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Indonesia GDP growth stay flat at around 5%
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Declining trend begins in 2011-2014; EM crisis

High inflation
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Net Export/Import Others

EXPORT/GDP 15.7%

IMPORT/GDP 17.6%

NET EXPORT  -0.1%

Source: bps.go.id

Q2’20

Local consumption contribute 58%Economy



CCI sit in 4th rank amongst APACEconomy



Still Top 10 in the worldEconomy



The Middle Class boom

2010

56.5%

2018

65%

Mid Middleclass

Demography



257 million 
population

29% under 15
70% under 40

population 
growth of 1.49 %

Source: USCB, CIA

Young populationDemography

Source: bps.go.id



Bigger and faster IndonesiaDemography



US$ 2 Trillion ++
US$ 1.5 Trillion
US$ 9000
68%

2025

US$ 1 Trillion
US$ 0.6 Trillion
US$ 4000
50%

2015

US$ 0.7 Trillion
US$ 0.3 Trillion
US$ 1500
43%
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PremiumizationDemand



Prepare for The Next PremiumDemand
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CHANGING FACE OF 

THE CONSUMER 

NEW PATTERNS OF 

PERSONAL 

CONSUMPTION

TECHNOLOGICAL 

ADVANCEMENTS

URBANISATION & 

INFRASTRUCTURE DRIVE

• HIGHER INCOME 

MIDDLE-CLASS

• WOMEN EXPLOSION  

IN THE WORKPLACE

• MILLENNIALS ARE

TAKING OVER 

• INCREASE IN 

CONVENIENCE 

• FOCUS ON HEALTH & 

WELLNESS

• HIGH BRANDS & LIFESTYLE

• SHIFT IN DISCRETIONARY 

SPENDING 

• FOCUS ON SHOPPING 

EXPERIENCE 

• MOBILE WORLD DIGITAL 

PROFILES

• SOCIAL-MEDIA-DRIVEN 

CONSUMPTION 

• URBANIZATION

• DIRECT-TO-CONSUMER 

• DISTRIBUTION SCALE UP

The face of Indonesia consumer has changed 

4 FUNDAMENTAL FORCES

Demand



Street market & Supermarket

Hypermarket/Minimarket /Fastfood

Local Department Stores
Malls

Consumer Durables

Licensed Brand Fashion

Lifestyle, Fashion & Accessories

Culinary F&B Diversity

Indoor/Outdoor Shopping Streets

International Brand Retailing

Luxury Brands

Adventures

Quality & Experience

Quantity &
Price

Convenience Resto

Entertainment

Sports

Retail Aspirational DevelopmentDemand

to
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= Urban Population 

30%
42%

44%

49.8%

Small format leads; traditional sustain

Supermarket Hypermarket Minimarket Convenient Specialist Online

Supply driven Market driven Imagination  driven

Traditional
store

68%

52%

Channel

Mini

CVS

Big box

Midi

Super 



Trade channel share 55 categories FMCG + cigarettes

70% 29% <1%
General Trade Modern Trade E Commerce

Frequency of shopping in a month

Small format leads; traditional sustainChannel



Indonesia Total  Groceries | Total FMCG 68 Categories | YTD Aug 19 vs YTD Aug 20
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For FMCG Java contribute 67%Channel



For FMCG eCommerce is still smallChannel



Aspirational, trendy categories runs betterChannel

Top five ranked category Ecommerce 2019

Fashion apparel
Consumer electronics and accessories
Health & beauty
Mom & baby products, toys, sport goods
Home & living

Report CLSA



Festive based consumption

Semester One

Retail Growth

Bottom Good Higher Peak

Semester Two

Low

Cycle


