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New Developments in e-Commerce for Individuals

Since the start of the Coronavirus pandemic, total sales value in the retail e-commerce
market has soared from \10.1 trillion in 2019 to \12.2 trillion in 2020 and \13.3 trillion in
2021. The range of e-Commerce customers has expanded to include many older individuals
who previously did not purchase much, online, while the range of products has shifted to
include a larger percentage of food purchases. In addition, e-commerce is expanding its
share of sales for the retail industry as a whole. In Japan, e-commerce now accounts for 8.78%
of total retail sales, but this is still very low compared with the global average of 19.6%.
Looking ahead at the future direction of e-Commerce retailing in Japan, we will be closely
watching to see what changes occur not only in sales volume, but also in the quality of
products and services provided. In Japan, most retailers have established networks with
numerous store locations, so it will be very interesting to see how they develop their
retailing networks to balance online and offline sales activity, and manage the gradual shift
towards online activity. Retailers are adopting multi-channel and omni-channel strategies
which merge their various real-world retailing channels with online, Internet-based sales
operations, as well as seeking ways to use online services to attract customers to physical
stores (online-to-offline).

As social media networks develop, it will also be interesting to see how e-Commerce
platforms evolve to operate across multiple smart devices, and how the market as a whole
evolves to handle the increase in international, cross-border e-commerce. As e-commerce
makes it easier for retailers to collect data on customers, it will also be instructive to see
what sort of data-driven marketing efforts they develop in order to better address customer
needs. Finally, as Japan struggles to address a developing crisis in home delivery and
distribution, due to a shortage of delivery truck drivers, it will be interesting to see what
steps online retailers take to address the effectiveness of their logistic services. At present,
one of the most urgent challenges is to develop more reliable networks to handle the “last-
mile” phase of delivery, which takes products from a local warehouse to the final customer.
This paper will take a closer look at the many issues related to retail e-commerce in Japan,
and discuss the issues and perspectives outlined above.
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