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Review of 2016 
From Milan to Dubai
Since the spring of 2016: the effective 
implementation of the communication 
component. Establishment of the fundamental 
tools intended to reposition the association 
and its members in their professional 
environment:
• overhaul of its identity 
   and its graphic charter,
• presentation brochure,
• website,
• collaborative platform. 
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ATIBT provides professionals and the general public with a signifi cant 
amount of institutional, technical and trade news on the major issues 
involving the tropical timber sector: the promotion of legality, 
sustainable forest management, improved industrial timber proces-
sing methods and the promotion of lesser known species.
ATIBT’s technical expertise and broad range of skills is enhanced 
by the diversity of its membership base: private forest sector 
companies, industrial and commercial players, international and 
national institutions, States that have signed the ATIBT Convention, 
research institutes, professional and non-professional associa-
tions and suppliers of equipment, transit, transport and other 
services related to the timber industry.

A SOURCE OF
INSTITUTIONAL, 
TECHNICAL AND 
COMMERCIAL NEWS

When you join ATIBT, you access a global network of professionals
and a broad range of technical, economic and commercial data.
ATIBT represents its members on both a professional and political level 
and defends their interests in all areas relating to the production
and commercialisation of tropical timber.
ATIBT reinforces the image of all of the sector’s professionals.
Furthermore, joining ATIBT also means that you are indirectly contributing
to sustainable forest management, by strengthening ATIBT’s voice
during international debates.

THE BENEFITS OF JOINING ATIBTTHE BENEFITS OF JOINING ATIBT

International Tropical Timber
Technical Association

45 bis, Avenue de la Belle Gabrielle
94736 Nogent-sur-Marne CEDEX • FRANCE

Tél. : +33 1 43 94 72 60
www.atibt.com
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Review of 2016 
From Milan to Dubai

Launch of the “Fair & Precious“ brand:
• registration of the trademark at the
   French and European level,
• drafting of usage rules for those who 
   “carry” and “promote” the brand,
• drafting of semantic and iconographic charters,
• drafting of the Fair & Precious manifesto,
• creation of the various versions of the “African 
   timber: much more than wood” campaign,
• creation and development 
   of the fair-and-precious.org website. 
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manifeste
l e

l e s  b o i s  t r o p i c a u x ,
b i e n  p l u s  q u e  d u  b o i s

La marque Fair & Precious a été créée à l’ini-
tiative de l’Association Technique Internatio-
nale des Bois Tropicaux (ATIBT) qui travaille 
au service de la filière, de la forêt bois tropi-
cal jusqu’au consommateur final. L’ATIBT fait 
figure de référence sur le plan technique et 
dans la réglementation des usages commer-
ciaux du bois tropical. Elle a pour mission 
d’assurer la promotion du développement 
d’une filière durable, éthique et légale des 
bois tropicaux. L’ATIBT compte un peu plus 
d’une centaine d’entreprises membres, parmi 
lesquelles on peut distinguer :

• les porteurs de la marque que sont les 
producteurs, transformateurs, négociants, 
distributeurs de bois tropicaux,

• les promoteurs de la marque que sont les 
entreprises de services du secteur public ou 
privé, du grand donneur d’ordre au cabinet 
d’architecture, en passant par les petites et 
moyennes entreprises.

C’est

qui?

m a n i f e s t e  f a i r  &  p r e c i o u s  -  www . f a i r a n d p r e c i o u s . o r g
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Fair & Precious - campaign
“ E N V I R O N M E N T A L “  t h e m e

3



A T I B T  M A R K E T I N G  P R O G R A M M E  W I T H  S U P P O R T  F R O M  T H E  A F D  -  w w w . a t i b t . o r g

Fair & Precious - campaign
“ S O C I A L  &  E C O N O M I C “  t h e m e
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Fair & Precious - campaign
“ P R O D U C T “  t h e m e
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Geographic scope 
of implementation
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• France
• Germany
• Great Britain
• Italy
• Spain
• The Netherlands
• Belgium
• Switzerland 

+ 	Simultaneous implementation 
	 in producing countries.
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The website - a dynamic reflection of the communication concepts - aims to: 

• Present the values promoted by the Fair & Precious brand
				    - The fight against deforestation
				    - The protection of both plants and wildlife
				    - Actions in favour of both social and economic development 
• Display the commitments of those that carry the brand  
			   	 - The manifesto
				    - Monitoring of compliance with commitments 
• Respond to attacks against the industry or individual companies
• Promote a material that features exceptional natural and technical qualities 

“ C o m m u n i c a t i o n “  a c t i o n s   

The “Fair & Precious“ website
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ATIBT members that meet the criteria 
defined by the usage rules and that are 
approved by the ethics committee 
(led by ATIBT) benefit from: 
• The right to use the Fair & Precious 
   brand in their “corporate” and 
   “product” communications
• The right to access the Fair & Precious 
   shop: documentation, roll-up banners, 
   stands, corner booths, 
   POS displays, etc. 

“ C o m m u n i c a t i o n ”  a c t i o n s 

Communication kit - Carriers of the brand
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A press kit is available on the Fair & Precious 
website.
Press releases are sent to the specialised or 
non-specialised press depending on the topics 
being discussed.
Communications are addressed to both opi-
nion leaders and influencers (political circles 
and civil society).
Press trips to voluntary forest concessions 
are co-organised by both concessionaires and 
ATIBT.

“ C o m m u n i c a t i o n ”  a c t i o n s 

“Press and public relations” actions 
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Participation in the Dubai forum.

Participation in meetings at European trade fairs 
and thematic fairs.

A travelling exhibition with an emphasis on 
educational aspects in public places, shopping 
malls, public transport, etc. 

“ C o m m u n i c a t i o n ”  a c t i o n s 

“Event communication” 
actions forum

atibt

www.atibt .org

4 - 6 march 2017

DUBAI
2017

Tropical forest : timber, and so much more

Under the patronage of
Minister of Climate and 
Environment United 
Arab Emirates

Organized by l’ATIBT 
in collaboration with 

Dubai Wood Show
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Partnerships are established and actions are carried out jointly  
with international, national and local entities that share the values 
promoted by Fair & Precious.

They can include:

• Players from the timber industry
• Major cities 
• Large companies 
• NGOs
• The media

A c t i o n s  “ C o m m u n i c a t i o n ” 

Actions “Partenariats et co-branding”
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Project conducted at the European level by ATIBT and STTC via ETTF 
to launch a website that presents timber species, timber suppliers 
and the various uses of timber.

European replica of existing websites:  
www.boistropicaux.org (France: LCB and CIRAD)
www.houtdatabase.nl (Netherlands)

Objectives 
• Generate awareness off the sector’s various players, especially Fair & Precious
• Expand the markets for certified tropical timber
• Provide advice and services to the various categories of buyers 

“ M a r k e t i n g ”  a c t i o n s     

The “Tropical Timber” website
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This action aims to increase the visibility and credibility 
of African Fair & Precious timber in retail outlets. 
 
• Target partners: Leroy Merlin, Kingfisher, Saint-Gobain, etc.
• Favoured products: decking and garden furniture, for example  

Creation of FAIR & PRECIOUS promotional tools 
(interactive brand corners in stores). 	

“ M a r k e t i n g ”  a c t i o n s   

“DIY store” actions 
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These professionals are key prescribers
in the choice of materials, with both public and 
private buyers.This involves the 8 European 
markets that have been selected.

ATIBT is setting up a partnership with the ETTF 
in order to collect data that is relevant to each 
market and to carry out Fair & Precious actions, 
with the support of national associations. 

• Using the files that are created, 
   email campaigns will be planned. 
• Selection of trade shows by country  

“ M a r k e t i n g ”  a c t i o n s     

“Architect and prime contractor” actions
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Total public procurement accounts for nearly 
20% of the European Union’s GDP, 
i.e. over €300 billion per year. 

As with the architects and prime contractors, 
files will be created and professional 
meetings will be selected. 

• Email campaigns targeting elected officials 
   and technical departments  
• Selection of trade shows by country  

“ M a r k e t i n g ”  a c t i o n s     

“Public buyer” actions
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Actions are implemented in specific markets, 
niche markets, or opportunity markets 
that respond to needs or trends: 

• Railway sleepers
• Upscale furniture
• Decorative timber 

“ M a r k e t i n g ”  a c t i o n s   

“Targeted market” actions


