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Opportunities for Consumer Goods in Cambodia

It is a transformative and opportune time for brands 
and consumer products in the Kingdom of Cambodia.

Modern Cambodia is among the fastest growing 
economies in the world, averaging just over seven 
percent annual growth for more than a decade.1

Its young population – half under the age of 25 – is 
tech-savvy and worldly: avid users of Facebook and 
YouTube, with increasing awareness of the world 
outside of Cambodia.2 This awareness shapes their 
preferences for how they want to live – and they 
want to live like the world they see through their 
smartphones: individual, independent but family-
oriented, self-directed, and with all the choices and 
accoutrements of a middle-income society.

This middle-class society is arriving. In 2016, 
Cambodian incomes have moved into the World 
Bank’s Middle Income bracket, passing $1,045 
GNI per capita.3

Income levels are rising across all socio-economic 
classes. A small but significant group of highly affluent 
families have emerged, of particular interest to luxury 
goods sellers. In remote rural villages, subsistence 
farmers now have income for the first time in their 
lives. And in the cities – where much of the action of 
economic growth is visible – educated young adults’ 
income is growing, and they expect to have more 
highly paid careers.4

With this growth in earnings comes a growth in 
disposable incomes. Borders are opening up, trade is 
increasing, and there are many more products to buy. 
Products – and brands – represent a connection to 
the wider world, and the promise of a successful and 
prosperous future.

Against this backdrop, tastes, preferences and habits 
are forming, and changing rapidly. 

In a unique inversion of the mature market process, 
it is the young population that is driving new product 
preferences – guiding habit formation, and influencing 
the adoption of branded products by their parents. 
Young people are teaching their parents about 
products “new to Cambodia”, and how to use them. 
They are leading the way in the adoption of new 
technologies.

As these brand-preference habits are forming, the 
opportunity to introduce products typically favours 
first movers; product preference is more expensive to 
change, once established.5

In the past, established multinationals could wait 
for emerging nations to develop robust consumer 
societies, before entering the market with their 
products. Recent reports, however, show that local 
and regional firms are entering these markets earlier, 
winning market share from established multinationals 
because of “a deeper understanding of regional 
markets, and robust relationships with stakeholders, 
governments and customers.” 6

 Cambodia’s Fast-Changing Consumer Landscape

 Introduction 
 and Overview 
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Opportunities at All Levelss, 
from Luxury to Mass Market
Brands that are in Cambodia today are building 
mindshare and market share. 

The European clothing brand Mango, for example, 
arrived in Phnom Penh in 2014, and now dominates 
clothing brand awareness and brand desirability 
simply by being early to market. They have built a 
loyal following among middle class Cambodians.7

Luxury brands like Christofle, Boss, and Brioni have 
opened shops in the prestigious Vattanac tower. 
These brands understand that by arriving early in the 
marketplace, they can shape preferences for their 
products among their target wealthy consumers.8 

The big international corporations in mass-market 
products are already in the market, benefiting from 
Cambodia’s high economic growth rate. Companies 
including Unilever, Proctor & Gamble, and Nestlé 
understand the importance of building awareness 
and loyalty while brand preferences are being 
established. They distribute packets of their products 
in rural areas to build brand preference early in 
the product adoption lifecycle.9 They are shaping 
consumer behaviour and building brand loyalty. Asian 
companies have also arrived, building preference 
for their own FMCG brands, such as Indonesia’s 
Indofoods (large variety of food and beverages), 
Julie’s of Malaysia (packaged cookies and crackers), 
The Philippines’ Universal Robina Corporation (snacks 
and candy), and Korea’s Nature Republic (cosmetics).

The Packaged Foods
Market

The market for imported 
packaged foods is growing 
rapidly in Cambodia, with a high 
potential for continued future 
growth. Changing lifestyles have 
led to changes in Cambodians’ 
eating habits, leading to greater 
demand for imported food and an 
explosion of new choices.

Changing tastes and aspirational 
living will continue to drive an 
interest in new European foods, 
especially those supported with 
educational marketing. 

Companies that enter the 
market now will benefit from 
the ability to shape preference, 
seize mindshare and establish 
brand loyalty.

Categories showing high 
growth include:

●  Dairy products, at 
both the mass 
and premium markets level

●  Baby food and 
prepared foods for 
children to take to school or have 
for breakfast

●  Convenience foods 
and prepared 
grab-and-go foods

The Beverage
Market

Cambodia’s beverage market 
category is large and growing, 
presenting many opportunities 
for European companies to 
compete with existing local and 
global brands.

While established companies 
have an advantage in the market, 
there are opportunities for new 
competitors – especially with 
the expansion of modern trade 
outlets such as supermarkets and 
convenience stores ("minimarts").
 
European brands of fruit 
juices or other non-alcoholic 
beverages could be in position 
for more rapid market adoption if 
supported by effective marketing 
and promotion of their unique 
properties and their point 
of origin.

European wines and spirit 
brands will find well-established 
distribution channels available 
and can build local market share.

The Personal Care 
Market

Cambodia’s personal care market 
is small but growing. Cambodians 
care about their appearance and 
their personal hygiene, and they 
are interested in learning about 
new products that have not been 
part of their culture in the past. 

Advertising gives them advice on 
personal grooming, and educates 
them about new products that 
they are eager to adopt.

There are opportunities at all 
levels of product, from mass-
market to mid-range to premium. 

The lower end of the market is 
becoming increasingly brand 
conscious, creating opportunities 
for low-cost brands.

The mid-to-upper end of the 
market is receptive to new 
product brands and product 
categories. Successful entrants 
should include educational 
marketing and advertising to 
support their growth.
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The Home Care Goods Market

The home care goods market in Cambodia is starting 
at a low base, but is expected to grow rapidly. 
New entrants into the market will face entrenched 
competition from both regional and international 
companies, complex distribution channels, and the 
price conscious buying habits of the majority of the 
Cambodian population.

Brand and product awareness is low, so products that 
can successfully establish mindshare will be rewarded 
with market share and brand loyalty.

Indications from studies of similar emerging markets 
show that this category is often slow to develop, as 
consumers will use a single cleaning product, such as 
powdered laundry soap, for all cleaning needs: floor, 
hands and skin, hair washing, and similar uses. But as 
those markets developed, manufacturers have been 
able to increase the number of home care categories 
through the use of educational advertising.10 

The Clothing
and Accessories Market

The clothing and accessories market is growing, 
and this presents an opportunity for market entry by 
European brands. Phnom Penh is underdeveloped in 
branded retail shopping for clothing, shoes, handbags, 
and accessories. 

Retail options are expanding rapidly, as new modern 
malls are opening, providing more opportunities 
for brands to enter the market in the right 
retail environment.

Gaps in the market include a category known as 
“fast-fashion”, which includes brands such as Zara, 
H&M and similar producers who expedite production 
processes in order to bring new trends to market 
as quickly and cheaply as possible. Western-
sized clothing, sports shoes and apparel also offer 
opportunities for market entry, as there are few retail 
stores providing western clothing sizes, sports shoes 
or sports apparel.11

The Luxury Market

The demand for luxury goods and experiences is 
growing rapidly in Cambodia as affluent Cambodians 
develop a taste for a new lifestyle, the number of 
affluent tourists visiting the Kingdom continues to 
grow, and some expatriates seek out luxury items.12

Affluent Cambodians are status conscious. Cars and 
mobile phones are the most important signifiers of 
status, with jewellery, handbags, clothing, and shoes 
increasing in importance.

There are significant opportunities for luxury brands 
to enter Cambodia, filling a gap in available retail. 
There is a gap in the availability of high-end clothing, 
shoes and handbags, as well as high-end jewellery 
and watches. 

New malls are opening, offering premium retail space 
for brands to enter the market. In addition, there is still 
significant growth potential in duty-free shopping.

The Consumer 
Electronics Market

Ownership of consumer electronics is growing quickly 
in Cambodia. Since ownership of most consumer 
electronics other than mobile phones is still relatively 
low, strong sales are expected to continue in the 
coming years.  

Cambodians own few appliances, and many are not 
aware of the benefits of ownership of appliances 
beyond the basics (air conditioner, television, 
refrigerator and washing machine). 

Cooking appliances such as microwaves, toaster 
ovens, coffee makers, electric kettles, blenders, and 
food processors have not yet found their way into 
most Cambodian kitchens. Appliance makers that 
educate consumers on the benefits of these products 
will be rewarded with sales.

Microfinance organizations are increasingly providing 
consumers with loans for appliance purchases, 
so that buying on credit is now possible and is 
accelerating sales.
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Advice for
Potential Investors
Like many countries in Asia, business relationships in 
Cambodia are built on personal connections. When 
entering the market, it is important to approach 
potential partners through a trusted connection. The 
European and British Chambers of Commerce can 
be a valuable source of contacts. 

The market for consumer goods is still 
underdeveloped in Cambodia. Consumers need to 
be educated about the value and use of products. 
Marketing support is critical to successfully growing 
sales and market share. 

It can be challenging to find qualified local 
management and a professional workforce, so 
companies should be prepared to be hands-on, 
and plan to provide education and support for 
local teams. 

Why Invest 
in Cambodia
Cambodia is a great place to invest right now: a high 
growth economy, a young and energetic population, 
and increasing competence in English-language 
skills within the workforce. 

Cambodia has some distinct advantages over the 
rest of ASEAN: foreigners can own a company 
without a joint venture local partner, and the 
Royal Government of Cambodia is welcoming of 
foreign investment. 

Cambodia offers:

●  Investor-focused policies. The government’s 
Council for the Development of Cambodia facilitates 
investment in the country, which includes a “Qualified 
Investment Project” tax exemption for up to nine 
years, and some exemptions from import duty. 

●  Competitive tax rates. The profit tax rate for 
companies is 20%, among the lowest in the region.

●  Market access preference for Europe. The EU 
allows duty- and quota-free access on all products 
(except for armaments); however, this access may 
change soon, as Cambodia has exited its Least 
Developed economic status.

●  Access to neighbouring markets. Cambodia is 
part of the ASEAN Economic Community, whose 
benefits include elimination of tariffs between the 
Association’s ten member countries, as well as the 
free flow of goods, services and workers.

●  Central location in Southeast Asia. Nestled 
in the heart of the northern part of Southeast 
Asia, Cambodia enjoys easy land connections to 
its neighbours Thailand, Laos and Vietnam, and 
land access beyond these to Myanmar, Malaysia, 
Singapore and China.

●  Special Economic Zones. Government-created 
special manufacturing areas have been developed, 
with improved access to government ministries to 
facilitate regulatory compliance. These SEZs also 
work to facilitate logistics for importing of goods.

●  Easy foreign currency remittances. There 
are no restrictions on foreign exchange through 
official banks.

●  Future Free Trade Agreements. Cambodia is 
an active and ongoing partner in the development 
of regional free trade agreements beyond ASEAN, 
to include China, Australia, Japan, South Korea, 
India, and others.

Matthias Hiltner CC by 2.0
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Location

Cambodia is located in the centre 
of Southeast Asia, sharing borders 
with Thailand, Laos and Vietnam. 
It has a total territory of 181,035 
km² of which 176,515 km² is land 
area. A large proportion of the 
country’s land is either forested 
or dedicated to agricultural 
production. Most of the population 
lives in and around the lowland 
corridor that stretches from the 
Thai border in the northwest to 
the Vietnamese border in the 
southeast. The Mekong and 
Tonle Sap rivers run through the 
country and play a vital role in the 
nation’s economic success by 
providing transportation routes 
and sustenance.

People

Cambodia is an ethnically 
homogenous nation home to 
approximately 15.5 million (July 
2014 estimate) people, 90% of 
whom are ethnically Khmer. More 
than 96% of the population speaks 
the Khmer language. The country’s 
official religion is Buddhism which 
has a significant influence over 
the Cambodian way of thinking. 
There is also a sizeable Muslim 
minority comprised mostly of the 
Cham people whose ancestors 
once lived in the ancient Champa 
kingdom, located in what is today 
central Vietnam. An estimated 
20% of people live in urban 
areas, the majority of whom are 
concentrated in the capital, Phnom 
Penh. Battambang, Siem Reap 
and Sihanoukville are smaller 
urban centres.
 
Cambodia is an incredibly youthful 
country with more than 50% of the 
population aged under 25, while 
only 4% are older than 65. The 
country is currently experiencing 
rapid population growth, with more 
than three births for every death

Climate

Cambodia has two main seasons 
– wet (May to October) and dry 
(November to April) with an 
average temperature of 27°C and 
only minor seasonal variations in 
temperature and humidity.

Currency

Cambodia has its own currency, 
the Riel (KHR) which is pegged 
to the US dollar (USD) at a rate of 
approximately 4000:1. Cambodia 
is a partially dollarized economy 
in which US dollars are widely 
accepted and represent more than 
80% of all deposits in Cambodian 
bank accounts.

Political Structure

Cambodia is a constitutional 
monarchy with King Norodom 
Sihamoni reigning as Head 
of State since 2004. The King 
stands above politics, and day-
to-day government is run by 
Prime Minister Hun Sen and the 
Council of Ministers, which is 
made up of representatives from 
the ruling Cambodian People’s 
Party (CPP). Prime Minister Hun 
Sen and the CPP have been in 
leadership since 1985.
 
Cambodia has a bicameral 
legislature made up of a National 
Assembly and a Senate. Since 
the 1991 Paris Peace Agreements, 
Cambodia has held five multi-
party general elections for the 
National Assembly. In the most 
recent elections in 2013, the CPP 
maintained its majority in the 
house yet was surprised by gains 
made by the united opposition 
force of the Cambodian National 
Rescue Party (CNRP), led 
by Sam Rainsy.

Country    Information 
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Cambodia and the EU

The EU is Cambodia’s largest trading partner. In 2015, 
Cambodia exported goods to the value of $4.56bn 
to the EU, representing 53.5% of the country’s total 
exports that year. The vast majority of Cambodian 
exports to the EU derive from the Kingdom’s strong 
export-oriented garments and footwear industries. 
The roughly 600 garment factories in Cambodia, 
which are mostly owned and managed by foreign 
investors from other Asian nations, have successfully 
implemented a strategy of targeting the European 
market for higher-quality, higher-value items.

Under the EU’s ‘Generalised System of Preferences’ 
(GSP), Cambodia is classified as a ‘least-developed 
country’ and therefore enjoys duty-free and quota-
free access to the European single market under 
the ‘Everything But Arms’ (EBA) policy, which covers 
almost all goods that Cambodia may seek to export 
to Europe. The scheme, which was implemented 
in 2001, has facilitated significant growth in both 
the volume and value of Cambodian exports to 
Europe, especially in the aforementioned garment 
and footwear industries. However, in recent years 
there has been growth in other types of products, 
such as rice, as well as light industry products 
such as bicycles.

The EU’s significance to Cambodia as a trade partner 
is primarily as an export destination, though with 
increasing levels of purchasing power amongst 
its growing middle class there are significant 
opportunities for the EU to increase the value of its 
exports to Cambodia. Cambodians are increasingly 
being exposed to foreign brands and lifestyle 
choices, and are coming to demand more options 
and greater quality from their purchases. A number 
of European brands have already established a 
presence in the Kingdom, in industries including 
automobiles, fashion, cosmetics, pharmaceuticals 
and household appliances. Cambodians generally 
perceive these brands well as they have a reputation 
for high quality.

The EU, and its member states, is Cambodia’s 
largest partner in terms of development assistance. 
As part of the European Development Cooperation 
Strategy for Cambodia 2014-2018, the member states 
and institutions of the EU collectively committed 
$1.8 billion in funding support to Cambodia for 
projects relating to the ‘three pillars’ of environment, 
education and governance. $700 million of this will 
be provided by France in the form of a loan, while 
the EU is providing about $590 million in grants. 
There are further individual contributions from 
the Czech Republic, Finland, Germany, Ireland, 
Italy and Sweden.
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Geographic Considerations

Residents of Phnom Penh have an income that is 
58% higher than the average Cambodian’s income. 
Phnom Penh, Siem Reap and Sihanoukville are 
emerging as key cities for retailers. 

In order of largest to smallest population, the cities 
of Battambang, Siem Reap, Sihanoukville and 
Kampong Cham make up Cambodia’s greatest urban 
populations outside of Phnom Penh. While these 
other cities lack the wealth of Phnom Penh, that does 
not mean that there are not wealthy people living in 
these places. Siem Reap has a significant amount of 
money which comes from the tourism industry, and 
consequently a high demand for Western products 
from tourists passing through. Battambang is known 
as the rice bowl of Cambodia, and the elite of 
Battambang have made their fortunes in agribusiness. 
In each of these cities there are at least a few places 
that cater to the middle and upper-class affluent 
segments of the population where one can find 
Western goods. 

Growth in Tourism and Impact

Both tourism receipts and tourism spending have 
been rising steadily since 2010, with tourism ranking 
in the top three categories of growth drivers for the 
economy. In 2013 tourism receipts reached $2.2 
billion USD, almost doubling from 2010 figures.13 
Tourism accounts for 14% of the GDP.14

International tourism is expected continue to grow 
through 2017 and beyond as Asian tourists from 
China, India, South Korea and Taiwan increase, 
along with tourists from other continents. The 
warm weather combined with historical attractions 
continue to draw people to the region.15 Tourists are 
specifically drawn to Cambodia for its cultural legacy, 
friendly people and inexpensive amenities.

Economic Indicators 

Indicator Metric

GDP (current USD) 18.05bn

GDP per capita (current USD) 1,158.7

GDP growth 7.0%

GDP composition by sector
Agriculture 28.2%
Industry 29.4%
Services 42.3%

Labour force by sector

Agriculture 45.3%
Industry 24.3%
Services 30.4% 
(Cambodia Socio-Economic Survey 2014)

Trade balance (current USD) -3.21bn

Total imports (current USD) 11.73bn

Major import commodities (all origins)
Petroleum products, construction materials, industrial 
machinery, motor vehicles, pharmaceutical products, 
alcoholic beverages

Total exports (current USD) 8.52bn

Major export commodities (all destinations)
Clothing, footwear, rice, timber, light 
manufactured goods

Garment and Footwear Exports 6.28bn USD (Ministry of Commerce)

Rice Exports 538,396 tons (Cambodia Rice Federation)

Tourist Arrivals 4.77 million (Ministry of Tourism)

Foreign Direct Investment Inflow (current USD) 1.802bn
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Media Consumption

Cambodia is well-served by media outlets, and 
marketers can effectively reach their target at 
relatively low costs.

Most Cambodians have at least some access to 
television. Ninety percent of urban households 
have a television versus 78% of rural households 
in Cambodia.16

Virtually all Cambodian youth (15-24 years old) have 
access to TV (92%) and radio (92%). TV usage is much 
higher with 70% watching daily vs. only 54% who listen 
to the radio daily. Only 9% of homes have access to 
cable television.17

 
There are over 20 TV channels broadcasting in 
Cambodia, most of which air nationally. These 
networks are privately owned, except for TVK which is 
owned by the government. Mountainous regions and 
power restrictions prevent some areas of Cambodia 
from receiving these TV channels.18

There are over 40 radio stations in Cambodia. Radio 
is typically privately owned, except for NRC, which is 
owned by the government. The most popular stations 
among Cambodian Youth are ABC Kampuchea, Radio 
Free Asia, FM 105 and Bayon Radio. However, 11% 
of youth do not know the name of the station they 
listen to, which may mean loyalty to these stations 
is not high.19

Internet use is growing among Cambodians, and it 
is estimated that over 5 million Cambodians use the 
Internet – about one-third of the total population.20 
Another sign of increased Internet use in Cambodia 
is the growth in Internet subscriptions. From 
2010 to 2015, six million fixed and mobile Internet 
subscriptions were added in the country. Often one 
family or individual will have more than one mobile 
Internet subscription, in order to take advantage of 
price promotions.21 What’s more, some Cambodians 
indicated access to Facebook and not the Internet, 
which may indicate confusion over the terminology.22 
Facebook is by far the most popular Internet 
service in Cambodia.

Interestingly, in 2014, 90% of Cambodians indicated 
they wished to get advertising on their cell phone. 
The most popular phone applications were Facebook, 
YouTube, Line, Skype, Viber and Tango, in order 
of most used to least used.23 Amongst politicians 
in Cambodia, Facebook “likes” have become an 
unofficial measure of popularity, with the Prime 
Minister Hun Sen frequently commenting on his 
“like” count.24 

Overview of
Product Importation Process 

At present there are few requirements for bringing 
products into Cambodia, such as permits or food 
safety certifications – although this may change 
as the nation works to improve its regulatory 
infrastructure. Paperwork and bureaucracy can be 
among the greatest hurdles; working with a local 
importer or distributor to prepare forms ahead of 
time can help.25  

Imported goods typically enter the country through 
four major ports: Sihanoukville, Tomnop Rolork, 
Phnom Penh Dryport, and Phnom Penh International 
Airport. Sihanoukville is the main port of entry for sea 
cargo, and Phnom Penh International Airport is the 
main port of entry for air cargo.

Import process for each port is different and 
current details can be found at 
customs.gov.kh

Documentation
Requirements 

The General Department of Customs and Excise of 
Cambodia (“Customs”) requires importers to declare 
imports using documents that it specifies based 
on factors including origin and type of product. 
These may include a bill of lading, invoices, packing 
lists, and more. It is important to check with local 
importers and distributors, or relevant government 
ministries, in order to understand the specific 
requirements for particular imports – especially as 
these are changing quickly.26 Some local distributors 
are able to manage this process as part of their 
service, and there are also a number of logistics 
companies specialized in customs brokerage. 

There is a local logistics association – The 
Cambodia Freight Forwarders Association – that 
can assist in finding these companies:
camffa.org.kh.

 Import Process, Regulations, Duties and Taxes
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Import Duties,
Fees and Taxes

Import duties are levied on all  
imported goods, unless 
exempted from duty. It is unlikely 
that a European exporter will 
qualify for exemption. A list of 
exemptions is maintained by the 
Council for the Development 
of Cambodia: 

 
cambodiainvestment.gov.kh 
/investment-scheme/
investment-incentives.html

Importers must pay three types of 
duties and taxes before imported 
goods are released from Customs, 
and these taxes are cumulative:

●  Customs import duties with an 
ad-valorem rate

 Special tax for certain goods, 
including excise tax ranging 
from 10% to 25% on wine 
and beverages

 Value Added Tax (VAT) of 10%

The tariff band that applies to a 
typical FMCG import at present is 
35% for alcohol and most finished 
products. Imported high value 
food and beverage products such 
as frozen meat, wines, cheese, 
and frozen seafood, are subject to 
a 15-35% import tariff rate. Fresh 
fruits and vegetables are subject 
to 7% import duty.27 

An excise tax of 10-15% is applied 
to imported wines and other 
alcoholic beverages on top of 
the import duty.

A detailed list of import 
duties can be found at 
cambodiantr.gov.kh

Labelling
Requirements

Cambodia requires all packaged 
food products to provide 
expiration dates and to have bar 
codes printed on packages. 

Though labels are not required for 
all products, if a product requires a 
label, the label must be approved 
by the appropriate Ministry 
before importing. 

Information on labelling 
requirements is available at 
the website of the Ministry of 
Commerce, Department of 
Intellectual Property:

cambodiaip.gov.kh

The specific law, enacted in 
December 2000, is called the 
“Prakas on Cambodian Standard 
CS 001-2000 Labelling of Food 
Product”, and is available at:

cambodiaip.gov.
kh/DocResources/
fd2f5db5-5b83-4886-
b471-40c33d9ed20d_
c786a043-b88d-4f64-9429-
60a330efdc5f-en.pdf

Labelling requirements include 
but may not be limited to: Name 
of product; name and address of 
party responsible for the product 
(producer, packager or traders); 
source of the product; quantity, 
weight, volume; lot numbers 
and date of manufacturing; date 
of expiry; ingredients; usage 
instruction; and license number 
if required.

 

Food Safety
Regulations

Cambodia follows CODEX 
standards for food safety while 
it works to develop its own 
regulations. In the meantime, local 
legal decree Prakas 868 provides 
a legal framework for food safety, 
and several Ministries –including 
the Ministry of Commerce and the 
Ministry of Agriculture Forestry 
and Fisheries – are working to 
develop food registration and 
import regulations. It is important 
to consult on these fast-changing 
developments with local partners 
or the government ministries 
themselves, in order to confirm 
current information.28

Prakas 868 is available here:

camcontrol.gov.kh/userfiles/
file/Inter-Ministerial%20
Prakas%20no_%20
868_From%20farm%20
to%20table%20for%20
Food%20Safety_English%20
Version_20101022.pdf

Food safety is also governed by 
the “Law on the Management of 
Quality and Safety of Products 
and Services”, available here:

cambodiainvestment.
gov.kh/law-on-the-
management-of-quality-
and-safety-of-products-and-
services_000626.html

Local partners who can assist 
with understanding food 
safety regulations can include 
distributors, law firms, market 
entry strategy firms, and market 
research firms, as well the 
Department of Drugs and Food 
within the Ministry of Commerce.

Note that food products with an 
expiration date must have a 50% 
minimum remaining shelf life at 
the time of inspection. 
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Intellectual Property Law 
and Protections

Cambodia is a member of the 
World Trade Organization and the 
ASEAN Economic Community. 
Both organizations require 
adoption and enforcement of 
intellectual property protections 
as part of membership.

Cambodia has responded to these 
requirements with the adoption of 
several laws regulating intellectual 
property rights, including patents, 
copyrights and trademarks.29

●  1998 – Paris Convention for the 
Protection of Intellectual Property

●  2002 – the “Trademark Law” - 
Law on Marks, Trade Names, and 
Acts of Unfair Competition (with a 
Sub-Decree for implementing the 
Trademark Law in 2006)

●  2003 – the “Copyright Law” - 
Law on Copyright and Related 
Rights (enacted with technical 
assistance from the World 
Intellectual Property Organization 
and other donor countries)

●  2003 – the “Patent Law” - 
Law on Patents, Utility Model 
Certificates, and Industrial 
Designs (with the addition of 
Procedures for Granting Patents 
and Utility Model Certificates, and 
Procedures for Registration of 
Industrial Designs, both in 2006)

●  2014 – Law on Geographical 
Indications of Goods 30

The registration and enforcement 
programs related to these 
laws, while improving year on 
year, remain less effective in 
comparison with more developed 
protections in Europe. However, 
the Royal Government of 
Cambodia has indicated a robust 
commitment to intellectual 
property rights and a willingness 
to improve conditions for 
rights holders.31

The trademark system for 
application, registration and 
enforcement is the most 
developed of the IP rights 
programs.32 Applications are 
submitted to the Department of 
Intellectual Property Rights of 
the Ministry of Commerce, and 
take about 60 days to process, 
although some reports indicate 
this process can take up to 
six months. In advance of a 
trademark application, a search 
is performed to determine if the 
application will be successful. In 
cases of conflicting marks, right 
of priority in registration is granted 
if the applicant demonstrates 
an earlier application filed in 
any member country of the 
Paris Convention. 

Cambodia joined the Madrid 
System for the International 
Registration of Marks in 
2015, which further simplifies 
registration procedures 
for mark owners.33

In general, the nation seems 
committed to improving the 
registration and enforcement 
of IP rights for rights holders, 
to meet its trade membership 
obligations and to improve the 
business climate.

Impact of ASEAN 
Trade Integration

The ASEAN integration is the 
highest-profile trade agreement 
in Southeast Asia. The agreement 
has lowered import duties 
on intra-ASEAN imports. The 
countries involved are Brunei, 
Cambodia, Indonesia, Laos, 
Malaysia, Myanmar, Philippines, 
Singapore, Thailand and Vietnam. 
Cambodia is considered one of 
the smaller markets included in 
the ASEAN agreement.34

These countries consist of over 
620 million consumers and are 
worth $1.5 trillion in consumer 
expenditures. There are, however, 
great disparities between these 
nations in household incomes, 
government, and ease of 
doing business.35

The ASEAN integration means 
that companies can manufacture 
products in any of the ASEAN 
countries and enjoy duty-free 
access to the remaining ASEAN 
countries. Cambodia could serve 
as a manufacturing base for the 
entire region.

Challenges of Doing
Business in Cambodia

There may be challenges 
associated with doing business 
in Cambodia. Among the most 
significant are challenges with 
contract enforcement, as the 
cost to enforce contracts in 
Cambodia can often be as high 
as the value of the claim, mostly 
due to attorney’s fees.36 Additional 
challenges include business 
sophistication, and vocational 
readiness of employees.37 Finally, 
there is indication that corruption 
is a challenge in Cambodia.38USEFUL GOVERNMENT WEBSITES   

THE GENERAL DEPARTMENT OF CUSTOMS AND EXCISE
customs.gov.kh/en_gb/

COUNCIL FOR DEVELOPMENT OF CAMBODIA
cambodiainvestment.gov.kh 
(English language selection must be done on site.)

THE MINISTRY ECONOMY AND FINANCE
mef.gov.kh
(English language selection must be done on each page.)
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Cambodians are excited about 
brands and shopping

Cambodian consumers are newly excited about 
shopping. The economy is growing and there are 
more products available for sale. Cambodians are 
interested in brands and eager to be part of the 
wider world that brands represent. As their tastes and 
habits are changing, now is an opportune time for 
brands to build market share. 

There is an exuberance in Cambodians’ connections 
to brands. Teenagers say “brand-brand” to describe 
something that is desirable because it is a name 
brand. A few brands are so powerful that their logo 
appears everywhere – the logo has powers beyond 
the original products. 

Brands are signifiers of success 

Social status is increasingly important to Cambodians. 
Most Cambodians (over 80%) feel that position and 
status in society is the most important aspect of 
their lives.40

A key aspect of status is the display of the 
right brands. 

The most important status display items are 
automobiles and smartphones, with Lexus and Apple 
the most important brands. These products are 
"badge products" because they are visibly displayed 
to others, and therefore they dominate social display 
behaviour.  Among the elite, French Bordeaux wines 
are a status symbol.

Cambodia is just catching up to countries like China, 
where brands have for years been important for 
providing “face”, and consumers have become more 
sophisticated in their knowledge of brands. Most 
Cambodians have had little exposure to brands, 
since retail products have been quite limited.

Apple: 
Cambodia’s favourite brand

Apple logos are the most popular, infused 
with the status of the prestigious iPhone. 
Cambodians put Apple logos on their 
cars and motorcycles – their most valued 
possessions. There are plastic bags and 
collared shirts that feature the Apple logo. 

Even tuk-tuk drivers have joined in the love 
of brands. It is possible to hire a tuk-tuk – a 
motorized rickshaw – with the Apple logo 
carved into the woodwork. Why? Because 
Apple is a luxury brand and elevates the 
status of that particular tuk-tuk from others. 
Tuk-tuks can also be seen sporting logos 
from high-end automobile brands such 
as BMW, Porsche, Lexus and Mercedes. 
The Apple brand, however, remains the 
most popular.

The Rise of the Cambodian Consumer: 
Overview of Consumer Trends

“ People can afford to pay so now’s the 
time, we’re ready for big brands to come 
here... Materialism is in peoples’ hearts, 
what you wear, what you drive, represents 
what you are.39”Chy Sila,
CEO, Sabay Media
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Cambodians want to learn 
about brands 

Since their experience with branded products 
is limited, Cambodians seek out products that 
they know about. The affluent will pay more for a 
Bordeaux wine, because they have learned that it is 
prestigious. The young flock to the newly opened 
Starbucks, willing to spend money on a well-known 
international experience. 

With knowledge of brands still limited, it is important 
for brands coming into Cambodia to educate 
consumers about the value of their brand. 

Cambodians are eager to learn about new products, 
and marketing and advertising plays a critical role in 
their education. Television is still the dominant media 
channel in Cambodia, and its ability to reach a large 
audience with a well-told story can have a powerful 
impact. Use of products such as deodorant and 
body spray have become widespread among young 
men who have learned about them from seeing 
commercials on television. 

Youth lead the way

Cambodia is a young country. It is still a traditional, 
patriarchal society, where children follow their 
parents’ direction in what they study and who 
they marry. But the young are becoming more 
empowered, especially in decisions on what 
to buy. Education levels have grown rapidly, as 
20-somethings are much more likely to have a 
secondary school education or more, surpassing 
older generations.. Almost half of youth feel that 
their attitudes are very different from those of 
their parents.42 
 
In Phnom Penh, there is a new culture of urban youth 
with money to spend on looking good and hanging 
out with their friends. Urban youth congregate on 
Diamond Island (an upscale urban mixed residential 
and retail development), at Burger King, and at Brown 
Coffee Shops (a sophisticated local coffee shop 
chain comparable to Starbucks). 

Young Cambodians are online. They learn about new 
products through Facebook and through friends. 
They try new things and tell their parents about them. 
Daughters give beauty advice to their mothers.43 

Grown children send money home to their families 
in the provinces, and influence their parents’ buying 
decisions. As their wages increase, they can spend 
more on buying products for themselves as well as 
send more money home so that their parents can 
also buy more products.44

Case Study: Indomie

Indomie, an Indonesian packaged noodle 
from Indofood, has become popular in 
Cambodia even though the packaging 
is entirely in Indonesian. They have been 
running a TV commercial since 2014 that 
clearly demonstrates the cooking instructions 
for their product. 

YouTube videos can be effective at 
introducing new products. Roserb.com, an 
online store featuring cosmetics and skincare 
products, has had success with videos that 
explain the importance of products, and 
demonstrate how to use them.41 

Brands that invest in education can introduce 
new products and build loyal customers. 

“ Children learn about 
brands from their peers, 
and they become brand 
ambassadors, bringing 

new brands into the home, 
for products like biscuits, 
snacks, Oreos, colas, soft 

drinks, chocolate. We 
see this everywhere in 

Southeast Asia”Sonia Kapoor, FMCG Developing 
Markets Consultant

Indomie CC by SA .4.0
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International influences; 
emerging national pride

Teens and 20-somethings look
to Korea, which dominates youth 
culture through-out Asia, with 
K-Pop music and popular TV 
shows. Older Cambodians watch 
Thai soap-operas and are more 
influenced by Thai styles.

Western influence is more notable 
among elite Cambodians. Young, 
educated Cambodians watch 
blockbuster international movies. 
Reading sub-titles in Cambodian is 
difficult, and only those most fluent 
in English can follow the dialogue. 
Action and horror movies are 
popular with youth. 

French influence is more 
pronounced among older, more 
affluent Cambodians, who aspire 
to the taste of a European lifestyle. 
This is reflected in an interest in 
expensive French wines and trips 
to Paris for the few who can afford 
it. European products beyond 
wine and alcohol are not well 
known, but there is opportunity for 
these products to appeal to the 
Cambodian market. 

Apart from these international 
influences, there is a new 
patriotism in Cambodia, a sense of 
pride in country, as Cambodia joins 
the modern world. As such there is 
interest in local products, such as 
Angkor Beer, which capitalizes on 
this sentiment with their well-loved 
slogan, “My country, my beer.” 

Shopping habits
are changing

Cambodians still use traditional markets for most of their shopping. Over 
half of Cambodians say that they prefer shopping at traditional markets 
over modern trade outlets such as convenience stores, shopping 
centres, and supermarkets. Almost every day, most Cambodians stop 
by a chab houy – a small family-run shop (traditional trade). Students 
and workers pick up drinks and snacks, while housewives purchase 
ingredients for meals. 

Many Cambodian women go to a traditional wet market almost every 
day. Most homes still don’t have a refrigerator, requiring that food be 
purchased the day it is consumed. 

Shopping at modern trade stores, both supermarkets and minimarts, is 
infrequent, typically less than once a month. Most shopping at modern 
trade is done on the weekend, especially Sunday, which is the only day 
off for many Cambodians. Often the whole family or groups of friends go 
together and explore the products on offer. 

Shopping in a modern supermarket can be bewildering for Cambodians, 
who are confronted by a diversity of products with which they are 
not familiar. Most Cambodians have not been exposed to the array of 
personal care and home care products that are available, and don’t know 
what they do, or how to use them. This tends to make them loyal to 
products once they get to know them.

That said, Cambodians find shopping in a supermarket to be an exciting 
adventure. Use of modern trade is increasing. On weekends, entire 
families visit modern markets like the Aeon Mall Supermarket that cater 
to the emerging affluent Cambodian market, taking selfies and tasting the 
new foods that are on sample. Brands such as Nestlé and Pepperidge 
Farm take advantage of this opportunity to introduce new products 
into the market.

The Giant supermarket chain, a subsidiary of Dairy Farm International 
Holdings, recently opened in Cambodia. They are implementing a new 
approach to modern trade, adding more of the feel of the traditional 
market – such as the availability of live eels – but without the heat, the 
dust, and the flies.45 

In summary, shopping habits are changing as Cambodians have more 
options. Modern trade outlets are increasing throughout Cambodia, 
although most are still found in Phnom Penh. Battambang, Sihanoukville, 
and Siem Reap now offer supermarkets and minimarts, and smaller cities 
like Kampong Cham and Prey Veng are served by minimarts.“ Cambodians 

very quickly, very easily 
learn new things; they are 
especially attracted to 
European style which is easy 
for them to take.”Interview with Luu Meng, 
CEO, Almond Group
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Labels are a challenge for Cambodians 

It is important to note that very few packages have any Cambodian 
language on them, contributing to the challenges for Cambodians 
looking to purchase new products. 

Labels are in a confusing array of languages, including English, Thai, 
Vietnamese, Korean, Chinese, Japanese, Malaysian, Indonesian, Indian, 
Arabic, Hebrew, and occasionally French, Spanish, or another European 
language. Many products are produced for the international market 
and have 5 or more languages on them. Others may have only Thai or 
Vietnamese because they were made for those markets but find their 
way onto the shelves of stores in Cambodia. 

Few internationally-produced products are labelled in Cambodian 
because the market size is small, so companies don’t bother to invest in 
unique packaging with Cambodian language. What’s more, many items 
do not have names in the Cambodian language – the words do not 
exist – so Cambodian translations can be challenging. In rural villages, 
many people have little or no ability to read Cambodian. Among the 
most affluent shoppers, many are foreign expatriates who don’t read 
Cambodian. Even among affluent Cambodians, many children of the 
elite go to international schools where they are educated in English. 
Although they can speak Cambodian, they cannot read or write. 

Cambodians are brand loyal 

Cambodia has a culture of distrust across many aspects of society.46  
The role of trust and distrust impacts the functioning of society, a factor 
which is well documented in the field of sociology. The Cambodian 
culture of distrust extends to products they buy. 

Cambodians worry about product safety, especially products from 
China or Vietnam. In fact, Cambodians have reason to be distrustful of 
products, as many cheap products sold in Cambodia do not meet safety 
standards.47 

Because of this lack of trust in new products, as well as the challenges 
of understanding packages, Cambodians prefer to buy FMCG products 
they are familiar with. This tends to make them very brand loyal once 
they have experience with a product. They look for a known logo 
and graphic design, so products that are easily recognized have an 
advantage. International brands are a guarantee of quality.

Cambodians are also brand loyal to electronics and other consumer 
goods. They prefer to purchase brand names that they know. Many 
Cambodians still have a strong preference for Japanese electronics 
because they are familiar with those brands and have been convinced 
of their quality.48 Once they have taken the big step of making a 
purchase at a name-brand store such as Mango, they are likely to return.
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Consumer Segments 
in Cambodia 
This section provides a description of the Cambodian consumer market 
and consumer segments used throughout the report.

The Cambodian market for FMCG products, other consumer goods and 
luxury goods includes three key segments: 

1. Cambodians 
2. Foreign expatriates ("expats") living in Cambodia 
3. Tourists 

Each segment has several sub-segments with different needs. 

Cambodians 

New Wealth 
There is a small but visible segment of Cambodians that has 
accumulated significant wealth in recent years. These Cambodians 
fuel the market for luxury cars and expensive jewellery. This is the 
first generation to experience wealth, and they want to feel – and 
display to others – that they are successful after years of hardship. 
They seek to experience a sense of accomplishment through the use 
of luxury products, and they are open to learning about what brands 
indicate prestige. 

Middle Class  
Cambodia has a young population, and the young have much more 
education and more exposure to the outside world than earlier 
generations. They are willing to work hard and are optimistic about their 
future. They live in urban centres. They want to try new things and live a 
more international lifestyle, but they are budget constrained and value 
conscious. Nevertheless, status brands are important to them, and 
they will spend money on an expensive new smartphone, automobile 
or motorcycle. Looking good is important, and they spend money 
on clothes and personal grooming. Car purchases are typically used, 
second-hand purchases of status brands such as Lexus.

Approximately 10% of Cambodian households have incomes of more 
than USD$800 a month, placing them in the middle class. Twenty-seven 
percent of Cambodian households have incomes of USD$400 – 800 a 
month, giving them some disposable income.49

Lower Income
Two-thirds (62%) of Cambodians live on household incomes of less 
than USD$400 a month.50  Many of these families are found in the 
rural areas. Rural residents are the poorest segment of Cambodia, 
with many still practicing subsistence farming. But even among the 
rural poor, standards of living are rising. Many families get money from 
their children – daughters who work in the garment industry, or sons in 
construction or working abroad. These children may send home 50-75% 
of their income, leaving little for their own living expenses. Despite 
their low income, most Cambodians have some money to spend on 
consumer goods, at least some of the time. Most families have a TV. 
They love to buy snacks and treats for their children. They care about 
personal hygiene and buy items such as toothbrushes, toothpaste, and 
shampoo in small packets. 

“Poverty is reducing in 
the villages. Even poor 
families have money to 
spend on snacks for their 
children. Fathers tell us that 
they bring something for 
the child every time they 
come home, it could be a 
toy or candy.”
Lisa Sherburne
Adolescent and Youth Consultant, 
Save the Children
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Foreign Expatriates 

While there are no official estimates of the number of expatriates in 
Cambodia, everyone agrees that they have a significant impact on the 
local economy. It has been estimated that there are around 30,000 
expatriates in Cambodia.51  Another report said that as many as 80,000 
foreigners live in Cambodia, but noted that the majority of them were 
Vietnamese.52

Asian expatriate communities, including Chinese, Japanese, Korean, 
and Taiwanese, are growing. Yoshihiro Abe, First Secretary of the 
Japanese Embassy in Phnom Penh, notes that there are 2,500 
registered Japanese in Cambodia, but suggests that there could be 
many more, and that the number of retired Japanese expatriates is likely 
to increase.53 

Budget expatriates 
Many expatriates in Cambodia make less than $1,000 a month. They 
work at NGOs or as teachers. Many are retired expatriates living on 
pensions from home, and they buy Western packaged goods and eat at 
budget bars and restaurants. 

Affluent expatriates
Development agencies, embassies, and private sector companies 
provide generous packages for senior employees, often including 
housing, transportation, and education at private schools for children. 
These expatriates have high disposable income to spend on consumer 
goods and travel. They make up the majority of the market for imported 
foods and beverages. 

Many expatriates complain that there is nothing to buy in Cambodia. The 
few high-end boutique clothing shops focus on the Cambodian shopper 
and do not offer clothes that suit expatriate style or expatriate sizes. 
Expatriates tend to shop for clothing and other goods in Bangkok or 
Singapore, or wait until they travel home to stock up on desired items. 

Tourists 

Tourism continues to grow in Cambodia. In 2015, over 4,775,000 tourists 
visited, spending over USD $3 billion. Europeans accounted for over 
700,000 of these visitors.54 

Tourists contribute to sales of imported goods in Cambodia. Hotels are 
an important market for imported food and beverages, as well as for 
personal care products provided to guests. Tourist dollars fuel sales of 
local crafts as well as clothing and accessories.
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Consumer Household Expenditure 

In 2014, national consumer household expenditure was approximately $4,275, but is expected to almost 
double by 2030 providing a large opportunity for brands.12

Market Overview Data
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 Distribution 

T
his section provides the context for key terms used to describe 
retail distribution throughout the report.

There are many options and a variety of retail outlets available 
for companies looking to distribute their products in Cambodia. 

In recent years, retail in Cambodia has gained tremendous range. While 
the majority of sales in the country are still through traditional retail zones 
such as wet markets and chab houy (informal neighbourhood stores 
in peoples’ homes), commercial retail space is seeing historically high 
growth. The year 2014 saw the opening of the $205 million (68,000 sq.m) 
Aeon Mall, and in 2016/2017 Phnom Penh will see the opening of three 
new modern malls; Parkson’s Phnom Penh City Center (57,000 sq.m), Lion 
City (61,000 sq.m), and Land’s Exchange Square (13,000 sq.m).57 58 59 60

Despite this growth in retail shopping outlets, Cambodia’s small 
population, non-standardized and ad hoc distribution channels, immature 
infrastructure, and limited application of rule of law, mean that Western 
companies rarely handle distribution themselves in the country. The vast 
majority of FMCG companies in Cambodia use a familiar and popular 
distribution model: products move from manufacturer (in-country or 
external) to shipping intermediary, to in-country distributors, and then on 
to wholesalers and finally retailer outlets. Those retail outlets range from 
informal shop to corner store, and from supermarket to luxury mall.  
And with little economy of scale: relationships with retail outlets are  
one-on-one and sales are often dependent on “what’s selling”. The USDA 
Cambodia Exporter Guide counsels that “working with a local partner is 
critical and the most effective way to reach Cambodian consumers.”

Geographically, Cambodia enjoys relatively easy access to international 
trade routes, equipped with a deep water port in the coastal town 
Sihanoukville, and relatively new roads from Phnom Penh to Bangkok and 
to Ho Chi Minh City. Infrastructure outside of the main distribution routes 
are not well maintained and difficult to navigate during the rainy season.
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Types of Distribution Models

Non-Distributor-Based Models

Although direct imports to Cambodia without a local distributor are small 
compared to those that go through a distributor, direct imports do exist.

In in an attempt to provide products that are not normally available from 
distributors, some retailers such as large supermarkets, malls, and a 
growing number of specialty boutiques in Phnom Penh establish their 
own relationships with manufacturers, and import products directly. While 
the scale of this is small, it is a possible avenue for introducing a product 
to Cambodia on a small scale, without going through a distributor.

On a larger scale, certain companies such as Coca Cola and Unilever do 
set up their own distribution channels; however, many others, such as 
P&G, Johnson & Johnson, and Colgate Palmolive, choose to partner with
local distributors. 

Establishing a manufacturer-owned distribution channel without a 
local partner will prove too costly and difficult for most companies. This 
involves hiring and training employees ranging from provincial sales 
representatives, to drivers, to expatriate country managers; as well as 
obtaining vehicles, warehouse space, and compliance professionals to 
navigate Cambodia’s legal and tax environment. 

Distributor-Based Models

Distributors in Cambodia offer many arrangements and perform different 
functions depending on the product, relationship with the parent brand 
and the level of involvement required from the brand. 

The largest role for distributors in Cambodia is to manage in-country 
logistics. As most products are not made in Cambodia, the distributor will 
handle the importing of the products, customs clearance, warehousing, 
and supply to provincial branches and retail outlets. Beyond this, some 
distributors handle marketing and promotion of product, though 
typically this requires the parent company to enter into an exclusive 
distribution deal with the distributor.
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Finding a distributor that is matched to what an 
importer is trying to accomplish is a key to succeeding 
in Cambodia. For example, Goodhill Enterprise, one of 
the largest consumer goods distributors in Cambodia, 
has a large distribution network with eight provincial 
branch offices, and robust sales teams in place that 
allow them to market widely within the country. Others 
have smaller distribution networks that specialize in 
niche products, or certain geographic areas. 

Factors such as the size of a company and the local 
consumer demand for its products will determine 
how much impact a company has in distribution 
tactics, and how much leverage when choosing and 
negotiating terms with a distributor. Which distribution 
company is right for an importing company depends 
on the importing company’s size, product offering, risk 
tolerance and other factors. 

For larger companies with an  in-demand product, 
it can be relatively easy to negotiate with a larger 
distribution company for favourable terms.  Smaller 
companies can also realize value in a tighter control 
of the product experience; however, this approach 
requires more hands-on engagement and can 
be more costly.

In the end it is a mix of preference and cost that 
determines whether an importer will hand over 
products to the distributor and have them handle 
everything, including determining which products to 
stock, and handling marketing. Many distributors prefer 
this sort of relationship as it moves them up the value 
chain toward managing the brand experience. 

Consignment 

In a consignment arrangement, a seller sends goods 
to a reseller who pays the seller only when the goods 
are sold. In some cases, after a certain period of time, 
if the goods are not sold the seller will take them back.

For smaller companies, consignment may be the 
easiest and most popular way to convince a distributor 
to carry a product, as it is no risk to the distributor. 
Some distributors work only on a consignment basis. 

Consignment deals often yield better financial 
arrangements with an importing company, since as 
the distributor does not take any risk they typically 
accept lower marginal rates on goods they sell. 
The danger is that without a strong commitment, 
a distributor may feel less pressure to market 
consignment goods, focusing instead on moving 
purchased stock. 

Exclusive Distribution 

Often, a distribution company is granted sole importer 
status for a product or brand. In this arrangement, 
there is opportunity to negotiate a better wholesale 
price than in a non-exclusive arrangement, with 
mitigating factors including expected volume, 
marketing support and financing details.

Some companies express concerns that this 
arrangement limits distribution to a single distributor, 
and it may be difficult to uncouple from such an 
exclusive distribution deal. 

Finally, there is valid concern from exclusive 
distributors that their exclusive import rights may be 
undercut by grey-market (unofficial, parallel) imports. 

Parallel imports, or grey-market goods, are addressed 
in the individual product sections.

Joint Venture Partnership

For companies that want to own their distribution 
channels in Cambodia, but require local expertise and 
capacity, a joint venture model can prove effective. 

One challenge in this model is that the legally binding 
relationship can make it difficult to end a joint venture 
relationship. Widely differing corporate cultures, 
as well, are often a source of friction. Nonetheless, 
joint venture partnerships remain a popular 
distribution model.
 
Non-Exclusive Distributor

While this is a desired distribution model for 
importers, it is a difficult arrangement to negotiate. 
None of the distributors interviewed for this report 
would accept this arrangement, in order to limit 
competitive exposure.

57   www.phnompenhpost.com/business/aeon-mall-officially-opens-thousands
58   www.opendevelopmentcambodia.net/tag/aeon-mall/
59   www.cambodiadaily.com/archives/aeon-microfinance-booms-with-mall-on-horizon-58122/
60  “Phnom Penh retail market, Q2 2015,” CBRE Cambodia. September 16, 2015.
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 Appendix 
Methodology
The methodology for developing the findings presented in this report included both primary and 
secondary research. 

Secondary research

Secondary research included extensive desk research including the use of internet search tools as well as a 
review of available data from the following sources: Euromonitor, eMarketer, Warc, Statistica, BMI Research, 
Business Insights: Global, EMIS (Emerging Markets), ABI Inform, Lexus Nexus

Primary research

Primary research included interviews with both senior executives and consumers, to provide insights into both 
the business and the consumer perspectives. 
Observational research was implemented to verify product availability in different types of retail establishments 
and to better understand consumer behavior.

Key Informant Interviews

Key informant interviews were conducted with representatives from the following companies: Smile 
convenience stores and Super Duper markets, Audi, Asia Limited Cambodia, Roserb.com, French Wine Shop, 
Pengpos Online Groceries, DFS Group Limited, Kulara Water Co. Ltd., KH/Laos, Unilever, PPSEZ, Save the 
Children, La Familia, ILO Better Factories, Lotus Bar and Gallery, G Gear, Duan Penh Group, Marks & Spenser, 
Cambodia, Celliers D’Asie, Little Fashion, Sihanoukville Tourism, Almond Group, Vattanac Properties, Goodhill 
Enterprise Cambodia Ltd., FMCG Developing Markets Expert, Bodia Nature and Bodia Spa, DFDL, Solidarity 
Center, AsiaLife Cambodia, Meas Development Holding, About Asia

Consumer research

In-depth interviews were conducted with “super-consumers”. These consumers were familiar with both 
Cambodian culture and Western culture, and were able to provide information on similarities and differences. 
They were able to comment on trends and changes over time, and on the adoption of Western behaviors and 
products among different segments of the Cambodian population.

Observational research

Extensive observational research was conducted at a range of retail establishments, from traditional trade 
to modern trade. Observational research was conducted in Phnom Penh, Battambang, Siem Reap, and 
Sihanoukville.
The breadth and depth of products and brands was noted. The country of the parent companies, the country 
where the product was manufactured, and the languages on the packaging were identified.
Consumer shopping and purchasing behavior was observed in a variety of retail establishments in each of the 
monitored locations.
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