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Guyana to play leading
role in the eradication
of Regional hunger

Senior representatives of La
American and Caribbean co
tries participated in the !
meeting of the Hunger Frd
Initiative for Latin America and the Caribbean stddgn Guyana at the |

ternational Conference Centre during 12-14 July2201

This meeting addressed the steps taken at thenahtiod sub-regional le
els to achieve food and nutrition security (FNS)ha region. The Hung
Free Latin America and the Caribbean Initiativeaicommitment fro

Meeting of the
Working Group

v
Wi 2025

Georgetown, Guyana, July 12 to 14, 2012

countries and organisations in the region, supddmethe United Natiors

Food and Agriculture Organisation (FAO), with amab foster the cond
tions to eradicate hunger permanently by 2025.
Food & Nutrition Security is cross-cutting in natuboth in the factors th

have an impact on it as well as in the impactsaataa with it. Just as the
agricultural, economic and productive model thawvails in the region hgs

strong impact on FNS, so too does the level of ldpveent of FNS hav
an effect on quality of life of the population fbon’t on Pg 2

3arbados

Participate at
yean Nutrition
Health Fair

PPORTING LOCAL
)-PROCESSORS

RAGE RETAIL
> FOR QUARTER

Guyana on Display in
Barbados

dos. This event was held at X
Caribbean Peppempot in Ch

in collaboration with theGuyanal

About this
Newsletter

This newsletter is a
quarterly bulletin of the
Guyana Marketing Cor-
poration. It provides in-
formation and market
intelligence in non- tra-
ditional agricultural

Guyanese aft Prucer at GuyanaShowcasestaged m
Tourism Authority, the Ministry Barbados
of Tourism, Go Investand theMinistry of Culture Youth & Sports , and
aimed at promoting Guyana as a visitor destinatmwough the represen
tion of its art, music, cuisine, culture, fashigrdanvestment opportuniti

produce for the local
and export markets.
‘The newsletter is aimed

Moreover, Showcase Guyana is the first of its kimdbe held in Barbaddsat strengthening the in-
and offers the opportunity to promote Guyanese g@odl services as well formation base of our
as its tourism product. It also aimed to enhanee rdtationship between farmers, agribusinesses

the two countriesCon’t on Pg 4

and other stakeholders.

Increasing the Export of Non-Traditional Agriculture Produce
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Con’'t from Front Page.- terms of their emplo
ment, well being and the attainment of equitalie
clusive and sustainable social development.

President Donald Ramotar during his address t
gathering conceded that the region was rich in-§
culture and possess an abundance of food. A
president went on to state that it was unacce
that more that 50 million people go to bed hungiy...
and the region must act urgently to end this. St
ing the need for concerted action on different f§
and platforms to address the problem of hunge
malnutrition which were directly linked to the lds
of poverty and inequality in Latin American and
Caribbean, the president called for greater pyy
attention to these issues in national, regional ian] N
ternational policies. B m,»‘f

A Z’Iu mwrr e
Moreover, Agriculture Minister Dr. Leslie Rarfi s
sammy called on Caribbean and Latin Amer
countries to place emphasis on agricultural reg
in achieving food security. Ramsammy noted
the scope for serious research in Caribbean cegntri
Is terribly limited since most of the countries sp@dess than 0.1 percent of its gross dom
product in this regard. He advocated that count@fuly and aggressively pursue the
tential of genomics to improve crops, introduce rmaps, and generate better soil man
ment practices. The need to pursue carefully agdesgively the potential of genomics to
prove crops, introduce new crops, and generat@rbstil management practices were
highlighted.

d

ﬁMfI s Presentation at the Hunger Free Conference staged at
a the National Conference Centre July 12-14/2012

Additionally, Minister Ramsammy boasted that Guyst@nds out as a country where agri

country and agricultural commodities represent ntioe® 40% of its export portfolio.
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Ccul-

ture has always played an important role in itsetitgpment, adding that it is a food-secured




Guyanﬂn tﬂe non-tr 5 tional agricultur 1 sec?or. fresh

fruits & vegetables and processed agricultural ﬁroda‘cts.
Farmers, dgro—prodedsdré ‘exporters a ther agri-
busmess investors, will find this Webs:te a useful re-

source. for.information on proper post harvest han-
dlmg, packagmg, marketmg and exportmg

For More Information Contact The Guyana Marketing Corporation

Tel: (592) 226-8255 ;227-1630, 225-5429,Fax: 227-4114
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~  GUYANAON

Con’t from Front Pg..... Promoter and organizer

case Guyana was a great opportunity to exhibit ¢
ana as a tourism destination, to showcase Guyfs =2
food and drink, our goods, agriculture and cu v

jlan counterparts. Mr. Burchmore went on to
that this event is not just for Guyanese but fbtce |
come, see and enjoy. Mr. Burchmore is also *
founder of Kross Kolor records located here in C %

ana. —

Value Added Products were also available. Some Ilmaaufactures of value Added Produ

Apart from an exhibition, sale and display of Gugs@ craft and food products as well as

cts

sent at this event and exhibited their productwiach included Chips, nuts, Tamarind B
etc.

With tents filled with fashion, food and craft suek tie-dye clothing, leather shoes, d
made out of banana leaves and trays filled withbaligy black and white pudding, cow h

about the event. There was also live music fromesainthe biggest names in the caly
arena in Guyana such as three-time Junior Calypsomakéh Tennicia Defreitas, Road Ma
king 2012 Adrian Dutchin and Soca Monarch King 20120 Primo.

that participated in this auspicious event includets Enterprise who displayed and sold jheir

line of products including Health and Fruit Drink&jditionally, Suria Delight was also pie-

Is,

plIs
pel

soup and dhal pourri, a mixture of locals and Geganand some visitors were seen milling

NSO
'ch

Some of the Guyanese Products on Display at the Guyana Showcase staged in Barbados
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lon”Da?Hea[th Fair- ===

= 2 n-.l N utr

1The Food policy Division of the
o Ministry of Health hosted a Health
Fair to commemorateCaribbean
Nutrition Day which is observer

'8l annually in member countries of the
Caribbean Food and Nutrition Ingti-
tute (CFNI). This year it was cele-
| brated under the ThemeHeéalthy
Eating and Active Living: Creating
an Enabling School/Work|
Community Environmerit

Members of the Mocha Community
on the East Bank Demerara, bene-
fited immensely from this health fair
which was staged at the Mocha Arcadia Primary Skl@aribbean Nutrition Day, which js
celebrated throughout the region, commenced on Ju2@04 with the aim of making persons
aware of the various health issues that plagu€tndbean.

Marketing Officer atached to GMC addressing scores of Children attending Health Fair

The event comprised varying aspects of health saded off with an opening ceremony
which was held inside the Primary school. Attendeese treated to poems, dances and hgalth
talks that continued when they were invited to gheunds that hosted the actual fair. The
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=== ﬁyasﬁa Marketing Cor

poration Partmma@%fL
on Day Health Fair

They included Namilco, Na- _

tional Agriculture Research ajg™ =
extension Institute (NARI)
Cheddi Jagan Dental Scho
Child Protection Agency (CPA
Women of Worth; Ministry o
Human Services, National Aic
Programme Secretariat (NAP
and the Unit of Allied Arts
Members of the Mocha Heal
Centre were also on hand to p
vide blood sugar and bloc
pressure testing to interes
persons attending the fair.

The Ministry encouraged all o ,
ganizations to take steps tO |E@mistry of HealthOfficial educating these students on the benefits of eating healthy
tablish and promote a healthy workplace. Simplesiies for workplace can include organjz-
ing wellness committees within the workplace tohltight and promote healthy lifestyles,
having a daily challenge to increase |the
consumptlon of vegetables or fruits, con-
nta-
or
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GUYANA MARKETING CORPORATION’S
AGRO-PACKAGING FACILITIES

These Agro-Packaging Fadlities are the only two ggooved
packaging fadlities for fruits and vegetables in @yana. These
Packaging Houses fadlitate the processing of fredhuits
and vegetables before exportation

kbbb kbbb hhhhb kbbb kbbb kb kbbb bk kb bk kb h bk bk hhh bk kb ks h b h kb h ko k&

LOCAITON 1 COST TO USE FACILITY L1OCANON 2
Central Packaging Facility $- Guyanese Dollar Parika Agro Packaging Facility
National Exhibition 20ftContainer-$10,000.00 Mora, Parika
Complex, 40ftContainer-$13,500.00 (Behind the Meighhorhood De-
Sophia Air shipment - $10,000.00 macratc Cowned Ofice)
Tel.: 219-0085 Tel.:260-4983

REFRIGERATED
TRUCKING SERVICE

.";*;f‘l The Ministry of Agriculture through the Guy T
~ana Marketing Corporation introduces a new

Refrigerated Trucking Service to provide farmersduexporters with the required trans
port for their produce from one location to another

For More Information contact The Guyana Marketing Corporation
Tel: (592) 226-8255; 227-1630, 225-5429, Fax: 227-41 14




Agro-processing can be defined best assét of techno-economic a

tivities, applied to all produce originating from dgkiculture Farms,
Livestock, Aqua-cultural sources and Forests foreiin conservation St o o, . > 0 d ey
handling and added value potential in order to allofor their usage
and/or consumption as food, fiber, fuel or as indaal raw materi-
als.”

The Guyana Marketing Corporation is cognizant efplotential of th
local Agro-Processing Industry. In the corporat®omhandate to i
crease the export of non-traditional Agriculturabguce, continues
provide pertinent support to local Agro-processémsa direct effort t(
provide technical support the Agri-Business Deveiept Officer at
tached to GMC; visited several local Agro-Processadrtheir respec-
tive establishments. During these visits the emigeo-processing pr¢ !
cedure was inspected and processors used thistapgyto highlight
some of their challenges, general observations w@nducted and re
ommendations for improvement were provided. Moreopeocesso
were briefed on strategies for expansion, marketiolyding labelin 'i

and packaging as well as continuous collaboratiagh @MC was als(
reiterated.

The visit to the Pandama Retreat, home of PandamasWWas hoste
by Mr. and Mrs. Warren Douglas; proprietors. Mr.uglas explained
the different fruits utilized to produce the vamotlavors of the Pa
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COLD CHAIN SERVICE

Transportation and Storage of Fruits & Vegetablesin a refrigerated environ-
ment is now easy with the Guyana Marketing Corporation’s Cold Chain Service.

For safe and seaure storage andtransportation of your temperature-senstive
cargo. Contact the Guyana Marketing Corporation; inaeasng the export of
Guyana’s non-traditional Agricultural Produce.

For More Information Contact
The Guyana Marketing Corporation
Tel: (592) 226-8255 ; 227-1630, 225-5429
Fax: 227-4114
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AVERAGE RETAIL PRICES FOR PRODUCE FOR MAY, JUNE & JULY 20 12
AT THE MAIN URBAN MARKETS

— —J_ - ——
ROOT CROPS : vl
Bourda Marlket Stabroek Market
Items UNIT [ 25 May | 25-Jun | 25-Jul | 25-May | 25Jun | 25-Jul
CASSAVA SEG 247.08] 234.00 2e400] 2s21s]  2asool 2en
EDDO SEG 170.92 168.00 178.20] 158.23 151.00] 158,
GINGER SEG 925.83] i10000] 144100] e g996.60] 1,304
SWEET POTATO SEG 198,28} 202.00 200.30] 18a.4s]  187.00] 166.
YA TEG 458 62 4BE.00 48180] as1.00| 45956 475,
CONDIMENTS & SPICES | [ 2
Bourda Marlet Stabroek Market
Ttems UNIT [ 25 May | 25-Jun | 25-Jul | 25-May | 25Jun | 25-Jul
CELERY LEHG en7sol 97778 #57.78] es0a7] asozo|  mss
ESCHALLOT SEG 516.00 576.00 556.60] 47850 574.00] 517,
HOT PEFEFPR LSRG 531.38) 414.00 488 40] 53308 322 00| 446,
[ WIRIWIRI FEFTER ST 321.03 170.00 267.00] =327.4a] 159.39] 265,
e I - - ) "
VEGETABLES > ATt
ta
Items UNIT [0 May | 2odun | 2oJul | 2o May | 2odun | 2o-ul
BORA /BDLS 3158 42.50 39.40] 36.81 44.17 36.
BOULANGER LPCL 153.85 163.64 170.00] 157.63] 15455 160.
CABBAGE SEHG 416.31 540,33 g64.40] a19es] som6E7
CALALOO S BDLS 45.02 44.70 44,39 4269 47.12 43.50
CORILLA SEG 308.00 286.00 ass60] 32323] 28600 319.00
CUCUMBER SEAC 42.71 34.85 27.41 36.41 27.50 24.33
OCHRO VEG 228.46 250.00 244.20] 242.00] 237.00 220.00
PAK CHOI SRT 38.08 60_E4 50,00 39_86 54.00 55.83
PUMPKIN SEG 140.10 15500 16665]  15188| 13800 143 00
SQUASH SEAC 153.08 15864 162.00] 14436] 14545 166.00
SWEET FEFFER VEG 917.79 a3s.00] 1o0seo00] o2400] 9szool 104500
TOMATOES VEG 274.15 430.67 613.80] 280.36|  342.00 616.00
P S 3 P o
FRUITS e : i s
— i e =y :-
Items UNIT [T May | 20Jun | 2oJul | 2o May | 2oJun | 2o-Jul
ROUND LIMES SEAC 37.42 3530 36.38 3457 20,40 30.92
ORANGES SEAC 48.94 47 B8 44,33 5147 50,91 4426
PAPAW SEAC 486.54 43636 s1500] a44028| 35242 435 00
PINEAPPLES SEAC 317.31 287.73 2g9.83] 28397| 26212 25167
WATERMELON VEG 22338 264.00 20020] 228.46| 22880 267.14
COCONUT (DRY) SEAC 54.55 4828 57.00 53.33 §1.11 54.50
[ COCONUT (WATER) SEAC 140,00 140.00 137.14] 140.00 140,00 140.00
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Guyana M arketing Corporation
Regent St. & Shiv Chandrapaul Dr.
(formerly New Garden St)
Bourda, Georgetown.

Tel.No:592-226-2219, 592-226-8255, 592-226-9599,
592-227-1630, 592-225-7808

Email: newgmc@networksgy.com

We’re on the Web at www.newgmec.com
www.agriculture.gov.gy

Compiled and Edited by Hadoc Thompson

For More Information contact The Guyana Marketing Corporation
Tel: (592) 226-8255 ; 227-1630, 225-5429, Fax: 22741 14




