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Rattan Value Chain

Structure and Operation



Physical flow of rattan



Market actors and functions



Gross output values



Employment

Permanent 
or seasonal

Formal or 
informal

Gender 
roles

Gathering Part-time

Dry season

Kapatas-informal

Permittees-
formal

Men dominated

Trading Permanent –
selling all year 
round

Formal Men and women

Manufactur
ing

Mfg- most 
permanent

Subcon –
seasonal

Mfg – most 
formal

(SMEs) Family or 
single proprietor

Men and women

Mfg – 2M:1F



Sales Destinations

USA, 66.5

Jap, 6.3
UK, 2.7 Aus, 2.1

USA

Jap

UK

Aus



Prices & Profits
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Nature Wealth Power

framework

Nature

PowerWealth

Sustainable use and 

management of rattan 

as a natural resource?

Economic development for all?

Good governance?



Nature

 NRM Mapping and Resource Tenure
 Resource tenure and management 

system

 Traditional management practices

 Trends in supply base; sustainability

 Impacts of disturbance

 Technology for productivity of 
resources

 Local capacity, social learning, KM

 Access and use of services



Wealth



Wealth

 Livelihood issues

 Processing, storage and 
transporting

 Product quality changes

 Opportunities and barrier to 
innovation



Power

 Legislative framework

 Traditional laws

 Legal and extra legal rules and 
procedures that govern access

 Mechanism of access control and 
maintenance



Power

 Elites at the various steps in the 
Commodity Chain

 Those who implement and enforce 
rules

 Legitimacy of the power of rule 
makers

 Positive and negative sanctions that 
are used to enforce



Developing an intervention 

strategy for rattan



Nature Wealth Power

framework

Nature

PowerWealth

Sustainable use and 

management of rattan 

as a natural resource?

Economic development for all?

Good governance?



Developing an intervention strategy for rattan

Identify competitive advantage

Commercially upgrading the industry to 

realise competitive advantage



Identify competitive advantage

 Ways enterprise can take ownership 
of a product’s unique demand 
characteristics

 Market strategies for accessing, new 
regional and international markets

 Changing negative or limiting 
perceptions of regional and 
international market actors.



Upgrade the industry commercially to 

realise competitive advantage

 Enabling environment

 Reduce the effects of poor enforcement 
practicing

 Transparent business practices and 
reducing informality

 Avoid weakening of key supporting 
markets

 International enabling environment



 Vertical linkages

 New information, skills and know-how 
to enterprises

 Addressing high transaction costs and 
achieving economies of scale through 
organising enterprises



 Horizontal linkages

 Share market information

 Strengthening bargaining power of 
enterprises for mutual dependent 
relationship with lead firms



 Integrated support

 Addressing financial services 
constraints

 Delivering viable financial services

 Marketing (packaging, advertising, 
certification, etc..)



 Sustainable competitiveness

 Transparent, long term and focused 
relationship



Daghang salamat!


