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Emerging m-commerce & the Outburst of e-payment

The new online era brings forth the booming development of financial
technology. The consuming public no longer pays in the traditional way.
The ways of payment are faced with rapid changes and challenges.
Confronting the menacing wave of overseas “Third-Party Payment”, our
country cannot develop e-commerce due to the restriction of the Banking
Act. However, in May 2015, Legislative Yuan passed the Act Governing
Electronic Payment, thus opening a new age of e-payment.

The ongoing basic modes of e-commerce, whatever in forms of business
to business (B2B), business to customer (B2C), or customer to customer
(C2C), are operating within the following basic structures: money flow,
logistic flow and information flow. In Taiwan, the information flows
among internet malls and the logistics operation mechanism have both
grown very mature. Money flows suitable for online trading appear
multifarious. Traditional bank services such as ATM transfers, credit
cards, cash, checks and money transactions cannot deal with e-commerce.
Nor can they satisfy online trading’s 24-hour business mode.

In 2014, there were around 100,000 online stores in Taiwan. By 2015, it
has grown 10 to 20 percent, with an increased number of 10,000 to
20,000 stores online. In 2014, the total trading sum of e-commerce was
880 billion NTD. After the implementation of Electronic Payment Act,
the sum rose up between 120 billion to 200 billion dollars. In a word,
e-commerce has zoomed up as a trillion-dollar industry.

The benefit of the booming development of global e-commerce is that it
breaks through the limitations of business hours and trading places
imposed by physical stores. Online trading helps the seller save rental
expenses and labor cost while the buyer can enjoy shopping without
going out. With increasing number of available merchandise and services,
“cash on delivery” can no longer fulfill the realistic demands of
e-commerce.

The mature development of information technology and mobile devices
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renders the growth of e-commerce and m-commerce fast and booming.
As new online services keep expanding, international non-financial
institutions also try to provide services using internet as their financial
aids. Presenting breakthrough novelties, they aim to snatch a portion of
the traditional financial market. The popular “third-party payment” has
emerged in this way.

Through online third-party reliance function, the US PayPal and Chinese
Alipay provide a safe, speedy and cheap online payment mechanism.
Both of them have achieved outstanding profits. The US PayPal itself is
not a bank yet does the bank business. It was the first “Third-Party
Payment” that discarded traditional postage of checks or transactions but
rather utilized emails to check fund transactions among its users. The
Chinese Alipay went even further by crossing the boundary between
physical and virtual access.

There is a high density of convenience stores in Taiwan. They offer an
easy access to merchandise and a belated collection of cash. However, the
overcharged service fees discourage many sellers from participating in
C2C (Customer to Customer) trading. Despite the popularity of credit
cards, there are other factors hindering C2C trading, such as uneven
online store qualities, small business scales, and uneasy accesses to
authorized store qualification. Consumers feel insecure to expose their
credit card information online. In addition, online credit payment requires
3D verification, dynamic password, and other security mechanism. The
complexity often leads to an abortive trading. The problem of forged
cards and denied installments also fail to meet the needs of e-commerce.

According to the survey made by the Institute for Information Industry,
Taiwan’s e-commerce output value in 2015 reached 100,069 billion, with
613.8 billion from B2C and 393.1 billion from C2C.The annual growth
rate of B2C output value in 2014 was 16.1% and 15.9% in 20145. In
2016, the annual output value of B2C was 687.5 billion, with a growth
rate of 12%. All these demonstrate a steadying growth of e-commerce in
Taiwan.

In a micro-profit age, the “one fixed day off and one flexible rest day”
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system is exerting a heavy impact on Taiwan’s domestic labor market.
Through the implementation of Electronic Payment Act, all trades in
Taiwan hope to be directed into an e-payment environment to reduce cash
expenses and increase profits by joining in an automatic, online and
unmanned e-commerce market.

In Taiwan, convenience stores have replaced traditional grocery stores.
However, most people are still unaware of the impact that e-payment may
cast on the future new retail industry. The American retailing giant
Amazon and Costco are actively transforming themselves to seize the
new retail market. The Chinese Alibaba Group is currently launching a
new retail concept of “on-line, off-line, and logistics.” With the emerging
wave of unmanned stores sweeping around the world, all walks of life in
Taiwan are certain to confront it.
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