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Bank Indonesia & Coffee
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SME’s Development by Bank Indonesia .

an example of what Bank Indonesia could help? ...
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Bank Indonesia works with SME in Indonesia

It is still small initiatives but there is room for improvement. Currently we work
together with 84 SME’s Coffee producers ...
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There is Covid but we know that there is a silver lining ...

e
> COFFEE AFTER COVID

Improved Productivity

Weakening Global Value Chain Capital deepening, Labour quality
improvement, multi factor production

Decrease international trade, logistic growth

issues

New Normal

Careful reopening (Open

Restaurant Prog in NYC)
and improved confidence.
Rebound of business and
empoyment condition.
More resilient, healthy and
sustainable business
practice,

Covid-19 Pandemic Digitalization
Lockdown, closing coffe  shops/ Changing behaviour, Increase online
restaurant, work from home, transaction, more efficient production

unemployment on the rise
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A Glimpse at Coffee Expenditure by Country

The US has the highest retail value sales in coffee market

Coffee Expenditure by Countries

Retail Value Sales
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dollar value worth of coffee (2019)

United States: USS5.8 billion (19.4% of total coffee imports) i

Germany: $3.2 hillion (10.7%)
France: $2.7 billion (9.1%)

Italy: $1.6 billion (5.4%)

Japan: $1.2 billion (4.1%)

Canada: $1.2 billion (4%)
Netherlands: $1.2 billion (4%)
Belgium: $1.1 billion (3.6%)

United Kingdom: $1.1 billion (3.5%)
Spain: $969.6 million (3.2%)

. Switzerland: $750.5 million (2.5%)

South Korea: $661.7 million (2.2%)

. Russia: $631.4 million (2.1%)

Poland: $578 million (1.9%)
Australia: $447.4 million (1.5%)

Source: worldstopexports.com



Coffee Suppliers into the US 8

Top 10 coffee suppliers to US market (2019) Growth of Coffee Export by Country to

the World Market (1992 - 2016)
1. Colombia: US$1.2 billion (down -3.5% from 2014)

Peru 180%
2. Brazil: $1.1 billion (down -21.9%) 8 Brazil 101%
o a Colombia -14%
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4. Switzerland: $367.4 million (up 217.4%) 3 —— 905
. "t Paraguay -100%
-2~ Guatemala:. 5325 million (down -1.5%) . __ : Nicaragus E— 1 26%
o
| 6. Indonesia: $307.8 million (down -11.5%) : 3 ondures et
----------------------------------- e o _ -
7 Vietnam: $297.5 million (down -21.6%) Ex terco | WL
. i = E 0573 RICa -
8. Nicaragua: $271.3 million (up 13.9%) g Panama  WE-61%
- « El Salvador N -57%
9. Honduras: $253 million (up 16%) “ Cuba e 89%
ar1e Vietnam T 7 3 29
10. Peru: $221.4 million (up 22.3%) . 20, PDR — 1555
. - : < India — 121%
. 5 Indonesia I 69%
Source: worldstopexports.com S emen | 4%
2 Papua New Guinea H-16%
< Thailand . -74%
Total Exports (Indonesia Vs. Vietnam) Philippines  m—-83%
Ethiopia I 134%
Ghana .GE1%
Coffee Exports (in thousand 60kg bags) Uganda n14%
Tanzania | -4%
40,000 Sierra Leone I-10%
35,000 Rwanda W -27%
30,000 Togc? -36%
Burundi B -43%
25,000 - Kenya . -49%
20,000 E Cameroon N 50%
! < Cite d'Ivoire . -50%
15,000 Central African Republic . -61%
10,000 Zambia 7%
W/\N\N\ Malawi S 75%
>,000 Angola  WE-80%
0 Congo, Dem. Rep. of I -84%
1990 1992 1994 1996 1998 2000 2002 2004 2006 2008 2010 2012 2014 2016 2018 Madagascar I -84%
Zimbabwe N -93%
e |ndONeSia  es——\fietnam Gzbon EEEEE-100%

Source: International Coffee Organization Source: International Coffee Organization



Indonesia Coffee Export

Indonesia Coffee Export to the US

Year Total Export to the |Coffee Export to the| Share of coffee to Growth of total Growth of Coffee
US (Million USD) US (Million USD) total exports to US Export to the US Export to the US

2013 15,690

2014 16,530 5.35%

2015 16,240 281.08 1.73% -1.75%

2016 16,150 269.9 1.67% -0.55% -3.98%

2017 17,800 256.35 1.44% 10.22% -5.02%

2018 18,440 254.03 1.38% 3.60% -0.91%

2019 253.83 -0.08%
Average 16,808 263.04 1.55% 3.37% -2.50%

Source: Statista
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US Market Trend
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AWARENESS AND USAGE OF =@
COLD BREW/READY-TO-DRINK *~

Cold Brew
Coffee
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OPINIONS ABOUT COLD BREW

(@mong those aware of cold brew coffee)
comments about cold brew

38%
from friends.and family.
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(among those aware of Ready-to-Drink coffee)
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6 0f it's easy to buy ready-
to-drink coffee.

i)
say drinking Cold Brew
is a cool/trendy

thing to do.

say they've heard positive
Ready-to-Drink

(RTD) Coffee
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CURRENTLY DRINKING
[REGULARLY / OCCASIONALLY]

OVERALL OPINION
(EXCELLENT / VERY GOOD) preferfreshly made coffee
over ready-to-drink.
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What can we learn from Vietnam? «

Main factors affecting competitiveness of Vietnam Coffee Export:

1. Production factor conditions: favorable soil and climate, cheap labor, education
on cultivation technique.

2. National condition: growing domestic demand

3. Related and supporting industries to coffee export: Access to fertilizer and
transportation infrastructure.

4. Firm strategy, structure, and rivalry: Fierce domestic competition among small
and medium size producers, meanwhile foreign firms help in improving
production efficiency and research new products.

5. The role of the government:

v" Land law 2003 allows transfer of forest land, which is used, in the production
and land, which is not used, into agricultural land, provided that farmers have
registered this conversion with the government.

v Lending policies in the coffee sector to access funds quickly and efficiently

v" Active government roles: production target, support on hybrid seeds, trade
promotion, service and tax regulations.

6. The role of opportunities: Join WTO in 2006 — international market penetration

Source: Nguyen Thi Hoang Nhien, Centria University of Applied Sciences



