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Biodiversity Business:
Major market segments and sectors

A Sustainable agriculture
A Sustainable forestry

A Nontimber forest products

A Sustainable fisheries & aquaculture
A Biocarbon offsets
A Payments for watershed protection
A Bioprospecting
A Biodiversity offsets
A Biodiversity management services
A Ecetourism

A Sport hunting and fishing Juen



Why Build Biodiversity Business?

A Address market failures
I Inequitable outcomes
I Environmental externalities
i Inefficient use of resources

A Harness business strengths
I Competition
I Demand response
I Harness self-interest



USD 104 billion in 2006
(of which $19 billion in debt relief)!

Putting
biodiversity
flnance In
context

«—— 2.8% for biodiversity
(2002-05 average)?

USD 647 billion in 2006
(Global Dev. Finance 2007)3




What i1s needed to stimulate
biodiversity business?

A Enabling policy

-
I Voluntary as well as mandatory m

I Corporate, local, national, international

A Business tools

I Product development, quality control,
supphichain management, marketing,
biodiversity reporting

A Financing instruments
I Grants, debt, equity
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Towards a Review &
Biodiversity evaluation of Business development
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Investments JUCN



Biodiversity business and rural developmer

A New customers:

I from commodity buyers and public agricultural agencies for staple foods, fibre,
biofuels

I to rapidly growing markets (tourism), niche markets (organic, wild foods), new
markets (conservation services)

A New suppliers:
I from agric/forestry inputs, farm labour and finance
I to conservation planners, tour guides, hotel and package holiday operators

A New competitors:
I from agri-business, forestry and mining companies
I to game ranchers, tour operators, conservation NGOs, wealthy individuals

A New risks:

I from drought, pests & disease, subsidized competitors, land invasion, long-term
commodity price decline

I to changing tastes (fashionable tourism destinations), changing conservation

priorities (mega-fauna, invasive species, water quality), changing conditions Ny
(climate change) IUCN



For more information:

Joshua.Bishop@iucn.org
http://cms.iucn.org/about/work/programmes/economics/

http://www.biodiversityeconomics.org/
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Naturebased recreation:
A large and growing marke
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Making markets with information:
Certification and edabelling

Organic agriculture: 30 million Certified forestry: 7% of
hectares ant)S$38 billion in 2006 productive forest area and
Area of Organic Agriculture and US$20 b|”|0n Sales |n 2007
Wild Harvested Plants Worldwide
Mo Hoctares According to the SOEL / FiBL Surveys 2000-2006 Certitied forest area worldwide, 1998-2006
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http://www.responsibletravel.com/Home.htm

Payments for watershed protection:
A European example (Dané&wan)



