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EXCUTIVE SUMMARY

Electronic commerce, the process where products ate ordered over electronic networks, offers counivies
opportunities for inclusive economic growth, With technological innovations playing a catalytic role in
driving the economy, and the rapid uptake of Information and Communication Technologies (ICTs) in
more colntries, e-commarce is increasingly becoming an imperative for economic growth and
competitivenass,

[-commerce provides opportunities for consumers, businesses and governments to purchage and sell
products online. The most common modes are Business to Consumer (B2C), Business-to-Business
(B2B) and Consumer-to-Cansumer {C2C). The public sector is increasingly an actor in e-commerce
through paid services it offers consumers and businesses (G2C and (2B) and products and services it
purchases from businesses (B2G).

E-commerce benefits enterprises through enhanced participation in international value chaing, increased
market access and reach, and improved business processes, as well as lower transaction costs. For
consumers, online shopping allows for comparisons of prices and eatures of a wide range of products,
It alse allows consumers t shop at times convenient to them and 1o have products delivered to their
homes or other convenient locations,

E-comumerce also has a strong link to the entrepreneurial innovation ecosystem. Many aspiring tech
entrepreneurs develop products refated to e-commerce. A vibrant e-commerce sectar is vial for
reinforcing the tech ecosystem, Otherwise developing nations run the risk of tech entreprencurs moving
1o other countries whete the environment ts more conducive for their products to develop and scale.

Owman, along with other countries in the Gulf, has lagged in the e-commerce revolution, While 1he

underlying fundamentals for successful e-commerce are.strong in the reglon--telatively high internet.

penetration and incomes—online shopping is low. The time therefore appears ripe for the Sultanate of
Orman to seize the opportunity to reap the opportunities available through e-commerce. The level of e-
commeree in the Sultanate is significantly below where it should be given the degree of Internet usage,
payment instrument penetration and per capita income. Ample scope exists to boost e-commerce with
consequent downstream impacts on the financial, transport, warehousing, and [T industries, increasing
diversification of the economy and helping to reduce the country's iraditional reliance on oil. Though 2
relatively small market, Orman also has tremendous potential for e-commerce due to its strategic
location. As the first point of entry on the Arabian Sea on shipping lanes from Asia, Oman is an ideal
fuifilment point for cross-border e-coremerce to other Gulf nations as well as East Alfrica,

This national e-commerce strategy is an initiative arising from the National Program for Enbancing
Beonomic Diversification (Tanfeedh). The strategy has been informed by desk research and analysis
and interviews with key organizations including government agencies, e-commerce merchants, banks
and payment providers, ielecommunication operators and academics, Stakeholders provided input to
the goals and measures in a workshop and the National E-commerce Team' was briefed. The strategy
has been guided by UNCTAD's framework for boosting e-commerce with a focus on the key enabling
areas: 1CT infrastructure and services, transport and logistics, e-procurement, payments, legal and
regutatory framework, sifls and awareness, and business facititation,

The strategy has been informed by desk research and analysis; fact-finding missions to Oman, involving
interviews with key organizations including government agencies, e-commerce merchants, banks and
payment providers, telecommunication operators and academics. A stakeholder workshop and briefing
for the national e-commerce commitiee were ajso caried out. The strategy has been guided by

| The National E-Commerce Team was cstablished in October 2017 and is composed of the Ministry of
Transport and Communications, the Ministry of Cotamerce and Industry, the Supreme Council of Planning, the
Telecommunications Regulatory Authority, the Central Bank of Oman, the Information Technology Authority,
Oman Custorns, and the Oman Logisties Centre (Agyad).



UNCTAD's framework for boosting the e-commerce sector with a focus en the key enabling areas that
form part of the ecosystem.

The strategy aims to reduce weaknesses inhibiting e-commerce development in the country, 115 overall
vision is that:

By 2023, Oman is a regional hub for e-commerce with a flourishing national e.commerce
industry.

Overarching goals of the strategy for 2025 include:

s  Boosting the use of online shopping to 60% of the 15+ population
o Creating over 8,000 jobs in online shops
+ Raising the contribution of B2C e-commerce to 3% of non-0il GDF vajued at OMR 800m

To achigve these goals, several measures have been proposed. Foremost is the creation of an e
commerce park providing all nesded services for e-commerce companies within a free-zone. Measures
for the ICT sector include enhancing access, fowsring prices, improving guality and providing advanced
business services equivalent to other countries in the region. Key measures for the logistics sector
include accelerating the geocoding project to facilitate home and business parcel delivery and
deveioping e-commerce fulfilment facilities at existing free zones. While Oman has most of the key
enabiing laws Tor e-comumnerce in place, some need revision and the Consumer Protection Law needs (o
be updated to include e-commerce to raise trust ameng the public. A national e-procurement portal i3
needed for the development of B2B e-commerce, Skills and awareness need 10 be enhanced including
e-commerce training for small enterprises and the public, Regarding business facilitation, thereisa nzeid
for e-commerce financing, an online directory of e-commerce support services and the creation of an ¢-
commerce association. An innovative payment environment necds to be fostered that facilitates online
payment, oo T I

The strategy calls for the creation of an e-commerce steeriig commiitee composed of public and private
stakeholders to implement the strategy. It also identifies & list of key indicators for monitoring and
evaluation the strategy on an annuat basis.
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1.1

INTRODUCTION

E-commerce for development

Electronic commerce, the process where products are ordered over electronic networks, offers countries
opportunities for inclusive economic growth.” With technological innovations playing a catalytic role
in driving the economy, and the rapid uptake of Information and Communication Technologies (1CTs)
in more countries, e-commerce is increasingly becoming an imperative for economic growth and
competitiveness,

E-commerce is part of the global digitalization trend, enabled by the Infernet thas is disrupting
traditional industries and transforming economies. Though the pace of change triggered by
dightalization varies across countries, the globalized nature of the Iternet means that no nation is
immune. Countries that successful adapt to this digital transformation will be better able to leverage the
benefits and minimize the threats.

The opportunities and benefits of e-commerce

Becommerce provides opportunities for consumers, businesses and govemments o purchase and sell
products ontine. The most common modes are Business to Consumer (B2C), Business-to-Business
(B2R) and Consumer-to-Conswner (C2C). The public sector is increasingly an actor in g-commerce
through paid services it offers consumers and businesses (G20 sud G2B) and products and services it
purchases from businesses (B26G).

B-commerce benefits enterprises through enhanced participation in international supply chains,
increased market access and reach, and improved business processes, as well as lower transaction ¢osts,

For consumers, online shopping allows for comparisons of prices and. features of a wide range of

prociucts. 1t also allows consumers to shop at times convenient to them and to have products delivered
ter their homes or other convenient locations.

E-commerce has significant benefits for Micro, Small and Medium Enterprises (M5MUEs} such as
expanding of their potential customer base, allowing them to participate in national and international
supply chains and lowering costs of their production inputs. This is eritical given that sinall businesses
constitute the bulk of enterprises in all economies. This is particularly relevant in Oman where SMEs
constitute 90%% of all enterprises and account for 40% per cent of employment while their contribution
1o Grass Domestic Product (GDP) ranges between 15 and 20 per cent.” In developed markets, the SME
workforce ranges between 50-60 per cent and the average GDP contribution from this ssgment is 50-
35 per cent. Hence, there is the potential for growth of the SME sector in Oman, Enabling this growth
would provide new opportunities for employment for citizens as the company diversifies away from
the oil and gas sectors and reduces its dependency on employment in the public sector,

The fit between e-commerce and MSMEs is reflected in data from the Buropean Union (U} showing
that enterprises engaged in pure online refail sales are smaill with an average size of less than three
employees.® The potential for international frade facilitated with e-commerce: ¢Bay finds that afmost
all SMEs sell internationally over its platform compared to less than twenty per cent in traditional
businesses.”

2 Soe the QRECI definition of e-commerce at: hitps:/stats oecd org/elossary/detal asp?I=4721

I esME sector’s growth in Oman," Orean Economic Review, 21 November 2013, http://oeronline com/special-
reports/sme-oman/sme-sectors-growth-in-oman. html

+ Michael Minges. "Measuring the creation of value in the digital economy.” Brainstorming meeting for
Information Economy Report 2019, Geneva, 31 May — | June 2018,

Y eBay. 2016, Small Online Business Growth Report: Towards an Inclusive Global Evonomy,
https:/www ebaymainstreeC comy/zites/defautt/files/ebay_global-report_2016-4_0.pdf



Microenterprises, in particular those owned by women, or locaied in rural areas are leveraging e-
commerce to increase income. Examples inclide Mataysia where there were 5,510 women-owned
establishments engaged in e-commerce i 201 5. earning onfine revenye of RM 6.6 {USS 1.7) biftion.®
The potential for e-commerce 10 penerate opportunities for women is particuiarly relevant in {man
where university educated females constituted one third of the job seekers in September 2017." In Ching,
there are aver 1,000 villages on the Taobao e-commerce platform generating revenue of over RMB 10
(Ush }].,S) million each.! This Is relevant for Oman where over a fifth of the population resides in rural
Wreas.

E-commErce generates economic activity and innovation acrass several domains to which it is closely
linked such as marketplace platforms, logistics and payments. Thus, e-commerce drives downstream
employment across supporting sectors and offers a stage for innovation. In the area of platforms,
innovalive apps leverage the locational and payment functionality of smartphones to provide not pnly
online purchase of goads but also services such as ride haiting, accoramadations and foad ordering.
Online shopping has had a strong impact on innovation in payments. Mobile money and digisal wallets
and other innavations have widened the base of potential shoppers in developing nations, [n the area of
logistics, growing e-commarce has triggered the use of GPSY, tracking and self-printing jabels and
postage ta enhance delivery and shipmenis while several large e-commerce Companies are testing
drones to transport high value, low weight goods, In the area of fulfilment, inventory management
sutomation is increasingly big data driven and the adoption of robotics for picking and packing is
increasing,

E-commerce also has a strong link to the entrepreneurial innovation ecosystem. Many aspiring tech
eritrepreneuts develop products selated to e-commerce. I Thailand, aver 4 fifth of start-ups are involved
i e-commerce and a nolable proportion are involved in related areas such as financial technology.”” A

vibrant e-commerce sector is vital for reinforcing the tech ecosystem. Otherwisg developing nations run

the risk of tech entrepreneurs moving to other countries where the enviromment is more conducive for
their products to develop and scate."!

F.comnerce creates employment opportunities across many occupations. Tn addition to jobs in
fulfilment and delivery, there is a need for digital marketers, product content writers, photographers,
and custometr service agents, Professional services such as lawyers, accountants and intellectual

property agents are also needed. fn China, Alibaba estimates that its c-commerce platform hus created

¢ Department of Statistics, Malaysia, 2017. Usage af ICT by Businesses and e«Commerce.
hitps:/Awww. dosm.gav.my/v {/index.php?r=col umn/ethemeByCatéeear=427&bul_id=2] d0exFAQ03ITIBRTellp
OUERIH v (rrg&mena_id=b0plVIEIRWA oV WRTURZ ocEhyZ 1pLUTOY

7 5CSI. February 2018, Monthly Statistical Bulletin. p. 23,
hittps:/www.nesi. gov.om/Elibrary/ Pagcs!Librm'yCmm:entDetails‘aspx?ltmn [=ELGOxsTsGMmExHEevanFER"3
133D

¥ AliResearch. 2017, E-commeree and inclustve growth in China,
htt.p:.f/um:tad.Urg/mcn:ti ngs/en/Contribution/ dtl_eWeek2017c! L-aliresearsh_empdl

? hltps:/fdata.worldbank.org/i;xc}icatmri.‘ii’.RUR.TDTI_,.ZS’?locations=0M

¥ Thaj Venture Capital Association. 2016. Thai Startup Founders Swrvey.
mtps://www.slideshm'e,nat/tvcaorthftl\aimst.artup-founders—survey—ﬁ() 16-652245397

i1 This is the case in the Middle East where the UAR has emerged as the leading tech venter and home tw a
growing number of immigrant entrepreneurs (https://www.lechnologyn:viaw.cumfsléoS4(i$!a-difﬁ:r&nt-smry~
ﬂ'om-the—middlu—eastmt':n!,reprmeurSwhuilding-a.n--am‘imech-eco:mmyf). Despite having 1 population of around &
million, the UAE accounted for half the value of all venture capital deals in the region between 2014 and 2016
(https:f/www,wc[brmn.org,n’agenclnf’l{)17/()5fwbat-yc:nt,larsced-mknuw-ahcmt-thenn-liddle-tf:sts—slart»up-scenc-'m~
five-charts/),



over 30 miliion direct and indirect jobs.” Competition from e-commerce fmpacts employment in
traditional retail stores. However, evidence from mature e-commerce markets such as the United States
and the European Lnion shows that jobs ir pure online stores have increased overall employment in the
retail sector.” Employment is also increased in supporting Industries such as transportation and
warehousing.

IMNCTAD estimates indicate that selling onling is expanding rapidly, with global e-commmerce at
USH 26 tillion in 2016." B2B e-commerce accouitted for more than US$ 23 trillion, while B2C sales
amounted to nearly US$ 3 trillion, an increase of 15% over the previous year, While the United States
is ahead by some margin in B2B e-commerce, it is notably behind China in the B2C segment. [n addition
to China the rapid growth of e-commerce in other developing countries such as Mataysia and Thatland
has resulted in them becoming world leaders in respect to the value of online shopping as a proportion
of their economies (Figure 1-1). The rapid adoption of e-commerce in these countries suggests the
potential for economic leapfrogging.

Figure I-1: B2C e-commerce sales (% of GIF)
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Source: UNCTAD e-commerce database. ‘

The thireats from e-conunerce

E-~commerce also poses a few threats, Competition is increased among firms in the retall market within
and across cotntries, with the lower costs of virtual shops a critical competitiveness factor. Traditional
physical stores must adapt 10 enhanced price transparency and competition by providing new online
sales channels, investing in new equipment and services, building complementary skills and revising
their business provesses, Technology-savvy foreign competitors often have scale advantages compared
to local firms, resulting in increasing imports, Foreign competitors have no loeal presence with
implications for tax erosion, Nevertheless cross-border e-commerce can benefit local economies
through expansion of the logistics sector and earn import related taxes for governments. Domestic firms

2 AliResearch, 2017, F-commerce and inclusive growth in China,
http:/funclad.org/meetings/en/Contribution/dtl_eWeek2017c 1] -aliresearch_en.pdf

2 Michael Minges. "Measuring the creation of value in the digital economy.” Brainstorming meating for
Informarion Econginy Report 2019, Genava, 31 May ~ | June 2018,

M UNCTAD. "Risks and benefits of data-driven economics in focus at UNCTAD's E-Commerce Week." News,
28 March 2018, htip/functad. orglen/pages/newsdetails aspr?Original Version|D=1707



also have 2 competitive advantage over foreign firms through the sale of Tocal goods and services, There
is also a risk of @ widening divide between those who benefit from buying and selling online and those
who lack the tools and knowledge to so.

Oman’s e-commerce opportunity

1.2

Oman, atong with other countries in the Gulf, has fagged in this revolution, While the underlying
fundamentals for successful e-commerce are strong in the region-relatively high Intemet penetration
and incomes—ontine shopping is low. Consulting firn AT Kearney reckons that with much of the

groundwork in place, e-commerce is posed to develop rapidly inthe Gulf."” One sign is the parchase of

the United Arab Emirates online retaiier Souk.com by e-commerce giant Amazon in May 2017 for
US$ 583 million. '

The time therefore appears ripe for the Sultanate of Oman to seize the opportunity to reap the
opportunities available through e-commerce. The level of e-commerce in the Sultanate is significantly
helow where it should be given the degree of Internet usage, payment instrument penetration and per
capita income. Ample scope exists to boost e-commerce with consequent downstream impacts on the
financial, transport, warchousing, and 1T indusiries, increasing diversification of the economy and
helping to reduce the country's traditional reliance on oil. Though a refatively small market of 4.4
million people, Oman also has tremendous potential for e-commerce due 1o its stratepic location. As
the first point of entry on the Arabian Sea on shipping lanes from Asia, Oman is an ideal fulfilment
point for cross-border e-commerce (o other Gulf nations as well as East Afnca,

Purpose and methodology of the strategy
The national e-commerce strategy was developed by UNCTAD's ICT Policy Review (ICTPR}

Programeme based on-the request of the Omani governmend. The UNCTAL team has liaised with the

Ministry of Transport and Communications and specifically Asyad in preparing this strategy. The
strategy aims 1o assist the government's National Program for Enhancing Economic Piversification
{‘Tanfeedh), which bas the objective of reducing reliance on oil through the development of key sectors.
Gioals include creating jobs, fostering entrepreneurship and providing new opportunities for MSMEs.

The sirategy has been informed by desk research and analysis, fact-finding missions to Oman, involving
interviews with key organizations inclusling government agencies, e-commerce merchants, banks and
payment providers, telecommunication operators and academics {See Figure 1-2). A stakeholder
workshop and briefing for the national e-commerce committee were organized to soticil feedback.

BA T, Kearney. 2016, Geling in on the GCC E-Comnerce Game, http/Awvwyw middle-
zast atkearney com/documents/787838/890843 3/ Getting +inrontthe+ GCCHE-Commerce Game.pdf

¥ amazon. 2018, Form J0-K 2017, htip://services.corporate-
ir.net/SEC Enhanced/SecCapsule. aspy 2e=07664 & £id= 15414896
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The strategy has been guided by UNCTAR's framework for bopsting the e-commerce sector with a
focus on the key enabling areas that form part of the ecosystem (Figure 1-3). For this strategy, business
faciiitation has been added, and skills development and awareness raising have been combined,

Figure 1-3: Strategic Framework for Promoting E-Commerce

Source: UNCTAID. 2013, Informarion Econgiy Report: Unlacking the Forential of E-commerce for Developing
Couniries. http://unctad, orafen/vages/Publicatipn Webfl ver.aspaloublicatonid=1 {46




Chapter 2 offers an overview of Oman’s e-commerce market, The e-commerce ecosystem is reviewed
in Chapter 3. The vision and goals of the strategy are highlighted in Chapter 4. This is foilowed by the
strategy itsel{ in Chapter 5 and strategy impiementation in Chapter 6.



2.1

E-COMMERCE MARKET IN OMAN

This chapter looks at the current situation of e-commerce in Oman. It examines Oman's e-Ccommerce
market from the perspective of the different players involved: consumers, businesses and government.

Table 2-1: Types of e-cominerce

Government Business Consumer
m 3 Gic
) t e GlB ra
Overinnen 2 g, E=EOVET 2k o 37 B-UOVER 11
¥ e, Central 10 tacal C.g, & gnym NIeiE g8, b lgoyunmtmt
services SETViCEs
N B2G B2B B
Busineys . -
g.2., e-procurement e.m., Alibaba o8, Amazon, AlExpress
- 026 C21 020
Consumer L :
Pvpically, not rewunerated ez, Upwork ez, ol3ay
Consamer

Despite 4 refatively high level of Internet penetration, constmer adoption of online shopping is low in
Oman. According to a 2016 ITA sarvey, 70% of the population age 3 and ojder had used the Internet
in the last theee months.”” The survey also found that just 1% of Internet users had purchased goods or
services. This is in stark contrast to the 2013 TTA survey # fnding that 15% of Internet users had made
an onling purchase with eleven per cent doing sa in the last year. The 2016 TTA suivey results also
differ from data retrieved from the Facebook Ad Engine' in March 2018 reporting that there were
280000 "engaged shoppers™ in Oman,-equivalent to 11% of-Iaternet users or 8% of the-population®’ -
Oman ranks lowest iy the GCC i both Internet use and online shopping (Table 2-23.7" There {5 a notable
divide between the UAE, where over half the population shops onfine, and the other countries in the
Gulf (In all the other GCC countries less than one quarter of the population shops online).

Table 2-2: Internet shoppers as a share of Internet users and of population, 2017

In{ernet users Ouline sheppers
‘ As %ol . As % of. As o of
Tatal {m) popasdation  Fotal (1) population  Tntermet nsers
Bahrain 1. 98 {284 25 26
Kuwait 2.6 §0 0.65 20 .23
Oman ‘ 24 N 0.276 8 1l
CQatar oAl 93 0.33 15 17
Saudi Arabia 22 92 599 25 27
VITA, 1017, JCT HE Survey 2016 Resulis.

B TA, 2014, Swrvey on Avcess to and use of frformation and Communication Technolagy (1CT) by Households
and frcdividuals i Qman,

1 Copsudted in March 2018, See: ml'ps://www.f.“acelmok‘\cc:mﬂ:usim.-ss/!eamffhm:bootc--ads—basics

2 (yman along with Qatar are the only twe Gulf countries that did not participate in the World Bank's 2017
FINDEX survey, That survey included the question “Used the internet to buy something online in the past year
(%% age 15+)" and is the first internationally omparable indicator on online shopping. The survey inchided other
indicators relevant for analyzing e-commerce such as credit and debnt card owneeship. Sea:

hitps:/elobalfingey worldbank.ore/4data see fogus. 1t would be uzeful for Oman to be incladed in future
surveys. The government should explore this with the World Bank.

! Note that the expatriate population i3 included in all the GG surveys unless they do not speak Arabic or
English. It should be noted that according to the United Nations, Oman had the sccond lowest propertion of
expatriates in its population among the GCC i 2017, See: “Inlernational Migram Stock: The 2017 Revision™ at:
http://www.un‘org/enidm-‘elQpmc:m'!desafpnpulm'ion/mi eration/data/estimates2/estimatest7.shtm!

9



Internet users Ouline shoppers

As %o of As % of As % of
Tutal (m) population  Total (m) population  Internet users
United Arab Emirates 74 93 C 388 50 33

Source: World Bank and UNCTAD estimates derived from national statistics.
Online shopping is related to per capita imcome and given that Oman has the lowest per capita income
in the GCC, 1t Is peraps not surprising it also has the jowest online shopping penctration, Oman's level
of online shopping penetration is also significantty lower than other countries in the region with much
lower per capita incomes such as the Istamic Republic of Iran as well as nations in other regions that
have a similar per capita income sueh as 1 jthamnia (Figurs 2-1). Given Oman's per capita ncome,
online shopping penetration should be 22% of the papulation. The underdevelopment of Omarn's
B2C e-commerce market i apparent when contrasted with Fithuania, & couniry with which {t shares
some economic and demographic characteristics (Box 2-1).

Figure 2-1: Relation between online shopping and per eapita InCoHe
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Source: World Bank Findex database and UNCTAD esiimates.

One challenge in analysing the ontine shopping market in Oman is the lack of recent and detailed official
survey data. As a result, there i no definitive information about the specific shopping sites Internet
users in Oman access, the types of products they purchase and barriers to online shopping, Instead,
information must be gleaned from various sources, which often are based on vague methodologies and
conflicting information. One outcome 15 that it 1 difficult to gauge whether Oman's relatively low level
of B2C e-commerce is due to a lack of online shopping oppertunities or there are limited ontine shops
in Oman because of the smail number of onling shoppers. Simiiarly, it is difficult 1o ascertain consumer
concerns about online shopping. In the discussions carried out for developing the strategy, some felt
jesuies of trust and security were a major impediment while others did not constder this to be a major
barrier ad instead awereness seemed to be more of a barrier.

According to MOCI, 284 enterprises identified their main activity as carrying out "Retail Sale Over the
Internet” (of which 183 or 64% were SMEs).* However only one has its own dedicated online shop.
The others are using platforms such as eBay, classified ad portals such as OLX, or advertising on social

12 gpecial data set provided by MOCL



media sites. Most are technically not carrying out e-commerce since by definition orders must be placed
onling.

There is just one pure play online retail store with its own website based in Oman, Roumaan
(hitps:/fwww.toumaan.com), seliing some 200,000 branded products in over 60 categories. Per the
Ministry of Commerce and Industry online registration service for companies (InvestEasy), Roumaan
is the only pure play e-commerce business registered in the country in the category "Retail via mail
arder houses or television advertisement on the Internet."™ Roumagn was registered in 2013 and by
2017 it had around 20,000 visitors a day a five-fold increase. fnventory is held in UAE and shipped to
Oman as ordered, Alrborne, fetehr and Aramex are used for delivery with a flat OMR 2 delivery charge
to Muscat and OMR 3 to other locations with a 3-3 day delivery window, Roumaan uses cash on
delivery for around three fourths of payments (including people swiping their debit card on the handheld
Point of Sale (POS) device used by the courier). Roumaan has indicated a desire to broaden its platform
for other sellers to use,

Online food ordering i3 also available in Oman. Talahat offers ontine food prdering from over 100
restaurants in the country.®* The company operates throughout the Gulf and Jordan. The Kuwaitl start-
up was acquired by Cerman based Delivery Hero, which launched an 1PO in 2017, In addition, large
retaiters such as Luiu setl online ™

There are a few online shopping related sites among the top 50 web sites in Oman, The fourlh most
popular web site is Facebook from where products can be browsad. The 23rd most popular site in the
cauntry was OLX, a global online classified ads company with dedicated sites in 45 countries. The 26th
most popular site was e-commerce piant Amazon suggesting & high fevel of onting purchases from
averseas sites, The 34th most popular site was the Bank of Muscat most likely for online banking. The
43rd top site was Oman Alr, from which airline tickets can be purchased.

site rakings for mobile applications offer another insight into popuiar ontine shopping sites used by

smariphone users in Ormarn. According to one source’®, the top i0$ shopping sites in Oman are JollyChic
(a Chinese fashion shop)®’, OLX, AliExpress, OpenSood (a Jordanian-based classifieds site) and Shein
{a US-based women's fashion site). Nmmshi, 2 women's fashion site from the UAE iy ranked Tth,
Amazon {8 ranked 10th and the UAE's Noon and Souq ranked 15th apd 16th, Android has a similar
ranking ;vith one notable excepticn of having local site Roumaan included at 20th rather than 42nd (see
below).*

The most popular shopping site by the amount spent is that of the nationai airline Oman Air. According
1o MasterCard, oniing shoppers in the country spend the most on airtines® and Oman Air is the most
commonly visited web site for online shopping.” Anecdotal evidence suggests that local onine ticket

purchases aceount for around 20% of Ownan Air's scheduled service revenue or OMR 100 in 201 7 (Table

23 htps:/iwww business. gov.umiwpﬂfportaUeur/imegrmim':!optfnDnta

# prpsy/wwi talabat.com/oman

25 httpsiAwww Juluwebstore.com

% https:l/‘.vww‘simi1;11'w<:b,cam/appsftopfuppl-z/slomurankff.\m;’shuppinglmp-frem’iplmnfz

a h‘lips:f/w\m',prm‘:wswire.comfncwﬁ-relcases/jollychic-m—introduce-casl1m:1—deiiver}'-cnd—service~in-midd1c-
east-300105956, himl

I8 https://www\similarweb.cumfapps/top/g:mglc!smmranlc/nm/si'xoppingz’mpwfma

9 =(yman shows promise for onfine shopping growth: MasterCard Burvey.” Press Refease.
imps;/!newsmnn.mastercard.u:om/mma/press~r¢!eases/cman-shmvs-promis,emf'crr-onlim—shcpping—gmwthu
mastercard-survey/

30 "Online Shopping Witnesses Continued Steady Growth in Oman; Mastercard Survey.” Press Release, 21
April 2015, https=/Avww] .nwstcrcar(i.cmnfconte.ntlimel1igtnce/eniresearch/presswrclt:ase."l()i S/online-shopping-
witnesses-growth-in-oman htul
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Table 2-3: Oman Alr estivnieted B2C e-commerce reveie

_Oman Alrservices revenve 423 49 500
- Estimated on ling ticket sales : 64 77 100

Note: Tha pl‘[‘.'pﬂ]‘ﬁ&’l.Df"dlﬂﬂ]‘l Aif's e-commerce sales 1o total revente are eslimated at 15% in 2015, 18% in
2016 and 20% 1y 2017,
Source: Oman Alr Annual Report 2017 {'https:/ﬂwww.omanair\c:om/enfabaut—us/corporatc—govermmca/mmuala

TEPOFtS).

There is searce information abeut the popularity of consumer-to-consumer (C2€) e-commerce. OLX,
an onfine classified ad portal with operations in several countries, is active in Oman
(hitps:/olx.com.om/en). According to Alexa, it was the 25th most popular site in the country in March
2018, eBay also seams to have some traction and according to a local newspaper, "Crmani potate chips
have become a big hit on eBay."”

Social media marketing leading to offline sales is quite popular in the country. For example, many
sellers are using instagram as a marketplace, Knowledge of these services spreads by word of mouth in
the highly soeial Omani culiwre. Omani Market, in operation sinee 2012 has 183,000 foilowers on
Instagram.” Sellers list products-—ranging from cosmetics to food, real estate to mobile phone
accessaries and personal services such as hairdressing and English lessons-—along with a phone number
to be contacted . Instagram recently released a shopping feature that iinks tagped products to a web site
for purchase, but this feature is not used i Oman, In my case, it would not be of much value since most
sellers are small and do not have shopping websites, Omani Market is developing a new platform that
would have similar functionality. An Omani Market representative estimated that there were around
8,000 sellers asing its Instagram account,” S R S '

Purchases from overseas web sites account for a significant and growing proportion of B2C in Oman.
One factor driving ¢ross border imports are schemes providing users with overseds addresses:

e  Aramiex, a Dubai headquartered company and one of the leading couriers in Oman, offets a "Shop
& Ship" service whereby ontine shoppers can purchase from overseas web sites in 24 countries
using a local address in those countries for shipment to Oman.™ Aramex charges by weight for this
service as well as the location of the shopping web site split into two zones. A one kito package
from zone one countries costs OMR 920 (US$$24) and from zone two countries QMR 5,50
(US$14),

o Oman Post recently taunched Matjar, providing users with a US address for ordering from web sites
in that country ™ Users can acoumulate purchases for up to one month. The price per kilo is OMR
7 (18§ 18) payable upen defivery. Oman Post is working ona similar scheme for China from where
x growing nurnber of BZC shipments are originating.

31 Por example, this was the figurs cited by Salah Air in discussions. In the United States, the Air Transportation
sector earns 30% of its revenue from e-commerce. See "Table 9: Estimated E-Commerce Revenue for
Ewmployer Firms” at: h!‘tps:ifwww.uensus.gcvk]maﬁfﬂb!es,fzt}16/ecmn1!servic¢sfsas~naics.htmi

 “Omani potato chips have become a big bit on eBay." Times of Oman, June 12, 2017,
http:/ftimesofoman.com/aeticle/1 1111 HOman/Omani-potato-chips-have-become-a-big-hit-on-¢Bay

35 httpsi/Avwy instagram.com/omanimarket/Thl=cn
H hitps/Awww shopandship.com

¥ hteps:/Avw sy, matjar.om



According to TRA, there were 389,333 "Ecommerce incorning” pon-documents in 20 16.% The related
figure far 2017 is 574,759.37 Assuming an average shipping price of OMR 7 per kilo, it 13 estimated
that around OMR 4 miliion was spent on shipping fees by Omani customers ordering ontine from
overseas sites (Table 2-4).%

Tuble 2-4: Estimated shipping costs paid by customers in Orah for overseas B2C e-conmerce
purchases .

a5 WEE 2017
' Ecammerce inconting parcels ' 102,559 389,333 74T
Estimated shipping costs (OMR) n7.913 2,725,331 4023313

Note, Estimated shipping costs based on OMR 7 per kite.

Source: TRA and UNCTAIL estimates.

Shoppers to overseas web sites often need to pay customs duty. The minimum vahe of a product for
duty free entry (Le., "di minimis") into Oman is OMR 100 (US$260). However bulk shippers often
apgregate packages and thus surpass the i minimis level incuring customs duties. The customs duty is
then typically passed an to the recipient. There is a common 594 customs tari{f upon entry of 4 produet
inte the GCC. Purchases made from GCC shopping websites fheoretically enter duly free. In practice,
shippers are often charged the excise duty again and must later claim a refund. tn addition, all packages
incur an OMR 3 per OMR 100 of value service charge or 3%. Note that from 2019, VAT of 5% will
also be assessed, Assuming that customs duties are paid on all e-commerce packages due to the practice
of aggregating shipments it is estimated that OMR 1.5 million was patd for import fees (including the
administrative fee) in 2017 (Table 2-3).

 Table 25 Estimated import related fees from B20 pverseas purchases ..

s e 017
e g peds o wsm Seo3is SS9
Cetmiod sy puchase price (OME) 28 ST
el monvae OMR) 28928 loansses 15027699
oo by e (OMR) - 1962 Csaoas 7SI
Cosoms adminiative e revonse (OMR) 141962 s04s 751382
Credimporifess OMR) Coisead | 104780 | 102765

Source: TRA and UNCTAD estimates.

‘There is no official data on the value of the B2C e-commerce market in Oman. NCSI does not survey
enterprises on the value of their e-commerce sales due to the fack of a UN standard although the OECD”
and Eurostat™ have developed methodologies uged by a growing number of countries. Several estimates
exist for the value of BZC e-commerce in Oman, and they vary tremendously. For example, AT

36 TRA. 20 7. Annwal Repart 2016, p. 44.
37 Gpecial data set provided by TRA.

3% note that 70% of incoming international non-dacuments in 2017 weighed less than 2 kilos. 1t is likely thal
shippers have aggregated many packages weighing more than one kilo and therefarc contain a significait
pumber of smaller weight packages ordered by multiple customers.

¥ The OECD has published a model survey for ICT in business that inciudes a module on 2-COMMETEE.

10 See: “Community Survey on 1CT Usage and E-Commeérce in Enterprises 2019" at:
https://circabe.europa.ew/sd/a/dob 1 ah&e-a38fdB5h-acks-87e2celd 133/ 1CT-Entr%20201 9%20-
a0 0Model%20Cuestionnaire%20V %202 09420-9620after%20WG pdf



2.2

Keamey estimated B2C e-commerce al around USE50 million in 2015 or 0.5% of retail sales in ihe
country.’! That figure excludes travel, which accounts for a significant portion of B2C. At the other
extreme, the Qatar Ministry of Transport and Cominunications estimates that Oman's B2C market was
worth 11SS3.2 bitlion, which translates into 28% of retafl sales, This seems extremely high given that
the world average was 7.4% in 2015 % Market researcher BML estimated B2C e-commerce at USE 513
million it 2015 Given the lack of detailed methodology for how these estimates were obtained, their
relinbility is questionable. Tt is imperative that the Omani government conduct a survey to determine

the value of e-commerce in the country.

Another estimate, attributed to Otnani online shop Roumaan, values B2C e-commerce in the country at
OMR 130 million for 2017, up around OMR 25 miltion over 2016.% This would imply that online
ordering of airline tickets Oman Ajr accounts for the bulk of B2C s-commerce. Other sales 10 consumers
from web sites located in Oman account for an estimated MR 30 milifon, up some OMR 10 million
since 2015, Given the high degree of estimation, these figures should be treated with caution.

One caveat in estimating the B2C market in Oman is the large proportion of purchases from overseas
web sites. The standard practice for calculating B2 revenues is sales by domestic companies to both
residents and people abroad, Therefore, B2C e-commerce sales for a country do not include purchases
by residents from overseas websites a3 these would already be included in the e-commerce sales of the
country they were purchased {rom. There arc no official figures for B2C imports to Omen. The TRA
publishes data on parcel traffic including an indicator "e-comerce shipments”. This is multiplied by
the estimated average onling spend for domestic goods (excluding air travel) to derive an estimate for
irmports,

Table 2-6: Estimated B2C e-commerce sales, OMR miiffions

‘Domestic B2C e-commerce sales I 11 T <.
Tobwhich: tickets L e B S A L
03% . 04% 0%

Cpiw 0 el% o 0%,

Sy w18

Businesses

ITA curried out the last official survey regarding ICT usc in firms in 20124 At the time, just 19% of
enterprises reported having Internet access and 6% reporied having a web site. 9% received business
arders over the Internet, Some 10% of enterprises reparted placivg orders over the Internet. Albeif dated,
these figures are far below more recent data from peer courntries (Table 2-7). In addition, Oman has the
lowest penetration of national domain narmes {e.g., OM) in use compared 10 peer countries. Apart from

A T, Kearney. 2016, Gening inn onthe GCC -Commerce Crenmre. httpr/Awwsy middle-
easx.atkcamey.cum!documcmsﬁs"m}8/89084\3M}ettingvtvin+on-+--the+GCC-i-E»CGmmm'wl'(fiamt:.pdf

2 wplarketer. 2016, “Worldwide Retail Fcommerce Sales Will Reach $1.913 Trillion This Year.”
11ttps:f/www.cmarketcr.com!Artic;.le/ Worldwide-Retail-Ecornmerce-Sales- Will-Reach-191 5-Yrillion-This-
Year/1014369

43 Oman Post. “e-Commerce Development in Oman.™ https:!/c:hambemmzm.omfemncmic-inI‘brnmtim'u’reseﬂmty
studies-working-papers/

$4 vy pyestigation: Do we have more shopping malls than needed in Oman?” ¥ Magacine, V8 January 2018,
hitps:/www. y-oman.com/2018/01/ 49306/

45 hitps/www.ita gov.ot [TAPoral/MediaCenter/DocumentdetaiLaspxPNID=66. The survey was carried out
in February-March 2012 with a reference year of 2011, 1,748 enterprises were surveyed out ol a base of 64,201,



the low level of FCT use by enterprises in the country, another factor might be the high cost of registering
an OM domain.

Fable 2-7: Enterprises with [nfernet, web sites and engaged in e-commerce, 201 S and country domein
nawe registritions

T Coantry . Damain same registrations
Iniernet use domain {Iatest available data)
. Countr Yslng © With Receiving © Placing name Potal © Per 100 . Annual
; Lountry Iuternet - web site orders . orders Name © (§0bs) . people . price (USS)
" Oman " ‘ " , o : N T gy .
. an1) 19% @ Mm% oM - 37 . 01 270
o 66% o 3% B o '
(1) i) o A Cow . ! i .
R A G WU, o oM NA O NA NA
: 2011) * : o oamn
Kt gaoh 4% 5% 1% - KW . NA  Na WA
Qe T0% Wi . 2w 8%, Qa 20291 08 50
". Saudi ' ! ‘
Arzbia 6% . 3% - 1% W% o SA S92 o 280
(2014) . C ‘ | :
UAE Coeew 6w - um o 25% AE 175000 0 19 60
' Lithsania ‘002’{.‘;1(51“)“"" 9% 9% 2 LT 193,539 . 66 25

Nclr'ce.: Dan refir to alt enterprise sizes and sectors except UAE (more har 10 employecs) end Lithuania (excluding finance
and more than 16 employéesy. * The drop is atibuted 1o arowdhin sinall and medivm size enterprises, which have u lowes
adoption rate of web sites. NA= Not Avaitable.

omrce - ITA, 2012 : TRA (UAE), 2016 ; TRA (Bahwain), 2016 ; MOTC (Qatar), 2016 1 CAIT (Kuwait), 20165 CITC (KSA),
2014 Burostat,

There is a clear need to get more businesses 10 use the Internet and participate in e-commerce. 1t will
be important to demonstraie to thein the vatue of becaming digitally-enabled since aecording to the ITA
survey, the main reason cited for not having the Infernet or a web site was that it was not needed (73%
for Intermet and 87% for a web site).

{ike 32C, there iy scarce publicly available infarmation about the B2 market in Oman. There are a
few so-catled B2E portals, but it is not clear they have widespread recopnition. There is a B2B partal
that tists five Omani Companies.'m There is no country supplier channel for Oman listed on Alibaba's
B2B web site.”

There docs seem to be some traction with BZB e-commeice ‘1 the oil and gas sector, The Joint Supplier
Registration System (JSRS) links buyers and sellers in the country’s oil and gas industry.'* JSRS has
peen extended to include companies operating in efher sectors through a buyers' e-marketplace.
According to the JSRS, there are over 6,000 suppliers on the system offering abmost 80,000 goods and
services (Figure 2-2). Moreover, Petroleum Development Oman (PDO) has its own e-procurement
gystem.

o hﬂp:ﬁwww.tracmhoss‘cmﬂ/dei"ault,cgi/ac;tinnfbﬁbl marketplaceOman/countryid/ 139/
# i'mp:z’{www‘alibaba.cnm/countrysaarclﬁcomim‘:m,htmi‘?spmﬂaz?z&!sﬁ (9359 j1ded0zj.24. 4731 704bdEHIZ]

8 hitps-/businessgatewiys.com
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Figure 2-2: JSRS metrics

Source: https//businessgateways.com,

Fovernment

The Omani goverment is steadily providing online services, and, in some respects, it {5 the most
advanced sector in e-commerce (compared to consumers and businesses). Thete are atmost 1,000
services for businesses and consumers from 60 government agencies available through the Official
sCiovernment Services Portal *Omanuna.™ Online services range from paying faxes or parking fines
ontine to obtaining a passport or renewing a residence visa, 19 December 2017, Omanuna had 17,150

visitors.”

The govermment has had the ability to accept payments ouling since 2008. Transactions soared

following the launch of the OmanNet paymens network in 2016 enabling the use of domestic debit
cards. In 2017, there were 1.9 million e-payments with a transaction value of OMR 385 (LISH 949)
rmillion, This can be interpreted as the vatue of G/C&B e-commerce.

19 bt/ www . otman om

50 Gee the Omanuna Portal Statistics at:

http:/www oman.om/wps/portalindes/statistics/uvp/a 104 §j9CPykssyOXPLMnMzOvMATG)OK Dvbydgi TN
AwMjl"chTfoZZC_bw8DY‘KdzIEKIDEKDHAARWNC-

<P 108SBKjA3cDOZELT 10vUNSHQ2MjMPevCx9zlxdXEypCvB YEZyap -

QG2GQReoCAAYER N d15/d3NL 0N QS EVUTUBRSE0RUKKL2 VU
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Figure 2-3: E-paymenis for governient services
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Online tendering for businesses was bauniched in 2013, Tt is now used by more than 43 govermmnel
agencies. By April 2018 more than 2,000 tenders had been issued through the Electronic Tendering
Yervices pm‘ta[.“ There gre some 6,700 companies registered cn the site.

" Conclustons

Oman's level of ontine shopping is low comipared to peers. The B2C market is smali and undeveloped
although there is notable degree of using social media to advertise products that are then ordered and
purchased offline. Businesses digitization is low compared {0 other countries another factor
constraining e-commerce in the country. There are B21 portals for the oil and gas sector that can serve
as a model for other industries, Government i the most advanced sector in adopting e-COMMETEE with
a motable rise in online payments for public services and the availability of online tendering.

There is considerable scope to hoost B0 e-commerce in the country if the thousands of sellers
advertising gouds and services on social media move to online marketplaces. This would entail business
rearganization and involve other costs such as paying for a web site ot online presence op a platform.
However, it would expand their market reach, increase productivity and make them more competitive.
The challenge is convincing them that the henefits of moving to a more formalized structure outweigh
the costs,

There also may be scope to build up online retail within the country Lo sell products consumers are
currently purchasing from abroad. Oxmani residents are paying a high delivery tee for such products that
they would not incur if the products were purchased from local site. Despite the di minimis, impaort
duties are likely paid on many of these products for the reasons explained earlier and the import
administrative charge is also appiied. Scope likely exists to exploit the high delivery costs and the import
fees by locally stocking at least some popular categories of overseas products for sale anline from
Oman, Another alternative 15 to atlract pverseas e-commerce {irms (o establish in Oman.

Official statistics relating to e-COMMErce are SLArce. ‘Those that are available date from several years
ago and there are some methodological concerns. It is imperative for the government 10 conduct annual
individual and business surveys on JCT use including detailed information on e-commerce. Guidelines
and methodologies for this are availabie from QECE and Furostat.

A https://etendcrit'.sg.tc-mderlmarctgo\r.omfpmdumfpubliu:Dash#



The UNCTAD B2C e-Commerce Index uses several indicators (o benchmark how wel countries are
prepared for online shopping. The Index cansiders the following key enabling factoss: Iriternet use,
transactions enabled web sites, payment ability and logistics. Oman ranks last in the Gl region in the
index, signalling considerable scope for improvetment (Table 2-8). Enabling factors are examined in
more detail in the next chapter.

Tahle 2-8: UNCTAD BAC E-commerce Index

Secore

‘ - Shareof Shave of Tosnerent | i
World . o omy people using - people with an - Scj‘:,‘;f; “::r 1 ' L:L‘i'l ‘{:;ﬁ‘:m . Index Value
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Source: UNCTAD, 2017, UNCTAD B2C E-Commeree Index.
hitp://unctad org/en/pages! publicationWebftyer.aspxTpublicationid=1882



Box 2-1: E-commerce facilitation in Lithuania

Apart from being in different regions of the world, Oman and Lithuznia mave a few similarities. They have
roughly the same per capila income, populations are refatively smalt and while Oman has a larger land area,
Lithuzriia has # higher proportion of people living in rural aress. Internet penetration is a2lso somewhat close
tetween the fwo, 78% in Lithuania and 71% in Oman, Ve, Lithaania is far ahead in e-comimerce matrics. [1s
rate of ontine shopping is five times higher, the number of pure play retail Internet shops is 10 times more and
the proportion of BRC e-cammerce in GNP is four times higher.

| Table Box 2-1.1: Key socio-¢conomic and e-commerce indieators

: : “ Wl';iil.mamiﬁ‘ | | Umm
Cpeptlaten (2006 E Y S S
'GP per capita (UUSS), 2016 T Tauen T s
Land arca (k2 2006 U aese 0 309500
Rural % of tetal pop.), 2016 B Sy

" Jugernet use (% of population 13+), 2017 T w

" Shopping online (% of population 154), 2617 | R
B2C e-commece (% of GDP), 2017 | w0
lﬁuﬁnbefaf t:-;m‘erpr‘i.slé‘s‘ é}léiltéeld in fetail s.;\!e‘m‘fe:r‘ thé II!‘IEE:E'.FLEI‘.“ | ‘2,.8‘?4‘ tﬁb]i) . 284 (?.{HE)
Comber of emplayses engaged in retalf sale over the Intemmet siseotsy  Notevailble

 Source’ Wortd Tk, Eorostat, MOCK (Qman) 2nd UNCTAD cetimates. |
The wain reason js that Lithuania has introduced several e-commerce facilitation meastires that are helping to
imstil trust in users and encovraging merchants to open shops. The government has developed some while others
have arisen from the private sector that has been guick to seize oppostunities from e-commerce.

Regarding enhancing trust, the State Comsumer Protection Rights Agency collaborates with consumer
organization Saugy Pirki {"Safe Buy") providing a {rust-mark for web shops that have been certified.™ In
terms of legislation, the government incorporated in the Consumer Trotection faw Buropean Union Directive
oTTEC on distance selling (D312} in 2000, The DSD covers censumer protection issues arising from ¢-
commerce. The DED has since been superseded by Directive 201 1/83/EU of the European Parliament and of
the Council of 23 Qctober 2011 on consumer riphts that further harmonizes consumer protection aspects of e-
commerce including ¢ross border sales.t?

There are several measures making it casier for digital entrepreneur o run onling shops, Verskis has been
providing a shopping cart plug in for onlive shops since 2008, There arc four super merchants providing
online payniznt acceptance for Internet shops, 50 the owners do aot need to have their own merchunt account.?
The central bank alsa ereated o payment sandbox for FinTech cornpanies 1o test payment innovations.”

52 pripy/fwww. saugupirkt it

55 Directive 2011/83/EU of the Furopean Parliament and of the Council of 23 October 2011 on consurner rights
al; hl‘tps://eurdex.eumpa.cu/!egal—c.ontv::n.t/HNfT){'I”/?uriF-celn:x:320 110083

54 hitps:/fwww, verskis. It/

55 Gee the list of payment facilitators at; https:/!wwwnmastm'card.usfennus:’merchants/stnrtmucceptingjpaymen,b
facilitators.himi

56 Goe *ithuania takes another step in the field of Fintech: Creata your own sandbox” at:
ht-tp://\\f'ww.esirwesticijr:;s.lt/ﬁ:n:’newsfiithuamia-‘takes—anoihe:'-smp-in»thte-ﬂeld-of«ﬁmechwcreate-yaur»uwn—
sandbox




Bax 2-1: E-conunerce facilitation in Lithwanla continued

fBy 2013, there were 2,824 online shops carrying out retail sales over the Internet employing 3,126 people
(Figure: 13,2211, left). The fargest, Pigy, esteblished in 2007 has since dranched out to other Baltic States and
has an anaeal wnover of around US$100 millior. ™7 It received 1S$12 million in venture capital funding in
2015 to help fund expansion.

Lithuania has had 100% home delivery of post for several years. The market is competitive with incumbent
postal operator, Listuvos Padtas, joined by at least cight other companies in the market. The postal regulator
has noted the tight corelation between pareel volumes and the growth in online shopping in the country; ™
each percentage point increase in the proportion of vnline shoppers results in over 300,000 additional parcets
{Figure: B.2-1.1 right}. Seme 12 million parcels were processed in 2016 (compared to less than one million in
Oman).®® The logistics infrastruciure for e-commerce is strong with companies handiing customs clearance,
storage, packing and picking, shipping and returns @

Flgure: B.2-1.1: Retaif sale over the Internef and relation between online shoppers and parcets,
Lithuania
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Ancther notable difference is the wealth of official data about the e-commerce market in Lithuania
compared to Oman, Statistics Lithuania follows Eurostat guidelines for JCT houschold®' and busincss®?
surveys, collecting various e-commerce indicators on an annual basis. [t also compiles monthly data on ratail
sales from Internet shops in the country.

7 hitps:/fmei. prowly.com/ [9916-pi gu-li-as-one-of-the-largest-e-commerce-stores-in-the-world-to-accept-ether
3 The Communications Regulatory Authority of The Republic of Lithuania, 2015, Cverview of Postal Sector,
9 htp:/wwwart Wen/reviews-and-repartsAithusnisn-communications-secor bml

W hayps/fwwwwaliuair.com/e-commerce-ful fillment/

81 hutpe/fec.enropa.eufenrostatcache/metadata/en/igoc | esms.htm

&2 hitp://ec, europa.eu/curostaticache/metadata/en/isoc_e_esins him




3.1

E-COMMERCE ECOSYSTEM

The e-commerce ecosystem consists of the various clements that enable, support and enhance the fult
process of buying and seiling online. E-commarce transactions require payment (whether onling or
offline); delivery (for goods); ICT infrastructure for users to access e-commerce platforms and
companies to provide e-commerce services; and enabling laws that legitimize online transactions and
protect consumers, Procedures that simplify the creation snd operation of an e-commerce company and
that increase frust and awareness among buyers and sellers are also essential to grow the maiket.

{CT infrastructure and services

[T networks and services are fundamental for e-commerce. Buyers need access (o an glectronic
network to place an onling ovder while seliers need hosting services for their online shop.
Telecommunications infrastructure should be widespread to enable nationwide access to gleetronic
commerce. Prices nged 1o be affordable for users as weil as for hosting services. In addition, broadband
s essential for delivering digital products such as music and video services with an acceptable level of
guality, Related infrastructure such as data cenfres and cloud computing is also crifical for supporting
seller web shops.

Telecommunications

The Omani telecommunications market is diverse in terms of geography, competition and customer
deragraphics. Over recent years, the demestic telecom secior continues to advance towards 4 stronger
competition and regukstory tightening, at e backdrop of rising penetration levels, falling prices, &
generally prevailing economic slowdown and a more price sensitive customer than ever,

“The telccommunications sector is-dominated by Omantel and- Qoredoo, However, there. are two

MVNOs (mobile resellers) who have a small but increasing market share, Oman Broadband Company
is responsible for providing a dark fibre infrastructure to other licensees.

There is 2 bigh level of basic mobile and mobile broadband subscriptions in Oman. Mobile service
penetration has reached saturation with more subscriptions than people. Mobile subscriptions are
overwhelmingly prepaid at 91%, a figure that has remained steady over the last five years. Mobile
broadband coverage is high but not yet ubiguitous, In 2015 popuiation covered by 3G stood at 95% and
4G at 86%:5* by March 2018 Ooredoo reparted that it covered 90% of the population with 4G5 Mobile
broadband penetration is high at 94 subscriptions per 100 people. Fixed broadband penetration reaches
35% of households.

Tuble 3-1: Mobile, mobile broadbund and fixed broadband subscriptions

2012 2013 2014 5 2016 1017
Mobile subscriptions (0002) 3278 5,617 6,194 6,647 6,866 6, Gl
Bostpatd 463 496 529 583 614 650
Prepaid 4,813 5170 . 5,663 6,002 5,252 6,293
Mabile penetration 160% 155% [53%  154%  151% o 130%
Active mobile broadband : ‘ ‘ . |
; 7 R0 784
cubscribers (000s) 1,646 2,443 2,894 3,254 3,938 4,352
Per 100 people 30% e/% - T3% To% 7% 94%
Fixed broadband 13 154 177 233 %7 39

subscriptions (000s)

&3 https:!.’unstats.un.m'g,/sdgs/inﬂicatnrs/dmabasw?indicalar*(),u. |

i https:ﬁwww.telegeogmphy.cmnfproducts/commsupdate.’articles/ 2018/03/02/ooredog-lte-coverage-reaches-
Of)-pfoman/
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subscriptions (% of 28% 38% 4% . 41% - a6t . 35%
houscholds) _ :
Households 4ol ant 402 374 573 585

Source: TRA Quarterly Reports on Telecom Sector Indicators,

At US$13, the price of prepaid mobile broadband offering at feast 1 (B of data in Chman is cheapest
among other countries in the Gulf (Table 3-2). However, Oman has the second highest tariffs when the
price is taken as a proportion uf per capita incosme {1.1%). Nevertheless, at 1.1% of per capita income
for 1GB of mobile broadband per month, Oman is below international guidelines of 2%.° Note that
most operators in the Gulf offer more than LGB in their lowest cost monthly prepaid packages. Thus,
while Rateleco of Bahrain or $TC in Saudi Atabia offer 10 GB per month, Omantel only ncludes 2
TR, Thus, on a $/GB basis prices in Oman are relatively high compared to most other Gulf countries.
This can have an impact on start-up digiial businesses operating on a tight budget, but which need to
use the fnternet quite intensively to test and refine their products.

Table 3-2: Mobile broadband prices, 2018

Monthily price

{at least 1 GB) Data included (GB) - Seurce
L L USS As%ofGDPpc - GB. CEGB.
Bahrain . 816 Q8% i 52 Bawleo
. Kuwait sz 0% A R Zain
Oman s L oz 87 Omemd
Qatar st 03% 3 ¥ Oaredon
- Saudi Arabia_ 89 L% LS 33 STC
United Arab Emirates . 327 0.9% 1 527 Ctisalat

Note: Data extracted from wehbsites of operators shown wider FEouree” in June 2018, Converted to USK using
2017 annual average exchange rates. World Bank GLP per cdpita data for 2016 used to calculate the refativo cost
{i.e., As % of GDP pe).

Fixed hroadhand services are priced differently for business and consumer (Table 3-3). Prices for fibre
broadband connection appear to be relatively high for consumers and high to the point of constraining
use for businesses. For families, use of fixed broadband is likely to be a belter option than mobile
mroadband, which may be why fixed broadband is now growing rapidly.

Table 3-3: Comparative fixed broadband access pricing, Awasr
Speed (Mpg)  Consumey (OMR/mo)  Business (OMR/mo)
: . 50

B - O
0L 30 : 230
o 0 . &80
230 S . . 980
1600 . 149

Ooredoo and Omante! provide the following business services:

o Multi-Protocol Label Switching (MPLS) network services that enable businesses 1o have their
own virtual private netwerks (VPN) running over an [P network at access speeds up to 3dMbps
and with an availability of typically 98% but for the gold service 99.9% up time

8 hitpe/fadal.org/ un-bsozdband-commission-adopts-adai- 1-for-2-a fovdability-target/



3.1

E-COMMERCE ECOSYSTEM

The e-commerce ecosystem cansists of the various elements that enable, support and enhance the full
process of buying and selling onlipe. E-commerce transactions require payment (whether online or
offline); detivery (for goods); IOT infrastructure for users to QcOEss €-COMIMEICE platforms and
companies to provide e-commerce services: and enabling laws that legitimize ontive transactions and
protect consUINers. Procedures that simplify the creation and operation of an e-comMerte COMpiy and
that increase trust and awarenass among buyers and sellers are also essential to grow the market.

YCT infrastructure and services

ICT networks and services are fundamentai for e-commerce. Puyers need access to an ehectronie
network to place an onfine order while sellers need hosting services for their online shop.
Telecommunications infrastructure shoutd be widespread to enable nationwide access to elestronic
cammetce. Prices nead to be affordable for users as well as for hosting services. In addition, broadband
o essential for delivering digital products such as music and video serviees with an acceptable jevel of
quality, Related infrastructure quch as data centres and cloud computing s alsa critical for supporting
seller web sheps.

Telecommunications

The Omapi telecommunications market is diverse in terms of geography, competition snd customer
demographics. Over recent years, the domestic telecom sector continues to advance towards @ stronger
competition and regulatory tightening, at the backdrop of rising penetration levels, falling prices, &
generatly prevaiting economic stowdown and a more price sensitive customer than ever.

“The telecommunications sector s dominated by Omantel and- Coredoa. -However, there are two ..

MVNOs (mobile resellers) who have o small but increasing market share. Oman Broadband Company
is responsible for providing a dark fibre infrastructure to other licensees.

There is a high levet of basic mobile and mabite broadband subscriptions in Oman. Mobile service
penetration has reached saturation with more subscriptions than peopie. Muobile subscriptions are
overwhelmingly prepaid at 91%, a figure that has remained steady over the last five years. Mohile
broadband coverage is high but rot yet ubiguitous. In 2015 population covered by 3G stood at 95% and
4G a1 86%:5° by March 2018 Qoredoo reporied that it covered 00% of the population with 4G.* Mobile
broadband penetration is high at 94 subscriptions per 100 people. Fixed broadband penetration reaches
55% of households,

Tabie 3-1: Mobile, mobile broadband and fixed broadband subscriptions

1812 2013 2014 2015 . 2016 2017
Mohile subscriptions (006s) | 3,278 5617 6,194 5647 - 6,866 &, %44
Pestpaid 465 amg 529 383 614 650
Prepaid 4,813 5122 . 5,663 6,062 8,252 6,293
mohile penetration 160% j35% - 133% 134% i51% o 150%
Active mobile broadband ' . ' o " nn .
subscribers {(000s) 1.646 2,443 2,804 3,254 3,938 4,352
Per 100 people 0% 6% ¢ 3% 6% 87% 04%
Fixed broadband 13 154 177 233 267 349

© subscriptions {060s)

53 helpso/funstats.un, org/sdgs/ indicators/database/?indicator=9.c.4

& hripsveww .tclugeography.com/prmlucts/mmmsupdaiefarticiesfzo i 8/03#0'2/:30reduu-lte~coverag¢-reaches«
0o f-oman/
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Smree: TRA Quarterly Reports on Telecom Sector Indicators,

At UJS§13, the price of prepaid mobile broadband offering at least | GB of data in Oman 13 cheapest
amony other countries in the Guif (Table 3-2). However, Oman has the second highest tariffs when the
price is takenasa proportion of per capita income (1.1%), Nevertheless, at 1.1% of per capita income
for 1GB of mabile broadband per moath, Oman is below international guidelines of 294 5 Note that
most operators in the Chulf offer more than 1GE in their lawesl cost monthly prepaid packages. Thus,
while Bateleco of Bahrain or 8TC in Saudi Afabia offer 10 GB per mont, Omantel only includes 2
G, Thus, on 8 %GB basis prices in (man are relatively high compared to most other Gulf countries.
This can have an impact on start-up digital husinesses operating on a tight budsget, but which need 1o
use the Internet quite intensively to iest and refine their products.

Table 3-2: Mobile broadband prices, 2018

Monthly price

{at icast 1 GH) Data included (GB) Bource
s s % of GBPpe . GB ... SGEB .
Bamain 816 0% 32 Baleo
Kuwait s 0 $3 Zain
Oman D1 I X 57 Omantel
Qatar s 03% §7  Ooredoo
Saudi Arabia 820 LB 53 LeTe
United Arab Emirates 327 ' 0,9% S 27 Etisalat

Nove: Data extracted from websites of operators shown under rGouree’ in June 3013, Converted to USS using
20} 7 annual average exchange rates. World Bank GDP per capita data for 2016 used to catoutate the relative cost
(i.e., As % of GDP po).

Fixed broaghand services are priced differently for business and consumer {‘Table 3-3). Prices for a fibre
broadband connection appear to be retatively high for consumers and high to the point of consiraining
uyse for businesses, For famities, use of fived broadband is likely to be a befter option than mobile
broadband, which may be why fixed braadband is now growing rapidly.

Table 3-3: Comparative fixed broadband aceess pricing, Awasr
Speed (Mps) | Consumer (OMR/mg)  Business (OMR/mo)
: : 50

10 L

B A 106
50 L 50 o L0
e m 380
230 . o 930
g0 14%

Ooredoo and Omantel provide the foltowing business services:

o Multi-Pratocol Label Switching (MPLE) network services that enable businesses (o have their
own virtual private networks (VPN) runaing over an 1P network at access speeds up to 34Mbps
and with an availability of typically 98% but for the gold service 99.9% up time

& nuptpe/fadtel oty un-broadhand-commission-adopts-adai- {~for-2-alfordability-target/
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« Ethernet circuits running to 16Mbps
o Leased circuits to 135Mbps.

These products appear 10 be at the low end of what is now availabie in terms of performance in Ewrope
and the USA. For example, advertised availability levels i1 other countries of 99.99% with speeds
ranging up to 1Gbps for MPLS access to 10Gbps for Ethernet and ot teast 622Mbps for SDH based
jeased circuits. Also, so called Layer 2 (Ethernet) VPNs are available in other markets, Further,
Buropean operators can build international 1P VPNs thereby placing all computing facilities in an
international company on 2 single network.

The size of the market is of course an issue. Nevertheless, both Ooredoa and Omaniel are international
firms with presence in several countries, Services available from Qoredoo Qatar, but not Qoredoo (man
include: Wavelength services derived from wave division multiplexing which can deliver of the order
of 10Ghps and enable synchronisation of svstems between data centies for example with very Jow
tatency and very high-speed transmission, Layer 2 VPNs and internet-hased VPNs at access speeds up
10 1Gbps which provides ancther aiternative private network option,

We understand from statements made during the discussions that pricing of leased circuits, particutarly
high-speed circuits, are very high. Further, we were told that MPLS performance was variable and
suffered from latency and reliability problems. Service avaiiability varied by city. Figh prices coupled
with lack of universal coverage and parformance problems meant that disaster recovery centres could
not be tocated at sufficiently distant focations and operational problems were created at branch offices
reliant on data centre based computer services, Overall, the sepvices needed fo link offices 10 data
centres ave inadequate, The reason cited for these problems was the lack of redundancy in the operators’
networks, 1t was suggested by others that the presence of two main infrastructures overcame these

© problems of redindancy. Flowiver, it would b difficulr to combine such infrastructures in a private

data network without starting at a very basic leased cireitt level. This would be beyond the capacity of
most private sector customers of the telecommunications operators and would Hikely be expensive Lo
deliver.

The likely reasons for the tack of high performance business services is probably that (1) Oman is a two
player market {or business telecommunications services, and (2) the market is refatively small and
unsophisticated, Nevertheless, Qatar is o bigger and state of the arl services are available there,

The sector Js regulated by the Telecommunications Regulatory  Authurity under the
Telecommunications Act.® A new telecommunications faw is being drafied currenily. The tcensing
framework includes a class licence for the licensing of value added services. TFhus, the TRA has
exercised its authority in this area by blecking unlicensed voice services delivered over the Internet
such as Skype and WhatsApy that can be used as substitutes for licensed voice services. The main issue
for e-commerce is how to distinguish between an OTT public service that fails within the TRAs scope
and one that doesn’t. The issue is to determine whes an OTT service is a public telecommunications
service and when it is not. The definitiens provided in relevant Jaw do not provide a clear answer. It
seams possibiethat the TRA’s scope includes any public service, which conveys data and can therefore
include service offered by one entity to another that uses telecommumications, This could include e-
commerce services such as payment services.

It

The Information Technology (IT) sector is critical for supporting business use of e-commerce.
Purchasing or selling products online requires underlying computer systems and for those selling, this
includes web hosting, cloud computing and software development.

Unlike the telecommunications sector, thers are no official data available on the I'T secior (hardware
and computer software and information services) making it difficult to gauge the size and dynamics.

5 Wt pg/wvww tra.gov.om/legal-framework/the-telecom-act



Official statistics are not available on the number of enderprises operating in the sector, value added or
employment.” This makes it difficult to gauge whether the IT industry is of appropriate size to meet
the needs of enterprises wanting to engage or already. engaged in e-commerce.

Data centres are essential for providing local hosting and other services such as Internet traffic exchange
and cloud computing. There are, currently, two data centres in the country:

o Oman Data Park®, a partnership between Omantel and 4 Trust, an Omani systems consultancy
and systems integrator, Oman Data Park provides Microsoft and other public and private cloud
products from its data centre as well as other forms of hosting,

s Cloud Acropolis®®, a data centre with Tier IV power supply, offering & comprehensive set of
services including eloud services.

There are a few local firms on the market providing services relevant for e-commerce.
GULFCYBERTECH, launched in 2003, is one of the leading IT companies providing weab hosting and
e-commerce solulions.™ Its clientele rangss from B2C company Rownaan to Muscatl wunicipalily.
Services provided include shopping carts and payment gateways as well as web site design and digital
marketing.

Several companies provide web hosting including the two data centres. Indicative prices for Windows
operating system hosting are shown below which are significantly ditferent.

Table 3-4: Web hosting prices, 2018

Cloud Acrupu‘li:l;” “ | ”: - bman biﬂ}} l’l'!tl;k |
pakace | SMEPacksge . Weblosting Plesk- L
Taffie o see w0
Price (pee month) T oMr2 0 oMR20S

Source: hitps:/iwww,omandatapark com/product/webhosting and hitps//clandacropolis.com/winduws-
webhosting/

Despite the availability of data centre services relevant to e-commerce in Oman, discussions with
stakeholders suggested that these services were not attractive in commparison with those avaitable in
other countries. Reasons varied but included prieing, service packaging particularly for the MSME
market and the degree of integration with payment services.

It addition to hosting, e-commerce companies need other [T-related services such as payment and
shopping cart plug-ins, SSL certificates, graphic design and digital marketing. While some of these
services are available in Oman, potential e-commerce companies may not be aware of them. A portal
linking relevant services and which companies they are available from would make it casier for e
commerce companies.’

87 International standards classifying and defining the ICT sector, including information technotogy sub-sector
are availabie and compiled by several couniries, See "B. Alternative ageregation for the information economy”
at: https://unstats.un‘org/unsd/cr/rcgistryfdncsfm____informatiﬂn__::connmy.pdf

5% hitps://www omandatapark.com
& hieps/feloudacropotis.com
 hittp:Awwvw gulfeybertech.com

7 Loy example, see: hitps:/wvivw, go-ecommerce. my/platform-providers



Conclustons

Mobile broadband is widely available throughout the country at reasonable prices. Fixed broadband is
lower among the population with just over half of households having a connection. Avaitability of
advanced telecom services for businesses is lacking and prices for the business-oriented services that
are avajiable are perceived to be high.

A fuily shopping cart and payment website provided 2s 2 service not widely available or publicized.
GulfCybertech appears to offer these services but priving is not availablie on the company's web site and
there is not widespread awareness, It would be useful for e-comimerce companies to fave access 10 &
portat that ists al} available providers of different services.™

Trade and logistics

Trade

This section reviews Oman's trade environment and then considers the various logisties glements
associated with the supply of goods using e-commerce.

Oman has a strategic location at the southeast tip of the Arabian Peninsula. It is bisected by the Persian
Chdf and Indian Ocean,

(wman has vartous international, regional and bilatera} trade agreements that facilitate the exchange of
products across its borders. It has been a member of the Woild Trade Organization (WTO) since
November 2000. Oman is a member of the Gulf Cooperation Council (GCC), which allows for duty-
free trade between its members and with other countries with which it has a free trade agreement. The
GCC has Free Trade Agreements with the United States (2009) and Singapore (2014) and the EFTA

(iceland, Liechtenstein, Norway, and Switzetland] coutries (2010). Oman also has a free rade

apreement with the USA (2009).

Omean’s principal export is oil which has provided a sustained balance of payments surplus subject 0
the variation in the price of oil. Excluding oil, Oman runs a significant trade deficit amounting o OMR
4.4 bitlion in 2016. Expotts are roughly divided between Omani exports and re-exports.

Owverall non-raw material trade, exports and imports, are shown in Table 3-3 below, Middle Bast and
North Africa dominate both exports and imports, although sub-Saharan Affica, South and Bast Asia -
Pacific provide markets for congumer goods and intermediate goods, Tmports are sourced largely via
the UAE which accounts for the farge import vaiue for goods imported from the Middle East and North
Africa. Utilisation of UAE as a port of entry is a threat to the development of an e-commeree hub in
Oman. However, there is an opportunity for Oman to divert some of this trade so that it enters Oman
directly.

72 For example, the Malaysia Go eCommerce portal lists providers of web hosting, marketpizess, payment

gateways and other services as well as the prices. The platform was deveioped by the Malaysia Digital Economy
Corporation and SME Corporation Malaysia. See: https//www. go-gcommerce. my/about-us
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3.1.2

Table 3-5: Imports and exporis (2016), exclnding raw muterials by value and by frading partner

region™
2016 (V5% m) Exports fmports
Consumar  Intermediate  Capital Mise Congumer  Intermedigte  Capital Misc
world 3057 3688 553 2,359 7,802 5867 5,074 3,463
East Asia & , .
X i L pi - 4
pacific 84 594 33 }7 1038 196 886 128
Borope & 142 150 141 8 504 488 462 195
Centrat Asia :
Latin Americd & 414 &0 20 038 g4 a3
Caribbean ‘ ) ‘ .
Middle East & - , . emn
. 2 ¢ 9% 3 4,208 it
Nosth Africa 549 {398 218 Bl | 5‘,38:: | 1,208 | 503 447
North America 71 238 18 4 13 93 545 0 39
. Oher Asia 77 47 0027 0 2 6 9 2
 South Asiz | 463 631 9 1o 720 224 143 19
Sub-Saharail 347 138 i 4 6 3 3 049
- Atfrica
Logistics
“Supptier | Figure 3-1: E-commerce supply chain
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Shipping fines
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The UAE, $audi Arabia and Oman fogether accounted for about 79% of the
total value of GCC logistics market in 2015. All these counfries. have
wilnessed significant growth in logistics capacity in the last decade. The UAL,
for instance, overtook countries such as the UK, (ermany, ltaty, Spain and
Belgiem, with more than 193 million 20-foot equivalent units (TEUs) of
container traffic shipped in 2013, Other GCC countries also witnessed strong

growth in logistics demand. From 2000 2013, Saudi Arabia’s container
iraffic shipment grew 4.5-fold, while that of Oman grew 3.4-fold.

. i ] . . ) .
Brysicst hub services | Firms engaged in e-commerce, particularly those rading goods, need a well-

Customs clearance
Forward stock holding
Warehousing
Fuffitmant

developed logistics infrastructure for delivery and fultilment. Further, there is
an intention to develop an e-commerce hub under Tanfeedh. A fomistics
infrastructure is required for this hub. This hub would build on the Sultanate
of Oman Logistics Strategy 2040 (SOLS 2040 which aims 1o meke the
country one of the world's top ten logistics locations by 2040, Revenues from

Sutbound logistics
Oman:

Natlonal defivesies
Qman Post
Regional:

Road transpoit

Air transport

the logistics sector were US$7.9 biltion in 2013 and forecasted to reach USSi2
billion in 2047 contributing 4,9% to the Sultanate’s GDP in 20135, The industry
includes multinationals offering a comprehensive yange of sophisticated
logistics services, down to smaller national freight forwarders offering the
simple storage and shipping of merchandise. Key drivers are investments in
ports, free zones, industrial estates, roads, airports and rail networks SCOTIOMIC
diversification efforts and trade with GCC states, Asia and Bub-Baharan

Consumer | business

1 Africa. Tt is forecost there will be 80,000 logistics jobs in 2020 rising to

Figure 3-1 shows the

300,000 by 2040,

elernents in the supply chain for e-commerce that are considered here.

73 ibid

4 Upless otherwise noted, this section largely adapted from " Briefings from Orman: Logistics” on the Public

Auiharity for Investmar

1t Promotion & Export Development (hthrag) web site at: https://ithraa, om/Media-

Hub/Briefings-from-Oman
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The GCC has become a central node in the worldwide circulation of goods arfsing from the Arabian
Gulfs location along the Asia-Europe trade route and the avaitability of funding for large infrastructure
developinent., Developments in ports has been and is still being complemented by developrments in other
‘nfrastructure such as logistic cities, and in advantageous regulatory regimes such as special economic
sones in which ordinary import duties and taxation may not apply. This infrastructure development has
alsa enabled GCC ports to become feeder ports 1o smaller Hast African Ports.

The key features of the development of logistics infrastructwe in the Gulf region include:
o A large degree of duplication in port infrastructure in the regiorn;

+ Increasing competition among internationally dominant port operators looking 10 gain access
to the GCC maritime port market. ™

» The development of free zones that enable assembly and repackaging of goads for re-export
without incurring customs dues, thereby embedding individual ports in global supply chains.

For the past 10 years, Qman has stood as the third largest regionally in terms of comainer thronghpus,
and there are plans for massive expansion in ity maritime and logistical infrastiucture.

The major potts at Sohar, Sataluh an Duqm al] have tinks to port consortia which have links o major
shipping lines, Therefore, the linkages are in place tor increased inbound traffic to Omant perts.

Ajr transport

Air facilities have received considerable investment recently, This includes investment i the Muscat,
Salalah, Sohar and Dugm dirports. Oman A, leveraging the new airport in - Muscat, plans to
significantly increase destinations and passenger traflic, By the end of 2018 the company will fly 1o
around 30 international and three domestic destinations with a fleet of around the same mumnber; the
fleet is projected to increase to 66 by 20227 Due to the large number of expatriates, Oman Alr lyas
extensive connections to South Asia.

Oman Air launched cargo services in 2009, It has created a joint venture with SATS, a Singaporean
based freight spectalist, for cargo handling at the Muscat hub. The new airport has & dedicated cargo
terminal with state-of-the-art facilities including seamless and automated handling of containers and
pallets using elevating transpost vehicles.” The terminal is fully air-conditioned and has a large cold
room storage facility for perishables.

Orman Air partnered with Cargolux (1 uxenibourg) giving Cargolux aceess to the cargo hotd capacity of
the Oman Alr passenger fleet with the potential to enhance shipments between Furope and Oman and
on to other destinations, ™

Fulfiiment

One reason for UAE’s high market share in the GCC' logistics market s the development of the
infrastructure around Jebed Ali Port in Dubai. Jebel Alis development model can be a prototype that is
being replicated across the GCC foran integrated logistics infrastructure. One core frature of this model
is an emphasis on intermodal transport and automation, with the movement of commodities seamlessly

75 piadub, Rafeef, “Constructing  logistics space: Perspectives from the Guif Cooperation Council”, 30AS,
University of London

# htt.ps:waw.umanair‘:;orrﬂcn/nhnut-usfcorporatm-in'fornmrinm’c»mamairapmﬁle
n http:;'/ommmirsatscm'go.mmfabout«mw—cargu-terminalf

i http://www,cargolux.comfmt:dia--rumw’nmdia«rcieases/mediamreieasasmrchivcs-}m t sfcargotux-eompletes-
coopcraticmwagreemcnt—wiih—oman-air
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3.2.6

between [ree trade zones and different kinds of transport networks. Jebel Ali, for exampie, conlains 4
fre zone and Lopistics City connected to Dubai’s World Central complex and Al Maktown Almport in
one large customs-free area. This integration is aimed at speeding up the turn-over time of commeodities
theough Dubai, the wider Gulf, and global markets, with the logistics sector acting as the undertying
substratum for this cirenlation, Included in this arrangement i5 & “one stop shop” approach to taking a

basket of jogistics services, with a single point of contact o set up a business and start rading, *

‘This madel is being adopted by Oman with its aim 0 exploit the posidon of jts poris outside the Strait
of Hormuz to establish itself as a regional logistics hub, Oman has three key trunsport ports at Sohar,
Salah and Dugim two of which are linked to duty free zones:

s Sohar Free Zone: 100% foreign ownership is permitted, and there is a 10-year tax axemption that
is extendable depending on the rate of ‘Omanization’ the company undertakes. A logistics services
complex has been built in the Freezone by Al Siraj Investment Holding for the distribution of
vehictes and spare parts, Local agencies for car products inchiding Suhail Bahwan Automotive
(handling Nissan and BMW) and Oman Trading Establishment (Hyundai), will be the main groups
{0 benefit from this space (Times of Oman, 2012: n.p.J

»  Dugm Spesial Economic Zone {DSEZ): DSEZ will cover an arda of 1777 square km and 80km
of coastline along the Arabian Sea. DSEZ will be the largest free trade zone in the Middle East and
North African region. It is and ‘integrated economic development comprising a seaport, industriat
area, fishing harbour, tourist zone, a Ziadah logistics centre and an aducation and training zone,
Benefits will include 100% freehold for international corporations, tax exemption for up to 30 years
repewable for a similar period and minimal fabour regulations.

»  In addition, South Al Bafinah Logistics Area (Khazaen) located in Barka, between Muscat and
Sohar, it will provide a customs bonded inland port and intermodal rail termiriat, warehousing,
distribution facilities, cold storage and other facilities suitable for light industry such as iextile
production, electronics manufacturing, food processing, bakeries, gquipment repair and processing,
5 The Mazyounah economic free Zone, {acated close to the Yemen border inland fram Salalah,
Mazyounah provides facilities for industrial development with similar ierms to the freezones linked
to the ports of Sohar, Salatah and Dugm.®

While Oman is developing infrastructure rapidly, UNCTAD received reports concerning the
performance of the ports and airports, and the lack of any fulfilment hub suitable for e-comimerce.
Performance and fulfilment services will need to be addressed.

international delivery

Detivery within the GCC can be undertaken by road or air. The proposed GCC rail network will not be
available during the period of this sirategy. and indeed, the rail network in Oman will be used for
extractive industries rather than carriage of passengers or cargo.

The road network in GCC countries is very good. However, Oman only has roud crossings to UAE and
Yemen, The prospective direct route 1o Saudi Arabia has yet to open despite being ready on the Oman
side of the border. Tt is not clear when or even whether Sandi Arabia will open the road on their side of
the border, or indeed whether it has been finished. Nevertheless, potentially, this road extends to Qatar
before reaching any major conurbation, and therefore its value a$ an e-cOmmerce resource except 1o
bypass border checks from neighbouring countries is not clear,

7 Ziadah, Rafeef , “Constructing a logisiics space: Perspactives from the Gult Cooperation Council”, SOAS,
University of London

8 =Qyiefings from Oman” — Logistics, 1thras, December 2016

B wBriefings from Oman” -~ Logistics, ithraa, December 2016
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3.2.7

Hence, international delivery to the GCC, and ta Iran is likely best undertaken by air. Oman Alr is
developing a carge strategy that will inciude e-commerce. Hence this strategy will need to be consistent
with the Omanr Air Cargo strategy.

International couriers have a significant role to play in international delivery. Many major international
couriers are represented in Oman and can aange collection from major population centres, No major
courier currently hubs in Oman. It would be advantageous to g-comimerce in Ornan if one did.

National delivery

National delivery of e-<commerce packages i ordinarily reliant on the availabitity of postat services and
courier services. Oman's postal market, including couriers and express services, has heen liberalized.
The TRA is responsible for regutating the market, At the end of 2016 thera were 16 licensed providers
(see Table 3-6 below). Oman Post is the designated postal operator established by Royal Decree No.
(48/2005) and remains the sole provider of traditional fetter sepvices. Muscat is by far the main
distribution point for the companies.

Table 3-6: Licensed postal service providers, 2016

C‘""P““)’ liz::'gz?:qs - Nu‘mfmr of Wm-!nl:rs
o .7 Owmani [ Expat

. Oovan Post o 494

{HL 10 59 &

CArmex 4 a8 60

Elite Emterprises 3 T

Opnan Postal Express (FedEx) 3 - B I

Gulf Agency Company (TNT) L I [

Faleon Alr Services & Transport (UPS), ' 13 A

"Moon Express Cargo LLLC 1 BRI T2

United Travel (QCS) 1 3 4

CMuseatPost o By 1

Blue Moon Inland Cargo Express LLE - 3 L2 7 9

ATS T 28 6

- Ramda Trading & Cont. Est, (Skycony _ © ] I 3

AL Faghra Trading & Cont. (SkyNet) 1 2 2 4

First Flight Logisties LLC 0L [ T T

The Best Selwtion . Lo 02 a6

" Tatal S 649 192 N B31

Note: (nly Oman Post carries raditionat letter mail.

Source: TRA Annuai Report 2016

Postal services are provided by Oman Post. Currently Oman Post offers a delivery service to post oflice
boxes at its 80 post offices. In some places, Oman Post also provides door step delivery via pariner
delivery agents. The number of post offices per region varies from 16 in Muscat 10 2 in Al Wusta in
3016, There are curtently 67,000 private post office boxes actoss the country, which suggests that there
is ong post office box for every sixty-six people or one per 7 to 10 households, However, there is a large
variation in the population per private post office hox, with one for every 50 people in Muscat, and one
per 100 people in Am Rutinah North and Al Wusta. Thus, coverage of post offices and private post
office boxes is low and variabe across the country. For post office boxes to be used for e-cormerce,
there will need to be an increase in the aumber of post offices and hence boxes, at alternative methods

of providing post office boxes will be needed.

{nternational courier services have arrangements with delivery agents in Oman to provide a door step
delivery service. These delivery services, and Oman Post, use buses for city to elty transportation in
many cases. However, bus companies offer only a pre-emptive service for packages, bus passengers
take priority, hence the service can be unreliable, and a track and trace system is not easily provided.
A door step delivery service is reliant on street addressing and digital maps. These will be available by
20120 via the National Centre for Statistical Information (NCSI}.
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3.2.8

3.2.9

National cotlection of packages

The small number of post offices and courier branches makes the collection of packages from e-
commerce vendors owlside major cities difficult, Stimulation of e-commerce in rural areas will require
attention to this collection function,

Customs

The Directorate General of Customs™, an ageney of the royal Oman Police, is responsible for customs
services. The Directorate operates a single window system (BAY AN) for electronic processing of trade
documents and (his enables many shippers incleding international courlers to clear customs
electronically, However, Oman Post uses the UPU declaration system and the Custoims Directorate does
not have access to that, Therefore, Oman Post cannot vndertaks pre-clearance and delays may ocour.

Customs duty 15 levied on inbound goods typically charged at a rate of 5% of value, However, there is
2 de minimis level of OMR 100 below which customs duty is waived. However, courier operators often
¢lear shipments as one import, total the value of the goods i1 the shipment and then apportion the duty
across the variots packages making up the shipment. This means that small value packages are still
subjeet to duty which is collected by the courlers on delivery of the packages. Further duty should be
levied on entry to the GCC and not on trans-GCC shipments, However, shippers often collect duty on
these trans-GCC shipments as well as direct imports from outside the GCC. For e-commeres o flourish
in Oman, these irragularities will need 1o be addressed.

There are however, facilities for re-exporting of goods. Bonded warehouses and honded routes are
available In Oman.

3.2.80 Conclusions

1. Oman could be an e-commerce hub for the Guif region, including GCC countries and tran as
well as for Oman itself and for East Aftica. It aspires to extend such an e-commerce liub to
Central Asia, Oman has an advantageous geographic position for importing and exporting by
ship and air, shipping lines that already call at Omani ports and air transport suflicient for -
commerce parcel delivery. The scale to make this a reality could be deliverad by establishing
an e-commerce park that aggregates domestic e-commerce companies, attracts international
ames znd clusters supporting businesses such as shipping and warehousing.

9. E-commerce associated with finished goods would be reliant en imports from Astu, Oman
needs to import directly from product suppliers in Asia instead of using ports in UAH otherwise
it witl risk losing such e-commerce hub traffic to UAE.

3. Regarding its position as a hub for the GCC countries and Iran, it tacks direct road ltinks with
countries other than UAE and Yemen and would generally have to use air transport to meet
delivery time requirements, Rait links will not be available in the strategy period.

4. It would be advantageous to Oman and particularly o e-commerce if a courier service used
Muscat airport as a hub for the Middle Euast.

E-comimerce companies would benefit from a packaged fulfilment service. There is & need for
intermediaries that can receive, store, pick, pack and deliver inventory and provide this as a
service to e-commerce companies, (This exists in Lithuania where WuliuAlr provides a variety
of e-commerce fulfilment services that are customized for its e-business glients.” The Go
eCommerce portal in Malaysia lists numerous companies that provide warehousing and
shipping as a service from which e-commerce cotpanies can easily pick and choose.™)

(=]

B heps:/fwwvw.customs.gov.om/portal/en/eswieservices/
 hitps:/fwww wilinair.com/e-commerce-fubfillment/

$ https:fAwww.go-ceommerce. my/elufilment-providers
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6. National delivery of e-commerce packages needs improved reliabifity of courier and postal
services, The unreliability is 10 some extent a congequence on courier and postal service
reliance on buses for ¢ity to city transportation, Improved retiability of the parcel carriage
service provided by buses or an alternative, affordable service is requived.

¥ The street addressing system needs 1o be completed on time in 2020 1o facilitate efficient
package delivery.

8. Ornan Post needs to be able to clear customs on behalf of its customers and that requires the
ability of the Customs Directorate to access the UPL customs declaration system to do so,

6. Oman Post’s transformation to an efficient postal operator needs to be completed and door
step delivery by Oman Post needs 1o be extended.

10, If possible, additional Post Offices provided through an alternative Post Office moded such as
2 franchise would be advantageous for the picking up and delivery of parcels thereby enabling
remate e-commerce businesses and an afternative to door step delivery. :

Box: 3-1; E-caommerce parks

A dedicated Tacility supporting e-commerce has been implemented in several countries. Such a facitity enables
interaction within the e-commerce ecosysiem such as e-commerce husinesses, payment providers and logistics
operators, They are generally located close to transport hubs and ofter offer streambined customs services, They
may inciude elements such as warchouses, incubation for e-commerce start-ups and offices for established a-
commerce businesses. They are attractive to small e-commerce companies due to scalability while can also be
pelavant for international ones due their strategic tocation,

Three such facilitics in different regions of the world are discussed below.
Digitat Free Trade Zone (DFTZ), Malaysia |
The DETY was lzunched in 2017 and is overseen by the Malaysia Digital Economy Corporation (MIDEC) &

government-owned agency, DFTZ supports the country's strategie roadmap which has the target of increasing
the shate of e-commeree in GLP to 6.4% by 2020 and getting 30% of SMEs online.

The first phase is being implemented by the natienal postal service, Pos Malaysia, it involves convening a
former air terminal at the Kuala Lumpur airport into a cargoe terminal, Pos Malaysia spent around RM 60 (US5
15y miltion 10 convert the terminal.

The second phase is a greenfield project between Alihaba's logistics arm and Malaysta Alrports where Alibaba
will host its regional fulfilment hub, The airport forms part of & mudtimaodal transport solution, inchiding sea
freight at Port Kiang, excellent road connections and a railway cargo facility.

The government has allocated RM 83.5 (USS21) million to DFTZ for 2018,
DFTZ adds value in three arcas that alm io promote the Malaysia brand and #s appeal as 2 trade destination:

improve ease of doing business
o Increasing overatl goods movement and clearance process
o 24=7 customs presence and faster clearance
o Streamlined registration and licensing services for SMEs
¢ [resence of leading global companies & brands
o Large global/regional companies with thelr vegfonal fulftiment centres in Malaysia
o Leading fulfilment service providers opsrating in the DFTZ
% Improving productivity of business
o Auslomaiion in operations to improve overal] throughout/volumes handled

A ey feature of DTFZ is that, while SMES can handle their entire fulfilment a DTEZL, they do not need to
physically tocate there, DFTZ hag an online portal for SMEs to monitor all import, export and transhipment
activities.

Dubai CowmmerCity

Dubai CommerCity is an AED 2.7 billien (US$ 233 million), joint venture between Dubat Alrport Free Zone
Authority (DAFZA) and wash Asset Management Group, in the Umm Ramool area near the airport.

| Announced in October 2017, the 427,000m’ facility is the first free zone dedicated to e-commerse i the Middle |
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East and Morth Africa, intended to promote Dubai’s position as a centrg for international ¢-commerce as well
supporting econornic diversification.

The park features three clusters 1o be built over two phases:

+  The Business Cluster has 13 office buildingg with leasable area of 108,000 mZ,

»  The Logistics Cluster consists of 84 lagistic unils including technology-enabled warchouses. The leasable
aren is O8,(K0m2

& The Social Cluster will feature art galleries and fuxury restaurants and cafés to "..meet the expectations of
c-commercs companies wishing to establish regional headquarters in Dubal, "

CommerCity is under construction and details are not available about launch date. [t is Loo carly to know about
the type of companies that will participate and specific operational details. Meanwhile an Mol has been signed
with Emirates SkyCargo to support air freight requiremenis in the facility,™

E~commerce Park of Sweden®’

The Park was launched in 2015 and i tocated near the port in Helsingborg, @ the south of the countty. The
{ocation is stratagic, situated at the mtersection of two main highways, the ity port {which i one of the major
comainer harbours i the Nordics), there are sood railroad connections and the Angelholm Helsingborg Alrpart
is around 33 ken away, Melsinghorg i near Denmark and has excellent transport connections to Morway, which
along with Sweden, boast close to 20 million online shoppers. The three countries all rank among the top five
nations in the world in terms of the share of individwals who have purchased something over the Tnternet. O
atiraction for smaller e-commerce epmpanies is the economy of seale duc to shared warehousing, logistics
and knowledge,

The park consists of four main arens: office space, community and network coordinating, warehouses gnd
fogistics centre, and an incubator (Sweden's only e-commercs dedicated incubator). This complements the
regioms high densily of e-commerce companies with a strong ecosystem of marketing, tech, legal and
administration support. There are parinerships with digital marketing, translation and logistical companies, as
well as lawyers and accountants with e-conunerce specific experience.

Payments

The Omani banking sector comprises of 7 Jocal banks, 2 specialized banks, 9 toretim commercial banks
and two Islamic Bamks. Data about the number of bank accounts, credit cards and mobile money
accounts is limited. These data are not available on the Central Bank of Oman (CBQO) web site. While
the World Bank included Oman in its Global Findex survey in 2011, the country was not surveyed in
in 2014, Bearing in mind the lag in the data, Oman has a refatively high leve] of formal bank accounts
(74% of ages 15+ in 2011). Credit card penetration in 201 1 was a little over one fourth of the population
while debit card possession was higher at just over half the population, Discussions with stakeholders
suggest that today, debit card ownership is nearly universal particularly with the Minisiry of Manpower
Wages Protection System (WPS) mandating employers to deposit salaries info bank accounts,

The CBO has deployed a payment gateway for local debit cards. In 2016, the OmanNet Debit Card k-
Payment Gateway was launched. It supports payments for online transactions using domestic debit
vards, There have been difficulties with the bank "acquirers” getting some of their merchants to
implement the sew system for debit cards, The intention is fo use OmanNet for debit cards and bank
card payment systems (Cybersource for Visa and Mastercard's Internet Gateway Service (MIGS)) for
gredit card processing. There is an incentive for merchants to implement OmanNet since the transaction

5 httpiwww dubaicommercity ae/#
8 hitpy/iwwa skycargo.com/media-centre/emirates-shkyear ga-signs-mou-with-dubal-commereity
¥ hip:tfecommercepark.se

¥ Saa "Aboul WPS" at:
hitps/Avwawv. manpower. gov.ot/Portal/DynamicContentPagel ssprTPagename=AB DUTWES

ad
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fees are tower. The dual payment systems in operation in the country provide resiliency.” Three banks
provide online payment solutions for merchants: Bank Muscat, National Bank of Oman and Oman Arab
Bank.

Marchant account fees-ragisiration, monthly fee and transaction charges--are important for both online
sellers and payment service providers (PSPs). If fees are too high, merchants would tikely prefer 1o
accept cash on delivery despite the inconvenience. High fees may aleo discourage potential businesses
from entering the market, particularly where the business model is based on having credit/debit card
information stored for on-demand purchases, On the other hand, if transaction fees are too low, it may
discourage PSPs from entering or surviving in the market. There is a large difference in prices between
Hank Muscat and National Bank of Oman (Table 3-7).

Table 3-7: Merchani account fees using OmanNet (OMR)

Bank i Reglstration fee Monthiy fee \ Transaction foe
Bank Muscat " . 15 ‘ 7.25%

© National  Bank  of 200 50 2.75%
Oman i

Source: hitps:/Awnew.ita. gov.om/ilaporial/Pages/Page aspx INID= 74P 1D=H &LID=17

The Mobite Payment Clearing and Switching System (MpClear), deployed in 2017, offers
interoperability and a unified switching and clearing services between different mobile banking
systems. MpClear is particularly refevant given the high level of mobile penetration in the country,
although mobile money services do not appear to be as popular as other countries. This is partly because
anlike many other countries, mobile money initiatives in Oman are bank rather than telecom operator
driven. o A
Bank Muscat launched the country's first mobile waliet ("bm Wallet") in July 2017.% bm Wallet can be
used to transfer funds to other bm Wallet users by using their mobile numbers. Funds can also be
sransferred to non-Bank Muscat customer’s wallets by using their mobile number 7 alias if they are
registered with the Central Bank of Oman’s MpClear (Mobile Payment and Clearing) system. Funds
can also be transferred from the b Walizt to the user's Bank Museat account, The app is available for
both Android and Apple's i0S. Other banks have followed suit such as Nizwa with its e-wallet in
October 201 7°! and the National Bank of Oman mobile wallet,”

Several online payment systems are available in the country. The Oman investment and Finance
Company (OIFC) has a service called Khedmah that can be used to recharge prepaid phones amd pay
glectricity, water and ielecommunication bills.* This simplifies bill payment for users since they can
pay several bilis through one application instead of having to go to each service provider and pay
separately. Users Hnk the account to their debit card. Khedmah can be used oniing or through the mobile
app available for Android and Apple smartphones.

# The importance of recundancy is highlightad by the failure of the Visa payment network in Europe in June
2014, See: Patrick Collinson. 2018, *Visa card payments system eturns to [uli capacity after erash and agency.
The Guardian, 2 June. hitps://www.theguardian.com/money /201 8/jun/0 {fvisa-card-netwark-craghes-and-sparks-
payment-chaos7TCMP=8hare_05App_Other

1t

70 hlﬁp:/f‘.\'wwheml(muscat‘cum/d:n-us/PressReImsesff’ages:’BankMust:atlaunchcs(_)nmn’Sﬂl‘steleﬁtmﬂicwallet»---
bmWallet.aspx

# http:!/www.banlmiz\w.mn/newsﬂ{)l7!c:ct'<>ber/30/bank—nimvaadalEvers»cunveniencemnwthc—gt}w\'ith.-iaunch—
of-e-wallet-sclution/

92 hitps:/Avwew.nbo.om/en/Pages/Personal-Banking/Support/Mobile- Wallet aspx

7 https:#/www.oifcoman.com




Thawani s a mobile payment app that was recently launched after a long delay to obtain onpline payment
pracessing permission."" It has partnered with Oman Arab Rank as 1§ payment processor. Thawani
enrols both purchasers and merchants, The former tink their Thawani account to their debit or credit
card while the advantage for the latier is that they do not need a merchant accound. Consumers can pay
bills as well as other services using either the selier's Thawani account or mobite number of by scanning
a QR code. For pow, the only fee users pay is {0 toad their Thawani wallet-1% of the value for a dehit
card and 1.5% for a credit card; they can aiso load from their bapk account for free. Merchants pay
1.5% of the transaction vatue. Like Khedmah, Thawani is available for both Android and Apple
smariphones.

The Omani govermnent has been accepting onling payments since 2008 through the ePayment gateway
launched by ITA. The volume and value of transactions has grown steadily. Values jumped in 2016
foltowing the use of ePayments in paying customs duties by ROP and the launch of the Oynannet
payment gateway. This suggests that there is not an inherent bias against using debit cards for online
payments when the vendor (ie. Omani government) is trusted. Almost two million e-payment
transactions were made for government services in 2016 with a vatue of OMR 365 (LSS 549} million.
This translates into C/B2G e-commerce. ‘

Omantel and Ooreedoo also accept anline payment for their telecommunications services.

Conclusions

Both quantitative and anecdotal evidence suggests that there is a refatively high degree of payment
instrument penetration for regidents of Oman. [t is fairly straightforward for residents to open at ACCOUITE
and another ative is the trend in salary payments being mace to bank accounts, Onee a persei has a

bank account it is easy to then obtain a debit card. These debit cards are branded by the major payment

networks Visa and Mastercard and can be used infernationally.

A degree of risk adversity has delayed merchants and fintech start-ups from launching e-commerce
velated services, Long approval times for them to accept onfine payments—--sometimes stretching into
years—is inhibiting the developrment of online shops in the country and frustrating innovation, The
criteria for granting permission should be streambined, trading some risk for the henefits of o more
innovative e-commerce market. The option of "super merchants” facilitasing payment acceplance for
smaller merchants also merits exploration. Some companies have indicated 2 willingness to do this.
Another action that would help merchants is availability of a standardized software plugin for e
commierce sites that streamlines access to (maniNet and other payment gateways. Transaction fees merit
review since they may discourage merchants from accepting cards while if they are 100 fow, it may
affect development of the PSP market.

E-Commerce enabling legisfation

{.aws relating to electronic commerce are essential to not only legitimize the online transaction process
but also foster trust among both buyers and seiters, The process of purchasing products online is broadly
like buying from a physical store. However, there are nuances with electronic commerce that recpuire
new legisiation and adaption of existing laws. The areas of law often considered with respect 10 &-
coninerce are.

s E-transactions including e-signatures

» Consumer protection

s Inteitectual property

s Privacy and protection of personal data
e  Cybercrime

» Protection of children

M https:/www thawani.om/en/
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UNCTAD has reviewed Omani law against sources of model law and legistative requirements including
those developed by the OECD, Council of Europe, EU, (N and the ITU. The law reviewed comprised:

The Blectronic Transactions Law issued by Royal Decree no. 609 of 2008
o The Consumer Protection Law promulgated by Royal Decres MNo.66/2014
e The Industrial Property Law of Oman (IP Law)

e Law of Author's Copyrights and Related Rights

o The draft Data Protection Act

e Cyber Crime Law issued by Royal {ecree no. 12 of 2011

Omani e-cornmerce related law meets many of the requirements defined in model law and other
specitications of requirements. There are some gaps however, These are listed below,

E-transactions inclnding e-signatures

E-transactions ang e-signatures are governed by ITA under the Blectronic Transactions Law. This
largely meets requirements in this area. Nevertheless, the vatidity of digital certificates issued by forcign
authentication service providers is not certain since such service providers must be recognized by a
ministerial decision. This could lead to delay and lack of comprehensive coverage of such
authentication service providers, meaning that the Law may not apply 0 contracts ot e-signatures reffant
on digital certificates issued by them.

Consumer protection

The Public Authority for the Consumer Protection is responsible for consumer profection under the
Consumer Protection Law. This law makes no reference to e-commerce, and therefore e-comaerce

-specific requirements are not covered. A determination that the Conswmer Protection Law appliesto g ... .

comimerce transactions needs to be made and the following gaps need to be fitled,
o ‘Fechnology neutral prohibition of spamming and the specification of effective enforcement
action

« A requirement for effective and easy to use procedures to atlow customers to choose if they

wish 10 receive SPAM with functional opt-out procedures as minimun

o Prohibition of the supply of goods with demand for payment without 2 consumer ordering them
neforehand and exeraption for the consumer from providing consideration in case of unsolicited
supply

e (ross border application

o  Fair contract tenms inelucing standard terms, and protection of vitlnerable consumery

The product safety regime needs to be extended to the supply of products via the internet,

Inteliectual propercy

The Industrial Property Law (IP Law) and the faw of Author’s Copyrights and Related Rights
(Copyright Law) ae applicable. Various agencies are responsible under the IP Law as follows: patents
__the Oman Patent Office, Trademarks — the Industrial Property Directorate, Ministry of Commerce and
fndustry (MoCl), and registered designs ~ MoCL MoCI is also responsible, under the Copyright Law
for unregistered designs and copyright. It is not clear that these laws apply w0 IT based inteliectual
property or the use of ICT for the communication of intsllectual property. fn particular, it 15 not clear
that it applies to the use of digital rights management technologies and the use of musical or other media
online. Overall,

Privacy and protection of personal data
There are no specific data protection laws in Oman. However, the following laws are relevant.

o The Basic Law, issued by Royal Decree 101/1996, provides for the individual’s right to privacy
in communication. Article 30 of the Basic Law prohibits any interference with or moniioring
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of an individua!'s telephone calls or writter correspondence and guarantees the confidentiality
of their contents, except in cartain circumstances,

« Individual privacy is aiso protected in the Penal Procedure Law promulgated by Royal Dectes
97/1999, as amended (“CPL™). Article 90 of the CPL provides that correspondence and cables
may not be confiscated or perused; newspapers, publications and parcels may not be
confiscated; conversations taking place in private may not be recorded; telephone conversations
may not be lapped; and dialogue may not be recorded without the permission of the Public
Proseeutor of Oman. The permission specified in Article 90 of the CPL may only be issued by
the Public Prosecutor, wha would only permit audio or video recording of an individual if there
is enough evidence of an offence or misdemeanour punishable by imprisonsment for a period
exceading three months. Once granted, the permission is valid for a renewable period not
exceeding 30 days, during which the audio or video evidence must be obtained,

« The Electronic Transactions Law provides for protection of personal data and regulates the
transfer of personal data owtside of Oman.™ The Electronic Transactions Law safeguards the
confidentiality of information or data contained in electronic transactions aithough it does allow
the disclosure of personal data under certain conditions: prevention or detection of crime,
otherwise authorised by any law, the assessment of taxes or fees and the protection of the vitat
interests of an individual about whom the information is being collected.

A draft data protection act is currently being considered. This needs to take account of the UN
Guidelines for the Regulation of Computerized Personal Data (1990}, the EU Directive 2002/58/EC,
and ultimately the EU General Data Protection Regulation (GIDIPR) which came into force in 2018. The
GDPR is particularly important since it spplies obligations to all those who hold data about people
within the EU and BU citizens and potentially raises extra-territorial obligations on organisations
holding such data-cutside the EU.-Any e-commerce venture selling to consumers in the EU will need
to be aware of it obligations undey GDPR.

The GDPR approach may in some respects however provide a modei for data protection in Oman that
would help promote the adoption of cloud services in general and s-commerce cloud services in
particular. The GDPR creates a distinction between a data controller and data processor and allows the
data processor to be in any country provided that the GDPR rules for data processors are enforced
through the agreement that the processor has with the controtier, This provision enables the use of cloud
services and other ICT services located outside the BUL T applicd in Oman, it would enable e-commerce
enterprises (o use cloud services located outside Oman legally. There are cases in which Omani
businesses have relocated to other countries to avoid the restrictions placed on them by Omni data
privacy legistation. This relocation would no longer be necessary under a GDPR-like regime, enabling
Oman 10 act as an [T hub for e-commerce and other data services, and stimulating the use of IT by
business in Oman.

Cybercrime

The ITA is the authority for cybererime under the Cyber Crime Law. The Law largely sets punishments
retated to a closed set of forbidden activities. UNCTAD believes that this approach has limited
apptcation. UNCTAD believes that a better approach is to consider the application of general criminal
law in an [CT environment and modify that law accordingly to take account of new factors. The
cybercrime law should be limited to specific cyber related issues that do not arise more generally. The
law covers such ICT specific activities. It does not enable international cooperation however. Further it
does not require the retention of traffic and location data to identify subscribers as required under the
EL) Directive 2006/24/EC.

¥ hitps-i/uk.oracticallaw. thomsonreuters.comy/w=007-
3872%ansition Type=Defauht &coniextData=(se, Defaultid firstPase=irue&bhop=1, accessed 9 May 2018
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Protection of childyen

The ITA is the authority for the protection of children under by the Cyber Crime Law. This law does
not encoursge measures to factiitate user choice regarding content without unduly infringing protected
liberties, Further, it does not prohibit advertisements that directly exhort children to buy products or
persuade adults to buy products for them.

Law and regulation in other countries that places ebligation on Omani c-commerce companies

Law jn other countries needs to be monitosed for jts effect on Omani e-commerce enterprises, Omani
enterprises may find themselves holding data about individuals and businesses in other countries, and
those countries may have specific requirements for data held. Examples from the EU include GDIPR a3
mentioned above and the EU regulations for e-commerce™.

Conclusions

i. There is a need for law in Oman to be reviewed for its consistency with the use of 1T and
telecommuiications and any necessary modifications made. Several alternative approaches are
possible including the development of e-law in each area or the amendment of each affectad
law. Development of separate e-law, such as the cybererime law runs the risk of & failure in
consistency and completeness in relation to law applicable where [T is not in scope. Therefore,
an approach that IT and telecommunicaiions are in scope in each law is to be prepared, such
an approach would enable specific 1T and telecommunications issues 1o be addressed while
maintaining consisteney and completeness.

2. Cross border issues need to be addressed. These include:
- 4 Extension-of law to cover-parties-from outside Oman contracting with parties in Oman - -
b, The ability to hold data cutside Oman but with a specification of the requirements to
be met by service providers that are ultimately handling the data. An obligation could
be placed on the Omani company to ensure that such requirements are met.
c. Awareness campaigns abou reguirements of foreign law that must be met by Omani
merchants if they are to contract ogline in other countries.
3. Amending present law as mentioned in this chapter.

4, Consider the adoption of GDPR-like regulatory environment to provide a strong framework for
data privacy and data protection while enabling the outsourcing of data processing within the
regulatory framework,

Skills and awareness
There are four eroups affected by skitls related 10 and awareness about e-commerce:

= People: While awareness is important for those whe do 1ot know about e-commerce, frust and
security 1% & more pressing barrier for those who might want to use e-commerce.

¢ 1T industry & academia; Relevant IT skills are nezded to support e-commerce companies. In
addition, there is need for specific skilis refated 1o operating a digital business: Content description,
graphic design, data analytics, digital marketing and understanding how to leverage Interet for
business

«  Entreprencurs: Need mentoring skills.

e [stablished businesses: Need to be aware of e-commerce and know what they need for an e-
commerce shop and where 1o obtain pre-packaged 1T solutions from the local market.

"% Wiins//ec curopi eu/erowth/sectorsitourismybusiness-portal/underatanding. lepislationdesal-reeniafion -«
commerce en
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“There are several awards cerémonies in the cotintry that Jikely raise awareness about e-commerce. The = =77

It is estimated that almest three quarters of Oman's population uses the Intermnet. However online
shopping is estimated to be relatively low at around 11% of Internet users (and just 8% of the
population), the lowest in the GCC, There are many more using the Internet, particularly social media
applications, to find out about goods and services that are subsequently ordered offline. Awareness is
particularly relevant given that "no need” was by far the main reason in both individual and business
surveys about why the Internet was not used in Oman, This was cited by 55% of non-Interet users and
87% of companies not using the Internet. The lack of need for using the Internet is the precursor to fack
of awareness of e-commerce since most Internet users would know about the possibility of shopping
online,

The main reasons inhibifing placing orders online has not been officially swveyed in Oman.
Discussions with various stakeholders suggest that trust is a key facter with Internet users reluctant to
provide credit card details ontine or questioning the reliability of the vendor w deliver the prodisets in
a timely fashion. The success of social media platforms to sell products offline suggests there is a latent
demand for online shopping. For exampte, there has been significant growth in direct import sofutions
where users can arder from well-known overseas web sites using an address in the country of the online
shopping platform for re-shipment to Oman. The lack of Tocal B2C shopping sites is also a major
inhibitor.

Raising awareniess about the benefils of e-conunerce and overcoming trust and payment conceins are
thus vital for growing e-commerce in the couatry, At the same time there is need to make businesses
aware of opportunities in e-commerce such as greater volume and the potential for expanding sales
opportunities abroad. There is potential for a trustmark label, but none exists, The loges of well-known
institutions such as banks or government agencies on payment pages might make online shopping more
palatable.

annual Oman Teck Awards have variobs categories inciuding best e-commerce app and website.”’ In
2017, the gold award for best e-commerce web site went t0 Omar Air, the silver to Roumaan.com and
the bronze to mydhl.dhl.com™ The gold e-commerce app award went (o Roumaan, the silver to
Qoredoo and the bronze to Ramadan App.

Conclusions

In respect to individuals’ attitudes towards enline shopping, there is a need for raising awareness
through marketing campaigns that promote the availability, conventence and security of using web
shops. Trustmarking domestic e-commerce sites can also increase confidence among consurners,” This
might be overcome through a trusted domestic marketplace. The concept of an Oman "Trustrmark”
merits exploration as it coutd overcome trust concerns among the public.

Clarity is often lacking regarding IT skills. The primary focus of an e-businesses is selling produsts
They are not supposed 10 be legal or accounting exparts and outsource this. Similarly, they should not
be expected to be 1T experts and. requirements in this area--marketplace, web hosting, web design,
shopping cart and payment integration, digital marketing--should be outsourced to experts. These skills
exist in the Omani market, but they are poorly linked to those that require them, There is a need for an
online directory that lists providers of these services. ' Specific e-commerce requirements
(marketplace, web hosting, web design, shopping cart and payment integration, digital marketing)
should be provided through an e-commerce program at unjversity level consistent with international
hest practice.

M htip://omantechawards.om/pdffE-Brochure.pdf
% hitp:/fomantechawards.om/winners-tist.php
# Par example, see Trust Ecommerce Europe at: htips:/Avivw.ecommercetrustmark.eu

10 fps:/Avivy go-ecommerce. ray/platform-providers
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Entrepreneurial e-commterce start-ups need support and encouragement. This jncludes a digitat tech
ecosystem that encourages e-caminerce businesses and provides access to co-working  space,
incubation, mentoring and seed funding, Publicizing stuceessful e-commerce entrepreneirship stories
can foster interest to become involved in this area. A regular events program would help to strengthes
the e-commerce coMmmutiy.

Business facilitation

Currently, most e-commerce businesses are informal (advertising products via soclal media apps,
classified ads sites or web sites that ave not online shopping enabled) or they are using platforms in
other countries. It is not clear why the informal businesses do not formalize themselves, but issues
associated with starting to trade as an e-commserce company e possible inhibitors. While trading
informally is acceptable for micro businesses, an informal business will not be able to scale to a
significant size. The reasons for using platforms in other countries is more readily expticable in terms
of the relative case of setting up a business and start trading in another country and then proceeding 1o
sell services into Oman. There are few bamiers in trading into Oman from another GOC country,
typically UAE, whereas there are significant administrative barriers {0 Selting up ah e-commerce
enterprise in Oman itself.

Memering and fingncing InvesiEpay
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Figure 3-2: Issues assueiuted with setting up an e-commerce business and trading gu-line

Figure 3-2 shows in outline the life cyele of a start-up e-comimerce business to the point where it staris
trading identifying some of the issues encountered along the way.

Mentoring and investment financing

Mentoring and investment financing can occur at any stage of the business life eycle.

Government has established a few programmes that provide mentoring support and investment support
using sovereign funding. These include:

+ The Public Authority for smalt and medium enterprises development (Riyada)

+  The Oman Technology Fund

v The SME Development Fund

. ITA SAS incubation centres associated with mobile applications, virtual reality and 31 printing

and product development
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+  MoCI support for SMEs and for export promotion

Some private sector organisations also provide support to micro and small businesses including the
Zobair Small Emterprises Centre,

Funding organisations have limited capacity and support some tens of micro and small businesses each
year. Some of these are technology oriented, notably the OTF and the ITA SAS incubation centres. All
the programmes are well structired and linked internationally, providing excellent advice to starl-ups.
The real need is to expand their capacity so that more prospective Omani businesses can be helped. A
programine specifically for e-commerce may heip do that within the ITA SAS programme or the OTF.

Mentoring alone could be supported for a larger number of established MSMEs through Riyadh or
partnerships that it has developed with private sector organisations.

The MoC export promotion fund could support exporting e-commerce businesses,

Company registration

Oman scores well on comparative measures of ease of setting up a business, scoring the highest of GCC
countries and above the OECD high incotie level’®!. Indeed, it is possible to register a business within
four days using the government InvesiEasy platform, and e-commerce is a racognised business activity,

The Ministry of Commerce and Industry (MOCT) launched the TnvestEasy business registration portal™®

wr December 2015, This portal is integrated with a growing number of other govermment agencies o
reduce the paperwork and time required for business registration and licensing. InvestEasy includes a
programme of simplification and streamiining of processes — simplifying the information needs and
streamiiming the processes, There is a programme in place to miprate all government, government

apency and municipality processes for licence and permit applications to [nvesiEasy.

InvestHasy’s goasl 8 to provide a single window for the business enviromment 10 interact wﬂh
sovemment based on the e-transformation national plan. ¥ is a “whole government™ approach. All
government entities are oblized o collaborate. The intention is to provide fully online and end 1o end
procesaes for setting up and managing a business without visiting a government office.

InvestEasy has a service level aoveement with each government entity guaranteeing Investiiasy s rights,
client’s rights and the entity’s rights.

Service level agreement specities for example, the length of time to respond to a llcmct rxppllt,atmn
When the response is overdue, InvestEasy has the right (o approve !he application without recourse to
the authority.

The cost of registration is between 33 Riyals to 1500 Riyals pa depending on the legal type, capital base
and ownershin (foreign or domestic) of the business and the location within or outside specific free
zones (Dugm only at present).

The InvestEasy platform is gradually being exiended so that it will be possible to obtain necessary
licences and permits to operate & business and fo provide access to resources through the platform.
Currently five ministries and three divisions within MoCl are implemented within the InvestEasy
licence application system. By end 2019, 18 entities will be included with all ministries included by
2020,

Acqguisition of required services
A few prograrames are aimed at simplifying, streamlining or even remaoving regulation.

Apart from InvestEasy, described above, which aims to simplify and streamtine acquisition of necessary
permits and Boences, there are initiatives in individual ministries, such as the Mintstry of Manpawer

181 World Bank, Doing Business 2018

2 hitps /business.gov omAwps porial/
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project to improve transparency of 118 processes, and the Business Enviromnent Initiative in the Diwan.
The Ministry of Manpower is building a portal for tinteracting with businesses. This will probably be
linked 1o the InvestEasy portal. The Business Environment Initiatives is a public private partnership
chaired by His Excellency, Minister for Economic Affairs to identify quick interventions to improve
Oman's global competitiveness, These interventions are then managed by the Tanfeedh Initiative
Support apdd Facilitation Unit (ISFU).

Despite these initiatives to improve access to required services, the following have proved to slow down
or prohibit the development of e-commerce enterprises in Oman.

v Merchant accounts: the complexity of the process and the amount of information required to
complete due diligence which in some cases resulls in months of defay:

»  Premises: the need for business premises and then the need to obtain permission to use them
for a particular purpose; the premises must be leased before pernission 13 given, leading to &
very high degree of regulatory risk;

#  Personal data and location data: the requirement to host personal and location data within
Oman; in some cases this may lead to higher costs since hosting in Oman is more costly; in
other cases it may be impossible since the required appications and hosting services are not
available; in other cases, it may not be possible to serve forelgn companies delivering to Oman,
because of the restrictions on sending location data and personal data fo them; this is apparent
for Omani delivery agents working with foreign comparties:

= Labour: the need to obtain permission prior 1o the recruitment of expatriate workers, which is
constraining business activity associated with skills that are backing smongst Omanis in [T and
in certain other skills:

Product pricing

There is a requirement for the Public Awthority for the Consumer Protection to authottze pricing in
some circumstances, Such pricing avthorization stops businesses rapid introduction of new products or
price changes in reaction to competition from other businesses. As e-commerce busipesses are
competing on 4 regional or even a world basis, such abifity fo react quickly to changing market
conditions is important for success,

Consumer trust and protection

Much of the law needed to build consumer trust is present. However, the consumer protection law needs
to be extended to e-commerce, and some requirements for data privacy or protection of personal data,
as mentioned above, give rise to onerous requirements which are sometimes nearly {mpossible to
satisfy,

Conclusions
Oman's ability to set up new e-commerce businesses is being damaged by the current administrative
trurdles that must be overcome fo start operating a business. The following consequences arise:

L. The environment slows dows the formation of new businesses and the faunch of new products
and services. In some cases, it means that new ways of doing buginess or new mroducts and
serviees just do not happen, Oman then does not benefit from new the new businesses,

2. Tt leads 1o businesses relocating to other countries, which means that Oman does not gain from
the business activity. Examples of this happening include Rowmaan.com

3. Inthe longer term, there are fewer entreprencurial role models, and prospective entreprensurs
are discouraged from attempting to start businesses. With respect to e-commerce, the difficulty
of establishing a formal business may lead many informal e-commerce businesses setling over
social media to remain as they are, rather than taking the steps towards formaltising their
business, thereby enabling them to scale up their activities,
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There is, therefore, a need to reduce the administrative hurdles associated with setting up and running
a business.

Oman does have a few well-defined and successful public and private sector pregrammes to mentor
and finance new businesses. The scale and structure of the mentoring and advice services provided by
Riyada and its partners ara such that many MSMEs can be supported. The capacity of the financing
organisations is somewhat fess, and it would be useful if promising e-commerce Start-ups could be
supported through a special fund.
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VISION AND GOALS

E_commerce can help diversify Oman's economy, contribute to growth and employment and provide
direct and indirect opportunities for MSMEs. The impact can be moderate-——boosting development of
ihe domestic e-commerce market—or more substanfial-creating an e-commerce park that woeld
among other things be a hub for cross-horder e-commerce within the wider region of the wider Gulf
region and East Africa. The substantial and more ambitious goal could significantly increase in-country
vatue and betier leverage the capacity of the country's growing logistics sector. An e-commerce park
could also provide the impetus fo Jead the domestic market to a tipping point by vastly increasing
awareness such as raising the profile of e-commerce entrepreneurship, providing seamless support for
budding domestic e-commerce companies and serving as an attractive location for international e-
COMIMErce COMPanies.

A vision for e-commerce i Oman is defined befow along with high-level goals to be achieved by 2025.

Vision

The vision for e-commerce is sct in line with the context of the 9 Five- Y ear Devetopment Plan (2016-
2020} that was issued under Royal Decree No. 1/2016, This Development Plan 15 a step towards a vision
for Oman in 2040 currently under development. The Development Plan stresses the impertance of
economic diversification and the need to accelerate economic growih. The implication of the
Development Plan s a reduction in dependency on oil through the development of ather sectors of the
economy, particularly manufaciuring, transport and logistics, tourism, fsheries and mining. The
responsibility for implementing the Development Plan has been given to a new organisation Tanfeedh
(The Naticnal Program for Enhancing Economic DHversification). Tanfeedh, while aligned with the
Development Plan, is also taking account of existing strategies for the focus sectors, thereby creating

“an overarching approach 10 the development of the five sectors,

The development of Oman as an e-commerce hub js one of the initiatives arising from Tanfeedh in the
logistics sector, That initiative is intended to help Oman kept pace with the rapid growth of e-commerce
and 10 overcome challenges through partnerships between the public and private sectors. The tacil
assumption s that the adoption of e-commerce will fead to economic diversification and growth.

The strategy has the high-level vision of:

By 2025, Oman is & regional hub for ecommerce with 2 flourishing national ¢-commerce
industry.

Mission

This strategy 15 intended 10 put structure to the Tanfeedh initiative and to enable the development of e-
commerce more generally. [n particular it is intended to:

Promote and facilitate the development ol e-commerce in Oman by addressing supply- and
demand-side issues and promoting awarencss amongst business and consumers.

This strategy 5 aimed at Oman competing successfully with other regional hubs and providing
transportation, togistics / fulfilment, digital marketing and I'T services for e-commerce businesses, [t
aims for increasing adoption of e-commerce by businesses in Oman and using it 1o extend their market
within the country as well as into export markets promoted by an enabling legal and regulatory
environment. The strategy also aims to boost e-commerce adoption by consumers across the Sultanate.

Overarching goals

The averarching poals of the sirategy cover the use of e-commerce in Oman, the adoption of e-
commerce by retailers and others, and the overall economic impact.
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* Pherefote:

Increased ise of e-commerce

flis strategy is intended to increase online shopping through measures to increase awareness and trust,
and measures to ncrease the availability of e-commerce retail and wholesale outlets. Therefors, the first
goal of this strategy is:

By 2020 25 percent (3 times present levels) and by 2025, 60 percent of Omanis over the age of 13
years will have bought something online in the Inst year.

Increased business adoption of e-commerce

Increased availability of e-commerce will come mainly from existing businesses moving otiline and the
migrations from informal e-commerce using social media, email and cash on delivery to formal e-
commerce. The large retail and wholesale sector will exploit e-commerce opportunities provided that
the opportunities are known and understoad, that the sector has access 1o the necessary knowledge and
skills, that IT, fulfilment and payment services are readily accessible, and that the regulatory
requirements are minimised. This strategy contains measures associated with each of these areas that
shioufd boost employment. Therefore:

Ry 2025, 8,000 people will be employed in B2C e-commerce businesses,

An e-commerce logistics ub

Oman's regional strength in transportation and logistics generates an opportunity for Oman to take a
key role in e-comunerce fulfitinent for the GCC countries, Tran, Central Asia and East Africa, [~
commerce Tulfilment will complement existing and emerging transport and togistics services and will
support and strengthen those sectors in Oman, increasing Oman’s importance in international trade.

By 2025, Oman will be the number one e-commerce logistics hub in GCC for re-exporting to East
Africa, and the number two for intra-GCC cross-horder re-exporting in terms of the volume of
fulfilment services provided and wifi have entered the re-exporting market to Central Asia.

Befter e-commerce performance

As enabling industries adapt to better support e-commerce, adoption and performance will improve.
This includes areas such as digital finance and package delivery. Combined with growing consumer
and business adoption of e-commerce, this will result in an increasingly efficient e-commerce $ector.
Therefore:

By 2025, Oman will rank in the top 30 in the UNCTAD B2C E-commerce index.

Impact on the economy

The whole economy will benefit from the development of e-commerce, 1t will lead directly to increased
growth in the distribution and commuitication sectors (transport, storage, communication, wholesale
and retail trade). Tt will, in addition, through their use of e-commerce, lead to growth in manufacturing,
transport, tourism, fisheries and mining sectors. The widespread adoption of e-commerce by Omani
businesses will result in the following outeomes:

= Expansion in Oman’s market reach. E-commerce will enable businesses in Oman to reach
customers int locations where they have no physical presence, and indeed customers in export
markets. This reach will lead to greater revenue opportunities and overall to additionsl economic
activity in the supply chain.

o Cost reduction. — increased iabour efficiency, reduction in the number of employees in the medium
term, reduced requirements for buildings, concentration of economic activity in a smaller number

wa?

of specialist firms leading 1o the increased tabour efficiency

»  Reduced supply chain costs, E-procurement and other forms ol b2b e-commerce increase choice
of supplier and the range of available goods and services to buyers, E-procurement can as well
increase the efficiency of the procurement function through automation, Increased choice of
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suppliers, goods and services will ultimately lead Lo fower prices paid, and these tower prices and
increased efficiency in procurement teads to an overall reduction in supply chain costs.

e Reduced distribution costs due to improved total factor productivity in distribution. E-commerce
has been a stimulus for process improvement and investment in high technology in fulfiiment. The
high volumes and the opportunity for outsourcing to efficient specialist companies has given rise
to mvestment in new warchousing technologies giving tise to very high tabour productivity and
improved throughput,

o Innovation in business activity. The disruption arising from e-commerce is leading 1o new
business madels. While difficult to quantify, innovations must provide some advantage o survive,
The focus on new business start-ups and the new ideas that they bring, will give rise overall to
additional benefit to the economy in ways that have yet to be determined.

It is essential that businesses in Oman nvest in e-commerce, The impact of not investing will be that
purchases by consumers and businesses in Oman from e-commerce sites putside the ecountry wit
continue to increase rapidly. This will lead fo loss of business for wholesalers and retailers in Orman,
negatively impacting their supply chains. It would also increase the value of imports, since goods woukd
be purchased at their final price rather than at a whalesale price. In terms of export performance,
businesses in Orman will need to leverage B2B e-commerce to participate in increasingly digitally driven
global supply chains.

Analysis undertaken for this strategy suggests that B2C e-commerce in Oman is currently vajued at
OMR. 130 miltion. Implementation of this strategy is likely to boost Oman’s B2C e-commerce to the
level of Lithuania (Box 2-1). By 2025, it is estimated that B2C e-commerce will have a value of over
OMR 800 million ot 3.1% of non-oil GDP.' In addition, there will be significant downstream value
. udded created in sectors such as delivery and finance as well as digital industries such. a3 )T services
companies in areas including data centres, web hosting, onlisie advertising, data analytics and graphic
design.

The value in 2025 arises from:
o MNatural growth in e-commerce

e The e-commerce hub jtself including the support it provides which has been estimated in the
Tandfeedh Handbook at OMR 200 million p.a.

« The additional business activity associated with e-commerce arising from the stimulation
provided by the strategy measures.

« By 2025, B2C e-commerce will contribute OMR 800 million (3.1%) to non-oil GDP™.

These overarching goals will be achieved through projects to develop e-commerce directly, and through
nrojects to estabiish the conditions conducive to its development in Oman.

193 Non-oit GEP at constant 2010 prices is anticipated 1o grow at the average rate of 3.9% experienced from
2013 to 2016, to reach OMR 25424 million by 2025, The contribution to overall G would be of 2%,

104 Nonoil GDP at constant 2010 prices is anticipated to grow at the average rate of 3.9% experiensed from
2013 to 2016 to reach OMRn 33424 by 2025
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THE STRATEGY

The strategy provides measures intended to facilitate the development of e-commerce in the following
AlCis]

o Becommerce park

» ICT infrastructure and services

o Transpor, logistics and trade facilitation
¢ H-procurement

s Payments

« Legal and regulatory framework

¢ Skills and awareness

»  Business facilitation

In addition, the “top measures”, those that are critical to the development of e-commerce, and “guick
wing”, those that are relatively straightforward to implement, are fdentified.

I-commerce park

Curront situation

A high proportion of goods purchased in Oman are imported, While many arrive through Omani ports,
imports otiginate largely through other ports in the GCC. Goods purchased via cross-border e-
commetee enter Oman via another country, either in the Guif or elsewhere. The Aramex Shop and Ship
service and courier deliveries ate generally made via airports outside Oman, The main reason for this
s that the goods people in Oman wish 1o order online are either not available in the country (either at

~bricks and mortar or oriline retail shops) or they are more expensive, The consequence of this servicing

of Oman from other countries is a loss of value to the logistics sector in Oman since much of the
processing, including the final picking and packing services associated with e-commerce is being
undertaken elsewhere.

The first poal of this sirategy is therefore concerned to put in place the gnabling infrastructure and
services that will allow e-commierce firms 10 undertake distribution from Oman.

Goal: By 2020, plans are underway for an e-commerce park providing all needed services for e-
commierce companies within a “free zone™ with light touch regulation.

The objective would be lo establish Oman as an e-commerce park for the Gulf Region and East Africa
in addition to Oman itself.

The e-cominerce park would provide several services for national and international e-commerce, The
services would comprise:

o Warchousing, in-bound and outbound logistics services;

»  Customs services with a single window environment for importing and where appropriate
exporting goods;

¢ Incuobator space for start-up e-commerce companies;
« Office space for arger e-commerce companies;
»  Access to banking services.

The park would also have a virtual / digital element with:

= 1T platforms for e-commerce and e-procurement including an electronic marketplace enabling
multiple retailers to coexist on the same piatfonm, sell-side and buy-side applications linked to
payment services;

e Links to the warehousing, fuifilment and transportation services to enable in-bound and out-
bound logistics integrated into the buy and sell-side applications;
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Digital marketing services including catalogue creation and management tools, tools for
integrating seil-side e-commerce with socizal media and digital advertising services,

There are two principal options {or the provision of this e-commerce park.

1.

Ercowrage one or more international e-commerce businesses (o buikd such a park in Oman.
Examples inciude Amazon and Alibaba. This approach would enable Oman to benefit from the
expertise and intellectunl property in e-commerce that these companies have built up and if
interested, they would be able to build an e-commerce park rapidly. However, there would be
loss of control of the zone to the foreign company and there may be some favouring of e-
retailers from outside Oman. Thus, while they may provide an opportunity for Omani e-
retatiers, they would find themselves in competition with non-Omani retailers on the same
platform,

Sponsor the devetopment of an e-commerce park and recruit zn international team with up to
date expertise in delivering the proposed services to iinplement the park. This approach would
most likely become a public privats parinership that could ultimately become a private
company. The implementation mansgement team would need to bring in organtsations in Chnan
with an appropriate skill set including air, sea and road transportation companies, warehousing
and fultilment services, I'T services (through one or more data centres), one or Tore payment
service providers, one or more digital marketing agencies, and prospectively e-commerce
retailers that would like to provide services to smalier e-retailers. Oman Air and Oman Post are
both interested in providing an e-commerce park. While this approach may be slower t0
implement, comtrol would remain in Oman and it could be used to provide advantage 10 Omani
retailers over those outside the country.

Baoth options would require ¢lose involvement from customs. . . .

In addition (o the proviston of e-commerce related services, the park could also establish a light-touch
regulatory zone where streamlined and simplified regutations could be triatted In advance or prospective
adoption on a country-wide basis.

Table 5-1; E-conumerce park measures

™o

Measure .. . . .| Timing | Importance | Responsibility

Establish an e-commerce park in Oman. The park will | lnunediate | Essential Asyad / Ithraa
inefude logistics fagiiities (e.g., warehouses, fransport
services, efe.), office space, incubator and event centre,
The park would be a light touch regulatory zone, with
simplified and streamtined business regulations.

Ministry of
Commerce and
Indusiry

Oman Aviation

Establish an entity to manage the park and determine
. Chroup

the Jocation (Hkely close to the Muscat airport), deaw up
plans and secore funding for constructing the park,

Devise & marketing strategy to attract domestic and
international e-commerce firms to establish in the pack,
Working with lthraa, attract one or more intersational
e-commerce companies as anchor tenanls,

ICT infrastructure and services

Current situation

E-commerce is dependent on the availability of IT and telecommunications and it is important therefore
that [CT infrastructure and the services provided meet requirements and that take up of internet access
by consumers and business is high

Oman lags behind its peers in a few ways oritical to e-commerce.
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Pixed broadband penetration levels are below those of peer countries

While data centres have excellent facilities, they are few and there is Httle competition, with high
prices for services. The range of applications available is limited, atthough e-commerce applications
are available. Consequently, there is a tendency to use data centres in other countries where
pussible. This use of foreign data centres conflicts with data protection and privacy regulation when
personal data and data sbout government locations is stored outside Oman.

The T development sector is small and reliant on skills from other countries. There is a moratorium
an recruitment of IT professionals forcing IT firms to outsource (o foreign companies. This
maoratorium means that individual ¥T firms and the Y1 sector are constrained when atternpting to
innovate and move into new service offers.

The Telecommunications sector suffers from lack of competition. Two operators dominate the
ielecommunications sector and being vertically integrated through their own data centres, they have
developed an unhealthy dominance on both selecommunications and [T services, This dominance
is detnonstrated by:

a. “Ihe very high prices for business broadband, national and international managed network
and trangmission services;

b. Managed network services and transmission service offers that lag behind those in other
countries including in Qatar, the home country for one of the operators, with the
consequence that commercial reat time distributed appiications cannot be operated reliably,
and 7t s not possible to implement bulk deta fransfer mechanisms necessary for business
continuity and disaster recovery.

. ¢. Coverage and service.quality issues associated with business ¢
which make the services inadequate for distributed businesses.

A fibre roll-out timetable does not reftect required urgency

Goal 1: By 2020, telecommunications services enable distributed businesses fo work reliably in
real fime from any site within populated areas of Oman using clond based or data centre based
IT services.

Tab

le 5-2: Telecommunications sector Measures

Mo,

i |

Measure Timing | Fmportance | Responsibility

1.

Implement measures designed to ensure that required | As below Exsential TRA
pusiness telecommunications services are available in
Oinan at prices consistent with those in offier countries
it e medium tesm,

lecommunications seTvices

1.1

I the short term, investigate the competitiveniess of | Iimmediate Essential TRA
particutar business services product and geographic
rparkets,

o Caery out market reviews of transmission and
network services product and geopsaphic markets,
including pational and international sevvices, 1o
determine the market power of licensed network
operators in those markets.

«  Introduce measures 1o ameliorate this market
power preferably at a wholesale level to enable
market entry by telecommunications service
providers who may provide services over network
operator provided infrastruciure.

Undertake a competition related market review of the Immediate Esgential TRA
fived broadband services markel(s) and lmpose
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No.

Measure

Timing

Importance

Responsibility

remedies on those operators with significant market
pOWET,

i3

RBenchmark Oiman against GCC members and other
developed countries to identify how to increase
competition in fixed services,

The business ielecommunications market in Oman is
dominated by two players. The project will investigate
how markets sre regidated in other GCC members and
other devetoped countries to delerming how to increase
competition.

ldentified measures witl then be implemented.

Medium
term

Essential

TRA

Accelerate QRC network poll out &0 enable rapid
extension in fixed broadband coverage by:

s Prioritizing ORC petwork rolf owr funding;

o Using fibve derived from the eleclricity
transmission and distribution networks to extend
coverage and provide redundancy when feasible;

¢ Prioritizing fibee coll out in business areas to cnable
access to very high-speed wansmission and
. network services.

Immediate

Essential

Oman
Broadband
Compiny,

MoTC,
Ministry of
Finance

Goal 2; Telecommunications and §T services are available at prices at levels found in markets
with competition in equivalent services elsewhere,

Table 5-3: 1T services sector measures

No.

Measure

" Thming

Importance

Responsibility

Encourage the development of private data centres by
using private sector dita cenires for new government
IT projects where possible,

[mmediate

Important

ITA, 1SFU

Atfract a major cloud service provider 10 achieve scale
and lowaer costs

Immediate

Important

TRA, dats
centres, 1SFU

Ensure that the current regulalory environment for data
cenire services is £t for purpose.

Review the [T and digital services regulatory
environment against reasonable reguirements and
against repulalory environments in peer countries to
determine  the potential  for  simplifving  and
streamlining requirements.

[mmediaie

Essentinl

ITA, I8FU

Raise the IT skill level in the country so that an
increasing number of projects can be undertaken
swithout the need for recourse to foreign [T speciulist
companies,

Continuous
PrOEFAIT IS

Important

ITA

Allow foreign experts to be recraited with specialist 1T
knowledge in areas such as Al and date science to
enhance local skills in specific areas

Lnmediate

[mportant

Ministry of
Manpaower
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No. | Measure Timing | Importance | Respensibility

2.2 | Encourage partnierships and collaborative | Cngoing [mportant ITA, 1SFU,
arrungerments with foreign firms Tthraa

+  Swapping of staff to cnable Omanis to work in
development environments elsewhere

« Shott term assigmments by foreign experts on
individual projects with the intention of huilding
capacity as wel] as meeting the short-term project

needs
23 | Esch university 1T department to form links to the IT | Ongning mportant | MoHE, MoMP,
sector g0 that students and faculty can benefit from ITA

exposure {0 development projects,

Transport, logistics und trade facilitation

Current situation

Logistics and transportation are essential to e-commerce. Bulk goods need to be stored in warchouses,
broken down into individual packages, and delivered to customers in Oman or elsewhere. Some goods
need 1o be cleared by costoms.

. This strategy . therefore. considers -national -as- well. a5 international. in-bound. and out-bound - - -

transportation, customs clearance, warghousing in Oman, fuifilment and delivery.
National fulfilment and delfvery

Several national courier services provide door step delivery across Oman and deliver, Oman Post has a
nascent door step delivery services, but ordinarily delivers to a post office box. All these delivery
services are reliant on bus companies for sity to city parcel transport. The bus companies provide 4
useful service on a marginal cost basis. This basis does not allow them to offer a performance guarantee
since cartiage of paying passengers may pre-etopt the carriage of packages. Consequently, it is not
possible for courier services to offer performance guaraniees, and this is a major problem for ¢
commerce. Also, the use of buses to carvy packages ¢reates a potential risk since it is unlikely that the
bus companies know what they are carrying. These problems need 10 be addressed 1o enable retiable
national e-commerce services to develop. In addition, there is a need for warehousing and fulfilment
services for SME e-commerce businesses that would otherwise need to develop their own.

The efficiency of door step delivery suffers from the currens lack of a universal addressing system and
building geocoding. Such an addressing system and digital maps that ideatify every building is planned
to be available by 2020 in time for the e-census in that year,

International fulfilinent and delivery

International fulfilment and delivery in the Gulf region and the pats of East Africa served by ports and
fulfilment centres in the Gulf is dominated by the UAE. This dominance extends to Oman, most imports
by value originating ov transiting in UAE. Shipping lines have relationships with ports in UAE. Air
cargo is mainly centred on UAE, For Oman, a small change in the propartion of traffic transiting UAE
in favour of Oman would have a major impact on ports, airports, fulfilment centres and transport
companies. Continned growth in cargo traffic therefore represents an opporlunity for Oman, one that
has been recognised in the development of the ports of Sohar, Dugm and Salalah, and Sohar, Muscat
and Salalah airports.

Issues have been identified with the facilities and performance of these ports, airporis and logistics
facibities as well as with customs clearance and the road networks In neighbouring countries which
constrains the opporturity for Oman to act as a hub for the Guif region. Plans for improving facilities
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and performance are being developed and include the Sultanate of Oman Logistics Strategy 2040
(SOLS), the Sultanate of Oman Air Cargo Strategy, the Oman Post Strategy, and Tanfeedh itself. The
Air Cargo Strategy and Post Strategy have yet fo be published. Many of the resultant measwres will
benefit the development of e-commerce,

It is important that the measures within these strategies reflect the requirements of e-commerce. They
need to reflect the goal of developing Oman as an e-commerce hub and the requiremests for national
and international fulfilment and delivery and efficient and rapid customs clearance,

Factors that influence this e-commerce stralegy

s« International courier services are well represented but none has a vegional hub in Oman,
favouring cither Dubai or Babrain. Nevertheless, capacity issues elsewhere in the Guif region
suggest that there are opportunities for Oman in providing hub services for courier SETViCes.

e Ports and shipping lines have established linkages that may be exploited.

o Roads within Oman are and will continue to be excellent, but roads bordering Oman may be
problematic in creating international corridors.

»  Regional rail services will not be available in the stralegy period.
o Customs provides a fast track for trusted shippers.
» Rooded corridors already exist between ports

s Online customs declaration is available through the Bayan system

Goal 1: By Y+ 1Y, the establishment of an e-commerce logistics hub serving Oman, the Arabian

" Gulf Fegion, Bast Afvica and Ceatral Asia, and by 2030 bécoming a global hub,

Such hubs would provide facilities to enable Oman to compete with ports in Dubal and elsewhere to
serve the Gulf region. An e-commerce hub served by Sohar port and Muscas airport would provide
facilities for inbound goods deliveries from Asia, warehousing by wholesalers and retailers, processing
orders and shipping locatly by road and over fonger distances by sir freight.

Oman's ports have the advantage of being located on the Indian Ocean rather than in the Arabian Gulf
Therefore, sea journeys, particularly those to Bast Africa, are reduced and the risks associated with thi
Straits of Hormuz are minfmised. Tt has been reported that the cost of handting shipments in Oman are
Jower than those in what would be Oman’s major competitors, but access by shipping lines, air freight
carricrs and performance in the facility would need to be to the standard set by its competitors. The
development of facilities at the ports and the Sultanate of Oman Logistics Strategy 2040, the Hnkage of
ports with major carriers, and Oman Air’s Alr Cargo strategy support the attainment of this goal.

The Gulf region is accessible to Oman, if customs delays at borders are minimized and roads in Saudi
Arabia and UAE from their borders with Oman are to an acceptable standard. The Oman gavernment
would need 10 ensure that these conditions were met through diplomatic action.

Table 5-4: Reglonal logistics huh measures
- . .
Mo, | Measwre ‘ Thming fmportance | Responsibility

1. Ensure that logistics hubs planned or  under | Tmmediate. Essential Asyacl
g 5 P : ¥
development take aceount of the opportunity for e- The study cospectivel
commerce fulfiiment services, should P _‘p ¥
foed into wﬂh‘OE"nan
Asgess the feasibility of two regional logistics hubs 1o Aviation
. . " ‘ . the Oman .
{nciude forward stock holding and fulfilment with a Adr Caron Ciroup, Oman
focus on e-gommerce: ATE Post and e-
and Oman Commerce
Sehar Port and Alrport / Musear Airport serving Past service
he GCC, iz strategies o
the GO, fran and Oman strategies providers




No.

Meassuye

Timing

Importance

Responsibiity

- Safalah Port and Airport serving East Adrica,
Yemen and Otman

Build cold chain facilities to enable fisheties and
agricultural produce export

Faable zoods to be moved in bonded form batweean
different transporiation modes,

- Enhance replonal air and sea cargo links

The feasihility asscssment needs to identify pariners to
develop the hubs and anchor tenants that would provide
its initial business. The anchor tenants will need to he
major e-wommerce retailers in order to establish the
recessary base load.

The feasibility assessment will need 1o include an
cutline business case for each elerment of the hub value
chair and the jnvestment required in total and by each
party. This will include capacity building at the hubs,
benchmarking against best practices in the region.

The feasibility assessment will therefore need to be
underialen in conjunction with the prospective parties
to the hubs,

-Government . o . encovrage -the . Kingdom. .ol Saudi

Arabia to expedite the opening of the Oman - K54
road to enable direct access from Oman to Sacdi
Arahia.

Immediste .

. Empardant |

... Ministry of .}

Transport /
Ministry of
Farcign Affairs

7

[evelop KPls and measurement wols so that the
performance of the logistics hub can be measured.

Imimediate

Important

Asyad

Goal 2: By 2020 the availability of next day delivery services across Oman for packages with door
step delivery and delivery to a Iocl collection centre chosen by the customer.

E-commerce is reliant on mapid, predictable and reliable delivery, There are several issues that reduce
the quality of delivery services in Oman. The measures here are intended to address them with the im
of achieving the goal,

Table 5-3: Measures to improve national fulfilment and delivery services

No.

Maasure

Timing

Imporiance

Responsibility

Complete and implement Oman Post’s transformation
strategy to enable it to provide efficient, reliable and
affordable postal services including:

*  Door to door e-commaerce fulfilment and delivery
SeTVicus.

v Use of Oman Post offices as drop off locations,
with the possible use of aliernative ownership
medels to enable additional post offices to be
opened thereby increasing access in smaller towns
and village,

immediate

Essential

Oman Post

Iplement geocoding system being developed by NC3I
£ Supreme Coupgil for Planning specifically providing

tmunediate

Fasential

NCSI

52



i

Mo,

Measore

Timihg

Imporiance

Responsibility

strect addresses and geocoded tocations for individual
buildings for inclusion oo digital maps.

Formalize services currently  provided by  bus
companies. The carrigge of cargo by bus companies
may be preeempted and is  therefore  unreliable,
However, the volume of carge trensported in this
manner means that a competitor providing a service
with & guality guarantec cannot operate profuably.
Thete are also safety and security ssues associated with
mixing cargo and passengers in the same vehicle.
Options for formalizing the bus company carge services
should be reviewed, These might include a requirement
for placing packages in a trailer or in a separate lugpage
compartment, The formal service should provide a
quality of service guarantes,

Fmmediate

fiiportant

TRA
MOTC

Facititate the development of fullliment services by
couriers and  delivery agents through fast track
regulatory awthorisation.

Irnmediae

importan

InvestEasy /
Ministry of
Transport

Reduce royalty payments for national Heences 16 #n
adtministrative cost recovery tevel,

Courier services are required to pay a royalty of 10% of

businesses,

This measure would improve the opprortunity for start-
up delivery businesses.

hedium
term

Usedisl

Tevenue, This s applied o aff leensed couriet{ T ) 0 T

Ministry of
Finance

Enforee Omanisation requirements aeross all licenszes.
While this mcasure will have a negative effect on
couriers and delivery apents, it is important that the
regalatory environment is fair and transparent and does
not diseriminate between regolated entities.

Medium
ierm

important

Ministry of
Munpower

Review the process for determiniag custons duty on e-
comimerce shipments cieared by couriers 0 ensure
cusiomers are charged in 3 fair and trangparent mannar.

The current method used by couriers to clear customs
results in the duties paid by individual customers being
unpredictable and possibly unfair. Courier services and
Customs muthorities need to work tngether to resolve
this issue.

Medium
term

ftoporiant

Customs,
gouriers

Fnable Oman Post to undertake customs clearance
including shipment pre-clearance by enabling Customs
1o access to the UPLF customs declaration system,

immediate

Fasential

Customs

E-procurement

Carrent situation

E-procurement related services are offered by:

F

The Oman Tender Board electronic tendering portal with some 2,200 tenders and 6,800

cotnpanies registered;
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+  Petroleum Development Oman (PDO) which has its own tendering portal
- Business Gateways International, which operates a B2B oriented portal with a Supplier
Registration System, a buyers’ community and career bank for the oil and gas services
sector.
In addition, other large companies {e.g., Oman Air) also use e-procurement.
The extension of e-procurement setvices to other companies would and the development of a B2B
marketplace would be advantageous to the (Omani economy.
Goal; By 2020, an e-procurement portal (e.g., B2B marketplace) is available fo all SMEs with user
friendly facilities for creating online catalogues and means of placing a business ondine.

Tuble 5-6: E-procurement measures

No, | Measure Timig | {mpoetance | Responsibility
1, Develop a eB2B portal and etendeting service | Medium Lmiportant YTA with the
avatlable to any Omani  company. PDO, the term i suppert of

Ciovernmant Tender Board and PBusiaess Gualeways PDO, the
tnternational each has a portal that may form the basis Terder Board
such a service. As well as a etendering for major and / or
projects, the service would contain supplier catalogues Business
with the possibility of buyers entering into cali oif Gateways
comracts for a selocted set of goods and services from Tnicrnational

different suppliers out of the catalogues or purchasing
in an ad hoc manner as reguired, The project would first
identify options for developing the service, including 3
the possibitity of utilizing one or more of the existing
portals. Following on, parties would need to fortn a joint
venture with the potential to float as a separate private
company offering the services,

The service would include e-catalogues and might form
a service delivered within the e-commerce hub or on a
commercial cloud service provided i an Omani data
centre, o '

An important element of the new service would be the
marketing campaign araund the launch of the service
that would increase awareness amongst business of e
procuretnent and e-tendering,

Payments
Current situation

Both quantitative and anecdotal evidence suggests that there is a relatively high depree of payment
instrument penetration for residents of Oman, It is straightforward for residents ta open an account and
another motive is the trend in salary payments being made t0 bank accounts. Once a person has a bank
account it is easy to then obtain a debit card. These debit cards are branded by the major payment
netwaorks Visa and Mastercard and can be used internationally.

A degree of risk adversity has delayed merchants and fintech start-ups from faunching e-conmerce
related services, Long approval times for them to accept onling payments—sometimes strefching into
years-—is inhibiting the development of online shops in the country and frustrating innovation. The
criteria for granting permission should be streamlined, trading some risk for the benefits of & more
innovative e-commerce market. The option of "super merchants" facilitating payment acceptance for
smialler merchants also merits exploration. Some companies have indicated a willingness to do this,
Another action that would help merchants i availability of a standardized software plugin for e-
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commerce sites that streamiines access to OmanNet and other payment gateways, Transaction fees merjt

review since they may discourage merchants from accepling cards while if t
affect development of the PSP market. CBO could contempl

foster innovation in the financial technology area.

ey are too low, it may
ale establishing a regulatory "sandbox” to

Gioal: By 2020, there is a thriving and innovative paymeni environment in Oman supportive of e-

commerce where online shops can easily accept payme

uptions, which they use with a high degree of trust,

Tulble 3-7: Payment measures

nts and buyers have a variety of payment

New

Messure

Timing

Trrportance

Responsibility

int relation o the expacted new banking law, review the
process for setting up a merchant account with hanks
that  meets  financial  services  safepuarding
requirerients but also sets a rigid time Limit for Setting
up the account. Best international practice for “Know
Your Customer” processes should be adopted.
Enhanced Due Difigence should be limited to farger
customers rather than start-ups if this s not already
done. The target of four days for completion of the
KYC process should be the aim.

[mmediate

Esgential

GBO

Ea]

Facilitate Payment Service Providers (P5Ps) in Oman,
The CBO will investigate the reasons for the lack of
PSPs in Oman and change conditions so that it is
legally and commercially feasible for an Ommani PSP 1o
be formed. Such a PSP would enable e-commerce
merchents {0 accept electronic payments without
having a merchant account of their own. KYC
processes adopted by the PSP should enable customer
(the merchant in this case) acceptance within four days.

Immediate

Essentind

CRO

Revise the regulatory repime .associated . with
transaction fecs, Benchmark and review teansaction
tees with other countries regularly and ensure that
transaction fees in are attractive for PSPs and super-
merchants (o become established while bearing ji mind
that gh transaction fees witl discourage online sellers
from accepting electronic payments. Once, a market
for payment services has been established, review the
need for continued ex ante regulation of transaction
fees with the intemtion o move towards ex post
regulation based on competition law.

Immediate

Essential

CBO

Ensble electronic payments o standard business
accounts. CRO to examine methods used elsewhers to
make electronic payments into standard business
thequing accounts and  derermine a regulatory
environment for such payments to be made in Oman,
thereby removing the need for a separate merchant
account,

Medium
term

fmportant

CRO

Facilitate the establishment of one or more "super”
merchants that would assume risk for new and smaller
merchants. Flaving created an environment in which &
PSP may operate on a commercially attractive basis,
work with ¢-commerce merchants that wish to provide
“marketplaces” for other merchants including PSP
SETVIGES 10 overcome any regulatory hurdles that they

Nedinm
tarm

Fssential

CRO
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6. Support development of a standard payment sobution | Immediate Essentiad Omaniet and

that online shops can use to access OmanNet and credit payment
card payment gatewiys for online shops, A Hst of Crateway
solution providers should be provided in an online providers

directory of businesz fzeilitation for e-commerce,

1. Establish a supportive environment to encourage | Medium {mportant CROLITA
jnnovation in the use of financial technology. This
would include guidelines on the use of regulatory
*sandboxes” allowing innovators to test new products
with minimal rules.

8. Carry 6ut ongoing awareness campaigns to promote | {mmediate | fmportant B0 TA,
the use debit cards for online transactions with hanks
merchants i Omean, noting that sceeptance  of
payments from debit cards is safe.

Legal and regulatory framework

Legal ond regulatory messures are those concerned with the development of & regilatory envirommend

for e-commerce. This includes the laws that lepalize electropic transactions and profect consiimers.

Measures associated with simplification and streamlining of the regulatory environment are covered ir
- Bection 5.8 concerning the business facilitation environment.. . ... oo o

Current situation

Oman atready has an electronic transactions law, a consumer protection law and a cyber-crime law,
Therefore, it has many of the regulatory elements for e-commerce in place aiready. However, it i3
lacking a data protection kaw and the other laws require somme modification to bring them in line with
international best practice. Once these steps are underiaken, trust will be enhanced for both oniine
buyers and sellers. :

Lxisting e-commerce laws

The exisiing Jaws covering e-transactions, cybercrime and Intellectual Property require some tweaks to
bring them in line with intemational best practice. The Consumer Protection Law makes no explicit
mention of the applicability to e-commerce, redusing trust in shopping online. It should be modified to
incurporate new areas of consumer protection necessitated by the use of e-cominerce.

Duatex privacy ond data profection

A draft data protection law is under preparation. This draft law wonld require that certain data, personal
data and location data of government entities, must be kept in Oman. This protects data from the
possible dangers of being stored abroad where Oman would have little legat recourse in case of misuse.
it also helps to support the national data ecosystem including data centres. On the other hand, the faws
might rule out the use of cloud services outside Oman in some instances increasing the cost to Omani
businesses. In some cases, there are anly a few providers of specialized applications that are only
available only onfine and hosted only in a small number of countries, The cost to an Omani company
of developing such applications would be prohibitive.

Orther countries have simitar extra-territorial tequirements. Indeed, the EU General Data Protection
Regulation impuoses extra-territorial data protection requirements. However, the GDPR seeks to address
these requirements without stopping businesses from hosting elsewhere if they have data protection
laws like the GIIPR or have a safe harbour agreement imposing strict Hmitations on how the data can
be used. Thus, GPDR can be a model for Oman particularly since any Omani company wanting to use
personal data of individuals located in the EU would have to abide by it anyway.
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Regulation of services delivered digitally

As the range of digitally deliveeed services grows, there will be an increasing need to consider whether
regulation is necessary and sufficient for this new digital envirorment, Ride hailing applications, short
term property lets, and video on demand are examples of the extension of the range of services that are
gelivered in whole or in part by digital means. There are diftferences in opinien as to whether digital
businesses should be treated differently than other businesses. For example, some countries have
applied lenient taxation to seme aspects of digital businesses. The view taken here is that all enterprises
are treated equally without undus preference given to digital businesses. Similarly, it is assumed that
generic inputs, requirements and processes are equivalent across many types of businesses whether
digitally orented. It is up to the povernment whether it wants to make legal comprizes in some areas
{(e.g., taxation, labour regulation, efe} to encoursge the digital economy. Nevertheless, the starting
point assumed in this strategy is equivalence of regulation between digital businesses and traditional
businesses, with differences in regulation Hmited to the special needs of each, For example, consumer
protection associated with e-commerce requires measures to take sccount of the differences arising from
brying “at a distance” from the seller without the ability to see or try the pocds or services before
purchase. Further, it is important that any regulation ot regulatory envirenment does not inhibit
innovation or impose limits on the use of emerging technologies and standards or subject these to
extended reviews and approval processes. It ts a critical element of this siratepy to ensure that Oman
and Omani companies and professionals are free to innovate and develop novel solutions and products
within limits agsociated with a consensus regarding personal and national security and privacy.

Consistency in regndation of cargo and pogt

There is also a need to create regulatory certainty by aligning definitions of cargo and post to avold
xug:,ulatm y uncer lamty assauatcd with the c:l:rmg,u. u!‘ parmh and pr mng of ac,rwcm

Goal: A l(,gﬂl and m;._,ulato:y fmmewnrk that fﬁqters e-Ccommerce providmg prutectlon for e

commerce buyers, sellers and intermediaries.

This framework needs to be consistent in outcomes with that provided for other fonms of commerce
bt showkd take account of any special reguirements arising frorn e-commerce, [t should not otherwise
increase the regulatory burden on retailers,

Tabie 5-8; Regulatory and legal measures

Mo, | Measure Timing ! Lportanee | Responsibility

1. Revise Consumer Protection Law lo incorporate issues | immediate Essential PACE
raised by e-commerce.

2 Update existing e-commerce relfatad laws {le, e | Medium {mportant ITA/Ministry
transactions, computer crime and Intellectuat Property) term of Commuerce
to incorporate Lest international practices, and Indugiry

i Review best practice and model Inw covering privacy | hnmediate Essential ITA

and data protection for individuals and implement a
data privacy and protection law that represents best
practice. The law should feature adequate safeguards to
protect the personal data of individuals residing in
Oman while considering the implications of cross-
border data flows,

4. Regulation of services delivered digitally Continuous | Hssential Al business
activity focused

BVE i NEInlam il | ' WOk AR
Develop and maintain a regulatory framework for ministeies

services delivered wholly or in part by digital means
throwph the adaption of existing law and regutation and
the introduetion where necessary of new law or
rL&,ulatim} S‘uch law .md rcgulatiun wouid estdb]ish in
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No. | Measure Timeing | Importance | Responsibility

between the digital business and the traditional
business, with differences in regwlation reflecting the
differences between the dighal environment, goods and
services, and the traditional business. [tis expected that
the same ministry or regulatory authority will have
responsibility for both the digitally enabled version of
a business and the non-digitally epabied version. Tt is
also expected that the adaptation of existing law will
not increase the regulatory hurden.

5 Create a consistent definitfon of cargo snd post toavoid | Medium Liseful TRAMinistry
regulatory uncertainty. erm of Transport

TRA and MoTC will congider the differences in the
way cargo serviees and postal services are defined i
statute and the consequences of such differences, and
make appropriate amendments to faw or regulation, or
resofve the differences in other ways.

6. Policies 1o regulate anti-competitiveness practices of § Medium Important Mol

MEJOT E-COMIMErcs COmpLnies fEri. .
J P Chamber of

Conumercs

Cempetition
Prodection and
T Monopoly
Prevention
Center

Skills and awareness
Current situntion
There are four groups affected by shills refated to and awareness about e-commerce:

o People: While awareness is important for those who do not know about e-commerce, trust and
security is a more pressing barrier for those who might want 1o use e-comimerce,

s [T industry & academia: Relevant IT skilis are needed to support e-commerce companies. In
addition, there is need for specific skills related (o operating a digital business: Content
description, graphic design, data analytics, digital marketing and understanding how to leverage
Internet for business

+  Entreprencurs: Nead mentoring skills,

v FHstablished buginesses: Need to be aware of e-commaerce and know what they need for an e-
commerce shop and where to obtain pre-packaged [T solations from the local market.

In respect to individuals’ attitudes towards online shopping, there is a need for raising awareness
through marketing campaigns that promote the availability, convenience and security of using web
shops. Trust-marking domestic e-commerce sites can also increase confidence among consumers,'®
The concept of an Oman "Trustmark” merits explovation as it could overcome trust concemns ameng the
puidic,

W5 For example, see Trust Ecommerce Burope at: https:/Awww.ecommercetrustinark.eu
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Clarity is often lacking regarding 1T skills. The primary focus of e-businesses is selling products, They
are not expected to be legal or sccounting experts and just as they outscurce these functions the same
shoutd be true [T expertise. Requirements in this area—marketplace, web hosting, web desipn,
shopping cart and payment integration, digital marketing--should be widely available from relevant
companies. These skills exist in the Omani market, but they are poorly linked to the e-businesses tha:
require them. There is a need for an online directory that fists providers of these services. ™ Specific e-
commerce reguirements {e.g., marketplace, web hosting, web design, shopping cart and payment
integration, digital marketing) should be provided through an e-commerce program at university level
consistert with international best practice.

Entrepreneurial e-comimerce stari-ups need support and encouragement. This includes a digital tech
ceosystem that encourages e-commerce businesses and provides access fo co-working space,
incubation, mentocing and seed funding. Publicizing successtul e-commerce entrepreneurship stories
cém foster interest to become involved fn this area. A regular evests program would help to strenathen
the e-commerce community.

SMEs need training in e-commerce opportunities, how 1o set up web site (including possibly financial
support and/or affordable package) and how {0 use ontine shops or an Omani marketplace.

Groal: By 2020, training and skills in marketing, law, payments, logistics and technology necessary
for the development of e-commerce businesses are widely availuble to entireprencurs and micro,
smali and medivm sized enterprises with widespread awareness and trust in online e-commerce
amongst the public,

The measures here are intended to address awareness and trust concerns among the public as well as
provide the experthe necessary {or e-commerce to take off amongst SMEs. ITA, Riyada, Chamber of
- Commerce (or a de

roles to play.

Tabfe 3-9: Skills and awareness measures

Noo | Measure Timing | Importance | Responsibility
1. Develop a partnership between ¥TA and Rivada o | Immediate Esseniial Riyada /1TA
provide capacity building to $MEs in all aspecis of the start

development of an e-commerce business,

One element of this capacity building would be
focused on enabling ordinary retailers w become o-
retailers either through the e-coruuerce zone or by
other means,

As part of the development of this partnership FTA and
Riyada will idemtity and recruit mentors for e.
COIMUMErce start-ups.

2. Improve the capacity of SMEs and start-ups to provide | Immediate Essential Riyada
e-commerce services through parfngrships berween starg
private funding agencies, business incubators and
Rivada covering training, business advice and
knowledge exchange.

The aim of the partnerships will be o improve the
capacity of such enterpiises to provide e-commerce
services and in addition to provide ascess to private
and public funding,

The model for these partnerships will be the

ated e-conumerce association), the e-commerce park and universities also have

partiership agreement signed between Riyvada and the

108 https:/iwww ga-ceommerce. my/platfonn-providers
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No.

Mensure

Timing

Einportance

Responsibility

Al Raffi Fund to support MSMEz in the tourlsm
sector,

Organize an annual exhibition and conference for o
commerce in Oman. Provide MSMEs opportunities to
present proposals to invited angel investors, venture
capita] firms and othet investors and otherwise
showease their e-commerce businesses, Showease the
facilities and services of the e-commerce hub, logistics
and transport providers and IT services providers.
Featre  infernational  exparts  and  e-commerce
companies presenting advice on how to create a
successfil ontine business, This exhibition conld be
part of Comex Technology Week.

Atrual

trnportant

Riyada & ITA

Publicize e-commerce success stories, Public and
private sector incubators and start-up funding agencies
fo provide news nwdin and other owleis with
information about e-commerce start-ups within their
PTOZFAITTIES,

Medium
termy, then
Lontinyois

frportant

ITA

Provide awareness and skills training associated with
the berefits and opportunities arising from  e-
commerce and the services it provides for e-commerce

businesses. This Araining to.include B2B, R2C and |

C2C e-comunerce and the [T, digital marketing,
paynient services, and logistics and ful{liment services
necessary for service delivery.

Contittous
onee the
huh 35 built

Essential

E-commerce
park

6.

Build best practice guides - do’s and dow'ts - for
starting and growing an e-commerce business. These
guides will include stratghtforward explanations of the
law and regulation around e-commerce, particularly
associated with consumer protection, data protection
and privacy and payments,

immediate
start

Egsential

Chambey of
Commerce {01
E-Commerce

Association)

Universities - in Oman to provide courses in o
comenerce refated disciplines including ¢-commerce
law and regulation, the e-commerce value chain, the e-
commerce distributtion chair, digital marketing, and ¢-
commeree refated IT.

2H 920
acadersie
year

Hasential

Universities

Develop or adopt a trust mark scheme for e-commerce
websites. This may be done in conjunction with the
{BO, linking it to the provision of a merchant account
or use of a PEP that {s permitted 0 operate in Oman,
The trust mark would specify the conditions related to
the consumer that had te be fulfifled by the merchant
lo obtain a payment service and provide an
ombudsman (or woman) for dispute resolution
between consumers and e-commerce merchants.

Immediate

Useful

ITA /CBO

Monitor the outlook of possible employment
disruption as a result of mass adoption of e-comimerce
and recommend remedies to potential unemployment
issues

Medium
e

Important

MuohP
ITA
NTF

G0



5.8

Business facilitation
Current sttuation

Business facilitation is concerned with the creation of an environment in wiich businesses can be statied
and can grow. In this case, it is concerned parlicularly with the development of e-commerce businesses.
Some businesses are starting from an idea and have no trading history. Others are adopting e-commerce
to develop their exisiing business further or to enter into a new business. At the same time, there wiil
be other businesses, newly created or existing, whose core function may not specificatly be e-commerce
but which are part of the e-commerce ecosystem. These include businesses providing payment services,
ICT services, logistics services and digital marketing services,

The three areas of business facilitation of importance here are the ease of doing business, aceess 1o
{inance and access to support services (g.4., mentoring, training, working space, incubation, ete.). These
fast two areas are often provided in a single package but may be provided separately.

Ease of doirg business

Base of doing business is concerned with the regulatory environment, and the ease with which
businesses cap start and maintain a business. In Oman, it & relatively straightforward and quick to
register an c-commerce business, bul opce registered, a business must obtain perinission to use 4
particular property for the business, to engage expatriate staff (Hvences are not required retail sales over
the Internet).

The two government streamlining and simplification initiatives, InvestBasy and the Business
Environment Initiative, are vehiclesthat may beused to facilitate ease of doing e-commerce businesses.

Another initiative, the Business Environment Initiative, in the Diwan i3 concerned with the reduction
in regulation itself, This Initiative may make the operation of an e-commerce business easier, but its
remit is wide, and it is unlikely to be able to focus on e-commerce per se. Therefore, this strategy
proposes that as part of the e-commerce hub there is a “freezone” where e-commerce companies can
sstablish and operate in & de-regulated enviromment. This measure is specified in Section.

Another aspect strongly related 1o the ease of doing business is having information and prices about
comnpanies that provide specific services critical for operating an e-commerce business. While there are
some companies currerdly providing relevant services such as web hosting, shipping and payments
there is no centrat portal to identify these businesses.

Access to flrance

Finance for start-ups is available in Oman through public firancing initiatives such as the Oman
Technology Fund, the SME Development Fund, the ITA Sas initiative, and through private funding
organisations including, for example, the Zubair Small Enterprises Centre. Support is also provided for
SMEs through Riyada (measures for Riyada to undertake are specified in Section 3.7 above).

These are conrcerned more with the developiment of the capacity in 8MFEs to undertake e-commerce,
rather than the funding of start-ups, although there is overfap between the two sets of measures notable
by the degree of capacity building and mentoring undertaken by the organisations considered here,

While there are several organisations providing supports for start-ups, the number of businesses and
prospective businesses helped s measured in the tens of businesses. These organisations cannot be
expected 10 finance the thousands of businesses needed to achieve the stated goal, iU is to be expected
that most of these will be financed privately, and will, if necessary, use the capacity building measures
outlined in Section 5.7, greatly aided by the increased ease of doing business arising from the measures
specified in this section,

Nevertheless, the need o provide finance for promising ideas is apparent, and it is therefore proposed
ta increase funding through the public sector organisations while encouraging angel investors and
vanture capital investors to come forward tao.
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Coal: By 2025, 5,000 formal e-commerce businesses witl be active ily rough the growth in financial
and mentoring support for start-ups at the ideation, seed and growth stages, and by minimising
regulatory hurdles through the simplification and streamiining of requirements for Heensing and
permits.

The measures are intended to encourage businesses that are already trading informally using social
media to migrate to a more formal and automated process, enabling them to move from serving tens of
customers each day to hundreds and possibly thousands. To muake this change, & business may need
fimding to set itself up and to grow, it may need guidance in planning its business and then execuling,
and it will also need to estabiish itsel{as a registered business and obtain all the permissions necessary
to employ staff and use acquired premises for its business. ft will also need to obtain permission for the
way in which it holds personal and location data and it may in some circumstances need permission o
sel ptices. Elsewhere in this strategy are measures to eliminate tnnecessary regulation, Nevertheless, it
is to be expected that simplification and streamiining of licenve and permit issue will occur faster than
changes in the underlying regulation, Therefore, the measures here are concemned to ensure that within
the InvestEasy framework, e-commerce organisations can start trading quickly.

Measnres

The measures Hsted here are mainly concerned with start-ups, Measures Hsted in Section 5.7 concerned
with skills and awareness wil) also be important in achieving this poal.

Table 5-10: Business facilitation measures

No. | Measure Timing Importance | Responsibility
1.4 Strengthen seed.. funding . for . slart-up . businesses | Continsous. | | Essential .| . ..ITA .
through existing initiatives and consider a dedicated e- SME
commerce fund, Extend the network of angel investors Devélo :hl‘.nen '
and VC's in Oman for early and growth stage funding Fund l.).“f_.
and to whom the start-up businesses can pitch. Suppost  Riva o !
the creation of a Privale Fguily/ Venture Capital yadu
Association for Omanp '
{see also Skills and Awarcness measure 2 conearnng
development of partnerships with private funding
agencies and business incubators)
2 simplily and streambine general business tegulation | Immediate [nrportant InvestEasy
and thereby support the development of start-ups of al!
kinds including e-business start-ups
21t Develop guidelines that support business registration | [mmediate Useful Ministry of
and approval associated with the unigque situation of Manposwer
start-ups such as home working, co-working spaces or
incubaiors,
59 1,.ib=:‘.r‘:-1l1ize authorization requ‘iremems for  expat {mmediate Important Ministry of -
recruitment for e<commerce businesses i
Manpower
1 Crf:z{tc-: a digital portal listing providers and priccls for Immediate Fesential ITA, Riyada,
services needed to operate an e-commerce business L
) ' - ‘ ) . Ministry of
(te., macketplace, web hosting, web desion, shopping o o
cart and payment integration, digital marketing). orneree
4, Create an £-Commerce Association to represent ¢- { Medium tmportant | MO/ Oman
eorimerce service refated businesses. The Assaciation term Chamber of
would  represent  c-commerce  businesses  to Commerce
Government and municipalities, with working pirties
on faw and regulation, logistics, payments and 1T It
would promote the sector and provide capacity
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Measure

fiming

Irmportagee

Responsibility

building events snd publications, The Association,
when formed, would participate in, or as appropeiate
iake responsibility for, many of the measures
associated  with skills and  awareness  capacity
building,

59 Top

initiatives

The following have been identified as the most important and impactfol initiatives:

1. Establishing an e-commerce park (inchuding attracting key anchor tenani(s))

2. Create an online directory portal of e-commerce service providers (i.e., shinping, fulfilment,

hosting, payment, ete))

3. Support establishment of national B2C marketplace(s) with a trustimark

4. Implement geocoding and addressing system

5 Lower cost of ICT services (broadband, web hosting, domain name, ete.)

6. Facilitate the establishment of PSPs and super merchants

7. Enhance trust by updating appropriate laws (e.p., consumer protection)

8. Partnerships (0 stimolate e-commerce skills and awareness

9. Simplify regulations to become more digital business filendly

10, Collet e-commerce statistics based on international standards

516 Quick Wins

The following have been identified as key measures that can be implemented rapidly:

I8

T-3

= L

(=]

LIS

Reduce price of OM domain naune registration

Formalize bus package delivery services

Develop national e-commerce markeiplace(s)

Allow efectronic payments to business checking accounts

Revise Consumer Protection Law to incorporale e-commerce

Fast track regulatory authorization allowing ful{llment services by couriers

Enable Oman Post to pre-clear custorns through access to the UPU systemn

Develop standardized payment interface for Omani e-cammerce sites

10, Create an online directory of providers of e-commerce business services

Facilitate process of establishing a digital business by allowing home addresses




6.

6.1

STRATEGY IMPLEMENTATION

This chapter deseribes the governance framework for implementing the strategy and monitoring and
eveluation. In addition to overall governance respensibility, it discusses other potential bodies that
would fikely enhance success. Key performance indicators (KPIs) for tracking the results of the strategy
ure diseussed within the context of monitoring and evaluation.

Governance

Governance of the strategy follows the Tanfeedh model'™ and would comprise a Steering Committee,
Project Management Office, individual project / initiative related Work Groups, and an E-Comimerce
Association. The Tanfeedh lmplementation Support and Fotlow-up Unit would be peripherally
assaciated with the Strategy. Figire 6-1 shows this governance framework.

Figure 6-1 Implementation Support

I Stearing Commities l B-Commerce National Team
b

" Programme
Ma na'g"__ nent Office Cman Logistics Centre
Project .
Implamentation Working Groups

Steering Cominittes

The E-commerce National Team will have overatf responsibility for the implementation of the strategy
and will assume the responsibility of the E-Commerce Steering Committee. The Stecring Committee
may co-opt Other organisations as necessary for efficient and smooth implementation of the strategy.

Frogramme Vanagement (fice
Asyad’s Oman Logistics Center (OLC) will provide a Programme Management Office responsible for
day to day programme management and oversight of implementation projects and other activities for
implementing the meastres described above.

Work Groups

Each measure wilt have its own Work Group responsible for its implementation. This Work Group wil}
provide the resources for project management and for implementation itself, The Work Groups will
reside within the Implementing organisations whether in the public or private sector, Work Groups will
report to the B-commerce PMO and as appropriate and agreed within the impismenting organisation,

Tanfeedh Implementation Support and Fellow-up Unit

The fmplementation Support and Follow-up Unit (ISFU) will provide overarching support where
necessary.

7 See p22 and p23 of the Tanfeedh Handbook
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6.2

6.3

6.4

Implementation

Figure 6-2 Strategy Implementation

Authorize budgel
Cabinet { MaF e
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Davelop Finalize protyaroms
oLn %i;“mp F—el implemeatation § &aggregaind  — 4  Implament
programme budget pragramma
'Prepare & mores
Working gtoups —+ r.\mi‘;e;c; pja;mz L p
udgats
18FU Suppon 8nd pregress epoing

Figure 6-2 shows the process for implementing the stratepy. This implemertation is in two parts,
planning and the implementation itself,

~ Planning phase

The first phase is concerned with initial implementation planning. The outcome of this phase is an
Action Plan covering the whole programme. This will include an outline plan and budget for each of
the projects and other activitiss. These plans will inform the resource requirements, budpeting and
timing of the overall programme. The Action Plan will be submitted to Cabinet for approval.

A Work Group will be formed for each measure, and the Work Group in combination with the PMO
will define the activily o be performied, its resourees and outcome. '

The Action Plan will be prepared by the PMO in consultation with Wark Groups by aggregating project
and activity plans @t a programme levet taking account of related strategies and plans including the
Oman Air Cargo Strategy and the ICT Strategy, The Action Plan including resource and funding
requirements will be submitted to Cabinet {or approval.

Implementation phase

The Implementation Phase wiil start once Cabinet has approved the strategy and the associated Action
Plan. In this phase, Work Groups will provide detailed plans based on the outline plans and implement
these plans. During this phase, Work Groups will report on progress and any issues arising w the PMO
and within their own organisations, The PMC will report periodically to the Steering Committee on
progress in implementation.

Monitoring and evaluation

The strategy, which covers the period 2018-2025, needs to be monitored on a regolar basis, This will
require & st of key indicators 10 track implementation of the strategic measures. The indicators will be
coliected and reviewed on an annual basis. When progress is not on track to meet the 2025 goals,
measures will be reviewad and adjusted accordingly.

Key Performance Indicators (KIP1s)

The availability of indicators relating to the Omani e-commerce market are timited and wherg they are
available, quite dated. The last survey relating to ICT use in businesses was carried oul in 2012, While
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an individual survey on CT use was carried out in 2016, some of the resufts appear problematic. In
both cases, surveys did not devote much coverage to e-commerce activities. Burostat, the statigtical
office of the European Union (EU), has model questionnaires covering both individuals'™ and
business'® with special modules on e-commerce that could be used as templates for carrying out such
surveys in Oman, Some questions can be tailored to Omani circumstances (¢.iz., instead of asking about
purchases from other EU countries the gquestion might refer to GCC countries). The model
questionnaires are used by all 28 EU members as well as a few non-members.

Another problem is that Oman has lagged in terms of implementing ISTC Rev. 4 for national accounts
and business surveys (Table 6-1). As a result, there is no officlal information on the size, dynamics and
employment in the 1CT or retall e-commerce sectors, tmplementing ISIC Rev. 4 down 1o the four-digit
level would dramatically increase understanding of the digital economy and e-commerce, The NCS!
should be encouraged to carry this out as soon as possible.

Table 6-1: Cutegorization of some digital businesses according to the International Standard
Industricl Classification of All Econamic Activities, Rev.q

Indusiry " Explanatory Note

C 4791 - Retai! sale via mai This ¢lass includes rataif sale activities ... via Internet, Le, retail sale activities

- order iouses or vis Internet where the buyer makes his choice based on information provided on a
website... and places his order . over the [nternet (usually through special

- means provided by & website}, The products purchased can be either directly
downloaded from the Tnternet or physically delivered 1o the customer.

_ This class includes: ”

. ~.publishing of ready-made (non-customized) software:
- pptrating systems

. - business and othet applications

. computer games for ali platforms

5820 « Boftware publishing

60 - Programming and This divisien includes the activities of creating content or sequiring the right

broadeasting activities to distribute content and subsequentiy broadeasting that content, such as radio,

television and data programs of entersainiment, nows, talk, and the like, The
broadensting can be performed using different technologies, over-the-air, via
~ satellite, via a cable network or vig Internet.

61 - Telecommunications _wprovision of Internet aceess
631 - Data processing, + This group includes the provision of infrastructure for hosting, data processing
hosting end related services and related sctivities, as well as the provision of search facilities and
activities; web portats other porals for the Interpet.

Souree ; LN, htlps:/!un's'lulshun.c)fg}’unscif;)ukalication!Si:riésM)’séri63111__4rc\241¢,pdf

It is recommended that by 2020, SCSI is carrying out annual business and individual 1CT use SUrveys
with dedicated e-commerce sections. Data from these surveys as well as other sources will be used for
monitoring the e-commerce strategy. Key indicators for the base vear and 2020 and 2023 targets
including entities responsible for collecting the data are shown below,
Table 6-2: E-comumerce strategy monitoring indicators and goals

Indieatye . Base 2000 2028 Remarks

Core indicators '

¥ Bee: “Community Survey on 1CT Usage in Households and by Individuals™ at:
htips:/felrcabe.europa, en/sd/a/28e0bbba-af9d.43 50-93 de-
94985{62ade 7/ Model %200Questionnaire %2020 99462002420 1. 1 %20-9420afler %20 WG pdf

%7 See: “Community Survey on ICT Usage and E-Commerce in Enterprises 2019* ar:
https:/ficircabe. evropa.eu/sd/a/dh labBe-13 8E-4 85h.aeb3-81722¢e8d 15 30O T-Enire42020 1 08420-
20Model %2 0Questionnaire%20V%202.0%20- %42 0afler%20WG. pdf
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