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Agenda: 

• Introduction 

• Key Ideas & Related Issues. 

• Conceptual Framework of the Business 
Development. 

• Case studies on Business Development 
through Value Chain Development: an 
experience of CAI. 

• Discussion. 



The Global Agricultural Imperative 
Introduction 

 The business of agriculture is cyclical, Political, environmental and economic headwinds create 
volatile and unpredictable swings. Agriculture systems must respond to both sudden shocks and 
smoldering crises that impact the livelihoods of producers and food security for consumers. 

 And globally, nearly 800 million people continue to go hungry, with two billion people suffering 
from malnutrition and poor health - many are small-scale. 



 The 2030 Agenda for Sustainable Development calls on countries to begin efforts 
to achieve the 17 SDGs over the next 15 years. The goals address the needs of people in 
both developed and developing countries, emphasizing that no one should be left behind. 
The Agenda addresses the three dimensions of sustainable development: social, economic 
and environmental, as well as important aspects related to peace, justice and effective 
institutions.                                                               
 The mobilization of means of implementation, including financial resources, 
technology development and transfer and capacity-building, as well as the role of 
partnerships, are also acknowledged as critical. 

Key Idea  1 



Key Idea 2 

Agriculture 
system must rise 
to the challenge 

of improving 
productivity to 
meet growing 
demand while 

becoming 
increasingly 
focused on 

sustainability. 

Our challenge is clear. How can we manage through the current storms and foster more sustainable 
inclusive growth during the agricultural business cycle, both now and in the years ahead? 

Our response and top priority must be to foster productivity and competitiveness throughout the 
agricultural value chain and in every phase of the business cycle. All participants in the value chain, 
regardless of scale, need to be able to manage costs and risk, invest for innovation and growth, and continue 
to collaborate so the world can more sustainably produce sufficient nutritious, affordable food, as well as 
feed, fiber and biofuel for our growing global population. 



Key Idea 3 

In a world dominated by bigbusiness, 
where economic control is in the hands of 
a few; where money is used to make more 
money, with utter disregard to the dignity 
of the people and the integrity of the 
environment; a paradigm shift has begun 
through co-operatives with their power to 
act for a sustainable future.  

Resolution of the 9th International Cooperative Alliance Asia Pacific (ICA-AP) Co-operative Forum 
Held during the events organised at the 12th ICA-AP Regional Assembly, New Delhi, India 

Theme: Co-operatives: The Power to Act for a Sustainable Future 
Adopted by the ICA-AP members and stakeholders participating at the 9th AP Co-operative Forum, on 17 November 2016. 

Conclusion Remark: 

We fully understand that the road ahead will be long and the climb will be 
steep, but we will certainly get there through our oneness and commitment 
because we firmly believe the DNA of co-operatives has come of age which 
are members-owned, value-based and sustainable enterprises. 



Definition: Value Chain 

A value chain is the integrated activities that cover from upstream to downstream (final 
consumers). The upstream activities comprise input development and production. The activities of 
midstream consists of product processing, storage, and packaging. Meanwhile, the downstream 
activities are marketing and distribution of products to consumers. The value chain development 
has to manage the relationships among business partners. Also it involves some mechanisms for 
information flows among stakeholders to drive business operations to achieve the mutual goals. 
Moreover, there are some facilitative supports from government offices, financial institutions and 
others such as the provision of basic infrastructures, laws, rules of quality products, research, 
trainings and suggestions on new innovations and technologies. 



Conceptual Framework of Value Chain Development 

Enhancing the capacities and value added of stakeholders in the value chain can be done by performing product research and development to 
improve the level of technological competencies, the creation of new innovations, product development, product branding, and the business 
concept design to develop marketing strategies to deliver products to customers in the target markets.  

The value chain 
development is designed 
to develop businesses 
operations of 
stakeholders in order to 
achieve mutual goals. 
This framework is applied 
from the concept of value 
chain development to 
increase value added of 
Stan Shih’s Smiling Curve 

Framework of value chain development to increase value added 
Source: Adaptation from the concept of Stan Shih’s Smiling Curve 

Conceptual  Framework 7 



Conceptual  Framework 1 

 There is huge potential to change the way food gets from the farm to our plates. As 
illustrated with the  picture, improvements can be made anywhere in the supply chain, they 
can be implemented simultaneously or not, they can be purely organizational or completely 
innovation driven 
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The Value Chain Platform 
Conceptual  Framework 2 



 
Business development services 

 
 Business development services are services that play supporting 

role to enhance the operation of the different stages of the value 
chain and the chain as a whole.  
 Business support services are, therefore, essential for the 

development and efficient performance of value chains and the 
transformation of subsistence agriculture into market orientation.  

 

 Business development services can be grouped into: 
 infrastructural services;  
 production and storage services;  
 marketing and business services;  
 financial services; and  
 policies and regulations.  

Conceptual  Framework 3 



Business development services 

• Basic infrastructural services includes market place development, 
roads and transportation, communications, energy supply, and water 
supply etc. 

• Production and storage services include input supply, genetic and 
production hardware from research, farm machinery services and supply, 
extension services, weather forecast and storage infrastructure etc. 

• Marketing and business support services include market information 
services, market intelligence, technical and business training services, 
facilitation of linkages of producers with buyers, organization and 
support for collective marketing etc.  

• Financial services include credit and saving services, banking services, 
risk insurance services, and futures markets etc.  

• Policy and regulatory services include land tenure security, market and 
trade regulations, investment incentives, legal services, and taxation etc. 

Conceptual  Framework 4 



Value chain upgrading  

 Value chain upgrading refers to improvements in the performance of chain actors 
and/or the whole chain. Value chain upgrading may also require improvements in 
service provision. 

 Types of value chain upgrading: 
 Process upgrading: process upgrading refers to the efficiency of production in 

terms of cost reduction, increasing the speed of delivery, reduction of post-
harvest losses, etc..  

 Product upgrading: product upgrading refers to the introduction of new 
products or improving existing products.  

 Functional upgrading: functional upgrading refers to the issue of which 
activities the actors in the chain should concentrate on.  

 In planning upgrading options of a value chain, it is also important to focus on the 
more important market channels of the value chain.  

 Moreover, value chain upgrading should target points of leverage that have a 
multiplier effect of interventions in order to maximize impact and outreach.  

 In order to identify sources of leverage, one has to look at four key indicators: 
system nodes; geographic clustering; policy and institutions; and 
infrastructure.  

Conceptual  Framework 5 



Value chain upgrading options  

 Input supply 
 Farm and firm level technical assistance and training needs 
 Farm and firm level business training needs 
 Market development 

 Market options 
 Improvements in the organization and coordination of market functions 
 Improvements in market information and market intelligence 
 Development of market institutions (grades and standards, contracts, 

legal framework etc.)  
 Establishment of market associations or producer groups/cooperatives 
 Improvements in market infrastructure (roads, transport, storage, 

processing, communication, electricity) 
 Improvements in financial services 
 Policy and regulatory issues (taxation, subsidy, laws, price control, etc.) 

Conceptual  Framework 6 



CAI’s Research experience 

CAI has played an essential role as the 
organization supporting the research to develop 
the cooperative system in Thailand for the past 
decade. The CAI was established in 2004 under 
the aforementioned strategy, its mandate is to be 
an academic institute that engages in research 
and academic support to the Co-operative 
Development both in co-operative movement and 
local community's sustainable development. The 
CAI is an organization in the Faculty of 
Economics, Kasetsart University and is a 
strategic unit of the Faculty of Economics on the 
promotion of interdisciplinary research and 
learning on the co-operative and community-
based economy by engaging faculty members and 
researchers across the country. Moreover, the CAI 
aims to foster, co-ordinate and promote the 
dissemination of interdisciplinary research related 
to co-operative economy in Thailand and related 
parties. The Development of Co-operatives and 
Fairtrade Research Programs (The DC&F) is the 
main research program of CAI supported by 
Thailand Research Fund (TRF) since 2004.  

The new agenda of Thai 
co-op Move. Dev.  

in 2nd Century. 

An experience of  CAI 



The Strategic Direction for Policy-led-research  
on The Development Cooperatives and Fairtrade (The DC&F) 

This picture shows the CAI’s research project supported by TRF. The research results and 
outcome have been applied and implemented both in policy making and operations in all levels 
of cooperatives and communities during 2000-2016. 

An experience of  CAI 



The New Business Model: Research Output from VCD 

Sampran Model 
Nakhon Pathom Province 

Kitchkood Model 
Chanthaburi Province 

Value Network of  
Hommali Rice Thailand 

Roi Et Province 

Moral Rice Value Network 
Yasothon Province 

Farmer Shop 
Bangkok Province 

Other 140 models in 45 provinces 

Tilapia value chain  
Petchaburi province 



The Framework of the research was designed to consist of 4 operation / activities. 
It was expected that a new business model occurred from  the research would 
effect the potential of competitiveness and sustainability. 

Research Methodology   
Conceptual  Framework 8 



Case Study I:  Kitchakood Model 

 The Kitchakood Model is a 
busiiness model of the Kitchakood 
Agricultural Co-operatives Ltd. in 
Chanthaburi province. It adopted the 
Value Chain Development platform in 
search of a solution to the highly 
volatile fruit markets, the challenges 
faced by the  co-operative members. 
The strategic framework for creating 
the Fruit Value Network and its 
economic and social implications for 
the communities 



Background: 

• Chanthaburi Province is situated on the 
east coast of Thailand. 

• The province covers 6,388 sq.km. 
• The majority of the pop. Is made up of 

farmers and fishermen. 
• Chanthaburi Province produces the 

largest share of produce at the national 
fruit market. 

• The most common tropical fruit tree 
species are the Mangosteen, Durian 
Sala and Rambutan. 



The Kitchkood Business Model 



Target Market of Products 

Source: The Department of Agriculture, July 2015 

International markers 
9,777 Tons 

15 Million US$ 

Retail/wholesale 
3,201.72 Tons 

2.5 Million US$ 

Network of  
Cooperatives 
457.01 Tons 

0.5 Million US$ 

Provincial Markets 
74.66 Tons 
53,142 US$ 

Other Markets 
3.44 Tons 
2,857 US$ 



Kitchakood’s best practices 

1) Empowering the new generations with the wisdom of the members, and passing along the objectives, 
methodology and the Cooperative’s values to the next generation. Members will then feel a sense of 
belonging and ownership for the Cooperative Union‚ so that the next generation inherits these values 
and passes them on. By promoting group participation activities‚ we can create good relations 
between farmers and members. Finally‚ an agenda will be set for an annual meeting so farmers and 
members can participate in Cooperative planning together and continue to operate towards the 
achievement of similar short-term goals. 

2) Educate farmers and members by providing relevant information‚ like marketing trends‚ 
transportation systems‚ harvesting techniques‚ etc. The goal is to help them adapt to the current 
global context of rapid change. Encourage members to produce only the best quality fruits. be self-
sufficient and exchange knowledge and experience with other farmers and members. 



Kitchakood’s best practices 

3)  Promote a food safety policy for farmers and members‚ in which they must be aware and 
can implement Good Agricultural Practices (GAP) standard at their farms. Encourage 
farmers and members to participate in GAP‚ and submit to farm audits (Q-Mark). Above 
all‚ assure that fruit production is traceable‚ to ensure quality for customers and help 
promote access to marketing channels. 



Kitchakood’s best practices 

4) Encourage member to understand and realize the important of doing daily record-keeping‚ which 
would include historical production‚ production and trade levels‚ etc. This information will help 
farmers and the Cooperative Union make joint decisions for production and marketing plan for 
subsequent seasons. 

5) Encourage member to meet with other groups or members of the Cooperatives Union so members can 
exchange experience and skills. The Cooperatives can follow up with their production activities‚ and 
help members come up with solutions during the process. 

6) Promote “learning by doing” for farm groups managing fruit quality development process and 
marketing channels. 



Kitchakood Agricultural Cooperative Ltd. 

Vision: To be the organizational center for agricultural production and business 
development working towards the stability and happiness of farmers and 
members. 

Goal:  
1. Cooperative member participate in organization activities and promote Cooperative 

business. 
2. The quality of agricultural products from members is guaranteed and generates a higher 

selling price at market. 
3. Cooperative business is managed effectively and efficiently and shepherds the completion 

of organizational and community activities. 
4. Cooperative management system contributes to efficient operations. 
5. Cooperative members and their families live healthy, positive lives. 

Al present, the Khao Kitchakood Co-ops is honored as the valuable Agri. Co-ops. The Living Learning 
Center was establish in order to distribute knowledge sharing for public. The center provide training 
services as well to others, counting national and international visitors.  



Case Study II: The Moral Rice Value Chain, Yasothon Province 

The story of Moral Rice began in 1994 in Yasothon  province. Although the farmers’ number 
of Thamma Roimjai Foundation was accredited to IFOAM Standards, there were expressed 
the low price of  their products. For this reason, they decide to develop the value chain of 
Kow Khunatham (Moral Rice) The main objective of The Moral Rice Project was to seek for 
the long-term resolution of the falling price problem as well as value creation of Organic 
Hommali Rice. 



This approach aims to encourage the alliance connection under the Value Chain Development 
through PAR method. It comprises of 3 operational steps, 1) Learning Development Process, 
2) Production Process, 3) Marketing Process as you can see in the picture. 



The Strategic Framework of the Moral Rice Value Network. 

The Dhama Ruamjai Fondation came together with CAI to develop farmer’ members who was to solve the 
problem by coming to practice the five precepts create branding of “Moral Rice” 



Lesson Learn from the Moral Rice Value Network 

The case study on “Moral Rice Value Network is an interesting concept for policymakers in 
establishing a new policy in solving and agricultural products price fluctuation problems 
based on reliance and co-operative values instead of involving the government’s 
interventionist policy which requires a huge budgeting. Not only can this approach solve the 
falling price problem in agricultural products, it also encourages farmers to apply the 
Sufficiency Economy Principles to their lives which will eventually lead to the development 
to the Fair-trade system 



The context of co-ops. 

• 15 primary agri. co-ops. 

• 1 provincial agri. co-ops. 

• 52,613 members 

• 632,661 acre 

• 27 million U.S. dollars (volume of 
rice gathering business in 2009) 

There are 15 agricultural co-operatives from five provinces in the 
northeastern part of Thailand participating in the research project. 
The area is known as “Thung Kula Ronghai”, the best location in 
Thailand for growing Hommali Rice which is done only once a 
year.  

Case Study III: Value Network of  Hommali Rice Thailand 
Roi Et Province 





The Result of Value Chain Management:  

1. An initiative of GAP Project for 
farmers 

2. An allocation of responsibilities among 
co-operatives regarding their core 
competency  

3. A new knowledge collection concerning 
branding with cooperation in order to 
create new market channels 



An initiative of the demo farm for farmers to learn on GAP. It can develop to be a learning 
center for cost reduction, production efficiency and knowledge management on the quality 
of production process for the farmers.  



An allocation of responsibilities among the co-operatives regarding their core competency. To illustrate, those 
large co-operatives with trucks and ISO / GMP standard mills are responsible for gathering, transporting, and 
processing the products according to the network business plan. The middle-size co-operatives with the seed 
processing plants are responsible for producing and selling quality seeds to the network associates. Those experts 
in the production of biological fertilizers are responsible for producing and selling fertilizer to the associates who 
join the project. The network management committee passed a resolution to entrust six agricultural co-operatives 
that have GMP standard mills with the packaging and distribution of the products under “Koet Bun” brand.  



Brand tracking by randomly selecting samples from the selection of 100 samples from 
customers at Kaset Fair, Kasetsart University, showed that the attitude of customers were 
‘good’ in terms of its value brand. The customers are willing to buy products from small 
farmers because they will get good products and also make merit by helping the poor.  



Conclusion – Future:  

As a result, the context of agricultural co-
operatives as the small farmers’ market channels 
has to find new management methods that can 
help to enhance competitiveness of the co-
operatives as well as to create the value added of 
products to the members.  

Although the research period of the project was only one year, its participatory action research 
methodology could numerously create learning and development among those participating. For 
example, the knowledge collection of strategic map, branding, trademark registration, GAP, and 
integrated supply chain management. More importantly, the value gained from the learning process under 
the platform of Thai Co-operative Hommali Rice Value Network has helped the co-operative leaders and 
managers to have an idea of holistic management as well as become aware of the importance of co-
operative business under the supply chain with the integrated cooperation among the co-operative 
associates to achieve mutual goals.  

The second stage of the network has now been supported by TRF. Its main objective is to promote Koet 
Bun Rice brand to be the brand of Thai Hommali rice which is now affected by the FTA, that is, low 
quality Hommali rice from neighbor countries can be easily imported and mixed with Thai rice. We 
hope that, as the co-operators, we can use the brand ‘Koet Bun Rice’ to protect the image of Thai 
Hommali rice in a sustainable manner.  



Case Study IV: The Sampran Model 

 The Sampran Value Business Group is another 
innovative value network business model. It is located at 
the Rose Garden Hotel, Sampran district, Nakorn Pratom 
province. The business group was founded by the owner of 
Rose Garden Hotel. The CAI provided the group with 
technical support in applying the principles of self-help 
and mutual help to overcome pollution from chemical-based 
farming in the neighborhood. The model promoted farmers' 
understanding and awareness of the benefits of organic 
farming that could contribute to their better living 
conditions and economic success. 

In this project, the “Sukjai Market” (Happy 
Market) was set up as a weekend market, where orchard 
farmers in the surrounding communities could bring their 
organic products to sell free of charges. The production of 
organic products was under close supervision of the CAI 
and the Rose Garden Hotel. Participating farmers did not 
only earn more than 1 million baht a month from selling 
their organic products, but they also learned about the 
principles of marketing, food safety as well as Good 
Agricultural Practice (GAP). Hence, the Sukjai Market 
has become the living learning center for everyone in the 
community 



The Strategic Framework for the Sampran Value Business Group. 



Sampran Model: A PPPP, People-Public-Private-Partnership Business Model for Sustainablity 



Lessons Learn 

Lesson learned from the Sampran Model was the community-based business model 
that applies the value chain development concept in designing the business system 
and uses the co-operative value in stimulating partnership by defining resolutions 
and common goals as the Ultimate Goal which consists of Sustainability and 
Happiness Society. Stakeholders can take part in all activities conducted under the 
value chain as well.  

This new relationship management and an appropriate operating process eventually 
brought about the PPPP Business Model which has now been a living learning 
center for more than 3,000 local and international visitors per month. 



Case Study V: The Farmer Shop Business Model 

Vision: The alternative retail store which consumer and 
producer are mutual owner. 

Slogan: Not for profit but far long term co-operative 
relationship in cooperation with members. 

The Farmer Shop Model 
focus on utilizing knowledge 
capital, social capital and 
economic capital to increase 
value of agricultural products 
toward the creative business 
model with Value Chain 
Development. 

The Vision of the Farmer 
Shop is “The Retail Store that 
Producers and Consumers are 
Mutual Owner. 



The Farmer Shop as a New Business Model 

The new business model that has rearranged the relation of stakeholders in the value chain. It was 
done in coordination with the supply side. (include co-ops, SMEs, community enterprise) and 
demand side (include consumer who are member.) 
Its’ ultimate goal is to develop value chain management system strengthening the fair trade and 
sustainable practices among participate partners, from both producing and consuming side.  



Implementation 

The research result show that the Farmer Shop has rearrange the relation of value chain management into 
alternative solution of SMEs, OTOP, Co-ops to access the new market and consumer within their 
community and  beyond. On the other hand, consumers can access the quality goods at the fair price and 
able to help supporting the small through their consumers. 



Lesson Learned from the Farmer Shop Business Model 

The research result at the 3rd year show that 
Farmer Shop business model will utilize 5 
cover value which result from the VCD, that 
are 
1) The demand creation for the local farmers’ 

products within the community through 
the business mechanism will reduce the 
problem on market accessibility and low 
bargaining power of local farmers. 

2) The capacity building for the partners in 
the supply side will enable them to 
improve the quality of products and their 
competitiveness. 

3) The advocacy campaign for consumers on 
feed safety and locality as well as the fair 
trade philosophy will promote consumers’ 
awareness. 

4) This Business Model will be scale-up and extend to various community shop across the country in 
order community dev. goal the “Civil State Smile Shop”. 

5) This business model will establish social movement that inspires individuals and community to aware 
the value of fair trade system. 

Five Core Values of the Farmer Shop 



New Challenge 

At present; The Farmer Shop Business Model has been modified into the Civil State Smile Shop (C3S) 
by Agrarian Reform Sub-Committee, National Council Reform. These approach is to establish a new 
business model in local  and urban community through “Start –up” Target group. 



Case Study VI: Tilapic value chain of Petchaburi province 

Location of Farmer group in Pho Phra village, Muang district, Phetchaburi province 



Value Chain Analysis 

Source: Adaptation from USAID, www.microlinks.org 



The strategic framework value chain development 
www.cai.ku.ac.th  

The value chain development comprises nine steps: 1) determination of target groups (it can be farmers’ group or 
cooperatives), 2) value chain analysis, 3) determination of business concept, 4) determination of strategic 
approaches, 5) determination of target markets and marketing strategic plan, 6) design of business system under the 
value chain, 7) making business action plans, 8) implementation to achieve common mutual goals 9) monitoring and 
controlling of results.  



Value Chain Mapping by Actors 



Mapping Value Adding 

Fresh Fish Dried Fish Fried Fish 



Framework of Business Plan Formulation   



Stakeholders and business partners in tilapia value chain of Pho Phra group 



Organizational structure of Pho Phra group 



The popular species of tilapia: Chitralada 3 
Tilapia farming in earthen pond 

Fish catching The process of output grading 





Conclusion 1 

• Lessons learned from the DC&F Research Program in the past 
decade pointed out that it is necessary for co-operatives, as an 
organization for the members and community, to adjust the 
mindset and operating processes. The challenge is how co-
operatives can apply the co-operative spirits in effectively 
improving the human capital, the organization, and the business 
system for the benefits of the members and community following 
the sustainable development 

• The case study mentioned earlier showed the conceptual 
framework and platform for enhancing the co-operative 
operation using value chain development concept. This can lead 
to functional upgrading, process upgrading, product upgrading, 
and chain upgrading. Stakeholders from public sector, academic 
sector, private sector, and communities can also take part in the 
business system to achieve their mutual goals.  

• The conceptual framework and platform using value chain 
development will mitigate co-operative weaknesses and 
difficulties which are resulted from economy structural problems 
in the New Economy. Moreover, they will provide more 
opportunities in learning and applying appropriate technological 
innovation in the business as well as systematically network the 
business with strategic partners based on the co-operative value 
so that co-operatives will be more competitive.  



Investing Sustainable Value Chains 
 Climate change and land degradation, along 
with the decline in critical natural resources are driving 
actors along the agricultural value chain to produce, 
manufacture, transport and retail food more sustainably. 
Sustainable value chains are also driven by market forces, 
particularly by consumers who are increasingly interested 
in buying — often at premium prices — products that are 
responsibly and sustainably sourced. 

Conclusion 2 

 Improving the sustainability of an agricultural value chain requires a significant 
investment in research, technology development and training, as well as certification processes to inform 
consumers about sustainability achievements. Public-private partnerships bring together knowledge and 
funding to transform value chains and create new market opportunities for participants of all scales in the 
agricultural value chain. 
To successfully monitor progress toward sustainability need to be integrated into a  set of indicators that 
measure the environmental, social and economic impacts of agricultural value chains 

 Inclusive sustainability concept  can help policymakers make strategic 
investments that not only improve food and nutrition security, but also do maximizes the use 
of natural resources and produces economic and social value for people along the agricultural 
value chain. 



 At the heart of the agricultural value chain concept is the idea of actors connected 
along a chain producing and delivering goods to consumers through a sequence of 
activities. However, this “vertical” chain cannot function in isolation and an important aspect 
of the value chain approach is that it also considers “horizontal” impacts on the chain, such as 
input and finance provision, extension support and the general enabling environment. The 
approach has been found useful, particularly by donors, in that it has resulted in a 
consideration of all those factors impacting on the ability of farmers to access markets 
profitably, leading to a broader range of chain interventions. It is used both for upgrading 
existing chains and for donors to identify market opportunities for small farmers. 

Conclusion 3 





20 

61 
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