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EXECUTIVE SUMMARY

The first Kalahari Melon Seed (KMS) stakeholders’ workshop was held on 26-27 March 2008 at Ongwediva in the North Central Regions (NCRs) of Namibia.  The workshop was organised by the NBRI and CRIAA SA-DC as part of the IPTT KMS oil development project and Project DURAS (which sponsored the workshop).  
The workshop was well attended with 30 participants representing a cross-section of KMS producers, KMS oil processors, NGO service providers, NNFU, IPTT Eco-Regional Satellite Centres, MAWF agricultural extension services (DEES) and other relevant directorates and ministries (DOF, MTI, MET), from the NCRs (26), as well as from Kavango (1) and Caprivi (2) Regions.
The workshop had three objectives, around which presentations and discussions were organised:

1. To facilitate the meeting of stakeholders to examine and better understand the emerging KMS oil industry in Namibia,

2. To enhance the understanding among the stakeholders of Geographical Indication (GI) as a potential marketing tool, 

3. To explore the organisational arrangements for the industry, with the view to the possible establishment of an industry forum.

Participants were briefed about and discussed the emerging KMS oil industry and value-chain in Namibian and the SADC Region, and the reputation and quality of the product on which the niche marketing is based.  The workshop agreed that KMS represented an interesting opportunity for small-holder farmers to diversify “cash crop” production and marketing (without compromising households’ food security).  Elements of an action plan to promote and scale-up the supply of KMS, while up-keeping the quality and reputation of the product, was debated and outlined. Information dissemination was seen as pivotal to the expansion of supply.  Stakeholders committed themselves to start implementing the actions this year with further facilitation support, despite the uncertainties of this year’s agricultural harvest.  
Stakeholders were briefed about GI as an IPR option for enhancing market access and protection.  GI gives a product a unique identity in high-value niche markets based on reputation for quality linked to a specific geographical area of production, historical know-how of producers, and a traceable and environmentally friendly fair-trade value chain.  Therefore, GI can be used as a tool to protect the product against unfair competition and inferior imitation in international markets.  However, the participants were also informed about the conditions and requirements for registering and managing a GI in the Namibian legal context.  Stakeholders grasped the difficulties and time needed to progress on the GI option but agreed that it was worthwhile pursuing with the support of Government.  In particular, stakeholders agreed that the formation of a KMS industry forum with a common purpose and the development of a “Code of Practice” to guide the industry towards the required quality and reputation were desirable. 
Finally, the roles, form of organisation and composition of a representative KMS industry body were constructively debated but not entirely concluded.  The participants agreed that the industry body should comprise representatives from producers and processors, as well as other public and private stakeholders.  However, the workshop resolved to leave time for stakeholders to reflect and consult on the discussions and to take this further at a next meeting/workshop on the issue. 

The overall conclusion of the workshop was that this type of meeting was very informative, constructive and useful to stakeholders.  Further meetings should be planned.  Possibly, the next workshop should be held within 2 to 3 months before the KMS marketing season and should include planning and training around the management of KMS supply.
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INTRODUCTION
Kalahari Melon Seed (KMS) is an important indigenous plant resource of Namibia, which has been prioritised for commercialisation by the Indigenous Plant Task Team (IPTT, see Box below).  KMS oil has been one of the early success stories (in the early 2000’s) of Namibia in international niche marketing thanks to the Community Trade partnership between the Eudafano Women Co-operative (EWC) and The Body Shop International (TBSI).  
Since the demand for KMS oil products as a cosmetic ingredient has been growing rapidly in high-value niche markets, and Namibian Community Trade producers in the NCRs have had difficulties meeting this increasing demand, IPTT decided to embark on a KMS Development Programme
 to promote, scale-up and sustain the supply-base of KMS and locally processed KMS oil.  This effort is been supported and complemented by PhytoTrade Africa
 (PTA) at a regional level in the southern African countries where Kalahari Melons are growing.  
This workshop was the first meeting of Namibian KMS stakeholders and represented an important milestone in the development of a KMS Oil Industry in Namibia in view of a fast expanding marketing opportunity for this valuable indigenous natural product of southern Africa.  
The 2-day workshop was organised with the support of the Regional Project DURAS
, co-ordinated by the University of Pretoria and the French International Agricultural Research Centre for Development - CIRAD, and steered in Namibia by the National Botanical Research Institute (NBRI) and the Directorate of Planning in the Ministry of Agriculture, Water and Forestry (MAWF).  Project DURAS supports national initiatives in southern Africa aimed at enhancing farmers’ market access and protection through the use of Geographical Indications (GI).  The meeting was also a follow-up to the initial information dissemination exercise on GI conducted last year in the North Central Regions (NCRs) by Steve Carr, during which many of the invited stakeholders were consulted.  

The emerging KMS oil production industry in Namibia presents farmers with an opportunity to diversify their agricultural production by supplying the local and international market with KMS oil.  As this resource also occurs in neighbouring countries in southern Africa and in other parts of the world and has a positive reputation in the market as a quality oil product, Namibian producers need to consider their options so as to best optimise the opportunity.  GI is a tool that may be of value to the industry by offering the product protection on the international market.  To benefit from any such mechanisms, however, the producers will need to organise and manage the production and quality. 

The purpose of the workshop was to allow the stakeholders in the industry to explore, in an open forum, GI as an Intellectual Property Right (IPR) option, and to assess the need for this form of IPR protection for their industry.

In this respect the workshop had 3 objectives (see the workshop programme in Annex 1):

1. To facilitate the meeting of the stakeholders to examine and understand the emerging KMS oil industry in Namibia,

2. To enhance the understanding among the stakeholders of GI-related IPR options as a potential marketing tool, 

3. To explore the organisational arrangements for the industry, with the view to the possible establishment of an industry forum.

The workshop was well attended with 30 participants representing a cross-section of KMS producers, KMS oil processors (Eudafano Factory and OOP), NNFU, NGO service providers (RF, CEDP, NACSO-CESP, NDT), IPTT Eco-Regional Satellite Centres, MAWF agricultural extension services (DEES) and other relevant directorates and ministries (DOF, MTI, MET and ICEMA), and NAB.  Participants were mainly from the NCRs (26 participants), but also from Caprivi (2), Kavango (1) and Windhoek (1 participant besides the organisers) (see list of participants in Annex 2).

The workshop was organised by CRIAA SA-DC and facilitated by Michel Mallet and Steve Carr, assisted by Frederika Shigwedha and Padelia Phillipus.  Special thanks go to Annanias Usiku of MTI Ongwediva for his English-Oshiwambo interpreting of presentations and discussions at crucial times. 

Box 1 - What is the IPTT?
Indigenous Plant Task Team (IPTT)

Promoting the Sustainable Utilisation of Namibia’s Indigenous Plant Resources

The IPTT is a national body of government departments, research and academic institutions, NGOs and other civil society organisations established in 2000 (it was then called the Indigenous Fruit Task Team) to co-ordinate the development of income opportunities based on indigenous plants.

The main objective of IPTT is to promote the sustainable utilisation of Namibia’s indigenous plant resources for:

· Greater household food security

· Income, employment and livelihood opportunities

· Agricultural diversification

· Agro-industrial development. 

The IPTT main task is to develop and co-ordinate the implementation of a national strategy for the promotion of indigenous plants and products derived from indigenous plants. 

The IPTT is financed by the Ministry of Agriculture, Water and Forestry through the Namibian Agronomic Board and from funds provided by other donors, in particular the USA for the Ministry’s Useful Plants Development Project (UPDP). 
The IPTT membership includes:

· Ministry of Agriculture, Water and Forestry: DART, NBRI, DEES, DOF, DOP
· Ministry of Environment and Tourism: DEA, DSS

· Ministry of Trade and Industry: DID, DIT
· Ministry of Education: DRST
· Polytechnic of Namibia, University of Namibia

· NGOs and Private Sector: CRIAA SA-DC, IRDNC, NACSO, NNFU, Oontanga Oil Producers
· Representatives from IPTT’s Eco-Regional Satellite Centres: Outapi, Ongwediva, Eenhana, Rundu, Katima Mulilo and Ben-Hur (Omaheke Region)

· Representatives of Working Groups (WGs) and collaborating projects: Devil’s Claw WG, Hoodia WG, ICEMA (MET-FFEM-GEF), MET-GTZ Biotrade, CESP (NACSO-VSO-EC), Millennium Seed Bank Project, KMS Breeding project
PROCEEDINGS
DAY 1

The workshop was opened at 9:30 by Steve Carr from the NBRI (MAWF).  The objectives and programme were explained.   All the participants introduced themselves.
Presentation No 1:
THE EMERGING KALAHARI MELON SEED OIL INDUSTRY IN NAMIBIA
M. Mallet explained the meaning of the words used in the title of his presentation.

Emerging:
It means it is still recent (less than 10 years) and not well organised but it has a potential for development.  Stakeholders should look ahead at the longer term prospects for contributing to agricultural income for rural producers and to the development of the national economy.  
Kalahari Melon Seed (KMS):
Kalahari Melon is known under different local names, for instance Etanga in the NCRs, Tsama melon in Eastern Namibia and Botswana.  All these are actually the same plant species as the well known watermelon, the scientific name of which is Citrullus lanatus (the Latin name).  Local landraces of Kalahari melons are cultivated in crop fields, especially in the NCRs and also in Caprivi, where it has a long history of traditional use.  It also grows wild throughout the sandy areas of the entire Kalahari Desert.  Hence, the name “Kalahari” Melon/ Melon Seed given for international marketing, reflecting the broad ecological area in southern Africa where it is mainly found (i.e. in Botswana, Namibia, West Zambia, South-East Angola, North-West South Africa and South East Zimbabwe).  The Kalahari basin is the centre of genetic diversity of the species and considered its area of origin from where it was domesticated into different landraces and cultivars including the sweet watermelons, grown in many parts of the world nowadays. 
KMS oil:
Salmi Kaulinge pioneered the production and marketing of “Oontanga oil” in Namibia (under Yetu Cosmetics at the time).  But the international market exposure of the oil began in 2000 with the Community Trade partnership between the Eudafano Women Co-operative (EWC) and The Body Shop, which led to the launch of a Namibian melon seed oil body butter.  KMS oil is now used as a natural ingredient in cosmetic product formulation for its good skin moisturising qualities.  Since 2005, EWC operates its own factory in Ondangwa.  Eudafano and Oontanga Oil Producers (OOP), also in Ondangwa, are the two commercial KMS oil processors currently operating in Namibia.  
Industry:
All the components of an “Industry” are in place: farmers who are producers of KMS, local oil processors, a local and an international market, and supportive stakeholders – public and private. 
Presently, the main producers of KMS are in the NCRs: Eudafano Women’s Associations and particularly Omuntele, the King Nehale Conservancy in Omuthiya, and other organised producer groups.  The number of farmers marketing KMS has been around a maximum of 1’000.  There is now more interest in KMS marketing from Regional Farmers’ Co-operatives (RFCs) in the NCRs, as well as from Caprivi Conservancies (CEDP project).  

The local market for KMS oil remains small in Namibia.  However, the overseas demand has not been fulfilled in recent years.  This international market is typically a high-value niche market (HVNM) with relatively small volumes but higher prices than conventional agricultural commodity markets (for example: maize, cotton, cooking oil).  The current demand for KMS oil is 10 tonnes this year, but it could soon increase to over 30 tonnes per year if the supply could be sufficient.  
Watermelon seed oil is also produced in other parts of the world, in West Africa as a food-oil (Nigeria ...) and in South East Asia (Pakistan, India, China ...) from where it is available for export in larger quantities at a much cheaper price than from here. 
Fig. 1
The present supply chain of KMS and KMS oil from Namibia
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The present configuration of supply chain of KMS and KMS oil from Namibia was summarised in a flow chart (see Figure 1 above) and explained. 
Question/answers and discussion from the presentation:

* In the NCRs, farmers are growing different varieties of watermelons which give different types of seeds (generically called Eenanga in Oshikwanyama or Oontanga in Oshindonga):

· The typical KMS used for making oil and also cooked as a roasted flour (Eenanga domukokotwa or Oontanga dhomukokotwa)
· The Eeshu seeds eaten roasted and also used for making oil (Eenanga dolumbada or Oontanga dheeshu)

· The seeds from the sweet watermelons, often kept for replanting but sometimes used for oil (Eenanga damanuwa or Oontanga dhomanuwa)
· The seeds from the cooking melons, kept for replanting and sometimes used for oil (Eenanga domaliwa or Oontanga dhomaliwa)

In Caprivi, the small Kalahari melons are called Tunyangombe and there are other varieties cultivated.  All have specific names in local languages, which are many in the Caprivi Region. 

In Kavango, where the generic local name is Matanga, Kalahari melons growing in Mahangu fields are weeded. 
* Are there any other KMS oil processors in Southern Africa?
Not at present but there could be at least one in Zambia and one in Northern Botswana (not forgetting South Africa) if and when the supply chains of KMS develop successfully there.  If the production of KMS reaches sufficient volumes in Caprivi, local processing would make economic sense instead of transporting bulky seeds over long distances to another region.  

Presentation No 2:
REPUTATION OF KMS OIL PRODUCTS
S. Carr explained that the reputation of the Namibian KMS oil results from its successful exposure in high-value niche markets as a cosmetic ingredient.  Maintaining and improving this reputation is aimed at responding to consumer demand in these markets and is of crucial concern for Namibian producers of KMS oil.  
The essential elements of this reputation are:

· Quality of the oil:
recognised not only traditionally but by the international cosmetic industry for its excellent emollient properties for skin care, that is its softening and healing qualities (as well as its nutritional properties) due to its richness in linoleic and oleic fatty acids.
· Cold-pressed, pure, natural, virgin oil:
The process of extraction of the oil from the seeds results in desirable qualities: cold-pressed (extraction temperature remains low, which does not make the oil smelly), pure (no addition of other elements during processing), natural and virgin (produced straight from the seeds without treatment of the seeds or chemical extraction of the oil). 
· An indigenous natural product (INP):
This is an important marketing point for a high value niche market (HVNM) product such as KMS oil.
- History of use: the resource and the oil have a long history of use by communities in Namibia, with associated traditional knowledge. 

- A local product: KMS oil is produced from an indigenous natural resource, which biodiversity has been managed over many generations. 
· Development conducive:
An important aspect with appeal to more aware and discerning consumers of HVNM products.
- Income generation, processing / local value-adding: the production of the oil at community level provides an opportunity for income generation for rural people based on a traditional product, while allowing for increased local processing and value-adding, steps that are desirable for increasing returns to producers when promoting and expanding production and marketing of indigenous natural products.  

- Environmentally friendly, biodiversity conservation: Informed consumers are aware of the impacts of the production of products on the environment resource and place a premium on sustainability and biodiversity conservation.  KMS is seen as a low impact crop, contributing to a diversified production system that is essentially environmentally sound and non-destructive. 

- Low inputs (virtually organic): a very important marketing aspect is the organic method of production (free of pesticide and inorganic fertiliser).  HVNMs place a premium on organic production and it is a preferred choice for consumers of products.  Such attributes can be translated into an improved value for the product through organic certification.

· Community traded:
As consumers become more educated their awareness of the dynamics of international trade relations is heightened.  Many share a concern that they should be supporting trade that is ethical, fair and non-exploitive and will pay extra if this is true for a product. 

- Fair Trade, minimum producer price: Through the Community Trade programme of The Body Shop International and the membership of PhytoTrade Africa, the Namibian KMS oil industry has a trade arrangement emphasising fair trade and affording the producers a better price for their product than would be the case without this status. 

- Gender sensitive: Historically and traditionally, KMS and KMS oil production was the domain of women and today this is still reflected by the proportionally high number of women active in the industry.  This reflects a gender sensitivity that appeals to the consumer of such community produced resources included in the final products.

- Financially transparent: The nature of organisation of the industry at community level with a large number of stakeholders and a trade agreement based on fair trade credentials lends itself to a more transparent income value chain.

· Quality assured:
quality is crucial to an enhanced reputation.  The oil is already recognised in the market as being of a high quality and this can be promoted and maintained by an organised production chain. 


- Traceability: this refers to the links along the production chain, from the individual household to the initial processor and on to the manufacturer.  It allows for the regulation of quality to batch level of the individual producers, thus allowing for the monitoring of the supply chain to support claims made with regard to community-based production, organic production methods and other requirements of HVNMs. 

- Quality management and control, safety: quality needs to be managed and product safety is always a main concern of manufacturers.  By having producers organised in a supply chain and clear production criteria pertaining to quality and safety, producers and processors are able to control and monitor quality aspects of their product and provide the manufacturers with comfort in this regard, thus promoting the products reputation.  The long traditional use associated with the resource, although not in itself sufficient, does allude to the safety of the product, as well as the market appeal, again serving to enhance its reputation for quality. 

- Certification possible: organised producers exercising quality control and management through a system based on traceability makes it more likely that the supply chain could obtain certification status, thereby further enhancing the reputation of the product with potential price improvement spin-offs.
· Strong commercial partnership:
Reliable, long-term relationship with TBSI, PTA: the inherent quality of the oil and its status as a community fair trade product encourages manufacturers operating in HVNMs and sensitive to the producers in this supply chain to collaborate with producers beyond a typical supply-demand relationship.  Such companies are more likely to commit to a longer relationship in which some flexibility is exercised, especially if this leads to better organisation by the producers.  It is in the interests of a company such as TBSI to commit to a long-term, reliable, supportive relationship as this will also enhance their reputation as a “fair” company in its dealings with rural community-based producers, which in term promotes their image in the eyes of the consumer.  Nonetheless, such a relationship must also bear fruit of the company, as in the end this is also a commercial arrangement and the onus lies with the producers to respond positively to the arrangement in terms of supply and quality.
Presentation No 3:
KMS AS A NEW “CASH CROP” FOR COMMUNAL FARMERS
M. Mallet raised two questions to the participants:
1. Is KMS a production opportunity in competition with other crops?

2. Is KMS an opportunity to diversify agricultural produce marketing?

He further raised the following issues which may need to be addressed:

· What are farmers’ constraints to expand KMS productions?
· What support to farmers would be needed to improve production, post-harvest, marketing, etc.?
Discussion from the presentation:

The participants made the following points, summarised below:

· Competition with animals:
Melons left in cultivated field are grazed by livestock and melons harvested are fed to animals, such as pigs.
· Food security:
It has been for a long time a traditional practice to keep melon seeds for times of food shortage in case of crop failure (e.g. 1946).  KMS stores better and longer than other crops. 
· Market information: 
Producers do not generally know about the marketing opportunity, where to sell KMS nor the price offered to farmers. 
· KM not a priority crop:
Farmers always harvest KM as the last crop after mahangu, sorghum, cow peas, beans, groundnuts etc. 
· In Caprivi, KM is generally not harvested and there is not trade in melon seeds.  The CEDP project piloted harvesting and seed extraction in 2007.  Seeds were then provided to Conservancy members for planting in fenced plots for the 2007/08 season.

· In Kavango, it seems that the traditional knowledge (TK) for seed extraction is no longer used; since there is no modern technology available and no agricultural extension for KMS production, farmers do not make use of KM.  
· Traditional seed extraction method:
Producers in Onesi asked if any machine existed to extract the seeds from fresh fruits.  Some participants responded that rural women know perfectly well how to produce quality seeds the traditional way and mechanising may force price down for the few who may have access to a machine, if it existed. 
· Are planting seeds available?
Participants’ response was that it was not a constraint to farmers, at least in the NCRs.  
· Mahangu and KMS marketing scheme:
NAB is sponsoring a NNFU project in Northern Namibia for scaling up mahangu grain and KMS marketing by Regional Farmers’ Organisations.  
· KM monocropping:

Farmers generally intercrop KM with mahangu and other crops, they know well how to select the right seeds to plant and grow the different types of melons.  However, the question was raised about growing KM as a crop on its own.  Tate Shali of KNC explained his experience of planting KMS in a plot without other crops.  From his trials, he thinks the best way is to grow KM at the same low density as if it was intercropped with mahangu, because the KM plants will cover the field widely and the fruit production will be sufficient.  The need for agricultural extension on improving KM production was raised. 
The general conclusion from the discussion was that it is worthwhile encouraging KMS production as an opportunity for farmers to earn an additional income.  
GROUP WORK SESSION
Four working groups were assigned different topics to work on, including a group to define a specific strategy for Caprivi and Kavango.  The results were presented in plenary session later the afternoon.

Group 1:
Promoting KMS as a crop diversification opportunity and information to farmers


Improving on-farm production/cultivation of KMS
	What
	How
	When
	Who

	1. Info dissemination:
	
	
	

	Types of information to be included in the information package for dissemination:

. type of seeds/cultivars to be planted
. land use: type of land & intercropping with mahangu
. safe-keeping & storage of seeds

. seed quality for marketing (age, damage...)
. pricing (how price is determined)

. seed extraction method
. where to sell seeds

. benefits of KMS industry

. harvesting, responsible management, over-utilisation

. organic marketing, use of pesticides & fertilisers

. networking – farmers to work with, where do the seeds go after sold, supply chain, different stakeholders

. pest & disease & treatments
	. radio programmes
. pamphlets

. farmers meetings

. trade fair

. agricultural shows (regional & mini-shows)

. Agri-Views (MAWF publication)
. church

. one-on-one meetings

. conservancy meetings
	. to be done before next harvest (Jul./ Aug.) & growing season
. information package ready by May/Jun. 08
	. Coordinated by one of RF, CRIAA, NNFU, RDCs in consultation with other stakeholders
. DEES, RFCs, NNFU, RF

. church leaders

. DEES

. Conservancy committees

	2. Training
	. Training of trainers (workshop) in cultivation, harvesting, melon storage requirements
. Organic growing & certification
	Asap
Before next growing season
	Experience growers & CRIAA
MAWF-DEES, RF, NNFU


Group 2:
Scaling-up the marketing of KMS
The group defined the steps to be taken to implement an annual marketing programme for KMS on similar lines as mahangu grain.

Scaling-up:

* Information on new cash crop opportunity through:

- Meetings with farmers
- Media

- Farmers, Conservancies and Community organisations

- Grain marketing promoters

- Extension services (DEES)
- Private sector

- Processors
* When? 
Before harvesting (April-May)
* What information? 

- Number of farmers to market KMS and quality requirements
- Quantities (tonnes)

- Number of collection centres

- Price information

- How to form marketing committees at collection centres

* Information dissemination by:

- Farmers’ organisations, CBOs, Conservancies

- DEES

- Buyers, mass media, churches, schools

* Marketing organisation:

- Collection date/intake/transport

- Weighing, recording

- Payments and commission charges by local centres
* Evaluation meeting:

- Local collection centre committees, RFOs, NNFU, CBOs, Conservancies

* Identification of needs:

- Training

- Transport

- Equipment, e.g. scales

- Stationery

- Establishment of new centres

- Strategic marketing

- Price negotiation for next season between FOs and buyers

- Funding

- Survey.
Group 3:
Improving and controlling quality of KMS, managing reputation
1) What makes good quality?
- No chemical fertilisers and pesticides

- Ripe fruits

- Well stored fruits

- Well cleaned seeds

- Well dried seeds

- Fresh seeds (not old)

- Traceability to the farmers.
2) How do we give the information?

- Train people down to farmer level

- Through workshop

- Through radio

- Through leaflets.
3) By whom?

Factory  (  Co-operative  (  Associations  (  Members  ( Farmers

4) When do we give information?
- To the farmers who are planning to produce KMS

- To the farmers who are producing KMS

- As soon as possible and continuously

5) Managing reputation:

- No chemical fertilisers and pesticides: means environmentally friendly and healthier

- Ripe, well cleaned and well stored: means higher quality

- Traceability: means individual reputation from the farmers and reputation of the community

Group 4:
Strategy for Caprivi and Kavango to promote KMS
The four strategic steps to implement this year will be:

1. Identify the different cultivars and collect data: May-June, by facilitators
2. Analyse oil content: June-July, by CRIAA

3. Information sharing workshop (on production, marketing, quality): before October, by DOF and NNFU with external help? (planting & harvesting, quality, machinery, processing, marketing, transport)

4. Information dissemination: October-December, by facilitators.
DAY 2
SUMMARY OF DAY 1
M. Mallet summarised the results of the first day of the workshop. 
Presentation No 4:
POTENTIAL USE OF GEOGRAPHICAL INDICATION (GI) FOR IMPROVING MARKET ACCESS AND PROTECTION
The presentation by S. Carr is summarised below. 
1. What is intellectual property (IP) and intellectual property rights (IPR)? 

· IP refers to the creations of peoples’ minds, such as inventions, designs, knowledge or processes or unique characteristics resulting from human ingenuity. 

· IPRs are forms of recognition of ownership over these creations, giving the owners exclusive rights to their use, sale and modification.  IPRs are protected in national and international law.  IPRs have been used successfully around the world to add value to products.  Examples of types of IPRs include: trademarks, copyrighted books, patents, registered designs, collective trademarks and geographical indications (GI). 

2. What is a geographical indication (GI)?

· Different to Patents and Trade Marks in that a GI cannot be individually owned or sold. 

· It is a tool to enhance high-value niche markets (HVNM) by protecting the product against cheap imitations and maintaining its value based on its unique qualities linked to a specific geographical area of production, for instance GI protects against free-riders who use traditional product names for their own inferior quality products, undermining the reputation of the legitimate producers and confusing the consumer. 

· GI gives a product an identity in HVNM based on reputation for quality, thereby representing a market advantage.  It is a tool for maintaining the value of the product based on its unique qualities linked to a specific geographical area. 

3. Features of GI – What is needed for a GI?

· They are designed and managed locally by producers within a defined geographical area.
· They require collective action and coordination by producers (farmers and processors) to support the industry in protecting the name of the product/brand and sustaining a consistent quality and reputation.

· Any producer can use the (GI) name, but only if they meet the recognised standards of quality in production set by the producers.  

· They also require supportive national legislation.
BUT

· It is not easy to achieve GI status and it takes time, it cannot be done overnight. 

· It is a process over time, requiring cooperation and coordination between producers (both farmers and processors) to develop a “Code of Practice” as a guideline to the actors in the supply chain. 

4. The question to be answered by the workshop is what does the KMS industry need to do NOW?
· Does it need to protect the name of the product (if so, what name?) in international markets?

· Or does it need to protect its product reputation in and advantages of HVNM against inferior products?

· Although it can be argued that the name of the product is an integral part of the market reputation, it can be submitted that the KMS industry needs to come together to protect its common interests and reputation of its product with a shared strategy.

· This can be in the development of a “Code of Practice” to guide producers towards the required standards of quality.

· In order to do this, some form of industry “organisation” is required, after which a “Code of Practice” can be developed to regulate and guide all Namibian producers in the management of the reputation.

· At this point, the industry can then seek support from Government in terms of managing and reinforcing our advantage in terms of market and supply. 

In conclusion, GI is a possible option for benefit, but only because the industry comes together with a common purpose to protect itself and has the credibility to do this.
Question/answers and discussion from the presentation:

* What adds value to the product, the GI or the reputation?

GI is a tool to protect access to HVNM for a product which has a good reputation.  The two go together.  In a way, it is branding the quality and origin of the product for marketing.  The Brand Identity Manual for community conservation namibia® was distributed as an interesting example of a brand and briefly explained, noting that the brand is not a seal of quality for the products derived from the CBNRM movement.  
* What name to use for marketing? 

It was recognised that there are many local names for melons and melon seeds, and there are no problems in continuing using them for the trade within Namibia.  However, these names would not necessarily appeal to or be recognised in international markets.  The name “Kalahari Melon Seed” was debated.  It was noted that at least it reflects the broad geographical origin of the resource, which is generally known internationally.  But “Kalahari” is a geographical area shared with neighbouring countries and not specifically Namibian.  “Namibian Kalahari Melon Seed oil” could be an alternative.  However, the discussions around the naming the product should be looked at in more details at a later opportunity.  Expert advice and guidance may be obtained from Project DURAS.  One complicated element is that there is no legal framework in Namibia (nor in South Africa) for registering a GI as such.  One way around this constraint is to use what is called a “Collective Trade Mark”, but there are restrictions in the use of too general names.  At this stage, the workshop organisers are looking for the understanding of Stakeholders and their views about pursuing the GI issue.
The workshop participants understood the difficulties and time needed to progress on the GI option and resolved that it was worthwhile pursuing the GI route with the support of Government.  In particular, stakeholders agreed that the formation of a KMS industry forum with a common purpose and the development of a “Code of Practice” to guide the industry towards the required quality and reputation were both desirable and necessary.
Presentation No 5:
NEED FOR AND ROLES OF AN INDUSTRY REPRESENTATIVE BODY
M. Mallet highlighted the following issues, which were debated:
· Who should be part of this body representing the KMS industry?

· What form should it take?

· A forum of stakeholders?
· An association of members of the industry?

· An elected committee?

· An interim committee until...?
· What form should it take?

· What would be the common purpose of this body?
· What would be its roles?

· What would be its immediate tasks?
The workshop participants agreed that an industry body was desirable.
Before looking at the composition and the organisational form of this body, the participants preferred discussing its roles and responsibilities.  
These would include:

· Inform and promote, including community mobilisation

· Define quality and manage reputation

· Secure government support (MTI, MAWF, MET ...)

· Represent the industry in relevant fora
· Define development strategy and mobilise stakeholders

· Look further into GI issues, naming of KMS, branding

· Ensure there are good markets for KMS and products

· Ensure market information is available (including prices and exports)

· Facilitate price negotiations between sellers and buyers. 

The participants also agreed that the industry body should comprise representatives from producers and processors, as well as other public and private stakeholders.  However, two issues remained unresolved:

· Would the “other stakeholders” (governmental and non-governmental) be full members of the body or be advisers to the body
· How producers should be represented on a regional basis 

The workshop resolved to leave time to stakeholders to think about these issues and consult with their organisations.  The questions around the KMS industry representative body should then be revisited at the next meeting/workshop, which should take place within 2 to 3 months from now. 

CONCLUSIONS AND CLOSURE OF WORKSHOP
S. Carr concluded and closed the workshop. 
As the first KMS industry stakeholder meeting it was positive to have a good attendance with most invited stakeholders being present.  This was important to ensure that the meeting’s recommendations have credibility and the endorsement of the majority of the industry stakeholders. 

The level of interest and interaction by participants was of a high standard, with clarity and explanation on issues being sought through questions and active participation. 

The agenda was systematically worked through, resulting in inputs into many of the pertinent questions and challenges facing producers at this stage, on supply, quality and institutional organisation.

Stakeholders are now in a better position to understand their industry and what they need to aim for in order to maintain their product’s quality and positive reputation, their position in the market and the tools that can be used to do this including GIs.

Agreement of a common way forward was achieved, strengthening the focus of the stakeholders and allowing for follow-up activities to build upon the achievements of this workshop.

S. Carr thanked the participants for their effort to attend the workshop under trying times (floods) and wished them a safe journey home. 
ANNEX-1

INDIGENOUS PLANT TASK TEAM (IPTT)

KALAHARI MELON SEED (KMS) OIL DEVELOPMENT PROJECT

WORKSHOP No 1: DRAFT PROGRAMME

Industry Stakeholders’ Meeting & Consultation on Geographical Indication (DURAS Project)

ELCIN Ongwediva, 26 - 27 March 2008

DAY 1: Wednesday 26 March
	8:00 - 9:00
	Registration
	CRIAA SA-DC

	9:00 - 9:15
	Opening: welcome and prayer
Introduction to the workshop: objectives and programme
	S. Carr

	9:15 - 9:30
	Introduction of participants
	All

	9:30 - 10:00
	The emerging Kalahari melon seed oil industry in Namibia:
- Background and situation analysis, market prospects, stakeholders
	M. Mallet

	10:00 - 10:30
	Reputation of KMS oil products:
- Quality of the products (KMS and KMS oil)
- Supply chain features (community trade, fair trade, traceability ...)
	S. Carr

	10:30 - 11:00
	Tea break
	

	10:00 - 10:30
	KMS as a new “ cash crop” for communal farmers:
- A production opportunity in competition with other crops?
- An opportunity to diversify agricultural produce marketing?
	M. Mallet

	11:30 - 12:30
	KMS industry development challenges:
- Constraints and opportunities
- Actions need: priorities and programmes
	M. Mallet

	12:30 - 13:00
	Preparation of group work on way forward
	

	13:00 - 14:00
	Lunch
	

	
	Working groups (draft list of topics):
a) Promoting KMS as a crop diversification opportunity

b) Improving on-farm production of KMS

c) Scaling-up marketing of KMS

d) Improving and controlling quality of KMS
	

	15:30 - 15:45
	Tea break
	

	15:45 - 17:00
	Presentation of group work and discussion
	


DAY 2: Thursday 27 March
	8:00 - 10:30
	Potential use of GI for improving market access and protection
- Presentation, discussion and recommendations
	S. Carr

	10:30 - 11:00
	Tea break
	

	11:00 - 13:00
	Need for and roles of an industry representative body:

- Presentation, discussion and recommendations
	M. Mallet

	13:00 - 14:00
	Lunch
	

	14:00 - 15:00
	Summary of the way forward
	M. Mallet

	15:00 - 15:30
	Conclusion and recommendations, closing of workshop
	S. Carr

	15:30 - 16:00
	Tea break
Workshop administration: transport allowance payment
	F. Shigwedha & P. Phillipus


ANNEX-2
	IPTT Kalahari Melon Seed (KMS) Development Project - WORKSHOP No 1 (DURAS) 26-27 March 2008 ELCIN Ongwediva: PARTICIPANTS LIST

	No
	Organisation
	Place
	Invitee name
	Cell./Tel.
	Fax
	Email

	1
	Eudafano Factory
	Ondangwa
	Sylvia Uugwanga
	081 278 8475; 065-240068
	065-240320
	ewc@iway.na

	2
	Oontanga Oil Producers
	Ondangwa
	Victoria Nehale
	081 321 9199
	[061-272247]
	victorianehale@yahoo.co.uk

	3
	Lyeendongula Assoc. / EWC Board
	Ongha
	Myriam Kautwima
	081 296 9768
	065-240320
	 

	4
	Okahulo Assoc. (EWC)
	Onesi
	Jesaya Kamati
	081 232 2541
	
	 

	5
	King Nehale Conservancy (KNC)
	Omuthiya
	Immanuel Johannes Shali
	081 313 6561
	[065-285315 c/o NDT Okashana]
	 

	6
	King Nehale Conservancy (KNC)
	Omuthiya
	Venasiu Fabiana
	081 366 2919
	"
	 

	7
	Rossing Foundation
	Ondangwa
	Jonas Kapanga
	081 235 8064;  065-240686
	065-240508
	tnambambi@schoolnet.na

	8
	Onankali Community Trust
	Onankali
	Immanuel Amukwaya
	081 284 1807
	065-286304
	 

	9
	Okashana Centre / NDT
	Okashana
	Anna-Liisa Iiyambo
	081 281 8870; 065-285312
	065-285315
	ndtokashana@iway.na

	10
	Omusati Regional Farmers' Co-op
	Onheleiwa
	H. Haafeni Hasheela
	081 214 8442; 065-253648
	c/o NNFU
	 

	11
	Uukumwe RFC (Oshikoto)
	Omuthiya
	Selma Nakaziko
	081 257 7515
	c/o NNFU
	 

	12
	Uukumwe RFC (Oshikoto)
	Omuthiya
	Eddy Kapembe (27/03)
	081 297 0930
	c/o NNFU
	 

	13
	Mandume RFC (Oghangwena)
	Omauni
	Ruben Shilongo
	081 127 7156
	c/o NNFU
	 

	14
	NNFU (Programme Co-ordinator)
	Oshakati
	Etuhole Ingo (27/03)
	081 277 0833; 065-222749
	065-222749
	sfei@mweb.com.na

	15
	NNFU (Grain Mktg Promoter)
	Oshakati
	Sofia Johannes
	081 298 6637; 065-222749
	"
	"

	16
	NNFU (Grain Mktg Promoter)
	Oshakati
	Johanna Upindi
	081 258 9621; 065-222749
	"
	"

	17
	Tulipa Twahangana Project (TTP)
	Epembe
	Helena Nahole
	081 206 8763
	c/o E. Weyulu
	{ hamalwa52@yahoo.com

	18
	ERSC Eenhana (DEES)
	Eenhana
	Johanna Amakali
	081 285 7644; 065-263015
	065-263099
	{ oc_lesedi@yahoo.com

	19
	ERSC Ongwediva (RDC)
	Ongwediva
	Florence Msati
	081 274 9382; 065-230282
	065-230281
	komeho@iway.na

	20
	ERSC Rundu (DOF)
	Rundu
	Jonas Mwiikinghi
	081 124 5133; 066-255943
	066-255944
	jmwiikinghi@yahoo.co.uk

	21
	CEDP (Caprivi)
	Kongola
	Richard Sihani
	081 351 5061
	066-253244 (DoF)
	rphillips@wwflife.org

	22
	ERSC Katima (DOF/CFNEN)
	Katima
	Aina Andreas
	081 256 8585; 066-253244
	066-253244
	dedforst@iway.na

	23
	MAWF-DEES (NCD)
	Ongwediva
	Vicky Iipinge
	081 263 0335; 065-233837
	065-230447
	iipingev@mawf.gov.na

	24
	MAWF-DEES (NCD/Oshikoto)
	Onayena
	Hilya Nghipangelwa
	081 273 0867; 065-248850
	065-249368
	 

	25
	MAWF-DEES (Omusati)
	Onesi
	Agnes Akwenye
	081 292 4410; 065-258835
	065-251092
	 

	26
	MTI (Oshana)
	Ongwediva
	Annanias Usiku
	081 339 5369; 065-230663
	065-231449
	usiku@mti.gov.na

	27
	NACSO-CESP
	Ondangwa
	Dylan O'Sullivan
	081 340 4819; 061-302035
	061-302035
	mister.osullivan@gmail.com

	28
	MET
	Ongwediva
	Appolonia Simeon
	081 120 6716; 065-231468
	065-230552
	 

	29
	ICEMA (MET): HVPS
	Windhoek
	Peggy Poncelet
	081 311 8211;  061-2022041
	061-258153
	peg@nbri.org.na

	30
	Namibian Agronomic Board (NAB)
	Oshakati
	Lungameni Lucas
	081 127 2602; 065-220857
	065-222002
	nabmahangu@africaonline.com.na

	31
	MAWF-NBRI / IPTT
	Windhoek
	Steve Carr
	081 257 4318; 061-2022012
	061-258153
	carrs@nbri.org.na

	32
	CRIAA SA-DC
	Windhoek
	Michel Mallet
	081 129 3963; 061-220117
	061-232293
	m.mallet@criaasadc.org

	33
	CRIAA SA-DC
	Windhoek
	Frederika shigwedha
	081 241 4131; 061-220117
	061-232293
	felle@criaasadc.org

	34
	CRIAA SA-DC
	Windhoek
	Padelia Phillipus
	081 1223892; 061-220117
	061-232293
	criaaawhk@iafrica.com.na


ANNEX-3
BRAND IDENTITY MANUAL: community conservation namibia®

(distributed to workshop participants)

ANNEX-4
PROJECT DURAS

INFORMATION FOR NAMIBIAN STAKEHOLDERS IN THE KALAHARI MELON SEED INDUSTRY 

MARCH 2007

1. INTRODUCTION TO THE PROJECT DURAS

The Project DURAS* emerged as a funding stream after the World Summit on Sustainable Development held in South Africa in 2002. An international consortium including Namibian, South African, French and American partners accessed funding from the Project Duras, with the overall objective of creating capacity within the two participating southern African countries to claim and attach Intellectual Property Rights (IPR’s), in the form of Geographical Indications (GI’s), to any product originating in these countries and to investigate whether IPR’s can be used as a tool to add value to local products. 
In Namibia, the partners involved with this project for the government are the Ministry of Agriculture, Water and Forestry, through the National Botanical Research Institute and the Directorate of Planning. The other Namibian partners include CRIAA SA-DC, the Karakul Board and the Indigenous Plants Task Team. 

(* French acronym for Promoting Sustainable Development in Agricultural Research Systems)
2. OVERALL PURPOSE OF THE PROJECT DURAS

The general objective of the Project is to develop case studies to assess the value of a system of Intellectual Property (IP) protection, such as GI’s, for improved livelihoods in rural communities through improving market access. 
Specific objectives:

To develop a list of local knowledge and resources with potential through IP, 
To develop case studies on the interaction between the culture, geography and human activity in development of agricultural products with unique characteristics, To strengthen community capacity so as to assess the role and potential of IPR’s for their resources and development strategies for financial gain, 
To explore the use of GI’s as a marketing and income-generating mechanism for products derived from traditional knowledge, 
To evaluate the current legal and institutional framework of the country. 

Two central questions addressed by this Project are: “how can local communities efficiently qualify and differentiate their production through GI’s, and what is the nature and extent of the required institutional and legal framework to achieve this objective?”

       3.  WHAT IS INTELLECTUAL PROPERTY

Intellectual Property refers to the creations of peoples’ minds, such as inventions, designs, knowledge or processes or unique characteristics resulting from human ingenuity. IPR’s are forms of recognition of ownership over theses creations of the mind, giving the owners exclusive rights to their use, sale and modification. 
Intellectual Property law is one way of protecting the rights of the individual and groups over knowledge, innovation and discoveries. Protections for IP are standardised through the World Trade Organisation’s Agreement on Trade Related Aspects of IP (TRIPS). Namibia and SA are signatories to this international agreement and are obliged to provide protection within their borders.

IPR’s have been used successfully to add value to many products around the world. There are a large number of examples of IP options. These include trademarks, registered designs, copyrighted books, patents, access and benefit sharing agreements, and GI’s (appellation of origin).

       4.  PROCESS OF DETERMINING THE APPROPRIATE IP OPTION

In order to examine IPR’s with the knowledge system(s) of the stakeholders, one must first identify what the knowledge is. The most basic form of knowledge for IPR’s is determined by a knowledge “claim”. A claim is a process or unique characteristic that creates something new or adds value to an existing product. The best place to start in identifying a knowledge claim is at the end with the final product. Stakeholders then go through a process to determine the unique characteristics of the final product, as well as processes and knowledge involved in its production.

Another aspect is to determine who the knowledge holders and stakeholders are and what the resource means to them. Need to determine clearly who owns or knows about the knowledge claim. Disclosure of this knowledge and its origin in the community is important to determine the level of IP protection available to the community. 

There are different categories of interests that the community will have to explore relating to the cultural relevance and goals of the community for making the knowledge claim. These categories are rated to examine whether the IP option is supportive or detrimental to the cultural and goal-related aspects of the claim. Cultural categories would include spiritual importance, necessity for sustainability (vital for community’s survival), economic dependency, traditional secret, medicinal property, historical significance. Goal-orientated categories (what the community would like to use the knowledge claim for) include increase profit, dissemination for public good, avoid exploitation, avoid piracy, privacy, preservation. 

Once the knowledge claim has been defined, it is possible to determine the most suitable IP option for the particular knowledge claim, e.g. GI’s, patents, trademark, trade secret, registered design, copyright, etc.

5.  GEOGRAPHICAL INDICATIONS (GI’s) AS AN IP OPTION AND      MARKETING TOOL

Definition of GI’s 

The World Trade Organisation/TRIPS Agreement defines GI’s as: “Indications which identify a good (product) as originating in a territory of a Member, or a region or locality in that territory, where a given quality, reputation or other characteristic of the good is essentially attributable to its geographical origin”. GI is a tool to protect goods that have qualities, reputations or other characteristics specific to geographical origin. It is related to territory, not private entity. 

Some well known examples of GI’s 

Champagne (Province of France), Bourbon in the USA, Darjeeling tea from the West Bengel Province in India, Colombian coffee, Basmati rice, Tequila, Thai silk, Ceylon tea, Kilim carpets. 
Rooibos tea and Karroo lamb are two products being studied in SA, while SA wine, e.g. “Stellenbosch Wine of Origin” is an example of an established GI in SA. 

Benefits of GI’s
GI’s protect against frauds and imitations, and against the name trade marking by others in EU/USA/Japan, and gives a strategic identity advantage in the market, aiming at premium speciality markets. 

Important features of GI’s
They are locally embedded, i.e. they are designed and managed locally. They also require collective action and co-ordination to support the industry in protecting the name, as well as sustaining quality and reputation of the product.
6.
THE KALAHARI MELON SEED OIL TRADE

KMS oil from Namibia has been used as a cosmetic ingredient since 2000, in a “Community Trade” niche market in Europe. Relatively small volumes have so far been produced in Namibia (a few tonnes per annum) and exported.

The KMS oil for this niche market is not the traditional melon seed oil (omaghadi goontanga), but a “cold-pressed” oil,  currently being processed in Ondangwa at the Eudafano Women’s Co-operative factory and Oontanga Oil Producers’ factory. The export market demand has been developing rapidly and at least 20 tonnes of KMS oil per annum is required now, which Namibian producers have not been able to supply. 20 tonnes of KMS oil is equivalent to at least 150 tonnes of seeds marketed. 

The “Community Trade” aspect of KMS supply by smallholder producers and KMS oil processing, guarantee a “fair” price for the seeds and oil, which in other producing countries in West Africa, India and Pakistan, is not the case.

The Namibian KMS oil export market has been developed by the EWC and CRIAA SA-DC since 2000, with The Body Shop International as the commercial Community Trade partner. More recently, PhytoTrade Africa (the Southern African Natural Products Trade Association, with members in Botswana, Malawi, Mozambique, Namibia, South Africa, Swaziland, Zambia and Zimbabwe, is supporting the development of KMS supply in the SADC Region and the export niche marketing for larger cosmetic use. 
7. SPECIFIC PURPOSE OF THE CURRENT EXERCISE WITH KMS IN  NAMIBIA

Namibia has identified two products to be investigated; Kalahari melon seed (KMS) and karakul sheep pelts (skins). The value-adding tool identified for determining the suitability of the two products is that of Geographical Indication (GI). 

The purpose of the current exercise is to allow farmers and producers to evaluate their agricultural products and the knowledge that goes into the production of these products, to determine whether IPR’s may help promote linkages to markets and increase the value of agricultural goods. 

The exercise aims at improving the understanding amongst farmers and their organisations of the potential of GI’s for improving their market access. 

It forms part of a process involving the dissemination of information to stakeholders in the industry to promote the understanding of the potential of IPR for agricultural goods, so as to allow the stakeholders to determine the appropriateness and desirability of using IPR’s to develop and protect their product in the market. 

The current exercise has two phases: a fieldtrip to inform producers and to document related cultural and traditional activities around the resource and product to identify unique characteristics. This will be followed by a national stakeholders’ workshop to allow the industry to evaluate its need for a GI and whether KMS production would qualify for GI status.  

The characterisation of the case study is now being done. Below are the steps in this process, contributing to determining the use of IPR’s for KMS oil:
Mapping the community/producers to determine who the members/resource owners are in the production of the resource, and what the goals of the members are of the given community. 

Initial exploration of the agricultural resource to determine any traditional use and knowledge, with special attention to the production steps, the unique characteristics associated with these steps, and the unique characteristics of the final agricultural product. 

Matching community goals and values with the characteristics of each knowledge claim to determine synergies and tensions with IPR options.

      8.  SOME AREAS/ISSUES FOR DISCUSSION

Are smallholder producers in Namibia in KMS production? Could it be adopted as a new “cash crop” to diversify agricultural economic opportunity?

Could there be in the NCR’s and in Namibia, an umbrella body, like a “producers association” to promote, manage and defend the industry?

If producers are interested to characterise further KMS oil, there is a need to further document the production of KMS, its quality, cultural significance, traditional use and knowledge.

A national or regional approach? This has implications for market supply and the name Kalahari (the appellation). “Co-operation within SADC is better than competition” 

The appellation of origin refers to the name of the product in the market. The name Kalahari Melon Seed has been used from an early stage by some, in order to differentiate and protect the Namibian (and southern African) product in the international market. This is not necessarily the name used at the producing level in the different regions of Namibia. Using the word “Kalahari” has connotations beyond the producing regions of Namibia, as the Kalahari covers a huge area of southern Africa, containing many other centres of wild melon seed production. Given the larger geographical spread represented by the word “Kalahari”, the use of such a name implies a regional approach to the resource. 
      8.  CONTACT INFORMATION

Please contact CRIAA SA-DC, P.O. Box 23778, Windhoek, for further clarity and/or information. Contact persons are Michel Mallet and Steve Carr.

CRIAA SA-DC

Tel: 061- 220 117

Fax: 061- 232 293

E-mail: criaawhk@iafrica.com.na
NBRI

Tel: 061-202 2011

Fax: 061-258 153

E-mail: carrs@iway.na
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�  “Promoting Indigenous Plants in Namibia: Kalahari Melon Seed Development Proposal” prepared for IPTT by M. Mallet, CRIAA SA-DC, Windhoek, June 2007.


�  PhytoTrade Africa is a regional trade association supporting the development of markets and fair trade supply chains for product based on indigenous plants of Southern Africa; it has over 50 members in Botswana, Malawi, Mozambique, Namibia, South Africa, Swaziland, Zambia and Zimbabwe; the current Namibian membership includes CRIAA SA-DC, Ecoso Dynamics, EWC, IPTT and IRDNC.


� DURAS is the French acronym for Promoting Sustainable Development in Agricultural Research Systems. 






