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EXPLORING 
THE PAYMENTS 
LANDSCAPE IN ASIA 
THE ESSENTIAL GUIDE FOR 
E-COMMERCE BUSINESSES

Looking to expand to Asia? Here is everything you need to 
know about e-commerce in India, Vietnam and Indonesia
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INTRODUCTION

The evolution of e-commerce has revolutionised business forever. Now, just about 

anyone can set up a business, tapping into a potential audience of billions of people 

from just about anywhere in the world.

But as online businesses multiply, so too do the challenges presented by providing 

customers with familiar payment solutions. This is perhaps most evident when 

businesses scale into emerging ‘unbanked’ economies with complex regulations and 

a dizzying number of payment options. BI Intelligence forecasts significant growth in 

mobile payments made at the POS. They expect mobile POS payments to increase 

at a 40% five-year compound annual growth rate (CAGR) to hit $128 billion in 2021 

from $24 billion in 2016. P2P payments and mobile banking apps were cited as 

catalysts for moving in a cashless direction. Digital imaging is being deployed at scale 

to make new payment options such as mobile wallets secure. 

The need to understand the current fragmented landscape is clear for businesses 

eyeing opportunities in Asia. But perhaps as pertinent is the importance of 

understanding the political and commercial drivers that have set in train this 

progressive change. In understanding more about the history, e-commerce 

businesses can find clues about what’s around the corner, giving them the all-

important upper hand – or at least putting them on a level playing field with the 

domestic competition.

This guide –shines the spotlight on payment infrastructure in India, Vietnam, and 

Indonesia and provides the essential information businesses need as they consider 

scaling into these lands of opportunity. We examine how socio-political revolution has 

transformed India, how Indonesia’s growing middle-class has fuelled spending, and 

how economic reform has opened Vietnam up to the rest of the world, along with 

each region’s preferred payment methods and major e-wallets. The opportunity is just 

around the corner, what are you waiting for?
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India is set to grow faster than any other emerging market in 
the coming decade1, and with the International Monetary Fund 
reporting that in 2018 it will become the world’s fifth largest 
economy2, the country holds massive potential for savvy 
retailers looking to spice up their sales.

At the helm of India’s burgeoning economy is Prime Minister 
Narendra Modi, a controversial figure who took office at the 
head of the Bharatiya Janata Party (BJP) in 2014. Since then, 
the country’s GDP has grown at an impressive rate of 7% per 
year3. But, as one might expect, that hasn’t come without huge 
change for the world’s largest democracy. 

Bringing about this change, coupled with massive economic 
reform, has been a series of technological developments.

Biometrics

2010 saw the launch of Aadhaar (Hindi for “foundation”), a 
hugely ambitious project involving the biometric identification of 
all of India’s 1.3 billion people.

With more than 90% of these now identifiable by either retina 
scan or fingerprint, the project – possibly the largest of its 
kind in world history – is nearing completion. With new and 
innovative APIs making the most of Aadhaar’s data, the door 
has been flung open to businesses wanting to explore secure 
and advanced mobile payment possibilities.

Bank accounts 

In 2014, the government launched an equally impressive 
financial inclusion initiative aimed at ensuring every household 
in India had a bank account, while simultaneously attempting 
to push the economy away from being so reliant on cash 
payments. Accessible through affordable mobile phones and 
cheap connectivity, the Jan Dhan Yojana programme has 
resulted in some 285 million bank accounts being opened. 
Prior to the initiative, an estimated 35% didn’t even have a bank 
account4.

Demonetisation

In a bid to tackle undeclared cash stores, commonly held 
by the middle and upper classes to avoid taxes, in 2016 the 
government suddenly announced that it would no longer 
accept high-denomination notes.

The controversial move, designed to make it easier for 
consumers and small enterprises to establish credit, resulted 

What India needed was a payment infrastructure to facilitate 
inter-bank transactions. In 2016, the National Payments 
Corporation of India (NPCI) launched Unified Payments Interface 
(UPI), allowing people to transfer money instantly between any 
UPI-backed system, including the NPCI’s own app, BHIM.

With interoperability at its heart, UPI usage in India is skyrocketing. 
In November 2017, the number of UPI transactions rose by 
38% month-on-month, reaching 105 million transactions5. And 
its growing user base hasn’t gone unnoticed, with the country’s 
leading e-wallet Paytm welcoming UPI to its platform in 2018, 
joining the likes of PhonePe and Tez by Google. 

In addition, messaging service WhatsApp looks to be piloting a 
service that will enable its 200 million users to transfer money 
to each other using UPI. While this could disrupt existing UPI 
platforms, it could also have a knock-on effect for India’s 
e-wallets.

in the explosion of e-wallets throughout the country. In the year 
following the call, the Alibaba-backed e-wallet Paytm doubled 
its user base to an impressive 270 million.

The introduction of UPI 

While a surge in e-wallets had India headed in the right direction, 
it was also problematic as these payment systems were unable 
to communicate seamlessly with one another. 

In the case of e-wallets, imagine that you have money stored 
in your Paytm account and that you want to transfer money to 
your friend, but they use a different e-wallet like JioMoney. This 
would involve a convoluted payments chain:

I N D I A’ S  I N C R E D I B L E  O P P O RT U N I T Y

YOUR 
PAYTM 

E-WALLET

YOUR 
FRIEND’S 

JIOMONEY 
E-WALLET

YOUR
BANK

YOUR 
FRIEND’S 

BANK

INDIA
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Mobile commerce 

With an estimated 800 million mobile phone users, and about 
430 million of them having internet access, m-commerce is the 
fastest growing sector in India, projected to make up a massive 
45% of all online sales by 20226. 

Chatbot enriched banking 

Thanks to its high penetration of mobile users, India is embracing 
AI chatbots with aplomb. Several of India’s banks including the 
State Bank of India, ICICI Bank and HDFC Bank have all set 
up their own chatbots, assisting customers with everything 
from simple website searches to the transfer of funds. Not only 
do chatbots help banks keep their costs down, they seem to 
appeal to customers as well, with one in three Indians stating 
that they are happy to interact with chatbots online7.

Tax reform 

2017 saw India roll out its Goods and Services Tax (GST), 
moving India from its complicated and archaic tax system to 
a completely digital regime. Proving a success, in July of the 
same year, New Delhi confirmed that India had collected more 
than $14 billion in sales tax8.

Keeping it local 

RuPay is a relatively new domestic card scheme for India. 
Launched in 2012, and coined from the combination of Rupee 
and Payments, RuPay is similar to debit and credit cards in that 
its cards are issued by India’s banks, are highly secure, and 
consumers can use them to withdraw money and pay for items, 
both online and in physical stores.

Prior to the launch of RuPay, Visa and MasterCard ruled the 
roost as the most popular payment network solutions, although 
the associated costs when making domestic transactions 
for Indians were high. This is because Visa and MasterCard 
are international systems and banks have to pay to join their 
payment network. Contrastingly, India’s domestic banks don’t 
have to pay any fees to use the RuPay payment network - so the 
overall fee (or cost to the consumer) is much lower. In addition, 
all processing for RuPay is done within India so the speed of 
transactions is much higher than with Visa or MasterCard where 
they happen at an International level, and are at the mercy of 
additional servers and related errors.

All this has led to strong growth for RuPay. Figures from the 
NPCI, which manages the RuPay scheme, show that the 
number of cards in circulation reached 494 million in 2018, up 
35% from 365 million in 20179.

IND IA

Airbnb, the online marketplace for renters, burst 
onto the scene in the US in 2008. Since then, it has 
expanded to 191 countries, most recently moving into 
the Asian market in 2012. While it took London during 
the Olympics by acquiring local app Crashpadder, it 
relied on word of mouth to expand in Asia.

Speaking to TNW in 2012, CTO Nathan Blecharczyk, 
said:

“In the early days, people from around the world came 
to New York and then, after using Airbnb, they went 
back to their countries of origin and took the idea 
with them. A lot of times, the guests became hosts, 
they were telling their friends, and this created cross-
pollination and quickly seeded the global market for 
us.”

Airbnb also opened local offices all over travel hot 
spots in South East Asia, including one in Indonesia. 
Doubling down on tourism, the company has also 
pushed into travel experiences. In its latest market in 
Sri Lanka, the company offers surfing, wildlife, food 
walks and craft tours.

NEW 
EXPERIENCES 



6Exploring Payments Landscape in Asia

Additional e-wallets  

• JioMoney
• Freecharge
• ITZ Cash
• PhonePe
• Buddy

• Ola Money
• PayZapp
• Airtel Money
• Am
• Oxigen

E-wallets currently represent 26% of all online payments in India 
and is set to grow to 37% in 202110.

India’s most popular e-wallet is Paytm, and in 2017 became the 
country’s first payment app to exceed 100 million downloads11. 
While no doubt thanks to India’s demonetisation drive, perhaps 
the biggest reason for this lies in the flexibility of Paytm. The 
free service is available in 10 regional languages and allows for 
online use-cases including mobile top-ups, utility bill payments, 
travel, movies and events bookings as well as in-store 
payments in shops, restaurants and educational institutions. 
In 2018, Paytm launched a business app, allowing merchants 
to track their payments and day-to-day settlements instantly12. 
The company, which is backed by China’s Alibaba Group and 
Japan’s SoftBank, currently has in excess of 200 million users, 
and already has its sights on hitting half a billion users by 202013.

While Paytm should undoubtedly be considered amongst your 
online checkouts, there are a number of smaller e-wallets vying 
for market share that you should also have on your radar. Top 
of the list is MobiKwik.

Launched ahead of Paytm in 2009, MobiKwik is India’s largest 
independent mobile payments network, connecting more than 
30 million users with 75,000 retailers. It allows people to transfer 
money between accounts, make bookings, pay utility bills, buy 
goods and even pay for Ubers14. In 2016, the company also 
launched MobiKwik Lite, allowing users of existing 2G mobile 
networks and those in areas with poor internet connectivity the 
opportunity to use their service.

With demonetisation benefiting MobiKwik as well as Paytm 
(MobiKwik doubled its user base in the year following the 
government sanction), MobiKwik’s customers now stand 
at a healthy 100 million, and the company has struck some 
interesting partnerships that are likely to see this figure grow 
further15. Notably, 2017’s partnership with Bajaj Finance means 
that MobiKwik now powers India’s first credit e-wallet, ‘Bajaj 
Finserve Wallet’, allowing people to fulfil their buying needs on 
credit16.

T O P  E - WA L L E T S 

Amazon has come an astronomically long way in a 
relatively short time. Founded in 1994 as an online 
bookseller based in the US, the e-commerce and 
cloud computing giant now has separate websites for 
15 countries around the world, including India. Despite 
established local competition on the ground – Flipkart 
Internet Pvt. and Snapdeal – Amazon India now 
delivers between 20 and 30 packages a day. Acting 
‘glocally’ – thinking globally but acting locally – has 
formed a major part of Amazon’s strategy for grabbing 
market share in India. For example, Amazon’s research 
showed that many Indian consumers were not 
comfortable buying products online, so the company 
set up physical kiosks across local retail locations to 
match entrepreneurs with consumers. It also set up 
vans with photo studios that visit smaller retailers and 
suppliers who might otherwise have difficulty getting 
themselves set up as sellers on the platform. In the 
last  year, Amazon has invested a further $2 billion into 
India, according to CNBC.

KEEPING IT 
LOCAL

“  The gap (with Paytm) is definitely 
narrowing. I believe we are neck-
to-neck in merchant acceptance 
across cities.”

  Upasana Taku, co-founder and director at 
MobiKwik

IND IA
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“  Given the consumer base, 
the next 100 million 
[subscribers] for us is coming 
from India.”

 Reed Hastings, CEO of Netflix 

“  There is actually 2-3 Indias 
within the country. One is 
the real premium part of the 
country, maybe 5-6 million 
households… and then there 
is 80-90 million households. 
Concepts like speed of 
delivery are very important 
for the first segment, for the 
bigger segment it’s more 
offer [orientated]”

 Kalyan Krishnamurthy, CEO of Flipkart

January 2007
Myntra launches, initially providing personalised items, before 
moving into selling fashion and lifestyle items

October 2007
Flipkart is founded, initially providing books before expanding 
into consumer electronics, fashion and lifestyle products

August 2010
Paytm launches, providing e-commerce payment systems

2010 
Launch of Aadhaar

October 2011
Jabong launches, an online fashion portal

June 2012
Airbnb launches 

August 2013
Uber launches

2014
Launch of the Jan Dhan Yojana programme

May 2014
Myntra is acquired by Flipkart

June 2015
Apple Music arrives

February 2015
Chinese e-commerce giant Alibaba invests in Paytm

2016
Government’s demonetisation programme rolled out
The National Payments Corporation of India launches Unified 
Payments Interface

January 2016
Netflix launches

July 2016
Amazon Prime launches without video service 
Flipkart acquires Jabong

December 2016
Amazon Prime Video launches

February 2017
India rehauls its tax regime and introduces  Goods and Services 
Tax

February 2018
Amazon Prime Music launches

R E TA I L  T I M E L I N E

IND IA
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The pace of economic change in Vietnam is remarkable. 
Once one of the world’s poorest nations, this beautiful and 
culturally rich country is now among the world’s fastest growing 
markets17, with its GDP expanding an impressive 6.8% in 2017, 
only 0.1% behind China18.

With Vietnam’s 35 million e-commerce customers19 representing 
an annual $2.7 billion revenue, expected to rise to $4.5 billion 
by 202220, Vietnam presents itself as a land of opportunity for 
businesses looking to expand. But what has led to Vietnam’s 
marked growth, and what do prospective retailers need to 
know about the current economic environment?

Economic reform 

Vietnam took its first leap towards economic prosperity back 
in 1986 with a series of reforms known as the Doi Moi Policy, 
translated to mean  “renovation”, which transformed the country 
from a centrally planned economy to a market economy.

Brought about by the then general secretary of the Communist 
Party of Vietnam, Nguyễn Văn Linh, the reforms were made 
in order to tackle the looming economic crisis brought about 
by skyrocketing inflation rates – and tackle them they did. By 
1992, Vietnam had adopted a new constitution promoting a 
more liberal economy. The wheels were set in motion.

Diplomatic ties and support networks  

In 1995, Vietnam joined the Association of Southeast Asian 
Nations (ASEAN), a grouping put together to accelerate the 
economic growth, social progress and cultural development of 
its member states, including Indonesia, Malaysia, Philippines 
and Thailand. In the same year, after 20 years of severed ties 
following the Vietnam War, then US President, Bill Clinton, 
announced the restoration of diplomatic ties between the two 
countries 21.

In 1998, Vietnam joined the Asia-Pacific Economic Cooperation 
(APEC), a regional economic forum established to leverage the 
growing independence of Asia-Pacific, and, in 2007, became 
the 150th member of the World Trade Organisation (WTO), the 
only global organisation dealing with the rules of trade between 
nations.

Expanding youth 

Vietnam is now home to 96 million people, with 40% under 25 
years old and a median age of just 30.5 22. Vietnam’s youth 

are the population’s most tech-savvy group and arguably one 
with high consumer demand, relatively good income and, 
importantly, a frequent online shopping habit 23.

A rising middle class 

With per capita GDP of $2,343.125 in 2017 24, Vietnam is now 
a lower-middle income country. Furthermore, the World Bank 
estimates that as the population becomes increasingly urban 
and employed, more than half of the Vietnamese population will 
be part of the global middle class by 2035, up from just over 
10% in 2016 25. This is likely to be the highest middle-class 
growth in Southeast Asia, and a dream for international brands 
and retailers.

Internet penetration and usage

According to a report from We Are Social and Hootsuite, the 
number of internet users in Vietnam accounts for 67% of the 
population, far higher than the global average of 53%. Such 
prevalence has led to the Vietnamese spending an average of 
six hours and 52 minutes on the internet each day 26.

The dominance of cash on delivery payment [holding headline]
While the country’s growing e-commerce market looks 
promising for business, the payment ecosystem is somewhat 
archaic. Last year, publication eMarketer reported that when 
buying products online, 85% of Vietnamese preferred to pay 
by Cash on Delivery (COD), while only 15% said that they 
completed their purchases through mostly digital means 27. 

COD’s popularity can be attributed to low consumer confidence 
brought about by the country’s notorious market for counterfeit 
goods. While often marketed as ‘official’, it is not uncommon for 
people to be let down by questionable quality and provenance of 
items. COD rules the roost as buyers can check that everything 
is as advertised before paying. 

The future of payments

Data from the World Bank reveals that, as of 2014, around one 
third of Vietnamese adults had a transaction account with a 
formal financial provider, far below the regional average of 69% 
28. However, following the country’s commitment to UFA2020, 
a World Bank initiative which aims to get one billion people 
from 25 priority countries banked by 2020 29, a move to digital 
payments is imminent.

V I E T N A M ’ S  G O L D E N  O P P O RT U N I T Y 

VIETNAM
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A study by Google and Singapore sovereign fund Temasek 
found that more than 90% of southeast Asia’s internet 
access is made through mobile devices 30, which points at 
an opportunity for e-wallets to provide a palatable solution for 
shoppers, especially the unbanked.

While there are around 20 e-wallets for consumers to choose 
from, the most popular in Vietnam are MoMo and Payoo. 

MoMo can be used in a huge variety of ways, paying for 
transportation, entertainment, online shopping, utility bills 
and more. Drawing inspiration from the hugely popular Alipay 
in China, the company offers domestic users two services: a 
mobile wallet and payment app, and an online banking service 
for those without a traditional bank account.

Backed by banking giants Standard Chartered and Goldman 
Sachs, it has been reported that MoMo has five million users. 
In 2017 it partnered with Uber, allowing riders to pay for trips, 
where most journeys in the region are paid for with cash 31.

Working in much the same way as MoMo, Payoo allows 
consumers to pay for consumer goods but focuses largely 
on providing payment services for electricity, water and other 
regular bills.

Payoo was developed by the VietUnion Online Services 
Corporation and is backed by NTT Data, a group company of 
Saigon Construction Corporation (SCC). In 2017 it processed 
more than $2 billion of transactions.

T O P  E - WA L L E T S

Additional e-wallets

• 1Pay
• ZaloPay

• Grab
• Timo

VIETNAM

Launched in the US in 1998, Netflix has come a long 
way in its two decade existence, adapting to three 
consumer revolutions; from VHS to DVD, from DVD to 
streaming; and from viewing content on televisions to 
mobiles, tablets and laptops.

When it started out, Netflix offered a fraction of titles it 
has today through a traditional pay-per-rental model, 
however in 1998 the company trialled a subscription 
plan with no due dates or late fees, proving an instant 
success that would change their operating model 
forever.

Primed to move when technology stepped up, Netflix 
announced it would start streaming video in 2007, and 
began expanding internationally in 2010 with Canada. 
Netflix would then go onto expand more aggressively 
over the coming years, entering South America in 
2011, Europe in 2012, and parts of Asia from 2015.

Perhaps the biggest differentiator for Netflix was how 
it was able to use its own data on audience viewing 
habits, in order to predict a hit.

Speaking about Netflix’s commissioning of House of 
Cards, chief content officer Ted Sarandos told the 
Guardian in 2013:

“I didn’t use data to make the show, but I used data 
to determine the potential audience to a level of 
accuracy very few people can do…  It showed how 
many Netflix members love The West Wing and… 
David Fincher’s films.”

V I E W I N G 
P L E A S U R E
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“  Forget about the constraints 
of geographical borders 
and old music distribution 
networks; the evolving digital 
infrastructures and mobile 
uptake in Africa, Asia and 
the Middle East offer hugely 
exciting growth potential…”

  Axel Dauchez, CEO of music streaming 
service, Deezer

“  Developing countries with 
big populations have a lot of 
opportunities: China, India, 
Indonesia, Vietnam. You can 
make a lot of money from 
collecting dimes and cents 
from a lot of people.”

  Son Tran, founder and CEO of online 
book store, Tiki

1986
Vietnam begins the Doi Moi Policy

1995
Vietnam joins the Association of Southeast Asian Nations, and 
full diplomatic relations with US are restored

1998
Vietnam joins the Asia-Pacific Economic Cooperation

2004
The Gioi Di Dong is founded, Vietnam’s largest mobile phone 
retail chain

2007
Vietnam becomes the 150th member of the World Trade 
Organisation (WTO)

January 2010
Tiki (short for ‘Search & Save’) launches, an online book store 

2012
Deezer, music streaming site launches

March 2012
Lazada launches, an Amazon-like store

September 2012
Sendo is founded, offering a range of consumer goods

June 2014
Uber arrives 

June 2015
Apple Music arrives

January 2016
Netflix launches

April 2016
Alibaba Group buys a controlling stake in Lazada

December 2016
Amazon Prime Video launches

January 2018
Tiki receives significant investment from JD, one of the largest 
retailers in China

March 2018
Spotify launches

R E TA I L  T I M E L I N E

V IETNAM



11Exploring Payments Landscape in Asia

Indonesia, Southeast Asia’s largest economy, has grown 
steadily following the Asian financial crisis of 1997.  According 
to the World Bank, the country’s GDP per capita rose from $857 
in 2000 to $3,603 in 2016 32, and by 2020, the International 
Monetary Fund estimates Indonesia’s GDP per capita will hit 
$4,065 33.

Standing aloft as the world’s 10th largest economy in terms of 
purchasing power parity 34, Indonesia is a market to watch. But 
what’s behind this impressive growth, and more importantly, 
what does Indonesia’s online environment look like for budding 
businesses looking to expand?

G20 

Indonesia joined the G20 in its founding year, in 1999. 
Membership of G20 has buoyed Indonesia. The group, which 
is made up of 19 individual countries plus the European Union 
(EU), provides Indonesia with regular opportunities to discuss 
ways to strengthen the global economy, reform international 
financial institutions, improve financial regulation and implement 
economic reforms.

A growing middle class   
As Indonesia’s GDP has risen over the past two decades, its 
poverty rate has fallen. According to the World Bank, one in five 
Indonesians, representing 52 million people, are now defined 
as being middle class 35, having bigger wallets and a greater 
desire to spend.

Indonesia’s long-term development plan

In 2005, Indonesia embarked on a 20-year development plan 
known as Rencana Pembangunan Jangka Menengah Nasional 
(RPJPN). 

Placing huge priority over the nationwide economic and social 
development of the country, the government plan consists 
of four five-year medium-term plans, each with its own 
development priorities. The third phase of the plan runs from 
2015 to 2020 and focuses on infrastructure development, 
education and healthcare programs 36.

Internet penetration and usage

While internet penetration stands at 50% (3% below the global 
average), Indonesians are the fourth most digitally active country 
in the world, and on average spend an eye-watering eight hours 
and 51 minutes on the internet each day 37. 

E-commerce in Indonesia 

40% of connected Indonesians bought online in 2017 38. While 
modest compared to the west (78% and 69% of people bought 
in the UK and USA, respectively), Indonesia’s e-commerce is 
set to explode in the coming years. A study by Google and 
Temasek estimated that Indonesia’s total e-commerce revenue 
will reach a respectable $46 billion by 2025 39.

I N D O N E S I A’ S  O P P O RT U N I T Y

INDONESIA

“  In any developing country today, 
the most important sign of 
success in the economic policy is 
that you have a growing, strong 
and vibrant middle class. This 
really is the measure of the 
success.”

  Angel Gurría, the head of the Organisation 
for Economic Co-operation and Development 
(OECD)
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Credit and debit card uptake

Amongst a population of 262 million Indonesians 40, The World 
Bank estimates that 92 million are unbanked 41, and for those 
that are, making payments isn’t straightforward.

Banks in Indonesia rarely issue customers with debit cards 
that can be used on global card networks, and if they do, the 
additional steps required to enable online transactions are 
laborious. In the offline world, only around 1.3 million point 
of sale (POS) terminals even exist 42, creating further barriers 
towards the widespread use of cards.

A future for cash? 

Unsurprisingly for a developing economy, cash is still the most 
popular payment method in Indonesia – for now. According to 
eMarketer, cash on delivery (COD) was the most used payment 
method for nearly two-thirds (65.3%) of digital purchases in 
Indonesia in 2017. Credit cards were used to complete one 
fifth (20.7%) of online purchases, while ATM bank transfers 
were used for 13.9% 43. However, this trend looks set to slowly 
change, as more and more of Indonesia’s population buy goods 
online using their smartphones.

Smartphones pave the way

While mainstream use of cash alternatives is yet to be realised 
in Indonesia, predictions are that it won’t be far off. Owing to 
barriers surrounding the uptake and use of credit and debit 
cards, it’s expected that many Indonesians will skip the adoption 
of them altogether, opting for digital payment services that are 
easily available through smartphones. Moreover, by 2020 it’s 
expected that smartphone adoption will grow to 92.1 million 44, 
fuelling the prediction.

Currently, consumers can choose from a multitude of e-wallets 
within Indonesia, with the majority of these licensed operators 
owned by telco companies, retail groups and banks. While such 
consumer choice may appear to be a good thing there is little 
standardisation, with major players all gunning to create their 
own propositions, leaving the payments market fragmented 
with no clear leader. 

Indonesia’s first startup valued at over $1 billion 45, Go-Jek 
allows people to pay for taxi rides, order food for delivery, pay 
for goods and settle utility bills through its Go-Pay wallet. With a 
long-term vision to match how Alipay and WeChat Pay work in 
China, Go-Pay is a wallet to watch. 

Perhaps Go-Pay’s closest competitor, Grab, has similar usage 
scenarios and ambitions to the market leader. However, 
because it received its e-money license from Indonesia’s central 
bank, Bank Indonesia – a considerable time after Go-Pay – it 
lags slightly behind.

Ovo, created by Indonesia’s Lippo Group, is a standalone 
e-wallet with an interesting set of additional features, including 
personal finance management. In 2017 the company partnered 
with Grab, allowing users of Ovo’s wallet to link up to Grab and 
use any credit stored to pay for Grab’s rides and services.

Developed by Indonesia’s state-owned mobile carrier Telkomsel, 
TCash is also popular and allows people to make peer-to-peer 
transactions, settle bills, pay in select stores via QR code or by 
contactless, smartphone dependant.

T O P  E - WA L L E T S

Additional e-wallets  

• BBM Money
• DokuWallet

• Dompetku
• Mandiri e-Money

INDONESIA
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“  A key part of our success was 
to be very local.”

  Poshu Yeung, VP of the International 
Business Group at Tencent, which owns 
Joox

2005
Indonesia begins development plan Rencana Pembangunan 
Jangka Menengah Nasional 

June 2011
Japanese retailer Rakuten partners with media company MNC 
Group to launch Rakuten Balanja Online, an online retailer

March 2012
Lazada launches, an Amazon-like store

September 2012
Deezer, music streaming site launches

June 2015
Apple Music arrives

August 2015
Uber launches

October 2015
• JOOX, music streaming site, launches
•  Chinese retailer JD launches, a diversified online department 

store

January 2016
Netflix launches

March 2016
Spotify launches 

December 2016
Amazon Prime Video launches

R E TA I L  T I M E L I N E

“  Even between Asian 
countries, views on 
commitment, discipline, or 
even phone call etiquette 
widely vary. Not being aware 
of these facts can often lead 
to friction.”

  Pandu Sastrowardoyo, ASEAN Technical 
Solution Manager, IBM

INDONESIA
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PAYMENT SOLUTIONS

C R E AT I N G  O P P O RT U N I T Y  I N 
A S I A  W I T H  D O C O M O  D I G I TA L

With technological change and the emergence of the 
digital economy driving strong economic growth across 
Asia, businesses looking to scale internationally need to 
make sure that Alternative Payment Methods (APMs) – 
now mainstream in emerging economies – are part of their 
business’ payment strategy.

C O N N E C T I O N S  I N 
E S TA B L I S H E D  A N D 
E M E R G I N G  M A R K E T S 

With more than 15 years of experience with mobile 
e-commerce, DOCOMO Digital has over 200 Direct Carrier 
Billing (DCB) and Direct Wallet Billing (DWB) connections 
and is able to get merchants on-board quickly.

A D E P T  AT  M A N A G I N G  R I S K

DOCOMO Digital employs machine learning and artificial 
intelligence to minimise the risk of bad debt, maximising 
margins and profitability for businesses.

During temporary carrier downtimes where customer 
charges might fail, AI is employed to quietly solve the issue 
on a ‘trusted’ charge basis in the background, ensuring a 
better customer experience.

L E A D I N G  W I T H  I N N O VAT I O N

DOCOMO Digital offers prepaid customers balance with 
instant top-ups to complete transactions within App 
platforms for a small fee. 

Customer sign up rates increase by up to 75% as DOCOMO 
Digital uses carrier information, meaning customers’ 
addresses are filled in ‘automatically’.

Failed transactions are reduced by at least 15% thanks to 
targeted notifications to users.

An easy-to-use dashboard with data reporting suite provides 
businesses with detailed business KPIs at a glance.

C O N TA C T  U S

Accepting local, preferred payment methods shouldn’t be a 
hurdle. With a single integration you can open your business to 
billions of new customers globally.

Get in touch at connect@docomodigital.com 

C O M P L I A N C E  A N D  S E C U R I T Y

DOCOMO Digital holds a European license for payment and 
wallet services, and will also ensure your business meets the 
requirements of new EU regulation (PSD2).
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C O N TA C T  U S
Accepting local, preferred payment methods shouldn’t be a hurdle. With a single integration you 

can open your business to billions of new customers globally.

Get in touch at connect@docomodigital.com
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