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HELPING SRI LANKA TO GROW!

AgEnt is a dynamic USAID funded private sector agro-enterprise development
initiative successfully assisting companies and entrepreneurs with viable
business/marketing plans to expand existing operations or start-up new
ventures targeted at both domestic and export markets.

Potential "Hill Country" High
Value Export Crops Production
Trialling and Test Marketing Workshop

GRAND HOTEL, NUWARA ELIYA
9:30am : 4pm
Wednesday 30th March 1994

Background

AgEnt is a dynamic USAID funded private scctor agro-enterprise initiative
assisting many clients with viable business/marketing plans to expand existing
operations or start-up new ventures fargeted at both domestic and export
markets.

In addition to the above advice/assistance program offered to clients at an
individual level, AgEnt currently has in hand a large number of pro-active
potential export crops trialling/test marketing programs throughout the country.

As AgEnt has now commenced crop trialling a number of high value export
vegetable crops in the Nuwara Eliya region, this workshop represents the ideal
opportunity for Agknt to explain to growers/plantation companics/cxporters
the level of advice/ assistance which the project can offer the private agro-
enterprise scctor if the inhand crops trialling/export test marketing program
proves successful.

The Workshop Will Be Led by a Leading International
Specialist in High Value Export Vegetables

The key workshop speaker will be David Brandon who has spent 39 years in
crop production, with the last 16 years devoted in the main to the "planning/
growing/harvesting/handling/cooling/packing/shipping/marketing” of fruit and
vegetables targeted at selected European markets.

David Brandon will be supported by a line-up of other key speakers from the
Sri Lankan exporter, horticulture research and development etc. sectors.

Sth Floor, Deutsche Bank, I O Box 389, 86 Galle Road,
Colomli 3, Sri Lanka, Tel: 94-1-446447, 446420 Fax: 94-1-44G428



Workshop Registration

Identities wishing to attend this important export production trialling/test
marketing development workshop should notify in writing -

Dayani Kapuwv.atte
AgEnt Project
5th Floor, Deutsche Bank
86 Galle Road, Colombo 3
Fax: 446428 Tel: 446447, 446420

by not later than Wednesday 23rd March 1994, and if they are a farmer/
grower to indicate in their letter the size of their existing production unit and
range of vegetables presently grown. If registration numbers exceed the
seating capacity for this workshop, AgEnt will arrange to mn this selfsame
workshnp again at a later date. Refreshments and light luncheon snack will be
provided throughout the day.
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IN-<ODUCTION

AgEnt has selected/reproduced the material in this document
for the following key reasons i.e. It illustrates to existing and
potential Sri Lankan fresh and processed food product

exporters -

A, How other countries with a similar iategrated growing
climate are "making it happen" with a wide range of
high value export crops in particular; and the
“highly competitive/price sensitive" nature of a

number of other crop seciors.

B. The typical information/data resource base which
is availa™le for "open review/study” by anyone
visiting AgEnt’s BIC/Business Information

Center.
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EXOTICS remainthe fastest growing
sector uf the fresh produce market
as consumers look to new products
and are prepared to pay for them
andtry thern, despite the recession.
According to market research by
AGB, sales of exotics have improved
by 20 per cent so far this year and

Ramesh Thakrar, of SMT, Western International, with a selection of up and coming

exotics.

Agrexco has been one of the prime movers in introdu

challenges and risks to prcducers,

2

look set to perform .-en better
once an economic upturn arrives.
Defining what is exotic is still
difficult in view of the broader range
of all produce on offer throughout
the year. Atthe same time, many of
the fruits and vegetables present

@

importers and traders alike.
Opportunities presentea have been
taken up, however. Steove
Woerodhouse, of Geest Tropical
Produce, believes great potential
exists to push the fun side of exotic
lines: *Really we are talking about
tropicallines vhich have excitement
value, good nutritional and health
benefits andmore accessibility then
ever before. As such, they are a
growth area in fresh produce.”

The biggest movers have been
avocados and kiwifruit which have
entered mainstream trading - the
avocado still retaining promise but
kiwifruit now in over production.
Greater availability in these lines
h=s brought volume on offer over
12 months of the year and an
increasing number of suppliers.
Prices in the High Street are now at
very affordable levels and
consumers have the opportunity to
experiment with the fruit.

I-or uther exotics this position has
nct ye* been achieved, however.
Rambutans, lychees and mango-
steenc are prime examples. While

these are now available over a longer
period than a decade ago, they are
stillnot on offer throughout the year
and, as a result, prices remain
relatively high.

The price and novelty factor of
exotics continues.

Toanextent this canbe addressed
by new sources of supply coming
into play to fill gaps in the supply
calender. However, this is only part
ofthe story. Areliance on air freight
which is still the norm for many
exoticsis probably the biggest factor
influencing costs at retail level. As
Mr Wondhouse points out,
transportation of product can
account for up to 50 per cent of
costs, so prices at point of sale
have to justify export in the first
place.

Bearing this inmind, seafreight of
product has been more closely
examined and the last decade has
seen tremendous strides on the
technology front. Avocados, for
example, can now successfully be
axported by seawhich hasincreased
volumes available, extended
seasons, brought prizes down and
helped boost consumption. With
papaya, this position has yet to be
reached.

Nevertheless many in the trade
qucstion whether this is the answer
togreater penetration of the market.
Sea freight often means that a
product has to be picked immature
in order to survive the journey and
eating quality is nowimoortant. New
technology can therefore ensure
that the product reaches its
destination in good condition but
may not be what is wanted.

Exotics often sell because they
offer unique flavour and appearance.
If these are being sacrificed to
ensure availabifity of velume, greater
uptake by the consumer looking for
something special will not always
follow.

Much research continues to be
placed on improving sea freignt
quality out-turn and there have been
many successes but it is not an
option for all exotics.

On the plus side, preipened fruit
is now offered to consumers on a
more frequent basis. Sales of
avocados and mangoes, for
exarnple, have risen appreciably as
aresult, while pineapples and other
fruit have benefited.

Probably the biggest factor
influencing the success or failure of
an exoticis promotion, however. As
the Fresh Fruit and Vegetable
Information Bureau explains:
*Promoting to the consumer clearly
pays dividends as the growth in
banana and rmushroom consumption
illustrates. The BananaGroup'slong
running education campaign to
position the banana as a healthy
convenient snack has helped it

{continued on page 00)
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become Britain's second most
popular frut, after apples. The
Mushroom Growers' Association,
again with a sustained advertising
and promotional campaign, has
succeeded in almost doubling the
UK's consumption of mushrooms
since 1981."

If product promotion can achieve
these results for mainstream
commodities the opportunity to
realise the same for exotics is
apparent though the same results
may not necessarily be achieved.

Exotics sellbecause theyare seen
as being fun and capture the
imagination of consumers wishing
to try something different - in part
brought about by more widespread
travel and adventurous eating habits.
They can be striking in appearance
and offer a new sensation in taste
while also offering the possibility of
providing novelty to guests at dinner
parties. [f the consumer doesn't
know how to prepare an exotic and
how to use it, he/she is unlikely to
buy it, however. .

Many marketing boards and

progressive exporters have
addressed this issue by producing
recipe leaflets and organising in-
store demonstrations and tastings.
The result has often been increased
sales and the consumer coming
back for more.

Information on maturity and at
which stage they should be eaten is
of paramount importance in exotics
whichare usually brought toimpress
and can be a disaster if they fail
expectations.

For example, in the early days of
carambola's introduction product
was all too frequently found on the
retail shelfina green conditionwhich
did little for sales. However, once
riper and yellower fruit was provided,
backed up by recipe leaflets, sales
took on a new lease of life and,
today, itis certainly one of the more
successful exotics.

Speciality fruit and vegetablec
offer their challenges but can be
very rewarding if tackled
professionallyand withthe consumer
in mind. Some will succeed and
many may fail, but the mood of the
fresh produce sector is one of
looking ‘or change.

‘Exotics sell because they are seen as
being fun and capture the imagination of
consumers wishing to try something
different’
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MT, a family run business based
n Westem intemational and New
‘ovent Garden markets, has grown
) become a name synonymous
ith exotics.

It has a range extending into
undreds - with many falling in to the
‘uly specialist category and,
wrough spccialist importers and
lose links with Rungis market, in
aris, has been instrumental in
troducing lines to the trade which

otherwise might not have been seen.

It has not always been easy,
however, as Rodney Thakrar, of
SMT, Covent Garden, explains: “One
of the biggest difficulties continues
to be educating the buyer onwhatis
available, how to prepare a product
and then what to do with it. Itis a
slow and ongoing process which
needs to be addressed time and
time again and, in the early days,
can cost money.”

Crease year on year,

ydney Thakrar, of SMT, Covent Garden, has seen mamstleam exotu: sales

While there can be no doubt that
avocados, mangetout, passionfruit
and the like hava caught the
imagination of the UK trade and
have seen their sales performance
improve year on year, for smaller
volume lines market penetration has
been a much slower business, he
says. “Take guavas as a pnme
example. Interest over recentyears
has become keener but it is still a
long way off being classed as a
mainstream exotic. Lychees,
mangosteen and rambutan are also
growth areas but muchsstill needs to
be done on the promotion of these
lines to boost consumption even
further.*

Another drawback lies in the
maturity of product offered. He
cites carambola: *In its early days it
was frequently found on the retail
shelf in its green form which, apart
from being immature, did nothing to
engender sales. However, once
greater attention was placed on the
provision of the right article with
optimum eating quality, sales took
off and it is now one of the up and
coming exotics.”

Its striking appearance has

obviously helped sales potential
along with greater availability froma
number of sources of supply which
have been supported by the
introduction of recipe leaflets and
thelike. ltis these factors combined
which can determine the success or
failure of a line, he says.

Pitahaya, for example, while
intimidating yet interesting in
appearance is only available on a
sporadic basis, he adds. As aresult,
itis unlikely to experience significant
market growth in the foreseeable
future. He is more optimistic about -
others: “Pink pineapples are
exceptionally sweet and offer
promise for the future, while various
passionfruit types are slowly but
surely building market share.
However, at the end of the day it
comes down to promotion.
Education on exotics can be likened
to teaching a young child to read
and write, If it doesn't take place a
child grows up illiterate and in the
case of exotics, if consumers are
not told what to do with them or how
to prepare them they seldom take
up the taste challenge.”

FOR SPECIALIST handler Peter
Haddad Trading Ltd the market
has seen many changes over the
years, most notably the movement
of product from the realms of the
‘exotic’ into mainstream trading.
This has come about through
greater cvailabilty and more
sources of supply which,
combined, have brought prices
down to more affordable levels.

As a result lines such as
mangetout, fine beans, babycorn
and, on the fruit side, avocados,
kiwifruit and mangoes, have now
become a regular item on the
more adventurous consumer's
shopping ist.

Nonetheless, managing director
Peter Haddad believes further
growthinthe marketplaceinbeing
inhibited, in part, by the retail
sector which, he says, pays far
too much attention to price and
sheff life rather than taste.

He explains: “Take mangoes as
anexample. Tremendous strides
have been made with the sea
freight of this fruitin recent years
which in turn has increased
volumes available, broughtprices
down andincreased consumption.
However, this has not necessarily

resulted inmangoes withoptimum
eating quality finding their way

onto the retail shelf. Repeat
purchases may not therafore Lie
forthcoming. Air freight, in
comparison, is expensive but
provides fruit with better sugar
content because it has been
allowed to mature longer on the
tree.

“In time, with new technology
coming forward in the sea freight
sector, thisissuewill be addressed
in full but we have not reached
that position yet."

One of the reasons why exotics
sellis because they are out of the
ordinary - and frequently part of
this is taste.

With this in mind, Peter Haddad
Trading has extended its portfolio
over the years ensuring its many
new fines fit this requirement for
flavour.

“We have had notable success
withCharlotte potatoes whichhave
a texture, firmness and taste of
their own. More recently, we have
looked at white asparagus which
while traditionally preferred by the
Continental consumer s
increasingly being soughtin Britain
which is dominated by green.”




*OR GLASGOW based J Carmichael
% Co Ltd exotics have grown froma
sideline to the core of the company's
Jusiness.

A family concern, run by John
Carmichael and his two sons,
Stuartand Euan, it has teen one of
the pioneers in introducing a full
range of speciality lines to the
Scottish trade.

John Carmichae! explains: “In the
early days our business focused on
the supply of traditional lines such
as cabbage, carrots and swedes.
About eight years ago we identified
a niche on the market for exotics,
however, largely through more
adventurous eating habits amongst
consumers whohave travelled more
widely.

“We started in a small way with
just a few lines but as business
expanded we extended our range
acco:dingly, tothe extent that today
we stock around 300 exotics and

rank as one of the largest handlers
in Scotland.”

This growth in exotic sales, while
increasing year on year, has not
necessarily been easy, he adds:
*Credit must be given to marketing
boards and the like which have
worked hard to promote specific
exotics at retail level through in-
store tastings and recipe leaflets
while greater coverage ontelevision
has also helped to improve their
position.”

Nevertheless, he stilt believes
more could be done by the trade as
a whole. “lt comes down to
education at all levels. There is a
need for greater awareness on the
preparation and culinary usage of
these exotic lines. Part and parcel
of thisis ensuring that the productis
sold at the right stage of maturity in
the first place, since an unripe
product puts consumers off.”

At J Carmichael & Co Ltd it is

commonpractice tobreak packages

of new lines downto allow buyers to ||

purchase small quantities to enable
them to assess their potential - a
policy which has been very
successful over the years.

Apart from growth in mainstream
exotics, the company has also seen
much interest in specialist ines
¢ver the last year or two. For
example, the catering sector
appears to be taking up salsify,
mooli, celeriac, sweet potatoes,
kohlrabi, ginger and flowering
courgettes in a bigger way than
ever before, reflecting more
adventurous eating habits among;st
consumers. Not all have been
successful, however. “Take
tamarillos and kiwano as prime
examples”, he says. “They may-be
striking in appearance but do not
necessarily have the taste or flavour
to make them special or attractive.”

THE SUCCESS of many exotic
can in part be attributed to
promotion, improved availability
and information en preparation
and culinaryusage. The provision
of well presented, good quality
product on a reliable basis goes
without saying.

One of the prime movers in
successfully introducing a host of
exotic; to the British market
sceneis Agrexco. Muchresearch

and development has gone into
assessing market requirements
and how best to meet them.
Few would dispute that the
company provided the initial
impetus behind the high
performance of avocados over
the years. Thishasbeenrepeated
with sharonfruit, fresh herbs and
aselection of fresh dates, toname
justafew. NowAgrexcois turning
its attention to the mango - a line

| For juici-
ness and
flavour,
Agrexco
believes
the green
Keitt vark
ety takes a
lot of beat-
ing.

which UK general manager, Jake
Lubinsky believes has yet to
reach its full potential in sales
terms.

“Sales in the UK have increased
year on year. Nonetheless, there
is still room for improvement. We
need to educate me public en
what is available and that the best
coloured fruit doesn't necessarily
mean the best eating quality.

“For example, mangoes come
from alt over the world and appear
in many different shapes, sizes
and colours. For premium quality,
juiciness and flavour, however,
the green Carmel Keitt takes a lot
of beating.”

This need for better product
education at ali levels plus a
commitment to meet specific
market needs is echoed by
Roger Manning, of Inter-Trade,
who adds that it is up to retailers
to find out what the consumer
likes and to interpret that into
retail sales. “There is a graveyard
of good exotics which have not
been presented or promoted weil
inthe condition in which the public
can buy and enjoy them,” he
stresses. "It is not enough to
operate simply on a point of
‘difference.’ They must fit into
peoples’ lifestyles.

“Nevertheless, Agrexco is
actively researching into what is
clearly required - thus moving
toward breaking mystique and
bringing product eventually into
mainstream usage.”

CHILEAN growers and exporters of
exotics look set to target the British
market in a bigger way than ever
before.

One of the pioneers behind this
thrust is Agroindustrial Peduegua
Ltd which is exporting cherimoya to
the UK for the first time this year,
albeit initially in limited volumes.

The fruit, handled through its
marketing arm, Troydene Ltd, is
expected to fill a niche on the
marketplace between July and late
November.

Tony Churton, managing director

of Troydene explains: “Chilean
cherimoya used to be mainly grown
in the Quillota region which
traditionally comes on stream from
October onwards, immediately
before the start of Spanish supplies.
However, in recent years a new
avea of production has come into
the picture, inLaLigua, further north.
Here, the microclimate is such that
fruitcomes into crop as early as July
offering export opportunities for
progressive growers, which, for the
Curopean market, is about eight
weeks befure the Spanish fruit is
available.

“Peduegua, as an example of one
of these, has invested around
UsS2m in new plantations and
packhouse facilities to ensure that it
is able to meet stringent UK
requirements while, at the same
time, is undertaking extensive
market research.”

Initial findings suggest that the
Chilean product is [arger than many
UK multiples prefer, making the unit
price quite high compared with
cherimoya from other sources.
Nonetheless, Mr Churton adds that
in comparison the catering sector
would rather go for larger individual
fruit size since it is aware that a
more mature product has better
flavour - an aspect which is viewed
by hoteliers as more important
than shelf life. “if people are trying
out these exotic lines for the first
time itis hnportant that the fruitis at
the right stage of maturity. If not,
repeat sales are threatened,” he
says. :
While volume in this line is unlikely
to be available in the foreseeable
future, prospects still appear bright.
There's a niche to be filled and a
specialist interest amongst
discerning sections of the
population. To capitalise on this,
Troydene anticipates launching a
recipe leaflet next season with other
p amotional activity
currently under discussion.
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THE ADVENT of more sophisticated
»ost harvest technology, particularly
n the sea freight front, has been an
mportant issue in the growth of
wotics. lthas enabled greater volumes

to be moved, lowered prices across
the board and has put the product
within the reach of most consumers.

For Fruit Importers and Distributors
International (Fidi) the use of new post

harvesttechniqueshas been anintegral
partinthe developmentof the speciality
market. Thisincludes close monitoring
of picking and maturity dates,
packaging and presentation.

MALET Azoulay has builtits business
onthe reliable supply of mainstream
exotics. Formed four years ago as
the UK subsidiary of Malet Azoulay,
Paris - well known for its extensive
trade in large volume exotics such
as avocados, mangoes and tychees
-ithas experienced growth annually
through careful planning and
programming.

Richard Wells explains: "Our
success has come about through
identifying volume exotics which
show the mast potential in the long
term. It means finding the right
product from the right supplier and
supplying it in the right condition
and package tailored to specific
market requirements. This mirrors
the way the trade has gone inrecent
years - with the muitiples, for
example, reducing their range to

o OF Hliuess?

enablethemto pay greater attenton
to each and every line offered. Itis
no longer their aim to provide the
biggest selection but to do fewer
and do them well.”

A key part in this lies in the
provision of exotics at the right
stage of maturity - with more
attention paid to eatability and flavour
than shelf life. However, he adds
that this must be backed by
promotion to ensure that Letter
knowledge of the product and
culinary usage is gained

There are obstacles, however:
“The prabiem with a product such

as mangoes, forexampleis that the

business is too fragmented. With
the fruit coming from so many
sources of supply there is little
likelihood of a generic promotion,
yet this is what s required to boost

consumption,” he says.

*On the other hand there have
been occasions where former exotic
lines have not just been successful
in entering mainstream volume but
have been followed at production
level to the extent that they are now
commodities.

“Probably the best example is
kiwifruit, virtually unknown in Britain
untilthe mid 1970s. Tedayits world
output is massive and consumption
increases have notmatchedoutput.”

Perhaps thebiggest challengefies
in bringing exotics in more cost
eifectively to ensure competitive-
ness. Mr Wells believes improving
technology on the sea freight side -
with better reefers and improved
controlled atmosphere technology -
will help substantially in coming
years.

Development manager Alistair
Phillipson explains: “Successful
penefration of any product comes back
to good market research and
marketing. This means providing the
rightvarietyin the right size presented
in the right format.”

He cites the success of presipened
fruit at multiple level. Avocados and,
more recently, mangoes have both
enjoyed improved sales performance
as a result of their introduction in this
condition. .

Fidi, meanwhile, has been
instrumental in identifying and
developing a niche for baby Queen
pineapples and at the same time has
seen significant growth in a host of
‘exotic' melons-including sweeter and
tastier strains which fit in better with
today's tastes.

*Britain's consumers are far more
demanding today then ever before
when it comes to flavour and eating
quality and our continuing work to
provide top class fruit which matches
their expectations is of great
importance to us,” he adds. “ltis our
aim to provide this type of quality at as
competitive aprice as possible-hence
the great investment being made in
improving the performance of sea
freight for exotic type fruit.”




Africa’s green shoots grow stronger

importers in Europe are confident
the boom in demand for a range of
fresh fruit and vegetables from
southern Africa is set to continue even
in the face of a general downturn in
economic activity across major
markets in nporthern Europe. The
combination of a wider availability of
high quality produce at lower prices
is helping to sustain growing levels of
demand, they say.

“Import volumes and sales can
increase”, Bud Holland BV managing
director Paul van Pelt told Eurofruit
Magazine. “It is clear that there is a
future on major European markets for
produce of the correct quality and
price. And since many of the products
that are now sold in Europe are already
well known, this relationship beiween
price and quality is likely to be the
best boost for an increase in sales and
consumption”.

’

Clear

If anly on the basis of the number of
leading fresh produce importers now
involved, it is clear that the availability

of high quality produce in southern
Africa has increased significantly since

Hrt!ltum] exports from ZJ'b rose to well over Z$200 in 1992
STABLISHED fresh produce.

the lato 1980s. Eurostat figures bear
out the anecdotal evidence: Africar.
countries have accounted for a large
share of the rise in EC fresh vegetable
imports from third countries as a
whole, up from some 728,000 tonnes
in 1988 to over 945,000 tonnes in 1991.

Zimbabwe, already among the top
10 fresh vegetable exporters to the EC
in 1991, has seen an explosion in
revenues from horticultural exports
since development of the sector first

started in the mid 1990s. Horticultural

exports have grown from Z$3.1m in
1985 to well over Z$200m in 1992,
according to ZimTrade, Zimbabwe's

national trade development
organisation.

Profit

Meanwhile, figures from the

COLEACP, the European Liaison
Committee for promotion of produce
from ACP countries, show how ACP
countries have profited from the
increase in EC imports. For example,
although total EC imports of French
beans moved ahead only marginally,
up from 34,600 lonnes in 1987 to
37.900 tonnes in 1991, the total share
of African, Caribbean and Pacific

countries increased sharply, up from
48 per cont (16,594 tonnes) in 1987 to
just under 60 por cent (22,458 tonnes)
in 1991,

“The market for French beans in the
off-season between November and May
is doveloping fast and the quality of
the produce suppliod has been a
central factor in this development”,
says the Paris-based COLEACP. That
these improvements in general product
quality have been particularly focussed
in southern Africa is a reflection of the
far-reaching  developments  in
production.

Indeed, expansion of production into
new arcas of southern Africa has
helped the region consolidate and even
expand upon existing marketing
opportunities in Europe. New growing
areas across southern Africa have been
developed to push availability of fresh
vegetables through December and
January, largely at the expense of
Central America which is likely to see
its.market position dented as a result,
distributors say. UK importer Frumar
told Eurofruit Magazine that it is now
securing year-round supplies of mange-
lout from Kenya. “Suppliers are
becoming more successful at growing
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this product”, senior marketing
manager Simon Smith told Eurofruit
Magazine.

Reputatien

Fresh fruit and vegetable producers
in southern Africa are enjoying a
reputation for high quality produce
which has given them a major
competitive advantago in EC markets.
“The success of African vegetables has
a lot do with their high quality”,
confirmed Norbert Timme of
Hamburg-based _Trofi
Tropenfruchtimport GmbH. “They
have benefited from proper post-
harvest handling, installation of now
coldstores and rofrigerated trucks for
transportation as well as long-term
planning of production”. For examplo,
substantial investment has been made
in Zambia where large coldstorage
facilitios financed by the Zambian
Export Growers Association (ZEGA)
wore compluted at Lusaka airport
ocarlier this year. Exporters already
roport quality improvements.

Yet the availability of air-freight is
likely to be as much a determining
factor in tho development of exports
from southern Africa as improvements
in producticn techniques.
“Availability of air-freight space is a
major  problem”, Starfruit NV
managing director Christian
Decannigre told Eurofruit Magazine.
The Belgian importer, which
gencrates 30 per cent its BFribn
turnover from imports of produce
from Africa, is only hopeful of
increased availability in Belgium via
Sabena. But freight rates in general
seem disproportionately higher in
Zambia, Zimbabwe and Kenya than
from other parts of Africa.

Pace
More worryingly still, availability of

Eurofruit Magazine September 1993

Consumer wnreness of baby vcgctable ns to ba raised

air-freight space is unlikely to keop
paco with expansion in production.
Somo are already warning of sudden
expansion in mange-tout pruduction
in Zimbabwe in particular, whero
tobucco growers are continuing to
diversify into  cash-gencrating
horticultural exports. Flowers, which
tends to achieve higher returns than
vegotables per cubic foot of air-freight
space, have enjoyed a more rapid
oxpansion in exports: Zimbabwe's
Horticulture Promotion Council (HPC)
is estimating flower exports of 6,000
tonnes in 1992-93, more than twice
volumes shipped in 1989-90.

The prospects for an improvement
in the availability of more air-freight
space seom patchy. “Airlines are
working very hard to offer sufficient
space throughout the year”, said Mr
Timme, “and they are doing their best
to charge rates which vegetables can
stand”. Indeed, air-freight rates from
southern Africa can account for more
than 50 per cent of the total product
cost. Not surprisingly, some say it is
likely that any new marketing
opportunities could be determined by
new airline links. And in these
circumstancos it seoms that the
continued emergence from isolation

of South Aftica loaves it perhaps best

Expand
The potential to expand demand in
Europe is high, say leading European
importers. Certainly, the year-round
trade in high quality added-value
products from Africa and a range of
other sourcos has transfixed British
supermarket chains in particular. In
these circumstancos, lEe European
market is relatively underdeveloped.
“Thore arg opportunities to push u
demand for products of this kind
over Europe”, said Otto Relmers of FTK
Holland BV. Some Continental
European fresh produce importers are
hoping to record large increases in
sales: Dutch  importer  Hagé
International BV is confident it can
achieve “incredibla” sales volumes this
season to copo with new production
from a number of projocts it has in
hand in Africa. Fresh produce imports
from Africa already account for over
10 por cont of total turnover, Hagé said.
There is & gonoral perception among
importers that it will not require much
effort to increase sales of a number of
core products from Africa. The taste
and quality of the produce guarantees
them a future, thoy sey. “There is
tremendous potential”, Nigel Pell of
Geest Tropical Produce told Eurofruit
Magazino. “But there is & neced to
increase consumer awareness for
certain baby vegetables and 16gumes”.

Opened

Parts of south.m Europe would appear
espocially ripe for expansion wgem
there is likely to be an opportunity to
“piggy-back” new products into a
markot which has opened itself rapidly
to imports. Italy, for example, has seon
a more than threefold increase in its
total vegotable imports in six yoars, up
from 67,300 tonnes'in 1987 to 211,500

" in 1991. Sabrosa Italia, the Milan-based

exotic fruit and vegetable importer,
reports sharply increased activity since
it was set up in 1990. “There is still
space to market exotics”, Roberto
Merkowicz told Eurofruit Magazine.
Although it is predominantly in fruit,
Africa already accounts for 15 per cent

placed to profit. of it total imports. |
Fresh vegetable imports into the EC (in tonnes)
1987 1988 1989 1990 1991
Zambia 302 803 1,174 1,875 1,649
Zimbabwe 640 810 1,003 1,886 2,642
South Africa 7,479 6,239 4,903 7,234 12,229
Kenya 14,258 15,444 17,023 18,293 17,862

Source: Eurostat



Gerber’s growth based in Southern Africa

Zambia, Zimbabwe and Kenya supply increasing volumes

.

NE of the world’s largest

marketers of processed food and
drink is set to import increasing
volumes of fresh fruit and vegetables
from southern Africa and other major
sources worldwide in the second year
of a significant diversification from
its core business.

Complement

Gorber Fresh Produce Ltd was set up
two years ago to exploit sourcing
opportunities for fresh fruit and
vegetables which complement the
existing operations of the parent
company. Gerber Foods International
already generates multi-million dollar
sales from its food and drink
manufacturing interests worldwide. it
markets fruit drinks, canned and frozen
foods and other products under private
«1bels and its own brands “Sun Pride”
and “Gerber Pride”.

“Gerber Fresb Produce now has
handful of excellent supply sources in
southern Africa”, sajd Barry Fine, joint
managifig director with former Fyfles
Group colleague Ken O'Sullivan. “The
region is now the,comerstone of our supply
base”. The UK-based importer expects this
year to import some 800 tonnes of fresh
vegetables from Zambia, Zimbabwe and
Kenya to distribute to major supermarket
customers in Britain.

York Farms first exported from Zambfa five years ago

Increas
Gorber Fresh Produce is also importing
Increasing volumoes of citrus fruit from
North Africa and South America as
woll as melons and other produce from
Franco, Spain and many other sources
worldwide. It is also looking closely at
extending its supply base in Turkey
and other parts of the eastern
Mediterranean. It finishod its first
soason of cherry imports from Turkey
earlier this summer which wore
procured, packed and supplied from
within their own facilities in Turkey.
Gerber Fresh Produce says it is in a
position to take advantage of some of
the oxisting market contacts that the
parent company has via its network of
offices abroad. Gerber Foods has food
and drink manufacturing subsidiaries
in France, ltaly, Spain, Greece, Turkey
and Israel.

Success

“We have had some successes with
imports of high quality fine vegetables
fromr southem Africa”, Mr Fine told
Eurofruit Magazine. Gerber Fresh
Produce imports a range of airfreighted
produce from established producers in
Zambia, Zimbabwe and Kenya. The
spread of supply across three major
countries allows it to extend the
marketing season, vary the range of

products aand guarantee
continulty of supplies.
Although drought hit rt
volumes from Zimbabwe
last season, its contacts in
Zambia allowed it to
maintain supplies at the

right levels.

Capture

Last yoar's collapse of

leading Zanblan
~=horticultural produce

su;l).g:lor Launa Farms let
Gorber's supplior, Lusaka-
based York Farms, capture
a largor share of frosh
produce exports. York
Farms, sot up over a decado
ago, grows mange-tout,
sugar snaps, babycorn,
sweotcorn and roses over
4,800 acros on two farms.
First exports to Europe were
made five years ago.

- Last yoar the company.
orected a new packing
house with coldstores and
repid-cooling facilties while
a new annoxe was added for hand-
trimming of sweotcorn and mange-tout.
York Farms {s starting to grow Jalapeno
and Fresno chillles tco. Pre-packing at
source was also undertaken for the first
time last season, Gorber Frosh Produce
food technologist Duncan Roscos told
Eurofruit Magazine. Zambian fresh
vegotable exports have been greatly
assisted by the completion of new
coldstorage facilities at Lusaka airport,
financed by the Zambian Export
Growers Association (ZEGA) of wbich
York Farms is a member.

Position

Gerber Fresh Produce is seeking to
increase volumes of vegetables from
Zimbabwe and Kenya. In Zimbabwae,
its supplier Sungro is expected to be
in a position to provide first quantities
of a new variety of fine bean to match
UK supermerkets’ exacting trim
specifications. “In general Zimbabwe
has not been able to match the size
and quality of fine beans produced in
Kenya", explained Mr Roscoe. “We are
hopeful that the introduction of this
new variety will change that”.

‘In Kenya, Gerber Fresh Produce’s
sourcing operations are altogether on
a larger scale, with several farms in
the Nairobi area providing large
volumes of fine beans in particular. &

Eurofruit Magazine september 1993
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traddled across the equator and
ith varying agro-ecological zones,
enya has some of the most ideal
onditions for year-round
production of horticultural crops.
But it also has more than its fair
share of difficulties - transport,
packaging and quality assurance
systems all need urgent attention if
lucrative European markets are to
be kept sweet. Dr Henry
Wainwright, senior lecturer in
horticulture at Writtle College in
Chelmsford, reports from Kenya
while the Journal spoke to some of
the UK's inain importers.

WESTERN Europe is valuable to
Kenya. In a country where the
export of fresh horticultural pro-
duce is considered to be of
national importance, it is perhaps
not surprising to see that prod-
ucts and cropping programmes
are being co-ordinated in such a
way as to cash in on potentially
lucrative marketing oppotunities
in Europe.

Horticultural exports represent
a source of valuable foreign
exchange earnings and a means
of enabling the economy to diver-
sify away from traditional agricul-
tu ol exports such as tea and cof-
fee, the world prices of which
have been depressed in recent
years. In addition, in the local
economy horticultural crops tend
to be labour intensive - a thriving
industry, therefore, is an impor-
tant way of creating employment
and generating income in the
rural areas.

Kenya has succegsfully expand-
ed its exports of fresh fruit and
vegetables over recent years.
Volumes have increased from
20,205 tonaes in 1982 to
38,155t in 1992. However, this
has not been without some disap-
pointments. Progress in the
development of export markets
was slowed down by the. Gulf war
which depressed exports in
199091 and a surge of exports
of fresh pineapples in 1988
proved not to be sustainable in
subsequent years. The export
growth of cut flowers represents
the most significant success
story as exports over the last 10
years grew from just under
4,000t to over 19,000t.

Export crops range from fruits
{avocados, passion fruit, man-
goes) to French and Bobi beans
and Asian vegetables such as
okra, karella and chillies.
Mangoes and avocados are only
produced in sufficient quantities in
limited seasons - between
November and April for manpnes
and April to Sentember for 2 :a-
dos - and thi 3 some Gppor-
tunities for c.xporting into
European markets when prices
can be adventurous. However,
for crops like French beans and
okra, axports are year round with
only minor seasonal fluctuations.

The UK has traditionally been
the largest importer in the world
of fresh horticultural produce
from Kenya, In 1992, this repre-
sented just over 26 per cent of
Kenya's exports by weight.
However, the UK is of declining
importance - as recently as 1986,
the UK imported nigh on 45 per
cent of all fresh horticultural
exports from Kenya. The level of
imports by the UX in weight terms
has in fact remained relatively sta-
tic over the last six years, but the
increased level of imports by
other countries, notably Holland
and France, has led to the decline
in the relative importance of the
UK.

The growth in exports to
Holland has been as a conse-
quence of the dramatic rise in the
production and air freight of cut
flowers, whilst the rise in exports
to France has been as a result of
the adoption of sea transport
technology which has allowed the
export of large volumes of avoca-
dos.

To expand and even maintain
its current market share is clearly
the challenge of the next decade
for Kenya. Competition from the
rest of Africa (Zimbabwe and the
Gambia, for example) and other
world producers such as central
and southern American countries
represent a potentially serious
threat to its market share. To
complicate matters further, the
market in Europe is becoming
more competitive, the legislative
requirements of the EU are
changing and the specification for
fresh produce and the quality
assurances required by the multi-
ples are becoming more demand-
ing. Meeting these requirements
is a huge challenge, particularly
accessing the relevant informa-
tion regarding EU standards, per-
mitted pesticides, maximum
residue levels and so on.
Initially, this does not sound that
complex, but when producers
may be dealing with 10 commodi-
ties, exporting to 10 different
European destinations ali with dif-
ferent regulations and a mixture
of languages, then the problem of
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information and current rules is
maghnified.

The ability to establish and
maintain quality assurance proce-
dures with such a wide producer
base as Kenya's (there are as
many as 20,000 small scale
growers of French beans, for
example) with differing production
techniques and in areas with no
immediate access to pre-cooling
facilities, has presented real chal-
lenges to exporters and the
Horticultural Crops Development
Authority (HCDA). A series of
training courses has becn run to
improve the ‘achnizal knowledge
of personnel in both the public
and private sector on post-
harvest handling and seminars
on sea transport have also
been organised, funded by the
Ministry of Overseas Develop-
ment (UK) and implemented by
the Natural Resources Institute
{NRI) and more recently by Writtle
Collegte in Chelmsford. The intro-
duction of sea transport technolo-
gy has been the key to the suc-
cess in expanding avocado
exports and havi-; established
sea transport technology for one
crop, the extension of this tech-
nology to other crops is more
realistic.

Again in a bid to keep Kenya's
industry competitive, the Fresh

Produce Exporters Association of
Kenya (FPEAK) has been reviewed
{with USAID assistance) and is
now an active organisation in pro-
moting general awareness of the

need for quality assurance and
channelling information to
exporters and producers.
Furthermore, a quality assur-
ance procedures manual is cur-

rently being prepared by the NRI
in collaboration with the Kenyan
produce industry with the require-
ments of the European markets
in mind.
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Kenya: what the importers say

DURING tis recent visit to the UK,
the Hon Simeon Myache MP,
renya's minister of agriculture,
spoke of the urgent need for
improvements to be made to his
country’s transport and produce
packaging sectors. His views are
echoed by the UK importers the
Journal interviewed.

The cost of air freight is the
real drawback and, s:v
importers, it is vital that rates
drop if Kenya is to remain com-
petitive. Agricultural attaché at
the Kenya High Commission,
Joshua Kiptoon commented:
“Kenya faces stiff competition
from countries which produce
similar produce as ourselves,
from those who are nearer to
European markets and from
those served by a larger number
of airlines and ships whose tctal
cost of freighting is definitely
ower than ours.”

Martin Hudson of Geest
Tropical believes the best way of
compensating to a degree for the
high cost of air freight (it can
account for more than 60 per
cent of the value of the produce)
and making Kenyan produce
more competitive, is to add value
at source. But, although feest's
suppliers, Home Grown Kenya,
prepack and label product, Mr
Hudson is adamant that rates will
havz to come down eventually as
exports rely on air freight: “A lot
of the lines are too perishable to
send by ship,” he said. Verity
Broad of Constantia belicves
shipping to be the only viable
option for heavy produce like avo-
cados and mangoes, however,
and forecasts a better service by
2€4 his season.

The Kenya High Commission
says that the price of jet fuel was
reduced by nearly seven per cent

in the middle of 1993 in order (v
mzke Kenyan imports cheaper,
but, as Mr Nyache pointed out,
this fall has yet to be seen in tha
form of lower freight rates.

As if the expense were not
enough, Nairobi airport can be

. somewhat chaotic - there are no

facilities for cold storage there
and delays are commonplace,
Caid one trade source. Home
Grown Kerya is ont of the few
export companies to have its own
airport facilities: “It was the first
to invest in a purpose-built cold
store tor produce at the airport,
so even if there are delays it is
not a problem. Geest Tropical
has also just invested in facilities
at Heathrow so that produce is
back in the cold chain very soon
'ter arrival in the UK.’

Access to the airport is getting
better. According to Mr Kiptoon,
‘allweather' roads linking the pro-

Exports of fruit and vegetables
(tonnes) from Kenya 1986-92

‘tonnes

‘86
SOURCE: HCDA, Kenya,

tainable.

lows:

France 19.8 per cent.

fruit.

Exports of fruit and vegetables have risen from 20,205t in 1982 to over 38,000t in 1992. The
increase in 1988 was due to a surge in pineapple exports, but this later proved to be unsus-

Principal destinations of Kenyan produce (including cut flowers) in 1992 (tonnes) was as fol

UK - 15,299
Holland - 14,479
" France - 11,336
Germany - 4,920

Exports to the UK represent 26.7 per cent of Kenya's total, Holland 25.4 per cent and

French beans are the principal line. In 1992, Kenya exported just under 4,900% to the UK.
This compares with 1,200t of okra, 460t of avocados, 176t of mangoes and 235t of passion

‘92
1

‘91

ducing areas with the airport and
the port at Mombasa have either
been built or improved in the last
few years and most exporters
now use refrigerated trucks:
“There are advanced plans to
increase their siumber, coupled
with cold storage improvements
which will help maintain and
improve the quality of produce for
export,” he said.

Also on the upside is the fact
that major airlines fly in and out of
Kenya on & daily basis to serve
the tourist trade. The abiity to
offer a daily supply of produce to
the UK multiples is a key advan-
tage which Kenya has over many
other African states, says Mr
Hudson.

Packaging, at least of product
for the wholesale markets,
com < in tor criticism. Mr
Kiptucn's comments reflect the
views of many: “At the moment,
Kenya's fresh produce is
exported and displayed in
not too attractive packaging
materials.” Avnish Malde of
Wealmoor is more forthright - it is
no better than it was 20 years
ago, he says. Kinder words
come from Constantia, however -
Ms Broad praises developments
in the packaging of passion fruit
which is now exported in an
all-white flat tray and of avocados
where stronger boxes are now
used.

However attractively packaged
and well transported, though,
Kenyan produce is still changing
hands for low money in the UK.
This, many believe, is the reason
behind the dropff in sendings to
this country reported by the
HCDA: “Prices are particularly low
for fine beans. On the continent,
prices are far better and sendings
there are probably on the up.
Nobody can make money on four
pounds a box, can they?” says Ms
Broad.

Mr Maiie sees Kenya's prob-
lems on a more general scale:
“Kenyan growers and exporters
need a more collective voice. In
Zimbabwe they have come
together and have a united front
to present to the government,
Kenya should be ahead of the
rest of Africa by a long way, but
Zimababwe and the Gambia are
catching up.

“} think that the industry has
woken up over the past two or
three years, though, and it is tak-
ing note of legislation in the UK
and Eurnpe. Things are changing
rapidly, but unless they continue
to do so, the Kenyans will find
they will lose out even more ﬂ
to the competition.”
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The leading grower and exporter of Kenyan produce and the premier
distributor within the UK, offer you a full range of Kenyan fresh
produce, flown daily to the UK - all packed, prepacked. or prepared to
your requirements.

~Wemzgm and Tropical are investing in production technology
and cool chain management covering -Waegmm Produce from source
through to distribution to your facility, as exemplified by Tropical’s
new Heathrow depot.

In partnership for over a decade

Tropical,

White House Chambers Spalding Lincs PE11 2AL
Tel 0775 761111 Telex 32516 Fax 0775 760483




iMBABWEAN PRODUCE

ZIMBABWE'S independence in 1980
left the legacy of a relatively poor
horticuttural export industry. In
former years tobacco, sugar, tea,
coffee and cattle were the main
breadwinners, for the former
Rhodesia. But the last decade has
seen a revolution in the fresh
produce sector, which is now the
fastest growing industry in
Zimbabwe.

Commercial growers have come
into their own and, through links
with established importers in the
UK and the rest of Europe, have
invested heavily in top notch post
harvest facilities to meet the needs
of the 90s at every level. This has
been tied to the provision of high
value hnes, targeted at specific
windows in the supply calendar.

Onthedistrihution side, Zimbabwe
boasts a good infrastructure of multi-
lane highways - which many believe
to be the best in Africa. Air freight
availability, once the biggest
constraint to export development,
has now been addressed with more
airlines than ever before serving
Harare, Zimbabwe's main airport.

Zimbabwe's produce export
situation has moved into another
gear following the completion of
efficiently run cold room facilities at
Harare airport - a major change
from the single store in operation
prior to independence.

Physically, the country is
landlocked by Botswana to the west,
South Africa to the south,
Mozambique tothe east and Zambia
tothe north - so the need to develop
a thriving air freight trade (with
prepacks very much to the fore to
offset the high costs involved), has
been of paramount impartance.

So how has this been achieved
andwhich crops have beenidentified
as potential winners on the markets
of Europe?

Zimbabwe, like its neighbour,
South Africa, is well placed to
provide a wide range of fruit,
vegetables and exotics over an
extended period of supply so, in
theory, export potential is huge. In
practice, this has not come about,
however, largely since air freight
costs have frequently been
prohibitive - meaning only high value

products 3re a feasible proposition,

and only those targeted at specific
windows in the supply calendar.
For example, nectarines, peaches
and plums, available during the
October to November period, have
been hugely successful, filling niches
on the market prior to the start of
South African supplies.
Passionfruit is also seen as
potentially appealing and the last

decade has seenextensive plantings
going in. However, the mid to late
80s saw a temporary setback to
2rowth, Heavy competition from
Kenya, combined with a collapse in
market prices, resulted in some
growers grubbing the crop and
moving back to tobacco. Since
then more cohesive marketing, an
identified need for the product at
specific times of the year plus the
growth of the processing sector for
product which isn't of exportable
quality, has seen a resurgence of
interest and plantings.

Growers aren't resting on their
laurels, however. Keen to expand
ineir fruit basket even further, other
high value lines are currently being
assessed for their export potential.

Frank Millar of MVM Zimbabwe
{for which Sunfresh Produce acts
as UK marketing agent) explains:
“Our aimis to develop a wider range
of produce for the markets of
Europe, and in particular the UK,
riding on the back of sucuesses we
have achievedtodate. Forexample,
much experimental work is being
carried out on the feasibility of air
freight provision for raspberries and
blueberries - these crops identified
as offering opportunities for the
future.”

Alan Crockford of Sunfresh
Producebelieves Zimbabwe is
moving in the right direction and
MVM now represents a very high
quality supplier backed by the
infrastructure needed to ensure
placement within outlets of every
type within the current UK retailing
framework.

One of the most successful lines
to have carved out a place for itself,
so far, is mangetout - based on
availability during the March to
November period.

Gordon Burr, of Fruit and
Vegetable Growers Co-op Ltd
(FAVCO), one of the largest fresh
produce setups in Zimbabwe,
comprising 70 grower members,
explains: *Zimbabwean mangetout
exports have risenyear onyear and
have increasingly attracted a
following, despite widespread
competition from Kenya and
Guatemala.

“At FAVCO, for example, we
expectto exportinexcessof 1,000t
of produce this year, of which
mangetout will form an important
component of the total marketing:
mix.*

More recently sugarsnap peas
have been showing a similar growth
pattern. Mr Burr suggests this line
could eventually paralfel mangetout

{continued overleaf}

While the 1992 drought adversely affected exports of mangetéur, the current
season lonks promising. According to Sunfresh, growing conditions have been

good, including plenty of rainfall, and, as a resuit, good availability throughout the
season is expected.
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{continued from overleaf)

volume - particularly with the
multiples and caterers taking the
product on board in a big way.

Others are waiting in the wings:
asparagus, courgettes, beans-both
French and runner - and an
expandmgrange of babyvegetables
have also seen increases in terms
of export levels, atrend which many
believe will continue for some time
to come.

Not alf exportinitiatives have been
successful, however. Three or four
years ago growers trialled air freight
sweetcorn during the November to
April period and, while there was a

. niche to be ﬁlled at that time, the

high flight costs didn't make it
economically viable for many of the
growers involved with the crop.
More specialist babycorn is now
being trialled and early responses
have been very encouraging,
however.

Air freight honeydew melons and
mangoes couldn't pay their way,
either, But as Mr Burr adds, both
products stili offer opportunitiesif a
successful seafreight trade can be
developed. While this is still very
much in its infancy, the potential is
certainly there and Zimbabwe,
through improved sea freight links,

{continued on page 16)
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Throughout Mainland Europe The Malet
Azoulay Group is recognised as a leader in
mainstream exotic produce.

This position has been achieved through
specialisation and a determined effort to
seek out and create the very best in quality
and continuity for our clients.

In Zimbabwe, this leve! of excellence can
be found at Chiparawe Farms.

We are proud to be associated with Chris
Kay and his team and are confident our
partnership will continue to grow in the
years to come.

‘RESH PRODUCE JOURNAL APRIL 2 1993

UK SALES OFFICE: MARKET CHAMBERS

- -MARKET PLACE, SPALDING LINCS PE11 1FL

TELEPHONE 0775 711565 FAX; 0775 711571
TELEX: 32889 ’

SOI.I.OXH AYINOZY L3TVIN




17

gIMBABWEAN PRODUCE

(continued from page 14)

viaBeira, could yet enjoy the sort of
growth that South Africa has
displayed in recent years.

One of the most significant
developments in Zimbabwe lies with
citrus, Many believe there could be
great promise for future growth
through the opening up of new
production areas and the uptake of
newer varieties which have the
potential to really boost exports.

Citrus production in Zimbabwe is
notnew. Alot of fruithas traditionally
been produced in the hot and dry
Lowveld, close to the South African
border. The more recent plantings
in the Highveld areas appear mare
promising, however -with satsumas,
clementines, Washington Navels,

Minneolas, Navels and Valenci
Latesidentified as potential winner:

This year could well see toke
quantities of Zimbabwean citru
arriving on the British and Europea
markets though realistic volume
are unlikely to be' availabla unt
about 1995. By then, grow
establishment programmes ar;
expected to be well in hand.

Zimbabwe's citrus growers hav
one great advantage in their favou
which many believe should be
capitalised on. Climatic condition:
there enable them to produce frui
as early as April - in effect enabling
supplies to fill a niche in the marke'
place before South Africar
availability comes fully on stream,ir
June, and during the tail end of the
Israeli season.

Frank Millar, of MVM, keen to develo,
specifically at the markets of Europe.

p a wider range of produce targeted
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_ForLondon basedimporter, Janic,
citrus has certainly proved to be a
growth area though true potential
on the export front has yet to be
fully realised, believes managing
director Terry Watts: “We first
became involved with Zimbabwean
citrus, through an exclusive
marketing arrangement with
Oceanic Fruits, about six years ago.
Since then we have seen sales
expansionyear onyear-1992 being
the exception as a result of the
drought and a 30 per cent reduction
in sendings. Nonetheless, we
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believe that further growth is
achievable - growers there
expanding their varietal portfolio to
meet European market needs
through the development of newer
areas of supply.”

This is being backed by heavy
investment in new packing and
processing facilities by the country’s
progressive growers which will
uttimately mean the total crop can
bemarketed quickly and effectively.

Plans to extend existing facilities
at Ceira will also help in sea freight
developments - particularly since

Zimbabwean produce exports
1989-93

tonnes

jvd

1989/1990 1990/1991

Sunfresh product being packed at the M!

VM packhouse.

virtually all citrus exported is
currently sent via South African
ports.

Fruit and vegetables apart,
Zimbabwean growers are also
developing their flower business.
Exports itave increased at a
dramatic pace over the last couple
of years and growers have moved
away from traditional crops, such
as chrysanthemums and asters, to
long stemmed roses - a decision
which has certainly proved lucrative
to date, especially on the Dutch
market.

Instrumental in the development
of new export markets, whether for

fruit, vegetables or flowers, has
been the Horticultural Development
Council. This is a body funded by
levies and membership
subscriptions, which was set up in
1989 to promote Zimbabwean
produce abroad.

Its role has been highly successful
in setting up the export retention
scheme and is now looking to
increase research into new crops,
plus improving facilities at the
airport, quality schemes and
generally moving to put
Zimbabwean produce on the
international supply calendar ﬂ
more effectively.

Suppliers of Raspberries, Beans, Mangetout Peas, Asparagus,
Baby Corn, Sugarsnap Peas and Chillies

Marketed in the U.K. exclusively through Tropical Produce

Tropical Produce, White House Chambers, Spalding, Lincolnshire PE11 2AL
Tel: 0775 761111 Fax: 0775 760483 |

FR

Contact Clive Bayston
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FOR EUROPEANS who take for
granted high technology, a
temperate climate, refiable transport
systems with relatively short
distances to cover and a highly
experienced workfc e, India must
come as a shock. Two companies
inparticular, however, have ventured
onto the subcontinent and taken up
the challenge toexportindia's grape.
Althoughthey sayitis too earlytobe
certain how the country's praduction
will develop, Frumar Ltd and Three
Ways Intemational Ltdboth feelindia
is moving in the right direction to
become an important source of
supply in the grape calendar and
they are both planning to increase
their involvement in seasons to
come.

Frumar claims to have been the
first to develop an export project for
table grape and is now in its second
year of operation, working an
exclusive marketing arrangement
with the Punebased Kalyani Agro
Corporation, a subsidiary division of
BharatForge Ltd. Mark Bradnum,
marketing director of Frumar, is
bullish about the 1993 season. He
told the Journak: “So far everything
has gane to plan. We have laid down
rigid quality requirements for the
Indians to adhere to and they have
fared very well - they are very hard-
working and serious about taking
on board the demands. Now that
we have established that grape can
be exported, there has been better
preparation by growers and we are
confident that our export volume
willbe uponlastyear. Nevertheless,
it will not be the volume we had
hoped for because there was
unusually hot weather about two
months ago which affected some of
the crop. Quality is up to standard,
however.”

Three Ways, on the other hand, is
the exclusive marketing agentin the
UK for the Mahagrapebrand of Indian
grapes exported by Conwood
Foods. According to Nigel Quick,
one of the directors of Three Ways,
Mahagrapes has recently made
considerable investments in
facilities, which have resulted in an
improvement in grading and
presentation over last year's first
trial season when product was field
packed and cooled in mobile pre-
cooling units: “They have just
completed work on 17 preooling
and packing stations throughout the
state of Maharashtra, This gives
them the advantage of being ableto

just Nasik and Pune where most of

potential to become a regular source of grape is stili to
be fully realised. However, importers are excited about
the possibilities the country offers as its infrastructure

gradually improves in order to meet the demands of the
UK buyers. Benefiting from a wide range of climates and
with grape grown from Rajasthan in the north down to
Tamil Nadu in the south, India could extend its season
considerably - are we seeing the beginnings of a new
Chile? Tessa Fox talked to two importers currently
backing the sub-continent.

irrigation constraints - the water
required for one acre of sugar can¢
is enough for 12 acres of grapes

and a strong domestic market for
grape. Three Ways and Frumat
both major inthe Thompson variety.
though the former vall also bring it
Saga Gold, Sonaka Seecless an

grapes to between zero and one
degree celsius within four hours.”
Although grape is grown all over
India, belts of production have
developed in particutar around the
two towns of Nasik and Pune,
approximately 160 miles north and
south of Bombay. The area
developed from being a sugar cane
production zone because of

export graded, fast<ooled grapes
from all the growing areas and not

their competitors are situated.

All the facilities are purpose-built
brick units. Precooling is carried
out by forced air high humidity
coolers imported from the USA and
Australia which are capable of
reducing the temperature of the

(continued overleal
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continued from overleaf)

harad Seedless. Frumar,
1eawhile, is planning to import
olumes of Tas A-Ganesh (a white
eedless hybrid of Thompson) and
ismiss Chorni, a flat seedless
ariety as well as Thompson.

Importers say thatthe Indian grape
eason has the potential to run from
anuary to the end of May if growers
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take best advantage of the range of
climates in the country. In respect
ofits climatic ranges, Iniais similar
to Chile and it has been heralded as
the Chile of the future by some,
although extending its season will
depend on the monsoons which
normally begin during the middle of
June. This possible lengthening of
the seasonis one of the most exciting
aspects of India, say importers:

“Although there is still an enormous
amount of work tobe done, we have
been impressed by the willingness
of the growers and exporting
companies to adapt and change in
order to produce grapes which are
acceptableto the Europeanmarket.
Together with the considerable
investment that has been made in
packing and cooling, this will, in
future years, enable Conwood/
Mahagrape to compete favcurably
with grapes from any other source
during January to May,” Mr Quick
told the Journal. At the moment,
India's main productioninthe central
southem region has a four- to six-
week window from mid-April to the
end of May wnen it capitalises on
the gap between the end of the
Cl ilean season and the start of the
Mexican airfreight arrivals in mid-
May. )

Despite a common thread of
optimism, there are obvious
difficulties in dealing with India. Mr
Bradnumidentified two main hurdles
to be overcome: “Firstly, there is a
total lack of knowledge of how to
export produce - up until last year
the issue had never been
approached onacommercial scale.
Secondly, the infrastructure is not
set up to handle produce efficiently
-the company we work with, Kalyani,
is the only one to have its own
packing facilities,

"We see the role of Frumar as one
of educating and there is an
advantage in starting from scratch
in this because we are not battling
against preconceived itleas. The
people we work with have not been
trained to operate according to
anyone else's methods. There is
still a lot of work to do but progress
is very encouraging and a lot of
credit must go to Kalyani Agro
Corporation which has been able to
make considerable investments.”
Transport in India is an obvious
difficutty, too, as many roads are
not tarmacked. Frumar loads
containers directly at the packing
point and they are then trucked to
Bombay, an overnight journey of
eight hours, while the sea transit
from Bombay to the UK is 19 days.

importers are wary about
predicting India's future position on
the grape market, and though
positive attitudes reign in general,
MrBradnum of Frumar offers aword
of waming: “The Indians need to be
very careful to avoid a situation
where the entrepreneurial class in
Indiabecomes aware of the country’s
exportpotential and toomany people
jump on the bandwagon with the
result that quality standards go out
of the window. This could damage
India's image in the same way as
has happened in other ﬂ
countries,”




Food & Drink News

The Indian processed food industry is
sct to expand at an annual growth rate
0f9-12%, increasing its value from the
equivalent of US$50m (ECU42m) in
1992 1o around $100-120m (ECU84-
101m) by the year 2000. Growth po-
tential could however be much higher,
according to a McKinscy rcport*, if
investment in food processing were to
beincreased, cheaper altermative pack-
aging matcrials werc used and a proper
chill chain were cstablished. Food ac-
counts for just over 50% of houschold
expenditurc andalthough food expendi-
wurc as a percentage of GDP generally
declines as living standards increase,
consumer trends develop towards
higher valuc-added products (ready-
made mcals, frozen foods). Consumer
demand for branded processed food
products is also expected to increasc.
The Indian government’s Planning
Commission estimates that food con-
sumption rosc by 35% between 1980
and 1989 (comparcd witha 19%risein
population), owing to higher dispos-
able incomes- among the middle-class
population.

Economic liberalisation

Since the government introduced its
radical cconomic policy of liberalisa-
tion in the summer of 1991, forcign
investment has rocketed. Direct for-
cign investment totalled $1.4bn
(ECUL.17bn) in 1992 compared with
an average of around $100m
(ECU84m) in the Eightics. Overscas
companics have rccognised the un-
tapped potential of an 870 million head
consumer basc and have been encour-
aged by fiscal and investment reforms.
Foreign investors may now hold a
majority 51%stakeina venture, short-
tcrm capital gains tax for forcign in-
vestors has been cut from 65%to 30%,
import tanifs have been reduced and
the administrative process for invest-
mcnt is beginning to be simplified.

Foreign investment rising

Alrcady, the difference s clear.
McKinscy reports how PepsiCo waited
for ncarly five years before its proposal
to enter the Indian market was aceepted

A
passage
to
India?

in 1990. In contrast, just two ycars later,
Coca Cola waited only three'months to
have its re-entry application approved.
Inthetwelvemonths following thelaunch
of the liberalisation policies, the govern-
mentapprovedalmost | 000 forcignjoint
ventures. Last year the US accounted for
30.5% of investment and was followed
by Switzerland with 18.5% and Japan
with 16.4.

Nestlé & milk products

Nestlé has liad links with Indii since
the start of the century, when it began
importing condensed milk and infant
foods. In the late Fiftics, the Indian
government’s cconomic policy aimed
to reduce the balance of payments defi-
cit, bringing with it a package of pro-
tectionist measures to regulate imports.
Under the new laws, Nestlé had to
abandon its previous business but in-
stead chosc to begin local production
inorderto maintain aninterest in India.
Lengthy ncgotiations led to the crea-
tion of a milk products company, based
inMoga (Punjab Statc), in which Nestlé
held 90% of the capital. By 1992, the
1 671-cmploycecompany was produc-
ing 58 000t of food products, includ-
ing instant noodlcs, soups, tomato-
based sauces and Nescafé.

In 1978, Nestlé was permitted to hold
only 40% of the share capital owing to
incrcasingly restrictive investment
laws. Following the 1991 reforms,
Nestlé may, in principle, own 51%, but
the company has had to contend witha
mass of burcaucratic barricers, which
delay the implementation of new laws.
At the end of 1992, the Nestlé/India
Company had over 47 000 sharchold-
crs, but Nestlé was still in the minority.

KitKat reaches India

Nestlé now has three other factorics:
the Choladi plant, built in 1967, proc-
csscs tea leaves into soluble instant tea
for export, while the Nanjanjud p'ant
manufactures Nescafé and coffee and
chicor, instantdrink products. Opened
in Ap1l 1993, the Samalkha factory
makes a range of soya-based products.

In 1991, Nestlé began to rent a section
of the production lines in a manufactur-
ing plant owned by a cooperative of
cocoa planters. Under Nestlé supervi-
sion, chocolate products arc made there,
although the arrangement is only tempo-
rary. Nestlé plans to build a fifth factory
in the north of Tamil Nadu Statc to
manufacture chocolate and confection-
cry products, including KitKat.

BSN & Britannia

BSN’s interest in India dates back to
carly 1990, when it acquired a 50%
stake in the holding company, Associ-
ated Biscuits International Ltd, consti-
tuting an indircct 21% stake in Britan-
nia Biscuits, the lcading biscuits manu-
facturer in India with a 36% market
share. Eventhen, the group recognised
the market’s growth potential and the
rapid increasc in the proportion of the
upper-income scctors of the popula-
tion. A few weeks later, this deal was
followed by the acquisition (jointly
with the chairman of Britannia, Rajan
Pillai) of the former Nabisco compa-
nics in SE Asia. In 1990 salcs of Bri-
tannia Industries (India) were the
cquivalent of FF850m (ECU132m),
rising to FF1bn (ECU149m) in 1991
following the launch of a number of
‘LU’ brands. Despite severe economic
problems in 1992, Britannia’s Indian
biscuit production increased signifi-
cantly to 100 0001, giving sales the
equivalent of FF764m (ECUI14m),
up by 3% at constant cxchangc rates.

Earlicr this ycar, BSN broke links
with Rajan Pillai, following allega-

- tions that Pillai had misusecd joint funds

(sce Eurofood, April 1993, pl8). At
the beginning of August, BSN bought
Pillat’s interests in the Britannia
Group’s biscuit and snack operations,
giving it a 43% stake in the groun's
Indianunit (sce September 1993, p24).

Eurofood October 1993
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Cadbury raises stake

Cadburyisalrcady a well-cstablished

brand in India. In March this ycar,
following rights issucs, Cadbury
Schweppes’ sharcholding in Cadbury
India Ltd increased from 40%to 51%,
the maximum currently permitted ur-
der local legislation. The cost of the
additional investment was £6.3m
(ECU8.2m), satisficd in cash.

AL & Jagatjit

Allied Lyons plans to create a JV with
Jagatjit Industrics of New Delhi, oac of
India’s largest spirits producers, via its
alcoholicdrinksdivision, Hiram Watker.
The 50-50 JV is to import and bottle
Scotch whisky in India and produce a
range of spirits for both the home and
international markets.

Some legal restrictions are still in
place however, Foreign spirits compa-
nies may not open manufacturing fa-
cilitics, but must rely on their partner’s
existing facilitics. Exports arc also
compulsory, inorder to balance out the
cost of imports.

GrandMet’s drinks division, IDV,
recently announced itis to produce und
distribute drinks in India via a new
joint venture, International Distillers
India, with an as yet unnamed partner
(Eurofood, Scptember 93, p25).

Bass opts for hotels
Bass, the largest brewing company
inthe UK, has announced that its Holi-
day Inn Worldwide divisionhas agreed
tosetup ajoint venture with Inn Realty
. Hotel Ventures of India, in order to
open seventy Holiday Inns, mainly in
secondary citics, over thenext ten years.
It hopes to benefit from growing de-
mand forhigher-class accommodation.

Inflation worries emerge

In August, India’s inflationrate (ycar-
to-ycar wholesale price index) rosc to
6.2% from 5.8% in July - the first
climb after weeks of decline. Econo-
mists warn that inflation cannot be
allowed to exceed 7%, othenwise eco-
nomic reforms may be threatened. The
increasecoincides with inadequate rain-
fall in August, worrics over September
precipitation levels and large rises in
government loans from the Reserve
Bank of India. India’s farm scctor is
extremelv dependent on sufficient min-
fall and low crops incvitably lead to

bigher food prices. Food and primary
products are a major part of the infla-
tion index. Nevertheless, the govern-
ment hopes to be able to control food
price inflation, thanks to the current
high level of stocks. Grain stocks, for
example, now stand at around 25 mii-
lion tonnes.

Despite optimism that the reforms
arc at last bringing benefits in the form
of higher exports (+27% in the first
four months of the financial year), fear
of possible redundancics as a result of
theeconomic liberalisation programme
has caused a serics of strikes recently.
Besidcs social unrest, investors in the
Indian food industry will have to con-
tend with problems such as the recent
invasion of north-western Rajasthan
state by a swarm of locusts. So far,
India has managed to prevent the pest
from rcaching the fertile areas of Pun-
jab and Haryana, considered to be the
granary of India. The FAQ has warned
thatIndia could face major locust prob-
lems over the next two years, if the
breeding cycle is not broken.

* The McKinsey Quarterly 1993, no 2
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L N N
here has been o sudden
spurt of activily in the

nascent mushroom indus-
try in India. After choco-
lates, chips and fizzy soft
drinks, now it is the turn of
mushrooms. At least len
big industrial houses " are
now turning towards this
high potential high protcin
mushrooms.

India, in fact, may soon
grow to be a major exporter
in the world of mushrooms
which is a highly labour-
intensive industry. Says Mr
Bharat Epur, vice-president
of Dyna Lamps and Glass
Works Ltd,, who set up
Mushrooms Impex India
Limited, “India has all the
advantages — cheap labour
and large availability of the
raw materfals. The de-
veloped countries are gra-
dually slowing down be-
cause of the high labour
costs.  Several  western
manulacturers  are  now
shifting their production
base to countries like India
with cheap labour costs.

Mushroom TImpex will
set up its farm with tech-
nical know how from Gaul
Engineering; of Isracl. The
Rs  22-crore, 3000-tonne
capacity plant set up in
Ranga Reddy district of
Andhra Pradesh will be
commissioned in another
one and a half years.

Though mushiroom cul-
tivation is fast becoming a
high-tech process, harvest-
ing still needs to be done
manually, requiring a large
warkforce which India has
in plenty.

“Earlier mushroom pro-
duction in Iidia had been
meagre and seasonal. To-
day, with foreign collabota-
tions bringing sn technolo-
gy of envitommn-at control-
led  cultivation  there s
tremendous  potential for
mushroom  production in
India,” says Mr Unnikrish-
nan of Sapthanshi Agro fn-
dustries. This agro foad
finn was promoted by Mr
K. Jajoo in collaboration
with the Duteh firm Dalsem
Veciap by Agro tndustries
primasily 1o set up 100 per

-up at Chenglepet

INDIAN FIRMS EYEING

GLOBAL MARKET

While the domestic market for
mushrooms might take quite a
while to come of age, the potential
for export seems to be tremendous,
writes Jaya Menon.

cent EOU for
manufacturing
canned button
mushrooms. The Rs
21.4 croro project coming
will
go on stream by Novem-
berh993,

The Madras based Ponds
was the first of corporate
body to export mushrooms.
In 1987, it sterted growing
mushrooms as a research
operation. In 1989, they ex-
panded it on a comme.nial
scale setting up a larje-
scale farm producing 3,100
tonnes of mushrooms os ery
year. The 2S-acre fara is

situated In Ketti in Ooty.
With a 100 per cent buy-
back arrangement with lts

American collaborator,
Georgio, Ponds exported
mushrooms worth Rs 19
crores last year.

The button mushrooms
is particularly favoured be-
cause it has no fat, no sugar

and no cholesterol. It is
almost a substitute for non-
vegelarian and Americans

love it. In fact, the per capi-

ta consumption of
mushrooms in the US is as
high as 1two pounds
annually.

Markeot watchers are ox-
tremely hopeful. With fore-
ign collaborators tying up
with Indian {irms and help-
ing set up hi-tech farms
with euvironment control-
led cultivation and the
strong boost being given to
this sector by the govern-
ment tho mushroom indus-
try is indeed mushrooming.

One of the other players
in the ficld is Tata Tea.

Though  their
started off as an innov
method of recycling «
from thoir tea factorde:
is at present small
pared to the others, jus
tonnes, it is slated fc
pansion. About 22
panics have in fact
Issucd licences — Tat
RP Goenka group hav
istered thelr proposal:
the commerce minist
setting up two mush:
projects.

India, now has
mushroom farms —
of Ponds (India) Ltd
Dehra-Dun-based
Foods, TEGS in Patla
the Tata Tea farm —

Contd on
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. access to modern technolo-
gy and having a combined
capecity of about 6,000
metric tonnes of
mushrooms.

In {act, in 1991-92, India
exported about 50 metric
tonnes of dry mushrooms
and about 1,200 metric ton-
nes of processed
mushrooms. The total fore-
Ign exchenge earning dur-
ing the period was sround
Rs 16 ctrores. With four
more farms with total
capacity of 10,600 mt. per
year coming up and about
20 more baving registered
themselves India will soon
take & prominent position
in the world export market
of mushrooms.

There {s a large market
for button mushrooms,
mostly used for soups and
pizzas In the world today.
Tho qualifying factor is that

button mushrooms have
high protein and low
cholestorol content. -
Though button
mushroams, oyster
mushrooms and paddy

ctraw mushrooms are cufti-
vated in India. The global
consumpUon of mushroom
has grown on an average by
over 24 per cent over the
fast five years from 10 lakh
tonnes par annum In 1987

to 21 lakh tonnes in 1992.
This Is expected to grow

further to over 30 lakh ton-"

nes in {wo years' time.

There is also a fcar
among Indian producers
that in the long run the in-
dustry may not be all that
viable. Says a Ponds (India)
official “There has been
over production by coun-
trics like Chine and In-
donesia. This year the
prices crashed by over 50
per cent thanks to large-
scale dumping by China.
Lest year, China accounted
for 25 per cent of the world
trade and India’s share was
less than one per cent. Un-
its now coming up are tak-
ing up the higher price for
project viability. This was
corroborated by reports in
certain soctlon of the press
in India.

However, Bharat Epur
dismlissed reports about
pricez slumping as mis-
leading. 'Food News' is a
highly credible American
newslotter which publishes
prices of mushrooms in the
world market. And the last
six months, trend in prices
has been very encouraging.
"I can find no supporting
evidenco for the low price
quoted by magazines in In-
dia. The only explanalion
could be that the particular
company which sold it for

such a low price must have
sold low quality products.
Mushrooms aro cither sold
whole or without the stem.
Value gocs down when it is
sold in bits and pieces.
This is a well-established
commodity trade and the
prices cannot be arbitarily
fixed."

On its part, the Indian
government, in an attempt
to boost agricultural ex-
ports, liberalised the im-
port of mushroom culture
[spawn) in June this year.
Mushroom export oriented
units can now procure
mushroom culture at their
conveniance from identi-
fied suppliers without an
import permit.

With fndlan firms setting
up mushroom farms with a
full buy-back arrangement
with their cvllaborators,
the real competition {s from
ourside, especially from
countries like China and
Indonesia. Says an industry
source, "Tho only waty to
survive is to be cost-
offective”.

Howover,Mushroom Im-
pex Limited has set its sig!.!
on more high-value &nd
high-cost projects In future.
Says Bharat Epur, "After
pethaps five yeass, we will
go Into production of exolc
mushrooms. The cost of

roduction will be much
iigher but these
mushrooms have very high
value”.

In fact, India is known
for its exotic mushrooms.
Certain variclies of such
mushrooms are collectoa
from forests in Himachal
Pradesh, Jammu end Kash-

mir and Uttar Pradesh, for -

exports.

There are several local
end small-time manufa.-
turers in certain pockets of
the country. A company iu
Madras, for instance, lrains
housawives In setting up
small farms in their tor-
races. Though, these are
only for oyster mushrooms,
which are testy with no
protein-velue and are pro-
duced only for local con-
sumnption.

In  North Himachal
Pradesh, the collection of
mushrooms from small
farms  constitute  about
2,000 metric tonnes of but-
ton mushrooms. Though,
presently the domestic
market I8 not very substan-
tial, manufacturors may
well test {t out In future.

Says Mr Unnikrishnan of
the Madras-based Sapth-
arshi, "With more aware-
ness and availability, the

domestic market may pick
up”. Conflrms Mr Bharat
Epur, “We will bo selling a
small percentage, about
five to ten per cent of our
rejects In the domestic mar-
kot. The Indien market
prices for mushrooms are
quite sffordablo, there is a
lack of ewareness emong
consumers and hence thero
is little or no demand"’.

The culuvation of
mushrooms is as follows:
First, compost is prepared
out of agrowaste products
like rico paddy, wheat
straw, lecaves end sugar-
cane bagasse. Thess are tro-
ated at different tempera-
tures to get rid of unwanted
organisms. The (reated
compost Is then pastou-
rised and spawned, ; ater,
the spawned plants are
transfonmed to  cropping
rooms where they are kept
for 74 days to mature. The
harvested crop Is then pro-
cessed and canned for
marketing.

Industrial houses like
Tatas and Ponds who were
the flrst to manufacture
mushrooms selectod sites
In Muoner end Ooty, ro-
spoctively, since hilly and

cold areas were considered .

for more suitsble for
mushreom cultivaton.

This no longer ‘scems to
be the trend. According to
Mr Bharat Epur, whose
farm will come up near
Hydorabad, "It is casler
near the towns because we
can tallor our needs to the
avellability of raw mate-
riala. If the farm is in a re-
mote hill station, it is diffi-
cult to truck all the material
there. Also, thero may be a
lack of infrastructural faci-
les".

while the
domestic  markpt  for
mushroomns might take
quite a while to come of
age, things scetn bright on
the export scene. The
potential for exports scem
to be tremendous. With
players big and small set-
ting up farms with im-
ported or superior indige-
nous technology, il seemns
that the Indian mushroom
industry is poised for a take
off and will soon emerge as
a major contender in the
world mushroom market.

However,
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Grapes from India -
a Co-Operative Venture

Among the many problems faced by India, immediately
after independence was how to increase its food produc-
tion substantially to feed its teeming population now
estimated at 900 million. Having achieved this objective
in terms of *‘Green Revolution® some decades back the
government geared its attention towards horticultural
development. The currént 8th Five Year Plan has car-
marked a massive financial engagement to bring aboutan
allround development of this important sub-sector.
India presently produces about 30 million t of fruits and
51 million t of vegetables excluding 15 million t of pota-
toes and 3.5 million t of onions. Among the important
{ruits grown are mangoes, bananas, apples, litchies, citrus
fruit, pineapples, kinnoos (type of tangerine), grapes and
guavas besides a number of other tropical fruit. In the
vegetable group potatoes, onions, garlic, okra,eggplant,
gourds and cabbage are worth to be mentioned. Along
with that gocs a line of ‘luxury vegetable’ like asparagus,
broccoli, celery and mushrooms.

Total cultivated area under fruit and vegetables in the
country cover about 12 million ha, which is about 7% of
the total area designed for agricultural purposes. This
group contributes about 18% to the gross agricultural
output. With this massive production the country now
ranks second in world fruit production after Brazil and
similarly in vegetable production after China. Its contri-
bution in the world trade, however, is negligible because
it has first to mect its domestic requirements to feed the
Indian population. With the rising standard of living the
consumption of fresh fruit and vetables in the country is
on the rise. There are wide regional and climatic contrasts
within the country suitable for both temperate and tropi-
cal crops including off-secason products.

Unlike mango, the commercial cultivation of grapes in
India is some three decades old. It is still regarded as fruit
for the upper class of the society. Grapes are produced
mainly in the western and southern regions occupying
about 1% of the cultivated area there with an estimated
production of about 350,000 t. 90% of production be-
longs to the Thompson Scedless and 10% to sceded vari-
cties. Although comparatively more perishable, grapes
are still being transported by non-refrigerated or air-
cooled trucks trav~'ling as much as 2000 km under tropi-
cal conditions to serve the distant markets.

Some three decades back the stock of Thompson Scediess
grapes was imported into Maharashtra from California.
Some new varities, such as Sonaka, Saga, Gold, Tasa
Ganesh, Shard Seedless have been developed. These vari-
eties are the refinements of Thompson Scedless. Maha-
rashtra, a western state boidering the Arabian Sea is the
leading state with an area of about 15,000 ha with an
annual production of 25,000 t. The co-operative move-
ment there is very strong and active. It is mainly involved
in the production of grapes.

Due 1o concerted efforts made with excellent extension
support i yield of 8 to 10 tfacres of seedless and 15 to 18

International Frnit Workt 3 £r
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t/acres for seeded varieties has been achieved. The berry
size varies from 2 to 4 cm with up to 24° Brix.
The entire export trade continued to be in the hands of
commission agents who were not giving a fair deal to the
grower. The air freight costs “penalized” Indian grapes
for exports. The quality and the shelf life were poor as
there were no packinghouses, no pre-cooling facilities
with practizally no grading or selecting facilities available
nationwidc. The whole industry was virtually at the verge
of collapse. Traditionally the Indian farmer is merely a
farmer and therefore more prone to exploitation both
within the country and abroad. What has been a very
encouraging feature in Indian agriculture is the fact that
the farmer has learned that quality, reliability and regu-
larity of supplies, in other words, discipline, are the basics
of the business.
To encourage production and exports a good institu-
tional base has been set up and institution like the Agri-
cultural and Processed Food Products Export Develop-
mant Authority (Apeda), the National Cooperative De-
- velopment Corporation, the National Horticulture
Bnard as well as the Horticuliural Research Stations have
been formed.
The Maharashtra State took the initiative to organize the
exports. A team of professional growers and a few dedi-
cated officers were sent abroad to study the marketing of
grapes and the infrastiacture requirements. Soon after
that the project was prepared and the farmers’ coopera-
tives covering some 4000 families was formed. Ma-
hagrapes is a registercd organization with the aim of
marketing produce on the domestic and the export mar-
kets. The holdings being small, mobile pre-cooling units
were the only answer. They were locally designed and put
into operation. The cold storage in India is hundred years
old and all the machinery is manufactured locaily at
competitive prices. For Mahagrapes very colousful card
board boxes for 2 kgs of fresh grapes were designed. A
humble beginning was made to ship grapes by reefers
containers. In the 1992 season 6,600 t were shippea to
Europe on behalf of Mahagrapes. From Bombay it takes
wo to three weeks for the consignments to reach the
European market. This new export venture gave a lot of
coniidence to people involved and opened up export av-
cnues for other fruit. Many private companics like Go-
drej, Kalyani Agros, ITC, Freshtrop and G.M. are to
enter in a big way offering a varicty of products.
/\ccording o Gokul Pamaik, chairman of Apeda, India
has the potential of exporting 100,000 t of fresh fruit and
50,000 t of vegetables annually in the course of the com-
g years. With shipments by reefer containers getting
very popular mady new itens and products spread over a
arger part of the woild should be possible. i

Vine grower at Ozar in the state of Maharashtra inspects his
vineyards,
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Jamaica expects jump in
tropical fruit production

o

New corporate investment in Jamaica

TROPICAL fruit growers in
Jamaica are increasing produc-
tion of papayas and mangoes in the
expectation ef capturing one fifth of
the total European market for these
two fruits witliin two years. And
much of this new expansion in pro-
duction on the Caribbean island
comes from corporate investors keen
to take up the epportunities that are
appearing in the export of these non-
traditional fruits to the EC.

“Papayas and mangoes are already
among the leading tropical fruits
consumed in major EC markets”,
said Diane Edwards, senior trade
commissioner at the Jamaica Trade
Commission in Brussels. “We believe
there is still great potential to grow
sales”. Jamaica's fruit sector is
braced for a massive increase in pro-
duction of a range of mainstream
commercial varieties in the next half-
decede: papaya production is set to
climb by 70 per cent as 200 hectares
of new farming land is planted with
papayas to add to the 350 hectares
already in full predaction, while
mango production should jump by
200 per cent over the next four years.

Indeed, Jamaica's fruit export sector
has already been quick to profit from
the steady expansion in year-round
demand for tropical froits in Europe.
The Jamaica Trade Commission
reports that Jamaica doubled to 12
per cent its share of total EC sales in
just three years while European
demand for papayas and mangoces
expanded by 20 per cent in the five
years to 1992,

Solo, the commercial American
variety, constitutes the large majority
of papaya prodoction in Jamaica

Eurofruit Magazine November 1993

Papaya and mango output to leap forward

while mango plantings are made up
of Tommy Atkins and Keitt rather
than local Jamaican varieties, said
Ms Edwards. -

The Jamaican government has
sponsored initiatives to diversify the
country's agricultural sector into
new export products. It has not had
difficulty in finding buyers for its
substantial holdings in the country’s
farming sector. The business and
banking sectors in Jamaica have been
attracted by the new opportunities in
dovelopmont of papaya and mango
exports in particular. For example,
NCB Investments Ltd, part of the
National Commercial Bank Group,
one of Jamaicu's leading financial
institutions, is funding tropical fruit
production on part of 400 liectares of
prime farming land close to
Kingston, Jamaica's capital city.
Clarendon Park Orchards has already
turned over 50 acres of land to
papaya production,

Mecanwhile, Jamaican fruit growers
have been able to take advantage of
improvements in high quality freight
links with Europe. While the avail-
ability of air-freight poses few prob-
lens, the high costs involved have
not helped them competite offective-
ly against sea-freighted arrivals from
Central America. However, success-
ful trials of sea-freighted shipments
of papayas and mangoes, brought in
reefer containers on board modern
recfer vessels carrying bananas to
Western Europe, are-expected to give
Jamaican tropical fruit'producers a
greater competitive edge. Not sur-
prisingly, Jamaica Producers Ltd, the
UK-based company which has
recently extended its holding in the
island’s banana production, is also
involved in the new production of
papayas and mangoes. The company
has recently acquired some 2,000
acres in production in the Belvedere
region of Jamaica, Ms Edwards told
Liurofruit Magazine.

Exporters are hopeful of marketing
larger volumes of papayas and man-
goes in established tropical fruit eat-
ing markets like Germany and the
Benclue countries. To date, Jamaican
fruit sales have been concentrated in

the UK, where their share of total -

papaya and mango sales is already
strong. Fruit has been exported into
major Continental European markels
for some years. They will have been

boosted by recent developments:
woll-placed trade sources told
Eurofruit Magazine that two leading
Jamaican papaya growers have now
concluded a lucrative, first-time con-
tract with the leading supermarket
chain in the Netherlands.

Exporter sees
higher exotic
fruit sales

XOTIC fruit sales in Europe

show great potential for
growth because general levels of
per capita consumption of a range
of exotic fruits are still compara-
tively lew, says one of Colombla's
leading exporters of exotic fruit
and vegetables.

“European consumption of
apples is one hundred times high-
cr than demand for some exotic
fruit types”, Néstor Gutiérrez of
Bogoté-based exporter Frutierrez
Ltda told a MOFEL trade seminar.
“And increased demand for high
quality, higher value exotic fruits
and vegetable could help to dispel
some of the recessionary impact in
other parts of the fresh produce
sector”. ' '

The value of exotic fruit exports
from Colombia has grown from
$150,000 in 1988 to an expected
$5m in 1993, Mr Gutiérrez said.
Further large increases are expect-
ed, with mangoes the best placed
to record new sales. Three thou-
sand hectares of mangoes have
been planted in Colombia in the
last five years.

New possibilities to sea-freight
fruit in reefer containers could
halve transport costs, said Mr
Gutiérrez. These lower costs
should help increase shipments.

But leading Swiss food retailer
Migros, whose sales of exotic fruit
and vegetable sales account for
seven per cent of SFri.1bn
turnover on fresh produce, reckons
further growth in exotic sales is
unlikely. “The boom is over for
some exotic items”, said fresh pro-
duce trading director Hans-Rudolf
Maéri. Migros does not expect
future sales of exotic fruits to
enjoy the same rates of rapid
growth as in the 1980s.

The exotic fruit sector needs to
concentrate on higher quality to
allow betler producers to prosper
and to encourage higher rate of
purchase at the point of sale.




Ivory Coast pins hopes on pineapples

New European “panel” system in the pipeline

HE LEADING pineapple

exporters in the Ivory Coast are
planning a series of wide-ranging
changes to their sales and distribu-
tion network in Europe in an effort
to recover market share lost to
major competitors in recent years.

“The Ivory Coast pineapple sector
is looking for the best way in which
to market its fruit in Europe”, OCAB
executive director Emmanuel Dolly
told Eurofruit Magazine. “Last sea-
son we had over 50 European
importers handling our fruit. To
achieve the best results, we should
have not more to 12 to 15", Eurofruit
Magazine understands that a small
number of receivers of Ivory Coast
pineapples is planned for each major
export market in Europe. The Ivory
Coast believos these changes are
vital if it is to grow exports to
Europe to 200,000 tonnes by 1995, a
sharp rise on the 130,000 tonnes of
pineapples expected from the Ivory
Coast this year.

OCAB, the Ivory Coast pineapple
and banana producers’ association,
was created in 1991 by the West
African country's 20 leading tropical
fruit exporters to promote pineap-
ples and bananas. :

The 12 largest exporters represent
over 85 per cent of fruit sold in
Europe, says OCAB. Since then, the
association says it has helped to
introduce a number of far-reaching
changes to the pineapple sector in
particular which are intended to
improve its competitive position in
Europe.

Ivory Coast pineapple exports have
been hit by cheaper, higher quality
fruit from Central America in partic-
ular. For example, pineapple exports
from the Ivory Coast to Germany
dropped from 16,820 tonnes in 1989
to just 9,280 tonnes in 1991 against
an increase in supplies from Costa
Rica and Honduras from 15,400
tonnes in 1989 to 20,500 tonnes in
1991.

OCAB believes this reduction in
the number of receivers of Ivory
Coast fruit in Europe will help
increase roturns to producers. It
should help to reduce some of the
fierce market competition which has
hit high-cost African pincapple
growers in particular, it says. But the
association’s plans have already
been criticised by some established

Eurofruit Magazine November 1993

OCAB executive director Emmanuel Dolly

importers in Europe, while others
question whether Ivory Coast
pineapple producers will.ever be
able to overcome the cost advantages
of their counterparts in Central
America. .

OCAB is confident the efforts of its

members to improve the quality of
pineapples exported to Europe will
improve their market position.
Veritas, an independent company,
was hired two years ago to enforce
more rigorous quality control proce-
dures in the field, packing station
and at the port. OCAB has also put
together a system to collate impor-
tant statistical data on production,
exports and market sales which it
says allows it to improve the pro-
gramming of the season.

At the same time, the lvory Coast
pincapple sector has moved to ralio-

nalise its pineapple discharge opera-
tions in Europe.

Twice-weekly, year-round sailings
to Europe are planned, with dis-
charge operations concentrated in
France, at the port of Dieppe for
northern Europe and in Marseilles
for southern European markets.
OCAB told Eurofruit Magazine that
the transfer earlier this year of dis-
charge operations from Antwerp to
Dieppe will help pineapple
exporters to reduce discharge costs
by almost 30 per cent and arrival
times will allow them to get fruit to
market one day earlier. Dieppe and

- Marseilles are also closer to main

markets, says OCAB: last season 60
per cent of the 52,000 tonnes of
Ivory Coast pineapples discharged in
Antwerp in 1992 were redirected to
markets in southern Europe. ]
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New boost to Dole pineapple programme

European shipments set to grow 20 per cent in 1993

Shipments in 1993 will be up 20 per cent

DOLE FRESH FRUIT EUROPE has imported
pineapples into Europe on a continual basis
since 1088. Its parent company can trace its
involvement back much further: founder James
Dole began growing pineapples in Hawali in 1901.
Exports to Europe have rocketed in recent years, up
from 4,600 tonnes in 1988 to 35,600 tonnes in 1892.
According to Charles Pratt-Yule of Dole Fresh Fruit
Europe, shipments to Europe are forecast to rise to
3.6m (17kg) boxes this year, up 20 per cent on 1892
figures.
Mr Pratt-Yule told Eurofruit Magaine that market
demand for pineapples still varies enormously
across Europe. The fruit is best known in southern
Europe, while per capita consumption is highest in
Switzerland and France. To some extent this is said
to reflect the activities of specific importers and
retailers who have played a strong role in promoting
pineapples by giving them good shelf space, running
in-store sampling and providing consuiners with
product information on origins, ripeness and usage.

“As a result there is a higher rate of penetration in
countries where there are a greater number of con-
sumers buying pineapples on a regular basis”, com-
mented Mr Pratt-Yule. “This higher consumption is
also a reflection of longer experience with the prod-
uct. The activities described above are expensive
and not really all that common.”

Dole believes that there are in fact few customers
able to differentiate between the different pinecapple
shell coldurs. Like many other fruits, it is the prod-
uct itself which is its own best advertisement, Dole
claims. Nevertheless, if the qualit* and taste of the
fruit is good enough to bring consumers back on a
more regular basis, then specific preferences in this
respect will undoubtedly develop.

Eurofruit Magazine November 1993

Varieties
Dole says it is continuing work on
the research of new varicties and
growing methods in order to
improve consumer acceptance of-
pineapples. Trials have been con-
ducted with new varieties like
Champaka, but further development
work is called for if a viable alterna-
tive is to be created to Smooth
Cayenne, according to Mr Pratt-Yule.
Dole cools and packs all of its
pineapples at its own plantations in
Honduras and the Dominican
Republic. Fruit is also purchased
from six independent growers in
Costa Rica who work to the compa-
ny's quality specifications. Dole
says it Is now equipped to transport
all pineapples to Europe either on
pallets or in containers.
Approximately 70 per cent of all
shipments are containerised. ]

The European Pineapple Market
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Pineapple crowned by production growth

New variety canreplace Smooth Cayenne, says Costa Rican pineapple grower

C ABQ MARZO, a supplier to Dole,
has been producing pineapplesin
the northern region of Pital since 1991,
The company cwrrently has 250

hectares under commercial
production, with a further 500
hectares earmarked for future

plantings, Production manager
Rolando Vargas estimates this year’s
export crop at 800,000 (20lb) boxes,
with shipments forecast to rise to 2.4m
boxes in 1994. “Supplies to Dole will
account for approximately half of next
year's crop”, he told Eurofruit
Magazine. “We're now looking for
other clients in Europe who would be
interested in importing the 1.2m box
surplus.”

Land is expensive in Pital — around
US54,000 to $5,000 per hectare — so
high density production methods are
used. Indeed, the pinecapple
plantations have to be seen to be
believed. In some areas, up to 75,000
pincapple plants grow alongside each
other in a single hectare. Pickers are
equipped with special protective
clathing to make their way between
the plants, with picking and planting
taking place every day of the year.

Eurofruit Magazine August 1993

l Rolando Vargas,

B production manager

B ot Cabo Marzo, cuts
BN open a pineapple for

L

8 the importers to taste

Champaka .

The second factor that makes the Cabo
Marzo operation rather unique Is its
deciston to make a varietal changeover
from Smooth Cayenne to Champaka, a
Smooth Cayenne clone brought in from
Hawaii. Carlos Alvarez, managing
director of Cabo Marzo, told Eurofruit
Magazine that Champaka offers
improved yields, better quality and a
sweoter taste, in addition to having a
more compact shape and an
immaculate crown. “Champaka seeds
are expensive”, he commentad, “but
we believe the fingl fruit makes the
extra investment worthwhile. We
solected Champaka quite simply
because it is the best variety in the
world for fresh consumption. It has
beautiful pale, creamy flesh and very
high brix levels.”

Mr Alvarez believes Pital offers the
best growing conditions for pineapples
to be found in Costa Rica. The climate
ranges from 18°C to 33°C and the soil
pH factor at 5.4 is considered ideal for
pincapples.

Costa Rican pineapple production
is forecast to rise to 16m (201b) boxes
over 4,800 hectares next year. Of this

total, approximately half will be
produced by Del Monte growers and
the rest by independent companies like
Cabo Marzo. Around 70 per cent of
the export crop is currently destined
for Europe and the remainder for the
USA. “We're very confident that we
cen find new buyers for our crop”,
commented Mr Alvarez.

Cabo Marzo currently ships
pineapples to Europe from the
Caribbean ports of Puerto Limén or
Moin to Hamburg, a journey which
takes 12 to 14 days. It has a large
packhouse at its Pital farm, with a
modern packing line. |

Fresas del Liano
looks to 100,000
flat export crop

A LVARO FIGUEROA follows

the US market prices for
berries every day. His family-run
company Fresas del Llano S.A. is
a major berry preducer in Costa
Rica, exporting over 100,000 flats
to the USA and Europe every year.
Based in Cartago at an altitude of
2,200m, Fresas del Llano lies in
the folds of the Irazu volcano. Its
farms preduce strawberries over
40 acres and blackberries over five
acres. Chandler, Oso Grande and
Parker — a Californian variety —
are the main strawberry varieties
grown. “We began business seven
years ago when the Costa Rican
government first began promoting
the development of ' non-
traditional exports”, said Mr
Figueroa. “We’ve been shipping
to Europe for the past five years
and we believe that we have a
good understanding of the market.
In that time, we have had to make
several adjustments to our
packaging.” Fresas del Llano is
now locking for new clients in
Holland, Belgium, Germany and
the UK. The company says it can
airfreight berries from November
to February, with the programme

" stopping at the start of the Spanish
season. Shipments are presently
carricd out in LD3s via Miami.
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Pincapple Canning

Pineapple canning,

a long established
trade in Thailand’s
Jood industry, has had
modest growth in the
past few years.
Award-winning Siam
Food Products’
experience demonstrates
that amidst intense
competition, saturated
export markets and
rising costs of
production, pincapple

canners can still

make a profit.

170,000 tonnes of
pineapples are
harvested daily with
a cambination of
manual and
mechanical
assistance.

Consolidation

through integration

Y ISITING onc of Thailand’s largest
pineapple processors, onc would
expect to see a high level of automation
with minimal human intervention on the
factory floor. Instead, what greets the eye
at Siam Food Products is an imposing
sight of 3,000 workers, with their
nimble fingers, busily carving the freshly
peeled and cored pineapples. Mechani-
sation is obviously not sufficient to
boost a profit. In fact, according to the
company’s president, Adul Pinsuvana, the
human eye is still the best instrument for
such tasks as pruning, selecting and
checking the appear-
ance, colour consis-
tency and quality of
the fruits. Such highly
skilled manual labour,
together with an inte-
grated  production
concept from farming
to packaging, has
ensured close moni-

toring of product quality, allowing Siam
Food Products to achieve success in
its export markets for over 20 years.

A fully integrated operation

For Siam Food Prcducts, a vertically
integrated production concept has resulted
in high quality products, cconcmies of
scale and lower costs of production.
From farming and cultivating its own
pincapple crops to manufacturing and
fabricating its own processing machines
and cans, Siam Food Products has

integrated these challenging processes, -

not conventionally undertaken by other
smaller canners, successfully into the
entirc operation. Recently, the company
completed the process of cxtending the
use of its five month old cleaning-in-
place (CIP) system from the steriliser,
juice evaporator and aroma recovery plant
to other critical areas of the production.

At the plantation Beginning at the

Y
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Pineapples are graded according to size
In this screw grader.

farming stage, Siam Food Products
made bold steps by opting to
cultivate and grow its own pine-
apple crops even though contract
farming appeared a more prudent
solution to the problem of raw
material sourcing. In 1972, it
invested in its own 8,000 acre
plantation and pioneered pineapple
growing and processing in the
eastern region, where the so called
“Sriracha” pineapple, well known
for its better taste than the original
“Pran” pincapple grown in the
west coast, was grown. Today, this
same plantation has grown into
a 50,400 acre plain, where 170,000
tonnes of pineapples are harvested
daily. Together with its contract
fanners who take care of 75 per-
cent of their production needs, the
plantation can supply the pine-
apples for the cannery's own
processing activities and even fresh
unprocessed varicties for exports.
To complement its pineapple can-
ning operations, a whole host of
other fruifs such as papaya, banana,
guava and asparagus are grown
and processed, cither together with
the canned pincapples or on their
own during the off peak scasons.

Raw material handling
From the plantation, harvested
pincapples, with tlicir crowns

loaded onto lories and trucks
according to sizes to facilitate
further grading. At the cannery,
they are directly unloaded onto

tinuous conveyors whicl run
from the dumping stations
transport the pineapples to the

Even though the peeling and coring
operation has been automated, two workers
are still required to manually load the fruits.

washing area to be cleaned by
overhead jets of warm and cold
water before being transferred to
the graders. Sizing is done in two
main pgraders via pre-set screw
mechanism which uses the dis-
tance between two screws to grade
the fruits into large: 13cm and
small: 10.5cm to 13cm.

Graded fruits are dropped onto
a sccond sct of conveyors and
sent to the 20 Ginancas: two-in-one
pecling and coring machines with

a combined capacity of 80,000
tonnes an hour, designed and
manufactured by the company’s
own engineering department. This
cxpertise arose mainly from ex-
perience in repairing its first few
Ginacas bought from suppliers.
“We were buying and repairing
so many Ginacas that we sub-
scquently leamt the mechanics of
the machines and found a more
cost effective way of dealing with
~ them: manufacturing them
ourselves.” Pinsuvana said.
Each Ginaca is manned
by two workers who load
the fruits onto elevated
conveyors leading to the
machine. Here, a curved
knife blade and chopper
mechanically removes the
skins, heads and tails.
These rejects are trans-
ferred to the screw press
via a belt conveyor
running adjacent the
machine. The cores, on
the other hand, arc re-
moved by centrifugal
forces and sent to the
juice extractor via another
conveyor parallel to the
machine. The pared and cored
pincapples are dropped via
slideways onto belt conveyors
jcading Lo the trimming/slicing/
dicing opcrations.

Slice, dice and bite size The
most labour intensive part of the
processing operation, the trimming,
slicing and packing tasks are
manned by 1,200 workers lining
20 conveyor tables. There are

approximately 4 lines for cuch of

the different cutting and packing
styles: slices, cubes, tid bits or
crushed and cach line is in tum
divided into threc stations:
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PINEAPPLE CANNING
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Workers stack the pineapple slices neatly
and fill them into cans of various sizes.

A careluf selection process based on texture,
cofour and size is required prior lu packing
to ensure that only the hest pieces reach

the consumer.

This impesing sight of 3,000 workers demonstrates that the human‘eye Is still the best

Instrument for such tasks as carving the pineapple eyes and improving the appearance

and texture of the fruit.

trimming, cutting and packing.

At the head of the conveyors,
45 workers carve out the pineapple
“eyes” and in general, improve
the appearance aid texture of the
fruit before placing them onto
the central groove to be conveyed
directly to the cutter. At the
canning lines for sliced pincapples,
single knife slicers cut the
pineapples into rings of equal
thickness and channel them to the
packing station to be visually
selected and manually filled into
8, 15, 20, 30 or 108 ounce cans.
Urshel dicers, with 3 tonne-per-
hour capacity, perform the task
of cutting the pineapple into
cubes at the cube canning lines
while multi-plate cutters reduce
the pincapples from slices to
small tid bits.

Manual labour assists in the
operation by pushing the fruits into
the slicers and visually inspecting
for any discoloured or bruised
picces occured during cutting
before they are conveyed to the
filling stations.

Juice extraction The juice
material obtained from the ex-
tracted pulp of the whole fruit is
passed through a screw finisher,
for coarse pulp reduction. This
juice is then passed through an
APV rising and falling film
(“high pulp”) plate evaporator
where aromas are extracted under

“controlled conditions and sub-

sequently recovered in the APV
essence recovery system  for
cventual introduction to finished
product, or for separate sale.
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Aromas would otherwise be lost
during the subsequent evaporation
process.

To reduce handling volumes
during transportation, water is
removed from the juice by
cvaporation in two 20,000 kg-per-
hour APV failing film plate
evaporators. Final concentration
of juicc may vary according to
the end buyer’s requirements but
will vary from 60'Bx to 72° Bx.
Finally, concentrate may be either
frozen or processed aseptically in
the APV aseptic plant for aseptic
packaging on an Intasept bulk
filler. A new product which Siam
Foods have recently introduced is
milled juice, which is obtained
from peels that are chopped and
pressed in a screw press and then
clarified by mecans of ultrafil-
tration at low temperature through
a 14,000 kg-per-hour APV mill
Jjuice evaporator. This product
is popular with international
blenders who require a relatively
bland fruit based syrup to use
as a base for some of the more
exotic tropical juice blends.
Thereafter, the juice is sterilised
in APV sterilisers at about 100°C

an Slam Foad's praduction floor,

Julce Is used as a packing media far the }
sliced, direa and crushed pineapples. §

--a difficult business and
~ '+ this being a labour
intensive industry, our
prices are very sensitive
to labour costs. Our
strategy now is to
lower the costs of

production.” —

Adul Pinsuvana, Siam Faod Praducts'
president.

for 30 scconds and cooled to
45°C and chilled to 18°C.

Canning Due to the delicate
nature of the fruit, pincapple slices,
cubes and tid bits are filled
manually inte oncoming metal

cans transported via a newly
acquired US$1.2 million can
handling system. The system
transfers the cans directly from
the warchouse to the packing
station via chain conveyors. Cans
arc manufactured at the company’s
own canmaking plant which
houses a batch of Can-o-mat
machines from Krupp, the first of
its kind in Thailand. Each Can-
o-mat is capable of producing
38,000 20 ounce cans per hour.
After manual filling, juice is
injected into the cans. The final
products after seaming, are trans-
fered into a series of retort cages
before batch-sterilisation in 17
atmospheric cookers at 95°C to
97°C for 18 niinutes. Sterilised
products are cooled in a water
bath filled by overhead jets of
cool water. A Sanco dryer
removes any remaining moisture
from the cans. Manual pallctising
of cans follows this operation,
afterwhich the cans are set aside
for labelling the following day.
When labelling has been done,
the aseptically packed juices and
concentrates are sent to the 90,000
gallon cold room for storage
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at 5°C while canned fruits are stored at the

dry warchouse.

A compelitive market Although Siam Food
Products has achicved considerable success in its
cxport enterprise over the past 20 years, the
company is faced with shrinking markets for its
products. “The market is getting smaller and
smaller, especially during the past two years. The
demand is always there but the supply is aplenty.
Prices are not increasing, yet labour costs
are csc;lnting," Pinsuvana lamented. As a survival
strategy, Siam Food is exploring new markets
such as the castern Europe and South America.
Currently, the company cxports 99 percent of
its production, its main markets being Europe
(45 percent), the United States (35 percent) and
Yapan (10 percent). Also under way are tests on
extending its aseptically processed pincapple crush
to tidbits and chunts, for which there will be
considerable demand. To further improve its
competitive edge, the company is making concerted
cfforts to maintain, if not, lower its costs of
production. “Pincapple canning is a difficult business
and this being a labour intensive industry, our
prices are very sensitive to labour costs. Our
srategy now is to lower the costs of production.”

An abundance of resources As revealed on
the factory floor, the human clement is an
important component in all its production stages
from farming to packaging. Tasks such as removing
the pineapple ‘cyes’, inspecting their colour
and texture, sorting them for the various juice
extraction and canning procedures as well as
trimming, dressing and filling the fruits are still
handled by the company’s well-trained tecam of
workers. As Pinsuvana indicated, depending on
the time at which the fruit is cultivated, the
colour consistency differs from one pineapple
to another, and at times, even within the same
fruit. Due to such phenomenon, the human eye
is the most effective instrument for sorting the
good and bad parts of the pincapple based on
the colour intensity and sending them to the
relevant  channels for processing into either
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canned fruits or juices. After the
pincapples are cut and diced by
mechanical slicers and dicers,
1,500 workers are again utilised to
help trim away the raw edges
before filling them into cans. Even
at the automated production stages
such as that of peeling and coring,
which is performed by Ginacas, 30
workers are needed to manually
load inclined
conveyors leading to the rotary
pecler. Such labour-intensive opera-
tions has made human resource a

the fruits onto

current preoccupation with the
company. “Pineapple is 2 com-
modity. Because it has been in the
market for a long time, it is not

cxotic anymore and demand is not
as high as it was yecars ago. The
only way to remain competitive
now is to lower your production
cost.” In line with Thailand’s rapid
cconomic development, the level
of minimum wage has increased
substantially, thus making labour
more cxpensive. Automation can
save these costs but as Pinsuvana
.explained, machines can only
replace the human element for
certain stages of the production
such as peeling and coriug.
Having realised the importance
of human resources, Siam IFood
has executed some concrete
incentives and previleges for

their 3,000 strong staff. “Pcople
arec onc of our most valuable
resource. If you want them to
stay, you have to keep them
happy,” Pinsuvana said. For this
recason, the company provides
todgings for all its employees
within its plantation compound
and various other welfare benefits
to boost their morale. Nevertheless,
the company will continue its
efforts to automate in tandemn
with the latest developments in
pineapple processing and pac-
kaging technology. APFI|

B &
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ﬂ UATEMALA

'Saphir and SIESA's investment
in exclusive cooling facilities
brings with it a new dimension to
trade and offers greater
opportunities for the future’

GUATEMALA has the potential to
become an even greater supplier of
high quality, out of season speciality
fruit and vegetables to the UK and
European markets and, if the
development of the industry
continues along its present lines,
backed by heavy investment in new
facilities amongst progressive
producers, this opportunity will be
taken,

Many in the UK trade have become
familiar with Guatemalan mangetout,
which has been arriving in Britain for
a decade or so but a broader range
of produce is beginning to appear.
Producers and exporters there are
becoming better equipped and
organised to meet the needs of
demanding markets in Europe and
some believe prospects look very
bright indeed.

Agriculture in Guatemala, which is
situated in Central America, to the
south of Mexico, is based on three
distinct areas of production, The dry
lowlands along the Caribbean
coastline are the hub of banana and
melon output and here a full range of
varieties, in particufar Cantaloupe,
can be produced in volume over an
extended season. The Pacific Coast,
on the other hand, represents the
main growing area for sugar cane,
cotton, arable crops, mangoes and
coffee, the latter being Guatemala's
biggest export fine.

The most important area, how-
ever, is the Highlands - a Volcanic
band which runs through the middle
of the country, with altitudes between
5,000 and 8,000 feet above sea
level, enabling the production of a
host of temperate fresh fruit and
vegetables. Here avocados and
berry fruits and highval e vegetables
have been identified as having
significant export potential reflected
in increases on this front over the
last couple of years. .

Currently much of this produce is
channelledto the USA though Europe
and, in particular the UK, are
increasingly being viewed as
potentially appealing markets.
Growth in the short term is being
held back by exchange rate
differentials, however, which will
I(‘Jfrt“y improve when the recession
ifts.

In terms of infrastructure, the
industry is based to a great extent
on small farmers, each with units of
around one hectare. Recent years
have seen the formation of co-
operatives plus larger groupings
comprising several of these, which
have been successful up to a point.

While these developments have
brought about more cohesive
marketing in some lines, the
infrastructure of small growers does
lead to uncertainty over the control
of pesticide usage, however. "The
Guatemalans, aware of changing
market needs, have tried to address
this issue and, for the first time, the
Association of Non-Traditional -
Product Exporters is considering a
voluntary ban on exports to the USA
during the mid July to mid October
period - the rainy season when the
need for pest and disease control is
at its highest.

Another difficulty faced by growers
is the problem of air freight. Currently
there is no direct air route to Europe
with any capacity and, as a result,
product has to be directed to the US
and then be transshipped adding
one day’s journey onto travel time.
Sea freightis being trialled for some
lines, but this initiative is still very
much in its infancy.

Despite this background,
Guatemala still has much to offer
and a number of progressive UK
importers are steadily cultivating
relationships with growing groups
there.

The most successful developmerit
of this type has been the collaboraticn
between Saphir International an!
SIESA, the Guatemalan growing and
exporting organisation which,
through the efforts of brothers
Carlos and Willy Springmuhil, has
increased exports of its premium
quality vegetables to more than
2,200 tonnes annually.

As Philip West, Saphir
International’s general manager,

{continued on page 20)
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Above: From left to right, Peter
Austin, managing director of Saphir
Produce and Bill Khoury, managing
director of freight forwarder Carinter,
celebrate the opening of Saphir Inter-
national's exclusive new cooling facil
ity in Miami.

Left: Sugar snap peas - a line which
shows tremendous promise for the
future, .

'What is most
impressive about
SIESA's set up
and operations is
its high level of
professionalism
and the will to
provide éxactly
what customers
want, when they
want it'

explains: "We have been dealing with
SIESA, one of the largest Central

erican export organisations, for
around nine seasons and during this
time have successfylly sourced a
comprehensive range of produce to
fili distinct windows in the UK
calendar.”

Today, the portfolio includes
runner, Helda and round beans,
mangetout, sugar snaps, baby
courgeltesandanumberorsquashes
-all of which have been well received
on the British market. Several other
lines are currently being trialled from
raspberries and blackberries toleeks
and salad onions. According to
Edgar Garcla, SIESA's technologist
based in Guatemala, jointly funded
by Saphir: *The ful potential of the
volumes we could supply has yet to
be reached if demand continues to
rise at the pace shown in recent
years.”

SIESA, based in the Highlands,
has around 328 acres of land devoted
to these crops, organised on three
farms, andalso acts as the marketing
agent, with Saphir, for 146 growers
involved with the Magdalene Co-
operative,

Mr West adds: “Apart from
providing a wealth of year round
growing opportunities, the micro-
climates of the Highlands spread the
risk of losses caused by adverse
weather.”

Much of the produce is grown on
the sides of extinct volcanoes with
mangetout and sugar snaps very
much to the fore - supplies peaking
at around 30t and 25t a week,
respectively, during their respective
seasons spanning November to May
and October to Juna,

In addition to traditionally packed
loose product, produce is also
packed and labelled at source and
then flownto Miamion daily chartered
freighterswhereitis cooled overnight
before being flown to Europe on
scheduled airlines the following day.

SIESA, backed by Saphir
International, in an exclusive
arrangement, has recently installed
anew forced air rapid cooler capable
of handling up to 12 tonnes of loose
and prepacked vegetables every
three hours.

As David Conway of Saphir
International comments: “This is just
one of a series of investments which
are putting SIESA's Guatemalan
vegetables onto the shelves of
Europe's major supermarkets.*

This is backed up by stringent
checks on the quality contro! front
including tight monitoring of
pesticide applications to ensure
compliance with the Food Safety
Act.

“What is most impressive about
SIESA's set up and operations is its
high level of professionalism and the
will to provide exactlywhat customers
want, when they want it,” he
says.
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Fine vegetablé exports
maintain growth

Pre-packs our speciality, says Tropical Splendor

Verdnica Barillas, managirg
Splendor

LTHOUGH Tropical Splendor

has only been in business for five
years, it has alrcady developed a
strong client base in Europe with
special pre-packing orders carried out
for German importer Weichert and
Dutch importer Hispafruit. It is also
a regular supplier to other well-known
European importers like Wealmoor,
Exotimex and Trofi. “We know that
very special quality is required for
Europe”, managing director Verénica
Barillas told Eurofruit Magazine.

director of Tropii

“Demands are very specific.
We make sure we meet these
§ requirements by giving the
l correct seeds to our growers,
f§ the right information on
| pesticide use, handling and
so on. Quality, consistent
B . supplies and special service
lie behind our success:We're
now ready to emlarge our
business with Europe.”

The main lines Tropical
Splendor exports to Europe
B include mangetout, sugar
snaps, French beans, mini
vegetables (courgettes, green
and yellow squash) and green
asparagus. Weckly availa-
bility currently stands at 12
tonnes for mangetout, eight
tonnes for sugar snaps, two
tonnes for baby vegetables
BN end four tonnes for French

BN beans. -*Although all of the

R vegetables can be produced
throughout the year, peak
shipments are from October
to May, prior to the start of
Guatemala'y rainy season.
Tropical  Splendor packs its
vegetables in 2.2kg net cartons.
Mangetout and sugar suaps can also
be packed in 150g plastic trays covered

. with plastic film. “We pack these 27

to a tray and they’re very popular in
Holland and Germany”, said Ms
Barillas. “We're very careful to ensure
that we choose only the very best
vogotables from each crop, then
pre-cool and pack them carefully in
order to preserve their natural
characteristics.” B

Guatemala’s
largest
cooperative
invests in new
facilities

UATRO PINOS, Guatemala's

largest cooperative, brings
together some 1,650 growers from
the central highland regions, with
an average annual production total
of 5m Ibs. Miguel Angel Socop,
president of Cuatro Pinos, told
Eurofruit Magazine that
production is forecast to double
over the next couple of years as
the cooperative invests in new
infrastructure to cope with
additional volumes. .

Established in 1970 with
financial and technical support
from Swiss organization Heks,
Cuatro Pinos has exported fresh
vegetables since 1981. Its product
range includes mangetout, sugar
snaps, French beans, courgettes,
bunched onions, blackberries,
runner bhaans, raddichio, leeks,
broccoli and raspberries. Eighty
per cent of its exports are destined
for the USA and 20 per cent for
Europe. “We're now the largest
producer of mangetout in
Guatemala”, said Mr Socop. “We
pack 5,000 (10lb) boxes of
mangetout each day and anything
up to 30,000 boxes per day in full
season.”

Cuatro Pinos says its current
headquarters and facilities cover
14,500m?. Its packhouse can
handle up to 300,000 lbs of
produce per week, with cooling
and storage facilities available for
a further 150,000 lbs.

Eurofruit Magazine August 1993
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Saphir plans larger programme with Siesa

Guatemala complements our business, says David Conway

UK importer Saphir International
plans to airfreight 1,500 tonnes
of fine vegetables by air this season
from its Guatemalan supplier Siesa.
Now the UK's leading importer from
Guatemala, the Albert Fisher-owned
company sells most of its vegetables
from this source to the supermarkets,
with considerable quantities pre-
packed at source. David Conway of
Saphir Produce told Eurofruit
Magazine that Guatemala fits in very
well with the company’s supply
programme. Zimbabwe is ‘Saphir’s
leading vegetable supplicr from May
to November and Guatemala from
November to May. “The two countries
complement each other perfectly”,
commented Mr Conway. “Over the
past five years, Guatemala has become
an increasingly important source of
supply for us. There is constant
dialogue between Siesa’s technologists
and our own to ensure the products
attain the increasingly high standards
and volumes required.”

Based in the highlands just outside
Guatemala City, Siesa's farms are
owned and run by Cavlos Springmuhl
and his brother Guillermo.  The
Springmull family's own farms are
complemented by  those  of
approximately 180 outside growers,
some of whom are members of the
Magdalena cdoperative.  Mangetoul,
sugar snaps, runner beans and
asparagus form the bulk of Saphir's

Eurofruit Magazine august 1993
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Saphir is now looking at the possibility of extending its business with Guatemala

programme, together with a large
project of mini-vegetables. “Over the
past year we’ve seen a steady rise in
demand for mangetout and sugar
snaps”, said Mr Conway. “In fact, the
UK is now the leading market in
Europe for sugar snaps. We've tried
selling them into other European
markets and we're confident that they
will eventualy follow the same trends
as the UK market.”

Saphir has exclusive international
marketing rights for Siesa's vegetable
production. Last year it even carried
out four shipments of Guatemalan
produce to Australia, a venture that
was relatively successful in spite of
the high costs. ’

All produce destined for the UK is
airfreighted through Miami, using
scheduled daily flights and Saphir's
forced air cooling facility which is
based on the premises. of freight
{orwarder Carinter. Neow improved
handling systems with Saphir’s main
carriers British Airways and American
Airlines are also under development.

“The use of Miami has evolved since
the demise of Pan Am when direct
flights from Guatemala to the UK
stopped”,  said  Mr  Conway.
“Guatemala’s national airline Aviateca
offers two daily flights from Guatemala
City to Miami on five days or the week

and one flight per day the rest of the

week.

Saphir is now looking at the

possibility of extending its business
with Guatemala to include fruit. Mr
Conway told Eurofruit Magazine that
pitahayas and berrios could be first on
the list. “Siesa is very receptive to our
needs”, Mr Conway commented. “The
Springmuhls have made every eoffort
to ensure that their produce is of the
right standards for the supermarkets,
including full knowledge of pesticide
use. We're now looking to develop
our programme with them further.” M

San Juan turns
to Eurcpe as
production climbs

AN JUAN AGRO EXPORT is

a medium-sized family
company run by two brothers,
Tulio and Victor Garcfa Morales.
Situated in the hills to tho north-
west of Guatemala City in San
Juan Sacatepequez, the company
has been in business now for 17
years. Up until last year San Juan
devoted most of its energy to
producing mangetout for export
to the USA. Annual volumes
stood at around 0.5m lbs. Plans
are now afoot for a stecady incrcase
in exports to a projected level
of 6m lbs. Europe is the prime
target.

“We have worked with J. O.
Sims in the UK and we're now
keen to develop sales to other
European countries”, commented
Tulio Garcfa. “We are aware of
the importance of continuity and
quality and the neced for a
professional approach to
business. We have to face tough
competition, so we try to add
value to our products”, he said.

San Juan has a 20 hectare farm
of its own and special
arrangements  with  growers
possessing a further 80 hectares
of land. Runner beans and
blackberrics are the main items
the company handles.  This
scason 160 tonnes of vegetables
— mainly sugar snaps and

“mangetout — will be airfreighted

by San Juan to the UK.




Colombia pushes for further growth

HERE are 19 major exporters of

. fruit in Colombia, eight of which

account for 65 per cent of total exports.

Eurofruit Magazine spoke to some of

the newer exporters  about

developments in fruit exports from
Colombta.

[ .- " - . ]
New Colombian mango
association formed

Q OVER the next few yoears Colombia
aims to become a significant exporter
of mangoes to Europe, according to
Johann Garbrecht, agroindustrial
director of C. L Pizano Trading SA, a
Colombian import-oxport group
recently appointed by new mango
association Expofrut S.A. to develop
export sales.

Mr Garbrecht told Eurofruit
Magazine that the production of
mangoos for export is a relatively now
phenomenon in Colombia. Most of
the mangoos are produced on the
Atlantic coast and in the regions of
Antioquia, Tolima and Cundinamarca.
Tolima is said to have the most
advanced production tochniques, with
over 5,000 ha under mangoes and a
variuvlal range which includes Tommy
Atkins, Kent, Keitt and Van Dyke.
“Most of the trecs are between two
and six years old, so the industry is
still in its, infancy”, commented Mr
Garbrecht.

Expofrut has 75 members wkho
produce mangoes in Tolima and
Cundinamarca. They decided to set
up an organization to consolidate
supplies available for export. C. I
Pizano Trading is responsible for
overseas marketing. Mr Garbrecht

S

believes that over 60,000 tonnes of
mangoes will be available annually for
sale on the domestic and overseas
markets. Export trials to Europe have
already been carried out.

The Colombians believe there are
good opportunities to develop sales
overseas because they are closer to
Europe than some of the other supply
markets and because they can harvest
mangoes twice a year. Picking takes
place from October to mid-February

Colombian exotics have sold particularly well in the UK

and again from Juno to mid-August.

Mr Garbrecht told Eurofruit
Magazine that C.I. Pizano Trading also
intends to develop its own fresh fruit
export project from 1994. The
company already exports significant
quandties of “canned exotic fruits,
canned vegetables, jams, coffee and
fruit pulps to Canada, Mexico and the
USA. lts parent company is the leading
Colombian manufacturer of plywood
and particle boards
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Physalis Is one of the most popular items
in the rarge

Ambrosia completes first
export year

Q BOGOTA based exporter
Ambrosis of Colombia Ltda has just
completed its first year of exports to
Europe.

William E. Cavan Jr of Ambrosia
told ECurofruit Magazine that tho
-~ompany had been particularly
successful with sales of exotic fruit to
the UK market and of strawberries to
the UK, Germany and Italy.

“We believe economic recession in
Europe reduced our potential growth”,
said Mr Cavan. “On several occasions,
the keoy issue was price for items that
historically moved at higher levels.
However, wo beliove the future is still
bright as the items we offer aro not
widely available clsewhere.”

Ambrosia currently has strawberries,
raspberries, blackberries, asparagus,
mangoes, papayas and seven types of
exotic fruit available for export. This

yedr the company plans to- export.--
~ approximately 550 tonnes of fruit

overseas. Strawberries will account
for 250 tornes of total exports, exatic
fruit 200 tonnes, mangoes and papayas
80 tonnes and asparagus and other
items 20 tonnes.

Ambrosia has two farms of its own,
one which produces oriental vegetables
for the domestic market and another
with five hectares of artichokes. The
company is also involved in joint
ventures with other local growers.

Mr Cavan told Eurofruit Magazine
he is sceptical about the development

of seafreight for exotic and tropical
produce due to the time involved and
the lack of frequency. He added that
air transport also presents some
problems in that all of the major
European carriers make a stop in the
Caribbean on their wey to Europe.
“This makes things especially difficult
for asparagus and berries”, he said.

Grajales consolidates
grape output

Q CREATED in 1948, Grajales
Hermanos was the first company to
introducg grapes to the Cauca Valley.
Today the town of La Unién where
Grajalos Hermanos has its headquarters
is widely considared the leading grape
producing region in the rountry.
Oscar Larrota of Grajales Hermanos
told Eurofruit Magszine that the
company currently has 402 hectares
of its own for table grape production.
The company is responsible for
marketing 80 per cent of Colombia's
total grape crop. The grapes are sold
in Colombia’s leading supermarkat
chains, in addition to being exported
to Venezuela, Ecuador, Brazil, Panama,

Canada and Guadecloupe.

Located to the south-west of the
cowitry, the Cauca Valley is situated
980 metres above sea level, with an
average temperature of 24°C. Over
1,500 hectares are used for grape
production, 70 per cent of which are
table grapes. Mr Larrota told Eurofruit
Magazine that the main varieties
produced include Htalia, Queen, Ribier
and Siria. The grapes can be picked
twice a year, with an average yield of
12 kgs per vine. Around 1,500 vines
are planted per hectare, said Mr
Larrota.

Dried tropical fruits now
available

Q0 MANUEL Julidn Dévila, manager
M of Industria de Frutas La Samaria,
has developed a range of now products
which are already being exported to
Europe. The relatively new company
is shipping dried tropical fruits either
in bulk or pre-packed to clients in
Germany, Switzerland end France.
The range includes dried bananas,
pineapples, mangaes, coconuts and
galden berries. “Our proximity to the
fruit plantations ensures year-round

" availability of the fruit”,said Mr D4vila.
“We're located in Santa Marta, which
as a Caribbean port offers a range of
advantages for overseas marketing.”

Paraiso Andino promotes
exotics

Q PARAISO ANDINO-TALAN-
QUERAS SA decided to promote its
range of oxotic fruit in Europe this
year by participating with other
Colombian exporters at three trade
fairs: AGF Totaal in Holland, the
Thessaloniki Trade Fair in Greece and
ANUGA in Germany.

Managing director Victoria Lucfa de

of exotic fruit this year, including baby
bananas, papayas, maracuyas and
physalis grown on its own plantations.

“We have successfully exported a
range of exotic and tropical fruit to
France, Germany and Austria over the
past two years”, commented Mrs de
Schorr. “Although sales are still not
at the level we expected to reach by
now, they have increased.” Mrs de
Schorr added that prices have been
relatively stable in Europe for exotics.

Schorr told Eurofruit Magazine that
- the company plans to export 60 tonnes

Prices for exotics in Europe are said to be
relatively stoble
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Colombiz should assist
airfreight, say EC importers

({51 E ave very pleased with
our supplier Caribbean
Exotics. In general the market for
exotic fruit is still increasing,
although somo items from Colombia
are simply not developing. Apart
from physalis which reports a steady
increase in sales, we believe that
sales of the so-called “super-exotics™
like tamarillo, granadilla, maracuy4
and even pitahaya are just not
growing as they should. The biggest
handicap for these items is price.
Unless we find a way to reduce costs
we shall not be able to increaso sales
easily. Ido not believe we can lower
the price at grower level, but perhaps
we can on logistics. Colombia has
very high airfreight and limited
capacity. There aro virtually no
regular fast container transport
possibilities unless one is “allowed”
to put a container on board a banana

vessel. The Colombian
government should take action on
this.  Look at countries like
Malaysia, Indonesia, Venezuela and
evon Moxico with their favourable
or subsidised airfreight rates. These
have resulted in lower CIF rates,
lower consumer prices and new
possibilities. Unless the government
acts on this, the exporters will ot
see the increases they arc hoping
for in the coming years. In the future
other countries with better logistics
will arrive in Europe with tamarillos
and physalis, making it even harder
if not impossible for the Colomb’ in
exporters tc compete. In my
opinion, the Colombians deserve to
be given a better chance.”

Peter Kool
TFC Holland BV, the Netherlands

114 SALES of exotics are still

increasing, but as most of
the items are only available in
very small volumes prices tend
to collapse as soon as there is an
oversupply. We receive between
35 and 40 tonnes of plantains
each wecek, in addition to one to
three tonnes of exotic fruit such
as  pitahayas, tamarillos,
maracuyas, granadillas, physalis
and baby bananas. Mangoes
seem to offer good potential from
Colombia. Many of the large
projects are now entering
commercial production. We
expect seafreight to become more
important in the future as the

“Carol Service is now calling

weekly at the ports of Santa
Marta and Cartagena. This is
particularly good for mangoes.
We import our plantains from
Banacol and our exotic fruit from
Ocati. So far our experience with
Colombia has been very positive.
They're nice people to deal with
and they take their business very
seriously.”

Wim van Reeken
Exotimex, Holland




Brazil strikes gold with melons

Fresh produce cultivation in the interior of north-east Brazil is expanding at a pace.
Exports to Europe of melons, mangoes and grapes are set to flourish as new investment
is made into state infrastructure and individual export operations

With a wider range of melons, the exporters hope to open up new markets in Europe

FOR many years the north-east of
Brazil was something of a no-go
area. Traditionally the most under-
develaped region in Brazil, the nine
states of the north-east are notorious
for the so-called sertio, the arid
lands of the interior where starva-
tion kills humans and animals due
te region’s susceptibility to lengthy
bouts of drought which can some-
times last year-round.

But things are changing. QOver the
last decade the interior of the north-
cast has made a more positive image
for itself. The introduction of exten-
sive federal and private irrigation
projects has given rise to the devel-
opment of competitive export “pock-
ets”, sizeable tracts of private and
slate-owned land dedicated to the
production of fresh produce for
export and the provision of vital
supplies of food for the domestic
market.

Thought by some to be one of the
very last places on carth still to offer
massive potential for new develop-
ment in [ruit, the north-east is
undoubtedly eatering a new phase of
stowth, Eurofruit Magazine trav-
clled to the north-eastern states of
Rio Grande do Norte and Paraiba last
month to speak to key exporters
about this new stage in the indus-
tv's prowth,

Scale
José Agripino Maia, governor of the
state of Rio Grande do Norte, esti-
mates that 600,000 of his state's total
population of 2.4m are directly
employed in agriculture, 30,000 of
them in fruit production alone. The
state is one of the fastest growing
production areas in Brazil, produc-
ing over 85 per cent of the country’s
total melon export crop and consid-
erable quantities* of mangoes,
papayas, grapes and acerola cherries.
It takes two to three hours to drive
from Rio do Grande's beach capital
Natal to the key fruit growing arcas
of Assu and Mossoré. Here, in the
parched landscape of the interior, lie
some of Brazil's leading melon
export groups, including Maisa,
Frunorte, Agro Knoll and Fazenda
Sio Jodo, each different from the
other in terms of size, focus and out-
look. Competition between the
groups is fierce. All of them are
keen to maintain and expand their
lucrative share of the fast growing
Eurapean market for Brazilian pro-
duce. And to a certain extent the
competition is no bad thing. 1t has
created a dedication to quality and
productivity as high as you could
hope to find anywhere in the world.
And the level of investment by indi-
vidual companies into new facilities

is considerable. Laboratories, state-
of-the-art packhouses, refrigeration
and labelling equipment are becom-
ing commonplace as more and more
cash is ploughed into creating the
ultimate export operation.

Port

But the investment would be all be
worthless without the improvements
that have been -made to the ports of
Natal in Rio Grande do Norte and
Cabedelo in Parafba. Shut down for
many years due to a lack of business,
the port of Natal re-opened three
years ago at the instigation of
Brazilian chartering operation
TransOceun Reefers and with assis-
tance of the federal government.
Now responsible for 90 per cent of
fresh produce shipments from the
region, the port operators at Natal
hope to gain government approval
for investment into proper coldstore
facilities. Direct shipments to the
ports of Dover and Rotterdam
already take place on a weekly basis
using TransOcean Reefers and
Lauritzen Reefers vessels, but pro-
duce for the time being is stored in
reefer containers lined up along the
quayside. While improvements lo
the porls infrastructure are certainly
required, it appears quite likely that
they will be made in the short to
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" medium-term.

Exports

Exporters in the north-east are pre-
dicting anything from a five to 50
per cent increase in individual
melon shipments to Europe this sea-
son, although export volumes to date

have beon in line with last year.

Some importers consider this to be
quite an achievement in view of
drought conditions this season.

According to Tradstat, quantities
shipped to Europe in 1992 totalled
34,000 tonnes, up from 29,000
tonnes the previous season. Sales to
the UK, traditionally Brazil's leading
markot for melons, rose by 10 per
cont and to the Netherlands, its sec-
ond largest market and gateway to
the rest of Continental Europe, by 71
per cent. An average increase of 15
per cent is predicted for melons this
season, with a considerable hike in
shipments to the UK, the
Netherlands and Argentina, Brazil's
fourth largest declared market after
Finland.

Many of the exporters have found
success in Spain and Italy over the
past year and a number of them are
now looking for new contacts in

Continental Europe and in France in
particular.

Mango shipments are forecast to be
up by five per cent this year. Table
grape exports will also rise as a num-
ber of exporters enter their second
oxport season.

Investment

Oil, salt, tourism and fruit are the
main export activities of the north-
east. According to the governor of
Rio Grande do Norte, strong empha-
sis will be placed on developing
infrastructure for the fruit business
over the next few years,

Projects in hand include the con-
structinn of a now danr in Mossor6
which will enable the irrigation of a
further 15,000 hectares of land and a
new 3,000 hectare fruit project under
which small companies will work
nlongside larger enterprises on areas
such as seed provision, technology
and marketing,

Mr Agripino Maia told Eurofruit
Magazine that favourable terms also
exist for overseas investors keen to
participate in new projocts in the
state. “I would be glad to receive
foreign investors”, he said. “We are
particularly keen to attract large

companies with overseas branches
as we want to open up new markets
for our products.”

Diversification appears to be the
key issue of the moment. Many of
the exporters Eurofruit Magazine vis-
ited are now trialing new melon
varieties in addition to other items
that they consider offer export
potential such as asparagus,
papayas, blueberries, passionfruit
and acerola cherrios.

With a wider range of melons, the
exporters hope to open up a number
of new markets in Europe in line
with varying European requirements
on taste, appearance, size and so on.
Molon shipments already run from
September right through to May,
with strong prices achioved at the
start of the scason when the Spanish
molon season draws to a close and
again from February to April when
the supply of quality Brazilian mel-
ons is lower due to rainfall in the
north-east,

Over the pages that follow
Eurofruit Magazine talks to a number
of molon exporters and importers
from the north-cast and visits
Brasfrutas, one of the world's lead-
ing producers of pineapples. u
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Janic trials new melon varieties

Europe's largest melon importer pleased with first arrivals

ANIC (Import-Export) Ltd, a UK

leading importer of Brazilian
melons, has handled Maisa melons
on an exclusive basis for the past 14
years. Now considered to be one of
the largest melon importers in
Europe, Janic plans to cencentrate
this season on Yellow Honeydew
melons from Brazil, followed by Piel
de Sapo, Tendral, Galia and orange-
fleshed Canterlines. Trials will also
run with a new hybrid of long-life
Canteloupes.

“So far we have received only limit-
ed quantities of Galia but the fruit
arrived in excollent condition with
superb brix levels”, director Terry
Watts told Eurofruit Magazine. “We
plan to continue trials with this new
long-life hybrid and we're very excit-
ed about the potential market for
seafreighted Galias. Piel de Sapo
experiences no problems during the
journey by sea as it has a naturally
long shelf life.”

Janic plans to import in excess of
800,000 cartons of melons this sea-
son. Mr Watts believes that growing
conditions at Maisa's farms in
Mossor6 have been perfect, but is
wary of being too optimistic because
the north-east is highly susceptible
to rain at certain points in the sea-
son. “I can honestly say that so far
this season we have received excel-

-lent quality melons with_full colour -
and high brix levels”.said Mr Watts.

“Maisa knows that quality is of the
utmost importance in order to estab-
lish an early market position.”

Janic will also be importing a full
programme of mangoes and grapes
from Maisa. The company supplies
leading UK supermarket chains like
J. Sainsbury, Asda, Morrisons and
Waitrose, as well as many of the
largo catering organizations.

The company'’s main cus“omer
base is with the wholesale markets.
“The difference between us and

other importers is that we really do
work with the wholesalers”, said Mr
Watts.’ “We don't use them as a
dumping ground. We consider them
to be & very important sector of the

industry and respect the job that they -

do.”

Mr Watts told Eurofruit Magazine
that six importers had received mel-
ons on the first five vessels from
Brazil. He said that the market had
been-casier to manage as a result,
because last season at one point
there were as many as 21 importers
receiving fruit from one vessel and
alv-ays at least 15.

“It is’ sometimos difficult when
somo of the less exporionced compa-
nies start, but we are confident that
with our product knowledge, strong
customer base and top quality mel-
ons we shall have another successful
season,” he said. ]
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Frunorte steps up investment programme

New facilities planned, new varieties on trial

RUNORTE (Frutas do Nordeste

Ltda), Brazil's second largest
exporter of melons and largest
grower of mangoes, estimates that it
has made savings of $500 per
hectare on melon production since
it introduced its Integrated Pest
Management (IPM) system in
August 1990. At $1,000 per hectare,
the savings on acerola cherry pro-
duction have been even higher.

Frunorte president Meanoel Dantas
Barreto believes the essence of his
company lies in working with
nature, not against it. “Ecology, pro-
ductivity and technolagy are our
main aims”, he  claims.
“Environmental protection is an
important part of our Quality
Management Programme”.

Frunorte plants its fruit in layered
rows alongside plants that are cho-
sen precisely to attract harmful
pests. It uses selected pesticides as
and when required and biological
methods of. control for caterpillars
and destruction of crop remains.
Vegetation belts are maintained
between cach field. The company
alsa distributes information on envi-
ronmentally-friendly production
methods to other growers in the
Assu Valley where Frunorte's head-
quarters and farms are situated.

Investment

Frunorte has invested heavily in its
operation. In 1992 arcund $700,000
were spent on the construction of
coldstores covering 800m2. These
include tunnels, freezing chambers
and pre-cooling stores. The compa-
ny also purchased two 22 tonne
refrigerated trucks in order (o main-
tain the cool chain between the
farms and the port of Natal, a twa
and a half hour drive away from
Assu. Further investment is being
made this year into two new pre-
cooling units,

The company has also invested
§300,000 in its own laboratory. In
addition to carrying out routine
analysis checks an areas including
tissue and soil analysis, the laborato-
ry is also responsible for monitoring
the fruit throughout the production
stages to the final point-of-sale.
Fruit samples are taken when the
vessel is loaded and then again on
the fruit's arrival in Europe by Luis
Kmentt, Frunorie's permanent repre-
sentative at exclusive UK importer
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Commercial trials are taking place with a number of newer melon varieties

and partner Red Rose International
Ltd.

Frunorte also has a nursery where
most of its seedlings are grown and a
sister company Tanor (Tecnologia do
Norceste) which manufactures irri-
gation polyethylene pipes.

Production

With 1,200 hectares planted with
melons this season, Frunorte is con-
fident of an export total in excess of
one million cartons. Yellow
Honeydew melons form the bulk of
Frunorte's programme, although a
number of other melon varieties are
now also available for export includ-
ing orange-fleshed Canteloupes and
Piel de Sapo. Commercial trials are
now taking place with less common

"varieties such as Bonus, a Japanese

melon type which is green and tastes
like a Galia. Fifty hectares have
been planted with Bonus this season
and a further 50 are in line to be
planted for the 1994-95 season.
Other trials include tests with newer
types of orange-fleshed varieties.
Frunorte agronomist Breno Lacourt
Rodrigues told Eurofruit Magazine
that the company yields on average
40 tonnes of meions per hectare.
Around 25,000 to 32,900 plants are

sown per hectare deper.ding on the -

variely. “This season we 12ve excel-
lent quality melons despite one of
the worst droughts in Assu ‘n 100
years™, he told Eurofruit Magazine.

The climate in Assu is reportedly
ideal for melon production: $50mm

of rainfall per year, rolative humidity
between 30 and 60 per cent and an
estimated 3,000 hours of sunshine.
Tho intense photosynthesis process
contributes to a short crop cycle.
Melons are ripe for picking within
60 days, a fact which Frunorte
cleims is something of a world
record. Water is sourced from a dam
on Frunorte’s premises as well &s
from the Assu river. A self-balanc-
ing irrigation system of Isracli design
is also in operation.

Diversification
In addition to melons, Frunorte has
30 hectares of mangoes and 48
hectares of grapes under production.
The mango export crop is estimated
at 50,000 cartons for this season and
the grape crop at 20,000 cartons.
The mangoes produce two crops
from October to January. Tommy
Atkins, Van Dyke and Sensation are
the main varieties grown. The
grapes also crop twice, averaging 40
tonnes per hectare each ycar with a
programnme which includes Italia,
Ribier, Red Globe, Christmas Rose
and Ruby Scedless.

Spaghetti squash, grapefruit and
acerola cherries complete the com-

pany's product range. Frunor(e
claims to be the so'e producer of
spaghetti squash in Brazil. The cop.

pany has carried out mailings ang
promotional activities to develgy
sales of the produce on the domestjc
market and is now examining jqg
potential as an export crop. ™)
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Geest tops million carton mark with Brazil

Improved quality from Brazil presents Europe with a number of challenges, says Geest

HE start of the Brazilian melon

season has given the fruit trade a
much needed boost after a relatively
lacklustre sunimer trading period,
with strong interest reported in the
first European arrivals. Despite one
of the worst droughts on record in
the north-east of Brazil, melon
growing conditions under irrigation
have been good, with some
exporters predicting a 15 per cent
increase in shipments over the 1992-
93 season,

Geest plans to import over 1m car-
tons of Brazilian melons, mangoes,
grapes and limes through to May
1994. According to Geest-Sure
development director Alan Forrester,
over 50 per cent of Geest's melon
imports will be sold in Continental
Europe this year, to markets stretch-
ing from Spain to Scandinavia.
Geest plans to concentrate primarily
on the Yellow Honeydew and Piel
de Sapo melon varieties,

“The quality of the fruit on arrival
has been much.better than we would
nofmally expect so carly an in the
season”, said Mr Forrester. “The
growing conditions have been better
than usual. The Piel de Sapo in par-
ticular is achieving a stronger fol-
lowing as its higher sugars and fuller
flavour become more fully appreciat-
ed.” Geest says its customers have
responded favourably to the first
arrivals. The Spanish melon season
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finished four weeks ecarlier than
usual, which contributed to a higher
level of interest.

Mangoes

Brazilian products face relatively
low levels of competition from other
source countries. This is particular-
ly true for mangoes. Mr Forrester
believes that the expansion in pro-
duction, combined with improved
technical standards, will allow
Brazil to capitalise on this opportu-
nity.

Geest plans to import approximate-
ly 300,000 cartons of mangoes from
key producers in the Sio Francisco
Valley and Sio Paulo production
regions this scason. Mr Forrester
told Eurofruit Magazine that the
attractiveness of the US market,
combined with the creation of the
Sdo Francisco Valley Fruit Board,
have increased mango prices this
year. “We are already sceing a 75
per cent increase in farm gate prices
for export quality fruit”, he com-
mented.

Exports to Europe this season from
the Sio Francisco Valley are unlike-

ly to exceed 1m cartons. Drought -

conditions during July and August
have limited crop projections 1o just
a five per cent increase in volume.
Exports from the Sio Paulo region
are sel to start towards the beginning
of November. Climatic conditions

Geest plans to concentrate on
the Yellow Honeydew and Piel
de Sapo melon varieties

there are reported to have been
excellent. Mr Forrester believes that
there is every indication that the
fruit will be much stronger than last
year.

Grapes

Geest plans to import Italia and Ruby
grapes from Brazil's Sdo Francisco
Valley through to Christmas. Grape
production is said to be expanding
rapidly, althdugh first volumes this
season are slightly lower than nor-
mal.

Demand has been strong from
Argentina, the fourth largest
importer of melons from Brazil, with
Argentine importers already paying
double the value anticipated in
Europe for grapes. “This will be a
tough nut to crack until Argentine
production starts”, said Mr Forrester.
“However, it is still our intention to
import reasonable volumes befare
moving into other Southern
Hemisphere sources.”.

Geest believes Brazil offers massive
future potential as a supplier of fresh
fruit to Europe. “The development
of the necessary infrastructure to
ship fruit across this huge country
and thereafter to Europe is the key
consideration”, concluded Mr
Forrester. “Emphasis on the needs of
the European consumer will be the
final determinant as to the success or
failure of the producers.” |



Brazil's largest pineapple grow-
& set to export 9,000 tonnes to

Europe this year

INEAPPLE experts will tell you
Pthnt it takes 10 years (o fine tune
agricultural practices on a new
pincapple project. Near Joiio Pessoa
in the state of Parafba some 100km
due sc..h of Natal, one company is
busy doing just that. Now entering
its fourth year, Brasfrutas already
claims to be the fifth or sixth largest
pineapple producer in the werld for
fresh consumption and, unquestion-
ably, the largest pineapple producer
in South America.

“Producing pineapples for fresh
consumption is far moro demanding
than growing pineapples for juice or
canning”, goneral manager Enrique
Soler told Eurofruit Magazine. “It
takes more time to get the produc-
tion techniques right. At Brasfrutas,
we've now reached the end of our
first three-year fruiting cycle, having
fully planted the farm once. We're
now concentrating on refining our
production techniques.”

Size

The Brasfrutas farm stretches as far
as the cye can see. It covers 2,250
hectares, of which 1,500 hectares
have already been planted with 70m

pincapple plants.

The company also has a 100
hectare nursery which operates on a
two-year cycle. Seceds are harvested
as required, with 35 hectares planted




evory month. Mr Soler told Eurofruit Magazine that only
310 hectares remain to be planted for the current phase of
development to be completed.

Some 70,000 plants are planted per hectare, with yields of
approximately 110 tonnes per hectare of planted crop. “In
a three-year cycle we would expect to obtain 170 tonnes of
pineapples from each hectare", said Mr Soler. ‘The fruit
dnvelopment period takes 150 days.

Site

Developed in stages since 1990, the Brasfrutas farm is man-
aged by Enrique Soler and Brasfrutas president David
Anderson, both of whom have worked previocusly on
pineapple operations in Costa Rica. Tho project is
Brazilian-owned, making it one of just two independently-
owned pineapple farms of any size in the world.

Mr Soler told Eurofruit Magazine that Brasfrutas parent
compapy Brasagricolas epproached him in 1990 with the
aim of managing an expanding pineapple project. The first
task was to find the right area.

Brazil’s leading pineapple producing state, Parafha, was
chosen as the ideal location due to its topography, climate
and soils. Unlike the clay of Costa Rica, Parafba's scils are
sandy, which makes them easier to work, according to
Brasfrutas.

At 40 inches per year, the rainfall levels in Parafba are
also much lower than the annual 135 inches of rainfall
recorded on average in Costa Rica. “The Costa Rican soils
are hard to work in the rainy season”, said Mr Soler. “We
don’t have that problem here.”

Nevertheless, investment in the Brasfrutas project was
initially higher than expected due to the need to irrigate.
Pineapples cannot withstand drought, so Brasfrutas pur-
chased three pumping systems all of wiich are linked to
each other. The company is now working on the comple-
tion of an 11,000 cubic metre reservoir. When the frriga-
tion system is completed in 1994, the entiro farm will be
irrigated.

Research

Further investment has been made into a research laborato-
ry where all aspects of pineapple production are analysed.
“Qur aim is to get the highest percentage possible of
exportable fruit”, commented Mr Anderson. “We're look-
ing for plants which display excellent characteristics both
in the fruit and the plant itself.” Brasfrutas has already
developed the Brasfrutas Emerald, a Smooth Cayenne clone
with a strong green crown, good shape and size. The com-
pany plans to open an automatic sced selection and treat-
ment centre in 1994,

A total of 450 people work for Brasfrutas. All receive
training for their particular line of wqu. At the packhouse,
120 people pack up to 500 boxes 9( pincapples per hour. A
new packing line is now being installed with the aim of
packing a minimuin of 1,500 boxes per hour.

Exports this season are set to total 9,000 tonnes and will
all be channelled through Belgian Fruit Importers (BFI) in
Belgium. Brasfrutas is confident that exports will exceed
20,000 tonnes next year. The fruit is shipped from the port
of Cabedelo, located near to the Brasfrutas farm, to the port
of Rotterdam.

Over the next few years Brasfrutas also plans (o diversify
into other fruits. Trials arc already underway with man-
goes, papayas, melons, blueberries, acerola cherries and a
number of leguminau s plants, the latter used 1o enrich the
soil in the intermediate vincapple planting stage, ™
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period of severe drought which
has resulted in a stagnation in the
volumes of export fruit, but
increased plantings of fibreless
cultivars will resuit in a rapid
expansion of the South African
mango industry with the return of
more favourable climatic
conditions,” says Mr Waller.

As it stands now, India
dominates the mango production
map; the subcontinent grows
way over half of the world's total
mango output which stands at
around 16m tonnes. This huge
volume leaves South Africa
without even so much as a
mention on the official production
tables, but the country has a
significant role to play in the
import game, Of tatal EU imports
in 1991 of 53,200t, South Africa
supplied 4,100t; it may not seem
a great deal, but given the very
fragmented nature of the beast,

Mangoes are slowly making inroads into the world of mainstream fruit, but
high prices are still holding back potential business. Tessa Fox reports
on the South African product.

alk to anyone in the.trade

about their business and

discussion is guaranteed to
turn to money before too long.
Mantion mangoes to mango men
and conversation seems to
revolve around money. High
prices, it appears, are a real
problem in the mission to achieve
arising sales curve.

Consumption, to judge by

figures from fresh produce
market analysts, AGB, is at a
pitiably low level. Just two per
cent of the British population eat
mangoes at all - and they are
most likely to be regular buyers.
Surprisingly, that two per cent is
responsible for putting the UK
way ahead of its European
partners in mango consumption®

Al ﬁ’n ey

Mike Otty, assistant general manager of Lisbon Estates.

back in 1991, Britain impcrted
12,800 tonnes, France 10,600t
and Germany, which traditionally
tops the charts in fruit eating, just
9,100t. (Hofland's 14,000t total
is misleading as it includes
re-export.)

And there are positive sounds
coming from South Africa. lan
Waller, director of Frusal, the
organisation which handles about
35 per cent of South Africa's
subtropical fruic exports, is
confident that demand is
increasing. This demand, he
adds, will be met by the new
plantings reaching maturity over
the next few years and a hoped-
for return to better cliratic
conditions. “South Africa as a

this tonnage puts the RSA in the
number three slot after Brazil and
the USA. Al told, South Africa’s
mango exports hover around the
5,000t mark, just 10 per cent of
the country’s total production - it
is, says Alastair Philipson of FiDI,
which markets the Bella Nova
brand, a case of ‘could do better'.
The mango message is fighting
to be heard in Britain and, -
predictably, the multiple sector is
playing a prominent role in trying
to steer the fruit away from the
shady realm of exotica to thz high
volume, rapid turnover and
relatively low cost kingdom of
mainstream fruit. Already, says
Mr Philipson, supermarkets are
doing an excellent job in ripening
product and putting it o1 shelves
in that crucial ready-to-eat
condition that will tempt the first
time buyer. Greater emphasis nn
a good blushed appearance is
also heiping turn things around.
But price remains the real
stumbling block. Occasional
supermarket price promotions
may well up sales of the fruit for
the period of the push, but the
normal 89p-99p tag is standing in
the way of the fruit rubbing
shoulders in any meaningful way
with apples and oranges. Mike
Desai, Sainsbury’s deputy
manager of fruit buying, would
like to see the retail price drop by
almost half: “It should be under
50p,” he says. “The retail value
of mangoes is too high and this is
putting pecple off.” Sudhir Mehta
of importers Minor, Weir and
Willis agrees: “The price has
come down to around £5-£5.50
from £7 just recently. Itis
heading in the right direction, but
it needs to drop further if the fruit
is to sell in the same volumes as
peaches and nectarines.” Alastair
Philipson adds: “l would like

{continued on page 14
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1angoes to be accepted as a
eneral item on the produce
helves, but it is not going to
appen overnight and price is a
najor reason for this.”
Nevertheless, Sainsbury's cur-
ent push on South African Zill
nd Tommy Atkins mangoes
jown to 79p each) has been
uccessful: “This is the third

week of the promotion and the
signs are very encouraging,
though it is too early to say what
rise in sales there has been,”
says Mike Desai. Sainsbury has
also been the force behind
educational drives such as the
recent ‘Magic of Mangoes'
leaflets.

In the wholesale sector, the
surge in demand for mangoes
before Christmas saw prices rise

sharply on Glasgow market at
that time. ‘Mr Mango' of tha
wholesale trade - at least he is
known as such in Glasgow - is
Stuart Carmichael, director of
exotics specialist, J Carmichael &
Co Ltd: “I'd normally get £7 for
Venezuelan 12s, but before
Christmas | was getting £12 no
bother for Peruvian. The South
African fruit is likely to come in at
the £6 mark,” he says. He does
not rate the South African fruit as
highly as the Venezuelan or
Brazilian product he is working at
the moment, however: “The taste
and smell are not the same. Keitt
and Haden are definitely better
from South America.”

Sales of mangoes in Glasgow
are not huge, he adds, because
the ethnic population is smali, but
he believes that more labelling of
fruit would improve matters: “it's
the same old story - more
education is needed.” For Sudhir
Mehta, education on varietal
differences is crucial: “Consumers
must learn that there are some
very good green varieties around
such as Julie and Kent. The
green varieties tend to be less
fibrous too.

“| believe that Haden combines
all the best characteristics of

smell, colour and texture, but it
does not have such a long shelf
life. Sensation has a good future,
but Tommy Atkins tends to be a
bit fibrous.”

Price and consumer ignorance
aside, the short length of the
South African mango season is
also preventing them from
becoming a core product. There
is reasonable continuity from
December through to March but,
Mike Desai says: “ don't envisage
a kiwifruit-style explosion with
mangoes. There has to be
continuity of supply and good
quality all year round. If that
happens and the price comes
down, then maybe it could
happen, but | think there are
great benefits in mangoes
retaining their exotic connotations.
It's something different, isn't it.”

But, as worldwide production
increases, market forces dictate
that price will drop and, even if
mangoes never compare to
bananas in volume sales, they will
start to muscle in more on the
mainstream commodities. As
Sudhir Mehta puts it: “in five
years' time there will be a lot more
product and prices will be lower.
Growers will not be happy, ﬂ
but the consumer will.”

TEMPERATURES have soared
to the high 30s, there is a
sweet, heavy smell of mango
on the air and the humidity
levels are energy-sapping.
Conditions in the packhouse,
with its backdrop noise of
crashing machinery, are far
from easy.

But the set up at Lisbon
Estates in South Africa's
eastern Transvaal, is one of
the most important in the
country. In volume terms it is
certainly the largest producer,
handling 60 tonnes of the fruit
a day in the hei~ht of the brief
December to Februai, nacking
season from an annul ¢t 1p of
200,000 cartons.

Activity at the time of the
Journal's visit was at ils pe ik -
fruit is vigorously hosed do vn
on arrival, dipped for five
minutes in warm water, dried,
waxed and buffed before the
quality control, grading,
packing and cooling stages
take over. Any fruit which
doesn't male the grade either
for export or the local market
is channelled into Lisbon's
processing wing where fruit is
dried, juiced, pulped, or made

P acking in Lishon

into chutney or sweets.
“There is a total onslaught on
mangoes here. Nothing is
wasted,” says assistant
general manager Mike Otty.

Qut in the orchards, 45 000
trees aged between three and
45 years, seemingly drip
mangoes, but volumes are
lower than usual because of
the lack of rain. It is not
entirely a bad thing, though -
less fruit on the branches has
led to bigger individual fruit
sizes and better colour, says
Mr Otty.

The early Tommy Atkins
variety is stilt the flagship
variety, though the likes of
Heidi and Sensation are fast
hecoming popular fruit in the
laiter part of the season ard
plantings of these are
increasing.

On the export front, however
(about 75 per cent of exports
are done through Frusal under
the Lisbon Estates brand
name} Tommy Atkins
outperforms the rest - it makes
an export rate of nigh on 70
per cent, compared to an
average of 50 per cent and
just 30 per cent for Sensation.
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Mangoes, the most popular fruit of the tropics, are capturing the imagination

of consumers in Europe, where sales have increased to the point where they

now rival any exotic.

Bella Nova supplies mangoes all year round; whose attractive appearance is
matched by their beguilingly aromatic flavour - and easy eating qualities.
They always meet the same high standards, as do all our varieties of fruit,

from the four corners of the earth.
For Bella Nova, the world is our orchard. For you, Bella Nova is your
guarantec of freshness and quality.

The World is our Orchard |




Banana regime under attack
from big guns

The EU banana market looks for a safe haven six months
after the introduction of new import rules

HE EUROPEAN Commission is

putting the finishing touches to
an in-depth review of the balance of
supply and demand in the banana
market in the European Union six
months after the introduction of new
banara import rules.

The so-called supgly balance fore-
cast report, a legal requirement
under the terms of the new regime
and referred to by Alexandre
Tilgenkamp, the hcad of the
Commission’s DGVI agriculture
directorate, during his round-up of
EU policy &t the CIMO cougress in
Brussels last October, is likely to
make frightening reading, say insid-
ers. The European banana market has
been in deep trouble since the intro-
duction of new common European
import sules last July.

Europe’s difficulty in meeting the
demands of these new rules so soon
after their introduction was almost
invvitable. Ironically, it is perhaps
the only thing which has sccured
almost unanimous agrecment in the
banana trade for seme time. They all
knew the new banana regime was
going to be tough. It seems it has
lived up to its expectations.

It remains 1) be scen whether the
European Commission's plans to
apply a 2m tonne quota have to be
revised after the report has been
filed. European importers are hoping
that the early allocation of bananas
will at least defeat the uncertainty in
the market which prevailed for sev-
cral months after the beginning of
Jely.

Observers say the European banana
market has been divided down the
middle between north and south
rather than east and west. Markets in
the “north”, the traditional dollar
banana mackets, have seen a shortape
of both hananas and import licences
45 well as higher prices and higher
quality, while banana markets in the
“south” - this includes the UK —
hiave seen large volumes of new
attivals of bananas due to the high
availability of Hcsnees, which have
l"{lll);lll a steady decline in markaet
Drices,

Tnevitably, a bhroad-hrush analysis
ol this Lind is open to interpretation.

A

Now ACP bananas have made in-roads in the UK through regular arrivals to the port of

Dover
But it serves as a useful shorthand to
understand what has been going on.

It is under these conditions that the
European Comunission has continued
to be the target of intense sniper fire
which, repeatedly, has failed to hit
its target properly. But the European
Commission seems likely to face
much heavier artillery now being
manocuvred into position.

First, indications are expected soon
of what is almost certain to be a
damning report against the new
regime from a special GATT panel
which, although its full effect may be
blunted by a wider GATT agreement,
is likely to box the Luropean
Commission into a corner. It is going
to b a mighty political problem to
overcome.

Second, German banana importers,
again led by Atlanta AG's trouble-
some chairman and chiefl executive
Bernd-Artin Wessels operating under
new foreign ownership, claim to
have forced a breakthrouph on the
issue of quotas. A mortal blow 10 the
new regime was struck, they say, by
the German High Court in carly
December when it pranted a tempo-
rary injunction to both Atlanta and
Weichert & Co, Del Monte's distribu-
tor in northern Germany, giving
short-term access to additional doliar

banana licence.

The judges in Frankfurt have
secured for Atlanta an extra 12,000
tonnes or 600,000 boxes of bananas
for the month of December at
ECU100 per tonne while Weichert
has been allocated an extra 640
tonnes under the same conditions. It
sets an important precedent, Mr
Wessels told Lurofruit Magazine, for
other banana importers to apply for
similar temporary injunctions. ‘This
is the beginning of the end”, he
warned.

It may all be wishful thinking on
the part of Mr Wessels. If it does go
ahead, it sets the German courts, and
therefore by implication the German
government, on a collision course
with the European Commission and
with EU law because the quantities
exceed the 2m tonne tariff.
Importantly, the argument will focus
debate once again on Germany,
where the struggles against the new
regime before and after July 1 domi-
nated the headlines.,

In Germany, banana operators say
the banana regime has had just the
reaction they were predicting.
Consumption is dropping, according
1o data collected on behalf of Dole
Fresh Fruit Europe Ltd & Co, on the
back of rising prices. Importers have

Eurofruit Magazine December 19937 1anuary 1994
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been unable to access the volumes of
bananas they want for the market
and their attempts to source volumes
of ACP fruit have been unsuccessful.

Meanwhile, some have still man-
aged to grab newspaper headlines by
trumpeting what they say are the
more absurd consequences of the
new banana regime: Frankfurt-based
importer Anton Diirbeck GmbH has
succeeded in getting newcomer
licence for his grandchildren and
household pets, while Atlanta AG is
taking part in a bananas-for-trucks
barter deal between Daimler Benz
and the government of Ecuador.

Elsewhere, in the former protected
markets of the new European Union,
established banana importers and
distributors are having to come to
terms with market condilions which
have also changed.

These changes have been perhaps
at their most dramatic in Spain and
France, formerly Europe’s two most
protected banana markets. Here,
established importers say banana
prices have dropped as a result of
new volumes of dollar bananas in
particular making their way onto the
market. Although interestingly, con-
sumer demand has reportedly held
up strongly for European and ACP
bananas.

Spain is seeing new entrants to the
market, many of them traditional
dollar players. Chiquita Brands, now
managed in Europe from the Geneva
office of Chiquita International SA,
has been discharging full loads of
bananas into the Spanish port of
Sagunto since September. One
Madrid-based importer is already
constructing a 40-rooin pressurised
ripening complex to accommodate
some 50,000 boxes of bananas from
Chiquita every week, according to
Valencia Fruits.

“Spain is an important market at
both consumer and commercial lev-
els in Europe”, Tony Freire, Chiquita

Brands’ development director for
Southern Europe told the Spanish
trade newspaper. “We are hoping to
develop it as best we can so that we
can market Chiquita bananas from all
the different arigins as well as a wide
range of other fresh fruits”, Chiquita
has set up offices in both Spain and
Portugal.

In France and the UK, bananas from
traditional sources, the DOM-TOM
territories and the Windward
Islands, Jamaica and others respec-
tively, have come under intense
pressure from new ACP sources.
While the predicted invasion of dol-
lar bananas has just not happened,
this relentless pressure from ACP
producers in Africa does not look at
if it is going to case. Reportedly one
senior French banana importer was
even predicting arrivals into France
from French sources (old-EC and
ACP) of 77,000 tonnes of bananas in
the month of December alone, over
90 per cent higher than arrivals for
the same period in 1992.

Meanwhile, banana producers in
the Ivory Coast and the Cameroons
are in danger of exceeding their quo-
tas, industry experts say. Both coun-
tries have been claiming these were
already too low and are likely to be
lobbying hard for greater access to
the EU or for more substantial aid to
tide them over. Notwithstanding sig-
nificant improvements in fruit quali-
ty, banana producers in Martinique
and Guadeloupe are likely to have
have secen their market share in
France eroded by banana imports
from Ivory Coast and the Cameroons
in particular.

Volumes from the Cameroons are
also turning around the banana mar-
ket in the UK. Direct fortnightly
arrivals of some 60,000 boxes of
bananas from the African banana
producing countries have attracted
new business from the supermarkets
in particular. While Del Monte Fresh

Produce (UK) Ltd has been importing
and ripening bananas from these
sources for several years, the lack of
dedicated ripening capacity for Dole
and minority partner Campagnic
Fruitiere would suggest that signifi-
cant new moves may come.

Indeed, Dole Food Co chairman and
chief executive David Murdock told
US analysts as recently as last
November that the company is
“heavily engaged” in the acquisition
of ripeners and distributors in
Europe. Five countries were visited
by him recently and negotiations
with “several cager sellers” were
expected to continue and to be com-
pleted in 1994,

Rising competition at a slow time of
the year for the banana trade has had
a unsurprising knock-on effect on
traditional market supplies: analysis
of UK green boat prices reveals a 20
per cent drop in the price of a tonne
of Windward Island bananas
between the first week in July and
the first week in December. Eurofruit
Magazinc understands that estab-
lished banrna importers have
demanded rnore moderation from
new suppliers to the market.

In these conditions, established UK
banana companies have come under
pressure, Geest, for example, has
seen its share price continue to fall
from the spectacular heights
achieved at the start of the vear when
the new banana regime was bro-
kered. In its defence, Guest points
out that current market conditions
are in line with its predictions carlier
this year and are not surprising given
the historic decline in demand in
Europe in the last quarter of the year.

At the same time, Geest and Fyfles,
its UK rival, have been involved in a
complicated argument over banana
licences which, in spite of an interim
injunction going against Fyffes, is
likely to come before the High Court
in carly 1994. ]
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Fewer households are buying bananas

Negative effect of Brussels banana policy in Germany, says Dole Fresh Fruit Europe

ANY OF the articles and

peeches covering the effect of
the EC's new banana regime tend to
deal more with overriding “issues™
such as protectionism versus free
trade, or the effect upon employ-
ment in the producing or distribut-
ing countries. One aspect that some-
times tends to be a little overlooked
is the effect upon purchasing behav-
iour.

All the different shades of opinion
in the fruit trade are at least united
on the one objective of promoting
the consumption of fruit. The aim of
the EC barana regime should there-
fore not be to reduce per capita con-
sumption in the single EC market to
the levels of the hitherto protected
markets such as the UK or France,
but to increase it to the levels in
Germany, for example. (See graph 1)

Unfortunately consumer research
data now available for Germany
indicates that the effect of the EC's
regulations has been a significant
reduction in banana consumption.
Dole Fresh Fruit Europe monitors
consumer trends in the fresh fruit
market through a panel of 5,000
houscholds, which is a representa-
tive sample of the German popula-
tion. In each houschold cach day's
purchases are recorded in a special
diary detailing where the merchan-
dise was bought, how much it cost,
etc. This information is sent to the
GFK research institute in Nuremberg
at the end of every week. The com-
bined monthly and quarterly reports
provide a reliable basis for an unbi-
ased assessment of recent market
developments. Graph 2 shows that
right from the beginning of 1993
fewer German households have been
buying bananas every month than in
the previous year. To some extent
this is a reflection of the general
recession, reduced import volumes,
and also perhaps the negative pre-
publicity about the proposed banana
regime.

Since July 1993, however, this neg-
ative trend has accelerated dramati-
cally. Not only are fewer houscholds
buying bananas, but the quantities
purchased have also decreased over-
propartionally in the months since
the new regime came into effect -
see graph 3. In September for exam-
ple 16 per cent fewer households
purchased 27 per cent less bananas,
That means that the 17m German

Sasue Curostat, FAO, rat stansaca, ast Europe pavty Dols sstmae

Graph1: per capita consumption of bananas in Europe in 1992
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Groph 2: household purchasing of bananas (in millions}

households who did buy bananas
bought on average 11 per cent less
than a year ago.

The ostensible reason would
appear to be the sharp increases in
retail prices since July. (Sce graph 4)
In the five new federal states in east-
ern Germany, where unemployment
in high and disposable income low,
banana consumption has declined
particularly sharply. However, aver-
age prices still appear relatively rea-
sonable at DM 2.34/kg in September.

Perhaps the decline in consump-
tion is less a result of high prices
than of other factors such as promo-
tional support and quality. In this
context it is significant that the share
of unlabelled and other brands
increased from 38 per cent in the
third quarter of 1992 to 44 per cent

Curofruit Magazine Decembier 19937 January 1994

in 1993. Bananas are one of the sta-
ples of the fresh produce depart-
ment. Well-merchandised banana
displays attract customers who then
spontancously buy other {fresh)
praducts. Certainly demand for
bananas decreases commensurate
with price increases. However, the
recent decline in consuinption since
July is prabably also a reflection of a
decline in promotions for bananas
since July.

Perhaps retailers are ignoring the
“sales-generator” effect of the banana
and enjoying the short terin benefits
of increased turnover at lower vol-
ume levels. Each month since July
has seen a higher level of consumer
retail expenditure than last year.
(See graph 5) However, the banana's
share of the average shopper's fruit



basket has dropped from 25 per cent in September
1992 to 20 per cent in 1993.

It is also significant that the proportion of bananas
bought at discounters has increased sharply since July
1993. In western Germany, for example, the discoun-
ters’ market share was up from 42 per cent in the third
quarter of 1992 to 47 per cent in 1993,

German per capita consumption of bananas certainly
increased dramatically following the discount chains’
decision to scll a limited range of fresh. produce in the
mid-1980s. Wide distribution was one factor in making
the banana Germany's most popular fruit at retail lovel.
High quality, strong promotional suppert, and profes-
sional merchandising were also essential to achieve
penetration levels of 96 per cent, and per capita con-
sumption of over 17kg per year.

Mr TilgenKamp's concept of “organised free trade” is
perhaps perfectly viable if the organisation works.
Alas, the new EC regime is more charagterised by inef-
ficiency. The process is one of permanent litigation, of
recurring delays in determining quota volumes, and of
increased administration and burcaucracy. All this,
together with reduced promotional support by retail-
crs, scems to be resulting in an alarmingly rapid
decline of the banana’s consumer acceptance in
Germany.

It is certainly true that the regime is not yet properly
established. That is precisely the point. The banana is
one of the major “sales-generators” of the fresh pro-
duce department. The trend in Germany, since July, is
increasingly negative. The effect might therefore be to
depress the overall level of fruit consumption - sce
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Graph §: retail sales
turnover (in million DM)
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graph 6 for the international per
capita comparison.

The basic principles of the EC's
agricultural policy need to be
reviewed in the light of such statisti-
cal analysis of the effects of the new

banana regime. Is it sensible to put
so much financial emphasis on
“organising” the production, rather
than on promoting consumption?
Surely the first evidence of the
effects of the EC's new banana

 Graph 6: per capita con-

sumption of fresh fruit per
country (in kgs)

regime, together with the accumulat-
ed evidence regarding the inefficien-
cies of the Common Agricultural
Policy, indicates that it is high time
for some fresh thinking in how best
to “organise” the produce business.®
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Thailand

Thailand’s food
processing industry,
propelled by a more

export-oriented

economy, has been
moving in the direction
of value added
processing. APFI
outlines the dominant
and growing scclors,
which are sut to drive
the industry to

greater heights.

Canned seafaod . .., ...

Canned tuna 523.0
Other canned fishes. .- 7565 87
Canned sardine . . 25824 . 3t
Canned mackeral ., 15004, . 179
Canned salman s 1,132 32
Canned crab meat 9,687 518
Canncd prawn, shrimps 39,194 3044
Canned baby clam 5,026 123
Canned squid 2,454 6.6
Frozen tuna foin 35482 824
Canned pet food 109,967 1231

Veering towards
value added processing

HE availability of relatively inex-

pensive skilled labour and the
favourable investment policies on the
opening up of the Indochina region has
helped Thailand develop into a newly
industrialised country. Although the
economy in general has moved into
areas such as textile production, manu-
facturing of clectronic components,
automotive parts, tin and steel, houschold

" 243488
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Canned fruits

Canned pineapple 491,367 322.7
Canned rambutan with pine 3,294 42
Other canned mixed (ruits 50,435 35.7
Canned rambutan 1,558 20
Canned lychee 9,789 137
Canned longan 7973 1.3
Canned mango 6,716 57
Canned papaya 1,710 14
Canned guava 230 0.2
Canned banana 357 0.3
Other canned fruits 16,120 16.0
Pineapple juice concentrate 65,130 66.0
Canncd pineapple juice 14,148 12.2
B S 74914
Canned vegetables
Canned baby com 36,766 J2.2
Canned mushroom 1217 9.8
Canned asparagus 1,394 22
Canned bamboo shoots 48,681 373
81.%
Grand total

1,737.0

(Soutce : Thai F'ood Processors Association 1993)

products, agriculturally-related industries
remains the mainstay of the cconomy,
representing  almost 20 percent of
the country total annual exports. The
abundance of agricultural produce and
-the large coastal térritory have been
reasons for the country remaining as one
of the major producers of agricultural
products. The total export camings reaped
by the nation from this sector reached
nearly US$35.1 billion in 1992, with a
large portion of this eaming consisting of
tapioca flour, frozen chicken, canned
fruits and vegetables.

Towards value-added
processing

With th rapid industrialisation of the
cconomy and the surplus in agricultural
produce, value-added agricultural pro-
cessing  industry has become the
backbone of Thailand’s agricultural
industry over the ycars. Following the
increased demand for Thai products,
more and more farmers have found a
market for their produce in the food
processing industry. The recent years
have seen more farmers producing raw
materials for this important export-
oriented sector, greatly boosting the
value-added sectors. Fromh a country
dependent on selling commodities in
bulk on the world market, Thailand has
now switched to selling high quality
processed foods to intermational markets.

Among the main components of this
valuc-added industry are canned, frozen
and dehydrated products. Between the
three processes, canning is by far the
most important and most widely used
method to add value to agricultural
produce, while dehydration is still in its
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THAILAND

carly stages and growing at a
slow pace, as both overscas
markets and domestic markets arc
still relatively small. This method
is used to some degree for
virtually all products produced in
Thailand, ranging from fruits and
vegetables to seafood. The canned
food industry and in particular,
those of scafood, tuna, fruits and
vegetables and pincapple, have
been showing some dynamic
growth over and above all other
processed food sectors, contributing
substantially to the cconomy’s
foreign exchange carnings. The
combined export value for these
four groups for 1991 was well
over USS$1.75 million, more than
25 percent of al’ agricultural cxport-.

Growth sectors

Canned seafood Since the
establishment of the canning
industry, Thailand has become the
world’s largest manufacturer and
exporter of canned seafood. Its
well known reputation remains
untainted for the past decades. In
the top ten export ranking for
Thai products in 1992, canned
scafood was the 9th highest ex-
porter, accounting for almost
US$910 million in export camings,
an cquivalent of 20 percent of the
total food exports in 1992. Growth
prospects for this sector remain
upbeat. Export carnings is pro-
jected to increase by 9 percent,
reaching US$992 million in
1993.

US$600 million worth of
exports. The country domi-
nates the world market with
a more than 50-percent
share. Greater health and
nutritional awareness amongst
consumers worldwide have
resulted in an increase in the
consumption of and demand
for white meat. As a result,
tuna fishing and processing
have expanded rapidly. To
date, there are approximately
20 tuna canneries located ifl
Thailand, producing ncarly
US$500 million worth of
products for exports every
year.

Although Thailand has
maintained its position as a
quality tuna packer, competi-
tion has intensified in its
major export markets such as
the US and Europe with the
stricter Food and Drug re-
gulations. Tuna processors, in
the strive to improve their
competitive edge, arc im-
proving production pro-
cesses to ensure that all tuna
products meet international
health standards, as well as
the demands of consumers.
Additionally, they are also
placing greater emphasis on
the environment in the pro-
duction and processing of
their products. The Thai
government, in response to
this, has recently promulgated

1989 1890 -

W:Mwwmmu testmatod -

1987 28,220
1988 40,167
1989 58,636
1980 73,680
1991 79,960
1992 65,130

17.4
261
344
621
103.1
659

T TR P L)
Of the huge able 2 : Exports of canned pineapple::h
<= i Thalland: ;
volume of canned = bt
secafood cxported | ‘Year'- it Volume -roasie ¥
T - (USSmillion) . -
annually, canned (Tonnes) (US§million)
tuna took up the | 1987 258,807 1454
largest portion, ac- | 1988 341414 182.3
counting, for ncarl 1989 345,248 1716
. B 10T Tied y 1990 398,337 2154
US$400 million to | g9 417,669 2832
1992 491,367 3227
{Saurce :1hai Food Processors Associahon 1993)

(Source : Thal Food Processors Associalion 1993)
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THAILAND

laws curbing the use of certain
fishing methods to protect dol-
phins, sea turtles and other marine
life. Relevant authorties have also
been invited to enter Thailand
and monitor the production pro-
cess of canned tuna to reconfim
the country’s emphasis on envi-
ronment-friendly fishing methods.
Besides canned tuna and fish, a
varety of other products from the
sea are also processed and sold
successfully on the world market.
Thai squid, crab and baby clams
have eamed a good reputation for
quality on the world market, and
sales of these products are soaring.
For 1992, exports of squid totalled
well over US$6.5 million, crab
over US$50 million and baby

clams over US$12.2 million.

Frozen scafood Thailand enjoys
similar success with its frozen
scafood sectors, exporting about
75 percent of its output. Exports
in 1991 reached a total of 332,638
tonnes valued at US$1.35 billion,
representing a growth of 23 per-
cent in volume and about 25 per-
cent in value. Furthermore, a steady
increase in freezing was noted
for the marine catch from 2.8
percert in 1986 10 18.8 percent in
1990. This is evident in the
number of freezing plants and
cold storage facilities, which
increased from 94 units in 1989 to
108 units in 1990. Among the
specics used for freezing, the

most important arc shrimp, crab
and cephalopods, most of which
arc exported. The exports of frozen
shrimp in 1992 reached 133,892
tonnes valued at US$1.2 billion, an
amount which exceeds that of the
previous year by 16 pereent. Simi-
larly, export of frozen cephalopods
rose to 62,575 tonnes tn 1992
from 48,208 tonnes in 1990.
LExports for frezen fish, excluding
fillets, 1in 1992 also recorded an
increase of more than 60 percent
over the previous year, registering
some 84,000 tonnes in 1992,

With rising demand for both
canned and frozen scafood comes
the increasing need for raw
material. However, as most varic-
tics of scafood cannot be fanned,
the processing industry is de-
peinident or Thailand’s fishing
fleet for raw material supply. This
is the greatest challenge for the
scafood processing industry now
as new ways. of ensuring that the
present supply of raw material be
maintained have to be found and
if possible, increased. Aquaculture
production has since been inten-
sified and fishing joint ventures
with neighbouring countries were
set up to complement the im-
ported raw materials.

Canned pincapple Pincapple,
second to tuna, is Thailand’s largest
exported canncd commodity.
Currently, Thailand ranks as the
world’s largest exporter of canned
pineapple, with exports reaching
490,000 tonnes in 1992, Constant
rescarch to improve plant species
has resulted in higher yicld pro-
duce. LEven though land basc has
shrunk, overall production has re-
mained steady, and in most cases
grown. Innovative new farming
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techniques which make use of
morc intensive yet environmentally
less damaging methods have
resulted in higher quality products.
While the market for canned
pincapple has been considered
saturated, pineapple juice and
concentrate on the other hand, is
fast becoming a growing sector,
with the sector’s output reaching
80,000 tonnes in 1992. The two
products in particular, have experi-
enced a two-fold increase over the
past four years, increasing in
volunies from 40,200 tonnes in
1988 to 80,000 tonnes in 1992.
These developments have attracted
new players such as K T Pincapple
and Produce Co to venture into
pincapple juice processing. The
company recently invested some
US$3.9 million to produce 3,600
tonnes of concentrated  pine-
apple juice. To further boost
the industry’s performance, the
Agriculture Ministry of Thailand
has recently appointed a new com-
mittee to monitor the production,
processing and marketing  of
pincapple and its by-products. It
was formed to cope with the
expected global economic down-
turn which will in turn reduce
the demand for Thai canned
pincapple picces and juice.

Government incentives

With the increasing importance
of the canning industry in par-
ticular, and the food export sector
as a whole to Thailand’s economy,
the government has placed greater
emphasis on these sectors since
its Sixth National Economic Deve-
lopment Plan. This is especially so
in view of the increasing labour
costs, costs of production of these
poods as well as competition for
cxport from countries such as

Indonesia, Malaysia, Vietnam,
China and other emerging de-
veloping nations. These countries
are a threat to Thailand’s com-
petitive edge.

To ensure that Thailand’s food
processors and farmers  will
continue to benefit from this
highly lucrative export sector, the
Thai government, through the
Department of Export Promotion
and the Department of Economics
“and Commerce, is formulating
policies and implementing plans
to make Thailand’s valuc-added
products more competitive and
attractive to foreign buyers and
consumers. These policies and
plans include reduction of import
taxes on raw materials used in the

production of packaging materials,
packaging equipment and pro-
cessing machinery. In addition,
promotions of Thai food products
stressing quality are organised
regularly in many countries around
the world through commercial
oftices based in the Thai embassies
located there. Most importantly
however, government departments
arc becoming more involved in
the promotion of Theiland's pro-
ducts as well as the monitoring
of production practices to ensure
that the products actuaily meet
and cxceed the standards set
globally for such products. [XIdl
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Country Focus
Thailand

Thailand's Charoen
Pokphand Group is a
name well known in the
food industry. APFI
finds out how its
relatively new fruit and
vegetable division, C P
Natral Produce which
specialises in
Individually Quick
Frozen (IQF) fruits and
vegetables, has managed
1o continue its success in
the midst of comperition
Srom up and coming

China and Vietnam.

Frozen produce

gets a fresh approach

VER the past two ycars, C P Natural

Produce has become considerably
export-oriented, with 95 percent of its
products worth US$3.9 million, going to
markets as far as Singapore, Taiwan,
Japan, United States and cven Europe.
Japan leads the pack of importers of
fruits and vegetables, absorbing 80
percent of the company’s exports. The
other 20 percent of its exports is
shipped to Europe and the US, and a
small percentage to Singapore and
Taiwan. The prospects for growth
opportunities in thesc arcas remain
optimistic, with tne Japanese market
expected to grow at 50 percent, the
European market at 20 percent and Asia
at a modest rate of 10 to 15 percent in
the next two years.

The success of C I’s export trade can
be attributed to the rapid development
and expansion of Thailand’s food pro-
cessing industry. The country’s abundant
supply of raw materials has cnabled the
company to develop and improve the
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quality of products to international
standards. Morcover, being a subsidiary
of its trading arm, C P Intertrade, the
distribution of its freshly packed pro-
ducts has been made faster and more
cfficient — an important aspect for highly
perishable goods like fruits and vege-
tables. “We have an- advantage over
others because we have so many trading
representatives in the different countries.
Such network has made us more
competitive.” said Prasert Chiarakul,
section manager (fruits and vegetables
division). '

Staying competitive

Although C P's growth path has been
fairly smooth in the past two years, its
competitive edge in the fruit and
vegetable exports may soon be croded.
Since the liberalisation of China and
Vietnam, both countries have becen
developing its various industries, not
only that of frozen fruit and vegetable
industry, but in all other competing
industrics as well. “Both countrics are
developing very rapidly. The
normal learning curve in this
industry is 5 to 10 ycars.
These days however, the
P life' cycle has been
shortened because they
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leamn from other’s experience and
arc able to benefit from it,”
Chiarakul said.

Chiarakul explained that the
investment for fresh fruits and
vegetables is not very high as
growth opportunities in this area
is projected at a mere 5 percent.
Nevertheless, new players con-
tinue to flood the market duc to
the absence of barriers to entry.
This growing supply of fresh
produce manufacturers in a stable
growth industry has prompted

Japan, its major importer, to seck
out new and cheaper suppliers,
such as those in China and
Vietnam. C P has expressed a
willingness to lower prices so as
to maintain its competitiveness,
but stiff competition from the
Chinese, Vietnamese as well as
new industry players have render-
ed a price cut an ineffective option.

Minimal processing,
maximum quality

A glimpse into the process-
ing and packaging operations on

“The vegetable business is
unlike the poultry or
seafood business, where
specialisation is the key to
success. When supply
meets demand, manufac-
turers have to shift to
another product in order

to remain competitive.”

— Prasert Chiaraku!, seclion manager
(fruits and vegetable division)

Ateam of six workers prepares the cooled asparagus for blast freezing by stacking them neatly
into square trays lined with metal gauze.

its 3,500 sq m factory floor
in Pathumthani reveals
the strict sanitary standards
imposed on the production.
3,000 tonnes of indivi-
dually quick Frozen (IQF)
produce and 2,000 tonnes
of {resh produce are pro-
cessed annually. Among
the produce processed are
baby com, asparagus, bam-
boo shoots, okra, onions,
spring. onions, lecks, tomatocs,
carrots, lettuce and cabbage and
fruits such as strawberrics, lychees,

longans, rambutans, pomelo, guava,
durian, mangosteen, passion fruit
and young coconut.

To ensure a high quality end
product, all fruits and vegetables
are processed within hours of
picking from the many contract
farms located nearby. Each day,
a total of 45 tonnes of raw
material is transported via trucks
to its plant. Before processing
trcatment, these materials are
stored in a 10 tonne capacity
cold room at a temperature of 5°C.
On the day of APFI's visit,
vegetable processing was in
operation, lending an insight into
the asparagus and baby corn
processing — staple products
for the company.

o,

Lightly blanched vegetables go through a
cutting and selection process where the
vegetahles are selected, pruned, cut and
separated accerding fo size.
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From the blanching tank Fresh
vegetables are lightly blanched in
a huge hot water tank with the
assistance of five workers. Herein
lics the most critical point of the
entire processing line as this pro-
cess Las to be kept minimal to
retain the crunchy mouthfcel of
the vegetables — a top priority 1n
the Japanese market. The blanched
vegetables are then subjected to a
cutting and selection process
where the vegetables are selected,
pruned, cut and graded according
to size. A tcam of 35 workers
perform the task of selecting only
the green and blooming varictics
for processing and rejecting the
yellow pants, while a second team
of 20 workers assist in the
sclection for baby corn. Both
these tasks are carried out on the
five sclection tables lined with
squarc metal trays and metal
gauze Lo drain excess water from

the freshly blanched vegetables.
The products are graded accord-
ing to the diameter and length.
Asparagus is sorted according to
four different diameter sizes:
3 to 5mm, 5 to 8 mm, 8to 12mm
as well as 12mm and above and
lengths of 8, 11 and 15 mm for
the various export markets.

Into the freezer Sorted vege-
tables arranged neatly onto metal
trays are left to cool under ambicnt
temperature. This is followed by
a pre-cooling process, which re-
duces the temperature of the vege-
tables gradually to 0°C to retain
the origina! texture and appearance
of the product. When the tem-
perature reaches 0°C, the trays of
asparagus are slotted manually
into the racks which lines a 500 kg
capacity blast Ireezer to be frozen
¢t a temnperature of -30°C. Cool
ait within the freczer blasts freeze

the vegetables to prolong the
shelf life of the product. Depending
on the type of vegetables or fruits
processed, a vapour heat treatment
is carried out following blast
freezing for fruits like mango to
kill the fruit flies.

To the consumer At the pac-
kaging station, frozen vegetables
are packed manually into clear
flexible bags and stored in a 150
tonne capacity coldroom for appro-
ximately 5 days. The final products
are tested for appearance, brix
level, bacteria count and weight by
a small tecam of five workers
before delivery to shipping con-
tainers to its various cxport markets,

Rewarding strategies
Commenting on the challenges
i the fruit and vegetable industry,
Chiarakul said, “One problem with
this industry is that your future
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rests on natural phenomena such
as the climate. As a result, the
price fluctuates very often and
this affects your revenue. You
have to be really sensitive to the
changes in order to sustain the
business.” For this reason, the com-
pany chose to employ contract
farmers cven though it has its own
plantation, preferring to specialise
in downstream processing as it
has too muny companies under its
CP umbrella group. At present,
C P Natral Produce has just
started on its mango plantation, in
which some mangoes are beginn-
ing to grow and somce freshly
harvested and processed.

As an added precaution to
safeguard itself” from risks, diver-
sification has proven to be a good
strategy. The company has since
diversified its crop cultivation by
growing some of its staple fruits
and vegetables in different parts
of Thailand. For example, mango,
traditionally a crop grown and
harvested in Cantaburi, is now
grown on a large scale in
Chiangmai and Chunpah. Accord-
ing to Chiarakul, China and
Vietnam, hoping to accelerate the
development of their respective
fruit and vegetable industries,
are also experimenting with this
concept. However, the uncertainty
over its commercial viability and
the lack of relevant support
technology, proper storage and
handling methods, imply that their
competitiveness are yet to reach
intemational levels.

Currently, the ~ompatibility
between the demand - od supply
of fresh and frozen aspaiagus has
also prompted C P to diversify and
seck out a cheaper product with
similar f'bre content as asparagus
to be promoted jointly. Justifying

this move, Chiarakul said, “The
vegetable business is unlike the
poultry or seafood business,
where specialisation is the key to
success. Considering the vast
varictics of vegetables, when the
supply matches the demand for

one, manufacturers have to shift
to another product in order to
remain competitive.” AP
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Food and drink opportunities in SE Asia

Jver the last five years, the countries of South East Asia have
:ixperienced higher economic growth rates that any other parts of the
vorld. At the same time, greater changes have taken place in the
-egion’s food and drink consumption habits than at any other time in
ristory. Consequently, the foodstufls markets in the ASEAN coun-
ries can offer significant opportunities for growth for those compa-
iics able to build their positions now. Nevertheless, this is not a region
‘or the faint-hearted nor for those, whose primary aim is to make

short-term gains.

Food manufacturing in SE Asia

Expenditure on food as a percentage
»ftotal houschold spending ranges from
19% in Singapore to 51% in the Phil-
ppines, compared with 12% in the UK
ind Germany. A study of the region by
>romar International finds that:

* competition in processed foods is
currently underdeveloped,

* market entry costs are relatively low,

* there is a trend {owards ‘western’
style food consumption patterns and
lifestyles and,

* orgarised distribution systems are
emerging.

Food manufacturing success will de-
send on targeting local markets (cach
1ation has very different demands), un-
ferstanding the power of local cuisine
ind the region’s indigenous fast food
aulture and responding to taste prefer-
mces and dictary restrictions. Foreign
>ompanies must be ready to invest heav-
ly and to be patient while waiting for
weturns, Barriers to entry arc being re-

luced, but are still significant:

- high import dutics in all co ..ries
except Singapore and Brunei

- protectionist attitudes of governments
and local businesse .

- intense pricccompetic ninthemore
affluent markets

- strength of existing players with cs-
tablished disiribution and strong
marketing support

- low average earnings in the larger
countrics.

Most governments sce their food
processing industries as important be-
cause they supply food to the local
population, thus saving valuable for-
tign currency, they provide much
nceded employment, can cam foreign
currency and can expand the agricul-
tural and fisherics sectors beyond mere
commodity production,

SE Asia has a large number of firms
operating in the food processing sector,
most of which are small companies act-
ing as traditional or basic processors of
foodstuffs. These include farmers, fish-
ermen or middlemen, using traditional
techniques to dry or preserve produce or
to produce such products as soya bean
curd, spice mixes or prawn crackers. A
far smaller number of medium to large
firms control the bulk of the region’s food
processing (sce table).

In 1992/93, there are less than 250
large local firms, 20% of which arc
listed on local stock exchanges. Many
are diversc conglomerates with food
chain interests. The largest local food

chain firm in the region is probably
Charcon Pokphand, Thailand’s family
controlled fragmented commodity food
group with estimatcd turnover for all
businesses (including China) of around
US$3bn in 1991, Other large food
groups include the diversificd San
Miguel and Salimi Group and the
plantation firm, Kumpulan Guthric,
When added together, the large nation-
ally-oricntated subsidiarics and asso-
ciates for Nestlé, Ajinomoto and
McDonald’s would also count as ma-
jor players in the region.

Protection of local firms has lead to
stagnated management styles and dis-
tinctly protectionist business strategics.
Soon after the ASEAN Heads of Gov-
crument signed the ASEAN Free Trade
Arca Accord in carly 1992, it was re-
ported that senior managers of many
food and drink companics were lobbying
their governments to delay implementa-
tion of new free trade measures for their
products, cven though the Accord speci-
fied that eany food and drink products
were not fast track items for tanff cuts.

Privately held and locally quoted conglomerates having

Govemnment owned and controlled commodity producers
Large local, privately held and locally quoted firms

Consumer product trading companies with long estab-
4. JV companies or locally quoted subsidiaries of

Import substitution industrics dominated by:
1. Locally quoted firms with close links to US or European

2. Subsidiaries of multinationals, some quoted on the local

- contract food prozessor for foreign brands
2. JV companies or locally quoted subsidiaries/ associates

3. Consumer product trading companies with established

Key player types in SE Asian food processing industry
Dominant firms
Indonesia 1.
JVs with foreign producers
2.
Malaysia 1.
2. Plantation companics
3.
lished links with Malaysia
multinationals
Philippines
food producers via JVs or licence
2. Large locals with indcpendent brands
Singapore 1. Large locals quoted or privately held
Stock Exchange
Thailand 1. Large locals operating in the role of:
- food commodity trader
of multinationals
links with Thailand
Vietnam

State-run vertically intcgrated industrics controlied at
Ministry, provincial or city governinent level
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Fragmented food service sector

The food service sector is highly
fragmented and consists of four main
types of outlet: hotel restaurants, full
service restaurants, western-style fast
food outlets and local food shops/food
stalls.

Hotel restaurants arctargeted mainly
at tourists and higher-income groups
and rely mainly on imported fresh food,
even in countrics where tariffs are very
high. Most hotel restaurants will be
able to recover import dutics via high
prices for their meals, an option not
available to other types of food service
outlets. Full service restaurants are
generally individual businesses with
only a few established chains in urban

arcas (Anstocrat- Manila, Jack’s Placc.

- Singapore, Noodle Garden - Singa-
pore). They serve mainly locally-pro-
duced food and aim their meals at
locals with prices, standards of presen-
tation and service set accordingly. Both
viestern-style and indigenous cuisine
arcfound here. Western-style fast food
outlets operate as single cntitics, as
part of a local chain or under the name
of a multinational via a franchising or
licensing agreement. The multination-
alswith the widest spread of outlcts are
McDonald’s, KFC, Pizza Hut, A&W
Family Restaurants and Burger King,

Fhilippines Iead fast food sector
Under American influence, the Phil-
ippinzs have the largest fast food mar-
ket in the area with sales estimate. ¢
over US$350m in 1992, It is followed
by Malaysia (US$180m), Singapore
(US$150mjand Thailand (US$130m).
The Philippines are an cxception in
that they have a local chair., Jolibeg,
which is a scrious competitor for
McDonald’s. Created in 1978, Jolibee
now has around 100 outlets, some of
which arein other Asian countries, and
controls over 40% of the Filipino fast
food market. Jolibee has an estimated
annual turmover of US$100m and is
continuing to cxpand its chain Man-
agement attributes its success (0 a
unique combination of Filipino favour-
itcs and Amencan-style standards.

Carbonated drinks dominate in
Houng Kong

The Hong Kong soft drinks market is
dominated by the carbonated drinks
scctor, which accounts for over 43%of

sales. Swire Bottlers arc the franchised
bottlers for Coca-Cola, Sprite and
Fanta and the Schweppes range and
held 79% of the value of the carbon-
ated drinks market in 1992. They arc
followed by United Soft Drinks (a sub-
sidiary of Hutchison Whampoa), which
has a joint venture with PepsiCo to
distribute Pepsi, Seven-Up and Sunkist.
USD held 15% of this market scgment
last year, according to a Euromonitor
report.

Mineral water holds a 23% share of
the overall soft drinks market and this
sector is led by AS Watson & Co with
its Watson Distilled Water brand (75%
market share). Watson is followed by
Vita Company with i 15% markei
share. The remaining 10% is made up
of local generic brands such as 7-
Eleven and No Fnlls.

Coca Cola, produced and distrituted
by Swire Bottlers, alsomanufactures a
range of Hi-C tatrapak drinks exclu-
sively for the local market. This is now
the leading fruit juice brand, although
supermarket sales for home consuinp-
tionare dominated by imported brands.
The tetrapak juice market is evenly
divided between Yeo Hiap Seng, Swire
Bottlers and Vita (which leads the bot-
tled milk and cthnic drinks sector). Mr
Juicy (United Soft Drinks) dominates
the fresh fruit juice litic pack market,
followed by Big Squeeze (Dairy Farm)
and Sunfil (Swirc Bottlers).

Leading soft drinks companies in
Hong Kong, 1990

Turnover

(HKSmillion)

AS Watson* 9 095
Swire Bottlers* 4626
Yeo Hiap Seng 475
Vitasoy International 100

* Consolidated sales for Industrics
Division; Sources: Annual reports,
Euromonitor

‘Prestige’ league determines
Indonesian consumption

Indonesia had 26 carbonated drink
factorics in 1990 with a total produc-
tion capacity of 348 million litres. Six
of these factorics were in Jakarta and
accounted for 37% of total output,
while the remaining 20 companices were
spread throughout Indonesia. Coca
Cola dominates the sector with 21 pro-
ducing companics, the largestof which,

Djaya Beverages, has a 24% sharc of
the Coke market. It is followed by
Tirtalinc Bottling, Pan Java Bottling,
Polari Limunusa and Mirza with
around 8% market share each. The
Pepsi Group, which also produces 7-
Up under licence, has seven producers.
Mirazais thelargest with 31%of Pepsi
production followed by Pancaran Citra
with 22%.

Consumption growth is relatively
modest in Indoncsia, but as western
fast food and beverages gain in popu-
larity, soft drinks sales should grow.
Soft drinks have a ‘prestige league
table’ with Green Sands shandy scen
as the most ‘adult’ drink, followed by
Coca Cola, Spritc and Fanta. Cold tea
consumption is likely to risc only mar-
ginally, as tastes adjust to carbonated
drinks. But other drinks, which are far
more affordable than fizzy drinks,
should also expand and take market
share, especially milk drinks. Sports
drinks arc not expected to have an
impact on the market for some time.

Leading soft drinks companics in
Indonesia in 1990

QOutput  Sales
(‘000 litres) (Rp m)
Aqua Mississippi 190 500 30 056
Sinar Sosro 179 791 150 100
Alfindo Putra 76 200 n/a
Henson Makmur 63 000 n/a
Djaya (Cokc) 61038 87165
ABC Central 50 620 nfa
Moya Zamzami
Utama 45 720 n/a
~ Ultra Jaya 30 000 n/a
Tirtalina (Coke) 21 793 n/a
Pan Java (Coke) 20426 n/a
Bank Maramu nfa 72000
Caputra n/a 138 000
Dclta Djakarta na 42470
Multi Bingtang nfa 143721
Suiba Indah na 26 000

Note: Consolidated accounts for all
operations. Sources: Trade sources,
Euromonitor

Distribution difficultics in the
Philippines

Low purchasing power in the Philip-
pines means that soft drinks arc an cx-
pensive luxury. A further bar on sales is
the cheaper availability of beer, Distri-
bution is a problem as 70% of the popu-
lation lives in rural arcas ard the major

* companics control the existing channcls,
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with the prevalence of retumable bottles
adding to the difficultics.

Three companies dominate the car-
bonated drinks sector: Coca Cola
Bottlers Philippines (San Miguel) with
68.3%of the market, Pepsi Cola Prod-
ucts Philippines with 20.5% and Cos-
mos Bottling with 7.8%. Total con-
sumption is estimated to have exceeded
270m litres in 1992, up by 48% on
1987 and the market grew by 5% in
1992 alonc. In the last two years, the
bottled mineral water market has seen
growth of around 40% per annum.
Currently, 23 brands of mineral water
are sold in the Philippines, seven of
which are imported. While reports in-
dicate that consumption is rising
quickly, growth will probably be re-
stricted to the wealthier inhabitants of
urban arcas, as bottled water is more
cxpensive than beer. The Philippines
have sixteen fruit juice manufactur-
crs: cight have production capacitics
of over 4.5m litres a year and several
focus on contract manufacturing for
forcignbrands. Domestic sales of pack-
aged juice are minimal, owing to the
high cost of packaging and distribution
andthercadyavailability of fresh tropi-
cal fruit. Although the market has
growth potential, demand would have
to risc considerably before market en-
try could be justified.

Coca Cola Bottlers Philippines Inc
(CCBPI), part of the San Miguel Cor-
poration, dominates the entirc soft
drinks industry with a 68% sharc and a
leading position in most sectors. Apart
fromthe main producers, there arc some
100 small manufacturers with total value
output (including alcohalic beverages)
of Ps25 189m.

Philippines: soft drink companies,

1990
Sales Turnover
(mcases) (Psm)
Coca Cola Bottlers 239 9 590.7
Pepsi Cola 62 28683
Cosmos 25 588.7
Rer Ul Crown 9 na
Paranaque wa 13.6

Sources: Asia Pacific Food Industry,
Euromonitor

Health treads in Singapore

The Singapore carbonated drinks
scctor is led by Fraser & Neave (Coca
Cola, Sprite, IFanta, Sarsi, Zappcl) and

YcoHiap Seng (Pepsi, 7-Up, Miranda,
Schweppes), which control around
90% of the market. Output has been
falling as new plants outside Singa-
pore, especially Malaysia, have been
brought into production. Sales have
also declined as consumer tastes ma-
ture and move towards healthier drinks
such as fruit juices, mineral water and
sports drinks. There is only onc min-
eral water producer, Wanin, and im-
ports account for 32m litres (Malaysia
22%, Hong Kong 18%, France 15%
and ASEAN countries 24%) of total
consumption of 46.9m litres (1992).
Market growth from 1988-1992 is cs-
timated to have been 56%, as bottled
water rclaces tap water and steals
share from carbonated drinks. Despitc
the duopoly of F&N and Yeo Hiap
Seng in the fruit juice market, there is
scope for entry as almost all fruit juice
is imported. Per capita consumption of
fruit juice has risen since 1988, al-
though by 1992, it had not returncd to
its recent high of 15.9 litres in 1990. It
is expected to continue rising as con-
sumers switch from carbonated drinks
to healthicr alternatives,

S. Korean soft drinks sector heads
industrial growth

In South Korea, the beverage indus-
try is one of the fastest-growing do-
mestic indusiries with rapid expansion
in fruit juice and mincral water, while
the carbonated drinks sector hasslowed
considerably. As the market develops,
there are more opportunitics for prod-
uct diversification, especially into new
craze drinks and luxury image drinks.
Nevertheless, the market is still highly
restrictive to foreign companics, ow-
ing to the complex and expensive dis-
tribution system.

Top soft drinks companies in S.
Korea in 1990 (Won million)

Sales* US$m
Chosun Brewcery 395 884 492
Lotte Chilsung 368 359 458
Jinro 179374 223
Haitai Beverages 165 823 206
Doosan beverages145 986 181

Bum Yang 59 093 73
Ho Nam 35563 44
Dong-A 33 866 42

* Consolidated sales for all opera-
tions; Source: Euromonitor

S. Korean consumption of carbon-
ated drinks is forecast to rise from
1.137bn litres in 1693 to 1.17bn litres
by 1997, while consumption of fruit
Juices is expected to increase from
75 1m litres this year to 1.103bn litres
by 1997. Despite a government ban on
the sale of bottled water to S. Kore-
ans, consumption is expected to dou-
ble from 259m litres this yearto 517.6m
litres in 1997. If the ban were 1o be
lifted, these estimates would be far too
low. Sports drinks have secn extraor-
dinary growth since 1988, when Scoul
hosted the Olympic Games. Carbonic
acid drinks such as fibreid soft drinks
and ion beverages are becoming more
popular and are expected to increase
their share of the sports drinks sector.
Consumption of all sports drinks is
forecast to nisc from 87.8m litres in
1993 to 131.7m litres in 1997,

Rising spending power in Malaysia

Malaysian expenditurc on soft drinks
is rising owing to real income growth.
Further market expansion is cxpected
ducte urban growth and rural migration
and higher urbanisation should lead to
more homogeneous tastes and a wider
acceptance of western drinks. As Malay-
sia has a high number of Moslems, soft
drinks are consumed as an alternative to
alcohol and consequently demand is
higherthan elsewhere in the region, espe-
cially in the on-trade.

Lecading soft drinks companics in
Malaysia, 1990 (M$ million)

Turnover
Fraser & Neave 1230
- drinks division 80
Antha (Pepsi, 7-Up) 508
Cercbos 497
Yeo Hiap Scng 230
Permanis 68
Beecham 51

Note: Consolidated salcs; Sources:
Annual reports, Euromonitor

Taiwan’s industry threatened by
imports

Imports of soft drinks into Taiwan
have risen sharply, following recent
import liberalisation and continued
taniff cuts. Imports are now thrcaten-
ing the local industry, especially in the
fruit juice sector, as agricultural land
1s at a premium. Uncompetitive: labour
prices and outdated cquipment arcalso
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making it difficult for domestic manu-
facturcrs to keep pace with cheaper
imports.

Taiwanese soft drinks market,
1992 (m litres)

Sales %
volume

Carbonated drinks  473.1 36.4
Fruit juice 365.0 28.1
Cold tea 2341 18.0
Sports drinks 1536 118
Mincral water 774 57
Total 13002 100

Source: Euromonitor

Unlike many SE Asian soft drinks

markets, Taiwan has no single domi-
nantcompany. Most of the major manu-
facturers are also active in food pro-
duction and control much of the food
distribution network, making penetra-
tion difficult for smaller players.
. The major market trends, says
Euromonitor, arc towards varicty,
youth and image. Taiwanese consum-
crs have become very health conscious.
Natural, healthy and nutritious bever-
ages such as vegetable juice, health
drinks and tonics will be the driving
force of the sofi drinks market over the
next few years. Fibreand organic drinks
are already sclling well and low-calo-
ric drinks arc likely to reccive high
consumer acceptance.

High growth expected in Thailand

An improved political climate and
greater government stability in Thai-
land combined with the strengthening
cconomy are expected to support and
sustain considerable growth in all soft
drinks sectors with particular cmpha-
sis on mineral watcrs.

Thai market for soft drinks
(million litres)

1988 1992
Carbonated drinks 953.8 13473
Encrgy drinks 837 157.1
Mincral water 335 43.6
Fruit juices 7.6 334
Total 10785 15814

Sources: Departmeant of Statistics,
Euromonitor

Thailand is a net importer of mineral
walter (1992: imports 1 351 900 litres,
exports 778 500 litres), with 80% com-
ing from France, largcly to satisfy the
tourist trade. All other imports are
from the SIE Asian region. Exports are

primarily to ASEAN ncighbours. Thai-
land has around 475 bottled-water
manufacturers, the largest of which is
North Star (‘Polaris’ brand) with an
estimated 60% market share., The only
other company with a significant share
is Boon Rawd Brewery (‘Singha’
brand) with 25%,

The three major soft drinks companies
arc Serm Suk (PepsiCo’s exclusive bot-
tler) with 41% of the market, Thai Pure
Drinks (largest producer of Coca Cola
rangc) with 50% and Haad Thip (Coca
Cola) with 4%. The continuing cola war
dominates the market and conflicting
informationmakesit difficult to cstablish
themarketlcader. Although Coca Colais
thought to hold 57% of the carbonated
drinks market and PepsiCo 40%, Thai-
land is onc of the few countries where
Pepsihasanoticeably higher profile than
Coca Cola.

Political turmoil in May 1992 has had
ancgative impact onthe tourist industry.
This in turn has adversely affected the
soft drinks industry (especially carbon-
ated drinks and mincral water), reducing
growth to 3-5% for 1993, but increasing

to around 8% thereafier.

£l1=

HKS$ 11.9 S.Kor. Won1235
Taiwan $ 41.23 Thai. Baht 384
Viet. Dong 16384 Sing.§  2.45
Phil. Peso 42.2 Indo. Rup.3221.7

Malay. Ringgit 3.99
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BN Wholesale Market Prices Il

All prices quoted relate to stated pack weight and reflect the range of prices for class one produce prevailing on the
day of collation as quoted by our market sources. All prices listed In pence.

As at Tuesday, February 1, 1994
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RETAIL PRICE
GUIDE

The lollowing are the prices prevailing
throoghoat the UK at retall level.
Collated and supplied by the Fresh
Frult and Vegetable Information
Buareag, they Include both Independent
and supermarie! outlets. Variations In
price may be evident howerer (n spe-
cific parts of the country. (Applicable:
February 2.8).
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Monitor of the produce trade

IATURITY and stability typify the cur-
:nt state of the international market-
lace for fresh produce, although it is
till at the mercy of climatic changes,
uctuations in import/export volumes
nd seasonality of produce,

With reference to the 1988-92 peri-
d in seven key countries (the UK,
rance, Germany, Italy, Spain, Japan
nd the USA), the latest Euromonitor
larket Direction report says that
lere has been constant growth in
ilue over the last five years despite
te economic situation - the reason
i this, according to Euromonitor, is
\e increasing popularity of higher
uality products and premium-priced
xotics.

Exotics are winning in the market
nare stakes against traditional fruit
1d vegetables following promotional
ampaigns to develop niche markets.
ther winning lines, thanks to con-
Jmer concern about healthy eating,
e leaf vegetables, salad products
1d all fruit.

Potato consumption has fallen in
averal markets as consumers turn
y other carbohydrate providers - the
actor has contracted by almost 10
ar cent in the UK during the years in
Jestion, by 8.6 per cent in France
nd by 4.3 per cent in Japan.
owever, Germany has bucked this
end; the aftermath of reunification
3$ meant a surge in demand for
otatoes from the former east

German states where low-priced,
harder cooking varieties are
favoured, The market there has leapt
forward by almost 40 per cent.

Organic produce has failed to
attract the market share hoped for -
Euromonitor's research suggests that
low-input production techniques will
replace organic produce eventually.

The rise in popularity of prepacked
fruit and vegetables has been tem-
pered by media coverage, particular-
ly in the USA, regarding the possible
risk of contamination of food during
the packing process - irradiation {to
lengthen shelf fife} and biotechnology
{to create the “perfect” product) are
currently the issues most discussed.

On the marketing front, Euromonitor
describes the produce trade as frag-
mented, despite the recent trend for
producers to work together in mar-
keting plans aimed at improving prod-
uct image.

Taking a closer look at particular
lines, the study places apples firmly
in the lead in terms of market share
in all countries except Spain and
Japan. In Spain citrus leads the way,
while in Japan investment in banana
plantations and modern storage and
distribution methods has resulted in
hananas being the most popular fruit.
Sales of bananas have increased dur-
ing 1986-92, however, in Germany
{by 88 per cent), the UK {by 43.5 per
cent) and the USA (by 54.4 per cent).

Bananas: first choice for Japanese consumers.

On the vegetable front, tomatoes
are top of the list in all countries bar
the UK and Japan, the only two not to
have recorded a growth in this prod-
uct during 198892. In the UK, the
tradition for root vegetables holds

firm. Carrots and onions accounting
for more than a quarter of volume
sales.

The full report is available from
Euromonitor on 071-251 8024
priced at £1,375.

Exports as a percentage of domestic output of fruit* 1987-1991

% volume

France
ftaly
Germany
Spain

UK

Exports as a percentage of domestic output of vegetables* 1987-1991

% volume

France
ltaly
Germary
Span

UK

Source: Euromonitor Market Direction

1987 1988
29.0 26.4
16.7 14.0

34 1.8
na 33.2
na 12.0

1987 1988
na na
6.2 6.3
7.8 7.8
na 13.7

na 1.2

Note: *comparable data for the US and Japan are not available

High levels of domestic consumption mean that exports of vegetables from Europe are relatively limited. There are high levels of fruit export from countries such as F}ance,
ltaly and Spain which benelit from favourable climatic conditions. Euromonitor research indicates a steady increase in exports of both fruit and vegetables from the UK, even

though the volumes as a percentage of domestic output remain low.

1989
27.1
14.6

2.9

30.1
10.8

1989

—— o
NOLsOD

1990

1991

26.8 37.8
16.3 18.3
37 na
325 35.2
12.9 19.4

1990

1991
1.0 13.0
5.5 5.7
6.6 na
0.6 15.1
1.6 2.1
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A look to the future for world markets

TAKING a look into its crystal ball,
Euromonitor comes up with a some-
what blurred image - predicting the
future is an uncertain art at the best
of times. A few trends are identified
during the 1992-97 period, hoviever.
Decline is forecast in f:ance and
Japan and long-term stagnation is
predicted in Spain and in Germany
where the stimulus of reunification
has faded and recession set in. The

UK and USA are expected to show a
more positive trend with the industry
growing at a rate of two per cent (up
to a value of £5.2bn in 1997) and 27
per cent respectively.

Euromonitor emphasises that con-
sumer concern over healthy eating
and the environment will continue to
have a positive effect on sales of pro-
duce. Exotics will remain popule” as
consumers become more adventur-

ous in their tastes and modern life-
styles will add weight to the argument
in favour of prepacked convenience
foods. The attempt to create a niche
market for organic produce has
proved unsuccessful, according to
Euromonitor, because of “high prices,
lack of variety and poor supply”.

A conclusion to the GATT talks and
the proposed reforms of the
Common Agriculture Policy (CAP) are

identified as providing a degree of
stability in the future trading climate.
A GATT solution would eliminate the
fear of protectionist attitudes from
certain countries, while the EU
banana regime could be revised
under fortheoming changes to the
CAP. Japan, meanwhile, is being
seen less and less as a protectionist
country as its system of tariffs and
quotas becomes more liberal,

‘000 tonnes

france
ltaly
Germany
Spain

UK
Japan

Source: Euromonitor Market Direction

1988 1989
9,016 8,801
13,829 14,335
7,085 7,033
9,142 8,919
6,568 6,547
14,149 13,767

Note: *there are no equivalent data available for the US

Volume consumption of fruit and vegetables in major markets* 1988-1992

1990 1991 1992
8,682 8,723 8,770
14,507 14,843 15,298

© 7,303 9,446 9,756
8,986 8,951 9,000
6,477 6,458 6,492
13,496 13,264 13,826

The stability of the key markets reviewed by Euromonitor is reflected in the constant or just marginally declining consumption of produce during the years in question.
Consumption in Italy rises as meat consumption fhere drops, while the German market is boosted after reunification. The UK has the lowest consumption of all markets con-
sidered at just under 6.5m tonnes. Market value growth has been healthy - rates vary from 28 per cent in the UK to 43 per cent in the USA. While this can in part be explained
by the concern with healthy eating, produce price inflation, especially in the USA, must also be considered. Slight value decline in France and Japan is explained by big har-
vests, oversupply and subsequent price pressure. In real growth terms, the UK was alone to decline between 1988 and 1992 as recession and fruit price inflation hit the mar-
ket. Germany recorded the greatest growth as a result of reunifcation, while the USA market reaped the benefits of the ‘Five-aday’ programme.
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