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Preface 

Empowering rural women by promoting women’s entrepreneurship and e-business in cooperatives 
has been identified as an important approach to alleviate rural poverty and promote sustainable development. 
The promotion of women’s entrepreneurship and e-business in the niche area of green or “organic” 
cooperatives is a relatively undeveloped area where women can play a pioneering role. As there is little 
literature on this relatively new area, this publication seeks to provide an initial exploration to this niche area 
of cooperatives and the opportunities for women’s entrepreneurship and e-business development. 

This publication is a result of Phase I of the ESCAP project “Establishment of Sustainable E-
Business and Network for Green Cooperative Enterprises for Women in Rural Communities in the Asian and 
Pacific Region” that was implied during the 2006. The objective of the project is the economic 
empowerment of rural women through building capacity in entrepreneurship and information and 
communication technology skills to enable them to produce and market their green products. This guidebook 
attempts to promote women’s entrepreneurship and e-business development by providing policymakers and 
entrepreneurs with background on this niche area, potential entrepreneurship and e-business development 
opportunities through the formation of women’s cooperatives, and its implications for rural development. 

ESCAP is grateful to Wim Polman, Young-Ock Kim, Roger Harris, and to those who generously 
contributed their comments and feedback for the benefit of the publication and for the promotion of 
cooperatives. 
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1. INTRODUCTION 

The Asian and Pacific region is home to over 60 per cent of the world’s population, and more than 
60 per cent of the region’s population lives in rural areas and is primarily involved in agriculture. The 
agricultural sector contributes to overall economic growth as well as providing the poor with opportunities 
for socio-economic development activities (Timmer, 2005). Additionally, women have traditionally played 
an extensive role in agriculture. 

There is a growing acceptance that appropriate use of information and communications technology 
(ICT) can lead to improved knowledge and productivity necessary for long-term economic growth and 
sustainable development. Although ICT has great potential for development, access to ICT is not equal 
between countries and between different groups within a country, creating the “digital divide”. Gender 
differences and disparities, for instance, should be considered in policies and programmes dealing with 
development and dissemination of new technologies. As a result, women will benefit more from, and will not 
be disadvantaged by, technological advances. 

ICT penetration is, in general, low in rural areas owing to a low level of infrastructure development 
for communication in rural areas and costs involved for access to ICT. To provide affordable and wider 
access to ICT, community e-centres (or telecentres) have been established in many developing countries. A 
community e-centre (CeC), a place equipped with computer and communication facilities, provides access to 
ICT-based services such as the Internet, fax, e-business and e-learning services for the community. 

Primary agricultural activities are gradually declining. However, they still represent 60 per cent of 
employment in many developing countries, especially in rural areas. It has been estimated that for every 
additional US$ 1 generated through agricultural production in developing countries, economic linkages can 
add another US$ 3 to the rural economy (Watkins, K. and others, 2002). 

Traditionally, agricultural activities in the region heavily depended on family labours and women 
played a key role in farming and in improving the quality of life in rural areas. Women continue to contribute 
considerably to household income through farm and non-farm activities as well as through work as landless 
agricultural labourers. In addition, rural-to-urban migration is leaving behind disadvantaged groups, 
particularly the women in rural areas, resulting in the “feminization of farming”. 

Population growth and environmental degradation impose severe stress on natural farm resources, 
driving rural people to turn to non-agricultural activities for supplementary income. In addition, globalization 
is increasingly exposing small-scale farmers, a majority of them women, to market conditions for which they 
are poorly prepared. To cope with the competition in the global economy, farmers need to adopt new means 
such as diversification, value-addition, non-farm production and improved marketing. They also need to be 
able to follow market trends and plan their production and marketing strategies, and to be aware of quality 
controls and standards of farm products to compete effectively in the open market. ICT can be a vital tool for 
rural communities in accessing market information and practical knowledge regarding new ways of faming 
and developing new products. 

Many studies clearly note the contribution of small-scale green or organic farming in terms of 
alleviating poverty. In addition to generating income, organic farming has the potential to conserve resources, 
diversify crops, enable food security and improve environmental conditions. In many countries, agricultural 
cooperatives prove to be an important model of enterprise by which small farmers can organize and optimize 
limited resources to increase their income. 

In order to transform small farmers into entrepreneurs, it is important to provide them with access to 
credit, product and market information, technology, and training in management skills and enterprise 
development. Cooperative (co-op) institutions, especially agricultural co-ops, are agencies that hold 
enormous potential for the development of women, particularly rural women. Although rural women are 
actively involved in the process of farm production, processing and marketing, they often lack the legal 
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status, which prevents them from gaining access to credit, education and technology. Cooperative institutions 
can help accelerate the process of development and participation of women in their organizational and 
business activities. 

Women’s membership in agricultural co-ops is low in many countries in the region owing to many 
barriers, including legal and cultural constraints. Experience shows that women’s participation in co-ops and 
other local government bodies not only provides them an opportunity to articulate their problems but also 
helps them to be an active partner in the decision-making process. It is also known that women-only co-ops 
(e.g. cooperative banks, consumer stores, fruit and vegetable vendors) have done exceedingly well and 
provided a whole range of services to their members. 

Rural women co-ops are, in most cases, working in isolation within a market that is restricted to their 
local area. Their limitation in promoting the sales of products has often been exploited by middlemen. E-
business applications have great potential for such enterprises to sell their products on the local as well as 
global market. 

In this context, ESCAP has initiated the project on the Establishment of Sustainable e-Business and 
Network for Green Cooperative Enterprises for Women in Rural Communities in the Asian and Pacific 
Region. The objective of the project is the economic empowerment of rural women through building 
capacity in entrepreneurship and information and communication technology (ICT) skills to enable them to 
produce and market their green products. 

1.1. Purpose of the Guidebook 

This publication aims to develop entrepreneurship among women and to enhance rural women’s 
capacity to apply ICTs and to develop e-business in this niche area of agricultural cooperatives in developing 
countries in the Asian and Pacific region. The project targets 12 developing and least developed countries in 
three subregions of Asia and the Pacific: China, Democratic People’s Republic of Korea, Mongolia and 
Republic of Korea in North-East Asia; Bangladesh, Bhutan, Maldives and Nepal in South Asia; and 
Cambodia, Lao People’s Democratic Republic, Myanmar and Timor-Leste in South-East Asia. 

Detailed objectives of this publication are as follows: 

• To identify the overall status of green cooperatives, the role of rural women producers, and the 
importance of green products in generating income and contributing to sustainable development 
at the national and regional levels in the Asian and Pacific region; 

• To identify the overall status of ICT use as an effective tool for women’s social, political and 
economic empowerment and to analyze opportunities and challenges that face developing e-
business application in rural communities in the Asian and Pacific region; 

• To identify good practices in terms of cooperative operational processes, quality control, 
marketing strategies, and participation in business opportunities through ICT application; 

• To present guidelines and strategies for the development of women’s entrepreneurship and e-
business in women’s agricultural cooperatives specialized in green products; 

• To make policy recommendations to promote small-scale women green cooperatives and their 
use of e-business; and 

• To make recommendations for international agencies’ in developing their activities in technical 
support, funding for capacity building training etc. for the purpose of empowering of women and 
application of ICT. 

1.2. Definition of terms 

Green or organic agriculture: According to the definition of the Food and Agriculture Organization 
of the United Nations/World Health Organization (FAO/WHO) Codex Alimentarius: 
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“Organic agriculture is a holistic production management system which promotes 
and enhances agro-ecosystem health, including biodiversity, biological cycles, and soil 
biological activity. It emphasizes the use of management practices in preference to the use 
of off-farm inputs, taking into account that regional conditions require locally adapted 
systems. This is accomplished by using, where possible, agronomic, biological, and 
mechanical methods, as opposed to using synthetic organic materials, to fulfill any 
specific function within the system” (Source: FAO, see WWW.fao.org/organicag/frame1-
e.htm). 

Even though the Codex definition is widely accepted by international society, many countries and 
international agencies have their own definitions. Some Asian countries also have domestic certification 
schemes or internal quality control systems to guarantee that agricultural goods are safe from chemical 
contamination and may be labeled as green or eco-friendly products. In this guidebook, the term green or 
eco-friendly is used to define when products are safe enough to use, having used low amounts of pesticide 
and being free from all contamination including chemical fertilizer. 

Green cooperative: The term “green cooperative” in this guidebook refers to any type of cooperative 
enterprise involved in the green product business. For example, this may include cooperatives involved in the 
production and/or marketing of green products. 

E-business: E-business (electronic business) is the process of conducting business on the Internet. 
The term is often used synonymously with e-commerce, but e-commerce is considered the process of selling 
and buying goods and services on the Internet, while e-business is more of an umbrella term for all other 
business processes that can be carried out through or facilitated by the use of the Internet. 

In this document, the term e-business is used to identify any process using Internet technology, not 
having a particular model. Regarding the parties involved in the process of selling and buying on the Internet, 
the methods of e-commerce often considered in this guidebook are: business-to-business (B2B), involving 
the sale of goods and services by one business to another; and business-to-consumer (B2C), involving the 
sale of goods and services by a business to consumers. 

1.3. Target audience 

This guidebook aims to provide rural women with step-by-step guide for establishing green 
agricultural cooperatives and for planning, implementing and maintaining e-businesses, which is expected to 
increase rural women’s potential to participate in and benefit from the Information Society. 

Policy makers are also expected to benefit from this guidebook through increasing awareness of the 
impact of gender differences in the access and use of ICT, and of the determining factors for introducing ICT, 
and e-business in particular, in rural areas. International development agencies, women’s organizations, 
entrepreneurship development agencies, non-governmental organizations (NGOs) and other development 
agents may also benefit from this guidebook by the use of the proposed framework of phases, steps and 
activities to introduce women entrepreneurship and e-business in rural areas. 

1.4. Methodology and restrictions 

As this area of study is relatively new, there are few comprehensive studies examining women’s role 
in entrepreneurship pioneering the development of the green products market through the creation of 
cooperative enterprises. This guidebook is based on a literature review of all relevant materials including 
research studies, articles, case studies, surveys and project reports published by the United Nations agencies, 
international organizations and academia related to gender, women’s entrepreneurship, cooperatives and 
organic agriculture. Also collected and studied were national reports, policies, strategies and future plans 
concerning women and agriculture from the related line ministries and agencies in the project’s participating 
countries. A large portion of this literature and material was accessed and downloaded from the Internet. 
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When necessary, telephone interviews with key informants were conducted. This study, however, faced 
constraints in the scarcity of raw materials and the general lack of sex-disaggregated data in key areas. 

1.5. Structure of Report 

This report comprises of four parts and 10 chapters. 

Part I describes women’s entrepreneurship in green cooperatives. It comprises the following 4 
chapters. 

Chapter 2 provides a basic introduction to the challenges and opportunities of women farmers that 
provide rationales for supporting women’s entrepreneurship in green cooperatives including the role green 
cooperatives can play in reducing female poverty and rural development. It also addresses the constraints 
women face in their traditional roles in agriculture, the concept of women’s entrepreneurship for women’s 
economic empowerment and green cooperatives’ role in promoting sustainable development. 

Chapter 3 examines cooperative entrepreneurship for women including how cooperatives operate, 
the benefits of forming women’s cooperatives, the market for green products and organic farming in the 
region, and the opportunities for women’s entrepreneurship in this market. 

Chapter 4 examines the status of women in cooperatives in the region and discusses supportive 
environment for women’s entrepreneurship. 

Chapter 5 provides a set of basic preliminary guidelines for establishing a green cooperative. The 
chapter highlights a set of the steps involved in building the cooperative and is intended only to provide a 
brief preview of some of the work which needs to be undertaken by the aspiring entrepreneur interested in 
entering this area of entrepreneurship. 

Part II describes e-business in green cooperatives. It comprises 3 chapters. 

Chapter 6 reviews how rural women entrepreneurs use ICT and e-business to sell their agricultural 
products. It also includes a discussion on barriers to information, knowledge and access, and goes on to 
discuss good practices of rural women e-business. 

Chapter 7 presents the benefits of e-business and the opportunities and challenges presented by its 
adoption in green cooperatives. It also discusses the required environment for rural communities to benefit 
from e-business, including infrastructure and education. 

Chapter 8 presents recommended guidelines and strategies for e-business adoption in women’s green 
cooperatives. The chapter is presented as a step-by-step guide that provides a comprehensive workflow of 
activities covering planning, implementation and operation of an e-business. 

Part III illustrates how women’s green cooperatives can operative successfully. It is comprised of 
Chapter 9 which profiles three examples of successful good practices of women’s green cooperatives in the 
region from Japan and the Republic of Korea. 

Part IV is comprised of Chapter 10 which provides concluding comments and policy 
recommendations for the promotion of women’s entrepreneurship and e-business in green cooperatives on 
the basis of the material covered in the previous chapters. 

The Annex provides country-specific profiles containing information of relevance to women’s green 
cooperatives as well as background on the concept of women’s entrepreneurship and a listing of resources 
and toolkits for further information relating to the topic of this study. 
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PART I 

Women’s Entrepreneurship 
in green cooperatives 
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2. GREEN COOPERATIVES IN THE DEVELOPMENT CONTEXT 

2.1. Why promote women’s entrepreneurship in green or “organic” products? 

Opportunities exist for women’s entrepreneurship in the green or “organic” food industry. Organic 
food sales are increasing considerably in developed countries. As organic farming still comprises only a 
minor part of global farming, there are shortages in developed countries with the rapid increase of consumer 
demand. This could be a boon to producers in developing countries. Farmers in developing countries are 
additionally well positioned to reap the benefits of growing demand for organic products since farms in 
developed countries tend to use more chemicals than those in poorer countries. 

Entrepreneurship in organic farming and the organic foods markets offers strong potential for women 
entrepreneurs. The heavy initial capital investment required for conventional farming makes it difficult for 
women to enter this area as entrepreneurs. With its smaller capital requirements, women can enter organic 
farming on a smaller scale despite constraints on their access to capital. The predominance of women as 
consumers of organic products also appears to indicate that women may have an essential instinct or national 
gravitation to organic foods and organic farming. Concerns of food safety, health and wholesome foods for 
the family appear to make women strongly drawn to the organic foods market. In addition, studies indicate 
that women biologically are more greatly affected by the presence of pesticides and toxic chemicals in foods 
due to women’s overall greater fat stores than men. When fat- soluble toxic chemicals are absorbed by the 
body, they reside in fat cells.  Another troubling aspect of chemicals in the environment is that women pass 
fat-soluble chemicals to their infants through breast-feeding. Studies which show that eating organic foods 
does help children ingest fewer pesticides have also contributed to the appeal of the organic foods market to 
women. 

Through the formation of women’s cooperatives to grow, produce and/or market green or organic 
products, women entrepreneurs can become better equipped to enter the market for green products and gain 
access to vital resources needed for businesses. Women’s prevalence as a large number of the rural poor 
make development strategies for the poverty alleviation of women crucial. The promotion of women’s 
entrepreneurship through the formation of women’s cooperatives in the niche area of green products can be 
an effective means of helping to alleviate rural poverty. 

While the promotion of women’s entrepreneurship in green or organic cooperatives is a relatively new 
concept and still developing in practice, if combined with marketing and skills development training, it has 
potential for fostering women’s entrepreneurship, women’s income generation and women’s empowerment as 
well as helping to alleviate rural poverty among women. There is a strong policy rationale for proactively 
promoting women’s entrepreneurship in green cooperatives and targeting the rapidly expanding eco-friendly 
market. Eco-friendly agriculture is a rapidly growing area and offers strong prospects for the future of rural 
development. This, combined with the strong largely untapped entrepreneurial potential of rural women, makes 
the promotion of women’s cooperatives in the agricultural sector promising for contributing both to the 
economic development of rural areas and to the advancement of women and women’s empowerment. 

2.2. Challenges and opportunities of women farmers 

The Asian and Pacific region is home to over 3.8 billion people and nearly 60 per cent of the 
population living in rural areas. The percentage of rural population accounts for more than 70 per cent in 
low-income countries (figure 1). The majority are small scale farmers, a large number of whom are women 
farmers due to male migration to urban areas seeking job opportunities. Despite favourable natural resources 
and weather conditions for specialized agriculture production, most small farmers or smallholders depend on 
subsistence farming and still experience food shortages. 
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Figure 1. Rural population as percentage of total in 2003 
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Source: ESCAP, 2005 

To overcome poverty, they need to improve the competitiveness of their products that meet market 
demand. However, smallholders confront constraints in diversifying and converting to high-value products 
due to lack of information, lack of basic infrastructure, limited access to agriculture extension services, 
finance and marketing. Although constituting the majority of the farming population, women farmers have 
scarce access to agricultural resources and services for production on account of prevailing gender 
inequalities and the double burdens of farming and family responsibility as well as the lack of social services. 

Agriculture is a crucial economic sector for the majority of low-income countries The priority in 
many of these countries is to achieve self-sufficiency of food and to increase income from agricultural 
products for poverty alleviation and economic growth. However, serious environmental degradation 
stemming from farming practices involving the exploitation of natural resources, utilization of chemical 
farming, and single crop production hinder long-term productivity and agricultural sustainability. Against 
this backdrop, interests in sustainable agriculture and high-value crops have been on the rise. As mentioned 
earlier, organic agriculture shows great potential for achieving the multiple aims of poverty alleviation, 
gender equality and environmental protection and sustainability. Many Asian countries have traditional 
small-scale agriculture technology that aligns more closely to the farming and production system of organic 
foods, potentially facilitating a transition to organic food production. 

With market liberalization and globalization, smallholders in developing countries confront 
challenges and opportunities. They can take advantage of the changing trend to utilize their labour and 
resources in more innovative ways. At the same time, the negative side of globalization is that it can 
contribute to the marginalization of smallholders (Lundy and others, 2002). Green/organic cooperatives are 
important instruments for enabling smallholders to produce high-value products and to compete effectively 
in the market through collective efforts and up-scaling of business. 

2.3. Women and rural poverty 

With more than two thirds of the world’s poor living in Asia where poverty is predominantly a rural 
phenomenon, less urbanized ESCAP countries have the highest numbers of people living below the national 
poverty line. These people reside predominantly in rural areas (table 1). Agricultural employment comprises 
the primary source of income for women. Approximately two-thirds of the women work in some area of 
economic activity. Women’s development in the region depends largely on the improvement of the situation 
of rural women (tables 2 and table 3). 
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Approximately two-thirds of rural women are from low-income households. The poorest group 
among these are female-headed households. In some areas of the region, this category exceeds 35-40 per 
cent of all heads of household (Mumtaz, 1995). The region continues to have strong gender inequalities, and 
women continue to suffer severe social deprivation. 

There has also been a feminization of labour in the region. In developing countries, low-paid 
employment in light industry enlarges the female workforce. As small farm production is increasingly 
unattractive to males they frequently abandon agriculture in favour of greater opportunities in urban areas, 
women are left as the main labour force to eke out a living in rural areas (Stephens, 1995). The feminization 
of labour leads to feminization of poverty with women undertaking an increased portion of less remunerative 
work. The feminization of rural poverty is tied to gender constraints in women’s traditional roles (Gills, 
2002) which is addressed in the next section. 

Table 1. National and international poverty lines of selected countries 

National poverty lines International poverty lines 
Population below poverty line (%) Population below poverty line (%) Country 
Year Rural Urban Nat. Year Rural Urban Nat. 

China 1996 7.9 2.0 6.0 1998 4.6 2.0 4.6 
India 1992 43.5 33.7 40.9 1994 36.7 30.5 35.0 
Indonesia 1996 12.3 9.7 11.3 1998 22.0 17.8 20.3 
Republic of 
Korea 

        

Lao People’s 
Democratic 
Republic 

1993 53.0 24.0 46.1     

Malaysia 1989   15.5     
Nepal 1995 44.0 23.0 42.0     
Pakistan 1991 36.9 28.0 34.0     
Philippines 1994 53.1 28.0 40.6 1997 51.2 40.6 40.6 
Sri Lanka 1985 45.5 26.8 40.6 1990 38.1 35.3 35.3 
Thailand 1990   18.0 1992 15.5 13.1 13.1 
Viet Nam 1993 57.2 25.9 50.9     
Source:  The World Bank 

Table 2. Women’s economic activity (ages 15 and above) 

Country 

Human 
development 
index (HDI) 

rank 

Female 
labour force 
participation 

rate (%) 
2003 

Index 
(1990 = 100) 

2003 

As % of 
male rate 

2003 

Republic of Korea 28 54.4 113 71 
China 85 72.4 98 86 
Maldives 96 65.4 101 80 
Indonesia 110 56.3 112 69 
Mongolia 114 73.9 103 88 
Myanmar 129 65.8 99 75 
Cambodia 130 80.1 98 97 
Lao People’s Democratic
Republic 133 74.6 101 85 

Bhutan 134 57.1 100 65 
Nepal 136 56.9 101 67 
Bangladesh 139 66.5 101 76 
Timor-Leste 140 73.1 96 86 

Source: UNDP Human Development Report 2005. 
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Table 3. Gender inequality in economic activity 
 

Female economic 
activity rate 

(ages 15 and above) 

Female employment 
by agriculture (%) Country 

Gender 
development 
index (GDI) 

rank 

Expected 
years 

of female 
schooling Rate (%) As % of 

male rate 
Rate 
(%) 

As % of 
male rate 

Bangladesh 0.499 (110) 9 66.4 76 77 144 
Bhutan 0.536 (134)  57.1 65   
Maldives 0.751 (66)  65.4 80 5 31 
Nepal 0.484 (116) 9 56.8 67   
Cambodia 0.557 (105) 11 80.2 97   
Lao People’s Democratic 
Republic 

0.528 (107) 8 74.5 85   

Myanmar 0.564 (104) 7 65.8 75   
Timor-Leste 0.429 (128)  73.3 86   
China 0.741 (71) 13 72.5 86   
Mongolia 0.664 (94) 12 73.8 88   
Republic of Korea 0.882 (29) 15 54.1 71 12 125 
Source: UNDP Human Development Report 2004 

2.4. Women’s gendered rural constraints 

Women face considerable traditional constraints on their role in agriculture as well as from the 
feminization of rural poverty in the region. Studies on women’s role in agriculture in these countries show 
the gendered realities that women are not given equal opportunities for empowerment, despite their 
contribution of specialized knowledge and a pool of highly-skilled labour in areas of agricultural and rural 
development in many countries (Mumtaz, 1995). The inequality stems from the traditional structure of 
gender that severely constrains women’s productivity by the fragmentation of their time, their dual and triple 
responsibilities, and their lack of access to essential inputs including knowledge. As consequences of the 
unequal opportunities, most women’s work day is longer than men’s and many women have reached the 
limits of endurance in stretching their day. Also despite their harder labour, their gap with men is steadily 
widening. The percentage of rural women among the absolutely poor and destitute has been growing. 
(Stephens, 1995). 

Gendered constraints exacerbate the feminization of poverty. Gendered constraints stem from the 
discriminatory reality that women are more likely to do unremunerated work, work in low-wage jobs, earn 
less than men for the same work, gain a smaller share of household income, and be responsible for the 
family’s basic needs (Corner, 1997). The situation is exacerbated in rural areas. The growth rate of 
agriculture is far lower than those of other sectors. Yet it engages a large percentage of the labour force. 
Statistics indicate that in some countries of the region at a similar level of development, the female 
contribution to rural labour exceeds 50 per cent. In addition, the large number of undocumented, unpaid 
family workers who are women and girls probably means that women’s labour contribution to the rural 
economy is much larger than official records indicate. As a whole women spend their labour in less 
remunerative or unpaid work, and much of rural women’s work is not captured in official statistics. 

In a large number of countries in the region, industrialization and male migration to urban areas can 
effect an expansion of women’s role in agriculture in rural areas. This creates potential opportunities to 
change the traditional structure of gender in rural development. However, many gendered traditions impede 
potential improvement in the status of rural women. Actually underlying male migration itself are factors 
illustrating some of the entrenched gender inequalities embedded in traditional gender roles and labour 
dynamics. For example, the case in China presented in Box 1 indicates that better job opportunities provided 
by the industrial sectors are taken mostly by men migrating from rural areas and agriculture becoming 
increasingly dominated by women and children. The fact that enterprises employ 13 per cent of the total 
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labour force but contribute more than 25 per cent of household incomes indicates that the employment in 
these enterprises is better remunerative than agricultural work. 

 
Box 1.   Rural enterprises flourish in China 

Township and village enterprises produce a wide range of commodities in China, from agricultural 
tools and implements to processed food and textiles. They absorb 13 per cent of the total labour force and 
contribute to an excess of 25 per cent of household incomes. Most workers are men, with the result that 
agriculture in China is increasingly becoming the preserve of women and children. By 2005 it is estimated 
that the township and village enterprises will have absorbed a further 50 million workers, but given the 
population growth and increasing productivity in agriculture, this will represent only one sixth of the 
expected growth in rural unemployment by that date. 

Source: ILO, 2000 

 
In the long run, the meaningful shift of responsibilities from men to women might help to abolish the 

gendered constraints in women’s role in agriculture (ILO, 2000). In the meantime, however, fairly well-
defined roles between men and women as they currently are in agriculture are a factor impeding the potential 
for progress in eliminating gender imbalance. Stereotypes of women having a relevant role only in the 
domestic household domain, including bearing and rearing the children, for example, can entrench women in 
traditional patterns shutting women out from opportunities which may present themselves in the changed 
context. The effect is that not women but other men are more likely to take over the better remunerative 
work in rural areas left by male migration.  Women tend to remain trapped in a pattern of the feminization of 
poverty (Wearing, 1995). 

2.5. The traditional role of women in agriculture 

Traditionally women’s role in agriculture has been characterized by a traditional gender division of 
labour which has by and large locked women into types of work accorded lower economic value and 
prevented women’s movement toward better remunerated work traditionally held by men. More physically 
demanding or better remunerated work is perceived as men’s work; women’s work is circumscribed by 
childbearing concerns and tasks involving less physical capability. Originally this reasoning was intended to 
be practical. However, the rationale has contributed to reinforcing gender inequity and needs to be analyzed 
more effectively for its gender dimension. For example, under women’s traditional works have come to be 
household responsibilities including child rearing, from which men in most cases are traditionally considered 
exempted. There is also a traditional pattern in the division of labour in agricultural work where mechanical 
threshing is carried out by men, while the more backbreaking activity of hand threshing is a female domain. 
In the same way, lucrative cash crops are the men’s domain, while micro-informal subsistence marketing is 
relegated to women. 

The double burden occurs in an inequitable division of labour that, in spite of both time-consuming 
and strenuous household maintenance, women are not exempted from other workloads in agriculture, 
livestock production and handicrafts. Besides household chores such as cleaning, cooking, carrying food to 
male family members in the fields, fetching water, collecting fuel and fodder and, of course, caring for 
children, women’s non-routine household work include such tasks as house repairs and construction, making 
and repairing storage bins, processing and conserving food (pickling, drying, grinding), weaving cloth, 
sewing, looking after the old and the sick, and fulfilling other social demands involving marriages, deaths 
and  childbirth. However burdensome their household workload may be, women also participate extensively 
in the production process of most major crops, in subsistence marketing and especially in primary level food 
storage and processing which have traditionally been a women’s role (Mumtaz, 1995; Chavez, 2003; Huang, 
1993). 

2.6. Promotion of women’s entrepreneurship in rural areas 

Promoting micro and small businesses are increasingly seen as a means of generating meaningful 
and sustainable employment opportunities, particularly for those at the margins of the economy such as 
women, the poor and people with disabilities. 
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Micro, small and medium-sized enterprises have been recognized as a crucial way to promote 
women’s economic empowerment while fighting against poverty and gender inequity. They have been 
identified as engines of growth by many governments, and their promotion has been adopted as a 
development strategy by many institutional and regional players to create new jobs for developing countries 
and to drive innovation and economic dynamism. 

By providing a source of income and increasing access to and control over resources such as land, 
women can obtain more control of their own lives. Economic empowerment has been shown to impact 
positively on women’s self-confidence, their negotiating position within the household, and the involvement 
of women in decision-making processes. The benefits of women’s increased economic empowerment 
through the promotion of women’s entrepreneurship are multiple. Studies show that among their benefits are 
women’s greater independence and self-assertion, their ability to stand up to abusive spouses, and increased 
likeliness to serve as role models in the community. 

Micro, small and medium-sized businesses offer strong benefits for alleviating poverty in rural areas 
and for rural development. In low-income countries in the Asian and Pacific region, the rural population 
accounts for more than 70 per cent of the total population. Despite a decline in recent decades, agriculture 
still accounts for over 50 per cent of total employment in the region (United Nations, 2006a). In a number of 
ESCAP countries, the rural informal economy still provides the majority of employment opportunities, 
mostly for unskilled labour. Women’s micro and small subsistence businesses play a crucial role in the rural 
economy and in ensuring poor households’ survival. For statistics on women’s entrepreneurship in the region, 
see Annex I. 

Cooperative entrepreneurship in agricultural development contributes to the economic empowerment 
of poor people living in rural areas. By joining isolated and scattered resources, it can help marginalized 
farmers to acquire opportunities for entrepreneurship and to strengthen capacity for self-help. Cooperative 
enterprises have significant advantages especially for rural women faced with gendered constraints which 
limit their access to entrepreneurial resources (ICA, 2005b; United Nations, 2005a). 

The women’s entrepreneurship has also led to increased mobility among women, the creation of 
networks of women, and the building of women’s solidarity. Women entrepreneurs face unique barriers in 
entrepreneurship.  Inequities in access to capital, resources and government support make it particularly 
challenging for women entrepreneurs. Women often cannot obtain loans for their businesses due to lack of 
status and property rights. In the agricultural sector, women farmers have scarce access to agricultural 
resources and services for production due to gender inequalities, the double burdens of farming and family 
responsibilities, and the lack of social services and government programmes to support women. 

Providing effective support for women’s businesses is crucial to promoting women’s 
entrepreneurship. This includes measures to facilitate the creation of women’s businesses such as training 
programmes providing women with essential entrepreneurship skills, mentoring programmes to give women 
peer support, etc. The establishment of business incubators is another important way of helping to ensure the 
survivability of women’s businesses. It is essential that there be “gender awareness in designing and 
delivering support measures targeted at female entrepreneurs”(European Commission, 2004). 

2.7. Green cooperatives and sustainable development 

Green/organic farming was initiated from environmental and health concerns in the developed 
countries. With the increased importance of environmental protection, organic farming has been 
internationally recognized as an important farming system to replace the conventional agriculture that has 
degraded natural resources. The organic system makes use of local resources and knowledge – such as 
natural fertilizer, natural pest controls and crop rotation – that contribute to environmental sustainability and 
farm health. 

Most countries in the Asian and Pacific region have been experiencing environmental deterioration, 
such as of water and soil, and natural disasters which have resulted from growth-first development strategies. 
Countries have begun to realize the necessity of environmentally friendly agricultural practices and of 
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utilizing natural resources in a sustainable way. Many governments have encouraged farmers to convert to 
and continue organic agriculture by supporting them with financial incentives and various services in terms 
of education, research, extension and marketing. 

ESCAP recognizes the urgency of green and more eco-efficient economic growth patterns in the 
Asian and Pacific region. Recognizing that the adoption of greener growth patterns is more relevant in the 
context of fast-growing Asia-Pacific economies than anywhere else in the world, ESCAP’s “green growth” 
approach aims to shift economic growth patterns away from the conventional “grow first, clean up later” 
approach and move towards more ecologically efficient production and consumption. Also emphasized is the 
need for “synergies between environmental protection and economic growth objectives” and the recognition 
that “environmental protection [is] an opportunity, not a burden and cost” (ESCAP, 2006b). 

There exist strong prospects in the long-run in green markets in view of the harmony between 
profitability and eco-friendly agricultural development. Profitability in industrialization can often conflict 
with sustainable development. By contrast, eco-friendly development in the agricultural sector does not 
conflict with profitability. On the contrary, it brings greater profitability. This is the reason that, while the 
enhancement of ecological awareness could be a constraining factor in the industrial sector, the effect is 
reversed in eco-friendly agricultural development. Because of this difference, it can be reasonably expected 
that the trend towards the rapid expansion of green markets will continue at least at the current pace, if not 
accelerate. The catalyzing role of external actors is needed not because green cooperative entrepreneurship is 
not viable without outside support but because it is at an embryonic stage, especially in developing countries. 
Constraints in resources and the lack of a culture and vision of entrepreneurship among the poor and 
marginalized as well as among mainstream entrepreneurs are barriers to the expansion of cooperative 
entrepreneurship in the eco-friendly agricultural sector and green products market, especially during this 
initial stage of development. 

Furthermore, eco-friendly agriculture is an accelerator for rural development for other reasons. It 
accelerates the full integration of the agricultural economy into the overall economy by promoting 
diversification (see section 3.8). Considering the present context that developing countries cannot help but 
move through the phase of diversification, the introduction and expansion of eco-friendly agriculture as a 
sector of diversifying development seems to be inescapable. Crop diversification practices of eco-friendly 
agriculture – with its use of various planting and harvesting schedules and value adding activities such as 
processing and marketing – help to promote diversified farm activities. 

An empirical study also shows that labour inputs average about 15 per cent higher in organic farming 
systems and labour demand is more evenly distributed throughout the year (Pimentel, 2005). This means that 
the potential of the organic sector to employ rural labour is great, particularly in countries where a large 
population lives in rural areas. Especially in countries such as Bangladesh, Bhutan, Cambodia, Lao People’s 
Democratic Republic, Maldives, Myanmar and Timor Leste where the rural population comprises 70-90 per 
cent of the whole population, eco-friendly agriculture can have a genuine impact on the regeneration of rural 
development, reducing one-sided urban migration and unsustainable development (ESCAP, 2005). 
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3. PROMOTING WOMEN’S GREEN COOPERATIVES 

3.1. What is a cooperative? 

A cooperative or cooperative enterprise is a group-based form of business which is owned and 
controlled by the same people who use its services. Cooperatives are directed by basic norms, values and 
cooperative principles (box 2). Cooperatives are able to promote economic and social development because 
they are commercial organizations that follow a broader set of values than those associated purely with the 
profit motive. Because cooperatives are owned by those who use their services, the decisions taken by 
cooperatives balance the need for profitability with the wider interests of the community. They also foster 
economic fairness by ensuring equal access to markets and services for the membership base, which is open 
and voluntary (Nippierd, 2002). 
 

Box 2.   Definition of cooperative 

Cooperatives are  autonomous associations of people who join together  to meet their common 
economic, social and/or cultural needs and aspiration through a jointly owned and democratically 
controlled enterprises. 

Cooperatives are based on the values of self-help, self-responsibility, democracy, equality, equity 
and solidarity.  In the tradition of their founders, cooperative members believe in the ethical values of 
honesty, openness, social responsibility and caring for others. 

The following are key cooperative principles: 
 Voluntary and open membership – open to all people without gender, social, racial and 

political or religious discrimination. 
 Democratic member control – members have equal voting rights. 
 Member economic participation – members contribute equitably to, and democratically 

control, the capital of their cooperative. 
 Autonomy and independence – autonomous self-help organizations controlled by their 

members. 
 Education, training and information – provide education and training for their members. 
 Cooperation among cooperatives – working together through local, national, regional and 

international structures. 
 Concern for community – work for sustainable development of their communities. 

Source:   ICAa 

 
Cooperatives play an important role in job creation by directly providing productive self-employment 

for several hundred million worker-owners of production and service provision cooperatives and non-
member employees of these and other cooperative enterprises. Enterprise development and particularly the 
promotion of small and medium enterprises has been adopted as a strategy for job creation and economic 
growth in a large number of countries. More awareness and knowledge about the cooperative form of 
enterprise, as an option to conduct business, is widely needed by the people most likely to benefit from it 
(Nippierd, 2002). 

Aside from their economic benefits, cooperatives are also reported to offer their members socio-
psychological benefits such as a sense of security and belonging, an awareness of personal influence and 
importance in the local organization (Krivokapic-Skoko, 2002). For member entrepreneurs, cooperatives 
provide the setting for collective problem-solving and articulation of strategic and basic needs. The support 
and mutual encouragement that a group of entrepreneurs can give each other can also be crucial in helping to 
maintain or boost their self-confidence. Solidarity, social responsibility, equality and caring for others are 
among the core values on which genuine cooperatives are based. 

During the past decade, there has been a growing interest in the role of cooperatives in social and 
economic development within the United Nations system. The United Nations General Assembly officially 
adopted guidelines on cooperative development in 2001 and issued a report under the title “Cooperatives in 
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Social Development” in 2005 that noted the potential of cooperatives in promoting poverty eradication and 
enhancing social integration. Recognizing the importance of cooperatives in job creation, mobilizing 
resources, and promoting the fullest participation in the economic and social development of all people, 
international agencies have been actively carrying out various cooperative projects. 

In the past 150 years since the first cooperative enterprises emerged out of the excesses of the 
industrial revolution, cooperatives have spread over 100 countries into a diverse range of sectors and 
activities Cooperatives have shown to be particularly effective in agriculture. Cooperatives are now 
significant economic and social actors with a membership of approximately 800 million people throughout 
the world (ICAa). Cooperatives continue to be an important means by which to overcome economic 
difficulties. For example, the economic crises in the 1930s and 1970s gave an impetus for the upsurge in 
founding new cooperatives in the United States and Western Europe. In Japan, consumers organized a great 
number of new cooperatives to deal with the disastrous situations after the Second World War. 

3.2. Women’s cooperatives 

Agricultural cooperatives have played an important role in rural development in mobilizing limited 
resources for farmers and producers. Many traditional cooperatives continue to hold governing structures not 
conducive to women’s free participation as they are governed by a primarily male-dominated structure. For 
gender mainstreaming in rural development, it is important to promote women’s participation in cooperative 
entrepreneurship. While there has been increasing awareness toward balancing the gender power structure in 
traditional cooperatives, the gender bias in traditional cooperatives remains difficult to overcome. 
Transforming in traditional cooperatives, the conditions proliferating gender inequity is a tedious process 
requiring dismantling entrenched male bias in the governing structure. (This issue is addressed more 
comprehensively in Chapter 2.) 

In agricultural, where many traditional cooperatives continue to hold governing structures not 
conducive to women’s free participation, a potential option offering promise is for rural women to form their 
own women’s cooperatives. While efforts are being made to improve women’s status within existing 
cooperative institutions, the establishment of women-led or women member cooperatives poses strong 
potential for substantially promoting women’s entrepreneurship in the agricultural sector (box 3). 

 
Box 3.   Benefits of all-women’s agricultural cooperatives 

Women’s membership in most agricultural cooperatives in the region is concentrated usually in 
rather small numbers in the lower ranks. In many cases, women have no voting power.  This is usually 
vested in the “head of house” or the official land owner. Nor are women eligible to sit on management 
boards where key decisions are made. In a movement dedicated to improving the lot of disadvantaged 
workers, cooperative leaders have been slow to perceive, and too often resistant to change the 
disadvantaged position of women farmers. 

Frustrated by their lack of voice in dairy cooperatives, women in India fought hard and 
eventually won the right to establish their own all-women cooperatives. In these, they feel both welcome 
and competent. Many are successful in a way that would not have been possible, if the cooperative had 
been mixed.  Membership in “mixed” cooperatives may provide access to certain services, but it does not 
provide meaningful participation in setting the agenda, deciding on services and actions, or participating in 
management and the distribution of benefits. 

Source:   Stephens, 1995. 

 
In addition to offering potentials in fostering women’s entrepreneurship, income generation and 

empowerment, women’s cooperatives offer several other potential benefits. A primary benefit is that it can 
serve as a major support network. It also offers the opportunity for women to exercise decisionmaking power. 

A Canadian study reports that women organic farmers emphasize the organic community, composed 
of women’s cooperatives, as a support network, a learning environment and a social group for both new and 
established farmers (Sumner, 2003). According to the Canadian 2001 census of agriculture, women farmers 
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are active in the organic farming movement as members of community supported agriculture and 
cooperatives. 

Central to the cooperative concept is the notion of empowerment – that people get together to 
cooperate and achieve goals they would not be able to achieve on their own. The goals are decided by the 
members themselves and, since cooperatives are organized on the principle of one person – one vote, the 
cooperative form of enterprise provides women with the opportunity of participating on equal terms with 
men. Cooperative enterprises can take on different forms: They can be set up by a group of enterprises or by 
individual entrepreneurs wishing to benefit from shared services, cheaper goods, easier access to markets or 
higher prices for their products. But what they all have in common is that, as a group, members are able to 
create economies of scale and increase their influence and bargaining power. 

In many developing countries, women work individually, often isolated, in the informal economy, 
operating at a low level of activity and reaping marginal income. Joining forces in small-scale cooperatives 
can provide them with the economic, social and political leverage they need (box 4). 
 

Box 4.   SEWA, the Self-Employed Women Association 

SEWA is a trade union formed in 1972 which aims at mobilizing women in the unorganized 
sector of the Indian economy. It is in fact a confluence of three movements: the labour movement, the 
cooperative movement and the women’s movement which all share similar values and goals. 

SEWA’s members are self-employed women who earn a living through their own businesses or 
through their own labour. SEWA believes that self-employed women must organize themselves into 
sustainable organizations so that they can collectively promote their own development. SEWA members 
therefore form cooperatives whenever possible to create economies of scale, increase their bargaining 
power whilst maintaining full control as owners and leaders. In SEWA’s experience the formation of 
cooperatives has resulted in sustained employment and income. 

Cooperatives are particularly successful in the provision of social services and social protection. 
In India the integrated insurance scheme of SEWA is one of the largest contributory social security 
schemes in the country for informal sector workers. The scheme offers insurance coverage to more than 
30,000 women workers. 

Source:   Nippierd 

 
Barriers to green or organic cooperative entrepreneurship can be small in many cases because, 

organized at the community level, cooperatives usually can use available resources and practices that make 
low input and less initial investment possible for small-scale farmers and entrepreneurs. For example, 
Womenlink, a leading women’s green consumers’ cooperative in the Republic of Korea, started with only 
220 households at the community level and a small capital fund of US$13,000. It currently has about 12,000 
multi-community-based members and has increased sales volume 24 times between 1990 and 2005. It is 
linked mostly with small-size green producers’ cooperatives at the community level in rural areas. 

3.3. Cooperatives  by their functions 

Cooperatives can be formed for a number of reasons. As long as there are common economic, social 
and/or cultural needs for which people feel it advantageous to join together and form enterprises that are 
jointly owned and democratically controlled, cooperatives are beneficial. Cooperatives can be classified in 
different ways based on a number of criteria such as the types of groups served, geographic territory served, 
industry, sector, functions performed, membership structure, legal status, and financial structure (Krivokapic-
Skoko, 2002; Wissman, 1997). 

Agricultural cooperatives can also be classified by their functional services to members. It is not 
unusual for some cooperatives to have large national and/or international operations comprised of multiple 
functions while some cooperatives concentrate in one specific area. The following provides description of 
key functions of agricultural cooperatives: 

3.3.1. Farmers’ and agricultural producers’ cooperatives 
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Farmer’s cooperatives or agricultural producers’ cooperatives enable small farmers to take collective 
action to reduce input costs and marketing risks. Through cooperatives, the farmers can do collective 
bargaining or purchasing to get the best deals on seeds, supplies and equipment and gain economies of scale. 
For example, small farmers cannot normally afford to buy heavy equipment on their own. Through a 
cooperative, they can purchase the equipment jointly and/or lease them from the cooperative for a nominal 
feel. Producers’ cooperatives may also frequently integrate an information centre or include an extension 
agency involved in work helping to stimulate new crops and farming techniques. Some of them are also 
active in community development and education in areas of farming as well as primary level business 
management and government lobbying (box 5). 

 
Box 5.   Good practice: Sri Lankan Cooperative in Organic Tea 

Small farmers in Kandy district in Sri Lanka purchased or received waste tea land at the time of 
land reform during the years 1973-1974. The land was eroded after 100 years of tea cultivation. Gami Seva 
Sevana (GSS), an NGO involved in rural and social development projects, started organizing farmers in 
the form of group savings schemes with the support of the International Fund for Agricultural 
Development (IFAD). 

Seventy-three men and 116 women farmers were organized into 25 groups with each group 
consisting of 7 to 10 farmers. Meetings were held once a week and farmers saved Rs 10 per week (US$ 1 
equals Rs 56). Extension workers were appointed by GSS. These groups were in operation for 29 months.  

There were training and education activities and they were encouraged to get involved 
individually and collectively in income-generating programmes. The NGO with the help of the Central 
Bank was able to assist the farmers with small loans guaranteed by the group and, hence, no collateral was 
needed. Ten groups opted to produce tea in an integrated way. GSS discussed with the Cooperative 
Commissioner the possibility of forming a cooperative by making the small groups of seven as primary 
cooperatives and having an NGO become a coopted member of this cooperative. This was done in order to 
make the cooperative efficient, as the NGO could provide the training and extension. The Cooperative 
Commissioner was willing to incorporate this organization as a new method of cooperative formation in 
Sri Lanka. 

The cooperative produces green leaf, and obtained the services of a nearby tea factory to do 
processing. The NGO extension workers help these groups to conserve soil, improve soil fertility, and 
operate nurseries to produce new plants and plant the vacancies. The tea, manufactured in the factory, is 
collected by the producers and packed into five different grades reflecting different tastes of local and 
foreign people. Light teas are kept for export and strong teas are sold locally.  

Cooperative members benefited from cultivating organic tea because they use locally found 
inputs and reduce the production cost. The lighter teas are submitted to the Third World Shops in Europe. 
Due to the export, the farmers can receive a higher price for their green leaf and benefits of added income. 
Source:   De Silva, Ranjith, 1997 

 
3.3.2. Agro and food processing cooperatives 

Agro and food processing cooperatives are cooperatives which engage in value-added activities from 
primary agricultural products. Cooperative form of enterprises make possible the joint purchase of expensive 
agro and food processing equipment and machineries which normally would not be possible for the small 
agricultural producer. They offer the benefits of enabling the small producer to enter into substantially more 
lucrative and profit making areas. In some agricultural industries, they are the only way to efficiently 
overcome barriers to entrepreneurial entry when capital reserves are low and entry costs are high. For 
example, agro and food processing cooperatives are particularly effective in reducing the costs and 
difficulties of exporting fresh raw food that requires substantial refrigeration. 

Business in processed products is substantially more lucrative than business in primary goods. A 
study revealed that prices of primary products such as coffee, cocoa, and sugar dropped from 200 to 400 per 
cent while the value of processed goods such as instant coffee, chocolate bars and corn flakes increased more 
than 200 per cent from 1980 to 2000 (Robbins, 2000). Another study in Mexico noted that value-adding 
activities accounted for a 350 per cent increase in farmer income (Ramirez, 2001). Cooperative 
entrepreneurship increases small farmers’ prospects of being able to enter into these types of agri-business. 

3.3.3. Marketing cooperatives 
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A marketing cooperative is a business organization owned by farmers to collectively sell their 
products.  It allows producers to collectively accomplish functions they couldn’t achieve on their own. Most 
agricultural producers have relatively little power or influence with large agribusinesses or food companies 
that purchase their commodities. Joining with other producers in a cooperative can given them greater power 
in the market place. In addition, cooperatives can give producers more control over their products as they 
make their way to consumers by allowing them to bypass one or more middlemen in the market channel. 
Farmers capture more of the returns that would otherwise go to others (Warman and Kennedy,1998). 

3.3.4. Agricultural cooperative banks, credit unions, and microfinance cooperatives 

Even though they have many names, all these cooperatives basically provide savings and credit to 
their members for the accumulation of resources, farming expenses and start-up capital of small agro-
businesses. Many of them offer money transfers, payment services, and insurance as well. Among them, 
microfinance institutions are especially important because they outreach poor smallholder farmers who are 
lacking access to mainstream banks. They offer such financial services as microcredit, small savings 
accounts and microinsurance. Microfinance institutions can be categorized based on legal status and 
controlling entities, as in table 4. 

Table 4. Microfinance institutions 

Category Institution Characteristic 

Formal Rural banks, agricultural development banks, 
commercial banks and finance companies with 
special microfinance windows 

Regulated by the financial authorities of a 
country 

Semiformal Savings and credit cooperatives, village banks 
and credit NGOs 

Under the control of non financial authorities 

Informal Savings and credit associations, doorstep 
deposit collectors, self-help groups with limited 
financial activities 

Controlled by customary law and peer 
pressure 

Source:   IFAD, 2001 

 
3.3.5. Agricultural consumers’ cooperatives 

Agricultural consumers’ cooperatives are composed of members who are regular consumers of 
agricultural products. They provide their members with safe, quality standard food at relatively low cost 
through collective purchases and direct trade with producers, eliminating the retailer’s margin. They also cut 
down the cost by sharing warehouse and matters concerning logistics among cooperatives with common 
interests and value. Owners of consumers’ cooperatives are normally customers themselves. As a result, 
these cooperatives are particularly service oriented rather than profit oriented for their owners. 

Among the different types of cooperatives, women have traditionally been the dominant membership 
in a number of consumer cooperatives. In addition to their roles as “guardians of household hygiene”, 
women have traditionally had a vested interest in joining consumer cooperatives most likely owing to their 
family responsibilities to ensure household consumption of healthy, wholesome and affordable food and 
products. 

In the Republic of Korea, women are very active in community-based green consumers’ cooperatives. 
In 2002, 61 per cent of the members at the decision-makers level of community-based consumer 
cooperatives were women (Park, 2004). Similarly, Japan has a great number of well developed green 
consumers’ cooperatives and most of their members are women. Nearly 6 million households belong to 
consumers’ cooperatives founded at the community level (Seikatsu, 2004). 

3.4. Other types of agricultural cooperatives 

Classification of agricultural cooperatives can also be done by their major ownership and controlling 
entities. In this regard, agricultural cooperatives can be categorized into three types: (1) state-sponsored 
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cooperatives; (2) free-enterprise (or commercial) cooperatives; and (3) self-help groups (SHG). 

In many developing countries and centrally planned economies, state-sponsored cooperatives were 
prevalent in the past. To a large extent, their strong association with communism has negatively stigmatized 
cooperative forms of enterprise. With the transition of these countries’ economies to market economies, 
however, many of these cooperatives have been or are gradually being converted to traditionally-managed 
cooperative forms of enterprise. It is important to continue to dispel any negative stigmas, however, 
associating cooperatives with old notions of communism to promote cooperative entrepreneurship effectively. 

Free-enterprise (or commercial) cooperatives are increasingly common. Some of the most successful 
ones have become household brandnames, including Land O’Lakes, Ocean Spray and Sunkist Growers in 
the United States, and Migros and Coop in Europe. 

Self-help groups (SHG) are small voluntary associations of people preferably from the same socio-
economic background who come together for the purpose of solving their common problems through self-
help and mutual help. They have strong potential for promoting women’s entrepreneurship through eco-
friendly agricultural development. The “self-help” impetus permeating this type of cooperative as a form of 
enterprise resonates closely with women’s interests in the family caretaking dynamic. 

As women tend to be more active participants in community affairs at the informal level – in 
particular with regard to looking after the basic needs and consumption of the family, concerns for safe and 
quality food are often a priority in women-led efforts at the community level. Community-based initiatives 
can be a highly effective way to implement eco-friendly agricultural development. As a form of community-
based primary cooperative, this self-help group type of cooperative can be effective to promote eco-friendly 
agriculture. 

3.5. The agricultural cooperative producer-consumer relationship 

One of the features of the cooperative system which has proven to be strongly effective for the 
agricultural sector is the cooperative relationship and linkages formed between different types of 
cooperatives within the sector. This can be particularly seen in the relationship between producer 
cooperatives and consumer cooperatives in the agricultural sector. 

A sound and reliable relationship and smooth channels of communication between farmers or the 
producers of green/organic products and the consumers of organic products is crucial for green markets to 
flourish in today’s economies. 

A major barrier to developing green markets in developing countries are weak channels of 
communication and information flows between the suppliers and consumers of green or organic products. 

Poorly developed green markets are often characterized by weak consumer awareness of green 
products, the role they can play in promoting health and in protecting the environment, as well as basic 
information about where such products can be purchased. At the same time, farmers or producers of green 
products are often little equipped or lack the knowledge to effectively locate and reach the consumer market 
to sell their goods or to advertise and raise public awareness on their goods. 

Through cooperation between producer cooperatives and consumer cooperatives, both farmers and 
consumers are enabled to meet their needs. 

For producers’ co-ops, gaining access to viable and sustainable markets to sell their products on a 
regular basis is the crucial issue because raising income and profit as well as expansion of production 
capacity which is mainly depending on the market access is the major concern of members. 

For consumers’ cooperatives, being able to buy good quality, healthy, organically-grown products for 
household consumption at a reasonable price and through reliable channels is the primary need. 

The mutual benefits gained through cooperation between producers’ and consumers’ cooperatives 
not only serves to effectively satisfy the interests and needs of both farmers and consumers who are members 
of the cooperatives but it also serves to expand and fuel growth in the green products market and provides a 
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way by which producers and consumers can overcome barriers such as lack of resources and poor product 
information flows between producers and consumers, which are often the case in developing countries and 
poorly developed green market areas (see case studies in Part III). 

With the increasing use of information and communication technologies (ICTs) to conduct business 
between agricultural producer cooperatives and consumer cooperatives in the form of business to business 
(B2B) transactions, the relationship and linkages between these two types of cooperatives appear to be 
becoming more consolidated and efficient. ICTs offer the potential of enabling organic farmers to reach out 
to a wider and stable consumer market and open the door for green cooperative to potentially target the 
global market. They also offer the possibility for predominantly agricultural countries, with relatively under-
developed consumer markets in the process of green development, of feeding demand in more developed 
consumer markets and while for more developed countries they offer possibility of providing the consumer 
market with development of green markets. 

The agricultural cooperative producer-consumer relationship involves close coordination of the work 
and a mutually beneficial division of labour. Figure 2 provides an example of division of labour 
arrangements. The producers’ cooperative takes care of overall activities from production planning to 
collective marketing, while the consumers’ cooperative implements collective purchase and distribution. To 
meet demand and supply, the two partners jointly establish a production plan on a yearly basis and adopt a 
pre-order system. In addition, they have regular meetings aimed at improving the quality of products, and 
mutual understanding of the green community, and sharing needs and concerns. This allows smooth flow of 
information on green products service and operation that facilitates the optimal fulfilling of needs for both 
producer and consumer communities. 

Figure 2. Cooperation between producers’ and consumers’ cooperatives 

 

In addition to the enhanced economic benefits, the two parties can develop producer-consumer 
solidarity based on equity, respect and care through exchange programmes, field visits, get-together events, 
and lending a helping hand during the busy farming season, raising funds for community development as 
well as experimenting new organic methods. 

As previously mentioned, women have traditionally been the dominant members of a number of 
consumer cooperatives. Consumers’ cooperatives can be a locomotive force to link with producers’ 
cooperatives (see section 3.3.5 and box 6 on Hongdong Village). Although data on green producers’ 
cooperatives is scarce, a dynamics appears to exist where a consumer cooperative can ensure the survival and 
sustainability of community-based self-help producers’ cooperatives by providing the essential marketing 
channel for the green products produced (see country profile of the Republic of Korea). 

Women green consumers’ cooperatives also promote gender equal entrepreneurial opportunities in 
eco-friendly agricultural development. The linkage between green consumers’ and producers’ cooperatives 
can create an enabling environment for rural women to actively participate in newly emerging agricultural 
entrepreneurship. 
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Box 6.   Good Practice: Hongdong Village in the Republic of Korea 

Hongdong Village is located in the southwest rice production area, about 120 kilometers from 
Seoul, Republic of Korea. Since this village is in a typical rice farming area, there are not many 
opportunities to increase farm income. Therefore, farmers had been seeking new income sources. Organic 
agriculture was one of many alternatives for them. 

In 1995, 19 farms out of a total of 81 farms agreed to organize a duck-rice organic farming 
group, and started to produce organic rice utilizing ducks for weed and insect control. Fortunately, they can 
sell organic rice easily through one consumer cooperative located in Seoul area. In 2001, they harvested 10 
hectares of rice production successfully. Encouraged by this first year success, many farmers joined the 
organic rice farming group, and recently they received the government organic rice certification. In 2001, a 
total number of 173 farmers were actively participating in organic rice production. The total area of 
organic rice farming was about 140 hectares in 2001. This showed that not only farmers in Hongdong 
Village but also farmers in the neighbouring villages were joining organic rice farming activities. 

Many factors affected the success of this village level organic farming. First, there was a strong 
farm leader who had been well trained in many organic movement groups as well as in an agricultural high 
school located in this village; second, a consumer cooperative in an urban area has supported the sale of 
their organic rice and ducks; third, farmers actively followed their farm leader because through organic 
farming they could receive a higher income than before, and they were encouraged by outsiders in their 
successful accomplishment. 

Source:   Suh, 2002 

3.6. The organic products market 

Organic farming is now practiced in approximately 120 countries of the world, and more than 31 
million hectares are managed organically by at least 623,174 farms worldwide. These statistics reflect only 
certified organic farming data. Including uncertified organic farming and other eco-friendly agriculture, the 
volume can reasonably be assumed to be much greater. As of 2004, Oceania held 41.8 per cent of the world’s 
organic agricultural area, followed by Latin America (24.2 per cent) and Europe (23.1 per cent). Asia 
currently holds only 3.7 per cent of the world’s organic agricultural area (box 7) (figures 3 and figure 4). 

 
Box 7.    Principles of organic agriculture 

Agriculture is one of humankind’s most basic activities because all people need to nourish 
themselves daily. History, culture, and community values are embedded in agriculture. The principles apply 
to agriculture in the broadest sense, including the way people tend soils, water, plants and animals in order 
to produce, prepare and distribute food and other goods. They concern the way people interact with living 
landscapes, relate to one another and shape the legacy of future generations. Organic agriculture is based on 
the principle of health, the principle of ecology, the principle of fairness, and the principle of care. 

Source:   IFOAM, 2005 

 
Accompanied by fast spreading ecological awareness, demand for green food has been on a sharp 

rise. The market value of organic products worldwide reached US$ 27.8 billion in 2004. Europe and North 
America are the two largest markets of the products (Willer and Yussefi, 2006). 

In major markets, the growth rate of organic food has been notable. In the United States, sales of 
organic foods have grown at over 20 per cent annually since the mid-1980s (ITC). In most major organic 
markets, demand for organic products far exceeds domestic supply, and developing countries have export 
opportunities if their products meet the quality and safety standards of the markets. 
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Figure 3. Total area under organic management – 
share for each continent 

Figure 4. Total number of organic farms – share for each continent 

Source:    IFOAM, 2004 

Organic systems are labour-intensive and, therefore, can be economically effective where there is 
plenty of labour at low cost. Developing countries have a comparative advantage in terms of human 
resources because a large portion of the population still live in rural areas and labour costs are relatively 
much lower than developed countries. Many of them have the comparative advantage of climate as well to 
producing such items as coffee, tea, cocoa, spices and tropical fruits that are in great demand in major 
markets of the developed world. (FAO, 2005; ESCAP, 2002). 

The domestic market potential in developing countries is also promising. Although demand for 
organic products is still small and domestic market channels are limited in most developing countries, 
increased interest in green food among the middle class provides great potential for domestic market 
development (ESCAP, 2002). 

Government policies to facilitate eco-friendly agricultural development can also promote market 
expansion. For example, since the 1980s, under the impact of the emergent global agenda for sustainable 
development, Asian countries have become more sensitized about problems caused by farming methods of 
the “Green Revolution” adopted since the 1960s. 

To increase productivity many methods make extensive use of chemical fertilizer, pesticides, 
herbicides, and irrigation, which can have destructive effects on the environment. As a result, some countries 
have introduced environment-friendly legislation. The Republic of Korea legislated the Environment-
friendly Agriculture Act in 1997 to support sustainable agriculture and introduced a government certification 
system. The certification system classified eco-friendly products into four categories: (1) those produced by 
low use of pesticides; (2) products with no use of pesticides under conversion; (3) products with no use of 
pesticides or chemical fertilizer; and (4) organic products. This system involving lower-price green products 
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of the first and second categories, has expedited rapidly expanding consumer demand. After a period of 
subsidies on pesticides, Indonesia prohibited the use of pesticides while encouraging Integrated Pest 
Management programmes. China established certification organizations for green food (box 8 and box 9). 

 

Box 8.   Good Practice:  Jajarkot Permaculture Programme in Nepal 

Thirty-one villages of Jajarkot Khalanga, with the support of Action Aid Nepal, pursue a 
community-based process building on the skills and knowledge of local people and professionals through 
social capital formation. As a result, some 40 per cent of the 580 participating households, organized into 
44 groups, are now entirely food self-sufficient through increased use of regenerative agriculture 
technologies, including green manures, composting, intercropping, agro-forestry, and increased 
diversification of farm systems through incorporation of fruit trees, bees, sheep, rabbits, cotton, flowers; 
and intensification of kitchen gardens. The programme also works with smokeless stoves, pit latrines, 
community groups for managing local savings and credit systems, support to small businesses, 
strengthened adult education and access to health facilities. 

Source:   Pretty and Hine, 2001 

 

Box 9.   Good Practice:  Integrated Pest Management for Rice in Bangladesh 

Integrated pest management for rice in Bangladesh is being implemented through three projects 
(INTERFISH, NOPEST and GOLDA) that are supported by the UK Department for International 
Development (DFID) and the European Union and implemented by Care. They involve farmers attending 
farmer field schools (`schools without walls’) during a whole rice season. They meet each week to learn 
new agro-ecological principles and farming skills. Some 6,000 farmer field schools have been completed, 
with about 150,000 farmers adopting more sustainable rice production on 54,000 ha. The programmes also 
emphasize fish cultivation in paddy, and vegetable cultivation on rice field dykes. Rice yields have 
improved by 5-7 per cent, and costs of production have fallen owing to reduced pesticide use – some 80 
per cent of “farmer field school” participants no longer use pesticides. The fish-rice-vegetable systems 
have been shown to produce synergistic benefits: additional income from fish is $156/ha, from vegetables 
on dykes $23/ha, but fish and vegetables together bring an additional $250/ha. As a result, the 150,000 
participating households are now food secure throughout the year. 

Source:  Pretty and Hine, 2001 

 
Domestic markets can be developed through various mechanisms such as: direct marketing between 

producers and consumers including green bazaars, farmers’ platforms and markets; indirect marketing to 
supermarket chains and green shops; national green products trade fairs; sales through the Internet; and green 
food sales through public canteens and catering. In developing countries where these channels are less 
developed, as shown in the cases of Japan and the Republic of Korea, the foundation of green consumers’ 
cooperatives can serve as an effective starting point to create a viable marketing channel for eco-friendly 
products. 

For export marketing, cooperative efforts to acquire economy of scale can be particularly effective 
for poor farmers’ engaging in self-help or subsistence entrepreneurship. The high cost involved in acquiring 
certification for exports can also be a challenge to the small farmers. Access to export markets requires 
market information of targeted countries including organic standards, marketing strategies, and knowledge of 
complex export procedures as well. In some cases, organic products gain access to the foreign markets 
through contract farming between farmers and firms or traders, commodity chains of large supermarkets, 
and/or fair trade channels. In these more complex dealings, agricultural institutions, NGOs, donor agencies 
and international agencies can play important roles for enhancing market relations. In Japan and the Republic 
of Korea, NGOs play a strong role in organizing and supporting green cooperative entrepreneurship. 

3.7. The Asian market in organic products 

Despite its late development relative to other regions, organic agriculture in Asia has been growing 
rapidly in recent years, driven by increasing ecological awareness and an expanding consumer market for 
organic goods. As of 2004, Asia held only 3.7 per cent of the world’s organic agricultural area. Data shows 
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that this 3.7 per cent of total organic agricultural area is managed by 13.3 per cent of the total number of 
organic farms (figures 3 and figure 4). Organic goods are produced predominantly by small-scale farms. For 
this reason, policies and programmes providing support to small farmers and promoting their 
entrepreneurship can be strongly effective. 

In Asia, there is a growing receptivity and acceptance of organic agriculture and this change is 
reflected in both the mushrooming of local markets and government involvement. Japan and the Republic of 
Korea represent the major markets of the region in terms of land area under organic management as 
percentage of total agricultural area, while China shows the highest growth potential in the near future. 
Among the developing countries of the region, China (3.5 million hectares) has the largest amount of organic 
farmland, followed far behind by countries such as Bangladesh (0.18 million hectares) and India (0.11 
million hectares) (table 5). 

Table 5. Organic farming in selected Asian and Pacific countries 

Country 

Land area 
under 

organic 
management 

(hectares) 

Land area under 
organic 

management as per 
cent of total 

agricultural area 

Number of 
organic farms 

Australia 11.3 million   
Bangladesh 177,700   
Bhutan 13   
China 298,990 0.06 1,050 
India  0.05 5,147 
Indonesia  0.09  
Japan  0.66 4,539 
Nepal 45  26 
Pakistan   405 
Philippines  0.03 500 
Republic of Korea 18,936 1.03 1,451 

Source:   IFOAM, 2004, 2006 

 
The case of China shows potential and represents a path for other countries in organic agriculture 

development. Supported by the government, its organic export market is growing strongly as are other 
labour-intensive sectors (FAO, 2005; ESCAP, 2002). In 2003, China exported 86.4 per cent of its organic 
products (Maeil Business Newspaper, 2006). In 2004 China experienced a large increase of nearly 3 million 
hectares in organic farmland. 

China is also showing a large rise in the volume of sales of organic foods. Most production of certified 
organic products is for the export market. However, the expanding middle class and growing expatriate 
community is gradually generating strong internal demand. 

Domestic demand for organic products is still largely confined to the economies that have a sizable 
middle class, notably Hong Kong, China; Malaysia; the Republic of Korea; Singapore and Taiwan Province 
of China. All these economies are showing strong increases in sales of organic products. Economies such as 
Hong Kong, China and Singapore are almost entirely dependant on imported organic products because of the 
absence of agricultural land (IFOAM, 2004, 2006). 

The case study presented in box 10 on the situation in India attests to the reasonable expectation that, 
if effective marketing channels are established between producers and consumers, there is potential for eco-
friendly agricultural development in less-affluent developing countries. Furthermore, each country can 
specialize in competitive items for export markets. Table 6 shows the main agricultural items produced in 
selected countries in the region that can be specialized as eco-friendly goods. 



 

 24

Box 10.   Success Story:   Organic India 

Organic farming in India is experiencing a real boom when considering the number of farmers 
turning to organic practices, or the popularity of the topic among political leaders and in media. A large 
number of farmer groups, companies, NGOs, development agencies and government bodies promote organic 
farming. Whole villages and even State governments (as in the case of the Indican states of Uttaranchal and 
Mizoram) have declared that they want to convert to organic farming. 

Why does a country like India, being known more for persistent issues of poverty and food security 
than for environmental concerns, develop such affinity to organic agriculture? For many Indian farmers, the 
approach seems to offer a new option for ensuring their livelihood, as they can reduce production costs and, at 
the same time, gain access to markets with better prices for their products. In many crops, yields reach similar 
(though altogether mostly low) levels as in conventional fields once farmers have succeeded in reversing the 
trend of deteriorating soil fertility through organic management practices. Latest data from a research project 
on organic and conventional cotton farms in central India confirm the favourable economy of organic farms. 

The Indian Government has also realized that organic agriculture offers opportunities for poverty 
alleviation as well as export earnings. In 2000, an agricultural export promotion agency, under the Ministry of 
Commerce took the lead in developing the National Program for Organic Production (NPOP), framing 
national standards and certification guidelines (see www.apeda.com). In addition, the international certifiers 
like IMO, SKAL, Ecocert, and INDOCERT have also been accredited under NPOP (National Project for 
Organic Farming) and considerable funds have been allocated to it under the Tenth Five-year-plan. 

However, the Indian organic sector is still scattered and its development lags far behind its actual 
potential. In October 2003, a group representing the various stakeholders took the initiative to form a 
competence centre which shall act as an interface organization and provide information, advice, and capacity 
building to the sector, the Indian Competence Center for Organic Agriculture. As the development of markets 
now emerges as the main bottleneck, a first project of the competence centre aims at facilitating market access 
for organic producers. While India could have a growing share in supplying export markets, the Indian 
domestic market for organic food appears as a sleeping giant which is about to wake up. Surprisingly, it is not 
only the upper society which is increasingly health aware and ready to pay a higher price for quality food. 
Middle-class families seem to be the more promising clientele as experience from a number of smaller 
initiatives selling organic products in towns and cities has shown. Some innovative supermarket chains and 
food brands as well as a number of producer companies and cooperatives are now exploring this potential 
market. 

Provided the stakeholders manage to set up reliable and efficient supply chains linking organic 
farmers with consumers, it is expected that India will become an important player in the organic world in the 
near future. 

Source:   IFOAM, 2006 

 
Table 6. Agricultural pr oducts of selected Asian countries in 2004 

Country Agricultural products 
Bangladesh Rice, jute, tea, wheat, sugarcane, potatoes, tobacco, pulses, oilseeds, 

spices, fruit, beef, milk, poultry 
Bhutan Rice 
Cambodia Rice, rubber, corn, vegetables, cashews, tapioca 
China Rice, wheat, potatoes, corn, peanuts, tea, millet, barley, apples, cotton, 

oilseed, pork, fish 
Democratic People’s Republic of 
Korea 

Rice, corn, potatoes, soybeans, pulses; cattle, pigs, pork, eggs 

Lao People’s Democratic Republic Sweet potatoes, vegetables, corn, coffee, sugarcane, tobacco, cotton, tea, 
peanuts, rice, water buffalo meat, pigs, cattle, poultry 

Maldives Coconuts, corn, sweet potatoes; fish 
Mongolia Wheat, barley, vegetables, sheep, goats, cattle, camels, horses 
Nepal Rice, corn, wheat, sugarcane, root crops; milk, water buffalo meat 
Republic of Korea Rice, root crops, barley, vegetables, fruit; cattle, pigs, poultry, milk, 

eggs, fish 
Timor Leste Coffee, rice, maize, cassava, sweet potatoes, soybeans, cabbage, 

mangoes, bananas, vanilla 
Source: The World Factbook, 2005 
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Table 7 indicates the general development status and key features of organic agriculture in Asian 
countries classified by four levels of development. It should be noted that owing to varying internal 
conditions and socio-economic characteristics among countries, different countries may follow different 
paths for development. However, the categories are useful in giving an indication of major directions in 
which countries can embark for organic agricultural development and the transitional phases involved. 
Export opportunities can be exploited, and with economic growth, the local market expands. To expedite 
marketing, government regulation, certification and accreditation become necessary. NGOs can play an 
important role in the process of developing green markets in Asia. 

Table 7. Development status and key features of 
organic agriculture in Asian economies 

Development status and key features Economies 

Pioneer organic agriculture advocacy 
Sustainable agriculture and rural development emphasis instead of organic 
market development. NGO extension of organic principles to small family 
producers as a tool to reduce expenditure and health impact from use of 
chemical inputs. Informal non-certified production and marketing. 
Insignificant government involvement. 

Bangladesh, Bhutan, Cambodia, Lao 
People’s Democratic Republic, 
Myanmar, Nepal 

Conversion for export 
Exploitation of export opportunities as a business option not necessarily 
including an agenda for change in the larger agriculture/development 
context. Conversion of organized grower groups, large commercial farms 
and plantations linked to foreign market partners (buyers). Presence of 
foreign certifiers (no local certifiers). Few certified products in the local 
market. Government involvement (minor to major). Local organic 
movement not well organized.  

Pakistan, Indonesia, Timor Leste, 
Viet Nam 

Emergent local organic sector 
A rising recognition of a shared national development interest between 
advocacy  and business segments often reflected in the presence of a 
functioning forum (formal/informal) for dialogue and national level 
strategic planning, e.g. standard setting and certification, government 
lobbying. NGO-supported organic extension. Organic research and 
training courses.  Involvement of private small and medium enterprises 
(small-scale processing). Local market uptake, including supermarkets 
(presence of imports and local organic brands). Organized local organic 
movement (including local certification bodies). Major government 
involvement (regulation, certification and accreditation). 

China, India, Malaysia, Philippines, 
Singapore*, Sri Lanka, Thailand 
 
 
 
 
 
 
 
 
*  no government regulatory initiative 

Mainstreaming and agribusiness development 
Widespread production including contract farming linked to conventional 
processors/exporters. Market regulation. 

Japan, Republic of Korea, Taiwan 
Province of China 

Source:   IFOAM, 2004 

 

3.8. The Trend toward Product Diversification 
in Agricultural Development 

Transitioning a traditional, backward and lagging agrarian sector toward full integration into a 
modernizing economy is a challenge faced by many developing countries in the region. It has been seen that 
agricultural development in these countries has generally followed an evolution of the agricultural sector 
through the following phases: (1) the base of the sector lies in household subsistence production; (2) the 
adoption of new technologies facilitates the creation of surplus production and rural food security; (3) greater 
diversification of the agriculture sector and farm activities arises as a result of commercial forces and helps 
facilitate development of the sector; and (4) full integration of the agricultural economy into the overall 
economy is achieved (Timmer, 2005). 
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Eco-friendly agricultural development can help to increase diversification in the agriculture sector. In 
addition, it can increase agricultural exports by utilizing opportunities provided by the WTO system. There 
has been liberalization of agricultural trade. Goods produced by conventional farming in developing 
countries face increased competition in export markets  from large-scale producers as well as consumer 
demand for variety and high-value products. World trade of agricultural products more than doubled since 
the last two decades. In terms of price and quantity of trade, goods produced by conventional farming and 
subsistence commodities like grains have declined.  The potential for greater profitability has been taken by 
processed and high-value products. (Lundy, and others; CIAT, 2005). 

Organic products from developing countries, as they have a price premium and are produced by 
labour- intensive input, are favourably positioned to perform strongly in the organic goods export market.  
While these markets are still small, this has the potential to be a well developed sector for developing 
countries. 

The evolution of the consumer market is also a key driver behind greater diversification in 
agriculture, gender implications can be seen in this. One of the structural factors that have impeded women’s 
entry into mainstream businesses is the mass market-based paradigm of mass production and consumption. 
Gender bias exists as big businesses tend to be traditionally male dominated; as a result, men are the main 
beneficiaries of this paradigm. Women’s lack of access to capital has often impeded them from entering the 
business and entrepreneurial arena of mass production. 

Since the 1970s, however, catalyzed to a great extent by the emergence of new technologies that 
enable producers more effectively reach out to and service the consumer market, the paradigm has been 
shifting from a model of mass production to a marketplace marked by the production capacity for a diverse 
range of items targeting individual consumption needs and a consumer market differentiated by taste and 
fashion. Instead of mass production of a single product satisfying a massive quantity of basic needs, the 
production process has increasingly become characterized by differentiation as more individual businesses 
are becoming specialized in small-scale production, meeting a more mature consumer market’s demand for 
qualitative diversification. 

There are potentially positive consequences for women entrepreneurs with this growing shift toward 
greater product differentiation in the production process and diversification in consumer demand. In this type 
of market, smaller-scale enterprises may be suitably equipped to respond to the new types of production and 
customized consumer needs. As women’s businesses are largely micro, small and medium enterprises 
(MSMEs), the shift may lead to wider opportunities for women’s entrepreneurial participation. 

The embryonic but rapidly growing market for green consumption exemplifies this trend toward 
differentiation. It is characterized by a new demand for quality rather than quantity. From the producer’s 
perspective, the diversification of green items furthermore makes green business viable for smaller-scale 
enterprises. 

Information and communication technologies (ICTs) play a vital role in facilitating this change in 
the producer and consumer market. It can be observed in the transformative role ICTs have played in the 
marketing of specialized goods such as green products. Whereas in the past the difficulty involved in being 
able to cater to differentiated and specialized consumer tastes proved to be a major barrier for producers, 
ICTs today are increasingly making this economically and technically viable. 

Proper use of available market data enable entrepreneurs to analyze and develop highly targeted 
production and marketing plans which can respond to the variegated consumer demands of the market. 
Although basic ICT tools and knowledge may initially be costly for small or subsistence entrepreneurs and 
can be an obstacle for many women entrepreneurs in the “gender digital divide”, the benefits they offer in 
helping to narrow the knowledge gap for business between men and women is great for those who are able to 
gain access to them. 

Women’s green cooperatives utilizing ICTs can greatly strengthen the effectiveness of their 
entrepreneurship. The powerful marketing capacity of ICTs makes it possible for small woman entrepreneur 
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to sell her products to the global market. Previous constraints confining entrepreneurs to the local market no 
longer hold and entrepreneurs are opened up to the conduct of business in “glocalized”1 conditions.  In the 
organic product market, women’s green cooperatives at the local level can produce items at a small-scale and 
sell them through an e-network or Internet promotion site. 

Gender implications are also increasingly evident in the changing nature of business due to the 
introduction of new technologies. The possibility of the glocal e-trade network did not exist in the pre-
information past. Intermediaries or intermediate brokers, areas traditionally male-dominated, can be 
eliminated in the production, retail and trade sector processes. Women entrepreneurs have greater 
opportunity to exercise autonomy in their business dealings. The capacity to deal directly with their 
customers strengthens women’s business position, brings them a sense of empowerment and increased 
exposure to the world of business, and enhances women’s entrepreneurial competitiveness in the local, 
regional and global market. 

3.9. Policy implications of promoting women’s 
entrepreneurship in green cooperatives 

Eco-friendly agricultural development provides an enabling environment for women’s 
entrepreneurship. Women have traditionally been mostly confined to small-scale farming. Diversifying 
small-scale organic farming can substantially enhance small farmers and promote women’s entrepreneurship 
as opposed to large-scale conventional farming. Green cooperatives that operate on a community basis can 
be natural places for the extended application of women’s experiences in active community activities. 

Cooperatives are an effective means by which small players and the poor can attain economy of 
scale in enterprises. As such, cooperative projects are an important instrument for poverty alleviation. The 
search for ways to escape poverty and create a better life for one’s self and one’s family are among key 
drivers of entrepreneurship. From this motivational standpoint, women are favourably positioned to seek out 
and capitalize on cooperative entrepreneurship opportunities for a number of reasons. 

The proliferation of women in poverty and the role of women as caretakers of the family and 
children can often propel women towards a particular urgency to find new and more innovative ways of 
providing livelihood and a better life for the family. With extreme poverty particularly prevalent among rural 
women and the feminization of poverty, targeting women becomes central to effective poverty alleviation. In 
this context, women’s green cooperatives emerge as effective instruments for gender equal economic 
empowerment in the development process of agriculture. It is important that the promotion of 
entrepreneurship for poverty eradication integrate a gender-sensitized perspective. Without consideration of 
gender, it might even widen the disparities and inequality between men and women. Women-founded, 
women-run and women-member cooperatives are a means by which gender mainstreaming in the 
entrepreneurial arena and world of business can be facilitated (ICA, 2005b). 

3.10. Women-led cooperatives: women’s ways in entrepreneurship 

While motivations for women and men entrepreneurs are highly individual and vary widely, it may 
be useful to identify if there are any general gender preferences, if any, with regard to what motivates women 
and men in the conduct of entrepreneurship or running of businesses. The gender dimension in 
entrepreneurial motives for purposes other than to obtain return in capital or to maximize profit is an area 
that could be greater explored. 

One factor which should be noted for women’s active participation in the cooperative sector to a 
certain extent is that many of the opportunities for new cooperatives are in traditionally women dominated 
sectors such as social caring. For example, as of 2000 there were approximately 4,500 new cooperatives in 
the welfare sector in Sweden, covering cooperative childcare run by parents, schools, care of elderly, mental 
care, ante natal care, physiotherapy, dental services, services for the handicapped and other forms of social 

                                                     
1    (GLObal loCAL) The creation or distribution of products or services intended for a global market, but customized to suit local laws or culture. 
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cooperatives. In Sweden around 80 per cent of those who start new cooperatives are women. As the rapid 
growth in employment by new cooperative enterprises from 2.2 million in 1990 to 3.25 million jobs in 1996 
indicates, what has been called the social economy type of cooperatives in Western Europe have been rapidly 
expanding (COPAC, 2000). 

Studies of female entrepreneurship find gender differences between women’s and men’s goals. 
Whereas men often start a business for mainstream profit-driven motives, there appear to be greater 
likeliness for women’s business start-ups to be related to considerations for reducing marginalized situations. 
Women often place meaning on entrepreneurial involvement as an instrument to redress exclusionary 
discrimination. For example, for men, financial gain may be motivation and primary objective. For women, 
on the other hand, one primary motive is to create greater flexibility for balancing work and family 
(Fenwick). Women’s entrepreneurial involvement in the new forms of cooperatives in Western Europe has 
integrated objectives to overcome gendered limitations. When elected to decision making positions, women 
tend to introduce positive flexibility and work sharing in the workplace. The former has contributed to better 
reconciliation of individual, family and working time. The latter has made it possible to create new job 
opportunities for women (COPAC, 2000). 

Women’s entrepreneurship can often be underlain by the motive to transform, and this can be seen in 
a number of women’s efforts to create gender responsive cooperatives. For example, as described in Box 3 
frustrated at their lack of voice in dairy cooperatives, women in India fought hard and eventually won the 
right to establish their own all-women cooperatives and, after establishing their autonomy, took initiatives 
for meaningful participation in setting the agenda, deciding on services and actions, or participating in 
management and the distribution of benefits (Stephens, 1995). The promotion of women’s cooperative 
entrepreneurship lays steppingstones for enabling a breakthrough for equality in economic empowerment 
between women and men. Eco-friendly agriculture is one area where the potential exists for a breakthrough 
to occur in women’s entrepreneurship. 
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4. REGIONAL STATUS OF WOMEN IN COOPERATIVES AND 
SUPPORT FOR WOMEN’S ENTREPRENEURSHIP 

4.1. Situation of women in cooperatives in the region 

The scarcity of official sex-disaggregated statistics on entrepreneurship in the region, in particular in 
women’s entrepreneurship, makes it difficult to assess the situation of women’s entrepreneurship. Stronger 
government initiatives in data collection on women’s entrepreneurship are an important step for greater 
analysis of women’s entrepreneurship and its impact in the region and economic development. 

According to the 2006 Economic and Social Survey of Asia and the Pacific, small and medium-sized 
enterprises (SMEs) account for more than 60 per cent of formal sector employment in most developing 
countries in the region. More than 86 per cent of the labour force in Thailand is employed by SMEs. More 
than 70 per cent of the labour force is employed by these firms in the Republic of Korea and in Vietnam 
(ESCAP, 2006a). 

Although the scarcity of data makes mapping and regional assessment of women’s entrepreneurship 
among Asian and Pacific countries difficult, micro, small and medium-sized enterprises appears to be one 
area where large numbers of the region’s working poor, including large numbers of women, are concentrated. 
In the formal sector, women appear to head about 35 per cent of registered small and medium-sized 
enterprises (UNCTAD, 2002a). 

The full numbers of women in the economic production sphere are likely to be even larger than 
official records due to the large numbers of women working in the informal sector and subsistence 
businesses where the fine line between subsistence activities for the household and formal entrepreneurship 
becomes blurred and difficult to measure or quantify. 

– A number of small-scale surveys enable some idea of women’s entrepreneurship within the 
region 

– According to Chinese official statistics, the majority of Chinese women work in collective 
enterprises, most of them small and medium-sized enterprises. It has also been reported that 
women initiate about 25 per cent of new business start-ups(Warman and Kennedy,1998; 
UNCTAD, 2002b) 

– In the Philippines, women constituted more than half of the self-employed working in 
manufacturing and trade and up to 70 per cent in social/community and personal services 
(Warman and Kennedy,1998; UNCTAD, 2002b) 

– In Japan four out of five small business owners are women (UNCTAD, 2002b) 
– In Viet Nam in 1997, four out of five restaurants, cafes, hotels and wholesale retail shops and 

garment and leather manufacturing enterprises were owned and run by women2 

Supporting local level self-help women’s groups to develop their own collective capacities and 
pursue policy advocacy for women’s entrepreneurship is a crucial component for ensuring the sustainability 
of initiatives for the promotion of women’s entrepreneurship. 

By forming cooperatives and self-help women’s groups, women entrepreneurs can through a 
cooperative effort undertake initiatives which individually would not be feasible and channel their collective 
strength. These include undertaking collective marketing, the creation of shared facilities, bulk purchasing, 
group lending, etc. 

Although formally pledging gender equality, cooperatives in the region are still characterized by 
strong gender inequities, in particular with regard to women’s participation. Data shows that the percentage 
of women who are members of cooperatives is low (table 8). 

Information presented in table 8, collected from seven countries (India, Islamic Republic of Iran, 
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Japan, Malaysia, Singapore, Sri Lanka and Thailand,) in the Asian and Pacific region shows that, while the 
percentage of women in decision-making and leadership positions is improving at the state apex-level, it is 
still low in particular at the primary level. Overall the percentage of women in decision-making and 
leadership positions is low in comparison with the percentage of women who are cooperative members (table 
9). 

Table 8. Percentage of women in membership of cooperatives 
 

Country Organization 1996 1997 1998 2000 2001 2002 2003 
India National Federation of State 

Cooperative Banks Ltd      3  

Japan  Japanese Consumer 
Cooperative Union       90 

Japan The Japanese Workers’ 
Cooperative Union 45       

Japan Central Union of Agricultural 
Cooperatives JA-ZENCHU  13.5      

Japan National Mutual Insurance 
Federation of Agricultural 
Cooperatives 

    8.9   

Malaysia ANGKASA   35     
Malaysia National Land Finance 

Cooperative Society Ltd.     35.6  5.7 

Nepal National Cooperative 
Federation of Nepal 7      13 

Republic of 
Korea 

National Agricultural 
Cooperative Federation 7    17.3   

Republic of 
Korea 

National Credit Union 
Federation of Korea    49.3    

Republic of 
Korea 

National Federation of 
Fisheries Cooperatives 40.3    8.9  63.4 

Philippines National Confederation of 
Cooperatives     62   

Singapore Singapore National 
Cooperative Federation Ltd. 50.9    47.4   

Source:  ICA (2005). Statistics on Cooperatives 

Table 9. Women’s participation at decision-making level in cooperatives 

 
 National apex State apex Primary co-op 

Leader 11.49% 4.0% 14.16% 

Manager 23% 50% 7% 

Staff 37% 51.62% 46.53% 

Source:   ICAc, 2005 

 
The data clearly reflect an overall trend toward strong gender prejudice in the traditional cooperative 

system and the difficulties involved in introducing structural change to balance the gender inequity. They 
also suggest that gender inequity is more strongly prevalent in certain types of cooperatives than others. 
Table 10 highlights some of the key gender bias against women in traditional cooperatives. 

                                                                                                                                                                            
2   Ibid. 1 
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Table 10. Gender bias against women in the traditional cooperatives 

 
Manifestations of gender 

issues 
Effects on gender relations in 

cooperatives Effect on cooperatives 

Stereotyping of women’s role in 
cooperatives and lack of gender 
awareness. 

Women are assigned to positions 
that are an extension of their 
traditional roles (such as 
secretaries, treasurers), whilst 
men are groomed for managerial 
and leadership positions. 

The potential that women 
represent is not fully utilized and 
developed. Traditional gender 
roles are reinforced. 

Lack of sex disaggregated data 
and information. 

Lack of awareness and 
understanding of gender issues. 

Cooperative leaders and policy 
makers are gender insensitive. 

Lack of gender-responsive 
cooperative policies. 

Absence of support services such 
as day-care facilities, which 
could restrain women’s active 
participation. Family friendly 
policies, such as paternity leave, 
not given priority. 

Leaders not sensitive to the needs 
of women members and 
employees, which in turn leads to 
their disaffection.  

Unequal access of women and 
men to cooperative education 
and training. 

Women’s self-development and 
career opportunities are 
restricted, whilst men’s are 
increased. 

Imbalanced development. Few 
women in decision-making. 

Unequal opportunities and 
treatment in personal and career 
development. 

Limited number of women in 
management and leadership. 
Policy, planning and decision-
making dominated by men.  

Potential of women not utilized, 
faster turn-over of female 
employees. Decision-making 
gender insensitive. 

Unequal access of men and 
women to credit and other 
services. 

Limits women’s productive 
activities and economic 
independence. Increases men’s 
economic opportunities and 
reinforces the gender 
stereotypical role of men as the 
main breadwinners. 

Fewer women members in 
cooperatives, fewer services, less 
capital build-up and socio-
economic and political impact. 

Source:   Nippierd, 2002 

 

4.2. Constraints on women in agricultural cooperatives 

The current traditional gender division of labour positions women disadvantageously in agricultural 
life. This situation is exacerbated in higher income areas such as entrepreneurial marketing. Cash crops 
involving high returns sales have traditionally been dominated by men. Cooperatives in such areas are 
primarily aimed at higher-return from market-led competition. In traditional cooperatives, men dominate in 
holding privileged positions at decision-making levels. Men are leaders and managers, and women face 
gendered constraints to participate actively in cooperative activities. Women’s heavy work burden and time 
constraints caused by the gender dimensions of their societal role often leaves little time or energy for 
women to attend meetings or carry out other tasks. 

Women’s lack of access to resources is also an obstacle. It has prohibitive effects on either their 
participation in existing cooperatives or the setting up of new ones. In many developing countries, women 
lack access to land, credit or production inputs; their level of education is lower than men’s and their 
business experience and knowledge of cooperatives is very often limited. Legal constraints can also hinder 
women’s participation in cooperatives. A recent ILO study shows that cooperative laws are generally 
“gender neutral” and do not discriminate directly against women; yet women do face barriers to their 
participation in cooperatives as a result of related laws that discriminate against women in regard to property 
ownership and inheritance. Cooperative laws adopted by the members themselves sometimes indirectly 
contain discriminatory rules and regulations against women, stipulating ownership or control over land or 
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property as a condition for membership, or allowing only one member per farm/household. All of these 
limitations on women’s entrepreneurship in cooperatives stem strongly from the gendered constraints arising 
from these various factors (Nippierd, 2002; ILO, 2002). 

An exception to gender inequity in the cooperative system appears to be in community-based green 
consumers’ cooperatives. In contrast to traditional non-consumer-type cooperatives, membership and active 
participation in consumers’ cooperatives appear to be predominantly by women. For example, in the 
Republic of Korea, data indicates that women occupy approximately 60 per cent of the decision-making and 
leadership positions in consumer cooperatives. (See section 3.3.5 on agricultural consumers’ cooperatives.) 

This is in contrast to producers’ cooperatives of green products where the proportion of women’s 
participation was approximately 40 per cent in 2002 (Park, 2004). Further examination of the dynamics that 
enables women green consumers’ cooperatives to overcome gendered constraints will be useful to facilitate 
the promotion of gender equity in cooperative enterprises (see section 3.2 on case of Womenlink). The 
potential also exists for relatively gender-sensitized green consumer cooperatives to form stronger linkages 
with green producers’ cooperatives in order to generate greater synergy between them and to enhance gender 
sensitization in cooperatives. 

There is a need to keep the balance between principles and practices in developing women’s 
entrepreneurship in green cooperatives. Many cooperatives do have a key function for women’s 
empowerment, but it should be noted that many do not function as cooperatives should in this area. 
Challenges exist, for example, in ensuring that women’s businesses are viable or are given enough priority to 
enable sustainable cooperative development. Women undertaking business planning, going to the markets by 
themselves or planning accordingly as managers are still often lacking knowledge and skills in these areas 
and therefore training and capacity building is essential for women. 

4.3. Supportive environment for women’s entrepreneurship 
and green cooperatives 

For green cooperatives to be successful, several preconditions are important to create a supportive 
environment for cooperatives as well as eco-friendly agricultural development. Women entrepreneurs’ 
successful entry into green cooperative entrepreneurship is contingent to a great extent on the institutional 
support system, particularly in terms of initial financing, access to technology and marketing (Giovannucci, 
2005). For strategies to promote women’s entrepreneurship in agricultural cooperatives (box 11). 

 
Box 11.  Strategies to promote women’s entrepreneurship in agricultural cooperatives 
By pretending to be “gender-neutral”, official policy on cooperatives excludes invisible farmers. 

If policy makers want to include women they must be explicit in drafting policies that not only encourage 
women to join, but are “women-farmer-friendly”. This implies explicit reference to them in policy and 
plans, specific policy statements enlisting their participation at both management and membership levels, 
and favoring their attendance by holding meeting at times and places convenient to women. 

The task of translating cooperative elements which impose constraints on the productivity of 
women farmers away from patriarchal norms and into gender-responsive policy and planning is certainly a 
difficult one, but this should not be a reason for postponing action. A movement that represents the 
interests of only half its potential clients and beneficiaries is not a democratic movement. Nor is a 
movement that concentrates it female membership into its lowest levels of membership and participation. 
Women farmers and other rural women have lived outside the ambit of cooperatives for a very long time. 
They can continue to do so, but at a significant loss to agricultural production and to the rural economy in 
general. In other words, at a loss to all society – men, women and children. 

A gender-sensitive cooperative movement, on the other hand, will have policies that accept 
female partners as equals, providing for their active and equal participation at all levels. This will not be 
achieved overnight. It will have to begin with sensitizing the entire membership to gender issues. Then it 
will have to set up interim provisions, such as quotas at the various levels, and offer training courses and 
services to its members. The long-term goal, however, should be a political commitment to gender equality 
as part of the democratic process of cooperative development. 
Source:   Stephens, 1995 



 

 33

1) Policy and legislative environment for agricultural cooperatives 

National and local policy and legislation for agricultural cooperatives should accommodate the 
changing context of agricultural development and introduce cooperative-values based management practices 
(Taimni, 1998). Governments, local authorities and cooperators need to take advantage of the policy 
guidelines that have been established by the United Nations and the International Labour Organization (ILO) 
on cooperatives, especially the United Nations guidelines aimed at creating a supportive environment for the 
development of cooperatives contained in the annex of the Report of the Secretary-General on Cooperatives 
in Social Development (United Nations, 2005a) and the ILO recommendation No. 193 on the Promotion of 
Cooperatives. The following measures have been identified as fundamental to create a supportive policy and 
legislative environment for cooperatives: government policy supporting a bottom up approach by advocating 
the establishment of autonomous self-help associations to establish the role and relationship of cooperatives 
in society and in the marketplace, legislative reforms to recognize cooperatives as legal and distinct forms of 
enterprises; policy discouraging the restriction of capital accumulation, greater cooperative education, and 
initiatives to reduce entrepreneur’s barriers  to market entry (United Nations, 2002). 

2) Gender mainstreaming in cooperatives 

Even though democratic self-help constitutes a basic principle in cooperative endeavors, women’s 
participation and roles in cooperatives are limited. It is necessary therefore, to ensure that cooperative leaders 
and management are sensitized to gender issues. Gender concerns should be mainstreamed in all cooperative 
policies, legislation, mission statements, visions, by-laws and strategies. There is a need for gender analysis 
in cooperative planning. Policy and legislative measures are necessary to encourage women to form their 
own cooperatives (Nippierd, 2002). 

3) Government support for eco-friendly agriculture 

During the incubation period of start up entrepreneurship in the green market, farmers might 
experience significant losses of yields during the conversion period from conventional to organic farming 
which normally takes three years. A number of countries have instituted support policies and programmes for 
cooperatives in this phase. In most of the European Union, for example, governments have encouraged 
conversion by providing regulations and support in such areas as funding, education, research, and marketing. 
The European Union also advocates conversion and expansion of organic agriculture among its member 
countries under Regulation 2078/92. 

In developing countries, government advocacy is imperative to facilitate and ensure the success of 
green cooperatives, particularly in the area of public awareness-raising on green products. Also important is 
to provide training and extension services along with financial support, and to ensure availability of natural 
resources such as organic seeds and fertilizer even in the remote areas. In consideration of underdeveloped 
infrastructure in developing countries, government roles should expand to establish an institutional support 
system for post-harvest handling and logistics such as storage and transportation to enable fresh produce to 
arrive in the destined markets, and access to processing technologies. These activities can be supported by 
external actors such as donor agencies, United Nations bodies and NGOs. 

4) Green standards and regulations 

Another important precondition for facilitating cooperative entrepreneurship in the green market 
relates to national or regional standards, regulations and a reliable accreditation and control system to 
enforce those rules. Regulating green/organic standards at the national level is necessary to make the public 
aware of green products, which is imperative for domestic market growth. To enter lucrative markets, 
organic certification is compulsory. 

Although there are no universal standards for production and handling of organic fruit and 
vegetables, the International Federation of Organic Agricultural Movements (IFOAM) has issued guidelines 
that have been widely adopted. They provide a framework for national and regional standard-setting 
commonly considered as “minimum standards”. The Committee on Food Labelling of the FAO/WHO Codex 
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Alimentarius Commission adopted the “Guidelines for the Production, Processing, Labelling and Marketing 
of Organically Produced Foods” in 1999. It defines “organic” as a labelling term that denotes products that 
have been produced in accordance with organic production standards and certified by a duly constituted 
certification body or authority. These guidelines provide a basis for governments wishing to develop their 
own national regulations. 

Many developed countries have also defined their own organic standards. For example, European 
Union countries have endorsed a common organic standard under Regulation EEC2092/91. The United 
States Department of Agriculture (USDA) established production standards under the National Organic 
Program in 2002, and Japan also defined organic standards and regulations in 2001. 

Many developing countries do not have a certification system or standards that meet the international 
standards or those of importing countries. In these cases, certification can be carried out by an organization 
outside the country, but it incurs a high cost that small-scale entrepreneurs cannot afford. It is recommended 
that, to lower certification cost, developing countries should establish internationally acceptable national or 
regional organic standards and regulations and a reliable independent accreditation and control system to 
enforce those rules (FAO/ITC/CTA, 2001; ESCAP, 2002). 

5) Development of green marketing 

The development of marketing channels of green products is a crucial issue, particularly in 
developing countries. Successful marketing of green produce requires multi-dimensional strategies by 
national government, at the regional and international level and by competitive producers as well. In 
developing market conditions, however, government initiatives are particularly important. Governments 
should provide national organic standards, up-to-date information and guidance on the targeted markets, 
establishment of alternative market systems, tax policies and credit schemes, and consumer education. In 
developing countries, governments can play an important supportive role in export promotion and facilitation 
(ESCAP, 2002). Since expanding green markets are correlated with sensitizing public awareness of 
sustainable development, consumer education should be a priority for government to promote domestic 
market growth. NGOs play an active role in this regard, sometimes themselves founding green consumers’ 
cooperatives. 

4.4. Resources needed for women’s entrepreneurship in green cooperatives 

Agricultural enterprise value chains consist for the most part, primarily of (1) input ; (2) primary 
production and post-harvesting logistics such as processing, packaging, transport and marketing; and (3) and 
the final consumer. During this entire process, women’s entrepreneurship in green cooperatives need 
resources such as: economic assets and/or credit, technology, government and institutional support, land 
tenure in case of agricultural producers, capacity in the field of production, marketing, financing, and 
business management and a support network with external actors. 

1) Cooperative capital and access to credit 

Mobilizing cooperative capital or obtaining appropriate credit to acquire necessary inputs is a basic 
prerequisite for the start up as well as continuing cooperative enterprises. Women should have equal access 
to credit in the formal sector and to alternative credit. 

2) Human resource development for capacity building in green entrepreneurship 

Capacity building for women in the fields of eco-friendly agriculture, cooperative enterprises and 
knowledge on business management is necessary. 

3) Support in information and communication technologies (ICTs) and e-business 

ICTs can be an essential tool for green enterprises to outreach markets regardless of geographical 
distances. ICTs include any communication device or application, encompassing radio, television, cellular 
phones, computer and network hardware and software, and satellite systems as well as various services and 
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applications associated with them. The Internet, in particular, is a communication technology that has great 
potential to create and reach national and international markets. It is being used for direct online sales, 
information distribution, marketing and public relations. E-commerce refers to trade over the Internet. 
However, most developing countries encounter barriers to access and affordability of ICTs due to lack of 
infrastructure, high cost of hardware and software, concerning connectivity, and illiteracy, including 
computer illiteracy. Even if the requirements for access to and affordability of internet are met, another 
challenge arises in creating and maintaining effective websites with good content, clear presentation and easy 
accessibility. 

In conditions of low ICT development levels in developing countries and the gender digital gap, 
various support measures and strategies should be taken by governments, NGOs, donor agencies, and other 
external actors aimed at enhancing women’s ICT skills and their access to entrepreneurial opportunities in e-
business. 

4) Service providers 

Table 11 provides information on potential service providers for entrepreneurs making entry into the 
green market business. Entrepreneurs’ access to these services contributes to increased productivity and 
competitiveness, lower transaction costs, generating innovations, meeting standards, and developing markets 
in green cooperative business. As a result, measures are needed to support women entrepreneurs’ access to 
these services. 

Table 11. Service providers and their tasks 

Service provider Type of services rendered 
Input dealers Information on use of inputs, sale of inputs, maintenance 

of equipment 
Applied research stations Generation of innovations/technologies, training and 

advice 
Extension organizations/ 
consultants 

Provision of technical advice, training and qualification 
with a broad outreach, regulation and inspection 

Market information agencies Collection and publishing of prices, costs, market 
opportunities, linkages, standards, regulations 

Business development agencies Provision of information, advice and training on 
management, finance, linkages, business plans 

Certification companies Conducting of certification, inspection, quality 
management, training of inspectors 

Technical services agencies Provision of analytical results, surveying/mapping, 
veterinary services 

Regulatory bodies Determination and publication of government standards 
and regulations, inspection 

Local authority/district Infrastructure, market, education, information 
Programmes/projects donors Initiative, facilitation, capacity development, finance, 

substitute services 
Source:   Braun, 2005 
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5. GUIDELINES ON WOMEN’S ENTREPRENEURSHIP 
IN GREEN COOPERATIVES 

This chapter provides basic guidelines on how to initiate a cooperative, how to market green 
products, and how to begin building an entrepreneurial support network which is crucial to helping 
smallholders to successfully manage green businesses utilizing the cooperative model of enterprise. 

The United Nations and various international agencies have developed comprehensive conceptual 
frameworks or guidance manuals to help farmers and other cooperative entrepreneurs in the agricultural 
sector to design, set up, and manage small agro-enterprises or small cooperative organizations. The 
guidelines in this chapter are a condensed summary of some of the key tasks involved in building a green 
cooperative business and are intended to provide an aspiring entrepreneur or policy maker with interest in 
entering or understanding the cooperative green market with a basic beginner orientation of the steps 
involved for start up in the industry. It should be noted that this is a preliminary orientation only. For further 
and more in-depth guideline information, the reader is referred to a number of synthesized instruments and 
toolkits already produced and implemented by several agencies which can be found in Annex II of this report 
called Resources and Toolkits. 

5.1. How to build a rural cooperative 

By organizing, small farmers, especially marginalized groups such as women farmers, can pool their 
resources to gain access to benefits and economies of scale normally attainable only by larger enterprises. 
This includes being able to acquire new knowledge and skills for cultivating high-value products and gain 
access to business support services. They are also enabled to create an effective formal and informal support 
network and to increase links with niche or specialty markets. 

To establish a green cooperative, it is important that potential members be aware of and acknowledge 
the benefits of green products and agricultural diversification in terms of raising income and agricultural 
sustainability. A culture of mutual self-help is at the core of cooperative entrepreneurship. This culture needs 
to be cultivated among women farmers so that they can improve their economic and social situation through 
cooperation and collective action in producing, harvesting and processing of value-added products as well as 
marketing of green products. 

In terms of the work involved in organizing a cooperative, the following highlights several of the key 
steps on the basis of the cooperative model (Adapted from FAO, 2001). 

Step 1: Hold an initial discussion meeting among those interested in forming a cooperative and discuss 
the following: 

– Interests of members: purpose of creating the cooperative, cooperative’s scope, common 
interest, activities of the cooperative, benefits and advantages of becoming a member. 

– Regulations: permission necessary to build and run a cooperative business, required cost, 
government assistance or favourable credit conditions, internal regulations to be agreed 
by the founding members. 

– Financing: cooperative share of members, number of members, amount of working 
capital, quantity and quality of produce on a sustained basis by the contribution of 
member households. 

– Facilities: facilities needed such as offices; storage either rented or constructed with own 
means; equipment needed such as transportation, office equipment, storage facilities, 
packaging and handling equipment; staff needed such as clerks, accountants, and 
labourers. 

– Marketing: identification of customers, marketing strategy, possible outlets for sale of 
members produce, major competitors in the region. 
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Step 2: Prepare the cooperative statutes/by-laws: 

The result of the discussions need to be written into cooperative statutes that are the internal 
legislation of the cooperative. Model statutes can be referred to as guidelines, but the statutes of the 
cooperative should be made by full participation of founding members themselves. An external resource 
person who is familiar with the process and legal requirements can support drafting of the statutes. The 
statutes are the most important basis for the legal relations among members and of the cooperative and 
consequently should be as detailed as possible. Contents of the cooperative statutes usually include such 
main headings as those below. 

– Firm (name) and location of business: When naming, the chief function of the 
cooperative such as marketing, production, multi-purpose, etc should be identifiable 
along with its location, e.g., ‘Hongsung Pulmu agricultural production cooperative’. 

– The objectives: In defining the objectives, it is important to consider the root problems 
and the intended activities because the cooperative carries out activities based on its 
objectives. They should include a general statement as to the purpose of the cooperative 
and then detail the goals, through which the cooperative can fulfill its purpose. 

– Membership: Members should be aware of their dual role, as both owners and customers 
of the cooperative. To qualify for registration, cooperatives need to have a certain number 
of members that varies from country to country. Concerning membership, the statutes 
include: membership acquisition, termination, transfer of a member’s share capital, death 
of a member, exclusion of a member, arrangements between members and the cooperative, 
and member’s rights and obligations. In some cases, non-members will be allowed to 
make use of some of the services the cooperative provides. 

– Cooperative organization: A general meeting of the members is the prime organ of the 
cooperative that makes all basic decisions regarding the structure and operation of the 
cooperative. The management board is responsible for running the cooperative. 

Step 3: Hold a conference to establish the cooperative: 

As the final step, a conference needs to be arranged to agree to or amend the statues and legally 
establish the cooperative. After the conference, the leaders of the cooperative should apply for the 
registration certificate with the appropriate authority. 

5.2. Marketing of rural products 

Cooperatives’ role in marketing has been increasingly gaining importance as the marketing system of 
agricultural products becomes more dynamic and competitive due to market liberalization, the development 
of new technologies, developing business management skills and diversified consumer demand. 

While traditional cooperatives focus more on a production-oriented approach aiming at maximizing 
output at lower cost, the market-oriented or production-marketing chain approach emphasizes the adoption 
of production to market needs and the inter-connected activities of cooperatives from production planning to 
marketing (Dixie, 2005; Kyriakopoulos, 1998). Some of the key tasks involved in building a rural 
cooperative are described below. 

1) Feasibility study, including market research: 

Green cooperatives help to explore appropriate products that meet consumer need.  At the same time, 
they will thrive in certain agro-ecological zones considering the availability of natural resources such as land, 
soil quality, vegetation, available resources, labour requirement and long-term productivity. Market surveys 
should elaborate which local products are likely to be most successful in terms of cost, quality or seasonality, 
compared with products from other areas. They also reveal which varieties are favoured and the best time to 
supply them. This is not an easy task for farmers who are usually accustomed to cultivating the same crops 
and have little marketing experience. This can be supported by external actors such as extension workers and 
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government and/or international agencies. National and international databases on agricultural products can 
also be made use of. For example, Homologue, a computer tool designed by the Centro Internacional de 
Agricultura Tropical (CIAT) can help find out appropriate high-value crops in certain areas (FAO, 2005; 
CIAT, 2005). 

2) Member training on green farming methods: 

Cooperatives provide members with education and training on organic farming methods and inputs 
that include: knowledge and skill on crops, crop rotation, planting dates, available natural resources such as 
organic seeds and fertilizer; and risks of pest and plagues. The members should be also aware of the 
government policy and legislative environment in terms of green/organic agriculture and farmers’ 
cooperative as well as knowledge on organic standards and national regulations. 

3) Post-harvest activities: 

Good and efficient post-harvest handling and logistics are important to the marketing of green 
products. Cooperatives may undertake the following activities in this regard: collecting the goods at the farm 
gate, or being ready to receive the products delivered by the farmers themselves; controlling products with 
regard to quantity and quality; and preparing the produce for delivery to the customers (FAO, 2001). Women 
can benefits from post-harvest activities that create jobs such as sorting, grading, washing and packing. 

4) Market development and linkage services: 

Cooperatives help identify market contacts and their product purchasing conditions (quantity, quality, 
frequency, price and presentation), and arrange contracts with the customers. Cooperatives also organize 
group marketing to consolidate production, to sell to wholesalers or traders or to sell directly to consumers 
by organizing farmers’ markets. One of the marketing problems smallholders frequently experience is the 
small volume of produce to sell. Cooperatives will solve the problems by jointly planning production and 
marketing so as to have sufficient volume of produce available at one time to provide marketing strength 
(Dixie, 2005:68). 

Cooperatives offer great benefits is in the marketing of rural products. Effective marketing is also 
key to the success of a producers’ cooperative. Properly operated and managed, the marketing function of a 
well-run cooperative can enable small farmers to more effectively target both the domestic and export 
markets. Although consumer awareness of green products is overall still low with the exception of a few 
countries in the Asian region, interest in eco-friendly products among the middle class has been on the rise, 
creating the potential for domestic market development of green products. 

In some countries, organic agriculture is linked to eco-tourism that provides an extra income for 
farmers. For example, in Poland, the European Centre for Ecological Agriculture and Tourism-Poland 
encourages the conversion to organic agriculture using agro-tourism as a tool (FAO, 2005). 

The domestic market can have diverse forms including both direct and indirect marketing such as 
farmers’ markets, supermarket chains, organic shops, and sales through the Internet. In any case, better 
communication among producers, traders and consumers about information on high-quality organic products 
is imperative. Table 12 illustrates both advantages and disadvantages of diversified marketing strategies 
elaborated by the FAO. 

Effective marketing of green/organic food in the community requires detailed planning that includes 
an assessment of the current product market, the establishment of market goals and targets, and a strategy for 
achieving these. In the implementation stage, creative marketing and skills are imperative. Evaluation is the 
last step necessary for the correction of the implementation progress for the future. The case study presented 
in box 12 illustrates a marketing strategy based on the creation of a farmer’s market. 
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Table 12. Some alternative marketing strategies 

 Advantages Disadvantages 
Sell to neighbours Often the first step into commercial 

farming is to sell to neighbours. 
The market is easily over-supplied. 

Sell to local market This is the next stage in 
commercialization. It involves taking 
produce to a local market, normally a 
small town where there are wage 
earners needing to buy agricultural 
produce. 

The market is easily over-supplied. 

Sell to visiting traders Traders buying at the farm make it 
unnecessary to leave the farm. There are 
no transport issues. Good buyers 
provide insight into what products the 
market wants, enabling farmers to 
concentrate on production. 

Difficult to negotiate prices from a 
strong position. Reliance on the buyer 
for market information. 

Sell via wholesale markets The market can absorb large quantities 
of produce. Market prices are relatively 
transparent. If there is sufficient volume 
and farmers are organized then products 
can be collected from many different 
farms. 

Higher level of commercial and 
marketing skills is required. Market 
agents may need to be chosen, prices 
checked, transport organized, and 
produce graded, packed and presented 
well. 

Sell to processors The processor needs to obtain raw 
materials and so the market is more 
reliable. Some processors can provide 
inputs and technical support to ensure 
the yield and quality required. Contract 
production is a possibility. Generally, 
the demand for processed food products 
is expanding. 

Prices can be lower. Farmers may be 
tempted to ignore the contract and sell 
into higher-priced local markets. 
Processors may not provide the 
required technical or input support. 
When the demand for its processed 
products goes down, the processor 
may stop buying from farmers. 

Peri-urban production Producers on the outskirts (or very near) 
to town can access the large urban 
market, especially for perishable 
produce. Produce is either taken to 
market or, if there is strong demand, 
traders will collect from the farm, 
sometimes even harvesting the crop. 

Theft and security can be serious 
problems. 

Source:    Dixie, 2005:69 

 
Much of the marketing literature highlights the four Ps as marketing strategies that can be applied to 

the marketing of green products as follows (adapted from Gminder, 2003:28). 

– Production strategies: Identifying buyers, understanding their needs, designing and 
modifying the product or service so as to offer customers what they want. 

– Price strategies: Pricing the product considering the customer’s purchasing power and 
comparing prices with competitors. It should be profitable or at least cost-covering for the 
supplier and affordable for the client. 

– Placement strategies: It is important to ensure that the right products are available at the 
right place with a right quantity at the right time aiming at attracting the customer to buy. 
At the same time, it is important to consider maximizing consumer services such as free 
delivery service or delivery at minimal charge for busy or distant located customers; 
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Box 12.   Community based sustainable organic grower’s 

cooperative and marketing system 

Planning stage: Patty Dease, an organic farmer living in Minnesota in the United States, started 
a farmers’ market at her farm with other local organic farmers to sell organic products as well as primarily 
processed goods such as goat milk soap, beeswax candles etc. Seven families participated in this project 
and they began by dividing their roles as to who would grow what produce, who would set up the market, 
who would work the market and other details. Later, three families dropped out of the project due to other 
job responsibilities. 

Objectives:   By organizing, the farmers can share ideas and resources, and concentrate on 
growing produce that best suits their soil and available labour, and marketing as a group saves time and 
money. The goal of this project is to establish a reliable and sustainable marketing system for locally and 
organically grown products to achieve an economically viable income for locally produced organic farm 
products together with supplying the local community with healthy organic foods. 

Marketing strategies:   Patty placed ads in local newspapers and distributed flyers about the 
market to the farm visitors as promotion activities. Flyers were also posted in nearby small towns’ 
businesses and extension office aiming to advertise the market to its office staff. The market was held 
every Friday with any surplus sold on Saturday. The variety and quantity of products to sell at the market 
was important. Products at the farmers’ market include organic vegetables and fruit, herbs and dried 
flowers, poultry and eggs, cheese, soy products, honey and beeswax, beeswax creams and farm related 
products. 

Evaluation and future strategy:   Unfortunately, the variety and quantity of products to sell at 
the market was disappointing because the summer was particularly dry and produce did not grow as well 
as in past years. Furthermore, the market did not receive the community response they had hoped for. Patty 
decided to focus more of her marketing time and money on a broader area with more marketing efforts on 
summer months for the next year. Patty plans on holding the market on Saturdays rather than Fridays next 
year, as the weekend may be more convenient for the customers. Patty noticed a difference in what people 
wanted to purchase each week. One week, greens sold out early, the next week greens were not a valued 
item. Regular customers expressed appreciation for the market. Most of the growers felt that, despite the 
challenges, the season went well for the first year. Most plan on continuing their involvement with the 
market.  

Source:   Minnesota Department of Agriculture (2001). Adapted from the Greenbook, 2001. 

 
– Promotion: Promotion and public relations strategies are important to increase the 

acceptance and awareness of the product and the market. Promotion includes such 
activities as advertising through local newspapers, display, flyers and posters. 
Participation in community projects, seminars, conventions, public events, and 
community outreach would be good public relations strategies. 

Access to the export market requires market information on targeted countries including organic 
standards, and knowledge of complex export procedures. As the cost of certification and labelling of produce 
to enter foreign markets is expensive, small farmers cannot afford certification costs. In some cases, organic 
producers gain access to the foreign markets through contract farming between farmers and firms or traders, 
commodity chains of large supermarkets, and fair trade channels. Agricultural institutions at both 
governmental and international levels can play important roles in supporting and enhancing market relations 
by facilitating farmers’ organizations to jointly engage in contract farming arrangements with foreign traders. 
Many bilateral aid agencies, international non-governmental organizations (INGOs)s, and the FAO assist 
farmers’ organizations and exporters with technical assistance, coordination and standardization services, and 
information services on the market requirements (Giovannucci, 2005; ESCAP, 2002; FAO, 2005). 

5.3. How to build a network for entrepreneurship 

Networks play important roles in starting, running, developing and sustaining enterprises. Individual 
entrepreneurs can gain from networks such benefits as enhanced access to information and knowledge, 
markets, suppliers, financing and business related services. They help entrepreneurs expand business 
contacts, share experiences and have a feeling of belonging. Networks are also used to represent group 
interests and implement lobbying activities (Ruminska-Zimny, 2002; IFC, 2004). 
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Women entrepreneurs usually lack access to capital, knowledge and business know-how, and 
experience difficulties in dealing with government bureaucracy and complicated administrative procedures. 
They also remain invisible in that they do not have a channel through which to reflect their special needs to 
policy makers. By creating and strengthening ties and networks with others in the business community, 
women can be empowered to overcome a lot of barriers to business, to resolve difficulties and secure the 
support required for the development, sustainability, and/or expansion of business (Sinha, 2005). Basic 
information sharing on experiences and the exchange of best practices among successful women 
entrepreneurs has been reported by many successful business women as a crucial ingredient for their 
enterprises’ success. The creation of a network mechanism by which to facilitate this is crucial for women 
entrepreneurs seeking to build green cooperatives. 

Despite the necessity of networks, women tend to not be well represented in the mainstream network 
due to the low numbers of women entrepreneurs, relatively small size of their business compared to men-
owned business, and predominantly male-dominated business culture, climate and values. In this situation, 
women entrepreneurs’ networks or associations at both formal and informal levels should be expanded to 
serve as alternative networks. In light of the low level of awareness on green production as well as 
insufficient infrastructure for production and marketing, it is especially important that women’s green 
enterprises in developing countries should focus on building networks not only amongst themselves but also 
a diversified network among many types of participants and players in the green coop business. This may 
include farmers’ organizations, women’s groups, government and international donor agencies. These 
networks provide mechanisms which serve multiple purposes, including the following: to increase consumer 
demand on green products, to attract attention and support of policy makers and donor agencies, and to 
expand marketing opportunities of green products at both national and international levels. 

In many countries, there already exist various women-only networks that cover both general 
business organizations and sector-specific networks including the agriculture sector. For example, the Korean 
Women Entrepreneurs Association represents one of the major women’s business networks in the Republic 
of Korea with its twelve local branches. It consists of 270 women-owned enterprises including ten agro-
business enterprises and most members belong to small and medium enterprises. Founded in 1977, it has 
implemented various activities aiming at promoting women’s entrepreneurial activities and protecting the 
rights and interests of women entrepreneurs including: i) business start-up service by offering space and 
training on financing, business management, marketing and ICT; ii) lobbying government and the public 
sector to make regulations and policies favourable for women-owned businesses including government 
procurement and taxation; iii) up-to-date information service on business trends, tax systems, and activities 
of members and their businesses through a website and newsletter. 

Other examples include: 

– The Korean Women Farmers’ Association, with its 8,000 members and 23 local branches, 
works for women farmers’ rights and the expansion of their role in agriculture and local 
communities. 

– In India, the Association of Lady Entrepreneurs of Andhra Pradesh secured land and a 
grant by lobbying the government. They built infrastructure facilities on the land and 
opened a women’s business cluster based on the food processing industry in 2004. 

– The Women Entrepreneurs Association of Nepal (WEAN) has successfully produced and 
marketed its own brand of pickles that are also being sold online for Nepalese working 
overseas. WEAN can increase its productivity and scale up marketing through skills 
training and quality control, and organizes flexible and diverse production units among 
network members (IFC, 2004). 

With the rapid development of information and communication technologies, women entrepreneurs 
can easily expand their networks to other women entrepreneurs, women’s business associations, experts and 
the academic community, and representatives of governments and international support agencies via websites 
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and internet at any time and everywhere at minimal cost (Sinha, 2005). In cases where there is no individual 
access to ICTs, community business centres and/or community e-centres can provide networking 
opportunities. 

Business linkages refer to the commercial interaction between different profit-oriented enterprises 
seeking the most efficient way of producing and marketing commercial goods. In the context of business 
linkages, women’s networks can be formed both horizontally and vertically. Horizontal networks are groups 
of individuals sharing similar problems and having similar enterprise profiles. Women’s self-help groups and 
coalitions among women’s green entrepreneurs belong to this category. Vertical networks focus on linking 
micro to small enterprises, or suppliers within the production chain to producers. They take a step forward 
and link women-owned enterprises to interesting commercial partners, thus offering increased market 
opportunities (Gminder, 2003:37). Networks between producers’ cooperatives and agro-processing 
enterprises belong to this category. There are other types of business linkages. In particular, sub-contracts 
between larger companies and local SMEs can be useful for the promotion of women entrepreneurs since 
many women entrepreneurs lack market information and have problems gaining access to markets. Contract 
farming between farmers and firms or traders, and commodity chains of large supermarkets can be included 
in this category (Gminder, 2003:38-39). 
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PART II 

E-business in Women’s Green Cooperatives 
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6. ICT FOR RURAL WOMEN’S EMPOWERMENT 

6.1. ICT applications for rural women’s empowerment 

With the emergence of the knowledge society, knowledge and information have become key 
ingradients of social, economic, and political development. Modern information and communication 
technologies provide a means to harness the knowledge society, transforming societies and economies alike. 
Since the late 1990s, there have been countless worldwide efforts to use ICT as a tool for development. The 
United Nations World Summit on the Information Society (WSIS) held in 2003 and 2005 stands at the apex 
of these efforts. Both phases of WSIS aimed to develop a common vision and understanding of the global 
information society, including issues such as Internet governance, application of ICT as a tool for economic 
and social development, and universal access to ICT. 

The potential benefits of ICT are noted globally in all fields. It creates new types of economic 
activity and employment opportunities by changing the nature of work, the range of occupations and skills 
requirements. ICT contributes to business efficiency, productivity, and profitability by reducing transaction 
costs and creating new opportunities to directly market products and services. It offers new methods of 
education and training such as distance learning, lifelong education, alternatives to formal education, and 
community-based learning. 

Women’s empowerment in the knowledge society denotes that women possess the capacity, skill and 
resources to access, manage and produce information for their needs by means of ICT. These technologies 
inherently make possible flexibility in time and place, offering great possibilities for women in view of their 
multiple roles. However, the digital divide within and among countries by gender, age and wealth has given 
rise to serious debate that ICT may broaden the existing inequalities between the “haves” and “have-nots” of 
ICT. Rural women, especially in developing countries, are at the lowest strata in terms of ICT utilization 
owing to a general lack of resources and capabilities. Upon this backdrop, special attention has been given to 
rural women and girls in the international context to ensure their access to and use of ICT for their economic 
and political empowerment. Efforts have been made to identify and properly address the gender dimension of 
ICT and narrow the gender digital divide (box 13). 

 
Box 13.   Inter-city marketing network for women micro-entrepreneurs – India 

The inter-city marketing network for women micro-entrepreneurs, implemented by the Foundation 
for Occupational Development (FOOD) in rural Tamilnadu, India, is a project of infoDev, a multi-donor 
initiative administered by the World Bank Group that promotes the use of ICT for women’s economic 
empowerment. Under the project, community-based organizations in 100 villages are linked to a network 
by cellular phones. Members of the organizations are women who use the phone to market their products, 
determine demand and target the production to meet demand within the cell phone network. 

Source:   http://www.un.org/womenwatch/daw/egm/ict2002/reports/EGMFinalReport.pdf 

 
United Nations entities, international donor agencies and NGOs have explored and demonstrated the 

potential of ICT for women in general and specifically for rural women’s advancement. In terms of women’s 
economic empowerment in rural areas, ICT provides knowledge and networking tools to bring forth 
diversification of economic opportunities, including employment opportunities and entrepreneurship 
development. Rural women as stakeholders in rural and agricultural development need knowledge and 
information relating to farming technology and management of natural resources. ICT can provide access to 
a wealth of information resources, facilitate counseling, and provide access to services that would empower 
and enhance the livelihood of women. Rural women working in agriculture in particular can benefit from 
production information when adopting new crops and developing skills for improving agricultural produce 
both in quantitative and qualitative terms. Pricing information can be important as it facilitates women to sell 
their products at a fair price. Marketing information enables women to open new markets and increase sales. 
At the same time, ICT provides online space and linkages to create small-scale enterprises, where women’s 
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entrepreneurship is more frequently found. E-commerce can link women producers and consumers directly 
to reduce retail margin and helps women producers and entrepreneurs to reach diversified and expanded 
marketing opportunities. 

In the village of Villianur, India, people are connected through an online database, which helps them 
access required information in the local language. In Bangladesh, micro-credit loans enable women to make 
an income providing a village phone service. Within the village, local farmers are able to access accurate 
market prices for their products. 

ICT contributes to enhancement of women’s capabilities by providing educational opportunities and 
information sharing. Distance education through the Internet, television and radio provides women with 
opportunities to continue their education regardless of geographic area at their own pace. Lifelong learning 
ensures that women recover their self-confidence as well as expand their roles in the wider society. Rural 
women located in remote areas can gain from online education to overcome gender disparities in access to 
education. 

ICT provides a tool for e-governance, networking and advocacy, contributing to women’s social 
empowerment and the achievement of gender equality. E-governance delivers online public services and 
offers citizens opportunities to participate in formulating and implementing policy, where women have been 
traditionally marginalized. Transformation of the governance process by means of ICT opens up new 
dimensions for women’s participation in civil society. Women, even if they live in remote rural areas, can 
access information regarding policies, laws and regulations; utilize administrative and civil services and 
assistance provided by the government; interact with the government online; and participate in political 
processes. In terms of networking and advocacy, ICT plays an important role in building alliances and 
support communities on gender issues that provide the chance to articulate public opinion and advocate 
gender-equal policies) (box 14, box 15 and box 16). 

 
Box 14.   Korea Women’s Hot Line 

Korea Women’s Hot Line (KWHL) is a nationwide women’s NGO aiming at providing help-line 
services. Established in 1982, KWHL provides counseling, legal services and medical support for 
survivors of gender violence, education and training, and is actively involved in legislation and legal 
reforms in the Republic of Korea. Currently, KWHL has 25 branches and one sub-branch. It has 14 sexual 
violence counseling centres, 12 domestic violence counseling centres, 9 shelters and 2 women’s resources 
development centres. All the branches are closely connected by Internet. Its website is used for many 
purposes such as an open forum, information dissemination device, advocacy tool, and networking. 

Source:   http://www.hotline.or.kr 

 

Box 15.   Grameen Cyber Society in Bangladesh 

The Grameen Cyber Society (GSC) telecenter aims at rural women’s knowledge and skill 
development using ICT. GSC is an NGO that focuses on education and rural community development 
using ICT for rural women. GCS plans to serve rural communities by helping them to identify and use 
their potential to significantly improve their socio-economic status. GCS is providing basic computer 
training, primary education and vocational training for rural women and disseminating information.  

GCS has initiated innovative entrepreneurial development. Based on the results of a need 
assessment survey of the community, GSC provides comprehensive vocational training on sewing for the 
unemployment women and provides an e-business opportunity named “Buy Handicrafts” though their 
website. Some of trainees engaged in launching a Community Shop within the telecenter. The online shop 
is the initial stage of e-commerce trial for rural women, with the only available online ordering card, 
shipping available within Bangladesh, and no payment system. However, it is an innovative initiation for 
rural women in terms of marketing, both online and offline (community shop). 

Source:   http://www.grameentelecenter.org 
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Box 16.   WICEN (Women in Co-operatives Electronic Network) 

WICEN is an electronic discussion group open to women and men who share an interest in 
issues surrounding women in co-operatives and credit unions. This discussion group provides a forum for 
an exchange of ideas, experiences and information; a place to pose questions or propose solutions; a place 
to share best practices and case studies; and a place to network or make new contacts. This discussion 
group has been launched by the Canadian Co-operative Association (CCA) in response to a growing 
interest amongst women in the co-operative sector for a venue to share ideas, experiences and concerns, 
including concerns about women’s representation on boards of directors and ways in which women can be 
more involved in decision making within co-operatives and credit unions. 

Source:   http://www.wisc.edu/uwcc/info/wicen.html 

 

6.2. Gender dimensions and constraints facing 
rural women in the adoption of ICT 

Despite the enabling potential the ICTs have to enhance and transform rural women’s lives, there is 
also potential to create new forms of inequity and reinforce existing gender-based inequalities. While ICTs 
have the ability to reduce gender inequities found in many areas of development, failure to incorporate a 
gender perspective in the ICT development process can have the opposite effect (Morgan and others, 2004). 

The Fourth World Conference on Women held in 1995 drew attention to the emerging global 
communications network and its impact on women. Recognizing the negative effects of gender digital divide, 
the twenty-third Special Session of the UN General Assembly in 2000 noted that poverty, lack of access and 
opportunities, illiteracy, including computer illiteracy, and language barriers prevented women from using 
ICT. 

In the wake of the WSIS, the 47th Session of the United Nations Commission on the Status of 
Women in 2003 reviewed the relationship between ICT and gender equality for the first time. Gender experts 
claimed that ICT was not gender-neutral. Like any other technology, ICT is socially constructed and thus has 
different impacts on men and women (Hafkin, 2002). Thus, gendered aspects of ICT have resulted in the 
gender digital divide and a “gender-blind” ICT policy process which undermines women’s access to 
opportunities in the emerging knowledge and information society and also diminishes the potential of ICT to 
be an effective tool for the promotion of development. In order to restore ICT as a tool for development, it 
was argued that positive policies should be implemented in four subject areas, namely: (1) national ICT 
policies – to ensure that governments integrate gender perspectives into their national ICT policies and fully 
address the concerns and priorities of gender equality policies; (2) ICT as an instrument for participation – to 
enhance women’s role in participation and decision making at all levels and in all areas, and for improving 
gender-responsive participatory governance; (3) ICT as an instrument for enhancing women’s capabilities – 
to develop the contents of information and knowledge available through the Internet from a gender 
perspective; and (4) ICT as an instrument for women’s economic empowerment – to enhance women’s skills 
and strengthen women’s access to new business and entrepreneurship opportunities (box 17). 

Gender dimensions of ICT are especially important when considering the numerous implications of 
ICT adoption. Overall constraints that hinder ICT development in rural communities, such as in access, use 
and opportunities, are even more intensified when recognizing that it is rural women who generally are at a 
greater disadvantage in terms of social and economic opportunities. While there are many success stories 
demonstrating how women in developing countries have used the Internet as a tool to expand their business 
opportunities while at the same time managing their family responsibilities, women working in micro-
enterprises and the informal sector (who are generally located in rural areas) are far from being in a position 
to access and make use of the new technologies (Harris, 2004). As a result, women have benefited less from, 
and been disadvantaged more by, technological advances. 
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Box 17.   People First Network 

The People First Network (www.peoplefirst.net.sb) has been instrumental in bringing 
connectivity to the Solomon Islands, where 85 per cent of the population lives without access to 
telecommunications. The aim of the project is to facilitate point-to-point communication in the remote 
provinces of the Islands, using ICTs to further rural development and the flow of peace-related 
information among all social groups. Distance students enrolled with the University of the South Pacific 
send their assignments from their island communities through peoplefirst.net to the main USP Centre in 
the capital city, Honiara, where it is logged and forwarded by the USP e-mail system to the main USP 
campus in Suva. Assignments are returned by the same route to the students in the Islands. Women 
make up 60 per cent of students from the Islands using peoplefirst.net. The Solomon Islands 
Government, in collaboration with the United Nations Development Programme (UNDP), is now 
engaged in a 2-year project to expand the network to more than 25 rural stations. Rural residents have 
reacted with great enthusiasm to the community e-mail facilities: “It is like turning on a light. As each 
new outer island is connected, you begin to notice how their name is mentioned more frequently, and 
how things start to happen there – development projects, improvements, good news,” says one rural 
voluntary association member. 

Source:  CTA (2002). “Gender and Agriculture in the Information Society”, p. 37 

 
ICT can only be a powerful catalyst for the promotion of gender equity if the gender dimensions of 

ICT adoption are specifically identified and addressed. 

According to Derbyshire (Derbyshire, 2003), “Computer technology is shaped by values, 
assumptions, goals and prejudices of those involved in design, engineering and financing. Its use and 
influence in society is shaped by the roles, values, assumptions and goals of those who own it and those who 
can access it. Technologies introduced into environments characterized by inequality tend to reinforce and 
even exacerbate it.” 

Various socially constructed gender roles, i.e. reproductive, productive and community 
involvement,3 play a key role in determining the capacity of women to participate equally in the information 
society. Furthermore, owing to women’s multiple roles and responsibilities, rural women have been 
historically discouraged and prevented from general education and even more so in the traditionally male-
dominated areas of science and technology. The impacts of ICT usage on women’s roles need to be 
considered to ensure that technology contributes more strategically to rural women’s business. 

Furthermore, as ICT is an information and knowledge-based tool, its interventions directed towards 
rural women should be understood and adequately addressed by all participants in order to be meaningful 
and, even more important, sustainable. There are numerous socio-cultural and institutional barriers rural 
women face in terms of the adoption of ICT and that must be addressed from a gender perspective in order to 
allow rural women to be empowered and fully benefit from technology. Women, therefore, need to be 
actively involved in the definition, design and development of new technologies. Otherwise, the information 
revolution may bypass women or produce adverse effects. The specific concerns mentioned below must be 
integrated into ICT systems as well as into traditional and indigenous information systems for sustainable 
and equitable rural women’s development. 

a) Awareness 

At the most basic level and beyond technical barriers, it is clear that rural women lack a profound 
awareness of the benefits of ICT and how to utilize them. Fundamental awareness of ICT and its potential to 
create development opportunities (through applying it to trade, agriculture, health care, governance, 
education etc.) is an integral part of the process of motivating rural women to adopt such strategies. 

b) Access and control 

                                                     
3   Gender roles associated with women’s lives: 1) reproductive: childcare responsibilities; 2) productive: income-generating; 3) community (often 
unpaid), APC-WNSP (Association for Progressive Communications – Women’s Networking Support Program( (2002a) Gender Evaluation 
Methodology for Internet and ICTs: Gender Analysis. <http://www.apcwomen.org/gem/gend_analysis.htm>. 
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Access refers to the ability to make use of the technology as well as the information and knowledge 

it provides, while control refers to the ability to decide how ICTs are used and who can use them (Munyua, 

2005). 

In some societies, biological and social roles discourage interaction between men and women 
outside the family and women’s access may be further inhibited where public ICT facilities are outside the 
women’s domain or men are present as either trainers or peers. In many cases, the location of and 
arrangements around public access facilities are decided without consideration for women, such as 
unsuitable operating hours, security issues and cost and lack of transport (UNDAW, 2005). 

The following factors often affect the extent of women’s access and control ICT: 

Affordability: The cost of IT hardware and software for the rural population is prohibitively 
expensive. As women tend to have less disposable income to spend than men, 
especially when they have responsibilities to meet other needs (food, education 
etc.) that have higher priority, economic affordability limits access to 
technology. These responsibilities mean that women have less time and choice 
when it comes to spending their money. 

Time: Time is a constraint particularly felt by women who have scarce time resource, 
given their productive and reproductive obligations. ICT adoption or any 
activity meant to improve or enhance their lives must be perceived as a way to 
save time, provide flexibility and increase efficiency rather than adding to their 
responsibilities. 

c) Capacity  

Capacity refers to rural women’s ability to harness ICT as a tool given the many socio-cultural 
factors that influence their lives and identity within the community. Rural women’s capacity to utilize ICT is 
highly determined by education and in the case of text-driven applications, literacy. 

The following factors often affect the extent of women’s ICT capacity: 

Education and Training: Particularly within the developing world, women face challenges 
in pursuing education at all stages owing to such factors as limited 
access and prohibitive costs. Rural women and girls are less likely 
to possess the requisite skills such as literacy, language and 
computer skills, which are fundamental requirements for 
harnessing technology. Furthermore, general fear or unease with 
technology, in addition to socio-cultural norms, discourages 
women from participating and studying science and technology 
(Hafkin and Taggart 2001). 

Literacy and Content: While English continues to be a dominant web language, high 
illiteracy rates (of the local language and English) of women and 
girls and their lack of ICT training will be two of the most serious 
barriers preventing them from entering the information society 
(UNDAW, 2005). Women living in rural areas often speak a 
dialect specific to that area, which is, in most cases, not reflected 
on the Internet. Lack of proficiency in the international languages 
prevalent on the Internet further excludes rural women who do not 
have time or resources to develop their language skills. 

Unfortunately, little has been done to produce information that is relevant to the local context in the 
local language. It is important to recognize that women, including rural women, are producers of information 
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and ICT initiatives will not be meaningful unless they also deliver information which is useful and 
appropriate to the end-users, rural women. According to some women activists, “The technology is only a 
tool and as useful as the information it carries. Thus we must continually be aware of the need for diverse 
and relevant content.” (Bray-Crawford, 1999) 

d) Infrastructure 

In developing countries, particularly within rural and remote areas where a majority of women are 
concentrated, inadequate physical and service infrastructure to support connectivity (and capacity building) 
is poor and limited. Regional and local infrastructure is required for expediting development, which will lead 
to improved connectivity and increase in access and lower costs. In rural areas, investment in ICT 
infrastructure is not among the first priorities, where efforts are focused on meeting basic needs (food, health 
care, education etc). The poverty of rural residents makes these areas less lucrative for private 
telecommunications operators seeking to maximize profits by offering more sophisticated telecommunication 
services. As a result, rural women are further isolated from participation in the information society (Primo, 
2003). 

e) Policy 

With an appropriate framework, national policy can foster participation and redress issues of ICT 
marginalization. Policies can influence content, access, competition and the availability and spread of 
infrastructure in rural areas. Although there are low policy priorities to support rural ICT initiatives, 
particularly those directed at rural women, most developing countries are now adopting policies to break 
down the monopoly of telecommunication services, with rural development as a target outcome (Harris, 
2004). However, governments must acknowledge their role as leaders and enablers and implement effective 
ICT policies that specifically target rural women as beneficiaries. 

f) Power and decision making 

Whether at global or national level, women are underrepresented in all ICT decision-making 
structures, including policy and regulatory institutions, ministries responsible for ICTs, and boards and senior 
management of private ICT companies. Deregulation and privatization of the telecommunications industry is 
also making decisions in this sector less and less accountable to citizens and local communities, further 
compounding the problems experienced, particularly by rural women who are remotely located, in gaining 
access to decision making and control of resources (Nicol, ed., 2003). 

6.3. Overall status of the use of ICT and e-business 
application among rural women 

Limited information is available with regard to how rural women utilize ICT and e-business since 
ICT statistics are limited on disaggregated data by gender and by geographic location. However, by the 
female participation as Internet users in selected countries (figure 5), it is possible to infer that the status of e-
business use by rural women in Asia and the Pacific is low. 

ITU data related to the year 2002 indicate that more men than women were internet users in Asia-
Pacific (figure 5). These numbers are mainly related to urban users, the women participation is expected to 
be even lower in rural areas owing to established gender inequities. 

Considering men and women, internet penetration ranges from below 1 per 100 inhabitants in 
countries as Bangladesh, Lao People’s Democratic Republic and Myanmar, to above 65 per cent in such 
countries as the Republic of Korea (table 13). Internet use in the region is concentrated in the urban areas, 
while populations located in rural and remote areas have limited access to it. 

In 2004, the mobile penetration rate was 19 per cent in Asia. However, there is a large gap between 
Asian countries, where penetration ranges from below 1 per cent in such countries as Bhutan, Myanmar and 
Nepal to 76 per cent in the Republic of Korea (table 14). During 2004, China added an average of 5.4 million 
new mobile subscribers every month. Although the country represents almost 50 per cent of the entire Asian 
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mobile market in terms of the number of subscribers, domestic penetration still hovers at around only 25 per 
cent. The Republic of Korea leads the world in broadband penetration with high-speed lines serving more 
that a quarter of the population. 

Figure 5. Female Internet users as percentage of total Internet users, 2002 

 
Indonesia 35 

Malaysia 36 

China 39 

Philippines 41 

Japan 41 

Korea (Rep of) 45 

New Zealand 46 

Singapore 47 

Thailand 49 

Source:  ITU - http://www.itu.int/ITU-/ict/statistics/at_glance/ 
f_inet.html 

 

There has been a strong uptake of ICT in developed countries. ICT infrastructure is well developed 
and ICT have become increasingly integrated in people’s lives. Some developing countries, even though they 
are still struggling to develop the basic ICT infrastructures, have demonstrated innovations in making 
optimal use of more simple ICT technologies to address the needs of their population. Despite this, 
disparities in ICT penetration continue to further widen existing gaps between and within countries in the 
region, particularly affecting the rural poor. A recent study on the digital divide observed that all countries in 
the region, even the poorest, are increasing their access to ICT, but the rate of this increase is much faster 
among the developed than among the developing countries (www.bridges.org, 2001). 

In spite of the increase, only a small fraction of the population in developing countries in the region 
had access to the Internet in 2004 as shown in table 13. At present, the majority of countries in the Asian and 
Pacific region are just beginning to get a firm grip on the new technologies. Among least developed countries, 
developing the ICT workforce to install, operate and maintain ICTs has been a primary concern and therefore 
many national efforts have targeted formal education. 

In most cases, ICT connectivity penetration is increasing but has been largely concentrated in urban 
areas where general services are available (table 15). Compared with urban areas, access to and availability 
of ICT in rural communities is significantly lower owing to the lack of infrastructure and connectivity for 
effective communication and exchange of information, the lack of human capacity and the acute scarcity of 
financial resources. Challenges to deploying ICT to rural populations, including the development of channels 
of communication (telephone, television, postal services and newspaper), an adequate telecommunication 
infrastructure and providing an enabling environment for ICT application, continue to be a complex task. 

Table 13. Internet Users for select countries in Asia and the Pacific 

Country Users (000s) 
2004 

Users per 100 inhabtants 
2004 

Afghanistan 25 0.10 
Bangladesh 300 0.22 
Buthan 20 2.56 
Cambodia 41 0.28 
China 94 000 7.23 
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India 35 000 3.24 
Indonesia 14 508 6.52 
Islamic Republic of Iran 5 500 7.88 
Kazakhstan 400 2.60 
Kyrgystan 263 5.16 
Republic of Korea 31 580 65.68 
Lao People’s Democratic Republic 20.9 0.36 
Maldives 19 5.79 
Mongolia 200. 7.60 
Myanmar 63.7 0.12 
Nepal 120 0.48 
Philippines 4 400 5.32 
Sri Lanka 280 1.44 
Tajikistan 5 0.08 
Uzbekistan 880 3.32 
Viet Nam 5 870 7.12 

Source:   Compiled from ITU statistics - http://www.itu.int/ITU-D/ict/statistics/ 

Table 14 Mobile phone penetration in selected countries 

Mobile phone subscribers per 100 habitants 
Country 

2000 % change 
2000-2001 2001 % change 

2001-2002 2002 % change 
2002-2003 2003 % change 

2003-2004 2004 

Bangladesh 0.2 83.6 0.4 103.7 0.8 25.1 1.0 186.1 2.9 
Bhutan .. .. .. .. .. .. 1.1 -29.4 0.8 
Cambodia 1.0 66.9 1.7 65.8 2.8 27.7 3.5 .. .. 
China 6.6 67.6 11.0 45.4 16.0 30.3 20.9 22.0 25.5 
Lao People’s Demo- 
  cratic Republic 

0.2 127.1 0.5 81.9 1.0 98.6 2.0 78.3 3.5 

Myanmar 0.0 67.1 0.0 109.0 0.1 27.6 0.1 36.0 0.2 
Mongolia 6.5 24.7 8.1 9.5 8.9 46.0 13.0 .. .. 
Nepal 0.0 65.6 0.1 24.0 0.1 125.6 0.2 229.1 0.7 
Republic of Korea 58.3 5.2 61.4 10.7 67.9 3.4 70.2 8.4 76.1 

Source:   Information Economy Report 2005 (UNCTAD, 2005), UNCTAD calculations based on ITU World Telecommunication Indicators 
Database 

Table 15. Distribution of ICT access between urban and rural areas (Thailand) 

Percentage of ICT tools in household 
by region 

Percentage of population aged 6 years and over 
to have mobile, to have used computer and to 

have used internet  

Fax Computer Internet Mobile Computer Internet 
Urban 4.35 24.19 13.78 41.91 33.20 21.43 

Rural 0.47 5.65 1.84 21.46 15.56 7.18 

Source:   Statistical Yearbook Thailand 2004 
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7. RURAL WOMEN, GREEN COOPERATIVES 
AND THE ADOPTION OF E-BUSINESS 

7.1. Opportunities presented by e-business adoption 

With dramatic growth in ICT innovation and the increasing adoption of e-business practices, coupled 
with consumers’ demand for a diversity of high quality foods, women’s green cooperatives in the Asian and 
Pacific region can benefit from the use of ICT tools for e-business. E-business application enables increased 
opportunities for promoting their business, developing marketing channels, gaining access to business 
support services, and creating networks with customers, business partners and other stakeholders regardless 
of location in a timely manner. E-business can be applied to any type of organization as it encompasses an 
entire business cycle from procurement to production, distribution, sales, payment, restocking and marketing, 
and enhances relationships with customers, employees, suppliers and distributors4. 

ICT can improve the process of collection, analysis and dissemination of information among 
potential buyers and sellers of agricultural products. This has shortened the time period in which purchase, 
inventory and pricing decisions are made (Meera and others 2004). Even in the poorest nations, the use of 
ICTs is propelling changes in agricultural information and communication systems and business operations. 
For instance, farmers may use a mobile telephone to verify market prices of their products and arrange 
transport for sale of produce; or rural radio programmes may use e-mail, fax or mobile telephone to enable 
rapid sharing and dissemination of information about weather that may adversely affect crops. 

There is much debate on the impact of ICT, in which proponents believe that the use of new 
technology can provide promising opportunities for social and economic empowerment of women. Others 
argue that gender-specific constraints that limit women’s access to ICT will result in deepening gender 
inequities. In the case of developing economies, barriers to ICTs are even more aggravated when considering 
women located in rural or isolated areas. Simple tools such as the telephone, fax, and e-mail can be easily 
incorporated in the activities of rural women’s green cooperatives as an initial step for implementing e-
business strategies. By applying these tools to their business activities, rural women can benefit from new 
technology and participate in today’s information society. 

7.2. E-business application in agriculture 

The benefits of e-business are numerous in general. E-business reduces transaction as well as 
advertising costs, gives increased marketing opportunity, improves market intelligence and strategic planning, 
and expands customers’ involvement in product and service innovation and, accordingly, benefits both 
producers and consumers.5 

Various types and applications of e-business exist, depending on access, affordability and technical 
capability for ICT usage. 

7.2.1. Communication and information sharing 

E-business with the application of ICTs and the Internet enables women’s green cooperatives in 
remote and rural areas to create networks and broaden communication channels among members and with 
customers and various stakeholders, including women’s groups, business circles, business service providers, 
policy makers and donor agencies, through e-mail, intranets, electronic publications and others. E-mail, in 
particular, without having to go into complex e-commerce systems, can be used to do basic, but effective, 
billing and receipting, avoiding post and courier, which may be limited in rural or isolated areas. Free and 
low cost e-mail services are readily available where women need only to have access to the Internet. Through 
computer networks, business processes in women’s green cooperatives, such as ordering, transactions, 
fulfillment of orders and delivery of goods, inventory control and accounting, can be streamlined. Co-ops 

                                                     
4   http://ebusiness.osu.edu/education/information.html 
5   http://www.eicc.co.yu/newspro/viewnews.cgi?newsstart3end5 
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can be connected to users regardless of location. 

7.2.2. Marketing and sales 

The Internet can play an active role in customer acquisition in e-marketing. Basic computer 
hardware and software with an Internet connection can enable proactive and interactive communications 
between a cooperative and its customers. Through a simple e-mail account, the cooperative can distribute 
information about the cooperative and its produce through e-mail newsletters. 

Through a website, a cooperative can combine its advertising and sales by creating an online 
catalogue featuring its produce and use e-mail and telephone to take orders. Those with sophisticated 
technical knowledge and capacity may reduce costs by fulfilling transactions electronically. 

Frequently, a combination of on- and off-line commerce offers women’s cooperatives more sales 
opportunities and accordingly increased revenue. E-business application in agriculture, especially women’s 
green agriculture cooperatives, could potentially tighten the supply chain and cut marketing margins and 
transaction costs in ways that benefit small and local producers, including local agribusiness. 

In order to reach a wider audience, cooperatives may choose to link their website to web pages of 
nearby cities or municipalities, industry associations and commercial market places, or with sites sharing a 
similar customer base. Women’s green cooperatives with specialized products that have difficulties 
expanding in the local region can spread their reach and increase their visibility with web presence, linking 
to more dynamic markets or utilize other, more active, online marketing methods. 

Through the Internet, women farmers can monitor in a timely manner the daily market and price 
information from major national agricultural produce markets to gain competitive knowledge for strategic 
business decision making. With the right information, rural woman can capitalize on new opportunities, out-
maneuver the competition, improve profitability, and better adapt to changing market conditions. 

7.2.3. Customer acquisition and retention 

Customer relationship management (CRM) involves the deployment of strategies, processes, and 
technologies to strengthen a firm’s relationship with customers with the motivation to increase revenues by 
retaining customers and anticipating their needs. The advent of Internet technology has transformed CRM 
into electronic CRM (eCRM) 6 because companies (women cooperatives) can use Internet technologies to 
capture new customers, track their preferences and online behaviour, and offer customer support and 
services(Lam and Chan, 2003). 

As a cooperative’s e-commerce website integrates marketing, services/sales and post-sales support to 
meet customer needs, it also, becomes a viable channel to build and manage relationships with customers. 

Women’s cooperatives may choose to create an online community to create and assist social groups 
of existing and prospective customers. Online product discussions and reviews encourage customer-initiated 
communication between the cooperatives and the customers or among customers themselves. This online 
interaction improves customers’ loyalty, which can lead to an increase in sales and improved customer 
relationships. 

An additional variant of CRM, mCRM 7 , utilizes wireless technology such as mobile phones, 
personal digital assistants (PDAs) and laptops. As the convergence of mobile Internet and wireless 
technology promises users access to information anytime and anywhere for work and personal 
communication, it provides an additional option for rural women, offering flexibility and improved 
management of business and personal activities. 

7.2.4. Business operations and logistics 

                                                     
6   http://www.pafis.shh.fi/graduates/tiewu01.pdf 
7   Regarded as the future variant of eCRM, mCRM (mobile customer relationship management, provides solutions to link eCRM with wireless tools 
such as such as mobile phones, PDAs and laptops to enable two-way activity between the customer and the enterprise continuously anywhere.  
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By practicing e-procurement or “electronic purchasing”, women entrepreneurs can increase 
efficiencies in their purchasing operations by: 

• Finding lower prices and expanding the range of suppliers by shopping online; 

• Reducing overhead costs by cutting paperwork and administration through the use of 
online tools; 

• Improving financial controls by ordering electronically; and 

• Enhancing planning and increasing efficiency by placing orders when they want them and 
tracking their progress. 

E-business facilitates supply chain management (SCM), which refers to the integrated and 
coordinated management of all aspects of the product delivery process to consumers, including demand 
forecasting, production planning, purchasing, materials management and distribution. Supply chain 
management involves integrating and streamlining internal systems, while working more closely with 
suppliers and customers. E-business enables green producers to focus more on consumer demands, market 
need and interconnected activities from production planning to delivery. 

In addition, e-business has changed the way products and services are developed and produced. New 
technologies and ways of doing business are available for improving everything from initial design through 
final production. Information sharing systems allow direct customer feedback into product design, increasing 
collaboration and decreasing cost. Direct software integration with automated manufacturing equipment 
allows a faster transition from design to production. 

7.3. Determinant factors for introducing ICT and e-business applications 

As there are varying stages of economic conditions within and between countries, variations in 
capacity and readiness to effectively adopt ICT exist between communities. Readiness can be defined as the 
degree to which a community is prepared to participate in the digital economy (APEC, 2000). Readiness 
implies that the social and economic infrastructures within the community are in place to support ICT 
adoption. Components such as infrastructure, human resources and legal and policy frameworks determine a 
community’s readiness. 

The factors described below need careful consideration prior to ICT deployment; communities will 
need to assess and prioritize their needs in terms of their social and economic situations. In suggesting a 
favorable environment for ICT deployment within a rural community, the factors mentioned below are not 
prescriptive for e-business application but are intended to be used as a starting point to assist in identifying 
the barriers to ICT development and what relative initiatives are needed to overcome them. 

7.3.1. Access 

Access refers to the community’s ability physically to access an adequate network infrastructure to 
support ICT usage and e-business applications. It is determined by a combination of the availability and 
affordability of the use of the network itself, as well as the hardware and software needed for the network 
interface (Information Technologies Group, 2000). 

In both developing and transition countries, most people simply cannot afford to use new ICTs.8 All 
ICT applications are costly both to acquire and maintain. Economic affordability is a fundamental barrier for 
all rural and remote communities. 

7.3.2. Infrastructure 

                                                     
8   Research suggests that the poor under certain conditions will spend some 2 per cent of their income on telecommunications. The Grameen Village 
Pay Phone scheme in Bangladesh demonstrates that poor rural communities will pay for telephone services and that these services have facilitated 
economic gain for the users. {UNDP and others (2001). Creating a digital dynamic: Final Report of Digital Opportunities Initiative (DOI) (New 
York: UNDP). < /www.opt-init.org/>}. 
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Key components of infrastructure are described bellow. 

a) ICT infrastructure 

ICT infrastructure should be available in the community. By delivering comprehensive connectivity 
and access, rural communities will be able to benefit more fully from e-business applications. 

Where individuals do not have access at home, adequate access to public or shared 
telecommunication facilities is fundamental to e-business application. Apart from the options provided by 
traditional telephone networks, connectivity and access options are increased by the deployment of wireless 
technology (mobile, cellular, fixed wireless, satellite). 

ICT hardware and software should be available within country, if not locally, and priced 
competitively. If ICT products are sourced from abroad, hardware and software need to be adapted in-
country to meet the local needs and languages. 

Technical support and maintenance should be available, and reported problems should be resolved in 
a few days. ISP can be contacted in number of ways via e-mail, phone or mail. Online assistance should be 
available. 

b) Physical transport/Local distribution channels 

The physical transport infrastructure and local distribution channels of green products should operate 
efficiently to ensure the efficiency of e-business applications. 

c) Electricity 

Particularly within rural areas, which usually lie outside the fixed (grid) infrastructure, affordable 
and reliable sources of electricity are a major concern. Disruptions and surges in electricity can cause major 
damage to ICT equipment, representing a great challenge for developing countries where a majority of the 
population does not have access to reliable power supplies. Factors such as heat and humidity (along with 
dust and exposure to other elements) should be taken in careful consideration as they can affect how these 
technologies perform, especially in areas where air conditioning is rare or unaffordable (Butcher and Others, 
2003). Solar energy may hold promise for rural communities. 

Adequately powered facilities for using and storing ICT equipment should be available to maintain 
technological performance. 

7.3.3. Capacity building 

Although a variety of multimedia is becoming increasingly available and affordable, direct uses of e-
business applications are generally text-driven and require literacy, particularly in the English language. 
Literacy is a critical factor that can seriously limit the user’s ability to utilize ICT effectively, particularly 
within rural areas where there is a high prevalence of illiteracy, especially among rural women. 

Such technologies as radio and mobile telephony should be acceptable and accessible by all 
community members including women as such technologies resolve issues such as language and access. 

7.3.4. Socio-cultural factors 

Construction of basic infrastructure is a critical factor for readiness but equitable access, meaningful 
use and social appropriation of ICT resources are even more necessary to achieve positive results. It is not 
only essential to assess how technologies are accessed but equally important to determine how they are used. 
The use of ICTs is considered to be an effective means to solve problems of social exclusion. However, it is 
important to examine the value of ICTs for every segment of the community, particularly those who have 
been marginalized or isolated, to ensure ICT adoption is meaningful and does not further exacerbate divides. 

a) Gender 

Technologies are socially constructed and thus have different impacts on women and men (UNDAW, 
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2005) and, in order to avoid reproducing or deepening existing gender inequalities, it is essential to create an 
enabling environment for rural women to participate in the information society. Thus, the gender dimensions 
of the factors mentioned above for e-readiness should be carefully considered before employing strategies 
for rural women’s cooperative e-business development. 

Given women’s multiple burdens, assistance needs to be provided to women to cope with multiple 
roles by providing social and economic support to facilitate participation. 

Within the community, there should be an overall awareness of women’s economic contribution to 
the community and household; gender disparities should have been addressed by policy and women’s use of 
technology should be visibly increasing, with more opportunities for ICT training and employment within 
the community. Specific policies and strategies to address these gender issues are noted in the next section. 

b) Awareness 

Most persons in the community should be aware of and understand the capabilities of ICTs and the 
Internet and how it might benefit them. Community members should recognize the potential of e-business 
applications for problem solving and for developing further business opportunities and should be interested 
in learning how to apply technology to their business. 

c) Daily use of ICT 

Information devices such as wireless phones, pagers, televisions, faxes, radios, and personal 
computers should be culturally accepted and incorporated within the community. Community members 
should find ICT as a convenient way of reducing their burdens, and improving and assisting in their personal 
lives. 
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8. GUIDELINES FOR DEVELOPMENT OF 
E-BUSINESS IN GREEN CO-OPS 

8.1. Introduction 

E-business can be established by following a common set of steps regardless of the type of business, 
product or target market. Clearly, there are three phases that have to be considered in the establishment of e-
business: the planning of e-business, the implementation of the e-business plan and the operation of the 
implemented e-business plan. 

The e-business planning phase is the most important because the plan determines the ways to 
implement and operate, as well as the sustainability and effectiveness of the e-business service. In this phase, 
it is essential to answer the following basic questions: Why should e-business be implemented? What is its 
positive impact on the business? What are the main benefits from operating as an e-business? 

These questions are closely related to the nature of the business, the availability of ICT infrastructure, 
the socio-economic environment and the expected market for the products. Despite its importance, this phase 
is usually neglected and the implementation phase starts without good planning, which most likely results in 
the failure of the e-business initiative. 

During the implementation phase of the project, the plan will be executed. Close monitoring of the 
results will allow corrective actions, re-evaluation and refinement of the planned e-business. 

The implementation phase includes the development of e-business services through the development 
of a website, training of internal staff and establishment of online and offline infrastructure for delivery of 
the services. 

The operation of the e-business has to be integrated with the normal daily operation of the business. 
This requires such changes as new procedures, changed workflow, new responsibilities, higher capabilities 
and even new jobs. There is no timeframe for the completion of this phase. Actually, it will run up to the day 
when the service is changed or terminated. As implementation is closely related to the plan, the important 
issues regarding operation of the e-business, such as sustainability, should be addressed in the earlier stages 
of the project. 

This guidebook will cover each of those phases, providing the necessary background information, 
including requirements, best practices and possible ways to implement them. In order to provide more 
detailed guidelines, activities related to each phase are illustrated in Figure 6. 

Componentes of activities are shown in Figure 7. Activities are presented in terms of required inputs, 
possible tools and techniques, and the expected outputs of each activity. The inputs refer to the main 
requirements to initiate the activity; they may be documents, expertise, infrastructure or any other factor that 
may be necessary to perform the particular activity. Possible tools and techniques to implement the activity 
are also presented. The outputs of the activity could be the final products for the e-business service, e.g. web 
pages, or could be inputs for the following activity. 

The activities within a phase may be carried out in sequence or in parallel. However, all activities 
related to one phase should be implemented before proceeding to the next phase. The following sections will 
describe in detail each of these phases and its activities. 

8.2. E-business planning phase 

The first activity in any effort to implement e-business should be the promotion of that idea to raise 
awareness among the members of the green cooperatives. The concept of e-business could be, and normally 
is, far away from the daily lives of the rural communities. Usually, members of green co-ops do not have 
easy access to the Internet, or even to other more traditional ICTs. It is important to show examples of e-
business, preferably related to their reality, instead of just talking about the subject. 
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Figure 6. Activities to execute the three phases of e-business implementation 
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Figure 7. Components of activities 

Activity 

Inputs 

Tools and techniques 

Outputs 

 
When members of the green co-op and other stakeholders know what they can do with e-business 

application and how it can benefit their own business, it is time to define what functions of their business 
should be computerized with e-business implementation. There are a lot of technology and business process 
options for introducing e-business in green co-ops, and a few of them should be considered to choose an 
adequate one for each particular situation. 

After that, it is time to go further into the planning process. As always, if there is a good plan, it will 
result in easy execution and the desired final product. Therefore, there is no such thing as too much planning. 
A poor definition at this stage will result in confusion and a lot of re-work. The big problem with re-work 
and changes at later stages is that, as the implementation of the e-business goes on, the costs to make changes 
become greater. It can be so expensive to change something at the end of the project that sometimes there is 
no way to do it, and the result is an ineffective e-business initiative (figure 8). 

There are different project management techniques and some of them may be better suited to 
implementing a project by a green cooperative. The activities listed in this guidebook are not expected to be 
a definitive or comprehensive list. However, they constitute a simple guide in order to proceed with adequate 
planning. 

Figure 8. Cost of changes as the project progresses 
 

 

8.2.1. Activity 1.1 – Raise awareness 

Any initiative must begin with reasons why it is important to the stakeholders. To create awareness 
and gain support from stakeholders, the initiative will need to add value to the organization and provide 
‘solutions’ to the cooperative’s business activities. 

Stakeholders should be aware of e-business and how they may benefit from its adoption. In order to 
gain support for the initiative, this activity should broadly address as many needs as possible as it is likely 
that the ‘e-business needs’ of different stakeholders will vary considerably. This type of information can be 
collected through questionnaires distributed at stakeholders’ meetings. Once the needs are identified, 
stakeholders need to prioritize them. 
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This can be done by organizing informational workshops or seminars to identify and prioritize 
stakeholder needs. This method should also serve to create awareness about the benefits of e-business and 
the challenges to implementing it. Additionally, it would be useful to give examples of green co-ops nearby 
or in larger urban areas that have benefited from e-business adoption. 

Finally, it is important to remember that a critical factor for the success of the entire e-business 
initiative is stakeholder involvement. Stakeholders should not only be consulted in the planning phase but 
should also participate throughout the process from the implementation to the operation phase. 

Inputs: 

– General information on e-business, particularly e-commerce; trends in e-business application 
(showing increases in green co-op websites, electronic transactions); 

– Examples of benefits achieved from e-business initiatives in green co-ops from developing 
and developed countries. It is important to get examples as close as possible of the business of 
the concerned green co-op, including location and product. 

Tools and techniques: 

– Distribution of questionnaires to stakeholders; 

– Presentation of the concept of e-business and other e-business initiatives in green co-ops at 
stakeholder meetings and workshops. 

Outputs: 

– Stakeholders are aware of the possible advantages as well as the challenges of implementing 
e-buiness and they support the initiative; and 

– Cooperative’s priority information needs are identified. 

8.2.2. Activity 1.2 – Define objectives 

The cooperative should define what it wants to achieve from adopting e-business. It is important to 
have the business perspective as the guide of this process. The adoption of e-business should not be a 
technology-driven initiative totally dissociated from the objectives of the business. 

Inputs: 

– Stakeholder information on their e-business needs and priorities. This information should be 
gathered in step 1 during meetings and other activities with the stakeholders. 

Tools and techniques: 

– Brainstorming with green co-op leaders to identify the business goals and project objectives. 

A simple method is to ask each participant of the brainstorming session to write, in a few sentences, 
the business goal and the project objective. The business goal normally is related to an increase of revenue or 
a decrease in costs. This can be translated to goals such as increased competitiveness or improvement in the 
quality of services. 

The project objective should be as specific as possible. It also should be measurable at the end of the 
e-business implementation. For instance: 

“Project objective: To increase profits by X per cent in the next year.” 

Outputs: 

– E-business strategy that will guide the selection of an e-business model. 
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8.2.3. Activity 1.3 – Select e-business model 

An e-business model could be defined as a method of doing business using the Internet. Based on the 
e-business strategy, an e-business model is designed to make the cooperative’s e-business strategy 
operational by employing technological solutions. Development of an e-business model will involve making 
choices about the type and level of technological solution(s) that will appropriately meet the needs of the 
cooperative and its members. 

A few questions can be used to help in choosing an adequate e-business model: 

a) To whom will the green co-op sell its products via the Internet? 

It is important to have a clear idea of where the green co-op is located in the supply chain9 of its 
market, and how the adoption of e-business may change its position. For instance, if the green co-op sells its 
product to distributors and not to final customers, the adoption of e-business most probably will open a new 
channel to reach these customers without the necessity of the distributor, who acts as an intermediary agent. 
This, on the other hand, may indicate the necessity of creating new processes in the green co-op, such as the 
transport/delivery of goods to the final customers, which were performed earlier by the distributor (figure 9). 

It is also important to consider the physical location of the clients (same location or within the same 
country or abroad). Each of these locations will bring different implications in term of how the products will 
be delivered. A client from another country implies export/import procedures and complex transport logistics. 

As can be seen, the selection of the e-business model may initiate a chain reaction of changes in the 
usual business that must be well thought out in advance. 

Figure 9. Example of change in supply chain as the result of e-business adoption 

 
b) How will the selling process be implemented? 

Some possible ways to sell products using the Internet are: 

– Conduct the selection of all products/quantities and perform all relevant communication 
through the Internet (using web forms and e-mail) but perform the payment off-line via bank 
transfer or other traditional method. 

– Conduct all the transaction via web, including the payment, using a credit card or other online 
transaction method. 

The latter may be currently more suitable for selling to individual clients in developed countries. 

The first possibility is simpler and easier to implement as it does not require the security precautions 

                                                     
9 The supply chain is the network of all entities that are involved in moving a product from the supplier to the final consumer. It also 
includes all processes and activities involved in transforming raw materials in to final products. For instance, in the context of green 
products, the members of the co-op could be considered the first entity on the supply chain, followed by the co-op itself, and then the 
distributor, the supermarkets and the final consumers. 
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for submitting private information such as the credit card number, nor does it require the bank system of the 
country to be able to work with online payments (in terms of technical capacity and laws/regulations 
regarding online transactions). 

c) Where will the e-business web site be hosted? 

Even though the cooperative can host the e-business server, this is usually the most expensive option. 
To host its own web server, the cooperative has to have an adequate Internet connection, hardware and 
software, in-house capacity and skills to keep all these ICT components up and running, to name a few 
requirements. Even in the case that the cooperative already has that entire ICT infrastructure, the need to 
maintain all the systems (network/hardware/software) functioning may present an unnecessary burden for the 
business. It must be kept in mind that the costly part is not the equipment/software (although the software 
could be quite expensive) but the in-house technical skills/knowledge required (figure 10). 

Figure 10. Comparison of some options for hosting the e-business website 

 
The e-business server can be hosted by an ISP (Internet Service Provider) that maintains all ICT 

infrastructure and may also provide complementary services, such as web development. 

Another way to address this question is deciding if the cooperative will develop an e-business 
website of its own or if it will join a third-party website that acts as a common marketplace for green 
products. The latter option is simpler to implement and also has many advantages for the promotion of co-
ops products, as such electronic marketplaces usually have staff dedicated to e-marketing and normally 
attract many more web page viewers than the co-op would be able to attract by itself. The disadvantage is 
that the cooperative will not have control over the layout of the web pages, as all participants in the e-
marketplace are expected to use the same set of web templates. Figure 10 shows comparison between 
different options for hosting e-business websites in terms of cost, required time for implementation and 
control. 

Note that the selection of the business model should derive from the e-business strategy and should 
not be driven by technology. However, in reality, the level of ICT knowledge and infrastructure in the 
cooperative is usually a determining factor in this selection process. For example, if the cooperative does not 
have the ICT infrastructure; it can not use ICT in its business, not even to support its administrative 
processes (word processing and spreadsheets); if it does not have in-house capacity and skills to work with 
ICT, then the most practical way to start an e-business is to join an established e-marketplace. 

Inputs: 

– Information regarding different technological solutions based on business scope and level of 
ICT knowledge and infrastructure. 

– E-business strategy. 
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Tools and techniques: 

– Cost-benefit analysis 

A cost-benefit analysis should be conducted to compare the different solutions. It is important to 
consider not just the implementation costs but also the costs to operate the e-business. 

Outputs: 

– An appropriate e-business model based on the local context, capacity and affordability of the 
cooperative. 

8.2.4. Activity 1.4 – Identify tasks 

The e-business model describes how to conduct business through the Internet but it is necessary to 
be precise about what one wants to accomplish. Therefore, it is not sufficient to say that the cooperative will 
have an e-business website to promote its products and to work as a new communication channel with its 
customers. It is necessary to be precise and describe the website that should be implemented, listing items 
like: 

– One initial page with the basic information of the green cooperative and links to other pages 
with further information on its products, the cooperative itself, green products in general, and 
how to contact the cooperative. 

– One page with the description of the products of the cooperative, including images of them. 

– One page with information regarding the cooperative, including its history, location, and 
membership. The web page will include images related to the cooperative. 

– One page with contact information and with web form to allow the customers to send 
questions to the cooperative’s e-mail address. 

– One page defining green products and promoting their consumption, based on the benefits that 
they bring to the health of the consumers, to the environment and to the living condition in 
rural communities. 

Such a description of the outcomes will allow better planning of the resources needed to implement 
them. 

It is also important to note that the adoption of e-business usually involves outcomes related both to 
the online and the real world, and both types of outcomes have to be precisely identified. For instance, if the 
selected business model prescribes the implementation of an e-business website hosted in-house, besides the 
appropriate network, hardware and software infrastructure, adequate in-house capacity to operate these 
systems will also be necessary. Another example, if the cooperative is planning to sell products to other 
countries then it will need to have staff able to communicate in foreign languages with the customers from 
abroad. In all cases, one should also describe required off-line infrastructure, such as: 

– Two staff members of the cooperative trained on operation of the ICT systems.  

– Two staff members that speak both the local language and English, trained to deal with 
communication with clients. 

The outcome of this activity is a precise statement of the scope of the product of the project. In other 
words, what the project has to accomplish. 

Inputs: 

– E-Business model 

Tools and techniques: 

– Work breakdown structure (WBS). 
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The work breakdown structure is a simple tool to identify all the outputs of the project. It provides a 
visual description of the various products of the project (figure 11). 

One way to create the WBS is to adopt the top down approach and start to break the work to be done 
into smaller outputs. For instance, starting from a final outcome stated as “Cooperative e-business”, one 
might break it into two smaller outputs: e-business website and off-line infrastructure (representing all non-
ICT products, including capacity building). The e-business website can further be broken into three 
components: website layout, website infrastructure (network, hardware, software) and website content (see 
figure 11). The idea is keep breaking an output into smaller pieces to identify all the outputs that have to be 
implemented in the project. 

Figure 11. Example of work breakdown structure 

 
The WBS is used to identify the tasks of the project. For instance, considering the example of WBS 

presented, to have the e-business website ready at the end of the project, the task that has to be conducted is 
the development of the e-business website. 

Outputs: 

– List of tasks. (Table 16) 
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Table 16. Example of list of tasks based on the work breakdown structure 

Outputs Tasks 

Website layout - Develop website layout 

Website text ready - Develop content of website 
Product’s images ready - Obtain images of green cooperative’s products 

- Process the images to post on the website 
Network ready - Install Internet access 

Hardware installed - Install web server (hardware) 

Web server installed - Install web server software 
Internal capacity on maintenance of 
web content 

- Install software for content management 
- Develop internal capacity on maintenance of web content 

Internal capacity on maintenance of 
web service 

- Develop internal capacity on maintenance of web service 

Internal capacity on communication 
with foreign clients 

- Develop procedures for communication with foreign clients 
- Develop scripts/templates for communication with foreign 

clients 
- Develop internal capacity on communication with foreign 

clients 

8.2.5. Activity 1.5 – Estimate resources 

Given the list of tasks that have to be conducted during the project, the resources (personnel and 
material) needed to carry out such tasks must be identified. 

There are basically two options for the resources: internal (in-house) resources and external ones. It 
is important to be realistic on the use of in-house resources. For example, if the co-op is planning to have two 
internal staff members to work on the website operation, it must evaluate if it can use currently employed 
staff for this new task or if it will need to contract new staff. Sometimes one could be tempted to use the 
current staff, who already have other responsibilities and might not have the appropriate skills, to perform the 
new functions. Such an arrangement usually does not work as one tends to underestimate the burden of the 
new tasks on the workload of the employees. 

Another important point is to consider the kind of expertise that will be needed during the 
implementation phase and afterwards, in the operation phase. For the first phase, the co-op should consider 
contracting a specialized company. These companies will have the needed capacity (personal and material) to 
perform the tasks and the cost of these items combined is normally much higher if the co-op decides to do it 
by itself. On the other hand, for the operational phase, a good practice is to build the internal capacity to be 
used during the operation phase. This can be accomplished through training of the cooperative’s internal staff 
members. 

One way to estimate the resources is to start with the list of tasks and identify for each one of them if 
an internal or an external person will be employed. For the external resources, there are two options: hire 
new employees or contract a specialized professional/company. If the co-op is considering to use internal 
staff, it should identify the professionals and also consider their current workload (how much of their time 
they will be able to dedicate to the new task) and their time off plans (annual leave, maternity leave, etc). 
Table 17 shows an example of resource estimation based on the list of tasks. 

Input: 
– List of tasks  

Tools and techniques: 
– Based on the list of tasks, identify internal and external resources that will be employed to 

accomplish the tasks. For the internal resources, identify their work capacity (percentage of their work time 
and the number of days that they will be able to dedicate to the new tasks). 
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Output: 

– List of internal resources to be employed during the implementation. 

– List of any training required in order to build capacity of internal staff. 

– List of tasks that will require external resources. 

Table 17. Example of resource estimation based on the list of tasks 

Tasks Resources Required skills 

- Develop website layout - External - Web design 
- Develop content of website - 1 Internal staff – 2 hours per day, 

available for up to 3 months 
- English language, cooperative’s 

history, products and services. 
- Obtain images of green 

cooperative’s products 
- 1 Internal staff  - Photo shooting  

- Process the images to post on the 
website 

- External  - Web design 

- Install Internet access - External - Data network 

- Install web server (hardware) - External - Hardware installation 

- Install web server software - External - Web server installation and 
configuration 

- Install software for content 
management 

- External - Content management configuration 

- Develop internal capacity on 
maintenance of web content 

- External (training) - Content management  

- Develop internal capacity on 
maintenance of web service 

- External (hire new staff) - Web service operation 

- Develop procedures for 
communication with foreign clients 

- Internal staff – 1 hour per day, 
available for the duration of the 
project. 

- Client management, internal 
procedures 

- Develop scripts/templates for 
communication with foreign clients 

- Internal staff – 1 hour per day, 
available for the duration of the 
project. 

- Client management 

- Develop internal capacity on 
communication with foreign clients 

- External (hire new staff) - Client management 

8.2.6. Activity 1.6 – Develop schedule 

The schedule of implementation of the project developed during this planning phase will be the 
baseline for the implementation. As for all the planning tools, it should not be considered immutable as 
corrective actions might be required during the execution of the project and they may imply changes in the 
schedule. 

To develop the schedule, one should start with the list of activities and try to put them in a sequence, 
identifying the tasks that should be conducted first and the ones that depend on them and, as a consequence, 
should be conducted later. Some tasks could be conducted in parallel, and others might not depend on any 
other task and could be implemented at any stage of the project. The final outcome of this exercise is a list of 
tasks in sequence, from the first to the last one. 

Given such a list, the next thing to do is to estimate the duration of each task. For the tasks to be 
conducted by internal staff, the co-op should consider their work capacity in order to estimate the task 
duration (considering the time that internal staff will be able to dedicate to each task). The co-op will 
probably have more flexibility at this planning stage for the tasks that will be conducted by external 
resources. The co-op basically needs to reconcile its time requirements with a realistic estimation of the time 
that each task will take. 
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At the end, one should have the baseline schedule including the estimated total duration of the 
project and the so-called critical path. The total duration of the project may be constrained by external factors 
as well, such as an accorded date to launch the e-business website at an important fair of green products. In 
that case, the schedule may need to be revised to accommodate such constraints. 

The critical path is a sequence of tasks from the first to the last one in the schedule. The distinct 
characteristic of that list is that, for each task in it, a delay in one task will imply a delay of the total project. 
Therefore, the project team should pay special attention to the execution of this list of tasks to avoid 
unnecessary delays in the project. Table 18 shows an example of the implementation schedule of a project. 

Input: 
– List of internal resources to be employed during the implementation. 
– List of any training required in order to build capacity of internal staff. 
– List of tasks that will require external resources. 

Tools and techniques: 
– Task sequencing. 
– Gantt charts. 

Table 18. Example of schedule 

Months # Tasks Predecessor 
tasks 1 2 3 4 5 6 7 8 9 10 11 12 

1 Develop content of website 
 

            

2 Obtain images of green 
cooperative’s products  

            

3 Process the images to post on the 
website 2 

            

4 Develop website layout 
 

            

5 Install Internet access 
 

            

6 Install web server 
 

            

7 Install web server software 
6 

            

8 Install software for content 
management 6 

            

9 Develop internal capacity on 
maintenance of web content 8 

            

10 Develop internal capacity on 
maintenance of web service 7 

            

11 Develop procedures for 
communication with foreign clients  

            

12 Develop scripts/templates for 
communication with foreign clients 11 

            

13 Develop internal capacity on 
communication with foreign clients 12 

            

 
Gantt charts are bar charts that show start dates, end dates and expected durations for activities on a 

timescale. They are well-suited to communicate the sequencing of tasks, their interdependence and relative 
duration. From a Gantt chart it is also possible to identify the critical path. 

– Critical path. 
Output: 

– Schedule of the project. 
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8.2.7. Activity 1.7 – Estimate costs  

Now that the co-op knows the estimated resources needed to implement e-business aplications, the 
next activity is to estimate the cost of the project and prepare the budget plan. 

The cost of employment of internal human resources should be included to the cost of the project. 
However it depends on the accounting system used by the cooperative. Sometimes the cost related to internal 
staff is considered “cost of the business” and not a new cost incurred by the project. The cost of external 
resources is normally perceived as a cost of the project and should be added accordingly. 

Another important component of this activity is to establish the budget of the project, indicating the 
planned expenditures, usually on a monthly basis. This budget plan will be the cost baseline of the project 
and, together with the schedule of tasks, can be used as a monitoring tool during the implementation phase. 

Input: 

– List of tasks  

– Cooperative’s remuneration policy 

– Estimated cost of procurement 

– Schedule of procurement 

Tools and techniques: 

– Expert judgment 

– Budget estimating 

Output: 

– Budget Plan 

8.2.8. Activity 1.8 – Develop project document 

The project document is the compilation of all planning documents developed by the previous 
activities: scope statement, procurement plan, schedule of tasks and budget plan. It describes how the project 
will be implemented and it should be used as a guide tool for the project team. 

The project document, however, should not be considered as a static document. The work of the 
project team is to make sure that the project is implemented according to the plan but it is also responsible 
for conducting on-going monitoring and updating the project document to reflect the accepted changes. 

It is a good practice to keep the baselines schedule, cost and scope. They will be useful tools for 
monitoring the implementation of the project. 

This document should also include: 

– Change management plan. This is a description of the procedures or workflow that should be 
followed to change the scope of the project. 

– Communication plan.  This is the planning for the communication of the project team with the 
stakeholders, which is a very important matter as the lack of proper communication is usually 
considered as one of the main factors in project failure. The communication plan should take 
into consideration the proper channels to convey the status of the project to stakeholders, as 
well as their information needs. 

– Risk management plan. This is the planning process in which the project team along with 
stakeholders should try to identify the risks of the project and then establish actions to avoid 
them. The project should not start if a potential risk has been identified and there is no 
possible way to avoid it. 
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Input: 

– List of tasks 

– Schedule  

– Budget plan 

Tools and techniques: 

– Project management methodologies 

Output: 

– Project document 

8.3. Implementation phase 

The implementation phase is comprised of four activities: procurement, implementation of off-line 
infrastructure, development of e-business website, and monitoring of the implementation. 

8.3.1. Activity 2.1 – Procurement 

Procurement would be the first activity in the implementation phase. Based on the initial e-business 
plan approved by the board of the green co-op, procurement activities will be followed. These are the 
activities that purchase computer hardware and software, carefully considering cost-benefit analysis and 
limitations of adopting e-business for the green co-op. Also to be considered is the availability of human 
resources necessary for the implementation of e-business. E-business should be incorporated in the co-op’s 
organization and organizational processes. It is necessary to map business into technology. Technological 
intervention is able to support and improve organizational processes. The business allows it to do so. 
Remember, it should focus on the business benefits, not the technology. 

To align the hardware and software procurement plan with the green co-op’s business objectives, the 
procurement plan must take account of the intended direction of the business, financial constraints, human 
resources plan etc. For its efficient implementation, it would be recommended to hire a computer consultant. 
However, do not leave the plan to the computer consultant. The selected project leader who is accountable to 
the co-op should build a close relationship with the consultant. 

The project leader and computer consultant should make an effort to select an appropriate computer 
system solution for the cooperative. They should review and decide if the cooperative should develop 
software or buy packaged software covering general business processes such as accounting, letter writing, 
presentation etc. The computer hardware, software, installation and network are interdependent. For cost-
effective procurement, it would be recommended to create a roadmap or a checklist specific to the green co-
op’s environment. Following are the basic requirements of procurement. 

– Hardware: For cooperatives with a simple business, the minimum hardware is two PCs with 
large hard disc capacity, one modem to connect to the Internet, one printer and one external 
hard disc to do backups. 

– Software/applications: There are office tools (word processor, spreadsheet and presentation), 
administrative and accounting software. Depending on what services or functionality the green 
co-op wants to provide, it should consider personalization, e-mail response, e-newsletters, 
FAQ, search, content management tools, e-payment, security (e.g. encryption, virus protection, 
firewalls) etc. 

– Infrastructure/network: The computers may be connected to dial-up services by modem or 
local area network (LAN). With regard to the online service host, there are three possibilities: 
in-house host, partly out-sourced host, and fully out-sourced host. For in-house host, the 
cooperative needs its own IP (Internet Protocol) address. For the latter two cases, the co-op is 
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required to use an ISP (Internet Service Provider), a company that provides access to the 
Internet. For a monthly fee, the service provider gives a software package, username, 
password and access phone number. For an out-sourced host, the co-op should confirm the 
availability of a service provider appropriate for the co-op. For the stabilization of electric 
power, it would be recommended to install a UPS (Uninterrupted Power Supply) to protect 
computers. 

Inputs: 

– Project document 

Tools and techniques:  

– Get quotations for the equipment and services. Contract the services. 

Outputs: 

– Contract for equipment and services; 
– Selected computer system solution (hardware, software, and network). 

8.3.2. Activity 2.2 – Implement off-line infrastructure 

When co-ops are ready to execute the project plan, the off-line infrastructure, such as training of 
internal staff and/or change of storage facilities to accommodate e-business successfully, is essential. This 
involves internal training of those involved (e.g., staff members, leaders), change of the existing physical 
distribution system and, if necessary, changing of existing business type. 

The internal training should target co-op administrative staff members and leaders, management, and 
information systems staff. The type and amount of training should be decided by considering existing skills 
and capacities of the target group, the tasks to be performed by each stakeholder, and the characteristics of 
the installed computer hardware and software. Knowledge and experience gained from this training is a key 
factor in implementing the co-op’s e-business project. The training should take account not only of the 
technology issues but also of the processes and information flows supporting the co-op’s current business 
system. The training programme should be developed based on an assessment of existing knowledge, current 
usage and skill level of internal end users; identifying internal end users and their training needs; and 
analyzing existing procedures, systems and processes in co-op business. For the pre-assessment of internal 
training, recommended methods are questionnaires, checklists and individual interviews. Based on the results 
of pre-assessment, the training content will be planned. Box 18 presents the content that can be considered 
for the training of each target group. 

As ICT is developing so fast, training should be a continuous process to keep all stakeholders up-to-
date not only on the changes of system and process of the co-op but also on the changes of computer models 
and software used in the market. 

Concerning logistics with the adoption of e-business, a green co-op can directly reach the final 
customers without the intervention of a broker or distributor through its own website, e-mail system or third-
party e-marketplace. That means that co-ops can enhance their efficiency and logistics processes. This 
changes traditional supply chain. Co-ops need new processes in the place of traditional ones such as a direct 
delivery system to customers. Through the new supply chain, co-op can save the cost of intermediaries. But 
not all products of co-ops are suited to being sold online. Thus, they must keep both the traditional supply 
chain and the new one. For instance, co-ops may consider various delivery methods by product such as post, 
courier, direct delivery by car etc. With regard to direct delivery, they must decide to buy a car, rent a car or 
use a home-delivery service.  

To conduct e-commerce through the co-op’s website, it should check additional requirements for 
business registers for e-commerce or electronic transactions, the tax system, the legal framework to protect 
the e-transaction, etc.  These are similar to general businesses. 
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Box 18.   Content of targeted internal training by group 

For all 
• Understanding new or changed concept, procedures and expected output from the adoption of e-

business, both in technical aspects and for business in general. 

For co-op administrative staff 
• Technical training to cover a general introduction to computers (software, hardware, operating 

system), to using the new information system and, if applicable, to using online transactions. 
• Understanding changing job roles and skill sets. 

For co-op members 
• Technical training to use the system in general, to market their products or services to co-ops or 

directly to customers in the system, and to access the internal information system for their business 
and community activities. 

For co-ops’ leaders 
• Basic information on the exact usage of the software or application adopted for the e-business. 
• Technical training to use software or applications to assist the decision-making process or to analyze 

processed information for business reporting. 

 
In addition, the co-op management team should make plans for such ‘end of project’ activities as 

arranging for termination, and transferring or hiring of staff. 

Input: 

– Project plan, contracts, pre-assessment survey 

Tools and techniques: 

– Training of internal staff; installation of equipment; implementation of new supply chain if 
needed 

Output: 

– deliverables towards the implementation of necessary off-line infrastructure 

8.3.3. Activity 2.3 – Develop e-business website 

For creating an ideal e-business website, the co-op should keep in mind three parties concerned, 
members and staff, customers and partners. The website integrates and manages the relations between those 
parties for the efficiency and proficiency of the business (figure 12). However, not all co-op e-businesses can 
include these components at the initial stage. Thus, each co-op can select its priority area and construct the 
website accordingly. 

The following issues should be considered for the website development: 

– Technical issues: The co-op must decide the website development method under the co-op’s e-
business strategy. Generally, a website would be developed by HTML (Hyper Text Markup 
Language) or by the combination of HTML and a database. An HTML-based website presents 
the user with fixed, static pages. On the other hand, a database-supported website shows more 
dynamic pages through images and text. The development cost of a database-supported 
website is likely to be three times as much as for an HTML-based website. A green co-op may 
start with an HTML site and then plan to develop a database-supported one within one or two 
years. Other technical issues involve the type of Internet connection (dial-up or broadband) 
and the website hosting (in-house or ISP). 

– Marketing issues: An e-business website should be an effective marketing tool. If the co-op 
wants to develop the site as an active marketing gateway, it should define its main target user 
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– members, general customers, suppliers, buyers etc. Depending on the main target users’ 
online priorities, the priorities of the products and services provided in the website will be 
decided. 

– Designing the website: the co-op must decide content scope and content type, and identify the 
functional elements prior to designing the site. Based on the scope and type of content, the 
web developer starts a design that includes categorizing, dividing and labelling the contents. A 
navigation design will follow. The user should be able to find information through multiple 
pathways and tools, such as search tools, a site map and menus. 

– Testing: Testing is the last stage of website development and should be conducted by end-
users. There are three major areas of testing in terms of usability, content and technical 
solutions. Usability testing aims at ensuring that end users can use, understand and navigate 
the site easily and efficiently. The content of the website should be uploaded to the right place. 
Through technical testing co-ops can verify that the site functions as intended. The feedback 
from end-users who participate in testing will be useful for refining the website. 

Input: 

– Project plan, website development document; regular meetings between project team and web 
developer. 

Tools and techniques: 

– Technical development using concepts of usability, navigatability, web search optimization, e-
marketing; regular report of development progress. 

Output: 

– Deliverables towards the e-business website development. 

Figure 12. Interactions through e-business website 
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8.3.4. Activity 2.4 – Finalize the project 
The last activity of implementation phase is the finalization of the project. The co-op should verify 

and confirm that all planned outputs were delivered. At this stage, contracts should be reviewed and finalized 
and the result of implementation should be reported to stakeholders. Then the preparation for the roll-out of 
the e-business is ready. 

Verify e-business website: Based on the result of technical testing and the usability test, the 
developed website should be verified in the following aspects: general programming (creating navigation, 
creating maintenance templates, etc.); specific programming related to functionality (e.g. search engine, 
online forms such as membership application form, online order form); documentation for delivery and 
maintenance. 

Verify implemented infrastructures: Concerning the connection between computer and the 
Internet, the co-op should check at least such infrastructure as the electrical wiring or cables, the UPS and 
additional telephone lines. Regarding building technical capacity of stakeholders including co-op staff 
members, the co-op should ensure that the necessary training has been implemented prior to the operation of 
the e-business. Furthermore, the co-op should check such logistics matters as the delivery system and storage 
facility. 

Confirmation of contracts: The co-op should confirm the content of contracts with the computer 
consultant, web-developer, and instructors for internal training as well as contracts concerning the 
procurement of hardware and software and, if necessary, for the ISP. 

Report to stakeholders: The team leader should report the final document, which will include 
comments on remaining problems and the future improvement plan, to stakeholders involved in the 
development of the e-business project. 
Inputs: 

– E-business website developed, necessary infrastructure ready, project plan. 
Tools and techniques: 

– project management methodology. 
Output: 

– Cooperative’s e-business implemented. 

8.4. Operation of e-business 
The final step in the e-business adoption is the operation of the implemented e-business. This step is 

different from the previous ones because it does not have an expected time to be finalized. All the previous 
steps were taken to produce step 5, the e-business process integrated in the daily operation of the business. It 
is not a project where a specific output is planned to be delivered in a specific time. Actually, this step should 
be a process among the other business processes of the green co-op. In that sense, the operation of e-business 
can be as complex or as simple as one may wish, depending on the resources, capacities and skills in-house 
to maintain this operation. 

There are four main activities that should be executed in this phase. This list is not exclusive and 
other activities may also be performed for keeping the e-business operational. However, these activities are 
important to maintain the effectiveness and sustainability of the e-business initiative. These activities are 
listed bellow: 

Promotion of e-business – seeks to promote the e-business initiative to expand its reach. 
Content management – Maintain updated information on the e-business website. 
Maintenance of the service – Maintain the operation of the e-business service, including hardware 

and software. 
Customer relationship management – Identifies the different types of customers and helps in 

providing adequate service for each one of them in order to retain the best customers and attract new ones. 



 

 74

8.4.1. Activity 3.1 – Promotion of e-business 

The promotion of the e-business can be done in a number of ways, but the easiest and least 
expensive one is online promotion.  Basically, the green co-op already has an Internet presence and a proper 
choice of content can increase the probability of new customers finding the green co-op’s website. 

Traditional methods of promotion may also be used. If the co-op used to issue letters, folders, 
leaflets, news ads or others to promote its services, the promotion of the e-business should be integrated with 
these established promotion methods, including publicizing the e-business website address through these 
media. 
Inputs: 

– E-business website. The e-business web site is an input and an output of this activity. It has to 
be constantly updated to be kept well ranked by search engines. 

– Results of web searches. The results of web searches will provide information regarding the 
position of the green co-op on the search ranking. The objective is to improve the search 
position as users tend to visit just the first addresses returned on a search. 

– Websites of other green co-ops. It is important to keep track of the status of other green co-
ops’ websites to get new ideas for the e-business. The result of web searches could provide a 
good list of these other green co-op websites. 

Tools and techniques: 

– Search optimization. 

Search optimization is the process of improving the search ranking of a website. It 
consists of the insertion of a set of relevant keywords in the website text that will increase 
the chance to be retrieved and therefore increase the ranking position as the result of a 
trial approach to benefit from the search engines’ algorithms. 

– Web banners. Web banners can be used to promote your own website in other sites on the Web. 

Outputs: 

– Higher number of web visitors 

– Higher number of sales initiated via Internet 

8.4.2. Activity 3.2 – Content management 

Content management is a process that aims to maintain updated content of the web site and to 
control changes to it. There are a number of software packages that can be used for content management and 
the selection depends on numerous factors, including price and the technology used to develop the website. 

It is important to keep the site updated to reflect any changes in products or services of the 
cooperative. The change of content should also be controlled to avoid unauthorized changes and to keep a 
track or log of the changes made to the website. Sometimes a change of the content might impact the search 
ranking of the website by search engines and a corrective action should be taken. With a log of changes in 
the content of the website, it will be possible to proceed with the correct action. 

One person can easily take the responsibility for managing the content of the web site if there are 
just a few pages to maintain. When the site is larger, however, content management software will help to 
share the burden of keeping the content up-to-date. 

Inputs: 
– Cooperative’s website 

– Changes in the content 
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Tools and techniques: 
– Content management software 

Output: 
– Website updated 
– Log of changes in the content 

8.4.3. Activity 3.3 – Maintenance of the service 

There are a few processes that constitute maintenance of the web service, including: 
– Maintaining the server hardware 
– Maintain updated operating system with all patches of correction and security installed 
– Updating the web server software, with all patches of correction and security installed 
– Implementing backup procedures for the website content 
If the website is hosted by an ISP, or if the cooperative is using an e-marketplace to promote its 

products, then all these responsibilities to keep the web service up and running will be taken by the hosting 
company. This will have a price, but the cooperative will also save a lot of time and money and it will be 
freed of the tasks that are too technical. 

Inputs: 
– Cooperative’s website 

Tools and techniques: 
– ICT expertise 

Output: 
– Website up and running 
– Backups available 

8.4.4. Activity 3.4 – Customer relationship management 
Customer relationship management (CRM) is more than just technology and it is not restricted to the 

e-business. It is a systematic approach to place an emphasis on the customers. It sounds simple and 
straightforward but a lot of businesses seem not to consider the satisfaction of the client as part of their goals. 
CRM aims to create and maintain lasting relationships with the customers. 

The e-business might help in creating a new channel of communication with customers, and the co-
op should be prepared to properly handle this communication. A set of procedures and scripts for such 
communication should be implemented and an on-going process for implementing this communication 
should be in place. 

One of the basic requirements for this operation is the use of foreign languages, including English. 
As the basic form of communication on the Internet is e-mail, the use of templates for communication might 
facilitate the work of the cooperative. The development of a list on the website of the frequently asked 
questions and answers also improves communication with customers. 

Inputs: 
– Communication with customers 

Tools and techniques: 
– CRM 

Output: 
– Long lasting customer relationship 
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PART III 

Case Studies 
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9. GOOD PRACTICES OF WOMEN’S GREEN 
COOPERATIVE ENTERPRISES 

9.1. Womenlink consumers’ cooperative∗ – Republic of Korea 

1) Overview 

Korean Women Link Consumers’ Cooperative (Womenlink) was founded in December 1989 as part 
of the Life Community Movement which was started by Korean NGOs responding to the growing awareness 
of environmental protection and sustainable development. Korean Women Link, one of the leading women’s 
organizations that were actively participating in the gender equality movement in the Republic of Korea, 
shared the vision of the Movement and established a green consumers’ cooperative to link women’s 
entrepreneurship with increasing demand for environmentally friendly foods. Since its establishment, 
Womenlink had been working under the umbrella of Korean Women Link until it became a separate 
corporation in July 2000. It has been expanding its activities, members, sales items and volumes. By 
strengthening linkages with women-led producers’ cooperatives, Womenlink enhanced the economic 
empowerment of women in rural areas. Founded by women’s initiatives, these producers’ cooperatives are 
not biased by gender, providing equal opportunities for income generation and job creation. 

Womenlink has been networking with other women’s green cooperatives in Asia, especially Japan 
and Taiwan Province of China. It held international meetings to exchange information, and share best 
practices and lessons learned. At present, however, the networking has yet to develop into trading 
cooperation. With their roots in the NGO movement, Womenlink members are proud of the tradition that 
they participate in the movement rather than just do business. Such a commitment to social development 
supplies driving forces for cooperative endeavors, but at the same time impedes full-blown entrepreneurial 
motivation. 

2) Green entrepreneurship and economic empowerment of women 

In the Republic of Korea, consumers’ cooperatives first started to appear in the early 1980s. 
Accompanied by the rapid economic growth since the 1960s, the 1980s witnessed the increased demand for 
social development. At the more advanced stage, civil society matured to give birth to the large-scale NGO 
movement during this period. In this context, some NGOs recognized their potential for social development 
to found the cooperatives. In the late 1980s, reflecting the heightened environmental concerns in the post-
Brundtland vision leading to the Rio Conference, the cooperative movement turned its main direction to 
organic agriculture. In the 1990s, green cooperatives, aiming at production and consumption of organic and 
other environmentally friendly goods, began to grow fast, as ecological issues gained mainstream attention. 
The start-up in 1989 and the rapid expansion of Womenlink are products of the development coalescing 
social demand and environmental security. 

The most important contribution of Womenlink to social development lies in its pioneering role of 
women-led linkage between consumers’ and producers’ cooperatives. Meeting increased demand for green 
consumption, this linkage creates expanded capacity for women-led producers’ cooperatives to pioneer 
entrepreneurial strengthening of women’s empowerment in rural areas. Womenlink, as a women’s 
cooperative, does have a commitment to gender equality and thus makes efforts to redress the situations that 
the opportunities tend to be prejudiced against women. In order to empower women producers, it provides 
women-led producers’ cooperatives with technical support. It also organizes activities to strengthen its ties 
with women-led producers’ cooperatives (table 19). 

In green marketing, Womenlink aims at building producers’ and consumers’ trust with each other. It 
does not only follow government regulations on the certification of organic and environmentally friendly 
products. To make transactions transparent, all information concerning organic and environmentally friendly 

                                                     
∗   The information on Womenlink is from the Womenlink website accessed at www.womenlink.or.kr 
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goods – ingredients, exact place of origin, and professional analysis of ingredients (genetically modified 
organisms (GMOs), environmental-hormones, etc.) – are disclosed and marked. 

Womenlink started with 220 associate households and capital fund of 13 million Korean Won. As of 
January 2006, it has about 12,100 members. Sales volume has increased 24 times; from 267,329,000 Korean 
won in 1990 to 6,652,926,000 Korean won in 2005. It now has seven branches and three stores, deals with 
about 100 producers’ cooperatives and carries about 900 green goods. In light of the fact that the galloping 
increase in sales volume is attained in competition with private businesses, Womenlink has a reasonable 
prospect for continuing success. When it started in 1989, there were no organic items. At the time, 
consumers’ demand was satisfied mainly with goods that were produced with less pesticide. At present, 
however, organic items occupy a greater portion, meeting the increased demand for goods that are produced 
without using pesticide and chemical fertilizer. 

Table 19. Yearly status of womenlink 

Year Number of 
consumers 

Number of 
producers 

cooperatives 

Number 
of green 

goods 

Sales volume
(1000 Won) 

Number of
branches 

Number of 
stores 

Number
of staff 

1990 747 n.a. n.a. 267,329 2 0 2 
1992 1,303 n.a. n.a. 581,829 4 0 4 
1994 1,889 n.a. n.a. 924,349 4 0 6 
1996 2,651 n.a. n.a. 1,228,450 4 0 9 
1998 3,025 n.a. n.a. 1,218,182 6 0 12 
2000 4,186 n.a. n.a. 2,186,407 7 2 16 
2002 7,745 n.a. n.a. 4,942,493 7 3 22 
2004 11,155 n.a. n.a. 6,606,505 7 3 25 
2005 12,077 100 900 6,652,926 7 3 21 

Source:   Korean Womenlink Consumers’ Cooperative 

3) Membership and participation 

Any individual can become a member when he/she pays US$30 on top of the subscription fee of 
US$10. Three households or more can become a group member when they pay US$15 and the subscription 
fee of US$10. The deposited money will be refunded when membership is withdrawn. 

Womenlink is democratically managed by a council that is composed of 200 delegates elected by 
members of Womenlink with a one-year term. The delegates communicate and reflect members’ suggestions 
and recommendations through the council. They discuss and decide the year’s plan and policies, profit 
margins, closing accounts, and estimated budgets at the annual meeting. Any Womenlink member can 
participate in the following four committees as per their interests. 

• Green Goods Committee – Develops and improves the quality of green goods according to the 
green goods selection principles; visits production sites; examines production processes and 
selects green goods through testing and monitoring. 

• Education Committee – Creates and supervises education programmes for members and 
community residents on various subjects such as environment, gender, agriculture, health, and 
cooking. 

• Public Relations Committee – Publicizes Womenlink activities and exchanges information and 
experiences with other Asian regional women’s green cooperatives. 

• Environment Committee – Plans and supervises Womenlink members’ participation in 
environmental activities such as recycling used bottles, boxes and crates. 

Womenlink organizes various exchange programmes with producers’ cooperatives, including 
releasing ducks in the rice fields for organic farming during the rice planting season every June, harvesting 
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festival, field trips to the production sites, and day-worker experiences. Also, producers’ talk festivals and 
‘Women Producers-Consumers Exchange Programme’ are held on a regular basis. 

Womenlink organizes or participates in various campaigns for human and sustainable development 
such as the Anti-GMO campaign, movement for the improvement of school meals, the campaign for gender-
recognizing budget analysis and policies, resistance to the construction of lovehotels in Goyang city, 
resistance to the construction of a golf-course on Mt. Choan, and resistance to the construction of roads 
penetrating Mt. Bukhan. Womenlink has seven regional branches. Under each branch, various small 
gatherings are formed to initiate various activities. Some of the notable initiatives are described below (table 
20). 

Utilizing food garbage for compost – To decrease the amount of food garbage and to re-use 
resources, two thousand households in one Womenlink branch started piling food garbage and sending it to 
organic agriculture sites. Various public advertising and publishing initiatives invited many more to 
participate. This led to a change in government policies on food garbage recycling. 

Recycling shop – In an effort to recycle resources within a community, members at the community 
level opened second-hand shops. Residents donate or exchange their used goods. These goods are sold at a 
very low price for those who may need them. The earnings are used for the community welfare. 

Children’s campaign to grow organic seed rice – This is a community-level initiated campaign for 
children’s growing organic seed rice at home with the help of a manual. Through this, children can learn 
about the preciousness of organic agriculture. Annually, around two thousand children participate. 

Table 20. Activities of cooperative members 

Area Detailed activities 
Coop operation - Elect delegates, participate in general assembly meetings 

- Participate as members of the Public Relations Committee, 
Education Committee, Green -Goods Committee, 
Environment Committee 

- Food tasting festival, sub-group gathering (women’s 
studies, parenting training, creativity training, etc.) 

Activities with producers - Field visits and lend-a-helping-hand (children’s and teens’ 
farm camp) 

- Funding for duck-farming and rice purchase 
- Duck farming festival (Spring), Producer-Consumer Get-

together Party (Autumn) 
Campaigns - Anti-GMO food campaign 

- Anti-love hotel proliferation, Anti-golf-course pollution 
campaigns, etc. 

Recycling - Egg boxes, grape juice bottles, apple crates 

Source:   Womenlink Green Goods Order Guide, 2006. 

 

4) Circulation and qualification of green goods 

The main activity of Womenlink is to make direct transactions with producers of green goods. The 
major producers for Womenlink are green agricultural cooperatives founded by women. 

Member consumers can order weekly via telephone, fax, or the Internet. All goods are provided once 
a week on a given date. Members should order from the listed items at least three days prior to the supply 
date, between 9 a.m. and 6 p.m. After confirming the number and price of the goods supplied, payment 
should be made within one week via Giro or automatic debit at the bank. 
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Green goods are purchased from the producers meeting the requirements of safety, environmental 
friendliness, and self-sufficiency. The specific criteria for selection are listed below. 

• Goods should be organically produced in the Republic of Korea, i.e., without the use of 
pesticides and chemical fertilizer 

• If it is difficult to find organically farmed ones, goods must at least be produced with the use of 
low pesticides 

• The farming process must be disclosed to ensure transparency 
• Only products that are cultivated in their natural season must be supplied (greenhouse cultivation 

for some of the essential vegetables is allowed) 

• Livestock should be raised in a sound, healthy environment, without the use of antibiotics or 
growth hormones 

• Fish must not be deep-sea catch but near-sea or coastal catch, and should not be treated 
chemically in the process of freezing or drying 

• Processed foods that use organically farmed products as raw material and that do not use 
hazardous additives or are chemically treated 

• Goods using recycled material, and reducing pollution 
• Goods produced on a community basis rather than by an individual producer 
• Goods that can be managed throughout the stages of packaging, transportation and quality 

control 

• Produced and processed foods that may expand the production basis of women producers 
• Production sites should be concentrated in one area as much as possible 
• Goods that contribute to maintain and improve Korean traditional food and lifestyle 
• Goods manufactured by SMEs are preferred to those produced by conglomerates 

Currently 23 types of goods and a total of 607 items are supplied as indicated in table 21. Customers 
can surf and search most of these goods through the Internet. The information on price, volume, ingredients, 
producers etc. is provided. 

Table 21. Categorization of green goods 

Category* No. of 
items Category* No. of items 

Korean wheat foods 31 Natural cosmetics 20 
Vegetables 64 Health nutrients 27 
Side dishes, kimchee 17 Processed meats 19 
Meat 79 Rice cakes 18 
Beverages 27 Tofu, bean sprouts 15 
Seasoning 40 Pickling brine 9 
Dried seafood, nuts 26 Fruits 15 
Breads, cookies 72 Dairy products 10 
Fishery 30 Jam, sauce 10 
Tea 15 Poultry, eggs 4 
Noodles, dumplings 19 Powdered food 16 
Environment-friendly goods 24 Total 607 
Source:   Womenlink Green Goods Order Guide, 2006. 
*              Seasonal goods and goods temporarily-ceased are excluded. 
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9.2. Seikatsu Club Consumers’ Cooperative Union – Japan10 

1) Overview 

There are approximately 600 consumer cooperatives with 22 million members in Japan (out of a 
total population of 127 million). From Hokkaido in the north to Aichi Prefecture in the south, the Seikatsu 
Club Consumers’ Co-operative Union, (referred to as SC), which consists of an association of 25 consumer 
cooperatives active in 15 administrative divisions (prefectures) of Japan, has altogether 259,000 members, 
most of whom are women. In addition, there are seven associated companies such as a milk factory (table 
22). 

Seikatsu (life) means the lives of people. “Living people” thus signifies people who are not only 
consuming, but also aggressively and consciously considering the existence of life through working and 
playing in their daily lives. SC is seeking a fair world and a higher-quality, more sustainable way of life, 
through people’s daily activities. 

Established on 12 March 1990, the SC carries out the development, purchasing, distribution and 
inspection of consumer materials, e.g. food, general daily goods, clothes, publications, operates a mutual 
assistance fund and publishes information for pre-order collective purchase. In addition, the union works on 
issues such as GMOs and environmental hormones by setting up committees and formulating and 
implementing projects, which are run by SC members and staff. 

The SC member unit is based on the nearly 200 independent branches, all of which have independent 
management and activities. SC funding is from the members, who make monthly contributions of 1,000 yen 
per person. The accumulated contributions total 23,100 million yen, making an average investment of 
approximately 90,300 yen per member. These investments are the foundation of SC’s healthy financial 
management. 

Table 22. Total membership of independent cooperatives 

(as of 3 March 2004) 

Full-time staff  57 
Small groups(“Han”) Approx. 128,000 
House to house delivery Approx. 91,000 

Total members 

Depot (shop), Welfare 
Club (home delivery) 

Approx. 40,000 

Turnover  76,200,000,000 yen (US$ 690,000,000) 
Accumulated funds  23,100,000,000 yen (US$ 210,000,000) 

 
2) Alternative economic activity 

Since the end of the Second World War, the logic of enterprise became dominant in the social 
atmosphere in Japan, and this has encouraged mass production and mass consumption. Meanwhile the 
Japanese economy grew by leaps and bounds and extravagant usage and wastefulness of resources has 
occurred. SC began to wonder about the emphasis on the outward appearance and value-added of goods, 
which contain various additives like agricultural chemicals, artificial colouring, preservatives and so on. In 
the meantime SC, with the cooperation of producers, refused to remain as passive consumers who buy 
appealing goods one by one in the market, and SC is now creating food and other essential goods with a 

                                                     
10   The information on Seikatsu is excerpted from its website. http://www.seikatsuclub.coop/english/index.html 
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concern for safety for human health and the environment. In addition, the movement began to relate to the 
boycott movements against detergents, which can cause water pollution, and against GM foods, where there 
is no proof of safety. Moreover, the movement has involved itself in countermeasures for environmental 
hormones in packaging as well as the reuse-recycle movement. SC principles on safety, health and the 
environment are listed in box 19. 

 
Box 19.   SC principles on safety, health and the environment 

1. Pursuit of safety for consumer materials 
2. Raising self-sufficiency in food 
3. Reduction of harmful substances 
4. Sustainable use of natural resources 
5. Reduction of waste and promotion of reuse 
6. Reduction of energy use 
7. Reduction of risk 
8. Information disclosure 
9. Independent control and auditing 
10. Mass participation 
 

3) Pre-order collective purchase 

The purpose of the pre-order collective purchase system of SC is to supply consumer goods whose 
raw material is known, without excessive expense. Owing to pre-ordering, the members are able to have a 
well-planned consumer life. Moreover, the producer can supply fresh goods to the consumer, which use no 
preservatives, because of well-planned production and efficient shipment. 

The members, who are organized into “Han” (small groups) of several members each, can assure 
reasonable production and distribution, and can reduce prices. The consumer goods are delivered directly to 
either the “Han” or the individual though the SC centre. In addition, delivery eliminates risks, which can 
occur with overheads and huge stocks of goods. 

4) Development of safe food at a fair price 

It is said that major supermarkets stock 300,000 kinds of merchandise. However, SC deals in only 
about 3,000 general consumer goods items, of which 60 per cent are basic foodstuffs such as rice, milk, eggs, 
frozen fish and vegetables. The size and content options of any consumer item is restricted to only one or 
two choices, and because of this, SC can hold down rising costs and the waste of resources while 
maintaining the quality of merchandise. Moreover, SC believes in the importance of developing a variety of 
cooking techniques that combine the limited materials. 

SC, without forgetting concern for the environment, is developing consumer goods which are 
nutritious and tasty, and at the same time can be efficiently produced, distributed, consumed and disposed. 
Underlying this is the formation of agreements and reliable relationships between the producers and SC. 
Both producers and SC are committed to full freedom of information to the public while having thorough 
discussions regarding quality, manufacturing methods, and methods of storage and distribution. 

The prices of the main consumer items are determined according to the producer cost guarantee 
system, in which all producer costs from production to distribution are made public. In this way, the 
producer’s livelihood and business are secured. Through the pre-order collective purchase system, producers 
and consumers are sharing reduced costs, constantly understanding each other’s position, and maintaining 
trusting relationships. SC is aiming to develop an even higher level of products while continuing to fulfill its 
social and global responsibility. 

5) Consumer goods produced to SC’s strict independent standard 

SC is primarily buying rice, meat, eggs, frozen fish, vegetables, fruit, miso, soy sauce, salt, cooking 
oil and spices as well as clothing, general merchandise, books, toys, travel and culture tickets through 
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collective purchase. Collective purchase goods are called “consumer materials” instead of “commodities,” 
because of the vision of emphasizing utility value rather than the pursuit of profit. 

6) Main characteristics of typical consumer materials 

Milk: SC is producing milk at its own factory using pasteurization sterilization. The nutritional 
value and flavour of milk is changed by thermal denaturation of calcium and protein in the super-high 
temperature sterilization used by most commercial milk manufacturers in Japan. Pasteurized milk can be 
produced only with high quality natural milk. Therefore, SC milk, which is already obtained according to 
strict health administration standards, is produced to extremely rigid quality inspection standards. Ice cream 
and yogurt are also produced from the same natural milk. 

Chicken egg: SC’s egg producing chickens are all a domestic species from a Gifu Prefecture 
hatchery that does not rely on medicines such as antibiotics for breeding, unlike typical chicken eggs on the 
market in Japan that are mostly from imported species. Egg producing chickens are given salmonella vaccine 
and regular inspections are carried out. The feed uses post-harvest free (PHF) and non-GMO raw materials 
and as much as possible domestically produced. SC eggs arrive within 48 hours after laying. Eggs are 
delivered unwashed because the cuticular layer which covers the outside of eggs helps to keep them fresh. 

Pork: Pork is mainly from crossbreeds of Duroc, Landrace, and Berkshires, which are sturdy 
animals giving good quality and tasty meat. SC pork is grown in open pigsties without any use of 
antibacterial substances. SC stipulates PHF and non-GMO feed, and is using feed rice grown on set-aside 
fields in order to improve Japan’s self-sufficiency in feed, and to help preserve farmland and the local 
environment. More than 30 processed goods items, primarily pork sausages, are made with this pork. 

7) Independent control and auditing system 

SC has established safety, health, and environment principles that guide its operations. Producers 
ratify these SC principles in order to participate in the system and work with SC members to achieve 
improvements in terms of the principles. This system is different from general environment and quality 
control standards and certification systems. Producers make information to public based on independent 
standards in agriculture, fishery, stock raising and processed food. The Independent Control Committee, 
consisting of SC members and producers, examines the degree of attainment of standards and also revises 
standards to a higher level. Under the supervision of the Independent Auditing Committee, consisting of SC 
members, members carry out “mass independent auditing.” This auditing of the sites of production by 
members is one of the unique activities of the SC, and is based on SC history. 

Below is an example of an item in the independent agricultural standards. 

1. Prohibited items: aerial spraying of agricultural chemicals, GMO produce, use of agricultural 
chemicals for unclear reasons, residual agricultural chemicals exceeding one-tenth of the 
national standards in edible materials; 

2. Recommended items: disclosure of records for past three years of cultivation, production of 
seasonal crop items, implementation of crop rotation, non-use of herbicides. 

8) Anti-GMO movement 

In January 1997, SC determined “in principle not to use GM crops and food” and opposed the 
commercialization of GM food, which has unknown effects on health and the environment and is not labeled. 
At the same time, in cooperation with producers, SC has inspected every consumer material while 
proceeding with its own labelling system and the exclusion of GM food, feed and additives. Moreover, an 
appeal campaign to local governments for GM food labelling was carried out, and a petition submitted to the 
national assembly to introduce a labelling system and reinforce food safety approval and an inspection 
system carried 680,000 signatures. The petition was adopted by the National Assembly. 

Meanwhile, with the contamination of food with the possible allergy-causing GM corn variety 
Starlink, the genetic contamination of seeds and native varieties and the inability to control GM crops, the 
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danger to biodiversity and food safety has become increasingly clear. Nevertheless, the cultivation of GM 
crops has become more widespread, and a handful of multinational companies are preparing to take over the 
world’s food system using patent rights. 

SC, working with other cooperative groups, has formed the “Stop GM Rice Co-operative Network”, 
has undertaken a national survey of GM food labelling, and has demanded that the Minister of Agriculture 
and the Minister of Health and Welfare upgrade the labelling system. Observers have also been sent to the 
Codex Ad Hoc Intergovernmental Task Force on Food Derived from Biotechnology (BT Task Force), which 
formulates international standards for GM food, and demanded that the participating countries recognize the 
establishment of traceability, full compulsory labelling, full implementation of the precautionary principle 
and safety inspections by third parties as basic principles, with a petition from over 600 organizations. A 
demand is being made to the national assembly for: (1) full compulsory labelling; (2) the banning of GM rice 
for food and feed; and (3) the non-use of GM rice in school meals in the local governmental regions. 

9) The green system and countermeasures against environmental hormones in packaging 
materials 

SC is not only concerned with food safety, but also practices collective purchase of consumer 
materials with consideration for production, distribution, consumption, and disposal, and has also considered 
the disposal of packaging materials after use. The solution to the problem of packaging, as it makes up 60 per 
cent of the volume of household waste, will contribute to the solution of all garbage problems. SC has 
adopted the use of the “multiple reuse returnable jar/bottle”. Glass container reuse has been called the SC 
members’ movement for solving the problem of packaging refuse, and has been carried out with the 
cooperation of producers and the bottle industry. This original activity, begun in 1994, is called the Green 
System. This is short for Garbage Reduction for Ecology and Earth’s Necessity. The reuse of milk bottles 
and the recycling of milk bottle plastic caps and picking bags (personal bags for pre-ordered items) has been 
added to the above. 

Unification of the standard for returnable bottles, and using the same standard bottle for several 
different consumer products, has helped to raise the efficiency of collection, sorting, and washing. The “R” 
mark of the Japan Glass Container Association has been stamped on these bottles. Figure 13 shows the 
annual number of glass containers recovered by SC. 

Producers (manufacturers), SC (sellers), and Elix (bottle producers and distributors) now jointly 
operate a Bottle Reuse Council. 

Figure 13. Number of glass containers recovered 

Source:   Seikatsu Club 
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In 2001, SC collected over 8,000 tons of packaging materials, enough to fill three gymnasiums. This 
saved local administrations 115 million yen in collection costs. About 2,000 tons of CO2 emissions were 
prevented by re-using bottles. It would cost 25.4 million yen to absorb this much CO2 gas by chemical 
means. 

Regarding other packaging materials, the non-use of PVC, which is a source of dioxins, and 
countermeasures against environmental hormones from cans and other sources, have been tackled. A dioxin 
monitoring campaign has also been started, and the national dioxin pollution picture is being made clear by 
the analysis of pine needles. 

10) Local community-based welfare care 

The ageing of society is occurring rapidly in Japan and it is estimated that by the middle of this 
century over 30 per cent of the population will be 65 or older. SC is beginning to respond to this social 
change in advance and has set up social welfare corporations, NPO organizations and so on to manage such 
organizations as day service centres and special nursing homes for the aged on the basis of the cooperative 
union organization and citizen participation in welfare projects. About 10,000 people throughout the SC 
movement are now involved in providing home or institutional care services for the aged. Further, since the 
start of the nursing care insurance system in Japan, confidence in SC has risen and income from these 
projects is now about 4 billion yen per year. This is the result of placing importance on people helping each 
other out in the local communities, and SC expects this to expand greatly in the future. 

11) New social movements born from the Seikatsu Club 

SC has pursued a sustainable and ecological way of life and production in which people can manage 
their own lives by themselves. From that experience, and in order to solve the problems that people face in 
their local communities, SC has given birth to new social movements. They are (1) the Network Movement; 
and (2) the Workers’ Collective Movement. 

The SC, the Network and the Workers’ Collective are different movement groups that are 
independent to one another. However these three are making a challenge to build “cooperative local 
community” through confronting and solving the problems of local communities. 

Network Movement: The Network Movement is an activity that elects representatives to local 
governments and seeks to take positive action in the political arena. Through outlawing synthetic detergents 
and soap use movement, SC members also organized direct appeal movements to local governments. 
However, it was keenly felt that in order for the citizens’ voice to be reflected in political work, it was 
necessary to participate in and reform politics. Groups of SC members began to get together in the regions to 
form independent political organizations, and the Network Movement began to elect representatives to local 
government. At present there are “Seikatsusha Network” (Seikatsusha = “people who live”, in the sense of 
“inhabitants” rather than “consumers”) and “Citizen Network” organizations throughout the country, with 
141 representatives in local government who are working to realize policies to protect the environment and 
improve the welfare system (figure 14). 

Workers’ Collective Movement:  The Workers’ Collective Movement is an activity that creates 
workplaces in the local society. Workers’ collectives are a new form of working in the cooperative style 
where the workers fund, manage and work in their own enterprise as an alternative to being employed in a 
for profit-only corporation. Established by people in their local communities, there are now numerous 
workers’ collectives embracing large numbers of people in enterprises such as box lunch preparation, bread 
baking and other food processing, care for the aged and people with disability, kindergartens, recycling, 
editing, advertising, designing, sorting and delivery of consumer materials (figure 15). 
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Figure 14. Expansion of the network movement 

 

Figure 15. Growth of the workers’ collectives 

 
9.3. Pulmu Agricultural Producers’ Green Cooperative – Republic of Korea 

The Pulmu Agricultural Producers’ Green Cooperative is located at Hongdong-myeon, Hongseong-
gun, Chungcheongnam-do, about 160km distance from Seoul, Republic of Korea. It was established in 1978 
by graduates from Pulmu Agricultural High School and aims to practice organic farming. In 2006, the Pulmu 
Green co-op had 957 members, who cultivated rice, vegetables, fruits, and livestock using organic farming 
techniques (box 20). 

In 2004, the Pulmu co-op inaugurated its own website (www. pulmu.or.kr) with the support from 
Chungcheongnam-do Small & Medium Business Support. A private company has developed and maintained 
the Pulmu’s e-business website that allows prompt and accurate collection of orders from consumers’ coops. 
This e-business website comprises of the e-shopping mall of agro-products, producers’ profiles, information 
and educational resources on organic/eco-friendly farming and other services for its members. The website is 
used for improving customer relationship and for conducting promotional activities, which increase 
awareness and credibility on green products produced by the Pulmu co-op. Through its website, Pulmu 
advertises its diverse activities such as farm tour and exchange programmes with city residents. 
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Box 20.   Brief description of Pulmu Green Co-op (2006) 

• Number of members: 957 persons 
• Product organizations (total 63 groups): 

- rice : 35 villages (1,215 acre, 2,500 ton) 
- vegetable: 22 groups (284 acre) 
- livestock: 6 groups 

• Major agricultural facilities in the community: 
- Local Logistics Center 
- Drying Storage Center (DSC) for organic rice 
- Processing factory for organic agricultural products 

• Urban direct marketing contracts: 
- Korea Cooperative Alliance (www.icoop.or.kr) : 50 membership local co-ops 
- Dure Consumer’s Cooperative (www..dure.coop): 23 memberhsip local co-ops 
- Women-Link Consumers’ Cooperative Union (www.minwoocoop.or.kr): 5 membership local co-

ops 
- Eco friendly agricultural product shop: 50 shops 

 

Pulmu co-op has been very successful in promotion activities on its organic production through its 
web site. It has built a network with consumer cooperatives, including Korea Cooperative Alliance 
(www.icoop.or.kr), the Women-Link Consumers’ Cooperative Union (www.minwoocoop.or.kr) and Dure 
Consumer’s Cooperative (ecoop.or.kr). Consumer co-ops account for a larger portion of Pulmu’s e-business, 
with over 95 per cent of the total volume of sales. E-business with private consumer is at its initial stage and 
accounts for only 5 per cent of the total volume of sales. 

B2B transaction between Pulmu Green Co-op and Womenlink Consumers’ Cooperative Union was 
started in 1989. That was possible since the two parties had mutual interests and concerns on environmental 
protection and safety food. With the B2B transaction, Pulmu Green Co-op began to have a sustainable 
marketing opportunity, while Womenlink became to have a reliable and constant supplier. In addition, pre-
order practice and regular meeting with consumers enabled member farmers to control products in terms of 
quantity and quality. Since then, Pulmu has broadened direct transaction with consumers’ cooperatives. 

Pulmu relied on telephone and facsimile for the direct transaction. In 2000, Womenlink Consumer’s 
Cooperative Union initiated e-transaction and products of Pulmu were uproaded on its website. Since then, 
most of consumer co-ops started to set up their websites available for e-commerce. 

Pulmu has utilized these websites for advertising and promotional activities for its products. Pulmu 
sends information on products to each consumer co-op whenever it wants to promote its new or seasonal 
products. Then, each consumer co-op uploads the information on its website, and sends e-mail to its 
respective members. Since the introduction of e-commerce of each consumer co-op, the sales volume of 
Pulmu has been rapidly increasing every year (figure 16). 
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Figure 16. E-business of Pulmu Agricultural Green Co-op 

 

Website of the Pulmu Agricultural Producers’ Green Cooperative 

Source:   Pulmu Website, access at www.pulmu.or..kr 
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10. CONCLUSIONS AND POLICY RECOMMENDATIONS 

Many developing countries in Asia have been confronting problems of rural poverty and 
environmental deterioration caused by the low competitiveness of their agricultural products and exploitation 
of natural resources. A major developmental agenda of these countries is to increase income from 
agricultural products for poverty alleviation and economic growth while ensuring agricultural sustainability. 
With trade liberalization, consumer demand for high-quality, safe and healthy food has been on the rise, 
while the price of standard subsistence crops has been steadily dropping. 

Entrepreneurship in green/organic produce provides new opportunities to small farmers in 
developing countries, especially women smallholders. There are indications that factors such as the fact that 
traditional small-scale farming technology is closer to the green/organic farming system, that organic 
systems are more labour-intensive, and that small women farmers can potentially produce green/organic 
products at relatively low labour costs may give these women cooperative entrepreneurs a comparative 
advantage in the production of green products. 

Moreover, organic systems may result in more work opportunities for women smallholders 
throughout the year with its crop diversification practices as well as value adding activities such as 
processing and marketing. At the same time, many Asian developing countries possess strong market 
potential for producing specialty, value-added products that sustain the agro-ecological environment. 

The green cooperative model of enterprise enables smallholders to capitalize on these potentials by 
supporting the identification of specialty produce and its marketing opportunities, providing financial and 
business related services, linking farmers to effective marketing channels and creating key networks with 
partners in the local, governmental, and international agency arenas. To reach a broader market and 
strengthen partnerships, green cooperatives may benefit from the use of e-business to support the selling and 
marketing their products. 

This guidebook highlighted briefly some of the key components involved in developing women’s 
cooperative entrepreneurship and e-business in the green agriculture sector. It also illustrated some case 
studies that can be replicable in some countries. These are not exhaustive, however, rather they are a 
minimum set of guidelines intended to provide preliminary knowledge for aspiring entrepreneurs and 
policymakers with an interest in green cooperative entrepreneurship and e-business development. 

On the basis of the analysis in this guidebook, the following policy recommendations are made to 
promote women’s entrepreneurship and e-business development in the agricultural sector, in particular 
through the promotion of women’s entrepreneurship and e-business in green cooperatives. 

10.1. Promotion of women’s entrepreneurship in green cooperatives 

10.1.1. The need for gender mainstreaming of rural 
policy on entrepreneurship 

In order to ensure the effectiveness of rural poverty reduction strategies through the promotion of 
rural entrepreneurship, in particular among cooperative enterprises in the green products business, it is 
essential to factor gender mainstreaming into the planning process. 

Under existing socioeconomic and structural conditions in the agricultural and rural sector in many 
ESCAP countries, gender discrimination persists, which can hamper efforts aimed at creating opportunities 
for rural women. These range from legislation perpetuating gender inequities such as land rights laws to 
traditional cooperative governance structures, which tend to be male dominated. An exception is consumer 
cooperatives in which women appear to occupy more decision-making positions and play an active role.  The 
situation of gender inequity is further exacerbated by women’s limited access to education, information and 
communication technologies and a number of other key resources needed, which hinders women’s capacity 
to be active and effective participants in governance, the rural economy and within the household dynamic. 



 

 91

Factors affecting the gender dynamic in rural areas, such as mass male migration to urban centres, 
have strong implications for women. Even with male migration and the large outflow of men from the 
countryside, it appears that the more-remunerative work in agriculture remains largely occupied by men 
while less well-remunerated work remains the domain of women. The gender mainstreaming process of 
assessing the effects on women and men of such rural dynamics is crucial to ensure that any government or 
civil-society-planned action, including legislation, policies or programmes, is targeting its goal in a way 
which assures gender equity. 

Of increasing awareness to policymakers is the fact that many areas previously considered gender 
neutral do in fact harbour strong gender biases that create conditions placing women at a disadvantageous 
position. The promotion of entrepreneurship as well as other poverty reduction schemes in many countries 
has long operated under the assumption that women will reap the benefits from such programmes equitably 
with men.  But evidence is showing this is not necessarily so, despite women comprising in many cases the 
largest market of untapped potential. Gender biases exist in rural dynamics, perpetuating patterns in which 
better remunerative opportunities are taken by men while women’s work remains primarily unremunerated 
or less remunerated. This strengthens men’s economic hegemony and hinders women from being able to 
benefit from opportunities created by poverty reduction programmes. Gender blindness in policy and 
programme planning serves to reinforce existing structures and frameworks of gender inequity. 

Unless gender mainstreaming and gender sensitization is integrated into the planning process, any 
project aimed at promoting women’s participation in rural development strongly risks being off-target. 
Account must be taken of a project or programme’s gendered effects and on the opportunities and challenges 
it poses to women. 

This is particularly necessary when planning involves reforming traditionally male-dominated 
structures. Here gender sensitization can be difficult to implement. Due to the challenge in introducing 
change in traditionally male-dominated structures, there has been a policy rationale to introduce mechanisms 
and structures whereby women’s active participation is not impeded by traditional constraints.  In the context 
of cooperative entrepreneurship, these can be in the form of women-led or women-dominated cooperatives 
whereby it can be easier for women to actively participate and women’s voice are not suppressed by male-
dominated structures and traditions. 

The identification of gender inequities among opportunities and challenges that appear at first glance 
to be gender neutral need to be done though the design of policies and programmes which facilitate 
environments conducive to women’s participation and which assess specifically how women may be targeted 
as beneficiaries. This must be approached through various strategies ranging from gradually dismantling old 
work and entrepreneurship structures which are bastions of male dominance through gender sensitization and 
mainstreaming to the introduction of newer, relatively gender-barrier-free mechanisms such as women-led 
cooperatives by which women may be better positioned to reap the benefits of targeted programmes. 
Transforming gender inequity so that women can be full and active participants and beneficiaries of the 
opportunities and challenges available to them will require a varied and multi-pronged strategy. To do this, 
gender sensitization and mainstreaming must overcome fixed notions of gender neutrality, which can lock 
policies and programmes in inertia when combating ongoing gender inequity. 

Identifying the most appropriate course of strategy will be key to effective gender mainstreaming of 
rural policy. Reforming existing structures through the introduction of gender sensitization is an essential 
ongoing process. At the same time, conditions may necessitate the consideration of a separate women’s 
perspective to make rural policy, programming and planning optimal to beneficially impact the rural 
population. 

The need for a separate gender perspective is unequivocally shown in the different gender effects on 
entrepreneurial opportunities and challenges. Unlike the traditional cooperatives dominated by men, the 
types of cooperatives founded by women have tended to be characterized by differing attributes from 
traditional male-dominated cooperatives. It appears that in some key ways entrepreneurship may be 
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approached differently by women and men. It may be useful to consider these in the development of 
programmes to promote entrepreneurship. It is important to take into account the unique differences between 
women and men with regard to entrepreneurship, i.e. priorities, motivating drivers etc., in order to achieve 
optimal ends. Failing to target properly men and women’s differing entrepreneurial motivations could result 
in ineffectual entrepreneurship development programmes. 

Placing women and men entrepreneurs into general categories without taking into account factors 
such as motivational differences and hard realities of the distinct experiences each faces is to disregard 
crucial elements contributory to the success or non-success of the aspiring entrepreneur. 

To motivate entrepreneurial empowerment among women, efforts must be made to devise policies 
and programmes taking into consideration entrepreneurship motivations not in a generic way but with 
consideration to gender differences. Categorizing women’s unique needs separately and targeting them 
properly, for example through the consideration gender-specific motivations, is important. 

It may be practical at this phase of the development process to develop gender strategies focusing on 
allowing the unique types of motivational forces compelling women to pursue entrepreneurship and to 
evolve this into a form of entrepreneurship better suited for women. This type of women-styled 
entrepreneurship can be a transformational force for entrepreneurship. It can be carried out along with 
initiatives reforming and gender mainstreaming existent male-dominated forms of cooperative 
entrepreneurship and may help to accelerate attempts to integrate women in existent traditional structures 
normally resistant to change. 

10.1.2. Start-up with women NGO-initiated consumers’ cooperatives 

In light of primarily male dominated structures in most traditional cooperatives today and the 
potential for women’s entrepreneurship to be a transformational force, policies creating an enabling 
environment for rural women should recognize the importance of women-led initiatives in cooperative 
enterprises. Partnership with civic societies and NGOs has often been promoted to spur development in 
developing countries. The activation of civil society will become even further strengthened with increased 
development. In eco-friendly agricultural development, as the two good practices in Japan and the Republic 
of Korea clearly show, NGO movements can play an important role in the development process. It should be 
noted that both of them have been influenced by the United Nations-led ecological movement since the late 
20th century. The core factor of their enormous success lies in their being demand driven. In market-led 
economies, any business not able to reach and establish its consumer market cannot succeed. 

Even though the global organic market has been growing rapidly, major markets tend to have 
protectionism and require costly certification. With WTO liberalization in agricultural trade, an increase in 
exporting to the developed world was anticipated, but this has not materialized (Pal, 2004). Domestic 
markets in developing countries are limited. Under these circumstances, the success of start-up enterprise lies 
in locating and capturing an effective consumer market. Consumers’ cooperatives are effective instruments 
to locate and organize such consumer demand. 

Green consumers’ cooperative entrepreneurship can be helped by globalized ecological awareness. 
In many Asian developing countries, rapid economic growth produces higher-income strata of the population 
capable of green consumption. With their high educational background, they can be easily sensitized to 
sustainable development, the agenda of the global campaign, particularly the issue of green food and 
concerns regarding the after-effects of large-scale chemical use in the Green Revolution. The growing 
middle class tends to be aware of eco-sensitized values and are a potential market for green consumers’ 
cooperative entrepreneurship. 

Furthermore, as clearly shown in the case of Womenlink, consumers’ cooperatives can be founded 
with micro-capital. They are service-oriented and are equipped with competitive marketing. Their advantage 
in price competition is further strengthened by the elimination of middlemen, promoting direct linkages with 
producers’ cooperatives. 



 

 93

10.1.3. Public campaigns for the Life of Health and Sustainability (LOHAS) 

The rapidly expanding organic market in the developed world stems from the fast spread of 
awareness regarding the importance of what has been termed “life of health and sustainability” (LOHAS). 
The LOHAS in turn has become fashionable due to the impact of ecologically sensitive products affordable 
for middle class consumption. This middle class comprises the primary segment of the population to 
embracing and practicing human and sustainable development. 

In uneven development, it is important that developing countries take advantage of the lessons from 
pioneering. In leading countries in organic life, the LOHAS came about after the complete formation of the 
middle class. The development process in late developing countries is different in that the agenda for 
LOHAS came before countries were yet prepared for the assimilation of this agenda. These countries, 
therefore, can accelerate development by sensitizing their developmental agenda to LOHAS from the initial 
developmental stage. 

Human and sustainable development is a pioneering ideal that should be promulgated in 
development policies. In developing countries, this promulgation in a sense promotes beforehand the 
adoption of eco-friendly values by the emergent middle class. As shown in the cases of Womenlink and 
Seikatsu, NGO-initiated public campaigns can play a vital role in catalyzing LOHAS. In partnership with 
civil society, governments should take measures to strengthen the dissemination of the LOHAS culture. 
These measures expedite a development process grounded in health and sustainability issues by creating 
expanded green markets. It should be noted that public education is most effective when approached by 
identifying with people’s basic consumption concerns. 

10.1.4. Certification system and marketing 

To raise consumers’ trust, governments should adopt a certification system for green products. This 
is especially needed in markets characterized by unethical commercial practices. In this situation, only 
government-certified strict control can ensure quality and reliability. 

Certification systems also provide a foundation on which export marketing can be developed. The 
Chinese system of Green Food is an exemplary case. If a certification system is implemented with successful 
enforcement mechanisms in place, its credibility can become more widely recognized in foreign markets. 

In developing countries in the region in the past few years, organic development has been propelled 
primarily by two forces: NGO-initiatives and business enterprises. The latter are a more recent phenomenon 
in which entrepreneurs, often educated overseas and having no family background in farming or food trade, 
take part in organic enterprises due to their lucrative potential (IFOAM, 2004 and 2006). It is important that 
young entrepreneurs more than NGOs focus on profit opportunities in export marketing. Their efforts to 
obtain international standard certification reinforce the establishment of an internationally accepted system 
of certification. The existence of an internationally accepted certification system that can be credibly applied 
toward domestic products makes it possible to compare domestic with international standards and accelerates 
the process of consolidating an effective worldwide standard, potentially raising the quality of internal 
markets. 

10.1.5. Capacity-building Training 

While limited access to resources such as micro-credit, capital and new technologies accounts for 
some of the key barriers farmers encounter in trying to start up organic enterprises, one of the primary 
reasons for farmers’ weak positioning with regard to being able to establish successful, sustainable organic 
business is a lack of entrepreneurship knowledge, skills, culture and vision. 

Central to the effectiveness of the promotion of cooperatives in green products is the cultivation of 
the basic principle of self-help which lies at the base of cooperative forms of enterprise. 
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To promote women’s entrepreneurship in green cooperatives, capacity-building training for women 
is an essential priority task rather than providing credit assistance. Donor agencies and other external actors 
need to focus their resources on raising the capacity for women’s cooperative participation in the new 
direction of agricultural development. 

Late developing countries have the option of examining externally developed developmental models 
for sustainable green growth and are favourably positioned to adopt those pioneering models that have 
proven themselves effective in other countries and can be adopted to domestic conditions and environments. 

What is crucial for the success of this process is capacity-building to compensate for developing 
countries’ lack of knowledge and effective knowledge exchange enabling the successful adoption of new 
models of development from more developed countries and markets to developing countries and markets. 
More effective, women-targeted policies and programmes also need to be developed and instituted, 
supporting capacity building among women entrepreneurs. 

Relevant government officials should also be trained for the supportive role of implementing gender 
mainstreaming in rural policy design and to form more effective partnership with players in the field such as 
NGOs and civil society. Greater understanding of rural dynamics would also enable government policy 
makers to develop more effective agricultural, cooperatives and entrepreneurship policies and programmes. 
Greater ecological awareness training at the government policy level and training of government officials in 
supporting the implementation of effective organic certification systems would also be useful. 

Civil society and NGOs can also be an effective mechanism by which to facilitate knowledge 
exchange for the transmission of knowledge and/or vision for eco-friendly agricultural development to the 
local market. In the start-up of women-led green consumers’ cooperatives, it could be effective to train of 
women NGOs to undertake initiatives in promoting women’s entrepreneurship in green cooperatives in 
partnership with government and other key societal players. 

10.1.6. Establishment of intraregional e-business 
women’s green cooperatives networks 

To widen export market opportunities, it is important for women’s green cooperatives in the region 
to form entrepreneurial support networks and, where possible, e-business networks making use of the new 
information technologies. These networks in turn can be connected with women’s consumers’ cooperatives 
in other regions. There already exists an extensive amount of networking among three leading women’s 
green consumers’ cooperatives from Japan, the Republic of Korea and Taiwan Province of China. Even 
though it is at the beginning stage of holding meetings and exchanging information, it shows a potential for 
developing into strong women’s networks. Normally located in urban areas equipped with ICTs, women’s 
consumers’ cooperatives can easily build networks for e-business among them. Even in areas where such 
technology is not available, women’s networks can be a crucial element contributing to the success of 
women’s entrepreneurship. 

10.1.7. Elimination of gendered constraints 
in women’s entrepreneurship 

Under gender-constrained conditions, it is important that governments introduce measures to 
eliminate discriminatory practices against women’s entrepreneurship. If necessary, proactive measures in tax, 
credit, land tenure etc. should be taken. It may also be useful for policy makers to recognize that there are in 
many cases important gender distinctions between what drives women and men in entrepreneurship, and 
these differences should be capitalized on through the development of appropriate gender-sensitive 
entrepreneurship promotion strategies. To promote equity in cooperative development and move beyond the 
gender constraints operating in male-dominated cooperatives, it may be advisable to proactively support 
women-led, women-run or women-only green cooperatives. Basic principles – such as community self-help 
and a spirit of cooperation rather than competition which are central to cooperative forms of entrepreneurship 
– are elements making cooperatives particularly conducive to women’s entrepreneurship. 
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10.2. Promotion of e-business in green cooperatives 

The determinant factors for introducing ICT and e-business applications in rural communities are all 
influenced by policies of the government. The state has an important role in creating the proper environment 
for ICT utilization, and public policy can either facilitate or hinder development of a networked economy. 
Policy makers must not only focus attention on creating conditions that foster ICT development that provide 
comprehensive access to rural and remote communities but also be responsible for implementing stable and 
predictable policies. 

Furthermore, leadership at the highest strategic levels is necessary to demonstrate commitment and 
ensure that other ministries, public sector bodies and key players are encouraged to participate. 

In addition, considering the fact that rural women in developing countries are situated in the lowest 
strata in the use of ICT, the last, but not the least important policy issue for the development of e-business in 
green co-ops is not only to integrate gender perspectives into the overall national ICT policy but also to give 
specific consideration to enhancing women’s utilization of the new business and entrepreneurship 
opportunities that ICT provides. 

ICT policy formulation and implementation for rural development typically involves the policy 
reforms for readiness11 discussed bellow. 

10.2.1. Gender-responsive policies 

Conducive polices and strategies that address gender imbalance must be in place, prioritizing and 
enabling gender equity not only in access and use but in the derived benefits and opportunities. 

10.2.2. Infrastructure 

In countries where the incumbent owned Public Switched Telephone Network (PSTN) still 
maintains a monopoly, private investment is not encouraged. However, by creating a supportive regulatory 
framework, policy makers can foster development of new market players, such as technology providers, ISPs, 
network operators and trust providers, serving particular industry or user-groups. 

A supportive environment (fixed line and mobile telecommunications) for facilitating ICT-related 
activities (e-commerce and Internet activities), innovation and risk-taking should be in place. The 
telecommunication sector should be liberalized, with a regulatory body in place to encourage 
competitiveness from a variety of carriers and to enforce regulations. At the same time, regulation should 
encourage universal access to telecommunication services.12 

Technologies such as cable, wireless and satellite systems can provide a variety of information and 
communication services attracting domestic and foreign investment. Government and industry should draft 
technology polices to support and encourage infrastructure development. 

Such physical infrastructure as transport and logistics can be improved by utilizing advanced 
technology. Rural development policies that include extending public services to build an adequate physical 
infrastructure to support ICT usage in rural and remote areas should be enacted. 

A small subscriber base in rural or remote areas makes it difficult for services to be provided on a 
purely commercial basis. Community ICT access points have been built in different localities around the 
world, under such different labels as Community e-Centres (CeC), telecentres and multi-purpose community 
                                                     
11   Typically there are three dimensions to ICT policies: infrastructural, vertical and horizontal. Vertical information polices address sectoral needs 
like education, health and industry; infrastructural information policies address issues related to national communications infrastructure; and 
horizontal information polices are those that impact broader social concerns like freedom of information, tariffs and prices and security (Rowlands, 
Ian, 1996, “Understanding information policy: concepts, frameworks and research tools,” Journal of Information Science, Vol 22 No 1, pp. 13-25, 
1996). 
12    Regulatory policies for the telecommunications sector should address the following key issues: threshold of foreign equity participation; limits on 
the number licenses; criteria for granting licenses such as applicant’s financial and technical capacity; licensing fees and processing times; opportunity 
for extending scope of services to those covered under existing licenses; and type of network technologies to be adopted (Grant, Gerald, Louis, 
Claudia., Maheshari, DN Murty., Tao, Yu, 2001. Regional Initiatives for Informatics Strategies, The Commonwealth Network of IT Development and 
The Commonwealth Secretariat). 
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centres.  While some centres were not sustainable or have not contributed to the development of the 
communities, others have succeeded in improving and, in some cases, revolutionizing the communities by 
creating an enabling environment and new opportunities for socio-economic development. Such community 
ICT access points are seen as an effective tool in realizing many socio-economic development goals. 
Governments and telecommunication operators must therefore subsidize service provision to small, rural and 
remote communities, including through the establishment of CeCs, to achieve universal access.  By 
delivering comprehensive connectivity and access, rural communities will be able to benefit more fully from 
e-business applications. 

Subsidies for networks and connections to isolated areas and the provision of telephone services, 
Internet and other audio-video or text based services, such as fax, teletex, printers and modems should be 
provided to and be affordable by people in different geographic locations. 

10.2.3. Regulatory structures 

Flexibility and autonomy are considered critical elements of a successful e-economy environment 

(Cohen and others, 2000), where countries with fewer restrictions often experience higher levels of ICT 

adoption. The regulatory structure is satisfactory when an independent regulator has been established; trade 
in goods and services is fully liberalized, including those delivered electronically; tariffs and duties on ICT 
goods are low and uniform; and foreign investment in the ICT sector is encouraged and subject to few or no 
restrictions. 

10.2.4. ICT capacity building 

Sectoral policies should address specific needs typical of rural or remote areas, such as the shortage 
of ICT education services that foster local development of qualified technical staff. Integration of ICTs at all 
levels of education is necessary not only to expand educational opportunities but to increase the supply of 
ICT-literate gradates and develop local expertise in acquiring, deploying, managing and using such 
technologies. 

A national plan to equip and connect schools at all levels of education should be formulated and 
implemented. Appropriate programmes for technical and vocational training should also be developed to 
enable employees and end-users to deploy, manage and use various technologies employed in the ICT sector. 

10.2.5. Innovative partnerships among stakeholders13 

As business and government can have a profound impact on ICT development, a close working 
relationship between the two is critical. The private sector, in particular, has the greatest capacity to create, 
invest and innovate, provided an enabling environment is in place. Confidence in the policy environment 
should be evident by the extent of private investment in ICT infrastructure development. Public and private 
partnerships should be encouraged in order to foster ICT development. 

Collaboration at domestic, regional and international levels needs to be fostered for sharing 
information and knowledge on ICT policy, strategies, legal frameworks and technological standards. 
Technology transfer must be encouraged through skills-sharing arrangements between countries. 

10.2.6. Pilot projects 

Research and development activities designed to address the ICT needs of rural and remote 
communities are a way to consider various stakeholders prior to ICT deployment and create local expertise 
and knowledge. 

                                                     
13   Other key stakeholders in deploying ICT infrastructure include: Public Telecommunications Network Operators; Private Network Operators; 
Internet Service Providers; Web Content Providers; Equipment Manufacturers; Hardware/Software Vendors and Suppliers; E-commerce Trust 
Providers; Professional Service Providers; Technical and Industrial Research Organizations (Grant, Gerald, Louis, Claudia., Maheshari, DN Murty., 
Tao, Yu, 2001. Regional Initiatives for Informatics Strategies, The Commonwealth Network of IT Development and The Commonwealth Secretariat). 
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The government, in collaboration with key actors, should invest in research and development 
initiatives to assess the meaning and use of ICTs and to assess which technologies are suited to meet the 
needs and capacity of rural communities. The findings should be stored (creation of a database), evaluated 
and disseminated to participants and observers. ICT pilot projects should be implemented and undergo on-
going monitoring and participatory learning evaluations. 

 



 

 98

ANNEXES 



 

 99

Annex I 

Country Profiles 

1. Bangladesh 

Green market in country 

Bangladesh is an agrarian country, with 75.7 per cent of the population living in rural areas (ESCAP, 
2005). Agriculture is an important sector of the economy accounting for about 21 per cent of GDP (World 
Bank) and employing over 77 per cent of the female and 53 per cent of the male workforce (UNDP, 2005). 
These data show a typical case of the need for eradicating feminized rural poverty. The gendered situation of 
rural women reflected in the extremely low rank of Bangladesh on the Human Development Index (HDI) 
and the Gender Development Index (GDI), 138th and 110th, respectively, out of 177 countries (UNDP, 2005). 
Male migration to urban areas as non-agricultural wage labourers contributes to a predominance of female 
population and the female-headed households in rural areas (ESCAP, 1995). 

Faced with the trend of deteriorating soil fertility and exhaustion of the Green Revolution, as in other 
similarly situated countries like Bhutan, Cambodia, Lao People’s Democratic Republic, Myanmar and Nepal, 
Bangladesh recognizes the need for organic farming primarily for sustainable agriculture and rural 
development instead of for organic market development (ESCAP, 2002; Ministry of Agriculture, 1999; 
IFOAM, 2004). This is the reason that Bangladesh is not active in export marketing, in contrast with China, 
although its land area under organic management is 177,700 hectares, the second largest in Asia. Owing to 
this lack of interest in marketing, formal certification to ensure consumers’ confidence is not necessary, and 
consequently informal non-certified organic production and marketing predominate. The role of NGOs is 
also focused on extension of organic principles to small family producers as a tool to reduce expenditure and 
health impacts from the use of chemical inputs (ESCAP, 2002; Ministry of Agriculture, 1999; IFOAM, 2004). 

However, considering the fact that the principal crops of Bangladesh include tea, tropical fruits, 
spices, oilseeds, sugarcane and pulses, it is reasonably expected that Bangladesh will follow the path of 
China in organic export marketing. Regional countries like Indonesia, Pakistan, Timor Leste and Viet Nam 
are active in exploiting export opportunities. In addition, the current pace of annual economic growth of 
around 5 per cent will surely expand the potential domestic market (IFOAM, 2004). 

In cooperative development, the Bangladesh Government is actively laying ground for a new 
direction of rural development. There are two almost parallel cooperative systems functioning in the country. 
One system of cooperatives operates under the Department of Cooperatives headed by the Registrar of 
Cooperative Societies and the other system operates under the control of the Bangladesh Rural Development 
Board (FAO, 1997). The Registrar of Cooperative Societies categorizes cooperatives in Bangladesh into two 
groups: “imposed, subsidized and dictated” and “natural” cooperatives. The Department of Cooperatives has 
the responsibility for registration, liquidation and audit of all registered cooperatives in the country (FAO, 
1997). Recently the government has been implementing a rural cooperative programme with a new approach 
of “one-village-one-cooperative society”. The Rural Development and Cooperative Division (RDCD) of the 
Ministry of Local Government, Regional Development and Cooperatives, coordinates rural development 
activities/programmes of cooperatives (FAO, 2004). 

Overall status of the use of ICT 

Bangladesh declared a National ICT Policy in 2002. It aims at building an ICT-driven nation 
constituting a knowledge-based society by the year 2006. In view of this, a country-wide ICT infrastructure 
will be developed to ensure access to information by every citizen to facilitate empowerment of people and 
enhance democratic values and norms for sustainable economic development by using the infrastructure for 
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human resource development, governance, e-commerce, banking, public utility services and all sorts of 
online ICT enabled services. 

There are 1 million fixed line telephones (operated by BTTB: Bangladesh Telephone and Telegraph Board; a 
public sector agency) and 5 million cellular phones (under private sector companies). The telephone 
density is 2.93 lines per 100 people. In rural areas, telephone penetration is estimated at 3 phones per 
1,000 population. Public Call Office (PCO), kiosks set up by private individuals, are the most 
widespread form of telephone access for most customers in Bangladesh. Some 32,000 village phones 
are in operation in 52 districts and 50,000 Bangladesh women are working as Grameen phone ladies. 
It is possible to access over 30 million people through the village phone (Choudhury, 2002). 
ICT infrastructure needs to be created to provide the springboard for further use.  There is also need 

for comprehensive regulatory, financial and environmental policies to support the use of ICT. Currently, the 
lack of high-speed Internet access, the poor telecommunication infrastructure, the lack of a legal and 
financial environment to support e-commerce and inexperience in catering to the global software market all 
limit use of ICT in Bangladesh. 

ICT Profile 

 Year  Source 
Responsible  
Department/Division 

 Ministry of Science and 
Information & 
Communication 
Technology 

 

National Policy/ 
Regulatory Frameworks 

2002 National Policy on ICT  

Total PCs 2004 1,650,000 ITU 
PCs per 100 inhabitants 2004 1.20 ITU 
Telephone lines (Tele-
Density) 

2005 Fixed phone 1,000,000 
Mobile phone 5,000,000 
(Fixed+Mobile 2.93) 

BTRC- Bangladesh 
Telecommunications 
Regulatory Commission 

Internet cafés per 10,0000    
Internet hosts 2004 13 ITU 
Internet users per 100 
inhabitants 

2004 0.22 ITU 

Internet Service Providers 2003 150 BTRC 

Computing 

Computer use started in 1964 at the Atomic Energy Center in Dhaka. The National ICT policy 
emphasizes that widespread introduction of ICT education in public and private educational institutions is a 
prerequisite for producing skilled ICT manpower. Facilities will be built to promote ICT training and 
computer-aided training at all levels of education, including primary schools and Madrasahs. 

Connectivity 

The Internet came late in Bangladesh, with UUCP e-mail beginning in 1993 and ISPs using VSAT 
by the private sector in 1996. The Bangladesh Telecommunications Regulatory Commission (BTRC) 
reported that there were 150 registered ISP license holders (licensed often does not mean operational) at the 
end of 2003. According to ISPAB (Internet Service Providers Association Bangladesh. <www.ispabd.org>.) 
member information, there are 58 registered ISP members. Villages and Unions where 80 per cent of the 
rural people live are still out of reach of Internet facilities. Some NGOs are working for Internet connectivity 
in a very few places in these rural areas, such as Grameen Communication (www.grameen-infor.org/gc) and 
Grameen Cyber Society (www.grameentelecenter.org). 

Content 



 

 101

The official language is Bangla but English is widely spoken and understood. Much content is 
usually produced in English, not in the local language. BRAC University is taking part in region-wide 
project, PAN Localization Project (http://www.panl10n.net/english/index.htm). It aims at increasing access 
and publishing content in Bangla, which non-English speaking people speak and write in, on a daily basis.  It 
also facilitates the generation of information in their local language. 

The use of ICT in agri-business 

Agriculture remains the mainstay of the Bangladesh economy, accounting for 19.2 per cent of the 
gross domestic product, 23 per cent of exports and the livelihood of 62.3 per cent of the population. Helped 
by increased productivity and successive bumper crops, the sector’s value addition has grown 5 per cent 
annually. 

Developments in agriculture are increasingly giving rise to favourable opportunities for crop 
diversification and growth in agri-business, which is defined as the chain of activities from input supply to 
production, processing, handling and marketing. As Bangladesh is an agrarian country with a large rural 
population engaged in agricultural production on increasingly fragmented landholdings, agri-business is 
considered as one of the primary means to reduce poverty. Currently, agri-business is mainly on a small scale. 
Its development through small and medium-scale enterprises will generate income and employment for the 
poor. Women contribute significantly to agricultural production and cottage and small-scale agro-enterprises, 
and are commonly employed in agro-processing enterprises. Agri-business development will therefore have a 
considerable impact on employment opportunities and productivity improvement for women. 

One of the major developments in the ICT sector during the tenure of the present government is the 
adoption of the ICT policy by the Cabinet of Ministers in 2002. The policy document emphasizes business, 
international trade and market information. Meanwhile, Bangladesh has joined the submarine cable network 
consortium that will link Bangladesh with South-east Asia, the Middle East and Western Europe in April 
2006 (Bangladesh Development Gateway, 2006). Thus, a base for ICT and its development has already been 
established in this country. Agricultural marketing and the agri-business sector can harvest many benefits 
from this opportunity. 
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2. Bhutan 

Overall status of the use of ICT 

The foundation for ICT development was prepared in the 1980s when the Royal Government drew 
on UNDP to prepare a plan that led to the establishment of Bhutan’s first digital telecom network. The 
Computerization Master Plan of Bhutan for 1997-2000, prepared with assistance from UNDP, was the first 
attempt to mainstream IT development in the country in 1994. The Internet and television were introduced 
for the first time in June 1999. Regulatory and policy activities in ICT are carried out by two organizations 
within the Ministry of Information and Communications, which was established in 2003 as a separate 
Ministry to coordinate ICT development in the country. The Bhutan Telecom Authority (BTA) is the telecom 
and broadcasting regulator, and the Division of Information Technology (DIT) oversees IT development in 
the country. Bhutan Telecom (BT) is the exclusive provider of telecommunications and Internet services in 
the country. There is only one Internet Service Provider, DurkNet, owned and operated by BT. B-Mobile, 
owned by BT, started GSM services in the three major towns in November 2003. 
(http://www.bta.gov.bt/bta/BhutanICT_WhitePaper2003-07.htm) 

The Rural population is over 90 per cent of the total. It accounts for less than 10 per cent of the total 
telephone connections and less than 1 per cent of Internet connectivity. An objective of the 9th Five-Year 
Plan (2002-2007) for the telecom sector is to provide at least 10 phones per gewog. The government hopes to 
achieve 6,250 rural telephone lines by the end of the plan period. So far 76 of the 201 gewogs (or 37 per 
cent) in Bhutan have access to telephone lines (Bhutan E-Readiness Assessment Report, 2003). 

Satellite telephone service, the e-post and Very Small Aperture Terminal (VSAT) project by Bhutan 
Telecom and Bhutan Post connected remote Bhutan on 22 March 2006. Five remote villages – Laya, Merak, 
Sombeykha, Shingkhar Lauri and Menjiwong in Serthi Gewog – have been connected with VSAT 
technology and Internet services. The Indian government provided six VSAT terminals, worth Nu. 20 million, 
with the free use of their satellite space segment for two years (http://www.moic.gov.bt/). 

ICT Profile 

 Year  Source 
Responsible department/ 
division 

   

National policy/regulatory 
frameworks 

1999 
2001 
2004 
 
1999 
 
2005 

Bhutan IT Strategy 
ICT Master Plan 
Bhutan ICT Policy 
   and Strategy (BIPS) 
Bhutan Telecommu- 
   nications Act 
ICT Act and Media 
   Act 

 

Total PCs 2004 10,000 ITU 
Telephone lines (Tele-
Density) 

2003 (3.25 per 100 
inhabitants) 

ICT for Bhutan, 
White Paper 

Internet cafés per 10,0000  7.15 APDIP 
Internet hosts 2003 985 ITU 
Internet users  2003 15,000 ITU 
Internet Service Provider 1999 1 ICT for Bhutan, 

White Paper 

Computing 

Computers were first introduced in Bhutan in 1984. Since then the number has grown steadily, 
especially in government agencies. The Internet started drawing public attention to computer use from 1999 
when it was first introduced in the country. There are 10,000 computers (ITU, 2004). 
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Connectivity 

Current national teledensity stands at about 3.25 per 100 inhabitants.  However, rural teledensity is 
about 0.01 per cent, as above 90 per cent of the total population is rural. Only 76 of the 201 Gewogs are 
connected to the national network. Dial-up Internet connectivity at a maximum speed of 33.6 Kbps is 
available throughout the country for the price of a local call, and 64Kbps or 128 Kbps leased lines are 
available for larger organizations. For international connectivity to the Internet, there are six international 
bandwidth(Mbps) in 2003. 

Content 

Bhutan is beginning to tap the potential of ICT by developing and using relevant content and 
applications. Some Ministries have web pages, but content tends to be static and not updated regularly. Some 
of the better websites are run by private tour operators. E-services and e-business are hindered by the lack of 
online payment systems, appropriate legal frameworks, infrastructure and private-sector initiative 
(http://www.moic.go.bt/ictpolicy.php). 

Human capacity 

It is estimated that there are fewer than 400 ICT professionals in Bhutan. There are two main tertiary 
institutions providing ICT training: the Royal Institute of Management (RIM) and Sherubtse College. There 
are also three vocational training institutes at national level and 18 private institutes providing basic ICT 
courses (http://www.moic.go.bt/ ictpolicy.php). Several initiatives have been undertaken, with support from 
various donors, to increase the number of IT personnel in Bhutan. The UNITeS programme (UN IT Service) 
has been providing support for the integration of ICT within government and training programmes for master 
trainers who train others in ICT-related skills and knowledge (http://www.unites.org/ht./proects/bhutan.htm). 
The APDIP-Cisco Networking Academy was developed to impart networking and Internet skills to students 
and working adults in nine developing countries in the region. RIM is participating in this programme to 
enable it to provide training of trainers’ courses in intranet and Internet technologies 
(http://www.apdip.net/projects/cnap/). 

The use of ICT in agri-business 

The Ministry of Agriculture provides technical information for extension staff, farmers and any 
individual venturing into farming enterprises through “RNR (renewable Natural Resources) technology 
online” (http://www.moa.gov.bt/rnrtechnologies/). Users can search for information on topics of their interest 
by organization, contributor, title or the year of publication. Technical articles in the prescribed formats can 
be submitted by individuals and organizations, and will be reviewed by the Editorial Committee for releasing 
them to the site. 

In addition, the Ecole-Commod Website was opened by CoRRB (Council for Renewable Natural 
Resources Research of Bhutan), Ministry of Agriculture, CIRAD (French Agricultural Research Center for 
International Development) on 23 March 2006. It will include e-learning, e-gaming and e-governance for 
natural resources management. 

With funds from Japan, UNDP is working with the Ministry of Trade and Industry to promote e-
business in the handicrafts sector from 2003. This project focuses on strengthening the capacities of rural 
women artisans, strengthening the capacities of handicraft entrepreneurs, and facilitating the creation and 
enabling environment for e-business. 
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3. Cambodia 

Green market in country 

Rural women’s life in Cambodia is similar to that in Bangladesh. It ranks 130th on the HDI and 
105th on the GDI out of 177 countries (UNDP, 2005). In the Cambodian economy, the agricultural sector is 
important, producing 32.9 per cent of GDP in 2004 (World Bank, 2006), with 84 per cent of the population 
living in rural areas (ESCAP, 2005). Most farmers are small landholders with less than two hectares. The 
predominant crop is rice, accounting for over 90 per cent of the currently cropped area throughout the year. 
Apart from rice, rural households produce vegetables and tend palm trees for sugar and wine production, and 
grow rubber trees. Three decades of civil war has resulted in women’s predominance in agriculture and 65 
per cent of the farming population is female. 

The focus of organic farming in Cambodia lies in sustainability. Cambodia recognizes the 
importance of sustainable use of natural resources and sustainable environment because of natural resource 
degradation stemming from single crop production and improper handling of pesticides. Achieving national 
economic growth by increasing agricultural productivity and surplus value is the most important component 
of the Agricultural Development Plan for the period 2001-2005. In this context, the development of the agro-
processing industry and crop diversification are considered as a key income strategy for using raw materials 
to produce value-added production as well as providing new job opportunities for rural areas. The 
government recognizes the importance of farmers’ organizations, farmers’ communities, and agricultural 
cooperatives for food security and poverty alleviation. The Ministry of Agriculture, Forestry and Fisheries is 
in charge of implementing agricultural policies and programmes. The Council for Agricultural and Rural 
Development (CARD) operates as a coordinating body in supporting the agricultural programme as well as 
the participation of farmers’ communities. 

Overall status of the use of ICT 

According to an e-Readiness Assessment conducted by ASEAN in 2001, Cambodia was classified as 
an ‘emerging’ readiness country, characterized by the need to build basic ICT infrastructure and ranking 
eighth out of ten ASEAN countries surveyed. Since 1997, wireless phones have outnumbered wired phones 
and have given rise to telecommunications development resulting in the ‘highest proportion of mobile 
telephone users in the world’. However, wireless success has posed a serious problem in terms of providing 
universal ICT access. While the government has focused development efforts in this area, it has been lax 
about addressing its shortage of fixed lines and developing the necessary network for ICT access. For the 
most part, Cambodia has had to rely on the international community for key ICT initiatives within the 
country. 

ICT Profile 

 Year  Source 
Responsible Department/ 
Division 

 National Information 
Communications 
Technology 
Development Authority 

 

National Policy/Regulatory 
Frameworks 

   

Total PCs 2004 38,000 ITU 
PCs per 100 inhabitants 2004 0.26 ITU 
Teledensity   APDIP 
Internet hosts 2004 827 ITU 
Internet users per 100 
inhabitants 

2004 0.28 ITU 
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Computing 

Although Internet access remains highly priced, basic computer training in the capital is easily 
available and is very popular among the youth. To build its pool of qualified and trained teachers, the 
Teacher Training Department of the Ministry of Education, Youth and Sports (MOEYS) is providing ICT 
skills training to teachers to improve the use of ICT in education at the pre-service and in-service stages. The 
UNDP, APDIP and Cisco Systems, in partnership with National Information Communications Technology 
Development Authority (NIDA), have established three Networking Academies in Cambodia, which train 
students to design and maintain computer networks. 

Connectivity 

It was not until 1994 that Cambodia began to have access to the Internet via e-mail and achieved full 
connectivity to the Internet in 1997 via a link to Singapore, both of which were initiated by the international 
community. Public Internet access is widely available throughout Phnom Phenh and Siem Reap, with an 
estimated 100 Internet cafes. There are very few Internet cafes in the rest of the country, apart from a few 
initiatives. With 80 per cent of the population living in rural areas, the majority has little or no access to the 
Internet. 

Content 

In 2003, the first portal in the Khmer language, with local access points in 20 provinces, was 
launched to transmit news to community information centres, facilitating rapid communication between the 
provinces. Despite an increasing number of websites about Cambodia in Khmer, French and English, 
presenting content in Khmer is either costly or inefficient. The absence of a Khmer common standard script 
has hampered Internet penetration. However, presumably to overcome barriers in literacy, VoIP is openly 
advertised and available in Internet cafes across the country although it has been officially prohibited since 
1998. Content in Khmer is usually presented in the form of scanned graphics or in one of the more than 20 
different and mutually incompatible Khmer fonts. Webmasters are increasingly using a more effective 
method of automatically prompting users to download the fonts required to read a set of pages coded in 
HTML. Unfortunately, this procedure is only compatible with browsers running on Microsoft Windows. As 
systems that can handle compatible Khmer fonts continue to develop, a certain level of knowledge in English 
is still required to access the Internet. The low number of Cambodian Internet users and the lack of ICT 
training constrain the development of Khmer web content. 

Human capacity 

Under the Khmer Rouge an estimated 1–3 million lives were lost, including 75 per cent of its 
teaching force leaving behind a young and uneducated population without an academic community to 
support ICT development. Burdened with the task of improving the quality of and access to education and 
crippled with the lack of a basic education infrastructure, Cambodia faces an immense challenge to provide 
universal basic education to its citizens with limited financial resources. There is a general need for ICT-
trained teachers even at the level of the government  Although Internet services have been offered free of 
charge to schools, a majority of the schools lack the human capacity to use the Internet, let alone afford the 
electricity or telephone lines. However in 2003, MOEYS with the support of UNESCO, formulated four 
policy approaches to ICT use in education. Later that year, the government held a National Meeting on the 
Formulation of National ICT policies and Strategies to continue work in this area. 

The use of ICT in agri-business 

For several reasons, there is not much of a domestic interest in e-commerce development in 
Cambodia. Like most developing countries, credit is not popular and the Cambodian business practice is to 
receive cash at the time of transaction. Since the 1997 coup, there has been a lack of confidence in banks and 
many Cambodians prefer to keep their savings in gold.  However there are some examples of e-commerce 
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where goods are ordered electronically, particularly in the garment and travel industries. In preparation for e-
commerce development, an e-commerce law has been developed, which provides a glimmer of hope for 
future development in this area. 
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4. China 

Green market in country 

Among Asian countries, China is the leading one in the export and marketing of organic products.  
Organic products are mainly exported to Japan, the United States of America, Canada and European 
countries such as France, Germany and the Netherlands. Estimated by the China Committee for the 
Promotion of International Trade and the Organic Food Development Center (OFDC), the total value of 
organic food exported in 1999 was about US$ 15 million, and the annual growth rate was 50 per cent, 
compared with 1995 (Zong, 2002). The high growth rate shows great potential to increase the share of the 
world organic market.  The land area of China under organic management is 298,990 hectares, the largest in 
Asia.  However, it is only 1/40th that of Australia. From this fact, it is reasonably expected that in 
consideration of the US$ 27.8 billion market value of organic products worldwide as of 2004, of which 
China’s share was negligible, China’s organic export market will accelerate, as other labour-intensive sectors.  
The major export products are organic tea, soybean, green bean, and vegetables.  Soybean is mainly exported 
to Japan, and tea to European countries (UNCTAD, 2004). 

As the certification system of China is not widely accepted in the world organic market, foreign 
traders use the standards of overseas certifiers. For the domestic market, OFDC standards are available. The 
Organic Tea Research and Development Center (OTRDC) also provides certification for organic tea. 

China has another certification system under the name of “Green Food.” In 1992, the Ministry of 
Agriculture established the China Green Food Development Center, a national level institution with the 
authority to certify eco-friendly agricultural products.  Starting from certification of products produced with 
the minimum use of chemical fertilizer and pesticide, in 1995 the Green Food system reclassified its original 
certification level to “A-Grade Green Food,” and introduced an “AA-Grade” level. The special “AA-Grade” 
Green Food level is to certify products produced without any chemical pesticides or fertilizers. The AA-
Grade level is clearly designed to satisfy international buyers.  However, the credibility is low, and for export, 
foreign certification is additionally required. In 2000, the total value of Green Food export was US$ 200 
million, including A-Grade Green Food that is normally exported as a conventional product. 

Most of the agricultural enterprises certified by Green Food are those associated with the state farm 
system, followed by collectives or cooperative rural enterprises owned by local governments. Although there 
are some privately owned enterprises as well as a few joint ventures, which include some foreign direct 
investment and ownership, individual family farmers are still not eligible for certification. Therefore, there 
emerge the cases that individual family farmers found self-help type cooperative enterprises. Organized by 
farmers themselves, they have membership and internal management regulations. However, they are still at 
the inchoate stage, faced with challenges in selling their organic products. 

Organic marketing in China has been primarily export-driven, and domestic marketing is limited 
largely to the newly emergent middle class and foreign expatriates in bigger cities. For instance, organic food 
stores do exist in Shanghai and Beijing, and there are a few large supermarkets in Shanghai that are selling 
organically grown vegetables. In addition, organic tea can be found in Beijing, Shanghai, Nanjing and 
Ningbo in special shops. As the economy is growing rapidly, the numbers of consumers able to afford 
organic products will greatly increase in the coming years. A main task to expedite eco-friendly agricultural 
development in China, then, lies in organizing effective domestic marketing channels. On the supply side, 
the government-led state farm or cooperative green entrepreneurship has accumulated sufficient experience 
to effectively meet rapidly expanding demand. On the demand side, however, supermarkets or special shops 
can play only a limited role in public education. The lagging environmental awareness behind strident 
income growth hampers demand-pull eco-friendly development of agriculture. In this context, community-
based women-led consumers’ cooperatives can be the most effective means to mobilize campaigns for 
ecological sensitization to actualize the full potential of green consumption. 

Despite the rapidly growing economy entailing sharp reduction of poverty, the facts that almost 60 
per cent of the population still live in rural areas, and that its GDI rank is 71st (UNDP, 2004), indicate that 
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China continues to be confronted with the problem of feminized rural poverty. To expedite solving the 
problem through eco-friendly agricultural development, China has adopted an export-driven strategy. But as 
the current condition is that foreign traders determine marketing and control decision-making with regard to 
the renewal of contracts, organic producers are in an uncertain position. For green production to have a 
secure base, therefore, it is necessary to promote domestic demand. 
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5. Democratic People’s Republic of Korea 

Green market in country 

Unlike China which that shifted to the family responsibility system in the 1990s, the Democratic 
People’s Republic of Korea maintains the collective farm system under the planned economy. Hence the 
Democratic People’s Republic of Korea is in an even better situation than China for state-led eco-friendly 
agricultural development. In the planned economy of the Democratic People’s Republic of Korea, state farms 
play a role to make innovations. If the government decides to develop organic agriculture, they can undertake 
mobilization of the extant cooperative forms of farming.14 

Because of the food shortages that have plagued the Democratic People’s Republic of Korea since 
the 1990s, the government concentrates its efforts on increasing productivity. For example, recently the 
Republic of Korea government decided to undertake a joint project with a few cooperative farms of the 
Democratic People’s Republic of Korea aimed at raising their productivity through providing mechanization, 
fertilizers and better-yielding seeds for the soil and weather conditions of the Democratic People’s Republic 
of Korea. 

The present policy line does not say that the Democratic People’s Republic of Korea lacks potential 
opportunities to develop organic agriculture. It has comparative advantages in economy of scale and cheap 
labour. The plan can manage to find cost efficient locations for implementing organic production. With its 
competitiveness and effective utilization of comparative advantages, the Democratic People’s Republic of 
Korea can choose to develop its market for organic export, especially if it yields a higher return than that of 
raising general productivity. 

The organic market of the Republic of Korea is the second largest after only Japan, and is growing 
rapidly. Under the WTO system, its opening to outsiders could widen. In the areas of the Democratic 
People’s Republic of Korea neighbouring the Republic of Korea, the market of the latter is the same as a 
domestic one. This advantage in geographical nearness greatly favours the potential for organic export from 
the Democratic People’s Republic of Korea, particularly in fresh vegetables. 

Maintaining the planned economy notwithstanding, the Democratic People’s Republic of Korea has 
opted for opening to the world market. Eco-friendly agriculture is one of the competitive sectors in the 
opening. In additional, in light of the trend that development should increasingly take forms of sustainability, 
the Democratic People’s Republic of Korea has great potential to expedite eco-friendly agricultural 
development. 

The food shortage must be still aggravating the rural life of the Democratic People’s Republic of 
Korea, although recently it has been lessening. The economic growth rate of 1-2 per cent in recent years 
shows that the economy has yet to recover fully from the shock of the disintegration of the communist world 
in the 1990s. 

According to a survey on a cooperative farm, women constitute 65 per cent of the members (Sohn, 
and others, 2004). 

Although urban migration can occur due to different motivations between market and planned 
economies and considering a general preference for urban jobs, this indicates a gender-bias existing in rural 
life. The Democratic People’s Republic of Korea is not exceptional in that rural development is a gender 
problem. 

In the planned economy, the state controls the distribution of products. As private marketing is 
prohibited, there cannot exist opportunities for consumers to organize cooperative self-help. For export 
marketing, however, cooperatives can be founded to play an entrepreneurial role. In the capital Pyongyang, 

                                                     
14   At the same time, the negative stigmatization of cooperatives in the East European region and former Union of Soviet Socialist Republics due to 
their association with communism and State-led collectives and the adverse impact this has had on enabling the establishment of genuine traditional 
cooperatives should also be born in mind in considering the promotion of State-led cooperatives. 
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for example, the city authority operates cooperatives for housewives who cannot work in factories because of 
disability, ill health, old age or domestic duties. Twenty-five cooperatives employ over 20,000 housewives.  
However, they are unable to employ the 90,000 women waiting for employment (UNIFEM, 2002). 

The existence of these urban cooperatives suggests that, if the government decides to develop 
organic agriculture, it can establish women’s cooperatives in urban areas specialized in processing or packing 
organic products for export. 
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6. Lao People’s Democratic Republic 

Green market in country 

Agriculture in the Lao People’s Democratic Republic remains the largest economic sector 
comprising 46.8 per cent of the GDP in 2004 (World Bank, 2006) 79.4 per cent of the population lives in 
rural areas (ESCAP, 2005). The main crop is rice, which is grown in the fertile flood plain of the Mekong 
River. However, such issues as poor rice yields, drought, a lack of crop diversification, deforestation and soil 
erosion pose great threats to food security. Most of the farmers rely on subsistence agriculture even though 
the country has favourable climatic conditions and a diversified farming system that are suitable for 
agricultural products such as coffee, rice, tea, cotton, sugar, fruits, vegetables and flowers, and for some 
pastoral farming. Like other South-east Asian countries, in rural areas, women outnumber men mainly due to 
male migration to urban areas for work (FAO, 2004). 

There are no women NGOs in the Lao People’s Democratic Republic.  However, there exists the Lao 
Women’s Union (LWU), a mass organization representing nearly a quarter of the female population. The 
union is represented at village, district, provincial and central levels. LWU has initiated and implemented 
activities, such as weaving, handicrafts, and managing rice banks and revolving funds in many villages 
(UNIFEM). 

The Lao People’s Democratic Republic recognizes organic farming as a strategy for raising incomes 
as well as for environmental protection even though it does not have any specific regulation on organic 
agriculture. The situation of organic development will be changed, accompanied by the consistent economic 
growth at an annual rate of about 6 per cent since the 1990s. The government also emphasizes the promotion 
of cooperatives., though the development of modern cooperatives in Laos People’s Democratic Republic is 
in its early stages (ILO, 2002). 

Recognizing the importance of agriculture for economic development, the Government of the Lao 
People’s Democratic Republic adopted the National Rural Development Programme in 1998 with the Focal 
Sites concept which can be defined as rural areas in which the government concentrates its development 
efforts with a number of national objectives, such as promoting rice production, promoting commercial crop 
production, promoting settled agriculture and improving access to development services. The policy is the 
most feasible and cost effective way of making development services available to scattered and remote 
communities (UNDP, 2001). At the same time, several United Nations agencies and international NGOs have 
been very active in implementing sustainable livelihood and social services projects to achieve the MDGs 
and poverty reduction in Lao People’s Democratic Republic. 

Overall status of the use of ICT 

With a HDI value of 0.534 Lao People’s Democratic Republic is ranked 135th out of 177 countries 
and remains one of the poorest nations in the region. In terms of ICT development, Lao People’s Democratic 
Republic has faced a number of limitations due to its scarce resources and has focused most of its 
development efforts on providing essential services and addressing basic needs. Overall, the potential 
benefits and application of ICT are not well understood in Lao People’s Democratic Republic. To address 
this situation and utilize ICT for enhancing progress towards national development goals, a network of 
stakeholders led by STEA, has come together to develop a national ICT policy which is to set the foundation 
for an ICT Master Plan. This plan outlines the priority development initiatives involving ICT and the 
required coordination arrangements and funding. 
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ICT profile 

 Year  Source 
ICT policy    
Regulatory framework  ICT Master Plan  
Total PCs 2004 22,000 ITU 
PCs per 100 inhabitants 2004 0.38 ITU 
Teledensity 2005 1.31% http://www.apdip.net/ 

projects/dig-rev/info/la 
Internet hosts 2004 1,470 ITU 
Internet users per 100 
inhabitants 

2004 0.36 ITU 

Internet Service Providers 2004 6 LAO STEA 
 
Computing 

As of September 2001, there were six ISPs, about 200 Internet cafes and approximately 2,900 
subscribers to ISPs in Lao People’s Democratic Republic. With 39 per cent of the population living in 
poverty, few people own or can afford a PC. Shared access in the form of Internet cafes located in large cities 
close to the Thai border are frequented mostly by foreigners and is found to be an increasing trend among the 
educated and urban Laotians. Unfortunately, several projects that have been implemented or are ongoing in 
Lao People’s Democratic Republic to provide shared access to computers have had limited impact due to 
resource and infrastructure issues. As in many developing nations, basic utilities (electricity, phone lines) are 
unreliable and have caused many donated computers to break down, with few people possessing the 
technical skills to repair, let alone maintain them. 

Connectivity 

The Laotian government has at times been suspicious of the destabilizing influence of the Internet 
which has contributed its late introduction in 1996 compared to neighboring ASEAN countries. The Jhai 
Foundation Internet Learning Centre in Phon Mee, one of the on-going donor supported projects with the 
objective of providing Internet access to rural areas, has received the Stockholm challenge award for 
education in 2001 for connecting rural Lao children to the Internet and providing an opportunity to share and 
exchange information with children in India on traditional farming experiences. 

Content 

A fundamental barrier to ICT penetration in Lao People’s Democratic Republic, is the lack of a 
standard Lao character set. The second component of the UNDP project on Developing a Policy Framework 
and Enabling a Digital Standardization for Lao Information Exchange hopes to meet these needs by 
formulating and implementing international standards for entering, storing, and processing information in the 
Lao language, which will enable the use of the Lao language on the Internet, enhance public and private 
sector performance and help preserve Lao culture (www.undplao.org). This project ended in December 2005 
and information on the outcome is not publicly available as yet. 

Human capacity 

Owing to low levels of literacy and educational attainment, awareness of the Internet is not high 
among most of the population. Where most of the Lao population is remotely located and crippled with an 
undeveloped rural infrastructure, providing basic educational services is difficult. Lao People’s Democratic 
Republic suffers from the lack of an ICT-trained workforce in education, which contributes to the challenge 
of enabling the general public with necessary language and technical skills to use ICTs. Additionally, Lao 
People’s Democratic Republic lacks local ICT training facilities and manpower, and most ICT government 
and private sector personnel receive their training abroad. To address these needs, the Lao Ministry of 
Education has developed a Technology Master Plan with three major components: 
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• The establishment of a ministerial intranet system with links to provincial education services 
and the National University of Laos in to order to facilitate information collection and 
processes 

• The incorporation of ICT content into the secondary and tertiary curriculum 

• The promotion of distance learning and e-learning through the new established intranet system. 

ICT use in agri-business 

Agriculture remains the largest economic sector with the majority of the 5.7 million inhabitants 
living and working there. With agriculture contributing 50 per cent of the GDP, growth in this sector is the 
main opportunity for development. Currently there are no data documenting the use of ICT in agricultural 
cooperatives. However, IFAD outlines potential opportunities for ICT as a tool for agricultural development 
in a national strategy for rural poverty reduction. 
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7. Mongolia 

Overall status of the use of ICT 

Currently Mongolia has one of the most open economies in the world. Since the liberalization of its 
telecommunications market and privatization of the state-owned system, ICT development in Mongolia has 
experienced radical change. The Government of Mongolia has articulated a national ICT Vision for 2010 that 
lays out the principal strategies of ICT development ‘to develop a knowledge-based society and to improve 
the quality of people’s lives’. Additionally, the government has been active in passing other laws to promote 
and foster the local ICT industry. As a result, the ICT sector’s contribution to national economic development 

is increasing rapidly, with the ICT sector contributing 6.3 per cent in 2003 to the national GDP (Ariunaa, 

2005). Technical and financial assistance from donor countries and organizations has also contributed to 
Mongolia’s significant progress in ICT development in recent years. Recognizing the dramatic increase in its 
digital divide, the government has set specific measures to enable universal access by its rural villages by 
placing priorities on implementing its Master Plan for Rural Telecommunications. However, although the 
ministerial policy document is in place, no money has been allocated in the state budget for implementation 
at the time of writing. 

ICT profile 

 Year  Source 
ICT policy 2005 - Ministry of 

Infrastructure 
- Mongolian ICT Vision 

– 2010 

Digital Review of 
Asia Pacific 

Regulatory framework  - Communications Law, 
2001 

- Communications 
Regulatory Committee 

- ICT Agency 
- Draft IT Law and 

Laws on Information 
Security in progress 

 

Total PC 2004 312,000 ITU 
PCs per 100 inhabitants 2004 11.86 ITU 
Teledensity 2002 5.4% APDIP 
Internet hosts 2004 161 ITU 
Internet users per 100 
inhabitants 

2004 7.60 ITU 

Internet Service Providers 2005 6 Digital Review of 
Asia Pacific 

 

Computing 

Although literacy rates and education levels of the population are considered high, application of 
ICT to intensify socio-economic development of the country is insignificant (Greenidge and Engelhadr, 
2002). As a result, the government is taking measures to enable computer literacy for all through ICT 
penetration in education. At present, Internet and computer penetration in colleges and universities is 
growing and continues to be promising. The total number of PCs in colleges and universities is more than 
5,000, with 70 per cent allocated for training or laboratory research activities. 

Connectivity 

Datacom introduced the first Internet e-mail service to the public in 1994 and full Internet services 
were introduced in January of 1996. Connectivity in Ulaanbaatar and some of the relatively developed 
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aimags is no longer an issue.15 By 2001, the total number of Internet active subscribers, including both 
corporate and individual accounts, reached more than 9,000. Trends indicate that this number will increase 
by about 8-10 per cent annually. About 38 per cent of Internet users are households or individual users, and 
95 per cent of total users are based in Ulaanbaatar. There are more than 70 internet cafes and 10 Public 
Internet Centers operating in Mongolia. However, with the one of the lowest population densities in the 
world, the urban and rural divide has increased dramatically due to the introduction of PC game rooms 
located in downtown urban areas. To address these needs, the government has placed a priority on utilizing 
donor aid to improve and expand rural communication network, access and coverage.16 

Content 

There are an estimated 500 websites in the national language and about 1,000 in English and other 
languages with registered domain names under “.MN.”17 

Human capacity 

Limited infrastructure constrains access to market and social services for Mongolia’s sparsely 
located population. As a result, there is a general lack of ICT-trained expertise with very few human 
resources to become much needed IT project managers and to serve the ICT business support mechanism. To 
address this need, providing international-standard ICT training for all educational levels is one of the 
primary goals put forward by the government. MOECS’s vision for ICT in education has four major 
components: 

• Training – the full utilization of ICT in each educational level’s curriculum and contents in 
order to introduce ICT possibilities and gain knowledge and skills in using it 

• Hardware – Supply of hardware allows the conduct of training according to different level of 
modern ICT development and provides possibilities of free access to information 

• Teaching staff – Supply of teaching staffs which have the capabilities to develop themselves in 
terms of their own knowledge and skills in line with rapid development of ICT 

• Information ware – Creation of possibilities of available and accessible information service by 
establishing educational information database and network (UNESCO, 2006). 

A National Information Technology Park was set up in 2001 to promote IT development and provide 
an incubating centre where people can start their own businesses. 

The use of ICT in agri-business 

The government is playing a key role in developing G2B, B2B and B2C e-commerce. 

There are many issues slowing the spread of Internet usage in Mongolia, and high cost of Internet 
access is prohibitive for rural or remote areas. 

                                                     
15   Aimag is a the second-sized administrative unit of Mongolia. There are 21 aimags in Mongolia with a population of 15,000 to 45,000 each.  
16   Jigjig, Byamba. Building Mongolia’s Future.  
17   These are divided into the following categories: individuals-20 per cent, business entities-60 per cent, government-10 per cent, NGO's-6 per cent 
and 4 per cent of others. 
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8. Myanmar 

Green market in country 

Myanmar is an agrarian country with numerous development challenges and limited financial 
resources. The rural population accounts for 70.5 per cent of the total and the agricultural sector contributed 
57.2 per cent of the GDP in 2000 (World Bank, 2006). A large part of the country’s development policy is 
geared toward the agriculture sector. The share of women among the total economically active population 
was 65.8 per cent in 2003 (World Bank, 2006). The Constitution of Myanmar guarantees sexual equality. 
However, gender disaggregated data are not available, including the GDI and GEM. 

The government recently recognized the importance of organic and bio-fertilizers to help maintain 
soil fertility, reduce farming costs and raise the quality of crops (Myanmar Times, 21-27 June 2004). It also 
has recognized cooperatives as an important means to boost development. It established the Ministry of 
Cooperatives in 1965 to deal with cooperative related works. Furthermore, with the adoption of a market 
economy, the Cooperative Societies Law was enacted in 1992. Under the Law, the primary level of 
cooperative society can be formed with a minimum of five persons and can be registered at the cooperative 
department. 

Women’s Development Cooperatives also exist to improve their living standards and generate 
income for the members. According to the government official website, the societies provide technical 
training as well as social services, including daycare. Cooperatives also engage in export of agricultural 
products, having the privilege of export permit exemption. The Cooperative Export Import Enterprise (CEIE) 
under the Ministry of Cooperatives is responsible for increasing foreign trade, both exports and imports. At 
the same time, it works for export promotion activities such as collecting, analyzing and disseminating 
market information; identifying products with export potential; and documentation, supervision, control of 
export activities and support services for cooperative societies that form joint ventures with foreign partners 
(Ministry of Cooperatives of Myanmar). 
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9. Nepal 

Women in the labour market and women’s entrepreneurship 

Female labour force participation was pegged at 39 per cent from 1996 to 2001 with marginal 
increments each year. Women are concentrated in the agriculture sector but those in the non-agricultural 
sector are administrative workers, clerks and assistants. Sixty-two per cent of unpaid family workers are 
women while those who are paid receive substantially lower wages than men. In terms of entrepreneurial 
activities, women entrepreneurs are involved mostly in home-based activities such as food processing, 
garments, hosiery and crafts, which, owing to competition from imported products, are replaced by more 
organized units requiring a more educated and more mobile workforce. Women are therefore less preferred 
workers in these units. Those who have remained as entrepreneurs are faced by problems with access to 
credit, capital, training and education (ADB, 1999). 

Existing cooperatives in the country 

The 1992 Cooperative Act provides for a liberal and democratic framework for cooperatives in 
Nepal. In 2005-2006, there were 8,045 primary cooperatives in Nepal (see table below for details). Areas 
which could be improved in Nepalese cooperatives are in structural, organizational, managerial and 
functional factors. 

 
Type of cooperatives Number of cooperatives 

Multipurpose 3,054 
Savings and Credit 2,692 
Dairy  1,512 
Consumer Cooperatives 96 
Coffee producers 56 
Tea 19 
Herbal 15 
Others 271 

Source:   Department of Cooperatives, 2006 
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10. Republic of Korea 

Green market in country 

In contrast to the export-driven case of China, eco-friendly agriculture in the Republic of Korea has 
been developed based on the fast growing domestic market. The sales volume of green products increased 
from US$ 150 million in 2000 to 400 million in 2003 (Ministry of Agriculture and Forestry of the Republic 
of Korea, 2004). The rapid expansion of the green market comes from the strong formation of the middle 
class as a result of a high economic growth rate since the 1960s. The case of the Republic of Korea as an 
affluent developing country unequivocally shows that eco-friendly agricultural development is first of all the 
function of economic growth. 

In Asia, China has the largest land area under organic management, but in terms of land area under 
organic management as a percentage of total agricultural area, the Republic of Korea has the highest 
percentage at 1.03 per cent (IFOAM, 2006 ). Owing to high labour costs, however, the Republic of Korea is 
not competitive in export marketing. The large conversion to organic farming is owe mostly to the 
production of fresh vegetables for domestic marketing. Organic soybeans, fruit juice, coffee, milk, dried 
fruits, wheat, olive oil, peanut butter, mayonnaise, baby food, etc. are imported. 

The eco-friendly agricultural development in the Republic of Korea is characterized by a strong role 
by the NGO sector during the earliest stages. In the latter part of the 1970s, strongly influenced by the 
emergent ecological agenda established at the United Nations Conference on the Human Environment 
(UNCHE) in Stockholm in 1972, a number of NGOs in the country united their efforts in rural areas to 
organize two groups of organic farming: the Right Agriculture Association and the Korean Organic Farming 
Association. As this organic movement was entangled in the conflict with the contemporary regime, it was 
suppressed. However, after the democratization of the country in the latter half of 1980s, the suppression was 
ended, and in the post-Brundtland context of heightened ecological awareness leading to the Rio Conference, 
a large number of fragments of the NGO movement began to initiate community-based green consumers’ 
cooperatives. 

These cooperatives would come to provide marketing channels to organic producers. The initial 
take-off in eco-friendly agricultural development in the Republic of Korea owed largely to this NGO-
initiated large-scale green consumers’ cooperative movement. 

In the 1990s, government policies shifted to introduce supportive measures.  In 1991, the Ministry of 
Agriculture and Forestry installed a special committee, the Planning Body for the Development of Organic 
Farming, and in 1993, the government started to certify organic products. After the Rio Conference, an 
administrative organizational section for sustainable agriculture was established in the Ministry of 
Agriculture and Forestry. In addition, the National Assembly passed the “Environment-friendly Agriculture 
Act” in 1997. In 2001, the government certification system was changed towards international standards 
(Codex). It is stricter than before. In recent years, the government has given subsidies to advertise organic 
agricultural products and support to the national organic products trade fair, In some counties, the costs for 
packing are subsidized. 

The government certification system classifies four categories of eco-friendly agricultural products: 

1. Products with a low level of chemical pesticide use (less than 50 per cent of the quantity used 
in conventional farming); 

2. Products with no chemical pesticide use; 

3. Products under conversion; and 

4. Organic products. 

Like the Chinese Green Food system, the Republic of Korea system, including the lower-level eco-
friendly categories, helps to widen demand-pull to expedite organic development. 
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Unlike the Chinese case, the Republic of Korea has only one certification organization designated as 
a government body, the National Agriculture Products Quality Management Office (NAQS). NAQS has 
branch offices in each rural county. Certification is carried out through three steps: 

1. Every farmer should submit his farming plan to the local NAQS office for review before 
starting organic farming; 

2. The local NAQS office should analyze farm soil; and 

3. The local NAQS office analyzes the final products to make sure that there are no pesticide 
residues and that there has been no application of chemical fertilizers in the process of farming. 

Farmers can use a certified label when they have passed these three required procedures. The tight 
government quality control mechanism for organic agricultural products ensures consumers’ trust in the 
market. 

With the expanded market, marketing channels are diversified among the following: 

– The direct marketing channel between producers and consumers through consumers’ 
cooperatives; 

– The indirect marketing channel for domestic products; in the Republic of Korea, there are 
about ten wholesale dealers (business companies) in this market; 

– The marketing channel for imported organic products; a number of trading and food-
processing companies are playing this role in the Republic of Korea (Suh, 2002). 

Despite the diversified channels, the sales volume of consumers’ cooperatives still constitutes 
approximately 30 per cent of the total volume. The competitiveness of consumers’ cooperatives is shown in 
table 23 comparing retail prices between consumers’ cooperatives and supermarkets. 

Table 23. Comparison of retail prices between organic and conventional products 

Organic Products 
Item Unit Consumers’ 

Coop (A) 
Supermarket 

(B) A/B (%) 
Conven- 
tional (C) 

A/C 
(%) 

B/C 
(%) 

Rice 8kg 22,000 23,000 95.7 18,600 118.3 123.7 

Egg 30EA 4,500 5,100 88.2 3,000 150.0 170.0 

Potatoes 2kg 2,600 3,700 70.3 2,800 92.9 132.1 

Lettuce 200g 700 1,400 50.0 670 104.5 209.0 

Spinach 300g 800 1,350 59.3 546 146.5 247.3 

Source:   Suh, (1996). 

The number of green consumers’ cooperatives increased from 82 in 2002 to 110 in 2003. The 
number of members rapidly increased in recent years owing to community-based participation. In the case of 
community-based green consumers’ cooperatives that belong to a leading national body, the Republic of 
Korea Consumers’ Cooperative Federation, the number of their members increased from 25,609 in 2000 to 
42,642 in 2002. 

In contrast to the majority of traditional non-consumer cooperatives, these green consumers’ 
cooperatives are a form of primarily women-led community self-help entrepreneurship, and consequently are 
not gender-biased. The average proportion of women at the decision-making level in the community-based 
self-help type membership of the KCCF was 59 per cent in 2002 (Park, 2004). As in the case of Womenlink, 
some of these cooperatives are founded by women NGOs explicitly for the purpose of the women’s 
movement, i.e., women’s separate entrepreneurship. 
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The strength of women-led consumer cooperatives in the Republic of Korea has been a strong link to 
ensuring the survivability and growth of many traditional producer cooperatives in the country. The 
consumer cooperatives constitute a vital marketing channel for community-based self-help producer by 
cooperatives selling their goods (see Womenlink case study in the section on Green Coop Case Studies). 
Being women-led, these cooperatives operate with strong active women’s participation and leadership. They 
also can be an effective force for raising gender awareness among their counterparts in other traditional 
cooperatives, i.e., producer cooperatives, which tend to be traditionally male-dominated. 

Through this mutual interdependence of consumer and producer cooperatives, rural development is 
promoted.  Rural entrepreneurship opportunities are increased and household consumption demand satisfied. 

In recent times, there has been a trend for many green consumer cooperatives in the Republic of 
Korea to move toward expansion by operating stores through which they distribute products to their 
members. To rationalize distribution, direct transactions with individual producers are being replaced by 
dealing with distribution centres from which they purchase green products indirectly. 
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10. Timor Leste 

Overall status of the use of ICT 

Still in its infancy as a self governing nation since 2002, Timor-Leste is the newest nation of the 21st 
century and is rebuilding the country’s ravaged infrastructure from the massive destruction that took place 
when its people voted for independence from Indonesia in 1999. According to Mr. Amaral, Minister of 
Transport and Communication in his address at the WSIS Tunis Summit, “Timor-Leste is aggressively 
moving toward achieving the goals of WSIS. However the capacity to deliver as well as to assimilate 
technology and the related process changes continue to be challenging” 
(www.itu.int/wsis/tunis/statements/docs/g-timor-leste/1.html). 

ICT Profile 

 Year  Source 
ICT policy  Ministry for Transport, 

Telecommunications and Public 
Works 

 

Regulatory framework  Ministry for Transport, 
Telecommunications and Public 
Works 

 

Computing 

The first computer arrived only in the early 1990s. There is minimal use of computers outside of the 
government ministries where there are an estimated 1,000 units with only 70 connected to the Internet. Very 
little ICT use is found in other sectors. Facilities for shared access are low as development priorities are to 
restore or establish essential facilities, telecommunications systems and public services. While no policy on 
ICT is addressed by publications and press releases, regarding Timor-Leste’s education sector investment in 
technical and vocational education for older students is listed as a high priority. 

Connectivity 

The first Internet connection was established by the UNDP in February 2000 as part of an emergency 
communications system to serve the United Nations peace-keeping force. As all ICT services where 
destroyed after the referendum, the Ministry for Transport, Telecommunications and Public Works is leading 
efforts to set up a nation wide telecommunications infrastructure in its 13 districts with the main objective to 
link schools and hospitals to the Internet via a satellite-based telecommunication infrastructure. 

Content 

Timor-Leste has two official languages, Tetum and Portuguese. While a considerable portion of the 
population can speak the national languages and is literate in Indonesian, Tetum is the most widely used and 
about 82 per cent of the population is literate in that language. Tetum has three varying forms and is not fully 
developed in terms of structure and grammar, which limits development of websites containing relevant local 
content. At present the National University of East Timor is restructuring the language as well as developing 
a dictionary. It is estimated that there are about five websites in the national language, plus 20 in English and 
other languages. 

Human capacity 

The lack of ICT-trained human resources hugely hampers the use of ICT in Timor-Leste. There is 
difficulty in finding qualified teachers who have the capacity to use ICT resources and infuse them into the 
educational system. Many teachers are underqualified and not formally educated. The lack of a trained 
workforce in education adds to challenges to training and retraining those who would have the language 
skills, technical skills, motivation and ability to use and integrate ICT into education. 
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Annex II 

Resources and Toolkits 

1. Agricultural Cooperative Development: A Manual for Trainers. Rome 
Institution: FAO 
Published: 1998, reprinted in 2001 
http://www.fao.org/sd/2003/IN07023_en.htm; ftp://ftp.fao.org/docrep/fao/005/X0475E/X0475E00.pdf 
Description: The manual aims at helping developing countries and countries in transition transform 
their agricultural cooperatives into genuine self-help organizations. It is geared to encouraging greater 
membership participation, improving management and familiarizing political and administrative 
decision-makers with new cooperative development approaches. The training manual is composed of 
seven modules as: Understanding Cooperatives; Participation & Learning; Communication; 
organizational Development; Cooperative Management; Tools for Planning and Organizing 
Cooperative Activities; and Participatory Appraisal, Monitoring and Evaluation 

2. A Territorial based Approach to Agro-Enterprise Development, Rural Agro-enterprise Development 
Project 
Author:  Lundy, Mark, Carlos Felipe Ostertag, Maria Veronica Gottret, Rupert Best and Shaun Ferris 
Institution: CIAT 
http://www.ciat.cgiar.org/agroempresas/pdf/CIAT_Agro_Enterprise_Strategy_Paper.pdf 
Description: Global commodity and consumption trends are increasingly marginalising rural 
agricultural producers, with particularly negative effects on those distant from markets. This paper sets 
out a strategy to address the current climate and to support rural communities in agriculture through a 
Territorial Approach to Rural Business Development (TA-RBD), and support to pro-poor policies that 
work towards enabling rural innovation with greater equity in the marketplace. 

3. Gender Issues in Cooperatives: An ILO – ICA Perspective 
2 Hours on Gender Issues in Cooperatives – An introductory session on gender issues for cooperative 
leaders 
http:www.ilo.org/dyn/empent.Portal?_prog=C&p; 
http://www.ica.coop/gender/ica-ilo-manual/index.html 
Training materials 1996. 

4. Gender-Oriented Entrepreneurship Promotion, Strategies and Tools along the Project Cycle: A Manual 
for Practitioners 
Author: Gminder, Claudia U 
Institution: Swiss Agency for Development and Cooperation (SDC) 
Published: 2003 
http://www.intercooperation.ch/sed/download/wep-manual/manual.pdf 
Description: This Manual provides strategies, concrete instruments, and practical examples, to help 
professionals in the field realize a more gender-balanced approach when implementing micro and 
small enterprise promotion programs. The manual is divided into two parts. The first part focuses on 
the strategies and tools of the WEP project cycle: planning, implementing and monitoring. Planning 
involves the assessment of the current situation and the future development of key factors. 
Implementation focuses on the adaptation of the program design to meet women’s specific needs. 
Monitoring is the last step in the project cycle and is the systematic observation and, if necessary, 
correction of the implementation progress (Excerpted from INSTRAW’s Gender Training Wiki). 
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5. Horticultural Marketing: Marketing Extension Guide 5 
Author: Dixie, Grahame 
Institution: FAO 
Published: 2005 
Description: This guide aims to provide appropriate resource and training material on marketing for 
extension officers working with farmers who produce horticultural produce for both domestic and 
export markets. Successful marketing requires learning new skills, new techniques and new ways of 
obtaining information. Extension officers working with ministries of agriculture or NGOs are often 
well-trained in horticultural production techniques but usually lack knowledge of marketing or post-
harvest handling. This Guide seeks to help them to develop their knowledge of these areas, in order to 
be better able to advise farmers about market-oriented horticulture. The emphasis is on assisting 
farmers to form mutually beneficial relationships with private-sector traders and agroprocessors. 

6. International Center for Tropical Agriculture (CIAT) 
Access at: www.ciat.cgiar.org/agroempresas/ingles 

7. International Cooperative Alliance – ICA 
For general information on cooperatives – http://www.ica.coop  
For training manuals - http://www.ica.coop/publications/trainingmanuals.html 

8. Promoting Rural Women’s Cooperative Business in Thailand: A Training Kit. 
Author: Premchander,  Smita and V. Prameela and W. Polman 
Institution:  FAORAP. Bangkok 
Published:  2004 
http://www.fao.org/docrep/004/ad499e/ad499e00.htm 
Description:  The training kit is an outcome of an FAO Technical Cooperation Programme (TCP) 
Project, Capacity Building for Promotion of Cooperative Small Farmer and Women Group Activities 
(TCP/THA/0165). Under the project, FAO collaborated with the Cooperative Promotion Department 
(CPD) of the Ministry of Agriculture and Cooperatives of the Government of Thailand in enhancing 
the CPD’s capacities for appropriate training of their trainers at provincial and local levels for the 
promotion of cooperative business activities for small farmers and rural women. The project 
contributed to food security by improving the self-help capacities and livelihood opportunities for 
small farmers, in particular women. The training kit focuses on developing entrepreneurial skills and 
attitudes among women farmers. 

9. Services for Rural Development: Managing Services in Rural Areas. 
Author: Muller, Roth. A. and M. Braun (eds.) 
Institution: GTZ 
Published: 2005 
http://www.gtz.de/de/dokumente/en-bulletin13-2005.pdf 
Description:  In any agricultural value chain, there are likely to be a wide range of rural service 
providers that provide support to various aspects of the chain. This comprehensive bulletin from GTZ 
provides consolidated field experience on the management of rural services related to applied research, 
extension, information, training, business development, certification, and internet/media. The bulletin 
advocates a systemic approach to the development of agricultural innovation models, and develops a 
framework for defining the operational linkages between rural service providers at the meso-level and 
their clients at the micro-level, with enabling conditions and policy established at the macro level. The 
bulletin also provides a reference list of relevant internet links and related literature (from Eldis). 

10. Trading Opportunities for Organic Food Product from Developing Countries 
Institution: UNCTAD 
Published: 2004 
http://r0.unctad.org/trade_env/test1/publications/organic.pdf?docid=4502%2B%22ItemID=2068 
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Description: Since 1999, the United Nations Conference on Trade and Development (UNCTAD) and 
the Foundation for International Environment Law and Development (FIELD), with the support of the 
United Kingdom’s Department for International Development (DFID), have assisted developing 
countries in strengthening their research and policy-making capacity with regard to trade and 
environment issues. Among the priority issues selected by beneficiary countries to be addressed under 
this programme has been the identification of opportunities for increased exports of organic 
agricultural products. The papers in this volume provide some useful observations and insights in this 
regard. 

11. Women’s Entrepreneurship in Eastern Europe and CIS Countries 
Institution: UNECE 
Published: 2003 
Description: In Europe women become entrepreneurs on average twice less often than men. The 
UNECE Programme on Women’s Entrepreneurship aims at raising awareness of problems of women 
entrepreneurs by enhancing dialogue and promoting the exchange of best practices and recommending 
policies. This study includes select papers adopted from the First Forum of Women Entrepreneurs and 
meeting of the Team of Specialists on Women’s Entrepreneurship held in October 2001. The study has 
three parts. Part one presents a regional overview of the situation and problems of women 
entrepreneurs. Part two includes country experiences. And the final part discusses the importance of 
networks and the benefits of connecting women-run enterprises to the global digital economy. 
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