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Bulembu Country Lodge 
A Business Plan for Bulembu Country Lodge  

Executive Summary  

 
Swaziland is a popular weekend and conference venue and the tourism industry is 
characterized by short stays of less than two nights. It relies on South African visitors 
to the region as the country is too small to stand alone as an international tourist 
destination. With the increasing tourist flow in light of the 2010 Soccer World Cup and 
South Africa being and becoming a popular destination, demand for accommodation 
in and around South Africa is growing. In this regard, the planned project of tarring 
the Barberton-Piggs Peak road will provide new tourism openings for Northern 
Swaziland. Bulembu Country Lodge intends to capture and utilize these 
developments. 
 
Bulembu Country Lodge (BCL) is one of the core enterprises under the umbrella of 
Bulembu. The mission of Bulembu is to provide safety, dignity and hope to those 
suffering from AIDS, poverty, abuse and abandonment by: 1) Creating health 
services, orphan care, education and spiritual nurturing; 2) Develop a thriving 
business environment, creating employment and income. BCL is a critical component 
in creating a thriving and viable economy for the Bulembu community.  
 
The following business plan has developed a clear strategy which will first outline the 
current state of BCL, the company’s goals and objectives and what strategies will be 
implemented. Ultimately, BCL will become a revenue generating company for the 
Bulembu community, rather than operating at a loss like it currently does.  The over-
arching goal of expanding BCL it to increase lodge occupancy from the current 
average rate of 6.4 bed nights per day (20% capacity) to 16 bed nights per day (50% 
capacity) by the end of 2009. 
 
Currently Bulembu Country Lodge has only been offering accommodation and limited 
activities to ministry groups, self-drive tourists and a small number of pre-booked 
customers – most of which are simply “by chance” customers. The plan is to expand 
and diversify the product/service offering in order to increase the target market and 
appeal to a much larger customer base. The following objectives have been set: 
 

1. Increase occupancy rate from current 20% to 50 % by 2009 
2. Create Bulembu Adventures to act as a travel agency office which will 

facilitate holistic needs and services for Bulembu Country Lodge clients. 
Proposed activities implemented and functioning by end of 2007 

3. Recommended upgrades to facilities completed by end of 2007, subject 
to funding. 

. 
In order to unfold this strategy and reach these goals, the BCL expansion will require 
approximately US $90,000. This includes capital for a vehicle, which will be used for 
tours and transfers; structural changes and interior upgrades; kitchen equipment and 
other minor capital needs for diversifying the activities offered. 
 
Therefore the opportunity exists to partner with BCL and assist in the expansion of 
the company. This expansion will ultimately assist in the vision of sustainability in the 
rebirth of the Bulembu community.  
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2 Enterprise Description 

2.1 – The Industry 

Bulembu Country Lodge is positioned in the hospitality and tourism industry. 
Currently the lodge provides accommodation, meals, tours, transfers and a few 
activities in Bulembu to a range of customers. Swaziland is primarily a pass through, 
stop over country for tourists on their way to or from South Africa. Most are either 
arriving or going to the Kruger National Park. Swaziland’s gross revenue from tourism 
were USD 40.2 million in 2006, of this 70% was from hospitality services and 30% 
from art and craft curios and the adventure sector. 
 
In the northern Hhohho region, where Bulembu is located, there are numerous 
competitors: ORION Hotel; Phophonyane Falls Lodge; Malalotja Nature Reserve; 
Hawane Resort: and the soon to be completed Maguga Lodge. Most of these are 
easily accessible and well established, attracting a large portion of the main tourist 
flow in terms of tour groups. Accommodation provided by these establishments 
ranges from camping and log cabins at Malalotja to 4 star luxury accommodations at 
the Orion Hotel. 
 
None of the above mentioned lodges and hotels offer an entire accommodation 
offering, which is one market niche which BCL can take advantage of.  By offering all 
of these various accommodation options from camping and budget, to up-market, 
BCL would be able to capture a greater market share. By upgrading the rooms, 
facilities, service and food, the lodge would be better positioned to provide for up-
market clients and groups 
 
Another market niche BCL can take advantage of is to provide a tours and transfers 
service. None of the competitors in the northern Hhohho region offer this service. For 
instance, BCL will offer the service of booking, organizing, airport transfers and 
executing tours in Swaziland and surrounding areas. This will make traveling 
arrangements convenient for customers arriving in Swaziland or South Africa, by 
providing a one-stop service, regardless of their final destination. 

 
 

2.2 – Bulembu Country Lodge  

Bulembu Country Lodge is dedicated to providing quality accommodation, food, 
tours, outdoor activities and exceptional service to a wide variety of customers. 
 
Bulembu Country Lodge is located in the town of Bulembu at the foot of the Emlembe 
Mountain, the highest mountain in Swaziland. It has been offering accommodation 
and meals since 2004. Over the past three years, BCL has continuously improved its 
standards of accommodation, meals and amenities offered. The terrain offers 
numerous opportunities for adventure and nature based tourism. It is in a secluded 
location, off the main route. With the upcoming 2010 Soccer World Cup, the road 
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from Barberton, South Africa to Bulembu will be tarred - resulting in much easier 
access to Bulembu. Market research suggests that South African country retreats 
and weekend getaways are increasing as people in the cities are seeking to get 
away. This is a huge market potential for Bulembu.  
 
Currently BCL offers alternative accommodation options e.g camping with ablutions 
in the town’s club house. It also has 5 houses in the village offered at budget rates. 
Each house can sleep 7 -10 people with at least one bathroom. Due to an increasing 
demand for self-catering houses, BCL will upgrade two of the homes, completely 
furnishing them with all necessary cooking elements. Breakfast, lunch and a 3 course 
dinner are served at the lodge for all patrons. BCL currently employs 17 local 
Swazi’s, most of whom are unskilled but are being continually trained. By achieving 
our ultimate goal of increasing our occupancy rate more locals will be trained and 
employed both on the ground and at managerial levels. 
 
In order to expand occupancy, it will be necessary to expand the product offering of 
accommodation, meals and activities to a broader range of customers in order to 
increase market share. As a result generating increased income and utilizing profits 
for further community development for Bulembu. By creating Bulembu Adventures to 
facilitate the many new services offered, plus outsource game drives, 4x4’s etc – 
BCL will be able to be a true one-stop destination.  
 
Bulembu Country Lodge will create a place on the grounds for a crafts and art stall. 
The Bulembu Country Lodge Store will offer various products from around Swaziland 
which it will purchase at wholesale prices. Bulembu Country Lodge Store will also sell 
community products from local carvers and jewelers. Product such as t-shirts sold on 
the Bulembu Shop internet store will also be made available for lodge clients.  
 
BCL will position its products and services to its target market by conveying its brand 
as a tranquil, peaceful, serene country lodge in an amazing, safe location with infinite 
possibilities. 

 
The following goals have been set: 
 

1. Increase occupancy rate from current 20% to 50 % by 2009 
2. Create Bulembu Adventures to act as a travel agency office which will 

facilitate holistic needs and services for Bulembu Country Lodge clients. 
Proposed activities implemented and functioning by end of 2007 

3. Recommended upgrades to facilities completed by end of 2007, subject 
to funding. 

 
 

2.3 – Products and Services 

Bulembu Country Lodge can capitalize on its exceptional location by branding and 
using it as a main selling point.  The unique story of the rebirth of the town as well as 
the fact that it is a privately owned town – managed by a Section 21 charity - will also 
be used as a selling point.  
 
The large array and combination of products and services BCL will offer is designed 
to attract pre-booked customers, transient traffic, local and international customers 
looking for accommodation for an overnight stay, a purposeful vacation or a weekend 
away with adventure. 
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Accommodation and Meals 
 
BCL is currently offering accommodation and meals to ministry groups, passing 
tourists and adventure tourists. Taking into account the diverse range of customers it 
is important to offer a wide selection of accommodation and activities with 
exceptional and professional service. As part of the expansion of BCL, wholesome 
food, quality cooking with fresh garden product will be offered.  
 
TOURS 
 
As part of Bulembu Adventures, the Bulembu travel agency has begun offering a 
tours and transfers service in order to expand its revenue base and service offering. 
Tours will include excursions in and around Swaziland to game reserves and craft 
markets and to South Africa’s Kruger National Park. Transfers will be to and from the 
following airports: 
 

 Kruger Mpumalanga International Airport (KMIA) Nelspruit– Mpumalanga 
Province 

 O.R Thambo International Airport, Johannesburg – Gauteng Province 
 Matsapha Int Airport - Swaziland 

 
This product offering will meet a significant market need as many foreign guests do 
not have their own transport and are uneasy traveling with a rental vehicle in a 
foreign country.  
 
PACKAGES 
 
 
Bulembu Adventures will also be offering various golfing packages with 
accommodation, meals and golf passes for the Bulembu Golf Club. Corporate 
retreats and business vacations are ideal for use of the golf course. 

  
 
COFFEE SHOP 
 
Bulembu Country Lodge will have a coffee shop/ café as part of its product offering 
with freshly baked cakes and superb coffees to compliment them to build a reputation 
of quality and perhaps draw potential customers from Swaziland and South Africa. 
 
 
ACTIVITIES OFFERED 
 
The only activities currently offered surround primarily around hiking. A guide offers 
hikes from the surrounding terrain to waterfalls, up to the highest mountain in 
Swaziland, as well as a historical tour of the town. 
 
 
FUTURE SERVICE OFFERINGS 
 
It is imperative to diversify and expand the services and activities offered by BCL in 
order to grow. Therefore BCL will add the following services: 
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 Mountain bike rental - BCL will purchase 5 mountain bikes for use on the 
local and surrounding trails. This service will be offered at $5 per hour and 
patrons will be accompanied by a guide.  
 

 Birding tours with a comprehensive bird list of birds to be spotted in the area 
 
 Handcrafting lessons for children will be offered for children not participating 

with their parents in certain activities. The program will be run by a local 
Swazi who will allow the children to chose materials according to their 
specific design option. Lessons are charged per lesson.  

 
 Prepared picnics at various mapped locations that can be chosen 

 
 Mapped off-road motor cross tracks 

 
 Horse riding with a experienced guide and pony rides for children 

 
 Dinners under the stars at view point 

 
 Play golf on the town’s 9 hole golf course 

 
As BCL undergoes its capital and market expansion, new opportunities of service 
offering will become available for future expansion such as: 
 

 Offer a wedding venue with a chapel at the view point including hiring of 
chairs, chair covers, candles and stands, vases etc 

 
 Baby sitting children charged per child per hour 

 
 Secluded cabins in the mountains 

 
 
 

2.4 – Positioning 

There are numerous elements which make Bulembu Country Lodge unique. The 
location and setting of the lodge provides a unique and unforgettable ambience and 
experience. Bulembu provides one of the most beautiful, safest and tranquil 
atmospheres. Also, BCL will be one of the few “one stop destinations” in Swaziland, 
offering a whole set of services for each visitor. However, like no other tourist venue - 
the story of the Bulembu community is unique and each customer is taking part in its 
rebirth. Enhancing the already compelling attractiveness of Bulembu, is the quality of 
accommodation and meals which are offered at a fair price. Bulembu Country Lodge 
will be perceived by its customers as a country establishment with high standards, 
quality accommodation and a great value. 
 
 
 

 
2.5 - Pricing: 

Bulembu Country Lodge has maintained consistent accommodation and meal prices 
over the years. However, based on market rates and costs, accommodation at the 
lodge is currently underpriced and a price increase will be necessary once the 
services are increased and upgrades completed.  
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Accommodation pricing (after upgrades) ranges from: 
 

* All prices are quoted in USD 
 

• $8 pp for camping 
• $15 pp for self-catering and non self-catering house rental 
• $30 pp for lodge with en-suite bathrooms 
• $35 pp for lodge with en-suite bathrooms, including breakfast  

 
Meals are priced at: 

 
• Breakfast: $6 pp 
• Lunch: $5 pp 
• 3 Course Dinner: $10 pp 

 
Tours and Transfers 

 
• $205 pp return to Tambo International (Johannesburg) Airport.  
• $215 pp for the 24 hr safari to Mkhaya Game Reserve in Swaziland 
• $235 pp for the 35 hr safari to Kruger National Park in South Africa.  
• $2 pp per hour for hikes and tours within Bulembu Ministries Swaziland 

 
Pricing was derived through market research and competitor pricing as well as 
costs analysis.  

 
In relation to most other accommodation facilities we are either under or 
equally priced. Numerous guests have been pleasantly surprised by the lodge 
and have commented on the value for money they have received.  

 
Packages: 
 
Pricing still to be determined.  
 
Coffee Shop: 
 
Coffees and cake from $2.50 to $5.00 
 
Activities: 

 
• Mountain Bike rental: $5 pp per hour 
• Birding tours: Prices to be determined as per duration 
• Handcraft Projects: Price to depend on project chosen 
• Picnic baskets: 3 options  
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o Option 1 – Basic picnic basket with light meal and refreshments, 
$10 

o Option 2 – Select your own ingredients and pay per item  
o Option 3 – Gourmet picnic, $25 
 

• Motor-cross tracks/GPS points: No charge 
• Horse riding and pony rides: Outsourced and price to be determined 
• Dinners under the stars: $15 pp 
• Golf: price to be determined 
 

3 The Market 

3.1 – Target Market 

Bulembu Country Lodge and Tours will target the following markets: 
 

 Ministries sending groups of volunteers 
 Nature-based travelers (birding, hiking, mountain biking) 
 Self drive tourists 
 Adventure market 
 Family weekend getaways  
 Corporate events (team building, conferencing) 
 Budget travelers e.g. backpackers and campers 
 Travel companies  
 Travelers wanting to discover Africa and spend time with local communities 

and organizations 
 
3.2 – Marketing Strategy 

The enterprise’s initial and follow up marketing drive will be: 
 

1. Establish company image by a name change to Bulembu Country Lodge and 
Tours. For external purposes we will run bulembu Adventures and Bulembu 
Country Lodge.  

2. Start promotional actions reaching more potential customers. 
3. Expand target marketing effort both short term and long term. 
4. Keep in contact with existing customers by sending out regular news letters 

of the village as well as the lodge, new activities, promotional deals. Contact 
information received on arrival of guests filling in an arrival form with all their 
details as well as where they heard about the lodge. 

5. Make competitors aware of the lodges unique product and location. 
 
We will focus short term target marketing on a wide range of markets: 

• Motor cross market 
• Nature based markets ie Birders and hikers 
• Mountain bikers 
• 4 x 4 clubs 
• South African families wanting to escape the cities to peaceful, tranquil 

country. 
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The long term marketing strategy will be to focus on specific segments in the 
international market. For instance, ministry groups and nature-based eco-tourism 
groups which both compliment one another in comparison to the extreme adventure 
based markets. 
 
According to recent research, the nature based eco-tourism market has primarily 
been groups from Scandinavian and European markets, which is an untapped 
market as yet with great potential in Swaziland’s summer months when most 
northern hemisphere travelers want to escape the cold weather.  The enterprise can 
capitalize on the keen interest shown in hiking up the highest mountain in Swaziland, 
the Emlembe Mountain. The potential exists to offer a hiking package consisting of a 
few days starting in Malolotja Game Reserve through to Bulembu as the destination. 
This could be considered if a gate were to be constructed on Bulembu’s side as well 
as respective trails. 
 
Mountain bike clubs in South Africa are constantly searching for new terrain and have 
identified Swaziland, as a potential location. Currently we are building a mutually 
beneficial relationship with an adventure bike company from South Africa called True 
North Adventures who offer technical skills and medical evacuation training. 
Increasing interest and demand is also present for bird tours and the lodge plans to 
have an experienced birder set up an extensive bird list of the area.  
 
An increasing trend and growing demand in South Africa for country escapes from 
the hustle and bustle of the cities is a market that the business wants to concentrate 
its promotional efforts on. 
 
The motor-cross market is yet another untapped market we will take advantage of as 
the demand for new and more diverse terrain exists. Bulembu’s terrain can offer 
bikers simple to more technically advanced tracks. 
 
We believe that the location of Bulembu which offers some of the best terrain for all 
activities provided for presently and in the future is a distinct advantage in this 
market. 

 

3.3 – Advertising and Promotion 

Promotional tools used thus far have been publications for backpackers, accommodation 
publications for Swaziland, registrations’ with search engines like Swazi Directory 
services www.swazionline.com, The Alternative Route website and a few adventure 
magazines such as Enduro World Magazine and Country Living Magazine.  
Relationships with tour operators and travel agents will also provide valuable advertising 
for Bulembu.  
 
For promotional material BCL will print brochures, business cards and pamphlets for 
distribution  at tourist information offices, travel agencies and other lodges across 
Swaziland. BCL promotional material will be consistent with the overall brand of Bulembu 
International. BCL will also conduct a high promotional campaign and begin advertising in 
travel and adventure magazines and tourism publications like:   

 
• Enduro World Magazine for motorcross enthusiasts,  
• Getaway and Wegbreek magazines,  
• Country Life and Country Living Magazines, 
• Africa Geographic  
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• Lowveld Living Magazine,  
• AVIS car rental magazine 
• Discovery Swaziland 
• Swaziland Tourism Authority annual publication 

 
For internet based marketing the following sites will be utilized: 

• Bulembu website 
• Swaziland Directory services 
• Alternative Route website 
• Barberton Manor link 

 
Exhibitions at travel expos both locally and internationally: 

• Tourism Indaba in Durban South Africa 
• Adventure Expo in Cape Town 

  
Continually updating and increasing our customer database: 

• Guests to fill in arrival form with all their details as well as where they heard of the 
lodge 

• Staying in contact with guests by sending regular newsletters via email and post 
 
Reward/Loyalty program to repeat guests: 

• In terms of special discounted rates after 3rd visit 
• Incentives to attract guests to stay longer by offering the 1 day complimentary after 

every 6 fully paid days 
 

Partnerships with travel agencies and tour operators: 
• Abang Africa Travel 
• Highline Tours 
• Bundu Safaris 
• Thompsons Tours 
• Ecodestinations 
• Swazi Trails 
• I-to- I  
• Shongololo Express 
• Ubulembu Tours and Safaris 
• True North Adventures 

 
We will conduct and host an info tour for the above listed travel agencies and tour operators as 
we invite them to Bulembu to experience our services and activities for a weekend. This will give 
them a great insight to the new developments at the Bulembu Country Lodge and encourage 
them to help market and promote Bulembu. 

 
 

4 Financials 

4.1 – Budgeted Capital Expenditure 

• 14 seater Toyota Quantum 2.5D -4D…………………………………………………  $35,000 
• Luggage trailer…………………………………………………………………………..… $1,500 
• Structural modifications and structural changes (additional toilet)... …….…… $20,000 

 Dining room extension 
 Kitchen expansion  
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 Expansion for the Crafts store and product display 
 Walk in refrigerator 
 Painting of roves 
 Pool entertainment area 
 Back up water hot water supply 
 Set up and revamp garage to craft centre 

• Staff uniforms……………………………………………………………………...…….     $1000 
• Furniture for rooms, lounges and outside areas….………………………….………..  $5,700 
• Décor…………………………………………………………………………….…………  $1,500 
• Curtains and accessories……………………………………………………………….   $2,200 
• Linen ……………………………………………………………………………………...   $1,500 
• Kitchen equipment…………………………………………………………….………….  $7,600 

 Convection Oven 
 Coffee machine 
 Toaster 
 Heat sealer 
 Bain Marie 
 Boiling table 
 Mincer 
 Food processor and blender 

• Restaurant crockery and cutlery………………………………………………………….…$2,000 
• Mountain bikes for rental………………………………………………………………..……$2,500 
• Pool area thatching and restoration…………………………………………………………$1,000 
• Administration equipment and office set up for Bulembu Adventures………………..…$5,000 
• Setting up self – catering houses……………………………………………………………$1,500 
• Staff training…………………………………………………………………………………..$ 2,000 

 
TOTAL: $90,000 
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4.2 – Income Statement 

** All figures are listed in Swaziland Elamangine 
 
BUDGETTED INCOME STATEMENT    
     
  2007 2008 2009 
  Total Total Total 
  20% 30% 50% 
INCOME:   791,935 1,367,814 2,366,420 

      

price 
increase to 

R200.-pp   
 Accommodation 370,220 691,200 1,152,000 
 Meals 259,565 362,880 604,800 
 Drinks 28,800 48,384 80,640 
 Tours and Transfers 131,850 263,700 527,000 
 Amenities 1,500 1,650 1,980 
        
LESS 
OVERHEADS:   887,316 1,015,900 1,208,460 

 
Marketing and 
advertising 100,000 75,000 75,000 

 
Outside accommodation 
tours 36,900 73,800 147,600 

 Electricity 22,416 25,000 27,000 
 Groceries 240,000 288,000 336,000 
 Lodge maintenance 20,000 20,000 20,000 
 Other 10,000 12,500 15,000 
 Vehicle expenses       
 Fuel 20,000 30,000 45,000 
 Maintenance 18,000 21,600 25,000 
 Telephone 12,000 14,000 16,000 
 Wages       
 Managers 180,000 192,000 211,860 
 Laborers 228,000 264,000 290,000 
        
NET PROFIT:   -95,381 351,914 1,157,960.00 
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Appendix 

A.1 General Overview of Swaziland 

The following was taken from the CIA World Factbook:1 
 

 
Geography:   
 

• Area:    17 363 sq km 
• Location:   Between RSA and Mozambique 
• Climate:   Tropical – Temperate 
• Capital:    Mbabane 
• Time Zone:   GMT +2 

 
Demographics:  
 

• Population:   1 173 900 
• Population Growth:  2.8 % 
• Median Age:   18 Years 
• Infant Mortality:   69/1000 live births 
• Life Expectancy:  33 Years 
• HIV/Aids Rate:   40 % plus - Highest in World 
• Literacy:   81 % 
• Below Poverty Line:  40 - 60 %    

  
Political:   

• Type:    Monarchy 
• Executive:   King, Prime Minister, Cabinet 
• Legislative:   Senate and House of Assembly 
• Judicial:   High Court, Appeal Court – By King 
• Legal System:   Roman Dutch 
• Languages:   English and siSwati 

 
HIV/AIDS   
 

• Population Infected:  42% 
• Number of Orphans:  60,000 
• Orphaned by 2010:  120,000 
• Up to 56 % of Pregnant women in late 20’s are HIV positive 
• By 2010, 1 in 6 children will be a child under 15 who has lost both 

parents to HIV/Aids 
 
 
 
Economics:   

• Economic Growth:  2.1% 
• Unemployment Rate:  34 % 
• GDP:    $ 6 Billion 
• Budget:   $ 550 Million 

                                                 
1 CIA World Factbook on Swaziland: http://www.cia.gov/cia/publications/factbook/geos/wz.html  
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• GDP per Capita:  $ 5 100.00 
• Main Industries:   Sugar, Textile, Mining, Wood Pulp 
• Inflation :   4 – 5 % 
• Currency:   Lilangeni – Parity with Rand 
• 10th year of real economic decline.  
• No Real investment since the end of the war in Mozambique and 

apartheid in RSA 
 

A.2  Chrysotile Asbestos Risk Assessment Summary 

BULEMBU CHRYSOTILE MINE: 
 

For over 60 years the HVL Havelock Mine (Bulembu) in Swaziland mined Chrysotile 
fibers for export to various customers around the world. After the mine closed down and 
went into liquidation the dump was not rehabilitated and still to this day remains in its 
original form. The purpose of this summary is to bring forth information which has lead 
the BMS leadership to ease their concerns and proceed with development, maintaining 
their value of integrity and ethical and social responsibility. According to our research and 
the following summary, the remaining Chrysotile tiles present minimal to no danger to 
residents, employees and visitors. Even if the airborne Chrysotile was inhaled in large 
concentrated short doses, the health risk is minimal.   

 
ABSTRATCT: 
 

Comparative studies, multiple health organizations and international governments now 
confirm that there is a substantial difference between Chrysotile and amphibole types of 
asbestos. Chrysotile is a short walled fiber while the amphiboles are double-chained and 
long fibers. These different chemistries result in Chrysotile clearing extremely rapidly from 
the lung (between .3 – 11 days), while amphiboles are among the slowest clearing fibers 
known (between 500 days and infinity). The value of these studies and confirmations 
is that they show that low exposures to pure Chrysotile do not present a detectable 
risk to health (which is the case for residents, employees and visitors of Bulembu). 
Since total dose over time decides the likelihood of disease occurrence and progression, 
they also suggest that the risk of an adverse outcome may be low if even any high 
exposures experienced were of short duration. Therefore regulated exposure to 
Chrysotile fibers does not provoke any carcinogenic health risk.  

 
 
 
SUMMARY: 
 

Asbestos has long been used in construction and manufacturing, because it is 
incombustible, durable, versatile and resistant to chemicals. In the early 20th century, 
however, there was growing evidence that high concentrations of airborne asbestos 
fibers could cause serious health problems, including scarred lungs, asbestosis and 
cancer. Unfortunately, public health officials were slow to see the link, in part because 
illnesses could take 45 years to develop. By the mid-1900’s the association became 
evident, spurring researchers and policy-makers to action.  
 
Asbestos has been the focus of extensive scientific and medical scrutiny. Among other 
things, scientists have discovered that not all asbestos is alike. Fiber length and type 
have an impact on human health, as does a person’s exposure (dose and duration) to the 
substance. As a result of those findings, a potent class of the mineral, called amphiboles, 
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is no longer used. Similarly, asbestos is no longer used in sprayed insulation and other 
products from which it can readily escape into the air. 
 
On the other hand, Chrysotile asbestos, the most common form of asbestos in the world, 
can be safely used in products such as building materials, brake linings and water and 
sewer pipes.  
 
The differences between Chrysotile, of the serpentine family, and amphibole types of 
asbestos have been the subject of many debates. Many studies have demonstrated that 
Chrysotile is eliminated from the lungs more rapidly than the amphiboles, and is far less 
damageable to human health. The study group, (Eastern Research Group, Lexington, 
MA) convened by the U.S. Environmental Protection Agency, has unanimously endorsed 
this scientific fact.  
 
Due to the different chemical makeup between Chrysotile and amphiboles, these different 
chemistries result in Chrysotile clearing very rapidly from the lung (.3 to 11 days) while 
amphiboles are among the slowest clearing fibers known (500 days to infinity). In recent 
studies, Chrysotile following sub-chronic inhalation at a mean exposure of 76 fibers 
resulted in no fibrosis, at any point in time. The long Chrysotile fibers were observed to 
break apart into small particles and smaller fibers once in the lung and therefore resulted 
in no hazard to human health.2  
 
Yet, some individuals or groups of people still maintain that all types of asbestos present 
the same risks. To quantify the comparative elimination of Chrysotile and one amphibole 
(tremolite), – both types of fibers were subject of a bio-persistence protocol after 
inhalation, according to the recommendations of the European Commission. 
Furthermore, the histopathological response in the lungs was evaluated after a short term 
exposure. Drs. Bernstein, Chevalier and Smith presented the results of the study, 
obtained 90 days following cessation of exposure. 
 
For this research, the authors used long Chrysotile fibers from the Calidria mine (in 
California, USA), which was active until 2001. The particularity of the fibers exploited from 
this mine is that the fibers are composed of multiple short fibrils. The Calidria Chrysotile 
fiber is eliminated from the lungs more rapidly than all other fibers having undergone the 
same test, including synthetic glass fibers which have been recognized as non-
carcinogenic. Half the fiber burden measured at the end of exposure was eliminated after 
7 hours. Five days after the end of exposure, the lungs of laboratory animals, exposed to 
this massive dose of Chrysotile, were in the same condition as the cohort group of 
animals not exposed.3  
 
 

CONCLUSIONS: 
 
 

 Asbestos is a generic term and the use of the generic name has become 
misleading. Chrysotile is but one of the various types of asbestos. The risk 
associated with one fiber type need not be the same as risks associated with 
another.  

 

                                                 
2 Bernstein, D.M. The Health Effects of Chrysotile: Current perspective based upon recent data. March 2006.  
3 Bernstein, D.M., Chevalier, J., Smith P., 2005b. Comparison of Calidria chrysotile asbestos to pure tremolite: 
Final Results of the inhalation bio-persistence and histopathology following short-term exposure. Inhal. Tocicol. 
17(9), 427-449. 
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 That the differences on human health from exposure to Chrysotile vs. 
amphiboles are so important that it becomes necessary to abandon the term 
‘asbestos’ when referring to toxicological or epidemiological issues;  

 
 That Chrysotile is in the same range as other industrial fibers which are the least 

damageable to human health. If Chrysotile had always been used in a controlled 
environment and if it had not been mixed with amphiboles, the consequences to 
human health would have been virtually non-existent;  

 


