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Leading e-commerce in micro, small, and medium 
enterprise in Indonesia 

Ample space for e-commerce growth in Indonesia. Indonesia is the fourth largest 
population in the world and the largest in Southeast Asia with a total population of 
270mn. The economy is also the largest in this region of which 97% of the total 
workforces are employed in the micro, small, medium enterprises (MSME). The 
penetration of the e-commerce market is also wide open given that there is a large size 
of traditional offline retail shops that need to be transformed or invited to the e-
commerce ecosystem. About 88% of the Indonesian retail sales are coming from a 
retail traditional shop. Bukalapak provides the technology that can trim the complex 
supply chain and integrates it into its platform. This is the strong value proposition that 
could attract more offline MSME to join as Bukalapak partners (Mitras). The e-
commerce business in Indonesia is also supported by the fact that the percentage of 
the population who use the internet is about 63.2% in 2020 and is forecasted to reach 
84.2% in 2025. 
 

Market leader in the offline micro-retail market. Leadership in the network is 
pursued through converting the offline micro shop to online. Bukalapak 
becomes the market leader and the first mover of the largest network of 
warung/retail shops with a 39% share of the network in Indonesia according to Frost & 
Sullivan's survey. The innovation of the offering was laid on the way the company has 
worked closely with the offline micro-retail market to address their pain points and 
convert the offline partner to make transactions online. 
 

O2O business model would increase the foothold in the micro-retail business. O2O 
(online to offline) is the business model that enabling the offline micro-retail shop to 
increase their value through the platform. The O2O business model has enabled 
warungs (traditional shops) to purchase inventory and digital products. Based on the 
company’s data 35% of the GMV (gross merchandise value) is coming from physical 
goods products while 65% is from digital goods. In 2020 the GMV generated from 
ewarung was about US$2.9bn while the digital product was at US$3.98bn. The trend 
for GMV is expected to reach US$3bn for physical goods and US$55.4bn in 2025. The 
O2O would generate more partnerships within the digital ecosystem and would have a 
positive impact to increase its foothold within the micro-retail business. 
 

Valuation. With the strong leadership in the offline micro-network, ample room for 
the e-commerce growth in Indonesia, and robust growth of the GMV and TPV, we 
estimated the valuation multiple of BUKA would be at Rp1,000. We use the average 
ratio of EV/Sales Growth of the e-commerce at 0.23x as the anchor to drive our 
valuation which implying EV/Sales at 16x. This valuation reflecting 0.3x of 2023F 
EV/TPV of BUKA. 

Year to Dec. 
TPV Revenues Contribution Margin OP EBITDA Pre-tax NP EPS 

(Bn Rp) (Bn Rp) (Bn Rp) (Bn Rp) (Bn Rp) (Bn Rp) (Bn Rp) (Full Rp) 

2019 57,391 1,077 809 -2,841 -2,687 -2,795 -2,795 -365,799 
2020 85,082 1,352 1,228 -1,838 -1,651 -1,832 -1,349 -171,480 
2021F 125,645 2,045 1,835 -1,788 -1,627 -1,659 -1,265 -16.06 
2022F 204,165 3,359 3,139 -1,604 -1,268 -1,087 -942 -11.96 
2023F 309,167 5,385 5,152 -723 -158 -82 -38 -0.48 
Source: Company, Shinhan Sekuritas Indonesia 
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Disclaimer: All opinions and estimates included in this report constitute our judgments as of the date of this 

report and are subject to changes without notice. This information has been compiled from sources we 

believe to be reliable, but we do not hold ourselves responsible for its completeness or accuracy. It is not 

an offer to sell or solicitation of an offer to buy any securities. Clients should consider whether it is suitable 

for their particular circumstances before acting on any opinions and recommendations in this report. This 

report is distributed to our clients only, and any unauthorized use, duplication, or redistribution of this 

report is prohibited. 
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Ample space for e-commerce growth in Indonesia 

 

 
The Indonesian demographic and the economic size that dominated by consumption as the context 

that supports e-commerce to grow up aggressively. The consumption was coming from the huge 

population, young and growing middle-income class. Indonesia is the largest population in Southeast 

Asia as the opportunity to consider as the consumption power. This makes the country the largest 

economy in Southeast Asia. The total population is the biggest in this region (270mn peoples) while 

the GDP per capita was about US$3,600 GDP or (categorized as middle income). The growth of 

Smartphone users in Indonesia is believed would be the strong factor that supports the improvement 

of e-commerce going forward. 

Indonesia is the largest and fastest-growing 
internet economy in Southeast Asia with a 
market value of US$40bn, 32% CAGR 

 
Indonesia Number of Smartphone users  (in 
millions) 

 

 

 
Source: Google, Temasek, Bain & company joint report  Source: Statista.com 
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New behavior post-pandemic. E-commerce in Indonesia is expected to continue its growth especially 

in the transformation of the economy toward digital-centric. People are adopting a new way of 

transaction through its mobile device as well as through the internet platforms. The Covid period and 

post Covid are believed would strengthen this new behavior as the habituation of new life. Mobile 

phones are used more often than web-based or about 98% of the internet users while the e-

commerce spending by the device is mostly dominated by mobile (75.7%) while the spending through 

PC was about 24.3%. However, despite the intensive usage of the mobile internet in Indonesia, most 

people make the transaction with the cash mode or about 74%. This is due to the number of 

unbanked people that remain significant or about 83mn people. The e-commerce platform 

penetration is believed would contribute to bridging the gap between cash payments and shopping 

online in the foreseeable future. 

 

Mobile dominates the internet user (98.2%) 
more often than PC. Most of them are in the age 
range of (16 to 64) 

...however, cash as the main transaction mode 
(73%) of the transaction 

 

 
Source: BPS, Company, Frost & Sullivan 

 

E-commerce penetration grows tremendously. The opportunity in e-commerce was reflected in the 

survey conducted by Frost & Sullivan mentioned that about 21% of transactions in the retail market 

are coming from e-commerce in 2020. This was higher than 5.6% in 2017. The e-commerce share in 

Indonesia is expected to grow further to around 35.9% in 2025 on the back of the digital-centric 

transformation and that adopted by the small-medium enterprise as well as the digital adaptation in 

the consumer side. The offline to online business transformation is believed would continue to be 

flourished in the near future during the pandemic and post-pandemic era. 
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Indonesia e-commerce growth opportunity 

 
Source: Company, Frost & Sullivan 

 

E-commerce market outside Tier-1 Cities Indonesia is estimated to increase beyond the Tier-1 cities. 

The e-commerce market size is forecasted to reach US$75.7bn in 2025 or 2.47x from US$30.6bn in 

2020 or increase by 19.9% growth (CAGR). The pattern of e-commerce based on the geography is also 

would change in which there is a shifting of the GMV share from top tier 1 city to the other city 

beyond top tier 1 city in Indonesia. Top tier 1 city in Indonesia is defined as DKI Jakarta, Bandung and 

regencies of Bandung including West of Bandung, Semarang and regency of Semarang, cities of 

Surabaya and Medan. The opportunity of the e-commerce beyond those top tier 1 cities due to the 

penetration of internet and e-commerce on the second tier or third tier market as well as the growing 

small and medium enterprise would make the contribution of beyond tier 1 city is forecasted to 

outpace the tier 1 city in 2025 or at 48% compared to tier 1 city at 30%. The regional economic 

development and the informal economic transformation from offline to online would be another 

factor that supports this thesis. 

Penetration to Tier 1 cities and beyond Tier 1 cities is conducted through the penetration to the 

offline market especially in the micro, small and medium enterprise (MSME). The total processing 

value (TPV) throughout Mitra (Bukalapak’s partner) has grown significantly. The TPV through the 

Mitra significantly increased by 105% (CAGR) from 2018 to 2020 at Rp22,882bn or US$1.6bn by 

assuming the exchange rate at Rp14,105/US$. This was higher than TPV of the marketplace growth at 

65% CAGR for the same period. Strengthen the partnership with Mitra is a proven innovation thesis 

for the last 3 years that has enabled the retailers or the micro-business with the technology to get 

wider opportunities in their business. 
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Market leader in the offline micro-retail market 

 

Total processing value (TPV) in bnRp.  Mitra network in Indonesia  
 

 
Source: Company, Frost & Sullivan 

 

 

Inbox 1 : What is MitraBukalapak 
 
MitraBukalapak is one of the programs owned by Bukalapak. This program provides an 
opportunity for all Indonesians, wherever they are, to earn additional income through a side 
business as a Bukalapak Partner. By becoming an agent, they can sell products or services on 
Bukalapak. The agent does not require large capital to become a Bukalapak Partner. What 
needs to be done is to buy merchandise wholesale online to get a cheaper price so that a 
bigger profit margin is available. Bukalapak agents or partners are then advised to do 
promotions on social media optimally to encourage consumers to buy daily necessities or 
buy credit and data packages, or to pay their monthly bills. Thus, Bukalapak Partners will 
benefit.  
 

 

Leadership in the network is pursued through converting the offline micro shop to online. 

Bukalapak becomes the market leader and the first mover of the largest network of warung/retail 

shops with a 39% share of the network in Indonesia according to Frost & Sullivan's survey. The 

innovation of the offering was laid on the way the company has worked closely with the offline 

micro-retail market to address their pain points and convert the offline partner to make transactions 

online. 

 

 

22,879 

47,018 

62,200 
5,459 

10,373 

22,882 

2018 2019 2020

TPV Mitra TPV Marketplace

Bukalapak 
39%Others 

61%28,338

57,391

85,082

65%

105%

2018-2020

CAGR
73.3% 
CAGR

In Rp bn

eWarung market share

Mitra network in Indonesia
Rapidly growing of TPV in Indonesia



 

8 
 

 

Bukalapak improves the supply chain management for MitraBukalapak 

 
Source: Company 

 

The disruption in the supply chain of the traditional retailer is the value that brings the opportunity 

for the traditional offline shop to grow up their business through the Bukalapak’s platform. This is 

the value proposition that Bukalapak has been doing by integrates the technology that trimmed the 

inefficient multiple parties which acting as the middlemen in the traditional micro retailer's supply 

chain. The geographic obstacle in Indonesia characteristic with archipelago contour has created the 

complex inefficient supply chain. Through its platform, Bukalapak provides better reach and visibility 

of data while providing micro retailers better prices to negotiate with the fast-moving consumer 

goods (FMCG) principle due to its aggregation of the demand in its platform. The integration with the 

logistic, the better prices (cost in the retailer side) and inventory creates cost efficiency for the offline 

traditional shop and higher margin, while the customer reaches through the offline/onsite presence 

and online marketing optimizer has generated higher opportunity to create the demand on each area. 

This is the value added to attract the micro offline retailers to join as Bukalapak’s partner (called 

MitraBukalapak). 

 

MitraBukalapak – Digitalizing Indonesia’s offline micro retailers 

 
Source: Company 
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Inbox2 : Key benefits to becoming the Bukalapak partner (Mitras) 
 

1. Range and availability 
MitraBukalapak app provides a wider range than most offline distribution channels with 
updated the product availability. This enables the partner to start offering the new product to 
their customer on which they never have information access before. 

2. Training 
Those who join the Mitras (Bukalapak partner) will get the training from the Bukalapak sales 
representatives that visit them regularly. The training for the member is designed to help 
them to use the platform and to offer Bukalapak’s product more effectively.   

3. Pricing 
The price in the Bukalapak app is believed cheaper than the offline distribution channels which 
could provide a better margin for the Mitras 

4. Financial inclusion solutions 
By joining as the Bukalapak partner through its platform, the Mitras are connected with the 
financial institution that offering financial services to micro, small, medium enterprises 
(MSMEs), such as micro-loan for working capital and e-money platform access. 

5. Timely delivery 
The platform integrates technology to enable next-day delivery for Mitras which is beneficial 
for MSME’s with limited cash flow and the ability to finance inventory. This value is important 
for MSME’s to grow up their business. 

6. Increase income 
The Bukalapak partner or Mitras are able to generate additional income stream by selling 
various virtual and financial products. The platform has increased the possibility for the 
traditional shop to reach the new level of services and would attract the new member that 
expected could strengthen the transaction and interaction within the Bukalapak ecosystem. 

 

 

The market potential for microenterprise in Indonesia is huge as reflected in the number of micro, 

small, medium enterprises (MSME) at 64.6 million people based on Frost & Sullivan's survey. This is in 

line with the number of informal workers in Indonesia at 74.04 million people in 2020 based on BPS 

(Indonesia Statistic Bureau). The significant contribution of MSME to the economy is also can be seen 

in the ratio of the value of microenterprise and its portion to GDP. The value of microenterprise is 

about US$410bn while the contribution of GDP is about 37%. This indicates that there is a lot of 

offline business that can be capture and transform to be online by providing the value-added through 

the technology. Currently, there is 6.9 million Mitra existing network inside the Bukalapak 

environment and the potential upside to bringing more MSME into the Mitra network is highly 

available. 
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Number of micro, small and medium enterprise 
(MSME). 

Value of MSME contributed 60% of GDP. The 
MSME remains the significant contributor to 
economy 

 

 
Source: BPS, Company, Frost & Sullivan 
 

The opportunity for Bukalapak to grow is wide open especially to outside Java. Bukalapak penetration 

through Mitras in Java Island was about 84% or 5,853k Mitras while the penetration in Sumatra is 

slightly below 10% or 666k that concentrated mainly in North Sumatra, Lampung, and South Sumatra. 

The company penetration in Kalimantan is only 2% of the total while the east of Indonesia 

penetration is still below 4%. This indicates that there is a huge market potential that being untapped 

going forward. The transformation from offline to online in the traditional micro-retail shop is the 

source of growth especially in the underpenetrated area outside Java Island. 

 

Bukalapak as the mover and the leader in offline MSME market. The gradation indicates the depth of 
penetration. 

 
Source: Company 
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O2O business model would increase the foothold in the micro-retail business. O2O (online to 

offline) is the business model that enabling the offline micro-retail shop to increase their value 

through the platform. The O2O business model has enabled warungs (traditional shop) to purchase 

the inventory and digital product. Based on the company’s data 35% of the GMV (gross merchandise 

value) is coming from physical goods products while 65% is from digital goods. In 2020 the GMV 

generated from e-warung was about US$2.9bn while the digital product was at US$3.98bn. The trend 

for GMV is expected to reach US$3bn for physical goods and US$55.4bn in 2025. The O2O would 

generate more partnerships within the digital ecosystem and would have a positive impact to 

increase its foothold within the micro-retail business. Bukalapak has many platforms that could 

strengthen financial inclusion in Indonesia. The platform consists of QRIS, business loans, payment of 

bills, gold saving, transfer money, investment, and bookkeeping tools. This the offering that answers 

the pain point in their business activity. 

 

O2O market has been significantly increase Bukalapak has many financial inclusion services 
 

 
Source: Company 

 

Physical product offering 

 

The Bukalapak earns commission and another stream of revenue from its e-commerce marketplace. 

In physical product offering, Bukalapak has 4 business models to monetize its service: 1). Base 

offering. In this model, the partner is able to create their own storefronts and listing free of charge 

while setting the price for their product, 2). Super seller. In this model, the company earns the 

commission scheme for small merchants to increase their visibility in the platform to improve their 

conversion. About 558k merchants opted to use this program to enhance customer satisfaction. 3). 

BukaMall Official Stores. This model is targeted for a large consumer brand to increase visibility and 

their conversion. The company earns a commission scheme from this service. There are more than 

3,000 official stores in Bukalapak Mall that comprise large international, national, and regional brands. 
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4). Purchase advertising assets. This business model enabling the company to earn the commission 

by offering the merchants the ability to purchase advertising assets on the platform including cost-

per-click-based offerings such as promoted products in search results, cost-per-impression-based 

display assets. The physical product offering as the business model creates the revenue for the 

company given the fact that there are more than 6mn merchants registered in Bukalapak on which 

1mn of them was making the transaction in the last 12 month. 

 

Physical product categories 

 
Source: Company 

 

Virtual product offering 

 

Bukalapak and MitraBukalapak earns commission from the purchase of the virtual product in the 

market place. Bukalapak has developing its technology to serve the customer to make payment for 

virtual product and services The virtual product example is such as loans, travel, investment, 

electricity bills, credit card, top up phone credit etc. There are 4 categories of virtual product that we 

highlight: 1). Phone top up and telecommunication. The telecommunication top up is one of the 

significant contributor for the company given the fact that about 90% of Indonesians are using 

prepaid telecommunication products, 2). Investment. Bukalapak recorded that more than US$19mn 

asset under management has been facilitated since December 31, 2020. Bukalapak facilitate the 

customer to subscribe its partner product through its platform. The investment feature launched in 

2017, 3). Loans. The loan is the digital virtual product to facilitate the loan offering for merchants and 

buyers through referrals scheme. Bukalapak is partnering with Banks and other lenders to provide 

microfinance, small amount, and flexible-term credit services.  
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4). Digital payment services. The company has been collaborated with various bank, fintech as well 

as retailers to enable payment for physical and virtual product in its platform. The company 

collaborates with DANA as the leading e-wallet and e-money provider in Indonesia as one payment 

methods available the end customer and Mitras to seamlessly make payment or transaction. 

 

Virtual product 

 
Source: Company 

 

Bukalapak’s marketplace strategy to increase the traffic 

 
Grow up the traffic. Bukalapak has several strategies to acquire user, deliver good user experience 

and customer engagement to support its marketplace business. To grow up the customer traffic, 

Bukalapak has executed multiple channel strategy such as word of mouth referral, online channel and 

offline channel. Word of mouth referral is the strategy to increase the number of partner through 

existing customer and Mitras’ beyond Tier 1 area. Online channel is organic traffic generator from 

search engine optimizer (SEO) to catch the traffic. The impressive coverage of Bukareview is also part 

of the organic online effort to increase the traffic besides leveraging various media channel available 

on apps such as push notification, electronic direct marketing via email, in-app banners and game.  
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BukaReview is product reviews, tips, recommendations and articles covering certain of Bukalapak’s 

product categories, such as gadgets, electronics, automotive, sports, bikes, men’s style, and hobbies. 

This is a feature that helps users (both buyers and sellers) to optimize and educate or inspiring them 

to use the platform. The offline channel strategy to increase the traffic is implanted by incentivizing 

Mitras with small referral fee when their offline customer user becomes Bukalapak’s online user. 

Improve personal experience. Bukalapak has developed the personal customer experience with a 

personalized app experience. This is implemented by continuously renew the search system to make 

sure that the platform will provide the relevant search results. This combined with the 

recommendation section to check other products sold by the same merchants or to view similar 

products. The platform is also designed by updating the system that can provide more relevant 

offerings based on profile, purchases, and category interest. This would bring a personalized 

experience that encourages additional purchases per customer. 

Build engagement with customers. Building engagement with the customer is important to maintain 

loyalty and make a positive experience with the platform. Bukalapak has various in-app games and 

live streaming functions to encourage user interaction and platform engagement. This strategy is 

proven to become not only a traffic generator but also boosting customer retention. According to the 

company in-app games have over 80% of the player transactions in the marketplace each year. The 

platform retention is also strived by offering social features to enrich the interaction of the customer 

with the platform. The social features in the Bukalapak environment are: Buka talks, live shopping, 

BukaReview, and religious features such as Quran and prayer time. 

 

Build personalized app experience and increase user engagement through in-app games 

 
Source: Company 
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Financial Overview 
 

The Total Processing Value (TPV) of Bukalapak in 1H21 reached Rp56.71trn, grew 54% YoY driven by 

both the marketplace and Mitra segments, forming 45.1% of our 2021F TPV forecast of Rp125.6trn. 

TPV represents the value of paid purchases in the Bukalapak platforms that include both physical and 

virtual products, as well as additional fees from payment, logistics, and other costs. Marketplace 

segment TPV contribution is the largest at Rp32.89trn, rose by 11.9% YoY, and accounted for 58% of 

the overall TPV in 1H21. The remaining 42% came from the Mitra TPV that has grown significantly by 

224% YoY to Rp23.82trn. The surge in Mitra TPV was in line with the increasing number of registered 

Mitras to 8.7 million from 6.9 million at the end of 2020. In addition, the Mitras have actively 

purchased goods in the non-MitraBukalapak for resale of goods that are not available in the 

dedicated MitraBukalapak platform. Meanwhile, the TPV proportion based on region was dominated 

by transactions originating from non-Tier 1 areas of Indonesia, which accounted for ~73% of the TPV. 

The growth outside the five biggest cities in Indonesia was also supported by the MitraBukalapak 

network that exposes end-users in Tier 2 and Tier 3 areas to e-commerce. 

The quality of each transaction in Bukalapak also continue to improve as reflected in the Average 

Transaction Value (ATV) of Rp193k in 1H21, higher compared to the ATV in 1H20 of Rp145k. 

Bukalapak registered users have become more familiar with its platform alongside with its various 

product. Previously, at the early stage of the launched of new product lines such as the virtual 

products and financial services, the number of micro transaction that provided a lower ATV was 

increased. Currently, as the registered users has become more accustomed with the e-commerce 

platform, the contribution of micro transaction was reduced, which leads the ATV higher to outpace 

the decline in the number of transactions, and resulting in the positive growth of TPV. 

 

TPV would be driven by the growth in Mitra segment  ATV to  improved due to lower micro transaction 

 

 

 
Source: Company, Shinhan Sekuritas Indonesia  Source: Company, Shinhan Sekuritas Indonesia 
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Bukalapak had already surpassed 110 million registered users as of 1H21, up by 4.86% YtD from 

104.9 million at the end of 2020. The number of annual transacting users (ATU) and annual 

transacting Mitras (ATM) also have been increasing to 16.6 million and 3.6 million in 2020, from 13.6 

million and 1.6 million in 2019, respectively. The ATU and ATM are users or Mitras that make at least 

one paid transaction, asks at least one question in Bukalapak chat feature, or had a non-zero balance 

in the investment account in the last 12 months. The increases have primarily attributed to the 

growing popularity and recognition of the brand and platforms, consumer preferences for an 

innovative shopping experience in particular for consumers in non-Tier 1 areas, the rising number of 

features provided both to end-users and Mitras, as well as the wide selection and attractive prices of 

products offered on the platforms. Moreover, the user growth and retention in non-Tier 1 areas will 

be the key to increase the TPV as currently Bukalapak is the leading e-commerce player in Tier 2 and 

Tier 3 cities with a 35% market share in terms of GMV and has an estimated market share of 

approximately 14.8% of the overall e-commerce segment in Indonesia. 

 

Bukalapak’s registered Users and registered Mitras  Annual transacting Users and Mitras 

 

 

 
Source: Company, Shinhan Sekuritas Indonesia  Source: Company, Shinhan Sekuritas Indonesia 

 

The increasing number of users and Mitras in the midst of the Covid-19 pandemic is reflecting its 

business resilience in line with the growing number of internet users in Indonesia. The country’s 

internet penetration stood at 64% and the smartphone penetration rate was approximately at 59%. 

Digital adoption has taken a quantum leap during the lockdown and mobility restriction that pushed 

the use of devices and increasing spending time on the internet via smartphones. A survey shows 

96.4% of internet users accessing the internet via mobile devices in 2020. E-commerce also got a 

significant boost from the pandemic, as it is perceived as a safer way for people to purchase goods 

and services. The share of e-commerce in retail has grown from 5.6% in GMV terms in 2017 to nearly 

22% in 2020. 
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Mitra segment is estimated to boost total revenue  
Positive growth in all the three segments supported 
overall revenue in 1H21 

 

 

 
Source: Company, Shinhan Sekuritas Indonesia  Source: Company, Shinhan Sekuritas Indonesia 

 

Revenue and cost drivers 

 

Revenue was increased significantly by 34.7% YoY to Rp864bn in 1H21, accounted for 42.2% of our 

estimated revenue for full-year 2021F of Rp2.04trn. The revenue mainly driven by the increase in all 

three revenue segments, marketplace, Mitra, and BukaPengadaan (BPI). This revenue growth in 1H21 

was lower than the TPV growth of 54.3%, due to the impact of decreasing revenue in the BPI 

segment by 36.3% YoY to Rp45bn. In the BPI segment, revenue is recorded based on the COGS and 

the margin of physical goods from merchants on the marketplace and virtual products from 

Bukalapak partners. That was in contrast with revenue from the marketplace and Mitra segment 

where the company only serves as a marketplace and become the channel for the transaction, so 

Bukapalak recognizes its commission as revenue. Therefore, while the BPI segment contributes a 

minor portion of TPV and operating profits, it has a disproportionate effect on Bukalapak revenues. 

Marketplace revenue still dominated revenue contribution as amounted to Rp529trn in 1H21, grew 

by 4.4% YoY, and representing 61.3% of the total revenue. The marketplace segment mainly derived 

from commissions generated from sales by merchants of physical products and sales by virtual 

product partners on the e-commerce platform. The segment also includes marketing spend by 

merchants and logistics revenue. The positive segment growth attributed to the impact from the 

implementation of Super Seller fees, new digital products offered, and commissions. Based on the 

data at the end of 2020, from the total merchants approximately at 6 million, around 558,000 were 

“Super Sellers” or merchants that pay a service fee of a percentage of their sales in return for certain 

benefits, such as obtaining priority in searches on Bukalapak platforms, campaign participation, free 

delivery promotions for increasing their sales, Super Seller features, and increased credibility through 

the use of Super Seller logo. 
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Marketplace segment the bulk of total revenue in 
1H20 

 
Mitra contribution to total revenue continue to grow 
in 1H21 

 

 

 
Source: Company, Shinhan Sekuritas Indonesia  Source: Company, Shinhan Sekuritas Indonesia 

 

The total number of Mitra's network grew from 2,870 as of 1 January 2017 to more than 8.7 million 

at the end of June 2021. The figure is higher compared to 6.9 million registered Mitras in 2020, of 

which 3.6 million were ATMs and representing a CAGR of approximately 631%. The rapid expansion 

of the BukalapakMitra network and the newly launched digital products for Mitras have led to an 

outstanding Mitra revenue segment growth of 350% YoY to reach Rp290bn in 1H21. Mitra revenue is 

derived from commissions generated from sales by merchants and FMCG principals of physical 

products to Mitras on the MitraBukalapak platform and commission on the sale of virtual products 

by Mitras to their customers. Moreover, Bukalapak was introduced as the first e-commerce mover in 

Indonesia that also focus into the offline micro-retail market. The Mitra network is present in all 

areas of Indonesia, rural and urban, and often are the center of Indonesian communities. Therefore, 

the Mitra network can operate as Bukalapak infrastructure in non-Tier 1 areas to help the company 

reach underserved communities. 

Users and Mitras expansion as one of the key growth drivers 

 
Source: Company 

Marketplace, 
79.0%

Mitra, 10.1%

BPI, 10.9%

Marketplace, 
61.3%

Mitra, 33.6%

BPI, 5.2%

Monetization of platform and network

✓ TPV growth
✓ User base growth
✓ Rollout of new products. e.g. fintech and virtual 
products

Economies of scale and Mitra network

✓ Operating leverage, e.g. network effect
✓ Limited inventory risk and capital requirements
✓ Low customer acquisition cost through Mitra
network 

Acquisition, retention and engagement of users

✓ User experience (including product selection and 
platform features
✓ Investment in marketing
✓ Acquisition through Mitra network, especially in non-Tier 
1 areas

Acquisition and retention of merchants and Mitras; 
deepening of relationships

✓ Product availability and partnerships
✓Merchant tools and service offerings
✓ Price competitiveness
✓ Logistics optionality
✓ User base and sales volumes
✓ Cross-selling opportunities
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Operating expenses breakdown   Operating profit breakdown 

 

 

 
Source: Company, Shinhan Sekuritas Indonesia  Source: Company, Shinhan Sekuritas Indonesia 

 

Bukalapak's operating loss was narrowed in 1H21 to Rp776bn from the operating loss amounted to 

Rp1.03trn experienced in 1H20. The marketplace segment recorded an operating loss of Rp632bn in 

1H21, while the operating loss of the Mitra segment was recorded atRp267.6bn. Moreover, BPI’s 

segment operating loss was stood atRp28.9bn. Overall, the percentage of operating expenses to total 

revenue continue to fall from 882% in 2018, 339% in 2019, 227% in 2020, and 176% in 1H21, while 

we projected that it will decrease further in 2021F to 177%. The selling and marketing expenses were 

increased by 15% YoY to Rp882bn in 1H21. Other operating expenses were also recorded higher by 

24% YoY to Rp19bn. On the other hand, the general and administrative expenses declined by 23% 

YoY to Rp659bn. Going forward, the amount of operating expense is expected will continue to 

increase but its percentage of revenue is estimated to decline as Bukalapak gains economies of scale 

and on the back of lower customer acquisition costs through Mitras. The customer acquisition cost 

was started to decrease in 2019 to USD 12 from USD16 recorded in 2018, while dropping further in 

2020 to USD 6. 

Positive contribution margin (revenue – cost of sales) 
growth in 1H21 

 
Contribution margin – S&M expenses improved due 
to increasing monetization and cost efficiency 

 

 

 
Source: Company, Shinhan Sekuritas Indonesia  Source: Company, Shinhan Sekuritas Indonesia 
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Bukalapak cash conversion cycle was maintained at 34 days in 1H21, amid a shorter receivables 

collection of 46 days and steady payable days at 12 days. The decrease in days sales outstanding is 

due to operational improvements which have allowed for a faster reconciliation and billing process, 

where the days’ payables outstanding was stable as Bukalapak have negotiated with its 

counterparties to increase its payment terms. Meanwhile, negative cash flow from operating 

activities in 1H21 was recorded at Rp751bn amid increasing monetization strategy, growing TPV, and 

improving reconciliation and collection procedures. Moreover, the positive cash flow from investing 

activities stood at Rp11bn which represents a lower capital expenditure needs amid the shift to 

cloud-based servers and IT outsourcing. Furthermore, the positive cash flow from financing activities 

derived from proceeds from additional capital contribution was recorded at Rp1.95trn. 

 

Cash and cash equivalents  Net cash flow from operating activities 

 

 

 
Source: Company, Shinhan Sekuritas Indonesia  Source: Company, Shinhan Sekuritas Indonesia 

 

Net cash flow from investing activities  Net cash flow from financing activities 

 

 

 
Source: Company, Shinhan Sekuritas Indonesia  Source: Company, Shinhan Sekuritas Indonesia 
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Valuation 

EV/Sales Peer Comparison 

 
Source: Bloomberg, Shinhan Sekuritas Indonesia 

 

EV/GMV Peer Comparison 

 
Source: Refinitiv, Shinhan Sekuritas Indonesia 

 
Bukalapak is expected to book CAGR that is higher than the other global e-commerce due to the fact 

that the opportunity in online to offline market is huge in Indonesia. The company is projected to 

record CAGR at the range of 62% in the next three years. The pandemic period is the other factor 

that believed would trigger the adoption of the new way of transaction in Indonesia especially for the 

retail e-commerce sector. The strong growth that is higher than the global e-commerce company as 

the supporting factor to justify the premium valuation of BUKA. 

Company EV/Sales Market Cap. Revenue Growth EV/Sales Growth Description

Open Door Inc 53.67 74,523,840,000 -77.26 -0.69
Opendoor Technologies Inc is an online company for transacting in residential real 

estate

Kogan.com Ltd 1.58 1,092,397,496 56.81 0.03 Kogan.com is an Australian portfolio of retail and services businesses 

Rakuten Group Inc 0.18 1,798,010,137,400 15.16 0.01
Rakuten Group, Inc., stylized as "Rakuten", is a Japanese electronic commerce and 

online retailing company based in Tokyo

ZOZO Inc 7.30 1,357,210,861,175 17.42 0.42 operates online shopping Websites in Japan and internationally

Raccoon Holdings Inc 10.94 37,186,414,509 25.51 0.43

The company operates online retailing platform businesses. The company provides 

super delivery, cloud-based ordering system, payment, assurance, and matching 

service between manufacturers and brands

Mercari Inc 7.83 1,014,980,531,200 39.12 0.20
Mercari, Inc. is a Japanese e-commerce company founded in February 2013 and 

currently operating in Japan and the United States

JD.com Inc 0.81 124,983,848,254 29.28 0.03
JD.com, Inc., also known as Jingdong  is a Chinese e-commerce company 

headquartered in Beijing

Allegro.eu SA 15.00 64,096,744,189 54.22 0.28
Allegro.eu SA operates shopping e-commerce platform in Polland and one of the 

largest e-commercewebsite in Europe

Alibaba Group Holding Ltd 4.59 449,614,029,412 40.72 0.11
Chinese multinational technology company specializing in e-commerce, retail, Internet, 

and technology.

Amazon.com Inc 4.00 1,750,850,972,528 37.62 0.11
American multinational technology company which focuses on e-commerce, cloud 

computing, digital streaming, and artificial intelligence.

eBay Inc 4.33 47,239,555,349 18.93 0.23

eBay Inc. is an American multinational e-commerce corporation based in San Jose, 

California, that facilitates consumer-to-consumer and business-to-consumer sales 

through its website

Sea Ltd 21.08 177,846,067,766 101.14 0.21

Sea Limited is an Singaporean internet company, headquartered in Singapore. 

Established in 2019, Sea Limited is a holding company for Shopee, SeaMoney Garena 

and a football club Lion City Sailors FC which play in Singapore Premier League

Pinduoduo Inc 11.02 130,542,561,512 97.37 0.11

Pinduoduo Inc. is the largest agriculture-focused technology platform in China. It has 

created a platform that connects farmers and distributors with consumers directly 

through its interactive shopping experience

MercadoLibre Inc 14.16 92,096,299,907 73.04 0.19
MercadoLibre hosts the largest online commerce and payments ecosystem in Latin 

America

Meituan 10.15 1,501,783,789,730 17.70 0.57
Meituan is a one-stop platform for food, transportation, travel, shopping and 

entertainment

Jumia Technologies AG 19.10 1,938,330,201 -12.96 -1.47
Jumia is an online marketplace for electronics, and fashion among others targeting 

several African countries

0.23Weigthed Average

Company GMV EV EV/GMV

Amazon.com Inc 646,924,339,500 1,868,040,073,000 2.89

ZOZO Inc 4,471,464,370 9,507,299,071 2.13

JD.Com Inc 177,106,803,847 94,334,778,475 0.53

eBay Inc 102,604,000,000 43,159,310,000 0.42

Pinduoduo Inc 343,108,413,588 110,090,436,846 0.32

Mercadolibre Inc 26,415,000,000 81,690,165,830 3.09

Meituan 138,573,153,365 192,277,038,390 1.39

Jumia Technologies AG 1,047,860,920 1,497,984,850 1.43

Simple Average 1.52

Weighted Average 2.52
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With the strong leadership in the offline micro-network, ample room for the e-commerce growth in 

Indonesia, and robust growth of the GMV and TPV, we estimated the valuation multiple of the 

Bukalapak would be at Rp1,000. We use the average ratio of EV/Sales to CAGR of the e-commerce at 

0.23x as the anchor to drive our valuation which implying EV/Sales at 16x. This valuation reflecting 

0.3x of 2023F EV/TPV of Bukalapak. Assuming that the spread between GMV to TPV in Bukalapak at 

around 10% to 20% due to the friction payment in Indonesia, thus the estimated 2023 GMV would be 

around Rp340tn to Rp371tn. TPV does not include GMV transactions which are not ultimately paid. 

The rate of GMV non-payment is typically higher in Indonesia than in other markets due to payment 

friction or non-payment following checkout due to issues with payment methods such ATM, online 

banking, virtual accounts, and cash on delivery. In other markets, greater use of digital wallets or 

credit/debit cards reduces the risk of such non-payment. With this assumption the EV/GMV for the 

valuation is estimated at the range of 0.23x to 0.25x which remains lower than the peer (e-

commerce) valuation of the  EV/GMV at 2.5x (weighted average) or 1.5x (simple average). This 

provide the room to re-rate or upgrade the valuation ahead.  

Risk factors 
 
Business risk. Bukalapak is exposed to the business risk on which the company may fail to anticipate 

the evolving needs of end customers in Indonesia and provide physical and virtual products to attract 

and retain end customers, or fail to adapt our services or business model to changing needs of end 

customers or emerging industry standard. The e-commerce business believes will continuously 

changing due to the evolving buyer demand, preferences, new types of end customers, merchants, or 

new business models.  

Financial risk. To attract the customer, the company may use the significant amount that has 

reflected in the net losses in 2018, 2019, and 2020. The net losses were due to significant sales and 

marketing expenses, in particular promotions, which include subsidies for users, in order to expand 

marketplace business. When the Bukalapak starts to consider monetizing the user base and gradually 

reduce these promotions, the financial risk would arise due to the potential downgrade of the 

customer experience. The risk that the users will leave or reduce the volume of their transactions on 

the Bukalapak platform or MitraBukalapak platform is possible.  

Competition risk. The competition risk would have a negative pressure on the business, financial 

condition, and operational if the company fail to compete effectively. The competition to attract 

traffic, engage and retain the customer is part of the competition risk.  

Legal risk. The company is exposed to legal risk, litigation, and regulatory in relation to the third party, 

intellectual property, contract disputes with merchants, consumers on the platform. The legal risk 

includes consumer protection claims due to the data and privacy protection on the Bukalapak’s 

platform. The failure to protect the consumer personal data could result in the reliability with the 

third party payment system is essential to maintain consumer confidence in using the Bukalapak 

platform. 
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Information technology and operational risk. The risk may come from undetected programming 
error or flaws or failure to maintain effective customer service could damage our reputation or even 
cause direct loss. This is because of the high dependency on software that is highly technical and 
complex. 

 

Management profile 

 
Board of Commissioners 

Prof. Bambang Brojonegoro 
President Commissioner /  
Independent Commissioner 

Prof. Bambang Brojonegoro has been the President Commissioner of the Company 
since April 30, 2021. He held several positions in the government, most notably as 
a Minister of Economy (2014-2016), Minister of Urban Planning (2016-2019), and 
Minister of Research and Technology (2019-2021). He received a Bachelor's 
Degree in Economy from the University of Indonesia in 1990, a Master’s Degree in 
Urban Planning from the University of Illinois at Urbana-Champaign in 1993, and a 
Ph.D. in Urban Planning from the University of Illinois at Urbana-Champaign in 
1997. 

Dra. Zannuba Arifah Chafsoh Rahman 
Independent Commissioner 

Dra. Zannuba Ariffah Chafsoh Rahman has been a Commissioner of the Company 
since April 30, 2021. She is currently an Independent Commissioner of Garuda 
Indonesia, Indonesia’s flagship carrier. She is also active in multiple non-profit 
social organizations, including The Wahid Foundation (Founder), Indonesian Rock 
Climbing Federation (Advisor), Paris Peace Forum (Member of Steering 
Committee), and Nahdlatul Ulama (Head of Foreign Affairs). She received a 
Bachelor's Degree in Arts from Trisakti University in 1997 and a Master’s of Public 
Administration from Harvard University in 2003. 

RD Adi Wardhana Sariaatmadja 
Commissioner 

RD Adi Wardhana Sariaatmadja has been a Commissioner of the Company since 
April 30, 2021. He is currently the Vice-Chairman of PT Elang Andalan Nusantara 
and also the CEO of PT Kreatif Media Karya (KMK Online). He received a Bachelor's 
Degree from the University of Sydney in 2005. 

Lau Eng Boon 
Commissioner 

Lau Eng Boon has been a Commissioner of the Company since August 8, 2019. He 
is currently the Head of Portfolio Management at GIC since 2010. Previously, he 
held several senior leadership positions at Telus (CEO), Avanade (GM Asia), 
Honeywell (VP of Six Sigma), and Accenture (Senior Manager). He received a 
Master’s of Business Administration from the National University of Singapore in 
1992. 

Lu Zhang 
Commissioner 

Lu Zhang has been a Commissioner of the Company since April 30, 2020. He has 
been an Investment Director at Ant Group since 2014. Previously he held a senior 
management position at Ernst & Young. He received a Master’s of Business 
Administration from Shanghai Jiao Tong University in 2013. 
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Board of Directors 

 

 
Muhammad Rachmat Kaimudin 
President Director 
Muhammad Rachmat Kaimudin is the Chief Executive Officer of the Company, 
has been the President Director of the Company since April 13, 2020, and has 
more than 18 years of experience in various industries. Rachmat’s prior 
experience includes roles as a Hardware Design Engineer at Teradyne, Inc (2001-
2002), a Senior Associate at the Boston Consulting Group (2003-2006), Managing 
Director of PT Cardig Air Services  (2009-2011); Chief Financial Officer of PT 
Bosowa Corporindo (2014-2018); Managing Director of PT Semen Bosowa Maros 
(2016-2018); Vice President of Baring Private Equity Asia  (2012-2014); and 
Principal of Quvat (2008-2011); a member of the Board of Commissioners (2014-
2018) and member of the Board of Directors (2018-2019) at PT Bank Bukopin 
Tbk. He received a Bachelor of Science from Massachusetts Institute of 
Technology, United States in 2001 and a Master of Business Administration from 
Stanford University, United States in 2008. 
 

 

 
Willix Halim  
Director (Chief Operating Officer) 
Willix Halim is the Chief Operating Officer of the Company, has been a Director of 
the Company since December 14, 2020, and he has more than years of 
experience in the industry. Willix’s prior experience includes roles as the Vice 
President for Growth at Freelancer.com (2011-2016). He received a First Class 
Honors in Computer Science and Mechatronics from the University of 
Melbourne, Australia in 2009, and in 2013, attended the Stanford Executive 
Program for Growing Companies at Stanford University, United States. 
 

 

 
Natalia Firmansyah 
Director (Chief Financial Officer) 
Natalia Firmansyah is the Chief Financial Officer of the Company, has been a 
Director of the Company since April 30, 2021, and has more than 23 years of 
experience in various industries. Natalia’s prior experience includes roles as 
Country CFO Indonesia and other roles at PT Novartis Indonesia (2012-2018), and 
Financial Services Manager at PT Johnson & Johnson (2018-2019). She received a 
Bachelor’s Degree in Accounting from Universitas Trisakti, Indonesia in 1997. 
 

 

 
Teddy Nuryanto Oetomo 
Director (Chief Strategy Officer) 
Teddy Nuryanto Oetomo was Chief Strategy Officer and a Director of the 
Company between 2018 and 2020, then President and Director of the Company 
since 2020. Teddy has more than 16 years of experience in various industries. 
Teddy’s prior experience includes roles as Head of Intermediary Business at 
Schroders Indonesia ([2014-2018]), Head of Equity Research at Credit Suisse 
Indonesia (2006-2014), and lecturer at the University of Sydney (2005). He holds 
a Ph.D. in Economics (2006) and a Bachelor of Economics (2001) with first-class 
honors from the University of Sydney, Australia. 
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Ownership Structure (Before IPO) 

 
Source: Company 

 

Ownership Structure (Post IPO) 

 
Source: Company, IDX 
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Income Statement       Cash Flow      

Year-end 31 Dec (Bn Rp) 2019 2020 2021F 2022F 2023F  Year-end 31 Dec (Bn Rp) 2019 2020 2021F 2022F 2023F 

Revenue 1,077 1,352 2,045 3,359 5,385  CFs from Operation 
   

  

Cost of Revenues -268 -123 -210 -220 -232  Net Profit -2,795 -1,349 -1,265 -942 -38 

Contribution Margin 809 1,228 1,835 3,139 5,152  Change in NWC -266 195 51 94 145 

EBITDA -2,687 -1,651 -1,627 -1,268 -158  CFs from Operation -3,062 -1,154 -1,214 -848 107 

Operating Expense -3,650 -3,066 -3,624 -4,742 -5,875        

Operating (Loss) Profit -2,841 -1,838 -1,788 -1,604 -723  CFs from Investments -83 -1 -126 -118 -266 

Profit (Loss) before Tax -2,795 -1,832 -1,659 -1,087 -82        

Income Tax Benefit 
(Expense) 

0 483 393 144 43  CFs from Financing  2,005 1,747 21,735 248 369 

Net Profit (Loss) -2,795 -1,349 -1,265 -942 -38  Net Inc./(Dec.) in Cash -1,165 600 20,403 -709 220 

EPS (Rp) -365,799 -171,480 -16.06 -11.96 -0.48  Cash at End Period 884 1,484 21,888 21,179 21,398 

Source: Company, Shinhan Sekuritas Indonesia    Source: Company, Shinhan Sekuritas Indonesia 

             

Balance Sheet       Key Ratio      

Year-end 31 Dec (Bn Rp) 2019 2020 2021F 2022F 2023F  Year-end 31 Dec (Bn Rp) 2019 2020 2021F 2022F 2023F 

Assets    
 

  Profitability      

Cash and Cash Equivalents 884 1,484 21,888 21,179 21,398  Contribution Margin 75.1% 90.9% 89.8% 93.4% 95.7% 

Account Receivables 399 177 268 440 705  Operating Margin -263.9% -136.0% -87.4% -47.7% -13.4% 

Inventories 0 0 0 0 0  EBITDA Margin -249.6% -122.2% -79.6% -37.8% -2.9% 

Other current assets 160 108 175 269 618  Net Income Margin -259.6% -99.8% -61.8% -28.0% -0.7% 

Total Current Assets 1,443 1,770 22,330 21,888 22,721  ROAA -136.1% -52.0% -5.4% -4.1% -0.2% 

Net Fixed Assets 452 272 260 275 161  ROAE -242.0% -84.5% -5.8% -4.5% -0.2% 

Other Assets 159 552 668 800 952        

Total Assets 2,054 2,594 23,258 22,963 23,833  Growth      

Liabilities and Equities       Revenue 268.8% 25.5% 51.3% 64.2% 60.3% 

Payables 330 379 573 942 1,510  Operating Profit 177.0% 51.9% 49.4% 71.0% 64.2% 

Other Short-Term Liabilities 500 503 686 940 1,289  EBITDA 24.4% -35.3% -2.7% -10.3% -54.9% 

Total Current Liabilities 831 882 1,260 1,882 2,799  Net Income 21.1% -38.5% -1.5% -22.1% -87.5% 

LT. Debt 0 51 44 69 60        

Other Long Term Liabilities 68 53 53 53 53  Solvability      

Total Long-Term 

Liabilities 
68 104 97 121 113  Current Ratio (x) 1.74 2.01 17.73 11.63 8.12 

Total Liabilities 898 986 1,357 2,004 2,911  Quick Ratio (x) 1.54 1.88 17.60 11.49 7.96 

Shareholders' Equity 1,155 1,608 21,901 20,960 20,922  Debt to Equity (x) 0.8 0.6 0.1 0.1 0.1 

Source: Company, Shinhan Sekuritas Indonesia    Source: Company, Shinhan Sekuritas Indonesia   
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