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Program for East African Tea

FY2003

Invitation to Kenyan Trainees (17 September to 27 September 2003)

Invited key experts from Kenya (Kenya Tea Developimggency (KTDA)) to Japan and conducted

survey of Japanese market.
(1) Investigated possible diverse uses for bulk tea
(2) Promoted latest products to Japanese companéegivestigation of potential exports to Japan

Staging of Workshop for Kenyan Trainees (10 December 2003)
Objectives
(1) To provide information on Japanese market ppegentatives of the Kenyan black tea industry.

(2) To consult with representatives of the Kenydack tea industry on a course of action
increasing Kenyan tea exports to Japan.

Kenya Monitoring Survey (February to March 2004)

Selected companies and samples with referencaitee&s’ results and other factors, asked Japa
companies their opinions regarding the producti@as, and examined product quality.

Objectives of survey

(1) To investigate the quality of black tea (andaasated products) and conduct sensory evaluat
with the help of Japanese industry organizationd athers, assess their marketability and o
properties, and compare them with the leading prtsdn the Japanese market.

(2) To provide Japanese companies with informadioout the local production centers.

After completion of the monitoring survey, the réswvere provided to contact peoplSOfficel]at

the local production centers.

FY 2004

Dispatch of Expert to Discover Promising Products for Export to JaparifKenya and
Tanzania, 13 November to 28 November 2004)

Discovered promising companies and purchased ptedfar exhibiting at Africa Exhibition

(provisional name).

Focused on visiting companies that had been vigitéty2003 and which had shown improvement

potential.

for

nese

ions
her

or

Africa Exhibition (8 March to 11 March 2005)

Introduced the stories surrounding the black ted @ial products under the guidance of expe
together with other general tea products.

Business opportunities were offered to Japanes@anies.

Production of catalog Form letter explaining featurof production centers and non-use
agro-chemicals was included, and the catalogs distebuted to Japanese companies, consumers

rs,

of
, and

others.
Il

Establishment of contacts between East African fpodduct and tea companies and Japal

nese

companies.
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— . A RRRY T U ANLEASND BLOEWELA L, BF20~30kg AV &
R—=r—2 A0 T, BRENTHZOE FEXEARERIRETEHE IND, 12 KA
U T HETHMEDORNCTCRAEKIZT 7V WEMA ERETHY, EHoOBRHIES N
DX DDEABICE R — VBT D ENE N,

WT 7V AN L— ROEmWKLA Z &g T 5 7201213, @R 8 nEic
nbHEEBEZLND,

(BT &)

AR, AV FUANBREEZHAT 256, MEEELZBL CH—2rva o
NWREEDOY VT RBHAFIZE DI, TOV TNV EERICHET DR ERET L2008
—RHI T D, EFICLoTUIV TN EBERIED Vo N T TABBFEE LT3
ETHZERDD,

T 7V AEOREE BT 556, BRSO OBEFEEAD, £ Ol
FrHBUTHAOIT®Y OFENRD S, #iEOEE, BRI 20, 27
THATOBALRD, %BEOHE, MAFILE  OBEORANOHE LI mE/)
2y hTOBEWDITRARRIZAR D E V) AU » MAH D RiE., EHESR & OF#EBEGEO
NI A— 27 > a U THREDTDICED bNTHEARFBRE L Ao IS ET
D, N RV T EERETOIVNEND D,

77V BEOEOEAMEEIZIL, 77U ABEORNHTEINDE LAY TOA—7
va rOFERE, mHEE, T, REEFEEL. BAROBMAZEIZEAMT LI ENEE
EEZLND,

FOODEX2005I=$& 1+ B LR 5ES)

77U AEE LTEROCTCAA BIEBARTOEENDV7: < FOODEXIZI U ThchE
B DHERRTHZETARDERA~T 7V IRXETE—NTDH EIFEH LY, 20
%, UTOZMERE L THRNT 52 L 2RET D,

Bz, @0 Tloa=—27 44— LLTERTS2HBIZARTHD TRAMIND LON
%<, BRENELS 2D ENRTFHRIND,
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FOODEX2005M 4 > FILRTRERK

@ | W& Ry h—hoHUERAEZHET OMYFE TRR | RAIL LTRROAL L
FLE LN IIERD
$—ERETHAL

@ | CTCHIZE | 1~2#th o2 L—FERYBFTE. BY E&H1~ | #RBZRHBY—EXRIC

25 L— R#EAY TETR, FRT %,
(WTFThORESHNSDOCTCHE LS EBILFIX
R#ICRZ 51-8)
®|a=—4 | #HMIIE 4212&B BRSO £
TA— #1T5,

T2)hoaz=—o 74—

r=7 KTDA - Kangaita F—Y Py REGEDHE. &R, VILN—T
1v7. FRBEERE
James Finlay AVRE U MTFA4— A=Y RV I RT 14—
Eastern Produce CTCH&E
Unilever CTCH&E
Tea Research Institute BATXUEER. h7zA4VLARE
A4 ¥ =7 | Mufindi- Luponde A=Y Ky REGEDRIR., . ARHEE.
UIN—=F4v T

B 0 i
(=7« oY =T OFRBEORE)

MmEE &, ISR %@%kﬁ%*iézx%~%ﬁff%ﬁﬁﬁéMkaﬁ\@
SERRIIRARZE & RIER O/ REZIC L D8IENMTHhiIl T 5,

=T TR, MIEERRIC L ORISR EEEED0% L. LA D, INHE L2 AEITE
ICRERBIZEESME (KTDA) ~ERFEL TV, ZHUCK L, Z o =T o/NMIRERIZ
L FIL X RAEERED20% T, FEFNEROBATIHBICHKTEL CND, =AT—LO
I £732,000~3500kg/halZxt L, /INFEEF O &L =7 231,100kg/ha, % =7
TIE500kgHi T 5,

=7 ZUoF=TOmEE HREISES . BEORIEDT- D, HITIER1600m~
mmmut®%ﬂfﬁ%éhfwécHK@%@W%ﬁﬁﬁﬂsBECﬁb\ﬁlf

XN —E DA X — LTINS LD, R E OB BN I A D 72 A3,
Hﬂiﬁﬂ(ﬂié RO O SE D H & i L TE,

=T TTIEETTHRMICE2BETH L0, X o =7 O CIIEEE21T-> T
2

HEOIE ZDOEEBEIIKBENICRIIE THEDIF), HF - 25K - Hbi/e CIEEE R0
B/ NRRESFZCER~DOFEAEICHERE L TV D, /-7 =7 OKTDAZ: T O/ N R
BRI X ARSI BT BBENA iR S UCER L TW5D, £, KL
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HEIZK THEA~OMAITERB CITORITIER 5, T0EFHEEOERITa—E —
DFEEM 7R & L L CHBRIZE[ I TV D,

REEEATO S B A B IR L 72 AR BE D IR GRS JREE DI Ik D 72 DInter Cropping
Ve OFgE R Y INREEFICH LT b Tea Board, Association, Zk#RERE-CHIZE T
Bi72 EOEFMRBI Lo THROAWEENMTE BTV D, RENMUOEIE L OMelE
WY & ENRETHEITIAT 2 LRV ) B ERED, 2 ZTIERWEELEZ T D
LB,

HEEMAETT v Y AL PEOLZEBTH L5, 7 v ¥ LR < H7CRLAR W & O 5
Thd, IERSHEBRA~OMMEL &t B OBFRITE E OA FEHBRE 2 KRR T
THWRHAE LR ST TH TN D,

(K DR
7 =7 OTea Research Institute?MEZ 2 7 =T ORDOETH D, ZNixH =7
PEIZ @ T D,
T=TEDFEDHH

1. | ATFogadEn

2. | RYTx/—ILESHMNZL

3. | EhEiETHS (HES 1600m — 2000m)

4, | B EEOLOERGHEERN T EBEEHE

5. | @ TFHEADDICKENTIEL EME T ER

6. | BEHEDN-O. FEDEEN—TFEL. RENERTE
(FEDSE)

—RANCT 7 ) I OEMITEEROKENSTHEBENENDIBE 2, Ll
W7 7 U OREREE - WEERICRET S L&, HRAMEL LITFENLLE LTI
ThDHEASEEMFLELTHBILEZZ & ChO TR L, TOHEBIX. FOLBY T
»HD,

R77UHEOGRELEVER
1 | FBMENELO-ORELEINER - EERVThIADETHY . SEAEELTL
60
2. | NEROTEDBENBETEA VR - RYSUHRETHRLEEEATEBY HATENE
RTLREREFTI YT ATV,
3| AVEPRYSUNEYBENEL . ZONRETBORBLERNTEMEALEL D
A
4. | ROEEFBELEDBRESEN LB > THETEAB LALLM ORBEEAE < . RIS
M ERICLAERETH > CLALTENERT ZEEMN B A TS,
5. | REETOMBHEEEO-ORRERISHTTIOA TR EE, POTLEIERBESAT
WBEHIZ, ZOFRLAEFERNLE . 100FMICHENEE > THLOBEICELETE
E(IERALTLELL,
6. | AFEMNELC . ZOWERILTEENLA— S _EOFHEATHRIATEY RENSL
7. | #2BEDA LA — L TEREBECTEEIATEY . EHICLIREDEVNT ST
HE L BT B EDHL,

11




(B LWVERD F )

WEE S, AEINZCTCAEIZE CEACEHTS CHIIT TWizboo, SEFEORM
L LU CTHBMEN TR TETWDH I E L EEEOBIMCL Y FHROTEZBET
LMBENHTE 2, £0F, BRTH~DIE D AR HFEBAYIZ /2> TE TV D,

FLUOEMEAE LTI, BENSOI T X o MEER & L CorERNSETH oI
SRR EN, HERDCTCHE D FA 72 5P CTCHE R DBRIE I LB > T D, F
7o, BATBEEZE LAV AX L MEEORBBLETH L EZRT TH 5.

fEfE % BiF 2 FBEE LT, fEROCTCEYED A2 69, A —Y Ny 7 AflEO
WEBHEAL, A —Y Fv 7 RALROFER DA ZR A, F - —EBII AR | iR
THREDE L TWD,

()

a) NI T 4 —

BWEELNH L28HELE LT, ~—F v bO=—XIho o mBORNEE S, K
HIERE TS - BEAEL W OFENS LTS CIILEE LZAE L L TGEHIsh T\ 5,
BIKTEONEER - FELSHICOVTHADICEENRREN TN D,

b) FofkEL

=7, A= T7 ENENERNTS TEWEAERO/ Ny I —01E0, /DNy T —
DIEET D, BRINHD/Ny I —O BARTHICHHT 2 8FIIRE VW, EF L LT
DFTRIE, RN r—YOTFYA 2, B, T4 =y TORRAR ., K RE ORI
TR E LTELIEEATBICT BE— /L TE 505 I35 2720,

&> 35300

77U A DOFIF100% 05 CTCRYEDHKIZE TH VW . CTCHLARIZE L CIIEAM A TS S 4
TWno,

CTCHLALS D, A —Y Ry 7 ZABRUEOFIA., FkAk. U —n A7 E ORI H
LTiE, BREMICEEANC L > THRENFEINZ Lo~ —F v FBSIIEREEE O

Thol=BIl, E<HBNTWEEZ 5D,

(¥ieid@)

EEEICITr s RorDA—7 g U THREINTWER, BETIIARESHEBA
FELOEERI KT ARAYOAF—27 g 0 Z2BLTCHEBLTNWS, FUoA_FOA4—2
VarTIEERERTZIVNORBLT, vT U4, MU UHE ardp Ry 7 R
D25 DFLA HFETE S 4L Do
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(== v )

a) EWN

=T ER-AEZDOFROEEEIIEARLIZZFR CEMkgTHY . # o F=T1%
0.5kg ThH %, MEOHBIIEENTEO Ny I —ICX 0I5,

b) TS
N2 =T R, EEH, TIH=AA L A X, A=K UAE, v 77
FrFl LTttt THEEIn TV,

(NHY - FNEYZASTE)

et 0 EEOCDC (Commonwealth Development Corporation)Z T flz &4t
ZED, BAROBESHIINTN O REETHY . 77U WKRELZT THEVETHR
g - MERELED, TOLROT=T AUV =T . vT U4 BT TOMOT 7Y
T FEERNTOBRTE OBESCEOK TROMAEDREALR E. AW - HRIRZTNITH
TWAZ L TBUESRIEICEZR RS LT 7 U WFEETHREER O L~ULIIR- T
WD EHEETE D,

(FZ=ERBRY)

FERBRG =7 b2 P =7 SMATEIEMES N TV DS, BIESHEN S EERE
VD ZED b, FRERABS S RER TORMSHEIT L S, miECRE R OE
HCHMEABABBZ D,

SEROMEIHT HRE

ASEIDOIREBIZBNT, F=T OFEEEHOMESIHE, ¥ o =T OFMBORME S &
=T e AT OFER NNy —EF L=, FREBICHOWTIL, =T DOF N
YOA—rvar bEHEEODHFENRKEEETHD Z LB L,

ESHIT e =D N O3y =08 E & OBEERGIDSMNIA—7 > a3 AT CIRFE L
TW5b, HRARRKROEDOA—27 v a L ThLIE NN =THEORE LT, U
T NI HE =T BT v T U4 R EORELEMRL, A—2 v a &
SNTARIF, BRIER, AAR. AV FR, T I 7R EODEFIZL>THRVE L S,
EolicwmbEELBL TSNS,

HBADEAE NSEE S L EERG 2T 556 °— DML 7 FTRAOKED
BEIFMRETH LD, PESHMEELEANIBEITET L AV OBMEHEEICHL S 2215
TN TETORRLTT 7 U BEENLOBEMEEAND Z ERHRDE Y DS
DFFE & LRRIL 2R - T2 2 LIIEETH D,
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ZDFK, BRIFENAYOF =T va el LZFlmORAELZ BENT HKETH
éc

#®

COEOT 7 I OEERBRNCE W TLEE THILUXARAEEZ:. Tea Board,
Association, Packers, ZOfiia 3 2 /A SHEH A DI NN HFMT 5 Z &7
Hsk 7z,

A CTINEEDAT Y 2 — Va2 TE®Y ZTHR-DIE, JETROKEFH KO, FFiZT
A 0 EEBFTOFHTEOFEFIERCHTO 7 LT T NItk 50 TH VY EEHHC -
ZTRN,

COEOHEMELLTTRA L MOESET A LRI, 77UV IORERLE AAROKER
DIFBE LI L THEBRCTEX D Z L 2FEV., TOEDOBNESEHLIEIT DI & &2 T
HIRETH D,

B, REZOREZORM R SITRHN 00 TERBME BT LIz Z L2 BT
5 LI, BEREOMTER O HIEHTT 5,
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(2) ERIFTR

= 4

=T OFEFEF100F1Z CRNCEESEIC L > ThHE b NN BEFDEEREIX
305 FAZEL, AV R E - AU T DI SHERENUN., A T DDOEERE
IZEEICAE L, MHEL XY T L HIcHRE I TH D,

=7 TIH1964FE DML FE TILB N L 2 WFZEITEIE STV ey, MSLRICESR
BN =T NI L2505 s, RELS7ZKTDA (Kenya Tea Development
Agency)#2 F D53 THC L HAEFERIT T =7 2IED60%I2#E Lt R R OKESL L
o TWND,

5% Y ®40%!3Unilever, Eastern Produce, James Finlay, George Williamson7 £
DEEFEOREEICL > TEEIL TN,

5 L7 2 CoRZE TIHIT AR WA EA S L, LIHIC A BETO FHEODRITe
T a— L ilE, TR —ADEFERRY, BRE L TOREERIIA V ROR YT 0h
WZEBED L B0,

TFmTRIINXFAZ L, 2T N, EEH, TIH=ZAL 7 ETHE SILTEED,
CTCALZE DM IMEEK L CWARHE. FERBIIEAFE T TR, Fr=7TOFRERL LT
t HAROREZR T LWBREE O BRTRICHEBAIIC /2> TE TV D,

L =ty 4
oW =T ORIKEET, TV IEETIII =T, v 7 U IR EMNMLTH LN
=T L HEET A L1000 D1D3F F L Th b,

Z® 5 HD40% % Unilever Tanzania 3 AEFET 5,

FoT ERET D E, BESCA T THERTIEN RV END DN, BIREEICET LR
OISR, AR =7 L U TRE R,

FEME LTIX, 7 7 4 \iZiry " Mufindi, Njomobe/&iZ 23 EFEEH TFh & DA [E T
MziT->T\D, ZTOMFY v Py nilEWs =7 LOERRVO Y Y 37 [LRE
WTET =7 ARERIC L DB 21T > T\ D,

RS X ARERIEICE LTl =7 OKTDAIZH S 3 AN L | AAEZRD
BIERSHENFIDERNSAEAELEAL T 5,

TEPC K OFIFI TS REEFE AN LTI LR, NEEEZ 2 hr—LTED
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EWVORERD D,

MO TIIEMMNSEHBEO X LAY T — AF TOERERIILETHY ., @H~D
RERBEEL o> TN, ZIHERELKESN, BRIy =7 0EKERFLY
BWEHEZ 5,

4 A =7 BTEER O UK T4k 2 R L 7228, MERERR G 4 B P L CV 5 2 &8 =7
L DT B, BT & b b AL O B DHI ORI 2 LT

S oY =T ORI TIHOBRME, Bl SI33Er =7 I12I8#T 2 £ W2 2,
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(3) A=

F-7HRER—K

KTDA (Kangaita)

KTDARTDS3TBOATHEDREILI Yy THS R, HfiR2 v IR ELEF
BAMZERBELTEY. 2004FICFA—Y Fy I REGEDBEFHBEEAL
TA—=Y Py I REEOHAROBREFLEEL. BRIEKEICHE LTS,
BEFRENELGY ., FLEFRMARRLO, BAOKRELILETER
Lo LAL., BRERFRO LT IEREBODPERELEET I LERTUOOYIL
F+a2IcBH5N 5,

FZ7EDOAMEEEZSH DI HFEND—DELTEHYDTEVAML—Y 3
U ROFHFBN T EFE STV N—TF 4 v TRERELFECA. KE
B #5548 R ICKTDAO A # AR L =IRICZ10BBIEEDY V TILED
SHEET BT EAHE,

Tea Board of
Kenya

SRESMTE LS ZFHEICTOVWTORKEE % Tea BoardNDRMF TH
5= TMarketing & Promotion Manager®Mr. GachokilZizzZ. LT DEIZE
/TS,

*EEBEYEICOVNT, K4V - EE - BAOHERE CHEAICT-ERER
ERBHEILCEECHREEZTTH Y., TeaBoard: L TStatementE H 3 =
EIFARETH D,

*30A FUDMEETHE—ITHZTHELELTRTEIATEY., 412 FHR
S UhDBRICESEDBETHEEMTOATVWAIELEEHELT, ¥=7F
ZDTE—IILDBESIZELTIETeaBoard: BB L TH Y., FEBEELELTHIAE
[CERY 4T,

FOODEX2005TI, EEEHEOCFHALET 7 EDHHRERREIZL=Tea
Board® StatementZ AF T 5 ENEELEEZ B,

Tea Research
Institute

HERIZRDODr. Wachiral2 &k b5 &, 77 XZDOEMIEEICUTENZ ETH S,
*ATFXUBSAEL.

* Ry T/ —IHBL,

* SthEETHS (HES 1600m - 2000m)

* BHhEHEOOERTRETARLNG  EBEEHRLE

* ETFRHADE=HICHEENTIEL EMETER

* BEREOED. BREOEEHIF—FEL. RENLE

Dr. Wachiral&20045 118 ICEE CRESI Lz THABEFEFOY ] THLHEES
7ot

ZOE., RAEBETEATEFY - RYIz/—ILEHEOREELEHT A VLR
DRBERAFELE-CLEHKRL, FOODEX2005I1cH Y TILHRE2T L5
®EL., TRINIT=,

BATXURBEAETHD, 512, AT A VITOVTIEREITEERH
£2<. BRTHEICIHRLRENHEL TS, BERAEELG SITE UREMIC
Hh 7 T4 U #E Li-Decaffeinatedt £5Z LY, BIEEICK>THI o4 UAEL
EHBEREShNEEHNTHD.

James Finlay

ATL—KSAI2&BA4VRE Y MIZEDOMara MaraTB#EAR L 1=,
BHIERUS VA 52T FUTAVRE Y T4 —%28E LAXETRKRE
fiELTULV%, 2004FEBERD A TF UigbERBHORERF &L T200 - VLU EE
@l

R1#t1£200546 A I T DF E TKericholZ KA VX2 Y MERTIBZE
BRhTHY. BHROEERATEN=HIZ3IEDFOODEX~DY > FILH G
[CI3IEBTH S,

Mara MaraTi5ld. HITHBIEEEA VR4 MIZOERIBICHSFET
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Hb. RTL—FS4 (SD) DOHIDBMBERZRLEERFICHHEHLTEY.
Freeze DryZ &2 TlVd, SDDA VRA Y b T 4 —OEEEEERIISEE
ARFICHLHELEBDNI S,

FE#IFEREYVA—Y Py I REEORAFREZHELTEY . TO—EHARRIMNE
HTHRICHRASATAREMEFTRESATLS,

Ff-. Kenya TH—EHRERZEELTE Y., Mimimad 5> FELTEHARA
DFRFHLFLELTL S,

Eastern Produce

Bttl&Cameria Group& LT, 1 Y K- NUFSTFLa - FRDIEN, =7
Y5V -FATTERETIOSI Y LEHELTEY . YT TIXTREEE
18,000 k DI FEEEL TS,

HEEMN o BRAERADKERORTICHEBHICERYBATEY . RDSiret&
ChemomiDFRE £ L=, AREOHERELR—TH LM, LEITEWNIC
L YRBHAETULS,

Unilever Kenya

BREEAFETE L TN B UnileverDshfF LB IZEMN o= LA LERRIZEARIL
THDE.TZTOEEEEDNDI0%LL EIZHT-536,000 > DEEEDA. 70
LN TIL—TREICHRZELTE LT . BRARITEPLELDZ LTH- 1z, &
EE L L TOUnilever Kenyald30%% 7 )L— THCERFEERIELSHE NI &,
FEETETIL—TREICRFTT D L TOEEEMEDETADEELE
UTIL—TNEE~ORFEICIEBHTHD Z EHHIBAL Tz,

CTCOBEDHEIZLEFLTHEY 2005 IZ(FAXN SBEDIMIERHFENE
ALFESINTILND, Ff=. BEORED M0t Bo#HELBEDI-LED
ZETHD.

FHOERXTIEOFLEERE, BEMEALSICHTIREEEELI—BSL &
L1,
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AU T7HRHLE K

Mufindi Tea
Company

Rt 2 o 7HRRRKHO D TIHEFIT/MIBERREDDEAY NFEWNEREL
T=o

1990F (TR FE > Z/MEERRMN S DFRICKPEEZEIFI25 > TH A, B
ETIHE00 hoIc&Y, BHEBEOFREFRND IS Y FEDIFTRFTL TL
60

Ff. K4 YDFLO (Fair-trade Labeling International) MFEEICEDIC 77 k
L—FZ2EEL. BEREO—DZFDERO-OHDMREEE. Fik. BrREKELT
HEFPLFRLAROTORMBELTETL TS,

< ITONABIE TS >
Rt DMOEZTIHIY I FILIRAYS—LADQEBERIZEN (DO ITIHED
HWRZzRIIBZBICT—B3LHEEAATHLHEBTL TS,

< Luponde®EIiH >

RIIFE, 27 bL—FDIEMN. FIUILKETIHFLVGERTBE LA —Y

Fo o REGEDFRLEEL TS,

AHEEL. FAYOEREEREHARDECOCERTL YA, &K, hEZI—
L, RIS—2 U FEBEEHEZ (T, KEDONOP (National Organic Programme) 3 B
BLTWLWS,

A=Y Ry RABERICE BB RLBMBE LA —RA S YT AT FLREICEMELT
L\éo

Unilever Tanzania

9,000HaDFMBZEH L. HKXE6,0008. F o —TFTLLIOREEEDSH. 40
EEELTLND,
URTHOBEEE LB LBLI

Kibena Tea HEEDOCDCH1948EM BT o> TUWV=T v FILEBEZ1989F h 5 B ICEH L.
IH7ETIX690HaT2,600 o DEEEEL TS, OFEEELET 5 & FilHh
TEELTWA-ORBEAOMBILT HIHFLELTILNS,

Ny h— Mufindi® Tanzania Tea Packers & &' )L T X4 5 — LM Tanzania Tea Blenders%

HELTze Xy h—IEETIHIZEH DN, MHTE O =7OEAHISEDIE
1£100%5E<K 2Hh/NA—L T3, LALEAL, BRIBE L TOEEDLRH.
ZLTERZDOLANLIF BARBICZTAN OGN DZEENSINGYENER
iz,
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=7 iR RME

TERABBE
%0 —F KE-01 E5 =7
T%4 Eastern Produce Kenya Ltd.
£/ [Nandi Office]P.0.Box 22, Nandi Hills, 30301, Kenya
[Nandi OfficeJMr. S.D.A. Hutchinson (Operations Director)
ICEEA [Chemomi]Mr. Edward K. Kosgei (Assistant General Manager, Nandi West Operations)
[SiretIMr. Simon Divies (General Manager)
[Nandi Office]+254-53-643620 : : _EQ_
ﬂg;ﬁ%% [Chemomi]+254-53-643223 FAX%% [Nal”ldl Offlce]+254 53
(Siret}+254-53-643172 643350
[Nandi Office]
// s.hutchinson@nandi.easternproduce.co.ke
http://www.lintonpark.pl N [Chemomi]
WEB c.uk A—=ILTELR chemomi@nandi.easternproduce.co.ke
T [Siret]
s.davies@nandi.easternproduce.co.ke
EAE FRFzELES
SR F EXEH
E 312 RIS -BEE
FE4ERE CTCHIZL. CTCH#Z
FEMHE NXREY  IOTh, RE, XKE
TEREEODHE L (REER)
3 >, ! ~ »
HRHEOT DHE mL 727D | L r—psa riEE)
TERBE TZF7. X774, A7DEMN. BRTELEETODIIMERLTWAEE

(e MER. HERN
=)

#BHALLT-Linton ParkZ JL—7 T&HB M., 7 =7 TlL1ZET18,000,> D
ZEELEL TS,
CTCO#HALEGEL., BARLNEIZVEHEEREFFD

BWADFTELEIR

(ZHEH. =Lt —
T—%)

Mombasa®DA—4 3> Xt FttEDEHRIZELS

MR

(TIEOEERR RESE
NERBEEDEBER
&)

BAANDEHERIIKRESS, RHOFRE L ERERBL-EFFEICD
FRICHIELESEL TV,

18BIZIXF/OEHQZEEA S LRegional Marketing Manager@®Mr. Danton .
Vorster &R LT,

20




ERFMBE

TEI—F KE-03 = =7
James Finlay (Kenya) Ltd.
AN
EX%E Mara Mara Factory
1XFr P. O. Box 282, Kericho, 20200 Kenya
A I. K. Cheruiyot (General Manager)
R Mr. John K. Cheruiyot (Sales & Marketing Manager)
P +254-52-20155~9, = e
BRES 31188.98 FAXES +244-52-32054
http://www finlayusa.co | , s
WEB m/ A—ILTELA instantteasales@finlays.co.ke
EXE FREFELS
SHRIF 1927 EI=E
E 3712 RS- RHE, (VR NT—EEE
I, CTC & & A —Vk FIE. —Yks . DEENE
TEAEDE CTCH#I%. CTC &% #—VYK J7Z§¢ F—YRYO RS, ARRNE
FEHHE XKE.EU., BREHI2HRA
HEAREEOHE =L (REEJE4)
» > ! ~
BEHEOT OHE mL 7279200 | L r—psav i)
Swire GroupéL T, RUSVH, IHUE  INUT ST ETHERDHK
BELTEY., 7=7 TIE5500N7 32— )LD F MM 5 £ 22,0000> DFLH
pemE ZEELTHS, HEMORKXIENAHLN., 2 THELE-—EFRO LM

(FeE . HER. EERA
=)

DHRZHD, TDE. BIENDER. KEEFES. RELLTOI—H)D
HERGEREEFEIN TS, HRBIZBHDEVWRTL—LS/DIUX
AUMNIZER)SUARSZ7THEELTEY., BARDOHDTFURIbEE D
[R# &L T20044E 2200k LI EFEME LT, EERLIRRADIRMESERD
BHEToTULVS, 200586 AICIBETFTENDATL—KSL DAV R M
RIGERERPTHD,

LUNOLEGE 3L

(ZIEH =LA —
%)

it EDBERITKD

BRI

(THOEERR EEH
DERIEEOEBER
&)

SEBDAVAIINEDFEEIENEERS, BEIIEROATEFUT—L4
TOEEOXETOBERDBRGELEICKYEE(IBLVOMNT ., BRFE(&iER
TWAH ., FIIBRBRIEIROAAILEYHEEZ-HBET—rIEADED

=LY
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R E

tTtFEI—K KE-04 Es| Yy iy 4

%4 Kenya Nut Co. Ltd

e P. O. Box 52727, Nairobi, Kenya

L HEE A Ms. Esther Waruhiu (Sales Manager)

R +254-20- = Y

ESERT IR 448365/448123/44836 FAXEE +254-20-449613

WEB http://www.mmjp.oer/k A—J)LFRL R  |kenyanut@africaonline.coke
nc—-macadamia/

BXE FREELS

R F REEH

XRE Fuy, a—e—HiE. EEREEMIRTE

FEAESE FuVEE, O—b— &K, Ta—/\vT

FEHHE AA. EU, KEIZH,

EEREEOFE mL (REJER) (BR)=HFTDw N

. = i

mRNS0YT DA AY JI7IAD L
IAFAIT7FUVEE-MIT. 2——HE-MIT. 20ty VEERRD

S EGE ATk,

(e .MER. HER
=)

RHDEED—ELTHHTSIVRDI R ET— 1\ ZEERFELT
WA, TA— /YT ESZR—FIAIILLDIOROY T THEHAENALTH
Y. mEIEELY,

BWADFTELEIR

(ZHEH. = Lt —
T—%)

REERZHR

MR

(TIEOEERR RESE
NERBEEDEBER
&)

HERDINV =R E, BARMN S HaDOEREFEVEEDN S,

HBEDILUR, N r—DDRABE, THAVEEIT DOV TIEEARD TS
DIEIREZHMRTERMLHEHEE LIS,
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pEg Kenya Tea Development Agency Ltd. (KTDA)

1 Kangaita Tea Factory

EFRr P. O. Box 88, Kerugoya, Kenya

A Mr. F. M. Muthamia, Production Manager

R Ms. Grace Kimura, Production Assistant Manager

BaEs +254-60-21247  |FAXES +254-60-21662
http.//www.ktdateas.co| , s m

WEB m A—ILTELA gnduta@kangaita. ktdateas.com

BEX® FREELS

SHERIF 19654 EI=E-

R FIHRHIE-WEXE

FEAEMB CTCHIZE. A—VFRYIRKE. —VYRVIREHR

FEHHE INFRAY DT BE, XKE

HEEREEOHE B (REE4)

BEHEOT D mL 7279200 | L r—psay riEA)
ELIZIEKTDALE-EBERL TS TIBETHY . 7IUATIEFDIE L
F—YR YO RBEDHFHWEHRBEAL. REEZKEICHELTLS,

pumE 4500 K ¥ 05T —h— DREOEENERMTHS, A5t 2,200T

E —Hh— SEEIL $93,000h I EEBZD,

(B pREE s . demp|FERRY—R 0 88% RERAG., 10% KTDA Bt &35 450 acre, 2% K

%) - FfF Nyayo Teazoon (Kenya Tea and convervation & Corporation)
19584F 1st Bush (46years) ZfE#t. TIHOEEILEIR 2,200m TTF=7
T—HOEMOHETLISETHS.

BADMEEIA
Mombasa®#A—9>arEt=d. KTDAEDHELMEDRTIZKYEAN

(ZEH. 2= LA —|aTgE,

H—%)

o P R RETZEHEE . KTDA =i =R ARY

AP IO THEL TV, fIRORE DR O EORH MR TIE

(THEOEEKR, BEE
DEREEOEREL
&)

AREHEKRZRL, EMITHo . 1972F(ITHRLI-B RO HFE L DK
FIHEIETCELSIZHAH D, 1980F(CCTCHIADITIH D HE TI5(TERifE
NTWS, CTC, A—VYFYIRADIHEDEH ., HERLRKREXRDHFREEE
[CH KT E? L ETY
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¥4 Kenya Tea Packers Ltd. (KETEPA)

e P. O. Box 413, 20200, Kericho, Kenya

RS D Kosch (Export Coordinator)

BHEES +254-52-30298 FAX#ES +24-52-20536
WEB http://www.ketepa.com | *—JL 7KL X |ikoech@ketepa.com
EXE FHkLS

SR F September, 1977 |{#EEH 600

E 371 HFERAEE, T—/\VJ8E

ITEAERB FAY. RAVRE, T4—/1\wT | IL—I\—F1—
FEHHE 'L

HEAKEEDOFHE =L (REER)

mAHEOY DHEE &Y L5 AIANO L L r—psa R
S TP ERAOAFZHSOEE. RFTER1. KTDAOET, 7=7DIXEE

(e .MER. HER
=)

TOFEEBRRAK, EENIKRETHS.
EHERET =7 OHRAFETIZDB0%EZELEH TS, BEEKD
F—Ay/\DOoFHRICEALTHRETISORHBZEREL TS,

BWADFTELEIR

(RILEH 22T Lt —
5—%)

EttEDBEERICKLD

HFRATRE

(THOEERR BEE
DEREEOEMBER
&)

HEDTiampatiK (., SFRAD B ZICKTDAOH RIZIRIESKT-. ¥ =7
DIF ORI, 7)FIITFREL. BT ITVAD /A H—DHPTIE—FH
Eb&<. BELITERITLS,

24




ERFAMBE

tFEI—F KE-11 = =7

1T %4 Tea Research Foundation of Kenya

1Erh P. O. Box 820, Kericho, 20200 Kenya

EREEL Dr. Francis N. Wacg:éj(f;;nz?s&aisflgciEs(t),hHe;aitsit)Botanist, Gneticist)

BRES +254-361-20598/9 |FAXES +254-361-20575

WEB A—ILTRLR fwachira@yahoo.com

EXE FRFELS

SHERILEF 1980 HREH

E S MIITBUEA

FELEMB HER. BAZT. BHSE

FTEHHE

HEEREFEORE HL (REES)

BRASOT DER mL ket
1980F [CRT7 IUMRFHBREDOHITBUEANE G STz, FEDT0%
[X. Tea Board of KenyaZ@L TDLavy TEHIL . 55Y30% I E~DTO
21933 L —EXP200Ha[ZE DR AREDRERFTIH_ETEE

TEGE LTL%,

(FE . HER. EERA
=)

REE. FRERICRAVGEOREDE N, B8HTFUEFEOBIKITH
A DEVREGELRERLIZENS,

BB ZT 54, IAVE EATRE, BREMA -7 7O KERET
DAY T—I THRZTOTLNS,

BADFELEER

(X EH 2= LA —
5 —%)

MR

(THEOEEKR, BEE
DEREEOEREL
&)

HEIBDRAM YD, BHTFUEADGIEE. W7/ L AN RFEITHR
MIZEERESNDEDTHY ., KEFELTHSD, FOODEXTALEDHUTIL
#S5EHRTHESICEHREL, TRIN TS,
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x4 Unilever Tea Kenya Ltd.

X7k P. O. Box 20, Kericho 20200, Kenya

IR (OperationDsr;&NI;erzr\?;gpﬁgﬁt Director)

BERES +254-52-32173  [FAXES +254-52-30347

WEB frlsp://www.unilever.co A—J)LF7RFLAX  |Norman.Kelly@unilever.com

EXxe FHkLS

RHRIF 19654 HEREH 6000

E 31 R HE-BEE

TELEMB CTCHI%. CTCH#HZ

TEHHE XKE.EU, BREMIEHRA

HERHREEDH HL (RE[EH)

BRANSOT OHE L 72720 | L r—psa riEE)
1926 F IR A DB AEIH . 19844 [ZUnileverh’Brook BondZ#E XL
THREICES TZT7DEEEEDI0%LL ETHS, 36,000h DILHFE

TEHE HELTLVS, £ETLLIREEHY. KerichoFiBE., F4BOERRSDLimuru

(e .MER. HER
=)

i Z R EIL TS, EEEEDHT0%IE) TR E DUnilevery JL—
FIZERFEL TV A, 30% (35 IL—T4MZBRFELTH Y. MIEA £ EE MG
HHERTDHICBDTIL—THELUNANDRFEICEAFL TS, BFEEDE
EL90. BANSDHAZEBEEANRELTHEY., ZEDORIBEOMOA
EIFEOFHIELIROHT-ZF5THD,

BWADFTELEIR

(ZHEH. = Lt —
T—%)

Mombasa®dDA—4 3> Xt FttEDEHRIZELSD

MR

(TIEOEERR RESE
NERBEEDEBER
&)

MELERZTEOPRTE—BHETEOCEMEALEDMEETEL K
L AMERRARIE A TIRICA S EETIE EERAVIIZESHEIEDLY
Fr—X0, BIBFET. RUGEDET ORREEMEAHHEL DL TARKRDAR
TYMIAND KSR ER T,
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EEEARBIE
tE¥I1—F TZ-01 3| BRY=F
T 2 Kibena Tea Limited
R P.O. Box 1344, Dar-es-Salaam, Tanzania
P.O. Box 19 Njombe, Tanzania
A Mr. G.C. Theobald (Managing Director)
EE % Mr. Miraj Gembe (Operations Manager)
EEES +255-26-2782201/2 |FAXES +255-26-2782461
_ s mgembe@iwayafrica.com
WEB F=INTELA bimb@intafrica.com
BEXE FHFELS US$ 1,650,000
SHRIF 1990's I J=F
E 34 RIS -WEX
FEEERB CTCHI %
FEHHE 2
TAERKEEORRE ®mL (REEA)
. = |
BEHSOT OHE L raleran L
TEME

(. EEA. EER
&)

HECDC(HEEFRAR L) DR = FIETOC T IO Wattle FRIE M S
FHIEIZ1989FE s Enifichf-, IR TIL690Ha, 2600k DZEFHIE,

BMADEEE

(ZIEH =LA —
%)

Rt EDEHEBHRICKD

BRI

(THOEERR EEH
DERIEEOEBER
&)

TREMMOOHIENBEEFHLVRELERTIHETHS, TIELETHT
HIEEL TLD DR
FEMIEBRTORRBERLEL TS,
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1T %4 Mufindi Tea Company Ltd.

- P.O. Box 70192 Dar-es-Salaam, Tanzania

AT (ltonalP.O. Box 1, Mufindi, Tanzania [LupondelP. O. Box 4, Njombe, Tanzania

rlEEL (ltona Tea EstateJMr. Chris Flowers (Operations Manager)

' [Luponde Tea Estate]Mr. Athanas K. Mwasamwene (Operations

+255-22-213550/2123576 +255-22-2123596

EIIBE (Itonal+255-26-2772233 |FAXE S [ltonal+255-26-277-2279
(Luponde)+255-26-2782855 (Luponde]+255-26-2782840

WEB A—IJLT7RL R muftea@intafrica.com

EXxE FRETELS

SHEIF nEJ=F: 3500

E 37 FRE-HEEX

FE4XERB CTCHLZE. A—V R YO RFIE. & . ARRIER . AEI—IL. RNN—3Vb

FEHHE UK, 7Z—ZXFS) 7. AF4F . KE., 3—Ov/N

TAERKEEORRE L (REEHA)

S = |

BEHEOYT OHE L ket =L
Itona (Mufindi)&., Luponde(Njombe) D& &t T1530HaDFFFHIEL . 47002
DFEREEBEL TS, KEEB(L3500A,

P Bt EEOIEH. Out GrowersDFIFIZHLTEBRIIZHH AL . 900k (X fF:B

1= ERONLDREDVIETHD.
717 RL—F (FLO)IZHEERL . UXA (L {F RD - DFERE. 24k, &k

3E =r =BT=] _ .

'E.j?@ls FqLEII\\\ *EEF.FW 7}(5&1%7:;&1%1’)%—([,\60

= Luponde TIL600Had) A 4§ 1 % (SRSEH{K :ECOCERT, NOP), HEI—
L RIS—ZUREEELTVSIEN A=Y RV REED AR ORR LR
h- -
b=

BMADMTEEEIE

(ZIEH =LA —
F—%)

Rt EDEEBHRIZED

BPIRATS
(TIBOBEKR, B2 E

DER EEDERER
&)

El#t Dltonak TiF&Luponde TIHH1RES,

Luponde TIE 7 IUAIEH/VLEERBIER . A -V IRBEDZEEEE
LTL\5,

SHEOBATISTOEMNEELRELNS,
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TEHL Tanzania Tea Blenders (2002) Ltd.

1£Fr P.O. Box 747 Dar es Salaam, Tanzania

ISEE A Mr. Bhaudin Jainuddin (Sales & Marketing Manager)

o +255-22- _ o

B 2112430/2131145 FAXES +255-22-2115437

WEB wwwtanzaniateablend A—JLFRFL R  |teablend@intafrica.com
ers2002.com

BEARE Tshs 499,000,000 |E[RfEES Tshs 2,557,438,970

SR 20024 EXEEH 123

E 12 X, O—E—D/\yh—

TEEEMB FAY. BRAVOHIERUVTA—/\YY  a—E— ARV ba—E—

FEMHE EA. Ky, FUET7, OEORE

TFEREEODHE L (REBIER)

BEHEOYT OHE L ket =L

SEmE 2002 ICIBAHEFASURIVY T ANEBIRL., REITELLTHREICE

(FE . HER. EERA
=)

B
TAPETAIZRE . BN TIX18% 0 520% DHIEEH/A\—LTLV3,
FIIRAYF—LENSBEENSCEEH DN, BRIIBELTHE. [f
HORMENSNTEST | EF-FHEODBEEDOUREMELEE TS,

BADFEREE
(Zih G, 3= LA —|FHEOEREBERICES
5 —%)
=PRI
F—F—DRECHTEEMAHEY RSN T EF-BEHA L TR Y S5—

(THEOEEKR, BEE
DEREEOEREL
&)

LOSBEOEELHY. TBOREEERL Fr = FELBT HENEUR
$UF3
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TX4 Tanzania Tea Packers Limited (TATEPA)

£/ P.O. Box 1344 Dar es Salaam, Tanzania

IiEE A Mr. Gerald Magashi (Finance & Operation Manager)

BREES +255-26-277-2233 |FAXE S +255-26-277-2279

WEB A—JLFRL AR  [chaiboramafingal@iwayafrica.com

= Tshs 340,650,000 FRTLS

SHBRIF 19944 HEEH

E 312 ‘. O—E—D/vh—

ITEAERB FAY. BAYDIERUVTA—/\vY

FEHHE Edly

HERREEDH L (RE[EH)

BRASOT DER mL 17 7IAD mL
AT ORFED/INVH—ELTEISh, 3o F=T7ORAD LGt

TEGE D—D2THD, FVYPZTFITTHE D/ \yA—D G511 HHH. RttE

(e .MER. HER
=)

10%DTHIELHEERTHD,

T 15 1EDar-es-Salaam&Mafingal Z#HY . Z D ElEMafinga TIHZEEFREIL 1=,
ERENLERITSVRETAISAOEGEEELTLVS,

BWADFTELEIR

(ZHEH. =Lt —
T—%)

EftEDEEBHKICED

MR

(TIEOEERR RESE
NERBEDEBER
&)

B FOERNTSURELT MFRANTRTHD, TD=HTIHENA
RO FHARATEY, EBFIIRIFEA, HATDOLUXITEZ X
AEVTEBALIREEZ A REN (bW THS, BARTZEADIRTEIC
(FALFEDTL—FDER, THEDHE. B DBELGEREN S,
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¥4 Unilever Tea Tanzania Limited
R P.O. Box 4955, Dar-eg-SgIaam, Tanzapia

P. O. Box 40, Mufindi, Iringa, Tanzania
IiEE A Mr. Eric de Foresta (Managing Director)
BREES +255-26-2765008 [FAXES +255-26-2765006
WEB mp:ﬂw""w'”””ever'co A—JLFELR  |De-foresta@unilever.com
EXE US$ 6,000,000 [|FMFELS US$ 1,650,000
R F MEEH 6000
E 312 RIS -WEXE
IELESE CTCHL %
FEHHE EHA
HERHREEDH L (RE[EH)
BRNSOT DER mL 17 7IAD mL
TERBE

(e .MER. HER
=)

B ZFTDEEEEDIOWIZHT-511000b> DCTCH FEHIE,
GIW—TEUNADRFTERE

BWADFTELEIR

(ZHEH. = Lt —
T—%)

FftEDEEBHKICED

MR

(TIEOEERR RESE
NERBEEDEBER
&)

Bttt RIE7 =7 DUnileverM o #ELTLND, =7 DHEE. THICILE
THOEEEE, REEEETOTLD,
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HUJILEGRE (5=7)

James Finlay (K) Ltd.

Tanjal Investment Ltd.
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Kenya Nut Co. Ltd.

Kenya Tea Packers Ltd.

33




Y TNERE (5LF=7)

e AR -

-

Mufindi Tea Company Luponde Factory

Tanzania Tea Packers Ltd. anania ea Blenders Ltd.
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4. BHFFIRIEICHE D Bt I —

(1) ERICL 2B I —FfE

1.

HARDALZETHEHIZ OV T

OiE itk

Market capacity & L Cld, ER— AYE 720 OEEEITFEM1kg, ENGRLEEERE 9
T bhul AIEREA 1.6 b RAEV—a UEA3-4T Fol A 14157 R,
AR BREITPER., ALK ITHBAEFRE. B3k ELRITERS b TV 22,
IHFIL LU LR LWVIKPEEID I FiL, IRT VT 4 —F—H — i LR Ry
R S AEREE AR D D IR E N TV B,

EOEBATIIAY Zo 0, AV R, =T, A2 REXUTTHLHHM, AR HE
e S TR DOIAEEE THLHEE, 77 A, R4V, kELBHEETH D,
FEAEENSIX, T R L=~ LEN=T 7 RN AIN TS,
BAS. BRERITFE, 68, 77V, X F A AVT U AR, AU KX
T DLBEAL TSN, 77U DEENHIER,

A ARORE®R AT I9T0FRITE AL B Bk S, ZRLIANT LRk O &
LTHbITW e, 20%, BARANDRIEMFIIME, <N EREKEE ST
WRWARRINZ W, FE7o, R F O S Poor TH 5.

BARNDRLE DA TFIE, V7 &2 AN D DIEI40%. WL A5 Dix10% L
T, HEHIIFEOFEL, A X—2IrOEHPLENDS, 44Ty b
RE4f L B b,

T L—R—F  — DEEIF N EZ N

A AL MIROEAR BB L TRB Y B =7 b OmARICER T
NETHD, A AZY MIRTESBROEINT L LB D,

Q7 7V WHLEE DRI

77 UATIEEROEDIZ% HLAEL TWTC, F=TFA v N, FE ., AU T
1 L IRIZAEER TIEBigd, MIHETIENo. 1 ThY, ¥ VP=Tb~T7 7 1K
TT 7 VHEZNMOEERETHLIN, r =T CTEBREZAEL TVWDL I ETHHL
WHARAIRZ N,

= THRIRIFBRIC R PRI A — D —DFEBIZIEFINT T L RERTEY | JRERD
KRHINTVDEN, KB ODRVTHEENRZ,

OEEE DN KD L BamDLENE

LR OBSE, RAGRE LTINS, BROERREER, ERNEGEDT 7 IVORMECIEE

FIVIIEF BRI > TE THEY A b Tracability Z BEMHR L TV 5, BEIZLTH,
HEZ 7 — A T20014:2134.26 5 b ZEA SN0, BREEBEOMER oA L H
0. 2003F2iI3H F U EHl->TWD, EEFEIZFEEOEMIIN L TOEBRLER-
—(b\éc
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D OFEEL & OFEA

AR EHET 28N E LT a—— fE, FEK. @BEARETH D,
OA T XV FEEO TS

KD T X% 0%, bilE{banti-oxidant activity 72 E THILILTWAN, HDHA—T—
DERE D 7 % B2 Diet supplement & L CHBE L THD, FEEA — I —I13H7E
LTRY, SERFITIFUERELELEDN TN,

© HARDFAT

BEOZEERHEITITEFICBELTHY , A—T=y 7R L TCOFHEbEE > T
WHD, EUZRE LA A—T = 712k D it COFEMEITD N Wz 508, &
BIFEDS> TNV THAI, 77U MARITERIERIE L VD Z L 2RBII~—FT T+
VI ELTNSRELEZ D,

DJASTED AL

Ministory of Health and Labour <°AuthoritylZ L 2 JFEMCHEME, NERE, B
HIR CPORTHEBEIFMEL TBY . HEFAFLELIERL TV,
®@BAREND/FH Ny r—y (7N, B ER)

2. BARICHAZEHT 2 HIE
Or=7, 2r¥=T70 v r—yothEHE
BAKBEL DRy lr — DT WA v SEHICKREEETH 5,
AAE, WERHY . FENSEICHT CIEEFICHUmid CHREO KRS (LT 5

EEBEZDHRETHD,

N =V DOSENRENH D & HELU T OFEMME S 2> TLE O OTEEN
W

B EINEREND &, HEEIIRICZIIEDRWL, K&E~—F v b7 L—A
(272D D TCHEEE,

MOME, 2 BbROE, V—NVEERICITRE, RENRFIL LD &R ihifEx
\IR D,

T4 =y TN =5V T A THIUERIE RO DY NTERE LI OV TR ZE A
kb E &5, EEEIITWRWESII A= E LTRbiLs,
QI FER O - DFRE

HARTIET 7 U DRI —FB LN E L THONTETCWAIN. T 7Y WK%
HEE ICEducated 2 12IE— HIZ L CIEHRR2VWEB X TW5,  LavL, FEE
DFE R BRI R BEZBED R, 77 U I OBRILAVR LT A~ —7
MIEZET D, TOBICLEEOREEEDLD T LICTEVIALEMEGET 5 2 LM
VETHDH,

HMEOEAR LR BEXOBMAERZLHELTL, 77 U I OREEAE BARIZHED
AFERWFEITEY,  ZORICOWVWTIERIFRFTTRETH D, BHRITERT U7
DORFREBMAL CWENR, 77 U hNLITEETHSL, A K, AU 70 hIidkk
KEEZRIEL TV D, BARREA~IE AR A, B, BEREZTEV AT X,
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T 7RO, BEELEFHTRETH D,
ARICESDDAA =V —%RFELTCTE— LT RETHD, BREAEEZ LA F—
V=Moo, F=TELRKIIELAZHLTWHE TH 5, Fl 2L TR T (7
=77T) mbmVERTELNEBE) . w7 Y U BFREIRNCHRTDBE] 7
FETHRIE, AR, AV T, BROREICHS, BT FUDEFENRL L
gfrEanic, ZHETF=TEOREIPHFETELZLTHY ., F=7I1ZBWVTH
TR W 72 &% AT 9 R &,
@EMEZIBHANEWFTITRIIRD H Ay 7
REORE, TV T4 —OHEFII~vANV BRIV TRL, Rl £LT
TN—T 44— T L FERDD,
KED D ORI OEEIL, AR OME & IFEFEBERES TH, KEOHFRECLERA
BILENRD D ETEY LT,
@psmks, FHBE#S L L To, FOODEX
20053 H8H 2>511H £ TFOODEX (International Food and Beverage exhibition)
ﬁﬁﬁﬁ@@EmmmmT&@\4H%?wﬁkuh®ﬁ%%%%ﬁmﬂﬂ%£m¢éo
—f& W O Exhibition & &V, BMBERELTNEE D . TOFOERNMIIIFRE S,
FLWBEE RHOT 2 I3iFolasTthsd, =0T 7 U BEEEIC iHﬁﬁWﬁ
JETROZHE UL THAR— M2 HEL TWAEDOTRIFIEH L TW=7m& 720y,
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(2) Bt IS —BfEHRE

=7

FEE T=7F

FRfE B Br 118198 9FF~12RF30%

1= Nairobi Hilton Hotel, Residents Lounge
HEE 11t #9204  (BIHRIZERAT)

t =S —FEEm Ha EA

Tea Board. Producer. Packer/s E11#t M 582080 HFE L. HEHMROBEDH & .
Tea Board® Marketing & Promotion Manager®Mr.Gachoki®D Bl TH# & b 1=,

H—3 9EE204y ~
FIZCAROHETRROMBPE T 7 U DEOHMLER I OWTHRMDOE I F—FEEs b
CICEEE LT,

PREE 1005~ 1085154y
HARNGES LR, K, AT 07U A0 b, BB EORREIT- 7~

L.

BE 108E155~

fEaxE LA FOE =D ROV IV EHFEEICRET- & A, L LR
EHBIHER D T2, FLTHERAD T =T 7K OFRBHE % 20044 DFOODEX RIS A4
DIZBIML7ZKTDAO A » 7 6BEELTH B o7,

ZOLET, TZ7RODBERADO7TA—FIZEAL T, UTFOKSBEETIEA T

@ Value added products& &, $SIFKZ/NRFIZLIZY T4 —n\VJI2TBHIEEZFT
4 <. BADGE., EHEEHITraceability[TB L TREBRKICHE>TETWVSHh,
BEEEE. —SZEOFHA. atiBiE BFEE. SLVATEXFUODEFRELGLE.
TZTDEZOLODMEEL. RELGFMBEFHEIANE, TLTERLIE, Tea
BoardZ M9 574 E. BIiFELTTZE—ILTRETHD,

@ 30FFUEDEEEELTVDIN, BRZDIFIZETHCTCEEDITIE T, Kenya
TeaD TS FTLHEL, 41V FPRYS VA, BARDKRICEROIEE M
FTTWLKRENH D,

@ FOREBLLTE L EBLEFTERBET YV LEBOZEE LMK . FOETHNIL,
BE.VD—OVE BESEVI D) VHEDLSLBROHELARETHY . CTC
BN ETZTOAZ—VBREZHAFRAFE. TLTHBALTLKRETH D,

@ BARANTRBEOCINIZANTICEREZHROI LISV LZEBHL-BREEN
TRETHY ., BEEFEDIFHAEREBROVITARETEAGL, SDIEEF. ¥=7TH
HELHMEADEIFNE>TETCWSILNLLERTEDLIETTHS,
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® HFHFRICELTIE., ZOREDEMNZ, Nuyr—STHA Y, HOTAILLDE
MBEELEERIN, Ny T—URD5nTWV Y, fIZNNEMSRN TS
DREEFBEREIETHELT. RICTENI-E L THEMETEMIN S,

® EEEBEODI-TEZE. NVvH—DOIBATRBFOCEYGEETELLEVELS
[EEITAE,

ZFOHDERNETIE. EICRYH—DoDNRyr—CHEICHTIERTH .

v A =N 4

FEE BB =F

FRfE B Br 118228 1485209 ~ 1485405

BT Tea Association of Tanzania, Board room
HEE 10#t 104  (BIAKIZAAT)

t = S —3EEm Ha EA

FRIDFECTEHILA24BIZE S —FMEDOFTETH-=H. 11H22HI(ZTanzania Tea
Association|ZHR#I1Z1T< &, 24BDERESDFIELAICHH22BDFRIZCERIZHY
SikioraE#FEEMNS, LI F—dtEEFont-,

AssociationnoE 75IEZ%E &, Tea Research Institute®Dr. KigalulZE § #5%BH. 1485309
DX EXFRERTICIONEOMERT, Y U—FHITZHESETEE5 I &ITH o1,
14BF20R [CRBEICESA. HS LY VT, SFMOEEL L RERHEEICHNA
Lfz&Z A, REBEREZRENT=,

07 BETESH =02 V7 ORFREFREORERIANTERIRA ICEh 218D
nd,
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(3) BEIF—T7 7 — FEEHER

SMAE . 18N (7o r— hEIER : 17)

1. BR9ZERLE L2 ?
YES-17 NO-0

2. ERRENIEE., COBREERSNELEN?
Excellent—2 Very good—12 Good—-2 Bad-0

3. KAD KM Y 7%, HRTV-ODEBIZE >TERTLEN?
Very useful-13 Useful-1 Partly useful-2 Not useful-0

4, FEMIZER L TCWETN?
Yes—16 No-1

5. W LTV AHHE, BERMmZEL TWETH?
Excellent—8 Very good—9 Good—-2 Bad-0

6. FEANICXTT DFEMIZE 5 T e
Excellent—5 Very good—10 Good—-2 Bad-0

7. BEITEMLLT VLD TLEN?
Excellent—6 Very good—8 Good-3 Bad-0

8. MAEMNC, EIHFMULET N
Excellent—6 Very good—10 Good-1 Bad-0

9. 5% Y= bl D KR
- T =T EALE R BARTIGASBI, F=TERLRY 2 v T ORIRR
AR BLS OB, EMIMEELE OHSER, B RO
AR LA LT ORI OB
- BRSO A, ~— T T 47
- B ARDALIE A ZEE OFET
=T RELARBEDO Y a4 MRUT v —HEiEE
c N = UT A L BEEER - ORI

10. Tz A b
cVx b OFBICES, BT —2 2 g OB
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(4) BXF—Z&EY Xk

FTArETOEIFT—MEY A K

COMPANY NAME

1 Kenya Tea Packers Ltd. Mr. Philip Biegon
Accounts Manager

2 Tea Board of Kenya Mr. David Gachoki
Marketing & Promotion Manager

3 Tea Board of Kenya Mr. Peter N. Kibiku
Economist

4 | Tanjal Investment Ltd. Ms. Naru Kussim
Manager

5 Rals Foods International Ms. Clara M. Kathurima
Director

6 Kikuyu Highland Tea Mr. Kimani Mbuthia
General Manager

7 | Kikuyu Highland Tea Ms. Zippora W. Kiama
Sales Executive

8 | Kenya Nut Co., Ltd. Ms. Esther Wanhiu
Marketing Executive

9 Global Tea & Commodities Ltd. Mr. Naveed Ariff
General Manager

10 | Gold Crown Beverages (K) Ltd. Mr. Saif Ahmed
Operations Manager

11 | James Finlays (K) Ltd. Mr. John K. Cheruiyot
Sales & Marketing Manager

12 | Safari Tea & Coffee Ltd. Ms. Cecilia Ruto
Director

13 | Kenya Tea Development Agency Ltd. Ms. Jane T. Nyambura
Marketer

14 | Kenya Tea Development Agency Ltd. Mr. B. M. Kimani
Operations Manager

15 | Kenya Tea Development Agency Ltd. Mr. Ibrahim Mungara
Market Analyst

16 | Kenya Tea Development Agency Ltd. Mr. Wilson Kiprono Ngeno
Tea Product Analyst

17 | KTDA Mr. P. M. Muthamia

Kangaita Tea Factory Production Manager
18 | Melvin Marsh International Ms. Sammy Mello
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BN ENRENoTR, 2 — b —FITMEmPE BN TH ME~OFE N D720
—07 . REETIE B IS Lan & L <AREBA T 5720, BK T3 E COER
NEEfF STV D,

—J, MEOKEEOHESIT, F=TPERICL28EThHL—FH, 2r¥=7
TIHEMEIT> TN D2 &, EIERIT, AEaA MR ER LG~ WEBELED AV v
NB D,

ST ( TFIMEEME) ([CERoSX | BN eELFEM)

(7)) =7

u  KTDA
7y NI =T BB, ERVNAN—T 4 v T RERE L E A, ABKR DO
RAERIC Y o TV Y ST,
BRI, EOBENEHD OO0, BROZYMOT 4 — v JIZIRE L2 LEE
N5 EBbils, KTDAfKangaita TH ORZEIE, B HARKDIZE TV CRERIC
FENRT NI AT v b &, Zaa T g AN b, KEDERE,

u  Unilever Kenya
Unilever 7 /V—7"TCoh 5720, JNA—THN~ORTEBRT0% % D5, LiL, @
EAfitE &% 5 BRI T, 30%I1L 7 V—75~RkFEL Tk, Zo¥—4 > e LTH
KNGEND,
AR TRo540) BOFIE LIEDTEY , AP ORENPERIZHDH LU,

() Zo¥=7T

u  Mufindi Tea Company
F—H=v 7 O%kzHE (7 ECOCERTEUGHEA) , A—T=v 7 KX, 77
UBHIBN T U NT e T - 7 =7 « AP =TICHET DO LIEE LR,
727 bk L— R FENE,
F—Y Ry 7 AFERLEEL, A=A T VT « hFFX~EHLTW\5,

u  Unilever Tanzania
Ao =T 2T OREEREDI0% % 5,
BAEEHERESINE,

(2) B8LE

Ql: BT 7 UBDHEDN T X AW EmNEN D DI, BAEIIZED L S0,

Al : 7 =7 ®Tea Research InstitutelZ L 57 —# 23625 (FHAERD) . 7272, £EDL
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Uo7 L, BRTHBRT20O0/ZEELNWERS,
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1. FHEWE

(1) 77U Yo7 VErRE#Rs (FOODEX JAPAN 2005) #E%

AV TINVERERRIE, Ve haEETHLT 7 U MR O4 oD T e T A BT
TUH KB KT 7 VT - AL A T 70 - MRS, =7 b - GEES)
IZBWTIREBEMFNINE L7 7 V% . FOODEX JAPAN 200507 7 U 71 =2 —F— D
2EEHLTEBRLELOTH S,

ENRRKOELBTRES (MEEREREER 105,487 \) To HFOODEXIZ TH R & % 15
HBAML, SBIZKRE L-BREAZERICH L CIREEMEN Y T VKR REDOEFEIC
DWTEFHELSWALIE A T I ANERZEICT 4 — RNy 7§52 & & BRIIZ,
kG FEICH LCT v — NREEEM LT,

2 HEEA Yy (HRav_Ryvgrkrg—)
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=#] . 20068F3H8H (k) ~3HA11H (&) 4HFH
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(2) o7 VBHEY
47005 DHEesHN B T4 T A T L INEE

W7 UL RK) EERR T v 7 T L5 (FEEHIN - BKER)
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2. FOODEXE ~dn

(1) Hénw
FOODEXE =~ (1/2)
HUTILEE HoTIVE TER YOTNEBEE| HUTLA TER
Instant Cold
05-KE-01-01 |CTCHIZ PF1 05-KE-03-11 |Water Soluble
31 STD 597 HD
Eastern Produce Instant Cold
CTCH#ZZE Kenya Ltd. 05-KE-03-12 |Water Soluble
05-KE-01-02 A| (Withered) (Chemomi) 32 STD 603 MM
Instant Cold James Finlay (Kenya)
CTCH % 05-KE-03-13 |Water Soluble | v neny
05-KE-01-02 B| (Unwithered) 33 STD 606 HD :
. e _na_q4 |Instant Green Tea
05-KE-01-03 |CTC #IZ BPT 3a 05-KE-03-14| 20 5
o _we_na_q e |Instant Green Tea
05-KE-01-04 |CTC #IZ PF1 45| 05-KE-03-15 | 2 e o
. A Instant Green Tea
05-KE-01-05 |CTC #IZ PFD 36| 05KE-03-16 | 2 e hh
05-KE-01-06 |CTC #I% PD |Eastern Produce 37| 05-KE-04-01 |Out of Africa
05-KE-01-07 |CTC #IZ Dust |Kenva Ltd. (Siret) 38| 05-KE-04-02 |Out of Africa
05-KE-01-08 |CTC #T% F1 39| 05-KE-04-03 |Out of Africa Kenya Nut Co. Ltd
. . |cTC fE R . :
05-KE-01-09 |2 X 7 de) 4o| 05-KE-04-04 |Out of Africa
05-KE-01-10 |LTV #BZ% 41| 05-KE-04-05 |Out of Africa
05-KE-01-11 |CTC #@% 42| 05-KE-05-01 |CTCAT % PF1
05-KE-02-01 |Kericho Gold 05-KeE-05-02 | 3, 7 F VPRI
Premium Tea Bag 43 w_
Borapoas Kericho Gold e |V R R
05-KE-02-02 | = " " Bas 4a] 05KE-05-03 |5
05-KE-02-03 |Kericho Gold 05-KE-05-04 |2 LI N—TF 4
Premium Tea Bag 45
B Kericho Gold Gold Crown _KFE—(5— e =
05-KE-02-04 B Tas Beversgon (K) Ltd 45| 05KE-05-05 | ¥ REER & 1E
05-KE-02-05 |Kericho Gold 05-KE-05-06 |CTC #I% BP1
Premium Tea 47
05-KE-02-06 |Kericho Gold 05-KE-05-07 |CTC #I% PF1
Premium Tea 48
05-KE-02-07 |Baraka Chai 49| 05-KE-05-08 |CTC #IF PD
05-KE-02-08 |Baraka Chai 50| 05-KE-05-09 |CTC #IX D1
05-KE-03-01 |CTC #TZ PF1 51| 05-KE-05-10 |2, 7T 77 ™
05-KE-03-02 |Chai mara moja 05-KE-05-11 | 3. —/FY7AHL
ToREREE 52 ?FPJF‘ 5T Kenya Tea Development
KE—Qa- DRI LR KE_QF— —YRYDAFL | Agency Ltd. (KTDA)
05-KE-03-03 iﬁ%ﬁig 55| 05-KE-05-12 ;J%FB%P/] .
A —VkyOR e AR —Vky I RH
05-KE-03-04 | =0 54 05-KE-05-13 |2 0
e rane |—YEYHR o e aa | A=Y YEREL
05-KE-03-05 |2 Z 000 55| 09~KE-05-14| 2 o0
r_na_na | PERIESR CTC e ne_1e | A—YRYORET
05-KE-03-06 | ¢ James Finlay 56| 05 KE-05-15 |2 O
e e e (Kenya) Ltd. wene_qn | VYO RAT
05-KE-03-07 |CTC #@% 57| 05-KE-05-16 | % o0 r
Instant Hot Water e
05-KE-03-08 |Soluble STD 609 05-KE-05-17 |+~ Z/FY JRH
% OF
MM 58
Instant Hot Water
05-KE-03-09 |Soluble STD 609 05-KE-05-18 |CTC #}% BP1T
GD 59
Instant Hot Water
05-KE-03-10 |Soluble STD 609 05-KE-05-19 |CTC #%Z PF1
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FOODEXE R~ ih (2/2)
JUIINES HoTINE TEE YOINES| Y TILE L
05-KE-05-20 i_Pj FOR & oo| 05-KE-10-01 | Tanjal Loose Tea
05-KE-05-21 g—()};“/?x & Kenya Tea o1 05-KE-10-02 | Tanjal Loose Tea |Tanjal Investments Ltd.
05-KE-05-22 Q_E{C';g’]x = ZZE'C";T,EZ”J‘ | 05-KE-10-03 | Tanjal Tea Bag
05-KE-05-23 i_nggg A 8 |(KTDA) o3| 05-KE-12-01 |CTCAIZ PF1
;]:—‘JP‘JOZ = Unilever Tea Kenya Ltd.
05-KE-05-24 |2 o S0 os| 05-KE-12-02 |CTCH#
05-KE-06-01 gf::;atgza' o5| 05-TZ-01-01 |CTC #I%PF1  |Kibena Tea Limited
e Masara chai Black T o . Mufindi Tea Company
05-KE-06-02 | “"— ' ° 5., g6| 05-TZ-02-01 |CTCHIZ PF1 Ltd (tona Tea
¥
05-KE-06-03 |Safari Pure Tea 0| 05-TZ-02-02 E?C(ﬂﬁﬁﬁi”
e : o F—URvHRE
05-KE-06-04 |Safari Pure Tea 98 05-TZ-02-03 ;%@*I%gpg
R : o o —VEYORE
05-KE-06-05 |Safari Pure Tea 99 05-TZ-02-04 ;Jf_o):‘fl‘l%ﬁ‘ 20%?
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7o 72 B PEHE B DT Z DWW TR, 174 2Rt ELUC, A=A F DT,
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£ 1 BORAIRETT7—MURES
a— FNo. =it Emn 5 ISR
05-KE-01-01 Eastern Produce Kenya CTCHT Z5PF1 11
05-KE-01-02A Eastern Produce Kenya CTC#kZ Withered 9
05-KE-01-05 Eastern Produce Kenya CTCHLZPFD 3
05-KE-02-04 | Gold Crown Beverages gf;;gh° Gold Premium Tea 5
05-KE-03-01 James Finlay CTCHL ZPF1 5
05-KE-04-01 Kenya Nut Out of Africa 9
05-KE-05-12 KTDA* FBOP 9
05-KE-05-13 KTDA* oP 24
05-KE-05-14 KTDA* BOP 1
05-KE-06-12 Kenya Tea Packers Ginger 3
05-KE-07-03 Kikuyu Highland Tea (Tea bag) 5
05-KE-0g-02 | Melvin Marsh Cinnamon Flavoured Tea 2
International
05-KE-09-01 Rals Food International | Darrec Gardamon Chai 2
05-KE-10-02 Tanjal Investments CTCfIZ ) —2 2
05-KE-12-02 Uniliver Tea Kenya F;R 8
05-TZ-01-01 Kibena Tea Kibena Tea 5
05-T7-02-01 Mufindi Tea Company PF1 ltona Tea Estate 9
05-T7-02-02 Mufindi Tea Company PF1 Luponde Tea Estate 15
05-T7-04-02 Tanzania Tea Packers TATEPA 1
05-TZ-05-01 Uniliver Tea Tanzania CTCHL ZPF1 20
05-KE-05-04 KTDA* UIWIN—F 4T 17
Tea Research Foundation | BiBIELRHF 3
&t GHEEEXR) 174
e R 2
WEE 176
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05-KE-01-01 Eastern Produce Kenya | CTC #IZ%s PF1 2
05-KE-01-02A Eastern Produce Kenya | CTC #Z%X Withered 1
05-KE-04-01 Kenya Nut Out of Africa 1
05-KE-05-12 KTDA FBOP 2
05-KE-05-13 KTDA oP 3
05-KE-05-14 KTDA BOP 1
05-KE-07-03 Kikuyu Highland Tea 1
05-TZ-01-01 Kibena Tea Kibena Tea 1
05-T7-05-01 Uniliver Tea Tanzania | CTC L%t PF1 2
05-KE-05-12 - | KTDA/Muf indi Tea | FBOP/PF1 Luponde 1
05-T7-02-02 Company Tea Estate
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_KE—Q1— o 300 M/100 g
05-KE-01-01 Eastern Produce Kenya CTCHT ZPF1 2000 F1/1 4
05-KE-01-02A Eastern Produce Kenya CTCﬁﬁ EIZH oG
Withered
05-KE-04-01 Kenya Nut Out of Africa 4000 M /kg
05-KE-05-12 KTDA FBOP 1000 A /kg
100~200M /100 g
05-KE-05-13 KTDA oP 1000 /58 3 &
2500 F/800 g
05-KE-05-14 KTDA BOP 1000 M ELTF /ke
05-KE-07-03 Kikuyu Highland Tea F4—I\wY 400~500 M /kg
05-TZ-01-01 Kibena Tea Kibena Tea EZESS5NT
05-KE-05-12/ | KTDA/ FBOP/ S000F/ke
05-TZ-02-02 | Mufindi Tea Compan PFiLuponde Tea | (£%5 5 DILF A
pany Estate ER)
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05-KE-01-01 E:E’;Z”‘ Produce CTCRTzPFl | 2 | BY @ 1 1 Y BRE
05-KE-01-02A | Castern Produce CTORRR E-LI) 1
Kenya Withered
05-KE-04-01 | Kenya Nut Out of ET) 1 1
Africa
05-KE-05-12 | KTDA FBOP 2 &Y @ 1 1  BRBHOT LN (2)
AY (2 S INUFHRBL L
05-KE-05-13 | KTDA 0P 3 1 .
L) T ADESEMIFL LY
05-KE-05-14 | KTDA BOP 1 | ®LA) BENIED LB
05-KE-07-03 | Kikuyu Highland Tea ;’f AR BN = INC)) 1
05-TZ-01-01 Kibena Tea Kibena Tea EH
05-1z-05-01 | Uniliver Tea CTCHT ZPF1 2 | AY Q) 1 1 - S ETITHUB
Tanzania
05-KE-05-12- | KTDA/Mufindi [E‘OZ ZE‘ rea | 1 | &y 1 AEHLAE L
05-TZ-02-02 | Tea Company Esfc’a o - DHOF L
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05-KE-01-01 Eastern Produce Kenya CTOAT 2 A4 (1) Mof=nNAvY—LEHRE L
PF1 c- TN (DI B
vk
e CTCHEZ e (BB LG 23—
05-KE-01-02A | Eastern Produce Kenya Withered 1 | EEEL Q) ERWE LA R
05-KE-04-01 | Kenya Nut Out of 1] HY® SBLLL
Africa
- EMERIC & D
05-KE-05-12 KTDA FBOP 2 Y2 HEZEMNENRIEREL K&
I%\5
FY 2
05-KE-05-13 KTDA oP 3 m (1)
05-KE-05-14 KTDA BOP 1 &L
05-KE-07-03 | Kikuyu Highland Tea 7:';; 1 FY ) ERAAZIE
05-TZ-01-01 | Kibena Tea Kibena 1| myq | A77VAOEACHEE
Tea LT
o . CTCHT FY ) .
05-TZ7-05-01 Uniliver Tea Tanzania PF1 2 B2 L (1) sHLrLw
FBOP/PF1
05-KE-05-12- | KTDA/Mufindi Luponde L ) e
05-T7-02-02 | Tea Company Tea o Avm fite 2%
Estate
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(iv) FEEOE LD

R R LU= BRSO T 7 — MEROFEMIZOWTE, Bz RSz, A
BN T BRI O TO ERR RA T LD

05-KE-01-01 Eastern Produce Kenya CTCHTZEPF1

AP 3 A 10 BURRE 3 B H)OFFT SR EZ2 21T, 11 o7 —Ha|
BT AT — AT =L EE7 LU P T W LRI B oTe, S
BAMFEIZ DOV TE, 73000 [/kg”, 72000 [1/1 5" 2MERSivz, BARTORT NIUATHE
PEIZOWTIE, BREKLTE 2 DALY =3 li4 &b AT —LISMZOWTE 13 4 9
LD BT ERIE LT, Xy — VI OWTUL, " AD Ry — U R RN WO ERE
e, TSI TR RO E D BV VO RERE RAENE 1 b
72

05-KE-01-02A Eastern Produce Kenya CTC#E % Withered
AT 3 A 10 AR RE 3 B BTSRRI ATV, 9 o7 r—RalE
ERFT SEIZ DUV TR, TEIRLWY TER BTN SN [EE L TR TR
VO DRIZE D D >T2, BARTOZZT ARVATREMEIC DWW T, SEkL7Z 1 4D A
Y= HLEE L NAT—LINIONTE D7, "R U ENEIVEED 4 430
(2D i, FRIZH 2R &R0 KELD AR EE ST, I A M HIRIZ G0,

05-KE-01-05 Eastern Produce Kenya CTCHT ZEPFD
APEEIEL 3 A 10 HUBRZ 3 H B)OFRICHREEREEEITWV, 3 F0 7 7 —MalE %
iz, AT —DEIEF LN 2T, BB LT A — LIS D 34283, BARTO
ST AAUVRTREMEDN 857 LIEIE LTS, TALAALLE HORHIT W EDE R -T2,

05-KE-02-04 Gold Crown Beverages Kericho Gold Premium Tea Blend
AL 3 A 9 HUERE 2 B )OI HISRE R 21TV, 5 DT > r—Ral
G2 NAT—DEIEF TR D 2T, 7R TR TN LN EIE A% )
Toid R A S U7 . 7o —MEER &b | IRILLZRFRT CIEARITS
OEDEDFEARThH -T2, AARTOZIT AFUATRENEIZOWTE, 3 40557 EEIE LT,
BEICHARIZHAR M ED G EL T, A IR "ok =T BLES RN LTE
RN EED R R A>Tz,

05-KE-03-01 James Finlay GCTGCHTZEPF1
ApEdnIE 3 H 10 BUE/RE 3 B B)OFRICHREEGRMEZATV, 5 fFO 7 o —MalE %
13720 NAY—DEIZEFITRL, "RKBLNW  TERART W VORI L TETNT TR
VN EWOT T DEIE DTz, AARTOSZ T AN ATREMEIZ OWTE, "H57, "L %
NWEN 34, 2 4T Hlhiiviz, "7 7V ER PR L OO IZBRZ 5| & 25" D L
D 2 ZrbdH->T,
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05-KE-04-01 Kenya Nut Qut of Africa
APl 3 A 8 BB TREW BRI L ZATV, 9 DT o —bal & & 45
TOH 1 RSP —Thote, "EIRLW | "R T W LUV RIE R LD 7273, [
R BTN "A LRI RN LD o Tz, /ST —7bId, 74000 H/kg”
DBEBAMEDFOITZ, BARTOZZIT AFURTREMEIZ DWW T, BERLTZ 1 A DAY —
WD EBEZ  NAX—LIMIDONTE 8 HDIE 5 A4 BD7LRIZE LT, R FE
DIRNEWHERHIZEY, T LU R AL CORHZRIB T 22 A B o7z,

05-KE-05-12 KTDA FBOP

ARRGIIE 3 H 11 AR RS R B O T %I CREIR AT, 9 R0 T > —RNalE %
3720 ZDOH 2 R SAT—Tho7z, "EIRLVY | "ID DR TIIELLN L) [EE
NG Do Tm, BARTOZZT AFVATREMEIZ DWW TR, SREKLTE 2 L DAY —03 4 &b
BB EEZ BN OW T AR L LT, B35k ELTIE71000 [/kg” B3 F54
7o A —LISE T 4055 5 A AARTOZIT AIUATHENEN 32" LRI LTz, 3y
r =TT HAAZOWTUL, "HEVERIRTETROEON RN P T U TIZHE, A dh
EIRL =5 4 VNS KBS ESY 15V gl et

05-KE-05-13 KTDA QP

ARGanIE3 A 11 BB RSB H)O PRI M OV FRISREGE I ZA TV, 24 R 7
r—Nal&EERST-, 2055 3 DAY —Tho7, LR TERBALTN BN [E]
BENGhoTo, 275X LT AL WU, "7 BERH D LKL AB WAL T
Holo, HRTOZIFANAEEMEICOWTEL, BEKLTE 3 4 DA —D56 2 4, A
Y —RIAMZONWTE 21 £ 13 A BD LB X T, N —U T A ATONTUL,”
OISR VAN 2N DA AR A AN EO B RN T, F,
Pl =T R HEDNEIDOZERULBEELN | VIR T VO TR FICAENEY”, TR
JEIZHLIEW DA IR BT,

05-KE-05-14 KTDA BOP
ApEdnlE 3 H 9 BURRE 2 B B)OF#RICRERELZITO, 7T o7 o —NalE %
lee ZOOH VR ASAT—Th o7z, "LHRELNW LWV [EIE S BH-7278, BEIZ B RICHD
BEEDHIIZIBWTIL, " HARD I RERLN "o RN EOERAHY, Z0ft
DARNEEAETFONIR T,

05-KE-06-12 Kenya Tea Packers Ginger
ApEsnlE 3 A 8 HURRESH B FRISAEER ML ATV, 3 fFDT v r —NElZE %15
Zo ST —IENV R o T RREEIE, GingerDEIBRBHDHFLIE THY, "EIRLN END
[ o72D8, "N TR IAZS W EDIEEE R HY | AF DB DL Th o7, "2
DYV —EWIZ LI DA N BT, N T =T A AW,
ZVHBLLTENW EDAA IR BHHT,
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05-KE-07-03 Kikuyu Highland Tea
AT 3 A 11 BB RS R B ORISR ATV, 12 o7 o r—Nal&
AT, REET 4 — 07 Z AT ThDH, 1 ZDONAAT—1T7 BN EEZEL, A
filikg &L I, 400~500 F/kg 22815, “Alik& 36 ZAXTHRN T2 SR~ T, S —L)
D AZLIZONTIE, PERLY PR TN IS S T RIS, T AL ST MR
BN LEPLATCY ol E1F233Y, 2%cy il

05-KE-08-02 Melvin Marsh InternationalCinnamon Flavoured Tea
ARGl 3 A 10 HUB R 3 H B)OFRRICRER LI TV, 2 o7 o —Hal& %
e NAY =TT, 2 A EB7EELWY T HARTZ T ANDND ERIE LT,
TN IR T N AR A U AR s . 7o —MEEE LD TRt
L= TIIAGRD T o7 LR TH -T2,

05-KE-09-01 Rals Food International Darrec Cardamon Chai

ApEEE 3 A 8 HURARESY) B FRICREER ATV, 2 (RO T 7 —NelE %15
7oo AT =XV ST, DAF BV RBROH DA THY, FHlE 14 327K LY
EPTRIZKNITHIN Tz, "ANAAZETE | T IVIRRR LN PR WHRIZIEZ T
ANBNDE " EODaR NPTz, REE OFOGEL T, BIELOS 2ot J7 534F K
R LTI I A BT,

05-KE-10-02 Tanjal Investments CTCHIZ'—2
ARpgiiE 3 H 11 BB REEAK B)OFSICREIREEI T, 2 o7 —Ral& %
1Flee NAX—ITW 2o To, SEICKT2-EITIE, "ET W MEMERL? TR/ ZRL”
ORI CTH o7, A ARIZHDAIR LD OB M TIE, "M BEIZB LW EDR S
ol =D TP AAZONTUE, TSN EREN Tvb e ez A R
HoT7,

05-KE-12-02 Uniliver Tea Kenya #&xZ
ApEdnlE 3 H 9 BURRE 2 B B)OF#RICRERELZIT., 8 fFD T v —NalE %
1370 AT =13V D o7, ISR 2ERITIE, "ERLW PR BTN S0
TERBHY, BBhifst ThoTc, BARTOST AZLAREMEIZ DWW T, 6 403
7 EEEL T, BARIZHDRAE LD LRI OV TE, "EBRLW " H FHIIZIR D 5
L EDAA MR oT, R Y U BRI G 70— MEEE LR AL 72
MH CIIARD - Fh T DFEAETH -T2,
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05-TZ-01-01 Kibena Tea Kibena Tea
ApEENIT 3 H 8 HURREW) H)D PRI RREER 2TV, b fFD T r— el %
13720 AT —DEIZL 1 -7z, s BT, "R£IRLW PR AT
EWV ST HEMIRE RLE, PRI TN R B B O o1, Bkt
RUFRECTHTD3, "2 ANBIVIRWZ EITRNTEAIDN, ZZRHEDEEL N LD A b
HoT,

05-T7-02-01 Mufindi Tea Company PF1 Itona Tea Estate
ApEsnE 3 A 8 HUBREY) B FRTHICRERIRIEEI TV, 9 RO T 7 —MrIE %
B, A Y —OREIEIL Dol BARTOZIT AIUAIREMEIZ DWW T, "H5”, "aL”
DL 6 4. 3 Bz, "7 7V A EVORFEE U TR A FERE T X7 LD
AR HTE,

05-T7-02-02 Mufindi Tea Company PF1 Luponde Tea Estate
AR 3 A 11 AORREEAE B ORISR R I 21TV, 16 fFD 72—
BHAGTo NAY—DEIEITIRD Tz, SEICKT2E M T, "ERLWY | TIRART
WL TRBWERDTEWSTEE BN BVAFRECh~Tc, HARTOSZT AFURTREMEIZ DV T,
12 40557 LEIE L, AARIZH AR LD HIIZOWTE, BB TeRgfif Th-o72h3,
PAEVER ST RN BB RN LT,

05-TZ-04-02 Tanzania Tea Packers TATEPA
ARPEEIE3 A 11 B R REEAE H)O PRI PSRERER EA 1TV, 7o — MR I3 A
Y —LSD 1 HOHRFHNTZ, BT DERITIL, "EIRLWY TE0iFD, Hos
D, FeHDTRN LW FHI T T,

05-TZ-05-01 Uniliver Tea Tanzania CTCHT ZPF1

ApESLIE 3 H 11 B (R RS R B)OFATH & VPRI TV, 20 R0 7
r—NBIEZ1G T2, 2096 2 MER A —Th-o7, "ERLVY | "I AELT U L) [E]
BRVTHV RN T a2 A BT, HARTOS T AFVATREMEIZ DWW T, 2
L DNNAY =D BD7 LEIE LT, AT —LISNTIL, "HD7, "R EN TN 11 44, 6
AT B ARICHDRIE LD HERIZ DWW T, "ERLW EDREIZEN 7 D — 7.
TETWCLVIEIEY 2 ol N —U T AT ONWTUE, T IV DA AN
RN T ZOFER AR TIEDNE S, e R A M7z,
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L Bk A 22 A IR H ST NFEAE D HERRLD Tholz, fLAZH Y LI- & E
¥EBZH . NKDH ST R EL TN —T 4y T a2 TRY, SRR E X, " H-H
HOTHLL, ZNRATTD, EADRRSTAL, BRARTWEFEHINA LD 72" ED I
&R~z

Tea Research Foundation SinEbmo %

ApEEE 3 A 9 HUE RS 2 H H)OFRTTISRER IR 2TV 3 D7 —MalE
PG, AT —1FW e oTz, TERLWY TEAD RN S o T mIE N o7, T
Ir—REEII D T o To S, R Z Y Ui sl ik (i, 7o —MEEH LG, 1itL7
I (3 H 9 BAFRTT) TIIARD —~F D7D RS -7,
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1.

1.0

2.0

2.1

2.2

Tea Experts' Report on East African Black Tea

Summary

Africa—led by Kenya—is the fourth largest producer of tea in the wordd hftlia,
China, and Sri Lanka. Despite the low hame recognition of African tegan,)
Africa also shares the top spot with Sri Lanka as the largest tea exporte

There are several reasons for African tea’s weak position in Jdpast all African
tea is CTC black tea, which is not well known in Japan; the volume of tadack
consumed in Japan has remained flat; the Japanese tea industitiehateliest in
African tea; and the African tea industry itself has demonstratieddiithusiasm for
selling in the Japanese market.

However, many aspects of East African tea are superior to AsiaBdst African tea,

and especially Kenyan tea, does not have to contend with pests becaostiitated

at high altitudes, and it boasts almost 100 years of pesticide-fteatoh. They also
harvest the bud and first two leaves of the shoot by hand, and year-round production
results in stable quality.

Given that there is a catechin boom underway and that companies and coasamers
increasingly concerned about pesticide residue and traceability, thmegtiside-free
tea fields of East Africa are a tremendous asset.

While African tea will undoubtedly attract much attention in Japan ifutioee, we
are certain that current JETRO efforts in FOODEX2005 will acatddhis interest.

At FOODEX2005 we will introduce CTC black tea as East Africa's maidymt and
the final products of tea packers. We will emphasize East A€ years of
pesticide-free cultivation, its practice of harvesting the bud anfirshéwo leaves of
the shoot by hand, and its recent efforts to produce other teas, suchnasaeed
semi-fermented tea. We believe that the enormous, untouched tea fieldicafvNir
have tremendous appeal to the Japanese tea industry.

The Japanese Tea Market and the Potential for African Tea

The Size of the Japanese Tea Market
Japan consumes roughly 140,000 to 150,000 tons of tea per year, including 90,000
tons of green tea produced domestically, 30,000 to 40,000 tons of imported green tea
and semi-fermented tea, and 16,000 to 18,000 tons of black tea. Compared with the
growing consumption of imported green tea and semi-fermented tea, however, the
amount of black tea consumed in Japan has grown only slightly.

Safety
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Traceability (i.e., pesticides and labeling) is becoming an issue evenJapanese
tea industry due to consumer fears of pesticide residue and the unethitteépraf
some companies.

2.3 Promising Products
Although African tea produced by the CTC method will probably be the most
successful, the following products also stand a good chance of succqgsminvian
looking at the overall tea market.

2.3.1 Catechin Extract
The main ingredient of tea is catechin, and past research has shownretttzihdatan
effective antioxidant that fights bacteria and burns fat. Sales dbttfied with
catechin took off starting in 2003, and in 2004 demand for catechin-extract ted, insta
tea, and domestically-produced tea grew across the board. Catechin dighsapple
in pill form are also sold on the market.

Incidentally, imports of Kenyan instant tea started in 2003, and in 2004 over 200 tons
were imported, suddenly making Kenya the largest exporter of tea @ Japa

2.3.2 Instant Tea
In Japan, Europe, and North America, changes in lifestyles have made thei@onve
tea bag more popular than the traditional loose-leaf black tea. Insiandttacted
from tea leaves and then dried has been available for some time and shoigs jais
a product in tea bag form as well. There are significant merits tegsimg instant tea
at the local production area, including the disposal of tea dregs, the ttatispand
distribution of products, and pricing.

2.3.3 Non-Fermented Tea (Green Tea), Semi-fermented Tea (Oolong Tea
Japan imports more than twice as much green tea and oolong tea as blalciteis. C
the leading exporter to Japan, followed by Taiwan, Brazil, and Vietham, aodgtit
Japan imports black tea from Sri Lanka, India, and Indonesia, it does not imyodrt
tea from African nations. Despite uncertainties about types of madygiion
technology, and quality, if African green tea and oolong tea can be made iléo viab
commercial products, they will rapidly gain market share.

2.3.4 Organically Grown Tea
There are just four companies—one each in Zimbabwe, South Africa, Kenya, and
Tanzania—that currently produce organically grown tea on the Africameaiti
Given safety and scarcity issues, organically grown African tegligyhinarketable.

2.3.5 Fair Trade
African tea companies play a major role in providing employment oppoésiaitid
welfare to the region’s residents. One company in Tanzania islyfi@gistered
with Fair-trade Labeling International (FLO) in Germany in conjiamctvith organic
cultivation, and is contributing to local communities by building hospitals, sshool
and water facilities in the local areas.
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Consumers are very likely to accept this way of doing business as concerfaabout
trade has risen in Japan as well.

3.0 Problems and Solutions for Companies Entering the Japanese Market

3.1 African Tea Imports
Kenya and Tanzania together produce 13% of the world's tea, and the added value of
their tea-growing practices—such as pesticide-free cultivatidrhandpicking tea
leaves—is internationally recognized. The name recognition of Afteais low in
Japan, however, and despite no difference in price, the volume of tea impamted fr
Africa is at most 20% that of Sri Lanka, and at most 50% that of India.

Source: 2003 Import Results (Bulk Tea): Sri Lank08 tons, India 3,160 tons, Kenya 1,400 tons,
Tanzania 9 tons, world total 16,560 tons

3.2 Demand for CTC Black Tea
Sixty percent of the world's black tea is produced using the CTC method. CTC black
tea is popular in India and Sri Lanka and accounts for almost 100% of the llack te
produced in Africa. In Japan, however, strong CTC black tea is not popular because
many Japanese do not put sugar in their tea and only roughly half use milk. Although
imports of Kenyan black tea for use in tea bags and other blended produdtisds on
rise of late, the total import volume of black tea is less than 10%.

African teas, including CTC black tea, need to be marketed to the gemesahwer in
Japan, but this will not be enough to compel a big increase in demand. Rather, if
beverage makers use African tea in their products, we expect thatuhzevol
consumed will increase dramatically. African tea will also ettnaore attention as a
tea producing region by creating a brand name, like Java Tea of Indonesia.

3.3 The Story Behind the Tea and Brand Names
Ceylon tea, Uva, Dimbula, Kandy, and the Indian provinces of Darjeeling and Assam
are well known tea growing and production areas.

When we visited the Kenya Tea Development Agency (KTDA) and Tea Board, we
told their representatives of the necessity to create a story amtifbraeach tea based
on the production area and character of the tea, rather than simply clli6g,a00
tons “Kenyan black tea.” The African representatives recognizedédbis and
promised to address this issue.

34 Distance Handicap
African countries are twice as far from Japan as India and Sri Lankd) ereiates a
competitive disadvantage.

In contrast, communications in the production areas have taken a dramatic leap

forward. All of the tea factories in Kenya and Tanzania have Internet critye
and their drivers all carry mobile phones.
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3.5

3.6

3.7

3.8

In addition, everyone in Kenya and Tanzania spoke English.

Support from Local Government Agencies
We reconfirmed Kenya's and Tanzania's pesticide-free tea cultivattbisdrip.

Government agencies such as the Tea Board should promote the ciséicsctér
African tea to the Japanese market, including the clean productiea thirough
pesticide-free cultivation and the practice of harvesting the bud aficsthtevo
leaves of the shoot by hand (facts known at the state government level).

Fortunately, Kenya's pesticide-free tea cultivation has beeriegtiy tea

associations in Germany, England, and Japan, each of whom individually conducted
inspections of Kenyan tea for pesticide residue. The Kenya Tea Board ¢isedec
written confirmation regarding its pesticide free cultivation, ang gnemised us that
such evidence will be furnished at FOODEX2005.

Tea Products Other Than CTC Black Tea
Despite signs that Kenya and Tanzania will produce CTC green and blagidtea
green tea by orthodox production methods, they have do not have the know-how to
produce tea other than CTC black tea, nor do they have the taste for agaluati
products.

It is therefore necessary to give technical guidance, introduce machirse
equipment from Japan and China, and increase the skill of interested persons
sensory evaluation so that their tea products will be accepted in treedapmarket.

We do not believe that African green tea or semi-fermented tebenithmediately
accepted by the Japanese market, but it would be wonderful if nevawtisini routes
for these teas could be found through introduction to the Japanese tea industry. If
some positive results can be achieved with African tea, the likelihoadliofs

African green tea in other countries is high because the EU and U.S. have mostly
turned their backs on Japanese green tea due to differences in petdinitieds.

Final Products (loose leaf tea, flavored tea, tea bags)
Unfortunately most of the final products produced in Africa do not satisfy the
Japanese market’'s standards of final product design, packaging, or.Juadie final
products may not sell in the main market as the tea packers hopelfathast
discount products) because the name recognition of African black ltma. i

Increasing the name recognition of African black tea is the first ofdrrsiness,
which can be achieved by emphasizing the superiority and characteristics of
pesticide-free cultivation. This, in turn, will gradually lead to greimterest in final
products.

Export Packaging
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All of the companies export East African black tea in bulk (60 to 70 kglayat

kraft bags lined with aluminum foil, which are placed on pallets and put inicerga
for shipping). Other than the major companies buying tea in bulk, Japanesaimampa
avoid this type of packaging because the packaging strength and paclgigeavee

not suitable for redistribution domestically.

High-quality black tea imported from India and Sri Lanka, however, is ailjina
placed in 20 to 30 kg cardboard cases that can be shipped within Japan in tia¢ origi
packaging. African black tea is treated in the same manner as inexp€ngivblack

tea from India and Sri Lanka, in that the exporters at production areas ptekage
the tea or the tea is placed in cardboard boxes after importing.

It will most likely be necessary to reduce package sizes for engdrigh-grade black
tea from East Africa.

3.9 Purchasing and Quality
When importing black tea from India or Sri Lanka, an auction sample drstghple
is usually sent to the importer via the export company, and the importer can tteen pla
orders based on the sample. There have been problems, however, with some vendors
shipping tea products that are different from the samples.

There are two ways to purchase African black tea: directly from thpammyrthat

produces the tea or via an export company in Mombasa. When buying direct, although
there are not many problems with tea quality, the tea product itself igeckjror
containers. When buying from exporters, the importer can choose the desirgd quali
level from a large variety of black teas and in small lots, but itdessary to establish

a relationship with a reliable export company and to understand the prooess, fr
collection to auction to shipping from Mombasa.

To promote African tea imports, Japanese importers need to be educateti@bout t
Mombasa tea auctions, the export companies, and the storage and distribugi®n iss

4.0 Publicity at FOODEX2005
It will be difficult to show the appeal of African tea to the Japateséndustry by
displaying only final products at FOODEX2005, given that Japanese demand is
for Africa’s staple CTC black tea. Therefore, we propose introducirigakftea in a
three-part configuration as described below.

We expect particularly high interest in (3) Unique Teas, as they wileleto Japan.

Table 4.1 Display Configuration at FOODEX2005
1. | Tea Display samples of products from each tea packer e t&a products are to be
Products displayed only, in principle
and drinking samples are
not to be offered other tha
to those who request them
2. | CTC Collect all grades of tea from one or two conies, Offer a few tea varieties fa

=
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Black Tea | and display one or two grades of canned tea frash ea drinking samples
of the remaining companies

(because CTC black tea essentially looks the same,
regardless of which company it comes from)

3. | Unique Details are described in Table 4.2. Actively offieinking
Tea samples and explanations pf
the teas

Table 4.2 African Unigue Tea

Kenya KTDA - Kangaita Green and black tea produced blyaatvbx methods
silver tip, and semi-fermented teas
James Finlay Instant tea, orthodox tea
Eastern Produce CTC green tea
Unilever CTC green tea
Tea Research Institute High-content catechin &ifeioe free tea
Tanzania Mufindi- Luponde Black and green tea poediby orthodox methods,
organically grown tea, silver tip

5.0 Notes on Individual Countries

51 The Tea Industry in Kenya and Tanzania

5.1.1 The Characteristics of Tea Cultivation
Large foreign companies cultivated tea on estates prior to the indegpenaf both
Kenya and Tanzania. After independence, however, large companies ansicsieall-
indigenous farmers began to cultivate tea.

Sixty percent or more of all tea cultivation in Kenya is carried out lajlsoale

farmers, and harvested young leaves are distributed primarily to indige@ous
companies such as the KTDA. Twenty percent of all tea cultivatioanzdnia is

carried out by small-scale farmers, and the young tea leaves are disttibédreign

tea factories. The volume of tea leaves harvested from an estaigh$yr2,000 to

3,500 kg/ha, compared with small-scale farmers who produce 1,100 kg/ha in Kenya,
and less than 500 kg/ha in Tanzania.

The tea is cultivated at high altitudes of 1,600 to 2,000 meters because bagh Keny
and Tanzania are close to the equator and have a tropical climate. ddpangs
harvested between one and three times per year, but tea in Kenya and Tianzania
harvested roughly once every two weeks. There is not much fluctuation in quality
levels from one season to the next, but the quality of tea during the dry season,
which there is low-volume harvest, is better than that in the raispsea

Tea cultivation in Kenya uses natural rainfall, while irrigationsed in Southwest
Tanzania.

In addition to tea factories, there are also residential housing, schablspspitals

for the employees, neighboring small-scale farmers, and resateptch of the
foreign-affiliated tea fields in Kenya and Tanzania. Public taedlihave been erected
by the local government in regions where tea is grown by small-scaleriawho are
subsidiaries of the KTDA in Kenya.
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Furthermore, tea leaves need to be transported from the fields to thetteq in a
short amount of time, and compared to coffee production areas, the roads used for tea
cultivation are without question better maintained.

Industry organizations such as the Tea Board, tea research institdtésa #actories
oversee in minute detail the cultivation technology, quality managenmehbugers
of harvested young leaves, and offer guidance on intercropping for small-scale
farmers to prevent contamination with pesticides. Tea leavesfiaedi than other
cash crops such as vegetables because they only need to be transported to the
factory, which we believe is a positive factor for tea production.

The types of teas cultivated are Assam and Chinese hybrids, and Assam tea
well-suited for strong black tea. Research into improving the teastincrease
harvest volumes and make them more resistant to pests is being conducted by tea
research institutes in each country, and information is being exchamged te
continent.

51.2 Tea Characteristics
Table 5.1.2 below outlines the characteristics of Kenyan Tea as understood by the
Kenyan Tea Research Institute. Tanzanian tea shares the same traits

Table 5.1.2 Characteristics of Kenyan Tea

High levels of catechin

High levels of polyphenol

High-altitude cultivation (1,600 to 2,000 m)

No serious problems with pests, and pesticidedreaith due to high-altitude cultivation

Tea leaves, which are picked by hand, are cleaausecthey do not come into contact with the

gk |wNE

ground
6. | Tea leaves grow at a steady pace and are of sfahlity due to year-round cultivation

5.1.3 Tea Quality

In general, African tea products are admittedly of lower quality whdged against Japanese
standards. After examining tea cultivation and the tea industry in Bash Afowever, we
believe that East African tea will meet or surpass global standérdgeasons for this are
described in Table 5.1.3 below.

Table 5.1.3  Reasons for High Quality East African Tea

1. | Because tea production is labor intensive, foreige indigenous companies alike are large-scale
companies, and management practices are very tjlogoing.
2. | Most of the foreign companies are currently manggga businesses in India and Sri Lanka and
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have implemented quality assurance standards et giobal market standards.

3. | East Africa's tea history is short compared todratid Sri Lanka. Equipment at tea factories is
therefore modern and there are few cases of congants getting mixed in with the tea.

4. | There are no sales channels for young tea leaties thtan bringing them to the tea factory, unlike
other cash crops such as vegetables. Even teaatidti by small-scale farmers should meet the
standards required by the tea factories.

5. | Countries right on the equator must cultivate tdaigh altitudes, and because East Africa is far
from Asia, there have been no serious pest prohlantsno pesticides have been used at all since
tea cultivation began 100 years ago.

6. | Labor is cheap, and the bud and the first two Is@fé¢he shoot are harvested (this is the ideal
method), so the quality is very high.

7. | Production continues throughout the year with ctogrvested roughly every two weeks, and

variances in levels of quality depending on thesseare minimal compared with that of Asian
countries.

5.1.4 New Undertakings

Although both countries have been selling CTC black tea domestically and in export
markets, the combination of falling prices in recent years and incrieagglsme

have led to the need to find new markets. This is why there is inteseslimng to the
Japanese market.

Regarding new undertakings, East African tea companies are already irsfusine
negotiations with Japanese companies for tea that has catechih &xitacnain
ingredient, and are actively pursuing the production of CTC black tea aDaj@€n
tea as well. A large-scale tea factory that will produce instaengtea for the
Japanese market is under construction.

East African tea companies are trying to add more value to their prdgucts
branching out. Some have installed machines for orthodox tea production and are
attempting to produce orthodox black and green tea, and still others have abaverte
portion of their tea production to organic cultivation.

5.1.5 Products

a)

b)

Bulk Tea

East Africa has long been producing quality tea that meets the needexpdne

market and, given the merits of large-scale tea factories andoggat production,

East African tea is highly regarded for its consistent quality.

Adequate consideration has also been given to quality and sanitation management at
the tea factories.

Final Products

There are small and midsize tea packers in addition to the largehaeontrol most
of the domestic market in Kenya and Tanzania. These tea packerdynhawa high
hopes for the Japanese market. We believe, however, that the prodstisriadf the
expectations of the Japanese market in terms of package design, myaedadéa bag
shape, though they could target the low-end market.
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5.1.6 Tea Production Technology
Africa produces 100% of its tea using the CTC production method and has
well-established CTC black tea technology.
The African tea industry has no knowledge of other teas such as oolong tea and othe
semi-fermented teas produced by the orthodox method, or green tea, because tea
cultivation was established mostly by the British and because no teaghaitnélack
teas were in demand.

5.1.7 Distribution
Tea used to be sold in auctions in London. Tea is currently sold through direct
transactions between the tea producers and importers or through audtidns he
Mombasa. Malawian, Rwandan, and Congo black tea are also auctioned with East
African tea at Mombasa.

5.1.8 Market
a) Domestic
Kenyans consume around 1 kg of tea per capita per year, which is roughly thessame a
Japan, and Tanzania consumes roughly 0.5 kg. All of the black tea from Kenya and
Tanzania is supplied by tea packers from both countries.

b) Export Market
East African tea is consumed around the world in countries such asaRakigypt,
England, Afghanistan, Yemen, the Sudan, the United Arab Emirates, and Russia.

5.1.9 Human and Intellectual Exchange
Tea Producers: All of the white-owned tea production companies, including
subsidiaries of the Commonwealth Development Corporation of England, are
large-scale companies that carry out tea cultivation and tea pmducgeveral
countries across the African continent. There are human and intelleatbahges in
which managers move between companies or agreements are made between
companies to hire the managers of the other company when their employment
contracts are completed, and this is happening in Kenya, Tanzania, Malathi, Sou
Africa, and other African nations. From this we can infer that therteuption
industry is stable, despite the political and economic differences tibafrexn one
country to the next.

5.1.10 Tea Research Institutes
The tea research institutes in Kenya and Tanzania are independeneptitidis.
However, given that the tea production companies are multinational comphares
is a healthy amount of exchange going on between the tea research inMitttes
cooperation regarding research aspects of tea types and pest piistdgident as
well.

5.2 Kenya
Tea cultivation was brought to Kenya by British companies approximid@lyears
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ago. Annual production is currently 300,000 tons, and Kenya is the fourth-largest
producer of tea in the world after India, China, and Sri Lanka. Furthermanga ks
competing fiercely with Sri Lanka on tea production volume and shares the number
one spot with Sri Lanka in export volume.

Native Africans were prohibited from engaging in tea cultivation iailya's
independence in 1964. Since then, Kenyans have been encouraged by the state to
cultivate tea, and the volume of tea produced by the 53 factoriestedfiliath the
privatized KTDA represents 60% of the total output of Kenya, making KTDAobne
the largest tea companies in the world.

The remaining 40% of tea production is achieved by large-scale multinational
companies such as Unilever, Eastern Produce, James Finlay, and Geaegasafill

All of the tea production factories that we visited have modern equipmenttyQual
assurance standards for food products is high and may even be better than that of
India and Sri Lanka, with strict rules for washing hands before enteringdioeyf,
disinfecting with alcohol, wearing of uniforms, and other requirements.

Although Kenyan tea is consumed in Pakistan, Egypt, England, and Afghanistan,
CTC black tea prices have been tumbling while the amount of tea produce@has be
on the rise, and the Kenyan tea industry is actively looking to open nevelsaieels
into the Japanese market.

5.3 Tanzania
Tanzania is the third-largest tea producer in Africa after Kenydiatalvi, but
produces only 30,000 tons per year, one third of Kenya's output. Forty percent of this
is produced by Unilever Tanzania.

While Tanzania and Kenya have different economies and infrastrutteteat
cultivation technology and products in the tea production industry are afigahe
same.

The production areas are located in Mufindi and Njomobe near Malaw;j Walese
the tea fields are supplied with water maostly by irrigation. In thieityoof the
Usambara mountain range, which is close to Kilimanjaro and the Kenyan,keeder
cultivation relies on rainfall as is the practice in Kenya.

There is no company like the KTDA in Kenya for small-scale teadesnand foreign
tea companies purchase young leaves from local residents.

The cost of cultivating tea is obviously higher when supplying water Igaiion, yet
cultivation by irrigation has its merits since the harvest voluamebe controlled.

The main roads from the production areas to the export harbor in Dar es Sal@am w
in terrible condition in the past and were a significant impediment to @xgort
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Recently, however, the roads have been greatly improved, and are in betteoconditi
than the roads in Kenya.

Upon visiting four tea factories in Southwest Tanzania, we discovereditii&ge
Kenya, Tanzania uses irrigation equipment. There was not much vegetatund
the tea fields, although the lack of vegetation may have been due o frertseason.

The equipment and technology at the tea factories in Tanzania are on aghatvit
in Kenya.

6.0 Recommendations for Future Research

We visited tea producers in central and western Kenya and southern daazamell
as major packaging companies in Kenya and Tanzania, and discoverad that t
Mombasa auction in Kenya and exporting companies are extremely import@aat to
distribution.

In addition to selling to local tea packers or dealing directly with faremuntries, the

tea producers sell their tea at auctions. All kinds of tea—Kenyak tdaand

Ugandan, Rwandan, Tanzanian, and Malawian teas—are brought together for the
world's largest tea auction in Mombasa. Teas put up for aucti@olaréo indigenous,
western, Indian, Arab, and other traders, and then exported through export companies

Japanese importers can buy one type of tea directly from tea production canipanie
units of one container, but if they want to secure small volumes of aselieletion of
teas, they will have to rely on the export companies in Mombasa. #rifohe

extremely important to research and understand the distribution procebke and
Mombasa companies that can help them obtain tea products from Kenya and other
African countries.

We therefore urge you to research the distribution process with a focus on the tgsaucti

held in Mombasa.

7.0 Acknowledgements
Our visit to Africa was special because we were welcomed by the Ted, B
packers, and other tea companies that normally compete with one another.
We are deeply grateful to the JETRO head office, and to the generajenahthe
Nairobi office Mr. Ida for his help preparing for the trip and accompanying
throughout. With his help we were able to finish our busy itinerary on s&haddlin
a very short period of time.

We are further grateful for being appointed experts for this trip. We thdpe able to
serve as a bridge between the African and Japanese tea industries angl joromis

continue working towards that end.

In closing, we apologize for the delay in preparing this report aftemiag to Japan
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and offer our sincerest thanks to the tremendous support of Ms. Tomizawa.
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Supplemental Table. 1Impressions about Individual Companies in Kenya

KTDA (Kangaita)

The 53 factories affiliated with KTDA produce tofass tea. They have skilled
workers in place, such as their technology stdieylinstalled machines for producing
tea according to the orthodox method in 2004, béggmoduce orthodox black and
green tea, and also started exporting green téeetd.S. There are various types of
green teas, and because the tea production tegjyniglstill in its early stages of

development, these teas do not compare with Japanesn tea. However, we belieye
there is much potential for this company to prodsemi-fermented Chinese teas likg¢
oolong tea.

We suggested that KTDA demonstrate how to roastetadeaves or that they make
silver tipped tea using only new buds as a wayrforeasing the added-value appea
of Kenyan tea. KTDA was very interested in thisgosal, and when we visited their
company four days later we were able to tasteli@slifferent types of teas.

Tea Board of Kenya

[¢]

We had been discussing our impressions of Kenyarklika at each of the places w
visited, and we communicated these impressionsrtd@dchoki, the Marketing &
Promotion Manager. He responded as follows:

*The board received pesticide residue test refuts tea boards in Germany,
England, and Japan, and they are ready to pubBtitement about their
pesticide-free cultivation.

*The board is aware that all 300,000 tons of bl@ekis sold simply as Kenyan black
tea, and that Kenyan tea lacks the appeal of Inali@hSri Lankan teas, which have
unique characteristics depending on the area afyat@dn or kind of tea. The board is
taking steps to actively deal with this issue.

We believe that getting a copy of the Tea Boatdtement that clearly outlines the
characteristics of Kenyan tea, such as pesticeledultivation and harvesting by
hand, is critical for FOODEX2005.

Tea Research
Institute

According to Dr. Wachira, Director of the Resealmstitute, the main characteristicg
of Kenyan tea are as follows:

. High catechin content;

. High polyphenol content;

. High-altitude cultivation (1,600 to 2,000 m);

. No serious pest problems and pesticide-free grolhto
high-altitude cultivation;

. Clean tea leaves because they are picked by hahdoamot come
into contact with the ground;

. Steady growth of tea leaves and stable qualitytdyear-round
cultivation

Dr. Wachira gave a speech at the World Tea Farkihebhizuoka in November 2004.
He announced that the Research Institute had desetlloigh catechin and polypheng
teas as well as caffeine free teas. He was ashkddsubsequently agreed, to submit
samples of those teas at FOODEX2005.

High catechin content teas are very promising. &lage many in the U.S. who are
skeptical about caffeine, and, in Japan, pregnantem usually avoid it. It would be a
breakthrough if we could produce a strain of ted Has no caffeine (as opposed to
decaffeinated tea that has caffeine scientificahoved by supercritical fluid
extraction).

James Finlay

We visited the Mara Mara factory gratiuces instant black tea through spray drying.
This company produces instant tea in Sri Lanka,yldeand Chile, which ultimately ig
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sold in the United States. In 2004, more than 208 tvere exported to Japan as
ingredients for beverages fortified with catechin.

James Finlay is currently building a large-scakant green tea factory in Kericho,
which is scheduled for construction in June 200%céoperational, this factory will
have a lot of surplus production capacity, and 3aFRielay is actively preparing
samples for submission to the FOODEX2005 in March.

The Mara Mara factory will specialize in produciingtant green tea once the new

factory becomes operational. Frozen tea concentraieto spray drying is exported
to England, which then becomes freeze dried teathiki& that the spray-dried instan
tea and frozen tea concentrate may go over wdiypan in the future.

James Finlay has traditionally been producing btaekby the orthodox method. Sor
of the tea is imported to Japan through Europesaidiat black tea specialty stores.

James Finlay is also the only tea company produeiaghrough organic cultivation,
and they hope to sell the Mimima brand in Japan

—

ne

Eastern Produce

Eastern Produce is working onwdtyrial projects as the Cameria Group in India,
Bangladesh, South America, Kenya, Malawi, and Séutierica, and produces 18,0
tons of black tea annually from seven tea field&émya.

This company is actively pursuing the sale of grieento Japanese companies, and
visited their tea fields in Siret and Chemomi. Baene kind of tea is cultivated in bo
fields, although there are distinctions betweenttiebecause of differences in the
soil.

we

0

Unilever Kenya

Unilever Kenya already has established sales cleand was low on our list of
places to visit. It produces 10% of Kenya's ovedl production (roughly 36,000 torn
per year) and, of this amount, only 70% of theisesold to group companies, very
little of which is apportioned for Japan. We diserd that Unilever Kenya is activel
pursuing sales to companies outside their groupusecthey must sell 30% of their
output to non-group companies and because of$kehat producer prices may droy
by selling all their tea solely to group companies.

Unilever Kenya is producing CTC green tea, and ptarinstall green tea processing
equipment from Japan in 2005. They have also begliivating theyabukitatype of
green tea.

We felt that Unilever Kenya had the highest quagurance standards for sanitatig
management and preventing contaminants from miirgth the tea at the tea
factories.

%]
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Supplemental Table. 1Impressions about Individual Companies in Tanzania

Mufindi Tea
Company

We received the impression that Mufindi Tea Complaexy very close relations with
small-scale farmers in particular, in contrasttteeo tea producers in Tanzania.
Annual tea production by small-scale farmers atbginning of 1990 was 12.5 tons.
This has increased to 500 tons, and Mufindi isrsgthe tea it produces on its own
fields under a separate brand.

Mufindi has also implemented fair-trade practicasdd on its certification by Fair-trade
Labeling International in Germany, and is contribgta portion of sales proceeds to the
local community by building hospitals, schools, avells and providing hand pump
equipment for drinking water.

The ITONA Tea Factory

This factory is closer to the main roads to DaBakam than other Mufindi factories.
Tea products made at other factories are usuadlyditt into this factory first and then
shipped.

The Luponde Tea Factory
In addition to implementing fair-trade practicdsistfactory cultivates tea organically,
scarce commodity on the African continent, and alsthe orthodox method.

5

Mufindi‘s organic cultivation for black tea, greega, chamomile, and peppermint tea
are certified by ECOCERT, an organic food cultivattertification organization in
Germany, and has obtained certification from thédwal Organic Program in the U.S
as well.

This company also produces green tea using thedwihmethod, which it exports to
Australia and Canada, and other countries.

Unilever Tanzania

Unilever Tanzania has a 9,00te&dield, employs 6,000 people, and produces dD9
Tanzania’s output.
They appear to have reliable sanitation manageomnitols in place at their tea
factories.

Kibena Tea

A wattle plantation that had been mlws CDC of England from 1948 was converted
tea production in 1989, and now Kibena Tea prod@g®80 tons of tea per year on 69
ha. This field is relatively flat compared to otheand the company hopes to automat
tea picking in the future.

Do
5]

Tea Packers

We visited Tanzania Tea Packers in Mufindi and &aie Tea Blenders in Dar es

Salaam. There are seven tea packers in totalhbsé two cover close to 100% of the
domestic market in Tanzania. Unfortunately, howgtres food production environment
facilities, and product execution do not meet tla@dards of the Japanese market.
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2. Remarks of Company Visit

Country: Kenya

Company Code: KE-01 Meeting Date: 17.11.04

Company Name

Eastern Produce Kenya Ltd.

Address

(Nandi Office) P.O.Box 22, Nandi Hills, 30301, Kenya

Meeting Participants

(Nandi Office) Mr. S.D.A. Hutchinson (Operations Director) (Chemomi) Mr.
Edward K. Kosgei (Assistant General Manager, Nandi West
Operations) (Siret) Mr. Simon Divies (General Manager)

Telephone Number

(Nandi Office) +254-53-
643620 (Chemomi)
+254-53-643223 (Siret)
+254-53-643172

Fax Number (Nandi Office) +254-53-643350

(Nandai Otfice)
s.hutchinson@nandi.easternprod

http://www.lintonpark.plc. uce.co.ke (Chemomi)

Website uk E-mail address |chemomi@nandi.easternproduce
- .co.ke (Siret)
s.davies@nandi.easternproduce.
coke
Capital Annual sales
Company Establishment Number of
Date Employees

Type of Business

Black tea cultivation and production

Principal Products

CTC black tea and CTC green tea

Principal Export Countries

Pakistan, Egypt, England and the US

Agent in Japan

None. (Agent Name)

Product Catalog

None (sold at auctions or

Price List determined by negotiations)

None.

Company Description
(Characteristics, Issues,
Guidance)

Is a part of the Linton Park Group with headquarters in England, is carrying out
agricultural projects in Kenya, Malawi, South Africa, and South America, and is
producing 18,000 tons of tea across 7 tea fields in Kenya. Also produces CTC
green tea, and has past record of exporting to Japanese companies.

Import Notes (Payment

Conditions, Minimum Through auctions at Mombasa or upon conferring with the company
Orders, etc.)

Specialists Impres_s!ons Extremely motivated to export to Japan, and is being flexible with its joint
(Management Conditions

of Factories, Motivation of
Managers, Understanding
of Instructions, etc.)

venture projects to which it offered tea fields and facilities. We met with Mr.
Danton I. Vorster, the Regional Marketing Manager, when we visited their
headquarters in Nairobi on the 18th.
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Country: Kenya

Company Code: KE-03 Meeting Date: 16.11.04

Company Name

James Finlay (Kenya) Ltd. Mara Mara Factory

Address

P. O. Box 282, Kericho, 20200 Kenya

Meeting Participants

I. K. Cheruiyot (General Manager)
Mr. John K. Cheruiyot (Sales & Marketing Manager)

+254-52-20155~9,

Telephone Number 31188-98 Fax Number +244-52-32054
Website http://www.ktdateas.com |E-mail address |. .
instantteasales@finlays.co.ke
Capital Annual sales
Company Establishment Number of
1927
Date Employees

Type of Business

Cultivation and production of black tea, and production of instant tea

Principal Products

CTC black tea, CTC green tea, orthodox black tea, orthodox green tea, frozen
tea concentrate

Principal Export Countries

US, EU, Japan, and elsewhere around the world

Agent in Japan

None. (Agent Name)

Product Catalog

None (sold at auctions or

Price List determined by negotiations)

None.

Cultivates tea in Sri Lanka, Uganda, Bangladesh and elsewhere as a part of
the Swire Group, and produces 22,000 tons of black tea per year from 5,500
ha in Kenya. This company has several tea factories, but they are all in the
same area. Consequently, the roads, accommodations for employees,

Company - Description eucalyptus plants for fuel, etc. are all very well maintained inside their territory.

(Characteristics,  Issues, (0] f few t ies in the world that produces spray dried instant black

Guidance) ne of few tea companies in p pray
tea (in Sri Lanka and Kenya), and exported more than 200 tons of raw
materials for catechin fortified beverages to Japan in 2004. Also exporting
freeze-dried tea concentrate. Currently building a spray dry instant green tea
factory scheduled for completion in June 2005.

Import Notes (Payment

Conditions, Minimum Confer with company

Orders, etc.)

Specialists'  Impressions
(Management Conditions
of Factories, Motivation of
Managers, Understanding
of Instructions, etc.)

We think that demand for instant tea will increase. Supply can't keep up with
the pace of demand due to the catechin boom in Japan and sales to the US.
They are not pushign sales currently, but once the new factory goes into
operation they will have surplus production capacity and are anxious to get into
the Japanese market.
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Country: Kenya

Company Code: KE-04 Meeting Date: 18.11.04

Company Name

Kenya Nut Co. Ltd

Address

P. O. Box 52727, Nairobi, Kenya

Meeting Participants

Ms. Esther Waruhiu (Sales Manager)

Telephone Number

+254-20-

448365/448123/448366 +254-20-449613

Fax Number

http://www.mmijp.or.jp/kn

Website c-macadamia/ E-mail address |kenyanut@africaonline.co.ke
Capital Annual sales

Company Establishment Number of

Date Employees

Type of Business

Nuts, coffee cultivation, production, processing and sales of agricultural goods

Principal Products

Various kinds of nuts, coffee, black tea and tea bags

Principal Export Countries

Japan, EU, US, and others

Agent in Japan

None. (Agent Name) Nidaf Japan Ltd.

Product Catalog

Yes. Price List None.

Cultivates and processes macadamia nuts, cultivates and processes coffee,

Company - Description and processes and sells other nut goods. Produces and sells black tea and tea
(Characteristics,  Issues, . ) .

. bags under its own company brand as part of its business, and packages tea
Guidance) - : . .

bags in high-quality laminate-film envelopes.

Import Notes (Payment
Conditions, Minimum Through an agent
Orders, etc.)
(Sl\ﬁggfges:sent lnggﬁgist:gzz Many black tea packages are made in Japan, and the degree of completion for

of Factories, Motivation of
Managers, Understanding
of Instructions, etc.)

products is very high. There is room to explore whether the black tea blend,
package volume, design, and other matters meet the tastes of the Japanese
market.
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Country: Kenya Company Code: KE-05 Meeting Date: 16.11.15

Kenya Tea Development Agency Ltd. (KTDA)

Company Name Kangaita Tea Factory

Address P. O. Box 88, Kerugoya, Kenya

Mr. F. M. Muthamia, Production Manager

Meeting Participants Ms. Grace Kimura, Production Assistant Manager

Telephone Number +254-60-21247 Fax Number +254-60-21662
Website http://www.ktdateas.com |E-mail address m .
gnduta@kangaita.ktdateas.com
Capital Annual sales
Company Establishment Number of
1965
Date Employees
Type of Business Tea cultivation and production
Principal Products CTC black tea, orthodox black tea, and orthodox green tea
Principal Export Countries Pakistan, Egypt, England, and the U.S.
Agent in Japan None. (Agent Name)
Product Catalog None. Price List None .(SO|d at auctpn; or
determined by negotiations)

ThiS Tactory IS the most important one 1o the K1 DA, has newly implemented
tea production machines for the orthodox production of tea (which is rare in
Africa), and exports green tea to the U.S. There are 4,500 agricultural
workers, and the main supply of tea leaves comes from these workers who

Company Outlinelhave an average of 0.5 acres. There are a total of 2,200 acres, and total
(Characteristics,  Issues,|output exceeds roughly 3,000 tons per year. Source of Tea: 88% from
Guidance) agricultural workers, 10% from KTDA's own fields (450 acres), and 2% from

the government of Nyayo Teazoon (Kenya Tea and Conservation
Corporation). The first tea bush was planted in 1958, and the altitude of the
factory is 2,200 m above sea level and is the highest altitude tea production
factorv in Kenva

Import Notes (Payment
Conditions, Minimum
Orders, etc.)

Can purchase their tea at an auction in Mombasa or through volume/price
negotiations with the KTDA

Although it was a non-working day, all of the Nairobi supervisors of KTDA and
factory production and research staff were present. They indicated their deep
interest in technological exchange regarding black and green tea products and
production methods, and appeared very motivated. A green tea factory that a
Japanese tea producer withdrew from in 1972 is located nearby, but that
factory was converted to a CTC black tea factory in 1980. In addition to CTC
and orthodox black tea, they are keen to develop and produce green and
oolong tea, and we have high expectations for them in the future.

Specialists’  Impressions
(Management Conditions
of Factories, Motivation of
Managers, Understanding
of Instructions, etc.)
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Country: Kenya

Company Code: KE-06 Meeting Date: 16.11.04

Company Name

Kenya Tea Packers Ltd. (KETEPA)

Address

P. O. Box 413, 20200, Kericho, Kenya

Meeting Participants

Mr. Lerionka S. Tiampati, Managing Director
Mr. J. Koech (Export Coordinator)

Telephone Number

+254-52-30298 Fax Number +24-52-20536

Website http://www.ktdateas.com |E-mail address |jkoech@ketepa.com
Capital Annual sales

Company Establishment September, 1977 Number of 600
Date Employees

Type of Business

Production of black tea and tea bags

Principal Products

Black tea in boxes or bags, tea bags, and flavored tea

Principal Export Countries

None.

Agent in Japan

None. (Agent Name)

Product Catalog

None (sold at auctions or

Price List determined by negotiations)

Yes.

This is the largest producer of black tea in Kenya, a subsidiary of KTDA, and

Company . Description shareholder of almost all tea related organizations and companies in Kenya.
(Characteristics,  Issues, . i

. Has close to 80% market share of black tea in Kenya. Has implemented
Guidance) . . S

packaging machines from Europe and is aiming to enter the export market.

Import Notes (Payment
Conditions, Minimum Confer with company
Orders, etc.)
Specialists Impres§!ons Mr. Tiampati, president of the company, was selected as president of the
(Management Conditions

of Factories, Motivation of
Managers, Understanding
of Instructions, etc.)

KTDA a few days after our visit. The main area for producing black tea in
Kenya. Located in Kericho. Has the best equipment and most thoroughgoing
management of all the packers in East Africa.
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Country: Kenya

Company Code: KE-11 Meeting Date: 17.11.04

Company Name

Tea Research Foundation of Kenya

Address

P. O. Box 820, Kericho, 20200 Kenya

Meeting Participants

Dr. Francis N. Wachira (Principal Scientist, Head Botanist, Geneticist)
Dr. John K. Wanyoko (Chemist)

Telephone Number +254-361-20598/9 Fax Number +254-361-20575
Website E-mail address fwachira@yahoo.com
Capital Annual sales
Company Establishment Number of
1980
Date Employees
Type of Business Independent public entity
Principal Products Testing, research and development
Principal Export Countries
Agent in Japan None. (Agent Name)
Product Catalog None. Price List

Company Description
(Characteristics,  Issues,
Guidance)

Split from the East Africa Tea Research Institute in 1980 and became an
independent public entity. Uses 70% of its budget for activities at Lavy
through the Tea Board of Kenya, and uses the remaining 30% of its budget for
offering professional services to other companies and managing sales of tea
that it produces on 200 ha of its own tea fields. In addition to researching crop
volume and teas that are resistant to pests, has purportedly discovered high-
catechin, extremely low caffeine teas.

Import Notes (Payment
Conditions, Minimum
Orders, etc.)

Specialists'  Impressions
(Management Conditions
of Factories, Motivation of
Managers, Understanding
of Instructions, etc.)

Has a stock of high-catechin tea and caffeine-free tea at its research institute,
which has become the subject of attention throughout the world and which
holds much promise for the future. We asked for a small sample to present at
the FOODEX, which they agreed to.
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Country: Kenya

Company Code: KE-12 Meeting Date: 17.11.04

Company Name

Unilever Tea Kenya Ltd.

Address

P. O. Box 20, Kericho 20200, Kenya

Meeting Participants

Dr. Norman Kelly
(Operations & Development Director)

Telephone Number

+254-52-32173 Fax Number +254-52-30347

Website http://www.unilever.com/ |E-mail address |Norman.Kelly@unilever.com
Capital Annual sales

Company Establishment 1965 Number of 6000

Date Employees

Type of Business

Black tea cultivation and production

Principal Products

CTC black tea and CTC green tea

Principal Export Countries

Us, EU, Japan, and elsewhere around the world

Agent in Japan

None. (Agent Name)

Product Catalog

None (sold at auctions or

Price List determined by negotiations)

None.

The first planting took place in 1926, and Unilever bought Brook Bond in 1984
and continues to be the owner. Produces 10% of the overall tea output in
Kenya and 36,000 tons of black tea per year. This company has a total of 11

Company Description|tea fields spread out in the vicinity of Kericho and the region of Limuru on the
(Characteristics,  Issues,|outskirts of Nairobi. Roughly 70% of output is sold to Unilever group
Guidance) companies such as to Lipton, and 30% is sold to non-group companies to
secure proper production prices. The company has also begun producing
green tea, has decided to implement tea machinery from Japan, and
apparently has begun cultivating yabukita green tea.
Import Notes (Payment
Conditions, Minimum Through auctions at Mombasa or upon conferring with the company
Orders, etc.)
o . Of the tea factories that we toured, this one had the most stringent quality
Specialists'  Impressions . . o _
. assurance measures in place for managing sanitation and preventing
(Management Conditions

of Factories, Motivation of
Managers, Understanding
of Instructions, etc.)

contaminants from mixing in with the tea. When a visitor enters the factory,
special staff give an explanation on precautions, and we were told to remove
all articles, such as watches and pens, that may fall into the tea vats, which
were kept in a white cloth bag.
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Country: Tanzania Company Code: TZ-01 Meeting Date: 25.11.04

Company Name Kibena Tea Limited

P.O. Box 1344, Dar-es-Salaam, Tanzania

Address P.O. Box 19 Njombe, Tanzania

Mr. G.C. Theobald (Managing Director)

Meeting Participants Mr. Miraj Gembe (Operations Manager)

Telephone Number +255-26-2782201/2  |Fax Number +255-26-2782461

Website E-mail address mqempe@wyavafnca.com
bimb@intafrica.com

Capital Annual sales US$ 1,650,000

Company Establishment 1990's Number of

Date Employees

Type of Business Tea cultivation and production

Principal Products CTC black tea

Principal Export Countries Worldwide

Agent in Japan None. (Agent Name)

Product Catalog None. Price List None.

Company Description|Underwent a transition from wattle cultivation in the tannin cultivation project

(Characteristics,  Issues,Junder CDC (English government organization) to tea cultivation in 1989.

Guidance) Produces 2,600 tons of tea per year on 690 ha.

Import Notes (Payment
Conditions, Minimum Confer with company.
Orders, etc.)

Specialists'  Impressions
(Management Conditions|New tea field and tea factory began cultivating tea more than 10 years ago.

of Factories, Motivation of| The tea is cultivated on flat land, and they hope to implement machines for tea
Managers, Understanding|picking in the future.

of Instructions, etc.)
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Country: Tanzania

Company Code: TZ-02 Meeting Date: 24.11.04

Company Name

Mufindi Tea Company Ltd.

Address

P.0O. Box 70192 Dar-es-Salaam, Tanzania (Itona) P.O. Box 1, Mufindi,
Tanzania (Luponde) P. O. Box 4, Njombe, Tanzania

Meeting Participants

(Itona Tea Estate) Mr. Chris Flowers (Operations Manager) (Luponde Tea
Estate) Mr. Athanas K. Mwasamwene (Operations Manager)

F255-22-
+255-22-2123596 (Itona) +255-
Telephone Number 213550/5;521_527; (tona) Fax Number 26-277-2279 (Luponde) +255-

27722232 (1l unonde) 26-2782840

Website E-mail address muftea@intafrica.com
Capital Annual sales
Company Establishment Number of
3500
Date Employees

Type of Business

Black tea cultivation and
production

Principal Products

CTC black tea, orthodox black tea, green tea, organic tea cultivation, and
chamomile and peppermint tea

Principal Export Countries

UK, Australia, Canada, US, Europe

Agent in Japan

None. (Agent Name)

Product Catalog

None. Price List None.

Cultivates 1,530 ha of tea at Itona (Mufindi) and Luponde (Njombe), and
produces 4,700 tons of tea per year. There are 3,500 employees. Actively
participating in Out Growers cultivation in addition to its own agricultural fields,

Company - Description and this yields 900 tons of black tea from neighboring farmers. Registered with
(Characteristics,  Issues, . . : S
. the FLO and uses its proceeds to build hospitals, schools, and drinking-water

Guidance) - : : ) e
facilities for local residents. Produces organically cultivated tea (certifying
organizations: ECOCERT, NOP), and chamomile and peppermint tea on 600
ha at Luponde. Also produces orthodox black and green tea.

Import Notes (Payment

Conditions, Minimum Confer with company.

Orders, etc.)

Specialists'  Impressions

(Management Conditions|We visited the Itonak and Luponde factories. The Luponde factory produces

of Factories, Motivation of
Managers, Understanding
of Instructions, etc.)

organic tea (rare for Africa) and other tea by the orthodox method. Their
products have promise for entering the Japanese market in the future.
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Country: Tanzania

Company Code: TZ-03 Meeting Date: 23.11.04

Company Name

Tanzania Tea Blenders (2002) Ltd.

Address

P.O. Box 747 Dar es Salaam, Tanzania

Meeting Participants

Mr. Bhaudin Jainuddin (Sales & Marketing Manager)

+255-22-

Telephone Number 2112430/2131145 Fax Number +255-22-2115437

Website wwaw.tanzaniateablenders| i address  |teablend@intafrica.com
2002.com

Capital Tshs 499,000,000 Annual sales Tshs 2,557,438,970

Company Establishment 2002 Number of 123

Date Employees

Type of Business

Black tea and coffee packer

Principal Products

Black tea in small boxes or bags, tea bags, coffee and instant coffee

Principal Export Countries

Domestically and to Germany, Zambia, and the Comoros Islands

Agent in Japan

None. (Agent Name)

Product Catalog

None. Price List None.

Was a public company bought by an Iranian Tanzanian in 2002, and currently

(Cgfg f;cnt)éristics DESfI:;ISple;)Sn operates as a private company. Has 18% to 20% of the domestic market after
. ' ' TAPETA While Dar es Salaam is in the tropics, no measures have been taken
Guidance) . .
to control dust or pests in the food factory, and rat problems may exist.
Import Notes (Payment
Conditions, Minimum Confer with company
Orders, etc.)
Specialists'’  Impressions
(Management Conditions|The owner who runs the business does not appear motivated, the tropical

of Factories, Motivation of
Managers, Understanding
of Instructions, etc.)

environment of Dar es Salaam has an impact on the tea production, and the
sanitation management of factories is inferior to those of Kenya.
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Country: Tanzania

Company Code: TZ-04 Meeting Date: 23.11.04

Company Name

Tanzania Tea Packers Limited (TATEPA)

Address

P.O. Box 1344 Dar es Salaam, Tanzania

Meeting Participants

Mr. Gerald Magashi (Finance & Operation Manager)

Telephone Number

+255-26-277-2233 Fax Number +255-26-277-2279

Website

chaiboramafingal@iwayafrica.co
m

E-mail address

Capital

Tshs 340,650,000 Annual sales

Company Establishment
Date

Number of

1994 Employees

Type of Business

Black tea and coffee packer

Principal Products

Black tea in small boxes or bags and tea bags

Principal Export Countries

Domestic only

Agent in Japan

None. (Agent Name)

Product Catalog

None. Price List None.

Established as a black tea packer in Tanzania, and one of the first listed

Company Description|companies in Tanzania. Has 70% of the market in Tanzania although there
(Characteristics,  Issues,|are a total of 7 black tea packers. They have tea factories in Dar es Salaam
Guidance) and Mafinga, of which we visited the latter. Produces a range of tea products
from high-quality goods to inexpensive brands.
Import Notes (Payment
Conditions, Minimum Confer with company.
Orders, etc.)
Tea powder products are the mainstream domestic products in Tanzania. The
Specialists'  Impressions|factory was full of minute tea particles floating in the air, requiring the
(Management Conditions|employees to wear a mask. There was even tea dust on the lens of our

of Factories, Motivation of
Managers, Understanding
of Instructions, etc.)

camera preventing us from taking good pictures. Issues that need to be
discussed regarding selling their product on the Japanese market include the
choice of grade of black tea, and improving dust control at the factory and
packaging materials.
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Country: Tanzania

Company Code: TZ-05 Meeting Date: 24.11.04

Company Name

Unilever Tea Tanzania Limited

Address

P.O. Box 4955, Dar-es-Salaam, Tanzania P. O. Box 40, Mufindi, Iringa,
Tanzania

Meeting Participants

Mr. Eric de Foresta (Managing Director)

Telephone Number

+255-26-2765008 Fax Number +255-26-2765006

Website http://www.unilever.com/ |E-mail address |De-foresta@unilever.com
Capital US$ 6,000,000 Annual sales US$ 1,650,000
Company Establishment Number of
6000
Date Employees
Type of Business Tea cultivation and production
Principal Products CTC black tea
Principal Export Countries Worldwide
Agent in Japan None. (Agent Name)
Product Catalog None. Price List None.

Company - Description Produces 11,000 tons of CTC black tea, which is 40% of the total output for
(Characteristics,  Issues, . .
) Tanzania. Hopes to sell to non-group companies.
Guidance)
Import Notes (Payment
Conditions, Minimum Confer with company.
Orders, etc.)
Specialists'  Impressions
(Management Conditions| The president of the company is from Unilever in Kenya. Production and

of Factories, Motivation of
Managers, Understanding
of Instructions, etc.)

quality management practices are on a par with the tea fields and factories in
Kenya.
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3.

1.
(1

Seminar in Nairobi by Expert

The Tea Market in Japan

The Size of the Market
In terms of market capacity, the Japanese people consume about 1 kg of tea per
person per year. The amount of green tea produced domestically is 90,000 tons,
1mports of black tea amount to 16,000 tons, and imports of green oolong tea
amount to between 30,000-40,000 tons, for a total of 140,000 or 150,000 tons.
Green tea and tealeaves are consumed mostly by middle-aged people, while
consumers of black tea are relatively younger. In former times, people used to
say that tap water and safety don’t cost anything, however in recent years,
people have come to prefer better-tasting water and beverages. Mineral water is
now widely available, and people drink beverages from plastic bottles instead of
tap water.
Black tea is imported to Japan from countries such as Sri Lanka, India, Kenya,
and Indonesia, however the non-producing countries such as United Kingdom,
France, Germany, and the United States are also competitors. From these
non-producing countries, Japan imports brand-name varieties of tea, blended or
flavored.
Japan imports green tea and oolong tea from China, Taiwan, Brazil, Vietnam,
Sri Lanka, India, and Indonesia, however not from any of the African countries.
Imports of black tea into Japan were liberalized in the 1970s. Until then, it was
treated as a luxury drink for the upper classes. For that reason, Japanese
people do not know much about black tea. Many of them think that black tea
has to be red when brewed. Their knowledge of proper brewing methods is also
poor.
In Japan, the commonest way to consume black tea is drinking straight. About
40% of Japanese people drink black tea with milk, however fewer than 10%
drink it with sugar. One reason is that they are not accustomed to drinking
green tea with sugar. In addition, they get energy from other foods, and many
consumers are diet conscious.
Many Japanese consumers are fond of flavored teas.
There has been a sudden increase in the amount of instant tea imported,
especially from Kenya. I believe that the market for instant tea will continue to

expand.
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(20  Awareness of African Tea
Africa produces 13% of the world’s tea, and Kenya is one of the “big four”
producers, along with India, China, and Sri Lanka. It ranks first in the amount
of tea exported and Tanzania is the third largest producer in Africa, after
Kenya and Malawi. Yet many Japanese people don’t even know that Kenya
produces tea.
Kenyan tea is already an integral part of the blended products of the major
manufacturers, and the country of origin is displayed on the packaging,

however most consumers don’t notice.

(3)  The Level of Safety that Consumers Desire
Consumers have become sensitive to issues such as mad cow disease,
unauthorized food additives, chemical residues on vegetables, and moral
problems in Japanese companies, so companies emphasize “traceability” of
ingredients. About 42,600 tons of tea were imported from China during the
Chinese tea boom of 2001, however partly due to concerns about chemical
residues, that number fell to less than 30,000 tons by 2003. Consumers are now

wary of food products produced in China.

(4)  Competition with Other Beverages
Beverages that compete with black tea include coffee, green tea, Chinese tea,

and so-called “healthy” herbal teas and blended teas.

(5) The Market for Raw Catechin

The catechin in tea is known to have an anti-oxidant activity, but nowadays in
Japan it 1s popular for dietary supplement. One or two years ago, a manufacturer
started a drink with highly concentrated catechin as a diet suppliment and
succeeded. Now all sorts of beverage manufacturers are selling concentrated
catechin drinks. This year it’s fair to say that there is a “catechin war” in the

market.
(6)  Trends in Japan

Japanese consumers are extremely sensitive to food safety and quality, and their

awareness of organic products has grown, however they still are less tolerant of
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price differences for organic products than consumers in the European Union and
other Western countries. However, this will probably change. We believe that
African tea should be marketed on the basis of its being cultivated without

agricultural chemicals.

@) Changes in the JAS Law

The Ministry of Health, Labour and Welfare, and other authorities strictly enforce
requirements to display the place of origin, the ingredients, the amount, and the
expiry date on the labels of food products, and consumer groups also provide

stringent oversight.

(® What kind of retail packages is tea sold in? (With displays of samples and

documentation)

2. How to Export Black Tea to Japan

(1 Improving the Packaging of Kenyan and Tanzanian Tea
Design and quality are both extremely important in packaging of the final
product.
Japan has four seasons and is extremely humid in the spring and summer. You
should be aware that the moisture content of tea changes throughout the year.
It is necessary to be aware that damaged packaging reduces the price of the
product to one-half its original value or less.
If they find foreign matter in their tea, consumers will not buy that kind again,
and this contamination will lead to major market claims, so you need to pay
careful attention to this matter.
The paper and inner bag must be of high quality, and the package must be
completely sealed. If tea leaves are leaking out of the bag, the product loses its
commercial value.
Bulk packaging is not a problem with tea bags for commercial use, however on
the consumer market, individually wrapped tea bags are considered more

high-quality. Bulk-packaged tea bags are treated as low-cost items.
(2 Challenges for Exporting East African Tea, from the Viewpoint of Tea

Expert.

Our company has become known as the company most closely associated with
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African tea, and we think educating Japanese consumers about African tea will
take some time. However, given concerns about chemical residues on Chinese
tea and global climate change, African tea will definitely claim its place in the
Japanese market in the near future. Therefore it is necessary to improve
quality and continue marketing efforts at every opportunity.

Even when we compare the amounts of black tea and the amounts of green and
oolong tea imported, there is no reason not to market African green tea in
Japan. Japan imports green tea from Southeast Asia, however none at all from
Africa. India and Sri Lanka have begun to produce green tea. African producers
ought to market green tea and oolong tea in Japan, in addition to black tea.
Marketing efforts should emphasize the safety of African tea and the fact that
it is grown without agricultural chemicals.

Marketers should try to appeal to Japanese consumers on the basis of some
kind of story about black tea. In this market, consumers are likely to develop a
favorable attitude toward Kenyan black tea if they can connect it to a story. For
example, you might say, “This is the tea grown at highest altitude in the world,”
or “This is the tea that Kenyan marathon runners drink before running.”
Studies have shown that Kenyan tea contains more catechin than tea from
India, Sri Lanka, or Japan. This is a distinguishing characteristic of Kenyan

tea, and these analyses ought to be continued.

3 The Specifications that Experts Look at When Buying Tea
The quality of the tea leaves. In the case of blended tea, we look for a mild,
fruity flavor that tastes good without milk or sugar.
In the case of black tea from tea plantations, descriptions on the characteristics
and spirit of the plantation will make the product easier to sell, even if that has

no direct relation to its quality of the tea.

(4) FOODEX as an Opportunity for Business Negotiations and Releasing
Information

FOODEX, the International Food and Beverage Exhibition, will be held from
March 8 to March 11, 2005, is one of the largest exhibitions in the world. The
four-day event will attract more than 100,000 participants from the food and
beverage industries. Unlike most exhibitions, this one is limited to persons in the
food and beverage industries, and it is where most of the business deals are made

for the year. This is your best opportunity for finding new clients. Fortunately, the
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Japanese government, operating through JETRO, is preparing to support the
participation of African countries in FOODEX, so we fervently hope that you will

take advantage of this opportunity.
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Sample Exhibition
(FOODEX, African Sample

Showcase)
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1.

Exhibition Summary

(1) FOODEX Japan 2005, African Sample Showcase Summary

This African Sample Showcase took advantage ofAfiean Corner at FOODEX Japan 2005
to display samples collected by experts in fouiaegl programs organized by JETRO in Africa
(organic food products from Egypt, processed fofvdsn Southern Africa, black tea from East
Africa, and spices from East Africa).

FOODEX is the largest food exhibition in Japaneadied in 2004 by 105,487 people. This year,
promising products from Africa were promoted, amxperts gave food importers detailed
explanations about the samples and the compantgadbthem. In addition, the attendees were
surveyed in order to provide feedback to the corngsaexhibiting this year.

Location: Makuhari Messe (Japan Convention Cef@®@PDEX Japan 2005, JETRO booths
Date: Tuesday 8 March 2005 to Friday 11 Marctdys)

Time: 10:00 to 17:00 (16:30 on final day)

Booth size: 6m x 9m (including meeting area andhen)

(2) Products exhibited

748 products from 68 companies involved in the fmagrams
Processed foods from Southern Africa
480 items from 22 companies (Main products: fljegles, sauces, spices, dried fruit, and wine)
East African black tea
98 items from 16 companies (Main products: CTC i@z, CTC green tea, instant black tea,
orthodox black tea, orthodox green tea, and tea)bag
East African spices
71 items from 21 companies (Main products: vanillayes, ginger, pepper, turmeric, oleo resin,
cardamom, and pulses)
Egyptian organic foods

99 items from 9 companies (Main products: herbigesp pulses, dried vegetables and fruit, olive
oil, jam, honey, and nutritious sesame products)

(3) Special Events: seminars

1.
2.
3.

Date and times: Tuesday 8 March, 13:00 to 1480 to 16:00

Location: Makuhari Messe (at FOODEX )

Topics

Introduction to Egyptian Organic Foods (13:00 400D)

Speaker: Ms. Julia Yamaguchi (expert in Egyptiegaaic foods)

East African Tea and Spices (15:00 to 16:00)

Speakers: Mr. Masato Kikutani (expert in East édri black tea)
Mr. Naoki Katsuragawa (expert in East édin spices)

(4) Promotional activities (in addition to the trade show and seminar pamphlets)

Published event information on JETRO web page @& ary).

Placed advertisements in magazines for agricuinckfisheries research society
members—ood and Agriculturg28 February issue) atdhigai no Shokuhin Sangyo.

Direct mail: sent to embassies and industry insidapproximately 200 companies), agriculture
and fisheries research society members (approxXiyra®® companies).

Article introducing sample exhibition published Kikkan Keizai news agency.

On-the-spot report! The Kenyan Black Tea Indydirpadcast on the 26 February airing of
JETRO satellite TV prograd@ETRO Global Eye.

Article entitled “Kenyan Black Tea—towards Greatatd&d Value” published irood and
Agriculture (28 February edition) antisusho Kohd9 March edition).
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(5) Results
Attendees and weatheKas published by the organizers)

“March 9, sunny, 20,616 attendees; March 10, su2%y226 attendees; March 11, cloudy, 24,627
attendees; March 12, rain, 21,973 attendees. Te2a42 attendees

People who visited the booth (and tasted the samg)eabout 6,000
People who received information (catalogs): about 2,000
Business inquiries (people left business cards): 1,028
Southern African processed foods, 463; East African spices, 182AtEaan black tea, 266;
Egyptian organic foods, 117
Discussions that showed promis&0
Southern African processed foods, 36; East African spices, 20; EasanAblack tea, 9;
Egyptian organic foods, 25
Seminar attendees: First (Introduction to Egyptian Organic Foods): &bple
Second(East African Tea and Spices): 52 people
Satisfaction with the seminars:
First seminar: 2 or above on a scale of 1 to 4%4,0@sponse rate 65% (13/20)
Second seminar: 2 or above on a scale of 1 to%: (A%/21), response rate 40% (21/51)

(6) Visits by VIPs from countries participating in the sample exhibition (as far as

could be ascertained)
South Africa Mr. Shinjiyamamoto, marketing officer for South Africa

Zimbabwe Stuart H. Comberbach, Zimbabwean ambassado

Uganda James B. Baba, Ugandan ambassador

Ethiopia Teshome Fiseha, councilor, Ethiopian espas
Getachew Haile, second secretary, Ethiopian ergbass

Kenya Dennis N.O. Awori, Kenyan ambassador

Nairimas S. Ole Sein, first secretary (for goveemtraffairs), Kenyan embassy

David C. Gachoki, marketing and promotion manaenya Tea Bureau
Egypt Hisham Badr, Egyptian ambassador to Japan

Mr. Mostafa, Minister plenipotentiary

Mr. Raheem, Third secretary for commercial affairs

(7) Impressions

Ability to draw customers

Visitors to the exhibition praised it for the righriety of products on offer, the clarity of thespliays,
and the abundance of samples for tasting. The iscafcbuyers was a problem, however. The
booth should be moved forward to improve its drgvpower. Some people who attended the
show had seen the program on Kenyan black teathenaldvertising efforts also paid off.

Prepared materials

The directory of African foods and beverag@fica’s Kitchen was extremely popular. The company
information created from the documents submittedth®y experts was also an aid in specific
business discussions. However, the companies thaided samples offered little information on
price, transaction conditions, and other details,this is the information that Japanese companies
expect to receive.
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2. Report by JETRO Tea Expert (Mr.Kikutani)

1. Schedule of Activities

7 March: Product exhibition
8 March: Seminar
8 to 11 March: Tasting for attendees, presentations and response to inquiries, and

guestionnaire surveys

2. Seminar Outline and Questions and Answers

A PowerPoint slideshow with 32 slides describing the Kenyan amdah#an tea
industries was displaygsisoffice2]

Presentations to the attendees also took into account the facbrir@atsere new to
tea.

(1) Varieties of tea, basic information on the sas manufacturing processes for green tea, ookmg t
and black tea.

(2) Tea production levels, import levels, and Kengad Tanzanian production centers.

(3) An introductory tour of the East African teadurstry, including its characteristics, plantations,
manufacturing processes, and factories.

(4) Introduction to the packaged products.

(5) Introduction to new products and projects.

In the course of the presentation, it was noted that despiteplardection and export
levels, East African tea has low name recognition in the Japanasket, yet the
presentation emphasized that Kenyan and Tanzanian tea is farthedtwhe use of
agro-chemicals, that it is picked by hand, that the tea industreesnanaged by
international companies, and that the tea is produced in a hygiemiciction
environment.

Although the presentation lasted much longer than the originally pla2bed
minutes, the numerous pictures seemed to help new people to undébtead.
The presentation also seemed to be effective for tea industlgissivho have rarely
seen the African tea industry first hand.

There was no question-and-answer session at the seminar; however, many of the
participants received samples and were able to taste them at the display booths.

3. Effectiveness of the Displayed Products

As it is widely believed that Kenya and Tanzania produce CTEklia only, other
teas were specially ordered for display and tasting at FOQDH#ongside the
displays of packaged products and CTC black tea. As a result,estewtho thought
that East Africa produces only CTC black tea were surprisedirgrigued to see
these other teas.

The teas that received particularly strong responses are listed below:

(1) Silver Tip tea

This is a tea made solely from the bud of the plant. Teasasugthite Silver Tip (or
Silver Needle) tea from China and Silver Tip black tea from ladé Sri Lanka are
sold at high prices. Even when brewed for some time, however, dasédve little
flavor, and the East African Silver Tip tea on display wasupiesor quality. Tea
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dealers from India and Sri Lanka rated it highly and dealers ok Iidea and Chinese
tea also expressed a desire to buy it. Furthermore, the véhdadenstructors from
the Tea Association are now acknowledging the East Afrieanndustry is a clear
sign of progress.

(2) Orthodox tea
Few people know that orthodox tea is produced in Africa.

Orthodox tea from two Kenyan plantations and one Tanzanian plantation was
exhibited at FOODEX. Inquiries were mainly received from retailers.

(3) CTC green tea

Though green tea produced using the CTC production process is known @nly to
small group of people within the industry, there was a strong resgom® both
general attendees and from tea industry representatives.

(4) Instant tea

There was interest from representatives of various indussigsh as beverage
manufacturers and flavoring companies.

(5) CTC black tea

Even with CTC black tea, not all of the various grades availadole been exhibited
very much in the past, and as a result, there was more integgates other than the
more common BP and PF.

(6) Orthodox green tea and semi-fermented tea

Semi-fermented tea was specially commissioned for the eximlais a sample of a
Chinese-type tea, and it got a lot of attention as the fiestngtea to be made in
Kenyamsoffice3]. Unlike Japanese green tea, orthodox green tea has a yellow
coloration when brewed. This is due to the incomplete parching ohtihdeaves. It

was presented as a variety of Chinese tea.

4. Tradeshow Review Based on Questionnaire Results

(1) Visitor Demographics

Trading | Manuf-acturing| Wholesale| Retail | Hotels | Restau-rants Experts| Publi-shing| Foreign Un
houses | industry media comp-anies|
Food-related 2 4 3 4 4 2
(non-tea
industry)
Others 2 3 !
Tea industry 2 8 8 26 12 4 ]
(including
coffee)
Hotels and 2 4
restaurants
Totals 6 12 11 30| 2 4 16 3 6

(2) Contracts
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No contracts were concluded.
(3) Initial talks

Company A: major beverage manufacturer

This company is starting to consider wholesaling African blaclaseaell as Indian
and Sri Lankan tea.

They are contacting Mombassa tea dealers for samples and price quotations.

Company B: major black tea company
Companies in the group may be considering CTC green tea.

Company C: major tea company
This company was introduced to suppliers of instant tea.

Company D: major import company
They are purchasing around 5 tons annually in Japan. They are considen@aging
this level in the future.

Company E: major brewer

They expressed interest in instant tea. They have alreahfisiséd contacts through
overseas office.

Company F: leading catalog mail-order company

They are considering inclusion of Kenyan and Tanzanian black tes mmait order
catalogs.

Company G: major tea wholesaling company
They are considering introducing African tea to its customers.

Various retailers of black tea and Chinese tea
Placing advance orders for Silver Tip tea and upbeat about future business.

(4) VIP visit
On 8 March, Mr. Dennis N.O. Awori, Kenyan ambassador extraordiaacy
plenipotentiary to Japan, visited the exhibition.

5. Advice to African Companies That Provided Sample s

(1) Tea manufacturers

At this event, attention was focused on CTC black tea as the praghuct on view.
However, at present there seems to be more of a requirementJapidueese market
for green tea, instant tea, and orthodox black tea than for CTC lelackiowever,
despite the fact that the name recognition of African teaxiseemaely low, we
effectively informed the attendees about the current stateenyahh and Tanzanian
black tea, the safety of the tea, and its potential, and we radbat the 2003 ratio
of Kenyan tea imports (8%) to Sri Lankan tea imports (52%)gséldually change in
the future.

Packaging for export
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Tea distribution in Japan uses 20 to 25 kg cardboard cartons, and the 60 to 70 kg
sacks used in Kenya and Tanzania are not generally suitalkiesgmite exceptions).
This must be changed in order for tea manufacturers to sell directly ta@rgoor

The appeal of the tea plantations

In order to sell the tea produced by tea manufacturers or individctaries, it is
necessary to use the unique traits of the plantations as gosalesUnfortunately,
there is a tendency to associate Kenya and Tanzania with uniform CTC black tea

Blended tea

It is far more common for tea to be sold through tea expdtiarsfor companies to
deal directly with a tea plantation. This is equally true fareeported from India and
Sri Lanka. This is because with seasonal teas such asldayjdt is customary to
deal with many different plantations, and also because it isseary to blend tea
from a number of different plantations in order to meet the requmsne major
customers for a year-round supply of blended tea of consistently high qualy. (ST

In both Kenya and Tanzania there are many tea-manufactbhegreninage a
number of plantations, and these companies could market their own blendszgdow
marketing blended teas through exporters in Mombassa is believed taoige
effective.

Development of new products

Teas such as CTC green tea, orthodox green tea, semi-fernemmteahd Silver Tip

tea were exhibited and tasted at FOODEX, and a few of tleasewere highly

praised. The markets for green tea and semi-fermented ¢eaoarconfined to

Japan—demand is also increasing in the West. It is possible tteah groducts may

even gain acceptance in China, where there is a long history udd¢edhere appears
to be good potential for the development of such products in the future.

(2) Packers (Packaged products):

With many Western and Japanese products on display at FOODEXamfiroducts
unfortunately lacked polish in terms of design and packaging qualityscanere not
well received.

Another reason for the poor reception was that most of the Afrearon
display was CTC black tea that either did not come individuallkazged or had no
tags attached, and the style of the teabags did not meet theoheedsent Japanese
tastes.

Companies wishing to enter the Japanese market will have to anadgiat of
improving the design and material quality of their packaging, intiaddio worrying
about tea quality. They could also consider exporting new tea products of the type that
tea manufacturers are now working on, such as Silver Tip tean gese and
semi-fermented tea.

Specific methods for improving the quality of the packaged productsre
follows:

Paper quality
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Damaged packaging significantly reduces the value of the gro@onsidering the
nature of importation, with long transit times and frequent loadirty tarioading,
packaging that is capable of withstanding the distribution procest be used.
Thicker and higher-quality paper for packaging and stronger cardtmees for
transportation must be adopted.

Tea bags

Tea bags that leak tea leaves are worthless. In Japan teafgagsade out of
polyethylene, aluminum-evaporated polyester (ML-PET) or a famimhated with a
substance such as nylon for extra strength. Care is taken te émsuthe material is
of adequate thickness. Tea bags must form a proper heat seal as well.

In Japan the use of vinyl chloride film is avoided as much as pagsaiblg
emits a poisonous gas when incinerated.

External wrapping film

An external film for wrapping the product is also required. Thigezeto preserve the
package, preserve the integrity of the product, and prevent foreiger fnath getting

into the product during distribution. A material of high quality mustdlecséed, and
the film must form a perfect seal.

Teabag style

Although there are exceptions, Kenyan and Tanzanian teabags do niyt e in
individual wrappings and do not have a tag or a string attachddphn all tea bags
have a string and tag and are normally wrapped individually, exweptabags that
are sold to food businesses or sold at a discount. Higher-qualitatga come
individually wrapped in aluminum laminate film, and standard tea bags
individually wrapped in paper.

Package Volume

In Japan black tea is sold in packs of 25 teabags or in 50 to 10Qogckets of tea
leaves. At stores such as supermarkets, discount tea is soldks gfas0O to 100
teabags or in 100 to 200 gram packets of tea leaves. As Kenyanrarahiba tea has
little name recognition in Japan, smaller packs would be advigairetail sales. For
discount sales and sale to food businesses, packs of 100 teabags andgbdekets
leaves of around 500 grams would be preferable.

6. Advice to JETRO on the Next Sample Exhibition

(1) Showcase displays

Packaged products are comparatively colorful and can be displayefd simlving.
With sample canisters of black tea in bulk, however, the tea |lemessto be made
visible through proper lighting and height of the display.

(2) Black tea in bulk
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Teas such as orthodox tea, green tea, semi-fermented tealvendigitea drew a
stronger response than the main product being displayed, CTC bladihésa. teas
should be used again when presenting African tea at the next sample exhibition.

(3) Letters of recommendation for agro-chemical-fre e growing and
hand-picking

Letters from the Kenyan ambassador and the Kenyan Teal Poaved extremely
useful.

These letters were written for the FOODEX exhibition justdhéd would
reassure potential customers of the makers’ commitment to ifthemilar letters
(based on those already received, but with the contents modified) m®wldtained
from Kenya, Tanzania, and other African countries.

(4) Mombassa

There were specific inquiries made regarding samples and @ite the FOODEX
exhibition. As stable product quality year round is a standard reggnrte tea from
six or seven plantations must be blended, and it was finally det¢adexbntact
exporters in Mombassa. Although it is possible to negotiate Wjirasth the tea
manufacturers, blend tea requires the use of dealers in Mombassa.

Mombassa, however, is a hub of tea auctions for East and Centiad-Afidt
just Kenya. We believe that active participation by expsrierfuture exhibitions
such as FOODEX will likely lead to increased imports.

Tea exported from Africa is packed in 60 to 70 kg bags. However, 20 to 25 kg
cardboard boxes are standard for the sale and distribution of black tea in Japan.

Mombassa exporters that blend tea from a number of plantations parck it
cardboard boxes, and it is highly likely that tea manufactuvihslso resist packing
in tea bags when importers purchase directly from tivesffice4]

(5) Promotional activities:

Tea instructors

In their capacity as tea experts, tea instructors from thandse Tea Association
have been holding classes and seminars in order to promote tegubily, they
have little knowledge of African tea. We believe that it wowduseful to carry out
promotional activities aimed at these tea instructors in cobdiborwith the Japanese
Tea Association.

Instant tea

Publishing the content of the seminar on the Internet would be anieffewtans of
disseminating this information to companies and individuals alikéegswould then
be able to refer to it at any time.
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3. Questionnaire-based Market Survey Report 3

1. Outline

Theme
Market survey conducted at FOODEX Africa Exhibition

Objectives

The Japan External Trade Organization (JETRO) conducted faanaégrograms
in Africa involving organic food products from Egypt, processed foodn Bouthern
Africa, black tea from East Africa, and spices from EasicAf during which JETRO
project experts collected samples of products. JETRO then setn upfrigan
corner—the African Showcase—at Japan’s largest food exhibit©@@QIEX Japan
2005. At this venue, JETRO staged an exhibition of African food producthiel
promising products were introduced to a wider audience and project xjex
detailed explanations to food importers about the samples and the cesngaati
produced them.

This survey was conducted to support the exhibition. Products weredfter
visitors for tasting and the visitors (tasters) were sumkeytbe objective being to
collect information and provide it to the African companies that hadliged the
product samples and to Japanese companies with an interest in these sectors.

Method

Samples of products in three of the four categories (black teasspind processed
foods) were offered for tasting to visitors, who were then gavdy questionnaire.
The results were then compiled.

Survey period
28 February 2005 to 31 March 2005

3 The market survey was consigned to TORAY RESEARCH CENTER, Inc. (TRC). This section
is reprint of the survey report for the sections concerning tea from East Africa.
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2. Basic Design

The aims of the survey were firstly to obtain as much concrétéemation as
possible on people’s overall impressions and assessments of Afoicdnahd on
individual products, and secondly to obtain reference information from both aide
the fence. We surveyed professionals in these product catedanesq and sellers)
on strategies for developing retail outlets, and we surveyed oydinsitors on
matters such as image strategies for products. As a respérate sets of questions
were designed for buyers and non-buyers. A buyer for a given produdd be
asked to assess the exhibited product in detail and to comparé theiproduct in
which he was dealing in terms of quality, price, and the productiorrcased, in
order to ascertain the existence of competing products, specralctehastics, and
which factors Japanese companies value most. Non-buyers were faskibeir
overall impressions of African food products their chance ofesscm the Japanese
market, and a general comparison with products already avaifaipan. Through
this process, we hoped to get an overall picture of the image of African food.

Essentially this questionnaire was not designed to be filledytite respondents
themselves, but rather by surveyors who would interview the respontientsver,
the flowchart-like design of the questionnaire was intended to nhakenterviewer
proceed from one question to the next, with alternative questions fersband
non-buyers. There were also sections that asked respondents tenwihigsr own
answers.
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3. Analysis of Survey Results

Exhibition Summary
Number of visitors to FOODEX

Tables A and B show the scale of the exhibition and the number tdrsjsas
published by the organizers, the JMA (Japan Management Assocfatidtijough
the size of the exhibition and the number of visitors were botilentompared to
the previous exhibition, over 20,000 people attended the exhibition everynddlyea
total attendance over all four days was approximately 92,000.

Table A Scale of the exhibition

Number of exhibitors Exhibition area (in square meters)
Japanese | 664 (746) 1,333 booths/9,718 11,396
booths/10,177 A)
Foreign 1,598 (1,719) 2,057 booths/18,509° (2,063
booths/18,567 A)
Total 2,262 (2,465) 3,390 booths/28,2277 n{3,459
booths/28,744 R)

* Corresponding figures for previous exhibition are shown in brackets.

Table B Number of visitors

Day Weather Number of visitors
8 March (Wednesday) Sunny 20,616 (23,638)
9 March (Thursday) Sunny 25,226 (26,885)
10 March (Friday) Cloudy 24,627 (28,996)
11 March (Saturday) Rain 21,973 (25,968)
Total 92,442 (105,487)

* Numbers of visitors at previous exhibition are shown in brackets.

Number of questionnaires collected

Table C shows the number of questionnaires collected for: blackpieas,sand
processed foods.

Table C Number of questionnaires collected
Product category Number of questionnaires
Black tea 176
Spices 116
Processed foods 352*

Black tea (detailed 1
version)

A total of 352 questionnaires were received. In a few cases, however, two people
contributed to a single questionnaire and the actual total of respondents was 362.

T FOODEX Japan 2005 website: <http://www2.jma.or.jp/foodex/en/f-index.htm!>
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Respondent Demographics

Buyers

Approximately 20% of questionnaire respondents were buyers. Howewver, it
possible that the actual percentage was higher, as surveyegaffed that many
respondents who did not classify themselves as “buyers” appeaitsel dcting as
buyers. Among the different food product categories, the percentadpiyefs
responding was lower for black tea. Table D shows the number of buyers
responded overall and in each category.

Table D  Questionnaire respondents
Buyers Non-buyers Total

Overall 123 531 654
Food product Black tea | 15 161 176
category Spices 28 88 116

Processed 80 282 362

foods

Figure A Percentage of questionnaire respondents who were

buyers

Questionnaires Collected: 654

Buyers
19%

Non-buyers
81%

Spice (116) Processed Food (362)
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Buyer product lines

Table E shows the numbers of buyers who were currently dealitigeifiood

product that they sampled, and the numbers of buyers who were nohdwrould
consider dealing in it.

Table E  Buyer Product Lines

Currently Would like to| Total number
dealing in it deal in it in the| of buyers
future
Overall 44 18 123
Food Black tea | 8 2 15
product Spices 18 0 28
category  "processed 18 16 80
foods

Figure B Buyer experience with products made in Africa

3 uestionnaires Collected: 123

Yes
hb interest/no
response
9%

Would like to in
the futue
15%
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Experience with importing African food products

Table G shows the respondents’ experience with importing food proftaats
Africa, as reported by both buyers and non-buyers. This table sshbat
approximately 25% of the buyers had experience with importing afritood
products, as did approximately 3% of the non-buyers.

Figure C shows the percentages of buyers with experience in tingpdood
products from Africa.

Table G Experience of importing food products from Africa

Buyers Non-buyers Total
Overall 32 (123) 16 (531) 47 (654)
Food product Black tea 2 (15) 7 (161) 9 (176)
category Spices 9 (28) 5(88) 14 (116)
Processed 20 (80) 4 (282) 24 (362)
foods

* Numbers shown in brackets are total numbers of buyers/non-buyers in that category.

Figure C  Buyers’ experience with importing food products from Afica

|Gluastiunmim5 Collected: 123|

Import experience

Tea {15}

Ho import
experence
8
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Impressions of African food products

Figures D and E show both buyers’ and non-buyers’ impression&ioa foods
(in their own words). Many respondents—both buyers and non-buyers alikeedrepli
with answers such as “No particular image,” “No knowledge,” oavél never
encountered them.”

It can also be seen that respondents were aware that products softe@, black
tea, fruit, meat products, wine, couscous, and beans come from Africa.

Figure D  Buyers’ impressions of African food (123 respondents)
Number of responses
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Figure E  Non-buyers’ impressions of African food (531 respondents)
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Apprehensions about dealing in African food products (buyers)

Figure F shows the buyers’ responses when asked about their apmehatsiut
dealing in African food products. Issues that were cited with quéati frequency
were safety and reliable supply. Others issues that were raised areishiable H.

Figure F Buyers’ apprehensions about dealing in African food produts
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Table H Other apprehensions about dealing in African food products

Processed foo
products

d -

Quality and consistency of quality (5)
Rate of supply

How well they keep

Whether the product is well packaged
Whether proper transportation is available
Cost of transportation from the factory
Security

Taxes

How consumers can be educated

Black tea

Infrastructure

Organic inspection
Safer than (fresh) fruit
Disease

Stable supply

Spices

Quality (2)

Whether the companies concerned are trustworthy
Political situation

Quiality control
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Consumers’ Experience with African food products

Table | shows the responses of non-buyers regarding their enqeerigth African

food products. Figure G shows the percentage of non-buyers who had previously
tasted them (for all food product categories). Approximately dfathe respondents
replied that they had never tasted African food products.

Table |  Non-buyers’ previous experience of tasting African food prodcts
Yes No Don’t know
Overall 170 236 75
Food product Black tea 56 77 17
category Spices 29 32 13
Processed 85 127 45
foods

Figure G Previous experience eating African foods (non-buyersall product
categories
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Results of Market Survey on Tea

Number of questionnaires collected

We collected 176 questionnaires on black tea. The number ofaquestes collected
on each product is shown in Table A. In addition, 174 of the questionnagres w
collected on individual products, and they have been included in Attachment 3.

Table A Teas Tasted and Questionnaires
Code No. Company Name Product Type Numbé
Collected
05-KE-01-01 Eastern Produce Kenya CTC black tea PF1 11
05-KE-01-02A Eastern Produce Kenya CTC green tea th&tad 9
05-KE-01-05 Eastern Produce Kenya CTC black tea PFD 3
05-KE-02-04 Gold Crown Beverages Kericho Gold Premirea Blend 5
05-KE-03-01 James Finlay CTC black tea PF1 5
05-KE-04-01 Kenya Nut Out of Africa 9
05-KE-05-12 KTDA* FBOP 9
05-KE-05-13 KTDA* OP 24
05-KE-05-14 KTDA* BOP 7
05-KE-06-12 Kenya Tea Packers Ginger 3
05-KE-07-03 Kikyu Highland Tea (Tea bags) 5
05-KE-08-02 Melvin Marsh International Cinnamonviteied tea 2
05-KE-09-01 Rals Food International Darrec cardanchai 2
05-KE-10-02 Tanjal Investments CTC black tea leaf 2
05-KE-12-02 Unilever Tea Kenya Green tea 8
05-TZ-01-01 Kibena Tea Kibena tea 5
05-TZ-02-01 Mufindi Tea Company PF1 Itona Tea Estat 9
05-TZ-02-02 Mufindi Tea Company PF1 Luponde Teatest 15
05-TZ-04-02 Tanzania Tea Packers TATEPA 1
05-TZ-05-01 Unilever Tea Tanzania CTC black tea PF1 20
05-KE-05-04 KTDA* Silver Tip 17
Tea Research Foundation High-anti-oxidant tea 3
Total (of product-specific responses) 174
Respondents who tasted multiple teas 2
Overall total 176
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Buyers
The percentage of buyers responding to the black tea questionnaréowvan
comparison with other food and drink categories. The main reason sse@ms to
be that most buyers had little interest in general tastingnoresponding to
guestionnaires, and preferred to take the time to question the experts closely.
Fifteen buyers responded to this questionnaire survey. The teashdéyat
sampled are shown in Table B.

Table B Black teas tasted by buyers

Code No. Company Name Product Type Number
Collected

05-KE-01-01 Eastern Produce Kenya CTC black tea PF1 2
05-KE-01-02A | Eastern Produce Kenya CTC green tea Withered 1
05-KE-04-01 Kenya Nut Out of Africa 1
05-KE-05-12 KTDA FBOP 2
05-KE-05-13 KTDA oP 3
05-KE-05-14 KTDA BOP 1
05-KE-07-03 Kikyu Highland Tea 1
05-TZ-01-01 Kibena Tea Kibena tea 1
05-TZ-05-01 Unilever Tea Tanzania CTC black tea PF1 2
05-KE-05-12 | KTDA/ FBOP/ 1
05-TZ-02-02 Mufindi Tea Company PF1 Luponde Tea Estate

Opinions on Quality

The buyers’ opinions on African black tea are shown below. Their ewaisavere
essentially favorable. (The number of responses is shown in parentheses).
Delicious (9)

Smooth (6)

Bitter (1)

Aromatic (1)

Strong color (1)

Sharp (astringent) taste (1)

Little aroma. Full-bodied (1)

Good color (1)

Fresh/original taste (1)

No aroma (1)

Astringent after-taste (1)

Unpalatable (1)

Mild (1)
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Purchase Price

Since the teas were generally assessed as being of higly,quahparatively high
prices were suggested. Table C shows the price ranges quoted by the buyers.

ceiv

O

vived

Table C Suggested purchase price

Code No. Company Name Product Type Price
05-TZ-05-01 Unilever Tea Tanzania CTC black tea PF1 No responseste
05-KE-01-01 Eastern Produce Kenya CTC black tea PFL 300 yen/100 g,

2000 yen/can

05-KE-01-02A | Eastern Produce Kenya CTC green téddD responses receive
Withered

05-KE-04-01 Kenya Nut Out of Africa 4000 yen/kg

05-KE-05-12 KTDA FBOP 1000 yen/kg

05-KE-05-13 KTDA OoP 100 to 200 yen/100 (¢

1000 vyen/case (

cans)

2500 yen/800 g
05-KE-05-14 KTDA BOP Up to 1000 yen/kg
05-KE-07-03 Kikyu Highland Tea Tea bags 400 to 500 yen/kg
05-TZ-01-01 Kibena Tea Kibena Tea No responses recs
05-KE-05-12/ | KTDA/ FBOP/ 3000 yen/kg
05-TZ-02-02 | Mufindi Tea Company PF1 Luponde Tea(it was unclear which

Estate tea was meant)

Current Suppliers

The black tea production centers with which buyers do business are listed belew. (Th
number of responses is shown in parentheses).

India (4)

Sri Lanka (4)

China (2)

Japan (2)

Nepal (1)

Africa (1)

Taiwan (1)

Other (1)

* We buy from Caravan (a maker) (1)
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Reasons for Doing Business with these Black Tea Pro  duction Centers

The reasons that buyers cited for dealing with specific blaclpteduction centers
are shown below. (The number of responses is shown in parentheses).

Good quality (2)

Low prices (2)

Stable supply (1)

Reliability (1)

Others (6)

* Preference for Chinese tea (1)

* Interesting (heart-shaped) tea leaves (1)
* Brand (1)

* High standards

» Goes with curry/has a variety (1)
» Used as souvenirs (1)

Leading Criteria for Black Tea Dealers

The most important criteria for buyers who deal in black tealisted below. (The
number of responses is shown in parentheses).

Quality (9)
Production center (4)
Price (4)

Stable supply (2)

Can the Teas Sampled Gain Acceptance in Japan?

Table D shows how the buyers evaluated the black teas thasdahgyed. Only 15
buyers responded to the black tea questionnaire; however, 12 of tHesd tleat the
teas in question had a chance of gaining acceptance in Japan.
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Table D Black teas sampled and their chances of acc  eptance in Japan
Black Tea Sampled Number of | Possibility of Reasons (number of responses) Other Opinions
Code No. Company Name Product Type Responses| Acceptance | Taste | Aroma| Color Product
Collected Itself is Rare
05-KE-01-01 Eastern Produ¢eCTC black tea PF1 2 Yes (2) 1 1 Success depemds o
Kenya how it is marketed
05-KE-01-02A Eastern ProdugeCTC green tea Withered 1 Yes (1) 1
Kenya
05-KE-04-01 Kenya Nut Out of Africa 1 Yes (1) 1 1
05-KE-05-12 KTDA FBOP 2 Yes (2) 1 1 Smooth (2)
05-KE-05-13 KTDA OoP 3 Yes (2) 1 * Needs more punch
No (1) « Need a product
popular with
women
05-KE-05-14 KTDA BOP 1 No (1) e Hard to tell
whether it's a green
tea or a black tea
05-KE-07-03 Kikyu Highland Tea Tea bags 1 Yes (1)
05-Tz-01-01 Kibena Tea Kibena Tea No responses
05-TZ-05-01 Unilever Tea TanzaniaCTC black tea PF1 2 Yes (2) 1 1 Highly original
taste
05-KE-05-12 KTDA/Mufindi FBOP/PF1 1 Yes (1) 1 « Acceptable
05-TZ-02-02 Tea Company Luponde Tea Estate * Smooth
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Do buyers want to deal in these products?

Table E lists the black teas that the buyers sampled and shiogtkew or not they
would want to carry them. Only 15 buyers responded to the blacjutestionnaire;
however, 9 of them expressed a desire to deal in these teas.

Table E Desire to deal in black tea
Black Tea Sampled Number of | Wish to DeplOther Comments
Code No. Company Namg Product Type | Responses
Collected
05-KE-01-01 Eastern ProduceCTC black tea 2 Yes (1) * Buyers who did
Kenya PF1 No (1) not want to carry
the tea said they
do want to look
into it further.
05-KE-01-02A | Eastern ProdugeCTC green teal 1 No response « Buyers who did
Kenya Withered Q) not want to carry
the tea said they
do want to look
into it further.
05-KE-04-01 Kenya Nut Out of Africa 1 Yes Tasty
05-KE-05-12 KTDA FBOP 2 Yes (2) « Depends pn
wholesale price
e Should be all
right if name
recognition is
improved
05-KE-05-13 KTDA OP 3 Yes (2)
No (1)
05-KE-05-14 KTDA BOP 1 No (1)
05-KE-07-03 Kikyu Highland Tea bags 1 Yes (1) « If the price |is
Tea appropriate.
05-Tz-01-01 Kibena Tea Kibena Tea 1 Yes (1) e Asaavenir
of South Africa
05-TZ-05-01 Unilever  Tea CTC black tea 2 Yes (1) Tasty
Tanzania PF1 No response
(2)
05-KE-05-12 KTDA/Mufindi | FBOP/PF1 1 Yes (1) « Depending op
05-TZ-02-02 Tea Company | Luponde Teq price
Estate
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* Results for Individual Products

For a detailed analysis of the questionnaire responses on each phadweas tasted,
please refer to the individual tallies in Attachment 4. Thistiee summarizes the
results for each company’s products.

05-KE-01-01 Eastern Produce Kenya CTC Black Tea PF1

A tasting was conducted on the morning of 10 March (the third dayeoéxhibition),
and 11 questionnaire responses were received. Buyers and non-bkgessidlithat the
tea was “delicious” and “smooth.” Respondents suggested prices of 3060 wexl
2000 yen/can. Both of the buyers and 9 of the 13 non-buyers who respond#éthsaid
the tea had a chance of being accepted in Japan. The packaging attractedn@otspm
one positive (that “the rhinoceros packaging is good”) and one negdtate'i{tlacks
sophistication, and the quality of the paper is low”).

05-KE-01-02A Eastern Produce Kenya CTC Green Tea Withered

A tasting was conducted on the morning of 10 March (the third dayeoéxhibition),
and nine questionnaire responses were received. Both favorable respdekesus”
and “smooth,” and unfavorable responses, “unpleasant” and “strange;tasterg
received regarding the quality of the product. One buyer whaltéssaid that the tea
had a chance of being accepted in Japan, while the eight non-buyenresponded
were divided on whether or not it stood a chance of acceptance.tBg wirthe fact
that it is green tea, this product stood out and drew quite a cronampacatively high
number of comments were received.

05-KE-01-05 Eastern Produce Kenya CTC Black Tea PFD

A tasting was conducted on the afternoon of 10 March (the third day ekkilgition),
and three questionnaire responses were received. No buyers respaundthe three
non-buyers who responded all said that the tea had a chance oabegpged in Japan;
however, they also said that “it does not seem like a black tea, and its aroma’is faint

05-KE-02-04 Gold Crown Beverages  Kericho Gold Premium Tea Blend

A tasting was conducted on the morning of 9 March (the second dhag ekhibition),
and five questionnaire responses were received, although none werduy@ms.
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Despite the fact that most people said it was “delicious™antboth,” both the black
tea tasting supervisors and the questionnaire administrators hadpitession that it
was not as popular as it might have been. Three people responddukbtied had a
chance of being accepted in Japan. Various opinions were expressexirfple that
“it had little impact” compared to products already on the markelapan, and that
“you should make it more obvious that the product is from Kenya.”

05-KE-03-01 James FinlayCTC Black Tea PF1

A tasting was conducted on the afternoon of 10 March (the third day ekkigition),

and five questionnaire responses were received, none from buyers. aBothabfe
responses, “delicious” and “smooth,” and unfavorable responses, “unpleasdnt” a
“bitter,” were received. Three respondents replied that thdanddaa chance of being
accepted in Japan, while two replied that it did not. Two responsdaictshat “playing

up the fact that it is an African product should attract interest.”

05-KE-04-01 Kenya Nut  Out of Africa

A tasting was conducted on the afternoon of 8 March (the opening daleof t
exhibition), and nine questionnaire responses were received, one of wascihom a
buyer. Although the majority of responses were favorable, sucliedsious” and
“smooth,” some also said that the “aroma is faint” and thatethéhas no impact.” The
buyer who responded cited a tentative price of 4000 yen/kg. Havirgl tthet tea, the
buyer said that it has a chance of being accepted in Japard &sedof the eight
non-buyers. It was suggested that since the tea does not reallgrhadestinguishing
characteristics, it would be better to use it as a blend tea.

05-KE-05-12 KTDA FBOP

A tasting was conducted on the afternoon of 11 March (the final déne @xhibition),
and nine questionnaire responses were received, two of which werdudrers. The
majority of respondents said that the tea was “delicious” orwitt its stronger flavor,
it tastes like a tea should.” Both of the buyers who tasteddttkat the tea had a
chance of being accepted in Japan, and they said they would likeytat.cahey cited
a tentative price of 1000 yen/kg. Five of the seven non-buyers glsedréhat the tea
had a chance of being accepted in Japan. Two comments were receiiedoankage
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design, that “a more sober color would be better,” and that “it lo&ksa product
imported from Asia.”

05-KE-05-13 KTDA OP

A tasting was conducted on the morning of 11 March (the final dalyeoéxhibition)
and 24 questionnaire responses were received, 3 of which were frons. bt
respondents replied that the tea was “delicious” and “smooth”. Vgbitee found it
“refreshing, however, a few respondents said it was “unpleastwb” of the three
buyers and 13 of the 21 non-buyers who tasted the tea saitllihdta chance of being
accepted in Japan. Respondents said that the packaging “has no cparkés,” and
“lacks originality,” and said that it was “just as one wouldpexnt.” Additional
comments included the following: “differentiation based on the fa& ftom Kenya
may be difficult,
it in my shop”.

it should go well with food, as it is smooth,” and “I would like tb se

05-KE-05-14 KTDA BOP

A tasting was conducted on the afternoon of 9 March (the second tlay eXhibition)
and seven questionnaire responses were received, one of which waa frager.
Although it was also praised as being “delicious,” virtuallytlsi comments said that
compared to products already available in Japan, “the Japanesestadsetter” or “it
is no different.”

05-KE-06-12 Kenya Tea Packers Ginger

A tasting was conducted on the afternoon of 8 March (the opening daleof t
exhibition) and three questionnaire responses were received, nonendfahe buyers.
This black tea tastes of ginger, and opinions on it were dividiédo#gh one person
said it was “delicious,” the other respondents said that it W®r” and “unpalatable.”
One respondent commented that “it would be better if the ginger-tafite were
suppressed.” The comment was also made that the packagingéig evocative of
Africa.”

05-KE-07-03 Kikyu Highland Tea
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A tasting was conducted on the afternoon of 11 March (the final didne afxhibition)
and 12 questionnaire responses were received. The product comes inste®rmg
buyer responded that the product was “tasty” and, citing a piag¢ of 400 to 500
yen/kg, added that “provided the price is appropriate, | would tikecarry it.”
Comments from the four non-buyers who responded were largely favosalsle as
“delicious” and “smooth.” At the same time, however, it was alsd to have “little
impact” and to be “unremarkable.”

05-KE-08-02 Melvin Marsh International Cinnamon Flavored Tea

A tasting was conducted on the afternoon of 10 March (the third day ekkilgition),
and two questionnaire responses were received. Neither respondemtbuyers but
both said that the tea was “delicious” and that it would be accepted in Japane Drespi
low number of questionnaire responses, the tasting supervisors andoryueaesi
administrators had the impression that it was the most popular tea during tige tasti

05-KE-09-01 Rals Food International Darrec Cardamom Chai

A tasting was conducted on the afternoon of 8 March (the opening dalgeof t
exhibition), and two questionnaire responses were received, neither of them fras buye
This product is a black tea that tastes of cardamom and opinionsaanei divided,

with one person saying that it was “delicious” and one “unpaktablasters
commented that it was “too spicy, a simple taste would be Bedtad, that “younger
people would probably take a liking to it.” Women who tasted it seemedspond
more favorably than men.

05-KE-10-02 Tanjal Investments CTC Black Tea Leaves

A tasting was conducted on the afternoon of 11 March (the final déne afxhibition)

and two questionnaire responses were received, neither of them frams.blilge tea
was said to be “unpleasant,” “lacking in individuality,” and “lackingaroma.” On the
question of how the tea compares with black teas already avaifahlapan, one
respondent said that it was “tasty in a distinctive way.” Comsnentthe packaging
were that it was “not very appealing,” and that “smaller packages weulétter.”

05-KE-12-02 Unilever Tea Kenya Green Tea
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A tasting was conducted on the afternoon of 9 March (the second tlay eXhibition)

and eight questionnaire responses were received, none of them frors. lidymions

on the quality of the tea were largely favorable. Responderdsitsanas “delicious,”

and “smooth.” Six respondents replied that the tea had a chance ofgaiceptance
in Japan. On the question of how the tea compares with blackiteadyaavailable in
Japan, respondents said that it is “delicious” and that “one could dreveiy day.”

The tasting supervisors and the questionnaire administrators hadphression that it
was the most popular tea during the tasting.

05-TZ-01-01 Kibena Tea Kibena Tea

A tasting was conducted on the morning of 8 March (the opening day exhii@tion)

and five questionnaire responses were received, one from a buyere Question of
the tea’s quality, responses were both favorable, (“delicious” “antboth”) and

unfavorable (“unpalatable” and “bitter.”) On the question of gainingepi@nce,
responses were mostly favorable; however, the comment was alleothz “the tea
will probably gain acceptance, but it will be hard to differentiate it from athers

05-TZ-02-01 Mufindi Tea Company PF1 Itona Tea Estate

A tasting was conducted on the morning of 8 March (the opening day exlit@tion)

and nine questionnaire responses were received, none of them frors. lidyErONs
were divided on whether the tea would gain acceptance in Japan,xudsgondents
believing that it would and three that it would not. The commentmaxde that “you
should tell people how to drink the tea like they do in Africa.”

05-TZ-02-02 Mufindi Tea Company PF1 Luponde Tea Estate

A tasting was conducted on the morning of 11 March (the final dalyeoéxhibition)
and 15 questionnaire responses were received, none from buyers. Tinenqofethe
tea’s quality met with favorable responses, such as “deliciosg;b6th” and “has a
pleasant aroma.” Twelve respondents said that the tea would gejptaace in Japan.
On the question of how the tea compared with black teas alreadsibdéeran Japan,
responses were also mostly favorable; however, there was somendofi®pinion, as
it was said to be both “distinctive” and “lacking distinguishing charactesisti
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05-TZ-04-02 Tanzania Tea Packers TATEPA

A tasting was conducted on the morning of 11 March (the final dalyeoéxhibition)
and only one guestionnaire response was received, which was not nayera On the
guestion of the tea’s quality, respondents said it was “delicious”lgyd, refreshing,
and free of bitterness.”

05-TZ-05-01 Unilever Tea Tanzania CTC Black Tea PF1

A tasting was conducted in both the morning and the afternoon of 11 Kihechnal
day of the exhibition) and 20 questionnaire responses were receivedt, Wwiich were
from buyers. Respondents said that the tea was “delicious” arabtisfhand its aroma
and after-taste also attracted comment. The two buyers resptmatethe tea had a
chance of gaining acceptance in Japan. Eleven non-buyers conauttretthis view,
while six disagreed. On the question of how the tea compares witk telas already
available in Japan, seven respondents said it was “delicious” twlulelescribed it as
“unpleasant.” Various comments were made about the design packigimyample
that “it is not evocative of Africa” and that “it ought to be keted in Japan just as it
Is.”

05-KE-05-04 KTDA Silver Tip

A small tasting was conducted on each day of the exhibition and 17ioguese
responses were received, none of which were from buyers. Resposaldritgat the tea
was “delicious” and “smooth,” and also that it “seemed like a luxeay’ a comment
that hardly any other teas received. Twelve respondents satiehiad had a chance of
gaining acceptance in Japan. In response to the question of how twenigared with
black teas already available in Japan, various comments wete, mst of them
positive. The questionnaire administrators also said that Silvete@ipvas a popular
product, and the tasting staff said that people would notice right #vedyit was
unusual and stop to ask what it was, and they would often say it was “delicious.”

Tea Research Foundation High-Anti-Oxidant Tea

A tasting was conducted on the morning of 9 March (the second dag eklibition)
and three questionnaire responses were received, none of whicHrevaréuyers.
Respondents said that the tea was “delicious” and “easy onldte.p®espite the low
number of responses to the questionnaire, the staff responsible fotddaewho were
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offering the tea for tasting and the questionnaire administrasatghe impression that
it was the most popular tea during the tasting (on the morning of the 9 March).
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