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OVERVIEW OF AGRICUTURAL COOPERATIVES IN TH/

In 1914 =) Theeconomy changed from &eltsufficiency
Economyto a TradingEconomy.

= Farmerscould not benefit fully from the
situationbecause of their budget limitations
andnationaldisasters.

m) Farmerdbecame severelin-debt.
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OVERVIEW OF AGRICUTURAL COOPERATIVES IN TH:

In 1916 =) The government attempted to alleviate the
farmer debt problem.

=) The first cooperative societg\Wat Chan
Cooperative; wasestablishedlIt was known as
I @At f 1 3S ONBRAUO O22LX
liability

=) Topc DownStrategy
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OVERVIEW OF AGRICUTURAL COOPERATIVES IN TH:

During 19471966 = The3 2 OSNY YSy d aSid dz
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In 1966, Theéx . | y1 FT2NJ ! 3N
AgriculturalCooperative (BAAC#as
establishedo be the financial center

for agricultural cooperatives as well
asindividualfarmers
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OVERVIEW OF AGRICUTURAL COOPERATIVES IN TH:

In 1968 = Theenactmentofthed / 2 2 LISNI G A @S |
was tofacilitate the expansion and improvement
of the cooperatives

m) The Cooperative League of Thailand (Ciskhe
apexorganization of the cooperative
movementin Thailand.

=) Thecredit cooperatives were officially
categorizechsd ! I NRA Odzf (1 dzNX € /[ 2 ;
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OVERVIEW OF AGRICUTURAL COOPERATIVES IN TH:

1999¢ present =» CooperativeAct B.E2542
=) Cooperativesn Thailand are officially

Agricultural Sector

L~
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categorizednto seven types:

1) AgriculturalCooperative

2) Land SettlemenCooperative
3) Fisherie€ooperative

4) ConsumefCooperative

5) Thrift and CrediCooperative
6) ServiceCooperative

7) Credit UniorCooperative

=) Master plans for Thai Cooperative
Development



CURRENT SITUATION OF AGRICUTURAL COOPERA

=)  CooperativeMovement of Thailand was composed of 7,043
cooperatives with an individual membership of 11,470,013 or about
18% of the total Thgopulation(as of January 2015

m)  Theproportion of cooperatives in Agricultural and non
agricultural sector was accounted at 54% anéo46

= In agricultural sector, Agricultural cooperatias played a
major role in thissector (as of January 2015)

—> 3,650 cooperatives
—— Anindividual membership of 6,460,543
(56% of the total cooperative membership Tinailand)




CURRENT SITUATION OF AGRICUTURAL COOPERA

Table 1: Distribution of primary cooperatives and their membership

Agricultural Sector 3,822 6,666,437 1,744
Agricultural Cooperative 3,650 6,460,543 1,770
Land Settlement Cooperative 90 189,850 2,109
Fisheries Cooperative 82 16,044 196

Non-agricultural Sector 3,221 4,803,576 1,491
Consumer Cooperative 164 735,664 4,486
Thrift and Credit Cooperative 1,403 2,859,905 2,038
Service Cooperative 1,127 473,218 420
Credit Union Cooperative 527 734,789 1,394

Total 7,043 11,470,013 1,629

Source: Cooperative Promotion Departme2015



CURRENT SITUATION OF AGRICUTURAL COOPERA

* Business Scopef Cooperatives

=) During 20092013, the total business volumeof

cooperativesin the agricultural sector increased by more than
74%

= Themain businesses ar8avings and DeposBusiness,
CreditBusiness, Purchasing BusinesslMarketing Business.

= Thesaving and deposit, credit, and marketing businesse
were the top 3 most successful businesses



CURRENT SITUATION OF AGRICUTURAL COOPERA

Table2: Business Performance of cooperative in agricultural sector during-2009

$Million dollars

Saving and deposit 1,226.59 1,568.87 1,900.62 2,106.61  2,344.37
Credit 2,102.75 2,488.45 2,886.22 3,200.90 3,856.37
Purchasing 1,537.93 1,487.75 1,663.34 1,892.54 2,221.00
Marketing 1,917.85 2,362.24  3,460.48 3,773.91 3,393.34
Other services 11.61 13.23 15.41 17.10 17.69
Total Business Volume 6,796.74  7,920.53 9,926.08 10,991.06 11,832.77
Growth Rate (percentage) 16.53 25.32 10.73 7.66
Average ($US/ Member)  1,082.21 1,283.12 1,571.85 1,709.18 1,808.99
Growth Rate (percentage) 18.57 22.50 8.74 5.84

Source: Cooperative Auditing Departme2®15



CURRENT SITUATION OF AGRICUTURAL COOPERA

Table 3: The participation of members in cooperative business in 2014 (percentage

Overview 54.96 70.97 46.71
Saving and deposit 19.79 49.45 17.79
Credit 16.52 25.45 18.44
Purchasing 31.57 27.63 19.47
Marketing 8.31 18.28 2.8
Other services 1.62 1.29 4.29

Notation: A member can do many businesses
Source: Cooperative Promotion Department, 2015



NEW CHALLENGES OF THAI COOPERATIVES

High economic return High quality products at reasonable price

G a I NJ| &iviieg Bavean increasing role as the kaystrumentso as to
fulfill the two opposinR S Y I Yy Ra €

QUEASTIONHow should the Thai cooperatives adapt,
especially in term of marketing activities?
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THE STUDY

B Thisresearch presents some distinct representative of
cooperatives in the agricultural sector that have achieved the
aims of economic and social benefits, and are suitable to be role
models for the development other cooperatives.

—> KhaoKitchakoodAgriculture Cooperative | General Information
> PhanFisheries Cooperative _ | MarketingActivities
Performance
> Green Net Cooperative | | Factor to Success

®» Thedata were collected through faee-face interviews
and from both published and unpublished reports.



CONCEPTUAL FRAMEWORK OF MARKETING ACTIV

The framework redefinesmarketing phenomenon as
embedded in three core business processes tiexterate value
for customers product development management, supply chain
management, and customer relationship managemewhich
In turn creates shareholdevalue (Srivastava et al., 1999,
Hassan, etal., 2013, and Department of Agricultural and
Resourcd=conomics, 2014)



CONCEPTUAL FRAMEWORK OF MARKETING ACTIV

—> Buying and Selling

—> Storage, Transportation, and Processin

—> Grading and standard, Financing, Risk,
andMarketinformation

G+ £fdzS ' RRSR FTNRYE al NJ
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MEASURING SUCCESS FACTORS

A busines®rganization regards to theelf
reliance by cooperating among the members to
achieve the goals of economic and social

SUcCCesses

>_

* 100% Thai cooperatives* reached the only economic goal 60%
*Patrawart(2007) - reached the economic and social goals 10%
- failed 30%

Source of pictures: www.google.com



RESULTS

General Information

- This isadistinct group of fruit farmers, especially fruits value farming
network (established in 1994).

» However, the farmers confronted the excess supply problem that
caused downward pressure on fruit prices and can not determine the
direction of the market.

» This leads to be a cooperative of fruit farmers and to encouthge
farmer-members to produce qualitiruits for export.

» Asa result, this cooperative has become a reputable learning center
for fruit value farming in Thailand and has achieved economic and social
successes for their farmenembers.
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RESULTS

Marketing Activities

YKnowledge Dissemination

To surveythe demand of consumem@ndalso educate the consumers on
the benefits of fruits and how to edtuits.

To encourag@ew techniques oproductionto farmermembers.

Y Controlling Production

To holdmeetings with the farmemembersin order to determine the
direction of marketing strategies and control the supply of the group.

Toeducate the farmeimembers on the grading criteria for exporting
high quality products.

* CollectiveMarketing and Development Market Channels
Fair pricewith regards to their fruitggrade
Products Traceabilitgsnd proper Storage




FRUIT VALUE FARMING NETWORK
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FRUIT VALUE FARMING NETWORK




