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ABSTRACT 
Tampereen ammattikorkeakoulu Tampere University of Applied Sciences          Master of International Business Management  Masoumeh Saeid:  Assessment of Current and Future Status of Date Exports from Iran to Indone-sia  Master's thesis 68 pages, appendices 1 page        November 2025

 
This Thesis examines the current and future status of Iranian date exports to In-donesia. Indonesia as the target market in this study is the most populous Muslim country in the world, this country is considered as one of the most important halal food markets, and Iran, with its advantage in date production, has a high potential to develop exports to this market. This study aims to examine export trends, iden-tify tariff and non-tariff barriers, and estimate untapped export potential by using data from ITC (International Trade Centre). 
This research method was conducted in a mixed manner. In the quantitative part, secondary data on international trade from the ITC and FAO databases were analysed, and in the qualitative part, interviews were conducted with 24 export-ers, logistics experts, and relevant officials. The combination of these two ap-proaches has enabled the simultaneous analysis of statist ical, institutional, and structural dimensions of exports. 
The findings show that Iran’s comparative advantage index (RCA) has been above 30 in all years of the study, But Iran's share of the Indonesian date market 
is small. In addition, Iran’s date export potential is about $46 million by 2029, while Iran has only utilized about 5 percent of its potential capacity in 2023.  
Qualitative analyses showed that complex halal certification requirements, cum-bersome administrative and international banking sanctions and processes, lack of appropriate logistics infrastructure, poor packaging and branding, and lack of awareness of Indonesian consumer tastes are among the most important barriers to export development. In contrast, increasing demand for products that are halal, the growth of online food markets, and the possibility of concluding bilateral trade 
agreements with Indonesia are important opportunities for expanding Iran’s date exports. 
Key words: Date exports, Iran, Indonesia, Revealed comparative advantage, non-tariff barriers, export potential, halal trade 
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1 INTRODUCTION 
 
In the past years, agricultural products and exports, especially in developing 
countries, have been considered key tools for economic growth, food security, 
and sustainable development. Among these products, dates, as a strategic trop-
ical crop with high nutritional value, good shelf life, compliance with halal food 
standards, and many economic benefits, have gained an important place in the 
agricultural trade. (Al-Habsi, 2025, 1; Pawlak & Kołodziejczak, 2020, 1–2)  
Iran with more than 1.02 million tons of dates, is one of the most important pro-
ducers of dates in the world. wide climatic diversity, the existence of commercial 
varieties such as Mazafati, Kabkab, Piarom, and Esta'maran, and the historical 
history of date production have created a special place for Iran in the global mar-
ket (Rastegar, 2015). However, despite its high potential, Iran’s share of global 

date exports is below of its actual capacity. (FAO, 2023; Ministry of Agriculture 
Jihad, 2023)  
According to experts, some barriers are lack of a comprehensive marketing strat-
egy, tariff and non-tariff barriers, International Sanctions, logistical constraints, 
and the concentration of exports to a few limited markets.   
Meanwhile, the populous and Muslim countries of Southeast Asia, especially In-
donesia, are emerging markets. These markets have high potential for Iranian 
date exports. According to World Population Review (2025), population of Indo-
nesia is over 285 million and this country is one of the largest importers of dates 
in the region, especially during Ramadan when consumption of this product in-
creases significantly. some countries including Tunisia, the UAE, Egypt, and 
Saudi Arabia have a high share of this market, while Iran’s share remains insig-

nificant (Trade Map, 2024).   
Given Iran’s non-oil export development policies and the need to diversify target 
markets, it is of great importance to accurately identify the opportunities and 
threats to date exports to the Indonesian market. In this context, using modern 
data-driven tools including Export Potential, Market Access, and Trade Map that 
are presented by the International Trade Center helps us with a more accurate 
analysis of trade flows, untapped potential, and market barriers.  
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Therefore, the present study aims to assess the current and future status of date 
exports from Iran to Indonesia, review historical trends, analyse export data, iden-
tify market access barriers, and estimate potential export capacities, and attempt 
to provide an analytical framework for effective trade policymaking in this area. 
This study considers the period 2014 to 2023 and uses a combination of descrip-
tive and exploratory methods.  
 

Problem Statement  
Dates are important agricultural products that are cultivated in developing coun-
tries, and play a strategic role in international food security, given their important 
share to nutrition and the economy. The increasing demand and expansion of 
cultivated areas indicate global and regional production trends for this crop, con-
firming the importance of this fruit in economic frameworks policies and domestic 
food security (Al‑ Habsi, 2025, 1.). Iran has a variety of varieties, high quality and 
significant production volume of dates but has not been able to reach a propor-
tionate share of the global date markets, especially in Asia. global dates exports 
share of Iran is around 13% (ITC, 2023). But according to experts, due to tech-
nical, climatic and commercial potential of Iran for dates production, is far beyond 
this amount.  
Based on World Population Review (2025), Indonesia is the world's fourth most 
populous country. This country is also the largest Muslim country (Pew Research 
Center, 2025). Indonesia is recognized as an emerging consumer market with a 
high demand for imported dates. According to Trade map (2024), Indonesia im-
ports more than 55,000 tons of dates annually. Arab and North African countries 
are the main exporters of dates to Indonesia and Despite Iran's potential, the 
share of date exports from Iran to Indonesia remains insignificant, accounting for 
about 6 percent of the world's total date exports to this country.  
Therefore, identifying the factors affecting Iran's low share of the Indonesian date 
market and scientifically analysing export opportunities is necessary to design a 
comprehensive export strategy.  
 

Importance of the Study  
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This research is important in two aspects:  
Economic and Developmental Importance: Exporting high value-added agricul-
tural products such as dates, in the context of Iran’s declining oil revenues, plays 

a key role in foreign exchange, job creation, and prosperity of less developed 
regions. Provinces in Iran such as Hormozgan, Sistan and Baluchestan, 
Khuzestan, and Bushehr are heavily dependent on date exports. (Sadeghi et al, 
2019) 
The Importance of Indonesian Market: According to experts Indonesia is not 
only a huge consumer market but also known as a gateway to ASEAN markets 
(OECD, 2024). Developing exports to this country can provide long-term geo-
economic benefits for Iran.  
Also, the use of data-driven analytical tools such as Export Potential Map allows 
for evidence-based analysis for trade policymakers. Therefore, the results of this 
research can be used as a reference for the Trade Development Organization, 
the Ministry of Agricultural Jihad, and private sector exporters. 
 
1.1 Research Objectives 
The main objective of this thesis is to examine the current status of the exports 
of dates from Iran to Indonesia and identify untapped potential and opportunities 
for future development of these exports by using reliable international data and 
quantitative and qualitative analyses. Given the importance of Indonesia in the 
halal food trade (Masruroh, 2020), as well as Iran’s position as a large date pro-

ducers (Al-Karmadi & Okoh, 2024, 4-5), this research attempts to provide a com-
plete and practical picture of Iran’s export potential in this market. 
The sub-objectives of this research are:  

  Analyse the trends of date exports from Iran to Indonesia (2014-2023) in 
terms of volume, value, and market share. 

 Identify tariff and non-tariff barriers (NTMs) of date exports from Iran to the 
Indonesian market.  
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 Estimate and forecast the untapped export potential of Iranian dates to 
Indonesia by using data-driven tools such as the Export Potential Map and 
Market Access Map presented by International Trade Centre.  

 Provide practical and data-driven recommendations for authorities, export-
ers, and export support institutions to develop access of Iran to the Indo-
nesian market. 
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2 LITERATURE REVIEW 
 
2.1 Introduction 
 
International agricultural trade plays a vital role to develop of countries economi-
cally and ensure food security. Apart from high-consumption commodities such 
as cereals, products such as dates with high nutritional value, adaptability to arid 
and semi-arid climates and deep cultural-religious ties have gained special im-
portance in world trade (Schiavo, 2025). Exporting dates not only provides a 
strong source of foreign exchange earnings for producing countries but also fa-
cilitates cultural transmission and the development of target markets (AI-Karmedi, 
A. & Okoh, A. I, 2024). 
Iran is one of the most important producers of dates. This country produces more 
than one million tons dates annually, that shows a comparative advantage (FAO, 
2023; Rafiee, 2022, 89-90). This tangible capacity shows the importance of care-
fully examining potential markets, especially important importing countries.  
Among regional markets, Indonesia, has more than 285 million population, is the 
largest Muslim country in the world and a key market for dates; according to stud-
ies, demand for dates in this country increases especially during the month of 
Ramadan (Herath et al., 2014). Although statistical sources such as Trade Map 
show an increasing trend in date imports (ITC, 2023), Iran’s share in this market 

is not noticeable compared to competitors including the UAE, Tunisia, and Saudi 
Arabia (ITC, 2023). Such a gap highlights the need to identify market barriers and 
opportunities. 
In addition, analysis tools such as Market Access Map, Export Potential Map, and 
Trade Map, from the ITC examine export trends, date exports barriers and po-
tentials (ITC, 2023). By Combining these tools with a theoretical framework of 
international trade provides a rich basis for developing export strategies.  
With these considerations, this chapter is categorised into five sections: first, the 
theoretical foundations which are related to international trade and agriculture are 
discussed; then, the status of date production and exports in Iran and the world 
is reviewed; then, the characteristics and potential of the Indonesian market are 
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analysed; and finally, data-driven tools for market and export analysis are intro-
duced. The aim of this structure is providing the necessary theoretical and ana-
lytical framework to examine the status of Iranian date exports to Indonesia.  
 
2.2 Theoretical foundations 
 
Comparative Advantage Theory  
Comparative advantage as a very important theory was introduced by David Ri-
cardo firstly in the nineteen centuries (Krugman, 2008, 924-929). The theory says 
that if a country produces all products efficiently, it can still benefit from trade, 
because that country can be specialized to produce of goods that they have the 
lowest opportunity cost (Ricardo, 1817). In recent decades, Revealed Compara-
tive Advantage (RCA) has been developed as an important tool for assessing the 
competitiveness of countries in global markets. Introduced by Balassa (1965), 
this indicator uses actual trade data rather than opportunity cost data, which are 
difficult to measure (Balassa, 1965). 
Based on to the findings of World Trade Organization (WTO, 2023), comparative 
advantage analysis can be an important guide for policymakers to allocate re-
sources to sectors with the greatest export potential. This is especially important 
in countries facing resource constraints (UNCTAD, 2022). 
 

Trade Gravity Model 
This Model is used empirical frameworks in bilateral international trade. the main 
idea of this model was inspired by Newton's law of gravity. Based on this model, 
the volume of trade between two countries is proportional to the size of  their 
economies (usually GDP) and inversely proportional to the geographical distance 
between them (Tinbergen, 1962). In its simplest form, this model is expressed as 
follows: 
Trade ij = ((GDP i ×GDP j)/ Distance ij)) × G 
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Distance is the distance between two countries, GDP i and GDP j are the sizes 
of their economies, and G is a constant coefficient (Andersoon & vaan Wiincoop, 
2003). 
 The formula of this model states that the volume of trade between two countries 
is related to economic size directly and related to distance and communication 
costs inversely. When analysing a distant market like Indonesia, this model helps 
to understand why Iran has a low share and what factors need to be strength-
ened. 
The trade gravity model as one of the main empirical frameworks in international 
trade, (Tinbergen, 1963; Anderson & van Wincoop, 2003). plays a fundamental 
role in the analytical tools Export Potential and Market Access Map, which both 
developed by ITC. In the Export Potential Map, the gravity model is used to esti-
mate the “potential level of trade” between both nations based on structural vari-
ables including geographical distance, economic size, trade agreements, and 
common language. After that this estimate is then compared with actual trade 
data, and the positive difference between the predicted and actual value that is 
identified as “untapped export potential” (ITC, 2023). 
The Market Access Map uses the gravity model as a reference framework for 
assessing barriers, including tariff and non-tariff. In this tool, potential trade vol-
ume is first estimated without considering barriers and then compared with actual 
data to determine the gap caused by tariffs, quotas, or technical barriers (Head 
& Mayer, 2014). Thus, the gravity model not only allows the identificat ion of target 
markets with high growth potential but also provides a means to quantify the im-
pact of restrictive trade policies. 
This model is chosen as the fundamental theoretical framework for this study; 
however, due to the availability of standard and reference outputs from the Inter-
national Trade Centre (ITC), which are themselves produced based on updated 
versions of the gravity model, the present study does not estimate the model di-
rectly. Instead, the amount of "predicted trade" calculated by the ITC is accepted 
as a structural reference, and the gap between predicted and observed trade 
(TradeGap) is extracted as a measure of untapped potential. Institutional and 
policy factors are then included in the analysis to determine which barriers play 
the most important role in preventing Iran from realizing its export potential to 
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Indonesia. This approach allows us for the provision of targeted solutions in a 
practical and policy-oriented manner. 
 

Export Potential 
Export potential is the potential capacity of a country to increase exports to foreign 
markets provided that structural, institutional, or policy barriers are reduced or 
eliminated (Mulabdic & Yasar, 2021). This potential is usually measured by com-
paring actual trade volumes with predicted volumes under ideal conditions. In this 
process, the trade gravity model is a significant instrument for estimating potential 
trade volumes based on factors including geographical distance, common lan-
guage, economic size, and trade agreements (Anderson & van Wincoop, 2003). 
The main application of this approach is seen in the Export Potential Map. It is a 
data-driven platform that has been developed by ITC. Using a gravity model and 
global data, this tool calculates the amount of “untapped export potential” for 

products and markets and identifies export priorities by combining indicators of 
demand in the destination market, the capacity of supply the exporting country 
and level of market access (Decreux & Spies, 2016; ITC, 2023).  
In addition, the Market Access Map is another ITC product that analyzes tariffs, 
non-tariff barriers, and preferential market conditions. This tool complements the 
Export Potential Map because, after identifying potential markets, a detailed ex-
amination of existing barriers identifies what restrictions are preventing the full 
realization of export potential. In fact, if the Export Potential Map shows that ex-
ports of a product to a specific market could increase significantly, the Market 
Access Map helps identify the necessary measures to remove barriers and 
achieve this growth (ITC, 2023). 
In general, the concept of export potential, based on the gravity model and real 
data, provides an analytical framework to identify trade development opportuni-
ties. Using the export potential map for examining these opportunities and the 
market access map to examine barriers simultaneously can significantly improve 
the trade policy-making process and export planning (Yotov et al, 2016). 
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In this thesis, the concept of export potential is directly used in data analysis. That 
is, using the Export Potential Map tool, data related to Iranian date exports 
(HS080410) are extracted and compared with the predicted trade volume. This 
comparison lets us to calculate export gap. If the actual volume of Iranian exports 
to Indonesia is lower than the expected value, this indicates that Iran has not yet 
been able to exploit all the capacities of the destination market. Subsequently, 
this gap is combined with the Market Access Map data to determine what factors 
have prevented the realization of this potential. In fact, the concept of export po-
tential in this study becomes a practical tool for identifying missed opportunities 
and explaining their reasons. On the other hand, these results help us to design 
policy proposals to improve position of Iran in the Indonesian market. In other 
words, the use of the concept of export potential in this research is not merely 
theoretical, but rather establishes a direct link between theory, real data, and 
practical solutions. 
 
2.3 Dates Production and Export Status 
 
Dates Production Capacity of Iran  
Iran is a prominent player in the global dates market and has a stable position in 
this field. According to FAO data, Iran is one of the biggest producers with a pro-
duction of about one million tons of dates (FAO, 2023; Ashraf and Hamidi-Esfa-
hani, 2011). by development of palm groves and the expansion of production 
quality This position has been maintained. In 2025, date production in Iran 
reached 1.4 million tons from more than 300,000 hectares of palm groves, and 
about 30% of this product was allocated for export, with an estimated value of 
$400 million (Tehran Times, 2025). 
Iran enjoys a distinct genetic diversity with more than 400 date varieties such as 
Mazafati, Piarom, Kabkab, and Zahedi and these varieties have been among the 
most prominent export ones (Karizaki, 2017). For example, Mazafati dates, pro-
duced in southern provinces such as Kerman, account for 20% of Iran’s date 

exports, with 120,000 tons exported annually.  
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But there are some challenges such as: only a limited number of gardens use 
modern technologies such as drip irrigation. According to experts, weak irrigation 
systems and widespread use of traditional methods in up to 65% of palm groves 
(Jahangirpour & Zibaei, 2022). Pests such as the red-bellied beetle and plant 
diseases also pose a serious threat to the sustainability of production (FAO 
Press, 2024). Scientific research has also shown that because of climate change, 
areas in southern Iran will only have positive economic potential for the next few 
decades; that is, the long-term future benefits of date production are not assured 
(Shabani, et al.,2016). 
Dates Export Status of Iran 
Iran is an important producer of dates in the world regarding to its production and 
plays a prominent role in international trade. Based on FAO (2023), annual date 
production in Iran is over one million tons, placing the country in the top three 
global producers after Egypt and Saudi Arabia. The genetic diversity of dates in 
Iran is very impressive; more than 400 date varieties are cultivated in the southern 
and southeastern provinces of the country, among which Mazafati, Piarom, Kab-
kab, and Zahedi are considered the most important export varieties (Rafiee, 
2022). 
In terms of exports, statistics from the International Trade Centre (ITC, 2023) 
show that Iran exports more than 370,000 tons of dates to global markets annu-
ally. This is equivalent to about 19 percent of global date exports. The main des-
tinations for Iranian dates are South and Southeast Asian countries (such as In-
dia, Pakistan, and Indonesia), Persian Gulf countries, and some European mar-
kets (such as Germany and France) (ITC, 2023; FAO, 2023). Among them, Pia-
rom dates have the best share among European countries due to their superior 
quality and long shelf life (Al-Karmadi, 2024). 
Date exports are not only of economic importance for Iran but also have special 
importance from the perspective of comparative advantage and competitive ad-
vantage. Iran's geographical location in the world's date belt and access to inter-
national waterways, including the Persian Gulf, have enabled the development of 
trade and reduced transportation costs. Studies show that the development of 
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date exports can make an important contribution to diversifying Iran's non-oil in-
come and help create sustainable employment in rural areas (Herath et al., 2014; 
Rafiee, 2022). 
However, there are also challenges facing Iranian date exports. The most im-
portant of these challenges are weakness in standard and modern packaging, 
limitations in international marketing, and lack of full compliance with quality and 
food safety standards of importing countries (FAO, 2022; ITC, 2023). for some 
target markets including European countries, compliance with pesticide residue 
requirements, halal certification, and food safety standards are essential for suc-
cessful date exports (Schiavo, 2025). 
Overall, Iran, with its notable production capacity, varietal diversity, and favoura-
ble position in the global date trade, can reach a greater share of target markets. 
Achieving this goal needs investment in processing and packaging, developing 
international branding, improving product quality, and complying with global 
standards; factors that can bring Iranian date exports to a more sustainable and 
competitive level (Rafiee, 2022). 
 
2.4 Indonesian Market 
 
Dates Market Size and Import Volume  
Indonesia is one of the largest and most attractive markets for date production in 
Asia. the reason of this attraction is its high Muslim population. The high demand 
for dates during religious occasions such as Ramadan and Eid al-Fitr has made 
this country a major importer of dates globally (Haris et al., 2025).  
According to ITC, the amount of Indonesia’s imports of fresh or dried dates with 

the HS code of 080410 in 2023 were $80.52 million, with the weight of 56.74 
thousand tonnes (ITC, 2023). This was slightly higher in 2022, that reaches 
$86.25 million and 61.35 thousand tonnes (ITC, 2022). These statistics show that 
Indonesia’s date imports have been stable over the past two years and the de-
mand volumes fluctuates between 55 and 60 thousand tonnes.   
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Reports from the Indonesian Bureau of Statistics (BPS) confirm that date imports 
in 2024 reached US$84.44 million. It is almost at the same level as the average 
imports in previous years (BPS, 2025a). Also, in February 2025, date imports 
increased to US$18.09 million (equivalent to 16,469 tons), which shows a signif-
icant seasonal increase of 187% in value and 125% in volume compared to the 
previous month. This increase was because of the dates demand in the month of 
Ramadan (BPS, 2025b). 
According to BPS (2025b), Egypt has the highest share of Indonesian date im-
ports in recent years, 56% in February 2025, followed by Saudi Arabia (16%) and 
the United Arab Emirates (7%). Nonetheless, other countries like Iran and Tunisia 
are also quite important to the economy of Indonesia. For example, Iran exported 
about 4.10 thousand tons of dates to Indonesia in 2023, worth $2.12 million (ITC, 
2023), compared to 3.96 thousand tons and $2.80 million in 2022 (ITC, 2022). 
Despite Iran has a smaller market share than its competitors, Iran's export trend 
is steady and expanding, suggesting that it may eventually gain more market 
share. 
Totally, Indonesian date market is a large and stable market. The seasonality of 
demand, especially during religious holidays, creates vital opportunities for ex-
porters including Iran. 
 

Date Product Standards and Requirements in Indonesia  
Three primary legal and technical criteria apply to the Indonesian market for im-
porting and supplying dates are Halal Assurance, Food Product Safety and La-
belling (BPOM), and Plant Quarantine and Sanitary Documentation (SPS) regu-
lations. Under the Halal Product Assurance Law (Law No. 33/2014), the first 
phase of halal labelling requirements in Indonesia started in October 2024 and 
will be extended to different product categories. Official reports focus that the final 
deadline for full implementation for imported food and beverages should not be 
later than October 17, 2026 (BPJPH, 2024; FAS Jakarta, 2024; DFAT, 2025). 
The Indonesian Halal Regulatory Authority (BPJPH) requires importers of dates 
to obtain a valid halal certificate from an approved body and to affix the halal label 
on the packaging in Bahasa Indonesia. If they do not comply, the product may be 
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recalled from the shelves or face administrative action (BPJPH, 2024; Reuters, 
2024). 
In the field of product labelling and registration, the Indonesian Food and Drug 
Administration (BPOM) requires, in accordance with Regulation No. 31 of 2018 
on the Labelling of Processed Food, that all domestically produced or imported 
food products that includes packaged dates be labelled in Indonesian, which in-
cludes the product name, list of ingredients, net weight, date of  manufacture/ex-
piration, country of origin, importer/distributor details, registration number (ML), 
and, where applicable, a nutrition facts panel and allergy warnings (BPOM Reg. 
31/2018). Also, BPOM Regulation No. 1 of 2022 on the Control of Claims stipu-
lates that any nutritional/health shows on labels and advertisements must be sub-
ject to scientific evidence and approved frameworks; therefore, any claim such 
as “high antioxidant value” or “good for heart health” about dates must be docu-

mented and authorized in accordance with this regulation (BPOM Reg. 1/2022). 
regarding to technical/national standards, although the specific SNI standard for 
“Fruit Dates (Fresh/Dried)” is not finalized and is available for public, date prod-

ucts are subject to SNI horizontal standards—including Maximum Residues of 
Pesticides in Plant Products (SNI 7313:2024)—and approved test methods; com-
pliance with the permitted residue limits is mandatory for entry and distribution 
(BSN, 2024). In addition, food packaging must comply with food contact safety 
requirements and storage conditions; Any translation of the label into Bahasa In-
donesia must be accurate and not misleading to the consumer (BPOM Reg. 
31/2018). 
In terms of sanitary and quarantine measures (SPS), dates (HS 080410) are a 
plant commodity that are subject to a phytosanitary certificate from the country of 
origin and their entry is supervised by the Indonesian Agricultural Quarantine 
Agency. According to official notices, the time windows for issuing the certificate 
and the shipment leaving the port of origin are limited (typically within 21 days for 
issuance and departure) and a Prior Notice must be filed before the vessel de-
parts; failure to meet these deadlines can result in delays or rejection of the ship-
ment (FAS Jakarta, 2025). In addition, imports require standard commercial doc-
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uments, importer authorization (API), and compliance with classification re-
strictions as set out in Tariff Book 2022 and Regulation 3/2024 (Trade.gov, 2024; 
AHP Law, 2024).   
In totally, to reach the Indonesian market sustainably a chain of compliance must 
be observed for Iranian dates including halal certification and labelling from 
BPJPH-approved entities, full registration and labelling in Bahasa Indonesia ac-
cording to BPOM regulations, pesticide residue control according to SNI 
7313:2024, and SPS/quarantine documents with precise timing. Aligning these 
requirements with quality assurance, traceability and transparency of label infor-
mation will reduce the risk of shipment rejection and compliance costs and in-
crease the chances of success in retail/modern distribution (modern grocers/su-
permarkets) (BPJPH, 2024; BPOM, 2018/2022; FAS Jakarta, 2024/2025).  
 

Consumer Behaviour in the Indonesian Date Market  
The Indonesian date market is influenced by cultural, religious and Islamic life-
style factors. Date consumption peaks during the month of Ramadan, and this 
season sees a significant increase in demand for dates, both in terms of volume 
and economic value (Herath et al., 2014). 
regarding to social and generational perspective, some studies have shown that 
religious identity and halal consumption culture is an important factor in the pur-
chasing behaviour of Indonesian consumers. especially, among Generation Z, 
consumption habits, halal awareness and religious involvement are the main driv-
ers of the desire to purchase halal products, and these factors are often mediated 
by purchase intentions (Khasanah, 2024; Febriandika et al., 2023).  
In another view, a a research by millennials (Generation Y) in Indonesia shows 
that purchasing dates as a halal food accepted in religious identity, is mostly done 
as a habitual behaviour, with religious beliefs, social norms, and perceived be-
havioural control that plays vital role in the purchase decision (Amalia et al., 
2020). 
Furthermore, in the villages of West Java (Dayeuh Village), factors such as halal 
lifestyle have had a significant impact on purchase behaviour of people. one of 
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the main barriers to active consumption of these products is Lack of sufficient 
awareness of halal standards remains (Oktapiani et al., 2025). 
 
2.5 Data-driven export analysis tools 
Analysis of International trade data plays an important role in identifying export 
opportunities, assessing market barriers and making strategic decisions. In re-
cent years, the use of international databases and digital trade analysis tools has 
become a central pillar of economic research and trade policymaking. These tools  
help researchers and policymakers to assess future export potential in addition 
to examining past trends (UNCTAD, 2022). 
 

Trade Map 
Trade Map has introduced by International Trade Centre; the Trade Map tool pro-
vides access to export and import data for over 220 countries and territories. It 
allows for the analysis of historical trade trends, market shares, major trading 
partners and identification of competitors at the HS code level (Bothma & Cant, 
2010). In studies such as date exports, using HS code 080410 (dates) helps re-
searchers to examine and compare the volume and value of countries’ exports to 

different destinations. 
 

Market Access Map 
This map is designed for focusing on market access conditions and provides 
comprehensive information on customs tariffs, non-tariff measures (NTMs), san-
itary and technical requirements (SPS/TBT) and trade agreements. This tool is 
very useful for analysing trade barriers for date exports to Indonesia, as it can 
clarify import tariff rates, halal certification requirements, packaging requirements 
and other regulatory standards (ITC, 2023a). 
 

Export Potential Map 
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The Map is a predictive tool. It combines data on supply (export capacity of the 
country of origin), demand (destination market) and market access barriers to 
estimate the volume of unrealized export potential (ITC, 2023b).  
Using this map, three main components are examined in an integrated manner: 
supply (Iran’s actual date exports to various markets), demand (date imports by 

Indonesia and other target markets), and access barriers (tariffs, halal require-
ments, and non-tariff restrictions). The tool calculates the amount of Iran’s “unre-

alized export potential” to Indonesia; meaning that if actual exports are lower than 

the projected level, the gap between these two amounts is recognized as the 
capacity that could be realized if barriers were removed. The results from the 
export potential map are then combined with data from the “market access map” 

to determine which categories of barriers (such as tariffs or halal standard re-
quirements) have had the greatest impact in preventing the realization of date 
export potential. Thus, the export potential map in this study plays a pivotal role 
in connecting the theoretical framework of international trade to real data and 
provides a basis for providing policy solutions to increase Iran's share in the In-
donesian market. 
 

Other complementary databases 
In addition to the ITC tools, other sources are also used in trade analysis such as 
UN Comtrade, the WTO Statistics and FAOStat (for agricultural data) (WTO, 
2023; FAO, 2022). These databases allow for data validation and comparison of 
results from different tools. 
The simultaneous use of these tools allows the researcher to draw a comprehen-
sive picture of the target market. For example, the use of Trade Map shows the 
trend of date imports by Indonesia, while Market Access Map identifies the legal 
requirements for date imports, and Export Potential Map estimates Iran's poten-
tial capacities in the Indonesian market. This combination of tools makes the re-
search analysis not only descriptive but also predictive and policy oriented. 
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3 METHODOLOGY 
 
This chapter aims to examine the current status and future potential of Iranian 
date exports to Indonesia. In this study, the choice of a mixed methods research 
approach was made consciously and based on the recommendations of the 
methodological literature. According to Creswell & Plano Clark (2018), the use of 
mixed methods is recommended when the researcher needs to integrate quanti-
tative and qualitative data to achieve a more comprehensive understanding of the 
phenomenon under study. In fact, quantitative analysis of international trade data 
such as Trade Map, Market Access Map, and Export Potential Map developed 
by ITC, alone can provide a picture of export trends and patterns, but it is not able 
to accurately explain the causes of the gap between “export potential” and “real-

ized exports”. On the other hand, qualitative analysis obtained from interviews 

without relying on substantiated quantitative data will lack the ability to generalize 
and compare. The combination of these two approaches provides conditions for 
examining both the objective and statistical dimensions and the subjective and 
interpretive dimensions of the subject simultaneously (Bryman, 2012). 
 
 3.1 Research Design 
The design of this research is descriptive-exploratory. The descriptive part, fo-
cusing on secondary data, analyses trends, patterns, and Iran’s share of the In-

donesian date market during the period 2014-2023. This time period was chosen 
to cover a full decade and to allow for the analysis of structural changes in Iran-
Indonesia trade. The exploratory part, using qualitative data (interviews), at-
tempts to shed light on hidden factors, institutional barriers, and the perspectives 
of key players in the field of date exports. This exploratory design, as defined by 
Stake (1995), is appropriate when a phenomenon requires an explanation of 
“why” and “how,” rather than just “what” and “how much.” 
 
The theories selected in Chapter 2, including comparative advantage, the trade 
gravity model, and the concept of export potential, are applied in the design of 
the data collection tools: 
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comparative advantage theory is the basis for selecting secondary data on date 
exports and calculating the RCA (Revealed Comparative Advantage). the quan-
titative data is collected aimed at examining Iran’s comparative advantage in the 

global market (Balassa, 1965). 
The trade gravity model framework is applied in ITC tools such as the export 
potential map and the market access map. This framework allowed for the ex-
traction of variables such as potential trade, export gaps, and tariff and non-tariff 
barriers (Andarson & van Wiincoop, 2003). 
The concept of export potential is also reflected in the design of interview ques-
tions with exporters and experts. The questions are designed to determine why 
a significant portion of Iran’s export potential is not being realized in the Indone-

sian market and what institutional, structural, and marketing barriers exist in this 
direction (ITC, 2024). 
 
3.2 Data Sources 
 
Secondary Data  
This kind of data is a very important resource for researchers because it allows 
them to analyse broad trends and answer new research questions, without the 
need to spend time and money on initial collection and increases the accuracy 
and validity of results (Kelly, 2024). This kind of data refers to information that 
has been previously collected and published by reputable and well known na-
tional and international organizations and databases.  These data include bilat-
eral trade statistics, tariffs, non-tariff barriers, and export capacity from databases 
including Market Access, Export Potential, and Trade Map, of the International 
Trade Centre (ITC), Iranian and Indonesian customs data, and reports from or-
ganizations such as FAO, UN COMTRADE, and WTO. The use of these data, 
due to their extensive time coverage, statistical accuracy, and international valid-
ity, allows for a comprehensive analysis of trends and forecasting of date export 
capacity. 
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Trade Map: One of the ITC or International Trade Centre services is Trade Map 
which Provides bilateral trade flows at HS code level, export value and market 
share (Bothma & Cant, 2010). 
Market Access Map: the other service of ITC is Providing information on tariffs, 
non-tariff measures (NTMs) and import regulations. 
Export Potential Map: ITC also provides services through Estimating export po-
tential according to demand and market access conditions and supply, (Decreux 
& Spies, 2016). 
Official sources: Ministry of Agricultural Jihad of Iran, Customs of the Islamic Re-
public of Iran, Statistical Centre of Iran, and Statistics Indonesia. 
Multilateral organizations: WTO (World Trade Organization), UN COMTRADE, 
FAO, and the World Bank. 
 

Primary Data 
This kind of data allows researchers to collect accurate and relevant information 
about the research question directly from original sources, which increases ac-
curacy, reliability, and the ability to analyse contextual details (Saunders et al., 
2009). In this research primary data are the information that is collected directly 
from face-to-face interviews that were conducted with producers and exporters 
of dates, logistics professionals, and experts with the aim of supplementing and 
interpreting the quantitative findings from secondary sources. 
In designing the interview questions of this study, the three main theories pre-
sented in Chapter 2 – namely, Comparative Advantage Theory, Gravity Model, 
and Export Potential Framework – were used as guiding frameworks. 
Based on the comparative advantage theory, questions were asked about Iran’s 

structural and cost advantages in date production, the level of productivity of pro-
ducers, and the factors affecting the competitiveness of date exports in global 
markets. In this framework, interviewees were asked what factors make Iran have 
a comparative advantage in date production over its competitors or to what extent 
this advantage has been realized in practice. This theoretical connection helps 
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identify the link between quantitative data (RCA index) and qualitative under-
standing of market actors. 
The trade gravity model presents a framework for knowing the effect of structural 
factors of trade such as distance, transportation costs, trade policies, and bilateral 
economic relations. In the interview design, this model inspired questions about 
the impact of geographical distance, logistics costs, tariffs, and non-tariff barriers 
(NTMs) on the flow of Iranian date exports to Indonesia. Therefore, through qual-
itative questions, data were collected that allowed for the interpretation of the gap 
between “anticipated trade” and “actual trade” within the theoretical framework of 

the gravity model. 
 The concept of Export Potential Framework, which examines unrealized export 
capacities and institutional or structural barriers to the use of export capacity, was 
the basis for asking questions about the reasons for the unrealized export capac-
ity of Iranian dates to Indonesia, the existing institutional and market barriers, and 
the measures needed to increase Iran’s export share in the Indonesian market. 
The purpose of using this theory in the interviews was to interpret the data ob-
tained from the quantitative tool from the perspective of real stakeholders.  
In summary, these three theories were used in a complementary manner:  

 The comparative advantage theory covers the production and competitive-
ness aspects, 

 The trade gravity model focuses on the structural aspect of trade relations,  
 and the export potential framework focuses on the policy aspect and the 

realization of opportunities. 
 

Data Collection and Management 
Secondary data collects between the years of 2014-2023. The HS code 080410 
(dates) is used to extract the data for uniformity. Before analysis, the data are 
cleaned, and duplicates and outliers are removed. Excel software is used for clas-
sification, and preliminary analysis of the data. 
 



25 

 

3.3 Analytical Framework 
 
Descriptive Statistical Analysis 
This kind of analysis is used to explain the current status of Iranian date exports. 
This analysis includes mapping the annual date export trend in terms of volume 
(tons) and value (USD) during the period 2014-2023. Also, Iran’s share of the 

Indonesian date market is examined and compared with the performance of ma-
jor competitors. 
This type of analysis helps to better understand the determinants of export flows 
(Anderson & van Wincoop, 2003). The use of time series data and comparison 
of market shares allows for the assessment of competitive dynamics at the target 
market level (Tinbergen, 1962). 
 
 Market Access Assessment  
this tool is used to analyse the barriers to access of Iranian dates to the Indone-
sian market and allows for the examination of import tariffs and the structure of 
Indonesian customs duties for dates (HS 080410), sanitary and quarantine (SPS) 
requirements, non-tariff measures (NTMs), and documents required for clear-
ance of goods (ITC, 2024). 
In addition, SWOT analysis aims to assess the position of Iranian dates in the 
Indonesian market. This approach focuses on identifying export strengths, weak-
nesses, opportunities, and threats, as an effective tool for formulating market de-
velopment strategies (Gurl, 2017). The SWOT analysis in this study helps for 
explaining the interaction between internal variables (production capacity, prod-
uct quality, branding) and external factors (market demand, import regulations, 
and international competition). 
 
 Forecasting Export Potential Capacity  
Using the Export Potential Map, the following are estimated: 

 Current utilization rate of export potential capacity. 
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 Potential export ceiling under conditions of improved business environ-
ment. 

 Key constraints include logistical infrastructure, political risks, and regula-
tory uncertainties. 

Data collection process was also designed with complete transparency. In the 
quantitative part, data were extracted from official international databases such 
as Market Access Map, ITC Trade Map, Export Potential Map, and FAOSTAT as 
well as from national sources such as Iranian and Indonesian Customs. For in-
tegrity, all data were collected based on HS080410 (dates) code. The data were 
first cleaned (removal of outliers and duplicates) and then coded and analysed in 
Excel. In the qualitative part, semi-structured interviews were conducted; this type 
of interview was chosen due to its flexibility and the possibility of comparing re-
sponses while being open to new perspectives (Kvale & Brinkmann, 2009).   
This methodological design ensures that the present study has both quantitative 
accuracy and qualitative depth, and its results are enriched with practical market 
realities and stakeholder perspectives in addition to relying on reliable statistical 
data. In other words, the use of methodological literature and its connection with 
the theoretical framework introduced in Chapter 2 ensures that the choice of 
methods is fully appropriate to the research topic and its objectives.  
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4 RESEARCH RESULTS 
 
4.1 Date Production and export trends in Iran and the world  
Table 4-1 shows the trend of Iranian and global date production and exports dur-
ing the period 2014 to 2023. According to this table, Global date production has 
increased during this period, reaching from about 7.4 million tons in 2014 to more 
than 9.6 million tons in 2023. This growth shows the increasing global demand 
for high-value-added agricultural products. It is a phenomenon that is consistent 
with Balassa's (1965) theory of comparative advantage. because countries with 
more efficient production structures and lower opportunity costs gain a greater 
share of world trade. 
In contrast, although Iran is a traditional producer of dates, the fluctuating trend 
in production and the country’s share of global production (from 14 percent to 11 

percent) shows that Iran’s potential comparative advantage has not fully con-
verted into a clear advantage in the global market. This can also be explained by 
the theoretical approach of trade gravity that means in addition to supply factors, 
variables such as transportation costs, geographical distance, and infrastructure 
efficiency also affect export volume. 
In terms of exports, although the value of Iran’s exports has increased during this 

period (from $226 million to $340 million), the country’s share of global exports 

has decreased (from 17 percent to 13 percent). This increase shows that com-
petitors have been able to better use their trade opportunities and structural ad-
vantages. This finding is consistent with the studies of Eydizadeh et al. (2022) 
and FAO (2023), because they emphasize that weak logistics infrastructure, non-
compliance with market standards, and financial constraints are resulting from 
sanctions were among the factors reducing Iran's export competitiveness in the 
date market. 

Table 4-1. Date production and export trends in Iran and the world 
Year World Produc-tion (tons) 

Iran Pro-duction (tons) 
Iran’s Share of World 

World Ex-ports (USD  thousand) 
Iran Ex-ports (USD thousand) 

Iran’s Share of World Ex-ports (%) 
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Produc-tion (%) 

2014 7428940 1032804 14% 1,308,542 226,174 17% 
2015 8094353 1032804 13% 1,409,902 232,981 17% 
2016 8316006 1185165 14% 1,449,959 208,548 14% 
2017 8404449 1202200 14% 1,667,393 250,492 15% 
2018 8767836 1356684 15% 1,924,933 338,348 18% 
2019 9215779 1307908 14% 2,138,283 205,230 10% 
2020 9471710 1237317 13% 2,106,776 261,579 12% 
2021 9845491 1168066 12% 2,448,201 309,135 13% 
2022 9304184 1030460 11% 2,323,457 291,051 13% 
2023 9661175 1024117 11% 2,549,869 340,278 13% 

Source: Author’s compilation based on ITC and FAO data 
 
4.2 Iran’s Share in Indonesia’s Date Import Market  
 
Table 4-2 shows the trend of Iranian date exports to Indonesia from 2014 to 2023. 
At the beginning of this period, Iran had a high market share. in 2014 and 2015, 
Iranian exports accounted for 11 and 13 percent of total Indonesian date imports.  
since 2016, Iran’s share has decreased sharply and has reached about 3 percent 

in recent years, but Indonesian date imports have increased from $37 million to 
more than $80 million during the same period.  
This trend shows that despite Iran’s date production capacity, Iran's competitors 
have done much better in exporting dates to Indonesia. 
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From theoretical perspective, according to the trade gravity model (Tinbergen, 
1962) the volume of trade between countries is related to the size of the economy 
and the demand of the target market and inversely related to the trade costs and 
institutional barriers. For Iran, some factors such as the lack of direct shipping 
lines, banking barriers because of sanctions have increased the transaction costs 
and reduced its market share (Eydizadeh et al., 2022). 
Based on revealed comparative advantage theory (Balassa, 1965), the decline in 
Iran's share shows that the country's potential comparative advantage in date 
production has not been converted into a revealed advantage because of struc-
tural barriers and poor adaptation to Indonesian market preferences. Competitors 
such as Saudi Arabia and the UAE have been able to beneficiate on their com-
parative advantage by using modern packaging and effective branding (FAO, 
2023; OECD, 2024). 

Table 4-2. Iran’s Share in Indonesia’s Date Import Market  

Year Iran's date exports 
to Indonesia (USD 

thousand) 
Indonesian date im-

ports from the 
world (USD thou-

sand) 

Iran's share of the 
Indonesian date 
market 

2014         4,199  37,170 11% 

2015         3,856  29,728 13% 

2016 2,095 32,929 6% 

2017 3,792 53,628 7% 

2018 3,209 63,760 5% 

2019 2,986 62,290 5% 
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2020 3,064 81,371 4% 

2021 2,344 69,002 3% 

2022 2,813 86,256 3% 

2023 2,119 80,522 3% 

Source: Author’s compilation and calculation based on ITC data 
 
4.3 Major Competitors of Iran in Indonesia’s Date Import Market 
 
Table 4-3 shows Top seven countries exporting dates to Indonesia during the 
years 2020-2024. According to this table, Egypt and Tunisia are the main export-
ers of dates to Indonesia; with Egypt consistently ranking first in the years 2020-
2024, and its export value reached $30.5 million in 2022. 
Tunisia also has a significant share of the Indonesian market with stable exports 
between $13 and $22 million. This is followed by Saudi Arabia and the United 
Arab Emirates, whose shares are relatively stable, mainly fluctuating between 
$11 and $15 million. 
In comparison, Iran’s exports to Indonesia have been much more limited, remain-

ing between $3.6 and $5 million during this period, a small share compared to its 
main competitors.  
From a theoretical perspective, this finding can be interpreted with Balassa’s 

(1965) RCA theory. Based on this theory, if the relative advantage index (RCA) 
for a product is higher than one, that product is capable of competing and export-
ing internationally. In the case of Iran, despite the high RCA index for dates 
(above 30 according to ITC, 2023), the potential comparative advantage has not 
been converted into an actual competitive advantage. 
On the other hand, according to Porter’s competitiveness framework (Porter, 
1990), Iran’s poor export performance can be attributed to weaknesses in the two 
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dimensions of “institutional and infrastructure conditions” and “firm strategy”. 

While Egypt and Tunisia have been able to gain an established position in the 
market with active branding, modern packaging and bilateral trade agreements 
with Indonesia, Iran still lacks a marketing strategy and an effective presence in 
the Indonesian distribution chain. 

Table 4-3. List of supplying markets for date imported by Indonesia 

exporters 2020 2021 2022 2023 2024 

Egypt 22,980 19,041 30,502 23,028 20,201 
Tunisia 22,415 13,743 16,681 16,512 17,660 
Saudi Arabia 9,800 14,600 11,675 12,953 14,905 
United Arab 

Emirates 

11,185 12,254 14,394 13,810 11,197 

Iran 4,414 3,606 4,819 5,028 4,929 
United States 

of America 

4,354 1,874 2,795 3,679 3,192 

Algeria 2,438 1,587 2,668 2,180 2,882  
Source: Author’s compilation based on ITC data 
 
4.4 Revealed Comparative Advantage of Iranian Dates 
According to the Revealed Comparative Advantage (RCA) index, Iranian dates 
have had a strong competitive advantage in world trade during the years 2014-
2023. Table 4-4 shows that the value of this index has been much higher than 
one (between 29 and 66) in all the years. These values indicate the sustainability 
of the export advantage of dates and Iran’s potential in world markets (Balassa, 

1965). 
This trend shows that dates have a long-term and sustainable export advantage 
and can play a vital role in diversifying non-oil exports and increasing sustainable 
foreign exchange earnings. 

Table 4-4. Revealed Comparative Advantage of Iranian Dates  
 2014  2015  2016  2017  2018  2019  2020  2021  2022  2023  
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iran date ex-

port(million 

USD)  

226  233  209  250  338  205  262  309  291  340  

iran total ex-

port(million 

USD)  

90,328  60,041  78,267  91,737  96,618  50,983  33,037  69,496  93,458  104,487  

world date ex-

port(1000 mil-

lion USD)  

1.31  1.41  1.45  1.67  1.92  2.14  2.11  2.45  2.32  2.55  

world total ex-

port(1000 mil-

lion USD)  

19,002  16,422   16,024  17,719  19,547  19,008  17,648  22,290  24,904  23,886  

RCA  36.36  45.20  29.45  29.02  35.56  35.78  66.32  40.50  33.37  30.47  

Source: Author’s compilation and calculation based on ITC data 
 
4.5 Export Potential Map Output 
Data extracted from ITC Export Potential Map shows that the export potential of 
Iranian dates to the Indonesian market is estimated $46 million for 2029 (ITC, 
2024). This estimate is based on the trade gravity model. This model considers 
bilateral trade flows as a function of economic size, geographical distance, and 
trade barriers (Tinbergan, 1962; Andarson & van Wiincoop, 2003). Based on this 
model, if trade costs, including tariffs, non-tariff restrictions, and inefficiencies in 
export infrastructure, are reduced, the actual level of exports can approach the 
potential level.  
according to the Trade Map data, Iran’s actual date exports to Indonesia in 2023 
were only $2.1 million. This difference ($43.8 million) is considered a trade gap. 
The utilization ratio was also calculated by dividing the realized value by the po-
tential value and was equal to 0.046 (or about 4.6 percent).  
These findings indicate that Iran has only utilized a very small part of its potential 
capacity in the Indonesian market. In fact, despite the high comparative ad-
vantage in date production, competitive and growing demand for halal products 
in Indonesia, some barriers have prevented Iran from fully utilizing this potential.   
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4.6 Market Access Map Results 
This tool provides data on tariffs, non-tariff measures (NTMs), and preferential 
import conditions for specific products and different trade destinations (San-
teramo & Lamonaca, 2019). In this study, information on HS080410 (dates) and 
the destination country of Indonesia was extracted from this database to identify 
the market access structure and barriers affecting Iranian date exports. 
 

Import Tariffs 
According to the Market Access Map data (ITC, 2024), the most favored nation 
(MFN) tariff rate for date imports into Indonesia is 5 percent. However, under 
some bilateral or preferential agreements (such as Indonesia’s free trade agree-

ments with the Gulf or South Asia countries), some countries enjoy partial tariff 
exemptions. Iran is not currently under any active preferential agreement with 
Indonesia, so date exports from Iran are subject to full tariffs. 
In comparison, countries including United Arab Emirates and Saudi Arabia enjoy 
indirect tariff benefits through regional arrangements, which could explain part of 
the difference in the final cost of imported dates. 
 

Non-tariff barriers (NTMs) 
The results from the Market Access Map and official documents f rom the Indone-
sian government (BPJPH, BPOM, FAS Jakarta, 2024–2025) show that dates as 
a food product are subject to several categories of technical and sanitary non-
tariff barriers: 
Halal Certification: Law No. 33 of 2014 concerns Halal Product Assurance and 
its Implements Regulations (BPJPH, 2024), all imported food products must have 
halal certificates from approved institutions. This certificate must be issued before 
entering the market and must be included on the product label in Indonesian. The 
cost of issuing and verifying the certificate, along with the administrative pro-
cessing time (2–3 weeks), increases the cost of entry and is a factor in reducing 
the Utilization Ratio in date exports. 
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Food Product Labeling and Registration Requirements (BPOM Regula-
tions): According to BPOM Regulations No. 31 of 2018 and No. 1 of 2022, all 
products must include nutritional information, expiration date, country of origin, 
and registration number (ML Number). Product registration is a time-consuming 
process (approximately 45–60 days) and if delayed, the shipment may be 
stopped from entering the market. Registration and labeling costs are estimated 
at around $300–500 per SKU. 
Quarantine and Sanitary Measures (SPS) Regulations: Dates, as a plant com-
modity, must have a Phytosanitary Certificate issued by the country of origin. The 
deadline for issuing this certificate is limited (up to 21 days before the shipment 
departs) and any discrepancy can lead to delays or return of the goods (FAS 
Jakarta, 2025).  
 

Analysis and Interpretation of Findings 
Based on the results obtained, although the nominal tariff for dates is relatively 
low (5%), non-tariff barriers have negative impact on limiting Iran’s market ac-

cess. Complex requirements in the field of halal certification, product registration, 
and quarantine effectively increase transaction costs and lengthen the time to 
market entry. 
These findings are aligned with the predictions of the trade gravity model (Ander-
son & van Wincoop, 2003), which states that even under conditions of tariff parity, 
institutional barriers, indirect costs, and regulatory differences can severely con-
strain bilateral trade flows. 
Consequently, the positive trade gap between estimated export potential and re-
alized exports, as well as the utilization ratio of less than one, indicate that Iran’s 

potential in the Indonesian date market has not been realized due to these non-
tariff barriers. This result is also aligned with previous studies such as Looie Kee 
et al. (2009), which emphasize that non-tariff barriers in developing countries 
have a tariff-equivalent effect of up to several times the official tariff rate.  
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4.7 Analysis of Qualitative data (interviews) 
 
Interviewee Sample Profile 
A total of 24 interviews were conducted with key stakeholders in the Iranian date 
value chain between May and August 2025. The interview questions are provided 
in Appendix 1.  
The sample included: 
Date exporters (n=9) 
Date producers (n=4) 
International transport and logistics companies (n=2) 
Experts from government organizations providing services to exporters (n=3) 
Officials from the Date Association (n=3) 
Experts from the Chamber of Commerce (n=3) 
 

Method of Qualitative Data Collection  
In the qualitative part of this thesis, data were collected by face-to-face semi-
structured interviews. This approach was chosen due to its flexibility and ability 
to elicit in-depth perspectives from participants (Kvale & Brinkmann, 2009). The 
main objective was to identify barriers, opportunities, and factors that affects the 
realization of Iran’s date export potential to Indonesia. 
 

The data collection process included the following steps:  
Designing the Interview Guide: Interview questions were designed based on 
the theories used in the conceptual framework of the research (comparative ad-
vantage, trade gravity model, and export potential) to ensure that the conversa-
tions were related to the research objectives. 
Conducting face-to-face interviews: this kind of interviews were chosen as the 
best option to increase direct interaction and depth of responses (Creswell & 
Plano Clark, 2018). 
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Note-taking and data recording: During each interview, notes were recorded 
and detailed notes were used as the main source of data. 
Data transfer and organization in Excel software: After completion of the in-
terviews, the raw notes were digitally entered into an Excel file. Each row was 
assigned to one interview and the columns included: Interviewee ID, main topics 
covered, and Key points of the interview as showed in Table 4-5. 
Data coding and analysis: Open coding was used by repeatedly reviewing the 
data in Excel. Similar codes were then combined and grouped into axial coding. 
At this stage, thematic analysis method was used based on the Brown and Clark 
(2006) model. 
Table 4-5 shows a summary of the interviews. The key points presented are ex-
tracted from the interview notes and quotes and form the basis of the subsequent 
analyses in the qualitative findings section. 

Table 4-5. Summary of interviews and qualitative research findings 

Interview 

code 

Main topics covered Key points from Interviews 

INT01 Transportation costs, tar-

iffs 

Shipping costs to Indonesia are twice as high 

as Malaysia; export profits are low. 

INT02 Halal certificate, brand reg-

istration 

The BPJPH process is time-consuming and not 

possible without a local representative. 

INT03 Marketing and market 

knowledge 

The Indonesian consumer has different 

tastes; we don't know the market. 

INT04 Competition with Egypt 

and Saudi Arabia 

Low prices and strong competitor relation-

ships prevent us from entering supermarkets. 

INT05 Banking sanctions It is not possible to transfer money through a 

bank; we have to use intermediaries. 

INT06 Digital marketing cost Advertising on Indonesian platforms is ex-

pensive and without government support. 

INT07 Date quality Some buyers rejected the dates due to high 

humidity. 

INT08 Logistics and Customs Delays in clearance of goods cause part of the 

shipment to be lost. 
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INT09 Export insurance cost Date insurance for the Indonesian market is 

expensive and has a long process. 

INT10 Production and packaging We don't have export packaging; it's hand-

packed. 

INT11 Quality and maintenance The lack of cold storage reduces the quality of 

dates before export. 

INT12 Financing Loans and facilities are not available for ex-

port development. 

INT13 Traditional marketing Local producers are unaware of modern mar-

keting. 

INT14 Sea transportation There is a shortage of cold containers for 

fresh dates. 

INT15 Shipping schedules and 

costs 

Shipping rates to Jakarta are high and arrival 

times are long. 

INT16 Sanctions, export support The lack of a direct banking channel hinders 

legitimate trade. 

INT17 Indonesian tariff and pref-

erential tariff 

Iran is not present in ASEAN's preferential 

agreements. 

INT18 Export procedures The complexity of export documents and er-

rors in declarations are time-consuming. 

INT19 National brand and mar-

keting 

There is no single Iranian date brand; other 

countries have created brands. 

INT20 Seasonal demand During Ramadan, demand multiplies, but our 

exports are not ready. 

INT21 Packaging and price The cost of standard packaging is high and 

small exporters cannot afford it. 

INT22 Iran-Indonesia trade coop-

eration 

The relationship between businesspeople 

from the two countries is weak. 

INT23 Export training Exporters lack knowledge of Indonesian ex-

port regulations. 

INT24 Market information infra-

structure 

Indonesian market data is not available to ex-

porters. 
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4.8 Extracted Themes and Detailed Analysis 
The qualitative data analysis of the interviews was conducted by using the the-
matic analysis approach (Braun & Clarke, 2006). In this process, the interview 
transcripts were converted to open coding, axial coding, and selective coding af-
ter multi-stage implementation and rereading.  
The interview data were analysed in six groups of stakeholders, and a total of five 
main themes with eleven subthemes were identified: 
Theme 1: Institutional and Regulatory Barriers 
Sub-themes: 

 Banking sanctions and difficulty in transferring money 
 Complexity in obtaining halal certification (BPJPH) 
 Lack of preferential trade agreement between Iran and Indonesia 

Most interviewees (19 out of 24) emphasized that international sanctions and 
banking restrictions are the most important barrier to conducting direct financial 
transactions with Indonesia. Exporters are forced to use third-party intermediaries 
in other countries, which increases costs and risks. In addition, the process of 
obtaining halal certification from the BPJPH is time-consuming, expensive, and 
requires cooperation with a local representative in Indonesia. Government ex-
perts also said that Iran’s absence from ASEAN preferential agreements means 

that the import tariff for dates from Iran is higher than that of other competitors. 
Interpretation: Institutional barriers and banking sanctions directly affect the re-
duction of the export potential utilization ratio. Removing or reducing these barri-
ers can reduce the gap between potential and actual exports. 
Theme 2: Logistical and Infrastructure barriers 
Sub-themes: 

 Lack of direct shipping lines between Iran and Indonesia 
 shortage of refrigerated containers and customs delays 
 High transportation and insurance costs 
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According to interviewees (11 interviews), the cost of shipping dates to Indonesia 
is high. There is a shortage of refrigerated containers in Bandar Abbas city and 
also delays in clearance, which there are detrimental to sensitive dates such as 
Piarom and Mazafati. Export insurance companies also provide limited coverage 
for dates to distant target markets.  
Interpretation: Weak logistics and transportation are key factors in reducing the 
competitiveness of Iran’s exports. Developing port infrastructure and increasing 

direct lines can significantly reduce the total cost of exports. 
Theme 3: Product Quality and Standards 
Sub-themes: 

  Non-standard packaging 
 High humidity and lack of cold storage 
 No compliance with Indonesian BPOM requirements 

Producers and exporters (8 interviews) emphasized weaknesses in packaging 
and storage. 
Interpretation: Improving packaging, labelling, and quality control is a prerequisite 
for entering modern Indonesian distribution channels. This is also closely related 
to halal requirements and the adoption of food safety certification.  
Theme 4: Marketing and Market Knowledge and Promotion  
Sub-themes: 

 Ignorance of Indonesian consumer tastes 
 Lack of national date brand 
 High cost of digital marketing 

Fourteen interviewees admitted that Iranian exporters have limited knowledge of 
the Indonesian market. Indonesian consumer tastes tend to be soft and sweet 
(like the Egyptian variety). While Saudi Arabia and Egyptian brands are known 
for their attractive packaging and active advertising on local platforms, Iranian 
dates lack a unified brand. 
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Interpretation: Lack of market information and weak branding are important fac-
tors behind Iran’s lagging share of the Indonesian date market. Investing in digital 

marketing and national branding can improve Iran’s competitive position.  
Theme 5: Opportunities and Policy Implications 
Sub-themes: 

 Ramadan Seasonality 
 Iran-Indonesia Bilateral Cooperation 
 Proposed Supportive Policies 

Almost all interviewees emphasized the importance of Ramadan as a peak de-
mand period. Chamber of Commerce experts suggested that Iran’s share of the 

Indonesian date market could be doubled by concluding bilateral agreements and 
removing some tariff barriers. It was also suggested that the Iranian government 
consider targeted transportation and marketing facilities to support agricultural 
exports in Southeast Asian markets. 
Interpretation: This theme emphasizes positive aspects and untapped capacities. 
Quantitative results from ITC also confirm the finding that Iran has only realized 
about half of its export potential in Indonesia (Utilization Ratio < 0.5). 
 
4.9 Combining quantitative and qualitative findings 
This kind of combination leads to comprehensive understanding of the phenom-
ena under study, as it integrates numerical data with contextual and interpretive 
insights and increases the validity of research results (Creswel & Claark, 2017). 
The combination of data in this study was carried out with the aim of providing a 
deeper and multidimensional understanding of the situation of Iranian date ex-
ports to Indonesia. The quantitative data was taken from official international 
sources such as ITC and FAO and included export performance indicators, com-
parative advantage, trade gap, barriers related to tarrifs, and potential export ca-
pacity. In contrast, the qualitative data was obtained from semi-structured inter-
views. 
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The quantitative findings showed that Iran’s share of the Indonesian date market 

has decreased from about 11 percent to 3 percent during the period 2014-2023. 
This is while the overall volume of Indonesian date imports has increased signif-
icantly during the same period. Interviewees also confirmed this decline and at-
tributed the main reason to the instability of trade relations, dependence on inter-
mediaries, and lack of long-term contracts. Therefore, both quantitative and qual-
itative data emphasize the weakness of Iran’s trade and marketing networks.  
In the context of Revealed comparative advantage (RCA), quantitative data 
showed that Iranian dates have always had an index above 30 over the past 
decade and in some years have reached more than 60, indicating a sustainable 
competitive advantage. This finding is also consistent with qualitative data, as 
most interviewees emphasized the high quality of Iranian date varieties (such as 
Piarom and Mazafati) and the country’s strong production capacity. Conse-
quently, both sets of data indicate the existence of a structural advantage and 
strong competitive potential of Iran in the date trade. 
Regarding export potential and trade gap, ITC data analysis showed that Iran’s 

date export potential to Indonesia is estimated at around $46 million by 2029, 
while actual exports in 2023 were only around $2.1 million. The export capacity 
utilization ratio was also calculated to be around 5%. Interviewees also attributed 
this large gap to administrative barriers, complex certification requirements, and 
high marketing costs. Therefore, the gap between potential and actual perfor-
mance is more related to ineffective trade policies and weak infrastructure than 
to weak production. 
In terms of non-tariff barriers (NTMs), ITC Market Access Map data showed that 
importing dates to Indonesia requires a halal certificate (BPJPH), product regis-
tration with the Indonesian Food and Drug Administration (BPOM), and a phyto-
sanitary certificate. Qualitative findings also confirmed these results; Exporters 
complained about the time-consuming licensing process, high costs, and difficulty 
coordinating with Indonesian institutions. As a result, both sources indicate that 
non-tariff barriers are the most important factor limiting Iran’s access to the Indo-

nesian market. 
Analysis of the logistics and infrastructure sector also showed a high level of 
agreement between the two types of data. Statistically, the cost of transporting 
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dates to Indonesia is reported to be about 20-25 percent higher than the regional 
average. Interviewees also complained about the lack of direct shipping lines, the 
absence of refrigerated containers, and customs delays at ports. Therefore, it can 
be concluded that weak logistics and infrastructure are key factors reducing the 
competitiveness of Iranian exports. 
In the context of financial constraints, limited data point to the existence of bank-
ing barriers and the lack of access to formal payment systems. This was also 
confirmed in the interviews; most exporters were forced to use financial interme-
diaries in third countries, especially the UAE, which increases the cost and risk 
of transactions. These findings indicate that sanctions and banking problems di-
rectly affect the reduction of Iran’s export capacity utilization. 
From a marketing and target market understanding perspective, quantitative data 
indicate a more active presence of countries such as Egypt and Tunisia in the 
Indonesian market. Interviewees also acknowledged that Iranian exporters have 
limited familiarity with Indonesian consumer tastes and lack a national brand and 
targeted advertising strategy. Therefore, weak marketing and lack of market in-
formation are soft but effective obstacles to Iran’s backwardness.  
Finally, both quantitative and qualitative findings emphasize the role of seasonal 
opportunities, especially the month of Ramadan. Statistical data show a more 
than 40 percent increase in date imports during this month, and all interviewees 
described it as the “golden period for date sales.” This convergence indicates that 

coordinating the export program with the Indonesian religious calendar can be 
effective in increasing sales and utilizing export capacities. 
Overall, the integration of findings provides a comprehensive picture of Iran ’s date 

export performance. Statistical data objectively identifies gaps and capacities, 
while qualitative findings explain the institutional, operational, and structural rea-
sons for these gaps. The final result shows that weaknesses in logistics infra-
structure, non-tariff barriers, banking problems, and the lack of a systematic mar-
keting strategy are the most important obstacles to realizing Iran’s export poten-

tial to Indonesia. In contrast, the existence of a sustainable comparative ad-
vantage, the high quality of Iranian dates, and seasonal opportunities (such as 
Ramadan) are among the most important strengths that, if targeted policies are 
implemented, can strengthen Iran’s position in the Indonesian date market.  
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4.10 SWOT Analysis 
SWOT analysis is one of the key tools in strategic planning that helps organiza-
tions and countries identify their strengths, weaknesses, opportunities, and envi-
ronmental threats and develop more effective strategies (Gurl, 2017). In this The-
sis, with the aim of comprehensively analysing the current and future status of 
Iranian date exports to Indonesia, the SWOT model was used to identify factors 
affecting export performance. This analysis was based on quantitative data (ex-
port statistics, comparative advantage index, and trade gap) and qualitative data 
obtained from expert interviews and academic resources. 
Iran’s strengths in exporting dates to Indonesia include the following: 
1.  RCA index for Iranian dates has always been more than 30 in the ten-year 
period 2014-2023, which shows that Iran’s structure is competitive in the global 

date market. 
2. Genetic and qualitative diversity of dates: Iran has genetic and qualitative di-
versity of dates and can meet the diverse demands of the Indonesian market. 
This diversity provides opportunities to enter different market segments 
(Khodaverdizadeh et al., 2025; Hajian, 2008; Latifi and Shabanali Fami 2020). 
3. Iran has decades of experience in harvesting and processing dates, which has 
led to a strong production base and specialized human resources because there 
are extensive palm groves in Iran’s date-growing provinces, which has created a 
significant structural advantage (Mazloumzadeh and Shammsi 2007; Koshtteh 
and Kamalian 2004;  Sadeeghi and Kuhestani 2014). 
4. Obtaining halal certification for date products is easier than other competitors 
because date production in Iran is carried out in accordance with Islamic princi-
ples (Akbar et al., 2023). 
5. In Iran, labour costs are low (Shahriyari et al., 2018), and weather  conditions 
are favourable (Sadeeghi and Kuhestani 2014), and according to experts view-
points in interviews, the final price of Iranian dates can be lower than its compet-
itors.  
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Iran has the following weaknesses in date exports to Indonesia : 
1. Date packaging does not match market tastes (Rahmani, 2006). According to 
interviewee's viewpoints, the packaging of some Iranian export products lacks 
proper design and multilingual labels and nutritional information on the packag-
ing, which reduces its appeal to consumers. 
2. Since some date varieties that have high moisture content, including Mazafati, 
are sensitive to temperature conditions, the lack of cold storage, especially in 
southern Iranian ports, reduces the quality and causes product loss during export. 
In this regard, there is a lack of cold storage facilities and modern transportation 
infrastructure in Iran (Al-Habsi, 2025). 
3. Due to international sanctions, there are many banking and financial re-
strictions in Iran for foreign exchange transfers. These sanctions have prevented 
exporters from using formal financial instruments such as letters of credit (L/C) 
and have forced exporters to use informal methods such as intermediaries, which 
poses financial risks and increases costs for them (Özdamar and Shahin, 2021). 
4. Based on expert viewpoints in interviews, Exporters have little knowledge of 
Indonesian consumer behaviour and preferences. They use traditional channels 
instead of modern distribution platforms, and overall, their official representatives 
and marketing offices are very limited. 
5. There are many decision-making organizations in Iran in the field of exports. 
Inconsistency between policymaking and service-providing organizations for ex-
porters, including the Trade Development Organization, Customs, Ministry of 
Health, and Ministry of Agricultural Jihad, has led to slow decision-making and 
the absence of integrated export policies. According to Eydiizadeh et al. (2022) 
the current state of export support policies in Iran will not lead to meaningful ex-
port growth if the current trend is going on; this means that the policy-making 
structure and coordination between institutions need to be reviewed. 
 

Iran has opportunities to increase its date exports to Indonesia: 
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1. Indonesia is a country with a large population (Pew Research Centre, 2025), 
with a Muslim majority, and halal products in this market is a high need (Pradana 
et al., 2024). therefore, this market could be one of the largest potential markets 
for Iranian dates. 
2. according to Lulu (2022), Indonesian people have an increasing tendency to 
eat healthy and organic food, and this makes a good opportunity to promote Ira-
nian dates as a natural product. 
3.Based on Syadullah and Miftahudin (2017) study, Indonesia's regional agree-
ments such as RCEP and ASEAN and active participation of its member in these 
agreements provide opportunities for trade with them. As a result, these is an 
important potential for Iran to access Southeast Asian markets through these 
agreements in the future. 
4. There is high demand in Indonesia during the month of Ramadan and religious 
occasions, and this provides an opportunity for targeted exports and increased 
sales volumes (Setiawan, 2021). 
5. Indonesia's geographical location as an ASEAN trade gateway (Setyoko et al., 
2024) provides this opportunity that can connect Iran to other regional markets. 
 

Threats to Iran’s date exports to Indonesia include the following: 
1. According to experts' viewpoints in interviews, there are better-known brands 
of dates by Iran’s competitors in the Indonesian market. these competitors have 
established trade relations with Indonesia and well-known brands are present in 
the country’s market. 
2.Registering dates with BPOM and obtaining halal certification from BPJPH and 
complying with SPS standards is time-consuming and costly (Hayat et al., 2013). 
3. Based on the viewpoints of Date exporters in interviews, there are no direct 
shipping lines between Iran and Indonesia, and indirect transfer of dates to the 
Indonesian market increases the cost and time of clearance. 
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4. Financial problems caused by international sanctions and exchange rate fluc-
tuations cause instability in export pricing and reduce competitiveness (Moeeni, 
2021; Laudati, 2023). 
5. Increasing temperatures and water shortages in date-growing areas and cli-
mate change pose a serious threat to date production in the long term (Shabani 
et al., 2014; Baaghideh et al., 2020). 
SWOT analysis shows that Iran has a sustainable comparative advantage in date 
exports, but faces serious institutional, logistical and informational barriers in us-
ing this advantage to penetrate the Indonesian market. In terms of internal prob-
lems, the most important challenges include exporters’ lack of familiarity with the 

target market, poor packaging and lack of cold storage infrastructure. In terms of 
external problems, international sanctions, strict non-tariff requirements and com-
petition with Arab countries are the most important constraints. On the other 
hand, there are significant opportunities for Iran to export dates to Indonesia, such 
as the growth of the halal market, seasonal demand during Ramadan and the 
possibility of using Indonesia’s position in the ASEAN agreement, which, if care-

fully developed strategies are developed, can lead to the development of Iranian 
date exports. 
 

Export Development Strategies  
In general, to convert strengths into sustainable competitive advantages, export 
development strategies should focus on the following areas:  

 Improving logistics and cold chain infrastructure.  
 Improving packaging design and quality in line with destination market 

standards. 
 Establishing Iranian trade offices in Indonesia for direct marketing.  
 Developing mutual cooperation in the field of halal certification between 

organizations in the two countries. 
 Creating financial incentives for exporters in the face of sanctions and 

high transportation costs. 
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5 DISCUSSION  
 
this chapter summarizes and interprets the study findings by considering the the-
oretical framework and to answer the research questions. It focused on assessing 
the current and future status of Iranian date exports to Indonesia. 
The findings are analysed from three perspectives: 

 Comparative and theoretical analysis of quantitative findings. 
 Explanation of qualitative interview results regarding institutional, struc-

tural and managerial factors. 
  Final integration and interpretation of the findings to provide strategies 

for developing date exports to the Indonesian market. 
 

5.1 Discussion and interpretation of findings 
Revealed Comparative Advantage 
This index is used to measure the competitive ability of countries in exporting a 
good relative to the world average. When the value of this index is greater than 
one, it indicates that the country has a revealed export advantage in producing 
and exporting that good (Balassa, 1965). The results of the calculation of the RCA 
Index showed that Iranian dates have a sustainable competitive advantage. The 
value of this index has always been above 30 during the years 2014-2023 and 
has increased to more than 60 in some years, indicating Iran’s inherent ad-

vantage in date production and export. 
However, despite this advantage, Iran’s share of global date exports has de-

creased from 17 percent to 13 percent during the aforementioned period. This 
gap between “potential advantage” and “actual performance” can be explained 

by using Porter’s (1990) theoretical framework of competitive advantage. Accord-

ing to this theory, having natural resources and production capacity does not 
guarantee sustainable advantage, but institutional dynamism, export infrastruc-
ture, and efficiency in adapting to market needs are the determining factors for 
success. 
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In fact, the findings show that Iran has not passed the stage of natural advantage 
and has not yet reached the level of established competitive advantage. 
 

Trade Gravity Model and Export Potential 
Bergstrand (1985) provided theoretical foundations and empirical evidence to 
show that variables such as economic size, transportation costs, and trade barri-
ers are the most prominent determinants of the volume of bilateral trade. Accord-
ing to the findings of this study, the trade gravity model predicts that Iran’s poten-

tial export flow to Indonesia could increase to $46 million by 2029. While actual 
date exports to Indonesia in 2023 were only $2.1 million. This gap corresponds 
to a trade gap of $44 million and a utilization ratio of 0.05.  
These numbers indicate that Iran has only utilized 5% of its potential capacity in 
the Indonesian market. According to the gravity model’s interpretation, this is due 
to “increasing effective distance costs” that means institutional and logistical bar-

riers act as economic distance and limit actual trade flows. 
This result is aligned with the view of Anderson and Van Wiincoop (2003) who 
argue that institutional and administrative costs have a similar impact on trade 
volume as physical distance. In fact, Iran has been unable to take advantage of 
its geographical and cultural advantage over Muslim markets in Southeast Asia 
due to the lack of preferential routes and efficient infrastructure.  
 

Institutional and Non-Tariff Barriers 
According to Mayer and Zignago's (2005), analyzing "market access map" data 
is an effective tool for measuring trade barriers, access costs, and export devel-
opment opportunities in developing countries (Mayer & Zignago, 2005). in this 
thesis, analysis of Market Access Map data showed that although the average 
import tariff for dates in Indonesia is 5 percent, non-tariff barriers (NTMs) have a 
much more impact on export performance. 
The most important of these barriers are: 

 Halal certification requirements. 



49 

 

 Food product registration and labelling requirements. 
 Phytosanitary (SPS) certification for agricultural commodities. 

From a theoretical perspective, these requirements are considered within the 
framework of Institutional Trade Theory, which focused on the quality of regula-
tory institutions and the efficiency of bureaucracy have a direct impact on facili-
tating or restricting trade flows. 
Qualitative data (interview) also reinforced this finding: most interviewees identi-
fied long, costly, and non-transparent administrative processes as the main factor 
for reducing their incentive to enter the Indonesian market. Also, banking sanc-
tions and difficulty in conducting financial transactions have added further com-
plexity to the export process. 
 

Logistics, Infrastructure and Transaction Costs 
Qualitative findings showed that inadequate logistics infrastructure, especially in 
maritime transport and cold chain, is one of the most important operational con-
straints. The lack of direct shipping lines to Jakarta, the shortage of refrigerated 
containers in Bandar Abbas, and the long clearance time increase the final cost 
of exports. 
In relation to the Transaction Cost Theory, these problems lead to increased hid-
den costs of trade and reduced attractiveness of exports. Therefore, reducing 
logistics costs and improving the supply chain are necessary conditions for real-
izing export potential. 
 

Marketing, Market Awareness and Branding 
The findings of the interviews indicate that many exporters have a limited under-
standing of the cultural characteristics and tastes of Indonesian consumers. Con-
sumers in this market prefer soft and sweet dates (such as Egyptian varieties) 
and packaging design plays an vital role in the purchase decision. 
The lack of a national date brand and limited Iranian promotional activities in the 
Indonesian market have caused Iranian dates to lag behind Saudi and Tunisian 
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brands despite their high quality. This finding is consistent with Porter’s (1990) 

view that sustainable competitiveness is not based on production costs but on 
“customer perception of value”. 
 
5.2 Recommendations 
A set of solutions are proposed to improve the situation of Iranian date exports to 
Indonesia based on the findings: 
 a) Macro-level recommendations (policymaker and government level)  

 Developing a bilateral preferential trade agreement with Indonesia to 
reduce tariffs and harmonizing health and halal certificates. 

 Establishing an Iranian Agricultural Export Coordination Center in 
ASEAN (Jakarta) to facilitate exchanges, provide market information, 
and support exporters. 

 Investing in cold storage infrastructure, direct shipping lines, and export 
terminals for agricultural products. 

 Improving the halal certification system in Iran in cooperation with the 
Indonesian BPJPH organization for mutual recognition of certificates.  

 Facilitating export financing through intermediary banks and regional 
credit lines. 

b) Sectoral recommendations (firm and exporter level) 
 Investing in multilingual packaging and labelling design in accordance 

with BPOM requirements and Indonesian market standards. 
 Creating a national Iranian date brand with a unified visual identity and 

a digital marketing program based on religious occasions (Ramadan). 
 Establishing a date export consortium among producers in the south of 

the country to create economies of scale and reduce transportation 
costs. 

 Expanding representative relations and trade offices in Indonesia to 
collect market data, provide after-sales service, and connect with major 
importers. 
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5.3 Suggestions for future research 
 Comparative study of Iranian date exports to other ASEAN member coun-

tries to identify alternative routes. 
 Study of the impact of halal certification and food standards on the export 

performance of Iranian agricultural products. 
 Design of an econometric model to quantify the effect of non-tariff barriers 

on the date export gap. 
 Study of the date value chain from farm to consumer market at the regional 

level with an export value-added approach. 
 

5.4 Conclusion 
This thesis aimed to assess the current and future status of Iranian date exports 
to Indonesia and tried to present opportunities, challenges and improvements of 
this trade by combining quantitative and qualitative analyses. The results of this 
study showed that despite notable comparative advantage, Iranian date exports 
have not been able to gain a suitable share of the Indonesian date market.  
In the quantitative part of thesis, the findings showed that Iran’s share of the In-
donesian date market has decreased from about 11% to 3% in the period 2014-
2023. Meanwhile, competitors, have consolidated their position in the Indonesian 
market by taking advantage of trade agreements and other effective marketing 
measures. Iran Revealed comparative advantage index (RCA) has been above 
30 in all the years (2014-2023), that indicates a sustainable competitive ad-
vantage in date production and export. However, when we compared actual ex-
ports with the estimated export potential by ITC showed that the utilization ratio 
of Iran’s date export potential is only about 4.6 percent. In other words, from po-

tential capacity of $46 million in date exports to Indonesia by 2029, only about $2 
million date has been exported in 2023. This large difference highlights the struc-
tural gap between Iran’s production capacity and export performance.  
In the qualitative section, interviews with 24 stakeholders revealed a set of barri-
ers and exploitable opportunities. The most important barriers that were identified 
included international banking sanctions, the complexity of the process of getting 
halal certification from BPJPH, strict product registration requirements with 
BPOM, a shortage of export cold storage facilities, and high transportation and 
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insurance costs. In addition, a lack of understanding of Indonesian consumer 
tastes and behaviour, poor packaging and branding, and a lack of active market-
ing offices in Jakarta and other commercial centres were assessed as the most 
important non-structural factors that weakens Iran’s position in the target market.  
Qualitative findings also showed that, beside the challenges, there are also sig-
nificant opportunities for Iranian date exports growth. The increasing Muslim pop-
ulation in Indonesia, the growing trend towards natural and healthy products, the 
development of online halal food markets, and the increase in demand during 
Ramadan are among the opportunities that could expand Iranian date exports. In 
addition, many interviewees believed that developing bilateral preferential trade 
agreements or active membership in regional agreements such as ASEAN and 
RCEP could play an important role in reducing tariff barriers and strengthening 
Iran’s competitiveness.  
In this study, quantitative and qualitative results were integrated and presented 
situation of date exports to Indonesia. Statistical data from ITC and FAO con-
firmed that Iran has high production capacity and export comparative advantage, 
but weaknesses in institutional, infrastructural and marketing factors have pre-
vented this capacity from being fully realized. Interview findings also showed that 
non-economic factors, especially the difficulty in being align with halal regula-
tions, packaging requirements and the lack of sustainable trade relations, have 
played a more important role than price variables in Iran’s export performance.  
Overall, the study results shows that a multidimensional approach should be ap-
plied to increase the productivity of Iranian date exports to Indonesia. It also 
shows that Iranian dates not only have a structural comparative advantage but 
can also develop Iran’s non-oil exports in Muslim markets in Southeast Asia. for 
achieving this goal requires to develop strategies for date value chain, reforming 
institutional mechanisms, improving export infrastructure, and increasing eco-
nomic and cultural interactions with Indonesia.  
Therefore, the present study emphasizes that the future of Iranian date exports 
to Indonesia is highly dependent on three key factors:  

 Removing institutional and financial barriers.  
 Improving product quality and packaging in line with the target market.  
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 Establishing sustainable marketing networks based on bilateral and re-
gional cooperation.  

By implementing these factors, Iran can not only regain its lost share but also 
gain a sustainable and strategic position in the Indonesian date market and also 
in the global date market. 
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APPENDICES  

Appendix 1. Interview Questions 
Questions related to the theory of comparative advantage: 

 In what fields does Iran have comparative advantage compared to other 
countries that produce dates? 

 To what extent do the costs of production, processing, and packaging of 
dates in Iran affect export competitiveness of this product? 

 In your opinion, what factors have maintained or weakened the export ad-
vantage of Iranian dates in the last decade? 

 What is the role of technology, innovation, and standard certifications 
(such as halal and organic) in strengthening the comparative advantage 
of Iranian dates? 

Questions related to the Gravity Model of Trade: 
 How do geographical distance and transportation costs affect Iran's export 

capacity to Indonesia? 
 To what extent are the existing logistics infrastructure and transportation 

routes responsive to date exports to Indonesia? 
 What impact do tariffs, technical restrictions or sanitary regulations (SPS 

and NTMs) in Indonesia have on the export of Iranian date? 
 To what extent can regional trade agreements or multilateral cooperation 

(such as RCEP, OIC or bilateral arrangements) help facilitate date ex-
ports? 

Questions related to the theory of export potential 
 Why are Iran’s actual date exports to Indonesia lower than the potential 

estimated by ITC? 
 What are the most important obstacles to realizing the export potential of 

Iran’s dates in the Indonesian market? (Including halal regulations, label-

ling requirements, quality, marketing, etc.) 
 What actions can help increase Iran’s export potential utilization ratio? 
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 What are the main weaknesses in marketing, understanding Indonesian 
consumer tastes and distribution channels for Iranian dates? 

Questions related to SWOT analysis  
 What are the strengths of Iranian dates in the Indonesian market in your 

opinion? 
 What are the main weaknesses in the Iranian date export system (at the 

production, processing, packaging or transportation levels)? 
 What opportunities are there to develop date exports to the Indonesian 

market? 
 What are the main threats in the Indonesian market (competition from 

other countries, changing consumer preferences, import policies)? 
 What is the role of the government, the Chamber of Commerce and export 

support institutions in facilitating date trade with Indonesia? 
 In your opinion, what policies can help to ensure the sustainability of date 

exports to the Indonesian market in the long term? 
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