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Bukalapak.com 
First-mover in ex-tier-1 cities’ e-commerce 

■ Bukalapak is the leader in Indonesia’s B2B micro-enterprise e-commerce
segment targeting ex-tier-1 cities and has the first-mover advantage.

■ Its position within the EMTK-Grab super app ecosystem looks synergistic,
offering stellar fee-based income growth and upside to its take rate.

■ We initiate coverage on Bukalapak with an Add rating and TP of Rp1,500. We 
project TPV CAGR of 41% in 2020-23F and for it to turn profitable by 2024F.

Focusing on O2O market, mainly ex-tier-1 cities 
Bukalapak is the market leader in business-to-business (B2B) e-commerce in terms of 

total processing value (TPV) as at 2020, differentiating itself vs. peers who mostly 

compete in the customer-to-customer (C2C) space. It focuses on mom-and-pop shops 

via Mitra Bukalapak (online-to-offline or O2O) in ex-tier-1 cities, which Frost & Sullivan 

estimates will grow 4x by 2025F, twice the rate in tier-1 cities. We believe the Mitra 

Bukalapak segment will be the company’s main growth driver and expect this segment’s 

net revenue to post 125% CAGR in 2020-23F vs. its marketplace segment’s 34%. 

Bukalapak’s TPV was US$6bn in 2020, equivalent to c.0.6% of Indonesia’s GDP. We 

project this to reach 1.4% of GDP by 2023F, driven by its addressable market of 

US$131bn (e-commerce + O2O), which provides ample long-term growth opportunities. 

Potential synergy with EMTK-Grab ecosystem 
Bukalapak’s biggest shareholder is Elang Mahkota Teknologi (EMTK IJ, Add, TP: 

Rp3,200, CP US$2,720), which will hold a 23.9% stake post IPO (source: Bukalapak’s 

prospectus). EMTK is in turn 4.6%-owned by Grab. A recent formal tie-up between 

EMTK, Grab and Bukalapak cemented the latter’s position within the EMTK-Grab 

ecosystem. EMTK and Grab are looking to co-invest in a digital bank in 2021F (source: 

Deal Street Asia, a Singapore-based financial news website). Should this materialise, we 

believe it will be synergistic with Bukalapak’s micro business focus, e.g. providing working 

capital loans to its Mitra network. Such financial services could offer excellent upside to 

Bukalapak’s fee-based income, in our view. We estimate financial services’ contribution 

to net revenue to rise from c.2% in FY21F to c.9% in 2023F. This could boost Mitra 

Bukalapak’s take rate by 0.3% pt in 2023F, in our view. 

Plenty of ammunition for growth 
Post its 6 Aug IPO, the company will receive Rp21.7tr of fresh funds for long-term growth, 

helping it to solidify its first-mover advantage in the micro B2B e-commerce space. We 

expect it to step up its burn rate to 34% CAGR in FY20-23F (-13% CAGR in 2018-20), 

supporting TPV growth in excess of 41% CAGR (regional peer’s 30%). We forecast 

positive contribution margin by 2022F and for Bukalapak to turn profitable by 2024F. 

Initiate coverage with an Add rating 
Our TP is based on price/GMV adjusted to growth of 0.02x in 2022F (vs. peers’ average 

of 0.054x), pegged to a 40% discount to Sea Ltd (Add, TP of US$315, CP US$294). Our 

TP implies 0.8x FY22F P/GMV (vs. Sea Ltd’s 1.2x). Potential re-rating catalysts: higher-

than-expected GMV growth and a faster monetisation rate given it currently has a low 

take rate. Downside risks are heightened competition and unfavourable regulatory risk.  

SOURCES: CGS-CIMB RESEARCH, COMPANY REPORTS  
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Financial Summary Dec-19A Dec-20A Dec-21F Dec-22F Dec-23F

Revenue (Rpb) 1,077 1,352 2,113 3,314 4,838

Net Profit (Rpb) (2,795) (1,349) (1,275) (882) (422)

Core EPS (Rp) (366,957) (171,479) (12) (9) (4)

Core EPS Growth 7.5% (53.3%) (100.0%) (30.8%) (52.2%)

FD Core P/E (x)

Price To Sales (x)

DPS (Rp) -         - -     - -  

Dividend Yield

EV/EBITDA (x)

P/FCFE (x)

Net Gearing (78.1%) (95.9%) (69.4%) (69.0%) (69.6%)

P/BV (x)

ROE (179%) (98%) (11%) (4%) (2%)

% Change In Core EPS Estimates

CGS-CIMB/Consensus EPS (x)

Financial Summary Dec-19A Dec-20A Dec-21F Dec-22F Dec-23F

Revenue (Rpb) 1,077 1,352 2,113 3,314 4,838 

Operating EBITDA (Rpb) (2,628) (1,603) (1,627) (1,210) (554)

Net Profit (Rpb) (2,795) (1,349) (1,275) (882) (422) 

Core EPS (Rp) (366,958) (171,480) (12) (9) (4) 

Core EPS Growth 7.5% -53.3% -100.0% -30.8% -52.2%

FD Core P/E (x) (0.00) (0.00) (68.69) (99.33) (207.68) 

DPS (Rp) - - - - - 

Dividend yield 0.00% 0.00% 0.00% 0.00% 0.00%

EV (878) (1,478) 72,230 72,956 73,172 

EV/EBITDA (x) 0.33 0.92 (44.39) (60.30) (132.05) 

Net Gearing -76.5% -92.3% -69.2% -68.6% -69.0%

P/BV (x) 0.01 0.00 3.94 4.10 4.19 

ROE -179.5% -97.6% -10.7% -4.0% -2.0%

CIMB/consensus EPS (x)
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First-mover in ex-tier-1 cities’ e-commerce 

BACKGROUND 

Bukalapak (BUKA IJ) was founded in 2010 by Achmad Zaky, Fajrin Rasyid, and 

Nugroho Herucahyono. Elang Mahkota Teknologi (EMTK IJ) invested in the 

company in 2014. Bukalapak has since grown into one of the biggest e-

commerce players in Indonesia, with #3 market share in terms of monthly visits 

and retail value in 1Q21 and 2020 (Source: iPrice, Euromonitor). It distinguishes 

itself as a business-to-business (B2B) e-commerce platform in the midst of a 

crowded customer-to-customer (C2C) market. According to iPrice, an online 

shopping aggregator, in 1Q21, Bukalapak had 34.2m monthly visitors (vs. #1 

Tokopedia with 135.1m monthly visitors and #2 Shopee with 127.4m). According 

to Euromonitor, Bukalapak holds a 11% market share based on retail value 

(excluding sales tax) in 2020 vs. Tokopedia’s 36% and Shopee’s 20%. 

Bukalapak was originally conceived to be a platform that allows micro, small, 

and medium enterprises (MSMEs) to have a presence in cyberspace. The 

company has since expanded to support warungs or traditional mom-and-pop 

stores (mitra segment) to increase their sales via its Mitra Bukalapak concept, 

offering them online-to-offline (O2O) presence. Mitra Bukalapak was launched in 

2016 and helped the company become recognised as one of the unicorn 

startups in Indonesia by 2017. Bukalapak is at present the biggest e-

commerce platform in this mitra segment with 8m offline SMEs partners, 

encompassing 39% market share in the e-warung segment, according to 

Frost & Sullivan. 

Bukalapak prides itself for being a homegrown e-commerce platform that 

empowers local communities and has a domestic seller base. Its mission, as 

stated in its prospectus, is to “provide a fair economy for all” and being an “All 

Commerce” company, instead of just being an everyday e-commerce platform. 

In this respect, it has ambitious goals: it wants to solve capital, infrastructure, 

and financial inclusion problems in Indonesia, and thus targets the population 

beyond tier-1 cities, unlike peers which focus more on the tier-1 cities (Jakarta, 

Bandung, Semarang, Surabaya, Medan). Currently, Bukalapak has more than 

105m registered users, 6m merchants, and facilitates 2m transactions per day in 

its marketplace. 

In 2020, Bukalapak derived its revenue from three main sources – marketplace 

(76%), Mitra Bukalapak (15%) and BukaPengadaan Indonesia (BPI, 9%). 
  

Figure 1: Bukalapak's net revenue breakdown (Rp bn) Figure 2: Bukalapak's net revenue breakdown (% of revenue) 

  
   SOURCES: CGS-CIMB RESEARCH ESTIMATES, COMPANY REPORTS    SOURCES: CGS-CIMB RESEARCH ESTIMATES, COMPANY REPORTS 
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Figure 3: E-commerce players' average monthly visits as of 

1Q21 - Bukalapak is the no.3 player 

Figure 4: Bukalapak is also the no.3 player in terms of retail 

sales value in 2020 

  
   SOURCES: CGS-CIMB RESEARCH, IPRICE    SOURCES: CGS-CIMB RESEARCH, EUROMONITOR 

  
 

Figure 5: Company’s milestones 

 
   SOURCES: CGS-CIMB RESEARCH, COMPANY REPORTS 

 

 

Business model  

As mentioned above, Bukalapak’s revenue is derived from its marketplace, Mitra 

Bukalapak, and BPI. Marketplace revenue comes from the commissions from 

the sales of physical product of third-party merchants, virtual product sales of 

product partners, marketing spending from merchants, and fulfillment services 

offered to merchants. Mitra Bukalapak’s revenue comes from sales of physical 

products from merchants and FMCG principals to mitras (traditional mom-and-

pop stores’ owners), sales of virtual products by mitra to their customers, and 

logistic providers who provide logistic services to mitra. BPI’s revenue comes 

from the sales of its own or partner products that Bukalapak facilitates. 

 

Marketplace 

Bukalapak’s marketplace business accommodates more than 6m merchants (as 

at end-2020, vs. Tokopedia’s 9.9m sellers) that sell physical products ranging 

from apparel, mom and child related products, food and beverages, electronics, 

furniture, cosmetics, personal care, sports, automotive accessories, etc. Out of 

its 6m sellers, 558k are “Super Sellers”, 3,000 are Official Stores under 
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BukaMall, and the rest are regular merchants. Super Sellers are akin to ‘priority 

sellers’ -- these sellers have met certain metrics for user satisfaction (quality 

score) and have access to ‘super features’ that can help them increase their 

visibility and improve their conversion rate. Meanwhile, BukaMall Official Stores 

are typically the official stores of large international, national, and regional 

consumer brands, e.g. Unilever, Bata, Bambi, Bagus, Berrybenka etc. 

Bukalapak charges commission fees for Super Sellers and Official Stores 

though its regular merchants are exempted; this is in line with its peers’ rates. All 

merchants on its platform are able to participate in the advertising plans on the 

platform by paying for cost-per-click and cost-per-impression, similar to other e-

commerce companies. 
 

Figure 6: Super Seller requirements in Bukalapak 

 
   SOURCES: CGS-CIMB RESEARCH, COMPANY REPORTS 

 
 

Figure 7: Benefits of being in the Super Seller programme (which are not available to 

regular merchants), according to company website 

 
   SOURCES: CGS-CIMB RESEARCH, COMPANY REPORTS 

General Requirements

All sellers can participate in the Super Seller programme as long as there is no indication of a violation 

(fraudster).

A pelapak (or seller) who participates in the Super Seller programme will automatically be charged a Super Seller 

service fee for every transaction without exception.

The Super Seller service fee will be 3% for digital products and 0.5% net for other products (4.5% service fee + 

4% cashback service fee for each transaction.)

The service fee charged for payment for the Super Seller programme includes the use of lapak vouchers, but 

does not include shipping service fees and the use of promos/vouchers financed by Bukalapak.

The Super Seller badge will only appear if the store's performance score is ≥ 75. 

Benefits 

Sellers get a 5% bonus every time they top up their Promotional Budget. 

All Super Seller sellers will be automatically registered in major Bukalapak campaigns such as: 10.10, 11.11, 

and 12.12.

Opportunity to participate in the Bukalapak & FlashDeal Campaign at no additional cost.

Super sellers will be automatically registered in the Free Shipping All Day promo (use the FREEONGKIR 

voucher code to get free shipping for purchases up to Rp7,000)

Special store vouchers that sellers can custom create to attract buyers (free shipping and SUPERCASHBACK 

vouchers). Super Sellers can make a maximum of three vouchers at their site.

Sellers can monitor the progress of sales of goods looking at the sales statistics graph. The sales statistics 

graph contains information about the number of sales transactions, the number of pushes and the number of 

promoted pushes that have been used.

Send promotional messages to potential buyers who have favorited the items through the Spread Promotion 

feature.

Sellers can buy push packages, add promoted budgets, and set Push per Item and Promoted Push per Item in 

just one settings page. In addition, sellers can also set up Automatic Push and Automatic Promoted Push 

according to a pre-arranged schedule.

With the Popular Search Keywords feature, sellers can create item names based on the most popular search 

keywords on Bukalapak, so that sellers' items will be easier to find by buyers. 

Non-super sellers must have 20 positive feedbacks from their sales transactions in order to delete 1 negative 

feedback on the website. By joining the Super Seller program, sellers can delete 1 negative feedback on their 

website with only 12 positive feedbacks. 

See the income and expenses of the store through the Income feature.

Easier to manage stocks and bookkeeping with the Item Inventory feature.

The Goods Storefront is a feature that can be used to group goods in a stall based on their category or 

similarity to make it easier for buyers to find them. Non-super sellers can only create a maximum of 10 

storefronts while super sellers can create a maximum of 18 storefronts

Have acess to Market Monitoring feature which can help sellers in managing sales strategies by looking at 

sales trends on Bukalapak. Sales trends on Bukalapak can be seen from the list of 10 best-selling stores and 

10 best-selling items in Bukalapak in the category of goods sold. Super Sellers are able to see the top 10 

rankings of best-selling stores and best-selling items on Bukalapak.

Ability to learn about the market and competitors through the Competitive Monitor feature where sellers can see 

the best-selling goods with the same keywords as their stores, and find their position in the midst of 

competition. 

Free of charge for admin accounts up to 7 employees. Seller can add in employees to their stores for them to 

help manage transactions, promotions of goods, send messages, or manage goods. 

Higher priority in appearing in Bukalapak's search results. Super Sellers are Promoted Push Priority which is a 

feature that serves to display sellers' goods in a special area marked Promoted Products on the item search 

page, so that buyers can easily find them. 

BukaDompet can be withdrawn 2x a day. Ordinary sellers (who do not participate in the Super Seller program) 

can only withdraw BukaDompet balance to their account 1x/day. 

Higher priority in BukaBantuan. Complaints that come from Super Sellers will automatically be prioritised 

because they have a VIP label that can be seen by the Bukalapak admin. 
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Figure 8: Commission fee comparison among the top five e-commerce players as of Jul 2021 – Tokopedia and Bukalapak apply 

zero commission fee for regular merchants 

 
Notes: Lazada and Blibli have no premium merchant or super seller programme hence zero commission fee    

SOURCES: CGS-CIMB RESEARCH, COMPANY REPORTS 
 

 

Figure 9: Advertising fee comparison among the top five e-commerce players as of Jul 2021 

 
   SOURCES: CGS-CIMB RESEARCH, COMPANY REPORTS 

 

To provide a more complete service, Bukalapak also sells virtual products that 

are being channelled through its marketplace and through Mitra Bukalapak. 

These virtual products contributed 27% to its total processing value (TPV) in 

2020. The offerings include phone top-ups, bill payments, investments, loans, 

travel, and digital payment services. According to the company’s disclosure, 

phone top-ups and bill payments represent the majority of its virtual product TPV.  

Commission fee Tokopedia Shopee Bukalapak Lazada Blibli

C2C - Regular 

Merchants

-                                   Charged after sellers sold 

>100 products

Starting 30 Mar 2021: 1.6% 

(20% discount from 2% new 

fee); 0.75% for certain 

categories*

-                                   1.8% exclude VAT Automotive: 2%

Fashion: 8%

Health & Beauty: 5%

Electronics: 2%

Gadget : 2%

Groceries: 5%

Home & Living: 3%/5%

Mom & Kid: 5%

Voucher & Ticket: 3%

Tour & Travel: 3%

Tools: 5%

Stationery: 5%

Investment: 2%

Video Games: 3%

Musical Instrument: 5%

Sports: 5%

C2C - premium 

merchant or super 

seller

1% Charged after sellers sold 

>100 products

Starting 30 Mar 2021: 2% 

(20% discount from 2.5% 

new fee); 1.25% for certain 

categories*

3% for digital products, 

0.5% for other products

N/A N/A

B2C Automotive: 2-5%

Fashion: 10-15%

Health & Beauty: 7.5-12%, 

Electronics: 2-5%

Handphone: 2-5%

Food & Health: 5-8%

Home & Living: 5-8%

Mom & Baby: 5-8%

Hobbies: 7.5-12%

Automotive: 1%/5%

Fashion: 5%

Fashion Accessories: 

1%/3%/5%

Health: 1%/3%

Beauty: 5%

Electronics: 1%/3%/5%

Handphone & Computer & 

Accessories: 1%/3%/5%

F&B: 1%/3%/5%

Household durables: 5%

Mom & Baby:  1%/3%/5%

Hobby & Collections: 3%, 

Photography: 1%/3%/5%

Souvenir & Party: 5%

Stationery: 1%/3%/5%

Vouchers: 3%

Watches: 5%

Others: 3%/5%

Automotive and 

Accessories: 5%

Fashion: 10%

Health & Beauty: 5%

Personal Care: 5%

Electronics: 4%

Computer: 3%

Handphone: 8%

F&B: 5%

Household: 5%

Baby Supplies: 5%

Hobbies & Collection: 5%

Camera: 3%

Sport: 10%

Bicycle: 7%

Office Supplies: 10%

Ticket & Voucher: 3%

Industrial: 10%

Fashion: 0.9-4.5%

Health: 0.9-2.7%

Beauty: 4.5%

Electronics: 0.9-4.5%

Groceries: 0.9-4.5%

Home & Living: 4.5%

Mom & Baby: 0.9-4.5%

Hobbies: 0.9-4.5%

*fees exclude VAT

Automotive: 2%

Fashion: 8%

Health & Beauty: 5%

Electronics: 2%

Gadget : 2%

Groceries: 5%

Home & Living: 5%

Mom & Kid: 5%

Musical Instrument: 5%

Camera: 2%

Sports: 5%

Investment: 2%

Video Games: 3%

Voucher & Ticket: 3%

Tour & Travel: 3%

Tools: 5%

Stationery: 5%

Advertising fee  Tokopedia Shopee Bukalapak Lazada Blibli

Cost per click:**

- keyword ads: min. 

Rp400/click with max 

Rp10,000/click

- manual ads: min. Rp250 or 

Rp300 or Rp350/click with 

max. Rp5,000/click

- automated product ads: 

depends on daily budget

- headline ads: min. 

Rp12,000 /1,000 clicks 

(Rp12/click) and max. 

Rp100,000/1,000 clicks 

(Rp100/click)

Sellers have to top up first 

to TopAds with min. amount 

of Rp100,000

Cost per click:**

- keyword ads: min. Rp150

- similar product ads: min. 

Rp100

- store ads: min. Rp200

Cost per click:

- promoted keyword: 

Rp400/click, max. 

Rp15,000/click with minimal 

promotion budget of 

Rp10,000 (to advertise the 

shop under certain 

keyword)

- promoted push: 

Rp200/click, max. 

Rp15,000/click with minimal 

promotion budget of 

Rp15,000*

*the one with speaker logo 

means that the products are 

also being advertise on 

Instagram and other social 

media

Cost per click:

- keyword ads: Rp150/click 

with min. daily budget of 

Rp15,000

no change

Cost per click:

- similar product ads: min. 

Rp500/click and seller can 

choose the daily budget with 

no minimum amount

- the products will appear 

on product detail page, 

product search page, and 

"thank you" page after 

customers finished a 

transaction
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For investment, Bukalapak offers investment products such as mutual funds and 

gold; it has the widest option of mutual fund products vs. peers as it partners 

with Bareksa, one of the biggest investment portals in Indonesia.  

It partners with OVO and DANA, the leading e-wallet providers in Indonesia as 

at Jul 2021, to provide digital payment as one of the payment methods available 

for customers and mitras. 
 

Figure 10: Bukalapak’s virtual product options as of Jul 2021 

 
   SOURCES: CGS-CIMB RESEARCH, COMPANY REPORTS 

 
 

Figure 11: Bukalapak’s other businesses in its marketplace as of Jul 2021 

 
   SOURCES: CGS-CIMB RESEARCH, COMPANY REPORTS 

 

Bukalapak’s marketplace has an average TPV per order of Rp199k at end-2020. 

 

Mitra Bukalapak 

Mitra Bukalapak is an application that provides opportunities for business 

owners, mom-and-pop shops, wholesalers, as well as individuals who want to 

earn additional income by selling physical products and/or virtual products. Think 

of it as an online distributor. As mentioned above, Bukalapak is strong in this 

segment.  

The application provides a one-stop solution for the business owners, or mitras, 

whereby they can source for the stock keeping units (SKUs) needed online from 

Other Business Bukalapak

Groceries Buka Mart, Buka Food, Happy Fresh

On-demand food delivery None

TopUp and bills Yes

Credit, credit cards, e-wallet (Dana), electricity bills, vehicle licence renewal, 

water bills, phone bills, postpaid credit, cable TV, insurance premium, passport 

renewal, tax payment (PBB, PPh, PPn, SBN), marriage fee (KUA), custom fee, 

BPJS payment

Travels Yes (train, airplanes, bus)

Entertainment Yes

E-voucher (F&B, fashion, health & beauty, retail, entertainment, holiday, 

activities, study), Kidzania, news, events, reviews, attraction

Fintech Insurance: Yes

Investment: Gold and Mutual Fund

Lending: pay later, capital loan with interest starting from 0.75% per month

Logistics and Fulfillment Buka Pengadaan

Video on-demand (VOD) None

Others Bangga Buatan Indonesia, Gramedia Book Fair & Digital, Tanya Hukum, 

KliknClean, Kumpulink, BukaGlobal (allows selected sellers to export their 

products to Malaysia, Singapore, Brunei, Hong Kong, Taiwan)
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the apps and also utilise Bukalapak’s bookkeeping and ledger integration tools 

for profit tracking. Unlike offline distributors who only allow mitras to sell physical 

products, Mitra Bukalapak’s services include phone credit, electric token, game 

vouchers, send money, cash deposit, shipping agent, credit installment, and 

many more, allowing mitras to earn additional income. Thanks to its technology 

integration, the company ensures a timely delivery (next-day delivery) which is 

beneficial for mitras with limited cashflow thus giving them the ability to finance 

their inventory. 
 

Figure 12: Mitra Bukalapak’s coverage as of Dec 2020 

 
   SOURCES: CGS-CIMB RESEARCH, COMPANY REPORTS 

 
 

Figure 13: Mitra Bukalapak’s services as of Jul 2021 

 
   SOURCES: CGS-CIMB RESEARCH, COMPANY REPORTS 

 

About 70% of sales in mom-and-pop stores are from the FMCG category 

(without fresh produce) and >50% of those FMCG sales are for cigarettes 

(Source: RedSeer Consulting, an India-based management consulting firm). 

Bukalapak’s TPV per order for this segment thus is lower than marketplace’s, at 

Rp108k at end-2020, as it is driven by impulse purchase of ‘on the go’ items 

such as beverages, instant snacks and cigarettes. 

 

BukaPengadaan (BPI) 

BukaPengadaan is the largest business-to-business (B2B) marketplace in 

Indonesia, working with more than 1,800 customers and 6,000 participating 

MSMEs. It provides procurement solutions to other MSMEs and the government 

through its vendor network. BukaPengadaan provides two service options: 1) 

Catalogue Order – users get their goods from a selection of catalogues quickly 

from BukaPengadaan’s trusted vendors, or 2) Request for Quotation (RFQ) – 

the user sends a list of items to BukaPengadaan. A team at BukaPengadaan will 

immediately respond with a Quotation. The user can process that into a 

Products offered by Mitra Bukalapak

Wholesale for physical products BPJS Health

Phone credit Water bill

Data package Telkom/Indihome

Electricity token Credit installment

Digital top-up e-driver licence

Game vouchers Tax payment for government's revenue

Electronic money Gold savings

Send money Shipping agent

Deposit Bus ticket

QRIS Train ticket

Post paid electricity bill
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Purchase Order (PO) if the quotation they sent is in accordance with what the 

user needs. Several categories that can be fulfilled through BukaPengadaan are 

computer and gadget, office furniture, office stationery, etc. 

BukaPengadaan is specially designed to serve various businesses and provide 

them with added value. Businesses can get competitive prices for millions of 

items in Bukalapak, receive special discounts, and wholesale prices with tiered 

pricing for bulk purchases. BukaPengadaan has also made the process very 

easy and efficient for its customers to deal with multiple vendors. Customers can 

rely on fast delivery of goods according to the shipping method they choose, 

monitor the status of purchased items, and track their delivery status. Lastly, 

BukaPengadaan also offers flexible payment options to suit one’s business and 

a Corporate Bukalapak Balance feature where customers can organise and 

allocate the funds used for their business procurement needs. 

 

Logistics facility  

Bukalapak operates a strong supply chain and logistics network to serve its 

mitras nationally. The network consists of self-owned distribution centres, and 

intermediary distribution centres owned and operated by third parties, as well as 

last-mile logistics networks operated by third parties. This supply chain model 

frees the company from any inventory risk and is asset-light. Its supply chain 

network consists of more than 300 distribution centres in 28 provinces, with the 

aim of providing strong logistics network coverage and the handling of the 

diverse logistics needs of merchants and consumers on a large scale. When a 

purchase order is placed by a mitra, inventory is already available at the 

distribution centre or intermediary distribution centres to reduce out-of-stock 

delays. After payment is received, the distribution centre will handle the 

fulfillment and arrangement of product delivery to the mitra using the last-mile 

delivery option. 

To improve the efficiency of its distribution and expand its distribution coverage, 

Bukalapak created a low-cost distribution chain, consisting of conventional 

distributors, which cover most of the sales areas. The company also appoints 

third-party intermediary distribution centres which are spread throughout 

Indonesia. This covers areas where its conventional distribution schemes cannot 

operate due to constraints such as limited transportation. Having third-party 

intermediary distribution centres allows Bukalapak to distribute goods en masse 

and places goods closer to mitras, so mitras can benefit from faster and more 

economical last-mile delivery. These third-party intermediary distribution centres 

are integrated into Bukalapak’s distribution centre network. Hence, Bukalapak 

can expand its national coverage with zero fixed costs as well as expand its 

general trading in the form of mini-hubs throughout the archipelago, further 

strengthening its mitra coverage and its position to serve the ex-tier-1 cities. 
 

Figure 14: Mitra Bukalapak’s scheme 

 
   SOURCES: CGS-CIMB RESEARCH, COMPANY REPORTS 

Warung owner
Mitra Bukalapak
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Key subsidiaries  

Bukalapak’s subsidiaries: 

- Buka Investasi Bersama (BIB) = to market mutual fund securities. 

- Buka Usaha Indonesia (BUI) = retail trade via postal and Internet ordering 

and also in the field of web portals and digital platforms for commercial 

purposes. 

- Buka Mitra Indonesia (BMI) = engaged in retail trade through postal and e-

commerce, information and management consulting services, and data 

processing. This subsidiary is responsible for growing the Mitra Bukalapak 

business. 

- Buka Pengadaan Indonesia (BPI) = operates BPI. 

- Bukalapak Pte Ltd (BLSG) = IT consultancy firm. 

- Five Jack Co Ltd (FJ) and Five Jack (FJI) = FJ was a South-Korean gaming 

company that is the parent company of FJI. FJI operates Itemku.com, an 

online marketplace that sells game vouchers in Indonesia.  

Just prior to its IPO, Bukalapak acquired Five Jack Co Ltd, a South Korean start-

up company focusing on gaming-related products and value-added services. 

Five Jack operates Itemku.com, an online marketplace that sells game and 

entertainment vouchers in Indonesia. The collaboration between Bukalapak and 

Itemku started in May 2021 (before the acquisition) in which Bukalapak helped 

to distribute Itemku products throughout its network in the rural areas. The 

company shared a view in early Jul 2021 to local news, Bisnis.com, that the 

gaming market in Indonesia is still a blue ocean and the public attention to 

gaming has risen significantly amidst the pandemic. According to a report by 

Verizon, mobile game usage increased by 75% during the first phase of 

lockdown in 2020 vs. pre-Covid-19 period while the industry itself has reached 

US$1.68bn in 2020 (source: Statista). Furthermore, Localize Direct, a 

localisation and software company, stated that the number of gamers in 

Indonesia has reached 111m (c.41% of population) in 2020. Bukalapak also 

mentioned its plan to develop various new projects together with Five Jack. One 

of them is a game, similar to the product developed by Garena, Sea Ltd’s 

gaming arm. According to its prospectus, Five Jack also collaborates with 

Garena to resell its products, and this is not limited to online game vouchers. 

Other than Bukalapak and Sea Ltd, Tokopedia also sells game vouchers 

through its Mitra Tokopedia networks, suggesting that they are following the 

same trend. 

Other than Itemku.com, Bukalapak also acquired Prelo, a second-hand goods 

marketplace in Oct 2018. 

Bukalapak focuses its investment on growing the marketplace business through 

value-added services. This is unlike Tokopedia, whose investment is broader i.e. 

Parentstory (membership marketplace for kids’ activities), Bridestory (wedding 

service marketplace), Laku6 (second-hand gadgets marketplace), and 

PasarPolis (insurance marketplace). Tokopedia also has stakes in SiCepat 

Express (last-mile delivery provider) and Sayurbox (e-grocery) which further 

expands the company’s business beyond its marketplace to logistics and 

grocery. Tokopedia also owns a 36% stake in OVO, an e-wallet, while 

Bukalapak relies more on Grab and EMTK’s ecosystem to tap into e-wallets 

(OVO and DANA). 

 

Management profile  

Bukalapak was co-founded by Achmad Zaky, Fajrin Rasyid and Nugroho 

Herucahyono in 2010. Achmad Zaky was Bukalapak’s CEO until the end of 2019. 

Fajrin Rasyid was Bukalapak’s CFO until 2017 and Nugroho Herucahyono was 

Bukalapak’s CTO until Mar 2020. The co-founders are no longer in the 

management team. The management is comprised of professionals with diverse 

backgrounds. 
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Figure 15: Bukalapak's Board of Commissioners as of Jul 2021 

 
   SOURCES: CGS-CIMB RESEARCH, COMPANY REPORTS 

 

 

Name Position Background

Prof. Dr. Bambang 

Permadi Soemantri 

Brojonegoro

President Commissioner Indonesian citizen, 54 years old.

Appointed as a President Commisioner in 2021. He had 

previous experiences as the Minister of Research and 

Technology (2019-2021), Head of National Development 

Planning Agency (2016-2019), Steering Committee 

Member of National Committee on Islamic Economy and 

Finance (2017-2019), and Minister of Finance (2014-2016). 

He also served as commissioner at Pertamina (2013-2014) 

and Antam (2012-2013).

Zanuba Arifah (Yenny 

Wahid)

Independent 

Commissioner

Indonesian citizen, 46 years old.

Appointed as an Independent Commissioner in 2021. 

Currently, she also serves as Independent Commissioner 

at Garuda Indonesia and Director at The Wahid 

Foundation, an Islamic research centre founded by her late 

father, Abdurrahman Wahid, who served as Indonesia's 

fourth president. She was also appointed as a member of 

the special staff for political communication during 

President Yudhoyono's regime in 2006, before leaving a 

year later to concentrate on her work with grassroots 

communities. 

RD Adi Sariaatmadja Commissioner Indonesian citizen, 36 years old.

Appointed as a Commissioner in 2021. Currently, he also 

serves as the Vice Chairman at Elang Mahkota Teknologi 

(EMTEK) from 2017 and CEO at Kreatif Media Karya, a 

subsidiary of EMTEK Group from 2012. He had previous 

experience as Director at Plan B Media Pte. Ltd. (2015-

2017).

Lau Eng Boon Commissioner Singaporean citizen, 62 years old.

Appointed as a Commissioner in 2019. Currently, he also 

serves as Head of Portfolio Investment at GIC Private 

limited since 2010. He had previous experiences as CEO 

at Telus International (2009-2014), VP of Operations at 

Honeywell Asia (1996-2010), and Manager at Accenture 

(1992-2996).

Zhang Lu Commissioner Chinese citizen, 39 years old.

Appointed as a Commissioner in 2020. Currently, he also 

serves as Investment Director at Ant Group since 2014. 

Previously, he worked at Ernst & Young (2004-2014) with 

his final position being a Senior Manager.
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Figure 16: Bukalapak's Board of Directors as of Jul 2021 

 
   SOURCES: CGS-CIMB RESEARCH, COMPANY REPORTS 

 

 

Shareholding structure  

Bukalapak’s controlling shareholder is EMTK, a technology, telecommunication, 

and media conglomerate group in Indonesia. Based on the disclosure in 

Bukalapak’s prospectus, adjusted for IPO proceeds, EMTK will own a 23.9% 

stake in Bukalapak post-IPO.  

According to EMTK’s latest financial statement in 1Q21, it owned a 49% stake in 

DANA (e-wallet) and is 4.6%-owned by Grab (SEA super-apps). Grab also holds 

a 39.2% stake in OVO, another e-wallet. 

Bukalapak’s second-biggest shareholder is API (Hong Kong) Investment Ltd, a 

subsidiary of tech giant Ant Group, which will own a 13.05% stake in Bukalapak 

post-IPO (Source: Bukalapak’s prospectus). Ant Group is an affiliate company of 

Alibaba Group which also owns Lazada (#4 e-commerce player in Indonesia 

based on monthly visitors) and has the second-highest shareholding in 

Tokopedia (the #1 player). 

Bukalapak’s third-biggest shareholder is Archipelago Investment Pte Ltd, a 

Singaporean private equity firm; it will have a 9.45% stake post-IPO (Source: 

Bukalapak’s prospectus). The three founders of Bukalapak, i.e. Achmad Zaky, 

Fajrin Rasyid and Nugroho Herucahyono will have a 4.32%, 2.64%, and 2.08% 

stake, respectively, in the company post-IPO (Source: Bukalapak’s prospectus). 

The company also has a management and employee stock option plan (MESOP) 

which was approved in its AGM on 30 Apr 2021. Under the programme, 

Bukalapak will issue up to 4.91% of paid-in capital post-IPO in MESOP. 

Name Position Background

Muhammad Rachmat 

Kaimudin

President Director Indonesian citizen, 42 years old.

Appointed as CEO in January 2020. His last position 

before joining Bukalapak in 2018 was the Director of 

Finance and Planning at Bank Bukopin. Previously, he 

also served as the Managing Director at Semen Bosowa 

Maros (2016-2018), CFO at Bosowa Corporindo (2014-

2018), and Vice President at Baring Private Equity Asia 

(2012-2014). He started his career at Boston Consulting 

Group (2003-2006) with his final position being a Senior 

Associate.

Teddy Nuryanto Oetomo Director Indonesian citizen, 40 years old.

Appointed as President in 2020. He has been in the 

company since 2018 and previously acted as the Chief 

Strategy Officer. Prior to joining Bukalapak, he had 

experiences in Schroders (2015-2018) as the Head of 

Intermediary Business and a long career in Credit Suisse, 

with his final position being Director of Equity Research in 

2014.

Willix Halim Director Indonesian citizen, 33 years old.

Appointed as Chief Operating Officer in 2016. Currently, he 

also serves as a board member at Vidio, a video streaming 

company. He had previous experience as Senior Vice 

President of Growth at Freelancer.com (2011-2016). 

Natalia Firmansyah Director Indonesian citizen, 45 years old.

Appointed as Chief Financial Officer in 2018. She had 

previous experiences in Novartis (2001-2008; 2012-2018) 

and Johnson & Johnson (2008-2009) with her final 

positions being Country CFO and Financial Services 

Manager, respectively.
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Figure 17: Bukalapak’s post-IPO ownership 

 
   SOURCES: CGS-CIMB RESEARCH, COMPANY PROSPECTUS 

 
 

Figure 18: Bukalapak’s funding 

 
   SOURCES: CGS-CIMB RESEARCH, COMPANY REPORTS 

 

 

Date Funding Round Proceeds (US$m) Investors

Apr 21 VC round 400 UBS, Resorts World, Star AA Ventures

Apr 21 Series G 234 Microsoft, GIC, Emtek, Naver, SC Ventures 

Jan 21 Series G 200 Standard Chartered Bank

Nov 20 Series G 100 Microsoft, GIC and 1 other 

Dec 19 VC round n.a. 500 Startups

Oct 19 Series F n.a. Shinhan Financial Group, Emtek

Jan 19 Series E extension 50 Naver and Mirae Asset

2018 Series E n.a. Ant Financial

Nov 17 Series C n.a. n.a.

Feb 15 Series B n.a. 500 Startups, Emtek

Feb 14 Series A n.a. 500 Startups , Emtek, Aucfan, Strive

Sep 12 Seed n.a. Strive

Jul 11 Seed n.a. Batavia Incubator
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ESG at a glance   

ESG in a nutshell        
 

 

Bukalapak has adapted several UN Sustainability Development Goals (SDGs) in its ESG initiatives. The company highlights 
social aspects of its mission, which is to empower MSMEs by promoting tech inclusion and providing fair access to capital and 
infrastructure. Its peers GoTo (Gojek-Tokopedia) and Sea Ltd (parent company of Shopee) have more ESG initiatives and 
better disclosures, especially on the environmental aspect. However, we are of the view that Bukalapak is on the right track to 
improve its ESG performance over time and has shown its commitment in doing so. 

 

Keep your eye on Implications 

Data security issue 

 

 

 

 

 

 

Packaging waste 

A successful data breach targeting users’ personal information 

can destroy users’ trust and has a detrimental effect on the 

company’s reputation. Bukalapak has implemented a multi-

layered cybersecurity system and continues to renew it. The 

company also keeps reminding its users to routinely change 

their passwords, activate two-step verification, and take other 

precautions. Thus, we are of the view that as long as the 

company maintains sufficient safety measures, it will reduce 

the likelihood of reputational risks.  

Physical goods sold from third-party sellers to customers 

produce a lot of plastic waste which is harmful to the 

environment. We think Bukalapak has not incorporated any 

noticeable initiatives to cut plastic usage while global peer 

Amazon has recently doubled down on its efforts in reducing 

plastic waste by asking vendors to adopt new packaging 

standards and threatening to fine them if they do not comply. If 

the environmental issue regarding packaging waste in e-

commerce industry materialises, we believe the company will 

have to allocate more resources to resolve it. 
  

ESG highlights Implications 

The company’s social and governance aspects are above 

peers while its environmental aspect is below peers, in our 

view. 

Bukalapak prides itself on being an e-commerce company that 

empowers local communities and has ambitious goals to solve 

capital, infrastructure, and financial inclusion problems in 

Indonesia. Its large network of MSME partners which mostly 

consist of traditional mom-and-pop stores beyond tier-1 cities 

serves as evidence of the company’s mission. It also has more 

diverse board members as c.22% of its board members are 

female vs. GoTo and Sea Ltd’s nil. Furthermore, 37% of its 

employees and 42% of its senior leaders are also female. 

However, the company only adapts UN SDGs relating to social 

and government aspects while its competitor GoTo has 

incorporated all aspects including environment. The latter has 

also committed to producing zero waste by 2030 by enabling 

access to alternative packaging for merchants via GoFresh 

marketplace and providing reusable delivery bags for drivers. 
  

Trends Implications 

The Covid-19 pandemic has resulted in a significant jump in 

e-commerce penetration and digital literacy among 

Indonesians, with many people shifting from offline shopping 

to online shopping.  

E-commerce players are making their way to tap the warung 

communities, especially beyond tier-1 cities, and many 

engage in the social aspect by improving the communities’ 

standard of living. 

We think the shift in consumer’s behaviour to online shopping 

is favourable to Bukalapak’s marketplace business and higher 

digital literacy will further benefit its Mitra Bukalapak business 

as mitras can adapt sooner to utilise the company’s app. 

With competitors starting to enter the warung communities, 

Bukalapak as the first mover has to keep up its efforts to 

develop its mitras’ wellbeing besides the usual business 

partnership to maintain its position. 
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INDUSTRY OVERVIEW 

E-commerce: strong growth outlook   

Indonesia is the largest and most populous country in Southeast Asia with 

270.2m people in 2020 (source: Bureau Central Statistics or BPS). This, coupled 

with a growing middle class, has been the key driver for the growth of the retail 

and e-commerce industry in Indonesia. Total retail sales in Indonesia reached 

US$140.9bn in 2020 (source: Frost & Sullivan). Indonesian retail sales saw a 

4.7% CAGR in 2017-19, were hit by the pandemic in 2020, but are on track to 

deliver an 8% CAGR in 2020-25F to US$210.5bn. Frost & Sullivan expects e-

commerce sales to grow faster at a 20% CAGR over the same period, 

suggesting its vast potential. 
  

Figure 19: Indonesia’s middle-class population is expected to 

form more than half of its total population by 2030F 

Figure 20: Growth of e-commerce sales over the next five years 

expected to outpace that of total retail sales  

  
   SOURCES: CGS-CIMB RESEARCH, BCG    SOURCES: CGS-CIMB RESEARCH, FROST&SULLIVAN 

  

Indonesia was a latecomer in e-commerce but the lockdowns and social 

distancing measures due to Covid-19 has accelerated the growth in online 

transactions. Indonesian e-commerce only accounted for 5.6% of total retail 

sales in 2017, according to Frost & Sullivan. Thanks to the pandemic, the figure 

jumped to 21.7% in 2020, placing Indonesia in fourth place in terms of e-

commerce penetration rate, ahead of the US’s 15%, and after China’s 30%, 

South Korea’s 28.9%, and the UK’s 28.3% (Source: China National Bureau of 

Statistics, eMarketer). 

Though the figure may suggest a high penetration rate, the number of online 

shoppers in Indonesia is still small, at only 39.2m people or c.14% of population, 

much lower than China’s 782.4m people (54% of population). Some countries 

such as Singapore, Malaysia, Thailand, Japan and the US have as high as 70% 

of their population shopping online. The number of people who use the Internet 

in Indonesia also remains at 63% of the population in 2020, according to Frost & 

Sullivan. This implies a huge room for further e-commerce growth. Indeed, Frost 

& Sullivan expects Internet adoption to reach 84.2% by 2025F, resulting in 

Indonesian e-commerce GMV (gross merchandise value) to more than double 

from US$30.6bn in 2020 to US$75.8bn in 2025F. By then, e-commerce 

penetration rate should reach 35.9% (source: Frost & Sullivan). 
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Figure 21: Indonesia's e-commerce penetration rate has jumped 

in 2020, thanks to the pandemic which has changed consumer 

behaviour 

Figure 22: Indonesia is now at no.4 in terms of e-commerce 

penetration rate 

  
   SOURCES: CGS-CIMB RESEARCH, FROST&SULLIVAN    SOURCES: CGS-CIMB RESEARCH, EMARKETER, CHINA NATIONAL BUREAU OF 

STATISTICS 
  
  

Figure 23: Indonesia’s number of online shoppers as a % of 

population is still very low compared with neighbouring 

countries, suggesting huge growth potential 

Figure 24: As such, Indonesian e-commerce GMV is expected to 

more than double in 2020-25F 

  
   SOURCES: CGS-CIMB RESEARCH, ESHOP WORLD, STATISTA, JANIO ASIA, BANGKOK 

POST 
   SOURCES: CGS-CIMB RESEARCH, FROST&SULLIVAN 

  

 

Sizeable opportunity in the untapped MSME sector (O2O)   

In general, the e-commerce sector is divided into three business models – 

business-to-business (B2B), business-to-consumer (B2C), and customer-to- 

customer (C2C). In Indonesia, C2C e-commerce still commands the highest 

market share, at 37.8% of total e-commerce market by value in 2017, according 

to Research and Markets (the world’s leading source for international market 

research and market data), as indicated by its two biggest e-commerce players 

Tokopedia and Shopee which focus on the C2C business. Meanwhile, the B2C 

segment commands the second-largest market share at 35.8%, leaving the B2B 

segment with 26.4%. This B2B e-commerce market in Indonesia is incredibly 

small compared with countries such as Malaysia at 85% in 2020 (Source: 

Kearney), Thailand at 47.8% in 2018 (Source: Statista), and China at 66.4% in 

2019 (Source: Statista).  

Given the relatively underpenetrated state of Indonesia’s B2B e-commerce 

market, Frost & Sullivan forecasts this market will grow at a 59% CAGR in 2017-

22F, around twice the growth rate of its B2C e-commerce over the same period. 
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Figure 25: Indonesia’s e-commerce market breakdown in 2017: 

C2C takes the largest share 

Figure 26: In 2017, Indonesia’s B2B e-commerce was relatively 

small vs. those of neighbouring countries 

  
   SOURCES: CGS-CIMB RESEARCH, RESEARCH AND MARKETS    SOURCES: CGS-CIMB RESEARCH, FROST&SULLIVAN, STATISTA, KEARNEY 

  

Online-to-offline (O2O) is another e-commerce business model whereby e-

commerce players connect their online platform to offline stores. The targets in 

this case are the MSMEs. According to Frost & Sullivan, this business model 

started to gain traction in 2017, when e-commerce players started to introduce 

their mitra business, focusing on the mom-and-pop stores. 

Indonesia has 3.5m mom-and-pop stores, which are part of its 64.6m MSMEs, 

which in turn account for 80% of Indonesian retail sales in 2020, according to 

Euromonitor. The MSME segment itself plays a critical role in the Indonesian 

economy, accounting for 97% of the country’s total workforce and 60% of GDP 

in 2020 (source: Frost & Sullivan). While this segment provides a huge 

opportunity for any company targeting the segment, the segment itself faces 

many challenges, in our view. 

The Ministry of Trade has highlighted at least two problems in the MSME 

segment in Indonesia. The current supply chain for MSMEs is highly inefficient 

due to multiple parties acting as middlemen. This resulted in a higher inventory 

cost for MSMEs. Thus, they are unable to compete with bigger players in terms 

of pricing. They also have limited access to capital which hinders them from 

increasing their business capacity and competitiveness. Regardless, Frost & 

Sullivan still projects the MSME market size to grow by 7% CAGR over 2020-

25F to US$587.5bn in 2025F. The sector should thus contribute 66% to 

Indonesia’s GDP by then. 

As the MSME market size is likely to grow, we expect the same trend for the 

O2O market, driven by a higher digital adoption among the MSMEs. Frost & 

Sullivan projects the O2O market size to grow by 69% CAGR in 2020-25F to 

US$55.4bn. Indeed, the pandemic has accelerated digital adoption among the 

MSMEs. Frost & Sullivan estimates c.16% of Indonesian MSMEs have used 

technology as part of their business management per Jan 21. 
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Figure 27: Frost & Sullivan expects the number of MSMEs in 

Indonesia to grow as a result of increased consumer confidence  

Figure 28: Value of MSME is thus expected to increase as well, 

contributing significant to the country's GDP 

  
   SOURCES: CGS-CIMB RESEARCH, FROST&SULLIVAN    SOURCES: CGS-CIMB RESEARCH, FROST&SULLIVAN 

  
 

Figure 29: Thanks to the growing MSME segment and its higher digital adoption, O2O 

market size in Indonesia is expected to grow by 69% CAGR in 2020-25F 

 
   SOURCES: CGS-CIMB RESEARCH, FROST&SULLIVAN 

 

 

Ex-tier-1 cities to drive e-commerce sales growth   

We have mentioned above that the number of people who use the Internet in 

Indonesia (according to Frost & Sullivan) has reached 63% of the population in 

2020. Yet, according to Statista, in 2019, the number only reached 34% in the 

rural areas — meaning that the penetration rate is low beyond tier-1 cities. 

Based on the breakdown for Internet users by area according to Association of 

Indonesian Internet Service Providers (APJII), the bulk of Internet users are in 

Java and Sumatra islands, at 79% in 2020 while the remaining islands account 

for only 22%. 
 

Figure 30: Differences between tier-1 and ex-tier-1 cities in e-commerce usage 

 
* is represented by Java and Sumatera island 

** is represented by Jakarta   

 SOURCES: CGS-CIMB RESEARCH, INDONESIA NATIONAL BUREAU OF STATISTICS, STATISTA, INDONESIA INTERNET 
SERVICE PROVIDER ASSOCIATION, SIRCLO, FROST&SULLIVAN 
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The still-low Internet penetration rate in ex-tier-1 cities led to the 

underpenetrated e-commerce rate in the said areas. According to a research 

study conducted by management consulting firm Kearney in Mar 21, e-

commerce penetration rate in tier-1 cities has reached 55% while the penetration 

rates in tier-2 and tier-3 cities have only reached 38%. Frost & Sullivan expects 

that ex-tier-1 cities, supported by increased digitalisation and improved Internet 

and physical infrastructure, to see higher e-commerce activity, and their 

contribution to total e-commerce GMV would rise from 30% in 2020 to 48% in 

2025F. Based on the expectation that total GMV in Indonesia will grow from 

US$30.6bn in 2020 to US$75.8bn in 2025F, with ex-tier 1 cities' contribution 

jumping from 30% to 48%, the value of their contribution would hence jump from 

US$9bn to US$37bn, a four-fold increase. In comparison, tier 1 cities' GMV is 

projected to jump from US$21bn to US$39bn (two-fold increase) – this implies 

that GMV growth in ex-tier 1 cities would be double that of tier-1 cities. 
 

Figure 31: Ex-tier-1 cities are expected to contribute to a higher e-commerce GMV in 

2025F 

 
   SOURCES: CGS-CIMB RESEARCH, FROST&SULLIVAN 

 

 

Some consolidation in Indonesia’s e-commerce marketplace   

There are numerous e-commerce players in Indonesia but the market has 

somehow consolidated into five dominant players, which together contributed 

c.76% to total e-commerce retail sales value in 2020, according to Euromonitor. 

Tokopedia leads the retail sales value at 36% market share, followed by Shopee 

at 20%, Bukalapak at 11%, Lazada at 6%, and Blibli at 2% (refer to Fig 4). The 

pecking order is similar in terms of monthly visits as of 1Q21 based on iPrice 

(Fig 3), though we see monthly visits for the top two players, Tokopedia with 

135m and Shopee with 127m, far exceed those of the other players – 

Bukalapak’s 34m, Lazada’s 31m, and Blibli’s 20m. 

However, based on GMV per average monthly visits in 2020, Bukalapak actually 

leads at US$182, followed by Tokopedia at US$176, Lazada at US$171, and 

Shopee at US$145. We note that Bukalapak and Tokopedia’s customers are 

mostly men looking for mobile and electronics products thus the higher GMV per 

visit. Meanwhile, Lazada and Shopee’s customers are mostly women looking for 

fashion goods and accessories at a cheaper price and lower delivery fee, thus 

the lower GMV per visit. 
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Figure 32: Bukalapak may be behind peers in terms of GMV and average monthly 

visits, but its GMV/average monthly visit in 2020 is the highest vs. peers, as shown 

below 

 
   SOURCES: CGS-CIMB RESEARCH, MOMENTUM WORKS, IPRICE, COMPANY REPORTS 

 
 

Figure 33: Indonesia’s e-commerce map 

 
   SOURCES: CGS-CIMB RESEARCH  
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Figure 34: Differentiation among the top three e-commerce players 

 
   SOURCES: CGS-CIMB RESEARCH, EIQ CONSUMER PULSE, COMPANY REPORTS 

 

Specifically, in the B2B segment, there are players like Mbiz (backed by Lippo 

Group), GudangAda, Ralali.com, Bhinneka.com, etc. that focus more on the e-

procurement business, which is similar to what BPI does. Their client base 

ranges from government to corporations and small business owners. 

In the O2O segment, Bukalapak via its Mitra Bukalapak was an early mover but 

many leading technology companies have also started to enter the segment, e.g. 

GoTo via GoToko and Mitra Tokopedia, Shopee via Mitra Shopee, and Grab via 

GrabKios. GrabKios, previously Kudo, focuses on financial services, including 

offering microinsurance, cash loan, and QRIS as a payment method. GrabKios 

also allows mom-and-pop shops to offer virtual products for sale to customers as 

an additional income, but not physical SKUs. GoToko and Mitra Tokopedia have 

models that are similar to Mitra Bukalapak’s, in which they allow mom-and-pop 

shops to sell virtual products and source the physical SKUs from their FMCG 

counterparts via their apps. Meanwhile, Shopee’s services on Mitra Shopee are 

limited to selling virtual products only. 

Some players also offer services such as inventory management, capital loan, 

and bookkeeping system. We note that Bukalapak offers the highest number of 

services to its mitras vs. peers. 
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Figure 35: Mitra Bukalapak offers a more complete service vs. peers 

 
   SOURCES: CGS-CIMB RESEARCH, COMPANY REPORTS 

 

 

A SUCCESSFUL O2O PLATFORM 

Mitra Bukalapak as its key driver  

Unlike other e-commerce players, which focus on the C2C business, Bukalapak 

differentiates itself by focusing on the B2B business, targeting the small mom-

and-pop stores (via O2O) and the ex-tier-1 cities. The company said that due to 

this strategy, it has less than 20% customer base overlap with the bigger e-

commerce players such as Tokopedia and Shopee, meaning it plays on a 

different field vs. peers. Some 70% of its TPV and 75% of its transactions during 

2020 come from ex-tier-1 cities, suggesting its focus in these areas. According 

to Frost & Sullivan, Bukalapak is the leading e-commerce player beyond tier-1 

cities at 35% market share in 2020. 
 

Figure 36: The number of users at Bukalapak’s market place and Mitra Bukalapak 

have grown robustly in the past three years 

 
   SOURCES: CGS-CIMB RESEARCH, COMPANY REPORTS 

 

As mentioned above, the MSME market provides huge opportunities to 

Bukalapak given its significant contribution to the country’s economy. E-

commerce growth in ex-tier-1 cities is also expected to grow twice as fast vs. in 

tier-1 cities, which should drive Bukalapak’s mitra segment. Mitra Bukalapak’s 

net revenue has grown from 5% in 2018 to 15% of total in 2020 and Bukalapak 

expects the contribution to continue to grow going forward. 

Bukalapak plans to have its O2O services expanded to other offline businesses, 

such as stores selling clothing, electronic accessories, motorcycle parts, 

restaurants, etc., which should support its Mitra Bukalapak’s sales in the future. 

The recent collaboration between EMTK and Grab to digitalise the MSME 

segment in Indonesia should also be supportive of Bukalapak’s mitra segment, 

as the latter is included within the ecosystem. Frost & Sullivan projects e-

warung’s market size to grow from US$4bn in 2020 to US$36bn in 2025F, 

2018 2019 2020

Marketplace

No of users (m) 32.4                                     84.3                            104.9                              

Growth YoY, % 160% 24%

Annual transacting users 9.3                                       13.6                            16.6                                

% 28.7% 16.1% 15.8%

Mitra

No of mitra (m) 1.3                                       3.4                             6.9                                  

Growth YoY, % 162% 103%

Annual transacting mitra 0.7                                       1.6                             3.6                                  

% 53.8% 47.1% 52.2%
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implying growth of 65% CAGR, to be driven by more mom-and-pop stores going 

digital as well as more unbanked population using the service provided in O2O 

platforms. Bukalapak, with its network of 8m mitras as at Jul 2021, only covers 

12.4% of Indonesia’s MSME market, vs. the government’s target of 30m 

digitalised MSMEs by 2024. This suggests that there is still huge room for 

growth, in our view. 
 

Figure 37: E-warung market size is projected to grow at a 65% CAGR in 2020-25F 

 
   SOURCES: CGS-CIMB RESEARCH, FROST&SULLIVAN 

 

We have mentioned above that there are several other e-commerce players 

targeting this mitra segment as well, but we believe that Bukalapak benefits from 

being an early mover. Bukalapak has built a strong relationship with mitras and 

local distribution centres in the past four years, while its competitors have only 

been around in the past 2-3 years. The company also covers 28 provinces in 

Indonesia, and we expect peers to lag behind in terms of areas covered. 

Indeed, findings from our channel check suggest that its peers’ mitra coverage is 

still limited at certain cities as they are latecomers. In our view, this gives 

Bukalapak room for growth, primarily in the ex-tier-1 cities. Bukalapak also 

provides the widest service options for mitras (refer to Fig 35); we think this 

should contribute to its high mitra retention rate. 

FMCG companies also apply floor pricing to their products. This creates a 

barrier of entry to new entrants should they wish to grab market share by 

engaging in a price war, which adds to Bukalapak’s advantages given that it 

already has a strong presence among mom-and-pop stores. In 2018-20, 

Bukalapak managed to grow its TPV from the mitra business and in ex-tier-1 

cities despite the emergence of new competitors. 
  

Figure 38: Mitra’s TPV contribution continues to grow Figure 39: Its TPV contribution in ex-tier-1 cities also expanded 

  
   SOURCES: CGS-CIMB RESEARCH ESTIMATES, COMPANY PROSPECTUS    SOURCES: CGS-CIMB RESEARCH, COMPANY PROSPECTUS 
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We view Bukalapak’s initiatives to enter the B2B segment first as positive in 

helping its marketplace business as the former typically has a higher consumer 

acquisition cost (CAC). Indeed, the company sees that the growth of its Mitra 

network has also resulted in an increase in consumer conversions to its 

marketplace, as it offers initiatives, i.e. loyalty and referral programmes, to 

increase cross-selling from offline channels to its C2C model.  

We thus project Mitra Bukalapak to remain the company’s growth driver, with its 

net revenue contribution reaching 47% in 2023F from 15% in 2020, or 125% 

CAGR (vs. 2018-20’s CAGR of 266%), underpinned by the company’s strategy 

to focus on the MSME segment. Bukalapak noted that not all of its mitras have 

utilised its virtual products and hence, it believes it will still able to grow its 

market share from its existing mitras. 

 

Potential synergy with EMTK-Grab in financial services  

E-commerce globally has shifted towards partnering with or acquiring offline 

banking players to enter the retail banking space, turning themselves into a hub 

for physical goods as well as everyday banking needs. These financial services 

are essential for e-commerce companies operating in countries with little access 

to credit, i.e. Indonesia, as 66% of the population is unbanked as at 2020 

(source: Grab). 

Bukalapak currently has no related parties in financial services. It lags behind 

peers such as Tokopedia and Shopee, who already have their own digital bank. 

That aside, EMTK/Grab are both looking to co-invest in digital banking (similar to 

peers) (Source: Deal Street Asia) which should provide synergies to Bukalapak’s 

micro business focus, such as providing working capital loans and deposit 

opportunities from its Mitra network. Currently, Bukalapak provides lending 

services to its mitras via Buka Modal and users via consumer loans, partnering 

with third-party lenders: finance and peer-to-peer (P2P) companies. More details 

below in Fig 41. 
 

Figure 40: Comparison on services and businesses among ecosystems – Bukalapak (within the Grab and EMTK ecosystems) lags 

in banking services 

 
   SOURCES: CGS-CIMB RESEARCH, COMPANY REPORTS 

 

 



 

 IT Services │ Indonesia 

 

 Bukalapak.com │ August 6, 2021 
 

 

 

 

24 
 

 

Figure 41: Details on Bukalapak's lending services 

 
   SOURCES: CGS-CIMB RESEARCH, COMPANY REPORTS 

 

Total loans in Indonesia reached Rp5,500tr in 2020, with the MSME market 

contributing 19% (Source: CEIC). We mentioned earlier that the MSME market 

contributed 60% to GDP in 2020, yet its loan-to-GDP ratio was only 7.07%. 

Working capital loans comprise c.60% of total loans as of Apr 2021, suggesting 

that borrowers tend to take out loans for business purposes rather than personal 

consumption. This is why we believe Bukalapak’s financial services stand out vs. 

peers, with its exposure to the Mitra business, which may use its lending 

services for working capital needs. Given that Bukalapak acts as an MSME 

online distributor, it can develop a credit scoring method by observing mitra’s 

behaviour and utilising its knowledge on mitra’s sales to assess their loan 

eligibility. 

Our Indonesia banking analyst, Yulinda Hartanto, estimates that digital banking 

penetration in Indonesia could reach 0.5% in 2021F and expand to 1.7% in 

2023F, forecasting a 99% CAGR from 2020. Within digital loans, ‘merchant 

lending’ is likely to hold 19.2% market share in 2021F and reach 19.9% in 2023F, 

as per our banking analyst. Assuming Grab bank’s market share at 17.3% for 

digital loans in 2023F (from 2021F’s 8%), distributing 50% via Bukalapak, and 

Bukalapak receives a split fee of 4-5%, we estimate Bukalapak’s financial 

services contribution to net revenue could grow from 2.3% in 2021F to 8.7% in 

2023F. We believe financial services thus has the potential to offer significant 

upside to Bukalapak’s fee-based income. 

This is also positive for the company’s take-rate, as it would be able to monetise 

services, increasing its Mitra take-rate. We expect financial services to improve 

Mitra’s take-rate from 0.1% in 2021F to 0.3% in 2023F. 

 

A clearer path to profitability  

E-commerce companies tend to burn money for the highest GMV as a metric. 

However, in principle, all companies seek to make a profit. E-commerce players 

globally have also started to conserve cash as investors are concerned about 

returns. The breakeven era for e-commerce players may come sooner than 

expected, and Bukalapak targets to be the first e-commerce player in Indonesia 

to break even. 

Bukalapak’s business model allows the company to continue to grow in a 

financially sustainable way without the need to ‘burn money’ given that O2O 

businesses typically have a lower burn rate vs. other channels (as the company 

would not need to provide subsidies, i.e. free delivery, to attract mitra). This O2O 

business model also allows Bukalapak to grow its marketplace business through 

cross-selling (as mentioned above) and is thus able to increase TPV while at the 

same time lowering CAC. We believe this gives Bukalapak an advantage over 

peers. In 2018-20, Bukalapak’s CAC declined 64% from 2018’s Rp221.6k 

(US$16) to 2020’s Rp79.4k (US$6), making it the cheapest CAC vs. peers. 

However, total TPV grew at a 73% CAGR over the same period; the number of 

users and annual transacting users in its marketplace also grew by an 80% and 

Type of loan Credit limit Interest rate Partnership

Capital loan

BukaModal

- BukaModal is only available for sellers 

that have been active for a minimum of 3 

months and have monthly sales above 

Rp1m

- BukaModal automatically allocate a 

portion of sellers' sales to lender partner

Consumer loan

Kredit Multiguna: Home Credit, Asetku, 

Kredit Pintar

Kredivo

Akulaku

- BukaModal: Rp2bn

- Kredit Multiguna: Home Credit (Rp6m), 

Asetku (Rp1m), Kredit Pintar (Rp2.3m)

- Kredivo: Rp3m

- Akulaku: Rp10m

- BukaModal: depends on Bukalapak's 

partners, loan tenor ranges between 3-24 

months

- Kredit Multiguna: Home Credit 

(2.99%/month + Rp5,000/month for 6-12 

months), Asetku (7.9% of total 

transaction for 2-3 months), Kredit Pintar 

(10-15% of total transaction for 2-3 

months)

- Kredivo: 0% for 30 days, 2.95%/month 

for 3-12 months

- Akulaku: 2.95%/month for 3-12 months

- BukaModal: Koinworks, Modalku, 

Investree, Mandiri, Akseleran

- Kredit Multiguna: Bussan Auto Finance, 

Home Credit, Asetku, Kredit Pintar 

Indonesia
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34% CAGR respectively (Fig 36). In addition, the company was able to reduce 

selling and marketing (S&M) expenses in 2018-20 by  24% CAGR, thus 

improving contribution margin (gross profit–S&M expenses) and EBITDA loss 

per order. 
  

Figure 42: Bukalapak’s CAC has declined in the past three years Figure 43: Bukalapak has been able to grow TPV while lowering 

burn rate  

  
   SOURCES: CGS-CIMB RESEARCH, COMPANY REPORTS    SOURCES: CGS-CIMB RESEARCH ESTIMATES, COMPANY REPORTS 

  

 

Figure 44: Bukalapak’s CAC is the lowest  among peers (2020) 

 
   SOURCES: CGS-CIMB RESEARCH, STATISTA, COMPANY REPORTS 

 

  

Figure 45: Bukalapak’s contribution margin has improved in the 

past three years and we expect it to break even by 2022F  

Figure 46: EBITDA loss per order is also expected to improve 

  
   SOURCES: CGS-CIMB RESEARCH ESTIMATES, COMPANY REPORTS    SOURCES: CGS-CIMB RESEARCH ESTIMATES, COMPANY REPORTS 

  

Bukalapak’s contribution margin has improved from –Rp1.7tr in 2018 to –

Rp291bn in 2020. EBITDA loss per order has also improved in the past three 

years, meaning the company is on the right track to turn a profit. This improved 

cost structure should bode well for the company, in our view, and we expect its 

contribution margin to be in the black in 2022F and EBITDA loss per order to 

narrow further. 

As a comparison, it took 11 years for Alibaba to turn a profit. 
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SWOT ANALYSIS 

Strengths 

- A market leader in the B2B segment with 39% market share in e-warung 

network in 2020, as per Frost&Sullivan. 

- Strong presence in ex-tier-1 cities, with its TPV contributing 70% in 2020. 

- Synergy with Grab and EMTK ecosystem, another super app in Indonesia. 

Weaknesses 

- Weak presence in the C2C segment as the biggest e-commerce sector. 

- Still a laggard in technology development (i.e. user interface) compared to 

peers. 

Opportunities 

- Low e-commerce penetration in Indonesia, primarily in ex-tier-1 cities. 

- Consumer preference shifting from offline to online shopping. 

- Opportunities to tap into other digital services businesses. 

- Increasing Internet penetration and accessibility. 

- Improving logistics. 

Threats 

- Intensifying competition in the B2B segment which could result in Bukalapak 

losing market share or lower profitability to protect market share. 

- Stricter regulations to hinder one e-commerce players’ domination 

- Aggressive promotions by new entrants.  

 

RISKS 

Intensifying competition with other e-commerce players  

E-commerce players in Indonesia are backed by investors with deep pockets 

that are willing and have the ability to burn money (i.e. offer promotions) to 

secure market share. Tokopedia, the market leader, is backed by a few names 

e.g. Softbank, Sequoia, Alibaba Group, etc. while the number two player, 

Shopee, is owned by Sea Ltd that has Tencent among its biggest shareholders 

in addition to its profitable gaming business, i.e. Garena. If these two companies 

(or other e-commerce players) decided to lengthen their cash burn period, this 

could negatively impact Bukalapak’s market share and take-rate and thus, 

profitability matrix. 

 

Limited pricing power  

In order to provide SKUs to Mitra, Bukalapak still relies on partnerships with 

FMCG players in Indonesia. Bukalapak not only competes with other e-

commerce players in the same field, but also with offline distributors. This may 

create limited pricing power for Bukalapak as it would have to maintain 

competitive pricing in order for its mitra to remain loyal as the company does not 

have an exclusive partnership. Indeed, based on our channel checks, some 

Mitras have experienced an increase in physical product prices sourced from 

Bukalapak compared to previously, which resulted in the company shifting some 

SKUs sourced from offline distributors. We found that some mitras have Mitra 

Bukalapak apps and several offline distributors, and make purchases based on 

whichever is cheaper. 

 

Dependent on third-party logistics providers and distributors 

 
In delivering and storing products for third-party sales, Bukalapak relies on third-

party logistics providers, especially last-mile delivery providers and warehouses 

owned by FMCG principals or wholesalers. The reason for this is economies of 
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scale and lack of capital investment which could lead to lower cost. However, if 

the third-party logistics providers and distributors increase their service costs 

significantly, Bukalapak may have to keep their prices competitive by offering 

higher subsidies to customers or mitras, which could lead to higher costs for the 

company, impacting profitability. In addition, the dependency on third-party 

logistics providers and warehouses could include further risks, e.g. leakage of 

customers’ data, loss of in-house logistics and storage capabilities, and third-

party providers’ margin offsetting any cost savings. 

 

Regulatory risks  

According to a news report in Beritasatu.com, as of Apr 2021, the Ministry of 

Trade was finalising a regulation designed specifically to promote fair and 

healthy competition among e-commerce players in Indonesia. This regulation is 

similar to China’s antitrust guidelines and a result of rising concerns over 

predatory pricing practices such as excessive discounts that are deemed 

harmful to offline SMEs. Though it has not been finalised, the regulation may 

require online platforms that sell imported goods to be subject to similar rules as 

offline merchants which sell locally-made products. For instance, if offline 

merchants require distribution permits, then online merchants may require them 

too. While this regulation may not impact Bukalapak for now (as the company 

does not import products), we believe any changes in government regulations 

could impact Bukalapak’s business operations. 

 

FORECASTS AND ASSUMPTIONS 

TPV projected to grow by a 41% CAGR in 2020-23F  

We forecast Bukalapak’s net revenue to grow at a 53% CAGR in 2020-23F (vs. 

115% CAGR in 2017-20), driven by TPV growth of 41% CAGR. Based on our 

assumption, Bukalapak’s GMV share to e-commerce sales in 2023F (assuming 

TPV:GMV of 0.9:1) should grow from 16% in 2020 to 27%, representing 1.4% of 

Indonesia’s nominal GDP (vs. 2020’s 0.6%). 
 

Figure 47: Revenue assumptions 

 
   SOURCES: CGS-CIMB RESEARCH ESTIMATES 

 

 

Marketplace 

We project Bukalapak’s marketplace TPV to deliver a 20% CAGR in 2020-23F, 

supported by the higher conversion from its Mitra business. We forecast a 15% 

CAGR for gross orders, and a 4% CAGR for basket size (TPV per order). 

Compared to peers, Bukalapak had a low marketplace take-rate at 1.7% in 2020 

(vs. Alibaba’s 2-3%, Shopee’s 7%). We believe this is due to its seller mix, which 

is largely made up of regular merchants (91% in 2020) that do not pay 

commission fees. Shopee has a high take-rate percentage as the company 

charges commission fees to regular merchants. Shopee also monetises its 

subsidy, i.e. sellers that join the free delivery programme have to pay a certain 

percentage to Shopee, unlike Bukalapak; hence the latter’s low take-rate. We 

2021F 2022F 2023F

Total TPV (Rp bn) 120,404                                175,675                          239,095                          

Marketplace

TPV (Rp bn) 74,640                                  93,300                            107,295                          

Gross orders (m) 344                                       412                                 474                                 

TPV per order (Rp) 217,140                                226,188                          226,188                          

% of TPV (take rate) 1.9% 2.1% 2.3%

Mitra

TPV (Rp bn) 45,764                                  82,375                            131,800                          

Gross orders (m) 380                                       607                                 911                                 

TPV per order (Rp) 120,579                                135,651                          144,695                          

% of TPV (take rate) 1.3% 1.5% 1.7%
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believe Bukalapak has room to improve its take-rate to catch up with peers, 

though we conservatively assume it would only reach 2.3% in 2023F, resulting in 

marketplace net revenue growth of 34% CAGR (vs. 2018-20’s 94%). 

 

Mitra 

Bukalapak will continue to focus on the Mitra segment as the company believes 

the market has significant opportunities and is underserved. As such, we 

forecast Mitra’s TPV to grow at a much faster rate vs. its marketplace business, 

at a 79% CAGR in 2020-23F (vs. 2018-20’s 105%), driven by a 63% CAGR in 

gross orders and a 10% CAGR increase in basket size. Though this may seem 

aggressive, our assumption reflects flat market share in the e-warung segment, 

at 39% in 2020 and 2023F. 

Take-rate in this segment is much smaller than the marketplace business, at 

0.9% in 2020, due to the nature of the business. However, compared to peers, 

i.e. Alibaba’s 5%, JD.com’s 4%, and Shopify 2.4%, Bukalapak’s B2B take-rate is 

still much smaller, which we attribute to intense competition. Given that other e-

commerce players have entered the segment and we think the company aims to 

preserve its market share, we expect Mitra Bukalapak’s take-rate to improve but 

slowly, reaching 1.4% in 2023F. Regardless, it could see upside from higher 

financial services contribution, in our view. Assuming financial services could 

improve Mitra’s take-rate by 0.1%/0.2%/0.3% in 2021/22/23F, Mitra’s take-rate 

could reach 1.7% in 2023F, resulting in net revenue CAGR of 125% (vs. 2018-

20’s 266% CAGR). There is upside risk to our estimates if the company is able 

to increase its take-rate. As of 1Q21, Mitra’s take-rate has improved to 1.5%. 

 

BPI 

Unlike other segments poised for robust growth, we project BPI net revenue to 

decline by a 4% CAGR in 2020-23F, from -20% net revenue growth in 2021F, 

flat growth in 2022F, and +10% growth in 2023F. In 1Q21, BPI’s net revenue fell 

43% yoy due to lower sales in health supply categories. 
  

Figure 48: Mitra’s TPV could outpace marketplace by 2023F, 

based on our projection 

Figure 49: Thus, Mitra’s contribution to total TPV could be 

significant vs. marketplace 

  
   SOURCES: CGS-CIMB RESEARCH ESTIMATES, COMPANY REPORTS    SOURCES: CGS-CIMB RESEARCH ESTIMATES, COMPANY REPORTS 
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Figure 50: We forecast net revenue CAGR of 53% in 2020-23F for Bukalapak, driven by 

a growing TPV and higher take-rate 

 
   SOURCES: CGS-CIMB RESEARCH ESTIMATES, COMPANY REPORTS 

 

 

Positive contribution margin in FY22F, profitable by FY24F  

Similar to other e-commerce businesses, Bukalapak has negligible cost of goods 

sold (COGS) as it only serves as a marketplace. Its COGS mainly comes from 

the BPI business, thus gross margin stood at 90% in 2020. We expect this to 

remain stable, or even improve, as the proportion of BPI to net revenue declines. 

The majority of costs comes from opex, primarily S&M expenses, at c.50-73% of 

opex in 2018-20. S&M expenses comprise vouchers, online to offline, features 

subsidy, payment channel, online and offline advertising, cost replacement as 

well as marketing campaigns. We project S&M expenses to grow at a CAGR of 

34% in 2020-23F to support the company’s long-term TPV growth, but 

percentage of total TPV should decline from 1.8% in 2020 to 1.5% in 2023F. 

This will improve contribution margins, which we expect to be in positive territory 

by 2022F (Fig 45). 

We project G&A expenses to remain stable at a 2% CAGR in 2020-23F. A large 

chunk of expenses is for Internet and data storage which accounted for 37% of 

G&A expenses and 41% of net revenue in 2020 (vs. Amazon’s 11% contribution 

to net revenue). In May 2021, the company entered into a partnership with 

Naver Corporation (Naver) where Naver purchased Bukalapak’s series G shares 

for US$10m in exchange for Bukalapak entering into a cloud storage agreement 

in hopes of reducing Internet and data storage expenses. We thus expect 

Internet and data storage contribution to G&A expenses to decline to 31% by 

2023F, or 11% of net revenue. 

Meanwhile, we forecast salary expenses to grow by a 6% CAGR in 2020-23F. 
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Figure 51: S&M expenses contribution to Bukalapak's opex Figure 52: On lower S&M expenses to TPV and stable G&A 

expenses, EBIT loss per order should improve  

  
   SOURCES: CGS-CIMB RESEARCH ESTIMATES, COMPANY REPORTS    SOURCES: CGS-CIMB RESEARCH ESTIMATES, COMPANY REPORTS 

  

In terms of improved opex as a percentage of net revenue and TPV, this should 

be positive for EBIT loss per order, which we expect to improve. We expect its 

Mitra business to break even in terms of EBIT loss per order by 2023F, though 

the marketplace business may take longer than that. All in, we project EBIT to 

trend upwards from 2020 onwards, from –Rp1.8tr in 2020 to –Rp749bn in 2023F. 

Post IPO, Bukalapak will receive fresh funds of Rp21.7tr, 34% of which will be 

used for its subsidiary’s working capital in 2021F according to its prospectus. 

The additional proceeds will result in interest income of Rp169bn-300bn in 2020-

23F (assuming 2% interest rate), which would account for 6-9% of net revenue 

in 2021-23F (vs. 1% in 2020). Regardless, the additional interest income may 

still not be enough to offset the EBIT losses, thus we expect Bukalapak to 

remain loss-making until 2023F but turn profitable by 2024F. We assume a tax 

rate of 22% in 2020-23F. 
  

Figure 53: EBIT margin should also show an improving trend Figure 54: We project Bukalapak to remain loss-making until 

2023F 

  
   SOURCES: CGS-CIMB RESEARCH ESTIMATES, COMPANY REPORTS    SOURCES: CGS-CIMB RESEARCH ESTIMATES, COMPANY REPORTS 
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company to remain asset-light and thus, may not invest heavily in fixed assets. 

Thus, we project FCF to improve in 2022-23F and expect the company to 

generate –Rp1.2tr FCF during this period, also boosted by improved profitability. 
 

Figure 55: Bukalapak’s FCF is set to improve going forward on improved profitability  

 
   SOURCES: CGS-CIMB RESEARCH ESTIMATES, COMPANY REPORTS 

 

 

Strong net cash position post IPO  

Bukalapak has zero debt, allowing the company to be in a net cash position. Any 

investments previously conducted were done via equity injection. In 2021F, we 

forecast Bukalapak to be in a net cash position of Rp15.4tr, a significant 

improvement from 2020’s Rp1.5tr post IPO proceeds. 
 

Figure 56: Bukalapak is in a net cash position 

 
   SOURCES: CGS-CIMB RESEARCH ESTIMATES, COMPANY REPORTS 

 

 

Expect no dividend payments  

We expect the company to remain loss-making until 2023F. Based on its 

prospectus, the company plans to distribute dividends in cash at least once a 

year. However, we believe this is subject to its profitability level and thus, we 

project no dividend payments until 2023F. 

This is common among e-commerce companies. Alibaba and Amazon, the two 

biggest e-commerce companies, have not distributed any dividends, despite 

being profitable. 
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Seasonality  

Similar to other businesses, Bukalapak also experiences seasonality, due to a 

combination of seasonal fluctuations in Internet usage and patterns in traditional 

retail. For example, sales are significantly higher in the fourth quarter of each 

calendar year than in the previous three quarters and during the Eid period, the 

timing of which fluctuates from year to year but currently falls in the second 

quarter. 

 

VALUATION AND RECOMMENDATION 

Initiate coverage with an Add rating and TP of Rp1,500  

We initiate coverage on Bukalapak with an Add rating and TP of Rp1,500, 

implying 76% upside potential from the current share price. Bukalapak may not 

be as big as its peers in terms of the online marketplace business, but we view 

its Mitra business as a unique proposition, which gives it a competitive 

advantage. Bukalapak is also a player in ex-tier-1 cities which is poised for faster 

GMV growth vs. tier-1 cities, which could lead to higher TPV growth vs. peers. 

We estimate Bukalapak’s TPV CAGR of 41% in 2020-23F, vs. peers’ average of 

30%. 

Bukalapak’s business model should also allow it to see a faster turnaround in 

profitability. The O2O business does not need as much burn rate as the C2C 

business, as the latter is still driven by promotions. Its O2O business has also 

proven that it can increase its conversion from offline to online marketplace, 

allowing the company to continue lowering CAC while growing TPV. Our 

assumptions suggest that Bukalapak should reach breakeven at the NP level by 

2024F.  

We derive our TP based on price/GMV adjusted to growth. The common 

valuation method used to value e-commerce companies is P/GMV. We are also 

adjusting for GMV growth, to be more conservative. Given that Sea Ltd has a 

much bigger GMV (due to its presence in multiple countries), we use a discount 

of 40% in our multiple for Bukalapak. Sea Ltd (Add, TP of US$315, CP US$294) 

is the only listed e-commerce player in Southeast Asia with presence in 

Indonesia and therefore provides a reasonable benchmark in our valuation 

exercise for Bukalapak, in our view. Sea Ltd trades at a FY22F price to adjusted 

GMV growth of 0.032x. Our TP thus implies 0.02x FY22F price to adjusted GMV 

growth. Average regional peers’ FY22F price to adjusted GMV growth is much 

higher at 0.054x even though they have slower GMV growth in 2020-2023F. Our 

TP implies 0.8x FY22F P/GMV (vs. Sea Ltd’s 1.2x). 

Based on our reverse DCF calculation, our TP of Rp1,500 implies that 

Bukalapak would deliver a LTG (long term growth rate) of 14% in 2030F 

onwards, which is twice the growth rate for retail sales in Indonesia, which is still 

attainable in our view.  

Downside risk is more intense competition and unfavourable regulatory risk. 
 

Figure 57: Valuation using FY22F GMV 

 
   SOURCES: CGS-CIMB RESEARCH ESTIMATES, COMPANY REPORTS 

 

 

FY22F P/growth adjusted GMV

Multiple 0.02                                                                        

GMV 195,186                                                                  

GMV CAGR 2020-23F 41.12                                                                      

Equity value (Rp bn) 154,087                                                                  

No of shares 103.06                                                                    

Equity value (Rp/share, rounded) 1,500                                                                      
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Figure 58: Regional comparison 

 
Data as of 3 Aug 2021    

SOURCES: CGS-CIMB RESEARCH ESTIMATES, COMPANY REPORTS 
 

 

Figure 59: Sector comparisons 

 
Data as of 5 Aug 2021    

SOURCES: CGS-CIMB RESEARCH ESTIMATES, COMPANY REPORTS, BLOOMBERG 

Note: Bloomberg consensus estimates for Non Rated companies  
 

 

 

Amazon.com Inc 2.2                                 n.a.

SEA Ltd 1.7                                 0.032

Jumia Technologies 1.9                                 n.a.

Meituan 1.6                                 0.106

Pinduoduo Inc 1.6                                 n.a.

Zalando SE 1.6                                 0.068

Average (all) 1.6                                 0.054

P/GMV adj. growth

(FY20-23F)

P/GMV (x)

FY22F
Company

FY21F FY22F FY21F FY22F

Bukalapak BUKA IJ Add 850         1,500        6,041        (68.7)     (99.3)     n.a. 41.5 26.4 -4.0% 0.5 0.011

Alibaba Group Holding Ltd 9988 HK Add 193         287          539,635     20.6      15.8      20.4% 3.8 3.1 19.2% n.a. n.a.

Amazon.com Inc AMZN US Add 3,355      3,900        1,691,865  54.7      43.2      28.8% 3.5 3.0 24.7% 2.3 n.a.

eBay Inc EBAY US Hold 68           n.a. 46,326       22.7      19.1      9.3% 3.9 3.6 82.1% n.a. n.a.

Etsy Inc ETSY US Not Rated 202         n.a. 25,687       47.3      38.0      23.0% 11.2 9.4 55.4% n.a. n.a.

Shopify Inc SHOP US Not Rated 1,556      n.a. 194,248     243.3    237.6    60.9% 42.1 31.5 5.6% n.a. n.a.

JD.com JD US Add 71           107          111,312     42.4      26.7      -7.4% 0.8 0.6 14.6% n.a. n.a.

SEA Ltd SE US Add 294         315          153,926     n.a. n.a. n.a. 20.9 14.7 -3.0% 1.7 0.034

Coupang CPNG US Not Rated 39           n.a. 68,211       n.a. n.a. n.a. 3.5 2.5 -24.4% n.a. n.a.

Jumia Technologies JMIA US Hold 21           n.a. 2,065        n.a. n.a. n.a. 12.9 11.2 -39.8% 1.8 n.a.

Vipshop Holdings Ltd VIPS US Not Rated 18           n.a. 12,116       10.5      8.8        19.3% 0.6 0.5 19.7% n.a. n.a.

Rakuten Group 4755 JP Not Rated 1,358      n.a. 19,391       n.a. n.a. n.a. 1.3 1.2 -9.2% n.a. n.a.
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Meituan 3690 HK Add 211         328          163,071     n.a. 125.8    n.a. 5.9 4.2 10.4% 1.6 0.106

Pinduoduo Inc PDD US Add 89           162          111,894     n.a. 114.0    n.a. 6.8 4.8 12.5% 1.5 n.a.

Momo.com Inc 8454 TT Not Rated 1,890      n.a. 12,291       122.7    94.3      28.7% 3.9 3.1 45.5% n.a. n.a.

Zalando SE ZAL GR Add 89           110          27,425       85.0      71.7      26.7% 2.2 1.8 11.7% 1.4 0.063
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BY THE NUMBERS 
 

 

 

  

  

 

 

  

 

 

 
SOURCES: CGS-CIMB RESEARCH, COMPANY REPORTS  
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12-mth Fwd Rolling FD Core P/E (x) FD Core EPS Growth

Profit & Loss 

(Rpb) Dec-19A Dec-20A Dec-21F Dec-22F Dec-23F

Total Net Revenues 1,077 1,352 2,113 3,314 4,838

Gross Profit 809 1,228 1,895 3,027 4,503

Operating EBITDA (2,628) (1,603) (1,627) (1,210) (554)

Depreciation And Amortisation (153) (185) (158) (175) (195)

Operating EBIT (2,781) (1,789) (1,786) (1,385) (749)

Financial Income/(Expense) 46 6 151 254 208

Pretax Income/(Loss) from Assoc. 0 0 0 0 0

Non-Operating Income/(Expense) (60) (49) 0 0 0

Profit Before Tax (pre-EI) (2,795) (1,832) (1,635) (1,131) (541)

Exceptional Items

Pre-tax Profit (2,795) (1,832) (1,635) (1,131) (541)

Taxation 0 483 360 249 119

Exceptional Income - post-tax

Profit After Tax (2,795) (1,349) (1,275) (882) (422)

Minority Interests 0 0 0 0 0

Preferred Dividends

FX Gain/(Loss) - post tax

Other Adjustments - post-tax

Net Profit (2,795) (1,349) (1,275) (882) (422)

Recurring Net Profit (2,795) (1,349) (1,275) (882) (422)

Fully Diluted Recurring Net Profit (2,795) (1,349) (1,275) (882) (422)

Cash Flow 

(Rpb) Dec-19A Dec-20A Dec-21F Dec-22F Dec-23F

EBITDA (2,628) (1,603) (1,627) (1,210) (554)

Cash Flow from Invt. & Assoc.

Change In Working Capital (449) (43) 607 66 107

(Incr)/Decr in Total Provisions

Other Non-Cash (Income)/Expense

Other Operating Cashflow (31) 3 0 0 0

Net Interest (Paid)/Received 46 6 151 254 208

Tax Paid 0 483 360 249 119

Cashflow From Operations (3,062) (1,154) (510) (641) (120)

Capex (84) (15) (7,446) (50) (50)

Disposals Of FAs/subsidiaries 0 13 0 0 0

Acq. Of Subsidiaries/investments

Other Investing Cashflow 0 0 (42) (33) (48)

Cash Flow From Investing (83) (1) (7,488) (83) (98)

Debt Raised/(repaid)

Proceeds From Issue Of Shares 594 619 20,612 0 0

Shares Repurchased

Dividends Paid

Preferred Dividends

Other Financing Cashflow 1,410 1,129 1,275 (2) 2

Cash Flow From Financing 2,005 1,747 21,887 (2) 2

Total Cash Generated (1,140) 592 13,889 (726) (216)

Free Cashflow To Equity (3,145) (1,156) (7,998) (724) (218)

Free Cashflow To Firm (3,145) (1,147) (7,981) (678) (136)
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BY THE NUMBERS… cont’d  
 

 

 

 

  

 

 

  

 

 

 
SOURCES: CGS-CIMB RESEARCH, COMPANY REPORTS  

 

 

Balance Sheet 

(Rpb) Dec-19A Dec-20A Dec-21F Dec-22F Dec-23F

Total Cash And Equivalents 902 1,542 15,426 14,730 14,552

Total Debtors 399 177 352 535 756

Inventories

Total Other Current Assets 142 51 85 133 194

Total Current Assets 1,443 1,770 15,863 15,397 15,502

Fixed Assets 452 272 7,588 7,499 7,400

Total Investments 8 3 3 3 3

Intangible Assets 3 2 2 2 2

Total Other Non-Current Assets 148 547 347 505 706

Total Non-current Assets 611 824 7,941 8,010 8,111

Short-term Debt

Current Portion of Long-Term Debt

Total Creditors 326 373 727 958 1,117

Other Current Liabilities 505 509 717 940 1,355

Total Current Liabilities 831 882 1,443 1,898 2,471

Total Long-term Debt

Hybrid Debt - Debt Component

Total Other Non-Current Liabilities 68 104 137 168 223

Total Non-current Liabilities 68 104 137 168 223

Total Provisions 0 0 0 0 0

Total Liabilities 898 986 1,581 2,066 2,694

Shareholders' Equity 1,155 1,597 22,223 21,341 20,919

Minority Interests 0 11 0 0 0

Total Equity 1,155 1,608 22,223 21,341 20,919

Key Ratios

Dec-19A Dec-20A Dec-21F Dec-22F Dec-23F

Revenue Growth 269% 26% 56% 57% 46%

Operating EBITDA Growth 10.5% (39.0%) 1.5% (25.6%) (54.2%)

Operating EBITDA Margin (244%) (119%) (77%) (37%) (11%)

Net Cash Per Share (Rp) 118,454 196,054 150 143 141

BVPS (Rp) 151,646 203,027 216 207 203

Gross Interest Cover (7,507) (209) (100) (30) (9)

Effective Tax Rate 0% 0% 0% 0% 0%

Net Dividend Payout Ratio NA NA NA NA NA

Accounts Receivables Days 78.34 70.76 44.73 48.83 48.68

Inventory Days -                  -                -                  -                  -                  

Accounts Payables Days 134.1 199.3 60.4 0.0 0.0

ROIC (%) 3133% (421%) (838%) (16%) (9%)

ROCE (%) (176%) (128%) (14%) (5%) (2%)

Return On Average Assets (111%) (58%) (11%) (5%) (2%)

Key Drivers

Dec-19A Dec-20A Dec-21F Dec-22F Dec-23F

TPV (Rp bn) 57,391.0          85,082.0        120,404.0         175,675.2         239,095.3         

Marketplace take rate (%) 1.6% 1.7% 1.9% 2.1% 2.3%

Mitra take rate (%) 0.7% 0.9% 1.2% 1.3% 1.4%
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DISCLAIMER 
The content of this report (including the views and opinions expressed therein, and the information comprised therein) has been prepared by and 
belongs to CGS-CIMB. Reports relating to a specific geographical area are produced and distributed by the corresponding CGS-CIMB entity as 
listed in the table below.  

This report is not directed to, or intended for distribution to or use by, any person or entity who is a citizen or resident of or located in any locality, 
state, country or other jurisdiction where such distribution, publication, availability or use would be contrary to law or regulation. 

By accepting this report, the recipient hereof represents and warrants that he is entitled to receive such report in accordance with the restrictions set 
forth below and agrees to be bound by the limitations contained herein (including the “Restrictions on Distributions” set out below). Any failure to 
comply with these limitations may constitute a violation of law. This publication is being supplied to you strictly on the basis that it will remain 
confidential. No part of this report may be (i) copied, photocopied, duplicated, stored or reproduced in any form by any means; or (ii) redistributed or 
passed on, directly or indirectly, to any other person in whole or in part, for any purpose without the prior written consent of CGS-CIMB. 

The information contained in this research report is prepared from data believed to be correct and reliable at the time of issue of this report. CGS-
CIMB may or may not issue regular reports on the subject matter of this report at any frequency and may cease to do so or change the periodicity of 
reports at any time. CGS-CIMB has no obligation to update this report in the event of a material change to the information contained in this report. 
CGS-CIMB does not accept any obligation to (i) check or ensure that the contents of this report remain current, reliable or relevant, (ii) ensure that 
the content of this report constitutes all the information a prospective investor may require, (iii) ensure the adequacy, accuracy, completeness, 
reliability or fairness of any views, opinions and information, and accordingly, CGS-CIMB, its affiliates and related persons including China Galaxy 
International Financial Holdings Limited (“CGIFHL”) and CIMB Group Sdn. Bhd. (“CIMBG”) and their respective related corporations (and their 
respective directors, associates, connected persons and/or employees) shall not be liable in any manner whatsoever for any consequences 
(including but not limited to any direct, indirect or consequential losses, loss of profits and damages) of any reliance thereon or usage thereof. In 
particular, CGS-CIMB disclaims all responsibility and liability for the views and opinions set out in this report.  

Unless otherwise specified, this report is based upon sources which CGS-CIMB considers to be reasonable. Such sources will, unless otherwise 
specified, for market data, be market data and prices available from the main stock exchange or market where the relevant security is listed, or, 
where appropriate, any other market. Information on the accounts and business of company(ies) will generally be based on published statements of 
the company(ies), information disseminated by regulatory information services, other publicly available information and information resulting from our 
research. 

Whilst every effort is made to ensure that statements of facts made in this report are accurate, all estimates, projections, forecasts, expressions of 
opinion and other subjective judgments contained in this report are based on assumptions considered to be reasonable as of the date of the 
document in which they are contained and must not be construed as a representation that the matters referred to therein will occur. Past 
performance is not a reliable indicator of future performance. The value of investments may go down as well as up and those investing may, 
depending on the investments in question, lose more than the initial investment. No report shall constitute an offer or an invitation by or on behalf of 
CGS-CIMB or any of its affiliates (including CGIFHL, CIMBG and their respective related corporations) to any person to buy or sell any investments.  

CGS-CIMB, its affiliates and related corporations (including CGIFHL, CIMBG and their respective related corporations) and/or their respective 
directors, associates, connected parties and/or employees may own or have positions in securities of the company(ies) covered in this research 
report or any securities related thereto and may from time to time add to or dispose of, or may be materially interested in, any such securities. 
Further, CGS-CIMB, its affiliates and their respective related corporations (including CGIFHL, CIMBG and their respective related corporations) do 
and seek to do business with the company(ies) covered in this research report and may from time to time act as market maker or have assumed an 
underwriting commitment in securities of such company(ies), may sell them to or buy them from customers on a principal basis and may also 
perform or seek to perform significant investment banking, advisory, underwriting or placement services for or relating to such company(ies) as well 
as solicit such investment, advisory or other services from any entity mentioned in this report. 

CGS-CIMB or its affiliates (including CGIFHL, CIMBG and their respective related corporations) may enter into an agreement with the company(ies) 
covered in this report relating to the production of research reports. CGS-CIMB may disclose the contents of this report to the company(ies) covered 
by it and may have amended the contents of this report following such disclosure. 

The analyst responsible for the production of this report hereby certifies that the views expressed herein accurately and exclusively reflect his or her 
personal views and opinions about any and all of the issuers or securities analysed in this report and were prepared independently and 
autonomously. No part of the compensation of the analyst(s) was, is, or will be directly or indirectly related to the inclusion of specific 
recommendations(s) or view(s) in this report. The analyst(s) who prepared this research report is prohibited from receiving any compensation, 
incentive or bonus based on specific investment banking transactions or for providing a specific recommendation for, or view of, a particular 
company. Information barriers and other arrangements may be established where necessary to prevent conflicts of interests arising. However, the 
analyst(s) may receive compensation that is based on his/their coverage of company(ies) in the performance of his/their duties or the performance of 
his/their recommendations and the research personnel involved in the preparation of this report may also participate in the solicitation of the 
businesses as described above. In reviewing this research report, an investor should be aware that any or all of the foregoing, among other things, 
may give rise to real or potential conflicts of interest. Additional information is, subject to the duties of confidentiality, available on request. 

Reports relating to a specific geographical area are produced by the corresponding CGS-CIMB entity as listed in the table below. The term “CGS-
CIMB” shall denote, where appropriate, the relevant entity distributing or disseminating the report in the particular jurisdiction referenced below, or, in 
every other case except as otherwise stated herein, CGS-CIMB Securities International Pte. Ltd. and its affiliates, subsidiaries and related 
corporations. 
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Country CGS-CIMB Entity Regulated by 

Hong Kong CGS-CIMB Securities (Hong Kong) Limited Securities and Futures Commission Hong Kong 

India CGS-CIMB Securities (India) Private Limited  Securities and Exchange Board of India (SEBI) 

Indonesia PT CGS-CIMB Sekuritas Indonesia  Financial Services Authority of Indonesia 

Malaysia CGS-CIMB Securities Sdn. Bhd. Securities Commission Malaysia 

Singapore CGS-CIMB Securities (Singapore) Pte. Ltd.  Monetary Authority of Singapore 

South Korea CGS-CIMB Securities (Hong Kong) Limited, Korea Branch  Financial Services Commission and Financial Supervisory Service 

Thailand CGS-CIMB Securities (Thailand) Co. Ltd.  Securities and Exchange Commission Thailand 
  
 

Other Significant Financial Interests: 

(i)  As of July 31, 2021 CGS-CIMB has a proprietary position in the securities (which may include but not be limited to shares, warrants, call warrants 
and/or any other derivatives) in the following company or companies covered or recommended in this report:  

(a)  - 

(ii)  Analyst Disclosure: As of August 6, 2021, the analyst(s) who prepared this report, and the associate(s), has / have an interest in the securities 
(which may include but not be limited to shares, warrants, call warrants and/or any other derivatives) in the following company or companies covered 
or recommended in this report: 

(a)  - 
 

This report does not purport to contain all the information that a prospective investor may require. Neither CGS-CIMB nor any of its affiliates 
(including CGIFHL, CIMBG and their related corporations) make any guarantee, representation or warranty, express or implied, as to the adequacy, 
accuracy, completeness, reliability or fairness of any such information and opinion contained in this report. Neither CGS-CIMB nor any of its affiliates 
nor their related persons (including CGIFHL, CIMBG and their related corporations) shall be liable in any manner whatsoever for any consequences 
(including but not limited to any direct, indirect or consequential losses, loss of profits and damages) of any reliance thereon or usage thereof.  

This report is general in nature and has been prepared for information purposes only. It is intended for circulation amongst CGS-CIMB’s clients 
generally and does not have regard to the specific investment objectives, financial situation and the particular needs of any specific person who may 
receive this report. The information and opinions in this report are not and should not be construed or considered as an offer, recommendation or 
solicitation to buy or sell the subject securities, related investments or other financial instruments or any derivative instrument, or any rights 
pertaining thereto. 

Investors are advised to make their own independent evaluation of the information contained in this research report, consider their own individual 
investment objectives, financial situation and particular needs and consult their own professional and financial advisers as to the legal, business, 
financial, tax and other aspects before participating in any transaction in respect of the securities of company(ies) covered in this research report. 

The securities of such company(ies) may not be eligible for sale in all jurisdictions or to all categories of investors. 
 

Restrictions on Distributions 

Australia: Despite anything in this report to the contrary, this research is provided in Australia by CGS-CIMB Securities (Singapore) Pte. Ltd. and 
CGS-CIMB Securities (Hong Kong) Limited. This research is only available in Australia to persons who are “wholesale clients” (within the meaning of 
the Corporations Act 2001 (Cth) and is supplied solely for the use of such wholesale clients and shall not be distributed or passed on to any other 
person. You represent and warrant that if you are in Australia, you are a “wholesale client”. This research is of a general nature only and has been 
prepared without taking into account the objectives, financial situation or needs of the individual recipient. CGS-CIMB Securities (Singapore) Pte. 
Ltd. and CGS-CIMB Securities (Hong Kong) Limited do not hold, and are not required to hold an Australian financial services license. CGS-CIMB 
Securities (Singapore) Pte. Ltd. and CGS-CIMB Securities (Hong Kong) Limited rely on “passporting” exemptions for entities appropriately licensed 
by the Monetary Authority of Singapore (under ASIC Class Order 03/1102) and the Securities and Futures Commission in Hong Kong (under ASIC 
Class Order 03/1103).  

Canada: This research report has not been prepared in accordance with the disclosure requirements of Dealer Member Rule 3400 – Research 
Restrictions and Disclosure Requirements of the Investment Industry Regulatory Organization of Canada. For any research report distributed by 
CIBC, further disclosures related to CIBC conflicts of interest can be found at https://researchcentral.cibcwm.com . 

China: For the purpose of this report, the People’s Republic of China (“PRC”) does not include the Hong Kong Special Administrative Region, the 
Macau Special Administrative Region or Taiwan. The distributor of this report has not been approved or licensed by the China Securities Regulatory 
Commission or any other relevant regulatory authority or governmental agency in the PRC. This report contains only marketing information. The 
distribution of this report is not an offer to buy or sell to any person within or outside PRC or a solicitation to any person within or outside of PRC to 
buy or sell any instruments described herein. This report is being issued outside the PRC to a limited number of institutional investors and may not 
be provided to any person other than the original recipient and may not be reproduced or used for any other purpose. 

France: Only qualified investors within the meaning of French law shall have access to this report. This report shall not be considered as an offer to 
subscribe to, or used in connection with, any offer for subscription or sale or marketing or direct or indirect distribution of financial instruments and it 
is not intended as a solicitation for the purchase of any financial instrument. 

Germany: This report is only directed at persons who are professional investors as defined in sec 31a(2) of the German Securities Trading Act 
(WpHG). This publication constitutes research of a non-binding nature on the market situation and the investment instruments cited here at the time 
of the publication of the information. 

The current prices/yields in this issue are based upon closing prices from Bloomberg as of the day preceding publication. Please note that neither 
the German Federal Financial Supervisory Agency (BaFin), nor any other supervisory authority exercises any control over the content of this report.  

Hong Kong: This report is issued and distributed in Hong Kong by CGS-CIMB Securities (Hong Kong) Limited (“CHK”) which is licensed in Hong 
Kong by the Securities and Futures Commission for Type 1 (dealing in securities) and Type 4 (advising on securities) activities. Any investors wishing 
to purchase or otherwise deal in the securities covered in this report should contact the Head of Sales at CGS-CIMB Securities (Hong Kong) Limited. 
The views and opinions in this research report are our own as of the date hereof and are subject to change. If the Financial Services and Markets 
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Act of the United Kingdom or the rules of the Financial Conduct Authority apply to a recipient, our obligations owed to such recipient therein are 
unaffected. CHK has no obligation to update its opinion or the information in this research report.  

This publication is strictly confidential and is for private circulation only to clients of CHK. 

CHK does not make a market on other securities mentioned in the report. 
 

India: This report is issued and distributed in India by CGS-CIMB Securities (India) Private Limited (“CGS-CIMB India”). CGS-CIMB India is a 
subsidiary of CGS-CIMB Securities International Pte. Ltd. which is in turn is a 50:50 joint venture company of CGIFHL and CIMBG. The details of the 
members of the group of companies of CGS-CIMB can be found at www.cgs-cimb.com, CGIFHL at 
www.chinastock.com.hk/en/ACG/ContactUs/index.aspx and CIMBG at www.cimb.com/en/who-we-are.html. CGS-CIMB India is registered with the 
National Stock Exchange of India Limited and BSE Limited as a trading and clearing member (Merchant Banking Number: INM000012037) under 
the Securities and Exchange Board of India (Stock Brokers and Sub-Brokers) Regulations, 1992. In accordance with the provisions of Regulation 
4(g) of the Securities and Exchange Board of India (Investment Advisers) Regulations, 2013, CGS-CIMB India is not required to seek registration 
with the Securities and Exchange Board of India (“SEBI”) as an Investment Adviser. CGS-CIMB India is registered with SEBI (SEBI Registration 
Number: INZ000209135) as a Research Analyst (INH000000669) pursuant to the SEBI (Research Analysts) Regulations, 2014 ("Regulations"). 

This report does not take into account the particular investment objectives, financial situations, or needs of the recipients. It is not intended for and 
does not deal with prohibitions on investment due to law/jurisdiction issues etc. which may exist for certain persons/entities. Recipients should rely 
on their own investigations and take their own professional advice before investment.  

The report is not a “prospectus” as defined under Indian Law, including the Companies Act, 2013, and is not, and shall not be, approved by, or filed 
or registered with, any Indian regulator, including any Registrar of Companies in India, SEBI, any Indian stock exchange, or the Reserve Bank of 
India. No offer, or invitation to offer, or solicitation of subscription with respect to any such securities listed or proposed to be listed in India is being 
made, or intended to be made, to the public, or to any member or section of the public in India, through or pursuant to this report. 

The research analysts, strategists or economists principally responsible for the preparation of this research report are segregated from the other 
activities of CGS-CIMB India and they have received compensation based upon various factors, including quality, accuracy and value of research, 
firm profitability or revenues, client feedback and competitive factors. Research analysts', strategists' or economists' compensation is not linked to 
investment banking or capital markets transactions performed or proposed to be performed by CGS-CIMB India or its affiliates. 

CGS-CIMB India does not have actual / beneficial ownership of 1% or more securities of the subject company in this research report, at the end of 
the month immediately preceding the date of publication of this research report. However, since affiliates of CGS-CIMB India are engaged in the 
financial services business, they might have in their normal course of business financial interests or actual / beneficial ownership of one per cent or 
more in various companies including the subject company in this research report. 

CGS-CIMB India or its associates, may: (a) from time to time, have long or short position in, and buy or sell the securities of the subject company in 
this research report; or (b) be engaged in any other transaction involving such securities and earn brokerage or other compensation or act as a 
market maker in the financial instruments of the subject company in this research report or act as an advisor or lender/borrower to such company or 
may have any other potential conflict of interests with respect to any recommendation and other related information and opinions. 

CGS-CIMB India, its associates and the analyst engaged in preparation of this research report have not received any compensation for investment 
banking, merchant banking or brokerage services from the subject company mentioned in the research report in the past 12 months. 

CGS-CIMB India, its associates and the analyst engaged in preparation of this research report have not managed or co-managed public offering of 
securities for the subject company mentioned in the research report in the past 12 months. The analyst from CGS-CIMB India engaged in 
preparation of this research report or his/her relative (a) do not have any financial interests in the subject company mentioned in this research report; 
(b) do not own 1% or more of the equity securities of the subject company mentioned in the research report as of the last day of the month preceding 
the publication of the research report; (c) do not have any material conflict of interest at the time of publication of the research report. 

Indonesia: This report is issued and distributed by PT CGS-CIMB Sekuritas Indonesia (“CGS-CIMB Indonesia”). The views and opinions in this 
research report are our own as of the date hereof and are subject to change. CGS-CIMB Indonesia has no obligation to update its opinion or the 
information in this research report. This report is for private circulation only to clients of CGS-CIMB Indonesia. Neither this report nor any copy hereof 
may be distributed in Indonesia or to any Indonesian citizens wherever they are domiciled or to Indonesian residents except in compliance with 
applicable Indonesian capital market laws and regulations. 

This research report is not an offer of securities in Indonesia. The securities referred to in this research report have not been registered with the 
Financial Services Authority (Otoritas Jasa Keuangan) pursuant to relevant capital market laws and regulations, and may not be offered or sold 
within the territory of the Republic of Indonesia or to Indonesian citizens through a public offering or in circumstances which constitute an offer within 
the meaning of the Indonesian capital market law and regulations. 

Ireland: CGS-CIMB is not an investment firm authorised in the Republic of Ireland and no part of this document should be construed as CGS-CIMB 
acting as, or otherwise claiming or representing to be, an investment firm authorised in the Republic of Ireland. 

Malaysia: This report is distributed in Malaysia by CGS-CIMB Securities Sdn. Bhd. (“CGS-CIMB Malaysia”) solely for the benefit of and for the 
exclusive use of our clients. Recipients of this report are to contact CGS-CIMB Malaysia, at 29th Floor Menara CIMB No. 1 Jalan Stesen Sentral 2, 
Kuala Lumpur Sentral 50470 Kuala Lumpur, Malaysia, in respect of any matters arising from or in connection with this report. CGS-CIMB Malaysia 
has no obligation to update, revise or reaffirm its opinion or the information in this research reports after the date of this report.  

New Zealand: In New Zealand, this report is for distribution only to persons who are wholesale clients pursuant to section 5C of the Financial 
Advisers Act 2008. 

Singapore: This report is issued and distributed by CGS-CIMB Securities (Singapore) Pte Ltd (“CGS-CIMB Singapore”). CGS-CIMB Singapore is a 
capital markets services licensee under the Securities and Futures Act (Chapter 289). Accordingly, it is exempted from the requirement to hold a 
financial adviser’s licence under the Financial Advisers Act, Cap 110 (“FAA”) for advising on investment products, by issuing or promulgating 
research analyses or research reports, whether in electronic, print or other form. CGS-CIMB Singapore is subject to the applicable rules under the 
FAA unless it is able to avail itself to any prescribed exemptions. 

Recipients of this report are to contact CGS-CIMB Singapore, 50 Raffles Place, #16-02 Singapore Land Tower, Singapore in respect of any matters 
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arising from, or in connection with this report. CGS-CIMB Singapore has no obligation to update its opinion or the information in this research report. 
This publication is strictly confidential and is for private circulation only. If you have not been sent this report by CGS-CIMB Singapore directly, you 
may not rely, use or disclose to anyone else this report or its contents. 

If the recipient of this research report is not an accredited investor, expert investor or institutional investor, CGS-CIMB Singapore accepts legal 
responsibility for the contents of the report without any disclaimer limiting or otherwise curtailing such legal responsibility. If the recipient is an 
accredited investor, expert investor or institutional investor, the recipient is deemed to acknowledge that CGS-CIMB Singapore is exempt from 
certain requirements under the FAA and its attendant regulations, and as such, is exempt from complying with the following: 

(a)  Section 25 of the FAA (obligation to disclose product information); 

(b)  Section 27 (duty not to make recommendation with respect to any investment product without having a reasonable basis where you may be 
reasonably expected to rely on the recommendation) of the FAA; 

(c)  MAS Notice on Information to Clients and Product Information Disclosure [Notice No. FAA-N03]; 

(d)  MAS Notice on Recommendation on Investment Products [Notice No. FAA-N16]; 

(e)  Section 36 (obligation on disclosure of interest in specified products), and 

(f)  any other laws, regulations, notices, directive, guidelines, circulars and practice notes which are relates to the above, to the extent permitted by 
applicable laws, as may be amended from time to time, and any other laws, regulations, notices, directive, guidelines, circulars, and practice notes 
as we may notify you from time to time. In addition, the recipient who is an accredited investor, expert investor or institutional investor acknowledges 
that as CGS-CIMB Singapore is exempt from Section 27 of the FAA, the recipient will also not be able to file a civil claim against CGS-CIMB 
Singapore for any loss or damage arising from the recipient’s reliance on any recommendation made by CGS-CIMB Singapore which would 
otherwise be a right that is available to the recipient under Section 27 of the FAA. .  

CGS-CIMB Singapore, its affiliates and related corporations, their directors, associates, connected parties and/or employees may own or have 
positions in specified products of the company(ies) covered in this research report or any specified products related thereto and may from time to 
time add to or dispose of, or may be materially interested in, any such specified products. Further, CGS-CIMB Singapore, its affiliates and its related 
corporations do and seek to do business with the company(ies) covered in this research report and may from time to time act as market maker or 
have assumed an underwriting commitment in specified products of such company(ies), may sell them to or buy them from customers on a principal 
basis and may also perform or seek to perform significant investment banking, advisory, underwriting or placement services for or relating to such 
company(ies) as well as solicit such investment, advisory or other services from any entity mentioned in this report. 

As of , CGS-CIMB Singapore does not have a proprietary position in the recommended specified products in this report. 

CGS-CIMB Singapore does not make a market on the securities mentioned in the report. 
 

South Korea: This report is issued and distributed in South Korea by CGS-CIMB Securities (Hong Kong) Limited, Korea Branch (“CGS-CIMB 
Korea”) which is licensed as a cash equity broker, and regulated by the Financial Services Commission and Financial Supervisory Service of Korea. 
In South Korea, this report is for distribution only to professional investors under Article 9(5) of the Financial Investment Services and Capital Market 
Act of Korea (“FSCMA”). 

Spain: This document is a research report and it is addressed to institutional investors only. The research report is of a general nature and not 
personalised and does not constitute investment advice so, as the case may be, the recipient must seek proper advice before adopting any 
investment decision. This document does not constitute a public offering of securities.  

CGS-CIMB is not registered with the Spanish Comision Nacional del Mercado de Valores to provide investment services. 

Sweden: This report contains only marketing information and has not been approved by the Swedish Financial Supervisory Authority. The 
distribution of this report is not an offer to sell to any person in Sweden or a solicitation to any person in Sweden to buy any instruments described 
herein and may not be forwarded to the public in Sweden. 

Switzerland: This report has not been prepared in accordance with the recognized self-regulatory minimal standards for research reports of banks 
issued by the Swiss Bankers’ Association (Directives on the Independence of Financial Research). 

Thailand: This report is issued and distributed by CGS-CIMB Securities (Thailand) Co. Ltd. (“CGS-CIMB Thailand”) based upon sources believed to be reliable (but 
their accuracy, completeness or correctness is not guaranteed). The statements or expressions of opinion herein were arrived at after due and careful consideration 
for use as information for investment. Such opinions are subject to change without notice and CGS-CIMB Thailand has no obligation to update its opinion or the 
information in this research report. 

CGS-CIMB Thailand may act or acts as Market Maker, and issuer and offeror of Derivative Warrants and Structured Note which may have the following securities as 
its underlying securities. Investors should carefully read and study the details of the derivative warrants in the prospectus before making investment decisions.  

AAV, ACE, ADVANC, AEONTS, AMATA, AOT, AP, BAM, BANPU, BBL, BCH, BCP, BCPG, BDMS, BEC, BEM, BGRIM, BH, BJC, BTS, CBG, CENTEL, CHG, CK, 
CKP, COM7, CPALL, CPF, CPN, CRC, DELTA, DOHOME, DTAC, EA, EGCO, ESSO, GLOBAL, GPSC, GULF, GUNKUL, HANA, HMPRO, ICHI, INTUCH, IRPC, 
IVL, JAS, JMART, JMT, KBANK, KCE, KKP, KTB, KTC, LH, MAJOR, MEGA, MINT, MTC, NRF, OR, ORI, OSP, PLANB, PRM, PSL, PTG, PTL, PTT, PTTEP, 
PTTGC, QH, RATCH, RBF, RS, SAWAD, SCB, SCC, SCGP, SINGER, SPALI, SPRC, STA, STEC, STGT, SUPER, SYNEX, TASCO, TCAP, THANI, TISCO, TKN, 
TOP, TQM, TRUE, TTB, TU, TVO, VGI, WHA 
Corporate Governance Report: 

The disclosure of the survey result of the Thai Institute of Directors Association (“IOD”) regarding corporate governance is made pursuant to the policy of the Office of 
the Securities and Exchange Commission. The survey of the IOD is based on the information of a company listed on the Stock Exchange of Thailand and the Market 
for Alternative Investment disclosed to the public and able to be accessed by a general public investor. The result, therefore, is from the perspective of a third party. It 
is not an evaluation of operation and is not based on inside information. 

The survey result is as of the date appearing in the Corporate Governance Report of Thai Listed Companies. As a result, the survey result may be changed after that 
date. CGS-CIMB Thailand does not confirm nor certify the accuracy of such survey result. 
 

Score Range: 90 - 100 80 – 89 70 - 79 Below 70 No Survey Result 

Description: Excellent Very Good Good N/A N/A 
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authorities or governmental agencies in the United Arab Emirates. This report is strictly private and confidential and has not been reviewed by, 
deposited or registered with UAE Central Bank or any other licensing authority or governmental agencies in the United Arab Emirates. This report is 
being issued outside the United Arab Emirates to a limited number of institutional investors and must not be provided to any person other than the 
original recipient and may not be reproduced or used for any other purpose. Further, the information contained in this report is not intended to lead to 
the sale of investments under any subscription agreement or the conclusion of any other contract of whatsoever nature within the territory of the 
United Arab Emirates.  

United Kingdom and European Economic Area (EEA): In the United Kingdom and European Economic Area, this material is also being 
distributed by CGS-CIMB Securities (UK) Limited (“CGS-CIMB UK”). CGS-CIMB UK is authorized and regulated by the Financial Conduct Authority 
and its registered office is at 53 New Broad Street, London EC2M 1JJ. The material distributed by CGS-CIMB UK has been prepared in accordance 
with CGS-CIMB’s policies for managing conflicts of interest arising as a result of publication and distribution of this material. This material is for 
distribution only to, and is solely directed at, selected persons on the basis that those persons: (a) are eligible counterparties and professional clients 
of CGS-CIMB UK; (b) have professional experience in matters relating to investments falling within Article 19(5) of the Financial Services and 
Markets Act 2000 (Financial Promotion) Order 2005 (as amended, the “Order”), (c)  fall within Article 49(2)(a) to (d) (“high net worth companies, 
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2020, Anti-Corruption 2020 

ADVANC – Excellent, Certified, AMATA – Excellent, Certified, ANAN – Excellent, n/a, AOT – Excellent, n/a, AP – Excellent, Certified, ASP – 
Excellent, n/a, AU – Good, n/a, BAM – Very Good, Certified, BAY – Excellent, Certified, BBL – Very Good, Certified, BCH – Good, Certified, BCP - 
Excellent, Certified, BCPG – Excellent, Certified, BDMS – Excellent, n/a, BEAUTY – Good, n/a, BH - Good, n/a, BJC – Very Good, n/a, BLA – 
Excellent, Certified, BTS - Excellent, Certified, CBG – Very Good, n/a, CCET – n/a, n/a, CENTEL – Excellent, Certified, CHAYO – Very Good, n/a, 
CHG – Very Good, n/a, CK – Excellent, n/a, COM7 – Very Good, Certified,  CPALL – Excellent, Certified, CPF – Excellent, Certified, CPN - 

Excellent, Certified, CPNREIT – n/a, n/a, CRC – Very Good, n/a, DELTA - Excellent, Certified, DDD – Very Good, n/a, DIF – n/a, n/a, DOHOME – 

Very Good, n/a, DREIT – n/a, n/a, DTAC – Excellent, Certified, ECL – Excellent, Certified, EGCO - Excellent, Certified, EPG – Excellent, Certified, 
ERW – Very Good, Certified, GFPT - Excellent, Certified, GGC – Excellent, Certified, GLOBAL – Very Good, n/a, HANA - Excellent, Certified, 
HMPRO - Excellent, Certified, HUMAN – Good, n/a, ICHI – Excellent, Certified, III – Excellent, n/a, INTUCH - Excellent, Certified, IRPC – Excellent, 
Certified, ITD – Very Good, n/a, IVL - Excellent, Certified, JASIF – n/a, n/a, JKN – Excellent, Declared, JMT – Very Good, Declared, KBANK - 
Excellent, Certified, KCE - Excellent, Certified, KEX – n/a, n/a, KKP – Excellent, Certified, KSL – Excellent, Certified, KTB - Excellent, Certified, 
KTC – Excellent, Certified, LH - Excellent, n/a, LPN – Excellent, Certified, M – Very Good, Certified, MAKRO – Excellent, Certified, MC – Excellent, 
Certified, MEGA – Very Good, n/a, MINT - Excellent, Certified, MTC – Excellent, Certified, NETBAY – Very Good, n/a, NRF – n/a, n/a, OR – n/a, n/a, 
ORI – Excellent, Certified,  OSP – Very Good, n/a, PLANB – Excellent, Certified, PRINC – Very Good, Certified, PR9 – Excellent, n/a, PSH – 
Excellent, Certified, PTT - Excellent, Certified, PTTEP - Excellent, Certified, PTTGC - Excellent, Certified, QH – Excellent, Certified, RBF – Good, 
n/a, RS – Excellent, n/a, RSP – Good, n/a, S – Excellent, n/a, SAK – n/a, n/a, SAPPE – Very Good, Certified, SAWAD – Very Good, n/a,  SCB - 
Excellent, Certified, SCC – Excellent, Certified, SCGP – n/a, n/a, SHR – Very Good, n/a, SIRI – Excellent, Certified, SPA – Very Good, n/a, SPALI - 
Excellent, Declared, SPRC – Excellent, Certified, SSP - Good, Declared, STEC – n/a, n/a, SVI – Excellent, Certified, SYNEX – Very Good, n/a, 
TCAP – Excellent, Certified, THANI – Excellent, Certified, TIDLOR – n/a, n/a TISCO - Excellent, Certified, TKN – Very Good, n/a, TMB - Excellent, 
Certified, TOP - Excellent, Certified, TRUE – Excellent, Certified, TU – Excellent, Certified, TVO – Excellent, Certified, VGI – Excellent, Certified, 
WHA – Excellent, Certified, WHART – n/a, n/a, WICE – Excellent, Certified, WORK – Good, n/a. 
- CG Score 2020 from Thai Institute of Directors Association (IOD) 
- Companies participating in Thailand's Private Sector Collective Action Coalition Against Corruption programme (Thai CAC) under Thai Institute of Directors (as of January 30, 2021) are 
categorised into: companies that have declared their intention to join CAC, and companies certified by CAC.  
 

 

Recommendation Framework 

Stock Ratings Definition: 

 Add The stock’s total return is expected to exceed 10% over the next 12 months. 

 Hold The stock’s total return is expected to be between 0% and positive 10% over the next 12 months. 

 Reduce The stock’s total return is expected to fall below 0% or more over the next 12 months. 

The total expected return of a stock is defined as the sum of the: (i) percentage difference between the target price and the current price and (ii) the forward net 
dividend yields of the stock.  Stock price targets have an investment horizon of 12 months.  
  

Sector Ratings Definition: 

 Overweight An Overweight rating means stocks in the sector have, on a market cap-weighted basis, a positive absolute recommendation. 

 Neutral A Neutral rating means stocks in the sector have, on a market cap-weighted basis, a neutral absolute recommendation. 

 Underweight An Underweight rating means stocks in the sector have, on a market cap-weighted basis, a negative absolute recommendation. 
  

Country Ratings Definition: 

 Overweight An Overweight rating means investors should be positioned with an above-market weight in this country relative to benchmark. 

 Neutral A Neutral rating means investors should be positioned with a neutral weight in this country relative to benchmark. 

 Underweight An Underweight rating means investors should be positioned with a below-market weight in this country relative to benchmark. 
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