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Doing Business
with



EIBN is a partnership project between 5 European bilateral
chambers of commerce in Indonesia and 2 counterparts in
Europe

Initiated and co-funded by the EU

Launched in August 2013 

BritCham, EKONID,
IFCCI, INA, 
EuroCham

EUROCHAMBRES 
CCI Barcelona 

 EEN



Attracting EU businesses into Indonesia and supporting them in
their market entry activities; Increasing EU Business’ leverage
towards the Indonesian Governments.

The projects

Increase and improve export and investment of EU businesses to
the Indonesian market.Objectives

European businesses in Europe, in particular SMEs, with an interest
in Indonesian market. Existing European companies in Indonesia
which need to increase their presence and visibility.

Target 
group

Joint expertise, knowledge and experience of well-established
European business support organizations with an extensive
network in ASEAN, especially Indonesia and the EU.

Expertise



Availability of more comprehensive information 
on Indonesian & ASEAN market

More systematic and consolidated business 
support for companies from all EU28  member 

states

Platform for exchange among EU companies 
 increased visibility and leverage towards the 

Indonesian and ASEAN governments 

Platform for

Knowledge &  
Information 
sharing

Best-practise
exchange

Capacity building

EIBN

Infor-
mation

Business 
Support

Pan-
European

Thriving on Synergies



 Helpdesk  Company Directory

 Publications  Free E-book

• 900 contacts of European 
and Indonesian companies 
operating in Indonesia

 Events  Newsletter

Accessible after registration 
(free of charge)



Indonesia at Glance



World’s Most 
Populous Country

4th 17,508islands
Biggest Archipelagic Nation

10th
World’s Largest Economy

I N D  O N E S I A

255,9 million
Population (in 2015)

G20 Member State 
after India and 

China

3rd fastest growing 2,8 trillion
USD GDP (PPP)

11,100
USD GDP 
per capita (PPP)



Worlds Largest Archipelago

• 3.1 million km2 of sea 

• 1.9 million km2 of land

• Hub for international trade since the 7th century



… that will grow even further
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Structure of the Indonesian economy (2015)

Household Consumption 
Expenditure

39%

Non-profit Institution 
Serving Household 

Consumption Expenditure
1%

Government Consumption 
Expenditure

7%

Gross Domestic Fixed 
Capital Formation

23%

Change in Inventory
1%

Exports of Goods and 
Services

15%

Imports of Goods and 
Services

14%

Large 
domestic 
consumer 

base 
= 

Locomotive 
and guarantor  
of GDP growth



Economic activity by region



12

Special Economic Zones
& Strategic Tourism Areas

Sei Mangkei
Palm Oil, Rubber, Fertilizer 
Industries,
Logistics, Tourism

Tanjung Api-api
Palm Oil, Rubber,

Petrochemical Industries

Tanjung Lesung
Tourism

Mandalika
Tourism

Maloy Batuta
Palm Oil, Coal, Mineral 

Industries

Bitung
Fishery & Agro 

Industries, Logistics

Palu
Smelters,
Agro Industry,
Logistics

Morotai
Tourism, Manufacturing
Industry, Logistics

Padang Pariaman
Agro Industry 
(Cacao, Rubber, Palm Oli)

Lhoksemawe
Shipyard, 

Manufacture

West Java
Manufacture

Batu Licin
Refinery, 

Metal Industry

Tarakan
Manufacture

Garombong
Refinery, Logistic, 

Petrochemical Taka Bonerate
Tourism (Maritime)

Teluk Bintuni
Fertilizer, 
Petrochemical

Merauke
Food, Energy

Raja Ampat
Tourism (Maritime)

Sorong
Fish industry

Existing SEZs

Planned SEZs

Strategic Tourism Areas

Toba Lake

Kelayang

Thousand Islands

Borobudur

Komodo

Wakatobi

Bromo Tengger Semeru



• Since 1998 thriving and stable democracy

• Newly elected President: Joko Widodo

Joko Widodo
Governor of Jakarta 2012 – 2014
President 2014-2019

Stable Political environment 

Political Party 
34%

Professional
66%

CABINET



Source: Ministry of Industry, Facts & Figure 2016



FOOD & BEVERAGE

Indonesia’s growing middle class and high-income group have represented an increasingly discerning and 
demanding consumer base, eager to try new and innovative food and beverages products

 The F&B sector’s output has contributed:

- Primary sector (livestock, fisheries, agriculture, plantation) 15% of total GDP

- Secondary sector (manufacturing of F&B) 5% of total GDP

- as well as 27% of the total industrial manufacturing output .

 The turnover of the F&B industry has been growing 7.55% to a total nearly of US$30.3 billion in Q1

2016
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The monthly expenditure per capita in F&B averaged to 

approximately 51%.



The Food & Beverage sector is estimated to encompass over 6,000 companies, of which 
approximately 90% are classified as large or medium sized.  The players are dominated by the 

presence of large local companies, but also important international and foreign companies
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Beverage Food

Among the leading packaged food players in Indonesia, Indofood, Nestle Indonesia, Heinz 
ABC Indonesia and Unilever Indonesia has the strongest market share. In beverage, Danone 

Aqua held on firmly to its leadership within soft drinks with 47.5% of market share



Packaged Food Breakdown Non-Alcoholic Beverage Breakdown

Source: Roy Morgan Research, 2012

Source: USDA, Economic Research Service 
Calculations using EuroMonitor Data, 2012

Highest business potentials: halal products, branded and specialty food & beverages 
products, food processing machinery, supply of food ingredients and packaging.

Top commodities sourced from the EU are dairy products, prepared food, vegetable oils
and chocolate and cocoa products. For some commodities, trade with the EU accounts for
more than 20% of total imports (e.g. wine and beer, dairy products, vegetable oils)



Agriculture Products

In 2014, 31.5% of the 1.811.570km2 of Indonesian land was agricultural, while 13% of 
total land in Indonesia was arable, suitable for growing crops. 

1st

3rd

2nd

4th



Livestock Products

According to the National Meat Processor Association of Indonesia (NAMPA), the processed meat market in Indonesia is 

currently growing by 15% each year, with a share of 65% of processed meat mainly going to wet-markets, 30% sold by 

retailers and only 5% labeled as a premium cut, sold to high-end consumers. 



Among all meat-processed products, poultry has the biggest popularity. The processed poultry sector

contributes to 60% of the market and is still predicted to grow for the next two years. It is projected to have

doubled to 2.5 tonnes by 2018.

Poultry



Poultry



Duck
Average local production is 45.000 ton per year while the demand is 75.000 ton per year.
Mostly imported from Malaysia, but the government has blocked it on March 2017 due to
H1N1 virus.



Beef

consumption in 2016 was 
714,000 tons, which 

requires 190,000 tons to 
be imported



Beef

80% of the beef processed-meat products in Indonesia are produced locally, 

however almost 80% of the raw material imported from Australia. 



Lamb
in 2016, local production was 
67,000 tons short of meeting 
the domestic consumption of 
117,800 tons.



Lamb



Pork



Pork



Fisheries
Indonesia possesses a 
rich fish resources with 
an estimated 6.8 million 
tons per year spread 
throughout Indonesian 
waters including the 
Exclusive Economic Zone 
(ZEEI)

the Indonesian government has applied an open and closed fish importation system to
better manage the national fisheries needs. The main objective of the system is to
provide the supply needed by the fish processing industry, as well as to protect local fish
producers.



Dairy Dairy Products

Indonesia’s total annual milk consumption 

per capita is only 12.10 litres.  

Demand of raw milk reached 3,300 million 
tonnes in 2014. Only 21% domestic

Imported of NFDM, AMF and whole milk 
powder mostly from AU, NZ, USA, and EU

Packaged dairy 
products such as 
cheese, drinking 
milk products, 

yoghurt and sour 
milk have 

become more 
popular due to 

rising nutritional 

Packaged dairy products such as cheese, drinking 
milk products, yoghurt and sour milk have become 

more popular due to rising nutritional value 
awareness



Alcoholic Beverage

Category Classifications Type

A
Alcoholic beverage with 1-5% ethanol

(C2H5OH) content

Beer, Lager, Ale, Stout, Low Alcohol Wine, Carbonated Alcoholic

Beverage, Glutinous Rice Wine (Brem)

B

Alcoholic beverage with 5-20% ethanol

(C2H5OH) content

Wine, Sparkling Wine, Champagne, Carbonated Wine, Reduced Alcohol

Wine, Cocktail Wine, Quinine Tonic Wine, Meat Wine or Beef Wine, Malt

Wine, Fruit Wine, Cider, Perry,

Rice Wine, Vegetable Wine, Honey Wine (Mead), Palm Wine/Toddy,

Aromatic Alcoholic Beverage, Rice Wine with Greater Galingale (Beras

Kencur), and Ginseng Wine

C

Alcoholic beverage with 20-55% ethanol

(C2H5OH) content

Brandy, Fruit Brandy, Gin/Genever, Liquor, Rum, Vodka, Whiskey, Samsu

Alcohol (Spirit)

The Minister of Trade Decree No: 15/M-DAG/PER/3/2006, March 29, 2006

Indonesians perceive wine as a healthier alternative than other alcoholic beverages. 

Between 2005 and 2011, the consumption of wine in Indonesia increased by an annual average of 25% with a demand very much driven by 

the upper-income local population, but as well by the expatriate and tourist communities. The industry predicts a similar trend for 2014 

and 2015 with an estimated annual growth of 20%. 



Tourism industry has contributed 4.23% of total Indonesian investment in 2015 and it 

is Projected to rise by 8% in 2019.
It has became one of the trigger for the development of HORECA Business 
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 The mass grocery 
retail value sales’ 
grow at more than 

10% per year 
(outlet shift to 
modern markets).

In 2013, Indonesia has around 
590 shopping malls. 

While Jakarta contribute 
173 shopping malls

And the number increased 3.9%
per year.



Regulatory environment 

Decree of Chairman of BPOM No. HK.00.05.52.4040 on Food Categories

• Standard reference for the registration of food and beverages
• It divides food into those using foreign brands (ML) and those using local brands (MD) in their 
registration. This ML/MD number has to be displayed on the packaging

Decree of Ministry of Health No. 033/2012 on Food Additives

• The list of food categories is divided into 27 categories. 
• In accordance with this ministerial decree BPOM has issued 25 regulations to limit included food 
additives

Ministry of Agriculture regulation 60/2012 and Ministry of Trade regulation 60/2012

• In order to import horticulture products into Indonesia, an import-licensing regime is being 
imposed by the Ministry of Agriculture and the Ministry of Trade

• an import recommendation for horticulture products (RIPH) from the Ministry of Agriculture, a 
prerequisite for applying for the Import Permit Letter (SPI) from the Ministry of Trade

Regulation No. 22/M-DAG/PER/5/2010 of 21 May 2010 of the Ministry of Trade 

• all local and foreign companies that produce or import goods for the Indonesian market are 
obligated to attach labels written in Bahasa Indonesia

Law no.33/2014 on Halal Product Assurance
• Food and Beverage products must be Halal certified by 2019



Registration process

Regulatory body

Badan Pengawas Obat dan Makanan (BPOM) Republik Indonesia 
Indonesian National Agency for Drug & Food Control (NA-DFC)

www.pom.go.id

Directorate of Drug and 
Biological 
Product Evaluation

Directorate of Traditional 
Medicines, Cosmetics, 
and Food 
Supplements Evaluation

Directorate of 
Food Safety
Evaluation 

http://www.pom.go.id/


Registration process
Who should apply?
Only local distributor or agent located in Indonesia

Registration stages
Pre-registration can be done by E-Registration and Walk-in
Electronic Registration :
• Register through an online form at http://e-reg.pom.go.id
• Processing time: 30 working days 
• Determination of the registration category and evaluation path/timeline
• Consultation on completeness of registration dossier and document
• Registration Fee

Walk-in Registration:
• Processing time: 30 working days 
• Determination of the registration category and evaluation path/timeline
• Consultation on completeness of registration dossier and document
• Registration Fee

Registration
• Submit registration dossier according  to the registration category

http://e-reg.pom.go.id/


Registration process

Timeline for evaluation

• Food with Non Flavouring Instances and other food 60 WD

• For Functional Food, Herbal Food120 WD

• For Special Processed Food

• For Irradiated Food, Genetically Modified Food, Flavouring Instances, 
Organic Food, Milk and its processed products, Meat and its processed
products, Fish and its processed products, Alcohol beverages

150 WD



Registration process

Registration requirements for Import of Products :

• All companies must submit their company legal documentation (SIUP), API
(The Importer Identity Number) and API-T (Restricted Importer's Identification
Number) for an alcohol beverage importation

• The certification GMP/ HACCP/ ISO 22000 should also be submitted
• Designation Letter from originated country to local agent in Indonesia
• Health Certificate or Certificate of Free Sale
• A power of Attorney to assign local agent to conduct registration



Registration process

Labeling and Halal requirements

Labeling requirement

 All local and foreign companies that produce or import goods for the Indonesian market are
obligated to attach labels written in Bahasa Indonesia.

 Once obtained Halal certification, all companies must include the Halal Label on Product
packaging, specific part of the Product, and/or specific place of the Product

Halal requirements

A new Halal Law has been enacted in 2014 regulated by new body namely BPJPH or Halal
Product Assurance Organizing Agency
 The Halal Law requires all products that meet the halal requirements and enter, are circulated, or

sold within Indonesia to be halal certified within the next five years (by October 17, 2019).
 Halal certificates are valid for four years and subject to extension.
 The companies selling non-halal products must attach “non-halal” label on the product
 Products containing alcohol must state its alcohol contain in percentage form at the label
 Inclusion of Halal Label on the product must be easy to see and read as well as not easily erase,

detach, and damage.



Steps to Market Entry in Indonesia

Visit  the 
Indonesian 
market 
yourself

Export 
products 
working with 
local business 
partners

Appoint an 
agent to 
explore the 
market

Establish a 
company 
having in mind 
your planned 
business aims

Manufacture 
in Free Trade  
Zones in 
Indonesia



European Pavilion at Indonesian trade fairs (22th – 25th November 2017)

Upcoming event: European Pavilion at Food & Hotel Bali & Medical Trade Mission 2018

 Saving your marketing investment
 Saving your accommodation expenses with our 

discounted corporate rates at selected hotels
 B2B meeting arrangements

75% subsidized
FULLY BOOKED!



Food & Beverages Trade Mission (26 – 28 February 2017)

Food & Beverage | Wine & Spirits | Equipment for HoReCa | Hospitality 

75% co-financing 
Offered by EIBN



European Pavilion at Food & Hotel Bali (1st – 3rd March 2018) 



More information ?

www.eibn.org

info@eibn.org
kumala@eibn.org

http://www.eibn.org/
mailto:info@eibn.org
mailto:kumala@eibn.org


Thank you for your attention!


