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This presentation materials include the latest updates, projections and strategies of the Company. 
The information contained herein reflects the Company’s reasonable judgments on its forward-

looking views and is subject to changes caused by unforeseeable risks and other 
uncertainties that could affect the Company’s business such as economic conditions and

government regulations that may cause the results to differ significantly.
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Economy OutlookEconomy Outlook
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• Middle-lower and lower markets

• Offers full range of fashion goods, toys, household 
items, stationery and food

• 40.5% free float or 2,871 bn shares

• Listed in July 1996, current market capitalization of 
approximately USD 692.4 mn*

* stock price at IDR 1,420 and USD at IDR 14,553 (31 December 2018)

31-Dec-18 IPO

• PT Ramayana Makmur Sentosa 55.8% 61.1%

• Paulus Tumewu 3.7% 16.0%

• Public 40.5% 22.9%
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Ramayana in BriefRamayana in Brief
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Financial OutlookFinancial Outlook

* % of sales

1.31.11.21.51.1Net interest income

2.62.22.42.52.7Rental (net)

3.03.23.53.73.6Utilities

7.38.27.47.77.6Salaries

22.222.822.422.622.1Opex

11.28.38.87.37.8ROA

15.311.612.210.110.6ROE

6.95.05.04.34.5Net margin

7.14.64.53.23.8EBIT margin

29.427.226.725.625.8Gross margin

20182017201620152014

* in IDR billion

587.1406.6408.5336.1355.1Net profit

8,5398,1468,2357,7867,942Sales

20182017201620152014
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Capital ExpenditureCapital Expenditure

295,272 57.1%168,463 42.9%126,809 2014

189,521 23.3%44,079 76.7%145,442 2015

359,806 62.5%224,821 37.5%134,985 2016

167,51035.7%59,80464.3%107,7062018

269,64348.0%129,49952.0%140,1442017

TOTAL LONG-TERM RENTFIXED ASSETS

EXPENDITURE (IN MILLION)

YEAR
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• Cash & Bank :

• IDR 2.24 tr

• USD 12.31 mn

• Short Term Investment : IDR 86.1 bn

Where We Put Our MoneyWhere We Put Our Money
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SeasonalitySeasonality

20.9 35.3 24.3 19.5 2014

22.1 33.7 25.0 19.2 2015

21.8 25.2 35.0 18.0 2016

* in percentage

21.717.642.917.82018

21.517.343.0 18.22017

4Q3Q2Q1QYEAR
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Sales BreakdownSales Breakdown

* % of sales

100.0100.0100.0100.0100.0TOTAL

16.319.922.724.125.8Supermarket

2.32.63.13.04.3Housewares

1.11.21.41.41.8Toys & Sta.

0.51.51.31.42.3Special Buy

26.025.423.623.421.5S, B, A

8.98.88.78.46.7Children

34.230.429.228.424.0Men

10.710.210.09.913.6Women

20182017201620152014DEPT
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Sales Breakdown (contSales Breakdown (cont’’d)d)

34.365.71.923.90.36.832.135.02013

35.364.71.024.80.35.834.034.12014

38.561.50.823.40.34.137.434.02015

38.261.80.821.90.34.337.135.62016

43.756.30.715.60.43.042.637.72018

41.258.80.819.00.33.540.136.32017

CONSDPCONSDPCONSDPCONSDP

TotalSupermarket

Toys, 

Stationery, & 

Household

Fashion

Year
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Sales by RegionSales by Region

100.0%8,535,328100.0%8,141,563100.0%8,228,448100.0%7,786,194100.0%7,941,715TOTAL

64.8%5,532,65665.9%5,363,24566.5%5,471,47067.3%5,240,44768.5%5,438,047Outside G. Jakarta

35.2%3,002,67234.1%2,778,31833.5%2,756,9783.,7%2,545,74731.5%2,503,668G. Jakarta

20182017201620152014REGION

100.0%8,535,328100.0%8,141,563100.0%8,228,448100.0%7,786,194100.0%7,941,715TOTAL

2.6%220,0022.5%200,5302.4%195,6952.0%154,0032.0%157,337Papua

0.7%55,5040.6%48,5260.6%46,5210.5%39,8520.4%34,701Maluku

4.8%409,3235.3%429,4005.4%440,9685.3%411,1635.2%410,112Sulawesi

7.8%669,0397.9%643,3948.0%656,6788.3%646,4518.9%709,565Kalimantan

16.9%1,445,17917.5%1,429,76118.1%1,495,48419.6%1,528,59520.6%1,637,001Sumatera

4.9%421,2205.2%419,6475.3%435,0805.4%423,4575.7%449,462Bali-NTT

62.3%5,315,06161.0%4,970,30560.2%4,958,02258.9%4,582,67457.2%4,543,537Java

20182017201620152014REGION
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Gross MarginGross Margin

* front margin

28.125.724.924.325.8TOTAL

8.06.37.17.07.8Supermarket

24.621.720.622.924.6Housewares

25.723.122.425.324.0Toys & Sta.

22.032.832.828.531.1Special buy

29.628.128.127.830.4S, B, A 

39.737.237.135.237.3Children

31.730.530.029.831.4Men

34.733.133.032.436.7Women

20182017201620152014DEPT
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Same Store Sales GrowthSame Store Sales Growth

2.20.61.3-3.52013

0.61.36.87.52014

-2.7-4.1-1.2-3.32015

6.37.127.5-0.12016

* in percentage

2.92.41.90.32018

-1.2-0.714.41.02017

FY9M1H3MYEAR
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ProductivityProductivity

22,0038.02013

21,9928.02014

21,8508.02015

23,3258.52016

* net sales/time weighted average gross operating space

23,5158.62018

22,6748.32017

per sqm per day 
(IDR)

per sqm per year 
(million)

PRODUCTIVITY

YEAR
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Productivity by RegionProductivity by Region

* in IDR million

8.68.38.58.08.0TOTAL

8.48.28.37.88.0Outside G. Jakarta

9.08.59.08.48.0G. Jakarta

20182017201620152014REGION

8.68.38.58.08.0TOTAL

9.58.68.46.66.7Papua

11.19.79.38.06.9Maluku

15.312.311.210.410.4Sulawesi

8.07.77.87.07.7Kalimantan

7.17.07.37.07.0Sumatera

11.010.911.311.011.7Bali-NTT

8.78.48.78.28.1Java

20182017201620152014REGION
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Number of StoresNumber of Stores

11337123826Beginning 2017

63-21New Stores

32-1-Closed Stores

11638123927End of 2017

11942123926End of 2018

21--1Closed Stores

55---New Stores

11638123927Beginning 2018

TOTALPRIVATEGOVTAFFILIATEOWNED
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Space GrowthSpace Growth

731,767718,189 703,533 713,545 720,226 732,012 Net Space

994,441983,755 966,506 975,843 988,787 1,006,781 Gross Space

Total Space

(8,571)(12,378)(18,798)(15,889)(16,423)(8,256)Net Space

(12,257)(13,744)(23,316)(22,659)(22,979)(13,675)Gross Space

Downsized / Closed Stores

-----1,255 Net Space

-----1,165 Gross Space

Expanded Stores

22,14927,0348,786 9,208 4,637 47,421 Net Space

22,94330,99313,979 9,715 4,985 56,724 Gross Space

New Stores

718,189703,533 713,545 720,226 732,012 691,592 Net Space

983,755966,506 975,843 988,787 1,006,781 962,567 Gross Space

Existing Stores

201820172016201520142013
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Space by RegionSpace by Region

6,1908,429100.0%100.0%731,767994,441119100.0%Total

9,98011,5942.7%2.3%19,95923,18821.7%Papua

5,5307,5830.8%0.8%5,5307,58310.8%Nusa Tenggara

3,0414,9790.4%0.5%3,0414,97910.8%Maluku

7,9308,9233.3%2.7%23,78926,77032.5%Sulawesi

7,49810,4768.2%8.4%59,98283,80686.7%Kalimantan

6,9909,73720.0%20.7%146,797204,4722117.7%Sumatera

6,49810,2732.7%3.1%19,49430,81932.5%Bali

5,6508,4879.3%10.2%67,804101,8451210.1%East Java

4,9906,7715.5%5.4%39,91654,16686.7%Central Java

6,8408,81013.1%12.4%95,758123,3421411.8%West Java

5,4287,24934.0%33.5%249,697333,4714638.7%Greater Jakarta

NETGROSSNETGROSSNETGROSS

AVG SPACE (sqm)SPACE (%)SPACE (sqm)
# of 

Stores
%REGION



• Coverage including riot, strike, malicious 

damage

• Value insured in IDR 3.2 tn with PT. Asuransi

FPG Indonesia
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InsuranceInsurance



• Small organized regional retailers, such as:

• Borobudur (Jabodetabek)

• Yogya (West Java)

• Hardy’s (Bali)

• Sri Ratu (Central Java)

• Suzuya (Sumatera)

• Trade Centers / wholesales markets for 

fashion, mostly in Greater Jakarta

• Mini markets for supermarket

20

CompetitionCompetition
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Number of EmployeeNumber of Employee

52.0

71.4

573.6

13,845

1,503

9,455

1,854

489

535

5

4

2014

55.8

76.3

608.9

12,782

1,503

8,610

1,636

489

535

5

4

2015

64.1

88.1

750.1

10,970

1,503

7,073

1,360

489

535

5

5

2016

70.6

96.7

800.5

10,172

1,503

6,402

1,233

489

535

5

5

2017

77.1N. space/emply (sqm)

104.8G. space/emply (sqm)

899.6Sales/emply (IDR mn)

9,488TOTAL

1,502Adm & others

5,951Sales Staffs

1,001Cashiers

489Section Heads

535Division & Sub

5Directors

5Commissioners

2018JOB FUNCTION



• Market leader in soft lines with strong house brands 
/ private labels, strong relationship with suppliers 
with contract manufacturing resulting in ‘value for 
money’ price points.

• Up-to-date fashion trend and fast fashion strategy 
to ensure and attract strong customer following.

• Central buying for all soft lines and non food items. 
All food items are purchased and controlled 
regionally.

• Uniform one price policy for all products with the 
exception of variable pricing in locations with higher 
distribution cost and near monopoly trading 
conditions.
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MerchandiseMerchandise



• A mild sign of recovery of export sector in 

commodities has not yet translated into strong 

sales performance.

• Down sizing supermarket store size to 

optimize productivity level.

• Reorganize tenant mix of a bigger outlet to 

promote concept of life style mall with more 

F&B tenants, cinema, and specialty shop 

within shop, in order to increase traffic into 

store and to attract a slightly higher customer 

segment.
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Highlights / ProblemsHighlights / Problems


