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PROMOTING MOUNTAIN PRODUCTS
FOR BETTER LIVELIHOODS

Mountains cover 22 percent of the world’s land surface and are home to some 915 million people,
representing 13 percent of global population. Yet 1 out of 3 mountain people in developing countries
is vulnerable to food insecurity and faces poverty and isolation.

Mountain peoples, who are largely family farmers, base their livelihoods on highly diversified activities.
Over generations they have developed unique, resilient and sustainable production systems adapted
to their local environments which favour the production of niche and mountain-specific products and
services.

Worldwide demand for quality, high-value and traditional foods and crafts produced in mountain
areas, such as coffee, cheese, herbs and spices, as well as handicrafts and medicines is on the rise.
Small-scale mountain agriculture cannot compete with the volumes of lowland production, but it has
the potential to tap into niche markets such as organic, fair trade, or high-end quality ones, and fetch
premium prices.

& www.fao.org/forestry/internationalmountainday
y #MountainsMatter
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Commercial and sustainable harnessing of high-value products and services presents a significant
opportunity for mountain communities to improve their livelihoods generating additional employment
and income. Mountain women in particular who are left to manage farms and households as men migrate
to lowland areas or abroad in search of a higher income, can increase their income through the trade of

their traditional mountain products.

Access to markets, extension services, credit and information is crucial for supporting mountain producers.
The potential for exploiting niche and unique products is strongly affected by the remoteness and isolation
of mountain areas and lack of key services. In addition the high number of middlemen in the value chain of
most mountain products means that producers do not always obtain fair compensation.




Since markets are often distant and transportation is costly, interventions should focus on high-value
and low-volume products, better organization in cooperatives or farmers organizations, support in all the
steps of the value chain, including production, processing, packaging and marketing. Mountain specific
policies and laws should be put in place to provide an enabling environment to unlock the potential of

mountain peoples.

For services such as tourism, mountain communities with their traditional and diverse lifestyles may
represent a major attraction, in the form of uniquely preserved ecosystems or traditional way of life.
If sustainably managed and if benefits reach the local communities, tourism-related services such as
skiing, climbing, cultural heritage or nature trails can provide an opportunity for development in mountain

regions.
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