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Introduction

"While a small number of species provides a large proportion of global food needs, hundreds of other species are utilized only at a limited local level. Nevertheless these latter species contribute substantially to household food and livelihood security. (…) Many of them have potential for more widespread use, and their promotion could contribute to food security, agricultural diversification, and income generation, particularly in areas where the cultivation of major crops is economically marginal" (Global Plan of Action FAO, 1999). 

Lack of attention given to these underutilized species means also that their potential economic value is not recognized and not exploited. This is a reason for some of the species to be threatened by extinction. Conservation of biodiversity is only attractive to farmers if tangible benefits can be derived. 

More specifically, one of the causes for the under-exploitation of many species is lack of market intelligence in many developing countries (e.g. lack of knowledge of potential buyers in the international market, unavailability of information about preferred products, required quantities and qualities, terms of trade, etc).

This study will provide suggestions to facilitate the overcoming of this bottleneck. In fact, the survey intends to identify and list private companies and Fair Trade organizations that could be potential partners for producers and exporters of underutilized species products in developing countries. This information can help the commercial sector in those countries to overcome one of the major constraints in reaching main markets. 

On the other hand it is widely perceived that at the global level, there is an increased demand for greater variety of natural/exotic products in several market sectors (e.g. pharmaceutical, food and beverage etc). Underutilized species and their derivates could satisfy this growing demand. 

Another purpose of the current survey is to gather data that will either confirm or deny these assumptions. 

The research consists of three different phases:

1) Classification of the underutilized plants species by market segments,

2) Identification of the potential buyers both in the private sector and in the fair trade organizations,

3) Market analysis.

 Classification of Underutilized Plant Species

The first step of the research was to classify the list of underutilized species by market segments. This meant to search on the internet and in any other source of information for different kinds of publications (scientific, but also brief profiles in commercial catalogues). Reading each publication, information was gathered on the potential use/uses that each species can have, and consequently the market segments they can belong to. Often, a species can generate different commercial products, so that it belongs to more than one category. 

The main sources of information were the Ecoport database (….) and the Purdue University catalogue. Useful suggestions were also gathered from commercial catalogues of some companies included in the survey (see Tropilab company).

Note that this first classification summarized in Table 1, is only from a supply side/point of view. This means that we are analyzing species and products and their commercial potential, without verifying if that specific market/sector does exist and has a demand for that particular product. This will be done, or at least will be intended during the third phase (market analysis phase).

As a consequence the underutilized plants species were classified in market segments, numbering from the main commercial use (number 1) to the least important one, passing through the intermediate positions (2, 3 etc). We considered main potential use the first one that was mentioned in reference articles, or the commercial use related to the traditional utilization of that species/product.

In particular, analyzing Table 1 by column we have:

· first column: Scientific names of the underutilized species,

· second column: Common name of each species, preferably in English, then in the local language,

· third column: hyperlinks to access the reference publications that we used for the classification, 

· last columns: classification by potential market segments. In particular we identified the following market segments:

· Food and beverage;

· Pharmaceutical;

· Cosmetics;

· Health and functional products;

· Fodder/Animal feed;

· Industrial;

· Ornamental;

· Soil conservation and environmental restoration;

· Other.

The food and beverage category is the most important one, because the majority of the underutilized species are (and can be) food and beverage products. In this market segment there is a large variety of products: fruits and sweets derived from them (like jams, candies or any kind of exotic juice), and also spices and condiments for both food and drink (for example cardamom and ginger).

In the pharmaceutical category, we include those species that are mentioned in scientific articles or pharmaceutical catalogues as an ingredient for a specific drug (either experimental or already commercialized). We usually include in Health and functional instead of pharmaceutical, the species that do have medicinal properties and are used in traditional practices by indigenous populations. In fact for these species no references were found which could prove their use/commercialization by the pharmaceutical industry.

There is not anything in particular to explain about the cosmetics sector, which is easy to define and understand.

More controversial is the fodder/ animal feed category. In this category fall species mentioned in some articles as traditional fodder. The Animal feed sector is slightly different. It is defined as the industry that provides food for animals on a large scale basis, and made often with chemical additives. The animal feed sector is obviously the main reality in Europe and USA. Fodder as a market segment is more a reality of developing countries.

However, there are particular cases when a plant which is used as fodder because is very rich in some micro nutrients can also be used in the animal feed industry as an ingredient. 

In the industrial sector those species were included that can be used to produce fuel, in the chemical industry, in the carpentry sector as timber or as construction material, and natural fibers for industrial use. 
The ornamental sector is clear and does not need any particular explanation.

The environmental conservation and restoration category is more a potential use than a real market segment. In this category were included those plants (often trees, or plants of the dune ecosystem), that are purchased and planted usually by public agencies or other non profit organizations to combat soil erosion, restore or degraded environments or preserve fragile ecosystem. Plants with these particular uses are provided by companies who sell ornamental plants in general. Nevertheless the distinction was maintained, to underline the different potential uses of some underutilized species. 

Few species are in the other market segment. 

According to the classification, the food and beverages category includes 76% of the underutilized species, pharmaceutical 5%, cosmetics 5%, health and functional products 32%, fodder/animal feed 16%, industrial 10%, ornamental 23%, soil conservation and environmental restoration 7%, other 2%
. 

Identification of potentially interested buyers

After understanding the potential use of underutilized species products and the market categories they belong to, we searched for potential buyers of underutilized species in each market segment.

We moved into two different fields of action: the conventional market channel, which is the private sector and the Fair Trade network.

The Private Sector

The first step was to verify that the existing market corresponds to the classification in market segments we did during the Classification phase.

The second step was to understand the structure of each market segment, the way it works and, finally, identify private companies as potential buyers in each market segments.

We did not notice many differences between the categories identified in the classification phase and the reality of the market. The main differences were the following:

· In the first phase, we did not consider the market segment constituted by companies that buy plant raw material in order to extract basic chemical ingredients for other companies (food, pharmaceutical, animal feed companies). This is quite a large sector in the USA and Europe,

· There is a new market sector which is usually called “natural products” that is growing quickly. We found many companies that produce and sell food, cosmetics, health and functional products and a wide range of accessories and goods (essential oils, incenses, pot pourri, environment perfumes), that often are made of underutilized plant species (vetiver, cardamom, ginger, aloe etc). This wide range of products has in common the fact that they are produced without chemical/synthetic additives. A clear slogan was: "natural ingredients with a natural production process", 

· Finally, the “soil conservation and environmental restoration” is not a market sector. Plants for this purpose are commercialized by ornamental plants companies. This was confirmed during the second phase.

The second step was to understand the structure of each market segment.

Generally, each market segment was constituted by a chain of companies for each stage of the process that brought a product to the final market.

A simplified model of this structure is the following:

PRODUCTION------IMPORT------DISTRIBUTION 
In the "production stage" we include the production of both raw material and processed products. This stage takes place in developing countries. The actors of this stage are the producers and the export companies of underutilized species products in developing countries. In other words, the actors of this fragment of the market chain are the beneficiaries of the current research.

The "import stage" is constituted by the European and North American import companies that buy products from developing countries and sell them in the European and North American market. They can be wholesalers or contemporary wholesalers and retailers. In both cases, they represent the link between the developing countries and the European and North American market. Therefore, we focused on this stage: in each market segment, we searched private companies who belonged to this stage. Hereinafter we will call them "importers" or "import companies".

The "distribution stage" is constituted by retailer companies. These companies do not have any direct contact with producers/exporters in developing countries. They buy goods from wholesalers that are located as close as possible.

The distribution companies are the most visible companies of the chain, because they need to reach a wide range of public and customers. The importer companies are less visible and this was the major problem to overcome in the Identification phase. For example, if the import companies were wholesalers (and not also retailers), they participated only in large and specific trade fairs. Often they do not have a promotion/advertisement strategy, because they do not need to reach the final customers but retailer companies. Obviously, this reduces their visibility.

However, we often had suggestions/contacts from the distribution companies.

The main sources of information to find and identify companies were:

· Fair catalogues and web sites,

· Commercial directories in internet.

The results of this phase are summarized in Table 2. In this table you can find for each company: the contact information and contact person (if available), the web site, the market category and nationality.

Fair Trade Network

"Fair Trade is a trading partnership, based on dialogue, transparency and respect, that seeks greater equity in international trade. It contributes to sustainable development by offering better trading conditions to, and securing the rights of, marginalized producers and workers - especially in the South. Fair Trade organizations (backed by consumers) are engaged actively in supporting producers, awareness raising and campaigning for changes of the rules and practice of conventional international trade"
 

As you can understand from the definition above, we included in our survey the Fair Trade network for the objectives and the philosophy they represent.  In addition this is a sector that is expanding.

Like for the private sector, for the Fair Trade network too, we need to choose the right stage of the Fair Trade chain that will be our contact.

In each country organization and structure of Fair Trade organizations can vary, depending on the linkage these companies have with the conventional distribution channel (more market oriented), or on the diffusion of their own channel of distribution. A specific Fair Trade distribution point is the most common reality in Italy, where these shops are called “Botteghe del Mondo”. These shops buy goods from several Fair Trade importers and re-sell them to the final customer. But as Diego Negro (from “Liberomondo”) said: - Together with the product they sell “the idea”, “the philosophy” of Fair Trade -. In fact, every product is sold with a brochure that explains the origin, the transparency price
, and the other activities related to the organization which commercializes that specific product. 

Meetings, seminars, and other cultural/educational activities related to the Fair Trade philosophy are often organized in these shops. Furthermore, they are often involved in development education and other social projects as well.

This kind of distribution channel is coherent with the Fair Trade philosophy and its values. But on the other hand it is not efficient in reaching a wide range of customers. This is still an open debate inside the Fair Trade organizations, even though many of them (mostly in Northern Europe and USA) have already created partnerships with the conventional distribution channels. Often in England and sometimes in Italy you can find a “Fair Trade corner” at supermarkets.

However, this is not the appropriate fraction of the chain to be contacted for this research. As said already for the private sector, the distribution level does not have any contact with the producers of the goods it is marketing. 

We identified and contacted the so-called “importers”. Obviously Fair Trade import agencies are a much more complex reality than the import companies in the private sector. 

They are non profit organizations that usually integrate the Fair Trade activities with development projects in developing countries and within the countries they are based. 

In developing countries they often have working relationships with networks of local NGOs to monitor every stage of the trade chain and to coordinate the related development activities.

Another way to enter into the Fair Trade network is to directly contact international Fair Trade associations, and ask for contacts (also in developing countries) and suggestions to start a Fair Trade partnership. 

(see Table 3).

An Emerging Reality

I would like to quickly mention two examples of private companies with a new approach to business partnerships with developing countries.

They are both listed in Table 1, but their modus operandi is a combination of non profit activities carried out by the Fair Trade organizations and the profit activities of the private sector.

These are: Royal Ahold (http://www.ahold.com/index.asp); and Shaman Pharmaceuticals (http://www.shaman.com).

The first one is a food company based in the Netherlands, and the second is a pharmaceutical company based in California (USA). 

For Shaman Pharmaceuticals I would like to cite the article: “Shaman Pharmaceuticals: Integrating Indigenous Knowledge, Tropical Medicinal Plants, Medicine, Modern Science and Reciprocity into a Novel Drug Discovery Approach” by Donald E. Bierer, Thomas J. Carlson, and Steven R. King (Network science, http://www.netsci.org/Science/Special/feature11.html#TOM):

“Shaman Pharmaceuticals, is a South San Francisco-based pharmaceutical company that focuses on isolating bioactive compounds from tropical plants that have a history of medicinal use in their countries of origin. Shaman is aiming at promoting the conservation of tropical forests and bridgeing the gap between the biomedical needs of both indigenous cultures and the rest of the global population. Eschewing the mass screening approach typically done by many pharmaceutical companies, Shaman has pioneered a novel approach to drug discovery, integrating traditional plant natural products chemistry, the science of ethnobotany, medicine, and medicinal chemistry while maintaining a commitment of reciprocity to the indigenous cultures”.

Regarding Royal Ahold’s activities, I had an email correspondence with Roland Waardenburg
. He was very clear about the modus operandi of the company saying: 

“Our way of working is: 

· Together with the local community we decided that we are looking for sustainable business relationships mutually beneficial for both the suppliers and the buyers. That is the only way that we create business driven development. 

· Buying will be motivated by:

1. Attractive new products. 

2. Better quality products. 

3. Cheaper products. 

With Ahold being a retail and foodservice company we are interested in products along these lines.”

Private companies with this modus operandi and approach to business partnership should be promoted and suggested as preferential buyers to producers and exporters in developing countries. 

Market Analysis

Survey objectives and methodology
Through this last phase of the research we wanted to reach the general objectives of the entire survey:

· To verify the increasing market demand of underutilized species products,

· To provide contact details of private companies and Fair Trade organizations, 

This has been intended through the following activities:

· Developing two questionnaires and cover letters (for Fair Trade organizations and for the private companies),

· Contact the identified potential buyers, sending  the questionnaire and cover letters,

· Receiving and analyzing the returned questionnaires.

Both the questionnaires and the cover letters are attached in the Annex II.

To develop both of these key documents, interviews were conducted (by phone and in person) with a few private companies, and with the trade officer of an Italian Fair Trade organization (Diego Negro, Liberomondo). 

The questionnaire was as short as possible and consisted of three questions (two pages in total). 

The excel file with the list of underutilized species that was developed during the classification phase was distributed together with the questionnaire. 

The questions aimed at compiling  the following specific information:

· To verify the interest of the potential buyers in underutilized species products, 

· To know which underutilized species products the potential buyers were currently commercializing, and in which quantity,

· To know in what sort of packaging the potential buyers use to import and sell such products they imported and sold such products (Avocado  jam 1 kg in jars, or Aloe vera leaves in 10 kg burlap sacks etc),

· To know the developing countries they currently had a business/partner relationship with,

· To verify their interest in expanding business/partnership, including one or more underutilized species products.

· To obtain the contact details of the responsible person (trade office/officer, marketing manager, etc.)

Reading the questionnaire the potential buyers should have gone through the full list of underutilized species products, or focused only on species belonging to a specific market segment. Besides, they had the opportunity to access short profiles of each species (if available) through the hyperlinks in Table 1.

After a first contact with some of the companies and Fair Trade organizations by phone, the questionnaires were sent to all the potential buyers identified.

After two weeks, back up phone calls were made (if possible), and often, the questionnaire was sent again to a more specific contact person, or in a different electronic format.

Responses

From the private companies only PRONATEC AG filled and returned the questionnaire. This is a multinational company, based in Switzerland, which sells both Health and Functional and Food products. It imports sun dried mango from Haiti (2-5 MT per year). 

However the company does not have an interest in expanding its business.

The Royal Ahold Company which was mentioned above did not participate in the survey. Mr. Waardenburg
 did not express interest in a specific underutilized species, and did not fill in the questionnaire. However, he explained the philosophy and the modus operandi of the company in order to explain to producers/exporters of underutilized species products in developing countries how and when they could be in contact with Ahold. 

This is an example of the fact that if a company (or an organization) did not fill the questionnaire, this was not necessarily due to a lack of interest in a potential partnership, but rather was a different way of approaching the business itself. 

Alternatively, this  might have been due to lack of time or other reasons that we will be explained later. 

This can be further proved by the fact that other companies who were contacted by phone and by email had a positive reaction to the general idea and objectives of the survey, but did not answer the questionnaire.

I would like to mention the example of Valstaar, which is a food company based in The Netherlands. Ewoud Vreugdenhil
 had a positive reaction to the survey during several phone conversations. However, when I sent him the questionnaire he replied: “we will not fill in this survey due to the time it will cost to fill it in seriously”.

Similar behavior was shown by at least 70% of the companies that were contacted by phone.  

The rest of the companies did not answer the questionnaire without having any other particular reaction by phone. This sentence is not clear!

Lastly as can be seen in Table 2, those companies which were contacted only by email, did not reply at all. 

Unfortunately, Shaman Pharmaceuticals was part of this last group. 

Amongst the Fair Trade organizations only “Equomercato” filled the questionnaire. This is an Italian Fair Trade organization that imports Jute (Corchorus olitarius) handicrafts from Bangladesh (6 MT per year). They are not interested in expanding their activity at the moment.

The Fair Trade import agencies that were contacted are members of IFAT (International Fair Trade Organizations).

The questionnaire was also distributed by IFAT to its members explaining the importance of participating in the survey.

Back up phone calls were started but not concluded. This process was not concluded because of lack of time and because IFAT, after sending reminder emails, discouraged continuing with the phone calls.

Through the phone calls and the interview with Diego Negro, it is possible to draw a conclusion similar to the case of the private companies.

In addition, Fair Trade Organizations are not concerned solely with trade activities (as mentioned before) and it seems therefore very difficult to find time available in their schedule.

Conclusions

The significant outcomes of the current research are the following:

· From the classification phase: the list of underutilized species classified by potential market segments, and the short profiles available for each species,

· From the Identification phase and partially from the Market Analysis phase: the list of private companies, Fair Trade organizations identified (but not confirmed) as potential buyers and their contact details.

Concerning the Market Analysis, despite the low response rate to the questionnaire, some comments can be made based on the phone conversations/interviews and email correspondence with the companies and organizations. 

In fact there was a notable contrast between reactions to the initial and personal contact made through phone calls, and email correspondence with buyers and the response rate of the questionnaire.

While in the majority of the cases direct contact yielded a positive response, this did not always result in the buyers actually filling out the survey.

A first explanation for this contrast is that the survey methodology was not appropriate. 

We tried to understand and list the methodological limits of the survey as follows:

· Although the questionnaire was short, it requested too many details,

· The potential buyers had to go through a list of 500 underutilized species, and this required too much effort and attention,

· The list of underutilized species as it is in Table 1, does not mention the products that can derive from each species. This discouraged the potential buyers who commercialize manufactured products from participating in the survey.

A second explanation
 may relate to the specific modus operandi of the potential buyers, which was incompatible with the information requested by the questionnaire. As an example, I have included an excerpt from an email exchange with Mr. Waardenburg:  

“In all our discussions on what we could source from Africa we try to find those products that are currently lacking from our calendar or from our certification schedule (organic or fair trade). We will not give info on quantities that we currently source, exactly because of the reason that we already source those items and because we do not want to frustrate our current suppliers. Therefore, our info would not cover what we currently source and we can only react to proposals for finished products. That is our role”.

Epilogue
To carry out a more productive Market Analysis it would be necessary to overcome the methodological constraints mentioned above.

This can only be done by increasing the amount of direct contacts (phone calls, meetings etc) with potential buyers in order to gain their trust and their time.

This could be done through visiting them during trade fairs, for example. 

For such a large number of potential buyers more time is required to succeed in this task.

Otherwise another solution could be to change the questionnaire and reduce the amount of information requested. A questionnaire with closed questions/answers can ensure a higher response rate. But obviously, this would reduce the amount and type of information to be obtained and would not allow to reach the original goals of this research.

In short, to really finalize this survey there are two possible strategies/solutions:

· Use the same instruments (questionnaire and cover letter), and maintaining the same goals, but consistently increasing the time dedicated to direct contacts with the potential buyers,

· Change the instruments (questionnaire and cover letter), reducing the research goals/information requested. 

Annex I
Follow the link


Annex II
Private Companies cover letter:
Dear Sir/Madam,

My name is Barbara Ledda. I am currently conducting a survey to identify potential market opportunities for underutilized species products, on behalf of the Global Facilitation Unit (GFU). GFU is a nonprofit international initiative established in 2002 under the umbrella of the Global Forum on Agricultural Research and located in Rome, Italy (<http://www.underutilized-species.org>). GFU’s mission is to promote the development and sustainable use of underutilized plant species with the aim of contributing to poverty alleviation and food security in developing countries. In the context of small scale farmers, underutilized plants species are defined as traditional plants species which have an economic potential not yet fully exploited.

It is widely perceived that at the global level, there is an increased demand for greater variety of natural/exotic products in several market sectors (e.g. pharmaceutical, food and beverage etc). Underutilized species and their derivates could satisfy this growing demand. The purpose of the current survey is to gather data that will either confirm or deny these assumptions. 

Therefore the study intends to identify and list private companies that could be potential partners for producers and traders of underutilized species products in developing countries. Eventually this information will allow the commercial sector in those countries to overcome one of the major constraints in reaching main markets. Furthermore, it may lead to new opportunities for expanding your company’s business and creating new partnerships.

I attach a short questionnaire (Microsoft Word format) and would be very grateful to have you complete it. For your reference, I also send a list with the major underutilized plants species that is divided into market sectors and provides a short profile of each species.

Please feel free to contact me if you need clarification. I will contact you shortly to verify that you have received this email and to answer any questions you may have.

Many thanks in advance.

Best regards,

Barbara Ledda

Global Facilitation Unit for Underutilized Species

Via dei Tre Denari 472/a

00057  Maccarese  (Fiumicino)

Rome, Italy

Email: b.ledda@cgiar.org

Tel: (39) 06 6118282

Mobile: (39) 339 6603347

Fax:  (39) 06 61979661  

Private companies Questionnaire:

Market opportunities for underutilized species products

QUESTIONNAIRE

1) General information about the company:

Name:      
Main Address:      
Your company’s market segments/type of business:

Food and Beverage:  FORMCHECKBOX 

Pharmaceutical:  FORMCHECKBOX 

Cosmetics:  FORMCHECKBOX 

Health and functional products:  FORMCHECKBOX 

Fodder/Animal feed:  FORMCHECKBOX 

Ornamental:  FORMCHECKBOX 

Other (please, specify):      
2) In the Excel file attached, you will find a list of underutilized plant species with internet links to gather related information from the web. Please, go across the list and proceed as follows:

· If your company is already importing and selling one or more of the listed species, please fill the following blanks in the table below (See examples – you can add rows by pressing the return key). Please feel free to fill in the blanks partially, in accordance with company policy or information availability.

	Name of the species (Latin name or Common name)
	Geographic area  from which it is imported from
	In what form does the product come in?
	Amount imported

	EXAMPLES:

Aloe vera
	Cape Town, South Africa

	Aloe vera leaves in 10 Kg burlap sacks

	10 Tons per year

	Avocado
	Peru
	Avocado’s marmalade In 1 Kg jars

	10 Tons per year


	     
     
     
     

	     
     
     
     
	     
     
     
     
	     
     
     
     


· If your company is not importing and selling any of the species (or derived products) on the list, would you be interested in expanding your business and considering one or more of the listed underutilized species?

No  FORMCHECKBOX 
 (Please specify the reason     )
Yes  FORMCHECKBOX 

·  If the answer is yes, please complete the following table (totally or partially) or, if you prefer, express your interest with an “X” in the attached Excel file.

	Name of the species (Latin name or Common name)
	In what form should the product come in?
	Estimated amount to import

	EXAMPLES:

Aloe vera
	Aloe vera leaves in 10 Kg burlap sacks


	10 Tons per year

	Avocado
	Avocado’s marmalade in 1 Kg jars
	10 Tons per year


	     
     
     
     
	     
     
     
     
	     
     
     
     


3) IMPORTANT: Contact details of the responsible person (e.g. Trade Office/officer, R&D office etc.) that can be contacted DIRECTLY by producers and trade companies in Developing Countries.

Name of contact person:      
· Address:      
· Telephone:      
· Fax:      
· Email:      
Alternatively, you can provide the information requested above with existing pre printed material. In this case, please make sure the information is complete and send the material by email or by ordinary post to:

Barbara Ledda 

Via dei Tre Denari 472/a

00057  MACCARESE  (Fiumicino)

Rome, Italy

Email: b.ledda@CGIAR.org
Thank you for your collaboration

Fair Trade organizations cover letter:

Dear Sir/Madam,

My name is Barbara Ledda. I am currently conducting a survey to identify potential market opportunities for underutilized species products, on behalf of the Global Facilitation Unit (GFU). GFU is a nonprofit international initiative established in 2002 under the umbrella of the Global Forum on Agricultural Research and located in Rome, Italy (<http://www.underutilized-species.org>). GFU’s mission is to promote the development and sustainable use of underutilized plant species with the aim of contributing to poverty alleviation and food security in developing countries. In the context of small scale farmers, underutilized plants species are defined as traditional plants species which have an economic potential not yet fully exploited.

It is widely perceived that at the global level, there is an increased demand for greater variety of natural/exotic products in several market sectors (e.g. pharmaceutical, food and beverage etc). Underutilized species and their derivates could satisfy this growing demand. The purpose of the current survey is to gather data that will either confirm or deny these assumptions. 

Therefore the study intends to identify and list potential partners for producers and traders of underutilized species products in developing countries. Eventually this information will allow the commercial sector in those countries to overcome one of the major constraints in reaching main markets. Due to the mission and objectives of the fair trade organizations, these would be preferential channels for our partners in developing countries, ensuring equitable benefits and sustainable development. Furthermore, it may lead to new opportunities for expanding your organization’s activities.

I attach a short questionnaire (in Microsoft Word format) and would be very grateful to have you complete it. For your reference, I also send a list with the major underutilized plants species that is divided into market sectors and provides a short profile of each species.

Please feel free to contact me if you need clarification. I will contact you shortly to verify that you have received this email and to answer any questions you may have.

Many thanks in advance.

Best regards,

Barbara Ledda

Global Facilitation Unit for Underutilized Species

Via dei Tre Denari 472/a

00057  Maccarese  (Fiumicino)

Rome, Italy

Email: b.ledda@cgiar.org

Tel:  (39) 06 6118282

Mobile:  (39) 339 6603347

Fax:  (39) 06 61979661  

Fair Trade Organizations Questionnaire:

Market opportunities for underutilized species products

QUESTIONNAIRE

4) General information about your organization:

Name:      
Address:      
Categories the products you import belong to:

Food and Beverage:  FORMCHECKBOX 

Pharmaceutical:  FORMCHECKBOX 

Cosmetics:  FORMCHECKBOX 

Health and functional products:  FORMCHECKBOX 

Fodder/Animal feed:  FORMCHECKBOX 

Ornamental:  FORMCHECKBOX 

Other (please, specify):      
5) In the Excel file attached, you will find a list of underutilized plants species with internet links to gather related information from the web. Please, go across the list and proceed as follows:

· If your organization is already importing and selling one or more of the listed species or derived products, please fill the following blanks in the table below (See examples – you can add rows by pressing the return key). Please feel free to fill in the blanks partially, in accordance with your information availability.

	Name of the species (Latin name or Common name)
	Geographic area  from which it is imported from
	In what form does the product come in?
	Amount imported

	EXAMPLES:

Aloe vera
	Cape Town, South Africa


	Aloe vera leaves in 10 Kg burlap sacks


	10 Tons per year

	Avocado
	Peru
	Avocado’s marmalade in 1 Kg jars


	10 Tons per year



	     
     
     
     
	     
     
     
     
	     
     
     
     
	     
     
     
     


· If your organization is not importing and selling any of the species on the list or derived products, would you be interested in considering one or more of the listed underutilized species?

No  FORMCHECKBOX 
 (Please specify the reason     )
Yes  FORMCHECKBOX 

·  If the answer is yes, please complete the following table (totally or partially) or express your interest with an “X” in the attached Excel file.

	Name of the species (Latin name or Common name)
	In what form should the product come in?
	Estimated amount to import

	EXAMPLES:

Aloe vera
	Aloe vera leaves in 10 Kg burlap sacks

	10 Tons per year

	Avocado
	Avocado’s marmalade in 1 Kg jars
	10 Tons per year

	     
     
     
     
	     
     
     
     
	     
     
     
     


6) IMPORTANT: Contact details of the responsible person (e.g. Trade Office/officer, R&D office etc.) that can be contacted DIRECTLY by producers and trade companies in Developing Countries.

Name of contact person:      
· Address:      
· Telephone:      
· Fax:      
· Email:      
Alternatively, you can provide the information requested above, with existing pre printed material. In this case, please make sure the information is complete and send the material by email or by ordinary post to:

Barbara Ledda c/o IPGRI (International Plant & Genetic Resources Institute)

Via dei Tre Denari 472/a

00057  MACCARESE  (Fiumicino)

Rome, Italy

Email: b.ledda@CGIAR.org
Thank you for your collaboration

� Note that many underutilized plants species belong to more than one category. This is not considered in the percentage.


� EFTA – European Fair Trade Association.





� Transparency price means that it is specified in each label of the  products, who is gaining and how much is the gain deriving from that sale.


� Program Director of the Ahold Africa Sustainable Assistance Project.


� See footnote number 2


� Quality Assurance Manager, Valstaar


� As we mentioned with the example of Ahold.
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