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Indonesia has a vibrant and growing E-Commerce Scene
• Indonesia is expected to lead online sales in the
region by 2021 - $7 billion value in 2017
• Currently the online sales account for only 2.4% of
the retail sales - large potential for growth
• Almost all the internet traffic and e-commerce are
from mobile phones
• Retail sales are done both via Facebook and
Instagram but the online merchants such as
Tokopedia, Lazada and Blibli lead
• 30 million online consumers in the country in 2017

• McKinsey views the current e-commerce conditions
in Indonesia as similar to China in 2010, and will
reach $65 Billion in 2022
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Rapid growth of the e-commerce sector in Indonesia
propelled by growing middle class and internet connectivity

3

A Number of Local Start-Ups have Dominant positions in the sector:
MarketPlaces
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Marketplaces with ties to conventional markets
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A Number of Local Start-Ups have Dominant positions in the sector:
Services
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Specialized Services
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Bricks and Mortar incumbents are trying to stay relevant - Retail

Lippo (Matahari Mall)

Trans Group: Alfamart, TransMart, Carrefour

One of Indonesia’s largest conglamorates, the Lippo Group began with
Lippo Bank, later using this as a platform for regional property
development projects. In 2001, the Lippo Group delved into the
education market with the newly minted Putian University.
Lippo Group controls in excess of $15 billion in assets with significant
investments in retail, media, real estate, banking, natural resources,
hospitality, and healthcare industries, including:
• OUE Singapore,
• Lippo Karawaci Indonesia,
• Hypermart and Matahari,
• Siloam Hospitals Indonesia
Lippo is one of the first conglomeration groups that attempted to create
their own ecommerce portal through MatahariMall.com. In addition
they have entered digital payment space with OVO.

PT Sumber Alfaria Trijaya Tbk or Alfamart (IDX: AMRT) is a primarily
franchised chain of convenience stores from Indonesia, with over 10,000
stores across Southeast Asia.
Carrefour Indonesia is managed by CT corp and its shares owned by
Chairul Tandjung. CT Corp also developed Transmart, a subsidiary of CT
corp operated by Carrefour Indonesia. CT Corp announced that it will
replace all Carrefour branches with Transmart brand when its license
expires in 2019.
In spite of having their independent online stores (Alfacart.com,
Carrefour.co.id for both TransMart and Carrefour), all of Trans Group’s
retail stores seemed to prefer to collaborate with other partners in
providing their online and/or cellphone-based services. Their products
are available in Gojek’s GoMart and Happyfresh app. In 2017, they began
to collaborate with Honestbee from Singapore to utilize Honestbee’s
cellphone app.
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Bricks and Mortar incumbents are trying to stay relevant - Others

Bluebird Group

Indofood/Indomaret

Tiki/JNE Group

• Largest taxi operator in Indonesia,
commanding a market share of about 43%

• Indomaret is a chain of retail convenience
stores from Indonesia, with over 11,000 stores
across Indonesia.
• First store opened in 1988 in North Jakarta
• Stores have an average size of 200m2
• 60% of the stores owned by the group and the
remainder are franchised
• Indomaret released an online shopping site in
2016
• In most cases items are sourced from the
shops nearest the delivery location
• Indomaret has not included their stores in
services such as GoMart (GoJek) and plans to
maintain independence

• In delivery/courier services, Gojek’s
competitions came from Tiki Group (Tiki,
JNE) and J&T Express.
• Although both competitors are lacking in
the cellphone app category (compared to
Gojek’s
• Partnership with ecommerce portals such as
Tokopedia, Bukalapak, and even Lazada
(who has their own Lazada Express courier
service).

• Business dropped by 40% in 2016 due to
ride-sharing apps
• In 2017 Bluebird integrated their services
with Go-Jek. In addition their largest
competitor, Express, has collaborated with
Grab
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Reasons why consumers prefer one site to other
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Indonesia B2C Ecommerce

Data from SimilarWeb, compilation by ecommerceIQ
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Indonesia C2C Ecommerce

Data from SimilarWeb, compilation by ecommerceIQ
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Indonesia P2P Ecommerce

Data from SimilarWeb, compilation by ecommerceIQ
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Key Areas Challenges in the Sector
Expensive and fragmented logistics
Indonesia is a nation of 17,000 islands
spanning 5000 km. Lack of good roads,
supporting infrastructure and protectionism
increase the costs and complexity of
moving goods.

Creating a digital MSME e-commerce ecosystem
A growing number of MSMEs are online,
however only a small number are using digital
payments. Moreover lack of knowledge on
digital e-commerce is slowing the sector growth.

Fraud
Massive fraud in the sector due to misaligned
incentives, difficulties in detection and need to
increase user numbers.
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Online payments
Less than 50% of Indonesians have access to
financial services. Credit card usage is growing
quickly but currently stands on only 15 million
users. In total (not just e-commerce) 99% of all
transactions in Indonesia in 2017 were cash
based. Although online payments are growing
through providers such as Go-Jek, T-Cash and
others, this is still an area of challenge.

Lack of support for start-ups
Indonesia has only a small amount of start-ups in
comparison to the country size. Moreover there
is lack of support to encourage small start-ups
and angel funding to get to series A. That said,
the funding in Indonesia in 2017 was close to $4
billion with 2018 looking to double that number.
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