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Regular Internet users and online 
shoppers (2H 2004)
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Developed markets in Asia Pacific enjoy some of the highest rates of online 
shopping in the world 

Source: Visa International
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Online shopping attitudes - Asia 
Pacific (2H 2004)

SE Asian countries, while in the lower half, are the fastest growing

Source: Visa International
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Online shoppers Positively disposed* Negatively disposed**

*Positively disposed include - Shopped 12 months ago, Tried but cancelled out and Willing to try it in future
**Negatively disposed include – I’m not sure if I will try it, I probably won't try it, I have no interest in online shopping
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Top Five Product categories (2H 2004)
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Source: Visa International
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Top Five Product categories (2H 2004)

Source: Visa International
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Online shopping concerns

Source: Visa International

(Based on online shoppers only)
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Hurdles to online shopping

Source: Visa International

(Based on non-online shoppers)
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Online shopper motivation

Source: Visa International

(Based on online shoppers only)
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Addressing Concerns 
and Overcoming 
Barriers
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12 steps to managing e-commerce risk

E-Commerce Start-up

1. Know the risks and train your staff

2. Select the right acquirer and service provider(s)

Web Site Utility

3. Develop essential Web site content

4. Focus on risk reduction

Fraud Prevention

5. Build internal fraud prevention

6. Use Visa tools (CVV2, Verified by Visa)

7. Apply fraud screening

8. Protect your merchant account from intrusion
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12 steps to managing e-commerce risk

Visa Card Acceptance

9. Be prepared to handle transactions post-authorization

Account Information Security

10.Safeguard account data through AIS compliance

Chargebacks and Processing Costs

11.Avoid unnecessary chargebacks and processing costs

12.Create a sound process for routing authorizations
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Want to know more?

www.visa-asia.com merchants products & technology Verified by Visa



Page 7

Presentation Identifier

For Visa Internal Use Only
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Opportunities for 
Brunei

For Visa Internal Use Only

1.  Cross-border 
Opportunity
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Worldwide Web?
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What is the business problem?

Merchant
Selection Shopping Payment Fulfillment Customer

Service

Why shop
way over
there?

Consumers
Why is
this so
hard?

What is
the total

cost?

Why won’t
they ship
to me?

Why didn’t
I get my
item?

Merchants
Why sell
way over
there?

What to do
about “surprise”

costs?

What if he
says “I never

got it”?

How to
make this
profitable?

What if he
says “it

wasn’t me”?
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Cross-border e-commerce market 
currently in very early growth stages
• Digital goods, including travel & entertainment, gaming and 

electronic media, represent the majority of cross-border 
purchases

• Only a few merchants, however, appear to accept cross-border 
e-commerce transactions

• Some leading US-based merchants have established local 
distribution and service operations to support e-commerce

• Credit cards are the payment option of choice for most cross-
border e-commerce
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Source: Celent Communications

Cross-border e-commerce may be 
beginning to boom
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Vision = “End-to-End” Model

Merchant
Selection Shopping Payment Fulfillment Customer

Service

Integrated
Value
ChainFu

tu
re

Buy anywhere. Sell anywhere.

Acceptable payment and delivery risk
End-to-end information flow

No back-end surprises
Global economies of scale for sellers, buyers, fulfillers
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Local Shopping at Global Merchants 
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2. Travel Booking 
Opportunity
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Current forecasts: online travel in Asia Pacific will reach USD 16 billion in 2006
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Convenience Drives Online Bookings

CONVENIENCE

• Website 24/7
• Email alerts
• SMS alerts
• Call Centre
• Pay online
• Pay via 

telephone
• Pay in person
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Online is the #1 Resource for Travel
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x
Choice Drives Online Bookings

CHOICE

• 60,000 Hotels
• 400 Airlines
• 3,000 Activities
• 50 Car Rental Co
• 15 Cruise Lines
• Eurail Passes
• Packages
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Online Travel by Booking Type
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3. Bill/Government 
Payments
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Where are the opportunities?
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What are the benefits?

Administrative efficiencies:
• Reduced cost of cash and paper management
• Automation reduces manpower requirement for manual 

processes

Reduced cost of collection:
• Minimize delinquency (recurring payments, reminder services)
• Improved cash flow
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Maximizing consumer benefit: 
Consolidation

Single location

80+ Billers

Register to set-up:
• Personal billers 

list
• Recurring 

payments
• Payment 

reminders

Earn points/ 
rewards
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Thank you


