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Introduction 





Natural skincare range 
Manufactured in Africa 
For Export 
Using ethically-sourced natural ingredients 



An	  innova(on	  hub	  promo(ng	  new	  investment	  into	  the	  
commercial	  development	  of	  underu(lised	  indigenous	  
plant	  species	  for	  the	  benefit	  of	  small-‐scale	  producers	  in	  
Zimbabwe	  



B’Ayoba (Pvt) Ltd	  
	  

Processing	  baobab	  from	  rural	  producers	  in	  Zimbabwe	  



•  A	  membership-‐based	  
private	  sector	  associa(on	  
promo(ng	  the	  ethical	  and	  
biodiversity-‐friendly	  
sourcing	  of	  natural	  
ingredients,	  in	  line	  with	  
the	  principles	  of	  the	  CBD.	  
Members	  from	  the	  
cosme(cs,	  food	  and	  
pharmaceu(cal	  industries.	  



PhytoTrade Africa  
-  Southern African Natural Products Trade 

Association 
-  Non-profit association, representing producers in 

the natural products sector across the region 
-  Goal is to create a viable Biotrade industry in 

Southern Africa with poverty reduction and 
biodiversity benefits 



 
 
Insert Map of Members 

MARKET BRIEFING  



2008 impacts 
 
•  US$1.7 million worth of sales 
•  18,000 rural producers 
•  560 tonnes of plant material 
•  100% of this supplied from ethical and 

sustainable sources, but only 10% of it certified 
as such 



Summary 
-  Not that difficult to bring a new plant to the 

market 
-  Very difficult to keep it there 
-  A few tips from hard-won experience may help 

Definition of Biotrade 



Biotrade is: 
 

 Any activity relating to the commercial 
collection, processing and sale of products 
derived from biodiversity.  

 Often linked to criteria of environmental, social and 
economic sustainability. 
  

 When written as “BioTrade”, always linked to these 
criteria.  

 

 Most usually relates to plants.  



 

 Biotrade is huge potential commercial 
opportunity for Africa: 

1. Taps into robust global market for naturals; 
2. Gives our producers an inherent competitive 

advantage over outsiders which doesn’t exist 
for exotic cash crops; 

3. Promotes in situ management and conservation 
of natural vegetation cover, with strong climate 
change benefits (inc. REDD); 

 
. 
 

  



 

4.  Indigenous plants are more resilient to impacts 
of climate change than exotic cash crops; 

5.  Biotrade genuinely and selectively favours the 
poorest of the poor; 

6.  Biotrade in Africa is an opportunity that 
particularly favours women. 

 

 However, despite these benefits, Africa has 
done very little to systematically develop 
biotrade. 

 
  



Examples of Biotrade in Africa 



   Devil’s Claw(Harpagophytum  
  procumbens): 

•  Widely distributed in the Kalahari region 
•  Commercially used in pharmaceutical industry for over 

50 years 
•  Found in very poor and dry areas of the sub-region 
•  Important source of income to a group of extremely 

poor people 
•  Annual production of 600 - 800 t/yr, involving several 

thousand harvesters 



    Argan oil (Argania spinosa): 

•   Native to Morocco 
•  Traditionally used by the Berber people as a cosmetic 

and food oil 
•  2 million people involved in Argan production at a 

subsistence level 
•  Systematic attempts to commercialise since early 

1990s 
•  Now considered one of most valuable natural oils in 

world 



   Shea Butter (Vitellaria paradoxa): 
 
•   Across north-central Africa from Sudan to Senegal 
•  Annual shea nut harvest of over 650,000 t per year, of 

which some 20% is exported 
•  Shea butter export value is US$3,000 /t 
•  Shea butter used as substitute for cocoa butter 
•  Also used as a high value cosmetic ingredient 
•  Over 3 million women are involved in the export trade 

of shea butter and/or shea nuts. 



   Gum Arabic(Acacia senegal): 
 
•   Found throughout the Sahelian region 
•  A product with a long history of commercial use 
•  Export market of over $200 m /yr, dominated by 

Sudan 
•  Involves about 6 million people in Sudan alone, most 

of whom are subsistence farmers 
•  For most households involved in the harvest, annual 

income from gum Arabic is >20% of total income 



     Benefit-Sharing Models 
    within Biotrade 



Benefit-Sharing and Biotrade 
•  Perception that benefit-sharing requires complex legal 

agreements, bioprospecting activities, natural product 
drug discovery programmes, trusts to receive money 
on behalf of communities etc etc. 

•  This isn’t what was encapsulated in the spirit of the 
CBD (even though the actual wording was vague) 

 



•  The spirit of the CBD is that there must a fair and 
equitable distribution of benefits between all those who 
have contributed to the resource management, the 
scientific process and the commercial process 

•  In a conventional business partnership, benefits are 
distributed according to how much money each party 
has put in 

•  The principle is the same in a benefit-sharing 
agreement, but recognises that one party’s 
contribution may not have been financial 

•  Note that equitable does not mean equal! 
 



Models of Benefit-Sharing in Biotrade 
1. Creating an enduring demand for the raw or 

value-added material, creating a viable long 
term business opportunity for rural producers.  



–  Very marketable product with huge commercial potential  
–  Capacity to produce 715,000 MT/yr in Southern Africa, 

worth US$960 million, involving 1.3 million households in 
production (NRI 2005) 

–  But no history of commercial use 

Baobab 
•  E.g. Baobab 
•  Adansonia digitata 

–  Powdery fruit pulp traditionally 
used as a food and a medicine 

–  Widespread and abundant in 
many parts of  Africa 



•  Options might include: 
–  Trying to develop a new super-ingredient with one company, 

sharing proprietary IP and having a robust benefit-sharing 
arrangement; or 

–  No IP, developing baobab as an ingredient which anyone 
can supply, and hoping to grow demand for primary 
producers. 

–  We chose the latter, because baobab a) lacks any really 
unique properties; b) is very widely documented; and c) is 
found in so many different countries, we felt it would be 
impossible to hold together a shared programme with a 
single company.  

Baobab 



–  Characterised fruit from region, 
identified commercially relevant 
properties and developed basic, 
commercially useable products.  

 



– Cleared the regulatory hurdles to baobab 
commercialisation in first the EU (Novel Foods) and 
then the USA (GRAS). 

 
–  Identified a handful of potential first customers with 

whom to work and began developing commercial 
relations with them. 

– Created market awareness of baobab and its 
properties 

Baobab 





-  Now, several large companies around the 
world are working on novel products based 
on baobab, and we are experiencing a wave 
of product launches. 

 
 



Models of Benefit-Sharing in Biotrade 
2. Support for the producers to progress further 

up the value chain through technology transfer, 
capacity-building and other measures. 



E.g. Ubuntu Oils 
Range of plant-oils from indigenous African species 
Developed by PhytoTrade Africa, but with technical 

assistance from specialist lipids company, Aldivia 
Aimed at niche cosmetics market 



PhytoTrade lacked skills to develop these oils on its own 
Also lacked market contacts and credibility to sell them 

into the cosmetics sector 
Partnership  with Aldivia aims to: 
•  Leverage Aldivia’s knowledge and skills in lipids sector 

to develop oils to their full commercial potential 
•  Leverage Aldivia’s financial muscle to invest in new 

product R&D around the oils 
•  Leverage Aldivia’s market contacts to help sell the oils 
•  Enable the eventual transfer of technology  from 

Aldivia to PhytoTrade Africa and its members 
 



•  Today, there are six 
Ubuntu oils on the market 

•  Primary producers benefit 
from the existence of a 
market for their seed/oil 

•  One day, they will benefit 
from the opportunity to 
progress further up the 
chain through owning the 
Ubuntu technology 





Models of Benefit-Sharing in Biotrade 
3. Shared ownership of intellectual property 

between resource owners and technical 
partners.  



E.g. Maruline: 
•  Trade name for a derivative 

of marula oil that is 100% 
pure marula oil, buth with 
dramatically enhanced 
oxidative stability 

•  Processing technology to 
produce Maruline is 
patented, and patent is co-
owned by PhytoTrade Africa 
(on behalf of producers) and 
Aldivia 

•  Name is also trademarked, 
and co-owned by both 
parties 

 



•  During Aldivia’’s early research 
on Ubuntu oils, opportunity 
arose for some proprietary IP 

•  Both parties agreed to share 
ownership 

•  Agreement included a 
requirement that Aldivia would 
transfer Maruline technology to 
the region when commercially 
feasible  

•  Technical challenges have 
slowed this process, but it still 
looks promising 



Models of Benefit-Sharing in Biotrade 
4. Sole ownership of intellectual property by 

resource owners, with on-licensing to others for 
commercial exploitation. 

 



E.g. 

?!! 
 Even though this is possible, and will one day 
become relatively common, at this stage there 
are serious commercial challenges to this 
actually happening 



Update on Nagoya Protocol 
•  Intended to make it easier for everyone 
•  Clarifies previous ambiguities on the scope of ABS 

requirements. Specifically, makes it clear that any 
company working with biodiversity-based ingredients is 
subject to ABS regulations. 

•  Generally, the Nagoya Protocol is seen as a positive 
thing by industry, especially with its emphasis on 
internationally recognised certificates of compliance 

•  Still a long way to go before it translates into a 
workable system 



Update on Nagoya Protocol 
•  Meanwhile, companies are recognising the need to 

adopt ABS best practices 
•  A key player in this is the Union for Ethical BioTrade, 

which has emerged as a leader in the sector 
•  The Ethical BioTrade standard and verification 

framework provides clear guidance to companies  
•  Also provides buyers with some degree of assurance 

relating to the provenance of biodiversity-based 
ingredients 

•  See www.ethicalbiotrade.org for more detail 



The Final Word 

1. The broad adoption of effective ABS 
practices by business ultimately depends 
on the continued application of pressure to 
do so from consumers 

2. This requires consumer awareness about 
firstly biodiversity and then ABS 

3. Although this is still far from being achieved, 
progress has been made 

 
 



  

 

80% of consumers claim they 
would stop buying a brand if it did 
not have environmental or ethical 
sourcing practices.

Consumer confidence?
Few consumers believe the cosmetics and food industries 
pay serious attention to ethical sourcing of biodiversity 
along supply chains. Yet consumer confidence is much 
higher in emerging markets.

12% in Western countries
       in emerging economies 59%

Companies slow to respond
Though consumers request additional information about sourcing of natural ingredients, only 31 of the 
top 100 beauty companies mention biodiversity in their websites or CSR reporting. And only 21 mention 
biodiversity sourcing practices in supply chains. Consistent and comprehensive reporting on these issues 
is almost absent. Yet, reporting on sustainability and biodiversity has gone up significantly since 2009, by 
10% and 18% respectively. There are significant opportunities for companies to step up communication on 
sourcing practices.

Information on sourcing 

Basis : Total "Yes" amongst all respondLnts - 8000 consumers
Western Countries: France, Germany, UK, Switzerland, USA
Emerging countries: Brazil, Peru, India

80%

Western
Countries

94% 94%

72%

I would like to be better informed about how 
companies source their natural ingredients :

Emerging
Countries

87%

Companies reporting on sustainability development

Companies reporting biodiversity

Companies reporting on biodiversity sourcing practices

Companies mentioning biodiversity related issues like 
traditional knowledge and intellectual property rights

2009      2010      2011   2012

44%         52%        52%       54%      +10

13%         21%        27%       31%    +18

  9%         12%        19%       21%  +12               

  2%           3%         5%         4%            + 2

Variation 2012
           vs 2009

Basis : UEBT analysis of top 100 beauty companies (WWD)

   

What are companies saying about biodiversity? 

Biodiversity Barometer 2012

Call for information on sourcing 
practices 
When receiving an explanation of ethical sourcing 
of biodiversity, consumers show a strong interest in 
the issue. A large majority of consumers would like 
to be better informed about companies’ sourcing 
practices. 
                80% in Western countries 
87% in emerging economies
Consumers thus look to companies to step up their 
communications on sourcing practices.



Thank you 
	  
	  

www.phytotradeafrica.com 
 
www.ethicalbiotrade.org 
 
www.bio-innovation.org 
 
	  


