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To be the no.1 multi-format retailer in Indonesia

To deliver Sustainable Sales/Profit Growth by creating 

a World Class Retailer with format and technological leadership 

through a focus on the development of Human Capital and 

Systematized, Relevant Business Practices

Mission

Vision
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MPPA Clear Strategy to Leverage Multi-format Market Condition

FMX is classified as retail for

operation segment information

in financial statements
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No of stores(a) 112 stores

Average
store size (sqm)

Ñ86

Number of products 1,300 ï3,000

Product selection
Health, vitamins
and beauty 

products

Target customers Middle income

No of stores(a) 30 stores

Average
store size (sqm)

Ñ126

Number of 
products

2,500 ï4,000

Product selection
Ready to Eat, Food
and Drinks

Target customers Middle to high income

No of stores(a) 26 stores

Average
store size (sqm)

Ñ1,737

Number of 
products

10,000 ï15,000

Product selection
Fresh food, grocery
& non-food 

Target customers Middle to high income

No of stores(a) 4 stores

Average
store size (sqm)

Ñ7,773

Number of 
products

11,000

Product selection
Fresh food, grocery, 
non-food & Horeca
equipment

Target customers
Horeca, retailers,
resellers, offices & 
institutions

6

No of stores(a) 117 stores

Average
store size (sqm)

Ñ5,905

Number of products 26,000 ï31,000

Product selection
Fresh food, grocery, 
non-food & electronics

Target customers Middle income

Contributed Ñ73.0% of total revenue Contributed Ñ19.7% of total revenue Contributed Ñ6.3% of total revenue

Contributed Ñ0.6% of total revenue Contributed Ñ0.4% of total revenue

Clear Strategy: Multi-formats Definition

B2B
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Key Investment Highlights

Á MPPA is the fastest growing multi-format 

retailer in Indonesia

Á Our targeted customer is the fast growing                       

middle income class

Á Extensive and attractive nationwide store footprint

Á Efficient logistics platform driving                              

productivity improvement

Á Established customer loyalty program 

Á Localized assortment supporting flavors                      

and ethnicity of region
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In January 2013, PT. Multipolar Tbk (MLPL), the Companyôs major shareholder, 

through its wholly-owned subsidiary, Prime Star Investment Pte. Ltd. issued 

Exchangeable Rights (ER) in principle value of USD 300 million that are 

fully subscribed by Anderson Investments Pte. Ltd., a subsidiary of 

Temasek Holdings (Private) Limited. The ER are exchangeable in full 

and not in part for such number of shares representing                                     

26.1% of the issued and outstanding shares of MPPA. 

Company 

Shareholding Structure

9

Key Investment Highlights (continued)

* Net Sales   Å   Source : Company Data, Fact Set

As of 30 June 2017

ǒ Market cap of IDR 3.7 tn

(US$ 282 mn) as of June 30, 2017

ǒ Results in 1H 2017
Sales of Rp6.7 tn and Loss of the Year of  

(Rp170 bn)

ǒ Proven asset light business model        
Scalable for rapid growth

ǒ Operating 289 stores in 73 cities

ǒ Entering into the traditional trade

ǒ Strong and stable management team



É 2017 Å MPPA Retail Group Å Investor Relations 10

Extensive and Attractive Nationwide Store Footprint

ÁOver 60% of new stores in 2017 will be opened in outer islands

ÁFocus on penetration outside Java where there is less competition and 

typically higher profitability

ÁMaximize utilization of the superior logistics infrastructure and 

distribution process to cater to these markets ahead of our competitors

Sales contribution(a) EBITDA contribution(a)

Region 2016 1H 2017 2016 1H 2017

Greater Jakarta 31.9% 31.4% 30.5% 38.6%

Java 27.7% 27.0% 23.8% 28.1%

Sumatera 15.5% 16.3% 11.7% 5.7%

Kalimantan 10.9% 10.9% 11.7% 12.2%

Sulawesi 7.1% 7.1% 9.7% 4.5%

East Indonesia 7.0% 7.3% 12.6% 10.9%

Kalimantan
Å 13 Hypermart

Å   2 Foodmart

Å 17 Foodmart Xpress

Å 13 Boston

Sumatera
Å 25 Hypermart

Å   4 Foodmart

Å 16 Boston

Sulawesi
Å 10 Hypermart

Å 11 Boston

Å   1 SmartClub

East Indonesia
Å 9 Hypermart

Å 1 Foodmart

Å 8 Boston

Å 1 SmartClub

Total Gross Space:

780,764 m²

(a) As of 30 June 2017   Å    Source: Company Data

Java
Å 60 Hypermart

Å 19 Foodmart

Å 13 Foodmart Xpress

Å 64 Boston

Å   2 SmartClub
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Efficient Logistics Platform in Place for Rapid Expansion Across Indonesia

11

8,382

8,875

8,980

2014 2015 2016

59 %

61 %

63 %

Throughput as % of sales

pps = palette positionsAs of 31 December 2016  Å   Source: Company Data

DC Throughput (IDR bn)

Logistics net cost is 1.0% of sales

Segmentation of Distribution Centers

Dry Goods Fresh

Location Balaraja Surabaya Cibitung

Space 41,806 m2 16,072 m2 8,085 m2

Capacity 43,000 pps 10,769 pps 8,251 pps

No of SKUs 13,000 5,700 1,400

WMS Manhattan Manhattan Manhattan

Balaraja

Cibitung

Surabaya
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Established customer loyalty program

Established customer loyalty program

ÁMore than 4.3 million members with average of         

Rp336k per transaction per day 

ÁBasket size is 60% more for Hicard holders

ÁDiscounts of 5 to 15% 

ÁAdditional benefits with discounts for 

services and restaurants

As of 31 December 2016   Å   Source: Company Data
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Strength in Assortment and Category Dominance

Top 10 SuppliersContribution to Sales ïRetail (without Wholesale)

Flexibility to customize product offering on a store by store basis,

which is important for Indonesia given its regional variations 

in consumption patterns across the archipelago 

2016

6.9% 3.4%

12.2%

62.4%

15.1%

Bazaar Softline Electronic Grocery Fresh

Grocery Products

As of 31 December 2016  Å   Source: Company Data

All Products
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Scalable

ÅAsset-light business model with 100% of stores leased

ÅSelf-funding working capital

ÅLimited capital expenditure requirements                                                        

Capital expenditure of ~4-5% of sales

ÅFully leased store base enables rapid opening of new stores

ÅFast payback and attractive returns

ÅNew stores typically cash flow positive in first year  

ÅAverage repayment period of capital investments                       

within 5 years

ÅOperating leverage driving profitability

Asset 
Light Cash 
Generative

Proven Asset Light Business Model Scalable for Rapid Growth
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Strategy 
for Growth

3
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Strategy for Growth : The 5 Pillars of Growth of MPPA Retail
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Key actions in Strategy for Growth

1 Accelerate
Network Expansion2

Remodel & 
Remerchandising3New Formats

ÅIntroduction Hypermart G7 and

and Foodmart Fresh

ÅNew formats Foodmart Primo, SmartClub, 

Foodmart Express, Boston Combo

Å Expansion 
strategy

Å Penetration

Å Saturation

Renovation 

60 stores 

over 5 years                                                    

ÅExpand logistic network

ÅFresh food leadership

ÅLeverage data, build 

business intelligence 

system & enabling 

technology

ÅStore Wage Productivity 

and Opex focused

ÅDirect sourcing capability 

for fresh & bazaar 

ÅPrivate label and 

direct import development: 

target to 5.0-10.0% of sales

ÅImproving capability: investing 

in training & development

4 Sustainable Retail Management 5New Channels

ÅEstablish 

wholesale 

division

ÅeCommerce &

omni channels

shop.hypermart.co.id
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Source: The Sibbet/Le Saget ïStages of Organization Model

Stages for Organization Model

2014 - 2016
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New Formats


