
 
 
 
 
Tuesday, 28 March 2006 
 
INDOFOOD 2005 FINANCIAL RESULTS 
NET SALES IMPROVED TO RP.18.8 TRILLION (2004 : RP.17.9 TRILLION) 
 
The attached press release was released today in Jakarta by Indofood, in which the First 
Pacific Group holds an economic interest of 51.5 per cent. 
 
Indofood is the premier processed-foods company in Indonesia, which offers total food 
solutions to its customers. It is based in Jakarta, and is listed on the Jakarta and Surabaya 
Stock Exchanges. Through its four major business units, Indofood offers a wide range of food 
products: Bogasari (flour and pasta), Consumer Branded Products (Noodles, Food Seasonings, 
Snack Foods, and Nutrition and Special Foods), Edible Oils and Fats (Cooking Oils, 
Margarine and Shortening) and Distribution. Indofood is considered as one of the world’s 
largest instant noodles manufacturer by volume, and the largest flour miller in Indonesia. 
Indofood’s flourmill in Jakarta is one of the largest in the world in terms of production 
capacity in one location. It also has an extensive distribution network in the country.  Further 
information on Indofood can be found at www.indofood.co.id. 
 
 

*       *       * 
 
 
For further information, please contact: 
 
PT INDOFOOD SUKSES MAKMUR TBK 
Djoko Wibowo Tel:   (62-21) 522 8822 ext. 134 or 790 
Head of Investor Relations Division    
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INDOFOOD 2005 FINANCIAL RESULTS 
NET SALES IMPROVED TO RP.18.8 TRILLION  

(2004 : RP.17.9 TRILLION) 
 

============ 
 

The Board of Directors of Indofood announced today Indofood's consolidated financial results 
for the year ended Dec.31, 2005. Although faced with growing and aggressive competition, 
Indofood was able to record an improvement in its consolidated sales to Rp.18.8 trillion 
(inclusive of the export revenues of US.Dollar 235.5 million, or 12% of total sales), compared 
to 2004 of Rp.17.9 trillion. Sales revenues of Bogasari and Noodles, two of the Company’s 
principal divisions rose 5.1% and 3.8%, respectively.  
 
For the year ended Dec.31, 2005, sales contribution of the strategic business group were : 
Bogasari : 34%, Consumer Branded Products : 37% (of which Noodles is 32%), Edible Oils & 
Fats : 16%, and Distribution : 13%. 
 
Gross margin declined to 23.6% (2004, as restated : 25.7%), while operating margin decreased 
to 8.9% (2004, as restated : 11.7%), mainly due to the declining margin of Noodles, resulting 
from  the consumer promotional program of “buy five get one free”, implemented since April 
2004 (This program was  discontinued in  March 2006), as well as increase in fuel prices and 
higher cost of raw & packaging materials. Besides, lower CPO prices in 2005 also reduced the 
margin in the Edible Oils & Fats group.  
 
Net income declined to Rp.124.0 billion from Rp.386.9 billion in 2004 (as restated) as a result 
of several one-time net charges during 2005, including the losses of Rp.287.4 billion arising 
from the unwinding of “Principal Only Swap” hedging contracts of US.Dollar 250 million and 
the retirement & severance allowances of Rp.203.7 billion, offset by compensation received 
from Nestle JV and net gain on redemption of IDR Bonds II and III.  HAD THERE BEEN NO 
“ONE-TIME” CHARGES AND CREDITS, NET PROFIT AFTER TAX FOR THE YEAR 
ENDED DEC.31, 2005 WOULD HAVE BEEN RP.399.7 BILLION. 
 
At the end of Dec.2005, total assets were Rp.14.8 trillion (Dec.31,2004 : Rp.15.7 trillion), 
including cash & cash equivalents of Rp.0.97 trillion (Dec.31,2004 : Rp.1.4 trillion), while 
shareholders' equity amounted to Rp.4.3 trillion (Dec.31, 2004 : Rp.4.2 trillion). 
 
On a positive note, the Company’s total outstanding debts declined significantly to Rp.6.8 
trillion as of Dec.31, 2005 compared to Rp.7.9 trillion as of Dec.31, 2004, of which the 
US.Dollar denominated debts was reduced to US.Dollar 190.6 million in 2005 compared to 
US.Dollar 317.4 million in 2004. Consequently, the Debt - Equity ratio as of Dec.31, 2005 
improved to 1.59 times (Dec.31, 2004, as restated : 1.88 times), while Net - Gearing ratio 
improved to 1.36  times (Dec.31, 2004, as restated : 1.55 times).  As part of the ongoing debt 
management program, the Company continues to seek opportunities to replace financing 
sources with lower interest rates.  
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On March 2, 2006, the UK High Court decided in favor of Indofood’s appeal for an early 
redemption at par of its US.Dollar 280 million, 10.375% Eurobonds due 2007. Indofood plans 
to redeem all the outstanding balance of the Eurobonds as of to date of about US.Dollar 143.7 
million at par once all required legal procedures are completed. The redemption will be 
financed by bank borrowings and internal cash generation from operations. So far to date, the 
Company has successfully bought back an amount of US.Dollar 136.3 million of the 
Eurobonds due 2007 issued by its subsidiary, Indofood International Finance Limited, in 
addition to the preceding bought back in full of US.Dollar 30 million, 10.125% Eurobonds due 
2007 issued by the same issuer, thus making an aggregate amount of buy back of US.Dollar 
166.3 million.  
 
Looking at 2006 which will continue to be challenging and highly competitive, the 
management will adopt strategies to defend the Company's market leadership in all of its 
products, including a continuous streamlining, reorganizing and reengineering of its operations 
particularly its distribution system, as well as the implementation of cost efficiency programs. 
The resulting Indofood is expected to be an organization that is better positioned to hold and 
grow its leading market shares, offer new products to new markets and better withstand 
external challenges. Besides, the Company will proceed with its plan to increase oil palm 
plantations, from 125,000 ha in 2005 to 250,000 ha planted area by 2015, to fully supply its 
internal CPO requirements. 
 
The Board of Directors believes that Indofood will continue to benefit from its competitive 
advantages, its extensive distribution network and comprehensive marketing capabilities, and 
hence achieve further organic growth and capture new opportunities in Indofood’s business. 
 
 
Jakarta, March 29, 2006                               PT INDOFOOD SUKSES MAKMUR TBK 
                                                                    THE BOARD OF DIRECTORS  
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