ORGANIC
Marketing Strategies

and

Systems

At the end of the workshop you will:

eHave an appreciation of the importance
of customer/supplier relationships
ave an understanding of the
importance of quality
clearer understanding of tre
anges in the market

Program

Introduction - marketing one of the keys to suc
arketing - Satisfying the Customer
ality is King
is the Customer?

There is no point of going to the
ense of growing and harvesting a ¢
if it cannot be

sold at a price




Marketing: Satisfying the Customer

The most important Rule in marketing:

Find a need in the market and fill it.

Quality is King

Consistent Quality

Presentation
eir eyes - they r

Who is the Customer?

Marketing is a Supply Chain

olesaler, The retailer and The co

Marketing Trends - The Present situation
rmarkets 85% of retail shelf space for sale of pro

bout 40% of the fresh fruit, vegetables and meat
significantly as consumers find it convenient
cts that will sell to as many people a

just purchase what is




Changing marketing systems

Conventional Grower Wholesaler Consumer
Marketing TS
Channel

Category -

Marketing Wholesaler Consumer
System 'S




World Overview of Organic Markets

Worth 59.1 billion US dollars or 44.5 billion euro

8% growth over the 2009 figures of 54.1 billion
dollars.

The United States of America was valued at
$26.7 billion or 20.2 billion euros

was valued at US $26.2 o




World Overview of Organic Markets

ertified organic wild collection — over 41 million

— 31 million hectares

as a major part of organic producti
se - certified for these acti

World Overview of Organic Markets

Italy
e 2008 survey
increase in sales of fresh and processed frui

rose by 16%
ice and eggs by 14 %

World Overview of Organic Markets

Italy
9 survey

verage growth in organic foods has been at
er year since 2004

se in the sales of fresh fruit and

World Overview of Organic Markets

Germany
he first three quarters of 2009
olesale organic food trade 6 % growth to 628

segment grew by 6.2 % (395 milli
% (233 million EUR),




World Overview of Organic Markets

USA

09 OTA survey
by 5.3% to reach $26.6 billion.
S. conventional food sales grew
sales grew by 5.1%

World Overview of Organic Markets

USA

n-food organic sales (cosmetics, body care, fib
es etc) grew by 9.1%

ntional non-food sales which had a 1%

d vegetables wer

World Overview of Organic Markets

USA

2008 OTA survey of U.S. sales of organic
cts

24.6 billion by the end of 2008

World Overview of Organic Markets

China

anic Food Development Center (OFDC)
ates domestic sales of organic products at
$US 500 million.
rtification organizations estima
ill increase by 30 to 50 % i




World Overview of Organic Markets

Peru

eru's exports of organic food rose by 13% in 200
$225 milliom

nic coffee is the major revenue earner.
the world's leading exporter of certifi

The Four P's

Price, Place, Product and Promotion

t is my Product?

Product and Market Diversity

"Never put all your eggs in one baske

sful farming needs good business

Strengths Weaknesses
General: Tomatoes: General: Tomatoes:
Many years Close Don't Limited capit
experience in friend is a understand available for
egetable tomato current market grading equipm
oduction grower changes Difficulty i
o major Family No quality obtaining reli
se problems business assurance staff
ily No major  system in place
disease
problems

ies




Organic Marketing Models
*Relationship marketing
Competitive advantage

t+ differentiation

Traditional Organic Markets

:Local markets
‘Farmers markets
:Local shops, restaurants, hotels etc

Gate Sales

oducer Marketing Organisations

key to developing successful supply chains is
lishing successful producer marketing organisat

ing groups
ethod used by a number of farmers and
mmodities

Organic Valley Family of Farms
1992 $2 million US Dollars
1997 $20 million
2002 $125 million
2003 $200 million
Organic Valley was able to pay price of $20.0
r hundredweight while the conventional pa
about $11 per hundredweight




The Ansoff matrix

ff's matrix provides a framework for analysing mar
rowth opportunities.

Emerging Markets

‘Marketing groups

PRODUCTS
Existing

‘Marketing Coops

cus on current Product

iness differentiation
Introduce new
varieties, change
packaging to

‘Internet

upermarkets

Marketing Plan
arketing plan should be a living document. This means that is should
table to change and a process of continuous improvement.

products are needed by the market?

W|nd°w Of OppOf'TUﬂlfy e the prices being paid for those products?
dow of opportunity is another tool

th, market size, and positiv

specifications they require so




The four most important things
to obtain a benefit from these workshops

1 Do
2 Do
3 Do

4 Do

Start doing it today

The information from these workshops is worthless
unless it is put into practice

World Overview of Organic Markets

Organic product sales continue to increase
despite the global slowdown trade

Market information from most countries
showing a consistent trend of a dynamic and
growing industry

Asia is the fastest growing region in the world
China and India are fuelling Asia’s growth

World Overview
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World Overview of Organic Markets

Future Trends

» The rest of the world, particularly the Asia Pacific
Region will grow rapidly as organic markets

Europe

North America
Others

Main Growth Areas

» Alcoholic beverages (wine, beer)

» Whole meals (ready to eat takeaway
and restaurants)

 Kids food, especially prepared
children's snacks

» Fibre products
» Cosmetics and body care products




Potential for High Value
Markets

Organic Laos as a Brand

the concept of an Organic Country — clean
onment

e much appeal, credibility and brand

otential for Laos to Export

e — especially Red Rice and Black Rice
it &Vegetables - processed and in season

products (cotton, alternative fibres including
0)

and Spices

Potential for High Value
Markets Laos

ort replacement — local food at local markets stop

— lower costs for producers
estaurants
ism opportunity (visito

oducer Marketing Organisations

key to developing successful supply chains is
lishing successful producer marketing organisati




Farmer Cooperatives
Qi

= Y & _
rganic Valley —the worlds largest
rganic business

rts January of 1988—a time when family farms were on
of extinction.

| of farmers in Southwestern Wisconsin’s ¢

Organic Valley Family of Farms

1992 $2 million US Dollars
1997 $20 million
2002 $125 million
2003 $200 million - Organic Valley was able to pay
price of $20.02 per hundredweight while the
conventional pay price was about $11 per
hundredweight

010 More than $1 billion

Valley 2002
otal of 515 farmers.

Conclusion

Fast Growing Market
High Value Market
eed for Multiple Markets
mestic, Retalil, Local and Export

Multiple Products
igh value niche rather than low value

that can be grow

Thank You

”~




