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This document is provided by 91APP, Inc. (the “Company”). No representation, warranty or undertaking, express or 

implied, is or will be given by the Company as to the adequacy, accuracy, completeness and correctness of information 

contained herein. In addition, no obligation is undertaken by the Company to update or revise the information contained 

herein due to any changes in circumstances.

This document may contain forward-looking statements with respect to the financial condition, results of operations and 

business of the Company. These forward-looking statements represent the Company’s expectations or beliefs concerning 

future events and involve known and unknown risks and uncertainty that could cause actual results, performance or 

events to differ materially from those expressed. Certain statements, such as those that include the words “potential”, 

“estimated”, “projected”, and similar expressions or variations on such expressions may be considered “forward-looking 

statements”. Financial numbers in this document may include preliminary unaudited numbers or management accounts.

This document does not constitute or contain an offer, invitation or a solicitation to buy or sell any securities or related 

financial instruments.

No representatives or employees of the Company and its affiliated companies shall be liable for any damage which may 

arise from this document or any other written or oral information provided in connection with this document, or from 

relying on or any use of the contents of this document.
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01 Market Outlook



Taiwan e-Commerce continues to rise.



2019-2023 Taiwan Retail Market YoY
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Taiwan: e-Commerce Penetration Rate
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The year 2023, the first year after the pandemic, posed challenges for the e-Commerce industry. However, Taiwan's e-Commerce 

penetration rate rebounded to a peak of 11.7% in 4Q23.
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U.S.: e-Commerce Penetration Rate

8Source: U.S. Department of Commerce – U.S. Census Bureau
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After the reopening post-pandemic and the recovery of brick-and-mortar retail in the United States, the overall e-Commerce penetration rate continues to 
steadily rise. In 4Q23, the e-Commerce penetration rate in the United States reached a new high of 17.1%. Based on the trends in the U.S. e-commerce 
market, the upward trend in the Taiwan e-Commerce market can be realized in the near future.



Brick-and-Mortar e-Commerce 
is the major growth driven.



Brick-and-Mortar e-Commerce YoY
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YoY 2020 2021 2022 2023

Regular EC Sales 18% 20% 8% 0%

Brick-and-
Mortar EC Sales

54% 26% 17% 6%

Source: Ministry of Economic Affairs – Department of Statistics



% of Brick-and-Mortar e-Commerce to Total e-Commerce
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Brick-and-Mortar e-Commerce Market Size
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From 2019 to 2023, Taiwan brick-and-mortar EC market grew from NT$69.8 billion to NT$168.7 billion (2.4x), and the proportion of

brick-and-mortar EC sales within the total e-Commerce sales rose by almost 10ppts from 24.3% to 33.5%, demonstrating that D2C is

the mega trend.
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The key to Brick-and-Mortar e-Commerce 
is OMO.



OMO consumers bring high value to brands
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* OMO: Offline-Merge-Online / Online-Merge-Offline / Offline and Online Merge Together,

Source: 91APP Research, The effectiveness mean value of OMO consumers compared to single-channel consumers.
Period: 2022/4/1- 2023/3/30 

Compared to consumers who only shop through a single channel, 
OMO members who transact in both e-commerce and brick-and-mortar bring more significant benefits to brands.
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OMO Strategy: Leveraging Attributes and Merging Advantages
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With retail thinking at its core, to integrate clients' existing IT systems and incorporate D2C e-Commerce models into their operational 
framework without sacrificing upfront investment costs, leading to higher efficiency in OMO retail operations.
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Using APP and LINE to lead 
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WEB: Advertising and traffic 
redirection
APP: Loyal consumer 
management
LINE OA: Marketing and first 
purchase facilitation



1. Taiwan e-Commerce continues to rise.
2. Brick-and-Mortar e-Commerce is the major growth driven.
3. The key to Brick-and-Mortar e-Commerce is OMO.



02 Operational Highlights



Unique Dual Solutions Create Synergies
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Product

Service

‧ IMS: Inventory Management System 
‧ CRM: Customer Relationship Management
‧ CDP: Customer Data Platform
‧ DMP: Data Management Platform



Commerce Solution
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Enterprise Level Infrastructure

Omni-channel for sales
- EC APP
- EC WEB
- LINE OA
- Store (OMO)

OMO
- Establishing OMO from brick-
and-mortar perspective
- Seamless integration with 
clients' existing major 
investment systems (POS, ERP)

IMS (Inventory 
Management System)

Complete payment system

Logistics system connection 
and integration

Sales Growth
Service

e-Commerce
Outsourcing

Service

Value-added Service
API

Integration

System Integration 

Architecture 

Product/ order / 

inventory

Member/ point/ 

discount

…

Advanced Retail Commerce SaaS System

Information security protection / SOC2 / Personal Data Protection / Instantaneous High-Volume Payload

Intelligent Business 
Management System



Advanced Commerce Solution to accelerate digital transformation
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GMV

Mid Brands

Large Brands

Large Channels

GMV 100~ millionGMV 1~ million GMV 10~ million

•

•

• Rapid time to revenue
• Complete OMO
• Integrated data & 

system

• Flexibility
• Scalability
• Customization
• Super APP
• …

Brick-and-Mortar



Marketing Solution 
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CRM
(Member)

CDP
(In-site visitor)

DMP
(Off-site 
potential 

consumer)

First party data Third party data

Member Visitor Consumer

Omni-Channel Advertising Outsourcing Service             Marketing Consulting ServiceService

Product



Enterprise-Level Brands & Channels as Target Clients
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Brand Channel

Brick-and-
Mortar

EC

12

3 4



Global Retail Clients
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Taiwan Retail Clients
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03 Financial Highlights



Revenue Model
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Services
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Recurring 
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Project 
Income Subscription Fee

System Usage Fee

零售軟體雲：軟體訂閱＋系統使用費
系統使用費：電商交易總額(GMV) x 固定比率
數據x電商服務：品牌電商代運營服務 + 全媒體代運營服務



2019~2023 Consolidated Revenue
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1Q23~3Q23 Consolidated P&L Analysis
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04 Q&A



Contact: ir@91app.com
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