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CHAPTER I 

INTRODUCTION 

 

A. Initial Idea 

 There are a variety of addictive drinks, one of them being coffee. 

Coffee is a brewed drink that is prepared from roasted coffee beans. 

Coffee itself is generally dark in color and contains a substance called 

caffeine. Gilman (1985, p.178-179) explained that caffeine is a legal 

substance. It has refreshing stimulants that quiets the nerves and takes 

away the sense of fatigues. Even though the effects of caffeine are 

generally considered to be good, it presents some substantial downsides. 

Nawrot, Jordan, Eastwood, Rotstein, Hugenholtz & Feeley (2003, p.3) 

exhibits that a habitual daily use of caffeine more than 500mg represents a 

significant health risk and may therefore be regarded as „abuse‟. It is 

indeed true that a large amount of caffeine intake may present some risk, it 

can also acts as an energy boost when consumed on a proper amount. 

Smith (2002, p.1250) explained that caffeine can improve an individual 

performance on finishing task due to the benefit of high level of alertness, 

and some might argue that the benefit can counteract the disadvantage. In 

the end, the consumption of coffee should be considerate and not exceed 

the amount of daily intakes. 

 The history of coffee varies from one place to another, but it is 

commonly believed that the practice of drinking coffee started from the 

legend that originated from Ethiopia. Ukers (2010, p.18) covered the 
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legend of the founding of coffee. It goes about a shepherd named Kaldi 

who was tending his flock of goats when he realized that his goats 

behaved strangely after eating some sort of berries. They were described 

as more energetic and alert. Kaldi was curious, so he sampled the berry 

and had similar experience that the goat had. He shared about his findings 

with the monks from the local monastery. From there the coffee berries are 

then processed and altered with until it becomes a drink. This event 

marked as the start of coffee popularization around the world. 

 In an article covered by Rooseboom (2014), he explained that 

coffee cultivation in Indonesia began in the late 1600s and early 1700s, 

during the early Dutch colonial period, and has become an important part 

for the growth of the country. Indonesia‟s climate and geographic location 

support the growth and production of coffee, it is no wonder why 

Indonesia produce a numerous amount of coffee.  

 Coffee quickly becomes a favorite drink for people among all ages, 

Robusta (Coffea Canephora) and Arabica (Coffea Arabica) being the most 

commonly known and consumed beans. According to Bertrand, Guyot, 

Anthony, & Lashermes (2003, p.388) Robusta is characterized to have a 

pronounced bitterness to it, and slightly weak in flavor when compared to 

Arabica who has more variety of flavors. According to popular believes, 

the Arabica beans reign superior over Robusta, people based their 

judgment over its quality. As a result, Arabica is requires more attention to 

grow, and normally cost more on production over Robusta. 
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 Esquivel & Jimenez (2011, p.489) explained the process of coffee. 

The first step started with harvesting the berries from the plants. The 

harvesting can be done traditionally to maintain its ripeness and quality, or 

by using a machine to strip down all the berries through mass production. 

The next step, they berries are stripped and picked. In this process the 

berries can either undergo the dry-method process; or the wet-method. In 

the dry method the berries are only divided, whereas within the wet 

process they also undergo fermentation which results in a mild coffee.  

 The next step is they go through a fermentation process, and is 

washed thoroughly with fresh water to remove the fermentation residue 

after they are done fermenting, and dried. Another method to dry the beans 

is by using drying tables, but it is quite uncommon. The way it works is by 

spreading the beans uniformly on a raised bed, which allows air to go all 

around the beans. This process is commonly used on African coffees, and 

other countries have also started adapting the process to ensure quality.  

 Matzen & Harisson (2012, p.9) discussed that there are different 

variations of coffee shops, they are: cafes, coffee bars, coffeehouses, retail 

coffee shop, drive-thru, carts, teahouses, and roasters or retailers. The 

common ones that can be found around Indonesia are cafes and retail 

coffee shops. But the model of business is not limited to only one type of 

variation. A retail coffee shop can have its own drive-thru, while 

coffeehouses can have their own roasters, and so on.     

 The coffee business itself is popular to be quite profitable and 

promising due to coffee‟s high demand. Its existence has always been 
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known as an establishment that supports commerce, and its initial purpose 

hasn‟t shifted in the modern era. Indonesia‟s passion for coffee opens a 

window of opportunity for the business.  

Table 1 

Coffee Production from the Eight Largest Country Manufacturer as of 

2015/2016-2016/2017 

Country Coffee Bean 2015/2016 2016/2017 World % 

Brazil (A/R) 3.022.539,38 3.300.000,00 36,27 

Vietnam (R/A) 1.724.195,65 1.530.000,00 16,82 

Colombia A 840.549,14 870.000,00 9,56 

Indonesia (R/A) 739.048,51 600.000,00 6,60 

Ethiopia (A) 402.838,52 396.000,00 4,35 

Honduras (A) 345.946,56 356.040,00 3,91 

India (R/A) 348.020,29 319.999,98 3,52 

Uganda (R/A) 218.974,02 228.000,00 2,51 

Source: ICO (2017) 

 A recent study on coffee production by ICO (2017), Indonesia was 

able to reach rank 4th of the highest coffee production in the world. 

Producing both Robusta and Arabica beans at 739.048,51 kg and 600.000 

kg respectively by the end of 2017. Indonesia was able to reach 6.6% for 

the total of coffee production from around the world. Indonesia‟s coffee 

consumption is almost as big as its production numbers. 
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Table 2 

Coffee Consumption in Indonesia 2010-2016 

No Year Total Population Coffee Needs(Kg) Consumption 

1. 2010 237.000.000 190.000.000 0.80 

2.  2011 241.000.000 210.000.000 0.87 

3. 2012 245.000.000 230.000.000 0.97 

4. 2013 249.000.000 250.000.000 1.00 

5. 2014 253.000.000 260.000.000 1.03 

6. 2015 257.000.000 280.000.000 1.09 

7. 2016 260.000.000 300.000.000 1.15 

Source: AEKI (2016) 

 

 Based on the data researched by AEKI, The number of coffee 

consumption in Indonesia is predicted to increase in the next following 

years. Coffee consumption in Indonesia has a slight increase percentage 

coming from 190.000.000 kg on 2010 with 0.80 capita, reaching into 

300.000.000 kg on 2016 with 1.15 capita.  This shows the demand of 

coffee and the potential of the coffee industry being a productive business 

for the locals, an improvement to the development of the coffee industry 

can be critical. 

 An article by Jakarta Globe (2018) covered the research done by 

Euromonitor that stated the number of coffee shop businesses have 

doubled to 1083 shops between the years 2012/2016. Coffee shops starts 

to open all around Indonesia, starting from the major cities such as Jakarta, 

Medan, and others to smaller cities where there are demands and potential 

for the shops to run. The increasing number of coffee consumption in 
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Indonesia is also supported by the growth of coffee shops around 

Indonesia. 

 Coffee shops have to fight for their survivability. There are a 

number of key points to take a look into when trying to create a successful 

business. According to According to Waxman (2006, p.50) there are two 

main factors that coffee shop‟s survivability. The factors influence the 

placement, and the overall theme of the coffee shop. 

Figure 1 

Physical and Social Factors that Affects Place Attachment 

Source: Waxman (2006) 

 

 There are two major problems to tackle, and they are the coffee and 

the customer. According to John & Gilmartin (2009, p.9) Coffee is not 

only a great margin product, it is a product. It is the bread and butter that 

will make the customer hooked and addicted to the coffee shop. It is not 

enough just to sell cheap branded coffee for the highest profits, most of the 

time coffee shops business that do these practices won‟t last very long. 

Aside from that coffee business owner should also pay attention to their 

customers, since they are the one buying the product. John & Gilmartin 

(2009, p.68) also stresses that one of the most valuable lessons to learn in 
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business is the concept of “lifetime value”. It shows a customer‟s worth 

over a period of time that they are loyal to the business. 

B. Purpose and Objectives of the Event 

 The overall purposes and objectives of the event are to educate 

aspiring and existing business owners about the introduction to coffee, as 

well as to familiarize and introduce aspiring and existing business owners 

on the coffee processing skills. Furthermore, this event also aspires to 

increase common people‟s awareness of the potential of coffee shop 

business and to have or expand the essential knowledge to run the business. 

With that being said, indirectly this will hopefully help to decrease the 

young adults‟ unemployment in Indonesia. 

C. Scopes of Basic Implementation Activities 

1. Planning  

The planning process started around the second week of 

October, the first step was to discuss about the topic of the event. 

The topic was decided to be coffee as an introduction and business, 

and the event will be done in a seminar model.  

The second step was to divide the responsibility of each 

member to help ease the process of the event. The event 

preparation was divided into three categories: design, relation, and 

permit. The next step was to set priorities for the preparation of the 

event. Guest speakers was set as the number one priority, followed 

by the venue, topic of discussion, equipment, consumables, 

souvenirs, promotion and other extras. 
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The last step was to plan the estimated rundown of the 

event, from the preparation time, the opening, the contents of the 

event, the closing, and the cleaning up process.  

2. Preparation  

The preparation was done by following the guideline of the 

plan. The first step was to find eligible speakers to share their 

knowledge about the topic of the event. There were a lot of 

candidates that were gathered from various sources, and the 

candidates were then narrowed down into two speakers. 

The second step was to prepare for the equipment that will 

be used during the event, this included the coffee maker and its 

beans for the demonstration, the facilities that were required, and 

the additional extras that were needed to support the event. 

The next step was to design the event, this included 

brochures, banners, and other materials that are required to 

promote and publish the event to the general audience. 

The last step was to prepare the consumables and the 

souvenirs. The event was set out to have its own free-flow snack 

bar, where the audience can fill themselves up before or after the 

event. The souvenirs were also prepared to be handed out to the 

participants for attending the event. 

3. Implementation  

The plan was then set into motion. Promotion and 

Publishing of the event was done days prior to the day of the event, 
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this includes social media promotion, brochure handouts, poster 

posting, and banner positioning.  

The equipment and facilities required for the event is then 

prepared and installed on the venue during the preparation. Snack 

bar and souvenirs were also prepared and were ready for usage. 

The materials for the seminar had already been discussed 

thoroughly with the speakers and were ready to be presented to the 

audience.  

On the start of the event, the opening started with the 

advisor‟s blessing and the general rundown was shared to the 

audience. The event then followed the rundown that had already 

been made during the planning process until it ended.  

4. After-event 

After the event had ended, the cleaning up process took 

place. The speakers were tended to, the venue was cleaned up, the 

equipment and facilities were returned, and the distributions of the 

audience‟s participation certificates were done in the following 

week. 

D. Outcome 

The overall outputs that the event hoped to achieve are to educate 

the audience about the introduction to specialty coffee as well as starting 

up the coffee shop business. The audience that attended the event showed 

enthusiasm and were active in participating with the content of the event. 

Aside from that, there was a reciprocal relationship between the audience 
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and the speakers, they both were sharing their experiences or knowledge 

about the topics with each other.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


