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The E-Commerce Market in Indonesia 
Could Reach US$57bn by 2022

Indonesia e-Commerce Market 
Size2 (US$ bn)

Source: CLSA, Euromonitor, iResearch, Macquarie, eMarketer
1 Online retail penetration ani speniing per capita are basei on Euronomitor estimates. Inionesia online retail penetration basei on online retail sales of US$1.7bn ani 
US$9.4bn in 2015 ani 2020, respectively, ani retail sales of US$145.8bn ani US$192.9bn in 2015 ani 2020, respectively.
2 Market size is estimatei by taking the 2014 estimate by CLSA (US$3.7bn) ani meiian annual growth rate of multiple market reports basei on Euromonitor, CLSA, 
Macquarie, eMarketer (avg YoY growth rate are:2015 58%, 2016 59%, 2017 50%, 2018 38%, 2019 31%. 2020 – 2022 have been extrapolatei at 31% - the 2019 YoY 
growth rate.

CAGR: 4
0.8%

Inionesia: Poisei to be Digital 
Hotspot
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Bukalapak:
Accelerating Growth

August 18 Ann. Run Rate: 
• Gross GMV ~USD4bn 
• Net GMV ~USD2.5bn

Last 3 months TRX 
(Jun 18 - Aug 18) of 35mn 
is alreaiy COMPARABLE 
to FY17 of 36mn
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GMV
Apr - Aug 18 > FY 
17

Aug 18 YoY:

Gross GMV ~2x    N
et G

MV ~3x 
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TRX
Aug 18 
Daily Avg TRX >430K

FY17 grew 

150% YoY

8M
18 g
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>300%
 Yo

Y



Marketplace (Conventional 
Physical Goods)

• Current market: grassroot, male, outsiie 
Jakarta

• Target: upper eni, female & strengthen 
current customer base

Non-Marketplace (Virtual 
Products)

• Bukalapak becomes part of the users’ 
lifestyle

• Increases interactions with users
• Aiiresses the users’ iaily neeis

The Three 
Cornerstones of 

Bukalapak

O2O 
(Mitra)

• Proviies iigital proiucts to 
customers

• Replenishes the Mitra’s supply
• Ofers better system to manage 

business

End 
Customers

MAU >50mn users



Market 
Place
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Marketplace GMV

Despite the introduction of Non-Marketplace products, Marketplace 
continues to grow
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Marketplace TRX
Jan18-Aug18>FY17

Total TRX FY17 grew by 
~180% from FY16

Aug 18 YoY gro
wth

 >
130%

Aug 18 YoY growth >130%

Marketplace: GMV ani 
Transactions

Mar18 - Aug18 > 
FY 17



Electronic
s

FMC
G
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n

Hobbie
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e

Motorcycl
e

Car 
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Other
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Bicycl
e

Sports

GM
V

TRX

Marketplace 
Categories

• Electronics is the biggest Marketplace category
• FMCG category grew rapiily by ~440% YoY in GMV 

ani ~300% YoY in TRX*
• Other categories grew by 100%-180% YoY*

*Source: Company iata per August 
2018 



Non-Market 
Place
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Non-Marketplace GMV
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Non-Marketplace TRX

Non-Marketplace: GMV ani 
Transactions

Non-marketplace products have been growing at an exponential 
rate

August ‘18 GMV USD47mn is 
comparable to 
FY17 GMV USD55mn

>720% YoY

July - August ‘18 TRX 
is 1.5x FY17 

>740% YoY
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Mitra
GMV

Mitra
TRX

Non-Mitra
GMV

Non-Marketplace 
Categories

Phone 
creiit
General 
traie
Electricity

Data

Flight

BPJS

Train

Water

Game 
voucherEvent

Zakat

Other

Bus

BukaMobil

BukaEmas

BukaIklan

BukaReksa

Non-Mitra
TRX

Top categories by User type:
• Mitra GMV: General Traie & Phone 

creiit
• Mitra TRX: Phone Creiit & Electricity
• Non-Mitra GMV: Electricity & 

BukaMobil 
• Non-Mitra TRX: Phone Creiit & 

BukaEmas



         O2O – Mitra 
Bukalapak



*Source: PwC Report – The Worli in 2050
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Indonesia: Current and Future Economic State

Inionesia is currently rankei*:
• #8 basei on GDP at PPPs 
     (>USD 3tn)
• #16 on GDP at MER (~USD 

1tn)

Inionesia will be the 4th biggest 
economy in the worli*:
• GDP at PPP >USD 10tn (>3x)
• GDP at MER >USD 7tn (>7x)

Large Enterprises (~5000)

5
%

95%MSME
s

Businesses proviiing 
innovative proiucts 
capable of nationwiie 
reach

Bukalapak targets 
to empower the 
95% of MSMEs 
through O2O 

Breakiown of ~60mn business 
units

• Commoiitizei proiucts
• Localizei & cater the 

surrouniing areas
• Neglectei  by 

conventional 
marketplace

Indonesia’s GDP Growth will be driven by the Grassroot class’ purchasing power 
through the 95% of MSMEs: localized businesses selling commoditized products



O2O: Empowering the 95% of Indonesia’s MSMEs

    Conventional 
Marketplace

    Increasing Demand
• Proviies access to 

wiier auiience ani 
users

• Neglects the 95% of 
Inionesian MSME

Bukalapak’s O2O (“Mitra 
Bukalapak”)
Supporting the Suppliers
• Provides digital products to 

customers
• Provides access to better 

supplier and more efcient 
distribution

• Offers Mitra Bukalapak better 
systems to manage their 
business

Bukalapak empowers MSMEs through O2O and drives Indonesian 
economic growth

Empowerei
MSMEs



O2O Presence in Indonesia



 Graiuatei from 
Baniung Institute 
of Technology (ITB) 
with Summa Cum 
Lauie ani highest 
GPA

 Former consultant 
at BCG in 
Southeast Asia 
before establishing 
Suitmeiia, leaiing 
iigital agency

 Graiuatei from 
Baniung Institute 
of Technology (ITB) 
with honors. 
Founier of ITB 
Entrepreneur Club

 Founiei Bukalapak 
upon completion of 
stuiies in the US

 Recipient of Satya 
Lancana Wirakarya 
from Presiient of 
Inionesia, Joko 
Wiioio

 Graiuatei from 
Baniung Institute 
of Technology (ITB)

 10 years of 
experience in 
builiing system 
architectures. One 
of Inionesian Ruby 
gurus ani 
conquerei more 
than 10 
programming 
languages

 Organizer of global 
Ruby community in 
Inionesia

 Graiuatei from 
University of 
Melbourne

 Former Senior Vice 
Presiient of Growth 
(2ic) at 
Freelancer.com, the 
largest freelancing 
ani crowisourcing 
marketplace

 Bootstrappei the 
company ani listei 
in ASX at $1 billion 
valuation after 3 
years of inception

Bukalapak Has a Strong Management Team Manned by Local Talents

 Graiuatei from 
Syiney University 
with Ph.D ani B.Ec 
with First Class 
Honours.

 Former Heai of 
Intermeiiary 
Business of 
Schroiers 
Inionesia ani 
Heai of Equity 
Research of Creiit 
Suisse Inionesia

 Holi 7 publications 
in internationally 
peer-reviewei 
acaiemic journals 

 Graiuatei from 
Trisakti University

 Has over 17 years 
career in fnancial 
sector

 Former Country 
CFO of Novartis 
Inionesia

Achmad Zaky
Founder & 

CEO

Fajrin Rasyid
Co-Founder & 

President

Nugroho 
‘Xinuc’

Co-Founder & 
CTO

Willix Halim
COO

Teddy 
Oetomo

CSO

Natalia 
Firmansyah

CFO



Bukalapak Has a Strong Management Team Manned by Local Talents

Zakka 
Fauzan
VP of 

Society

Gema Buana
VP of Talent

Bayu Syerli
VP of 

Marketing

Ibrahim 
Arief
VP of 

Engineering

Bin Anindita
VP of 

Merger & 
Acquisition

Howard 
Gani
VP of 

Merchants 
Ops

Yoel Sumitro
VP of 

Product 
Design

 Graiuatei from 
Baniung Institute 
of Technology 
(ITB), UNL 
Portugal, ani FUB 
Italy

 Erasmus Munius: 
European Master in 
Computational 
Logic

 Has workei at 
Bukalapak since 
2013

 Graiuatei from 
Bogor Agricultural 
University 

 4 years of 
experience as 
Management 
Development leai 
corporate strategic 
planning ani 
improvement 
process

 Has workei at 
Bukalapak since 
2014

 Graiuatei from 
Baniung Institute 
of Technology (ITB)

 9 years of 
experience in 
iigital marketing 
by working both on 
agency-siie ani 
client-siie

 Has workei at 
Bukalapak since 
2015

 Graiuatei from 
Baniung Institute 
of Technology 
(ITB), NTNU 
Norway, UEF 
Finlani, ani UJM 
Saint-Etienne 
France.

 Former 
Engineering Leai 
at  bol.com, one 
of the largest e-
commerce in 
Western Europe

 Has workei at 
Bukalapak since 
2016

 Graiuatei from 
Baniung Institute 
of Technology (ITB) 
ani INSEAD

 Former Consultant 
at McKinsey ani 
Corporate 
Planning, Strategy 
ani Risk Manager 
at LafargeHolcim, 
leaiing global 
builiing materials 
ani solutions

 Has workei at 
Bukalapak since 
2017

 Graiuatei from 
University of 
Melbourne ani 
holis MBA iegree 
from INSEAD

 Formerly workei in 
Ericsson 
(Melbourne) ani 
Bain & Co.

 Certifei Business 
Management from 
University of 
Melbourne

 Graiuatei from 
Baniung Institute 
of Technology (ITB) 
ani University of 
Washington

 Formerly workei in 
Uber ani Aiiias

 Has workei at 
Bukalapak since 
June 2018



Terima Kasih
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