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SECTOR SPOTLIGHT

Palestine Olive Oil: The Branded Five %

Ninety-five per cent of Palestinian olive oil is sold in unmarked tins. The remaining five per cent —
bottled, branded, exported — represents a founder-owned consumer segment invisible to every
institutional investor database on earth. The founders who built it are now entering their sixties.

QUICK FACTS

Market Size $150-200M olive oil sub-sector in average years « broader food industry represents
$1B+in total investment

Unique Advantage 95% of production sold as unbranded bulk — branded consumer segment is a sliver
of a substantial market, entirely invisible to institutional capital

Biggest Challenge Paris Protocol adds 35-40% to export costs « 700+ checkpoints fragment supply
chains « no sovereign port or airport access

Timing Factor Oslo-era founders entering their 60s-70s with near-zero succession planning as

2023-25 devastation accelerates transition pressure

“Palestine may not be in the atlas, but we have put it on the shelves.”

Dr. Nasser Abufarha, Founder & CEO, Canaan Palestine

Warscapes Podcast, 2016

MARKETS: Palestine

SECTORS: Olive Oil & Agriculture
BRANDS: Canaan Palestine
FOUNDERS: Nasser Abufarha
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GEOGRAPHIC CONTEXT

Where the Branded Five Per Cent Lives
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The branded five per cent — a northern cluster.

Palestine's branded, export-ready producers — the "five per cent" that bottles and labels rather than selling in
bulk — concentrate in the northern West Bank. Canaan Palestine anchors Jenin; Nablus holds the UNESCO-
listed Nablus Soap Company and Al'Ard; Sinokrot Group operates from East Jerusalem; and the Battir terraces
near Bethlehem mark the southern edge. The remaining ninety-five per cent of the crop leaves as unbranded
sixteen-kilo tins through Israeli-controlled crossings — so the branded map is a far smaller geography than the
olive map: it shows who has built a name.

SECTOR NARRATIVE

Nasser Abufarha had a PhD and a tenured career waiting in Wisconsin. Instead, in 2004 he stood in
Jenin watching olive oil sell for eight shekels a kilo — less than the cost of picking it — and offered farmers
double, betting that fair-trade certification would let international buyers absorb the premium. It was a
wager placed during a war, on a crop the world associated with Italy and Spain, in a territory with no
port, no airport, and seven hundred checkpoints between grove and customer. Twenty years later his oil
sits in six hundred American retailers and his supply chain connects 2,400 farming families across fifty-
two cooperatives — yet he remains almost entirely invisible to institutional capital.
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The five per cent

A World Bank study found that over ninety-five per cent of Palestinian olive oil is sold in unmarked sixteen-
kilogram tins — bulk commodity with no brand, no traceability, no story. The remaining five per cent is bottled,
labelled, and exported through channels that range from Whole Foods shelves in Manhattan to solidarity co-
operatives in Malmo. That five per cent is where branded consumer intelligence lives — and where no
institutional database looks. A consumer segment hiding inside a commodity market worth $150-200 million in
average production years.

The broader Palestinian food sector represents over a billion dollars in total investment and employs
approximately 22,000 workers across more than 3,000 establishments. The Palestinian Food Industries Union
counts between two hundred and three hundred member companies. Yet not a single Palestinian consumer
brand appears in PitchBook, Crunchbase, or Bloomberg. Ninety-nine per cent of Palestinian firms are family-
owned SMEs. Institutional capital — the holding companies, the development finance institutions, the private
equity funds — concentrates in telecoms, banking, and real estate. Consumer brands occupy a blind spot so
complete that documenting it feels less like research and more like cartography.

The sector extends well beyond olive oil. Medjool dates from Jericho represent the second-largest branded
export category. Za’atar, freekeh, maftoul, honey, and pickled goods round out a diversified agricultural brand
portfolio. Nablus olive oil soap — a tradition dating to the tenth century, recognised by UNESCO as Intangible
Cultural Heritage in December 2024 — constitutes a distinct heritage subcategory. What binds these products is
not a single crop but a shared condition: founder-owned enterprises transforming multi-generational farming
traditions into export-ready brands under constraints that would end most businesses.

What survived the Intifadas

Palestine’s olive economy predates its modern borders by millennia. But the branded consumer segment is
young — almost entirely a product of the twenty-five years since the Oslo Accords created the Palestinian
Authority and, with it, the first framework for formal commercial enterprise.

The Paris Protocol of 1994 was supposed to be a five-year interim agreement governing economic relations
between Israel and the Palestinian Authority. Three decades later it remains in force, creating a customs union
that channels all Palestinian trade through Israeli-controlled ports. Back-to-back shipping at crossings —
unloading, security scanning, reloading — reduces container capacity and adds hundreds of dollars per
shipment that Israeli exporters do not pay. Total production costs run thirty-five to forty per cent above Turkey
and twenty to thirty per cent above Jordan. Every Palestinian olive oil bottle that reaches an international shelf
has already overcome a structural tax that no competitor bears.

The Second Intifada, beginning in 2000, functioned as a brutal filter. When oil prices crashed to eight shekels a
kilogram and entire districts were locked down under military closure, the businesses that survived did so
through domestic market depth, family capital reserves, and geographic diversification. The Sinokrot family,
operating from East Jerusalem since 1982, had already built Palestine’s largest food conglomerate across dates,
preserves, and poultry. The Anabtawi family in Nablus had decades of grocery distribution behind them. The
Theleh family had been making soap for four centuries.

What emerged after the intifada was a new category of enterprise: brands founded explicitly to create
commercial value from Palestinian agricultural heritage. Canaan Palestine in 2004. AUArd (_=,¥1) in 2008.
Zaytoun in the UK the same year Abufarha planted his flag in Jenin. These were not traditional family
businesses scaling up. They were founder-owned ventures that saw the crisis as a catalyst — using fair trade
certification, diaspora networks, and international solidarity channels to reach consumers who would pay
premiums for provenance and purpose.
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Four regions, four characters

The Jenin-Nablus corridor is the undisputed olive heartland — the dominant production zone and the region of
highest investment significance. Its terroir produces the prized Nabali Muhassan and Souri varieties that
command premiums in international markets. Canaan Palestine operates from Jenin, connecting fifty-two
cooperatives to six hundred American retailers. Al'Ard and the centuries-old Nablus Soap Company anchor the
ancient trading city. The corridor holds the highest concentration of olive presses and the deepest agricultural
traditions, specialising in extra virgin olive oil, za’atar, heritage soap, and freekeh. It is where the branded
emergence started — and where the succession question is most acute.

The Jericho-Jordan Valley represents the second major production zone, with high investment significance
driven by Palestine’s premium Medjool date crop. The subtropical climate supports tens of thousands of palm
trees across hundreds of hectares — the largest agricultural enterprises in the territory. But operations sit
almost entirely in Area C under full Israeli military and civil control, making every structure vulnerable to
demolition orders and every water source subject to Israeli allocation. The date sub-sector, which also
encompasses bananas and subtropical agriculture, represents the strongest growth trajectory and the most
acute operational risk in the same breath.

Tulkarem and Hebron constitute an emerging zone of medium investment significance, anchoring the
domestic-market backbone of Palestinian branded food. Tulkarem is the second-largest olive oil producing
governorate, benefiting from proximity to the 1948 border. Hebron’s industrial base — built on stone and
marble — provides capital and infrastructure for food processing ventures in mixed agricultural products,
pickles and preserves, and honey. This is the least internationally visible region, but it is where Arabic-language
research would likely surface the most undocumented brands.

Gaza stands apart. Before October 2023, it produced ten to fourteen per cent of Palestinian olive oil from 1.1
million trees, specialising in olives, dates, and citrus, and exported $44.6 million in agricultural products
annually. Nearly one million olive trees have since been destroyed. Of thirty-seven olive presses, only four to six
remain operational. Agricultural land destruction stands at seventy-five to ninety-six per cent according to
satellite analysis. This represents not merely a crisis but a generational erasure of productive capacity.
Investment significance is now low by necessity — the scale of destruction means Gaza’s agricultural brand
landscape will need to be rebuilt from near-zero when conditions allow.

The invisible $150 million

Why does a $150 million industry with decades of export history produce zero results in institutional investor
databases? The answer is structural, not accidental.

First, there is no public financial disclosure. Palestinian private companies have no mandatory reporting
requirements. The Palestine Exchange lists forty-nine companies, but none in agriculture or food. Revenue
estimation for any brand in this sector requires triangulation from trade fair records, media interviews,
cooperative network sizes, and export footprint data. When Brandmine estimates that a Palestinian agricultural
brand generates five million dollars or more in annual revenue, that figure is assembled from fragments — a
Malaysian trade fair disclosure here, an Oakland Institute case study there, a cooperative membership count
thatimplies scale.

Second, institutional capital has systematically avoided consumer brands. The major Palestinian holding
companies and development finance institutions concentrate in telecoms, banking, and real estate — sectors
with clearer regulatory frameworks and larger individual deal sizes. Consumer brands, with their family
ownership structures and sub-ten-million-dollar revenues, fall below the radar of every capital allocator
operating in the territory.

Third, the Paris Protocol creates friction so pervasive that it functions as an invisibility mechanism. A Palestinian
exporter cannot access PayPal or standard international payment rails. Every shipment transits through Israeli
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scanning facilities. The number of physical obstacles in the West Bank reached seven hundred by early 2024.
These barriers do not merely raise costs — they make Palestinian brands structurally harder to discover,
evaluate, and transact with than competitors in any other emerging market.

The result is an information vacuum — structural, not accidental, and systematic enough that the brands hidden
inside it have never been documented in English. The brands exist. The founders have stories. The crisis
documentation is richer here than in virtually any other emerging market. What has been missing is someone
willing to map the terrain.

Who survived — and how

The NDD standard asks a specific question of every brand: what nearly killed you, what did you decide, and
what did it prove? In Palestine, the question answers itself with unusual force.

When Nasser Abufarha arrived in Jenin during the Second Intifada, he was not a farmer or a businessman. He
was an anthropologist — a researcher who studied resistance movements. His PhD from the University of
Wisconsin-Madison had prepared him to analyse cultures under pressure, not to build supply chains under fire.
But the olive oil crash presented a problem his academic training could frame: farmers were abandoning groves
because the market had made harvesting irrational. His solution was to make harvesting rational again by
guaranteeing a price floor through fair trade certification. The world’s first FLO-certified extra virgin olive oil
emerged not from a boardroom but from an anthropologist’s field observation. Two decades later, Canaan
Palestine supplies ninety per cent of Dr. Bronner’s olive oil and ingredients to LUSH Cosmetics. In 2024, it
achieved Regenerative Organic Certification — likely the first for olive oil in the Middle East — covering 1,350
farmers across 20,000 acres.

The Anabtawi family in Nablus faced a different kind of crisis — one of identity. For decades they had been
importers, bringing Nestlé and Unilever products into Palestine. Ziad Anabtawi’s decision to reverse the flow —
to export Palestinian products instead of importing multinational ones — was not merely commercial. It was a
structural pivot that required building distribution in markets where Palestine had no trade infrastructure. He
started with Malaysia, leveraging Muslim solidarity networks and halal certification. Over a decade, the
Malaysian subsidiary alone channelled RM50 million back to Palestine. Three of Anabtawi’s children now hold
management positions — the only structured succession model visible in the entire sector.

Saleem Abu Ghazaleh spent five years in prison before becoming general manager of Al Reef Fair Trade. When
the 2023 escalation severed supply chains across the West Bank, he managed to move dates and couscous to
the factory under conditions that made normal logistics impossible — and sent emergency food from the West
Bank to Gaza. Al Reef has operated since 1993, making it the oldest institutional bridge between Palestinian
farmers and international consumers.

The Tbeleh family has been making soap in Nablus for roughly four hundred years. At the industry’s peak in the
early twentieth century, thirty factories produced five thousand tonnes annually. Today perhaps five remain.
Mojtaba Theleh’s production has dropped by a third due to checkpoints and military raids. In December 2024,
UNESCO recognised Nabulsi soap-making as Intangible Cultural Heritage — but specifically as heritage in need
of urgent safeguarding. The recognition validated a tradition; it did not remove the forces eroding it.

Sumud: Where the olive tree is the argument

The Arabic concept of sumud (s5.) — steadfastness — distinguishes Palestinian entrepreneurship from every
other market Brandmine covers. It emerged after 1967 in two forms: static sumud, the refusal to leave the land,
and resistance sumud, the building of alternative institutions. The olive tree is its primary symbol: deep-rooted,
enduring, productive across centuries.

Every founder in this sector frames their enterprise in sumud terms. Abufarha calls his farmer network “an army
of steadfastness.” The founders of Jenin (a Dubai-based olive oil brand), describe their work as “existence as a
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form of resistance.” Al'Ard positions purchases as “a dignified way to continue the struggle.” This is not
marketing. It reflects a reality where planting an olive tree is simultaneously an agricultural act and a political
claim to land — and where the destruction of fifty-two thousand trees since October 2023 is understood as an
assault on both livelihood and identity.

For Brandmine’s methodology, this cultural context means every brand profile in Palestine carries inherent
crisis-tested narrative depth absent in other markets. The stories do not need to be manufactured or excavated.
They are the operating conditions.

The five-year window

Three forces are converging to create an urgent documentation window.

The first is demographic. The Oslo-era founding cohort — the entrepreneurs who built the branded segment
between 1994 and 2010 — is entering its sixties and seventies. Mazen Sinokrot, who built Palestine’s largest
family business from a Jerusalem base, is in his early seventies. Abufarha is in his early sixties. Academic
research on Palestinian family businesses identifies forty interconnected dysfunction indicators across
leadership, identity, and financial discipline — and finds that virtually none of these firms have formal
succession plans. The Anabtawi family’s three-child management structure is the exception that proves the rule.

The second force is destruction. The 2023-2025 period constitutes the worst sustained crisis in the sector’s
modern history. The 2025 harvest is forecast at seven to eight thousand tonnes — roughly one-third of the
historical average. Gaza’s agricultural sector has been nearly annihilated. Settler violence against olive harvests
reached 8.5 incidents per day by late 2025, the highest rate since monitoring began. West Bank GDP contracted
seventeen per cent in 2024, returning per capita income to 2008 levels. For branded exporters, this translates to
severe supply constraints and existential operational pressure.

The third force, paradoxically, is demand. The post-October 2023 period has catalysed a surge in solidarity
purchasing that has created new brands and new channels overnight. Olive Odyssey, founded around 2022, has
built 323,000 Instagram followers and ships directly from Palestine to the United States. Huwa, launched by
Chicago siblings with family roots in the village of Agraba, started selling through WhatsApp and now uses
innovative squeeze-bottle packaging. Nabali Fairkost operates from Diisseldorf, selling Palestinian dates across
the EU through Amazon with over a thousand reviews.

What makes this wave structurally significant is not the revenue — these are small brands, most below two
million dollars — but the distribution model. They bypass the Paris Protocol’s chokepoints entirely. Where
Canaan Palestine and Al'Ard spent years building institutional export infrastructure through fair trade networks
and trade fair circuits, the diaspora DTC brands reach consumers through Instagram stories and direct shipping.
The friction that adds thirty-five per cent to a traditional exporter’s costs is irrelevant to a founder packing boxes
in Chicago and posting to a quarter-million followers. If the first generation of Palestinian branded exports was
built on certification, the second is being built on narrative — each bottle sold with a farmer’s name, a grove’s
coordinates, and a story that no supermarket buyer ever asked for but that social media consumers demand.
Whether this model can scale beyond solidarity purchasing into sustained commercial distribution — whether
the Instagram audience becomes a retail channel — is the open question that will define the sector’s next
chapter.

Why this matters

For the investor evaluating emerging-market consumer brands, Palestine’s olive oil sector presents an unusual
proposition. The information scarcity is extreme — no public filings, no database coverage, no analyst reports.
The crisis documentation is unmatched — these are founders who have navigated intifadas, checkpoint

economics, and the systematic destruction of their productive assets. And the succession window is narrow —
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the founders who hold the relationships, the certifications, and the institutional knowledge are ageing without
plans.

For the importer or distributor, the certification stack is remarkably advanced. Palestine was the first globally
certified fair trade olive oil origin. Regenerative Organic Certification places it at the cutting edge of agricultural
standards — ROC-certified products saw twenty-two per cent buyer growth in 2025, outpacing USDA Organic
and Fair Trade USA combined.

For the strategic partner, the diaspora of six million creates a built-in premium consumer base across Chile,
Jordan, the Gulf, Southeast Asia, and the Americas — a distribution network that no marketing budget could
replicate.

The brands that survived the eight-shekel crash, the checkpoint economics, and the 2023-2025 devastation
carry intelligence that no certification or revenue figure can capture. That intelligence — the decisions founders
made when quitting was rational, and what those decisions proved about the people who made them — is
precisely what has never been documented in English.

In Jenin, the anthropologist is still offering double.

KEY TAKEAWAY

When 95% of an industry is unbranded, the founders who bottle the rest hold intelligence no
database can replicate.

SECTOR TIMELINE

Heritage that finally got a label

Key milestones in Palestine's olive oil and agriculture sector — from Ottoman-era heritage through modern
branded emergence.

Setup  Catalyst  Struggle Crisis  Breakthrough  Triumph

. SETUP 1600s
Nablus soap industry established
Ottoman-era olive oil soap production reaches industrial scale in Nablus. At peak around 1907, thirty factories produce
5,000 tonnes annually. The Tbeleh family begins its soap tradition around 1611.

‘ CRISIS 1948
Nakba displaces 750,000 Palestinians
Mass displacement separates families from ancestral olive groves. The Palestinian diaspora begins — eventually reaching
six million across Chile, Jordan, the Gulf, and the Americas.

. CRISIS 1967

Occupation begins
Israeli military control of the West Bank and Gaza places agricultural permits, licenses, and trade under military orders. An
estimated 800,000 olive trees are uprooted between 1967 and 2009.
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SETUP 1982

Sinokrot Holding founded in Jerusalem

Tawfiq Sinokrot launches a food business from East Jerusalem. Over four decades it becomes Palestine's largest family-
owned business group — dates, preserves, poultry, confectionery — with operations in twenty countries.

CATALYST 1993

Al Reef Fair Trade established

The Palestinian Agricultural Relief Committee creates the first Palestinian fair trade export arm, connecting farmers to
Oxfam and European solidarity networks. It becomes the earliest institutional bridge between Palestinian groves and
international consumers.

CATALYST 1994

Paris Protocol signed

The Oslo Accords economic annex creates a customs union framework. Originally a five-year interim agreement, it remains
in force three decades later — channelling all Palestinian trade through Israeli-controlled ports and adding structural costs
that competitors do not bear.

CRISIS 2000

Second Intifada crashes olive oil prices

The Al-Agsa Intifada devastates Palestinian agriculture. Olive oil prices crash to 8 NIS per kilogram — roughly $1.75, below
the cost of harvest. Some 139,000 workers lose access to Israeli jobs, flooding the agricultural labour market.

BREAKTHROUGH 2004

Canaan Palestine founded; fair trade pioneered

Dr. Nasser Abufarha establishes the world's first FLO-certified extra virgin olive oil supplier, offering farmers double the
crashed market price. Zaytoun CIC is founded in the UK the same year, beginning what becomes the world's first Fairtrade-
marked olive oil in 2009.

BREAKTHROUGH 2008

Al'Ard reverses Palestine's export flow

The Anabtawi family pivots from importing Nestlé and Unilever products into Palestine to exporting Palestinian olive oil
and za'atar internationally. Within a decade the brand reaches twenty-five countries and channels RM50 million to
Palestine through its Malaysian operations alone.

TRIUMPH 2014

Battir terraces gain UNESCO World Heritage status

Ancient agricultural terraces near Bethlehem receive UNESCO recognition, validating Palestinian agricultural heritage on
the world stage and establishing a precedent for the sector's cultural significance.

CRISIS 2023

Worst olive harvest in living memory begins

The October 2023 escalation triggers the worst olive harvest season in living memory. Over 52,300 trees are destroyed in
the West Bank. In Gaza, nearly one million of 1.1 million olive trees are lost. Of thirty-seven olive presses, only four to six
remain operational.

TRIUMPH 2024

ROC certification and UNESCO soap recognition

Canaan Palestine achieves Regenerative Organic Certification — likely the first for olive oil in the Middle East — covering
1,350 farmers and 20,000 acres. In December, UNESCO recognises Nabulsi soap-making as Intangible Cultural Heritage in
need of urgent safeguarding.

CRISIS 2025

2025 harvest catastrophe
Production forecast drops to 7,000-8,000 tonnes — roughly one-third of the historical average. Settler incidents reach
1,485 between January and October. West Bank GDP contracts 17 per cent, returning per capita income to 2008 levels.

N4
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About this research

This report draws on 0 verified sources across 1 language — primary documents, founder interviews, and trade press. Every figure
and claim is cross-validated against independent references.

Full methodology at brandmine.ai.

ABOUT BRANDMINE
Exceptional founder-owned brands. Proven resilient. Ready now.

Brandmine delivers structured discovery intelligence on founder-owned consumer brands in emerging markets —
researched in local languages, structured for investment decisions, delivered as focused reports.

Contact: hello@brandmine.ai Intelligence reports: brandmine.ai/intelligence/

ALSO AVAILABLE FROM BRANDMINE

BRAND RESILIENCE PROFILE FOUNDER RESILIENCE PROFILE

Complete transformation arc, location intelligence, and business The founder's personal arc from origin to breakthrough. Verified
snapshot for a single brand. 15 pages of verified research. through native-language research and primary source analysis.
MARKET MAP SECTOR INTELLIGENCE REPORT

Profiles all verified brands in a sector at snapshot depth — Comprehensive sector intelligence. All brands profiled at
geographic distribution, market timeline, and founder spotlights. snapshot depth, plus full transformation arcs for six brands —
25-40 pages. each representing a distinct crisis archetype. 90-120 pages.

Set in Source Serif 4 and Source Sans 3. Composed in Typst. CMYK color throughout.
Published simultaneously in English, Russian, and Chinese.
Researched in English sources.

First Edition - March 2026

For Professor Mazin Qumsiyeh.
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Exceptional founder-owned brands.
250+ verified across emerging markets.
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Structured research on founder-owned consumer brands in
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