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• Not a “website”

• Not a magic wand

• Not a tech company

• Is not disconnected from the offline market

• Is not a channel to get rid of merchandise that isn’t selling elsewhere
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Misconceptions about E-commerce
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E-Commerce Global Penetration
All categories; percentage of total retail

Source: Goldman Sachs Chain reaction: Online disruption gains traction March 2013

Adoption of online is 
accelerating, driving 
disruption at all points of 
the value chain
Consumers are adopting 
the online retail channel at 
an accelerating rate: 15% 
CAGR since 2009, vs. 10% 
CAGR 2006-09. GS projects 
that 11%-15% of total 
global retail sales will be 
conducted through the 
online channel by 2020
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E-Commerce Penetration to be at 11-15% of global retail by 2020
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E-Commerce projected to play a key role in Fashion
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• 190 million population of which  36% is urban

• 70% population under 30 years old

• 31 million internet users

• 5th largest mobile phone market in Asia with 
125 million mobile phone subscribers

• 30% smartphone penetration 

• 11% of internet visitors in 2013 came from mobile

• 80% of internet users spend over 1 hour online each day.

• 3G rollout expected in 2014

Rising Internet and Mobile Penetration

Source: Bloomberg, Pakistan Telecommunication Authority, GulfNews, Wikipedia, World Internet Statistics and  We Are Social

http://www.bloomberg.com/news/2013-12-20/pakistan-to-auction-licenses-for-3g-4g-mobile-services-by-march.html
http://www.pta.gov.pk/annual-reports/annual_report_11-12_1.zip
http://gulfnews.com/mobile-subscriptions-in-middle-east-to-cross-300m-1.721749
http://en.wikipedia.org/wiki/List_of_countries_by_number_of_mobile_phones_in_use
http://www.internetworldstats.com/asia.htm
http://www.slideshare.net/mobile/wearesocialsg/we-are-socials-guide-to-social-digital-and-mobile-in-pakistan-2nd-edition-jan-2013
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Rising Consumerism and Disposable Income

Facebook penetration is 12.2 Million or 42% of total internet users

33% of Pakistanis access Facebook from 
smartphones 

Source: Facebook, We Are Social

- Globalization is driving consumerism 

- exposure from cable TV and internet in Tier 2 and Tier 3 cities

- growing fashion conscious middle-class

http://www.facebook.com/darazpk
•http:/www.slideshare.net/mobile/wearesocialsg/we-are-socials-guide-to-social-digital-and-mobile-in-pakistan-2nd-edition-jan-2013
http://www.facebook.com/darazpk


# 1 – Strong uptake of Internet users
Aspiring countries are quickly catching up to the 
penetration levels of mature economies especially 
with mobile internet

# 3 – Lack of retail infrastructure 
outside major metros
E-Commerce is the only option in Tier 2 & 3 cities 
for access to new fashion trends 

# 2 – Rising disposable income
High GDP growth compared to mature economies 
coupled with growing middle-class in most 
countries

The rise of e-commerce
in developing countries 
is likely to be faster than 
in North America and 
Western Europe as 
consumers follow 
existing consumption 
habits across the globe 
and will gain confidence 
in e-commerce quicker
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3 trends are fueling the rapid growth of E-Commerce in 
Pakistan and most developing countries
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Source: Euromonitor April 2013, Report: Non-Grocery Retailers in Pakistan
(Current Prices & Fixed 2012 Exchange Rates, Retail Value RSP incl Sales Tax)
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Sizable Fashion Market that is projected to 
grow at a CAGR of 15% to €11.5 billion in 2017
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Daraz.pk – your one stop fashion destination



Daraz.pk – A venture of Rocket Internet
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• Started in 2007, Rocket Internet is the worlds largest internet incubator
• German firm headquartered in Berlin with 75+ independent portfolio companies in 50 

countries
• Fashion is one of the most successful models undertaken by Rocket covering 40+ 

countries with global successes such as Zalando, Zalora and Jabong
• Zalando, Rockets European fashion venture, is the fastest company to hit a billion euros 

of revenue in Europe.



Daraz.pk is leading the way in fashion e-commerce in Pakistan
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DARAZ KEY FACTS

 Launched in Q3 of 2012

 Multi-brand online fashion store

 Selling clothes, shoes & fashion 
accessories

 Delivering all over Pakistan

 All payment methods including  
COD and credit cards

 In-house production facilities for 
model and product photography

 E-commerce focused item level 
warehousing

 Current Status

 100+ employees

 Over 400 brands and 15,000 
products online

 1,000 new products every week

 Delivered to 178 cities in Pakistan

 50% sales are outside of KLI

 International Delivery kicked off

 Established own logistics arm
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How Daraz.pk Operates?

DARAZ.PK AIMS TO BECOME THE LEADING DESTINATION FOR ONLINE FASHION IN PAKISTAN

BUYERS

 State of the art technology being 
used by Rocket Internet globally

 Advanced adaptation of highly 
successful online fashion ventures 
such as Zappos, Zalando, ASOS and 
Zalora

 Provides state of the art 
warehousing, logistics and in-house 
production facilities

 Core strength in online and offline 
marketing

 Dedicated category management 
teams to ensure all requirements of 
the brand are always met

BRANDS



400+ brands & growing daily!
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DARAZ.PK NOW HAS OVER 50% OF THE FASHION BRANDS IN PAKISTAN



Customised E-store for your Brand
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Warehousing Expertise

• State of the art warehousing 
process intelligence and technology

• Daily shipments to Karachi are 
delivered at an average order to 
delivery timeframe of 24 hours
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Last mile Logistics - eShipped.com

• Covers 6 major cities

• Covers 50% of all shipments

• Improves cash cycle & delivery rate

• SMS triggered shipment tracking
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Daraz branded packaging

http://www.eshipped.com/
http://www.eshipped.com/


In-house Photography & Editing
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• Core expertise in model 
and product photography
gives us an edge on 
content over any 
ecommerce venture in our 
market

• Distinguish between 
informational and exciting 
photography and use both 
effectively

• We add over a 1,000 new 
products every week which 
allows us to stay current in 
terms of fashion



 Offline Marketing

 Print (mainly various magazines)

 Radio

 TV

 Joint marketing campaigns with 
various partners including TCS, 
Standard Chartered and Pizza Hut

Marketing Expertise
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Consolidated Marketing Effort

 Online Marketing

 Facebook paid

 Facebook social

 Google

 SEO and SEM

 Daraz.pk branded newsletters



Daraz.pk - Current Milestone
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Daraz.pk – Speed and Reach
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Questions?
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