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E-­‐Commerce	
  Index	
  
Philippines	
  measures	
  
the	
  extent	
  of	
  B2B	
  

online	
  engagement	
  in	
  
three	
  industries	
  –	
  

manufacturing,	
  retail	
  /	
  
wholesale,	
  and	
  

services.	
  



It	
  is	
  a	
  
tracking	
  
study.	
  	
  

The report is 
released 
every 2nd 
week of each 
month 
showing the 
extent of 
online 
activities in 
three 
industries 
during the 
prior month . 



It	
  is	
  a	
  
sample	
  
survey.	
  	
  

The Index is 
based on 
interviews 
with supply 
chain 
executives 
drawn from a 
randomly 
selected 
panel of 
supply chain 
executives. 



It	
  is	
  an	
  
industry	
  
survey.	
  	
  

It is done in 
partnership 
with supply 
chain 
professionals 
represented 
by 
Foundation 
of the 
Society of 
Fellows in 
Supply 
Management. 



It	
  is	
  an	
  
advocacy	
  
project.	
  	
  

E-Commerce 
Philippines 
Index is an 
advocacy 
project of 
DigitalFilipin
o. Com and I-
Metrics Asia-
Pacific 
Corporation. 



A	
  panel	
  of	
  1,100	
  supply	
  
chain	
  professionals	
  were	
  

randomly	
  selected	
  from	
  the	
  
top	
  10,000	
  manufacturing	
  

corporaJons.	
  

Telephone	
  and	
  online	
  
interviews	
  are	
  conducted	
  
during	
  the	
  last	
  five	
  working	
  

days	
  of	
  each	
  month.	
  

Data	
  processing	
  and	
  
analysis	
  are	
  done	
  using	
  
IBM-­‐SPSS	
  staJsJcal	
  

soNware.	
  	
  

Results	
  are	
  peer-­‐reviewed	
  
by	
  supply	
  chain	
  and	
  digital	
  
markeJng	
  professionals	
  

before	
  these	
  are	
  published.	
  



Weighted	
  average	
  of	
  derived	
  
index	
  for	
  manufacturing,	
  
retail/wholesale,	
  and	
  

services	
  using	
  gross	
  value	
  
added	
  as	
  weights.	
  

Index	
  is	
  derived	
  based	
  on	
  the	
  
sum	
  of	
  all	
  percentage	
  

menJons	
  by	
  manufacturers	
  
divided	
  by	
  the	
  number	
  of	
  

respondents.	
  

Index	
  is	
  derived	
  based	
  on	
  the	
  
sum	
  of	
  all	
  percentage	
  
menJons	
  by	
  retailers/	
  

wholesalers	
  divided	
  by	
  the	
  
number	
  of	
  respondents.	
  

Index	
  is	
  derived	
  based	
  on	
  the	
  
sum	
  of	
  all	
  percentage	
  

menJons	
  by	
  services	
  divided	
  
by	
  the	
  number	
  of	
  
respondents.	
  



Sum	
  of	
  online	
  
engagements	
  in	
  

manufacturing,	
  retail/	
  
wholesale,	
  and	
  services.	
  

Percent	
  of	
  revenues	
  
derived	
  online	
  are	
  
mulJplied	
  with	
  SEC	
  

reported	
  annual	
  revenues	
  
for	
  each	
  subject	
  company.	
  	
  

Percent	
  of	
  purchases	
  done	
  
online	
  are	
  mulJplied	
  with	
  
SEC	
  reported	
  cost	
  of	
  goods	
  

sold	
  for	
  each	
  subject	
  
company.	
  	
  

The	
  same	
  procedure	
  is	
  
done	
  for	
  each	
  respondent	
  
group	
  –	
  by	
  employee	
  size,	
  
export	
  size,	
  sector,	
  and	
  

area.	
  



•  E-­‐Commerce	
  Index	
  Philippines	
  in	
  
August	
  2013	
  is	
  the	
  first	
  monthly	
  
survey.	
  

•  Its	
  objecJve	
  is	
  to	
  provide	
  industry	
  
and	
  government	
  with	
  relevant	
  e-­‐
commerce	
  data	
  for	
  planning	
  and	
  
decision	
  making.	
  



•  Results	
  of	
  E-­‐Commerce	
  Index	
  
Philippines	
  in	
  August	
  2013	
  are	
  
based	
  on	
  interviews	
  with	
  234	
  
supply	
  chain	
  execuJves	
  drawn	
  from	
  
a	
  probability	
  sample	
  of	
  1,100	
  
corporaJons	
  represenJng	
  the	
  top	
  
manufacturing	
  corporaJons	
  in	
  the	
  
Philippines.	
  



Manufacturing 



Extent	
  of	
  Online	
  Engagement	
  
-­‐	
  Manufacturing	
  -­‐	
  

REVENUES	
  	
  
DERIVED	
  ONLINE	
  

PURCHASES	
  	
  
DONE	
  ONLINE	
  

Projected	
  Data	
  from	
  the	
  Top	
  10,000	
  CorporaJons	
  

* WORK IN PROGRESS - as of August 2013 

P56.9B per month P74.2B per month 



Food	
  &	
  Beverage	
  =	
  7	
  %	
  

TexJles	
  =	
  43%	
  

Paper	
  =	
  9%	
  

Publishing,	
  PrinJng	
  =	
  9%	
  

Fuel,	
  Chemicals,	
  PharmaceuJcals	
  =	
  39%	
  

Rubber	
  &	
  PlasJc	
  =	
  34%	
  

Non-­‐Metal	
  ConstrucJon	
  Materials	
  =	
  9%	
  

Basic	
  Metals	
  =	
  34%	
  

Fabricated	
  Metal	
  =	
  28%	
  

Machinery	
  &	
  Equipment=15%	
  

CommunicaJon	
  Equipment,	
  Appliances	
  =	
  28%	
  

Motor	
  &	
  Transport	
  	
  Equipment=	
  37%	
  

Chart	
  5:	
  Extent	
  of	
  Online	
  Engagement	
  in	
  the	
  Manufacturing	
  Industry	
  
Percentage	
  of	
  Revenues	
  By	
  Sector	
  

Source:	
  I-­‐Metrics	
  Asia-­‐Pacific	
  Corpora[on	
  Survey,	
  August	
  2013	
  
Note:	
  Percentage	
  of	
  revenues	
  derived	
  online	
  are	
  based	
  on	
  interviews	
  with	
  a	
  sample	
  of	
  141	
  supply	
  chain	
  execu[ves	
  of	
  top	
  
manufacturing	
  companies	
  based	
  in	
  the	
  Philippines	
  drawn	
  from	
  a	
  probability	
  sample	
  of	
  600	
  top	
  manufacturing	
  
corpora[ons	
  represen[ng	
  the	
  top	
  manufacturing	
  corpora[ons	
  in	
  the	
  Philippines.	
  

Average for Manufacturing Industry 



Extent	
  of	
  Online	
  Engagement	
  
-­‐	
  Manufacturing	
  -­‐	
  

REVENUES	
  	
  
DERIVED	
  ONLINE	
  

PURCHASES	
  	
  
DONE	
  ONLINE	
  

Projected	
  Data	
  from	
  the	
  Top	
  10,000	
  CorporaJons	
  

* WORK IN PROGRESS as of August 2013 

SLIGHT	
  
DECREASE	
  

VERSUS	
  LAST	
  
YEAR	
  

SLIGHT	
  
INCREASE	
  

VERSUS	
  LAST	
  
YEAR	
  



Retail/Wholesale 



Retail	
  =	
  	
  20%	
  

Wholesale	
  =	
  41%	
  

Chart	
  15:	
  Extent	
  of	
  Online	
  Engagement	
  in	
  the	
  Retail/Wholesale	
  Industry	
  
Percentage	
  of	
  Revenues	
  By	
  Sector	
  

Average for Retail/Wholesale Industry 

Source:	
  I-­‐Metrics	
  Asia-­‐Pacific	
  Corpora[on	
  Survey,	
  August	
  2013	
  
Note:	
  Percentage	
  of	
  revenues	
  derived	
  online	
  are	
  based	
  on	
  interviews	
  with	
  a	
  sample	
  of	
  41	
  supply	
  chain	
  execu[ves	
  of	
  top	
  
Retail/Wholesale	
  companies	
  based	
  in	
  the	
  Philippines	
  drawn	
  from	
  a	
  randomly	
  selected	
  panel	
  of	
  200	
  top	
  retail/wholesale	
  
corpora[ons.	
  



Extent	
  of	
  Online	
  Engagement	
  
-­‐	
  Retail/Wholesale	
  -­‐	
  

REVENUES	
  	
  
DERIVED	
  ONLINE	
  

PURCHASES	
  	
  
DONE	
  ONLINE	
  

Projected	
  Data	
  from	
  the	
  Top	
  10,000	
  CorporaJons	
  

* WORK IN PROGRESS as of August 2013 

P10.0B per month P12.5B per month 



Extent	
  of	
  Online	
  Engagement	
  
-­‐	
  Retail/Wholesale	
  -­‐	
  

REVENUES	
  	
  
DERIVED	
  ONLINE	
  

PURCHASES	
  	
  
DONE	
  ONLINE	
  

Projected	
  Data	
  from	
  the	
  Top	
  10,000	
  CorporaJons	
  

* WORK IN PROGRESS as of August 2013 

50.0	
   50.0	
  



Services 



Extent	
  of	
  Online	
  Engagement	
  
-­‐	
  Services	
  -­‐	
  

REVENUES	
  	
  
DERIVED	
  ONLINE	
  

PURCHASES	
  	
  
DONE	
  ONLINE	
  

Projected	
  Data	
  from	
  the	
  Top	
  10,000	
  CorporaJons	
  

* WORK IN PROGRESS as of August 2013 

P19.8B per month P97.8B per month 



Hotels	
  &	
  Restaurants	
  =	
  5%	
  

Media	
  CommunicaJon	
  Services	
  =	
  0%	
  

Provident	
  &	
  Insurance	
  Companies	
  =	
  0%	
  

Business	
  Processing	
  =	
  17%	
  

TransportaJon	
  =	
  12%	
  

Banking	
  &	
  Finance	
  =	
  14%	
  

Real	
  Estate	
  =	
  26%	
  

Hospital	
  =	
  7%	
  

Chart	
  5:	
  Extent	
  of	
  Online	
  Engagement	
  in	
  the	
  Services	
  Industry	
  
Percentage	
  of	
  Revenues	
  By	
  Sector	
  

Average for Services Industry 

Source:	
  I-­‐Metrics	
  Asia-­‐Pacific	
  Corpora[on	
  Survey,	
  August	
  2013	
  
Note:	
  Percentage	
  of	
  revenues	
  derived	
  online	
  are	
  based	
  on	
  interviews	
  with	
  a	
  sample	
  of	
  52	
  supply	
  chain	
  execu[ves	
  of	
  top	
  
Services	
  companies	
  based	
  in	
  the	
  Philippines	
  drawn	
  from	
  a	
  randomly	
  selected	
  panel	
  of	
  300	
  top	
  Services	
  corpora[ons.	
  



Extent	
  of	
  Online	
  Engagement	
  
-­‐	
  Services	
  -­‐	
  

REVENUES	
  	
  
DERIVED	
  ONLINE	
  

PURCHASES	
  	
  
DONE	
  ONLINE	
  

Projected	
  Data	
  for	
  the	
  Top	
  1,000	
  Manufacturing	
  CorporaJons	
  

* WORK IN PROGRESS as of August 2013 

SLIGHT	
  
INCREASE	
  

VERSUS	
  LAST	
  
YEAR	
  

SLIGHT	
  
INCREASE	
  

VERSUS	
  LAST	
  
YEAR	
  



A	
  Joint	
  Project	
  of	
  
Philippines	
  E-­‐Commerce	
  Maturity	
  Scorecard	
  



INTRODUCTION	
  

Methodology	
  

Structured	
  quesJonnaire	
  

11-­‐point	
  scale	
  

Respondents	
  are	
  parJcipants	
  in	
  
digital	
  influencer	
  summit	
  in	
  SMX	
  

Mean	
  using	
  SPSS	
  

Objec[ves	
  

1.	
  To	
  determine	
  e-­‐commerce	
  
readiness	
  of	
  various	
  sectors	
  

2.	
  To	
  determine	
  if	
  there	
  are	
  
significant	
  differences	
  across	
  sectors	
  

3.	
  To	
  create	
  awareness	
  on	
  e-­‐
commerce	
  readiness	
  

Source: Imetrics Survey, September 2013 



E-­‐COMMERCE	
  MATURITY	
  SCORECARD:	
  	
  	
  
Personal	
  

Histogram Mean 

Self-­‐Assessment	
  of	
  E-­‐Commerce	
  Readiness	
  as	
  Evaluated	
  
by	
  59	
  Digital	
  Influencers	
  in	
  Dipolog,	
  Philippines	
  (on	
  a	
  

scale	
  from	
  0	
  to	
  10)	
  

Self-­‐Assessment	
  of	
  E-­‐Commerce	
  Readiness	
  as	
  Evaluated	
  
by	
  59	
  Digital	
  Influencers	
  in	
  Dipolog,	
  Philippines	
  (on	
  a	
  

scale	
  from	
  0	
  to	
  10)	
  

Source: Imetrics Survey, October 2013, Dipolog Philippines 



E-­‐COMMERCE	
  MATURITY	
  SCORECARD	
  
Self-­‐Assessment	
  of	
  E-­‐Commerce	
  Readiness	
  as	
  Evaluated	
  

by	
  156	
  Digital	
  Influencers	
  
on	
  a	
  scale	
  from	
  0	
  to	
  10	
  

Self-­‐Assessment	
  of	
  E-­‐Commerce	
  Readiness	
  as	
  Evaluated	
  
by	
  156	
  Digital	
  Influencers	
  
on	
  a	
  scale	
  from	
  0	
  to	
  10	
  

Source: Imetrics Survey, September 2013 

Frequency Distribution Score 



E-­‐COMMERCE	
  MATURITY	
  SCORECARD:	
  	
  	
  
Personal	
  

Self-­‐Assessment	
  of	
  E-­‐Commerce	
  Readiness	
  as	
  Evaluated	
  by	
  40	
  Digital	
  
Influencers	
  Aeending	
  GOAB	
  in	
  Boracay,	
  Philippines	
  

(on	
  a	
  scale	
  from	
  0	
  to	
  10)	
  

Histogram Mean 

Self-­‐Assessment	
  of	
  E-­‐Commerce	
  Readiness	
  as	
  Evaluated	
  by	
  40	
  
Digital	
  Influencers	
  Aeending	
  GOAB	
  in	
  Boracay,	
  Philippines	
  

(on	
  a	
  scale	
  from	
  0	
  to	
  10)	
  

Source: Imetrics Survey, October 2013, Boracay Philippines 



UST	
  STUDENTS’	
  SELF-­‐ASSESSMENT	
  OF	
  THEIR	
  E-­‐
COMMERCE	
  READINESS	
  

Self-­‐Assessment	
  of	
  E-­‐Commerce	
  Readiness	
  as	
  
Evaluated	
  by	
  336	
  UST	
  Students	
  on	
  a	
  scale	
  from	
  0	
  to	
  10	
  

Self-­‐Assessment	
  of	
  E-­‐Commerce	
  Readiness	
  as	
  
Evaluated	
  by	
  336	
  UST	
  Students	
  on	
  a	
  scale	
  from	
  0	
  to	
  10	
  

Frequency Distribution Average 

2.7	
  

41.7	
  

55.7	
  

0.0	
   10.0	
   20.0	
   30.0	
   40.0	
   50.0	
   60.0	
  

4	
  and	
  Below	
  

5	
  to	
  7	
  

8	
  and	
  Up	
  

Source: Imetrics Asia’s Survey, UST, September 2013 



E-­‐COMMERCE	
  MATURITY	
  SCORECARD:	
  
Government	
  

Perceived	
  E-­‐Commerce	
  Readiness	
  of	
  Government	
  as	
  
Evaluated	
  by	
  40	
  Digital	
  Influencers	
  Aeending	
  GOAB	
  in	
  

Boracay,	
  Philippines	
  (on	
  a	
  scale	
  from	
  0	
  to	
  10)	
  

Histogram Mean 

Perceived	
  E-­‐Commerce	
  Readiness	
  of	
  Government	
  as	
  
Evaluated	
  by	
  40	
  Digital	
  Influencers	
  Aeending	
  GOAB	
  in	
  

Boracay,	
  Philippines	
  (on	
  a	
  scale	
  from	
  0	
  to	
  10)	
  

Source: Imetrics Survey, October 2013, Boracay Philippines 



E-­‐COMMERCE	
  MATURITY	
  SCORECARD	
  
Perceived	
  E-­‐Commerce	
  Readiness	
  of	
  Government	
  as	
  

Evaluated	
  by	
  156	
  Digital	
  Influencers	
  on	
  a	
  scale	
  from	
  0	
  to	
  
10	
  

Perceived	
  E-­‐Commerce	
  Readiness	
  of	
  Government	
  as	
  
Evaluated	
  by	
  156	
  Digital	
  Influencers	
  on	
  a	
  scale	
  from	
  0	
  to	
  

10	
  

Source: Imetrics Survey, September 2013 

Frequency Distribution Score 



E-­‐COMMERCE	
  MATURITY	
  SCORECARD:	
  
Government	
  

Perceived	
  E-­‐Commerce	
  Readiness	
  of	
  Government	
  as	
  
Evaluated	
  by	
  59	
  Digital	
  Influencers	
  in	
  Dipolog,	
  

Philippines	
  (on	
  a	
  scale	
  from	
  0	
  to	
  10)	
  

Histogram Mean 

Perceived	
  E-­‐Commerce	
  Readiness	
  of	
  Government	
  as	
  
Evaluated	
  by	
  59	
  Digital	
  Influencers	
  in	
  Dipolog,	
  

Philippines	
  (on	
  a	
  scale	
  from	
  0	
  to	
  10)	
  

Source: Imetrics Survey, October 2013, Dipolog Philippines 



UST	
  STUDENTS’	
  EVALUATION	
  OF	
  PHILIPPINE	
  
GOVERNMENT’S	
  E-­‐COMMERCE	
  MATURITY	
  

Perceived	
  E-­‐Commerce	
  Readiness	
  of	
  the	
  Philippine	
  
Government	
  Evaluated	
  by	
  336	
  UST	
  Students	
  on	
  a	
  scale	
  

from	
  0	
  to	
  10	
  

Frequency Distribution Average 

Perceived	
  E-­‐Commerce	
  Readiness	
  of	
  the	
  Philippine	
  
Government	
  Evaluated	
  by	
  336	
  UST	
  Students	
  on	
  a	
  scale	
  

from	
  0	
  to	
  10	
  

6.8	
  

46.7	
  

46.4	
  

0.0	
   10.0	
   20.0	
   30.0	
   40.0	
   50.0	
  

4	
  and	
  Below	
  

5	
  to	
  7	
  

8	
  and	
  Up	
  

Source: Imetrics Asia’s Survey, UST, September 2013 



E-­‐COMMERCE	
  MATURITY	
  SCORECARD:	
  
Manufacturers	
  

Perceived	
  E-­‐Commerce	
  Readiness	
  of	
  Manufacturers	
  as	
  
Evaluated	
  by	
  40	
  Digital	
  Influencers	
  Aeending	
  GOAB	
  in	
  

Boracay,	
  Philippines	
  (on	
  a	
  scale	
  from	
  0	
  to	
  10)	
  

Perceived	
  E-­‐Commerce	
  Readiness	
  of	
  Manufacturers	
  as	
  
Evaluated	
  by	
  40	
  Digital	
  Influencers	
  Aeending	
  GOAB	
  in	
  

Boracay,	
  Philippines	
  (on	
  a	
  scale	
  from	
  0	
  to	
  10)	
  

Histogram Mean 

Source: Imetrics Survey, October 2013, Boracay Philippines 



E-­‐COMMERCE	
  MATURITY	
  SCORECARD	
  
Perceived	
  E-­‐Commerce	
  Readiness	
  of	
  Manufacturers	
  as	
  
Evaluated	
  by	
  156	
  Digital	
  Influencers	
  on	
  a	
  scale	
  from	
  0	
  to	
  

10	
  

Perceived	
  E-­‐Commerce	
  Readiness	
  of	
  Manufacturers	
  as	
  
Evaluated	
  by	
  156	
  Digital	
  Influencers	
  on	
  a	
  scale	
  from	
  0	
  to	
  

10	
  

Source: Imetrics Survey, September 2013 

Frequency Distribution Score 



E-­‐COMMERCE	
  MATURITY	
  SCORECARD:	
  
Retailers/Wholesalers	
  

Perceived	
  E-­‐Commerce	
  Readiness	
  of	
  Retailers	
  &	
  
Wholesalers	
  as	
  Evaluated	
  by	
  40	
  Digital	
  Influencers	
  

Aeending	
  GOAB	
  in	
  Boracay,	
  Philippines	
  	
  
(on	
  a	
  scale	
  from	
  0	
  to	
  10)	
  

Histogram Mean 

Perceived	
  E-­‐Commerce	
  Readiness	
  of	
  Retailers	
  &	
  
Wholesalers	
  as	
  Evaluated	
  by	
  40	
  Digital	
  Influencers	
  

Aeending	
  GOAB	
  in	
  Boracay,	
  Philippines	
  	
  
(on	
  a	
  scale	
  from	
  0	
  to	
  10)	
  

Source: Imetrics Survey, October 2013, Boracay Philippines 



E-­‐COMMERCE	
  MATURITY	
  SCORECARD	
  
Perceived	
  E-­‐Commerce	
  Readiness	
  of	
  Retailers	
  &	
  

Wholesalers	
  as	
  Evaluated	
  by	
  156	
  Digital	
  Influencers	
  on	
  a	
  
scale	
  from	
  0	
  to	
  10	
  

Source: Imetrics Survey, September 2013 

Frequency Distribution Score 

Perceived	
  E-­‐Commerce	
  Readiness	
  of	
  Retailers	
  &	
  
Wholesalers	
  as	
  Evaluated	
  by	
  156	
  Digital	
  Influencers	
  on	
  a	
  

scale	
  from	
  0	
  to	
  10	
  



E-­‐COMMERCE	
  MATURITY	
  SCORECARD	
  
Perceived	
  E-­‐Commerce	
  Readiness	
  of	
  Service	
  Companies	
  
as	
  Evaluated	
  by	
  160	
  Digital	
  Influencers	
  on	
  a	
  scale	
  from	
  0	
  

to	
  10	
  

Source: Imetrics Survey, September 2013 

Frequency Distribution Score 

Perceived	
  E-­‐Commerce	
  Readiness	
  of	
  Service	
  Companies	
  
as	
  Evaluated	
  by	
  150	
  Digital	
  Influencers	
  on	
  a	
  scale	
  from	
  0	
  

to	
  10	
  



E-­‐COMMERCE	
  MATURITY	
  SCORECARD:	
  Service	
  
Companies	
  

Perceived	
  E-­‐Commerce	
  Readiness	
  of	
  Service	
  Companies	
  
as	
  Evaluated	
  by	
  40	
  Digital	
  Influencers	
  Aeending	
  GOAB	
  

in	
  Boracay,	
  Philippines	
  (on	
  a	
  scale	
  from	
  0	
  to	
  10)	
  

Histogram Mean 

Perceived	
  E-­‐Commerce	
  Readiness	
  of	
  Service	
  Companies	
  
as	
  Evaluated	
  by	
  40	
  Digital	
  Influencers	
  Aeending	
  GOAB	
  

in	
  Boracay,	
  Philippines	
  (on	
  a	
  scale	
  from	
  0	
  to	
  10)	
  

Source: Imetrics Survey, October 2013, Boracay Philippines 



Join	
  the	
  panel:	
  	
  
Voice	
  of	
  Digital	
  Future	
  

For	
  be1er	
  e-­‐commerce	
  and	
  digital	
  
markeJng	
  metrics	
  in	
  the	
  Philippines.	
  

@digitalfilipino	
  



Learn	
  more	
  

h1p://digitalfilipino.com/e-­‐commerce-­‐index-­‐philippines/	
  
Contact	
  Jane1e	
  Toral	
  
Twi1er:	
  @digitalfilipino	
  
Mobile:	
  +63-­‐920-­‐9508696	
  


