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1. Who am I?

• Operator
• Service Provider
• Policy side



Operator



Operator



• Innovation hub, acting to 
develop new business 
opportunities around 
previously underutilised
species.

• Aim is to strengthen food 
security and commercial 
competitive advantage 
through the introduction of  
new crops from 
underutilised species

Service Provider



• PhytoTrade Africa

• Membership-based trade association representing 
producers in the NUS sector (“natural products”)

• Developing the natural products industry for the 
benefit of rural producers

Policy Side 



Insert Map of Members

MARKET BRIEFING 



EU  Novel Foods



The (Economic) Beauty of Baobab

One day soon, it will be 
great business



2. What is a Value Chain? 
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• What the programme says……..

Value Chains



2. What is a Value Chain? 

• Production, Processing, Marketing

• The steps in adding value to a raw material to 
make it into a consumer-ready product 



3. Why would we want to upgrade it? 

• What constitutes a successful upgrade?

• What would the outcome of a successful upgrade 
be?



Baobab oil 1.0 Baobab oil 4.0 



Baobab factory 1.0 Baobab factory 4.0 



Baobab producer 1.0 Baobab producer 4.0 



3. Why would we want to upgrade it? 

• Our interest is primarily in the people at the 
beginning of the chain

• Any attempts to upgrade the value chain should 
ultimately be aimed at improving the livelihoods of 
the primary producers who feed into that chain 





4. What have we I learned so far about 

upgrading value chains? 

What constitutes “State of my Art” when it 
comes to upgrading NUS value chains

Seven Key Lessons from the NUS Value Chain 
front line 



Lesson 1: Long term horizons

• Long term work, requiring sustained, long term 
investment

• Donors/investors/governments tend to think short-
term

• This doesn’t work for NUS value chains e.g. Kiwi 
fruit, Rooibos tea etc etc





Lesson 2: Importance of clear strategic 

vision towards livelihood improvement

• If improving livelihoods of primary producers is the 
end goal, we need to have that in mind from Day 1 
(“begin with the end in mind”)

• Many NUS value chain upgrades have actually had 
the opposite effect



Lesson 3: Benefits of collaboration 

between different players in the chain

• Not all players in the chain have the same 
objectives

• Left to their own devices, they will naturally pull in 
different directions to each other

• If brought together into a single collaborative 
framework, they can be made to work together 
towards the same end e.g. PhytoTrade Africa, 
Rooibos Tea Council of South Africa, RIRDC Tea 
Tree Strategy (Australia) 





Lesson 4: The need for commercially-

driven Research and Development

• Research should be a means to an end, not an end 
in itself

• Effective research around NUS value chains has to 
be commercially-driven

• Key to this is linking public sector researchers to 
the private sector

• Optimal way to achieve this is through long term 
commercial partnerships with private sector players 
(e.g. Olvea and Argan oil)  



Lesson 5: Markets don’t grow on trees

• Success of an NUS value chain is ultimately 
dependent upon market uptake of the end product

• No market equals no value chain
• Markets for NUS don’t evolve spontaneously, they 

need sustained and long term development
• Requires investment in consumer awareness-

raising, elaboration of the benefits of consumption 
to the consumer etc. e.g the Better Breakfast Week 
(www.betterbrekkie.com) 





Lesson 6: Managing the regulatory 

environment

• National regulators need to understand and share 
the vision (e.g. Namibia KMS)

• International regulatory environment needs to be 
understood and complied with (e.g. Noni juice 
Novel Foods)



SUMMARY OF REGULATORY REQUIREMENTS FOR 
LABELING OF COSMETICS MARKETED IN THE 

UNITED STATES 

Cosmetics marketed in the United States, whether manufactured here or imported from abroad, 
must be in compliance with the provisions of the Federal Food, Drug, and Cosmetic (FD&C) Act, 
the Fair Packaging and Labeling (FP&L) Act, and the regulations published under the authority of 
these laws. 

The regulations published by the Food and Drug Administration (FDA) are all codified in Title 21, 
Code of Federal Regulations (21 CFR). The regulations applicable to cosmetics are stated at 21 
CFR, parts 700 to 740 (21 CFR 700 to 740). The color additive regulations applicable to cosmetics 
are found at 21 CFR 73, 74, 81 and 82. 

Under Section 8 (New Dietary Ingredient) of DSHEA, a new dietary ingredient (NDI) means “a 
dietary ingredient that was not marketed in the United States before October 15, 1994.”1 In contrast, 
an old dietary ingredient (ODI) is a dietary ingredient that was lawfully marketed2 in the United 
States before October 15, 1994. For NDIs, Section 413 (a)(2) of the federal Food, Drug and 
Cosmetic Act (FDC Act) requires that the manufacturer or marketer notify FDA 75 days prior to the 
introduction of the ingredient into the market with sufficient data to provide substantiation of the 
ingredient’s general safety. For ODIs, a 75-day safety notification is not required. The ingredient is 
presumed to be safe unless evidence suggests otherwise (i.e., the ingredient is grandfathered). 



Lesson 7: Bridging the supply-demand gap

• Especially in the early stages, supply and demand 
will rarely be matched

• This requires careful management:
• Undersupply will result in the loss of commercial 

interest (e.g. with ximenia oil)
• Oversupply will result in a collapse in prices and 

a “race to the bottom” (e.g. with shea butter)
• Most effective way to manage this gap is through 

organisation of producers 



Summary 

• Think long term
• Engage all the actors in the value chain, and those 

that affect the value chain (private sector, 
researchers, regulators, producers, service-
providers, investors)

• Don’t be afraid to take pro-active measures when 
needed (e.g. to manage over-supply)

• Ultimately, upgrading NUS value chains is a 
commercial exercise, which needs to be tackled in 
a commercial manner 



5. What do we still have to learn?

Three future lessons we still haven’t quite figured out



Future lesson 1: How to attract investment 

into this sector

• Investors tend to pick the lowest-hanging fruit
• We need to bring some of the branches down to 

make them easier to reach
• Future donor support for Africa will be much more 

heavily-oriented towards the private sector
• We need to awaken the private sector’s interest
• The investment will follow



The BioTrade Seed Fund (“BTSF”) and Technical Assistance Facility seeks to be the 

premier early-stage investor in African businesses that develop and market innovative 

cosmetic, nutritional and medicinal products sourced from indigenous natural 

resources and produced in an ecologically and socially responsible manner

Opportunity

Team

Investment Strategy

• To enable BioTrade businesses to transition from artisan to industrial 

scale manufacturing, increase quality control and standards, and 

expand ingredients and products into new export markets

• To provide technical assistance to these companies to manage growth, 

enhance reporting and be positioned to take on future investments

• The BTSF and TA facility will be managed by D. Capital Partners 

(“DCP”) and PhytoTrade Africa (“PTA”), combining DCP’s emerging 

markets impact investment expertise with PTA’s market knowledge, 

linkages and technical expertise in the Southern African BioTrade

sector.

• The BTSF is targeting  $8 million for an seed facility and $ 2 million for a 

TA facility, primarily from DFI and private grant-makers/investors to help 

position African BioTrade SMEs to attract impact and commercial 

investment

• They offer next generation TA to professionalize SMEs and targeted 

seed financing to help companies scale-up



Future lesson 2: How to brand ourselves 

and the work we do

• Despite the multiple social, economic and 
ecological benefits of investing in the NUS sector, 
we have repeatedly failed to capture the 
imagination of policy-makers, private capital and 
the public

• This is partly due to our own unimaginative 
branding

• We urgently need to rebrand ourselves



Future lesson 3: How to manage 

expectations

• The need to gain attention often requires us to 
underestimate the time it takes to upgrade NUS 
value chains, and overestimate the speed with 
which impacts will be felt

• This results inevitably in a crisis of expectations, 
from producers, from policy-makers and from the 
market 

• We don’t yet know how to avoid this



6. Challenges for presenters

• Demonstrate how your work ultimately contributes 
towards improved producer livelihoods

• Be as practical and as results-oriented as you can 
in your recommendations

• Bring out any opportunities you see for 
collaboration between different actors in the value 
chain



And finally….





Thank You


