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Safe vegetable market 
Safe food for Urban Hanoi 



Vegetables: an everyday must have 

Hanoi consumes 50%  

of the total vegetable 
volume consumed in  

The Netherlands  

Source: Fresh Studio Vegetable consumption research in Hanoi, 2012-2013 



Food safety and freshness 

94% of consumers is concerned about food safety 

 

Food safety is more important than freshness: 
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What is most important to you when 
shopping for vegetables 

What is most important to you when 
shopping here? 
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Freshness Food safety

What is more important to you in 
purchasing vegetables?  

Source: Fresh Studio urban Hanoi consumer survey (C=1400), 2012 



Vegetable safety: a big concern 

Agro-chemicals are perceived the biggest food safety risk 
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What do you think is causing vegetable food safety risks? 

Source: Fresh Studio urban Hanoi consumer survey (C=1400), 2012 

Victims of collective food poisoning in 
Hong Fu Co. Ltd. by eating cabbage 
containing harmful chemicals (3/2011) 



Safe vegetable retail census Hanoi 

www.freshstudio.vn 

Source: Fresh Studio urban Hanoi safe vegetable retail census, 
2012 



Safe vegetable market share 

Market share in volume sales 

Safe vegetable outlets

Conventional outlets

63% 9% 

13% 

16% 

Safe vegetable volume share 

Supermarkets

Safe vegetable shops

Convenience stores

Safe vegetable kiosks and
stall in wetmarkets

Source: Fresh Studio urban Hanoi safe vegetable retail census, 
2012 

< 4% 

96% 



In my own neighbourhood 



Shopping without stopping 



Convenience to the door 



Food safety is claimed at store level 



Food safety claims are confusing 



Safe vegetables are hard to recognize 

95% of purchasers and 73% of wholesalers do not recognize «rau an toan» 
without techinical support  

 

How to be relevant distinct at moment of purchase 
Sources: Fresh Studio retail census 2012;  Institue of Policy and Strategic Agricultural and Rural Development , 

10/2013 



The value action  gap of consumers 

What people say 
 

VERSUS What people do 

70% most trust in food safety 
certification  

Buy uncertified vegetables 
Distrust food safety claims 
 

20% most trust in own judgement 
of external appearance 
 

Mostly rely on regular retailer 
advice in deciding what vegetables 
to buy 
 

10% most trust in advice regular 
retailer or friends 

Check external appearance to 
judge whether vegetables are safe 
to consume 
 

How to close the credibiliy gap ? 

TRUST (lack 

off) is a major 

issue in food 

safety 

Sources: Fresh Studio urban Hanoi consumer survey (C=1400), consumer shopping research, 
2012 



Realizing worriless enjoyment 
The campaign 



Telling the story online … 



… and in-store 



… about efforts in the field 



… done by the farmers 



Dedication beyond farm gate 



… up until the retail shelf 



Easy to recognize:  

Rau đỏ / Rau cô gái standing out in the sea of sameness 

 



Creating Attention 



To attract consumers 



For trying, .... 



… and buying 



Sold out ! 



Co-creation with retailers 
Daring to change 



Challenges ahead 
For Safety, Health and Wealth 



From challenges to opportunities 

Making safe and healthy food available for all: 

 

Reaching out to lower income groups 

 

Food safety requires system  

    transformations 

 



Reaching out to lower income groups 



Challenge: Exclusion of lower income 

Poor consumers don’t buy at safe vegetable outlets 

40% (>3mln) currently not reached with safe vegetable offer 

 

 

 

 

 

 

 

 

 

How to make safe vegetables available for all? 
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Safe vegetable 
shoppers; survey 
C=1400 

Sources: Fresh Studio Consumer Surevy Hanoi 2012, Count=1400;  
United Nations, 2010, Urban Poverty Assessment in Hanoi and Ho Chi Minh City, 2010; 



Income class $2 - $3.5, almost same food expenses as one class up 

 

 

 

 

 

 

 

 

Income elasticity food and vegetables 
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Opportunity: untapped market 

BoP extremely concerned about food safety 

Rather eat too little than eating unsafe 

BoP spends 60% of income on food 

15% food budget on vegetables 
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How to reach the 2-3.5USD/day population? 

Represents a value of: 

 
4 mln USD/day food items 
 
0.6 mln USD/day vegetables 

 

Source: Fresh Studio BoP consumer research Hanoi 2013 





Food safety requires co-creation from farm to fork 



Food safety beyond agro-chemicals 

Cleaning vegetables most important strategy to avoid food safety risks 
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What do you do to avoid vegetable food safety risks? MA – max 3 

% of respondents 

Sources: Fresh Studio Consumer survey Hanoi 2012, Count=1400 



Food safety beyond agro-chemicals 

…BUT: Consumers tend to clean safe vegetables less carefully 

‘I buy safe vegetables when I don’t 
have enough time to clean them 
properly.’ 

‘Even when I don’t have time to 
clean properly I don’t fall ill, so I 
trust the vegetables are safe 
here.’ 

How to avoid food safety proposition to become food safety issue? 
Sources: Fresh Studio Consumer interviews Hanoi 2012, Count=1400 



Farmer: co-producing food safety 

Composting and irrigation needing urgent attention 

Sanitation requires a system innovation 



Retail: co-producing food safety 

The food safety triangle of money, meat and vegetables 

Unawareness: ‘Oh yes, we do that. I never thought about it, but now you 
show me, I see we need to change.’ 



Consumer: co-producing food safety 

Deciding where to shop, what to buy from whom and how to clean and prepare 



Ready for the ride? 
Join us in the afternoon discussions 



Questions 
 
Your challenges 
 
Ideas 
 
Next steps 

Contact information: 
Sigrid Wertheim-Heck 
Tel. +84 (0)4 3759 1380 
Sigrid.wertheim@freshstudio.vn 

 
www.freshstudio.vn 


