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Overview of the Consumer Survey

1. Objectives:

As part of the AJFVC GAP Component activities, a consumer survey was conducted in Cambodia,
Indonesia, Malaysia, Philippines, Singapore and Thailand.

‘0 measure awareness and recognition of Good Agricultural Practices (GAP)
‘0 understand consumer perceptions and purchasing behavior related to GAP-certified products

'0 inform targeted marketing & communication strategies for promoting GAP in the ASEAN region

2. Survey methodology:

Quantitative online survey
Standardized questionnaire administered in local language
Focused on vegetable consumers in capital and its suburbs

Survey conducted in November 2024 (Cambodia, Thailand) and April-May 2025 (Indonesia,
Malaysia, Philippines, Singapore)

Total sample size: 1,615 respondents(Indonesia, Malaysia, Philippines, Singapore: 200 each;
Thailand: 400; Cambodia: 415)



. Consumer Survey Results: 6AMSs

Awareness of GAP

Base:n=1615

L2% Yes

Type of GAPs Source of Awareness
Base :n=1615 Base: Among those who said "Yes” to awareness of GAP

(websites, YouTube, social media)
Product label - 24%

Agricultural training/ workshops o
: —
27% Agricultural input retailers S
- 20% (e.g, pesticide/fertilizer sellers) & 13%
58% No ASEAN GAP National GAP Government campaign & 8%
Willingness to buy GAP Reasons for saying “Yes” Place to buy vegetables
certified products Base: Among those who said “Yes” Base:n=16175

Base:n=1615

9% No

91% Yes

PR

markets [N 79,
Safer for consumption - 36% Supermarket (by car) - 33%
Ensures higher quality - 26°% Supermarket (walking) - 28%
esetabies Department store &\\\\% 26%
More trusted/ certified - 25%

W Private shops &\\& 239,
Healthier &\\ 22% Online supermarket & 14%

VG-

ASEAN-JICA

Gender Age
20-29 29%
59%
Female 30-39 26%
° 40-49 22%
50-59 19%
41% Male 60+ 7%
Cities Size of household
Q 63% 1 people 6%
Capital City
2 people 12%
T 3 people 19%
4 people 34%
37%
Suburbs of the capital 5 people + 30%



Respondent Profile A

Cambodia n=475 Indonesia n=200 Malaysia n=200 Philippines »=200 Singapore n=200 Thailand n=400

Gender Size of household ' Gender Size of household

Gender Size of household Gender Size of household | Gender Size of household

Gender Size of household

1 people 4% i
|I AGAZpeopIe 3% i

® 1 people 4% i ® 1 people 99% i 4 1 people 29, i o 1 people 14% ® 1 people 6%
0 : % : ll-3‘y i 43% %
0/5 people 10% i |I 437% 2 people 16% i |I 2 people 10% | |I 2 people 20% |I 33 /2 people 16%
® 3people  13% o 3 people 19 ' @ 3 people 23%, @ @ 3 people 16% . @ 3 people zs%i @ 3 people 22%
4% people 48°% ﬁ 60%, people 3&%5%58% 4 people 23% | 28%, people 25% ﬁ 8% 4 people 27% FGG% 4 people 31%
5 people + 31% i 5 people + 35% 5 people + 31%! 5 people + 48% 5 people + 14% i 5 people + 25%
Cities Age . Cities Age . Cities Age . Cities  Age . Cities Age . Cities Age
Capital City i Capital Cit i Capital City i Capital City | 56% i Capital Ci
20-29 o apital City - o | _ o _ 0 | _ o | Capital City ) .
73% 45A: 50% 20-29 22% | 537 20-29 23 Ai 259, 20-29 23% " Capital City 20-29 22% i 60% 20-29 249%
\ 30-39 38% | 30-39 25%! 30-39 23% 30-39 23% | 30-39 23%; 30-39 23%
: : : | ° :
0-49 12% ; 40-49 26% 40-49 24% % 40-49 23% | 40-49 23%; 0-49 23%
: : : | AN
50-59 g, | 50-59 23% | 50-59 24°% 50-59 26% | 50-59 23%; >0-59 18%
27% | 50% | 48y - |26% | 44% i 41%
60 ° | 0 ° | o 0 | 0 | 0 | ° .
Suburbs of b0k | |Suburbs of o0+ 5% \ |Suburbs of N 7% | Suburbs of S0\ 8% . |Suburbs of oo 10% | |Suburbs of o 13%
the capital i the capital " ltne capital i the capital + 'the capital i the capital
2

Q1. How old are you? | Q2. What is your gender? | Q4. Where do you live? | Q3. How many people do you live with?



VG-

Place to buy Vegetables

Cambodia -5

varkets N o
Department store - 4,5%

Supermarket (by car) - 36%

Private shops &\\\\ 279

Online supermarket § 14%

Philippines r-z00
varkers | o5

Supermarket
(by pub//c transport) - 41%
Supermarket (walking) - 399,

Supermarket (by car) N\ 28%
Private shops \ 19%

Q6. Where do you buy your vegetables?

Indonesia »-200

varkets [N 77
Private shops/Street vendor _ 61%

Supermarket (by car) - 27%

Supermarket (walking) § 13%
' N 0
Online supermarket § 13%

Singapore n=200

Supermarket (walking) _ 77%
Markets - 50%
Supermarket .
(by public transport) - 36%

Supermarket (by car) N 30%
Online supermarket ® 259,

Malaysia -z

verkets I o5
Supermarket (by car) [N 63

Supermarket (walking) - 34%

Shopping center \\ 27%
Department store &N 20%

Thailand /-z00

Markets | 87
Department store - 47%

Supermarket (by car) [l 23%
Supermarket (walking) \ 18%
Su ermarket 0
(by publlp transport) \\ \ 14%



Yes, aware

7 @

No

Type of GAPs

Yes, aware

v @

No

Type of GAPs

Awareness of GAP

Base:n=415

Cambodia

40%

29%
15%

]
ASEAN GAP  CAM GAP

Base : n=200

Philippines

46%

37%

29%

ASEAN GAP Phil GAP

Data interpretation of awareness of GAP

Base : n=200

Indonesia

10% 14%

] ]
ASEAN GAP INDO GAP

Base : n=200

Singapore

41%

25% 20%

ASEAN GAP SSGAP

For example, in Singapore, 20% of all respondents knew about SS GAP (calculated as 4 1%x49%=20%)
Q8a. Do you know “Good Agriculture Practice” (GAP)? Q8b. What GAPs do you know?

VG-

ASEAN-JICA
Base : n=200

Malaysia

62%

40% 40%

ASEAN GAP MyGAP

Base : n=400

Thailand

43%
26%
11%
B
ASEAN GAP QGAP



Source of Awareness of GAP

Base: Among those who said “Yes” to awareness of GAP

Cambodia

Friends/ Relatives . 12%
Agricultural training/ workshops . 8%

TV Program § 4,9,

Exhibition { 29,

Philippines

Online sources ]
(websites, YouTube, social media) - 53%
Farmer groups [N 6%
TV Program [ 1%
NGOs N\ 40%
Government extension services w 399,

Indonesia

Product Label- 249%
University or school \\\ 13%

Agricultural training/workshops § 13%

Singapore

Online sources )
(websites, YouTube, social media) - 567
Product Label - L1

Agricultural input retailers (e.g, 329
pesticide/fertilizer sellers) -

TV Program &\\\\\% 31%

Government extension services w 31%

Q8c. From which source did you become aware of Good Agricultural Practices (GAP)?

VG-

ASEAN-JICA

Malaysia

Government Campaign - 40%
TV Program W 369,
Agricultural input retailers (e.g, %\\\\\§ 69,

pesticide/fertilizer sellers)

Thailand

University or Schooll 6%

Product Label % 39,

Agricultural training/ workshops ;\% 3%



Willingness to buy GAP certified products

L

@ e

Base :n=415

Cambodia

More trusted/ certified - 47%

Ensures higher quality 0
30%
vegetables - "

Safer for consumption - 26%

Healthier @ 23%

Base: Among those who said "Yes”

85%

Base : n=200

Philippines

Ensures higher quality .
vegetables - 347%

Safer for consumption - 329

Healthier . 20%

More trusted/ certified %\\\\ 16%

97%

No  Reasons for saying “Yes”

Indonesia

81%

' Base:n=200

Singapore

93%

Q10a. Would you like to buy GAP certified products? Q10b. Why do you say so?

Ensures higher quality
vegetables

Healthier

38%

Safer for consumption - 28%

o

__

More trusted/ certified 12%

s

Safer for consumption - 33%

Healthier - 28%

Ensures higher quality .
vegetables . 18%

\“:\\:
More trusted/ certified §\ 17%

VG-

ASEAN-JICA

Base : n=20Q50 . n-200

- Malaysia

Safer for consumption - 29%

Ensures higher quality .
vegetables - 27%

Healthier [ 26

N
More trusted/ certified @ 15%

96%

Base : n=400

éThaHand

Safer for consumption 56%

95%

More trusted/ certified - 23%

Ensures higher quality .
vegetables . 17%

W

T

Healthier 10%

o



Key Summary and Implications

Over 40% of respondents across 6 AMSs were aware of GAP, with notable variations:
Malaysia had the highest awareness (62%), while Indonesia was the lowest (23%).

In most countries, ASEAN GAP was more widely recognized than National GAP, except in
Thailand, where GLOBAL G.A.P. surpassed the recognition of its national scheme (QGAP).

The most common source of awareness was online platforms (websites, YouTube, social
media), accounting for 59% of responses.

After receiving a brief explanation of GAP, over 90% expressed willingness to buy GAP-
certified vegetables, citing food safety, high quality, and trustworthiness as primary reasons.

The main purchase locations for vegetables were local markets and supermarkets, although
patterns varied by country.

These findings suggest that digital outreach—especially through social media—has strong
potential to increase GAP recognition in the region.

To measure the long-term impact of PR efforts, it is important to encourage each AMS to plan
regular consumer surveys using national budgets, as public outreach requires continuous
engagement to be effective.



Country-leve_l Details (for reference): lﬁc
Cambodia

=

Awareness of GAP Type of GAPs Source of Awareness Gender Age
Base :n=415 Base : n=415 Base: Among those who said "Yes” to awareness of GAP
Online sources _ 78% 20-29 45%
40% Yes (websites, YouTube, social media) 54%
Friends/ Relatives . 12% ° Female 30-39 38%
. Agricultural training/ workshops I 8, N 40-49 12%
29% S ) 0
15% TV Program %\% 4% 50-59 4%
60% No I-\-SEAN GAP m Exhibition% 2% L6% Male 60+ 0%

Willingness to buy GAP Reasons for saying “Yes” Place to buy vegetables Cities Size of household
certified products Base: Among those who said “Yes” Base:n=415

Base:n=415
85% Q to 1 people 49
More trusted/ certified - 47% Capital City
85% Yes Department store - 45% 39,

2 people
Ensures higher quality

vegetables - 30% supermarket by car) - 367% 3 people 13%

Safer for consumption - 26% Private shops w 27% T 4 peaple 48,
N 0 . 3 0 27°°
Healthier &\\ 23% Online supermarket § 14% 5ubur25 of the capital 5 people + 31%

15% No

e
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Country-level Detalils (for reference):
Indonesia

Awareness of GAP

Base : n=200

78% No

. 23% Yes

Type of GAPs
Base : n=200
10% 14%
] ]
ASEAN GAP INDO GAP

Source of Awareness
Base: Among those who said “Yes” to awareness of GAP

(websites, YouTube, social media) 0

TV Program W 27%
Product Label&\\\\& 24%
University or school §§§§§ 13%

Agricultural training/workshops @ 13%

Willingness to buy GAP
certified products

Base : n=200

19% No
I

81% Yes

Reasons for saying “Yes”
Base: Among those who said "Yes”

Ensures higher quality .
vegetaics NN "

38%

Healthier

Safer for consumption

More trusted/certified § 12%

GAP supports eco- i g
friendly farming ‘\z§ 8%

28%

Place to buy vegetables
Base : n=200

Supermarket - 0
(by car) 27%

Supermarket @ 13%

(walking) ¥

Online S
supermarkets N

Private shops/
Street vendor

13%

Gender

60%

Female

L0% Male

Cities

50%

.7
Capital City

50%
Suburbs of the capital

20-29

30-39

40-49

50-59

60+

VG-

ASEAN-JICA

Age

22%
25%
26%

23%

5%

Size of household

1 people
2 people
3 people

4 people

5 people +

4%

10%

19%

34%

35%



Country-level Details (for reference): VG-
Malaysia '

Awareness of GAP Type of GAPs Source of Awareness Gender Age
Base : n=200 Base : n=200 Base: Among those who said "Yes” to awareness of GAP
Online sources _
. . . 59% 20-29 23%
6 2% Yes (websites, YouTube, social media) 5 8%
Product Label - L4Y% o . Female 30-39 23%
® 40% 40% Government Campaign - 40% * 40-49 24%
ﬁ
Agricultural input retailers N 5go 0
39% No ASEAN GAP MyGAP (e.g, pesticide/fertilizer sellers) w 26% 43% Male 60+ 7%
Willingness to buy GAP Reasons for saying “Yes” Place to buy vegetables Cities Size of household
certified products Base: Among those who said “Yes” Base : n=200
Base : n=200 0
Safer for consumption - 297, Markets _ 66% 1 people 9%
4% No Ensures higher Supermarket _ 63% >3% 2 | 16%
1 0 o o Capital Cit people %
96% Yes quality vegetables - 27% (by can) . < prathy

Healthier - 26% Supe(w:ﬁ/:/};g - 347% ’ 3 people 239
More trusted/certified & 15% >hopping center N 27% 4 people 23%

4L8%
. Department X
Enhancehzrr:)(i?nc; § 6% P ctore @ 20% Suburbs of the capital 5 people + 31%
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Country-level Detalils (for reference):

Philippines

Awareness of GAP
Base : n=200

4L6% Yes

54% No

Type of GAPs
Base : n=200
207, 37%
ASEAN GAP Phil GAP

Government extension services

Source of Awareness
Base: Among those who said “Yes” to awareness of GAP

Online sources
(websites, YouTube, social media)

53%

Farmer groups L6%

TV Program 41%
NGOs 4L0%

39%

Willingness to buy GAP

certified products
Base : n=200

97% Yes

\4

4% No

Reasons for saying “Yes”
Base: Among those who said "Yes”

E high
qualig\jl:/;egsetéilee; - 34%
Safer for consumption - 32%
Healthier @ 20%

More trusted/certified & 16%

Enhance product Y 40
handling § S

Place to buy vegetables
Base : n=200

Markets _ 95
oy opermarket | o
supermariet ISR 3o
el 28
Private shops ® 199%

Gender
58%
Female
°
43% Male
Cities
26%
Suburbs of the capital

I 75% Capital City

VG-

ASEAN-JICA

Age
20-29 23%
30-39 23%
40-49 23%
50-59 24%
60+ 8%

Size of household

1 people 2%

2 people 10%
3 people 16%
4 people 25%
5 people + 4L8%

10



- Singapore

Country-level Details (for reference):

Awareness of GAP
Base : n=200

L1% Yes

60% No

Type of GAPs
Base : n=200
25% 20%
ASEAN GAP SSGAP

Source of Awareness

Base: Among those who said "Yes” to awareness of GAP

Online sources 0
. . . 4L6%
(websites, YouTube, social media)

Product Label - 44%

e ey WL, 328

TV Program NN\ 31%

Government extension services N 31%

Willingness to buy GAP

certified products
Base : n=200

8% No

§ 93% Yes

Reasons for saying “Yes”
Base: Among those who said "Yes”

Safer for consumption - 339
Healthier - 28%
E high NP
quali?j%;e;etgiljg &\\ 18%
More trusted/certified &\ﬁ 17%

Promotes food §

sustainability 6%

%

Place to buy vegetables
Base : n=200

(walking)

markets [ NARI 50%
(byjjjblz?zr‘?;izi; W 36%
supermerier L 30%
supermarkets L\ 25%

Gender

58%

Female

43% Male

Cities

56%
Capital City

L4%
Suburbs of the capital

Age

20-29
30-39
40-49
50-59

60+

VG-

ASEAN-JICA

22%
23%
23%
23%

10%

Size of household

1 people
2 people
3 people
4 people

5 people +

14%

20%

26%

27%

14%

11
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Country-level Detalils (for reference):

Thailand

Awareness of GAP
Base : n=400

43% Yes

57% No

Type of GAPs Source of Awareness
Base : n=400 Base: Among those who said "Yes” to awareness of GAP
Online sources
(websites, YouTube, social media) _ 52%
TV Program - 23%
University or School I 6%
26% S

- 11% Product Label § 39,
ASEAN GAP QGAP Agricultural training/ workshops % 3%

Willingness to buy GAP

certified products
Base : n=400

5% No

T 95% Yes

Reasons for saying “Yes”
Base: Among those who said “Yes”

Safer for consumption - 56%
More trusted/ certified - 23%

Ensures higher quality 17%
vegetables

Healthier w 10%

__

Place to buy vegetables
Base : n=400

o [ ™

Department store 47%

Supermarket
(by car)

- RE
5 ket NN 4 g
spermaliet \\ 184
5 ket RN .

St B g

Gender

66%

Female

33% Male

Cities

60%
Capital City

41%
Suburbs of the capital

Vi e

ASEAN-JICA

Age
20-29 249,
30-39 23%
40-49 23%
50-59 18%
60+ 13%

Size of household

1 people 6%

2 people 16%

3 people 22%

4 people 31%
5 people + 25%

12
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