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INTRODUCTION

The knowledge learning session meant to give the participants additional knowledge and insights on how to develop/improve their marketing strategies of identified focus crops. Participants were the marketing staff of AFA members and a farmer entrepreneur (with 30% affirmative action for women). Best practices on linking farmers to markets were presented/shown/discussed during the knowledge learning session.  Members with good marketing practices also shared their marketing experience during the activity. During the workshop, a framework for commodity based organizing was formulated. Also, a draft design for the inventory of production and marketing initiatives was presented. Members were encouraged to use the design as part of their marketing survey tools. A generic design for the conduct of the national planning workshops for marketing was also created. (See Annex: Marketing Consultation - Program)
HIGHLIGHTS OF THE CONFERENCE

Day 1, October 9
Session 1, Opening Ceremonies, started with Welcome Remarks by SKP (host) and Welcome Remarks by AFA chairperson. It was followed by an Introduction of Participants and presentation of the Objectives and Flow of Program by AFA Sec Gen Esther Penunia.

Session 2, Presentation of Farmers’ Marketing Initiatives--Commodity 1 (Organic Rice) tackled the description of the marketing initiative on organic rice, enabling factors and hindering factors in the marketing of organic rice, as well as lessons learned, challenges, recommendations/support needed at the national and regional level in the areas of production, marketing and policy. The session was able to draw out the level of involvement of AFA members in the organic rice value chain; and the challenges and some recommendations to move up the next level of involvement.

Ms. Lany Rebagay of AsiaDHRRA facilitated the session. 

API’S MARKETING INITIATIVE ON ORGANIC RICE
API was the first presentor. They presented their marketing initiative for organic rice, the lessons learned, the obstacles and challenges, the strategies they have adopted to solve the problems, and the interventions and support needed. The farmers produce organic rice, firce, for household consumption, and then for the market. (See Annex: API’s Marketing Initiative on Organic Rice)

SORKORPOR’S MARKETING INITIATIVE ON ORGANIC RICE

SORKORPOR presented their own initiative on organic rice production, also presenting their experiences, leasons learned, challenges, and support needed. Like API, the farmers of SORKORPOR produce rice for household consumption and sell to the market whatever surplus they have. (See Annex: SoKorPor’s Marketing Initiative on Organic Rice)
PAKISAMA’s MARKETING INITIATIVE ON ORGANIC RICE

PAKISAMA also presented their marketing initiative on organic rice. They shared their experiences, lessons learned, challenges, and support needed. Like API and SORKORPOR, PAKISAMA farmers also produce for household first, for market second. (See Annex: PAKISAMA’s Marketing Initiative on Organic Rice)

QUESTIONS AND ANSWERS

The presentations were followed by a question and answer session. The questions were on the following:

On sufficiency of income derived from surplus production:

· For PAKISAMA, not enough so farmers have to look for other sources of income
· For SORKORPOR, can still survive because of 3 times production per year and sufficient water and bigger land area

On plans to export rice and volume of production per hectare:

· For SORKORPOR, the volume of production is  4.5 tons per hectare per harvest (raw)
· For PAKISAMA, there is not enough volume for export of organic rice

On the farmer laboratory being run by farmers or professionals:

· For API, the laboratory is run by professionals who are also farmers

NERLIE’S PRESENTATION ON THE OVERVIEW OF THE ORGANIC RICE INDUSTRY IN THE REGION
Nerlie presented the marketing industry of organic rice in the context of sustainable agriculture chains. (See Annex: Overview of the Organic Rice Industry in the Region)
FNN’S MARKETING INITIATIVE ON RUBBER TREES INTER-CROPPED WITH CASSAVA
FNN presented its marketing initiative on rubber trees inter-cropped with cassava. In the beginning, there was danger of soil erosion due to cutting down of cashew nuts in rubber plantations. Later, they decided to inter-crop rubber trees with cassava. The farmers formed an association to collectively sell their resin. As a result they were able to get higher price for their produce and even plan to tap the international market in 2012. With regards to rubber, they were also able to sell it collectively and get a higher price. (See Annex: FNN’s Marketing Initiative on Rubber Trees Inter-cropped with Cassava)
QUESTIONS AND ANSWERS
On whether to focus on production or marketing:

· There should be market-orientation too, not only production-orientation

· There is a new methodology called agricultural chain assessment
VNFU’S MARKETING INITIATIVE ON TEA

VNFU presented their marketing initiative on tea in Thai Nguyen province. It is very popular in Vietnam. They have also started to experiment with lychee and vegetable marketing. (See Annex: VNFU’s Marketing Initiative on Tea)

AINOUKAI’S MARKETING INITIATIVE ON VEGETABLES AND CHICKEN EGGS
AINOUKAI presented their marketing initiative on vegetables and chicken eggs. They produce these in an ecological and sustainable manner and sell them in their community through direct selling or door-to-door delivery. Using this marketing model, they are able to earn good income. (See Annex: AINOUKAI’s Marketing Initiative on Vegetables and Chicken Eggs)
QUESTIONS AND ANSWERS
On how to manage production, get organic certification, and the monthly income of farmers:

· There are other ways of selling such as to markets and restaurants

· We do not have certification because it is very expensive, and the consumers know and trust us

· The monthly income is around $5,000 

TWADA’S MARKETING INITIATIVE ON WAX APPLE

TWADA presented its marketing initiative on wax apple and how it is managed by the production and marketing teams. They use online marketing, shopping malls, publications, recommendations and export for their wax apple. (See Annex: TWADA’s Marketing Initiative on Wax Apple)

QUESTIONS AND ANSWERS
On the water content of wax apple:

· They use machine to measure the water content

On support from government and from TWADA to farmers:

· First the farmers got organized into associations, then they asked for support from government and from the academe 

On the effect of the financial crisis on wax apple farmers:

· Income was not affected because the product quality continues to rise and government supports the export

Day 2, October 10 

The second day started with a quiz game anchored by Esther. The participants were grouped according to sub-region – North Asia, Mekong, and Island Group. Questions were flashed on the screen, which tests recall of some information on the marketing initiatives shared by each country. Answers were in the form of actions – punch, run, or jump. (See Annex: Marketing Consultation – Getting the Lessons)
This was followed by the workshop on the finalization of draft design for the national planning workshop, schedule of planning workshop per country. The workshop was per country, followed by a presentation per country and a synthesis and agreements. (See Annexe: Marketing Consultation – National Planning Workshops and Annex: Marketing Consultation – AFA Sharing Session Results)
The day ended with a closing remarks from the AFA Chairperson.

TRANSCRIPT OF PROCEEDINGS

MARKETING CONSULTATION

DAY 1, OCT 9

PRELIMINARIES
ESTHER:

Two days ago, we had a women's consultation, which is a step forward to achieving our [goal] of empowering; of making our women farmers stronger, especially in performing their roles for food security amidst climate change. Today and tomorrow, this sharing is a step forward to achieving our dream of fighting markets for product, or adding value to our products, or increasing our income through our marketing activities. It is a step forward because each AFA member will share their initiatives - what they do - in marketing. Each AFA member has many crops - [.] rice, wheat, corn, rubber; so we would like to share our work in how we help our farmers find markets for their products. After this sharing session, we will try to get the lessons from all these experiences. We hope that these lessons will help each one in improving their activities with regards to their marketing. We also hope that through this workshop, we can develop a framework, like a guide, on how we do our marketing activities especially in organizing farmers according to commodities. AFA is also thinking of strengthening the marketing project at the regional level, so we hope that at the end of this workshop, we will develop a guide on how we can plan at a national level, to be able to strengthen our marketing initiative on a specific crop.
 In summary, We have two objectives:  1) to learn from each other and 2),  to develop guide and framework for our marketing activities, and planning marketing activities. For our output, we will have two things to bring home. One is the lessons we learn from each other's experiences, and the second is the guide that will help us when we get back home.  Under this is how to do the planning workshops because under the AGRITERRA project, we will conduct national planning workshops for marketing. 
 How do we structure our two days?  For this morning, we will talk about rice. Members who have marketing initiatives on rice are asked to make their presentations. These are from API, PAKISAMA and SORKOPOR. Then, we will ask Nerlie to give a presentation on the trends in the marketing of organic rice in SE Asia. In the afternoon, we will ask again and there is another round of presentation. Everyone will present their marketing activities. FNN on cassava and rubber tree; VNFU on tea and lychee, AINOUKAI on eggs and vegetables, TWADA of course, for wax apple, SORKORPOR, for fruits and handicrafts, and PAKISAMA for coconut, vegetable and corn. We will listen to each other in the afternoon.  Tomorrow morning, we will get lessons and we will have workshops.  We get lessons from all these presentations and  in the afternoon, develop our guide - guide to commodity-based organizing, and guide to the national planning workshop. 

We ask everyone to listen well to the presentations.  We have enough time to present in your language, with translation. No need to hurry, each one is given around 20, even 30 mins, for the presentation, including translation work. We encourage you to ask questions. For example, if your organization has cassava and would like to go to marketing of cassava, you should ask questions because this is a time for sharing. So that is the [.] of our two day program. Do you have any questions or comments or suggestions before we proceed to the session proper? So now i call on Lany, Lany is always here to help us and she will facilitate the morning session. Round of applause for Lany again.

[ROUND OF APPLAUSE]

LANY:

Good morning, my role is just to call who will proceed.  I will ask you questions, I will [.] your question and refer it to the presentor. As mentioned by esther, the whole morning today will be focused on sharing about organic rice. We put rice as the first product to be presented because rice is very important to all of us. We are all eating rice. Most SE Asian people consume rice, or it is their basic food. So the first [.] of AFA to present their experience on marketing will be from Indonesia. So we welcome Fadil for the sharing of API’s experience on organic rice. Can we give Fadil a round of applause?
API’S MARKETING INITIATIVE
FADIL (API):

Thank you. I give you the presentation on farmers marketing on organic rice. Because i know only little little english, Ms. Sulyah(?) can help me explain further. 

[FOREIGN LANGUAGE]
We are from a [...] alliance and Indonesia [.] allince have been implemented organic rice without any intervention from the government or local NGOs or [...] purpose.

[FOREIGN LANGUAGE]
We recognize that there are still very few  farmers who have implemented the organic rice. Before, this time we have a [.] that completely [integrated] in every farmers that [isra] is still few farmers from indonesia who have implented organic farming. 

[FOREIGN LANGUAGE]
As we all know that the green revolution makes us come up or depend on the [.] and [.] the leader and also abt marketing so it give us the dependency on these kind of things, just like [11.00-11.54 ‘]

[FOREIGN LANGUAGE]
[.] On the things, […] of the green revolutions, it’s  around 2000 farmers, most of our farmers  in central Java [pertaining]  to initiate to have organic farming.

[FOREIGN LANGUAGE]
For the farmers, the [KAP] implemented the organic rice contributing to the effect of green revolutions.  What I am trying to present here is the area in central Java. It’s implemented by farmers network council, we call it Jamuni. It’s  in central Java, Brebes, and we’ve [focused on] fifty households in 5 villages covering ten hectares with with 40 tons production capacity of rice for harvest. Those five villages are Buaran Village, Torjang village;  each village consists around 10-15 or 5-15 households.
[FOREIGN LANGUAGE]
For information, the purpose is also the place where I’ve [‘]so I was become the leader, of that network, of Jamuni,  I am the one who […] advocate them to have organic farming.   

[FOREIGN LANGUAGE]
This is to make it clear, in our national organization, we have […] alliance, or API, and one of API’s member s is Jamuni, it’s based from central Java, […] where I work, and from Jamuni and Jamuni itself, it consists of [‘] of each district. And as [‘], and inside of them, there’s the [‘] that [‘] for specific matter, and for the marketing itself, belongs to the economic business.

[FOREIGN LANGUAGE]
In our organic rice chain, after we harvest, we gather our crops. For the 20 tons rice per harvest, it is for our own consumption and for the rest is about 20 tons which we sell for our daily needs. Then we sell it into [peasant union].  So we[‘] the organic rice into some people, or the [’] or something but  we collect it into the [peasant union]. We collect it into the [peasant ’] and then to the organic rice trader and most finally to the consumer.

[FOREIGN LANGUAGE]
After advocating the farmers [‘] to have their organic rice, we can learn something from this [‘] unions, from this area; first is on the organization resource. After we implement the organic rice and try to advocate organic [‘] , we can have at least, in around [three districts], we have 50 households who have been implementing organic rice; from 50 households in [three districts] at least they have [’] for organic rice.

 [FOREIGN LANGUAGE]
The second lesson we can learn from there is the peasant union can [‘] to have the ability to produce liquid organic fertilizer. It’s the one 800 liter per [‘]. For your information, [Germany], utilizes organic liquid fertilizer.  This fertilizer is very famous there because it’s very organic and it’s implemented by the peasants there.

[FOREIGN LANGUAGE]
Another thing that we can learn from this lesson is that outside the organic liquid fertilizer, the peasant unions have also been able to produce around 8 tons per month composite fertilizer. 
[FOREIGN LANGUAGE]
We have many things to learn here. The [farmers] [affairs] who have implemented the organic rice in their place can establish a very simple laboratorium, and also chemical laboratorium to analyze the contents of chemical nutrients in the soil. Before we plant, we have to know the needs of the plants so we have to know the PH. We have to identify the soil first to know the need of the plants. People there have a very simple laboratorium to identify the soil.

[FOREIGN LANGUAGE]
Another thing that we can learn here by doing organic farming is that the people and households there will be able to consume organic rice, the 20 tons for their own consumption. The rest is for sell and for their daily needs, like irrigation. As everybody knows, organic rice is very healthy rice for the people. But even though we produce our own organic rice, not many farmers are able to buy it. That’s why it’s quite a luxury when you can eat organic rice. We can address the [‘] the small-scale farmers ,the household,  able to eat or to consume the organic rice  for their own  […]

[FOREIGN LANGUAGE]
Another thing that we can learn is that we are [successful] in selecting and breeding. Local breeding of seeds is a very good program in rice; we call it food rice there.  In Indonesia it’s called [.], this is good quality rice. So we can have the simple [‘] by doing the breeding of the seeds. 

[FOREIGN LANGUAGE]
These are the problems and challenges that we got while doing organic rice. First is we do not have grouping of organic rice, so it’s still separated in many other places. It’s hard to combine and collect. Another important thing is the weather that is […] also influence the organic system. The most important thing that we can learn and share here is the marketing access. For the farmers here, we never get the benefit of the price of our organic rice because the price of rice is a very small price for the small farmers and it will be very [high] for them competing or something, so we are also having problems in marketing, to sell it better, so that farmers will get the high price of the organic rice[‘]. 

[FOREIGN LANGUAGE]
In Indonesia, rice is not only an economic problem, but it also influences the [political] issue in Indonesia. It has to be stressed here that the rice price should always be low so there would be no high political issue. If your rice price is low, [‘] competition’s less [‘] So when you [‘] high price of rice, when the high price of rice is increased, the people in urban [doing this] demonstrations or something so that it will influence the political situation in our country. It’s a kind of scientific issue of rice, so [‘] 

[FOREIGN LANGUAGE]
So[…]  til nowadays, farmers in Indonesia are actually very helpful or very […] for everyone in urban […] multiple situation and for their food.

[FOREIGN LANGUAGE]
For the challenges, we have the strategy to [.] these problems. One is to organize the farmers unions, […] to have the power to manage their own production and also to build up linkage to the network. The most important thing is we have internal control systems of the productions into the marketing process.  One more thing is for small-scale farmers to establish cooperations in the village [level].

[FOREIGN LANGUAGE]
[…] Technical support in the national level. We need training of seed breeding, training of cooperation, how to make cooperation in the local level, and also for market support in national level, is network for organic rice market and also the cAPItal access so they can get their cAPItal to build their organic rice marketing, and also for the policy support in the national level. We need to change the law of PVP (Plant Variety Protections) and to change the certification policy. And this, […] international support needed for us;  we need this kind of forum, a comparative study of organic agriculture. For organic support, we need a network for organic rice, and also cAPItal access. Our call is we need to change the policy on World Trade Organization on agriculture. 

[FOREIGN LANGUAGE]
Ok thank you from Indonesia. We hope that we can share information, linkage to the network between countries in Asia. If you have information on the price of organic rice, maybe you can [inform us] so we can have a better price. 

LANY:

OK, thank you! Let’s give happy [clap] 

[APPLAUSE]

If you have some questions, is it ok that you reserve it?  You just list your question so that we ask the questions at the end of the presentations so that we can compare. Because perhaps your question is also the same question to other presentations.  We listen first, then we write the question, then we’ll have open forum for all the presentation. In my watch, it is already 10:30. We can have a 10-minute break first. We have three more presentations, from SORKORPOR, From the Philippines, and from our [source] person. please get your snacks quickly and come back here after 10 minutes. 

[BREAK]

LANY:

Let’s call our friends inside so we can start. We will listen to our friends from SORKORPOR. before we do that, we will assign who will be the host team for the day, because still have two days. Is it ok that this group will be the host team for today? And this group will be the host team for tomorrow.  The Mekong group, you will be the host for today. You will be the time-keeper, energizer,  and the [.] This group. And tomorrow, this group. Now let us call on our friends from SORKORPOR to present their marketing initiative on organic rice. 
SORKORPOR’S MARKETING INITIATIVE
Oct 9a 3 11.40 onwards *ACCENT TOO UNDECIPHERABLE AND AUDIO TOO UNCLEAR* 20 MINUTES.
[FOREIGN LANGUAGE] 
From Marketing Notes:

[Production of organic rice for family consumption, using organic fertilizer from cow dung

Surplus is sold to market

Farmers share their practices among each other

Since 2 or 3 decades ago, we have started to hire labor for economic competition and increasing yield

SORKORPOR not only emphasizes production for family consumption, but also for selling

In the past, using natural means, production was at 1 ton per rye or 6,250 kilos per hectare

We started to use chemical fertilizers to increase production

Use chemical fertilizers have not only affected the soil, but also our bodies (toxic chemicals)

Now farmers are starting to go back to natural farming methods

Organic rice is produced all over the country, especially in the north and the east

We cannot sell our organic rice at a low price, and this causes problems in marketing

We have a specific commodity, organic brown rice, which gets a higher price than other organic rice; only sorkorpor produces it in the upper and lower north, and in the northeast

Benefits of organic brown rice production: can be used for consumption, can also be sold to the market at a good price

SORKORPOR has a center for promotion of rice production and a center for promotion of marketing and distribution of rice products to other regions, like the south, which produce little organic rice, so that all regions can benefit from good quality and healthy rice

Problems: production, marketing, selling to consumers effectively

What we need from government: 

-support small farmers who benefit less from overall government support to agriculture

-how small farmers can improve their quality of lives, sell their products at a good price, leave peacefully in their communities

-marketing scheme for farmers

What we need from AFA:

-support at the regional level] 

Oct 9a 04 09:35

LANY:

Ok thank you very much SORKORPOR, it is good to notice that both API and SORKORPOR produce organic rice for home consumption first, then second for marketing. Based on the sharing of the two groups, the first reason why they produce organic rice is for the family to have a good health. The second is to sell the surplus to the market. Let’s see if this is also the case in the Philippines. Now we will listen to the last presentation on organic rice marketing, from the Philippines. May we call on PRINCE(?)
PAKISAMA’S MARKETING INITIATIVE ON ORGANIC RICE
PRINCE:

Good morning once again, thank you for your attention. In the case of the Philippines, it’s a mix of rice production. It’s not entirely organic, it’s a blend of inorganic and organic. May I present to you the experience of PAKISAMA farmers, in marketing rice.  As the profile of our inititative, there are about 1,092 farmers involved, coming from 51 towns or municipalities, with a volume or capacity of 275.3 metric tons of which 30percent used are organic. We have NGOs, cooperatives, local traders, and [possessors] as our marketing partners. In particular with the organic rice, we have one big group that’s an alternative trading organization supporting one of our members, that is in southern Luzon area assisting in the trading of organic rice.
 The history behind our marketing rice, particularly organic, spawned from the idea that farmers also [,] income, is not only that farmers should devote their agricultural production to merely produce for their own consumption, because it’s a known fact for farmers that we need to have additional […] our expenses.  Unlike other countries perhaps, the Philippines is a little behind when it comes to massive production for marketing purposes. Like the earlier presenters, our farmers first need to satisfy the requirements of the households before marketing for additional income. Presently, most of our farmers engaged in marketing their rice, particularly organic rice, are improving their production. 
Another concern is the packaging. Because organic rice is perceived to be the rice for the affluent or for the rich, it goes with the quality of packaging as well. No matter how good your produce is, if you don’t package it very well or label it, it will not be attractive to the niche market. Currently, we are also looking for new buyers. Presently we have problem in Bicol, one region in the Philippines, that have [overstopped] their production of brown rice. Because of a sudden change in the market, some of the buyers shifted to other sources.
 In the Philippines, it is very expensive to produce organic rice. Though it is hoped to enable farmers to provide their own inputs, particularly fertilizer, there’s still a certain requirement that is not met by the farmers. So they resort to buying organic fertilizers from other producers. That adds up to the layer of the cost of production. 
For the management structure, those farmer organizations are affiliated with PAKISAMA so they have their own independent structures -  they have their own staff and board. What helped us in marketing? No. 1: We had marketing arrangements with alternative trade groups, for example, [VMFI] [.. others,], because these groups are known in the Philippines to be helping small farmers facilitate or connect with markets. Another enabling factor is the availability of niche markets. Like in any other [country] in Asia, it is better for the Philippines to have a [rich/niche] market. Those who are into wellness, mostly the rich people, prefer organic rice. It has become a culture instead of the rather hunger-satisfying requirement. Some people eat bread, and at the same time eat rice, as a matter of lifetime change. 
Another enabling factor is the demand in the local level. Of course the Philippines has become the net rice importer. We used to be producing rice sold abroad, but now we are a net-producing country.  Why did that happen? Because the sizes of lands devoted to rice farming have been reduced. Some farms have been converted into subdivisions; into industrial estates. No matter how we like to plant more rice, we don’t have enough fields to plant rice on and we are very much constrained. To be able to provide for everyone, we get rice from other countries.  
Definitely, demand of rice in the Philippines is very high.  In fact, there is an increase of about 30-40 percent of prices of rice from 20 something up to as high as 48 pesos. Imagine how much more the staying price of organic rice is. It ranges from around 1.3-1.5 dollars per kilogram of organic rice. 1-1.4. 
What is curtailing us to succeed in marketing rice? Number 1 still is the problem of land tenure. Not all farmers in the Philippines own their land. They own an average of 1-2 hectares per farming household. If you don’t own your land, you still have to provide the returns […] of your returns to the original owners of the land. 
Number 2 is inadequate infrastructure.  We do not have enough farm-to-market roads yet. If the cost of transportation is very high, it constrains us to bring our rice produce to the market. It is not a good business if you incur more than 30percent or your marketing expense. The Filipino farmers who are staying in far-flung places are restrained to sell their rice because of transportation costs,  so they just sell it in the local market at a very low price. 
Next is the lack of post-harvest facilities. We cannot compete yet with other players; with other Asian countries because we don’t have enough facilities to help us produce rice faster and more efficient. We have this local practice that is a bit…  incurring us […]  For example are the post-harvest activities like drying and milling. Other countries have faster, more efficient facilities to help farmers dry and mill the rice. 
We also have limited capital resources. The moment the price of fertilizers rise to very exorbitant levels, farmers have to make do of having some arrangements with the local traders for credit. Before they even planted their rice, they’ve already incurred credit. The moment they harvest their rice, they pay a very high interest on the money that they own the traders. 
There are also inadequate business know-how and technical knowledge among the farmers. For example, they know how to plant, but they don’t know the business logic behind it. They’re not really skilled about business. For me, as a marketing person, farming should be taken as a business concern, rather than as a social concern. That’s something that most of our farmers lack: the real appreciation of integration of business concepts into farming.
 Another is the absence of organic certification in the Philippines. Most people who belong to the niche market travel across the world (from the Philippines to Europe, to US and all over). They learn about the certification of organic rice in different sources. When they learn that Philippines have an absence of certification, they stop buying organic rice from Filipino farmers. They just go to a specific store that sells rice with international certification. What I’m trying to point out here is that even those Filipino consumers who buy organic rice would prefer organic rice with certifications coming from other countries. 
What lessons have we learned? 
No. 1: Health-conscious and rich people buy organic rice. Rarely do we hear from farmers that would consume their own organic rice. They would rather buy little inferior grade of rice from NFA, a government body that regulates the trading of grains of the locals. It is ironic because farmers should first nourish their own families with better-quality rice. They sell their own organic rice and they just buy more inferior rice from the NFA.   
Third is the absence of organic certification that’s barring market penetration and which affects not only the rich market but also the mainstream market. The mainstream market is not yet attracted to organic rice because of the absence of the organic rice certification. 
We also learned that there is a need to rationalize production and marketing costs. We always complain about the price, but we have little knowledge that there is a need for us to adjust the cost of marketing and production. If you want to increase your revenue, it’s necessary for you to cut on production costs. If you cannot raise the price, that’s something you cannot manipulate from the production and marketing side. 
There’s also a need for us to study market dynamics. The shifts, the movement, the innovations and continuous improvement in agriculture production are necessary.
 The challenge and opportunities coming first is the climate change. What happened in the Philippines recently is that most of the big rice-producing regions were hit by the flood so their harvest went down. Some plants were not harvested and were wasted.
 Another is changing trade liberalization. We cannot isolate ourselves from what’s happening around the world. 
No. 3: As an opportunity, there’s also the changing lifestyle and health-consciousness of a lot of people around the world, so there are more and more demand for organic rice. 
Fourth is inadequate infrastructures as a challenge. How do we keep up with the absence of those facilities? Instead of waiting for the government, maybe there should be something that we have [conjust?] Because of the rapid population growth, more people would demand for more rice. If we don’t have enough rice, a lot of people will starve. Thus, there is an issue on food security.
Another is governance. Governance is a big challenge for us because if the government doesn’t enable systems to benefit farmers, farming will be affected. To consider market-driven systems, it’s not only that we know how to plant, but we should also understand the system outside the agricultural sector. Supermarkets are replacing local markets. We buy rice from the local market before, but now, most of the Filipinos are buying rice from the groceries or supermarkets. 
What are our recommendations? 

First is for the institutionalization of policy reforms to enhance agricultural competitiveness and support marketing initiatives of farmers. Farmers cannot do the job alone because they’re not trained to market rice. 
Second is to integrate strong business orientation to rice farming. As I said earlier, there’s a need for us to inculcate to our farmers the importance of business concepts of farming. 
Another is to strengthen consolidation of producers for everyone to establish economies of scale. When we group as farmers, we have the higher bargaining power. If we sell our rice alone or individually, we cannot command higher prices.
 Next is for us to maximize arable lands for growing other cash crops. Rice plants are fertile. But rarely do we plant other crops besides rice for the farmers to earn additional income. It is recommended that farmers also use those little spaces to plant other crops for sale. 
Another is to train and coach farmers on “agriprenuership”, and then to create off-farm income opportunities.  When there’s typhoon, there’s no income for farmers.  I think we need to train them and provide opportunities for them should calamities happen and should there be any change in the production in the farm. 
What support do we need? 
At the national level, we need the provision for common service facilities and transfer of technology. Government has a lot of researches and technology available, but they’re not entirely transferred to the farms. The marketing support, matching of the markets, promotions, value addition, using products […] relation of farmers;  as to policy the access to capital resources, trade incentives, enabling  conditions set by the government. The [governance bill] has a hand in regulating business at the [.] therefore, we deem it necessary for the government to set enabling conditions. 
At the regional level, we need to share our knowledge in organic farming. Maybe there are best practices done by Thai or Indonesian or Cambodian farmers that Filipino farmers need to know. Another is co-marketing. [Cross-border] marketing is now developing in several blocks, trading blocks. For example, if you produce brown rice, maybe we can co-brand it with another brown rice, in Japan or in other countries.  Another is for policy recommendation; we need structural adjustment in the ASEAN region.  We should think and behave like one market. That’s all.
QUESTIONS AND ANSWERS
LANY: 

Thank you, Prince. Now we have 10 minutes for questions and answers. Perhaps we can have two or three questions, before we proceed to the sharing of Dr. Nerlie.  Any questions?  Nerlie has a question: 
ON INCOME DERIVED FROM SURPLUS PRODUCTION
NERLIE:

It’s very nice to know that the Indonesian and Thai experiences serve first the home requirement before going to the market. [So my question is] Are the incomes derived from the surplus that are marketed enough to meet the daily requirements of the family? That’s usually the problem.  You sell your organic rice because you do not have enough funds to support your family. 

LANY:

Question for API and for SORKORPOR. Because you said you produce organic rice for the family and you sell the extra to the market. Is the income you get from selling the extra organic rice enough for your needs and to buy other things? Who would like to answer first, SORKORPOR or API? API? Ok.

API:

[FOREIGN LANGUAGE]
OCT 9a 05 12:15

In Indonesia, for one farmer, they have ¼ hectares for the household which can produce around 1 ton rice, then it needs 3 million rupiah or 300 dollars for [4] months.  For 1 ton in four months, food consumption is a half ton. So we only have a half ton to sell. For the audience’s information, the organic rice farmers in Indonesia only earn around 400,000 rupiah in [.] for a month. 40 dollars a month. Can you imagine 40 dollars/month? It’s not enough. 

[FOREIGN LANGUAGE]
They have to manage their lives. They are trained to have a simple consumption  -  they eat from what they have. For the poor, they’re all rice, and […] their own consumption so 40 dollars is […]

[FOREIGN LANGUAGE]
That is why, as the bulletin said, we also have other sources of income. They rent their bicycles and they do off-farm [jobs] to fulfill their daily needs.  

LANY:

Thank you very much. They say not enough, so they have to get other incomes. They get the food from their backyard and they produce vegetables and other crops. How about our friends from Thailand?

SORKORPOR:

[FOREIGN LANGUAGE]
Oct 9a 05 16:00-19:15

Cannot understand (
From marketing notes: 

[-in Thailand, rice is harvested 3 times a year (higher production yield)

-average rice cultivation area is 1-3 hectares per household (bigger land area than other countries like Indonesia and PHils)

-empty land is also rented for rice cultivation

-there is sufficient water for rice production (good irrigation)

-thus, farmers are able to earn enough from selling rice] 

LANY:

OK thank you. Our Thai reps are lucky because even if they only sell the surplus, they can still survive because they have 3 times production a year. They can do it because they have sufficient water and they have bigger land area, perhaps compared to other farmers in Indonesia, who has smaller farm size. Thank you very much for the clarifications. Perhaps now we can listen to Nerlie to look at our experiences on a bigger picture. We always see Indonesia, Thailand, and Philippines; Nerlie, who has many experiences on marketing, will share with us some of the important trends in organic rice marketing. So I will give to you Dr. Nerlie Manalili. Let’s give her a round of applause.

One more question?

ON PLANS TO EXPORT ORGANIC RICE AND THE VOLUME OF PRODUCTION PER HECTARE

API:

[Foreign Language}

We have 3 questions; 2 for SORKORPOR and 1 for Philippines. 1st, you have mentioned that you produce [.], and the problem is you cannot sell because of the high price of organic rice so our question is, do you have a plan to export your organic rice to another country? The second question is how much is the production for 1 hectare land in SORKORPOR? A question for the Philippines, we already know that your price for organic rice is very high, and our organic rice price is very little; maybe from sharing this knowledge , is there any possible ways or [,] [exchange or boundaries] 

LANY:

Ok. [.] in Thailand. 

SORKORPOR: 

Can’t be understood

From marketing notes:

[-thailand organic rice production is 4.5 tons of rice (raw) per hectare per harvest]

LANY: 

The question is 4.5 tons, is it already rice or still unmilled?

[FOREIGN LANGUAGE]
LANY:

Unmilled, it’s still the fresh, raw rice. Thank you. Can we now listen to Nerlie or are there some questions? There’s still a question for the Philippines.

PHLIPPINES:

 Actually it’s only simple for Indonesia to be able to market their organic rice very much. 1st is to trade markets [,], 2nd is to cross-market. For example, Japan has a big requirement for organic rice, [.] your production is not enough to sustain the requirement. The case in the Philippines is we do not have enough market for organic rice, so in fact we are repositioning our organic rice. 

LANY:

Thank you very much, oh one more question:
ON THE FARMER LABORATORY BEING RUN BY FARMERS OR PROFESSIONALS
For Indonesia, you mentioned you have a farmer laboratory; is the experimentation done by farmers or are experts helping in the farmer laboratory?

[FOREIGN LANGUAGE]
TRANSLATOR:

First the leader, or the one with the [.] chemistry teacher; he is a teacher, professional; an expert, and he is also a farmer. What we are doing is to measure the land structure; the acids, […] of the land; and how much pesticides and things are present in the rice. They also analyze the fertilizer so that they will have their own organic fertilizer.

LANY:

So there is a professional, but that professional is also a farmer. At first, he helps in soil analysis – analyzing the soil, how much fertilizer is needed, how they can make it more fertile, and what kind of organic fertilizer they need. No more questions? If no more questions, I have questions. In my watch, it’s 5 minutes to 12. We have two options: first we will listen to Dr. Nerlie; she needs 12 minutes. The first option is that we listen to her so that means we will have our lunch at 12:30. Then we come back, we have the question and answer to Dr. Nerlie after lunch.

2nd option, we break now, then we return after lunch, perhaps earlier, at 1:30, so that we can start with Dr. Nerlie. So first, talk, then question and answer then presentation of other crops. For this morning, we all focused on organic rice. The talk of Dr. Nerlie is also organic rice but looking at the bigger picture; not only in the countries. 
What do you like? First option or second option? 1st option, we listen now to Dr. Nerlie and we have lunch at 12.30. If you are still full, not yet hungry, we can do that. 2nd option, you can already have [break] we come back 1.30, we will listen to Dr. Nerlie. Most said they’re not yet hungry. So they can listen;  you can process the question and later we can continue with Nerlie questions. Thank you, now we can listen to Dr. Nerlie’s presentation. Before she starts, I would like to say first goodbye because I am going, thank you very much and good luck with your training.  
NERLIE’S PRESENTATION
NERLIE:
Good noon, it’s almost 12, so as mentioned earlier I was supposed to discuss trends in ASEAN organic marketing but having asked about your activities I decided that I should be talking about organic rice marketing concepts and issues and then just give a brief situationer about the ASEAN [.]. This talk I have initially presented with some modifications in [chapter PO] in Bali Indonesia a year or so ago. For presentation outline, I will provide the objectives of the talk, the overview of Regions Organic Industry, marketing opportunities of and challenges confronting the organic sector and some regional insights. 

The first objective is gain enhanced understanding and appreciation of marketing organic rice. There is an addition here within the context of sustainable agriculture chains. 

I want to emphasize that we are looking at the marketing of organic rice within the context of sustainable agriculture chains. I will explain later why. Now, we will find association between concepts learned and revisited and current challenges in organic marketing. The next is to be able to identify entry points for applying new and enhanced knowledge on our particular tasks and their anticipated outcomes. In summary, we would like to learn more, and be able to relate what we are doing to what we have learned, and be able to identify ways by which we can identify what we learned in our current activities.

 We have to understand where we are coming from – our region. Our region is a region of contrast. What do we mean by contrast? There is a positive and negative side. It could also be extreme situations, not necessarily negative and positive but one at the most and one at the least. Why do I say that? In terms of economic development, our country is home to tiger economies like Malaysia and Thailand, and emerging economies like Vietnam, and yet we are home to the least developed countries like Laos and Myanmar.  It’s affecting our development because we could be pulled down by the least developed economies or we could pull them up and be developing economy at that level. How does it affect our analysis in terms of rice production? Look at Thailand at a level that they are developed, already reaching that development stage; and look at Laos and Myanmar, who are also rice-producing but producing rice at a level that is the level of developing or least developed countries. While they may be producing the same products, the situations in which they produce these products are very different.

 In terms of food production and availability, we know that the SE Asia region provides 45% of the agricultural production of the world, and yet, we are also home to the poorest, particularly those living within 1 dollar income per day. It’s a contrast. We are the producer, but we house the most food-insecure, not only in the region but in the world as well. We are home to the two world’s biggest rice exporter, Thailand and Vietnam, but we are also home to the world’s biggest importer, the Philippines. It is ironic because Thailand and Vietnam learned their rice production and rice technologies from the Philippines, and now we are importing rice from them. 

Though we are having the biggest rice producing areas, organic production is only about 1 percent of the total production area. You could see the share of organic rice production to the total rice production. Despite the fact that it is only 1 percent total production, it is worth looking into because a lot of the welfare of our farmers depends upon on the development of rice, particularly organic rice.  
At least we know where we are coming from as far as the region is concerned. Let’s have an organic industry situationer. The organic market though still limited is increasing, so there’s hope and potential. Organic and natural products’ global sale is US$B 100. 

Growth in organic product demand and supply is due to a number of reasons; foremost of which is increasing food safety awareness. More and more are becoming safety-conscious. Safety includes health-consciousness. There is desire to lower input costs because we are reducing external inputs and relying more on internal inputs. Other reasons are the decrease reliance on nonrenewable resources; participate in high value markets & obtain premium prices; and advocacy to promote healthy lifestyle. Now with the limited players in organic farming, supply will not meet the demand in the near future. It’s a kind of market where demand is outpacing supply. More and more are demanding organic products. As presented by the different countries earlier, we can see that most of the organic initiatives, organic production, and organic marketing initiative are NGO –assisted. I hear most of you asking for the government to be pro-active in the promotion of organic rice, because most of those assisting the farmers are civic societies and non-government al organizations.

For us to have a common idea about what organic is all about, I adopted the Pecuaria Phlippines definition of product - those grown without the use of chemical fertilizers and pesticides, and those grown with the use of organic fertilizers and botanical sprays extracted from plants. From the presentations of the three groups, we have confirmed that there are two types of organic producers: the certified organic farms, producing for a premium price market; and those non-certified organic farms producing for their own households and/or local markets. How do we differentiate the two aside from the fact that one is certified and the other is not? Those producing for premium price market recognize both ecological & economic benefits but primarily, their concern is sales, the economic concern or sales for export. For the non-certified, the basic reason for going organic is intrinsic local benefits. They are also after improved soil, less external input, and nature friendly. We want to be conscious about our environment, and be living harmoniously with nature. That’s basically the concern of the Indonesians, the Thais, and the Filipinos.

Now what are the challenges as far as organic production is concerned? One is sustainable marketing of organic products. I’ve been hearing about the three presentations of cases that one basic problem is how we sustain our market if we ever have reached market at all. It’s a concern between social vs. economics. Promoting a healthy and environmental lifestyle through organic products may be the aim but you cannot do it sustainably without gains or profit. (I wonder if you are seeing the white or I should change it to black? The letters, can you see it?) Promoting healthy and environmentally-healthy lifestyle should be the aim but you cannot do it sustainably without gains or profits so we have to think of  profit as well. I remember I have been working with […] that’s the Belgian NGO in Bali Indonesia; I worked with them for 3 and 1/2 years. When I first came to Mekong Indonesia, they have a negative concept about marketing. “Why are you here? Why do you have to teach us about marketing? Marketing means profit and it is against our principle that we are endorsing profit to farmers.”  That’s one challenge that I have to face. They feel that when you go for profit, you are part of the evil, private-oriented individuals or entrepreneurs, which is not true. So you could imagine working with them, teaching them marketing and enhancing their marketing program; every step I take forward will mean three steps backward.  My progress is very slow, initially. These are the minds of the people assisting the farmers to market their produce so you wonder how effectively they can do that with the negative connotation about markets. 

We can look at profit in different terms. It’s just like input and output. We are logical human beings. What we want is that when our input comes out, the output should be bigger than the input. In any other aspect, the time we spent should be able to generate us better opportunities and better livelihood or better returns. So profit actually is not bad, it means that we are investing our resources better so it can give us more.  What is bad is when you [trump it] without conscience. What is bad is taking most from those without, for your own benefit. Profit per se is not bad. That’s just being efficient. 

Knowing that we need to profit to be able support ourselves and for our activities to be sustainable means that we need to better understand the market - your market. If you are producing rice and different commodities, then you have to better understand your market. You have to know more about marketing and marketing plans. The presentation of – I think it’s Thailand? Or Indonesia – mentioned how we can identify the market we need to target, or the people we need to target in selling our organic rice. That’s a marketing concern- knowing who you want to target in your enterprise. A marketing plan alone is no guarantee for success but when you have considered all factors affecting profitability, then the chances of success will be higher. The best marketing plan is not an assurance of success but if something happened, like calamities or other events that you can’t control, you minimize risks and it leads you to better chances of success. 

What is the importance of marketing to enterprise ventures? [Leny] said earlier that we want to see farming being taken as an entrepreneurial activity; being taken as enterprise. Farming is an enterprise, if you operate it as an enterprise and that’s the way it should be. Now, it relates the enterprise to the outside world. When we do our farming, we sell; when we sell and we do marketing, we learn about the people buying from us. It’s true that in marketing that we learn about the outside world. It’s not only the production system that we are doing. Usually those people doing the marketing for us are our eyes and ears to the outside world because they give us feedback in terms of what type of products do the market want - what type of packaging, pricing, etc. They report back what is happening outside. 

Marketing also sells and delivers products/services to customers. If you are not to market your products, then chances are you will just keep your products in your own place, as stocks, because you are not reaching your customer. Marketing brings investment back to the enterprise. Because you inputted in terms of your time, which should be costed; and terms of external inputs, you have to regain that through the price that you get for your product. I am really going very basic because we need this to be able to understand how best to sell our product.  

For some concerns: marketing one’s product is the hardest part of being a farmer because we are not born marketers. We are born farmers. Most farmers lack the skills and are not familiar with marketing. If they had been farming all their lives, and they are not fully knowledgeable about farming, then how much more about marketing, which they are just starting to do. Most of us are assisting farmers and these are the realities that we have to bear in mind so we can assist farmers better. Let’s see where they are coming from. They are producers, basically. They are not used to dealing with market participants. Marketers have to stay long in the market, even sleep in the market. If farmers do that most of the time, then there will be no time to farm anymore; time will just be spent in marketing. So you just have to appreciate what marketers are doing for you. (Most, not all) farmers don’t know how to identify their product, who will buy their product or how to determine where to sell their products with profits. Most of the time, we are able to sell our products, but the profit is still a question; we are not gaining from it. 

I’m going to use vegetable as an example because vegetable is like rice, is very common and well-produced. Our simple notion is that lots of people are buying vegetables in the market near me. That’s a very simple fact that we know. Our assumption is I am producing vegetables, knowing there are lots of people buying vegetables, so surely I have a ready market.  That’s the usual misconception about marketing. If there is a market and a supplier, then they will meet. That is wrong because there is no assurance of ready markets. Even if you are producing vegetables, and you want vegetables, if you do not meet, agree, or communicate, then there is no marketing that transpires. Now, let’s go to organic. Your usual question is why most cannot find a market for their organic produce despite increasing demand for organic products. Most of the time, we find ourselves taking the same price as those of non-organic products. I am producing organic, which is different from non-organic, but why is it that I’m getting the same price? That’s our usual question. 

Another question by producers is why can’t we easily market? On the other side, consumers are also asking a question: why should I pay more for organic products? So here is one trying to reach a market, and here is a market trying to reach the producer. The reason why organic producers cannot easily market is 1), market is not yet that developed. There is still little awareness in terms of organic consciousness in our market.  Consumers are unable to differentiate organic from non-organic. What does organic rice do to me? Can you see that I’m becoming healthy with your organic rice? Can you prove to me that I am not going to get sick when I eat organic rice? Our target market may be erroneously identified. You are reaching a market but it is not selling because you have identified a wrong market. Now consumers ask: why should I pay more? Because there is low supply and high demand, then prices are high. That is the usual case. Because the production yields are low, initially they are incurring losses in terms of diseases, pests, because we are just learning the trade. Wider plant spacing; not knowledgeable about the technology yet. So these are part of the price that we are paying. There are more organic inputs which is more labor intensive and costly. 

Now there is a shifting trend:  before, most of our producers produce first then sell. This is what we’re producing; this is what we bring to the market. This is how we think, before. It’s also an error in the research community. Research assistance is usually focused on production. It’s also our fault for making farmers too production-oriented. Now, the trend is towards for you to be able to sell your product well. Know market first, and then produce to specification what is demanded by the market. 

How can I meet that demand or the preferences of the market? That is why farmers have to be aware who their consumers are and what agricultural chain they are in, and this is why we have to think about agricultural chains. If Adi is the farmer, and he is selling to Savorn who is the purchaser or trader, most of the time farmers like Adi only know the person he’s selling to - Savorn. He is not aware who will be the one getting the product from Savorn and who will finally consume the product.  That lack of knowledge means you are only aware of what Savorn is requiring. You don’t know whether he will be able to sell that to the final user of your rice. That means that you are unable to meet the requirements of the final market. That’s why you are very dependent on him for information, for pricing, and the like, because you have little information about the chain, or the different levels by which your rice passes through before it reaches the market. That’s the reason why we have to study the agricultural chains. What if the question we ask is whether we target the existing market or is there a market yet, or is it still to be developed? Those who are having difficulty marketing your organic rice: is it a factor of your market not yet there and you still have to develop your market;  or are you just targeting the wrong market? So the key here is you have to know your market. 

If you are hungry, just tell me so we can stop and we can just continue, because we’re still at the middle and it’s OK with me if you want to stop. 

LANY:

Would you like to continue or would you like to have our lunch break first? Continue? Continue.

NERLIE: 

This is a simple marketing system. You have an industry, or the sellers. Industry is usually called the set of sellers, and you have the market which you call the buyers. For you to be able to have your product from the seller reaching to the market buyer, what do you have to do for you to be able to have your money in return for your product? You have to inform and communicate your market; otherwise there would be no transaction.  For example, he should be able to meet Savorn, and inform him that there is a product available and that product is available at this price, at this quality, at this packaging, etc. etc. He wants to get a sale and get some return for his investment in the process. You have to inform and communicate. Sometimes, even if you are communicating but are wrongly communicating the attributes of your product, marketing will still not transpire. The buyer also has to inform and communicate that he is going to buy. That communication, caps the money or the kind; if it’s kind, payment for the product. This is a simple marketing system. This is what we know.

However, marketing is not that simple. So in this simple system, we have to add value creation. What do we mean by value creation that leads to agricultural change? Again you have the producers and the sellers, you have the goods and services; you have the payment, and you have the information and communication, actions and decisions; but then you have to add value, and that’s value creation. And any value you add entails cost. For a producer/seller, to be able to do that, they have to have the core competencies, the resources, and the partner’s networks to be able to add value. Just like your partners, like AFA, like the different support groups in your area, for a buyer to be able to complete the cycle also, they should be able to communicate their preferences, their satisfaction levels and their consumer relations. They have to be concerned about consumer relations. To be able to add value, these are the people who do something about the raw product – your rice, to be able to … value [.] The trader, what does the trader do in the rice chain? You mentioned earlier the problem of one trader is finding enough volume to be able to market it sustainably. What is the value added there of the trader, assembly? And place? Assembly and place, you put it in a place where the millers or the processor can exactly do what they have to do to be able to participate in the chain. That’s the value added of the trader.  Assembly, volume, transportation, bringing it to the right place. The processor - your millers - add value even by just providing storage and trading. What about the wholesalers and retailers? They are the ones who make the products available at the point where you usually get it. They provide the value added of availability. Making the product available at the place where you need your rice. Do we have a clear idea here of our value-adders? 

Now, [Denise] earlier mentioned about dynamic markets. Do we understand what dynamic markets are all about? One, let’s understand from the very beginning. All products pass through a chain even on the day that we are babies or when we are still about to be delivered by our mothers. It’s not a new thing; it’s not a new concept. All products pass through a chain from the producer to the market. The only difference now is that there are some chains that are more efficient than others.  There are a number of these efficiency-driven chains like supply chains of supermarkets, like everything you have to know about chains. As a result of the proliferation or increase in number of these supply chains, we have enhanced dynamism in the market place. 

What do we mean in enhanced dynamism in the market place? There are more participants, new and old; there are those who are poorly equipped; there are those who are modernly equipped; and there are changing mix of commodities. Compare the market now and compare the market before when you were still school kids. What you see in the market now are very much different from what you saw when you were small. There are new products and commodities that we didn’t even know of before. 

There are changing rules of the games. What are the changing rules of the games? For example, before, when I buy to you, you pay me; that’s a point of purchase. Now, there are rules of the games that if I supply you, I get the payment a week after or even three months after. These are changing games. Or if I am a trader or processor, I will not talk anymore to individual suppliers, I will only talk to one trader who collects from the different farmers. That is an example of the changing rules of the games in the market. The changing mix of players, the changing mix of commodities and the changing rules of the games make the market dynamic which leads to dynamic markets. The point is, if ever the small producers, particularly rice farmers, enter the market, they are not prepared, or they are ill-equipped to participate in this market. If a small farmer like me finds difficulty in participating in a market like wet market, then more so in dynamic markets. That’s the reason why we have to understand what is going on in the market and we have to prepare for what is going on in the market for us to perform better and be able to sell our products well. 

Now, market analysis. Your market describes your current market; who the buyers are in terms of. This is now enhancing your skills to understand your market better.  How do you understand your market better? First, what is your market size? Do you know? Market size could be in terms of volume or in terms of value. What is the volume of organic rice in Thailand? What is the volume of organic rice business in Indonesia? In the Philippines? What are the buying motives and behavior? Most of you answered that already – that those buying organic rice are the health conscious buyers. What are the current marketing strategies of key players? What are past and current supply and demand as well as projected demand, and what are the market shares of key players? I can come up with all in three countries examples, sorry for that, but these are the available information like Cambodia, Philippines, and Cambodia, in terms of hectare, so you know the market size in terms of production area and in terms of value. And it is expanding at the rate of 10%, 10-20% for the Philippines and 10% for Indonesia. Note that it’s only the Philippines who are targeting organic rice for export market. At least in documents; but I didn’t see that in Indonesia and in Cambodia. What is the level of the organic market as far as the Cambodia infancy, Philippines infancy; in Indonesia it’s developing. Take note that the area per hectare of production in Cambodia is only .2%, less than 1%; in Philippines it’s 1%, but despite Cambodia being only .2%, the[ hectare] is bigger than in the Philippines.  And Indonesia, you’re a bit ahead, because you’re already 9% of your total production area. Actually in the whole of Asia, those actually with organic movement are Indonesia, India and Sri lanka. In terms of production, it’s Australia and China topping the list of organic production. 

What about current marketing strategies? Distribution is part of your strategy, and Cambodia and Philippines are both supplying supermarkets and other institutions as buyers; Indonesia in specialty stores. What attracts me or surprises me here is that most of those engaged in organic rice production in Indonesia are big businesses. I don’t know if you can validate that, but that’s what’s in the documents. In Cambodia and Philippines, these are basically farmer groups, cooperatives, assisted by NGOs. Or maybe that’s also why you are doing it at a faster pace than Cambodia and Philippines. So this is a kind of market analysis, this is a per country example; you can do it on a per region, or district that you are doing so you will understand your market well. 

Now marketing core concepts, segmentation, target market, who you’re targeting and positioning. Let’s go to market segmentation. What do you mean by market segmentation? It is a process of subdividing who are the buyers of rice. Why do we have to subdivide? Considerations in terms of market size, for us to know how big our market is; how accessible are they and how measurable are they. That’s the essence of market segmentation. A product map is an application of segmentation into a particular product map. It helps determine your business boundaries, who are your competitors and which are your products of substitutes. I tried to do a product map of rice sample organic rice market. How do you segment the market? We’re looking now at the organic rice market map. There are those rice consumers and non-rice consumers, right? Those who are westernized who eat bread more than rice. Why do we have to segregate the rice-eaters and the non-rice eaters? That’s because the non-rice consumers are not part of our concern. We are only concerned with rice consumers. What about consumption pattern? Those who eat rice as a staple food or those who are only occasional consumers. You can have as many subdivisions as you like; this is just an example. How do you subdivide in terms of lifestyle? The health-conscious and the non-health conscious. In terms of income purchasing power, high with the low. Who makes decisions? Of course, it’s not the kids who make decisions as to which rice should their mother or father buy. But basically they have a say in terms of “Pwe, this rice is not good,” so that’s an example that they can make up and influence but still the major buyer is  the mother or father. So it’s adult decision, kids decision; buying where; are you buying in specialty shops, supermarkets or wet markets? 

Earlier, we said we divide the map and try to see the boundaries of who we are serving. How do we do that? We target those who are the more frequently rice-consuming public who eat rice as staple; that’s our target. Next, we target the health conscious because we said that most of those buying organic rice are the health conscious. The middle, and as well as the high-income because they are the ones with the purchasing power to do so. The adults, and the specialty shop markets. So these are our markets. We are able to identify now the boundary of the market that we are going to target. We are not going to target the occasional rice consumers, the non-health conscious, the low-income, the kids, and the wet market. Here, we are able to focus. That will help us determine what size of market, what their marketing behaviors or purchasing behaviors are. This is an example of how product map and market segmentation help you focus. Still want to continue? 

ESTHER:

So, anyone who wants to break?  Break? it’s 12.40, we come back at 2.30, and we finish the presentation, that will be enough also to digest what she presented. We come back at 2.30; we proceed with the next slides of Nerlie and the other sharing sessions. Thank you very much. You have your dinner stubs already, no?  

LUNCH BREAK

05:13

JUN:

Now we will resume with Nerlie’s presentation.

NERLIE:

 I hope you’re a bit awake now, and full. We’ll continue with our discussion and we said that we now have a boundary. We said this is how we do our rice mapping, and how we choose the boundary that we want to work with. We have our target market: those who eat rice as staple food, are health-conscious,  of the high and middle-income group, the adult ones and those buying at the specialty shops and supermarkets. The target market is the set of clients which an enterprise would like to serve or is currently serving. It’s identified from the different target markets or segments of the market, like we did just before this. The reason why we want to have a target market is because we want to create an image of the client in our mind. Who are we targeting? Who are we servicing? Who are we going to sell our products to? 

There are 3 different types of markets:  primary, secondary and tertiary market. Primary is the major market that you want to cater to. The occasional rice eaters in our product map earlier could be our secondary market. They may be occasional rice eaters but when they buy, they want organic rice. They are occasional, but they are more or less also a sizable amount of market. Our third or tertiary market are those who are non-rice consumers but whom we want to entice to eat rice and go organic.

The consideration in terms of primary and secondary market is that in primary, we want to invest our all, catering to the primary market. However, we using the same resources and using the same channel, we could target the secondary market.  It helps to expand to a market where resources are currently focused on.

If for instance, if the occasional rice eaters also buy in the market where we are targeting our primary market then we can target them as well and we’d lessen resources. That’s what we mean by catering to a secondary market.  It is to the benefit of the enterprise because you are expanding your sale and yet using minimal resources.

What about product positioning? Anybody who understands product positioning in marketing? It’s not what your position in the organization is. Product positioning has something to do with the image that you want to create for your product. For example, you want to position in your client’s mind that your product is high-quality. What do you usually associate with high-quality products? When you think of high-quality, you always say, “Oh, it would be costly. Oh, it would be expensive.” One way of positioning and creating an image in your client’s mind is high quality high price. This is the current positioning because this is how organic rice is at present. But I know that all of us would like to see an organic rice positioning where it is high quality and yet affordable, especially by small-holder farmers. But that’s a different kind of story, that’s a social kind of positioning. For the moment, organic rice is positioned as high-quality, high-priced products, or high-quality, medium-priced products. Maybe the brown rice is positioned as high quality and organic non-brown rice is the high quality medium price. Our consumers can associate good quality with our product at any given time if we position our products well.

Now what about marketing strategies? Marketing strategies are broad approaches implemented to meet marketing objectives. For instance, what is the objective for organic rice? It’s to reach a greater market. That’s our example: to reach a greater market for our organic rice and at the same time receive a premium price for it for our farmers. 

A product strategy is a component that makes marketing easier. What is being done when we say we are going for a product strategy?  We put a brand. Most organic rice are branded.  Branding is giving a product a name. Packaging is the total presentation of the product and labeling is providing information about the product. The packaging can already complement your positioning whether it is high-quality or low-quality product. If you are trying to position your product as high quality and yet put it in a package that easily breaks, or not that attractive or not durable, then your product strategy is not complementing your over-all positioning so there is a problem in the product initiatives. Take note that the important things in labels are providing information about the product – the contents and the ingredients. For example, in fortified rice, iron is added to rice. There are nutrients added to rice. So that’s your product strategy.

 The other is price strategy. You primarily communicate value of the product in monetary terms. That is why positioning is related to marketing strategy. You can price it highly; at the same time communicate a good quality product.

 Place strategy is place is where you sell. It is making the making the right product available at the right place and at the right time thru distribution channels. If you really want to complement a high position strategy for your product, then you will put it in a place where those catering to high-quality products go, like supermarkets. 

Promotion strategy. What are the different mediums of promotion? By newspaper, by radio, by tv; or you can go multimedia, or point of purchase promotion in supermarkets. It communicates the strategies – sales, advertising, publicity, personal selling – that goes into your product.

 This is what we call the four Ps if marketing: Product, Price, Place, and Promo strategy. I’ll just individually give examples under each so that you will better appreciate the process.

Product strategy entails decisions in terms of the product line. Related products as to function, client needs being satisfied, marketing and marketing channels. Width is the number of products in the line, short or long. Strategy is to extend product position downward, upward or both. For instance, in terms of product line, if you go for organic rice, and you have the brown, white, and violet rice, then these are the different product lines of organic that you have. It’s not only one kind, but different kinds. In terms of width, you could shorten it by adding more and more products; or reducing the width by only having 2 or 3 products in your product line. 

Another strategy to extend product position is if for example, even if you want to position your organic rice product as high-quality high price, you could lessen the per-kilo packaging. For example, instead of having organic rice in 3 kilo-packages, you could go for a 1 kilo or 2 kilo packages so that those who are initially testing it could purchase without wasting some price if they don’t like it initially them. That is also in relation to product line. Another example is toothpaste; before, you had it in tubes, and you have them in sachets now. That’s a product line strategy where you like to reach a greater market who cannot afford the bigger ones at one purchase, or those who travel frequently that they need to buy the toothpaste in sachet. That’s the same example of us going for a 3-kilo, a 2-kilo or a 1-kilo packaging of rice. 

Now what about pricing strategies? How do you usually price your organic rice? How do you usually price, or set the price, for your organic rice? 

[foreign language]

Translator: [cannot be understood] 

NERLIE:

Actually, they have already cited two different ways of pricing your product. Pricing strategy could be price value of products expressed in monetary terms, your steps in pricing is Set pricing objectives. What is your objective in coming up with a price? You should recover your cost and earn something out of it. That’s usually the normal objective. Determine demand, determine costs, determine competitors’ prices and pricing strategies, evaluate different pricing methods, and set the price. It’s either you set the industry price, or you consider the costs and your objectives. 

How do we do it? For example is pricing methods. First is Cost + % Margin. Full cost + Fixed cost . For instance, my total cost is about 100 rupiah per kilo. For instance. 1 dollar, that’s 10,000. So 10,000 rupiah per kilo, then that’s the whole cost; I want a 30% margin. 30% of 10,000 is 3,000 plus. 3,300. So adopting a full cost + % margin, the price now that you have set is 13,000 rupiah per kilo. That’s an example of the full cost margin. 

What about the fixed cost + margin? What are the fixed cost? The fixed cost are those that do not vary with level of production, like the cost of your equipment. The cost if you are renting the farm and you do not own it, that’s fixed cost. You consider it plus % margin. Why don’t we usually include there the variable cost? An example of variable cost is seedling cost. The seedling cost – the number of saps vary by the number of hectares that you plant. Irrigation and labor are variable costs. The fixed cost + margin is a way of helping you determine the point that beyond these, that you have already considered the fixed cost, that you are already recovering a greater percentage of your cost. Plus the variable cost, anything beyond means profit already. It helps in computing your break even points in the process. For instance, have you ever asked the question why a per kilo package of rice that sells initially at 30,000 rupiah will later be bargained for 20,000 after being in the market shelves for 6 months (but it usually doesn’t happen in rice). That means, by the volume that they had sold already before, they had already earned their fixed cost and anything beyond is already profit. This time, they are able to sell the organic rice 10,000 rupiah lower, because they have already recovered part of the greater cost, by the volume they had sold earlier. That’s the essence of the fixed cost + margin kind of pricing method.

Ongoing market price is a very easy way of pricing because you just follow the market price. However, the disadvantage of that is if you produce your goods higher than the normal ones, then the chances are you are reducing your profit by following the market price. The idea behind following the market price is that there is a higher chance of your product being sold because the price is as good as those available in the market. 

Competitive pricing is another way. Competitive pricing is if one seller is selling it for 30, but you think that by selling it a bit lower, you will be able to recover the price by volume, you will therefore increase your volume. If they are selling for 30, and you are selling for 28, and you think that it’s the 2 rupiah difference will be recovered because of the increase of sales because of your price reduction. That’s what we call competitive pricing. You tend to reduce that price, because you believe that the increase sales as a result of the price reduction will make you recover the price reduction given the volume that you will sell. 

Now what about distribution strategy - making the right products available at the right place. Do I choose the right place to sell my product? Is it where my major market goes to purchase the product? The choice of channel depends upon the nature, the capability of the producers and the willingness of the middleman to carry organizations’ products.  In most of your examples, I’ve seen that you have selected your own channels. You don’t normally use the regular rice channel. In some places it is ok but in some places it could be a problem and I will show you later why it will be a problem.

Promotion strategy is that to communicate part of the marketing strategies, so this includes sales, advertising, publicity, and personal selling. Now given the four Ps of marketing, this is an example of a marketing mix strategy. The red one is an example of a product strategy. The yellow one is an example of the price strategy. When you spend to enhance your product and to compete in terms of your product and you spend on improving the product itself, then that is a product strategy.  Almost ¾ of the total budget of the strategy is focused on product. What about the price? Price strategy is when you focus resources and initiatives to reduce the price, by enhancing or investing in efficiency initiatives so you will reduce the cost in the long run. You want to compete by price. Price strategy is maintaining quality but at the same time reducing cost. 

Given your current operation now, maybe it’s time that you think about what would be your strategy in terms of marketing your products. A lot of consideration goes into it. I’m just providing a basic discussion, but you need more information to be able to do so.  You should undertake a market study to be able to know and to answer your question, “To whom will I market my product? Am I targeting the right market?” So you have to do a market study preparation: define the objectives, analyze the market, conduct further market research, your target, your data gathering, your instruments, your market researches, your data analysis and report writing. Describe the target market (we made one earlier); market groupings, market size, market location, estimated market share. Forecast demand and sales: you can do a number of methods for forecasting, survey of buyers’ intentions;  using your sales force; like for instance, how many sales force do you have? Maybe four.  And in sales force able to visit how many households? Out of those households visited, how many purchase?  So these are examples by which you can forecast demands and sales. Another is experts’ opinions, or asking knowledgeable persons or quantitative methods computation. These are just examples of how you forecast demands and sales.  These are what usually goes in a market study. Formulate your marketing strategies based on the four Ps – Product, place, promo, and price. 

There are instances that you don’t have the time to do a very in-depth market research or market study. You can substitute rapid market appraisal. These are just some tips. If you don’t have the time and the funds, you don’t need a very comprehensive market study, just an initial idea of the market. You can just ask the market players. Perceived constraints, market behavior, trends (quality and prices); you can just ask key persons who are very knowledgeable on the commodity. Or you can get data from shipping lines. How many trips of ships go out of the port at a given week? Say 2. 2 trips/week, it’s not a daily trip. How many baskets or how many ranchang/ baskets per shipment goes into that ship per trip? Knowing that they have two trips per week and 1000 baskets per week will give you an idea of the volume that is going out of your island or your area. You could also ask how many are coming into the area in terms of imports. Local imports means coming from the nearby province or the nearby district. These are simple ways by which you can do market assessment. Review Secondary Information, like import statistics, prices and origins, gaps & opportunities, taxes paid, could also be an indication of the volume of business going into the area that is under study. These are simple ways by which you can do market research. 

What are the usual challenges within organic rice value chain? Having reviewed marketing concepts, and having been opened into the concept of value chains and agricultural chains, can we now apply that in our current rice chain? Let us go back to the simple value chain that I have shown you earlier. At the producer level, the usual challenges confronting you are: seeds, source of seeds as well as the price of seeds.  Those are common concerns in the organic rice value chain. Lacking in technological know-how, is also a very primary concern. High certification cost and competition with non-certified. That means, here you are, spending so much in the cost of certification, and yet your product can easily be substituted in the shelf or the point of purchase by non-certified organic products. That’s the reality you have to face; is there something you can do about it later? No Premium price. Despite the cost of organic certification, there are still cases that no premium price is received out of your organic produce. I’ll explain that when we go to the trader part. 

Some of you said also that marketing organic rice or marketing per se is not a regular activity that farmers can easily do. They need to be brokered in the process. When we say brokered in, they have to be hand-held; they need to be assisted for them to be able to access greater markets. 

At the side of the consumer (remember we simply thought that marketing is just the seller and the consumer), the concern and challenge there is that consumers are still unable to differentiate between organic and non-organic, O and NO. If they are able, they are not willing to pay the price for differentiated products. In Thailand, statistics show, that consumers are willing to pay 10-15% premium for organic rice. We cannot say the same thing in other places. 

Some of the market buyers are not aware of organic (products). They are also lacking in consciousness in terms of environmental issues. Some cannot associate why buying organic rice are health and environmental-friendly initiatives. In a way, consumers are lacking in awareness and the answer to that is that consumers will be educated instead. 

Now, let’s look at the trader part. The trader is confronted with the limited volume, non-sustained trading. If I have limited volume and I am a trader, it will not be cost-effective for me just to visit your place just for this volume. So I may have to wait for times when others could provide me the product as well, because it will be high transaction cost for them assembling bits and pieces for small amounts. This is what I would like to explain. There are some traders who can manipulate the prices and increase the price of non-organic just to be able to dampen the initiative on organic prices. This is not a rice example but a cashew example (Indonesia’s organic casher). This is the reason why I asked you if you are using the regular chain or your own developed chain for marketing. Our cashew example in Indonesia led us to initial failures. Why? Because in Flores, Indonesia, we have a project on Organic cashew, the [.] Indonesia with swiss contact, with swiss contact and [core gates], funded by [core gates]. The idea there is that instead of using the normal traders, the inland traders and the inter-island traders and note that at that time, all cashew from Indonesia are processed outside and brought to India. They didn’t use the normal channel to sell their organic cashew. They used their own channel. What the trader did is that they increased the price of the NO cashew to the same price level of O cashew so that the farmers will not be able to get a premium price for cashew and that nobody buys from the O group so that they will be forced to sell to them again. These are some manipulative activities being done to fight the popularity and potential of O cashew. My concern in some of your marketing initiatives is to review whether using a new chain in marketing your O produce would be sustainable. Initially, it could work for the first few months or for the first year but in the end, you may have problems making it sustainable. That’s just a food for thought on your part. 

What about the processor? What are the usual problems that affect quality in the process? Because of the smallness of volume of O rice, the millers cannot invest for separate equipment for O rice. So what happens? They are milled in the same miller where NO rice were milled. There could be chance that your O rice is being diluted or being combined with NO rice. That process reduces the quality of the rice. This is a point of rice quality reduction meets with NO rice. It’s an issue; it’s a problem; it’s something you need to address if you want to enhance the quality of your production. 

What about retailers? The usual concern is that it is displayed side-by-side with NO rice. If I’m the buyer and I’m rushing, initially I thought, I might mistake the NO rice for the O rice. This is the usual problem. And to […] strategy to the NO rice producers, but if you are not watchful, then chances are you are reducing your chances of getting sales out of your hard work – organic rice. So it is passed on –the cost.  

Another issue here is that some supermarkets pass on the cost to suppliers to shelf maintenance and promo. For example, you want to keep your O rice in my shelf; I’m the supermarket owner, you have to put somebody there instead of my own staff to check whether you still have enough display and to see whether in some, like, I have a  two-week sale in my supermarket, can you provide the [..] for the promo? If you want to maintain your presence in my supermarket, then you have to contribute. Some costs are being passed on to suppliers and it is a practice that is being done. But should we really shoulder the cost? These are the changing rules of the games that I’m telling you about earlier. Know your chain, who the participants are and your end consumers for you to be able to understand the chain better. Enhance coordination; act as one, you are no longer competitors. The concept of agricultural chain is that from producer, up to the time that you reach your consumer, you should be well-coordinated; you should act as one because the benefit of one is the benefit of everybody if you belong to the same chain. You need a coordinator. The chain has to be coordinated. In the rice chain, by experience it’s usually the millers who coordinate the chain. Why? Because they are the ones who have the most information. Who usually supplies these milling facilities at peak times, at low times; I can call on whoever I know who has rice; he has the info, he has the price; things like that so he or she can coordinate the chain very well. Strengthen chain position, participate in decision process. 

If you are members of the chain, how can you strengthen your position? There are two ways in which you can strengthen your position: vertical or horizontal. You enhance your position in the chain vertically, how? By simply doing your share and doing quality products. Doing what you can do best. That’s one way of strengthening position vertically. The other is that you assume more roles in the chain. You plant and assemble rice, that’s an added growth; you’re now an assembler, not just a producer. You can also transport or store rice. That is assuming roles and by assuming more roles you can strengthen your position in the chain. This is not the same as having more people in the chain. The idea is by assuming two or three roles in the chain, the production will be less costly, making the chain more efficient rather than having 3 different people assuming those roles. So value-adding, assuming more roles, can lead to reducing cost as well within the chain. 

The other way of strengthening your position in the chain is horizontally. How can we do it? Horizontal is by participating in the decision process. For example,  you are participating in the decision process when you can influence the quality assessment of the buyer of your product by simply discussing with them the reason why you are at a disadvantage, and influencing their decision to change the process. I could give you an example of strengthening decision process participation. We had a coffee chain in Toraja, Indonesia.  The farmers are complaining that the firm buying coffee from them are using kilograms in buying coffee while the traders are using the cans in liter form. What is the problem with that? There is no transparency easily protecting how much do I get out of liter, from the trader, and how much I get from the firm, buying from the trader and buying from me if they buy in kg. There is no transparency and it can be open to abuse. They communicated to the firm and to the trader if there is a possibility that they can use only one measure. It enhanced their participation in the chain because they influenced decisions and helped make decisions in the process. That’s one way of strengthening the position in the chain, so you can participate better.

 The last is that the key is becoming better producers; do what you do best and try to be effective marketers as well. By that I end my thoughts and I hope that you learned something and you will be able to apply it to your current activities. Thank you very much. 

[APPLAUSE]

[JUN]:

Thank you very much, Nerlie. Are there any questions or clarifications? Before we continue, there are some announcements. This afternoon session we will end at 6pm, so we still have 6 presentations from each country. We’ll see if we can finish from now until 6pm, so that leaves us around 20 minutes per presentation, including maybe a short open forum; but if we cannot finish we can continue until tomorrow morning until we have some time in the morning because some of our invited speakers will not be able to make it. I think we have an hour or two more tomorrow that we can use in the morning to continue. But why do we want to end at 6pm? Because we will have a practicum. We have been talking about marketing all day so tonight at 6pm, a bus will pick us up from the hotel and bring us to the market. So you can observe if they are practicing the principles we’ve learned here; I think after some concepts, it’s good to see them in actual practice. Our hosts from SKP, had prepared a bus that will leave at 6.30pm, but it can only accommodate 15. So if there are more than 15 of us it will come back for second trip. Maybe we can go back to the hotel at around 9.30 or ten so we have three or 3 and a 1/2 hours to do your marketing studies. (Shopping)  And tomorrow, we will begin your session at 9am so you have also time to rest tonight. SKP will give us dinner money so we can have dinner in the market. I’m not sure what market; [rumpini] Night bazaar. So we can have dinner there, just approach  […]money. So now we can proceed with the presentation from FNN, they will have two presentations, ah one only. Ok, one presentation but focus on 2 crops: cassava and rubber tree. So let’s listen to Savorn.
FNN’S MARKETING INITIATIVE ON RUBBER TREES AND CASHEW NUTS

SAVORN:

I’m sorry I really realy can’t understand ( Loud foreground noise also. 

From marketing notes:  [RUBBER

-we had many sessions related to climate change

-also related to deforestation in Cambodia, esp in the northeast of Cambodia

-price of cashew nut has gone down, so many farmers decided to cut them down

-govt also worried about land erosion because of the cutting down of cashew nut trees, so it formed the family rubber tree association

-cassava plant is integrated in the rubber tree plantation while the rubber tree is still young

-project supported by Agriterra, covering 1/3 of families in the area

-objectives of the farmer association to help farmers, who do not know how to plant and select good seeds for planting

-association was also formed to get market information related to rubber

-easy to get support from other actors

-set up in 2005

-farmers from other areas now also joining the association (from 37 groups)

-total land area of rubber plantation: 3, 150 hectares

-farmers in some areas do not have land rights yet; but want to bring their products to the international market

-selling the resin collectively gives the association power to negotiate with middle men for higher price

-middle men come to the farmers to buy resin and bring them to the factory

-farmers do not have market info and are often cheated in the transaction

-before becoming members of the association, farmers used to sell their products individually and had no power to negotiate; get low price; sometimes decide not to sell at all

-after joining the association, information flow improves and they are able to negotiate for better price

-government and association leaders recommend increasing product quality to get better price

-association also cooperates with Japanese company to help them improve the product

-increasing farmers’ awareness that increasing product quality leads to increase in price

-capital build up for buying and selling resin

-using the share from members, they buy resin from the members, and sell it directly to the company

-getting help from govt for resin processing; renting company to dry the resin for the farmers, and sell it to whoever they want to sell to

-now, farmers can get better and more stable price

-thus, the association decided to bring their product to the international market in 2012

CASSAVA

-integrated in the rubber plantation and sold to the market also collectively, with higher price than if sold individually; income has thus increased

-monthly and yearly meetings of the association

-execom meeting every 3 months

-sustained relationship with govt and other stakeholders

-the association is now under the umbrella of the national rubber tree development; also members of FNN and ____

Association.]

OCT 9B 05 08:30
QUESTIONS AND ANSWERS

ON WHETHER TO FOCUS ON PRODUCTION OR MARKETING 
API:

(LOUD FOREGROUND SOUNDS)

I wonder what your […] it’s still new terms for me so […] I think talking about, and the marketing and the farming itself, it’s like […] where it’s come from, the chicken or the egg? I’m thinking about the product and the marketing that we have to look for first. Personally, before I enter the marketplace first, or we define the product first. My question is just simple. When in Europe, sometimes you notice that […] or the market first , and then after we leave the market […] this is what we need or, […]. And then we plant. But sometimes, in our place, what we have is kind of [.] so it think it should be we define the product first. Is there a possibility that this measure from the [.] before we have the marketing here, could be changing; I mean when we find the market we are thinking about the product of this […] or just like in [.] where we pick up the product first. Some of you got a product first; and then you define a market first. It’s like, you know, which comes first, the chicken or the egg; first are the acres. And for you yourself when you were in [.] a little bit here; which one is better, define a marketplace? […] 

NERLIE:

Actually what I am saying is to have a market orientation and not purely a production-oriented kind of thinking. What product are you talking about? For example, organic rice. The idea is that we are producing organic rice because it’s the commodity that we have been used to. The product – our soil, our land, can produce. In the process, given that you have a product now, knowing your market will tell you whether the market is able to consume the level of production that you have. Should you increase? When you are too production-oriented, you could use whatever your land could produce without thinking whether the market can absorb it or not. Or can buy it or not. The idea is it’s not simply thinking about the market but trying to find a match between what you can do and what the market wants. 
Previously, we only think of our land and product, and later, we just bring it to the market. The tendency is, sometimes it doesn’t sell. Sometimes, it sells but at a low price, because there are already a lot of organic rice producers in the market.  You have to know what the market wants in terms of volume, quality, packaging, and everything that the market wants so that when you bring your product that you are currently producing to the market, it meets their specifications and there is a high chance that you are able to market it. That’s one answer. 
Second answer, I have introduced a participatory agricultural chain assessment as a new methodology and it is completely manual and can be downloaded from [.] but the idea is that there are some villages in our countries who are cultivating crops simply because it’s the crops they have been raised to. It’s a traditional crop, but when you come to check about their potentials and about their suitability to your land and climatic conditions, they are not a match or they don’t have [.] So what I did or part of the process is you have a village mapping in terms of commodity mapping that [.] assess all the potential crops or even livestock in your village or in your area, and assess which has the most potential in terms of market and in terms of suitability to your village condition. So that’s a village mapping kind of activity, but the idea there is that it raises your question, this is what is suitable to our land. But that alone is not enough consideration because you have to see whether what you can make meets the market requirement. You can combine technological or production or marketing to be able to enhance potential of your commodity. You can download the methodology at www.vredeseilanden.be.org. The methodology complete with manual is at that site; you can download. 

JUN:

Are there any other questions? So before we go to a quick break may we have VNFU?
VNFU’S MARKETING INITIATIVE
VNFU:

Oct 9b 05 16:36 – Oct 9b 06 11:25

[FOREIGN LANGUAGE] 
Loud foreground sound, low volume, undecipherable accent (
From marketing notes:

[We are attending this workshop to share our experiences and learning with you

Opportunity for us to present some initiatives funded by agriterra

Based on the info related to this project, we are also carrying out research on different crops in Vietnam

Project on tea planting in Thai Nguyen province

Tea is a popular product in many countries

We also research on other products such as lychee and vegetables]

JUN:

Thank you very much to our friends from VNFU, any questions or clarifications? So far we have listened to many presentations so maybe we can take a break, a 10-minute break; we still have an hour after the break to listen to all 3 presentations. Ok so let’s come back after 10 minutes.

[BREAK]

We’re just waiting for Nerlie [.] because Nerlie is having us look at marketing initiatives of AFA members. You know that this is the first regional conference of AFA that looks into the potential marketing projects of members of so we’re looking at potential commodities we can develop and support. Before we start, Tomozo(?) will give us a quick energizer.

ENERGIZER BREAK
TOMOZO

Stand up please. Easy exercise. 

[Exercise, breathing]
AINOUKAI’S MARKETING INITIATIVE ON VEGETABLES AND CHICKEN EGGS
AINOUKAI [low volume]

This is the new request from the […] so if you want to listen, that’s why [..] Now, the presentation is from Japan. It is from Tomozo, he is a very young farmer and he is a really [.] farmer, because the first time I knew him I just recognize is he a farmer, but he is a real farmer ; in his farm, he got [.] and [.] 

TOMOZO:

[FOREIGN LANGUAGE]

Did you see the picture? Did you see the picture in front of Tomozo’s house.

[FOREIGN LANGUAGE]

I’m living far from the city; and then it’s top of the mountain.

[FOREIGN LANGUAGE]

We will present [.] not specific crops, but the various kinds of […] that I’m doing.

[FOREIGN LANGUAGE] 
They are the members. We’re organizing 2 farmers; house and also the neighbors; and [,]

[FOREIGN LANGUAGE]

We distribute the[.] to the [.] city; […] 100,000 people in the […]and inside of that we will distribute our [.]  From our community to the city, it takes 30 minutes by car.

[FOREIGN LANGUAGE]

We use these cars when we distribute […] you can see the vegetables and the eggs, and the amount and volume that we are marketing is in your paper; eggs and vegetables and also the [garlic]

[FOREIGN LANGUAGE]

This is the [site] of the vegetables that we are making; so it’s not only one [.] but also the buyer’s [.]

[FOREIGN LANGUAGE]

So what the consumer needs… [FOREIGN LANGUAGE] this is the kind of vegetable [set] so the thing that decide the farmer, local consumer ; the farmer decide, but they sell to the consumers. [So they buy our vegetables.]

We have […] and then we also produce the [.] in [.] and vegetable yield is 50 [cars].

[FOREIGN LANGUAGE]

In this picture, we are visiting the inside of the […]we will bring it to the [.]

[FOREIGN LANGUAGE] 
[.] is one of the consumer; […] at that time.
 [FOREIGN LANGUAGE]

As for history, it is in your paper; 28 years ago, was formed by the consumers, in need of safety food; also, his father is considering he can sell the organic food; so it is made both by the consumer and the producer.

[FOREIGN LANGUAGE]

You see in the paper, the consumer, when they’re older, […] 

[FOREIGN LANGUAGE]

The farmers do all the things; they order also deliver all the stuff; 2 farmers or 3. And sometimes we make a mistake. But the consumers say it’s ok, and they just [laugh] it, and you can see having good relationship, these consumer and [.]

[FOREIGN LANGUAGE]

Consumers, before, the core consumers […] import 50 fruit but now it’s kind of decreasing so now, these days, many of them are purchasing products only for their sakes. From the reasons above, group purchasing is decreasing so that we have to deliver to each household. For the [community], they just deliver and they distribute by themselves but now we need to distribute one by one.
[FOREIGN LANGUAGE] 
Since our marketing scale is very small, we cannot distribute like, [colorful] so we don't have enough budgets for making beautiful, colored order sheets,  so that we can make like this [.] of white, colored sheet; can you see the original? And then we use this [1,5(00?)] at a month.  Tthe delivery is once a week. So one month, consumer orders, 1,500 per month, by the deliverer; once a week. 

[FOREIGN LANGUAGE]
[…] we take the order […]

Maybe you can see the white one, and at the blank, […] so there’s […] on the consumer , and also [,really can’t understand the accent, low volume]

[FOREIGN LANGUAGE]
We are now at target consumers. We are now targeting not the  - anybody, but the consumers who are thinking about their community, and then peace, […] the important things for us so there […] is more specific.

[FOREIGN LANGUAGE] 
Our concept is we are trying to market commodities which is produced locally and in environmentally sustainable way.The things we’re marketing are not the things from far away; We are trying to distribute the local things. 

[FOREIGN LANGUAGE]
After the [.] we produce the eggs, and usually […] we get the order from the consumers, and based on that, we make our [chickens] based on their order.

[FOREIGN LANGUAGE]
And also our objective, is to nurture the persons who can duly understand the preciousness of human lives, nature, rural villages, food and so on. We believe that this is backed up with Ainou Spirit.

[FOREIGN LANGUAGE]
And if you want to start this kind of face to face direct marketing system, we recommend you, at the first stage, to find a few consumers who are wanting safe products which are also socially meaningful, understand your idea well and are willing to support the initiative. The best way to win the trust among consumers is buzz marketing.

[FOREIGN LANGUAGE]
This picture is [.] that we are also [loud foreground sound; accent]

[FOREIGN LANGUAGE]
Second thing is to have a good relationship with consumers, and for that, it is necessary to keep sending information to them for example on how, for example we need to have a good communication with the consumers like what kind of feed are given to the chickens so it’s a really nice way to […] to the consumers so that they can understand […] and so that they would know what kind of product […]

[FOREIGN LANGUAGE]
So that they can inform them why it’s expensive; and they can understand our production

[FOREIGN LANGUAGE] 
The delivery is [.] 2 farmers doing that. And then at that time they get the money, and [deliver our products]

[FOREIGN LANGUAGE]
In case of farm produce, 20% of retail price is paid to producers and the 20% goes to the management fee of the Arigatou no kai. 

[FOREIGN LANGUAGE]
And then we also [In case of purchasing commodities, 15% to 20% of profit is added on the wholesale price. ]

[FOREIGN LANGUAGE]
So why we’re […] because we’re also doing the [bundling].

[FOREIGN LANGUAGE]
There is no loss bcause we [.] older, and then we just [.] that’s why there is no loss.

[FOREIGN LANGUAGE]
And also, the price is based on our decisions so it’s really [stable]

[FOREIGN LANGUAGE] 
So that our income is also stable.

[FOREIGN LANGUAGE] 
In Japan, usually the consumer is the priority compared to the producer.  So the producer has to [order] what the consumer needs. 

[FOREIGN LANGUAGE]
[…] size, and amount of vegetables [.]

[FOREIGN LANGUAGE]
So I think it’s really important to, not consumer-based but producer-based. 

[FOREIGN LANGUAGE]
The consumer is not the [law]

[FOREIGN LANGUAGE] 
If you target not the specific consumers, it will [.] 

[FOREIGN LANGUAGE]
It is important to make the stable management of […] to have on specific consumers.

[FOREIGN LANGUAGE]
So it’s better to make good relationship like […]   

[FOREIGN LANGUAGE]
You have […] that you are doing the farming

[FOREIGN LANGUAGE]
You’re doing the farming because you do not have any other way (?)

[FOREIGN LANGUAGE]
Farmers should have a [plan] that they’re producing the food which is based on our lives. 

[FOREIGN LANGUAGE]
So I think that it is really important to start within the community ; […] relationship with the consumers and [.] apply what we are doing […] agriculture.

[FOREIGN LANGUAGE]
We need to have an objective to independence from outside powers

[FOREIGN LANGUAGE]
So we need to require[.] the consumers and producers.

[FOREIGN LANGUAGE]
So we should have […], and […] each other, 

[FOREIGN LANGUAGE]
So I hope that not only our country but also the whole asian country has a relationship based on the [life] and [.] of each other.

[FOREIGN LANGUAGE]
So you have a relationship based on [life] then our needs will be [.]

[FOREIGN LANGUAGE]
Thank you. 

[APPLAUSE]

After Japan.. there’s a question from Indonesia.
QUESTIONS AND ANSWERS

ON HOW TO MANAGE PRODUCTION, HOW TO GET ORGANIC CERTIFICATION, AND THE MONTHLY INCOME OF FARMERS

API:

[FOREIGN LANGUAGE]

First, I had something that this kind of marketing is we catch the market and not wait for the market and I agree with that. So my questions are, which is 3: First, if you get other productions, how do you manage other productions. The second is the certification in the organic farming; and this is very important and [basic] and how much is your wage/income of your farmers per month?

[FOREIGN LANGUAGE]

AINOUKAI:

We are not only selling this way, but also selling in other ways, like in the direct selling place. We are also selling directly to restaurants and to the personal consumers; so we have other ways of selling.

[FOREIGN LANGUAGE]

As for the organic certification, we do not have it because it is very expensive; [from marketing notes: but also because we consumers know about how we produce our products, so we really do not need it [large foreground sounds]

[FOREIGN LANGUAGE] 
About the income of the farmers, 500(?) dollars per month, not only [.] but also , [ from marketing notes: combined income of household;] 5,000 dollars per month. Because usually in Japan, I work by myself, my income is […] ; compared to other workers, it’s not [actually] 5,000.[loud foreground sound] 

So we would like to call the next team from Taiwan.

TWADA:

Good afternoon, now we will present TWADA. TWADA is Taiwan Wax Apple Development Association. Do you know what wax apple is? It’s like this, and we eat it. Can you see the picture there? It’s not an apple but it’s wax apple. So Mr. [chai] is the marketing officer of TWADA. And his father is the chairperson so he will be the one to present. Because of the time I will just speak English. If you have some questions, we can answer it later. 
So I will just give a very short briefing of TWADA. It was established in 2002, just like AFA. It’s still very new. From the beginning, they have 200 members. And now, 2009 it has increased about 330 members . 
This is a map of Taiwan. So the area of wax apple is south part of Taiwan including [place], [place], [place] including [place] and the members are living here. For the wax apple, organizational structure, their mission is education. Education is their mission so [,] they have five different parts, like promotion, [path?] and [visits?]; the [.] research for   [path?] and [visits?] and marketing. And knowledge. And production. So [close by] we reach to education for the members because all of the members, AFA […], chairperson. And now I would like to introduce the marketing [campaign]. [,] the teacher first. 

This is wax apple. The tree. This step is pick. You know pick? First step just pick from the tree. You can see it’s very red and then second is you can see the size. This one is a little bit bigger in size, the other one is our […] . They’re sweet, but they’re not so sweet. You can see the ‘s’ of wax apple. Can you see that? So maybe not so sweet.  And this is color and this is how it’s […] so which one is sweet? Can you guess? They are almost the same but the size is different. Then we put all the wax apples, and the women farmers will do the job of [.] the choice, almost the same size, same color, etc. And last, package. They will use, like this one, to cover the wax apple. Because they don’t want to kiss each other. Because the skin of wax apple is so thin. If you do not produce packaging they might get harmed; […] So most work is also done by the women farmers;  they’re tender, they have passion, their hands are small, they can[.] the wax apple, and then pick-up, and then put  them in the box like this. It depends on the size of the box. Maybe 1 kilo, 2 kilo, 5 kilo; and the […] where they can see the S, when they all get in the box, because the S is an important sign; because if the S is not good, the wax apples are not good. Ok next. And these are the package examples; […] they will sell like this. And this name is the brand of wax apple. In Taiwan you see, […] like this, it means it is very high-quality wax apple, and also very expensive. So if you can get this box and purchase the case, it means your product is good. 

And this one is Mr. [name], his father, the chairperson of TWADA. He’s also a teacher, he teaches their members.  Unlike […] because in Taiwan, it’s like from the beginning for you to […] of wax apple, you have to recall like how many seeds you’ve used, how much water, how many fertilizers you used, everyday; just like a diary of wax apple. Each member, each farmer has to recall those numbers every day until you see the package, and then you have to log in on a website. There is a system/software for every farmer, created not only for wax apple. Each member has to apply one password, and your password can link to government website and to keying your [report]; your product. After that you can get one number just like.. there’s one number here; each member has one. I’m the customer, when I buy this product, I want to check how is it [.] I just key in the mark online. So you use your everyday [.], just like your baby, how you grow up. This is your resume. Now is the [.] of Taiwan because we want to make sure of security, so our number is from this software. Ok so wax apple and association doing like this. Who pays for this [.]? There is support from our government. 
This is [Ayso]; have you heard of ayso? It’s also in Taiwan, I think the tropical tree is very famous. Tropical fruit. And how can you make sure the quality of this fruit.. so.. also is supported by our government, to promote this Ayso […] if you can cut the Ayso, you can [win] the money from the government, and you can put the Ayso logo in your product; so […]  on my resume, marked; so I can buy this product. With all this, maybe your product will become cheap. So eco farmers are trying to get this Ayso and now his father is the first one to get this Ayso. But because it takes time and not so easy to get, not each member can get this, but there is a marketing strategy. This is last one but I will move to this paper, just trying to give some idea like how we [heal] resource person’s thing about marketing channel; […] already but the one he mentioned about the first one is [Sing-ho Chan] right, produced directly to customer. [Entering] is simple, but also very hard to do. Before, TWADA does not use this kind of way. They use more like […] and […]

Now this one end, but now, they decide to go the [single] one; producer the farmer; so TWADA is producer, and they go directly to customer. How can I use this? So first, they like to get Ayso, first; second, get [GNS] number; it’s also one of our national certificates of food product so if you can get this you can measure your quality. And three is common products. This means that if you are a member of TWADA, your product can be different from others.  You want to control the quality, so each member has to produce the same kind of quality; this is common quality. Do you know what I mean? And four is online resume, the one I mentioned about. Each member of TWADA has to apply the password to use this online resume. If you [can] not use the resume, then you cannot be the member of TWADA.  It’s very strict. The government gives a tour on this kind of activity. So [.] eco farmers also doing competition by each other. They would like to get the money from the government and the price is very high. For example, if you can produce wax apple and the quality is very sweet and very good-looking, then maybe you can win, to gain. This is just marketing strategy. and then 2 US dollars is [.] From the producers, like TWADA members, like 1 kilo maybe around, 5 wax apple, so they can sell for 2 US dollars. The cost is 2 US dollars. So when they go directly to the customer, it will become 4 USD so the farmers can get 2 dollars income by themselves; no need to pay for association, no need to pay for others; just for farmers.
 How can TWADA go directly to customers? The chairperson and the [.] officer, […][the internet] […]  like yahoo auction. You just put your product, post online, and the customer can get the information, and then order from the internet. The first one is the [.]; they’re using very open, can get more income. 
The second marketing strategy is shopping mall. What’s the meaning of shopping mall? The producer negotiates with the shopping mall directly. They don’t need to ask others, they just go directly to the shopping mall. Like, if you can sell my product, maybe I can get you some, negotiation. So customers can also buy wax apple at the shopping mall. 

The final one is publication, they have their own magazine to put the information on wax apple, […] newpaper, magazine, or some research information so if the customer see the book, newspaper, magazine, they can also order wax apple directly to the producer. And finally, the produce goes to the customer, […] like how can they gain? They can gain the price cheaper. Because they go directly, but the quality is good. Once you eat wax apple, you can never forget wax apple. You’ll want wax apple for the rest of your life so loyalty is very high; if you don’t believe it, next year in Taiwan, you can eat a lot of [.] 
Another one is recommendation. Wax apple is a high-value economic food in Taiwan. The customers recommend to other customers. 
The final one is export. Wax apple also exports to china, to Singapore, to Russia, to Canada and also this part. But if this part is like if you have over; if you have the last […] Any questions?
QUESTIONS AND ANSWERS

ON THE WATER CONTENT OF WAX APPLE
MUDZAKIR:

I would like to ask about the wax apple.  I would like to ask about the contents of water in your wax apple. How much is the content of [loud foreground sound] to justify the best apple, should the water content be high, or low?

The more water content in the wax apple is good or worse? Or decrease the quality of the wax apple? 

TWADA:

If they want to produce good quality wax apple, how can they use the water content, right? 

ESTHER:

She is asking about the moisture content of the wax apple. What is the moisture content of the wax apple – the juice? Apple has water inside. How much water should be in the wax apple so you can say that it’s very good wax apple? Do you measure it? 

TWADA:

They use one machine to check the water inside the wax apple. So like, 10 [loud foreground sound], if the wax apple the water is like only 5, then it is not good quality. They have a machine to test the wax apple. Any questions? 
ON SUPPORT FROM GOVERNMENT AND FROM TWADA
ESTHER:

I am very impressed with the way the wax apple farmers have marketed their wax apple considering that you only started in 2002. It’s only 7 years ago, and now you are exporting to many countries. What do you think are the factors that helped you do these things? Did government help you? In what way? Did the TWADA as a farmer’s association helped you, as farmers? In what way? 

TWADA:

As I mentioned earlier, the mission of TWADA is education, so they create this cooperation for most of the farmers, right? And they don’t  know how to involve the marketing, maybe they have the skill and knowledge, the product; but they cannot come together so they created this association. Most of the members of TWADA have high knowledge of wax apple. Wax apple farmers are smart, and most of them are doing some research. They wrote a proposal for the government to ask for a budget and support and also, get in[touch] with the university, like agriculture university, department of agriculture or something like this; and the [professor], we do some research about wax apple; and then we cooperate together and make a paper to publish for the government. The government can use this research to promote our agriculture in Taiwan.  So one is government, one is university, and last one is member; the members aresharing to each other; you know they have competition; and also we try to solve the problem of each other; so if you some problem of […] so we ask the help of government, university, and more experienced members. 
ON THE EFFECTS OF THE FINANCIAL CRISIS ON WAX APPLE FARMERS
ESTHER:

Since last year there was a financial crisis, right? Have you been affected by the financial crisis? Especially your exports of wax apple.

TWADA: 

No effect on TWADA because the product’s still the same; the quality’s still the same; the […] still continue to export; no effect. The income is not affected by the financial crisis because the quality has increased also, every year, increase of quality and knowledge in the wax apple. So it’s very high-value economic food in Taiwan. So the government continues to support exports. Any more questions? [Do you want to eat wax apple? Ok, share it.]
CLOSING FOR THE DAY
JUN:

Thank you for all the presenters, now it is already 6:15 in my watch, we will end at 6 so we could go to the market at 6:30. So please try to be at the lobby by 6:30, and tomorrow we will start the session at 9:00. We will move to the first conference room that we used. See you at 6:30 in the lobby.

