
J. Sci. Dev. 2010, 8 (Eng.Iss. 1): 13 - 24                                               HA NOI UNIVERSITY OF AGRICULTURE  

13 

Historical Development of marketing channels for forest and 
agricultural products: A Case Study in Tat Hamlet in Hoa Binh Province 

Lịch sử phát triển kênh thị trường các sản phẩm nông lâm nghiệp: 
Trường hợp nghiên cứu tại bản Tát tỉnh Hoà Bình 

Pham Thi Mai Huong1, Nguyen Thanh Lam1, 2, Vu Thi Thao1, and Tran Duc Vien1,2 

1Center for Agricultural Research and Ecological Studies, Hanoi University of Agriculture 
2Faculty of Natural Resources and Environment, Hanoi University of Agriculture  

Corresponding author : huongmaipham@cares.org.vn, +84 987494062 

TÓM TẮT 
Phát triển thị trường sản phẩm nông lâm sản tạo điều kiện cho người dân miền núi nâng cao thu 

nhập và đảm bảo sinh kế. Nghiên cứu này khái quát sự phát triển kênh thị trường của dòng vật chất 
xuất và nhập tại một bản làng điển hình của miền núi phía Bắc Việt Nam theo bốn thời kỳ. Đó là từ 
thời kỳ thuộc địa, thời kỳ đầu của hợp tác xã, thời kỳ sau của hợp tác xã, đến thời kỳ quản lý kinh tế 
theo hộ gia đình. Khởi nguồn từ kênh thị trường sơ khai với ít tác nhân tham gia và chủ yếu tại địa 
phương, kênh thị trường đã phát triển tương đối đa dạng theo thời gian với sự tham gia của nhiều 
tác nhân từ miền xuôi và thậm chí từ nước ngoài. Số lượng người thu gom nông lâm sản tăng lên là 
dấu hiệu tốt cho thấy sự lớn mạnh của thị trường. Tuy nhiên, phạm vi hoạt động của nhóm người thu 
gom này mới chỉ dừng lại ở những loại hàng hoá có khối lượng lớn. Nghiên cứu cũng mô tả vai trò 
của kênh thị trường đối với các sản phẩm nông lâm nghiệp chủ yếu hiện nay như sản phẩm rừng 
trồng và tự nhiên, gỗ, củi, măng, tre nứa, cây thuốc, gia súc lớn nhỏ, gừng, dong riềng. Nhìn chung, 
kênh thị trường của các sản nông lâm nghiệp còn đơn giản với khoảng cách địa lý ngắn giữa các tác 
nhân trong kênh, đặc biệt đối với nông sản và gia súc nhỏ, do đặc điểm sản xuất quyết định bởi 
nguồn lực của hộ. Người sản suất chủ yếu là người chấp nhận giá do năng lực thỏa thuận giá còn 
yếu. Nghiên cứu cũng cho thấy rằng để nâng cao hiệu quả kênh thị trường tại các tỉnh miền núi phụ 
thuộc rất nhiều vào việc đổi mới chính sách phát triển vùng cao của Nhà nước như chương trình 135. 

Từ khoá: Kênh thị trường, sản phẩm nông lâm nghiệp, thị trường, vùng cao, Việt Nam.  

SUMMARY 
Marketing development of forest and agricultural products helps upland farmers to increase their 

income generation and to sustain livelihoods. The paper provides an overview of the development of 
marketing channels associated with material flows in and out of a typical hamlet in the mountainous 
area of Vietnam in four historical periods. It ranges from the colonial era to the early cooperative 
period to the late cooperative period to the open door policy period. Starting with very rudimentary 
marketing channels with a few actors and products within the locality, the marketing channels 
improve much more diversified over time that involves actors from the lowlands and even from other 
countries. The rapid increase in number of collectors in the hamlet is a good indicator of the growth of 
the market. However, the scope of collectors' activities has been limited to purchase of only 
commodities available in larger quantities. The study also describes the currently functioning 
marketing channels of major agricultural and forest products such as plantation forest products, 
natural forest products, timber, firewood, bamboo, medicinal plants, large and small livestock, ginger, 
canna. Markets for agricultural and forest products are, in general, still simply characterized and short 
geographic distance among actors, especially crops and small animals, due to characteristics of 
resource-driven production. The farmers are usually price takers and their power to negotiate better 
prices is weak. The study reveals that the efficiency improvement of the marketing channels in the 
mountainous areas depends on government development program such as 135.   

Key words: Agricultural and forest products, marketing channels, market, uplands, Vietnam.  
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1. INTRODUCTION  

Economic development in Tat hamlet, one 
hamlet in Hoa Binh province, as in other 
communities in Vietnam’s mountainous areas, 
faces severe difficulties. The upland regions lag 
behind economically and are not catching up with 
the overall growth rate of the country (Jamieson et 
al. 1998; Dao The Tuan 1998). The lack of stable 
markets for their products is an especially 
important factor limiting upland farmers’ interest in 
intensifying and diversifying production (Tran Duc 
Vien 2005).  

In the past, under the central planning 
mechanism, the production and marketing of 
agricultural products were controlled by 
cooperatives and state owned enterprises. During 
that time, the supply of products depended mainly 
on planning figures rather than actual market 
demand (Dao The Tuan 1998). After the adoption 
of renovation policies by the government, 
agricultural production has rapidly developed to 
meet increased market demand. Even though there 
has been some success in the shift towards a market 
economy, farmers still face many challenges and 
barriers in the marketing of their products (Ngo Thi 
Thuan et al. 2004).  

The economy in Tat hamlet has been gradually 
shifting from subsistence to market orientation in 
character. Improved marketing channels of forest 
and agricultural products is helping local people to 
improve their economic situation, but at the same 
time may be having negative impacts on natural 
resources, especially forest resource. In this paper, 
we present an overview of the history of the 
development of marketing channels in the hamlet 
and describe the currently functioning marketing 
channels of major agricultural and forestry 
products. 

2. METHODOLOGY 
Data were gathered by structured and semi-

structured interviews with farmers and direct 
observation. Questionnaire-based interviews were 
conducted with 39 households in 2004 and early 
2005 to explore changes in market accessibility, 
production, and marketing of agricultural and 
forestry products. Data from a 2004 survey of 30 
households on forest management issues were also 
used. In order to analyze farmers’ responses to 
market fluctuations, secondary data were obtained 

from other studies (Nguyen Thanh Lam et al., 
2004; Tran Duc Vien, 2004).  

Target group interviews were also organized 
to collect data on how agricultural and forestry 
products had changed over time. The target groups 
represented various marketing channel participants 
such as producers, collectors, and traders. The 
history of market development and commodity 
trading was recorded by interviewing elderly 
informants. These informants also helped to clarify 
the impact of market development on natural 
resources. Secondary data were obtained from the 
previous studies (Rambo and Tran Duc Vien, 
2001). Hamlet regulations regarding market 
development were also reviewed. Data analysis was 
used Structure-Conduct-Performance model (SCP) 
to examine marketing flows and links between the 
village and other places. 

3. RESULTS AND DISCUSSIONS 

3.1. Historical Development of Marketing Channels  
        in Tat Hamlet 

The historical development of marketing 
channels associated with material flows in and out 
of the hamlet is summarized in Table 1. Each of the 
major phases in the development of marketing 
channels will be described in detail. 

3.1.1. The colonial era (before 1954) 
During the colonial period, Tat hamlet was 

isolated, contained only a few households, and was 
served by very rudimentary marketing channels 
(Figure 1).  

The road had not been constructed yet so 
villagers used the Tat River as a main transport 
route or walked on foot over mountain trails to 
reach markets (Rambo and Vien, 2001). Only a few 
ambulatory peddlers (lai buon) from the lowlands 
walked to the hamlet and looked for customers 
living in small settlements along the Tat River. 
They carried salt, cloth, dried fish and meat, and 
knives in baskets on their shoulder poles. Payment 
was either by barter or cash. At that time, salt was 
very expensive. The traders bought foodstuffs from 
the farmers such as dry bamboo shoots, rice, and 
mushrooms to carry back for sale in the lowlands. 
Villagers also sometimes walked for two days to 
Yen Lang market in Phu Tho province to sell rice, 
wild yams, rattan, and mushrooms and to buy salt, 
kerosene, and dry fish.  
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Table 1.  Major events in the historical development of marketing channels in Tat hamlet 

Years Events 

Before 1954 The trade was very limited. Local people walked 2 days to Yen Lang market in Phu Tho province to 
sell products. Lowland traders occasionally visited the hamlet (3 times/month) 

1960-62 

The commercial and credit cooperatives were organized in 1962. 
Rationing regime was established. One shop was established in the village center. 
NTFPs* were bought from the farmers by the commercial cooperative under a contract from the 
district. 

1969 
Road No. 433 was opened. NTFPs and timber extraction increased. 
Center for trade of timber and bamboo was established in Cao Son. 

1976 
Cao Son market, commune town market, was established. 
People migrated to Cao Son from Hoa Binh hydroelectric dam area. 

1976-1978 The government set up markets for Aleurites montana, Styrax tonkinesis, and tea for farmers. 

1982-83 Road No. 433 was improved. 

1987 
Household management period, free market economy. Swidden area started to expand. 
Logging increased. 

1995-1997 Ginger export began to Japan. 

1997 
Bus route to Ha Dong was established. NTFPs were extracted daily from the hamlet. 
Timber resources declined. 

1998 Ginger export ended due to very low price. 

2000 
Road No. 433 was hard surfaced. National electricity grid was constructed. 
New school was constructed. Credit programs and extension programs promoted raising large 
livestock. 13 collectors for NTFPs. 

2004 16 collectors for NTFPs. The program 661 subsidized farmers to plant bamboo plantations 

Source: Semi-structured interviews, 2005. *NTFPs = Non timber forest products 

 
 
 
 
 
 
 
 
 
 

 

 

 

Figure 1. Goods flows link between Tat hamlet and other places during the colonial era 

Rice, mushrooms, dry bamboo shoots

Wild yams, rattan, rice 

Salt, knives, cloth, matches, 
dry meat and fish 

Salt, kerosene, dryfish 

Tat hamlet 

Yen Lang market, 
Thanh Son district 

Lowland peddlers 



Historical Development of marketing channels for forest and agricultural products ...    

16 

3.1.2. The early cooperative period (1959 - 1969) 
A commercial cooperative was organized in 

Tan Minh village in 1962 with the objective of 
providing the villagers with access to basic goods 
that they had formerly had to buy at the distant 
market. Although a cooperative shop was 
established in the center of the village, people could 
not freely buy what they needed. A rationing 
system limited goods each member household can 
buy. Because of insufficient supplies from the 
cooperative, local farmers still went to Yen Lang 
market as they did in the previous period.  

As specified by its contract with the District 
Commercial Department, the cooperative 
purchased a variety of NTFPs, such as wild yams 
used for dye (Artocarpus sp.), rattan, wild 
cardamom (Amomum thyrsoideum), dry tea, and 
dry cassava chips, etc. (Figure 2). 

In this period, a special marketing channel for 
medicinal plants was established at the request of 
the state drug company through the cooperative 
management board. The requests to buy certain 
types of medicinal plants were given to the 
villagers who then went to the forest to collect 
whatever species were requested. On set days, they 
had to bring their medicinal plants to the commune 
center and exchange their products for rice and 
miscellaneous goods. Due to the poor road, this 
channel was rarely implemented.  

The cooperative organized the transfer of 
local products to the district and in return brought 
back consumer goods, including salt, kerosene and 

cloth, to the village shop once per month. To 
transport the products, the cooperative received 
help from the District People’s Committee who 
allocated six Mongolian horses for carrying goods 
between the district and Tan Minh village. Two to 
four tons of NTFPs per month were extracted from 
Tan Minh village. A credit cooperative also was 
established.  

3.1.3. The late cooperative period (1969-1987) 
The situation for marketing in the hamlet 

changed dramatically after Road no. 433 was 
constructed in 1969. It connected Tat hamlet to Cao 
Son and the district town. Trucks transported goods 
to the commercial cooperative and picked up forest 
products to carry back to the district in return. The 
quantity of NTFPs traded increased. Furthermore, a 
trade center for timber and bamboo was established 
in Cao Son. Timber was now being extracted from 
Tat hamlet. The demand for forest products was 
increased because emigrants from the dam site in 
Hoa Binh to Cao Son. The most important event 
was the establishment of the Cao Son market in 
1976 that opened a new opportunity for local 
people in marketing products (Figure 3). 

The government provided a market for 
Aleurites montana, Styrax tonkinesis and tea for 
only a few years during 1976-1978, after which 
farmers could no longer sell them. Road no. 433 
was upgraded and expanded in 1982-83 so that 
people preferred to go to Cao Son market and 
stopped going to Yen Lang market by 1985.     

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. Goods flows link between Tat hamlet and other places from 1960 to 1969 
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Figure 3. Goods flows link between Tat hamlet and other places from 1969 to 1987  

3.1.4. “Open door policy" period (1987 to present) 
In 1987, the household management system 

and a free market economy regime were established 
to replace the cooperative management system. 
These institutional changes led to development of a 
much more complex set of marketing channels. 
Initially, only a few trucks came to the hamlet 
every month to collect agroforestry products. The 
people of the hamlet responded by increasing 
production as new opportunities opened up. The 
swidden area began to expand. Logging increased 
and some precious NTFPs such as wild cardamom 
and benzoin disappeared and the quantity of other 
forest products declined due to the gradual 
exhaustion of wild stocks. 

In 1995-1996, ginger was planted over a large 
area because of a high demand for export to Japan. 
This is a good sign of the quality of local products. 
Many trucks from Ha Tay in the lowlands came to 
the hamlet to collect agroforestry products.  

In 1997, a bus route connecting Tat hamlet to 
Ha Dong in the lowlands was established. At first 
there was one bus every two days but in 1998 
daily service began. NTFPs were extracted daily 
from the hamlet and timber resources declined. 
Farmers could place orders with bus drivers to buy 
any products from the lowlands. In early 1998, the 
ginger market for export from the hamlet 
collapsed. 

In 2000, larger changes occurred in Tat hamlet 
because of infrastructure improvement. There were 
13 NTFP collecting shops located along the road 
and local shop owners was asked from traders from 
the district town to become their middlemen. 
During this period, the marketing flows both inside 
the hamlet and those linking Tat hamlet to external 
markets became much more complex.  

Marketing flows within Tat hamlet: In 2004, 
Tat hamlet had 16 shops for miscellaneous goods 
and eight buses daily passed through the hamlet. 
Villagers could sell their products directly to the 
bus drivers or to collectors on the road. Two 
households specialized in selling miscellaneous 
goods and clothes on a daily basis.  

Marketing flows with neighboring 
communities: Cattle and buffalo from neighboring 
communities are brought to Tat hamlet, which is 
used by local collectors as a transit station from 
which products are shipped to the lowlands.  

Marketing flows with the nearest market (Cao 
Son village): Butchers in Cao Son go to Tat hamlet 
to buy cattle and buffalo (See marketing channels 
for livestock), and in turn they sell meat directly to 
Tat villagers after processing. Thanks to improved 
transportation, many households now go to Cao 
Son market by bus (one hour) or motorcycle (20 
minutes) to buy clothes, knives, seeds, and other 
miscellaneous goods.   
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Market links between the village and Tu Ly 
town: Many motorcycle hawkers come to Tat 
hamlet from Tu Ly to sell fresh meat and to buy 
pigs, cattle, buffalo, and maize. Commodities 
supplied to Tat hamlet include noodles, pork rind, 
slippers, batteries, flashlights, and other 
miscellaneous goods. Following the lowland 
system, the traders use trucks to deliver trading 
goods weekly to local shops, where the owners 
have signed contracts to become their agents. Some 
farmers have begun going directly to the 
Department of Agricultural Extension at the district 
to buy pesticides, medicine, and seeds.  

Market links between the village and the 
provincial town (Hoa Binh): The next destination 
of NTFPs is Vo market, which is located 38 km 
from Tat hamlet, on the edge of Hoa Binh town. 
The main NTFPs are broom grass, medicinal plants 
for drug companies/stores, bamboo shoots, and 
processed timber products (doors, window frames). 
After 2000, many products from Hoa Binh town 
began flowing into the hamlet, including Chinese 
motorcycles, TV sets, pumps, speakers, parabola 
antennas, kerosene, and fish fingerlings. Villagers 
prefer to go to Hoa Binh town to buy more 
expensive goods since they are sold at lower prices 
than in the district town.  

Market links between the village and Ha Tay 
province (Hanoi in present): NTFPs from Tat 
hamlet are sold in the Dong Phuong Yen wholesale 
market in Ha Tay. Many of these products are 
brought via the daily bus from Tat hamlet. These 
products are purchased by people from surrounding 
specialized craft-villages where they are used for 
making handicrafts. Sometimes, timber is also sold 
to nearby timber processing shops along the road to 
Hanoi. The trucks from Ha Tay also buy cassava, 
ginger, canna, and corn in Tat hamlet, which they 
transport to processing factories.  

Fertilizer, pesticides, plastic pipes, cement and 
agricultural tools are purchased in Ha Tay and 
transported by bus to Tat hamlet. Consumers and 
shopkeepers in Tat hamlet give their requests on 
small pieces of paper with money to the bus 
drivers. Then the drivers have the responsibility to 
buy goods according to the request. The drivers 
charge the customers service fees depending on the 
distance and the weight of the goods.  

Sometimes, hawkers from Ha Tay come to the 
hamlet by bus bringing vegetables and fish that 
they sell to people at their houses. The price of 
these goods is always about 20 to 30 percent higher 
in Tat hamlet than in Ha Tay due to marketing cost.  

3.2. Characteristics of the Market for Agricultural 
       and Forest Products 
3.2.1. Actors in the market system 

A distinctive characteristic of the development 
of this market is the appearance of local middlemen 
who act as collectors and traders. The increasing 
number of collectors shown in Table 2 
demonstrates that the market in Tat hamlet is 
developing and becoming more active year by year 
(Bui Thi Gia et al. 2005).  

Before 1987, under the central planning 
regime, the cooperative was responsible for 
collecting all agricultural and forest products from 
farmers. Thus, the market in that period contained 
fewer actors and was less active than in later 
periods. After this time, marketing channels 
become more diversified.  

Traders living in the hamlet are people who 
have capital available to invest in purchasing 
agricultural and forest products from the farmers 
and then reselling them to wholesalers from the 
lowlands, especially Hanoi and Ha Tay. Their 
function is to gather the products from many 
collectors in large amounts, store them for two or 
three days, and then sell them to lowland traders or 
wholesalers. They are also responsible for 
transportation of products to other provinces.  

Collectors are residents of the hamlet who are 
hired by traders to collect products from farmers and 
bring it to the traders’ shops. The collectors are paid 
on commission. Before they were collectors, they 
were farmers and mainly cultivated swidden fields, 
but the active market has attracted them to do 
business. Their functions are to weigh and record the 
amount of products collected from each farmer. The 
majority of farmers sell products to collectors rather 
than directly to the shops of the traders.  

Wholesalers in the lowland region play a 
intermediary role between collectors, traders and 
retailers in the lowlands. In addition, the marketing 
channels are also involved by processors in the 
lowlands. Besides, some vehicle owners also 
participate in marketing by chance by buying the 
products along the road at their convenience and 
transporting them to market. 

The rapid increase in the number of collectors 
in Tat hamlet is a good indicator of the growth of 
the market for commercial commodities. However, 
the scope of collectors’ activities has been limited 
to the purchase of only those commodities available 
in large quantities.   
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Table 2. Changes in the numbers of collectors over the past 50 years in Tat hamlet  

Period Colonial 
period 

Cooperative 
period Household management period 

Year Before 1954 1960-1985 1986-1992 1992-1996 1996-2000 2001-2003 2004-2005 
Collector 4 1 3 4 10 13 16 

Sources: Bui Thi Gia et al. 2005 ( from 1960 to 2003), Field survey in 2005 (before 1954 and after 2003). 

3.2.2. Places where agricultural and forest products 
          are sold 

Farmers in Tat hamlet sell their products at 
their homes, at collection points, at markets, in their 
fields and at other places along the inter-provincial 
road. Valuable agricultural products such as cattle 
and pigs are usually sold directly to the dealers at 
the farmers’ houses. Bulky products, such as 
cassava and canna, however, are often sold by the 
farmers to collectors who live in houses next to the 
road; these collectors later resell them to dealers. 
Villagers who sell their products directly to dealers 
at their houses receive higher prices than those 
selling to collectors.  

There are five collection points, located at 
shops next to the road, operate on a seasonal basis. 
Farmers usually bring their products to these 
collection places and sell them there without price 
negotiation because the market price has been 
fixed. Currently, there is no market in Tat hamlet so 
some households owning motorbikes bring their 
products (mainly livestock and crops) to the market 
in Cao Son for higher prices. 

In addition to these three main selling 
locations, farmers sometimes sell their products in 
their fields and at other locations due to close 
location of their fields to the road or urgen needs of 
cash before the main harvest. However, this type of 
selling has become unpopular because traders often 
buy crops at a low price and ask farmers to pay 
transportation fees.   
3.2.3. Methods of payment 

All crops, and three-quarters of livestock, are 
paid for in cash at the time of sale, but farmers who 
sell forest products often have to wait for three days 
after they deliver the goods to local traders and 
collectors to receive their money. This is because the 
dealers from the lowlands only come to the hamlet 
every three days, at which time they pay the collector 
for their previous orders. Then, the collectors in the 
hamlet distribute the payments to the farmers.  
3.2.4. Prices of agricultural and forest products 

The price paid for products differs among 
buyers. Previous studies found that there was a 
price difference among buyers that was influenced 

by trading relationships, seasonality, quality of 
products, as well as farmers’ capability in 
communication (Bui Thi Gia et al., 2005).  

In the cooperative period, farmers always 
accepted any price set by the cooperative. In the new 
market-oriented economy, farmers are still usually 
price takers. In contrast, traders are usually price 
givers. Although villagers are aware that selling 
prices in Cao Son market are higher than those in Tat 
hamlet, they often chose to sell their products to 
collectors in the hamlet at the lower price due to lack 
of transportation facilities (Ngo Thi Thuan et al. 
2004). Additionally, farmers are unable to store 
many of their products and wait for better prices 
because they need cash immediately. As a result, 
farmers are inactive in setting prices and usually 
accept any prices set by lowland traders.  

The power of farmers to negotiate prices is 
gradually improving, however. If the price offered 
is too low, farmers will now sometimes decide to 
wait until the price is increased. However this 
rarely happens. Their decision depended on the 
weather. If the weather was sunny, they could sell 
half of the shoots and dry the rest to sell at the 
higher price. If it was rainy, they would have to sell 
all the shoots immediately because they were 
unable to store them.  

The market price differs according to the 
quality of products, which are graded by local 
collectors and wholesalers. Price fluctuations also 
reflect seasonal characteristics with prices in the 
early harvest and late harvest season are being 
always higher than in the main season.  

3.3. Marketing Channels for Forest Products 
Marketing channels for forest products have 

widely expanded in terms of the number of traders, 
collectors, and types of products. The marketing 
channels for different types of plantation forest 
products and natural forest products are described 
below. 
3.3.1. Plantation Forest Products 

The marketing channels are complex for forest 
plantation products. Different products have 
different channels (Figure 4). 



Historical Development of marketing channels for forest and agricultural products ...    

20 

 

 

 

 

 

 

 

 

Figure 4. Marketing channels for plantation forest products in Tat hamlet 

Only a few households sell Eucalyptus, 
Acacia, Styrax, and Aleurites as pulpwood because 
the market is not stable for these products. Only 
one household earns income by selling wood to the 
paper mill. Local producers face a serious 
disadvantage in marketing pulpwood since they 
have to patiently wait for specific collectors to buy 
their wood to transport the products to the paper 
mill. Also, the price paid to the farmers is equal 
half of price given at the paper mill.  

Palm leaves have been collected for sale to 
lowland consumers under market contracts. Palm 
leaves are sometimes sold to local people in Tat 
and neighboring hamlets. However, they are no 
longer planted more in the village since local 
people prefer other commercial products.   

Most households have planted plantations of 
thick-wall bamboo (Dendrocalamus mebranaceus). 
The planted area has been increasing since 2000 
because farmers prefer this type of bamboo because 
of its rapid growth and the high price of its shoots 
and stems. Other species of large bamboo 
(Sinocalamus giganteus and Bambusa nutans) are 
sold by growers to other villagers to use for 
fencing, pigpens, and roofing. 
3.3.2. Natural Forest Products 

In recent decades, because of the pressure of 
population growth, high local demand, and 
expansion of market demand, natural forest 
resources in the hamlet have been severely depleted 
(Bui Thi Gia et al. 2005). Forest products have 
become valuable trading goods, especially high 
quality timber and wild animals. Thus, forest 
products have become an important part of 
household income and play an important role in the 
community. When transportation was poor and 
there was little lowland demand, farmers only 
collected forest products for use by their own 

families. Now this activity involves buyers coming 
to the hamlet from the lowlands and local 
intermediaries collecting and selling these products.  

3.3.3. Timber 
In 2004, about 90 percent of households had cut 

down trees for timber, both for their own permitted 
uses and to sell illegally. After trees are cut down, 
their trunks are sawed into planks in the forest. 
Buffalo then drag the heavy planks back to the 
hamlet where they are stored under the floors of the 
loggers’ houses. When lowlanders buy this wood, 
the loggers arrange to transport it to them using 
buses or trucks (Figure 5). People know that logging 
is illegal, so transport is carried out at night. Timber 
remarkably contributes to household income. 

3.3.4. Firewood 
Firewood is primarily used by the farm 

households as fuel for cooking and heating but is 
also sometimes sold, especially by poorer 
households, to earn cash. The demand for firewood 
has increased rapidly during the last five years. In 
2004, 20 percent of the households engaged in 
selling firewood (100 VND/kg), whereas none had 
done this in 1998-99. Trucks come every week to 
Tat hamlet to buy firewood for use in tea 
processing in the midlands and lowlands.  

3.3.5. Bamboo stems and bamboo shoots 
Exploitation of bamboo stems mainly depends 

on market demand. Normally, bus drivers and 
lowland traders ask collectors to buy bamboo stems 
from the farmers. Then bamboo are collected in the 
forest by both men and women. They receive 200 
to 300 VND per stem from the collectors along 
Road no. 433. Although regulations to reduce 
bamboo exploitation has been set up, bamboo 
continues to be depleted due to the fact that no one 
obeys the regulation (Figure 6).  

Eucalyptus, Acacia, Styrax, 
Aleurites Montana 

Collectors Paper mills 

Palm, Melia azedarach, 
Bamboo 

Local consumers Tat and neighbouring 
hamlets 

The market in 
Cao Son commune 

Collectors 



Pham Thi Mai Huong, Nguyen Thanh Lam, Vu Thi Thao, and Tran Duc Vien 

21 

 

 

 

 

 

 

Figure 5. Marketing channels for timber products in Tat hamlet 

 

 

 

 

 

 

Figure 6. Marketing channels for bamboo stems and shoot in Tat hamlet 

Bamboo shoots are intensively exploited in 
Tat hamlet. Three major types of bamboo shoots 
are collected including bitter bamboo shoots, big 
bamboo shoots, and small bamboo shoots. Women 
are the main collectors of bamboo shoots. During 
the rainy season, they collect big bamboo shoots in 
the forest in Thanh Son district, Phu Tho province 
or in neighboring hamlets. After collecting bamboo 
shoots, they boil the bamboo shoots before selling 
them to collectors either at their houses or at the 
collecting point. The collectors sell the bamboo 
shoots to the lowland traders according to the 
contracts. The price of boiled bamboo shoots 
decreased from early season to later season.  
3.3.6. Medicinal plants  

In addition to general traders, specialized 
traders also came to the hamlet to contract with 
local collectors to purchase particular medicinal 
plants. They deposit some money with the 
collectors (100,000 to 200,000 VND) who, after 
they obtain a sufficient quantity from the village 
women who gather them in the forest, package the 
desired medicinal plants, and arrange with the bus 
drivers to take these products to the address of the 
traders along the road to Hanoi.  

3.4. Marketing channels for agricultural crops 
Most swidden crops are transferred from the 

farmers to the local collectors and then to wholesalers,  

and finally to the food processing enterprises in Ha 
Tay province (Figure 7). The recent development of 
a livestock feed processing industry in Ha Tay 
province has greatly increased the demand for fresh 
cassava. The wholesalers receive orders from the 
food processing enterprises and then they make 
contracts with the collectors in the hamlet to buy 
specific crops. After making the contract, the 
wholesalers have to advance some money to the 
collectors. On the planned day, a truck will come to 
the hamlet to pick up the products. Sometimes, the 
wholesalers have to complete their contract with a 
high price, even though the actual price in the 
lowlands has fallen. Prices for agricultural products 
also fluctuate according to seasons and market 
demand. 

3.5. Marketing channels for livestock 
Marketing channels for larger animals are 

extended to the lowlands. Normally, farmers sell 
directly to local collectors or consumers, who need 
a large animal for breeding (Figure 8). There are 
two or three better-off households that serve as 
collectors; they will buy cattle from villagers at any 
time they want to sell them and then resell the cattle 
to lowland traders (wholesalers). As soon as a 
farmer wants to buy cattle, he can buy them either 
from collectors or from his neighbors.  
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Figure 7. Marketing channels for agricultural crops in Tat hamlet 

 

 

 

 

 

 

 

 

 

 

 

Figure 8. Marketing channels for large livestock in Tat hamlet 

 

 

 

 

 

Figure 9. Marketing channels for pigs, poultry, and fish in Tat hamlet 

In cases animals die from sickness or falling 
off cliffs while grazing in the mountains, the 
owner asks a butcher from Tu Ly district town or 
Cao Son market to come to the hamlet to buy. 
After slaughter, the butcher sells the meat at the 
farmer’s house. In this situation, the price here 
was only equal three-fourths of the price in the 
lowlands. Manure from large livestock can be sold 
to several lowland collected from Ha Tay 
province. 

Marketing channels for small livestock such as 
pig, poultry and fish is locally characterized with 
local participants. As soon as a farmer wants to sell 
a pig he informs one of the motorcycle hawkers 
who operate along Road no. 433. A simple verbal 
contract is made with the hawker to buy the pig on 
a specific date. After slaughtering the pig, the 
motorcycle hawker sells the pork directly to 
consumers in Tat hamlet as well as other nearby 
hamlets (Figure 9).  
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Fish and poultry are normally consumed 
within the households raising them but some fish 
and poultry are sold to other villagers. Hawkers 
from Ha Tay province in the lowlands come to Tat 
hamlet by bus bringing fish and meat to sell to the 
villagers. However, the villagers can only pay a low 
price and demand for fresh meat is not high. Two 
shop owners sometimes buy two or three kg to 
resell to their customers. During the bamboo shoot 
season, demand falls even lower because people eat 
bamboo shoots in place of meat. 

4. CONCLUSIONS 
The expansion of markets in the lowlands and 

the improvement of transportation in Tat hamlet 
have enabled farmers to easily market their 
products and increase their household incomes. The 
marketing of agricultural and forest products has 
improved over time because more channels for 
goods have been created and the number of 
collectors has increased. Market integration in Tat 
hamlet has increased remarkably.   

Farmers in Tat hamlet supply a considerable 
number of products to the lowland market, 
including (1) agricultural products such as cassava, 
maize, and canna, (2) livestock like buffalo, cows, 
and pigs, (3) forest products such as timber, palm 
leaves, bamboo stems and shoots, and medicinal 
plants. However, some agricultural products like 
rice, fish, chickens, and ducks are rarely marketed 
and are usually consumed by households in the 
hamlet.  

Many kinds of agricultural and forest products 
are transferred to the lowlands using different 
marketing channels. Agricultural products are sold 
to traders via contracts between collectors and 
traders. Timber is sold to local carpenters or paper 
mills and NTFPs and medicinal plants are sold to 
collectors or bus drivers. Large livestock are sold to 
collectors or neighbors and pigs are sold to local 
hawkers who then sell the meat to villagers. With 
only a few exceptions (i.e., ginger), marketing 
channels for agricultural products are relatively 
stable. For forest products it is often supply 
problems that limit market activity; although in a 
few cases, especially pulpwood from plantation 
forest, the market is unstable.   

Marketing channels for agricultural and forest 
products to final consumers in the lowlands are not 
complex and do not contain many intermediaries. 
The major intermediaries are local collectors, 

traders and processing factories. In these marketing 
channels, the farmers are usually price takers and 
their power to negotiate better prices is weak, 
whereas collectors and traders are usually price 
givers and price makers, respectively. As a result, 
the price gap between what the farmers receive for 
their products and what these products cost their 
ultimate consumers in the lowlands is large, excess 
of 40 percent. At the same time as they receive low 
prices for the products they sell, people in Tat 
hamlet have always had to buy any goods 
transferred from the lowlands at very high prices 
compared with the price of the same goods sold in 
the lowlands. 
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