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e-Dagang Expo (eDX)  
Event Summary 
 

Day 1 Highlights: Largest, free, virtual e-Commerce 
Expo Organised by MDEC takes off 

 
Malaysian Digital Economy Corporation (MDEC) kicked off its first and largest e-Dagang Expo (eDX) 

today – an initiative to ramp up trade and commerce digitalisation in the new normal era as a result 

of the COVID-19 pandemic. 

Starting things off on Day One of the programme was a webinar presented by MDEC eUsahawan 

Programme Manager, Esza Mazyatul Khairani, who hailed the initiative as an important stepping 

stone for businesses to seek for opportunities beyond their comfort zone. 

“Because of the COVID-19 pandemic, now is the best time for micro-, small- and medium-sized 

entrepreneurs (MSMEs) to go digital and bring their businesses online,” she said.  

The first session introduced MDEC’s flagship eCommerce programmes, eUsahawan and 

Perkhidmatan eDagang Setempat (PeDAS). 

eUsahawan is a government-backed digital entrepreneurship initiative for micro-entrepreneurs 

interested in digitalising their businesses. To date, it has successfully trained 167, 588 micro-

entrepreneurs and generated cumulative earnings of RM611.2 million.   

Masliza Mohamad Dahalan, MDEC PeDAS Programme Manager did a sharing on how PeDAS helped 

empower smaller businesses in rural areas to shift their businesses offline to online via its one-stop 

training centre. It is now available in eight locations and is expected to expand to 22 other locations 

soon.  

The participants were inspired by the sharing of eUsahawan and PeDAS success stories and enticed 

by the structure learning of e-commerce provided by both eUsahawan and PeDAS programmes.  

The second session featured Shopee’s Mohd Loqman Mohd Noor Firdauz Wong.Citing a recent 

study by the Malaysian Institute Of Economic Research (MIER), he shared how retail stores have 

seen a 50% drop in sales and urged retailers to shift their businesses online.  

He highlighted its dropship campaign for export opportunity to Singapore. He also underlined that 

Shopee will allow Malaysia sellers to sell on Shopee's other Southeast Asia (SEA) markets in the 

future. 

“Businesses often panic when sales go down by 10%. What more if it is 50%? This is the best 

opportunity for you to take your business online,” he added. 

He also shared how brick-and-mortar retailers can shift to the Shopee platform via its New Growth 

Programme. The seller-oriented initiative offers a free shipping service, complimentary ad 

campaigns and access to Shopee’s mega campaigns such as the 9.9 and 11.11 sales, among others.  

The third session featured Boostorder CEO, TK Chuah, who highlighted several e-Commerce mega-

trends that affect business-to-business (B2B). This mainly includes the advent of an on-demand 

economy, changing demography, increased market velocity, wider competition and personalisation.  
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He also stressed the importance of digitalising the front-end of B2B businesses as opposed to the 

norm of back-end centric digitalising that focusses on internal costs and process efficiencies.  

“Front-end is where revenue is generated. This is the low-hanging fruit that businesses should look 

at and understand how they can use digital technology to automate their day-to-day business,” he 

emphasised. 

The final session for the day was presented by Wai Kit Lew, Director of Global Shoppers Malaysia 

(GSM). He shared about how Malaysian brands have managed to penetrate the booming Indonesian 

markets via cross border e-commerce. Most will be dealing with complex custom regulations and 

other barriers of entry to gain access to Indonesian consumers. Cited in Temasek research,  

Indonesia will be the biggest e-commerce market in 2025 at an estimate of  52% marketshare for 

SEA. 

The solution presented was the setting up of an e-pavilion that recruits Malaysian brands and 

featuring them on Indonesian e-commerce site, Bli Bli. Leveraging on GSM’s local experience in the 

Indonesian market, this collaboration, which also includes MDEC support, would increase market 

awareness of Malaysian products in Indonesia.  

Bli Bli emarketplace is suitable for Malaysian brands as it targets middle- to high-income 

Indonesians. Some of the brands that are doing well include Powerroot, Beryls, Mister Potato, 

Mamee and Old Town White Coffee 

Aspects of cross border shipping and last-mile delivery will also be subsidised by GSM.     

“All you need to pay is for the first-mile delivery cost. After dropping the product off at the Subang 

sortation centre, we will take care of the rest of the process,” he added.  

The curated webinars today have attracted over 10,000 virtual participants, a testament to the 

fervent need for the digitalisation of the retail sector as consumer patterns shift from offline to 

online in this era of the “new normal”.   

The eDagang Expo will continue for the rest of this week with webinars by OURSHOP.com, eBay and 

Lazada. There will also be a panel sessions moderated by Malaysia Cross Border e-Commerce 

Association (MCBEA) featuring Fusionex, SME Association of Malaysia, B2B Commerce and Logistics 

Worldwide Express. 

For more information please visit: www.go-ecommerce.my/ eDX    
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