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E-commerce trade is flourishing
across the globe accounting for more
than 14%" of global retail sales and is
leading to paradigm shift in both how
consumers buy and how businesses
sell.

Kuwait is not an exception to this
phenomenon and offers strong
economic and demographic
fundamentals for the growth of
e-commerce.

It wouldn't be an exaggeration to term
e-commerce as one of the key sunrise

sectors of Kuwait for the new decade. '
The sector aligns well with Kuwait
Government's objectives of promoting
Innovation and entrepreneurship and

has been driving start-up activity over

the last decade.

1. https://www.emarketer.com/content/global-e-commerce-2019

2. Public Authority for Civil Information



e o
\

Key

| concemns for
S St LN 08 c-COMMerce
demographics !n}llestnf‘lent
of end users 04 Infiow Trom Acauisiti
i cquisitions and
private sector itions an D|aye I’S?
High mobile and internet CO“SOlldatl_On likely :
— Kuwait’s e-commerce along the line
%‘s firms have been 1 1
/s more dependent on .::I.Iaes?“l:’ il ! As plf\yer_s work t_owards . How do we take our business
regional in_vestors g g Qr%"‘_"“ttilh'“ ég(i':letlhn Kuwait online?
than local investors A high preference for Cash \af:hoI:an:ot grc')w gfaey -
for funding. With on Delivery (CoD) persists in acquired. Also, the global What is the market potential for

increasing incidence

of success stories,

the sector is now

finding favor with

Kuwaiti corporates,

investment firms and

family businesses as a u

potential investment

Kuwait, with some players
reporting more than 40-60%
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initial costs of development
as well as posing reliability
challenges. Similarly lack

of e-commerce specialists
in local market poses a
challenge.
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HOW Can we nelp?

E commerce Strategy and initiatives

Develop an e-commerce strategy for offline businesses,
including a current state assessment, target omi-channel
vision, business and operating model, payments, logistics and
networks strategy.

Market Assessments

Demand and supply assessment for the proposed product/
service to estimate market potential, identify target customer
segments and scope to differentiate from competition.

Financial feasibility Studies
Assess the target market and the business plan to evaluate
the financial feasibility of the proposed business

Growth Strategy and Business Plan Preparation

Assist in defining the business’s long term objectives along
with a strategy to drive growth and articulate the objectives,
strategy and the proposed business model to achieve the
objectives.

Business Valuation
Assist with analysis of the economic value of the business
based on current and projected performance of the business.

Sell-side advisory
Assist businesses achieve the objectives of a transaction, such
as fund-raise, stake sell, strategic partner search and exits.

Buy-side advisory

Assist investors achieve their objectives on transactions
such as strategic investments and mergers and acquisitions
through requisite due diligence.

Restructuring

Assisting growing/mature e-commerce businesses to
stabilise, reorganise borrowings, enhance profitability and
build a platform for sustainable growth.
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