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CHAPTER 01

Overview




(Fj{e\l/lem;e of the food market worldwide in 2022, by country (in million U.S.
ollars

Revenue of the food market worldwide 2022, by country

Revenue in billion U.S. dollars
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E::s{iﬁiog:é;ggadrg;% w;hzgjetl;ieﬁitoe: Gesglzgflgssgal::glr;gattl:eg ;e;ief?eureeri]rl;hoef?;t;); I;ti)ltl)ig'nsS-gSrT]sgltl:rfst&eéﬁ?:ama‘ags-tﬁa is leading the ranking (17.47 billion U.S. dollars) and is followed by the United States with 8.11 billion U.S. dollars. At the other end of the Sta t i sta 5

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


http://www.statista.com/statistics/758620/revenue-of-the-food-market-worldwide-by-country

(Fj{e\l/lenu)e of the food market in Indonesia from 2019 to 2028 (in million U.S.
ollars

Revenue of the food industry in Indonesia 2019-2028
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Description: The revenue in the food market in Indonesia was forecast to continuously increase between 2023 and 2028 by in total 94.6 billion U.S. dollars (+36.25 percent). After the ninth consecutive increasing year, the indicator is estimated to reach 355.4 billion U.S.

i '
dollars and therefore a new peak in 2028. Notably, the revenue of the food market was continuously increasing over the past years. Read more Stat I sta J
Note(s): Indonesia; 2019 to 2028

Source(s): Consumer Market Insights


http://www.statista.com/statistics/1220026/indonesia-revenue-total-food-market

Sales volume of the food market per capita in Indonesia from 2020 to
2028, by type (in kilograms)

Indonesia: sales volume per capita of the food market 2020-2028, by type
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Note(s): Indonesia; 2020 to 2028
Source(s): Consumer Market Insights


http://www.statista.com/statistics/1203588/indonesia-volume-per-capita-soft-drinks
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Revenue from packaged foods in Indonesia

dollars)

Sales of packaged foods in Indonesia 2022, by type
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Description: In 2022, rice which is a staple food in Indonesia reached a retail sales value of 9.8 billion U.S. dollars. Cooking ingredients and meals followed, with retail sales value amounted to 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

Gross domestic product (GDP) from manufactures of food products and
beverages in Indonesia from 2014 to 2022 (in trillion Indonesian rupiah)

GDP from manufactures of food products and beverages Indonesia 2014-2022
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Description: In 2022, preliminary figures showed that the gross domestic product (GDP) from manufactures of food products and beverages in Indonesia was about 1.2 quadrillion Indonesian rupiah. The GDP from manufactures of food products and beverages in Sta t I sta r'

Indonesia has gradually increased since 2014. Read more
Note(s): Indonesia; 2014 to 2022; at current market prices; *Preliminary figures. **Very preliminary figures. 1,000 Indonesian rupiah is equal to 0.067 U.S. dollars and 0.060 euros as of July 2023. Read more

Source(s): Statistics Indonesia


http://www.statista.com/statistics/1018736/indonesia-gdp-manufactures-food-products-beverages
http://www.statista.com/statistics/1018736/indonesia-gdp-manufactures-food-products-beverages

Year-on-year (YoY) value growth of the food segment in Indonesia from
3rd quarter 2021 to 3rd quarter 2022

YOY value growth rate of the food segment in Indonesia Q3 2021 - Q3 2022

Year-on-year value growth
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Description: In the third quarter of 2022, Indonesia recorded a value growth of almost twelve percent in the food sector. This accounted for a significant increase compared to the same quarter of the previous year. The food industry was among a few industries in the Sta t i sta r
country that have been positively affected by the COVID-19 pandemic. Read more J

Note(s): Indonesia; Q3 2018 to Q3 2022
Source(s): Kantar Worldpanel


http://www.statista.com/statistics/1211518/indonesia-value-growth-rate-of-food-segment
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Food expenditure




Share of expenditure on food and non-food among households in
Indonesia from March 2016 to March 2023

Share of spending on food and non-food among households Indonesia 2016-2023
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11 I Description: As of March 2023, approximately 49 percent of households' expenditure in Indonesia was allocated for food and about 51 percent for non-food. During the period measured, there were no significant changes on the share of income spent on food and s i r
non-food among urban households in Indonesia. Read more J

Note(s): Indonesia; March 2016 to March 2023
Source(s): Statistics Indonesia


http://www.statista.com/statistics/1421738/indonesia-food-and-non-food-expenditure-breakdown

Share of expenditure on food and non-food in Indonesia as of March 2023,
by urbanization

Spending on food and non-food Indonesia 2023 by urbanization
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Description: As of March 2023, approximately 45.5 percent of expenditure in urban areas was allocated for food and about 54.5 percent for non-food. In contrast, approximately 56.3 percent of expenditure in rural areas was spent on food and about 43.6 percent on sta t I sta rI

12|
non-food.
Note(s): Indonesia; March 2023
Source(s): Statistics Indonesia


http://www.statista.com/statistics/1130433/indonesia-food-and-non-food-expenditure-by-urbanization

Share of expenditure on food and non-food among urban households in
Indonesia from March 2016 to March 2023

Share of spending on food and non-food among urban households Indonesia 2016-2023
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13I Description: As at March 2023, approximately 45.5 percent of urban households' expenditure in Indonesia was allocated for food and about 54.5 percent for non-food. During the period measured, there were no significant changes on the share of income spent on sta i r
food and non-food among urban households in Indonesia. Read more J

Note(s): Indonesia; March 2016 to March 2023
Source(s): Statistics Indonesia


http://www.statista.com/statistics/1130395/indonesia-food-and-non-food-expenditure-breakdown-urban-areas

Share of expenditure on food and non-food in rural areas in Indonesia

from March 2016 to March 2023

Share of spending on food and non-food in rural areas Indonesia 2016-2023
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Description: As at March 2023, approximately 56.4 percent of expenditure in rural areas in Indonesia was allocated for food and 43.6 percent for non-food. During the period measured, there were no significant changes on the share of income spent on food and non-

food in rural areas in Indonesia.
Note(s): Indonesia; March 2016 to March 2023
Source(s): Statistics Indonesia

2023
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http://www.statista.com/statistics/1130417/indonesia-food-and-non-food-expenditure-breakdown-rural-areas

Breakdown of per caﬁita monthly expenditure on food in rural areas in
Indonesia as of March 2023

Breakdown of per capita monthly spending on food in rural areas Indonesia 2023

Share of monthly food expenditure
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-
15 Description: As of March 2023, approximately 26.32 percent of monthly per capita expenditure on food in rural areas in Indonesia was spent on prepared food and beverages. In comparison, about 8.51 percent of monthly per capita expenditure on food in rural areas I r
in Indonesia was spent on either fish, shrimp, squid or shellfish. Read more J

Note(s): Indonesia; March 2023
Source(s): Statistics Indonesia


http://www.statista.com/statistics/1130526/indonesia-breakdown-monthly-spending-on-food-in-rural-areas

Amount of money spent on one order on food delivery app in Indonesia as
of April 2023

Amount spent per food delivery app order Indonesia 2023
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Description: According to a survey conducted by Rakuten Insight, around 50 percent of respondents in Indonesia stated that they spent around 50 to 100 thousand Indonesian rupiah on one order on a food delivery app. According to the same survey, the most Sta t I sta r
popular food delivery app in Indonesia was GoFood. Read more J
Note(s): Indonesia; April 13 to 30, 2023; 9,874 respondents; 16 years and older

Source(s): Rakuten Insight


http://www.statista.com/statistics/1148126/indonesia-amount-spent-on-one-order-on-food-delivery-app
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Leading sales channels of fast-moving consumer goods (FMCG) in
Indonesia as of 2nd quarter 2023, by market share

Major FMCG sales channels Indonesia Q2 2023, by market share

Market share
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18 Description: As of the second 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 I r
has 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; Q2 2023
Source(s): Kantar Worldpanel


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

Distribution of sales in the food market in Indonesia from 2018 to 2027

Sales distribution in the food market in Indonesia 2018-2027
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19I Biigzisgt:ﬁg:OI:eISni:;o;&séat,oarz%ér;d 98 percent of consumers in the food market shop in offline retails in 2022. According to estimates of the Consumer Market Outlook, the share of offline sales is set to decrease by around 1.3 percent in 2027. Read more sta t I Sta 5

Source(s): Consumer Market Insights


http://www.statista.com/statistics/1203529/indonesia-sales-channels-food-market

20I

Most common items purchased through quick commerce in Indonesia in

2022

Preferred types of items bought through quick commerce Indonesia 2022
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Description: According to a survey conducted in Indonesia in October 2022, 49 percent of respondents stated that they have bought basic needs through quick commerce. Snacks were the next most common items purchased through quick commerce, as stated by 46
percent respondents.

Note(s): Indonesia; October 5 to 16, 2022; 911 respondents; 18-55 years

Source(s): Populix

Medicine
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http://www.statista.com/statistics/1394457/indonesia-types-of-items-bought-through-quick-commerce

Types of items purchased on social media in Indonesia as of February

2023

Types of items purchased using social media Indonesia 2023
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21 I Description: According to a survey on social commerce conducted by Rakuten Insight in Indonesia in 2023, 73 percent of respondents answered they had bought clothing articles using social media. The same survey indicated that around 40 percent of Indonesian

consumers regularly shopped on social media.
Note(s): Indonesia; February 9 to 28, 2023; 11,824 respondents; 16 years and older; among those who have made purchases on social media
Source(s): Rakuten Insight
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http://www.statista.com/statistics/1373632/indonesia-types-of-items-purchased-on-social-media

Intention to buy groceries online among consumers in Indonesia in 2022

Intention to purchase groceries online Indonesia 2022
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22 I Description: According to a survey in Indonesia in 2022, more than 50 percent of the respondents stated that they would continue buying groceries online. Meanwhile, around 30 percent of consumers would increase their spending on online groceries. Read more Sta t I sta r

Note(s): Indonesia; 2022; 1,000 respondents
Source(s): McKinsey & Company


http://www.statista.com/statistics/1365767/indonesia-intention-to-buy-groceries-online
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