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#1 Introduction of Interpark



INTERPARK

Leading e-commerce player in Korea

Interpark total daily average visitors 2.5M!
25M Interpark members (about 49% of total population)

“ ”

ENT
No.1 Online 

reservation service

Tour
No.1 Online 

Travel Agency
Shopping

The first online

Shopping mall

Books
No.3 Online 

book store

Interpark
• Air Ticket, Hotel, Touring Service, Things to do

• Own Performance Venues

• Performance Contents

• Global Ticket Selling Platform

• B2C, B2B, C2C

• ChatBot Service

• CBT  Service  



INTERPARK

From the frontier of online shopping service
to  representative of Korea e-commerce company

Interpark has navigated e-commerce market as the first online shopping mall

“ ”

“A theme park of comprehensive culture”“Established consolidated 
e-commerce Business model”

“The frontier of online shopping
service supplier”

Approached qualitative 
& quantitative growth phaseLaunched Interpark INT

Reached 2 trillion 
KRW in GMV

Reached 1 trillion 
KRW in GMV

Launched 
Interpark

Incorporated e-commerce into Interpark INT
(Shopping, Books, ENT, and Tour)

“Complete e-commerce
structure to C2C, B2C, B2B”

4 trillion 
KRW in GMV

Reached 3 trillion 
KRW in GMV

-Changed interpark into 
a holding company

- Spin-off shopping, books, 
ENT, tour business segments



#2 e-Commerce Market



Global e-commerce growth 

Global e-commerce sales will continue to grow.



Global e-commerce growth 

Asia-Pacific region will continue to grow. 

Source: https://www.metaforespress.gr

https://www.metaforespress.gr/


Global e-commerce growth 

• Over 2 billion e-shoppers would 
be transacting 13.5 percent of 
their overall retail consumptions 
online, equivalent to a market 
value of US$3.4 trillion by 2020.
(source: Accneture)



#3 e-Commerce Platform



e-Commerce Platform 

e-commerce platform?

Image from guicktrade24.com, mlawebdesigns.co.uk



e-Commerce Platform

 E-commerce refers to a process of buying and selling products or services over the internet.
 E-commerce activities such as selling online can be directed at consumers or other businesses. 

Brick and Mortar Click and Mortar

Removal of intermediaries in supply chain : “cutting out the middleman”Buyers and sellers meet in the offline market place.



e-Commerce Platform

User Supplier

Online Market Place
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Delivery

Call Center

Buying

e-Commerce Platform

Infrastructure

Social Online AD Promotion

Mobile
App

Mobile 
web

PC

Marketing

Partner 3

Partner 2

Partner 1
Affiliated sales

Networking between users 
and the platform

Maximize sales by
networking

 Increased users and products will lead to increased in sales.

Manufacture

Wholesale

Value added 
Resell

Retail

Other 
e-commerce



e-Commerce Platform

 Supply & Buying Process make other business on e-commerce.  

Supplier
(seller)

Contract

Sales Delivery

Product
Register

User

Search View Payment Confirm Review

Check 
Review

Looking for various platforms to register products

Looking for Best Prices  



e-Commerce Platform

 Supply & Buying Process make other business model on e-commerce.  

CMS 
(Channel Management Service)

PCS
(Price Comparison Service)

E-commerce 1 E-commerce 2 E-commerce 2

Supplier
(seller)

Users



e-Commerce Platform

 Design a superior service model to attract and retain customer into ecosystem.

Intent AD/PUSH/SNS

Buy

Direct Searching

Buying

Promotion

Product
Page

Cart

Search

Main

Category

Go

Do

Know

Customer Action

Marketing

Service Engagement 

Direct connect 37.2% Meta Search 47.4 % Marketing 15.4%

PCS



e-Commerce Platform

User Lock-In Framework

Product
Page

CartSearch Buying ReviewConnect

Direct

AD

Meta Search

Push/email

Lock-In Personalization Recommendation Custom Care
Loyalty
Program

Retention

• Cross-Sales 

- Air-hotel-shopping

- Recommendation

• Chat bot / ARS

- AI Service 

- RPA

• Personalization &

Recommendation

- Profiling

- Catalog DB

• Membership

- Prime Membership

- User rates

Targeting message 
according to usage pattern

AI Chat bot & ML/DL Search Engine & Universal Profile

Service Flow

Inflow channel

&
Real Time 

Recommendation

Register ProcessLogg-in



e-Commerce Platform

 Deliver a digital experience smart enough to know users interests and needs

Personalization & Recommendation



e-Commerce Platform

 Selling products and providing contents 

Experience



e-Commerce Platform

 Simple purchase of a product can lead to recommending related products 
and services.

Collaboration

Buying 
Airline Ticket

to Paris

Hotel

Thins to 
do

Products Domestic
Tour

Books

Global one-stop reservation system

The best-selling Travel Products 

Musical ticket

Restaurant Reservation

And other local activities

Local theme tours

Provide reservation service for abroad hotels

Provide the lowest price 

During the flight, read books.



#4 Opportunities and Challenges



Opportunities & Challenges

Paypal Cross-border consumer Research 2018



Opportunities & Challenges



Opportunities & Challenges



Opportunities & Challenges

Yes, there are more customers in the world, But it is not easy to follow.

Advanced technology is helping to open up commerce opportunities for 
everyone – across borders, anywhere, anytime and via any device.



Opportunities & Challenges

• Cross border trading (Interpark)

Number GMV Number GMV

2016 5,855     1,977     17,395   1,635     

2017 8,093     2,611     23,592   2,110     

2018 9,608     3,252     32,255   2,755     

ImportExport

KOREA 2018 CBT, GMV: Million

Japan China Singapore USA

35% 31% 10% 5%

USA China EU Japan

53% 23% 13% 8%

Export

Import

• Cross border trading in Korean market

China USA Japan Singapore ASEAN

58% 12% 6% 1% 3%

USA China EU

55% 25% 15%
 Import

Others

5%

 Export

Clothing 37% Healthy Pro 25%

Cosmetic 19% Clothing 15%

Shoes 3% Cosmetic 13%

Bag 2% Electric Pro 13%

Sports good 2% Shoes 8%

Computer 1% Toy 7%

Toy 1% Bag 4%

Jewelry 1% Book 1%

Glasses 1% Watch 1%

Other 16% Other food 13%

Export Import



Opportunities & Challenges

• Online consumers in every corner of the world are shopping cross-border for physical goods.

#1  Better Price

#2  Access to items not available in my country

#3  I can discover new and interesting products

#4   Higher product quality

#5   Shipping is more affordable



Opportunities & Challenges

• Intense Domestic Competition

Product Customer

• Import
• Strengthening product availability

• Export
• Boost gross merchandise volume



Opportunities & Challenges

• CBT (Import for local users) • CBT (Export for global users)



Opportunities & Challenges

Searching

• Import CBT (Product) • Export CBT (User)

Contents

Register

Delivery

Contract

Selling

Searching

Confirm

Payment

Delivery

View Product

Regulation

Hard to find partners like SME, 
benders and etc

Making contents and translation

Collecting cargos
bonded warehouse or Drop point
Tracking & Local address

List-Clarence & General Clarence

Local payment service



Opportunities & Challenges

Service 
Providers

Governments

Suppliers 
(seller)

Logistics

Regulation Product
(Contents)

Payment
Marketing

A

B

C

•Government support

- Investment in logistics’ infrastructure.
- Positive legislation for facilitating customs 

Clearance.
- Offering domestic product information. 
- Combating counterfeit products.

A

B C

• Service providers

- Payment service
. Establish multi-payment options
. Improved security and protection from frauds.

- Marketing service  
- Logistics service

. Fast global service coverage at low prices.

. Simple CBT product returns.

• Suppliers (seller) support

- Add English and local language.
- Extended local payment options.
- Use local popular channels. 
- Set up domestic service center.
- The establishment  of call centers in APEC 

market. (could make AI Chat bot)



Opportunities & Challenges

APEC Cloud

Service Infra

APEC Admin. Of Customs APEC Logistics System

Payment System

Financial Service 

System

Product Information

Sharing System
APEC Statics System

APEC Foreign Exchange 

APEC Taxation

Logistic
companies

E-commerce
companies

Consumers
Financial

Companies

API
Service

API
Service



Q & A


