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EXECUTIVE SUMMARY

According to the TORs, MAG outline and general project planning, AMDI Expert 1 was
assigned to coordinate with other AMDI experts 1 and 2, and to conduct the need
assessment among Vicofa members to make suggestions for MAG.

A set of questionnaires was designed to test the awareness of the potential users of MAG,
the exporters and producers mainly, on the related topics and also to collect information
regarding what they need to access the new (European) markets. The survey was to
identify possible issues, if any, that need to be included in MAG.

With contribution from AMDI Expert 2, and especially from AMDI Expert 3, the
assessment focused on some key questions below:

e How are respondents, the potential users of MAG, impacted by government
policies, international trade commitments, market access measures, and market
requirements (standards and practices)?

e How do they normally get the information they want? Do they have any
suggestions for the content or use of MAG?

We got a total of 41 respondents who well represented the sector in terms of ownership,
supply chain positions, product-market specialisations. A high percentage of them (about
70% for most topics) supported our initial layout and content for MAG. More than 80%
thought MAG is necessary whereas only less than 20% thought it is better to have. They
also suggested some follow-up actions for the Vicofa team, such as dissemination of
MAG online.

After having the MAG draft with contribution from DMI Expert, we conducted another
round to verify with potential users for their comments and suggestions. We also took
advices and directions from Vicofa management and accordingly revise our final draft to
make one printable copy for our users.



PART 1: ORGANIZATION OF THE NEED ASSESSMENT
1.1.  How were the questionnaires designed?

Based on the experience of Vicofa experts, we designed questionnaires in order to test the
awareness of the potential users of MAG, the exporters and producers mainly, on the
related topics and also to collect information regarding what they need to access the new
(European) markets.

We tested the awareness of MAG potential users on the following topics:

0] Vietnam’s government’s policies that has influence on coffee exporters and
producers

(i) International trade commitments that has influence on coffee exporters and
producers, specifically the EU-Vietnam Free Trade Agreement (EVFTA), the
Trans Pacific Partnership (TPP), the ASEAN Economic Community (AEC).

(iii)  Measures (regulations and requirements) faced by exporters in their export
markets. We gave an indicative list of those based on desk research:

Traceability

Contaminants

Pesticide residues

Food safety

Labeling

Sanitary and Phyto-sanitary (SPS)

Technical Barriers to Trade (TBT)

Rules of Origins (ROO)

Agricultural marketing standards

Safeguards

(iv)  International standards and practices applied in the coffee supply chain
e BSCI, SA8000

Sustainable Trade Initiative (STI)

uTZ

Rainforest Alliance

4C

GAP/VietGAP

(V) How do they acquire market access information
(vi)  Their suggestions for the coming MAG

We also left room for users to fill in any other applicable measures or standards in their
own contexts. For indicated measures or standards, we gave options for users to check
users’ opinions if the cost of compliance with their mentioned measures or standards is
HIGH or LOW. After first round of respondents, we decided to leave out topic (i) and (ii)
because they might only add some insights but not bring the information needed for
MAG. For details of the questionnaires, please have a look at Annex 1 of this Report.



1.2. How was the assessment conducted?

Respondents were selected among active Vicofa members via its conferences and visits
to companies and also the annual conference during December. For the rest (other
members) we sent the questionnaires via emails and regular post to their addresses. Some
sent back their feedback via emails after we explain the questionnaires on the phone.

There were a total of 41 respondents from 35 organizations representing a good mix of
players in the Vietnam coffee industry regarding ownership, activities, product types and
export markets:

e Regarding ownership, there were 11 from State owned companies, 24 from
private local companies (either company limited or joint stock), 2 from joint
ventures or with foreign investment, and 4 from fair trade collectives or
associations.

¢ Regarding activities, most responding organizations involve in more than one
type of activities in the supply chain: 16 in production, 20 in processing, 31 in
exporting, and 6 involves in all production-trading-processing-exporting.

e Regarding products, 26 respondents said they exported coffee bean whereas
only 7 mentioned export of roasted or instant coffee.

e Regarding export markets, 23 mentioned they have exported to European
markets, 14 mentioned US, 14 Asia, and fewer mentioned other export
markets. 15 mentioned local markets of which 8 only serves local markets. It
is noted that many organizations have access to more than one markets.

We made use of the need assessment outputs to suggest some adjustments to the content
and layout of the MAG. See 2.2. for the suggestions about MAG content and layout.

When the final draft of MAG was finished, it was sent out to verify with respondents and
other members again for comments. At first, we planned for some dissemination
workshops, however due to the business seasons and the scattered locations of
companies, we decided that workshops would not be effective, and got approval from
Mutrap administration for this decision. See 2.3. for reporting of this verification step.
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(i)

(i)

(iii)

PART 2: NEED ASSESSMENT REPORTING
Summary of survey outputs
Government policies and incentives?

Only 14 respondents on this topic. Most regularly mentioned incentives include
access to credit and tax incentives (like VAT 0%), but some also mentioned about
subsidies, investment incentives and technology transfer. Some mentioned that
those incentives are effective, but in many cases these incentives do not seem to
offer sustainable guarantee. Specifically one pointed out the reason for such
incentives being ineffective is because beneficiaries are too dependent on their
supply chain partners and buyers.

We took note of these facts which mean there is room to improve incentives or
offer alternatives if resources are still available. However, we decided to leave this
out of the MAG scope to give it a focus. We changed the questionnaires
accordingly with fewer questions for the later rounds.

International trade commitments?

Of the 14 respondents, 9 respondents mentioned being aware of international
trade commitments, 1 mentioned not aware and the other 4 had no opinions. 7 of
9 being aware indicated that such commitments have either high influence or
influence, only 1 commenting generally that commitments would increase
competition and market-entry. Some (very general) suggestions were made to
maximize the benefits of international trade commitments:

(Companies) to export quality products to new export markets
(Companies) to develop sustainably

(Companies) to have suitable pricing to avoid market fluctuations
(Government) to improve supplies and production of coffee beans
(Government to review national policies to be more effective/ supportive to
local producers

e (Government) to reduce import taxes on materials

There is clearly some room for companies to be better informed and understand
international trade commitments as it seems respondents are not well informed
enough to give more specific and qualified thought about potential influence and
recommended actions. We however left out this topic from MAG scope because
review of EVFTA resulted in the fact that there are no specific requirements on
European coffee market access.

Regulations and requirements in export markets?

Total 34/41 respondents gave feedback about measures. Of these 34, 30 are
exporting including 23 exporting to EU (close to the total of 31 exporters
including 23 EU exporters). This output should give good representative feedback
for coffee exporters in general and coffee exporters to Europe in particular.
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In the below table, we summarized the feedback ratio per measure (regulation or

requirement):

Applicable Measures Total High Low
respondents | compliance | compliance
costs costs
Traceability 30 18 12
Contaminants 30 19 11
Pesticide residues 30 16 14
Food safety 30 24 6
Labelling 26 16 10
SPS 31 21 10
TBT 20 12 8
ROO 21 11 10
Agricultural marketing 22 13 9
standards
Safeguards 26 19 7
Others:
Labelling (Hala, USDA,
Fairtrade)

Applicable standards and practices?

Total 36/41 respondents gave feedback about standards and practices. Of these
36, 30 are exporting including 23 exporting to EU (close to the total of 31
exporters including 23 EU exporters).

Applicable standards and No. of ‘Very ‘Better to
practices respondents | useful’ have’
BSCI, SA8000 21 7 14
STI 22 6 16
uTtz 33 22 11
RFA 28 18 10
4C 30 16 14
GAP/VietGAP 4 0 4
Others: TCVN4193, 1SO, 9
HACCP, Fairtrade, Halal

How respondents acquire market access information?

Out of 41 respondents, 37 replied on how they acquired market access
information. Respondents tend to combine more-than-one sources of market access
information for their needs.

How users acquire market access information? No. of Respondents
By purchasing 21
Through BSOs (Business Support Organizations) 25
Self-analysis 33
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2.2.

Only 56.7% rely on purchased information (mainly for market information and buyers'
behaviors).

67.5% rely on BSO's sources (mainly for sustainability, trade commitments and
sometimes standards), meaning that BSOs have done a good job but can still be
improved. Some expect BSOs also to provide market information and buyers' insights.

89% said they conduct self-analysis. Combining this with the fact that only 9 of the 37
respondents have specific department to take on this job (or simply done by the
management), it seems that the research on market access information has rarely been
part of the daily business operation. This may also indicate that there is the need for an
external partner, be it free or on- fee-basis, to help coffee exporters and producers.

Respondents’ expressed needs and suggestions for the coming MAG

40 of the 41 respondents reacted on the question whether MAG would be
necessary, better to have, or not necessary. 25 of them indicated the content they
wanted or other suggestions. Below are specific indication of their expressed
needs and suggestions for MAG’s contents

Respondents' expressed needs and suggestions for the Number of
coming MAG | respondents

Necessary 34

Better to have 6

Not necessary 0
Suggested content

A. Market information (demand, customers' insights, 21
prices, competition, key importers, channels, niche
markets...)

B.Market access information (trade barriers, import 12

regulations...)
C.Trade promotion support (delegation, fairs...)

D. Production expertise, guidance

E. Risk management, contracts...

F.Other suggestions

e Put MAG online for easy access by farmers.

e Provide online data to check the product origin
by provinces.

¢ Vicofa should have a page dedicated to product
sectors (like Y5 coffee).

NIFRLIN N

Changes and suggestions for MAG’s layout and content

Based on the above feedback from respondents, we confirmed our selection of the below
KEY topics for MAG. We would not include some topics in MAG for specific reasons:

e For SPS, we took note of users' concern about SPS measures but in fact the SPS
measures have been covered in other specific topics for coffee, such as food
safety or HACCP (in standards).
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e For TBT, we took note of users' concern about TBT but in fact the TBT measures
have also been covered in other specific topics for coffee, such as labeling, or
other applicable standards.

e Asfor ROO, like SPS or TBT it is simply an element of trade commitments that
refers to whether or not exporters are subject to specific measures. On the other
hand, it is not essential for exporters according to discussion with DMI expert.
Therefore we would not make ROO as a topic in MAG.

e Agricultural marketing standards: Not applicable to exporters from DC, only to
EU businessmen.

¢ We took note of users' concern about safeguards but it is an element of trade
commitments that does not allow preventions or interventions by companies.

Apart from the expressed needs for market access information (MAG’s topics),
respondents also said they need support in terms of market information, trade promotion,
production expertise... These will be suggestions for Vicofa’s future action planning.

Despite of low respondent’s indication about risks and contractual obligations, we at
Vicofa still would request to prepare exporters with better knowledge about this topic so
as to avoid risks and make sure coffee export is a sustainable business after all. Therefore,
we would insist on having in MAG a Chapter 3: Questions and Answers on practical
issues concerning exporting coffee to the European markets.

Verification of MAG

According to the Project Action Plan agreed with Mutrap, we were supposed to
present the output (MAG draft) to the targeted beneficiaries for comments and
suggestions. This was planned for by 2 dissemination workshops one in Hanoi,
one in Ho Chi Minh City.

However, after completion of MAG final draft, we were accepted by Mutrap not
to prepare for workshops, but instead, to send out the MAG draft (translated by
Mutrap team) to our Vicofa targeted beneficiaries for comments and suggestions.
We thought having workshops would not effective because (i) the DMI expert
would not be available and (ii) representatives of our members would either not
participate or sending only staff to come (due to the scatter locations and seasonal
nature of coffee business).

During March-April 2017, we sent out the translated MAG draft to our targeted
beneficiaries but there has been no specific comments or suggestions. We notified
this to Mutrap on 30 April 2017 that for the time being the current draft can be
acceptable in terms of the substance and questions addressed. We also forwarded
communication from VICOFA office which sent to exporters and producers to
Mutrap administration for reporting.

In future, it might be even more valid if a third party may contact our beneficiaries
again for feedback or comments if any, and we are still open to update the
document as we have planned to do so internally among members. The local
experts of Vicofa are also prepared to present about MAG at any Mutrap events, if
required.



We also consulted the final draft of MAG with Vicofa management board directly
who would like to withdraw the section on Pesticide Residues from the
publication of MAG due to the fact that this requirement has been covered in local
regulations. We accordingly left out this section in MAG’s final version to be
published by Mutrap.



ANNEX 1: SUMMARY OF SURVEY QUESTIONS
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PHIEU KHAO SAT PANH GIA NHU CAU HO TRQ
THONG TIN TIEP CAN THI TRUONG XUAT KHAU

Phan 1 - Théng tin chung vé Doanh nghiép (To6 chirc)

Tén Doanh nghiép (T6 che)i. oo b e e e e e e s g e g o
Ngued tra 105 (T80 ) s h sy ey (ORI W) 5 e R s
O B cir o s e B B S A e S e S N FS 5 A e A S S M A e S S B B S i e S e AR Y PS5 S e T A e R
Dia ban san xuat kinh doanh chinh: .
Didn thoats i in e i i PER T o i e et Batlsiiis s aniiniiaiamiiis s

(Ghi chii: Cic 16 chare hé tro, fe van hodc co quan quan Iy nha nuoe xin vui long néu y kién va sie
dung thong tin ctia nhom Doanh nghiép ma quy vi dai dién hodc c6 moi lién quan).

1. Hoat dong chinh ma Quy Doanh nghiép (To chiwc) tham gia trong nganh ca phé la gi?
[0 San xuat (canh tac, thu hoach. so ché..)
[0 Thu mma. thuong mati, phin phox
oc he bién (rang. xay. dong goi. bao quan...)
O Xuat khéu
O San pham, dich v khac (v Jong ghi r6) .......ooooooiiie oo

Loai hinh té chire?

O Doanh nghiép Nha nudc

O Doanh nghiép Tu nhan-ndi dia

I Doanh n-vhnep Lién doanh hoac Dau tur nudce ngodi

O Co quan quan 1y nha nudc, 16 chixe hd tro, xitc tién thuong mai .
O Khac (vui long ghi ra) ..

2. Xin cho biét két qui san xuat kinh doanh méi nhat cia Quy Doanh nghiép (nim 2015)?

Tong doanby th s - S S T P e (VND)
Podnh tho EIIIN T oo i e s S (VND)
Toig b o Mngaldongr: ol A R e (nguai)
S6 lao ddng trze tiép (cong nhan-néng din) © ... (DEWE)
San luong ca phé san ‘mat ché bién hodc thwomg mai:..............o............ TR (tén)
Chi phi cho may méc, thiét bi. cong nghé (e cd)........oooooveeiioeoieeeeeeeeeee A VND)

03 sin pham va thi treong xuat khau chinh gan diy ciia Quy Doanh nghiép?

Sanpham I:.__......_............. Thi truéng
Sanpham 2. Thi truong
SanpBAam 3z ..o <o Thi treong:
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Phan 2: Chinh sach cua Chinh phu va céc Cam két quoc te

2, Xin cho biét Quy Doanh nghiép cé dang hwéng lei tie cdc bién phap chinh sach nao dwéi
day caa Chinh pha Viét Nam ?

Hinh thiec 1wen dar Xin cho biét tén bién phdp hodc Danh gia hiéu qua ?
chwomg trinh cu thé néu c6? Cao Trung bink Thdp

- Tiép can tin dung o R O O O

- Tro cap Bl ot i b SR O O O
- Céc khodn thué, phi wu di o S O O O

- Uu dai thu hat déu te Bl conmerems i S s O O O
-Cacchuongtrinhhdtrokhdc T ... O m| O
T R SR R e

4. Doanh nghiép san xuit xuat khau ca phé Viét Nam néi chung va cic quy vi néi riéng ¢6
hiéu rd vé néi dung lién quan vit mirc d¢ anh hwong cua cic cam két thwong mai quoc té
cia Viét Nam trong théi gian gan day ?

Nhom Cam két Murc 36 hiéu biét  Murc 36 anh hwémg  Ghi rd néi dung c6 inh hwing
Ign, triee tiép t&i Doanh nghiép

Tiep dinh thuong O Hidu o T Tom, trc iep

mai tr do Viét Nam O Cé tim hiéu OCoanhhudmg .o,

EU (EVEFTA) O Chua tim hiéu O KhénganhIwong ool il

Higp amh Dot tie O Biturd T Lom, trec Gép

Kinh t& Xuyén Théi O Cd tim hiéu EICoanhmronE: — ociooiossccse--sasssasersssioa s

Binh Duong (TPP) O Chuwa tim hiéu O Khénganhhuong ..o

Cong dong Kinhte O Hiéurd O Lom, true tiép

ASEAN (AEC) I €6 tim hiéu ChCoanblmrong: = iliwssrsicsisineniiinl
O Chwa tim hiéu EFKhng SRR IRONE  sovoocovonaiciisamimimiinmaridas

Cam ket khac O Hiéurd O Lon, true tiép

(@é nghi ghi r3): O Co tim hiéu OCoanhhuong oo

........................ O Chua tim hiéu OKhénganhhwong ...

(B
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Phan 3: Tiép can Thi trwong Xuat khau

5. Xin cho biét ré hen vé cde quy dinh va yéu cau (hay con goi la bién phap phi thué quan)
tte nhieng thi treeng xuat khau chinh cia Doanh nghiép ?

Quy dinh, Bién phap quan Iy phi thué quan & thi Co dp dung-  Cé ap dung-

treong nhap khau ca phé ? chi phi tudan  chi phi tudn “;’:ng ap
thil cao thii thap ung

Quy dinh vé Kha nang truy xuat ngudn goc ] O O

(Traceability)

Quy dinh vé Ty 1€ tap chat cho phép ] ] O

(Contaminants)

Quy dinh vé Du lwgng khing sinh cho phép O O O

(Pestiside residues)

Quy dinh vé An todn thye pham (Food safety)

Quy dinh vé nhin méc (Labelling) O ] O

Céc quy dinh vé Kiém dich dong thuc vat (SPS) O O O

Cac bién phip k¥ thuat khac chwa néu trén (TBT) O d ]

Quy tac xuat xit (ROO) O m] m|

Cac ticu chuan ve tiép thi ddi véi hang nong san O O O

Cic bién phap phong vé thuong mai (safeguard) O O 0

Cac bién phap khic (xin néu tén): ] d O

6. Cac Tiéu chuan hoac Hwéng dan vé trach nhiém xa héi hoac kinh doanh bén vimg 6
tac déng nhw thé nao t¢i hoat déng xuat khau ca phé caa Doanh nghiép?

Cac Tiéu chuan, Hweong dan ? Co ap dung-  Co ap dung Khéng can
Rat hiew ich  thi 1t hom phai ap dung

BSCI, SAR000

Séng kién Thuong mai Bén vitng (STT)

Cac Hudng dan cua UTZ

T'i¢u chuan NN bén vimg cia Rainforest Alliance

Bo quy tac 4C

L) ) )
) O O O0f E0f
) O O Of E0f

Cac Tiéu chuan. Huong dan khéc. .. (xin néu tén)
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Phan 4: Tiép can va X Iy théng tin

7. Xin quy vi cho biét hién tai Doanh nghiép ca phé dang khai thac nhimg thing tin sau tw
dau dé lap ké hoach va diéu hanh hoat déng Kinh deanh xuat khau?

Cic loai hinh théng tin chinh Musa théng tin T cic 16 chwre T tong hop
theo nhu cau ho tro phén tich

Xu hwong nhu cau va tinh hinh cdc th [

trudmg nhap khau ca phé 16m trén the gidi?

Hénh vi, nhu cau mua ban cia cac dai tac O (] a

nhap khau cu thé?

Quy dinh, chinh sich cia cac nudce O ] O

nhap khau ca phé hodc cua cic hing lon?

Cic ti¢u chuan, huong dan quoc té ve O ] O

kinh doanh bén vimg?

Céc cam ket thwong mai tr do ¢6 lién O [ O

quan t&i trong va xuat khau ca phé?

8. Bo phan nao caa Doanh nghiép dam nhan khai thac, x@ ly thong tin thi treeng néu trén:
O Ban Giam déc O Phong Kinh doanh  [J Phong Ké hoach (I Phong ban khic (xin néu tén)

.....................................................................................................................

9. Xin Quy vi cho ¥ kién danh gia ve viéc xay dyng mét tii li¢u Hwong dan kinh doanh ve
noi dung Tiép can Thi treeng Chau Au (nhw Phan 3 trén day):

O Rt can thiét O Néu ¢6 thi tot O Khéng can thiét

Xin vui long ghi v goi y vé néi dung khac néu cé cho tai liéu Huong dan Kinh doanh.

Hicp hoi Ca phe Cacae Vigt Nam (Vicofa) xin trdn frong cam om Quy vi dai biéu va Quy
Daanh nghigp da danh thai gi jan tra lei ean hai khao sat. Pay la hoat dong chuan bi cho Vicoﬁz
way dung tal ligu Hudmg dan Tls!p cén Thi trwemg Chdu Au cho cdc nha xudt khéu ca phé
Vigt Nam voi su hé tre ciia D én HE tror Chindy sach Thivomg mai Da bién (MUTRAP).

K&t qui tra 167 xin givi lai cho Ban t6 chive Héi thio hogc giti bin sao (scan) vé Hom thnr
dign tir cia Higp hii info. vicofa@gmail.com

XIN TRAN TRONG CAM ON!
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ANNEX 2: LIST OF RESPONDENTS

Record No Organizations Respondent Names  Position Location  Contact detalls (Email) CQuestionaires by Data collected
0 Cau Dat Xuan Truong Collectiv Vo XHANH Director Da Lat NA Hand written Yes
02  Thangloi ! member Co. Ltd  Mr NOI Dak Lak cofethangloiity@yahoo.com Email Yes
03 Thu HaCoffee JSC Dak Lak pletku@thuhafieecomyn  Emall Yes
04 Metrang Coffee J5C. Duong Khanh TOAN  Head of m port-Expor Kha Trang & nfo@metrang.comvn Scanned, emall  Yes
05  TinNghiaCorporation Duong Le Ngoc HANH  Director, Calee ExporDeng N hanh.din@tingnhiacorp comun Scanned, email  Yes
06 Dak Lak Import Export Investr Mr. THANH Owector Assistant Dk Lak nexmid @dng.vonwm Email Yes
07  Intimex Nha Trang Coffee impi Pham Van THANG Impart-Export Dptm  KhaTrang  Kith@ntimexnhatrangcom  Email Yes
02  Minh Tien Coffee Co. L. Nguyen Hong MINH  Business Dptm Hanoi nguyenhsagminh1927@yahoo. Email Yes
09  Phuoc An Coffee 1 member Co. Ltd, Dak Lak A Email Yes
10 29 Dak Lak Coffee 1 member Le Thanh SON Dak Lak simexcod ann.an Ernail Yes
311 Phuong vy Coffee & Tea Co. Lt Ms. Bich LAN HIM contact@phuongvycoffescom Hand written Yes
12 PhucSinh Corporation Mr. THANH HOM phuciinh@phucsinh.com Hand written Yes
13 Intimex Group 15C. An MY Business Dptm, HCM ntimexherm @intimexhom.com Hand written Yes
14 Vinacafe Bien Hoa Hong THAM Head of Business Dpts Blen Hoa  winacafe@vinacafebienh oa com Hand writien Yes
15 Phu Nhuan Services J5C, Cong THANG Bysiness Dptm. HOM A Hand written Yes
16 PETEC CoffeelSC. Hoa NAM Business Dptm. HOM coffee@petecof.vn Hand weitten Yes
17 DakmanCo. Ltd ROSN Nguyen Trader robmnguyen@ dakmancoffoe.c1 Hand written Yes
18  VinhHiep Co. Ltd Quang SON Business Dptm yinhhiepg @yahoo.com Hand written Yes
19  MHoaTrangCo.Ltd Phuong HOA Business Dptm antnhoatrang@ gmail.com Hard weitten Yes
20  CatQue Co.Ltd Mr. THANG Director Hanoi Email Yes
21 DX JSC. Nguyen Thi DINH Impart-Bxport Optm DongNa  Dinhnt@dtkcom vn Hand written Yes
22 EaTieu t member Co. Lud. Dak Lak cap hesatieu@yahoo.com Email Yes
23 Hal An Dwn Ben Co. Ltd. Truong Van AN Director Dien Bion Email Yes
24 Quang Trinh Co, ttd. Pham Van QUANG Director Dak Lak tinvarg@gmalicom Hand written Yes
25  Thu HaCoffee ISC. Tusn ANH Dak Lak pleiku@thuhacoffee com.vn  Email Yes
26 Anh Minh Co. Utd. Hung ANH Dk Lak anhminbcobmt@gmail com  Hand writtan Yes
27 Thanh PhatiscC, Nguyen ANH Director Dok Lak ptEthanhphaitpt vn Hand written Yes
28 VietDuc Coffee 1 member Co, Nguyen LAM Dak Lok calevietdu c@dng vnn.un Hand weitten Yes
29 DucNguyen Coffee Co.Ltd,  Le Hoang SON Business Dptm Dak Lak dusrguyencoffepbmt@ynnyn  Hand written Yes
30 Viet Nam Coffee Corporation { Nguyen Minh TRUDNG Finance Dptm Central Hightand Hand written Yes
S | Phu Nhusn Services 5SC. HCM maseco@maseco.com . Hardd written Yes
32 Vigt Nam Coffee Corporation { Mr. TUAN Finanoe Dptm Central Highland Hand writien Yes
33 Viet Nam Coffee Corporation ( Cao Kien Quoc Finance Dptm Central Mighland Hand written Yes
34 Lan Dong Sustainsble Coffee I Nguyen Tan TRUNG  Vice Chairman Lam Dong  tungnongdlinhS@gmad com  Hand written Yes
35 Lam Dong Sustainable Coffee I Trinh Tan VINH Head of O Lnh Sectio Lam Dong  tinhtanvinh@gmad.com Hand written Yes
36 Hueng W Troi Coffee 1 membé Pham Lam HAOQ Director Assistant  Dak Lak Hand written Yes

37 Viet Nam Coffee Corporation ¢ Tran Duc TUAN Business Dptm Cantral Highl tyang2 vinacafe@dgmail.com  Hand written Yas
38 Lan Huong Co. Ltd, Hoang ThiLan HUONG Business Owner HCM " Hand written Yes
39 Lam Dong Dusiness Assoclatior Pham | IOANG Vice Chalrman Lam Dong  hoengush@gmall.com Iand written Yes
40 MerCafe Vu Hoang Nhat ANH  Researcher Dong Nai Hand written Yes
41 VIna NhaTrang VO Thanh PHUONG  Business Director  HCM phuongvigvinanhatrang.vn — Hand written yes
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