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INTRODUCTION AND QUALTICATIONS 

The international marketing component of the workshop is a short/intense session
 
(drawing on actual case histories) to briefly :
 

a. Illustrate how countries such as Thailand/New Zealand successfully develop/ 
position/market their fresh/processed food products in the highly ccmpetitive
international arena, together with AgEnt's strengths/weaknesses assessment of Sri 
Lankan agro-enterprise companies/entrepreneurs at an overview level. 

b. Highlight the considerable information resource which is freely available through
AgEnt's BIC/Busness Information Center, linked to how AgEnt can assist a 
client (refer page 2.) to develop/expand their business utilising the project's
"shared investment grants" program provided they can present a viable business/ 
marketing plan and meet the necessary criteria. 

Participants interested in learning more about how the BIC may be able to assist 
them should make direct contact with he BIC Manager, Mrs. Gayatri 
Abeydeera. 

Because AgEnt works with clients on a "confidentiality basis", we are naturally

restricted in terms of the type/level of information which can be openly discussed at a
 
workshop of this nature.
 

The data contained within this workshop handout ,,mprises the majority of main 
charts which will be presented. Participants can make their own session notes on the 
blank page opposite each chart. 

If time permits this component of the workshop will be supported by a number of 
video presentations and discussion of selected competitive product samples. 

Session material has been kept relatively broadbase in view of the diverse participant
and experience mix noted in applicants letters to attend the workshop. 
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HELPING SRI LANKA TO GROW! 
AgEnt is a dynamic USAID funded private sector agro-enterprise development 

initiauve successfully assisting companies and entrepreneurs with viable 
businesstmarketing plans to expand existing operations or st;i .-up new 

ventures targeted at both domestic and export m'rket;. 

24th April 1994 

AgEnt can make available "shared investment grants" (50% corning formr AgEnt - 50% coming 
from the client) in a number of Agro-Enterprise sectors. Below we have outlined typical 

illustrations of where AgEnt can or cannot make "shared investment grants" related to a finally 

approved client project. 

Sectors where AllEnt can make "shared investment grants" available 

1. 	 Purchase of pieces of new equipment and technology which will lead to increased 
sales, open new markets, create higher added value marketing opportunities etc. 

However, in this sector AgEnt can only make "shared investment grants" up to US$5000 
per equipment/ technology item of a non United States source. AgEnt does not make 
"shared investment grants" available for the purchase of second hand or rebuilt 

equipment/technology. 

2. 	 Export product opportunity or new oluipment/technology assessment trips. 

3. 	 Sending product samples overseas for Buyer evaluation. 

4. 	 Production of export promotional material. 

5. 	 Participation in trade fairs. 

6. 	 New product development utilizing facilities available through identities such as the CISIR.HDRI 

etc. 

7. 	 Environmental Impact assessment studies. 

8. 	 Buying/Bringing into Sri Lanka new planting material/seed varieties etc. 

9. Trialling new crops, post harvest handling and processing technologies 

Sectors where AgEnt does not make "shared invstment grai;ts" available 
1. 	 Purchase of buildings, vehicles, tnajor capital plant, freezer/chiller facilities, 

boilers, transformers, generators, compressors, electric motors, air conditioners etc. 

2. 	 Land and land development 

I ,)T1, 	 id ill1 

Agnt also only woiks with liews oin a phase by phase basis i.e. we seek to evaluate the success ottcote 
of ohletwisc ol 'PhaseI a;ctvites behoie deciditni whether Agl-nt will assist a client at the next stage of 

3. 1 %kt) t apitl{ 

5th Flimr, liutsli, liank, P (0bix 389, 86 Galle Ioad,
 

Clotniho :1,Sri .ainka Tel 94-1-4,16447, 4416,120 Fax: 91.44.16428
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Wednesday 24th November, 1993 Registered in Sri Lanka as a Newspaper Vol. 13 No. 278 

, 	 ECONOMY 
ADBUSINESS 

Business Editor. Eiiq Dewanafa Yana 

Adynamic company wins export

ThoHra or- or'fdrs ness paterh

illustrates that even aorders
dials Co., of 
Moratuwa, a small Sri Lankan 

small privatcly own- sure that the corn- agro-processing company can make 

ed foods manufac- pany's products advisor - Anthony it happen" in the 

turer and distributor, could firstly beat Dalgleish - has also highly competitive 

has recently secured competitors from assisted the com- international export 

its fiist export orders Thailand at a quality/ pany at a marketing/ arena, by adopting 

valued in 	 excess of price performance promotional advice from the oulset a 

Rs. 350.000 for their level, as this country level, and to travel professional and de­

all natural" tropical is widely recognized overseas to study termined export 

dried fruits range, as the No. 1 competitive fruit marketing develop­

supported by a sub- producer/exporter of drying technology ment approach. 

stantial number of many tropical dried and make sales at USAIO's Agent 
export enquiries fol- fruits. The company the recent mator protect is working 

lowing overseas then sent its samples German Anuga alongside many 

promotional trips in and pricing to over- World Food Fair. other Si Lankan pri­

recent monhs. seas buyers in target Richard Hurel- vale sector agro-

The company, export markets to brink, Agent's Chief enterprises in a simi­

which is jointly own- establish 'whether of Party. stated that lar manner to help 

ed by Mr. & Mrs they truly had a qual- the Hiran Cordials them to develop and 

Henricus and Helen ity, price compefitive Co's dynamic hus- sucesslully launch 

Fernanco. sirongl, product range'. band and wife busi- export products. 

believed a few years As, a result of high­
back that Sri Lanka' ly favourable over­
abundance of qualiy seas buyer re­
tropical 	 fruitl, could sponses. USAIOD* 
represent an out- private sector Agent 
s:andinn dned fruits agro-enterprse pro- W1 

export markeino ject assisted the 
opportunity. company to identify -- rI Ir'. CO 

Mrs. Fernando. and purchase via a 
who heads the com- "shrcd technology 

pany's research and iriveslment grant", 
dOvelopment depart- ain ultra modern 
melt. was Sp ecifi- overs'a fruit drier 
calfyresponslble for capable of pioduc­
devIlova the coin- ing a volume. un­
pany's qualify dried form quality export 
fruits (anie via snmall product. 
scale/low risk batch Agent's irterna­
pfOduCtion. to err- tlOIdl Marke int 

PRICE.Rs. 7.1 

http:PRICE.Rs


4.
THE REALISM OF EXPORT 

MARKETING
 

KEY POINTERS
 

1. 	 STRENGTHS OF MAJOR THE "HALLMARKS" OF A SOUND
 

IMPORTERS/PLAYERS PROFESSIONAL EXPORTER 
-


LARGE VOLUMES 1. DOING THE HOMEWORK WELL = 

COMPETITIVE PRICE 	 SOUND MARKETING PLAN
 

PROMOTION 	 AND IDENTIFYING /

BUILDING A BETTER
 

DEMANDING MOUSETRAP
 
DELIVERY
 
DICTATES 2. STAYING POWER - GOING
 

ETC THAT EXTRA MILE !
 

2. 	 WEAKNESSES OF SMALLER 3. SALESMANSHIP/CREATIVENESS
 
IMPORTERS/PLAYERS
 

4. 	 START WITH ONE MARKET AND
 
LOW VOLUME/ GET IT.RIGHT; MINIMIZE
 
RESTRICTED RISK
 
DISTRIBUTION
 

5. 	 KEEPING UP WITH THE PLAY;
 
TOUGH TRADING STAYING AHEAD
 
TERMS
 

EXCESSIVE
 
COMPETITION i.e
 
WIDE IMPORTER
 
CHOICE
 

PROBLEMS OF LIMITED
 
ALL TEND TO DEMAND - SRI LANKAN PROCESSING/
 

PACKAGING TECHNOLOGY
 
EXCELLENCE IN
 
PACKAGING AND
 

SUPERIOR PRODUCT HARNESSING OF PRODUCT
 
QUALITY
 

UNIQUE PRODUCT
 
POSITIONING
 

COMPETITIVE
 
PRICING
 

SUSTAINED/ON
 
TIME ORDER DELIVERY
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Asia's Consumer Markets 
(Per capita spending and relative market sizes, 1990 & 1995) 
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Total private consumption (US$ billion) 

01990 11995 

Note: Japan: Per capita: US$13,827 (1990) -US$15,786 (1995) 
Total consumption: USS1.7 trillion (1990) - US$1.9 trillion (1995). 

'Allnumbers in real 1990 terms. 

Source: Business Asia, Business International 
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Chart 6 SELECTED EXTRACTS FROM 5 PRIME WORLD MARKETS FOOD
 
IMPORT-DISTRIBUTORS 
SURVEY 

A. Prime I -D requirements demanded of a new B. Key Import-distributor dynamics, Numericexporter 
&%
 

Unless an offered new food product range is quite I. 	 Per annum approaches to large 31 
no previous market experience the following: 

and medium size import distributors 
unique, they will demand of a new exporter with 

I. 	 Resource base of company. experience and 
seeking first time market representation

2. 
e compf anyvewod expere ans 	

Number of export companies.Rsuceas 9/81 
success In competitive world export markets 

handling b mport-distributors 

2. 	
(large and medium) together with
Track record In ongoing, Innovative new prod-
 total product (variants) range

uct development 
3. 	 Proven ability to service on time placed orders 

3. Level of direct sales outlet 23%penetration
4. Competitive pricing and appropriate promo-

tional support programmes 
4. Time devoted to seiling/adminis 77%tration of major profit lines5. Correct product adaptation for the market egproduct, packaging, promotion etc 
5. 	 Level of true 'promotional in 11%fluence at end consumer buying

6. A specific Ist year establishment support pro-	 pointsgramme eg 	 trade fair participation, trade 6. Promotional support expendituremagazine advertising, availability of a senior 3-14% 
export marketing/sales person 

(% ex I-D warehouse points) byto assist the leading export companies during IstI-D 	at the initial key accounts sell-In etc year new market establishment7. 	 An effective ongoing systems and Inter com- 7. 	 Average number of visits to keypany/l-D communications package 	 2.9%export markets by major export com 
pany personnel on a per annum basis 
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Time to sell
 
specialty/gourmet foods
 

By Anthony Dalgleish 

Anthony Dalgleish is the principal partner in Anthony Dalgleish 
& Associates, a New Zealand based international marketing
development consultancy working for the private sector, multi­
nationals and overseas governments. 

One of the most dramatic export growth sectors continues to be mid and 
premiumfoodstuffs, often aptly classified as specialty or gourmetfoods. 

Against this background it remains sad to note that Australia andNew Zealand 
(Australasian)food manufacturershave by and large seriously failed to capitalise 
on this significantexport marketing opportunity. 

This articleseeks to cover, in a series ofsix overview charts,the dimensionsof the 
oppo;-tunity andrequirementsneededfor Australasianfood manufacturersto make 
the running in the burgeoningspecialty/gourmetfoods sector. 

Major reasons for the growth of 
specialty and gourmet food include: 
* Far more adventuresome (not just 
Western influence) consumer food 
habits within markets as diverse as the 
USA, Singapore, Saudi Arabia, West 
Germany, Japan and many others. 
* A rapidly emerging, well travelled 
world mid-upper social class with high 
disposable income, 
u A high belief among many con-
sumers that 100% pure products are 
far more healthy, particularly if they 
are imported and more expensive than 
domestic counterparts. 
0 The efforts of a grouping of large 
and small international foodstuff 
manufacturers who have always 
believed that higher margins for the 
trade and themselves could accrue 
through imaginative new product 
development and marketing of mid 
and premium foodstuffs, 

This distinction is most valid in the 

battle against both low profitability 

generics/house brands/loss leaders etc 

and a number of import markets which 
offer limited import volume access 
(hence the need to achieve the highest 
possible export/impor-distribuor/. 
retail margins). 

larket sizeTarkengste US. aln 

chart 1) the 1983 market size for 
selected products is around $US825 
million (growing fast), and tirm 
Australasian opportunities exist in at 
least 14 sectors. 

Recent client new product develop-
mit studis have established tha 
overall international (all products) 
specialty/gourmet foods market ap-

pears to be well in excess of $US4 
billion a year. 

In a recent close evaluation of the 
Singapore market - admittedly a 
highly competitive and open en-
trepreneurial environment --- nine 
clear Australasian unworked/untapped 
product opportunities were identified. 

Notwithstanding the size and 
dimension of the US market, the 
Australians and New Zealand presence 
remains sadly lacking. 

Quality 
Chart 2 illustrates the ability of 

selected, existing Australian and New 
Zealand products (with no change to 
product quality) - if properly reposi-
tioned and packaged - to stand up 
against mid premium US and Euro-
pean export competition. 

All things being equal, the fact that 
effective repositioning can move a 

Ch~r I 
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number of Australasian food products 
from a position of below medium ir­
age strength to one of good in the con­
sumer's mind (including the propensi­
ty to pay more) is little understood by 
regional food manufacturers. 

Whilst many Australasian food 
industry sectors have strong 
management/financiaUmanufacruring 
resource bases capable of identifying
international specialty/gourmet food 
opportunities, they are surprisingly 
weak in the six key areas indicated in 
chart 3 as important requisites for suc­
cess in this specialised product sector. 

In summary, most Australasian food 
manufacturers remain strongly inward 
looking, eg they are uniquely wary 
about stepping outside of the existing 
culture oftheir business, with very few 
appearing to operate an international 
market research system capable of 
identifying and recommending to 
management the true dimersion of the 
specialty/gourmet foods opportunity 
worldwide. 

EE2C ckompa.nys eapAn EEC company's example 
Chart 4 illustrates that whilst the 

company stumbled by accident on this 

sector, it was a non-executive board 
director who first gleaned that an op­
pornanity ex.*isted. 

Imoortantly, the company quickly 
that for minimum invest­

ment (risk), this sector offered a 40% 
plus higher return pe averaged sale 
unit compared to that presently being 
achieved within the home market. 

Chart 5 kernels the five very 
high/high reasons for the company's 
judged success in the specialty/ 
gourmet foods arena during the last sLx 
years, most notable was a long term 
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A.Prmet -D uos're­ eaddo Key imp ierhrr Ndy'namics
"urers d _7.U1i". an IeT. ,iro- rznc Ii1. Per . last, ) 

qdemand .o and medium.re impoedistribuor 
cnlerih en rni ising r..oni. 

umber of epo cenip.ree Wi
Is11i-o baser -pan-. eitni end. 

- inemfniliir wrld e -prtroarkcr2. Tracer.o,din -n,.,,.c,..... handlind br rmfotsir(ree se edir gor,
picr diee..,r, I.r"ipreicor "nsi- ,.11eee). Prcon churn in ro'o erme flared 1. Lord ofr d-een ca1e ..rse 23codCer e frn4. Copll~ r~n e.n prpll r-4. reTime devofiN to uellmn-dorn. 71%mlitnaeupNre pincaren icr ins mmru.l rrsere cfnreree porfir hne
i. C.rr-nr prcdurcdpiiin I. h L"oon '1.r, in.prmotional
eg frodMusi,pa ire liitrouuno sin 	 IIn

Licence cr end nsumeer hoigit. A sicr u ei e 

program,, eq trade leIr parficipaiinn. trade 
 6 Prsroinal sufpersesfrnda-ure 1.i4%macc d-eisi oifii cres-0e1-r, 	 Pnmrarringiri, .erso 	 (s .a ID a... ir he,el iedic efersnofaiesdure r,
ii in i ""e4e.c n i. s Ilin c7. 	 re snew mark e esi shme.rAnofri"' enor or redi,iA ,...s 
 ecoampan.1 	 num, r,',,,,,h,,2.9%0.[ m 
 r l N"kle by% r,'co,mfsiC.erun iiiea Pomufnkec e.,,.r,,,,......ma'. "' ePllrrcei be pr'Co.per afee' 

PriiiAD& I. uridiri feesOre mereru.i r.r..er.. I 

boas-, commitment to supporto 	 and
make t venture work from the veryoutset, linked to a determination to 
learn the dynamics of a new but-

closely akin -	 business sector. 

-r-lnrtniciuerdead
 
IIQchIIh
 
Item B chart 6 indicae 
sthat selling

p atrandto te 	 o 

to import-distributorso s thewh aroundworld is a highly competitive and pro­
activity, particularly when 

upward of 30 plus new exporters beat 
a path to the top flight import­
distributors whorealy count witin 

key markets each year. 
Next, import-distributors ­

notorious for their promises to new ex­porters - still tend to place well over70% of their tim e and eftor behind 
andeefortoen.nthe brands which account for the ma­jor profit return. 

Any new specialty/gourmet foods ex­
porter - if they are determined to suc­
ceed with a newly appointed import­distributor - should take careful note 
of the product support demandscovered under item A, chart 6:If these 
are met, tue import-distributor sup­port for your brand will be immediate­
ly forthcoming0 and success should be 
assured similar to the European case 
history covered earlier. 

3. lb ccgerpan roughel° bee­

ro the bees a..iLi
 
sperlhpicroS e R
retcds &
 
O easrhcrrnIe;m flu cst'rerel
 
upporsen'eis
 

5, ienturt.iplemen rc sandemwllhthe

/ Ik phase. n
a 

High ionar dsl reearch programme
o-n'eredto eclcie ho... mc.ix X imfpoaerelargeemarke 

e 
....r or a 

Eurpee can mpaeysr success 
whin ishe perlallgceor­

fcodn . r aces rhe... dune; 

In Australia many food manufac­
ippiacie, 


onslaught has hurt them bad, whilst
 
their New Zealand counterparts be­

hnnm continue to cry that the generic
 

moan the smallness of the domestic
 
mbum ta
market and 	awaihi the possible
onslaught from the more creative and
 
aggressive Australian food manufac­turers once CER really gets under 
way.Yet for both countries there is a
 
beckoning, exciting, profitable and
hungry international specialty/
 
gourmet foods market sitting out there
for those willing to professionally get
 
up and go. 0
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MONDAY JUNE 20, 1994 

The Export Development Board's ornamental fish exporters stall at the INTERZOO '94world pot trade fair held recently at 
Nurenberg, Germany, was designed and built with saslatance from USAID's AgEnt Project. Eight local breeders/exporters of 
endemic tank and pond-reared ornamental fish were overwhelmed by the advance orders they received at the four-day exhibition. 

(Picture by courtesy of AgEnt) 

Boost for Lanka's aquariumfish export
 
Fish Gate (Pvt;Ltd.. Wet has been the lobbying by combined total of nearly

Sn Lanka's aquarium ing to AgEnt. Some of the 
various international and 	 500 sit-down discussions 

fish display at the Interzoo exhibitors were considering Pets. Aquapets. Aquarium 
Horse, CDE conservationists' organisa- with existing and potential 

"94pet trade fair held re- returning to Sri Lanka Sea 
tions for the preservation of 	 new buyers during theAquariums. Golden Scalare 

over asa result of advance Business Enterprises, and the natural environment, show.cently in Nurenberg. Ger- before the show was even 

many. has provided a major 
For Interzoo '94. AgEnt 	 According to AgEnt. the 

boost for the country's orders for their anticipated Ruwini Aquatics. 
has been provid- created and provided two main producer of or­

aquarium fish exports, ac- production. AgEnt 
namental fish in the Asian 

cording to the Export Dc- AgEnt also collaborated ing technica! assistance for colourful endemic fish po-
create ais identity region is Singapore. whose 

velopment Board (EDB) with the EDB in organising the expansion and breeding sters to 
last year 

and USAID's private sector the LUnkan stall and inter-	 c freshwater aquarium for Lankan tank and pond export market 

fish and marketing rs- ra.scd fish. Fourteen neared USS50 million. 
agro-enterprise develop- national maiket promo-

tance for export to selc,Icrdaquariums with fish rang­
ment project AgEnt. 	 tion. Other assistance givn 

Lanka has a 
Both the EDit and toielo)rters included free local aquarium fish tip, fiont guppi s to gildf- While Sri 

ack longway ogoto reach suchbasic fix brecdere/nfxted under isis -re placed at tie 

Lankan aquarium fish ex- utesand fittings. aquaria in EDB/tITC/UNDP fuis- of the Liiikan stall. so that a figure, given tie strengthAgEnt, assisted eight Sri 	 stall space with . 

porters to participate in fit-	 with cortiplete acceSsorlrs ded project. As a rr"uh ot one had to really v.alkiinti and talent of the local in-

Thtis priorion.il dustry, the marketing and 
terzoo, the world's largr for exhibiting the live fish thIris program. those who view 

fair for the pet trade with products and tleprovision were predominantly rxpor- strategy had u promotional approachtsoittntding 

i li tle stall introducer] at inter7.c , andwa,

aquarium fish being one of 	sutsiriseid air fare and daily ling marine tropical iripAct in 

sutistance aillowance to the iquarium fishhave coiii- iii iliiied by overIOXiI land availability for breed­
major priduct groups.tile 

eight breeders, expmrrtrS mencci captive breeiding of sitlor duriirg til lout iig. both the EDB and
Tank anitdpnd ra,edo-

frsh.aler tank --rcred - dayenhiition AgEnt are confident that
naitnital fish fiii Sri whr paicied 

L.inka wisone of the high rhc,,,ee tic lesrs fish forthe exrport A-1 re-tt( lie rcltirer- foreign exchange carningstrade. 

of the eight p- shiouldgrowsignificantlyintights and sale, succes 	 (Xcai Troil-,.tilh t'i- One of tili cllliltie- t.v-lles 

slftirs f lie " 	fmilIvhit. Sairir.I Au, sjir onsriihlefoithis Iii[iiisitiuii I 11r.hri vollille hc ., tic n.ir ftiuie 
o ihow. 

http:priorion.il


21. 

UTILISING A UNITED STATES STAND
 

DESIGNER AgEnt ASSISTS THE SRI LANKAN EXPORT
 

DEVELOPMENT BOARD TO MAXIMISE SRI LANKAN
 

ORNAMENTAL FISH EXPORTERS PRESENCE & SALES
 

IMPACT AT THE UPCOMING GERMAN INTERZOO TRADE FAIR
 

AND 	MUCH MORE.. 

1. 	 SELF-LIQUIDATING RETAIL FISH POSTERS 

2. 	 BUILDING A DIRECT MARKETING IMPORTER 

PROFILE/SALES BASE 



EENTER NOW THE DAILY12:00 NOONDON'T LET POOR AND 5:00 RM. COMPETITIONS TO POSSIBLYQUALITY FISH EAT UPYOURPROFTS vFISH WIN A SUPERB SET OF FREE SRI LANKANCOLLECTORS' POSTERS!
YOOUFRI RS ! P 51-ISRI LANAN FISH POSTERS COMPETITIONJUSTCOMPLETE/ i ENTRY FORI AND RULESTIHE STRONG POINTS O SIGN AND DEPOSITIYUR IN Please print all detailsTRY _OR,' 

FOPMS BOX ON 3. Name and initials:_ 
FORMS BONRY

AQUARIUM FISH FROM 
COpNprointo 

Ih,TER Oi-.' eka o: m"aq,,i, a fiafins 5i L1,&fl 'i.= ynae U,t odia Latspis STAND! 6 Addrea..... ______________u.n 04r,m F~, pPIisIm aln i t ,,,een.isnrT.nsi,t mp!e,:i217 Sn iL fl L,.eenaapioinga~ ,,ethe 1930f,. h. L_ Fish ImporterSR Fish5,-- Fish ailer:Tileiolesa:er __ -- t
SROther LdesAisNl 

_ 

I OMPjj~L,Gk"OflN L~ff O TAK BRD FSH O LCEYU OMLTDENRList two reasons why Sn Lasnian quariun OM NTshcanincrease your 

atindis aa otke inor. taooao a oo L ao-:nt e,, .ns -sei , ne 
SPECIES! TALENT'EDFISH BREEDERS! 30,t.L,hINTERZP I 1TCOMP .NEITION FOILIS IOOXLOCATED)ON T~lE SIl0 STAND flil iI Itth -I.2 

Ie !,I.6
TANK Locflaa -- ehLAREPUNL13 U REC! ISE CMPETTIVi 

ao 
sii . :$ /FaIES 0XfoS FO M B OiS Lc.- n &T t h profistso-aaaacN rie ababe - he The judgo'sdecision will hn ina! and! cng andnoconef 1sttCentu....Co-', R treaons wy...llheSPECIS.I L Oly thonei dividoahlwhoccpilte all coiible teint ihoenthe a ltheN AEN FISHES !E CO PE ITO C.=..P-TMON FOILI.o 1•OLOAE inc ea s 

st
,.-11E.So lcff. nna, o sioe amy.apaoe.IyNa "S°T°AN SRI...,.,,o.7o, T YLNX1 1TRO 'D11.1""°'"t 4.2A-rU 1d[emie F IH P :. P"nWeU.Earhdaytrugheutri e ...... . t 

NO~~6 DRllS " 1k tot p l tJ r"' S4 
wionin mail tPrize millen ee drane nd acwrdcdi each day sit 1200 noon andi at s-sn atrt 

M 600 pm. Prize winner, no0es will pp an daily on ihe Si 
Lonkos stand notice hoard 

5. Winners wesllhe the fit drawn c,rcct.r rcsiseach day atI120O0 noonand 50O0p m 

Y1,e1. A500 S R I LNKB U U .Lg. di i pm on Sind ayMo 5pL-------------------i------Entrantn name: t Snatereecom etiio 
- - - ' ---_.-hr--- " t .- i­

- aa--4 . . 5 .l , . . w d a e.... r 

4 
I 

http:amy.apaoe.Iy
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SEITED THAI PROCESSED FRUITS/VEGETABLES EXORTS ­

12 MONTHS ENDING DECEMBER 1991 

Product Sector Tons 	 Number of export 
countries 

1. 	 Vegetable/Gherkins, prepared 4,634 38 
or preserved by vinegar etc 

2. 	 Tmatoes whole or in purees, 8,510 23
 
prepared or preserved other­
wise than by vinegar etc
 

3. 	 Other forms of Tomatoes, pre- 4,571 18
 
pared or preserved otherwise
 
than by vinegar etc
 

4. Mushrooms 	 prepared or pre- 6,940 50 
served otherwide than by 
vinegar etc 

5. 	Bamboo Shoots prepared or 66,960 56+
 
preserved otherwise than by 
vinegar
 

6. 	 Young Corn prepared or pre- 41,145 62+
 
served otherwise than by
 
vinegar etc
 

7. Pineapples 	preserved by sugar 7,647 26 

8. 	 Bananas preserved by sugar 92 17 

9. 	Jams, Fruit Jellies, Marmal- 1,255 30
 
ades etc
 

10. Pineapples 	in airtight con- 417,670 59+ 
tainers, otherwise prepared
 
or preserved
 

11. 	 Pineapples not in airtight 3,278 16+
 
containers, otherwise prepared
 
or preserved
 

12. 	 Pambutan with Pineapple in 4,603 43+ 
syrup
 

13. 	 Rambutan prepared or pre- 1,707 45+
 
served in airtight containers
 

14. 	 Lichee prepared or preserved 4,371 46+ 
in airtight containers 

15. 	 Longans prepared or preserved 4,073 44 
in airtight containers 

16. 	 apa prepared or preserved 2,702 26 
in airtight containers 

cont: 



24. 
cont: 

Product Sector TLbns Number of export 
countries 

17. Mangoes prepared or preserved 
in airtight containers 

6,270 44 

18. Pinea~Jle Juice unfermented 
and not containing added 
spirit etc 

75,161 65 
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THULAAND FRESH FRUITS/VEGETABLES CROP PROiDUCION/AVAILABILITY CALENDAR 

J F M A M J J A S 0 N D 

1. Durian 

2. Mangosteen 

3. Mango 

4. Litchi 

5. Longan 

6. Guava -

7. Jackfruit 

8. Pineapple -

9. Papaya 

10. Young Coconut -----­

11. Strawberry -­

12. Pummelo 

13. Rambutan 

14. Asparagus 

15. Baby Corn 

16. Baby Carrot 

17. Egg Plant 

18. Radish 

19. Okra -------­

20. Straw Mushroom 

21. Turnip 

22. Bush Bean 

23. Beet 

24. Soy Bean 

25. Potato 

26. Laongiass 

27. Peppermint----­

28. Bamboo Shoot -­

cont: 
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cont: 
J F M A M J J A S O N D
 

29. Pea Pod
 

30. Waterchestnut --------­

31. Oni on 

32. Gingei 

33. Fennel
 

34. Java Apple
 

35. Rambutan
 

36. Sapodilla 

37. Sugar Apple
 

38. Watermlon 

39. Cabbage
 

40. Sweet Corn 

41. Sweet Pepper 

42. Sweet Potato 

43. Yard Long Beans 

44. Baby Banana 

45. Jujube 

46. Langsat 

47. Passionfruit 

48. Ramb
 

49. Salak
 

50. Santol_ 

51. Tamarind 

etc. 



STGRE nrS OF TE THAI CANNED VEGETABLES/ 
FRUITS EXP)ORT SECTOR 

1. 

2. 

3. 

Evaluate Marke'- In-Depth and 

Invest for the Longer Term­
I-lst Thai companies soundly eval-

market prospects truely exist bfnetwrk,
fore taking an investment decis-
ion; and if " yes " they investfor the longer term i.e. few 
termpais areiteresedian 

term gainsAdoption of Aggresssive Marketing 

_ _ _ _ _ _ _ _ _ 

Most companies chase export bus-
iness in a highly determined manner 
Because of the size/number of Thai 
processed food companies ( over
110 participated in the 1993 FoodExporters Fair alone ), competition
to win over/hold major volume in-porters/retailers in the export 

mai ets that count can be very
fierce 
Profit margins tend to be sound/average 

Commitment to Product Quality,Sound PackagingandBrandPresen-tation 

Thai processed food companies are 
growing in strength in this sector, 
particularly in a product quality 
context 

4. Fast, On-time Order Deliveries 6. 

Because of the sheer size of theThai processed foods sector/product 

mix/overseas import-distribution
the majority of exporterscan offer fast delivery of export

orders on both a full/mixed orpart container lot basis through 7.
efficient system of consolid-

ators/deconsolidators if required 
~Besides 

5. Wideness of Product mix 

Underpinning strengths in this sec-

tor include ­

a. Ability to deliver volume linesto the large, continuously ex- 8.panding Chihese/Thai resturant 
trade i.e. bamboo shoots, babycorn, variety of mushrooms, wide range of pineapple Varients 

b. Growing appeal among retail buy-
ers/consumers for products under 
a. category 

c. Strength/loyalty of the Chinese 9. 
import-distribution structure 
around the world ( notwithstandingclan conflicts )

dout 
d. Due to a., many food processorsare able to successfully exportmany low volume/but growing canned 

fruit lines on the back of volume 
sellers 

Conetitive Can Costs 

Many of the larger Thai food process­manf the r an f eTi 

is a major weakness area in a Sri Lan­kan food industry context 

Competitive Pricing, Trade Tenns and
Prcmotional Support 

highly competitive pricing,exporters often offer extended/delayed 
p a y m e n t t e r m s t o t h e i r ma j o r i m p o r tcustoers including wide ranging bel­

teine promotional support men­tioned elsewhere in this report 

New Product Developmnt 

The very competitive nature of thecanned processed vegetables/fruits sec­tor is driving many Thai companies downthe new Product developet track; and 
particularly in the sauce mixes, prep­ared meals sectors ( i.e. such as ret­
ort/pouch technology ) etc 
Internal/Exteral Sub-Contract Manu­
facture 

Many Thai food processors sub-contract
production of lines they do notproduce themselves, whilst others sub­contract manufacture for well knowninternational brand names 



----------------------

PRODUCT RANGE, PACKAGING MIX AND IM4PORTER/ 
RETAILER PRmoTIONAL SUPPORT PROGRAM4 OFFERED 
BY A LEADING THAI EXPORTER OF CANNED FRUITS 
VEGETABLES AND JUICES 

A. Product Range 
B. Packaging Mix C. Promotional Support1. Palm Fruit 
2. Jackfruit 
3. Jackfruit 
 1. Glass Jars


/mixed 	 Typical components includePalm Fruit 4. Mangosteen 5. Lychee 370 ml squat with gold 1. Point of purchase material- Whole 6. Rambutan. - Whole 7. Rambutan screw cap for international usestuffed with Pineapple 8. Papaya - Chunk 580 ml tall with gold 2. Trade magazine advertising9. Longan - Who.e 10. Longan mixed with screw capPineapple 11. 	 Guava - Quarter 12. Mango 2. Cans 3. Availability of additionalSlices 
13. 	 Tropical Fruit Salad ( Guava 

major importer retail cus­/Pineapple/Papaya or Mango ) 14.Aluminium rip top ­ tomersTropical Fruit Cocktail ( Pineapple/Guava/ 8.-os oz tallcucttallmarts,e 4..5 Oftn qonualttivoney tretPapaya or Mango/Palm 	 ve aretFruit or Pa~m Fruit/ oz suatreearch r.esGrape or Longan/Grape ) 15. Young Corn 

Spears 16. Young Corn 	
5.0 oz squat research

Cut 17. Cream 6.0 oz squatStyle Corn 	 5. Produces correctly positioned18; Whole Kernel Corn 19. . 8.0 oz squat mutual profit product salesWater Chestnut 20. Baked Beans 21. Green Tinplate ­ bcPeas 22. Champignon Mushrxom 23. Salted . 8.25 oz 
Mustard Leaf 24. Fruit Juices - Guava/
Pineapple/Lychee/Mango/Passionfruit/Orange/ 	 . 15.0 oz squat
 

. 15.0 oz tall 
 NB: Most large company export man­Apple/Grape/Toma to/Grass Jelly/Chrysanthemm 

. 20.0 oz 	 year;
/Penny Wcrt Leaves 	 agers travel upwards of 4 months a and visit key target markets . 30.0 oz importers/customers 2-3 times per

43.0 oz annum 

108.0 oz 
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TYPICAL APRIL 1993 EXPORT PRICE LIST OF A MAJOR
 

THAI FOOD CANNNG COMPANY 

This company is able to offer 	­

* 	A 20 product line-up
 

* 	36 varients
 

* 	57 pack sizes ( including large pack sizes for volume offtake
 
lines/institutional users
 

An importer could buy from this Thai exporter on a " one stop basis ",
and have little difficulty in 	filling a 20' ( foot ) dry container. 

Normal Thai exporter terms would be through a " 100% irrevocable letter
 
of 	credit at sight "; 
and a 5-10% discount can often be negotiated with
 
Thai exporters off published export price lists provided full container
 
lots are purchased.
 

Product Description 	 Packing-size D.W. N.W. US$ Ctn - FOB 
:canX gr gr gr) Bangkok 

* Tropical Fruit Cocktail 24 	X 565 340 565 9.00 - 12.50 
in Syrup
 

* 	 Papaya in Syrup 24 	X 565 250 565 10.50
 

mango in Syrup 24 	X 425 225 425 8.50
 

* 	 Jack Fruit in Syrup 24 	X 565 250 565 15.00
 

* 	 Toddy Palm in Syrup 24 X 565 250 565 15.00
 

* 	 Lychee in Syrup ( Fancy ) 24 	X 565 250 565 23.50
 

* 	 Lychee in Syrup 24 X 565 250 565 22.50
 

( Choice )
 

* 	 Lychee in Syrup 24 	X 565 230 565 19.75
 

* 	 Lychee in Syrup 24 X 565 230 565 18.50
 
Sub Standard
 

* 	 Lychee in Syrup 24 X 565 230 565 14.75
 
Crushed
 

* 	 Rambutan in Syrup 24 X 565 250 565 16.00
 

* 	 Rambutan with 24 X 565 283 565 18.75
 
Pineapple in Syrup
 

* 	 Longan in Syrup 24 X 565 250 565 23.50
 

( Fancy )
 

* 	 Longan in Syrup 24 X 565 250 565 22.50
 
( Choice )
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cont: 

Product Description Packing size D.W. N.W. US$ Ctn - FOB. 
: can X gr (gr) (gr) Bangkok 

* Longan in Syrup 24 X 565 230 565 19.75 
( Standard ) 

* Longan in Syrup 24 X 565 230 565 18.50 
( Sub Standard 

* Longan in Syrup 24 X 565 230 565 14.75 
Crushed 

* Baby Corn in Brine 24 X 425 230 425 11.75 
Size S 6 X 2,950 1,500 2,950 17.25 

* Baby Corn inBrine 24 X 425 230 425 11.00 
Size S )6 X 2,950 1,500 2,950 16.00 

* Baby Corn inBrine 24 X 425 230 425 9.75 
Size M 6 X 2,950 1,500 2,950 15.00 

* Baby Corn in Brine 24 X 425 230 425 6.95 
cut 6 X 2,950 1,500 2,950 11.00 

Bamboo Shoots in Water 24 X 227 140 227 6.50 
Slice/Strip/Diced 24 X 565 300 565 10.50 

6 X 2,950 2,000 2,950 12.75 

Bamboo Shoot in Water 24 X 565 300 565 9.25 
Whole/Halvs 6 X 2,950 2,000 2950 11.25 

Waterchestnut in Water 24 X 227 140 227 6.95 
Slice 24 X 425 300 425 10.95 

6 X 2,950 1,800 2,950 12.50 

Waterchestnut in Water 24 X 425 300 425 9.50 
Whole 6 X 2,950 1,800 2,950 11.25 

Whole K&rnel Corn in 24 X 425 255 425 9.00 
Brine 24 X 565 330 565 10.00 

6 X 2,950 1,800 2,950 12.00 

Red Kidney Bean in Brine 24 X 425 230 425 8.50 

6 X 2,950 1,800 2,950 11.50 

Bean Sprout in Brine 24 X 425 230 425 6.75 

6 X 2,950 1,500 2,950 9.50 

Green Bean in Brine 24 X 425 230 425 8.75 
Whole ) 6 X 2,950 1,500 2,950 12.50 



- ------- 
--------- 

- ---- -- 

PROFILE OF THE LARGEST THiA 
DEIYDRATED FRUITS COMPANy

The next largest Thai IE-los_00wokes itI company in this sector Iiploys 900 orkers with-----------per annum production capacity Whilst Thailand exportsproduces around 3,000 fruits to a dehydratedof 5,400 tons. large number of countries,
this sector (although growing istons per annum. 
still not large. Because of the snallOne of the great strengths of export volumes involved,statistics do not breakoutThai exportevery productthis canpany is the diverse/ line.innovative product mix which 

they can offer export customers, 
namely ­

1. Rehydrated Fruit --- -~~~---------- - 2. Dehydrated -Fruit ­
-

- -
3. ------------­
- Fruit Granules 4. Fruit Paste
 

This is an innovative 
 Prepared frcmproduct which fresh fruits,may be simply Specially processedsoaked in sulfite brine and and They are used as arehydrated reduced naturalby dipping in in size to be-syrup before /healthybeing processed come free filling agent forhot water or syrup to re- flowing granules, cakes,by " state of the art " hot pastries, cookiesgain original freshness, Fruit granules are used asjuiciness air drying, etc.and natural an ingredient to replaceflavour. The product conventional coloured suc-Product Product lineslines - Pineapple, - Pineapple,roseis freeze/sterilisation granules for topping Mango,Papaya, Manqo, Banana, Coo- Papaya.stable, does not shrink /decorating cakes, icenut, Guava, Crystallizedor lose its gunmy tex- cream, yoghurt etc; there-Ginger. 
by offering a natural; more 
healthy product. 

ture. 
Product lines - Papaya, 


Product lines 
- Pineapple,Mango, Pineapple. 

Papaya, 
 Mango, Ccconut.Product uses - filling/topping for ice cream, yoghurt,or ice stick; filling/topping for cakes, breads, cookies,other bakery lines; flavouring ingredient for puddings/jellies; fruit mix in ready-to-eat cereals; fruit in­gredient for iced desserts; fruit flesh bulking for jam,marmalade or fruit paste. 
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THAI EXPORTERS OF DRED/DEHYDRATED FRUIT - ILLUSTRATIVE PRICES
 

AND VARIENTS
 

1. Expor-t Pricing 

Varient 	 FOB US$ per FOB US$ per 100gm cello 
kg ( usually retail packs ( packed in 
packed in 5 kg 6 kg cartons) 
bags X 4 to a 
carton )
 

Mango ( slices ) 4.20/4.80 + .48
 

Pineapple 1.80 .24
 
( diced, normally
 
10-12 m sizes )
 

Papaya 1.70 .23
 
( diced, normally
 
10-12 m sizes )
 

Keys: * = 	prices apply to full sweetened, low sweetened or nat­
ural ranges 

+ = mango prices can vary by season 

2. Typical Mix of Offered Dried/Dehydrated Fruit Configurations 

Pineapple 

Sweetened slices Low sweetened slices . Natural slices 
Sweetened tidbits . Low sweetened tidbits . Natural tid­

bits Sweetened dices . Low sweetened dices . Natural 
dices Sweetened core discs . Low sweetened core discs 

Papaya ( natural or 	orange colour-) 

Sweetened discs Sweetened chunks . Sweetened spears
Low sweetened dices Low sweetened chunks . Low sweetened 
spears 

Mango
 

Low sweetened dices . Low sweetened slices 

Guava
 

Sweetened slices . Sweetened dices 

Dehydrated Coconut ( natural ) 

Natural slices Natural dices 

Banana ( natural ) 

Natural whole Natural slices . Natural dices 

cont: 

http:4.20/4.80
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cont: 

Tamato 

. Low sweetened whole 

Starfruit ( Caranbola 

Low sweetened slices 

Jackfruit 

Low sweetened slices Low sweetened dices 

Ginger 

Sweetened slices Sweetened chunks 

Young Corn 

Sweetened chunks Sweetened slices 

etc. 
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TABLE 2 - EXPORTS CLASSIFIED Of CONMORiTYT AND COUNTRY Of DESIINAIION
 

EXPORTS EXPORTS
 
-- DEC. 1991---- ---- JAN.-DEC. 1991 --..... 1991--.. ----. JAN.-DEC. 1991--.-


COMMORITY QUANTIT 1.. VALUE QUANTFT 1.0.6. VALUE CMOBITYO QUANTITY F.0.6. VALUE QUANTT 1.0.6. VALUE
 
(ANT) (RANT) (AHT) (BABF)
 

0804500-200/KG MANGOES, FRESH OR CRIED 	 0005.900-102/EG POMCLOS. FRESH OR DRIED
 

AUSTIALIA 60 51955 180 33,2t3 AUSTRALIA 90 1.530
 
RULGARIA 50. 2.985 BELGIU" 8100 182.979
 
RUNEI (a 15207 540.743 CANADA 554627 6.277.194
 
CANADA 10985 145 .20 SAIT.ERLA 5 473 43 2.634
 

SWITIEALA is 1.626 30 209 CIA. E 18818 348.7
 
CHINA. P 5769 66.344 
 DENMANK 42002 111891728 

:ER'ANT.F 200 5.497 955 45.921 FRANCE 323,1139800 

FINLAND 510 
 39.092 U. EINGDO 50 1.711 21570 604.496
 
FRANCE 	 700 19,200 HNONE CONG 135400 1,365.122 6268112 54,333.033
 
U. CIRGIO 340 19.763 6396 2308629 LAO PEOPL 935 14,215 6142 105,193
 
HORS CONE .92241 7,430.944 SRI 487
LANEA 35.398
 
JAPAN 
 48000 176.196
24981 1.058.317 NALATOKA 


aOREA.N(P 	 60 5,492 NETBERLAN 4822 302.555
 
MALATSIA 	 234467U 11.955.952 SINGAPORE 16800 191,835 216630 2.303.047
 
REW CALEB 6762 354.365 TAIAAN 72 1,521 39672 458.038
 
RETNERLAN 
 125 8.550 201262 1,574,677 7038915 66,603.683
 
NORWAY 72 11.559 0805.900-904/KG OTHER CITRUS FRUITS. FRESH OR DRIED
 
HEM LEALA 100 7.817 SWITZERLA 262 11.129 337 12,612
 
SINGAPORE ?200 857,692 113426 3,765,299 HONG KONG 16 788 41822 504,147
 
VRENCB SO 	 4605 225.770 278 11.917 42159 516.759
1 5 3 6 0
 
TAIWAN 7654 , 6 TOTAL 005.900 (TON)
 

7815 890,533 3235868 26.132.475
 

0804.500-301EA HANGOSTEEN, FRESH OR DRIED 1,586,794 67,140.442
202 	 7081 

U. AR E 	 1536 38,620 TOTAL 0805 (TON)
 

BRUNEI (N 1062 25,781 ..... 3, ,02*9 8 930
 

CANADA 6990 340.275 378 3.053.302 9419 85.793.202
 

$WITZERLA 126 8.532
 
C(URA. PE 2540 25,400 0106.100-002EK GRAPES, FRESH
 
CERNAN,.F 250 10,753 AUSTRALIA 500 10,000
 
U. 190 9.860 JAPAN 8824 211380
 
BONG KONG 303410 5.896.794 LAO PEOPL 8175 180.525 31747 726.110
 
JAPAR 2234 162.262 SRI LANCA 05 4.620 204 9,420
 
LAO FEOPL 11275 245.664 MALAYSIA 675 12.456 5850 107.940
 
METERLAN 292 36,343 S1NGAPORE 6480 $00,736
 
SINGAPORE 	 3877 105,223 
 8934 197,601 53605 1.565.616
 
YAOWAN 19696 355,786 TOTAL 0806.100 (TON)
 

353484 5,261,293 ...............
 
TOTAL 0804.500 (TON) 
 9 197.601 54 1.565.616 

........*... ;; ...... 	 TOTAL 0806 (TON)
 

11 928,098 3657 32.927.468 ................
 

TOTAL 0804(TON) 
 9 197.601 54 1.565.616
 

72 1,299,556 4168 36,489,489 0807.100-1091E6 WATERMELONS. FRESH 
FRANCE 1738 23,826
 

0805.100-1081C SWEET ORANGES, FRESH OR DRIED 
 NONG KONG 17100 123,928 141156 907.070
 
LAO PEOPL 380 5700 LAO PEOPL 2610 10,440 6408 37,024
 
NAL.4SIA 68220 377.648 1194085 6,637.598 MALAYSIA 78000 156,000
 
ZGAPORE 6120 33,996 TAIWAN 48792 258,002 40792 258 002
 

68220 377;648 1201383 6,677.296 68502 392,370 276094 1.381,922
 
0805.100-209/KG ACIDLESS SWEET ORANGES. FRESH OR DRIED 0A07.T100-ZO41E CANTALOUPE, FRESH
 

U. C;NGO 	 250 56.596 U. CINEXO 
 9 270 
BONG CONE 2O000 260,900 398882 4,799,426 BONG CONE 4622 142.745 
LAO PEOPL 350 5,250 20195 292,020 LAO PEOPL 100 150 1400 17,000 
MALAYSIA 3840 51.116 100 750 6032 160.015
 

24350 266,150 423167 5,199.150 TOTAL 0807.100 COON)
 
080O.100-905/KG OTHER ORANGES. FRESH OR DRIED
 

BORE CONG 190 4.838 69 395.120 282 1.541,937 
mALAYSIA 4050 29,889 33270 245291 0807.200-004XG PAPAWS (PAPAYAS). FRESH 

SINGAPORE 10000 37,035 AUSTRIA 220 4.806 
4050 29,809 43460 237,164 SWITIERLA 30 2.202 370 20,760
 

TOTAL 0805.100 (TON) ERMANTYF 580 31.500 2226 91:700
 

BONG CONE 1000 5.000 71939 634886
 

97 673,687 1668 12163,618 EORCAREP 60 2.060
 
'UOI.?OO-104/EE TANGERINES. FREH O DRIED SRI LANKA 5708 68,496 14398 181,140
 
NUSTRALIA 3280 29.620 NEYNEBLAN 4 21
 
S.ITIERLA 5 401 135 7.4A0 SAUDI ARA 	 11 
 358
 

.3 
 6M5 1316 u.196 0228 93S,731 
HONE EONS 2020 71.85 TOTAL 0307.200 (TON) 

.RO PEOPE 65690 621.740 444290 L1015,531
 
101 LANRA 420 8.400 
 7 107.198 09 935,731
 
11L 6 12000 66,000 195000 1,158,000 TOTAL 0807 (TON)
 
IINAPORE 20 
 120 20 120.........
 

76715 668,342 643195 5.289.721 
 76 500.318 371 2.477,668 

TOTAL 000.200 (TON) 

...... 0380.100-003/KG APPLES, FRESH* 

7F . B.31 640 5.289.721 SERANTYF 91 31.647
 

O805300-000iKG LEMONS AND LINES. FRSH OR DRIED 91 31.647
 
IUSTRALNA 25 9,696 TOTAL 0808.100 (TON)
 
lONG K 151 18,16$ 6663 254.129 ...............
 
INGAFORE 160i 36,315 19955 932.336 31,647
 

1 5" I04&430 2664 1.196.261 TOTAL 0300 (TON)
 
TOTAL O3U5.300 (TOR) ...............
 

• *****'**°'****51.I647
 
27 1,196.161

2 104.40 

OOOS. OO-02/G 4aAPiFTuI FRES O DRIED 0609.400-041KG PLUBS AND SLOES, FRESH 
ORGKONG 46 ".260 SINGAPORi 2160 115r555 

46 1.260 2160 115.555 
TOTAL 0005.420 (TR~I TOTAL 0 U0.4O0 (TON: 

.	 ....... ....
 
3.260 	 2 115.55$ 

TOTAL .3309 (TORT 

2 1I5.555 
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TABLE 2 - CAPORTS CLASSIFIED By COMNODIT AND COUNTRY Of DSTINATION 

EXPORTS EXPORTS
 

---- DEC. 1991.. .. JAN.DCC. 1991---- 1991---- --- JAN.-OR. ----
C-.-DEC. 	 1991 

COMMODITY RUA'TOTY 1.0.8. VALUE Q.0.8.. VALUE COMNODIT QUANTITY 1..8. VALUE QUANI1T .0. . VALUE
RUANT9TY 


(RANT) (GAAT) 	 IaAHI) OAT)
 

1108.1.40-0071KG MANIOC (CASSAVA) STARCH
1IO6.200-1I8/KG MANIOC (CASSAVA) FLOUR 
 48360 88.732
 
SORE 1315 18,367 FRENCH PO 


SINGAPORE 1518000 8.371,331 17113730 99.505,676 PNILIPPIH 111000 633,116 3174000 12.174.532
U.S.5.R. 
 5614000 34,893.713 PORTUGAL 
 1500 16,A80
 
TURMET 72000 352.053 REUNIOA 17000 101.737 S" 250 339.249
 

TAAN 5190100 28106.152 64175020 377.214,122 SAUDI ARA 1961 24,868 1961 24,868
 

U.AA 526948 3.889,537 17221622 118.186,743 SWEDEN 1626973 10.049,824
 

VIET NAN 36000 212.216 SINGAPORE 496500 2,748,295 12814200 82,385,277
 
SOUTH AFR 18000 115,425 SENEGAL 10800B 703.404
 
OTHER COU 18000 141.909 18530 145.482 TAIWAN 16852916 91614,765 207270115 1,229,23.36
 

16968003 96,624,667 253835516 1,465,326.027 U.S.A. 84307 896,073 1861943 11,332,155
 

106.200-120/KG MANIOC (CASSAVA) MEAL TUGOSLAVI 55500 412.229 259000 1,805,783
 
AUSTRALIA 400 5.09Z SOUTH AIR 7000 
 5.490 7000 35.490
 

HOAR EONG 600 5,063 OTHER COU 25778 288,320
 
PAKISTAN 17950 133.466 25129112 145.251.316 295140190 I.87,450.241
 
U.S.A. 	 3000 35 326 TOTAL 1108.140 (TON)
2U950 


178.927
 

.1106.200-9021KG FLOUR AND MEAL OF SAGO 	ROOTS 08 TULEARS OD 3129 145.2)1.316 295140 1,787,450,241
 
HEADING NO 0714 EICEPT MANIOC FLOUR AND MEALE 1108.190-102JKG NON-GLUTINOUS RICE STARCH
 

CANADA 1000 10,901 HONG KONG 6000 143:912
 
JAPAN 5000 1,562.800 15000 5,305.444 6000 14391
 

LAO PEOPL 	 7500 67,214 11OA.190-9042CU GLUTINOUS RICE ATANCH
 
U.S.A. 	 972 291399 U. KINGDO 1634 22.435 1636 22.415
 

5000 1,562,800 24472 5,410,958 1634 22,435 1634 . 22,435 
TOTAL 1106.200 (OTON) 

16973 98,187,467 233882 1,470,911.912 2 22,435 8 166 347 
1106.300-006/KG FLOUR, NEAL AND PO.ER Of EDIBLE IU IT AND TOTAL 1108 (TON) 

NUTS. PEEL Of CITRUS FRUIT OR MELONE ................ 

JAPAN 181000 3,454:947 25273 146,453,767 295674 1,791,576,526 
OREAREP 36000 357,692 

MALATSIA 17000 245.851 1109.000-0071E0 WHEAT GLUTCN WHETHER ON NOT DRIED 
SINGAPORE 14400 143.527 NALAYSIA 2200 60,617 
U.S.A. 	 64275 754,536 2200 60,617 

312675 4.956,553 TOTAL 1109.000 (TON) 
TOTAL 1106.300 (TON) ... *.*..............
 
...........
 22 60,617
 

313 4.956,553 TOTAL 1109 (TON)
 
TOTAL 1106 (TON) ................ 2******* 60.61?
 

255049 1,503,784,556

17071 01,930,217 


TOTAL BT CHAPTER 11 347,390,904 - 4.309,912,631 
1108.120-0SIKG MAIZE (CORN) STARCH 

MALATSIA 120000 733,D56 	 250000 1,589,646 1201.001-00014G EDIRLE iOTA REANS WHETNER OR NOT BROEMN
 

OMAN 40000 378.510 SUITZERLA "500 7.185
 
120000 713856 290000 1,968.156 IVORY COA 200 5060
 

TOTAL 1108.120 (TON) HONG KONG 129000 .1,341,905
 
......**........*.*.*-INDONESIA 145000 1,398,650
 

120 733.856 290 1,968,156 JAPAN 20320 742.553
 

1108.130-06/RG POTATOES STARCH LAO PEOPL 1200 16,800 
NONG KONG 22000 446,160 29426 538,414 296220 3,510,153 
JAPAN 22000 390.201 TOTAL 1201.001 (TON) 
KOREA;RP 20000 422,636 
MALAYSIA 165000 640.531 296 31,10,153 

22000 446,160 236426 1,991.782 1201.009-O01IK INEDIBLE SOOA BEANS UHETNER OR NOT BROKEN 
TOTAL 1108.130 (TON) BARAIN . " 1144 5,843 

. * * S TIERLA 400 . .15.531 
22 446,160 236 1,991,782 HONG KONG 42000 "462,080 231000 2.466,163 

110G.140-007JEG MANIOC (CASIAVA) STARCH NORWAT 960 38.667 
U. A86 E 7700 52.959 42000 462.080 232504 2,526,204
 
AFGHANIST 102000 668.039 TOTAL 1201.009 ITOH)
 
AUSTR IA 000 12.55 3 ..................
 
AUSTRALIA 440520 2,491,393 4229105 21.647810 42 462,080 233 2,S26.204
 
RANGLADES - 893750 5.203 024 TOTAL I201 (TON)
 

RELGIUN 1089 12,675 42510 294,179 ................
 
CANADA 95927 906,476 417458 4.0,25331 4a 462.080 529 6,036,357
 
SWITZERLA 22330 187.979
 
CHINA. PE 1603000 9,385.705 1252.1T0-0081K; EDILE GROUND NUTS, IN SHELL, NOT ROASTED 0
 
GERMANTT 380 5.060 7065 a7.776 R OTHERWISE COOKED
 
DENMARK Tdo 2.146 U. ARAd 123980 1.993,465
 
SPAIN 500 4.552 106P 11:60 AUSTRIA .00 9,768 ZOO 9,768
 
FRANCE 6000 68,445 92160 940.248 SUITCALA 	 830 27,675
 
U. CINGDO 147422 1,023.272 3650214 250..4,20 ALNIIA 10290 64,331 205370 1.563.915 
HO%' CONG 008000 5.1312,78 12612824 85.977 -,656 NOR A Y 2500 58.68 , 3000 7521 a 
:.ONCSIA 4300000 23.550.150 9200000 46,2a5.930 REUNION 5250 166,695 
IRC'.%ND 7710 70.004 7750 70,Ou SAUDI ARA 42000 664.67' 6r000 I2056.484 
ITALY 450 6,325 216450 1,271.919 S5590 797,461 407630 4,891,220 
JAPAN 699000 4,48.736 21683037 142,22.3$26 TOTAL 1202.101 ITOH) 
KOHEA.REP 44010 490.887 911640 S.702.6?0 
SRI LANCA 18005 101,309 56 797.461 403 4.893,220 
MALDIVES so000 '62.910 t202.107-009/1G INEDIOLE GROUND NUTS. IN SHELL, NOT ROASTED 
METICO 547,0 )I3.865 OR OrAk.ISC COO"ED 

:ALAYUIA741300 4.43679S 109004a 8 6 .2.23 U. ANA 4 10000 140.27 10000 143.287
 
HOIA"I4U.04500 3.,62.122 SI4RLN 500 1$.531
 
NT CALED 55.527IAS1 U. CINGDO .00 62,161 2500 62.361
 
NETHIRLAN 300 41,321 454093 3. 165.71 HONG KONG 50000 1.085.875
 
HORNAY 1791 22.131 HALATSIA 5230 31.191 99670 779,563
 
HEN IALA 7000 44.$62 9, 10 N54.704 NOdAR 1004 29.911
 

.70 103.A86 .. iLIPI 	 54000 971654 

http:1,229,23.36
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TAdLE 2 EXFORTS CLASSIFIED dl cOMMUoiuy AND COUNTRY OF DESTINATION 
t PUATS I A POH1S 

- --- DEC. 1991-- ---- JAN.-OEC. 1991 - -.-.- DEC. 1991--- --- JAN.-EC. 1991- -.... 
CDMODITY UUANTITY VALUE QUANIIT F.O.A. VALUE COMMODITY I F.D.. VALUE IUANTNI F.D. . VALUEF.O.A. 	 QUANTITY 


(3AHE) (ART) (SANE) A)
 

2101.200-UT6/ES 	INSTANT TEA 2103.100-021G SOYA SAUCE
 
MONG KONG 1500 101.457 OMAN 2210 93,493 
JAPAN 280 60,340 2520 551,916 PAPUA NEW 200 8,012 
LAO PEOPL 4 2,611 112a 55,811 PHILIPP[N 1142 9,718 

3URoA3bQ 177.550 POLAND 60 6:375 
NORWAT 15 6,972 QATAR 1192 25.658 
NEW ZEALA I1 47.245 SAUDI ARA 14375 240.00$ 249857 301.391 
SWEDEN 75 5.315 212 63.729 S'EDEN 1272 105.623 14260 568,393 
U.S.A. 815 67,822 9065 644,900 SIHGAPOkL 4E6 27. 204 6276 253o023 
VIE NAn 208279 FREN H 10 300 17417 

1174 166.588 15916 2.413.930 TAIWAN 13570 41.20 19244 23:979 
2101.200-098KG EXTRACTS ESSENCES AND CONCENTRATES, OF TEA U.S.A. 99275 2,7S6,183 921235 26,223,774 

OR HATE*. AND PREPARATIONS WITH A 8ASIS Of INE CTHER COU 99 3,617 
S E1 TRACTS. ESSENCES 0R CONCENTRATES 08 811f1 206402 5,599,451 2081243 S8,394.248 
A 8AS1 OF TEA OR MArCE TOTAL 2103.100 (TON 

AUSTRALIA .300 157,471 
JAPAN 379 192,153 545 391.060 206 5.599,451 2081 58,394.243 
OUINA 90 44,4s0 2103.200-004EG TOMATO KETCHUP AND OTHER TOMATO SAUCES 
U.S.A. 	 192 115,335 AUSTRALIA 26685 620,356 

379 192,153 1127 708,316 uELGIUM 115 9.840 571 62.063 
TOTAL 2101.200 (TONS " CANADA 876 35.682 
............ ....... SWITLERLA 228 11.411 

, 2 3507741 I 3.122,296 GER9ANTF 197 7,461. 
2101.300-00SIKG ROASTED CHICORY AND OTHER ROASTER COFFEE -SW EGTPT 2160 68,207 

STTUTES, AND EXTRACTS, ESSENCES AND CONCENTR NONG KONS 26802 669,658 259164 6,320,240 
ATES tHEREOF INDONESIA 17442 368,221 67932 1.432,227 

MACAU 2100 35,860 ICELAND 53 2,642 
SINGAPORE 1704 53.703 JAPAN 33430 1,923.309 

3804 89,563 LAO PEOPL 903 32,448 6850 207.182 

TOTAL 	2101.300 (TON) LIBTAN AR 29 1,201
 
80........UURMA 470 6,380
 

4 09.563 MALAYSIA 6120 379,798
 

TOTAL 2101 (TON) NORWAY 144 8,338
 
...... .. NEW ZEALA 7749 90,000
 

48 4,904,490 360 36,539,810 OMAN 990 24,515
 
PHILIPPIN 14688 332,113
 

2102.200-009/EG INACTIVE EASTS; OTHER SINGLE-CELL MICRO- 0 SWEDEN 227 11.864
 
RANiSMS. DEAD SINDAFORE 2016 74,542 88947 2 774 983
 

tHOONDiSIA 300 7.195 SIERRA LE 361 60.541
 
300 7,195 TAIWAN 143091 3,209,169
 

TOTAL 2102.200 (TON) U.S.." 274 27,251 9539 403.542
 
C. HAM 53170 1.088849
 

7,195 47552 1.181,960 723679 19.084.572
 
2102.300-000/EG PREPARED 8AKING POWDEDS TOTAL 2103.200 (TONI
 

CHINA. PE 4000 109.570
 
NONG KONE 31 823 48 1,181.960 724 19.084,572
 
LAO PEO L 600 12,000 2103.300-006/K MUSTARD FLOUR AND MEAL AND PREPARE MUSTARD
 
$INGAPORE 1296 60,.35 AUSTALIA 2520 66:690
 

5927 182.028 JAPAN 130 3 260 
TOTAL 2102.300 (TON) LIDYAN AR 1,801' 

**.........ONUNA" D.... 25 612 

6 1.82,8 NORWAY 219 Z4.246 
TOTAL 2102 (TON) 2898 96,609 

.. . TOTAL 2103.300 (TON) 

8 190,023 . 

1 3 96,609 
2 03.100-002/CG SOTA SAUCE 2103.901-0031KG GOURMET POWDER 

U. ARAB 1 8724 157 SO 373o 947745 U. ANAB C 104 17.901
 
AUSTRIA 64 40.92 4C45 180.845 AUSTR1A 35 85,149
 
AUSTRALIA 3613 148.596 119022 5,912,355 AUSTRALIA 1849 257.809 33239 4,530.977
 
BEL iU 444 14,690 0067 190.544 aLGIUM 540 69.276 15725 645.202
 
DANRAlI ( 3430 107,61f CANADA 2214 312,563 35484 3,139,230
 
DRUNEI ( 1703 54,797 SRITZERLA 660 68,129 4774 778,151
 
BRAZIL 159 4.303 159 4,303 IVORY COA 69 9,012
 
CANADA. 7065 176".'14 45350 1.367.610 SENANT.F 1465 114,036 7706 1,006,874
 
CONGO 255 2:691 DENMARK 617 43,644 1969 125,832
 
OWITZCRLA 1250 67.940 19362 75,770 SPAIN 432 60.000
 
IVORY COW 791 60.653 FRANCE 120 15 2 7 11288 11506.792
 
CZECNOSLO 11633 .32.175 U. EINGDO 2670 483.864 28260 5.476.749
 
GEEDMNTF 4993 146,355 2204 791.196 NONG ONS ,119 24.132 4013 734.986
 
DEN AXE 1064 4..173 7343 281.717 iCELAND 160 27.981
 
OFAIN 1*3 ,903 405 1,700 JAPAN 3000 319,10 12210 1422.98
 
FINLAND 597 17.902 1932 67:129 LAO POPL 48 6146
 
FRANCE 2730 144.793 4900 1,499.5; LIOTAN AR 1640 6,800
 
GAbON 1096 2,780 MAURITIUS 3132 196.480
 
U. 	EDNGDO 7993 056,674 flu 901,767 MALATSIA 877 133,600 
GREECE 1 oo 36.866 MEW CALE 306 47:688 
NONE KONS 6665 116.6 12!05 2.775.633 NETHERLAN 3502 509,91 04921 4.300.075 
ICELAND zOa3299 NORANT 2579 373.061 
JAPAN 1309 517.37 112919 4.266,783 NEW LEALA 1120 141.671 3775 470.294 
EUWAT 114. 13,845 FRENCH P0 16 1.917 
LAO PCOPL 14154 2I3,195 218497 4,705,21 PAPUA NED 22 :,619 
L15TAN A4 1724' 101.195 PHILIPPIN 27 832 
MACAU 7o 71,602 SAUDI ARA 18238 953,674 
NORIEON ;1. 13.792 SWEDEN 131, 242.99a 3420 1.554,442 
NEW CALS 447 17.399 SINAOAL 3721 573.552 46285 3.504.761 
NETHEALAN 433 3.907 15620 525,4W TAIWAN 3003 45.6,0 6000 0,820
NORWAY 473 6 930 414,630 U.S.A. 7755 1.053.764 214432 24.504.209 
kED LCALA 295j 91.327 o1S 51a.737 OrE CIU 10072 	 14,188 

35r4 725..o 444566 13.O04.508 
TOTAL 210.901 IT.) 
........ .4....... 

T6 n|5 &Q145 .8, 
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STAMAPD PICKING 
PRTC?: TT$-T IN U,-. DA.R a~gj 

SWEET SLICED MANGO CHUTEY ) 684g bet 9 ' 16.50 per dozen. 1 dozen. 
No SLICED MANGO CHUTNEY ) 342g bat P 10.50 per dozen. 2 dozen. 
MAJOI C-ZEYS MANGO CHUTNEY ) 200g bot @ ' 7.40 per dozen. 2 dozen. 
COL:SKINER'S itANGO C.HUTL-Y ) 100g bet. @ 5.50 peor dozen. 4 dozen. 
BENGAL CLUB MANGO CHUTNEY. ) *350g bet @ 12.50 per dozcn. 2 dozen. 
C ASHXARE MANGO CHUTMEY 

MIXE FRUIT CHUTNEY ) 342g bet 8g .11.00 per dozen. 2 dozen. 
MANGO LDE CHUTNEY ) *350g bet @ ' 13.00 per dozen. 2 dozen. 

BENGAL CHUTEY SAUCE 	 - 255g bot @ 66.45 per dozen. 2 dozen. 

LA:-(IE.\r SAUME 	 - 25Sg bt 9 ' 6.50 per dozen. 2 dozen. 

CURRY S ALLE 	 - 255g bar 0 6.70 per dozen. 2 dozen. 

CHILLI SAUE 	 ) 200g bet @ g 8.80 per dozen. 2 dozen.
 
SlOOg bat G ' 6.00 per dozen. 4 dozen.
 

SOYA SALE 	 - 1?)g bot E l 8.8) per dozen. 2 dozen. 

Wa-ES2c'FHIRE SAUCE 	 - 170g bat 0 g 4.G5 per dozen. 2 dozen. 

Il1orMANGO PTjKJLE IN OIL
 
IfO LfM "±2KLE IN OIL
 
HOT CHILLI PICKLE IN OIL
 
HOT LIE & CHILLI PICKLE ) 03Og bat @ ' 12.70 per dozen. 2 dozen.
 
HOT MIXED PICKLE IN OIL ) 250g bot @ 110.50 per dozen. 2 dozen.
 
HOT BRINJAL PIEKLE IN OIL
 
HOT MANGO KASOINIE IN OIL
 

CUR Y P0-/DE ) 454g tin @ ' 20.30 per dozen. 2 doen.
 
) MOg bat 80 18.55 per dozen. 1 dozcn.
 

2OOg baY: @ % 13.80 per dozen. 2 dozen.
 
0 @ 9.90 per dozen. 2 dozen.
lOg bat ' 

50g bat @ .7.55 per dozen. 4 dozen. 
*225g bat Q ' 14s90 per dozen. 2 dozen., 

CrUJ.RY PASTE ) 
VIIDALO0 PASTE 
BIRYAN'I P/,STE 
TANDOCRI P.ZSTE ) 4O0g bet @ ' 16.50 per dozen. 2 do-zon. 
TIK*AA PASTE ) 280g bat @ % 13.50 per dozen. 2 dozen. 
KIMAB PASTE 
KAShh-IRI mASALA PASTE 
MULIGAT.VNY. PASTE 

C & F. AUSTRALIAN MAIN PXRTS. 

Terms: IC vqlid for 3 months through AJ3N-A4RO D.nk N.V., Calcutta. 

P :.-_IN '.T OFFCA M .	 muS SUBJlFT TO CRANE. 
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CAN DIES 

PURE'DELICIOU5. 

HIRISTCHURCH NE 

Master [Balii sS C.:onfect ioners 
T LIIitV. illn11CO IVfor ovr 115 years'illd exIN Of (Jtldi 
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F- .86 o RTx -z.T DIVISION 
./ ~~~~POBo. 357 Chnsichuc~'vtln 

John Aulsebrooks motto of 1863, 115 years later, 

still stands today -

Varrante 0enuin 
Our biscuits and confectionery combine every quslizy in an 
unequalled degree. They are a blend of some of ihe choicest 
ingredients, accurately mixed in the proper proportions so as 
tosecure a uniform standard of excellence and sterling quality. 

5 Wilmor Way Iry Bay 

Wellington New Zealand Tel.687 458 
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Founded in 1863 CHRISTCHURCH NEW ZEALAND 

Tohn Aulsebrook first commenced -
baking biscuits (cookies) in 1863. 
His bakehouse was in a 

double-fronted shop in Colombo 
Street, Christchurch, New Zealand; 
while he lived in an attached 
dwelling. 
In the biscuit department fifteen I. ... 
hands were employed. The bakery "'". 
produced 1 ton of biscuits daily,
although the size of the oven could 
have produced five times the quantity. 

A trio of magnificent Clydesdalefarm horses reaping rich 
golden wheat o,,New Zea!and's famous Canterbury Plains for 

But John Aulsebrook believed in the Aulsebrooks flour mill. 
quality first. 
His motto in 1863, 
stands today. 

115 years later, still Tohn Aulsebrook eventually 
|brought in a partner, Mr. R.E. 
J McDougall, who besides 

considerably expanding the business,
commenced the manufacture of 

Our biscuits combine every quality in 
an unequalled degree. They are a 
blend of some of the choicest 
ingredients, accurately mixed in the 
proper proportions so as to secure a 

. confectionery and chocolate. And 
which became widely known as "The 
perfection in prepared confectionery!" 
Today, The House of Aulsebrooks, 
still remain fastidious master bakers 

uniform standard of excellence and and confectioners in the finest 
sterling quality, tradition, with a growing reputation

around the world among the more 
discerning grocers, confection, 
gourmet shops and department stores. 
The supremacy of the House of 
Aulsebrooks articles, attested by 
public approbation over many -ears, 

vis our guarantee that your customers 
will wish to try our lines too. 

The Founder. the late John Aulsebrook. 1863. 

Boiling
natural su.ar, and other fine ingredients, in original 
copper kettles. 
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AN 'OPEN LETTER' TO OUR IMPORT-DISTRIBUTORS 

AN 8 POINT PLEDGE!
 

We will continue to produce only 
the finest export quality gourmet 
candies (confectionery) and 
cookies (biscuits). 

2 	 We will continue to uphold our 
• 	 impressive record of on-time 

delivery of export orders, 

We will continue to actively3. support our import-distributors at 
the level of viable in-store 
merchandising, trade fairs and 
trade publication advertising, 

A We will continue to originate 
.impactful 'result-getting' trade and 

consumer promotions i.e. our 
current international 'Win one of 
75 New Zealand traditional 
gourmet cookbooks' is a classic 
example, linked in selected 
markets to an enticing trade 
promotion. 

We will continue to assess, and5. initiate where judged viable, 
packaging and positioning 
modifications for selected markets. 

We will continue to regularly visit6. and support our 
import-distributors at the advice 
and assistance level. 

7 	 We will continue to appoint only7• 	 those distributors of the highest
 
trade repute and marketing
 
standard.
 

Q 	 We will continue to uphold the 
0. 	 belief that import-distributors of 

our products should seek to 
restrict distribution to gourmet 
shops, delicatessens, select 
department stores, prestigious 
hotel lobby and other fine outlets. 

We wish you increased 
success 

again this year! 

Yours sincerely, 

BRUCE A. HANCOX 
General Manager and 
Vice President 
International 
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AN ILLUSTRATION OF
 

A TYPICAL "ON PACK" PROMOTION
 
FOR A SPECIALITY FOOD PRODUCT
 

eCo ge of 

FOR THE GOURMETS OF THE WORLD - ORIGINAL 
STONE JAR COOKIES AND CANDIES 

John Aulsebrook first commenced baking his fine cookies 
(biscuits) in 1863. His bakehouse was a double fronted shop in 

Colombo Street, Christchurch, New Zealand. Shortly 
thereafter he expanded to include the manufacture of 

confectionery (candies) and chocolate, and which quickly 
became known as 'The perfection in prepared confectionery'. 

His motto in 1863, 115 years later, still stands today ­

i arrantei Oenuiw 
Our biscuits and confectionery combine every quality in an
 
unequalled degree. They are a blend of some of the choicest
 

ingredients, accurately mixed in the proper proportions so as
 
to secure a uniform standard of excellence and sterling quality
 

Today, the House of Aulsebrooks still remain fastidious 
master bakers and confectioners in the finest tradition. Their 
articles, which have been tested by public approbation over 
many years, are your guarantee that you will wish to try ouri lines too. 

75 New Zealand Gourmet cook books to be won! 
New Zealand is also known throughout

LAND OF TBE LONG WBITE CLCUB world among discerning gourmets for 

U a considerable respect for its superlative 
New Zealand was discovered in 1642 by range of gourmet export products. 
Abel Tasman, and first explored by 
Captain James Cook in 1769. We are a 3 The foregoing have developed over many 
island country with a population of 3 years from a 'pot pourri' of native (The 

, LLthe its fine traditional cooking, together with 

Maoris) and immigrant influences.million, located in the south west corner 

of the'Pacific Ocean, and similar in size to
 
Gt. Britain. New Zealand is a luxuriant As the House of Aulsebrooks has always 
country of magnificent mountains, forests, believed in creating a greater awareness of 

glaciers, lakes and richly grassed plains.., our fine traditional gourmet cooking, we 

and is widely known throughout the world offer each year the opportunity for a large 
as the most efficient producer of quality number of our international gourmet 

dairy products, together with wool, sheep buyers to enter a simple competition 
and cattle meats. We are infact, the largest (overleaf) whereby they may win one of 75 

commercial exporter of dairy products ani beautiful New Zealand gourmet 
cookbooks.lamb. 

The assortments may change from time to time. Cookies
C presentation contain - Rich Chocolate Chip, Fruit Delight, 

Golden Oatmeal, Butter Royal. Candies presentation contain 
Old Malt, Mint Delight, Rum & Butter, Toffee Supre 

Dairy Delight, Devonshire Cream, Coconut. 

The House of Aulsebrooks P.O. Box 357 Christchurch New Zealand 



STRIKE FOR
 
NEW ZEALAND
 

KiWI GOLD!
 

THE WAHAIKA 
This isa reproduction of aMaori fighting club, 
Clubs of this type were said to be preferred by New 
Zealand's famous Maori warriors, who were 

-dangerous in-fighters and relied on quick footwork to 
get inside the guard of an opponent's longer weapon. 
We have sent to you this Wahaika as asymbol to 
take up the challenge to "STRIKE FOR NEW 
ZEALAND KIWI GOLD" inthe Phase 2 
(September/October/November 1990) European and 
Nordic markets Panellists sales forces incentives 
programme, where we will offer the opportunity for 
36 panellists sales persoris to win return air tickets to 
New Zealand, 10 days hotel accommodation and 
selected tours in 1991! 
Hope to see you in Auckland next year. 
Kind regards. A 

Murray Higgs 
Chief Executive 

New Zealand Kiwifruit 
Marketing Board 

PS. The winners .A. . 

will-fly by 

-air lEwu zEaLann
 
THE PRIDE OF THE PACIFIC
 



_The standard by which others are judged
 

IN1991 THE NEW ZEALAND BRAND
 
WILL BE RELAUNCHED
 

AS "THE WORLD'S FINEST" KIWIFRUIT
 
WITH APOWERFUL GLOBAL MARKETING CAMPAIGN
 

TO HELP YOU SELL MORE
 
NEW ZEALAND KIWIFRUIT,
 

MORE PROFITABLY THAN EVER BEFORE!
 



45 NEW ZEALAND KIWIFRUIT'S 
BOLD, VIBRANT NEW LOGO AND
 

WORLD LEADERSHIP POSITIONING WILL
 
HELP YOU TO INCREASE SALES AND PROFITS
 

INTHE KIWIFRUIT GROWTH SECTOR!
 

Our new logo is bold, vibrant " nternational market research
with a refreshing slice of has confirmed that New
kiwifruit. When used as a Zealand consistently
fruit label it gives "life" 

delivers "The world's
and "flavour" to the 

finest" kiwifruit, for
outside of the kiwifruit. 

which the consumer is 
TM prepared to pay that 

Ne New Zealand 
 "extra premium"."New Zealand" is 

recognised by both the 
trade and the consumer 

New Zealand developed
as the "brand"; no other the name "Kiwifruit". 
competitive country or We will continue to use
brand is held in such high the full form of the name asesteem on a worldwide basis. opposed to the jargon "Kiwi", 

as it is synonymous with superior~product quality. 

Our striking new packaging
 
will instantly stand out from the crowd!
 

New Zealand 
KIWIFRUIT 
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RELAUNCH OF NEW ZEALAND KIWIFRUIT
 

AS "THE WORLD'S FINEST"
 

i ew Zealand created and developed the international 
arket for kiwifruit, No other country has committed 

uch a level of investment, time and effort in creating 
he perfect kiwifruit. That New Zealand Kiwifruit 
s recognised as "The world's finest", the standard 
)y which others are judged, is the result of this 
-ommitment. 

1991 we will globally relaunch New Zealand 
iwifruit with new, vibrant packaging and fruit 
)elling which identifies our acknowledged trade and 
nsumer reputation as the producer of "The world's 
test" kiwifruit. 
ieglobal relaunch of New Zealand Kiwifruit will be 
pported by a programme of powerful trade and con-
mer promotions tailored to the specific needs and 
portunities within individual markets, designed to 

iaximise sales and increase returns for our valuable 
istomers. 

urray J Higgs 
hief Executive 
ew Zealand Kiwifruit Marketing Board 

Independent trade and consumer market research 
confirms that New Zealand Kiwifruit is the finest! 
In 1990, a major trade and consumer market research 
programme, conducted under the auspices of Gallup 
International in several world markets, rated New 
Zealand Kiwifruit as distinctly superior to kiwifruit 
from other countries. Highlights from the market 
research programme in Europe are detailed below: 

Trade Market Research 

New Zealand Kiwifruit Major fruit importers who 
was judged on the rated New Zealand Kiwifruit 
following attributes superior (%) 

I. NZ's environmental image 952. 	 Export standards designed to 
ensure that only the finest 

quality kiwifruit reaches the 
consumer 91 

3. Product keeping quality 86 
4. Consistency of product size 

and shape 86 
5. 	Efficiency of NZ's export/ 

import distribution structure 68 
Base: 22 major fruit distributors in 8 European markets. 

Consumer Market Research 
In four major European markets, by far the greatest 
proportion of consumers considered New Zealand to 
consistently produce the finest quality kiwifruit. 
Supply Source Market 

UK % France % Spain % Germany % 

New ZealandChile 423 24
7 

48 
13 

49 
-

Italy 3 4 2 8 
FranceGreece I

4 
11
8 2

2 13 
Base: Respondents who have ever eaten kiwifruit 

664 834 300 1615 

The world's finest 
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FIVE KEY REASONS
 
WHY THE NEW ZEALAND BRAND WILL MAKE
 

MORE SALES AND PROFITS FOR YOU!
 
The brand's consistent, superior product qualit, means that 
consumers around the world are prepared to pay that extra 

premium for New Zealand Kiwifruit - "The world's finest". 

The brand's excellent fruit keeping quality and robust 

packaging ensures that the loss factor for New Zealand 

Kiwifruit is the lowest of any produce item, thus ensuring 

higher profits for retailers. 

Globally, only the New Zealand brand invests so heavily in 

advertising and promotion to increase both kiwifruit con­
sumption and trial. Kiwifruit still has enormous untapped 

potential.

5 
4Only the New Zealand brand offers such a wide range of "high 

impact" below-the-line promotional support programmes 

designed to profitably increase kiwifruit sales at retail and food 

service levels. 

The New Zealand brand, when on promotion, can achieve one 

of the highest profit returns per square metre of fresh fruit retail 

display space. 

The New Zealand brand - your "Mutual Profit" partner ­
helping you to make more kiwifruit sales and profits
 

for less cost!
 

. |. 



48 
WITH THE RIGHT SHELF OR DISPLAY POSITION AND/OR 

MIX OF MERCHANDISING AND PROMOTIONAL SUPPORT,
 

YOU CAN INCREASE NEW ZEALAND BRAND
 
KFWIFRUIT SALES BY UP TO 750%!
 

- 750+ 

455+ 

290+ 

D - Co-operative
C - Co-operative 

B = 
advertising, major130+ Improved retail advertising, floor floor display,


A Improved shelf display and co-
 display and taste additional consumerposition operative advertising d sampling incentives promotion 

Now let's put together an unbeatable
 
"Mutual Profit" promotional support programme!
 

t -. 



49 THE 1991 NEW ZEALAND KIWIFRUIT BRAND 

AND CUSTOMERS "MUTUAL PROFIT"
 

PROMOTIONAL SUPPORT PROGRAMME
 

This year we will be The illustration shows the typical 
working closely with "core" ingredients of the 
our customers to ,, , -o , dynamic, result orientated New 
achieve a significant V tit lilt Zealand brand "MUTUAL 
and profitable increase ZealanP F ba "rmtUal 
in sales and trial of the ....... support programme we will 
New Zealand Kiwifruit .i'be placing before our cust­
brand.omers in 1991. 

V, . ,fV-

YES! Togeter in1991
 
we will sell more New Zealand Brand Kiwifruit,
 

more profitably than ever before!
 

Alei 
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THE NEW ZEALAND BRAND'S
 
1991 GLOBAL MARKETING PROGRAMME
 

WILL INCLUDE AMAJOR TRADE MEDIA CAMPAIGN
 
HIGHLIGHTING THE UNIQUE ATTRIBUTES
 

WHICH HAVE HELPED TO CREATE
 
"THE WORLD'S FINEST" KIWIFRUIT
 

New Zealand Kiwifruit ­
the brand that commands apremium!
 

New Zealand Europe

Head Office: New Zealand Kiwifruit Marketing Board 
 New Zealand Kiwifruit Marketing Board (Continent) NV 
PO Box 9906, 277 Broadway, Newmarket, Auckland, Antwerp Tower, De Keyserlei 5, 2018 Antwerpen, Belgiun.
New Zealand. Phone: (32 3) 231-1324 
Phone: (64 9) 529-0505 Facsimile: (32 3) 231-7126 
Facsimile: (64 9) 529-0448 

New Zealaid
 



OF NEW ZEALAND 

Purveyors of Traditional
 
Fine Foods
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OF NEW ZEALANID 
Purveyors of Traditional 

F ie Foods 
Alexander Harvey Esq 

1886 "From the Heart of the Land and Sea" 

lARVEYS 
~ OF NEW ZEALAND 

Ali-nnd.,
H-v. Esq Purveyorsof Traditional 
1886 Fme Foods 

Anthony J. Dalgleish 



Land of the Long White Cloud 53.New Zealand -
NEW ZEALAND - population 3.1 million - is in 

the south west section of the Pacific, that great
ocean stretching across one third of the earth's surface. 
To the west, beyond the Tasman sea, is Australia, 1600 
kilometres away: From its position on the On, of the 

Pacific basin, New Zealand is a little over 10,000

kilometres from San Francisco and Panama 

and a similar distance from Tokyo and Singapore.

In area 26.9 million hectares, it is similar in size to 

the British Isles and Ja-an. 


It was first discovered in 1642 by Abel 

Tasman, and first explored by Captain 

James Cook in 1769. It is a luxuriant
 

Atexander Harvey Esq 
1886 

Strength of Umbrella 
Range Packaging 

RESEARCHED AGAINST leading 'other country' com- '
 
Rpetifve lSF/Gourmet brands, Harvey's of New Zealand
 
scores high on the list related to across the board 'stand out'

registration and propensity to purchase among SF/Gourmet

consumers when positioned at an instore shelf level or

featured among mass gourmet product floor displays. 


Under one brand nameone of the largest and most varied 

SF/Gourmet ranges in the world 
ARVEYS OF New Zealand can proudly boast to be 

H one of the few companies worldwide offering import-
distributors under a singular brand name over 70 superb
SF/Gourmet items embracing 7burgeoning world foodstuffs 
import sectors i.e. 

country of magnificent mountains, forests, 

glaciers, lakes and richly gassed pains ...
 
and widely known throughout the world as
 
the most efficient producer of quality dairy

products, together with wool, sheep and 
cattle meats. We are the largest exporter

of dairy products and lamb. 
New Zealand is also known throughout

the world among discerning gourmets for its 
fine traditional cooking, together with considerable 

respect for its superlative range of gourmet export 
products. 

Harveys of New Zealand ­
founded in 1886 

•THE BUSINESS was originally founded in 1886 by
J Alexander Harvey Esq to make milk and cream chums 

for the dairy industry. The company has since grown into 
one of the regions most significant and diversified identities,
embracing sizeable exports to many countries worldwide. 

ER 
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Plus a superlative 54.
 

New Zealand only range ,s 
of exotic Gourmet items Io U', n 

silo '. Lsn 

"NDER THE Harvey's of New Zealand umbrella brand 
Uwe also offr import-distributors selling to the more *sERVE­

discerning SF/Gourmet retail outlets a unique New Zealand 
only range of exotic gourmet foodstuffs 
which include - " qe e r 

Fresh, natural, wholesome Our Import-Distributor
ingredients linked to Marketing and Promotional 
New Zealand's outstanding culinary
reputation Support Programme 

The vast percentage of range ingredients originate H ARVEYS OF New Zealand takes pride in the level of
fresh from the heart of New Zealand's rich, . ongoing support which we offer to the majority of our
unspoiled farmlands; from unmatched hill country international import-distributors i.e. 
still teeming in parts with magnificent wild game;
from unpolluted fast flowing rivers, clear lakes and i. Often we produce for individual markets specific point-of-purchase 
a vast surrounding ocean abundlant with many of display material such as product posters, shelf talkers. instore banners;
the most desireable fish species. or contribute to the cost of a demonstrator programme. 

Link the above to both New Zealaqd and il. Each year we develop a major international markets 'on pack'
Harvey's of New Zealand's culinary reputation and consumer promotion i.e. in late 1982 we will offer around 25 
skills - the finest traditional cooking developed over consumers per market the opportunity to win a fabulous range of 
many years from a 'pot pourri' of British and native New Zec land's famous -Manor House* non stick coated bake-ware. 
Maori influences - then in Harvey's of New iii.In appropriate markets we pay the major cost toward trade press
Zealard one has a range of SF/Gourmet foodstuffs or selected import-distributor catalogue advertising; or contribute to 
of almost unbeatable quality, the cost of direct mail programmes directed at media food editors, 

key retail buyers etc. 

Finally our Export Manager seeks to visit each major
market 2-3 times a year, during which period he calls onOver 70 range items makes selected key accounts with import-distributor sales personnel.buying ocontainers a In summary, we wish to make the Harvey's of Newof 20 foot sa Zealand range one of the most important sales and profit

sensible, economical decision earners within each of our import-distributors stable of fine 
imported products. 

A MAJOR plus offered to Harvey's of New Zealand
import-distrnbutors worldwide lies in their ability to New Zealands 

purchase 'hassle free' from one central source a unique total 
range of high quality SF/Gourmet products, culminating Frequent, Fast Worldwide 
in economical use of full 20' containers on a regular 
order/shipment basis. Shipping Service 

Price positioned to tap the A SA major world exporter of dairy, meat, horticultural, 
1--fish and prepared foods, New Zealand has developedlucrative worldwide Mid a frequent and highly competitive shipping service into thePremium Price Sector majority of key world markets. 

H ARVEYS OF New Zealand seek to offer their inter­
national import-distributors superior SF/Gourmet

products price positioned to take advantage of the rapidly
increasing mid premiun price sector i.e. sound sales volume 
at a sensible profit. 
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OF NEW ZEALAND 
Purveyors of Traditional 

Fine Foods 

Alexander Harvey Fsq "From the Heart of the Land and Sea"1886 

HARVEY'S OF NEW ZEALAND NEW MARKETS' INTRODUCTION PHILOSOPHY
 

The company initially seeks to establish during the first 12­
18 months in each new market the core product range described
 
in detail overleaf, covering the following foodstuffs sectors
 
i.e.
 

PRESERVES
 

SAUCES ( COOKING, ADD-ON
 

CHUTNEYS
 

PICKLES
 

JELLIES
 

SOUPS
 

Following successful establishment of the above core product
 
range, the company then seeks to introduce other mid premium

price sector items, plus a superlative New Zealand only range

of SF/Gourmet items described within our brochure.
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lIARVEYS 
OF NEW ZEALAND 

Purveyors of Traditional
Fine Foods 

Alexander Harvey E"q From the Heart of the Land and Sea"
 
1886
 

A SLLECTION OF 48 ITEMS FROM THE HARVEY'S OF NEW ZEALAND RANGE OF SUPERIOR,

DELECTABLE SF/GOURMET FOODSTUFFS FROM THE HEART OF NEW ZEALAND'S MAGNIFICENT
 
LAND AND SEA
 

MRVEY'S OF NEW ZEALAN D 

CORE PRODUCTS RANGE
 

JPV4S, MARMALADES 


JAMS 

Strawberry 

Apricot 

Cherry 

Plum 

Boysenberry 

Kiwifruit 

Blackberry 

Raspberry 


MARMALADES 


Vintage 

Grapefruit 

Mixed Fruits 

Orange & Lemon 

Mild Ginger 


Supersedes list 


dated: 


SAUCES, CHUTNEYS 


PICKLES, JELLIES
 

COOKING-IN SAUCES 


Burgundy Wine 

Madeira Wine 

White Wine 

Provencales 

Lobster 

Hot Curry 

Mild Curry
 

OTHER SAUCES
 

Horseradish 

Prawn Cocktail 

Steak 

Country Mustard 


CHUTNEYS 


Three Fruits 

Peach
 
Hot 


PICKLES 


Country
 
Tomato
 
Mild Mustard
 
JELLIES
 

Mint
 

Boysenberry
 

SOUPS
 

SEAFOOD
 

Lobster Bisque
 
Crab Bisque
 
Scampi Bisque
 
Mussell
 
Bouill*abaisse 
Oyster
 

QUALITY
 

Clear Oxtail
 
Thick Oxtail
 
Vichysoisse
 
Venison
 
Consomme
 
Cream of Asparagus
 
Cream of Mushroom
 

COUNTRY
 

Beef Broth
 
Vegetable Broth
 
Pea & Ham
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OF NE\/ ZEALAND 
Purveyors of Traditional
 

Fine Foods
 
Alexander Harvey Esq

1886 "From the Heart of the Land and Sea" 

HARVEY'S OF NEW ZEALAND PRICE LIST
 

Effective 1//83
 

Size FOB Kuwait USA 
 USA Hong Singa-
Sie US -Dubai W. Coast E. Coast Kong poreJams & Preserves 
 425/450g 11.25 12.45 12.20 12.15 12.00 11.90 
Marmalades 425/450g 10.50 11.70 11.40 11.40 11.20 11.15 
Soups Seafood 

Quality 
Country 

425/450g
425/450g
425/450g 

12.75 
11.00 
8.50 

13.95 
12.20 
9.70 

13.70 
11.95 
9.45 

13.65 
11.90 
9.40 

13.45 
11.70 
9.20 

13.40 
11.65 
9.15 

Cooking Sauces 350g 10.00 11.20 10.95 10.90 10.70 10.65 
Chutneys 425/450g 11.20 12.40 12.15 12.10 11.90 11.85 
Pickles 425/450g 9.50 10.70 10.45 10.40 10.20 10.15 
Sauces Horseradish 150/170g 

Prawn Cocktail 150/170g
Steak Sauce 150/170g
CountryMustard 150/170g 

850 
7.75 
9.00 
8.40 

9.70 
8.90 

10.20 
9.60 

9.40 
8.65 
9.90 
9.30 

9.40 
8.65 
9.90 
9.30 

9.20 
8.45 
9.70 
9.10 

9.15 
8.40 
9.70 
9.10 

Jellies Mint 
Boysenberry 

150/170g 
150/170g 

6.75 
6.75 

7.90 
7.90 

7.65 
7.65 

7.65 
7.65 

7.45 
7.45 

7.40 
7.40 

HARVEY'S OF NEW ZEALAND PRICE LIST NOTES
 

(1) Prices effective from 1/I/8 vo,
six months subject to Exchange variation.
 
(2) Prices quoted are based upon the N.Z. Dollar remaining at 16% of the


U.S. Dollar.
 

(3) Prices quoted are per dozen.
 
(4) Case quantity is 2 dozen (24).
 
(5) Approximate Mix per Container: 
 Value 
 Case Size Case Weight
 

$uS
 
Jams/Marmalades 
 425 cases 10400 
 30lx225xl3lm 
 12.0kg
Soups 
 475 cases 11400 
 296x222x226mm 
 12.0kg
Cooking Sauces 
 210 cases 4700 264x198x244, 9.6kg
Chutney/Pickles 1
135 cases 
 3000 301x225x131mm 
 12.0kg
Other 
 80 cases 
 1500 Various
 

1325 cases US$31000
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KEY COMPONENTS ILLUSTRATION
 

EXPORT PRODUCT SECTOR: FRESH PRODUCE
 
(KIWI FRUIT)
 

PART I - INDIVIDUAL COUNTRY BUSINESS MANAGEMENT:
 
MARKETING PLAN
 

1.0 	 Country :_Plan Completion Date: 

Index 

Item Page 

2.0 	 Gross Sales History - Targets - forecasts : Operational
 
and marketing costs : Net sales revenue 60
 

3.0 	 Kiwifruit market size and growth forecasts 61
 

4.0 	 Marketing Environment 62
 

5.0 	 Existing and possible future tariff, quota,
 
regulatory, health/hygiene import barriers 64
 

6.0 	 Trade policies, terms and promotional support 65
 

7.0 	 1990 Season New Zealand Kiwifruit sales performance
 
and average SLT price achievement versus mainline competition 67
 

8.0 	 New Zealand Kiwifruit advertising (major consumer and
 
trade media) expenditures versus mainline competitors and
 
other leading fresh fruit types - NZ$ 68
 

9.0 	 Brand positioning/Advertising copy strategy and target
 
consumer versus mainline kiwifruit competitors 69
 

10.0 	 Packaging 70 

11.0 	 Market distribution structure and major New Zealand
 
kiwifruit final outlet purchase points. 71
 

12.0 	 Individual panellist (importer) sales performance history;
 
structure and distribution/penetration strength of each
 
panellist sales organization: future panellist reduction/addition
 
strategy and justification. 72
 

13.0 	 1991 sales forecast : Management and marketing
 
objectives: Strategies 73
 



2.0 	 GROSS SALES HISTORY - TARGETS - FORECASTS: OPERATIONAL & MARKETING COSTS: 
NET SALES REVENUE 

(2) 

1988 +(-)% 1989 +(-)% 1990 +(-)% 1991 +(-)% 1992 +(-)% 

2.1 	 Gross Sales 
a. 	 SLT trays (000) 
b. 	 Value (1) 
c. 	 Average SLT price (1) 

(7) (3) 
1988 +(-)% 1989 +(-)% 1990 +(-)% %SOC 1991 +(-)% %SOC 1992 +(-)% %SOC 

2.2 	 Operational Costs (4) 

2.3 	 Marketing costs 
a. 	 Advertising (5) 
b. 	 Public relations 
c. 	 Trade media 
d. 	 Cooperative advertising 
e. 	 Merchandising 
f. 	 Special promotions 
g. 	 Price dealing 
h. 	 Food service 
i. 	 Sponsorship 
j. 	 Trade conferences 
k. 	 Market research 
1. 	 Other (describe) 

Total 2.2/2.3 

2.4 	 Net sales revenue (6) 
a. 	 Value 
b. 	 Average SLT price 

Keys : (1) state currency (2) + (-)% over previous year (3) % share of total operational & marketing costs 
(4) full offshore office operational costs per Schedule A (not included) (5) TV/radio/newspaper/cinema/posters 
trade magazines etc (6) deduct 2.2/2.3 operational & marketing costs from 2.1 .b. 
(7) = 	single layer tray ON 

0 



3.0 KIWIFRUIT MARKET SIZE AND GROWTH FORECASTS 

(a) Population 

(1) 
1988 +(-)% 1989 +(-)% 1990 +(-)% 1991 +(-)% 1992 +(-)% 

(b) Total per capita fresh fruit 
consumption - kg (2) 

(c) Per capita kiwifruit 
consumption - kg (2) 

(d) NZ per capita kiwifruit 
consumption - kg (2) 

(e) Total imports - kg (2) 

(f) Local production - kg (2) 

Keys (i) +(-)% over previous year (2) State data sources 



4.0 MARKETING ENVIRONMENT 

Summarise in brief, key point form ­

4.1 	 Consumer consumption, attitude and reaction profiles to kiwifruit as a fruit type and New Zealand kiwifruit in particular (1) 

Streneths Weaknesses 

4.2 	 Trade (panellist and maior wholesale/retail customers) attitude and reaction profiles to kiwifruit as a fruit type and 
New Zealand kiwifruit in particular (1) 

Strengths 	 Weaknesses 

4.3 	 Weighted wholesale/retail outlets penetration for kiwifruit as a fruit type and New Zealand kiwifruit in particular (1) 

Strengths 	 Weaknesses 

4.4 	 Effectiveness or otherise of New Zealand kiwifruit advertising and promotional programmes in recent years based on a 
combination of internal and external assessment trackinm data (1) 

Strengths 	 Weaknesses 



4.5 	 Scope and effectiveness or otherwise of institutional sector penetration and promotional programmes 

Strencths Weaknesses 

4.6 	 Scope and effectiveness or otherwise of public relations programmes (trade and consumer) 

Streneths Weaknesses 

4.7 Results of pre and/or post testing of major product positioning and/or advertising/promotional communication platforms (1) 

Strengths Weaknesses 

Key 	 (1) state dates and title of market research and/or other sources; send photocopies of completed consumer/trade/other quoted
research over past 3/4 years to Head Office Marketing Development Manager 



5.0 	 EXISTING AND POSSIBLE FUTURE TARIFF, QUOTA, REGULATORY HEALTH/HYGIENE IMPORT BARRIERS (1) 

New Zealand kiwifruit Competitive kiwifruit 

Key : 	 (1) state published and/or other sources 



6.0 TRADE POLICIES, TERMS AND PROMOTIONAL SUPPORT
 

6.1 New Zealand Mainline competitors 

a. Pricing Directions -

b. Duty i Name competitors 

c. Margin ii Match, where applicable, their terms alongside NZKMB check list 

d. Payment 

e. Order quantities 

f. Claims 

g. Stocking 

h. Delivery procedure 

i. Promotional support 

j. Bank guarantees 

k. Other (describe) 



6.2 	 Brief summary of key s:rengths and weaknesses 

New Zealand Mainline competitors 

Streneths Strengths 

Weaknesses Weaknesses 



7.0 	 1990 SEASON NEW ZEALAND KIWIFRUIT SALES PERFORMANCE AND AVERAGE SLT PRICE ACHIEVEMENTVERSUS MAINLINE COMPETITION 

VOLUME Graph on a weekly basis throughout the NZ season and comment accordingly on -

PRICE i. NZ volume and SLT price achieved 

ii. Timing, structure and effectiveness of panellist/trade NZ promotions. 

iii. Competitive kiwifruit volumes sold, SLT equivalent prices obtained and promotional support offereddirectly coinciding with the main NZ Jun/Nov season 

XXXXXXXXXxXXXXXxXXXXXxXXXXXXXXXX 

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC 

SLT = single XXX 
Layer tray 

Graph on a monthly basis kiwifruit volumes 
sold and average SLT prices obtained outside 
of the main NZ season for both quality and 
low quality fruit. 

0x 



8.0 	 NEW ZEALAND KIWIFRUIT ADVERTISING (MAJOR CONSUMER AND TRADE MEDIA) EXPENDITURES VERSUS
MAINLINE KIWIFRUIT COMPETITORS AND OTHER LEADING FRESH FRUIT TYPES - NZ$ 

1988 1989 1990 
(1)(2) 

Consumer 
(1) 

Trade Consumer Trade Consumer Trade 
TV Mags Press Mags TV Mags Press Mags TV Mags Press Mags 

a. 

b. 

New Zealand kiwifruit 

Mainline kiwifruit 
competitors -

c. 

d. 

All fresh fruit types 

4 leading fresh fruit 
types -

Key (1) State sources i.e. published media expenditure surveys; 
advertising agency and trade media statements 

(2) include other consumer media where applicable 

ON 
cao 



9.0 BRAND POSITIONING/ADVERTISING COPY STRATEGY AND TARGET CONSUMER VERSUS MAINLINE-
KIWIFRUIT COMPETITORS 

Brand positioning/advertising Target consumer (2) 
copy strategy statements (1) 

9.1 New Zealand 

9.2 Mainline competitors (3) 

a. 

b. 

C. 

Key : (1) Which appears at a packaging, advertising and other promotional level; 
state NZ market research justification in context of brand positioning/advertising 
copy strategy statements (2) be specific by SE group category/age sex etc; state 
NZ market research justification (3) supply under Schedule B colour photocopies 
of mainline competitors consumer, trade and merchandising material 



10. 	 PACKAGING 

10.1 Identify any likely changes to present pallet/packaging sizes which major distributors/retailers and the like are planning to 
introduce 

10.2 	 Indicate New Zealand's strengths and weaknesses in a 10.1 context 

Streneths Weaknesses 

10.3 Indicate present kiwifruit packaging configurations (pallet sizes, tray sizes, bulk bins, special retail packs etc) 

New Zealand Mainline competitors (1) 

10.4 	 Identify New Zealand's strengths and weaknesses in a 10.3 context 

Strencths Weaknesses 

Key : 	 (1) supply under schedule C (not included) colour photocopies of mainline competitor packaging viewed as having a 
"marketing edge" over New Zealand and state why 



11.2 

11.0 MARKET DISTRIBUTION STRUCTURE AND MAJOR NEW ZEALAND KIWIFRUIT FINAL OUTLET PURCHASE 
POINTS 

11.1 Describe in chart form the distribution structure for kiwifruit from point of landing and/or market entry throuilh to finalpurchase points (i.e. retail, institutional and other outlets) 

Estimate volume of New Zealand kiwifruit sold to maior supermarket/retail groups, institutional sector and all other outlets 
M 
Outlet category NZ sales - SLT equivalent % market % increase 

1988 1989 1990 share 1990 over 1989 

Major supermarket/retail 
groups ­

a. 
b. 
C. 

d. 

Institutional sector
All other outlets 

Key: (1) indicate basis of estimate 



12.0 INDIVIDUAL PANELLIST (IMPORTER) SALES PERFORMANCE HISTORY; STRUCTURE ANDDISTRIBUTION/PENETRATION STRENGTH OF EACH PANELLIST SALES ORGANIZATION; FUTURE PANELLIS
REDUCTION/ADDITION STRATEGY AND JUSTIFICATION 

12.1 Panellist Sales - SLT equivalent % Structure and distribution/penetration strength
1988 1989 1990 share of each panellist sales organization 

a. 

b. 

C. 

d. 

e. 

12.2 Future panellist reduction/addition strateav andjustification 



13.0 1991 SALES FORECAST: MANAGEMENT AND MARKETING OBJECTIVES: STRATEGIES 

13.1 Sales forecast 

a. Chart weekly SLT equivalent volume and price expectations 

b. Chart forecast weekly sales volume by pack configuration/count size 

13.2 Market share 

Objective Strategy 

13.3 	 Wei2hted wholesale/retail outlet and institutional penetration 

Objectives Strategies 

13.4 	 Mana2ement 

a. 	 Financial (refer Schedule A * - full offshore operational costs) 

Obiectives Strategies 

b. 	 Marketing (including personnel structure) 

Obiectives Strateies 

(*) not included 



Cont: 

c. Operations and distribution (includini 

Objectives 

personnel structure) 

Strategies 

d. Administration (including personnel strcure) 

Objectives Strateaies 

13.5 Marketing 

a. Trade policies and terms 

Obiectives 
Strategies 

b. Pre-season panellist conferences propramme 

Obiectives Strategies Cost NZ$ 

% of marketing 
budget 

c. Trade sales presenter 

Objectives Strategies Cost NZ$ 
% of marketing 
budget 



d. Panellist sales forces incentives programme 

e. 

Obiectives 

Trade public relations and media 

Strategies Cost NZ$ 
% of marketing 
budget 

f. 

Objectives 

Merchandisine 

Strategies Cost NZ$ 

% of marketing 
budget 

Objectives Strategies Cost NZ$ 

% of marketing 
budget 

g. Consumer retail floor promotions 

Objectives Strategies Cost NZ$ 
% of marketing 
budget 

h. Price dealing/cooperative advertising 

Obiectives Strategies Cost NZ$ 

% of marketing 
budget 



Food service/institutional 

Obiectives Strategies Cost NZ$ 
% of marketing 
budget 

j. Other 

Obiectives Strategies Cost NZ$ 
% of marketing 

budget 

k. Brand positioning advertisini copy statement (s) 

Obiectives Strategies 

Advertising 

Obiectives Strategies Cost NZ$ 
% of marketing 
budget 

m. Sponsorship 

Objectives Strategies Cost NZ$ 

% of marketing 
budget 



n. Other 

Objectives Strategies Cost NZ$ 
% of marketing 
budget
 

o. Market research 

Trade 

Objectives Strategies Cost NZ$ 
% of marketing 
budget
 

Consumer 

Obiectives Strategies Cost NZS 
% of marketing 
budget 

p. Packaging 

Objectives Strategies Cost NZ$ (1) 
% of marketing 
budget
 
(1) if applicable 

NB Offshore operations should ensure that relevant "13. Marketing objectives/strategies sectors" are soundly substantiated by internalmarketing data assessment, market research findings, advertising agency/pr consultancy recommendations and the like 



78. 

TYPICAL ILLUSTRATION OF AN EXPORT MANAGER'S KEY 
CUSTOMER MANAGEMENT 

MARKETING AND SALES PLAN 
( COMPONENTS ) 

1.0 COUNTRY : ...................... 

COMMERCIAL MANAGER :............ 

DATE: ..................... 

PANELLIST NAME : .......... 

PANELLIST COMMUNICATION DATA ( Address [Street + Box No.]; 
Telephone; Fax; Telex) : ................................... 

KEY PANELLIST CONTACTS & TITLES : .......................... 

2.0 SALES HISTORY - TARGETS - FORECASTS 

a. SLT trays equi­
• valent (000)
 

b. % share of total
 
country sales
 

c. Value (currency?)
 
d. Average SLT
 

equivalent tray
 
price (currency?)
 

1990 +(-) 1991 +(-) 1992 +(-) 1993 +(-) (1)
 

(1) % +(-) over previous year
 

3.0 PROMOTIONAL SUPPORT (below-the-line)
 

Currency ­ ? 
1990 1991 1992 1993 

target forest 

a. Co-operative
 
advertising
 

b. Merchandising
 
c. Price dealing
 
d. Sales force
 

incentives
 
e. Special
 

promotions
 
f. Other (*)
 

Total
 
Average tray
 
tray cost
 

(*) describe
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4.0 STRUCTURE OF PANELLIST ORGANISATION AND KEY CUSTOMER BASE
 

a. 	Produce matrix of panellist organisation and key customer
 
base.
 

b. 	Support a. with company profile brochure, annual report
 
where available
 

5.0 	 PANELLIST MARKETING STRENGTHS & WEAKNESSES
 

a. 	Strengths
 

b. 	Weaknesses
 

6.0 	 KEY PANELLIST OBJECTIVES
 

a. 	MaJor problems and/or issues to be resolved
 

b. 	Strategy to increase panellist sales
 

7.0 	 EFFECTIVENESS OR OTHERWISE OF LAST SEASON'S PANELLIST
 
PROMOTIONAL SUPPORT
 

a. 	Overall
 

b. 	By maJor customer
 



8.0 

80.
 

THIS YEAR PANELLIST MARKETING/PROMOTIONAL SUPPORT PROGRAMME
 

a. 	Overall
 

b. By major customer
 

Customer 
% Our 
 Sales objectives/ 
 Cost per:
Sales Promotional support Tray 
 Total
 
ingredients
 

9.0 COMPETITIVE ACTIVITY ANALYSIS (MAINLINE 
COMPETITORS
 

Observations should cover 
-

a. 
Trade terms/policies
 

b. 	Pricing
 

c. 	Promotional strategies and their

effectiveness 
or 	otherwise
 

d. 	Strength of their/your key customer relationships
 

e. 	Other
 

10. SCHEDULEOF 
 PLANNED MARKETPLACE VISITS AND OBJECTIVES
 

a. 	Panellists
 

b. 	Key customers
 

c. 	Wholesale/retail outlets
 

(P:AEPARED BY ANTHONY DALGLEISH ­ 24/8/1993)
 



Country Focus _ 
Thailand 

iVeering 
propelld by a more 

e 
economy, has bee.,; 

moving in tile direction 

ofvalue added 

towards 
value added processing 

processing. APF opening up of the Indochina region has 

outlines the dominant helped Thailand develop into a newly 
and growing sectors, industrialised country. Although the 

HE availability of relatively inex-

pensive skilled labour and thefavourable investment policies on the 

which are set to dnve economy
areas such 

the industry to facturing 

greater heights. automotive 

Cannt d ems 

Oared 

.canned mon ­

Canned.crab meat':68 

Cannedprawn,'shimps 


Canned battyia-
CannedSqid 

Frozentuna loin 


Cannedpetfood . . 

.. 

Canned Lulls" 

Canned pineapple .
 

Canned rambutan wirthpine
Othercarnedmixedfrnit 
Canned rambutan 
Canned tychee 
Canned longan 
Canned mango 
Canned papaya 
Cannedguava 
Cannedbanana 
Otner canned frut 
Pepolejuiceconcentrate 
Canned pineapplejuice 

. 

' 

".. 4"-,,..', 

Canned vegetables 
Canned baOycom 
Canned musnroom 
Cannedasparagus 
Canned bambooShoots 

Grandttl , .' 

in general has moved into as textile production, manu-
of electronic components, 

parts, tin and steel, household 

(enes12, V6Us~ilin) 

.C*.. 

7S7: 

,-.179 
7 :1 

39,194,,3919 

5.026 
245.. 

.IC) 907t 

. 
491.367. 

3,294 
50.435 

1.558 
9.789 
7,973 
6.716 
1.710 

230 
357 

16.120 
65.130 
14,148 

" " 

36.766 
7.277 
1.394 

48,683 

(Source: ThaiFnodProcesors Asociatin 1993) 

ASIA 'ACrCr,0)) Itni1NIR Y(K-I011 0l 

-

3044 

12.3' 
..... 6 

82.4 

123.1 

6, "*, 

322.1 
4.2 

35.7 
2.0 

137 
11.3 
5.7 
1.4 
0. 
0.3 

16.0 
6.0 

12.2 

. 

32.2 
9.8 
22 

37.3 

8t.5 


1.737.0 

products, agriculturally-related indusrt-ics 

remains the mainstay of the economy,representing almost 20 percent of 
the country total annual exports. The 

abundance of agricultural produce and 

-the large coastal territory have been 
reasons for the country remaining as one
of the major producers of agricultural 
products. The total export earnings reaped 

by the nation from this sector reached 
nearly USS35.1 billion in 1992, with a 
large portion of this earning consisting of 
tapioca flour, frozen chicken, canned 
fruits and vegetables. 

Towards value-added 
processing 

With the rapid industrialisation of the 
economy and the surplus in agricultural
produce, value-added agricultural pro­

cessing industry has become the 
backbone of Thailand's agricultural 

industry over the years. 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. Froth a country
dependent on selling commodities in 

bulk on the world market, Thailand has 
now switched to selling high quality 
processed foods to international markets. 

Among the main components of this 
value-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 

early stages and growing at a USS600 million worth of ' 600s 

slow pace, as both overseas exports. The country domi- , .,5s7.:,:­
markets and domestic markets are nates the world market with

still relatively small. This method a more than O-percent.
 

is used to some degree for share. Greater heallt and 30..
 

virtually all products produced in nutritional awareness amongst
 
Thailand, ranging from fruits and consumers worldwide have :Vi-'..'
 
vegetables to seafood. The camed resulted in an increase in the rooo ­

food industry and in particular, consumption of and demand >.. 1.-'.1 508 i. 15t2'.
 
those of seafood, tuna, fruits and for white meat. As a result, .r .. .' .. .
 
vegeti'.bles and pineapple, have tuna fishing and processing
 
been showing some dynamic have expanded rapidly. To . .
 
growth over and above all other date, there are approximately " ­

processed food sectors, contributing 20 tuna canneries located in
 
substantially to the economy's Thailand, producing nearly 'O.. '' 
forergn exchange earnings. The US$500 million worth of , -" ';-.
 
combined export value for these products for exports every 7 . , .7
 
four groups for 1991 was well year. .000
 

over USS1.75 million, more than Although Thailand has 05'01
 
25 percent ofall agricultural exports. maintained its position as a 
 .
 

quality tuna packer, competi * '
 
Growth sectors tion has inteusified in its .
 

Canned seafood Since the major export markets such as -7q
 

establishment of the canning the US and Europe with the sao ssd'
4
 
industry, Thailand has become the stricter Food and Drug re­

world's largest manufactuer and gulatsris. Tuna processors .
 
exporter of canned seafood. Its the strive to improve their .
 
well known reputation remains competitive edge, are m
 
untainted for the past decades. In proving production pro- ,,,*.'- .",.
thetopten .xortrankingfo ' '? ..the ten for cesses to ensure that all tuna -4 
Thai products in 1992, canned products meet international .y,.,'. 

seafood was the 9th highest ex- health standards, as well as ' ,.. 
porter, accounting for almost the demands of consumers . ... ... 7:P. 0 
US$910 million in export earnings, Additionally, they are also 8 .00 

an equivalent of 20 percent of th" placing greater emphasis on 00 -... " '454-P. ' 
total food exports in 1992. Growth the envirotuent in the pro -o-80.
 
prospects for this sector remain
 
upbeat. Export earnings is pro- their products. The Thai *-.
 
jected to increase by 9 percent, government, in response to 1 "'00 "1,l'. 19
 
reaching USS992 million in recently promulgated ,.
 
1993.
 

Of the huge 

volume of canned
 

seafood exported *'Yerr:. Voivmeolmerzius., e ,''4., 2aiie .
.,:-U Ila, .Tnns -. (Tonn2 .""''I'U~ i ! 
annually, canned . t':e",",.$ E--..
. . .. a , .. . : ­
tuna took up the I057 259.807 145 4 1987 28,220 17.4 
largest portion, ac- 1988 341.414 182.3 1988 40.167 26.1 

counting for nearly 189 345,248 1716 1989 58,636 344
1990 398,337 2154 ] 199.0 73.680 62.1 

USS400 million to 1991 417.669 2032 t g0 ;1.960 10.1 
1992 41367 322.7 19C2 60,a o 1 65.9 
js,Ur-. fo ot P ,oe or AszoolIoI 11 o u rce 1F so r- o~l9 3 MI. ls ' .7#on d P o e a s.so o 

60 
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laws curbing the use of certain clams over US$12.2 million, most important are shrimp, crab 
fishing methods to protect dol- and cephalopods, most of which 
phins, sea turtle, and other marine Frozen seafood Thailand enjoy, aie exported. The exports of frozer, 
life. Relevant authorities have also similar success with its frozen shrimp in 1992 reached 133,892 
been invited to enter Thailand seafood sectors, exporting about tonres valued at US$1.2 billion, an 
and monitor the production pro- 75 percent of its output. Exports amount which exceeds that of the 
cess of canned tuna to reconfirm in 1991 reched a total of 332,638 previous year by 16 percent. Simi­
the country's emphasis on envi- tonnes valued at US$1.35 billion, larly, export of frozen cephalopods 
ronment-friendly fishing n ethods. representing a growth of 23 per- rose to 62,575 tonnes in 1992 

Besides canned tuna and fish, a cent in volume and about 25 I-':r-from 48,20S tonnes in 1990. 
variety of other products from the cent in value. Furthermore, a steacy Exports for frozen fish, excluding 
sea are also processed and sold increase in freezing was noted fillets, in 1992 also recorded an 
successfully on the world market for the marine catch from '2.8 increase of more than.60 percent 
Thai squid, crab and baby clams percent in 1986 to 18.8 percent in over the previous year, registering 
have earned a good reputation for 1990. This is evident in the some 84,000 tonnes in 1992. 
quality on the world market, and number of freezing plants and 
sales of these products are soaring. cold storage facilities, which With rising demand for both 
For 1992, exports of squid totalled increased from 94 uwts in 1989 to canned and frozen seafood comes 
well over US$6.5 million, crab 108 units in 1990. Among the the increasing need for raw 
over US$50 million and baby species used for freezing, the material. However, as most varie­

ties of seafood cannot be farmed, 
the processing industry is de­
perident on Thailand's fishing 

fleet for raw material supply. This 
is the greatest challenge for the 
seafood 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 pineapple Pineapple, 
second to tuna, is Thailand's largest 
exported canned commodity. 
Currently, Thailand ranks as the 
world's largest exporter of canned 
pineapple, with exports reaching 
490,000 tonnes in 1992. Constant 
research to improve plant species 

has resulted in higher yield pro­
duce. Even though land base has 
shrunk, overall production has re­
mained sleady, and in most cases 
growvii. Innovative new farming 
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techniques which make use of Indonesia, Malaysia, Vietnam, production of packaging materials,more intensive yet environnentally China and other emerging de- packaging equipment and pro­less damaging methods have veloping nations. These counties cessing machinery. In addition,resuld in higher quality products. are a threat to Thailand's com- promotions of Thai food productsWhile the market for canned penrive edge. stressing quality are organisedpineapple has been considered To ensure that Thailand's food regularly in many countries aroundsaturated, pineapple juice and processors and farmers will the world through commercialconcentrate on the other hand, is continue to benefit from this offices based in the Thi embassiesfast becoming a growing sector, highly lucrative export sector, the located there. Most importantlywith the sector's output reaching Thai government, through the however, government departments80,000 tonnes in 1992. The two Department of Export Promoti'hn are becoming'more involved inproducts in particular, have experi- aud the Department of Economics the promotion of Thailand's pro­enced a two-fold increase over the 'and Commerce, is formulating ducts as well as the monitoringpast four years, increasing in policies and implementing plans of production practices to ensurevolumes from 40,200 tonnes in to make Thailand's value-added that the products actually meet1988 to 80,000 tonnes in 1992. products more competitive and and exceed the standards setThese developments have attracted attractive to foreign buyers and globally for'such products. ! new players such as K T Pineapple consumers. These policies and
 
and Produce Co to venture 
 into plans include reduction of import

pineapple juice processing. The 
 taxes on raw materials used in the
 
company recently invested some
 
US$3.9 million to produce 3,600
 
tonnes of concentrated pine­
apple juice. To furthe- boost
 
the industry's performance, the
 
Agriculture Ministry of Thailand
 
has reoendy appointed a new com­
mittee to monitor the production,
 
processing and marketing of
 
pineapple and its by-products. It
 
was formed to cope with ae
 
expected global economic down­
turn which will in turn reduce
 
the demand for Thai canned
 
pineapple pieces 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 
itsSixth National Economic Deve­
lopment Plan. This is especially so 
in view of the increasing labour 
costs, costs of production of these 
goods as well as competition for 
export from countries such as 
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Thailand's Charoen Frooe 
PopdGru sa FrznProduce 

nane vwell known in the 

food indusity. APFI 

f gets a fresh approach 
relatively new fuit and 

vegetable division, CP O VER the past two years, C P Natural quality of products to international 
Produce has become considerably standards. Moreover, being a subsidiary

Natural Produce which export-oriented, with 95 percent of its of its trading arm, C P Intertrade, the 

specialises in products worth USS3.9 million, going to distribution of its freshly packed pro-
Individually Quick markets as far 'as Singapore, Taiwan, ducts has been made faster and more 

Japan, United States and even Europe. efficient - an important aspect for highlyFroen (QF)fruits and Japan leads the pack of importers of perishable goods like fruits and vege­
vegetables, has managed fruits and vegetables, absorbing 80 tables. "We have an. advantage over 
to continue its success in percent of the company's exports. The others because we have so many trading

tecompetition other 20 percent of its exports is representatives in the different countries.the idstofcp shipped to Europe and the US, and a Such network has made 'us more 
from up and coming small percentage to Singapore and competitive." said Prasert Chiarakul, 

China and Vietnamt Taiwan. The prospects for gtowth section manager (fruits and vegetables 
opportunities in these areas remain division). 
optimistic, with the Japanese market 
expected to grow at 50 percent, the Staying competitive 
European market at 20 percent and Asia Although C P's growth path has been 
at a modest rate of 10 to 15 percent in fairly smooth in the past two itsyears,
the next two years. competitive edge in the fruit and 

The success of C P's export trade can vegetable exports may soon be eroded. 
be attribute..l to the rapid development Since the liberalisation of China and 
and expansion of Thailand's food pro- Vietnam, both countries have been 
cessing industry. The country's abundant developing its var-*ous industries, not 
supply of raw materials has enabled the only that of frozea fruit and vegetable 
company to develop and improve the industry, but in all other competing 

::. 2developing industries as well. "Both countries arevery rapidly. The 

A. " These days however, the 

y Ilife cycle has been....-.- " .,, .shortened because they 

ASIA rACI['I r I 4FOI) INlt)SIV(Y(X-R)lI 
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learn from other's experience and "The vegetable business is ! 
are able to benefit fromChia~akxtlsaid.unlikeit," the poultry or
 
Chiarakul said.
 

Chiarakul explained that the seafood business, where
 
investment for fresh fruits and specialisation is the key to
 
vegetables is not very 
 high as success. Whenlsupply
growth opportunities in this area 
is projected at a mere 5 percent. meets demand, manufac-
Nevertheless, new players con- turers have to shift to 
tinue to flood the market due to 
the absence of barriers to entry. 
This growing supply of fresh to remain competitive." 
produce manufacturers in a stable - Prasert Chiarakul, section manager 
growth industry has prompted (fruits and vegetable division) longans, rambutans, pomelo, guava, 

durian, mangosteen, passion fruit 
and young coconut. 

To ensure a high quality end 
product, all fruits a- 1 vegetables 
are processed within hours of 
picking from the many no'otract 
farms located nearby. Each day, 
a total of 45 tonnes of raw 
material is transported via trucks 

to its plant. Before processing 
treatment, these materials are 

stored in a 10 tone capacity 
cold room at a temperature of 5C. 
On the day of APFI's visit, 
vegetable processing was in 
operation, lending an insight into 
the asparagus and baby corn 

processing - staple products 
A team of six worer, prepares the cooled asparagus tor blast treezing bystacking th em neatly for the company. 
into square trays lined with metal gauze. 

Japan, its major importer, to seek its 3,500 sq m factory floor 
out new and cheaper suppliers, in Pathumthani reveals 
such as those in China and the strict sanitary standards 
Vietnam. C P has expressed a iinposed on the production. 
willingness to lower prices so as 3,000 tonnes of indivi­
to maintain its competitiveness, dually quick Frozen (IQF) 
but stiff competition from the produce and 2,000 tonnes 
Chinese, Vietnamese as well -s of fresh produce are pro­
new industry players have render- cessed annually. Among 
ed a'price cut an ineffective option. the produce processed are 

baby com, asparagus, bam-
Minimal processing, boo shoots, okra, onions, 
maximum quality sprm ' onions, leeks, tomatoes, Lightly blanched vegetables go througha

A glimpse into tie process- carrot!,, lettuce and cabbage and uRcingand selecticr process where the
vegetables are selected, pruned, cut and 

ing and packaging operations on fn.ui., such as strawberries, lychees, separated according to 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 
lies the most critical point of the 
entire processing line as this pro-
cess has to be kept minimal to 
retain the crunchy mouthfeel of 
the vegetables - a top priority in 
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 team of 35 workers 
perform the task of selecting only 
the green and blooming varieties 
for processing and rejecting the 
yellow parts, while a second team 
of 20 workers assist in the 
selection for baby corn. Both 
these tasks are carried out on the 
five selection tables lined with 
square metal trays and metal 
gauze to drain excess water from 

. -.,manal operation auatlow foPtte viSUall 

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 5 mm, 5 to 8 m, 8 to 12mm 
as well as 12mm and above and 
lengths of 8, 11 and 15 mm for 
the various export morkets. 

Into the' freezer Sorted vege-
tables arranged neatly onto metal 
trays are left to cool under ambient 
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 original 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 freezer to be frozen 
at a temperature of -30C. Cool 
air within the freezer blasts freeze 

Iorxer selecna th ' o rp 

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 
ill 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 team of five workers 
before delivery to shipping con­
tainers to its various export markets. 

Rewarding strategies 
Commenting on the challenges 

in the fruit and vegetable industry, 
Chiarakul said, "One problem with 
this industry is that your future 



88. 

THAILAND 

rests on natural phenorne a such this move, Chiarakul said, "The one, manufacturers have to shift 
as the climate. As a result, the vegetable business is unlike the to another product in order to 
price fluctuates very often and poultry or seafood business, remain competitive.'
this affects your revenue. You wheie specialisation is the key to 
have to be really sensitive to the success. Considering the vast 
changes in order to sustain the varieties of vegetables, when the 
business." For this teason, the com- supply matches the demand for _ 
pany chose to employ contract 
fanT1ets even though it has iL own 
plantation, pretemng to specialise 
in downstream processing as it 
has too many compaies under its 
CP umbrella group. At present. 
C P Natural Produce has just 
stuted on its mango plantation, in 
which sorno niangoes are beginn­
ing to grow aid some freshly 
harvested and processed. 

As an added precaution to 
safeguatd itself from risks, diver­
sification has proven to be a good 
strategy. The -ompany 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 
Chiangmrai 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 commerctal viability and 
the lack of relevant support 
technology, proper storage and 
handling methods, imply that their 
competitiveness are yet to reach 
international levels. 

Currently, ike compatibility 
between the demand and supply 
of fresh and frozen asparagus has 
also prompted C P to diversify and 
seek ou a cheaper product with 
similar fibre content as asparagus 
to be promoted jointly. Justifying 
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Pine.'npe Canning 

along establishedfoodi o ndsy

trade in 7thadanulst 

~through integration 
modest growth in the t r u h i~ e r t a 

pcis Isears. 

.Award.winning Siam V ISITING one of Thailand's largestV pineapple processors, one would
Food Prodoas' expect to see a high level of automation 

erpeneince demonstrates with minimal hman intervention on the 
thawnidst intensefactory floor. lnstzad, what greets die e>,e 

compettnon, saturated 

caportrmrkes and 

r1sig costs
(f 


production, pineapple 

canners can ssll 

make aprofit. 

170,000 lonnes of
 
nineapp es are
 

harvested dailywith 
a combination of 

manual and 
mechanical 

assi s ance 

at Siam Food Products is an imposing
sight of 3,000 workers, with their 
nimble fingers, busily caring die Ireslsly 

peeled and cored pineapples. Mechani-
sation is obviously not sufficient toboost a profit. In fact, according to the 
company's president, Adul Pinsuvana, die 

human eye is still diebest 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, 

tonng 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 Products, a vertically

integrated production concept has resulted 
in high quality products, economies of 

scale and lower costs of production. 
From farming and cultivating its own
pineapple 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 
entire operation. Recently, the company 
completed the process of extending the 
use of its five month old cleaning-in­

together with an iate-place (CIP) system from the steriliser, 
grated production 
concept from farming 

-juiceevaporator and aroma recovery plant
to other critical areas of the production. 

to packaging, has 
ensured close moni- At the plantation Beginning at the 
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Raw material handling a combined capacity of 80,000 
From the plantation, harvested tonnes an hour, designed and 
pineapples, with their crowns manufactured by the company's 
and suckers removed, are own engineenng department. This 
loaded onto lomes and trucks experise arose mainly from ex­
according to sizes to facilitate penence in repaiing its first fewfurther grading. At the c.nnery, Ginacas bought front suppliers. 

.they are directly unloaded onto "We were buying and repairing
three dumping stations. Con- so many Crinacas that we sub­
tinuous conveyors which run sequently learnt die mechanics of 

-,from the dumping stations the machines and found a more 
transport the pineapples to the cost effective way of dealing with 

:"them: manufacturng them 
ourselves." Pinsuvana said. 

Pineapltes are graded according to sizeEahGacismne 
inthis screw grader. by two workers who load 

the fruits onto elevatedfanning stage, Siam Food Products P.t­ conveyors leading to die
made bold steps by opting to mcn ere a torte 
cultivate and grow its own pine- knife blade and chopper
apple crops even though contract mechanically removes the 
farming appeared a more prudent skins, heads nod tails. 
solution to the problem of raw These rejects are trans­
material sourcing. In 1972, it ferred to the screw press
invested in its own 8,000 acre via a belt conveyor
plantation and pioneered pineapple A running adjacent the
 
growing and processing in the 
 machine. The cores, on
 
eastern region, where the so called 
 the other hand, are re­
"Sriracha" pineapple, well known 
 moved 'by centrifugal

for its beter taste than the original 
 forces and sent to the
 
"Pran" pineapple grown in the 
 juice extractor via another
 
west coast, was grown. Today, this conveyor parallel to the
samte plantation has grown into 

50,400 acre plait , whre 170,000 Even the peeling and coringthough 
 machine. The pared and cored
operation has been atomated, two workers pineapples are dropped viatonnes of pineapples are harvested are still manually load the slidewaysrequired to frus. onto belt conveyors 

daily. Together with its contract leading to tie trimming/sicing/ 
farmers who take care of 75 per- washing area to be cleaned by dicing operations. 
cent of their production needs, the overh.,d *lets of warns and :old 
plantation can supply tie pine- water before being transferred to Slier, dice and bite size The 
apples for the cannery's o.!, lie graders. Sizing is done in two most labour intensive pan of the 
processing activities atid even fres'i main graders via pre-set screw processing operation, the trimming,
unprocessed varieties for expors. Iecihanism which uses tie dis- slicing and packing tasks are 
To complement its pineapple can- tnce between two screws to grade manned by 1,200 workers lining
nirg operations, a whole host of the I'rutts into large: 13cm and 20 conveyor tables. There are 
other fruits such as papaya, banana, siall 10.Scnr to 13cni approxinately 4 lines for cac of 
guava and asparagus are grown Graded fruits are dropped onto the different cutting and packing
and processed, either together with a second setof conveyors arid styles: slices, cubes, tid bits or 
the canned pineapples or oirtheir sent o tie turn20 Gitiarcas" two-in-one crushed and each line is in 
own during tire 44 peak seasans. peelig rid con-g rmiachinmc; .vith divided into three stations; 
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This imposing sight of3,000 workers demonstrates that the human eye Isstill the best 
instrument for such tasks as carving the pineapple eyes and improving theappearance 
and texture ofthe fruit. 

J 	 trimming, cutting and packing. Manual labour assists in the 
At the head of the conveyors, operation by pushing the fruits into 

45 workers carve out the pineapple the slicers and visually inspecting 
"eyes" and n general, improve for any discoloured or bruised 
the appearance and texture of the pieces occured during cutting 

fruit before placing them onto before they are conveyed to the 
the central 	 groove to be conveyed filling stations. 

Workers stack the pineapple slices neatly directly to the cutter. At the 
and till them into cans ot various size. canning lines for sliced pineapples. Juice extraction The juice 

single knife slicers cut the material obtained from the ex­
pineapples into rings of equal tracted pulp of the whole fruit is 
thickness and channel them to the passed through a screw finisher, 
packing station to be visually for coarse pulp reduction. This 

/ 	 selected and manually filled into juice is then passed through all 
3, 15, 20, 30 or 108 ounce cas. APV rising and falling film 
Urshel dicers, with 3 tonne-per- ("high pulp") plate evaporator 
hour capacity, perform tIre task where aromas are extracted under 
of cutting the pineapple into controlled conditions and sub­
cubes at tie cube canning lines sequently recovered in the APV 

Acareful selection procesbae on tezture. while multi-plate cutters reduce essence recovery system for 
colour andsizeis required prior tiopacking 
toensure that only thebeist pieces reach tie pineapples from slices to eventual introduction to finished 
iheconume, 	 iill lid hils. prodict, or for separate sale. 

-MA IA 1.1.1A, 1 
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APVequipment complements manual lamldue 

on Slam Food's production floor. 

~Juice is used as a packing media for the 

sliced, diced andcrushed pineapples. 

Aromas would be lostthcuv,,ise 
 I cans transported via a newlyduring tie subsequent evaporation i acquired USS1.2 million can 
process. 
 handling system. The system

To reduce handling volumes transfcrs the cans directly from
during transportation, water is 72 the warehouse to the packing
removed from the juice by / station via chain conveyors. Cans
evaporation in two 20,000 kg-per- zre manufactured at the company's
hour APV falling film plate i. own canmaking plant which 
evaporators. Final concentration _. houses a batch of Can-o-mat 
of juice may vary according to r'. ", maclies from Krupp, the first ofthe end buyer's requirements but Pineapple canning 1s its kind in Thailand. Each Can­
will vary from 60"Bx to 72' Bx. a difficult business and o-mat is capable of producing
Finally, concentrate may be either this being a labour 38,000 20 ouMce cans per hour.

frozen or processed aseptically in 
 After manual filling, juice is
the APV aseptic plant for aseptic intensive industry, our injected into tie cans. The final
packaging on an Intasept bulk prices are very sensitive products after seaming, are trans­
tiller. A new product which Siam to labour costs. Our fetred into a series of retort cages
Foods have recently introduced is • before batch-sterilisation in 17milled juice, which is obtained strategy now istO atmospheric cookers at 95C to 
from peels that are chopped and lower the costs of 97"C for 18 minutes. Sterilise,
pressed us a screw press ar-i then production." - products are cooled in a water
clarified by means of ult fil- Adul Pinsuvana, Siam Food Products' bath filled by overhead jets of
tr-atin low throughat temperature president, cool water. A Sanco dryer
a 14,000 kg-per-hour APV mill removes any remaining moisture
juice evaporator. This product from tie carts. Manual palletising
is popular with international for 30 seconds and cooled to of cans follows ttis operation,
blenders who require a relatively 45"C and chilled to 18"C aftierwhich the cans are set aside
bland fruit based syrup to use for labelling di,following day.
as a bast for some of the inore Canning Due to the delicate Whe;, labellinr has beer) done,
exotic I opical juice blends. nature of thefruit, pineapple slices, the aseptically packed juices and
Therealie , the juice is sterilised id hit!;cubes anl id are filled cocetrnluates are sent to tie 90,000
irs APV tenliscrs at about 100*W manually into oncomti mineal pallon cold room for storage 
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at 5"C while canned fruits are stored at the 
dry warehouse. 

A competitive narket Althou!,ih Siam Food 
i'roducts has achieved contsiderable succe% iii its 
export enterprlmc over the past 20 years, the 
company is laced with :hrrinkii! markets hor its 
products. "]he iraikeit is :Wctti.i1 smltr ler and 
snaller, e:,pecially durInnI the past two ycars. The 
dciattd is always there but the supply I:; aplenty. 
Prtces are not ricieasiitte, Vet liarhour costs 
are escalaitinv," uisuvana lainriited. As ,a su vival 
strategy, Siam Food is explurtmr new markets 
such as tihe eastern -urope and South Amer-ica. 
CUrrntly, the company exports 99 percent of 
its production, its rnati imarkets beiriv Europe 

(45 percent), the Untied States (35 percent) and 
Japan (10 percet). Also under way are tests on 
extending its aseptically processed pineapple crush 
to tidbits and chunts, for which (here will be 
considerable denmand. To further improve its 
competitive edge, the corm pany is makrng concerted 
efforts to maintain, if not, lower its costs of 
production. "Pireapple canning is a difflicult busincss 
and this being a labour intensive industry, our 
prices are very sensitive to labour costs. Our 
strategy now i.: to lower dre costs of productrion." 

Air abundance of resources As reveajed on
 
the factory floor, tire human element is an
 
inportant component it all its production stages 
from famrit- to packaging. Tasks; such as removing 
the pineapple 'eyes', inspecting their colour 
and texture, sorting them for tie various juice 
extractior and canning procedures as well as 
trimrmrng, dressitg and filling the fruits are still 
handled by the company's well-trained teanm of 
workers. As Plrrsuvanra indicated, dependir g on 

the trne at wich tire fruit is cultivated, tire 
colour consistency differs froir one pineapple 
to another, arid at tirres, even within the same 
fruit. Due to such phenomenon, tire human eye 
is tire miost effective instrument for solrig tire 
good and bad parts of the pineapple based on 
fie colour intensity aird sending them to tire 
relevair cIaIMiCIS for processrrg into erther 

http:Wctti.i1
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canned fruits cr juices. After tihe exotic anmore and demand is not their 3,000 strong staff. "People 
pineapples ar.-cut and diced bv as Ii'h as it was years ago. The ate onre of' our most valuable 
mechanical slicers and dicers, only way to lenlain Comrpetitive resouce. Ifyou want them to 
1,5(kwork' rs ail' llutlli now to production stay, you have to keep tirenare cd to is lower your 
help trim away tle raw edge:: cost-" In line .vit Thailand's rapid happy," Pr nisuvatia said. For this 
beLfore fillini ther ito Calls. Even ecorlOillrc developmernt, the level reason, the cotpany provides 
at tire auroitrared producton sta'e; o tn rgtt wage has increased Iodgings for all itsemployees 
such as that of peelini, and connl, substatitally, thus raking laboui within its plantation compound 
which is pelonrie by Ginaca;;, 30 more expensive. Autortatioti call and various other welfare btnefits 
woike is are needed to itt anually :ave these costs but as Pisuvana io bo..ost their morale. Nevertheless, 
load the fruits onto inclined .explained, machines cart only the company will continue its 
conveyors leading to rhe rotary replace the hutnali clement for efforts to automate in tandem 
rX-eler. Such labxOur-i uterisive opera- certain stages of the production vith the latest developitneits in
 
tions has made hunran resource a such auspeeling and coim.u, ptreaprle processing and pac­
current preoccupation wil the Havimg realised the importance kaging techtiolo-y.
 
company. "Pineapple is a com- of hurmiari resources, Siarm Food 
itodity. Because it has been in tie has executed sorie concrete 1
 

market for a long time, it is riot incentives and previleges for L __
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MIMBABWEAN PRODUCE 

ZIMBABWE'S independence in1980 oecadehas seen extensive plantings 
left thelegacy of a relatively poor going in. However, the mid to late 
horticultural export industry. In 80s saw a temporary setback to 
former years tobacco, sugar, tea, growth. Heavy competition from 
coffee aiid cattle were the main Kenya, combined witha collapse in 
breadwinners, for the former market prices, resulted in some 
Rhodesia. But the last decade has growers grubbing the crcp and 
seen a revolution in the fresh moving back to tobacco. Since 
produce sector, which is now the then more cohesive marketing, an 
fastest growing industry in identified need for the product at 
Zimbabwe. specific times of the year plus the 

Commercial growers have come growth ofthe processing sectorfor 
into their own and, through links product which isn't of exportable 
with established importers in the quality, has seen a resurgence of 
UK and the rest of Europe, have interest and plantings. 
invested heavily in top notch post Growers aren't etn o hi 
harvest facilities to meet the needs laurels, however. Keen to expand 
of the90s at every level. This has their fruit basket even further, other 
been tied to the provision of high high value lines are currently being 
value lines, targeted at specific assessed for their export potential. 
windows in the supply calendar. Frank Millar of MVM Zimbabwe 

Onthedistribut;onside, Zimbabwe (forwhich Sunfresh Produce acts 
boassagoodinf, astructureofmub, as UK marketing agent) explains: 
lane highways- which many believe "Ouraim is to develop a wider range 
to be the best in Africa. Air freight of produce for the markets of 
availability, once the biggest Europe, and in particula the UK, 
constraint to export development, riding on the back of successes we 
has now been addressed with more have achieved to date. Forexample, 
airlines than ever before serving much experimental work is being 
Harare, Zimbabwe's main airport. carried out on the feasibility of air 

Zimbabwe's produce export freight provision forraspberries and 

situation has moved into another blueberries-these crops iddntified
 
gear following the completion of as offering opportunities for the 

efficiently run cold room facilities at future.' 

Harare airport - a major change Alan Crockford of Sunfrest 

from the single store in operation Producebelieves Zimbabwe is 

prior to independence, moving in theright direction and 


Physically, the country is MVM now represents a very high 
landlocked byBotswana to the west, quality supplier backed by the 
South Africa to the south, infrastructure needed to ensure 
MozambiquetotheeastandZambia placement within outlets ofevery 
to the north- so the need to develop type within the current UK retailing 
a thriving air freight trade (with framework, 

prepacks very much to the fore to One of the most successful lines 

offset the high costs involved), has to have carved out a place for itself, 

been of paramount importance, so far, is mangetout - based. on 


So how has this been achieved availability during the March to 
and which crops have been identified November period. 
as potential winners on the markets Gordon Burr, of Fruit and 
of Europe? Vegetable Growers Co-op Ltd 

Zimbabwe, like its neighbour, (FAVCO), one of the largest fresh 
South Africa, is well placed to produce set-ups in Zimbabwe, 
provide a wide range of fruit, comprising 70 grower members, 
vegetables and exotics over an explains: 'Zimbabwean mangetout 
extended period of supply so, in export. haverisenyearonyearand 
theory, export potential is huge. In have increasingly attracted a 
practice, this has not come about, following, despite widespread 
however, largely since air freight competition from Kenya and 
costs have frequently been Guatemala. 
prohibitive-meaning onlyhighvalue *At FAVCO, for example, we 
products are a feasible proposition, expect to export inexcess of 1,000t C 
and only those targeted at specific of produce this year, of which 
windows in the supply calendar. mangetout wilt form an important 

For example, neefarines, peaches component of the total marketing 
and plums, available during the mix." 
October to November period, have More recently sugarsnap peas 
been hugely successful. fillingniches have been showing asimilar growth 
o the market pror othe startof pattern. Mr Dirrsuggests this line 
South African supplies, could eventually parallel mangetout

Passionfruit is also seen as 
potentially appealing and the last (continuedoverlean 

"
 

-:..:.
 

- . 
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While
the1992 drought adversely affected exports of mangetout, the current 
season luoks promising. According to Sunfresh, growing conditions have been 
good. including plenty ofraintall,and. asaresult, good availability throughout the 
season isexpected. 
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MIMBAB WEAN PRODUCE 

(continued rom overleaf) 
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expanding range of babyvegetables
also seen increases in terms 

of export levels, atrend which many
believe will continue for some time 
to come. 

all export initiativeshave been 
successful, however. Three or four 

ago growers trialled air freightsweetcorn during the November to
period and, while there was a 

niche to be filled at that time, the 
high flight costs didn't make it 
economically viable formany of the 
growers involved with the crop.
More specialist babycorn is now 
being trialled and early responses 
haebehave been very encouraging,however. 

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

(continued on page 16) 
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(continued from page 14) 

riu p via Beira, could yet enjoy the sort of 
growth that South Africa has 
displayed inrecent years.

2 1 One of the most significant
developments inZimbabwe lies with 

% citrus. Many believe there could be 
n-te- RMo 211 nq great promise for future growthrcet mbabwe m 5b -e * , through the opening up of new 

h ri ~production areas and the uptake of 
O~dincnsoio to sie newer varieties which have the 

X~irstj'1i l _ rl_5__g wI d potential to really boost exports,
iif- ,Citrus £evelope--,, production inZimbabwe is 

o __r_ex. tgmfir 	 notnew. Alotoffruithastraditionallya been produced in the hot and dryOn1 t iml:a EA 'we - -, Lowveld, close to the South African
?-lv le; -jbaw fr~eii .penct gtWr. bbd rder. -years ag o ad iicste in t border. The more recent plantings

.seeniitsisalesl . f 4j in the Highveld areas appear moreIlfrlom ths r however-with satsumas,sources ncrease6r apromising, 
:ony,-"e'ar thc'xssbih{comI tcilii cementines, Washington Navels, 
epkm ~n ;Ln~ hgrowrtMrhrcitingdz"ute 

it-e ucav :lpr.e ";: "-- . 

ila'i~iiroundb~~Thisii" isc"..... it 
S! a-"na r-s c: nin" 	 " arnue i'artacfagr-gtdif,... -W.a - it e i. s""i"" .. -: 

FxD...soo n sKt ent 

'ZF pbn [ na e, espley tanr, 

e'c yesfi en9pc 

rougn~coselto epc is!!nnsnr ee r6 owjti 
seson pjffore s orlpplen 

,i rep~ogesslve ac~nos rayvng 

;ar' . j-e a 	 Frank Millar, of MVM keen to develop 
specificalt at the markets of Europe. 
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.'inneolas, Navels and ValenciaLtes identified as potential winners. 
This year could well see token 

quantities of Zimbabwean citrus 
arriving on the British and European
markets though realistic volumes 
are unlikely to be available until 
about 1995. By then, grove 
establishment programmes areexpected to be well inhand. 

Zimbabwe's citrus growers have 
one great advantage intheir favour 
which many believe should be 
capitalised on. Climatic conditions 
there enable them to produce fruit 
as early as April- ineffect enablingsupplies to fill aniche inthe market 
place before South African 
availability comes fully on streamin
June, and during the tail end of the 
Israeli season. 

. 

a wider range of produce targeted 



IMBABIWEAN PRODUCE 

ForLondonbasedimporter, Janic, believe that further growth is 
citrus has certainly proved to be a achievable - growers there 
growth area though true potenti"l expanding their varietal portfolio to 
on the export front has yet to be meet European market needs 
fully realised, believes managing through the dev.=lopment of newer 
director Terry Watts: 'We first areas of supply.'
became involved with Zimbabwean This is being backed by heavy
citrus, through an exclusive investment in new packing and 
marketing arrangement with processing facilities by the country's
Oceanic Fruits, about six years ago. progressive growers which will 
Since then we have seen sales ultimately mean the total crop can 
expansion yearon year- 1992 being be marketed quicklyand effectively. 
the exception as a result of the Plans to extend existing facilities 
droughtanda 30percentreduction at Beira will also help insea freight
in sendings. Nonetheless, we developments - particulaily since 

Zimbabwean produce exports 
1989-93 
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Su fresh product being packed at the MVM packhouse. 

virtually all citrus exported is fruit, vegetables or flowers, has
currently sent via South African been the Horticultural Development 
ports. Council. This is a body funded by 

Fruit and vegetables apart, levies and membership
Zimbabwean growers are also subscriptions, which was set up in 
developing their flower business. 1989 to promote Zimbabwean 
Exports have inceased at a produce abroad. 
dramatic pace over the last couple Its role nas been highly successful 
of years and growers have moved in setting up the export retention 
away from traditional crops, such scheme and is now looking to 
as chrysanthemums and asters, to increase research into new crops,
long stemmed roses - a decision plus improving facilities at the 
whichhas certainlyproved lucrative airport, quality schemes and 
to date, especially on the Dutch generally moving to put
market. Zimbabwean produce on the 

Instrumental in the development international supplycalendar 
of new export markets, whether for more effectively. l. 



ENYA
 

"- Export crops range from fruits 
(avocados, passion fruit, man. 

-goes) to French and- Bobi beans 
- and Asian vegetables such asokra, karella and chillies, 

Mangoes and avocados are or,:y 
produced insuffic;ent quantities inlimited seasons - between 
November and April for mangoes 
and April to September for avoca­
dos - and this offers some oppor. 
tunities for exporting into 
European markets when prices 
can be adventurous. However,
for crops like French beans and 
okra, exports are year round with
only minor seasonal fluctuations. 

The UK has traditionally been 
the largest importer in the world 
of fresh horticultural prr'ducefrom 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 nign on 45 per 
cent of all fresh ho icultural 
exports from Kenya. The level of
imports by the UK inweight termsPackhouse grading of mangetout. has in fact remained relatively sta­
tic over the last six years, but the 

WESTERN Europe is valuable to increased level of imports by 
Kenya. In a country where the other countries, notably Holland 
export of fresh horticultural pro- and France, has led to the decline 
duce is considered to be of in the relative importance of thenational importance, it is perhaps UK. 

not surprising tosee that prod- The growth in exports to 
ucts and cropping programmes Holland has been as a conse­
are being co-ordinated in such a quence of the dramatic rise in theway as to cash in on potentially production and air freight of cut 
lucrative marketing oppotunities flowers, whilst the rise in exports
inEurope. to France has been as a result ofHorticultural exports represent the adoption of sea transport
 
a source of valuable foreign technology which has allowed the
Straddled across the equator and exchange earnings and ameans export of large volumes of avoca­
of enabling the economy to diver- dos.


with varying agro-ecological zones, sify away frcm traditional agricul- To expand and even maintain
 
tural exports such as tea and cof- its current market share is clearly
Kenya has so-ne of the most ideal • fee, the world prices of which the challenge of the next decade
 have been depressed in recent for Kenya. Competition from the


conditions for year-round years. Inaddition. inthe local rest of Africa (Zimbabwe and the
 
economy horticultural crops tend Gambia, for example) and other
 
to be labour intensive -a thriving world producers such as central
crops. industry, therefore, is an impor- and southern American countries
 
tfant way cf creatng employment represent a potentially serious
But it also has more than its fair and generating income inthe threat to its market share. To 
rural areas. complicate matters further, theshare of difficulties - transport, Kenya has succegsfully expand- market inEurope is becoming 
ed its exports of fresh fruit and more competitive, the legislativepackaging and quality assurance vegetables over recent years. requirements of the EU are 
Volumes have increased from changing and the specification forsystems all need urgent attention if 20,205 tonnes in1982 to fresh produce and the quality 
38,155t in 1992. However, this as:iurances required by the multi­lucrative European markets are to has not been without some disap- ples are becoming more demand­
pointments. Progress in the ing. Meeting these requirementsbe kept sweet. Dr Henry development of export markets is ahuge challenge, particularly 
wa , slowed down by the Gulf war accessing the relevant informa.Wainwright, senior lecturer in which depressed exports in (ion regarding EU standards, per­
1990-91 and a surge of exports mitted pesticides, maximumhorticulture at Writtle College in of fresh pineapples in 1988 residue levels and so on. 
Proved not to be sustainable in Initially, this does not sound thatChelmsford, reports from Kenya subsequent years. The export complex, but when producers 
growth ofcut flowers represents may be dealing with 10 commodi­while the Journal spoke to some of the most significant success ties, exporting to10 different 
story as exports ovc,- the last 10 European destinations all with dif.

the UK's main importers. years grew from lust under ferent regulations and amixturep s4.000( to over I9,000t. of languages, then the problem of 
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information and current rules is 
magnified. 

The ability to establish and 
maintain quality assurance proce-
lures with such a wide producer 
)ase as Kenya's (there are as 
nany as 20,000 small scale 
,rowers of French ocans, for 
!xample) with differing production 
echniques and in areas with no 
-nmediate access to pre-c ,oling 
acilibies, has presented rea chal-~ 
enges to exporters and the 
torticultural Crops Development
uthority (HCDA). A series of 
•aining
courses has been run to 
nprove the techri;;al knowledpe
fpersonnel in both the pub,'c
nd private sector on post­
3rvest handling and seminars 
n sea transport have also 
een organised, funded by the 
inistry of Overseas Develop­
ient (UK)and implemented by
ie Natural Resources Institute 
IRI)
and more recently by Writthe 
ollege in Chelmsford. The intro­
iction of sea transport technolo-

has been the key to the suc­
ss in expanding avocado 

:ports and having established 
!a transport technology forone 
op, the extension of this tech­
ilogy to other crops is more 
alistic. 
4gain in a bid to keep Kenya's
Justry competitive, the Fresh 

Produce Exporters Association of 
Kenya IFPEAK) has been reviewed 
(with USAID assistance) and i 
now an active orgaisation in pro-
moting general awareness of the 

need orquality assurance and 
channelling information to 
exporters and producers. 

Furthermore, a quality assur-
ance procedures manual is cur-

r~ndy being prepared by the NRI 
In collaborato,i with the Kenyan 
produce industry with the require­
ments ot the European markets 
inmind. 

- ":-+"'',-r­
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Agroup of Kenyans being trained inthe different types of packaging available. 
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Kenya: what the importers say
 
DURING his recent v:sit to the UK, Martin Hudson of Geest 
the Hon Simeon Nyache MP, Tropical believes the best way of 
Kenya's, minister of agriculture, compensating to a degree for the 
spoke of the urgent need for high cost ot air freight (it can 
improvements to be made to his account for more than 60 per 
country's transport ino produce cent of the value of the produce) 
packar:ri sec:ors. His vie-ns are 1i n makini; Kenyan produce 
echoed Uy tiei,UnmiportfrS :ltne ;Inre ciiettive, is to aon valie 
Jcurnal inter\vie,'.eI. _t ource. But. aitloIiini (oeet's 

The cost or atr freui:ll i" the I ippliers, Home Grown Kenya. 
real drawbanc . -iy Irt-Dpck ari label product, Mr 
importers, it is vital iinit rates 
drop if Kenya is to meo ornm 
pe.,_ve. A~,icurlloral attache at 
the Ken a Si,, C0rm.,tsion, 
Joshua Kiptoon ,)onmihntet: 
"Kenya iaces ;f competition 
from countries 'nci produc., 

similar produce a,, ourselves, 
from those woo are nearer to 
European markets and from 
those served fry a larger number 
of airlines and shipts r,hose total 

Hudson is adamant that rates ,mil 
have to come down eventuall,/as 
eyxiorts rely on air freignt: 'A lot 
or the nes are too oeri;hable to 
,on by ship," tie said, Verity 
Broad of Constantia believes 

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

As if the exoense were not 
enough Nairot airport can tte 
somewnat cnaotic there are no 
faciiitres tor cold storage there 
Iand delays. ame commonolace, 
said one trade source. Horne 
Grown Kenya i5 one of the few 
exporl comoanies 1o nave its own 
airpot facilities: "it was the first 
to inveSt In a purpose-bUit cold 
store for produce 31the [ijroort 
so even if there aie delays it is 

cost of freightnrg is definitely I says tatnthe price c let fuel was better. According to Mr Kiptoon,
lower than ours." reduced by nearly seven per cent 'all-weather' roads linking the pro-

imping to be the only viaole I not a problno. ieest Toocal 
option for heivy produce like avo- has also jist investzed Ini fv .. ies 
cados and mangoes, however, at Heatrurow so that produce is 
and forecasts a better service by back in the cold chain very soon 
sea this season. after arrival in the UK." 

The Kenya High Comrmission Access to the airport is getting 

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 number, coupled 
with cold storage improvemens 
wnich will help maintain aod 
imnrove the Quality of produce for 
export," he said. 

Also on the upside is the fact 
that malor airlines fly in and out of 
Kenya on a daily basis to serve 
the tourist trade. The ability to 
orfer . daily supply of produce to 
the UK multiples is a key advan­
tage wnhcrn over manyKenya has 
other African states, says Mr 
Hudson. 

Packaging, at least of product 
for the wholesale markets, 
comes in for criticism. Mr 
Kiptoon's comments reflect the 
views of many: "At the moment, 
Kenya's fresh produce is 
exported and displayed in 

* not too attractive packagingExports of fruit and vegetablesmaterials." AvnishMalde of 

(tonnes) from Kenya 1986-92 
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Expo is of fruit and vegetables have risen from 20,205t in 1982 to over 38,000t in 1992. The 
increo.e in 1988 was due to a surge in pineapple exports, but this later proved to be unsus-
tamable. 

Pri.icioal destinations of Kenyan produce (including cut flowers) in 1992 (tonnes) was as folp 
lows: 

UK - 15.299
Holland 14,479 
France 11,336 
Grany 11439"1 
Germany 4,920 

Exports to the UK represent 26.7 per cent of Kenya's total, Holland 25.4 per cent and 
Fr:,.e 19.8 per cent. 

French beans are the principal line. In 1992, Kenya exported lust under 4,900t to the UK. 
This compares vith 1,200t of okra, 460f of avocados, I76t of mangoes and 235t of passion 
fruit. 

'RI'lPPninirO rF lr l NIv1I Iio Q 1111 P ro"t 

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 drop-off in sendings to 
this country reported by the 

"Prices are particularly low 
for fine beans. On the continent, 
prices are far better and sendings 
there are probably on the up.
Nobody can rmake money on four 
pounds a box, can they?" says Ms 
Broad. 

Malde sees Kenya's prob­
lems on a more general scale: 
"Kenyan growers and exportersneed a more collective voice. In 
Zimbabwe they have come 
ogether and have a united front 
togeetand 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 orthree years, though, and it is tak­
tg note of legislation in the UK 
and Europe. Things are changing 
apidly, but unless they continue 
Itodo so, the Kenyans will ind 

they wilt lose out even more 
to the competition." 0 

http:inter\vie,'.eI
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VUATEMALA 

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 fruitsand high value vegetables
have been identified as havingsignificant export potential reflected 
in increases on this front over the 
last couple of years. 

Currently much of this produce is
channelled to fneUSA though Europe

hand, in particular the UK, are
increasingly being viewed as 
potentially appealing markets.

Vc Growth in the short term is being
' fi& ~held back by exchanpe rate 

differentials, however, which will 
onlyimprove when the recession 
lifts.
 
Interms of infrastructure, the 

industry is based toagroat extent 
on small farmers, each with units of 
around one hectare. Recent years
have seen the formation ot co­
operatives plus larger groupings 
comprising several of these, wbichhave been successful up to apoint.

While these developments have 
brought about more cohesive 
marketing in some lines, the 
infrastructure ofsmall growers does 
lead to uncertainty over the control 
of pesticide usage, however. 'The 
Guatemalans, aware of changingRunner beans: a line wit potential market needs, have tried to addressthis issue and, for thefirst time, theGUATEMALA has the potential to Association of Non-Traditional

become an even greater supplier of Product Exporters isconsidering a
high quality, out of season speciality voluntary ban on exports to the USA 
fruit and vegetables to thilUK and during the mid July to mid OctoberEuropean markets and, if the period - the rainy season when thedevelopment of the industry need for pest and disease control iscontinues along its present lines, at its highest.backed by heavy investment innew Another difficultyfacedbygrowers 
facilities amongst progressive istheprublemofairfreight.Currently
producers, this opportunity will be there isno dtrect air route to Europe
taken. with any capacity and, as a result,Many inthe UK trade have become product has tobe directed to the US 
familiar with Guatemalanmangetout, and then be transshipped adding
which has been arriving inBritain for one oay's journey onto travel time. 
adecade or so but abroader range Sea fre:ght isbeing trialled for some
of produce is begin.ng to appear, lines, but this initiative is still very
Producers and exporters there are much inits infancy.
becoming better equipped and Despite thisbackground,
organised to meet the needs of Guatemala still has much to offer
demanding markets in Europe and and a number of progressive UK 
some believe prospects look very importers are steadily cultivating
bright indeed. relationships with growing groups

Agriculture inGuatemala, which is there. 
situated inCentral America, to the Themostsuccessfuldevelopmentsouth of Mexico, is based on three ofthistypehasbeenthecollaboration 
distinct areasof production. Thedry between Saphir International andlowlands along the Caribbean SIESA, the Guatemalan growing and'Saphir and SIESA's investment coastline are the hub of banana and exporting organisation which,
melon output and here afull range of through the efforts of brothersin exclusive coolingfacilities varieties, inparticular Cantaloupe, Carlos and Willy Springmuhl. hasbrings with it a new dimension to can be produced involume over an increased exports of its premiumextended season. ThePacificCoast. ouality vegetables to more thantrade and offers greater 	 on the other hand, represents the 2,200 tonnes annually.
main growing area for sugar cane, As Philip West, Saphiropportunitiesfor the future' cotton, arable crops, mangoes and International's general manager,

coffee, the latter being Guatemala's

biggest export line. (continued on page 20)
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explains: 'We have been dealing with 
SIESA, one of the largest Central 
American export organisations, for 
around nine seasons and during this 
time have successfvlly sourced a 
comprehensive range of produce to 
fill distinct windows in the UK 
calendar.' 

Today, the portfolio includes 
runner, Helda and round beans,
mangetout, sugar snaps, baby 

courgettesand anumber of squashes 
-all of which have been well received 
on the British market. Several other 
lines are currently being trialled from 
raspberries and blackberries to leeks 
and salad onions. According to 
Edgar Garcia, SIESA's technologist 
based in Guatemala, jointly funded 
by Saphir: 'The full potential of the 

-i- volumes we could supply has yet to 
be reached ffdemand continues to 
rise at the pace shown in recent 
years. 

SIESA, based in the Highlands,
has around 328acres of land devoted 

Sto these crops, organised on three 

Above: From left to right, Peter farms, andalsoactsasthemarketing 
Austin, managing director of Saphir agent, with Saphir, for 146 growers 
Produce and Bill Khoury, managing involved with theMagdalene Co­
director of freight forwarder Cannter, operative. 
celebrate theopeningofSaphirlnter. Mr West adds: 'Apart from 
national'sexclusive newcoolingfaciP providing a wealth of year round 
ity in Miami. 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 June. 

Inaddition to traditionally packed 
loose product, produce is also 
packed and labelled at source and 
then flown to Miami on dailychartered 
freighterswhere it is cooledovernight 
before being flown to Europe on 
scheduled airlines the following day. 

SIESA, backed by Saphir 
International, in an exclusive 

Left: Sugar snap peas -a line wi,.ch arrangement, has recently installed 
shows tremendous promise for the anewforcedairrapidcoolercapable 
future. of handling up to 12 tonnes of loose 

_and prepacked vegetables every 
three hours.

'What is most As David Conway of Saphir
impressive about International comments: 'This is just

one of aseries of investments which 

SIESA's set up are putting SIESA's Guatemalan
and vegetables onto the shelves ofand operations is ~Europe's major supermarkets.' 

its high level of This isbacked up by stringent 
on the quality control front 

including tight monitoring of 
pro te in lismo pesticide applications to ensure 

Pchecks 
and the will to .comoliance with the Food Safety
provide exactly" =Act. Ac't."--t.-a .
 

ismost impressive aboute'Whatwhatvdcustomers 
wat, cus tm e SlESA's setup and operations isits 

want,-. . w en----- they .' high level of professionalism and the 
;want. when they want i,."wantit' i -" - "' ., willtoprovideexactlywhatcustomerswant it' he 

says. 

PESHl JOURNAt 5 1993 PRODUCE MARCH 



104. 

----1 Sc ...v-.4 

UV TIC 

DELIGHTS 
__!i~"4:i..a.Each~of these Malaysian
 

ii!:' :i :fruits isan invitation to enjoy.. 
**
 .. ,.. 1 3...AJ V..

::delicious bites of thirst-quenching ­
''succulence... and vitamin-filled 

natural goodness. 
, ", Experience the exotic and 

• .refreshing taste of Malaysia 
"- ...-today! 

ATFEDERAL AGRICULTURAL MARKETING 


MINISTRY OF AGRICULTURE, MALAYSIA
 

Lumpur. Malaysia50350 Kuala Fax 603-2910494 
P,, tl 0 Bangunanl .hleKuwasa. J~idin P;,,a lysiaLaut. Telex FAA MA 316 9 3176961h Floot Ma t 
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SURFER BRAND"
 

Sun-kissed produce
 
from
 

The Pearl of the Indian Ocean
 
Sri Lanka
 

Producers of Cantaloupe, Honeydew and Juain Canairy Melons. Baby Corn, Okra,
 
Sweet Corn, Green Beans, Zucchini and Silver Skin Onions"
 

Contract Growers, Shippers. Pack House Operators and Transporters of Fruits and
 
Vegetables to any part of the world.
 

ContactSURFER BRAND 
49)3, T.B1. iaya h M.awatha. 
Colombo 10, Sri Lanka. 
Chone 50ct 5 

Fax : 1-520615 I 69,)79 1 7.217-1 
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party October to old March 

I. 
25g . °t 

Asparagurs .- Green or Whit ".
 
midoAugust to end January
 
&kglooseor 500g bundle"
 

Runner Boons 
to.d November to end May 

a.2 25kg loose or 250g pep ks' 

early MNy erd NodemeMarch ro 

the largestpioducer/ r"of quality products in 

SugerSnap P... 

No Our expertise is "First World" - o...yof, 10pcks 

second to none!
 
0- We are professional in Grading and
 

Handling and we satisfy the most
 
demanding international buyers.
 
CONTAIcr OUR ,OL f .GENI.'7 
SAPHIR PRODUCE LIMITED Or -service is dictated 
Saphrt l otrrtational The Qast, Perry Court 571' your requirei .ents 
London Road Favetsh. KFentME 13 8RY, UK 
ThhOthrOn (+1,4-795) 530700 Fax (+44-795) 530797 


