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The gender and trade study identifies the particular challenges faced by women-owned/

led SMEs in the coffee, apparel, and footwear sectors as they engage in exporting, relative 

to those faced by men-owned SMEs.

The Canada–Indonesia Trade and Private Sector 
Assistance (TPSA) project held three gender and 
trade dialogue group (GTG) meetings in December 
2017. The purpose of these meetings was to pres-
ent the preliminary findings from TPSA’s gender 
and trade study to a broad range of stakeholders 
and gather their feedback. Each half-day meeting 
focused on the findings regarding one of the three 
commodities covered in the study: apparel, foot-
wear, and coffee.

Each meeting followed the same agenda:

 • introduction and welcome of participants;

 • TPSA project overview;

 • objectives and methodology of the study, 
presented by chief researcher Isono Sadoko 
and study team leader Herlina Wati of the 
AKATIGA Center for Social Analysis;

 • preliminary findings of the gender and trade 
study, presented by Lota Bertulfo, TPSA’s 
principal gender-equality expert, followed by 
a question-and-answer session;

 • presentation by a woman-led SME;

 • feedback and closing.

Leya Cattleya and Dati Fatimah, Indonesian gender 
consultants, acted as emcee and facilitator. At each 

meeting, Greg Elms (TPSA’s field director), Rony 
Soerakoesoemah (TPSA’s apparel and footwear 
sector manager), and Said Fauzan Baabud (TPSA’s 
coffee sector manager) shared their observations 
on the challenges faced by SMEs in these indus-
tries. Novi Anggriani, Senior Development Officer at 
Global Affairs Canada (GAC) responsible for TPSA, 
also participated in all three meetings.

AKATIGA was also represented by gender consul-
tant Titik Hartini and Ricky Ardian Harahap, leader 
of one of the survey’s data-collection teams.

Welcoming participants to the gender and trade dialogue 
group meetings.
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GTG Meeting for Apparel 
Sector Stakeholders
The GTG meeting on apparel sector results was held 
on December 5, 2017, and attended by 32 stake-
holders (25 women and seven men). The private 
sector was represented by Asosiasi Pertekstilan 
Indonesia (API) or the Indonesian Textile Association, 
Ikatan Wanita Pengusaha Indonesia (IWAPI) or the 
Indonesian Women’s Business Association (West 
Java regional chapter), and Himpunan Pengusaha 
Mikro dan Kecil (HIPMIKINDO) or the Indonesian 
Network of Micro and Small Business Owners. 
Eight women-led SMEs also attended: Galeri 
Batik Jawa, PT RIM, PT Intogarmindo, Tobal Batik, 
Media Brands, Uniqueindo BL, Ayunda Tenun, and 
Lois Jeans.

GTG Meeting for Footwear 
Sector Stakeholders
The GTG meeting on footwear sector results 
was held on December 5, 2017, and attended 
by 25 stakeholders (18 women and seven men). 
Three associations represented the private sec-
tor: Asosiasi Persepatuan Indonesia (APRISINDO) 
or the Indonesian Footwear Association, Asosiasi 
Pengrajin Alas Kaki Indonesia (APAI) or the 
Indonesian Footwear Craftspeople Association, 
and  IWAPI-West Java. Five women-led SMEs 
attended: Christin Wu, E-three Abadi, Keewa 
Footwear, Vonny & Ellen Shoes and Bags, and 
Queen Pacific.

Also present was a representative from Amartha, 
a microfinance institution catering to woman 
micro-entrepreneurs, and Titik Sumartini, a senior 
researcher from the Institut Pertanian Bogor (IPB) 
or Bogor Agricultural Institute (now University).

GTG Meeting for Coffee 
Sector Stakeholders
The GTG meeting on coffee sector results was 
held on December 6, 2017, and was attended by 
29 stakeholders (20 women and nine men), rep-
resenting both government (the Ministry of Trade 
and  the Ministry of Women’s Empowerment 
and Child Protection) and the private sector (the 
Specialty Coffee Association of Indonesia (SCAI) 
and Himpunan Pengusaha Pribumi Indonesia 
(HIPPI) or the Indonesian Indigenous Entrepreneur’s 
Society). Six coffee SMEs participated: PT Frinsa 
Agrolestari, Kopi Luwak, Koperasi Kopi Wanita 
Gayo (KOKOWAGAYO) or Gayo Women Coffee 
Cooperative, Koperasi Serba Usaha (Cooperative 
Business), Arinagata, and Kopi Katalis. Also pres-
ent was a representative of the International 
Finance Corporation.

Objectives and Methodology of 
the Gender and Trade Study
The objectives of the gender and trade study were:

 • to establish a baseline for the engagement of 
women-owned/led SMEs in exports relative 
to the engagement of SMEs owned by men;

 • to identify common characteristics of women 
and men who own and/or operate SMEs 
that engage in exporting, as well as the 
characteristics of their businesses;

 • to identify the particular challenges faced by 
women-owned/led SMEs as they engage in 
exporting, relative to the challenges faced 
by men-owned SMEs.

Participants at the meeting for the apparel sector.

Participants at the meeting for the footwear sector.
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Using a cluster sampling approach, a total of 
335  SMEs and cooperatives from the following 
geographic regions were surveyed:

Coffee: Gayo area (Bener Meriah and Aceh Tengah) 
in Aceh province and Toraja area (Toraja and 
Enrekang) and Makassar City in South Sulawesi 
(75 SMEs, of which 11 were women-owned/led)

Footwear: Jakarta, Tangerang, Bandung, and Bogor 
(56 SMEs, of which 10 were women-owned/led)

Apparel: Pekalongan, Pemalang, Semarang, Solo, 
Tangerang, Bogor, and Bandung (204 SMEs, of 
which 47 were women-owned/led)

Data-collection approaches included a field sur-
vey with in-depth interviews and focus group dis-
cussions conducted by five three-member teams, 
each with at least one female member. TPSA’s 
gender team assisted in the conduct of focus 
group discussions.

Presentation of Preliminary Findings
Select preliminary findings presented by Ms. Bertulfo 
at the meetings included:
1. Size of business: An enterprise appears larger 

when measured by number of employees than 
when measured by annual gross sales because 
wages are low, making it affordable for SMEs 
to hire more workers. A rise in labour does not 
always translate into a rise in annual revenues. 
In general, women-owned/led SMEs are 
smaller than men-owned SMEs.

2. Business activities: The majority of SMEs in all 
three sectors are engaged in both production 
and sales. This is true of both women-
owned and men-owned SMEs. However, 
subcontracting for exporting companies is 
more common among men-owned footwear 
and apparel SMEs.

3. Business registration: A majority of SMEs 
surveyed are registered, though this was 
less common for footwear and apparel 
SMEs than for those in the coffee sector. 
Registering their business was not seen as 
necessary by footwear and apparel SMEs 
that merely produce for and supply to large 
exporting companies.

4. Source of capital and market information: 
Informality in establishing and running the 
business is a characteristic of many SMEs 
where family and immediate relations are 
common sources of capital as well as of 
information about markets and other resources 
needed for the business. This applies to both 
women-owned/led and men-owned SMEs.

5. Decision-making: Decision-making about 
various aspects of the business is done by 
whoever is the registered owner, regardless 
of whether that owner is male or female. 
However, there are a few exceptions related 
to production being handled by a man 
in a few women-owned/led SMEs and 
marketing being handled by a woman in 
a few men-owned SMEs.

Discussion at the meeting for the apparel sector.

Participants at the meeting for the coffee sector.
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6. Exporting experience: Less than 10 per cent 
of the SMEs surveyed in the apparel sector 
are exporting, and less than 20 per cent 
have previously exported their goods. 
Slightly more women-owned/led SMEs are 
currently exporting compared with men-
owned SMEs (13 per cent and 11 per cent, 
respectively) and had exported in the past 
(15 per cent and 11 per cent, respectively). Most 
women-owned/led SMEs (69 per cent) that are 
exporting do so by personal cargo, compared 
to only 26 per cent of men-owned SMEs.

As in the apparel sector, less than 10 per cent 
of the footwear SMEs surveyed are actively 
exporting, and less than 20 per cent have 
previously exported their goods. Among 
the 10 women-owned/led footwear SMEs, 
50 per cent have exported and 30 per cent are 
actively exporting. All exporting footwear SMEs, 
both women-owned/led and men-owned, do 
so by personal cargo. None exported in bulk.

Coffee SMEs have the highest export 
participation compared to those in footwear 
and apparel. Almost half of coffee SMEs 
surveyed are actively exporting, the majority 
owned by men. The sample size of women-
owned coffee SMEs is small, but the majority 
are either currently exporting or have exported. 
Coffee SME exporters rely primarily on 
exporting their product in bulk. Most of them 
do not export directly to foreign buyers, but 
rely on an intermediary to export in bulk to 
large-scale coffee purchasers and exporters 
such as Femenino Foundation in Aceh or 
Toarko and Starbucks in South Sulawesi.

7. Requests for export assistance: The 
majority of footwear and apparel SMEs did 
not request assistance from government or 
associations. However, significantly more 
women-owned/led footwear SMEs requested 
assistance than men-owned SMEs (50 per 
cent and 13 per cent, respectively). The most 
common assistance requested is support for 
sustainable access to markets.

The most common export assistance 
requested by coffee SMEs was information on 
market access and marketing. SME owners 
also indicated that government programming 
and export assistance should focus on 
financing, licensing and regulations, and 
production inputs and equipment.

8. Sources of export assistance: For 
women-owned/led apparel SMEs, the 
most common sources of export assistance 
are government agencies, followed by 
relatives and industry associations. Similar 
practices were observed among men-owned 
apparel SMEs, except that apart from 
government, they tend to resort to informal 
sources for export assistance, in particular 
other businesspeople and relatives.

For women-owned/led footwear SMEs, 
the most common sources of export 
assistance are industry associations and 
government, while men-owned SMEs rely 
on other businesspeople for such assistance. 
Men-owned coffee SMEs also rely on their 
informal network of other businesspeople for 
export assistance, while women-owned/led 
SMEs rely on formal sources (government 
and industry associations).

9. Access to government assistance: 
Forty-seven per cent of the SMEs surveyed 
reported interactions with government 
institutions. Interaction was broadly defined 
and includes interactions with provincial and 
regional governments, the Ministry of Trade, 
the Ministry of Micro, Small, and Medium 
Sized Enterprises and Cooperation, and the 
Ministry of Industry. The surveyed SMEs in 
the coffee sector have the highest interaction 

Lota Bertulfo shares the findings of the gender and trade study 
for the footwear sector.
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levels, with 60 per cent of SMEs reporting 
having interacted with government. However, 
these interactions do not always translate into 
receiving assistance or accessing government 
programs. Forty-seven per cent of those 
surveyed reported accessing government 
assistance programs, with women-owned/led 
SMEs slightly more likely to have accessed 
such programs than men-owned SMEs 
(57 per cent and 44 per cent, respectively). 
Women-owned/led SMEs in the coffee sector 
are more likely than men-owned SMEs to have 
accessed government assistance. The same 
trend is observed among apparel and footwear 
SMEs: interaction with government does not 
always lead to asking for assistance.

10. Awareness of and membership in 
associations: Awareness of associations 
among apparel SMEs is moderate, with 
34 per cent of those surveyed claiming 
knowledge of associations. Women who 
own/lead SMEs are slightly more likely to 
be aware of associations, and are also more 
likely to be members. In the footwear sector, 
a larger share of women who own/lead SMEs 
are aware of and are members of associations 
compared with men who own SMEs 
(40 per cent and 26 per cent, respectively).

Awareness of associations is highest among 
SMEs in the coffee sector: 83 per cent of 
male SME owners and 64 per cent of female 
SME owners are aware of associations. 
This translates into a higher level of 
membership: 56 per cent of male owners and 

63 per cent of female owners report having an 
association membership.

11. Association membership benefits: The top 
four benefits for SMEs across all sectors 
and genders are information on marketing 
and markets, information about production 
systems, information about production 
inputs, and business management training. 
Coffee cooperatives added female 
entrepreneur-specific programming 
and assistance as the top benefit of 
association membership.

12. Challenges in running the business and in 
exporting: SMEs in all three sectors reported 
similar challenges in running their business 
and exporting. These relate to financing, 
production, and marketing. For financing, the 
challenge is access to capital: 30 per cent of 
respondents see this as a major challenge to 
developing or growing their business, including 
exporting. Access to capital is a significant 
challenge across sectors and is experienced 
by both male and female SME owners.

Production-related challenges include 
unavailability or cost of raw materials, lack of 
skilled labour, and limited production capacity 
that prevents SMEs from fulfilling buyer 
orders. Marketing challenges include a lack 
of information about markets and selling their 
products. Additional export-related challenges 
for respondents in all three sectors include 
difficulty fulfilling government requirements 
(such as export product requirements) and lack 

Dati Fatimah and Leya Cattleya, TPSA gender consultants, lead 
the question-and-answer session.

Masrura Ramidjal of IWAPI speaks about the benefits for 
women who join a business association.
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of information about such topics as accessing 
foreign markets. Only 1 per cent of SMEs 
surveyed said they have not encountered any 
challenges in exporting.

Some women in business have now resorted 
to other marketing methods, such as digital 
marketing. This requires SME owners to come 
up with a brand or rebrand themselves in order 
to benefit from digital technology. The study 
did not capture the stories of women using 
online marketing.

In the meeting on footwear findings, other 
observations recorded during field-data 
collection were shared by Ms. Cattleya of TPSA 
and Mr. Harahap of AKATIGA. They pointed 
out that a higher proportion of women-owned 
SMEs are using digital and online marketing 
than men-owned SMEs. Many young female 
entrants into the business use this method 
of marketing. Catering to niche markets was 
also more common among women-owned 
footwear SMEs.

13. Gender-based challenges: Women’s double 
role as breadwinner and main caregiver at 
home is often seen as the greatest challenge 
faced by women entrepreneurs. Both male 
and female respondents frequently identified 
this as a challenge women face. This double 
burden limits the time available to find, 
establish, or connect with business networks. 
It also limits access to economic resources, 
business service providers, sources of input 
supplies, buyers, business training, and 
trade opportunities.

The other gender-based challenge reported 
by female respondents is related to male 
dominance in decision-making in some 
aspects of the business. Women tend to 
defer to men regarding decisions related to 
production and managing workers. Female 
respondents also reported the need to get 
permission from their husband on some 
business-related matters, especially those that 
require being away from the family for a period 
of time, such as attending business meetings, 
training, or meeting with suppliers or buyers.

In the meeting on apparel findings, Ms. Fatimah 
of TPSA pointed out that in the focus group 
discussions, female business owners reported 
that they do have the support they need to 
perform their reproductive roles, which gives 
them time for their business. By being in 
business, gender relations in their household 
changed in terms of increased support from 
the husband and other male family members.

In general, however, the challenges women 
face as entrepreneurs are compounded due 
to their double burden and the dominance of 
men in decision-making.

Participant Insights
Participants shared information, observations, and 
insights in the question-and-answer sessions fol-
lowing the results presentations.

Women owners or leaders of apparel SMEs 
reported that they have been able to handle the 
challenges arising from the double burden, but 
finding markets and meeting the demands of the 
market are constant challenges. Other female par-
ticipants noted that gender-based challenges are 
more severe when their children are young and 
while the business is growing and demands more 
time from them.

In the meeting on coffee findings, it was pointed 
out that women play various and multiple roles in 
the coffee value chain that may not be captured in 
the study, such as being collectors, roasters, and 
coffee-shop owners. The conditions of coffee SMEs 
in Gayo, Aceh are very different from those in Toraja 

Nita Kenzo presents the story of her business to the apparel 
meeting participants.
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and Enrekang, South Sulawesi. This must be taken 
into account when analyzing the data. Aceh has 
benefited from donor support for decades, result-
ing in increased production of premium coffee that 
is certified as organic or fair trade, which raises 
its price.

For coffee firms, the major challenge in exporting 
was fulfilling government requirements. One SME 
shared that her company began exporting through 
another firm that already had an export license. 
Since 2017, however, the company has succeeded 
in exporting directly to three countries using its 
own license. Two cooperatives assisted by TPSA, 
Kokowagayo and Arinagata, are currently working 
towards exporting. They have not yet seen success, 
but hope to receive orders in 2018.

Most of the SMEs present at the footwear meet-
ing reported that finding skilled labour is their 
main challenge, as fewer and fewer young people 
want to work in the sector due to low wages, less 
job security, and few opportunities for promotion. 
Another challenge is the competition posed by 
inexpensive imports from China. The cost of some 
raw materials (such as leather) is high, which raises 
the overall cost of production, making it difficult 
for Indonesian SMEs to compete with cheaper 
Chinese imports.

SME Exporting Experiences
At the apparel meeting, the husband-and-wife 
owners of Galeri Batik Jawa, Nita Kenzo and Kenzo 
Niewand, presented the story of their business. 
With a love for batik and a commitment to preserve 
the art and support the industry, the couple started 
Galeri Batik Jawa ten years ago. The business spe-
cializes in using natural dyes (indigofera tinctoria) 
to create clothes and accessories in indigo, the 
color of royalty in ancient Indonesia. From a small 
business located in Yogyakarta, they expanded to 
outlets in other cities and went global by partici-
pating in international trade fairs and doing online 
marketing. Their main challenge in exporting was 
fulfilling government requirements. Due to the lack 
of coordination among government agencies, they 
had to fulfill multiple documentation requirements 
just to get a permit to set up a booth and bring 
products and other materials to a trade fair in the 
United States. Because of that experience, they 

hope that government will improve its coordination 
and create new regulations that facilitate, rather 
than hinder, the entry of Indonesian SMEs into the 
global market.

At the footwear meeting, Christin Wu, a 23-year-old 
entrepreneur, discussed creating her own brand 
that caters to the high-end market. Educated as 
a fashion designer, she uses mostly imported, 
high-quality materials and injects her creativity into 
her shoe designs. She started her business in 2016 
using mostly online marketing and does not have a 
physical store. Recently, she has been supplying a 
store that is popular with the expatriate community 
in Jakarta. She collaborates with designers who 
use her shoes in fashion shows, actively uses social 
media to market her products, and has succeeded 
in penetrating the Chinese market.

At the coffee meeting, Putri Luwak, the owner of 
Kopi Luwak Liar, noted that she started her busi-
ness 10 years ago when she was only 18 years old. 
She began by selling ordinary coffee to retail stores 
(20 per cent produced from her family’s farm, the 
remainder produced by others) and built the busi-
ness by trial and error. Some of the keys to her 
success were joining community women’s organi-
zations for networking, learning from other people 
in the business, and actively soliciting the support 
of the provincial government of East Java to partic-
ipate in local trade fairs.

She also received export assistance from the 
Ministry of Trade in her province. She ventured into 
production (purchasing more land to farm), pro-
cessing, and selling premium Kopi Luwak, earning 

Christin Wu shares the story of her company with 
footwear participants.
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significantly more than she would selling ordinary 
coffee, with the same amount of effort. She has 
received multiple awards for being a success-
ful young female entrepreneur, and credits the 
assistance of the government for her success. She 
believes that those awards have attracted more 
buyers, including foreign ones. Ninety per cent of 
her workers are women, as she has found them to 
be more hard-working and trustworthy than men.

All SME presenters highlighted the importance of 
sharing stories about their product and their busi-
ness with clients. They believe that buyers want 
to know these stories, as it allows them to feel 
connected to the business and encourages them 
to buy.

Participant Feedback
Feedback from participants indicated that these 
meetings were successful and overall levels of 
 satisfaction were high. Forty-nine per cent rated 
their level of satisfaction as “good,” 42 per cent 
rated it “very good,” 5 per cent “excellent,” and 4 per 
cent “moderate.”

About the TPSA Project
TPSA is a five-year C$12-million project funded by 
the Government of Canada through Global Affairs 
Canada. The project is executed by The Conference 
Board of Canada, and the primary implementa-
tion partner is the Directorate General for National 
Export Development, Ministry of Trade.

TPSA is designed to provide training, research, and 
technical assistance to Indonesian government 
agencies, the private sector—particularly small and  
medium-sized enterprises (SMEs)—academics, and 
civil society organizations on trade-related infor-
mation, trade policy analysis, regulatory reforms, 
and trade and investment promotion by Canadian, 
Indonesian, and other experts from public and pri-
vate organizations.

The overall objective of TPSA is to support higher 
sustainable economic growth and reduce pov-
erty  in Indonesia through increased trade and 
trade-enabling investment between Indonesia 
and Canada. TPSA is intended to increase sustain-
able and gender-responsive trade and investment 
opportunities, particularly for Indonesian SMEs, and 
to increase the use of trade and investment analy-
sis by Indonesian stakeholders for expanded trade 
and investment partnerships between Indonesia 
and Canada.

The expected immediate outcomes of TPSA are:

 • improved trade and investment information 
flows between Indonesia and Canada, 
particularly for the private sector, SMEs, and 
women entrepreneurs, including trade-related 
environmental risks and opportunities;

 • enhanced private sector business links between 
Indonesia and Canada, particularly for SMEs;

 • strengthened analytical skills and knowledge 
of Indonesian stakeholders on how to increase 
trade and investment between Indonesia 
and Canada;

 • improved understanding of regulatory rules 
and best practices for trade and investment.

For further information, please contact the 
Project Office in Jakarta, Indonesia:
Mr. Gregory A. Elms, Field Director
Canada–Indonesia Trade and Private Sector 
Assistance (TPSA) Project
Canada Centre, World Trade Centre 5, 15th Floor
Jl. Jend. Sudirman Kav 29–31 Jakarta 12190, 
Indonesia
Phone: +62-21-5296-0376, or 5296-0389
Fax: +62-21-5296-0385
E-mail: greg@tpsaproject.com

Putri Luwak shares the story of her coffee business.


