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I N T R O D U C T I O N

Some basics about e -commerce in phi late ly
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E - C O M M E R C E

W E  A R E  N O W  

R E G I S T E R I N G  A  D E C L I N E  

I N  D I R E C T  S A L E S  O F  

P H I L A T E L I C  P R O D U C T S  

D U E  T O  T H E  G R O W T H  O F  

O N L I N E  S H O P S  A N D  

M A R K E T S

T H A N K S  T O  T H I S  E M A N C I P A T I O N ,  

P H I L A T E L I C  M A R K E T I N G  H A S  U N D E R G O N E  

A  R A D I C A L  C H A N G E

E - P H I L A T E L Y  P R E S E N T S  

A  P O T E N T I A L  T O  B E  

T A K E N  U P  I N  T H E  F A C E  

O F  T H E  D I F F I C U L T I E S  

T H A T  S O M E  A C T O R S  I N  

T H E  F I E L D  A R E  F A C I N G

I T  I S  G R O W I N G  R A P I D L Y  

A N D  I S  A T T R A C T I N G  A  

L A R G E  N U M B E R  O F  

S T A K E H O L D E R S  A N D  

E C O N O M I C  A C T O R S  

T H A N K S  T O  T H E  G L O B A L  

D E V E L O P M E N T  O F  T H E  

I N T E R N E T  A N D  T H E  

R A P I D  G R O W T H  O F  

A C C E S S  T O  I T

E - C O M M E R C E  I S  A  

F A S H I O N A B L E  M O D E  

O F  E X C H A N G E



D E F I N I T I O N

&  E V O L U T I O N
 E-Commerce: all commercial exchanges 

through electronic transactions carried out over 

the Internet or other networks

 Electronic data interchange: EDI standards 

allowing the transmission of orders, invoices 

and delivery orders over often private 

communication networks
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D E F I N I T I O N

&  E V O L U T I O N
 Transition from EDI to e-commerce: more 

simplified international trade procedures 

accessible thanks to Internet

 1998: Electronic commerce is part of the 

general discussions at the WTO

 In twenty years: the sector has grown 

exponentially, enabling it to dominate world 

markets
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G E N E R A L  

D A T A

U S $  2  3 0 4  B n

G L O B A L  T U R N O V E R  O F  B - T O - C  

E - C O M M E R C E  I N  2 0 1 7  ( + 2 4 . 8 % )

1 0 . 2 %

O F  O N L I N E  S A L E S  C O M P A R E D

T O  T O T A L  R E T A I L S A L E S  

W O R L D W I D E

S o u r c e :  r e p o r t  " F u t u r e  o f  E - c o m m e r c e  i n  P G C - F L S  o r  F M C G "  p u b l i s h e d  b y  K a n t a r  W o r l d p a n e l  
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G E N E R A L  

D A T A

+ 4 4 %

A S I A  A C H I E V E D  T H E  L A R G E S T  

I N C R E A S E  I N  E - C O M M E R C E  I N  

2 0 1 7  ( B E S T  P E R F O R M A N C E )

1 . 3 6  B n

M O B I L E  S U B S C R I P T I O N S  

R E G I S T E R E D  I N  C H I N A  B Y  

J U N E 2 0 1 7

S o u r c e :  r e p o r t  " F u t u r e  o f  E - c o m m e r c e  i n  P G C - F L S  o r  F M C G "  p u b l i s h e d  b y  K a n t a r  W o r l d p a n e l  
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G E N R A L  

D A T A

Evolut ion of  turnover f rom global

B-to-C e-commerce ( in USD bi l l ion)

2 0 1 4 2 0 1 5 2 0 1 6 2 0 1 7

S o u r c e :  e M a r k e t e r
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1  3 3 6

1  5 4 8

1  9 1 5

2  0 3 4



EFFECT  OF  E - COMMERCE ON 

PHILATELY  DEVELOPMENT

How phi late l ic  market has adapted to new technologies and 

new customers behavior.
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M A R K E T  

S T R U C T U R E

Speci f ic i ty of  the phi late l ic  market: 

composed by 2 complementary 

markets.

CONSTITUENTS: agents,  dealers, t raders,  

auct ioneers, phi late l ists, col lectors, other customers

POINTS OF SALE: t raders, s tamp traders,  auct ion 

houses, exhibi t ions and phi late l ic events.

S E C O N D A R Y  M A R K E T

CONSTITUENTS: designated operators,  suppl iers of  

products and services, phi late l ists, col lectors, other 

customers

POINTS OF SALE: post of f ices, phi late l ic  desks, 

author ized k iosks, phi late l ic  exhibi t ions .

P R I M A R Y  M A R K E T

G L O B A L  M A R K E T
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I N T E R F A C E  B E T W E E N T H E  T W O M A R K E T S

Vital connection 
in terms of 

information flows 
and promotion

A solid and 
sustainable 

primary market 
results in a strong 

and consistent 
secondary market

Continuous 
secondary market 
allows a vigorous 

and expanding 
primary market
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Trend makers and est imated actors

of phi late l ic wor ld.

1 0 0  0 0 0
H I G H - L E V E L P H I L A T E L I S T S

This market inc ludes al l  reta i l  s tore 

sales, proceeds from onl ine and 

publ ic  auct ions and al l  mater ial  

bought by col lectors. The pr imary

market is evaluated at $28 bi l l ions.

$ 5 0  B I L L I O N S
W O R L D  P H I L A T E L Y  T U R N O V E R

Heart of  our business. Mainly in 

Asia wi th around 40 mi l l ions 

col lectors.

6 0  0 0 0  0 0 0
C O L L E C T O R S

S O M E F I G U R E S
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ORIENTAT ION 

TOWARDS 

ONL INE  

S A L E S

Cause: evolut ion of  customers behavior 

(col lectors, phi late l ists, etc.)

RECENT EVOLUTION: FROM INFORMATION TO TRANSACTION

 Diversification of philatelic products (FDC, souvenir sheet, notebook, 

philatelic games, etc.)

 Diversification of online shops or cyberstores (shopping gallery,

e-shops, Marketplace, mall)

 From e-Catalog to e-Sales:

− An intermediate step: checking availability, ordering online without 

prepayment

− A new role for intermediaries: philatelic showcases, online traders

 Building and eroding trust capital

 The payment barrier: a matter of trust and security
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A BEHAVIORAL CHAIN

 Get information online:

− Window-shopping on the Internet

− Browse through the philatelic catalogues

− Use price comparators

 Order online:

− Choose the product and send the order (immediate effect)

 Pay online:

− Various electronic payment methods

 Track purchases until delivery 

 Use online after-sales service

 Claims, recourses, exchanges, etc.

ORIENTAT ION 

TOWARDS 

ONL INE  

S A L E S

Cause: evolut ion of  customers behavior 

(col lectors, phi late l ists, etc.)
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Only 20 000 col lectors in China . Phi late ly 

was considered as a niche market.

1999

20 mi l l ions col lectors in China. Phi late ly is

now considered as a mass market.

2017

M A R K E T  

T R E N D S

Business is growing up.

E B A Y

Stamps are the 3 rd most 

negot iated i tem on eBay .

3rd
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M A R K E T  

T R E N D S

Old passion became a modern hobby .

Growing

economies

Rise of

middle class

Internet

4 3 %

P O S T A L  O P E R A T O R S U S I N G

S O C I A L  N E T W O R K S  T O  

P R O M O T E T H E I R S T A M P S
M A I N  R E A S O N S
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E - P H I L A T E L Y  A S P E C T S

How e-commerce has changed business for  designated 

operators (opportuni t ies,  chal lenges, etc.) .
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E - PHILATELY

E-phi lately:  the onl ine phi late l ic 

commercia l  operat ion (sale,  purchase 

and auct ion of  phi late l ic products onl ine)

ASPECT & TYPOLOGY

 B2C (business-to-consumer): sale of philatelic products to the 

customer via a dedicated site or intermediary (Merchant Gallery) 

 B2B (business-to-business): inter-company trade (virtual 

marketplaces PMV)

 C2C (consumer-to-consumer): exchanges of philatelic products 

between private individuals:

− A dedicated site acts as an intermediary (online auctions)

− Example: the "eBay" site (rank offers, generate traffic, provide 

commercial guarantees,...)
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ADVANTAGES OF E-PHILATELY FOR DESIGNATED OPERATORS

 The use of e-philately is essential to the success of the company 

(advertising, brand image,...)

 Allows to cover: customer and supplier relations, design, marketing, 

product distribution, pricing and product strategy

 Advantages:

− An additional sales channel

− More traffic

− Operating costs

− Access to the international philatelic market

− E-marketing tool

− In-depth knowledge of customers

19M A C A O 2 0 18  - 3 5 t h  A s i a n  I n t e rna t i on a l  S t a m p  E xh i b i t i o n

M a c a o ,  C h i n a ,  2 2  S e p t e mbe r 2 0 1 8

P r e s en t ed b y  M s .  O l f a  M o k a dd em

©  U P U  2 0 1 8  – A l l  r i g h t  r e s e r ve d

E - PH ILATELY

E-phi lately:  the onl ine phi late l ic 

commercia l  operat ion (sale,  purchase 

and auct ion of  phi late l ic products onl ine)



Customers from al l  around the wor ld can 

buy your stamps, in part icular in the 

Asia-Paci f ic region.

A C C E S S  T O  T H E  I N T E R N A T I O N A L  

P H I L A T E L I C  M A R K E T

A phi late l ic e -shop al lows you to create 

customers database, so you can make 

stat is t ics out of  i t  (age, socia l  s tatus, 

popular themes, etc.)  and adapt your 

stamp product ion to their  needs.

A D A P T  Y O U R  P R O D U C T I O N  

T O  M A R K E T  N E E D S

Phi late l ic  e-shop wi l l  a lso al lows you to 

use social  media and al l  Internet 

advert isement to promote your stamps.

S O C I A L  M E D I A S  A N D

I N T E R N E T  C O M M U N I C A T I O N

OPPORTUNITES
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E - PHILATELY

E-phi lately:  the onl ine phi late l ic 

commercia l  operat ion (sale,  purchase 

and auct ion of  phi late l ic products onl ine)

ADVANTAGES OF E-PHILATELY FOR CUSTOMERS

 Availability of philatelic products

 Larger choice

 Personalized offers

 Competitive prices

 Track and trace

 Convenience

 Variety of information
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CONSTRAINTS AND PROBLEMS

 Online payments

 Cybersecurity (protection of personal and payment data)

 Absence of a legal and regulatory context

 Infrastructure (network and equipment),

 logistics (value chain, delivery, etc.)

 Lack or absence of training

 Human resources (unskilled or inadequate)
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E - PH ILATELY

No easy stuf f !  Designated operators 

should take caut ion on several  issues 

they might face in e -phi lately.



O P E R A T O R S '  W E B S I T E S

A N D  E - S H O P S

5 1 %
Onl ine phi late l ic shop .

9 %
Dedicated phi late l ic 

websi te

(wi thout onl ine shop) .

3 1 %
Vir tual  market p lace 

offer ing, among other 

th ings, postage stamps.

7 5 %
Operators who declared 

not to have an onl ine 

phi late l ic  shop plan to 

implement one in the 

future.

5 8 %
Web page for  phi late ly 

wi th in their  websi tes.

A questionnaire establ ished in May 2018 by the UPU on the WNS 

provided some interest ing information. (87 answers)

DESIGNATED OPERATORS OWN AT LEAST ONE OF THE 

FOLLOWING ONLINE PHILATELIC INSTRUMENTS:
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G E N E R A L  

D A T A

1 operator out of  2 is  equipped 

with a s i te for  sel l ing stamps and 

phi late l ic  products onl ine.

50%

For most operators,  the main 

object ive of  onl ine shops is  to 

provide an addi t ional  sales channel .

SALES 

CHANNEL

Equipped operators having 

more than one s i te .

15 TO 25% SELL & INFORM
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The main object ive of  

current s i tes is  to sel l  and 

inform about phi late ly .



R O L E S  O F  I N T E R E S T E D  

P A R T I E S  A N D  F U T U R E

How stakeholders react to these changes and what act ions 

are taken to develop phi late ly.
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DESIGNATED 

OPERATORS

They are the heart of  the business.

IMPLEMENTATION OF PROMOTION AND DEVELOPMENT SUPPORTS

 Regulatory and institutional context

− Establishment of a legal environment 

− Establishment of institutional structures: processes, procedures, 

instructions

 Online payment system

− Secure, diversified, accessible to all 

 Infrastructure and accessibility

− Infrastructure: telecommunications networks, logistics facilities 

(delivery), monitoring, equipment, products, databases 

− Accessibility: availability, cost of use

 Adequate financial and human resources
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ROLE OF THE UPU

 Promotion 

− Philatelic e-shops and operators' websites via WNS

− QR specific codes related to philatelic e-shops and websites of 

operators participating in philatelic competition classes.

 Support and assistance

 Coaching

− During all stages of the project

 Training

− Organization of training workshops on related topics

− Organization of meetings via Web ex targeting the theme
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ROLE OF THE UPU

 WADP

− Monitoring and surveillance of the international philatelic market 

(Cooperation between partners)

− Organization of round tables, seminars and conferences

− Creating synergies between the different interested parties
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T H A N K Y O U

Q U E S T I O N S  ?

Olfa Mokaddem – «Phi late ly and IRCs» Programme Manager – ol fa.mokaddem@upu.int


