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EXECUTIVE SUMMARY

The stakeholders of vegetable oil, including raw material suppliers, dealers, producers, distributors,
and customers.

Raw material suppliers lack adequate marketing strategies, high manufacturing costs, and
adequate reserves to prepare for planting. Dealers determine the product and are well-prepared
for reserves. They also purchase crops at a lesser cost and resell them at a higher cost. Dealers
have asked raw material suppliers for training in cultivation techniques, care, and harvesting to
ensure that these products have a healthy market.

Vegetable oil, the provision of reserves, and the motivations for starting a business have all been
thoroughly researched by oil producers. Vegetable oil is a vegetable oil made from seeds. It is
acquired at a fair price, but its subsequent resale at a greater price after being oiled is notable in
terms of the price. Oil producers integrate all business-related training and ask that the raw
material suppliers support the expansion of the crop. Distributors carefully established reserves
and the business strategy to make it work.

The majority of distributors are interested in taking part in training connected to vegetable oils,
while a tiny minority are not due to their busy schedules. Customers enthusiastically support
vegetable oil production and are content with the availability of both imported and regional
ingredients.

The analysis for this study focuses on the value chain from raw material suppliers to consumers.
This analysis can help identify potential alternatives related to refined products, including
additional information on the availability and affordability of micro-technologies for the processing
of vegetable oils. Price analysis and benefits of using vegetable oil products.

Vegetable oil crops and vegetable oil press costs were measured at ($). Target crops cost was
slightly higher than dealers to producers, while producers to distributors had the highest cost.
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[. INTRODUCTION

1. Background of the Study

In many nations, the development of agro-food industries and value chains for vegetable oil crops
has created the necessary connection between the vegetable oil crop and manufacturing sectors,
which in turn has sped up the growth of broader manufacturing industries by supplying raw
materials for food processing, textiles, and biofuels (UNIDO, 2011). Also, the primary source of
rural off-farm employment in developing nations is the agro-food industry (ILO, 2008). In various
nations where high-value agro-food exports are generated, it has been discovered to have
beneficial benefits on lowering poverty and empowering women (Van den Broek et al., 2016;
Maertens and Swinnen, 2012). Through wage employment and spillover effects that increase on-
farm vegetable oil crop productivity in terms of more money to buy inputs and an increased
capacity to adopt technologies, the creation of off-farm employment opportunities in agro-
industrial firms located in rural areas directly and indirectly affects rural household income
(Maertens, Minten, and Swinnen, 2012).

Vegetable oil crop production in Cambodia has to be connected to markets and customers
through reliable value chains in order to be sustainable. Farmers who are integrated into markets
are more likely to adopt new technology than those who have minimal market engagement from
the standpoint of production and efficiency (FAO, 2020a). Since they are solely concerned with
meeting their own demand and that of their neighbors and/or local markets, which can be rapidly
fulfilled with modest increases in production, households with limited access to markets have
insufficient incentives to embrace new technologies and enhance productivity. Farmers with good
market integration deal with a generalized demand for commodities and use technology to
generate the profits they anticipate from selling more output (FAO, 2020a). Including smallholders
into value chains benefits buyers, distributors, processors, and dealers by ensuring a more
consistent flow of raw materials and more superior, homogenous goods. By these extra activities,
fruit and vegetable value chains also generate off-farm job possibilities. Sorting, grading, packing,
shipping, wholesale, and retailing are all examples of value-added operations for a crop of
vegetable oil. These tasks are carried out by businesses of all kinds, from small to big, creating
job possibilities in both urban and rural locations.

The Germany Agency for International Cooperation (G1Z) implements the DEVELOPPP — Oil
Press project on behalf of the German Federal Ministry for Economic Cooperation and
Development (BMZ) in cooperation with the Oil Press GmbH &Co0.KG, the National University of
Battambang, as well as the National Vocational Institute of Battambang. The project aims to
create and improve professional, technical and economic conditions for the processing of
agricultural niche and by-products for the production of high-quality vegetable oils in Cambodia.

2. Research Problems/Significance

The main problem targeted by this study is to know the value chain and cost analysis of oil crops
and why cooperation is necessary for raw material suppliers, dealers, producers, distributors and
consumers.

3. Research Objectives

This study has specific objectives:

(1) Understand the cost of vegetable oil crops

(2) Identify and connect raw material suppliers, dealers, producers, distributors, consumers as
well as the support groups behind these five main actors

(3) Facilitate the establishment of new vegetable oil products.
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II. MEANS AND METHODS

As the goal of this study is to understand the value chain and cost of vegetable oil crops, technique
used is qualitative.

This study employs in-depth interviews with clear and systematic question guides as the tool to
interview raw material suppliers, dealers, producers, distributors and consumers. This technique
enabled the study to better understand the inter-relation of each party.

The study relied on primary data, with the research within Pursat, Battambang, Banteay
Meanchey and Siem Reap. Qualitative method is applied during the field research phase.

1. Target Participants

The study's target population includes forty raw material suppliers, six dealers, four producers,
five distributors, and ten consumers in four target provinces, including Pursat, Battambang,
Banteay Meanchey, and Siem Reap.

2. Sample Size

Initially, the researchers made the conscious choice to include raw material suppliers, dealers,
producers, distributors, and consumers. This is a result of the respondents' homogeneity and the
possibility of data gathering. A non-probability selection approach was then used to choose 65
respondents from the four target provinces that were the objective of the survey.

In four target provinces, including Pursat, Battambang, Banteay Meanchey, and Siem Reap, there
will be forty raw mater suppliers, seven dealers, four producers, five distributors, and ten
consumers. Purposive sampling was utilized to choose the sample respondents, allowing the
researchers to include the most representative respondents for the study.

Table 1: Respondents for the research study

N2 Party Numbers of respondents
1 Raw material suppliers 40
2 Dealers 7
3 Producers 4
4 | Distributors 5
5 Consumers 10

3. Data Collection

The data collection was conducted from the April 7-24, 2023. Some of raw material suppliers,
dealers, producers, distributors and consumers were interviewed at the business workplace and
some of them by KoboToolbox. Question guide and voice recorder were used as data collection
tools during the interview.

4. Research Ethics

All interviewers and fieldwork members were trained in ethical data collection behavior, including
confidentiality and anonymity. All selected participants were informed about the study and asked
for their consent to participate and their permission to record the interviews with a voice recorder.
Participants were allowed to skip questions or withdraw from the study at any time.

No identifying information of respondents was used in the analysis. Only those responsible for
data analysis had access to the data.
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5. Scope and Limitation of Research Study

This study is limited to raw material suppliers, producers, dealers, distributors and consumers
who are located in Pursat, Battambang, Banteay Meanchey and Siem Reap.

6. Analysis Framework: Approach for Value Chain Analysis

The value chain analytical framework served as the project's main direction, and it allowed for the
most thorough analysis of the whole value chain given the constraints on primary data gathering
that were involved. The project identified various actors, including raw material suppliers, dealers,
producers, distributors, and consumers, whose activities occur along the value chain under the
institutional conditions of the commodity. This identification was based on the value chain
selection process.

Figure 1: Chart of the value chain analysis components

Raw
Material
Suppliers
Consumers Dealers
Identified
Commodities
Distributors Producers

[ll. SELECTION AND PRIORITIZATION OF VALUE CHAINS
1. Selection process

As mentioned earlier, the selection process for the three commodities followed a two-step
process, involving (1) pre-selection of six potential commodities based on assessment of regional
plans; and (2) assessment of the pre-selected commodities selection criteria that serves the
objectives of the project, along with an associated scoring matrix with dimensions for assessment
weighted accordingly.

Prior to the guestionnaire design, the research team initially selected six commodities (e.g.,
sesame, peanut, sacha inchi, moringa, sunflower, and okra) following (1) a review of the regional
plans which focus on the priority commodities and proposed strategies, and (2) research team
consultations with two GIZ officials, one lecturer of NUBB, three lecturers of NVIB and three

3
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consultations of CTEP using telegram calls and online meeting through google meet.

2. Prioritization of value chains

A research questionnaire was then held from April 7 - 24, 2023 to raw material suppliers, raw
material suppliers, dealers, producers, distributors, and end consumers that aimed at: general
information, background of current product, sale and marketing, and introduce vegetable oil
product.

After getting the results from questionnaire the average of price for each product: black sesame,
peanut, sacha inchi, moringa, sunflower, and okra. From the highest price to the lowest price
were; sacha inchi, okra, moringa, sunflower, black sesame, and peanut. Finally, in terms of
research access, all six commodities continued to be traded in North-Western Cambodia markets.
It was agreed that this, the value chain and cost analyses would be important to explore from
farmers to community-based enterprises.

IV. RESEARCH FINDING
1. Value chain information

1.1 General Information of Raw Material Suppliers, Dealers, Producers, Distributors, and
Consumers
Figure 2: Chart of the participants of the four target provinces

B Raw Material Suppliers ® Dealers M Producers M Distributors M Consumers

As we can see the majority of sixty-six participants from the four target provinces, forty raw
material suppliers (20 from each target province), 7 dealers (6 from Battambang and 1 from Siem
Reap), 4 producers from Battambang, 5 distributors (2 from Battambang, 1 from Siem Reap, 2
more from the other provinces) and 10 consumers (8 from Battambang, 1 from Siem Reap, and
the last 1 from Banteay Meanchey) that completed the questionnaire.
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1.2 Business Background
A- Raw Material Suppliers
Figure 3: Chart of the amounts of years to start raw material suppliers

This pie chart shows that out of the 40 raw material suppliers
that completed the questionnaire on the amounts of years to
start raw material suppliers, 40% has started between 5 to 10
years, follow by 30% has started between 11 to 15 years, then
A Lnssifion veses woseeensoingens L% has started less than 5 years, and 13% has started
¥ C) Between 11 to 15 years D) Between 16 to 20 years between 16 to 20 years.

M E) More than 20 years

Figure 4: Chart of the raw material suppliers’ main products

| As we can see the majority of the raw material
suppliers that completed the questionnaire, their
main products were: 51% were the mix of crops
planted while the second high percentages 34%
planted vegetables then the third percentages 12%
the animals feeding and the other products were
3%.

W A) The vegetables planted
M B) The mix of crops planted
M C) The animals feeding

D) Aquaculture
M E) Others

Figure 5: Chart of the reasons of choosing these products

As we can see the majority of the raw material
suppliers that completed the questionnaire on the
reasons of choosing these products, 32% was
answered that it was easy to find the markets, 29%
was answered that it spent short time, 18% was
answered that it spent less capital, another 18% was
answered that it was easy to plant (resistant to

M A) Spent less capital
M B) Easy to plant (resistant to disease as well as weather)

SRR RaR e disease as well as weather), and the other reasons
D) Easy to find the markets were 3%.
M E) Others

Figure 6: Chart of the period of planting products

W A) Less than 5 years 13%

15% As the pie chart has shown the raw material suppliers
have planted their main products, a total of 40%
grew/fed between 5 to 10 years, 25% grew/fed
between 11 to 15 years, 15% grew/fed less than 5
years, 13% grew/fed more than 20 years, and 13%

grew/fed between 16 to 20 years.

M B) Between 5to 10 years
B C) Between 11 to 15 years
D) Between 16 to 20 years

M E) More than 20 years

Figure 7: Chart of the size of planting field

As we can see the majority of the raw material
suppliers that completed the questionnaire on
planted field size, 83% was more than 20
hectares, while less than 5 hectares and
between 5 to 10 hectares were 7%, and 3% was
between 11 to 15 hectares.

M A) Less than 5 hectares

W B) Between 5to 10 hectares
C) Between 11 to 15 hectares
D) Between 16 to 20 hectares

M E) More than 20 hectares
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Figure 8: Chart of the periods of planting per year

0% 0%
BA)1ime As the pie chart has shown out that the raw material suppliers that
B) 2 times ‘ completed the questionnaire on the periods of planting per year, out
B C) 3 times . of 62% was planted twice a year, while 30% was planted once a
WD) 4 times 62% year, and 8% was planted third a year.

M E) Over 4 times

Figure 9: Chart of the planting/feeding techniques

m A) Family

The pie chart has shown the raw material suppliers have
got the knowledge of planting/feeding; 34% was from
family, 32% was from agriculture officers, 29% was from
community, and 5% was from NGOs.

B) Community
 C) Agriculture officers

WD) NGOs

M E) Others

Figure 10: Chart of the sources of crops for raw material suppliers

As we can see the majority of the raw material
suppliers that completed the questionnaire on
the sources of crops, 28% bought from the
dealers, 25% bought from other farmers, 24%
bought from suppliers in the community, 16%
bought from other suppliers, and 7% got free
from agricultural officials.

B A) The other farmers
M B) The suppliers in the community
W C) Dealers

D) Agricultural officials
M E) Other suppliers

Figure 11: Chart of the total of capital for planting in a year

The pie chart has shown the raw material
suppliers that completed the questionnaire
on total capital in a year, 60% prepared more
than 25 million riels, 17% prepared less than
5 million riels, 10% prepared between 5 to 10
million riels, 8% prepared between 16 to 20
million riels, and 5.00% prepared between 11 to 15 million riels.

W A) Less than 5 million riels

M B) Between 5 to 10 million riels
C) Between 11 to 15 million riels
D) Between 16 to 20 million riels

M E) More than 20 million riels

% The raw material suppliers’ expenses in a planting season:
Figure 12: Chart of the labors’ expenses

The pie chart has shown the raw material suppliers that
completed the questionnaire on labors expense, 45%
spent less than 1 million riels, 43% spent more than 6
million riels, 7% spent between 1 to 2 million riels, and
5% spent between 3 to 4 million riels.

M A) Less than 1 million riels

M B) Between 1 to 2 million riels
C) Between 3 to 4 million riels

M D) Between 5 to 6 million riels

M E) More than 6 millionriels

Figure 13: Chart of the fertilizers’ expenses

®A) Less than 1 million riels The pie chart has shown the raw material suppliers that
completed the questionnaire on fertilizers, 52% spent less
than 1 million riels, 38% spent more than 6 million riels,
7% spent between 1 to 2 million riels, and 3% spent
between 3 to 4 million riels.

= B) Between 1 to 2 million riels
® C) Between 3 to 4 million riels
D) Between 5 to 6 million riels

W E) More than 6 million riels
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Figure 14: Chart of the pesticides’ expenses

M A) Less than 1 million riels

M B) Between 1 to 2 million riels

m C) Between 3 to 4 million riels
D) Between 5 to 6 million riels

M E) More than 6 million riels

Figure 15: Chart of the crops’ expenses

m A) Less than 1 million riels

B) Between 1 to 2 million riels
m C) Between 3 to 4 million riels
W D) Between 5 to 6 million riels

B E) More than 6 million riels

The pie chart has shown the raw material suppliers
that completed the questionnaire on pesticides, 60%
spent less than 1 million riels, 38% spent more than 6
million riels, and 2% spent between 1 to 2 million riels.

The pie chart has shown the raw material suppliers that
completed the questionnaire on the crops, 55% spent
less than 1 million riels, 37% spent more than 6 million
riels, 5% spent between 3 to 4 million riels, and 3%
spent between 1 to 2 million riels.

Figure 16: Chart of the other expenses (machinery, gasoline, water, land rent ...)

W A) Less than 1 million riels

M B) Between 1 to 2 million riels
C) Between 3 to 4 million riels
D) Between 5 to 6 million riels

M E) More than 6 million riels

The pie chart has shown the raw material
suppliers that completed the questionnaire on the
other expenses, 55% spent less than 1 million
riels, while 35% spent more than 6 million riels,
follow by 5% spent between 1 to 2 million riels,
then 3% spent between 3 to 4 million riels and 2%
spent between 5 to 6 million riels were 2.50%.

Figure 17: Chart of the ways of harvesting

m A) By ourselves
W B) By paid for people
m C) By rent machine
D) By sale before harvest

M E) By other ways

The pie chart has shown the raw material suppliers that
completed the questionnaire on the way of harvesting,
40% of raw material suppliers harvested by
themselves, while 38% of raw material suppliers
harvested by paid for people, then 21% of raw material
suppliers harvested by machine, and 1% harvested by
other ways.

Figure 18: Chart of the post-harvest result (ton)

M A) Less than 5 tons

H B) Between 5to 10 tons

B C) Between 11 to 15 tons
D) Between 16 to 20 tons

M E) More than 20

As we can see the majority of the raw material suppliers
that completed the questionnaire on the post-harvest
result, 85% was more than 20 tons, while 10% was less
than 5 tons, and 5% was between 5 to 10 tons.

Figure 19: Chart of the post-harvest result in a planting season

W A) Less than 5 million riels

m B) Between 5 to 10 million riels

m C) Between 11 to 15 million riels
D) Between 16 to 20 million riels

m E) More than 20 million riels

As we can see the majority of the raw material suppliers
that completed the questionnaire on the post-harvest
result in a planting season, 85% received more than 20
million riels, while 10% received between 5 to 10 million
riels, and 5% received less than 5 million riels.
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Figure 20: Chart of the factors that are the biggest risk in growing vegetable oil crops

W A) The crops factors
M B) The technical protection factors
C) The bad insects and diseases
D) The yield factors and market size
M E) The fertilizers factors
M F) The soil, water, and weather factors
B G) The other factors

As we can see the majority of the raw
material suppliers that completed the
guestionnaire on the factors that are the
biggest risk in growing vegetable oil
crops, out of 25% was the yield factors
and market size, while 24% was the soil,

water, and weather factors, follow by 20% was the bad insects and diseases, then 18% was the
fertilizers factors, after that 9% was technical protection factors, and 4% was the crops factors.

Figure 21: Chart of the solutions to prevent the above risks

N

M A) Researched potential problems and find solutions to prevent

M B) Participated in training courses or workshops related to the

prevention of various risks in the agricultural sector

B C) Contacted government experts to discuss potential risks and

find preventative solutions

D) Contacted NGO experts to discuss potential risks and find

preventative solutions
M E) The other solutions

B- Dealers
Figure 22: Chart of the reasons to run this business

P

25 g

)
) Less competitors

) Can help society a lot

D) Can get high net income
) Others

mA
=B

C
E

See that there will be good business in the future

The pie chart has shown the raw material
suppliers that completed the questionnaire on the
solutions to prevent the above risks, out of 36%
researched potential problems and find solutions
to prevent, while 26% contacted government
experts to discuss potential risks and find
preventative solutions, follow by 16% participated
in training courses or workshops related to the
prevention of various risks in the agricultural
sector, however 15% contacted NGO experts to
discuss potential risks and find preventative
solutions, and 7% was the other solutions.

This pie chart shows that out of seven dealers that
completed the questionnaire on the reasons to run
this business, 45% was the other reasons outside the
design, while 22% was believed that they could get
high net income through this business and the rest of
them were 11%; they saw that there will be good
business in the future, less competitors, and could
help society a lot.

Figure 23: Chart of the capitals to run the business

0,
0%

This pie chart shows the dealers that completed

u A) Less than 10 million riels

u B) Between 10 to 50 million riels
C) Between 60 to 100 million riels
D) Between 110 to 150 million riels

= E) Over 150 million riels

the questionnaire on total capital to run
company/business, out of 71% had less than 10
million riels, and 29% had between 10 to 50 million
riels.

Figure 24: Chart of the amount of year to run the business
This pie chart shows that out of the dealers that

=A
=B

)
)
Cl
)
)

Less than 5 years
Between 5 to 10 years
Between 11 to 15 years
D) Between 16 to 20 years
= E) Over 20 years

completed the questionnaire on the amount of year to run
the business, out of 57% was less than 5 years, while
29% was between 5 to 10 years, and 14% was between
11 to 15 years of running this business.
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C- Producers

Figure 25: Chart of the capital of the company/business

The pie chart has shown that the producers that
completed the questionnaire on the capital of
the company/business, out of 50% has
prepared the capital over 200 million riels,
follow by 25% has prepared less than 50 million
riels, and another 25% has prepared between

M A) Less than 50 million riels

M B) Between 50 to 100 million riels
C) Between 110 to 150 million riels
D) Between 160 to 200 million riels

M E) Over 200 million riels

110 to 150 million riels.

Figure 26: Chart of the main reason to invent this company/business

B A) See that there will be good business in the future ~ AS We can see the majority of the producers that
completed the questionnaire on the main reason to
invent this company/business, out of 28% was the
other reasons outside the questionnaire design, and
the rest of them was 18% in a row: they see there will
be good business in the future, less competitors, can
help society a lot, and can gain high profitability.

B) Less competitors
M C) Can help society a lot
M D) Can get high net income

M E) Others

Figure 27: Chart of the knowledge on vegetable oil press

B A) Family, relatives, friends ] The pie chart has shown that the producers that
u B) Government completed the questionnaire on the knowledge of
o vegetable oil press, out of 40% has received external

C) Non-profit organizations

training, while another 40% has received the knowledge
40% from the other factors outside the questionnaire design,
and 20% has received the knowledge from non-profit

M D) Receive external training

M E) Others

organizations.

D- Distributors
Figure 28: Chart of the capital of the company

M A) Less than 50 million riels T_he_ pie chart has shown that the
M B) Between 50 to 100 million riels dIStI‘Ib.UIOI’S' that compl_eted the
C) Between 110 to 150 million riels questionnaire on the capital of the

0
B D) Between 160 to 200 million riels company, out of 40% has prepared less

than 50 million riels, while another 40%
has prepared between 50 to 100 million
riels, and 20% has prepared between 160 to 200 million riels.

M E) Over 200 million riels

Figure 29: Chart of the main reason to invent this company/business

M A) See that there will be good business in the future A_S we can see the majority of the

B) Less competitors dIStI‘Ib.UtOI’S' that _completed _ the
B C) Can help society a lot guestionnaire on 'Fhe main reason to invent
B D) Can get high net income this company/business, out of 43% was the

other reasons outside the design, while
29% was seen that it will be processing well
in the future, follow by 14% could help

M E) Others

society, and another 14% could get high net income.
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E- Consumers
Figure 30: Chart of the types of business
As we can see the majority of the consumers

W A) Family ; .
B B) Hotels/guest houses/homestays that cc_)mpleted the questlonnalrg on thg types
. % of business, out of 50% was family, while 20%
M C) Restaurants/canteens/pies 10% . . .
, was other business out of design, follow by
MW D) Cosmetics manufactures 10%
uE) Oth 10% was hotels/guest houses/homestays,
) Others then another 10% was

restaurants/canteens/pies, and the last 10% was cosmetics manufactures.

Figure 31: Chart of the usage types of oil
0% As the pie chart has shown the consumers that completed the
guestionnaire on types of usage oil, out of 91% used vegetable

M A) Animal fat

M B) Vegetable oil oil and 9% used the other types of oil, so it means that some
W C) Others people use the other oil out of the questionnaire design in the
present.

Figure 32: Chart of the amounts of year for using this oll
W A)Less S years ™ As the pie chart has shown the consumers that
B B)Between 5 to 10 years s completed the questionnaire on the amounts of year
B C) Between 11 to 15 years for using this oil, out of 80% have used less than 5
D) Between 16 to 20 years years and 20% have used between 5 to 10 years.

0,
M E) Over 20 years S

Figure 33: Chart of the purposes of using vegetable oll
W A) Fresh drink As the pie chart has shown the consumers
H B) Cooking that completed the questionnaire on the
C) Mixed with cosmetic products purposes of using vegetable oil, out of 59%
D) Mix with other oils to make massage oil used for the fresh drink, while 17% used for
m E) Others cooking, follow by 8% used to mix with
cosmetics products, then another 8% used
to mix with other oils to make the massage oil, and the last 8% used for the other purposes.

Figure 34: Chart of the quality of vegetable oil press

)
O%OAO

% .
As we can see the majority of consumers that completed the

guestionnaire on the quality of vegetable oil press, out of 90%
answered that it was good and 10% answered that it was
excellent.

H A) Excellent
B) Good
C) Normal
D) Not good
M E) Not good at all

Figure 35: Chart of the demand per month

As the pie chart has shown the consumers that completed
the questionnaire on the demand per month, out of 70%
needed less than 10 liters per month, follow by 20%
needed over 150 liters per month, and 10% needed
between 60 to 100 liters per month.

M A) Less than 10 litres

M B) Between 10 to 50 litres
C) Between 60 to 100 litres

WD) Between 110 to 150 litres \g

M E) Over 150 litres

Vegetable oil is the oil that is most frequently utilized in consumer-related businesses, such as
hotels, guesthouses, bars, restaurants, cosmetics stores, and other consumer-related
businesses. Raw material suppliers are those that produce all goods with the intention of providing
them to the market, but the cost of manufacturing is considerable. Dealers place orders for all the

10
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goods that the raw material suppliers and harvesters have made, and the majority of businesses
are able to provide favorable results due to strong reserves. Producers of vegetable oils purchase
crops from dealers and raw material suppliers, and distributors resell vegetable oil to customers
or to markets overseas. Consumers claim that practically everyone has good quality in addition
to the quality of vegetable oil, and the majority of the monthly consumption needed is less than
five liters.

1.3 Marketing
A- Raw Material Suppliers
Figure 36: Chart of the immediate sale or stock after harvested
0% The pie chart has shown the raw material suppliers that completed
B A) Immediate sale . the questionnaire all of them were sale after they harvested their
m B) Stock crops.

Figure 37: Chart of the vegetable oil crops situation in the market

As we can see the majority of the raw material
suppliers that completed the questionnaire on the
vegetable oil crops situation in the market, out of
87% was easy to penetrate the market and only
13% was difficult to penetrate into the market.

M A) Easy to penetrate the market
M B) Difficult to penetrate into the market

Figure 38: Chart of the vegetable oil crops supply for local market or overseas market
y The pie chart has shown raw material suppliers that completed
W A) Local market the questionnaire on the vegetable oil crops supply for local
8)0 c market or overseas market, out of 97% was supplied to local
verseas market .
market and only 3% was supplied for overseas market.
Figure 39: Chart of the selling techniques
0% 09 The pie chart has shown the raw material suppliers that
completed the questionnaire on the selling techniques, out
of 53% has shown that the dealers came to buy at their

places, while 46% has shown that they bring to sell, and
only 1% was sold in online media.

M A) Bring to sell
M B) Dealers come to buy
M C) Online selling

D) Selling through agents
B E) Others

Figure 40: Chart of the buyers
B A) Dealers o As we can see the majority of the raw material suppliers

. that completed the questionnaire on the buyers, out of 75%

sold to the dealers, while 17% sold to producers, and 8%
Figure 41: Chart of the prices for crops per kilogram

sold to others out of the questionnaire design.
0% %%0% As we can see the majority of the raw material

suppliers that completed the questionnaire on the
prices for crops per kilogram, out of 97% sold less than
5000 riels and 3% sold between 11 000 to 15 000 riels.

M B) Producers

C) Government

D) Non-profit organization
M E) Others

B A) Less than 5 000 riels

M B) Between 5 000 to 10 000 riels

B C) Between 11 000 to 15 000 riels
D) Between 16 000 to 20 000 riels

M E) Over 20 000 riels

11



Value Chain Research Study and Cost Analysis of Vegetable Qil Crops in North-Western Cambodia

Figure 42: Chart of the expected prices of crops per kilogram
B A) Less than 5 000 riels 0% As we can see the majority of the raw material
B) Between 5 000 to 10 000 riels suppliers that completed the questionnaire on the
C) Between 11 000 to 15 000 riels expected prices of crops per kilogram, out of 62%
JSetwean Te Qo (0 D0tk expected to sell between 5 000 to 10 000 riels, while
G R 25% expected to sell less than 5 000 riels, follow by
8% expected to sell between 11 000 to 15 000 riels and 5% expected to sell between 16 000 to
20 000 riels.

B- Dealers
Figure 43: Chart of purchasing from local or overseas suppliers

As we can see the majority of the dealers that completed the
guestionnaire on the purchasing from local or overseas suppliers, a

e 100% was purchasing from local suppliers.

suppliers
100%

Figure 44: Chart of the suppliers

m A) Farmers 0%_ 0%
This pie chart shows the dealers that completed the
diciOikerdenlors questionnaire on the suppliers, out of 70% was supplied

——— by farmers, while 20% was supplied by agricultural
e— \ / cooperatives, and 10% was supplied by other dealers.

Figure 45: Chart of the purchasmg technique

As we can see the majority of the dealers that completed
the questionnaire on the purchasing technique, out of 50%
purchased directly to raw material suppliers at their places,
while 20% used the online purchasing, another 20%
purchased via agents and 10% purchased via phone.

m B) Agricultural cooperatives

M A) Directly purchase
M B) Online purchase
M Purchase via phone
D) Purchase via agents

M E) Other

Figure 46: Chart of the purchasing contract

B A) Do carefully 00 As we can see the majority of the dealers that completed the

B B) Sometimes do 3% guestionnaire on the purchasing contract, out of 67% did the

m C. Oral negotiation only oral negotiation only, and 33% did not do the purchasing
D) Do not contract with suppliers.

M E) Others

Figure 47: Chart of the purchasing times per month

" As we can see the majority of the dealers that
A) Less than 5 times 14% completed the questionnaire on the purchasing times
per month, out of 86% purchased less than 5 times per
month, and 14% purchased between 5 to 10 times.

)

M B) Between 5 to 10 times
Q)
D)

B E) Over 20 times

Between 11 to 15 times

Between 16 to 20 times

12
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Figure 48: Chart of the purchasing amount per month

This pie chart shows the dealers that completed
the questionnaire on the purchasing amount per
month, out of 72% was purchased less than 1
ton per month, while 14% was purchased
between 1 to 5 tons per month, and another 14%
was purchased over 15 tons per month.

M A) Less than 1 ton

B) Between 1to 5 tons
M C) Between 6 to 10 tons
M D) Between 11 to 15 tons
M E) Over 15 tons

Figure 49: Chart of the purchasing crops
= A) Rice, soya bean, peanut, corn, sesame, ...

Sunflowers, curtains, roses, ... . .
C) Sacha inchi, Iuffa, winter melon, pumpkin, bottle gourd, wing bean, ... This pie chart shows the dealers that Completed

B)

) ; ; .

D) Palm, coconut, areca palm, date palm. the questionnaire on the purchasing crops, out of
E) 57% was rice, beans, corns, sesames ..., and 43%
was the other crops.

Other crops

Figure 50: Chart of the purchasing price per kilogram

M A) Less than 5000 riels

This pie chart shows the dealers that completed the
M B) Between 5000 to 10 000 riels

guestionnaire on the purchasing price per kilogram,
out of 57% was purchased less than 5 000 riels per
kilogram, and 43% was purchased between 5 000
to 10 000 riels per kilogram.

C) Between 11 000 to 15 000 riels
W D) Between 16 000 to 20 000 riels
W E) Over 20 000 riels

Figure 51: Chart of the purchasing crops to resale or stock

0%
This pie chart shows the dealers that completed the questionnaire
on the purchasing crops to resale or stock, out of 100% was
purchased to resale immediately.

mA) Resale
| B) Stock

100%

Figure 52: Chart of the target customers

This pie chart shows the dealers that completed the
guestionnaire on the target customers, out of 43% was
producers, while the other 29% was the family business,
then 14% was community, and the last 14% was the other
customers.

W A) Family business
M B) Community

C) Producers

D) Distributor
M E) Others

Figure 53: Chart of the crops selling prices per kilogram

As we can see the majority of the raw material
suppliers that completed the questionnaire on the
crops selling prices per kilogram, out of 43% sold
between 5 000 to 10 000 riels, while 29% sold less
than 5 000 riels, follow 14% sold between 11 000
to 15 000 riels, and last 14% sold more than 20
000 riels.

W A) Less than 5 000 riels

M B) Between 5 000 to 10 000 riels

M C) Between 11 000 to 15 000 riels
D) Between 16 000 to 20 000 riels

M E) More than 20 000 riels
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C- Producers
Figure 54: Chart of purchasing from local or overseas suppliers
0% As we can see the majority of the producers that completed
the questionnaire on the purchasing from local or overseas
100% suppliers, a 100% was purchasing from local suppliers.

H A) Local suppliers

H B) Oversea suppliers

Figure 55: Chart of the suppliers

This pie chart shows the producers that completed the
guestionnaire on the suppliers, out of 50% was
supplied by farmers, while 25% was supplied by

M A) Farmers
B) Agricultural cooperatives

M C) Dealers .
W D) Overseas dealers dealers, and another 25% was supplied by others out
B E) Others of the questionnaire design.

Figure 56: Chart of the crop’s usage (immediately pressing or stocking)

As we can see the majority of the producers that completed
the questionnaire on the crop’s usage (immediately pressing
or stocking), out of 50% has stocked them, and the other 50%
has used them immediately.

B A) Immediately pressing
M B) Stocking

Figure 57: Chart of the stocking period of crops
- As we can see the majority of the producers that
:g‘; giif:ean” :t:cl’;t:jonths completed the questionnaire on the stocking period of
C) Between 13 to 18 months | =i eial  crops, out of 50% could stock less than 6 months, and
D) Between 19 to 25 months the others 50% could stock between 6 to 12 months.
M E) Over 25 months

Figure 58: Chart of the company purchasing time(s) per month
M A) Less than 5 times The pie chart has shown the producers that completed
W B) Between 5 to 10 times  JPX33 the guestionnaire on the company purchasing time(s)
per month, out of 75% was purchasing less than 5 times
per month, and 25% was purchasing over 20 times per
month.

B C) Between 11 to 15 times g4
D) Between 16 to 20 times
M E) Over 20 times

Figure 59: Chart of the company purchasing amounts (tons) per month
The pie chart has shown the producers that completed

EA . . .
the questionnaire on the company purchasing amounts

Less than 1 ton

)
M B) Between 1 to 5 tons .
C) Between 6 to 10 tons (tons) per month, out of 50% was purchasing less than 1
B D) Between 11 to 15 tons ton, while 25% was purchasing between 1 to 5 tons, and

W E) Over 15 tons the other 25% was purchasing over 15 tons per month.
Figure 60: Chart of the chart of the purchasing prices per kilogram

As we can see the majority of the producers that
completed the questionnaire on the purchasing
prices per kilogram, out of 40% purchased between
5000 to 10 000 riels, while 20% purchased less than
5 000 riels, follow by one more 20% purchased
between 11 000 to 15 00O riels, and the last 20%

M A) Less than 5 000 riels
B) Between 5 000 to 10 000 riels
M C) Between 11 000 to 15 000 riels
D) Between 16 000 to 20 000 riels
M E) Over 20 000 riels

purchased over 20 000 riels per kilogram.
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Figure 61: Chart of the types of crops that company used to press the oil

The pie chart has shown the producers
that completed the questionnaire on the
types of crops that company used to press
the oil, out of 40% has pressed from rice,
soya bean, peanut, corn, sesame..., while

40%  40%

W A) Rice, soya bean, peanut, corn, sesame, ... another 40% was pressed from the others
® B) Sunflowers, curtains, roses, ... crops outside the list, and 20% was
C) Sacha inchi, luffa, winter melon, pumpkin, bottle gourd, wing bean, ... pressed from sacha inchi, luffa, winter
D) Palm, coconut, areca palm, date palm, ... melon, pumpkin, bottle gourd, wing
M E) Other crops bean....

Figure 62: Chart of the reasons that the company picked out those types of crops for pressing
As we can see the majority of the producers
25% | 25% that completed the questionnaire on the
reasons that the company picked out those
types of crops for pressing, out of 25% was
easy to press, while the one more 25% was
aim to promote agricultural products, follow by
the last 25% was the other reasons out of the design, how ever 13% was because of there have
many health benefits factors, and 12% was because of there have a good market.

M A) Easy to press

B) Have a good market
B C) Have many health benefits factors EYI
M D) To promote agricultural products 13%

M E) Others

Figure 63: Chart of ability for the oil pressing per month

Less than 1 000 litres d The pie chart has shown the producers that

HA)

M B) Between 1 000 to 5 000 litres

M C) Between 6 000 to 10 000 litres ik
D) Between 11 000 to 15 000 litres

M E) Over 15 000 litres

completed the questionnaire on ability for the oll
pressing per month, out of 50% could press less
than 1 000 liters, while 25% could press between
1 000 to 5 000 liters, and another 25% could press
more than 15 000 liters per month.

Figure 64: Chart of the averages of vegetable oil (liter) could produce of the crop per kilogram
B A) Less than 0.1 litre P As we can see the majority of the producers that
m B) Between 0.1 t0 0.3 litres  f23% comalekt)(led t_kllezl_ﬁu;astingairedon th? t?]verages of
: vegetable oil (liter) could produce of the crop per

B) B 0.4t0 0.6 .

)Between 0.4 to l"tres kilogram, out of 50% could produce between 0.1 to
WD) Between 9'7 to 0.9 litres 0.3 liters, while 25% could produce between 0.4 to
W E) Over 0.9 litres 0.6 liters, and another 25% could produce less than
0.1 liter.

Figure 65: Chart of the vegetable oil press packaging

B A) Use bags The pie chart has shown the producers that completed the

M B) Use bottles guestionnaire on the vegetable oil packaging, out of 60%
C) Use cans packaged by using the bottles, while 20% packaged by using
D) Use containers

bags, and 20% packaged by using containers.

M E) Others

Figure 66: Chart of the sources of packaging
B A) Homemade As we can see the majority of the producers that
B) Cooperate with supply partners completed the questionnaire on the sources of
B C) Order from local manufacturers packaging, out of 50% was imported from abroad,
W D) Imported from overseas while 25% was produced by themselves
WE) Others (homemade), and another 25% was ordered from
local manufacturers.
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Figure 67: Chart of the certificate of vegetable oil quality

The pie chart has shown that the producers that
completed the questionnaire on the certificate
of vegetable oil quality, out of 75% has been
received the certificate of quality, and only 25%
has not been received it yet.

Have

mA)
M B) Does not exist
M C) Requesting

D) Wait to see other manufacturers before making a decision
M E) Others

Figure 68: Chart of the target markets

As we can see the majority of the producers that completed
the questionnaire on the target markets, out of 67% sold to
local markets, and 33% exported abroad.

M A) Sale to local market
M B) Export abroad

Figure 69: Chart of the target customers

5 The pie chart has shown the producers that completed
B the questionnaire on the target customers, out of 57%
was consumers, while 29% was the traders, and 14%
was the distributors.

) Consumers 14
) Traders
C) Distributors
D) Other companies
M E) Others

Figure 70: Chart of the prices for vegetable oil press per liter

As we can see the majority of the producers that
completed the questionnaire on the prices for
vegetable oil press per liter, out of 50% sold
more than 150 000 riels per liter, while 25% sold
less than 10 000 riels, and the last 25% sold
between 110 to 150 000 riels.

M A) Less than 10 000 riels

B) Between 10 000 to 50 000 riels
M C) Between 60 000 to 100 000 riels
W D) Between 110 000 to 150 000 riels
M E) Over 150 000 riels

D- Distributors
Figure 71: Chart of the purchasing from local or overseas producers
0% As we can see the majority of the distributors that completed
W A) Local producers . the questionnaire on the purchasing from local or overseas
producers, a 100% of them was purchasing from the local
producers.

M B) Overseas producers

100%

Figure 72: Chart of the purchasing techniques

The pie chart has shown that the distributors that completed
the questionnaire on the purchasing techniques, out of 43%
went to purchase directly, while the other 43% purchased by
phones, and 14% used the online purchase.

M A) Directly purchase

M B) Online purchase

B C) Purchase by phones
D) Purchase by agents

M E) Others 14%

43%

Figure 73: Chart of the purchasing vegetable oil amounts (liters) per month
B A) Less than 1 000 litres The pie chart has shown that the distributors that
B B) Between 1 000 to 5 000 litres completed the questionnaire on the purchasing
M C) Between 6 000 to 10 000 litres . vegetable oil amounts (liters) per month, all of them

D) Between 11 000 to 15 000 litres have purchased less than 1 000 liters.
M E) Over 15 000 litres 100%
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Figure 74: Chart of the purchasing prices per liter
As we can see the majority of the distributors

B A) Less than 10 000 riels ., 07 . .

= B) Between 10 000 to 50 000 riels 20% that completed the questionnaire on the
C) Between 60 000 to 100 000 riels purchasing prices per liter, out of 40%

m D) Between 110 000 to 150 000 riels QTS purchased between 110 000 to 150 000 riels per

liter, while 20% purchased between 10 000 to 50
000 riels per liter, follow by another 20%
purchased between 60 000 to 100 000 riels per liter, and the last 20% purchased over 150 000
riels per liter.

M E) Over 150 000 riels

Figure 75: Chart of the purchasing vegetable oil to resale or stock
This pie chart shows the distributors that completed the questionnaire on
B A) Resale the purchasing vegetable oil to resale or stock, out of 100% was purchased
B) Stock NS to resale immediately.

Figure 76: Chart of the target markets
0% This pie chart shows the distributors that completed the
W A) Sale to local market questionnaire on the target markets, out of 100% was sold to local
M B) Export abroad 00% markets.

Figure 77: Chart of the target customers

W A) Oil consumers
M B) Super markets, marts, retailers ...
M C) Cosmetics manufacturers

D) Hotels, restaurants, canteens ...
M E) Others

The pie chart has shown that the distributors that
completed the questionnaire on the target
customers, out of 37% was the super markets,
marts, retailers ..., while 27% was the oil
customers, follow by 18% was the cosmetics
manufacturers, then 9% was the hotels, restaurants, canteens ..., and also the 9% was the others
out of the design.

Figure 78: Chart of the vegetable oil selling amounts per month
‘ ., 0% . As we can see the majority of the distributors that
M A) Less than 500 litres 0% 0% . h . .
‘ completed the questionnaire on the vegetable oil selling
B) Between 500 to 1 000 litres "
amounts per month, all of them were sold vegetable oil

C) Between 1 100 to 1 500 litres | h l
B D) Between 1 600 to 2 000 litres ess than 500 liters.

W E) Over 2 000 litres

Figure 79: Chart of the vegetable oil selling prices per liter

M A) Less than 10 000 riels The pie chart has shown that the distributors that
B) Between 10 000 to 50 000 riels completed the questionnaire on the vegetable oil
W C) Between 60 000 to 100 000 riels selling prices per liter, out of 33% sold between
B D) Between 110 000 to 150 000 riels 110 000 to 150 000 riels, while 17% sold between
B £) Over 150 000 riels 10 000 to 50 000 riels, follow by another 17% sold
between 60 000 to 100 000 riels, then the last

17% sold over 150 000 riels, and 16% sold less than 10 000 riels per liter.

E- Consumers
Figure 80: Chart of the usage vegetable oil press resources
As we can see the majority of the consumers that completed the
gquestionnaire on the usage vegetable oll press resources, out of 80%
used the domestic oil products and 20% used the imported oil
products.

B A) Domestic oil
M B) Imported oil
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Figure 81: Chart of the purchasing prices of vegetable oil press per liter

B A) Less than 10 000 riels ' As we can see the majority of the
B) Between 10 000 to 50 000 riels ? consu_mers_ that comple'ged .the
C) Between 60 000 to 100 000 riels questionnaire qn the purchaglng prices
A of vegetable oil press per liter, out of
R Seteen TUG e AU00RE 60% purchased between 110 000 riels,
E) Over 150 000 riels while 20% purchased between 60 000
riels to 100 000 riels, follow by 10%

purchased less than 10 000 riels, and another 10% purchased over 150 000 riels per liter.

The market's figure indicates that each stakeholder comprises raw material suppliers, dealers,
producers, distributors, and consumers. The price of most seeds is less than 5 000 riels per
kilogram, with very few being sold at between 11,000 to 15,000 riels per kilogram. The expected
price that raw material suppliers want to sell per kilogram is usually between 5 000 to 10 000 riels,
then less than 5 000 riels, followed by between 11 000 to 15 000 riels and a portion. Dealers made
complete orders from local suppliers, most of whom were farmers, some of whom were farming
communities, and a small part were dealers. The ordering method is not negotiated, only orally
negotiated, and most dealers place orders less than five times a month.

Most orders are less than 1 ton and a small portion is between 1 to 5 tons and more than 15 tons
per month. The seeds that dealers buy include rice, soybeans, peanuts, corn, sesame, and a
large part are other crops. For crops purchased and not stored, dealers resell immediately.
Vegetable oils are mainly sold from local suppliers, such as farmers and dealers. The selling price
of crops per kilogram includes between 5 000 to 10 000 riels, followed by 11 000 to 15 000 riels
and the price is over 20 000 riels per kilogram.

Producers order seeds from local suppliers, and half of the seeds are refined into oil immediately
and the other half is stored. Most producers place orders less than five times, and a minority order
over 20 times a month. Depending on the production capacity per month, most can produce less
than 1 000 liters, some can produce between 1 000 to 5 000 liters, and some can produce over
15 000 liters. Reasons for using seeds as oil presses include easy to grind, high quality local
products, good market, and health benefits. Vegetable oils are produced from plant seeds and
are packed in bottles, bags, and containers.

Most producers have certification certifying the quality of their oils, with most being domestic
market producers. The target customers for most producers are direct consumers, dealers, and
distributors. The price of vegetable oil sold per liter is high, with small parts selling for less than
10,000 riels, large parts selling for over 150,000 riels, and a small part selling for less than 10,000
riels. Distributors order tea oil products from local producers and sell them through direct orders,
phone orders, and online orders. Prices for vegetable oil per liter are between 110 000 to 150 000
riels, with some smaller parts sold for less than 10.

The distributor's target customers include supermarkets, retailers, cosmetics manufacturers,
hotels, restaurants, and those in need of other oils. They can sell less than 500 liters of oil per
month, of which one liter is sold at prices between 110 000 to 150 000 riels. Consumers consume
vegetable oil.
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1.4 Oil Awareness
A- Raw Material Suppliers

Figure 82: Chart of the testing knowledge related to the crops that could produce the oil

As we can see the majority of the raw material
suppliers that completed the questionnaire on the
testing knowledge related to the crops that could
produce the oil, out of 80% has known some
information, while 13% did not know at all, follow by
3% did not know, after that 2% knew well, and the
last 2% knew but not interested.

W A) Know well

M B) Know some

M C) Know but not interested
D) Do not know

M E) Do not know at all

Figure 83: Chart of the benefits of crops that could produce oil to family, community and economy
0% 3% The pie chart has shown the raw material

suppliers that completed the questionnaire

on the benefits of crops that could produce

oil to family, community and economy, out of

55% 55% helped to increase family economy and
M A) Help increase employment, reduce migration society, while 27% helped to increase
B) Help increase family economy and society employment and reduce migration, then 15%

M C) Help increase productivity (cultivation, production, sales)
M D) Help increase revenue and profits
M E) The other benefits

helped to increase productivity (cultivation,
production, sales), and 3% was the other
benefits.

Figure 84: Chart of the plans to expand new products for the community

3% As we can see the majority of the raw material suppliers that
completed the questionnaire on the plans to expand new products
for the community, out of 92% has already plan for the new products
92% and only 8% did not have any plans for the new products.

M A) Have
M B) Do not have

Figure 85: Chart of the raw material suppliers’ expectation on the new products
R The pie chart has shown the raw material suppliers
that completed the questionnaire on the raw material
suppliers’ expectation on the new products, out of
62% 62% will be plant some and save some land to plant
existing crops, while 32% will be plant a little to test
first, then 3% will be looking at others first then make
M A) Almost planted a decision later, and the last 3% will be using the

B) Plant some and save some land to plant existing crops I .
SR other decisions out of the design.

W D) Look at others first, then make a decision later
M E) Others

3%

Figure 86: Chart of the perceptions of raw material suppliers to become growers, producers or
R 0% distributors of these oil crop products
B A) Want to become As we can see the majority of the raw material suppliers that
. completed the questionnaire on the perceptions of raw
90% material suppliers to become growers, producers or
distributors of these oil crop products, out of 90% answered that they want to become and only
10% answered that they do not want to become growers, producers or distributors of these oil
crop products.

M B) Do not want to become
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Figure 87: Chart of the perception for joining vegetable oil press training

0% As we can see the majority of the raw material suppliers that
B A) Could join the training completed the questionnaire all of them are willing to join
B) Could not join the training vegetable oil press training.
100%

Finally, participants of raw material suppliers have asked for some budgets, seeds, agricultural
equipment, training seminars, assistance in finding the market for new goods after the harvest,
and more.

B- Dealers
Figure 88: Chart of the knowledge test on some crops that could produce oil
b This pie chart shows the dealers that completed the
W guestionnaire on the knowledge test on some crops that
.Ej :rc‘i:’uj‘;me could produce oil, out of 86% has known that some crops

L could produce oil, and 14% has known well on the crops
B E. Do not know at all \ / that could produce oil.

Figure 89: Chart of the benefits from doing business on vegetable oil crops

12%  1g0 As we can see the mgjority_ of the dealers th_at
completed the guestionnaire on the benefits

18% from doing business on vegetable oil crops,

out of 29% answered that it could help to

' increase revenue and profits, while 23%
answered that it could help to increase

productivity (cultivation, production, sales),

M A) Help increase employment, reduce migration follow by 18% answered that it could help to
B) Help increase family economy and society increase family economy and society, then
)
)

HA. Know well

C) Help increase productivity (cultivation, production, sales) another 18% answered that it could help to
increase employment and reduce migration,
and 12% was the other benefits.

D) Help increase revenue and profits
M E) The other benefits

Figure 90: Chart of the pursuing on vegetable oil pressing

This pie chart shows the dealers that completed the
guestionnaire, 100% supported on continuing to
produce vegetable oil press because it contributes to
100% improving the well-being of the people and boosting

the national economy.

B A) Should continue to produce, because it contributes
to improving the well-being of the people and hoosting

the national economy
m B) Production should not continue, because it seems

insignificant
Figure 91: Chart of the perception on joining vegetable oil press training

0%
As we can see the majority of the dealers that completed the questionnaire,
100% 100% will be happy to join vegetable oil press training.

HEA)Yes @EB)No

Participants in dealers' requests on educating farmers in crop care and helping them locate
markets for their products are the remainder of the category.
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C- Producers
Figure 92: Chart of the benefits of consumers from using vegetable oil press
The pie chart has shown that the producers
that completed the questionnaire on the
mA) Good for health 12% benefits of consumers from using vegetable
mB) Adds flavor to food w oil press, out of 50% was helped to provide
C) Make betterqualitvcosmetiC‘ the good health, while 25% was added flavor
D) Helps skin and retains natural fragrance when used as a massage oil to fOOd, follow by 13% was helped skin and
" e Orhers retained natural fragrance when used as a
massage oil, and the other 12% was made better quality cosmetics.

13%
0

Figure 93: Chart of the benefits to the other net-working
As we can see the majority of the producers that

18 27% completed the questionnaire on the benefits to the
other net-working, out of 37% was increased
WV production and profits, while 27% helped to increase

_ o employment, reduce migration, follow by 18% was

W A) Help increase employment, reduce migration h A b fi h 9% helped .

M B) Help increase family economy and society the _Ot er benetits, then i o was helpe to increase
C) Maintain market balance (increase market competition) famlly economy and SOCIth, and another 9% was
D) Increase production and profits helped to maintain the market balance (increase

WE) Others market competition).

Figure 94: Chart of the perception on joining vegetable oil press training workshop
M A)Yes MB)No

0%

As we can see the majority of the producers that completed the questionnaire on
. the perception to join vegetable oil press training workshop, a 100% was able to
100% join vegetable oil press training workshop.

Finally, producers' group participants asked that they persuade raw material suppliers to plant
sacha inchi, assist in spreading the word about and promoting vegetable oil products, locate
markets, and spread the word that everyone may press their own vegetable oil.

D- Distributors
Figure 95: Chart of the benefits that received from using vegetable oil press
The pie chart has shown that the distributors
that completed the questionnaire on the
benefits that received from using vegetable
M B) Adds flavor tofoqd _ W OI| t f62(y . d d h |th
C) Make better quality cosmetics press, out o o received goo ealtn,
D) Helps skin and retains natural fragrance when used as a massage oil while 13% could make better qua”ty
BE) Others cosmetics, follow by another 13% helped
skin and retained natural fragrance when used as a massage oil, and 12% helped to add flavor
to foods.

1393
W A) Good for health 13%

Figure 96: Chart of the benefits to the other net-working
As we can see the majority of the distributors that
‘ completed the questionnaire on the distributors’
' expectation on consumers benefits from vegetable oil
products, out of 31% could help to increase

M A) Help increase employment, reduce migration

A N employment, reduce migration, while another 31%
C) Maintain market balance (increase market competition) could help to increase famlly economy and SOCiety,
DiNbeicsc RiedUtticaana Rieiits follow by 23% was the other benefits out of the design,

BRetst: and 15% could help to increase production and profits.
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Figure 97: Chart of the perception on joining vegetable oil press training workshop

mA)ves mB)No As we can see the majority of the distributors that completed the questionnaire
on the perception to join vegetable oil press training workshop, out of 80% was
able to join vegetable oil press training workshop, and 20% was not able to join
vegetable oil press training workshop because they were busy with the
business.

The distributors that responded asked for assistance in doing further research on the pressing of
vegetable oils, in locating new markets to assist farmers in selling their goods, in acquiring
additional or new producers, and in creating new products to assist farmers.

E- Consumers
Figure 98: Chart of the consumers experiences on vegetable oil press
As the pie chart has shown the consumers that completed the
questionnaire on the experience of using vegetable oil press, out
of 90% has used it before and only 10% that has never used it
before.

M A) Have used it
M B) Have never used it

Figure 99: Chart of the using vegetable oil pressed from
B A) Peanut . As the pie chart has shown the consumers that completed the
:g; ccoame 9% 5% questionnaire on the using vegetable oil that pressed from, out of
D) Coconut 36% pressed from sesame, while 23% pressed from sunflower,
= ) Pepper follow by four different percentage; 9% pressed from peanut,
coconut, moringa, and sacha inchi, and 5% pressed from the

B F) Moringa
W G) Sacha inchi
other crops.

B H) Soya bean
M) Bran
W J) Others

Figure 100: Chart of the opinion for pursuing on vegetable oil pressing

0% As we can see the majority of the consumers that
. completed the questionnaire, all of them were
supported on this project because it contributes to

lm% . - - .
M A) Should continue to produce, because it contributes to ImprOVIng the We”-bemg Of the people and bOOStlng the

improving the well-being of the people and boosting the national economy.

national economy
M B) Production should not continue, because it seems

insignificant

Figure 101: Chart of the consumers supportation on domestic vegetable oil press

As we can see the majority of the consumers that
completed the questionnaire on the consumers
supportation on domestic vegetable oil press, out of 50%
was supported on domestic vegetable oil press, while
40% was strongly supported on domestic vegetable oll
press, and only 10% was not sure about it.

M A) Strongly supported
M B) Supported
M C) Not sure

D) Not supported

M E) Not supported at all

Figure 102: Chart of the benefits from using vegetable oil press
As the pie chart has shown the

16
m A) Help to keep healthy consumers that complet(_ed the
B B) Easy to cook or mix with foods questionnaire on the benefits from
B C) Make better quality cosmetics using Vegetable oil press, out _Of
D) Help the skin and retain its natural fragrance when used as a massage oil  53% helped to keep healthy, while
M E) Others 21% was easy to cook or mix with

foods, follow by 16% help the skin and retained its natural fragrance when used as a massage
oil, then 5% was made better quality cosmetics, and the last 5% was the other benefits more.
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Figure 103: Chart of the benefits to other net-working and economy
As we can see the majority of the consumers
that completed the questionnaire on the
benefits to other net-working and economy
through this project, out of 33% help to

A) Help increase employment, reduce migration increase employment and reduce migration to
SN Sliintcascfamincanomy andsoic iy work in the other countries, while 22% helped
C) Maintain market balance (increase market competition) . . ! .
R R T e to increase production and profits, follow by
B E) Others another 22% was the other benefits, then 17%

helped to increase family economy and society, was, and 5% maintained market balance
(increase market competition).

Figure 104: Chart of the perception on joining vegetable oil press training workshop
As the pie chart has shown the consumers that completed the
A) Yes guestionnaire on the perception on joining vegetable oil press training
workshop, out of 90% will be able to join the workshop and 10% won’t be
able to join the training because they have to focus on their key business,
but they were happy to have local ingredients supplies.

HB) No

Finally, participants enthusiastically backed this initiative because they welcomed the availability
of local ingredients, while others wished to boost domestic production to boost family income,
improve society, and reduce labor force migration to other nations. In order to improve the amount
of agricultural goods produced in our nation, they also asked that technical planting procedures
be taught to raw material suppliers through this initiative.

The market's figure indicates that each stakeholder comprises raw material suppliers, dealers,
producers, distributors, and consumers. The majority of raw material suppliers are aware of some
of the crops they provide that may be utilized to produce oil, and have offered a variety of
advantages, such as raising productivity and profits, preserving market equilibrium, enhancing
the family economy and society, raising domestic employment, and lowering migration.
Additionally, only a small number of raw material suppliers do not desire to transition into
vegetable oil manufacturers, and all merchants agree that the production of vegetable oil in our
nation should continue since it helps to raise overall standards of living and strengthen the
economy. Vegetable oil producers have emphasized the advantages of using it, such as health
benefits, food flavoring, improved cosmetic quality, skin care, and higher-quality cosmetics.
Distributors have requested that they convince raw material suppliers to grow sacha inchi, help
promote and publicize vegetable oil products, find markets, and disseminate the news that
anybody may press their own vegetable oil.

Benefits of using vegetable oil include increased employment, family economy and society,
increased productivity as well as profits, and many other advantages. Trainings and seminars
linked to seed oil extraction in the future will be attended by many distributors who are looking for
help finding new markets to help farmers sell their commodities, finding extra or new producers,
finding new products to help farmers, and conducting further study on the pressing of vegetable
oils. Vegetable oil has many advantages, such as health benefits, simplicity in food preparation,
support for the skin and preservation of the natural scent when used as a massage oil, and
increased employment and decreased migration. Customers enthusiastically support its
production, while some sought to increase domestic production to increase family income,
enhance society, and decrease labor force migration. Participants eagerly supported this project
as they appreciated the availability of local components, while others sought to increase domestic
production to increase family income, enhance society, and decrease labor force migration.

23



Value Chain Research Study and Cost Analysis of Vegetable Qil Crops in North-Western Cambodia

2. Cost analysis of vegetables oil crops

Table 2: The cost from raw material suppliers per kilogram

N2 Crops Prices
1 | Black Sesame 4 000-6000R
2 | Peanut 3000-5000R
3 | Sacha Inchi 12 000 — 20 000 R
4 | Moringa 16 000 — 20 000 R
5 | Sunflower 10000 -12000 R
6 | Okra 5000—-6000R

As we can see the majority of the cost from raw material suppliers per kilogram: out of six crops;
black sesame cost valued between 4 000 to 6 000 riels, while peanut cost valued 3 000 to 5 000
riels, however sacha inchi cost valued between 12 000 to 20 000 riels, by the way moringa cost
valued between 16 000 to 20 000 riels, last but not least sunflower cost valued between 10 000
to 12 000 riels, and okra cost valued between 5 000 to 6 000 riels.

Table 3: The cost from dealers per kilogram

N2 Crops Wholesale prices Retail prices
1 | Black Sesame 6000—7000R 7000-8000R
2 | Peanut 5000-6 000 R 6 000 —7 000 R
3 | Sacha Inchi 25000 -30000 R 35000-40000R
4 | Moringa 20 000 — 30000 R 30 000 —40000 R
5 | Sunflower 12 000 -15000 R 15000 -20000R
6 | Okra 6 000—-7000R 7000-10000R

As the table above has shown the cost from dealers per kilogram divided into two different prices.
The wholesale prices of six crops; black sesame cost valued between 6 000 to 7 000 riels, while
peanut cost valued 5 000 to 6 000 riels, however sacha inchi cost valued between 25 000 to 30
000 riels, by the way moringa cost valued between 20 000 to 30 000 riels, last but not least
sunflower cost valued between 12 000 to 15 000 riels, and okra cost valued between 6 000 to 7
000 riels. And the retail prices of six crops; black sesame cost valued between 7 000 to 8 000
riels, peanut cost valued 6 000 to 7 000 riels, sacha inchi cost valued between 30 000 to 40 000
riels, moringa cost valued between 30 000 to 40 000 riels, sunflower cost valued between 15 000
to 20 000 riels, and okra cost valued between 7 000 to 10 000 riels.

Table 4: The cost from producers per liter

N2 Oill Distributors Prices Consumers Prices
1 | Black Sesame 70 000 —90 000 R 90 000 — 120 000 R
2 | Peanut 40 000 — 60 000 R 60 000 — 80 000 R
3 | Sacha Inchi 320 000 — 350 000 R 350 000 — 400 000 R
4 | Moringa 100 000 — 150 000 R 150 000 — 200 000 R
5 | Sunflower 40 000 -50 000 R 50 000 - 60 000 R
6 | Okra ? ?

As we can see the majority of the cost from producers per liter divided into two different prices.
The distributor prices of six crops; black sesame cost valued between 70 000 to 90 000 riels,
peanut cost valued 40 000 to 60 000 riels, sacha inchi cost valued between 320 000 to 350 000
riels, moringa cost valued between 100 000 to 150 000 riels, sunflower cost valued between 40
000 to 50 000 riels, and okra did not have any information on the cost valued. And the consumer
prices of six crops; black sesame cost valued between 90 000 to 120 000 riels, peanut cost valued
60 000 to 80 000 riels, sacha inchi cost valued between 350 000 to 400 000 riels, moringa cost
valued between 150 000 to 200 000 riels, sunflower cost valued between 50 000 to 60 000 riels,
and okra did not have any information on the cost valued.
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Table 5: The cost from distributor per liter

N2 Qil Domestic prices International prices
1 | Black Sesame 90 000 — 120 000 R 120 000 — 200 000 R
2 | Peanut 60 000 —80 000 R 80 000 — 150 000 R
3 | Sacha Inchi 350 000 — 400 000 R 400 000 — 500 000 R
4 | Moringa 150 000 — 200 000 R 200 000 — 300 000 R
5 | Sunflower 50 000 - 60 000 R 60 000 — 100 000 R
6 | Okra ? ?

As the table above has shown the cost from distributor per liter divided into two different prices.
The domestic prices of six crops; black sesame cost valued between 90 000 to 120 000 riels,
peanut cost valued 60 000 to 80 000 riels, sacha inchi cost valued between 350 000 to 400 000
riels, moringa cost valued between 150 000 to 200 000 riels, sunflower cost valued between 50
000 to 60 000 riels, and okra did not have any information on the cost valued. And international
prices of six crops; black sesame cost valued between 120 000 to 200 000 riels, peanut cost
valued 80 000 to 150 000 riels, sacha inchi cost valued between 400 000 to 500 000 riels, moringa
cost valued between 200 000 to 300 000 riels, sunflower cost valued between 60 000 to 100 000
riels, and okra did not have any information on the cost valued.

Figure 105: Chart of the vegetable oil crops/vegetable oil press cost valued ($) from each party
Il Black sesame g Peanut g Sacha inchi Moringa g Sunflower g Okra

100
100

90

80
80

70
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50 45
40

30
20
20
10
10 5 L5 63, .

13 1 33 1.4 1614

Raw Material Suppliers
As we can see, the majority of vegetable oil crops and vegetable oil press costs for each party
were valued at ($). The cost of target crops from raw material suppliers to dealers was slightly
higher, but the cost from dealers to producers was extremely high, and the cost from producers
to distributors was higher up. The cost between raw material suppliers and dealers was somewhat
low, but the cost between producers and distributors was quite high when you compare them
altogether.

.6

0

Distributors

Dealers Producers
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V. CONCLUSION

Based on each stakeholder, including raw material suppliers, dealers, producers, distributors, and
customers, is depicted in a pie chart.

The majority of the products are not grown using modern methods, according to the raw material
suppliers, as most of them are based on outdated or amateurish imitations. Raw material suppliers
also lack adequate marketing strategies, high manufacturing costs (Figure 12 to 16), and
adequate reserves to prepare for planting (Figure 11). The dealers determine the product (Figure
36 to 39). In terms of the comprehension of new products, decisions regarding cultivation are
being made slowly, particularly because people are still watching to see if others are planting or
not (Graph 85). However, raw material suppliers want to broaden the range of their farming and
turn into producers or processors based on the output of their crops (Figure 86). Finally, raw
material suppliers have asked to assist them by giving them funding, crops, technical training
(planting, caring for, and harvesting), and assistance in locating a market that can be sold at a fair
price, regarding their output.

Despite the fact that the majority of dealers have only been in operation for less than five years
(Figure 24), they are well-prepared for reserves (Figure 23). This might be attributed to the traders’
expertise as well as the planning and comprehension of the particular market requirements to
make the firm successful (Figure 22). Each trader also purchases crops at a lesser cost and
resells them at a higher cost (Figure 50). Additionally, dealers have urged our nation to keep
producing oil from seeds because it improves national economic conditions and the well-being of
the populace (Figure 90). They are well aware of the seeds that may be crushed into oil.
Additionally, dealers have asked raw material suppliers for training in cultivation techniques, care,
and harvesting to ensure that these products have a healthy market both now and in the future.

In particular, vegetable oil (Figure 25), the provision of reserves (Figure 27), and the motivations
for starting a business (Figure 26) have all been thoroughly researched by oil producers.
Additionally, regional suppliers were contacted by oil companies to order crops for quick storage
and refinement (Figure 56). Additionally, depending on the type of seeds, oil producers also state
how much of a kilogram of seeds may be squeezed into oil (Figure 64). On the other side, this
business also values the packaging's origin (Figure 66). The majority of manufacturers are also
licensed to certify the vegetable oil's quality. The acquisition of seeds at a fair price, but their
subsequent resale at a greater price after being oiled, is notable in terms of the price. Oil
producers go into more detail about the advantages of vegetable oils and decide to integrate all
business-related training (Figures 92 to 94). Finally, the oil producers asked that the raw material
suppliers support the expansion of the crop and publicize the advantages of oil made from seeds.

To make it work, the distributors carefully established the reserves and the business strategy
(Figures 28 and 29). Important marketing tactics are implemented with attention. A price at which
buying and selling can result in sizable gains (Figures 73 and 79). The two main divisions of sales
are wholesale and retail. Additionally, the majority of distributors are interested in taking part in
training connected to vegetable oils, whereas a tiny minority are not since they are already
preoccupied with business (Figure 97). Finally, distributors argued that additional studies into
oilseeds may assist raw material suppliers expand their markets and develop new goods.

Oil is another item that people purchase for their homes, hotels, guesthouses, bars, restaurants,
cosmetics, and other uses (Figure 30). The two primary sources of the vegetable oil utilized are
largely domestic products and a little amount of imported oil (Figure 80), with the majority of the
domestic oil being more expensive than the imported oil. Additionally, because crop oil production
advances both the present and future economic well-being of the nation, customers
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enthusiastically support its production (Figure 100). Future trainings or workshops on crop oil
extraction will be attended by almost all consumers, with just a tiny minority declining due to their
busy schedules. They are content with the availability of both imported and regional ingredients
(Figure 104). In order to strengthen the national economy and lower migration, customers are
demanding more local manufacture.

Overall, the cost analysis and valuing chain investigation have shown certain flaws, which are as

follows:

(1) Raw material suppliers lack sufficient funding to ensure a seamless growing, maintenance, and
harvesting procedure

(2) Raw material suppliers lack significant expertise in the upkeep, maintenance, harvesting, and
use of other technologies

(3) The mechanisms and irrigation systems to lower labor expenses and product management are
still lacking.

(4) A lack of funding for the creation of intelligent infrastructure, including resource gathering,
processing, and marketing

(5) There is currently a dearth of supplementary services, such as marketing development
services.

(6) There is still a lack of cooperation from all parties involved in making the product process more
productive and economical.

VI. RECOMMENDATION

The analysis for this study focuses on the value chain from raw material suppliers to consumers.
This analysis can help identify potential alternatives related to refined products, including
additional information on the availability and affordability of micro-technologies for the processing
of vegetable oils. Price analysis and benefits of using vegetable oil products.

On the basis of some of the above-mentioned flaws, study on value chains and cost analysis may

prompt us to provide the recommendations that follow:

(1) Provide funding to raw material suppliers to ensure a seamless growing, maintenance, and
harvesting procedure

(2) Provide training to raw material suppliers on the process of cultivation, maintenance, harvesting
and use of various technologies

(3) Promote irrigation mechanisms and systems to reduce labor costs and product management

(4) Support investment in the development of intelligent infrastructure, including harvesting,
processing and marketing materials

(5) Strengthen additional services, marketing development services

(6) Expand and strengthen cooperation from all stakeholders to make the product process more
efficient and affordable.
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