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Foreword 

 

 

This desk research comprised of series of data and information that were compiled from secondary 

sources on the issues of internet users, bank customers and the state of the burgeoning middle class 

in Indonesia. The purpose of this research is to give Responsibank Indonesia a brief picture of the 

landscape of its potential users should the Responsibank website is launched in the future. 

The findings indicate a number of opportunities for Responsibank to market the website, as 

Indonesia has a growing number of internet users and middle class who are more aware of online 

media, social media and financial issues. Nonetheless, website such as Responsibank, that 

emphasizes public companies (banks) social, human rights and environmental responsibilities, may 

encounter more difficulty to mobilize public support, -as has been the case in other Asian countries. 

The characteristics of Asian consumers are generally have less concern to voice out their 

dissatisfaction in regards to corporate poor social performance, compare with their counterparts in 

other parts of the globe such as in Africa, Europe or Northern America. Asian consumers are mostly 

only concerned about the product and service of the companies.  

In Indonesia, that has been reflected in the number and type of complaints submitted to banking 

supervision authority and consumer rights agency. The consumer complaints are dominated by 

complaint on banking service such as ATM withdrawal, money withdrawals without owners’ 

acknowledgement and housing credits. Other proxy to view the consumers’ concern to corporate 

social responsibility is by looking at the national social activism online. A handful of successful online 

campaign cases demonstrate that in order to make an objective of a campaign or causes achieved, 

online campaign (through online petitions, emails, or tweets) must be combined with offline 

campaign activities.  

Therefore, Responsibank must combine its website which contains the issues of banks’ social, 

human rights and environment responsibility with the issue that related to consumers’ concern to 

capture their attention, as well as using other media as the means of marketing such as social media, 

electronic and printed media. In addition, Responsibank may also think about approaching banks 

investor and banking supervision authority to gain support to its causes.   
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Chapter 1 

Introduction 

 

 

     

A. Background  

Corporate social and environmental responsibility is critical because Indonesian economy has been 

enjoying the world’s commodity price booming, which heavily relied on natural resource based 

investment that is prone to human rights and environmental abuse. Conflicts between companies in 

extractive industries and local people that caused casualties illustrate the urgency to hold the corporate 

responsible for their projects and investments. Poor enforcement of Law No. 40/2007 on limited liability 

company, especially Art 74 on companies’ social and environmental responsibility as well as other 

national and local regulations has made no or little effect to corporate compliance.  

Banking sector in particular, has bigger responsibility, because as the financier of natural resource based 

projects, tackling banks’ responsibility meaning tackling problems ex-ante. A preliminary research on 

Indonesian banking sector and its social and environmental responsibility by Prakarsa in 2011 reveals a 

significant contribution of banks to the Indonesian economy in general (79% of the formal financial 

sector). It also highlights asymmetrical relationship between banks and small consumers, disparity 

among regions and also financial inclusion for SMEs, new entrepreneurs and other marginal groups.  

Findings also show that many regulations are only set to make banks comply with financial prudence 

and due diligence, rather than to their social responsibility.  

Upon the absence of adequate law enforcement, consumers and general public must take the role of 

the ‘ethical watch dog’ for the banking sector. They are the middle class, financial-literate and people 

with social awareness, which number is expectedly growing in Indonesia. Thus, Prakarsa and its allies 

(YLKI, Walhi, Publish What You Pay, INFID) intended to provide a tool for public to review and rate the 

performance of banks in Indonesia in terms of social and environmental responsibility, hence creating 

the sense of “who cares wins1” or “racing to the top”. 

The tool will be published on a website and called ‘ResponsiBank Indonesia’. It is basically a tool to rank 

Indonesian banks based on their sensitivity and responsibility toward a series of environmental, social 

and human rights, financial inclusion (support to SMEs) and bank customer rights issues and indicators. 

This will require Indonesian public to be interested in assessing their banks through the website.  

Therefore it is important to identify which groups of people who will be the potential audience of the 

ResponsiBank: who will likely access the website, click the menus and polling or sending online petition 

to the banks, for instance. In short, the groups of people that Prakarsa and ResponsiBank coalition must 

focused on. It is also as important to communicate and promote the website to the aforementioned 

groups in the way that suit their characteristics, so that it is more focused, efficient and effective. 

 

 

                                                           
1
This phrase is taken from the Global Compact Initiative Report: “Connecting Financial Market to A Changing World: 

Recommendations by the financial industry to better integrate environmental, social and governance issues in analysis, asset 

management and securities brokerage” (Swiss FDFA-UN, 2004). In Indonesia, Global Compact Local Network was launched in 

2006 and has 127 signatories up to December 2007. 
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B. Objectives 
 

1. To identify the groups of potential audience of ResponsiBank based on series of relevant 

criteria such as their access to internet, age group, income group, geographical bases, 

ownership of bank accounts, involvement in social causes, and so on.  

2. To provide recommendations on the type of communication and ‘marketing’ strategy must 

be conducted by Prakarsa and its coalition in order to reach each particular potential group 

effectively and efficiently.       

 

C. Research Approach 
The approach used is desk research of various secondary source of information on CSR by banks and 

internet users which covers websites, magazines and journals. We aware that to obtain best result, 

precise and rich information for the type of website like ResponsiBank, there is no better method than 

employing rigorous market research techniques with respondents to determine the most appropriate 

target audience. However, since resources and time available are limited, we use proxies for target 

audience. The proxy target audience is the subset of middle class, internet users and bank customers by 

considering that middle class comprises the majority of Indonesia population with higher buying power, 

lifestyle to include internet accesses in their daily life and financial literacy as bank customers that 

support the objective of ResponsiBank website. 

 

D. Caveats 

The research process hampered by limited availability of data that made the results might be 

compromised. Such limitations are, for instance: 

1. The available information on people’s awareness on CSR, banks customers on banks’ CSR programs 

in particular, is very limited. Research on how banks customers perceived bank CSR programs are 

relatively rare in Indonesia. 

2. The number of internet users in each city in Indonesia. Existing research that disclose this data only 

provide share of internet users, with limited number of samplings in selected cities. 

3. Employing a relatively broad category of proxies for potential ResponsiBank audience i.e. bank 

customers, internet users and middle class has its risks. The potential target users will be too broad. 

The ideal would be to superimpose these three categories through a market survey, which was not 

feasible given the available time and resources.    

Despite these caveats, ResponsiBank nevertheless is still able to refer to this research should it plans to 

conduct a more focused and targeted audience research in the future. 

 

E. Structure of the report 

The report commences with an introduction, then the three main parts, -according to the three 

assumed target audience of ResponsiBank which are banking industry customers, middle-class and 

internet users respectively. The analysis part is included in each of the chapter. It closes with a chapter 

on conclusions and recommendations. 
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Chapter 2 

Bank Customers, 

Investors & CSR 

 

 

 

A. Bank customers 

A.1. How many are they? 

Formal financial institution penetration in Indonesia, including banks, is relatively low. Only one-fifth of 

all adults in Indonesia have a share in account of formal financial institutions compare to other ASEAN 

countries like Malaysia, Thailand or Singapore, which have 66%, 73% and 98% respectively2. Banking 

sector can only provide service to 51% of the Indonesian population (World Bank, 2010) and credit ratio 

to GDP is only 29.9% in 2011. Even the middle class Indonesians who aspires to expand their businesses 

prefer using their own capital rather than borrowing from the banks3. 

 

Table 1 

Bank accounts and card payments growth 

No Indicator 2007 2011 Growth 

YoY 

(%) 

2012 Growth 

YoY 

(%) 

1 Number third party accounts in conventional bank *) n.a. 101,490,660 - 114,420,770 12.74 

2 Number of third party fund accounts in sharia banks 

and sharia units 

2,845,829 8,187,428 187.70 9,974,491 21.83 

3 Balance of third party funds in conventional banks 

(in billion Rupiah) 

1,510,834 2,784,912 84.33 3,049,956 9.52 

4 Balance of third party funds in sharia banks and 

sharia units (in billion Rupiah) 

28,012 115,415 312.02 127,678 10.63 

5 Balance of third party funds in BPD (in billion Rupiah) 134,287 235,265 75.20 328,861 39.78 

6 Number of accounts in conventional banks *) n.a. 95,799,180 - 106,971,183 11.66 

7 Number of accounts in sharia banks and sharia units 2,711,374 7,869,475 190.24 9,431,427 19.85 

8 Balance of accounts in conventional banks (in billion 

Rupiah) 

438,574 898,299 104.82 981,459 9.26 

9 Balance of accounts in sharia banks and sharia units 

(in billion Rupiah) 

9,454 32,602 244.85 40,396 23.91 

10 Balance of accounts in BPD (in billion Rupiah) 33,205 67,349 102.83 62,481 -7.23 

11 Number of ATM and Debit Cards 35,197,014 59,761,318 69.79 69,792,074 16.78 

12 Balance of consumption credits (in billion Rupiah) 282,553 667,155 136.12 759,655 13.86 

13 Credits withdrawal using Cards (in billion Rupiah) n.a. 37,333 - 39,770 6.53 

14 Number of Credit Cards 9,148,104 14,785,382 61.62 15,590,119 5.44 

                                                           
2
Kunt A.D & L. Klapper (2012), Measuring Financial Inclusion: the Global Findex database, World Bank Policy Research WP 6025. 

3
 http://www.infobanknews.com/2013/03/akses-perbankan-ke-kelas-menengah-atas-juga-minim/ 
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No Indicator 2007 2011 Growth 

YoY 

(%) 

2012 Growth 

YoY 

(%) 

15 Nominal balance Credit Card transactions (in million 

Rupiah) 

72,604,207 182,602,331 151.50 149,369,105 -18.20 

16 Credit Card transactions volume (X) 129,292,524 209,352,197 61.92 164,792,917 -21.28 

17 GDP (in billion Rupiah) 3,950,893 7,424,087 87.91 6,151,628 -17.14 

18 Number of population **) 225,923,139 241,182,182 6.75 244,775,796 1.49 

Note: 2012: as of September; *) 2012 as of August; **) temporary figure for 2010-2012; - growth assumption 1.49% per year; n.a.: data not 

available 

Source: Infobank Magazine, January 2013 

 

In total, there are approximately 100 million accounts in conventional banks (InfoBank, 2013). However, 

number of bank accounts does not represent the number of bank customers since many bank 

customers own more than one account. Approximately 34% of them own two bank accounts and 

around 10% own three bank accounts. The number of account ownership grew approximately 12% 

between 2011 and 2012 (see Table 1).  

The reason in opening more than one account is to separate fund for daily transactions and saving. 

Considerable factors for the first purpose are the availability of ATM and e-banking facilities while the 

latter are interest rate and administration cost.  

Brand is not the primary consideration for bank customers in choosing a specific bank to open an 

account. Therefore, bank customers are not necessarily loyal customers to a specific bank, rather they 

are rational customers. 

 

A.2.  Where do they live? 

Most of the banks customers live in Java Island’s provinces as well as Bali Island. It is because banks tend 

to follow the trades which mean its networks are available in denser trade area. From the chart below it 

can be seen that number of banks in Jakarta only is over three times of other Java provinces and over 

tenfold compare to the rest of Indonesia.  

Graph 1 

Bank concentration areas 

 
Source: Prakarsa (extracted from BI, 2011) 
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Resembling the imbalanced population distribution, the distribution of third party fund is also highly 

unequal. Jakarta (Zone 1 of 6 Indonesian banking zones) which comprises 4.04% national population 

own 17% of nation-wide banking network and accounted for 49.66% of nation-wide third party fund.  

Meanwhile, Zone 2 which covers much larger area including West Java, Central Java, East Java, Banten, 

Bali and Yogyakarta holds 27.24% of nation-wide third party fund and the rest area of Indonesia 

segregated into Zone 3 to Zone 6 which covers Sumatra, Sulawesi, Kalimantan, Nusa Tenggara, Maluku 

and Papua respectively accounted for the remaining share of nation-wide third party fund. 

 

Table 2 

Share of third party funds in Indonesian banking zones 

Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Others 

DKI Jakarta West Java, 

Central Java, 

East Java, Bali, 

Banten and 

Yogyakarta 

East 

Kalimantan, 

Riau Islands, 

North Sumatra 

Papua, North 

Sulawesi, Riau, 

Central 

Kalimantan, 

South 

Kalimantan, 

South Sulawesi 

and South 

Sumatra 

West Sumatra, 

Lampung, 

Bengkulu, 

Bangka 

Belitung, West 

Kalimantan, 

South East 

Sulawesi, Jambi 

West Papua, 

West Sulawesi, 

West Nusa 

Tenggara, 

North Maluku, 

East Nusa 

Tenggara, 

Gorontalo, 

Central  

Sulawesi, 

Maluku 

Remaining 

49.66% 27.24% 7.92% 8.09% 4.14% 2.07% 0.17% 

Source: Infobank Magazine, January 2013 

 

In addition to the asymmetrical distribution of banks’ branches and offices, infrastructure gaps such as 

power line and means of communication remain a serious hindrance to make the distribution more 

balanced. To address this asymmetry, many banks recently develop ‘branchless banking’ in which banks 

are not required to establish physical presence in an area but to use different means of payments and 

transactions such as with satellite and internet networks.   

 

A.3. What do they complain? 

Banks customers must be highly involved in making decision of choosing a bank because whichever 

bank they choose will manage their wealth. Thus, banks as financial institutions are relied heavily on 

trusts and regarded highly customers’ complaints in any means they are conveyed as it may risk their 

reputation. Moreover, Central Bank required banks to have Customer Complaints and Banking 

Mediation in place.  

YLKI (Yayasan Lembaga Konsumen Indonesia) reports that majority of the complaints that the institution 

received in 2012 came from banking and housing sector. There were 620 complaints from consumers 

(196 copied mails, 204 emails, 75 directly complained to its office). The highlighted issues are mostly 

about banks’ loan interest rate that was not tally with Central Bank official interest rate, followed by 

complaints on home loans interest rate, credit card closure problems, one-sided account withdrawal by 

banksand banks’ debt collector.  

Similarly, Central Bank received 1,032 complain reports from bank customers in 2012, where only 138 

were eligible to be mediated, 113 cases were completed and 25 have been processed. Of the total 

complaints mediated, the largest share was related to payment system i.e. credit card and ATM (42%), 
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while the rest was related to disbursements (37%) and collection of funds (13%).4 In average, there is 

total of one million complaints received by the Indonesian banks.   

Even more, the newly established institution, OJK (Otoritas Jasa Keuangan) recorded that only between 

January and February 2013, it has received 27 complaints, nearly half (10 cases) comes from banking 

industry, 8 from non-banking, 3 from financial markets and 6 for others. Similarly, most complaints are 

about credit cards and withdrawals from bank customers without their acknowledgement5.  

The aforementioned news epitomizes a sizeable number of bank consumers’ in Indonesia who wants to 

take action by filing a complaint to their banks.  This could be a potential to promote public pressure to 

banks, in light of Central Bank regulation on handling of customers’ complaints that paves the way to a 

more timely and transparent complaints settlement. 

Nonetheless, the biggest ten banks Annual Reports (2011) indicate that despite their statements about 

compliance to transparency and central Bank regulation on customers’ complaint, not all banks publish 

their customers complaints record. Only seven banks, -four of them are state-owned, namely BNI, BRI, 

BTN, CIMB-NIAGA, DANAMON, MANDIRI, and PANIN published such record, while BCA, BII and 

PERMATA did not publish. 

 

Table 3 

Consumers’ complaints recorded by Big 10 banks 

No Bank 
Share of 

assets (%) 

Number of 

complaints 
Remarks 

1 BCA 10.84 n/a BCA receives appr 700 cases daily (news clipping) 

2 BII 2.56 n/a   

3 BNI 7.53 53,382 50,858 complaints settled 

4 BRI 11.51 333   

5 BTN 2.31 8,421 552 haven't settled, 7,869 settled 

6 CIMB-Niaga 4.67 28,021 25,480 complaints settled 

7 Danamon 3.45 7,325   

8 Mandiri 13.25 138,401 135,874 complaints settled 

9 Panin 3.35 612 

All complaints settled within 20 days max in 

accordance to regulation  

10 Permata 2.95 n/a   

Source: extracted from Banks’ Annual reports (2011) 

 

It can be seen from the table 3 above that while in terms of share of assets (the total 10 banks 

accounted for 62.42% of the total bank’s assets) BRI is the second after Mandiri, number of BRI’s 

customer complaints are very low, only 0.2 % that of Mandiri’s. The characteristics of BRI customers, 

who mostly live in small towns and rural areas and more likely have less awareness to complain, might 

be the explanation, in addition to the difference in internally embedded complaint mechanism of both 

banks. 

 

 

 

 

                                                           
4
http://www.infobanknews.com/2013/03/mayoritas-sengketa-nasabah-dengan-bank-terkait-sistem-pembayaran/ 

5
http://www.tempo.co/read/news/2013/02/13/087461127/OJK-Terima-27-Pengaduan-Lewat-Call-Center 
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A.4. Internet Banking Customers  

Most Indonesian banks started their internet banking services in the early 2000’s. A survey by AC 

Nielsen (2012)6 shows that only 7% of the internet users are actually use internet for banking 

transactions. This low utilization is due to the complicated process the banks put on internet banking for 

security concerns, for instance the using of ‘token’ device which provides layers of security number 

before a person really can do a transaction. In addition, the registration process for internet banking is 

also one reason that brings customers away from using it more. 

To date, two largest banks dominate internet banking in Indonesia, which are Bank Mandiri, mostly 

have strong market penetration outside Java Island, and Bank BCA which is strong in Java Island. 

According to Alexa Rank7, Bankmandiri.co.id rank in Indonesia is #22 while klikbca.com rank is #168. 

Only these two brands whose internet banking sites most frequently visited by internet users in 

Indonesia (within the top 25). Far below the two is Bank BNI, which rank is #73. 

Following is the excerpts from Alexa.com that captured the current traffic of the two big banks, which 

shows the picture of their audience demographics. 

 

Graph 2 

 
 

 Over represented  Under represented  

 
Source: http://www.alexa.com/siteinfo/klikbca.com# 

 

                                                           
6
 http://asianbankingandfinance.net/lending-credit/news/internet-banking-not-popular-in-indonesia 

7
In simple terms, Alexa Traffic Rank is a rough measure of a website's popularity, compared with all the others out there on 

the internet, taking into account both the number of visitors and the number of pages viewed on each visit 

(http://www.builda-website.net/alexa-traffic-rank.html#axzz2PBpyRoRq)  
8
http://www.alexa.com/topsites/countries;0/ID, access 31/03/13 
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Graph 3 

 
 

 Over represented  Under represented  

 

Source: http://www.alexa.com/siteinfo/klikbca.com# 

 

 

Both big banks share identical demographic groups of those who access the internet banking sites. They 

are mostly men, age group between 25-44 years old, have children, browsing from home, with 

educational level up to college level. 

 

 

 

 

B. CSR Regulations 

Article 3 sub-article (1) of Government Regulation No. 47 of 2012 (PP 47) regarding Corporate Social 

Responsibility and Environment in Limited Liability Company, stipulates that "Social Corporate 

Responsibility is obligatory to companies running business in the area of and/or related to natural 

resources". The PP 47 is the implementing regulation of Law. No. 40 of 2007 regarding Limited Liability 

Company of its Article 1 stipulates that Social and Environmental Responsibility is a company’s 

commitment to participate in sustainable economic development to improve the quality of life and the 

environment in a manner that benefits the company itself, the local community and society in general.  

However, it is not state clearly on how much should the companies allocated its resources for CSR and 

there is no transparency on the fund that companies’ have allocated for the CSR. It only mentioned that 

companies should allocate a certain amount of fund at the level of its ability for CSR programs and 

recognized it as expense in their financial report. Further, the regulations also did not state clearly 

penalties for companies who fail to fulfill its CSR obligation. 

 

B.1. The importance of CSR for banks customers  

The information on how banks customers in Indonesia perceived the CSR programs held by banks are 

very limited. The available researches often only measures the main touch points of direct interactions 

between the banks and its customers related to financial activities, among others, are satisfaction 

towards pre-application process, satisfaction towards application process and satisfaction towards post-

application or transactions. Several researches on implementation of CSR programs by banks suggested 

that there is a certain degree correlation between CSR programs carried out by banks and its customers’ 
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loyalty and satisfaction as the implementation of CSR programs provides good image to the banks, 

however insignificance the correlation is.  

The little significance of CSR programs also supported by IISD.org on its Corporate Social Responsibility 

Monitor which stated that Asia is the lowest region to have customers punishes companies for being 

socially irresponsible and has weak pressure exerted towards its businesses on social demand
9
. 

 

Table 4 

Proportion of customers punished socially irresponsible companies 

 

Region % 

North America 42 

Europe 25 

Latin America 23 

Africa 18 

Eurasia 10 

Asia 8 

 

    Source: IISD, 2012 

 

Asians are very tolerant in terms of taking action to punish companies for being socially irresponsible 

(e.g. by boycotting the company products). The proportion is even less than half of those in Africa, and 

less than one-fifth of those in North European region. It is probably because in general Asians do not 

like conflict, and in many ways always attempt to ‘keep the harmony’ alive. 

The least socially demanding consumers in Asia affect business practices to put less, if none, effort for 

social or environmental activities. Such practices can widely be seen in the companies that utilized 

natural resources as its main raw materials, such as mining and agriculture. A case of Norway 

autonomous wealth fund which withdrew its investment amounted to $710 billion in 23 Asian palm oil 

companies after a likely they causing deforestation can be used as an example of poor companies’ social 

and environmental performance in Asia. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                           
9
http://www.iisd.org/business/issues/sr_csrm.aspx 
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Graph 4 

What banks consumers perceived as important 

 

 

Source: Sustainability/Globescan, Reason Company Considered Socially Responsible by Region, 2012 

 

Graph 4 shows that the Asians measure social responsibility level of companies based on provisions of 

good quality of products/services than on their social or environmental activities. 

The implication of this data for ResponsiBank is that to get the attention of consumers, they must touch 

the issue of quality of products and services, because this is the issue that mostly is the concern of 

consumers in Asia, which is different if the case is in Europe, North America or any other regions who 

have more awareness on aspects such as community concerns, charities, workers’ rights and 

environmental issues.  

 

B.2. Banks CSR Programs 

Below are top 10 banks with highest loyalty index of its customers and its CSR programs. These banks 

also have assets of over Rp75 trillion: 
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Table 5 

CSR Programs of Top 10 Indonesian Banks 

 

No. Name CSR Programs (Field) Cost 

1. Bank Central Asia, Tbk Scholarship and education facilities, public health improvement, natural 

disaster assistance, SMEs empowerment, environmental conservation in 

cooperation with WWF. 

Not disclosed 

2. Bank Negara Indonesia, 

Tbk
* 

SMEs partnership, disaster aid, education, healthcare, public facilities, 

religious facilities, environment preservation. 

Rp112 billion 

3. Bank Rakyat Indonesia, 

Tbk
* 

Partnership program, BRI Cares: education, public health, public 

facilities, natural disaster, religious facilities, cultures, sports, natural 

conservation. 

Rp159 billion 

4. Bank Tabungan Negara
* 

Micro Small Medium Enterprise empowerment, disaster relief, 

education and trainings, health improvement, religious facilities, support 

for national athletes, facilities for defense and security officers.   

Rp43 billion 

5. Bank CIMB Niaga Education, environment, community development and empowerment, 

philanthropy, others 

Rp13 billion 

6. Bank Danamon Providing public facilities (sanitary equipment, public toilets), free health 

check, planting trees, improving other infrastructures. 

 

7. Bank Mandiri Education, entrepreneurship, health program, public facilities, religions 

and humanity program, disaster recovery program, partnership 

program. 

Not disclose 

8. Bank Panin Environmental preservation, education and arts, social welfare, natural 

disaster relief. 

Not disclose 

9. Bank Permata Education, partnership programs, employees activities, communication 

program, environmental program, infrastructure improvement program. 

Rp10 billion
** 

10. Bank Internasional 

Indonesia, Tbk 

Environment, Promote Healthy Life, Education, Community 

Empowerment, Banking Education Program 

Rp4.4 billion 

Source: Banks CSR Report, Annual Report, Sustainability Report, 2011 

* In addition to CSR, State-owned enterprises (SOE) must allocate a certain amount of fund for Partnership and Community 

Development Program (Program Kemitraan dan Bina Lingkungan/PKBL) refers to Regulation of the Minister of SOEs No. PER-

05/MBU/2007 dated April 27, 2007 regarding Partnership Programs between SOEs and Small Enterprises and Community 

Development Programs. 

** Fund allocated 

 

Only 1 out of the top 10 banks with most loyal customers stated its green banking policy however no 

specific practice is mentioned, namely Bank CIMB Niaga, while the others are silent on this matter. 

None of the Indonesian banks has adopted the Equator Principles.  

The reported CSR programs above are in line with the top ten social topics published by IISD, among 

others, are community (44); health & safety (32); employment (29); training & education (13); charitable 

donations (11); ethics (11); supply chain (10); human rights (9); socially responsible investment (6) and 

child labor (4). 
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Graph 5 

Respect for Industry Sector 

 

 

Net Respect, Average of 12 Tracking Countries, * 2008-2011 

*Tracking countries include Brazil, China, France, Germany, India, Indonesia, the 

Phillippines, Russia, Spain, Turkey, the UK and the USA. 

CSR Performance of Industry Sector 

  

Source: Sustainability/Globescan, 2011 

 

From the above graphs it can be seen that the consideration for banks/financial services is lower among 

eleven industries which is primarily contributed from the financial crisis while at the same time banks 

also facing the rising pressure for environment and social regulation which its CSR performance 

predominantly received average and below average ratings. 

 

 

B.3. Social awareness: Banks and Customers 

Banking is a business sector that shows vast activity in relation with CSR since it is regulated not only by 

the government but also by the central bank. Much of the banks CSR agenda are still focus on regulatory 

compliance rather than as banks’ strategic advantage creation which tried to aligning its CSR programs 

with its core business through the companies’ value chain optimization. This is supported by a research 

on CSR in banks which takes on international perspective: that in Asian markets CSR are not deemed as 

a key source of competitive advantage.  

However, this will likely to change as more multi-national banking corporations, which have more 

established CSR management, start to penetrate Asian markets. Graph 6 shows how European banks 

perceived CSR programs. 

 

  



 

European Banks’ Perception on CSR Programs

 

On the banks customers’ side, it is expected that the customers are a

since banks customers are active customers who make sound decision in choosing bank. 

However, a study in Australian banking sector shows that customers are more aware of the bank’s 

financial activities than bank’s social or

Indonesia show similar result. The study also shows the insignificance of CSR programs for banks 

customers’ loyalty or decision making. 

 

B.4. Green Banking Practices

The effective banking regulations in Indonesia require banks to consider environmentally responsible 

view as assessment criteria on making credit decisions which refers to the Bank Act 10/1988 and Bank 

Indonesia regulation issued in year 2004. A full green banking policy platfo

however, extensive work has been done in drafting green banking policy and regulations as the Green 

Banking Framework in Indonesia which refer to international best practices and standards, Indonesia’s 

National Council on Climate Chan

United Nations Environment Programme (UNEP) and the Equator Principles.

The Equator Principles, established in 2003, are a credit risk management framework used to assess 

large infrastructure and industrial projects financing with amount over USD10 million as threshold. The 

term “equator” was used to emphasize the aspiration for global applicability of these principles to 

institutions in both hemispheres 

Equator Principles (EP) consists of 10 basic principles to be used in project financing decision making by 

banks. The EP is derived from International Finance Corporation (IFC) 

and Environmental Sustainability
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 These standards are: Assessment and Management of Environmental and Social Risks and Impacts, Labor and Working 

Conditions, Resource Efficiency and Pollution, Community Health, Safety, and Security, Land Acquisition and Involuntary 

Resettlement, Biodiversity Conservation and S

Cultural Heritage. 

 

Activities related to beyond compliance activities by our company's 

suppliers

Activities that go beyond mandatory legislation

Meeting of non-mandatory government recommendations

Contribution to political processes that lead to new mandatory 

legislation

Compliance with mandatory social and environmental legislation

Very relevant Fairly relevant

Graph 6 

European Banks’ Perception on CSR Programs 

On the banks customers’ side, it is expected that the customers are aware of the bank’s CSR programs 

since banks customers are active customers who make sound decision in choosing bank. 

However, a study in Australian banking sector shows that customers are more aware of the bank’s 

financial activities than bank’s social or environmental initiatives. Another study on similar issue in 

Indonesia show similar result. The study also shows the insignificance of CSR programs for banks 

customers’ loyalty or decision making.  

B.4. Green Banking Practices 

regulations in Indonesia require banks to consider environmentally responsible 

view as assessment criteria on making credit decisions which refers to the Bank Act 10/1988 and Bank 

Indonesia regulation issued in year 2004. A full green banking policy platfo

however, extensive work has been done in drafting green banking policy and regulations as the Green 

Banking Framework in Indonesia which refer to international best practices and standards, Indonesia’s 

National Council on Climate Change, the UN Framework Convention on Climate Change (UNFCCC), the 

United Nations Environment Programme (UNEP) and the Equator Principles. 

The Equator Principles, established in 2003, are a credit risk management framework used to assess 

and industrial projects financing with amount over USD10 million as threshold. The 

term “equator” was used to emphasize the aspiration for global applicability of these principles to 

institutions in both hemispheres separated by the equator, northern and southern

EP) consists of 10 basic principles to be used in project financing decision making by 

banks. The EP is derived from International Finance Corporation (IFC) Performance 

ustainability10 and World Bank guidelines on environment health and safety. 

                   
Assessment and Management of Environmental and Social Risks and Impacts, Labor and Working 

Conditions, Resource Efficiency and Pollution, Community Health, Safety, and Security, Land Acquisition and Involuntary 

Resettlement, Biodiversity Conservation and Sustainable Management of Living Natural Resources, 
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Activities that go beyond mandatory legislation

mandatory government recommendations

Contribution to political processes that lead to new mandatory 

Compliance with mandatory social and environmental legislation

Fairly relevant not all relevant not very relevant not known
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Source: RARE Project, 2006 

ware of the bank’s CSR programs 

since banks customers are active customers who make sound decision in choosing bank.  

However, a study in Australian banking sector shows that customers are more aware of the bank’s 

environmental initiatives. Another study on similar issue in 

Indonesia show similar result. The study also shows the insignificance of CSR programs for banks 

regulations in Indonesia require banks to consider environmentally responsible 

view as assessment criteria on making credit decisions which refers to the Bank Act 10/1988 and Bank 

Indonesia regulation issued in year 2004. A full green banking policy platform has not available; 

however, extensive work has been done in drafting green banking policy and regulations as the Green 

Banking Framework in Indonesia which refer to international best practices and standards, Indonesia’s 

ge, the UN Framework Convention on Climate Change (UNFCCC), the 

The Equator Principles, established in 2003, are a credit risk management framework used to assess 

and industrial projects financing with amount over USD10 million as threshold. The 

term “equator” was used to emphasize the aspiration for global applicability of these principles to 

outhern.  

EP) consists of 10 basic principles to be used in project financing decision making by 

erformance Standards on Social 

and World Bank guidelines on environment health and safety.  

Assessment and Management of Environmental and Social Risks and Impacts, Labor and Working 

Conditions, Resource Efficiency and Pollution, Community Health, Safety, and Security, Land Acquisition and Involuntary 

ustainable Management of Living Natural Resources, Indigenous Peoples, and 
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Ten Equator Principles cover the following issues

1. Review and categorization 

2. Social and environmental assessment

3. Applicable social and environmental standards

4. Action plan and management syst

5. Consultation and disclosures

6. Grievance mechanism 

7. Independent review 

8. Covenants 

9. Independent monitoring and reporting

10. EPFI (Equator Principles Financial Institutions)

Any institutions adopting these principles commit not providing finance to bor

comply with the principles. Currently, there are 78 financial institutions in 33 countries 

adopted the EPs, most of them are from Australia, Europe, North and Latin America, with a few Asian 

(Japan, China, Oman) and African banks (Nigeria, Egypt, South Africa and Morocco). 

 

Critiques to Equator Principles says that without rigorous accountability process, lack of policy 

underpinning for the EP and lack of independent governing body that is able to impose sanctions to the 

non-compliance institutions. Besides, some big banks su

are not EPFI, which has large market shares, insist that they have sophisticated standards that EP 

therefore have no obligation to sign (Watchman et al, 2006). 

 

 

C. Bank Investors

Banks activities are fundamentall

commercial banks. Investment banks specialize in underwriting securities (stocks, bonds and other 

investments), creation of markets for securities, trading for their own accounts and providing

services to corporate clients. Commercial banks manage 

businesses; provide loans to the public using the money held on deposit. Banks can have these two 

activities mixed. 

In addition to managing its customers’

major sources of funds for banks, namely deposits accounts, borrowed funds and long

Deposits accounts are the largest portion of banks source of funds which cover transaction 

cover the following issues: 

Social and environmental assessment 

Applicable social and environmental standards 

Action plan and management systems 

Consultation and disclosures 

Independent monitoring and reporting 

(Equator Principles Financial Institutions) reporting 

Any institutions adopting these principles commit not providing finance to borrowers who are unable to 

comply with the principles. Currently, there are 78 financial institutions in 33 countries 

adopted the EPs, most of them are from Australia, Europe, North and Latin America, with a few Asian 

African banks (Nigeria, Egypt, South Africa and Morocco). 

 

Geographic Spread of EPFI as of 2010 

Source: Watchman, 2010 

Critiques to Equator Principles says that without rigorous accountability process, lack of policy 

underpinning for the EP and lack of independent governing body that is able to impose sanctions to the 

compliance institutions. Besides, some big banks such as JBIC, other US and European banks that 

are not EPFI, which has large market shares, insist that they have sophisticated standards that EP 

therefore have no obligation to sign (Watchman et al, 2006).  

Bank Investors 

Banks activities are fundamentally classified into two types of banks, i.e. investment banks and 

commercial banks. Investment banks specialize in underwriting securities (stocks, bonds and other 

investments), creation of markets for securities, trading for their own accounts and providing

services to corporate clients. Commercial banks manage deposit accounts for individuals and 

businesses; provide loans to the public using the money held on deposit. Banks can have these two 

In addition to managing its customers’ wealth, banks also manage funds of its investors. There are three 

major sources of funds for banks, namely deposits accounts, borrowed funds and long

Deposits accounts are the largest portion of banks source of funds which cover transaction 
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rowers who are unable to 

comply with the principles. Currently, there are 78 financial institutions in 33 countries have officially 

adopted the EPs, most of them are from Australia, Europe, North and Latin America, with a few Asian 

African banks (Nigeria, Egypt, South Africa and Morocco).  

 

Critiques to Equator Principles says that without rigorous accountability process, lack of policy 

underpinning for the EP and lack of independent governing body that is able to impose sanctions to the 

ch as JBIC, other US and European banks that 

are not EPFI, which has large market shares, insist that they have sophisticated standards that EP 

y classified into two types of banks, i.e. investment banks and 

commercial banks. Investment banks specialize in underwriting securities (stocks, bonds and other 

investments), creation of markets for securities, trading for their own accounts and providing advisory 

deposit accounts for individuals and 

businesses; provide loans to the public using the money held on deposit. Banks can have these two 

wealth, banks also manage funds of its investors. There are three 

major sources of funds for banks, namely deposits accounts, borrowed funds and long-term capital. 

Deposits accounts are the largest portion of banks source of funds which cover transaction accounts, 



 

saving deposit, time deposits and money market deposits from the bank customers. Borrowed funds are 

interbank loan which generally used by banks when it experiences fund deficiency for a short period of 

time. The third source of funds is supplied

term capital with the hope it will provide return in the future. Investors can purchase bonds or stocks 

offered by banks in capital market. 

In investment decision-making process banks investors 

not limited to:  

• the objectives of investment

• the risks associated with the investment

• the rate of return; and  

• the investment period.  

As the main objective of the investment is return, most investors are 

income generated from the investment.  However, investors can start to consider banks social 

performance in the investment decision making. 

By embedding green banking practices to achieve tangible outcomes, banks investors can t

advantage from such practices. Green banking practices can lever in building trust of various banks 

stakeholders and the creation of risk

impacts which demonstrated through increases i

quantifiable societal benefits and eventually provide higher return on their investment. Banks investors 

as a source of fund are in a strong position to influence green banking practices. 

Investment Bank sustainability driver and tangible outcomes

 

 

 

 

 

 

Increasing & protecting 
revenues

•Unlocking Business 
Opportunities

•Financing required transition to 
low carbon economy from 2011 
- 2020 for UK : is estimated at 
£550 billion

Rebuilding Trust 

Research of Dutch investors showed that trust within a listed company can increase the probability of investors 

buying a company stock by 50 percent and raises the share of w

Strengthening the license to operate

saving deposit, time deposits and money market deposits from the bank customers. Borrowed funds are 

interbank loan which generally used by banks when it experiences fund deficiency for a short period of 

time. The third source of funds is supplied by banks investors who generally invest in the form of long

term capital with the hope it will provide return in the future. Investors can purchase bonds or stocks 

offered by banks in capital market.  

making process banks investors will consider various factors a

the objectives of investment; 

the risks associated with the investment; 

 

 

main objective of the investment is return, most investors are more concern on the future 

income generated from the investment.  However, investors can start to consider banks social 

performance in the investment decision making.  

By embedding green banking practices to achieve tangible outcomes, banks investors can t

advantage from such practices. Green banking practices can lever in building trust of various banks 

stakeholders and the creation of risk-adjusted business opportunities. It also has an increasing business 

impacts which demonstrated through increases in profit due to increases in revenue, lower costs and/or 

quantifiable societal benefits and eventually provide higher return on their investment. Banks investors 

as a source of fund are in a strong position to influence green banking practices. 

 

Graph 7 

Investment Bank sustainability driver and tangible outcomes

 

Source: Top 10 Challenges for Investment Banks, Accenture, 2011

Optimising & Protecting assets

•Managing environmental and 
social risk exposure

•The equity market is beginning 
to react with studies showing 
carbon efficiency has a 
meaningful relationship to asset 
multiple across companies in 
carbon intensive industries

Driving environmental 
efficiency

•Streamlining Operations

•Accenture estimates combined 
initiatives in Smart Buildings, 
Smart Logistics and Green IT 
can remove between 1 
percent from the cost bases of 
most investment banks

Research of Dutch investors showed that trust within a listed company can increase the probability of investors 

buying a company stock by 50 percent and raises the share of wealth invested in stock by 3.4 percentage points

Sustainability 

Strengthening the license to operate 
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saving deposit, time deposits and money market deposits from the bank customers. Borrowed funds are 

interbank loan which generally used by banks when it experiences fund deficiency for a short period of 

by banks investors who generally invest in the form of long-

term capital with the hope it will provide return in the future. Investors can purchase bonds or stocks 

will consider various factors among others, but 

more concern on the future 

income generated from the investment.  However, investors can start to consider banks social 

By embedding green banking practices to achieve tangible outcomes, banks investors can take 

advantage from such practices. Green banking practices can lever in building trust of various banks 

adjusted business opportunities. It also has an increasing business 

n profit due to increases in revenue, lower costs and/or 

quantifiable societal benefits and eventually provide higher return on their investment. Banks investors 

as a source of fund are in a strong position to influence green banking practices.  

Investment Bank sustainability driver and tangible outcomes 

 

Source: Top 10 Challenges for Investment Banks, Accenture, 2011 

Driving environmental 
efficiency

Streamlining Operations

Accenture estimates combined 
initiatives in Smart Buildings, 
Smart Logistics and Green IT 
can remove between 1 - 2 
percent from the cost bases of 
most investment banks

Research of Dutch investors showed that trust within a listed company can increase the probability of investors 

ealth invested in stock by 3.4 percentage points 



 

 

 

 

A. How many of them?
The number of internet users in Indonesia shows 

in 2012, from 42.2 million in 2010. The chart below shows a significant growing number of internet 

users in Indonesia. It also worth noted that 24.2 million users acc

which indicate that internet has become a 

 

More of these users are urban population, which number grew almost double from over 37.5 million in 

2010 to over 61 million in 2012. The share of the users to total population (internet 

around 23.5% of total population.

In million 

Urban Population 

Urban Family 

Urban Netizen Population 

Netizen Population 

Total Internet User Penetration 

 

Although the domestic growth is impressive, in fact, the penetration rate is still very low compare to 

other countries in the world. At the world ranking, Indonesia is on the top 20 countries with largest 

share of world population with internet users.

42.2

9.6

2010

Internet User

Internet Users

How many of them? 

internet users in Indonesia shows an increasing trend with total users of over 60 million 

, from 42.2 million in 2010. The chart below shows a significant growing number of internet 

It also worth noted that 24.2 million users access the internet for over 3 hours daily 

which indicate that internet has become a staple need. 

Graph 8 

Number of Internet Users in Indonesia 

Source: Marketeers Magazine, November 2012

More of these users are urban population, which number grew almost double from over 37.5 million in 

2010 to over 61 million in 2012. The share of the users to total population (internet 

around 23.5% of total population. 

Table 6 

Share of internet user penetration 

2010 2011 

121.16 123.24 

30.29 30.81 

37.56 50.53 

42.16 55.23 

 17% 22.4% 

Source: Marketeers Magazine, November 2012

the domestic growth is impressive, in fact, the penetration rate is still very low compare to 

other countries in the world. At the world ranking, Indonesia is on the top 20 countries with largest 

of world population with internet users. 

55.0
61.1

13.8

2011

Internet User > 3 hours access per day
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Chapter 3 

Internet Users 

increasing trend with total users of over 60 million 

, from 42.2 million in 2010. The chart below shows a significant growing number of internet 

ess the internet for over 3 hours daily 

 

Source: Marketeers Magazine, November 2012 

More of these users are urban population, which number grew almost double from over 37.5 million in 

2010 to over 61 million in 2012. The share of the users to total population (internet penetration rate) is 

2012 

123.57 

31.61 

56.38 

61.08 

23.5% 

Source: Marketeers Magazine, November 2012 

the domestic growth is impressive, in fact, the penetration rate is still very low compare to 

other countries in the world. At the world ranking, Indonesia is on the top 20 countries with largest 

24.2

2012



 

However, internet penetration rate in Indonesia is well below countries such as Vietnam (33%), the 

Philippines (32%), and even Nigeria (28%). When compared with the penetration rate of the rest of the 

world (outside the Top 20), Indonesian rate is still lower, because the world’s average rate is 26%.

Combining with low penetration of financial institution like banks and other means of internet based 

payments as well as low credit card ownership, Indonesian online ma

yet for the investor to gain huge profits

 

 

B. Who are they? 
Over half of the total internet users in Indonesia are active workers, followed by students (16.6%), 

housewives (15.3%) and others (14.8%). The workers here are 

employment for one to two years or over.

Internet users in Indonesia classified by occupation

 

Internet users can be classified into two broad age group, those who are under

The first group is called digital natives which refer to generations that born and live in the internet era 

where everything is digitalized and connected. This age group also called internet literate, they are 

intuitively understand how to operate various gadgets quite easily since they have started using it at the 

early age.  
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However, internet penetration rate in Indonesia is well below countries such as Vietnam (33%), the 

Philippines (32%), and even Nigeria (28%). When compared with the penetration rate of the rest of the 

the Top 20), Indonesian rate is still lower, because the world’s average rate is 26%.

Combining with low penetration of financial institution like banks and other means of internet based 

payments as well as low credit card ownership, Indonesian online market has been seen as not ready 

yet for the investor to gain huge profits12.  

 

Over half of the total internet users in Indonesia are active workers, followed by students (16.6%), 

housewives (15.3%) and others (14.8%). The workers here are defined as they who have been in 

employment for one to two years or over. 

Graph 9 

Internet users in Indonesia classified by occupation 

Source: Infobank Magazine, January 2013

Internet users can be classified into two broad age group, those who are under

The first group is called digital natives which refer to generations that born and live in the internet era 

where everything is digitalized and connected. This age group also called internet literate, they are 

d how to operate various gadgets quite easily since they have started using it at the 
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However, internet penetration rate in Indonesia is well below countries such as Vietnam (33%), the 

Philippines (32%), and even Nigeria (28%). When compared with the penetration rate of the rest of the 

the Top 20), Indonesian rate is still lower, because the world’s average rate is 26%.11 

Combining with low penetration of financial institution like banks and other means of internet based 

rket has been seen as not ready 

Over half of the total internet users in Indonesia are active workers, followed by students (16.6%), 

defined as they who have been in 

 

Source: Infobank Magazine, January 2013 

Internet users can be classified into two broad age group, those who are under and over 34 years old.  

The first group is called digital natives which refer to generations that born and live in the internet era 

where everything is digitalized and connected. This age group also called internet literate, they are 

d how to operate various gadgets quite easily since they have started using it at the 



 

Age group 

12 – 34 

20 – 24 

> 34 

 

The second group is considered ‘late user’ and usually called as digital immigrants refer to generations 

who started to acquainted with the internet at a later age. This age group required some adjustments in 

operating various gadgets, using email a

software platform. The digital immigrants become internet users often triggered by digital natives’ 

internet activities to ensure the safe use of internet.

To understand the internet users’ income, 

income structure first, as follows.

 

 

 

 

The internet users are predominantly middle

households in Indonesia (indicated through vehicle ownership

cars and 16.8% owned both vehicles. 

Tier 1

Tier 2

Tier 3

Tier 4

Tier 5

Table 7 

Internet users by age group 

Percentage  

64.2% Digital natives

15.1% 

35.8% Digital immigrants

The second group is considered ‘late user’ and usually called as digital immigrants refer to generations 

who started to acquainted with the internet at a later age. This age group required some adjustments in 

operating various gadgets, using email and social network and has barriers to switch to different 

software platform. The digital immigrants become internet users often triggered by digital natives’ 

internet activities to ensure the safe use of internet. 

To understand the internet users’ income, one needs to understand the general Indonesian population 

income structure first, as follows. 

Graph 10 

Income structure of internet users 

 Annual Income

 

5% >US$25,000 

 

15% US$5,000 – 25,000

 

20% US$3,000 – 5,000

 

25% US$1,500 – 3,000

 

35% <US$1,500 

  

Source: Marketeers magazine, February 2012 

nternet users are predominantly middle-class income group which covered the majority 

indicated through vehicle ownership): 88.6% owned motorcycle, 17.4% owned 

cars and 16.8% owned both vehicles.  
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Digital natives 

Digital immigrants 

Source: APJII 

The second group is considered ‘late user’ and usually called as digital immigrants refer to generations 

who started to acquainted with the internet at a later age. This age group required some adjustments in 

nd social network and has barriers to switch to different 

software platform. The digital immigrants become internet users often triggered by digital natives’ 

one needs to understand the general Indonesian population 

Annual Income 

 

25,000 

5,000 

3,000 

which covered the majority 

88.6% owned motorcycle, 17.4% owned 



 

Expenditures of Indonesian Internet users

 

The graph 11 above suggests that c

Indonesians in this group, as the expenditures for these items are relatively higher compared to other 

expenditures such as food, transportation and medical.

 

 

C. Where do they live?
As has been informed earlier, the majori

recent data is not available yet, a research by MarkPlus Insight in 2011 provides information on the 

number of internet users in nine largest cities in Indonesia. 
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Source: MarkPlus Insight 2011 (from KompasTekno
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Graph 11 

Expenditures of Indonesian Internet users

Source: Marketeers Magazine, November 2012.

suggests that communication and internet now considered as staple needs for most 

as the expenditures for these items are relatively higher compared to other 

expenditures such as food, transportation and medical. 

Where do they live? 

As has been informed earlier, the majority of internet users reside in urban areas. While the most 

recent data is not available yet, a research by MarkPlus Insight in 2011 provides information on the 

number of internet users in nine largest cities in Indonesia.  

Graph 12 

Internet Users Penetration in Nine Largest Cities 

 

Source: MarkPlus Insight 2011 (from KompasTekno
13

, 2011) 
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Source: Marketeers Magazine, November 2012. 
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D.  What do they use to access internet?
Gadgets are inseparable part for the internet users with smartphone at the top list as the most used 

gadget to access the internet by 84.7% or equivalent to approximately 58 million of internet users. 

Mobile devices widely used in accessing the internet having three out of ten internet users admitted 

have replaced their mobile phone and one out of ten have repla

year. 

 

 

Smartphone is highly used to access internet as it provides convenience to its users for accessing 

internet from anywhere and at anytime. Moreover, smartphone users can enjoy the easiness of free 

internet access as many public places provide this facility. However, accessing internet by using 

smartphone may have stability of internet access issue and its smaller screen is di

users to browse websites dense with graphics or pictures.

Laptop or personal notebook may have the advantage of larger screen to access such websites and 

more convenient for longer internet access; however, it may not very convenient to a

often as those with smartphone

limitation of its mobility, users can use these devices in certain locations only.

Should ResponsiBank website filled with graphics or pictures

to explore the website for a long period of time as its smaller screen. However, since it is the most used 

devices for accessing internet, ResponsiBank

phone users, for example with less or smaller graphics or pictures.

 

 

E. Online Activism in Indonesia
Many environment and social organizations have been using online media for their campaigns. Social 

media in particular, have also been widely used for social

worked out well. The most cited cases are Prita vs Omni private hospital (a housewife who was charged 

by a private hospital because of her email conversation with a friend about the hospital’s poor service) 

and Cicak vs Buaya (gecko vs crocodile fiasco) that rendered public support to the state’s anti

(KPK) in its struggle against pressures from police institution few years back.

84.7

37.9

17.8

Smartphone Personal 

notebook

Office's PC

What do they use to access internet? 

Gadgets are inseparable part for the internet users with smartphone at the top list as the most used 

to access the internet by 84.7% or equivalent to approximately 58 million of internet users. 

Mobile devices widely used in accessing the internet having three out of ten internet users admitted 

have replaced their mobile phone and one out of ten have replaced their laptop or netbook within last 

Graph 13 

Devices used to access internet 

Source: Marketeers Magazine, November 2012.

is highly used to access internet as it provides convenience to its users for accessing 

and at anytime. Moreover, smartphone users can enjoy the easiness of free 

internet access as many public places provide this facility. However, accessing internet by using 

smartphone may have stability of internet access issue and its smaller screen is di

users to browse websites dense with graphics or pictures. 

Laptop or personal notebook may have the advantage of larger screen to access such websites and 

more convenient for longer internet access; however, it may not very convenient to a

often as those with smartphone. While other than smartphone and personal notebook devices have 

limitation of its mobility, users can use these devices in certain locations only. 

website filled with graphics or pictures, it would be difficult for smart phone users 

to explore the website for a long period of time as its smaller screen. However, since it is the most used 

ResponsiBank website can be designed in a way that enjoyable for smart 

phone users, for example with less or smaller graphics or pictures. 

Online Activism in Indonesia 

Many environment and social organizations have been using online media for their campaigns. Social 

media in particular, have also been widely used for social causes campaigns, and in some cases, they 

worked out well. The most cited cases are Prita vs Omni private hospital (a housewife who was charged 

by a private hospital because of her email conversation with a friend about the hospital’s poor service) 

cak vs Buaya (gecko vs crocodile fiasco) that rendered public support to the state’s anti

(KPK) in its struggle against pressures from police institution few years back. 
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Gadgets are inseparable part for the internet users with smartphone at the top list as the most used 

to access the internet by 84.7% or equivalent to approximately 58 million of internet users. 

Mobile devices widely used in accessing the internet having three out of ten internet users admitted 

ced their laptop or netbook within last 
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However it must be noted that for the two cases to be won, social media and internet alone did not fully 

contribute for the success, it was also the contribution of mainstream media like television, as argued 

by Tapsell (2012)14. Nugroho (2012)15 also argues that without dragging the online activists to a real 

offline activism, an online campaign for social cause would not be having effective impact. 

Politikana.com, founded in 2009, used to be the most popular and the only Web 2.0 site in Indonesia 

that actively facilitated users to discuss about almost every social and political issue in the country. It 

was an important milestone in Indonesian online activism; in educating people about their rights and 

responsibilities, social contracts with the state, and various aspects of citizenship in daily life 

(Wayansari, 2011)16. However, the site was eventually discontinued in early 2013 by the operator, 

mentioning that the management has different priority. 

For the issues of environment and social or human rights on online platform, one of the most recent 

and popular site is Change.or.id, the Indonesian version of Change.Org, a popular social online petition 

site. As can be seen from the following table, environmental issue (the categorization of causes is a 

broad and informal classification) receives a relatively large number of attentions from Indonesian 

public, compare to other issues on the site.  

Table 8 

Online Petitions with Highest Number of Hits 

No  Title Issue Number of 

signatures 

1 Noble Prize Committee: A Noble peace prize for Malala! Human rights / 

women’s rights 

288,123 

2 Stop supporting traveler dolphin circuses Animal rights 93,580 

3 Enforce the law protecting Tripa Peat Swamp and its 

Orangutan populations 

Environment  20,653 

4 Governor of Aceh: Save 1.2 Million Hectares of Aceh 

Rainforest 

Environment  16,599 

5 Gives Police graft cases to KPK! Stop weakening KPK! Corruption 15,036 

6 Rep. Indonesia Police Chieft Jend. Polisi Timur Pradopo: 

Free Anwar Sadat Director WALHI South Sumatera 

Human rights / 

environment  

14,179 

7 Presiden RI - Susilo Bambang Yudhoyono: Dismiss FPI 

Immediately! 

Human rights  11,066 

8 Commission III DPR,don’t let Daming as Gen. Attorney! Women’s rights  11,032 

9 Don’t let palm oil plantationburn the forest  Environment  10,236 

10 Indonesia Government: Bring justice for the innocent 

animals. 

Animal rights  8,091 

Source: extracted from www.change.or.id (March 2013) 

 

As for the follow ups, until January 2013, nine months since its launching, Change.Or.Id has claimed to 

have passed eight online petitions into action, coupling with wider campaigns in other social media such 

as Facebook and Twitter, for instance for the House of Representative members to not vote for a 

candidate of General Attorney who made a sexist comment on women of rape victims17.   

Apart from the listed causes above, there are other petitions raised through the same website with 

similar concerns. Of those petitions (which garnered at least 2000 signatures), none are related to 

                                                           
14

http://www.insideindonesia.org/current-edition/the-era-of-convergent-media 
15

http://www.insideindonesia.org/current-edition/clicktivism-and-the-real-world 
16

http://www.internetworkingindonesia.org/Issues/Vol3-No2-Fall2011/iij_vol3_no2_2011_wayansari.pdf 
17

http://www.berita99.com/berita/4775/changeorg-ingin-ubah-indonesia-lewat-petisi 
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financial issues, except for corruption issue. It is because most Indonesians think KPK (Corruption 

Eradication Commission) is the only and ‘last bastion’ that is able to eliminate systematic corruption in 

Indonesia. 

Social media can be used to engage activism by raising awareness and direct people’s attention towards 

social responsibility initiatives of banking sectors. The flexibility and responsiveness it provided in 

spreading news can be used for ResponsiBank website advantage.  

However, in putting on negative information of banks as being socially irresponsible should consider the 

prevailing law and regulations. Negative exposure of certain banks without sufficient evidence may fall 

as defamation as regulated by the Electronic Information and Transactions (ITE) which restrains online 

expression and carries penalties up to a six-year prison term, and a fine of up to one billion rupiah (USD 

111,000). 

Graph 14 

Perceived effectiveness of Activism Tactics 

 

 
 

Source: Sustainability/Globescan, Perceived Effectiveness of Different Activism Tactics, 2011 

 

ResponsiBank website can focused on the bank business value drivers to raise social awareness of its 

targeted audience since it is considered most effective tactics as depicted in the graph 14 above. 
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Chapter 4 

The Middle Class 

 

 

 

 

A. Middle Class Portraits 
There are various figures arise refer to Indonesian middle class number. This is due to the different 

criteria or indicators used in identify the middle class. Middle class literally define as those who are in 

the middle between the ‘rich’ and the ‘poor’. World Bank stated that middle class people are those who 

are above one country poverty line; thus, the middle class identification will varied depends on a 

country economy.  Asian Development Bank (ADB) defines the middle class using absolute criteria which 

is those who have daily income between $2 and $20. By using ADB criteria, in 2010, over 50% of 

Indonesian population can be categorized as middle class. 

The middle class is often portrayed as having the qualities such as innovative and progressive, 

consumptive and planner, as described below: 

1. Innovative and Progressive 

Middle class in general are more innovative and progressive who desire changes and posses the 

ability (and believe that they can) to have a better future. Unlike the lower class who wants changes 

however has limited capabilities, or the upper class that tends to be in the status quo. 

2. Consumptive 

Middle class are tend more consumptive as higher income earned their consumption have shifted 

beyond their basic needs and started buying products that support their new lifestyle. This middle 

class are more price insensitive and quality conscious. 

3. Planner 

Having progressive way of thinking and needs, the middle class start to build the awareness for 

planning a better future.  

 

 

B. Buying Decision Pattern 
The target audience of certain product or service determination should factor in the buying decision of 

middle class as potential targeted audience. Below are portraits of middle class household buying 

decision on certain expenditures (n= 1,639 middle class households). 
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Table 9 

Buying decision pattern 

No. Expenditures Women Men 

Automotive and Electronic Products   

1 Automotive 30.3% 69.7% 

2 Electronic products 40.2% 59.8% 

Financial Products   

3 Savings account 69.7% 30.3% 

4 Investment 48.2% 51.8% 

5 Insurance 47.1% 52.9% 

Residential Decision   

6 Furniture 59.4% 40.6% 

7 Residence 51.0% 49.0% 

Recreational Decision   

8 Dining 70.4% 29.6% 

9 Vacation destination 61.9% 38.1% 

Children Needs   

10 Children’s toys 87.7% 12.3% 

11 Children’s education 66.3% 33.7% 

12 Children’s clothes 92.4% 7.6% 

Daily Household Needs  W 

13 Home appliances 83.2% 16.8% 

14 Food & beverage 89.9% 10.1% 

15 Health care 82.2% 17.8% 

Personal Needs   

16 Husband’s clothes 48.5% 51.5% 

Source: Marketeers magazine, February 2012 

 

From the table 9 above, it can be seen that women are dominant in most household buying decisions 

except for products that require deeper knowledge such as automotives and electronic products. 

However, products and services that affect the household in the long run decided jointly by women and 

men. Specifically for ResponsiBank Indonesia website, the targeted audience should be both women 

and men as decisions related to financial institutions are a joint decision. 

 

 

 

 

 

 

 

 

 



 

C. Segmentation 
 

The middle class can divided into four general segments as follows:

 

 

The majority segments of middle class are the social climber and the future planner which comprise of 

over 85%. These two segments are very suitable

their characteristics. The social climber who is in needs of social recognition and deem socialization and 

interaction with friends as very crucial matters; therefore, they are very enthusiast in follow

information and updates. Whereas the future planner is more concern on their financial future such 

investment and retirement; thus, they are potential users of financial products to finance their plan. The 

combination of these two segments as ta

advantages since one news conscious and the other financial conscious. 

advantage the social climber and future planner segments in spreading the news on social performance 

of financial institutions. 

 

 

 

 

 

 

 

 

Image Boaster (4.5%)

those who are like to show off and buy products to boost 
their image with characteristics:

- Willing to spend more money for famous branded 
products, for self actualization;

- Tend to buy products that have been recommended by 
others;

- Are willing to increase their budget for entertainment, 
lifestyle, personal appearance and health.

The Hardworker (9.8%)

those who are willing to go the extra miles to achieve a 
better life with characteristics:

- Look for a job that give them a better living, despite its 
consequences;

- Focus more on the functional aspect of a product in 
their shopping behaviour;

- Seek practicality and simplicity, such as eathing fast 
food and living in a more quiet suburban.

middle class can divided into four general segments as follows: 

Source: Marketeers magazine, March 2012

The majority segments of middle class are the social climber and the future planner which comprise of 

over 85%. These two segments are very suitable target audience for ResponsiBank

their characteristics. The social climber who is in needs of social recognition and deem socialization and 

interaction with friends as very crucial matters; therefore, they are very enthusiast in follow

information and updates. Whereas the future planner is more concern on their financial future such 

investment and retirement; thus, they are potential users of financial products to finance their plan. The 

combination of these two segments as target audience of ResponsiBank

advantages since one news conscious and the other financial conscious. ResponsiBank

advantage the social climber and future planner segments in spreading the news on social performance 

Image Boaster (4.5%)

those who are like to show off and buy products to boost 
their image with characteristics:

Willing to spend more money for famous branded 
products, for self actualization;

Tend to buy products that have been recommended by 

Are willing to increase their budget for entertainment, 
lifestyle, personal appearance and health.

The Social Climber (40.1%)

those who are seek social acceptance and advancement 
to a higher class with characteristics:

- Need acknowledgement and acceptance from their 
surroundings;

- Deem socialization and interaction with friends are two 
very important matters;

- are enthusiast in gathering news and updates about 
interesting and the most talk about topics.

The Hardworker (9.8%)

those who are willing to go the extra miles to achieve a 
better life with characteristics:

Look for a job that give them a better living, despite its 
consequences;

Focus more on the functional aspect of a product in 
their shopping behaviour;

Seek practicality and simplicity, such as eathing fast 
food and living in a more quiet suburban.

The Future Planner (45,7%)

those who already start thinking about the future life 
with characteristics:

- Have started considering about their retirement plan;

Have started investing for their family;

- are eager to use various financial products to help their 
financing planning.
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Source: Marketeers magazine, March 2012 

The majority segments of middle class are the social climber and the future planner which comprise of 

ResponsiBank website considering 

their characteristics. The social climber who is in needs of social recognition and deem socialization and 

interaction with friends as very crucial matters; therefore, they are very enthusiast in following latest 

information and updates. Whereas the future planner is more concern on their financial future such 

investment and retirement; thus, they are potential users of financial products to finance their plan. The 

ResponsiBank website can provide 

ResponsiBank can take 

advantage the social climber and future planner segments in spreading the news on social performance 

The Social Climber (40.1%)

those who are seek social acceptance and advancement 
to a higher class with characteristics:

Need acknowledgement and acceptance from their 
surroundings;

Deem socialization and interaction with friends are two 
very important matters;

are enthusiast in gathering news and updates about 
interesting and the most talk about topics.

The Future Planner (45,7%)

those who already start thinking about the future life 
with characteristics:

Have started considering about their retirement plan;

Have started investing for their family;

are eager to use various financial products to help their 
financing planning.



 
26 

D. Entertainment Activities 
 

Watching TV and hanging out are two most favorite entertainments at home and outside, respectively, 

with single women dominated these two types of entertainment (see Table 10). 

Table 10 

Middle Class Entertainment Activities 

 

No. Activities Women Men 

 Married Single Married Single 

At Home     

1 Watching TV 85.0 89.6 80.7 72.3 

2 Cooking 9.4 6.3 0.5 1.8 

3 Eating in with family 11.0 8.3 6.3 1.8 

Outside     

4 Eating out 27.2 20.8 19.3 16.1 

5 Working out 20.5 22.9 27.1 22.3 

6 Shopping 42.5 22.9 29.2 8.9 

7 Hanging out 44.9 66.7 52.6 52.7 

8 Hobby activities 12.2 12.5 16.7 23.2 

(n=606 middle class households, monthly spending Rp1-5,500,000, age group 20-60 years old, 13 major cities in 

Indonesia, multiple responses) 

Source: Marketeers Magazine, April 2012 

 

A Nielsen marketing survey in 2011 reveals that 96% of the middle consumers still watch television as 

their main family entertainment. The same survey shows that radio penetration among middle class is 

26% and still dominated by music with Indonesian pop and dangdut genre. As for newspaper, most 

middle-class readers are more attracted to local newspapers due to its relevancy to their daily life. 

Having these two activities as the top indoor and outdoor entertainment activities can be used by 

ResponsiBank to tailor its marketing campaign, for example putting advertisement on television during 

primetime hour or in the evening, or distribute leaflets or brochures at hanging-out places. 

 

  



 

E. Buying Aspirations
 

Followings are buying aspirations of middle class 

 
Brand 

Definition of 

High Class Brand:

- More famous 73%

- High demand 17%

- Exclusive 10%

 

Source: Marketeers magazine, May 2012

 

For middle class, high-end products are more identical with brand. However, ‘high

differently with majority defines high

end brand based on the user number 

consumers and smaller user number indicates exclusiveness.

 

 

 

F. Online Activities
The main online activity is accessing website for holiday traveling and entertainment 

especially entertainment and news of celebrity (40%), upload and download music data (39%). Search 

engine usage also increase compared to last year by 5% to 75% in 2012 which boosted by youth usage 

for downloading pictures (76%), music or audio

showing not much movement in 2012 as more people start to rationalize their social network and 

graphics (selective socialization).

Following are various statistics on middle class online activities:

Brand 49%

Feature 
23%

Quality 
15%

Price 9%

Model 4%

Aspirations 

Followings are buying aspirations of middle class household on brand, notebook and gadgets:

Consideration in choosing Notebook  
 

High Class Brand: 

More famous 73% 

High demand 17% 

Exclusive 10% 

 

 

Necessity 

Features 

Other emotional aspect 

 

 

Gadgets: Do your gadgets give you prestige?
Yes (18%) 

- It shows that I follow the trend 

(44.1%) 

- Raise my social status (18.9%) 

- It makes me have the updated 

information (12.6%) 

- I feel more prestige (11.7%) 

- Raise my confidence (6.3%) 

 

- It has been a commodity (52.2%)

- I just need its function (49.2%)

- I think I can make friends without 

gadget (1.8%)

(n=606 middle class households, monthly spending Rp1

60 years old, 13 major cities in Indonesia, multiple responses

Source: Marketeers magazine, May 2012 

end products are more identical with brand. However, ‘high

differently with majority defines high-end brands as well-known brands while the remaining rate high

ed on the user number –the larger user number means product’s high attractiveness on 

consumers and smaller user number indicates exclusiveness. 

Online Activities 

The main online activity is accessing website for holiday traveling and entertainment 

especially entertainment and news of celebrity (40%), upload and download music data (39%). Search 

engine usage also increase compared to last year by 5% to 75% in 2012 which boosted by youth usage 

for downloading pictures (76%), music or audio (43%) and video (33%). The activity of social network 

showing not much movement in 2012 as more people start to rationalize their social network and 

graphics (selective socialization). 

on middle class online activities: 
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household on brand, notebook and gadgets: 

First Replacement 

63% 14% 

5% 77% 

29% 14% 

Gadgets: Do your gadgets give you prestige? 
No (82%) 

has been a commodity (52.2%) 

I just need its function (49.2%) 

I think I can make friends without 

gadget (1.8%) 

(n=606 middle class households, monthly spending Rp1-5,500,000, age group 20-

multiple responses) 

end products are more identical with brand. However, ‘high-end brand’ perceived 

known brands while the remaining rate high-

the larger user number means product’s high attractiveness on 

The main online activity is accessing website for holiday traveling and entertainment information 

especially entertainment and news of celebrity (40%), upload and download music data (39%). Search 

engine usage also increase compared to last year by 5% to 75% in 2012 which boosted by youth usage 

(43%) and video (33%). The activity of social network 

showing not much movement in 2012 as more people start to rationalize their social network and 



 

 

(n=600 middle class households, monthly spending Rp1

except for place to access internet) 

 

While social media is the top online activity, e

preferred payment method for online transactions is through bank transfers. Laptop and smart

are two devices widely used to access internet in line with the most preferred internet connection type 

which is cellular or modem, which shows the mobility of internet users. However, it is contradicted by 

the most preferred place to access internet which is at home. 

Considering the aforementioned online activities, it will be suitable for 

designed as to have social media appeal for example to have contents

performance that potentially become trending topic. It also should 

media websites which allowing those who are accessing social media to explore 

and those who wanted to share 

single click.  
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60 years old, 13 major cities in Indonesia, multiple responses 

Source: Marketeers Magazine, July 2012 

Banking is the least favorite online activity.  The most 

preferred payment method for online transactions is through bank transfers. Laptop and smart phone 

widely used to access internet in line with the most preferred internet connection type 

which shows the mobility of internet users. However, it is contradicted by 

ResponsiBank website to be 

designed as to have social media appeal for example to have contents on companies’ social 
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G. Community Involvement
 

More people join various communities for different reasons from same hobbies, profession, brand or 

social concern.  

Share of people who joined 1 or more communities
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Source: Marketeers magazine, September 2012
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The primary motivations in joining community are for self 

vision and mission of the community become the main considerations for joining community. Although 

there is no tangible program of community activities, people join a community primarily for 

opportunities to share ideas with their peers of same interests. Therefore, to attract its targeted 

audiences, ResponsiBank should offer clear vision and mission and provide tools for sharing ideas.

 

 

H.  Definition of Success
Success parameters are varied which mostly cover 

efforts are carried out to achieve success in life, among others, include time discipline, entrepreneurship 

for additional income, higher education, saving and participation in social activity.  Majority of 

class consider that successful in family and social life are important matters for a number of reasons as 

follows: 

 

 

Success is not measured by financial 

also as success parameter. Psychologically by participating in social activities people will filled with 

sense of accomplishment and satisfaction. Therefore, 

paradigm to getting its targeted audiences

performance of financial institutions. 

 

 

Getting social acceptance

Having wide network

Ability to sharing with the less fortunate

Participation in social activities

Having a strong social influence

Ability of socializing

Reason of Feeling Successful in Social Life Matters

The primary motivations in joining community are for self development and networking; therefore, the 

vision and mission of the community become the main considerations for joining community. Although 

there is no tangible program of community activities, people join a community primarily for 

ideas with their peers of same interests. Therefore, to attract its targeted 

should offer clear vision and mission and provide tools for sharing ideas.

Definition of Success 

Success parameters are varied which mostly cover financial, career and education aspects. Various 

efforts are carried out to achieve success in life, among others, include time discipline, entrepreneurship 

for additional income, higher education, saving and participation in social activity.  Majority of 

class consider that successful in family and social life are important matters for a number of reasons as 

Graph 17 

Definition of Success of Middle Class 

 

Source: Marketeers magazine, December 2012

Success is not measured by financial parameters only since participation in social activity is considered 

also as success parameter. Psychologically by participating in social activities people will filled with 

sense of accomplishment and satisfaction. Therefore, ResponsiBank can take advanta

paradigm to getting its targeted audiences actively involved in its social causes to monitor the social 

performance of financial institutions.  
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can take advantage of this 

in its social causes to monitor the social 
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Chapter 5 

Media for Marketing 

 

 

In this chapter, we provide a brief overview of the Indonesian media that have broad penetration in the 

nation. The purpose of the chapter is to provide a picture of Indonesian media landscape, so that it 

could be considered by ResponsiBank to select the most appropriate media that it deems more suitable 

to market its ‘product’.  

As has been explained earlier, while the number of internet user grows significantly, internet 

penetration in Indonesia is actually quite low. In addition to that, a survey by Nielsen in 2011 shows that 

96% of middle consumer (with income Rp1-2 million/month) still watches television as their main family 

entertainment. 

We discuss briefly four main types of media, such as television, printed newspaper/magazine, online 

news portal and the ever growing social media. For radio, discussion will be limited to those in big cities 

and big networks, since at the local level, they are too dispersed.  

 

 

A. Television 

While the society is during the transition process to internet era, television remains the most important 

media for Indonesian families, mainly for entertainment purpose. A survey by BPS (2009) indicates that 

90.3 % of the population over 10 years of age watches television.  

The television network in Indonesia dominated by a handful of media groups such as MNC, EMTEK and 

CT Corps, and there are ten biggest TV channels.  

Table 11 

Most Popular TV Channels in Indonesia  

 

Station  Group  Audience share Rank  Content  

RCTI MNC Group 17% 1 Soap operas, comedy 

SCTV EMTEK 16% 2 Soap operas, drama 

Trans TV CT Group 14% 3 Soap operas, comedy 

MNCTV MNC Group  12% 4 Religious, drama, music  

Indosiar EMTEK 10% 5 Soap operas, drama, reality show 

Trans7 CT Group 10% 6 Sports, reality shows, news  

Global TV MNC Group 8% 7 Cartoons, sport, music, imported movies 

ANTV Visi Media 7% 8 Lifestyle, family entertainment, sport 

TV One Visi Media 5% 9 News, sports 

Metro TV Media 3% 10 News, talkshow, documentaries 

Source: Media Partners Asia (MPA), 2011 
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Most of the population, however, prefers to watch entertainment programs such as soap operas, 

sports, drama, comedy and music, -with women dominate number of television viewers. 

 

 

B.  Radio 

Radio is still the second most consumed media which is listened by 30% of the population in 9 major 

cities in Indonesia. The majority of radio listeners are young people (20-39 years), amounting to 46%. In 

term of content, women prefer to listen to pop Indonesia song in the radio. However, the time spent 

listening to the radio among young people tend to decrease with the increase of their daily activities, 

ranging from working, shopping, recreation, spending time with the family to consuming media other 

than radio (AC Nielsen, 2011).  

There are no accurate figures for the overall number of radio stations in Indonesia because many of 

them – possibly several hundred – operate without an official licence. The government broadcasting 

commission (KPI), which issues radio and television licences, said in July 2012 that there were 1,512 

authorised radio stations on air in the country. However, presumably there are a lot more than that 

number, since many radio stations operated without legal licenses (Infoasaid, 2012). 

 

The main private radio networks with broad national reach are:  

� KBR68H. This radio news agency based in Jakarta provides news and current affairs 

programming by satellite to more than 900 radio stations across Indonesia. It forms part of the 

Tempo media group, which owns the daily newspaper Koran Tempo and the popular weekly 

current affairs magazine Majalah Tempo  

� Sindo Radio. It is a news and current affairs network of 19 FM stations that broadcast from 

major cities on Indonesia’s four main islands – Java, Sumatra, Sulawesi and Kalimantan. It 

belongs to the MNC Group, which also operates Indonesia’s most popular TV channels.  

� Elshinta FM . This talk radio station based in Jakarta broadcasts directly in eight cities across 

Indonesia, but its programmes are also relayed by a further 38 radio stations. Elshinta FM 

belongs to the EMTEK media group, which also owns two nationwide TV channels.  

� Sonora Radio Network is a music and entertainment radio network that broadcasts from 14 

locations in Java, Sumatra and Kalimantan. It is owned by the powerful MNC media group.  

� CPP Radionet (Pas FM) is a major regional player on the island of Java. This network of about 40 

local FM stations is based at Malang in East Java.  

The Bali Post group meanwhile operates several radio stations on the island of Bali, as well as a couple 

on the neighbouring island of Lombok and nearby eastern Java. 
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C. Printed Media (newspaper and magazines) 
 

Only 18.9% of Indonesian population read newspapers (BPS, 2009). After three years, a survey by 

Nielsen (2012) shows that this figure has dropped to 13.3% for population older than 10 years of age. 

This fall has been worse over the last years, because the readers, especially those in big cities, start to 

alter the way the read news, which is more through online news portal or online newspapers. 

Despite the fact that printed media is declining, the industry is still growing in the recent years. The 

circulation is still increased, the proportion of growth is approximately 23.5 % between 2006 to 2010 

(see Table 12). 

Table 12 

Circulation of National Printed Media 2006-2010 

No. Types of printed 

media 

Year 

2006 2007 2008 2009 2010 

1 Daily newspaper 6,058,486 7,217,600 7,490,252 8,080,694 8,744,483 

2 Weekly newspaper 10,81,953 1,353,953 1,039,853 1,063,353 1,084,075 

3 Tabloid 4,732,055 4,782,555 5,925,857 5,427,955 5,400,803 

4 Magazine 5,525,857 5,735,857 5,925,857 6,234,357 6,235,243 

5 Bulletin  7,809 7,809 7,809 7,809 33,809 

 TOTAL 17,406,160 19,097,774 19,084,826 20,814,168 21,498,413 

Source: Etika, Dewan Pers Indonesia, February 2013 

 

The readers of newspaper mainly resided in towns and cities. Country sides are rarely reached by 

newspaper circulation.  It is due to low literacy rate, purchasing power, as well as distribution and 

transportation problem. For instance, national newspaper that is published in Jakarta or Java Island, 

often takes one day or more to reach small cities outside of Java Island, moreover those in Eastern 

Indonesia. 

There are a number of most influential newspapers in Indonesia, as follows: 

1. Kompas : Kompas is Indonesia’s most influential daily newspaper. It prints 

about 500,000 copies each day, most of which are sold in the 

greater Jakarta area. Kompas claims a daily readership of 1.85 

million, but independent surveys suggest a figure nearer 1.2 million 

is more realistic. The newspaper is owned by the Kompas Gramedia 

Group  

2. Pos Kota : This down-market Jakarta tabloid is aimed mainly at urban blue 

collar readers. It carries a steady diet of crime and human interest 

stories written in plain language. Nielsen estimated that Pos Kota 

had a daily readership of 568,000 in the third quarter of 2012.  

3. JawaPos : This daily newspaper is published in Surabaya in eastern Java by 

Jawa Pos National Network, the largest print media group in 

Indonesia. The Jawa Pos has a print run of 400,000 and is read by 

about 1.2 million people. It is the leading newspaper in East Java and 

claims to be the most widely read newspaper in the whole of 

Indonesia.  
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4. Seputar Indonesia : This Jakarta-based daily newspaper forms part of Indonesia’s large 

and influential MNC media group. It claimed sales of 254,000 in 2010 

and a readership of 626,000. However, the Nielsen newspaper 

readership survey for the third quarter of 2012 indicated that 

Seputar Indonesia’s readership had slumped to just 178,000 after 

suffering a sharp fall in the preceding 12 months. NMC owns three 

of Indonesia’s most popular TV stations.  

5. Koran Tempo : This newspaper is owned by the Tempo media group and enjoys a 

strong reputation for independent and in-depth reporting. It claims 

a daily print run of 240,000, but the Nielsen Q3 2012 media 

audience survey suggested that the newspaper had only 99,000 

readers nationwide. The Tempo group also publishes the popular 

weekly current affairs magazine Malajah Tempo and owns the radio 

news agency KBR68H.  

 

As for printed magazine, Tempo, a weekly magazine, is the most influential and has the largest share of 

readership, with the number of printed copies of approximately 180,000 per week, or 68% market 

penetration for weekly news magazines. The characteristics of its readers are: have family (73%), have 

their own house (57.5%), economically stable (65%), with dominated age group between 35-55 years 

old (63 thousand of total 620 thousand claimed readership). Tempo claims that most of the readers are 

young executives, company owners, CEO and top management18.  

 

 

D. Online news portal 
As the number of internet user is steadily increased, more people choose to access news from online 

sources, which is faster and can be done while doing something else. In most big cities where traffic jam 

is part of people’s daily routine, accessing news portals and social media become the way to kill their 

time while trapped in traffic.  

According to Infoasaid.org, the most popular online news portal in Indonesia is dominated by four main 

websites, as following:  

� Detik.com (www.detik.com), Indonesia’s most visited news website. It is owned by CT Corp, 

which also owns two national TV networks. 

� Vivanews (www.viva.co.id), owned by the Visi Media Asia group which also operates the news TV 

channel TVOne and the TV entertainment channel ANTV. 

� Okezone (www.okezone.com) the news portal of the MNC media group, which owns three of 

Indonesia’s largest TV networks. 

� Kompas.com (www.Kompas.com), the online version of Kompas daily newspaper. 

Exact figure, nonetheless, fluctuates from time to time. An approximate ranking of popularity can be 

checked through Alexa.com19 , which shows that Okezone.com is no longer the fourth, and replaced by 

Merdeka.com, a relatively new comer in Indonesia online media landscape.   

1. Detik.com (rank 7) 

2. Kompas.com (rank 12) 

3. Portal Viva.co.id (rank 19) 

4. Merdeka.com (rank 20) 

                                                           
18

 http://iklan-koran-tempo.blogspot.com/ 
19

 http://www.alexa.com/topsites/countries;1/ID access: 5 April 2013 
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5. Kapanlagi.com (rank 26) 

6. Goal.com (rank 29) 

7. Kompasiana.com (rank 34) 

8. Tribunnews.com (rank 35) 

9. Tempo.co.id (rank 40) 

10. Inilah.com (rank 51) 

 

 

E. Social Media 
Indonesia is ranked the 4th largest Facebook users and top 5 most active Twitter users in the world.  

Facebook remains the most popular social media in Indonesia with almost 39 million users nationwide, 

followed by Twitter with about one-sixth of the number of Facebook users. People also use blogs (5.27 

million) to share their thoughts in written. Kaskus claims itself as the “largest Indonesian Community”, 

where about 2.6 million people buy and sell things online, as well as sharing any kind of discussion and 

information. Foursquare is the fifth largest social media accessed by Indonesians.    

Graph 18 

Most popular social media in Indonesia 

 

  

 

 

 

 
Source: https://wiki.smu.edu.sg 

 

Youth productive group dominate Indonesian Facebook users. They are those in 18-24 and 25-34 years 

old age brackets. 

Graph 19 

Facebook User Characteristics 

 

 

 

 

 

 

 

Source: http://www.checkfacebook.com/ 



 

Meanwhile, Indonesia placed two of its big cities at top 10 most active Twitter users in the world. 

Jakarta is on big 5 and Bandung at the 6

This survey places Indonesia at 5

 

Indonesian Twitter users tweet most on mid week Thursday (17.20%) and Sunday and Wednesday (each 

14.10%). Twitter’s busiest hours in Indonesia are in the night time (33%), and in the morning (30%).  

 

It must be noted also that over 53% of the Twitter users re

tweets (47%). This means that if Indonesian Twitter users find a link or other tweet

will be quick to send and share them with others. 
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 http://semiocast.com/  

Indonesia placed two of its big cities at top 10 most active Twitter users in the world. 

big 5 and Bandung at the 6th rank20, according to a recent survey by Semiocast (2012).

This survey places Indonesia at 5th ranking.  

Graph 20 

Source: Semiocast, 2012

Twitter users tweet most on mid week Thursday (17.20%) and Sunday and Wednesday (each 

14.10%). Twitter’s busiest hours in Indonesia are in the night time (33%), and in the morning (30%).  

Graph 21 

Twitter busiest day in Indonesia 

 

 

 

 

 

         Source: https://wiki.smu.edu.sg

must be noted also that over 53% of the Twitter users re-tweet others’ rather

tweets (47%). This means that if Indonesian Twitter users find a link or other tweet

will be quick to send and share them with others.  
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Indonesia placed two of its big cities at top 10 most active Twitter users in the world. 

, according to a recent survey by Semiocast (2012). 

 

Source: Semiocast, 2012 

Twitter users tweet most on mid week Thursday (17.20%) and Sunday and Wednesday (each 

14.10%). Twitter’s busiest hours in Indonesia are in the night time (33%), and in the morning (30%).   

https://wiki.smu.edu.sg (2012) 

tweet others’ rather than sending their own 

tweets (47%). This means that if Indonesian Twitter users find a link or other tweets interesting, they 
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Chapter 6 

Conclusions and 

Recommendations 

 

 

 

1. The targeted audience of the website: 

a. Middle class banks customers 

Bank customers are the primary target audience since they are the main source of income for 

the financial institutions. In addition, majority of banks customers are middle class which 

comprise the majority population of Indonesia with characteristics of higher buying power, 

financial literacy and active online activities.  

b. Banking industry 

Banks can be part of the targeted audience as their reputation is sensitive to any negative news; 

they will monitor any media that covered their activities. It is likely banks will also interested to 

ResponsiBank website for any news related to their business. 

c. Banks investors 

Banks investors using relevant information from the website to create pressure for banks in 

implementing green banking practice in Indonesia despite regulation is yet to be imposed by the 

Government or Central Bank. For example, cease investment should the bank provide funding 

for non-environmental friendly projects. 

d. Government/Central Bank  

Government or Central Bank has the authority to formalize green banking practices by making 

adoption of such regulation compulsory with clear guidance at the operational level including its 

reward and punishment.  

e. Society  

Society in general can act as social control to monitor the implementation of CSR by banks. 

However, as has been discussed before, social activism and initiative to punish corporate due to 

their CSR practices are relatively low, therefore extra effort must be needed to ignite the society 

concerns over social and environmental issues. 

 

 

2. Low awareness and ignorance of targeted audience on banks CSR 

programs. The awareness of bank CSR programs among its customers is relatively low. 

Furthermore, the CSR programs is perceived as not bringing any financial consequences to banks, 

insignificant to customers’ loyalty and the absence of regulation for punishing banks that are 

noncompliant to their CSR obligation. Taking those factors into consideration in creating a website 

for banks CSR programs monitoring, it is highly important to build the awareness of CSR programs 

among the targeted audience first. 



 
38 

The website should provide additional information that can be used for the targeted audience to 

learn about social issues which eventually can improve their awareness on banks CSR programs. 

Such information must be able to be shared through social media if the audience want to share it. 

Information to be provided, among others but not limited to:  

• Ranking of banks based on its CSR programs in terms of the CSR programs offered, society 

engagement in CSR programs, the fund allocated for the programs. 

• Polling results of various direct and simple surveys, for example, which bank has good CSR 

programs, what CSR programs that are considered important, whether they want to involve in 

bank CSR programs and in what form of involvement should they are interested. It is better to 

have direct and simple surveys than open and long ones, as many people tend to avoid this 

type of surveys 

 

 

3. Using of social media.  Possible media to communicate to those certain groups is a 

website which has social media-like appeal since it is the most accessed websites when users going 

online. Social media continual rise, which is revolutionizing the way internet users communicate, 

share, entertain themselves and others, socialize, forming relationships and as source of 

information. ResponsiBank website and the available social media can interact with each other.  

ResponsiBank website has a page set-up on social media websites so it can provide feeder regarding 

interesting facts or information related to its contents of banks CSR programs on social media 

websites to its targeted audiences such as banks customers, regulators or society in general. The 

feeders are linked to ResponsiBank website for further exploration should the audiences are 

interested. In addition, ResponsiBank website is to provide link to social media should the visitors 

wish to share any ResponsiBank website contents to their own social media accounts.  

 

4. Using of conventional media (non social media).  Media such as television, 

radio and printed media (newspaper and magazine) should be considered as critical tool for 

marketing purpose, in addition to the enormous potential of social media (in point 1). Television is 

still at the top of middle class’ choice of entertainment, followed by radio and printed media. 

ResponsiBank needs to also explore the potential of putting its marketing efforts in online news 

portal, as it readership keeps growing along with the growth of internet penetration.     
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Suggested supplement marketing strategy: 

.......................................... 

 

5. Enticing Website 

a. Engaging website 

Indonesia is rank number four for most Facebook users and rank number five for most Twitter 

accounts with Jakarta at top list as city with most number tweets posted followed by Bandung 

at second position. This indirectly shows that Indonesians like to be connected with others to 

share information or to tell stories of any topics from trivial matters to heavy ones. Therefore, it 

is very important to create a website that allows conversation with targeted audience as 

visitors. Visitors not only get information from the website but also they can share information 

through the website. This communal activation can activate the relevant community to become 

the real channel. 

b. Emotional connection 

It is very important for a non-profit website to create emotional connection to encourage 

visitors to explore website longer to grasp the mission and goals offered. Website visual display 

can be used to create emotional connection with their users, among others but not limited to: 

• A clutter-free home page with clear navigation and links that encourages exploration 

• Create brand recognition with a logo 

• Clear organization purpose displayed on the website as it is the main consideration of 

middle class to join a community 

• Create a consistent visual theme 

• Create a video presence 

• Create an emotional connection using still photographs to tell a story 

• Media and social media, donor and volunteer-friendly site 

• Concise, user-friendly and easy to read information presentation 
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