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BRONZE MEMBERS

1. China, AC Winexpo Co., Ltd.

CHAIRMAN

Mr. Sein Win Hlaing
Central Executive Committee Member, UMFCCI
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2. Dr. Han Jizhi, SAG, China
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4. Y. Brs. Tn. Hj. Ahmad B. Ishak, FAMA, Malaysia
5. Mr. Sein Win Hlaing, UMFCCI, Myanmar
6. Mr. Hari Narayan Shah, NFC, Nepal
7. Mr. Youn-Soo Kim, NACF, Korea, Republic of
8. Mr. Angelito T. Banayo, NFA, Philippines
9. Mr. Daya D.K. Gamage, Daya Group, Sri Lanka
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Ms. Chanerin Maneechansook Program Assistant
Ms. Napanit Vinitchevit Program Coordinator
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c/o FAO Annex
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Tel: +66 2 2823136-7
Fax: +66 2 2823138
E-mail: info@afmaasia.org
Website: www.afmaasia.org

Office hours: 07.30-15.45 hrs. (GMT+7)

It is my pleasure to bring you information about the Myanmar Agro-
Tech Expo and the Myanmar International Trade and Investment Summit,
from my visit to Yangon in early March.

I took the chance to visit AFMA’s Chairman at the
Myanmar Paddy Producers Association. I learnt that the
Myanmar Rice Industry Association (MRIA) has changed
its name to the Myanmar Rice Federation (MRF) to suit
its structure as the Federation aiming to include all
stakeholders in the rice supply chain in Myanmar.
Mr. Sein Win Hlaing, AFMA Chairman, is the Vice-
President of MRF.

From the first quarter of this year, AFMA’s
Secretariat has been settled in a newly renovated office

in the FAO Annex building on Larn Luang Road, Bangkok. Contact details are
included in this Newsletter.

An invitation to the 33rd Executive Committee (EXCOM) Meeting might
have reached EXCOM members by now. The 33rd EXCOM will be held in
parallel with the Hong Kong Food Expo on 16th August this year. Non-
executive members, who wish to participate in this event at their own cost,
should contact AFMA’s Secretariat for special arrangements.

This year will be the 30th Anniversary of AFMA, we will announce soon
on what celebration is coming next.

Best wishes,
Juejan

AFMA Newsletter

The AFMA Newsletter is published quarterly and distributed to
members, FAO Representatives, embassies, universities and marketing
agencies throughout Asia and the Pacific. Its purpose is to provide
information on AFMA’s events, as well as information and ideas on
international and regional agricultural food policy, trading and marketing. To
submit news items or to advertise with us, please visit www.afmaasia.org.

Juejan Tangtermthong Editor
Andrew Shepherd Honorary editor

Leave your e-mail to receive an e-copy
Visit http://www.afmaasia.org/receive_news_from_us.php

Complete the form and pay to receive a color print copy
(postal charge starts from US$ 20/year), visit
http://www.afmaasia.org/images/pdf/subscription.pdf

To ensure you don’t miss any issue of AFMA’s Newsletter

Source: Reproduced from Marketing Extension Guide (2): Understanding and using
market information ©FAO 2000
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Myanmar Agro-Tech Expo 2013
By Mr. Zaw Ye Tun

Corporate Executive,
Myanmar Agribusiness Public Corporation Limited

AFMA was a supporting organization for the Myanmar
International Trade and Investment Summit (MITIS), which was
held at the Sedona Hotel in Yangon from 4-5 March 2013.
Mr. Sein Win Hlaing, Chairman of AFMA, participated together
with AFMA’s Executive Director.

The meeting shared experiences on opportunities and
challenges for investment in Myanmar. Speakers were
directors from several industries such as construction,
transportation, hotels and tourism, real estate, agriculture and
telecommunications. There were also informative sessions
from government and private firms on regulations, joint-
venture agreements, finance and market access.

Investment in Myanmar is now open for 100% foreign
ownership or joint venture (with public or private enterprise),
depending on the industry. The joint venture has become
a regular practice because of many advantages, such

as a reduction in risk,
improved land acquisition
and better market access.
In Myanmar, foreigners
cannot own land but land
can be leased from local
government, citizens or
a local company. The
tax holiday for investment
has been extended from
3 years to 5 years under
the new foreign investment
law (November, 2012)
according to Ms. Cho Cho
Wynn, Deputy Director
General, Directorate of
Investment and Company
Administration (DICA).

The agricultural sector
accounts for 36% of GDP in
Myanmar, 61% of the
labour force and 28% of
export value. Agriculture
uses 18.8% of total land

in the country. Major agricultural areas are in Kachin, Chin and
Shan states. Before 1988, all agricultural produce had to be
sold to the government for food security reasons, but after
that time farmers could trade freely, both in domestic and
export markets, except for rice, which was subject to export
restrictions. However, after 2003, all agricultural products
including rice can be exported, according to Mr. Aung Hlaing,
Deputy Director General of the Ministry of Agriculture and
Irrigation (MOAI). Rice and pulses are the main products
exported.

News and Events
Opportunities for agricultural
investment in Myanmar
By Juejan Tangtermthong

Map of Myanmar

Pulses from a booth run by Ayeyawady Divison

To celebrate Myanmar’s Farmers’ Day or Peasants’ Day
the Myanmar Agro-Tech Expo 2013 (MATE) started on
2nd March (Peasants’ Day this year). The Expo was held
from 2-5 March 2013 at the Myanmar Convention Center,
Yangon. The event was organized by Myanmar
Agribusiness Public Corporation Ltd. (MAPCO) with
cooperation of Myanmar Rice Federation, the Ministry
of Commerce and Myanmar Agribusiness Public
Corporation Limited.

The objectives of MATE are to develop agricultural
commodity production, to modernize agricultural
farming machinery and to promote agricultural
knowledge. The Vice President of the Union of Myanmar,
Mr. Nyan Htun, attended the opening ceremony and
delivered the address. The Chairman of UMFCCI-Mr. Win
Aung, Chairman of Myanmar Rice Federation-Mr. Chit
Khine, Chairman of Myanmar Rice Millers Association-
Mr. Tin Win, Chairman of Myanmar Paddy and Rice
Traders Association-Mr. Aung Than Oo, Chairman of
Myanmar Paddy Producers Association-Mr. Sein Win
Hlaing and Chairman of Myanmar Farmer Association-
Dr. Soe Tun also attended the opening ceremony.

Displays from well-known companies (e.g. from
Japan, China, India, Germany, Korea) included rice mills
and sorting machines, farming machinery and other
technologies, modern packaging equipment and solar
equipment. A total of 66 companies and government
agencies including MAPT (Myanmar Agriculture Produce
Trading), states and divisions, exhibited at 190 booths.
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Mr. Aung Hlaing
added that challenges for
the agricultural industry
are the irrigation system
and R&D (research and
development). Although
Myanmar has more than
200 dams, the irrigation
system is not sufficient to
meet all agricultural needs.
R&D is one of the biggest
challenges because tech-
nology lags far behind. The
technology needed covers
storage, postharvest and
processing. The govern-
ment is encouraging
foreign investors to invest

in agro-based industry to add value to agricultural production.
Besides, the food supply chain in Myanmar has to catch

up with neighbouring countries through the growth of local
supermarket chains, hotels and restaurants. The cooperative
culture is not well accepted in Myanmar because farmers are
afraid of socialism, according to Mr. Aung Hlaing. Contract

Mr. Aung Hlaing, DDG, Ministry of
Agriculture and Irrigation at MITIS

farming also needs to be promoted and developed to supply
the demand. Great opportunities are available for the
agricultural input industry such as seeds and fertilizer.
However, there have been many cases of fake fertilizers, and
the seed and fertilizer laws must be enforced.

Myanmar can produce tropical and sub-tropical crops. It
has 5.4 million hectares of uncultivated land that can be
developed. Among these, 1.9 million hectares are in Shan
State. This provides another opportunity for investment in
plantation technology (e.g. irrigation, off-season production
technology, harvesting). To the writer, however, there are still
disputes about land ownership because farmers claim that
land had been taken away under past regimes. On the other
hand, all government livestock farms, which account for
around 1% of the livestock industry in Myanmar, will be
handed over to the private sector, according to Dr. Myint
Thein, Director General of the Directorate of Livestock and
Fisheries Department.

DICA will soon open a One-Stop Service for company
registration, so that companies no longer need to go to the
capital, Naypyitaw. All information on investment and
company registration in Myanmar can be found from DICA’s
website (www.dica.gov.mm).

coops generally. In addition, it uses an innovative strategy to
link and strengthen relationships between farmers and
consumers. Rather than focusing only on expanding the
market, iCOOP KOREA’s competitiveness implies the
production of commodities to satisfy consumers’ needs on
a sustainable basis.

Figure 2. Conceptual diagram of iCOOP KOREA’s business operation and consumer coop movement

This article is a summary of a paper presented at the
Regional Symposium on Marketing and Finance of the Organic
Supply Chain, held in Seoul, Korea on 23-26 September 2012.
If you are interested to read the full paper, please send an
e-mail to AFMA’s Secretariat at info@afmaasia.org
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Featured articles from page 5

Distribution of Environmentally Friendly Agricultural Products by Consumer Cooperatives in Korea: The Sales and Purchase Strategy
of iCOOP KOREA (continued)

Business Activities
(iCOOP)

Membership Due
System

Concentration of
Business Operation

Expansion of National Distribution System
(15 distribution centers)

Establishment of Subsidiaries
(iCOOP CS, S&D, etc.)

Pursuit of
Distribution Efficiency

Consumer Movement for 
Eco-Friendly Agricultural

Products

Promotion of environment-friendly agriculture, protection and support of domestic agriculture

Organization Activities
(local Co-ops)

Vitalization of
Management Committee

Specialization of
Organization

Support for establishment of new local coops
(1 000 activities in 75 member co-ops)

Operation of sale stores in local co-ops
(specializing in eco-friendly agricultural products)

Management stabilization
of local co-ops through
stable revenue system
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Feature Articles

iCOOP KOREA was established in 1997 by the
collaboration of six small local consumer cooperatives
(coops) so as to solve management difficulties in trading
environmentally friendly agricultural products. Formerly, local
consumer coops handled all aspects of distribution processes,
from collecting products to delivery to consumers. This
became a crucial problem for local coops because they had to
carry the high cost of distribution and this resulted in high
sales prices, which made them uncompetitive. iCOOP KOREA
was set up to solve these problems by combining the
operation of local coops, such as order placement, purchase
and delivery of products, financing, accounting and building
up a nationwide logistics system. By entrusting their business
to iCOOP KOREA, small local coops could then focus on other
management tasks.

Local coops focus on organizing activities to increase
the number of members, while iCOOP KOREA takes full charge
of logistics (Figure 1). The nationwide logistics system was
constructed simultaneously with the beginning of this
scheme. Meanwhile, the membership scheme is also an
important strategy that boosts revenue of iCOOP KOREA.

By paying a fixed monthly membership fee, members
share the operational cost of local coops. In return, members
are able to buy environmentally friendly agricultural products
at the producer price with a small logistics fee. Besides,
members can ensure the quality of purchased products
through a transparent and fair transaction system. iCOOP
KOREA, on the other hand, earns income by charging a
distribution fee.

The membership fees are also used for the local coops’
management and for the operation of iCOOP KOREA’s national

Distribution of Environmentally Friendly Agricultural Products by Consumer
Cooperatives in Korea: The Sales and Purchase Strategy of iCOOP KOREA
By Eunmee Jeong1

Edited by Chanerin Maneechansook

activities, which include the support of a certification center,
a mutual aid society, opening new retail stores, operation
of a research institute and stabilizing prices of agricultural
products. These activities help in promoting the production
and consumption of environmentally friendly agricultural
products. Figure 2, below, presents a conceptual diagram of
iCOOP KOREA’s business operation and consumer coop
movement.

The purchasing strategy of iCOOP involves a production
contract. It implements a proxy sales system for the farmers’
entire production, according to a consumption plan. This
means that iCOOP KOREA takes full responsibility for selling
the entire production. The reasons that iCOOP KOREA operates
this system are the shortage of environmentally friendly
agricultural products. Demand has been increasing 40%
annually for the past five years. There is also a direct
involvement in food processing by operating processing
companies who are subsidiaries that local coops and farmers
invest in.

The pricing policy adopted by iCOOP KOREA is flexible.
The consumer price changes in accordance with the market
and coop members’ demands. The flexible pricing system
consists of a basic price, target price and a price stabilization
fund. This system gives advantages in ensuring a basic price.
At the same time, farmers can minimize losses when their
products are sold under the target price, by receiving
compensation from the price stabilization fund.

iCOOP KOREA is a good example of a community
enterprise that can expand with investment from members
and provide good services. It’s a model of reducing logistic
costs that are a major problem to small farmers and local

1 Senior Research Fellow, Korean Rural Economic Institute (KREI), 4-102 Hoegi-Dong, Dongdaemoon-Ku, Seoul 130-710,
Republic of Korea E-mail: jeongem@krei.re.kr

Figure 1. The change of business structure of local coops to iCOOP KOREA
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The growing con-
cern of consumers about
the use of agro-chemicals
and about food safety has
increased the demand for
organic products in Japan.
Food processors and
retailers, in response, try
to differentiate their
products by promoting
ethical labels or brands.
The word “Yuki-shokuhin”
(white snow food) in
the Japanese language
generally refers to the
foods that have been
grown or processed using few or no chemical additives. An
organic certification scheme has been developed since 2000.
However this led to confusion between the terms “Organic”
and “Yuki-shokuhin” in the market.

Nowadays, coffee is gaining popularity globally,
including in a tea-drinking nation like Japan, which was the
world’s third largest coffee importer in 2009, according to the
International Coffee Organization. Though there is neither
a record of the sales volume nor sales value of organic coffee,
it’s estimated that imports of this type of coffee increased by
83% from 2004-2009.

A study in coffee consumption behaviour was
conducted in three cities, namely Tokyo, Kobe and Shizuoka in
order to explore consumers’ perceptions and attitudes towards
organic certification. Findings from face-to-face interviews
with 162 consumers from different backgrounds found that
respondents consumed on average 10.4 cups of coffee per
week. In order of importance they drank coffee at home,
work/study and restaurant/café.

There was a distinct relationship between three
classified groups of respondents and the importance they paid
to food ethics, nutrition and health. Gender and education
were significant variables that influenced shopping behaviour
of respondents in each group. Women placed more
importance on experiential and credence attributes than men.

The presence of organic coffee in Japan had been
noticed by three-quarters of the respondents, although only
19% knew where to buy organic coffee. The places that they
went to buy organic coffee were speciality grocery stores,
follow by supermarkets and speciality coffee shops.

Perceptions and attitudes towards organic certification for Japanese coffee
consumers
By Rino Tamaki1 and Peter J. Batt 2

Edited by Chanerin Maneechansook

Consumers who were aware of organic certification
were more likely to agree with the statement that organic
products were better than conventional products in term of
ecological processes, impact on the environment and health.

The study revealed the different willingness to pay
premium prices for organic coffee between respondents who
were aware or unaware of organics, as shown in Figure 1.
However the differences were not great.

Regarding the opinions of respondents who had
consumed organic coffees, half of them felt disappointed with
the taste when compared with conventional coffee, while only
few respondents felt safe after drinking organic coffee.

The results of this study provide a picture of the organic
coffee market in Japan and assist companies to understand
consumers’ behaviour and their attitude towards organic
certification. It is recommended that organic coffee needs to
be more differentiated from conventional coffee. Taste, aroma
and type of bean should be given priority to make this
differentiation because consumption experience has a great
influence on consumers’ decisions to subsequently purchase
organic coffee. This is more important than the perception of
organic labeling.

This article has been summarized from a publication
presented at the Regional Symposium on Marketing
and Finance of the Organic Supply Chain, 23-26 September
2012 in Seoul, Korea. If you are interested to read the full
publication, please send an e-mail to AFMA Secretariat at
info@afmaasia.org

1 Post graduate student, Agribusiness, Curtin University, G.P.O. Box U1987
Perth, Western Australia 6845 E-mail: rino.tamaki@postgrad.curtin.edu.au,
www.curtin.edu.au
2 Professor, School of Management, Curtin University, G.P.O. Box U1987
Perth, Western Australia 6845 E-mail: p.batt@.curtin.edu.au, www.
curtin.edu.au

Figure 1. Propensity to pay for organic coffee by awareness of
organic coffee
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Upcoming Activities
Myanmar Investment Submit 2013
14-15 May 2013, Hong Kong

Resource-rich with a population of 60 million, the recent easing of sanctions on Myanmar
means that investors from all over the world are assessing opportunities in Asia’s last frontier
market. Meet the top Myanmar business partners at the Myanmar Investment Summit, while
gaining access to the growth sectors for investment.

The event will take place in Hong Kong on 14-15 May 2013. Members who are interested
in this event should contact AFMA to receive a 10 per cent discount. Learn more about this

activity at http://www.afmaasia.org/activities.php

Into Myanmar: Agri Trade Summit 2013
19-21 June 2013, Yangon, Myanmar

The Summit wide-ranging and complete coverage of Myanmar’s agricultural activities
provide the strategic platform where buyers, sellers, brokers, farm owners, bankers, insurers,
region & township farming leaders can meet with the world’s top agri traders, investors and
agricultural experts. In addition, downstream food processing, canning and packaging
entrepreneurs can seek new overseas markets and learn from some of the leading international
food marketing & buying companies. For more details, visit www.magenta-global.com.sg/

myanmaragritrade2013/or email r.raj@magenta-global.com.sg

AFMA’s Executive Committee Meeting
15-17 August 2013, Hong Kong

It is almost time for the 33rd Executive Committee (EXCOM) meeting. EXCOM members will
assemble to review AFMA’s achievements, discuss our ongoing projects and plan what more can
be done to stimulate our community. AFMA’s Secretariat will be pleased to welcome senior
delegates of our executive members at the Harbourview Hotel, Hong Kong on 15-17 August
2013.  More details about the 33rd EXCOM meeting of AFMA can be found at http://
www.afmaasia.org/Excom33/

The meeting will be held at the same time as the Hong Kong Food Expo 2013 (15-19 August) at the Hong Kong Convention and
Event Center. After the EXCOM meeting, members can spend their time to update their contacts at the Food Expo 2013.  

To help you get the most from your trip to Hong Kong, AFMA’s Secretariat will also organize a day trip on 15 August for member
and spouses. The program includes the attractions of Hong Kong such as Victoria Peak, Peak Tram, Aberdeen Fishing Village and Stanley
Market. Moreover, participants can visit the Western Wholesale Market and the Hong Kong Food Expo 2013. The fee for this day trip
includes lunch and one night hotel accommodation at USD199 for EXCOM-members and USD359 for individual and non-EXCOM
members. For more information, please contact the secretariat. Availability is on a first-come-first-served basis.

Myanmar Rice Federation
Myanmar Paddy Producers Association

AFMA’s Executive Director visited Mr. Sein Win Hlaing,
AFMA’s Chairman, at the Myanmar Paddy Producers Association
(MPPA), where he also holds the position of Chairman. The office
of MPPA is located at the UMFCCI Building in Lanmadaw
Township, Yangon. MAPPA is a non-government organization. It
closely cooperates with the government and with paddy
producers on price stability, social activities and dissemination of

related information.
The Myanmar Rice Industry

Association (MRIA) has changed its
name to Myanmar Rice Federation

(MRF). The structure of MRF has not changed, however. It consists
of three rice stakeholder associations: Myanmar Paddy Producers
Association, Myanmar Rice Millers Association and Myanmar
Paddy and Rice Traders Association. MRF is responsible to ensure
the sustainability of the rice sector and coordinates trading
negotiation and advocacy. MRF actively welcomes traders and

Members’ News
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Mr. Youn-Soo Kim

investors from international markets to collaborate with the
Myanmar rice sectors. Currently, the President of MRF is Mr. Chit
Khine. Mr. Sein Win Hlaing is Vice-President.

For more information about MRF, visit www.myanmarri
ceindustry.org.

Congratulations to Mr.Youn-Soo Kim, the new General
Manager of NACF

AFMA would like to congratulate
Mr. Youn-Soo Kim, the new General Manager,
International Cooperation Office, of the
National Agricultural Cooperative Federation
(NACF), Korea. Mr. Youn-Soo Kim has worked
for NACF since 1987 and was promoted
to General Manger on January 22, 2013.
Mr. Si-Hyung Jo, the previous GM, now works
at NACF’s Chungnam Regional Center of the
Credit Guarantee Fund for Farmers and

Fishermen, where he is Center Chief.
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PRINTED MATTER

This newly published book by the Asian Development Bank and the International Food Policy
Research Institute (IFPRI) presents findings of a study on the transformation of value chains for rice
and potatoes in Bangladesh, the People’s Republic of China and India after the food price rise in
2007-2008.

About 3,500 respondents who were farmers, traders, millers, cold storage operators, and
traditional and modern retailers were surveyed in the three economies to compare East and South
Asia.

Features of transformations are described by value chain segment. The Upstream segment
refers to the farm level. Collectors, processors and traders are grouped in the Midstream segment,
while the Downstream segment refers to retailers.

Results of the study show that farmers, regardless of farm size, operate in a commercial way.
They use farm inputs extensively and have better access to mechanized technologies. In the rice
sector, milling has become modernized. The number of village mills is declining, with an emergence
of large mills established by private sector. In the potato sector, there has been
a rapid growth in the use of cold storage facilities (CSFs), especially in India and Bangladesh, where
government provides partial support. This expansion has, in part, been made possible by an

The Quiet Revolution in Staple Food Value Chains: Enter the Dragon, the Elephant,
and the Tiger
By Thomas Reardon, Kevin Chen, Bart Minten and Lourdes Adriano

expansion of the power grid. Advantages of CSFs to farmers are that they gain higher prices by storing. Consumers can now access
potatoes year-round.

The penetration of supermarkets in the local market has changed the supply chain’s structure to one involving more direct
relations. Branding and packaging development create differentiation of products from the competitors’ and also allow for traceability.

In the final chapter, the book concludes that value chain transformation has had a great effects on farmers’ incomes and on rural
employment and has increased accessibility and affordability for urban consumers.

To read the full publication, please visit http://www.adb.org/sites/default/files/pub/2012/quiet-revolution-staple-food-value-
chains.pdf


