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CONSUMER
Relations
A key part of our business strategy is to be a vertically integrated 
business, one that develops our own plantations, produces palm 
oil, refines it and ultimately sells it directly to customers and 
consumers in the form of branded products. Palm oil is consumed 
by millions of consumers around the world, and we are increasingly 
growing our consumer business in Indonesia and abroad. 

Being vertically integrated enables the Company to capture the full 
value of our business while creating job opportunities across the 
supply chain. Indonesia and China remain our main and secondary 
markets respectively for our branded products. Meanwhile, we 
continue to extend our branded product offerings in new markets 
such as the Philippines and further afield in Africa and South 
America. 

In Indonesia, the main use of palm oil is for cooking, and about 
88% of cooking oil used by consumers is bought in unpackaged 
bulk form, as Chart 10.1 shows.

Chart 10.1   Cooking oil sales in Indonesia
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The Indonesian Government is phasing out the bulk purchase of 
cooking oil for a number of reasons including hygiene, stability of 
prices of packaged oil, accountability and uniformity of sales tax. 
The Government is targeting 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 producers of refined 
palm oil products. Thus, our strategy to expand our downstream 
facilities is in line with the Government’s policy of encouraging 
higher value-added products.

Note: Estimates by the Company

ENSURING QUALITy AT OUR REFINERIES 
To capitalise on these opportunities, we have been enhancing the 
capacity of our refineries and kernel crushing plants where crude 
palm oil (“CPO”) and palm kernel (“PK”) are further processed 
into finished goods. Currently, GAR has four refineries and eight 
kernel crushing plants strategically located in Indonesia. 

At the end of 2012, we completed the expansion of our refinery in 
South Kalimantan, bringing the total capacity of the four refineries 
to 1.98 million tonnes of CPO per annum. We also expanded our 
kernel crushing capacity to 855,000 tonnes of PK per annum. 
From these facilities, we generate higher value-added products 
such as cooking oil, margarine, shortening and fats, palm kernel 
oil and palm kernel meal.

All of our four existing refineries are ISO22000 certified, an 
international recognition that our refined products (including 
cooking oil, margarine and shortening) meet food safety standards.   
Three of our refineries have received International Sustainability 
and Carbon Certification (“ISCC”) and we are in the process of 
obtaining ISCC for the remaining refinery in Surabaya. We also 
plan to obtain Roundtable on Sustainable Palm Oil (“RSPO”) 
certification for our refineries. With ISCC and RSPO certification, 
our consumers can be further assured that the palm oil found in 
their products is sustainably produced. 

Chart 10.2 shows how our downstream capacity has been 
expanding with consumer demand from 2009 to 2012.
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bRANDED PRODUCTS
Our branded products are produced to meet the varied tastes 
and income levels of Indonesian consumers. Chart 10.3 shows 
all the brands that we offer in the Indonesian market by product 
type. Our prominent cooking oil brands, Filma and Kunci Mas, 
are among the market leaders in Indonesia and have nationwide 
coverage through an extensive network of distributors and 
retailers spanning the entire Indonesian archipelago.

Despite intense competition, our domestic branded products 
recorded a 20% increase in sales volume in 2012 as compared 

Chart 10.2   Growth in GAR’s downstream operations in  
  Indonesia
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Chart 10.3   Key brands in Indonesia by product category

Margarine

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

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

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

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

to the previous year, largely due to our prudent and precise 
marketing strategy. 

China is our second major consumer market, and we offer 
several brands of cooking oil and other food products there. We 
are continually optimising our oil refining and soybean crushing 
capacity in China to meet consumer demand, and developing 
new consumer distribution channels to take our products to new 
underserved areas there.

bRAND RECOGNITION
Our branded products are widely used by commercial and 
domestic users in Indonesia. While our industrial margarine and 
shortening products such as Filma, Palmboom, Menara and 
Goodfry have been well received by the bakery, hotel, restaurant, 
café and catering industries for over 20 years,  Filma and Kunci 
Mas are trusted brands amongst Indonesian women for almost 
25 years. 

As a testament to the high quality and strong awareness of 
our prominent cooking oil brand, FILMA, we have received the 
following prestigious awards:

• “No. 1 Choice Brand” in the premium cooking oil category, 
according to the Indonesian Women’s Survey 2012 by Kartini 
women’s magazine and the Women’s Insight Centre;

• “5-Star Global Customer Satisfaction Standard 2012” in the 
cooking oil and margarine category, based on a survey by 

 PT MARS Indonesia;

• “Indonesia Original Brands 2012” in the cooking oil category, 
based on a survey by SWA magazine and Business Digest; and

• World record from Museum Rekor-Dunia Indonesia or MURI as 
the first cooking oil and margarine product  to have educational 
facilities about its production process.
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CONSUMER PROTECTION AND ENGAGEMENT 
Through the packaging and bar code system, we create and 
maintain traceability records of our products. We know where and 
when a product is manufactured and are clear about the product’s 
expiry date. There was no product recall in 2012, and we remained 
compliant with the applicable rules and requirements related to 
product labelling, sales and marketing.

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 cooking oil going cloudy when refrigerated or the occasional 
discolouration which can occur in margarine.

We educate consumers about our cooking oil and margarine 
products, for example through community outreach programmes 
such as Filma Club cooking demonstrations and the online 
platform www.sukamasak.com. 

Similarly, through the Filma Factory Visit programme at our refinery 
in Marunda, we provide the public with educative information 
on the production and proper use of cooking oil and margarine. 
Some 270 participants including students have undergone this 
experiential programme. 

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 prices of commodities, 
especially cooking oil, started to increase. 

Under this programme, we sell our branded cooking oil at a 
subsidised rate (15% to 25% lower than the market price) in the 
rural and under-developed areas of Indonesia. Our community 
efforts in 2012 included the sale of more than 185,000 litres of 
subsidised cooking oil, mainly in Jakarta, Greater Jakarta, South 
Sulawesi and several cities in Java island. To date, we have 
distributed more than 1 million litres of cooking oil through Operasi 
Pasar.

To promote entrepreneurship, we started an initiative in 2012 
called Filma Entrepreneurship. This programme, extended 
to family members of our employees from the downstream 
business, is designed to help participants start a bakery business. 
Participants learn the skills of baking and presenting their cakes 
and pastries, as well as marketing and best business practices. 
So far, 12 participants have completed the programme and are 
preparing to start their own bakeries.    

STAyING ENvIRONMENTALLy FRIENDLy
We are environmentally conscious in our operations. To minimise 
waste, we have reduced the materials used for the bottle and 
pouch packaging of Filma cooking oil. We have also improved 
our transportation logistics with an optimally designed carton 
packaging that maximises load capacity and enhances efficiency. 


