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Why organic certification?

• Higher prices (safe 
food/environment)

• Generate environmental 
benefits 

• Way into the market for new 
entrants

• Smallholder access



What was the solution?

• Addressing market failure

• Identify farmers 
• Organize and register
• Train in production techniques

• Prepare buyers for trade show
• Support Africa Pavilion



How the solution?

• Partners:National Organic
Agriculture Movement of 
Uganda; Kenya Organic
Agriculture Network 

• Design driven by partners. ITC 
facilitate and link to 
international markets

• ITC key role in international 
advocacy



Private standards rule! But DCs little influence in their development

Organic Fair trade Carbon Others



Advocacy on private standard setting



Sustainability

• Market: Depends on 
competitiveness of firms and 
premia

• Environmental: Depends on 
market! 

• Scaleable: High (due to group 
certification)



Thank you

Contact:

Alexander Kasterine
Senior Market Development Adviser (Trade and Environment)
International Trade Centre (UNCTAD/WTO)

Kasterine@intracen.org

www.intracen.org/organics



Why do consumers buy organic?

• Food safety

• Environment/Animal Welfare



How much are they buying?

Growth of the global market for organic food and drink 
2002-2006 (billion USD)
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Which countries?

Consumption of Organic Products per Capita (US$ p.a.)
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Organic market growth

Development of Growth in the Organic Food Market compared to 
Total Market Growth (% p.a.)
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