick 

to adjust on e-commerce. 

RW: I’d like to add that on the backend we have to rely on real humans. The bot that we use is 

not that smart. Customers are very impatient. I want all executives to practice answering ques-

tions. One wrong shipment can be very costly. You have to have great backend systems to 

ensure that this doesn’t happen. You need as much information as possible for customers on 

the channels that they use. Product information, including FAQs, is important. You have to 
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think like the customers. You have to understand how demanding clients are. People think e-

commerce is totally automated, but that’s not true. Everything has a little glitch that must be 

fixed. 

Moderator: You talked a lot about the customer. How do you design your customer experience 

journey?  

AL: For product development and customer development, we do a lot of research and gather 

data to find out what people want. For SMEs, the purchase funnel is really long. Customers 

hop around between platforms. These are the pain points for SMEs. It’s hard to make compar-

isons because of this fragmentation. Government could help SMEs in this area.  

RW: I think you need to talk to customers all the time. Things move so fast that we’re always 

learning. Six months ago, we thought Twitter was a great place to access young people. Last 

month, something happened to the brand content on Twitter, and big names are going against 

ads. Now on Facebook, we can no longer boost items from other pages. The point is these 

platforms are always changing, so you must always be adjusting and learning. A lot of young 

people in Thailand are now off Facebook because their parents are there. They are moving to 

Twitter, but their behavior is different there than on Facebook. Now YouTube is the second 

largest search engine in Thailand.  

Moderator: You have to review our strategies often to adjust to changing platforms. What is 

the best platform today for growth? 

AF: Our main driver is Instagram for digital marketing. In Philippines, people are not as active 

on Facebook. Email marketing performs much better than social media. These are the people 

that convert and are investing in your brand. Email marketing is our best channel. Instagram 

stories are our best social media technique. You have to be very quick to adapt new tools and 

technologies because that’s where people are going to go. 

Moderator: People used to say that Facebook helps you know your product and Google is 

where people buy. 

AL: I think it’s risky to over-invest in one platform because things change so fast. Every plat-

form is struggling to keep customers on their platform. As an SME I wouldn’t focus on one 

platform; we should use all of them. Cosmetics are very competitive so we have to find new 

ways to attract customers. We cannot rely on one single platform. 

RW: The good news is that you can always test things on digital platforms. You can see what 

ad placement works best. You can test 1,000 times a day. You’re always trying to figure out 

where customers are going to be. Your team should track your conversion rate. I must say 

though; it’s getting more expensive.  

Moderator: There are a lot of issues with manpower on the backend to get products to custom-

ers. When you sell in multiple economies, how do you handle different regulations, logistics, 

value chains, etc.? Should new SMEs be looking at this? 
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RW: If it’s not part of your core competency, it’s better outsourcing to professionals. You’ll 

have to go through mistakes if you do it by yourself. It may seem expensive at first, but it’s 

worth it in the long haul to outsource. 

Moderator: We hear about GDPR and privacy. Does that impact what you do? 

AL: In terms of information privacy, it doesn’t affect us. It affects Facebook more because they 

can no longer collect as much data, which can affect your targeting.  

Moderator: Do you see companies like Alibaba and other big players as beneficial? What does 

it mean for the future? 

AF: I think it’s good for smaller brands. They help people build trust in e-commerce and can 

influence governments in terms of e-commerce policy. 

AL: In Thailand, e-commerce adoption is slow. People still don’t like making e-payments. Big 

players can help accelerate e-commerce adoption. The bad part is that SMEs have to step up to 

compete with them. We have to step up our online experience to compete with the big players. 

RW: I have worries about this because we build brand trust and focus on our customers. Cus-

tomer loyalty is declining quickly, and people are more concerned with pricing, particularly 

for mass market products. I don’t know the solution.  

Moderator: The economies of scale of big players will bring the prices down considerably. Are 

there inexpensive technologies that can help SME sell online? 

RW: Manually gathering data is not going to work. You need social media monitoring tools, 

which can be cheap or expensive. These tools are important to catch trends early. Using cus-

tomized versions of monitoring tools will yield better results for you. 

Moderator: I wonder if government can help SMEs gather data and customer insights. This can 

be a burden for small companies. Social listening is very expensive for small businesses. 

Q&A 

Audience Q: Do you have a collaboration group with other e-commerce companies to share 

ideas? Is it a trend here to have strong market differentiation tied to social causes? 

AF: For peer-to-peer sharing, we created a platform to house products of social enterprises. 

When we celebrated our 10th anniversary last year, we shared our journey with stakeholders 

with our social entrepreneurs. We also build Things That Matter. Our brands have regular meet-

ups. We have around 35 brands now. The trend of intentional living is growing in Philippines. 

AL: Most of my peer-to-peer learning is not related to my niche (women’s products). Many 

events are done through social media platforms. We have a language barrier in Thailand be-

cause it’s important to speak English for many forums. I see more trends in the United States 

by far and even Europe about tying social causes with products. I would love to have more 

ways to share knowledge. 



165 
 
 

Moderator: Any final thoughts on what government can do to support SMEs? 

RW: We need a lot from the government in terms of help. We want more education and tools 

to help us gather data. How do these big trends, like big data and AI, affect SMEs? How will 

the economy be able to maintain its competitive edge? The government should have more in-

formation than us. 

AL: The wave of e-commerce would be higher if the government would help with online pay-

ment. People are still reluctant to make purchases online. Customers are still using pay slips. 

People don’t feel secure. They don’t feel secure paying online because of the news reports that 

people are getting hacked every day. 

AF: The government can help by building better infrastructure. In Philippines our data is so 

expensive and SMEs struggle to access it.  

Moderator: To wrap up, you need a great strategy that you can adjust to the regular changes in 

online habits. You need to understand your core competencies and capitalize on it. Also you 

have to understand your customers. Governments should do a better job helping people under-

stand e-commerce markets and build trust in payment systems. Government can do a better job 

policing online fraud.  

Audience Q: What do you think securing payment systems with block chain?  

Moderator: Block chain may not solve fraud. But, block chain can be useful for securing trans-

actions. Payment fraud may not be the transaction but someone hacking into your account. It 

may not help address big data issues though.  

AL: In Thailand, we go to the bank and transfer money, get a receipt (proof of purchase) and 

then send it to the store before the store will ship the product. People are concerned that they 

won’t get the product from the store. Cyber police can enforce charges against fraudulent online 

stores. Put fines and fees in place for fraud. Also, banks could reimburse fraudulent payments.  

RW: The Thai Postal service handles 80% of all online purchases in Thailand. They want to 

use escrow system; in which they will not complete the financial transaction until the product 

is sent. Regarding currencies, I think currencies will become redundant. We don’t need so many 

currencies. It’s a big risk for businesses.  

Moderator: I think government needs to adjust to currency changes. In the future, we will need 

to be prepared for online currencies.  

 

Panel Discussion II: The Open Secrets about Online Payments and Logistics 

Moderator - Dr Adrian Vanzyl (Head of Google Marketing Solutions, Google Thailand) 

Dr Chaichana Mitrpant (Deputy Executive Director, Electronic Transactions Development 

Agency) 
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Ms Pensiri Sathianvongnusar (Thailand CEO, aCommerce) 

Mr Sittisak Wongomuk (CEO and Co-founder, Giztix) 

Moderator: A big focus of Google in ASEAN is getting SMEs into the $37 billion market of 

opportunities. I think it would be great if the panelists could introduce themselves and give a 

bit of information about their backgrounds. 

CM: I am the Deputy Executive Director of the Electronic Transactions Development Agency 

(ETDA). The ETDA, while 100% government funded, works to facilitate public-private part-

nerships as an autonomous agency.  

PS: I am the Thailand CEO of aCommerce, which provides e-commerce consulting services 

across five economies and has 1,500 staff.  

SW: I am the CEO and Co-Founder of Giztix, a company that provides real time prices and 

matching services to businesses looking into expanding into e-commerce.  

Moderator: I spent 11 years in internet development in Southeast Asia and set up an e-com-

merce venture capital fund. What are the top two pain points in terms of payments? 

SW: Businesses use a large amount of checks. This is an expensive method of transacting busi-

ness, as messengers have to pick up the check, and it then has to be deposited. The second pain 

point is the process of disbursing funds as a business. If a business’s accounting or procurement 

is done by hand, it will slow down growth. Paying 10 drivers by check or individual transfer 

may be ok, but scaling up to 1,000 drivers without changing would be very hard for a business. 

PS: B2C infrastructure is a chief concern. The infrastructure used to support payments is very 

different. A lot of payment options exist through bank transfers and ATMs, but e-commerce is 

different because everything needs to happen in the check-out process. The conversion rate is 

adversely affected when a business doesn’t properly balance between business needs and cus-

tomer convenience. Being able to do Cash-On-Delivery is another fixture in Southeast Asia. 

About 70-95% of e-commerce transactions are conducted in this manner, with the unintended 

consequence of creating additional risk to the business. An example is a driver dropping off 

several orders of a brand-new iPhone, which to some would be a year’s salary. The rest of the 

payments are conducted via credit card transactions.  

CM: Developing an e-payment roadmap, like PromptPay, and building soft infrastructure to 

help facilitate the expansion of these services is key. One specific example is changing legis-

lation to make electronic payments legally viewed the same as in-person payments. Some large 

banks have created a preliminary framework for companies to use to streamline deposits; how-

ever, it currently has a low adoption rate. 

Moderator: With the explosion of Alibaba and Alipay, is the lack of a comprehensive solution 

a pain point of growth in Thailand, and is Alipay good?  
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CM: The government likes to see competition and sees the FinTech sector as threatening big 

banks and encouraging policy changes. However, no one solution is perfect and competition 

helps the customer in the end.  

PS: Alipay, at least in Thailand, is concentrated mainly among Chinese tourists and the transi-

tion to a cashless society is one that needs to be thought about carefully. Another promising 

contender is Android pay, as it falls into the large ecosystem of android devices. One key to 

changing consumer behavior is making them aware of the convenience of new solutions.  

SW: Many companies that do bank transfers avoid using card processing due to transaction 

fees. These bank transactions are less frequent but larger, and using credit cards would impede 

a business’s ability to be competitive. Bank initiatives like PromptPay have tried to make this 

easier by simplifying the payment process for businesses and consumers. Other banks have 

stopped collecting fees for transfers. The end-game is a payment platform that can be used to 

meet consumer needs. 

Moderator: Is there a way to bypass the banks? 

SW: It is too early to know at this point, and digitalization of payments needs to happen first. 

Most people are still doing things offline or using Line to do everything. About 80% of people 

are not familiar with blockchain, and the digitalization process needs government support like 

PromptPay. 

CM: There are a lot of thoughts but not a lot of action. There are a lot of things unknown in 

terms of regulation, and some digital payment methods introduce new risks like the volatility 

of its exchange rate (Bitcoin is an example of this). The central bank does have a sandbox 

platform to work with cryptocurrencies should they continue to grow in popularity. 

Moderator to PS: How do logistics differ between Thailand, Singapore and Indonesia? 

PS: Indonesia is very fragmented, and my company had to build up its capacity there. Singapore 

is very advanced and ahead of the curve. Expectations are much higher there, and companies 

can outsource their logistics 100%. Thailand is a mix, with local fragmented carriers and global 

companies like DHL. 

Moderator: How can SMEs increase their efficiency through automation? 

SW: SMEs don’t necessarily need to change but should digitize. My startup focuses on the pain 

point of helping SMEs find the price of various logistics services faster. A key area to address 

for Giztix is digitizing and figuring out how to connect SMEs with their potential logistics 

provider as quick as possible. Their next challenge is enabling communication through opera-

tions and transit.  

CM: There are government initiatives to improve the situation in Thailand. The government is 

using a two-pronged approach, looking at changes in the digital and physical space. The digital 

aspect includes expanding high-speed internet to 40,000 villages by the end of 2018. The phys-

ical aspect focuses on creating effectiveness and efficiency in the fragmented Thai logistics 
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marketplace. The government also hopes to be able to understand more as platforms shift and 

change, with the ability to spot factors, identify patterns and leverage AI/big data capabilities 

to help spot shifts in trends. 

Moderator: How can SMEs adapt to the rapidly changing landscape and expand from local to 

international markets?  

PS: Understanding and leveraging the platforms that currently exist is very important. To go 

global, all SMEs need to understand Amazon and Alibaba, as they have a very comprehensive 

international presence. Also, SMEs need to look at their cost structures to expand out of Thai-

land.  

CM: The government is facilitating matchmaking, such as working with OSMEP to strengthen 

or create 30,000 startups and 100 million baht of transactions in Thailand. It is also working to 

develop a curriculum that helps more SMEs get online and a network to help facilitate 

knowledge transfer.  

Moderator to SW: Can you tell me about the degree of technology adoption in most SMEs? 

SW: Most SMEs use software for accounting and Microsoft Excel to manage inventory. There 

is more free software coming to market to help with warehouse management. By using more 

advanced digital tools, businesses can gauge which products to sell. 

Moderator: How do shortages of workforce talent, especially in STEM fields, affects your or-

ganizations? 

PS: I focus on developing and coaching new employees as they grow in the company. I usually 

hire fresh graduates and put them through an extensive training course. 

SW: Our hiring process examines what someone’s talent is and what they consider his/her 

purpose in life to be. I focus on finding people that are a good cultural fit for the company, not 

just academic capacity. In fact, I ignore resumes or grades, and instead focus only on interviews 

and referrals from headhunters and friends.  

CM: I make sure that new applicants understand what e-commerce is. First, I scout from the 

younger generation to add knowledge to the organization and then focus on building that un-

derstanding throughout the organization. 

Audience Q: Are there local players in the electronic space in Thailand since most mentioned 

during the discussion were foreign? 

PS: One is True E-Wallet, which received investment from Alibaba, but there is not an SME 

or startup that I am aware of. The big players have an advantage in this regard due to the big 

ecosystem they have developed. Google has the entire Android user base, and Line has a large 

audience as well. Startups operating in the payment space have to carve out a customer base. 

Regardless of size, however, most have the same challenge of working to change consumer 

behavior in a traditionally cash-based society.  
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Day 2, June 5, 2018 

 

Panel Discussion III: Enabling Policy Environments for MSMEs 

Moderator: Mr Charles Blocker (Founder and CEO, IC Partners) 

Dr Chamnan Ngammaneeudom (Lecturer and Assistant Project Director, ASEAN SME Ser-

vice Center) 

Mr Mario Masaya (Senior Manager for ASEAN and SMEs, US-ASEAN Business Council) 

Ms Deborah Elms (Executive Director, Asian Trade Center) 

Moderator: I would like to get this panel started off by having each of our panelists describe to 

us what they are doing well. Each of them will set the stage and background of what is relevant, 

and also provide real action steps that the governments in ASEAN and APEC can take to help  
e-commerce companies. I believe the objective of this panel is to focus on the roles that gov-

ernments can have in enhancing e-commerce accessibility as well as how they can promote the 

adoption of e-commerce among MSMEs in APEC economies. This panel is all about behavior. 

We are in a consumer economy, and we need to change behaviors. We have problems with 

trust, confidence, adoption and being left behind, and we can use government policies to pro-

mote these issues and promote commerce. With that said, I would like to invite Dr Deborah 

Elms to present. 

DE: The goal of my presentation is to focus on how governments can foster digital trade for 

MSMEs in APEC economies and the challenges MSMEs have in e-commerce. The Asian 

Trade Center is a platform we created to help bring MSMEs from across Asia and connect them 

with national and international MSMEs. I will talk today about the challenges MSMEs have in 
e-commerce. 

Micro, small and medium enterprises are a critical part of every APEC economy—they make 

up as much as 97% of companies and more than half of the workforce. However, the share of 

exports for MSMEs is very small. We can help these MSMEs grow through helping them ex-

port more goods. Digital tools and e-commerce is a promising way to empower the smallest 

firms to become micro-multinationals and find new growth opportunities. 

So, what can governments do to help MSMEs and what is the policy framework for promoting 

e-commerce and helping MSMEs grow? Governments can begin with an MSME perspective 

in mind. The government needs to create an enabling environment to allow the smallest firms 

to thrive. This means crafting rules with an eye towards the needs of MSMEs from the begin-

ning. Governments should focus on low-cost soft infrastructure policies while also improving 

hard infrastructure. Hard infrastructure is essential, but it is important for governments to not 

neglect relatively simple, low-cost soft infrastructure and rule changes that matter to compa-

nies.  
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Firms can, generally, do business themselves if the environment is helpful. Four things are 

essential for MSMEs to thrive: 1) Information flows – MSMEs need to know opportunities and 

be able to move information. Information and data need to flow between governments and 

businesses. The government cannot restrict information flows if they want MSMEs and the 

economy to be successful. 2) A smooth flow of goods with minimum roadblocks – any block-

ages of goods – especially for low-value shipments – are devastating to MSMEs. 3) Ease of 

moving services – most MSMEs are service providers. It is necessary to open online and mobile 

payments to allow MSMEs to thrive. 4) Financing and payments – MSMEs need trade financ-

ing since they do not have deep balance sheets. Payment systems need to work efficiently and 

inexpensively for e-commerce to work in the region. 

I think that the biggest obstacle facing MSMEs in the region is the ASEAN tariff codes. 

ASEAN has harmonized tariff codes, and the rules are very vague. What happens is that cus-

toms officials charge higher tariffs on other products. Anything innovative or new is thrown 

into the other category, and then MSMEs have to pay higher duties and argue with customs 

officials about the classification of goods. I think there needs to be more clarity on tariffs in 

ASEAN if MSMEs are to thrive. 

Moderator: Thank you, Dr Elms. The next panelist we will have present is Mr Mario Masaya, 

who will talk to us more about the US-ASEAN Business Council and how it is trying to help 

grow e-commerce in Indonesia.  

MM: Thank you, Mr Blocker. My name is Mario Masaya and I represent the US-ASEAN 

Business Council, which is an American Association that tries to help the investment environ-

ment in ASEAN economies. We have hosted workshops with ASEAN and governments which 

aimed to assist MSMEs in the region. The US-ASEAN Business Council and governments 

work together to improve e-commerce environments in these economies, especially in Indone-

sia. Right now, there are several key issues hindering the e-commerce environment in Indone-

sia. The seven issues that are hindering Indonesia’s E-commerce industry are: Education and 

Human Resources, Logistics, Communication Infrastructure, Funding, Taxation, Cyber Secu-

rity and Consumer Protection.  

The US-ABC has made several recommendations that we believe will help Indonesia’s 

MSMEs and e-commerce environment. These recommendations are: increased access to mar-

ket integration into the global supply chain, regulatory simplification, standardization and mu-

tual recognition, access to finance and financial technology and access to ICT tools. ASEAN 

also has numerous resources for MSMEs including the ASEAN SME Academy, which offers 

courses on finance and many other topics. 

Moderator: Are there certain types of businesses or sectors that the government of Indonesia is 

focused on helping to grow? What are some of the lessons learned thus far? 

MM: There are no particular businesses or sectors that the government of Indonesia is trying 

to help, but rather the focus of the Indonesian government is on trying to make Indonesia better 

for business. The government still needs to work harder at going to smaller cities and more 

rural areas to help business owners. New players cannot survive and compete without some 
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government help. That is what the government of Indonesia must focus on creating competitive 

and thriving MSMEs. 

Moderator: It has been very well publicized that the United States government has decided to 

withdraw from the Trans-Pacific Partnership. How has your job with the US-ASEAN Business 

Council become easier or harder in this changing landscape? 

MM: Since the United States’ withdrawal from the TPP, I have had to focus a lot of energy on 

talking with different governments to show them that the TPP agreement is good and beneficial. 

The job is now harder because the US-ASEAN Business Council has to advocate even harder 

to the United States government since it is no longer a part of the TPP. The private sector moves 

differently and even though the US has pulled out of the TPP, we aren’t seeing US companies 

pull out of ASEAN. 

DE: I agree with Mr Masaya that the TPP is inherently good, but governments need to have a 

policy framework that is friendlier to smaller players to not put MSMEs at a trade disadvantage. 

Larger private enterprises will do what they need to do because they can shift their supply 

chains more easily to take advantage of the TPP. This is harder for MSMEs and so the US-

ABC has to lobby governments even harder now to enable favorable policy environments for 

MSMEs.  

Moderator: Thank you both for that discussion. The last panelist we have is Dr Chamnan 

Ngammaneeudom, who is the Director of the ASEAN SME Service Center.  

CN: Thank you. I will first discuss some of the important operations of the ASEAN SME Ser-

vice Center. The ASEAN SME Service Center connects ASEAN SMEs with service providers 

and experts. The center runs on an operating system concept, and our current platform is to act 

as a knowledge center for all MSMEs. The center also provides an ASEAN SME directory 

which is provided for free to MSMEs. We also include a demand matching service where 

MSMEs can post products with potential buyers in the system. Our goals are to create a cloud 

platform for SME services and information so that parties can be directly connected. We envi-

sion that this will include a web-based service, consultation system and e-payments to the plat-

form. I think it is very important to start pushing MSMEs to use electronic payments.  

Audience Q: I represent small and micro organizations in Philippines. MSMEs tend to be over-

shadowed by larger businesses. The limited capacity of micros in exporting is a major problem, 

so how can governments support micro companies so they can compete and thrive in the mar-

ketplace? 

DE: There is no doubt that micro companies present a new set of challenges. Getting these 

companies involved in trade is very hard. Governments need to make sure there are no other 

challenges or obstacles in business operations along the way. For micros, it may make sense to 

aggregate them and create a platform for them. Governments should get businesses on a plat-

form and then let them bloom.  

Participant Break-out Discussions 



173 
 
 

Group A 

To start the breakout discussion, the group reflected on their experiences over the two-day 

workshop. Participants representing the public sector stated that the information gleaned from 

the workshop was useful and that they intend to share it with their stakeholders when they 

return home. Most of the MSME owners had little experience with e-commerce beforehand, 

but now view e-commerce as a critical tool to grow their businesses and enter new markets. 

One participant from the restaurant industry mentioned that she learned actionable information 

about mobile payment systems. She believes that mobile payment systems will make it easier 

for her company to expand into new markets.  

In the next session, the participants broke into small groups and worked to crystallize their 

learning by analyzing key objectives and outcomes from the workshop. Some participants felt 

that the workshop helped governments craft policies related to e-commerce with the needs of 

MSMEs in mind as well as encouraged MSME owners to consider adopting e-commerce into 

their operations. In addition, participants indicated that the workshop helped all stakeholders 

learn about the effectiveness of e-commerce and the importance of adopting e-commerce as 

the digital trend accelerates in the future.  

Next, the participants broke into three groups to identify best practices, challenges and recom-

mendations related to e-commerce adoption. A group of policymakers identified promoting e-

marketplace development and supporting supply chains as best practices. They felt that the 

challenges to e-commerce adoption are the lack of training for MSME owners, gaining trust 

from consumers and infrastructure. To overcome the challenges, they recommended building 

trust in e-commerce among both MSME owners and consumers, establishing laws to support 

e-commerce adoption and facilitating cooperation between the public and private sectors.  The 

groups made up of MSME owners stated that best practices include using digital platforms to 

expand to new markets and hiring staff with strong IT backgrounds. These groups consider the 

mindset and lack of trust in e-commerce as the primary hindrances to widespread e-commerce 

adoption. Other challenges include logistics and weak government monitoring of e-commerce. 

Finally, the MSME owners recommended that governments and businesses build trust in e-

commerce among consumers, encourage young people to support e-commerce and improve e-

commerce-related infrastructure.  

Group B 

The last breakout session encouraged workshop attendees from different backgrounds to get 

together and discuss the future of e-commerce in APEC economies. 

In a group discussion, the moderator asked the participants what they had learned about                                  
e-commerce systems from the workshop. Group members emphasized the importance of mak-

ing systems that are multi-operational, promoting collaboration around the world, as the prob-

lems faced are similar across APEC economies. In addition, they felt that it is crucial to make 

systems that are convenient for customers. 
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Next, the moderator asked how participants will apply what they learned from this workshop 

into their businesses. Many members had a renewed focus on the importance of logistics, as 

some economies presently do not have companies that make logistics easy. Others focused on 

marketing strategies, such as omni-channel marketing.  

Within small groups, participants were asked to rank their businesses on several aspects of                           
e-commerce. First, the participants ranked the top three supporting environments needed for a 

strong e-commerce ecosystem. The groups ranked education, financial support and collabora-

tion as the top three factors, but also mentioned the importance of logistics, free global internet, 

SME platforms, government backing of electronic tax payments and a banking system for do-

mestic and foreign payments. When asked to rank the top three challenges facing e-commerce 

adoption, the groups said that IT risks, trust and education were the most urgent challenges. 

Group C 

The break out session began with introductions, where participants talked to a partner about 

what sector they were from and what they had learned from the previous sessions. Following 

introductions, participants shared what they had learned from the conference. The following 

are comments that were shared by the participants. One participant was curious as to what 

extent high-tech startups are represented in enterprises. He also wondered what kind of gov-

ernment policies can be tailored to MSMEs and to what extent government should create their 

own platforms to support MSMEs. Another participant commented that the key is not for gov-

ernments to create a government platform, but instead for MSMEs to develop platforms that 

are more tailored to their specific needs. Companies face problems as they move into the digital 

space because there are gaps between online and offline. Other comments during the session 

included focusing on profitability versus the value of a company. Several participants agreed 

that profitability and the bottom-line are very important to MSMEs, and they are concerned 

about how much money an MSME can invest in technology and a platform. However, they 

agreed that they feel encouraged by the workshop and have a better understanding of the e-

commerce landscape.   

Most members echoed the sentiment that e-commerce and the digital space are both important 

for MSMEs. Going online is essential for MSMEs to compete and have a voice in the market. 

Government-friendly policies are also relevant in supporting MSMEs. E-commerce is an im-

portant issue to the government of Thailand. Governments should focus on e-commerce and 

try to encourage e-commerce by putting local products on the market and serve as an incubator 

for companies.  

After the participants shared their thoughts about the workshop, they broke into four groups 

and brainstormed concerns, problems, solutions and suggestions. The first group suggested 

promoting support tools or platforms for MSMEs and government policy to provide frame-

works to enable favorable policy environments for MSMEs. The second group emphasized that 

MSMEs are always overloaded when it comes to policies, programs and solutions, and so they 

need flexible plans from the government. The third group recommended governments do more 

to protect consumers from illegal products and counterfeits in order to help MSMEs. Consumer 
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protection laws, especially online consumer protection laws, are necessary to help MSMEs 

thrive. This group also recommended that government tariffs and tax payments be revised to 

help MSMEs. Group four emphasized the importance of online payment systems for e-com-

merce. Lower transaction and transfer fees would be useful for MSMEs.  

 

Closing Remarks:  

Mr Wittawat Lamsam (Director of International Cooperation Department, OSMEP) 

Mr Lamsam thanked the participants for their enthusiastic participation, the speakers for their 

valuable insights and Kenan Institute Asia for helping put together such a well-run workshop. 

He also thanked APEC for funding a workshop on a pertinent issue and hopes to collaborate 

on similar APEC projects in the future. He hoped that all participants learned at least a couple 

of things to take home.  

Looking back on day 1, Mr Lamsam summarized that Dr Peter Lovelock provided an overview 

of the e-commerce landscape in which he emphasized the swift growth of the digital economy 

and digital trade across APEC economies. The statistics behind the trend paint a clear picture 

that e-commerce is now fundamental to growing businesses, both small and large, and econo-

mies more broadly.  In addition, entrepreneurs who have successfully navigated the rapidly 

changing digital environment highlighted the importance of omni-channel marketing strate-

gies, using social media to compile customer insights and building customer trust in e-com-

merce payment systems. As exciting as e-commerce and digitalization are, Dr Pichet Du-

rongkaveroj, Thailand’s Minister of Digital Economy and Society, astutely pointed out that 

while this technology has tremendous power to elevate the competitiveness of APEC econo-

mies, we must take the necessary steps to harness modern technology so that it contributes to 

a more inclusive society that works for everyone, whether you live in a large metropolis or a 

rural community. 

On day two, Mr Lamsam recalled that the region’s leading public policy intellectuals discussed 

the enabling policy environments for entrepreneurs to adopt e-commerce. There were several 

intriguing suggestions that are relevant to many of the APEC economies. This workshop has 

emphasized the importance of the public and private sectors working together to achieve com-

mon goals. Mr Lamsam commented that it was encouraging to witness such vibrant and pas-

sionate exchanges during the breakout discussions between entrepreneurs and policymakers. 

As MSMEs represent over 95% of businesses in APEC economies, they form the backbone of 

APEC’s economic engine. Mr Lamsam emphasized that helping MSMEs enter the e-commerce 

sphere will raise the prosperity of all of our economies. Although MSMEs certainly face chal-

lenges in adopting e-commerce, Mr Lamsam strongly believes that the challenges can be over-

come.  
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Site Visit: JD Central 

To observe e-commerce in action, participants had the opportunity to visit JD Central. JD Cen-

tral is the result of a partnership between global e-commerce giant JD.com and the Central 

Group, Thailand’s leading retailer. This visit allowed participants to observe best practices and 

to provide both inspiration and practical knowledge for participants to apply to their respective 

areas. 

The site visit began with an introduction of JD.com by Mr Robin Martens, Head of Strategy at 

JD Central. JD.com is the largest retailer in China, and it is moving into new markets—includ-

ing Thailand. What makes JD unique is that it does not buy or sell any products. Instead, it 

provides a platform for third parties to buy and sell products, which JD then ships to customers. 

JD is the third largest internet company globally, after Amazon and Alphabet. 

The discussion then shifted to the reasons behind JD’s massive success. JD has always been 

trying to push for new standards in e-commerce in China, and it has always been trying to 

improve the standards of customer experience in China. For example, 140,000 units of Cana-

dian Lobsters were sold in 24 hours on JD.com by connecting Chinese consumers to interna-

tional sellers. In reference to JD’s outstanding customer experience, the presenter said that 92% 

of orders are delivered by same-day or next-day delivery, and this is possible because of the 

technology that is driving JD.com's experience and performance. The company uses automated 

warehouses, drones, robots and an automated customer service center that can handle 10 mil-

lion complaints a day. In an effort to put the consumer first, JD also offers competitive Smart 

Pricing to respond to the needs of the customer. JD is focused on the consumer experience. The 

presenter quoted Richard Liu (founder of JD.com) by saying that "JD.com can help big and 

small companies achieve success by operating ethically. It is our responsibility to achieve suc-

cess while upholding the highest standard, behaving in a dignified way and working with part-

ners who are thoughtful, compassionate and respectful.” 

One of the company’s promises to the consumer is a 100% authenticity promise. JD has a strict, 

zero-tolerance policy towards counterfeit goods. JD sources products directly from world-lead-

ing global brands and works tirelessly to eliminate counterfeits with their six quality control 

measures. All of this is done to build trust with the consumer. 

JD has several goals with its expansion into Thailand. They have a target goal of 100 billion 

THB worth of Thai products to be exported to China within five years. JD wants to focus on 

partnerships between their company and Thai SMEs, and they want to train 10,000 SMEs in e-

commerce over the next three years. Some of its mechanisms to do this include: purchasing 

products directly from Thai SMEs, training Thai SMEs on how to sell on JD.com and support-

ing cross-border networks (e-commerce, e-logistics and e-finance). Other goals for JD.com 

include reaching 300 million consumers in Thailand and generating 100 billion THB in gross 

market value in the next five years.   

After JD presented about their company and their goals for Thailand, Mr Chodok Bhicharn-

chitr, Chief Merchandising Officer at JD Central, introduced the combined JD and Central 

Group business plan. Retail is changing very fast. Central group knows that the current way of 
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doing things will not be sustainable in the future. The two companies must be creative and 

innovative in new markets. The companies want a complete platform for e-commerce in Thai-

land. They want to build trust with their customers including working directly with suppliers 

and offering the best products to consumers. It is for this reason that JD.com’s logo is a dog. 

Dogs are loyal animals and friends. It is a symbol of what JD wants to do in Thailand as well—

bring joy and happiness to customers and become loyal suppliers.  

JD Central owns in-house and unique technologies to drive innovation towards a world-class                       
e-commerce business. Their core business model includes five areas including direct sales, 

marketing, B2B, logistics and finance. Some technology advantages employed by JD include 

smart logistics solutions, AI technology, big data solutions and new logistics mechanisms. JD 

Central wants to deliver on key customer promises by offering the best assortment of goods, 

competitive prices, unrivaled services and trust to consumers. Customers in Thailand can find 

everything they want. JD Central does not believe in price cutting—this is not a sustainable 

business long-term. It aims to offer the best value for the customers. Reliable and fast delivery 

is also important, as well as ensuring that there are no fake goods.  

After JD.com and Central Group concluded their presentations, several participants asked ques-

tions.  

Q: If a Thai SMEs want to join JD’s platform what do they do?  

A: The SME has to register and file an application with JD, and they will be trained on how to 

use the system.  

Q: How do you control the quality of the product in Thailand? 

A: There are three parts of the process. Pre-filtering— rigorous application process for sellers 

in China, followed by factory visits and license verifications. There are pre-selling barriers that 

companies have to pass in order to sell products on JD.com. The business must be authenti-

cated. Uploading the products—team at JD checks the quality of information and products to 

make sure that the products are authentic. Any company that sells fake products on JD’s plat-

form will be banned from using the platform.  

Q: Are there any threats to JD in Thailand or the region? Are there any challenges in particular 

to Thailand or this region?  

A: E-commerce penetration is the biggest challenge for our company. E-commerce in Thailand 

is very small, so it might be hard for JD to enter the market and change the behavior of the 

consumer. Getting the customer to change their behavior and shop online is a big challenge. 

This takes time. There are also cultural differences in Thailand which could be a challenge to 

JD. Local culture in Thailand is very strong, and JD has to localize to the economy. We need 

to approach marketing and PR in different ways. We need an understanding of the people in an 

area.  

Q: How do you reach out to get micro enterprises onto your platform?  
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A: Micro enterprises are not our target audience—they will struggle to provide consistent ser-

vices and products that JD is looking for. JD will work with them in other ways to transfer 

knowledge, but micro enterprises have other channels that are better suited for them. We are 

looking to mid- to large-sized enterprises that can produce high-quality products.  
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