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Session 3 
IP in Market Development 
 
National Partner Initiative panel – DC, June 15, 2010, 2 pm 
Moderator: Peter Bloch 
Panelists: Karl Manders, William Mansfield, Jonathan Rosenthal 
 
 
Over the last decade, a number of organizations have conducted IP trainings in 
developing countries.  Most of these workshops focus on fostering understanding and 
building skills in the copyright, patent and trade mark disciplines, and support the 
creation of strong national intellectual property regimes.   
 
This kind of activity is consistent with and supportive of capacity building, but 
implementation in the market place suggests that these workshops may not have 
addressed the role of IP in market development.  Trade marks, geographical indications 
and certification programs are, for the most part, IP tools in the market development 
toolbox.  
 
By way of example, the Nepalese government recently announced an initiative to secure 
trade marks for locally grown teas and coffees as part of an effort to increase export 
income.  Trade marks such as these are only the first step, however, in a process that 
involves brand building, licensing and enforcement.  Establishing Juan Valdez as a 
global icon, and building the Colombian coffee brand is the outcome of a long term 
investment by The National Federation of Coffee Growers of Colombia that started in 
1959. 
 
A similar program designed to protect the unique aroma and flavor of tea grown on the 
Darjeeling Tea Estates in Bengal has, arguably, failed because as much as 60% of the 
tea labeled as Darjeeling and displaying the protected logo is counterfeit.  This erodes 
consumer confidence in the brand. 
 
The panel will discuss these and other initiatives, and how IP can be used to effectively 
provide small holder farmers in developing countries with more equitable leverage in the 
marketplace. 
 
The other side of the equation 
Significant investments have been made in identifying, designing and creating 
sustainable value chains for a range of African crops.  Among the most notable are 
coffee from Rwanda, pineapple from Ghana, vegetables from Kenya and cashews from 
Mozambique.  These investments have yielded significant results:  export trade, 
increased farmer incomes, capacity building and – less tangible – a much-needed sense 
of empowerment among producer groups.  Many of these initiatives have been 
supported by Value Add certification programs (e.g., Fair Trade, organic) which have 
helped to create markets in Europe.  But few, if any, interventions in this category of 
value chain development have addressed chronic food shortages or malnutrition within 
Africa itself.  This would appear to be where both the need and the potential lie. 
 
What role might IP play in building regional (rather than export) trade, and support the 
notion of Africans feeding Africans?  According to FAO, overall African imports of 
agricultural products has reached $33 billion a year.  Eastern Africa alone imports $1 
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billion of grain a year.  The reasons cited for this reliance on imports by agro processors 
include:  unreliable supply chains; inconsistent quality; regulation; corruption; inadequate 
– and thus expensive – transportation.  Clearly there is no simple solution, but producer 
groups that can provide reliable output and establish a reputation for consistent quality 
should be in a position to build regional export market linkages and move crops from one 
country where there are surpluses (e.g., groundnuts in Malawi) to another country where 
there is a shortage (e.g., Kenya).  And branding might have a role to play. 
 
Numerous reports on food shortages in sub-Saharan African have agreed on one 
missing link:  
Improvements in both crop productivity and market linkages are needed to improve the 
efficiency of existing market 
And this is the challenge that any market development activity in the region will need to 
address. 



  3 

 
Background material 
To illustrate how IP can, or might, play a role in market development, several short case 
studies and scenarios are cited below, some of which the panelists may reference or 
discuss.  Many of these address innovation - a critical element in the equation.  Most of 
this coverage originated on the CAS-IP blog (http://casipblog.wordpress.com) and was 
written by CAS staff and consultants, so you may already have read them.  Unless 
otherwise noted, stories were written by panel moderator, Peter Bloch. 
 
1. From farm to fork - Uji in Kenya 
Unga Foods is a Nairobi-based manufacturer of Uji mix which is made from finger millet 
(FM). 80% of FM is sourced from S. Tanzania and the rest from Uganda. The demand 
for Uji exceeds the supply but Unga has been unable to source additional FM. One of 
the outcomes is that they have been unwilling to invest in installing additional milling 
capacity. Importing more FM is not an option because it is not internationally traded. 
Unga does not have an established mechanism to influence/control the supply chain, 
and farmers are largely ignorant of the market opportunity that exists. Farmers are, for 
the most part, dependent on unimproved varieties susceptible to blast disease and 
Striga. Most of the crops are broadcast and so poor agronomy also keeps yields low.  
 
A solution to this predicament is in progress.  ICRISAT, with funding from the BMGF 
HOPE project, will soon have 20,000 farmers growing FM in S. Tanzania.  This would 
not have been possible without access to quality seed and the collaboration of both the 
Tanzania Seed Trade Association (TASTA) and the government controlled Agricultural 
Seed Agency (ASA).  Training of both seed growers and farmers is a critical element in 
the equation. 
 
At this time there would appear to be a need to ―connect the dots‖; FM production is in 
the development stage, and there is a proven regional export demand.  But the trading 
linkages need to be developed.  This is an example of a supply chain that, albeit 
indirectly, communicates the needs of the buyer back to the farmer and then supports 
farmers through improved input supply and better knowledge of improved agronomy. 
 
2. Enhancing Capacity for Innovation 
A recent article at scidev.net argues that ―agriculture needs better innovation, not 
technology‖.  The authors suggest that part of the problem is what might be described as 
technological determinism: 
…farmers’ capacity to access and use information for innovation has been 
overshadowed by the conventional view that change is driven primarily by new 
technology and farmer-led technical improvements. 

A good example of innovation is the Purdue method: sturdy plastic bags and a short 
training enable cowpea farmers to dramatically reduce post harvest loss, which in some 
parts of West Africa accounts for 40% of output.  India’s Honey Bee Database – a 
collection of 10,000+ innovations – is the most comprehensive approach to sharing 
grassroots wisdom, one farmer to another. 

The message here is simple: improved seed and market linkages are critical elements in 
building food security, but CG centers, NARS and donor-driven projects can enhance 
their impact by disseminating information on inexpensive and innovative techniques that 

http://casipblog.wordpress.com/
http://www.scidev.net/en/opinions/agriculture-needs-better-innovation-not-technology.html
http://casipblog.wordpress.com/2009/10/12/post-harvest-food-loss-wasa-the-purdue-method
http://www.sristi.org/wsa
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have a positive effect on farm output and living standards. 
 
3. Post-harvest food loss, WASA & the ―Purdue-method‖ 
All Africa.com article: Nigeria: Bagging Beans Against Beetles 
Post-harvest food loss in West Africa is estimated at between 10% and 40%, depending 
on who is talking.  No matter the actual figure, crop loss at any level is a serious problem 
in a region that, for the most part, experiences consistent food shortages.  Purdue 
University listened and they responded to this problem!  
  
WASA – the West Africa Seed Alliance – was designed and developed to stimulate 
increased agricultural output and was recently involved in an initiative to reduce post-
harvest food loss. With a decentralized management structure, WASA has placed small 
groups of experts on the ground.  One such group, based in Kano (No. Nigeria) 
identified a problem – local farmers were losing a large percentage of their cowpea 
harvest to pests and mold – and responded by deploying Purdue’s solution. 
 
I was fortunate enough to attend a cowpea storage demonstration for women in January 
in Kano State.  One of the women told me that most people sell their cowpea 
immediately after the harvest for fear of losing it to pests and/or mold.  This leads to a 
glut with resulting depressed prices.  If you could keep your cowpea for 4-5 months it 
could be sold four for 4-5  times the price. 
 
Low tech (plastic bags); low cost (about $200 for a demonstration); and highly effective, 
if the excitement of the women I saw is anything to go by.   
 
I have often told this ―story‖ to illustrate my belief that in development, small is probably 
better (than big projects with big goals).  And this is a good example of technology 
transfer at the grassroots level.  Farmers are using the Purdue technique which will, no 
doubt, be passed down to the next generation of farmers, resulting in a long-term and 
highly sustainable impact on farmer incomes and on food security. 
 
Kay Chapman, our dedicated editor, sent me the All Africa link and asked me to 
comment because I have been enthusiastically promoting this kind of grassroots, small-
scale intervention.  For more information on WASA, and CAS-IP’s involvement in WASA 
click HERE. 
 
 
4. IP issues in the launch of MASA – The Malawi Seed Alliance 
On behalf of CAS I’ve been working with ICRISAT over the last year on the Irish Aid 
funded Malawi Seed Industry Development project, and we decided to launch a 
stakeholder alliance to support the work – making certified legume seed more widely 
available. 
 
While small holder farmers in Malawi now purchase maize seed every year, most 
legumes are still grown from farm-saved seed (grain).  Experience suggests that trust in 
the source is a major factor in the adoption of new varieties and new crops.  In order to 
support small new seed companies and new seed retailers (mostly agrodealers), we 
proposed the development of an umbrella brand which could be used by all stakeholders 
in the supply and distribution chains.  ICRISAT agreed, and this plan will be supported 
by a marketing campaign to let farmers know about the benefit of buying certified seed 
and where they can buy it. 

http://allafrica.com/stories/200910090003.html
http://www.ag.purdue.edu/ipia/Pages/pics.aspx
http://www.ag.purdue.edu/ipia/Pages/pics.aspx
http://www.seedquest.com/seed/associations/international/wasa.htm
http://www.ag.purdue.edu/ipia/Pages/pics.aspx
http://allafrica.com/stories/200910090003.html
http://www.cas-ip.org/projects/featured-projects/article-1/
http://www.icrisat.org/
http://www.irishaid.gov.ie/
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The issue I am very focused on right now is a practical application of my response to 
Ethiopia’s G.I. legislation (http://casipblog.wordpress.com/2010/01/22/ethiopia’s-gi-bill/) 
as follows: 
It would be highly desirable to allow agrodealers who have passed through one of 
ICRISAT’s Seed Production and Marketing programs to display the MASA logo with a 
caption such as ―MASA certified seed dealer‖.  But as this branding exercise is all about 
trust and reliability, how can we ensure that a dealer does not pass grain off as certified 
seed by using one of the MASA branded seed bags we plan to distribute?  A few days 
ago I went out to Kasungu and discussed this with a group of five agrodealers who had 
participated in the first training. 
 
When I asked them about the ―trust‖ issue, they made these observations: 
• the success of our businesses depends on our relationships with the farming 
community; 
• if we sell our customers a product which does not perform we risk losing business; 
• it is very much in our interests to make sure customers are satisfied with the products 
and services they buy from us. 
 
This makes a lot of sense but does not rule out the odd scofflaw who decides to profit by 
selling grain in a seed bag marked with the MASA logo as certified seed.  One of the 
Alliance partners – NASFAM – proposed that we trade mark the MASA logo and name;  
we had planned to do this, but – as in the case of Ethiopia – we will not have any 
enforcement mechanisms, so the risk factor needs further consideration. 
 
Several days after writing the above, I met with another group in Dwangwa who had 
formed an agrodealer association.  They had invited two tribal chiefs to join the 
discussion and it soon became evident that the association viewed entry into the seed 
market as a significant development for the local economy.  When I raised our concern 
about possible misuse of the MASA branded seed bags, the two chiefs responded by 
telling me that this would not happen – they would raise the issue at community 
meetings.  After further discussion it became evident that informal ―self-policing‖ would 
take place in this area and that we could encourage similar activity in other regional 
markets.  As the benefits so far outweigh the risks, we are moving ahead to trade mark 
the MASA brand, develop a license agreement and signage for the agrodealers, and 
ensure that appropriate MASA-branded seed bags are ordered prior to the harvest. 
 
 
 
 
5. Of groundnuts, watersheds and technology transfer 
This week I spent three days on a farm owned by Nigel and Janey Leakey near Nakuru 
in Kenya’s Rift Valley.  They run a small company (Leldet) that grows and distributes 
certified seed, and the recent droughts led them to the conclusion that if they did not 
irrigate they would not be able to expand.  You can read about them at: 
http://www.agra-alliance.org/content/story/detail/1035 (the last story on the page). 
 
The topography of their farm and the surrounding land suggested that a small scale 
watershed management project might enable them – and the s/h farmers surrounding 
their farm – to store runoff for irrigation in the dry season.  With the support of ICRISAT, 
Sefia Jetha, an agronomy Masters candidate from HEPH-Condorcet University, is in the 

http://casipblog.wordpress.com/2010/01/22/ethiopia%E2%80%99s-gi-bill/
http://www.nasfam.org/
http://www.agra-alliance.org/content/story/detail/1035
http://www.icrisat.org/
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process of conducting a watershed study using techniques that were developed and 
used with great success in India.  
 
This followed on the heels of my visit to Malawi, where small seed growers had 
expressed concern as to how they would shell certified groundnut seed (this must be 
done with care, as broken seed will not germinate).  In all probability a mechanical 
groundnut sheller provided by ICRISAT and developed in India will be deployed. 
 
And the WASA team has been working closely with several Indian seed companies to 
evaluate hybrids developed in India in collaboration with national agricultural research 
systems and local seed companies. If these prove successful, they can be released and 
then commercialized across the region as a result of the regional variety release system 
approved by ECOWAS. 
 
Technology transfer between India and Africa is a happening thing, especially in the 
agricultural sector;  these are just three of many examples.  
 
6. Seed InfoTech: Critical data on seed soon to be available in Malawi 
As part of our market development support for ICRISAT’s seed sector mission, I have 
visited eight countries in Africa over the last year and talked to farmers, agrodealers and 
seed companies.  In every case, complaints have been leveled at the seed certification 
process – too slow, inefficient, no data.  In most cases, no information was available on 
how much land was being used to grow seed, or how this broke down between crops.  
Last October, after meeting with staff at the Seed Services Unit (SSU) in Lilongwe, it 
became apparent that ―carbon paper‖ record-keeping was a significant factor and that 
the right software could probably make a big difference. 
 
The outcome of this investigation was that I recently met Gerard Sylvester, an ICRISAT 
systems analyst from Hyderabad, in Malawi.  After mapping the various tasks which are 
managed by SSU, he was in agreement that the right software could indeed increase 
SSU’s efficiency significantly. Irish Aid agreed to fund the development of a database 
application.  The first module will be completed by July;  it will address land registration 
and will enable SSU to start analyzing valuable data on land usage and seed crops.  
This data will inform other interventions that ICRISAT and others are engaged in 
implementing. 
 
As I have talked before about this kind of intervention (grassroots driven, low cost, 
scaleable), here are the steps: 
 
• Grassroots feedback indicates that seed certification is inefficient; there are bottlenecks 
which in some cases have resulted in a shortage of certified seed (e.g., rice in Northern 
Senegal, 2009). 
• An intervention – in this case software – is designed.  Organizations involved with or 
with an interest in seed certification are consulted, and the feedback is positive. 
• A modest investment is provided to develop the first database module. 
 
If the first module has a positive impact on the roadblocks, we will again seek feedback 
on how we propose to develop the capabilities of the database. After at least six months 
of real-world testing, the software will then be made available to SSUs in other 
countries.  Funding will be secured for translations into other languages as the need 
arises, and for training.  TOSCI (Tanzania Official Seed Multiplication Institute), the 

http://www.icrisat.org/
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certifying agency in Tanzania, has been collecting data and has expressed strong 
interest in the database. 
 
The next step will most likely be a module to track the rest of the certification process.  
One of the features we will discuss in the future is a learning module to enable 
inspectors to update their skills and their knowledge on a regular basis.  Other 
developments might include wireless devices for data entry and farmer queries from cell 
phones.  And, at the appropriate time, we will discuss if and how to measure the 
economic impact of the project. 
 
In fact, this is a ―sub-program‖ of the Irish Aid-supported Malawi Seed Industry 
Development Project that is already incubating at least three other interventions (genetic 
markers, localized seed production, umbrella brand) that satisfy the criteria.  But you 
cannot predict what you will find out three months after the budget has been finalized by 
the donor; some budget flexibility is necessary to enable these kinds of ―rapid 
responses‖, and Irish Aid has been open to this when something new supports their 
overall mission. 
 
7. Ethiopia’s GI Bill 
Ethiopia is in the process of ratifying a Geographical Indication Bill to protect indigenous 
products.  According to Addis Fortune:  
Among these location-branded products are Tigray and Masha white honey, Harar 
senga (bulls fattened to be butchered), Dendi garlic, Limu coffee, Assosa mangos, 
Ankober sunflowers, and Debre Brehan brandy. 
 
The article describes an ongoing project intended to identify products which might 
benefit from GI protected branding.  This looks like a good idea and might result in 
increased incomes for producers.  But the value of IP protection – whether a trademark 
or a GI – will eventually be determined by the ability of the owner to enforce the grant of 
rights.  
 
Corporate trademark owners such as Volkswagen, Levi Strauss and Starbucks invest in 
protecting their global brands by employing investigators to ferret out black market 
products and other infringements of their IP.  One of the best examples of a GI that is 
backed up by heavyweight enforcement is owned by Consorzio del Prosciutto di Parma 
(association of Parma Ham® producers, CPP).  In a well-known 2003 case, CPP 
successfully sued ASDA:  
UK supermarket Asda has lost a battle to sell authentic Parma ham under the Parma 
brand, when the meat is sliced and pre-packed in Britain. 
http://news.bbc.co.uk/1/hi/business/3043283.stm  
CPP has protected production methodology, origin, packaging AND how the ham is 
sliced!  
 
The CPP is a powerful producer group because its members sell large quantities of 
Parma Ham, generating sufficient revenues to protect the GI.  If indeed Ethiopian 
producers procure GIs for products such as Ankober sunflowers, will sales volume 
generate sufficient revenues to adequately police usage of the name?  Even well 
known global brands such as Kiwi (shoe polish) are not policed in Africa; although Kiwi 
polish is widely available, it is all counterfeit.  Presumably Sara Lee Corporation (which 
acquired a number of UK brands from Reckitt and Coleman) cannot justify the cost of 
enforcement in Africa.  

http://casipblog.wordpress.com/2010/03/10/genetic-markers-for-seed-purity
http://casipblog.wordpress.com/2010/03/10/genetic-markers-for-seed-purity
http://casipblog.wordpress.com/2010/02/03/ip-issues-in-the-launch-of-masa-%E2%80%93-the-malawi-seed-alliance/
http://www.addisfortune.com/Branding%20Products%20by%20Origin%20Extended.htm
http://www.prosciuttodiparma.com/eng/index.php
http://www.prosciuttodiparma.com/eng/index.php
http://news.bbc.co.uk/1/hi/business/3043283.stm
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The Ethiopian coffee trademarking program was well conceived and generated a high 
level of attention from the international press.  But there is still little evidence that this 
initiative resulted in any income gains for producers.  A number of NGOs provide IP 
training in developing countries, and it might be advisable for them to position IP as one 
tool of many in the market development toolbox.  Without sustainable marketing plans 
and enforcement programs, these IP-centric initiatives are unlikely to be successful.  
 
 
8. The branding of commodities; adding value through differentiation 
Sebastian Derwisch sent me a link to a very intelligent and provocative paper by Sumit 
Gupta on Branding Commodities. 
The paper can be downloaded at this brandchannel.com page and then look for the 
paper by title*, ―Branding of Commodities by Sumit Gupta‖. 
 
Small holder farmers around the world are engaged in producing commodities such as 
tea, coffee and cocoa.  The challenge for Northern marketers is to differentiate their 
products from those of the competition, and we have seen a wide range of strategies 
designed to add value.  The market for chocolate is particularly interesting because the 
premium sectors in both the US and Europe are gaining share from the low end 
products.  Thus Cadbury in the UK purchased Fair Trade brand Green and Black, and in 
the USA Hershey purchased premium brand Scharffenberger. 
 
Gupta probes the challenges involved in branding commodities, and discusses product 
differentiation strategies in depth. In his conclusion, he observes that: 
―Branding of commodities offers additional value both to the consumers and the 
producers. Branding leads to commodity differentiation and hence enables consumer 
preference. This translates into greater choice and quality for the consumers. To the 
producers branding provides the opportunity to increase gross margins by increasing the 
value perception of their product.‖ 
 
9. Fair Tracing; new branding and tech transfer possibilities? 
By Kay Chapman 
This was a project I heard about whilst listening to a podcast this morning.  It’s called 
―Fair Tracing‖ – a research project funded by the Engineering and Physical Sciences 
Research Council in the UK.  And, as the play on words suggests, the idea is linked to 
the Fair Trade model of trade. 
 
The aim of the project is to: 
Help bridge the digital divide between Northern consumers and Southern producers by 
using tracing technology to enhance the Fair Trade model of trade. 
It’s not hard to imagine a number of possible benefits if applied to an agricultural 
development context.  This kind of branding could be used to provide assurances on 
the quality of seed for example.  Or as a channel for technology transfer by 
providing latest updates about inputs, storage, pests etc.  Market prices could even be 
added, as the data can be amended at any time.  And this is an aside to its intended use 
to support Fair Trade which is a quickly growing consumer category. 
 
How does the system work?  Using digital tracing technology that, according to the blog 
enables an individual product to be: 

http://casipblog.wordpress.com/2009/04/01/the-latest-on-ethiopias-coffee-trade-news-reports-and-expert-comment/
http://www.brandchannel.com/search_result.asp?cx=000980657010496705841%3Avvjr5rsv4ws&cof=FORID%3A10&ie=UTF-8&q=branding+commodities#915
http://casipblog.wordpress.com/2009/10/01/fair-tracing-new-branding-and-tech-transfer-possibilities/
http://www.epsrc.ac.uk/default.htm
http://www.epsrc.ac.uk/default.htm
http://www.fairtrade.net/
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Given a unique identity and tracked throughout the value chain from producer to 
consumer. The information that may be attached to such a “tagged” product is virtually 
limitless, beginning with details of the product’s date and cost of creation, as well as its 
individual creator and his/her working environment and pay, through the various steps of 
its transport to the eventual point-of-sale to the consumer. At each stage of the product’s 
journey, information may be added and/or edited and, if the information is stored digitally 
on the internet, may be of various multimedia types. The ability to access this rich 
information at the point-of-sale will empower the consumer to make an informed 
comparison between competing products before finalising his/her purchase. 
So far precise details have not been determined, and case studies are to be conducted 
to determine what form the data, storage and retrieval could take. Their blog includes 
publications related to the project. 
 
 
10. Supporting, developing and saving local agriculture. CherryAid 
By Kay Chapman 
http://www.foodloversbritain.com/FoodMatters/FoodLovers-Britain-CherryAid/ 
I often listen to BBC Radio 4′s Farming Today programme.  Support of local produce is a 
common theme in the programme, but the CherryAid campaign goes several steps 
further.   It is an integration of value add, support of biodiversity, and the education of the 
consumer in support a specific crop.  It is part of a larger campaign, Food Lovers 
Britain, which aims to encourage consumers to shop locally for local produce, whilst 
supporting local business.  
The website describes that the CherryAid project was born because: 
In the last 50 years we’ve lost 90% of our Cherry orchards and now import around 95% 
of the Cherries we eat. 
Helping consumers become more aware of the underlying issues can ultimately help 
producers differentiate their product and build a brand encompassing a wide range of 
add-on value so they are not competing on price alone.  This is a great example of 
market development and brand building in agriculture. 
 
11. Rice varieties. Nericas® & case for using intellectual property management 
for stewardship 
By Kay Chapman 
http://www.wipo.int/wipo_magazine/en/2009/02/article_0006.html 
This recent article in the WIPO magazine  talks about Nerica®, – a subject CAS-IP has 
been following closely with the Africa Rice Centre (WARDA).   
Helping agricultural research centers manage their intellectual assets as public goods is 
the raison d’être of the Central Advisory Service on IP (CAS-IP), a unit of the 
Consultative Group on International Agricultural Research (CGIAR) to which WARDA 
belongs. WARDA and CAS-IP are holding ongoing workshops to determine how IP 
mechanisms could best support the impact of this agricultural success story. Nerica was 
registered as a trademark with the USPTO in 2004, and as the expanding range of 
Nerica products are adopted by ever more smallholder farmers, CAS-IP notes that it will 
be increasingly important to protect the quality associations that have been so carefully 
established by WARDA, and to ensure that any Nerica seeds acquired by a farmer are 
the real thing. 
 
I have quoted this paragraph in its entirety as it was so well put!  
 

http://web4.cs.ucl.ac.uk/staff/C.Wallenta/fairtracingblog/?page_id=203
http://web4.cs.ucl.ac.uk/staff/C.Wallenta/fairtracingblog/?page_id=203
http://www.foodloversbritain.com/FoodMatters/FoodLovers-Britain-CherryAid/
http://www.bbc.co.uk/programmes/b006qj8q
http://www.foodloversbritain.com/FoodMatters/FoodLovers-Britain-CherryAid/
http://www.foodloversbritain.com/FoodMatters/AboutUs/
http://www.foodloversbritain.com/FoodMatters/AboutUs/
http://casipblog.wordpress.com/2009/05/11/rice-varieties-nericas%c2%ae-case-for-using-intellectual-property-management-for-stewardship/
http://casipblog.wordpress.com/2009/05/11/rice-varieties-nericas%c2%ae-case-for-using-intellectual-property-management-for-stewardship/
http://www.wipo.int/wipo_magazine/en/2009/02/article_0006.html
http://www.wipo.int/wipo_magazine/en/2009/02/article_0006.html
http://www.cas-ip.org/
http://www.warda.org/
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There has been some criticism around the use of ―formal‖ intellectual property 
mechanisms such as trademarks in the field development as it has been viewed as 
―restrictive‖, and counters the spirit of a ―public good‖.  
 
From our perspective this couldn’t be further from the truth!  We see a crystal clear case 
for IP mechanisms of this kind facilitating effective stewardship of research outputs.  A 
research breakthrough is the first step — after that, as the output makes it way 
downstream into the farmers hands and fields, this product MUST perform to 
expectations or the well intended mission of international research falls short.  
Intellectual property management is one tool to help encapsulate the knowledge and 
experience of the original research into the product as it enters the supply chain.  
Stewardship of breeding, storing, complementary inputs and techniques can be built into 
a brand and a brand can be moulded using formal IP such as trademarks.  To repeat the 
WIPO article, the aim is:  ―to ensure that any Nerica seeds acquired by a farmer are the 
real thing.‖ 
 
 
12. Cacao, enhanced value chains, benefits for farmers & intellectual property 
http://edition.cnn.com/video/?/video/international/2009/04/20/wr.april.20.09.bk.b.cnn 
This CNN World Report looks at the cacao market in West Africa and Trinidad.  An 
informative piece with a positive look into the future for these small holder farmers.  
 
These examples further the discussion of the growing trend of consumers wishing to 
know more about from where and how the food they purchase has made its way to the 
supermarket shelves.  See also the recent NYTimes.com article about the ―find the 
farmer‖ scheme that is running in parts of the US.   This could have huge IP implications 
in terms of branding and certification. 
 
CAS-IP has been involved in a project run by Bioversity International and funded by the 
World Bank that uses modern genomics methods to enhance the cocoa value chain by 
identifying  ‖rare and potentially valuable high-quality [cacao] beans.. cacao growers 
could charge more for special beans, and chocolate lovers could enjoy better 
experiences.‖ 
See the Bioversity International  press release for more info. 
The core of the project is to develop standardized, reliable methods to identify the 
valuable beans… Jan Engels, the project leader, is a senior scientist at Bioversity 
International with long experience of cacao diversity. “I am very pleased with the Bank’s 
decision,” he said. “This will encourage farmers to conserve cacao diversity for the best 
possible reason: because it earns them more money. 
A win, win then? 
 
 
13. The ―Catfish Wars‖ – G.I and branding issues 
By Kay Chapman 
http://www.nytimes.com/2008/10/12/magazine/12catfish-
t.html?_r=1&ref=magazine&pagewanted=all&oref=slogin 
This New York Times article tells the story of the ―Catfish Wars‖, which in itself is a 
fascinating tale – raising many issues about aquaculture in a development context.  
Specifically however, the issues about branding, labelling, origin and the effects this can 
have on markets was the reason for blogging this article. Halfway through the feature 
there is reference to the fact that in 1991 American catfish farmers pushed for 

http://casipblog.wordpress.com/2009/04/21/cacoa-enhanced-value-chains-benefits-for-farmers-intellectual-property/
http://edition.cnn.com/video/?/video/international/2009/04/20/wr.april.20.09.bk.b.cnn
http://www.nytimes.com/2009/03/28/technology/internet/28farmer.html?_r=2&adxnnl=1&adxnnlx=1238234894-+tA9VchMMiPdElVrIjV4mQ
http://www.nytimes.com/2009/03/28/technology/internet/28farmer.html?_r=2&adxnnl=1&adxnnlx=1238234894-+tA9VchMMiPdElVrIjV4mQ
http://www.bioversityinternational.org/news_and_events/news/news/article/banking-on-a-new-approach-to-cacao-identification.html
http://casipblog.wordpress.com/2008/10/15/the-catfish-wars-gi-and-branding-issues/
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amendments to the agriculture appropriations bill to prohibit Vietnamese catfish being 
called catfish in the US to differentiate their product.  More recently new catfish crosses 
are  to be launched under a new ―brand‖ to disassociate from the troubled name. 
Rebecca Tushnet on her blog sums up the issues comprehensively: 
The NYT … feature [touches on] issues of false advertising (what is a catfish?), GIs 
(including the use of “Cajun” on fish not raised in the US, as well as country-of-origin 
labeling), and branding (including US growers’ decision to switch to the name Delacata 
in an attempt to leave the catfish wars behind). 
 
 
14. Text messaging will fight drug counterfeiting in Africa 
Another innovative new application for African cell phone users is described in this story: 
http://www.businessweek.com/magazine/content/10_21/b4179037128534.htm 
 
If drug companies sign on, purchasers of prescription drugs will be able to text message 
a unique bar code number on the package to a service provider and receive an 
immediate confirmation that it is (or is not!) what it claims to be.  Two providers 
(mPedigree and Sproxil) will be testing competing services later this year, and both 
Merck and Glaxo-SmithKline are interested. 
 
This new service, if implemented, will address at least part of the problem we 
commented on in February http://casipblog.wordpress.com/2010/02/10/africa-as-a-
dumping-ground-for-counterfeit-goods.  
 
According to the Financial Times, the number of mobile telephones in Africa rose from 
15.6 million in 2000 to 135 million in 2005. That represents a compound annual growth 
rate of almost 54%, compared with 24% globally.  Between 2005 and 2009, when the 
installed base had increased to 300 million units, the growth rate slowed to 22%.  And a 
study by the London Business School concluded that an extra ten mobile phones per 
100 people in a typical developing country leads to an additional 0.44 percentage points 
of growth in GDP per person1. 
 
The market has continued to expand, exciting new services such as M-Pesa (money 
transfers) continue to be introduced, and competition between providers is intense.   
Scientific American http://www.scientificamerican.com/blog/60-second-
science/post.cfm?id=cell-phones-will-thrive-in-africa-b-2009-04-17 warns, however, that 
the increasing reliance on mobile telephony for sensitive transactions presents risks: 
As cell phones become more technologically advanced, they will become the top tech 
platform for the large majority of the world…. Mobile devices and networks, however, will 
be vulnerable to malware, hacker attacks and theft, just like computers are today. 
 
 
15. Challenges for Tanzanian seed sector 
As part of our ongoing market development support for ICRISAT’s seed sector mission 
in Africa, over the last week I met with public and private sector actors in the Tanzanian 
seed sector.  Building a viable private sector presents a number of challenges and the 
situation is quite complex. This is intended only as an overview. After 30 years in power, 
Julius Nyere’s socialist regime collapsed in 1997, and the market-driven economy is still 
in the process of evolution.  Under the socialists there was no private seed sector.  A 

                                                        
1 http://www.theglobalist.com/globalicons/syndication/sample.htm 

http://tushnet.blogspot.com/2008/10/catfish-by-many-other-names.html
http://www.businessweek.com/magazine/content/10_21/b4179037128534.htm
http://casipblog.wordpress.com/2010/02/10/africa-as-a-dumping-ground-for-counterfeit-goods
http://casipblog.wordpress.com/2010/02/10/africa-as-a-dumping-ground-for-counterfeit-goods
http://www.scientificamerican.com/blog/60-second-science/post.cfm?id=cell-phones-will-thrive-in-africa-b-2009-04-17
http://www.scientificamerican.com/blog/60-second-science/post.cfm?id=cell-phones-will-thrive-in-africa-b-2009-04-17
http://www.sciam.com/article.cfm?id=computer-viruses-are-25-years-old
http://www.sciam.com/blog/60-second-science/post.cfm?id=hackers-convene-last-hope-conferenc-2008-07-18
http://www.icrisat.org/
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parastatal seed company – Tanseed – had a monopoly on seed production and 
distribution in Tanzania. 
 
The remains of the old structures can be seen in ASA – the Agricultural Seed Agency – 
a government agency which promotes itself as ―The Source of High Quality Agricultural 
Seeds‖.  ASA’s mission is: 
To produce, process and market sufficient high quality agricultural seeds for the local 
and international farming communities by using modern management and appropriate 
technologies to enhance food security. 
 
ASA is the sole source of public variety foundation seed.   There are failures, and our 
interviews revealed that: 
• ASA’s foundation seed production is unable to meet demand; 
• ASA’s certified seed production and marketing (which, according to ASA, is intended 
only to address orphan crops which are of no interest to the private sector) competes 
with the private sector; 
• As a result of financial constraints, there is only limited public sector breeding in 
Tanzania, and no maintenance breeding; this has resulted in the loss of a number of 
valuable public lines. 
• Foundation seed produced by ASA for both the public and private sector is of poor 
quality, which does not bode well for the future food security and economic development 
of Tanzania. 
 
Bob Shuma, Executive Director of TASTA (Tanzanian Seed Trade Assn.) estimates that 
only 15% of seed planted in Tanzania is certified. 
With a land area of 947,000 sq. km. and four quite different farming ecologies few roads 
are suitable for trucking. Of the 79,000 km of roadways, less than 7,000 km are 
paved.[1] This exacerbates an already fragile distribution chain for certified seed by 
increasing retail prices to the point at which many farmers cannot afford to buy.  
Conventional financing is not an option; with a banking sector that is risk averse, does 
not understand farming, and with interest rates in the 20%-25% range, even a medium 
sized and profitable regional company such as East Africa Seed finances expansion 
from retained earnings. 
 
Drought is yet another factor and explains why the private sector has been unable to 
meet demand from farmers for certified seed, and is one factor in ASA’s inability to meet 
private sector demand for foundation seed.  The government is now investing in the 
installation of irrigation systems for the ASA seed farms, and this should enable an 
increase in output. All of the seed companies interviewed seemed highly aware of the 
need to establish and maintain a strong brand identity to distinguish themselves from 
competitors who, for the most part, are selling identical product (foundation seed 
provided by ASA and AVRDC is available to all buyers). The options for developing 
unique branding strategies are, however, limited and the common focus is on quality and 
reliability.  The disparity between supply and demand – no seed company has been able 
to satisfy demand – explains why marketing is not a critical issue for the private seed 
sector. Bob Shuma observes that: 
 
When Tanzania’s seed laboratory is finally accredited to ISTA and OECD it will stimulate 
the availability of new varieties, new crops and new lines and export opportunities will 
open up; unfortunately budgetary restraints have slowed this process.  With all of these 
constraints, what will attract local investors and entrepreneurs to invest in private sector 
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seed activity?  And how can farmers access improved technologies?  These are 
challenges to be addressed by Tanzania, its partners and by the development 
community. 
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