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FOREWORD

By Alan Johnson and Dominic Smith, M4P

One of the most visible signs of globalization, urbanization and the increasing integration of
economic systems is the rapid increase in the supermarket as the dominant form of food
retailing throughout much of the world. The rise of supermarkets has resulted in the most rapid
and large scale change in food purchasing and production habits in human history.

As Vietnam's economy grows rapidly, becomes increasingly urbanized and integrates further
into the global economy, supermarkets are playing an increasingly important role in food
retailing systems, and exerting a significant impact upon food production and distribution
systems.

As the majority of the poor are concentrated in rural areas, and rely on agriculture for the
majority of their earnings, it is inevitable that changes to food production, distribution and
retailing systems will have an impact on their livelihoods.

The poor also represent a major consumer bloc in Vietnam. The poor spend a significantly
higher proportion of their income on food than any other income group. Changes to distribu-
tion and retail systems for food have a strong potential to impact on the poor as consumers.

This book reports the results of the first large scale research into the impact of supermarkets in
Vietnam on the poor as consumers, traders and producers. The research has been conducted as
a cooperative venture between the MALICA (Markets and Agriculture Linkages for Cities in Asia)
consortium and the Making Markets Work Better for the Poor (M4P) project.
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However this may be a naive interpretation.
Innovations occur when costs are cut relative
to the same amount of output. Innovations
are rarely neutral relative to factors of produc-
tion, they are generally biased in favour of
capital. A useful distinction is between
capital-saving and labour-saving technology,
and also between scale neutral and scale
biased technologies.

In labour-saving technologies (including all
kinds of mechanisation), it is the labour costs
that are decreased, while capital costs
increase; these usually come together with
scale-bias, when resources used are barely
divisible (Ellis, 1988).

Most of the innovations listed by Hagen
involve quite substantial capital investment,
some require reduced labour, i.e. self-service,
mass volume distribution, scanning cash
registers. Some transfer activities from traders
to consumers (this is the case with self-
service or from traders to employees (cash
registers); or from traders (and consumers) to
farm enterprises (pre-packaging, processed
food). As food retailing has very high labour
costs relative to profits, modern retailers, e.g.
Wal-Mart have paid a lot of attention to man-
aging labour costs and increasing productiv-
ity (Fox and Vorley, 2004.}

It can also be argued that supermarket trans-
fers transport costs and time to consumers
when compared with street vending, as
consumers need to pay for transport to go to
supermarkets — pushing them to buy as many
items as possible at the same time.

The problem with reduced need for labour
and scale biased innovations is that they have
a negative impact on employment of the poor,
and that they may be less appropriate to
Vietnam where labour is in excess supply than
capital-saving or neutral innovations (unless
massive credit programs focusing the poor
are launched).

A major challenge for poverty reduction may
be indeed to develop capital-saving and
scale-neutral innovations. It may be found that
the flexibility of street vending that is able to
reach the consumers in a decentralised way,
actually saves costs for the consumers com-
pared to more centralised distribution
patterns like supermarkets.

Supermarket development around the world
is generally concentrated to a few companies.
Economies of scale and higher sales help
deliver lower unit costs and greater net
margins. This allows investments in facilities
and an overall reduction in prices to the
consumer - but potentially leading to a “spiral
of supermarket growth” (Burt and Sparks,
quoted by Fox and Vorley, 2004). Carrefour,
Ahold, Wal-Mart and Tesco, the four biggest
retailers had sales of 520 billion USD in 2003
and employed 2,5 million people (Fox and
Varley, 2004). Oligopolies may be detrimental
in the long run for consumers as well as
suppliers because they reduce choices of
outlets and leave suppliers with “take it or
leave it” conditions. Even wholesale markets
can no longer play a role in competitive access
to markets as their role is increasingly
confined to a residual, low quality
market.

The policy options recommended by Reardon
and al (2002) include the following:

- Examine the potential opportunities
brought by supermarkets in terms of broad-
ening consumption markets

- Assist small-scale farmers with training and
credit to reach quality and volume standards
- Promote competition within the retail
sector, by helping shops to improve guality of
services

- Promote good business practices on both
sides; for instance, a law was passed in Argen-
tina in March 2002 to impose payment within
30 days. A similar measure was approved in
France in 2001, with a penalty of 76 225 euros.

The French law also encompasses a series of
measures to deter excessive discounts
imposed by supermarkets on their suppliers.
But lack of specification makes it difficult to
enforce (Taillez, 2002). The same has been
reported for England by Fox and Vorley (2004)
pointing out the growing nature of listing fees
(charging for shelf space for new products),
supplier rebates (discounts based on the
amount ordered or the time it takes to sell an
amount of product) and over-riders (supplier
gives back a percentage of sales if a certain
annual level of business is achieved). The code
of practice dictated by the Department of
Trade and Industry in March 2002 has not
been applied by supermarkets, as there




are no sanctions attached to non compliance.
"Those aspects of sustainability that do not
resonate with most consumers - fall into a
governance gap that is simply not addressed
by the current mode of self-regulation of
supermarkets” (p. vi); the government has to
regulate supermarkets because they are
driven by the markets but the market does
not remunerate certain public goods that may
be jeopardized by the fierce competition
between supermarkets for cost-cutting: this is
the case with the terms of trade with primary
producers; and the regional sourcing, that are
components of sustainability that cannot be
charged to the individual consumers, but
rather should be the object of government
regulation (while the cost of environmental
and public health can be to some extent trans-
ferred to the consumer) .

At the moment European supermarkets
benefit from a high level of public acceptance
because they appear as customer-driven,
instruments of low inflation and an image of
high employment. But the focus on consumer
value may lead to a danger of crowding out
the interests of some other stakeholder
groups. Hence even if supermarkets may be
seen as positive drivers towards quality
requirements, the risk is that the cost of these
improvements are increasingly transferred to
the suppliers. “The key challenge is to ensure
that the gatekeeper role that supermarkets
play within the food system is used to drive
positive change, rather than pass responsibil-
ity on to other less powerful actors” (Fox and
Vorley, 2004, p.31).

SUMMARY OF STUDY MAIN FINDINGS

A. Food outlets are diverse

The following distribution outlets can be
derived from an inventory of retail places
selling food in Hanoi and Ho Chi Minh City:

- Supermarkets: the present definition for
Vietnam is diversified shops of more than 500
m?2 (or specialised shops of more than 250 m32),
characterised by self-service, and services e.g.
parking areas, guards.

- Shops: shopping area of less than 500 m?,
with walls and cover; in Ho Chi Minh City it is
possible to distinguish family shops and
convenience shops, usually in chains (like
Co-op shops)

- Formal markets: markets planned by the
state (covered or half-covered), with a
management board.

- Informal markets: markets not planned by
the state (held in the open air); these include
permanent and spontaneous mobile markets
{which are also called toad markets).

- Among market stalls, it is possible to distin-
guish open-air markets (or wet markets) and
covered markets .

- Informal street stalls: individual stalls held in
the street, with a table and sometimes under
COVer.

- Mobile street vending: vendors selling from

baskets or motorbikes, moving from one place
to the other, sometimes grouped together to
sell on the street.

B. Markets remain major players
1. In terms of area

In July 2004, there were 136 markets in Hanoi
including 5 wholesale markets and 131 retail
markets, with a total area of 551,756 m? and
totaling 25464 traders; while supermarkets
and trade centers (using the terminology of
Department of Trade) accounted for
135,020m2. Markets in Hanoi in 2004 account
for 80% of the total area of sales (the total area
considered does not include street vending,
nor shops) (See Figure 6).

2. Employment

Markets provide 9 times more employment
than supermarkets in Hanoi. From data
supplied by the Hanoi Department of Trade in
June 2004, it was estimated that around
29,211 traders worked in wholesale and retail
markets in Hanoi, while supermarkets, trade
centers and Metro Cash & Carry (which can be
summarized as modern  distribution)
employed 1,917 people stocking shelves
(including 557 for food products).
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In Ho Chi Minh City, data is only available for
2002 and shows the total of people employed
and the retail area: it states a total of 5,408
were employed, in a total area of 330,254 m2.

The number of people employed by super-
markets and trade centers in 2002 (5408
people ) only represent 0.03% of the total
number of people employed in trade in Ho Chi
Minh City estimated by HCMC People’s Com-
mittee (158,302 people, including 61,826 in
the food trade). Considering the sales area of
supermarkets and trade centers, it gives an
average of 1.64/100 m?2, 1.08/100 m2 for trade
centers and 2.99/100 m? for supermarkets. On
the other hand, employment by markets
represents 98,148 in December 2002, repre-
senting 19 traders/100 m2. In this estimation,
only formal markets are taken into account.

Cadilhon (2005) estimated that a maximum of
2.9 workers were employed in the marketing
of 1 ton of tomatoes by traditional wholesale
business while Metro Cash & Carry employs
1.2 workers per ton. Other estimates will be
provided in C3 component for vegetables.
These figures tend to confirm that supermar-
kets and trade centers create less employ-
ment than markets due to the use of labour-
saving technologies.

3. Food share

Figures given by Hagen are that the retail food
share of supermarkets was 1% in 2002 and 2%
in 2004 throughout the country, which is far
less than the share in total retail distribution,
estimated at 10% in 2004 and 15% in 2005 by
an unquoted source given by Vietnam Invest-
ment Review of 13-03-05 (the total being 24
billion USD in 2004 and 28 billion USD in 2005,
with an estimated growth by 14% annually
until 2010). An estimation provided by super-
market managers interviewed by Caldihon is
that the share of modern retail distribution in
HCMC is 7% for fresh food in 2002. Another
estimation provided by Cadilhon (2005) is that
70 tons per day of tomato go through whole-
sale markets while Metro Cash & Carry sell one
ton and retail supermarkets around 250
kg/day of tomato - which means that only
0.6% of tomato is sold by modern retail distri-
bution in Ho Chi Minh City (figures for 2004).
For vegetables in Hanoi, the share of super-
markets in vegetable sales is a little less than
1% (see Son and al, infra).

In Ho Chi Minh City only 16 supermarkets out
of 36 (i.e.44%) were selling fresh food in 2004,
while 32 were selling prepared food (Cadilhon,
2005).

In Hanoi, out of a total of 55 supermarkets, 38,
i.e.60% were selling food in 2004 (from data of
Hanoi Department of Trade in Hoang Bang An,
infra).

In 2002, 14 (21) supermarkets out of 32 (38),
i.e, 43% (55%), were selling fresh vegetables in
Hanoi (Ho Chi Minh City) (Loc, 2003). Yet the
share of food in sold commodities is growing
fast in Ho Chi Minh City (see Tam and Loan,
infra).

C. Supermarkets are developing
fast

The official definition of supermarkets dates
only from June 2004 (the main criterion is size,
more than 250 m? for specialized supermar-
kets and more than 500 m? for general super-
markets; other criteria include number of
products and presence of toilets). Before this
date, the Department of Trade registered the
number of establishments calling themselves
supermarkets, which were commonly more
than 200 m2. Using this definition, the number
of supermarkets appeared to increase quickly
between 1990 and 2004 (17%)/year in Ho Chi
Minh City and 14%/year in Hanoi between
2000 and 2004), to reach 55 supermarkets in
June 2004 in Hanoi (plus 9 trade centers,
including Metro Cash & Carry) and 71 super-
markets in Ho Chi Minh City in 2005 (See Table
20 and Figure 8).










It is planned that four big foreign companies
will invest in modern distribution in Vietnam:
Parkson (from Malaysia), which has obtained
the license to open their first shop by July
2005 - with seven more planned for the five
next years (Vietnam Investment Review of
09-01-05); Dairy Farm (from UK), Wal-Mart
(USA) and Carrefour (France).

E. Policies are favoring food dis-
tribution centralization

1. Nature of policies influencing food
distribution

Policies influencing the development of food
distribution chains are:

1.Policies directly targeting market and super-
market development;

2.Policies on traffic;

3. Policies on food safety.

These policies are translated into documents
at the government and at the city level.

2. Principles behind food distribution
policies

Market development is considered important
by local and national Vietnamese government
to meet the objective of socio-economic
development. The basic principles or values
attached to market development as conveyed
by official documents may be summarised as
follows:

- The protection of food and environmental
safety: this is expressed by the provision of
infrastructures for traffic, drainage, sewage
systems (Decree 02/2003/ND-CP) and is men-
tioned in the 2004 decision on supermarkets
(1371/2204/QD-BTM);

- Development of “all types of trading’ which
includes markets, shops and supermarkets:
(drawn from Decree 02/2003/ND-CP on
market management and development);

- Modernisation and advanced civilization:
this is expressed in Decree 02/2003/ND-CP).

3. Planning of food distribution centralisa-
tion

Guided by these principles, the major public
intervention in the field of marketing has
been the promotion of:

1) A network of planned peripheral wholesale
markets. In Ho Chi Minh City, the former ten
wholesale markets were to move to the
outskirts of the city based on a decision of
HCMC People's Committee in April 2003. The
transfer of Cau Muoi market to Thu Duc
district has already been implemented. In
Hanoi, in 2004, Denlu wholesale market was
created, and Mo wholesale market was
declared illegal, with the traders asked to
move to Denlu market. Long Bien market, the
major wholesale market for fruit and
vegetables will be de-commissioned by 2010.
The prohibition of vehicles over one ton has
been enforced in Ho Chi Minh City since Octo-
ber 2003.

2) The eradication of informal markets and
street vending.In Ho Chi Minh City this relates
to 125 informal markets planned to be cleared
from 2005 to 2010. In Hanoi, 188 informal
markets were scheduled for clearance
between 2002 and 2005. The Decrees on
traffic law dating from February 2003 states
that street vendors are subject to penalties
ranging from 20,000 to 40,000 VND.

Yet there is no mention of how the “eradica-
tion of illegal trade” will be implemented.
Although interviews with traders suggest a
combination of injunction, financial sanctions
and physical threats by the police. There has
been no process described in official docu-
ments for negotiation with traders, and as a
result new wholesale markets tend to be
under-utilised (this is the case with Xuan Dinh
market); in Ho Chi Minh City delays in traders
transfers caused a temporary food shortage.
The impact of the relocation of wholesale
markets on food cost and traders livelihoods
should be further examined.

The public authorities have so far provided a
positive response to authorities towards
supermarket development, as it is seen to
encourage both economic development, and
food and environmental safety, and move
Vietnam toward a more modern society. The
Ho Chi Minh City People’s Committee has
approved a plan for 15 new supermarkets
between 2005 and 2010, which has been
followed by a government call for investment
(see Tam and Loan, infra).

No mention however has been made on the
potential impact on poverty and employment,




or if there will be provisions for restricting the
development of supermarkets to sustain
current distribution points, These issues are
seen as the jurisdiction of city and provinces
trade services and the location for building
supermarkets has to be in line with the plans
of local administration. The development of a
modern distribution system indeed is still
limited and it may be too early to implement a
policy to restrict development.

In Malaysia for example, hypermarkets are not
allowed to operate within a radius of 3.5
kilometers from housing estates and town
centres, and the respective authorities may
determine a suitable distance for areas within
its jurisdiction, and make an impact study on
existing local retail businesses in the vicinity
prior to an application being considered
(Saimin, 2004). In China it is mentioned that in
one neighborhood in the west of Chengdu,
five hypermarkets are competing with each
other within a radius of 5 km which highlights
the need for good urban planning (Zhang,
Yang and Fu, 2004).

F. Policies on food safety and cen-
tralised distribution are related

Food safety has been a major concern for
Vietnamese central and local governments
and has led in particular to the 'safe vegetable’
programs launched by the DARD of Hanoi and
Ho Chi Minh City in the 1990s. These involved
training, control, labeling and marketing of
vegetables produced using IPM procedures in
selected areas.

As supermarkets and convenience shops
place food safety as their first criteria of choice
of suppliers, this policy helps increase the
confidence held by supermarkets and other
retailers in dormestic suppliers.

Supermarkets have also collaborated with the
government to support quality assurance
efforts, e.g., Metro Cash & Carry collaborates
with the Ministry of Trade to enhance food
safety with the support of GTZ. Supermarkets
are considered by local authorities to contrib-
ute to food safety, through improved storage
and availability of conveniences such as
toilets. Finally, cleaning and quality control are
taken to be easier in permanent markets than
in congested informal markets.

Yet the enforcement of food safety issues has
been haphazard and uncoordinated (see Son
and al, infra and Tam and Loan, infra). The
Ministry of Health has official responsibility for
foodstuffs control, in collaboration with other
relevant Ministries such as Industry and/or
Agriculture (see ordinance on hygiene and
safety of foodstuffs, standing committee of
national assembly, n®12-2003-PL-UBTVQH11.
In Hanoi, food quality control by the Depart-
ment of Health is provided twice a year,during
the month of food safety. What officials do
with the results is unclear, In Ho Chi Minh City,
quality assurance controls are mostly limited
to the stalls, shops and supermarkets display-
ing food safety labels (Phan Thi Giac Tam,
personal communication). Control of
vegetable production is of the responsibility
of the Department of Plant Protection of the
city (both for Hanoi and Ho Chi Minh City) but
is only enforced for farmers groups involved in
safe vegetable programs conducted by the
DARD of the city and/or possibly in collabora-
tion with foreign aid projects.

G. Policies have mixed results

In terms of market development, there are
indicators of inefficiencies of marketing facili-
ties, e.g., in Ho Chi Minh City in 2003, a total of
57% of formal markets were not operating
efficiently. 24% were in excess while 33% were
under-utilised. In Hanoi, Xuan Dinh wholesale
market, built in 2002 is still under-utilised. This
may reflect poor urban planning where the
location, size and cost of markets have not
been negotiated with traders.

As for the informal markets and street
vendors, the attempts to reduce this type of
trade have not been enacted with policies of
social integration. These vulnerable groups
may include farmers trying to supplement
their incomes and women trying to support a
family (see Son and al, infra).

In conclusion, food policies have been imple-
mented using the principles of complemen-
tary trade (markets, supermarkets and shops),
the improvement of food safety, and the
reduction of traffic congestion, these can all
be considered as positive developments in
the context of Vietnam; yet there is no specific
policy targeting the employment problems
created by the eradication of informal markets
and street vending, and by the continuous
expansion of supermarkets.
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Building and upgrading of markets has not
received enough attention by authorities at
different levels. There are only 6,104 planned
markets - which account for 74.3% of the total
number of markets, the rest (25.7%) are spon-
taneous and held on the pavement or in the
street, especially in the cities, and cause prob-
lems in terms of traffic and environment.

At the end of 2002, the infrastructure of
markets was generally poor and many were
only temporary. Paths in the markets were
narrow which contributed to a negative
impact on the business as well as on fire
prevention and control (source: Hanoi Trade
Service, 5/2003). There were almost no park-
ing places in the markets and water drainage
and lighting system were lacking. Many
markets did not have clean water available in
the fresh food area. 88% of the markets had
sewage system but none of good quality. The
number of markets getting flooded after
heavy rains accounted for 42% while 85% of
the markets had toilets but they were unhy-
gienic. There was a shortage of peripheral
markets of agricultural products to act as a
source for fruits and vegetables before the
transfer of these commodities into the urban
area.While there was not enough space in the
food sections for some markets, on the second
floor of Dong Xuan, Bac Qua, Hom Duc Vien
markets there were many empty stalls which
represented a waste of infrastructure.

D. Uneven market management

In 2000, out of 6,104 planned markets, 2,748
markets (i.e.45% of the total) had no adminis-
trative Board. In 2000, the total number of
administrative staff employed in markets was
17,645, out of which 10,088 - 57% - were
permanent staff and 7,557 were contracted
employees -43%- (source: Ministry of Trade,
8/2000).The average market had 5 administra-
tive staff, with an administration Board. In
some markets in the South the administration
Board was put under the control of associa-
tions, e.g., the veteran association. In addition
there were 7 enterprises of different economic
sectors throughout the country specializing in
market managing business. Though some of
them were called companies, they were actu-
ally public administrative units developing
income-earning activities.

The circular 15/TM-CSTTTN on market organi-
zation and management issued on 16/6/1996
by the Ministry of Trade does not deal with
practical problems relative to the planning,
building and upgrading of markets.

E. Policies on market-places
In Vietnam

The policy principles on markets planning and
development are indicated in clause 4 of the
decree 02/2003/ND-CP from which the follow-
ing is drawn:

- Markets represent an important component
of the overall socio-economic structure. Plan-
ning for socio-economic development should
include market planning. The planned
markets should enable a marketing system
with a size appropriate to the volume of
goods in circulation and contribute in
boosting production and promotion of goods.
It is necessary to develop markets in the
remote areas (mountainous areas and islands),
to satisfy the dermand for cultural exchange by
ethnic minority groups and develop com-
maodity chains, especially those of agricultural,
forestry and fish products. Market planning
has to go along with the development of basic
services (accommodation, traffic, electricity,
drainage, sewage and other public invest-
ments to ensure care of the environment).

- Current existing markets should be
upgraded step by step.

- “Market development must be examined
together with the planning for the develop-
ment of socio-economic infrastructures, and
of shops, supermarkets and trade centers, in
order to effectively promote all types of
trading to meet the increasing demands of all
economic sectors as well as to maintain the
national cultural character, with a trend
towards modernisation and advanced civiliza-
tion.” This sentence is important because it
suggests that the government wants a
balance between market places, shops and
supermarkets.

- The government should have appropriate
policies in place to encourage all economic
sectors to invest in market building and
administration, additionally it should also take
measures to promote the positive impacts
and reduce the negative implications of
market places.













However, there are still problems in the
market administration:

- Building and upgrading have taken place
slowly, particularly for new peripheral markets.
The investment process has taken longer than
expected, which has slowed down the build-
ing process. Finding a suitable site, compen-
sating the previous occupants, clearing the
area and mobilizing capital are very slow.

- In many markets, the market administration
lacked  efficiency.  Price  regulation
(26/04/2002) was not seriously enforced, in
particular prices are not on display. Cleanli-
ness of the site, food safety, and fire preven-
tion have not received enough attention. This
is illustrated by the fire that occurred in Dong
Xuan market in 1995 which caused damage
worth billions of VND. The regulation of stall
sites has also been problematic, e.qg., paths in
the markets are used as selling spaces, and
issues brought up by traders and consumers
have not been resolved in a timely fashion.

issues brought up by traders and consumers
have not been resolved in a timely fashion.

F. Policies on Temporary markets

By the end of 2000, Hanoi had 135 permanent
markets and 188 temporary markets. Tempo-
rary markets respond to the growing
demands of the city, especially for the
middle-class, but they also are both illegal and
cause traffic disruption and hinder pedestri-
ans. Hanoi People's Committee have adopted
new policies on temporary markets described
in " Planning, Developing and Upgrading
Markets in Hanoi till 2020". This document
states that all illegal temporary markets in the
districts and provinces will be cleared away as
follows: 2002, 53 points cleared away; 2003, 55
points, 2004, 27 points and 2005, 53 points.
Between 2000 and 31/12/2002, 16 informal
markets had been cleared away.

TRENDS AND POLICIES ON SUPERMARKETS

Trends in supermarkets

A number of commercial centers, supermar-
kets and shops have been established in the
past ten years by the public and private sector
(including joint-ventures). To assess the trends
in the number of supermarkets, it is first
necessary to be clear about the definitions.
This is not easy as the official definition of
supermarkets dates only from June 2004.

Before this date, the Department of Trade
registered the number of establishments
calling themselves supermarkets, 90% of
those are more than 200 m?2. Based on this
definition, the number of supermarkets has
increased quickly between 1990 and 2004
(see Table 26 and Figure 14).In the first half of
2004, Hanoi had 55 supermarkets according
to the Department of Trade (and 24 according
to official definition) mostly located in the old
districts of the city (Hoan Kiem, Dong Da, Ba
Dinh), while some districts, including Tay Ho,

Gia Lam, and Soc Son, had no supermarkets.
By comparing the data from 2002 to 2004 -
this shows that supermarkets first set up in the
city center and then expanded in the less
central districts including Cau Giay, Tu Liem
and Dong Anh (Map 6 and Map 7).
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The number of supermarkets and trade
centers corresponding to the size criteria of
Septermnber 2004 was 37 in June 2004 (and 32
when taking the full definition), rather than 63
as established in the list of Hanoi Department
of Trade. According to the decision only the
establishments following the criteria listed
above are allowed to bear a designation of
supermarket.

Regulations in terms of labeling

“Goods must have their own commercial
names or bear the commercial names of
department stores or trade centers (if they
have no commercial names, they must have
their own names) and their origins clearly
inscribed according to the provisions of law.
They should have numeral codes or barcodes,
for those goods for which numeral codes or
barcodes may be registered, in order to facili-
tate the management of department stores or
trade centers and the supervision by
customers”

"All kinds of goods and services traded in
department stores or trade centers must have
their prices clearly inscribed in the goods
labels or packages or posted up at goods
stands or counters or service-providing
places’

Regulations in terms of food safety

“Food products must ensure the hygiene and
safety criteria and have their use durations

CONCLUSION

The government has been paying a lot of
attention to developing a domestic trading
network to satisfy consumer demand that
includes: terminal wholesale markets, com-
mercial centers, supermarkets and retail
markets. However planning has not been well
balanced between the zones and some new
markets, such as Xuan Dinh market, are not in
use which represents wasted resources.

Government policy should try to combine the
objectives of traffic improvement, hygiene
and food safety and traders' employment by
providing suitable areas for temporary
markets in every district.

clearly inscribed on their packages. For fresh
or unpacked preliminarily processed
agricultural products or food, they must be
sorted and classified and have their origins,
guality as well as use durations clearly
inscribed at goods, fake goods, goods of
unclear origin, goods with expired use dura-
tions and goods not up to quality standards as
prescribed by law (such as degraded goods,
inferior quality goods, contaminated goods
and diseased animals or plants, etc), goods
containing toxic chemicals on the list of those
subject to restricted business under law
should not be traded.

Goods must be supplied stably and regularly
through goods orders or contracts with
producers and business people’

Public monitoring of supermarkets

The Trade Services in cities and provinces
should be responsible of the supermarket
administration in coordination with the
relevant administrations of the People's Com-
mittee of the cities and provinces.

The investors must make plans in accordance
with the current stipulations on administra-
tion of investment and construction when
building, upgrading or renovating supermar-
kets on a large scale. The location for building
supermarket has to be in line with the plans of
local administrations in terms of market devel-
opment.

At present the government encourages the
development of supermarkets and planned
wholesale and retail markets, while it has a
negative attitude towards temporary markets
and street vending. The main reason given is
the image of modernisation provided by
supermarkets, as well as hygiene and traffic
considerations., However temporary stalls
could also be regulated to achieve similar
standards. Future planning decisions
regarding distribution chains should consider
the potential impact on poverty and employ-
ment
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