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VCA of the Philippine Seaweed Industry 2009
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Matrix of Seaweed and Carrageenal
Product Categories
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Trend in Philippine Exports
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General Industry Trend

2000-2009
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General Industry Trend
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General Industry Trend
2000-2009
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General Industry Trend
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General Industry Trend
2000-2009




General Industry Trend
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General Industry Trend
2000-2009




General Industry Trend
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PRODUCT TRENDS

» Organic and Natural Food Ingredients
» Convenient and Easy-to-Prepare Foods
o Stricter Product Safety Requirements

» Sustainable Source and Environment Friendly Agricultural Practices




Market Access Requirements
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SECTOR AUDIT
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SWOT Conclusions
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COMPETITOR ANALYSIS
-AS aleading Producer Criteria Comparison
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COMPETITOR ANALYSIS
- RDS Quality Parameters Comparison
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COMPETITOR ANALYSIS
- Carrageenan Quality Parameters Comparison
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Competitor Analysis







Market Assumptions







Sector Marketing Objectives
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Strategy Summary
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Markets and Segments




Positioning Strategy




Branding Strategy




Product Strategy




Pricing Strategy




Distribution Strategy




Promotional Strategy




Partnering




Key Value Networks
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Key Value Networks
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Management Responsibllities
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Action Plan
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Budgets and Forecasts
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Budgets and Forecasts

Budget ~ Budget Budget Budget g jget 2013

Activities Time Frame 2009 2010 2011 2012
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Detalils of Trends of Different Philippine Markets

Natural Food Ingredients
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Detalils of Trends of Different Philippine Markets

Natural Food Ingredients
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Detalils of Trends of Different Philippine Markets

Natural Food Ingredients
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Detalils of Trends of Different Philippine Markets
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Detalils of Trends of Different Philippine Markets
Natural Pet Food Ingredient Markets




Detalils of Trends of Different Philippine Markets
Natural Cosmetics/Pharmaceutical Ingredient Markets




Raw Dried Seaweed as Raw Material

Supply /Market Chain :
Analysis Value Required Improvements Needed

Seedling

Farmer ; i

Local/Big Trader

Importing Country:
International




Carrageenan as Natural Ingredients

Supply Analysis Value Required Improvements Needed

Seedling

Good Quality Selection of Source

On-time Delivery




Carrageenan as Natural Ingredients

Value Required Improvements Needed

der/

Supply Analysis

Manufacturer

Distributor/Retailer Healthy

Organic/Natural
Product Safety

Healthy
Organic/Natural

Highlight in Packaging
Trader/Farmer

| Highlightin Packaging




SWOT Analysis (P

nilippine Seaweed Industry)

STRENGTHS

Presence of Some of the Biggest
Processors in the World

Good Quality Seaweeds
from the Philippines

Large Available
Areas for
Seaweed Farming

Experienced
Seaweed Farmers

Pioneer in Seaweed Farm Development
in all Seaweed Producing Areas in the
World

Available Innovative Technical
Manpower for Product Development in
Processing.

Strong Government
Support, specifically
Region 7

FUNCTION

e N

Processing
Exporting

T

Local and
Big Trading

N

Seaweed
Farming

Enablers

WEAKNESSES

Unhealthy Pricing Competition within the
Industry Players

Adulterated RDS

Decreasing
Seaweed
Production

Aging Farmer

Inconsistent Awareness and Lack of
Coordination among LGUs and Other
Agencies

Limited Financial Investment & Support
in Seaweed Farming



SWOT Analysis (P

nilippine Seaweed Industry)

OPPORTUNITIES

Consumer prefers natural ingredients

Increasing demand of raw  dried
seaweed and carrageenan worldwide

New applications for carrageenan

FUNCTION

/

Processing
Exporting

THREATS

Increasing numbers of processors in
other countries particularly china

T

Local and
Big Trading

N

Seaweed
Farming

TN

Enablers

Brain drain of technical people going

to competitor countries

Presence of cheaper substitute products

for carrageenan

New market entry requirements of
major importing countries like EU/US

Global warming

Increasing number of seaweed
producers in other countries




SWOT Conclusion Matrix




SIAP SECTOR STRUCTURE




