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Overview ຂ ສ້ະຫ ຼຸບ 

1. Why an organic shop?   
 ເປັນຫງຄ້ອາ້ນຬນິຆ ີ? 

2. What do we sell, where does it come from?  

 ເອົາຂາງຫງ້ຄ, ມາ຅າກຢ ູ່ໃສ ? 

3. Who are our customers?  

 ລ ກ຃າ້ທູ່ານໃຈມາແຉູ່ໃສ ? 

4. What are the challenges and opportunities? 

 ແມ ູ່ນຫງຄ້ທີູ່ ເປັນໂຬກາຈທີູ່ ຈ ີແລະ ທາ້ທາງ ? 



1. Why an organic shop? ເປັນຫງຄ້ອາ້ນຬນິຆ ີ? 

• 2009: Conducted a market survey in Vientiane  

 ຢ ູ່ໃນປີ 2009: ການຆຬກຫາຂ ມ້  ນຢ ູ່ວຽຄ຅ນັ  

– Consumers were interested to buy organic foods  

– Existing organic production was not yet sufficient 

• 2010: AgroAsie registered as organic business  
 ຢ ູ່ໃນປີ 2010: ຬາໂກ ເຬເຆງໄຈລ້ຄົທະບຽນເອັຈທຼຸລະກຈິຬນິຆ ີ

– To produce and sell locally-grown organic foods  

– To develop organic farming systems suitable for farmers in 
Sangthong District  

– To promote and support the organic industry in Laos 



1. Why an organic shop? ເປັນຫງຄ້ອາ້ນຬນິຆ ີ? 

• 2010: AgroAsie opened a retail outlet in B. Vat Chan  

ຢ ູ່ໃນປີ 2010: ຬາໂກ ເຬເຆງໄຈເ້ປີຈອາ້ນຢ ູ່ບາ້ນວຈັ຅ນັ 

– To provide organic and natural products to customers in Vientiane and 
abroad  

– To sell local Lao products where possible 

• 2010: We began our organic farm in Sangthong 
District 

 ຢ ູ່ໃນປີ 2010: ຬາໂກ ເຬເຆງໄຈເ້ລີມເອັຈສວນກະສກິ  າຬນິຆຢີ ູ່ 

ເມຬືຄສຄັທຬຄ 

– Vegetables, fruits, and grains  

– Develop commercial organic production systems and training centre   



1. Why an organic shop? ເປັນຫງຄ້ອາ້ນຬນິຆ ີ? 

• Functions of the shop ໜາ້ທີູ່ ຂຬຄອາ້ນ 
– Sell organic and natural Lao-made products  

– Promote organic, “Made in Laos”, natural products 

– Promote “Fair Trade” through our membership with the 
Fair Trade Laos Association  

– A discussion and meeting point for those who want to 
learn about organic production in Laos 

 







2. What do we sell, where is it from? 

 ເອົາຂາງຫງ້ຄ, ມາ຅າກຢ ູ່ໃສ ? 

• We sell 150 products including: ສນິ຃າ້ເອົາຂາງລວມມີ

ປະມານ150 ຆະນຈິ 

– Fresh vegetables and fruit 

– Tea and coffee  

– Nutrition supplements  

– Healthcare products 

– Handicrafts 

– Lao lao… 

 

















2. What do we sell, where is it from? 

 ເອົາຂາງຫງ້ຄ, ມາ຅າກຢ ູ່ໃສ ? 

• 80% products come from Laos  

 80% ຜະລິຈຉະພນັມາ຅າກປະເທຈລາວ 

• 20% products come from outside of Laos  

 20% ຜະລິຈຉະພນັມາ຅າກບູ່ຬນຬືູ່ ນ 



Contracted organic  

rice farmers 

Sales at 

Shop 

AA farm-grown 

fresh produce On-farm  

packaging 

Non-AA  

packaged products 

(some organic) 

(e.g. tea, coffee, soap…) 

Non-AA  

fresh produce 

(certified organic)  

(e.g. cucumber, carrots, 

potatoes…)  

Direct local sales of fresh produce  

(restaurants, hotels, market) 

Off-farm  

packaging 

Direct export sales of grains 

(overseas buyers) 

On-farm  

drying/storage 
AA farm-grown 

field crops 

AgroAsie Value Chain 
ລະບບົຉູ່ຬຄໂສ ້ມ ນ຃ູ່າ 

2011-12 

Customers buy at shop  

OR by direct delivery 
Off-farm  

milling  

(contract) 





3. Who are our customers? 

ລ ກ຃າ້ທູ່ານໃຈມາແຉູ່ໃສ ? 

• Customers who come to the shop ລ ກ຃າ້ທີູ່ ມາໃນອາ້ນ 
– 95% expatriates  

» 85% Europeans / Americans 

» 10% Japanese / Koreans  

– 5% Lao  

• Most are temporary residents, not tourists 

 



3. Who are our customers? 

 ລ ກ຃າ້ທູ່ານໃຈມາແຉູ່ໃສ ? 
• Basket customers: ລ ກ຃າ້ປະ຅  າຬາທິຈ 

– Began home delivery in 2012 
– 100% expatriate 

• Mini-marts: ອາ້ນມນີມິາກ 
– 2011 = 4 shops, 2012 = 10 shops 
– Prefer dry products: beans, rice 

• Restaurants: ອາ້ນຬາຫານ 
– 2011 =  
– 2012 = 10 restaurants + hotels  
– Several have very consistent but small demand (Nov/12 = 2 mill Kip)  

 
• Monthly sales have expanded by 30-50% from 2011 to 2012  





4. What are the challenges & opportunities? 

 ແມ ູ່ນຫງຄ້ທີູ່ ເປັນໂຬກາຈທີູ່ ຈ ີແລະ ທາ້ທາງ ? 

1. Lack of reliability of suppliers ຂາຈ຃ວາມເຆືູ່ ຬໝ ັນ້ສ  າລບັຜ ້

ສະໜຬຄ 

2. Seasonality of expatriate customers ລ ກ຃າ້ຉາມລະຈ 
ການ 

3. Only a small % of Lao customers choose to buy 
organic products, market is still maturing 

 ຃ນົລາວທີູ່ ເຂ້ົາມາຆືສ້ນິ຃າ້ຬນິຆແີມ ູ່ນກ ູ່ມນຬ້ງ 

 



4. What are the challenges & opportunities? 

 ແມ ູ່ນຫງຄ້ທີູ່ ເປັນໂຬກາຈທີູ່ ຈ ີແລະ ທາ້ທາງ ? 

4. Difficult to develop export vegetable market 
without cold chain and export facilitation 

 ງາກຫ າງໃນການພຈັທະນາຉະຫ າຈຜຈັສ ົູ່ຄຬຬກ  

5. Mini-mart market share can expand – but we can 
only sell high quality of products AND need high 
quality packaging 

 ຢ ູ່ມນີມິາກຉຬ້ຄການໃຫຂ້າງຜະລິຉະພນັທີູ່ ມ຃ີຼຸນນະພາບ ແລະ ຈີ

ສ  າລບັກບັຫ ູ່ ເ຃ືູ່ ຬຄຂຬຄ 

6. Export products that match the market 

 ການສ ົູ່ຄສນິ຃າ້ຬຬກຜະລິຉະພນັຉຬ້ຄເທົູ່ າທຽມກນັຉະຫ າຈ 



Overall: we have seen an increasing sales trend over 

the last 2 years  

 ສຬຄປີທີູ່ ຜູ່ານມາຉະຫ າຈຬນິຆໄີຈຂ້ະຫງາງຂືນ້ 

4. What are the challenges & opportunities? 

 ແມ ູ່ນຫງຄ້ທີູ່ ເປັນໂຬກາຈທີູ່ ຈ ີແລະ ທາ້ທາງ ? 


