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Benefits of e-Commerce platforms1

of



Challenges in e-Commerce in Peru and Latam

68% 35% 28% 26% 21%

4-5 <2 <2 4-5 <2

61.4% 49.0% 38.2% 55.8% 38.4%

10.5M 22.2M 11.2M 28.0M 44.2M

Bancarization1

Credit card penetration2

(1) Deposits divided by GDP |  (2) Number of credit card users per every 10 people

Source: Federación Latinoamericana de Bancos, FELABAN (2012) | Fnbox Study – 2013 Latin America Internet Market Research & Outlook

Internet Penetration

# Internet Users

• Low credit card penetration is still a challenge in the region: 
– Brazil leads with 7 credit cards for every 10 people vs

– Spain with 10 credit cards for every 10 people vs

– USA with 19 credit cards per every 10 people.

• Postal service and delivery in logistics for online purchase is complex, 
unreliable and expensive, if available.

• A region full of (online) opportunities:
– 400 Million mobiles ➨ 220 Million smartphones users by 2018 (eMarketer)
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Commercial

Marketing

Operations 
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 HR | Admin | Finance 

¿What’s behind an eCommerce? 1

Interrelation between ALL areas:

[ Payment Methods ]

Tech: PLATFORM

[ Content ]

[ Customer Service ]

- Front-end

- Back-end (OMS/WMS)

- Integrations
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¿What did we do to innovate in eCommerce? 1

Opportunities to innovate and adapt to local market …

- Warehouse

- Fulfillment 

- Inbound

- Outbound

- Credit cards

- Banks

- SafetyPay

- PayPal

- COD

- Click-n-Collect 



1 ¿What do we need to offer great 
Customer Experience and Satisfaction using NPS?

Variables 

Control
Internal vs 
External

Platform 

Navigation

Catalog

(P x Q)5 Customer 

Service

Delivery Returns 

Post-Sales

Full Capacity

ePayments

¿ Outsourced ?

<< INNOVATING >>



Not that disruptive of a model: 

“sell and deliver stuff to customers”

Low prices

Large selection

Convenience

“I  can't  imagine  that  ten  years  from  

now [customers] are going to say:

‘I  really love Amazon, but I wish 

their prices were a little higher’”  

Jeff Bezos

Amazon perfectly understood the old-economy retail cocktail: 

low prices, large selection, convenience/customer experience.
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Assortment

Convenience / Service

Low Prices

Case study:

Amazon perfectly understood the old-economy retail cocktail

1

Without the limitations of 
a physical store to grow!

1 2

3

Large 

selection

Low 

Prices

Convenience



Something interesting is happening …
Fact: Marketplaces Trend
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The world’s largest taxi company, 
owns no vehicles

The most valuable retailer, 
has no inventory

The world’s most 
popular media owner, 
creates no content

The world’s largest
accommodation provider, 
owns no real estate

(*) Tom Goodwin | [###] stock market valuation in USD billions  as of 11Nov2016| [##] estimated valuation in USD billions (based on latest funding round)

[62]

[25]

[343]

[232]

A collaborative and shared economy grows with platforms 100% marketplace
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Fact: Customer Experience

In traditional retail, customers shop by brand or store; however, 
online platforms typically allow customers to only shop by category 
…

Malls, an important, complementary sales channel for brands and stores, 
offer customers a wide variety of stores on one single site for all their shopping

BY

Traditional Retail Online Retail
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Taking the benefits of traditional retail business model online

Whether in the brick-and-mortar or the digital world, [1] standalone stores 
and [2] stores in malls co-exist and represent complementary channels and 
incremental sales

Fact: Retail Experience

Brands operate ‘standalone stores’ and ‘stores in malls’

retail 

tradicional 

We offer the option to operate in the same way online

Standalone Stores Stores in Mall

Standalone e-Stores Stores in e-Mall



New one-stop shop proprietary platform that gathers hundreds of 
brand and retail stores on one single online shopping mall site

New Business Model

Opening storefronts for brands and 
retailers on one single site

Complementary sales channel for those 
with and without online presence
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200+ stores
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 Latin America has no undisputed leader or strong brand in online retail

#
Profitability online [color]

Presence in Latam [#] 

(*) Delivery of limited products from its HQ platform

Market Opportunity

Marketplace

C2C

Online retailer

B2C|B2B
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0*

2

6
1

1

1 1

4

3

5

4 1

Pure 
players

Hybrid 
players

Bricks 
and 
Clicks

Developed and launched a uniquely positioned, leading B2C (& soon B2B) 
proprietary marketplace platform in a fragmented, high growth region

0*

Model similar to:
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In-depth experience in Peru and Latam managing all areas: 
technology, eCommerce, eLogistics, ePayments, eMarketing to succeed

Experienced Team

Proprietary Technology

e-Payments Know-How

Online Marketing Experts

BI and Sales Planning

e-Logistics  Experience

Customer Service Focus
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Experienced Team

(*) juntoz.com is a 100% Marketplace platform offering eCommerce solutions: Shop-in-Shop for brand and retail stores, as well as White Label eStores.

Fernando D’Alessio
Co-founder & CEO

Technology and eCommerce Team

• Front-end |UX |UI

• Back-end | APIs

Management Team

James Reategui
Co-founder & CTO

Directors1

(1) Angel investors who have worked or are working at those companies



¿ How do we see eCommerce going forward as a way 
to improve the quality of life ?

T

• e-Commerce, local and cross-border, is growing fast 
and will be big in Latin America!

• Mobile platforms (m-Commerce) are increasingly 
becoming more important among retailers

• Some niche players will emerge, along with few but 
large platforms

• Still many opportunities to improve:

 Payment Solutions

 Logistics Operations  



Thank you – and we look forward to working and 
building the region’s ecosystem together, juntoz! 
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Fernando D’Alessio
Co-founder & CEO

fernando@ieholding.com

(+51) 991.983.670

@fda211

www.linkedin.com/in/fernandodalessio	

http://www.linkedin.com/in/fernandodalessio

