


INTRODUCTION

Why Litchi?

The reasons for choosing litchi for the study
are presented below:

- Litchis are tropical trees, considered
as a specialty of Vietnam

- Litchi trees can produce fruits in 200
hours in temperatures under 13 degrees
centigrade and adapt to different types of soil,
even impoverished soil and areas with poor
irrigation.

- Litchi fruits are gaining increasing
market share in both domestic and foreign
markets, in a diverse array of forms (i.e. fresh,
dried, canned, processed as vinegar and
drinks). At the moment, 70 to 75% of Vietnam-
ese litchis are traded domestically while 25 to
30% are exported, mostly to China.

- In Vietnam litchi is part of the MARD
development programs against poverty.
Litchi is one of the major trees used in
projects aimed at covering empty land and
bald hills with green areas initiated by the
government 20 years ago. Growing litchi has
generated increasing incomes for peasant
households since 1992, especially in the
Morthern highlands, e.g., Bac Giang (Yen The,
Son Dong, Lang Giang, Luc Nam, Yen Dung),
Thai Nguyen (Dong Hy), Quang Ninh (Hoanh
Bo), Lang Son, Phu Tho, and also Ha Tay. It is
also farmed in Dac Lac Province (an experi-
ment of 20 hectares).

In recent years administrators at all levels,
including central and local authorities, have
implemented several activities to assist litchi
growers by applying agriculture tax exemp-
tions and eliminating all kind of taxes relating
to litchi trading, providing funds and guiding
Chinese traders to big farming areas such as
Bac Giang for purchasing and processing.

- Litchi production requires a lot of
labor; hence it can be termed as a labor-
intensive pro-poor activity. Labor is especially
needed at harvesting time: litchi, after being
collected from the trees, need to be tied in
bundles of 2-4 kg each and placed into
baskets. As they are perishable fruits, they
cannot be loaded in a big volume for transfer
unless they are carefully packed. This process
requires a lot of workers. Numerous people
are needed to take part in the distribution of
fresh fruits in big cities, foreign countries and

rural places where litchis are not grown. In
regards to processing, numerous people are
also needed for drying, packing, etc. Litchi
harvesting and processing particularly attract
farmers from Nam Ha and Hung Yen who
come as migrant workers during the litchi
season because their land areas are limited
(some Bac Giang farmers are also in this situa-
tion). This is why development of litchi
production is seen as an appropriate route
towards employing the rural poor, which is
particularly important for the Ministry of
Agriculture, the Ministry of Trade and local
authorities.

In reality, as we will see in this study, there are
still many poor people who are coping with
difficulties in litchi production due to the
shortage of capital for investing in trade and
production. In recent years, litchi prices have
dropped dramatically (from 13,000-14,000
VND per kilo in 1990-1997 in production areas,
it dropped to 4,500-5,000 in 2001 and 2,500-

3,000 in 2004), so farmers need to find new
market opportunities. As far as producers are
concerned, they have to sell fresh fruits to
agents and buyers, who often insist on low
prices, or they have to sell fruits as soon as
they have dried them at low prices because
they need money. For the poor traders, due to
low capital, the volume of trading commodity
is limited, thus their income per working day is
very low or they have no chance to participate
in the big markets. The poor have difficulties in
approaching the exporters, processors and
big volume distributors, especially in the areas
of minority people who have difficulty in
obtaining information on markets. Supermar-
kets, for their part, are more and more involved
in the distribution of fruits, yet the marketing
of litchi is still limited, and this study will
contribute to the understanding of conditions
for higher supply of supermarkets and other
chains interested in the distribution of quality
fruits.

In summary, while litchi production and
marketing offer much potential for the poor,
they may be faced with difficulties regarding
access to outlets generating high value,
including supermarkets. The present study
assesses the participation of the poor in litchi
chains and ways to support them in gaining
more profitable access to high-value chains.










RESEARCH OBJECTIVES AND METHOD

A. Objective

The research objective is to assess the condi-
tions for increasing the participation of the
poor in the litchi fruit value chains through
their distribution in supermarkets and other
value-added retail chains.

B. General framework

The study follows the general framework for
the conduct of case studies of Component 3
(see Chapter 9). The information investigated
answers three main objectives (see Figure
37

1) Estimating the impact on employ-
ment of the poor as traders within the differ-
ent distribution chains (see detailed method
below for the census)

2) Evaluating the economic and social
results of farmers and traders involved in litchi
production and marketing, especially the
poor (distribution of incomes, impact on
poverty in the past, at present and in the
future)

3) Assessing the relationship between
economic and social results, stakeholders’
strategies and resources, and socio-economic
organization (in particular horizontal coordi-
nation, e.g., sales grouping, vertical coordina-
tion, labels and brands)

The information on the latter two topics was
gathered through farmers and traders’ inter-
views; the sampling procedure is detailed
below.

Chronologically, the following steps were
followed for data collection:

1) Collecting existing documents about litchi,
especially the reports available in Bac Giang
administrations (provincial, district and com-
mune), scientific reports and statistics of the
General Statistics Office - April 2004

2) Organizing a meeting to present the meth-
ods for doing surveys on litchi, the different

steps and the questionnaires prepared (the
participants were from Malica plus Vegsys
project) - May 2004

3) Carrying out trial interviews and revising
the questionnaires -June 2004

4) Taking a census of the litchi traders in
Hanoi during the litchi season - June 2004

5) Interviewing litchi traders in Hanoi - June
and July 2004

6) Carrying out a survey on litchi production
in Bac Giang with in-depth interviews of litchi
producers and collectors — July and August
2004

7] Analyzing the data, creating the report and
checking missing information (September
2004 to May 2005).

Traders’ census method
A. Objective

The objective of the census is to enumerate
all traders involved in the distribution of litchi
in Hanoi and compare the level of employ-
ment for the following categories of outlets:

- Shops and street stalls

- Litchi wholesale and retail stalls in the
markets

- Street vendors

- Supermarkets

B. Definitions

The following definitions were taken for the
different points of sale:

- Shops are covered and surrounded
by walls. Goods are placed on shelves or
tables or baskets, not on the ground. They can
be located in market places or be in indepen-
dent locations.

- Street stalls are shopping places
either in the open air or under umbrellas,
without surrounding walls. Goods are placed
on shelves or in baskets in the street.

- Market retailers are vendors selling
fruits in marketplaces, usually in baskets, and
in specialized fruit sections. They can be
year-round fruit traders or producers from
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Trade in 2004, we estimate that these markets
gather 22% of the total number of traders in
urban Hanoi (i.e., 3,733 out of 17,199 — see Son
et al, infra on the calculation of the number of
urban retailers).

d. Time of census

In 2004, litchi was available in Hanoi for about
10 weeks, from early May through the end of
July. The census was conducted twice at the
time of maximum litchi quantities, first from
June 21 to 23, second from June 28 to 30, to
account for possible weekly variations.

e. Calculation method for extrapolation

From the census of the different points of sale
(shops, street stalls, street vendors), the aver-
ages of the numbers provided by the two
censuses, and the estimation of the size in m?2
of the area where they were enumerated, we
calculated the density (number/km?) of the
different points of sale in the two districts.
These two densities were averaged to reflect
the average city density. This average density
was used to extrapolate the total number of
points of sale in the city using the total city
area. In regards to the market retailers, we
estimated also a density of litchi retailers/km2
by estimating the size of the market area; then
we extrapolated to the total city by consider-
ing the share of the selected markets in the
total market area, i.e., 22%.

In-depth interviews of urban

traders

1. Information investigated

The interviews were conducted to gather
information on: (i) employment generated by
litchi vending; (i) social and econormic results;
(iii) indicators of poverty; (iv) organization of
the marketing chains, in regard to the
relationships between suppliers and purchas-
ers; (iv) constraints, opportunities and pros-
pects of the traders; (v) economic costs and
profits.

2. Sample selection for in-depth inter-
views

a. Supermarkets

We selected 13 supermarkets (nine for in-
depth interviews and four for rapid interviews.
The list is in Appendix 3). But in the end we
found that only two supermarkets were
selling litchi at the time of the survey.

b. Wholesalers

In 2004, due to the low price of litchi, the
business of litchi wholesalers was low and
they mostly acted as suppliers of shop space
for wholesale transactions carried out directly
between collectors and retailers in Long Bien.
We interviewed three of these wholesalers.

c. Litchi shops and street stall vendors

The shops selling labeled and packed litchis
have been given priority in the interviews as
they represent an innovative, value-added
way to distribute litchi. The total number of
interviewed vendors was six. The interviews
were especially difficult because the shops
had been subject to interviews by journalists
during the summer on problems related to
fruit safety, and they were reluctant to answer
questions. 50 in the end we had one detailed
interview of a shop, and five quicker inter-
views.

d. Market retailers and street vendors

A total of six retailers were interviewed. As for
street vendors, the number selected for in-
depth interviews was two in each district, and
for quick interviews, five per district.

Rural participatory appraisal and
in-depth interviews

1. Selection of districts

Two districts were selected for the interviews:
Yen The and Luc Ngan. In the introduction, we
presented the reasons for the choice of these
districts in terms of importance of litchi
production and, in the case of Yen The, the
importance of poor households. Luc Ngan is
considered as the “second capital of the litchi
trees; just after Yen The. This district was
selected to assess the general situation of
litchi production in the district so as to evalu-
ate the advantages of litchi marketing when
the reputation of this product is
recognized.
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3. Nature of interviews

Group interviews were conducted with
officials at Provincial, district and commune
levels on the following topics: the develop-
ment and current situation of litchi produc-
tion and marketing in the area, the living stan

MAIN RESULTS

A. Involvement of the poor in
litchi distribution

1. The diversity of litchi points of sale

Hanoi is a large market for industrial and
agricultural products, because of its increas-
ing demographic and administrative impor-
tance.Hanoi is the gathering place of all types
of trade, i.e., traditional trade, e.g., wholesale
and retail markets, and modern trade, eg.,
trading centres and supermarkets, to serve
the needs of around 2 million residents in the
urban district and almost 1 million in the
suburban area, plus visitors who temporarily
stay in the city.

The city’s biggest and most longstanding
wholesale market for fruits is Long Bien
market in Hoan Kiem district. In markets, we
distinguish regular market retailers, who have
fixed locations, and irregular retailers, who
can change of location from one day to the
other and rent tables on a daily basis. Regular
retailers sell fruits of better quality and high
value (such as mangoes, green oranges,
melons, grapes and star apples) which
require a lot of capital, while irregular retailers
sell seasonal fruits, or fruits of lower quality
which require less capital. In the litchi season,
litchi accounts for 10 to 30% of all the
displayed fruit of fixed retailers, and is of
good quality in terms of color, freshness and
fruit homogeneity. Fixed retailers have regu-
lar customers of different income categories.
Among irregular retailers (non-professional
traders) who have no fixed location and sell
only one or two or three kinds of fruits includ-
ing litchi and other fruits such as dragonfruit
and mangoes, litchi accounts for 65 to 75% of
the total quantity sold, and is not as attractive
as that of the above mentioned retailers.
These vendors don't have regular custom-
ers.

Litchi is also sold in fruit shops and stalls

dards of the people in the litchi growing prov-
inces and districts, and suggestions to
improve marketing, including sale to super-
markets. In-depth interviews were conducted
with the selected farmers and collectors; the
topics investigated were similar to the topic of
traders’ interviews.

along the streets, which all turn to litchi
during the harvest season (from June to
August). The distribution of shops and street
stalls is quite uneven, as trade is forbidden in
some streets, e.g., Trang Tien, Dinh Tien
Hoang and Le Thai To in Hoan Kiem district;
stalls are especially numerous in some pass-
ing streets, e.g., Nguyen Huu Huan, Tran Nhat
Duat, Hang Da, Tran Xuan Soan in Hoan Kiem,
and Cau Giay, Xuan Thuy, Nguyen Khang in
Cau Giay, as well as in front of pagodas. Street
vendors are scattered all over the urban and
suburban districts. They are densely concen-
trated in the central districts, e.g. Hoan Kiem
district, and are less present in new districts
such as Cau Giay. Regular selling places are
densely populated areas, or areas near
markets, e.g., in Hoan Kiem, near Hang Be
market and Phan Huy Chu street, and in Cau
Giay, vendors often gather around Nghia Tan
market while in Gia Lam they go at the places
near the office of the Provincial Party’s com-
mittee, in Ngo Xuan Quang street.

The system of trading centres and supermar-
kets appeared earliest in the cities compared
to other regions in the country. In July 2004
there were nine trading centres and 55 super-
markets (including 13 minimart and big
shops) in Hanoi, of which 27 were selling
food. Most supermarkets selling food sell
fresh fruits or have strategies to supply them,
but the variety and quantity of fruits sold in
supermarkets is limited. While all supermar-
kets were selling fruits (local and imported) at
the time of the survey, e.g., grapes, apple,
grapefruit, orange, lemon, coconut or melon,
only Metro and Intimex Hoan Kiem were
selling litchi.

2. The importance of street vending in
litchi distribution

The year 2004 was characterized by a bumper
output of litchi, and litchi retailing activities
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- Organizing training for them not to
jeopardize traffic. All those who want to work
as vendors should join this course and
receive a license for vending. They accept
that they will be fined if they violate rules set
by the training. This was proposed by 10
vendors;

- Providing support for the poor to
get access to market stalls in the city and the
suburban areas, e.g. helping in establishing
direct contacts between the poor and the
market management board (six vendors'
proposal).

- Helping them to find a suitable job
so that they can make a stable income of
about 600,000 VND/month (four vendors).
One interviewed market retailer suggested
that the activity could be improved by
changing the transport system from poles to
carts, and defining certain areas for circula-
tion of street vendors.

1. Alimited role for supermarkets so far

Out of 14 visited supermarkets, only two,
Metro and Intimex Hoan Kiem, were selling
litchi at the time of the survey. The reasons
given by supermarkets for not selling litchi
are given below:

- Litchi is available anywhere in Hanoi
with cheap prices.

- Preserving litchi is extremely
difficult; after one day the color changes and
it is less easy to sell, so the marketing risks
are high.

- The advantage of supermarkets in
terms of food safety is difficult to put to the
fore: consumers are not afraid of litchi safety
as they peel it.

While Metro sells around 20-50 kilograms
per day, Intimex sells from 50 to 70
kilograms/day, so the total sold by the two
supermarkets is 80-120 kilograms/day.

The situation may change in the future. Big C,
the supermarket established in early 2005,
has started marketing several tons per day of
litchi in Hanoi. Among the interviewed
market retailers, three said that supermar-
kets had impacted their trade because many
customers preferred to shop in supermar-
kets where they could buy other things at
the same time and enjoy entertainment as
well. Three retailers did not have the same
idea, as they thought the demand of
consumers was very large.

B. Mapping litchi commodity
chains

The organization of litchi commaodity chains
from production areas to Hanoi consumers is
summarized in Figure 41. The organization of
the chains differs according to the strategy
of traders as regards the promotion of litchi
quality: hence it is possible to distinguish the
following chains:

- Market-driven litchi chains, where
transactions are mostly ruled by price and
little by quality:this is the case for the bulk of
Bac Giang and Thanh Ha litchi transported
by truck to Hanoi by collectors and mostly
resold to street vendors and non-fixed-
market retailers;

- Farmers' association-driven litchi
chain:in this chain, litchi is collected and sold
to retailers by Thanh Ha farmers' association,
which promotes the specific quality of
Thanh Ha litchi:

- Relational short litchi chains: in these
chains, regular relationships prevail between
retailers and farmer/collectors who bring
Bac Giang litchi by motorbike to Long Bien
market in small quantities.
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litchi transactions earn 50-100,000 VND per
day, and up to 200-300,000 VND per day, but
with some risks of losses due to possible
falling prices during the day.

When litchi is not too abundant, collectors go
directly to the farms to harvest, otherwise,
producers harvest and sell litchi to collection
points at the commune or province.

The collectors purchase not only litchi from
the same area but also from other com-
munes, even from other provinces such as
Huu Lung-Lang son, Phu Binh- Thai Nguyen
and Bac Thai; e.g.the collector in Phon Xuong
commune purchases a big quantity of litchi
brought from Bac Thai and Thai Nguyen.
They resell litchi to wholesalers from Hanoi,
Ho Chi Minh City or China. The means of
transport used are bicycles and motorbikes.
The producers have to harvest, bundle, and
transport by themselves to the collector
points,

We now present the strategies of retailers
involved in quality promotion, who are
mostly supermarkets and some shops, and
also some market retailers.

C. Supply strategies of value-
adding outlets

1. Supply strategies of supermarkets
a. Typeof products

While Metro sells only unpackaged, unla-
belled litchi, Intimex sells two types of litchi:
unpackaged and packaged/labeled Thanh
Ha litchi.

b. Supply organisation for unlabelled litchi

Both Intimex and Metro supermarkets
receive litchi from collectors from Thanh Ha -
Hai Duong. The commodity is brought to the
supermarkets by motorbike. These collectors
are at the same time producers. They deliver
litchi everyday.

¢. Supply organisation for labelled litchi

The Association for Litchi Production and
Marketing was founded in mid-2003 with the
support of the Vietnamese Institute for
Scientific Agriculture (DIALOGS project,
funded by European Union). In addition to

advertising Thanh Ha litchi, the members of
this association are very active in introducing
litchi in the supermarkets. The litchi is trans-
ported by motorbike or truck. The manager
of the fruit division of Intimex says that he
prefers to buy litchi from the Thanh Ha Farm-
ers’ group because it is packaged and
includes full information on the product
origin.

For both labeled and unlabelled products,
supermarkets have regular relationships
with the suppliers. After selling fresh litchi,
they sell dry litchi.

The suppliers and the supermarkets are tied
by a contract in which a condition of quality
guarantee is stated. The price is not fixed, due
to high market fluctuations. The collector
and supermarket also agree on sharing risks:
in case supermarkets cannot sell litchi, the
suppliers receive back the unsold products
for drying.

d. Mode of payment

Both supermarkets pay their suppliers in
cash 15 days after the delivery of commodity.

e, Difficulties in business ;

1)  Litchi preservation

As mentioned before, the first problem with
litchi marketing is litchi preservation, as its
color changes quickly in several hours, and
when it turns from pink to brown, its price
drops. One solution to this problem, accord-
ing to the supermarket managers, is the
packaging of litchi in polystyrene bags rather
than net bags, with an additional cost of
about 862 VND to pack 2 kilograms of litchi.

2) Product differentiation

While Metro supermarket has no difficulty
with their customers, Intimex has to face
questions from consumers regarding their
offering of supply two kinds of litchi with
different prices: when the labeled Thanh Ha
litchi was sold 11,000 VND/kilo, the unla-
belled litchi was sold at half this price: 5,500
VND/kilo.

f. Prospects

1) Business expansion

All nine supermarkets interviewed had plans
to develop their business in Hanoi and the
surrounding provinces. For example the
Intimex chain planned to open seven new
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supermarkets in Hanoi, Hai Phong, Lao Cai.

2) Product diversification

All nine of the supermarkets interviewed had
plans to diversify their food product selection
to meet the increasing demand of consumers.
Fresh fruits were one of the products in the
development plans of the interviewed super-
markets. They all wished to sell the fruits of
specific origins that were produced in
Vietnam.

3) Relations with suppliers

The interviewed supermarket vendors want
to develop stable relations with producers via
long term contracts to create favorable condi-
tions for producers, so that they can pay more
attention to the quality of their production.
According to the interviewed supermarket
vendors, farmers could have direct access to
supermarkets if they could fulfill the following
conditions:

- Guarantee of quality and stable quan-
tity of their products

- Giving information on their products,
in particular as regards food safety, by display-
ing a safety certificate

- Install equipment for exchange of
information, e.g., telephone and fax.

- Have a bank account

- Be able to deliver their products
directly to supermarkets

Farmers are encouraged to meet with super-
market managers to present their products.
The interviewed suggested also that the poor
should gather in cooperatives or associations
to increase their power in production and

supply.
2. Supply strategies of quality shops

a. Commodities

Litchi represents only a small proportion of
the total fruits sold, e.g., melons, watermelons,
green oranges, mangoes, peaches, grapes,
custard apples, apples, durians, grapefruit, star
apples; and its value is lower than the other
fruits.

The involvement of the vendors in litchi trade
dates from six to nine years, while their
involvement in fruit trade dates from more
than 10 years for five interviewed vendors out
of six. Before 1996, the quantities of litchi sold
fresh were small and the prices were high
(around 15,000 VND/kilo).

b. Source of litchi

While 5 shops buy litchi in Long Bien whole-
sale market, one shop receives “Thanh Ha
Litchi” right at the shop from a member of
Thanh Ha Litchi Association.

¢. Relationships with suppliers

The shops have regular relationships with
Long Bien wholesalers.

d. Methods of payment

Given the small quantities purchased every-
day, payment is made in cash.

e. Preferences

The shops like buying litchi in Long Bien
because: (i} they can buy all kinds of fruits
there; (i) they have a large choice; (iii) trans-
port is not a problem as they can have litchi
delivered to the shop by paying 15,000 VND
per transfer, representing around 100
kilograms, that is 150 VND per kilo. But they
are also interested in having litchi delivered
by Thanh Ha Association, packed and
unpacked.

The criteria for choice of suppliers in Long
Bien, apart from regular relationships, are (1)
reasonable price; (2) good quality: fresh, nice,
sweet and of uniform size.

All the six interviewees were able to distin-
guish the origins of litchi via observation and
taste. Also, they had been experienced
traders for many years and therefore had
good relationships with wholesalers, from
whom they could get full information on the
product.

f.  Pricing strategies

All the gquestioned shops said that their
selling prices were higher than those of
street vendors, by around 40%. The reason
was their litchi quality was better, especially
in terms of freshness, as their litchi is
protected with a wet piece of cloth.
Regarding the price for litchi from wholesale
markets, the buying price was based on the
prevailing price at the wholesale market and
the quality of the fruits. The selling price was
the buying price plus 1,000 - 3,000 for 1
kilogram depending on the time and the
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number of customers), and they have to
diversify the fruits sold (while street vendors
are more specialized), especially with fruits of
high value, including mango, green orange,
yellow melon and grapes.

i. The role of quality in retail fruit distribution

All the interviewed stressed the importance
of quality in increasing fruit sales and resale
prices, both in terms of appearance and of
safety.

To illustrate this, the prices of fruits with bad
reputation in terms of safety, e.g. those from
China, are much lower than the prices of fruits
from Vietnam and regions with good reputa-
tions in terms of safety, e.g. Thailand, New
Zealand or the USA. Yellow oranges from
China cost 6,000-7,000 VND per kilogram in
June, while the prices of Vietnamese green
oranges ranged from 15,000 to 20,000 VND
per kilo. Fruits from Thailand, New Zealand
and the USA were two to three times, even
five or six times as expensive as the same
kinds from Vietnam, e.g, Thai custard apples
cost 34,000 per kilo while this fruit from
Vietnam cost only 6,000-7,000 per kilo. These
price differences come from superior appear-
ance, and also consumers’ perception that
these fruits are grown without chemicals.
These fruits are affordable by high-income
customers only.

The interviewed suggested that the quality of
Vietnamese fruits could be improved thanks
to:(1) the application of advanced techniques
for multiplication of fruit plants; (2) orienta-
tion of producers towards crop intensification
and fruit safety to meet the demand of
customers; (3) import of some new fruit
plants.

j. The role of product labelling

The interviewed also reflected that many
customers enjoy Vietnamese fruits that
indicate the producer’s address and the culti-
vation process applied.

Out of six interviewed persons, the four
vendors in the urban area intend to sell many
imported fruits or Vietnamese fruits with
trade labels such as Thanh Ha litchi in the
Morth, Nam Roi grapefruit in the south and
Phuc Trach grapefruit in the center.

The two vendors in the suburban area intend
to sell various fruits including ones of high
value to serve high-income customers or

those who want to buy gifts. The bigger
proportion would be popular fruit and
Chinese fruit, as in this area there are many
customers of middle and low income.

3. Supply strategies of market retailers

Among the market retailers, there is a differ-
entiation according to supply strategies:

- Retailers getting their supply directly
from producers in Long Bien market, with
whom they have regular relationships; in this
case they know the production zone (three
retailers out of six). They can tell their custom-
ers the advantages of Thanh Ha and Luc Ngan
litchi in terms of color, sweetness and fruit
size,

- Retailers buying litchi from wholesal-
ers in Long Bien, without regular relationships
with suppliers, and without knowledge of the
production zone (two retailers out of six).
These retailers are commonly cheated in
terms of weight.

- One retailer
producer,

Three interviewed market retailers assumed
that the poor litchi growers in Bac Giang
could hardly increase their income from
marketing as they needed to have means of
transport. And the other three persons
thought that the poor would be able to join if
they could organize transport.

is himself a litchi

D. The impact on the poor of
litchi production

1. Trends in poverty reduction

The growing of litchi in Bac Giang began in
the 1960s when several farmers from Hai
Duong, Hung Yen, Thai Binh and Ha Nam
provinces migrated to Bac Giang and brought
some species from their homeland including
longan and litchi. Before 1980, the growing of
litchi was limited to 100 hectares (including
42 hectares in Luc Ngan district). Most of the
agricultural land was for rice cultivation, and
some was used for soya bean planting, while
cassava was grown in hilly areas. Following
the Direction 100/CT-TW dated 13/1/1981 of
the Secretarial Committee of the Party, the
Province authorities have promoted cassava,
soya bean and peanuts. The Bac Giang
People's committee started promoting litchi



















non-poor, the poor have an advantage in
terms of fruit quality, according to the inter-
viewed collectors: the poor families do not
have much product to sell, so they can spend
time in carefully sorting and bundling the
litchi. Therefore their litchi baskets look more
beautiful than those of the rich farmers who
rent laborers to work for them (paid by
weight):

- The poor in Yen The are more
efficient than the non-poor in terms of
income per unit of input costs, it means they
are better able to save on input costs and
spend a lot of family and paid labor in the
field.

- The incomes per day of labor are
above the poverty line (more than 40,000
VND/day), but for the poor, this is obtained
during 43 days only due to smaller land area
{around 3,200 m?, half the size of the non-

poor farmers). The rest of the year, farmers are
involved in crops mostly grown for consump-
tion, e.g.rice.

The comparison of yields between the three
communes of Yen The shows that the yield is
the lowest in Hong Ky (3,730 kg/ha), despite
the higher percentage of fruiting plants. This
is because Hong Ky farmers here are inexperi-
enced in taking care of litchi, e.g., trimming to
avoid insects or arranging the leaf canopies
to take advantage of light.

E. Distribution of costs and prof-
its in the litchi value chains

We considered the following chains to com-
pare costs and profits in litchi value chains
characterized by different governance
mechanisms:

- The market-driven commaodity chain
of Yen The litchi (where poor farmers are
dominant), selling litchi of ordinary quality to
collectors and street vendors or market retail-
ers, without indication of origin, and with
dominant spot market relationships;

- The relational commeodity chains of
Yen The, Luc Ngan and Thanh Ha supplying
shops and stall vendors

- The Thanh Ha association-driven
chain, selling labeled litchi directly to super-
markets and quality shops.

The results are indicated in Table 163, Appen-
dix 4, Figures 43-46,

Given the high fluctuations in price and the
small sample, we should consider these data

with a 20% error margin, and mostly use them
for comparison rather than in absolute terms.
For supermarkets, we give the margin, not the
profit, given the difficulty of gathering data on
supermarket costs disaggregated by com-
modity. In the chains presented, we did not
indicate the wholesalers, as the most
commaon situation is their involvement in
shop rental only, the cost of which is included
in the collectors’ costs.
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