


2004), food consumption in poor
households is characterized as low, but the
difference in the value of food consumption
between the members of the richest 20 % and
the poorest 20 % of households is not so big
(the richest 20% of households consume three
times as much as the poorest 20%, in terms of
value). The food consumption value repre-
sents a high share of the total value of
consumption in poor households (70%), but
nearly half of the food consumed is home-
produced. The rapid decrease of the share of
home production in these households, which
characterizes their insertion into the market, is
indeed a factor of the domestic food market
growth. Concerning the purchase of food,
poor households not only have to deal with
the problem of low purchasing power, but also
face other constraints such as little mobility
and storage capacity, irregular income, and
sometimes constraining working hours. They
have the difficult task of composing nutritious,
safe and meals with little means.

So far, poor households are only slightly
affected by supermarket development. The
development of supermarkets is still at its
beginning (0.8% of national food market in
2002) and supermarkets offer higher prices
than open markets. Previous studies show that
in Hanoi, very few people shop in supermar-
kets, (74 % never shop in supermarkets),
whereas in Ho Chi Minh City they are
more numerous, (57 % never shop in supermar
-kets). Supermarket customers have high
incomes and are young, aged 25 to 40.
Currently, most supermarkets target middle
and high income consumers,

In the framewaork of this study, an original
survey was conducted. The purchases of 110
poor households in Hanoi's Quynh Mai area
were monitored during a one week period
{average income of these households:
350,000 VND/capita/month). Information on
food purchases made 24 hours before has also
been collected in 110 poor households
(average income of 210000 VND/capita/
month) in Moc Chau city (Son La Province).
Data has also been collected on
consumption outside the home, food vulner-
ability (auto-assessment), and opinions on the
different retailing places.

Food insecurity is widespread in Moc Chau
(where only 30% of the households declare
that they never have suffered food shortage,
and 30% claim to suffer food shortage regu-

larly). In Quynh Mai, 37 % of the households
wish to have more abundant food.

To face this problem, households can benefit
from governmental or family financial
support, (around 30% of Quynh Mai house-
holds, 20% in Moc Chau) but this support
represents a very small amount (less than
10% of the households' income). Borrowing
money is the largest alternative.

Households frequently received food aid
(sugar, fruits, milk) - in Hanoi, aid comes
mainly from the family and in Moc Chau, aid
comes mainly from neighbors- and generally
aid is needed because a family member
becomesiill.

Wild plants and animals are also a significant
source of food for poor families in Moc Chau.
These households regularly purchase food,
mainly in open-air markets or street markets,
but never in supermarkets (In Moc Chau,
there is no supermarket.In Quynh Mai there is
one 2 km away). Poor people do not shop in
the supermarket because of higher prices, but
also, because of the distance. In this sense,
poor households are shown to have a very
reduced "purchasing field" (less than 2km
radius). But in this small "purchasing field,"
consumers accessed a great diversity of
purchasing places, mainly in the informal
markets which represent 82 % of the expendi-
ture in Hanoi (which is much more diversified
between informal/formal/street vendors in
Moc Chau). The households often shop: each
household makes approximately 13
purchases a week in Hanoi, but each time for
a very small amount of money , around
17,000 VND.

Outside home consumption is important in
food purchasing in Hanoi, where it represents
22 % of food expenditure (on a total of 6,750
VND/day/capita for food expenditure).

Poor consumers generally have a good
opinion of the places from which they mainly
purchase (informal markets in Hanoi), except
in regards to the diversity of goods (for which
the formal market is recognized as the best
place) and quality (told to be offered by
supermarkets). Even if they do not shop in
supermarkets, they nevertheless have a very
good opinion of this retailing point, and do
not express any frustration for being
excluded of this distribution channel. Super-
markets contribute to a sort of an "enchant-
ment" characteristic of a developing
consumption society; they not only are a
place to be assessed in terms of utility, but
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Reardon and Berdegué also observed the
same pattern in the rise of supermarkets all
over the world: supermarkets tend "to start in
upper-income niches in large cities and they
spread into middle-class and the poorer
consumer markets, and from larger cities to
secondary cities to towns, and from
richer/more urbanized zones or countries to
poorer and less urbanized areas” (Reardon and
Berdegué 2002).

In these two models, poor consumers are only
affected by supermarket development in the
consolidation stage of their implementation.
Nevertheless, supermarket development goes
with a concentration of ownership in food
retailing. Kinsey underlines that, from a theo-
retical point of view, "most observers agree
that concentration in food retailing and
economies of scale go together implying that
more concentrated industries should have
lower cost and lower prices for consumers, this
works as long as there is some mechanism to
prevent monopolistic pricing" (Kinsey 1998).
The question of the impact of retailing mod-
ernization and concentration on prices is still
open, due to mixed evidence in the research,
A third stage in supermarket development
should be added in Hagen's model - the stage
of the concentration, which still needs to be
studied.

So, the impact of supermarket development
on consumers (including poor consumers)
must be studied through the complex conse-
quences that it can have on food prices. But
this study must also include other possible
outcomes such as the effects on the diversity
of the offerings (in terms of products and
retailing places), the effect on the consumers
diet, on the consumers' way of life, etc.

B. Impact of retail modernization
on consumers

Supermarket and food prices

According to Hagen, retail modernization,
considered synonymous to the rise of super-
markets, is seen as a driver of economic devel-
opment: it is supposed to allow the reduction
of food prices to stimulate consumption and
production (op. cit.). By reducing the price of
food items, itis supposed to enable consumers
to spend more on non-food items and this
stimulates industrialization. Poor consumers
should benefit from retail modernization.

But Kinsey (1998) summarizes the results of
many studies by analyzing the relationship
between the concentration of food retailing,
food prices, and the firm's profit. He shows
that the results are mixed and become
difficult to conclude. Many studies show that
retailing concentration increases prices (in
73% of the studies examined by Weiss 1989
quoted by Kinsey 1998). But some authors
conclude the opposite, there is instead a
negative correlation between retail concen-
tration and prices. Some others explain
increased prices by adding value and services
included in the product and for which
consumers are willing to pay. For some others,
market concentration could positively affect
the price of dry groceries and health and
beauty aids, but has no effect on the prices of
fresh and chilled food.

Another characteristic of retailing moderniza-
tion is fixed prices. Even if supermarkets’
prices change many times during a day, espe-
cially for fresh products such as vegetables
{(which happens in European supermarkets),
prices are nearly the same for all consumers
(except for loyalty programs offered by some
supermarkets in USA). This is different than in
the "traditional" markets where bargained
prices allow sellers to adapt their profits in
relation with the income of the buyers. This
mechanism contributes to a kind of social
redistribution; the supermarkets with fixed
prices do not allow such adjustments (Xuan
Mai, oral communication).

Diversity of products

Supermarkets can also contribute to raising
food diversity to the benefit of the consum-
ers:the area of the sale and the ability to deal
with long distance suppliers allow supermar-
kets to offer a wide diversity of products to
their customers (Reardon and Berdegué
2002). But increasing diversity generally
means more imported food and this affects
the balance of trade (see box 1 on Cochran
Programme]).

Increasing imported food means also increas-
ing "food miles:" food miles are measured in
terms of energy consumption, the distance
from plough to plate. In a more general way,
supermarkets favor the consumption of food
with more and more energy injected in the
processing system, which means that food
calories require the input of more and more
energy along the chain in order to reach the
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Europe, as in Latin America, supermarket
development is based on the same determi-
nants: urbanization, the entry of women into
the work force outside the home, increased
income per capita (greater demand for non-
staple food), developing means of transport
(car), and storage (refrigerator). Supermarkets,
by allowing people to gain time in preparing
and purchasing food (packaged food, long
conservation food, etc) respond to urban
consumers' new demands.

"Distinction" and "retailtainment”

But besides these material determinants,
socio-cultural determinants are also essential
to explain the attraction that supermarkets
might have on consumers. This refers to the
concept of “consumer value" (from Filser 1996
quoted by Badot, 2003): the consumer does
not only aim to maximize utility, but also looks
for some experience: the consumer tries to
obtain some pleasurable gratification in
the purchasing act; the value of the
product is not limited to its utility but
results also from the interaction between the
consumer, the product, the sellers, and the
retailing point. All these dimensions are part
of the "consumer value." Buying productsin a
supermarket can refer to individual motiva-
tion in the search for distraction or pleasure,
and so supermarkets seem to be a retailing
place able to offer high consumer-value while
providing some “retailtainment" (Badot and
Dupuis 2002).

In some contexts - in particular, during the
beginning of the implementation of super-
markets - buying products in some modern
retailing outlets such as supermarkets can be
a matter of “strategy of distinction” (Bourdieu
1979). This means that the choice of product
or retail location may be the result of some
social motivation, such as the honor acquired
through the consumption of specific goods or
the frequenting of certain purchasing places.

C. Conclusion

Works modeling supermarket development
lack long-term perspective and consumption
concerns. In a context of retail modernization,
the rise of supermarkets and retail concentra-
tion (which we consider to be synonymous),
these models could potentially serve to
design policies in favor of food consumption,

and particularly food consumption in poor
households. In order to do so, these policies
should address the following issues:

. Prices: avoid excessive concentration
in retailing sector and monopolistic situations
that could contribute to rising food prices.

. Food miles: act in favor of national
supermarket chains, selling national products,
s0 as to reduce imported food and the effects
on a trade balance in order to reduce "food
miles."

. Food desert: plan the spatial distribu-
tion of retailing points so as to avoid creating
"food deserts," especially in poor areas.

. Supermarket diet: have education
programs in nutrition to support consumer
decision-making in the face of an increasing
food diversity offered.

8 Quality: accompany supermarket’s
actions in favor of quality. States must also act
to sustain the generic quality, making it acces-
sible for everyone, considering health as a
public good. There is a need to avoid a "poor
consumers apartheid" whereby the poor
consumer is trapped in a consumption world
of bad quality products with little choice.

. Cultural Transformation: reinforce
policies to support cultural activities in poor
areas so that supermarkets and shopping
malls do not become the only place of enter-
tainment for poor households.

. Consumer participation: build policies
of retail modernization based on an analysis of
consumer demands, including poor consum-
ers, 50 that retail modernization can actually
meet these demands. Consumers associations
can help to identify these demands and
should contribute to equilibrate the social
forces in a context of retail concentration.

supermarkets and the poor in Vietnam




IV. SOCIAL POLICIES AND FOOD POVERTY IN VIETNAM

A. General Poverty change font
and food poverty

Vietnam is a poor country. The purchase parity
power is about 2,300 US $/year/capita (GDP is
482 \USS/cap). But poverty is rapidly declining:
589% in 1993, 37% in 1998 and 29% in 2002
(Vietnam General Statistical Office).

Some works show that increasing income first
benefits  improvements  in housing
{construction, equipment) rather than food
consumption (Krowolski 1999). Children's
education also seems to be a priority ("l know
that my girls receive insufficient food but |
prefer to put money on their education” testi-
fied a mother in our study).

The food poverty line is defined as the
minimum level of expenditure necessary to
cover the purchase of food in order to satisfy
minimum caloric needs of 2,100 calories per
day. This food poverty line was estimated in
2002 at 146,000 VND per capita per month in
urban areas and 112, 000 VND in rural areas
(GSO 2004),i.e,0.31 5/day and 0.24 5/day). In
2002, 11% of the population supposedly
lived under this food poverty line, with a maxi-
mum rate of 46% in the North West Moun-
tain area and a minimum rate of 3% in the
South-East Region. This food poverty is essen-
tially rural:it reaches 13.6 % of the households
in rural areas and 1.9% in urban areas. The
food poverty rate is continually decreasing: it
was 15.0 % in 1998 and 24.8 % in 1993 (GSO
1994; G50 2000).

No policy directly aims at supporting the poor
as consumers. We had to review, price policies,
food security policies, poverty alleviation
programs, and consumer protection mea-
sures, to evaluate public support to food
consumption in poor households.

B. Price policies
Before 1986: Food Subsidies

During the period of food shortage, food
subsidies were practiced in Vietnam through
a food ticket system. These tickets allowed
people to buy a fixed quantity of a product for
a fixed price in state-owned shops. To have
access to higher quantity, consumers had to
purchase on the free market where prices
were 2 or 3 times higher.

Fresh products such as vegetables and fruits
were only available on the open market.

The distribution of these tickets was not a
function of households’ income but was
related to the status of the head of the house-
holds. For example, civil servants could
receive:

. 13 kg of rice/capita/month.

. 300 to 500 g of meat /capita/month.
People who were not civil servants only
received 100g of meat/capita/month,

Doi Moi: price stabilization

With the adoption of the new Vietnam policy
of market liberalization, Doi Moi, a single price
system, was introduced and all subsidies were
discontinued (Quang 1999).

Mevertheless, the Gowvernment continues
acting on prices, Its action on consumption
prices is mainly indirect, through actions on
the prices of agricultural inputs.

The Government decision n®137/HDBT in 1992,
aimed at fixing and stabilizing prices of some
key assets. Regarding foodstuffs, the State fixes
prices or fixes limits on prices for some agricul-
tural inputs or production goods (such as land
water for irrigation, petrol, urea, and price of
food transportation). It fixes limits on prices for
rice. A system of information on prices is
settled through the Committee on Prices.
According to Quang (1999), "Decision
no.137/HDBT has produced a positive impact
on the sale of food by retailers and the
purchase of food by consumers. Notably, this
decision has guaranteed the possibility to
purchase food year round at stable prices".

In 2002, an Ordinance on Prices (n°40-

2002_PL-UBTVQH10 followed by the Decree
on Prices No. 170-2003-ND-CP, modifies the
1992 Decision. It gives the responsibility of
price control to the Ministry of Finance (MoF).
Regarding foodstuffs, the MoF is responsible
for the stabilization of the price of rice (as well
as for coffee and salt) in case of abnormal
fluctuation in market prices. The State contin-
ues fixing or stabilizing prices of agricultural
inputs such as petrol and fertilizer.

In fact, it is difficult to design a clear picture of
public intervention on prices due to the differ-
ent levels of intervention involved (state and
provinces), and the context of reorganization
linked to the process of WTO membership.
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Mevertheless in 2004, according to the Minis-
try of Finance, in charge of the "Consumer
Price Index," consumer prices rose by 9.5 %.
This is a record compared to past years (+4.5%
in 1996, +3.6% in 1997, +9.2% in 1998, +0.1%
in 1999,-0.6% in 2000,+0.8% in 2001 and +3%
in 2003).

Food prices - (food forms half the basket of
goods on which the Consumer Price Index is
based), rose significantly:+17.7% increase for
staple foods (mainly rice), +15.6% increase for
other foodstuffs. If we consider the impor-
tance of food expenditure in the total expen-
diture of poor households (see below), poor
households have been significantly affected
by this increase.

This price increase is supposed to be linked to
external factors such as the increase of oil and
fertilizer prices on the world market, the
increase of the euro and of the yen, but also to
internal factors such as the avian flu.

C. Food security, Poverty
reduction

Because poor households live essentially in
rural areas and depend on agricultural activi-
ties, Vietnam's policies of poverty alleviation
address mainly the rural poor by sustaining
their productive activities. Poverty reduction
and growth strategy are thus linked in the
Vietnamese program titled, the "comprehen-
sive poverty reduction and growth strategy
(pro-poor growth)" (CPRGS).

Program 135 of poverty alleviation intervenes
at the regional scale, by providing infrastruc-
ture in poor rural areas (including rural
markets to stimulate trade). At the household
level, support can be provided by the Bank of
Agriculture and Rural Development.

But for the non-agricultural poor, and particu-
larly for the urban poor, supports are few: the
Fund for Reducing Poverty supports activities
of agriculture but also of handicraft produc-
tion. The Women's Union also supports urban
area'’s households in some productive activi-
ties, including handicraft construction.

Tools to directly support their consumption
are few:

. Poor households can appeal to the
Bank of Social Policies, which can provide
short-term credit for consumption.

. In case of natural disasters or during
Tét, Lunar New Year, the Government can also
provide financial aid or aid in kind for poor

households.

Food consumption is also addressed by a food
security program.

A Food Security Information Unit, in the
Department of Planning and the Ministry of
Agriculture and Rural Development (MARD),
has the responsibility to provide reliable infor-
mation to support national food security and
poverty eradication programs. Assistance is
being provided by an Italy/FAQ Project,
"Strengthening National Food Security Infor-
mation System.” [ts main activity is to produce
production forecasts. But the attempt to
approach food security at household level has
failed: a National Committee for Household
Food Security and a National Household Food
Security Information System (NHFSIS) were
set up by MARD in 1998. But they have since
closed due to a lack of commitment by partici-
pants.

D. Consumer movement and
poor consumers

A consumer movement in Vietnam is still in its
nascent stages. A consurmers’ association was
created in 1991. At this time, the Vietnam
Science and Technology Association of Stan-
dardization, Metrology, Quality (created in
1988) decided to incorporate consumer
protection into the association charter and to
change the association's name to Vietnam
Standard and Consumers Association. This
association, named VINASTAS for short, has
contributed to the promulgation in 1999 of an
ordinance on consumer protection. The Minis-
try of Trade is now assigned as the state body
in charge of consurmer affairs in Vietnam
(Phan 2004). This association suffers from
weak financial means and representation. The
number of members is difficult to assess.
There are 50 active members in the entire
country and the Women's Consumer Club,
which is the more active part of the associa-
tion, claims 800 participants in Hanoi (Phan,
2004). VINASTAS' main role is consumer
education through its magazine: Nguoi Tieu
Dung (The Consumer, 5,000 copies published
monthly)

E. Conclusion

There is no policy that directly aims at
supporting food consumption in poor house-
holds. Public interventions of food assistance
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High but decreasing share of home-
produced food

Another specificity of poor households
consumption is the high share of home
production: it represents 48 % of the value of
the total household food consumption in the
poorest 20 % of households, but only 7 % in
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A different diet

Poor households do not only consume less in
terms of monetary value, they also consume
different products (See Figure 19). The diet in
poor households is less diversified: less meat
and fruits, more roots and tubers (Figuié and
Anh 2004; Tuyen, Mai et al. 2004).

Poor households and food markets

Poor consumers, because of their low
purchasing power, receive little interest from
market interventions. Nevertheless this part
of the population does not just simply
consume less at the individual level, they also
consume in a different way - which calls for
special attention. Some evidence indicates
that their demands differ in terms of products,
retailing outlets, and quality signs.

a1 Q2 Q3 Q4 Qs

the richest 20 % of households (see figure
18). This reflects the fact that poor house-
holds are mainly in rural areas.

However, these poor households are becom-
ing increasingly integrated into the market.
In 1993, the share of home production in
the 20% poorest households was 54%.

a1 Q2 Q3 Q4 Qs

Small share of total food market

Comparing the contribution of the poorest
20 % of households and the contribution of
the richest 20 % of households to the national
food market is a way to measure inequalities:
these shares are 7.8 % and 44 % respectively
for a total food market of 7.2 billion dollars in
2002 (Figuié and Dao The Anh 2004).

These figures are nearly the same for 1993 (we
made the same assessment from the GSO
national survey of 1993, VLSS ). This stabilized
share in the total food market results from
two tendencies:

. a lower increase in the value of food
consumption (value of bought, bartered, and
home produced food) than in rich households
. an increasing recourse to markets for
food supplying (which testifies to the integra-
tion of poor rural households into the
market).

Figure 17.-
Share of
food in the
total
household
CONSUMp-
tion (% of
the value),
fram VHLSS,
2002

Figure 18-
Share of
home
production in
food
consumption
(% of the
value), from
VHLSS 2002
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This area, which was considered as outlying
district in the 1960's, has been dedicated to
industry: at this time, many state factories
were implemented there: "Garment Factory 8
of March,” "Garment Factory Minh Khai,"
"Sewing Thread Factory," "Knitting Factory,”
"Factory Mai Dong,” "Factory of Vermicelli Hai
Chau," "Factory of Sweet Hai Ha," Brick Factory
Mam Thang," etc. So, manual workers repre-
sent the largest percentage of the area popu-
lation (65% in 1996,40% in 2004).

The income of these workers is very low
(400,000 to 500,000 VND/month). Like many
other factories, these factories developed in
the 1970's, exporting to the former USSR. The
collapse of the socialist block brought these
factories near to the brink of bankruptcy and
workers' wages were reduced. These factories
often operate three eight-hour shifts.

The possibility of extra-work is limited
(security for motorbike parks, bicycle and
motorbike repair shops, home clothes
business, home cleaning), and extra incomes
are low (around 50 to 200,000 VND/month).
According to the state standards (income
lower than 170,000 VND/capita/month) there
are no poor households in Quynh Mai. But
according to the Women's Union, 30% of the
households live with less than 300,000
VND/capita/month and should be considered
as poor (and 60% of the households have an
income between 300,000 and 600,000
VND/capita/month).

b. Collective building

On former fields and ponds, state companies
built collective buildings for the workers and
employees of the factory, known as KTT (Khu
Tap Thé). The flats are small, from 10 to 24
square meters. The collective dimension of
these habitations is the fact that households
have to share kitchen and bathroom space
(one for four flats). Since these structures have
been built, the spaces inside have been
greatly reorganized. Flats have been divided
and families have installed private kitchens in
the corridors or on the balconies. Nowadays,
kitchen areas have been reduced (from 1to 2
m2), the assets are limited to one water tap,
one small stove (electric, petrol or coal). The
fridge, when there is one, is kept inside the flat.
These kitchens are in fact often reduced to a
wood cupboard hooked to the balustrade of
the corridor.

¢. Animportant diversity of food outlets in the
area

Before the 1990, food outlets were limited to
state-owned shops located on the area’s main
street, Pho Kim Nguu. After the economic
liberalization of Doi Moi, a private sector of
distribution, through informal markets, has
developed in the open spaces still available
between the collective buildings. Families
who had ground floor flats, have benefited a
lot from this liberalization by opening shops
which have considerably bettered their
income level,

Today, 40% of the sellers operating in the area
are originally from Quynh Mai.

The outlet types in the area are the following
(see map picture 2):

1- Formal market: During our survey, the two
nearest formal markets were the Market Mo
(Bach Mai area) at 2 km and the Market Hom
(on Ngo Thi Nham street at 2.5 km). A market
area has been built in the Quynh Mai area and
opened in December 2004, after our survey
was completed. It is a closed place, with places
strictly allocated, and with a managing board.
The prices to get a stall are high and out of
reach for a large number of the street vendors
who work in the area. Inhabitants in the area
feared that when the formal market opens,
the informal markets would be more strictly
prohibited and prices would increase. This
market is built on the area of a previous
market but the new market is larger (1,700
m2). To extend it, expropriations have been
necessary. Because of the higher costs for
expropriate owner of wealthy houses, and
renouncing to the former project, the exten-
sion has been limited to the direction of the
area of poor households. The market creates
employment for 265 households.

2- Informal Market "Market 8th of March"
(street market). This market results from a
progressive gathering of mobile vendors.
Because this market is not legal, there is no
management board and the allocation of
places is determined by informal rules which
are difficult to identify. This allocation is not
fixed and can be always called into question.
Vendors have to pay a garbage tax of 1,000 to
2,000 VND per day. If there is a police patrol,
vendors run away to avoid fines. The dwellers
of the area call this market, "the rural market,”
because there are a lot of producers vending
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F. Conclusion partVI

Our two samples give us an image of urban
poverty in Hanoi, Vietnam's capital city,and
in Moc Chau, a secondary town of a rural
district. In the first case, we interviewed
rmainly factory workers. In the second case,
in Moc Chau, our sample includes manual
workers, who are less educated and have
lower incomes.
In Quynh Mai (Hanoi), families live in collec-
tive buildings, which are overcrowded and
currently have a water supply problem. In
Moc Chau, small houses with gardens
contribute to the food supply. But regard-
less, food insecurity is widespread in Moc
Chau (where only 30% of the households
declare that they never experience food
shortages, and 309% declare that they regu-
larly suffer food shortages). In Quynh Mai,
37% of the households wish to have maore
abundant foodstuffs.
To deal with this, households can benefit
from government or family financial
support, (around 30% of Quynh Mai house-
holds, 20% in Moc Chau) but this still repre-
sents a very small amount. Borrowing
money is a common alternative. House-
holds frequently receive food aid - mainly
from family members in Hanoi, and mainly
from neighbors in Moc Chau (sugar, fruits,
milk). Generally the case of someone being
ill in the family is when food aid is needed.
Wild plants or animals also seem to be a
significant source of food for poor families
in Moc Chau,
Mevertheless, these households regularly
purchase food in the market. Their purchas-
ing practices are characterized by many
purchasing acts of small values (around
17,000 VND/purchase). They purchase in a
close area (less than a 2km radius), mainly
in open-air or street markets, and never in
the supermarket, (In Moc Chau there is no
supermarket, in Hanoi there is one around
2 km away). The complementarities of the
different retailing points can be analyzed in
terms of:

products: open market (formal or
informal) for all kind of fresh products,
street mobile vendors for fruits and
vegetables, shops and stalls for dry prod-
ucts,
. quality/price: formal markets and
supermarkets offer diversity, quality, and
high prices, while street vendors offer low

quality and diversity but low prices.

. customers: the previous point
suggests that the different retailing places
could present complementarities in terms
of the customers they serve: for example,
the hypothesis could be made that street
vendors are more likely to be frequented
by the poorest customers, and formal
markets by the wealthiest. It was not
possible to show from our sample whether
or not households with lower incomes are
more likely to purchase food from street
vendors than people with higher incomes.
What appears from the comments of the
respondents is that they fear that when the
formal markets increase in number, street
vendors will be more strictly requlated and
customers will have no other choice
besides buying in the formal market with
higher prices. Moreover, some respondents
underline that a distinction must be made
between morning street vendors, and full-
time street vendors. The street vendors
who only work in the morning are gener-
ally producers. In this particular case, it
would be possible to access quality
products with low prices with the vendor
being able to guaranty the quality of the
products.

. working hours: complementarities
in terms of hours of operation do not
appear.

Another finding of this study is the impor-
tance of outside home consumption for
poor urban households. It represents for
22% of food expenditure in our Quynh Mai
sample. We can no longer ignore its role in
the food security of the households. This
suggests that the Consumers Price Index
(CP1) should include it in its "basket."
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Vil. CONCLUSION

The study conducted in Hanoi and Moc
Chau (5on La) shows that poor households
are not affected as consumers by super-
market development. At least not directly
as they do not purchase in supermarkets
because prices are high. This does not
exclude the possibility of indirect impacts:
impact of supermarket development on
other distribution channels and impact in
terms of the representation of consump-
tion.

The analysis of the purchasing practices of
these households shows that they exploit
the resources and the complementarities
of a very dense network of food outlets,
mostly linked to informal economy. This
network is dense but very small: the "pur-
chasing field" is limited to the streets
around the house. Home delivery is
possible for rice.

The housekeepers are satisfied with the
present system of purchase points avail-
able to them (proximity, diversity, even
prices). For the time being, supermarkets
cannot find a place in this system due to a
number of constraints such as:

. higher prices: food still represents
70% of the expenditure of poor house-
holds.

. distance: due to the limited size of
the "purchasing field" that these house-
holds can explore.

. supermarkets are not adapted to
the frequent purchases (13 times a week
for each household), for small amounts
(17,000 VND/purchase) common in poor
households): because of the time it takes to
go to the supermarket, to park the vehicle
{and the price to pay for the parking: 1000
VND), and to wait at the cash register.

We can also add from our observations,
that buying in a supermarket means radical
changes in purchasing practices, but also in
values. In particular, it means to redefine
the way to build trust on the quality of the
product. For example, in Asia, buying live
animals (chicken, fish, etc.) from a usual
seller is a guaranty of freshness and safety
for meat, even in urban areas. Shifting to
buying dead, eventually packed
(eliminating the possibility of seeing or
touching the product), and frozen pieces of
meat supposes to construct completely

new references for consumer quality
assessment. A previous survey shows the
importance of freshness in purchasing
food (Figuié 2004) and the small trust
placed in "refrigerated food."

Nevertheless, this study and others (Figuié
2004) show that high prices in the super-
market play a role of “guality sign": the
majority of the respondents said that
supermarkets offer high quality products,
which are supposed to have been checked
{no counterfeit "safe” vegetables), and the
high price is the proof of this quality. Super-
markets appear to be attractive, but out of
reach for many consumers.

The attraction to supermarkets is not only
linked to the supposed quality of the
products sold there, but mainly, to the
"modernity” and the entertainment that
supermarkets offer to customers, the
perceived quality could just be one conse-
quence of it. The supermarket is a place
where women factory workers, whom we
met, dreamed that they might one day go,
even if they are just visiting. Supermarkets
contribute to a sort of "enchantment,”
characteristic of a developing society of
consumption. Do these persons feel some
frustration of being excluded from this
modern outlet? No sign of being excluded
were found in the comments of our
respondents, but this has to be checked in
further focus group discussions.

If supermarkets do not have a direct impact
on poor households at present, they can
contribute to weakening the other distri-
bution channels. It is clear from this study,
that in the interest of poor households,
supermarket implanting should not occur
to the detriment of other purchasing
outlets, and policies should seek harmoni-
ous development.

This study also shows that the central ques-
tion for poor households is not so much the
guestion of supermarket development but
the modernization of the distribution
system in general - characterized by the
process of legalizing of the distribution
system and the tendency to eliminate the
informal outlets.

ba nanr in Uioknam
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