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Abstract: Indonesian tea products have become an export-oriented commodity. However, 
Indonesian tea products trade performance, particularly the exports, has shown a persistent 
decline for the last decade (2012–2021). Therefore, this study aims to analyse the 
competitiveness of Indonesia tea products export as well as map the export destinations 
for Indonesia tea products. This study employs secondary data regarding tea product 
export value from UN Comtrade during the 2012–2021 period with analysis using revealed 
comparative advantage (RCA), export product dynamic (EPD), and X-model potential 
export product. The RCA results suggest that Indonesian tea products exhibit an overall 
strong comparative advantage in the international market, albeit still lagging behind India. 
Additionally, Indonesia also exhibits a strong comparative advantage in all tea products, 
except tea extract and preparation products. The EPD results show that Indonesia possesses 
a competitive advantage in packaged black tea, bulk green tea, also tea extract and 
preparation products. The export destination mapping reveals the 28 potential destinations 
serving as the focus for Indonesian tea export expansion. These potential destinations are 
dominated by the non-traditional.

Keywords: tea products export, EPD, potential destinations, RCA, X-model potential 
export product

Abstrak: Produk teh Indonesia telah menjadi komoditas yang beorientasi ekspor. Akan 
tetapi, kinerja perdagangan, khususnya ekspor, produk teh Indonesia menunjukkan 
tren menurun selama satu dekade terakhir (2012–2021). Oleh karena itu, penelitian ini 
bertujuan untuk menganalisis daya saing ekspor produk teh Indonesia dan memetakan 
negara tujuan ekspor produk teh Indonesia. Penelitian ini menggunakan data sekunder 
terkait nilai ekspor produk teh pada periode 2012–2021 dari UN Comtrade dengan metode 
analisis revealed comparative advantage (RCA), export product dynamic (EPD), dan 
X-model potential export product. Hasil perhitungan RCA menunjukkan bahwa produk 
teh Indonesia memiliki keunggulan komparatif kuat secara umum di pasar internasional 
meskipun masih di bawah India. Selain itu, Indonesia juga memiliki keunggulan komparatif 
kuat pada semua produk teh, kecuali produk ekstrak dan preparasi teh. Hasil perhitungan 
EPD menunjukkan Indonesia memiliki keunggulan kompetitif pada teh hitam kemasan, teh 
hijau curah, serta produk ekstrak dan preparasi teh. Hasil pemetaan menunjukkan terdapat 
28 negara tujuan potensial yang dapat menjadi fokus untuk pengembangan ekspor produk 
teh Indonesia. Negara tujuan potensial tersebut didominasi oleh negara tujuan non-
tradisional.

Kata kunci:  ekspor produk teh, EPD, negara tujuan potensial, RCA, X-model potential 
export product
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INTRODUCTION

During the 2012–2021 period, Indonesia was 
positioned as the 13th largest tea products exporter 
in the world, constituting a market share of 1.45%. 
Indonesia’s standing is still below several major non-
tea-producing countries, such as European countries, 
the United States, and the United Arab Emirates (UN 
Comtrade, 2023). According to findings from UN 
Comtrade (2023) data, 36 destination countries served 
as the routine destination countries for Indonesian tea 
products export in aggregate for the last decade (2012–
2021) (Table 1).

As examined based on the classification of traditional 
and non-traditional countries, using UN Comtrade data 
over the past 30 years (1992–2021), then compared 
with the findings of Sabaruddin (2016) and Hotsawadi 
& Widyastutik (2020), it is observed that the countries 
routinely serving as export destinations for Indonesian 
tea products are predominantly non-traditional 
countries, amounting to a total of 27 countries (Table 
1). Traditional destination countries consist of the top 
15 countries that have consistently been the destination 

of Indonesian exports for over 30 years, while non-
traditional destination countries are those that have not 
consistently been among the top 15 export destinations 
for Indonesia over the same period (Sabaruddin, 
2016; Hotsawadi & Widyastutik, 2020). Indonesian 
exports to non-traditional countries can promote the 
diversification of the export destinations, which can 
act as an alternative to sustain Indonesian export 
performance (Hotsawadi & Widyastutik, 2020).

Nevertheless, the trade performance of Indonesian 
tea products on the international market showed a 
discernible decline, evidenced by negative CAGR 
growth in Indonesian tea product exports of 5.08% 
over the last decade (2012–2021). As disaggregated 
into traditional and non-traditional markets, Indonesian 
tea products export performance shows a persistent 
downturn to traditional and non-traditional destinations 
(Figure 1). This decline indicates that Indonesia has not 
yet fully exploited the opportunities and realized the 
potential for exporting tea products to the international 
market (Nugrahaningrum et al. 2020; Zuhdi et al. 
2022).

Table 1. List of 36 destinations countries served as the routine destination countries for Indonesian tea products 
export
Continents Destination Countries

Asia 1. Brunei Darussalam 7. Japan 13. South Korea
2. Cambodia 8. Malaysia 14. Singapore
3. China 9. Mongolia 15. Thailand
4. Hong Kong 10. Pakistan 16. UAE
5. India 11. Philippines 17. Viet Nam
6. Israel 12. Saudi Arabia

Europe 1. Belgium 5. Poland 9. Switzerland
2. France 6. Netherlands 10. United Kingdom
3. Germany 7. Russian Federation 11. Türkiye
4. Italy 8. Spain 12. Ukraine

Africa 1. Egypt
America 1. Canada 2. Suriname 3. USA
Oceania 1. Australia 2. Fiji 3. New Zealand

Note: the bold prints denote the traditional destinations
Source: UN Comtrade (2023), processed
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Figure 1. Indonesian tea products export dynamics during 2012–2021 (UN Comtrade, 2023)

The increased competition in the international tea 
trade, attributed to the innovations in tea product 
processing by developed countries and the existing 
oversupply condition, is presumed to be the main 
factor in declining of Indonesian tea product 
exports (Veeramani, 2012; Khaliqi et al. 2020; Nair, 
2021; Tanuputri & Bai, 2022; Zuhdi et al. 2022). 
Additionally, the overall competitiveness of Indonesian 
tea exports in the international market is still inferior 
to the major exporting countries, namely China, Sri 
Lanka, India, and Kenya, notwithstanding remains 
competitive (Nugrahaningrum et al. 2020; Nursodik et 
al. 2021; Muflihah et al. 2023). Looking at the decline 
of Indonesian tea products’ export performance as 
well as its challenge, it is urgent to map the potential 
export destinations to focus on the export expansion of 
Indonesian tea products to destination countries with 
comparative and competitive advantages.

As of now, the previous studies regarding the 
competitiveness of Indonesian tea exports have 
been limited to the aggregated international market 
(Ramadhani, 2013; Nayantakaningtyas et al. 2017; 
Khaliqi et al. 2020; Nugrahaningrum et al. 2020; 
Nursodik et al. 2021; Zuhdi et al. 2022; Muflihah et al. 
2023) and main export destinations with major market 
shares (Suprihatini, 2005; Nursodik et al. 2022; Putro & 
Hidayat, 2023). Those studies still lacked the dynamic 
details of each regular export destination, which has 
served as a routine destination for the last decades 
(2012–2021), and have not identified potential export 
destinations. Focusing on the competitiveness analysis 
only on either the international market as aggregate 
or several main export destinations disregards the 
potential of other regular destination countries in 
expanding Indonesia’s tea product exports. 

Meanwhile, the latest studies regarding the potential 
export destinations mapping for Indonesian strategic 
estate commodities (Ministry of State Secretariat, 
2021) using the Ministry of Trade (2013) approach of 
X-Model Potential Export Products are still limited 
to cocoa (Fahmid et al. 2022), coffee (Aurelia et al. 
2022), oil palm (Destiarni et al. 2021), and rubber 
(Meliany & Novianti, 2022). Hence, the study 
regarding export competitiveness accompanied by 
mapping potential export destination countries for 
Indonesian tea products is crucial to complement the 
previous studies and provide an overview of the export 
expansion focus of Indonesian tea products to potential 
destinations. Therefore, this study aims to analyse the 
export competitiveness of Indonesian tea products in 
36 regular export destinations which have served as 
the routine destination countries and map the export 
destinations for Indonesian tea products. This study 
also takes China and India as the competitor countries, 
considering their positions as the major producers as 
well as routine exporters of world tea accounting for 
20.59 percent and 9.09 percent of the world tea market 
share respectively (UN Comtrade, 2023).

METHODS

This study utilises secondary data, encompassing 
the export value of Indonesian tea products and its 
competitors over 10 years (2012 to 2021) across 
36 routine destinations from the United Nations 
Commodity Trade (UN Comtrade) database. The 
Indonesian tea products export competitors analysed 
in this study are China and India. Those two countries 
were selected based on their export share dominance 
and consistent export patterns. Additionally, the tea 



Indonesian Journal of Business and Entrepreneurship, Vol. 3 No. 2, May 201750

P-ISSN: 2407-5434  E-ISSN: 2407-7321

Accredited by Ministry of RTHE Number 32a/E/KPT/2017

Jurnal Manajemen & Agribisnis, 
Vol. 21 No.1, March 2024

Where  shows the tea products export value (i) of the 
exporting country (j) (US$),  shows the total export 
value of the exporting country (j) (US$),  shows the 
world’s (w) tea products export value (i) (US$),  shows 
the world’s (w) total export value (US$),  shows the 
exporting countries of Indonesia, China, and India.

The RCA value ranges from 0 to ∞, as a value greater 
than 1 indicates competitiveness in the tea products of 
the exporting country (Gordeev, 2020). Subsequently, 
Hinloopen & van Marrewijk (2001) classified RCA 
values into four categories to assess the stability of the 
RCA value distribution, thereby facilitating the analysis 
of comparative advantages among countries (Table 1).

Table 1. RCA classification
Range Classifications

0 < RCA ≤ 1 No competitiveness
1 < RCA ≤ 2 Weak competitiveness
2 < RCA ≤ 4 Moderate competitiveness
4 < RCA Strong competitiveness

source: Hinloopen & van Marrewijk (2001)

After that, the Export Product Dynamic (EPD) is used 
to analyse the position of Indonesian tea products. The 
growth of export market share represents the business 
strength of the analysed export products (X-axis), 
whereas the growth of the total exports signifies the 
market attractiveness (Y-axis) (Santoso et al. 2022). 
The mathematical equations for EPD can be observed 
in Equations 2 and 3, where  denotes the analysis year 
(2012-2021) also  shows the total analysis year (10 
years). The EPD results produce four categories of 
trade positions that can be graphically represented in 
four quadrants (Figure 3).

products comprise five forms of tea products exported 
by Indonesia based on the 6-digit Harmonized System 
(HS) code, consisting of (1) HS 090210, packaged green 
tea; (2) HS 090220, bulk green tea; (3) HS 090230, 
packaged black tea; (4) HS 090240, bulk black tea; (5) 
HS 210120, tea extract and preparation products.

Figure 2 illustrates the research framework used 
in this study. The declining export performance of 
Indonesian tea products coupled with the increasing 
global competition posed a critical consequence on 
Indonesian tea products’ export continuity and foreign 
exchange reserve, thus needing an expansion strategy on 
potential export destinations with high competitiveness. 
Meanwhile, the studies regarding export destination 
mapping are still limited and have not been conducted 
on Indonesian tea products. Therefore, mapping the 
potential export destination of Indonesian tea products 
becomes the main objective of this study. This study 
first conducts the competitiveness analysis using 
Revealed Comparative Advantage (RCA) and Export 
Product Dynamic (EPD), then performs the clustering 
of export destinations using X-Model Potential Export 
Products to map the potential export export destination 
of Indonesian tea products.

Firstly, the export competitiveness is analysed using 
the Revealed Comparative Advantage (RCA), initially 
introduced by Liesner (1958), later refined and 
popularised by Balassa (1965), consequently known as 
the Balassa Index and has become a common method 
for analysing the countries’ comparative advantage 
(Podoba et al. 2021). The RCA can indicate the trade 
performance and patterns of products from a given 
country (Balassa, 1965). The mathematical equation 
for RCA is depicted in Equation 1.

RCA=  (Xij⁄Xj)/(Xiw⁄Xw)   (1)

Declining export 
performance of 

Indonesia tea products 
and increasing global 

competition

Studies regarding 
export destination 

mapping on 
Indonesian products 

export are still limited

Comparative Advantage 
Revealed Comparative 

Advantage (RCA)

Competitiveness of 
Indonesian tea products 

export

Competitive Advantage
Export Product Dynamics 

(EPD)

Export Destination 
Mapping 

X-Model Potential 
Export Product

Potential destination 
countries for Indonesian tea
products export expansion 

focus

Figure 2. Research framework
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(2)

(3)

The potential export destinations mapping for 
Indonesian tea products is conducted using the 
X-Model Potential Export Products (Rivai et al. 2021). 
The X-Model Potential Export Products provides 
a more comprehensive analysis regarding export 
competitiveness by integrating the competitiveness 
(RCA) and market position (EPD) (Yulisti et al. 2021). 
The matrix is presented in Table 2.

RESULTS

Competitiveness Positions of Indonesia Tea Products 
in The International Market

The RCA results for Indonesian tea products with 
two main competitor countries, namely China and 
India, reveal that Indonesian tea products demonstrate 
strong competitiveness in the international market, 
as evidenced by an RCA value of 4.62. Furthermore, 
the comparative advantage of Indonesian tea products 
is stronger than that of China, but weaker than that of 
India (Table 3). The Indonesian RCA position is in line 
with the studies of Nugrahaningrum et al. (2020) and 

Nursodik et al. (2021), which focus on aggregate tea 
of HS 0902, but contrasts with the study of Muflihah 
et al. (2023) due to the difference on the amount of 
analysed period. Muflihah et al. (2023) employed a 
shorter analysis period (5 years) compared to this study 
(10 years).

According to the six-digit HS code classification, 
Indonesia demonstrates strong competitiveness in the 
export of packaged green tea (HS 090210), bulk green 
tea (HS 090220), packaged black tea (HS 090230), and 
bulk black tea (HS 090240), but no competitiveness 
in the export of tea extract and preparation products 
(HS 210120) (Table 3). This is evident in the export 
share of tea extract and preparation towards Indonesian 
total tea products export, which remains relatively 
small compared to other tea products, at 3.50% 
(UN Comtrade, 2023). The international market for 
tea extract and preparation products export is still 
dominated by developed countries such as the United 
States, Netherlands, Ireland, and Germany (Veeramani, 
2012; ITC TradeMap, 2024).

Figure 3. EPD Matrix (Esterhuizen, 2006)

Table 2. X-model potential export products matrix
RCA EPD X-Model

> 1 Rising Star Optimistic market
Falling Star Potential market
Lost Opportunity Potential market
Retreat Less potential market

< 1 Rising Star Potential market
Falling Star Less potential market
Lost Opportunity Less potential market
Retreat Not potential market

Source: Ministry of Trade (2013)
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The observed competitive advantage also signifies 
an improvement in trade positions as revealed in the 
study of Nayantakaningtyas et al. (2017), indicating 
that Indonesian packaged black tea and bulk green tea 
tended to lack competitiveness, reflected by a retreat 
position indicative of a decline in export performance. 
Conversely, there are export destinations of Indonesian 
packaged black tea and bulk green tea positioned as 
falling stars with stagnant export growth. This stagnation 
in export growth may be attributed to increased 
domestic tea consumption, insufficient technological 
innovation in packaging, and the implementation of 
non-tariff barriers (Putro & Hidayat, 2023).

The EPD results for Indonesian tea products (Table 
4) indicate that, generally, Indonesia tends to have a 
competitive advantage in the export of packaged black 
tea (HS 090230) and bulk green tea (HS 090220), with 
a dominance of rising star and falling star positions. 
The trade positions for these tea products suggest 
that packaged black tea and bulk green tea exhibit 
competitive market share growth with either dynamic 
or stagnant export growth.

Table 4. The Trade Positions of Indonesian Tea Products During 2012–2021
Destinations HS 090210 HS 090220 HS 090230 HS 090240 HS 210120

Australia Retreat Retreat Falling star Retreat Falling star

Belgium n.a. n.a. n.a. Lost opportunity Lost opportunity

Brunei Darussalam Rising star Lost opportunity Rising star Lost opportunity Lost opportunity

Cambodia Retreat n.a. Falling star n.a. n.a.

Canada Lost opportunity Lost opportunity n.a. Lost opportunity Rising star

China Lost opportunity Lost opportunity Rising star Lost opportunity Rising star

Egypt Rising star Rising star n.a. Lost opportunity n.a.

Fiji Lost opportunity n.a. Rising star Rising star n.a.

France Retreat Retreat n.a. Falling star Falling star

Germany Retreat Falling star Falling star Retreat Retreat

Hong Kong Retreat Retreat Falling star Retreat Falling star

India Falling star Falling star n.a. Retreat n.a.

Israel n.a. n.a. n.a. Retreat n.a.

Italy n.a. Rising star n.a. Rising star Lost opportunity

Japan Retreat Falling star Falling star Falling star Retreat

Malaysia Retreat Retreat Retreat Retreat Retreat

Mongolia Retreat n.a. Falling star n.a. n.a.

Netherlands Retreat Falling star Falling star Retreat Falling star

New Zealand Lost opportunity Lost opportunity Falling star Rising star Rising star

Pakistan Lost opportunity Rising star Rising star Lost opportunity n.a.

Philippines Rising star Rising star Rising star Rising star Lost opportunity

Poland Lost opportunity Rising star Lost opportunity Lost opportunity n.a.

Russian Federation Lost opportunity Rising star Rising star Lost opportunity n.a.

Saudi Arabia Falling star Retreat Falling star Retreat Falling star

Singapore Retreat Falling star Falling star Falling star Retreat

South Korea Falling star Retreat Falling star Retreat Falling star

Spain n.a. Retreat n.a. Retreat Falling star

Suriname n.a. Retreat Retreat n.a. n.a.

Switzerland n.a. n.a. n.a. Rising star Rising star

Thailand Retreat Falling star Falling star Falling star Falling star

Türkiye Lost opportunity Rising star n.a. Lost opportunity n.a.

UAE Falling star Falling star Falling star Falling star Falling star

Ukraine n.a. Retreat n.a. Retreat n.a.

United Kingdom Retreat n.a. Retreat Retreat Falling star

USA Lost opportunity Rising star Rising star Lost opportunity Lost opportunity

Viet Nam Lost opportunity Rising star Rising star Rising star Lost opportunity

Source: UN Comtrade (2023) (processed)
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The Potential Export Destinations Mapping of 
Indonesian Tea Products

The export destination mapping for Indonesian 
tea products is conducted by clustering the export 
expansion potential, which integrates the results of 
RCA and EPD using the X-Model Potential Export 
Products. This clustering provides a comprehensive 
view of the potential export destinations by examining 
export competitiveness from both sides (Meliany & 
Novianti, 2022). Additionally, this mapping is divided 
based on the five tea products exported by Indonesia. 

In total, there are 28 potential export destinations 
suggested to become the focus of main destinations 
countries for Indonesian tea products export expansion 
at present (Table 5). This result covers more extent 
potential destinations compared to previous studies 
which focused on main destinations (Aurelia et al. 
2022; Fahmid et al. 2022; Meliany & Novianti, 2022) 
or non-traditional destinations (Destiarni et al. 2021).

Non-traditional countries dominate the potential 
destinations for Indonesian tea products export 
expansion. There are 22 non-traditional countries 
included in the potential destination countries, while 
traditional countries consist of only six countries, 
namely Australia, Germany, Hong Kong, Netherlands, 
Singapore, and USA (Table 5). This result also 
promotes diversification of the export destinations 
towards non-traditional with high untapped potential 
countries, such as China (71.50%), Egypt (95.70%), 
Pakistan (79.60%), Saudi Arabia (76.00%), Thailand 
(60.50%), Türkiye (96.30%), and Viet Nam (46.10%) 
(ITC Export Potential Map, 2024). Those high untapped 
potentials are also supported by high tea consumption 
per capita, namely China (1.25 kg), Egypt (0.72 kg), 
Pakistan (0.93 kg), Saudi Arabia (1.20 kg), Thailand 
(0.87 kg), Türkiye (3.17 kg), and Viet Nam (1.41 kg) 
(World Population Review, 2024).

Furthermore, based on data from the FTA Center 
Ministry of Trade (2024), as of 2022, Indonesia has 
implemented trade agreements with 14 potential 
destination countries for exporting Indonesian tea 
products. These trade agreements include AFTA, 
ACFTA, AKFTA, AANZFTA, AIFTA, IP-PTA, 
AHKFTA, and IE-CEPA. Trade agreements between 
Indonesia and partner countries can promote exports and 
unleash market access (Ardiyanti, 2015). Nevertheless, 
the findings revealed by Sitepu & Nurhidayat (2015) 

On the other hand, Indonesia tends to lack a competitive 
advantage in the export of bulk black tea (HS 090240) 
and packaged green tea (HS 090210) positioned as a 
retreat (Table 4). This trade position indicates that 
the export of bulk black tea and packaged green tea 
from Indonesia is losing competitive market share 
and experiencing stagnation in export growth, thus 
impairing the export performance.

The decline in the competitive advantage of Indonesian 
bulk black tea indicates efforts in processing from an 
intermediate product, namely bulk black tea, into 
packaged black tea or extract and preparation tea 
products. This is supported by the increased export 
share of packaged black tea by 20.78% and extract 
and preparation tea products by 11.40%, whereas 
the export share of bulk black tea tends to decrease 
by 2.66% during 2012–2021 (UN Comtrade, 2023). 
Furthermore, the decrease in the competitive advantage 
of Indonesian packaged green tea contrasts with the 
study of Nayantakaningtyas et al. (2017), which was 
initially a rising star. This is supported by a significant 
decrease in the export share of Indonesian packaged 
green tea by 19.69% during 2012–2021 (UN Comtrade, 
2023).

The export of tea extract and preparation products (HS 
210120) from Indonesia still maintains a competitive 
advantage but experiences stagnation in export growth, 
as indicated by the dominance of a falling star position 
(Table 4). This stagnation in export growth may be 
attributed to the low adoption of downstream processing 
technology and innovation in packaging technology, 
thus limiting production capacity (Sita & Rohdiana, 
2021; Nugrahaningrum et al. 2020). Additionally, the 
non-tariff measures imposed by destination countries 
are generally stricter for final products than intermediate 
products, thus potentially disincentives the export, 
alongside the enactment of value-added tax (Nasution, 
2023; Putro & Hidayat, 2023). 

TRAINS UNCTAD (2024) data reveals that the sanitary 
and phytosanitary (SPS) measures became the highest 
non-tariff measures imposed by destination countries 
for Indonesian tea products amounting to 26 imposing 
countries with UAE as the highest SPS imposing 
countries totalling 68 SPS notifications during 2012–
2021. SPS measures have gained popularity recently 
driven by the increase in consumer concern and demand 
for safe and high-quality agricultural products (Wood 
et al. 2017; Assoua et al. 2022).
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target countries plays a crucial role in mitigating shocks 
in both destination countries as well as international 
markets, contributing to the stability of macroeconomic 
conditions and export revenue in the form of foreign 
exchange (Xuefeng & Yaşar, 2016; Osakwe et al. 
2018). Furthermore, primary or agricultural products 
are susceptible to external shocks such as price 
fluctuations and a slowdown in import demand from 
destination countries (Osakwe et al. 2018; Hotsawadi 
& Widyastutik, 2020). Additionally, the Ministry of 
Trade and tea industry stakeholders need to collaborate 
in enhancing FTA utilisation to further gain market 
access thus expanding exports and maintaining the 
competitiveness of Indonesian tea products, especially 
in potential destinations that have implemented trade 
agreements.

and Ningsih et al. (2018) indicate that the utilisation 
of Indonesia’s trade agreements with Asian partner 
countries, namely AFTA, ACFTA, AKFTA, and 
AIFTA, remains low due to insignificant differences 
between preferential tariffs and most-favoured nations 
(MFN) tariffs and the complexity of export compliance 
procedures under FTA preferences. 

Managerial Implications

The mapping results indicate that potential export 
destinations for Indonesian tea products are 
predominantly non-traditional destination countries. 
This condition supports the diversification of 
destination countries towards high untapped potential 
countries (Rindayati & Akbar, 2022). Diversifying 

Table 5. The potential export destinations mapping of Indonesia tea products 
Optimistic Market Potential Market Less Potential Market Not Potential Market

HS 090210 – Packaged green tea
2 Countries (Egypt, 
Philippines)

13 Countries (Brunei 
Darussalam, China, Fiji, India, 
New Zealand, Pakistan, Poland, 
Russian Federation, Saudi 
Arabia, South Korea, Türkiye, 
UAE, Viet Nam)

11 Countries (Australia, 
Cambodia, Canada, Germany, 
Hong Kong, Malaysia, 
Mongolia, Singapore, 
Thailand, United Kingdom, 
USA)

3 Countries (France, 
Japan, Netherlands)

HS 090220 – Bulk green tea
7 Countries (Egypt, Italy, 
Philippines, Poland, Russian 
Federation, Türkiye, USA)

10 Countries (Brunei 
Darussalam, Canada, China, 
Germany, India, Netherlands, 
New Zealand, Pakistan, UAE, 
Viet Nam)

9 Countries (Australia, 
France, Japan, Saudi Arabia, 
Singapore, South Korea, 
Spain, Suriname, Thailand)

3 Countries (Hong 
Kong, Malaysia, 
Ukraine)

HS 090230 – Packaged black tea
8 Countries (Brunei 
Darussalam, Fiji, Mongolia, 
New Zealand, Pakistan, 
Philippines, Russian 
Federation, Viet Nam)

8 Countries (Australia, 
Cambodia, China, Germany, 
Poland, Singapore, Thailand, 
USA)

8 Countries (Hong 
Kong, Japan, Malaysia, 
Netherlands, Saudi Arabia, 
South Korea, Suriname, UAE)

1 Country (United 
Kingdom)

HS 090240 – Bulk black tea
5 Countries (Fiji, New 
Zealand, Philippines, 
Switzerland,  Viet Nam)

12 Countries (Belgium, 
Brunei Darussalam, Canada, 
China, Italy, Poland, Russian 
Federation, Singapore, Thailand, 
Türkiye, UAE, USA)

14 Countries (Australia, 
Egypt, France, Germany, 
Hong Kong, Israel, Japan, 
Malaysia, Netherlands, 
Pakistan, South Korea, Spain, 
Ukraine, United Kingdom)

2 Countries (India, 
Saudi Arabia)

HS 210120 – Tea extract and preparation products
1 Country (New Zealand)  6 Countries (Brunei Darussalam, 

Canada, China, Hong Kong, 
Italy, Switzerland)

14 Countries (Australia, 
Belgium, France, Netherlands, 
Philippines, Saudi Arabia, 
Singapore, South Korea, 
Spain, Thailand, UAE, United 
Kingdom, USA,  Viet Nam)

3 Countries 
(Germany, Japan, 
Malaysia)

Note: the bold prints denote the traditional destinations
Source: UN Comtrade (2023), processed
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Further research can analyse the impact of trade 
agreement implementation on the export performance 
of Indonesian tea products. The results can provide 
insights into the effectiveness of trade facilitation for 
Indonesian tea products through trade agreements. 
Additionally, it is essential to investigate the influence 
of non-tariff measures, especially SPS and TBT, to 
determine whether Indonesian tea products have 
successfully met the requirements imposed by 
destination countries.

FUNDING STATEMENT: This research did not 
receive any specific grant from funding agencies in the
public, commercial, or not - for - profit sectors.

CONFLICTS OF INTEREST: The authors declare 
no conflict of interest.

REFERENCES

Ardiyanti ST. 2015. Dampak perjanjian perdagangan 
Indonesia-Jepang (IJEPA) terhadap kinerja 
perdagangan bilateral. Buletin Ilmiah Litbang 
Perdagangan 9(2): 129–152. https://doi.
org/10.30908/bilp.v9i2.5.

Assoua JE, Molua EL, Nkendah R, Choumbou RFD, 
Tabetando R. 2022. The effect of sanitary and 
phytosanitary measures on Cameroon’s cocoa 
exports: An application of the gravity model. 
Heliyon 8: e08754. https://doi.org/10.1016/j.
heliyon.2022.e08754.

Aurelia M, Syaukat Y, Falatehan AF. 2022. 
Competitiveness and potential for Indonesian 
coffee export market development. BIRCI-
Journal 5(3): 20116–20126. https://doi.
org/10.33258/birci.v5i3.6031.

Balassa B. 1965. Trade liberalisation and 
“revealed” comparative advantage. The 
Manchester School 33(2): 99–123. https://doi.
org/10.1111/j.1467-9957.1965. tb00050.x.

Destiarni RP, Triyasari SR, Jamil AS. 2021. The 
determinants of Indonesia’s CPO export in non–
traditional market. In: International Conference 
on Agribusiness and Rural Development 2020; 
Yogyakarta, 13–14 Oct 2020. Yogyakarta: EDP 
Sciences. pp. 02017.

Esterhuizen D. 2006. Measuring and Analysing 
Competitiveness in The Agribusiness Sector: 
Methodological and Analytical Framework. 
Pretoria: University of Pretoria.

CONCLUSIONS AND RECOMMENDATIONS

Conclusions

Indonesian tea products exhibit strong competitiveness 
in the international market. The comparative advantage 
of Indonesian tea products is relatively stronger than 
that of China but weaker than that of India. When 
detailed based on the five forms of tea products, 
Indonesia demonstrates strong competitiveness in 
exporting all tea products, except for tea extract and 
preparation products. Conversely, Indonesia tends to 
gain a competitive advantage in exporting packaged 
black tea, bulk green tea, and tea extract and preparation 
products. The mapping results show 28 potential 
destination countries that can be a focus for the current 
export expansion of Indonesian tea products and need 
to maintain their positions. These destination countries 
are predominantly non-traditional export destinations.

Recommendations

There are several trade strategies that the Indonesian 
government can implement to promote the export 
of Indonesian tea products to potential destination 
countries. As for the potential destination countries 
where competitiveness is already established, the 
government, in collaboration with tea industry 
stakeholders, must sustain the quantity and quality of 
tea products that have already secured market access by 
ensuring compliance with requirements and standards 
imposed by the destination countries. The Ministry of 
Trade can also establish and utilise trade agreement 
forums to negotiate reductions in trade barriers that 
may threaten the competitiveness of Indonesian tea 
products by balancing the FTA preference utilisation.
As for the potential destination countries that are 
losing competitiveness and/or experiencing stagnant 
export growth, The Government through its trade 
attachés can implement market intelligence strategies 
to reveal the factors behind the losing competitiveness 
and/or stagnant export growth of Indonesian tea 
products and address the destination countries’ demand 
characteristics towards tea products. The Government 
through the Ministry of Trade also need to provide 
technical assistance and simplification procedures in 
complying with the standard requirements imposed by 
destination countries as well as promote the marketing 
mix that complies with the criteria, standards, and 
characteristics of tea demand in potential destination 
countries. 



Indonesian Journal of Business and Entrepreneurship, Vol. 3 No. 2, May 2017 57

P-ISSN: 2407-5434  E-ISSN: 2407-7321

Accredited by Ministry of RTHE Number 32a/E/KPT/2017

Jurnal Manajemen & Agribisnis, 
Vol. 21 No.1, March 2024

Multidisciplinary Research 2(10): 4209–4216. 
https://doi.org/10.55927/eajmr.v2i10.6354.

Nair KP. 2021. Tree Crops: Harvesting Cash from the 
World’s Important Cash Crops. Cham: Springer.

Nasution RHR. 2023. Pengaruh kebijakan non-
tariff measures (NTMs) terhadap ekspor pulp 
dan kertas Indonesia. Buletin Ilmiah Litbang 
Perdagangan 17(1): 19–42. https://doi.
org/10.55981/bilp.2023.9.

Nayantakaningtyas JS, Daryanto A, Saptono IT. 
2017. Competitiveness of Indonesian tea in 
international market. Indonesian Journal of 
Business and Entrepreneurship 3(1): 14–23. 
https://doi.org/10.17358/ijbe.3.1.14.

Ningsih EA, Falianty TA, Budiarti FT. 2018. 
Pemanfaatan kerja sama Indonesia-Jepang 
economic partnership agreement (IJEPA) dan 
Indonesia-Pakistan preferential trade agreement 
(IPPTA). Buletin Ilmiah Litbang Perdagangan 
12(2): 181–204. https://doi.org/10.30908/bilp.
v12i2.313.

Nugrahaningrum Y, Zakaria R, Fahma F. 2020. 
Analysis of Indonesian tea competitiveness in the 
international market. In: The 5th International 
Conference on Industrial, Mechanical, 
Electrical, and Chemical Engineering 2019; 
Surakarta, 17-18 September 2019. Melville: AIP 
Publishing. pp. 030067.

Nursodik H, Santoso SI, Nurfadillah S. 2021. 
Competitiveness and determining factors of 
Indonesian tea export volume in the world 
market. Habitat 32(3): 163–172. https://doi.
org/10.21776/ub.habitat.2021.032.3.18.

Nursodik H, Santoso SI, Nurfadillah S. 2022. 
Competitiveness of Indonesian tea export in 
Southeast Asia markets. SOCA: Jurnal Sosial 
Ekonomi Pertanian 16(1): 1–14. https://doi.
org/10.24843/SOCA.2022.v16.i01.p01.

Osakwe PN, Santos-Paulino AU, Dogan B. 2018. 
Trade dependence, liberalization, and exports 
diversification in developing countries. 
Journal of African Trade 5: 19–34. https://doi.
org/10.1016/j.joat.2018.09.001.

Podoba ZS, Gorshkov VA, Ozerova AA. 2021. Japan’s 
export specialization in 2000–2020. Asia and 
the Global Economy 1(2): 100014. https://doi.
org/10.1016/j.aglobe. 2021.100014.

Putro FAD, Hidayat NK. 2023. Ekspor teh hitam 
Indonesia ke Jepang: Struktur pasar dan daya 
saing. Buletin Ilmiah Litbang Perdagangan 
17(2): 177–202. https://doi.org/10.55981/

Fahmid IM, Wahyudi, Salman D, Kariyasa IK, Fahmid 
MM, Agustian A, Perdana RP, Rachman B, 
Darwis V, Mardianto S. 2022. “Downstreaming” 
policy supporting the competitiveness of 
Indonesian cocoa in the global market. Frontiers 
in Sustainable Food System 6: 821330. https://
doi.org/10.3389/fsufs.2022.821330.

FTA Center Ministry of Trade. (2024). Free Trade 
Agreement. https://ftacenter.kemendag.go.id/
free-trade-agreement. [19 January 2024].

Gordeev R. 2020. Comparative advantages of Russian 
forest products on the global market. Forest 
Policy and Economics 119: 102286. https://doi.
org/10.1016/j.forpol.2020.102286.

Hinloopen J, van Marrewijk C. 2001. On the 
empirical distribution of the Balassa index. 
Weltwirtschaftliches Archiv 137(1): 1–35. 
https://doi.org/10.1007/BF02707598.

Hotsawadi, Widyastutik. 2020. Diversifikasi ekspor 
non migas Indonesia ke pasar non tradisional. 
Buletin Ilmiah Litbang Perdagangan 14(2): 215–
238. https://doi.org/10.30908/bilp.v14i2.442.

ITC Export Potential Map. 2024. Export Potential. 
https://exportpotential.intracen.org/en/markets/
gap-chart. [2 January 2024].

ITC TradeMap. 2024. List of exporters for the selected 
product in 2022. https://www.trademap.org. [2 
January 2024].

Khaliqi M, Gurning HRH, Novanda RR, Simamora 
ON. 2020. Competitiveness Indonesia tea in 
international market. IOP Conf. Series: Earth 
and Environmental Science 454: 012039. https://
doi.org/10.1088/1755-1315/454/1/012039.

Liesner HH. 1958. The European common market and 
British industry. The Economic Journal 68(270): 
302–316. https://doi.org/10.2307/2227597.

Meliany BS, Novianti T. 2022. Competitiveness of the 
top 15 main export destinations of Indonesia’s 
natural rubber for 1991–2020. Jurnal 
Manajemen & Agribisnis 19(1): 37–47. https://
doi.org/10.17358/jma.19.1.37.

Ministry of Trade. 2013. Kajian Potensi Pengembangan 
Ekspor ke Pasar Non-Tradisional. Jakarta: Pusat 
Kebijakan Perdagangan Luar Negeri BP2KP.

Ministry of State Secretariat. 2021. Peraturan 
Pemerintah Republik Indonesia Nomor 26 
Tahun 2021 Tentang Penyelenggaraan Bidang 
Pertanian. Jakarta: Kemensetneg RI.

Muflihah U, Mutolib A, Nuraini C. 2023. Analysis 
of Indonesian tea export competitiveness on 
the international market. East Asian Journal of 



Indonesian Journal of Business and Entrepreneurship, Vol. 3 No. 2, May 201758

P-ISSN: 2407-5434  E-ISSN: 2407-7321

Accredited by Ministry of RTHE Number 32a/E/KPT/2017

Jurnal Manajemen & Agribisnis, 
Vol. 21 No.1, March 2024

tea supply chain: A case study in Central Java 
Province, Indonesia. AgriTECH 42(2): 155–164. 
https://doi.org/10.22146/agritech.63671.

TRAINS UNCTAD. 2024. TRAINS Portal on Trade 
Regulations and Non-Tariff Measures (NTMs). 
https://trainsonline.unctad.org. [2 January 2024].

UN Comtrade. 2023. UN Comtrade Statistic Database-
Data Query of Import and Export. https://
comtrade.un.org/data. [22 Oct 2023].

Veeramani C. 2012. Competitive structure of plantation 
commodity exports: India’s tea and coffee 
exports in a comparative perspective. NRPPD 
Discussion Paper No. 12. Kerala: Centre for 
Development Studies.

Wood J, Wu J, Li Y, Jang H. 2017. The economic 
impact of SPS measures on agricultural exports 
to China: An empirical analysis using the PPML 
method. Social Sciences 6(2): 51. https://doi.
org/10.3390/socsci6020051.

World Population Review. 2024. Tea Consumption by 
Country 2024. https://worldpopulationreview.
com/country-rankings/tea-consumption-by-
country. [25 Jan 2024].

Xuefeng Q, Yaşar M. 2016. Export market 
diversification and firm productivity: 
Evidence from a large developing country. 
World Development 82: 28–47. https://doi.
org/10.1016/j.worlddev.2016.01.017.

Yulisti M, Luhur ES, Arthatiani FY, Mulyawan I. 2021. 
Competitiveness analysis of Indonesian seaweeds 
in global market. IOP Conf. Series: Earth and 
Environmental Science 860: 012061. https://doi.
org/10.1088/1755-1315/860/1/012061.

Zuhdi F, Rambe KR, Rahmadona L. 2022. Analysis of 
competitiveness and forecasting of Indonesian 
tea exports to main destination countries. Media 
Ekonomi dan Manajemen 37(2): 240–251. 
https://doi.org/10.24856/mem.v37i2.2888.

bilp.2023.227.
Ramadhani F. 2013. Daya saing teh Indonesia di pasar 

internasional. Economics Development Analysis 
Journal 2(4): 468–475. https://doi.org/10.15294/
edaj.v2i4.3214.

Rindayati W, Akbar R. 2022. Competitiveness and 
determinants of Indonesian frozen shrimp 
exports to non-traditional markets. Jurnal 
Manajemen & Agribisnis 19(3): 367–378. 
https://doi.org/10.17358/jma.19.3.367.

Rivai AP, Munizu M, Mahyuddin. 2021. Daya saing 
dan potensi pengembangan ekspor pati sagu 
Indonesia. Jurnal Agro Ekonomi 39(2): 155–
163. https://doi.org/10.21082/jae.v39n2.2021.

Sabaruddin SS. 2016. Penguatan diplomasi ekonomi 
Indonesia mendesain clustering tujuan pasar 
ekspor Indonesia: Pasar tradisional vs pasar 
non-tradisional. Jurnal Ilmiah Hubungan 
Internasional 12(2): 205–219. https://doi.
org/10.26593/jihi.v12i2.2654.205-219.

Santoso SI, Pos Pos LS, Nurfadillah S. 2022. 
Competitiveness analysis of Indonesian 
cinnamon exports in the world market. 
Agrisocionomics 6(2): 402–421. https://doi.
org/10.14710/agrisocionomics.v6i2.15797.

Sita K, Rohdiana D. 2021. Analisis kinerja dan prospek 
komoditas teh. RADAR: Opini dan Analisis 
Perkebunan 2(1): 2–12. 

Sitepu EMP, Nurhidayat R. 2015. Mengukur tingkat 
pemanfaatan FTA yang telah dilakukan 
Indonesia: Studi kasus dengan menggunakan 
FTA preference indicator. Kajian Ekonomi 
dan Keuangan 19(3): 284–298. https://doi.
org/10.31685/kek.v19i3.147.

Suprihatini R. 2005. Daya saing ekspor teh Indonesia 
di pasar teh dunia. Jurnal Agro Ekonomi 
23(1): 1–29. https://doi.org/10.21082/jae.
v23n1.2005.1-29.

Tanuputri MR, Bai H. 2022. Analysis of logistics 
cost on smallholder and middleman to foster 


