
At the same time, aging farmers have become problems 
across the world and Indonesia is no exception. By 2050 
Indonesia’s population is expected to increase by 31 percent: 
It means that 31 years from now there will be over 322 
million people demanding for more food. In order to meet 
those needs, agriculture production must increase by 60 
percent. What makes it problematic is that Indonesia’s 
farmers are not getting younger, with most them averaging 
45-years-old or older. If this trend continues, there won’t be
enough people working in the farm sector in the near future.

Age is not the only factor that contributes to the reduced 
number of farmers. Low productivity as a result of the 
lack of access to farming technology and information has 
made many farmers choose more profitable jobs. Due to 
these combined factors, Indonesia has lost about 5 million 
farmers. If no meaningful measures are taken to address 
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economy. It is a concept in which technology is harnessed 
in such a way by resourceful, creative individuals or groups 
with the aim to overcome social and economic problems. In 
the context of Indonesia’s agriculture, creative economy is 
probably the best solution as it opens door for young people 
with relevant skills and innovative ideas to take ownership 
and contribute their skills and knowledges to address 
agriculture issues in Indonesia. 

The manifestation of creative economy is evident as more 
and more agricultural start-ups have been established in 
the last five years in Indonesia—and they have played key 
role in reshaping the landscape of agriculture in Indonesia. 
For so long small-scale farmers in Indonesia have struggled 
to get loans from banks to grow their businesses. Most 
of the banks are hesitant because of the risk of low-level 
profitability and the lack of assets. Nowadays, farmers can 
get funding from many investors via iGrow.

iGrow is an online platform that targets city dwellers to 
invest their money in seeds for an underemployed farmer 
in a rural area. In exchange, the investors will get regular 
updates on how many commodities are produced and 
sold, and will receive shared profits of the products sold. 
Since 2014 the company has helped to provide 2,200 
Indonesian farmers with loans to improve the quality of their 
businesses and products. 

Another problem that the Indonesian farmers is facing is the 
low education level. According to Law No.16 of 2006 on the 
System of Agricultural Extension, Livestock, Fisheries and 
Forestry, rural workers must have specific competencies to 
continuously improve their productivity. However, a research 
conducted in 2016 showed that 73.97 percent of farmers are 
only elementary school graduate.

There are a number of start-ups whose focus are on 
providing education to farmers, namely Petani, LimaKilo and 
TaniHub. All of them have the similar goals which is provide 
knowledge on farming techniques, equipment, prices, and 
the variety of online marketplaces to farmers so that they 
can improve their productivity. Another important role that 
these start-ups hold is that they serve as an evidence that 
agriculture can actually be a promising business.

Supply chain of agriculture commodities in Indonesia is very 
long and complex. This condition often causes damage to 
farmers’ products, which means a financial loss for farmers. 
Indonesian start-up SayurBox was established with the 
aim to address this problem by delivering fresh products 
from local farmers directly to the consumers. The company 
ensures farmers to make a living off sustainably grown food, 
while providing an outlet where communities can easily 
purchase their products. 

Through creative economy, information about the 
importance of sustainable living and supporting local 
produce can also be easily spread among the communities. 
Kebun Kumara, a start-up that was established in 2016, has 
been actively doing this on their social media.

A learning farm facility for all ages located in the outskirts 
of South Jakarta, Kebun Kumara’s mission is to educate 

people about the importance of organic planting and to help 
revive Indonesia’s reputation as an agrarian nation. They 
regularly hold workshops about permaculture, composting 
and recycling. 

The existence of these start-ups has transformed the face of 
agriculture in Indonesia. They exist not just to help farmers 
in improving their businesses, but also to educate customers 
about the importance of sustainable living in facing today’s 
global challenges. Through them, we learn to pay more 
attention to our food and find balance with nature.

Indonesia’s creative economy—and its start-ups—are still 
growing and it may need some time until they can really 
help in getting the attention of young people to get involved 
in agriculture, as changing the long-existing negative 
stigma on farming in younger generations is not instant 
work. However, if we are willing to continue expanding 
on our current fruitful efforts and improving from their 
shortcomings, our youths may be able to birth a new, 
positive perspective on working in the agricultural sector 
and find themselves involved in it too. 

these issues, Indonesia will face insecurity and economic 
fall in the next decade. 

As the population pressure continues to increase, 
agriculture and food security will have to be prioritised. 
In order to do so, the Government of Indonesia has 
intensified their efforts to empower farmers to increase 
their productivity. One of the efforts is the government-
initiated movement called “Petani dan UMKM Indonesia 
Go Digital” or Indonesian Farmers and Small Business 
Go Digital, which was started in 2016. This movement 
is championing creative economy as a way to address 
agriculture issues in Indonesia.   

According to Indonesia Agency for Creative Economy 
(BEKRAF), creative economy can be defined as an economic 
activity that leverages creativity and knowledge to boost the 
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