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E-commerce
as a Pathway
to Reslliency
for\WWomen

INDONESIA COVID-19 OBSERVATORY: DIGITAL MERCHANT SURVEY

After more than one year since the start of the COVID-19
pandemic, many emerging market economies are still deep
in the throes of the battle against the virus, despite the
arrival of vaccines globally

Indonesia is no exception

With the rise of more virulent variants, many experts fear
that COVID-19 will not disappear completely

As such, it is more important than ever to prepare
Indonesian micro, small, and medium enterprises (MSMEs)
to survive and thrive in such a context

In crisis time, many women are being drawn into the labor
market because of necessity, including into e-commerce

Our research examines how femcale-owned businesses on
e-marketplace platforms perform and how the government
and platforms could help them survive and thrive during the
pandemic and heyond
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What we found

Merchants increasingly used e-commerce as the primary source of income in their household

Female merchants were:

(a) Younger and more educated

(b) Clustered into “traditionally feminine” products
(c) Homemakers and students

They had similar business size compared to male merchants

But, there were heterogeneities among female merchants themselves:

(i) New female merchants outperformed pre-existing female merchants

(ii) Female students and part-time employees were more likely to start e-commerce after the pandemic compared to male merchants
(iii) Female students were most likely to switch product categories, which was associated to higher sales

(iv) Female full-time employees were less likely to close business during the pandemic compared to male merchants

Although preferences over business support programs were similar, there were differences in preferences and utilization of government
assistance programs:

(A) More female merchants found cash assistance as the most preferred government assistance compared to male merchants

(B) Female merchants were more likely to use cash assistance for savings compared to male merchants

Indonesia Covid-19 Observatory: Digital Merchants Survey



About the survey

A 20-minute survey
Blasted through Shopee In-Apps

Target population: merchants with 30 or more (or 100
or more) transactions since joining the platform to
match the previous survey’s target population

Opened between Dec 21-25, 2020
Collected response from 15,238 respondents:

Analyzed the survey using calibration rake weighting
techniques (see Annex) to represent the target
population by:

A Provincial location

A November 2020 sales on Shopee (proxy for online
business size)

A Highest-selling product category in November 2020



How bigis
female-owned
e-commerce
business in
Indonesia?
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Small but incidence
among female
entrepreneurs almost
tripled in the last three
years...

Indonesia Covid-19 Observatory: Digital Merchants Survey

..and higher incidence of female entrepreneurs compared to male
entrepreneurs

Proportion of entrepreneurs who used e-commerce
in the past 3 months (%
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... of Indonesian female
entrepreneurs¥
(equivalent to 1.25
million) used e-
commerce in the last 3
months in 2020

This number increased

from only 2.7%96 in 2017

Source: Susenas, March 2017-2020. No data for 2018.
*Note: Entrepreneurs = self-employed, employers with permanent/temporary workers



Who are
the female
merchants?
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Digital merchants were almost Thisis in contrast with

even gender split, leaning towarcds 61-39 % split of males-females in the
females (5696) labor force
Weighted Distribution of Gender Gender distribution of labor force

61%

60% 60%

50% 50%

40% 40%

30% 30%

20%
0% 20%

10%
10%

0%

Male Female 0%
Male Female

Source: Sakernas, August 2020
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Female merchants are
younger...

Distribution of merchants by age:
Female vs. Male

70%

60% 58.0%

53.2%
50%
40%
30% 24.9%
19.7% 19.7%
0,
10% 4.2% 2 39
i 270 0.5% 0.2%
0% [ "] — L

Male Female Male
15to0 24 25t0 34

Female Male Female Male Female

4510 54

Female Male

35to 44 55 and above

Female merchants are more likely to be of non-
school and child-bearing age, where over half of
them are aged between 25 to 34 years old.

Indonesia Covid-19 Observatory: Digital Merchants Survey

..While in the labor force,
male group appears slightly
younger
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Distribution of labor force by age group:

Female vs. Male
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Source: Sakernas, August 2020
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Merchants on the platform are
more educated than the
gseneral workforce....

Distribution of labor force by education level:
Female vs. Male
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10%

0%

26.2% 26.0%

19.0%
13.7%
9.8% I I

Male Female Male Female Male Female

not complete

primary education

36.7%

No schooling/did Primary school  Junior high school ' Senior high school

Source: Sakernas, August 2020
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| 31.6%

Male Female

Male Female

Diploma
IV/university or
higher

..and female merchants are more

educated than male merchants

on the platform
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Majority of female merchants have upper-
secondary or college education.

Female vs. Male

Distribution of merchants by education level:
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A quarter of female merchants were homemakers

100%

90%

80%
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40%

30%

20%

10%

0%

Distribution of merchants by employment status:
Female vs. Male

1419% 15:4%

Male Female

Not working

59.3%
40.0%
23.8%
6.3%
2 [e74
- W
Male Female Male Female Male Female
Self-employed/owner Student Homemaker

merchants compared to male merchants.

Indonesia Covid-19 Observatory: Digital Merchants Survey

15.2%

10.4%
7.5%
- 4.1% '

Male Female Male Female

Part-time employee = Full-time employee

There was also a higher percentage of students among female

Using the national socio-
economic survey,

3896 of female e-commerce
entrepreneurs* were
homemakers++

*Female, age 15 or above, use e-commerce for selling goods and services in the past 3
months, work in retail sector, and self-employed or employer with
temporary/permanent workers. **Spend the most amount of time doing domestic
work

Source: Susenas, March 2020
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Female merchants had
fewer cdepencdents
compared to male
merchants

Indonesia Covid-19 Observatory: Digital Merchants Survey
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G609% of female merchants used e-commerce as a source of
supplementary income in their househoilcls

While 61% of male merchants were both the breadwinners of their households and using e-commerce
as primary income, only 35% of female merchants were.

Male only Main breadwinner Female only Main breadwinner
No Yes Total No Yes
Using e-commerce as No 5% 219% 269 Using e-commerce as No 19% 7% 26%
a primary source of a primary source of
income Yes 139 61% 749% income Yes 409% 35% 749%
Total 18% 82% 100% Total 599% 429% 100%

409% of female merchants were supplementing household earnings (not the main breadwinner)
by using e-commerce as a primary source of income

Using the national socio-economic survey, only 9.2% of female e-commerce entrepreneurs were
household heads (a proxy of breadwinner) in 2020. (Source: Susenas, March 2020)

Indonesia Covid-19 Observatory: Digital Merchants Survey Note: Pear§on’s .Chl square values for gach table: Male only (0.397), Female only (O.QOO). Th|s |mpI|es.th§t.for
female, being primary income earner is dependent on having online sale as their primary income, while it is not
for male (i.e. marginal and conditional probabilities are the same for male).
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Between 2019 and 2020, e-commerce has increasingly become a primary
source of household income for both male and female merchants

Among female merchants surveyed in both 2019 and
2020%, the share of female merchants who were main
breadwinners and used e-commerce as their primary
source of income (i.e. e-commerce was the main source
of household income)....

Female, 2019 Main breadwinner
N =876
No Yes Total

No 33% 9% 419

Using e-commerce as a
primary source of
income Yes 389% 219% 599%
Total 70% 309% 1009

... has increased from 21 percent to 30 percent.

Female, 2020

N =876

Using e-commerce as a

primary source of income v

No

es

Total

Main breadwinner

No Yes Total
20% 7% 28%
43% 30% 72%
63% 37% 100%

*Note: We combined this survey with a survey conducted by Shopee in 2019. There were 876 female merchants who

were in both surveys.

Indonesia Covid-19 Observatory: Digital Merchants Survey

Note: Pearson’s chi square values for each table: Female 2019 (0.000), Female 2020 (0.000)
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Whatis their
business
profile?

Indonesia Covid-19 Observatory: Digital Merchants Survey



Female
merchants have
businesses that
are similar in size
to those of male
merchants

Indonesia Covid-19 Observatory: Digital Merchants Survey
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Distribution of merchants by business size*:

Female vs. Male
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*Note: Busines size is the total annual revenue in 2019
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Male Female

More than 50 billion rupiah
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This is in contrast with the larger male-owned businesses among more
typical hon-agricultural businesses, even if restricted to those internet-

using non-agricultural businesses

Distribution of non-agricultural enterprises by
business size

100% 100%

93.1%
90% 86.7% 90%
80% 80%
70% 70%
60% 60%
50% 50%
40% 40%
30% 30%
20% 20%
11.1%
10% 6.1% 10%
] 2.0% 0.8% 0.2% 0.0%
0% —_— — — 0%
Male Female Male Female Male Female Male Female
Micro Small Medium Large

Distribution of internet-using non-agricultural
enterprises by business size
T7.7%

60.4%

17.5%

20.0%
12.9%
8.7%
I . 2.1% 0.7%
| —_—

Male Female Male Female Male Female Male Female

Micro Small Medium Large

Source: Economic Census 2016

Indonesia Covid-19 Observatory: Digital Merchants Survey
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Female merchants' business characteristics:

vy S

Selling traditionally

feminine products (women's
fashion, baby & mother, care &
beauty, F&B)

Indonesia Covid-19 Observatory: Digital Merchants Survey

O~
-

Have been selling online
longer than male
merchants
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Female merchants might self-select into traditionally feminine
products

Distribution of merchants by product categories:
Female vs. Male

A A A
\
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Why dO female A Occupational segregation
merchants self_ I This product-sorting into ‘female-clustered’ and

‘'male-clustered’ product categories is in line with

Sele6t intO the evidence of occupational segregation, which
Is omnipresent throughout entrepreneurship and

tl‘adlthl‘la“y labor markets around the world.
feminine I A few studies on the issue of women

entrepreneurs self-selecting into less profitable
prOCIUGtS? sectors due to social norms can be found here,

here, and here.

A Lack of market information

I This drives women to sell products that they
themselves use and know about.

Indonesia Covid-19 Observatory: Digital Merchants Survey


https://documents1.worldbank.org/curated/en/685791521537975174/pdf/Gender-gap-in-earnings-in-Vietnam-why-do-Vietnamese-women-work-in-lower-paid-occupations.pdf
https://openknowledge.worldbank.org/bitstream/handle/10986/23469/Breaking0the0m0le0dominated0sectors.pdf?sequence=1&isAllowed=y
https://documents1.worldbank.org/curated/en/956031468185386493/pdf/100247-BRI-Series-Box393225B-Female-Entrepreneurs-Who-Succeed-in-Male-Dominated-Sectors-in-Ethiopia.pdf

How did female
merchants with
a pre-existing
business before
COVID perform?

Indonesia Covid-19 Observatory: Digital Merchants Survey



At a glance, female merchants performed less well than
their male counterpart pre- and curing the pandemicin
both their online and total sales...

Indonesia Covid-19 Observatory: Digital Merchants Survey
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Pre-pandemic in February 2020, female merchants’ sales appeared
inferior to those of male merchants....

Cumulative Distribution Function of Total Sales in February 2020: Cumulative Distribution Function of Online Sales in February 2020:
Female vs. Male Female vs. Male
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.. and this continued in April 2020 when the first Covid-19 surge hi

the country

Cumulative Distribution Function of Online Sales in April 2020:

Cumulative Distribution Function of Total Sales in April 2020:

Female vs. Male

Female vs. Male
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By November 2020, at a low point of daily Covicd-19 cases, female
merchants still appeared underperforming relative to male merchants

Cumulative Distribution Function of Total Sales in November 2020: Cumulative Distribution Function of Online Sales in November 2020:
Female vs. Male Female vs. Male
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é h o we,hs could be partly explained by
differences In the distribution of employment
status and product categories between male and
female merchants

INDONESIA COVID-19 OBSERVATORY: DIGITAL MERCHANT SURVEY



Being a homemaker and selling some traclitionally feminine prociuct
categories were associated with lower sales *

Being a homemaker for
both male and female
merchants was
associated with lower
sales, but there was a
much higher percentage
of female merchants
relative to male
merchants in this type of
employment status

INDONESIA COVID-19 OBSERVATORY: DIGITAL MERCHANT SURVEY

Being a self-employed for
both male and female
merchants was associated
with higher sales, but
there was a much lower
percentage of female
merchants relative to
male merchants in this
type of employment
status

Some product categories
that female merchants
clustered into such as F&B
were associated with
lower sales while some
product categories that
male merchants clustered
into such as electronics
and motorcycles were
associated with higher
sales.

*Note: Using multinomial logit and
OLS regressions, we regress total
and online sales in November and
the probability to be at the bottom
409% and top 109, on characteristics
of merchants (gender, age, highest
education, employment status,
whether primary breadwinner,
whether e-commerce is primary
source of income, number of
dependents, and interaction terms
with gender) and characteristics of
business (business age since joining
platform, product categories), as
well as sales in April. Samples are
restricted to pre-existing
merchants. See Annex 3 for the
regression results.



Some hypotheses of why some feminine product categories were associated with lower sales:

1 2

They tend to be low-value
items, compared to, say,
automotive and
electronics

Higher competition
resulting in lower average
sales per merchant

INDONESIA COVID-19 OBSERVATORY: DIGITAL MERCHANT SURVEY

3

During the pandemic,
women tend to reduce
their own consumption
resulting in lower demand
for feminine products

A

Moreover, female
merchants might need to
penetrate broader product
categories and markets to
build resilience, resulting
in lower supply



Other less observable
factors might explain
therest of the
differences in sales
performance

Indonesia Covid-19 Observatory: Digital Merchants Survey

Female merchants are “entrepreneurs by necessity”

A

Indraswari (2006) finds that Indonesian women choose to open small-scale

businesses (and become own-account workers) with the aim of contributing
to family income, but without needing to enter the formal labor market, which
they perceive would entail sacrificing their position as a mother

E-commerce is used by female merchants as a way to return to labor market,
for example after giving birth (World Bank, 2021a)

Social norms

A

A

Established social norms that the responsibility of childcare relies primarily
on women (see Purnamasari and Town, 2021) that continues to affect and
limit women’s choices especially in the absence or shortage of the care
economy in Indonesia (see World Bank, 2021b)

The OECD (2019) finds that nearly one-third of respondents in a perceptions

survey disagreed with the statement “it is perfectly acceptable for any
women in their family to have a paid job outside the home if she wants one”

More studies are needed to explain in more depth remaining differences in the
sales performance between male and female merchants beyond the observables.
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https://openresearch-repository.anu.edu.au/handle/1885/49336?mode=full
https://www.worldbank.org/en/country/indonesia/publication/beyond-unicorns-harnessing-digital-technologies-for-inclusion-in-indonesia
https://blogs.worldbank.org/eastasiapacific/whats-holding-indonesian-women-back-understanding-social-norms-limit-girls
https://www.ilo.org/global/topics/care-economy/lang--en/index.htm
https://www.worldbank.org/en/country/indonesia/publication/indonesia-economic-prospects-iep-june-2021-boosting-the-recovery
https://www.oecd-ilibrary.org/development/sigi-2019-global-report_bc56d212-en

Male merchants reported higher incidence of disruption in supply chains

(including imports) as a reason why sales went down, compared to female

merchants

Reasons for sales going down
(April-November):
Female vs. Male*

90%

Male Female Male Female Male Female Male Female Male Female Male Female
Weak/No Demand = Disruption in suppy Employees Employees Lack of Digital Know- Others
chains incl. import cannot/afraid to go to productivity decrease How
work (health reasons)

*0Only among merchants who experienced sales decline
**0Only among merchants who experienced sales increase

Indonesia Covid-19 Observatory: Digital Merchants Survey
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Challenges to increase/recover demand

(April-November):

Female vs. Male**

]
\0
o~

n
\0
o~

19.1%

{74 [e74
13.8% 13.3% 14,9%14.8% 13.8%
11.0% 11.3%
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No challenges No additional ' Business loss; No Unable to hire  Unable to rent Lack of Digital
materials for  Exchange rate capital/Access new employees bigger skills
production has depleted to loan space/storage

Others

No significant difference in how male and female merchants

were facing challenges to increase demand
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How did
new female
merchants
perform?




Generally, being e howev e rp
female decreased the rates were higher
likelihood of adopting  amongst some
e-commerce during~  groups of female

t he pande mieogliepreneurs

INDONESIA COVID-19 OBSERVATORY: DIGITAL MERCHANT SURVEY



Who were joining e-commerce cduring

the pandemic?+

Female entrepreneurs who were students or closures and reduced working hours that allows
worked as part-time employees were more for more free time, besides the need for

likely to join e-commerce than men. The same compensating a possible loss of household

can be said about women who worked as full- iIncome.

time employees compared to other women in , _

seneral. This was not observed in females who were

self-employed, doing household work, or non-
This suggests that these particular female workers.
entrepreneurs were looking for an alternative
source of income, perhaps due to school

*Note: Using a logit regression, we regress the new merchant dummy on characteristics of merchants, namely gender, being youth, highest
education, employment status, whether primary breadwinner, whether e-commerce is primary source of income, number of dependents, and
interaction terms with gender. See Annex 4 for regression results.
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These non -traditional new female
merchants had some intrinsic advantages

FEMALE STUDENT MERCHANTS PART-TIME (AND FULL-TIME) EMPLOYEES

They were found to be more likely to switch They have been in formal employment and are
product categories compared to male students found to be more educated and therefore

or other types of merchants. Merchants switch presumably have innate skills to perform well in
product categories during the pandemic to cope e-commerce

with changing consumer preferences, and the
ability to switch product categories was highly
associated with higher sales performance.

(Note that students might be just helping their
parents to sell online)

This might lead to better sales performance among new
female merchants
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Indeed, we find that, In terms of
sales performance in
November *

1 2

New female merchants
outperformed new male
merchants

New merchants
outperformed pre-
existing merchants

New female merchants had a
higher likelihood to be at the
top 10% of total sales and
lower likelihood to be at the
bottom 40% of online sales in
November 2020, compared to
new Mmale merchants

New merchants had a higher
(lower) likelihood to be at the
top 10% (bottom 40%) of
sales in November 2020.
They also had a higher
increase in sales between
April and November
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New female merchants
outperformed pre-existing
female merchants

New female merchants had a
higher likelihood to be at the
top 10% of total sales and
lower likelihood to be at the
bottom 409 of online sales in
November 2020, compared to
pre-existing female
merchants

*Note: Using a multinomial logit and
OLS regressions, we regress total and
online sales in November and the
probability to be at the bottom 409%
and top 10%, on characteristics of
merchants (gender, age, highest
education, employment status,
whether primary breadwinner, whether
e-commerce is primary source of
income, number of dependents, and
interaction terms with gender),
characteristics of business (business
age since joining platform, product
categories), sales in April, and a new
merchant dummy as well as its
interaction term with a female
dummy. Samples include all
merchants. See Annex 5 for the
regression results.
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How did female
merchants
cope with the
pandemic?
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Merchants who switched product
categories were associated with

better sales performance

1 2

Switching product A lower probability to be A higher probability to
categories was in the bottom 409% of be in the top 10% of
associated with=: sales performance sales performance

*Note: See Ahnex 5h

INDONESIA COVID-19 OBSERVATORY: DIGITAL MERCHANT SURVEY

3

A lower sales decline in
total sales between
April and November



Female merchants had a higher
incidence of switching procduct
categories...

Merchants’ Coping Strategies:
Female vs. Male
45%

40%

..criven by female stucdents who had
a higher probability of switching
product categories than any other
types of merchants*

First, students in general are more likely to sell products that
are not associated with big initial investment, which made

switching their entire product lineup easier and less costly to
do.

Second, certain product categories that female students
might be more familiar with, such as F&B and care & beauty,
are in high demand during the pandemic, so they could easily
enter these product categories.

40.9%
36.8%

35%
30%
25%
20% 16.7% 17.4%
15% % 13.2%
10%

5%

0%

Male Female Male Female Male Female

*Note: Using a logit regression, we regress on “switching” dummy on characteristics of merchants (gender, age, highest
education, employment status, whether primary breadwinner, whether e-commerce is primary source of income,
number of dependents, and interaction terms with a female dummy) and product categories. Samples include all

Change product Diversify product merchants. See Annex 6 for the regression results.

categories categories

Switch product categories
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Female merchants kept their business closed for longer
(over 3 months)...

Business closure: If closed, how long business closed?
Female vs. Male Female vs. Male
90% 40%
79.89 o
80% 77.79 3504 25oss
30/5% 290%
70% 30%
0,
60% 250
50%
20%
40%
15% 1315%

30%
20% 17.3% 17.5% 10% 8.2%
10% 2.9% 4.7% . . 5%

0% i [ 0%

Male Female Male Female Male Female Male Female Male Female Male Female Male Female
Close now Always open Close temporarily, but now Less than one week 1-4 weeks 1-3 months More than 3 months
open

Possible reasons why female merchants closed their business for a longer period: (1) Lack of business loans/credits/networks, (2) Busy
with other household responsibilities, like taking care of children who do online schooling, (3) Some product categories that female

merchants were associated with, such as women's fashion, with were hit hard.
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But, not all female merchants were vulnerable to
closing their business; female merchants who were
full-time employees were less likely to ever close their
business compared to male merchants™

Although being female lowered
the probability of always being
open for business during the
pandemic, being female and a
full-time employee increased
the probability of their business
always remaining open
compared to their male
counterpart.

One possible reason is being a
full-time employee might
mean having more savings
and additional constant
income and cashflow to keep
the online business open
during difficult times.

Both male and female
merchants, who were self-
employed or a full-time
employee, aged above 45, with
tertiary/further education, with
one or no dependent, and were
using e-commerce as their
primary source of income, while
not being the household's
breadwinner, had a higher
likelihood of always opening
their business during the
pandemic.

Closing for more than 3
months was associated with
not being a self-employed or
not being old enough (55 or
above), which could be related
to work experience.

*Note: Using a logit regression, we regress on “always open” dummy on characteristics of merchants (gender, age, highest education, employment status, whether primary breadwinner,
whether e-commerce is primary source of income, number of dependents, and interaction terms with a female dummy) and product categories. Samples include all merchants. See

Annex 7 for the regression results.
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There is ho apparent difference in terms of how female and male merchants
perceived business sustainability going forward if current condlitions
persisted

Perception of future business sustainability:
Female vs. Male

60%

50.2% 49.3%
50%
40%
30%
20.6% 21.1% 21.7% 21.2%
20%
% 7.5% 8.4% I I I I

=

10

XX

Male Female Male Female Male Female Male Female

Less than one month 1-3 months 3-12 months More than a year
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What types

of business support
and government
assistance were
received and
cesired?
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Female merchants had a higsher Male merchants had a higher incidence

sovernment assistance than information about government
male merchants assistance than female merchants

Distribution of how merchants received Distribution of how merchants who applied heard
government assistance during the pandemic: about government assistance programs:
Female vs. Male* Female vs. Male**
60% ETER 90%
00 . 48.9% 80% 78.0% -0.9%
40,0% 70%
40% 60%
31.9%
8.0% 50% =
30% 28,0% 0 sy A14%
40%
20% 30%
2 0/ . /,
10% 0 ’ 570/ 74
10% A% 3.4% 3.1% — 46%
Male Female Male Female Male Female Male Female Male Female Male Female Male Female Male Female
By registering or applying Without applying Received through Shopee Online News Offline News TV & Radio Word-of-mouth Others
platform

*Note: Only among merchants who received one or more government assistance program(s). Multiple answers are allowed.
**Note: Only among merchants who registered/applied for government assistance program(s) and received one or more government assistance program(s). Multiple answers are allowed.
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There was no significant difference in the type of sovernment
assistance received between female and male merchants

80%

70%

60%

50%

40%

30%

20%

10%

0%

66.6%
6"-

Male Female

Cash transfer

23.7%
I ZOI:L%

Male Female

Electricity subsidy

Distribution of government assistance programs received:
Female vs. Male

1

2.3%
9.2%
5 5.6% 5.4% o
2.7% 1.8% 1.0% 0.9% i i 2.6% 1.2% 1.3% 1.0%
ﬁ = i i ﬁ == == =

Male Female Male Female Male Female Male Female Male Female Male Female

Social security Debt/loan Cash-for-work Tax deferral Rental deferral Government
payment restructurization program purchase

*Note: Only among merchants who received one or more government assistance program(s). Multiple answers are allowed.
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o
1Ci’° 7.4%  86%
Male

11.0%

Male Female Female

Wage subsidy Others
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Among those who received cash assistance programs, only for the village
unconditional cash transfers program, male merchants appeared to have a
higher incidence of receiving it than female merchants

60%
52|7%
5009
50%
40%
34ls% S5[6%
30%
20%
oz
10% o . 8.9%
6.0% o 5.7%
i i ﬁ ﬁ i
0%
Male Female Male Female Male Female Male Female Male Female Male Female
Pre-employment card Food vouchers Family Hope Program (PHK) Village Unconditional Cash Productive Fund for Micro Local Government
Transfer (BLT Desa) Enterprises (BPUM)

*Note: Only among merchants who received one or more government cash assistance program(s). Multiple answers are allowed.

Indonesia Covid-19 Observatory: Digital Merchants Survey 45



There was no apparent difference between male and female merchantsin
terms of the types of debt service restructuring program they received,
although a small sample bias issue could weaken the finding

Distribution of debt restructuring programs received:
Female vs. Male*

60%
50%
40%

30%

20% 17[7%
10%
0%
Male Female Male Female Male Female Male Female
Subsidized interest rate for new credit Susidized interest rate for existing credit Extension of loan maturity Postponement of loan repayment

*Note: Only among merchants who received one or more government debt restructuring program(s). Multiple answers are allowed. Sample size: 318 (unweighted)
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A higher share of female merchants found cash assistance useful to
have mitigated the impacts of the pancdemic, while a higher share of
male merchants found debt restructuring program useful

Distribution of which government assistance programs received that merchants found useful:
Female VAS' Male

)\
( |
‘Female merchants-preferred’

70%
6?]7%

60% 56‘|9%

50%
40%
30%

20%

13.5%
1015%

10%

0.5% 0.4%
O% - -
Male Female Male Female Male Female

Cash assistance Electricity subsidy Social security

payment exemption
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0.7% 0.3%
I T

Male Female

Cash-for-work

'Gender-neutral’

/
%

2.9% 3.

I

W

Male Female

Tax incentives

o/
1.2% 0.3%

I =
Male Female

Rental deferral

0.3% 0.5%
- I

Male Female

Government
purchase

Male Female

Wage subsidy

10.2%
7.8% f
l

Male Female

Others

\

|

'Men
merchants-
preferred’

9.2%
Sié

Male Female

Debt restructuring
program
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Female and male merchants had slightly different preferences in
terms of government assistance programs they hoped to receive

Distribution of government assistance programs that merchants hoped to receive:

Female vs. Male

1

60% ! i : \
‘Female nﬂsqr%hants—preferred’ ‘Gender-neutral’ ‘Male merchants-preferred’
9. /70
50% 4T%
40%
30%
20%
14.0
11.6% 1
I 10.0%
10% ,
0 6.5% 6.0 R 7.2% _— 6.3%
I I 4.6% 5.3 270 4.0% 4.4%
oz 3.1% 2.5% T .
2.1% 2.0 D70 I 1.7% /
. N I - . 0.9% -
Male Female Male Female Male Female Male Female Male Female Male Female Male Female Male Female Male Female Male Female
Cash assistance Tax incentives Electricity subsidy Social security Cash-for-work Wage subsidy Debt restructuring Rental deferral Government Others
payment exemption program purchase
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There is no apparent difference in the top three business support programs
desired by female and male merchants: (1) digital knowledge/skills/training,
(2) sales and marketing, and (3) cheaper and reliable logistics

Distribution of the top three business support Distribution of the top three business support
programs desired by male merchants programs desired by female merchants
100% 100%
90% 90%
80% 80%
70% 70%
60% 60%
50% 50%
40% 40%
8%
30% A 6% 10% e 30% = 05 e
20% 13911 % 5 10% 20% 129 10% 115 11%
0, 494 % > 0. 0, 7 7
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Cash Transfer:

Controlling for other factors, female St il oo

VARIABLES
merchants were more likely to allocate
(0.383) (0.369) (0.595)
- - - Self-employed/owner 0.727%% -0.745%%% -0.087
their cash assistance on savings ©s0y (0250) (0529)
Household worker -0.176 0.321 0.242
(1.102) (0.849) (1.367)
L'A Student 0.905 -1.542% 0.631
compared to male merchants®
Part-time employee -0.059 -0.186 0.923
(0.429) (0.397) (0.642)
Full-time employee 0.437 -0.041 0.619
(0.368) (0.360) (0.612)
Female * Self-employed/owner -0.337 0.099 -0.747
(0.416) (0.388) (0.654)
Female * Household worker 0.056 -0.648 -1.457
. . . (1.141) (0.912) (1.408)
Generally, recipients of government cash assistance used their cash Female * Student -0952 0.856 No obs
. . . o 0.863 1.068
for usage in line with the program’s goal.* For example, food voucher BT E RS (_0_512) (_0_398) 1408
program was most likely used for consumption while productive fund R —— — —
. . . . (N 544) (N 52o1) (0 212)
for micro enterprises (BPUM) was most likely used for business. RN SETHETICTE — — —
(0.200) (0.186) (0.298)
Cash Transfer: Food stamps -0.951%%** 1.379%** -0.076
(0.305) (0.318) (0.554)
Cash Transfer: Family Hope Program 0.241 -0.118 -0.264
(0.359) (0.377) (0.619)
Cash Transfer: Unconditional Cash Transfer Village (BLT-Desa) -0.157 0.957%%%* 1.717%%%
(0.202) (0.217) (0.330)
Cash Transfer: Productive Fund for SMEs (BLT-Produktif) 2.287%%%* -1.246%%%* 0.848%%%
(0.236) (0187) (0.298)
Cash Transfer: Local government -0.017 O708**% 0.461
(0.259) (0.263) (0.486)
Constant -1.724 1.623 -2.458
(1.392) (1.290) (1.743)
Observations 2,224 2,224 2,209

*Note: Using a logit regression, we regress on each of utilization dummies (savings, consumption, and business) on characteristics of merchants (gender, age, highest education, employment status, whether primary
breadwinner, whether e-commerce is primary source of income, number of dependents, and interaction terms with a female dummy) and product categories. Samples include all merchants. See Annex 8 for the regression
results.
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Key Takeaways

1. E-commerce is still a small part of the 4. Unexplained gender gap in sales performance
entrepreneurship business, but rapidly growing demands more studies
2. Gender gaps are smaller in e-commerce platforms 5.  Among female merchants, there were
than in the offline business or enterprise population in heterogeneities in terms of sales performance,
terms of gender composition, business size, and being coping mechanisms, business resilience, etc,,
a primary breadwinner in the household indicating that female merchants should not be seen
3. Gender gaps in e-commerce platforms, especially in as one aggregated group only
sales performance, could be partly explained by 6. Positive deviance of some groups of female
occupational segregation and employment status, but merchants who did better than others in some
not access to government assistance or business aspects of business performance, such as sales
support programs, or business size performance, coping mechanisms, and business

resilience, could provide lessons learned on how
female merchants could be supported in the future
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NeXxt Steps

Promote and enhance online
entrepreneurship
a. Provide business trainings
and mentoring programs
and establish networking
platforms
b. Offer accelerator programs
for growth-oriented
entrepreneurs

Indonesia Covid-19 Observatory: Digital Merchants Survey

plan training for women with
young children

. Promote access to safe,

reliable, and affordable child
and elderly care

. Challenge social norms on

gendered care responsibilities

Improve participation of women in Closing knowledge gaps

online entrepreneurship
a. Tailor programs and business

a. Conduct analytical studies to

understand gender differences
In activities and profits for
online entrepreneurs

. Conduct RCTs to create growtf

mindsets paired with other
interventions like business
training or childcare options.
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Visit part 1 of our analysis: Insights from The COVID-19 Digital Merchant Survey
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Annex1
Calibration Rake/RIM Weighting

Due to the high rates of non-responses and attrition in online surveys, the distribution of responses is often
quite different from that of the target population.

A cell weighting approach (e.g. provincial location in the column and business size in the row) can be used to
assign a weight to each cell in the sample of the online survey so that the weighted total of each cell becomes

identical to the target population.

Rake/RIM weighting is used to reweight sampled when the cell-level values of the true distribution are
unavailable, but row and column totals are provided. It is an iterative procedure that focuses on one feature at
a time to make the marginal distribution of the sample in terms of that feature identical to that of the target
population, then proceeding to the next features, and repeating the process until convergence is achieved:

Step 1: Calculate the weighted totals of the cells from the survey

Step 2: Compare those totals against the total from the auxiliary data

Step 3: Rake across by dividing the total of the rows in the auxiliary data by the total from the survey data. Multiply the values in each cell of
the respective rows. The total in the rows now match those in the auxiliary data

Step 4: Rake down (similar to rake across by using columns instead of rows)

Step 5: Repeat process until convergence is reached

Step 6: Divide the raked totals by the weighted totals from the survey data. Apply these weights to each cell.

Indonesia Covid-19 Observatory: Digital Merchants Survey

55



Annex 2

(Total or Online) Sales category

1

Due to sensitivities to ask directly >
about sales and he
reluctance to fill-in the survey, and a
the higher likelihood of merchants 5
to report inaccurate figures, we 6
asked sales performance using i
categorical questions: .

17
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Business not yet started
No sales

Less than 50k

50 - 100k

100 - 250k

250 -500k

500 - 1,000k

1,000 - 1,500k
1,500 - 2,500k
2,500 - 5,000k
5,000 - 7,500k
7,500 - 10,000k
10,000 - 15,000k
15,000 - 25,000k
25,000 - 50,000k
50,000 - 100,000k
More than 100,000k
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Annex 3a: Determinants of sales among pre-existing merchants only (regression specification)

(1) Multinominal logit
‘Q 8
p B Q3B
-Q 8
p BQ?3

h

where:

W =1, if total or online sales in November is at the bottom 40%
W = 2, if total or online sales in November is at the top 10%

W = 0, Not belonging to either two categories is the base category for this regression.

-

w O

- characteristics of the merchants namely gender, age, highest education, employment status, whether primary

breadwinner, whether e-commerce is primary source of income, number of dependents, and interaction terms with a
female dummy

- characteristics of business namely business age since joining online, product categories, as well as sales in April

Samples are restricted to pre-existing merchants
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Annex 3a: Determinants of sales among pre-existing merchants only (regression specification, cont.)

(2) OLS
W T L. -
where:
[
- Total sales in November
- Total online sales in November
w O

- characteristics of the merchants namely gender, age, highest education, employment status, whether primary
breadwinner, whether e-commerce is primary source of income, number of dependents, and interaction terms with a

female dummii

Indonesia Covid-19 Observatory: Digital Merchants Survey




































