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ABSTRACT

The development of e-commerce business in Indonesia is very rapid. The rapid development of e-commerce 
in Indonesia will make Indonesia the largest digital economy in Southeast Asia in 2020. However, there 
are several obstacles, one of which is the provision of a trusted e-commerce database. Data has an 
important element in development in developing an e-commerce business in Indonesia. As the National 
Statistics Organizations, BPS Statistics Indonesia was pushed to collect the e-commerce data. BPS 
has developed several methods of collection e-commerce data using e-commerce survey and crawling 
technique in 2018 but still has a weakness. As a comparative study, there are several countries of G-20 
that have high development in e-commerce and associate themselves as BRICS countries. With SWOT 
Analysis and Maturity Assessment, this study wants to analyze strength, weakness, opportunity, and 
thread, also measure the maturity from each method of collection used. Based on the result, Indonesia 
has better maturity in technology implemented, but worse regulation and people cooperation.
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INTRODUCTION

The growth of e-commerce business in developing countries has been increased rapidly, including in 
Indonesia as one of the developing countries in South-east Asia. According to research by Google and 
Temasek regarding “e-Conomy SEA 2018”, GMV (Gross Merchandise Value) in e-commerce sector 
in South-east Asia reached 23 Billion US Dollar equal to 333 Trillion ID Rupiah in 2018. This value 
growth indicates growth of 60 percent compared to last year. For Indonesia, GMV in e-commerce sector 
reached 12.2 Billion US Dollar equal to 176 Trillion ID Rupiah in 2018.

Indonesian e-commerce contributes 1 US Dollar for each 2 US Dollar spent in South-east Asia. 
Indonesian e-commerce contributes 50 percent of online shopping transactions in these regions. This 
value is the greatest in South-east Asia. In 2025, Indonesia’s GMV value is predicted to increase 334,43 
percent by 53 Billion US Dollar equal to 768 Trillion ID Rupiah.

As the largest e-commerce market in Southeast Asia, Indonesia has transformed in this changing 
digital era. In 2016, the Indonesian e-commerce Association (idEA) noted that around 24.74 million 
Indonesians bought products via online or around 9.47 percent of the population of Indonesia. Growth 
in the value of electronic commerce (e-commerce) in Indonesia reached 78 percent. The growth rate is 
the highest in the world.

Based on the latest data from Bank Indonesia (BI) in 2016, e-commerce transactions reached 75 Tril-
lion ID Rupiah per year. That value includes e-commerce transactions not a market place. While over 
the past 10 years, the average growth in the value of e-commerce transactions has reached 17 percent, 
so that in 2018, the value of e-commerce transactions is estimated to be around 102 Trillion ID Rupiah. 
If you receive 10 percent VAT, then the potential tax revenue is already 10 Trillion ID Rupiah per year. 
The amount is very small towards Indonesia’s GDP (Gross Domestic Product), which is assumed to 
reach 13,588 Trillion ID Rupiah. The contribution of e-commerce to the GDP is only 0.75% or around 
1.34% of total household consumption.

According to BPS-Statistics Indonesia in 2016, the digital economy sector was able to contribute 7.3 
percent of the total GDP with a value of Rp 225 trillion, growing 10 percent annually. The driving factor 
for the high contribution of the digital economic sector is supported by information and communication 
technology, especially the internet. According to a survey conducted by the Indonesian Internet Service 
Provider Association (APJII), in 2017 internet users in Indonesia increased to 143.26 million people 
and the use of mobile devices for internet surfing reached 44.16 percent. With the increasing number 
of internet users, it will affect the number of e-commerce agents in Indonesia. Since 2017 the number 
of e-commerce agents has been 81.5 million or around 30.87 percent of Indonesia’s population. This 
number is predicted to increase until 2022 by 241.5 million users.

Based on e-commerce user side, when viewed from the label generation of their birth year, namely: 
X generation (1960 - 1980), Y generation (1980 - 1995), Z generation (1995 - 2010), alpha generation 
(> 2010). Based on data from the STATISTA, the biggest percentage is Y generation, which is 41.58 
percent. Meanwhile, Z generation has also a percentage that is not much different from Y generation, 
which is 34.41 percent. The rest of it is X generation by 23.7 percent. Y generation dominates with 
almost half of e-commerce users in Indonesia. When viewed from the characteristics of gender, most e-
commerce users are men (around 52.3 percent), while the rest are women (47.7 percent). When viewed 
from the level of income, the e-commerce user group is mostly found in the high-income population 
with a percentage of 34.83 percent. This number is not much different from middle-income e-commerce 
users, which is 33.7 percent.
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