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Foreword
Nearly one billion women around the world do 
not have access to formal financial services like 
savings accounts, credit, payments, or health 
insurance. Financial inclusion is crucial to women’s 
empowerment as it decreases their risk of slipping 
into poverty, increases their capacity to start and 
grow small companies, and fortifies their overall 
economic resilience.

Given COVID-19’s economic impact, this study 
is timely. The labour market force is shifting as 
employers reduce their workforce and childcare 
needs at home increase. Women’s livelihoods 
have changed. It is more critical now than ever to 
harness the power of digital platforms for women’s 
economic empowerment.

Several implementations of quick-win strategies 
have been deployed to improve women’s capacity 
of doing ultra-micro business. Access to technology 
in terms of cost is another challenge for low-
income women entrepreneurs. Nevertheless, by 
using experience with relevant case for guideline 
to support effective digital literacy, designing 
proper business assistance, and reinforcing the 
role of financing channels/linkages to educate its 
members, are highly recommended to elevate the 
resilience of doing business.

This report summarizes the most thorough research 
to-date on the ultra-micro entrepreneurs segment in 
Indonesia. This segment includes those who have 
access to an ultra-micro loan from the Government 
of Indonesia distributed through Pusat Investasi 
Pemerintah and its channelling partners, and those 
with similar business characteristics who have 
never accessed the loan. 

This report also provides a comparative assessment 
of ultra-micro entrepreneurs’ financial behaviors 
and day-to-day business management by gender, 
with a view to providing a better understanding of 
the opportunities and challenges associated with 
the use of ultra-microloans. 

We look forward to continuing to pursue these goals 
together as Pusat Investasi Pemerintah (PIP) strives 
to provide simple and quick loans for ultra-micro 
entrepreneurs nationwide. Moreover, the findings of 
this study can serve global stakeholders’ interest in 
gaining evidence-based insights about small-scale 
entrepreneurs around the world. We look forward 
to working together to  scale up businesses, build 
economic resilience, and nurture digital capability 
among women in Indonesia and around the world. 

Ririn Kadariyah
Director  |  Pusat Investasi Pemerintah
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Abbreviations

NIB

OECD

PEN

PIP

PNM

PT

UMi

QRIS

ROSCA

SIKP

SMS

SSP

STW

VAT

WEE

WFI

ADB

ASEAN

ATM

BAV

BPR/BPD

BPS

BPUM

BRI

BST

CIT

COVID

EUR

FSP

GBP

IDR

KRW

KUR

MSMEs

Asian Development Bank

Association of Southeast 
Asian Nation

Automatic Teller Machine

Bahana Artha Ventura, which provides 
financial facilities and funding to MSMEs 
through cooperatives

Bank Perkreditan Rakyat/Bank 
Pembangunan Daerah, a rural/regional bank

Badan Pusat Statistik, the national 
statistical bureau

Bantuan Produktif Usaha Mikro, 
a cash transfer program for 
ultra-micro businesses

Bank Rakyat Indonesia, an Indonesian 
state-owned bank

Bantuan Sosial Tunai, the cash social 
assistance program to help those impacted 
during pandemic

Corporate Income Tax

Coronavirus disease

European Euro

Financial Service Providers

Great Britain Poundsterling

Indonesian Rupiah

South Korean Won

Kredit Usaha Rakyat, a subsidized credit 
program

Micro, small, and medium enterprises

Nomor Induk Berusaha, a registered 
identification number for Indonesian 
business entity

Organisation for Economic 
Co-operation and Development

Pemulihan Ekonomi Nasional, the National 
Economic Recovery program during the 
pandemic 

Program Keluarga Harapan, a conditional 
cash transfer program for families

Permodalan Nasional Madani, a state-
owned enterprise that carries out a mission 
of empowering MSMEs

Perseroan Terbatas, a limited liability 
company business structure

Ultra-Micro

Quick Response Code Indonesian Standard

Rotating savings and credit association

Sistem Informasi Kredit Program, a credit 
reporting and monitoring program for KUR 
and UMi loan 

Short Message Service

Statutory Sick Pay

Short-term work 

Value-added tax 

Women’s economic empowerment 

Women’s financial inclusion 
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Introduction
Today, Indonesia’s economy relies on small-scale entrepreneurs more 
than ever. Micro-, small-, and medium-sized enterprises make up 
61 percent of Indonesia’s economy,1 and the majority (64%) of these 
entrepreneurs are women.2 COVID-19’s particular economic challenges 
have pushed low-income people to entrepreneurship as the formal job 
market contracts.3  

1  According to the data from the Ministry of Cooperatives and Small and Medium Enterprises (KemenkopUKM) in March 2021.
2  According to the data from the National Statistical Bureau (BPS) in 2021.
3  BKPM (2020), Interest in Micro Business Remains Champion during the Pandemic. Available at https://www.bkpm.go.id/id/publikasi/siaran-pers/

readmore/2410301/65901.

This research, conducted in collaboration with the 
Government of Indonesia, zooms in on a particular 
sub-segment of Indonesian women entrepreneurs. 
The research focuses on women whose businesses 
are very small, or “micro,” and whose businesses 
have potential to grow given financial opportunity. 
This is the target of the growth efforts of Pusat 
Investasi Pemerintah (PIP), the key government 
agency providing funding through microfinance and 
cooperative institutions since 2017. 

To support the ultra-micro businesses, PIP also 
provides both financial assistance in the form of 
digital loans and skills training. 

Despite demonstrated need and government 
action, little is known about the financial needs 
and behaviors of ultra-micro entrepreneurs. This 
research attempts to fill this knowledge gap by 
assessing financial habits, financial capability, 
and digital engagement among ultra-micro 
entrepreneurs. 

From this research, we discovered that within the 
ultra-micro segment, inequalities in financial access 
to savings and loans, as well as digital adoption, 
are related to behavioral differences across gender, 
rather than systematic discrimination. Thus, a 
lack of gender-lens awareness in program design 
targeting ultra-micro entrepreneurs, of which 95% 
are women, may prevent them from reaching their 
full potential to scale up their businesses. Therefore, 
every financial service provider should consider 
developing customized financing products and/or 
programs favorable to women’s unique needs and 
behaviors.

Between its inception and last year,  
PIP disbursed ultra-micro loans to 5.4 
million ultra-micro businesses with a 
distribution value of IDR 18.08 trillion 
(USD 1.26 billion). 
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Through the Government of Indonesia’s ultra-
micro financing program, borrowers can access 
an uncollateralized loan of up to IDR 20 million 
(USD 1,388) through appointed non-bank financial 
institutions and cooperatives.4,5 The targeted 
borrowers are those who initially did not have 

access to formal financing or cooperative loans 
(Figure 1). PIP’s internal database showed that, as 
of December 2020, PIP had engaged 46 channelling 
partners, reaching out to 475 cities in Indonesia. 
Among the beneficiaries of these very small loans, 
95% are women. 

4  Regulation of the Minister of Finance of the Republic of Indonesia Number 193/PMK.05/2020 about ultra-micro finance. Article 3 defines no financial 
access as “not being financed by the Government’s credit program in the field of micro, small, and medium enterprises listed in the SIKP/Credit Program 
Information System.”

5  The Government of Indonesia appointed the National Investment Agency (Pusat Investasi Pemerintah or PIP) as the coordinated fund of ultra-micro loan 
distribution. These loans are then distributed via the institutions PT Pegadaian, PT Bahana Artha Ventura, and PT Permodalan Nasional Madani (PNM). 
To strengthen the ultra-micro ecosystem, in 2021 PT Bank Rakyat Indonesia became the holding ultra-micro of PT Pegadaian and PNM, and was thus 
appointed as the ultra-micro holding company.

FIGURE 1 . ULTRA-MICRO TARGETED SEGMENT AND FINANCING SCHEME 

A. Ultra Micro Financing Program

TARGETED SEGMENT OF ULTRA-MICRO FINANCING

LARGE

CORPORATE
0.01%

5.460 Unit  -  0.01%

58.627 Unit  -  0.09%

757.090 Unit  -  1.19%

18.922.617 Unit  -  29.69%

44 Mil l ion Unit  -  69.03%

MEDIUM

SMALL

MICRO

ULTRA-MICRO

ELIGIBLE CRITERIA FOR LOAN RECIPIENTS

CRITERIA ULTRA MICRO-BUSINESS

Distribution agency Non Banking Financial Institution (LKBB)

Credit Ceiling Up to IDR 20 million

Beneficiary Ultra Micro Entrepreneurs

Loan tenor Short term (<52 weeks)

Collateral No collateral required for group loans

Assistance and training Mandatory

Government support PIP provides loan to LKBB with interest at 2%-4%

Loan procedure Non Banking Financial Institutions mechanism

Foreword  |   Acknowledgements   |   Abbreviations  |   Introduction   |   Findings  |   Recommendations  |   Appendix

ULTRA-MICRO

KUR

RETAIL

RETAIL

69.03%

29.69%

1.19%

0.09%
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Although ultra-micro financing has been connected 
theoretically with economic development,6 few 
studies have systematically attempted to analyze 
the landscape of ultra-micro entrepreneurs’ 

What financial 
behaviors typify 
ultra-micro 
entrepreneurs?

In what ways 
do ultra-micro 
entrepreneurs need 
to improve their 
financial capability, 
on average?

What are the 
opportunities to 
empower ultra-micro 
entrepreneurs to grow 
their businesses?

B. Research Questions

6  Beck, T. (2015). Microfinance: A Critical Literature Survey. World Bank.

financial needs and preferences in Indonesia. 
Recognizing this gap, this research explores the 
following questions:

Source: Pusat Investasi Pemerintah datasource, 2021. PT Pegadaian is a pawn shop company which lends money against personal property deposited as 
collateral security. PT PNM is a special financial institution established as a realization of the Indonesian government’s commitment to develop, promote, 
and maintain MSME). In addition, Bahana Artha Ventura is an Indonesian venture capital company which develops real sectors through financing to 
MSMEs with venture capital financing schemes and management assistance.

1 2 3

F I N A N C I N G  S C H E M E

Channelers apply 
for current accounts 

receivable to PIP
as collateral Fiduciary

The fund is distributed 
through the process of 
Eligibility Checking in 
which UMi borrowers 

are those who have not 
received KUR program

ELIGIBILITY 
CHECKING

COOPERATIVES

BORROWERS
Individual Individual

BORROWERS BORROWERS

Each UMi borrower
is MANDATORY
to get assistance
from Channelers

SIKP UMi SIKP KUR

Group Individual/Group

Foreword  |   Acknowledgements   |   Abbreviations  |   Introduction   |   Findings  |   Recommendations  |   Appendix

TWO STEP

PT Pegadaian PT Permodalan Nasional Madani PT Bahana Artha Ventura
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This research is carried out using a multi-method 
design. First, we held experts interviews with PIP, 
Pegadaian, PNM, and Bahana Artha Ventura to 
better understand their market and perspectives on 
how they identified potential ultra-micro borrowers. 
Next, we conducted a literature review on 
entrepreneurs, financial access and usages, gender 
norms, economic engagement, and vulnerability, 
both in Indonesia and in similar contexts. Third, we 
examined ultra-micro loan disbursement datasets 
across socioeconomic characteristics including 
gender, age, loan size, loan purpose, and business 
types. 

C. Research Methods

From the dataset, we chose a geographically 
stratified random sample of 30 ultra-micro 
borrowers for in-depth interviews. To these, we 
added 15 non-ultra-micro borrowers with similar 
socioeconomic characteristics. We engaged 
these 45 participants to explore the perceptions, 
needs, and challenges (pain points) of ultra-micro 
entrepreneurs. Research subjects came from 
North Sumatera, East Java, Central Java, South 
Sulawesi, and West Nusa Tenggara—all regions 
that participate in the Government of Indonesia’s 
ultra-micro loan program. 

Finally, we conducted a quantitative survey of 1,355 
ultra-micro entrepreneurs, located in the same five 
provinces named above plus Jawa Barat and East 
Nusa Tenggara. From the total sample, 22% are 
ultra-microloan recipients from Pegadaian, 21% 
from PNM Mekaar, and 10% from Bahana Artha 
Ventura. Of the total quantitative survey participants, 
47% ultra-micro entrepreneurs were not recipients 
or had never accessed an ultra-microloan. 

4 keys  informant 
interviews

with PIP, 
PT Pegadaian, PNM, 

and Bahana Artha 
Ventura

45 in-depth 
interviews 

with ultra-micro 
entrepreneurs  

with ultra-micro 
entrepreneurs 

Data
analysis

1,355 
quantitave surveys

Literature
reviews

Draft 
ultra-micro 

report

Setting the 
research 

objectives

Literature
reviews

Development
of research 
questions

Design research 
sampling and 
data collection 
methodology

Design and 
consult with 

Pusat Investasi 
Pemerintah on 

the questions list
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The majority of our quantitative sample are women 
(68%), of whom 63% live in urban areas. In the 
sample, 82% of the respondents are young adults, 
below 45-years old. Educational attainment in the 
sample varies, with high school education (39%) 
being the highest level attained, followed by having 
a bachelor’s degree (29%). Very few entrepreneurs 
had only achieved elementary or middle school as 
their highest level. Our analysis revealed a gender 
gap in educational attainment of entrepreneurs, in 
that male entrepreneurs are more likely than their 
female counterparts to have a bachelor’s degree 
(37% compared to 26%). In terms of marital status, 
53% of the sample cohort are married and, out of 
those, 73% have a family with 5-6 members. 

Asset ownership varied across individuals. Our data 
indicate that motorcycles, property (landed house), 
and gold are the three most common assets owned 
by respondents. It seems that women are more 
likely than men to have gold (42% versus 31%), 
while men are more likely to have a motorcycle 

or land. We also observed that women are more 
likely than men to use part of their home as their 
business premises. The disproportionate access to 
land ownership may pose a challenge for women 
when accessing a larger loan amount since higher 
amounts are usually associated with a collateral 
guarantee. 

We found that one out of ten respondents work 
as freelancers. Pandemic restrictions like social 
distancing have made freelancing attractive for job 
seekers. Statistics Indonesia indicates that a third 
of the 127 million workers in Indonesia identify as 
“casual workers” and/or work fewer than 35 hours 
per week, and the majority of them are women.7 

However, global experience thus far has shown a 
number of obstacles to delivering financial services 
for gig workers; their hyper-flexible work routines 
and irregular salaries present challenges to many 
conventional financial service providers, resulting in 
a lack of finance options for this cohort of potential 
customers.8

Findings

1.  Who are the ultra-micro entrepreneurs?

FIGURE 2 . ULTRA-MICRO ENTREPRENEURS’ PROFILE

QUANTITATIVE SURVEY RESPONDENTS

1,355
Sample profile of

ULTRA-MICRO
BUSINESS

ENTREPRENEURS

AGE
PROFILE

GENDER

16%

28%
38%

16%

3%

18-25
years old

26-35
years old

>56
years old

46-55
years old

36-45
years old

7 Statistics Indonesia (2018).
8 Glover, B., Lasko-Skinner, R., & Berry, A. (2019). The liquidity trap: Financial 

experience and inclusion in the liquid workforce.
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EDUCATION

BUSINESS
ACTIVITY

DIGITAL
LITERACY

FAMILY DEPENDANT

LIFELIHOOD

Senior High
School

Junior High
School

Elementary
School

Diploma
Certificate

Graduate
and Above

Process raw 
materials into 
semi finished 

goods

Owned one
type of 

business

Married

Responsible
for a family of

4-5 people

Owned 2
types of 
business

Have run the
business for

> 2 years

Process raw 
materials into 

finished goods

Sell goods

only have 
smartphone

sample do not own 
mobile phone, but 
can still access it 

from others

have both 
smartphone and 
featured phone

have featured 
phone

No Formal
Education

0%

10%

13%

7%

29%

39%
73%

53%

 

64%
31%

59%

34%

63%

3%

81%

5%

7%

6%
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Based on our discussion with PIP’s loan distribution 
partners, we draw attention to several aspects 
of how they depict the profiles of ultra-micro 
entrepreneurs. PIP’s loan distribution partners see 
the differences between ultra-micro entrepreneurs 
and other segments in terms of their economic 
condition, financial behavior, social relationships, 
and responses to financial situations. To better 
understand the ultramicro segment itself, we then 
incorporate these four key dimensions in how we 
categorize the profiles of ultra-micro entrepreneurs. 
Using Women’s World Banking’s customer- centric 
approach10, we propose three particular customer 
profiles: Entrepreneur by Necessity, Stable 
Entrepreneur, and Growth-Oriented Entrepreneur 
(Figure 3). 

Our cluster analysis shows that the majority of 
the sample is dominated by the Entrepreneur by 
Necessity type, followed by the Stable Entrepreneur 
and the Growth-Oriented Entrepreneur personas. 
Importantly, these personas are dynamic, as 
women exhibit behaviors that cross multiple 
personas (Figure 3). For example, among Stable 
Entrepreneurs who still prefer cash, there are 2.3% 
of the sample that have started to combine cash 
and digital in several stages of their business, such 
as accepting customer pre-payments using bank 
transfers and combining these payments with 
Gojek or Grab11 for cash on delivery. 

SOURCE OF INCOME BUSINESS CATEGORY9

have business 
turnover up 

to IDR 2 
million/month

manufacturing

grocery
store

retail trade - 
packed 

food 
and 

beverage

retail 
trade – non 
food and 
beverage

restaurants

have a job/source 
of income outside 

of the business

consider the 
business as the 
main source of 

income

receive 
government 

subsidies 
(cash assistance)

37%

8%
14%

14%

22%

12%

33%

45%

69%

9 These sectors represent the top 5 business categories in our sample cohort. Others include: retail fresh food sellers (4%), confection (3%), animal husbandry 
(2%), wholesale trade – non food (2%), automotive and spare parts (2%), beauty salon and spare parts (2%), farming (1%), wholesale trade - fresh vegetables, 
fruits, meats (1%), wholesale trade - packed food and beverage (1%), depot refill, i.e. drinking water, perfumes, oxygen, cooking gas (1%),  transportation/
logistic services (1%), fuel and/or lubricating oil (1%), printing and/or photocopy services (1%), education (0.4%), gardening (0.37%), and tour and tourism 
(0.07%). 

10 For this research, we combine the Latent Class Analysis method to analyze the quantitative dataset and the Persona method to analyze the qualitative 
dataset. For this segment analysis, we include both men and women in the sample. Persona is a descriptive summary of representative key users and 
stakeholders who influence their behaviors, including an overview of the situation, context, requirements, motivations, and benefits. A persona can be 
developed from several different sources, blending characteristics shared by people who are similar to one another into an “archetype,” through which a 
group can be understood. Persona is often used as a tool to capture and present data that have been collected from interviews and customer segmentation. 
In addition, they can be used to build empathy within a team and ensure that product and program design are suitable for customer needs.

11 Gojek and Grab are the largest multi-service platform and digital payment technology companies in Indonesia, providing services such as ride hailing, food 
delivery, digital payments, logistics, and online shopping.
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FIGURE 3. ULTRA-MICRO ENTREPRENEUR SEGMENTATION

CUSTOMER PERSONA: ENTREPRENEUR BY NECESSITY

HER CONTEXT

BUSINESS CONTEXT

FINANCIAL BEHAVIOUR

FINANCIAL DECISION-MAKING

MOBILE TECH BEHAVIOUR

PAIN POINTS / CHALLENGES

Name: 
SUPINAH

Age: 

51 
YEARS OLD

Education: 
JUNIOR 

HIGH

Supinah is a 
mother of one 
from Central 

Java

Supinah operates her business in a similar way 
with how she was taught when her parents were 
running the business. She is reluctant to change 
and is satisfied with how things are. Operating her 
business is driven by economic necessity.

Supinah uses most of her business income to 
cover her business needs. She does not make 
effort to record her business transactions and buys 
the same amount in stock for her business.

Supinah transacts almost exclusively in cash on 
hand with their customers and suppliers. If she does 
not have enough money to buy supplies, she only 
buys as much as she can afford.

Supinah has low usage of mobile phones for her 
business purposes and digital financial transactions. 
She only uses her mobile phone for basic needs, 
such as calling and messaging.

Supinah is very reluctant to change and has a much 
harder time adopting new products, technology, 
and business practices. She has a very low growth 
mindset and only sees access to capital as her main 
business-growth challenge.

ENTREPRENEUR 
BY NECESSITY 

(48.5%)

STABLE 
ENTREPRENEUR 

(28%)

GROWTH-ORIENTED 
ENTREPRENEUR

(23%)

BUSINESS 
CAPITAL

Self funding 

Informal loan

Self funding 

Informal loan and non-bank formal 
loan

Self funding 

Formal loan

LICENSING
Do not perceive as 
important and do not have 
one

Do not perceive as important but 
will apply one if needed by formal 
borrowers

Perceive as important and have one

SEPARATION OF 
BUSINESS AND 
HOUSEHOLD/

PERSONAL 
NEEDS

Mix

Business income set aside separately 

Cover business/household needs 
based on whichever most available

Business income set aside 
separately 

Cover business and household 
separately from each allocated 
money

USAGE OF 
BUSINESS 

PROFIT

To cover daily needs 

Any money left is aside for 
household and business 
needs

To kept household and business needs 

Prioritize it for business expansion
Prioritize it for 
business expansion

TRANSACTION 
RECORDING

Never Only record receiveables, if any Always record transaction

FINANCIAL 
PREFERENCES 

AND BEHAVIOUR

Mostly cash based The customers and suppliers still use 
cash, the ultra-micro entrepreneurs 
start using digital platform for delivery, 
i.e. Cash on Delivery (COD)

Convenient in using cash, bank 
transfer or digital wallet for financial 
transactions

SMARTPHONE 
UTILIZATION

For personal/leisure Both personal and product promotions Both personal and product 
promotions

EFFORTS TO 
ACCESS FORMAL 

TRAINING FOR 
BUSINESS 

IMPROVEMENT

Never try to find and 
access one

Never try to find one, but willing to join 
if there is an offer

Have try to find and access one

Supinah inherited her business from her parents. 
Her business is the only thing she knows well to 
earn money and she doesn’t have any other work/
job that earns income.
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CUSTOMER PERSONA: STABLE ENTREPRENEUR

HER CONTEXT

BUSINESS CONTEXT

FINANCIAL BEHAVIOUR

FINANCIAL DECISION-MAKING

MOBILE TECH BEHAVIOUR

PAIN POINTS / CHALLENGES

Name: 
ANITA

Age: 

40
YEARS OLD

Education: 
BACHELOR’S

DEGREE

Anita is a 
mother of two 

from West Nusa 
Tenggara

Anita started her business by herself and taught 
herself how to operate independently. She listens 
to her customers and tries to follow market trends 
and provide the most relevant products/services.

Anita started her business as a way to support her 
family and started with what she knew and was 
familiar with selling. She looks for new ways to 
improve her service and products for customers.

Anita uses her income to cover her business and 
personal needs. She temporarily records her 
business records to track her finances to resolve 
credited purchases from customers and to keep 
track of stocks purchased.

Anita transacts in cash, but also uses ATMs and 
mobile banking services for both her business and 
personal purposes. When receiving payments from 
customers, she asks for either bank transfers or 
cash.

Anita is more tech savvy and uses her mobile 
phone to serve her business goals. She uses her 
communication/social media channel to promote 
her products and services by sharing pictures.

Anita has plans for growth but needs access to 
more capital and needs support with marketing 
strategies to help reach out to more customers.

CUSTOMER PERSONA: GROWTH-ORIENTED ENTREPRENEUR 

HER CONTEXT

BUSINESS CONTEXT

FINANCIAL BEHAVIOUR

FINANCIAL DECISION-MAKING

MOBILE TECH BEHAVIOUR

PAIN POINTS / CHALLENGES

Name: 
HARTINI

Age: 

37
YEARS OLD

Education: 
ELEMENTARY

SCHOOL

Hart ini  is a 
mother of two 
from Central 

Java.

Hartini is an advanced UMi business owner with 
a strong desire to provide goods/services for 
her community. She started her business as an 
extension of her own hobby and what she was 
already good at.

Hartini learned how to operate her business, 
business information and trainings online. She 
has joined a business community to expand her 
knowledge and network with other business 
owners.

Hartini sets aside most of her business income to 
expand her current business and exploring new 
businesses in the future. She actively keeps track 
of her business records and transactions and has a 
business license and tries to keep up to date.

Hartini mostly uses the ATM and mobile banking for 
both her personal and business needs.

Hartini is an advanced user, not only using social 
media platforms to advertise and sell her products, 
but she also utilizes e-commerce platforms to 
perform her business transactions (selling products 
and ordering stocks).

Hartini is not reluctant to change and has a much 
harder time adopting new products, technology, and 
business practices. She has a growth mindset and 
sees formal loan as one of her accessible capital.

In addition to starting businesses to earn income and to cover necessary expenses, 
women ultra-micro entrepreneurs also endeavor to cover personal expenses.

When asked about their reasons for becoming ultra-
micro entrepreneurs, both men and women tend 
to report the need to cover household expenses. 
However, women entrepreneurs are more likely to 
give this reason than men (62% of women vs. 51% 

of men). Women (28%) are also more likely than men 
(22%) to say they own and run a business for the 
purpose of covering their own personal expenses 
(Figure 4).
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Source: Authors. N=1,355. Respondents were asked, “Why did you want to be an entrepreneur?” Responses included, “I need an income to cover my 
own expenses, I need to contribute to cover my household expenses, I inherited my current business from family/former boss, need to spend more 
time with family (family care), need flexible working time, I am now in my free time, I want to express my idea/vision into something tangible, other,” and 
respondents could choose multiple answers.

Source: Authors. N=1,355. Respondents were asked, “Why did you want to be an entrepreneur?” Responses included, “I need an Source: Authors. 
N=1,355. Respondents were asked, “What is the main business sector you currently working on?” Responses included, “Farming, gardening, 
manufacturing, animal husbandry, retail trade - food and beverage, retail trade - non food and beverage, wholesale trade - food and beverage, wholesale 
trade - non food and beverage, small restaurants, transportation/logistic services, confection, beauty salon  services, printing services, education, tourism 
services, arts and creative industry (i.e: a painter, writer, etc.), laundry and home cleaning services, other,” and respondents could choose multiple answers.

In terms of business sectors, the majority of 
ultra-micro entrepreneurs operate mainly in five 
business sectors, namely: retail trade – non food 
and beverage (22%), retail trade – packaged food 
and beverage (14%), grocery stores (14%), small 

FIGURE 4. REASONS FOR WOMEN AND MEN TO START A BUSINESS

FIGURE 5. ULTRA-MICRO ENTREPRENEURS BY GENDER ACROSS BUSINESS SECTORS

Because my husband doesn’t have a permanent job, 
I opened this business to cover our daily household 
expenses.

I used to have a PlayStation rental business, but since 
there are social restrictions due to Covid situation, the 
business closed, and I decided to shift to other business.

32 y.o. female, grocery store owner, 
Pegadaian borrower, West Nusa Tenggara

40 y.o. male, electricity appliances seller, 
Pegadaian borrower, South Sulawesi

restaurants (12%), and manufacturing using semi-
raw materials (8%). We found, however, that women 
ultra-micro entrepreneurs are nearly twice as likely 
as men to be in retail trade and manufacturing 
(Figure 5).
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It was my grandmother who first produced lontong 
[rice cake], then she got old and sick. Her customers 
keep asking our family to produce to lontong as they 
have trusted her product. So my aunt decided to 
continue the business and then she passed it to me.

32 y.o. female, grocery store owner, 
Pegadaian borrower, West Nusa Tenggara

Along with finding that most ultra-micro 
entrepreneurs (64%) only own and run one 
business, data also reveals that half of the cohort 
claimed that their business has been operating 
for more than two years. Some have existed for 
more than five years, with many such enterprises 
inherited from respondents’ predecessors, such as 
family members (parents/grandparents) or former 
bosses. Of note, the length of business activity 
indicates that most ultra-micro businesses in our 
sample cohort have been operating at a quite 
predictable pace. 

In terms of monthly income, our data show that 37% 
of respondents in the sample earn income below 
IDR 2 million (USD 139) and 35% earn between IDR 

The business finance patterns of men and women 
are consistently unequal. In the total sample, slightly 
more than half (53%) use a loan, and the other half 
use their own funds. When starting businesses, 
women are more likely than men to have a lower 
initial capital of IDR 500,000 (USD 35) or less (31% 
vs. 19%). When it comes to UMi entrepreneurs 
with income up to IDR 2 million (USD 139), men are 
more likely to report having initial capital higher than 
women. 

The disparity in start-up funds used may be due to 
the tendency of women to participate in the retail 

2-5 million (Figure 6). This trend is quite promising, 
as it suggests that a considerable number of 
ultra-micro entrepreneurs could be in a position 
to graduate to the micro segment, contingent on 
continued growth.

FIGURE 6. ENTREPRENEUR MONTHLY INCOME BY NUMBER OF BUSINESSES 

Source: Authors. N=1,355. Respondents were asked, “How many business do you currently operate/manage?”. Responses included, “one, two, three, 
four.” To measure income, respondents were asked, “How much does your weekly business income (read: sales - expenses)  in the best month for the 
last 12 months?” Responses included, “up to IDR 500,000 (USD 35), >IDR 500,000-1 million (USD 35-69), >IDR 1-1.5 million (USD 69-105), >IDR 1.5-2 
million (USD 105-139), other, refused to answer, does not know.”

trade sector, which has lower entry costs. Following 
initial funding for establishing the business, our 
data show that the propensity for women to 
earn income is relatively lower than for men. For 
example, despite both men and women starting a 
manufacturing business with the same initial capital 
(IDR 1 million or USD 69), men’s incomes in our 
survey were twice those of women. This reflects a 
gender income gap within the ultra-micro segment 
(Figure 7). The only business type for which women 
have a higher income is grocery stores.
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Women and men ultra-micro entrepreneurs who 
access financing do so from a range of providers. 
Of those who do access loans, 22% of respondents 
have loans from Pegadaian, 21% from PNM 
Mekaar, and 10% from cooperatives.12 However, 
women and men have different preferences for 
loan providers. Women ultra-micro entrepreneurs 
are more likely to borrow money from cooperatives 

FIGURE 7. INITIAL CAPITAL AND INCOME BY BUSINESS SECTOR

Source: Authors. N=1,355. Respondents were asked, “What is the main business sector you currently working on?” Responses included, “Farming, 
gardening, manufacturing, animal husbandry, retail trade - food and beverage, retail trade - non food and beverage, wholesale trade - food and 
beverage, wholesale trade - non food and beverage, restaurants (Warung Nasi, Warteg, Warkop), transportation/logistic services, confection, beauty 
salon services, printing services, education, tourism services, arts and creative industry (i.e: a painter, writer, etc.), laundry and home cleaning services, 
other.” To measure business income, respondents were asked, “How much does your weekly business income (read: sales - expenses)  in the best 
month for the last 12 months?” Responses included, “up to IDR 500,000 (USD35), >IDR 500,000- 1 million (USD 35-69), >IDR 1-1.5 million (USD 69-
105), >IDR 1.5-2 million (USD 105-139), other, refused to answer, does not know.” To measure initial capital, respondents were asked, “How much was 
your initial capital when you start up the business?” Responses included, “up to IDR 500,000 (USD 35), >IDR 500,000-2 million (USD 35-139), >IDR 2-4 
million (USD 139-280), >IDR 4-6 million (USD 280-420), >IDR 6-8 million (USD 420-560), >IDR 8-10 million (USD 560-699), other, refused to answer, 
does not know.” 

2. How do ultra-micro entrepreneurs utilize loans?

Ultra-micro entrepreneurs consider a few key aspects when considering a loan: the speed and 
reliability of the process, relationships and trust, and flexibility of loan use. The comparison 

between the initial capital, business earnings, and reasons for taking a loan shows women tend to 
start the business with low capital and use the loan for stock purchases. 

than men (12% vs. 5%).13  Men respondents, on the 
other hand, are more likely than women to borrow 
money from Pegadaian (26% vs. 17%). We also see 
different financing preferences by gender. Women 
entrepreneurs who own and run a business with a 
business income up to IDR 4,000,000 (USD 278) are 
more likely to utilize loans from conventional private 
banks compared to the men (Figure 8).

Where and why ultra-micro entrepreneurs access credit?

12  During in-depth interviews, we gathered information around what are the financing resources that ultra-micro entrepreneurs have access to. We found that 
ultra-micro entrepreneurs who have accessed business financing reported doing so from thirteen different resources: 10 formal financial service providers 
(banks, cooperatives, Pegadaian, PNM, leasing companies, and Fintechs) and three informal ones (informal savings groups, friends or neighbors, family, or 
relatives).

13 The Indonesian government has introduced PNM as a group-lending product exclusively for women.
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FIGURE 8. LOAN PROVIDER DISTRIBUTION BY GENDER

These variations in preference are driven by 
differences in decision-making criteria (Figure 9). 
From the survey, we captured the three principal 
reasons entrepreneurs take formal loans: the need 
to have sufficient funds to cover needs, their trust 
in the FSP, and the speed of14 the disbursement 
process. A more detailed overview on why ultra-
micro entrepreneurs access formal loans includes:

Source: Authors. N=1,355. Only the top five financing sources were included. Respondents were asked, “In the past 12 months, from which of the following 
sources have you borrowed money for business purpose?” Responses included, “State-owned banks, conventional banks, cooperatives, Pegadaian, and 
PNM”, and respondents could choose multiple answers. To measure business income, respondents were asked, “How much does your weekly business 
net income (read: sales - expenses) in the best month for the last 12 months?” Responses included, “up to IDR 500,000 (USD 35), >IDR 500,000-1 million 
(USD 35-69), >IDR 1-1.5 million (USD 69-105), >IDR 1.5-2 million (USD 105-139), other, refused to answer, does not know.”

I applied for the loan to pay for my 
sibling’s school fees.

38 y.o. female, retail hijab seller,
PNM borrower, West Java

Respondents who borrow money from 
Pegadaian are much more likely to 
report that quick cash is a motivation 
for taking a loan. The loan may be used 
to fulfil various needs outside of the 
business. 

I went to Pegadaian to pawn my jewelry, but 
it was not enough to cover stock purchase. At 
that time I also need money to buy food stall. 
Then my neighbour referred PNM and I found 
it useful to cover my needs.

34 y.o. female, traditional cakes seller, 
PNM borrowers, East Java

Of the respondents who take a loan from 
the PNM, the most cited reason is the 
need for sufficient capital, which can 
cover a range of needs. 

Honestly, there were a lot of people who came 
by my house to offer loans, like people from 
cooperatives. I also get texts from several 
numbers to offer loans. But I prefer to ask for 
loans from people I know and that I’m close 
with.

43 y.o. female, grocery seller, 
Non-borrower, Central Java

Ultra-micro borrowers in cooperatives 
are likely to report trust as the main 
reason for taking a loan. 

14  Alaoui, Y. L., & Tkiouat, M. (2017). Assessing the performance of 
microfinance lending process using AHP-fuzzy comprehensive evaluation 
method: Moroccan case study. International Journal of Engineering 
Business Management, 9, 1847979017736692
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FIGURE 9 CREDIT PURPOSE BY LOAN PROVIDER

Source: Authors. N=1,355. Respondents were asked, “In the past 12 months, from which of the following sources have you borrowed money for 
covering that initial capital?”. Responses included, “State-owned banks, conventional private banks, sharia banks, regional banks (BPR/BPD), 
cooperatives, Pegadaian, sharia Pegadaian, PNM, fintech P2P lending, family or relatives, friends or neighbours, and an informal savings group,” and 
respondents could choose multiple answers. To measure a preferential loan, respondents were asked, “Why you choose that funding source as your 
initial capital?” Responses included, “I trust/know the loan source very well, it could cover all of my capital needs, I need fast money, I have all the loan 
requirements, the loan installment fits with my repayment capacity, the loan tenure fits with my repayment capacity, other,” and respondents could 
choose multiple answers. 

To test these observations, we looked at the relative 
weight of a range of factors in predicting formal loan 
uptake. Under a random forest analysis15 (Figure 10), 
loan amount needed, business age, and business 
income emerge as the strongest predictors among 
the variables listed. Meanwhile, respondents who 
borrow money from family or relatives, as well as 
friends or neighbors, prefer to do this if they have 
high trust in their social network. Aligned with other 
research, the empirical evidence suggests that trust 
is a high predictor of loan source.16  Supporting this 
finding, other studies have found that borrowers are 
better at repaying loans when they trust financial 
service providers.17

15 The random forest method uses machine learning algorithms for prediction. This technique identifies nonlinearities found in the data, learns data trends, 
and makes predictions according to those trends. Using this method, we can identify high importance variables that significantly affect the outcome values 
(see Leo Breiman. Random forests. Machine Learning, 45(1):5–32, 2001)

16 Aggarwal, R., Goodell, J. W., & Selleck, L. J. (2015). Lending to women in microfinance: Role of social trust. International Business Review, 24(1), 55-65
17 Ibid.
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FIGURE 10. INDICATORS TO PREDICT BANK LOAN PREFERENCE

When asking about the loan purpose, we found that the 
majority of ultra-micro entrepreneurs reported using 
the loan to buy initial stock or materials, production 
machinery, packaging and labels, or other operational 
needs, and to build or rent business premises. We also 
see evidence that a significant number of respondents 
who borrow money in Sharia Pegadaian (20%) and 
regional banks (20%) are more likely to report using 
a loan to build or rent a business premises compared 
to those who borrow from other financial service 
providers (Figure 11).

Furthermore, we found variations in the way female 
and male entrepreneurs use their loan. Women are 

Source: Authors. N=1,355. We investigate the predictive accuracy 
of the propensity to borrow money from banks. There are 1,355 
observations, one outcome variable, 25 explanatory variables, 
and 102 missing values which have been excluded. The outcome 
variable is a dummy variable that reflects whether the respondents 
borrow money from banks (state-owned banks, conventional private 
banks, sharia banks, regional banks). The explanatory variables 
include information such as age, education, marital status, gender, 
business income, initial capital, location (urban or rural), a number 
of businesses, business sector (only the top five business sectors 
are included; grocery, retail trade - food and beverage, retail trade 
- non food and beverage, restaurants, and manufacturing), length 
of business, loan business purposes (buying initial stocks/material, 
buying appliances for productions/packaging and labels/or for 
other business operational purpose, build/rent a business premises 
(building/stalls), rent a space in a certain location), and the reasons 
in selecting financing resources (I trust/know the loan source very 
well, it could cover all of my capital needs, I need fast money, I have 
all the loan requirements, the loan installment fits with my repayment 
capacity, the loan tenure fits with my repayment capacity).

Where and why ultra-micro entrepreneurs access credit?

more likely to take smaller loans to buy stock and 
pay for other needs or repay debt. Men, however, use 
larger loans for equipment or machinery and to rent or 
build the business location (Figure 12). In this regard, 
our research indicates that variations in loan access 
and utility may be due to financial behavior differences 
between men and of women borrowers instead of 
systemic discrimination per se. 

We found similarities in men and women borrowers—
most were financial decisionmakers in their businesses, 
with only about a third of women and men reporting 
making decisions with their spouse before making 
business decisions.
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Source: Authors. N=1,355 Respondents were asked, “In the past 12 months, from which of the following sources have you borrowed money for 
covering that initial capital?” Responses included, “State-owned banks, conventional private banks, sharia banks, regional banks (BPR/BPD), 
cooperatives, Pegadaian, sharia Pegadaian, PNM, fintech P2P lending, family or relatives, friends or neighbors, an informal savings group, a loan shark,” 
and respondents could choose multiple answers. To measure business purpose loans. Respondents were asked, “What kind of business purpose does 
the loan serve?” Responses included, “Buying initial stocks/ material, buying appliances for productions/packaging and labels/or for other business 
operational purpose, build/rent a business premises (building/stalls), rent a space in a certain location (canteen/wet market/car park, etc.), join a seller 
membership, buy a franchisee, apply business license, other,” and respondents could choose multiple answers. No responses were observed for the 
latter four business purposes, and thus are not included in the figure. 

FIGURE 11. CREDIT USE BY LOAN PROVIDER
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FIGURE 12. WOMEN AND MEN BEHAVE DIFFERENTLY WHEN USING LOANS FOR BUSINESS
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Ultra-micro entrepreneurs generally report spending 
almost the entirety of their business profits to 
cover essential needs, leaving only a small margin 
for savings. However, even though they find it 
challenging to save, ultra-micro entrepreneurs still 
want to save, can save, and do save money.18 Ultra-
micro entrepreneurs are similar to higher-income 

3. How do ultra-micro entrepreneurs save money?

Ultra-micro entrepreneurs save money, using mostly informal methods, and primarily for short-
term needs. We highlight four points regarding ultra-micro entrepreneurs’ attitudes toward 

savings: a) savings are goal-directed; b) the more money saved informally, the lower the tolerance 
for risk, which can then trigger a need to save in a formal account; c) distance, cost, and ease of 
withdrawing funds are major considerations when selecting savings account providers; and d) 

social influence can encourage a person’s interest in saving.

Women entrepreneurs are more likely to save than men, but all segments want access 
to a range of savings products. 

customer segments in that they save money, but on 
a more limited scale, as seen in Figure 13 below. 
Savings practices within this segment depend on 
institutional factors, the ultra-micro entrepreneur’s 
willingness to save, their financial capability, and 
the availability of financial services. 

FIGURE 13. GENERAL FINANCIAL FLOW OF ULTRA-MICRO ENTREPRENEURS

Source: Author. N=45. Respondents were asked what is their daily 
financial stream in managing both business and household. 

18  Rutherford, S. 2000. The poor and their money, Oxford University Press New Delhi.
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FIGURE 14. ULTRA-MICRO ENTREPRENEURS’ SAVING PREFERENCES 
BY FINANCIAL SERVICE PROVIDER

Most ultra-micro entrepreneurs we sampled prefer 
saving money in cash at home over other methods 
(Figure 14). Keeping cash at home makes it easier 
for women to access money for business and daily 
needs, requiring less time and financial costs than 
traveling to a bank or community branch office to 
make deposits. 

When we asked respondents about savings 
purpose (Figure 15), out of those who set aside 
some money for household savings (53%) we find 
that he majority earmark their savings for emergency 
use (30%), education (25%), and to start, operate, 
or grow their businesses (13%). 

I keep my money at home because when you suddenly 
need to buy something, you do not need to go to the 
bank or the ATM to withdraw your money.

Oops no, if I put my money there (in a bank), I will 
keep buying things at the e-commerce.

25 y.o. female, clothes online reseller, 
non-borrower, East Java

22 y.o. female, baker, 
non-borrower, West Nusa Tenggara

We tried to see whether there is a pattern in how 
business income level might impact saving methods 
preferences; however, we did not find one as seen 
in  Figure 14.

Where do ultra-micro entrepreneurs keep their money, and why?

Source: Authors. N=1,355. Respondents were asked, “In what form did you set aside some money for your own personal savings?” Responses included, 
“Cash on hand/cash stored securely in the house, piggy banks, informal savings group/communities/ arisan/ROSCA, gold/jewelry, cattle conventional 
private banks, sharia banks – either private, regional, or state-owned, regional banks (BPR/BPD), cooperative, sharia cooperative, Pegadaian, sharia 
Pegadaian, PNM, other,” and respondents could choose multiple answers. To measure business income, respondents were asked, “How much does 
your weekly business net income (read: sales – expenses)  in the best month for the last 12 months?” Responses included, “up to IDR 500,000 (USD 
35), >IDR 500,000-1 million (USD 35-69), >IDR 1-1.5 million (USD 69-105), >IDR 1.5-2 million (USD 105-139), other, refused to answer, does not know.”

I save my money in the Pegadaian’s gold saving 
product because if later I need to get some money, I can 
pawn it by myself, no extra hustles.

37 y.o. female, a grocery store owner, 
Pegadaian borrower, South Sulawesi
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FIGURE 15. REASONS FOR SAVING BY GENDER

Source: Authors. N=1,355. Respondents were asked, “In what form did you set aside some money for your own personal savings?” Responses Source: 
Authors. N=1,355. Respondents were asked, “What is the purpose of the current household savings?” Responses included, “Purchase or rent a house 
to live in, for health, medical reasons, house renovation/repair, education, to start, operate, or grow a business, for ceremonies/rituals (wedding, funeral, 
religious activities, etc.), emergency use, to buy livestock, for purchasing vehicle, for purchasing electronic goods, for loan repayment, other, refused to 
answer, does not know,” and respondents could choose multiple answers.

Although women ultra-micro entrepreneurs are 
more likely to save, their saving amount is lower 
than men’s during the best months (Figure 16). 
This difference may be due to family pressures 
related to essential living costs, when women may 
consequently be less likely to save and invest in 
business activities.19 Women are more likely to 

My husband gives all of his salary, but it’s not enough. 
So, I contribute to cover some of our expenses from 
my sales income. My husband and I manage our 
household expenses, but mostly it is me. I use our 
income for savings, pay the electricity bill, school fees, 
and loan instalments. But among all, the priority to 
pay the tuition and electricity bill.

44 y.o. female, grocery owner and clothes seller, 
PNM borrower, South Sulawesi 

I always set aside my money for the water bill every 
21st of the month, and then my next payment should 
be the electricity bill. Otherwise, the operators will cut 
out the water and electricity from my house. Sometimes 
when I don’t have money for tuition fee, either I 
negotiate with the school or borrow some money from 
my relativeselectricity bill. Otherwise, the operators 
will cut out the water and electricity from my house. 
Sometimes when I don’t have money for tuition fee, 
either I negotiate with the school or borrow some 
money from my relatives.

49 y.o. female, cake seller, 
Pegadaian borrower, West Nusa Tenggara

How much ultra-micro entrepreneurs can save?

be responsible for family expenses, like festivals 
or large payments. Social norms can also affect 
women entrepreneurs’ decisions regarding whether 
to invest in a business or use the money for 
household needs. It can be even more challenging 
for women to save, as they are often responsible for 
managing daily living expenses. 

19  De Mel, S., McKenzie, D., & Woodruff, C. (2009). Are women more credit constrained? Experimental evidence on gender and microenterprise returns. 
American Economic Journal: Applied Economics, 1(3), 1-32.
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Overall, our findings on savings behavior in the 
ultra-micro segment suggest that ultra-micro 
entrepreneurs have the ability to save, yet the 
savings amount is limited. These entrepreneurs 
prioritize short-term expenditures and daily needs, 
and struggle with a long-term planning.20 However, 

20  Ben-Galim, D., & Lanning, T. (2010). Strength against shocks: Low income families and debt. Institute for Public Policy Research.
21  Pitt, M. M., Khandker, S. R., & Cartwright, J. (2003). Does micro-credit empower women? Evidence from Bangladesh (March 2003).
22  Niehm, L. S., Miller, N. J., Shelley, M. C., & Fitzgerald, M. A. (2009). Small family business survival: Strategies for coping with overlapping family and business 

demands. Journal of Developmental Entrepreneurship, 14(03), 209-232.

Source: Authors. N=1,355. Respondents were asked two different type of questions, “How much is your average monthly own-personal savings during 
your best months for the last 12 months?” and “How much is your average monthly own-personal savings during your worst months for the last 12 
months?” Responses included, “Up to IDR 100,000 (USD 7), >IDR 100,000– 500,000 (USD 35), >IDR 500,000-1 million (USD 35-69), >IDR 1 million–2 
million (USD 69-139), >IDR 2 million–3 million (USD 139-210), >IDR 3 million–4 million (USD 210-280), >IDR 4 million–5 million (USD 280 – 350), other, 
refused to answer, does not know.”

despite the fact that there is no clear distinction 
between saving for household or business needs,21 
we find that women are actively involved in 
household economic decisions which confirms the 
previous literature.22
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Survey results show the pandemic differentially 
impacted men and women ultra-micro entrepreneurs. 
While men in our survey were more likely than women 
to report reductions in employees during the pandemic 
(13% vs. 7%), both men and women experienced 
decreased business operating hours due to the 
pandemic.

For women ultra-micro entrepreneurs, the additional 
dependent care responsibilities during the pandemic, 
such as online learning while simultaneously running 

4. Financial vulnerability of ultra-micro entrepreneurs

Vulnerable ultra-micro entrepreneurs without adequate and accessible savings find it hard to 
ensure their readiness to face unexpected shocks. Sufficient savings can strengthen the economic 

resilience of ultra-micro entrepreneurs, shielding them from over-indebtedness and debt penalties. 
Therefore, basic financial planning, reducing expenditures, setting aside money, and building a 

long-term financial strategy are critical for entrepreneurs to understand, practice, and implement. 

their businesses, disproportionately impacted women 
more than men. Most women entrepreneurs interviewed 
stated the challenges of balancing business and 
household activities on a daily basis, particularly when 
they operated their business as the sole employee.23 

Such stresses make both the business’s operation and 
income more vulnerable compared to other businesses 
functioning at a larger scale with multiple staff.

Concurrently with managing family and business 
responsibilities, we see that ultra-micro entrepreneurs 
were concerned with any potential shock related to 
life events such as illness, job and income loss, injury, 
death, etc., which precipitate unexpected expenses. To 
measure the potential consequences of these shocks 
on ultra-micro entrepreneurs’ financial lives, we asked 
respondents about how safe a financial buffer they had 
in forms of personal and household savings to cover 
their household expenses in the absence of income. 

The median cash buffer days reported was sufficient 
to cover one to two months of living expenses of 
ultra-micro households (Figure 18).24 In the event of 
a month-long interruption of cash inflows due to an 
economic downturn or other negative shock, there is 
a possibility that entrepreneurs who have fewer cash 
buffer days are unable to maintain operations.

Ultra-micro business operations and income stream depend solely on the owner

I usually wake up at dawn and start household 
chores, and at 8 am I open the shop and close it at 11 
pm. I close my shop for 1-2 hours to feed the kids, and 
help with their homework, and have a short break, 
before I open the shop again.

35 y.o. female, grocery store owner, 
Pegadaian borrower, West Nusa Tenggara

I start the laundry from 6 am till 4 pm. If needed, 
then we will rest, and continue ironing after Maghrib. 
At 7 pm I start again and stop around 10 pm. I do 
this everyday, since the launderette stays open on 
Saturday and Sunday.

32 y.o. female, laundry owner, 
PNM borrower, East Java

I really want to take some baking course, but since my 
children are still small and I need to take care them 
at home, so I am just doing my business with this 
persistent situation.

36 y.o. female, cake seller, 
PNM borrower, South Sulawesi

23  Niehm, L. S., Miller, N. J., Shelley, M. C., & Fitzgerald, M. A. (2009). Small 
family business survival: Strategies for coping with overlapping family and 
business demands. Journal of Developmental Entrepreneurship, 14(03), 
209-232.

24  From the data, we see that cash buffer days differs across business 
sectors, they are: 14-30 days for manufacturing and retail trade – packed 
food and beverage, 30-60 days for grocery store, restaurants and retail 
trade – non-food and beverage.
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The Indonesian government has made efforts 
to provide a safety cushion for the most affected 
Indonesians during the pandemic. The government 
budgeted a National Economic Recovery (PEN) fund 
of IDR 112.84 trillion (USD 7864 million) in 2020 and 
2021, electricity subsidies, cash social assistance 
(BST), food assistance, and free internet data to 
support learning activities at home.25 This program 
also accompanied other existing cash assistance 
programs such as PKH and Kartu Sembako26 targeting 
the low-income household segment.

In addition to these, the government provided tax 
incentives for MSMEs and introduced a tax exemption 
from 0.5% to 0% for six months. The government 
also launched the Banpres Produktif (BPUM), the 
cash assistance program for MSMEs.27 By 2021, 
the program reached around 12.8 million MSMEs, 
distributed through PT Pegadaian, state-owned 
banks, and regional cooperative sub-departments 
(Dinas Koperasi) as the fund distributors. However, the 
implementation of the Omnibus Law at the end of 2020 
expanded the legal definition of the MSME segment,  
which could result in mis-targeting since most of the 
ultra-micro, as shown in our research, have a lower 
level of initial capital, far below the financial capacity 
set by the government.28

In examining pathways to improved financial resiliency 
for ultra-micro entrepreneurs, we asked respondents 
to report forms of government support received. 
Our findings show that about 22% of ultra-micro 
entrepreneurs reported that they received the BPUM 
along with other packages. However, we also found 

The median cash buffer days of our total sample is 30-60 days/1-2 months. And out of those who 
receive government assistance, they depend mostly on Banpres Produktife and PKH as their safety 

cushion against economic shock. 

Government cash assistance program may temporarily support 
the ultra-micro entrepreneurs’ savings resilience

that a significant portion of ultra-micro entrepreneurs 
have not received any support (23%). Our in-depth 
interviews results indicate several reasons why this 
portion did not receive any support: the owner did 
not know about the program, the business is too new, 
or has not registered yet in any of the government 
systems, hence the owner missed an opportunity to 
apply.

In a deeper analysis, we see gender differences are 
still present and deserve attention by policymakers. 
Although women in the sample are more likely than 
men to access ultra-micro loans, it is concerning 
that women ultra-micro entrepreneurs, who report 
that their cash buffers cover household expenses for 
only two weeks on average, are less likely than men 
to participate in the BPUM program. This finding 
suggests that more vulnerable women ultra-micro 
entrepreneurs, with a lower cash buffer, are actually 
less likely to receive BPUM (Figure 17).  

Program Keluarga Harapan (PKH)29 seems to be the 
program on which most respondents with a two-week 
cash buffer depend. The PKH program, under the 
mandate of the Ministry of Social Affairs (MoSA), aims 
to improve its beneficiaries’ socio-economic conditions 
not only by providing cash assistance, but also through 
an entrepreneurial capacity development program to 
help the beneficiaries graduate from PKH. Our research 
findings confirm the fact that the PIP capacity-building 
program for ultra-micro entrepreneurs actually targets 
the same people as those who receive a similar 
program designed by MoSA. 

25  See Appendix D for details.
26  Kartu Sembako is the Indonesia food social assistance given to Beneficiary Families (KPM) to meet their basic food needs.
27  The cash assistance program supports each MSME beneficiaries by IDR 2.4 million in 2020 and reduced to IDR 1.2 million in 2021 without differentiating the 

types of businesses, whether it is micro, small, or medium enterprises.
28  According to the Government Regulation No. 7 of 2021 concerning Ease, Protection, and Empowerment of Cooperatives and Micro, Small and Medium 

Enterprises which is a derivative regulation of Law no. 11 of 2020 related to Job Creation (UU Cipta Kerja), micro business are a business with capital and 
assets up to a maximum of IDR 1 billion rupiah (USD 69,700) and have annual sales up to IDR 2 billion (USD 139,400).

29  Program Keluarga Harapan (PKH) is a cash assistance program targeting poor and vulnerable households. Those designated as PKH beneficiary families 
need to be registered first in the Center for Data and Information on Social Welfare (DTKS).
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FIGURE 17. CASH BUFFER BY GOVERNMENT ASSISTANCE ACCESS

Source: Authors. N=1,355. Respondents were asked, “If there is no income, how long can your overall  (both own and household) saving size cover 
you?” Responses included, “Up to 2 weeks, > 2 weeks-1 months, >1-2 months, >2-3 months, >3-4 months, >4-7 months, >7-12 months.” To identify 
program support, respondents were asked, “Have you ever received Banpres Produktif/UMKM and/or PKH  for the last 12 months?” External support 
includes “kartu Sembako, KIP/KJP, electricity subsidy, BLT, BST non tunai, kartu Prakerja, food package from regional government, food package from 
private entities, free internet data package, wage subsidy, loan extension or grace period, other COVID-related safety protocols.”
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FIGURE 18. STOCK PLANNING AND PAYMENT TO SUPPLIERS

Lack record-keeping and documentation poses risks 
to ultra-micro businesses sustainability

Since most ultra-micro entrepreneurs experience 
irregular cash flows, and even more have limited 
cash liquidity, they are forced by necessity to make 
small, frequent purchases of inventory and pay in 
full cash. 

As many as 23% of ultra-micro entrepreneurs buy 
their inventories daily, with payments made in full. 

There was considerable variation among the three-
fourths majority in timelines of reported stock 
purchasing activities, spanning from once a week to 
twice a month. Moreover, an assortment of gradual 
payment methods revealed that as many as 71% 
of payments were made in installments, without 
any fees or guarantees charged to ultra-micro 
entrepreneurs (Figure 18).

Source: Authors. N=1,355. Respondents were asked, “How often do ultra-micro entrepreneurs buy stock?” 
Responses included, “daily, once a week, twice a week, 3 times a week, only when there’s a purchase order, 
once a month, twice a month.” To identify stock payment activities,  respondents were asked, “How is the 
supplier payment done?” Responses included, “paid off, payment in stages, with guarantees and no fees, not 
guarantee and with fees, without fees/guarantee.”

Additionally, only 20% of respondents record 
their business transactions or purchase costs. 
The combined situation may put the ultra-micro 
entrepreneurs at a higher risk of stock planning error 
and/or unpaid suppliers. The majority of respondents 
who simply do not consider transaction recording 
and/or bookkeeping to be important claim it as 

not mandatory, since their business expenses and 
revenues are quite small, and they already know 
how much they spend and earn on a daily basis. 
Other reasons, such as respondents feeling too 
tired, too lazy, or lacking time, were given as well.
 
Of those who keep track of their business finances, 
the methods and platforms used vary considerably. 
Most ultra-micro entrepreneurs use books or paper 
(+40%), followed by apps, pieces of paper, and 
computers. We also found that the proportion of men 
using a computer to record business transactions is 
higher than women (5% vs. 2%). However, women 
and men were at parity in terms of the intention to 
use apps for recording business transactions (6% 
vs. 7%) (Figure 19). 

At the start of the pandemic, I could not visit the 
supplier shop and the deliveries had to be through an 
external expedition even though our shop is only a few 
meters away from the supplier shop. This delayed the 
delivery and added operational costs.

38 y.o. female, food seller,
non-borrower, Central Java

How often do ultra-micro
entrepreneurs buy stock?
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FIGURE 19. RECORDING BUSINESS TRANSACTIONS

Source: Authors. N=1,355. Respondents were asked, “How do you record your transactions?” Responses included, “piece of paper, book, computer, 
apps, saving passbook transactions, other,” and respondents could choose multiple answers.

5. Digital behavior of ultra-micro entrepreneurs

Our research finds that ultra-micro entrepreneurs 
do not face barriers to access mobile phones 
(see Figure 2) and social media (Figure 20). Our 
sample cohort tended to use their smartphones 
for personal reasons (leisure, children, education) 
more than business ones (marketing, distribution, 
payments), and almost half use it for social media, 
mainly Facebook, Instagram, and WhatsApp.30

However, from the data in Figure 20, we may see 
a promising trend happening around WhatsApp 
usage; 65% of respondents use WhatsApp for 
marketing and 75% use it to receive customer 
orders,by updating their WhatsApp status features 
regularly and connecting by WhatsApp chat with 
contacts who wish to order their products. This 

usage shows that smartphone technology has 
made it easy for the ultra-micro entrepreneurs to 
find information and communicate with their social 
networks. 

Additionally, based on our qualitative interviews, we 
find that on average, respondents tend to access 
Facebook before sleeping or in the evening, for 
approximately one to two hours, as they are busy 
during the daytime with business and/or household 
chores. Hence, this finding may offer a clear sense 
in when the most suitable time is to nudge ultra-
micro entrepreneurs, i.e. blast messages or short 
footage videos on a particular business theme or 
information around licensing. 

30  The finding on social media usage is consistent with our other market research in Mexico about the high demand for the service. See Women’s World Banking 
2021 report on “Designing Digital Payments for Mexican Women Entrepreneurs.” Available at https://www.womensworldbanking.org/insights-and-impact/
report-designing-digital-payments-for-mexican-women-entrepreneurs/.
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FIGURE 20. DIGITAL BEHAVIOR OF ULTRA-MICRO ENTREPRENEURS BY ACTIVITY

Source: Authors. N=1,355. Respondents were asked, “Which app do you use to advertise your products/services?” Responses included, “Telepon, 
SMS, WhatsApp, Telegram, Facebook, Instagram, E-commerce, Youtube, Tiktok, Website, Virtual meetings, None,” and respondents could choose 
multiple answers.

I have been using WhatsApp and Facebook since 2014 
and 2015, but I started using Shoppe last year for 
selling my products.

28 y.o. female, online clothes seller,
non-ultra-microloan borrower, North Sumatera

I started using Facebook in 2007 for communication 
purposes with my friends, but recently I’ve been using 
it as my marketplace platform for business purpose.

38 y.o. female, food seller,
non-borrower, Central Java

During the pandemic, technological innovation 
is helping to speed the recovery of ultra-micro 
businesses. Mobile phones and internet availability 
seem to play a vital role in increasing incomes for 
ultra-micro entrepreneurs. Among those who use 
their social media for business, women ultra-micro 
borrowers are more likely than men borrowers to 
report the use of apps in their business. This shows 
that for women with mobile internet access, social 
media31 such as WhatsApp and Facebook, together 
with e-commerce platforms, offers a way for them to 
earn income despite the social restrictions imposed 
during the pandemic.

At the other end of the spectrum, regarding the usage 
of digital finance, 42% of respondents reported 
using ATM or debit cards for financial transactions. 
We also find that men are substantially more likely 
than women to indicate using mobile phones or the 
internet to make a purchase. However, it is crucial 
to highlight that the percentage of ultra-micro 
borrowers is higher compared to non-borrowers 
in using mobile phones or the internet to make a 
transaction (Figure 21).

31  Statistica estimates the user base number of each social media platform in Indonesia in 2021 are the following: 172.42 million Facebook users, 87.8 million 
Instagram users, 80.57 million YouTube users, and 78.50 million WhatsApp users.
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FIGURE 21. THE USE OF MOBILE PHONES OR THE INTERNET TO MAKE A PURCHASE

Source: Authors. N=1,355. Respondents were asked, “Have you ever use a mobile phone or the Internet to to make a purchase/do payment/transfer 
money in the past 12 months?” and respondents could choose multiple answers. Responses included, “Yes, no, refused to answer, and does not know.”

32  Lazada and Shopee are technology companies which focus mainly on e-commerce.
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Another crucial indicator to monitor is the fact that 
the majority of respondents with bank accounts 
prefer to access them via ATMs or bank agents. The 
use of e-commerce is also limited, but the majority 
of respondents who do participate in e-commerce 
use Lazada and Shopee32 to pay cash on delivery. 
We also find that only 36% of the total samples 
knew and/or had heard about QRIS. Its limited use 
among ultra-micro entrepreneurs is primarily due to 
a lack of understanding of its uses, benefits, and 
functions.
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Beyond capital needs, ultra-micro entrepreneurs 
cite the need for assistance with building their 
business capacity, increasing the quality of 
information on which they make decisions, 
improving access to market, and proceeding with 
formalization of their businesses (Figure 22). 

However, to understand which program is most 
suitable for each user’s needs, the persona analysis 
can be a useful tool to delve into gaps that exist 
between the product and program design and pain 
points, challenges, and needs of the user segment. 
Persona is a descriptive summary of representative 

Recommendations:

1.  Design a sustainable and inclusive technical assistance and capability 
improvement programs for ultra-micro entrepreneurs 

Supporting and growing ultra-micro entrepreneurs will require more than 
financing. It needs engagement from a range of actors providing comprehensive 
sets of products and approaches to encourage business growth. With an 
understanding of the ultra-micro entrepreneur segment, we turn now to what 
these research insights mean for policymakers and providers. 

key users and stakeholders who influence their 
behaviours, including an overview of the situation, 
context, requirements, motivations, and benefits. 
A persona can be developed from several different 
sources, blending characteristics shared by people 
who are similar to one another into an “archetype, 
through which a group can be understood. Persona 
is often used as a tool to capture and present 
data that have been collected from interviews and 
customer segmentation. In addition, they can be 
used to build empathy within a team and ensure 
that product and program design are suitable for 
customer needs.

FIGURE 22. INCLUSIVE AND SUSTAINABLE PROGRAM DESIGN

BUSINESS 
CAPACITY

MARKET 
ACCESS

INFORMATION
ACCESS

LICENSING

• Expansion of place of business/
production

• Fast selling products (Stocks do 
not pile up)

• Available market demand
• Reaching a wider market

• One-step acccess to find 
business opportunities and 
market potential

• Application for business 
licensing/branding/
halal certificate/BPOM, 
transparent information 
and without fees

• Resources (energy, time and 
capital) that are limited. Short 
shelf life (food/drink that are not 
packaged)

• Market reach is still offline 
and local

• Competitors selling similar 
products

• Digital competency, 
particularly navigation 
(browsing and filtering topics 
for a specific need) is still 
limited

• Licensing management is 
still manual, requires time 
and management fees

Offline: Incubation of ultra micro businesses (continuous training and guidance) that is developed per cluster, such as per market village.
Online: Utilising smartphones and applications that are easy to navigate (such as WhatsApp chatbot) as a means of digitalizing information.

Based on survey results, here are a few material topics that are required:

• Stock management strategy
• Making records of the business
• Strategy planning and business 

development

• Online marketing
• Strategy to create loyal 

customers

• Online marketing
• Strategy to create loyal 

customers

• Step-by-step tutorial on 
how to manage licenses/
certfications

NEEDS

CHALLENGES

USE CASE
POTENTIAL
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Our research finds that as different entrepreneur 
personas gravitated toward different needs, there is 
a clear potential for developing tailored programs 
to enhance each segment’s ultra-micro business 
performance. Several potential interventions 
include:

Loan and cash assistance programs for micro 
businesses do not automatically empower women. 
For this to occur, they require an integrated set of 
policies dedicated to women. There needs to be 
cohesive integration among similar governmental 
programs across ministries and government 
institutions dedicated to supporting micro 
businesses in developing their skills. In this way, the 
development of micro businesses can be stimulated 
and monitored from a single source of data or 
system. This can be done by a single data policy 
that co-creates an integrated business training 
and/or capacity-building for MSME entrepreneurs, 
including the ultra-micro segment. 

For UMi financing program, the various programs 
suggested above (Figure 22) do not necessarily 
have to depend on the partners channeling the 
loan, or PIP.  Instead of having complementary yet 
similar business training programs, we see huge 
potential for PIP to expand collaboration with other 
ministries34  such as MoSA and co-create business 
modules for PKH beneficiaries who are due to 
graduate from the PKH program. 

By co-creating and co-targeting the business training 
program, PIP could reach out to PKH beneficiaries 
who already own an ultra-micro business, while 
MoSA could engage beneficiaries who have plans 
to set up their own business in the near future. At 
the same time, both institutions could establish 
ongoing communication with each other and 
business owners, to help ultra-micro entrepreneurs 
understand the essential role of microcredit and 
financial management training in improving the 
scale and profitability of their business. As PKH 
targets women as program beneficiaries, it will be 
more crucial to integrate gender perspective into 
the co-creation process, starting from the end-user 
segmentation phase up to program monitoring and 
evaluation.

33 BPOM is an acronym for the Food and Drug Supervisory Agency. This 
institution has the same task as the European Medicines Agency 
(EMA), and the Food and Drug Administration (FDA) with the main task 
of supervising the entire distribution of medicines and food throughout 
Indonesia.

34 Mapping on various government supports towards MSMEs are listed in 
Appendix D.

Entrepreneur by Necessity cited 
the need for increased business capacity. 
As this persona expressed a lower 
willingness to do financial management 
and rely on a traditional way to operate 
their businesses, potential interventions 
may focus on: 

The Stable Entrepreneur  shows 
a tendency to grow in the future, such 
as a willingness to record transactions, 
use digital payments, and get business 
licenses. Possible trainings could relate to:

Growth-Oriented Entrepreneur 
may be suited to more advanced business 
and financial management training such 
as:

• Strengthening their capacity in managing a business 
through a variety of topics by highlighting positive impact 
towards stock management and business growth when 
entrepreneurs have a business plan. 

• Basic financial management training with a focus on how 
to separate household and business needs. 

• Day-to-day book-keeping to help ultra-micro 
entrepreneurs in assessing their financial condition, make 
decisions, and determine the feasibility of their business. 

• How to transition physical business operations online, 
which may include training on how to set up an online 
business and capacity-building on how to gain access to 
suppliers and markets through digital platforms.

• Assistance programs related to the benefits from 
enterprise formalization, such as tax exemptions, tax 
refunds, and other incentives.  

• A step-by-step guide to accessing the formal and 
commercial market in order to increase their survival 
rate. This guidance may also include ways on how to 
get a registered business license, such as Nomor Induk 
Berusaha (NIB), Halal certificates, or BPOM licensing.33
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Easy access to loans is not enough, due to women’s 
low incomes, lack of self-determination, and 
multiple roles in their household that reduces the 
amount of time they have to run their business. A 
viable microfinancing model is necessary to reduce 
poverty and increase women’s empowerment.35  

Digital transformation is critical for productivity 
growth. The digitalization of ultra-microfinancing 
is, and will continue to be, a work in progress. 

2. Support the use of digital financial and service platforms  

35 Linda Mayouux. (2000). “Micro-finance and the empowerment of women: 
A Review of the key issues”. ILO Working Papers available at https://
ideas.repec.org/p/ilo/ilowps/993441343402676.html

36 Women’s World Banking (2021). Empowering Women on a Journey 
Towards Digital Financial Capability.

Service upgrades, such as digital connectivity, 
digital payment apps, digital signatures, and proof 
of payment, must be developed as the financing 
program distribution expands. These innovations 
decrease cost and increase scalability of the 
program to new markets. To build the digital financial 
capability of ultra-micro entrepreneurs, particularly 
women, we propose an approach that builds on 
Women’s World Banking’s global experience.36

Ensure a clear and focused 
learning objective 

Choose channels that reflect 
the target segment and leverage 
existing infrastructure

Build touchpoints 
throughout the customer journey

Develop specific content that 
would be most impactful in driving 
behavioral changes

1

3

2

4

Overambitious programs make it difficult to recall 
information and integrate new concepts. In the 
past, financial education programs lacked a clear 
learning target or behavioral outcome, instead 
focusing on difficult financial issues like investment 
returns calculation. Program designers need 
to address the specific pain points ultra-micro 
entrepreneurs face in using digital financial services 
and prioritize content the ultra-micro segment 
needs (for example, creating a set of principles to 
help women on a pathway to formalization.

The delivery mechanism for digital and financial 
capability interventions is just as crucial as the 
content of those programs. Social media (Facebook 
and Instagram) and direct communications 
(WhatsApp and SMS) are among the channels 
to which ultra-micro entrepreneurs have access. 
Incorporating interventions in the implementation 
of a loan program can help generate operational 
and economic savings. Financial service providers, 
for example, can use the loan staff who contact 
with ultra-micro potential and existing borrowers 
to reinforce messaging and avoid the spread of 
disinformation during evening time as our sample 
cohort claim to have more flexible time in the 
evening when accessing smartphone. Building 
capabilities should be viewed as an integrated 
feature, not as a problematic add-on.

Along essential touchpoints in the customer journey, 
interventions should be regularly offered in an 
engaging way. These provide direct contact with 
ultra-micro borrowers and have the potential to 
greatly impact their experience by fostering trust 
and developing capacities. We advocate taking 
advantage of teachable moments, which allow 
customers to quickly put their knowledge and 
abilities into practice. For example, loan programs 
can conduct digital financial training where 
entrepreneurs use a dummy app or digital platform 
to do trial and error self-testing, rather than learn in 
a class. 

It is essential to establish behavioral design 
methodologies to increase the uptake of new digital 
and financial capabilities initiatives. For example, 
behavioral nudges in the form of daily SMS reminders  
before loan payments are due may increase the 
likelihood of repayment and help women build their 
repayment history.
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S A V I N G S

Savings accounts allow ultra-micro entrepreneurs to better manage their money, building up a useful 
lump sum for taking advantage of opportunities or mitigating risk. Entrepreneurs also cited their interest in 
multiple channels for deposit and withdrawal. These ranged from informal savings to high-touch interaction 
with bank agents to convenient and contactless ATM withdrawals.

As savings can be mobilized in various ways, some methods to propose include:

• Direct engagement by loan channel partners 
through savings-linked credit and combining 
it with a simple goal-based feature. Partners 
such as PNM or PT Pegadaian or partnered 
cooperatives may either engage the UMi 
financing beneficiaries individually, by groups, 
or by clusters, i.e. clusters of wet market traders 
or retailers, online sellers, small restaurants, 
etc. Both PIP and loan channel partners 
can pilot this scheme to target ultra-micro 
entrepreneurs categorized as Entrepreneur by 
Necessity and/or Stable Entrepreneur.

• Alternatively, PIP could facilitate a 
collaboration between mobile wallet 
providers and loan channel partners to 
digitally mobilize savings through a mobile 
wallet. In addition, a simple Know Your 
Customer and on-boarding process can 
help. Aligned with our research findings, this 
can be tested to a more advanced segment, 
such as the Growth-Oriented Entrepreneurs, 
and/or to a particular business sector, such 
as online retailers. 

37  Dennis, W.J. (1998). Business Regulation as an Impediment to the Transition from Welfare to Self-Employment. Journal of Labor Research.

In addition to capital, ultra-micro entrepreneurs also 
need other financial products and services (Figure 
23). Although loan funds improve business growth, 
personal savings also play a significant role. A large 
chunk of micro businesses are started not with 
loans, but with savings.  Thus, newly formed micro 
businesses that do not have savings are vulnerable 
to bankruptcy early on. Citing economic and health 
uncertainties, ultra-micro entrepreneurs indicated 
that the top two products they need are savings 
accounts and insurance policies.      

3.  Collaboration among financial service
      providers to offer savings and insurance
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I N S U R A N C E

Loan-linked life insurance is typically required 
insurance for loan debtors because it protects 
the borrower’s life. Our sample, on the other 
hand, indicated a considerable need for a 
variety of insurance products. Concerns about 
health, life, and property loss were mentioned 
by respondents. 

Furthermore, because women make up the 
large majority of the ultra-micro segment, a 
lack of health protection would expose them to 
additional dangers associated with pregnancy 
and childbearing. Thus, a microinsurance 
program for the ultra-micro entrepreneurs 
should cater to the most important features that 
clients require.

However, it needs to be highlighted that any 
microinsurance program will not be sustainable 
unless it provides clear and easy information on 
pricing, eligibility, claims processing, coverage, 
and both long- and short-term benefits. Because 
women entrepreneurs comprise the  majority of 

the ultra-micro segment, any insurance providers 
wishing to engage with the segment should be 
aware that women demand more information 
before making a financial decision than males. 
As a result, women’s messaging should include a 
strong educational component that explains how 
micro-insurance works.

In terms of pricing, insurance providers need to 
see that these entrepreneurs’ business incomes 
are not fixed, as business operations highly 
depend on the involvement of their owners. 
Ultra-micro entrepreneurs in our sample cohort 
articulated that insurance products should be 
convenient and affordable. They suggested 
payments be made in a quick process, frequent 
installments, and bundled with a loan installment 
to increase convenience. In France, for example, 
insurance companies help SMEs by designing 
a coverage extension with a daily allowance 
that can be used for up to 15 days of ordered 
business closure.

FIGURE 23. THE IMPORTANCE OF SAVINGS AND INSURANCE

SAVINGS LOANS INSURANCE

Withdrawals and deposit 
transactions are fast, 
flexible/can be done 
anytime, no fees.

Access to reliable information 
and constantly updated about 
alternative fundings that match 
the requirements of business 
owners.

Life and health protection, 
as well as place of 
business and stocks.

Limited time, perception 
that saving in formal 
accounts are expensive, 
complicated process, 
cannot be withdrawn 
anytime.

Limited information, the lack of 
free time to visit the institution 
that provides loans.

Perception that BPJS 
is enough, insurance is 
expensive, emergency 
fund is limited.

Withdrawal service in 
ATMs without cards, 
collaborating with bank 
agents, opening of 
accounts in bulk, 'jemput 
bola' system.

Use communication channels 
that are mostly used (WA/text, 
Facebook, Instagram).

Cash benefit micro-
insurance (connected 
with savings/credit 
installment).

NEEDS

CHALLENGES

USE CASE
POTENTIAL

Foreword  |   Acknowledgements   |   Abbreviations  |   Introduction  |   Findings  |   Recommendations   |   Appendix



| 39

Appendix

Appendix A: Methods 

This study uses a multi-method design in which 
multiple types of qualitative or quantitative data 
are collected. Quantitative survey data are used to 
explore the landscape of ultra-micro entrepreneurs 
in Indonesia. Then, we combine this quantitative 
data with qualitative approaches: 1) 45 in-depth 
interviews with ultra-micro business owners in five 
Provinces and 2) key informant interviews with 
Pegadaian, PNM, and BAV. 

We draw on survey data collected from 1,355 
ultra-micro entrepreneurs across Indonesia. 
The survey included questions about business 
profiles (including firm size and industry), financial 
behaviors, digital access and adoption, and current 
responses to the COVID-19 crisis. The qualitative 
method aims to identify characteristics of an ultra-
micro customer (borrower and non-ultramicroloan 
borrower) in terms of business types, ownerships 

(male vs. female vs. joint ownership), business 
scale, income sources and range, legal permit, 
and asset or collateral ownership. The qualitative 
method also attempts to estimate the size and 
geographic spread of the segment. Our qualitative 
respondents come from three different groups: 16 
Pegadaian borrowers, 14 PNM borrowers, and 15 
non-borrowers. Eight of our respondents work as an 
employee as their main occupation, and business is 
considered as their side income. The gender split 
of our respondents is five men (ages 36-41) and 40 
women (ages 22-53). 76% of all respondents are 
married, 11% divorced, and 13% single. Business 
types across all respondents are varied, but the 
trade and food and beverage  sectors seem to be 
the majority in this qualitative research. Educational 
backgrounds vary between respondents having 
elementary and bachelor degrees, with the majority 
having graduated high school. 
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Appendix B: Literature Review

This literature review is conducted as part of 
a critical assessment of ultra-microfinancing 
development. Previous literature discusses 
the obstacles and challenges facing micro 
entrepreneurs and the need to ensure the financial 
sustainability of ultra-microbusinesses, address 
barriers to digital technology, promote suitable 
savings and microinsurance products, support 
female entrepreneurship, and consider know-your-
customer policy. 

The discussion of the obstacles that micro 
entrepreneurs encounter has many different 
aspects. First, ultra-microbusinesses are unable to 
access financing despite intensive measures taken 
to expand credit. Existing studies find that access 
to finance increases income, keeps jobs38, and 
reduces both child labor39 and business volatility.40  
Second, there is some evidence that limited social 
networks keep ultra-micro entrepreneurs from 
exploiting opportunities for growth. Wider networks 
can improve revenue growth, competency, 
flexibility, and the business’ response to market 
changes.41 Third, ultra-microbusinesses often fail to 
implement effective business strategies.42 Building 
a solid marketing plan and being aware of the 
competition on a wider scale can enhance strategic 
thinking that focuses on how to deliver more value 
to customers.43 Hence, adequate business plans 
are necessary to support the growth of micro 
businesses in their early stages.44 A business plan 
can help set the direction the business owner 

wants to follow and the strategic goals they want to 
achieve. Lastly, the existing literature finds a failure 
to exploit technology in ultra-microbusinesses. 
Technology can help improve the efficiency of 
operations and increase operational capability, 
which can result in better communication within the 
business.45

OECD research shows that micro businesses 
experience obstacles to accessing funding because 
of information asymmetry.46 These information 
failures lead those providing funds–in this case, 
banks –to consider these small businesses not 
worth their investment in time and money. This 
is worsened by requirements that are difficult for 
ultra-micro entrepreneurs to meet, higher interest 
rates, and a lack of information regarding loan 
procedures.47  

A case study in Sri Lanka looked at whether 
better information and more lenient requirements 
could increase the number of micro entrepreneurs 
receiving funding, which stood at only 5.2% 
before the intervention.48 Following the Sri 
Lankan government’s intervention, these numbers 
increased. The results suggest that providing more 
thorough information is an effective way to get more 
micro businesses to access loans in Sri Lanka.

Convenience in funding access also significantly 
impacts micro entrepreneurs in Malaysia, where 
research suggests the greater the funding sums, 

38  Karlan, D., & Zinman, J. (2010). Expanding credit access: Using randomized supply decisions to estimate the impacts. The Review of Financial Studies, 23(1), 
433-464.

39  Wydick, B. (1999). The impact of credit access on the use of child labor in household enterprises: Evidence from Guatemala. Economic Development and 
Cultural Change, 47(4), 853-869.

40  Pande, R., Cole, S., Sivasankaran, A., Bastian, G., & Durlacher, K. (2012). Does poor people’s access to formal banking services raise their incomes? – A 
systematic review. DFID Systematic Review EPPI-Centre, Social Science Research Unit, Institute of Education, University of London, London.

41  Chaston, I. (2000), “Organisational competence: does networking confer advantage for high growth entrepreneurial firms?” Journal of Research in Marketing 
and Entrepreneurship, Vol. 2 No. 1.

42  Greenbank, P. (2000). “Training Micro-business Owner-managers: A Challenge to Current Approaches,” Journal of European Industrial Training, Vol. 24 No. 7.
43  Foreman-Peck, J., Makepeace, G. and Morgan, B. (2006), “Growth and profitability of small and medium-sized enterprises: some Welsh evidence,” Regional 

studies, Vol. 40 No. 4.
44  Hogarth‐Scott, S., Watson, K. and Wilson, N. (1996), “Do small businesses have to practice marketing to survive and grow?” Marketing Intelligence & 

Planning, Vol. 14 No. 1.
45  Barnes, D., F. Clear, R. Dyerson, G. Harindranath, L. Harris, and A. Rae. (2012). “Web 2.0 and Micro-businesses: An Exploratory Investigation, “Journal of 

Small Business and Enterprise Development,” Vol.19, No. 4.
46 OECD (2005), OECD SME and Entrepreneurship Outlook: 2005, OECD, Paris.
47 Rangarirai Mbizi and Edesin Gwangwava. Rotating Savings and Credit Associations: An Alternative Funding for Sustainable Micro Entreprise-Case of 

Chinhoyi, Zimbabwe.
48 de Mel, S., McKenzie, D., & Christopher, W. (2012). Getting Credit to High Return Microentrepreneurs. World Bank Economic Review.
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the greater the chances a business will succeed.49 

Based on survey results in Sri Lanka, such funds 
are mostly used to buy stocks of raw materials 
for the business, representing approximately 38% 
of the total loan. The second largest use of these 
loans, on average, is as savings, which indicates 
that debtors do not fully utilize the loans. The next 
most common use of the loans is to buy tools 
and business supplies. Finally, 14% are spent on 
household needs, about 5% on household supplies, 
and 4% for repayment of other loans.

Savings also have the advantage of improving an 
entrepreneur’s tenacity and monetary skills and 
reducing the risk of bankruptcy. A study in India 
shows how micro businesses encounter great 
obstacles when competing with larger businesses 
that possess abundant resources, modern tools, 
updated technologies, deep cash reserves, and 
advanced marketing strategies. Meanwhile, Indian 
micro entrepreneurs struggle with insufficient raw 

materials and delayed deliveries of needed raw 
materials and resources, which are often only 
available in other parts of the country.50 

These weaknesses and challenges are pressing 
issues for micro entrepreneurs, particularly those 
in which the owner also performs all operational 
duties themselves. These individual entrepreneurs 
put most of their efforts into negotiating daily 
operations and end up neglecting efforts to improve 
business management.51 Adequate funding could 
provide opportunities for the business to survive and 
grow.52  Micro entrepreneurs without a background 
in business studies are often dependent on external 
sources of funding, such as banks or other financial 
institutions.53  Research in the ASEAN countries has 
shown that individuals who are rejected by formal 
financial services will likely exploit other funding 
sources, such as asking for loans from friends, 
family, and other informal sources of funding.54  
Loans from friends and family can be useful as a 
form of start-up capital but cannot be relied on in 
the long run to develop a business.

Most micro businesses are run by individuals. 
The majority of micro businesses in Finland 
begin as physical shops that eventually expand 
into e-commerce; only a small number begin in 
e-commerce and later open a physical shop.55  This 
shows that digitization is an option that can expand 
businesses. The route that micro entrepreneurs 
usually follow is that of social media, which can 
expand their network to more flexible customers. 
Social media is also relatively easy for entrepreneurs 
to learn, at relatively little cost. Google Analytics 
can be used by entrepreneurs to study customer 
data with ease.56  

49 Joni Tamkin Borhan. (2013). Success Factors of Successful Microcredit Entrepreneurs: Empirical Evidence from Malaysia. International Journal of Business 
and Social Science, Vol. 4 No.5.

50  M.M. Goel and Om Parkesh. (2014). “Micro Entreprises in Haryana an Analysis,” Journal Voice of Research, Vol. 3 No.1.
51  LeBrasseur, R., Zanibbi, L. and Zinger, T.J. (2003), “Growth momentum in the early stages of small business start-ups,” International Small Business Journal, 

Vol. 21 No. 3.
52  Coad, A., Frankish, J., Roberts, R.G., and Storey, D.J. (2013), “Growth paths and survival chances: an application of Gambler’s Ruin theory,” Journal of 

Business Venturing, Vol. 28 No. 5.
53  M.M. Goel and Om Parkesh. (2014). “Micro Enterprises in Haryana an Analysis,” Journal Voice of Research, Vol. 3 No.1.
54  Rangarirai Mbizi and Edesin Gwangwava. Rotating Savings and Credit Associations: An Alternative Funding for Sustainable Micro Entreprise-Case of 

Chinhoyi, Zimbabwe.
55  Anna Sell, Jhon Jeansson, Prikko Wolden, Siw Lundqvist. (2019). “Go digital: B2C Microenterprise Channel Expansions,” Journal of Electronic Commerce 
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Technology is another way in which a micro 
business can grow. An owner’s motivation and 
digital competency are among the factors that 
can determine how well their digital channel is 
utilized.57  Karjauloto and Huhtamai have proposed 
four levels of digital adoption in the business field: 
(1) Informational, the easiest form, using technology 
to find information, such as on websites; (2) 
Communicational, beyond finding information, 
entrepreneurs use technology to communicate; 
(3) Transactional, performing transactions such 
as online payments; and (4) Integrated part of 
business, the highest level of utilization, where both 
internal and external systems of the business are 
digitally based, whether it be the marketing process 
or the business as a whole.58 Research has found 
five stages employed by micro entrepreneurs when 
utilizing digital advancements: (1) identification, 
(2) decision making, (3) designing, (4) execution/
action, and (5) evaluation. The ability of a business 
owner to put into action and sustain these five 
stages can result in that business’s successful 
digital performance. On the other hand, challenges 
that could hinder digital efforts include 59 : (i1 a lack 
of initial capital and cash flow, which may make 
it difficult to estimate a realistic financial result, 
(2) limited time for decision making to optimize 
execution; and (3) a lack of skill in managing funding 
and digital services. Micro entrepreneurs often 
have low competency in these areas, but must still 
handle everything themselves. 

In addition, gender mainstreaming plays an 
important role in shaping the success of ultra-
microfinancing, and policy makers must pay special 
attention to the position of women when executing 
efforts to improve the growth of micro businesses.60  
Women face specific challenges in the business 
sector, such as stereotypes that make it difficult 
to access loans, limited collateral, high taxes, 
high interest rates, lack of business management 
training, and a lack of suitable business premises 
(since most women run their business from home).61 

In Uganda, women spend more time doing 
household chores than men, as women traditionally 
have responsibility for food, clothing, and other 
household needs, and face significant limitations 
on the use of capital that men are not subject to. 
Research here has shown that men benefit more 
from micro business loans, while loans granted 
to women often do not have a significant effect 
on their business. Ugandan women’s domestic 
responsibilities affect their ability to use funds 
meant for their business, whereas men have more 
freedom to use their loans. Women are also more 
likely to earn lower profits due to the limitations of 
developing their business products.62 In a similar 
vein, research in Hanoi reveals that Vietnamese 
women can make major decisions within their 
households regarding how much money to put into 
savings and how to spend those savings. However, 
these women lack adequate knowledge of how to 
utilize funds to grow their businesses.63 

Beyond funding, a lack of adequate support from 
the government can also hinder the growth of micro 
businesses. The government has a tendency to 
treat micro businesses and larger-scale businesses 
the same way, resulting in training and guidance 
that is not suitable for micro businesses’ needs.64  
Policymakers must consider both the differences 
in gender roles (particularly for women) and how 
micro business characteristics differ from their 
larger-scale competitors. There needs to be a 
governmental program dedicated to support micro 
businesses to help develop their skills. Programs 
that encourage networking and educate people 
about the differences between larger-scale and 
micro businesses are key to supporting their growth 
through business cooperation. In this way, the 
development of micro businesses can be stimulated 
by entrepreneurship programs that are based on a 
strong supply chain network. Expertise and support 
built through these connections can also help micro 
businesses grow, especially if they are provided 
with funding in accordance with their needs. 

57 Karjaluoto, H. and M. Huhtamäki. (2010). “The role of Electronic Channels in Micro-Sized Brick-and-Mortar Firms,” Journal of Small Business & 
Entrepreneurship, Vol. 23, No. 1. 
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Research, Vol. 20 No .2.
60  Emran, M. S., Morshed, A. K. M., & Stiglitz, J. E. (2007). Microfinance and missing markets. Joseph E., Microfinance and Missing Markets (March 2007).
61  Jaim, J. (2021). Bank loans access for women business-owners in Bangladesh: Obstacles and dependence on husbands. Journal of Small Business 

Management, 59(sup1), S16-S41.
62 Nathan Fiala. (2018). Returns to microcredit, Cash Grants and Training for Male and Female Microentrepreneurs in Uganda. Journal World Development
63  Eliza Chon, Will Chua, Sheila Post, Matt Purcell, Leni Roulis, Chikako Suzuki. “Microfinance in the Mekong.”
64  Lean, J. (1998), “Training and business development support for micro businesses in a peripheral area,” Journal of European Industrial Training, Vol. 22 No. 6.
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Appendix C: Global Policies to Support MSMEs

Governments worldwide have introduced a wide 
range of containment policies to support ultra-
microbusinesses and reduce barriers to entry. 
These policy initiatives can chiefly be divided 
between those aimed at providing instant liquidity 
measures, restructuring, and relaxing credits, and 
those offering structural assistance. 

FIGURE 24. GOVERNMENT FINANCING SUPPORT PROGRAMS

INSTANT LIQUIDITY 
MEASURES

CREDIT-RELATED 
(SHORT-TERM & LONG-TERM)

OTHER RELIEF AND 
BENEFITS

India, Germany, Hungary, Portugal, 
Spain, Canada, Korea, Cambodia, 
and Congo, allow for tax reduction 
and tax deferral in various rates and 
kinds of taxes.

Belgium, Hungary, Brazil, 
Netherlands, Spain, Canada, 
Australia, Egypt, and Israel allow 
for deferral of debt payments 
in various periods and amounts 
of debt. Brazil gives a 60-day 
extension for debt maturity. 
Meanwhile, the Netherlands gives 
a 6-month standstill period in 
repayments for loans worth less 
than USD 2.7 million.

Belgium and Switzerland ease 
access to short-term work (STW) 
arrangements. Switzerland com-
panies can apply for part-time 
unemployment for employees.

France and Korea increase in the 
turnover threshold for the application 
of various taxes, specifically 15% of 
the CIT rate for France and from 30 
million KRW to 80 million KRW of VAT 
for Korea.

France and Germany provide 
mediation to solve conflicts among 
SMEs and clients/suppliers .

Denmark, Hungary, Brazil, and 
Sweden allow the reduction of 
employees hours. Denmark and 
Hungary allow this policy by 
relaxing employment legislation. 
Sweden even provides cost 
coverage for a reduction in 
working hours. 

Sweden provides claim back of 
preliminary taxes paid.

France offers low interest loans 
(0.25%) to an amount equal to 3 
months of revenues. 

Portugal simplifies the lay-off 
regime for the affected companies.

Australia expands its small business 
access to get tax concessions .

Korea provides roll over loans for 
small business.

France, Poland, Korea, and 
Australia provide a specialized 
fund to provide immediate 
assistance to MSMEs. In Korea, 
the fund is intended to retain 
employees. 

Israel provides business aid grants for 
SMEs to cover fixed costs.

United Kingdom announces a 
GBP 2 billion finance package for 
MSMEs.

Netherlands, France, and Norway 
provide wage costs compensation. 
The Netherlands covers 90% of 
wage costs for drop-in-value-
added companies. France 
reimburses partial employment 
compensations, while Norway 
covers temporarily laid-off workers 
wages.
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INSTANT LIQUIDITY 
MEASURES

CREDIT-RELATED 
(SHORT-TERM & LONG-TERM)

OTHER RELIEF AND 
BENEFITS

Angola allows property tax install-
ments to be paid in four times.

Australia changed its SMEs 
guarantee scheme, which previously 
included a 50% guarantee along 
with allowing flexibility for SMEs, 
removing the policy that requires 
SMEs to fulfill a 6-month repayment 
holiday, increasing the amount of 
loan, and lengthening loan terms to 
5 years. 

Poland, Romania, and Canada 
provide a kind of Guaranteed Em-
ployee Benefits Fund. The Romanian 
government covers 75% of salary for 
unemployment. Meanwhile, Canada 
calls it Canada Emergency Response 
Benefit. In Italy insurance companies 
design coverage extension to help 
SMEs .

United Kingdom provides MSMEs 
reclaims for Statutory Sick Pay 
(SSP) paid for sickness absence of 
employees in relation to COVID-19. 

“Crisis Plus Loan” program was 
launched and targeted to SMEs in 
Hungary which aims to prevent loss 
and reform business management 
strategies.

Singapore and Spain increase 
the amount of employee benefits. 
Singapore raises the wage credit 
scheme, while Spain provides social 
security bonuses extension.

Armenia provides lump-sum 
transfers to the vulnerable, including 
individuals who were unemployed 
after the COVID-19 outbreak.

Lithuania introduced the “Aid 
Fund for Business” program to 
the firms that are unable to access 
finance from conventional financial 
institutions.

Latvia, United Kingdom, Ireland, and 
New Zealand provide coverage of 
sick leaves. Latvia covers 75% of 
sick leaves, while the UK refunds 
the employees’ sick pay. Ireland 
increases the sick pay while New 
Zealand’s funds include self-isolation 
support.

New Zealand provides temporary tax 
loss carries back.

Chile introduced small business 
guarantee fund capitalization and 
allowed ultra-microfinancing via non-
bank financial intermediaries.

Chile provides an unemployment 
insurance extension.

New Zealand provides temporary tax 
loss carries back.

Chile introduced small business 
guarantee fund capitalization and 
allowed ultra-microfinancing via non-
bank financial intermediaries.

Chile provides an unemployment 
insurance extension.

Colombia provide debt guarantees 
for micro businesses, along with 
formal employment support 
programs.

Slovenia implements intervention law 
for co-financing temporary lay-offs.
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NO PROGRAMS DESCRIPTION TARGETED 
BENEFICIARIES

TOTAL 
DISBURSEMENTS 
UP TO YEAR 2021

1. Family Hope Program 
(Program Keluarga 
Harapan - PKH)

Conditional cash 
transfer for households 
with pregnant women, 
school-age children, 
infants, and elderly.

10 million
households

per 2021

IDR 27.9 trillion
(USD 1.95 billion) 

2. Staple Food/Sembako Card Food assistance for 
consumption of rice, 
eggs, and vegetables.

20 million
households

per 2021

IDR 47.8 trillion 
(USD 3.35 billion) 

3. Village Cash Transfer 
Program (BLT-DD)

Cash transfer program 
targeting households in 
rural areas who were not 
recipients of other social 
assistance programs, 
such as the Family Hope 
Program (PKH) or the 
Sembako card.

11 million
households

per 2020

IDR 14.4 trillion 
(USD 1.14 billion) 

4. Pre-Employment Card 
(Kartu Prakerja Program)

Unemployment benefit 
and training assistance 
for SME entrepreneurs 
and those who are 
affected by COVID-19 
lay-offs.

5.6 million 
individuals 
per 2021

IDR 20 trillion 
(USD 1.391 billion) 

5. Internet assistance Internet quota assistance 
for students and 
teachers.

26.8 million 
individuals
per 2021

IDR 6.8 trillion 
(USD 476.2 million) 

6. Electricity subsidy Electricity subsidy on the 
basis of VA size.

37.51 million 
households

per May 2021

IDR 37.39 trillion 
(USD 2.61 billion) 
per September 

7. Cash Assistance Expansion Cash transfer for 
beneficiaries of Sembako 
card program who do 
not receive PKH.

9 million  
households

per 2020

IDR 4.5 trillion  
(USD 319 million)

per 2020

8. Electricity subsidy Electricity subsidy on the 
basis of VA size.

37.51 million 
households

per May 2021

IDR 37.39 trillion 
(USD 2.61 billion) 
per September 

9. National health insurance 
(JKN) payment assistance

Payment assistance 
to keep JKN Program 
sustained and restore 
public health conditions 
amid the COVID-19 
pandemic.

9 million  
households

per 2020

IDR 4.5 trillion  
(USD 319 million)

per 2020

Appendix D: Indonesian Government Support to Help MSMEs

FIGURE 25. INDONESIAN GOVERNMENT PROGRAM DURING ECONOMIC RECOVERY
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NO PROGRAMS DESCRIPTION TARGETED 
BENEFICIARIES

TOTAL 
DISBURSEMENTS 
UP TO YEAR 2021

10. Indonesia Card-College Tuition assistance for 
high school graduates/
equivalent with good 
academic potential 
but have economic 
limitations.

1.2 million  
college students

IDR 10.1 trillion  
(USD 707.87 million)

11. Productive Assistant for 
SMEs (Bantuan Presiden 
untuk UMKM)

Cash transfer to MSMEs 
(working capital aid).

12 million 
MSMEs
per 2021

IDR 17.34 trillion 
(USD 1.21 billion) 

12. Wage Subsidy Assistance 
(Bantuan Subsidi Upah)

Wage subsidy to workers 
actively registered in 
BPJS Ketenagakerjaan.

947.499 
workers

per August 2021

IDR 947.5 billion
(USD 65.92 million) 

per August 

13. Final Income Tax (0.5%) 
Borne by Government for 
SMEs

Compensation on SME 
final income tax.

N/A IDR 2,4 trillion  
(USD 167.46 million) 

 

14. Collateral Subsidy for SMEs 
(Subsidi Imbal Jasa Penja-
minan)

Government subsidizing 
collateral of the loans 
made by SMEs.

N/A IDR 8.5 trillion  
(USD 593.1 million) 

15. Interest Subsidies for SMEs Interest subsidy for loans 
amounting to IDR 10 
Billion (USD 693.5 K).

29.9 million  
individuals
per 2021

IDR 31.95 trillion  
(USD 2.23 billion) 

16. Loan Deferral for SMEs Extension of loan 
maturities by one year.

N/A N/A

17. Guarantee Services Fees 
(Imbal Jasa Penjaminan: IJP)

Fees that are the right of 
the Guarantee Company 
acting as Guarantor 
for credit/financing for 
MSMEs distributed by 
the Implementing Bank in 
the context of KUR.

553,537   
debtors 

per February
2021 

IDR 20.69 trillion   
(USD 1.45 billion) 

per February
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