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ADDRESS:

Jl. Terusan Kopo Km: 11.5 No. 127, Bandung,  
West Jawa40971, Indonesia

WEBSITE: 

www.venamon.co.id

BOOTH NUMBER:

91709—Indonesian Pavilion

LOOKING FOR:

Agents or distributors to sell military or  
other services

LOCAL CONTACT:

Trade Facilitation Office Canada 
Phil Zwibel, 1-416-828-0877
phil.zwibel@tfocanada.ca

Henny and Lenny are names not usually 
associated with military or police footwear. Yet, 
the two sisters run one of Indonesia’s premier 
footwear makers for the Indonesian army as 
well as the local police forces in this tropical 
island country of 255 million inhabitants.

Starting as a family business by their father in 
1976, the transition of Venamon to the second 
generation has gone smoothly and the com-
pany is now run by the two daughters and a 
son, Eric, who serves as President Director and 
is responsible for marketing. Eric looks after the 
complicated process of responding to govern-
ment tenders.

Producing for any military organization is chal-
lenging: it involves spot inspections, rigorous 
quality standards for the finished products, and 
compliance with local employment, health and 
safety legislation. The final inspection required 
before any goods are shipped out requires 
that at least 10% of any shipment is inspected 
pair by pair. Venamon meets the challenges of 
building products for endurance and comfort in 
one of the wettest climates in the world.

The company is ISO 9001 certified and is now 
on a program of continuous improvement 
and quality management that is showing 

amazing results. Efficiency is improving, worker 
satisfaction is being measured and is increasing 
beyond expectations. Company departments 
compete to work more quickly and efficiently. 
The esprit de corps is palpable in all areas of 
the production, administration, and even in the 
warehouse.

The company is looking for long-term business 
partnerships that may start small, but have the 
potential to match Venamon’s strengths and 
scale. They produce both cement and direct 
vulcanized footwear for men and women and 
are ready to export to North America through 
the support of the Trade Facilitation Office 
Canada.

Due to its current local customer base, 
Venamon is accustomed to accommodating 
each customer’s unique technical and physical 
requirements. The level of commitment from 
Venamon is matched by their level of produc-
tion and quality.  Sisters Henny and Lenny and 
their brother Eric are a family making a strong 
statement in military and uniform footwear.

Company: Venamon Showing for the first time In North America
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VENAMON
OWNERSHIP/ATTENDING:

Henny Setiadi (Director), 
Lenny Setiadi (Director

YEAR ESTABLISHED:

1976

CERTIFICATIONS:

ISO 9001, SGS

MAIN PRODUCT CATEGORY:

Men’s and women’s military and 
duty footwear

SPECIALIZATION:

Makes for Indonesian military, 
police, cement and direct 
vulcanized

PRODUCTION CAPACITY:

3,000 per day

CURRENT INTERNATIONAL BUYERS/
EXPORT DESTINATIONS:

None

INITIAL MINIMUM ORDER:

2,000 pr.

MINIMUM PRODUCTION 
REQUIREMENT:

2,000 pr. color/style

Local contact:
Trade Facilitation Office 
Canada, Phil Zwibel 
1-416-828-0877 
phil.zwibel@tfocanada.ca

Company: Venamon Booth Number: 91709—Indonesian Pavilion  

This is an extremely well-managed 
and efficient factory that meets the 
high standards demanded by the 
local military and police. The scale of 
this factory is perfect for testing as an 
alternative supplier.



 05Company: Maine St. Showing for the first time In North America  

ADDRESS:

Kp. Bitung Pesantren RT.01 RW.05, Desa Bitung 
Sari Kec.Ciawi Kab.Bogor16720, Indonesia

WEBSITE:

www.ftalefootwear.com

BOOTH NUMBER:

91710—Indonesian Pavilion

LOOKING FOR: 

Agents or distributors or retailers. This factory 
makes exclusive items for exclusive buyers

LOCAL CONTACT:

Trade Facilitation Office Canada 
Phil Zwibel, 1-416-828-0877
phil.zwibel@tfocanada.ca

When Lisa and Randy met, they realized they 
shared a passion, or some might say an obses-
sion: finding, buying and wearing great shoes. 
They also shared a disappointment in what was 
being offered and sold in the local Indonesian 
market. Not enough “style”, not “on trend”, and 
a sameness that was universal in a country with 
255 million consumers. So, they started their 
search for “who made the best shoes in the 
world” and “what country was the founder of 
footwear production”. They arrived at what most 
acknowledge as the root of all things good and 
unique in footwear: Italy. They also realized that 
the most under-served market segment was 
men.

With these discoveries in mind, Lisa and Randy 
hired an Italian General Manager and gave him 
free rein to set up an Italian shoe factory in 
Bogor, Indonesia. He proceeded to train staff in 
all the traditions and practices that make Italian 
shoes Italian. He also did something that most 
modern companies dream of: cross training 
staff to be able to perform in all operations. All 
of Maine St. leathers are imported from Italy. 
The flexibility of this factory is amazing. Do 
they hand burnish? Yes. Do they hand weave? 
Yes. Do they make California construction 
sneakers? Yes. They make Blake construction 

in the morning and Sachetto in the afternoon. 
Quite often, given the specialization they own 
in Indonesia, they manage 3 or 4 different shoe 
construction processes at the same time.

So Lisa and Randy have achieved their dream: 
they are offering style not seen elsewhere 
in their country. Main St. produces unique 
and trendy men’s shoes. Their traditional and 
hard-to-find constructions have the added 
benefit of not only looking good, but feeling 
good. According to Lisa, “when you are doing 
what you love, it’s not work”.

After establishing initial contacts and sales in 
their own region, including Singapore, Australia 
and Japan, Main St. is now expanding to North 
American markets through the support of the 
Trade Facilitation Office Canada.



 06Company: Maine St. Booth No. 91710—Indonesian Pavilion  

MAINE ST.
OWNERSHIP/ATTENDING:

Randy Iwan (CEO), Lisa Yumi 
(Director), Carlo Fortuna (GM)

YEAR ESTABLISHED:

2012

MAIN PRODUCT CATEGORY:

Men’s dress and casual shoes

SPECIALIZATION:

Blake, Cement, Side Stitch, 
Stitch-down, Sachetto 
(Bologna), California, Strobel, 
Tuff ato

PRODUCTION CAPACITY:

500 per day

CURRENT INTERNATIONAL BUYERS/
EXPORT DESTINATIONS:

Australia, Singapore, Japan

INITIAL MINIMUM ORDER:

400 pr.

MINIMUM PRODUCTION 
REQUIREMENT:

100 pr. style/color

This is an Italian shoe factory, with an 
Italian GM, making almost every hard 
to fi nd and hard to make construction 
for men’s shoes. Made for small run, 
exclusive retailers and brands.

Local contact:
Trade Facilitation Offi  ce 
Canada, Phil Zwibel 
1-416-828-0877
phil.zwibel@tfocanada.ca
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ADDRESS:

Jl. Cibolerang No. 85, Bandung 40225. Indonesia

WEBSITE:

www.toptorch.com

BOOTH NUMBER:

91711—Indonesian Pavilion

LOOKING FOR:

This factory was established to export and 
has long, enduring and mutually successful 
relationships with buyers in Japan and the EU. 
They are looking for the same in the US and 
Canada.

LOCAL CONTACT:

Trade Facilitation Office Canada 
Phil Zwibel, 1-416-828-0877
phil.zwibel@tfocanada.ca

Growing up in Taiwan, Shen Jui worked in his 
father’s shoe factory throughout his life. So, it 
was only natural that he started his own shoe 
factory once he settled in Indonesia. Indonesia 
is perennially among the top 4 footwear 
exporters in the world. Nevertheless, Top Torch 
did not build their business by contracting with 
global brands as most of their compatriots did. 
Instead, their focus was on flexibility; their scale 
of production makes them a great laboratory 
for new development.

Top Torch invested in growth by seeking a 
variety of buyers and export destinations. It was 
not the easiest path to take. But, by taking that 
road less travelled they established long term 
mutually beneficial relationships with different 
types of buyers in different countries around 
the world. If a buyer wanted stitch and turn 
construction shoes, Top Torch developed the 
necessary technology and expertise. If a buyer 
wanted Strobel construction espadrilles, Top 
Torch met that requiremement. 

Based in Indonesia, with a local market of over 
250 million people, Top Torch also markets 
domestically. Their shoes are sold in the best 
department stores in the country. With long 
established and ongoing relationships in the EU 
and Japan, Top Torch is approaching the North 
American market through the support of the 
Trade Facilitation Office Canada.

Company: Top Torch Showing for the first time In North America  
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TOP TORCH
OWNERSHIP/ATTENDING:

Nia Lieyuniati (Marketing 
Manager), Shen Jui Liang 
(Director)

YEAR ESTABLISHED:

1998

CERTIFICATIONS:

ISO 9001

MAIN PRODUCT CATEGORY:

Women’s leather shoes, boots 
and sandals. Cement, Strobel, 
Moccasin and Stitch and Turn 
Constructions

SPECIALIZATION:

Unique hard to find 
constructions for ballerina’s  
and sneakers

PRODUCTION CAPACITY:

800 per day

CURRENT INTERNATIONAL BUYERS/
EXPORT DESTINATIONS:

EU, Japan, France

INITIAL MINIMUM ORDER:

1,800 pr.

MINIMUM PRODUCTION 
REQUIREMENT:

1,800 pr. color/style

Local contact:
Trade Facilitation Office 
Canada, Phil Zwibel 
1-416-828-0877
phil.zwibel@tfocanada.ca

Company: Top Torch Booth Number: 91711—Indonesian Pavilion

This factory was established to export 
and has long, enduring and mutually 
successful relationships with buyers in 
Japan and the EU. They are looking for 
the same in the US and Canada.
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ADDRESS:

Kompleks Daan Mogot Prima Blok B2 No.1-2, 
Jl. Daan Mogot Raya KM 12.8, Jakarta Barat

BOOTH NUMBER:

91712—Indonesian Pavilion

LOOKING FOR:

International brands, national discount retailers, 
local representative/agent

LOCAL CONTACT:

Trade Facilitation Office Canada 
Phil Zwibel, 1-416-828-0877
phil.zwibel@tfocanada.ca

How does a young woman in Indonesia start 
her own shoe business? In Suri’s case, you start 
in the purchasing department of a flip flop san-
dal factory, learn as much as you can, take on 
as many new responsibilities as are offered, and 
move up the organization ladder. Eventually, as 
manager of operations in charge of production, 
purchasing and marketing, she saw the big 
picture.

For Suri, that meant starting her own flip flop 
sandal factory, with her own designs, and 
her own strategy. In this highly industrialized 
production, Suri chose to employ 90% female 
workers for their passion to chase perfection. 
Her background in all aspects of the produc-
tion, from purchasing, design, and production 
planning gave her the experience needed to 
understand this highly competitive and some 
would say saturated market of flip flops. She 
decided to develop the “jelly” type business as 
an avenue to supply fashionable, durable but 
inexpensive shoes to the local population.

There are some very clever innovations 
inherent in Suri’s sandals that add features, 
advantages and benefits to this typically 
utilitarian product. Queen Pacific’s flip-flops 
are simply better than most flip flops. Some 
say that she has the fastest selling shoes in the 
local market.

Her efforts and enthusiam caught the attention 
of many local brands and both local and inter-
national retailers. Her shoes are sold on 3 of 
the 5 continents. A large international designer 
brand is now developing products in partner-
ship with Suri. Through its first participation at 
MAGIC, Queen Pacific is now entering the North 
American market with the assistance of the 
Trade Facilitation Office of Canada.

Company: Queen Pacific Showing for the first time In North America  



 10Company: Queen Pacific Booth Number: 91712—Indonesian Pavilion

QUEEN PACIFIC
OWNERSHIP/ATTENDING:

Surianti (Director), 
Eppy Dianasari (Marketing)

YEAR ESTABLISHED:

1997

MAIN PRODUCT CATEGORY: 

Women’s EVA sandals, fl ip-
fl ops, and jellies

SPECIALIZATION:

High fashion volume priced 
sandals

PRODUCTION CAPACITY:

6,000 per day

CURRENT INTERNATIONAL BUYERS/
EXPORT DESTINATIONS:

Thailand, Malaysia, Singapore, 
Vietnam, Peru, Kenya

INITIAL MINIMUM ORDER:

3,000 pr.

MINIMUM PRODUCTION 
REQUIREMENT:

1,000 pr. color, minimum 3 
colors, or 3,000 pr.

Local contact:
Trade Facilitation Offi  ce 
Canada, Phil Zwibel
1-416-828-0877
phil.zwibel@tfocanada.ca

This factory has shorter than normal 
lead-times to develop jellies, and smaller 
than normal development requirements 
for all its products. Current export buyers 
are loyal and come back year after year.
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ADDRESS:

Jl. Soekarno Hatta No. 495, Bandung 40265. 
Indonesia.

WEBSITE:

www.cv-fortuna.com

BOOTH NUMBER:

91713—Indonesian Pavilion

LOOKING FOR:

Agents or better grade men’s specialty 
and shoe stores

LOCAL CONTACT:

Trade Facilitation Office Canada 
Phil Zwibel, 1-416-828-0877
phil.zwibel@tfocanada.ca

When your father is a handmade shoe maker, 
there is an almost natural path to take in 
life. And so, Dede Chandra was born to be a 
shoemaker. His decision to start a handmade 
shoe factory almost 30 years ago came 
naturally. How many factory owners know 
how to perform every single step in their own 
manufacturing operation? Not many. But Dede 
knows shoes. His passion for Goodyear welted 
and Blake construction shoes is tangible. In 
the same way that his shoe factory and raw 
materials are world class, so are his customers. 
You can find Fortuna shoes in the best stores in 
northern Europe as well as Japan.

Enter Ruddi Suparman, a brother-in-law who 
studied architecture. Traditional Fortuna now 
counts on a forward-thinking General Manager 
who is tuned into trends, design and the global 
village we live in. Classic shoemaking tech-
niques are now being engineered with modern 
design and the modern man in mind.

Attention to detail is a science, shoe mak-
ing is an art. When you are making men’s 
classic shoes using very traditional manu-
facturing methods to appeal to 21st century 
businessman with a sense of personal style, 
these naturally opposing goals blend together.

The quality and talent of those who hand sew 
their product is extraordinary. Fortuna’s shoes 
stand beside the best in the world, as they do 
in many of their current retailer’s windows and 
shelves. And quite successfully so, as their 
retailer’s loyalty is demonstrated by their ongo-
ing business, season after season.

Fortuna is looking to satisfy those 21st cen-
tury businessmen with a sense of style in 
North America with the assistance of Trade 
Facilitation Office Canada, by showing at MAGIC 
Footwear Sourcing.

Company: Fortuna Shoes Showing for the first time In North America  



 12Company: Fortuna Shoes Booth Number: 91713—Indonesian Pavilion

This is a classic hand-made Goodyear 
welt shoemaker. Hand sewing is almost a 
lost art, but this factory does it, and does 
it well. World class construction, leathers 
and finishing.

FORTUNA SHOES
OWNERSHIP/ATTENDING:

Dede Chandra (Owner), 
Ruddi Suparman (GM)

YEAR ESTABLISHED:

1988

CERTIFICATIONS:

SATRA Technology Certificate

MAIN PRODUCT CATEGORY:

Germany, Japan, Korea,  
other EU

INITIAL MINIMUM ORDER:

200 pr.

MINIMUM PRODUCTION 
REQUIREMENT:

20 pr. color/style

Local contact:
Trade Facilitation Office 
Canada, Phil Zwibel 
1-416-828-0877
phil@pmzinternational.com


