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CHAPTER I 

INTRODUCTION 

 

1.1 Background 

Begin from the establishment of Shopee in Singapore in 2015, Shopee has 

done its vast and massive expansion from country to country within year, including 

Indonesia, where Shopee Indonesia has been well established and launched. Such 

expansion might show how the three main strategic orientations which consist of 

market orientation, technology orientation, and entrepreneurial orientation could 

affect a company’s international organizational performance. 

 

This paper will be focused on Shopee Indonesia, where market expansion 

and market domination has been done. Therefore, the research in this paper aims to 

find out whether or not the three main strategic orientations stated above have a role 

in Shopee’s overall organizational performance, especially in Indonesia. 

 

1.1.1 Shopee Indonesia 

Shopee first launch was in Singapore in 2015. As a social-first, mobile-

centric marketplace where users can browse, shop, and sell on the go, Shopee has 

been integrated with logistical and payment support, the asset-light platform that 

aims to make online shopping easy and secure for both sellers and buyers. Further, 

Shopee known as a Singaporean e-commerce platform headquartered under the Sea 

Group. It has expanded and reached to Malaysia, Thailand, Taiwan, Indonesia, 

Vietnam, the Philippines, and Brazil within year. It serves users in Southeast Asia 

and Taiwan to purchase and sell online products. Soon after, the app-based platform 

launched a website and in order to differentiate itself, Shopee offered online 

shopping security through its own escrow account services called “Shopee 

Guarantee” where able to withhold payment to the sellers until buyers have received 

their orders. (Garena Rebrands as Sea After Raising $550 Million in New Funding 

- Bloomberg, 2018)  
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Shopee started to entrance Indonesia’s market at the end of May 2015 and 

started its operation at the end of June 2015. Shopee Indonesia is one of Sea Group’s 

subsidiaries which is Singaporean headquartered. Shopee Indonesia was presented 

to bring the new shopping experience which facilitates sellers to sell their products 

and goods in an easier and simpler way as well as supplies the buyers with the 

secure payment system and integrated logistic arrangement (Shopee Opens New 

Regional HQ in Line with Singapore’s Push into Digital Economy, Singapore News 

& Top Stories - The Straits Times, 2019). Up to this date, Shopee has been the 

number one most downloaded app in Indonesia for shopping apps category from 

both Google Play Store and Apple App Store and achieved a 4.7 out of 5 rating 

from more than 3 million users who wrote a review about Shopee (Apple App Store 

& Google Play Store, 2020) 

 

Shopee’s users target is young people who are currently accustomed to do 

activities by the help of gadgets, including shopping activities. Therefore, Shopee 

is here in the form of application in order to support shopping activities that are 

easy and fast. Further, the product category offered by Shopee are more focused on 

fashion products and household appliances. In the home page, the users will be 

provided with 21 available categories at Shopee such as, women’s clothing, men’s 

clothing, women’s shoes, men’s shoes, bags, moslem fashion, fashion accessories, 

beauty & health, watches, gadgets, sports equipment, hobbies & toys, baby & 

children’s equipment, home supplies, electronics, computers & accessories, food & 

beverage, vouchers, photography, automotive, and miscellaneous including snacks 

and home decorations. (Shopee Indonesia | Jual Beli Di Ponsel Dan Online, n.d.)  

 

Moreover, Shopee’s CEO Chris Feng has informed Shopee’s superiority at 

Shopee’s launching in Indonesia last 2015, which are as follows: 

1. Selling goods quickly which can be done in just 30 seconds; 

2. Simple appearance and can be used easily even by new users; 

3. Offers chat feature with sellers, so that the buyers can be easily 

connected to the seller in order to conduct the transaction or bargaining. 
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This feature eases the users considering that in other applications or e-

commerce sites the buyers shall save the seller’s telephone number in 

order to get in touch with the sellers. In addition, chatting feature in 

Shopee application is also different where despite sending message, 

user can also send link such as photos through such chat room; 

4. Has bargaining feature that allows buyers to bid on prices set by the 

seller; 

5. Has complete sharing feature when can easily spread information to 

various social media or messengers, such as facebook, Instagram, 

twitter, line, pinterest, whatsapp, buzz, and beetalk; 

6. Integrates social media features including the hashtag function which 

allows users to search for items or products that is popular or to follow 

the latest product trends. (Shopee, Aplikasi Belanja Online C2C 

Meluncur Di Indonesia - Tekno Liputan6.Com, 2015) 

 

In 2015, Shopee also created a program called Shopee University in Taiwan 

which aimed at providing education to sellers who will sell their products at Shopee. 

The other purpose was Shopee aimed to sharing tips for sellers to succeed in doing 

business in the e-commerce field as well as being able to sell their products more 

and faster by selling it on Shopee. This Shopee University program has a curriculum 

based on the best practices conducted by Shopee’s top sellers for free. The Shopee 

University program is divided into three classes, which are beginner, advanced, and 

expert (As Market Heats up, Shopee Launches Its Own University … Kind of | 

Digital News Asia, 2016). One of the curriculum provided was online marketing 

and photography tips. After the success of Shopee University program in Taiwan, 

Shopee also launched the same program in various countries, such as Singapore, 

Malaysia, Vietnam, Thailand, the Philippines, and also Indonesia. As of today, 

around 70.000 (seventy thousand) sellers across all markets have benefited from 

Shopee University program. (Shopee.co.id, 2020) 
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Furthermore, in June 2017 Shopee Mall was launched in Taiwan and 

followed by launching in Indonesia on November 9th 2017. This new service has 

been inaugurated as a new shopping directory in Shopee’s mobile e-commerce 

platform. By adding this new online mall directory for premium brands, Shopee’s 

users may choose more than 500 popular brands from various products categories 

including smartphone, cosmetics, fashion, and etc. However, regarding this new 

directory, the Head of Marketing Shopee Indonesia Handhika Jahja said that the 

existence of this new directory will not affect and destroy the existing online sellers 

which has been sold premium products on their platform. Handhika added that the 

existence of Shopee Mall is as an alternative for different market, which is for them 

who wishes to purchase premium products with price and quality that can be 

authenticity guaranteed. Further, he explained that the existance of online mall in 

the middle of marketplace concept may become its own uniqueness for Indonesian 

consumers. (Shopee Rambah Pasar Premium Lewat Shopee Mall, Techinasia, 

2017) 

 

In 2018, Shopee has officially launched its first Super Brand Day in 

Indonesia with P&G as its partner. This initiative provided an exclusive spotlight 

and opportunity for brand partners in the Shopee application to reach more than 43 

million Shopee users in 515 cities and districts in Indonesia. Some main features 

such as appearance changes of the application, search column, and daily prize 

feature in Shopee application has been dedicated to one brand exclusively for 24 

hours. As part of a series of the campaigns, users can also enjoy the promotions and 

exclusive offers from the brand (Shopee Layani 900.000 Order Per Hari Di 

Indonesia - Teknologi Bisnis.Com, 2019). Up until today, Shopee Indonesia is still 

continue to offer Shopee’s Super Brand Day. Furthermore, in the same year, Shopee 

also has announced its first regional which is girl band BLACKPINK for its 12.12 

Birthday Sale (Shopee.co.id, 2020). 

 

Last February 2019, Sea Group has announced its financial result for Q4 

and full year ended December 31st 2018 which shows that Indonesia was Shopee’s 
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largest market and it is recorder 83.8 million orders in Q4 of 2018 or a daily average 

of 0.9 million orders, further extending its leadership as the largest e-commerce 

platform in the market (Marketwatch, 2019). Globally, in 2018 Shopee’s Gross 

Merchandise Value (GMV) hit US$ 10.3 million with over 600 million transactions 

on the platform (Shopee Layani 900.000 Order Per Hari Di Indonesia - Teknologi 

Bisnis.Com, 2019) 

 

Reported from cermati.com (2018), at this moment shopping style of 

Indonesian customers is started to shift from conventional transaction into online 

transaction. Furthermore, Head of Statistic Central Board/Kepala Badan Pusat 

Statistik Suhariyanto has confessed that this online shopping phenomenon is 

happening in Indonesia and it is caused by the rapid growth of e-commerce in 

Indonesia. In relation to such growth, Central Bank of Indonesia estimates that 

approximately 24.7 millions of Indonesian people do online shopping and the 

transaction value of e-commerce is predicted has reached Rp144 billion in last 

2018. This high interest of people to shop online is triggered by technological 

advancements. 

 

In order to be sustained and become the biggest e-commerce, Shopee shall 

ensure its strategic orientation which consists of market orientation, technology 

orientation, and entrepreneurial orientation which may give any affect to their 

firm’s performance as strategic orientations are viewed as principles that direct and 

influence the activities of a firm and generate the behaviors intended to ensure the 

viability and performance of the firm (Hakala, 2011) 

 

The above background has become the basis to conduct research in order to 

further explore regarding “MARKET, TECHNOLOGY, AND 

ENTREPRENEURIAL ORIENTATION ON SHOPEE INTERNATIONAL’S 

ORGANIZATIONAL PERFORMANCE IN INDONESIA” 
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1.2 Problem Statement 

The background that has been elaborated above has shown the fact that 

Indonesia has become the largest market of Shopee International within Asia. In 

relation to such matters, researcher intends to find out the reason why does 

Indonesia become the largest market among the other markets. Therefore, such 

background has become the basis for the following problem stated, which are as 

follows: 

1. Does market orientation give a positive affect to innovation? 

2. Does technology orientation give a positive affect to innovation? 

3. Does entrepreneurial orientation give a positive affect to innovation? 

4. Does entrepreneurial orientation give a positive affect to knowledge 

management? 

5. Does knowledge management give a positive affect to innovation? 

6. Does innovation give a positive affect to organizational performance? 

 

Further, pursuant to the problem statement above, the following is research 

objective that is going to be reached in this research, which are as follows: 

1. To know the relation between market orientation and innovation. 

2. To know the relation between technology orientation and innovation. 

3. To know the relation between entrepreneurial orientation and innovation. 

4. To know the relation between entrepreneurial orientation and knowledge 

management. 

5. To know the relation between knowledge management and innovation. 

6.  To know the relation between innovation and organizational 

performance. 

 

1.3 Research Outline 

This research paper is systematized in the following logic: 

Chapter 1 : Introduction  

This chapter introduces the topic of research, as well as the reason why the research 

is done, the background information about SHOPEE, and also the strategic 
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orientation which consists of market orientation, technology orientation, and 

entrepreneurial orientation may be related to SHOPEE International’s 

organizational performance in Indonesia. 

 

Chapter 2 : Literature Review 

This chapter provides theoretical framework that are used to support the variables 

of the research and its relationships one to another. 

 

Chapter 3 : Research Methodology 

This chapter explains the method of research, data collection method, and research 

approach that will be done for the research. 

 

Chapter 4 : Research Result 

This chapter will present the achieved result and evaluate the result to be compared 

to the hypotheses stated at the beginning of the research. 

 

Chapter 5 : Conclusion & Recommendation 

This chapter concludes the result obtained from the research and present future 

recommendation for the research. 

  


