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EXECUTIVE SUMMARY  

Mission Statement 

 

Facilitating and co-ordinating the development of quality non-traditional 

agricultural produce for export. 

 

This annual report for 2009 has been prepared by Team GMC with the objective of providing the 

Minister of Agriculture, and the Board of Directors of Guyana Marketing Corporation the 

opportunity of reviewing the activities of the corporation. 

 

Guyana Marketing Corporation  forging ahead with agri-business development 
The New Guyana Marketing Corporation (GMC) is the marketing arm of the countryôs Ministry 

of Agriculture and is primarily responsible for enabling the growth and development of the fresh 

and processed products sector, as well as furthering the expansion of agri-business investment 

throughout Guyana, with emphasis on maximizing exports.  

The countryôs progression towards a more diversified agriculture sector has seen the role of 

GMC evolve from a ófacilitatorô to an active player at all levels of the 

production and marketing chain, enabling vital linkages between 

producers and exporters, while at the same time, promoting the agri-

business investment opportunities that exist in the non-traditional crops 

sector (all crops, with the exception of rice and sugar).  

 

GMCôs Key Functions 

The agency assists exporters of non-traditional agricultural products 

with technical advice, assistance for sourcing supplies, harvesting, cleaning, and facilitating 

logistical arrangements for exports. GMC also provides the Government of Guyana with 

recommendations on domestic agricultural policy and measures to increase and expand regional 

and international exports. 

 

Support to Farmers, Agro-processors, Exporters/Stakeholders 

ÅProvides information on Post-Harvest technology of horticultural crops 

ÅFacilitates training programs for farmers, Agricultural Technicians, exporters etc 

ÅMonitors daily wholesale and retail prices from local markets  

 

 

 

 

 

 

 

 

 

 

 

 
GMC organized a farmersô market to assist with the sale of produce during January 2009 rainy season 
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ÅAssists in supply sourcing for exporters 

ÅConducts field visits to assess farmersô readiness for export 

ÅProvides market and marketing information, advises on the availability of produce, freight and 

other marketing matters 

ÅProvides a one-stop desk for export documentation of non-traditional agricultural produce 

(brokerage service) 

ÅConducts market studies for local and overseas markets 

ÅParticipates in trade fairs, and expositions to promote Guyanaôs fresh fruits and vegetables and 

also processed products       

ÅAdvises on the availability of trade and business opportunities 

ÅAdvises on kinds of produce that are being exported 

ÅFacilitates the registration of exporters with the US Food  

and Drugs Administration (FDA) Bioterrorism Legislation  

Registration        
 

 

 

 

Packaging/Refrigerated Facilities 

 

In keeping with regional requirements for the export of fresh agriculture products, GMC 

manages the Sophia and Parika Agro-packaging Facilities, the services of which are available to 

farmers at a minimal cost.  Additionally, a $4.9M refrigerated truck was commissioned in July 

2009 to assist farmers/exporters with the transport of their produce, also at a minimal cost.  

 

 

 

During 2009, the Corporation:- 

 

1. Commissioned a Refrigerated Trucking Service; 

 

2. Launched the Agricultural Market Information Service (AMIS); 

 

3. Promoted Guyanese fresh and processed non-traditional agricultural produce by 

participating in Trade missions and Exhibitions held locally and overseas, as well as 

through the Guyana Shop. 

 

4. Coordinated and executed AGRIFEST 2009 Guyanaôs Premier Trade and Investment 

show geared towards promoting Guyanaôs Agriculture and business opportunities that 

exist within the sector. 

 

5. Continued to provide Export Agro-Processing Facilit ies whereby farmers and exporters 

exporting to the Caribbean, namely Trinidad, Barbados, Antigua and St. Lucia, are 

required to process fresh produce destined for these markets; 

 

6. Maintained its Export Brokerage facility and prepared 238 export documents; 

 

GMC displays local products at an 

international exhibition                 
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7. Co-ordinated and executed training sessions for stakeholders in six farming communities 

across the country. Over one hundred farmers were trained during 2009 in Good 

Agribusiness Practices;  

 

8. Provided Bio-Terrorism registration with the US Food & Drug Administration to 

exporters of food products to USA. During 2009, thirty-nine (39) exporters were 

registered, bringing the total registrations done by Guyana Marketing Corporation to two 

hundred and eleven (211). 

 

9. Coordinated and executed several Government initiatives toward promoting Agricultural 

Diversification, namely; 

 

 The Farmersô Assistance Programme/Grow More Campaign ï targeting over 

200 areas across the ten (10) Administrative Regions of Guyana.  

 Flood Relief Programme 

 El Niño programme 

 Farmersô Market - coordinated and executed in response to the increased prices 

of vegetables following the Dec ó08- Jan ô09 floods, and lasted for six (6) weeks 

at GMCôs Robb & Alexander Sts. location. 

10. Executed Farm Verification visits and developed an online Farmersô Database with over 

120 farmers of 11 commodities. 

 

11. Provided Market Facilitation and Information Dissemination services to over 200 

stakeholders. 

 

12. Continued to collect, store and analyze export and price data for non-traditional 

agricultural commodities. 

 

13. Contributed integrally to the formation of several associations, namely; 

 Guyana Agro-Processors Association (GAPA) 

 Guyana Non-traditional Agricultural Exporters Association  

 

Continued the operations at the Central Packaging Facility-Sophia and the Parika Agro-

Processing Facility, where 2,031Mt were prepared for export in 2009 destined mainly for our 

three main Regional Markets; Trinidad, Barbados and Antigua. Additionally produce destined 

for extra-regional markets, namely Dominican Republic and Canada were also prepared for 

export at the Packaging Facilities. This figure represented a 74% increase in the volume of 

produce processed for 2009 at the packaging facilities.   

 

The total volume of non-traditional produce and products exported for 2009 was 9,423Mt valued 

at G$ 1.1 billion or US$ 5.2 million .  The export volume for 2009 was 32.45% or 2,308 Mt 

higher than that of 2008.  The export value for 2009 was 28 % lower than the export value for 

2008.   

 

Of the 9,423 Mt exported in 2009, 723Mt or 7.7 % were exported by air and 8,700 Mt or 92.3% 

were exported by sea. 



Guyana Marketing Corporation 

Annual Report 2009 
 

 6 

 

6,127Mt or 65 % of overall total was exported regionally, whilst 3,296 Mt or 35 % was exported 

extra-regionally. 

 

 

Regional 

 

The major importing countries regionally were Trinidad and Tobago (4,176 Mt), Barbados 

(1,075 Mt), Dominica (340 Mt), St. Lucia (176 Mt) and Antigua and Barbuda (147Mt). 

 

The major fresh commodities exported regionally were dried coconuts, pumpkins, watermelons, 

plantains and eddoes.  The major processed commodities exported regionally were copra, crude 

coconut oil, copra meal and coconut water.  

 

There was a 23% increase in regional exports during 2009. 

 

Exports to: Dominica decreased by 549 tonnes, St. Lucia by 36 tonnes, and Grenada 8.3 tonnes  

 

However exports to Trinidad increased by 1450 tonnes, Suriname by 53.4 tonnes and St. Vincent 

by 10 tonnes. 

 

Extra-Regional 

 

The major importing countries extra-regionally were Dominican Republic (2,106 Mt), Canada 

(604 Mt), France (452 Mt), Lebanon (46 Mt), Belgium (46 Mt). 

 

There was a 52% increase in extra- regional exports during 2009. 

 

Exports to: Dominican Republic increased by 2106 tonnes and Belgium by 46 tonnes.  

 

Exports to: Canada decreased by 409 tonnes, France by 396 tonnes, USA by 106 tonnes and 

Switzerland by 41 tonnes. 

 

The major fresh commodities exported extra-regionally were dried coconuts, mangoes, wiri wiri 

peppers and eddoes. The major processed commodities exported extra-regionally were heart of 

palm, pineapple chunks and coconut crude oil. 

 

The overall export of fresh produce rose by 2,230 tonnes, from 2,398 tonnes in 2008 to 4,628 

tonnes in 2009.   

 

The overall export of processed products increased by 76 tonnes from 4,719 tonnes in 2008 to 

4,795 tonnes in 2009.   

 

Nizam Hassan 

General Manager 

Guyana Marketing Corporation 
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INTRODUCTION  

 

Guyana Marketing Corporation (GMC) is a government corporation (established under 

section 46 of the Public Corporations Act, Cap 19:05 of the Laws of Guyana), that  has been 

working assiduously over the years to promote the cultivation and export of Guyanaôs non-

traditional agricultural products to Regional and Extra Regional markets.  

 

 

1.0 MARKETING DIVISION ACTIVITIES  

 

 

1.1 GUYANA SHOP 

 

The Guyana Shop is a one stop Supermarket where most of Guyanaôs manufactured products are 

sold and most importantly promoted. This unique supermarket was established in March 2007 

and is owned and managed by Guyana Marketing Corporation. The Guyana Shop consists of 

three competent and operational staff and one Supervisor. They are all responsible for the 

professional operation of the shop on a day to day basis.  

 

The fiscal year of 2009 was a year of tremendous progress for the Guyana Shop. Management 

and staff did an outstanding job of consistently delivering results in an increasingly difficult 

economic environment. The Guyana Shop offered real value to customers when they needed it 

most through offering competitive prices, high quality products, impeccable customer service 

and an overall pleasant shopping experience. During 2009, management remained focused on 

executing their strategic initiatives thus improving the annual sales and net income; ending the 

year with a very healthy balance sheet. We enter 2010 as a significantly stronger company 

positioned for greater success in the coming year. 

 

Additionally, during 2009, several shifts in the way customers shop was observed and 

management was ï and continues to be ï positioned well to pursue these changing trends as 

opportunities. The management and staff of the Guyana Shop are able to identify and act on 

changes in consumer behavior more rapidly than our competitors. The strategic actions taken, the 

financial infrastructure put in place and the talent that has joined our ranks across the 

organization is clearly paying off. Of course, our strong performance is ultimately a testament to 

the loyalty, talent and commitment of our valued customers; for which we both recognize and 

appreciate. Their continuous support is testament of their patriotism and commitment to 

supporting locally manufactured products.    

 

 

Analysis of Financial Performance  

The Guyana Shop was launched in 2007 where total sales reached $9,342,634 with daily average 

sales reaching $ 34,598. These figures were due to the transformation from a supermarket 

operation to that of the present ñGuyana Shopò which seeks to promote locally manufactured 

products. However, in 2008 the Guyana Shop recorded its highest annual sales to date; reaching 

$134,150,619 with average daily sales of $ 438,013. This was a direct result of the Governmentôs 

Food Assistance Program (Flour Sale).  
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Moreover, though 2009 sales reduced when compared to that of 2008, sales for this year 

($28,438,054) still surpass that of 2007, reaching a daily average of $89,581.  
 

The Guyana Shop has available over five-hundred products from over thirty (30) agro-

processors. The items available include sauces, jams and jellies, canned fruit, coconut milk,   

coco sticks, detergents, essences, sweets and beverages all made in Guyana. 

 

 

 

  
 

Locally produced Agro-Processed Items on display in the Guyana Shop 

 

Promotions at the Guyana Shop 

 Annual Christmas Promotion  

 Agro-Processors Sale & Sampling Promotion  

 

 

            

1.2  MARKETING INFO RMATION CENTRE  
 

The "Heartò of Guyana Marketing Corporation - The Marketing Information Centre as in 

previous years continues to disseminate market and marketing information to its stakeholders by 

creating agri-business linkages between farmers, buyers, exporters and agribusiness investors on 

non-traditional agricultural produce and products. 
 

The Marketing Information Centre functions in several capacities including: 

 

1. Gathering  and disseminating market information 

 

2. Identifying and promoting the economic potential of new non-traditional 

agricultural products , based on the competitive advantages of Guyana. 
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3. Working with Agencies such as NARI, Plant Health/Quarantine, Food & Drugs 

Department etc to have challenges in farming communities addressed more 

effectively. 

4. Working with Potential Investors ï Regional and Extra-regionally based - 

looking at investing in Guyana. 

5. Training of Farmers in areas of post harvest handling, pricing, good agricultural 

practices etc. 

 

 

During 2009, the Marketing Information Centre was involved in several activities, namely; 

1. Training of farmers, meetings and outreaches in approximately sixty (60) 

areas of Guyana in Regions 1- 6, 9 & 10. 

2. Market facilitation and information dissemination ï A total of 250 persons 

trafficked through and were served by the staff of the Marketing Information 

Centre throughout 2009. 

3. Working with Exporters ï Significant linkages were made between farmers 

and exporters during 2009. Some successful ventures are as follows: 

a. Mr. Anthony Foo (Tropicoco) ï Exporter of Dry Coconuts to Dominican 

Republic.  

 

b. Mr. Shook Shivmangal - Exporter of Dry Coconuts to Dominican 

Republic.  

 

c. Mr. Carl Roberts ï Exporter of Fruits and Vegetables to the US. 

 

d. Mr. Earl Fortune ï Exporter Fruits and Vegetables to Antigua.  

 

e. Ovid Basdeo ï Exporter Fruits and Vegetables to Trinidad & Tobago. 

 

f. Ms. Florence Jones ï Exporter for Dry Coconuts to Trinidad. 

 

g. Sunil Rasul ï Exporter of Dry Coconuts to Dominica Republic. 

 

h. Rosalinda Gurrcharran ï Exporter Fruits and Vegetables to Trinidad. 

 

i. Lionel Downer ï Exporter Dry Coconuts to Trinidad. 

 

j. Bibi Fariel Sumra ï Exporter Dry Coconuts and Coals to Trinidad. 

 



Guyana Marketing Corporation 

Annual Report 2009 
 

 10 

k. Melissa Mahraj ï Exporter Dry Coconuts to Trinidad. 

 

l. As a means of linking exporters with potential markets, Guyana 

Marketing Corporation facilitated a shipment of sample fruit juices to Mr. 

Sam Dowlath of Trinidad & Tobago. 

 

4. Working with Potential Exporters - Over 100 new persons inquired on the 

requirements in exporting agriculture produce and products to several regional 

and extra-regional destinations, namely;  

1. Cayman Islands  

2. Antigua  

3. Trinidad & Tobago 

4. Grenada 

5. Barbados 

6. USA 

7. Canada 

8. St. Lucia 

9. Jamaica 

10. UK 

11. Dominica  

12. Dominican Republic 

13. Santa Domingo 

14. Germany  

15. Belgium 

 

5. Promoting Guyanaôs fresh and processed products by participating and 

facilitating trade fairs, exhibitions both locally and internationally. 

 

1.3 Exhibitions 

 

1.3.1 Overseas Exhibitions 

  

The corporation was represented at:  

i. Agro Fest 2009, Barbados ï hosted by the Barbados Agricultural Society, 

February 27, 2009 ï March 1, 2009.  
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               Agro Fest 2009, Barbados 

 

 

 

 

ii.  Guyana Folk Festival ï New York 
 

 
Guyana Folk Festival ï New York 
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1.3.2 Local Exhibitions 

 

Staff of Guyana Marketing Corporation ware involved in organizing and/or participating 

in the following exhibitions: 

 

 Career Day 2009 - University of Guyana 

 Berbice Expo & Trade Exposition 2009 

 Rose Hall Town Day Festivities 

 Essequibo Night 2009 

 GUYEXPO  

 Ministry of Education Schoolôs Health Fair 

 Rupununi Expo 

 State of Roraima Boa Vista Agriculture Exhibition 

 

AGRIFEST 2009 
 
Guyanaôs Agriculture sector is drastically expanding. The push towards diversifying this 

important sector would certainly open new areas of activity, investment and opportunities, which 

when explored, would definitely cement Guyanaôs stature as the Bread Basket of the Caribbean, 

and being infamous as the Caribbeanôs leading supplier of food. 

 

 
              Hon. Bharrat Jagdeo, President of Guyana; inspecting a booth at AGRIFEST 2009. 

 

It was with this in mind that Guyana Marketing Corporation took the initiative to host Guyanaôs 

premier Agricultural Trade and Investment festival ï AGRIFEST. AGRIFEST 2009 is a sequel to 

the Grow More Food Festival and Guyana Nites organized and implemented by The Guyana 

Marketing Corporation that attracted thousands of attendees.  
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Agrifest was well organized and professionally executed by Guyana Marketing Corporationôs 

Organizing Committee. This event was organized partially to engage the attention of the 

Caribbean region and beyond, generating market access and demand for locally manufactured 

products. It also aimed at creating awareness for new technologies used in agriculture ï all 

essential to the expansion, modernization and diversification path upon which the sector has 

embarked.   

 

All agencies and stakeholders within the Agriculture sector came together in an effort to 

showcase a combination of products and services reflecting Guyanaôs ongoing Agricultural 

Diversification drive, and resulting agri-business investment opportunities that exist and are 

being created.  

 
A small section of the Jubilant crowd present at Agrifest 

 

The inaugural Agrifest Trade and investment festival was conveniently staged at the Guyana 

National Stadium on October 31
st
 and November 1

st
 cumulating Agriculture month activities. 

This premier event attracted over one hundred (100) participants including in excess of twenty 

(20) leading food entities all providing a wide and diversified food menu representing Guyanaôs 

various ethnic and cultural groups. This allowed all present, especially the foreign attendees a 

first hand opportunity to experience most of the genuine food delicacies Guyana has to offer. 

There were also a large number of craft exhibitors present exhibiting a wide verity of local craft 

including patriotic furniture, jewelry, ornaments, etc.      

 

Being both business and entertainment in nature, AGRIFEST 2009 staged a farmers market and 

competition. This served as an additional incentive to motivate farmers to continue their hard 

work in building the Agriculture sector, and Guyana by extension. It also provided a gateway for 

new entrants into this striving sector. 

 

Most of the booths on display were dedicated to projecting demonstrations of the Low Carbon 

Development Strategy (LCDS) and its process. This strategy is an important component of 

Governmentôs thrust to enhance the quality of life available to Guyanese. The Agrifest initiative 

provided an environment of opportunity. Patrons inspected booths that exhibited a wide selection 

of informational displays on how each aspect of agriculture contributes to the Low Carbon 

Development Strategy. Additionally, a tunnel fashioned by the Guyana Forestry Commission to 
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showcase and promote this Strategy attracted many persons who were greeted by signs, pictures 

and other materials promoting the Strategy. 

 

 
President Jagdeo and Minister Persaud in Low Carbon Tunnel at Agrifest 

 

Many of Guyanaôs main producers and consumer service providers, including the Guyana Sugar 

Corporation (GUYSUCO), the Guyana Rice Development Board (GRDB), New Guyana 

Marketing Corporation (GMC), Government Information Agency (GINA), GO-INVEST, Ricks 

& Sari, Majors Food Manufacturing, Banks DIH, and Aquaculture facilities were just a few 

entities that expressed confidence in Guyanaôs economy and the agricultural sector, by investing 

in booths at this festival.  

 

Other participants included hinterland producers of organic soap and body lotion, coffee, cocoa, 

processed fruits and peanut butter, seasoning and pepper sauce.  

 

Stage, lighting and Sound were provided by Guyanaôs number one Entertainment Group; The 

Fusion Sound System. Entertainment included tassa drumming, a Mutton Curry competition, 

performances by leading local entertainers, and a kidôs fun park and show. The kids show 

included grand performances by the infamous Sponge Bob Square Pants, Dora the Explorer and 

BOBB the Builder. These acts sent the numerous kids in attendance into a screaming frenzy. 

However, the main attraction of the evening was regional singing sensation and international 

Soca recording artist Rupee, who ignited the well-attended gathering of fifteen thousand patrons.  

 

This event was definitely a huge success for the Ministry of Agriculture. Agrifest promoted the 

services and programmes of the Ministry and its various departments and agencies. The services 

of other organizations engaged in providing services in the agriculture sector, and promoted 

services and products of private sector companies. This event most importantly, showcased 

Guyana as a place for agri-business investment and a place to source fresh and processed 

agricultural products. 
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1.4 Other Activities 

 

1. Registration of exporters exporting food products to the USA, as a result of new 

regulations instituted by US Food & Drug Administration. Thirty-nine (39) 

registrations were done for 2009;  

 

2. Provided marketing information to farmers, exporters, agro-processors, students 

and Government Agencies who visited the Marketing information Centre; 

 

3.  Managed and maintained the FAO AgriMarket Database where prices collected 

from specified markets are entered and reports are generated on a daily, weekly 

monthly and yearly basis; 

 

4. Collected export data from Plant Quarantine, Guyana Revenue Authority, 

Amazon Caribbean, Agro- Processing Facilities, Caribbean Airlines and 

individual exporters and prepared monthly reports. 

 

5.  Represented the Corporation at the various sub-committees meeting at the 

Guyana National Bureau of Standards. 

 

1.5  Export Brokerage  

 

During 2009, the corporation maintained its export brokerage service to farmers, exporters and 

agro-processors and prepared 238 documents.  Of this figure, 90 were for fruits and vegetables, 

36 for seafood and 112 were for other commodities such as wood, clothing jewelry and craft.  

 

Gross revenue earned by this activity was G$ 742,352.00 
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1.6 Training  

 

One hundred and eighty-two farmers were trained during six stakeholder workshops in Good 

Agribusiness Practices held during 2009 under the Agricultural Support Services Program 

(ASSP) Memorandum of Understanding between Guyana Marketing Corporation and Ministry 

of Agriculture. Workshops were held in the following areas: 

 

 Laluni/Kuru Kuru 

 Parika Back 

 Linden 

 Black Bush Polder 

 Charity 

 Anna Regina 

 

Guyana Marketing Corporation collaborated with several agencies within the ministry of 

Agriculture to provide training in the following aspects: 

 

 Agriculture Diversification 

 Agribusiness and Marketing 

 Post Harvest Management 

 Chemical Usage 

 Farm Certification 

 

1.7 Field visits 
 

Field visits were done by the Marketing Officers of the Guyana Marketing Corporation to several 

farms during 2009.  

 

Some visits were as follows: 

 Visits to Region One ï a collaborated effort with GOINVEST to explore 

agricultural potential existing within the Region as well as to evaluate 

previous investment made by GOINVEST into the region. The visit revealed 

that coconuts produced within the region (Shell Beach) are being supplied to 

two major exporters to the Dominican Republic. 

 

 Visit to farmers in Parika and Canal # 1 with Mr. Harripaul Bhagwandeo so as 

to provide him with linkages to suppliers of plantains, watermelons and 

pineapples for export. 

 

 The Pineapple farm of Ms. Simonica Andries was visited by GMC and Plant 

Quarantine Officers to offer certification so as to facilitate exporter Mr. Singh 

to purchase pineapples for export. 

 

 GMC Officers and Trinidadian Plant Quarantine Officials visited farms in 

Moblissa, Moleson Creek and Wakenaam as part of the process of developing 

a trade protocol between Trinidad and Guyana. 
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Trinidad Plant Quarantine Officials inspect a farm at Moleson Creek, Corentyne - 

2009 

 
Trinidadian Plant Quarantine Officials examine the Moblissa Demonstration Farm, 2009 

 

Several visits were also made to farms with the objectives of: 

1. Gathering data for building of a Farmersô Database 

2. Seed distribution 

3. Flood Verification 

 

 

 


