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Initiation Report

Sumber Alfaria Trijaya (AMRT)

We initiate our coverage on Sumber Alfaria Trijaya (AMRT) with a BUY and TP of IDR3,500 (34x ‘24F P/E) as its
market share continue to expand and now is leading in Modern Trade (MT) minimarket due to a) continuous
topline growth; b) massive store numbers with good product mix, and c) operating and other income growth.
AMRT is expected to book stronger performance in 2H23 resulting ‘23F/’24F revenue and net profit to grow
by 13%/14% yoy and 20.5%/24.2% yoy, respectively. All in all, we expect AMRT'gross and net margin to
expand to 21%/21.4% and 3.1%/3.4%, respectively in ‘23F/'24F on better product mix, cost management and
other income.

Leader in MT minimarket with market share expansion

Based on USDA’ Jul'23 report on Indonesia's retail foods, AMRT’s Alfamart was Indonesia’s best-selling
modern retail store on food, beverages, and daily essentials in 2022. AMRT also continue to gain market
share in MT minimarket and Indonesia. In 1H23, AMRT’s market share in MT minimarket and Indonesia,
expanded to 39.1% and 15.1%, respectively. As a result, AMRT is the current leader in MT minimarket and
AMRT is expected to expand further its market share in 2H23 and 2024.

Continuous topline growth yoy

Indonesia’s Consumer Confidence Index (CCl) was still at 125.2 (still expansive) in Aug '23. AMRT’s
continuous topline growth is proven as it still grew 4% yoy amid pandemic. AMRT succeeded in growing its
loyal members with higher contribution at 57.2% of its 1H23’ revenue. We expect AMRT revenue to reach
IDR55.69 tn (+13.6% yoy) in 2H23F with its food sales to grow by 15.8% yoy on shopping’s trend shift, better
consumer spending (a possibility on extra money for consumers as election” campaign starts in Nov "23) and
higher revenue contribution from its loyal members. As a result, it is expected AMRT to grow its topline by
13% yoy and 14% yoy, respectively in ‘23F-24F.

Massive store numbers with good product mix

Thanks to AMRT’s massive store numbers with good product mix strategy, its gross profit grew at 11.3%
CGAR, from 2018-2022 and its gross margin expanded from 19.8% in 2018 to 21.2% in 1H23. AMRT total
store reached 21,383 in 1H23 and will continue its new stores opening in Indonesia’s tier 2 and tier 3 cities.
Now, AMRT has more than 10k product SKUs and cooperates with >1,600 suppliers, which enables the
company to keep on improving its product mix. Therefore, we expect gross profit to grow by 14.7% yoy in
2H23F, 14.9% yoy in ‘23F and 15.9% yoy in ‘24F. We expect AMRT’ gross margin to expand to 20.8%, 21%
and 21.4%, in 2H23F, “23F and ‘24F, respectively.

Operating and net income growth with margin expansion

We expect AMRT’ operating profit to grow by 13.8% yoy, 22.1% and 26.8% yoy, in 2H23F, ‘23F and ‘24F on
better cost management with continuous effort to lower employee counts per store. We expect AMRT’
other income to reach IDR597.3 bn (+12.3% yoy), IDR1.16 tn (+11% yoy) and IDR1.3 tn (+12% yoy) in
2H23F, ‘23F and ‘24F on increases in its fee based income and rentals. Al in all, we expect net profit to grow
by 20.5% yoy and 24.2% yoy in ‘23F-‘24F, on better cost management and higher other income, with net
margin expansion to 3.1% and 3.4% in ‘23F-"24F.

Initiate a BUY with TP of IDR3,500

We initiate our coverage on AMRT with a Buy and TP of IDR 3,500/share, which implies 34x 24 P/E or
slightly above its +1 stdv of 5 years mean P/E. We think AMRT" premium valuation is justified on a) its
business growth and margin expansion, b) ‘23F-‘24F PE is still lower than regional peers’ average PE in ‘23F-
‘24F, c) in a net cash position since 2021, and d) ‘23F-"24F ROE is way above peers’ average ROE in ‘23F-
‘24F. Risks to our call includes: a) tighter competition than expected, b) slower growth than expected from
its stores; and c) new changes in government regulation.

Exhibit 1: Key Statistics

Year end Dec 2021A 2022A 2023F 2024F 2025F
Revenue (IDR bn) 84,904 96,925 109,525 124,858 139,841
EBITDA (IDR bn) 4,963 6,063 7,013 8,410 9,489
Net profit (IDR bn) 1,926 2,855 3,440 4,274 4,881
EPS (IDR) 46 69 83 103 117
EPS growth (%) 81.4% 48.3% 20.5% 24.2% 14.2%
ROE (%) 22.1 273 278 30.1 30.2
ROA (%) 7.2 9.8 10.6 12.0 124
PER (x) 63.2 426 354 285 249
PBV (x) 132 10.8 9.4 8.2 7.3
EV/EBITDA (x) 24.5 20.0 17.3 143 125
Div Yield (%) 0.6 0.8 14 20 2.5

Source: Company, KBVS Research
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Sumber Alfaria Trijaya (AMRT)

Leading in MT minimarket with market share expansion

The United States Department of Agriculture's (USDA) in its Jul'23 report on Indonesia's retail foods, AMRT’s
Alfamart as Indonesia’s best-selling modern retail store in 2022 for categories; food, beverages, and daily
essentials. Based on Euromonitor data, AMRT’s Alfamart revenue reached USD7.62 bn (+40% yoy) in 2022
with lesser total store than Indomaret (non-listed). AMRT" Alfamart achievement in 2022 has dethroned
Indomaret with revenue of USD7.6 bn (+22.7% yoy) as the previous top position for four consecutive years to
2" place. Note that, AMRT’s total revenue reached USD8.72 bn from Alfamart and Alfamidi combined in
2022. Along with other modern retailers’ sales; Hypermart, Super Indo, Transmart Carrefour, Carrefour, Lotte
Mart, Circle K, Farmer's Market and others, the total retail sales for food, beverages, and daily essentials in
Indonesia reached USD101.4 bn (+9% yoy) in 2022.

USDA in their report also stated that the growth of modern retail stores (MT) and e-commerce continue to
erode general/traditional trade’ (GT) market share despite GT still dominated the food and beverage retail
sector in Indonesia with 77% market share. USDA also noted that since several years back, minimarket players
(AMRT, Indomaret, etc) have upgraded their store format from only offering daily necessities/groceries to
offering ready to drink (RTD) and ready to eat (RTE) food/snacks. Moreover, among MT channels,
minimarkets constitutes the largest segment, and USDA expects around 1,000 new additional stores each
year to be added to the total number of minimarkets, that will keep opening in residential areas and outside
Java.

Exhibit 2: Top selling retail stores in Indonesia
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AMRT also continue to gain market share in MT minimarket, MT channel, and Indonesia. In 1H23, AMRT’s
market share (Alfamart and Alfamidi) in the MT minimarket expanded by 270Bps yoy to 39.1%, while AMRT’
market share in the MT channel expanded by 250Bps yoy to 31.3%. As a result, AMRT’s 1H23 market share in
Indonesia expanded by 90Bps to 15.1%.

Exhibit 3: AMRT’ market share in Indonesia Exhibit 4: AMRT’ market share in MT minimarket
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AMRT's market share in Indonesia (%) AMRT's market share in MT Minimarket (%)

Source: Company, KBVS Research

Meanwhile, for AMRT” Alfamart market share in 1H23* MT minimarket, it expanded by 290Bps yoy to 34.2%
and its market share in 1H23’ MT channel expanded by 250Bps yoy to 31.3%. As a result, AMRT" Alfamart
1H23 market share in Indonesia expanded by 100Bps yoy to 13.2%. This shows that AMRT’s Alfamart still the
biggest contributor to AMRT’s 1H23 market share in MT minimarket, MT channel, and Indonesia as it has

more than 10 times the total store numbers than AMRT’ Alfamidi (MIDI).
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Moreover, in relation to Indonesia’s retail business, Government has exercised its regulation No.18/2022,
which is a renewed requlation from No. 23/2021. The renewed regulation indirectly creates a barrier for new
MT players to compete with AMRT and other existing MT players that already has more than 150 stores prior
to April, 1st 2021 as the renewed requlation stated that the maximum self-ownership store is 150 stores and
to open any new stores, the company has to do a Joint Venture or partnership with small-medium enterprises
(SMEs). Therefore, we think AMRT is the current leader in MT minimarket and expects AMRT to continue to
expand its market share in 2H23 and 2024.

Exhibit 5: Alfamart’ market share in Indonesia Exhibit 6: Alfamart’ market share in MT minimarket
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Source: Company, KBVS Research Source: Company, KBVS Research

Continuous topline growth yoy on shopping trend’s shift, better consumer spending and loyal members
AMRT’s continuous topline growth is proven as it still grew 4% yoy amid pandemic in 2020 and from 2018-
2022, it grew a 9.7% CAGR. We think that AMRT’ continuous topline growth is supported by shopping trend’s
shift after pandemic, better consumer spending in Indonesia and higher revenue contribution from its loyal
members. Prior pandemic, AMRT had a high single digit topline growth yoy in 2018-2019.

Since that time, the shift in shopping’ trend have started, where customers began to buy groceries from
minimarkets instead of super/hypermarkets then the trend continues until now. Moreover, AMRT” topline had
a double digit growth yoy in 2021 (+12% yoy) and 2022 (+14.2% yoy), since the last time was in 2016. Note
that, AMRT sells its products via online and offline. According to the company, purchase made via online has
bigger basket size of IDR76,000 or 52% higher than offline basket size.

Exhibit 7: AMRT'’s revenue & growth
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Source: Company, KBVS Research

Back in 2022, Indonesia’s household spending per capita grew 8.71% yoy with household spending per capita
on food/groceries and household spending per capita on non-food, grew by 10.96% yoy and 6.53% yoy,
respectively (Exhibit: 28 & 29). Moreover, Indonesia’s CCl was still at expansive area at 125.2 in August ‘23
(Exhibit: 24). Therefore, we expects Indonesia’s household spending per capita continue to grow in 2H23 and
2024.

In order to attract and gain customer’ base, AMRT’s has created a membership program; Alfagift with point
rewards or free gifts or cash-back promo and has collaborated with more than 189vendors. Moreover, AMRT’
Alfagift has succeeded in growing the numbers of its loyal members from a total of 9.3mn members in 2020
to a total of 15.1mn members in 1H23.
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Moreover, AMRT’s total active members has also grown from around 5.4mn or 58% of its total members in
2020 to around 9.7mn active members or 64.2% of its total members in 1H23. Note that, from 2020-2022,
AMRT total members grew at 13.6% CAGR and its total active members grew at 16.3% CAGR. AMRT’s loyal
members contribution to its total revenue also jumped significantly, from only a 29.8% revenue contribution
of its 2020’ total revenue to a 57.2% revenue contribution of its 1H23 total revenue (around IDR30 tn).

Furthermore, there is also a possibility on extra money for consumers from election” candidates that will start
campaigning by the end of Nov 23 to early Feb 24 with a potential for 2™ round in Presidency’s campaign
which could be in June 24. Therefore, we expect AMRT’ revenue to reach IDR55.69 tn (+13.6% yoy) in 2H23F
with its food sales to reach IDR39.74 tn (+15.8% yoy) due to shopping’s trend shift, Indonesia’s better
consumer spending and higher revenue contribution from its loyal members. In 1H23, AMRT’ revenue reached
IDR53.83 tn (+12.4% yoy) with food sales reached IDR38.41 tn (+16.4% yoy) or 71.4% contribution of AMRT’s
1H23 revenue.

Exhibit 8: AMRT'’s Alfagift members Exhibit 9: AMRT’s active members contribution
57.2%
40.7
35.1%
29.8%
2020 2021 2022 YTD Jun-23

M Total members Active members 2020 2021 2022 YTD Jun-23

Source: Company, KBVS Research Source: Company, KBVS Research

As a result, it is expected AMRT’ topline in ‘23F-‘24F to grow by 13% yoy and 14% yoy to IDR109.53 tn and
IDR124.86 tn, respectively. Note that, our revenue growth target of 13% yoy in 2023F is still slightly higher
than AMRT'’s guidance of around 12% yoy revenue growth, despite lower than its 2022° revenue growth of

14.2% yoy.
Exhibit 10: Region’ contribution to revenue  Exhibit 11: Food & non-food sales
33%
71.60%
38.50%
m Jabodetabek = Java ex Jabodetabek = Ex-Java Food = Non Food
Source: Company, KBVS Research Source: Company, KBVS Research

Moreover, we expect AMRT’ food sales to contribute 71.6% of AMRT ‘23F-24F revenue, while non-food
sales to contribute 28.4% of AMRT ‘23F-24F revenue. As for revenue contribution from each region to
AMRT ‘23F-24F revenue are Greater Jakarta (28.5% contribution), Java ex Jabodetabek (38.5%) and Ex-
Java (33%).
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Massive store numbers with good product mix supports its gross margin expansion

We expect AMRT is able to grow further its gross profit and expand its gross margin due to its massive store
numbers and its large numbers of suppliers that has supported AMRT’ business and enables the company to
improve its product mix strategy.

From 2018-2022, AMRT’ gross profit grew at 11.3% CGAR and its gross margin expanded from 19.8% in 2018
to 20.7% in 2022. In 1H23, AMRT’ gross profit reached IDR11.4 tn (+15.2% yoy) and gross margin expanded
by 50Bps yoy to 21.2%.

Exhibit 12: AMRT's gross profit & margin
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As for the number of stores, AMRT has opened 916 new stores in 1H23 that makes its total store of 21,383
stores, with; 18,435 Alfamart stores, 2,153 Alfamidi stores, 442 Lawson stores, 308 Dan+Dan stores and 45
Alfamidi super.

Exhibit 13: AMRT’s minimarket stores vs peers
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The company shared to us that AMRT will continue to open new stores in tier 2 and tier 3 cities in Indonesia
and it has guided for around 1850 new store openings in 2023 with IDR6 tn in total 2023 capex. Note that,
AMRT owned 77% of AMRT’s total stores.

Exhibit 14: AMRT’s personal care stores Exhibit 15: AMRT's supermarket stores
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In terms of region, from AMRT’s total stores in 1H23; 27,4% in Greater Jakarta, 40.1% in Java island
and 32.5% in outside Java.

Exhibit 16: AMRT’s store geographic breakdown
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Source: Company, KBVS Research

As for suppliers, AMRT has collaborated with more than 1,600 active suppliers that provides for more than
10,000 product SKUs (food and non-food products) to AMRT, which enables the company to execute its
product mix strategy as to cater its customer needs. AMRT also offers its house brand/private label (HB/PL)
products as to provide more product options with good quality and at affordable prices to its customers.

In order to produce and maintain its HB/PL products’ quality, AMRT also has collaborated with manufactures
and small-medium enterprises (SMEs). Note that, AMRT" HB/PL offers better margin than products from
suppliers and AMRT has a good bargaining power towards its suppliers due to its massive store numbers with
multiple different suppliers at its disposal.

Allin all, thanks to AMRT’s massive store numbers with good product mix strategy, we expect AMRT’ gross
profit to grow by 14.7% yoy to IDR11.6 tn in 2H23F and by 14.9%/15.9% yoy in ‘23F/‘24F to IDR23 tn, and
IDR26.7 tn, respectively. Moreover, we expect AMRT’ gross margin to expand to 20.8%, 21% and 21.4%,
respectively in 2H23F, ‘23F and ‘24F.

Exhibit 17: AMRT’s GB/PL products

i
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Operating and net profit growth with margin expansion

We expect AMRT operating profit and operating margin will continue to expand due to better cost
management that is supported by current technology, along with continuous effort to lower employee counts
per store. From 2018-2022, AMRT’ operating profit grew 44% CAGR and 1H23 operating profit reached
IDR1.59 tn (+33.2% yoy) with a 40Bps operating margin expansion. Therefore, we expect AMRT operating
profit to grow by 13.8% yoy, 22.1% and 26.8% yoy to IDR1.83 tn, IDR3.42 tn and IDR4.33 tn, in 2H23F, ‘23F
and ‘24F respectively due to better cost management. All in all, we expect AMRT’ operating margin to expand
to 3.1% and 3.5% in ‘23F-"24F.

Exhibit 18: AMRT’s operating profit and margin
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Source: Company, KBVS Research

Furthermore, from 2018-2022, AMRT’ net profit grew 45% CAGR and 1H23 net profit grew 28.6% yoy mainly
due to higher other income, with its net margin expanded by 40Bps. From 2018-2022, AMRT’ other income
grew 7.5% CAGR and it grew 9.8% yoy in 1H23. Note that, AMRT’s fee based income is driven by its e-
services and it is the back bone of its other income, with around 59-63% contribution to its other income.

Thanks to the pandemic and the fast growth of e-wallet amid pandemic that have magnified AMRT sales
growth via online and its e-services as the growth of cashless transactions was triggered by higher restriction
of human interactions amid pandemic. Moreover, based on Datalndonesia.ld 2021 data, Indonesia has the 4th
largest un-bankable population in the world and according to World Bank (WB) 2021 data, which around 49%
of Indonesian population was still un-bankable as many Indonesian still lives in rural area that has limited
access to bank and ATMs.

As a result, the role of electronic money (e-money) has started to become more important, which boosted
the growth of e-wallet, and customers that lives in rural areas are rellying more on AMRT’ e-services. Note
that, the e-wallet industry has grown rapidly in the last 10 years as public acceptance of the e-wallet industry
was faster when compared to other categories.

Based on Xendit’s data, a financial technology (Fintech) company, E-Wallet is the most popular Digital
Payment, back in 2021. Xendit stated that over 150 mn transactions worth USD12 bn were recorded, and
43% of those were of E-Wallet vs 24% in 2020 as e-Wallet user has grown significantly and almost half of
Xendit merchants provided E-Wallet payment. In 2022, based on a marketing research firm, InsightAsia
showed that e-wallet transactions grew by 58.6% yoy as transaction volume rose 37.49% yoy with a value of
IDR35.1 tn. InsightAsia also found a tendency in the use of e-wallets, developing from payments only to
money management features such as fund transfers, and transaction history, to pay-later features. Of the top
10 uses of e-wallets, the biggest is shopping via e-commerce. The second is to top up mobile phone credits,
followed by transferring money within the platform, viewing transaction history, bank transfers, culinary
orders, bill payments, offline payments for household expenses, and paylater.

The growth of e-wallet industry on top of Indonesia’ large unbankable population has boosted AMRT’s fee

based income growth as higher transactions for e-money, which is also the biggest contributor to AMRT’s
fee-based income.

Kb KB Valbury Sekuritas
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From most of e-wallet providers, AMRT gets a flat fee around IDR1,500 for every top up of e-money by
customers. Note that, the amount of fee for AMRT, still depends on the-wallet providers. Albeit, the fee per
transaction could be higher for some providers than of e-money top up via bank’” ATM, AMRT’ fee based
income still continue to grow. From 2018-2022, AMRT fee based income grew 10.5% CAGR and it grew 7%
yoy at IDR335.4 bn in 1H23. Moreover, that could be a big opportunity for AMRT to do up-selling and/or
cross-selling to customers that is visiting its store to do their top up as generally the customers would buy
other products in the store.

Exhibit 19: AMRT’s fee based income (IDR bn) & growth yoy
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Source: Company, KBVS Research

Aside from e-money, AMRT also offers other e-services;
e E-voucher (electric prepaid token, top-up phone’ credit & data, top-up credit for online games, etc)
e E-payments (credit instalment for vehicles, credit instalment for housing, tuition fees, PBB, BPJS
health, insurance, vehicle tax, telephone, TV cable, online shopping, utilities bills (electricity, gas and
water, online travel agents, etc)
e E-ticketing (concerts/events, trains, flights, buses, ferries, hotels, theme parks, etc)
e Delivery services (documents, goods, remittance, etc)
e Other services (branchless banking, credit applications, etc)
Note that, currently AMRT has collaborated with more than 185 partners for its e-services. AMRT would also
get a flat admin fee for each transaction of the above e-services.

Yet, AMRT informed us that the company is brewing for new strategies and inovations as to anticipate for a
slower growth yoy in its fee based income in near future. Therefore, we expect AMRT fee based income to
only grow by 7% yoy in ‘23F-24F. Furthermore, the 2nd biggest contributor to AMRT’ other income comes
from space and building rental with 17%-19% contributions. From 2018-2022, AMRT" space and building
rental income grew 7.7% CAGR and it grew 15% yoy at IDR98.4 bn in 1H23. Thus, we expect AMRT space
and building rental income to grow by 5% yoy in ‘23F-24F.

With our anticipation on slower growth yoy in AMRT’ fee based income, we still expect AMRT’ other income
in 2H23F, ‘23F and ‘24F to reach IDR597.3 bn (+12.3% yoy), IDR1.16 tn (+11% yoy) and IDR1.3 tn (+12% yoy)
on increases in its fee based income and rentals. All in all, we expect net profit to grow to IDR3.44 tn (+20.5%
yoy) and IDR4.27 tn (+24.2% yoy) in ‘23F-"24F respectively, due to better cost management and higher other
income. We also expect AMRT’ net margin to continue to expand to 3.1% and 3.4% in ‘23F-‘24F. In 1H23,
AMRT net profit reached IDR1.61 tn (+28.6% yoy) and net margin expanded by 40Bps yoy.
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Initiate a BUY with TP of IDR3,500
We initiate our coverage on AMRT with a Buy and TP of IDR 3,500/share, which implies 34x 24 P/E or slightly
above its +1 stdv of 5 years mean P/E.

Exhibit 20: AMRT’s 5 years mean PE band
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Albeit AMRT’ premium valuation of 35.4x & 28.5x PE in “23F-‘24F is higher than its domestic peers’ average
PE of 14.0x & 12.0x in '23F-"24F, AMRT’ ‘23F-‘24F PE is still below than its regional peers’ average PE of
43 2x & 30.1x in ‘23F-24F. We also think that AMRT” premium valuation is still justified on the back of; a) its
continuous topline growth yoy, b) massive store numbers with good product mix, and c) operating and other
income growth, which potentially leads to its gross, operating and net margin expansion.

Moreover, AMRT’ 27.8% & 30.1% ROE in ‘23F-‘24F is way above its domestic, regional and global peers’
average ROE in 23F-24F of 19.3% & 18.9%, 12.8% & 14.5%, and 23.8% % 23.0%, respectively. This means
that AMRT business is much better as it is way more profitable by far than its peers.

AMRT has also reported a net cash position since 2021, and we expect AMRT’ net cash position will continue

to increase further in ‘23F-"24F. Along with an indirect barrier for new entrant in MT retail from a renewed
government regulation on retail business, thus we recommend a BUY on AMRT with TP of IDR 3,500/share.

Exhibit 21: AMRT’ comparison to peers

Ticker Company's name Mkt Cap EV/EBITDA P/E ROE ROA
(InUSD mn) ‘23F '24F '23F '24F '23F '24F '23F '24F
AMRT 1) Equity PT. Sumber Alfaria Trijaya. Tbk 7,840.4 17.0 144 354 285 278 301 106 115
ERAA IJ Equity PT Erajaya Swasembada Tbk 479.8 6.8 5.6 7.1 57 140 150 5.6 6.3
MAPI IJ Equity PT. Mitra Adiperkasa Tbk 19725 73 6.4 138 122 243 216 94 9.1
MAPA 1) Equity PT MAP Aktif Adiperkasa Tbk 14476 83 6.6 16.0 128 274 27.1 28.1 309
ACES 1) Equity PT Ace Hardware Indonesia Tbk 882.1 113 9.7 192 172 117 120 9.5 104
Simple average Indonesian retailer 1,195.5 8.4 7.1 140 120 193 189 131 142
SSG SP Equity Sheng Siong Group Ltd. 16907 1063 1025 17.19 1611 2853 2739 1655 1643
DFI SP Equity DFI Retail Group Holdings Limited 36142 7.45 6.48 2302 1420 1584 2442 2.02 3.80
AEON MK Equity ~ AEON Co. (M) Bhd. 3385 483 468 1215 1153 7.00 7.38 2.33 2.55
CRC TB Equity Central Retail Corporation Public Company Limited 6,586.6 1133 10.33 2794 2289 1268 1415 339 387
CPALL TB Equity ~ CP ALL Public Company Limited 15,1847 1478 1360 3120 2535 1686 16.02 186 267
RRHIPM Equity  Robinsons Retail Holdings, Inc. 1,165.3 551 501 1196 10.06 7.22 7.99 3.44 3.65
PGOLD PM Equity Puregold Price Club, Inc. 14694 5.09 4.68 878 799 1150 10.82 5.80 5.88
601933 CH Equity Yonghui Superstores Co., Ltd. 40346 1940 16.75 10125 5143 137 6.87 0.47 0.76
6808 HK Equity ~ Sun Art Retail Group Limited 2,1218 1.10 098 4503 21.05 1.64 340 0.54 1.03
DMART IN Equity ~ Avenue Supermarts Limited 292424 5491 4373 8547 6740 1591 1712 1649 1743
TRENT IN Equity ~ Trent Limited 8,830.8 52,63 4101 11161 8353 2190 2389 1370 14.70
Simple average Asia Pacific retailer 6,752.7 17.1 143 432 301 128 145 6.1 6.6
COST US Equity ~ Costco Wholesale Corporation 2501994 2359 21.77 3938 3651 27.76 2564 940 9.46
TGT US Equity Target Corporation 55,706.5 9.53 851 1569 1349 2827 2930 6.45 731
WMT US Equity Walmart Inc. 4398284 1290 1206 2507 2294 2061 2029 6.94 7.29
GIS US Equity General Mills, Inc. 37,8959 1180 1143 1451 1378 2429 2384 844 858
KR US Equity The Kroger Co. 33,081.3 6.41 646 1013 1032 2898 24.09 6.43 6.13
TSCO LN Equity ~ Tesco PLC 23882.8 6.74 661 1216 1125 1283 1364 350 3.40
SHP SJ Equity Shoprite Holdings Ltd 7,704.6 886 859 1990 1766 2420 2452 621 628
Simple average Global retailer 121,1856 114 108 195 180 238 230 6.8 6.9

Source: Bloomberg, KBVS Research

Risks to our call includes: a) tighter competition than expected, b) slower growth than expected from its

stores; and c) new changes in government regulation.
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Exhibit 21: Indonesia’s total population
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Industry Outlook
Indonesia is a potential market due to its demography

Indonesia is the world’s 4" most populous country and based on Statistics Indonesia’s (SI) projection data,
Indonesia’s total population has reached 278.65mn people in 1H23 with its GDP already back on its normal

growth path after getting hit during pandemic, which grew 5.31% yoy in 2022 and it is expected to grow by
around 5.3% yoy in 2023.

Exhibit 22: Indonesia’s Gross Domestic Product (GDP)
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Source: Statistics Indonesia, KBVS Research

Source: Statistics Indonesia, KBVS Research

Moreover, the World Bank’s (WB) has categorized Indonesia as an upper middle income country, which based
on WB’ classification on the country’s Gross National Income (GNI) per capita. WB also stated that around
20% of Indonesia’s total population is already in the middle income class with another 41% of its population is
the aspiring middle income class. Therefore, with its large population and rising middle income class,
Indonesia is a potential market for AMRT and other retail players.

Indonesia’s economic recovery and improved consumer spending

Back in 2021, AT. Kearney’s stated in its Global Retail Development Index (GRDI) that Indonesia was indth
place among 35 global contenders as Indonesia’s retail market progress showed strong sales performance of
USD407 bn (IDR6.044 tn) in 2021 on the back of its vast population of 272.68mn people, which boosted its
total GRDI value of 53.0. Moreover, the Indonesian government had loosened its PPKM (Community Activities
Restrictions Enforcement) policy since Sept *21 and terminated totally its PPKM policy by end of 2022. This
has led to higher mobility and higher consumer activities, which can be seen through Indonesia’s consumer
confidence index (CCl) level that was back on its expansive territory (>100) since Oct’ 2021, and was at
125.2in August "23 according to SI' CCl survey or higher than in July ‘23.Note that, Indonesia Consumer
Confidence Index indicates a heightened sense of optimism among Indonesian consumers, despite past

market uncertainties stemming from the pandemic, inflation, recession, and geopolitical tensions (e.g.,
Russia-Ukraine conflict).

Exhibit 23: Top 10 country global development Index 2021 Exhibit 24: Indonesia’s Consumer Confidence Index (CCl)

Top 10 Country Global Retail Development Index 2021
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Source: A.T. Kearney (2023), KBVS Research
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Exhibit 25: Indonesia’s Consumer Price Index (CPI)
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Yet, Bank Indonesia (BI) saw that the sudden rise on demand was not equally matched by supply asthe
consumer price index (CPI) was rising and reached its highest level of 5.95% in Sept '22. To stabilize the
condition, Bl has adjusted its BI-7day rates since August '22 and already raised 225 Bps till its current rate of
5.75%. As a result, the CPI number has dropped near to Bl’s inflation target of 3% as the steadfastness of the
Indonesian consumer is exemplified by their resilience in the face of rising inflation.

Furthermore, the Indonesian government and the Indonesia Retail & Tenant Association (HIPPINDO)
convened to establish crucial support measures, including: 1) reducing high-cost import permits for non-
domestic goods; and 2) restructuring bank credit to invigorate the offline retail space, in order to fuel the
retail sector's resurgence post-pandemic in 2023. According to SI's survey, retail sales growth could reach

5.22% in 2023 despite slightly slower than 5.44% in 2022.

0.00

Exhibit 27: Indonesia’s monthly avg household spending per capita
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Exhibit 26: Retail trade sector growth
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Based on SI's 2022 National Economic survey, Indonesia’s monthly average households spending per capita in
2022 grew 8.7% yoy or higher growth than 1.9% yoy in 2021, with 50.32% of Indonesia’s monthly average
households spending per capita in 2022 was spent for food/groceries, which expanded 102Bps yoy from

49.30% in 2021.

Exhibit 28: Monthly avg household spending per capita - food
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Source: Statistics Indonesia, KBVS Research
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Source: Statistics Indonesia, KBVS Research

While, 49.68% of Indonesia’s monthly average households spending per capita in 2022 was spent on non-

food items such as clothing, medical expenses, and others.

Based on Nielsen's 2023 consumer outlook survey, 53% of Indonesian consumers claim to be better off
financially, much higher than the global percentage of 26% and Asia Pacific (APAC) percentage of 36% for

consumers feeling financially better off.
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Exhibit 29: Monthly avg household spending per capita - non food Exhibit 30: Nielsen’s 2023 consumer outlook survey
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However, consumers are still wary of spending and have adopted a cautious mindset as one in five
Indonesians (18%) has felt that they are financially worse off.The top three reasons for their cautions are
rising; food prices, fears of an economic downturn, and the ongoing pandemic disruptions.

Still, the consumer spending preferences has changed. Currently, shoppers prioritize their spending on
specific items while moderating others, such as grocery and household items which has become a top priority
for consumers in 2023, with 62% of consumers un-swayed in altering their allocation for these essentials
despite higher prices. Furthermore, the other top priorities for Indonesian consumers are; physical wellness,
future planning and mental wellness. Therefore, Indonesia offers an ideal business environment for retail
players (especially for grocery retail players) on the back of its economic recovery, higher operational
activities and improved consumer spending.

Growth continuation in Indonesian trade channel
Indonesian trade channel (ITC) continue to grow this year and in 1H23, it grew 3.2% ytd with a 4.5% ytd
increase in its general trade/traditional store(GT) and a 1.9% ytd increase in modern trade (MT). In Indonesian

MT, minimarket remained as the growth driver (+2.7% ytd), while super/hyper market declined 1.1% ytd.

Exhibit 31: Indonesian trade channel growth ytd in 1H23  Exhibit 32: Modern trade growth ytd in 1H23

Indonesia 3,2%

MT Minimarket 2.7%
Modern Trade 1.9%
WT Superfhyper
General Trade 45% &
-1.1%
Source: Statistics Indonesia, KBVS Research Source: Nielsen, KBVS Research

Furthermore, ITC’s biggest contributor based on total grocery (excluding cigarettes) in 1H23; 51.4% came
from GT and 48.6% came from MT. The higher contribution from GT to ITC was mainly due to Indonesia’s low
income segment, which is still the largest income segment and who have started to shop in traditional market
as it offers lower price.

Yet, in MT, minimarket only experienced a 20Bps drop at 38.7% in its contribution to ITC than super/hyper
market’s at 9.9%, or a 40Bps lower contribution in 1H23.
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Exhibit 33: Contributors to Indonesian trade channel in 1H23

2021 2022 YTD Jun=-22 YTD Jun-23

S Minimarket B SuperHyper B Traditional store
Source: Company, KBVS Research
For the contribution from Indonesia’s region to ITC based on total grocery in 1H23; a) 18.8% contributions
from Greater Jakarta (+7.8% ytd), b) 16.9% contributions from Central Java (+4.8% ytd), c) 16.6%

contributions from West Java with (+0.9% ytd), d) 14.3% contributions from West Java (-3.9% ytd) and e) the
rest 33.4% was contributions from region outside Java.

Exhibit 34: Region’s contribution to Indonesian trade channel in 1H23

Source: Company, KBVS Research

While, the contribution from Indonesia’s region to MT based on total grocery in 1H23; a) 67.2% from Java
region (-0.2% ytd), b) 15% from Sumatra (-0.2% ytd), and c) 17.8% from other Indonesian region (+12.8%
ytd). Allin all, this pictured that Indonesia still offers room for growth to AMRT and other minimarket players
as many region in Indonesia still untouched.

Exhibit 35: Region’s contribution to Indonesian MT in 1H23

Indonesia
MT

Source: Company, KBVS Research
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New entrant barrier from government regulation

Since April 25th, 2022, the Ministry of Trade has exercised its requlation No.18/2022, which is a renewed
regulation from No. 23/2021, that streamlines store opening permits and ensures businesses adhere to
pertinent laws. This supportive regulation simplifies permit acquisition for business owners, while upholding
construction compliance. Encouragingly, the government promotes collaborations between supermarkets,
minimarkets, and small to medium enterprises (SMEs) for growth, especially if a store surpasses 150 stores in
total. At the same time, the requlation indirectly creates a barrier for new MT players to compete with AMRT
and other existing MT players that has more than 150 stores prior to April, 1st 2021. The renewed regulations
requires that the maximum store ownership of 150 stores and to open any additional new store, the new
store has to be franchised or via joint venture or via profit sharing with SMEs.

Page 14 of 23 >Ko KB Valbury Sekuritas




KB Valbury Sekuritas Initiation Report

Page 15 of 23

Sumber Alfaria Trijaya (AMRT)

Brief Company Profile

AMRT’s origin and developments

Founded in 1989 by Djoko Susanto and family,PT Sumber Alfaria Trijaya Tbk also known as Alfamart,
originated from trade and distribution, then enters the minimarket sector in 1999. In 2002, the acquisition of
141 Alfaminimart stores led to their rebranding as Alfamart, a recognized name today. This shift fueled a
transition from trade and distribution to a retail focus on minimarkets and franchise services. Post-acquisition,
the company achieved substantial and sustained growth. Their journey took a pivotal turn in 2009 when they
went public through an Initial Public Offering (IPO) on the Indonesia Stock Exchange (IDX), trading under
"AMRT." This move propelled them into a leading position in Indonesia's retail landscape, marked by their
dedication to community welfare. Alfamart actively engages in Corporate Social Responsibility programs,
spanning waste management education, plastic reduction via eco-bags, and more. Operating as a "Community
Store," Alfamart supports the government in ensuring access to affordable daily necessities, leveraging an
expansive store network, logistics services, financial points, and digital services. By 1H23, they were conducting
over 4.7 mn daily transactions across 21,383 stores and 44 warehouses, firmly establishing Alfamart as one of
most popular retail store in Indonesia.

Exhibit 36: AMRT’ milestones

sFirst established by Djoko Susanto and his family as a trading company for various products

eAcquired 141 Alfaminimart stores and changed its name to Alfamart

eInitial public offering at Indonesia Stock Exchange in January 15, 2009, Expanded to Bali market, Started
using conveyor belt, Operation of 3,300+ stores

* Non-Pre Emptive Rights Issuance, Establishment of Subsidiary, PT Sumber Indah Lestari, engaging in retail
distribution of cosmetics, Expansion to Medan market, Operation of 7,000+ stores

sAcquisition of additional shares of PT Midi Utama Indonesia, Tbk ("MIDI"), Changes in the nominal value of
shares from Rp100 to Rp10 per share, Establishment of subsidiary, Alfamart Retail Asia Pte. Ltd (100%
shares ownership), Operation of 8,500+ stores

sAlfamart Retail Asia Pte. Ltd. (Subsidiary) established a joint venture company in the Philippines, namely
Alfamart Trading Philippines Inc, Alfamart expanded its business to foreign countries, the Philippines, Public
Offering of Sumber Alfaria Trijaya Continuous Bonds | Phase |, Operations of 9,800+ stores

eEstablishment of PT Sumber Trijaya Lestari, Public Offering Sumber Alfaria Trijaya Continuous Bonds | Phase
11, Operations of 11,000+ stores

*Opening of warehouses in Serang and Cianjur to strengthen the distribution network, The launching of
AlfaMind, the firstvirtual store in Indonesia with Augmented Reality technology, Operations of 12,000+
stores

*Public Offering of Sumber Alfaria Trijaya Continuous Bonds |l Phase | Year 2017, Operations of 13,500+
stores

+Conducted Public Offering of Sustainable Bonds 11 Sumber Alfaria Trijaya Phase Il Year 2018, 500 stores are
operated in the Philippines, Operations of 13,600+ stores

¢Marked 20 years of Alfamart's contribution in Indonesia, Launching of Alfagift, Acquisition of PT Global
Loyalty Indonesia with 75% ownership, Operation of 750+ stores in the Philippines with a total of 3
warehouses

sWarehouse development for Rembang area, Operations of 15,400+ stores, 1000+ stores operating in the
Philippines with 3 warehouses

eAcquisition of additional shares of PT Midi Utama Indonesia, Tbk ("MIDI") which changed ownership to
89.43%, Expansion to Papua market, 1,945 SAPA (Siap Antar Pesanan Anda) stores

+17,813 operational company store and 2,985 operational subsidiary stores, 1,400 operational stores in the
Philippines, Manage 3,003 SAPA stores, Market Expansion to Aceh, Bintan, Raja Ampat and South Central
Timor

Source: Company
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Company’s Shareholders & Management Profile

Exhibit 37: Company’s shareholders

Alfamart

I 1

PT Sigmantara
Alfiando
(53.19%)

Public (46.81%)

| Feny Djoko
Susanto (0.64%)

Budiyanto Djoko
™ Susanto (0.33%)

| Harryanto
Susanto (0.46%)

Source: Company

Exhibit 39: Board Of Directors

Anggara Hans Prawira
President Director

Served as President Director since 2014,
Previously served as Managing Director,
Deputy Managing Director and Finance
Director

Bambang Setyawan Djojo
Director

Served as IT Director since 2002
Concurrently serves as Director of
Alfamart Retail Asia since 2013

Soeng Peter Suryadi
Director
Served as Director since 2007 and
Investor Relation since 2011. Also served

as Business Development & Audit Director
in 2007-2010.

Source: Company
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Exhibit 38: Board Of Commissioner

Board Of Commissioner

Feny Djoko Susanto
President Commissioner

Served as President Commissioner since
2014, and a Member of Nomination and
Remuneration  Committee i the
company

Komjen Pol. (Purn) Drs, Setyo
Wasisto, SH.
Independent Commissioner

Served as Independent Commissioner
since 2020, Concurrently serves as
Commisioner at PT Widodo Makmur
Peskasa, Independent Commissioner of
PT Blve Bid and Audir Committes
Chairman of the company

Irjen Pol. (Purn) Drs, Budi
Setiyadi, S.H., MSi
Independent Commissioner

Served as Independent Commissioner
since 2022, Concurrently serves as
Independent Commissioner of PT Gaya
Abadi Sempuma and Independent
Commissioner of PT Blue Bird.

Source: Company

Board Of Dircetor

Harryanto Susanto
Director

Served as Director since 2013,
Concurrently serves as Director of PT
Cipta Selaras Agung, and as Property and
Development Director of PD Midi Utama
Indonesia

Tomin Widian
Director

Served as Director since 2013,
Concurrently  serves  as  Corporate
Secretary, and also as Commisioner in PT
Global Loyalty Indonesia

Solihin
Director
Served as T Director since 2010 and as

Director of PT Midi Utama Indonesia since
2017,

b KB Valbury Sekuritas

Budiyanto Djoko Susanto
Commissioner

Served as Commissioner since 2014,
Concurrently serves as  President
Commisioner at PT Sumber Indah
Lestari, Director of PT Sigmantara
Alfindo, President Commisioner of PT
Midi Utama Indonesia, and Chairman of
Yayasan Bunda Mulia.

Imam Santoso Hadiwidjaja
Independent Commissioner

Served as Independent Commissioner
since 2018. Concurrently serves as
Chaiman  of  Nomination  and
Remuneration Committee of  the
company
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Exhibit 40: Alfamart’s store

Source: Cq ompgf}y, KBVS Research
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AMRT’s stores format

The company operates across diverse store formats strategically utilizing an integrated distribution system
and centralized procurement to cater to a wide range of customers. Its focus lies in meeting the everyday
shopping requirement of low and aspiring-middle income consumer segments within local communities. This
is achieved through Alfamart and Alfamidi minimarkets, as well as the Alfamidi Super supermarket.While,
AlfaExpress and Lawson are designed as compact convenience stores, that offer a readily consumable
products for on-the-go customers, including beverages, ready-to-eat meals, and in-house bakery items.

Moreover, AMRT expanded into the health and beauty sector through DAN+DAN stores in 2012.In 2020, the
corporation introduced Alfa X, a cafe and convenience store concept that features a paid co-working space,
strategically located near universities.This initiative also marked the launch of the Bean Spot brand, which
offers ready-to-drink, ready-to-eat, and in-house bakery products. Thus, via Dan+Dan, AMRT able to
presentbudget-friendly health and beauty products, while via Alfa X, AMRT able to offera paid co-working
space that accommodates university students.

AMRT various store format; a) Alfamart, b) Alfamidi large format stores (MIDI 1), Non-rated), c) Lawson
Japanese convenience stores,d) Dan+Dan, e) Alfa Express food & beverage chain, f) Alfa X, g) Alfamidi Super
(supermarkets)and h) Midi Fresh, fresh produce minimarkets.

Alfamart

The primary division of AMRT, Alfamart, operates as a minimarket with a floor space ranging 100-150 sqm.
These outlets are strategically positioned as stand-alone establishments in residential areas to cater to local
household requirements. Alfamart's product range spans from food and beverages to toiletries and essential
goods.AMRT via Alfamart also offers delivery services and an easy access to financial services (payment
purposes) for its customers (mainly for its non-bankable customers),i.e.branchless banking, credit application,
e-money top up, e-voucher top up, e-ticketing, and e-payments (electricity bills, BPJS, etc).

Moreover, to give new atmosphere for its customers to relax and enjoy a quick bite, AMRT’ Alfamart has
opened Bean Spot café (shop in shop format) that offers Ready-to-Drink (RTD) beverages (i.e. coffee, etc),
Ready-to-Eat (RTE) snacks, and In-House Bakery (IHB). By 1H23, the brand had effectively set up 18,435
stores throughout Indonesia, an increase of 622 stores yoy. This expansion has been supported by a recent
trend among consumers to shift from larger supermarkets to smaller convenience stores, positively
influencing Alfamart's performance.

Exhibit 41: Alfamidi’s store

Source: Company, KBVS Research

Alfamidi

AMRT’s Alfamidi represents a larger-scale convenience store /mini supermarket conceptspanning a floor
area of 200-400 sgm, primarily situated in residential zones to cater to middle-class customers. Alfamidi is
founded under AMRT’s subsidiary of PT Midi Utama Indonesia and has startedits operations since 2008.
Characterized by an expansive layout, Alfamidi facilitates the transition from monthly to weekly shopping
habits, boasting a diverse selection of around 7,000 SKUs, including 25% comprising fresh items. By 1H23, the
count of Alfamidi outlets had reached 2,153. Notably, due to its robust fresh product sales, Alfamidi
contributes a higher Gross Profit Margin (GPM) compared to Alfamart.
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Lawson

Lawson, a contemporary convenience store originally hailing from Japan, is commonly situated within
commercial districts. In 2011, AMRT entered a Master License Agreement to serve as a sub—franchisor for
Lawson in Indonesia, and has started to operate since then, underPT Midi Utama Indonesia or AMRT’
subsidiary. Yet, in 2018, the agreement was subsequently transferred to MIDI's subsidiary, PT Lancar Wiguna
Sejahtera. Lawson distinguishes itself by offering an extensive selection of RTE and RTDs, notably featuring
Japanese and Korean street foods. Despite a more limited array of Stock Keeping Units (SKUs) and fewer
product alternatives compared to other minimarkets, Lawson provides an assortment of snacks, beverages,
and essential items. The Jakarta region hosts over 200 Lawson outlets, while Bandung accommodates 17
outlets. Note that, as per the franchise agreement, AMRT is obliged to pay a royalty fee to Lawson, Inc. in
Japan.

Exhibit 42: Lawson’s store Exhibit 43: Dan+Dan’s store
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Dan+Dan

Dan+Dan operates under one of AMRT’s subsidiaries, PT Sumber Indah Lestari since 2013, which integrates a
minimarket concept into the realm of health and beauty, focusing on middle-income and aspiring-middle-
income women and young girls. In contrast to rivals such as Watsons, Guardian, or Sephora typically situated
within shopping malls, Dan+Dan predominantly operates as a standalone outlet within residential localities.
This strategic placement enables the provision of brands which is often more cost-effective than
competitors, including certain brands available in conventional minimarkets. The product spectrum
encompasses categories like baby & kids, body care, hair care, health care, makeup, and skincare, alongside a
modest selection of snacks and beverages. By 1H23, the Greater Jakarta region was predominantly home to
308 Dan+Dan stores.

AlfaExpress

Originally launched in 2009, AlfaExpress operations were suspended in 2015 due to similarities with Lawson.
Revitalized in 2020, AlfaExpressdifferentiates itself through asmaller store size (35-100sgm), minimalist color
palette and distinctive product offerings with each outlet accommodates around 2,500 product SKUs.
AlfaExpress seeks to serve the on-the-go lifestyle and targets the dynamic millennial demographic with a
collection of local products, contemporary aesthetics, and prompt service. Commonly situated in high-traffic
areas like transportation hubs (such as train stations, airports, MRT), commercial spaces, and healthcare
institutions.

Exhibit 44: AlfaExpress’ store Exhibit 45: Alfa X’s store
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Alfa X

AMRT's Alfa X has started to operate since 2020with operational area of 300-450 sqm and a Bean Spot cafe
(shop in shop format) to support its store’s concept that ventures into co-working, entertainment, and
communal zones located in close proximity to universities. With Alfa X, AMRT offers co-working spaces and
meeting rooms for five individuals at a cost of IDR500 k, encompassing both sustenance and beverages as its
Bean Spot cafe enables Alfa Xtooffer an array of RTD beverages, RTE meals, and IHB delights, to its targeted
customers.

Alfamidi Super

Launched in 2015, Alfamidi Super operates under PT Midi Utama Indonesia and as AMRT’s supermarket
segment. Notably, it offers the most extensive range of Stock Keeping Units (SKUs) numbering at 12,000
SKUs, wherein a quarter of these pertain to fresh product. Amid the pandemic, this format witnessed a
remarkable growth surge, expanding from 17 establishments in 2019 to 41 in 2022, and subsequently
increasing to 45 outlets by 1H23.

Midi Fresh

Midi Fresh has started to operate since early 2020 with operational area of 30-60 sqm for each store. Note
that, the capital investment needed to open one Midi Fresh is around IDRS00 mn. Midi Fresh adopts a grocery
store layout and focuses on offering fruits and vegetables in response to the rising trend of health-conscious
living.Like Alfamidi and Alfamidi Super, Midi Fresh operates under PT Midi Utama Indonesia.Currently, Alfamidi
Fresh maintains six outlets in Jakarta and Tangerang, strategically positioned within hospital and apartment
premises.

Allin All, AMRT's operational footprint in 1H23 extended to more than 21,000 stores across Indonesia, with a
majority situated in Java (excluding Greater Jakarta) at approximately 41%, followed by non-Java regions at
about 32%, and Greater KT at roughly 27%. The corporation's international operations mainly focus on the
Philippines (since 2014) through a joint venture where it owns a 35% stake, with the remaining 65% owned by
local retail entity SM Group. As of 2021, AMRT managed over 1,200 stores in the Philippines.

Category

Product type
SKUs

Launched timeline

Avg. store area (sqm)

Store location

Target consumer

by gender, age, and/or occupancy

Alfamart

Convenience Store
Snacks, instant foods,
beverage, other basic

needs

> 4,000

1999
100-150

Residential area

All

Alfaexpress Alfa X Alfamidi Alfamidi Super Midi Fresh Lawson Dan+Dan
Paid coworking space
Convenience Store & convenience store Convenience Store Supermarket Grocery store [ Convenience Store | Specialty store

Various snacks, fresh foods, |  Various snacks, fresh foods,
RTD, RTE, IHB, snacks Café, snacks, instant foods, | instant foods, beverages, |instant foods, beverages, other Fruits and RTD, RTE, snacks and | Health and beauty

and beverages beverages other basic needs other basic needs basic needs vegetables beverages related
2,500 na 7,000 (25% fresh food) 12,000 (25% fresh food) na na > 5,000
2009 (operation closed in
2015,
then relaunced and
rebranded in 2020) 2020 2007 2015 2020 2011 2013
35-100 300-450 200-400 > 500 30-60 44-184 100

Public transportation

hub, commerical area, Residential area,

hospitals Near University Residential area Residential area hospitals Commercial area Residential area
Family,
healthcare
professionals and|  Employees and
Millennials University students All Mom and families patients students Women and girls

Target consumer
by income segment

All income segment, but mostly to middle & aspiring middle income

Source: Company, KBVS Research

AMRT’s franchised stores

AMRT has successfully expanded its store network through both company-owned and franchising
opportunities. The total amount of AMRT’s owned stores combined with its franchised stores has shown a
significant growthfrom 2019 to 2022 with a CAGR of 8.25%. Moreover, in 1H23 the number of AMRT’s
franchised stores reached 4,963 stores or had a 10% yoy growth from a total of 4,511 stores in 1H22. This
shows that AMRT’ business model is resilient, which strives through times of pandemic along with good
management teams behind its wheels. AMRT continue to better its service for its franchisees by offering
various programs to support its franchised store expansions such as; franchise fee cash-back and discount
programs, business leases and conversion programs.
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Exhibit 47: AMRT’s owned and franchised stores

. l 16,420

. . B
14,598 15,056

15,557

2019 2020 2021 2022 - 1H22 1HZ3

Company Owned  mFranChise

Source: Company, KBVS Research

AMRT’s e-services

AMRT provides a mega digital service ecosystem as it collaborates with 185 partners in order to cater its
customers’ needs for digital services as many of AMRT’ customers are still un-bankable. Note that, there are
many consumer that mostly lives in rural areas, still have limited access to banks and ATMs.

AMRT e-services covers from;

e-ticketing (train tickets, online travel agents, etc)

e-money (top-up e-money/e-toll, dana, gopay, shopee pay, Link gja. Flazz, etc)

e-vouchers (simcard’ credit, etc)

e-payments (PBB, BPJS Kesehatan, insurance, motorcycle credit installment, housing credit installment,
vehicle tax, electric bills, water bills, gas bills, tuition fees, telephone, TV cable, online shopping, etc)
Branch-less banking (money transfers - domestic and international), and credit application.

AMRT’s customers that have a digital bank account (Bank Neo Commerce, Bank Aladin, etc), can also
deposits cash and/or withdraw money via AMRT’s e-services.

Thus, AMRT expects with its e-service could draw more customers and could strengthen further its bottom
line.

Exhibit 48: AMRT’s Mega Digital Service Ecosystem
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Exhibit 49: Profit & loss summary
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Year End Dec (IDR bn) 2021A 2022A 2023F 2024F 2025F
Revenue 84,904 96,925 109,525 124,858 139,841
COGS 67,330 76,902 86,515 98,195 109,880
Gross profit 17,575 20,022 23,010 26,664 29,962
Operating expenses 15,753 17,225 19,594 22,331 25,035
EBIT 1,822 2,798 3,416 4,332 4,926
EBITDA 4,963 6,063 7,013 8,410 9,489
Pre-tax income 2,442 3,617 4,365 5,408 6,167
Net profit 1,926 2,855 3,440 4,274 4881
EPS 46 69 83 103 117
EPS growth (%) 81% 48% 20% 24% 14%
Source: Company, KBVS Research

Exhibit 50: Balance sheet

Year End Dec (IDR bn) 2021A 2022A 2023F 2024F 2025F
Cash & cash equivalent 3,270 3819 4,000 4861 5,796
Accounts receivables 1,761 2,163 3,042 3,468 3,884
Inventories 8,755 9,128 10,551 11,690 12,777
Others 426 555 600 684 766
Total current assets 14,212 15,664 18,193 20,704 23,223
Fixed assets — Net 6,463 7,204 7,985 8,900 9,942
Others 6,696 7,878 7,703 7,799 7,954
Total non-current assets 13,158 15,082 15,687 16,699 17,896
Total assets 27,370 30,746 33,880 37,403 41,119
ST borrowing 779 446 1,082 625 475
Current maturities of LT borrowings 1,301 1,434 1,281 1,098 672
Accounts payable 9,754 10,489 10,551 11,975 13,400
Others 4,542 5,021 5,379 6,105 6,832
Total current liabilities 16,376 17,389 18,293 19,804 21,379
LT borrowing 987 1,177 1,242 1,307 1,372
Others non-current liabilities 579 709 1,095 1,124 1,259
Total non-current liabilities 1,566 1,886 2,337 2,431 2,631
Total liabilities 17,942 19,276 20,630 22,235 24,009
Shareholders equity 2,895 2,895 2,895 2,895 2,895
Minority interests 204 249 301 354 406
Retained earnings 6,679 8,754 10,481 12,347 14,237
Others (351) (428) (428) (428) (428)
Total Equity 9,428 11,471 13,250 15,168 17,110

Source: Company, KBVS Research
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Exhibit 51: Cash flow

Year End Dec (IDR bn) 2021A 2022A 2023F 2024F 2025F
EBIT 1,822 2,798 3416 4,332 4,926
D&A 3,141 3,266 3,598 4,078 4,563
Changes in working capital (279) 440 (1,541) 530 701
Interest & taxes (261) (145) (142) (149) (147)
Others 636 261 1,096 1,227 1,388
Operating cash flow 4,579 5,909 5,553 8,936 10,198
Capital expenditures (3,512) (4,007) (4,378) (4,993) (5,605)
Change in ST investment (86) (440) 0 0 0
Others (147) (39) 190 (84) (82)
Investing cash flow (3,745) (4,485) (4,208) (5,091) (5,760)
Net change in LT borrowings (863) 323 (88) (118) (362)
Net change in ST borrowings (30) (333) 636 (457) (150)
Cash dividends paid (780) (1,000) (1,713) (2,408 (2,992

Others (163) (85) - - -
Financing cash flow (1,443) (875) (1,165) (2,983) (3,503)
Net change in cash (608) 549 181 862 934
Cash in beginning of the year 3878 3270 3819 4000 4861
Cash at the end of the year 3,270 3,819 4,000 4861 5,796

Source: Company, KBVS Research

Exhibit 52: Ratio analysis

Year End Dec 2021A 2022A 2023F 2024F 2025F
Growth

Revenue 12.0% 14.2% 13.0% 14.0% 12.0%
Gross profit 14.0% 13.9% 14.9% 15.9% 12.4%
Operating profit 138.5% 53.6% 22.1% 26.8% 13.7%
EBITDA 35.9% 22.2% 15.7% 19.9% 12.8%
Net profit 81.4% 48.3% 20.5% 24.2% 14.2%
Profitability

Gross margin 20.7% 20.7% 21.0% 21.4% 21.4%
Operating margin 2.1% 2.9% 3.1% 3.5% 3.5%
EBITDA margin 5.8% 6.3% 6.4% 6.7% 6.8%
Net margin 2.3% 2.9% 3.1% 3.4% 3.5%
ROA 7.2% 9.8% 10.6% 12.0% 12.4%
ROE 22.1% 27.3% 27.8% 30.1% 30.2%
Solvency (x)

Current ratio 0.87 0.90 0.99 1.05 1.09
Quick ratio 0.33 0.38 0.42 0.46 0.49
Debt to equity 0.33 0.27 0.28 0.20 0.15
Interest coverage 1541 33.09 38.95 4487 51.21
Net gearing (0.16) (0.20) (0.13) (0.20) (0.24)

Source: Company, KBVS Research
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This report is prepared by PT KB Valbury Sekuritas, a member of the Indonesia Stock Exchange, or its subsidiaries or its affiliates ("KBVS"). All the material presented
in this report is under copyright to KBVS. None of the parts of this material, nor its contents, may be copied, photocopied, or duplicated in any form or by any
means or altered in any way, or transmitted to, or distributed to any other party without the prior written consent of KBVS.

The research presented in this report is based on the information obtained by KBVS from sources believed to be reliable, however KBVS do not make
representations as to their accuracy, completeness or correctness. KBVS accepts no liability for any direct, indirect and/or consequential loss (including any claims
for loss of profit) arising from the use of the material presented in this report and further communication given or relied in relation to this document. The material
in this report is not to be construed as an offer or a solicitation of an offer to buy or sell any securities or financial products. This report is not to be relied upon in
substitution for the exercise of independent judgement. Past performance and no representation or warranty, express or implied, is made regarding future
performance. Information, valuations, opinions, forecasts and estimates contained in this report reflects a judgement at its original date of publication by KBVS and
are subject to change without notice, its accuracy is not guaranteed or it may be incomplete.

The Research Analyst(s) primarily responsible for the content of this research report, in part or as a whole, certifies that the views about the companies and their
securities expressed in this report accurately reflect his/her personal views. The Analyst also certifies that no part of his/her compensation was, is or will related to
specific recommendation views expressed in this report. It also certifies that the views and recommendations expressed in this report do not and will not take into
account client circumstances, objectives, needs and no intentions involved as a use for recommendations for sale or buy any securities or financial instruments.

Jakarta - Sudirman

Sahid Sudirman Center 41st Floor Unit A-C
Jalan Jenderal Sudirman No. 86 Karet Tengsin,
Tanah Abang, Jakarta Pusat 10220

T. (021) 25098300/301

Bandung

JI. HOS Cokroaminoto No. 82
Bandung 40171

T.(022) 87255800

Palembang

Komplek PTC Mall Blok I No. 7
JLR. Sukamto

Palembang 30114

T.(0711) 5700281

Semarang

Candi Plaza Building Lt. Dasar
JI. Sultan Agung No. 90-90A
Semarang 50252

T. (024) 8501122

Jakarta

Citra Garden 6 Ruko Sixth Avenue
Blok J.1 A/18, Cengkareng
Jakarta Barat 11820

T.(021) 522392181

Jakarta - Kelapa Gading
Rukan Plaza Pasifik

JL. Raya Boulevard Barat Blok Al No. 10
Jakarta Utara 11620

T. (021) 29451577

Malang

JI. Pahlawan Trip No. 7
Malang 65112
T.(0341) 585888

Surabaya

Pakuwon Center Lt 21
Jl. Embong Malang No.1
Surabaya 60261
T.(031) 2955788

Makassar

Komplek RUKO Citraland City Losari
Business Park, Blok B2 No. 09

JL. Citraland Boulevard Makassar 90111
T. (0241) 16000818

Semarang

JI. MT Haryono 637
Semarang 50242
T.(024) 8415195

Jakarta - Puri Indah

Rukan Grand Aries Niaga Blok E1 No. IV
JI. Taman Aries, Kembangan

Jakarta Barat 11620

T. (021) 22542390

Banjarmasin

JI. Gatot Subroto No. 33
Banjarmasin 70235
T.(0511) - 3265918

Padang

JI. Kampung Nias Il No. 10,
Padang 25211

T.(0751) 8955747

Medan

Komplek Jati Junction No. P5-5A
JL. Perintis Kemerdekaan

Medan 20218

T. (061) 88816222

Salatiga

JI. Diponegoro No. 68
Salatiga 50711

T. (0298) 313007

Jakarta - Pluit

JI. Pluit Putra Raya No. 2
Jakarta Utara 14450
T.(021) 6692119

Pekanbaru

JI. Tuanku Tambusai, Komplek CNN
Blok A No. 3 Pekanbaru 28291
T.(0761) 839393

Yogyakarta

JI. Magelang KM 5.5 No. 75
Yogyakarta 55000
T.(0274) 623111

Denpasar

JI. Teuku Umar No. 177
Komplek Ibis Styles Hotel
Denpasar Bali 80114
T.(0361) 225229

Solo

JI. Ronggowarsito No. 34
Surakarta 57118
T.(0271) 6726306
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