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NOTE TO THE READER

The Afghanistan NES was developed on the basis of a participatory approach, dur-
ing which over 500 Afghan industry leaders, small business owners, farmers and
public sector representatives held consultations to reach consensus on key sector
competitiveness issues and priority activities. These inclusive consultations were
held throughout the country, including in Mazar-e-Sharif, Herat, Kandahar and
Kabul, with participation of stakeholders coming from Nangarhar Province.

Besides in-depth research and value chain analysis, these consultations were com-
plemented by:

= Factory visits where supply chain assessments were carried out to gain further
knowledge on key issues such as quality procedures, technical skills, lean man-
agement, quality of raw materials, access to markets, etc.

= |nterviews with domestic, regional and international buyers to guide the NES
with strategic insights and market intelligence as well as buyers’ requirements in
terms of quality standards, food safety, packaging, buying cycles, distribution
channels, prices, etc.

= Donor coordination meetings to identify synergies with ongoing/planned
initiatives of development partners so that collaboration can occur during
implementation.

In spirit and in action: The NES is aligned with existing national and sector-specific
plans and policies and builds on ongoing initiatives in areas related to private sector
development, regional integration, investment and economic empowerment of youth
and women. Equally importantly, the NES initiative already accommodates budget-
ing to support implementation of critical pilot activities identified during the design
process. This will ensure that impact and momentum are generated from early on,
and support further resource mobilization and confidence-building.



The principal outputs of the NES Afghanistan design initiative are endorsed, coherent
and comprehensive export Strategy documents with a five-year detailed plan of ac-
tion (PoA) and implementation management framework. These documents include:

1. A main NES document, which contains trade support functional strategies, of-
fering critical support across value chains and acting as enablers for sector
development.

2. Individual NES priority sector strategies packaged as separate documents but
in alignment with the main NES findings and overarching strategic objectives.

NES Afghanistan

Main NES document comprising Trade Support
Functional Strategies:

Quality management

Trade facilitation

Trade information and promotion
Skills development

Business and professional services
Access to finance

Individual NES priority sector documents:

Saffron

Fresh fruits and vegetables
Dried fruits and nuts

Carpets

Marble and granite

Precious stones and jewellery
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EXECUTIVE SUMMARY

The Afghan adage, ‘drop by drop a river is made’ holds es-
pecially true for the saffron sector. Although labour-intensive
to produce, with a long wait between planting and harvest-
ing, saffron offers ample rewards for those who invest in its
production; kilo for kilo, saffron is the highest-value spice
in the world.
While saffron production in Afghanistan dates back more
than 100 years, cultivation remained marginal until a few
decades ago. Saffron is experiencing a revival in the country
for a number of reasons. First, the high value that it com-
mands in the international market bolsters its attractiveness
because it has a high value-to-volume ratio, making it easy
and profitable to export. Second, agronomic and climatic
conditions make Afghanistan an ideal location to grow high-
quality saffron. The distinct attractiveness of Afghan saffron
has been validated on numerous occasions, most recently
in 2016, when Afghan saffron was ranked first out of 30 com-
peting regions at the International Taste and Quality Institute
of Brussels.
From the perspective of socioeconomic development,
the high labour requirements of the saffron industry offer
employment opportunities in both peak and off-peak sea-
sons (especially for women). Additionally, the high profit-
ability of saffron provides incentives for farmers to cultivate
it instead of opium. As a result of these factors, there is wide
consensus among leaders in the Afghan public and private
sectors, as well as the international development communi-
ty, that there are significant economic and social benefits to
increased saffron production in Afghanistan. In this regard,
the Government has embarked in a five-year national plan
for saffron development, led by MAIL.
At present, the saffron sector’s export potential is con-
strained by supply-side challenges in Afghanistan’s busi-
ness environment as well as difficulties penetrating new
markets. To overcome these hurdles, improvements are
needed across the value chain in areas ranging from plant-
ing techniques to harvesting methods to packaging.
Accordingly, the Strategy aims to achieve the following
impact, with the overarching goal of strengthening Afghan
saffron’s value proposition to international buyers:
= |ncrease saffron exports in terms of volume and value
= Gradual migration to the production of high-quality saf-
fron from medium/low-quality saffron

= |ncrease income and socioeconomic benefits to actors
across the value chain

= Position Afghan saffron as a prized product with a recog-
nizable and lasting brand in international markets.

This Strategy is driven by the following overall vision:

‘ ‘ Saffron: spicing up Afghan exports , ,

To achieve this vision, the Strategy focuses on three strate-
gic objectives.

Strategic objective 1: Increase production and productivity
through improved supply-side conditions.

This strategic objective consists of progressively profes-
sionalizing and standardizing both farming and processing
practices to achieve larger-scale production while being rig-
orous and systematic in managing issues related to quality.
It is also about encouraging structural change by facilitating
the purchase of additional inputs (land, buildings), allowing
for adjustment and economies of scale.

Strategic objective 2: Strengthen the organization of the sec-
tor’s ecosystem through greater collaboration and efficiency.

This strategic objective will focus on how coordination
and institutional support can be enhanced between the
various actors involved in the value chain, including farm-
ers, intermediaries, exporters, researchers and other actors.
Success in this area will be achieved through improved sec-
tor governance, institutional strengthening and empowered
sector associations, with particular focus on women-led
organizations. Moreover, the strategy will also support the
government’s ongoing efforts to expand countrywide the
cultivation and harvest of saffron through the ‘Five Years
National Saffron Development Program’.

Strategic objective 3: Spur market penetration and
development through integrated quality management,
packaging and branding operations.

The aim of this objective is to build on the historical but
fragile achievements of Afghan saffron to cement its pre-
mium reputation in international markets. This can be done
by supporting an integrated approach through which quality
procedures, packaging equipment and branding strategies
are bundled together to best promote and commercialize
Afghanistan’s unique offering. As the last line of defence in
protecting the reputation of Afghan saffron, institutions that
test quality will need to be supported.

Finally, this component of the Strategy will focus on
building the capacity of select enterprises to modernize their
brand and thereby appeal to a larger pool of potential buy-
ers, in addition to developing the analytical ability to identify
and adapt to dynamic global trends.

[ EXECUTIVE SUMMARY ]



Figure 1: Afghanistan’s saffron export strategy: theory of change

IMPACT
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STRATEGIC THRUSTS
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SITUATION ANALYSIS

* Increased saffron exports in terms of volumes and value
* Gradual migration to the standardization and certification of quality saffron production
* Increased income and socio-economic benefits to actors across the value chain, afforded by the

growth in production and exports
* Positioning of Afghan saffron as a highly prized product commanding a lasting brand in

international marketst

1. Increase production and
productivity through
improved supply-side
conditions
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market linkages
with the tight
global distribution
channels

Vision

Saffron: spicing up
Afghan exports

2. Strengthen the
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eco-system through greater

collaboration and

efficiency and
appropriate skills
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economic situation
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especially women

workers levels
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Compete
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 Small-scale saffron
production difficult to
achieve economies of scale

* Low productivity levels

» Weak packaging and quality
assurance

Connect
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* Limited coordination and
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Change

* Lack of extension services
tailored to the sector

* Insufficient investment in
development, dissemination
and practical implementation
of sector- focused research

* Limited access to credit
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the value chain
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RED GOLD: DISSECGTING
SAFFRON’S CONTINUED
DOMINANGE IN THE GLOBAL

SPICES SECTOR

THE VERSATILE QUEEN OF SPICES: SAFFRON PRODUCT MAP

Textile dye

Saffron is used in an ever-increasing number of applications
and industries and it is likely that the full potential of saffron
is far from understood. At present, there are four primary
applications of saffron worth mentioning here (with more
detail provided below). Saffron is used as: a cooking spice
and an herbal remedy, and in textile dyeing and perfumery.

Food industry: Saffron enjoys a coveted and highly valued
status in the culinary world. It is widely used as a seasoning
in European/Mediterranean, Middle Eastern, North African
and Asian cuisines. Saffron is used as an herb and a spice
as well as a flavouring ingredient. It is also increasingly used
as an alternative to chemical additives, especially in western
markets.

Medicine: Saffron has been used in traditional medicine
in Persia, Egypt and Europe for millenniums. In the age of
modern medicine, pharmaceutical firms are researching the
potential of saffron as a health supplement. A recent United
Nations Industrial Development Organization (UNIDO) re-
port summarizes the medicinal benefits of saffron as follows:

There is some evidence that saffron may have anti-cancer
effects and may help lower cholesterol and triglycerides.
Saffron is also sometimes used to help with certain condi-
tions, such as baldness. Its effect on strengthening male
fertility is also known. In addition, it has some positive ef-
fects on amyotrophic lateral sclerosis disease.!

Textile dye: Saffron is used as a fabric dye, primarily in
Asian countries such as India and China. Although not par-
ticularly cost-effective or stable (with colours fluctuating over
time), the popularity of saffron as a dye stems from the sta-
tus it conveys, a trait that endures to the present day.

Perfumery: The attractive quality of saffron's complex aro-
ma has also been recognized by the perfumery world, al-
though this is not a significant market segment yet.

1.— UNIDO (2014). Saffron Industry Value Chain Development in Iran:
Diagnostic Study Report. Available from https://open.unido.org/api/
documents/4672742/download/Saffron%20Industry %20Value %20
Chain%20Development%20In%20Islamic %20Republic %200f%20Iran %20
-%20Diagnostic%20Study %20Report..
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Box 1: Saffron in food

Photo: ITC

Saffron is used as a culinary seasoning and to colour cottage
cheese, chicken and meat, rice, mayonnaise, liquors and cordials.
It is also used in specialty breads, cakes, confectionaries and
Mughlai dishes. Saffron is also used as a perfume in cosmetics.

In medicine, saffron is used in fevers, melancholia, and enlarge-
ment of liver and spleen. In Ayurvedic medicine it is used to heal
arthritis, impotence and infertility. It has a wide range of uses in
Chinese and Tibetan medicines.

Source: Spices Board of India.

Table 1 indicates the different use of saffron.

Table 1: Uses of saffron — final concentration of saffron in parts per million in the final product

—_

Baked goods
Non-alcoholic beverages
Ice-cream

Meats

Alcoholic beverages

o o s~ W N

Condiments

10 1.9-14.0

1.3 131075
— 13109

260 —
200 —
50

Source: Sampathu, S.R. and others (1984).
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LEAD PLAYERS AND THEIR MARKET DYNAMICS,
PRICING STRUCTURES AND DISTRIBUTION APPROACHES

The global market size of the saffron sector was US$213
million in 2016 (imports). While saffron’s exports in value
have continuously increased since 2013, the exported quan-
tity has decreased since 2014. This indicates an increase in
saffron prices, which is partly caused by the exchange rate
fluctuations faced by the Islamic Republic of Iran, which is
the greatest producer of saffron worldwide.

Although the Islamic Republic of Iran produces more
than 90% of the world’s saffron, it only accounts for 40%
of global exports. This is due to the influence of prestigious
re-exporters such as Spain, France and ltaly, which add
value to Iranian bulk imports and then resell the saffron at
a higher price. Countries such as Spain, Italy and France
all produce saffron; however, their domestic production is
marginal compared with the quantities that they export.

While Afghan saffron is a new entrant in the global mar-
ket, Afghanistan became one of the largest exporters of saf-
fron in 2016. Based on its remarkable growth rate of 36%
annually between 2012 and 2016, Afghanistan could be a
serious competitor against other major exporters with much
lower growth rates. A new entrant and fast-growing exporter
of saffron is Hong Kong (China), which marked an exported

value of US$5.2 million in 2016 and export growth of 123%
between 2012 and 2016 Photo: By Safa Daneshvar (Own work) [CC BY-SA 3.0 (https-
' creativecommons.org_licenses_by-sa_3.0)], via Wikimedia Commons.

Figure 2: World consumption trends, 2007-2016

World Consumption Trends
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Source: ITC Trade Map.
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Figure 3: World’s top exporters of saffron (2016)

Product: 091020 Saffron
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Source: ITC Trade Map.

Islamic Republic of Iran: Approximately 90% of the world’s
saffron is produced in the Islamic Republic of Iran? and
there is a high correlation between the volume of Iranian
saffron exports and the overall increase in saffron exports
in the world. Although currency fluctuations in recent years
have affected the dollar value of overall exports, the Islamic
Republic of Iran remains the global leader in terms of both
volume and exported value of saffron. Most Iranian saffron
is exported in bulk and then packaged, marketed and dis-
tributed through established trade networks of re-exporters.
Few of the 120 Iranian saffron processing and packaging
enterprises are exporters, as most limit their focus to sup-
plying the domestic market. The majority of Iranian export-
ing companies use very basic packaging, which requires
repackaging afterwards by re-exporters according to the
final export destination.

@ Growth drivers @ Growth inhibitors

* Limited proficiency in packaging,
branding and distribution of non-bulk
forms

* Underdeveloped market links have

 Capable and experienced
sector in terms of production
capabilities

e Large domestic market

* Joint venture initiatives with
Spanish / Italian firms

2 Ibid., p. 1.

led to value loss through re-exports of
Iranian saffron from other markets

* Certain quality and sanitary and
phytosanitary (SPS) issues persist

* Political tensions affecting trade
relationships

Spain: Spain is currently positioned as the second-largest
global exporter of saffron, with a total recorded value of saf-
fron exports reaching US$66 million in 2016. Global trade
statistics do not distinguish between domestically produced
exports and re-exports, and Spain’s position as the second-
largest saffron exporter is undoubtedly tied to its position
as the world’s largest importer of saffron. Over half of all
Iranian saffron exports (56%) made their way to Spain in
2016. Imported saffron is not only consumed domestically
but is also further processed, re-packaged and re-exported
with high-end branding and quality assurances.

@ Growth drivers e Growth inhibitors

* Highly proficient in repackaging and
re-exporting

* Sophisticated grading and quality
standards have led to a strong brand

* Developed trade channels

* Gradually declining production
owing to rises in the cost of
production structure (wages)

India: After the Islamic Republic of Iran, India ranks as the
second-largest producer of saffron, with the spice cultivat-
ed primarily in the Kashmir region. As a saffron exporter,
though, India’s performance is less commanding; it is only
ranked twelfth among global saffron exporters. With a spice-
loving population that tops 1 billion, India’s impressive pro-
duction levels are still insufficient to meet domestic demand.
To satisfy this demand, US$14.9 million in saffron was im-
ported to India in 2016, making it the world’s fourth-largest
importer. This indicates that India predominantly imports for
consumption and not for re-exporting, unlike other major
saffron exporters.
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e Growth inhibitors

* Increasing domestic demand
limits exports, as production is
largely consumed domestically

@ Growth drivers

* Large domestic market
* Investment and institutional capacities
* Private sector interest

Italy: ltaly is the second-largest European exporter of saf-
fron after Spain. Like Spain, it has a rich heritage of saffron
production that continues to the present day, driven by high
demand for the spice in Italian kitchens. Also like Spain,
Italy has recognized the profit-generating opportunities in
re-exporting saffron. It is the second-largest importer after
Spain, with an unknown (though likely substantial) portion
of that import volume undergoing value added processing
and rebranding, followed by re-export.

@ Growth inhibitors

* Production is progressively
decreasing

@ Growth drivers

¢ Investment and institutional capacities
* Developed trade channels

Greece: Another key player in the European saffron trade
is Greece. For several years Greece's saffron exports were
damaged by an economic crisis and poor yields but it has
since reversed these negative trends. Greece is now the
world’s third-largest producer of saffron and eighth-largest
exporter, with significant export growth recorded over the
last five years.

© Growth drivers @ Growth inhibitors

* Recultivation efforts point to a
resurgence of the sector in the
near future

* Slow recovery of production

European re-exporters: Portugal, the Netherlands,
Germany, Switzerland, Austria and the United Kingdom of
Great Britain and Northern Ireland are not saffron producers
but this has not prevented them from operating as major
re-exporters and end users. Anecdotal evidence suggests
that approximately 95% of the saffron branded and exported
by European countries is supplied by the Islamic Republic
of Iran.®

KEY GLOBAL TRENDS

Global demand is increasing

Global imports of saffron grew 7% annually between 2012
and 2016, indicating that the industry has long-term sustain-
able growth potential. Most of the current leading importers
in Europe appear enthusiastic about importing ever-greater
quantities of saffron for the demonstrated profits generated
from re-exports. Turkey, the United Arab Emirates (UAE) and
Hong Kong (China) have also recognized the profit potential
of saffron processing and re-export and are increasing their
import volumes accordingly.

In South Asia, strong growth in saffron demand is com-
ing from the fourth-largest saffron importer, India. India’s
explosive economic growth has made saffron accessible
for an ever-increasing number of middle- and high-income
households. The result has been a 23% annual increase in
demand during the past five years.

3.—Ibid., p. 3.

Figure 4: World’s top importers of saffron, 2016

List of importers for the selected product in 2016. Product: 091020 Saffron
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Source: ITC Trade Map.
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Other fast-growing economies such as Argentina, Saudi
Arabia, Kuwait and China have contributed to the increased
worldwide demand for saffron. Fast-paced growth in the
global south has meant more saffron in more kitchens in
more countries, with the trend likely to continue. With high
levels of demand assured for years to come, future increas-
es in Afghan saffron production will be quickly absorbed by
the global market.

Branding and distribution channels strongly
controlled by Italy and Spain, while the
regional market is controlled by the Islamic
Republic of Iran

The main value of the world’s saffron harvest is captured by
re-exporters such as Spain, France and ltaly, which have
sophisticated, well-established packaging methods and dis-
tribution channels. The latter applies as well to the Islamic
Republic of Iran, which maintains well-established trade net-
works. For emerging producer nations such as Afghanistan,
it remains a challenge finding a niche in the market inde-
pendent of the existing distribution channels controlled by
re-exporters.

Re-exports are increasing based on growing
worldwide demand for high-quality saffron

The UAE is a significant re-exporter of imported saffron,
along with Spain, Turkey, Portugal, the United States of
America, the Netherlands, Germany, Switzerland, Austria
and the United Kingdom, among others. Some of these
countries do not produce saffron at all (as is the case with
the UAE), while others such as Spain are producers, con-
sumers and re-exporters. The level of profitability in saffron
re-exports is a function of strategic geographic location, so-
phistication of packaging methods, creative branding and
strong market links.

High per capita retail prices are expected
to remain stable in the long term

World saffron prices at wholesale and retail level range from
US$1,100 to US$ 11,000 per kilo, depending on the quality
of the saffron and the sales market.* Kilo for kilo, it is the
most expensive spice in the world, a status that has led in-
dustry insiders to refer to saffron as ‘red gold’. Price trends
are gravitating upward, a phenomenon that has motivated
exporters to increase the volume of exports in recent years.

4.— Afghanistan Public Policy Research Organization (2011).

Gender and the Agricultural Innovation System in Rural Afghanistan:
Barriers and Bridges. Available from: https://reliefweb.int/sites/reliefweb.int/
files/resources/Full%20Report_46.pdf.

Box 2: What explains the high price of saffron in global markets?

Saffron is a highly labour-intensive crop, especially during the
harvesting stage of the value chain. Industry research has not yet
identified a reliable way to remove the thread-like stigmas from
the saffron flower using automation. As a result, among both de-
veloped and developing producer nations, the harvesting process
is undertaken by hand. As labour costs in Europe have risen,
production has been increasingly pushed to developing countries.

Another reason for the high price point of saffron is that global
demand for saffron has been increasing at a greater pace than
supply. Even increased saffron yields per acre —achieved through

improved growing and harvesting methods— have not been suf-
ficient to meet this rising demand. Part of the reason for rising
demand is an increase in the use of saffron in niche segments,
including pharmaceuticals and cosmetics. Marketing and busi-
ness development activities of lead firms in the sector have also
contributed to growing awareness of the uses and benefits of
saffron, thereby attracting new consumers. Finally, higher incomes
in China, India and other sizeable, fast-growing economies have
resulted in more households that can afford to use saffron on a
regular basis.
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STIGMAS FOR PROSPERITY:
PLANNING A ROBUST FUTURE FOR
AFGHAN SAFFRON

A CURRENT VALUE CHAIN WITH HIGH POTENTIAL
FOR GROWTH AND SCALABILITY

PRODUCTION OF SAFFRON

Saffron production starts with field preparations; one heavy
tilling is required to prepare each plot for planting. Following
the tilling, saffron farmers will use between 20 and 100 tons of
fertilizer per hectare to prime the fields. Typically, this step is
performed in autumn or winter in anticipation of planting the
following year. The time window for planting saffron corms
starts at the first half of June and lasts until late summer.
A rough guideline for planting is 50 corms per square metre.

The irrigation phase lasts from beginning of October to
May, when the provision of water spurs the growth of the
saffron plants and directly impacts the volume of flower
blossoming. Notably, during winter, the rain and snow water
can be used for irrigation. Harvesting begins roughly 10 to
25 days after initial irrigation, taking place from October
to November. Weeding is particularly important after the har-
vesting stage and is a labour-intensive task.

The harvesting period is the most labour-intensive step in
saffron production, as saffron flowers have a 48-hour lifes-
pan. Ideally, field workers will begin picking flowers early in
the morning, as soon as the flowers blossom. The substan-
tial cost of labour during harvesting is a major contributing
factor to saffron’s high global prices: 150,000-170,000 flow-
ers are required to produce a single kilogram of saffron.

The main production inputs include:

= Corms (also commonly referred to as ‘bulbs’ or ‘saffron
onions’): a one-jerib (0.2 hectare) plot will require 500 kg
to 800 kg of corms, costing between US$3 and US$4
per kg.

5.— Afghanistan Public Policy Research Organization (2010). Value Chain
Governance and Gender: Saffron Production in Afghanistan. Available from
http://appro.org.af/wp-content/uploads/2017/03/131206754-Value-Chain-
Governance-and-Gender-Saffron-Production-in-Afghanistan.pdf.

= Water: minimal amount required, during the irrigation
phase only.

= Plots: optimal soil for saffron cultivation is sandy loam
rich in calcium, with high organic content.

= Ammonia fertilizers: quality of fertilizer directly impacts
yields.

= Nitrate fertilizers: preferably organic.

= Other fertilizers: traditionally animal manure.

= Drying equipment: used to dry stigmas after separation
from flowers.

= Packaging material: necessary for transportation and
marketing, preferably airtight.

High-quality corms are often imported from neighbouring
countries, as domestic supply varies in quality due to lack of
input control, although this situation seems to be improving
thanks to increase availability of domestic corm in the coun-
try. Saffron farmers are especially attentive to corm size,
as it is a significant indicator of future productivity. Farmers
also prefer imported ammonia fertilizers rather than domes-
tic brands due to similar concerns about quality. Electrical
drying equipment needed during the postharvest, process-
ing phase is available but scarce in some regions because
most of these machines are imported. Packaging materials
are also largely imported.

SAFFRON PROCESSING

While harvesting is ongoing, the harvested saffron flowers
are stored for a short period in cool, shaded storage areas.
The flowers are stacked no deeper than10cm, to prevent
crushing of the flowers and damage to the valuable stigmas.

The flowers are then transported to processing facili-
ties where the stigma is carefully separated from the flow-
er. After separation, stigmas are dried through air-drying
(the traditional method) or by using electronic driers and
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dehydrators. Air-drying can take up to a week to complete,
and as a result machine-assisted drying —with processing
times measured in minutes, rather than days— has become
the preferred method.

The final step of the process is sorting, in which the dried
stigmas are graded based on colour, odour, length and
shape. Samples of fully processed saffron are sent to labo-
ratories for quality testing. Only saffron passing a certain
quality standard is designated for branding and marketing.
As domestic and international end users are sensitive to
taste and quality, quality testing laboratories are crucial for
the future success of Afghan saffron.

DISTRIBUTION

Domestic market

In 2008, there were approximately 15 traders® who distrib-
uted Afghan saffron to domestic consumers and retailers.
In 2017, there were approximately 43 companies’, while it
is estimated that there were more than 30 traders of saf-
fron, Domestically, Afghan traders and consumers have
adopted the grading terminology of their Iranian neighbours.
The grade of sargol, which literally translates from Persian to
‘head of the flower’, denotes the best quality. Saffron has a
cherished place in Afghan homes, where it is used as a tea

6.— USAID (2010). Afghanistan Agricultural Finance Market Research.
Washington, D.C., p. 123.

7.— Ghafoory, Besmellah and Yuksei, Isahn (2017). Competitive Strategy
in Afghanistan’s Saffron Sector, Proceedings of 9th European Business
Research Conference 7 - 8 September 2017, Hotel Intercontinental,
Madrid, Spain ISBN: 978-1-925488-43-2. Available from: https://
wbiworldconpro.com/uploads/madrid-spain-conference-september-2017/
economics/1504157616.pdf

Photo: (CC BY-NC-ND 2.0) World Bank Photo Collection @flickr.

for special occasions as well as a spice in the culinary arts.
It retails at about US$ 1,500 per kilogram.® Due to the high
price, though, most demand comes from high-end restau-
rants and hotels.

International market

Exporters usually demand samples from processors for
quality checking with foreign buyers. They store and sort
the goods for the international market and sometimes even
retest Afghan saffron to make sure that the product meets
international quality standards. In 2016, Afghanistan export-
ed US$17 million of saffron to international markets. Major
destinations were India (US$ 14 million), France (US$1.2
million), Saudi Arabia (US$ 1.2 million), the United States
of American (US$ 238,000) and Bahrain (US$110,000).°
Notably, informal trade of Afghan saffron reaches the Iranian
market, where it is labelled as Iranian, and thus a large
amount of Afghan exports of this product goes unreported.

In the last several years, Afghan saffron has attracted
more and more attention in the European high-end market,
based on its unique taste and high quality. This trend indi-
cates remarkable future export opportunities for Afghan saf-
fron, as long as the reputation of the Afghan saffron brand
can be protected through the implementation of quality con-
trol measures. As Afghan saffron has managed to make its
way to different markets, different dynamics and requirements
must be taken into account by exporters. More efforts to
strengthen market development and penetration are required.

8.— Afghanistan, Ministry of Counter Narcotics (2015). Afghanistan

Drug Price Monitoring Monthly Report, September. Ministry of Counter
Narcotics, Islamic Republic of Afghanistan and United Nations Office on
Drugs and Crime. Kabul. Available from http://mcn.gov.af/Content/files/
Afghanistan%20Price %20Monitoring%20September%20%202015.pdf.

9.— Based on Comtrade mirror data
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A SECTOR HARBOURING MULTIPLE COMPARATIVE
ADVANTAGES FOR AFGHANISTAN

Figure 6 reveals the key comparative advantages of saf-
fron production in Afghanistan. Saffron benefits from stable
high prices; growing demand in international markets; high
resistance to extreme temperatures, diseases and irregular
supply of inputs; and is relatively easy to handle and trans-
port. Saffron’s high value-to-weight ratio is especially ap-
pealing for Afghan traders, as it opens up air transport as a
viable, cost-effective shipping option.

In terms of social benefits, saffron production is highly la-
bour-intensive, with women capturing a high share of labour-
related income. Even in culturally conservative Afghanistan,
there is the perception that the detail-oriented work involved
in saffron crop maintenance and harvesting/processing is
especially suitable for female workers. Additionally, saffron is

harvested in autumn, after the harvesting period of other lo-
cal crops. The result is high availability of seasonal workers
who are able to boost their annual income during a period
where they may otherwise be idle.

Another social benefit is saffron’s ability to compete with
opium in terms of income generation. In a country where the
crime of opium production is rarely prosecuted, a farmer
must have economic incentives to pivot away from this il-
licit narcotic. The proven profit-generating ability of saffron
cultivation provides this incentive.

On the market side, Afghan saffron is highly regarded
among international spice connoisseurs and has consist-
ently received high rankings when compared with the saf-
fron of other world producers.

Figure 6: Afghan saffron: enabling and dissuading factors

Enabling factors

Dissuading factors

Resistant to
extreme
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erratic supply of
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substitute for water high prices in

opium international
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high sunk costs

cultivation
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for women

markets
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international markets,
s0 limited incentive to
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With European saffron-producing countries like Spain,
Greece and ltaly experiencing difficulty finding cost-effec-
tive labour options, Afghanistan may be able to fill the gap
created by their declining output. Afghanistan has a strong
surplus of readily available labour, especially when it comes
to capable female workers.

With all factors taken into consideration, the business case
for growing saffron in Afghanistan is strong. The Ministry of
Agriculture estimates that the Afghan saffron industry could
reach a value between US$200 million and US$300 million.
However, a number of recent developments point to favour-
able growth prospects:
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= Saffron production has reached 31 provinces' (out of 34
total), from just one province a decade ago.

= For the third year in a row, the International Taste and
Quality Institute in Brussels, Belgium, certified Afghan
saffron as one of the world’s best."

= The area under saffron cultivation has increased to more
than 5,200 hectares in 2017, exhibiting a steady rise over
the last several years."”

= MAIL is currently planning the deployment of a large-
scale training programme aimed at saffron farmers.

10.- MAIL.

11.— International Taste and Quality Institute (2013). Afghan saffron
company ranked 1st by International Taste and Quality Institute, 22 June.
Available from www.itgi.com/en/about-itgi/press-archives/afghan-saffron-
company-superior-taste-award-2013/.

12.— Ministry of Agriculture.

Photo: ITC

HIGH INITIAL COSTS AND LONG PROFIT GESTATION ARE
BARRIERS TO ENTRY FOR PROSPECTIVE SAFFRON FARMERS

At present, engaging in saffron cultivation in Afghanistan
is restricted as a result of the high capital requirements. At
the initial stage, farmers must have sufficient capital avail-
able to purchase enough saffron corms to populate a plot.
With demand for corms high (and increasing every year),
this can require a sizeable investment. Once the corms are
purchased and planted, a saffron farmer must have enough
savings, financial backing or other sources of income to wait
nearly two years for the saffron plants to blossom in suffi-
cient quantities to harvest. Maximum output is only achieved
after several years tending to the same plot of saffron plants.
The first harvest season will generate zero revenue for the
saffron farmer. New research results shows that using new
appropriate technics, it is possible to increase saffron pro-
duction up to 30 — 40 kilos per hectare during a period of
4 years (6 to 8 kilos/year).

Once a farmer has secured the initial capital to begin
saffron cultivation, operating costs are minimal. Although
saffron production is labour-intensive, it is also highly sea-
sonal and requires minimal investment in machinery. Most
activities tending the plants can be carried out manually,
with a high degree of attention necessary only during the
first year after planting. The typical life cycle of a saffron
plant is seven years in total.

Besides labour, there are additional inputs involved in
cultivation, which include fertilizer, fungicide and water.
Fortunately, saffron has a low water requirement, an espe-
cially critical factor for Afghanistan where irrigated land is
scarce. Estimated annual costs for these items are US$90
per jerib (US$450 per hectare).

While saffron is a highly profitable crop in the long term,
significant returns are only obtained in the medium term.
Profitability is generally achieved only after the third year of
production, as output from production increases. Maximum
yields are achieved between the third and fifth year of
production.

In Afghanistan, where personal savings are minimal and
access to finance is scarce, the capital requirements for saf-
fron production are a significant barrier to entry. To date, this
has limited saffron production to male landholders who have
already accrued some degree of wealth or who are able to
access the wealth of immediate family members.

Photo: ITC
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Box 3: Saffron versus opium poppy cultivation

Saffron production is not new to Afghanistan, as there are histori-
cal testimonies indicating the country cultivated it at least 2,000
years ago, particularly in Herat Province. However, it is only 30
years ago that saffron started being grown in the country for trial
purposes. In the early 1990s, saffron production was mainly
undertaken by returnees from the Islamic Republic of Iran who re-
entered Afghanistan bringing saffron corms and work experience
in Iranian saffron fields. In the early 2000s, saffron production
started blooming as a result of the end of the civil war and the ef-
forts of both Government and development partners, who observed

good results and high returns in trials. Notably, saffron cultivation
is being encouraged through corm distribution, giving rise to the
idea that it can be an economically viable alternative to poppy
production and a more effective policy than burning poppy fields.

As is explained in subsequent sections, several factors account
for the narrow scalability of saffron production vis-a-vis poppy
cultivation. One of the main reasons is that for saffron income to
be relatively higher than opium income, farmers must wait until
the third year of cultivation.

A HIGHLY SEASONAL AND LABOUR-INTENSIVE SECTOR

(ESPECIALLY FOR WOMEN)

Over the last decade, saffron cultivation has steadily spread
across Afghanistan. In Herat Province, Afghanistan’s saf-
fron production hub, it is estimated that more than 11,000
farmers are involved in cultivating roughly 5,200 hectares of
saffron plots.”®

Aside from the year-round work of farmers tending to
their saffron plots, the harvesting of the saffron flowers be-
tween October and November each year requires an enor-
mous mobilization of labour. The saffron flowers must be
picked within their 48-hour lifespan to prevent damage to
the valuable stigmas contained within, and should ideally
be picked within hours of blooming at sunrise. The flowers

13.— Ministry of Agriculture

must then be taken to a processing facility where the three
thread-like stigmas in each flower are delicately removed.
The work is not finished until the stigmas are sorted and
packaged, preferably in airtight containers. In aggregate,
harvesting and processing each saffron plot requires 20-30
days of intensive labour.

One kilogram of saffron —roughly 450,000 stigmas— de-
mands approximately 40 hours of labour. Estimates indicate
workers pick on average 10 kg of saffron flowers per day,
while earning roughly AFN 25 (US$0.38) per kg. or US$4 to
US$6 per day. Importantly, the timing of the saffron harvest
does not create any opportunity costs for seasonal workers.
As saffron is the final harvest before winter sets in, labour-
ers who commit themselves to it would likely have few other
income-generating opportunities at that time of year.

Box 4: The role of Afghan women in saffron production

Afghan women play a critical role in the saffron value chain, par-
ticularly in the harvesting and processing stages of production.
It is estimated that 80% of activities in the production of Afghan
saffron are undertaken by women. In part, the heavy involvement
of women in the saffron harvest is explained by the low wages that
female workers are willing to accept. While the wages may be low,
the enticement of cash payments is enough to mobilize the female
populations of saffron-producing communities. For these women,
it may be their last opportunity to contribute to household income
before the unforgiving Afghan winter sets in.

To date, Afghan women’s role in saffron production has been
largely limited to the manual labour required for harvesting and
postharvest processing. There are promising signs, though, that
these gender barriers in the saffron sector are gradually breaking
down. Women’s saffron producer associations exist today, a fact
that would have seemed inconceivable in the not-so-distant past.
These associations have provided spaces for women to share
experiences and know-how, and will hopefully contribute to more
women serving in more prominent roles in the Afghan saffron
value chain.
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PROMISING EXPORT PERFORMANCE OF AFGHAN SAFFRON

Prior to 2001, Afghan production of saffron was minimal,
with export figures at or close to zero. While the condition of
the saffron sector in 2001 may have appeared dismal, the
foundation for future success was already in place. Afghan
refugees with experience in the Iranian saffron sector had re-
turned to Herat Province in the early 1990s and had started
cultivating their own distinctive brand of saffron. By the late
1990s, this nascent community of saffron farmers was re-
ceiving various forms of support from international develop-
ment agencies that recognized the sector’s potential.

The export of Afghan saffron to Europe and North
America —impossible under the Taliban— became a reality
in the mid-2000s as production levels grew. After the first
shipments of Afghan saffron reached Western markets, the
reputation of Afghan saffron steadily grew as a result of its
unique flavour. Since then, the exported value of Afghan saf-
fron has kept growing and reached US$ 17 million in 2016.
This resulted from steep export growth of 36% annually in
the last five years." The growth was supported by export
diversification and access to new markets in Europe, the
Middle East and Asia.

14.— Based on Comtrade mirror data.

Afghanistan’s export basket was valued at US$421 million
in 2016." Among traditional export products such as dried
and fresh fruits and vegetables, saffron ranked fifth in the
export basket with an exported share of 5% in 2016. Looking
at the export basket's composition in 2008, saffron did not
appear as one of Afghanistan’s most exported products.
The comparison between the two years again highlights the
strong growth of Afghan saffron exports in a short period.

When Afghan saffron exports started to grow rapidly, the
majority of the product reached ltaly in 2012. Other first
receivers of Afghan saffron were the United Arab Emirates,
Germany and the United States in the same year. Within only
five years, India became the greatest importer of Afghan
saffron, followed by European countries and Saudi Arabia in
2016. The exported value also jumped from US$4.6 million
in 2012 to US$ 17 million in 20166, This shows the high abil-
ity and potential of Afghan saffron to quickly penetrate and
establish reputation in new export destinations based on its
premium quality and unique taste. Notably, Italian imports
of Afghan saffron show a remarkable decrease, owing to
issues related to SPS, and the quality and traceability of
Afghan production.

15.— Based on Comtrade mirror data.
16.— Based on Comtrade mirror data

Figure 7: Exported value of Afghan saffron, 2005-2016 (US$ thousands)
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Figure 8: Top 10 export destinations of Afghan saffron,
2012 (US$ thousands)

Figure 9: Top 10 export destinations of Afghan saffron,

2016 (US$ thousands)
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OVERCOMING HURDLES FOR GROWTH:
KEY COMPETITIVENESS CONSTRAINTS

Key issues constraining the sector’s ability to compete, connect and change

The following section analyses sector challenges across three
dimensions: firm capabilities; institutional and trade support; and
national environment, policy and regulations.

Compete: Issues limiting the sector’s capacity to compete in
national and foreign markets. This includes challenges related
to access to inputs, productivity, quality management, national
infrastructure and compliance with standards, among others.

Connect: Issues restraining connectivity to suppliers, markets
and clients. This dimension includes challenges related to market

Compete

The competitiveness of the Afghan saffron industry is con-
strained by its limited ability to achieve economies of scale.
Moreover, despite Afghan saffron’s international reputation
for quality, the majority of producers have not been certified
by the International Organization for Standardization (ISO)
(ISO 3632-1:2011 and ISO 3632-2:2010). The sales pros-
pects of Afghan saffron traders are further diminished by
non-standard packaging, which decreases the product’s
appeal in international markets.

High prices and low availability of corms limit new
entrants

The rising price of corms is a critical barrier to entry for
Afghan farmers interested in engaging in saffron produc-
tion. The relatively small number of Afghan saffron farm-
ers, in turn, prevents the sector as a whole from achieving
economies of scale.

Following a period when saffron corms were imported
(and in many cases, smuggled) almost exclusively from the
Islamic Republic of Iran, the Afghan saffron sector was able
to reach a stage where corms could be produced domesti-
cally. The total supply of saffron corms from domestic and
foreign sources (including corms provided by international
development agencies) remains insufficient to meet de-
mand among Afghan farmers. The natural consequence
is high prices for saffron corms in Afghanistan, which can
be as much as 30% higher than in neighbouring Islamic
Republic of Iran. The cross-border price discrepancy for this

information, marketing, trade promotion, branding and trade
agreements, among others.

Change: Issues limiting the sector’s capacity to change, innovate
and tap into emerging trends. This dimension relates to challenges
related to access to trained/skilled labour, intellectual property
protection, institutional support to innovate, investment promo-
tion and protection, corporate social responsibility, and youth and
women employment, among other issues.

key input places Afghan producers at a severe competitive
disadvantage vis-a-vis Iranian saffron enterprises.

In Afghanistan, the cost of planting saffron corm is esti-
mated to be around US$2,000" per jerib (half acre) of land,
(cost calculated using an estimate of 500kg of corms per
acre), an expensive investment for most Afghan farmers.
The high prices of saffron corms have caused some Afghan
saffron farmers to focus on corm production, a development
that may increase the capacity of the sector in the long term.

Value chain segment Inputs/production

PoA reference

Economies of scale are difficult to achieve due
to small-scale saffron production

Activities2.41t02.4.4

Saffron cultivation in Afghanistan is characteristically under-
taken on small plots between 1.5 and 2 jeribs™ (0.3 to 0.4
hectares). Moreover, saffron cultivation is usually undertaken
alongside other crops such as vegetables or fruits. The in-
stinct of Afghan farmers to hedge risk is one of the main rea-
sons behind the small scale of production. The expensive
initial investment required for saffron production, along with

17.— Afghanistan Public Policy Research Organization (2010). Value Chain
Governance and Gender: Saffron Production in Afghanistan. Available from
http://appro.org.af/wp-content/uploads/2017/03/131206754-Value-Chain-
Governance-and-Gender-Saffron-Production-in-Afghanistan.pdf.

18.— World Bank (2011). Understanding Gender in Agricultural Value
Chains: the Cases of Grapes/Raisins, Almonds and Saffron in Afghanistan.
Washington D.C.
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a long wait (typically three years) to reach the investment
break-even point, leads farmers to diversify production with
other crops.

Furthermore, the perennial nature of the saffron plant
means that once a plot has been dedicated to saffron, it
cannot be used to ‘rotate in" other seasonal crops. Even
when a saffron field may appear inactive, the bulbs are still
lie dormant beneath the surface. The consequence is that
increased saffron production can only be achieved by open-
ing up more land to its cultivation, rather than by looking for
more efficient crop rotation systems.

Value chain segment Production
00000

Activities 1.2.1t0 1.2.5

Severity

PoA reference

Poor farming practices lead to low productivity

As saffron is still a relatively new crop in Afghanistan, ef-
forts need to be made to elevate the technical expertise
of saffron farmers. Particularly, training is needed to help
Afghan farmers recognize optimal bulb weight and size at
planting, as well as introducing adequate spacing between
plants. Training in pest and disease control would also be
enormously beneficial to the sector, as saffron plants are
vulnerable to insects, worms and animals, as well as some
fungal diseases.

Value chain segment Production
Severity 00000
PoA reference Activities 1.1 12 11 51)2 2.1.4, and

Incentives to cultivate other crops, especially opium,
are higher

Saffron cultivation has been strongly advocated by the
Afghan Government and its development partners, such as
the EU and the United Kingdom, as an economically viable
and legal alternative to opium production.

Despite the best efforts of these entities, several factors
can explain the relatively higher preference among farm-
ers to cultivate other crops, particularly opium poppy. While
opium provides near-term profits (and often even credit
assistance in the form of advance payments from buyers),
saffron cultivation is characterized by a longer-term period
for investment return that typically spans several years (with
zero revenue in the first year).

Another risk factor for saffron producers (compared
with opium farming) is difficulty connecting to international
buyers. While the price of saffron may be high in official
reports and publications, this does not necessarily mean
that Afghan saffron traders are able to access the buyers
who are willing to pay premium prices for premium saffron.

The risk for saffron traders of selling their product below
market prices has likely resulted in a situation where farmers
are paid less than expected for their saffron yields. In addi-
tion, concerns from farmers regarding the marketability of
produced saffron is a hindering factor that favours the pro-
duction of poppy. While saffron exporters struggle to con-
nect with international buyers, opium traders directly contact
farmers and they even provide them with substantial support
for growing poppy, including credit assistance. Finally, Herat
farmers struggle with pressures from insurgents to switch
saffron production for poppy cultivation.

Value chain segment Production
Severity 00000

PoA reference Activities 1.3.1101.3.5,2.2.1, 2.2.2,
341,342

Weak packaging capacity reduces the market price
and limits market-entry

The limited capacity of packaging services is partly ex-
plained by the lack of packaging equipment and materials
available, which in turn restrains the capacity of firms to ship
consignments to overseas markets and reduces the market
price of the final product. Purchasing packaging equipment
is a prohibitively costly investment for producers given the
current small scale of production.

Weak marketing skills among producers and insufficient
access to market intelligence are also factors that weaken
the sales prospects of Afghan saffron traders. The limited
understanding of international market regulations regard-
ing proper packaging —such as the International Standards
For Phytosanitary Measures 15 packaging standards— can
impact the volume of imports to highly regulated markets
like the EU. The unprofessional packaging of Afghan saffron
also decreases its attractiveness to potential buyers in the
domestic market, leaving it vulnerable to competition from
imported Iranian saffron.

Value chain segment Marketing/distribution
PoA reference Activities 1.2.2, 1.2.4,3.2.1 10 3.2.4,
332,334,335

Weak ability to ensure the quality of saffron is a
barrier to export to highly regulated markets

Providing credible assurances of the quality of Afghan saf-
fron is a prerequisite to enter highly regulated markets such
as the Netherlands, United States, Australia and Italy. The
current shortcomings related to quality control in the Afghan
saffron sector exist at both firm level and Government level.

At the enterprise level, irregular quality at the produc-
tion level is explained by low awareness among producers

[ AFGHANISTAN’S NATIONAL EXPORT STRATEGY / SAFFRON SECTOR 2018-2022 ]
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Photo: Hand processing saffron (CC BY-NC-ND 2.0) World Bank Photo Collection @flickr.

regarding international standards and the irregular quality
of saffron corms. Despite these problems, some produc-
ers grow outstanding saffron. Both domestic and imported
corms vary in quality. Inexperienced saffron farmers are
susceptible to the allure of lower cost, lower quality corms
because they lack sufficient training to grade the corms and
recognize a bad sales proposition.

At the processing stage, traditional methods for drying
saffron —exposure to the open air and charcoal-fuelled ov-
ens— are still being used, which degrades the quality of the
saffron. Long periods spent drying exposes the saffron to
contaminating agents like dust and sand. The low uptake
of improved methods of drying, such as electric driers and
microwave ovens, is due to the limited (and highly irregular)
access to electricity across the country. Saffron process-
ing centres with laboratory conditions for drying and sort-
ing could drastically improve quality but the construction of
such centres has not yet attracted the interest of investors.

When it comes to the regulatory framework within
Afghanistan, the Afghan Government has little to no capac-
ity to effectively regulate the quality of exports. Quality cer-
tificates for saffron are issued by an agency under MoCl
but samples are provided by the traders themselves, with
no random sampling. Anecdotal evidence suggests that
many Afghan saffron traders have learned the hard way
about the importance of quality control —when they find
their shipments being rejected at EU border control points.
Insufficient testing facilities and trained technicians available
to objectively measure key saffron attributes such as colour,
taste and aroma are major challenges for quality assurance.

Value chain segment All segments

Activities 1.1.1t0 1.1.3,2.1.4,2.1.5,

BRI 311103.1.7, 334,335
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Figure 10
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Connect

Afghan saffron, despite outstanding performances at promi-
nent spice tasting events, continues to have low visibility in
international markets. Explanatory factors include the weak
ability of enterprises to connect with foreign buyers, and as
yet unsuccessful efforts to build an Afghan brand for saffron
in overseas markets. In addition, value chain actors are not
adequately connecting with each other.

Afghan companies struggle to create business
connections with international buyers

Afghan saffron enterprises lack the skills and knowledge to
market their products abroad. Limited market intelligence
support hinders the ability of Afghan saffron traders to iden-
tify export opportunities.

Apart from weak formal export support provided by
public and private sector institutions, existing producer
associations are also failing to provide expected market
connections and market intelligence to members. Most in-
formation is provided by individual firms and may or not be
vetted and accurate. Further dissemination of information on
market dynamics, pricing structures and marketing meth-
ods is required. More efforts are also needed to publicize
the benefits and tariff preferences accorded by bilateral and
preferential trade agreements, such as the EU’s Generalized
Scheme of Preferences. These special preferences afforded
to Afghanistan should (in theory) give Afghan saffron traders
a price advantage vis-a-vis their competitors.

Finally, Afghan saffron companies have low participa-
tion rates in relevant trade fairs such as Gulfood Dubai. To
overcome all of these weaknesses, Afghan saffron traders
require tailored services to help them identify and connect
with business partners in target international markets.

Value chain segment Marketing/distribution

PoA reference

Activities 3.3.1t0 3.3.6

Underdeveloped marketing of Afghan saffron in interna-
tional markets

One of the primary reasons that Afghan saffron enterprises
continue to struggle attracting recognition in international
markets is that a portion of Afghanistan’s saffron is marketed
abroad as an Iranian product. Commonly, Iranian merchants
smuggle saffron corms to farmers in Afghanistan for saffron
production. After the valuable saffron stigmas are harvested,
they are sent to the Islamic Republic of Iran to be further pro-
cessed and packaged. The saffron is labelled as an Iranian
product and then exported to Europe and other markets.

It should also be noted that many Afghan saffron trad-
ers also complain of the opposite scenario plaguing the
sector; lower-quality Iranian saffron being smuggled into
Afghanistan, mixed with Afghan saffron, and then sold under
the label of Afghan saffron. Both types of adulteration, by
both Afghan and Iranian saffron traders, weaken the position
of the Afghan saffron sector as a whole. Corruption and inef-
ficiencies at the Afghan/Iranian border allow for seemingly
effortless smuggling of saffron between the two countries.

Value chain segment Marketing/distribution
Severity 00000
PoA reference Activities 1.2.2, 1.2.4,3.2.1t0 3.2.4,
332,334,335

Weak organization among producers and limited services
provided by associations

Weak organization among saffron producers not only limits
the potential to achieve economies of scale but also hinders
farmers’ ability to receive technical support. The registration
procedures to form associations are perceived as highly
bureaucratic and discretionary, given that processes often
require personal connections and networks, which favours
elites within villages. Existing associations have a narrow fo-
cus in terms of services provided to members because they
concentrate their efforts on supply-side production issues,
while provision of services to support post-production and
international marketing has been limited (or non-existent).

Value chain segment All segments
00000

Activities 2.2.1t02.2.3

Severity
PoA reference

Limited coordination between value chain stakeholders

Weak coordination and information-sharing by value chain
actors hinders the development of the saffron industry in
Afghanistan. Although a National Saffron Coordination and
Support Committee exists, increased dialogue and coop-
eration between public and private sector staleholders is
needed at both national and provincial levels. Currently,
there are insufficient efforts to coordinate systematic infor-
mation-sharing meetings between relevant stakeholders.
The Committee, as well, lacks empowerment to advocate for
the definition and subsequent execution of its legal status
within the system.

Value chain segment All segments
00000

Activities 2.1.1t02.1.5

Severity

PoA reference
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Figure 11
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Change

The Afghan saffron industry exhibits a low level of adoption
of modern production and processing techniques, owing to
diverse factors such as low availability of skilled labour spe-
cializing in saffron, basic infrastructure constraints and insuf-
ficient investment in advanced saffron research. Additionally,
the capacity of the sector to change is hindered by a mini-
mal effort to provide support services for women throughout
the value chain.

Few agricultural extension workers with specific training
in saffron production

In order to advance the saffron sector, current suboptimal
agronomic methods must be replaced with modern produc-
tion techniques. Expertise is required in such areas as plot
preparation, row spacing, timing of irrigation, and the quanti-
ty and composition of fertilizer to be applied. To improve the
level of support, the agricultural extension workers deployed
by MAIL must be trained specifically in saffron production.
At present, MAILs extension workers possess little in the
way of actionable insights to assist saffron farmers.

Increasing the level of expertise in saffron requires
the development of saffron-focused programmes at
Afghanistan’s undergraduate-level agricultural education
institutions. Such a measure would require the training of
expert-level faculty members, as well as a curriculum that
covers all components of the saffron value chain.

Value chain segment Production

PoA reference

Activities 1.1.1,2.3.5

Limited ability to change/upgrade existing processing
methods

At present, the Afghan saffron sector is woefully underde-
veloped when it comes to international best practices for
handling and processing saffron. Especially relevant is the
ability (or lack thereof) of saffron producers to ensure the
hygienic handling of stigmas and protection from dust and
other contaminants. Afghan saffron producers also tend to
lack awareness of packaging methods that conserve the
spice’s aroma and flavour, factors which increase sales
prospects during off-season trade.

When it comes to drying the saffron stigmas immedi-
ately after the harvest, Afghan producers continue to use
traditional air-drying methods. Air-drying is not considered a
saffron processing best practice, as the length of time —typi-
cally around one week— increases the likelihood of contami-
nation while also limiting precision in terms of achieving the
optimal level of stigma dryness.

The continued practice of air-drying is likely the result
of the high cost of electrical drying equipment, as well as

the high operational costs necessary to power such equip-
ment. Government-supplied power in Afghanistan is erratic
(if available at all) and running auxiliary generators is expen-
sive. In a promising development, the establishment of 10
saffron processing centres was announced by the Afghan
Government in early 2017.°

Value chain segment Processing
0000

Activities 1.1.1,1.1.2,1.22t01.25

Severity

PoA reference

Limited access to credit that fits the needs of the sector

Considering the high initial investment required for saffron
cultivation, along with the three years required to break
even, saffron farmers require financial services that can ac-
commodate their needs. There are currently no financing
instruments available that are structured to support saffron
farmers.

Value chain segment All segments
00000

Activities 1.3.1t0 1.3.5

Severity
PoA reference

Need for saffron-related research and dissemination of
(accessible) information on saffron

Further research is needed to support the Afghan saffron
sector, particularly in the areas of agronomic methods, pest
and disease control, socioeconomic relations along the
value chain, processing and packaging with the objective
of improving volume, and methods to increase the quality
of the finished saffron product. Moreover, existing studies
undertaken by the relevant ministries, development part-
ners and research institutions have not been disseminated
widely enough among key stakeholders in the value chain,
especially in a way that is accessible to those with limited
educations.

Value chain segment All segments
00000

Activities 2.3.1102.3.7,2.4.3

Severity

PoA reference

Insufficient support services targeting women across the
value chain

Women play an outsized role in the Afghan saffron value
chain, especially during the harvesting and processing
stages. In fact, women are estimated to make up as much
as 80% of the saffron sector’s workforce.

19.— MAIL announcement in March, 2017.
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Despite the extraordinary contribution of women to the
Afghan saffron sector, there is limited support to elevate their
capacity. At the production level, MAIL agricultural extension
services focusing on women are lacking. Social norms in
Afghanistan require extension services to be provided from
women to women. However, a shortage of women saffron
specialists is a barrier for the provision of women-tailored
technical training.

In terms of institutional support for women-owned/op-
erated saffron production enterprises, women'’s saffron
associations face challenges unknown to their male coun-
terparts. Although women'’s associations have been estab-
lished in Herat, prospective female members require the
permission of a male relative to register. In general, wom-
en’s saffron associations remain weak, limiting their ability

Photo: ITC

to engage in capacity-building interventions, disseminate
market information or pool financial resources to fund corm
banks or community processing facilities.

Lastly, there are few women-only spaces for saffron
trade in Afghanistan, owing to the social constraints that limit
the mobility of women. As a consequence, Afghan women
depend on local traders to inform them about saffron prices
instead of directly obtaining pricing information from their
own investigations. As a result, women’s negotiating power
over prices is diminished.

Value chain segment All segments

PoA reference

Activities 1.3.1101.3.5,and 2.2.3
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Figure 12
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ASSESSING AFGHANISTAN'S
POSITIONING VIS-A-VIS THE
GLOBAL SAFFRON VALUE CHAIN

This Strategy aims to achieve the following objectives:

* Increased saffron exports in terms of volume and value.
 (Gradual migration to the production of high-quality saffron
from medium/low-quality saffron.

e Increased income and socioeconomic benefits to actors
across the value chain, afforded by the growth in production
and exports.

Positioning of Afghan saffron as a highly prized product with
a lasting brand in international markets.

FACTORS DRIVING GROWTH FOR THE AFGHAN SAFFRON

VALUE CHAIN

In terms of characteristics, Afghan saffron inherently pos-
sesses a high degree of quality on a par with or better
than industry leaders Islamic Republic of Iran and Spain.
Recent Government efforts to resolve the long-standing
problem of good quality corms is a step in the right direc-
tion. A focus on quality management —a make-or-break
requirement for the international retail segment— has also
started emerging fast.

The weather, agronomic conditions and availabil-
ity of labour are all well-suited for cultivating saffron in
Afghanistan.

International firms with Afghan operations, such as Rumi
Spice, have started promoting Afghan saffron and spur-
ring interest in the sector.

Recent understanding among policymakers and donors
of the socioeconomic importance of the sector.

The global markets are not price-sensitive and the high
demand ensures that prices stay high. The global saffron
market has been growing at an average rate of 30% per
annum in recent years.

Political risk stemming from the threat of sanctions on the
Islamic Republic of Iran. Although a distant possibility,
this is a high political risk for the Republic’s customers
such as Spain, who may look to diversify supply chan-
nels if the risk increases. Afghanistan has an opportunity

here, provided production output is stable and quality
control is achieved.

= The high availability of labour (particularly female work-
ers) during the off-peak months ensures that adequate
pairs of hands are available.

= Recent developments in terms of the air corridor between
Afghanistan and India bode well for export logistics.

= The saffron supply chain (producers, traders, proces-
sors, financiers) inside the country is relatively fragment-
ed. However, quality management efforts can be more
effective if the supply chain is better organized inside
the country.

SHORT-TERM: COMPETE ON QUALITY
AND CULTIVATE RELATIONSHIPS WITH
LEADING IMPORTERS, ESPECIALLY

IN THE EU AND MIDDLE EAST

Afghanistan can position itself to compete on quality in
the short/medium term by investing in quality manage-
ment across regulatory institutions and saffron enterprises.
Ensuring a stringent focus on the premium and high-quality
segment will also help build a culture of quality within the
sector. For market-leading retailers, especially in the EU,
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quality is the make-or-break parameter. Afghan export-
ers must build strong relationships and a brand based on
quality with these importers and their networks. This entails
that SPS and other quality-based requirements are fully ad-
dressed before the product leaves Afghanistan.

As discussed earlier in the Strategy, the global distribu-
tion of saffron is controlled by select large importers and
resellers in EU countries like Spain, Italy and France. Closer
to home, the UAE is similarly important as a re-exporter. A
concerted focus on these countries is therefore required to
build relationships with clients that have strong distribution
channels.

Additionally, in the short-to-medium term, Afghanistan
must look at both the demand and supply sides of the do-
mestic market. Estimates indicate that domestic Afghan de-
mand for saffron could be as high as three tons annually.
This provides a strong base of clientele for Afghan saffron
producers, albeit at lower prices.

LONG-TERM: CAPITALIZE ON
ESTABLISHED BRAND AND ADVANCE
UP THE VALUE CHAIN

In terms of volumes, Afghanistan is and will continue to be
a smaller player in the global saffron industry for at least the
next 1015 years. However, through a concerted effort to
increase/aggregate/scale up the amount of land dedicated
to saffron cultivation, as well as improve overall productivity,
the sector will be able to increase absolute export volumes.
If quality and volume levels are improved and Afghan saffron
becomes a recognized brand in international markets, then
Afghan saffron producers will be able to move up the value
chain closer to the end consumers. In some cases, Afghan
exporters may also find it viable to directly reach consumers
using e-commerce platforms.

MARKET POSITIONING: PREMIUM AND HIGH-QUALITY

SEGMENTS

The following analysis divides into two broad phases: one
related to the immediate, short-term perspective and the
other to the medium/long-term outlook. By the latter pe-
riod, it is expected that a significant portion of the NES —as
well as the sector PoAs— will have been implemented. This
phased approach is aimed at staging interventions in align-
ment with the evolving capacities of each sector’s trade and
investment support institutions and sector enterprises as
NES implementation moves forward.

The following product-market combinations are further
prioritized. These recommendations should not deter indi-
vidual enterprises from acting on their own strengths and
weaknesses, and in fact they are likely to benefit equally
from the support and structural improvements to the val-
ue chain which should result from implementation of this
Strategy.

SHORT-TERM PRIORITY MARKETS
(1-3 YEARS)

Short-term priority markets are product-market combina-
tions which are already exporting well but could either: a)
perform better with implementation of shorter-term improve-
ments recommended in this Strategy; or b) be translated
into quick success with promising variations on other suc-
cessful products.

Domestic market

Domestic: About 40% of the saffron produced in
Afghanistan is consumed domestically, with distribution
through retail outlets in Herat and Kabul.2® The spice has
a stable market in Afghanistan, with growing use in Afghan
cuisine. Domestic demand mainly comes from high-income
households in Afghanistan’s urban centres, restaurants and
hotels. At present, the local market is dominated by import-
ed Iranian saffron. As the Afghan saffron sector develops
(and with domestic demand trends remaining at the cur-
rent pace), there is a sizeable opportunity for Afghan saf-
fron producers to capture market share from their Iranian
competitors.

Strategy for the domestic market:

= Substitute Iranian saffron: supply the domestic
market with domestic saffron.

= Promotions creating customer awareness on the
properties and uses of saffron.

20.— Abadia, A. (2012) Analysis of the Saffron Industry in Afghanistan
and Introduction to Export Promotion Strategies for Saffron. Slide 11, USAID
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There are around 43 saffron trading companies supplying
major saffron buyers in Afghanistan. Most of the traders
are growers themselves or have alliances with farmers and
farmers’ associations. Three major companies control the
domestic market share, two of which are located in Herat
and one in Kabul. The major companies are keen to sell
their product to international buyers using so-called ‘friend-
ship channels’ (i.e. to friends, relatives or business partners
who have the means and interest to sell saffron in foreign
trading hubs), which are relatively efficient for small-scale
exports. As the high-value commodity can be easily shipped
and does not require special treatment in store and no spe-
cial items beyond what is needed to properly present it to
clients, the saffron industry is not investment-driven. Local
companies are thus able to sell abroad with little cost, which
shifts the Afghan saffron sector’s focus to foreign markets
instead of domestic supply.

South Asia (India)

India: Population growth, increased urbanization and higher
household incomes have driven the growth of saffron con-
sumption in India. While India has the largest area under
saffron cultivation after the Islamic Republic of Iran, it is in-
sufficient to meet this growing demand. As a result, saffron
imports to India have risen 23% annually over the past five
years.

Afghanistan has had remarkable success penetrating
the Indian market; according to United Nations Comtrade
data, India imported US$ 15 million of saffron in 2016, with
US$ 14 million supplied by Afghanistan. This success comes
despite a 35% tariff for saffron imports®' and may be ex-
plained, in part, by lower quality standards among Indian
consumers and government regulators. To better under-
stand the Indian market, the Afghanistan Rural Enterprise
Development Programme has also supported exposure
visits to India for about six saffron enterprises from Herat to
enhance market links.

Saffron is primarily consumed by high-income house-
holds comprised of the elite. However, based on economic
development, more and more middle-income households
have started to demand the high-end spice.

=

Photo: /TC

The world’s greatest spice-consuming country also wel-
comes medium-quality saffron, which makes the Indian
market more accessible. The main demand is segmented
by the private sector, ranging from households to restau-
rants and hotel chains. Afghan saffron exporters have been
able to capitalize on India’s growth, developing strong re-
lationships with wholesalers and retailers. The geographic
proximity and growing market size of the destination market
have helped in the development of these relationships. In
the short term, it is expected that these relationships will
stay stable and even become stronger, considering the
rapid growth of the Indian market. Therefore, export to India
brings significant potential for further market penetration and
stable export opportunities.

( 1

Strategy for the Indian market:

= |ncrease production volumes to allow for stable,
bulk shipments of saffron to India.

= |mprove packaging standards to further enhance
the reputation of Afghan saffron among Indian
wholesalers and retailers.

= Enhance legal business relationships between
Afghan sellers and Indian buyers to counter the al-
lure of smuggling (considering the interest of both
parties in avoiding the 35% tariff).

Table 2: Target market: India

India Private households, and businesses

T Afghan saffron exports | Annual growth of sector
Target market Market segment Distribution channel to markets, 2016 (US$) imports (2012-2016)

Wholesalers, retailers

14 million 25%

21.— UNIDO (2014). Saffron Industry Value Chain Development in Iran:
Diagnostic Study Report. Available from https://open.unido.org/api/
documents/4672742/download/Saffron%20Industry%20Value %20
Chain%20Development%20In%20Islamic %20Republic %200f%20Iran %20
-%20Diagnostic%20Study%20Report, p.12.
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Europe

The European market provides the best short-term oppor-
tunities for market diversification. The region saw growth
in saffron imports of 7% annually between 2012 and 2016.
Notably, a marginal amount of Europe’s saffron imports
are currently arriving from Afghanistan, meaning that
Afghanistan has enormous potential to capture a larger per-
centage of market share in the dominant European markets.
This depends, critically, on whether or not Afghanistan can
address its quality control issues. European importers are
willing to pay premium prices for premium-grade saffron
but accessing these buyers is contingent on a rock-solid
reputation for quality, as well as the application of SPS best
practices at all stages of the production value chain.
European markets also act as re-exporters for pres-
tige quality from all over the world. Therefore, re-exporters
with a strong network serve as important export destina-
tions, as they have high interest in high-quality saffron. The
International Taste and Quality Institute in Brussels has
rated Afghan saffron as the best in the world, which has
further contributed to the high reputation of Afghan saffron

in Europe and enabled greater access to re-exporting coun-
tries. The award and certificate of the Institute is valid for
three years and the certificate holder can export its products
to international markets. Consequently, the recognition of
Afghan saffron by the Institute operated as a gate opener
for international trade.

Saffron is widely used for consumption but also as a
fragrance or dye, and in medicine. Its health benefits and
unique flavour are widely known in Europe. Studies show
that individuals/households consume more than 50% of saf-
fron (mostly in the form of powder or threads).?? Estimates
indicate that 20% is used by food and drink companies and
the rest in the medical and cosmetic industries.2® Saffron
is mainly distributed to European households through su-
permarkets, and to industries through wholesalers and re-
exporters. Besides the classical distribution channels, online
supply has started to emerge as another popular way to
access Afghan saffron.

22~ Ibid., p. 63.
23.— Ibid.

Figure 13: Iranian saffron export dynamics
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France: France has been a stable destination mar-
ket for Afghan saffron, with US$ 1.2 million of imports
recorded in 2016. While 72% of imported saffron is con-
sumed domestically,?* high volumes are also re-exported
to Portugal, Belgium and Saudi Arabia. France’s imports
of saffron from international exporters grew 5% annually
between 2012 and 2016, with re-export increasing by 28%
annually during the same period. This bodes well for Afghan
saffron exporters, who have seen their shipments to France
increase at an average annual rate of 116% over the past
five years.

Germany: An initial assessment of Afghan saffron’s
prospects in Germany may not seem particularly positive;
over the last several years the volume of Germany’s saf-
fron imports (and subsequent re-exports) has declined.
Furthermore, Afghanistan’s saffron exports to Germany
stood at only US$53,000 in 2016, a relatively paltry sum.
Nevertheless, opportunities exist to increase that figure. The
presence of a sizeable Afghan diaspora in Germany could
be the foundation for ‘friendship channels’ that facilitate the
distribution of Afghan saffron in the German market.

Spain: Spain is the world’s largest re-exporter of saffron,
supplying much of Europe with ‘Spanish’ branded saffron
that is, in fact, grown in North Africa, the Middle East or
Asia. Saffron imported to Spain undergoes advanced pro-
cessing and packaging. Afghan saffron exports to Spain
peaked at US$611,000 in 2013. After 2013, the exported
value started to decline. The main reason for this decrease is
related to contamination (i.e. Escherichia coli and salmonel-
la) detected in Afghan saffron. The relief of sanctions on the
Islamic Republic of Iran affected saffron exports to Spain,
as Iranian saffron substituted Afghan exports. Due to lack of
knowledge of the regulatory requirements and the inability
of Afghan firms to provide the large amounts that Spanish
importers requested, Afghan saffron lost in the competition
against Iranian rivals.

Italy: Similar to Spain, Italy is a prominent re-exporter
of saffron to the European market. Italy mainly resells saf-
fron to Switzerland, Germany and the United States. Italy
cultivates saffron domestically, but as in case of Spain, its
domestic yields constitute a minority of its export volume.
Considering ltaly’s wide saffron trade network and high

24~ Ibid., p.13.

demand for saffron in Italian kitchens, ltaly is an attractive
market for Afghanistan.

Ve

Requirements for saffron in the EU market:
Legal requirements — “musts”

= Use the network of re-exporters: Link with retail
distribution networks through a branded chain re-
tailer network.
= Food safety: Full compliance with European laws
regarding safe food production (EC Regulation No.
852/2004), in particular:
» Hazard Analysis and Critical Control Points and
hygienic measures
» Traceability from farmer to final packing ready
for export
» Compliance of packaging materials to EU laws.
» Meet legal EU requirements mentioned in the
Quality Minima Document of the European Spice
Association.
= Regulations to meet: Association, General Food
Law Regulation EU 178/2004, Microbiological
Criteria for Foodstuffs Regulation 20783/2005,
Traceability Regulation EU No. 178/2004, and
Regulation 1169/2011 on Labelling and Allergens.
= Meet strict EU labelling requirements by devel-
oping delivery of adequately packaged saffron, or
consider entry into the EU market with unpackaged
products and leave packaging to the destination
market in order to meet standards and require-
ments

Non-legal requirements — “good to have”

= Certification according to international stand-
ards, such as food safety standards (British Retail
Consortium, International Featured Standards, ISO
22000, Food Safety System Certification, etc.).

= QOrganic certification, according to EU laws
Regulation No. 834/2007 and Regulation (EC) No.
889/2008.

Table 3: Target market: Europe

Target Afghan saffron Annual growth

marget Market segment Distribution channel exports to markets of sector imports

2016 (US$) (2012-2016)

France  Re-exporters, wholesalers, saffron processors  Wholesalers, retailers, resellers 1.2 million 0%

Germany Supermarkets, shops/pharmacies, Internet Wholesalers, retailers 57,000 -24%
Spain  Re-exporters, wholesalers, saffron processors  Wholesalers, retailers, resellers 0
ltaly  Re-exporters, wholesalers, saffron processors  Wholesalers, retailers, resellers 0
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North America

United States: Afghan saffron exports to the United States
currently rely on ‘friendship channels’ between the export-
ers and members of the 300,000-strong Afghan diaspora
living in the United States, of which the majority is con-
centrated in the San Francisco Bay Area. The ‘friendship
channels’ strategy obviously brings great expansion op-
portunities and should be stretched as much as possible.
Afghan saffron exports to the United States were valued be-
tween US$ 111,000 and US$256,000 in the past five years.
Moreover, a start-up from Chicago found by American vet-
erans, which cooperates with Afghan farmers in Herat in
the production, processing and distribution of saffron to the
United States, recently received a US$250,000 investment
from an American investor. The United States also shows
positive trends in saffron imports, which brings opportunities
for Afghanistan to meet the country’s increasing demand.

Outside of the ‘friendship channels’, major Afghan saf-
fron enterprises have established solid ties with American
saffron distributors. The majority of Afghan saffron exported
to the United States is distributed to supermarkets and in-
dustrial clients through wholesalers. Besides traditional dis-
tribution channels, online sales platforms have emerged as
another popular means to purchase Afghan saffron.

The United States market is increasingly interested in
organic products and further research should be conducted
to establish if Afghan saffron qualifies as ‘organic’ accord-
ing to American regulators. As noted earlier in this report,
saffron farmers in Afghanistan have been advised to use
fertilizers as an input in the first year of planting. Following
the initial planting stage, though, chemical inputs such as

fertilizers and pesticides are kept to a minimum (if used at
all). If Afghan saffron is able to meet standards set by the
National Organic Programme issued by the United States
Department of Agriculture, thereby earning its ‘organic’ cer-
tification, then this may allow Afghan exporters to corner the
niche organic saffron market.

( 1

Strategy and requirements for the United States
market:

= Produce a logo or emblem to distinguish Afghan
saffron in the United States market.

= Meet preferences of United States importers,
whether this entails shipments in bulk, packaging
or retail-ready packaging.

= Registration with the United States Food and Drug
Administration, with a designated agent closely co-
ordinating with Administration regulators on SPS,
health and quality compliance issues.

= Meet key standards and regulations for food safety.

= Meet regulations issued by the United States Food
and Drug Administration, Department of Agriculture
and Environmental Protection Agency.

= QObtain certification for quality standards.

= Strengthen production and marketing of organic
saffron.

Table 4: Target market: United States

Supermarkets,

United States shops/pharmacies, Internet

s Afghan saffron exports to Annual growth of sector
CEUUon ST markets 2016 (USS) | imports 2012-2016)

Wholesalers, retailers

256,000 14%

MEDIUM-TO-LONG TERM (+3 YEARS)

The markets listed in the short-term section will also hold ex-
port potential in the medium/long-term. Assigning markets
to the medium/long-term category is an acknowledgement
that additional market understanding, product development
and Strategy implementation is required and is unlikely to be
completed in a time frame of less than two years.

East Asia (China, Japan)

China: Geographic proximity, strong economic growth
and a large population make China a high-potential export

destination for Afghan saffron producers. Building on histori-
cal Silk Road relationships between China and Afghanistan,
Afghan saffron brings great opportunities to boost business
and people-to-people relationships with China. In 2016,
Afghanistan signed six significant agreements and mem-
orandums of understanding with China aiming to boost
business and diplomatic relationships. Auspiciously, one
of these agreements was specifically related to saffron ex-
ports to China.

With the recently signed agreements, Afghanistan
has the opportunity to benefit from China’s growing de-
mand for saffron. China currently imports saffron from the
Islamic Republic of Iran and Germany but distributors will
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probably welcome more diversification in sourcing consider-
ing the whopping 49% annual growth in demand since 2012.
Afghan saffron enterprises received a degree of exposure
in the Chinese market after participating in one of the larg-
est and most prominent Chinese food and beverage exhibi-
tions in Guangzhou. Concerted efforts must still be made if
Afghanistan wishes to establish itself as a major supplier of
saffron to the Chinese market.

Japan: Japan is a particularly enticing market due to the
high demand for premium products coming from a large
base of high-income consumers. The market prefers
to import saffron in bulk, likely due to the preference for
Japanese-language retail packaging. Growth in saffron
imports averaged 6% annually between 2012 and 2016.
That increase in the Japanese taste for saffron has not,
unfortunately, translated into high sales for Afghan traders;
exports of Afghan saffron to Japan stood at only US$5,000
in 2016. This leaves quite a bit of room for growth, which
perhaps explains the decision of Afghan Saffron (one of
the major saffron companies in Afghanistan) to open an
office in Kyoto.

Japan’s planned development assistance to Afghanistan,
in the form of a recently announced US$8.7 million pro-
gramme to improve the agricultural value chain in Herat
Province, may have a secondary benefit of connecting
Afghan saffron enterprises with Japanese wholesalers. It
will likely take several years for relationships to grow be-
tween Afghan saffron traders and Japanese buyers, during
which time Afghan saffron producers should ensure that
their product is ready to pass Japan’s stringent quality and
SPS standards.

Online marketing in both countries brings great op-
portunities to spread knowledge about Afghan saffron in
East Asian countries. Additionally, strengthening visibility of
the product through participation at Asia trade fairs would
help to establish the reputation of Afghan saffron in Asian
markets.

Europe

On a medium- and long-term basis, the best approach
for the European market is to increase the sales volume
of high-quality Afghan saffron to the most dominant re-ex-
porting countries, namely Spain, Italy and France. After an
initial period focusing on bulk shipments, Afghan saffron
enterprises can focus on moving up the value chain by es-
tablishing relationships with local distributors and national
supermarket chains. Success in this area will require a sig-
nificant improvement in Afghan packaging standards, along
with credible quality certification. A well-developed national
stamp may help to demonstrate the quality of Afghan saffron
in the long term.

Other European countries such as Sweden, the
Netherlands, Austria, the Czech Republic, Belgium, Hungary
and Switzerland have recently shown interest in Afghan

Photo: ITC

saffron. Buyers in all of these countries made small-scale
purchases of saffron in 2016, according to United Nations
Comtrade data. Further penetration of these markets may in-
volve a period of ‘test’ trade, in which wholesalers and retail-
ers determine the level of domestic demand, as well as feel
out their Afghan partners for reliability and quality control.

Middle East

Demand for saffron in Middle Eastern countries, in par-
ticular the UAE and Saudi Arabia, has seen steady growth
since 2012. While distinctive culinary traditions exist in dif-
ferent regions of the Middle East, all are familiar with saf-
fron and its applications in the kitchen. While Spain and
the Islamic Republic of Iran dominate the Middle Eastern
market (unsurprisingly), Afghan saffron has been making
promising gains. In 2016, Saudi Arabia imported US$1.2
million of Afghan saffron, making it one of the top markets
for Afghanistan’s saffron producers. Middle Eastern coun-
tries are (relatively) accessible for Afghan traders in terms
of geographic proximity and visa requirements, and have
a significant demographic of consumers who are attracted
to high-priced luxury goods. To continue increasing mar-
ket share throughout this region, Afghan saffron producers
must invest in the development of attractive packaging and
branding to attract luxury shoppers.
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Other spices and medicinal plants hold significant export potential for Afghanistan

Afghanistan is particularly suited for the production of a wide array
of uncommon plants and spices owed to its semiarid climate and
favourable soil conditions.

Some of the most important medicinal plants and spices produced
in the country for domestic consumption and exports include
asafoetida (or hing), oleo-gum-resin, liquorice (Glycyrrhiza
glabra and G. uralensis) root, caraway fruit (Carum carvi), cumin
(Cuminum cyminum) and jujube (Ziziphus jujube) fruit, besides
saffron.

The top export destination for Afghan exports of spices (except
saffron) was India (2016). The most significant sub-products
exported to the Indian market were cumin at an exported value of
US$7 million, followed by green caraway (US$ 2,8 million), kajak
caraway (US$ 1,3 million) and black caraway (US$738,000) in
2015. Other major destinations are Pakistan, Germany, the UAE
and the United States.

Among the medicinal plants, asafoetida, an aromatic gum-resin,
is of particular importance for Afghan regional trade. Afghanistan’s
main market for this product is India. Afghanistan’s exported value
of asafoetida to the Indian market reached US$ 70 million in 2016.
In India, this product is used in spices, especially in the south, and

in traditional medicines all over the country. The price of this crop
in international markets is relatively high, due to the limited areas
of production, mainly in Afghanistan and the Islamic Republic of
Iran. India also re-exports asafoetida to the UAE, the United States
and Singapore, among others. These are markets, which could be
explored by Afghanistan.

Another medicinal plant holding significant export potential for
Afghanistan is liquorice. This plant has also several applications
in the food industry (confectionary, beverages, etc.). The EU is an
important market for liquorice due to growing scarcity in supplies.
Value addition, as most European buyers import liquorice extract
and compliance with legal requirements (Ochratoxin A levels) are
important for this market.

The global market for spices and herbs is expected to continue
growing in the near future. Several challenges prevent Afghanistan
from seizing the existing market opportunities for these products.
One of the main constraints is the weak capacity for postharvest-
value addition (processing and packaging) of these products
within the country. Some improvements in this area are starting
to occur, as Afghanistan is now producing essential oil distillation
from rose (Rosa spp.) flowers.

Figure 14: Afghanistan exports of spices excluding saffron (2012-2016) in US$ thousands
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ACHIEVING THE GOALS:
VISION AND STRATEGIC OBJECTIVES

VISION

The Afghan saffron sector is united by the following vision:

‘ ‘ Saffron: spicing up Afghan exports , ,

In order to fulfil this ambitious vision, the following strategic
objectives have been identified. These objectives provide
a framework for developing solutions over a five-year time
frame. The strategic objectives agreed on by stakeholders
to uphold the vision are as follows.

STRATEGIC OBJECTIVE 1:

INCREASE PRODUCTION AND
PRODUCTIVITY THROUGH IMPROVED
SUPPLY-SIDE CONDITIONS.

Supply-side conditions for saffron production need to be
improved, particularly in the areas of access to inputs, fi-
nance, skilled labour and land for cultivation. This integrated
approach will aim to increase the absolute production levels
as well as productivity over the long term.

Farmer field schools and master trainer programmes will
be developed and implemented to encourage the adoption
of best practices in the production, harvesting and process-
ing stages. On the inputs side, farmer access to good qual-
ity corms will be improved through a variety of initiatives,
including pilot programmes to increase corm multiplication.
Ongoing Government-led initiatives to distribute corms on
a large scale will also be supported through the Strategy.

Industry-academic links and research in the areas of saf-
fron will be improved. The potential to develop academic
degree programmes, as well as technical and vocational ed-
ucation and training certificate programmes focusing on saf-
fron, will be explored. The research dimension is especially

Photo: /TC

important given the relative lack of experience with saffron
until recently in Afghanistan. Research will identify options
for expanding land under saffron cultivation, among other
objectives.

With the understanding that knowledge transfer and
best practices often organically accompany investments,
this strategic objective will focus on spurring investment in
the sector through investment promotion efforts.

Activities falling under this strategic objective will also fo-
cus on improving access to finance, as this has been identi-
fied as a major constraint. Expanding access to working and
investment capital for women will be especially important.

[ ACHIEVING THE GOALS: VISION AND STRATEGIC OBJECTIVES ]
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STRATEGIC OBJECTIVE 2:
STRENGTHEN THE ORGANIZATION OF
THE SECTOR’S ECOSYSTEM THROUGH
GREATER COLLABORATION AND
EFFICIENCY.

The Afghan saffron sector stands to benefit from improved
coordination between the various actors involved in the val-
ue chain, including farmers, intermediaries, exporters and
researchers, among others. The high degree of fragmenta-
tion at the cultivation level stems from small per capita plot
size, although farmers bonding together at the processing
and marketing stages can be immensely useful in offsetting
this challenge.

Photo: ITC

Capacity-building initiatives will be undertaken for farmers’
associations and other stakeholder groups in the sector.
The Strategy will focus on strengthening existing and devel-
oping new international institutional links in the sector. This
will include building research ties to academic institutions in
India, the Islamic Republic of Iran, Spain and Italy, among
other countries.

Activities falling under this strategic objective will include
a concerted effort to organize and/or enhance producer
groups, including farmers’ associations, at the local, pro-
vincial and national levels. These associations will assist in
the deployment of targeted technical assistance, and at the
same time improve cohesiveness between farmers.

[ ACHIEVING THE GOALS:VISION AND STRATEGIC OBJECTIVES ]
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STRATEGIC OBJECTIVE 3:

SPUR MARKET PENETRATION AND
DEVELOPMENT THROUGH INTEGRATED
QUALITY MANAGEMENT, PACKAGING
AND BRANDING OPERATIONS.

Building an Afghan saffron brand that is renowned for its
high quality will be paramount. Achieving success in this
area requires reforms across the entire span of the saffron
value chain, in terms of how corms are sourced and graded,
planting techniques, harvesting techniques and postharvest
processing. Standards development, adoption and enforce-
ment will be undertaken as well. Capacity-building will also
be provided for quality testing institutions and systems.

Photo: ITC

Keeping in mind that e-commerce is a fast-emerging me-
dium to access retailers and end users, the Strategy will lend
support to exploring the feasibility of e-commerce options
for Afghan saffron exporters. Technical assistance may be
provided for pilot e-commerce efforts if this sales medium
shows potential to boost saffron exports.

Exporters will be provided critical in-market support to
promote Afghan saffron at the regional and international lev-
els. Activities will also focus on increasing the accessibility
of market intelligence through support for the development
and dissemination of profiles and guides for existing and
potential markets.

In a highly competitive landscape, packaging aesthetics
are a critical consideration. Given the low awareness and
capacity of Afghan saffron producers in this area, activities
will focus on access to packaging equipment and support
for domestic packaging facilities.

[ ACHIEVING THE GOALS:VISION AND STRATEGIC OBJECTIVES ]
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MOVING TO ACTION

KEY REQUIREMENTS FOR EFFECTIVE IMPLEMENTATION

The development of the future value chain for the Afghan
saffron sector is a five-year project defined through a con-
sultative process between Afghan public and private sector
stakeholders. Achieving the strategic objectives and real-
izing the future value chain depends heavily on the ability of
sector stakeholders to start implementing and coordinating
the activities defined in the Strategy’s PoA.

The Strategy in and of itself will not alone suffice to en-
sure the sector’s sustainable development. Such develop-
ment will require the coordination of various activities. While
the execution of these activities will allow for the Strategy’s
targets to be achieved, success will ultimately depend on
the ability of stakeholders to plan and coordinate actions
in a tactical manner. Seemingly unrelated activities must
be synchronized across entities in the public sector, private
sector and non-governmental organizations, along with the
participation of local communities, in order to create sustain-
able results.

To ensure the success of the Strategy, it is necessary to
create an appropriate framework for implementation. The
following section presents some of the key conditions con-
sidered necessary for successful implementation.

ESTABLISH AND OPERATIONALIZE

A PUBLIC AND PRIVATE SECTOR
COORDINATING BODY AND EXECUTIVE
SECRETARIAT

Saffron sector steering committee

A key success criterion for the Strategy is the ability to coor-
dinate activities, monitor progress and mobilize resources
for implementation. It is recommended that a steering com-
mittee comprised of the key public and private sector entities
be formed or supported (if a similar entity already exists).
This will function as a platform with balanced representation
of all major saffron stakeholders to share information.

Overall it is proposed that the steering committee be re-
sponsible for the following tasks related to Strategy
implementation:

= Coordinate and monitor the implementation of the
Strategy by the Government, private sector, institutions
or international organizations to ensure implementation
is on track;

= |dentify and recommend allocation of resources neces-
sary for the implementation of the Strategy;

= Assess the effectiveness and impact of the Strategy;

= Ensure consistency with the Government’s existing
policies, plans and strategies, and align institutions’
and agencies’ internal plans and interventions with the
Strategy POA,;

= Elaborate and recommend revisions and enhancements
to the Strategy so that it continues to best respond to the
needs and long-term interests of the national business
and export community;

= Propose key policy changes to be undertaken, based
on Strategy priorities, and promote these policy changes
among national decision makers;

= Guide the sector secretariat for the monitoring, coordina-
tion, resource mobilization, policy advocacy and com-
munication functions to enable effective implementation
of the Strategy;

= Provide the sector secretariat with the mandate and the
necessary resources to fulfil its functions in an effective
manner.

Composition of the saffron sector steering
committee

It is recommended that the steering committee be com-
prised of key entities involved in the sector, with special fo-
cus on ensuring equitable involvement of both the public
and the private sector.

Secretariat

A secretariat will assist the saffron sector steering committee
in acting as an operational body responsible for the daily
coordination, monitoring and mobilization of resources for
implementing the PoA. It is proposed that it take on this
role with technical support from key ministries and technical
agencies. The secretariat will be composed of 2-3 technical
operators.

[ MOVING TO ACTION ]



The core responsibilities of the secretariat should be to:

Support functioning of the steering committee;

Collect and manage data to monitor the progress and
impact of Strategy implementation;

Liaise with and coordinate development partners for
Strategy implementation;

Elaborate project proposals and build partnerships to
mobilize resources to implement the Strategy;

Follow up on policy advocacy recommendations from the
steering committee;

Ensure effective communication and networking for suc-
cessful Strategy implementation.

Both the steering committee and its secretariat will work
hand-in-hand with existing entities established to stream-
line Government operations and enhance donor operations.
These include the NES secretariat and others. It may be
determined that the secretariat is accommodated as part of
an existing entity with an extended mandate and resources
allocated to it.

Photo: /TC
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SIleJJy S,UBLUOA
Jo Ansiup '199Y ‘109MY

(3Hop) uoeanp3
13UBIH o ANISIUIN 12DV “TIVIN

109V “(vIdy) TN

98107
euolje JuaLudojaraq uoles
(YIHY) TN 1001 199V

YSNY

‘190 199V “(vidy) VI
Awouoa3 Jo Ansiuipy
‘SUOIJBID0SSE J0}99S ‘3aJIIWIO0Y
[euoIeN 1ualdo|arsg

UOLIES “TIYINl 100N ‘19QV
SUOIIBID0SSE 10]3S ‘93)ILILI0Y
[euIeN 1uaLdo|ars(
UOLIES “TIVINl 100N 199V
fwou033 jo Ansiuiy

19UN07 91Wou0d3 YBIH ‘suol
-B|90SSE 10]99S ‘39)IWIWOY)
[euoleN 1uawdo|arsq
UOLIES “TIVINl 100N ‘19QV

SJauaLua)dwl
Buiioddns pue pea

10129S 8U] U SUOITRID0SSE S,ULIOM
30U 15e9] Je BuIauaq ‘[euoleld
-do pue padojanap 198loid 10]1d

‘Slawue) Jo siapea| Bunebie
JeaA 1ad sdoysyiom Bujuren om e

SUOIJRI90SSE 10]09S
3AI} 1589] e 0} A)1oeded [BIIUYIB)
Buipinoid pue 10 paliied swweld
-0Jd BupyiewyoUSG [RUOIIMASU|

S[eliajew Buiurel yim
Buoje ‘padojansp eNIILING 8SIN07

an 19s Bunexsew pue

S9IBS U0 UOISSILUWO [BAIUYIDL
dn1as Juawabe

-UewW Ajienb pue saoioeld Buiwuley
1580 U0 UOISSILILIOD [RIIUYIL

(*18 ‘s1aded a)iym ‘SuonelR|
-03p) uonIsod UOWIWOI A8AU0D 0}
paoNpoId SJusWNIOP Bl 1Se8| Iy

pajuawiadwi pue
paubisap wsiueydaw Buliojuop

paysijqelse wiopeyd diys
-13upred ajealid-a1gnd |ang)-ybIH

ET

¢c0¢

+c0¢
020¢
6100

no
o
=
<o

pouad uoneuswa|duw

1102

|
MO|=¢
pou=¢
yoiy=
foug

1310 BuolLe ‘uawiom 1o} sanuad Auibeyoed pue Buissaooid Jo JUBLUYSI|GISS U} Spiem

-0} Spunj J0uop pue d1jgnd Bundalp ‘uonezijiqow 82in0sal pue Buisielpuny ul saiioeded J1ay) 8210jUiY
“UAWIOM

0} SBulUIBL} [BDIUYI8) 810U JO UOISIAOID BU} J0} BEI0ADE 0} SUOIJBIJ0SSE JO SI3Pea| 8[ela) sjelioede)
‘Bunayew pue juswafeuew $sauIsng ‘diysiapes) uo BuIyIL0I UBLIOM-0]-UBWOM Ledu|

10103 81 U1 uonisod J1ay usyiBuais 0} Suone1d0sse S,ualiom Buriabie) 198(oid joj1d e dojansq €°z'2
*SUONNASUI [BIDUBUI) PUB JUSWILIBAOD)

3U} SB YINS ‘SUON}IISUI 39IN0SI [BLIBIXS U}IM BJeIpaW 0} SUOIJII0SSE SIaLLIe} JO SI3Pea| Ulel|
“(s1afieyd |2 10y $991Id B|qISS0d 158 U} aINSUa 0] SI8PI0 ¥nq "9°1) SIndul dANNBdWO0I-UoU

10 BUIDINOS BAINIA((09 YBNOIY) SIBGLISLU LOITRI0SSE JO SIS0 BUIZIN0S 8y} 8onpal 0] S1apea) ajelioeden
"$39IMI3S PaJUBLI0-IaQLUBLL BPIA

-01d 0] pue s||1%s JuaLwaBeurL pue diySIapes| 113y} 39UBYUS 0} SUONID0SSE ,SIaLule) 0} Buiyaeod Jedw
'10}99S

3U) 10} 81BI0ADE PU S|[1ys dIySIaPea] JIay} 99UBLUS 0] SI9Pea| SUONRIJ0SSE SIaLlle) djelioede) 2°z'z

JUBLUIBINSEAU S}NSAI PUB ‘SBIIA

-13S pue $19npoud ‘$aSSa201d pUB $32IN0SA! ‘93URLIBA0D pue ABaens Bulpnjoul ‘seale AlIAIIE |je AanINS

pnoys awwelBold 8y "saanaeId SSBUISNG JIay) JO A9UBIDIYS PUB SSBUBANBYS 8y} BuLNSeal Aq 8uBwW

-1043d 1134} 9A0IdLI 0} SUOIJRID0SSE 10}09S 10) aLiLeIf0Id BulyeLIYIUSY [BUONNIASUI UB N0 ALR) “|'Z°Z

“uoljeluaWadw Burinp

Buiuies| ayy wouy papuedxa 1o paljipow ‘paidope aq ||Im pue JuaWNIop BUIAI| B SI [BnuBL Uoneiado ay|

‘Juatuabieuew Ajijenb pue saonoeid Builiey 1S9 UO UOISSILILUOD [BIIULIS)

S)1 yBnouy) S[eLaTeW puB SaNpow Buiurel) pue Bna1ing Jo Juswidojanap 8y} SaJeuIpI00d Liojie|d au)

‘glwelBoud Buiurel 1asew pays!|qeisa ayl ybnoay) 19s Juswdojansp S||14S 10} SPIBPURIS U0 Paseq ‘G'|'g
“UO14JS J0} SUOIJe[a! [BUOIBUIBIUI PUB Buljayiew U0 Sadxa pue s18110dxa ‘Siapes} apnjaul pnoys 93}

-JWWo9 8y “(preoq Buryaysew) Bunsylew pue (saold Buipn|our) sajes U0 UOISSILLIOD [RIIUYIY] o

(*218 ‘uoneannIad OS) Juswabeuew Ayjenb pue $a21joeid BulLule) 1S9 UO UOISSILILIOD [BIIUYID] o

SBAIe BUIMO]|0} 8U) UO SUOISSILIWLIOD [BIUYI8) OM] SIS

“UOISSILLILWIOD D1J198dS 118U} JO it} 8U} UILYIM SAIIATIOR [2AIULI8] JO UONRIBdO pUR LoIBUaLL
-9 dur ‘yuaLuido]anap 8L} 83SIan0 0 ‘Luuiofe|d [3A8|-ybiy 8L} UILIIM SUOISSILILIOD [2IILLIA] 8188l ‘b’ |'Z

"sabueyd

uoie|nBal 1o Aa1jod palinbai poddns o) A9rI0ADR A1RSS398U B} P|ING PUR 10308S aU) Bunaale sanss!
8y uo uoIsod uowwod e pjing 0y papioddns ale wiojieyd diysisuised jaas|-ybiy aup o SIBQWIBI '€ 1Z
“U01N98xXa

S)1 1IpNe pUB JoJuoL 0} SWsIueydaw Jadoid sy 8oe|d ui sind pue ‘ABajens uoles SIN Siy 1oy Buiea
-0ADR U $82In0S8l BuIZIjIqow ‘uoneiuswa|dwi Bulinaas 0} sainguuod wiogeld diysisuied auy] 1z

“(TI¥IN) 88nIwwo?) [RuoNEN Jusdo|As UOLIBS 8Ul JO YI0M 8U) U0 P|ing PInoyS 1| “stul) Bul

-1100xa pea| pue SUOITRIO0SSE Siawile ‘sa1ouabie o1jqnd jo saanejuasaidal as1dwod pinoys wiojeld diys
-19uyJed 8y “A9BI0ADR PUB AARONPOId 101988 BUIDURYUS 0] MAIA B LYIM “ANSNPU 8U] JO SISaIIUI AU JU8S
-a1dal 0} (preoq uoles uelsiueydyy 0-a) wiojerd diysisuped aread-aignd (ansj-ybiy e dn1es 11z

*SUONBI20SSE
10309s uayibuang ‘g’z

‘foea0Ape

£ajod pue Juawasueyus Ay
-AI19Npo.d In0ARY 0} UOIRU
-IpI009 10}23S BI0UIBY |2

S9AI93(q0 [euoiRIadQ

*Kauaianyya pue uoneloqe)jod Jajeaih ybnoiy) wa)sAsoaa s 10jaas ay} jo uoneziuehio ay) uayybuals :z aanaalqo abajens

[ PLAN OF ACTION ]



SOINISUI / S|00UIS [RLOLIOA O} 1B

“ainynouibe uo Buisnaoj sjooyas
[BUOIIRO0A J0 BIND1LIND BU} U UOIJRINDA UOL}Jes 89npoLjul ‘Uodo LLIa}-1I0yS B Sy "SaIpnjs LoJjjes uo ful
-Sn00) “(Aisieniun 1eiay ‘Aisianiun [naey ‘69 SanisiaAiun UeyB)y Ul S8SIN09 [9A8] QU PU SIBJSe)

[ AFGHANISTAN’S NATIONAL EXPORT STRATEGY / SAFFRON SECTOR 2018-2022 ]

190 ‘JHOW ‘(VIdY) TIVIAN- PateiBajul pue padojansp 8npojy e ¢ SE ||aM S (LLU8}-}10yS) $8SIN0d Pazi[elaads Jo Juawudojaasp ayy Bunioddns 1oj suondo ssassy "/ '€z
Buipioaae pado|ansp
SaAIIeNIUL Joj1d Al pue pajanp “UlSIueyB)Y U1 uoionpold uol
YNl -U09 8Ie S3IPNIS UOlRIdRP. BAI o ¢ -JBS 10} Seale 9|GeYINS AJUP] 0} SBUOZ0A-GNS PUB -0i6e U] S3IPNIS UOIeIdeDE BAISUBIX® J9NPU0Y) 9°E'Z
"$13190d ‘S133yS 198} SB YINS S[eLIaIRW UONRIIUNWILLIOD J0 JuaLido|aAap ay) Buipnjaul ‘sisyio Buowy e
SJuaBe SBOINIAS UOISUAIXA 0} SYNSal SOJAISS UOISUBKY «
42Je8sal ajeulLIassIp o} Jeak sad Bujures} uo-Spuy 'S3SIN0D OYS «
N0 PALLIED SIAUIBL} JO SBUILIEL) O] SUORIQILXD JUBUBULIR o
163 1ad spal0id diysBeyy om| sfep piaty o
1eaf 1ad suonessuowap 1ojid a4 e spefoid dystery «
so1doj Jualayyip SI3LUIR} 10} SUOIRASUOWA(]
U0 Pajonpuoa SaIpNIS Y2Ieasal Ua] e :8PNJOUI URD SWSIURYIA|N "SIa
[ELa]eW UONHEDIUNWILLOD -plOyaYeIS 1UBA3|8I 0] SBUIPUI} 4OIBaSAI JO UOITRUILLBSSIP SNONUNUOD 10} SWSILURYISW YSI|qelss ‘Anunod
10 Juawidojaaap Buipnjoul ‘pays| 3U} Ul Yy21easal UoIJJes Jo Alojuaaul pado|aaap 8y} U0 paseq "Saniolioads [gao| Junodoe ojul Bupye) 1anaq
JHON PUB 199V “TIVIN -GRISS SWSIUBYISW UORUIWASSI( o ¢ ‘sIawle} 0} ABOJOUL23) MAU JO UOIJRUILLASSIP YBNOIY) SYUI| JBWLIRI-UOISUBIXa—aIrasal Ualibuang '6¢g
*s109(01d diysBey) pue SaliAnoe Uonensuowap Ul Buljeasdn yBnoiy) ureya anjea UoJes ay) 01 abpajmouy
pue ABojouyda) padojanap / palynuapl Buiig pue epusbie Yaseasal sy JuaLwa|dwi saido) Juabin 1sow ay)
Buizniond ‘epusbe YaIeasal e aeald ‘siapiaoid Juswdo|aAsp pUB Y2Jeasal paljIuap! YlIM UONRIOGR]|0d U] e
“U[BYD 9N|BA 3L} SSOIOB SUOITRAOUU] [1D0[0UYI3] —
‘uonanpoid uotes Aujenb-ybiy Joj (Joygeam ‘108
‘Jojem *6°8) SansualoRIRyYY WNWINdO YIiM [aA8] [BUOIRU 8U] Je Seale [2100]09010R J0 UolelIuap| —
‘ualwabeuBW |10S UB Jojep —
:9pNjoul ued $21do| "SaIpNIS UOJJJRS U0 SARD Lj2IRasal AJiuap| e
Risianiun INYISU] Uoyes BuILodyHo} 8y} pue (AusiaAiun 1eisH “6:8) sanisiaaun
1eI8H ‘Y|dY ‘Uoneonpd Jo padojenap epuabe yoreassy e 1UBA3|3] SB YINS ‘SI13P|0YBXEIS A8Y UliM UOITRIOGR]|09 Ul BPpUSHR JusWId0[9ASp PUB Y2IRaSal UOIES B jusW
ASIUIA “FHOW 199V “TIVIN - Pe1anpuod Sishjeue ded yoeasay e ¢ -3|dW puB J0}03S UOI|JRS 8U) 10} SPABU Y2Ieasal Uo SIsAjeue ded e jonpuod ‘AlojuaAul Uo paseq ¥'e'g
S)uaLudo|3A3p Y2Ieasal pasnaoy
101088 U0 Wayy a1epdn 0} SIapin “(sJauyio Buollie ‘sawuweiBoid oIpel pue S8IAIAS UOISUBIXE ‘S|00YIS P|al} JaLLle)
~01d S39IAI3S UOISUA® PUB S _e_.m SWwinIpaw Jo A1al1eA e YBnoIY} SIap|0YSXeIS JUBA3|SI 0} SS39B apIAQId pUB SHUIPUI YIBaSal BJRUILUBSSI( e
o) _ogom U_m.twés Bunabier *(022010} ‘UeJ| J0 21jgnday 21LWeyS| ‘BIpu] “B°8) S|8A3| [UOIRUIBIUI
U.ON_%QO m%;mfog _%_E.m o / [euoifial pue [euOITRU 8y} e $eanaeid d1WouoiBe pue uonanpoid Uoles Uo —saluedwod aleAld ‘sall
JHON . SI8D|OUBYEIS 101035 0} 8|qE -ISIaAUN B3 — SIBP|OYBXIS JueAs|al AQ Uayelapun $103(0oid YaIeasal BUISIXS Jo Al0juaAUl UB JONPUOY) e
(W14Y) TIVINI90IN “199Y -|1BAR 9SBGRIBD U01easal e dojanaq e 2 “(J0IB3S3] PASNI0J-UOJYJRS UO UOIJeLLIOUI JO BUlIeYS B0URYUT "E'E'Z
paubis suonmns “(BIpu] 029010} *B°8) UOL|JRS 0] PAYe|al SUOIN|OS JuaLId0|3A3P JO
y4o[y Ul [euotjeussjul yim Buipuesiap 30UBYDXD PUB ‘MOU-MOLY [BIIUYIS] PUB S||1%S ‘abpajmowy Jo Bulieys [emnw ay} 10} 10393 a1eAld ay) pue
(W14Y) TIVIAI90I ‘199 -Un JO SWINPUBJOWAW OM]} 1SB9] Iy o ¢ BIWSPLIL ‘SUOINez]UBIO [euoiBial ‘Sjuswiulanol ym sdiysiouyled a1eaid ‘|aAs| [RUOITRUIBIUI BUL Y €T
pajeiBayul "palnbal Se SaliAl
PUB Pado[anap SUOBPUALILIISY o -OB JUBA3|3J PUBX3/3210JUIa) PUB SBI}IAIOR JUBLING JO JUBWISSASSE ¥aInb B 19nNpUOY) “URISIUBYG)Y Ul 10198S S3WO2IN0 YIRS
(y4o) Siteyy pasiAal uolyyes au} i Butresado/Buieioge)00 Apesife suolnsul Yoseasal pue 10198s 91jqnd [euoieuBIl AINUBPI _g; apodui 01 uonesadoo?
ub18104 Jo AnSIUI “TIVIA ‘(Sayo  SuonnISUI PaLuBp! JO SBAIRIIU| e J0J28S UOJ4JBS 8U} Ul U0NRI8d00d yInos—Inos 1o} syul| mau dojanap / Bunsixs usyibuang “uon [euOITeUIB)UI / [euoIBal UO
-BJJE [B121LIWOD) [0 ‘199Y P3IIUaP! SUONNISUI UB] e z -RI0R]|09 [BUOIRUIBIUI PUB AJUN0J-SS010 86RIN0IUS 0] SWSIUBYIAL PUB SHoya Adljod 9oueyu3 1'¢'z  azifendes pue dojpAsq "€'Z
Moj=¢
nY nY nY nY nY no
B B B 2 2 2 pu=¢
SiajuaLuB)dul |
Bunoddns pue pea ET pouad uoneuswa|duw Aoud SaIANIY S9A193(q0 [euoieIadQ

*kauaianya pue uoneloqe)jod Jajeaih ybnoiy) wa)sAsoaa s 10jaas ay) jo uoneziuehio ay) uayybuals :z aanaalqo abajens




YSNY “TIVIA

YN

YN

Awou033 Jo Ansiuiy “TIvIN

SJauaLua)dwl
Buiioddns pue pea

SUOIJeIO] Pa}2a[as Jaylo
pue qeAled ‘JeisH 10 saauin0ld Aoy
Ul sajuedu0d paas Jo ureyd Ajddns
© d0[aAD 0] S3IPNIS [BIIUYI) BAI{ o

poeIfajul S3INSeaLL 9A11I81100 PUB

U9XeLapUN S3ANTBNIUI UOIRal|d1)
-|NW W10 JUBLIN JO JUBWSSASSY o

Swo9 Aijenb-1aybiy urey

-0 0] Spoyiaw Uo ‘1eak Jad paysi|
-(e1sa sjojd uolensuowap Auy|

seale A3y

18Y}0 pue qeAse4 ‘JeloH Ul uoeal|d
-1} 109 J0} S3AIeNIUI J0jId UB] e

padojaAap yueq LL0J B
10 JUBWYSI|QRISa 8y} Jo} [esodold e
pajoNpuod Apnis [BIIUYI3] o

UONNGLISIP SLLI0J OIS 10}
}I0M3LLE} BULIOYUOW B USI|QRIST o

S13p|0yaYeIS A3y 0} pajeu
-ILI9SSIP PUB Palonpuod Apnis auQ e

ET

¢c0¢

+c0¢

020¢
6100

no
o
=
<o

pouad uoneuswa|duw

1102

“00119npoId W10 LS Ul PAA|OA

e -U1 136 0} sa1uedwoa pass Jo ureyd Ajddns e dojanap / uayibusns o} 1oddns [ea1uydal apInold vy 'Z
"SBAITRINUI JUBLIND JO SPaaU Il

-9ds £}uspI 0] PURYSI0JS( JUBLISS3SSE U JONPUOY) "S3AITRIIUI UOITRdl|d 1w Wiod Bunsixe usyibusng e
*Sw109 Ayienb-saydiy Bunueyd jo syie
-U3( 84} PUBISIAPUN 0} SIALWLIE} 3|qRUS 0} S10jd LONeIISUOLUAP 8Bal7) “Si0d AJijenDb Jo SpoLIsW 1SaAlRy

pue Buiueyd 1981109 9INSUS 0} SAIRIIU [00UIS P|al} Jalluie} 8y} 0} payul sio|d uoneasuowsp dojsrsq e

*$3119S1nU 91eAIId-011gnd JO WIOJ 8} 9el LRI SBAIRINUI 10Jld e
‘uonanpoid uouyes Ayjenb-ybiy Joj [enusiod yyim seale paiy

-1JU8p! J8UI0 Ul pue JeIaH Ul saAneiul 1ojid ydnoiy) swiwelfoid uoreaijdiynw wiod Ajijenb e ayeyspun e
‘wwesboid uopeaydyy

-[NW WI02 B UI 1SBAUI 0] PAYIAUL 8 [|IM W1 (W109) pass uralaym sdiysiauised sjeand-onqnd ysijgeisy e
*SI9ULIRY 10§ SWI09 Ayijend papeid Jo Aj1jIqe|IBAR 8INSUB PUB ¥I0IS JO 93]

UIBLI39 B UBJUIBLU ||IM YUBG LUI0D 8Y “UOIRIO] A8Y B UI YURG WI0J B BUIYSI|GRISS 0 A11[IGISea) B} SSASSY e

*Swi09 Ayljenb-pood 1oy spoyiawu uonealdiynw SSasse 0} ApNIS [BAIUYIS] B JONPUOY) e

Swi09 Al

Z -[enb-1a)18q Ajdiynw pue 8anpoid 0} SAITRRIUI UB YIUNE] ‘SUOANIIISUI 42JRaSal UJIM UOIRIOGR]|09 Ul €y'Z

*Auno? 8y} $S0198 S0

i -noid ()€ Ul SWI0D LOJJJeS 10 SUO) (0G INGLISIP 0} SAITRRIUI I\l 8U) 0] ioddns pus| pue JOJIUOW ‘g t'g
"S311IA9 JaU10 10} palinbal 8ouabijip anp ay} ojul pas)

01 ApNIS 8UI[aSeq B Se 8A1aS ||1M ApMs 8y “BuNSeIalo) wis) Buoj-0j-Wnipaw apnjoul pinoys Apnis auy e

'$9911d 8AadWwOo9 18 Sqing
pue swwo9 Aifenb-ybiy

Z U0SB3S Jad SULI0J OIS 10§ PUBLIAP 19318 U} YSI|qeISa 0] APNIS B 19npuoy | 'y'g
Moj=¢
pauw=¢g
yby=1|
Aoud SaIAROY S9AI93(q0 [euoiRIadQ

*Kauaianyya pue uoneloqe)jod Jajeaih ybnoiy) wa)sAsoaa s 10jaas ay} jo uoneziuehio ay) uayybuals :z aanaalqo abajens

[ PLAN OF ACTION ]



Ui[eaH 21jand Jo
AISIUI “190Y ‘190N “YSNY

YSNY “TIVIA ‘100N

1301 “IDQY TIVIA VSN

190 “TIVIN YSNY
1001 “YSNY

TIVIN VSN

TV YSNY

(YIHY) TIVIA YSNY
‘Uoeanp3 o AlISIUI ‘JHOIN

YSNY 19V 1901

SJauaLua|dwr
Bun.oddns pue pea

ABuipiodae ‘pa

-JeInwioj(a1) 818 $31910d “S[elajew
BuiBeyoed Burlodwi 0] ylomawel
finp yoduw pue (B3| Jo uoISIASY
[euoelado pue

dn18s WaysAs Ueo| /1UeI0 [BIOURUI4
Buuren

8A18091 swli) Buibeyoed aAl4

pajoddns
ale sialjddns Buibeyord anl4
SUOIJeIO] Pa]Ia|as daly) Ul pajonp
-09 9JB JUBLISSASSE pue Buiddeyy

uouJes 10} paijdde pue

30pd U1 19S SI WasAs Alljigesoen v
pa1aNpU0d Apnis AyjIqISes) suQ
Sjoxtew Jabie) £oy 1noj

U1 1n0 pajjol ubreduwed [enuue suQ
Ieaf 1ad (SINS) S8

-511191U8 PazIS-WnIpaWw PUe [jBws
Bunabie} SUOISS3S UOITRWIOJUI OM]
padojanap

dweys Ayijenb uoujes ueyby
PAUSI|ISA SI SaJRILILAD

fyijenb uoues 8nsSI 0} YIOMSLWRI4
uoneINIBd S| 180 0} 1oddns [ed
-1UYD3) 9AI1398! SaIURdWO0D Auam|

paysi|qeiss
(81) Aypoey Alojeloge) auQ

10049 p[a1} Jawe yaes yonoiy)
1eaA 1ad pa1onpuoa sburures omp
pakanins are

S9IURALIOD UOLES 0G0 158] IY
(S)uaLuaIINbal 18yJeW "91) Passas
-SB 9IB SJay/eW A3y (-G 1Sea| Iy o

1001B]

¢c0¢

1202
0c0¢
610¢

pouad uoneuswa)

8100
L10¢

[=%

W

1
MO|=¢
pal=7
ubly=1
fuolg

"PAIBAID B( ||1M SaI|I9e) puB Juswdinba 0} pajeja! sainjipuadxs [ejided

pue Sasuadxa [euonelado Jiay) 199w 0} Saluedwiod Auibeyoed Joj SUBO|/SIURID [RIDURUI) JO WAISAS Y

019 ‘S|euajew Buibeyord o

39URINSSE Ali[enb 13y} pue S[euiajew mel Jo Buloinog e

so(diound ubisap Buibexyord e

uoyes Buipnjour ‘s10j0as pajabie) o Buibeyord e

uoieannuap! Aausnbaly o1pel pue BuIpod Jeq ‘AljiIqeadel e

BuiBeyoed pue uonnquisiq e

30uel|dwod pue uoienbal Buibeyord o

:3pNjoul |[1m $91do] 199185 *(S]00} pue

sa160j0poyiaw Buipnjaur) Sspnpow Iy9vd Paziubooal-Ajfeuoneuiaul 8y} Buisn ‘SINS Pue SISSIADR

‘sIaurel 1) sawweiBold pazijeioads Ajubiy oy Buisiel-ssauaieme / 9iseq wolj Buibuel sdoysyiom pue

Buiuren pajabie) Buiajoaul siwelBoid Buiuren e ul palonpul aq ||Im suil Buibexoed jo 11040 ¥ 'Z'ze
“0S[B S10]98S JBUI0 JaA09 0] 8d0JS JapL0IQ B BAJOAUI A|3XI] (1M AIANOR SIY “URYd Ajddns Jiay) SSoJoe

30URISISSE PapIAoid aq ||Im sialjddns Buibeyoed ‘Apms aauabijip anp 8y} Jo SBUIpUl} 8U) UO Paseg
*$30UB|[eY9 [BIOUBUL) PUB [€9

-1uy8) pue ‘ureyd Ajddns 11ayy Joj sindur Buiainos Jo swia) ur sislddns Aq pade} sabus||eyd SSasSy e
“SM3IAIBIUI PUB SHSIA A10j9B} yBnoILY) SIS LIS JINS 0}

$91119edRD 118U} J0 JUBLISSASSE BAISUBYBIAWIOD B UjIM SUOIRIO| 881y} 8y} i Siaijddns Buibeyoed depy e

aU} BuIAjoAUl ‘Suo1ea0| 193f01d 831y} 8y} Ul Sialjddns Buibeyoed Jo JUBLWSSASSE J81iq B 1aNpU0Y) “|'Z°E

'$9p09Ieq Jo Aljenb jund ay) BuiAjliaA pue sepoa
-1eq Buiiealo Joj Hoddns [ea1uyds) 1sanbal 0} SIapIACI puB SUORN}ISUI [BIIUYIS) ABY UM Syul| 818310

"Aisnpur uoujes ay) ur ABojouyaal apodseq Jo UoIjdope ay) Joj sjuswalinb
-3] SS3SSE 0] PUB ANSNPUI LIRS BU} Ul SOP0IIRG Pasn Ajapim Ajnuapl 0} Apnis ANJIqISes) B 1oNpuoy e

"AlISnpul uoJijes 8y} 1o} $apodeq ybnolyy waisAs Alljigeaoel e juawsdw| */ 1¢

“Soyew [euoneusul ur dueys Aijenb sy syowod o) ubredwes Buoxs e youne
‘S19)10dxa
0} dweys ayy Aueduodae ey} SHIBUAY PUB SBAIUBIUI ‘SJUSWSINDAI P3IRIOSSE 8y} SJRIIUNWWIOY e

‘dweys Ajenb uoyjes ueyfly ue dojasg 9 1g

“3UWWRIA0IJ JUSWId0|3AS(Q UOLIRS [BUONBN
3U1 0 }ed S sajealyn1ad Ajijenb uouyjes Alejunjoa anssi 0] sAIRIIUI |0} 8y} 0} oddns pus] ‘G |'e

‘oddns [ea1uya8) o uoisiaoid ay) yonoiy uoneaLiLed 0S| 180 0] Seluedwod ULeS 1SISSY 7| €
“JRIH Ul Sanij1oe) Bunse) pue Buijdwies ‘Aloreloge) 11 8yl o alels e dojansq

“UOITRIIILIB PUB [029U0D Ayljenb Joj Salyij1oe) Al0jeloge| BunSIxe SSassy e

“UOITRIIILIBO PUB |03U0I Ajijenb 10} Sali0jeI0qR] BunSs) ySI|qeIST €'1°E

ABojouyoay Buissasoid

10 Spiepue)s Ul sasidiajua Buissasold Bulurel uo pasnao; ‘4-quyD 68 ‘saaieniul Bunsixe oddng
“UOITRWLIOJUI £3Y BIBUILIBSSIP PUB SPIEPUE]S JO UONelUaLLIa|dwI au) alell|I1oe) 0} (SI8110axa ‘siaanpoid)
S13P|OYBXEIS 10235 A8y 10} (BABNIUI SwLeiBoid Buiurel JaIsew ayl ydnolyl) sbuluren 1onpuoy z'1'e

“SpIepuRlS AQUa)SISU0d pue Ajijigeral ‘Alijigeadel ‘auslbiy
UM 99uel|dwod Buipiebal A||e10adsa ‘spiepurls asay) Bunaaw ul sabus|jeyd asiidiaua pue jeuoiny
-l1sut Ajuapi pue sjualalinbal A10jepuBL Jay/ew [euoleuIaIU| BUNSIXS JO UOISIAGI B 1ONPUOY |’} 'E

SAIANIY

‘Buibeyoed
0} $S9998 an0Jdw| “Z'e

"spJepuels Ajenb
[BUONBUIBIUI J3BW 0} J0J3S
aU} Jo AuNqe sy snosdwy “|g

S3A98(qO [euoneIadQ

‘suofjesado Buipueiq pue Buibeyoed ‘uawabeuew Ayjenb pajeibajul ybnoay) yuawdojanap pue uonesjauad jayiew Indg :¢ anaalqo albajens

[ AFGHANISTAN’S NATIONAL EXPORT STRATEGY / SAFFRON SECTOR 2018-2022 ]



100V ‘100N

PAYIUNE[ 10]ld o
padojanap Apnis AljIgISead e

S1ay/ew 1a01e) A3y 1yBia 15ea] 1B Ul

Sgyoene apey) unabie) ‘Ajjenuue pa
V4O PUB |00V ‘|90 -1ONpuod a1e SAOSYIOM 8Ul|u0 In04 e

110ddns 1B Wwolj Ji8usq

Y40 ‘190 ‘99 PUB Pajoajas le SIS UeYDlY U]

NEVILA]

|70y 1e61e) A3y noj Buiyoeal payoune)
199V “TIVIN ‘YSNY ‘Y40l ubiedwed aaisuayaidwod auQ e

[euoiiesado

pue pado|ansp SI WaISAS JYINoAY e

U uoLes Buiabie)
1eaf 1ad syadxa [euoneussiul Aq

TIVIA YSNY ‘|90 Pa] SUOjssas Buiyaeod omy 1ses| 1y e

[euonelado pue dn 1as s

19V ‘190N ‘¥SNY  Buibexoed Joj Aijioe} 89iA18S paleys e

SIajuawa|duw
Bunoddns pue pea

1001B]

g
14
b
¢
¢
14
Mmoj=¢
nY nY no nY nY nY
B 8B B 2 2 2 puw=g
pouad uoneuawa|duwi Auoud

JO4IeW A8Y B UJ WOOIMOUS B JO JUBLUYSI|GeISa ) Joj Jojid e yauney “Apms ay} uo paseg

‘JoIeW 110dxa Jeyy uf sjonpoJd JaLo pue uoLes 186 Ued $19Ang |1B1a) PUB SI3[BSA|OYM BI3UM SSAID

-pe 9|6uIS B 81881 PUB SSBUBIBME 8SIBI 0} SHOCXS JB]ILUIS JBLJ0 PUB UOLJRS 3SBIMOYS O 9B A3y

B Ul WOO0IMOYS 3UO 1Sea| Je Buiysiqeisa Jo Aljigissod ay) $sasse 0} Apms A1ljiqISes) B 1onpuo) 4'¢'e
019 “SUOIJBID0SSE 10}03S ‘SALISIUILL S YINS SIaP|Oyayels

0] ¥9Bq Way Buijjauueyd pue sapuniioddo Juswidojanap ssauisng BuIAjUaPI UO SUIBYE OpeI) URL e
“UOJ4Jes J0 [eNuajod au} UO PROIGE SUOISSIW UBYB)y e S3UdeNE apel} J0 Sa111oeded 8y} pjing ‘S19aysiae)

U0J1JeS UeyO]Y pUB $o]1j01d 18YJBLU JO UOIRUILLASSIP 841 pue sdoysyiom Buip|ing-/ioedes auljuo ybnoiy)

"DROICR S3UIBNE apel) Jo Bulp|ing-Ai1oedes yBnoiy) Loddns 18y/ewW-ur 93ueyuy €¢°e

*SPIBDUBIS [BUOIJRUIBIUI JO SSBUSIBME 113U} 8SBaloul 0} (Yn0S PjoY S,leqnq B°9) Slayiew

[B20] pUB ‘S31311198} Buibeyaed pue sun Buissadoid 0| 0 A1junod 180y 8U Ul SUSIA pjat) 8ziuebi()

"SUOIIQIYX® pue

Site) Buipuodsalion ay) Burnp saiuedwod Bunedioned Joj SBUIEaL SSUISNG-0]-SSBUISNG 81)|19e4

“SJay/eL [euoljeuIalul Bujyaesl Joj saiunpioddo Buikyuap) e

“SjuaLalnbal jaylew Buipuelsiapun e

*$[eap pue sBullaall dn moj|o} 0] MOY Pue ‘S13ANg mau yim Buosuuod pue Buikjnusp| «

:$91do] BuImo||0) 8y} U0 S3IURAWIOD YIBO? *|aAel} LIy} 0} Jond aouabijjaiul 18y ew uo saiuedwiod

Burredionled aieyiordes "suoniqiyxa pue it} feuoieussiul Ui ajediolied op sjuelb yBnoay) papoddns

8 0] $3JUBdW0d UOLJRS URYB)Y JO JaquWnu B Ajnusp! ‘ssadoid U01193|as aAadwoa e ybnolyl z'¢'s

“U0ILJeS

URYB}Y JO SBINGLIIIE 8U) 3SBIMOYS 0} B)ISGAM PaJeIIpap & PUB SOaPIA Se Yans Buis|pueyaIsw pue (el

-3l [euonowold Buidojaaap Aq uolyjes ueybyy uo ubredwed Buisiel-SSauaieme e Ino |0y “|'E'¢
‘suoljelayl Buimo|
-|0J Ul UMO J13y) U0 $32IAJas Buibeyord ayy aInaoid ||1m Asu) Jeyl 08 Sl 1oj uonisodoid anjea auy
anold djay |jim siy1 1eyy Buiag eol oyl ‘SISeq LI-auo B U0 $3dIAIaS Buibeyoed ainaoid 0] pasn aq

UBD TR} ,SI9YaN0A, Lyim papiAold ag [jim swily ‘sl BuiBeyoed asn 0] SIS UOIRS 9ZIARUSIUI O] e
sJa1jddns Buibe

-yoed pue SIS Lim paleys aq |jim sadAy Buibeyoed Jo A1a11eA B UO SUONRASUOWISD PUB UONBLLIOM| o

"papIA0ID aq ||IM JuBLLSSasSe Buljjaqe) pue Buibeyoed-150d pue -ald “swiiy uoles Buirediol

-Ied 10 sa|dues abeyord 0] SUOISSAS Pea| ||IM Suadxa [eUOITRUIAIUI AQ payarod sialjddns Buibeyoed e
‘BuiBeyoed Bunsixe J1ay) 1o SLiBualS / SaSSaUNeam au

UO WaY) Y9BOd 0] JBPIO U SWLI) UOLIRS 0] S3|dLLBS BUNSIXa U %0BqP38) Paje1ap apIA0Id [Im SHadxT e

:Sa111[epow BuImojjo} 8yl Yum soluljd Buibeyoed
3]Ba1d ‘Sulj UoLeS pue sialddns uasmyaq ded jsniy pue uopewiojul ay) aBpLq 0} Loya Ue Ul ¥'Z’E
‘Juawdinba ajeASUOLIBP PUB 8SBIMOYS |[IM SIUBALI0D BjeAld
"1S813}U1 JO U0ISSaIdxXa ybnoiy uasoyd aq ued siojeiad() “Aj1oe) pabeuew pue pajeisdo AjajeAld e
“JRI3H Ul Aj|Bap! UONRIOT o
'8N 0] Suoleziueflo siawiey 1o} A
198} PAIRYS B SB PaySI|qeIsa aq pinod juswudinba Buibeyoed aiaym axuad Buibexoed jojid e dojaasq e
‘Buibeyoed Joj A11j108) 821AI3S paleys
© J0 Juswdojanap ay) ybnoiy) saluedwiod uoljes Joj Juswdinbs Buibeyoed o) ssaaoe srodwl €7'¢

SAIANOY

"110ddns Jayiew-ul Jajealt aje)
-|[198} PUR SR [RUORUISIUI
Ul uoiyes ueybyy siowold ‘g'e

‘Buibexoed
0] $S8998 aA0JdW| 'Z'E

S9A193(q0 [euoieIadQ

‘suofjesado Buipueiq pue Huibeyaed ‘uawabeuew Ayjenb pajeibajul ybnoay) yuawdojanap pue uoneljauad jayiew Inds :¢ anaalqo albajesns

|3A3] [RID1}J0 BU] 1B UayLapun aq ||IM S10}a £9RI0ADR
D3IPIA1 DUP ‘DAMAIAZL 30 1M SananeA Buibexard pue Siena1ew mel weuodwr Buoduwr ur sabuaneun

[ PLAN OF ACTION ]



sBulpuly
Apms uo paseq ‘eak Jad no paul
-18d S ubiedwed |euoneu auQ e
UOJ|JeS 10}
Jo)BW 911SLIOP JUBLIND 8y} U0
BIPAW 0] PUB |0 ‘199 Padojanap S| 110dal [BIIUYIR) i e

P31ONPU0A SI WNISOAWAS [enuue Uy e
1N0 3|01 pue paubisap
BIPAW 0] PUB |0 199y ADajens Buijayiew SSauisng sWoH e

fBojouyaay onewou)  Hoddns [ealuyas) yim papiaold
pUB SUOIRDIUNWIIOY O 8IB S8IUBdLI0d / SaARIad00d U] «
Ansiuty ‘190N pue 199y Pajonpuod si Apmis Aijiqises) v

Jeaf
190 paoNpuod ale SINS 0F 18|
TIVIA PUB 199V ‘Y40 ‘190N T Buniabie) suoissas Bujulel om| e

TIVIA PUB 199V V40N ‘(S8 S1ay/ew 1abie) 1ybia 1e9|
-B]IR [BI0JAWILLIOD) [J0[\ 1 10} padojanap $a|ijoid 14BN e

no no no no no
o o o o o
N nNo NS — —_
no —_ o © oo
SJauaLua|dwl
Bun.oddns pue pea 1001B] pouad uoneuawa|duwi

L10¢

1
MO|=¢
pal=7
ubly=1
fuolig

“uondwnsuoa UoJyfes 211SaLop Joj SaAljeula) (e Juatdojeaap 1npoid Buipuodsaliod pue jeyew jow
-un (enusjod ay) asAjeue 0} Apnis e dojaAa( “JeIeLL 91ISALUOP JUaLINY 8y} 8SAjeue 0} Apnis B 1anpuoy)

‘SuBreduwed UoIeaIuNWIWOA 1o Buljjol AQ UoLeS 10} pUBLWSP [RUOITRU 30RIN0JUT o
“UOIJJBS 10} PUBLLSP [BUOIJBU 3SBAIOUI 0} SaLweiBo.d 8jowold “ZH'E

3uWoy e
uolyjes Buisn Jo SpoyiaL pue uoLes Jo 92uealiubis ay) 1noge saljile) Buowe ssauaieme BuISiey o
S1Sa9)ul JaNsu0d o} Buipioage Buibeyoed sAneal) e
“$IWNSU0D
30y PUB POOJ ‘[RIASNPUI YiM UOIBUIPI00 YBnoiy) 19ysew [eao] e jo Buiziuebio pue Bupiomiay e
:3PNJOU] SBINIA. JAUI() "SBAIeIUSICaI SBIeS UOIeS JO JuaLLYSI|qeISa au)
SE ||aM Se SWnISOdWAS pUB SUONIGIYXa ‘SIeuUILaS YBnoJy) SSSauIsNg Pue A18100S LYIM Syul| Se1ealo
yoIym ‘ABajens Buiieyiew SSauISNg aLoy e yBnoiy) passaippe aq 0} Spasu Joxiew [eao| 8yl “| 'S
*$$300NS U0 P3Seq aANeIlul 3y} dn 8eas pue UoIRIUSWI|dWI 8} Ul PBAJOAU 81 Stullj ABo
-|0Uy98} UOIJRWIOJU [BI0| JeY) 2INSUT "SUONRII|dde 921309 Ul PAAJOAU] SUOIIUN} J8UJ0 PUB Sal}
[epow JustwAed auljuo ‘seyisgam dn 18s 0] SaluedLLI0d /SaAIIRIad00 198(9S 1SISSE ‘aAenIul 10[id B SY
“UOJJJeS UYLy
diys pue ||9S 0} 9213WLI0I-9 85N 0} SUOYdO 310|dX3 0} JuBLUSS3SSE / ApNIS A1l[IqISes) Jaliq B JaNpuo) o
10103S U0J1Jes UeyBly 8yl 10} SaNIf11ssod JuaLudo|aAap 8218WLI09-8 810|dx] /'€°¢
“UOJJeLLIOU] J3/BLU JO UOIeIaIdIB)u] U0 SNI0H “$|00) UOIJBULIOU] 18YIBW 8SN 0} MOH e
‘Jay/ew JabIe} 8y} Ul SjusLuaaife apel} 8a1) WOJ J1JBUaq PUB SS3IIL ‘9SN 0} MOH e
‘Sjuawaaibe apey) Aq pajeald SaiuNLoddo Joxew paduByug e
'S||I4S [elouUlq e
*(-018 ‘Buibeyoed ‘Ayijend ‘Buronid) Bunsyiew pue ssauisng e
‘Hodx8 10} UOJBJUBWNIOP PUB S3INP3I0IJ e
U0 $191100X3 10) SUOISSS
Bujures azjuebi( "sajuedwo uoyes ueybly jo sanioeded BusyewW pue SSaUISNG 9IUBYUT ‘9°E’E

“saIURdLL0D UOeS 10§ SAOySYIOM JonpUOd PUB S3|1j0id JayIeLL BJeUILBSSI]

'$19npoid paInoAe|l-uoles pue Uoljjes padeyaed uo snaoj [enusjod yim ‘(Suoduwi uoies
150U S10dxa-a] “Uel| Jo a1jqnday 1Le(S| 1o} JaWNSUOD 15aDIR|-pU03S ‘Jy) 1o%IBW 183 BIPPIN o
“Uedef pue eUIYY 10} 1d32xa Jualsixe-uou A]je1ausb si spoduw 1oy uonenbay “(suidipal paseq-jue|d
‘sjonpoud Aliep paInoAe]}-UOLES ‘SYULIP [egJay ‘6°3) Sjonpoid JO UONRINISIBAIP 8]qISS0d ‘SIayieL URISY e
*(A1Bupioaae ‘sjueINISal ‘S|a10Y
‘BJOCSEIP JO JUBLLAAJOAUI *B°3) S|3ULRYD UONINGLASIP PUB 18Y/eW (S8LASNPUI POOJ PU 2113LUS0D ‘[eal)
-nadeuweyd *6a) sjpnpoid Jo uoiealsianp 8jqissod ‘(Buibeyord se yans sjuaLaINbal 18yeW) T o
:Burlapisuod ‘jayew 1a61e) yoea Joj saibalens dojansg
‘spual)
18WNSU09 pue :BuiBeyoed ‘suoiealiiad e yans ‘saoualalald Jawnsuod (Buljjage| ‘suawalinbal A
-[enb se yans ‘sjuawaiinbal (63| :8pnjaul 0} uonewloly| sajijoid 18yiew Buidojsasp Aq (3N ABy

“uoJyfes Ueybly 1o} 18yeW
11sawop ay) dojansq y'g

"1Joddns 18y/ew-ul Jajeald aye)

-[[198} PUE S}8yBLU [RUONBLIUI

“6°3) Sjaxiewu [RUOIJRIAIUI PUB [RUOIGAI [eUSl0d pUB JULINY UO 80UaBi|jajul jyIewW 80URYUT 'G'E'S Ul UOJYRS LBYBY l0Wwold 'g'e

SAIIANIY

S3A98(qo [euoneIadQ

‘suofjesado Buipueiq pue Huibeyaed ‘uawabeuew Ayjenb pajeibajul ybnoay) yuawdojanap pue uoneljauad jayiew Indg :¢ anaalqo albajess

[ AFGHANISTAN’S NATIONAL EXPORT STRATEGY / SAFFRON SECTOR 2018-2022 ]



Abadia, A. (2012) Analysis of the saffron industry in
Afghanistan and introduction to export promotion strategies
for saffron. USAID.

ACCI (2014). Business Policy Recommendations. Afghanistan
National Business Forum, 27 February.

Afghanistan, Ministry of Agriculture, Irrigation and Livestock
(2016). National Comprehensive Agriculture Development
Priority Programme 2016-2020.

Afghanistan, Ministry of Agriculture, Irrigation and Livestock
(2017). 5th National Saffron Conference Terms of Reference.
6—-8 November, Kabul.

Afghanistan, Ministry of Commerce and Industries (2009).
Afghanistan SME Development Strategy.

Afghanistan, Ministry of Counter Narcotics (2015). Afghanistan
Drug Price Monitoring Monthly Report, September. Ministry
of Counter Narcotics, Islamic Republic of Afghanistan and
United Nations Office on Drugs and Crime. Kabul. Available
from http://mcn.gov.af/Content/files/Afghanistan %20
Price%20Monitoring%20September%20%202015.pdf.

Afghanistan, Ministry of Labour, Social Affairs, Martyrs
and Disabled (2009): Baseline Data for the Quality of
TVET Provision in Afghanistan, National Skills Development
Programme.

Afghanistan Research and Evaluation Unit (2016). Moving
With the Times.: How Opium Poppy Cultivation has Adapted
to the Changing Environment in Afghanistan.

REFERENCES

Afghanistan Public Policy Research Organization (2011).
Gender and the Agricultural Innovation System in Rural
Afghanistan: Barriers and Bridges. Available from: http://re-
liefweb.int/sites/reliefweb.int/files/resources/Full %20
Report_46.pdf.

Afghanistan Public Policy Research Organization (2010).
Value Chain Governance and Gender: Saffron Production in
Afghanistan. Available from http://appro.org.af/wp-content/
uploads/2017/03/131206754-Value-Chain-Governance-
and-Gender-Saffron-Production-in-Afghanistan.pdf.

Afghanistan Rural Enterprise Development Programme
(2013). Afghan saffron sold in European markets. AREDP
in Focus, No. 2. Ministry of Rural Rehabilitation and
Development.

Altai Consulting (2015). Afghanistan/Central Asia regional
food fortification programme. Available from www.gain-
health.org/wp-content/uploads/2014/07/Regional-Trade-
Flow-Analysis-across-the-CAR-Region-ENG.pdf.

Centre for the Promotion of Imports from Developing
Countries (2013). CBI Product Fact Sheet: Consumer-
packed Spices and Herbs in the EU.

Centre for the Promotion of Imports from Developing
Countries (2009). CBI Market Survey: The Spices and Herbs
Market in the EU.

Danish Committee for Aid to Afghan Refugees (2010).
Saffron Operation Manual. Kabul.

[ REFERENCES ]


http://mcn.gov.af/Content/files/Afghanistan Price Monitoring September  2015.pdf
http://mcn.gov.af/Content/files/Afghanistan Price Monitoring September  2015.pdf
https://reliefweb.int/sites/reliefweb.int/files/resources/Full Report_46.pdf
https://reliefweb.int/sites/reliefweb.int/files/resources/Full Report_46.pdf
https://reliefweb.int/sites/reliefweb.int/files/resources/Full Report_46.pdf
http://appro.org.af/wp-content/uploads/2017/03/131206754-Value-Chain-Governance-and-Gender-Saffron-Production-in-Afghanistan.pdf
http://appro.org.af/wp-content/uploads/2017/03/131206754-Value-Chain-Governance-and-Gender-Saffron-Production-in-Afghanistan.pdf
http://appro.org.af/wp-content/uploads/2017/03/131206754-Value-Chain-Governance-and-Gender-Saffron-Production-in-Afghanistan.pdf
http://www.gainhealth.org/wp-content/uploads/2014/07/Regional-Trade-Flow-Analysis-across-the-CAR-Region-ENG.pdf
http://www.gainhealth.org/wp-content/uploads/2014/07/Regional-Trade-Flow-Analysis-across-the-CAR-Region-ENG.pdf
http://www.gainhealth.org/wp-content/uploads/2014/07/Regional-Trade-Flow-Analysis-across-the-CAR-Region-ENG.pdf

Food and Agricultural Organization of the United Nations
(2015). Saffron progress and opportunities in Afghanistan.
Newsletter — Afghanistan, Issue 3 (December).

Food and Agricultural Organization of the United Nations
(2015). Empowering Women in Afghanistan — Reducing
Gender Gaps through Integrated Dairy Schemes. Rome.

Ghiasy, Richard; Zhou, Jiayi and Hallgren, Henrik (2015).
Afghanistan’s Private Sector: Status and Ways Forward.
Stockholm International Peace Research Institute and
International Council of Swedish Industry.

Global Agricultural Information Network (2015). China’s Food
Safety Law (2015). Report number CH15016. United States
Department of Agriculture.

Government of India (2012). The Saffron Grading and
Marking Rules, 2012.

Harakat Investment Climate Organization and Afghanistan
Chamber of Commerce and Industries (2014). Private Sector
Priorities for Reform for London Conference.

ICAR-Indian Institute of Natural Resins and Gums (2015).
Lac, Plant Resins and Gums Statistics 2015 : At a Glance,
ISSN No IS : 2454-8782. Available from: http://ilri.ernet.
in/~iinrg/Lac%20Statistics.pdf

International Centre for Agriculture Research in the Dry
Areas/Danish Committee for Aid to Afghan Refugees
(2008). Saffron Manual for Afghanistan. Available from:
http://afghanag.ucdavis.edu/b_field-crops/other/Man_
Saffron_Afghanistan ICARDA.pdf.

International Labour Organization (2015). Selecting the
Road to More and Better Jobs: Sector Selection Report of
the Road to Jobs Project in Northern Afghanistan.

International Taste and Quality Institute (2013). Afghan saf-
fron company ranked 1st by International Taste and Quality
Institute, 22 June. Available from www.itgi.com/en/about-
itqi/press-archives/afghan-saffron-company-superior-taste-
award-2013/.

Islamic Republic of Afghanistan (2008). Afghanistan National
Development Strategy.

ITC (2016). Enhance export capacities of Asia’s least de-
veloped countries for intra-regional trade — Afghanistan’s
exports to China (unpublished).

ITC (2017). Reconnecting Afghanistan to global markets —
an ITC assessment of export potential and trade obstacles
(unpublished).

Katawazy, Abdul Samad (2013). A Comprehensive Study
of Afghan Saffron. Afghanistan Investment Support Agency,
Research, Planning and Policy Directorate. Available from
www.doc-developpement-durable.org/file/Culture-epices/
safran/Commercial/A%20comprehensive %20study %20
of%20afghan%20saffron.pdf.

Majid Wafig (2016). “The Role of Medicinal Plants
in Afghanistan’s Trade”. Available from: http://as-
sets.publishing.service.gov.uk/media/57a08c59ed-
915d3cfd00131¢c/RALF3_002.pdf

Minoia, Giulia and Pain, Adam (2016). Saffron: The so-
cial relations of production. Secure Livelihoods Research
Consortium. Afghanistan Research and Evaluation Unit,
Working Paper No. 48. Available from http://areu.org.
af/wp-content/uploads/2016/08/1701E-Saffron_The-social-
relations-of-production.pdf.

Paterson, Anna (2006). Going to Market: Trade and Traders
in Six Afghan Sectors. Afghanistan Research and Evaluation
Unit. Available from http://areu.org.af/wp-content/up-
loads/2015/12/622E-Going-to-Market-SP.pdf.

Sampathu, S.R. and others (1984). Saffron (Crocus
Sativus Linn.) — Cultivation, processing, chemistry and
standardization. CRC Critical Reviews in Food Science and
Nutrition, vol. 20, issue 2.

Samuel Hall Consulting (2012). Research Study to
Determine the Priorities for the Implementation of Standards
in Afghanistan and Evaluate the Demand for Services of the
Afghan National Standards Authority in the Private Sector.
Commissioned by UNIDO.

UNIDO (2014). Sa//ron Industry Value Chain Development
in Iran: Diagnostic Study Report. Available from http://open.
unido.org/api/documents/4672742/download/Saffron%20
Industry%20Value %20Chain%20Development%20In %20
Islamic%20Republic%200f%20Iran%20-%20Diagnostic %20
Study%20Report.

USAID (2012). Market Analysis for Saffron. USAID’s Trade
and Accession Facilitation of Afghanistan.

USAID (2010). Afghanistan Agricultural Finance Market
Research. Washington, D.C.

World Bank (2016). Afghanistan — Systematic Country
Diagnostic. Washington, D.C.

World Bank (2016). Regional trade & transit: opportunities
and challenges for Afghanistan. Background Technical Brief.
Washington, D.C.

[ AFGHANISTAN’S NATIONAL EXPORT STRATEGY / SAFFRON SECTOR 2018-2022 ]


http://ilri.ernet.in/~iinrg/Lac Statistics.pdf
http://ilri.ernet.in/~iinrg/Lac Statistics.pdf
http://afghanag.ucdavis.edu/b_field-crops/other/Man_Saffron_Afghanistan_ICARDA.pdf
http://afghanag.ucdavis.edu/b_field-crops/other/Man_Saffron_Afghanistan_ICARDA.pdf
http://www.itqi.com/en/about-itqi/press-archives/afghan-saffron-company-superior-taste-award-2013/
http://www.itqi.com/en/about-itqi/press-archives/afghan-saffron-company-superior-taste-award-2013/
http://www.itqi.com/en/about-itqi/press-archives/afghan-saffron-company-superior-taste-award-2013/
http://www.doc-developpement-durable.org/file/Culture-epices/safran/Commercial/A comprehensive study of afghan saffron.pdf
http://www.doc-developpement-durable.org/file/Culture-epices/safran/Commercial/A comprehensive study of afghan saffron.pdf
http://www.doc-developpement-durable.org/file/Culture-epices/safran/Commercial/A comprehensive study of afghan saffron.pdf
https://assets.publishing.service.gov.uk/media/57a08c59ed915d3cfd00131c/RALF3_002.pdf
https://assets.publishing.service.gov.uk/media/57a08c59ed915d3cfd00131c/RALF3_002.pdf
https://assets.publishing.service.gov.uk/media/57a08c59ed915d3cfd00131c/RALF3_002.pdf
https://areu.org.af/wp-content/uploads/2016/08/1701E-Saffron_The-social-relations-of-production.pdf
https://areu.org.af/wp-content/uploads/2016/08/1701E-Saffron_The-social-relations-of-production.pdf
https://areu.org.af/wp-content/uploads/2016/08/1701E-Saffron_The-social-relations-of-production.pdf
https://areu.org.af/wp-content/uploads/2015/12/622E-Going-to-Market-SP.pdf
https://areu.org.af/wp-content/uploads/2015/12/622E-Going-to-Market-SP.pdf
https://open.unido.org/api/documents/4672742/download/Saffron Industry Value Chain Development In Islamic Republic of Iran - Diagnostic Study Report
https://open.unido.org/api/documents/4672742/download/Saffron Industry Value Chain Development In Islamic Republic of Iran - Diagnostic Study Report
https://open.unido.org/api/documents/4672742/download/Saffron Industry Value Chain Development In Islamic Republic of Iran - Diagnostic Study Report
https://open.unido.org/api/documents/4672742/download/Saffron Industry Value Chain Development In Islamic Republic of Iran - Diagnostic Study Report
https://open.unido.org/api/documents/4672742/download/Saffron Industry Value Chain Development In Islamic Republic of Iran - Diagnostic Study Report

World Bank (2015). Afghanistan — Country Snapshot.
Washington, D.C.

World Bank (2015). Saffron: a major source of income and
an alternative to poppy, 19 January. Available from www.
worldbank.org/en/news/feature/2015/01/20/saffron-major-
source-income-alternative-poppy.

World Bank (2014). Afghanistan — Agricultural Sector Review:
Revitalizing Agriculture for Economic Growth, Job Creation,
and Food Security. Washington, D.C.

World Bank (2012). Afghanistan Diagnostics Trade Integration
Study. Washington, D.C. Available from http://docu-
ments.worldbank.org/curated/en/373301467992809220/
Afghanistan-diagnostics-trade-integration-study.

World Bank (2011). Understanding Gender in Agricultural
Value Chains: the Cases of Grapes/Raisins, Almonds and
Saffron in Afghanistan. Washington, D.C.

World Bank (2010). Saffron Value Chain Forum for Women
in Herat. Available from http://documents.worldbank.org/cu-
rated/en/510671467993728238/Saffron-value-chain-forum-
for-women-in-Herat.

Wyeth, Peter (2007). Marketing Afghan Saffron. Washington
State University International Research and Development.

Wyeth, Peter and Malik, Najib (2008). A Strategy for Promoting
Afghan Saffron Exports. Research in Alternative Livelihoods
Fund.

[ REFERENCES ]


http://www.worldbank.org/en/news/feature/2015/01/20/saffron-major-source-income-alternative-poppy
http://www.worldbank.org/en/news/feature/2015/01/20/saffron-major-source-income-alternative-poppy
http://www.worldbank.org/en/news/feature/2015/01/20/saffron-major-source-income-alternative-poppy
http://documents.worldbank.org/curated/en/373301467992809220/Afghanistan-diagnostics-trade-integration-study
http://documents.worldbank.org/curated/en/373301467992809220/Afghanistan-diagnostics-trade-integration-study
http://documents.worldbank.org/curated/en/373301467992809220/Afghanistan-diagnostics-trade-integration-study
http://documents.worldbank.org/curated/en/510671467993728238/Saffron-value-chain-forum-for-women-in-Herat
http://documents.worldbank.org/curated/en/510671467993728238/Saffron-value-chain-forum-for-women-in-Herat
http://documents.worldbank.org/curated/en/510671467993728238/Saffron-value-chain-forum-for-women-in-Herat

FSC

FSC is an independent, non-governmental, not for profit
organization established to promote the responsible management
of the world’s forests.

Printed by ITC Digital Printing Service on FSC paper, which is
environmentally-friendly paper (without chlorine) using vegetable-
based inks. The printed matter is recyclable.



|

)
7]
~

"

N

Street address:
Postal address:

Telephone:
Fax:
E-mail:
Internet:

" International
(¢ Trade

Centre

ITC
54-56, rue de Montbrillant,
1202 Geneva, Switzerland

ITC
Palais des Nations,
1211 Geneva 10, Switzerland

+41-22 730 0111
+41-22 733 4439
itcreg@intracen.org
www.intracen.org

In collaboration with:

- =",',:'\'\

¥ ot

This project is funded by the European Union:
* X x
*; ADVANCING AFGHAN TRADE

* EU Trade-Related Assistance
* 4 x

*
*
*



	Acknowledgements
	Note to the reader
	Executive summary
	Red gold : dissecting saffron’s continued dominance in the global spices sector
	The versatile queen of spices : saffron product map
	Lead players and their market dynamics, 
pricing structures and distribution approaches
	Key global trends

	Stigmas for prosperity : planning a robust future for Afghan saffron
	A current value chain with high potential 
for growth and scalability
	Production of saffron
	Saffron processing
	Distribution

	A sector harbouring multiple comparative advantages for Afghanistan
	High initial costs and long profit gestation are 
barriers to entry for prospective saffron farmers
	A highly seasonal and labour-intensive sector ( especially for women )
	Promising export performance of Afghan saffron
	Overcoming hurdles for growth : 
key competitiveness constraints

	Assessing Afghanistan’s positioning vis-à-vis the global saffron value chain
	Factors driving growth for the Afghan saffron value chain
	Short-term : Compete on quality and cultivate relationships with leading importers, especially 
in the EU and Middle East
	Long-term : capitalize on established brand and advance up the value chain

	Market positioning : premium and high-quality segments
	Short-term priority markets 
( 1–3 years )
	Medium-to-long term ( +3 years )


	Achieving the goals :
vision and strategic objectives
	Vision
	Strategic objective 1 : 
Increase production and productivity through improved supply-side conditions.
	Strategic objective 2 : Strengthen the organization of the sector’s ecosystem through greater collaboration and efficiency.
	Strategic objective 3 : 
Spur market penetration and development through integrated quality management, packaging and branding operations.


	Moving to action
	Key requirements for effective implementation
	Establish and operationalize a public and private sector coordinating body and executive secretariat


	Plan of action
	References

