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Overview 28&9U
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1. Why an organic shop?
(Junggsaudus ?

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

3. Who are our customers?
aneanaulovagnls ?

4. What are the challenges and opportumtles?
CUUNg9RIUIeNI0Rs war hanae ?
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1. Why an organic shop? cﬁumégs”qn%né‘ 7

e 2009: Conducted a market survey in Vientiane
0T 2009: mwaanmggwgqjg%
— Consumers were interested to buy organic foods
— Existing organic production was not yet sufficient

e 2010: AgroAsie registered as organic business
g8 2010: ealpeigeionsvjuEoyasfiodusd
— 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? cﬁumégs”qn%né‘ 7

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

0T 2010: ealpiegeta@osanguaudoTu

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

— To sell local Lao products where possible

e 2010: We began our organic farm in Sangthong
District
gD 2010: eatpeigutoduEogouneSiadusy
(9959199
— Vegetables, fruits, and grains

— Develop commercial organic production systems and training centre



1. Why an organic shop? aﬁnméﬁsﬁu%u‘é ?

e Functions of the shop m’iﬂz‘n‘zagé’w

— 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?
(Sazaeme9, varmndls 2

e We sell ~150 products including: §uaatSa2aa008
Jeau150 210
— Fresh vegetables and fruit
— Tea and coffee
— Nutrition supplements
— Healthcare products
— Handicrafts
— Lao lao...
























2. What do we sell, where is it from?
(Sazaeme9, varmndls 2

e 80% products come from Laos

80% cIzDOOWUUNFINULNORND

e 20% products come from outside of Laos

20% eIxS00zduUI9NUoVSU



AgroAsie Value Chain
VSINELIE BN

Non-AA
fresh produce
(certified organic)
g. cucumber, carrots
potatoes. ..

2011-12

AA farm-grown

Non-AA
packaged products
(some organic)
Nea, coffee, soz

Sales at

fresh produce ! On-farm
packaging
AA farm-grown | — = On-fam L, Off-farm | | Off-farm
: drying/storage milling packaging
field crops
3 (contract)

Contracted organic
rice farmers

v

Shop | ™
Customers buy at shop
OR by direct delivery

Direct local sales of fresh produce
(restaurants, hotels, market)

Direct export sales of grains
(overseas buyers)



Types of Products Solk 2012
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3. WhO are our CUStOmerS?
@néﬂmw%mcwﬁ?a ?

e Customers who come to the shop gnaaiivatusau

— 95% expatriates
» 85% Europeans / Americans
» 10% Japanese / Koreans

— 5% Lao
e Most are temporary residents, not tourists



3. WhO are our CUStOmerS?
agnémfmn?omcccﬁa ?

e Basket customers: 233’15612}8'561861510

— Began home delivery in 2012
— 100% expatriate

e Mini-marts: S9U0TLN
— 2011 =4 shops, 2012 = 10 shops
— Prefer dry prgducts: beans, rice
e Restaurants: SaU929U191U
— 2011 =
— 2012 =10 restaurants + hotels
— Several have very consistent but small demand (Nov/12 = 2 mill Kip)

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



Types of Customers: 2012

Mini-mart
Basket or sdles
Home Delivery 59,
10%

Shop sales
81%

APa AcrOASIE

Re staurant’
Hotel sales
4%



4. What are the challenges & opportunltles?
ccuwmagmcﬁn?emomo (L NANIE ?

1. Lack of reliability of suppliers 2a0a09uSeuifugaaues
SR

2. Seasonality of expatriate customers @ﬂéﬂmﬂuagg
NaU

3. Only a small % of Lao customers choose to buy
organlc products market is still maturlng
&mmamcmmaawmawacwuﬂuuaa



4. What are the challenges & opportunltles?
acuwmagmaﬁw?amomo (L NANIE ?

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

5. Mini-mart market share can expand — but we can
only sell high quality of products AND need high
quality packaging
%]ﬁﬁUﬂﬂ683ﬂﬂUTﬁQ‘]‘é)Cﬂ%ﬁmg?ﬁUfBﬁ WUBWIY €y O
SINUNTVN (6199299

6. Export products that match the market
nawgyFuaasenuensdunsydianuiiunzgao



4. What are the chaIIenges & opportunltles?
ccuwmagmcﬁn?emomo (L NANIE ?

Overall: we have seen an increasing sales trend over
the last 2 years

3990HuUInEn 08Ut a2snyae S



