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A key part of our business strategy is to be a vertically integrated 
business, one that produces palm oil and ultimately sells it directly 
to customers or consumers in the form of branded products.  
Palm oil is a valuable part of the diet of hundreds of millions of 
consumers around the world and we are increasingly growing 
our consumer business at home and abroad.

Being vertically integrated helps the Company capture the 
complete value of the raw materials, something developing 
countries increasingly need to do, with all the wealth and job 
creation that it implies.  We are developing new markets for our 
branded products in Asian markets such as the Philippines, and 
further afield in Africa and South America.  However, our main 
markets remain Indonesia and, secondarily, China.

In Indonesia, the main use of palm oil is for cooking oil. The 
market for branded oil is not very developed, and about 88% 
of the cooking oil used by consumers is bought in unpackaged 
bulk form, as Chart 10.1 shows.  The Indonesian Government 
wants to phase out the bulk purchase of cooking oil for a number 
of reasons including hygiene, stability of prices of packaged 
oil, accountability and to provide for the uniformity of sales tax.  
The Government wants to achieve this goal by 2015, making 
packaged and branded products like ours more important in the 
marketplace.

In September 2011, the Indonesian Government revised its 
export tax regulation, providing more support to palm oil refined 
product producers. Our strategy to expand downstream facilities 
is in line with the Government’s policy to encourage higher value-
added products. 

GAR currently has four refineries with a combined installed 
capacity of 1.38 million tonnes of CPO per annum. Starting 2011, 
we have invested to double our capacity by adding approximately 
1.20 million tonnes per annum within the next two years. 

Of our four existing refineries, three are accredited with ISO 
22000 certification, an international recognition that our refined 
products (including cooking oil, margarine and shortening) meet 
food safety standards. Our newest refinery plant in Marunda, 
North Jakarta, is working towards attaining ISO 22000 certification 
in 2012. 

During the year, we completed two new kernel crushing plants 
(“KCP”) in Lampung and Kalimantan, which brought our total 
kernel crushing capacity to 819,000 tonnes of palm kernel per 
year.

Chart 10.2 shows how our downstream capacity has been 
growing with consumer demand since 2006.  
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Chart 10.1 Cooking oil sales in Indonesia Chart 10.2 Growth in GAR’s downstream capacity (2006-2011)
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bRandEd PROduCtS
Our branded products are produced to meet the needs of a 
range of tastes and incomes among Indonesian consumers.

Chart 10.3 shows all the brands we sell in the Indonesian 
market by product type. Our prominent cooking oil brands, Filma 
and Kunci Mas, are among the leaders in Indonesia. They are 
supported by nation-wide coverage with hundreds of distributors 
and thousands of retailers.

Although the market is very competitive, we have achieved very 
good growth. 2011 was another good year for our domestic 
branded product sales, despite increasing input prices of CPO. 
Our prudent and precise marketing strategy has successfully 
grown our branded sales volume in Indonesia by 16% in 2011 
compared to the previous year.

An important consumer initiative in early 2012 was the 
partnership with Pengurus Besar Nahdlatul Ulama (“PBNU”), a 
Muslim organisation, to introduce its own brand of cooking oil, 
Bintang 9. Under a Memorandum of Understanding, PBNU buys 
from us the palm oil that goes into making the cooking oil, and 
subsequently distributes and sells the cooking oil themselves. 
Targeted at PBNU members, Bintang 9 is designed to meet their 
price and religious needs. 

PBNU wants a product that can be sold to its members with 
absolute quality, religious integrity and at an affordable price.  
This product will also be one that members themselves can sell 
with confidence and so will help generate income for both the 
organisation and its members.

The second major consumer market for us is China, where like 

Indonesia, we have several brands of cooking oil in the market 
and also the capacity to sell over 5 billion packets of noodles.  
We are expanding both our oil refining and soybean crushing 
capacity to meet consumer demand, and developing new 
consumer distribution channels to take our products to new 
areas in China.  

bRand RECOgnitiOn
Trusted by Indonesian women for almost 25 years, Filma and 
Kunci Mas are perceived as high quality cooking oils. For example, 
Filma was voted the No. 1 Choice Brand in the Indonesian  
Women’s Survey 2011 conducted by women’s magazine Kartini 
and the Women’s Insight Centre. 

Our industrial margarine and shortening products, Filma, 
Palmboom, Menara and Goodfry, have also been well received 
by the bakery, hotel, restaurant, café and catering industries for 
more than 20 years.

COMPEtitiOn law
In 2010 we reported that our Indonesian subsidiary SMART 
was involved in a law suit with 19 other cooking oil companies 
brought by the Business Competition Supervisory Commission 
(“KPPU”), for allegedly breaching competition law, particularly 
articles regarding oligopoly, cartel and price fixing practices. 
We also reported that we were vindicated of the charge by the 
District Court in February 2011 but KPPU decided to appeal to 
the Supreme Court.

The Supreme Court, by its judgment issued on 25 November 
2011, rejected the appeal by KPPU, implying that the decision of 
the District Court is upheld and that we remain vindicated of all 
relevant charges.
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Our margarine brands consistently rank in the top ten brands 
of margarine sold in Indonesia.

Our shortening brands consistently rank in the top ten brands 
of shortening sold in Indonesia.

Our specialty fat brands consistently rank in the top ten 
brands of specialty fats sold in Indonesia.

Cooking oil

Margarine

Shortening

Specialty fat

Our cooking oil brands consistently rank in the top five 
brands of cooking oil sold in Indonesia.

Chart 10.3 Key brands in Indonesia by product category



Health and Safety
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COnSuMER PROtECtiOn and EngagEMEnt
With regard to our own products, we have established complete 
traceability through the packaging and bar code system.  We 
know where and when a product is manufactured and are clear 
about the product’s expiry date.  There were no product recalls in 
2011, and we have not been cited for any issue of non-compliance 
in product labelling or marketing activity; neither have we been 
required to pay any fines for issues relating to consumer sales. 

We provide care lines for our consumers to contact us with 
feedback on our brands. We receive very few complaints each 
year and none are considered health threatening. They tend to 
be about oil going cloudy when refrigerated or the occasional 
discolouration which can occur in margarine. 

We continue to have our own programmes to educate consumers 
about all our products, especially cooking oil, as persistent 
misuse can impact the health of the consumer.  By misuse we 
mainly mean consumers re-using the oil too often such that 
its chemical composition changes to the detriment of human 
health. Besides informing consumers of these issues through 
our community outreach programmes, we conduct frequent 
baking and cooking demonstrations to educate consumers on 
the proper use of our products.

COMMunity COntRibutiOnS
We recognise that the price of food staples for the poor is a 
vital issue. As part of our efforts to assist the poor, we have 
been running Operasi Pasar (Operation Market), a programme 
that we initiated in Indonesia in mid-2007 when the prices of 
commodities, especially cooking oil, started to increase. Under 
this programme, we sell our branded cooking oil at a subsidised 
rate (15%-25% lower than the market price) in the rural and 
under-developed areas of Indonesia. Our community efforts 
in 2011 included the sale of more than 285,000 litres of the 
subsidised cooking oil, mainly in areas such as Jakarta, Lampung, 
Medan, South Kalimantan and several cities in Java island. Since 
the initiation of the project, we have distributed more than one 
million litres of cooking oil through Operasi Pasar.

EnviROnMEntal iSSuES
We are conscious that as our consumer business grows, we 
will need to tackle its increasing impact on the environment.  
Most important is the management of used packaging either 
through recycling or the use of bio-degradable packaging.  Many 
other consumer goods companies face these issues. In 2011, 
we began to explore the use of bio-degradable carton packaging 
for our products, and we will detail our progress on this in future 
reports.

Our CEO and Chairman Franky O Widjaja handing out subsidised cooking oil 
as part of the Operasi Pasar outreach programme




