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BRINGING 

MALAYSIAN 
E-COMMERCE 
TO THE FORE
Homegrown e-commerce 
platform PGMall aims to 
compete with the big boys 
with its long-term growth 
strategy.

B
eing part of the booming e-commerce industry, 

PGMall is the fastest growing e-commerce platform 

in Malaysia. However, this entirely homegrown 

operation has quickly established itself as one of Malaysia’s 

leading marketplaces and has big plans for expansion. We sat 

down with Jerry Ng, the chief operating officer of PGMall as 
he outlines his vision.

Smart Investor: You studied physics for your degree 

and scientific computing for your Master's, both in 
the UK. How did you find the transition from such 
contrasting industries to e-commerce?

Jerry Ng: Yes, I had a passion for physics and computing 

while I was pursuing my studies. After completing my 

studies, I secured a job in the UK as a software developer. 

This was definitely an extension of my passion in computing 
and I really enjoyed the experience. 

And to be honest, I found that this transition over 

to e-commerce was not that big a jump. This is because 

whatever you need to do in the e-commerce industry, you 

need that technological understanding. This includes the 

operational side on the backend, as well as how to scale 

a marketplace platform from small volume of consumers, 

sellers and transactions to a much higher volume. 

For me, my experience working as a software developer 

meant that I gained valuable technical knowledge while 

working on similar websites and companies. I believe this 

knowledge will help me guide PGMall in the coming years to 

the next level as we aim to transform into a highly scalable 

and cross-national entity.

SI: When talking about e-commerce, there are 
many other companies in the market. So what sets 

PGMall apart from these other marketplaces in 
Malaysia? 
JN: The biggest thing that sets us apart is that PGMall is 

a fully, locally owned and operated company in contrast 

with the other two companies which have ties to China and 

Singapore. We are very proud to say that right now we are 

the number one local e-commerce player in Malaysia.

All things considered, we are doing well against our 

competitors considering that we are the third largest platform 

in Malaysia. We are delighted that we have managed to 

achieve significant growth over the past few years, alongside B
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gives forever cashback 

for up to 3.5% to reward 

shoppers that purchase and 

refer on our platform.

The number we are 

seeing in terms of first-time 
shoppers and repurchasers 

is highly encouraging. 

People are more willing to 

come back and buy from 

PGMall, and although 

they can easily choose to 

make purchases on other platforms, this referral program 

has shown that they are much more likely to continue 

purchasing with us.

"Our ConsuMerchant 
sharing economy 
business concept gives 
forever cashback for 
up to 3.5% to reward 
shoppers that purchase 
and refer on our 
platform."

the explosive growth of the e-commerce market.

We are also confident about our business model as our 
customer base is stickier than that of other platforms. This is 

because we reward our customers based on their behaviour; 

anytime they buy or spend on our platform, we will reward 

them accordingly. Anytime they share our platform to their 

friends, and when these friends register and buy something, 

they are all rewarded as well. Through this ConsuMerchant 

sharing economy business model, we believe our customer base 

will continue to be stickier than other players in the market.

Our ConsuMerchant sharing economy business concept 

PGMall 4th anniversary 
promotions!
Since its launch back in 2017, homegrown 
marketplace PGMall has certainly come a long way 
in the e-commerce industry. In a short space of 
time, it has quickly rose to become the third most 
visited e-commerce platform in Malaysia, recording 
monthly traffic of just under eight million.

With their fourth anniversary fast approaching 
on July 31, PGMall plans to commemorate the 
occasion with a slew of promotions and rewards 
for all shoppers on its platform. 

“We plan to offer free shipping to our customers 
for the first 3kg of all their purchases with a 
minimum spend of RM20. There will also be 
deals starting from just RM0.70, a wide variety of 
discount vouchers and so on," he added.

"Other attractive rewards and promotions 
include product discounts of up to 80%, as well as 
limited cash vouchers ranging from RM20 to RM25 
for shoppers to claim during this campaign.”
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SHOP . SHARE . EARN

GET 0.5% CASHBACK

GET 0.5% 
CASHBACK
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SHARE REFERRAL LINK SHARE REFERRAL LINK

SI: What were the biggest challenges that PGMall 
faced at the start, especially when it came to 
attracting customers and sellers?

JN: For any startup that has no history or track record, 

the biggest challenge is to convince sellers that it is a good 

business opportunity for them and we had to convince sellers 
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that our team at 

PGMall was able 

to provide them 

with added value 

through our seller 

management and 

seller recruitment 

teams. They looked 

for sellers that were 

enthusiastic and 

receptive to enter the 

e-commerce market.

And to be honest, this e-commerce market is still growing 

and scaling up and we believe there is not much saturation 

yet. This is because people are still learning about this 

process and getting into the e-commerce mindset, which 

includes sellers. Every month, we continue to get sellers 

joining this e-commerce space and this is where we get a 

continuous source of sellers to talk to. We try to understand 

their needs and from there try to convince them to join us. So 

far, we have not found this to be a big problem yet!

In 2020, we achieved RM80 million in gross merchandise 

value (GMV), and this financial year we are targeting an 
eight-fold increase to RM600 mil GMV.

SI: This is quite a big jump in GMV in a short space 
of time. Can you explain more about how you plan 
to scale so fast?

JN: First of all, we plan to do much more marketing and 

we have started to allocate more of our budget towards 

marketing spend in order to increase our brand recognition 

and awareness among shoppers. 

We are also in the preparation phase of our big Southeast 

Asia expansion, where we plan to enter six different 

countries in the next two years as part of our regional market 

strategy. PGMall actually has expertise currently operating 

in Indonesia, which is our next growth country. Of course, 

we are also entering Thailand, Singapore, Vietnam and the 

Philippines and with this large regional presence in mind, we 

are confident that we will be able to achieve the forecasted 
GMV of RM600 mil.

SI: What are some of your other short-term goals for 

PGMall moving forward?
JN: We are launching our Sell to China program, where we 

are encouraging Malaysian sellers to join us where we will 

help them sell their products in the Chinese market. We will 

be partnering with JD Worldwide, one of the largest retailers 

in China, and we see this as a tremendous opportunity to help 

Malaysian sellers to export their products to this market.

With vaccines being distributed across the world, 

there finally seems to be some light at the end of 
the tunnel in what has been a tough year and a half 

for businesses around the globe. However, when 

discussing the impact of Covid-19 on his business, 

Jerry was candid about the positive impact it had 

on the business, in stark contrast to the experience 

of many industries.

“To be honest, while the pandemic has 

massively affected a lot of other companies, it has 

been a boon for e-commerce and PGMall has not 

been an exception to that,” admits Jerry.

He adds that PGMall experienced a sharp 

upturn in sales and revenue, as well as more and 

more sellers choosing to onboard themselves in 

order to make a living through e-commerce. 

“During this time where the Full Movement 

Control Order (FMCO) is 

implemented, we remain 

one source for sellers 

to sell their products 

all over Malaysia,” 

he observes.

“Right now, the 
e-commerce trend 
in Malaysia is that 
lots of players are 
helping to import 
products from 
China.”

Jerry Ng
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we are able to obtain discounts on these taxes, making it a 

more holistic experience that lowers the cost of exporting to 

China. We also have our experts here on the ground that will 

help sellers resolve any logistical issues or queries related to 

entering the Chinese market.

JD Worldwide actually has a very stringent process when 

it comes to onboarding sellers. For example, they only feature 

products that have brand registration; this part alone makes 

it very tricky for solo Malaysian sellers trying to get on the JD 

platform to sell in China. We have the expertise to help out 

these individuals to ease the process of onboarding, and we 

also have all the relevant channels and APIs to sync over.

This is a project that we are very proud to have set up 

and of course we do hope that Malaysian sellers would join 

us in this endeavour. 

SI: Can you share more about the collaboration with 
JD Worldwide to launch Sell To China Program? 

What do you foresee in terms of impact to both 
PGMall and sellers?
JN: What we hope to achieve is for our sellers to become 

successful sellers in the China market. This will show other 

sellers that selling to China is a viable route. Most platforms 

are helping Chinese sellers and factories sell their products 

here in Malaysia; we want to show Malaysian sellers that 

bringing their products to China will earn them money, while 

also helping our local economy, companies and factories.

They are currently many people trying to sell to China 

but we see that this is often done through agents or other 

non-official channels. It can be very finicky and there needs 
to be a lot of parties involves. This makes it very hard for 

such a process to scale up because of the level of trust needed 

between everyone, which is often just not there. 

Through our official partnership with JD Worldwide, we 
believe there is that level of trust for sellers to massively scale 

up how much they want to sell over in China. PGMall has a 

strong standing in the e-commerce industry and we are not 

going anywhere so sellers can go through us to reach a whole 

new market. All this will help towards building our long-term 

dream which is to increase the number of exports of Malaysia 

to China.

SI: Let’s talk about long-term goals. What are some 
that you have in mind for PGMall in the next five to 
ten years?

JN: One of our company taglines is "Bridging local to the 

world", which is reflected by our Sell to China programme 
and Southeast Asia expansion, to expand sellers market 

and sales channels. We firmly believe by sticking to this 
ideal, PGMall and sellers will be able to achieve high long-

Sell to China
The Sell to China program is made possible thanks 
to both JD Worldwide and PGMall being API 
integrated. This syncing of platforms allows sellers 
to monitor their sales and revenue at JD.com 
through their PGMall account, while also helping 
them to list products, retrieve and check shoppers’ 
orders and process the shipping of products. 

This makes PGMall a one-stop centre for sellers 
eager to sell to the Chinese market, helping them 
save both time and money, with sellers previously 
having to fork out a five-figure sum to set up their 
own stores in China.

To kickstart the Sell to China program, PGMall 
is offering an introductory six-month waiver of 
charges to the first 1,000 sellers onboarded at 
JD.com. In addition, PGMall will also act as a one 
stop services centre for sellers to deal with brand 
registration, product and image design, translation 
for product description, marketing campaigns and 
planning advice, before and after sales service and 
logistic advice to all sellers. 

Sellers interested to join the program should 
email international@pgmall.my for further details.

Right now, the e-commerce trend in Malaysia is that lots 

of players are helping to import products from China. This is 

not exclusive to Malaysia; it is happening all over the world 

and especially in Southeast Asia, but not much goes back the 

other way. That is partly due to marketplaces not prioritising 

business in the opposite direction as they have no incentive 

to do so, while also facing challenges in terms of taxation, 

logistics and so on.

Through PGMall’s collaboration with JD Worldwide 
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term growth. The Southeast Asia market penetration plan I 

mentioned earlier will be our main long-term. Our blueprint 

is currently being drafted which will include where we should 

position ourselves, which subsequent markets to enter, how 

we are going to do this and so on. 

It is also very important that we find the right people 
to help us drive this expansion plan; we are in the midst of 

planning a recruitment strategy to attract the correct key 

employees who will be able to oversee the operations across 

different countries. Setting up logistics and developing 

networks is also another challenge, which will come with a 

different set of logistical problems as well!

"We believe that 
with us being 
local and our 
high operational 
efficiency, time and 
opportunity are on 
our side"

The finished 
product which 

we currently 

envision will be 

an interconnected 

marketplace 

between all these 

Southeast Asian 

countries. It 

should be easy for 

Malaysian sellers to 

sell to the other five 
countries in the region and vice-versa and we hope 

that our platform will eventually help to open up the regional 

market for sellers in all these countries.

SI: The marketplace industry is highly competitive 

and revenues are projected to grow exponentially 
year-on-year for the foreseeable future. In your 
opinion, what are the biggest challenges that PGMall 
will have to face and overcome if it is to compete 

with the other marketplaces?

JN: To be honest, we believe time is on our side. If you look 

into the financials of Shopee, you will be able to see how 
much money they are spending – they are burning through 

more than US$1 bil every year! We do not see a possibility of 

them reverting to the mean and becoming profitable without 
a massive loss in market share once this spending stops. 

So for us, we are happy to continue doing things the 

way we have been doing them. We have still managed to 

achieve substantial revenues and become one of the top three 

marketplaces in Malaysia. We believe that with us being local 

and our high operational efficiency, time and opportunity are 
on our side.

If we continue scaling our operations, PGMall is well-

poised to capitalise on the ever expanding e-commerce 

market. 


