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   The 2nd International Organic Marketing Conference 

- Focusing on Community Supported Agriculture, Participatory Guarantee 

Systems & Organic Entrepreneurship 

 

1. Basic Information 

• Date: Oct 6th ~ 8th, 2022 (3 days) 

• Co-organized by: Chungbuk Province & Expo Organizing Committee 

• Implemented by: IFOAM-Organics Asia 

• No of Attendees: 100 (including 40 foreign participants) 

 

2. Background Information of the Event 

• Follow-up on the 1st International Organic Marketing (in 2015) 

• Opportunities of Networking with CSA & PGS Groups around the world 

3. Components of the Event 

• Conference Plenaries & Breakout Sessions 

• Field Trips   

• Farmers’ Market  

4. Expected Guests /Speakers 

• Representatives of local and central governments 

• Representatives from CSA & PGS groups  
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5. Summary of Events 

Date Contents Remarks 

Oct 5th (Wed) Arrival of Foreigners  

Oct 6th (Thurs) (Day 1) 2nd International Organic Marketing Conference  

Oct 7th (Fri) (Day 2) 2nd International Organic Marketing Conference 

- Closing Ceremony 

 

Oct 8th (Sat) (Day 3) Field Trip 

- Hansalim Consumers’ Day 

- Depart for Seoul (Overnight stay) 

 

Oct 9th (Sun) Departure  

 

6. Details of Conference 

Oct 6th, 2022 (Thursday) / Part 1 (Opening Ceremony) 

Moderator: Jang Sang Jun (Projects Director, IFOAM-Organics Asia) 

Time Details Remarks 

09:30 Opening Remarks & Introduction of VIPs  

09:35 Opening Ceremony 

1. Message of Greetings by Karen Mapusua, President of IFOAM-

Organics International 

2. Message of Congratulations by Kim Young Hwan, Governor of 

Chungbuk Province  

3. Group Photo 
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10:00 Break 

Session 1: Plenary 

Moderator: Shaikh Tanveer Hossain, Director of Strategy, IFOAM-Organics Asia 

10:15 Keynote Speech 

“Importance of CSA in Linking Farmers and Consumers” 

By Elizabeth Henderson, CSA Pioneer, USA (video) 

10:45 Presentation 1 

“Principles of IFOAM PGS & Status around the World” 

By Konrad Hauptfleisch, CEO of Starfish Organic, Germany 

Session 2: Case Studies of CSA Around the World 

Moderator: Tiatemjen Jamir (Founding Member, Young Organics Global Network) 

11:15 Presenters: 

1.“An inclusive food systems perspective on marketing: examples 

from Sweden” by Jostein Hertwig, Global Alliance of Organic 

Districts, Sweden 

2.“Rareche Cilento: Linking Farmers and Consumers” 

By Mario Di Bartolomeo, Cilento Bio-District, Italy 

3. “Hansalim Participatory Certification - the relationship between

farmer and consumer within PGS”

By Lee Seung Giu, Hansalim Federation, Director of Quality Control 

Division, South Korea 

4. “Local Community Involvement in the Creation of New Food

Products”

By Lee Jeong Ju, Te-ran Agricultural Company, South Korea 

13:00 Lunch 

Session 3: Case Studies of PGS Around the World (1) 
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Moderator: Ryan Bestre (Asian Organic Youth Forum) 

14:00 Presenters:  

1.“The Implementation of PGS in the Philippines” By Vivencio 

Mamaril, Bureau of Agriculture and Fisheries Standards, Philippines 

2. “PGS Initiative In Malaysia” By Zarina, Ramli, Department of 

Agriculture, Malaysia 

3. “Reimagining PGS and Consumer Co-operatives as new age 

economic structures to transform food systems in India” 

By Vishalakshi Padmanabhan, PGS Organic Council of India, India  

4. “The PGS Development in Vietnam” By Chien Tran Manh, PGS 

Vietnam, Vietnam  

 

 

15:30 Break  

16:00 5 . ”Supporting Social Enterprises and Responsible Businesses 

through PGS” By Achala Samaradivakara, Good Market, Sri Lanka  

6. “NGO-led PGS for Conservation” by Shu-Chuan Kuo, Tse-Xin 

Organic Agriculture Foundation, Taiwan 

7. ”MASIPAG PGS for the Promotion of Organic Farming” Leo XL 

Fuentes, INOFO, Philippines 

 

17:30 Session wrapup  

18:30 Official Conference Dinner  

 

Oct 7th, 2022 (Friday) 

Session 5: Best Practices of Organic Marketing  

Li Feng, Co-President, Young Organics Global Network 

09:00 Presentation 1  

“Government Policies in Support to Companies for Organic 

Marketing”  

By Melody Guimary, Officer-in-Charge, Field Operations Division, 
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Department of Agriculture CARAGA Region, Philippines 

09:30 Presentation 2 

“The Carbon Neutral Standards”  

By Jibing Zhang, Organic Food Development & Certification of China 

10:00 Presentation 3 

“The Story of Cold Mountain Organic Products” By Lanuakum 

Imchen, CEO  

10:30 Presentation 4 

“An Organic Lifestyle Branding” - By Crystal Deng, CEO of Guangzhou 

Crystal Garden Organic and Health Company Ltd 

11:00 Presentation 5 

“Women Initiatives to build Organic & Local Marketing Business: 

Stories from Indonesia” By Emilia Setyowati, Indonesia Organic 

Alliance, Indonesia 

11:30 Presentation 6 

“PGS: A good tool to build an Organic Village in Shizukuishi Town, 

Japan” by Ryoichi Komiya, Organic Shizukuishi, Japan 

12:00 Presentation 7 

“Organic Marketing and Blockchain” By Prof Muhammad Rafiul 

Huque, Jahangirnagar University  

12:30 Lunch Break 

Session 5: Ways Forward 

Moderator: Konrad Hauptfleisch (CEO, Starfish Organic) 

14:00 CSA & PGS – Synergies and Impacts (Fishbowl) 

- Wallapa van Willenswaard, Board Member of URGENCI

- Mathew John (President, IFOAM-Organics Asia)
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15:30 Session Wrapup & Break  

Closing Ceremony 

Moderator: Vic Anthony Joseph Fabre Tagupa (Chief Operating Officer, IFOAM-Organics 

Asia) 

16:00 Closing & Farewell Messages  

16:30 Visit Expo  

 

Oct 8th, 2022 (Saturday) 

Organic Activities 

09:30 Depart Hotel  

11:00  Attend Hansalim Consumers’ Day Opening at the Expo, Interaction 

with Hansalim Members  

 

12:30 Lunch   

14:30 Depart for Seoul (overnight stay)  
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Message of Greetings 

Karen Mapusua 

President, IFOAM-Organics International 

 

Governor Kim Young Hwan, Mayor Song In-hern, Distinguished guests from all over the world, 

IFOAM members and partners, ladies and gentlemen,  

Today is the Opening Ceremony of the 2nd International Organic Marketing Conference. It will 

be a 3-day conference, focusing on Community Supported Agriculture or CSA, Participatory 

Guarantee Systems or PGS and Organic Entrepreneurship. 

The 2nd International Organic Marketing Conference is  a follow up on the 1st International 

Organic Marketing Conference in 2015, also held here during the 2015 Goesan Expo. For this 

conference, we have invited more than 100 delegates, including foreign speakers who will give 

presentations which will focus on opportunities of networking with CSA and PGS Groups from 

around the world. The Conference will showcase the very best Practices of Organic Marketing 

and Case Studies of PGS from around the four corners of the world and we have invited 

distinguished speakers who have been involved with PGS and CSAs for the past several 

decades. 

A special day will be allotted to our delegates to participate at the Hansalim Consumers’ Day, 

where they will see and hear first-hand the Hansalim Model that has fascinated everyone in 

the organic community. In 2014, Hansalim bested hundreds of like-minded organization to 

receive the One World Award Gold, an award given to  individuals, projects and innovative 

ideas that make the world a better and more just place thanks to their positive ecological, 

economic and social impact.  

IFOAM-Organics International stresses the importance of CSAs, PGS and Organic 

Entrepreneurship towards the continuous development and mainstreaming of organic 
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agriculture worldwide. Directly connecting consumers and producers will shorten the supply 

chain which would result to more profit to the producers, while guaranteeing transparent food 

production to the consumers in a continuous and harmonious relationship built on trust. I 

hope that this conference will enrich you with knowledge that you can apply to your own 

respective communities.  

I would like to thank the organizers of this event for once again bringing an event that binds 

us all together in the organic community! 

Gamsahamnida!  
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Message of Congratulations 

Kim Young Hwan, Governor of Chungbuk Province 

To our distinguished guests, IFOAM Members and partners, 

Citizens of Chungbuk Province, Ladies and Gentlemen, 

It is with great pleasure that we are again hosting the 2nd 

International Organic Marketing Conference here in Goesan 

County. It was not very long time ago that we hosted the 1st 

International Organic Marketing Conference in in 2015. Since then, a lot of developments have 

been made in the areas of organic marketing here in Goesan, in Asia, and around the world.   

This conference will focus on local Community-Supported Agriculture or CSAs and 

Participatory Guarantee Systems (PGS). We have invited speakers from all over the world who 

have been part of the CSA and PGS groups for the last decades. They will be sharing the best 

cases, practices, as well as challenges and implementation which have made their models 

successful.  

More than ever, there is a need to know where our food is coming from. By learning more 

about CSAs and PGS, we will be able to link the producers and the consumers, so that they can 

help one another and assure the integrity of the food at a reasonable price. This where we 

start the local food systems which will ensure that what we are eating are the food that is safe 

for everyone, without endangering the environment. 

On behalf of Chungbuk Province, I hope that you will enjoy the sessions from the 2nd 

International Organic Marketing Conference.  

May your takeaways from the Conference be proved fruitful in your own communities. 

Gamsahamnida! 
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Session 1: Plenary 

Keynote Speech 

“Importance of CSA in Linking Farmers and Consumers”  By Elizabeth Henderson, CSA 

Pioneer, USA (video) 

 

CSA: Innovation and Solidarity among 
Farmers and Mindful Eaters.
Elizabeth Henderson
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New IFOAM -OI Vision
The broad adoption of truly 
sustainable agriculture, value chains 
and consumption in line with the 
principles of organic agriculture
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Ten Principles of Teikei
Principle of mutual assistance
Principle of accepting the produce
Principle of mutual concession in the price 

decision
Principle of deepening friendly relationships
Principle of self-distribution
Principle of democratic management
Principle of learning among each group
Principle of maintaining the appropriate group 

scale
Principle of steady development
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Slide 21 Field at Mud Creek with many crops and 
underground diversity Slide 21 Field at Mud Creek 
with many crops and underground diversity

- 18 -



 

 

CSA Innovation Network
“…communities and farms will partner with each 

other to achieve food sovereignty - a way of 
feeding ourselves that is under community 
control and brings the best, most nutritious, and 
culturally appropriate food to every member of 
the community. For this reason, increasing 
diversity and equity in the model is central to the 
mission of the CSA Innovation Network, and 
adopting an anti-racist approach to the 
development of the network is required to 
achieve it.”
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• An organic agriculture that respects humans, 
animals, plants and the planet

• An organic agriculture characterized by 
biodiversity which alone is able to satisfy the 
pleasure of flavors and to provide a guarantee of 
health

• An organic agriculture that preserves the rural 
fabric and peasant’s calling giving it new value

• An organic agriculture that supports peasant 
know-how and peasant grown seed

• An organic agriculture that is ethical, rigorous, 
and free of complicity in the neoliberal market 
economy

Participatory Guarantee Systems
Nature et Progrès

- 23 -



 

 

- 24 -



 

 

- 25 -



 

 

- 26 -



 

 

- 27 -



 

 

- 28 -



 

 

- 29 -



 

 

 

 

 

 

 

 

 

 

- 30 -



Presentation 1 

“Principles of IFOAM PGS & Status around the World” By Konrad Hauptfleisch, CEO of 

Starfish Organic, Germany 

 

 

Par�cipatory Guarantee Systems (PGS):
Principles and recent global developments

Konrad Haup�leisch, Starfish Organic – Goesan, October 2022

Main points:

• Why a guarantee system for Organic Agriculture?
• PGS concept and the work of IFOAM Organics Interna�onal
• Peer review: the core of PGS
• PGS development and recent figures
• Strengths and challenges of PGS

“Each PGS initiative is unique,
adapted to fit the specific context in which it operates.”
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What is organic 
agriculture?

• “ Organic agriculture is a produc�on system that 
sustains the health of soils, ecosystems and 
people. 

• It relies on ecological processes, biodiversity 
and cycles adapted to local condi�ons, rather 
than the use of inputs with adverse effects.

• Organic agriculture combines tradi�on, 
innova�on and science to benefit the shared 
environment and promote fair rela�onships and 
a good quality of life for all involved.”

(Definition of organic agriculture - IFOAM, 2008)

The full diversity of 
organic agriculture

“The term “ organic agriculture” is o�en taken to 
mean only cer�fied organic. Organic goes far beyond 
this narrow defini�on; IFOAM embraces the 
worldwide adop�on of organic agriculture in its full 
diversity, including various forms of non-cer�fied 
organic agriculture.

We regard any system that uses organic methods, and 
is based on the Principles of Organic Agriculture, as 
‘organic agriculture’ and any farmer prac�cing such a 
system an ‘organic farmer.’ Organic agriculture 
benefits farmers and society, well beyond the market 
place”

– IFOAM-Organics International Position Paper, 
2017 (edited for brevity)
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Why Organic Agriculture?
Organic agriculture is prac�ced for many reasons:

• Food and Nutri�on Security
• Health
• Climate change
• Biodiversity
• Soils
• Sustainable development
• Strengthening livelihoods

None of these require organic assurance!
Only when we get to the market, does verifica�on of organic integrity become an issue.

No market - no organic guarantee needed

Why do we need a guarantee system for 
Organic Agriculture? 

The consumer requests assurance that products are healthy and 
env ironmentally sound organic products, often willing to pay a higher

price for them.

The farmer produces according to defined organic standards and can
serve the consumer’s needs and sell products often at a higher price.

Trust
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• Standards,
• Verifica�on of conformity,
• And a logo

Participatory Guarantee Systems (PGS) are locally focused quality assurance 
systems.They certify producers based on active participation of stakeholders and are 

built on a foundation of trust, social networks and knowledge exchange.

(Defini�on IFOAM – Organics Interna�onal 2008)

A guarantee system, composed of: 
What is a PGS?

Logos used by PGS ini�a�ves around the 
world…
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IFOAM – Organics Interna�onal defini�on:

“Par�cipatory Guarantee Systems (PGS) are locally -focused quality 
assurance systems. 

They cer�fy producers based on ac�ve par�cipa�on of stakeholders
and are built on a founda�on of trust, social networks, and

knowledge exchange.“

Adopted by IFOAM – Organics Interna�onal in 2008.

Interna�onal workshop on 
alterna�ve cer�fica�on:
Torres, Brazil, 2004

• “PGS” Existed before it had a 
name!

• I was developed by people in 
their own context, for their own 
needs.

• High level of organic awareness

• Spirit of collabora�on and trust
• IFOAM supported and promoted 

PGS since Torres
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• Support development of PGS as alterna�ve and complementary tool to 
third-party cer�fica�on.

• Advocate for the support and recogni�on of PGS by governments.

• Compile and publish global data about PGS ini�a�ves.

The work of IFOAM – Organics Interna�onal

• Provide support services, facilita�on and capacity-building for 
PGS development and implementa�on.

Participatory Guarantee Systems (PGS)

• Operate the Official IFOAM PGS Recogni�on program.
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All par�cipate in: 

• Shaping and selec�on of standards

• Designing the procedures

• Verifica�on process, peer reviews

Stakeholder par�cipa�on is key! 

• Decision making

Participatory Guarantee Systems (PGS): the essence

Every producer is visited a least once a year for a peer review.

The peer review team is composed at least of:
• another producer from the PGS (a peer)
• a consumer/buyer representa�ve

The peer review is based on: 
• Observa�ons from the field
• Q&A with the producer
• Review of documents/receipts

Verifica�on process: Peer Review 

Participatory Guarantee Systems (PGS): the core

- 37 -



 

 

Complementary: different producers in different situa�ons need 
different solu�ons

Existed before 3rd party cer�fica�on 

Developed independently in different 
countries (Brazil, France, India, New Zealand)

2004: Interna�onal Workshop on Alterna�ve 
Cer�fica�on - conceptualiza�on, recogni�on

PGS Development

Since 2004 steady growth in number of 
ini�a�ves, cer�fied farmers, etc.

Participatory Guarantee Systems (PGS)

Growing interest beyond the organic sector 
(par�cipatory approaches)
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• Learn about the prac�ces adopted by the producers.
• Accompany the producer in a process of improvement of the prac�ces.

Objec�ves of peer review

→ This is an exchange that goes beyond monitoring and control

Participatory Guarantee Systems (PGS)

• Exchange experiences and build capacity for all!

• Make a decision on who can be cer�fied.

• Monitor the implementa�on of standards.
• Gather evidence of compliance (or non-compliance).

2. PGS development worldwide

- 39 -



 

 

Current Status of PGS worldwide

• Around 1'244'239smallholders are benefi�ng from the system and 1'205'050are already cer�fied.

• 242 PGS ini�a�ves exist worldwide of which 63 are under development and 179 are fully opera�onal,

• South-East Asia (India),  La�n America and Africaare the regions with the highest level of PGS 
development

Source: IFOAM – Organics Internat ional
PGS survey  2019

Farmers involved in PGS

To date, we have recorded in our PGS database 242 PGS ini�a�ves in 78 countries, with 
at least 1,244,239 producers involved and 1,205,050 producers cer�fied. It is es�mated 
that these producers manage 915,997 hectares of land.

Participatory Guarantee Systems (PGS)

Global level
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The growth of PGS producers

The global map of PGS ini�a�ves

https://pgs.ifoam.bio/
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• Organic cer�fica�on requirements are different in each market 
(country/region)

• In non regulated markets (i.e. no organic regula�on or no specific laws for 
organic claims) any guarantee system can exist

PGS for export?

Participatory Guarantee Systems (PGS)

• There are nearly 100 countries now regula�ng organic agriculture

Local focus: direct rela�ons and par�cipa�on

• Only 15 countries include PGS in their regula�on

Third party cer�fica�on PGS cer�fica�on

Professional Voluntary to professional

Independent from stakeholders Par�cipatory (stakeholder involvement)

In accordance with interna�onal norms Following general interna�onal principles
but locally adapted

Gives access to interna�onal markets (with
right channels)

Access mostly to local, regional or
unregulated markets

Normal guarantee system in government
organic regula�ons

O�en not recognized by governments

Deals only with cer�fica�on Combines with other func�ons, e.g.
capacity building, marke�ng, etc.

Differences between Third-party and PGS cer�fica�on:
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PGS is not Group Certification!

• Builds on long term producer-consumer rela�onships

• Suitable cer�fica�on for small producers

• Allow for con�nuous learning and community development

• Promote ownership and responsibility (empowerment)

Strengths of PGS

• Favour diversified produc�on systems

Participatory Guarantee Systems (PGS)

• Facilitate market access
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• High degree of dedica�on / voluntary engagement

• Long-term investment in capacity building

• Complex social organiza�on

• Lack of government recogni�on in some countries

Challenges of PGS

• Less applicable for long distance/anonymous marke�ng

Participatory Guarantee Systems (PGS)

28

PGS develops well where:

• Local market demandfor organic products exists or is developing.

• Local suppliers with the capacity – and will - to produce organically.

• The consumers require an organic guarantee, and

• the farmers need an affordable way to furnish it.

• A culture of collabora�on and trust is apparent.

• All of the above in a local and short value/supply chain.

PGS is a social process and a labour of love.
Without a love for the soil and love for your neighbour, it will not flourish.
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A par�ng 
thought:

“The farmer is responsible for the 
life of the consumer – and, in turn, 
the consumer is responsible for 
the livelihood of the farmer”

- The Hansalim Credo -

It was great to be here!

konrad@starfishorganic.com
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Session 2: Case Studies of CSA Around the World 

1. “An inclusive food systems perspective on marketing: examples from Sweden” by Jostein 

Hertwig, Global Alliance of Organic Districts, Sweden 
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2. “Hansalim Participatory Certification - the relationship between farmer and consumer 

within PGS” By Lee Seung Giu, Hansalim Federation, Director of Quality Control Division, 

South Korea 

 

 
2022년 괴산 세계 유기농 산업엑스포

Why PGS could be well estsablished 
in Hansalim

• Similarities between Hansalim and Principles of Organic Agriculture

• Similarities between Hansalim’s operating method and PGS Principles

• Activity photos

22nd Interna�onal Organic Marke�ng Conference
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2022년 괴산 세계 유기농 산업엑스포

Hansalim and Principles of Organic Agriculture

3

HAN SALIM HANSALIM

Big, one, 
en�re, 

togerther, 
life universe

To give 
life, live

All the living 
things live 

together, give 
life together

Princiles of Organic Agriculture

Health Ecology

Fairness Care

2nd Interna�onal Organic Marke�ng Conference

2022년 괴산 세계 유기농 산업엑스포

Similarities between Hansalim and PGS

PGS Basic Elements

1. A Shared Vision

2. Participation

3. Transparancy

4. Trust

5. Horizontality

6. Learning Process

Life Movement,  Coopera�ve,  Mutual trust

Direct transac�on ,  Communica�on ,  Commitee,

Producer/Consumer member/Staff

Table Salim

Agriculture Salim

Earth and Life Salim

2nd Interna�onal Organic Marke�ng Conference 4
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2022년 괴산 세계 유기농 산업엑스포

출처 : PGS guideline

Hansalim-PGS and Overseas PGS Activities

2nd Interna�onal Organic Marke�ng Conference 5

2022년 괴산 세계 유기농 산업엑스포

Source : PGS guideline

Hansalim-PGS and Overseas PGS Activities

2nd Interna�onal Organic Marke�ng Conference 6
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2022년 괴산 세계 유기농 산업엑스포

Hansalim-PGS Operation

7

1. Overview of Hansalim-PGS

2. Main Steps : Autonomous Maganement / Check

3. Key points for Community Deliberation

3. Current status (2022)

4. Assessment and Task

5. Mid-term Development Direction

Hansalim-PGS
Farmer and Consumer 
together 
For sustainable production
Based on process

2nd Interna�onal Organic Marke�ng Conference

2022년 괴산 세계 유기농 산업엑스포

1. Overview of Hansalim-PGS

1. Apply Cer�fica�on 2. Autonomous Management 
done by farmers

3. Autonomous Check
by consumer,  staffs

4. Delibera�on Commi�ee5. Follow-up Management

2nd Interna�onal Organic Marke�ng Conference 8
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2022년 괴산 세계 유기농 산업엑스포
9

2. Autonomous Check

Evaluating whether the Autonomous Management is operating properly.

1. Autonomous Management: Production management implemented by farmers and 

communities from the production stage of goods to shipment. 

2. \ Farmer is in charge of and is responsible for the production.

2. Main Steps : Autonomous Management and Autonomous Check

- Compliance with self-reliance standards and community self-regulation

- Participation in regular meetings, community site inspection , training, etc.

- Giving the community responsibility for production management:

including improvement, disposition, and disciplinary action when violated.

- Participation of members; staffs; farmers from other regions who have 

completed a certain level of education

- Pre-review, community management status, sample farm inspection, 

comprehensive discussion

- Mutual Understanding, Information exchange, Discussion2nd Interna�onal Organic Marke�ng Conference

2022년 괴산 세계 유기농 산업엑스포

CONTENTS NOTE

1. Is the community have the person in charge as well

as the production manager? 1. Compliance with 

Hansalim-PGS 

standards

2. Appropriate 

reasons for 

exceptions. If 

appropriate, review 

the accreditation.

2. Is it hold regular meetings?

3. Is it do the site inspection in community level?

4. Are all the farmers trained?

5. Is it manage major management matters(failings)?

6. Is the Autonomous Check done properly?

3. Key points for Community Deliberation

2nd Interna�onal Organic Marke�ng Conference 10
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4. Current Status (2022)

Category
2018
_pilot

2019
_pilot

2020 2021 2022[target] Note

No. of Community 4 16 28 52 55 [67]

No. of Farmer 77 273 434 801 935 [1,000]

Inspector

Farmer 4 16 14 21 49

Consumer 
member

3 21 24 33 75

Staff 2 3 4 4 4

Approved (case) 4 16 28(3) 52(1) 55(1)
( ) means conditional 

approval

Not Approved - - - 1 3

Individual Farmers
(low-pesticide fruits) 13 21 17

112nd Interna�onal Organic Marke�ng Conference
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5. Assessment and Task

• Postive Assessment

- Strengthening production site information sharing and communication, mutual recognition and 

support

- Suggestion of systematic management plan, failings management, show strengths and weaknesses of 

each community, etc.

- Positive feedback from most of the participants

- Complementary measures for the national certification system (renewal period, land ownership, 

remedy for unavoidable matters, etc.) 

• Tasks for Improvement

- A burden on overlapped certification

- Difference in management capabilities by production areas

- Lack of publicity for consumer members

- Strong ‘safety’- centered awareness 122nd Interna�onal Organic Marke�ng Conference
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6. Mid-term Development Direction

① Extend to the entire production community

② Reduce burden on production sites such as document simplification and overlapped certification

③ Enhancing the members participation

– Expanding the local deliberation committee, inspectors, strengthening education, and strengthening public 

relations such as product labeling

④ Finding “Special Action Plan”

- A system that can check environmental value activities 

- A way to show efforts of production areas with various activities and characteristics identified in the process

⑤ Expansion of cooperative relationships with external organization : Expanding solidarity with other 

organizations, and expanding cooperation with domestic and foreign organizations

132nd Interna�onal Organic Marke�ng Conference
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Features of 
Hansalim-PGS

• Based on the sophisticated participation system of 

farmers, consumers and staffs

• Based on a strong production communities 

• Focus on changing the behavior of consumer members

142nd Interna�onal Organic Marke�ng Conference
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1. Based on the sophisticated participation system 

of farmers, consumers and staffs

Autonomous Standards and

Autonomous Standards Commi�ee

Par�cipa�on of consumer members
in produc�on planning mee�ng

(Agricultural Products Commi�ee)

2nd Interna�onal Organic Marke�ng Conference

16

Policy Discussion

Organizing consumer coop’s Board with farmers

2nd Interna�onal Organic Marke�ng Conference

1. Based on the sophisticated participation system 

of farmers, consumers and staffs

Hansalim Seoul Consumers’ Coopera�ve
BOD members (circled ones are farmers)
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Cer�fica�on Delibera�on Autonomous Check

2nd Interna�onal Organic Marke�ng Conference

1. Based on the sophisticated participation system 

of farmers, consumers and staffs

2022년 괴산 세계 유기농 산업엑스포
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2. Based on a strong production communities

Produc�on organiza�on distributed na�onalwide

Producer’s BOD / Secretariat / Regional System

2nd Interna�onal Organic Marke�ng Conference

In Hansalim Producer’s 
Associa�on, 
there are 18 regional 
councils,
1 processing produc�on 
associa�on,
And 123 produc�on 
communi�es.
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*Field Inspection– Sharing farming technique
2. Based on a strong production communities

2022년 괴산 세계 유기농 산업엑스포
20

Regular meeting

Work with local citizen

Joint purchase / 
management of 
farming material

Sharing thoughts

Education

2nd Interna�onal Organic Marke�ng Conference

2. Based on a strong production communities
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3. Focus on changing the behavior of consumer members

Consumer member targeted educa�on

Public rela�ons with members at the store

2nd Interna�onal Organic Marke�ng Conference

Intorucing Hansalim-PGS
Labeling

2022년 괴산 세계 유기농 산업엑스포

Various studies and activities about Hansalim-PGS involved members

Study 
mee�ngs and 
follow- up 
ac�vi�es

2nd Interna�onal Organic Marke�ng Conference 22

• Understand 
Hansalim-PGS!

• Take the quiz!
• Get a gi�!

1. Ha nsa lim-PGS  is  ca rried out by fa rmers , cons umers  a nd s ta ff s . (O , 
2 . Ha nsa lim-PGS  is  a  process-oriented ins pec�on (O , X)
3. How ma ny leve ls  does  Ha nsa lim-PGS  ha ve?
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3. Focus on changing the behavior of consumer members 

Study 
mee�ngs and 
follow- up 
ac�vi�es

Hansalim-PGS
Members study by themselves

2022년 괴산 세계 유기농 산업엑스포
2nd Interna�onal Organic Marke�ng Conference 24

Hansalim-PGS
is bridging farmers and consumers.

Consumers who support life-agriculture,
Respect the diversity and characteris�cs 
of the produc�on community -

Are with Hansalim -PGS.

Hansalim-PGS Hansalim-PGS

For a Be�er Tomorrow
Par�cipa�ng Together
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3. “Local Community Involvement in the Creation of New Food Products” By Lee Jeong Ju, 

Te-ran Agricultural Company, South Korea 
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Session 3: Case Studies of PGS Around the World (1) 

1.“The Implementation of PGS in the Philippines” By Vivencio Mamaril, Bureau of 

Agriculture and Fisheries Standards, Philippines 

 

 

ORGANIC 
AGRICULTURE 
IN THE 
PHILIPPINES
Background, Processes, Accomplishments, Updates & Ways 
Forward

VIVENCIO R. MAMARIL, PhD
Director IV
Bureau of Agriculture and Fisheries 
Standards

OUTLINE

Background

Two ways to get organic certification

Process: Journey to Certification & Accreditation 
under PGS

BAFS Accomplishments on PGS

Challenges

Updates & Ways Forward
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Background

2003 2010 2012

Adoption of the first 
version of the 
Philippine National 
Standards for 
Organic Agriculture 
(PNS/BAFPS 
07:2003)

Promulgation of the 
Organic Agriculture Act of 
2010 (Republic Act No. 
10068), recognizing only 
third -party certified 
products allowed to be 
labeled and sold as 
organic

• Establishment of the National 
Organic Agriculture Program 
Document (2012 -2016)

• Formation of the ASEAN 
Special Task Forceto initiate 
the development of the ASEAN 
Standard for Organic 
Agriculture and the Strategic 
Plan of Action; the Special 
Task Force was Chaired by the 
Philippines, through DA-BAFS

2012

2010
2003

Background

2014 2016 2017

Finalization and 
approval of the 
ASEAN Standard for 
Organic Agriculture 
(ASOA)

2014

• Revision of the PNS for 
Organic Agriculture to be 
aligned with the ASOA

• Establishment of the ASEAN 
Experts Working Group for 
Organic Agriculture (EWG-OA) 
to promote the 
implementation and adoption 
of the ASOA; Chaired by 
Philippines from 2018–2021

2016

Alignment of ASEAN 
Member States’ 
National Standards 
with the ASOA (on -
going)

2017
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Background

2018 2020 pre s e nt

• Development of the 
ASEAN Guide on Organic 
Certification (AGOC) by 
the EWG-OA

• Es tablis hment of the 
National Organic 
Agriculture Program 
Document (2017 -2023)

2018

Promulgation of the 
Amendment to the Organic 
Agriculture Act of 2010 
(Republic Act No. 11511), 
recognizing the 
Participatory Guarantee 
Sys tem (PGS)

2020

TWO WAYS TO GET 
ORGANIC 

CERTIFICATION: THE 
PHILIPPINE SETTING
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retailer consumer

 

accredits

Inspects
& 
certifies

produce
& supply market

PGS-OCB
Peer 
reviews
& certifies

Pathway 1

Pathway 2

TWO WAYS TO GET ORGANIC 
CERTIFICATION
(The Philippine Setting)

TP-OCB Organic 
operato

r

Farme
r-

memb
er

BAFS

Bddsf e juf e !Ui jse. Qbsuz
P shbojd!Df sujgzjoh!Cpe jf t

)bt !pg!27!Tf quf n c f s!3133*

P DDQ. Jot qf dujpo!boe !Df sujņdbujpo!
Tf swjdf t -!Jod/!)P DDQ. JDTJ*

Dpouspm!Vojpo!Qi jmjqqjof t -!Jod/!)DVQJ*
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Df sujņf e !
Pshbojd!

Pqf sbupst !voe f s!
Th ird. Pa rty 

Ce rtific a tion  
Scheme

(as  of 6 September 2022)

: 1 Op/!pg!Df sujņf e !
Pqf sbupst

Upubm!Gbsn !Bsf b!
)jo!i f dubsf t *96:

THE PROCESS:
JOURNEY TO 
CERTIFICATION 
& 
ACCREDITATION 
OF CORE PGS 
GROUPS
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The  Three  S tages  towards  Acc red ita tion

Pre-
inspec�on 
(Technical 
Assistance)

Cer�fica�on 
(Inspec�on)

Accredita�on

2
3

4

(DA-BAFS)

(DA-BAFS)

(DA-BAFS)

DA-BAFS- Department of Agriculture-Bureau 
of Agriculture and Fisheries Standards

The  Three  S tages  towards  Acc red ita tion
Qspdf t t Qvsqpt f
2/ Qsf . jot qf dujpo!c z!EB. CBGT Uf di ojdbm!bt t jt ubodf !up!f ot vsf !ui bu!gbsn f st !bsf !sf be z!gps

df sujņdbujpo/!Ui jt !jt !pqujpobm!c vu!be wboubhf pvt !gps!ui f
gbsn f st !c f dbvt f !pg!ui f !sf dpn n f oe bujpot !po!i px !up
dpn qmz!x jui !ui f !QOT!gps!P shbojd!Bhsjdvmuvsf /

3/ Jot qf dujpo!gps!Df sujņdbujpo!
c z!EB. CBGT

Jot qf dujpo!gps!Df sujņdbujpo!jt !e pof !up!e f uf sn jof !ui f !mf wf m
pg!dpn qmjbodf !pg!ui f !gbsn f st !x jui !ui f !QOT!gps!P shbojd
Bhsjdvmuvsf /!Ui jt !sf t vmut !up!jt t vbodf !pg!Qbsujdjqbupsz
P shbojd!Df sujņdbuf !up!gbsn f st !boe !qsf sf r vjt juf !qsjps!up
Bddsf e jubujpo/

4/ Bddsf e jubujpo!
)Bt t f t t n f out *!c z!EB. CBGT

Bt t f t t n f ou!)P ŋ df !' !X juof t t !Bve jut *!gps!Bddsf e jubujpo
up!e f uf sn jof !ui f !dpn qf uf odf !boe !bc jmjuz!pg!ui f !dpsf !QHT
hspvq!up!df sujgz!ui f js!gbsn f s.n f n c f st /!Ui jt !sf t vmut !up
jt t vbodf !pg!Bddsf e jubujpo!Df sujņdbuf !up!dpsf !QHT!hspvq /
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ACCOMPLISHMENTS 
ON PGS

(As of 16 September 2022)

TUBHF!2 TUBHF!3 TUBHF!4
Bddsf e jubujpo

Df sujņdbujpo!)Jot qf dujpo* 2 Dpsf !QHT!hspvq
☛6 Gbsn f s!

Joe jwjevbmt

Qsf . Jot qf dujpo 6 )pvu!pg!36*!Dpsf
QHT!hspvqt !jot qf duf e
☛36 )pvu!pg!263*!

Gbsn f s!joe jwjevbmt
☛21 Gbsn f s!

df sujņf e!)3!dpsf !
QHT!hspvqt *

36 Dpsf !QHT!Hspvqt
☛263 Gbsn f s!

joe jwjevbmt

The  Three  S tages  towards  Acc red ita tion
)jo!ovn cf st !bt !pg!27!Tf quf n cf s!3133*
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QI JMJQQJOFT!QHT!VQEBUF! )bt !pg!27!Tf quf n c f s!3133*
Numbe r of PGS 
Group As s is te d*

Numbe r of 
Farme rs  Pre-

ins pe cte d

Numbe r of 
Farme rs  

Ins pe cte d

Numbe r of
Farme rs  Ce rtifie d

by BAFS

Numbe r of Groups
Accre dite d

36 263 36 21 2
2/ Uvc mbz P shbojd!Gbsn joh!

Qsbdujujpof st !
Bhsjdvmuvsbm!Dppq!
)UP GQB . Dppq*

Tubuvt ;!21!Gbsn f st !bsf !t ujmm!
jo.qsphsf t t !pg!ui f js
dpn qmjbodf !c f gpsf !jt t vbodf
pg!Qbsujdjqbupsz!P shbojd!
Df sujņdbuf !)QP D*

Tubuvt ;!UP GQB .Dppq!x jmm!c f !
wjt juf e !up!di f dl !ui f js!
df sujņdbujpo!bdujwjujf t

UPUBM!DP SF!QHT!
HSP VQT!QSF. JOTQFDUFE36

973
UPUBM!GBSN FST
QSF. JOTQFDUFE263
UPUBM!
OP ODP N QMJBODFT!
GP VOE

(as  of 16 September 2022)
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Dpn n po!
Qspevdujpo!

pg!ui f !
Pshbojd!
Gbsn f s!

Qsbdujujpof st !
voe f s!QHT

Dspq!Qspevdujpo
62&

Bojn bm!Qspevdujpo!jodmvejoh!Cf f l f f qjoh
5&

P shbojd
Br vbdvmuvsf
Qspevdujpo

2&

Qspdf t t joh
)P shbojd!Njmmf e

Sjdf *
25&

Jouf hsbuf e
P shbojd

Qspevdujpo
39&

Tqf djbm!Qspevdut
)Nvt i sppn *

3&

UP Q!3 N P TU!DP N N P O!OP O . DP N QMJBODFT!GP VOE
X JUI !UI F!QOT0CBG!07;2016 ☼P SHBOJD!BHSJDVMUVSF

Re cords -!docume ntation and 
accounts  provide  trace ability

and made  available  to  authority
(BAFS)

Crop and s pe cial product 
conve rs ion re quire me nts

Choice  of crops  and varie tie s

22: 0973 2170973 : 80973
)25&* )23&* )22&*
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N jojn vn !ovn c f s!pg!qspwjt jpot !pg!QOT!of f e !
up!c f !dpn qmjf e !c z!t dpqf !pg!qspe vdujpo

Crop Production Animal Production Inte gration of Crop ' !Animal

56 71 211
Boovbm!' !Qf sf oojbm!Dspqt

jodmve joh!n vt i sppn !' !i f sc t
Mjwf t updl !boe !qpvmusz!
f ydmve joh!c f f l f f qjoh

Dpn c jobujpo!pg!dspqt !boe !
mjwf t updl

 Dpowf st jpo!sf r vjsf n f out !
)8*

 N jojn vn !sf r vjsf n f out !
gps!dspq!qspe vdujpo!)37*

 N jojn vn !sf r vjsf n f out !
gps!t qf djbm!qspe vdut !)8*

 Usbdf bc jmjuz!boe !
sf dpse l f f qjoh!)6*

 Dpowf st jpo!sf r vjsf n f out !
)6*

 N jojn vn !sf r vjsf n f out
gps!bojn bm!qspe vdujpo!)61*

 Usbdf bc jmjuz!boe !
Sf dpse l f f qjoh!)6*

 Dpowf st jpo!sf r vjsf n f out !
)23*

 N jojn vn !sf r vjsf n f out
gps!dspq-!t qf djbm!qspe vdut -
boe !bojn bm!qspe vdujpo!
)94*

 Usbdf bc jmjuz!boe !
sf dpse l f f qjoh!)6*

Top Non-compliance s Root Caus e Propos e d Inte rve ntions
Records  and Documentation
(Traceability and
Recordkeeping)

Limited s kills  and
res ources  to update and
keep records  and
documentations

• Conduct of training on recordkeeping through
ATI and DA- RFO

• Created templates  for eas y monitoring and 
recordkeeping of all the daily activities  being 
done (BAFS)

Attes tation that farms  have not
been applied with prohibited
inputs
(Conversion Requirements)

Limited or lack of
awarenes s  on the
requirements

• Secure attes tation from Barangay or
Municipal Office relative to non application of
prohibited inputs

Us e of treated s eeds , no
was hing protocol, no records
and documentation for own
produced s eeds
(Choice of Crops and Varieties)

Unavailability of organic
s eeds  in the area.

Limited or lack of
awarenes s  on
documentation and
recording for s eed
production

• Availability of real time inventory of organic 
s eeds  at BPI, RFO and NOAP webs ites .

• Organic s eed production as  part of the PGS 
training modules .

• Es tablis hment of organic s eeds  centers  in the
LGU (BPI is  finalizing the Guidelines  for 
As s is tance in Es tablis hing Local Seed 
Centers )

• Provis ion of training and templates  on 
recordkeeping to PGS groups

QSP QP TFE!TP MVUJP OT!UP !DP N N P O!OP O . DP N QMJBODFT
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QI JMJQQOFT!JO!BDUJP O
)Qsf . Jot qf dujpo*

(27 June 2022 – 1 July 2022)(19-21 July 2022)

PHILIPPNES IN ACTION
)Ins pec tion*

Ins pection to the one of the farmer-
members

(29-31 March 2022)
(16-18 Augus t 2022)
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QI JMJQQOFT!JO!BDUJP O!)Jot qf dujpo*

(17-19 May 2022)(16-18 Augus t 2022)

PHILIPPNES IN ACTION )Acc red ita tion*

P ŋ df !Bveju
(19-21 April 2022)
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PHILIPPNES IN ACTION
)Acc red ita tion*

(Witnes s  Audit | 19- 21 April 2022)

CBGT!JO!BDUJP O!)Bddsf e jubujpo*
♪Regulations with a Heart”

X juof t t joh!ui f !
jot qf dujpo!pg!ui f !Uvcmbz

P shbojd!Gbsn joh!
Qsbdujujpof st !Bhsjdvmuvsbm!

Dppqf sbujwf !)UP GQB.
Dppq*!Qf f s!Sf wjf x f st !up!

jut !gbsn f s.n f n cf s

(19-21 April 2022)
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CHALLENGE
S

Cha llenges
Qbsujdvmbst Sf n bsl t
Gvoe!Bmmpdbujpo Gps!GZ!3133-!pomz!Qi q911-111!)25-111!VTE*

bmmpdbuf e!gps!bdujwjujf t !sf mf wbou!up!P shbojd
Bhsjdvmuvsf !Sf hvmbujpot !)gps!Tubhf !2!up!4*<

N boqpx f s!Sf t pvsdf t Ui f sf !bsf !pomz!8!uf di ojdbm!qf st poof m!x psl joh!po
QHT!dpwf sjoh!ui f !x i pmf !dpvousz

Tbgf uz-!Qf bdf !' !P sef s • Obuvsbm!dbmbn jujf t !)uzqi ppot !boe!f bsui r vbl f t
sf t vmujoh!up!mboet mjef t !boe!spdl t mjef t *<

• P ddvssf odf !pg!jot vshf odjf t 0f odpvouf s!t juf t !
of bs!ui f !qspevdujpo!bsf bt !t vckf du!gps!
jot qf dujpo

I f bmui DP WJE.2: !Qboef n jd<!Tdi jt upt pn jbt jt
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UPDATES & 
WAYS 
FORWARD

WAYS FORWARD 3133
Bdujwjuz
2/ Gjobmj{bujpo!pg!ui f !Dbubmphvf !pg!Tbodujpot !up!c f !vt f e !c z!QHT!Hspvqt !jo!

jn qpt joh!t bodujpot !up!ui f js!opo.dpn qmjbou!gbsn f s.n f n c f st
3/ Gjobmj{bujpo!pg!ui f !Sf dpse l f f qjoh!Uf n qmbuf t !boe !Hvje f !gps!Sf dpse joh!jo!

P shbojd!Bhsjdvmuvsf
4/ Dpoujovpvt !Dpoe vdu!pg!Qsf.jot qf dujpo!)Qspwjt jpo!pg!Uf di ojdbm!Bt t jt ubodf !up

dpsf !QHT!hspvqt *
5/ Dpoe vdu!pg!Dbqbc jmjuz!Cvjme joh!up!jodsf bt f !dpn qf uf ou!i vn bo!sf t pvsdf !pg!

CBGT!x psl joh!po!QHT!Uf di ojdbm!Bt t jt ubodf !boe !Sf hvmbujpot
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bafs@da.gov.p
h
fb.com/da.bafs

www.bafs.da.gov.ph

instagram.com/da.bafs

(+632) 8273-2474 loc. 
3303
twitter.com/official_dabafs
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2. “PGS Initiative In Malaysia” By Zarina, Ramli, Department of Agriculture, Malaysia  
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3. “The PGS Development in Vietnam” By Chien Tran Manh, PGS Vietnam, Vietnam 

 

 

PGS Vietnam
Key Factors for Development

Tu Tuyet Nhung
Tran Manh Chien

Presenter

Researcher

2004 2009

Agroenterprise 
Specialist 

18 stores
400 farmers
4000 clients/day 

Value Chain Specialist

1997

Businessman

Government NGOs NGOs
Local enterprises

PGS
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Government 
supports 

standards and 
certification

Clear 
objectives with 
good products 
for the market

Retailers: Young 
entrepreneurs 

strongly inspired

End consumers 
first: Quality 
control, 
promotion, Pr

Marketing from 
very early; 
marketing 

consultants

Key messages 
for Market 
Access

Key messages of PGS Organic in Vietnam: 
Market Access by Participation

Concept of PGS in Vietnam

▪ An alternative to third party certification
▪ Especially for: small farmers, local markets, 

and short supply chains
▪ Enabling the participation of all stakeholders 

such as producers, consumers 
▪ Low fee
▪ Regular monitoring (monthly/weekly instead 

of yearly)
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6

▪ Increasing demand of healthy foods among young
consumers (particularly 7x and above)

▪ Poor market access for small organic farmers with
good produce and high prices

▪ Low trust on third party certified produce
▪ A national standards for organic production and

processing (TCN10-2006) was issued, but no
regulation for application

▪ Stakeholders agreed to set up PGS network in 2008
for organic farmers under ADDA (ADDA-VNFU prj
2005-2012)

Why PGS Network in Vietnam
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Monitoring and Marketing at all 
stages

✔All stakeholders are involved, from production, post
harvest, and sales

✔Organic farmers are systematically organized in 
cooperatives /associations/groups

✔Groups and their farms need to be certified by PGS 
✔PGS organic products can all be traced back to their 

producers by Qrcode
✔Monitoring and Marketing on all stages

Training &
Production

Products & 
Packaging Distribution 

Marketing Marketing Marketing Marketing

Monitoring and Inspecting Monitoring and Inspecting Monitoring and Inspecting

Field engineer often on farms for monitoring
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End consumers: Quality control 
from Grass-root 

▪ PGS Farmers must be trained in organic farming and 
organized in groups of no less than 3 members

▪ At least 2 farmer groups formed to create an Inter-group at 
each area for cross-check between the local groups 

▪ The inter -groups include various stakeholders such as: 
farmers, retailers, and consumers in the functional teams

▪ Action plan, regulations, check list, PGS manual, and 
logo/seals are available 

▪ Trainings of inspection, leadership, accounting, planning, 
postharvest handlings 

▪ Peer review process (monitoring/ auditing)
▪ Intergroups decide on certification and send to PGS.CC
▪ Actions taken immediately on fraud and non -compliance

Tour of pupils
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Qr codes

▪ It was found that some farmers sell PGS vegetables with no 
fees

▪ In 2016 PGS Vietnam started to build Qrcodes for better 
monitoring the sale
▪ Most farmers did not agree

▪ Until 2018 PGS Vietnam changed the supplier
▪ More and more farmers apply Qr codes

▪ Now farmers must apply Qr codes
▪ Better monitoring sale from farms
▪ Better trace back when quality complaints from customers

▪ => Better market access

Using digital Verification system

▪ A particular system with Digital 
Verification app have been developed in 
Sept 2019. 

▪ Using QR code on the PGS products for 
its verification

▪ Each farmer groups is provided their own 
user and password have to activate QR 
code before products leaving farm to 
shops 

▪ This action will eliminate the risk of fake 
and the volume can be updated everyday
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Brand recognition is important

13

Small Retailers make the biggest 
difference in marketing

▪ A supply chain to big supermarkets and restaurants were 
developed but failed after a one year run

▪ Current products are mainly sold in special shops by retailers 
▪ Sellers who make direct contract with farmer groups have to 

register PGS and pay fee to run PGS as duties 
▪ All certified PGS products must be packaged and labeled 

from producer groups 
▪ A market supervise team with 5 volunteers often visit shops 

where selling PGS products
▪ Biggest retailers for PGS products remain with PGS from the 

beginning such as BacTom and TamDat 
▪ From 4 outlets in 2009, now more than 100
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PGS in Local Market

Weekend Market

Home delivery 

Retail shop 

Board sign to shop

Confidential Reserved 6

Trend of healthy foods increasing

11 May29,, 2016
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Marketing

▪ A big marketing campaign was conducted during the 
project time with the use of famous model and 
professional marketers

▪ After the project closed in 2012 marketing has been 
carried out by mainly retailers, with increasing 
participation by even farmers and local staff

▪ Retailers and Inter -groups often take chance to 
introduce PGS/products at fairs 

▪ Farm tours regularly organized by retailers

Famous people love us

18
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PGS Replication

9/20/2022
19

Tu Tuyet Nhung, President PGS Vietnam - VOAA

Yên Bái
Bac Kan

Soc 
Trăng

Son La

Huế
Quảng 
Nam

Tuyên 
Quang

Cao Bằng

Hà Nam

Hòa Bình

Bến Tre

Đồng 
Tháp

Hà Nội

PGS Hoi AnPGS Vietnam PGS BenTre

PGS Tan Lac PGS Tuyen Quang PGS Cao Bang

More than 20 PGSs

ESUP project: Unifying all PGSs

▪ 14 years operating, PGS shows an effective approach for small 
farmers 

▪ The confusion of consumers to distinguish different PGS products 
▪ PGS products are easy to copy when using simple tools for 

traceability and transparency 
▪ Risk of losing PGS's database when using excel to maintain and 

update data of whole system
▪ =>> Link all organic PGSs over the country into a National 

PGS alliance: ESUP project just started

20
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Lessons learnt

▪ Retailers are of the first stakeholder to engage in 
the project from the very beginning

▪ Feedback from consumers should always be 
carefully considered

▪ Quality controlled by independent monitoring
▪ Farm tours are very useful
▪ Brand recognition for the whole
▪ Human resource needs to be improved oftenly

22

Inspection activity of farmers
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3 March, 2013 Tu Thi Tuyet Nhung - PGS/VOAA 23

Field visit

24

PGS Organic vegetable in Bac Tom shop
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Storms make trees 
take deeper roots
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4 . “Supporting Social Enterprises and Responsible Businesses through PGS” By Achala 

Samaradivakara, Good Market, Sri Lanka 
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Back in 2010 we realized there are hundreds of enterprises and 
individuals voluntarily choosing to operate according to anew 

story and new rules.
They are choosing to prioritize people and the planet over profit 

maximization.
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How do I know this is 
organic?
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Level 1: Organically Grown
“Poison free.” No synthetic fertilizers or pesticides used. No genetically modified 

organisms (GMOs). In transition to Organic PGS or Organic Certification.

Level 2: Organic PGS
Organically grown. Certified through a Participatory Guarantee System that is 

transparent, based on IFOAM norms, and includes regular farm visits

Level 3: Organic Certified
Organically grown. Independently verified by an accredited certifying body

Level 4: Forest Garden Product Certified
Organically grown with analog forestry practices that increase biodiversity and 

ecosystem health. Independently verified by an accredited certifying body

2013 
8 Farmer 
Networks

2022
80 Farmer 
Networks
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www.goodmarket.global/pgs
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5. “NGO-led PGS for Conservation” by Shu-Chuan Kuo, Tse-Xin Organic Agriculture 

Foundation, Taiwan 

 

 

NGO-Led PGS
Initiative in Taiwan
for Conservation

Tse-Xin Organic Agriculture Founda�on
Shu-Chuan Kuo

 60% mountains, 20% farmland, 
20% other

Farmland Ecology in Taiwan

 Farmlands are vital ecosystems and
connected to other natural areas, 
provide habitats and wildlife corridors

 55% endangered species are dependent 
on socio-ecological produc�on landscapes 
and seascapes
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照片來源：林哲安

Biodiversity loss due to habitat loss, fragmenta�on, conversion

Agricultural Landscapes & Biodiversity Crisis

Tse-Xin Organic Agriculture Founda�on

 NGO established in 1997
 Promotes nature-friendly 

sustainable agriculture 
 Trains, supports, cer�fies 

small, rural producers

Tree Plan�ng

Organic Agriculture

Plant-Based Diets

Coastal Cleanup
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Tse-Xin Organic Agriculture Founda�on

Loss and degrada�on of 
natural habitats, 
disturbance of breeding 
areas, and poisoning from 
pes�cides resulted in 
mass death of local bird 
popula�ons, especially 
pheasant-tailed jacanas.

No chemical pes�cides, herbicides, fer�lizers
Avoid using hazardous inputs to protect 
wildlife and the environment
Suppor�ng local diversity of habitats and 
species on farmland

1.
2.

3.

Green Conserva�on’s three main principles:

PGS Ini�a�ve for Biodiversity Conserva�on &
Sustainable Agriculture
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Who is responsible for biodiversity conserva�on?

Conserving biodiversity is 
central to living sustainably. 

Protec�ng our environment 
is everyone's job because 
we all have an impact, not 
just farmers, specialists or 
individual governments.

 We hold educa�onal talks, farmers 
markets and other events

 More and more people understand 
the importance of organic farming

 4-hour pre-event training, 
explanatory sessions on PGS 
standards, opera�ons and non-
compliance

PGS Members, Workshops, Mee�ngs
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PGS allows us to learn about 
how food is grown and 
understand the hard work 
of farmers. The farmland 
biodiversity was incredible!
I would like to encourage 
and support these farmers.

PGS Impact on Consumers

PGS allows me to meet other 
local organic farmers. 
Now, we use messaging apps 
to communicate, discuss the 
difficul�es we face and share 
resources with each other.

Impact of PGS on Farmers
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500 farmers
780 hectares
291 habitats
42 priority species

Program Highlights & Outcomes

Program Highlights & Outcomes
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 Large retailers and 
distributors support 
Green Conserva�on 
cer�fied products in 
Taiwan

 Raised consumer 
exposure, public 
awareness

Program Highlights & Outcomes

“Alonewe can do so li�le; together
we can do so much.”– Helen Keller
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6. ”MASIPAG PGS for the Promotion of Organic Farming” Leo XL Fuentes, INOFO, Philippines 

 

 

 

MASIPAG AND PGS Pilipinas
Promoting Organic Farming and 
Rural Development

Leo XL Fuentes
Regional Coordinator MASIPAG Mindanao, 

Convenor, INOFO-ASIA

2nd International Organic Marketing Conference| 
October 6, 2022, 16:00 Goesan County South Korea

TOPICS
1 PGS: tool f or rural 
dev elopment and f armer 
empowerment 

2 OA Polices and 
implications 

3 The OA Situation 

4 Campaign f or PGS 
Recognition 

5 Experiences f rom the 
ground 

6 Partnerships and market 
dev elopment

7 Forms of  support to PGS

8 Conclusion
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Background
• In the early 2000’s, the 
organic certification in the 
country started to develop 
among the NGOs, with 
MASIPAG at the forefront.

• PGS was coined at the 
International Workshop on 
Alternative Certification 
(now known as 
Participatory Guarantee 
System) in Torres, Brazil 
in 2004

• Later that year, the first 
PGS in the country, the 
MASIPAG Farmers 
Guarantee System or 
MFGS, was put into place

PGS for rural development 
and farmer empowerment 

• - Majority  of  f armers are small scale 
- more af f ordable and less paperwork 

• - f lexible enough to adapt to changes 
and integrate improv ements. 

• - encourages empowerment and 
bay anihan -

• Farmers def ine collectiv ely  the 
organic standards and norms 

• They  do peer rev iew and set-
up their own certif ication 
procedure

• Electing their own 
representativ es to take the 
certif ication decisions

• This certif ication tool is 
controlled by  the f armers

• training and support built into 
the sy stem
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EXECUTIVE ORDER 481
APRIL 2004

OA POLICIES 

PROMOTION AND DEVELOPMENT OF 
ORGANIC AGRICULTURE IN THE PHILIPPINES

• Instituted the Organic Agriculture Program of the 

government 

• Development of Organic Agriculture as a farming 

scheme enhances global competitiveness, 

environmental integrity, food security and safety, and 

increases productivity and alleviate poverty;

• Constituted the NOAB, NOAP, NTC and developed the 

PNS OA 

• Accreditation of OCCP as 1st certifying body

REPUBLIC ACT 10068 
APRIL 2010

AN ACT PROVIDING FOR THE DEVELOPMENT AND PROMOTION OF ORGANIC 
AGRICULTURE IN THE PHILIPPINES AND FOR OTHER PURPOSES

The State recognizes and supports the 
central role of the farmers, indigenous 
people and other stakeholders at the 
grassroots in this program.

Sec. 17 Labeling of organic produce: Only 
Third-Party Certification is allowed to be 
labeled as organically produced.

IRR: Rule 17.1 ....there shall be a transition 
period of two years for this provision to be 
fully implemented. During this period, 
labeling of organic products shall be based 
on 1st, 2nd, and 3rd Party Certifications.
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Organic 
Agriculture 
situation

The way  organic agriculture, as a program, is being 
promoted as more of  a technology  rather than f or 
sustainability  of  f arming sy stems and liv elihood of  
f armers.

The export orientation do not match the current 
production capability  of  the organic producers as most of  
them are small scale.

Market is scattered and f ragmented. Most of  the organic 
markets are in Manila and Metro cities, these are 
specialty  shops, weekend markets and in high end 
supermarkets. This creates the impression that organic 
products are only  f or the rich.

While majority  of  organic trading posts are inaccessible 
and small budget to support small scale f armers ev en 
af ter the amendment of  the law.

Certif ied organic inputs will tend to be more expensiv e 
and , due to the nature of  the requirements of  the organic 
standards, producers is obliged to buy  only  certif ied 
inputs.

Land ownership is a major hindrance f or most f armers to 
conv ert to organic agriculture

CAMPAIGN FOR 
PGS 

RECOGNITION
• PGS conferences were held since 2011 to 

bring together organic farmers, NGOs, local 
government units and agencies and 
advocates in the Philippines and come up 
with strategies to lobby for PGS recognition 
and mainstream PGS in the country. 

• PGS Pilipinas was conceptualized - a 
network of PGS’ and advocates in the 
Philippines

• Quezon province was the first LGU to install 
PGS at a provincial level.
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PGS NATIONAL 
CONFERENCE, 2013

PGS PILIPINAS AIMS TO BRIDGE THE GAP BETWEEN THE FARMERS AND 
CONSUMERS AND DEVELOP THE DOMESTIC MARKET BY HELPING FARMERS 

AVAIL INEXPENSIVE YET CREDIBLE CERTIFICATION. 

Andre Leu, then IFOAM 
President, was key note 
speaker and gav e the 

conf erence resolution to 
the NOAB. 

1ST PGS TRAINING OF 
TRAINERS , 2012

A Training of  Trainers 
was held to support the 

increasing need f or PGS 
trainers nationwide . 

1ST GENERAL 
ASSEMBLY, 2015

The 1st PGS Pilipinas 
General Assembly  was 
held in conjunction with 

the National Organic 
Agriculture in 2015 held 

in Bacolod City .
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Experiences 
from the 
ground

- f armers hav e taken more role in shaping the organic 
agriculture f ramework of  their localities 

- strengthen relationship with local the local gov ernment units, 
church, academe, NGOs and other support groups - prov ided 
f armers with f acilities and equipment (including marketing and 
production support) to sustain their activ ities and encourage 
more f armers to go organic.

- Local market is dev eloped: 
• helped f armers increase income by  adding v alue to 

products that are otherwise v ery  cheap 
• improv e local economy  
• increased av ailability  of  organic products are the local 

market

•PGS became the instrument for 
other NGOs as well as the LGUs to 
look into organic agriculture as a tool 
for rural development and climate 
change mitigation strategy. 

• In PGS, farmers have taken more 
role in shaping the organic agriculture 
framework of their localities. 

• The partnership between farmers, 
LGUs, NGOs, chucrch, academe and 
consumers helped facilitate the 
development of farmers as leaders.
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LGUs is also crucial in 
realizing rural development 
through inclusion of OA as 
one of the priority programs.

LGUs also provided market 
to encourage farmers and 
where consumers can find 
organic products.

In some cases, local church 
also provide spaces at the 
church grounds.

Forms 
of 
support 
to PGS

The right regulatory framew ork is very 
important: accommodate PGS in the organic 
regulation (IFOAM-OI has developed policy 
briefs, regulation template and other tools to 
help governments tackle this question + w e 
offer tailored advice).

Finance projects that set-up PGS initiatives 
(must be at least 3-years long).

Ongoing support: partial funding of existing 
PGS initiatives for expenses such as farmer 
training, netw orking, consumer aw areness 
activities, etc.
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National recognition

• Since 2010, position papers were submitted to 
the NOAB while IFOAM sent a letter of  support to 
PGS in 2013 and was handed to the NOAB by  then 
IFOAM President, Mr. Andre Leu. 

• In May  2013, the Secretary  of  DA 
issued DA Administrativ e Order No. 
08, Series of  2013 where compliance 
to third party  certif ication, which 
ended in April 2013, will be extended 
up to April 1, 2016. 
•
• The Bureau of  Agriculture and Fisheries 
Standards (BAFS) called f or the f ormation of  the 
Technical Working Group (TWG) to draf t the 
guidelines f or PGS. 

• Bills are f iled at the Congress and Senate to 
amend/repeal the Act and include PGS as a f orm of  
certif ication.

• Since 2018, Masipag
and PGS Pilipinas
served as resource 
person and members of 
TWG 

• Finally, in June 1, 
2020, Senate finally 
approved the 
amendment of RA 10068 
which has particular 
focus on PGS.

• And in December 2020, 
RA 11511 or the 
Amended Organic 
Agriculture Law was 
enacted.
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In the composition of 
Core PGS Group, 
farmers are taking a 
central role.

• PGS representation at the National Organic 
Agriculture Board (NOAB) -highest policy-making 
body for the National Organic Agriculture Program 
(NOAP) active involvement in the drafting and 
critiquing of the IRR and PGS Guidelines

• to recognize and provide space for small 
organic farmers in the direction setting, 
implementation on ground that is pro-
smallscale farmers

• to ensure that the implementation of PGS will 
remain true to its principles, objectives, and 
values
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• PGS orientation for the National 
Organic Agriculture Program 
(Director and staff), with the Dept 
of Agri-Bureau of Agriculture and 
Fisheries Standards (DA-BAFS)

• continuous conduct of orientation 
for organic farmers organizations, 
civil society organizations, and 
advocates regarding PGS 

• emphasizing the significance 
of OA and PGS in rural 
development

Conclusion

• Amendment in the Organic Act recognizing PGS is in f act an opportunity  to 
encourage more f armers and f armers organization to engage in organic 
f arming.

• With this recognition, policy  makers should be reminded that, aside f rom 
recognizing PGS, the central role of  small-scale f armers as well as 
indigenous people and their communities in the dev elopment of  organic 
agriculture sector in the country  as they  continuously  prov ide healthy  f ood 
and v ibrant economic activ ity  at the local lev el, should be recognized f irst.

• Recognition of  PGS should be reinf orced by  the prov ision of  appropriate 
support in terms of  production, processing, prioritization of  local distribution 
and marketing. 

• Related polices such as genuine agrarian ref orm, protection of  the 
env ironment and stoppage of  land use conv ersion should be in place to f ully  
achiev e its Policy  Declaration. of  the Amendment
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MARAMING SALAMAT
(THANK YOU!)

FOR MORE INFO, VISIT: PGSPILIPINAS FB PAGE OR E -MAIL US AT 
PGSPILIPNAS@GMAIL.COM
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Session 5: Best Practices of Organic Marketing  

Presentation 1  

“Government Policies in Support to Companies for Organic Marketing” By Rebecca Atega, 

Regional Technical Director for Operations, Department of Agriculture CARAGA Region, 

Philippines 

 

 

ORGANIC AGRICULTURE 
PROGRAM IN CARAGA REGION

(Government Support to Organic Marketing)

MELODY M. GUIMARY
Officer in Charge, Field Operations Division

Department of Agriculture
Caraga Region

PHILIPPINES

ORGANIC AGRICULTURE ACT

Organic Agriculture Act of 2010

Amended Republic Act 11511

To promote, propagate, develop further and 
implement the practice of organic agriculture 
in the Philippines
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CARAGA REGION

 Created thru Republic Act 7901 signed on 
February 23, 1995 

 Composed of 5 provinces, 6 cities, 
67municipalities and 1, 310 barangays

 Butuan City as the Regional Center

 Youngest region in the Philippines

YEAR TOTAL (PhP)
2011 15,752M
2012 18,154M
2013 24,454M
2014 30,083M
2015 16,690M
2016 17,891M
2017 16,746M
2018 15,640M
2019 15,068M
2020 29,142M
2021 12,868M
2022 19,879M
Total 232,367M

As of October 5, 2022

PHP232,367M/
$4,076M

ORGANIC AGRICULTURE PROGRAM FUND SUPPORT

Source: Organic Agriculture Program
Department of Agriculture
Caraga Region
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GOVERNMENT SUPPORT TO ORGANIC 
MARKETING IN CARAGA REGION

ORGANIC TRADING POST (OATP)
•Establishment of Eight (8) Organic Trading Posts:

- Buildings
- Machineries and Equipment
- Capitalization
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TRADE FAIRS(LOCAL AND INTERNATIONAL)
•Conduct of and 
participation to local and 
international trade fairs to 
promote organic products

MARKET DEVELOPMENT SUPPORT 
•Conduct of trainings on marketing development of 
organic products of individual farmers and groups
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MARKET MATCHING ACTIVITIES
•Support to market linkage of farmers to 
malls and other commercial establishments

CERTIFICATION AND PGS SUPPORT 
(LOCAL AND INTERNATIONAL)
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WHERE ARE WE NOW?

Area
25,999 hectares

Practitioners
5,978 Individuals 

138 Groups

Volume of 
Production

16,402 MT

Certified 
Farms / Products

2 Local
1 International

Market Venue
Local - 27

International - 6

- Disbursement: 93%

WAYS FORWARD…
OA Hub/ Organik Konek
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Sustainability is not an option, 
it is a must.

Way to go mga ka-OA!

…END OF PRESENTATION...
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Presentation 2 

“The Carbon Neutral Standards” By Jibing Zhang, Organic Food Development & Certification 

of China 
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Presentation 3 

“The Story of Cold Mountain Organic Products” By Lanuakum Imchen, CEO 
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Presentation 4 

“How to build an ethical organic brand?”  By Crystal Deng, CEO of Guangzhou Crystal 

Garden Organic and Health Company Ltd 

 

 

How to build an ethical organic brand?

Speaker : Crystal Deng
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你是谁？
Who are you?

你的人生价值是什么？
What is your value in life?
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从有机，到极简、正念

Organic , Minimal , Mindfulness

产品只是精神的载体

Product is just the carrier of spirit.
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“有机” 与“道德” 之间的内在关系

The inside relationship between “Organic” and “Ethical ”

品牌的核心是创始人灵魂的高度。

The core of the brand is the height of the founder’s soul.
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人生不是一场物质的盛宴，而是一次灵魂的修炼，使它在
谢幕之时比开幕之初更为高尚。

Life is not a material feast , but a cultivation of the soul , 
which make it more noble in curtain call than in beginning. 

——稻盛和夫
INAMORI KAZUO
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Presentation 5 

“Women Initiatives to build Organic & Local Marketing Business: Stories from Indonesia” By 

Emilia Setyowati, Indonesia Organic Alliance, Indonesia 
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Presentation 6 

PGS is a good tool to build an Organic Village in Shizukuishi Town by Ryoichi Komiya 

(Ph.D.), Vice President, Organic Shizukuishi, Iwate Prefecture Japan 

 

 

PGS is a good tool to build an Organic Village in 
Shizukuishi Town

Ryoichi Komiya (Ph.D.)
Vice President

Organic Shizukuishi, Iwate Prefecture Japan

About us

2015: Launch of Organic Shizukushi PGS (started from 14 February)
2016: Became IFOAM - Organics International member
2018: Got the IFOAM Officially Recognized PGS Initiatives (4 December 2018)
2022: Became a GAOD member (25 May 2022) Working Groups 3 and 4
2022: Got the ALGOA Membership Memorandum of Commitment (18 July 2022)

We just started following the organic trends around the world.

Japan is a developing country in terms of the organic agriculture.

Organic land share: 0.3% (4,000 ha JAS certified)
Organic number of farm household: 4,000 (JAS certified) 
(as of 2022)
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Some agricultural statistics in Shizukuishi Town (as of 2021)

Conventional agriculture
Number of conventional farm household: 1,126
Rice paddy field:4,000 ha
Field: 2,100 ha
Abandoned farming fields: 27 ha

Organic agriculture
Number of organic farm household: 7 (JAS certified: 1, PGS certified: 6, Non -certified: 3) 
Rice paddy field: 0.3 ha (PGS certified) 
Field: 1.5 ha (PGS certified)

Our challenges to increase organic fans in our districts

Farm peer-reviews

Stakeholders gathered at my farm They are reviewing tomatoes, soybeans and zucchinis
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Diet education at Nishine day care center

Pouring water on the soybean Drawing Black soybeans growth process Enjoy eating lunch together

Organic field practice

Miso making

Miso deep plow
(Miso is in the yellow plastic barrels)

Children are pounding the miso 
together with a nutritionist

Organic Shizukuishi people are asking 
children saying, “How was it?”

Miso is one of the soybean foods that is indispensable for Japanese who eat rice. 
It is made from boiled and mashed soybeans mixed with salt and koji. 
Koji is a substance such as wheat, barley, rice, or soybean malt that helps the soybeans to ferment. 
The mixture is left until it ripens. 
This can take from several months to three years, but the mixture generally to ripens in six months to a year.
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Enjoying organic agriculture with our handicapped friends

Seeding of carrots and radishes

Adding manure to make ridges to get ready to 
plant tomatoes and eggplants 

They know already about the non-till farming

Here they have learned the tilling method of 
farming

To let them know sustainable enjoyable organic life from seeding, tilling, harvesting and selling

Lunch menus at our stakeholder’s B&B (SoiL) with organic food
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9

Small wedding at the B&B (organized by local vocational school students)

OS marketing efforts to sell the organic produce

At the event: Organic Festa in Iwate since 2014

Tent store of OS

PR of the IFOAM-Organics International and PGS

Produce on a table
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Ms. Fukumoto has been selling her produce 
and processed products through the Internet, 
at a local department store at a supermarket 
and at farm-fresh

But we have not had the organic one stop shop in Shizukuishi Town

OS has sold the organic produce/processed products, however, the team has not been able to 
function as a unit.
(e.g.)
* Someone has been selling them through the Internet.

* The others have been selling them at local supermarkets, local department stores and farm-
fresh.

For selling organic produce/processed products, we need the one stop shop and to do the organic 
enlightenments initiatives by face -to-face sales to the local people. 
This should be an efficient way to marketing and increasing the organic fans in the district.
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Chances are coming

(1) National strategy: Announced, May 2021 ”Measures for achievement of Decarbonization and 
Resilience with Innovation ( MeaDRI)” to achieve SDGs and sustainable food systems by 
Ministry of Agriculture, Forestry and Fishery (MAFF).

Numerical goals of the MeaDRI

By 2050, the MAFF aims to achieve

* ZERO CO2 EMSSION from agriculture, forestry and fisheries sectors
* 50% ↓ in risk-weighted use of chemical pesticides
* 30% ↓ in chemical fertilizer use
* Sustainable sourcing for import materials (by2030)
* Organic farming ↑ to 25% of farmlands （1million ha ）(now 1,100 ha)
* 30% ↑ of labor productivity in food manufacturing industries (by 2030)
* 90% and more superior varieties and F1 plus trees in forestry seedling
* 100% of artificial seedling rates in aquaculture of Japanese eel, Pacific bluefin tuna, etc.

Subsidy by the MAFF for Organic Village: January 2022 intending 100 OVs establishment by 
2025
Each city, town and villages should declare “OV” in advance. 
After that the MAFF will decide the results.
The MAFF began supporting the introduction of the organic produce into school lunches from 
2020. 
The government subsidizes the efforts of municipalities and producers to create production areas 
through organic farming and to secure sales outlets. School lunches are positioned as a new sales 
channel. 
(2) The Ministry of Environment revised the “Green Procurement” act
In February 2022, Organic food usage in the restaurants such as canteens operating on 
commission or other contracts in government buildings or on the premises is announced.
(3) The cost of feeds and chemical fertilizers have been rising rapidly
Due to the COVID 19 pandemic and the dispute between Ukraine and Russia. 
Sustainability of the conventional farming seems difficult. 
On the contrary, the organic farming has not been affected by this turmoil as organic farming is 
free from the chemical fertilizers, pesticides and herbicides supplied from abroad. 
Our farming uses natural fertilizers like green manures. 
Organic agriculture is the only way for farmers to survive
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(4) Many people have relocated from Tokyo to rural districts to avoid COVID 19
However, they can continue their business online using the teleconference systems. 
They can enjoy the beautiful scenery, the fresh air and pure water of rural areas. 
In addition, they can enjoy the life of weekend farmers as well.

x 10,000 Move out
Move in

Move in: 420,000
Move out: 410,000
In/out population 
balanced in 2021

Population shift from Tokyo to rural areas due to the COVID 19 pandemic

Potential features of Shizukuishi Town to build the Organic Village
Hotels,B&Bs 44
Restaurants 17 http://www.shizukuishi-kanko.gr.jp/gourmet/index.php
Greengrocers 2
Local
supermarkets

6 https://www.mapion.co.jp/phonebook/M02002/03301/ST20866/

Tourism
industry

1

Daycare center 8 https://www.town.shizukuishi.iwate.jp/docs/2014122300069/

Elementary
school

5 Same as above

Juniorhigh
school

1 Same as above

Seniorhigh
school

1 Same as above

Vacant house
database

Yes https://www.town.shizukuishi.iwate.jp/docs/2014121000274/
This is nice for the relocatedpeople from big citiesand towns.
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IFOAM
Recognized PGS
Initiatives
farmers

6 Organic Shizukuishi

Major produce : Chinese cabbages, potatoes, sweet potatoes, asparaguses,
cabbages, cauliflowers, sweet corns, lettuces, broccolis, tomatoes, okras,
cucumbers, flower beans, eggplants, rice, spinaches, onions, carrots,
watermelons, mask melons, zucchinis, strawberries, white radishes, garlics,
peanuts, beats, red beans, pumpkins etc.

JAS certified
farmer

1 Major produce : rice

Other organic
farmers

3 Major produce : rice, pulses

OV relevant

departments of

the Town Hall

6 Commerce Industry Tourism, Agriculture & Forestry,

Community Promotion, Health Promotion, Education, Childcare & health

https://www.town.shizukuishi .iwate.jp/gyousei/

The Organic Village declaration by Shizukuishi Town Hall is a must to increase organic fans

Organic 
Shizukuishi

PGS Initiatives 

Wide varieties of 
activities in the 

community

Major functions

Increase of organic 
farmers & 

consumers in the 
PGS stakeholders, 

“but limited”

Get subsidies from 
the government to 

support organic 
farmers

Organic Village 
declaration by 

Shizukuishi Town

More organic consumers

“Hotels, B&Bs, Restaurants, School meal 
providers, Supermarkets, Travel agencies to use 

organic foods”

Final target

More organic farmers to achieve genuine 
agriculture sustainability & SDGs to protect our 

planet

Persuasion of the town hall people to declare Organic Village is only a way for farmers to survive
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Conclusions

[1] Japanese agriculture should supply foods to its people continuously. 
The paradigm shifts from the conventional to organic are essential nowadays as conventional agriculture 
sustainability seems to be in danger due to the skyrocketing costs of chemical fertilizers, pesticides, 
herbicides, etc. supplied from overseas.

[2] Even under such difficult situations, Japanese people should survive. 
Organic agriculture will make us more self -sufficient.

That is a major reason for the government to make legislation based on the “Strategy for Sustainable Food 
Systems, MeaDRI”. To protect and support farmers in the districts, the local government should lead the 
OV. Once the OV declaration of Shizukuishi Town has been accepted by the government, the town will get 
subsidies from the government to promote organic agriculture and relevant industries.
This is a good opportunity to increase organic fans in Shizukuishi Town. 

[3] The Shizukuishi Town Hall has the potential features to connect organic food consumers and industries 
with organic farmers.
[4] Organic Shizukuishi PGS initiatives can help the town to declare its status as an Organic Village.

Beautiful Shizukuishi : A famous single Sakura tree and Mt. Iwate

- 214 -



 

 

Beautiful four seasons in my farm
Spring Summer

Autumn Winter

Thank you very much!
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Presentation 7 

“Organic Marketing and Blockchain” By Prof Muhammad Rafiul Huque, Jahangirnagar 

University 

 

Organic Marketing and Blockchain

Professor Dr. Sheikh Mohammed Rafiul Huque
Institute of Business Administration

Jahangirnagar University, Dhaka, Bangladesh
(Presenter)

Dr. Shaikh Tanveer Hossain
Director, Policy & Strategy 

IFOAM-Organics Asia, South Korea

Dr. Md. Baktiar Rana
Associate Professor

Institute of Business Administration
Jahangirnagar University, Dhaka, Bangladesh

2nd International Organic Marketing Conference
“Best Practices of Organic Marketing”

(Oct 5th~8th, 2022, GoesanCounty, South Korea)

- 216 -



 

 

Reasons for using Blockchain in Organic Marketing:
 The market for organic food will be increased to USD 262 billion by 

2022 (Nasir, 2021). 

 Supply chain transparency and traceability with the use of user-
friendly interface is highly required for every stakeholders especially 
for customers. 

 Blockchain helps to carryout transactions without the help of 
middleman , which is immutable, traceable of data and assets . 

 Minimizes producers-consumers information and trust gap 

 Blockchain-Economy (Blockonomy) may reach to USD 176 billion by 
2025 and USD 3.1 trillion by 2030 (Gartner, 2018).

 Blockonomy mechanism will be transparent, trustworthy, futuristic, 
and traceable.

Why Blockchain is needed in Organic Marketing?

Blockchain Network vs. Centralized System
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Are the business ready for a digital revolution ? YES NO
Frequently Ask Questions:
1. Are you gathering and storing data using digital tools? YES NO

2. Do you use a platform for vendor and partner collaboration ? YES NO

3. Are you provide your consumers access to any of these data? YES NO

4. Do you have online visibility into your farm operation? YES NO

Decision:
You require a Digital Transformation Partner [This is not software, rather 
a Enterprise Resource Planning (ERP) system to provide Value Chain 
operation using Blockchain mechanism]

Digital Revolution Checklist and Blockchain

Digital Transformation Partners in 
Agriculture Blockchain System

Canada

Thailand

India-based Company
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Sourcetrace Blockchain Partners

Organic Producer

Traditional Tools using in BlockchainTagging and 
Identification Process for Traceability

Quick Responsibility (QR) 
Code-Based Traceability 
System Company 

Website
Farmers’ 

Information QR Code Reader

Radio-frequency Identification 
(RFID) Tag based Traceability 
System

RFID Reader
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 The product label, usually contains the QR Code of the company 
website

 The farmers’ information (traceability and source) are technically 
impossible to keep at the Company Website due to frequent changes of 
the farmer information using QR Code basis. 

 The QR Code cannot be labeled at the farmers’ end due tear and other 
value chain issues. 

 The customer needs to depend only the QR Code of the company given . 
 This is unbalancing of the spider chart for Blockchain . 
 Only the weblink of Digital Transformation Partner may solve problem, 

which is a rare practice.

Problems of Traditional Blockchain Tagging Tools in 
Traceability and Applications

Quick Responsibility (QR) 
Code-Based Traceability 
System

Company 
Website

Farmers’ 
Information QR Code Reader

 RFID identifiers use mostly in the production and inventory management 
system

 RFID tag and readers are needed in every stage for identifying the 
product traceability and movement . 

 The traceability of the product at the customer end may not be possible 
with RFID system. 

 This is unbalancing of the spider chart for Blockchain . 
 Digital Transformation Partner matching with QR Code at customer end 

may solve problem, which is a rare practice .

Problems of Traditional Blockchain Tagging Tools in 
Traceability and Applications

Radio-frequency Identification 
(RFID) Tag based Traceability 
System

RFID Reader
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Innovation in Blockchain for Organic 
Marketing: Voice User Interface

Innovation in Blockchain Process in Digital 
Transformation Partner

Voice User Interface (VUI) 
using Artificial Intelligence (AI) : 

HISHAB
Zubair Ahmed, CEO, HISHAB

https://hishab.co/voice-based-data/

Voice-based Service using Regular Mobile 
Phone to Small Businesses (MSE) with Voice-
Tracing, Inventory Record -Keeping, Inventory 

Monitoring, Sales Tracing, and Credit 
Management for Micro Financial Institute (MFI)

Record Keeping, Traceability and Credit 
Management in Agriculture Supply Chain for Micro 

Small Enterprise (MSE)

How HISHAB Works in a Developing Country?

Transaction Operation Video: https://www.youtube.com/watch?v=rHvnsL_dvnk
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Blockchain Mechanism VUI System using Smart Contract 
(Digital Transformation Partner)

Suburban 
Distributors’/ 
Retailers’ 
Representative

Farmer
Remote Buyer

Customer

Micro Finance Institutes (MFI)

Technology Adoption and Traceability in 
Blockchain:

Voice User Interface (VUI) Model
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Partners of Voice Over Internet (VUI) System

Micro Finance Institute

Bank Automated Call Center

Telecom Operator

Investors

World Existence: https://www.youtube.com/watch?v=DgazzA5k4nc

Japan

Bangladesh

Reasons to incorporate Culture into Blockchain Process in Organic 
Product Marketing:
 Farmers’ community faces different socio-cultural challenges in 

adopting technology

 Technology -adoption culture differs among countries

 Farmers’ community usually adopt socially friendly technology

 Technology solution keeping current cultural content intact speed-up
adoption 

 Voice solution rather scanning or typing gets priority in adoption

 ‘Spoken Dialect’ needs to be considered highly for voice solution

Why Culturally Adaptivity is Required in 
Blockchain Process?
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 No sophisticated technology is required for farmers, seller or buyers
 User friendly tracing mechanism (Tracking the Voice the User ID and Mobile 

Phone Number)
 Voice recognition-based AI system reduce risk of falsification
 Lower cost comparing other Digital Transformation Partnering System
 Ease of financing for farmers for checking credit worthiness by MFI. 
 Transactions visibilities and authenticity is possible without using any 

smart phone or smart devices 
 Suitable for any country especially developing countries where smart 

technical devices are expensive.
 Single user transaction binding mechanism using voice recognition

Challenges of using ‘HISHAB’:
 Needs to modify the applications with the languages/dialects for different 

countries
 Farmers’ needs to give short voice message without dialects

Voice User Interface (HISHAB) in Blockchain for 
Digital Transformation Partner

THANK YOU VERY 
MUCH
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Wrapup 

Focusing on Community Supported Agriculture Participatory Guarantee Systems & 

Organic Entrepreneurship 

 

 

 

FOCUSING ON 

COMMUNITY SUPPORTED AGRICULTURE

PARTICIPATORY GUARANTEE SYSTEMS 

& ORGANIC ENTREPRENEURSHIP

2nd Interna�onal Organic Marke�ng Conference
6-8 October 2022, Goesan County

Wallapa and Hans van Willenswaard

Food design framework

Food Community
Collaborative participation

Food literacy
Education

Food Citizenship
Awareness/responsibility

CSA

PGS

SE

Food as a
Commons

Food distributed system
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Since 2003

URGENCI created in 2006
Joining IC – 2021
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Self-organize and peer governance
Co-ownership and sharing

Trust and quality of the relationship

Food as a 
Commons

WEEKLY GREEN MARKETS ARE 
PART OF CSA
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Thai 
version

40ST ANNIVERSARY OF IFOAM

IFOAM HEAD OFFICE, NOVEMBER 2012
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International Forum on Innovating Alternative Markets on
Participatory Guarantee Systems (PGS) 

May 2013, Bangkok at Green Fair 6

PGS 
in 2013
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1st Mindful 
Markets Asia 

Forum 
in 2014, BKK

Seikatsu Club Consumers’ Coorporatives
Mr. Kato and Ms.Ryako

Organic 
Entrepreneurship

Good Market
And Achala Samaradiwakara
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2nd Mindful Market 
Asia Forum 2015 

and Hansalim

Academia and Civil society action 
research 

Chulalongkorn University Right Livelihood Summer school (CURLS)

CSA movement
URGENCI

The International CSA Network, 
Sichuan, 2019

- 231 -



 

 

Chulalongkorn University Right 
Livelihood Summer school (CURLS)

4th Mindful Markets Asia Forum 
in 2017

With Prof. Wen Tiejun

THINK GLOBALLY, ACT LOCALLY

Mindful Market Asia Forum: Connecting the dots
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From CSA principle
To 

Institutionalize: Schools and Hospitals

Public Food 
Procurement Policy

Officer

Chom Phra district

Teachers

Farmer Health 
promoter
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19

Green hospital at 
Sub-district level

Organic Enterprises 
Food-related career
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5th Mindful 
Market 
Social 

Enterprise
Course, 2018

The network of 
food distributed system becomes 

Food as a Commons Movement
Nonthaburi 

Food Policy Council

YOF-Young Organic 
Farmer Network

MMSE-Mindful Markets 
Social Enterprise course
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Food as a Commons
Thank you
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The Italian Experience of “Rareche Cilento” (Cilento roots) Linking Farmers and 

Consumers 
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