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To enter the European market for immune-boosting botanicals you must meet the mandatory
legal requirements set by the European Union (EU). The European market for health products
is divided into a food supplement segment and a herbal medicinal products segment, with
immune-boosting botanicals being mainly used in food supplements. Importers and
distributors are the most important channels for exporters to enter the market. You may face
competition from various countries, depending on the immune-boosting botanical you
produce.
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1. What requirements must immune-boosting botanicals for
natural health products comply with to be allowed on the
European market?
What are mandatory requirements?
You can only export immune-boosting botanicals to the European natural health products market if you comply
with the EU’s mandatory legal requirements regarding natural ingredients for health products.

This study focuses on food supplements, which is where immune-boosting botanicals are mainly used since their
goal is to improve consumers’ health and prevent disease. In herbal medicine, botanicals are used for cough
and colds. See the CBI study on buyer requirements for natural ingredients for health products for information
on requirements for herbal medicine.

If your immune-boosting botanicals are used in food supplements, you must comply with:

European General Food Law, which requires all foods marketed in the EU to be safe;
Food safety regulations, which include requirements on maximum residue levels (MRLs), contaminants in
food and microbiological contamination of food and food hygiene as outlined in the EU’s Hazard Analysis and
Critical Control Points (HACCP);
EU food supplement legislation, which lays down requirements on the composition and labelling of
supplements;
The Novel Food Regulation, which requires assurance of the consumer safety of ingredients that were not
consumed within the EU before 15 May 1997. Check the Novel Food Catalogue, the Union List and consult
experts to determine if your botanical was used in the EU before that date;

https://www.cbi.eu/market-information/natural-ingredients-health-products/buyer-requirements
https://ec.europa.eu/food/safety/general_food_law_en
https://ec.europa.eu/food/plant/pesticides/eu-pesticides-database/public/?event=homepage&language=EN
https://ec.europa.eu/food/safety/chemical_safety/contaminants_en
https://ec.europa.eu/food/safety/chemical_safety/contaminants_en
https://ec.europa.eu/food/safety/biosafety/food_hygiene/microbiological_criteria_en
https://ec.europa.eu/food/safety/biosafety/food_hygiene_en
https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=CELEX:02004R0852-20090420
https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=CELEX:02004R0852-20090420
https://ec.europa.eu/food/safety/labelling_nutrition/supplements_en
https://ec.europa.eu/food/safety/novel-food/legislation_en
https://ec.europa.eu/food/safety/novel_food/catalogue_en
https://ec.europa.eu/food/safety/novel-food/authorisations/union-list-novel-foods_en


National positive lists for botanicals, to determine whether your ingredient is already accepted for use in
food supplements. Examples include BELFRIT (Belgium, France and Italy) and the Pflanzenliste (Germany).

Tips:
Check for common causes of border rejection and product withdrawals in the EU’s Rapid Alert System
for Food and Feed database. Examples include contaminants and unauthorised food ingredients.

See the CBI study What requirements must natural ingredients for health products comply with to be
allowed on the European market?. This study provides further guidance on mandatory and broader
market entry requirements for this sector.

Visit the Access to markets Portal (previously known as the EU Trade Helpdesk) for more information
on import rules and taxes in the European Union.

Contact Open Trade Gate Sweden if you have specific questions about rules and requirements in
Sweden and the European Union.

Sustainable sourcing and traceability

Sustainable sourcing is important to buyers, as they are facing supply shortages for an ever-increasing number
of cultivated and, especially, wild-collected species. You need to demonstrate sustainable sourcing by
implementing Good Agricultural and Collection Practices (GACP). These provide technical guidance on
cultivating, harvesting and handling of plants to ensure a good quality. Although only mandatory for herbal
medicinal products, this is also crucial for wild-collected ingredients used in food supplements. 

The EU is committed to environmental sustainability and sustainable growth, as reflected in the European Green
Deal. Laws are being discussed that will make European manufacturers more explicitly responsible for
explaining where and how products are produced and what impacts these have on people and the environment.
This might mean that you need to put more rigorous traceability systems in place to be able to deliver the
information your buyers demand of you.

Tips:
Start gathering supply-chain traceability information and consider sharing it with your buyers so that,
together, you can identify and address potential gaps. You can refer to this briefing from Proforest for
more information on how to obtain traceability in your supply base and what types of information your
buyers are looking for.

For the production of raw plant materials, check the Guideline on GACP for Starting Materials of Herbal
Origin (GACP). This is based on the WHO GACP Guidelines.

See the CBI study The EU Green Deal – How will it impact my business? for more information on the
EU Green Deal and its implications.

Requirements regarding the export of natural ingredients

You need to comply with the Convention on International Trade in Endangered Species of Wild Fauna and Flora

https://www.economie.gouv.fr/files/files/directions_services/dgccrf/imgs/breve/2014/documents/harmonized_list_Section_A.pdf
https://www.bvl.bund.de/SharedDocs/Berichte/08_Stoffliste_Bund_Bundeslaender/Pflanzenliste_Eintraege_A-K_%202_Aufl_10_2020.html;jsessionid=97C2B6F595EEA8CBE287CEE1B91FC7F5.2_cid290?nn=10418112
https://webgate.ec.europa.eu/rasff-window/portal/?event=SearchForm&cleanSearch=1
https://webgate.ec.europa.eu/rasff-window/portal/?event=SearchForm&cleanSearch=1
https://www.cbi.eu/market-information/natural-ingredients-health-products/buyer-requirements
https://www.cbi.eu/market-information/natural-ingredients-health-products/buyer-requirements
https://trade.ec.europa.eu/access-to-markets/en/content/welcome-access2markets-trade-helpdesk-users
http://www.opentradegate.se/
https://eur-lex.europa.eu/legal-content/EN/TXT/?qid=1596443911913&uri=CELEX:52019DC0640#document2
https://eur-lex.europa.eu/legal-content/EN/TXT/?qid=1596443911913&uri=CELEX:52019DC0640#document2
https://www.proforest.net/fileadmin/uploads/proforest/Documents/News/responsible_sourcing_practical_guide_online_version.pdf
http://www.ema.europa.eu/docs/en_GB/document_library/Scientific_guideline/2009/09/WC500003362.pdf
http://www.ema.europa.eu/docs/en_GB/document_library/Scientific_guideline/2009/09/WC500003362.pdf
http://whqlibdoc.who.int/publications/2003/9241546271.pdf
https://www.cbi.eu/market-information/eu-green-deal-how-will-it-impact-my-business


(CITES). CITES regulates the trade in (for example) wild-collected endangered plants and provides guidance on
the species for which trade is prohibited or restricted.

The Nagoya Protocol of the Convention on Biological Diversity (CBD) provides guidelines for accessing and using
genetic resources and traditional knowledge in Access and Benefit Sharing (ABS) agreements. Many countries
have signed this protocol and adopted it in national law. If your home country did so too, you will have to
comply with these national laws. European companies are legally required to follow the laws that are in force in
your country regarding access and benefit sharing. They will expect you to be aware of and comply with your
country’s regulations on this topic.

Tips:
Visit the CBD website for useful information on ABS, including country profiles.

Put a procedure in place to check whether ABS applies. To begin with, contact the competent
authorities in your country.

If you are an exporter of wild-collected botanicals or their derivatives, take the provisions of CITES into
account to be sure your products can enter the EU. Check Annexes A and B of Regulation (EC) No
338/97 to determine whether import and export permits are required for your product. You can also
contact your local CITES authority.

Documentation

European buyers of immune-boosting botanicals expect exporters to provide them with well-structured and
organised product and company documentation. They need such documentation to verify whether your product
meets their requirements. European buyers of immune-boosting botanicals for health products expect you to
provide them with a Safety Data Sheet (SDS), Technical Data Sheet (TDS) and Certificate of Analysis (CoA).

Table 1: Information contained in the Safety Data Sheet (SDS), Technical Data Sheet (TDS) and Certificate of
Analysis (CoA)

Safety Data Sheet
(SDS)

Technical Data Sheet
(TDS)

Certificate of Analysis
(CoA)
that matches

Product name,
description and
classification

Product name,
description and
classification

Specifications mentioned
in the TDS

Hazard identification Quality that you
guarantee to supply  

Pre-shipment samples
approved by buyer

Information on safety
measures

Information on
applications

Contractual agreements
with buyer

 Certificates  

https://www.cbd.int/abs/
https://cites.org/eng/disc/what.php
https://eur-lex.europa.eu/legal-content/EN/TXT/?qid=1602176086639&uri=CELEX:32019R2117
https://eur-lex.europa.eu/legal-content/EN/TXT/?qid=1602176086639&uri=CELEX:32019R2117
http://www.cites.org/eng/resources/links.php


Tips:
For more information, see the CBI workbook for preparing a technical dossier and technical documents
for a cosmetic ingredient. Several documentation requirements, such as Technical and Safety Data
Sheets, will be similar for health ingredients.

Acquire an SDS, TDS and CoA for your immune-boosting botanical and have them ready for European
buyers. Additionally, when approaching buyers, inform them of any documentation you have. Your
buyer will probably also require test reports.

Review examples of technical documentation for immune-boosting botanicals or extracts that you use.
For example, see the Safety Data Sheet for ginseng extract, the Technical Data Sheet for organic
maca powder and the Certificate of Analysis for Echinacea herb extract.

Classification, Labelling and Packaging (CLP) of chemicals

If your immune-boosting botanical is classified as hazardous, you have to comply with specific legislation on the
classification, labelling and packaging (CLP) of your ingredient. In that case, your SDS also needs to include risk
phrases and safety phrases, depending on the hazard classification of your botanical. Risk phrases indicate the
main risks and hazards, while safety phrases indicate the safety measures that need to be taken because of
those risks and hazards.

Tips:
Check the database of the European Chemicals Agency for more information on the hazard
classification of specific botanicals.

Check the Your Europe website for more information on CLP legislation and your obligations.

What additional requirements do buyers often have?
Quality requirements

Many buyers have additional quality requirements which can go beyond legislation. These may concern active
ingredient content, moisture content, contaminants and maximum residue levels, and are established in buyer
specifications. To show that you meet their specifications, buyers also require well-structured company and
product information, including detailed technical data sheets (see above).

The use of many immune-boosting botanicals is based on their composition. Depending on the product,
European buyers have specific requirements on composition and nutritional profile. Buyers will usually request a
Certificate of Analysis to verify that your product meets their quality requirements. Harvesting, processing and
packaging all influence the nutritional profile of your products.

European buyers regularly test the products they buy, usually on a per batch basis, to ensure that products
meet quality requirements and are not adulterated or contaminated. They will also test the samples new
suppliers provide. Many European buyers lose their interest when a new supplier delivers a low-quality product:
you only have one opportunity to convince these buyers of your company and product. You will have to provide
consistent quality to keep the client. To minimise variations in quality, you can also develop Standard Operating

https://www.cbi.eu/market-information/natural-ingredients-cosmetics/how-prepare-technical-dossier-cosmetic-ingredient
https://www.cbi.eu/market-information/natural-ingredients-cosmetics/how-prepare-technical-dossier-cosmetic-ingredient
https://www.biolandes.com/wp-content/uploads/fiche-securite-HAG20097.pdf
http://www.cpxperu.com.pe/products/superfoods/pdf/maca/tds-organic-premium-maca-powder.pdf
http://www.cpxperu.com.pe/products/superfoods/pdf/maca/tds-organic-premium-maca-powder.pdf
http://www.amazondiscovery.com/echinacea-purpurea-extract4-1.pdf
https://eur-lex.europa.eu/legal-content/EN/LSU/?uri=CELEX:32008R1272&qid=1457530869587%5C
https://echa.europa.eu/
https://europa.eu/youreurope/business/product-requirements/chemicals/classification-labelling-packaging/index_en.htm
https://www.teagasc.ie/animals/standard-operating-procedures/


Procedures (SOPs) with instructions on how to conduct specific activities in production.

Tips:
Standardise, and minimise significant variations in, your product quality. Develop SOPs and train
collectors and/or farmers and processing staff. Use incentives to ensure that they follow your
specifications on harvesting and post-harvesting processes, such as a higher price for higher quality
raw materials. For more information, see the WHO guidelines on good herbal processing practices.

Work together with a local university or laboratory to test your immune-boosting botanical. They can
help determine the chemical composition of your product. Make sure to include this information in
your product documentation.

Inform your buyer if you add any substances to your product for preservation. Clearly indicate this in
your product documentation. If you fail to do so, buyers may see this as adulteration.

Only agree to meet specific requirements of European buyers if you can actually fulfil them.

Quality and food safety management

European food industries increasingly demand compliance with quality and food safety management, in addition
to the mandatory HACCP standard. Adopting such standards gives your company credibility and shows your
commitment to delivering high-quality ingredients. Examples include:

International Organization for Standardization (ISO) 2200 food safety management system certification
ISO 9001:2015 quality management systems certification (mandatory for herbal medicinal products)
Food Safety System Certification (FSSC) 22000
International Featured Standards (IFS) Food 7

Tips:
Carefully consider the need to comply with the above standards and certifications, or others. Verify
whether your buyer really demands certification, whether compliance will facilitate market access or
offer you a better price, or whether compliance will benefit your company’s supply security or internal
processes. Also determine whether you can gain your buyer’s trust in another way.

Display certifications you have obtained on your website and marketing materials because this will
give you an advantage, as buyers use standards to assess exporters.

Labelling requirements

To export your immune-boosting botanicals to the European market you must comply with the following
labelling requirements:

Name, address and telephone number of the exporter
Product name and identification, including CAS (Chemical Abstracts Service) number
Batch code

https://www.teagasc.ie/animals/standard-operating-procedures/
https://cdn.who.int/media/docs/default-source/medicines/norms-and-standards/guidelines/production/trs1010-annex1-herbal-processing.pdf?sfvrsn=80b60ae5_0
https://www.iso.org/iso-22000-food-safety-management.html
https://www.iso.org/standard/62085.html
https://www.fssc22000.com/scheme/
https://www.ifs-certification.com/index.php/en/standards/4128-ifs-food-standard-en


Country of origin or place of provenance
Date of manufacture
Best-before date
Net weight
Recommended storage conditions
Relevant hazardous symbol if you export extracts that are classified as hazardous; see the section on
documentation above.

If you export organic immune-boosting botanicals, your labelling must include the name and/or code of the
inspection body and the certification number.

Tips:
Label your products in English, unless your buyer wants you to use a different language.

Set up a registration system for individual batches of your immune-boosting botanicals, whether they
are blends or not. Mark them accordingly to ensure traceability.

Check the section on labelling and packaging guidelines in Access2Markets for further information
about labelling requirements. You will find relevant information under ‘product requirements’.

Packaging requirements

Packaging must be safe for consumer health and for the environment. Specific packaging requirements may
differ per buyer and per product. Your packaging will need to maintain product quality and prevent
contamination. There are some general requirements you will have to take into account, including the following:

Always ask your buyer for their specific packaging requirements.
Re-use or recycle packaging materials to help meet demands from the European Green Deal. For example,
use bags or containers of recyclable material, such as kraft paper for powders and metal for extracts.
If you produce powdered immune-boosting botanicals, package them in waterproof material. For example,
use paper bags lined with plastic. Preferably use an eco-friendly lining (such as bio-degradable or recyclable
lining).
In the case of extracts, use containers of a material that does not react with components of the extract (such
as lacquered or lined steel, stainless steel or aluminium).
Clean and dry the containers before filling them with immune-boosting botanicals to prevent contamination.
Store bags or containers in a dry, cool place to prevent quality deterioration.
If you offer organic-certified botanicals, physically separate them from botanicals that are not certified.

Tips:
Only agree to meet specific packaging requirements of European buyers if you can actually fulfil them.
Failing to do so could harm your business relationship with those buyers.

Read the Guide on packaging to reduce environmental impacts for information and guidance on
recycled and recyclable packaging materials.

https://trade.ec.europa.eu/access-to-markets/en/content/labelling-and-packaging
https://en.wikipedia.org/wiki/Kraft_paper
https://www.nibusinessinfo.co.uk/content/design-packaging-reduce-environmental-impacts


Payment terms

There are several methods of payment. However, for both importers and exporters, Letters of Credit (LC) are
considered the safest payment term. An LC lets both parties contact a neutral arbitrator, usually a bank, to
resolve any issues. For the exporter, the chosen bank guarantees full payment once the goods have been sent.
Stand-by LCs are frequently used in international trade as they provide security to both importers and exporters
who have little trading experience with each other.

Other payment terms include cash in advance, documentary collections and open account.

Tips:
Conduct risk assessments of the available payment terms before trading with European buyers to
minimise your risks. 

See the CBI study on organising your export of natural ingredients for health products to Europe,
which provides guidance on payment terms used in this sector.

Delivery terms

When agreeing delivery terms with European buyers, you must carefully consider delivery time, order
volume/quantity and costs. European buyers generally prefer shorter delivery times. Air cargo is often faster
than sea freight but also more expensive. Sea freight is useful for high-volume shipments, where you will be
required to fill a container load. Since the global COVID-19 pandemic, transportation costs and delays have
remained a potential challenge for exporters.

The International Chamber of Commerce has developed a set of international commercial terms (Incoterms).
These provide guidance on delivery terms and other trade aspects such as packaging or preparing a Certificate
of Origin. Your transport method is also part of these Incoterms and can influence your decisions about price
and contract that you offer.

The Incoterms also specify responsibilities regarding insurance and risk of the transport. You can take out
shipment insurance to protect your products during the entire journey from you to your customer. Commonly
covered risks include theft and damages. You will need to agree with your buyer who is responsible for the
insurance.

Tips:
Inform your logistics provider about any special transport conditions for your ingredients throughout
the import-export process. The quality of your products may have deteriorated when they reach your
buyer if you cannot assure the right transport conditions.

Use the Freightos freight calculator to get instant international freight rate price information for
shipping freight by sea and air. This will allow you to make a more informed decision before agreeing
delivery terms with buyers.

Check the website of the International Chamber of Commerce for more information on Incoterms.

See the CBI study on tips for organising your export of natural ingredients for health products to
Europe, which provides guidance on delivery terms used in this sector.

https://www.letterofcredit.biz/index.php/2019/02/20/payment-methods-in-international-trade/
https://www.cbi.eu/market-information/natural-ingredients-health-products/tips-organise-your-export
https://iccwbo.org/resources-for-business/incoterms-rules/incoterms-2020/
https://www.freightos.com/freight-tools/freight-rate-calculator-free-tool/
https://iccwbo.org/resources-for-business/incoterms-rules/incoterms-2020/
https://www.cbi.eu/market-information/natural-ingredients-health-products/tips-organise-your-export
https://www.cbi.eu/market-information/natural-ingredients-health-products/tips-organise-your-export


What are the requirements for niche markets?
There is a very small niche market for certified or verified sustainable products in the health industry; few
players will ask for sustainable certification. However, it can add value to your product. Standards and
requirements for social and environmental sustainability include:

Organic production: as sales of organic products increase, you may want to obtain organic certification for
your immune-boosting botanicals. Organic certification is especially interesting for food supplements that are
positioned as food-type products. The new EU organic Regulation (EU) 2018/848 entered into force in January
2022. This Regulation adds new checks for imported organic products;
Verification and/or certification of sustainable production: this includes standards for environmental
sustainability such as UNCTAD BioTrade Initiative and FairWild. Examples of social sustainability standards
include Fairtrade International, Fair for Life, Ecocert Fair Trade and Union for Ethical BioTrade;
Company and supplier codes of conduct that European buyers may expect you to comply with;
Implementation based on ISO 26000 guidance on social responsibility.

Tips:
Before applying for these certifications, discuss with (potential) buyers whether they would be
interested in sustainable natural ingredients certified to the above standards.

Inform prospective buyers about any certification you have obtained that proves you meet
environmental and social standards, and display these certifications on your company website and in
marketing materials.

You can find information about EU organic certification on the website of the European Commission.

Consult the ITC Standards Map for a full overview of certification schemes used in this sector.

See the CBI study What is the current offer in social certifications and how will it develop? for more
information and tips on social sustainability standards.

2. Through what channels can you get immune-boosting
botanicals on the European market?
On the European market, immune-boosting botanicals are mainly used in food supplements, rather than in
herbal medicinal products. The most important channels to reach the European market are importers and
distributors, who source ingredients from a wide range of suppliers.

How is the end market segmented?
The end market for natural ingredients for health products can be segmented into 2 main segments: food
supplements and herbal medicine. You absolutely need to know in which segment your immune-boosting
botanicals end up, as there are big differences in related legislation.

The difference between herbal medicinal products and food supplements is not always clear. This mainly
depends on how a product is marketed. Only herbal medicinal products can make a medicinal claim, meaning
that they can be used for treating a specific condition. In addition, the content of active ingredients or
compounds differs between the 2 segments.

Figure 1: End-market segments for immune-boosting botanicals in Europe. Food supplements are the main
market segment for immune-boosting botanicals

https://ec.europa.eu/info/food-farming-fisheries/farming/organic-farming/future-organics_en
https://unctad.org/topic/trade-and-environment/biotrade
https://www.fairwild.org/
https://www.fairtrade.net/
https://www.fairforlife.org/
https://www.ecocert.com/en/expertise/fair-trade
https://uebt.org/
http://www.iso.org/iso/home/standards/iso26000.htm
https://ec.europa.eu/info/food-farming-fisheries/farming/organic-farming/organics-glance_en
https://www.standardsmap.org/en/home
https://www.cbi.eu/market-information/social-certifications


Source: ProFound

Herbal medicinal products

Herbal medicinal products can support the immune system, and most producers of herbal medicinal products
will have products for this indication in their portfolios. However, products in this market fit more within the
cough and cold category.

The market is largely composed of product mainstays for which clinical evidence exists and which have a strong
consumer following (for example Echinacea and ginseng). Product development in Europe is very limited. It will
be difficult for new producers to enter the market, as value chains for these well-established products are highly
controlled by manufacturers.

As a result of the strict quality control processes required by health authorities, herbal medicinal product
manufacturers maintain a strong control over their value chains. It is risky and expensive for them to change
suppliers. Except for scarce products, buyers are not pressured to switch to cheaper suppliers outside of Europe,



because prices for European extracts are acceptable. In addition, buyers need to control and document the
quality of all active substances throughout their supply chains (in a Common Technical Document, or CTD).
Many suppliers in developing countries face difficulties meeting the necessary quality and legislative
requirements. This study focuses on the food supplement segment, as this is the most relevant for immunity
products. See the CBI study on buyer requirements for natural ingredients for health products for information on
requirements for herbal medicine.

Examples of herbal medicinal product manufacturers in Europe include Salus Haus (Germany), Schwabe
(Germany) and Tilman (Belgium). All these companies offer products for cough and cold, while Salus Haus and
Tilman also offer food supplements for immune support.

Food supplements

Vast numbers of food supplements aimed at supporting immune health are being marketed in Europe. Almost
all supplement manufacturers offer immune-support products. As a producer or exporter from a developing
country, it may be easier for you to meet the quality requirements for food supplements than for herbal
medicinal products. For food supplements, the requirements are less strict than for herbal medicinal products.

The food supplements sector has more room for innovation: new R&D and product development are key.
Manufacturers are interested in sourcing new ingredients to differentiate themselves on the market and to
improve margins. Although food supplements are often based on traditional recipes, more and more companies
are showing innovation in adding new ingredients which are unfamiliar as supplements in Europe. In general,
the UK and France are more dynamic in terms of product introductions than Germany or Italy.

Because this is a trend-sensitive sector, there is a risk that ingredients that are popular today lose out to a new
ingredient tomorrow. This means that your work to market an immune-boosting botanical in Europe may not
last long enough for you to earn back your investments. Also, because quality requirements for ingredients are
lower than for herbal medicinal products, so are prices.

Europe has many food supplement manufacturers. In addition to several large multinational players, many local
players exist as well. Examples of manufacturers include Pharma Nord (Denmark), A. Vogel group (Switzerland),
Abtei (Germany), Purasana (Belgium), Naturando (Italy), Natures Aid (UK) and Simply Supplements (UK).

Tips:
Read the CBI study on which trends offer opportunities or pose threats in the European natural
ingredients for health product markets. This study offers useful information about the European health
products market as well as information likely to increase your chances of market access.

Visit trade fairs to test if the industry is open to your product, get market information and find
potential buyers. Trade fairs will also give you an opportunity to speak to end-users and distributors
and to assess your competitors, especially the way they are marketing their products. See the CBI
study on tips for finding buyers in the natural ingredients for health products sector for an overview of
trade fairs in this sector.

Look at local practice for potential, innovative immune-boosting botanicals: what do people use to
‘stay healthy’? Build up files on traditional use and support this with clinical tests. You can use such
information to approach European traders, ingredient processors and food supplement manufacturers.

https://www.google.nl/url?sa=t&rct=j&q=&esrc=s&source=web&cd=2&cad=rja&uact=8&ved=0CCoQFjAB&url=http%3A%2F%2Fwww.ema.europa.eu%2Fdocs%2Fen_GB%2Fdocument_library%2FRegulatory_and_procedural_guideline%2F2013%2F05%2FWC500143161.pdf&ei=XFnSU4n-CcbKONzTgagD&usg=AFQjCNEEdS6jLIfzvUkg7NGOQXyv00ahUg&sig2=KMYbRDNzXEeqr5ysePO8Vw
https://www.cbi.eu/market-information/natural-ingredients-health-products/buyer-requirements
https://www.salus-haus.com/
https://www.schwabe-group.com/en
https://www.tilman.be/en
https://www.pharmanord.co.uk/
http://www.bioforce.ch/de/index.php
https://www.abtei.de/
https://purasana.com/
https://www.naturando.it/en/
https://www.naturesaid.co.uk/
https://www.simplysupplements.co.uk/
https://www.cbi.eu/market-information/natural-ingredients-health-products/trends
https://www.cbi.eu/market-information/natural-ingredients-health-products/trends
https://www.cbi.eu/market-information/natural-ingredients-health-products/finding-buyers


Through what channels do immune-boosting botanicals end up on the end
market?
Figure 2 shows a simplified value chain for immune-boosting botanicals from production to the European end-
market. Botanicals can be cultivated or collected from the wild. Commonly, exporters also include processing
activities. They may source raw materials through local traders or directly from farmers and/or collectors.

Important market entry points for exporters are importers and distributors. They import a wide range of
ingredients to supply to processors and end-product manufacturers.

Figure 2: Export value chain for immune-boosting botanicals

Source: ProFound

Importer/Distributor

In general, European importers and distributors are your most important entry points into the market; see the
section below. Importers/distributors can trade in up to 500 species, together with other ingredients. You can
trade your immune-boosting botanicals through either general or specialised players. Both types of players can
be interesting for you, depending on:

the size of your company;
the type of products you supply;
the certification and documentation required.

Specialisation is becoming less common among importers and distributors, but some players specialise by:

focusing on only one sector, for example ingredients for food supplements, herbal medicinal products or
cosmetics;
limiting their product offering, for example by only producing extracts or active ingredients, or offering
ingredients from a particular region;
focusing on certified ingredients, for example organic, FairWild and various fair-trade labels.

Large players also work with preferred suppliers. In general, these suppliers have passed a buyer’s pre-
assessment process and buyers look to them to source products. Becoming a buyer’s preferred supplier can
give you some stability on the market, boost your sales and improve your company’s reputation. However, you
will also need to be able to produce larger volumes and meet very high service delivery expectations.

Agents

An export agent is a firm or an individual that undertakes most of the exporting activities on behalf of an

https://www.fairwild.org/
https://www.atamis.co.uk/blog/2020-12-03/5-benefits-of-having-a-preferred-supplier-list
https://www.eximagent.eu/what-is-the-role-of-the-export-agent/


exporter, usually for a commission. In contrast to importers/distributors, agents do not buy products themselves
but contact potential customers on your behalf to sell your products to. Agents can be found in developing
countries as well as in Europe. As an exporter from a developing country, you can work with agents who
represent and act on your behalf on the European market.

Processors and manufacturers

Europe has a large processing industry. Processors mainly buy their raw materials from importers and
distributors. Processing varies from basic processing to isolation and modification of specific molecules.
Processors sell ingredients to the end-product manufacturers of herbal medicinal products and food
supplements, sometimes via ingredients distributors.

However, processors and end-product manufacturers are increasingly sourcing key ingredients directly, instead
of via importers. They do this to guarantee quality, price and a reliable supply over time for ingredients with
high supply risks. These can be ingredients that are used in high-volume end products, ingredients with a high-
risk supply situation or ingredients with a crucial active component.

If you have the human resources/staff available, you could supply processors or end-product manufacturers
directly and get a better price. To supply these players directly, you must have perfect company and product
documentation and you need to ensure a consistent quality and quantity. Moreover, you will need high-quality
logistics systems so you can deliver smaller quantities at short notice. You also need to convince manufacturers
to add another supplier instead of using an existing supplier, which will be difficult.

If you are a small supplier, it may be easier for you to trade through smaller processors. They often require
lower quantities and are still important to the industry. Moreover, the quantities required for many less-traded
medicinal and aromatic plant species are, and will continue to be, limited.

Tips:
Consider whether you would be able to become a preferred supplier for larger players. Ask potential
buyers what assessment they have for preferred suppliers and what their application process is like.

To help you enter the market, consider working with an agent or representative with a good
reputation. You can look for commercial agents on the Internationally United Commercial Agents and
Brokers (IUCAB) website.

What is the most interesting channel for you?
For you as an exporter of immune-boosting botanicals in a developing country, importers/distributors are the
most interesting channels. Their functions include:

global sourcing
analysis and quality control
rectification
blending
product documentation
sales to processors and end-product manufacturers.

European importers, distributors and processors are diversifying their product ranges and increasingly work at
different levels of the value chain. This diversification is the result of the consolidation of end-product
manufacturers because of the high costs these manufacturers face to comply with legal requirements. Some

https://business.gov.nl/running-your-business/international-business/import/importer-or-agent/#:~:text=An%20importer%20uses%20an%20importer,agent%20uses%20a%20commission%20agreement.
https://iucab.com/
https://iucab.com/


supply a wide variety of conventional, organic and/or fair-trade ingredient lines. Their clients include cosmetic,
supplement, food and herbal medicinal product manufacturers.

Examples of importers are:

processors such as Naturex and Greentech (France), Indena (Italy)
extractors and traders such as the Martin Bauer Group (Germany)
distributors such as IMCD (the Netherlands)
specialised organic importers such as Organic Herb Trading Co (UK) and Tradin Organic (Netherlands).

These diversified companies are becoming bigger and more powerful. This means they can demand additional
services from their suppliers (such as audits and certifications) at lower prices. Large buyers also want to limit
the number of suppliers they source from, by focusing on those that offer reliable (large) quantities and
(documented) quality levels.

If you can show you are a viable partner and offer a high-quality product that meets volume and delivery
requirements, these companies can offer good market entry opportunities.

Tips:
Do some market research to find the right company or division within a company or network. Begin by
looking at company websites and finding contacts at trade fairs.

Visit trade fairs to connect with European buyers. You can use this opportunity to get contact details
and network with buyers that source immune-boosting botanicals. Examples include Vitafoods,
Nutraceuticals Europe, and Health Ingredients Europe.

Make sure that you can meet the demands of large buyers for additional services before targeting
them. This includes demands regarding quantity, delivery schedules, documentation, financial
reporting and auditing, price and quality.

Look for small or specialised traders if you cannot meet additional demands from large buyers. This is
especially relevant if you are a small producer or a processor without a marketing and sales team.

See the CBI study on tips for finding buyers in the natural ingredients for health products sector for
useful information and guidance on finding buyers.

3. What competition do you face on the European immune-
boosting botanicals market?
Since the category of immune-boosting botanicals covers a wide range of ingredients, you may face competition
from many countries across the world. Competing suppliers to Europe include large and sophisticated producers
of botanicals and their extracts, such as the United States, China and India. You may also face competition from
countries with a rich biodiversity and related botanicals, such as South Africa and Peru, and from countries with
strong production of medicinal plants, such as Egypt.

In addition to competing on immune-boosting botanicals, several of these countries have a substantial
processing industry which means they can deliver value-added ingredients for immune support, such as
botanical extracts. In general, these extracts have a higher concentration of active ingredients or nutrients.

http://www.naturex.com/
http://www.greentech.fr/en/
http://www.indena.com/
http://www.martin-bauer-group.com/en/martin-bauer-group.html
http://www.imcdgroup.com/
http://www.organicherbtrading.com/
https://www.tradinorganic.com/
https://www.vitafoods.eu.com/en/welcome.html
https://www.nutraceuticalseurope.com/
https://www.figlobal.com/en/home.html
https://www.cbi.eu/market-information/natural-ingredients-health-products/finding-buyers


What countries are you competing with?
India

The Indian online magazine Express Pharma predicts that India will become a global leader in the nutraceutical
industry, both as a growing market and as a supplier of ingredients. Drivers of this trend include the country’s
rich heritage in herbal medicines, abundant availability of ingredients, manufacturing expertise and clinical
research industry.

India was the largest non-EU supplier of medicinal and aromatic plants in 2021, at 17% of EU import volume.
The country is home to various popular immune-boosting botanicals, such as:

moringa (Moringa oleifera), with high concentrations of vitamins A and C, as well as minerals;
turmeric (Curcuma longa), with anti-inflammatory and immune-boosting properties;
ashwagandha (Withania somnifera), which is high in antioxidants;
amla, or Indian gooseberry (Phyllanthus emblica), which is high in vitamins A and C and traditionally used to
enhance immunity.  

These botanicals and their producers also benefit from the growing awareness and popularity of Ayurveda, the
traditional medicine system in India. HinduBusinessLine.com indicates a growing interest in Ayurveda in Europe,
led by Germany and Austria. For example, the Swiss government officially recognised Ayurveda and its
practices in 2015.

For these botanicals you can expect strong competition from suppliers in India that have a considerable scale of
production and processing. Moreover, India has a sophisticated processing industry that produces extracts as
well as some patented ingredients on the European market. Trade data support this, with India accounting for
11% of imports from non-EU sources in terms of value, but only 3% in terms of volume.

India’s other strengths include governmental policies, low costs along with the development of rural areas. It
could therefore become easier for Indian producers to export immune-boosting botanicals to the European
market.

However, India also faces challenges. European buyers indicate concerns in the fields of quality and quality
consistency, including adulteration. The EUs Rapid Alert System for Food and Feed (RASFF) portal indicates
several notifications of contamination in products from India, including ethylene oxide in spices, food
supplements and Ashwagandha. This database lists food safety risks notified by national food safety authorities
in Europe. 

China

Several of the immune-boosting botanicals used in European food supplements are produced in China. These
include ginger (Zingiber officinale), turmeric (Curcuma longa), garlic (Allium sativum) and reishi mushrooms
(Ganoderma lucidum). For some of these products, China can offer high volumes at low prices. For example,
ginger production is mechanised in China allowing producers to deliver stable supply quantity and quality, and
comply with delivery times and food safety requirements.

China is also a strong competitor for botanical extracts used in food supplements for immune support. In 2021,
China was by far the largest supplier of extracts (excluding opium, liquorice and hops) to the EU in terms of
value. The country accounted for 34% of EU import value, compared with only 8% of import volume. This
implies that China exports high-value extracts to the EU.

Processors in China also introduce extracts based on species not indigenous to the country. They buy raw
materials from other producers or establish production in China, for example in the case for maca (Lepidium
meyenii), which is used in immune-support products. Maca originates in Peru, but is also cultivated in China.
This makes China a strong competitor for exporters in a wide range of immune-boosting botanicals.

https://www.expresspharma.in/six-reasons-why-india-is-poised-to-be-a-global-leader-in-nutraceuticals/
https://www.expresspharma.in/six-reasons-why-india-is-poised-to-be-a-global-leader-in-nutraceuticals/
https://triveda.co.uk/blogs/journal/strengthen-your-immunity-with-ayurveda
https://www.thehindubusinessline.com/news/variety/europe-fast-embracing-ayurveda-alongside-modern-medicine/article9481575.ece
https://www.cbi.eu/market-information/natural-ingredients-health-products/trends
https://www.cbi.eu/market-information/natural-ingredients-health-products/trends
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China’s other strengths are the government support for its agriculture sector, for example through the provision
of subsidies, and market price support programmes.

However, Chinese producers also face challenges. Research has shown that European perceptions of China have
been worsening in recent years and have declined further since the start of the COVID-19 pandemic. Moreover,
European buyers also show an interest in products or ingredients that are not made in China. This is due to
several reasons:

a growing domestic Chinese market for botanicals leaves lower volumes available for exports;
buyers are concerned over quality control;
the reputation of China has suffered due to the pandemic, when logistical challenges made it difficult to
source products from China.

South Africa

As a country with rich biodiversity and a rich diversity in growing conditions, strong human resources, national
research capacity and technological base, South Africa has the potential to export high-quality natural
ingredients. Moreover, European buyers generally have a favourable perception of South Africa.

Supplies from South Africa to Europe are still small but growing. From 2017 to 2021, European imports of
medicinal plants from South Africa grew by an average 8% annually in terms of volume.

Many botanicals from South Africa are also used to boost immunity. Examples include:

rooibos (Aspalathus linearis) and honeybush (Cyclopia spp), both high in antioxidants;
buchu (Agathosma Betulina), with antioxidant and anti-inflammatory properties, and vitamin A content;
rose hip (Rosa canina), with antioxidant and anti-inflammatory properties;
Pelargonium sidoides, which is used as an immunity booster and in cough and cold medication.

Except for rose hip, these botanicals are all endemic to South Africa, which is a strong advantage of the country.
Rooibos and honeybush infusions have a Geographic Indication on the European market, meaning that South
Africa is recognised as the sole origin of these products. This allows the country to build a marketing story
around these unique ingredients and protects a competitive advantage of these products.

South Africa also acts as a transit country for southern Africa, such as for baobab from Zimbabwe. South African
traders and processors link producers from their regions to buyers worldwide.

South Africa faces challenges from the Nagoya Protocol on Access and Benefit Sharing (ABS) due to the
country’s national ABS legislation. Companies struggle to comply and researchers claim that South Africa’s ABS
permitting timeline is too long. Some international buyers shy away from importing ingredients from South
Africa because of these issues. At the same time, organisations and international initiatives are supporting
South Africa to overcome these issues.

Egypt

With a long history of cultivation, Egypt is an important supplier of various botanicals. This also includes
immunity-boosting botanicals such as hibiscus and echinacea. In the case of echinacea, Egypt has a particularly
strong position. To compete with Egyptian companies for this botanical, new exporters would require substantial
mechanisation, standardisation and economies of scale.

In 2021, Egypt was the second-largest non-EU supplier of medicinal and aromatic plants to Europe, only behind
India. Egypt accounted for 13% of non-EU imports in volume of medicinal plants, registering an average annual
increase of 6% since 2017.

https://www.washingtonpost.com/politics/2019/03/04/wto-just-ruled-against-chinas-agricultural-subsidies-will-this-translate-big-us-win/
https://www.scmp.com/news/china/politics/article/2177778/chinas-countryside-revival-gets-government-push-farm-subsidies
https://www.scmp.com/news/china/politics/article/2177778/chinas-countryside-revival-gets-government-push-farm-subsidies
https://carnegieendowment.org/2020/07/09/how-coronavirus-pandemic-shattered-europe-s-illusions-of-china-pub-82265
https://www.cbd.int/abs/
https://www.abs-biotrade.info/partner-countries/south-africa/general-information/
https://www.abs-biotrade.info/partner-countries/south-africa/general-information/


As a strong exporter of medicinal plants, it can be considered a key competitor to suppliers from other
countries. In recent years, the Egyptian government has developed the country’s agricultural sector through
heavy capital investment and land reform schemes. This government support is further solidifying Egypt’s
position as a supplier to Europe.

One of the sustainability issues Egyptian producers face is having to use polluted water from the river Nile, as
many do not have access to treated water.

Peru

Peru may not be a particularly large supplier of immune-boosting botanicals to Europe, but the country has a
strong reputation for superfoods and natural ingredients among European buyers. PromPeru, Peru’s national
export promotion organisation, has built this reputation with a natural ingredient strategy and a country brand.
The organisation also supports and promotes exporters. PromPeru’s website for exporters allows you to
download export data from leading exporters of specific Peruvian products.

One of the main highlights of PromPeru’s strategy for natural ingredients has been the consistent branding of
products derived from Peru’s biodiversity. In its brochures and other marketing materials, PromPeru has
repeatedly highlighted the properties, applications, growing regions, harvesting periods and other
characteristics of natural ingredients from Peruvian biodiversity.

Peru is an important producer of functional foods and nutraceuticals, which are food or food parts that provide
health benefits. Examples include maca (Lepidium meyenii), cat’s claw (Uncaria tomentosa) and camu-camu
(Myrciaria dubia), which are increasingly well-known in Western Europe. As botanicals with high concentrations
of antioxidants and minerals, these ingredients are also used in immune support.

Linked to the national brand, PromPeru has launched a campaign called ‘Superfood from Peru’ which is
promoted on all leading international trade fairs. This campaign highlights these and other products from
Peruvian biodiversity and is now being implemented in Asian markets.

United States

The United States (US) holds the largest market for food supplements globally and could thus be qualified as an
end market for developing country exporters, rather than a competitor. At the same time, the US is an
important supplier of medicinal and aromatic plants to Europe. In 2021, it was the second-largest supplier in
terms of value, after India.

The US is also an important supplier of botanical extracts, accounting for 14% of non-EU supply value of
vegetable extracts (excluding hops, liquorice and opium) in 2021. The country has a sophisticated processing
industry that produces further processed/standardised extracts and patented ingredients.

Several companies in the US are vertically integrated with production in South America and, as such, they
directly compete with exporters from those countries. US companies can deliver excellent customer service and
high-quality ingredients, but these also come at a higher cost for buyers.

Tips:
Find out if your country has programmes helping exporters like you harvest, cultivate, process and
export immune-boosting botanicals. Do this by contacting government ministries of trade or trade
promotion agencies in your country, as they sometimes provide assistance to help you export your
immune-boosting botanicals.

Help manufacturers build their story by documenting and visualising your product’s and company’s
unique value proposition. You can base this on your country’s image or your sustainable wild

https://www.britannica.com/place/Egypt/Agriculture-and-fishing
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collection, on how you support communities or on the traditional uses of your product. This will also
add to your own marketing effort. Final manufacturers can use this information to market the end
product in Europe.

Position yourself against competing countries. Determine how your country compares and how
European buyers value your country. For example, if your country does not have a reputation of
adulteration or contamination of botanicals, highlight that by emphasising that your products are
unadulterated and of high quality.

What companies are you competing with?
Many established companies export immune-boosting botanicals to the European market. Some offer simple
powdered botanicals, whereas others produce botanical extracts with a standardised content of active
ingredients or components. Sophisticated competitors in India, China and the United States are able to process
botanicals for specific product applications.

Adding value can be a way to differentiate your company on the market and to make your product more
attractive to buyers. You can add value to your raw materials with proper post-harvest processing (sorting,
grading) and proper documentation. Producers in developing countries are also moving beyond raw materials
towards the export of extracts. However, because it is difficult for buyers and suppliers to come to a common
understanding of quality in herbal extracts, many buyers prefer to import raw materials and process these into
extracts themselves.

A professional website with well-prepared content is key to compete on the European health products market.
The company examples included below all have such websites, which include information about the company,
how and what they source and how they process their immune-boosting botanicals. They also share technical
details and possible applications of the products and highlight certifications they have obtained. All websites
include professional photographs, for example of products, sourcing areas and processing facilities.

Indian companies

Marudhar Impex is an established company that offers a wide range of herbal extracts and herbal powders for
use in food supplements. These include several immune-boosting botanicals, such as hibiscus, ginger, moringa
and Ashwagandha. The company’s strengths include its organic certification, and quality assurance based on
ISO 22000 and Good Manufacturing Practices certifications.

Arjuna Natural is a leading manufacturer of standardised botanical extracts with over 30 years of experience.
The company produces specialty, branded ingredients as well as standardised ingredients, and has developed
formulations that strengthen the immune system. Their strengths include using stringent quality control for raw
materials, an in-house team of experienced scientists that has developed over 100 patents, manufacturing
practices that meet international standards and a sales and distribution network across the globe.

Chinese companies

Better World Naturals is a subsidiary of global flavour manufacturer Huabao. The company was created to
produce quality botanical food and supplement solutions with a trusted and transparent vertically integrated
supply chain. It produces natural colours, functional ingredients, antioxidants and sweeteners. The company’s
strengths include its traceability system, R&D lab formulation and production facilities and its quality and food
safety management certifications. For its functional ingredients, Better World Naturals specifies for which health
benefit these are designed.

Green Spring Shop produces a wide range of products, including standard herb extracts, fruit powders and

https://marudharimpex.com/
https://www.marudharimpex.com/pdf/Herbal-Extract-Catalogue.pdf
https://www.marudharimpex.com/pdf/Powder-Catlouge.pdf
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https://arjunanatural.com/
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antioxidants from natural ingredients. The company has a large factory with advanced extraction equipment
and is certified according to ISO 9001 quality management. Green Spring Shop also demonstrates its expertise
by sharing knowledge articles and industry news on its website. The company offers full, transparent
documentation of its products, such as TDS, SDS, COA and composition sheets developed by its in-house testing
facilities.

Peruvian companies

Fito Export focuses on the European market with its products from Peruvian biodiversity. Its products are
dehydrated, pulverised, sorted and packaged for export in its modern factory. Its strengths include a wide
product range from Peruvian biodiversity, organic certifications for EU, US and Japanese markets and a
professional website. The website includes several options to contact the company, including email, telephone,
Facebook and WhatsApp.

Exportaciones Amazonicas Nativas (EAN) is the leading exporter of cat’s claw, which is used for its immune-
boosting properties. The company sells to over 40 different countries and its product catalogue includes more
than 45 native Peruvian products. Its strengths include its wide range of products and its strong connection to
Peruvian biodiversity.  

Egyptian companies

United for Import & Export exports various botanicals to the European market, including hibiscus and moringa.
One of its key strengths is its commitment to exporting high-quality products through its strict quality
management system that complies with the ISO 22000 food safety management standard. The company also
holds organic, Fairtrade and Rainforest Alliance certification and regularly conducts chemical analyses.

Apotec Bay offers a wide range of products, including essential oils, dried extracts and CO2 extracts for the
food, beverage, nutraceuticals and beauty markets. The company can handle both small and large quantities of
raw materials and holds organic certifications for the EU and US markets, as well as ISO 22000 food safety
management and ISO 9001:2015 certification. Other key strengths include the company’s advanced extraction
equipment and plant laboratory that tests plants in the production cycle.

South African companies

Baobab Exports is a joint venture between South African baobab supplier EcoProducts and B’Ayoba from
Zimbabwe. The company’s key strengths include its organic and FairWild certification of baobab, and
certification of its quality management system under FSSC 22000. Moreover, the company helps build
awareness of baobab by producing innovative ingredients with additional applications and marketing the uses
and benefits of baobab. The company’s website and newsletters offer a product development guide for
importers and applications for baobab in immune protection related to COVID-19.

Afrigetics offers a range of botanicals and some branded specialty ingredients from African biodiversity. As a
company targeting the herbal medicinal product market in Europe, Afrigetics also stresses its background in
traditional medicinal knowledge and its quality control system, which incorporates FSSC22000. The company’s
hero extract, PelaPowerTM, is a standardised extract of Pelargonium sidoides with an accepted claim for the
treatment of symptoms associated with the common cold.

United States

Ecuadorian Rainforest is an example of a US company that may compete with you for exports to Europe. This
company offers a wide range of powders and extracts from the Ecuadorian rainforest. It also sells several
organic ingredients and holds certification for Good Manufacturing Practices. Ecuadorian Rainforest’s marketing
and promotion is another key strength. For example, the company has developed videos on popular ingredients
and promotes its Ingredient Passport at Vitafoods Europe with best-selling ingredients per category and
trending ingredients.  

https://www.greenspringshop.com/factory-ertificates
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Tips:
Distinguish yourself in the marketplace by improving your communications in terms of personal sales
techniques, business communication and online and traditional marketing materials. While quality and
legislative hurdles can be overcome, intercultural communication skills, including trade fair
participation, continue to be a challenge for many suppliers.

Build long-term and sustainable trade relationships with your buyers. Trust is necessary from both
sides: the supplier and the buyer! Respond promptly and always follow up. A good website with
information on your company, products and certifications can support this. In particular, supplying
consistent quality and quantity at stable prices will support the development of a pro-active
supplier/buyer relationship.

Align quality improvements to your product with buyers’ requirements/specifications and their
willingness to pay for them. Quality improvements can be costly, so you need to ensure there is
potential for an adequate return on investment.

For more tips on building trade relationships and finding buyers, see the CBI studies Tips to do
business and Tips to find buyers in the natural ingredients for health products sector.

What products are you competing with?
Within the category of immune-boosting botanicals, you will find strong competition from other botanicals that
have a positive effect on immunity. Examples include botanicals with a high vitamin or mineral content, strong
antioxidant effects or anti-inflammatory, anti-viral or anti-bacterial properties. Within the category of immune-
boosting botanicals, some species have a competitive advantage because they are more established or popular
on the market than others. For example, Echinacea and acerola are widely marketed and known among
consumers for their immune-boosting properties.

Moreover, you will face competition from botanicals that are not necessarily marketed or traditionally used as
immune-boosting products. Examples include ginseng, Ashwagandha and other adaptogens which have a
normalising action and are used to alleviate stress and anxiety and support energy and sleep. These botanicals
are increasingly used in immune-boosting products.   

This chapter covers competition from vitamins and minerals, and pre-, pro- and postbiotics. Both categories are
marketed in Europe for their immune-boosting properties.

Vitamins and minerals

Vitamins and minerals make up a large share of products that support immune health. In European markets,
such as in Germany, they account for around half of the food supplements sold. Many vitamins on the market
are synthetic. Synthetic vitamins are cheaper to make and usually more stable. This means that they can have
a shelf-life of months or years, can be added to foods in higher dosages and allow manufacturers to create
smaller tablets.

Another strong competitive advantage of these products over botanicals is that there are authorised health
claims for certain vitamins and minerals which are still on hold for botanicals. Therefore, if food supplement
brands include vitamins or minerals in their products, they can use health claims on the final product. Examples
of vitamins and minerals with authorised immunity claims:

Iron contributes to the normal functioning of the immune system.
Zinc contributes to the normal functioning of the immune system.

https://www.cbi.eu/market-information/natural-ingredients-health-products/doing-business
https://www.cbi.eu/market-information/natural-ingredients-health-products/doing-business
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https://www.naturalproductsinsider.com/herbs-botanicals/5-adaptogens-now-found-immunity


Vitamin C helps maintain normal immune system function during and after strenuous exercise.
Vitamin D contributes to the normal functioning of the immune system.

At the same time, food supplement brands that have a strong natural focus combine vitamins or minerals with
botanicals to make an immunity claim while also highlighting the use of natural ingredients. A European food
supplement formulator explained that when the company develops a new formula for a specific health benefit,
they start with an ingredient with authorised health claims or strong scientific backing so the company can
make a health claim. Botanicals can then be used that are known for this health benefit but lack sufficient
scientific backing to make a claim.

Figure 3: Example of immunity health claims on final products

Source: Green Origins, Holland and Barrett

Pre-, pro- and postbiotics

The growing demand for preventative health products has driven demand for pre-, pro- and postbiotics. The
European market for probiotic products reached € 9.4 billion, growing at an annual rate of 9% between 2018
and 2021. It is expected that this market will continue to grow. The global market for plant-based probiotics is
expected to hit US$ 70 billion (over € 65 billion) by 2031. Examples of ingredients used in this market include
coconut yoghurt, kombucha, miso and kombucha.

Although these are primarily marketed as supporting digestive health rather than immune system
improvement, this is changing. In 2021, 68% of global consumers say they recognise the link between the
digestive system and their immune health. Especially probiotics benefit from this trend, with 81% of global
consumers claiming they are aware of probiotics. Recognition of pre- and postbiotics is lower at 57% and 15%,
respectively.

In Europe, the term ‘probiotics’ is considered an unauthorised health claim and, as such, is not allowed on final
products. However, this is not harmonised across countries. For example, in the Netherlands and Denmark the
term ‘probiotics’ can be used to describe a category and in Italy health claims can also be made for probiotics.

https://www.greenorigins.com/green-origins-organic-immunity-capsules
https://www.hollandandbarrett.com/shop/product/new-nordic-c-immune-tablets-60045976?skuid=045976
https://www.ipaeurope.org/legal-framework/market-data/
https://www.factmr.com/report/plant-based-probiotic-market
https://fmcggurus.com/wp-content/themes/fmcg/static/img/FMCG%20Gurus%20-%20Five%20Trends%20Your%20Brand%20Must%20Monitor%20in%202022%20-%20Vitafoods%20Resource.pdf


In countries where probiotics can hold a health claim, these products have a competitive advantage over
immune-boosting botanicals for which all health claims are on hold.

Another strong competitive advantage of probiotics is that they are commonly consumed as part of fermented
foods with specially added active live cultures, such as in yoghurt (drinks), instead of in the form of tablets.

Figure 4: Product examples of probiotic supplements and yoghurts

Sources: Holland and Barrett, Activia

Tips:
If your botanical is high in vitamins, highlight this in your documentation. Also gather information on
your botanical’s health benefits from credible, scientific sources or clinical trials. This can help you to
demonstrate the immune-boosting effects of your ingredient.

Build a marketing story for your immune-boosting botanical that places emphasis on its key strengths
to compete with alternatives on the market. For example, focus on its naturalness to compete with
synthetic alternatives

See CBI studies on several immune-boosting botanicals for more information on the strengths and
weaknesses of these botanicals and to determine how your product compares. Market studies are
included on moringa, baobab, turmeric, hibiscus and mulberries

Check the website of the International Probiotic Association Europe for more information on probiotic
products, market data and the legal framework.

https://www.hollandandbarrett.com/shop/product/holland-barrett-tribiotics-immunity-capsules-60055429?skuid=055429
https://www.activia.nl/products/zondertoegevoegdesuikers/nas/aardbeiframboosdadel/
https://www.cbi.eu/market-information/natural-ingredients-health-products/moringa
https://www.cbi.eu/market-information/natural-ingredients-health-products/baobab
https://www.cbi.eu/market-information/natural-ingredients-health-products/turmeric
https://www.cbi.eu/market-information/natural-ingredients-health-products/hibiscus
https://www.cbi.eu/market-information/natural-ingredients-health-products/mulberries
https://www.ipaeurope.org/


4. What are the prices for immune-boosting botanicals on the
European market?
The price of immune-boosting botanicals depends on various aspects, such as:

Properties: a botanical with popular properties that are linked to health benefits could sell for a higher price
when these are sufficiently substantiated in testing;
Level of processing: botanicals that are processed into extracts or even branded ingredients fetch a higher
price;
Raw material prices and processing costs;
Exclusivity and novelty versus availability: popular botanicals with a limited availability can sell for a higher
price; 
Certification: certified botanicals could sell for a higher price if you can find buyers that are willing to pay for
the certificate.

Examples of prices for immune-boosting botanicals:   

Baobab: around FOB (Free on Board) US$ 12-13 per kg for low-quantity sales;
Turmeric: around FOB US$ 2.00 to 2.50 per kg for the raw material. Further processed turmeric has a higher
price: pharmaceutical grade turmeric capsules for example can fetch US$ 60-100 per kg;
Moringa: around FOB US$ 3.50-6 per kg, while organic moringa prices vary between FOB US$ 8-30 per kg.

Tips:
Calculate your production costs by using a detailed cost breakdown. Do not forget to include
additional costs such as customs, loading/unloading, marketing, samples for chemical analysis and
internal transport. Add your profit margin to the cost breakdown result to achieve the selling price.

When pricing your product, consider the maximum price that the market is willing to pay for your
product, plus the existing demand, your cost analysis and break-even analysis. Ensure that the price
reflects the quality levels and delivery conditions.

Factor in the implications of COVID-19, particularly increased delivery costs, in your price calculations.

Monitor the price development of your specific immune-boosting botanical in the key growing
regions/countries. For example, check ITC Market Price Information or the online platform for
Intelligence & Data Tridge. This will help you to anticipate pricing developments.

For more examples of prices for immune-boosting botanicals, see the market reports on the CBI
website for baobab, turmeric, moringa, hibiscus and ginger.

This study was carried out on behalf of CBI by ProFound – Advisers In Development.

Please review our market information disclaimer.

https://www.incotermsexplained.com/the-incoterms-rules/the-eleven-rules-in-brief/free-board/
https://mpi.intracen.org/
https://www.tridge.com/
https://www.cbi.eu/market-information/natural-ingredients-health-products/baobab
https://www.cbi.eu/market-information/natural-ingredients-health-products/turmeric
https://www.cbi.eu/market-information/natural-ingredients-health-products/moringa
https://www.cbi.eu/market-information/natural-ingredients-health-products/hibiscus
https://www.cbi.eu/market-information/spices-herbs/dried-ginger-0
https://thisisprofound.com/
https://www.cbi.eu/disclaimer/

