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Some well-know challenges of the current market

1. Current Local Market
- MISIG/IBEM (o HinRies §mhd)
Import/export scheme (esp. at provincial and national level)
. S‘I’ItimﬁﬂjﬁﬁmﬁﬁLﬁjﬁimmSLﬁiGﬁjﬁﬁmﬁ / Smﬂjﬁﬂjﬁﬁﬂj"’lﬁmﬁmHGﬁyInhLﬁjﬁ?m

I%(x?ort domestic products to neighboring countries / Import products for selling on local
markets

2. NGOs/Institutional Projects related to Market
- INHUHTTNS Shanfmmmunan:gim Shfigausnsonnyideing
too much focused on formal companies and contract farming

. 5818 fIHEM AN M Efﬂgﬁij: LE) SHGINM marketing and advertising for PG/AC not

included in project activities
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Market Demand
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» 9. MIHERNIGY: INERG I WNSIHS
Market Diversification 3 ijﬁi’[fi SHo
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Market Differentiation
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¢1iiSN / Place e
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Retail e

T \"
. .« L. . Thursday 3-7pm
- Work with existing retailers who already sell Farmingfon ¢ Kinnaman

-y
some local vegetables

- Use purchase contracts/quotations/invoices

Rural and Local Marketplace

- Negotiate with market owners to perform
advertising campaign

- Facilitate the local supply by set up wholesale
place in each market
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MItg§E N / Promotion

- Display farmer pledge and certification if any (ex. PGS
- Display product origin and specifications (tags, brochure)
>> Set up basic traceability system
( ex. can use data from PGS)

- Perform awareness and marketing campaigns (formal i

. . : . G0 PGROECDL ) &
with NGO/Private Sector or informal led directly by PG/AC)
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1. Outdoors and Print Ads /‘Vz ‘ ‘
2. Online Ads (FB, Google) " \

SOBERANIA
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Display products on Retails
- Start by basic product separation in outlets
> Local products/Imported products

- Retailers and farmers use basic tags on products to
differentiate PGS, GAP-aligned and others with
informal labels (not necessary with formal logo).

> Product Origin

> Product Specifications







