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CHAPTER 01

Overview




Year-on-year change of fast-moving consumergoods (FMCG) value spend
in Asia from 3rd quarter 2018 to 2nd quarter 2023, by segment

YoY growth rate FMCG value Asia Q3 2018-Q2 2023, by segment
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4I Description: In the second quarter of 2023, the home care segment in Asia had the highest growth in its value spend of 7.4 percent compared to the second quarter of 2022. By comparison, the value of the dairy segment in the region declined by over one percent. r
Read more J

Note(s): Asia; Q3 2018 to Q2 2023
Source(s): Kantar Worldpanel


http://www.statista.com/statistics/1204626/apac-yearly-growth-rate-of-fmcg-value-by-segment

Year-on-year change of fast-moving consumer goods (FMCG) value in Asia
from 3rd quarter 2018 to 2nd quarter 2023, by country or territory

YoY growth rate FMCG value Asia Q3 2018-Q2 2023, by country
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Description: In the second quarter of 2023, Vietnam's rural area recorded the highest FMCG growth of 14.3 percent among other selected countries in Asia. In comparison, Thailand's FMCG market decreased by three percent compared to the same quarter of the

previous year.
Note(s): Asia; Q3 2018 to Q2 2023
Source(s): Kantar Worldpanel
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http://www.statista.com/statistics/1204751/apac-yearly-growth-rate-of-fmcg-value-by-country-or-region

Year-on-year (YOY) change in FMCG value in Indonesia in 2nd quarter 2023,
by segment

YOY growth rate of the FMCG value in Indonesia Q2 2023, by segment
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Description: In the second quarter of 2023, Indonesia recorded positive changes across all fast-moving consumer goods (FMCG) segments except the dairy segment compared to the same quarter in the previous year. The overall change in the FMCG market value in Sta t I sta r
the country stood at 3.3 percent in that quarter. Indonesia’s FMCG market is one of the fast-growing in the Southeast-Asian region. Read more J
Note(s): Indonesia; Q2 2023

Source(s): Kantar Worldpanel


http://www.statista.com/statistics/1203725/indonesia-growth-rate-of-fmcg-value-by-segment

Leading sales channels of fast-moving consumer goods (FMCG) in
Indonesia as of 3rd quarter 2023, by market share

Major FMCG sales channels Indonesia Q3 2023, by market share
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7 Description: As of the third quarter of 2023, traditional trade held the highest market share of 83 percent in the fast-moving consumer goods (FMCG) sector in Indonesia. Mini markets followed with seven percent market share in the FMCG sector. Traditional trade has I r
been an important part of many Indonesians’ lives. It is a familiar sight in Indonesian neighborhoods, and a place for bargaining and purchasing various consumer products. Read more J

Note(s): Indonesia; Q3 2023
Source(s): Kantar Worldpanel


http://www.statista.com/statistics/1204130/indonesia-leading-fmcg-channels-by-market-share

Fast-moving consumer goods (FMCG) spending as a share of the total household
expenditure in Indonesia from 3rd quarter 2018 to 3rd quarter 2023

Share of household spending on FMCG Indonesia Q3 2018- Q3 2023
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Description: As of the third quarter of 2023, the share of household spending on fast-moving consumer goods (FMCG) in Indonesia amounted to about 19.6 percent of the total household spending. The household spending share on FMCG remained constant r
compared to the same quarter in the previous year. Read more J

Note(s): Indonesia; Q3 2018 to Q3 2023
Source(s): Kantar Worldpanel


http://www.statista.com/statistics/1204279/indonesia-household-spending-share-on-fmcg
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Key segments




Revenue of the food market in the Indonesia from 2014 to 2027, by type
(in billion U.S. dollars)

Food market revenue in Indonesia 2014-2027, by type
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Description: Significant fluctuations are estimated for all segments over the forecast period for the revenue. Considering the 13 different types presented in this statistics, 'Food' leads the ranking with 366.75 billion U.S. dollars revenue. Contrastingly, 'Pet Food' is

L] r
ranked last, with 3.63 billion U.S. dollars. Their difference, compared to the Food, lies at 363.12 billion U.S. dollars. Read more sta t I sta J

Note(s): Indonesia; 2014 to 2027
Source(s): Consumer Market Insights


http://www.statista.com/statistics/1203470/indonesia-revenue-growth-food-market

Revenue from packaged foods in Indonesia

dollars)

Sales of packaged foods in Indonesia 2022, by type
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1 I Description: In 2022, rice, a staple food in Indonesia, reached a retail sales value of around 9.8 billion U.S. dollars. Cooking ingredients and meals followed, with retail sales amounting to almost 6.4 billion U.S. dollars. Read more

Note(s): Indonesia; 2022
Source(s): Euromonitor; USDA Foreign Agricultural Service
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http://www.statista.com/statistics/715596/packaged-food-sales-in-indonesia-by-type

Revenue of alcoholic drinks market in Indonesia in 2022, by type (in million
U.S. dollars)

Alcoholic drinks market revenue in Indonesia 2022, by type
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12 I gslslgis;?tion: Concerning the four selected segments, the segment Wine has the largest revenue with 1.1 billion U.S. dollars. Contrastingly, Cider, Perry & Rice Wine is ranked last, with 23.24 million U.S. dollars. Their difference, compared to Wine, lies at 1 billion U.S. Sta t i sta E

Note(s): Jan 1st to Dec 31st 2022
Source(s): Consumer Market Insights


http://www.statista.com/statistics/1203782/revenue-alcoholic-drinks-indonesia-by-type

Revenue of non-alcoholic drink market in Indonesia from 2017 to 2027, by
type (in billion U.S. dollars)

Revenue of non-alcoholic drinks in Indonesia 2017-2027, by type
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Description: Significant fluctuations are estimated for all segments over the forecast period for the revenue. Overall, the indicator appears to follow a positive trend, as there are more increasing values than decreasing values expected in the individual segments until

L] r
2027. Among them, the segment Soft Drinks achieves the relatively highest value throughout the entire period, reaching 19.19 billion U.S. dollars. Read more sta t I sta J
Note(s): Indonesia; 2017 to 2027

Source(s): Consumer Market Insights


http://www.statista.com/statistics/1203791/revenue-non-alcoholic-drinks-indonesia

Revenue of the beauty & personal care market in Indonesia from 2018 to

2028, by type (in billion U.S. dollars)

Revenue of beauty & personal care in Indonesia 2018-2028
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Description: Over the last two observations, the revenue is forecast to significantly increase in all segments. Especially notable is the remarkably robust growth observed in the Beauty & Personal Care segment as we approach the end of the forecast period. This value,
reaching 0.4 billion U.S. dollars, stands out significantly compared to the average changes, which are estimated at 0.1525 billion U.S. dollars. Read more
Note(s): Indonesia; 2018 to 2028

Source(s): Consumer Market Insights

2028
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http://www.statista.com/statistics/1204668/indonesia-revenue-beauty-and-personal-care-market-by-type

Revenue of the tobacco products market in Indonesia from 2018 to 2028,
by type (in million U.S. dollars)

Revenue of the tobacco products in Indonesia 2018-2028, by type
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Description: Over the last two observations, the revenue is forecast to significantly increase in all segments. Especially notable is the remarkably robust growth observed in the Cigarettes segment as we approach the end of the forecast period. This value, reaching 1.1 Stat i sta r
billion U.S. dollars, stands out significantly compared to the average changes, which are estimated at 276.425 million U.S. dollars. Read more J

Note(s): Indonesia; 2018 to 2028
Source(s): Consumer Market Insights


http://www.statista.com/statistics/1209571/indonesia-revenue-tobacco-products

CHAPTER 03

Market players




Leading fast-movinF consumer goods (FMCG) brands in Indonesia in 2022,
by rate of household penetration

Leading FMCG brands in Indonesia 2022, by household penetration
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17 I Description: In 2022, Indomie was the most chosen brands among consumers in Indonesia, with 95.4 percent of households in Indonesia having bought an Indomie product at least once. Indomie is an Indonesian instant noodle brand which is most well known for its Stat I sta r
instant Mi Goreng. Indofood, the company that produces Indomie, had net sales of about 110.83 trillion Indonesian rupiah in 2022. Read more J
Note(s): Indonesia; 2022
Source(s): Kantar Worldpanel


http://www.statista.com/statistics/1060457/indonesia-leading-fmcg-brands-household-penetration

Net sales of PT Indofood Sukses Makmur Tbk (Indofood) from fiscal year
2014 to 2022 (in trillion Indonesian rupiah)

Net sales of Indofood FY 2014-2022

Net sales in trillion Indonesian rupiah

-
18 I Description: At the end of fiscal year 2022, Indofood's net sales amounted to approximately 110.83 trillion Indonesian rupiah. This was an increase of about 11.5 trillion rupiah from the previous fiscal year. Indofood is one of Indonesia's major companies in the food I r
industry. It is the producer of the popular instant noodles brand, Indomie. Read more J
Note(s): Indonesia; financial years 2014 to 2022; financial statement; financial year follows the calendar year

Source(s): Indofood


http://www.statista.com/statistics/999935/indofood-net-sales

Net sales of PT Mayora Indah Tbk from financial year 2016 to 2022 (in
trillion Indonesian rupiah)

Net sales of PT Mayora Indah Tbk FY 2016-2022
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Description: At the end of financial year 2022, PT Mayora Indah Tbk's net sales amounted to approximately 30.67 trillion Indonesian rupiah, showing an increase compared to the previous financial year. PT Mayora Indah Tbk is one of Indonesia's fast-moving consumer I r
goods (FMCG) companies with a focus on food and beverage sector. It is the producer of the popular instant coffee, Torabika. Read more J

Note(s): Indonesia; FY 2016 to 2022
Source(s): PT Mayora Indah Thk


http://www.statista.com/statistics/1211842/mayora-indah-net-sales

20I

Net sales of PT Unilever Indonesia Thk from financial year 2013 to 2022 (in
billion Indonesian rupiah)

Net sales of PT Unilever Indonesia Tbk FY 2013-2022
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Description: In financial year 2022, PT Unilever Indonesia Tbk's net sales was about 41 trillion Indonesian rupiah. Unilever Indonesia was founded in 1933 and since then it has developed to become one of Indonesia’s largest fast-moving consumer goods (FMCG) Stat i sta r
companies. Unilever Indonesia was the fourth-largest business by market capitalization at the Indonesia Stock Exchange at the end of 2015. Read more J

Note(s): Indonesia; financial years 2013 to 2022; financial year ends on December 31
Source(s): Unilever


http://www.statista.com/statistics/1056958/unilever-indonesia-tbk-net-sales

Sales value of PT Kino Indonesia Tbk from financial year 2016 to 2022 (in
trillion Indonesian rupiah)

Sales value of PT Kino Indonesia Tbk FY 2016 to 2022
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21 I Description: At the end of financial year 2022, PT Kino Indonesia Tbk reported sales value of around 3.6 trillion Indonesian rupiah. PT Kino Indonesia Tbk is one of Indonesia's leading fast-moving consumer goods (FMCG) companies, which operates through personal Stat I sta r'

care, beverages, food, and pharmaceutical segments. Read more
Note(s): Indonesia; financial years 2016 to 2022; consolidated statements; financial year ends on December 31

Source(s): PT Kino Indonesia Tbk


http://www.statista.com/statistics/1207839/kino-indonesia-sales-value
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