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Objective and background

Objective : to identify commodities that are produced in Indonesia that would have a high probability to 

successfully export to Canada. 

Background 

• Canada is potentially a large market for Indonesia given the size of Canada's economy and the presence of 

Canada on the Pacific Rim.

• Indonesian exports to Canada are below those of its neighbouring countries, Thailand, Viet Nam and Malaysia. 

• If we compare Canada and the USA, where the distance between Indonesia and these two countries is similar 

and customer preferences are virtually identical, the Indonesian export to the U.S.  as a share of  U.S. GDP is 20 

per cent higher than the same figure for Canada. This suggests that Indonesia has room to grow in the 

Canadian market.



Methodology

1. Identifying Targeted Commodities for exporting to Canada (detail in the next 

slides)

2. Identifying competitor countries

• The trade data will be examined to determine which countries managed to 

steal market share away from Indonesia for certain commodity groups. 

• Effort will be made to see if there were any major changes to tariffs that 

might explain this shift in market share.

3.  Canadian market trends: GDP and consumption

Analysis of past and future market trends for the various commodity groups.



Methodology: 

Identifying Targeted Commodities for exporting to Canada

Targeted commodities for enhancing Indonesia's exports to the Canadian market are

defined as commodities that:

(i) have been successful in both the world market and the Canadian market; or

(ii) have been successful in the world market, but are considered to be a “missed

opportunity “in the Canadian Market.



Methodology: 

Identifying Targeted Commodities for exporting to Canada

Indonesian commodity j is considered to be successful in world markets (called as 

List A) when:

• The value of both world imports  of commodity j from Indonesia and total world 

imports of commodity j increase;

• The trend increase in the world import share from Indonesia of commodity j is 

more than the trend increase in the world import share for commodity j; or

• The trend in the world import share from Indonesia for commodity j is positive 

and the trend in the world import share for commodity j is negative.



Methodology: 

Identifying Targeted Commodities for exporting to Canada

An Indonesia commodity j in List A is considered to be successful in the Canadian 

Market (called as LIST B) when:

• Both the value of Canadian imports from Indonesia for commodity j and the 

value of total world imports of commodity j increase; and

• The trend increase in the Canadian import share from Indonesia for commodity j

is more than the trend increase in the Canadian import share for commodity j 

from the world; or

• The trend in the Canadian import share from Indonesia for commodity j is 

positive and the trend in the total Canadian import share for commodity j is 

negative.



Methodology: 

Identifying Targeted Commodities for exporting to Canada

An Indonesia commodity j in List A is considered to be a missed opportunity in 

the Canadian Market (LIST C) when:

• Both the value of Canadian imports from Indonesia for commodity j and the 

value of total world imports of commodity j increase; and

• The trend in Canada’s import share from Indonesia for commodity j is negative 

and the trend in the Canadian import share from the world for commodity j is 

positive; or

• The trend increase in the Canadian import share from Indonesia for commodity j

is less than the trend increase in the Canadian import share from the world for 

commodity j.



Targeted Commodity for 

Exporting to Canada



Successful Commodities in the World Market

• From 2003 - 2013, Indonesia 

exported to the world around 5018 

commodities (at the 6-digit HS code 

level).

• 28.9 percent (1446 commodities) of 

them have been successful in world 

markets (List A). 
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In world markets, Indonesian exports of those 

commodities in List A increased rapidly

List A Export Index (2003=1)

The total value of exports of those commodities in List A increased from around US$ 20 billion in 2003 to US$ 120 
billion in 2013. 

Source: own calculation using Comtrade data, 2015



Most of the commodities in List A are classified 

as either Low Tech or Unassigned commodities

Technology Classification of Indonesian Commodities that are Successful in Exporting to World Markets

The technology structure of Indonesian exports changed
little over the 2003 – 2013 time period.

Despite export of unassigned commodities, export of
medium-tech commodities also grew faster than the others
over the 2003 – 2013 time period.

Source: own calculation using Comtrade data, 2015



Successful or Missed Opportunity Commodities in 

the Canadian Market Based on List A

33.9 per cent of the commodities in List A are either
successful or missed opportunities in the Canadian
Market:

• 31.1 percent for successful (List B)

• 2.8 percent for missed-opportunity (List C)
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Successful commodity in Canadian Market

In terms of value, successful 

commodities exported to the Canadian 

Market (List B) grew from US$ 44.7 

million in 2003 to US$ 473.9 million in 

2013, an increase of 960 per cent. 

While, Canadian imports of the 

commodities in List B from the world 

grew by 116 percent from 2003 to 

2013. 

Export Value of Indonesian Commodities that are Successful in the Canadian Market (List B)

Source: own calculation using Comtrade data, 2015



Missed-opportunity commodity 

in Canadian Market

The growth in the Indonesian 

missed-opportunity commodities 

(List C) is less than the growth of 

Canadian imports of the 

commodities in List C from the world 

(105 percent and 198 percent, 

respectively).

Export Value of Indonesian Commodities that are Missed opportunity in the Canadian Market (List C)

Source: own calculation using Comtrade data, 2015



Refining and grouping of List B and C

Refining of the commodities in List B and List C is obtained by excluding those commodities that had 

Canadian import value of less than US$ 1 million in 2013.

List B: 450  64 commodities

List C:   41  4 commodities

Grouping according to production processes and Canadian retailing practices. Click here for details. 

The commodities quite diverse, ranging from primary products to high-end products, and from 

final goods to the input-goods.

List B dan C.docx


Indonesia’s competitors in 

Canadian market



Competitive Analysis

The competitive analysis is limited to only those commodity groups defined as a “ missed 

opportunity”  in the Canadian market since these commodities have lost market share to other 

countries. Only the top five exporting countries will be considered.

Determining the countries that took market share away from Indonesia will help to focus the 

research into what needs to be done to improve Indonesia’s competitiveness for these 

commodity groups in the Canadian market.

The research also looked at tariff rates for the top five exporters to Canada.



Cashew Nut – Shelled (HS 080132)

• Competitors in the Canadian market:  Vietnam, Brazil, India and the United States.

• Vietnam is the biggest exporter in the Canadian market, followed by Brazil, India, Indonesia and the United States.

• All of the five countries face the same zero tariff.

• From FAO data, Vietnam has been the biggest producer in the world since 2003, followed by Nigeria and India. Indonesia is in 
9th place, and Brazil ranks 11th. 

Source: own calculation using Comtrade data, 2015
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Coconut Oil Processed (HS 151319)

• Competitors in the Canadian market: the Philippines, Sri Lanka, the United States and Malaysia

• Philippines is the biggest exporter in the Canadian market, followed by Sri Lanka, the United States, Malaysia and Indonesia

• All the five countries face the same zero tariff.

• From FAO data, Indonesia has been the biggest producer of raw coconut in the world since 2003, followed by the Philippines 
and India. However, Indonesia exports more crude coconut oil.

Source: own calculation using Comtrade data, 2015
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Swimwear (HS 151319)

• Competitors in the Canadian market:  China, Cambodia, Vietnam and the United States

• China is the biggest exporter in the Canadian market, followed by Cambodia, Vietnam, Indonesia, and the United States

• China, Vietnam and Indonesia face a high tariff of 18% since 2004, while Cambodia and the United States get zero tariff.

• Indonesian export growth in 2014 is high (27.6 % ) while the world and other competitors showed negative growth.

Source: own calculation using Comtrade data, 2015
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String Musical Instruments (HS 920290)

• Competitors in the Canadian market:  China, United States, Mexico and Italy

• China is the biggest exporter  to the Canadian market, followed by the United States, Mexico, Indonesia, and Italy

• Since 2003, Italy faced the highest tariff compared to the others (3%), China and Indonesia faced 2.5% tariff, while the United 
States and Mexico have no tariff.

• Indonesia nexport growth in 2014 is high (19.5 %).

Source: own calculation using Comtrade data, 2015
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Canadian Market Trends

GDP, Retail sales, Consumption



Canadian Market Trends: GDP

Real GDP growth forecast in 2016 by province

Source: Conference Board of Canada (CBoC), 2015

In 2016, real GDP growth will be stronger than in 2015. 
British Columbia, Ontario and Manitoba will be the 3 
provinces with the highest growth. 

BC: The housing market, construction on the first multi-
billion dollar LNG terminal will provide a strong boost to 
the construction industry and business services.

MANITOBA: investments by the public and private 
sectors.

ONTARIO: strong growth in full-time employment which is driving wage gains and boosting household consumption; and 
exports should improve significantly on US economic strength and a lower Canadian dollar.  



Canadian Market Trends: Consumption

CBoC’s forecast indicates that spending will continue 

to grow over the next 5 years, although for some 

sectors there is a slowdown. 

The fastest growing sectors are clothing and 

footwear, and  recreation & personal effects semi -

durable goods. 

Clothing and footwear also have the highest 

increase in value terms

Consumption growth during 2010 – 2014

Among the sectors, the historical growth of 

household spending for semi-durable goods and 

clothing and footwear is the strongest .

In line with the historical growth for retail sales.

Source: Own calculation and CBoC forecast based on StatCan data, 2015

Consumption growth forecasting during 2016 - 2020



Consumer Trends: Eco-friendly and Organic

• Canadians are increasingly looking for green products that are both good for the health of 

their families and the health of the planet. 

• A mainstream spending shift towards eco-friendly purchasing:

• 86% of Canadians report that they buy green products

• 43% of Canadians are willing to pay more for products that are responsibly and ethically 

produced 

• 33% of Canadians will look for third-party certification

• Industry experts predict that sales of organic foods will eventually overtake conventional 

produce to become the new norm in Canada.



Conclusion & 

Further research



Conclusion

• There are 1446 Indonesian products that are successful in the world market (28.9 per cent). Of these, 31.1 per 

cent are successful in the Canadian Market and 2.8 per cent are missed-opportunities in the Canadian market. 

• There are 37 Successful and 4 Missed Opportunity product groups in the Canadian market. The product groups 

are quite diversified. Indonesia should focus on these product for exporting to Canada.

• Analysis  of market trends for these commodity groups suggests that the strongest markets will be in clothing, 

footwear and recreational equipment. Geographically, Indonesian exporters should focus on BC, Ontario and 

Manitoba. The Alberta market is especially weak.

• Most of Indonesia’s competitors for the missed-opportunity products in the Canadian market are Indonesia’s 

neighbours countries, including China and the United States. It seems that tariffs are not a factor in explaining 

loss of market share since they did not change over the past 10 years. Non-tariff measures and domestic issues  

seem to be more important.

• Because of the Canadian demand for gender and environmental sensitive products, remedies should be 

considered to obtain the appropriate certifiation, such as training and promotion for women, ensuring benefits 

in home-based industries, using greener material, green manufacturing, and also encouraging environmental 

labelling. 



Further Research

• Deeper analysis on competitiveness. Why Indonesia’s neighbouring countries can be more 

competitive in the Canadian market for some products. 

• Analysis of future demand for Canadian input-goods (rubber, tin, alloys, instruments, etc.)

• Gender and environmental analysis for the product groups. 



Thank you


