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The Energy of Ideas

Why N. America?

# $500 hilbion market
= Ethniosily heterogeneous
# PIogressive SoRSWnes
= Logsticaily acoessible
Good growth mates n Egypan products

& {omrnon Iaw - anspacend
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The Energy of Ideas




Abt Associates Inc

US Retail Food Muarket

= Quality
» Prumducts
- Company
- Personne}
® Gond Service
= Sales Presentation
® New Product Launches

& Spacial Incentives

You'll Need to Know......

= Full range of market requirements
= Product characteristios

= Consumer trends and profercnces
» Pockaging & Labeling

# Pricing & Promotios

s Quality stamdards

» Applicable US Regulations

Once You Understand Market
Requirements, You'll Need....

w Well-conceived business/marksting plan

s Clear objectives and stategies

s Long-torm commitment to human &
financial resources noossyary o
implement the plan

» Maintain Sexibility 10 make marketng
changes, inchuding product modifications
OF INPrOVEInTBLS

¢posting o the USA
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Faifure e

Ve obtan gualified axpont
counseling and {o devel
masier indgrmngtional »

= L Commitment by 1op mans
| overcome the inflial diffivg
fingncigl reguiremenis of &

Lare in selechng
ot disinbubors




Abt Associates Inc

Chasing orders

from around the world instead of
establishing a basis for profitable
operations and prdedy growth

Neglecting

..export arders when domaestic business
hooms

Failure

Ao treat intemsational distributors on
an equst basis with domestic
covrterpans

posting (¢ the LISA

X




ar cultural prefersnces o
countries

Failure

-t prind senvices, sales
messeEges in leoally undgrals
ianguages

Failure

o consider use of an aup
mENAGETET COTPany of U
marketing intermadiary
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Failure

.10 consider ficensing or jomt-venhyre
agreemenis

Can You Comply?

| A Shared Responsibility

The safely and wholesomeness of US
food products are safeguarded firg
through strict regulations, bud also
through pre-roarket clearances,
mandatory production praclices
inspectons, and random, routine
preduct sampling. Al imponed food
praducts are required to meet the same
standards as domestic goods.

Fxporung to the UBA

<
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.

US Customs Servl

hitpifvnew casioms guy

arynent of

an ageney of the U5 D
Treasury responsitie for the
agsessment and colection of impord
duties and ftexes and fx sortrel of
carmiers, persons, and ark dering
ur departing the Undled Siles in
addifion o more than 4040 lows of other
agencies governing inlermnth fraffin
and trada.

ERPA
RS rai SRS B0

ERA w the reguistory  8g
pesticides.  Through  #s Ofoe of
Pesticide  Programs (OGP EPA

determines the safely of naw pasticids
products, sets  iolerancs i
pesticide residuss in foods, wi
then enforces, and pubdishes dirpotions
for ihe sale use of pesticidey

sggs (UBDA} and
slooholin Deverages

1333

Feporting 10 the USA

¥ FIIA )

hitndhavan fda oy '
HOFDA is the sclentific rem mgengy | TTmm——
i responsible  for e of  all |
[ cosmetios, drugs, biolegies, madics) | 1 e
o devices, mipctronis produsts fhat embt
| radiation, as wed as af foo
| except meal, poullry, frozen ar

. v et s
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FDA
hitpifwrew Ida.goy

i Laws require that 5
wFood products are safe, cean & |
wholesoms i
» Faod labeling is honest & informative
Enforced through: ,
= Periodic, unannounced inspections of
faciiities and products ’
i. = Analysis of samples

USDA

it Awwwe ugda gov

USDA’'s regulatory activities ase carried |
aut by the Animal and Plant Health |
Inspection Sendce {(APHIS), the Food |
Safety Inspection Senvice (FSIS), Graln |
inspection Packers and Stockyards |
Administration (GIPSA), Federal Grain |
inspection Service (FGIS), and the |
Agriculfural Marketing Service (BB}

Other Useful Websites

xporting 1o the USA
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Other Useful Web
Federal Regster
www.access\azmkﬁm«!
CD?D:::}( Aésmemmism
wey fao srg dvaicentfaoinfo/nuniic/oo
i dexicodes bim
H

Other Useful Websiles

FOA Center for Food Safely q{uj m»;:z’sa“»j

Putrition ~ provides national foe

programs, information, reports,

procedures and import guidancs

httpcdfvm.clsan fda.qovilisthl
FOA Import information

wearw da goviora/impontiors imood

program.himi

Cther Useful Weabstes

| Foa import Detantion Reporis

{OASISY www lda govioradidsnrs
erags. hival

FDA Pesticide Anaivtical Mamial {on-ding)
Wio v cfonn Mda gov-Fiipamid dm

corting 1o the USA
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Other Useful Websiles

gricultural Marketing Senvice
(AMSHISDA)

wyew usda. govlamsiitiepag im
USDAFAS Foreign Ag Service
v fas usd.goviexporter hin

LUSDA Pesticide Data Program info
woowr usds. goviamsindex hm

Other Useful Websites

USDA Fruit & Vegetables Division
wnw. osds o AMS ultveqg bim

Food Safety and Inspection Service
{FOISAISDA) i
wovws usda goviagencyffeis/homepage bim |

Other Useful Websites

USHTS Tardf Codes

woeres intedepages com & olick on
Harmonized Codes, then Intermnst :
Resources to APEC for istings & Tariffs |
Orthodax Union
| _veww.onorgtkosher
Organic Trade Association

VWYY Dia.com




ates Ing

Good Opportunities

Herbs & Spices

’...
3
i

Hesbe  are  used  for  imas ang |
supplements {ground o axiracis),
added Yo processed foods B both |
favour ang peresived and proven health |
henefits, Spices gre aise used in leas |
but are mostly a flavow 2
(1} retail 1o consumers, (3 HRI Sales, |
and {3) food manufachying companies,

e

Herbs & Epices

Spices add favours whith oo
are inoreasingly interasted in g
EOMe SARes Convey repulsd b
benefits (garlic s 2 pHme SHEmE
The world market for herbal o
has grown 8 persent over e
years, acooiding 1o market 1
Eurnmoniter, after siower gt
previGus years.

Exporting to the




Herbs & Spices

Europa was the largest market in 1589,
taking 38 percent of tha lotal, or
L1536 66 billion. The US came in
second with purchases of USS4.07
billion, while Asia outside of Japan tock
third with USS3.2 billien. The three fop
seling herbs worldwide are, in arder,
ginkge biloba, ginseng and garlic.

Herbs & Spices {Generally}
World Situation

o ITC/UNCTADNITG repont Global Spice
KMarkets, IMPORTS - 37.88mmm in "84
to $2.34maun in ‘98 - up 48%

» USA world's leading importer of spices,
fram $334mm in ‘94 to $608.8mm in V0 |

Herbs & Spices {Generally}
USA Market

i = Value increased 4.1% in OY 2000 to
[ $B0%mm :
= Volume increased 5.1% o 301 823 M7

CHFS 7683 3603943 A% T
MY B/ATE IB1,B23 18.3%

. . . - 1 ¥ YL X
peThng 1o e USA
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Herbs & Spices {Gonerally}

LSS Market

; & Major Suppliers
© sindonesia $133 b
sindiz 388.7mum
sBrazil $40.3mm
) sifexicn $32.8mm
§ ehiadagascar $38.8mw
s=lanada $30.2mm
Herbs & Spices {Ganwrally}
B LIgA Market

7
H
P

= fAajor Suppiiers
sChina $23.%mm
siiaiaysia $33.8mm
sBuatamaia $20mm
sVistnam $18.8mm
e Turkey $18.8mun
aSpain $17.7nwn

Herbs & Spices {Generally)
LIBA Market

2 ASTA reports USA spice sonsumption
regched aimost 1 billion pourngds (454 5
miifion Kiograms)

® For capita consurmgtion roue from |2kg

o 1.8 kg i 10 years
» Egypt major supplier of basl & fennel o
USA

Exporting 1o the LISA
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4.8, Imports of BasH, From the World
QY 2000

1%

5704 S0
G527 $1AR 134% 8233

825 $100.3 25% 2

L us. imports of Fennel, From the World
{ CY 2000

» USA imported 3,249,340 kg in TY 2000

! w.Jan -~ Nov 2001, USA imported
3,831,144 kg - an increase of 20.6%

ﬁz USA Fennel imports Growing for %
P Egypt i
£Y 2000

i Egypt
| hedia

1§ ’Tur‘ke)

e samenemnananicstsamn oo

SAURIPY

ing 1o the UUSA




| UB, imports of Fanngd, From the Workd
Y 2000 {USHTS (DR800

Egypt 3,248 1.
indie 847 PRFT %
Turkey 314 $282

Egypt Invreases Euports During

oY 3008

o LSA Market
1 s Parstey, Dried, NESTS 27.4% |
i & Fennel, Marioram, ot g 15.45%

| = Speds of Anise £3.5%
& Seeds of Cumin 2.8589%

& Seeds of Caraway 28.0%
o 338 1145

w Wint Leaves, Crde 22.0%

[ Egypt increases Exporbs During
! oY 20884
= LISA Markel

w Plants & Parts (Herbal Toesd  37.5%

bars

ongan

g See Vol b pp. 38 & 34 for
interasted iy Egypd & Yol d
i delals

] = Basil, Fresh or Dried 54% |
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import Tariffs for Herbs &
Spices

» Basi} - Free

» Fernel, marjoram, parsley, savery,
tarragon, NESO! {Free to 1.5%)

» Dill - Free

* Spices, NEBCY - 1.9%

» Plants/Parts of Plants {Med) - Fres

Eqypt Market Share

i1 Anise - USA imported 1.5mm kg in 2000

» Twrkey - 58%

» China - 10% but increased 170% Jan -

Koy 2001

» Syria - 13% but decreasad 87 6% Jan -
Nav 2001
» Egypt fails from 26,825kg to 1634kg Jan |
- Nov 2001 it

Egypt Market Share

i Gumin - USAimported 7. 8mm kg in 2080

z » Syrig - 50% but decreased 28 5% Jan -

o Nov 2001

= india - 8,5% but increased 108% Jan -
Moy 20¢1

» {hina ~ 4% but increased 12.5% Jan -

Mow 2001

Egypt falls from 111,127kg 1o 20.000kg

Jan - Nov 2007

FPE SO RIS T I LA}
SPOILUnG 0 the USA
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Egypt Market Share st _

£ - LS A imported 684,858 ky

58 810kg in 200010 54 2
2001

& india gains from 288 521k
320 B8dkeg Jan - Moy 2001

Essential (s

[ 8 Declined 3% bt spward e
1985, $84.6mm markst, B

& Ondon - up 39% to &1 08

# Cassia - up 8.5% 0 $10. Tmm O ,
s Cirus Frufls, NESOL up 1 2% m ;

3$6.7mm N
s import Tarlf (Gensral Halel - Fras

Egvpt Invreases Exporis During

LY 308
L LISA Barksl

1 Esserdial Olis of Cltrus Frult
Esnantial Qs of Cassia

Essentiaf Gils exol. Cirus Frull
& Egyet imporiant suppher of gor

& has polential to export of
oils such 2% jasning

Cw Sme Vol pp 34 & 35 for brpoderns

o mterestad in Egypt & Ve f31
s 1 11 N
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Speciaity Foods

USA Markel
= The rapid growth of the natural products |
industry throughout the 1980s was |
characterized by consumer demand for |

y

a range of products considered natural |
and healthy.  This marke! segment |
includes many products, bul can be |
divided up into  several major |

categories, such s g

Speciaity Foods
UISA Market

o +rganic foads (fresh and grocessed)

= oF grctionst Foods {nutraceulicals)

o «Essential olis for Bayor and fragrance
: sHerbs, spices and bolanicals for feas,

remedies, cosmetics, ang fonds
= «Bupplements far health and nulrition

Specialty Foods
USA Market
» The Natural Foods Merchandiser
estimates that folal sales of 2l natual
produets in 1999 reached $28 billion,
double the sales level of 1987 andis | |
expected to have exceedsd $31.0 bifion | |
in 2000, The market for organic foods |
is estimated to have alained $7.8 biffion |
i 2000, continuing & trend throughowt | |
she 18803s of double dight growth,

ixporting o the USA



R & R S

w High growth produdcts inchy
frazen frults and vegetsb
harbs, and dehydrated | s*wr. s for
;@f@cesseﬁ grganie foods, in
comparison, cemventions oo
grew around 2%,

Ethnic & Kosher Foods
LISA Market

T

s Eihrie jogds vl caphiFe ong oul of |
every seven new food dollars spent in
the dessde  shead.  Mainsheam
consumers, who aﬁmazigs aotaunt o
75% of eihnic food a8 o continue
ty contribute to this sverall growlh as |
they sample more and different types ol
ethnic fnods.

Ethnic & Koshay Foods
USA Markst

2 &g in the case of organd

dn, the

retall and food service sales of slhinic
fouds is aleo projected v greaty
pipace the sale of conventinnal foods,
with forzoasts of 3 80 pe
rate over the next decade |

estimated $50 bitlion 1o 8758 bifion
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Ethnic & Kosher Foods
USA Markst

~ The kosher market inthe U.S. also
continues to grow as kosher ;
certification of food products becomes |
maore appealing to non-Semitic
consumers and mainstream food
companfes continue to seek the
kosher seal of approval for many of
their brands.

Ethnic & Kosher Foods
USA Market

» According to @ Fackaged Facls report,
produced by FIND/SVP Publishing,
there are now more than 41.000 koshee. |
cenified products in the U8 retail food |
mrarket. U.S. refail sales of kosher
products have increased by 37 peroent
from $35 billion in 1987 to an estimated
347 .8 billion in 2000,

|| Findings of the November 2000
Market Reconnaissance Trip

ir aWe contacted 23 companies on the | |
i West Coast :

s Food sales approximate $600mm

Exporting 10 the L

]

&
A
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| Numeric Resulls of Westermn
L S ?aisaw»ijg:z "Emw

intendewed B
Requining HACTR & GMP |
Compliance o
Recaptive To Forming L ;
Potential Allfannes L i
Cusrertly Involved in i
i atiances With Egyplian
Companies T

I Humeric Results of Western
. US. Follow.Up ’?mwé

i ’3%&9{93@6 in Private

Reguesting Organic 5

{ sbeling [

| Products .

| Reguesting No Arals P4 o
Writing Cn Labels
Requesting "AR.E.” tArah O -
Republc of Egyph) :
Designation For Plage of P
Ongin-antabels o et
] Numeric Resulls of Wastern
. LLS. Follow-Up Travel
ety IpOring L1om Lavd e
tai_~ Frodust Raqueehs iEAz
Purcimr of Progust Nedgests fel 37 ~
Spectic ALES Chants: I




' Findings of the November 2000
Market Reconnaissance Trip

i 100% of the companies require HACC
andior GMP compliance befors farming
potential alliances

Opportunity:

= 18 USA cos. interested

Constraint.

i w62 cos, implement GMP

» 14 cos. in ALER database have HACUCF

Private labeling

: » high quality label

| = high quality packaging
- » migh quality printing

» high quaiity color

Schution:
» Show imperters Egyptian capabilitins &
jet importers drive the design

Organic Opportunities

16 vos. sell $73.3mm per annum
Constraint

» i, Accredited ocrganic certibcation
required in accordance with UBA NOP

Solutiom
s Read Vol IV of USA IRA & visil the 4
accrediting agencies in BEgypt




Packaging

a Continually impants on BEgy
exoept some bulk packaging

' Samples ohootd B ativactiondy packeged
L & Pachaging rsat et e govill to

& Lafels must mont B weguomants

T w Lafefe sl st lnposiovs ok

| Plan

i B ¥ou must have &
business plan.
& Define your sirslegy, Smstuble, sosis,

iong-term guals.

= Thiz must have op
appicval and commitment,
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Product

# Do you have a produci{s) that is markel
ready - packaged and ready o seil? :

» is it acceptable 1o the market you intend |

to enter - faste, local habils, sthnic |

scceptance?

Where will your product be purchased,

or where will it be sold?

Package

»is your package feady for ihe |
consumer, retailer, and markelfs) that
you are intending to entar -

- labed,

- 5ize,

- 2C2fogy,

- camenience?

= What will sell in that ;narkel?

: Price

® &re you pricing o sell compared fo
competition?

s Have you priced compatition? :

= Do you know aff gosts, landed in the
sxport market thal you intend to enter? |

» What will sell in the market?

porting 1o the USA



Preparation

4

] Have you amanged for it
inspections, samplng,

= Mave you consldersd a oo
expott aoundry?

& i your product avalfabic?

tnes, and sustoms aleargnes? D T -
| 1 the axpont
market?
e Mave you seiechsd &  dighl of
arranged for distribution?
Preparation o

w How will your product e perosived by |
the customer, the buysr, the retailer, the
disiributor, the broker?

s How wifl they ses” #% # o they
perception be whal vou ended # fo
bhe? MWalue, Demand}

& Vihal will i take 1o mave theo perselve,
znd accept the product?

Exporting 10 the TIBA
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Plucement

~3

» Where will the product & in the slore?
» How many different departiments and |
sections in the stere will accept the |
product? :
= Be sure you are lalking with the !
appropriate buyer, distributor, broker
» Can your product be "led-in” with other | |
products and promotions?

~ Promotion Program

»You most have a well thought wut |
program of promotional aclivity to sell :
your preduct{s) i the infroductory |
periad, in the following weeks and !
muonths, and in year two and year three, |

s The program st appeal to fhe |
distributor, broker, retailer, wholesale |
buyer, store owner, and customar. :

Proof

o

» You must fest markel your produtt, |
package, piogram, perceplion - and |
summarize the resulls.

» The results of your test marketing, and |
the necessary gphanges resulling fom |
your tesl{s} become the proof that the |
product will selt - document your proof |
for the buyer. :

xportng 1o the U
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Performance S

Cgroadh, |
rptgliars,

i @ Compile data on produst 8
i profit doffars and hes\n-
| brokers and disiributor

i e Results How the ;}mrjucﬁ
! becomes the basks for futry

S

f

BEG,

s Tell everyone how they did, and how N

you plan fo help them grow and arofit
P owith you in the fubre. i
5 g 3 \ %
- Persistence
imAre you prepared o gondnualy ceff | T
(i on buyers, distributors, rokers, store

owners, n-store customsns - untl you

make the salg; 1o sl ofiegn & hard e
e Are you preparsd 1o confinug 10
1 follow-un, foliow-un, foliow-up - afer | e
: the first sale? Whatever i iakes, {

Perseverance

s Do you bave the sfaying pawes. .
comynit o the efort?
= Product inveniony
s Financing I

= People
» Qyerooming adversities gnd
disappointmeands

Exporting o the HEA
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»Are  you committing enough of
management and staff fime to the |
export market?
Dec you have the psople to maintain
your ongoing business and this new |
segment of your bosiness?
» Do you have the right peogie, the right |

distributar, the right broker?

Professionalism

» IS your organization professional?
» Peopie
» Product
« Package
« Promotion
s Proof
» Plan
« Print Material

A

- Professionalism

= Ase you and your offering major league?

Do you and youwr offeriog it info the :

envirenmaent that you are entering?

s s your presentation professional and
rehearsed?

“xporting 1o the USA
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The Energy of Ideos
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Excerpt from Findings of a Phase Il Rapid Industry Analysis (IRA) of Trade, Market
Trends and Opportunities in the United States of America, Volume | of IV

He S and Essential Ol

The demand for essential oils, herbs and spices is driven by numerous and varied end-
uses that make it difficuit to simply define markets for all of the different products. For
example, herbs are used for teas and supplements (ground or extracts), or added to
processed foods for both flavor and perceived health benefits. Spices are processed for
(1) retail sale to consumers, (2) food service to hotels, restaurants, and institutions, and
(3) food manufacturing companies, fo add flavor and in some case convey reputed
health benefits (garlic is a prime exampie). Essential oils as food ingredients or flavors
aman:mportantpmductfo:thefoodmdusty while the perfume indusiry relies on
essential oils for toiletries and cosmetics.' The market for natural flavors from essential

oils is growing due to concemns that synthetics pose some heglth risk.

Food processing companies find it advantageous to use essential ois as flavoring and
coloring in their recipes. Essential oils derived from spices store much longer than dried
spices. Oleoresing are the extracted, concentrated and standardized essential os and
non-volatile components of spices. Oleoresins have strong flavor characteristics and are
- usually available in paste or solid form. Ojeoresins comain essential oils and other
components such as fixed oils, pigments and natural antioxidants.

In the fragrance industiry, lower cost synthetics are favored over natural oils—except for
those essential ocils that are either too difficult or too costly to copy synthetically.
However, there is a trend toward natural cosmetics that is driving the demand by
cosmetic companies for essential oils, botanical extracts, herbsandspm and even
products such as olive oil and fruit nectars.

3.1 ' Current World Situation

The world market for herbs, spices and essential is growing, driven by consumer
demand for more flavorful foods, the increase in the development of functional foods and
beverages, and the overall growth in demand for natural products. Herb spices such as
basi and oregano have witnessed strong growth as italian dishes (pizza and sauces)
have become widely popular both in households and restaurants. Chamomile use is
increasing as it is blended with other herbal teas and it is used moare in cosmetics as a
natural ingredient. Essential oils are used in the food industry (including soft drinks) as
flavoring, in the cosmetic industry for fragrances, in the pharmaceutical industry for its
functional properties, and recently for aromatherapy, which is defined as the external
application of essential oils for healing purposes, pleasure and the reduction of siress.

According to the International Trade Centre (ITCYUNCTAD/MWTO in their September
2000 report on Global Spice Markels, IMPORTS, 1994-1998, world trade in spices has
increased from $1.58 billion in 1994 to almost $2.34 billion in 1998, a 48 percent
increase over this 5-year period. According to the ITC report, the U.S. is the worid's

! Essential ols end essences are the volstile fraction of spices and other plant materials captured during
distilation. Distillation is one of the major methods utilized in the indusiry to caplure the flavor and
characteristics of botanicals, and is used to make essential ofls. Distiflation is also the process used for the
concentration of essential oils.

Agriculture-Led Export Businesses (ALEB) 4



import market, increased from almost $129 million in 1984 to $191.3 million in 1998, a
growth of 48.3 percent over this 5-year period. A short section of this ITC report is
included as Table 22 in the Statistical Appendix of our report. The full report is available
for purchase from the ITC.

The total market for flavors and fragrances (F&F) has been expanding at an average
annual rate 5.7% for the last 20 years, based on various company sales estimates and
companyeshmatesofﬂnsmofﬂntotalworﬂmarketﬂhestmmsmm
- $10.4 billion? to $15 billion®. Table 23 in the Statistical Appendix of our report lists the
top 10 world leaders in the flavor and fragrance industry and their company’s sales over
the 1998 through 2000 period. Table 24 in the Statistical Appendix to this report
estlmatesmatnamralprodudsandessenhalodsmpresented157%oflhhtotalmm

in 1987.

ﬂwselargemulﬁnaﬁonalﬁmsmoduoeﬂnmajoﬁtydﬂnh&h-vohmmhr
small producers that specialize in higher value-added, lower volume materials. The
major products of this industi'y are essential oils, oleoresins, synthetic flavors and
fragrances, and flavor and fragrance mixtures.

The primary consumers of these flavor and fragrance materiais are perfurne, cosmetic,
and toiletry compounders. Often these fims are directly affiliated with the producer of the
flavor and fragrance materials, as many major chemical and personal care producis
companies have acquired or developed subsidiaries for the specific purpose of having
"in-house” suppliers. Thedurtbelowuaws howﬂ\ommpalend-tmdmm

ﬁagranoeproductsaredanved

Table 3.1 Flavor and Fragrance Materials: Principal Raw Materials, Producer
Types, Major Products, and Principal Uses )

Principal Raw Producer Types Major Products Principal Uses
Materials
Plants Extracts Flavor Compounder | Essential Oils Perfumnery Products
Synthetic organic Perfumery and Olecresing Cosmetic and Other
Companies Synthetic Flavors
and Fragrances Prepared Foods
and Beverages
Flavor and _
Fragrance
Mixtures

2 According to a June 23, 2000, press release from LAL Consultants of the UK, the total world fragrance and
flavor market was estimated al $10.4 billion.

3 Universal Foods Company estimated the total F&F market at $15 billion in their 1999 annual report.
Agriculture-Led Export Businesses (ALEB) 20




Table 3.3. United States imports of Basil, 1989 and 2000, By Country of Origin

(in Metric Tons and ‘000 US Dollars)

Volume
Country- 1999 ZM Share of Average
of Origin MetricTons  000USD MetricTons ~ Q0O USD Market  $/kg.
Colombia . 26.0 799 13.50 - 517 04% $383
Egypt 2,756.5 3,348.4 2,704.30 3,530.1 81.6%  $1.31
France ~ 00 0.0 - - 21.60 153.2 07% $7.09
Greece 0.0 0.0 13.50 5.1 04% $0.38

israel 48.2 353.2 38.40 376.5 12% $960 .

Mexico 354.3 1,238.0 433.20 14424 13.1% $3.33
Peru - 0.0 0.0 340 130 0.1% $3.82
Taiwan 23 20 3.10 28 0.1% $0.90
Other 53.9 885 82.50 100.3 25% $1.22

Total] 3241.2f  5106.0] 3,313.50]  5,675.1] 100.0%|

Source: U.S. Department of Commevce

Tablosd United States Imporis of Fennel, 1990“2000,810mmd0rlgh

{in Metric Tons and "000 US Dollars)

Share of
Country 1969 2000 U.S imports Average
of Origin Metric Tons 000 USD  Metric Tons 000USD (inVolume)  $/kg.
Albania 20 48 0.0 0.0 0.0
Buigaria 1.0 a7 239 73.2 0.7% $3.08
Egypt 2,261.9 2,460.9 1,9145 2,219.6 S58.9% - $1.16
Germany 14.1 83.7 58.1 178.1 1.8% $3.07
Greece 1.5 25 64.0 574 . 20% $0.90
India - 618 - 683.8 846.5 877.0 26.1% $1.04
Htaly 16.1 443 7.8 268 02% $343
Netheriands 26.2 109.2 0.0 00 - 0.0
Turkey 518.9 457.2 3136 2815 9.7% $0.90
Other 11.0 35.7 210 41.3 06% $1.068

" Total| 3.471.7] 3,8556] 3,249.4) 3,754.9| 100.0%|

Source: U.S. Depariment of Commerce

Egypt is an important suppiier of marjoram, which is used as a flavoring for sauces and
meats and is very similar botanically to oregano. Egypt supplies 10 percent of US
" imports of dill. There are two components of dill: dill seed, and the tops of the plant,
which are referred to as dill weed. The pickle industry is the largest user of dill - primarily

dil-weed oil.

Agricuiture-Led Export Businesses (ALEB)



Table 3.6.  U.S. Imports of Herbal Teas, by Major Countries of Origin, CY 1988 —
2000, Quantity and Value

' | %
Country 1998 1998 1998 | 1999 | 2000 2000 |Change| 2000
CF
Of Origin : CIF CW CF | Vae | %of
MY [000USD] MT [000USD| MT [000 USD]| 2000799 [Total CF

23529 9,816.3 20945 11,2481 23585 12,3454 aT™ 38
464.9 21074 3688 2,404.0 5458 45194 880% 13
154.3 42838 984 1,82486 1082 20486 12.3%
107.5 1,159.1 1251 1,544 4 21868 19239 2468%
732.8 1,387.0 904.8 1,999.6 7646 16216 -189%
2490 19332 311.7 24169 107.3 15554 -356%
2524 21712 1740 1,185.0 169.0 10391 -123%

2965 1,1199 1019 1,4489 99.7 10324 -287%

2579 2731 2130 18784 3807 8721 -53.6%

6296 3,138.9 3668 1,105.0 3225 869.8 -21.3%
386 374.2 523 753.2 319 5213 -30.6%
129.0 581.7 1194 6126 150.3 3742 -3B8.9%
159.7 4347 182.7 406.1 - 1894 - 3564 -12.3%
62.2 144.8 109.8 274.3 135.7 3485 274%
305 258.2 96.6 368.3 64.6 253 -11.™™%
Sublolal 5,717.8 31,6466 53198 294894 56568 20,7544 1.0% 88.

| TOTAL 6,724.5 364076 60208 322008 695436 334971 4.03%

Sources: FASMUSDA; U.S. Bureau of the Census; and USA Trade Oniine. Includes USHTS

categories: 1211904020 Mint Leaves Fresh/Dried As Herbal Teas & Herbal Infusions;

1211908080 Plants & Parts Excluding Mint Leaves Used As Herbal Teas; 2106909987 Herbal

Teas/Infusions of Mixed Herbs, Nesoi

U.S. imports of essential oils fell 2.9 percent in CY 2000 to $308.9 million CIF value,
while tonnage declined 5.1 percent to 36,563 MT. Over the past six years, U.S. imporis
- have ranged from $348.5 milion CIF in CY 1995 to the $308.9 milion CIF last year,
averaging about $327.5 million CIF value over this period. Major suppliers of essential
oils during CY 2000 were: (1) France ($46 million); (2) Argentina ($33.8 million); (3)
Brazil ($24.6 million); (4) China ($24.4 million); (5) Canada ($20.1 million); (8) Mexico
($18.2 miliion); (7) indonesia ($17 million); (B) UK (315 million); (9) India ($14.6 milion);

and (10) Germany ($11.4 milion).

Table 30 in the Statistical Appendix to this report details u;s.emnﬁdoimuby
country of ofigin over calendar years 1985 — 2000.

As detailed in the table below (overieaf), the U.S. demand for plant-derived chemicals,
including natural flavor and fragrance materials was estimated at $1.89 bilion in 1998, of
which $625 million were essential oils and $560 miffion botanical exiracts, with 5-year
annual growth rates of 6.1 percent and 15.9 percent annually. Major essential oils
produced in the U.S include mint oils and cedarwood oil, and particularly citrus oils,
which are considered to be by-products by U.S. citrus fruit and juice producers.
However, demand for citrus and mint ocils of different qualities is significant as domestic
supply is not sufficient. Many essential oils are imported because they are not available
domestically and the U.S. duty level for a most essential oils is therefore free.

Agricutture-Led Export Businesses (ALEB) " 4
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Plants & Parts Ex Mint Leaves Used As Herbal Teas (1211908080) 37.5%

[Essential Oiis of Citrus Fruit, Nesoi (3301195000) 68.0%
Essentiat Oils of Cassia (3301295007) 18.0%
Essential Oils Excluding Those of Citrus Fruit, Nesoi (3301295050) 15.5%

As noted above, U.S. imports of other- citrus essential oils from Egypt increased 68
percent in CY 2000, and we believe there is potential for additional growth in Egyptian
exports of citrus oils to the U.S. market. The U.S. is at once a major producer and
importer of citrus oils, used as a flavor ingredient in soft drinks, prepared foods,
confectionery products and perfume. An important new development is the use of cittus -
oils as an environmentally safe replacement for petrochemicals in such items as paints
and househoid cleaners.

Even though the U.S. is a major producer, imports are significant because they are.
- usually priced lower and they are often blended with domestic oils for both the domestic
and export markets. Orangeusﬂnmostmportantcnmsﬂavoramxmhrhalfdﬂn
U.S. market, followed by lemon with a third of the total, iemon-ime mixes

10% of the total, and lime alone accounting for 5%. Grapefruit, clementine and mandarin
and mixtures of the three make up most of the balance. Import competition is heavy
from both Europe and South America (Brazil is a major exporter of orange ol and sells
nearly 10,000 MT a year to the U.S.). imports of lemon ol into the U.S. have increased
by about 17%, and Argentina suppiies over half of the U.S. lemon ot imports, followed by
italy, Brazil, Spain and Uruguay accounting for most of the remainder. The principeal
markets for exports from the U.S. are to China, Japan, U.K. and Canada.

Egypt is also an important supplier of geranium oif for the fragrance industry and has the
potential to increase exports of this essential oil and other fragrance oils such as
jasmine.

During the period of this scope of work, we contacted 245 importers of herbs, spices and
essential oils. Some of these companies import all three of these products, while others
concentrate on just one or two of these products. Out of the total of 245 importers,
following are the number of those involved in importing each of these products groups,
and the number of these import companies that expressed an interest in being contacted
by our Egyptian exporters with offers and product samples.

The total number of importers involved in essential oils that were contacted were 55, and
8 of these expressed an interested in developing new market linkages:

e Camden-Gray Essential Oils
¢ Health Concems

¢ Leeward Resources, Inc.

o Liberty Naturai Products, Inc.
o {FF

+ Bell Flavors & Fragrances Inc.

s Sarcom inc.

Agriculiure-Led Export Businesses (ALEB) ;3
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« Stan-Mark Food Products, Inc.
s Weaver Nut Co.

» KHL Flavors, inc.

Another company, Whole Herb Co., which imports herbs, spices and essential oils stated
that they were already “well connected™ with our exporters of these products, and that
they are already importing these products from some of our suppliers. w

Thaelmponers as well as the many other companies that have yet to respond to owr
inquiries, can be contacted using our updated and expanded lists of North American
importers of essential oils, North American importers of herbs, and North Amersican
importers of spices, all of which are aitached as Technical Appendioes to this report.

The above-identified importers expressed interest in almost all of the herb, spice and
essential oils products included in our trade survey from the list of available products
offered by our Egyptian exporters, as highlighted in Technical Appendix 7 of this report.

essential oil products to build their interest in Egyptlan products, too.
recommend that ALEB host seminars for these importers here in the

develop this growing export business. Thisoouldbadom,faimtance,duium
upcoming visit to the U.S. in conjunction with attending one of the major
events, as long as the group also includes a good representation of herb, spice and
essential oil products exporters.

To further assist in this effort to expand exports of Egyptian herb, spice and essential ol
products, we are including the following additional information:

£z
{

» Table 31 in the Statistical Appendix to this report: A time series of monthly New
York spot prices for many herbs and spices for the five-ysar period 1996 through
2000, developed by one of the importers on our list, A A. Sayia & Company, Inc.

o Appendix 8 in the Technical Appendix to this report Using information from A_A.
Sayia & Company, Inc. and another importer, Polarome Intemational, we
developed a WORLD CROP CALENDAR depicting when all major herbs, spices
and botanicals are available from all major origins.

Agricufture- ted Export Businesses (ALEB) ,‘ﬁ‘
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