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I. INTRODUCTION 

1. The Joint Meeting of the Thirty-fifth session of the Intergovernmental Group on Hard Fibres 
and the Thirty-seventh session of the Intergovernmental Group on Jute, Kenaf and Allied Fibres 
agreed on an intergovernmental action plan to implement its strategies for improving markets for the 
fibres concerned. Promotion was among the seven key areas outlined by the Joint Meeting for priority 
intergovernmental action1. 

2. Within the overall thrust of "promotion", several areas were specifically mentioned. These 
included exploration of the possibility of developing a logo and promotion materials for the fibres 
concerned and establishing a calendar of events of interest to the industry. It has been possible to make 
good progress in these areas thanks to the resources made available by the Government of Germany, 
through project GCP/INT/115/GER - Unlocking Commercial Fibre Potential in Developing 
Countries2. The logo, posters and specialised website including a calendar of events are being 
presented on the occasion of the Joint Meeting and during a Multi-stakeholder Consultation which 
should lay the basis for future action by governments and private sector representatives. 

3. In regard to generic promotion, also one of the areas identified, there are certain prerequisites 
for effective programmes. The purpose of this document is to suggest possible approaches that the 
Joint Meeting may wish to consider pursuing further for the fibres concerned. 

                                                      
1 See document CCP:HF/JU 09/CRS 5 and CCP 10/10. 
2 Developments under the project are reported under Item III.C of the provisional agenda. 
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II. GENERIC PROMOTION3 

4. Generic promotion is defined as the cooperative effort to increase demand by producers of 
products that are more or less similar. Generic promotion aims at strengthening the market for the 
benefit of all producers, in contrast to brand promotion that seeks mostly to increase the share of the 
market for a selected producer. The rationale for generic promotion is particularly strong where there 
are large numbers of producers responsible for a generally homogeneous agricultural product, and the 
individual producers are unable to differentiate and promote their own products either for technical or 
economic reasons. Specific objectives of generic promotion are to increase sales and/or prices or 
contain reductions in both, and induce consumer loyalty because of the intrinsic values of the product 
as portrayed through generic promotion. 

5. Since generic promotion programmes are mostly funded directly or indirectly by producers or 
traders of the products concerned, most promotion programmes are based on a perception of shared 
identity and interests. While a commonality of interests is more easily achieved within a national 
market, in the international market such shared interests are more difficult to achieve. 

6. In a broad sense, one can identify a commonality of interest in expanding or maintaining 
markets for hard fibres and for jute, particularly as regards the need to resist inroads from synthetics 
through the promotion of the advantages of natural fibres. This commonality, however, is less evident 
if one considers producer/exporter participation and possible funding arrangements. 

7. Efforts to implement internationally coordinated generic promotion programmes for 
agricultural commodities have been largely confined to food products, making use of various health-
related messages to strengthen consumer demand4. The products involved are clearly identifiable by 
consumers, an aspect that facilitates delivery of the promotional messages. 

8. On the contrary, the situation is far more complex when the product is an industrial raw 
material that reaches consumers in a much transformed manner. As contended in the case of wool 
types used in blending, it appears implausible that promotion can have much effect on prices of fibres 
used in composites where substitution with synthetics is simple5. In addition, the relevance of quality-
based messages needs to be carefully examined for markets where demand is largely determined by 
price (as in cases where synthetics offer strong competition). 

III. OTHER CONSIDERATIONS 

9. Production of fibre is generally fragmented among many small growers, although for some, 
such as sisal, production is more concentrated at an estate level. At the manufacturing level, 
production and exports are organized in a variety of ways, ranging from large processing industries 
with public sector participation to individual private sector industries, sometimes grouped into 
associations or other statutory bodies. Some producing countries are not only exporters but also 
importers of fibres and products. In others, the domestic market constitutes the major outlet for 
production. Finally, some non-producing countries are re-exporters of fibre and products. It is 
therefore difficult to define a commonality of interests among producers and traders of fibre 
manufactures that would provide a basis for supporting international measures, along with the related 
financial commitments, to strengthen demand in national and world markets. 

                                                      
3 Document CCP:HF/JU 11/CRS 3 provides an in-depth review of generic promotion of agricultural 
commodities. 
4 A notable example was the programme on Tea and Human Health spearheaded by the FAO Intergovernmental 
Group Tea, with support from the Common Fund for Commodities (CFC) that lead to the dissemination of an 
extensive, scientifically verified body of information regarding the health benefits of tea consumption. However, 
despite the success in modifying consumer perceptions regarding the value of tea consumption, it was not 
possible to arrive at an internationally coordinated and self-funding generic promotion programme. 
5 Dr Alistair Watson, "Promotion: Albatross or salvation of the wool industry?", Agribusiness Perspectives 
Papers 1997/98, paper 17. 



 CCP:HF/JU 11/4  3 

 

 

10. Finally, in promoting the use of natural fibres, the Joint Meeting should keep in mind the 
contribution that the fibre sector has in the economic development of the main producing countries 
and the impact on smallholders in the value chain. A holistic utilization of the fibre plants would 
promote a more efficient value chain, optimizing margins and returns, and, therefore, improved 
livelihoods and household food security, as well as environmental sustainability. 

IV. IMPLICATION FOR HARD FIBRES AND JUTE 

11. In light of the above considerations, as well as of the priorities of the IGGs on Hard Fibres and 
on Jute, Kenaf and Allied Fibres in maintaining traditional markets for raw fibres and manufactures 
and enhancing demand for fibres in innovative industrial uses, any effort to develop an internationally 
coordinated generic promotion programme would need to carefully explore: 

 Availability of a commonality of interests; 
 Conditions of competition in the target market; and 
 Suitably and potential impact/relevance of messages for the target audiences. 

12. Such assessments should also take account of possible alternative uses of the resources 
involved, for example, expenditures for research and product development. 

13. Internationally coordinated generic promotion programmes in the strictest sense seem difficult 
to achieve for hard fibres and jute because of the diversity of interests of producing and trading 
countries and of the fibres concerned. Additionally, availability of predictable funding is hampered by 
resource constraints affecting the sectors concerned. Finally, there are conceptual weaknesses in 
promoting materials that compete with substitutes mainly on price or those that constitute a 
component, sometimes minor, of a composite intermediate/end-product. However, alternative 
approaches, while falling short of formal generic promotion programmes, offer opportunities for 
meeting sector needs within available resources6. 

V. CONSLUSIONS AND POINTS FOR ACTION 

14. There is a close link between generic promotion, research and information programmes. 
Research provides a fundamental basis for promotion and information activities that are closely inter-
related. Considerable research has already been undertaken on these natural fibres, including the 
important positive aspects associated with their environmental impact. Such aspects should be fully 
documented in a scientifically sound manner and made available to industrial users to employ in their 
promotion programmes which are often of a brand nature7. In an increasingly green world, demand for 
products that claim, and can demonstrate, a positive, or at least neutral, environmental impact is 
destined to grow. The derived demand for the natural fibre in industrial components can thus benefit 
from an increased integration into environmentally friendly and sustainable manufacturing processes 
meeting the approval of consumers. 

15. Similarly, there is a significant body of scientifically verified research on the technical 
characteristics and attributes of these natural fibres. Such information should be placed in the public 
domain and publicized so as to be readily available for potential users. The research centres having 

                                                      
6 Producers of other raw materials have adopted various approaches to promotional activities. For example, the 
Association of Natural Rubber Producing Countries, an intergovernmental organization, has established an 
Expert Group on Project Promotion of Natural Rubber as an Environment-friendly Raw Material and Renewable 
Resource. For cotton, the International Forum for Cotton Promotion (IFCP) under ICAC auspices is a non-
governmental body composed of national and international cotton industry organizations. The IFCP serves as a 
clearing house for information about proven techniques of cotton promotion, best practices and retail-level 
communication, and cost-effective measures of boosting consumer demand. 
7 For example, some years ago, Mercedes Benz publicized the natural-fibre component in its A-Class vehicles as 
making use of renewable resources, with beneficial effects on the environment in terms of energy conservation, 
reduction of emissions and lowering problems of waste disposal. Such claims were based on carefully researched 
scientific assessments and strict evaluation of conventional performance parametres. 
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expertise regarding the technical characteristics of these fibres in various uses should also be 
publicized so as to offer opportunities for partnerships in developing new uses. 

16. The environmental, sustainability and technical aspects of these natural fibres, based on solid 
research findings, may be used in a variety of ways to promote the image of the natural fibre 
concerned. These include information sessions at special events, conferences and national and 
international meetings, including those of the FAO IGGs, the IJSG, the CFC and UN agencies; special 
articles in journals and other publications; and internet dissemination, for example using the Future 
Fibres website. The logo being developed to convey the image of these fibres as sustainable, socially 
responsible and technically appropriate choices, offers an additional opportunity for reinforcing the 
scientifically verified messages regarding their technical and environmental attributes. 

17. The Joint Meeting may therefore wish to recommend that the Champion charged with 
promoting priority action on promotion, along with other interested participants, make arrangements, 
with support from the Secretariat, to collect from Members and Observers of the IGGs, as well as from 
other sources: 

a) names and contact numbers of research centres having expertise regarding the technical 
characteristics of these fibres in various uses, with indications of the main areas of 
research; 

b) scientifically verified research results, in summary or abstract form, with indication of the 
relevant research centre, regarding: 

o environmental aspects of production, manufacture and disposal of these fibres: and 
o technical characteristics of these fibres in various uses, including innovative 

applications. 

18. The Joint Meeting may also wish to recommend that the working group of interested 
participants under the guidance of the Champion take action in the interim period prior to the next 
Joint Meeting, with support from the Secretariat, to: 

a) populate the Futures Fibres website with information collected; 
b) implement programmes to disseminate the information through a variety of means, 

including journals, special events and national and international meetings; and 
c) develop procedures for the periodic survey of new research results. 

19. In line with efforts to promote the image of these fibres, and bearing in mind the views of the 
Multi-stakeholder Consultation regarding various renditions of the proposed logo, the Joint Meeting 
may also wish to endorse a recommended logo to be used by producers, traders and manufacturers of 
these fibres. As in the case of the International Year of Natural Fibres (IYNF) logo, the Future Fibres 
logo will be held by FAO on behalf of member countries, and approval will be granted for its use in 
line with established guidelines. In the case of the IYNF logo, it was considered advisable to 
encourage the widest use possible so as to promote natural fibres, with usage being disallowed only in 
cases where this might be damaging to the fibres concerned. The Joint Meeting may wish to advise on 
the basic criteria for allowing use of the logo. 

20. Some other promotional activities that the Champion and the working group of interested 
participants may wish to explore further include: 

 Media promotion: explore the ways and means of effective press releases, nationally and 
internationally, including those released by FAO through the IGG HF/JU Secretariat. This 
would involve distributing the press release to targeted media considered to be the most 
effective in disseminating information on fibres and composites, including radio stations, 
television, newspapers, magazines, etc. 

 Exhibitions: devise a network mechanism in which major national and international 
exhibitions could be publicized in a timely manner so that stands promoting fibres may be set 
up. The Champions may also wish to identify potential sponsors to support this initiative. The 
working group of interested participants could also take advantage of meetings, such as the 
Multi-stakeholder Consultation to mount exhibitions. 
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 Endorsements: identify and request prominent personalities, including sports persons, 
celebrities, etc., to endorse the use of natural fibres as environmentally-friendly alternatives to 
synthetic fibres. They could also participate in documentaries promoting the social and 
environmental benefits of natural fibres. 


