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Trends in saffron imports: strong
for the US . . .
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Data from: US Dept. of Commerce via USDA Foreign Ag. Service:




. . . and also for the EU

EU (extra) Saffron Imports - Quantity
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EU (extra): trade with countries outside the EU
EU 15 and EU 25 figures are the same
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apparent
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Data from Eurostat:
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Reasons lior expecting that \K\ W
demanal will' remain; strong: €~ N
).

Tihere IS an Increased preference for natural
over artificial flavoerings and colorings.

Safiffon being expensive, demand! can be
expected to rise as INCOMES! rise.

Interest inisafirens health (or nutraceutical™)
penefits may: grow.

There are nos particular factors likely: tor cause; a
decline in demand.




Production iniSpain has fallen to &
low! levels, though Vields/haiare up _g\} '

Spanish saffron production & yield T h "

Data from MAPA:
Ministerio de Agricultura,
Pesca y Alimentacion (in
Spain):
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Most U.S. Imports purport to come
fromi Spain.

US Saffron Imports - Value
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Data from US Dept. of Commerce via USDA Foreign Ag. Service:




But Spanish preduction isi not ao

enough to cover Spanish exports. A
(even imports + productions are apparently less g
than exports)

Spanish Imports, Exports & Production
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Data from MAPA: Ministerio de Agricultura, Pesca y Alimentacion (de Espafa):




Most Spanish saffien comes from
lran.

Spanish Saffron Imports - Quantity

B Data from Eurostat:
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But as Spain’s reputation dominates the
market, for Afghan saffron to make inroads,
there must be a clear strategy.
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% % LA Tl E N DA the best of Spain in America

FOOD JAMON/HAM PAELLA KITCHEN & TABLE WINE GIFTS BATH NEW! SALE
(800) 710-4304 CULINARY HERITAGE | RECIPES | CATALOG | HELP | WHOLESALE | PRESS

SEARCH | 3|

HOME
SPANISH FOOD

Customer Favoriies
Great Finds

Almonds & Huts —SPANISH SAFFRON

Beans & Lentils

Beverages Owver 70% of the world's saffron production is grown on the high Castiien pisteau known a5 La Mancha, a region which
Bonito Tani iz famous for the qualty and flavaor of it =affron. One of the most precious spices inthe warld, there are many low
Capers quality or plain fraudulent saffron avaiable on the marke. Qurs saffron is guaranteed to be atlisan qualty from producers
Cheese we have visted ourselves.

Downloaded 7 Nov. 2006, 9:55 am PST,




Two sets of considerations
ielevant tor entering the US
market:

Steps that must be taken

Steps that canr be; taken




Meeting U.S. government: A
regulations: { b\
V)%

With the US Food and Drug Administration (FDA):

Register processingl and storage; fiacilities in beth
Afghanistan and the United States.

Previde prior Warning| o eachi shipment of safiffen te the
United States.

[For packages, provide labels with' required infermation.




1. Registering facilities

Register alll processingl and storage
facilities inr Afghanistan firom WRICh
safiffon IS shipped to the; US.

Register all facilities in the US te; Which
safifen IS shipped.




o - RR M
1. Registering facilities (continued) 8, % *

Information required: -

Name, address(es) (physical location: &
mailing)), telephone of the: fioreign facility.

Name, address), telephone off foreign facility’s
OWHET.

lirade names (“deing business as ...")

Name, address, telephone ofi the U.S. agent
Activity: carried out at the fiacility: (Gwarehouse-,
“labeler”, “packer”)

Food product category (429. Spices, flavors, and
salts”)




2. Prior Notice of Imported é\ i
Fojoje oy A

!
g/
M

Sendl notice of shipment firom 5 days te 4
nours (I By air) before artivallin the U.S.

Examples of information required:
Name, address; ete. off shipper'andl importer
Identity’ off product, quantity, lot number
Country(ies) off production andl shipment.
Shipment information (carrier, arrival time, ete.)




5. Labeling - N

Show! content
iIncltiding additives

Net weight off contents

(Name, address, telephone, e-mail off iImporter

Lot number to identify: source,
ds close tororiginias possible.

[For promotionall reasens:
identify’ exporting Afghan food facility




Strategic market considerations K\

Two kinds of final’ consumer: ' ,ﬁ Q
B Chefs/restaurants o B
B Home cooks

Some; whelesalers & retailers happy: with current
(“Spanish®, Greek, New: Zealand, etc.) suppliers.
Some willing| te) try: Afghan! safifron (& good cause).

Same probably true off chefs and home, Cooks. For
some, Alghan saffirom will distinguish: thelr cooking.

Quality: anal price important to both. Chefs more
commonly: have real understanding of guality: .




Quality é\&\
ar'h
Meet recognized standards: L
ISO 3632

IHACCP analysis or [SO 22000

Organic; (additional option)




Quality (continued)

In the US consistent, reliable standards are
Important, actual certification: tsually: less so.

lLabels can say, Tihis product “meets™ or
“processed according te” ISO or HACCP
standards:

Tihe market runs on trust. Standards provide
usefuli guidelinesiand reference points.




ISO: key standards

Laboratory tests (including UV spectrometric
measurements) required for ISO measurements.

Categories |

I I1 I1T
Moisture (%, ma, filaments) 12 12 12
[Foreign matter (%, max) 0.1 0.5 1.0
ADSOIIENCE
Taste (257 nm, min) (picorcrocine) 70 55 40
Fragrance(330 nm, min) (safranal) 20 — 50 201- 50 20 - 50
Color (440 nm, min) (crocines) 190 150 110]0

A buyer might insist on a color reading of 230, instead




HACCP (Hazard Analysis & Critical “§\ I,
Control Point) € 3

7 HACCP principles. Applicable to each farm . I, =
facility in harvesting, processing, packaging.

Conduct ahazard amnalysis

Peterming criticall controel peints




IHACCP: (continued) ﬁ\

Establish;
Critical limits for each CCP

Monitering proeceadures for CCPs

Corrective actions when limits are not met.

Procedures to verify HACCP system is working
Effective record keeping




Organic (US Dept of Agriculture)

Petailed regulations: available online.
EXamples:

NO synthetic fertilizer or pesticide
. and nomne applied for
three years Defiore; Curkrent: Crop.

Noranimal manure within 90 days o
arvest

Seed! (Tncluding corm) must be organic

Crop rotation reguired




To make practical use of: A K
standards, (fier US market) €, '\
Establish system for allocating lot s

nUmbers and reliable tracking as close
e origin as poessible.

ISO: Uselas basis for grading.

B Start with celor (Using celor panels calibratedin 1ab.).
Note: one large potential buyer wantsireading) of 230.

BN Jiest samples over time torlearn WhIch SoUrces supply.
saffion Meeting taste and firagrance standards.

IHACCP: Use as basis for ensuring feod safety.
Organic: Will increase number off potentiall buyers.




More practical possibilities A A
h,
Rather than have every farmer dry:amnd sort

INter grades, establishi al few: facilities that
can be well trained.

As, IS0 testing| takes technical expertise,
establiskhrthe laboratory: in the University: of
IHErat.




Prices highly: variable

Price/gram (Shipping, quality sometimes vary)
10z =28.35q9. 1lb =435.6¢g

Oct-Nov  May Unit Supplier location Saffron

2006 2005 sold source
www.saffron.cor $ 1.02 1.27 10z San Francisco, CA Iran.
www.tienda.con $ 2.05 1.57 1 0z Williamsburg, VA Spain.
www.butcher-pe $ 1.23 1.23 1 0z Detroit, Ml Spain.
www.sfherb.con $§ 2.40 2.05 1g San Francisco, CA Spain.
$ 1.17 1.01 10z ... and not
www.bulkfoods. $ 1.30 1.30 Toledo, OH much
$ 1.17 1.17 .
www.amazon.cc $ 9.95 1.57 Seattle, WA Spain different
www.penzeys.c $ 846 $ 8.18 Brookfield, W ol from a year
4.80 4.79 Spain ago
6.18 5.92
www.zalmo.con 8.50 8.50 Switzerland Romania
7.00 7.00
2.47 2.47
1.32 1.32
$ 1250 $12.50
$ 829 $ 8.29
purespice. 5.15 5.15

$
$
$
$
$
$
$
$
$
$
$
$
$
$
$




Pricing N

STt
Prices|are determined by negotiationibetwe ™ @ 4™
and buyer. g

Two pessible approaches; fior Afghan: exporters:

Price high tersighal highr quality’ (and get geod
ievenue)

Price competitively to similar gualities; (and sell
larger auantities).

Second Is more! likely to entice buyers; away. firom
existing suppliers. Chefs know' quality
Independently’ of price.




Promotion (US market) N
1.\
Methods: -

[label te assure quality: and make; It harder to pirate
Arghan identity.

Cold calls ter potential buyers.

Welbi site andl brochure promoting Afgham saffiron

with' links tor companies; that have beught frem
IHerat.

Exhibit at US food fairs.




Distribution N

AmOong| contacts witin potential DUyers
tWoe seem very: promising. A thirdl says he Is.

They will take small amounts ter begin with'te
see how: well Afighan; safiffen IS received.

One may: set up a web site for Afighan: safifron.

Each likely to want hisiown label, but hepeiully:
will"aceept joint labeling withriHerat producers.

Exclusive distribution rights have not yet been
raised. (‘TThey should be resisted.)




Finall considerations
.
\/olumes sold in' US market will start: low.

Rate sales build uprwillfdepend on quality

. price, and
wWillingness 61 buyers te; SWitchi SOUrCes.
Viay: De SIow.

Stalit as|Seen as possible.

low Initial voltimes willfmake it easier to
geti good gquality control systems in' place.




Einal considerations
(continued)

Alwaysriiollew liherMarketing Concept™:
Find eut What the customer Wants and
supply: those Wants more; effiectively than
VoUr COMPELItors:




