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CHEMONICS

CONSULTING DIVISION

' May 7, 1980

His Excellency - o
Mr. Omar Abdullah Dokhgan
President

Jordan Valley Authority
Amman, Jordan

Excellency:
It gives us pleasure to place in your hands the enclosed

report entitled Marketing Policy for Fresh Vegetables and Fruits
in Jordan.

Jordan stands on the threshold of a unique and promising
era in fruit and vegetable marketing, one in which the produc-
tion of fruits and vegetables should be at least doubled during
the next decade.

This report attempts to put into perspective and focus major
.considerations pertaining to marketing which, in our opinion,
management needs to consider. It is prepared mostly as a guide
for launching of the new marketing program and not as a chart for
the entire decade. Running through the report is the philosophy
that progress will be made as the result of carefully designed
programs at various levels of operation. And nowhere are programs
more important than at the farmer level, since it is at this level
that the volume of output planned comes into being.

It is our hope that this report will be reviewed and studied
both carefully and skeptically as officials and management seek to
make the best decisions possible. Nor would we consider our efforts
to have been unsuccessful if certain of our ideas were discarded
or substantially modified at a later date. Ideas must not only seem
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Mr. Omar Abdullah Kékﬁééﬁi
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logical, but be sﬁitab1e7for:a given situation at a given time.
The management of the fruit and vegetable system of Jordan has
ahead of it a difficult and challenging road. We wish you well.

Sincerely,

John H. Davis v
Senior Marketing Specialist -

Aol 7 ittt

Floyd F. Hedlund 5
Marketing Regulation Specialist

A A Mot

 :,A. Desmond O'Rourke
. Marketing Economist
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‘ssemmon ©
| STATEMENT OF THE PROBLEM

Jordan s population, per capita 1ncome, food needs and
the cost of imported foods have all grown dramatically in the
l970;s.’ These factors have combined to create a marked in-
crease in the domestic demand for produce. Simultaneously,
factors prevailing in other Middle East countries, e.g.,
drought and increased oil prices, have stimulated the export
demands for winter vegetables and fruits. Produce prices have
riseE accordingly. As a result, Jordan's most productive agri-
cultural resource, the Jordan Valley, with its unique climatic
advantages, has become a major supplier of winter vegetables
and fruit, both domestically and throughout the Middle East.

Despite increased demand, Jordan's produce marketing system
can still be said to be in a developing stage. 1Its deficiencies
have been blamed on many different factors, including lack of
current market information, absence of acceptable quality stan-
dards, oligopolistic middlemen, and erratic government policies.
To date, however, there has been no comprehensive analysis of
the degree to which each of these factors contributes co short
supplies, high prices and low quality.

In March and April, 1980, for a total of four weeks, a
three-person team was provided by Chemonics International Con-
sulting to study these issues. Its purpose was to review the
performance of Jordan's domestic and export markets for fresh
vegetables and fruits, and in conjunction with this objective,
to survey the various processes of handling, transportation,
buying and selling, analyze competitive relationships in the
market, and analyze the facilitating and regulatory roles of
the Government of Jordan.

The team believed that their assignment, although brief,
~required the examination of any factor that might influence the
quantity, quality, prices or margins of Jordanian vegetables
and fruit. Accordingly, they looked at a very wide range of
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marketing facilities. They talked with key personnel in'36Vérn-
ment, university and other agencies in Amman, Irbid, and the
Jordan Valley, and talked to and/or examined the relationship
between all market participants, e.g., sharecroppers, owner-
operators, landlords, merchants, commission agents, exporters,
jobbers, retailers, and commissaries. In addition, they studied
activities as diverse as crop rotation, picking, grading, packing,
assembly, storage, transportation, auctioning, bulk packing,
consumer packaging, wholesaling, and retailing, and functions
such as supply, financing, certification, inspection and selling.
Only by taking such a comprehensive view was it believed possible
to develop recommendations that are realistic under Jordanian
conditions.

This report is the result of the market review just de-
scribed. Recommendations in the report regarding possible
policy actions which might be taken by the Government of Jor-
dan were prepared in draft form and discussed with key marketing
personnel before the team's departure from Jordan. The report
is designed to be used as the basis for a seminar at the senior
ministerial level, and addresses the critical préblems of in-
creasing total vegetaEle and fruit supply, reducing fluctuations
in supply, maintaining relatively stable prices, and improving
overall produce quality. It is divided into five main sectioms,
as follows:

SECTION I STATEMENT OF THE PROBLEM

SECTION II REVIEW OF RECENT MAJOR STUDIES

SECTION III ASSESSMENT OF THE PRESENT JORDANTAN
MARKETING SYSTEM

SECTION 1V GENERAL GUIDELINES FOR FUTURE POLICY

SECTION V SPECIFIC RECOMMENDATIONS ON KEY ISSUES

While the first three sections are of value as background
material, the emphasis of the seminar will be on the general
guidelines and specific recommendations of the study team.

The team is deeply indebted to many people, especially
the personnel of the Jordan Valley Authority, for their con-
stant encouragement, assistance and comments in the develop-
ment of this final version of the report.
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 SECTION IT
'REVIEW OF RECENT MAJOR STUDIES

During the development of Stage I of the Jordan Valley
Project, there have been a number of studies of the existing
marketing and distribution system. Jordan has been fortunate in
attracting many competent people to conduct these studies. Only
those studies most relevant to our mission are discussed here.

In 1969, a UNFAO report by Mittendorf and Mohan looked at a
broad range of marketing problems and proposals including the
granting of an export monopoly to the Agricultural Marketing
Organization (AMO), the use of a processing diversion and the
introduction of grading, market outlook and promotion programs.
They recommended a studied approach to these efforts supported
by $467,100 of UNDP (Special Fund) assistance.

The Harza reports, published in 1977, developed both supply
projections foxr the Jordan Valley to the year 1995 (after comple-
tion of the Magarin dam), and demand projections for the available
output in domestic and export markets. Harza projected exportable
surpluses of tomatoes, squash, eggvlant and cucumbers by 1995,
despite rapid growth of demand in Jordan and existing Middle East
markets. Thus, there would be a need to develop additional
export markets.

The Harza projections should not be looked upon as perma-
nently carved in stone. They used the best projection techniques
~and data available at the time of their study. These projections
will be most valuable if used as working documents which are
regularly updated as new information becomes available.

A mission from the Tropical Products Institute reviewed
marketing-related factors in the Jordan Valley in 1977 and 1978.
The team was particularly concerned with planning for the pro-
posed marketing centers in the Jordan Valley. However, much of
their detailed discussion assumed a situation in the 1979-1980



season which did not exist, and may not exist until the mid-i98bs,

namely, that the El Arda marketing center would operate as
originally planned with plentiful raw product, trained personnel
and a complete marketing program.

In 1979, Dangroup-Frigo Consult and Mohamed A.R. Jardaneh
discussed the rationale for limited chilled storage in Jordah;
and outlined plant specifications and costs. While their
technical data on prices, costs and storage life was good, éhei;;
projections of possible income benefits to farmers were entireiy
speculative.

Also in 1979, Donald Wolf proposed an operating policy for
the E1 Arda marketing center. Wolf suggested that the center
should work in cooperation with established commission agents,
although the original and frequently repeated intent of that
center was to replace the commission agents in the marketing
chain. In Wolf's words, "If I can bring home only one point on
my 21-day assignment it would be to steer the program gradually
and let the economic realities of increased production and

improved farming practices move in their own inevitable direction.

A number of themes appear consistently in these reports,
which were published over the period of a decade, e.g., the need
for improved grades and standards, the need to strengthen market-
ing institutions, and the need for more management training.
Apparently, little progress has been made over the course of
the decade to correct these deficiencies in the Jordanian
marketing system.

However, although written records may exist, we were unable
to find any that treated: (1) how the host country evaluated
the reports of these visiting experts; (2) which recommendations
were accepted, but not acted upon; (3) which were acted upon,but
were ineffective; and (4) why? For example, why, despite the
urging of all the experts, does Jordan still not have in place
in 1980, a system for grading and inspection of its primary
product, tomatoes?



' The disruptions following the 1967 war did slow the mormal
rate:of*&evelopment in the valley. Some expertyadVice appeafé
to have been based on incomplete knowledge of the constraints
under which the Jordanian economy operates. The host countr&
appears to have been unwilling to alter established strategies
in some cases. However, perhaps the most important reason for
inaction appears to have been that the various study-team reports
have not been able to devise the needed steps to turn good advice:
into operating procedures. In particular, the government has
not spelled out the very important initial steps that will deter-
mine, in large measure, farmer attitude towards the new marketing-
center program and other initiatives.

With respect to previous studies of the vegetable and fruit
marketing and distribution system, we wish to point out that the
responsibility'of the Chemonics' team did not extend to the
development of new data, but rather to the review of existing
data, in the form of such studies, and to the formulation of
appropriate recommendations.



| - SECTION III
" ASSESSMENT OF THE JORDANIAN MARKETING SYSTEM

A. Introduction

In this section, we begin with a brief discussion of land
ownership in the Jordan Valley which, in our view, impacts un-
favorably both upon the level of production and, indirectly,
on Jordan's marketing capacity. We follow with a discussior of
the marketing system itself, focussing on three major problem
areas: lack of quality grades; commission agents; and ambiguity
and overlapping authorities in several government agencies.

B. Land Ownership and  Production

The production of vegetables and fruit in the Jordan Valley
is an important part of Jordanian agriculture, accounting for
some 70 percent of total domestic agricultural output. The pre-
dominance of the Jordan Valley makes it imperative to under-
stand those factors which contribute to increased production and
those which inhibit it. In particular, it is necessary to address
the issues of land ownership and the extent to which it affects
the production of fresh fruits and vegetables.

According to the 1978 census of Ghors, of the 19,383 hec-
tares of land in the Northern and Central Ghors of the Jordan
Valley, only 48 percent were farmed by owners of the land.
Owner-operators were least numerous in the Salt and Deit Alla
sub-districts. Much of the remaining land was owned by absentees
and farmed by sharecroppers,who have an illiteracy rate of
approximately 65 percent. Complicating matters further, of the
88,000 persons in the Jordan Valley in 1979, 2,350 were non-
Jordanian, working mostly as laborers in the Central Ghors.

As a result of these factors, many decisions regarding farm
plans and operations in the Ghors are not made by those who farm
the land. At least partially as a result of this situation, crop
~ yields are low and the quality of the products is often poor.



Sﬁch problems are not strictly within the scope of this
study. They do impact to a significant degree, however, on
the capacity of the Jordanian marketing system to respond to .
increased demand for produce. All proposed improvements in
marketing interrelationships, infrastructure, policy, etc.,
must take the production factor into account.

C. The Jordanian Marketing System

1. Lack of Quality Grades and Proper Packaging

The exportation of seasonal fresh vegetables and fruit
is of great importance to farmers in Jordan, particularly for
tomatoes, cucumbers, eggplant and squash. Foreign markets are
relatively nearby; transportation is good and generally avail-
able. Exnort sales, however, are made in competition with
several other countries. In international trading in the Middle
East, foreign importers are beginning to demand products which
are standardized, graded, sized and packed uniformly in new,
clean containers. Jordan could have difficulty marketing
vegetables at satisfactory prices unless it can supply graded
products of acceptable quality.

Currently in Jordan, little grading or quality selection -
is followed. Also lacking are procedures for certification of
grades, specifications for standard containers, and cooling and
refrigeration facilities in both wholesale and retail channels
of trade. As an example, tomatoes of all sizes and colors are
commingled in the same container, generally using apple boxes
of 20-22 kilogram capacity, which is much too deep for the
mature fruit. Topping of containers is very common.

The effect of these practices is detrimental to domestic
trade as well. With few exceptions, the vegetables consumed
in Jordan are grown in Jordan. Retail prices are fixed daily
by the government at a specific level without differentiating
as to quality. Retailers have attempted to compensate for this
problem by displaying poor quality produce in open containers



in froﬁt of their stores. Consumers then select according
to their need. Better quality vegetables are set aside,
frequently in a back room. Customers must ask for them spe-
cifically and must pay more than the established rate. The
average consumer is thus obliged to pay high prices for low
quality products, and even higher prices for better quality.
The situation understandably causes much consumer dissatis-
faction.

2. Commission Agents

Commission agents represent the link between the
farmer and the buyer of fresh vegetables and fruit in Jordan.
Farmers and retailers have little option but to use their ser-
vices, since farmers are not permitted to sell directly to
urban consumers. The commission rate for these services may
not exceed five percent of the selling price, although it may
be less.

Commission agents are located at city wholesale markets
and at local assembly markets. Practically all sales are made
at auction. Each commission agent furnishes an auctioneer and
conducts his own auction. There may be, and usually are, several
small auctions going on simultaneously. -

In addition, commission agents are an important source of
credit to farmers to cover their production and marketing costs.
They also advance credit to retailers, collect on behalf of the
Municipality of Amman a four percent fee levied on all fruit
and vegetable sales, and engageinseveral instances in the expoft
and import trade.

Despite the variety of functions described, commission
agents as a group are not held in high repute. Apparently,
there is the general view that collusion and shady practices
among them may result in undue influence on prices. The in-
volvement of some commission agents in iandholding, financing,
supply, export, etc., mixed with the selling business, no
doubt reinforces the suspicion of double-dealing. In their
defense, the commission agents argue that they are supplying
a service for a fee, that they do so effectively, and that
prices are a result of supply and demand in the market place.
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§£  _Government Agency Intervention

‘a. Introduction

; The Covernment of Jordan, through its minigtries
and gdvérnment-supported bodies, is involved in various aspects
of vegetable and fruit marketing. The Agricultural Council,
headed by the Prime Minister, is responsible for cabinet-level
coordination, but presently exercises little force in improving
coordination at the government-agency level. The Ministry of
Agriculture has research centers and an extension program in the
Jordan Valley, issues a monthly plan for imports and exports
and grants export licenses. The University of Jorden's College
of Agriculture also has research and extension programs in the
Valley. The Ministry of Supply, though primarily oriented to
the consumer, can affect the fresh vegetable and fruit market
by regulation of food imports and retail prices and margins.

Other government-supported institutions which exercise
authority over the market system, either directly or indirectly,
are the Jordan Valley Authority (JVA) the Jordan Valley Farmers
- Association (JVFA), the Agricultural Marketing Organization (AMO),
and credit organizations such as the Agricultural Credit Corpocr-
ation (ACC) and the Jordan Cooperative Organization (JCO). Each
of these is further discussed below.

b. The Jordan Valley Authority

The Jordan Valley Authority (JVA) has broad powers
over economic and social development and water system management
in the Jordan Valley, where most of Jordan's fresh vegetables
and fruit are grown. As permitted by law, JVA is currently
running the El1 Arda marketing center and has put together a
management and operations team for this purpose;

c. The Jordan Valley Farmers Association

The Jordan Valley Farmers Association (JVFA) came
into operation in .1977-78. 1Initially funded by government, it
was envisaged that the JVFA would eventually become farmer-owned
and 0pératéd, providing valley farmers a complete package of



servicés, iﬁcluding farm supplies, credit, grading, packing,
containers, chilled storage, assembly, auction and even domestic
sales and exports. ;

. Specific mention should be made regarding the credit func-
tions of the JVFA. Certain credit needs in the Jordan Valléy
are provided by the Agricultural Credit Corporation and the
Jordan Cooperative Organization, as mentioned. The JVFA is re-
garded as the lender of last resort and will make small, season-
al loans to sharecroppers who succeed in getting two JVFA members
as guarantors.

The JVFA concept had a number of near-fatal flaws. Vir-
tually none of its funds and little of its support came from
Valley farmers. 1In addition, there were significant delays,
and often total failure, to hire and train the number and cali-
ber of personnel needed to make the scheme work. Its capital
projects suffered similar setbacks. Many of these delays were
blamed on conflicts between management and the board of directors.
When the new El Arda marketing center was built, JVFA had no
funds with which to run the center, .and the JVA, as described
above, took over this function. .

‘An inherent weakness in the JVFA stems from the fact that
eligibility for membership in the association has not been well
delineated. Commission agents, for example, who own and farm
land in the Valley are eligible for membership, despite an ob-
vious potential conflict of interest between their rcles as
commission agents and farmers. Similiarly, sharecroppers and
other small-grower members of JVFA frequently become so obli-
gated to commission agents who provide them with credit and pro-
duction supplies that they cannot function as free agents when
exercising their rights as members of JVFA. The result of such
developments weakens the ability of farmers to act as a group
in their own enlightened self-interest in formulating JVFA
policy. The result is that farmer influence within the total
market structure is weakened, a condition which, if continued,
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will reduce -farmer incentive to produce the volume and qual-:
ity of ‘fruits and vegetables needed.

d. The Apricultural Marketing Organization

‘ The Agricultural Marketing Organizatioh (AMO)
was originally set up to organize the marketing of produce,
domestic'an4 foreign, but does neither. It has imported water-
melons and potatoes at government request and has attempted to
ensure domestic supplies of potatoes through grower contracts. -
It operates as its own commission agent in the major wholesale?
markets. AMO has greatly disappointed its promoters and is
scrambling to find a marketing activity which will justify its
existence. ,

AMO owns, but has little influence on, the operation of
Jordan's only tomato paste processing plant. This plant buys
5-6,000 tons of domestic tomatoes per year at a specified in-
tervention level in order to support farm prices. Its main
product'is tomato paste in consumer cans. When domestic sup-
plies are not available, it imports highly concentrated tomato
paste in barrels and repacks at a lower concentration in con-
sumer cans. While the Ministry of Defense may import tomato
paste in consumer packs, the processing plant has a monopoly
over all other sales of tomato paste in Jordan.

Though the plant is operated year-round, it is usuallyvun?'
derutilized and needs additional volume of low-priced product.
Experimental packs of pickles, olives, apricot jam, aud tﬁrnips
have been tried, but sufficient raw materials for volume pro-
duction are not available. The processing plant also operates
the only can-manufacturing facility in Jordan.

‘ e. The Jordan Cooperative Organization

. In March, 1980, the JCO entered a new venture .
considerably outside its traditional cooperative role when it
beganﬁtbroperate "parallel markets.'" Essentially, these are to
be fetéﬁl»markets (initially for fresh fruits and vegétables)
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set up by the JCO in competition with private retailers.

During the team's visit, JCO already had one retail market and
four vans for direct selling in operation, and planned to open
additional retail stores selling graded, prepackaged produce to
demonstrate improved retail marketing.

£. Conclusion

o In our view, government ventures into produce
marketing in Jordan have often been overly ambitious in terms
of the available personnel, level of funding and actual need.
There have been numerous attempts to duplicate existing public
or private agencies that were already functioning reasonably
well. There has been little consultation with existing firms
or agencies, and frequently unrealistic appraisals of the ob-
stacles to successful intervention by government.

Since many of the government-sponsored initiatives have
had social as well as economic goals, they cannot be evaluated
on normal commercial principles. However, we were concerned

~about the number of government-sponsored initiatives which were
~ set up to show the inefficiency or inequities in private sector
. produce marketing, but then required continuing government |

“favors or subsidies to survive. Thus, deficiencies in the
private sector were only compounded by weak organizations in.
the public sector. ’

At the same time, the Jordanian Government has neglected
some critical activities which it could reasonably perform.
These include provision of adequate crop and price information
to farmers upon which to base production and marketing decisioms,
a system of quality grades for produce, a procedure for certi-
fication of those grades, srecifications for standard containers,
and generally, a program of foreign market expansion and develop-
‘ment.

12



SECTION 1V
GENERAL GUIDELINES -FOR FUTURE POLICY

Our analysis of eXistingLshortcomings in the marketingfbff ”
Jordanian vegetables and fruit has indicated numerous specific
policy actions which can be taken immediately. These are
discussed in Section V. |

However, the Government of Jordan needs to adopt some
general, long-term policy guidelines on agriculture that‘Wfllm
provide a consistent, stable environment for future planning .
by the private sector and by government agencies. -

In our view, the Government of Jordan should give priority .
to measures which help to expand total production of vegetables
and fruit in the Jordan Valley and which improve quality and ‘
reduce post-harvest losses of produce. Such a policy would
permit expansion of export sales and of sales to domestic con-

. sumers at the same time. It would increase farmers' total revenue,
increase foreign exchange earnings and assure domestic consumers
greater supplies of vegetables and fruit at more reasonable
prices.

In the Jordanian situation, the most efficient way to enSuré
- expanded production is by encouraging existing competitive fofcesﬁ
- in the marketplace and by removing those controls which act as
a disincentive to increased production or to improvements or
innovations in the marketing system. Export embargoes, retail
price controls, and restrictions on the marketing channels for

fresh vegetables and fruit reduce competition and incentives.

The forces of competition can be aided by ensuring that no
‘one organization or group controls an undue proportion of mar-
keting facilities, market information or market power. Govern-
ment can help by removing artificial barriers to the entry of
new firms with innovative approaches to the production and
marketing of Jordan Valley produce. Government can also help

13



the marketing system run more efficiently by providing all
participants with accurate, timely market information and by
taking the lead in Standardizing grades and containers.

Also, government itself has, in the past, contributed to
the shortcomings of Jordanian agriculture by a proliferation
of poorly coordinated programs and agencies with overlapping
responsibilities. The future role of each agency needs to be
reassessed and the work of all coordinated, with the overall
objective of increasing production and stimulating competition.

Finally, during such period that JVA will run the El Arda
Marketing Center, an interval now set as two years, the JVA, with
cooperation of government ministries, should do its utmost to
strengthen the relative role of farmers as a group within the
market structure. An approach, used in many countries, is for
farmers to organize cooperatively, or otherwise to enter into
direct competition with established commission agents. This, in
our view, is much preferable to an attempt by government to
assist the farmers or consumers by setting margins, maximum and/
or minimum prices or quotas by government decree.

14



© SECTION V
: s‘PE‘cIEIc, RECOMMENDATIONS ON KEY ISSUES.

In this section, we identify specific issues facing the
Government of Jordan in the development of future agr1cu1tura1
marketing. We state our views on each issue, and, where appro-
priate, make specific policy recommendations.

A. Measures to Stimulate Increased Production of Vegetables
and Fruit in the Jordan Valley

1. Constraints to Production

Assuming completion and use of the Maqarin Dam, the
production area in the Valley will be expanded by about 50 per-
cent. The records show that present yields of vegetables in
the Valley are below their potential.. The principal problems
appear to be disease, inadequate fertilizer use, and poor soil and'
water technology. If production is to increase more rapidly
than acreage, ways to overcome these problems need to be de-
veloped and passed on to farmers by specific trials and demon-
strations. Known technoliogy needs to be rapidly adopted to
ensure increased yields.

2. Quality of Production

Consumers select vegetables by eye appeal: color,
size, shape and maturity. For continued success, farmers
must produce what buyers demand and what consumers want. The
quality of vegetables grown in the Jordan Valley, especially
tomatoes, is below international standards and sometimes un-
marketable even domestically. Quality needs to be improved
dramatically. This process should start on the farm, including
use of better seed, preferred varieties, improved cultural prae-
tices, harvesting and handling methods. In fact, however, at
the present time, intensive research and extension programs to
bring updated production information to farmers do not exist
or do not function at the required level of effort.
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Recommendations:

1. The University of Jordan, existing extension services,
commercial companies and various donor projects should
work directly with farmers to demonstrate improved
soil and water technologies and improved cultivation,
harvesting and handling practices. This effort
means the development cf intensive research, exten-

o sion and training programs.
~ﬂ2{ We further recommend that one or more committees of -

“ farm operators be selected on commodity lines to ad-
vise in this pioject. In the long term, the forma-
tion of a horticultural society among farmers should 
be encouraged.  ’

3. Grading standards set by the El1 Arda marketing center,
and advice to farmers from center pevsonnel, should .
play. an import..nt role in improving harvesting prach
tices. o

B. Means to Promote Improved Products through Quality
Selection and Standardizatiqp

Quality is everybody's business: the farmer, the packer,
the commission agent, the trader, the retailer, the consumer.
For everyone to understand what quality means, even without
seeing the product, a system of quality grades or standards is
required, identifying quality characteristics of each vege-
table or fruit. Such a system is a common practice over much
of the world and simplifies buying and selling. It is espec-
ially important in international trade. Further, as a necessary
adjunct to quality grades, a team of independent inspectors is
required to verify whether a particular lot of vegetables meets
the standard, and a method of certification needs to be developed
so that inspectors can certify in writing that products meet
specified grades.

In many countries, the responsibility for grades, standar-
dization, inspection and certification is vested in the Ministry
of Agriculture. This course of action would appear to be the
logical one for Jordan as well.
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Recommendations:

1. We recommend that a system of quality grades and standardéf
be established for vegetables and fruits, with offi- |
cial inspection, certification and enforcement under
the leadership of the Ministry of Agriculture.

‘ 27f-We recommend that whereas the Ministry would assume

" the leadership role in this effort, there be repres-
entation from each group involved in growing, handling
or consuming during the formulation of such standards.

3. We recommend that, initially, emphasis be applied to

e grading products for exporé, to allow Jordan to compete

- successfully in an expanding Middle East market.
4. We recommend that in the beginning stages, perhaps in
- the first year, quality standards be simple and easily
understood. It would be best to start with only one
or two commodities and to limit each commodity to two
or three grades and a limited number of sizes, in
order to allow everyone to learn the system gradually.

5. As the grades begin to develop, we recommend that

- they be put in writing with ‘definite specifications
for each quzlity factor. These standards should then
be issued by the government as an official document.

b. We recommend that standards be reviewed and modified

"with experience to ensure that they are practical
and realistic.

7. We recommend that a team of independent inspectors be
employed to ensure that set standards are used and re-
spected. Such inspectors should be completely inde-
pendent and have no interest, financial or otherwise,
in the growing, buying or selling of produce. If de-
sired, inspectors could be recruited and/or appointed
from suitable government agencies and authorized to
act as inspectors under legal guidelines.
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10.

”g]tojgnsure that inspectors are familiar with the

igrbwing, handling and packing of vegetables and
fruit and that they are completely familiar with

the quality grading system as established, training
programs should be set up, and training conducted '
on-site, with possible visits to inspectorates in
operation outside Jordan. Cyprus is offered as a
suggested site for visits, since it is nearby and
has an effective system in operation which would
undoubtedly be relevant to the Jordanian situation.
We recommend that a method of certification be de-
veloped for use by inspectors and that a copy of the
certificate be made available to the buyer and the
seller. ' ’

We recommend that the military forces and the Jordan :
Government use the grades and standards as,éited
above when purchasing food.

c. Standardization of Containers

The perishability of fresh vegetables and fruit demands
special packaging to maintain quality during transportation
and trading. As mentioned, this factor is particularly impor-

tant when competing in the international market, but is also

required to meet consumer needs domestically.

Recommendations:

1.

We recommend that a system of standard containers
be adopted, after consultation with interested
groups in Jordan and observation of successful
operations elsewhere, perhaps in nearby Cyprus.
Containers should be of uniform size and weight so
that in buying and selling at auction, all units of
sale are the same. Reports of volumes sold and
prices received can also be compiled more easily
and more logically when uniform containers are
used.
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' iifﬁé'fecommend that the system of standard containers
1:;7?bé'designed with certain requirements in mind. Con-
tainer specifications should ensure that the size

and perishability of the product is accommodated.
Containers should stack easily, fit on pallets and
be easily handled. Attractive and descriptive labels
for containers are also useful in marketing and pro-
moting vegetable and fruit commodities. |

L. Export Policy

The Government of Jordan should give the highest priority
to encouraging expansion of vegetable and fruit exports for a
number of reasons. First, if efforts to increase production
are successful, export expansion will be needed to prevent
sharp drops in commodity prices. Secondly, export earnings
are needed to offset the rising cost of imported petroleum,
food, ete. And finally, the Jordan Valley should continue to
ennjoy a special advantage in supplying other Middle East coun—“f
tries with winter vegetables at premium prices. o

Recommendations:

l. We recommend that export controls be gradually re-.
moved. In particular, sudden embargoes should be
ended. These make it difficult for farmers, finan-
cial agencies, exporters and others to plan ahead.
If export embargoes are deemed necessary for spec-
ial periods, for example, during Ramadan, this
policy should be clearlyv stated in advance.

2, The monthly plan for exports and imports, devel-
oped by the Ministry of Agriculture, should be
abolished. It adds uncertainty to the market,
and can do little to boost domestic production in
any particular month. If politically necessary,

a winter-season plan and a summer-season plan might
be developed, provided these are published before
farmers begin planting.
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E.

" Any such seasonal plans should be discussed in ad-

vance with the exporter's syndicate. Exporters have
a;great deal of information about foreign production
and market conditions which is not available to Jor-
danian government officials. This information should
be fully utilized.

As Jordan develops a system of quality grades for its
major commodities, it will need export research and
promotion to seek out and utilize new market oppor-
tunities. We recommend that any determination as to
which agency should assume such a function be deferred
until the grading system is further advanced.

Import Policy

The importation of vegetables and fruits into Jordan is

severely restricted with a few exceptions (potatoes, onions,

garlic and applzs). These restrictions reduce supplies, in-

crease prices to consumers and tend to reduce the competitive
factors involved in food marketing. At the same time, we

question whether such restrictions result in any real pro-
tection to farmers. Of course, it would be desirable for
the Government of Jordan to retain the right to prevent the
dumping of subsidized imports on the Jordanian market.

F.

Recommendation:

We recommend the removal of import controls on fresh

fruits and vegetables, except where other countries
are found to be unfairly dumping produce on the Jor-

danian market.

Domestic Market

Because Jordan's main agricultural products are perishable,
non-storage, highly seasonal items for which demand in export
markets is strong, supplies and prices will naturally vary
widely over any twelve-month period. Since domestic consumers

also have rising incomes and a preference for the same products,
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they have tended to demand government intervention when prices
are high and supplies scarce. However, the government should
resist the temptation to intervene. If agricultural exports

are to-be encouraged and production to grow, Jordanian con-
sumers will have to be educated to the inevitability of wide
seasonal swings in the price and supply of fruits and vegetables.
Only if total productior expands, particularly in winter, can
supply for the domestic market be increased and prices kept in
check. _

Commission agents occupy strategic positions in the finan-
cing of agriculture and in decision-making on what and when to
produce, when to harvest, and when and where to market. Un-
fortunately, we found no data on the costs imposed by these
activities. We were also unable to find documented evidence
of the allegation that commission agents unfairly push up mar-
keting costs. This is an area that merits further study. It
is clear, however, that commission-agent support is essential
in efforts to lower costs or improve efficiency in food marketing.

In contrast, many retail stores appear to be of low calibre
and badly distributed relative to the population, with an appar-
ent surplus of outlets in older neighborhoods and a severe
shortage in newer suburbs. In addition, as mentioned in Section
III, retail price controls do not specify quality and are fre-
quently evaded.

Despite these problems, the market for fruits and vege-
tables in Jordan appears to react as one would expect a com-
petitive market to react. When supplies are plentiful, prices
- are low; when supplies are short, prices rise. While tomatoes
are the dominant vegetable, other vegetables are sometimes sub-
stituted for them. The goal, therefore, should be to improve
the efficiency of a system that already works reasonably well.



Recommendations:

1.

Retail price controls on fresh fruits and vegetables
should be ended. If price controls are not completely
abolished, they should at least raflect variations in
quality.

We recommend the removal of building restrictions and
or.ucr factors which inhibit the development of improved
food retail outlets. Such action would encourage more
investment in efficient and sanitary stores.

The municipality of Amman should be required to re-

invest a portion of the tax it collects at the Amman
wiolesale market into maintaining and improving buildings,
facilities, security, etc. In addition, the municipality
should provide special areas where farmers could sell
their products to consumers directly and on a regular basis.
In future years, when graded produce is available,
wholesale markets and marketing centers should attempt
to institute market-wide auctions for graded lots, simi-
lar to those in more developed wholesale markets. The
current system of many, small auctions may fail to pro-
duce competitive bidding and is inefficient for those
(such as exporters) who need to buy large, standardized
lots.

An undue proportion of fruits and vegetable are marketed
either immature or overripe. As soon as practicable
(that is, once grading for the export market is accepted)
grading for the domestic market should begin.

The best way to prevent undue influence on marketing by

~ commission agents is to ensure that entry to that busi-

ness be kept open. We also recommend that alternative
channels of marketing that can operate profitably be
permitted and encouraged. These include direct sales from
farmers to consumers, and operation of parallel markets
(3ee sub-section I).
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G. Méfketing Centers

The E1 Arda marketing center is just beginning its opera-
tions. Its master plan calls for it to play an important role
in assembly, grading, packing and sale of Jordan Valley products.
However, the major uncertainty surrounding all plans is the
volume of produce that the center can attract. Ultimately, the
volume will be determined by the usefulness of the grading and
packing service which the center provides. Thus, in its forma-
tive years, the center must build a reputation for the quality
of the work it performs. A number of other businesses in Jordan
e.g. exporters and food outlets, need graded produce. A few
now do their own grading manually. The center must be clearly
better than existing facilities if it is to succeed.

Recommendations:

1. We recommend that the E1 Arda marketing center play a
major, pilot role in carrying out grading and packing
services, and that these services be consistent with
and promote the grading and packing standards outlined
in sub-sections B and C above. ,

2. We recommend that the center use its limited managerial
and financial resources initially to ensure that its
grading function is running properly and smoothly.
Other elements of its master plan should be under-
taken only when this goal is accomplished.

3. Because of its location, the El Arda center should be
built up as a key community resource, with its excess

- facilities being used for other activities: machinery
and fertilizer supply, machinery repair, meetings, in- .
formation and extension activities, etc.

4. We recommend that further plans for the remaining
centers at South Shuneh and Wadi E1 Yabis be based d@*
the lessons learned at El Arda.
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H.  Future Role of Jordan Valley Farmers Association

For reasons previdusly detailed, the Jordan Valley Farmers
Association (JVFA) has not been able to fill the role intended
for it by the 1974 legislation. It was not a grassroots
farmers' organization, its goals were overly ambitious, and it
met unanticipated problems both inside and outside the organi-
zation,

While the JVFA continues its farm-management, supply, credit,
and membership functions at a reduced level, its agribusiness and
equipment service and maintenance functions have not yet been
activated, and its primary marketing function, establishing a
viable marketing center at El1 Arda, has been taken over by the
Jordan Valley Authority(JVA).

JVFA personnel claim to detect some growth in farmer support
for ite activities. However, since the JVA has put together a
team to run the El Arda marketing center, it would seem undesirable
to risk disruption of that team by suddenly moving it back under
the JVFA or some other agency. It seems unlikely that JVFA will
be strong enough by 1981 to integrate operation of the marketing
center back into its organization. Yet, under the present law,
JVA's authority to operate the center will have expired.

Recommendations:

1. We recommend that the E1l Arda marketing center continue
under JVA operation for the remainder of the two-year
period authorized by law.

2. We recommend that a vigorous effort be undertaken to
strengthen JVFA as a farmers' organization by re-
defining eligibility for membership in a way that
eliminates present conflicts of interest and ambigu-

, ities.

- 3. We recommend that the Governmment of Jordan assist
the JVFA in becoming a farmer-oriented, countervailing
force in the market by engaging in direct competition.
with commission agents. While it will take time to
allow JVFA to compete effectively, such competition
should be a long-term goal of JVFA.
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:QQQ;AS JVFA: ‘gains. strength the role of government in
:*ﬂaSSLSting it should be reduced, so that ultlmately
;lt would function largely lndependent of government
r5§f3We recommend that in the event the efforts just des-
o cribed are successful, and JVFA develops into a strong;
farmer-oriented organization, it assume sole respcn-
sibility for operation of the Jordan Valley marketing
centers. ' - | '
6.- As stated, we do not forsee that JVFA will have made
sufficient progress by 1981 to warrant or permit taking
over management of El Arda and the other centers, and -
we would therefore recommend,tentatively, that JVA
euthority over the centers be renewed for an additional
four-year period, until 1985, if necessary. oL
7. 1If for any reason JVFA should prove to be incapable of
o assuming any or all of the roles described, the Govern-
ment of Jordan should assist farmers in the Valley,toe,‘
devise some other means of organizing a farmereoriented;
eountervailing market structure.

I. Parallel Markets

Responding to their motto, "Wherever there is a need, we
come in," the Jordanian Cooperative Organization's (JCO) bead-
quarters staff began to sell fresh fruits and vegetables in March
1980 from a number of vans and one retail outlet in Amman.
They buy produce both directly from farmers and from the Amman
wholesale market. 1In its third week, sales of produce at the
retail outlet reached J.D. 2,000 on its heaviest day, while
sales from vans reached J.D. 1,000. Produce is sold at, or
slightly below, the OffiCLal retall pzice ceiling. JCO is
planning to open more reparluoutlets in Amman and other major
cities in 1980. - ”



Parallel markets are a unique venture in Jordanian food
retailing. Initially they have benefitted from the support of
other government agencies and from avoidance of the Amman muni-
cipal tax. They will face many problems in meeting their ambi-
tious targets for expansion, but could have a severe impact on
small, competing retailers if their targets are achieved.

Recommendations:

We recommend that JCO continue its experiment in parallel
markets, keeping in mind the risks to itself and the likely
impact on smzll retailers. For its venture to be a genuine
demonstration to the private sector of improved retailing
methods, its future policy should be to operate its stores
without special concessions or subsidies. If this experi-
ment succeeds, private enterprise should be encouraged to
enter the field and further develop the concept. While
experimentation is an appropriate role for government, we
would not encourage continued, large-scale government in-
volvement in retailing.

J. Food Processing

The tomato processing plant provides a. diversion outlet for
surplus tomatoes and thereby provides relative price stability
in the fresh produce market by preventing over-supply. 1In recog-
nition of this function, there are important economic concessions
granted to the processing operation by the government. As an ex-
ample, the processing plant alone is authorized to import bulk
tomato paste, and no tariff is paid.

The plant is presently underutilized, however. While certain
improvements can doubtless be made to make it more self-sustaining
economically, it is doubtful that operation of the existing plant
would ever be justified on purely economic grounds.
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Recoﬁﬁendations:

‘1}51We recommend that certain steps ‘be. tak”
~ the economic v1ability of the processing;plant.g These
would include:

- to, improve

e Development of additional products for othe"
commodities; , : R

e Investigation of the possibility of selling
cans to the food processing plant in Riyadh
and other neighboring markets;

o Importation of bulk, concentrated fruit juices,
- repacked into consumer cans for sale in Jordan.
tZ;e:We'recommend that despite the existence of tomato var-
"ieties more suitable to canning, no effort be made to
shift resources away from production of fresh tomato
varieties, since the latter are certain to continue to
- provide a much higher economic rate of return.

3. We recommend that no consideration be given to building
additional processing plants in Jordan for the foreseeable
future, since such ventures would not be economically
viable,and the existing plant is more than adequate to
“handle surplus produce.

K. Producer Contracts

It is possible to reduce the risk of market fluctuations by
contracting to purchase a specified commodity at a stated price.
An example is the AMO contract with farmers for the production
of potatoes for domestic needs. The AMO imports the seed and
purchases the crop at an agreed price. Some export sales are
also made in Jordon under advance contracts at stated prices.
These offer the possibility for exporters in turn to contract
with farmers for the commodities needed to cover such contracts.



While contracting sounds simple in theory,
contracting in Jordan is very limited at the present time., It
may be that there are relatively few opportunities for farmers
and traders to take advantage of the contract system. Those
which do exist, such as AMO, have encountered numerous problems. .
For one thing, there are risks attached to any contract: the
risk that sudden changes i. market conditions will make a con-
tract unprofitable, and that should such changes occur, either
party may fail to abide by the terms.

Recommendations:

1. We recommend that the AMO potato contract be changed
or discontinued, since it has not prbved viable in
its present form.

2. We recommend that producer contracts be undertaken
only under special situations, when careful study in-
dicates a minimal risk to all parties. -

L. Market Information System

A key ingredient of an efficient marketing system is a body
of accurate information on current market conditions ‘which can be
rapidly disseminated to all market partlcipants,' Good, periodic sum-
maries of market demand, prices, prodUctioﬁ, consumption, im-
ports and exports are essential to sound, long-term planning by
government and the private sector. Such critical information is
often not available to Jordanian decision-makers. For example,
information is badly needed on trends in yields as production
techniques change, on demand in Jordan and its major export
markets, and on seascnal differences in demand.

Recommendations:

1. The present system for collecting data on Jordanian
agricultural production and marketing should be re-
viewed by a panel representing government, producers
and marketers to determine how the system might better
serve the needs of decision makers.

28



2};7The existing program for rapid disseminatlon of
 surrent market information is adequate in conception
-and needs only to be put into effect in a more vig-
orous manner. We recommend that the Government of
Jordan take the necessary steps to do so.

M. Role of Government in Food and Agriculture

At least nine government departments or agencies presently
have responsibilities in food and agriculture. Yet there is no
overall policy for agriculture, and no machinery for coordinating
the activities of each agency. While many existing activities
receive insufficient funding, e.g., research and extension, agencies
continue to assume new functions.

Recommendations:

1. We recommend that the Government of Jordan adopt a
basic policy for food and agriculture, spelling out
broad policy objectives, the specific functions and
activities of each government agency, and the functions
and activities that are best 1left to the private sector.

2. Both in developing policy and in regular review, we '
recommend that the government confer with all relevent
groups in the economy, including farmers, merchants,
commission agents, exporters, retailers and consumers.

3. 1In order that the marketing system become more effective,
we recommend that the government increase its commitment
to market information, product inspection, research and
extension, and export expansion.

4. To ensure coordination, the government.needs to place
one permanent government agency in charge of fresh
vegetable and fruit marketing policy and procedures.

The activities may actually be delegated to a number of
agencies as at present, with the approval of the
government, but with a single agency in command.
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Name

7Ministry of Agriculture
Ministry of Supply
Ministry of Agriculture

Dr. Qasem Rimaur
Dr. Jawad Ananl
Dr. Hassan Gbaraybeh

Salah Eddin Taha
of Industry and Trade

Dr. Subhi Qasem University of Jordan

Mr. Nicholas A. Vglio;es'

U.S. Embassy
Ed Harrell USAID/Jordan
Lois Richards USAID/Jordan
Frank Denton USAID/Jordan
Charles Jenkins_

USAID/Jordaﬁ;

Bob Staller Frederiksen, Kamine,and'Aséoéiates”

Sam Doran Frederiksen, Kamine and ASso@iétés

Ceorge Marlowe Frederiksen, Kamine and Associatés

Duane Lindgren  Frederiksen, Kamine and Assqciates

Omar Abdullah Dohkan Jordan Valley Authority (JVA)
- Munther Haddadin Jordan Valley Authority (JVA)
Ribhi Mousa Jordan Valley Authority (JVA)

Kamal Haddad Jordan Valley Authority (JVA)‘

Dr. Islam Ali Husein  Jordan Valley Authority (JVA)

- Agricultural Credit Corporation
Jordan Valley Authority (JVA)
Jordan Valley Authority (JVA)
Directorate of Standards,

Sami Sunna

Ibrahim Irigqat

Ian Gibson

Mahmoud E. Khasawneh
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Directorate of Standards, Ministry -

Ministry of Industry and Trade

Title
Minister
Minister
~ Undiix-secretary
Director

Cdllege of
Agriculture

Ambassador
Director
Deputy Director

Chief, Technical
Projects

Agricultural Devel-
opment Officer

Advising JVFA on
Management

Advising JVFA on
Farm Management

Water Management
Project

Pilot Farm Project
President, JVA
Vice-President, JVA

Marketing Director,
JVFA

Donor Liaison (For-
mer asst. D.G.

Director, Planning
and Evaluation

Deputy Director General
Manager, E1 Arda Center

Advisor from U.K.
Officer

JVFA)



Name Organization | i7TifIé

Hasan S. Nabuisi""Jordan Cooperative Organization (JCO)}r;jbizéétOt General
Mousa Araph Jordan Cooperative Organization (JCO) -~ Deputy Director
o - i General

Rushdi A. Kadir Agricultural Marketing Organization (AMDX“‘Commercial Manager
Mr. ifazen Agricultural Marketing Organization (AMO) Assistant Manager
Mr. Nabulsi Ministry of Agriculture ' - Chief, ‘Marketing

v ‘ S Section
Dr. Akram Sitertieh University of Jordan -~ Dept. of Agri-

cultural Economics
Brigadier Fawzi

Yousif Diya (Ret.) Amman Wholesale Market Director

Aerif Hamzeh Sawalha Assembly Market Commission Agenc

Dr. Imad Haddadine Jordan Valley Farmers Association (JVFA) Director General

Aku Zorbi Jordan Valley Farmers Association (JVFA) Credit Director

Haj Omar S. Almuhaisen H.0.S. Almuhaisen and Sons Co. Director General

Muhammad Y. Hussein Aqua Drop Irrigation Systems Former Banker

Rafick N. El1 Far Naim S. El-Far and Co. Sales Manager

Mostafa K. Refky Roda S.P.A. Fruit Equipment | - Area Manager

Dr. Adel Nabilsi Amman Processing Co.  3   Director

Dr. Kheir Eddin Oweidat Deir Alla Experiment Station - - Director

Fahmi Yousef Abusham Exporter Amman

Ibrahim Ashaikh Exporter Amman

Yousef Masaada Ekporter Amman

Imran Zaitoin Exporter Amman

Mrs. Arkaid Abdel- « :

Nour Frederiksen, Kamine and Associates Admin, Assistant
Felicity Proctor  Tropical Products Institute | Minlstry Fruit and Vege-
- of Overseas Development, U.K. table Technologist

Fred Howarth ~ Jordan Cooperative Organization (JCO) Advisor

Dx. Basil Jardaneh Hational Planning Council Secretary General

David E. Zweifel = U.S. Embassy Deputy Chief of
Mission
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Harza Overseas Engineering Company. Jordan Valley Irrigation
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building of the Maqarin Dam.

Harza Overseas Engineering Company. Supply and Demand for
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978.
---Broad survey of Jordan's agriculture. Broad discussion of Valley
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Kirkland, Jack J. and A, Desmond O'Rourke. Market Potential
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East countries and projects commodity demand to 1990.
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Mission Report. UNFAO, 1969.
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interest on the board, soundness of proposed monopoly of exports
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11.
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14.
15.

outlook work, sales promotion and promotion fund. Go easy
on additional paste factory, develop alternative crops,
grading not yet profitable. Recommends budget of $467,000.

Steitieh, Akram and M.F. Abbas. An Analysis of the Central
Assembly Markets in Jordan, 1978. Department of Agricultural
Economics and Extens.on, University of Jordan, June 1978.
---Describes the structure and conduct of these markets.

Steitieh, Akram and Mohammad Falah Abbas. Owner-Tenant
Relationship in the Southern Region of the East Jordan Valley.
Department of Agricultural Economics and Extension, University
of Jordan, May 1973.

-~-8urvey report shows cost of new technology is borne mostly
by landowner. He gets 60-~707% of returns. He controls major
production and marketing decisions.

Struik, M. and C.J. Overgaauw. Feasibility Study on the
Establishment of a Box-making Plant for Export of Fruits and
Vegetables for the Jordan Valley. Institut TNO voor verpakking.
Report No. 206, 77, 1977.

---Boxes needed to help market product. This report recommends
capacity of 1lines, storage and two desirable boxes.

(1) 50 x 30 x 15 cm for tomatoes and cucumbers (2) 50 x 30 x 28 cm.

for eggplants and citrus.

Agriculture Statistical Yearbook and Agricultural
Sample Survey, 1978.

---Reports area and production of crops estimated from the

1978 statistical sample survey. Excludes detailed information

on the Ghors--much of the area included in the Jordan Valley
Project.

The Hashemite Kingdom of Jordan, Department of Statistics.
External Trade Statistics, 1978.

The Hashemite Kingdom of Jordan, Department of Statistics.

General Results of the Agricultureal Census of Jordan.

---Detailed survey by subdistrict of land holdings, utilization,
crops, livestock and poultry, agricultural work, farm population,
source of power, irrigation and drainage, fertilizers and

soil dressings, wood productc and fishery and source of financing.

Statistical Yearbook, 1978.

The Jordan Valley Farmers Association, Feasibility of Southern
Shuneh Marketing Center. April 1978.

---Spells out justification (rationalization) of a southern
center to complement El1 Arda and Wadi El1 Yabis. Its cost
estimates appear reasonable but its production, throughput and
revenue estimates are pie-in-the-sky. Basing decisions on
them would be courting disaster. No basis is given for its
prediction of grade percents and price premiums.
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17.

18.

19.

20.

Tropical Products Institute, Report on the Jordan Valley

Marketing Mission, by F.J. Proctor and B.M. King; May-June 1978.
R756.

---An addendum to the previous report, the team revisited Jordan
to get in-season measures of grades and quality. Found 11% culls.
Includes more evaluation of the Wadi El Yabis marketing center.

Tropical Products Institute, Report on the Jordan Valley

Marketing Mission by G.W. Harman, F.J. Proctor and B.W. Eavis.
October/November 1977. R697.

---The team reviewed marketing related factors (@ncluding supply
exports) in the Jordan Valley, but was particularly concerned

with the need for marketing centers as proposed by GOJ. Discouragec
price controls, called for grading standards, suggested AMO

grade on contrzct for JVA.

USDA, FAS. Annual Situation Report - Jordan, February 1980.
---Reports recovery of Jordan's agriculture from four years
of drought in 1980. Good statistical summary.

Wolf, Donald G., Pruposed Operatinuz Policy for El Arda
Marketing Center, November 1979.

---Recommends operating Center compatibility with Commission
Agents, purchasing produce to run the grading and packing
plant, establishing grades and standards, establishing ripening
rooms. However, his report is based on a 21-day visit only.
Serious problem may arise from 20-40% culls.

World Bank, Fruit and Vegetable Exports from the Mediterranean
Area to the EEC. Staff Working Paper no. 321, 1979.

---Projects an indifferent EEC market outlook for growth in
exports from Cyprus, Morocco, Israel, Spain, Greece, Egypt and
Turkey. Outlook best for peaches, strawberries, celery, carrots,
cucumbers and green peppers.
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