
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 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, the Company has been able to optimise 
the full value of our business while creating job opportunities 
across the supply chain. For our branded products, Indonesia 
and China remain our main and secondary markets respectively. 
Meanwhile, we continue to extend our branded product offerings 
in new markets such as the Philippines and further a!eld in Africa 
and South America. 

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

The Indonesian Government is targeting to phase out the bulk 
purchase of cooking oil by 2015. This is to ensure a more stringent 
hygiene level, stability of prices of packaged oil, accountability 
and uniformity of sales tax. This helps our packaged and branded 
products to be more relevant in the marketplace.

In September 2011, the Indonesian Government revised its export 
tax regulation, providing more support to producers of re!ned palm 
oil products. We have therefore been building on our downstream 
facilities in line with the Government’s policy to encourage higher 
value-added products.

Vitamin A de!ciency remains a public health concern in Indonesia, 
especially in children and women. To address this, the Ministry of 
Industry announced in December 2013 that it will be mandatory 
for all local cooking oil producers to fortify their cooking oil with a 
minimum 40 IU of Vitamin A per litre from 2015. The Company is 
working towards rolling out the Vitamin A forti!ed palm cooking oil 
in accordance with this standard by the end of 2014. 

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

As of end of 2013, we successfully expanded the capacity of our 
Belawan re!nery, bringing the total capacity of our re!neries to 
2.28 million tonnes of CPO per annum. We also expanded our 
kernel crushing capacity to 1.07 million 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.

Chart 10.1 Cooking oil sales in Indonesia

Note: 
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Fractionation machinery at our Tarjun re!nery in South Kalimantan.
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Chart 10.2 Key brands in Indonesia by product category

Our cooking oil brands consistently rank in the top !ve brands  
of cooking oil sold in Indonesia

Cooking Oil

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

Specialty Fat

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

Shortening

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

Margarine

All four of GAR’s re!neries in Marunda, Surabaya, Tarjun and 
Belawan are ISO 9001 and ISO 22000 certi!ed. These certi!cations 
are international recognition of our quality management system, 
and that our re!ned products (including cooking oil, margarine and 
shortening) meet food safety standards.

In addition, three of our re!neries have received International 
Sustainability and Carbon Certi!cation (“ISCC”). Two of our re!neries 
are Roundtable on Sustainable Palm Oil (“RSPO”) certi!ed. We 
intend to obtain both ISCC and RSPO certi!cation for the remaining 
re!neries. With ISCC and RSPO certi!cation, our consumers can 
be assured that the palm oil content in their products is sustainably 
produced.

OFFERING SUPERIOR BRANDED PRODUCTS
Our branded products are produced to meet the varied tastes and 
income levels of Indonesian consumers. Chart 10.2 shows all the 
brands that we offer in the Indonesian market by product type. 
Our prominent cooking oil brands, Filma and Kunci Mas, have 
nationwide coverage through an extensive network of distributors 
and retailers.

China is our second major consumer market, and we offer several 
brands of cooking oil and noodle products there. We are continually 
optimising our oil re!ning and soybean crushing capacity to meet 
consumer demand, while developing new consumer distribution 
channels to take our products to new areas in China. 
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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 and Goodfry have been well-
received by the bakery industry, hotels, restaurants, cafes and 
catering businesses for over 20 years, Filma and Kunci Mas have 
been trusted brands among Indonesian consumers 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:

Standard 2013)” in the Cooking Oil and Margarine category, 
based on a survey by PT MARS Indonesia.

Satisfaction Standard 2013)” in the Cooking Oil and Margarine 
category, based on a survey by PT MARS Indonesia.

Margarine category for the second year running, based on a 
survey by SWA magazine, a well-known business magazine 
in Indonesia.

CONSUMER PROTECTION AND ENGAGEMENT
Through the packaging and bar code system, we create and 
maintain traceable records of our products. Details such as 
manufacturing and expiry dates and batch data from the various 
production plants are systematically recorded. There were no 
product recalls in 2013, and we complied 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. Few complaints are received 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 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.

Through the Filma Factory Visit programme at our Marunda re!nery, 
we provide public education on the production and proper use of 
cooking oil and margarine. We expect to enhance this experience 
of sights and smells of palm oil when the new facility for our Global 
Research and Development Centre (“GRDC”) is ready by the end 
of 2014. 

CONTRIBUTIONS TO THE COMMUNITY
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 (approximately 25% lower than the market price) 
in the rural and under-developed areas of Indonesia. Our community 
efforts in 2013 included the sale of more than 250,000 litres of 
subsidised cooking oil, mainly in Jakarta and Greater Jakarta, as 
well as several cities in Java, South Kalimantan, West Kalimantan, 
North Sumatra and South Sumarta. To date, we have distributed 
almost 1.5 million litres of cooking oil through Operasi Pasar.

HIGHER EFFICIENCY THROUGH PACKAGING 
We are environmentally conscious in our operations. Optimising our 
product packaging is an essential means of increasing ef!ciency and 
thus reducing our carbon footprint. Through continual research and 
redesign, we are improving the designs of various stock keeping 
units (“SKUs”) in our consumer product lines. 

In January 2014, we changed the dimensions of our four-litre Mitra 
brand cooking oil bottle, achieving an increase in load capacity of 
approximately 13.4% per container load. Similarly, a redesign of 
the secondary packaging (cardboard carton) of our export product, 
SMART Baker Gold Shortening, in May 2014 resulted in a 6.3% 
increase in capacity. The redesigned 500ml and two-litre bottles 
of Filma cooking oil in June 2014 also increased container load 
ef!ciency by approximately 10% and 11.7% respectively. 

We are now working on improving the packaging designs for our 
margarine and shortening SKUs, and plan to introduce these in 
the second half of 2014.

Some of our leading cooking oil and margarine brands in Indonesia.
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