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Malaysian Organic Scenario 

Start up: late 80s 

Break through: 1995  

Market Boom: late 90s 

Established niche market today 

(face regulatory enforcement dilemma) 



Consumer & Private sector [from mid 1980s] 
- cancer therapy [raw food diet]  

- imports [pioneered by healthy lifestyle based companies] 

 

NGOs/Civil Society [mid-1990s] 
- Plantation workers’ health; food safety advocacy 

- Sustainable Agriculture - Organic 

 

Government [from early 2000s] 
- Civil society lobbying – consumer protection 

- Local premium market niche for local producers 

  (Sustainable Agriculture & Value Addition for small-holders) 

Development drivers & issues 



Production 
Break through [1995] 

Steven Leong  & the Cameron Highland Organic Producers 

 



Vegetable, Fruit & (Rice)  

96 certified farms [Dec. 2012] 

Majority for domestic market  

Some export to Singapore 



Initial development: home based - direct distribution  

 

Market 



Import supported market 

Organic import-repacking 

- Organic retail chains 

- Standalone health food stores 

- Supermarket 

Corporate & GLC interest 

Mainstream importers 

Processors (emerging) 

USD 200 Million (guesstimate) 

over 200 retail outlets (excluding supermarkets) 

9 certified processors (2011)  + 2 (2013) 



Government intervention 

Organic Standards MS 1529 (2001) 

Government organic certification 

(SOM) (2002) 

Labeling regulation (2012) 

Products claiming to be organic must meet MS 

1529, i.e. be certified under SOM or a certification 

accepted/recognised by SOM (Dept. of Agriculture) 



Organic Alliance Malaysia [ since 2002] 

Print & 

Web 

Directory 

Export certification  



Sector Overview & Development challenges 

Still young with good growth potential [premium prices] 

Quality assurance gaps  

- profusion of foreign organic marks 

- government recognition of other certification still pending 

Niche market syndrome  

- enterprising entrepreneurs 

- low market development collaboration 

Deficiency in support services 

- no training or extension for producers 

- some research but no practical impact 

- poor market data 

Beginning (hopeful) of public & private sector partnership  

 

 



Singapore scenario 

Steady growth since the 1990‟s 

Retail market estimated to be about US$3.5 million in 

2000. (GAIN Report 2001 USDA FAS) 

Market size valued at US$39 million in 2006 (OTA, USA) 

SE Asian market to report 17% compound annual growth 

rate between 2007 and 2013 (Organic Monitor projection)  

At 17% year on year growth, market size would amount 

to about US$100 million in 2012  

(Dr Ngiam Tong Tau, Former CEO and Director General, 

Agri-Food and Veterinary Authority of Singapore) 
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Singapore scenario 2000 

More than 50 smaller retail outlets besides supermarkets selling 

organic processed foods 

Wide range of products imported mainly from USA & Australia.  

Number of brands is high, relative to small market size. 

Products carried by supermarkets but market revolves around smaller 

health food shops and concession space rented by importers from 

mainstream retailers.  

No local food processors manufacture organic foods.  

Organic products are imported in bulk, repacked and retailed in small 

packs, e.g. 250 gm or 500 gm 

Small quantities used by food service outlets and hotels (10-15%) on 

an infrequent basis. 

Organic foods interact with products described as “chemical free”.  

Most local consumers do not understand organic foods and 

consumer education about these products is currently very weak. 



Consumer profile 

Singaporeans on special diets because of medical conditions, 

e.g. cancer.  Reported to be an important part of the market, if not 

the most important group of local consumers being serviced today. 

Singaporean vegetarians, including Buddhists and others that are 

members of vegetarian and similar societies. 

Expatriates 

- Japanese families interest for Japanese products & healthy foods. 

- Western families interest for organic produce known to them. 

Middle to upper income groups who are health conscious. 

 

Most have sufficient income to be unconcerned about retail price.  

Main concern to consume food without additives or pesticides.  

However, most would welcome lower prices.  

Importers are constantly seeking to supply more value-for-money 

products to the market. 



Singapore scenario 2012 

More than 70 outlets 

1. Supermarket chains: NTUC Fairprice; 

Dairy Farm Group (Cold Storage, Tanglin 

Market Place, Jasons Market Place, 

Paragon Market Place); Carrefour 

2. Specialist retailers: e.g. SuperNature: 

Natures Glory; Brown Rice Paradise; 

Green Valley Farms 

3. Online marketing: Super Nature; Zenxin 

Organic Food 

4. Local Organic Farms: Green Circle 

Eco-Farm; Fire flies Health Farm; 

Bollywood Veggies 

Source of Organic foods: Australia, New Zealand, USA, European 

countries, Thailand, Malaysia, Japan, UK 



Market Drivers 

1. Increasing demand for Safe food; Health scares 

2. Increasing awareness or need to support sustainable 

and low carbon farming; mitigate climate change; 

protect and conserve the environment 

Lack of understanding of the nature of organic farming 

and organic food 

Confusion caused by nonspecific labels such as: Green; 

organically grown; Pesticide free; Natural; Free-range 

and Eco labels 

Higher retail price compared to conventional food 

„Lack of regulations on production and supply of organic 

food - no National Accrediting Agency‟ ? ? 

Market Challenges 



1. … food produce labelled as organic 

foods, organically produced or words of 

similar meaning are required to meet the 

standards established by the Codex 

Alimentarious Commission for 

organically produced foods. The Codex 

standard can be downloaded from …… 

2. Therefore all import of organic 

processed food are required to 

accompany with the organic certification 

from the relevant certification bodies of 

the country of origin 

3. Importers are requested to declare if 

the imported products are labeled as 

organic food product or of organic 

origin by typing the word „organic‟ in the 

product description 

4. Importers are requested to produce the 

original organic certificate as and when 

required when AVA officer inspects the 

in-coming organic food consignments.  

Failure to do so could liable you to be 

prosecuted under the Sale of Food Act 

of The Food Regulations.  





NTUC Fair Price 
Founded by the labour movement in 

1973, with a social mission to moderate 

the cost of living in Singapore 

Largest retailer, S$ 2.4 Billion, 

250 outlets – FairPrice supermarkets, 

FairPrice Finest, FairPrice Xtra, FairPrice 

Xpress and Cheers convenience stores 

Fresh Food Distribution Centre - 

centralised warehousing & distribution 

NOAP Launch  
31st July 2008: 10 to 31 outlets, 2012 

 > 40  Asian type tropical vegetables 

 25% Annual increase in sales 

Leading role in organic market place in 

terms of organic quality assurance 



Milestones 

Organic food is now available in 31 NTUC Fairprice supermarkets distributed 

throughout the island 

Price of organic food is now more affordable to the public 

The public is more aware of the nature of organic food 

The Sales of organic food has grown 25% year on year from 2009 to 2011 



Outlook 

The organic food consumer market in Singapore has seen 

healthy growth in the last ten years and is expected to 

maintain its double digit growth in the years forward. 

(Dr Ngiam Tong Tau, Former CEO and Director General, Agri-

Food and Veterinary Authority of Singapore) 
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