
 

 

 
 
 
 
 
 

Practitioner Sales Channel Assessment / 
Value Chain Opportunity Identification 

for Hawthorn. 
 
 
 
 
 
 
 
 

Prepared For: Naturally Grown Herb & Spice Producers Cooperative 
 

Prepared By: Raman Maangat 
 

Date: September 28, 2012 
 
 
 
 
 

Funding provided by: In-kind support provided by: 

                         
Our Future Is Growing

BC Herb Producers

Our Future Is Growing

BC Herb Producers  

   

       



 

Practitioner Sales Channel Assessment / Value Chain Opportunity Identification for Hawthorn  ii 

 
 
 
 
 
 
 
 
 
 
 

Acknowledgement  
 

Agriculture and Agri-Food Canada (AAFC) is committed to working 
with industry partners. Opinions expressed in this document are 
those of the Naturally Grown Herb & Spice Producers Cooperative 
and not necessarily those of AAFC. 
 
Funding for the British Columbia Agroforestry Industry Development 
Initiative (AIDI) has been provided by Agriculture and Agri-Food 
Canada through the Canadian Agricultural Adaptation Program 
(CAAP). In British Columbia, this program is delivered by the 
Investment Agriculture Foundation of BC. 
 
The Province of British Columbia provides in-kind support to the AIDI. 
The AIDI is administered by the Federation of BC Woodlot 
Associations with the guidance of the Agroforestry Management 
Committee. 
 
This project was made possible thanks to the funding from the 
Agroforestry Industry Development Initiative (AIDI) and the Naturally 
Grown Herb and Spice Producers Cooperative.   
 
 
 
 
 
 
 
 
 
 

 



 

Practitioner Sales Channel Assessment / Value Chain Opportunity Identification for Hawthorn  iii 

Table of Contents 
 
Executive Summary ............................................................................................................ 1 

Introduction ......................................................................................................................... 3 

Methodology ....................................................................................................................... 7 

Results ................................................................................................................................. 7 

Survey Findings .............................................................................................................. 8 

Interview Findings ........................................................................................................ 15 

Challenges ......................................................................................................................... 17 

Value Chain Opportunity .................................................................................................. 18 

Recommendations ............................................................................................................. 20 

Conclusion ........................................................................................................................ 21 

Appendix: .......................................................................................................................... 23 

About HerbPro .............................................................................................................. 24 

Original Survey ............................................................................................................. 25 

Survey Monkey Survey ................................................................................................ 27 

Acronyms ...................................................................................................................... 35 

 
 
 
 
 
 
 
 
 



 

Practitioner Sales Channel Assessment / Value Chain Opportunity Identification for Hawthorn  1 

Executive Summary 
The purpose of this market study was to assess opportunities for BC and 
Canadian farmers of herbs and botanicals such as the native Crataegus species 
(i.e., hawthorn).  

Historically farmers in the Canadian Herb/Botanical agricultural sector have been 
struggling to survive because of: 

 Lack of small scale market demand 

 Low profile of Canadian/BC grown herbs and botanicals. 

 Competition with low cost commodity herbs/botanicals (China, Eastern 
Europe, South America) 

 Little collaboration amongst BC and Canadian Growers 

The Naturally Grown Herb and Spice Producers Cooperative commissioned Ms. 
Raman Maangat to conduct this study to determine whether there are 
opportunities to work directly with practitioners, apothecaries, and dispensaries to 
supply Canadian grown herbs and botanicals grown using safe and responsible 
farming practices. 

The decline of the BC botanical and herb industry has been known for some 
time. However, it is thought there are some unique opportunities which may 
reinvigorate the industry.  One such opportunity was thought to exist with respect 
to the naturopathic practitioners; this industry grew over 150% between 2001 and 
2009 in Canada.  To understand market opportunities it is important to complete 
a thorough assessment of the market in question. 
After a complete market analysis of naturopathic practitioners in Western 
Canada, it is understood that although there is significant growth in this sector, it 
would be premature to consider this sales channel due to the following: 
 

 Practitioner sales channel is very disparate.  In order to understand the 
possible opportunities that may exist in the untapped practitioner sales 
channel market it is important to understand the scope of Canadian 
complementary and alternative medicine (CAM) channel in Canada and 
how the different areas of the discipline are defined.  
There does not seem to be ‘a common thread’ partially due to the number 
of different scope or treatment areas the practitioner chooses to practice 
or emphasize.   

 Global competition has led to commodity based pricing. Currently 
botanical and herb producers in BC have not been able to differentiate 
their products and practices from that around the world.   

o The cost of production is generally higher in BC relative to many 
producing regions around the world.   

o Regulatory compliance has resulted in grower programs such as 
good agricultural and collective practices (GACPs), which add 
costs to production. Increased market awareness on GACPs and 
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traceability should be initiated in order to differentiate the BC and 
Canadian industry/products from global competitors.  

 Lack of published research and clinical trials associated with the 
indigenous Crataegus species found in Canada. Until there is science 
based evidence and proof that the indigenous species is better than the 
European Crataegus species practitioners will not accept hawthorn 
products that do not have science based evidence associated with the 
products.  However, should there be future clinical trials; practitioners 
indicated willingness to participate in the trials. 

 
Hawthorn growers in BC are urged to consider value chains in order to better 
understand the market opportunities.  Some areas to look into with respect to 
value chain development include developing partnerships/relationships with 
existing companies that currently have direct sales to practitioners.  
 
The market analysis has highlighted some key focus areas for hawthorn growers 
including the need for: 

 More published research and clinical evidence. 

 Generating market awareness on programs such as GACPs, traceability 
certified organic practices, etc…. 

 Considering other hawthorn based products.  
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Introduction 
The focus of this project was to complete a detailed market analysis of the 
naturopathic practitioner sales channel for hawthorn based ingredients.  To date, 
the bulk of the market information available on the practitioner sales channel 
focuses primarily on the US market, with only scarce information available for the 
Canadian market.  In order to understand the possible opportunities that may 
exist in the untapped practitioner sales channel market it is important to 
understand the scope of Canadian complementary and alternative medicine 
(CAM) channel in Canada and how the different areas of the discipline are 
defined.  
 
In order to better understand data, it is important to distinguish between CAM 
and naturopathic medicine, as naturopathy is only a part of CAM.  According to 
Health Canada CAM is defined as the “diagnosis, treatment and/or prevention 
that complements mainstream medicine by contributing to a common whole, by 
satisfying a demand not met by conventional approaches, or by diversifying the 
conceptual framework of medicine”.1 These include alternative medical systems 
such as naturopathic medicine, manipulative treatments such as chiropractic and 
massage therapies and other practices that include but are not limited to 
meditation or energy therapies such as reiki.  The Canadian Association of 
Naturopathic Doctors (CAND) has defined naturopathic medicine as a system of 
primary health that integrates the medical practice of diagnosis, assessment, 
treatment and prevention with art, science and philosophy. CAND further defines 
naturopathic medicines as being directed by two guiding principles: “a deep 
understanding of the nature of health and disease”, and “work in harmony with 
the body’s natural healing abilities when providing care and treatment”.2   
 
Generally speaking the first couple of years of training for naturopathic doctors 
(ND’s) are similar to that of those studying to be conventional medical doctors 
(MD’s).  It is in the final few years that the education diversifies and ND’s receive 
training in the practice of naturopathic medicine.  In Canada, ND’s are regulated 
and licensed; however, the legal aspects around the practice may vary between 
provinces.  According to the CAND, all ND’s are trained in each of the below 
described treatment scope areas and most practitioners will combine treatments 
in order to provide the patient with the most effective healing:  

“Clinical Nutrition - Nutrition and the therapeutic use of foods is a 
cornerstone of naturopathic medicine. Food intolerances, deficiencies, 
dietary imbalances or nutritional excesses have been associated with 
many medical conditions. A naturopathic doctor is trained to understand 
the impact that your diet is having on your health. With appropriate dietary 
modification and nutritional supplements health concerns can be treated 
with fewer complications and side effects. 

                                                 
1
 Canadian Journal of Clinical Pharmacology Vol 15 (1) Winter 2008:e5-e14; January 9, 2008 - 

Complementary and alternative medicine use by Canadian university students 
2
 Canadian Association of Naturopathic Doctors. www.cand.ca – Accessed December 15, 2011. 

http://www.cand.ca/
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Botanical Medicine - Medicinal plants have been, and will continue to be a 
valuable part of health care. These plants and plant substances are highly 
effective and safe in the right dosage and when used correctly with other 
herbs and treatments. Herbs can be prepared in many forms - teas, 
tinctures or capsules. Naturopathic doctors are extensively trained in both 
the art and science of botanical medicine. Naturopathic doctors are 
currently the only health care providers in Canada to be licensed for the 
use of botanical medicine.  

  
 Homeopathic Medicine - This powerful system of medicine is more than 

200 years old and is widely accepted in many countries. Homeopathic 
remedies are made from specific dilutions of plant, animal and mineral 
substances. When carefully matched to the patient they are able to affect 
the body's "vital force" and to stimulate the body's innate healing forces on 
both the physical and emotional levels, with few side effects. Some 
conditions that do not respond well to conventional medicine respond 
effectively to homeopathy.  

  
Traditional Chinese Medicine / Acupuncture - The key principle that 
defines and connects all of Chinese medicine is that of Chi, or vital 
energy. The chi of all organs must be in balance, neither too active nor too 
dormant, for a person to be healthy. The chi of the body's organs and 
systems are all connected in meridians or channels that lie just under the 
skin. A Naturopathic Doctor will use Eastern herbs and acupuncture to 
assist the body in regulating the Chi and achieving balance. Acupuncture 
is the use of very thin needles which are inserted into specific meridian 
points. The practice of acupuncture has been around for over two 
thousand years and has proven to be very effective especially for pain 
relief and chronic illness.  

 
Physical Medicine - Physical medicine offers treatment for many different 
health concerns. Treatments can include soft tissue work (including 
therapeutic massage), naturopathic manipulation of muscle, bone or the 
spine, hydrotherapy techniques, gentle electrical impulses, ultrasound, 
diathermy, and exercise therapy.  

  
Prevention and Lifestyle Counseling - Mental attitudes and emotional 
states are important elements in healing and disease. Addressing all 
aspects of a person's life, identifying and addressing the impact that stress 
and life events have on a patient's health is an important aspect of 
naturopathic treatment. Naturopathic doctors are trained to counsel on 
diet, lifestyle, specific stressors, exercise and occupational or 
environmental hazards as an integral part of the naturopathic treatment 
program.  
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 Other natural therapies - The naturopathic therapies use varies by 
practitioner and by province. Some Naturopathic Doctors will have 
additional naturopathic training in other natural therapies such as: 

- Chelation Therapy 
- IV Therapies 
- Colon Therapy 
- Minor Surgery 
- Acupuncture 

 
These are only some of the natural therapies and treatment options 
naturopathic doctor’s use.”3 

 
In 2009, there were 1507 naturopathic doctors in Canada, which increased from 
586 in 2001.4  It is estimated that of the 1507 ND’s in Canada, over 60% are 
practicing in Ontario, and over half of these practice in the greater Toronto area.  
Of the total ND’s in Canada approximately 25% are practicing in BC, with half of 
them practicing in the greater Vancouver area.  The remaining 15% of 
naturopathic practitioners are offering services in the remaining provinces. There 
are only 2 naturopathic medicine schools in Canada, one in Ontario and the other 
in BC, and both are accredited by the Council of Naturopathic Medicine 
Education (CNME).   Both the Canadian College of Naturopathic Medicine 
(CCNM), in Ontario, and the Boucher Institute of Naturopathic Medicine (BINM), 
in BC, have indicated growth in enrollment over the course of the last 5 years.  In 
2009, BINM enrollment was at maximum capacity with a yearly intake of 36 
students; and, CCNM indicated it had 511 students enrolled in their curriculum.5 
 
The number of ND’s practicing in BC in 2009 grew approximately 140% from 
2001; similarly the growth rate in Ontario was estimated to be 150% from 2001. 
Although there is no clear evidence as to why this area of practice was growing 
so rapidly, there are a number of factors that can be inferred from documentation 
assessing the growth of CAM in Canada and the US. Some key factors that have 
led to increased use in CAM include: 

- An ageing ‘baby boomer’ population with increased awareness of 
health, nutrition and wellness.6  

- Overall trends of healthy living and good health, partially fuelled by the 
vast quantity of available information7 and the increased speed of 
information sharing via the internet and social media8.   

                                                 
3
 Natural Therapies. Canadian Association of Naturopathic Doctors. 

http://www.cand.ca/index.php?47&L=0 – Accessed November 18, 2011.  
4
 Naturopathic Medicine in Canada 2010. Canadian Association of Naturopathic Doctors.  

http://www.naturomedic.org/wp-content/uploads/Naturopathic-Medicine-in-Canada-2010.pdf  - Accessed 

December 5, 2011. 
5
 Naturopathic Medicine in Canada 2010. Canadian Association of Naturopathic Doctors.   

6
 Issues in New Crops and New Uses. Janic Whipkev. p.248 – 257; 2007. “Medicinal and Aromatic Plants 

– Future Opportunities”. Lyle E. Craker.  
7
 Public Policy Sources, Number 87 / May 2007. “Complementary and Alternative Medicine in Canada: 

Trends in Use and Public Attitudes, 1997-2006.”  Nadeem Esmail. The Fraser Institute. 

http://www.cand.ca/index.php?47&L=0
http://www.naturomedic.org/wp-content/uploads/Naturopathic-Medicine-in-Canada-2010.pdf
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- Awareness of obesity, cardiovascular disease and cancer has more of 
the population looking at preventive measures.9  

- Changes in medical health coverage including extended coverage.  “In 
2006, extended coverage was most common in the 35 to 44 and 45 to 
64 age groups, among those with ‘excellent’ health...and among those 
with higher incomes. Similar patterns were observed in 1997, though it 
was those with ‘poor’ health in 1997 that were most likely to hold 
additional coverage.”10 

- With the increase in use, government intervention led to regulations 
surrounding both naturopathic medicine practitioners as well as natural 
health products (NHP).  Generally speaking, when government puts 
regulations in place, the public sees it as legitimizing a process or 
practice and such factors creates more publicity for such practices and 
processes leading to further acceptance.11  

Another factor that may have contributed to the growth in the number of 
naturopathic practitioner’s is the recognition by some jurisdictions of ND’s being 
synonymous to MD’s.  Furthermore, provinces such as BC and Ontario have 
insured ND’s as primary health care providers.  According to The Fraser 
Institute’s - Complementary and Alternative Medicine in Canada: Trends in Use 
and Public Attitudes, 1997-2006 Policy Paper - the average per capita out of 
pocket expenses on alternative therapy providers in 2006 increased relative to 
that of 1997.   For example, spending on herbal therapy12 increased from $140 in 
1997 to $235 in 2006 similarly, spending on herbs and vitamins also increased 
from 1997’s $198 to $335 in 2006 (after accounting for inflation).13 
 
It has been reported that between 1998 and 2002 sales of natural medicines in 
the US increased at rate of 3 to 4%14, part if not all of this growth can be linked to 
the increased use in CAM. This creates a great opportunity for growers of herbs 
in BC; however anyone considering this opportunity should also be aware of the 
challenges, the major concerns being competition from other jurisdictions 
(particularly those that have low costs of production), year-round supply, 
consistent quality, shelf life and storage. 
 

                                                                                                                                                 
8
 Information has gone viral online.  A number of people are using facebook, blogs, websites and other 

aspects of social media to get the message out.  Based on the original survey we saw that 70% of those who 

responded to question 38 indicated they are using some aspect of social media. Social media in this case is 

being defined as using websites, blogs, facebook, twitter, or any of the interactive social online services 

that are available to the public at large.  
9
 Public Policy Sources, Number 87 / May 2007.  

10
 Public Policy Sources, Number 87 / May 2007. 

11
 This is only an observation 

12
 The Fraser Institute’s Policy Paper does not define herbal therapy or naturopathy, and has throughout its 

publication separated out the two; therefore it is assumed that they are separated out.  For the sake of this 

document the information seems to be relevant in the sense that it is showing overall growth in CAM. 
13

 Public Policy Sources, Number 87 / May 2007. 
14

 Australian Government RIRDC Publication No 08/053. May 2008. “Essential Oil and Plant Extracts 

Five-Year R&D Plan 2008-2013.” 
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Methodology 
In order to better understand the opportunity for marketing directly to the 
practitioner channel, we looked primarily at the ND, however in order to evaluate 
additional opportunities we did look at elements of CAM such as compounding 
pharmacists and/or apothecaries15.   
 
The project was broken down into three key segments; the practitioners, 
organization/associations and apothecaries/compounding pharmacies.  There 
were two surveys developed for the naturopathic practitioners. The original 
survey was developed as a word document generated fill able survey, and was 
emailed out December 15, 2011 to 260 naturopaths in BC.  In order to provide 
creditability to the survey, the survey was promoted in the BCNA quarterly email 
communication to members December 2011.  Given the holiday time period in 
which the initial survey was sent out, a reminder email was sent out January 4th 
and 16th at which time the survey was also sent out to 105 practitioners in 
Alberta.  Results of the survey were to come in by February 15th.  Given the low 
response rate to this survey it was discussed and decided that a second survey 
be developed using Survey Monkey.  The most significant changes made to this 
survey were the length and the lack of rating style questions.  Many of the rating 
questions in the original survey were simplified into ranking based questions.   
The link to the Survey Monkey survey was sent out via email to practitioners in 
BC, Alberta, Saskatchewan, and Manitoba.  In addition to surveys being sent out, 
phone interviews were conducted to help generate additional responses and to 
further investigate survey results and generate clarity on responses.   
 
Due to the lack of success in generating responses for the first survey, it was 
suggested by the executive director of the BCNA that we present at their annual 
general meeting (AGM) at the end of April 2012.  A general presentation about 
HerbPro and what it was looking to accomplish with this project was made in 
order to gather additional responses.  Paper copies of the Survey Monkey survey 
were available at the AGM.  Similarly, in order to better understand how ND’s 
were being trained in the area of compounding and the use of botanicals, the 
project was expanded to collect data and information from the Boucher Institute 
of Naturopathic Medicine.   
 
At the association level and the apothecary/compounding pharmacy level all the 
findings were based on phone interviews.   

Results 
A total of nearly 390 surveys were sent to naturopathic practitioners of which 
6.5% were emails that rejected the messages either due to spam or invalid email 
addresses.  The total response rate to the surveys was slightly short of 10%, of 
which only 6% of the respondents completed more than 60% of either surveys 

                                                 
15

 Although these may seem to be one of the same, in many papers these two were separated out, however I 

was unable to find in any of these documents how either was being defined.  
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and 2% had responded to less.  This includes the responses from the five ND’s 
who were a part of eighty-five cold calls16 made to increase survey response.17  
The remaining 2% of responses were from those ND’s or practices who wished 
to be removed from the mailing list or indicated they do not purchase products.  
Of the practitioners who completed the survey we were able to follow up with 
eight ND’s on the phone18.  Similarly, we spoke with three individuals who 
represented either an apothecary or compounding pharmacy in BC.  Four 
organizations that represented ND’s, herbalists or compounding pharmacists in 
Canada were also interviewed; the length of calls varied depending on the level 
of interest and time constraints of the individual representing the organization or 
practice.  There was also one in person interview conducted at Boucher Institute 
of Naturopathic Medicine, conducted by Jeanette Lee of HerbPro. 

Survey Findings 

Among those who had completed at least part of the survey 96.5%19 indicated 
that they dispense product, of which about 45%20 formulate or compound 
products in their facilities.  Figure 1 demonstrates the breakdown of the key 
treatment scopes of our responding ND’s.   The ‘Other’ scope area focuses on 
treatment areas related to but not limited to chelation, oncology, counseling, 
physical medicine, IV therapy and manipulation.  The low percentage  of ND’s 
practicing apothecary and ‘other’ treatments scopes seems logical given  that 
practicing in these areas requires ND’s to be monitored much more closely by 
the College of Naturopathic Physicians of BC as the standards are tighter and 
the time requirement, risks and cost are also higher in these treatment areas.21  
Based on Figure 1, it can be assumed that the 45% that indicated they 
compounded/formulated products in their facilities were comprised of a cross 

                                                 
16

 This was the total number of calls made and included calls to organizations, apothecaries, compounding 

pharmacists and ND’s. 
17

 The remaining 70 calls were either uninterested in speaking, did not answer, or were wrong numbers.   
18

 Only in BC and Alberta. 
19

 Although this seems high, remember only 8% of respondents attempted to answer some of the questions.   
20

 It is my belief that those practitioners who dispense and/or compound product were more likely to 

complete this survey, as they have a vested interest in purchasing products; therefore, I feel that the 

percentages reflected may be inflated relative to actuality. The other reason for drawing such a conclusion 

is based on the following two statements, made by CNPBC’s Scope of Practice for Naturopathic 

Physicians: Standards, Limits and Conditions for Prescribing, Dispensing and Compounding Drugs 

Published May 27, 2010, which indicate the time, cost, risks and additional standards to being a dispensing 

or compounding ND should be considered.  “Naturopathic physicians who dispense drugs other than drug 

samples or small quantities of medications must receive approval from the CNPBC to be designated as a 

dispensing practitioner ….Registrants should consider carefully the commitment of time, resources and 

personal involvement of the registrant that meeting such standards will require before making application 

for such approval. Such authorization will rarely be granted.” Similarly they state “Compounding involving 
scheduled items presents considerable risk and therefore registrants should only consider becoming 

compounding practitioners where there are no acceptable alternatives such as the use of compounding 

pharmacies.” 
21

 Although this is specific to BC, it is assumed that time requirements, costs and risks would be higher in 

all provinces in Canada. 
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section of those practicing in botanical, homeopathy, apothecary and other 
treatment areas.22   
   

Fig  1. Bre a kd o wn o f the  Ke y T re a tme nt Sco p e s

25%

17%

28%
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Homeopathic

Nutrition

Apothecary

Acupuncture

Other

 
 
Practitioners were asked about the top 10 health areas they treat in question 39 
of the original survey (see appendix), and the top 5 responses were as follows: 

1. Menopause 
2. Gut Health 
3. Immune System 
4. Overall Health 
5. Fertility 

The actual survey results seemed a bit surprising, as the phone interviews 
suggested otherwise.  It was difficult to find any documentation that could verify 
the above responses.  In the phone interviews both practitioners and association 
representatives were asked “what do you believe to be the top 5 health areas 
treated by practitioners” and the top 3 responses were: cardiovascular related 
(heart health), joint / arthritic relief, and allergies.23 
 
Question 24 on the initial survey was used to evaluate where ND’s place there 
importance when making their purchases, the top five answers were:  
1. Consistency in Quality - “Quality” means different things to different people, 

so we asked practitioners to rank how they evaluate product quality24 and 
below are the top 5 choices:  

i. Organic Production 
ii. Product Analysis / Testing 
iii. Certificate of Analysis (CofA) of the Bioactive25 

                                                 
22

 This leads to the assumption that although in our survey we did not distinguish between “formulate” or 

“compound” that among the naturopathic practitioners there is a distinction between the two.  
23

 These 3 responses were almost unanimous; the order however differed depending on the interviewee..   
24

 Question #27 on the original survey (see appendix).  



 

Practitioner Sales Channel Assessment / Value Chain Opportunity Identification for Hawthorn  10 

iv. Age of Product 
v. Product Composition26 

It should be noted that ‘grown following a recognized certification program’ 
ranked 8th, yet organic production was the highest ranking.  This raises the 
question of how the naturopathic and medicinal herb industry is defining 
organic production. Similarly, although ‘traceability back to the grower/field 
level’ ranked 6th not one respondent mentioned food safety practices or good 
agricultural/collection practices on the original survey.  However, on the 
Survey Monkey survey question 14 (which broke out quality slightly 
differently) the results for the top three choices were as follows (note that all 
of the choices were placed in the top three:  

i. Positive plant species identification 
ii. ‘Food Safety’ tied with ‘Grown in uncontaminated fields (heavy 

metals)’ 
iii. ‘Traceback to the farm/field,’ ‘Pesticide free’ and ‘Grown in wild 

simulated environment’ all were tied. 
Note that on Survey Monkey the number one choice was positive plant 
species identification, however on the original survey ‘certificate of 
authenticity’ ranked 9th. This is a clear indication that there are discrepancies 
in how practitioners interpret terminology.27  As in the food industry ‘food 
safety’ is a presumption.28 ; i.e., most consumers assume food bought at local 
retail stores is safe– no questions asked. Similarly, Practitioners may not 
have a clear understanding of food safety risks related to the production 
(farm/wildharvest), processing and shipping/distribution of botanicals.  
Although we attempted to imply ‘food safety’ and ‘certified organic’ via ‘grown 
following a recognized certification program’ in question 27, neither food 
safety nor certified organic was a top response.    
 

2. Organic  Production – Based on the findings above, where practitioners 
indicated organic production as top indicator of “quality” it makes sense that  
organic production ranks second highest when it comes to how practitioners 
make overall purchasing decisions.    Although ‘pesticide free’ does not mean 
‘organic production’ it should be noted that in Survey Monkey question 14 
respondents were given the option to include organic production by specifying 
in “Other”; however, the only related response in “Other” was one that 
included a“CofA” for heavy metals, pesticides and insecticides. This leads us 

                                                                                                                                                 
25

 The wording lacked clarity; during follow up calls and interviews it became apparent that CofA was 

subject to difference interpretations.  Some saw it as HPLC testing (and others saw it as proper plant 

identification.  Note:  HPLC analytical lab costs are high and practitioners are unwilling to pay for those 

costs. 
26

 Product composition in this case refers to the product make up. In other words it was looking at the 

content levels of various ingredients that make up any given product.   
27

 Demonstrates that this discipline has not yet gotten to the same point as traditional medicine, where it 

would be hard to find two MD’s who use the same terminology to mean two distinct things.   
28

 Meaning that the higher up the supply chain you go, you will find less talk about food safety as it is 

assumed that it looked at earlier in the supply chain.   
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to conclude that practitioners are unaware of difference between “certified 
organic” and “pesticide-free”.  

 
3. Certifications / Standards29 - This is in line with the results of how quality is 

evaluated in terms of ‘certificate of analysis’, however although respondents 
were asked to ‘specify’ there was no indication by any respondent as to which 
certificate or standards they are looking for.  Similarly, question 13 of Survey 
Monkey asked respondents about what criteria they look for when purchasing 
the highest ratings were given to ‘integrity of the herb’ and ‘yeast & mold 
count’ followed by the remaining criteria all receiving equal weight.  In the 
‘other (please specify)’ criteria one respondent included ‘CofA for pesticides, 
heavy metals and herbicides’.  Question 22 on Survey Monkey asked 
respondents to indicate documentation that was required from suppliers, only 
three individuals responded with the following: 

- “Quality Assurance Checklist 
- Information about location and testing such as batch testing on 

request 
- Independent certificate of analysis or organic certification” 
 

4. Good Manufacturing Practices (GMPs) are followed – This can potentially be 
interpreted three different ways, first the respondents had not separated out 
microbiological testing of the product from GMPs.  For instance, they equate 
lower microbiological counts with following good practices.  Or secondly, 
since this precedes ‘certifications/standards’ in ranking it could mean that 
respondents are seeing the standard operating procedures (SOPs) as being 
synonymous with GMPs30. Similarly, since only one interview and one survey 
respondent mentioned audits or written protocols, it could mean that 
practitioners do not understand what is meant by good manufacturing 
practices.31 The respondents’ answers to question 15 (from the original) 
demonstrate how all three of the above mentioned possibilities may be a 
factor in GMPs ranking 4th in overall criteria for purchasing.  Question 15 
looked at ‘quality’ from the standpoint of GMPs and the top five responses are 
as follows: 

i. Microbiological Contamination 
ii. Chemical Contamination 
iii. Misidentified Product 
iv. Cross Contamination through improper 

handling/processing 
v. Product Shelf-life Stability 

                                                 
29

 The question did ask ND’s  to specify which certifications / standards, but no answer was give; however, 

it is assumed that they did not mean ‘certificate of authenticity’ as it was on the survey and ranked #9 of 18. 
30

 GMPs are not required for growing botanicals the equivalent to GMPs at the field level is GACPs.  

GACPs is a voluntary program that is recognized by the Canadian Food Inspection Agency 
31

 If this is true then it only makes sense that even fewer individuals/practitioners would know of 

understand what is meant by Good Agricultural / Collection Practices (GACPs). 
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Given that when proper GMP’s are in place the chances of the above 
mentioned occurring are reduced, it can be assumed different ND’s refer to 
GMPs slightly differently depending on their interpretation.  
 
On a separate note, when we compare the accumulated results of question 
15 from the original survey32 with that of question 14 from Survey Monkey it 
can be seen how the top 2 choices (positive plant species identification and 
food safety) are still very much the same just in the reverse order.  

   
5. Price – Based on the results of question 20 of the original survey in which 

90% of responded agreed that the top two of three buying consideration was 
quality and price (in that particular order) it is interesting to see that when 
purchasers have a lot more variables put in front of them price is no longer 
perceived to be as important.  Questions 13 to 15 on the original survey as 
well as question 11 on Survey Monkey further exemplify that price may not 
carry as much weight on purchasing decisions as some of the other variables 
would.  Figure 2 looks at the different regions of the world where ND’s 
purchase their raw ingredients from.33 Based on the results accumulated from 
both surveys the top three regions in order are Canada, United States and 
Western Europe none of which are considered low cost producing regions.  
However, in the phone interview it was learned that some of these individuals 
are purchasing from wholesalers or brokers in these regions and were not 
entirely sure if that meant the product was also grown in those regions.    

 

                                                 
32

 The top two and the fourth responses can all be combined to be ‘Food Safety’ as they are all food safety 

related. 
33

 It is assumed that the 40% who did not answer do not purchase any material, but this number should then 

be higher given that only 45% compound/formulate product in the facilities.  Therefore we believe that 

practitioners who  dispense product answered this question without noticing it is specific to raw 

ingredients. 
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Fig . 2 Re g io ns Whe re  ND's  Ra w Ing re d ie nts  a re  
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This was followed up with a question about country of origin labeling and the 
response was unanimous, it is not required for ingredients only finished 
product. This being said, the importance of ‘country of origin’ was ranked 8th 
of 18 choices in question 24 of the original survey.34

 
 

There were two other areas of the surveys that further depicted that those 
who responded were not as focused on product price and much more 
interested in production practices of the growers.  Questions 23 and 24 of 
Survey Monkey and questions 21 and 22 of the original survey looked to 
understand if respondents were willing to pay more for products grown 
following specific protocols/programs,35 in which the responses were as 
follows: 

- 37% responded Yes, definitely 
- 26 % responded Yes, most likely 
- 15 % responded Possibly, and 
- 22 % responded Not at all 

On a few of the phone interviews some practitioners had indicated that they 
were not willing to pay more than 1.5 the market value of the product 
regardless of practices/production management style the growers used. 36  
Yet, 2 interviewees responded that they may pay much higher than market 

                                                 
34

 Sometimes the challenge with this type of survey is that often either individuals tell you what they feel 

they do/should do and don’t respond based on their actual practices; or, they tell you what they think you 

want to here.    
35

 These programs/protocols include: Canadian Food Safety Program, environmentally sustainable 

practices, ‘fair trade’ and ‘eco-friendly’.  
36

 This goes to show that there is a lack of understanding in terms of how the cost of production is 

influenced via different production practices or programs. 
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value as long as the practices could be proven/certified37 and there was 
scientific evidence indicating the product was superior (“particularly from the 
health benefits standpoint”).   

 
Although practitioners were not asked much with respect to specific treatment 
areas, it was necessary to ask if they treat conditions which hawthorn species 
can provide relief for.  On Survey Monkey question 15 and in the original survey 
question 18 were used to understand if ND’s are treating specific conditions.  
Figure 3 depicts the results of the findings.38   
 

Fig . 3 Pe rce nta g e  o f ND 's  who  tre a t the  b e lo w me ntio ne d  
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Based on the results of those who had responded to question 15 on Survey 
Monkey or question 18 on the original survey it was found the 87.5% of the 
practitioners treating these conditions were already using some form of a 
hawthorn based product to treat their patient.  More specifically, 19% were 
already using hawthorn puree and an additional 57% would consider using 
hawthorn puree.  On the phone interviews it was learned that all but 2 of the 
interviewees, who answered the question, preferred a much more self stable 
hawthorn product such as a tinctures, syrup or tea, although most preferred 
tincture.  This was reiterated in the survey questions as almost all the other 
respondents who indicated they already used a hawthorn product mentioned it 
was a tincture or a fluid extract.  One respondent indicated they use a “in 

                                                 
37

 When asked what was meant by proven/certified only 1 of the respondents mentioned an audit. 
38

 The question on the original survey was asked specific to hawthorn being used to treat any of the 

following yet in the secondary survey it was not specific to hawthorn.  Having said that in the original 

survey all but 2 of the practitioners were using hawthorn to treat, therefore it felt fair to accumulate the 

responses in order to better understand what was going on.   
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combination tablet formulated by the supplier”39 and another mentioned they use 
syrup.  However, the responses to question 20 in Survey Monkey and question 
32 in the original survey does show a desire for either fresh and/or dried forms of 
hawthorn products.  Of the total 29 respondents to both surveys 48% responded 
to either of these questions and 57% were looking for dried hawthorn berries.  
Figure 4 shows the breakdown of all the forms of hawthorn products the 
respondents were looking for.      
 

Fig . 4 T yp e s o f Ha wtho rn Pro d ucts  ND 's  a re  Inte re ste d  in 

Purcha s ing
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In the original survey participants were asked if they are interested in any specific 
Crataegus species to which 70% responded that they are not, and just 9% 
responded they are interested in Crataegus monogyna. However, when the 
same participants were asked if they are interested in ‘indigenous Crataegus 
species found in Canada’ 80% indicated positive interest, of which 25% stated 
they would require research to support the claims associated with the species 
and 50% indicated they would be interested in being part of a clinical trial on 
indigenous Crataegus species found in Canada if one was to take place. These 
findings clearly demonstrate the need for a lot more research and clinical trials in 
order to raise the profile of indigenous Crataegus species. 

Interview Findings 

The most interesting finding in the fifteen interviews conducted with ND’s, 
organizations and apothecaries was with respect to how fragmented naturopathic 
practitioners are.  It was in these interviews where we learned that although we 
referred to naturopathy as the practice that trained ND’s follow that was not 
always held to be true in the interviews.   Some of the interviewees pointed out 
that there are various other groups and individuals practicing only certain 

                                                 
39

 This is the exact wording of one of the respondents, however it is not understood what is meant by ‘in 

combination’. 
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elements of ‘naturopathy’ and that these individuals also say that they practice 
naturopathy.  The interviewees pointed out that individuals who focused on 
traditional Chinese medicine (TCM), homeopathy, herbalist, etc…considered 
their practice to be naturopathy.  We were also told that many of the individuals 
who treat in these single focus treatment area are not operated by ND’s and are 
self regulated, meaning there is no government recognized licensing body that 
accredits these individuals to practice.  Some of those interviewed felt that it is a 
result of these “snake oil salesmen” that naturopathic medicine is not as widely 
recognized in Canada and the US as it may be otherwise.  
 
Another interesting finding from the interviews was that although each of the 
interviewees agreed on the intent of naturopathic medicine, there seemed to 
some question about how ND’s saw or understood naturopathy.  When speaking 
with organizations that deal with ND’s it was learned that there is a considerable 
disconnect amongst the ND’s and in one interview we were told to take 
everything the ND’s who participate in the survey and interviews “with a grain of 
salt.”  Upon further discussion it was learned that most of the ND’s are extremely 
passionate about what they do and although we may have asked general 
questions the answers were most likely very specific to the individual answering.   
 
It was learned from the interviews that the NHP regulations are confusing and not 
well understood by this group.  Such that on four different phone interviews with 
practitioners there was mention that all products whether they are finished 
products or raw ingredients used for medicinal purposes must meet the 
regulation set out by the Natural Health Products Directorate (NHPD).  On two of 
the calls there was mention that anyone supplying product to their facilities 
required a drug identification number (DIN).40  Upon further clarification one of 
the two interviewees recanted their statement and was no longer certain if raw 
bulk ingredients required a DIN.  
 
Some of the interviewees had further identified that sometimes storage of dried 
product is an issue, as this not only requires additional space, but also there is 
constant monitoring of the storage area and volumes.   
When practitioners and apothecaries were asked about volumes they purchase, 
fewer respondents were willing to answer.  Instead many of the ND’s indicated it 
varied on the quality, form and the number of patience they were seeing.  This 
led to the hypothesis that of those ND’s who used raw ingredients many were 
purchasing ad hoc.  Based on those who answered question 9 on the original 
survey it can be concluded that this hypothesis is correct as about 60% of the 
practitioners who responded to question 9 did indicate they purchased products 
on an on-going basis.   
 

                                                 
40

 In the natural health product sector DIN is also referred to as NPN (Natural Product Number) how do 

you substantiate this statement?  This likely needs further explanation, i.e., ND’s do not understand what 

the DIN and NPN are? 
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Amongst those that were willing to talk longer, there were some lengthy 
dialogues around the topic of sustainable wild harvest.  Most of whom indicated 
they were interested in buying only products harvested sustainably; however, 
when asked what ‘sustainable’ practices they were referring to, not too many 
interviewees were able to say anything more than to ensure that the herb “is not 
over harvested” or “overall harvesters don’t damage other plants when 
harvesting.”  Furthermore, it was learned in the calls that most do not ask for any 
specific certification when it comes to sustainable practices, but often just “go 
based on what has been told” to them by the supplier. 

Challenges 
Although licensed ND’s in Canada have gained regulatory recognition, the 
various overall areas of treatment are also being practiced by many unlicensed 
individuals.  This creates a challenge, as there does not seem to be any clear 
definition of what is meant by each of the treatment areas, as a result for some of 
the areas of treatment practiced by ND’s it is not clear how these are 
distinguished from another area. For example when we look at ‘botanical’ and 
‘homeopathy’ not only is it unclear how they differ, but there seems to be 
potential for some degree of overlap.  The confusion is further magnified as some 
treatment areas practiced by ND’s are also being practiced by individuals who 
not licensed and/or trained by a government recognized institution.  As a result a 
number of organizations that claim to represent specific treatment areas have 
been created. In many cases there are many organizations representing the 
same treatment area with no coordination among the organizations. For 
example, homeopathy is taught in officially recognized naturopathic medicine 
training, however there are a number of individuals practicing homeopathy who 
are not ND’s. The following is a list of some of the organizations41 that represent 
homeopathy in Canada and US: 

- Canadian Society of Homeopaths www.csoh.ca 
- BC Society of Homeopaths www.bcsh.ca 
- West Coast Homeopathic Society www.wchs.info 
- National United Professional Association of Trained Homeopaths 

(NUPATH) www.nupath.org 
- The Canadian Consumers Centre for Homeopathy (3CH) 

www.hoemocentre.ca 
- National Center for Homeopathy 

www.nationalcenterforhomeopathy.org 
- Ontario Homeopathic Association www.ontariohomeopath.com 
-    North American Society of Homeopaths (NASH) www.homeopathy.org 

Brief analysis of each of the websites showed no or limited collaboration and 
coordination between any of these groups.  For the most part each operated 
independently of the others, and only in some cases were the members found to 
overlap.   

                                                 
41

 Unlike organizations representing ND’s or MD’s most of these organizations the fine print on the website 

indicates they only recognize a particular training program and have no mention of being recognized by 

any credible organizations or any regulatory requirements for practicing in these areas. 

http://www.csoh.ca/
http://www.bcsh.ca/
http://www.wchs.info/
http://www.nupath.org/
http://www.hoemocentre.ca/
http://www.nationalcenterforhomeopathy.org/
http://www.ontariohomeopath.com/
http://www.homeopathy.org/
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Another challenge found during the interviews was the inconsistent use of certain 
terminology.  Even amongst ND’s and compounding pharmacists/apothecaries 
there are many discrepancies, for instances on a handful of phone interviews it 
was found that the term ‘certificate of analysis’ was being used in place of 
‘certificate of authenticity’.  In the food industry, and it would be no different for 
herbs, the certificate of analysis (or CofA) refers to a lab analysis on the quality of 
and pre-determined specifications of the product.  Some of the most common 
test analysis results found on a CofA may include, but are not limited to: yeast & 
mold counts, total aerobic count, generic E. coli & salmonella testing, etc…The 
CofA specifications and limitations are almost always a part of the buyers 
specification sheets, whereas the certificate of authenticity refers to 
documentation which provides assurances on proper plant species identification. 
This discrepancy is further highlighted when we see that Survey Monkey 
question 14’s top ranking answer is ‘positive plant species identification’, yet in 
the original survey response to question 24, ‘certificate of authenticity’ ranked 9th 
of 18 choices. Similarly, upon speaking with different practitioners it was found 
that the term ‘product composition’ and ‘bioactive analysis’ were also being used 
interchangeably.  The lack of consistency in the use and understanding of 
terminology further highlights how fragmented the naturopathic practitioners are.  
It was thought by some organizations that as the naturopathic medicine sector 
grows their will be clearer and consistent understanding of terminology similar to 
conventional medicine.   

Value Chain Opportunity 
The structure of the value chain encompasses all aspects required to bring a 
product from conception to selling it in its final market place.  Simply speaking, 
value chains include input, supplier, producers, processors and buyers.  The key 
to a successful value chain is the ability to understand each component of which 
it is made up.  Each element of the chain brings together a different piece of the 
puzzle, in terms of understanding the opportunity.  The key elements are42: 
  

1. End Markets – Are the single most powerful voice in the entire chain.  
They determine the key characteristics - including price, quality, and 
quantity – of the product.  If leveraged well, this group can tell you 
about the demand, trends, competition and other factors that will input 
success of a product. 

 
2. Environment – This refers to both the business environment as well as 

the surrounding environment in which the business operates.  The 
environment levels can be local, national or global and include laws, 
regulations, international trade policies, and infrastructure (i.e. roads, 
electricity, transportation means, etc…). 

 

                                                 
42

 This is an overly simplified explanation that is based on personal understanding of value chains. 
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3. Vertical Integration – It is the relationship between the different levels 
of the chain that assist in moving better quality products to the end 
users / end markets.  These relationships between producers, 
processors, marketers, buyers etc…improve access to research, new 
skills and products, and may reduce risks for players within the value 
chain. 

 
4. Cooperation among Competitors – This is specific with those who are 

at the same level in the supply chain.  These relationships are often 
informal and they can help with constraints that effect require collective 
action.  For instance, this could be with respect to changing industry 
standards to create a level playing field, or it may be a simply as two 
competitors getting together to jointly make a purchase that gives them 
better savings in making bigger bulk purchases.   

 
5. Supporting Groups – These are key players that can assist the overall 

sector.  They include service providers such as financial institutes and 
can also include general service suppliers.  Similar to cooperation 
among competitors in that it often looking to generate assistance from 
those who have agreed to assist, usually by reducing cost, to a larger 
group.  For instance, getting irrigation put in for a small farm may be 
expensive but that costs may be reduced by speaking with an irrigation 
company about reducing cost if 5 small farms come together to get 
irrigation put in by them.   

 
Some areas that hawthorn growers in BC may wish to consider in exploring value 
chains and additional opportunities may include: 

- Look at custom packaging opportunities so that the Cooperative does 
not have to invest too heavily in infrastructure.  This may be an 
opportunity to explore with existing NHP manufacturing plants. 

- Work with ND’s and/or apothecaries to custom grow based on their 
needs and specifications. 

- Opportunities assessment with respect to the commercial/bulk 
production of extracts particularly tinctures. 

- Dialogue with companies such as St. Francis Herbs, Global Botanicals, 
Clef Def Champs. San Francisco Herb Company and Bio-Force to 
understand the opportunities to partner with them to grow hawthorn 
product line and/or to utilize there knowledge in enhancing business 
opportunities for small companies.  Also to understand the opportunity 
to work with them to market BC products.   

 
In order to be successful producers need to understand they cannot be providing 
“me too” products; they have to carve out a niche for themselves.  First they need 
to truly understand how and what they are doing is different than others and then 
market the product based on those key differences. Similarly, those getting into 
development of innovative or niche products need to understand that simply 
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having a product is not good enough.  In order to effectively launch a product and 
introduce it to the market, companies need to understand their strengths and 
weaknesses, as well as those of any partners, with respect to marketing and 
distribution.   
 
Collins and Dunne summarized the following five principles which would result in 
value chains being able to operate efficiently: 

1. Focus on producing what consumers and customers value 
2. Get the product right every time 
3. Ensure effective logistics and distribution 
4. Have effective information and communication 
5. Build and sustain effective relationships.43 

 
The key however is being able to have patience, as many of these relationships, 
to have a successful value chain, will take years to develop.  The biggest mistake 
those entering into relationships in value chains make is establishing exclusive 
deals with customers, without investigating how they will manage the risk if 
something was to go wrong.44 

Recommendations 
- Since the naturopathic practitioners channel is so disparate and 

unorganized it would be difficult to supply or consider this market as a 
viable option for sales.  It is more advisable to supply other areas of 
CAM; however, the challenge will be global competition and competing 
with commodity based pricing.  
 

- Build a library of published research and clinical trials associated with 
various hawthorn based products, and then use this to compare the 
results of research and clinical trials completed on hawthorn products 
using indigenous Crataegus species in Canada.   

- Even though 57% of the survey respondents indicated they were 
interested in considering frozen concentrate it seems that from a 
practical standpoint it would be advantageous to start with dried 
products and then build the capacity for frozen products as it is 
understood that the cost of producing frozen products is higher.   

- When considering frozen products it would be beneficial to look at 
packaging and technology that would improve product stability. In part, 
there should be thought given to how storage of such products can be 
made easier from a handling perspective.   

- Flow of information through the whole supply or value chain is 
essential.  People need to understand how what you are doing is 
different and until they understand this they will not be able to justify 

                                                 
43

 Collins, RJ and AJ Dunne 2008. A rapid Supply chain appraisal for agribusiness development projects. 

Acta Hort. Pg. 73-79 
44

 This was something I recall from a Value Chain Presentation Martin Gooch made at a COGA seminar on 

value chains.   
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spending more for a BC grown and produced product.  Information that 
is required includes, but is not limited to the following: 

 Safety and efficacy of the product 

 Growing practices such as wild-simulated cultivation, 
what it means to be certified 

 Difference between local and/or indigenous plant 
species versus those grown overseas. 

- Build market awareness and market acceptance around GACPs.  Most 
ND’s and other buyers of botanicals do not understand what GACPs 
are and how the implementation of such programs adds to the cost of 
producing safe, high quality botanicals.  Without market acceptance 
and awareness implementation of programs such as GACPs only 
prices companies out of the market. The industry should work together 
with organizations that represent various buying channels to educate 
and inform their members about programs such as GACPs.  

Conclusion  
With 2 provinces holding the majority of the naturopathic practitioners in Canada, 
it would be beneficial to focus on BC and Ontario for future practitioner channel 
market characterization.  However, there was no conclusive evidence that 
indicated that ND’s were willing to pay a premium for BC products and further still 
there is no clear understanding on volumes.   
 
It is one thing that there is a considerable amount of fragmentation amongst 
ND’s, but on top of that there are multiple organizations which represent 
segments of treatment areas that may or may not be regulated. This poses great 
challenges for a new comer who wants to supply such products to such 
individuals or practices.  In order to serve such markets the following questions 
need to be addressed: 

- How much of what I do, do they understand?  
- How do they define key criteria? 
- Are there key organizations that can better identify where the 

industry/sector is at; and what the key challenges are within the sector 
or industry are? 

- How do I or can I produce and deliver services/products more 
efficiently than the competition?  

- How do I differentiate my products from others? How are my quality 
standards different, or how is my branding relative to the competition? 

- How much of the new market channel that I am exploring do I 
understand? What are the key gaps and how can they be filled? 

 
Some of the biggest challenges that BC growers face in trying to enter or supply 
products to the naturopathic practitioners channel include: 
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- Commodity based pricing pressure from foreign growers/suppliers.  
For instance, Mountain Rose Herbs sells organic dried hawthorn 
berries45 for $7.50/lb46 and dried hawthorn leaf and flower for $9.25/lb.  

- Inconsistency in ND’s standards. Such as certificate of authenticity 
versus CofA.  

- Disconnect and lack of knowledge / information sharing with respect to 
the indigenous species of hawthorn found in Canada and how they 
differ from species found in Europe. More research and clinical study 
information is required to differentiate indigenous species. 

Buyers lack of clarity or understanding with respect to grower food safety 
standards such as good agricultural and collection practices (GACPs).   
Information sharing is essential to the success of building relationships whether it 
is be a supplier or to create value chains.  Regardless of whether you are 
generating value added products or supplying raw ingredients it is critical to 
provide products that are consistent in quality and supply.  Buyers need to be 
assured that products will be available as needed, on time, in the form discussed 
that will meet there quality standards or the specification documents.  Whatever 
the final market may be the focus needs to be meeting the needs of the end 
market.   
 
 
 
 
 
 
 

                                                 
45

 These are certified organic and Crataegus monogyna.  Check their website at 

www.mountainroseherbs.com as prices changed from time to time .   
46

 Origin of the product is Bulgaria 

http://www.mountainroseherbs.com/
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About HerbPro 
Incorporated in August 2004, the Naturally Grown Herb & Spice Producers Cooperative 
(HerbPro) grew out of a rural community economic development initiative in the BC 
Rockies. The purpose of HerbPro is to develop herbal opportunities that balance 
economic, social and environmental concerns for HerbPro cooperative membership.  
 
Our Mission  
To supply the finest premium quality herbs and botanicals to our customers in the 
natural health products and natural foods sector.  
 
We hope to re-ignite the development and growth in the herb and botanicals sector in 
BC and across Canada and to establish and promote the BC and Canadian brand 
through networking and value chain partnership building. The natural health products 
sector is increasingly looking for safe and consistent suppliers of locally produced herbs 
and botanicals. HerbPro has proactively implemented supply chain control systems 
within our cooperative internal processes, such as adoption of the Canadian Herb, Spice 
and Natural Health Products Coalition’s Good Agriculture & Collection Practices (GACP) 
to ensure a safe and consistent supply of BC grown herbs and botanicals.  
 
Recently, HerbPro completed the Hawthorn Agroforestry Trials - Crataegus Genus 
Phytochemical Evaluations, Chemotype Determinations and Product Standard 
Development project. For the Cooperative, a major component of this project was the 
Food Prototype Evaluation where Hawthorn food prototypes were characterized as part 
of the final stage in the product development process.  
 
In conjunction with this project, HerbPro is the supporting organization in the NSERC 
Project – “Hawthorn as a New Canadian Agroforestry Crop for Functional Foods and 
Nutraceuticals” led by Dr. Timothy A. Dickinson, Department of Ecology and 
Evolutionary Biology, University of Toronto. Project partners include the Integrative 
Bioscience Research Cluster, British Columbia Institute of Technology, Department of 
Chemistry, University of British Columbia Okanagan, and Department of Agricultural, 
Food and Nutritional Science, University of Alberta. A major outcome of this work is to 
determine hawthorn’s potential to improve cardio vascular disease risk parameters and 
vascular function through an in-vivo animal model study where BC hawthorn tissue will 
be incorporated into rat diets for in vivo analyses of hawthorn cardiotonic activity.  
 
In 2005, HerbPro established the Hawthorn Agroforestry Demonstration Farm Trial 
funded by the Investment Agriculture Foundation of BC (IAFBC) Agroforestry Industry 
Development Initiative (through former federal adaptation funding) to determine best 
practices for Hawthorn production management based on agroforestry land 
management principles of Alley Cropping. This system promotes conservation and 
sustainable management practices and encourages biodiversity in the ecosystem, while 
providing a means to diversify farm revenues through intercrop production, and 
incorporation of revenue streams from short- and long-term harvested crops. As a long-
term crop hawthorn was established in rows in an orchard planting, and other short-term 
herbs and botanicals (such as Arnica montana, Boneset, Wormwood, etc,) have been 
planted within the alleys (between the rows).  
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Original Survey 
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Survey Monkey Survey  
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Acronyms 

 
AIDI – Agroforestry Industry Development Initiative 
BCMA – BC Ministry of Agriculture 
BCNA – BC Naturopathic Association 
BINM – Boucher Institute of Naturopathic Medicine 
CAM – Complimentary and Alternative Medicine 
CAND – Canadian Association of Naturopathic Doctors 
CCNM – Canadian College of Naturopathic Medicine 
CNME – Council of Naturopathic Medicine Education  
CNPBC – College of Naturopathic Physicians of BC 
DIN – Drug Identification Number 
GACPs – Good Agricultural and Collection Practices 
IAFBC – Investment Agriculture Foundation of BC 
MD’s – Medical Doctors 
ND’s – Naturopathic Doctors 
NHP – Natural Health Products 
NHPD – Natural Health Products Directorate- 
NPN – Natural Products Number 
TCM – Traditional Chinese Medicine 
 


