
There is rising demand for honey in the domestic and inter-
national markets. In itself, honey produced using domesticated bees
can potentially fill the much-needed local demand. However, wild
native honey of premium quality produced in the tropical region
commands a much higher price in the international market due to
its inherent organic properties. It contains more essential enzymes
and nutrients because native bees rely on the diverse floral commu-
nity used as its food source.

Local honey hunters and producers now face this quandary:
continue gathering honey from wild bees (hunting) or, better yet,
ensure a more stable honey source by undertaking beekeeping (do-
mestication). But there is no real paradox in this. There is a win-
win proposition for those who want to get the best of both worlds—
why not “domesticate” wild native bees to produce honey which
fetches better prices both locally and internationally?

NTFP-TF and its
Beekeeping Initiative

Beekeeping is one of the Non-Timber Forest Products-Task
Force’s (NTFP-TF) key initiatives. The NTFP-TF recognizes
that beekeeping is a gainful alternative livelihood for indigenous
honey hunters. At the same time, it supports Non-Timber Forest
Products development as a strategy towards natural resource con-
servation.

The forest fires in Palawan in 1998 underscore an important
lesson in relation to beekeeping. The fires destroyed indigenous
forest trees species, resulting in decreased sources of nectar. Nec-
tar is the primary ingredient for wild honey production. The fires
also disturbed wildlife habitat, negatively impacting on the bee
population. Both directly affected the natural production of honey.

Honey has been considered as one of the main products of
the country’s indigenous peoples. Realizing the
over-dependence on the wild for the

The seasonality of wild honey makes it an unstable source of income for honey hunters. They have to
contend with the timing and volume of blooms in the forest. Exposed to the elements, such as forest fires
and unpredictable weather, native bees can be very vulnerable. Thus, honey hunters are at the mercy of
nature; they cannot plan nor manage the production of wild honey.

Harnessing the
Bees of the Wild
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The Philippine Non Timber Forest Products  – Task Force (NTFP–TF) is a collaborative network of NGOs and
Peoples Organizations (POs) working with local communities on developing their NTFP -based livelihoods. The Task
Force works on NTFP development in the context of sustainable forest management and community empowerment.
The Task Force is hosted by the Upland NGO Assistance Committee (UNAC).

continued next page
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supply of honey, there is a renewed local
interest to augment honey gathering with
beekeeping, particularly using the Apis
cerana bee species. A. cerana, also known
regionally as the Asian bee and locally as
laywan or ligwan, has long been domesti-
cated in South Asia.

Gearing up for Beekeeping:
The Necessity of Training

Beekeeping is a specialization in it-
self and to successfully engage in beekeep-
ing, information is key. One must thus nec-
essarily learn beekeeping’s technicalities
from bee experts, glean experiences from
local beekeepers through exposure visits,
and experience hands-on training.

One effort at arming Indigenous
Peoples with beekeeping information was
spearheaded by the NTFP-TF. Through
a training-seminar headed by Dr. Cleo
Cervancia from the UP Los Baños Bee
Program, 11 representatives from Indig-
enous Peoples Organizations came together
to develop their skills in beekeeping as well
as learn how to conserve bees in the wild.
Some organizations include Nagkakaisang
Mga Tribu ng Palawan (NATRIPAL),
Kapulungan para sa Lupaing Ninuno
(KPLN), Mangyan Mission, and Kalahan
Educational Foundation (KEF).

Entitled “Beekeeping with na-
tive bees: emphasis on Apis cerana
and A. dorsata,” the training was
held on 27-29 May 2002 at the
Institute of Biological Sciences,
University of the Philippines, Los
Banos, Laguna.

Specifically, the training
aimed to enable participants to un-
derstand bee biology and behavior;
domesticate wild bee colonies; con-
struct various types of bee hives;
and undertake proper harvesting,
processing and packaging of honey
from wild bee colonies.

Ready for
Beekeeping

At the start of the training,
participants briefly introduced
themselves and shared their own ex-

periences and cultural practices in hunting
and harvesting wild honey in the forest.
Participants also gave their personal expec-
tations for the training.

Among the concerns of the partici-
pants were: to learn new skills in beekeep-
ing A. cerana; to understand the advan-
tages and disadvantages of A. cerana and
A. mellifera (exotic); how to properly do-
mesticate A. cerana; to know the right time
for harvesting; to have more literature in
the roles of native bees in pollination and
crop production; to know the indicators in
monitoring beekeeping as a sustainable
project; to learn more about the mainte-
nance of quality product, marketing, and
labeling; and, how to rear bees during off-
season.

Dr. Cervancia gave the participants a
situationer of the beekeeping industry in
the Philippines, its biology; other products
derived from honey; and their ecological
importance. Ms. Nenita Tapay dealt on the
ethics, capital outlay, and its feasibility.

Hands-on: Hive
construction and carpentry

The bulk of the time during the first
day of the training was dedicated to actual
construction of different hives. Participants

were grouped into three, namely
NATRIPAL, Mangyan Mission/
KPLN, and KEF and were also asked to
construct various types of hives. Prof. Ray
Lucero, entomology expert, showed ex-
amples of three commonly used hives in
beekeeping namely, log, box and frame
hives.

Prof. Lucero discussed the advantages
and disadvantages of these hives. The cy-
lindrical log hive is cheap, is easily built,
and can be constructed using readily avail-
able materials such as the trunk of coconut
palms, anahaw, and felled logs. The box
hive, on the other hand, is constructed us-
ing plywood. The frame hive, while the
most expensive, is also the most efficient in
terms of bee handling and honey produc-
tion.

The log and box hives are initially
practical for transferring the wild bee colony
from natural hives. After harvesting, how-
ever, the frame hive is required to transfer
any remaining young honeycomb with
brood that can start-up a new batch for
honey production.

Hunting and harvesting the
Pukyutan (wild honey from
A. dorsata)

Unlike A. cerana, there are no
current techniques that allow the
beekeeping of A. dorsata in the
country. Thus honey produced by
A. dorsata is only harvested from
the wild.

During the second day, par-
ticipants hiked the steep slopes of
Mt. Makiling to hunt and properly
harvest honey from A. dorsata
hives, locally known as pukyutan.
The local upland farmers trained
and organized by the UPLB Bee
Program accompanied the group.

In order to reduce bee attacks,
the farmers demonstrated the
proper way of smoking the colonies
without harming the bees. Using
torches fashioned out of grasses and
lit to emit smoke, the bees swarmed
another branch, thereby allowing
safe harvesting of the abandoned
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pukyutan. This technique is both tedious
and painstaking requiring skill and rigor-
ous practice.

Later that day, the group went to the
creek near Makban Geothermal Plant. This
time, the objective was to hunt a colony of A.
cerana and transfer it to a frame hive. These
bees are commonly found in hollow tree
trunks, animal burrows and abandoned ter-
mite hills. The group finally located a colony
on the steep slope along the creek. The group
dug up to one meter deep to locate the hon-
eycomb. Using the smoking technique, the
bees swarmed in the air and the group was
able to retrieve the honeycombs one at a time.
These were then placed in the frame hive in
the same orientation as it naturally occurred
in their hive. Then the bee colony was cap-
tured with nets and likewise transferred to the
frame hive.

Despite the full day schedule, the
group had learned the basics of ensuring
the quality of harvested honey. A rule of
thumb was minimizing all sources of pos-
sible contaminants. Processing of honey is
undertaken by separating the honeycomb
from the young bees, pupa and larvae as
well as bee pollen. Cleanliness of contain-
ers, straining cloth, and other implements
used during harvesting was emphasized.

Some significant laboratory tests for
ensuring quality of honey were also demon-
strated. One test is used to determine mois-
ture content of honey. The iodine test, on the

other hand, is used to detect adulterated honey
(i.e., honey mixed with table sugar).

The group got a glimpse of commer-
cial beekeeping through exposure trips to
two beekeeping farms. In Calamba, Mang
Cesar who had been engaged in beekeep-
ing for almost 20 years had A. cerana in
some 200 box hives. The other farm that
was owned by the Malabanan Honey Pro-
ducers, a multipurpose cooperative, was lo-
cated in Balete, Batangas. The coopera-
tive maintained 1,000 box hives.
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Beekeeping Prospects

The participants once again split
into groups to draw up individual and
organizational plans. After a 30-minute
workshop and presentation, some iden-
tified concerns, issues and action points
were: (1) the necessity of effective infor-
mation dissemination on the benefits of
beekeeping, proper harvesting and pro-
cessing techniques that would ensure high
quality honey. The means to achieve such
could include participants re-echoing the
training to their respective organizations
or communities and the production of rel-
evant information and education materi-
als, such as flipcharts; (2) the need for
technical and financial assistance in or-
der to start-up beekeeping; and (3) the
requirements of effective market net-
works.

The recently concluded training re-
affirms that beekeeping is indeed a sus-
tainable and lucrative option. All it takes
is to be equipped with the expertise and
skills to ensure its success. By way of its
beekeeping and bee products initiative,
the NTFP-TF is committed to support-
ing upland forest dwellers in improving
incomes derived from beekeeping activi-
ties and bee products.
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ers buy at levels lower than market prices
in order to increase their margins. If they
do not increase margins then they have to
buy and sell big volumes over a short pe-
riod of time in order to make money. This
is what is called velocity of trade or how
fast trade is conducted. To illustrate, with
a targeted margin of 15¢ per kilo, the trader
must trade 100,000 kgs of corn within a
month to recover P15,000 for operating
expenses.

Other rules do come to play but these
two are the main forces behind trading.
These may be termed as the two Ps of trad-
ing, PRICE and PACE, and is reflected
in the main rule of trading: buy low, sell
high, and sell the biggest volume within the
shortest period of time.

The Five Ps of Marketing
UMFI understands and works with

the trading dynamics in order to deal with
the difficult realities of trading operations.
UMFI therefore decided to engage in value
adding activities or marketing. While the
rules of marketing also revolve around the
nature of the product being bought and
sold, it more importantly highlights a
Unique Selling Point (USP) or the
distinct feature that makes a product stand
out from similar products. Items with a
USP are packaged/branded products and
because they offer more than just a good
price, buyers have more reasons to buy
them. UMFI believes that by transform-
ing locally available raw materials
into packaged products, it increases
the chances of community-based en-
terprises of winning in the main-
stream market.

Traditionally, marketing involves only
four Ps: PRODUCT, PRICE,
PLACE, and PROMOTION. UMFI
has added a 5th P: PEOPLE. In trading,

The author shares instructive insights on how community-
based enterprises (CBEs) can shift efforts from trading

operations characterized by fast paced sales and price wars
to marketing a product’s distinct features and thereby
adding value. The first in the series, he draws from the

UMFI experience as an alternative marketing organization
partnering with CBEs in rural, coastal and upland areas.

BY RENE GUARIN

EXECUTIVE OFFICER, UPLAND MARKETING FOUNDATION INC. (UMFI)

for their products, in reality, there is al-
ways a market because there are always
buyers for commodities. Trading posts
abound along highways, at public markets.
When farmers say there is no market, they
simply mean there are no buyers that will
give them a good price. In most cases farm-
ers cannot control the price and price shifts
are not always in their favor.

While business relies on the nature of
the product, to a large extent it revolves
around the purchasing pattern or buying
behavior of the customer. There isn’t much
else, except price, that differentiates prod-
ucts from each other. Thus the same vari-

The world of marketing is dynamic,
diverse and exciting. While it is full of op-
portunity, it is also loaded with pitfalls and
dead-ends. In UMFI’s years of experience
in assisting communities in the marketing
of their products, we have learned to re-
spond to these obstacles. This article aims
to capture the common problems and mis-
conceptions people have on marketing. By
gaining a practical understanding on how
marketing works, the benefits for community-
based enterprises can also be better grasped.

For communities desiring income from
their produce, marketing is both a boon and
a bane. For UMFI, marketing is crucial in

addressing poverty in communities. While
many groups have failed at marketing and
incurred losses, marketing also provides an
opportunity to better earnings. Before under-
taking any intervention, let us first find out
the market situation at the community level.

The Dynamics of Trading

For many, marketing means selling
crops or produce in their raw form. Thus
farmers talk about selling rice, corn, ba-
nanas, fruits, rattan, and unpacked pro-
cessed food or those commonly produced
in the areas.

Farmers often utter “failure ang mar-
ket” or “walang market.” Though farmers
often complain that there is never a market

ety of corn in the market is pretty much the
same wherever it may come from.

Furthermore, when there is excessive
supply like during a bumper harvest of corn
or rice, the price becomes the main
product feature and thus buyers will look
for the cheapest product. Producers are
forced to lower their prices so that they can
at least dispose of products and recover
their capital.

It is very different for the traders. Trad-
ers always win because whatever the mar-
ket price, traders always have a margin of
profit. The margins are often small
amounts, for example the profit margins of
corn range from 5¢ to 25¢ per kilo. How-
ever, because the margins are small, trad-
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Marketing with a
Unique Selling Point
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PRICE determines the fate of the pro-
ducer. In marketing, PRICE is only one
among the factors that can be controlled
and manipulated, at least to a certain ex-
tent, to benefit the producers. Marketing
also involves looking more closely at the be-
havior of the buyer.

The First P: PRODUCT

It is often said that the customer is al-
ways right. Customers choose the product
they think and believe is the best for them.
A good product should be able to provide
not only what the customer needs, but also
what the customer wants.

For example, people will always have
a need for food products. But as more
people become health conscious, they want
food products free of sugar or chemical ad-
ditives. If one can offer a product with low
sugar content or all-natural ingredients,
while highlighting the clear benefits of it
being a safe or healthy food product,
chances are it will sell better than commer-
cially-produced food products.

When a product serves only a need, it
cannot command high price. But once a
product serves a want, then it justifies the
higher price because people are more will-
ing to pay the premium.

A product’s unique selling
point is seen in its features, be it in
the ingredients used, technology
used, flavor, style, etc. These fea-
tures offer benefits that address the
needs and/or the wants of the cus-
tomer. Table 1 contains some examples.

In most communities, products are
undeveloped and are dismissed as simply
something that they have cooked or pro-
cessed. These may be considered as the be-
ginning of a product but until its target mar-
ket is identified, its USP determined, its
information included on its proper pack-
aging and a price structure developed, it is
just a processing or production output.

USP and Packaging makes a
Difference for Ginger Tea
Ginger tea is a common product in many
communities because ginger is so abundant.
Communities process this into powder
form, place it in plastic or glass bottles, and
label it “GINGER TEA” with basic in-

formation about the producer on it. This
is then sold arbitrarily and to no one in
particular. As a result, most producers end
up with lots of unsold products or with very
minimal sales.

By capitalizing on ginger tea’s thera-
peutic properties as its unique selling point,
however, could change its dismal sales. Gin-

sachets. Sales have picked up. Even more
surprising is that despite the packaged gin-
ger tea is selling more than twice the price
of bottled local tea, the consumers preferred
to buy the ginger tea in sachets.

Technology and Packaging
for Duhat Wine

UMFI has also experienced that value
addition in combination with proper pack-
aging is an effective tool in increasing eco-

nomic returns for the communities. A
concrete example of this is the duhat

(purple plum) wine. Duhat is abun-
dant in Pangasinan province dur-
ing the summer months of March
to June. Only local children used

to enjoy these fruits as the owners
of the trees did not see any commer-

cial value in duhat.
Some people in the community started

making duhat into wine, storing it in empty
softdrink or liquor bottles and selling it to
local tourists, friends and government visi-
tors. While this generated additional in-
come for the community, it was not maxi-
mized since the wine was sold at only
PhP30-50/liter. UMFI assisted the
Malimpin Multi-purpose Cooperative in
perfecting the processing technology by
standardizing the recipe and introducing
proper processing equipment, thereby en-
suring higher and stable quality wine.

Packaging was also improved. The
wine was put into 350 ml bottles and an
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PRODUCT NEED WANT

Candles Lighting Scented aroma

Assorted native/ Pasalubong or Unique design
indigenous products Souvenir Tells a story
(food and crafts) House Décor Authentic

Food Products Food Healthy

ger tea relieves fatigue, cleanses the body,
and is a good anti-nausea treatment. Un-
fortunately these benefits are often not com-
municated to the buyers nor are these ben-
efits used to determine target markets.

Another aspect in promoting a product
is through proper packaging. Ginger tea is
commonly packed in plastic or glass bottles
of 120 gms or more. Unfortunately, ginger
tea spoils easily, becoming less appealing in

its storage jar because powder coagulates once
in contact with a wet spoon. In most instances,
the contents of the jar are not used up and
the owner decides to throw away the remain-
ing product. Even if s/he is to blame, the cus-
tomer tends to blame the producer, viewing it
as a defective product. Eventually, this deter-
mines whether s/he will purchase the product
again.

The big packaging size also limits the
use of ginger tea. Some customers would
like to drink the ginger tea at their offices
or during their travels but are unable to do
so because of the bulky size of the glass or
plastic bottle.

A simple solution is to package gin-
ger tea in sachets, good for one time use.
This will ensure that unused ginger tea will
not spoil while making it convenient to bring
along as well.

UMFI has assisted a women’s farmer
association in Nueva Vizcaya in packag-
ing their ginger tea in colorful, attractive
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attractive label complete with important
product information was designed. The
product was marketed to those willing to
pay a higher price for a quality local wine.
The bottled wine sold to the local and even
Metro Manila market at a still affordable
price of PhP 90/350 ml (roughly PhP270/
liter). The income per bottle is the largest
for all the processed foods UMFI has come
across. Duhat now provides at least
PhP150/kilo directly to the processors
when transformed into wine.

Despite the almost 10-fold increase in
price, the community is now selling more
than ever. For the December market alone,
current orders have already reached in the
thousands. The community is trying its best
to deliver this demand.

Bicol Express and Peanut
Butter: additional income
thru distribution and retail

UMFI has also learned that incomes
to labor can also be expanded through
marketing functions. In trading operations,
profit margins are small and income op-
portunities are limited to gains in the sale
of raw materials. Through marketing, in-
come generation can be extended from the
labor cost of processing to the labor cost of
distribution and retail functions as well.

* products from Agrarian Reform Cooperatives of Bicol Province currently being assisted by UMFI

Income Source Bicol Express Peanut Butter*
*(chili based delicacy)

Local Raw Materials 5.60 15.00

Labor/ Coop Mark-up 4.40 3.50

Local Distribution 5.00 5.00

Retailer 5.00 5.00

Total 20.00 28.50

Other Materials 10.00 2.50

Overhead 1.00 1.00

Packaging 8.00 8.00

Total 20.00 11.50

Suggested Retail Price 40.00 40.00

Cost Benefit (Max) 1:1 1:2.47

The producers could themselves perform
these functions at the local level (Table 2).

An additional PhP14.40 or 257% is
gained in other income sources from process-
ing and marketing functions for Bicol Express
and PhP 13.5 or 90% for peanut butter.
Furthermore, while the prices of sili (chili)
and peanuts may fluctuate, depending on the
supply, the suggested retail price of Bicol
Express and peanut butter remain constant
and can even improve if overall cost of pro-
duction increases.

Income sources from additional activities involved in
processing and marketing Bicol Express and Peanut Butter.

Table 2.

Up Next

How much should a product be? This
concern is the 2nd P of marketing: PRICE.
How a product’s USP should be conveyed
to the customer is the focus of PROMO-
TIONS and where to sell the product is
addressed by the PLACE element. Finally
who will do this will be the crux of the 5th

P of marketing—the PEOPLE. The de-
tails of each and how all of these will come
to play will be discussed in the next issue.

About UMFI
The UMFI started out as the Upland Marketing Program of the

Upland NGO Assistance Committee and the Philippine Business for
Social Progress. Started in 1992, it was initially tasked to assist up-
land communities address marketing issues and concerns by pro-
viding market information and market linkaging services. After eight
years, it expanded its area of coverage to include lowland and coastal
areas. Its services likewise evolved: from product and market devel-
opment to distribution and promotion of community-based products
in Metro Manila.

In a bid to provide a more sustainable and responsive service
facility catering to community-based enterprises, it made sense to
institutionalize the program. Thus in November 2000, the UMP spun
off and became the Upland Marketing Foundation Inc. UMFI now
also provides consultancy services to government and other devel-
opment organizations. To date, the UMFI has assisted over 60 CBEs
in product development. It maintains a network of corporate buyers
and 130 supermarket outlets in Metro Manila that serve as a market
for the CBE’s products. UMFI plans to increase its distribution net-
work to cover the entire Philippines. It hopes to help even small or
micro enterprises in the remotest areas of the country gain access
to a wide and stable market.
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UMFI’s Services
1. Product Development
❧ product identification (raw material-technology-

market match)
❧ product conceptualization
❧ production capacities enhancement/ installation
❧ quality control
❧ packaging and label

2. Marketing
❧ local market development
❧ product distribution
❧ product merchandising
❧ product promotion
❧ Business Development
❧ systems development and installation
❧ skills training and development
❧ process/facilitate acquisition of permits &

licenses

3. Allied support services which include linkages to
laboratories, printing press; supplies, materials and
equipment needed for processing local raw materi-
als (i.e., bottles, caps, seals, labels).
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The magnitude of forest loss in the Phil-
ippines dictates the need for an alternative
upland livelihood to forest timber utiliza-
tion. In 1997, only 18% of country’s total
land area, or approximately 5.4 million
hectares of forest cover remained. Negros
Occidental’s forests are among the most
rapidly declining. In the 1950s, the prov-
ince had only 235,000 hectares of tropical
rainforest, a mere 30% of its total land area.
In the 1980s, the province was losing its
rainforests at an average of 3,000 hectares
annually. By 1989, forest cover had been
reduced to 4.7%, or 39,630 hectares.
These were largely limited to the Mt.
Kanlaon Natural Park (MKNP) in cen-
tral Negros and the Northern Negros For-
est Reserve (NNFR).

The precarious situation compelled the
Department of Environment and Natural
Resources (DENR) to enforce a total com-
mercial logging ban in the Western Visayas
region, to which Negros Occidental belongs.
Checkpoints were established along the high-
ways to accost and impound the transporta-
tion of undocumented “hot” timber. High on
the list of contraband timber are dipterocarp
species from the province’s natural rainforests.
DENR, local government units and NGOs
organized community-based Bantay Bukid
Brigades (Forest Guard Brigades) to patrol
primary and secondary growth forests. They
accosted slash-and-burn farmers and arrested
timber poachers, illegal charcoal makers and
wildlife traffickers.

Despite many lapses in enforcement, the
concerted efforts paid off. Mountain forest
degradation was arrested and the latest satel-
lite mapping shows that forest cover has ex-
panded to 7-9% of the province’s land area.
Yet the crisis is far over. Stricter law enforce-
ment is needed to bring a complete reversal.

Paradoxically, strict enforcement of a
total ban on all forest resource utilization

worsens natural resource depletion. The
total ban penalizes even those who respon-
sibly and judiciously use these community-
based resources. They are indiscriminately
lumped with illegal resource extractors.
This only strengthens the open-access man-
agement over mountain forests and a “free-
for-all” forest resource exploitation!

Among the worst hit by the total ban
are organized tenured1 farming communi-
ties and Bantay Bukid Brigade members
that are dependent on non-agriculture
based natural resources for additional
sources of income. During the lean months
when they had nearly exhausted their food
crops, communities normally extracted for-
est resources such as salvaged timber, rat-
tan or bamboo. They would then sell these
as primary products or as processed goods
like baskets or mats in the community mar-
ket. Outright bans forces these forest re-
source users to go underground and sell
“contraband” items at lower prices to un-
scrupulous urban-based buyers.

Learning from BIND’s
experiences

A way out of this dilemma is to de-
velop non-timber forest products as a vi-
able alternative to timber extraction.

BIND’s experiences demonstrate how
NTFP development was principally based
on cultivated and domesticated bamboos
within agroforest systems and wild bamboos
in natural forests.

The upland tenured residents of
Barangay Marcelo, Calatrava and the
buffer zone areas of Mt. Kanlaon Natural
Park harvested cultivated bamboos from
their agroforest farms and nearby second-
ary growth forests for production of bam-
boo crafts. Linking up with Bacolod-based
artists for marketable designs, they pro-
duced various handicrafts using wild buho
(Schizostachyum lumampao [Blanco]
Merr) and domesticated and wild variet-
ies of Chinese bamboo (B. dolichoclada
Hayata). Production is household-based
with women contributing about 70% of the
labor requirements.

Its potential as an alternative source
of income was demonstrated during the 12-
21 April 2002 Panaad Festival. Started
in 1993, the annual festival brings together
13 cities and 19 municipalities of the prov-
ince to showcase arts, culture, commerce,
trade and industry as the province is diver-
sifying into world class furniture and ex-
quisite handcrafted items.

NTFP development as an alternative
forest resource utilization
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BENEDICTO Q. SÁNCHEZ

PROGRAM COORDINATOR, BIND

continued next page
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New Handbook on
Ancestral Domain Out
Learning from the Experience of
Palawan Indigenous Communities

The Non-timber Forest Products-Ex-
change Programme for Southeast Asia
and the United Tribes of Palawan
(NATRIPAL) have developed a hand-
book describing the experiences of the
Batak, Tagbanua and Pala’wan tribes
of the province of Palawan in their bid
to gain recognition of their ancestral
domains and natural resources. The
booklet shares these groups’ valuable
insights with other indigenous commu-
nities and their support organizations
faced with similar challenges.

The handbook is entitled Pamamahala
ng Lupaing Ninuno: Karanasan ng
Katutubong Pamayanan sa Palawan” (Management of Ancestral Domains: The
Experience of Indigenous Communities of Palawan). It highlights how the Batak,
Tagbanua and Pala’wan tribes delineated the boundaries of their claim, for-
mulated their management plans, and how they are currently utilizing the natu-
ral resources found within their domains.

The booklet briefly discusses earlier policies on ancestral domains, principles
of which are now embodied in the Indigenous Peoples Rights Act. The IPRA
gives indigenous communities in the Philippines a legal handle for the recog-
nition of their rights to their lands and the natural resources found therein. To
be awarded their Certificate of Ancestral Domain Claim/Title (CADC/T) under
the IPRA, requisites are the delineation of their ancestral domains and the
development of their respective resource management plans. While 181 CADCs
have been awarded to indigenous communities across the country, few have
sufficiently completed their management plans and many are struggling to
implement them.

Special attention is paid to actual experiences and tools used during delinea-
tion, planning and management phases, as well as insights useful for com-
munities conducting these procedures in their locales. Finally, the handbook
focuses on the planning and management of non-timber forest products within
the context of ancestral domains.

Published in late 2001, the handbook was made possible with the help of the
Community Empowerment and Partnerships for Sustainable Development,
De La Salle University. It has since been distributed to indigenous communi-
ties around the country. It has already been used as a reference material in
management planning in several sites.

An English version, currently being prepared for an international audience,
shall be released in August 2002. While this version will cater primarily to
NTFP-EP partners in Southeast Asia, it is also a potent briefing tool for
policymakers regarding Philippine laws and programs on Indigenous People.
This is especially important given that other countries have relatively weak
policies and programs regarding indigenous peoples rights.

To request a copy of the booklet, please get in touch with Crissy Guerrero,
NTFP-TF c/o UNAC #18 Marunong st., Central District, Diliman, Quezon City,
Philippines; Tel. Nos. (+632) 9254772 or 4360706; crissyg3@hotmail.com.

During the International Year of the
Mountains celebration, seven booths sold
bamboo crafts and other mountain prod-
ucts. Necklaces, bracelets, chimes and
ballpoint pens were very much in demand.
Organic rice and IYM t-shirts and bags
also sold very well. Overall, non-timber
forest products accounted for 52% of the
sales (They made about PhP 23,300
within seven days).

The sales augur well for future urban
market-driven NTFPs and a close coop-
eration between urban designers and moun-
tain farmer-producers. With the marketabil-
ity of these products, BIND’s NTFP pro-
gram expects to strengthen community-
based ownership and conservation of for-
est based natural resources, grounded on
non-timber products. This translates to
diminished timber utilization and departs
from promotion of an open-access manage-
ment of forest resources.

1 p. 9. Community-based Forest Resource Man-
agement Office, DENR. A Compilation of Poli-
cies on Community-Based Forest Management
(CBFM). July 1998. “Tenured communities who
are guaranteed by government to peaceful pos-
session and use of specific forestland area and
the resources found therein, covered by an
agreement, contract or grant which cannot be
altered or abrogated without due process.”

NTFP development . . .
from page 7
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