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Europe - new market for

Sri Lanka's vegetable ex+
ports have been highlighted
in the October (1994) 1ssue
of Eurofrurt magazine Ti-
tled, Sn Lanka targels
Zurope for vegelable ea-
ports, and subtilled -
Diversification and =xpan-
sion of hull country agricul-
ture, the article reads

An mitative to diversify
agniculture in Sn Lanka's
central highland regron 15
seeking  customers  in
European markets for its
range of high value vegeta-
bles.

Al present tea 1s the main
crop in this area of the
Indian Ocean 1sand and
some planters have besn
encouraged by the AgEnt
Project to put their growing
skulls and experienice in pos-
t=harvest handling to use
tn producing fine beans,
mangetoul, snow peas and
round beans

The AgEnt inttiative 1n
Sri Lanka, which i3 fur,ded
by the Unitd States
Agercy [or Inlernational
Develepment  (USAID),
started 1n early 1993 to hzlp
the private agro~enterprise
sector expand by develep-
ing and marketing new ex-
portcrops AgEnt saw huge
potential  fcr  temperate
vegetable cultivation 1n the
favourable soil and chimate
conditions of the Nuwara
Eliya area and implemen-
ted small scale tr.als at the
end of 1993 .

The second phase of the

project s toidentify |mf~'tr.
ters and telailersin Franee,
the UK, the Netherlands,
Germany, Switzerland, De-
nmark'ana Nordic arxets
who could be seriously 1n-
teresied 1n high quality ex-
port vegetables frem Sn
Lanka After interested im-
porters  are found, the
project then aime to iden-
iy the individual quality
standards, packaging re-
quiremnents  and import
timing of eack potential
customer

“The fist tnal export
shipments were 1n May and
samples went to the Neth-
erlands, France, Germany,
Switzerland and the UK,"
David Brandon of High
Value Horticulture, the
UK -based consuitancy to
the project, 1old Eurofrust
Mag zine. “These were the
products of the first round
of trial dnllings on three
sites jn March In total the
project covers 2.5 hectares
on ecight sites.” Samples '
from the second rourd of
'rials were due in Septem-
ter and these wi'l find ther
way onto the cymmercial,
market

Mr. DBrzndon has
previded the St Lankant
growers with all the neces-
sary information for stan-
dards in growing ar.d pack-
ing which conforn: with all
EU legislation and super-
market specifications. The
growers will use this infor-
mation to establish pack-

howse and cooling facilit,=s
Project advisors Anthory
Dalgiesh  and  Gamini
Kumarage will be available
\on the Sri Lankan stand at
the SIAL food fair 1n Paris
this month to discuss the
project

“At the moment we are
assessing the market and [
am  reasonably postuve
about the project so far,”
said Mr., Brandon “If the
level of tnterest we have had
keeps up, I think the project
can go commercial next
year ™

Meanwhile, a press re-
lease, from AgEnt, says that
Sri Lanka's exporters of
vegelables  achieved  ex-
cellent results at the pres-
tigious French SIAL "94,
nternational food products
cxhibition, concluded 1n
Paris The press release
adds

SIAL s the largest
Ehropean food and allied
products trade fair held
bi-ennually at the giant
Pans “Parc D'expositions.™
The event 1s widely recogn-
=ed throughout the world
as the leading showease for
qualiy fresh; processed,
chilled frozen, _ food]
products and food in-;
gredierits '

Tte farr took place bet-’

Lanka’s vegetables

p Exo
womens egro—enterprise to introduce a now plece

kel e
que, a small dynamlc

of food procesting technology are (L) AgEnt's Man-

aging Director Richard Hurelbrink and Agri-Busi-

ness Advisor Charmarie Maelge, Kotfoe Exotique's

Propristor Rushika Weerathunga and AgEnt's Inter-

naitonsl Marketing / Agro- Processing Advisor
Anthony Dalgleish.

ween the 23rd-27th>Oc-
tcber 1994 and was unde:-
stood to have attracted this
year around 100,000 buyers
visiting 3,500 exhibitors
from 77 countries (display-
g more thah ‘35000
productst).

Under the direction of
the Export Development
Board (EDB), with strong
assisiance and promotional
inputs from USAID's Ayn-
amic AgEnt private agio—
erterprise sector develop-
ment project- 7 selected
exporters were given in-
dividual display booths and
helped with airfreight of
samples, | 3hd ** Assistance
towards air travel,

* 5 other exporters had
their products gherkings
pickles, cashew, de-
hydrated fruit and confec-
tionéry “ displayed within
the EDB booth area and
helped with samples shap~.
ment, display and promo-
tion

Exporters who par-

ticipated at” SIAL 94
covered the following.
product  sectorr  [resh

produce * spices ‘*herbal
products * ‘ine foods * es-
sential oils * oleoresins *
dessicated coconut  and
coconut products and food
mngredients

Orders  zken/potential
orders on a consolidated

THE SUNDAY OBSERVER, NOVEMBER 27, 1994

basis among participating
vexpQers have already been
conflirmed as topping the
Rs 40 milion mark hnked
to 10 (len) new export
markets being opened by
exporters on ¢ consohidated
basis’

- EXtensive snterest was
also raised by peterhal
buyers from man  cous.-
trics relating (o a nu nher of
new export produc's dis-
played for the lirst ume by
Sri Lankan exposters at the

trade fair or “iv the pipehins:

for planned
1995 "

S Lanka: stand was
manned by EDBs Depuaty
Duréctor of Export Agricul-
ture and, AgEnt's
Agri=Business and Inter-
national Marketing/Agro—
Processing Advisors

The impact of Sni Lan-
ka's stand at SIAL ‘94
scored ery highly versus
the ma ority of other de-
velor.ng country stands as a
vesultof ~

* Development of a Sn
Lankan country image
positioning based around a
“Sn Lanka - Isle of
Paradisc™  concept  and
strong use of an environ-
mentally [riendly colour at
the pawvillion and individual
exporter  name/product
mix signage level

* A strong “on staund™
promotion offering exist~

launch 1n

ing/potential  buyers tHe
opportunity to windalyl
number of collecter's “dev;l
masks™ (which in tumn had
been promoted 4]
pre—trade fair catalogye
advertising)

St Lanka's new expoht
a-velopment imtiatives 1n
the high value “hill coun-
Iry™ export vegetables scu-
tor  secured very wiage
coverage 1n the Octobor
SIAL  '94  editicn of
Eurofrun magazine This
publication s the leading
European fresh  produde
Journal coverin 3 the impo(t
/ wholesale / retail dis-
tribution  tade in 1B
European Comsmunity ar}i
Nordic markets
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Sri Lanka targets Europe for vegetable exports

Diversification and expansion of hill country agriculture §

N INITIATIVE to diversify agri-

culture in Sri Lanka's central
highland region is seeking cus-
tomers in Curopean markets for its
range of high value vegetables.

At present tea ts the main crop 1n
this arca of the Indian Ocean island
and some planters have been encour-
aged by the AgEnt Projoct to put
their growing skills and experience
in post-harvest handling to use 1n
producing fine beans, mangetout,
snow peas and round beans

The AgEnt imtiative 1n Sni Lanka,
wlich 1s funded by the United States
Agency for International
Development (USAID), started 1n
early 1993 to help the private agro-
enterprise sector expand by develop-
ing and marketing new export crops
AgEnt saw huge potential for temper-
ate vegetable culuivation 1n the
favourable soil and climate cond:-
tions of the Nuwara Ehya area and
implemented small scale trials at the
end of 1993

The second phase of the project 1s
to 1dentify importers and retatlers in
France, the UK, the Netherlands,

Germany, Switzerland,
Denmark and Nordic markets
who could be seriously nter-
ested in high quality export
vegetables from Sri Lanka.
After interested importers are
found, the project then aims to
idéntify the individual qualty
standards, packaglag require-
ments and import timing of §
cach potential customer

“The first trial export ship-
ments were 1n May and sam-
ples went to the Netherlands, France,
Germany, Switzerland and the UK,"”
David Brandon of High Value
Horticulture, the UK-based consul-
tancy to the project, told Eurofruit
Magazine. “These were the products
of the first round of trnial drilhings on
three sites 1n March  In total the pro-
ject covers 2.5 hectares on eight
sites.” Samples from the second
round of tnals were due n
September and these will find their
way onto the commercial market.

Mr Brandon has provided the Sn
Lankan growers with all the neces-
sary information for standards 1n

Tea pickers re-direct lhc:r shulls to mangetout

growing and packing which conform
with all EU legislation and super-
market specifications The growers
will use this information to establish
packliouse and cooling facilities
Project advisors Anthony Dalgleish
and Gannm Kumarage will be avail-
able on the Sri Lankan stand at the
SIAL food fair in Paris this month to
discuss the project.

“At the moment we are assessing
the market and I am reasonably post-
tive about the project so far,” said Mr
Brandon. “If the level of interest we
have had keeps up, I think the pro-
ject can go commercial noxt year."”

Oxpant vegetibles

this region of the sshind and exported (o the world Now
some of the country s Iinest ter phintaes have embuked
on 1 progom of inense cxport crop diver sdication wherc
thew lonp stindig growng skidls / post harvest handhing

expertence combined with die lull country s most
favourible sol / chimate condions e proving Just ophe Lankan stand at SIAL
to prow 1 whale cinpe of top quibity £ compettevely prced

Sri Lanka. The pew, quality source for fine beans ”
mangetout/snow peas, round beans and much, much more!

WIN A THEY HAVE
SUPERB DEVIL TO BE |
MASK AT SIAL! GOOD!

Visit the Colombo (Sri Lanka)

Sni Lankan stand S star hotel chefs
(2H/)64, Hall 2) (pictured left) with
and enter the AgEnt Advisors
daily competition endorsing the quality
to possibly win a of first traalled high

superb collectors value export
Dewil Mask! vegetables
The central hill country massif of Sr1 Lanka has long been  To find out more about how this umque USAID funded : jl_vr_l;]_ L
renowned for the magnificent quility of the teas grown n
- -3

project can help yeu increase sales of these product
hines, please contact Aglnt's Anthony Dalgleish
(Internauonal Markeung / Apra Processing Adwisor) or
Gamum Kumarage (AgrBusiness Advisor) on the Sn
ApEnt's Colombo (St Lanka)

AgEnt (agro-enterprise develapment) private sector = j_—l-' +—~'—]
i
i
|

contact fax number: +94 | 446428

HELPING SRTLANKA
TOGROW!

Curofruit Maaazine Qctaber 1994
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HOW AgEnt HELPS DOMESTIC N .
AND EXPORT w KIGK STonn Som

AGRO-ENTERPRISES TO GROW ! PROMOT IONAL
ADVERTISEMENT

]

BACKGROUMD

A ol s 8 dynamic USAID funded pnvate sector agro-enterprise
development  uyuative  successfully  assisung  companses  and
entreprencurs with viable business and markeung plans {0 expand
exisung operations or stant-up new ventures targeted at both domestic
& ! export markets

OVER 200 "SHARED INVESTMENT CTANTS" HAVE
BEEN MADE TODATL!

As at the end of 1994 AgEnt had made well over 200 “sharcd
\nvestment granis® to agro-cnterprises #7d entreprencurs to help them
expand or develop their businesses

TYPICAL ILLUSTRATIONS OF AgEat ASSISTANCE TO
SELECTLD SECTORS AND CLILNTS E1C

AgEnt 15 assisung muny chents on a phase by phase “shared
mvestment gran. ' basis tn e following seclors and areas 1 e

1 PROCESSLD FOODS  Introduction of new/upgraded
cquipment and technologies new products research and
development, label and packaging design  overscas new
equipmenttechnologies cvaluation and assessment/acquisition
tips, addressing environmental waste 155135 cte

2 ORNAMENTAL FISH Broodsiock enhancement  anu
predator control new/upgidded technologies, new Sri Lankan
fish feedstock production etc

3 SPICES/OLEORESINS Developmen of new export product
formulas, introduction of new packaging equipment, plant
redesign and new  equipment  specifications, npew crop
OUIETOW €r Programs eic

4 FLORICULTURE. Introduction of new export varietius, new
production technologies temperature controlled container sea
shipment trals cic

5 NEW SRI LANKAN EXPORT CROPS PRODUCTION
TRIALLING AND TEST MARKETING INTTIATIVES:
AgLat {s working with numerous clicats throughout the country
1o introduce new hugher added value fresh/processed export
crops supported by full scale test marketng programs

6 AgEnt's NEW WOMENS AGRO-ENTERPRISE
BUSINESS! MARKETING DEVELOFMENT DIVISION:
AgEnt has always recognised the untapped
creati /o pability of Sn Lankan women
eatreprencurs and is working successfully with many micro sue
agro-enterprises 1o help them expand their businesses or
develop and launch new products

7 EXPORT DEVELOPMENT AND PRONMOTION AgEntis
assisung many clients (o travel ov -seas {0 evaluate new export
marketing opportunities, paructpaie wn tade fawrs (o promote
and sell thewr products, produce export promotional matenal,
send samples (o potenual buyers for evaluztion etc

8 FINANCIAL MANAGEMENT ADVICE AgEntoftenoffers
clients appropriate advice designed (o strengthen/re structure
the fiancial component of their business plans

9 AgEat's BUSINESS INFORMATION CENTER. The
project operates & major information facility which todate hag
ssued more tan B0 pieces of wnformation/reports etc (o
clients and potential chients coverng the agn business, export
marketing, crop production, post harvest handling, processing
and hinancial sectors  Many chients and potential clients
reguiarly visit the centes to conduct their own desk research

HIOW TO FIND QUT MORL ABOUT HOW AgEnt MAY BE
ABLE TO ASSIST YOUR AGRO-ENTERPRISE !

Simply write 1o the Managing Director, AgEnt Project, Sih Floar,
Deutsche Bank, I O Box 389, 86 Galle Road, Colonbo 3 and we will
send (0 you our snformation brochure and apro-enterprise profile form
Once you have conipleted and retumed the latter form 10 AgLint we
can then determune  whether we  should seek to lold an
exploratary/possible assistamme discussion with your enterprise




AgEnt IS A DYNAMIC USAID FUNDED PRIVATE SECTOR AGRO-
ENTERPRISE DEVELOPMENT INITIATIVE SUCCESSFULLY
ASSISTING COMPANIES AND ENTREPRENEURS WITH VIABLE
BUSINESS/MARKETING PLANS TO EXPAND EXISTING
OPERATIONS OR START-UP NEW VENTURES TARGETED AT
BOTH DOMESTIC/EXPORT MARKETS!

Over the past 20 months AgEnt has assisted many Sn Lankan agro-enterpnises and entrepreneurs through the

project’s unique “50% SHARED INVESTMENT GRANTS" program 1n the following export sectors -

I Tovisit overseas markets to assess/acquire new higher added value processing and packaging
technologics

2. Toconduct "finst hand" export markets research to determune whether exssung or new concepts/products

have the potental to achieve success, linked to the developmentimplementation of export marketing
strategtes whuch are most likely to work 1n the hughly competiive international market place.

3. To participate 1n trade farrs to help them promote their products and find new buyers,

4. Toproduce "“on target" export promotional matenal such as product mformation/sales brochiures.
5 To send samples to potential buyers fur mitial evaluation.

6. To develop new export manufacturing processes.

- and much, much more

Next, AgEnt's frecly accessible Busmess Information Center maintains an up-to-date collection of hard back
publications, intemational trade magaznes, product sector trend/price reports, linked to an international network
capable of accessing a wide range of production, post harvest handling, processing, marketing and agri-business
topics.

For more mformation on how AgEnt can possibly assist your agro-enterprise in the export marketing
development arena, please send a brief one page letter outlining the nature of your business and possible
assistance sought to-

Richard Hurelbrink,
Managing Director - AgEnt Project,
Sth Floor, Deutsche Bank, PO Box 389,
86 Galle Road, Colombo 3, Sn Lanka.
Tel- 94-1-446447, 446420 Fax- 94-1-446428

We will then send to you our AgEnt information brochure and an agro-enterprise profile form which needs to be
completed to form the basis for holding our first exploratory meeting with a potential client,
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Guatemala finds niche in Europe

Big growth in berry and asparagus production

UATEMALA is an acknowl-

edged producer of many types of
fresh produce. The country’s com-
prehensive product range includes
mangoes and melons from its tropi-
cal regions and vegetables from 1ts
more temperate growing areas.
However, over the past few years
certain other products have become
very important to the export sector.,
Eurofruit Magazine charts the
expansion of non-traditional exports
to Europe and takes a closer look at
some of the newer products
Guatemala has to offer.

Guatemala's worldwide exports of
non-traditional products rose by one
per cent last year, according to the
exporiers’ assoctation Gexpront
Growth 1in Europe was more consid-
erable with an average increase of 10
per cent 1 all of the country’s main
markets Guatemala’s most unportant
European market is Germany, but
significant tonnages are also sent to
Italy, the Netherlands and the UK
Goxpront says that Guatemalan prod-
ucts have been well received in
Europe due to an increasing empha-
sis on quality contro! and 1mproved
production techniques. “It is encour-
aging that we no longer depend
exclusively on the United States”,
commented Gexpront’s Jandira Elias

Asparagus
Asparagus production has ncreased
dramatically over the past few years
In 1986, for example, Guatemala
exported a merc seven tonnes of
asparagus but in 1290 tlus figure had
risen to 148 tonnes In just five years
asparagus production has grown by
nearly 2,000 per cent The product 1s
grown at low altitudes 1n different
parts of the country including the
Salamd valley 1n north-west
Guatemala and the plains of south-
ern Chimaltenango

Modern methods of pruning and
fertitlization mean that 1t 15 now pos-
sible to control the growing season to
avoud direct competition with US
producers on the export market The
USA continues to be Guatemala's
most tmportant market but an
increasing number of companies ar:
looking to establish closer trading
links with Europe Guatemala avords
excessive duties on entry to the EU
a5 o member of the general system of
preferential tanffs But exporters are
worried thay this sigmificant trading

Eurofruit Magazine November 1994
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Berry production in Guatemala 1s expanding rapidly

advantage may be lost when the sys-
tem 1s dismantled at the end of the
year

The USA 1s one of the world's
largest producers of asparagus but
Guatemala does not begin exports
until October wheu 90 per cent of
the US crop has been sold Exports
continue until the following
I ebruary when US production comnes
on hine once again

Bernies
The cultivation of strawberries,
blackberries and raspberries 15 also
important to operators 1n the
Guatemalan fresh produce sector In
the last couple of years there has
been considerable interest 1n black-
berries and raspberries which, for
teasons of quahty and presentation,
continun to hold well 1n both the US
and European markets Production is
geared largely towards the export
market and producers clanm that
improved quatity means that good
returns can now be guaranteed

One example of the rapid growth

currently taking place in the
Guatemalan export sector 1s tho rasp-
berry Small scale exports began 1n
1988 and sales have increased | -
3,000 per cent n the space of five
years, Even though tonnages remain
small exporters are looking to con-
sohdate their position and invest in
the future of their industry

The increase 1n blackberry sales 1s
even more impressive In 1988
Guatemala exported just 14 tonnes of
blackberries but by 1992 this figi ¢
had risen to 7,488 tonnes Berry pro-
duction 1n Guatemala 1s concentrat-
ed on the high plains of
Sacatepequez, Chimaltenango and
Guatemala provinces The export
season runs from October to June. As
with asparagus, the bulk of
Guatemalan berry production 1s des:
tined for the US market but dem nd
in Europe 1s nsing The UK is he
largest European i1mportor of
Guatemalan bernies although a large
proportion of these volimes are senl
for re-export to other parts of the
EU "
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Europe sees potential for pitahaya

Nicaragua promotes red variety

AST year saw the start of a spe-

cial promotion to increase sales
of red pitahaya from Nicaragua in
Europe. This season the campaign,
jointly funded by the EU and the
Nicaraguan Institute for Agrarian
Reform, will continue and exporters
are keen to consolidate Nicaragua's
position as the world's second
largest producer of this small tropi-
cal fruit.

Yellow pitahaya has been available
throughout Europe for at least 10
years now and many leading fruit
companies regularly source limited
volumes from Colombia. Red vari-
eties, on the other hand are still
something of a novelty with con-
sumers and production 1s less wide-
spread “Colombia leads the world in
the supply of red pitahaya but pro-
duction 1s expanding rapidly 1n
Nicaraguas as more and more shop-
pers are made aware of the appeal of
this delicious fruit”, EU consultant
Jacques Hesen told Eurolruit
Magazine “Lesser tonnages are also
produced 1n Mexico, Hondvras,
Behze and Vietnam There 1s also
speculation that Israel may be exper-
mmenting with tunnel production m
the Negev Desert”

There are currently four types of
pitahaya being produced on a com-
mercial basis but industry sources
say they expect majer developmients
in varietal output in the near future
Nicaragua produces a red pitahaya
with “fluorescent™ flesh the rind of
which, hke that of all pitahayas, 1s
covered 1n “scales™ or bracts wlhich
can vary in size, shape, number and
colour Guatemala also produces this
type of pitahaya but this year
Nicaragua 1s introducing a new yel-
low vanety which 1s much sweeter
Mexico and Vietnam produce a red
vartety which has white flesh wlile
growers 1n Colombia are concentrat-
ing on a yellow pitahaya with almost
colourless flesh Small black seeds,
similar to those found 1n kiwifruat,
are common to all types of putahaya

Production of pitahaya 1s still 1n ats
infancy but growers 1n Nicaragua feel
that there ts much room for improve-
ment with regard to cultivation tech-
mques The pitahaya season runs
from May to October but better 1rri-
gation could help to extend the sea-
son and improve marketing and
export opportumties open to produc.-
ers Growers in Nicaragua say that

Eurofruit Magazine october 1994

Nicaragua wants to increase sales of red pituhaya in Europe

the high retail cost of the pitahaya 1s
justifiable given the expense of
planting and managing even a small
plantation.

Acquirning planting matenal and
trelhses can push up the cost of cul-
tivation to around US§10,000 per
hectare but the pitahaya 1s a hardy
plant which seems to prosper in a
wide range of environments
Although the fruit belongs to the cac-
tus fanuly 1t thrives in climates with
at least six months rainfall of
between 800mm and 1,000mm a
year. In Colombia pitahaya 1s grown
at altitudes of up to 1,500m but red
varieties can [lourish at a height of
between 300m and 500m or even at
sea level Pitahaya can be produced
in rich volcanic soils or in areas
where the so1l 1s poor and stony like
Yucatan in Mexico

Planting takes place at the begin-
ning of the rainy season and the crop
requites the usual maintenance of
weed control, pruning and plant sup-
port

There have been few reported prob-
lems with disease or pest and subse-
quantly the use of agrochemicals has
been kept to a minimum  The first
flowers appear with the onset of the
rains and development from flower
to nipe fruit takes around 40 days
Production commences one year
after planting at a rate of 3-4 Iruits
per plant A normal crop density 1s

1,000 to 1,200 plants per hectare and
production can rise to 60 [fruits per
plant after five years. A well main-
tained plantation will produce fiuit
for up to 20 years

Production is mainly geared
towards thv fresh inarket but
Nicaragua ulso supplies the juicing
industry The pitahaya’s exotic
appearance and well defined shape
and colour make it very popular 1n
fruit arrangements and 1ts increasing
popularity has even prompted some
people 1n the exotics trade to label 1t
the “Latin kiwifrunt”,

It 15 also claimed that the pitahaya
has certain medicinal proporties
which are good for those with dia-
betes or endocrinic problems In
Nicaragua the fruit 1s being promoted
as a source of natural coulourants

In Europe red pitahaya is available
through several leading importers
although Nicaragua distributes
almost exclusively through the
Netherlands

Presentation 1s 1n boxes of around
3 3kg contaiming between mine and
12 fruits and pitahaya shows good
shelf-life when stored at between
10°C and 12YC Major European
importers are predicting that the frut
has a good marketing future and
growers in Nicaragua hope that their
version of the “Latin kiwifrunt” will
soon be a regular addition to the
European shoppng bashel -



Colombia consolidates
market position in exotics

Major importers see growth for physalis and pitahaya

OME OF Europe's leading
wmporters of exotic fruit and veg-
etables are witnessing increases 1n
demand for a particular range of
products produced in Colombia.
“During the first six months of this
year we have enjoyed above average
growth 1n excess of 15 per cent n
demand for Colombian exotics
against the same penod last year”,
said Marc de Naeyer of 'TK Holland
BV “This growth 1s solely 1n exotics
Physalis and pitahaya are doing
extremely well”

Market expansion

The growth surge for these two prod-
ucts turns on ats head the behef that
market expansion had run its course
for relatively high priced and exclu-
sive exohic friits FTK Holland has
scen growth 1n demand for other
products hke grenadilla, maracu)d
and tamarillo, but these have been at

a slower rate “They are unlikely to
become large commodity-type
iterrs”, said Mr de Naeyer

Opportumties
Bud Holland director Paul van Pelt
agrees “l think growth s possible for
physalis and pitahaya™, he told
Eurofruit Magazine British fresh
frust and vegetable tmporter Frumar
also beheves there are good opportu-
nities for physahs “In volume terms
1t will be our most successful exotic
imported from Colombia”, comment-
ed Stmon Smuth of the London-based
company [‘rumar 1s supphed by
Tropical Crop SA in Colomhia
Colombia has been able to com-
mand a share of the new growth in
demand for these so-called “super-
exotics” because of its ability to sup-
ply fruit 12 months of the year “Itis
one of Colomlia's greatest
strengths”, said Mr van Pelt

“Many other origins are cager to
compete with Colombia on these
lines of exotics but we have yet to
encounter an onigin that can rival it
for quahty”, sad Mr de Naeyer. FTK
Holland works exclusively with
Colombian Exports, which markets
frnt under the “Pepita” label

Ongoing development
Melons, mangoes and pineapples
have all been 1mported 1nto Europe
on a programme of trial shipments in
recent years as part of an ongoing
development 1in Colombia of exports
of more traditional fresh fruit and
vegetables

But FTK Holland believes the avail-
ability of the same products from
other sources at the same time of the
year leaves hittle scope for growth in
future “We retain our focus on the
strength of Colombian exotics"”,
explained Mr de Naeyer n
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More demand for Hawaiian papayas

Mangoes may follow from largest avocado marketer in California

ALIFORNIA'S biggest marketer

of avocados has found a growing
demand for Hawaiian papayas in
Europe.

Calavo Growers, traditionally a
marketer of Californian avocados,
distributes over 1m 10lb-cartons of
the Kapoho Solo papaya annually,
mostly within North America *QOur
unique variety of papaya has been
building a steady business 1in
Gormany and Switzerland with sov-
oral air shipmonts per week,” intor-
national and diversified fresh prod-
ucts manager Jeff Long told Eurofruit
Magazine “The Kapoho Solo vanety
is only grown commercially on the
“Big Island” of Hawan, where 1t has
been adapted to the virgin volcanic
soil conditions.” The papays 1s
noted for 1ts golden yellow colour
when nipe

Calavo was not able to exploat the
problems 1n other avocado produc-
ing areas last year, even though other
Califormian producers performed
very well in Europe  “We exported

N y b SYPEV.S 4

Calavo sells wnore than 1m boxes of pupayas every year

very few avocados to Europe last sea-
son as we did not have the preferred
4kg carton We expect to be able to
provide such a carton 1n the future,”
satd Mr Long

Calavo, celebrating 1ts 70th anniver-
sary tlus year, 1s also moving into
mango distribution from Mexico and

South America. “The main varieties
aro Haden, Tommy Atkins, Kent and
Keitt. We feel mangoes are a natural
complement to our well established
avocado and papaya business and we
anticipate our mangoes will also find
their way on to European markets,”
said Mr Long, |

Eurofruit Magazine June 1994
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Puerto Ricans profit from consistent volumes

Supplier consolidates exports through major importers

PUERTO RICAN mango exporters
are carving out new marketing
opportunities in Europe because
they are able to supply consistently
large volumes of high quality fruit
over long periods of the year.

“It 15 of great benefit that we can
source in volume a selected range of
mangoes from a smglo ongin for a
large part of the year”, Atlanta AG
import manager Klaus Pape told
Eurofruit Magazine

Atlanta AG, along with other large
European importers hike Hagé
International in the Netherlands and
Goest Tropical Produco in the UK, is
expected to source large volumes of
mangoes from Fruits International, a
senior mango producer in Puerto
Rico The company, which operates
two large mango farms on the
Caribbean 1sland, 1s preparing to
export some 1 1m cartons of man-
goos this season to Europe and the
USA. It plans to supply Europe with
some 180 containers of a range of
high quality Pango Mango-branded
mangoes from May through to
September First arrivals were due
into Rotterdam 1n the last week in
Apnl

Puerto Rican mango exporters have
been helped on by the sharp rise in
mango imports into the European
Union in rccent years Total mango
volumes imported 1into Germany
have almost doubled to 9,000 tonnes
1n the last four years, Mr Pape said

Mango exports to Europe from the
USA have prospered agatust a down-
turn in shipments from Brazil,
Mexico and other established pro-
ducing countries Puerto Rico is also
only nine to 11 sailing days from
Europe, almost a week shorter than
most other major Latin American
producing areas

Meanwlile, the Bremen-based fruit
importer 1s planning to make 1ts first-
ever direct container deliverioes to
some of 1ts major supermarket cus-
tomers in Germany

“We are able to do this because we
can obtain regular supplles of consis-
tently hugh quality fruit”, Mr Pape
told Eurofruit Magazine. Keitt and
Kent, which are available in the
largest volumes, are expected to
account for most of the fruit sched-
uled to arrive direct Fruits
International 1s also planning to
export Tommy Atkins, Haden and
other smaller varieties like Parvin

Meanwhile, Atlanta is planning to
test market a small but significant

Atlanta is testing exotic
fruit shipments in IFCO
contatners

volume of mangoes i IFCO contain-

ers this season. It is the first time the
returnable packaging system devel-
oped on behalf of leading German
food retailers has been used for man-
goes.

IFCO has already been employed
widely on fresh fruit and vegetable
shipments within Europe Its deovel-
opers says 1t 1s now used on as many
as s1x million trips every month,
mostly inside the European Union

Howovor, it has boen tnallod
increasingly in major fruit exporting
countries like Israel, Chile, Argentina
and Molocco, where small ship-
ments of citrus and other fresh fruit
and vegetables have been made with

positive results. For example,
Atlanta’s major Moroccan suppliers
shipped approximately 30,000 units
of tomatoes in IFCO containers this
season against total imports from
Morocco of more than 1.0m units. &
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Indian mangoes for Frumar

Non- tradmonal sources to be developed in the near future

HILE India is being developed
as a source of mangoes for the
British market, importer Frumar Ltd
also hopes to add fruit from other
non-traditional sources in the near
future
“Frumar will be marketing mangoes
from most of the traditional sources
this year, including Venezuela, Costa
Rica, Brazil, Puerto Rico, Peru,
Honduras and Mexico,” senilor mar-

Some o[lndm s 1,000 mango vnnvues on dlsplay

| keting manager Simon
Smith told Eurofruit
Magazine. “Bul we are

working on new sources
and varnieties for Frumar
that we hope to develop in
future scasons "

In addition to the main
line mango varicties Tommy
Atkins, Haden and the so far
less popular Keitt, Frumar
will be importing several
Indian varieties mcluding
the well known Alphonso
“The Alphonso is a smaller
frunt, 250g to 300, but 1t 1s
i regarded by many as the

best eating mango anywhero

around the world,” said Mr
Smith The majority will be air-
froighted this season, and therefore
boing more expansive, it 1s unlikely
to be replacing seafreighted Mexican
mangoes as a supermarket inamn hine
“However, we will be conducting tri-
als with seafreight with a view to
reducing costs in the future,” Mr
Smith added

Greator consumer education and a
more attractivo price are two factors

singled out by Mr Smith which
should encourage mango consump-
tion in the UK

“Increasing consumer awareness of
mangoes via media publications and
promotional activity within the rotail
sector will obviously aid sales in the
long term,” he smd “For example,
consumers need to learn that Keitt
mangoes remain green when ripe,
which one supermarkot is trying to
demonstrate by using labels with a
green background, while using a red
background for Tommy Atkins

The ncreasing volume of
sealreighted mangoes should help
prices, a< will an increase in produc-
tion and advances in storage technol-
ogy to ensure good quality arrivals
“Controlled atmosphers storage of
mangoes during sea freight is far
more common nowadays, so the like-
lihood of successful arrivals has
increased,” Mr Smith explained.

One of the most important factors
for the repeat purchase of mangoes
for consumers 1s the supply of a con-
sistont stato of maturity, Mr Smith
belioves. “We need (o make sure
that tho consumer can purchase the
frurt 1n the knowledge that the fruit
will mature correctly and be ready to
eat within a cortain number of days,”
ho said L]

Solid growth in mango consumption

High awareness in Europe gives hope for further expansion says FTK

WNGO consumption in the
ctherlands and all over

Europe is growing quickly and the
fruit is fast becoming one of Dutch
importer FTK Holland's main lines.
“FTK imported in excess of 3,000
tonnes in 1993 and we anticipate
further solid growth in 1994,” Marc
De Naeyer of the company told
Eurofruit Magazine.

FTK 1mports from all over the
world for distribution throughout
Europe. A recent survoy in the
Notherlands hacks up Mr Do
Naeyer's optimism about further
growth in consumption. PGF, the
Dutch Commodity Board for Fruit
and Vegetablos found that 83 per
cent of the population in the
Netherlands knows what a mango is
and at one time or another has eaten
mango Only 26 per cent is buying
them on a regular basis, but stll
managed to consume approximately
6,000 tonnes 1n 1992

“It 15 obvious that there 1s still plen-
ty of room for growth,” said Mr De
Naeyer “In addition, many southern
Luropean countries are buymng
increasing volumes of this tropical
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delicacy.”

Mr De Naoyer reported
that consumers are
becoming more discern- §
ing about quality as the
mango becomes moro
popular. “Increasingly
only top quality counts
and those producers who
cannot comply with the
market needs, 1n terms of
varicties, colour, maturity
and flavour, will rapidly
loso market share. As
new and better trans- J
portetion techniques
become available, in the
form of fastor transport
and more affordable CA

systems, the overall con- Room [orgrowth in Eumpean mango consumption

dition of mangoes will benefit,” he
said, singling out producors in
Honduras and Peru es examples of
lhow to produce and ship a high
quahty mango

As a result of working with 1ts sup-
pliers to present its customers with
consistently ligh quahity mangoes,
I"1K undertakes 1n-store promotions
and maintains a presence at trade

fairs In an offort to communicate
directly with consumers. “Mangoes
are now available practically all yoar
round, but if we focus and listen
even more closely to the needs of our
markets, as well as direct more ener-
gy nto “educating” the consumer,
we will continue to see above aver-
age growth 1n Europe for soveral
years to come,” said Mr Do Nacyor. B
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Brazilian producer expands
mango production

Frunorte expects exports to top 1m boxes in 1996

BRAZIL’S second largest fruit
exporter is secking to establish
itself as one of Europe’s most impor-
tant suppliers ot mangoes. Frunorte,
better known in the European fresh
produce sector as a producer cf mel-
ons, has extended the season and
increased production. The company,
based in north-east Brazil, now
hopes for a rise in European con-
sumption.

Only Mexico produces more map
goes than Brazil. Last year Brazil pro-
duced 25m boxes and the north-east,
with its hot, dry climate and low
humidity made a sizeable contribu-
tion to this overall figuro Most of the
mango volumes produced in north-
cast Brazil are for the export market,
indeed, the region sends 80 per cent
of its entire mango crop to major EU
markets like Germany, France and
the UK

Frunorte has decided to concentrate
its efforts on the UK. This year the
company will supply UK-based Red
Rose International with nearly
200,000 boxes of mangoes from its
farms on tho banks of the River Asst.
The season starts in Septomber and
continues until the following
January. The very latest irrigation
techniques and harvest management
have meant that production has
Increased each year since the compa-
ny was formed in 1986

Frunorte will have 286 hectaros
under mangoes by 1996. Over the
next throo years production 1s
expected to 1ncrease five-fold, which
means that output will soon top 1m
boxes. Frunorte says that 60 per cent
of its mango crop will be sent for
export. Next year the season will be
even longer, running for nearly 10
months from Apnl 1995 until
January 1996 Production for next
year 1s estimated at just under 0.5m
boxes

Frunorte's main variety 1s Tommy
Atkins which it produces on 1ts
farms at Martins, Baviera and
Arraial Nearly all of the land under
mangoes is given over to the produc-
tion of this variety apart from 10
hectares on the Martins plantation
currently producing Van Dyke,
Sensation, Haden and Keitl
Production 1s based on new
orchards, all of which have been
planted within the last five years

The largest farm, Arrawal, 1s expect-
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Mclon producer Frunorte 1s expanding into mangoes

od to produce 3,320 tonnes of man-
goes wn 1996, Van Dyke vroduction
at tho Martins farm will reach 163
tonnes 1n 1996 but the bulk of the
5,389 tonnes produced that year will
be Tommy Atkins. Experimental
plantings of Sensation, Hadon and
Keitt are not yet produced in suffi-
cient volumes for the export market

Frunorte estimates that marketed
tonnagos will be 20 per cent lower
than gross production levels. This
means that in 1996 the company will
actually market 4,312 tonnes of nan-
goes

Last year Frunorto established the
1S0-9000 quality control programme
It also invests in research and tech-
nological development and collabo-
rates on agricultural programmes
with some of the country’s leading
universities and experimental cen-
tres Installations include 800mn? of
cold-storage which cost US$7m

Irngation 1s essential 1in a climate
like that of north-cast Brazil In order

to meet its iirigation needs Frunorte
set up a subsidiary company which
is capable of producing 10,000
motros of polyethylene tubes on a
daily basis. Frunorte has over six
kilometres of open irrigation
throughout it farms.

The eco-system of north-east Brazil
is extremely fragile USDA has certi-
fied as to tho absence of the fruit fly
which means that Leavy posticides
can bo avoided. Frunorte practices
crop rotation and the use of integrat-
ed pest management. This system
was used on melons and extended to
mangoes for the first time this year
after initial tests revealed that it kept
fruit free of toxic residues and
helped lower the costs of production

This year the producers of north-
east Brazil are set 10 harvest 35,000
lonnes of mangoes. Mango consump-
tion 1n Europe 1s rising, European
umporters and consumers have react-
ed favourably to this fruit u



Israeli mango exports to hoom

Over 4,000 tonnes due in Europe this season

SRAEL is expecting that

production of mangoes
will grow by 60 per cent
in the next few years
thanks to large increase in
new plantings from cur-
rent levels of 1,800
hectares.

Agrexco 1s preparing to
export approximately
4,500 tonnes of mangoes
fiom a total crop of 15,000
tonnes this year botween
mid-July to September.

“Israeli mangoes are
gaining prominence in our
oxport basket"says Mrs
Orna Inbar, head of the
marketing mangoes at
Agrexco

Production of mangoes
underwent many problems
in Israel during the 1970s,
although there waes a grad-
ual growth in volume
thanks to the expansion of
new plantations Israel
found suitable vareties for
export and developed niarket miches
in Europe and, for the first time this
year, 1n the Far East as well.

The ecological conditions of mango
growing 1n Israel aro totally different
from those prevailing 1n tropical or
semi-tropical climates, where most
of the mangoes in the world are pro-
duced

A stniking example 15 already suc-
cossful mango production 1n the
Arava, @ desert-like region 1n the
southern part of Isracl wath little
rainfall and year-round sunhght.
“Lily, a new early ripening vanety, 1s
in great demand 1n the European
markets,” said Mrs Inbar, The suc-

cess of the Lily oxports last season
means that Agrexco 1s set to increase
export quantities of this vaniety dur-
g 1994,

Half of the mango plantations 1n
Israel are located in the hot basin of
the Sea of Galiloe, at altitudos of

betwoen 600 feet bolow and .0 feet
above sea level The remaining plan-
tations are 1n the coastal plain,
where mangoes ripen three weeks
later than 1n the Sea of Galilee
region

The three main mango varieties
exported from Israel are Tommy
Atkins, Kent and Keitt, which com-
prise 75 per cent of the total planted

orchards Othe. varicties include
Maya, a local selection enjoying suc-
cess on the local market, and Haden,
production of which 1s reducing
because yields fluctuated

Mrs Inbar said that the main mar-
keting efforts in Europe aro through
the big supermarket chains, Main
markets include the UK, with antici-
pated sales of betwoen 800 and 1,000
tonnes against over 500 tonnes last
season Germany, France, Spain,
Portugal and Benelux are also due to
receive mangoes this season, while
Agrexco is also developing the mar-
kets 1n Greece and Italy

Marketing Isracli mangoes this sea-
son in Europe will be accompanied
by appropniate promotional cam-
paigns, to be carried out in coopera-
tion with the major supermarkets.

“For the first time this season,
Agrexco is doveloping the market for
the Israeli mangoes 1n the Far East,
mainly in Singapore and 1n Hong
Kong", Mrs Inbar said. ]

Production and export of
mangoes from Israel
{in tonnes)

Year Production Export
1985 3300 970
1986 3500 830
1987 4500 1050
1988 4600 500
1989 7800 1370
1990 7600 1350
1991 12000 2800
1992+ 9400 2600
1993 13000 3300
1994+ 15000 4500

Source. Ministry of Agriculture,
Tel Aviv, April 1994

* frost damage ** gotimate
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Frosts cut Spanish avocado and mango crop

Lower exports force change on sector

AST YEAR'S severe frosts which

affected murh of Southern Spain
have lead to a 50 per cent drop in
production for many subtropical
producers. Subtropical farming in
the Iberian Peninsula is centred on
the Malaga and Granada regions of
Southern Spain where climatic con-
ditions favour the production of
fruits hike mangoes and avocados.
The region is a main point of supply
for European markets.

Volumes fell by as much as 50 per
cent last year and growers qualified
the crop as “poor”. The frosts have
meant that this year's exports will ke
almost half those of 1993, at around
20m to 25m kilogrammes of avoca-
dos and 0.6m to 0.7m kilogrammes
of mangoes

José Portoles of the SAT Trops
growers and exporters association
explained that attempts are now
underway to unify the various coop-
eratives in the area 1n orcer to ratio-
nalise production. The SAT
(Sociedad Agraria de Tranformacién)
to which Mr Portoles belongs 1s one
of the largest of its kind 1n the area in
terms of volume and variety and
markets fruit under the “Trops”
brand name for 220 individual farm-
ors and co-operatives

SAT Trops sends considerable avo-
cado volumes to France and the UK,
Holland, Germany end Denmark are
also important avocado markets.
Outside the EU, the organisation
deals with Switzerland and Austria
and, to a lesser extent, the
Scandinavian countries Mangoes
fetch better prices on the domestic
market due largely to cheaper han-
dling and transport costs even
though consumption has remained
static for some years.

The organisation 1s currently mar-
keting several new American avoca-
do varieties SAT Trops has just set
up a nursery with US company
Brokaw to scll young avocado trees
bearing Gwen, Whitsell and Esther to
associate cooperatives and the gener-
al pubhc.

The new American avocado vari-
eties, however, are more popular in
cortain markets than 1n others
Neither SAT Trops nor its customers,
for example, supply these varieties to
the French market since consumers
in France appear to prefer Hass
Gwen, on the other hand, 15 particu-
larty successful 1n the UK, Germany
and Switzerland Preference of size,
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like wvariety,
varies  from
country to
country. In
Spain  con-
sumers opt for
Hass in larger
sizes of 10, 12
and 14, while
Gwen sells in
smal’er sizes of
14, 16 and 18
in the UK.
New market-
ing mitiatives
are 1n the pipe-
Line to organise
the production
sector 1n order
to attain higher
levels of quah-
ty and to
ensure the
adoption of
professional
marketing
techniques Mr
Portoles said that the main problem
facing Spanish avocado growers is
that marketing is too fragmc . s+d He
also added that a more cohesive mar-
keting policy would “protect growers
from the damage of indepondent
speculators who do not uphold the
interests of investments in produc-
tion, which have been made with a
view to profit 1a the future”.
Additionally Spanish producers are
now having to deal with increasing
volumes of imported avocados from
South Africa, Isracl and Mexico Mr
Portoles believes imported volumes
do not match the freshnoss of
Spanish produce given the distances
mmvolved and the time it takes to
reach European markets. “The
advantage with Spanish produce is
its privileged position to the
European market. The products are
casily distributed end arrive 1n better
condition than produce froin Africa
and America", he said
In addition to mangoes and avoca-
dos SAT Trops produces lesser vol-
umes of other tropical fruits such as
starfruit, lychee, macadamia nuts,
cherimoya, hme and kumquats
which are marketed all over Europe
Over the last 10 years important
improvements have been made 1n
packaging which 1s now stronger,
better presented and can be fully
recycled, said Mr Portoles o

Spanish mangoes are easily distributed ta the European market




Gambia becomes source for
market-led mangoes

Radville Farms keen to push mangoes

GAMBIAN producer has plant-
ed one of the largest single plan-

tations of mangoes in Africa.

Radville Farms, a subsidiary of UK-
based importer Wealmoor, has 400
hectares under cultivation mcluding
11,000 mango trees between four and
seven yedrs of age. Each tree pro-
duces 75 to 90 kilogrammes of man-
goes per season which are sold in
boxes of four kilogrammes to super-
markets 1n the UK and other parts of
Europe

Wealmoor's Rati Dhanam told
Eurofruit Magazine that Radville
Farms concentrates on Haden,
Tommy Atkins and Kent and expccts
to murket 250,000 boxes of mangoes
this year Haden accounts for 60 per
cent of production while the remain-
ing 40 per cent is sphit equally
between the other two varieties

Mr Dhenani said that this year 50
per cent of exports will oe sent to
major British  supermarkets
Remaining volumes will be marketed
in Germany, France, Holland and

Belgium Some varieties sell better in
certain countries than in others
according to market preferences:
consumers in the UK, for example,
prefer Haden while Kent sells better
in France. Dutch, Belgian and
German consumers are happy to buy
all three vaneties

Preference of size can also vary
from country to country n Belgium
consumers prefer to buy larger sizes
hke 8 and 10 but in Holland smaller
sizes of 12, 14 and 16 are more popu-
lar The UK is perhaps the most fex-
ible market as concerns size bucause
British consumers will buy mangoes
ranging from size 7 through to 14

Though mango consumption looks
set to nise throughout Europe Mr
Dhanani 1s keen to promote the prod-
u-! 1n supermarkets He believes that
European consumers must be made
aware of the quahty of Gambian
mangoes so that they will choose
them rather than those of other
Afncan and Asian producers. “Trial
tastings should be offered 1n super-

markets so that customers will come
to appreciate the 5uponor quality of
Gambian mangoes”, ho said

Just as consumption 1s expected to
rise over the next few years, so too is
production. In response to this
Wealmoor is busy sourcing new mar-
kets hke those 1n Scandinavian
countries. Outside Curope the
Middle East is also an important
mango market, Mr Dhanari said
prices in the Middle East are often
better than those obtained in Europe.
Of course transportation can be diffi-
cult when exporting to the Middle
East, but all mangoes produced 1n
the Gambia are air-flown or shipped
1n reefer container.

All mango plantations are served by
a resident tree agronomist and the
minimum amount of pesticides is
used. Access to the US market is still
extremely difficult, however,
because of the demand for hot water
treatment. Mr Dhanani said that
Radville Farms would continue to
apply the very latest in pre and post-
harvest management to guarantee the
quahty of Gambian mangoes.

The National Investment Board of
the Gambia will be visiting Belgium,
the Netherlands and the UK from
May 2 to May 20 to promote all types
of Gambian fresh produce.

Leading landowners in The Gambia
seck partners for fiuit and vegetable
production and export to major
Europoan markets

/%f
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HORTICULTURE THE GAM BIA AN OPPORTUNITY TO INVEST

Competitive advantage lles in:

* close proximity to European
market

* competitive air-freight

* sea freight with 12 days to
Europe

¢ atemperate winter cimate

The farms are ideally located within 20
minutes of Banjul airport  Soils suitable
for truit and vegetable production and
abundant good quality ground-water.

Sample list of products and seasons

prodwce | J | F]M[A]M[J]JJA]S]O[N

ideally suited to off season
frutt and vegetables for the

Asparayus

Groon Baans

European market

Mango

* competitive agncultural wage

Molon-Galia

rates

¢ govemment tax and

Panaya

[~ Sweot com

investment tncentives

For turther information contact:

Ms F Dixon, Cargill Technical Services
13 Upper High Street, Thamz

.. and mciy more products

Mr S Wade, FAPE Office
The National Investment Board

Oxon OX9 3ER, UK
Tel (44) 844 201447 Fax (44) 844 261708

71 Hagan Street, Banjul, The Gambta
Tel (220) 288868 Fax (220) 29220
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Spain increases mango production

Tropical fruit offers hope to Spanlsh farmers

PAIN'S CASTERN sca-board is

acclaimed as one of Europe's pri-
mary centres of agricultural produc-
tion. The gentle Mediterranean cli-
mate creates the ideal growing con-
ditions for the many types of citrus
which can be found on supermarket
shelves throughout Europe. Rather
less well-known among the con-
sumers of the European Union, how-
ever, are the vast tracts of land in
Andalusia given over to the cultiva-
tion of certain exotics , like man-
goes, and established tropical fruits
like avocados.

The Andalusian micro-climate
favours the full range of exotic and
tropical fruits. Some, like avocados
and cherimoyas, relatively common
on European markets and others, like
kumquats, papayas and mangoos still
very much in the initial stages of
production and development It is
conceivable, and 1indeed probable,
that Spamsh producers of exotic and
tropical fruit will soon create their
own niche on many European mar-
kets

Thero are presently 8,000 hectares
successfully given over to the pro-
duction of avocados on and around
the coast of the Mdlaga and Granada
provinces 1n southern Spain These
areas produce an average 40,000
toanes per year, with industry
sources predicting considerable
increases in the near future. Mango
production, on the other hand, 1s
still very much in 1ts experimental
stages but 15 expected to increase

Spain is producing red and yellow-skinned vanietics

rapidly over the next five years Over
the last decade mango production
has spread over some 500 hectares
and 1s one of the most rapidly
expanding sectors 1n the Spanish
fresh produce sector

The removal of phytosanitary barri-
ers which protected Spain from
uncontrolled third country imports
has meant that volumes from outside
the EU now have open access to the
Spamsh market Spamsh mango pro-

t’ﬁ/‘!’lm mot
m}'[u;'\opeaha\léﬂon\thls
?w -based‘}broducerECura;a
_%, ) \Ltda betom
Ece mgfnth ‘and‘,f er world s

rk because ts=ys (he »offer bet-
‘ter‘busme..s opportunltxes »chlx\iu L
) Desplte increasu'g demand.in Europe
forT mangoes‘and other tropical fruits
-th%"éompanfvstopped supplying EU
rmarketsﬂn‘1992 ThlséyeanCura,a
Agncola e Exporiagio expects exports

*li“\\“ of 4, 000 tonnes thg‘\v gmtajo tysofi
Wdﬁngm

\-

e A

3
{gtion

“E3 »\5%

which will be consumed;on‘gthe

other South’ American\markets y&%é

\,,

year the compan?"marketed{fgﬂ H%)

2,600 tonnes of mangoes tqllts us
tomers wod&wideﬂmﬁﬁw\m
Last year's harvest was good(w th

sizes ranging from 6 to 14 and the com-
pany is experimenting with newer vari-
eties such as Kent and Van Dyke. New
plantings are expected to increase pro-
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duction must now compete on ths
domestic market with considerable
tonnages from established producers
such as Israel, Brazil, Costa Rica and
South Africa. Israel in particular will
be a tough competitor for Spanish
mango and avocado producers on
both the domestic and Eurpoean
markets given the closa proximity of
Spanish and Israeli production cal-
enders

But competition has not been all
bad Spanish producers have
responded positively, taking heed of
preforred varietiss and adjusting
their production accordingly. The
Spanish mango sector has been
encouraged to onsure that its plantj-
ngs are adequately grafted and to
offer tho consumer a wider choice of
mango varieties. At the moment
Spain 15 offering European con-
sumers favoured red or yellow-
skinned varieties like Tommy
Atkins, Irwin, and Osteen Kent and
Keitt are also popular to a lesser
extent.

Spanish conswners have welcomed
the liberalization of the market and
the improved choice that has accom-
panied it Mangoes and lychees have
been particularly well received. The
sweel-tasting starfruit is also a firm
favourite with the Spanish. Small-
scale starfruit production is also
underway 1 Spain and small ton-
nages bave already been marketed 1n
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Spain exporis more asparagus

Sales of white asparagus outstrip those of green

SPAIN is the EU’s largest supplier
of fresh asparagus. Though pro-
duction has fallen considerably over
the last two years, expori levels have
reached an all-time high with sales
of white asparagus three times high-
er than those of green varieties.

Export growth is essential to the
survival of the Spanish asparagus
sector since the domnestic market for
fresh asparagus is very small Large
consignments of fiesh asparagus are
frequently despatched to the markets
of Northern Europe but Spanish con-
sumers profer the tinned variety.

Luis Marin, Director of the
Asociafruit association of producers
and exporters which represents over
80 per cent of all Spanish asparagus
exporters, told Eurofruit Magazine
that of the 87,000 tonnes of aspara-
gus produced in Spain last year
11,700 tonnes were sent to Germany.
In addition some 7,030 tonnes went
to the French markot with lesser ton-
nages sent to Italy, Switzerland,
Belgium and the UK. Perhaps the
most important market developmer t
1n recent years has been the incr.e se
1n exports to France which | uve
grown from 11 per cent 1n 1987 to 27
per cent in 1993

Mr Mann also told Eurofruit
Magazine that growers and exporters,
are presently involved in several pro-
motional campaigns to boost con-
sumption in Germany.

Though exports of both white and
greon asparagus have shown a rise
on last ycar more than three-quarters

of theso sales relate to white aspara-
gus. Though Mr Marnin thinks that
this season’s results will be “more
than adequate when compared with
previous years”, he has expressed
doubts about the size of this year's
crop because of the prolonged
drought 1n southern Spain.

The drought-stricken regions of
Andalusia and Extremadura 1in
Spain’s extreme south are the coun-
try’s most unportant areas of cultiva-
tion with 12,290 hectares given over
to the production of asparagus. Other
unportant areas include Navarra-La

Rioja 1n the north where 6,800
hectares are given over to asparagus
production. The majority of Spain’s
green asparagus stocks come from
around the Granada region while in
Extromadwa production centres on
wlite usparagus

Spanish producers and exporters
are in regular contact with compa-
nies and growers' orgrnisations from
other EU producers such as France
and Greece. Greece 15 also a major
competitor given the lower produc-
tion costs 1t continues to command.®
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India looks for a place in the sun

Concern as grape exports set for great leap forward

SENIOR British fruit importers are
becoming increasingly concerned
that substantially larger exports of
seedless table grapes expected from
India this scason are likely to bring
a sharp drop in retrns to growers
and dent the continent’s reputation
as an emerging supplier of grapes to
Western Europe.

“It is very worrying”, commented
ono established London-based
importer of grapes from India. “If we
are not careful, we could see a repeat
of what has happened in the grape
export sector in Greece in recent
years”. Returns to Greek grape pro-
ducors fell heavily lact year as a
result of a sharp increase in competi-
tion between over 40 large and small
exporters. Five years ago there were
less than a dozen ostabhished suppli-
ers of table grapes to the UK operat-
ing in Greece

Major supermarkets in the UK have
shown very strong interest for
Thompson Seedloss grapes produced
1 India stnce exports to Britain were
first pioneered four years ago The
UK, Europe's largest single importer
of soedless grapes, has seen con-
sumption of table grapes more than
double 1n the last 10 years. Grapes
now rank fourth after apples,
bananas and oranges as the fruit
British consumers most like to cat

India, where pioduction for export
15 still in its infancy, 1s a particularly
atuactive source because its
Thompson Seedless fills a lucrative
market window between the end of
the Southern llemisphere scason and
the arnival of the first table grapes
from the Mediterranean basin
Kismis Chorm, India’s Russian black
seedless cultivar, has proven more of
a problem to export successfully,
with poor turnout on trial shipments
over the Jast two secasons

The small volumes of export quali-
ly Thompson Sced'ess marketed by a
handful of UK fruit importers 1n the
last two seasons have been generally
well-received. Indian exporters have
been buoyed up by very strong inter-
est thanks to relatively short crops in
both Clule and South Africa as well
as continuing difficulties 1n
Austraha, an established scedless
gtape source for the UK which has
had weather problems 1n recent
years

With both major Southern
Henusphere grape producers show-
Ing larger, longer crops this season
and mare encouraging reports from

UK supermarkets have shown strong interest for Indian grapes, importers say

Australia, India seems set to face the
full blast of competition for really
the very first time. Price pressure
should be much heavior as a
result And, after two trial years
when the sometimes indifferent
quality of export trials has been aver-
looked, Indian grapes are going to
face much more 1ntense scrutiny,
importers say

Since last summer grape producers
in the fruit growing state of
Maharastra have been deluged with
enquiries by a host of UK fruit
importers keen to cash n or the per-
cerved export potential Large num-
bers of smaller growers have also
come forward offering grapes for
export Unofficial reports are point-
ang to a ten-fold increase 1n exports
of grapes to the UK from India this
scason Sources say that the major
recfer container operators have
aheady taken orders for close on 600
units against total exports of less
than 100 containers last scason

Established importers are urging
producers to export only the best
quality product available “If they
don’t then the industry nsks ruining
its reputation before 1t has really
started”, Stmon Allfrey of Mack I'mut
told Eurofruit Magazine

The frunt sourcing division of the
UK-based importer and speciahist
supermarket  supplier  Mack
Multiples 16 one of four British

importers now sourcing increasing
volumes of grapes from established
suppliers 1n and around Nasik, the
town north-east of state capital
Bombay where India's grape export
industry is centred. Like Mack,
Frumar Ltd, part of the Werld Fresh
Organization, has importea since it
first bacame involved in Indian
grapes from tho Kalyan: Agro
Corporation, one of India's largest
companies, which set up an agro
dwvision several years ago and now
runs other programmes
alongside. Meanwhile, J.O Sims and
Three Ways International have pros-
pered with groupings of large and
small indepondent exporters from
the same area

All four UK-based companies are
expecting to market substantially
larger volumes of grapes from India
this year with first arrivals due in the
last week of March Cooal weather in
January has pushed the start of the
season back by 10 to 14 days These
increases should be accompanied by
marked improvements in fruit quah-
ty. Major importers have devoted a
large among of time and money to
help accelerate the learning curve for
grape growers who have only been
exparting to Europe for two scasons

For example, Mahagrapes, which
supplies Van den Brink partner com-
pany Three Ways International, has
employed on secondment a grape
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technologist from Chile who has advised on correct
orchard management and growing techniques

Impo..ers have also been working wuth suppiiers to
develop new cold storage and packing house facihities as
well as refrigerated trucking. “Pressure on the port
authonties m the port of Bombay has elso paid off”,
Chnstopher Sims of ] 0.S1ms Ltd told Eurofruit
Magaz‘se " They have agreed to receive containers after
the vessel has docked which nieans that they are loaded
much more quickly than before”

Meanwhile, -ew plantings by some of the larger compa
nies suggest that substantially larger volumes of grapes
will come through quickly in the seasons to follow
Frumar Ltd's supplier, Kalyani Agro, sees new export ori-
onted plantings as th. future for India and together with
other suppliers 1s planting new, larger vineyards across
the state

Interestingly, Mack Fruit and at least ono other importer
have plans to source grapes from Hyderabad, tho cast
coast city, where the wider diversity of plantings and
larger production capacity allows growers to push avail-
ability through June This expansion of fruit exports has
been encouraged by the Indian government Although the
authorities in Delhi have yot to remove a 05 per cent
duty on exports, there has boen some financial assistance
as well as duty concessions for capital goods imported in
connection with the production of goods to be exported
It has resulted 1n the construction of large numbers of
new pre-cooling and cold storage facilities 1n the state
wlich, importers say, will hetp maintain fruit quality
through the shipping season |

Dutch importer in deal with
Indian multi-nationals

Mark Four to increase supply of Indian grapes

IN ONLY its second year as a Dutch-based importc . Mark
Four plans to increase substantially supplies to European
customers of fresh Thompson Seediess and other grape vari-
eties from India.

The company will receive fruit, including grapes and man-
goes, from a group of five suppliers Incorporating some of
india’s leading multi-national companies like Godre] and the
ITC Group.

Since these companies will be exporting to Europe for the
second consecutive season, it Is expected that the quality of
this year's fruit will be much improved, said Mark Four
Director Vikram Prasad. Mr Prasad also claimed that yields
will be higher than last season.

This season Mark Four has targeted to receive arount 80 to
100 containers of Indian grapes.

Mr Prasad said that cold weather had damaged crops in the
Nasik region, but explained that Mark Four has suppliers In
other parts of India and thus expects a reasonably good per-
formance this season,

Eurofruit Magazine March 1994
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Jamaica expects jump in
tropical fruit production

Papaya and mango output o leap forward

New corporute mvestment .n Jamaica

ROPICAL fruit growers 1n

Jamaica are increasing produc-
tion of papayas and mangoes in the
expectation of capturing one fifth of
the total European market for these
two fruits within two years, And
imuck of this new expansion in pro-
duction on the Caribbean island
comes from corporate investors keen
to take up the opportunities that are
appearng in the export of these non-
traditional fruits to the EC.

“Papayas and mangoes ere already
among the lecading tropical fruits
consumed 1n major EC markets”,
said Diane Fdwards, senior trade
commissioner at the Jamaica Trade
Commission in Brussels “We belicve
there 1s still great potential to grow
sales” Jamaica's fruit sector is
braced for a massive increase 1 pro-
duction of a range of mainstream
commercial varieties 1n the next half-
decade papaya production 1s set to
climb by 70 per cent as 200 hectaies
of new farming land 1s planted with
papayas to add to the 350 hectares
a'ready 1n full production, while
mango production should jump by
200 per cent aver the next four years

Indeed, Jamaica's fruit export sector
has al:eady been quick to protit from
the steady expansion 1n year-round
demand for tropical fruits 1n Europe
The Jamaica Trade Commussion
reports that Jamaica doubled to 12
per cent 1its share nof total EC sales in
just three years winle Luiopean
demand for papayas and mangoes
expanded by 20 per cent i the five
yedrs 1o 1992

Solo, the commercial Amernican
variety, constitutes the large majority
of papaya production 1 Jamatca
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while mango plantings are made up
of Tommy Atkins and Kentt rather
than local Jamaican varieties, said
M>s Edwards

The Jamaican government has
sponsnred 1mtiatives to diversify the
country's agricultural sector into
new export products It has not had
difficulty in finding buyers for 1ts
substantial holdings in the country's
farming sector. The business and
banking sectors 1n Jamaica have been
attracted by the new opportunities 1n
development of papaya and mango
exports 1n particular For example,
NCB Investments Ltd, part of the
National Commercial Bank Group,
one of Jamaica's lead:ing financial
institutions, 1s funding tropicai fruit
production on part of 400 hectares of
prime farming land close to
Kingston, Jamaica’s capital city.
Clarendon Park Orchards has already
turned over 50 acres of land to
papaya production

Meanwhile, Jamaican fruit growers
have been able to take advantage of
improvements in lagh quality freight
links with Europe While the avail-
ability of air-freight poses few prob-
lems, the high costs involved have
not helped them competite effective-
ly against sea-freignted arrivals from
Contral America. However, success-
ful trials of sea-freighted shipments
of papayas and mangoes, brought in
reefer containers on board modern
recfer vessels carrying bananas to
Western Europe, are expected to give
Jamaican tropical fruit producers a
greater competitive edge. Not sur-
prisingly, Jamaica Producers Ltd, the
UK-based company which has
recently extended its holding in the
1sland’s banana production, 1s also
involved 1n the new production of
papayas and mangoes The company
has recently acquired some 2,000
acres 1 production in the Belvedere
region of Jamaica, Ms Edwards told
Eurofruit Magazine

Exporters are hopeful of marketing
larger volumes of papayas and man-
goes 1n established tropical fruit eat-
mg markets hke Germany and the
Beneluc countries To date, Jamaican
frunt sales have been concentrated 1n
the UK, where their share of total
papaya and mango sales 1s already
strong Fruit has been exported into
major Continental European markets
for some years “They will have been

boosted by recent developments:
well-placed trade sources told
Eurofruit Magazine that two leading
Jamaican papaya growers have now
concluded a lucrative, first-time con-
tract with the leading supermarket
chain 1n the Netherlands L]

Exporter sees
higher exotic
fruit sales

EXOTIC fruit sales in Europe
show great potential for
growth because general levels of
per capita consumption of a range
of exotic fruits are still compara-
tively low, says one o Colombia’s
leading exporters of exotic fruit
and vegetables.

“European consumption of
apples 1s one hundred times high-
er than demand for some exotic
fruit types”, Néstor Gutiérrez of
Bogotd-based exporter Frutierrez
Ltda told a MOFEL trade seminar.
“And increased demand for high
quality, higher value exotic fruits
and vegetable could help to dispel
some of the recessionary impact in
other parts of the fresh produce
sector”.

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

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

Bat lecding Swiss food retailer
Migros, whose sales of exotic fruit
and vegetable sales account for
seven per cent of SFri.ibn
turnover on fresh produce, reckons
further growth in exotic sales is
unhkely. “The boom is over for
some exotic iterns"”, said fresh pro-
duce trading director Hans-Rudolf
Mori. Migros does not expect
future sales of oxotic fruits to
cnjoy the same rates of rapid
growth as in the 1980s.

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




Gerber’s growth based in Southern Africa

Zambia, Zmbabwe and Kenya supply increasing volumes

R A

York Farms first exported from Zambia five years ago

NE of the world's largest

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

Complement

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

“Gerber Fresh Produce now has a
handful of excellont supply sources in
southem Afnca”, said Barry Fine, joint
managing director with former Fyfles
Group colleague Ken O'Sullivan “The
regon 1s now the comerstone of our supply
baso” The UK-based importer expects tus
year to import some 80 tonnes of fresh
vegetables from Zanbia, Zimbabwe and
Kenya to distnbute to major supermarket
customers 1n Bntain

iy

Increasing
Gorber Fresh Produce is also importing
increasing volumes of citrus fruit from
North Africa and South America as
well as melons and other produce from
France, Spain and many other sources
worldwide. It 1s also looking closely at
extonding its supply base in Turkey
and other parts of the eastorn
Mediterranean. it finished 1ts first
season of cherry imports from Turkey
carhier this summer which were
procured, packed and supplied from
within their own facilities in Turkey.
Gorber Fresh Produce says it is in a
position to take advantage of some of
the existing market contacts that the
parent company has via its network of
offices abtoad Gerber Foods has food
and dnink manufacturing subsidiaries
in France, Italy, Spain, Greece, Turkoy
and Israel

Success

“We have had some successes with
1mports of ugh quality fine vegotablos
from southern Africa”, Mr Fine told
Eurofruit Magazine Gerber Frosh
Produce imports a range of airfreighted
produce from established producers 1n
Zambia, Zimbabwe and Kenya. The
spread of supply across three major
countries allows it to extend the
marketing season, vary the range of

products and guarantee
continuity of supplies.
Although drought hit export
volumes from Zimbabwe
last season, its contacts in
Zambia allowed it to
maintain supplies at the
right levels

Capture

Last year'd collapse of
leading Zambian
horticultural produce

supplier Launa Farms lot
Gorber's supplier, Lusaka-
based York Farms, capture
a larger share of fresh
produce exports. York
Farms, set up over a decade
ago, grows mange-tout,
sugar snaps, babycomn,
sweotcorn and roses over
4,800 acros on two farms.
First exports to Europe were
made five yoars ago.

Last year the company
erected a new packing
house with coldstores and
rapid-cooling facilties while
a new annexe was added for hand-
trimming of sweetcom and mange-tout.
York Farms is starting to grow Jalapeno
and Fresno chillies too. Pre-packing at
source was also undertaken for the first
time last season, Gerber Frash Produce
food technologist Duncan Roscoe told
Eurofruit Magazine. Zambian fresh
vegetable exports have been greatly
assisted by the completion of now
coldstorage fucilities at Lusaka airport,
financed by the Zambian Export
Growers Assoclation (ZEGA) of which
York Farms is a momber.

Position

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

In Kenya, Gerber Fresh Produce's
sourcing operations are altogether on
a larger scale, with several tarms n
the Nairobi area providing lerge
votumes of fine beans in particular.
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Africa’s green shoots grow stronger

Vegetable exports have

L

STABLISHED fresh produce

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

“lmport volumes and sales can
mcrease”, Bud Holland BV managing
director Paul van Pelt told Eurofruit
Magazine “It 1s clear that there is a
future on major European markets for
produce of the correct quality and
price And since many of the products
that are now sold in Europe are already
well known, this relationship between
price and quality 1s likely to oe the
best boost for an increase 1n sales and
consumption”

Clear

If only on the basis of the number of
leading fresh produce importers now
involved, 1tis cleai that the availabnlity
of ligh quality produce 1 southern
Afnica has increased sigmficantly since

ry

o . R A ! b ¢ A
Horticultural exports from Zimbabwe rosa to well over Z$200m 1n 1992

the late 1980s. Eurostat figures bear
out the anecdotel evidence: African
countries havo accounted for a large
share of the riso 1n EC frash vegotable
imports from third countries as a
whoie, up from some 728,000 tonnes
1n 1988 to over 945,000 tonnes in 1991

Zimbabwe, already among the top
10 fresh vegetable exporters to the EC
in 1991, has scen an explosion in
rovenues from horticultural exports
since development of the sector first
started in the mid 1980s. Horticultural
exports have grown from Z$3.1m in
1985 to well over Z$200m in 1992,
according to ZimTrade, Zimbabwe's

national trade development
organisation

Profit

Meanwhile, figures from the

COLEACP, the European Liaison
Committee for promotion of produce
from ACP countries, show how ACP
countries have profited from the
increase n EC imports For example,
although total EC imports of French
beans moved ahead only marginally,
up from 34,600 tonnes 1n 1987 to
37,900 tonnes in 1991, the total share
of Afncan, Canbbean and Pacific
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countries increased sharply, up from
48 per cent (16,594 tonnos) in 1987 to
just under 60 per cent (22,458 tonnes)
in 1991.

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

Indeed, expansion of production into
now areas of southern Africa has
helped the region consolidate and even
expand upon existing marketing
opportunities in Europe. New growlng
areas across <outhern Africa have been
developed to push avallabllity of fresh
vegetables through December and
January, largely at the expense of
Central America which is likely to see
its market position dented as a result,
distnbutors say. UK importer Frumar
told Eurofruit Magazine that 1t 1s now
secuning year-round supphes of mange-
tout from Kenya. “Suppliers are
becoming more successful at growing
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this product”, senior marketing
manager Simon Smith told Eurofruit
Magazine

Reputation
Fresh fruit and vegetable producers
in southorn Africa are enjoying a
reputation for high quality produce
which has given them a major
competitivo advantage in EC markots.
“The succoss of African vegetables has
a lot do with their high quality”,
confirmed Norbert Timme of
Hamburg-based Trofi
Tropenfruchtimport GmbH. “They
have benefited from proper post-
harvest handling, installation of new
coldstores and refrigerated trucks for
transportation as well as long-term
planning of production”, For examplo,
substantial investment has been made
in Zambia where large coldstorage
facilities financed by the Zambian
Export Growers Association (ZEGA)
were completed at Lusaka airport
earher this year. Exporters already
report quality improvements

Yet the availability of air-freight is
likely to be as much a determining
factor in the duvelopment of exports
from southern Afnica as improvements
n production techniques.
“Availability of air-freight space 15 a
major  problem”, Starfruit NV
managing drrector Christian
Decannitre told Eurofruit Magazine.
The Belgian importer, which
gonerates 30 per cent its BFribn
turnover from imports of produce
from Africa, 1s oniy hopeful of
increased availabihty in Belgium via
Sabena But freight rates in general
seem disproportionately higher 1n
Zama, Zimbabwe and Kenya than
from other parts of Africa

Pace
Mare worryingly sull, avalability of
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nsumer awareness of baby vegeraln needs to be mied

air-freight space is unlikely to keep
pace with expansion in production,
Some aro already warning of sudden
expansion 1n mange-tout production
in Zimbabwe 1n particular, whero
tobacco growers are continuing to
diversify  into  cash-generating
horticultural exports. Flowers, which
tends to achieve higher returns than
vegetables per cubic foot of air-freight
space, have enjoyed a more rapid
oxpansion in exports: Zimbabwe's
Horticulture Promotion Council (HPC)
is estimating flower exports of 6,000
tonnes in 1992-93, more than twice
volumes shipped in 1989-90.

Tho prospects for an improvement
in the availability of more air-freight
space soem patchy. “Airlines aro
working very hard to offer sufficient
space throughout the year”, said Mr
Timme, “and they are doing their bost
to charge rates which vegetables can
stand”. Indeed, air-freight rates from
southern Africa can account for more
than 50 per cent of the total product
cost. Not surpnisingly, some say it is
likely that any new marketing
opportunities could be determined by
new mrline hnks. And in these
circumstances 1t seems that the
continued emergence from isolation
of South Africa leaves 1t perhaps best
placed to profit.

23,

Expand
The potential to expand demand in
Europe is high, say leading European
importers. Certainly, the year-round
trade in high quality added-value
products from Africa and a range of
other sources has transfixed British
-upermarket chains in particular. In
these circumstancos, tﬁo European
market is relatively underdeveloped.
“There are opportunities to push up
demand for products of this kind all
over Europe”, said Otto Reimers cf FTK
Holland BV. Some Continental
Europeen fresh produce importers are
hoping to record large increases in
sales:  Dutch  importer  Hagé
International BV {s confident it can
achiove “incredible” salos volumes this
season to cope with new production
from a number of projocts it has in
hand in Africa. Fresh produce imports
from Africa already account for over
10 per cent of total turnover, Hagé said.
There is a geneial perception among
importers that it will not require much
offort to increase sales of a number of
core products from Africa. The taste
and quality of the produce guarantoes
theni a future, they say. “There is
tremendous potential”, Nigel Pell of
Goest Tropical Produce told Eurofruit
Magazine. “But thero is a noed to
increase consumeor awareness for
cortain baby vegotables and légumes”.

Gpened

Parts of southern Europe would appear
especially ripe for expansion wgom
there is likely to be an opportunity to
“piggy-back” new products into a
market which has opened itself rapidly
to imports. Italy, for example, has seen
a more than threefold increase in its
total vegetable imports in six years, up
from 67,300 tonnes in 1987 to 211,600

" in 1991, Sabrosa Italia, the Milan-based

oxotic fruit and vegetable importer,
roports sharply increased activity since
it was set up in 1890. “Thore is still
space to market exotics”, Roberto
Merkowicz told Eurofruit Magazine.
Although it is predominantly in fruit,
Africa alroady accounts for 15 per cent

Fresh vegetable imports into the EC (in tonnes)

1987 1988
Zambia 302 803
Zimbabwe 640 a10
South Africa 7,479 6,239
Kenya 14,258 15,444

of it total imports. [ ]
1889 1990 1991
1,174 1,875 1,849
1,003 1,886 2,642
4,903 7,234 12,229
17,023 18,293 17,862

Souice Ewrostat



Fine vegetable exports
maintain growth

Pre-packs our speciality, says Tropical Splendor

“Demands are very specific.
We make sure we meet these
requirements by giving the
correct seeds to our growers,
the right information on
pesticide use, handling and
s0 on. Quality, consistent
supplies and special service
lie behind our success.We're
now ready to enlarge our
business with Europe.”

The main lines Tropical
Spleador exports to Europe
include mangetout, sugar
snaps, French beans, mini
vogotables (courgottes, green
and yellow squash) and green
asparagus. Woekly availa-
bility currently stands at 12
tonnes for mangetout, eight
tonnes for sugar snaps, two
tonnes for baby vegetables
and four tonnes for Fronch
bsans. °Although all of the
vegotables can be produced
T | throughout the year, peak
PR — shipments are from October
Verdnica Barillas, managin to May, prior to tho start of
Splendor Guatomala's ramny season

LTHOUGH Tropical Splendor Tropical  Splendor packs  its

has only been in business for five  vegotables in 2.2kg net cartons.
years, it has already developed a  Mangetout and sugar snaps can also
strong client base in Europe with be packed in 150g plastic trays coverod
special pre-packing orders carried out  with plastic film. “We pack those 27
for German importer Weichert and to a tray and they're very popular in
Dutch importer Hispafruit. It is also Holland and Germany”, said Ms
a regular supplier to other well-known  Barillas. “Wo'ro very careful to ensure
European importers like Wealmoor, that we chooso only the very best
Exotimex and Trofi. “We know that vegotables from each crop, then
very special quality is required for pre-cool and pack them carefully in
Europe”, managing director Verénica order to preserve their natural
Barillas told Eurofruit Magazine. characteristics.” n

g director of Tropical

Guatemala’s
largest
cooperative
invests in new
facilities

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

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

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




Europe’s mango boom

The development of seafreight has had a large
sales in Europe. Eurofruit Magazine talks to ex

part to play in the rapid increase in mango
porters and importers about the increasing

popularity of this fruit and prospects for sales this year

Al L
Mango production in Puerto Rico

Creating an identity

West African mango producers are unsure whether they should
imitate the model of their competitors or carve out a new image for

themselves

EAR TO 40,000 tonnes of

mangees were imported by the
ECin 1991, of which 8,500 tunnes were
supplied by ACP producing countries.
The UK 1s the Community's largest
censumer of mangoes, acceunting for
13,000 tonnes in 1991, followed by
France, the Netherlands, Germany,
Belgium and Portugal. Ou the supply
side, the ACP countries — mainly West
African in this case — have accounted
for a stable 25 per cent share of the
market since 1987, with total mangoe
sales increasing by 0 per cent over
this same period. Indeed, the league
of supphiers has hardly changed in
this time. Puerto Rico and the USA
have maintained a stranglehold over

the market, followed by Brazil,
Venezuela, Mexico and Israel.

Stable from 1987 to 1991, mango
exports from the Ivory Coast are set to
increase this yoar to 3,000 tonnes.
These will be supplied by four export
groups: Idefor, Ifruitrop, Ranch du
Koba and Sitab. Meanwhile, in
Burkina Faso, exporters Ucobam and
Flex Faso are predicting exports in the
region of 1,000 tonpes

Sea or aur?

The main difference between mangoes
from Africa and mangoes from America
and Latin America 1s one of transport
costs  Seafreight, which is twice as
cheap as airfreight, 1s the best means

of transporting sizeable volumes of
mangoos overseas. Some African
exporters now believe that they too
must transfer over to sea technology if
they are to maintain a strong market
position. The changeover is relatively
casy for certain markets such as the
Ivory Coast, which already possess
good port facilities. The move
obviously becomes complicated for
landlocked countries such as Burkina
Faso and Mali. Burkina is looking at
transporting mangoes in containers to
the Ivory Coast port of Abidjan, while
Mali has not as yet come up with any
viable solution. For the timo being,
the airline services of Alr Franco and
Air Afnique romain Mali's only
solution for transporting mangoes to
Europe.  Guinea suffers similar
problems — its port at Conakry lacks
the necessary infrastructuro to cope
with refrigerated vessel arrivals

Varieties and quality

In addition to the logistical problems
facing the West Africans, there is also
the question of whether the mangoes

Eurofruit Magazine May 1993
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can withstand tho journey by soea,
The issue deponds to a large oxtent
on the maturity of the mango and
date of harvesting, aspects which
are being worked on at present.
Furthermore there 1s the problem
of the varietal range In spito of
its excollont oating qualities and
attractive coloration, Amelia, the
main vanety produced, is often
rejected by consumers because of
its green-orange skin, which is
thought to bo less attractive than
some of the American varieties.
West  African exporters arc
aware of the issues but beliove
that they could develop a trade
on the back of their different
varfetios and the advantage of
airfreight in terms of end quality.
Howevor, only a very small
amount of money has boen
invested to date in promoting the
Wost African varietles to the
European trade and consumers.
Nevertheless, some exporters
have made significant improve-

- % : R

5o (s L,
Afnican exporters aim to develop sea freight

ments to their mango businesses in
terms of qualitv, farm structure and
varietal range. One example is the
dovelopment of large orchards, such
as the 170 hectares owned by Koba to
the north of (he Ivory Coast, whore
many varieties have beon planted
including Zill, Kent, Keitt and Haden.
This has helped not only to expand
the range on offer, but also to
strengthen the prosonce of West
African mangoes on the Europoan
market, Starting with Amolia and
running through to Kent, exports can
now be staggered from Fehruary right
through to July, with poak shipments
from April to May.

The West Africans are also looking
at the issue of packaging very carofully,
To dale Skg cartons have beon used.
Exporters aro now beginning to sticker
their fruit and hope to increase
consumer sales through identification
of the Amelia variety. This process
could help consumers overcome their
reluctance to buy Amelia because of
Its external appearance. n

Eurofruit Magazine May 1993
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Agrexco to promote mangoes in Europe

The first experimental mango plois were planted in Israel in the 1930s, but it is only since the 1970s that
mangoes have become an important item in Israel's export range

ROM mid-July to mid-

November 1993, Israel
aims to export an all-time
record of 5,000 tonnes of
mangees, according to Orna
Inbar, head of the mango
marketing desk ol Agrexco.
The main markets will
continue to be Spain and
France, but owing to the
large  quantities  pro-
grammed for export this
year, special promotional
campaigns will also be run
in the UK, Benelux and
Switzerland.

The development of
mango plantations in Israel
is a direct result of the in-
crease in demand for tropi-
cal fruit both on the
overscas and domestic
markets. Realising the po-
tential mangoos offered for
oxport, researchers worked
for yoars in Israel to over-
come tho problems that
restricted mango develop-
meont. Those included the
seloction of adoquate soil
typos, the recommendation
of suitable rootstocks and
the choice of varieties for
different production areas.

Mango plantations in Is-
rael today cover 1,800 hec-
tares, with yields
approaching 12,000 tonnes
This figure is expected to

&2 K oo N 1 "
Most of Israel’s manga orchards are lo
of Galilee

Israeli mango production

1993 l

(tonnes)

Production Export

1985 3,300 970
1986 3,500 830
1987 4,500 1,050
1988 4,600 500
1989 7,800 1,370
1990 7,600 1,350
1991 12,000 2,800
1992 9,400 2,600
15,000** 4,800

* Ireeze damage
** Estimate

Source: Ministry of Agriculture,

Tel Aviv

increase by at least €9 per cont over
the next fow years, according to Shaul
Homsky, chief specialist for sub-
tropical fruit crops at the Ministry of
Agniculture 1n Tel Aviv

Isracl’s chmate 1s very different to
the tropical or sem-tropical climates
where most of the world’s mangoes
are produced. Israel's rainy season,
which runs from November to March
and cool might time temperatures from
December to February, have led to
shightly smaller trees in Israel than
those of the same age 1n the tropics
However, the trees are said to flower
profusely i the spring  Tho long,
warm summer calls for extensive irri-
gation of the plantations but there 1s a
notable absence of anthracnose, a dis-
easc which causes many blemishes to
mangoes grown 1n the tropics

Half of Israel’s mango orchards are

located in the basin of the
Sea of Galilee at altitudes
between 600 ft below and
700 ft above sea level. The
romainder of the plantations
can bo found along the
Mediterranean coastal plain,
from the Lebanese border in
the north to the Egyptian
border in tho south. In theso
arcas, mango fruits mature
three weeks later than in the
Soa of Galilee region,

The three main variaties
grown in Israel are Tommy
Atkins, Kent and Kaeitt.
Theso account for 75 per
cont of the total planted or-
chards. Other varioties aro
Maya, a local variety which
is very succossful on the do-
mestic market but not suit-
able for export due to its
small size and rolatively
short shelf life and Haden, a
varioty which is erratic in

roduction in Isracl and no
onger recommonded for
planting.

Tommy Atkins is fa-
voured for new plantings
due to its good average
yiolds, colourful appearance
and oxcellent shelf-life. The
Kent variety also performs
well, as does Keitt, a rela-
tivo newcomer to Israel.
Keitt is said to have the
longest marketing period for
any one variety, boing available from
mid-Septomber to mid-Decomber.
Another up and coming varioty is
Palmer, a colourful mango grown for
export.

Mrs Inbar of Agroxco told Eurofruit
Magazino that marketing efforts in the
UK this season will concentrate on the
supermarket chains. Agroxco hopes
to supply 800 tonnes to the UK this
year, in comparison with 200 tonnes
last year. Mrs Inbar believes that
European consumors are now fully
aware that the green skin of certain
varieties does not mean that the mango
is unripe. In addition to its plans for
the UK, Agrexco also aims to export
900 tonnes of mangoes to France, 800
tonnes to Germany, 700 tonnes to
Span and 400 tonnes to the Benelux
countries ]
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Year of the mango

UK supermarkets believe mango sales are set to soar

ELST TROPICAL PRODUCE has

been appointed exclusive UK
distributor for Puerto Rican mangoes
under the “Pango Mango” brand.
Stzphen Woodhouse, trade and
marketing manager of Geest Tropical
Produce, told Eurofruit Magazine that
Geest intends to bring in 250,000 to
300,000 cartons under the new
airangement this year. Varieties will
include Irwin te Parvin, Tommy
Atkins, Haden and Keitt, with the
season stretching from April right
through te November.

Quality from Puerto Rico at the
boginning of April was said to be
reasonable, with Geest supplomenting
supplies with airfroighted mangoes
from Venezuela and Coloinbia.
Seafroighted arrivals are expected to
commence 1 May. “Geest has been
working very hard at doveloping
mango saios”, Mr Woodhouse told
Eurofruit Magazine “We have run
several  campaigns with  the

supermarket chains and intend to run
many moroe. Sales are expected to
porform well, so well in fact that some
of tho supermarkets believe this yoar
could even be the year of the mango."”

Goest has also been developing its
own production of mangoes in Costa
Rica. First ostimates point to supphes
in the region of 100,000 to 150,000
cartons this year, with the potential to
roach much higher lovels in futuro
yoars. The mangoes will be markoted
under the “Geest” brand and should
bo available from the end of May to
July.

From July to August, Geest plans to
distnbute significant volumes of
mangoes from Israel through Agrexco,
beforo moving on to other suppliers in
the run up to Christmas. Nigel West,
product manager, said Geest always
aims to deal with two suppliors at any
one time, in order to ensure the highest
servico levels to the customer,

“Mangoes aro still troated as oxotics,

Steve Segal of Fruit International,
suppliers of “Pango Mango” brand

but wa could sce a great increase in
salos ovor the next two years”, he
commented. “Thoy must be
ostablishod more thoroughly as en ftem
before attention is paid to promoti
individual varioties. It will only lea
to confusion if we try to introduce too
many varietios at onco. At the momont,
mango availability is simply driven by
season. But in timo, there will be more
demand for certain varleties which
consumers will oxpect to see year-
round.” |
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Holland shows strong interest in mangoes

FTK Holland believes potential exists to develop sales further

o,

N 1992 a total of 11,180 tennes of

mangoes were imported by
Holland, of which Brazil accounted
for 22 per cent, Seuth Africa 14 per
cent and Puerto Rico 13 per cent.
Achilles de Noeyer of FTK Ilolland —
a company which captured an
approximate 30 per cent share of the
Dutch market for mangoes last

There are still some weeks in the year when mango supplhes are short

year — believes further growth is
possible. “Sales of real exotics are
growing at a rate of 20 to 30 per cent
each year in Holland and FTK aims to
keep in line with this development”,
he said.

'n early April, FTK was just finishing
its South African r.ango programme
and entoring a new scason of imports

from Mali, Burkina Faso, the Ivory
Coast, Mexico, Guatemala, Puerto Rico
and Israsl. However, in spite of all the
talk of year-round availability, Achilles
de Naeyer says that there are still some
woeks in the year when mango
supplies are short, as one crop ends
and anothe:. starts, “Due to new
growing techniques, some varleties can
be harvestod over a longer period,
enabling both importers and exporters
to spread volumes more ovanfy and
avoid oversupply in a short period”,
said Mr do Naeyer. “However, there
are still some gaps to bo filled.”

Mr de Naeyor added that the quality
of the mango crops varles greatly from
cour'ry to country. One problom, he
believes, is that there are no official
packnging and quality standards for
this item, so roquirements depend
solely on the nends of the individual
importer.

FTK Holland brings in most of its
mangoes by sea, with small quantities
brought in by air at the beginning of
cortain mango seasons. At the time of
writing, Mr de Naoyer said that the
mango market had been very stronyg 1n
Holland, but that the heginning of May
should sce a roturn > normal selling
prices duc to abundant volumes
expected on the market. L

Y AT HILE the UK and France

continue to be Europe's
leading importers of mangoes, sales
are rising cousiderably in Germany
as well with*mango imports now
exceeding avocade imports. Klaus
Pape of Atlanta Scipio told
Eurofruit Magazine that mango
imports now exceed 10,000 tonnes
every year, & figure which reflects
the increasing interest of German
consumers in this item.

Atlanta concentrates primarily on
Puerto Rico for its mango supplies.
“From April to September 1993 we
aim to strenghten our imports of
mangoes under the “Pange Mango"”
brand”, commented Mr Pape.
“These are supphed by Fruit
International in Puerto Rico and
have achieved very good resulls in

Eurofruit Magazine May 1993

recent years.” Irwin, Haden, Parvin,

German mangoe imports soar

Germans are now eating more mangoes than avocados

Tommy Atkins, Van Dyke and Keitt
are the main varieties Atlanta plans
to import. Mr Pape told Eurofruit
Magazine that the first arrivals from
Puerto Rico were due at the end of
April, although alr shipments had
commenced several weeks earlier.
“QOur eventual aim is to bring all of
our {imported mangoes into
Germany by sea”, commented Mr
Pape. “The voyage from Puerto Rico
is perfectly suitable in this ect.”

He addod that work is now being
undertaken to find the most suitable
type of packaging for mangoes in
the future. Retail demand tends to
centre on module sized packaging
and 80 x 120 cm pallets, Mr Pape
said.

Ehud Peikes, general manager of Fruits
International, Puerto Rico
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by East Asiatic
Ema’s is a brand of EAC Export which is
a part of the East Asiatic Group, founded in
1884 as a trading company. The EAC group
now consists of 114 companies, 41 associate
companies and is staffed oy more
than 14,000 employees worldwide.
Included in its portfolio, is an
international sea-freight network
which will be increasingly utilised as
new technology wakes shipping fresh
produce by sea more viable.
EAC Export handles Ema'’s fresh

fruits and vegetables from its o ices
in Thailand ard Malaysia.

EAC Export Corporation

(Thailand) Umited

1168/92-109, 31th Floor Lumpin! Tower
Rama IV Road, Thungmahamek, Sathom
Bangkok 10120

Tol . (662) 2856677, 2866682

Fax (662) 2874628

Telex 82615 ASIANC TH

SPALRDRMG & PARTNE RS



fresh,  fresh,

In the natural fruit and To guarantee our products amve at "vi RS L‘[ e e offer a customised packaging
vegetable business, fresh their destination fresh, Ema's e E,'_i“ s [¢¥8. and labeling system that is as
meAﬁ szaccas " employ a quality control ; 2 Ay ﬂexrge asitis
e finest fres| system \ Y comprehensive.
proﬁg;]ce, 3acked that : FRO THE RTH Y r uce can
an ;

delivered

any brard name
fresh

and packed 1n

That's the promise Ema’s
makes to every one of

our clients.

For years, we've been supplyng

international markets wath the finest fresh

picked. Fruits and vegetables
are transported in refrigerated trucks
to our wareh suses where they are

ights, or in
pouches, boxes or bulk containers. Ema’s

own brand is packed with
hfrwrsandvegd:dbla. “{rhmlgdaj? and mgﬂam Ireated, inspected an emronmentally-endly
ave come to rely on the ue that materials, atthough as a market
is associated exclusively with Ema’s brand transported ;

driven company we offer 2 vaniety of
produce.

different options to our chients.

———————
ENVIRONMENTALLY.SAFE
PACKAGING OF ALL SHAPES
AND SIZES

R 8 ~‘r'rﬂT geo

The quahty (.
of Ema’s fresh'§
frurts and
vegetables 15 a
lot more than
skin deep They
not only look
fresh and
healthy...they are.

Growing food
organically comes
naturally to Thais. Modern technology is 4

used for harvesting and transportation bu
the quality 15 as pure and healthy as it
has been for centur.es.

ANNUAL FRUIT & VEGETABLE AVAILANILITY
AVATLABLE N
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Thailand
Exotic




Raby hanops

Scientific name : Musa sapientum

Custard apple

Scientific name : Annona squamea

Durian

Scientific name 2 Durio zibethinus

Baby banana is one n three mai varicties of banana i Thatland Thisvanely has a
thin skin anc has a bright polden vellow color when nipe 1t 1s harvested mature preen
Storage and ripening

Banana can be stored when mature green a1 15°C 9193% RH for 14 davs Controlled
npenng s undertaken at 21 2°C Humidits 1n the ripeming room should be maimtained at
8390° The npeming room should be gassed once a dav on two successive davs uniil there
15 an ethvlene concentration of 100 g}l

Supply by month

Mid of June Mid of Norember

There are many species of Annona in Thaland The main commeraial species ts A
squamosa The fruit & formed by the fusion of the numerous carpel wth the fleshy receptacie
The pulp 1s aromatic witha sweet creamy taste and encloses large, black, shiny seeds

Storsge

The frur generally npen 3-7 days afer harvest. becomng soft and easdly damaged
Optimem storage condition 15 15-20°C at 85-90% RH
Supply by month

Mid of June-July

Dunan i the best knawn fruit n Thailand The frut s ovoided to elliptical in shape
and weighs 25-35'kg s surface 15 covered wth thick spes and green at first but changes
10 greenush vellow when fully npe The frut s capsule. sphtting into 4-5 segments  of irru-
gular wadth 1o hberate a bow of soft, juky, cream-<olor pulp (anll) Inside the pulp s a
tow of large brown seeds

Storage and ripening

Frui hanested from the trec often has o shelf e extending to | week Howerer frut
can be stored for up to 2 weeks at 15°C

Supply by month
Mav-July
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34.

The guava frunt are round to pear shape ls skin color ranges from vellowish green
o green while the flesh 15 white The fruit has a charactenstic aroma and 1s rich 1n Vitamia
C and niacin

Storage
Guava can be stored when mature green at 10°C., 90.93% RH for 2 weeks
Supply by moth

all vear

Gruava

Scientific name : Psidium guajara

Langsat s a typical Southeast Asian fruit tree ltgrowsto¥ 12m high and hasdark 5
green pinnate leaves The fruits are composed of five carpels and containing a whate feshy
trssue Each frurt has one biter testing seed The flesh i aromatic and has a pleasant slighths
acd tasle

Storage

Sound fruits remam attractive for a maximum of 4 davs under ambwent temperature

Supply by month
July Mid of August

[ansat

Scientific name : Lansium domesticum

The longan s eelated to the lychee and is similar 1 appearance The shin tends to be
light brosm The longan (ruts are mostly marketed with stem Tts Navour 1s musky and dis
tinctie quite unhke hehee and rambutan  Matunty 15 gauged bu fruit shape skin colos
and taste

Storage

In general the fruit stores Jonger under refrigeration than do hchees and there 15 no
sgnuficant color change n pencarb nor a substantal tendency (o posthanest rots Usualhy 1t
can be stored at 10°C %0% RH for 10 davs

Supply by month

Juh- August

Longan

Scientific name : Euphoria longan



35.

Lichee 1 a fasty beautful frunt [1s round enowd o heart shape and 15 34 cm kong
When npe the skin 1s dark red in color scaly and shell ke in textuse The Nesh 15 peatly
white translucent and ey ke Tts sweet Mavour which s subacid 15 quite distinctie tn
its charactenstic

Storage
The Iychee quickly foses its bright red color a few days aftes harvesting Optimum
storage conditions are at 5°C with 9095% RH and 1n polythylene baps which can retain
the lvchees pood qualits for 2 weeks
Supply by month
Mud of Mav Med of June

Lychee

Scientific name ¢ Litchi chinensis

The frunt has an oblong shape and contains a Large lat sced The outer skun n s full
npened stage 1s yellow to orange. juicy has an aromatic flavour Mangoes are a full source
of vitamuns A and C

Storage and ripening
The mango fut peled at the mature-green stage. will be fully npe m 7-14 days The
cold storage roqurement of mangoes 5 13°C at 0% RH (for 3 weeks) However ethylene

treament &t 100 ppem for 48 bours a1 25°C and %% refate bumdity enhances frut npening
and color

Supply by month
Mid of April May

Mangosteen 1 a typical Southeast Asian frunt tree The frunt 52 berry present which
15 some 4-6 em 1n diameter with a thick leathery nind which becomes purple when the frust
15mpe Insde are 5-7 segments of white jelly ke flesh which 15 sweet, shghtly acwdic and
has a extremely pleasant faste

Storage

Storage conditions for mangosteen are 15C at %0-95% RH, and can be stored up to
Iueeks

Supply by month
Mid of May-June, September

Mangosteen

Scientific name @ Garcina mangostana



Papava (ruits can be produced the whole year round Thev are oblong and weight
05 2kg per lrun Thes are hanvested when mature green When it npes the flesh s vellow
to orange color soft and jues  The surface of the central cavity 1n the frui 5 covered
with dark prav pea sued seeds

Storage and ripening
Papava rs siscepuble 1o chulling injuns bekow 15°C Thev can be stored 13°C at & 9,

RH for 2weeks. Papava can be mpencd quickly by the use of ethylene and high temperature
Gasstng wath ethvienc ai a concentrauon of 200 g/l 30-32°C for 2.3 davs will hasten 1

pening
Supply by month

A vear

The frut s berms oval or round and § & cm inlenght The fruit develops on a vine
Inside the fruic1s a mass of pulps tiue. containg numerous seeds which bave  pleasant
aroma

Storage
Passion frun stored at room temperature for a few days will shrvel as the nnd dnes

Fruit can be stored for up to 410 3 weeks with mimmun losses of fruit weight at 3°C and
§0:90% RH

Supply by month
Mid of August January

ft1s perentat monocarpi herb The compound frurt 1 formed by fusion of the par
therocamic frunlets wath the bracts and the central anis of the inflorescence 1t takes 3
months fo npen On top of the frun v a crown of feaves, which continue 1o grow wnir the
fruit s mature

Storage

Frut is picked 10 2 half npe waze Frunt can be stored for 2 weeks at 10°C and 85 9%
RN

Supply by month

rear

Papayva

Scientific name : Carica papaya

Passion frit

Scientific name : Passiflora spp

Pincapple

Scientific name : Amanas comosus



The frutts are about 10-JVem in diameter globere or shehth flatiened At matunty
the trunt 15 light green to vellow The nnd s soft puibn ink or white and about | o thick
The centre of fruit mas be solid but more commonly s open The segment walls of the frut are
tough but can be easihy seperated from the farge juice vesicles

Storage

The fruit s eass to markel as 1t stores well and does nol brusse easily They can store
wellat 10°C 90.95% RH for |10 I months

Supply by month
August October

A TN E

Pummelo

Scientific name ¢ Citrus grandis

Fruts varv in shape from round to oval and are covered with long soft, fleshy green
hairs The outer skin changes color from green to red as t npens Insde the frut 1 2 sngle
secds enclosed in 2 white, transparent covenng which 1s juicy and sweetaad in taste

Storage

Opumum storage condition for rambutan 1s 15°C a1 %-95% RH They can be stoved
upto ] weeks

Supply by month
Mid of May-Msd of July. August September

Rambutan

Scientific name : Nephelium lappaceum

The tamanind 1s natve 1n tropical Afnica It grows up to 24 m high The fruit, bean-
fihe wmegularly curved pod with brown color at mature The sceds are surounded by a sticky,
brown pulp It senves both es a food and a refreshing aad dnk

Storage
Tamarind pod can be stored at 3°C for a long peroid

Supply by month
Junuars Mid of March

Tamarind

Scientific name : Tumarindus indica

EY



1352 natne plam of Indanesia 1t 1s normallv shont and dumpy Frun are m nght
globose bunches and covered with tegularly arranged scales deseloping from the shan of
the fruit: The fruns enclose a soft transtacent pulp with 1-3 blackish seeds

Storage
Salak can store well at 15°C with 5-90% RH

Supply by month
June-Mid of July

Salak

Scientific name : Safacca edulis

Santol 15 2 welt known Asian fruit The fruit 1s round slighthy Rattened brownish
yellow and vehets on the surface 1t has 2 thick 1ough nad inclosing fie segments of whitish
translucent pulp with adheres to the large seeds

Storage

Opumum storage condition for <antol 15 10°C at 85-90% RH

Supply by month
Mid of June-Mid of July

Santol

Scientific name : Sandoricum koetjape

The sapodila s a native to Central Amenca It s an esergreen tree which can grow
100 mbugh The frut s oval wuh a thin brown scurfy skinand vellow brown translucent
flesh which 15 soft sweet There are up 10 6 black shuny seeds per frut

Storage and ripening

The fruit takes 310 7 davs to ien at room temperature Optimum storage conds-
tion for sapodifla 5 13°C a1 & %1% RH
Supply by month

November Februan

Sapodilla

Scientific name : Manithara zapota



Custard apple

Dunan

Lansat

Longan

Lychee

Mango

Mangosteen

Papaya

Passion frut

Pineapple

Pummelo

Rambutan

Tamannd

Salak

Santol

Sapodilla

thin skin fruit with bright
gloden-yellow color when
npe

frut 1s formed by the fusion
of the numerous carpel
with the fleshy receptacle
oval to round shape with
thich spines, greenish yellow
when fully npe

ke green pear shghtly dif-
ference in color look yel-
lowish green to green

oval shape with a thin ight
brown skin

small, round shapewith
light brown skin

as round or ovod shape
with dark red, oughly skin
an oblong shape, yellowish
skin and contains a large
flat seed

round shape with dark pur-
ple skin when npe

oblong shape with greenish
yellow skin when ripe

berry oval to round shape
with yellow or purple red
skin

oval shape with a thin yel-
lowish green skin

globose or slightly flattened
shape with light green to
yelldw skin

round to ovoid shape co-
vered with freshy green
hairs

curve pod with a brown skin

oblong shape with a thin
brown scaly skin

round shape with a thin
brown skin

oval shape with a thin brown
scurfy skin

covered with plastic film
in 10 kg carton

wrapped indwidually with
foam net, in 3 kg carton

in 10 kg carton

wrapped indwidually with
foam net in 5 kg carton

in 3 kg carton
packed the whole bunch

in 35 kg carton

packed the whole bunch
in 3,5 kg carton

wrapped with foam net,
in 4 kg carton

in 5 kg carton

wrapped individually with
foam net, in 4 kg carton
in 3 65 kg carton

in 10 kg carton

in 7 kg carton

in 4 kg carton

in 3 5kg carton
in 3 kg carton
wrapped with foam

in 4 kg carton
n 3 6 kg carton

AN
store at 15°C with 90-95%
RH, when bananas are un-
der plastic film
store at 15-20°C with 85-
90% RH

store at 15°C with 8590%
RH

store at 10°C, 90-95% RH

store at 10°C with 8590%
RH
store at 10°C with 90%
RH

store at 5°C with 90-95%
RH

store at 13°C with 90%
RH

siore at 15°C with 90-95%
RH

store at 15°C with 85-90%
RH

store at 5°C with 80-90%
RH

store at 10°C with 8590%
RH

store at 10°C with 90-95%
RH

store at 15°C wath 90-95%
RH

store at 5°C with 85-90%
RH

store at 15°C with 85-90%
RH

store at 10°C with 85-90%
RH

store at 15°C with 85-90%

Mid of June-Mid of No-
vember

Mid of June-July

May-July

all year

July-Mid of August
July-August
Mid of May-Mid of June

Mid of Apnl-May

Mia of May-June, Septem-
ber
all year

Mid of August-January

All year

August-October

Mid of May-Mid of Juiy
August-September

January-Mia of March
Mid of June-Mid of July
June-Mid of July

November-February
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 MARKETING

Persuading a calibre importer/distributor to
market your product

By Anthony Dalgleish

First hurdle to cross

International Marketing/Agro-processing Advisor, USAID AgEnt Project

AgEnt has been working successfully
with many Sti Lankan agro-enterprises
in the export arena over the past 20
months covering new  product
development/iepositioning, assessing
competitor country and individual
exporter marketing  strategies,
participating in overseas technology
assessment/acquisition and trade fair/
sales missions etc; hence the project
behieves it has a very sound feel
pertaining to the strengths/weaknesses
of many large/medium/micro size agro-
enterprises and entrepreneurs.

In terms of Sri Lanka's strengths, there
islittle doubt that thereis acore grouping
ofhighly motivated/successful exporters
who are doing well through the simple
application of sound/’basic export
marketing tenets and a burning desire to
succeed

However, there are a great many more
Sri Lankan agro-enterpnises which have
the product development base/financial
resource/management capability etc
necessary to successfully penetrate and
develop export markets than evidenced
todate; but who in turn nced to be given
the confidence level that export
marketing can b a most profitablesector
itthe nght atitude/maketing disciplines/
staying power are adopted from the
outset

It1s against this brief background that
this article has been wntten, that is, to
punpoint to potential new exporters m
particular an awareness of the highly

professional marketing/sales approach
needed to raise serious, imtial handhing
and buying interest of your product line
by those importers/distnibutors in target
export markets who can truly deliver a
level of sustainable export sales/profits
in line with your expectations.

Professionalism and staying power
are the keys to export success,

"Whether you are a large company or a
medium/micro size agro-enterprise,
many ofthe self-same marketing dictates
equally apply, starting with the critically
important need to identify the "right
importer/distributor in each export
market who is prepared to take on your
product hine and place behind it the
necessary marketing/promotional
commutment which will ensure success
from the outset”.

Before looking at typical importer/
distributor requirements sought by
calibre identities who can deliver (i.e.
successfully introduce a new exporter's
product hine and consistently increase
sales/markelt share), potential exporters
should be aware that they —

1. First need to implement a sound level
of desk and "on the ground" market
research i imuially wdentificd export
target markets, buttressed by the
product/pricing/marketing mix and
financial resource they will have to
invest lo achieve success al the end of
the day.

2. Have or develop a high level of
“creative salesmanship capability™.
Youmay havethe fine concept/product,
butaf you cannot scll 1t you wil never
really be 1n with the chance to win!

3. Havethe "staying power™togothrough
thatextramile, as successful profitable
cxportmarkcetingisnormally achicved
in the longer lerm.

4. Have the determination to "kecp up
with the marketing play" as both
cxisting or new compelitors will be
continuously repositioning exisling or
launching new products (o cither hold
or win new market share.

Key importer/distributor dynamlcs

Chart A requires careful study by
potential exportersasit clearly identifies
the "lughly competitive climate” within
whichthey will havetoselltheir product
line

Calibre importers/distributors have the
"world beating at their doors", simply
because they have built a proven track
record in devcloping sustained/
profitable sales for their core import
clients and themselves.

Whilst the majority of those importers/
distnbutors surveyed/handled large
export clients, many also represent low
volume/high margin niche products on
behalfofexporters who have developed
productlineswithadistinct "positioning/



marketing edge”. In the agro-enterpnise
sector,many Sn Lankanexport marheting
opportunities exist but few companies
have made it really happen todate!

What calibre importers/distributors
ideally seek in an 1deal new eaport
client

Chart B typifics what a cahbre large/
medium size importer/distributor will
most often seek from a potential new
export client before deciding to take-on
an additional product line

At first glance their requirements may
look overly demanding and too costly to
implement and sustan However, this
often 1s not the case if the exporter has
done hus marketing homework well; and
AgEntgavenumerousiliustrationsattheir
recently conducted Agri-Business/
International Marketing workshops that
well exccutedexport marketingresearch/
development does not always constitute
an expensive/high risk investment

Convincing/seliing the rightimporter/
distributor to take on your product

line.

Astllustratedin Chart A (item 1.), calibre

importers/distnibutors  recetve  a
tremendous number of approaches each
year from exporters seeking to sell their
product lines into a marlet for the first
time, but very tew makeit inthe finality!
Why? Very simple because many
potential exporters worldwide do not
understand that mporters/distnibutors
who have a delivery track record have
neither the ime/inclination to respond to
new exporter approaches unless they can
demonstrate from the outset an ability
to—

1 Positionthewrcompany/productlincina
highly professional manner and speak
the "markct and interest language of the
importer distributor”.

2 Can clearly pinpoint that their product
hnechasadisunctcompentivemarketing
edge (which can often be achieved/
devclopedinmany waysthroughskiliful
use of all components in thc marketing
mix)

Chart C.illustratesthecriticallyimportant
ingredients(inorder ofimportance) which
a aew SriLankanexportershouldaddress
in their first export positioning/
information/sales brochures, which

ARKETING,

should ideally be kept speaific and to a
mmimum of four pages (plus mserted
trade terms/price List)

A recent survey by AgEnt ot over 70 Sn
Lankan existing/potennal exporters
identified that only B per cent correctly
detaled/positioned the ey components
broadly outhinedinChant C whichshould
be included 1n a persuasive, " on target”
sales pitch designed to instantly raise test
marketing tnial interestinanews exporter's
preduct line

Put in another way, many Sn Lankan
existing/potential exporters stll have to
learn how to cross the critically important
first hurdle in the marketing game!

This briefarticle has essentially sought fo
highlight in simplistic chart form the key
dynamics of the processed foods
importers/distributors scene (which
typically applies to many other product
sectors) in eight prime world processed
foods imports markets, together with the
Phase 1 marketing/promotional strategy
new Sri Lankan exporters in particular
could well consider adopting if they wish
to raise immediate buying interest/test
marketing trial of their product lines.
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MARKETING
Chart A SELECTED/SUMMARISED EXTRACTS FROM 8
PRIME WORLD MARKETS PROCESSEZ> FOODS
IMPORTERS/DISTRIBUTORS SURVEY
Key Dynamics Numeric
=Nor %
1. Per annum approaches to large/medium N: 21-38
size calibre importers/distributors seeking
first time market representation.
2. Number of export companies and product
lines handled by calibre importers/distributors N : 6-11
(large and medium) together with combined
range items N: 162
3. Level of direct/final outlet sales penétration % . 10-59
(i.e. where the sale is made to the final end
buyer)
4. Time devoted by importers/distributors to % : 70-85
the marketing and promotion of the top
4-6 produet sales/profit lines
5. Ability of importers/distributors to mount/ % : 10-53
influence major consumer promotions at a
retail floor outlet level
6. Sought additional promotional expenditure % : T-14
(over and above volume buying discounts)
from importers during the first 18 months
of new product market establishment
7. Average number of visits to key export N: 2-32
markets and importers/distributors by
committed/successful exporters each year
(Source: Copyright AD & A 1992 update; markets - Germany/
United Kingdom/ United States/United Arab Emirates/Malaysia/
Singapore/HongKong/Japan)
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Chart B MAJOR REQUIREMENTS MOST OFTEN
SOUGHT BY CALIBRE LARGE/MEDIUM
SIZE IMPORTERS WHEN AGREEING TO
TAKE-ON A NEW EXPORTER’S PRODUCT
LINE

Unless a new offered processed food product range is quite
unique, calibre importers "who can deliver" will often require
to know/expect of a new exporter with no previous market
experience the following :

1. Resource base of the exporter, years in business and
experience/success in the export marketing arena

2. A track record in innovative/ongoing new export
products development/introduction

3. Proven ability to service on time placed export
orders and linked to a fast/efficient "two way"
communications system

4. Correct product positioning/adaptation/packaging/
promotional material in line with individual market
dictates

5. Competitive trade terms/pricing (but not necessarily
cheap !)

6. Preparedness to visit the market 2/3 times per year
and train/work alongside importers/distributors sales
personnel to assist them to.introduce/establish/
profitably grow the product line

(Source: Copyright AD & A 1992 update; markets - Germany/
United Kingdom/United States/United Arab Emirates/Malaysia/
Singapore/HongKong/Japan)
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Chart C KEY COMPONENTS IN A NEW EXPORTER’S 4
PAGE PRODUCT POSITIONING/INFORMATION

SALES BROCHURE

Page Component - Objectives
1.Front Company To immediately convince a potential/
cover positioning calibre importer that they should
strengths "open-up" serious handling discussions

of the company’s product line

2. a. Sri Lanka’s  To position Sri Lanka’s image/other
image strengths in support of the exporter’s
strengths product line and individual markets -

product adaptation/positioning capability
etc.

b. Company’s To sell the company’s product line

product "marketing edge/other benefits" versus
line mainline competitors
strengths

3.Blank C & F pricing  To further convince a potential importer

with by markev/ that the exporter fully understands this
inserts trade terms/ critically important component in the
flap  packaging/ export marketing mix

order lead

times/shipping

and airfreight

frequencies

4.Back  Importer/ To demonstrate to a potential importer
cover distributor that other than through price discounting/
marketing and cheapness in price, the exporter can
promotional construct/offer low cost, high impact
support trade and end buyer promotions which
program will achieve increased sales and market
penetration
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anka at SIAL *94 gains entry to ten new markels

The Agent Initia-
a to develop a
ghly competitive
ricultural expart
xctor in the country
as rosulted In seven
sloctod exportors
ning assisted to ox-
bit theirr products

at the Fronch SIAL
'94 International
food procducts ox-
hibition.

The exhiblition held
in Paris between the
23rd through 27th
October Is said to
have attracted

around 100,000
buyers visiting 3500
oxhibitors from 77
countries displaying
more than 35,000
products.

The seven Srl
lankan exportors had
been selected under
tho director of EDB
and were givon dis-
play booths at the
exhibition,

Five other expor-
ters had their pro-

« ducts — ghorkins,

ickles, cashow, do-
rated fruits and
confectionary dis-
played within the
EDB booth area.

These exportors
wore assisted by
USAID funded AgEnt
with alrfrelght of
samples and assist-

ance towards air
travel.

Exporters who
articipated at SIAL
94 covered tho fol-
lowing product soc-

tors: fresh produce
@ spices @ herbal
products @ fine
foods @ essential
olls @ oleoresins
@ desslicated coco-
nut and coconut.pro-
ducts and food ing-
redionts.

Orders taken/
potential orders on a
consolidated basis
among participating
exporters have
already been con-
firmed as topping
the RPS 40 milion
mark linked to 10
(ten) new export
markets boing
opened by exportors

on a consolidated*

basls.

E denslve Intorest
was also ralsod by
potential buyers
from many countries
rolating to a number
of new export pro-
ducts displayed for
the first timo by Sr

Lankan exportors at
he trade fair or *in
tho plpeline for plan-
ned launch In 1995”7,

Sd Lanka's stand
was manned by
EDB's Deputy diroc-
tor of Export Agricul-
ture and AgEnt's
Agri-Business and
International
Markeoting/Agro-
Processing Advi-
SOrS.

The Impact of Sr
Lanka's stend at
SIAL *84 scored very
highly versus the
majonty of other de-
veloping country
stands as a resuit of

@ Development of a
S Llanknn oour}-
try Image posl-
tioning based
around a “Sri
Lanka — (sle of
Paradise” con-
cept and strong
use of an environ-
mentally friendly
colour at the

pavilion and indi-
vidual oxporter
‘name/product
mix signage lovol.

® A strong “on
stand” promotion
offering existing/
potential buyers
the opportunity
to win dally a
number of colloc-
tor’'s  “devil
masks” (which in
turn had boen
promoted In pre-
trade falr cata-
logue advertis-
ng)

Both the EDB and
AgEnt team also
spent conslderable
time at SIAL '94 visit-
ing compatitive
country and Indi-
vidual oxporter stand
to Iidentity now ex-
port marketing
opportunities for Sri
Lanka. In early 1995
the EDB/AgEnt plan
to run a number of
major oxport market-
ing dovelopment

workshops based on
oxperiences galned
through participation
at trade fairs such dg
SIAL '84 to lllustrate
the wide range of Sd
Lankan export
marketing opportu-
nities which the pri-
vate agro-entorprise
sector shou'd be
aware of and seck
(whore appropriafe)
to serlously evaluato
and test markot.

Sri Lanka's new
oxport development
initiatives in the high
value “hlll country”
export vegotables
soctor socured very
wide coverage in the
October SIAL '94
edition of Eurofrpit
magazine, This pub<
licatlon ls the leading
European fresh pfp-
duce Joumal cover-
Ing the Impor
wholosale/retall dls*
tributlon trade in *<
European. Commuyn-
ity and Nordic mar-
kets.

ECONORMY AND BUSINESS
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Business Editor: Dalton de Silva

Woman entrepreneurs told —

“You can market goods abroad’

By Karel Roberts

Ef you arc « woman
and want to mar-
ket your home-
made seccm sambol,
mango chutney or
vambotu paht,
abroad, you can make
it happen, 1if you have
crcative business
ideas — and equip
vourself with market-
ing know-how

In essence, that was
what the roomful of
women were told by
the experts who
talked to them at a
seminar “How to
Take Your Business
Overseas and a
Woman's Way to Suc-
cess” organised by the
Association of Busi-
ness and Professional
Women and USAID
Agent’'s Women's
Agro Enterprise at

the Renaissance
Hotel last week.

Mr Richard Hurel-
brink, Chief of Party/
AgEnt, said that the
key objectives of
AgEnt in its five-year
plan (1993-98) were to
create 13,000 jebs in
the domestic/ export
sales fields, targetting
50 mutlion US dollars
wor*h of sales invest-
ments back to Sn
Lanka. In the ‘critical’
20 months of its exist-
ence, AgEnt had
stimulated 20 mullion
US dollars worth of
investment.

He said that the
next phase of assist-
ance would be tech-
nical and innovative
technologies, with
emphasis on transfer
technology What

were needed were
clients with creative
idecas and opportunt-
ties for enterprise.
The private sector was
very encouraging Mr.
Hureclbrink said.

AgEnt 1s a USAID
funded private agro-
enterprise develop-
ment initiative offer-
ing companies and en-
trepreneurs. Viable
business/marketing
plans to expand ex-
1sting operaiions oOr
begin new ventures
aimed at both the
domestic and export
markets.

The most critical
period would be in the
next 20 months with
~ering invaluable
creativity, dynamism
and staying power.
Identifying markets
was also a vitally im-
portant factor.

Ms. Chrismarie

Maelge, Business/
Marketing Develop-
ment Advisor at
AgEnt said that the
response of business
women at the seminai
was good.

“Some had very
good ideas”, she said.

Anthony Dalgleish
AgEnt's popular ge-
nial Marketing/ Agro-
Processing Adviser
summed up the work-
shop:

“There1s a lot more
dynamism in Sri1
Lankan women than
you think. They are a
pretty go-getting lot.
They are go-getting
and have driving de-
termination. They are
also a pretty commit-
ted lot™.

Twenty to 25 new
clients had put their
ideas across to AgEnt
at the informal discus-

sions that followed
the seminar. Dalg-
leish described four
out of ten of the i1deas
as ‘very, very good’.

Some of the would
be AgEnt clicnts were
those who had stum-
bled along as well as
others who had prob-
lems getting local
assistance to set their
projects off the
ground.

Addressing the ex-
perienced and would
be women entrep-
reneurs at the semi-
nar, Tony Dalgleish
said that the meeting
was an ‘appetite whet-
®r” for any outstand-
ing woman ‘out
there’, and proceeded
to hist the hallmarks of
a sound professional
exporter. Number
One was that home-
work had to be well
done; secondly, a

sound marketing plan
must be formulated,
identifying building a
“better mousetrap”.
Staying power was
vitally important.
Listed number three
was good sales-
manship creativeness.

Creativity was im-
portant The fourth
golden rule was to
start with one market
-—- to minimise risk,
and the fifth, given
added emphasis was
‘keep up with the
play’, stay ahead

Sri Lanka, Mr
Dalgleish said, was
‘absolutely loaded
with export opportu-
nities’. These export-
marketing chances
had to be uncovered.
‘There are new oppor-
tunities everyday’, he
added.

*Lb
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Mr. Tmnoe Uercke, ncﬂng dlrector of the USAID unveils a phque toopen |be lutoted broller plant. On his left is

ot
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Mr. Maxie Perera of Maxie House, — (Picture by Bandula Alakhoon)

Modern poﬁltry processing
plant opened at Wennapuwa

By A. 8. Mendis

USAID acting director Terence Liercke said he has
not secn anywhere else 1n the world an establishinent
like Maxi House, where the energies of ordinary rural
families are utilised to give them rich rewards by a
large industry.

“In the process, 1t also offers employment to
hundreds of young persons™ he said. Mr. Liercke
deputised for U.S Ambassador, Ms. Teresita C.
Schaffer at the opening of an automated broiler
processing plant in Wennappuwa recently.

He said a sudden illness had prevented the ambas-
sador from attending the function

Mr. Liercke said. “We at USAID share your pride
at the inauguration of this modern poultry processing
plant, not only because of our involvement through
the agro-enterprises project, but because it will
benefit a lot of people directly in this country

“These include the 800 outgrowers, as well as
consumers and others who are involved 1n tlus sector,
including the farmers who grow maize to feed the
chichens

“We dre also pleased (hat our assistance program
can share the advances in the technology of food
processing with developing countries, such ds Sn
Lanka This improved processing technology can
become more widely utilised 1n the industry, and will
help to raise overall standards for the industry

“Thointroduction of this modern processing plant
will help 1o unprove the quality of the product and
abw unprove public health 3t should reduce process-
ing costs and help make poultry more affordable to
the consumes

“Furthermore, the newssystem helps toimprove the
waste disposal and hygiene without poliuting the
environment. I was very interested to learn how Mr.
Perera started his business in a small way with 100
chickens a month 1n his backyard and grew to the
present size

“We are pleased to see that he 1s growing more with
the assistance of the USAID AgEnt project USAID
has contributed only a small portion of the cost for
this factory éxpansion and that contribution covers
equipment new to Sn Lanka

“Most of the costs and risks are borne by Mr.
Perera We applaud this effort for its benefits of
increased employment This business development
may improve the livehhood of over 3,000 family
members at the grass roots level This is a major goal
of our program 1n Sn Lanka, to have an impact on
people at grass—roots level *

Mr Richard Hurelbrink, managing director of the
USAID AgEnt project congratulated the proprietor,
whose initiative dand drive had made him bwld an
establishment of this nature with a very small begin-
ning

Mr Tony Dalreish, markcting and agro— process-
ingdirectorof USAID said “Maxies 1sa great band of
Sri Lankan entreprencurs who have shown that they
can compete with the best in dri Lanka and overeas
AgLnt s proud 10 be assocated with you i this
cvent ’

He sard they behieve that Maxs s buy ~back
owers dre poed o move successtally ahicad agam,
and that the *Maxic House fanuly tcam™ witicontinue
to be one of the leading producers of hrailer chickens
throughout the country

"
o
!
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by Elmo Lecnard

Farmers take on new high export relue

crops as vanilia, pyrethrum and

legumes.

Excess labour of Sn
Lankat up country tes
ctates would soon be used

Richard Hureidrink

natural insectimde (similer
to 1 pxck and dryh

which would go into the
making of scrowol spruys
for export and to e locul
mosquhto coil manufsc-
twning industry Ths n
Just one of many plans
AgEnt dynznic USAID
funded prope’ ka o s
five year plantoend 1994,
and posubly Into the next
century

Ancther B 1o put
together 500 farmen 1o
grow vanilla insually The
number of farmers wauld
incresse 10 1200 AgEnt s
maneging direclor, Re-
chard Hurelbnak, sad
vanilla s 2 new high value
xpon crop. and farmens
from Kandy, Mctale and
Kegalle dmincts  were
trained in s cultivation.

AgEnt's succoses thus
are enormows. Set up i
January 1993, AgEnt had
250 chents working very
actrvely with 125 of them

IExcess tea estate
growing pyrethrum

Vanlilla grown on a trisl basia in the Matale region

labour

Eighty pecent of AgEnts
chents are mn the small and
medium category

AgEnt 3 USS 14
nillion progeet funded by
USAID Taking s umpie
eumpie of an enterproe
which hes benefited from
the AgEnt propct, we
spoke 10 Mano de Alwn,
Managing Director of
MAs Tromal Foods
Procesing  (Pv1)  Ltd

'
boed in Dembulle De
Atwn ;ad that ha enter-
prise gt underway 1n
1987, putting out spkes
znd spuce based products
The spices the company
puts out includes all types
=8, pepper, cloves, nut-
Mmeg. annemon in pow-
dered form The spxee
based products inciude,

quirement of AgEnt, all-
g for emmsiance and
putting its cards on the
table. AgEnt responded
with & grant US3 5 000 10
purchise L]
semi-mtomate  filler
machine to pack spices
AgEntz kam zre on a
50:50 shanng busa, snd
MAs  put n the

k of xncther

CuTTy peste, muzes, etc
MA'y fulflilled u re-

1

US$ 5000
D¢ Atwz sad that ha

s expont woukl
increase by a therd within
this yexr Currently MA 5
expors rerch Japan, Rus-
sia, USA, Canada, At
tralm and UK,

MA’s empioys 70 per-
5ot 2t Dembulla who
have the facility of free

to be used for

lodging and meals, 1n wd-
dition 10 enother 10 pee-
sons employed n
Colombo who =zstst n
marketing the products at
home and oversear

Hutbank cxplmined
that within the past 20
monthy the 200 shared
nvestor grants covered n
very divernifred rurge of
agro-cnterprne  secton
and  products  from
agniculture, florcutiure
ornamentsl {sh, procey-
sed foods sprces, livenock
(especally poultryl end
fegumes 10 be grown in
the upcountry regom of
the island

Companies and entet-
prises have been assted
underths USAID project
on s cost shaning besa. 10
visit  oversexs  markety,
xnd purchase equipment

increasirg sales a1 home
und abroad Hurelbrink
spefled out  AgErts
second obpective, a3 10 in-
crease snies of the com=
panies by USS 50 mitlon
within § yeann The third
obpective 15 to enture that
within the § yoar period
the companics would
invest their profits of not
fexs than USS$ 20 midlion
1nto their comparics, und
the apnicultural sector
Other experiments, are
an [or cultrvating legumes
10 the up country region
for export  nto  the
European Union These
cropsinciude French Mine
beuns round bears sugar
pexs and

Acllant and mAgEnI Intetnstionsl technic

tant

how Shitske

production

could be Increased without majer sd
ditlonal investment

Around Avrsawella in
the Sabarypzmuwa
province a fibre crop
called Remie 13 berng ex-

and gres. 30 that a
rarket edge could be
achieved  And dently
export markel opportune
Wes, of partcipate in
trade fain To produce
new label degns. mla
hrochures and
promotional  lnersiure
To develop pew expon
erepy on 2 tnsl basa,
AEnts obpctive b to
amrst the Sn Lankan
economy by way of de-
veloping the private sev-
tor expand or atablsh
commercallv viable agro
enterproes, Tt plns to
ercate 13000 pbt within
the 3 year penod, white

perimented with Ramre
could be bieaded with
co'ton ‘o feed countrys
spinnng mills

1o 1he south of the
nland, work 5 urderway
1o develop seeds for the
cultivation  of »ememe
muize, and pubses wheh
could b grown in dry
wreas. [ such are grown
the south 1t would enmt
low come farmers,
Hurelbrink, sod

The techmcally
qualified stafl of AgEnt,
with experience i de-
veloping nations in many
s of the world sre aho

oneons during ofT sexson,
und on 1ts nomge teche
fnques.

Al thn work s bemg
done outnde the Mah-
nwth regiom, whike 2
other USAID funded
proxcts work within the
Mzhaweh repon, of the
country

The AgEnat  progect
which 1 funded by
Unied Statey Agency for
International  Develop-
mert 1 being implemen-
ted by a consort:ium com-
prsmg Oregon State Un-
tveraty 23 the lead organ-
tsatson, 2nd Development
Ahermatives Ine, Fintree
uné Management Adw
150ry Services, of USA.

working on culuvating 8 AgEat’s  mtemational

markeiing agro-,
g adwvior  Anthon
Dulglesh plays 2 cxtalwy
tic roke in the program
AgEnt hes of late tur
ned ns wttentson on Lar
kan wornen, who they s
heve the capability 1
become sucrenit
agra—enterprse er
trepreneus. AgEnt b
concluded & progra
where 200 wome
throughowt the courir
took part in a progrem
expand therr bumness
and launch new produ
vz 2 major domest ¢
o marketing  work
shop The womens er
“treprenetal  advior
Charmane Maelge, ot
has shown resuls
short t:me.

*6f
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US$H 14m AgEnt project completes

AgEnt is a dynamic
USAID funded private
sector  agro-enterprise
initiative successfully as-
sisttng companies and
entrepreneurs with via-
ble business’marketing
plans to expand existing
operations or start-up
new ventures targeted at
both domestic and ex-
port markets.

Richard Hurelbrink,
AgEnt's Managing
Director, stated that
over the last 20 months
AgEnt had made nearly
200 “shared investment '
grants™ covering a very
diverse range of agro-
enterprise  sectors and
products to enable com-

panies - and entrepren-

eurs to-

*Visit overseas mark-
ets to evaluate/purchase
upgruded and new
equipment/technologies
designed to create a

. marketing edge.

*Visit overseas mark-
els to evaluate/identify
new export marketing
opportunities or par-
ticipate in trade fairs to
successfully  promote
and scll their products.

*Produce new label
designs, sales brochures

and promotional
literature.

*Address  environ-
mental processing
problems.

*Develop and  trial
new high value export
crop imtiatives at a hill/
mid/low country re-
gions level. ,

Whlst the “shared in~
vestment grants™ com-
ponent is the corner-
stone of AgEnt's private
sector  agro-enterprise
development thrust,
another crtically im-~
portant support com-
ponent ts the project’s
program, which shortly
completes amajor Phase
2 mulufaceted training
workshops  program
covering the following
"llustrative sectors.

major phase 2

3 day agri-business/
International mark-
eting workshops

Over 100 senior/mid
management executives
and entreprencurs
throughout the country
altended 4 workshops
held in  Colombo,
Kandy and Nuwara
Eliya. The workshops
were concepted/run by
AgEnt in association
with Mississipi State
University’s Agri Busi-
ness Institute.

As a result of idepen-
dent market research
conducted at the con-
clusion of the majonty
of the workshops,
AgEnt will inteusify its
training cfforts in the
ntérnational marketing'
arena in 1995, as many
participants  expressed
deep interest in "How to'
dentify export market-
ing opportunities; then'
develop/launch produ-
cts successfully into the
international  market-
place on a sustainable/
profitable basts.”

AgEnt’s International
Murketing/Agro-Proc-
essing Advisor (Anth-
ony Dalgleish) will again
act as the catalyst in the
development/im-
plementation of this im-
portant component of
AgEnt’s future mul-
tfaceted agro-enterpr-
1scs training phogram;
which will be run in con-
jlnction with a leading
S Lankan trade as-
sociation and develop-
ment body, linked to the'
award of a number of
overseas  international
marketing training/stu-
dy tours as prizes for the
“best  submitted inter-
national marketing
plans aligned with the
development/launch of
a pmew export product
sector™,

Financial Institu.
tions’ credit officers
tralning workshops

This 1s Phase 2 of
AgEnt's program to

THURSDAY SEPTEMBER 22, 1994

train anothee 50 credit
officers (mamly [rom
the financial >ommun-.
ity) who are employed at
an operationai credut
management level with
responsibilities 1n  the
agniculture sector. The
workshops are being
conducted ot AgEnt’s
behdlf by the United
States based MAS/Man-
agement Advisory
Services company with
specifically constructed
inputs fron AgEnt's Fin-
ancial Divison relevant
to Sri Lankan needs and
requirements in this sec-
tor

AgEnt believes that
the development of im-
proved skills in the
ugriculture credit man-
agement discipline will
encourage Sri Lankan
financial institutions to
increase their exposure!
in the agribusiness
arena, benefitting in
turn from the increased
demand for banking'
services  which  will
follow from the agricul-
ture sector.

2.Day medium/mic-
ro size agro-entrepr-
ise management/m.
arketing and cales
personnel effective
fleld selling work-
shops

Award of AgEnt 2 Day Ag
Cerlificates. From left, Mrs, Dissansyske (6

Utilising a leading Sni
Lankan trainer in these
disciplines, AgEnt con-

+ ducted Sinhala language
workshops 1 the above'’
scelors covering a total
of 70 men/women en-
treprencurs  and their
sales  personnel  1n
Colombo and Kandy.

The key objectives were
to improve the market-
ing/sales sophistication
and  application  of’
medium/micro size
agro-enterprises and en~
treprencurs who must,
sell their products in
highly compelitive
marketplace

Reducing domestic
market postharvest
-losses of fresh fruits
and vegetables
AgEnt in collabora-
tion with HORDI (Hor-
.ticulture Research and
Development Institute)
conducted the lirst of a
series of training work-
shops in this important
sector. The 33 par-
ticipants came from the .
Kandy Central Murket
Traders Associatin and
their affiliated growers
and transport agents.

ri~Business / Intarnationa! Marketing Workshop
Foods), Anth

50.

Vanilla outgrowers
development progr-
am - fleld planting
demonstrations

As part of AgEnt’s
majpr pro-active de-
velopment support for
this new, high value ex-
port sector, the project
conducted a field work-
shop on hand pollina-
tion for 34 farmers from

Kandy, Matale and
Kegalle districts,
Finully, Richard

Hurelbrink  confirmed
thut AgEnt in 1995 will
increase the intensity
and scope of its training
programs  throughout
the private agro-enter-
prise sector embracing
lurge/medium/micro-s-
ize organisations, far-
mers asscciations and
women  entrepreneurs.
In a latter context he
confirmed that AgEnt’s

recently | formcgi
“Womens Agro-Enter-
prise Developrent

Unit™ headed by Miss
Charmariec Maelge is
already achieving u con-
siderable impact on a
number of (ronts.

)

y Dalgloish

(AgEnt international Marketing / Agro— Proceasing Advisor), Gamini
Kumarage (AgEnt Agri~Business Advisar), Richard Hurelbrink (AgEnt Man-
aging Director) and Professor Travie Davis (Misslesipi State University's

Agri-Business Institute).
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Hiran sees good future for -
dried

Mohan §amaraslnghe

Hiran Internatiopal Dehydration Co. (Pvt) Ltd., a
wholly—owned subsidiary of Hiran Cordials Com-
pany of Moratuwa, has boea granted patent rights for
the manufacturing process of naturally, dehydrated
(ruit.

The company, which pionecred the technology for
this process in Sri Lanka, currently exports de-
hydrated fruits to lucrative markets in Germany,
Japan, Austria and the Nethedands,

*“Therc isa good future for this industry. Countries
like Thailand and Philippines are into dehydration in
a big way, but our fruits are tasticrthan'their's and
thercfore has a better demand abroad,” says Henricus
Fernando, Chairman of Hiran.

He, along with his wife Helen, set up Hiran Cordials
in 1979 to manufacture cordials and fams, While jam
and cordial were being bought..upiby kading
Colombo hotels, .the company diversified into the
manufasture of yoghusts, ice creanrand vinegar.

Presently, Hiran products are distributed for sale
along tke west coastal beltof Sei Lanka. The company
is also the sole manufacturer of Gold Crest brand
vinegar for the Geylon Tobacco Truding Co. Ltd.

“In 1989, we began to experimeat with dehydrating
fruit, with guidance from the Industrial Develop-
meat Board,” Helen Fernando recalls.

While the IDB asssted the company to reach

fruit
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A (
orkers at Hiran internationa! Dehydration Ca., Sri
Lanka's only manufacturer snd exporter of de-;
hydrated truits.
quality standards, USAID's ! : '
rovided them with funding t9 grow. With IDB and
Agentsupport, the Fernandos attended several inter-
national fairs and promoted their novel product to
the world

In 1993, they get up the Hiran International
Dehydration Company and purchased a sophis-
ticated eloctric dryer from Jppan with financial
assistance from Agent.

“Our firct export consignment weat out last
November, Since then, we've exported over § tons of
dehydrated fruit,” Mr.Femnando says.

According to him, dehydrated fruit is the next best
thing to fresh fruit, which is not always avzilable,
Technology developed by Hiran makes it possible to
remove 70 to 80 of the moisture from fruit, while
reportedly maintaining every bit of its natural taste
and food value

Dehydrated fruit has the advantage of keeping for
asmuch asfivetosix years. Packaging makes it casy to
carry around, even in your pocket. Imagine carrying a
pineapple in you pocket!

Hiran's own technology has enabled the company
to dehydrate bananas (whole znd slices), mango,
pineapple (shces and centres), papaya, jack and lime.,
The company can perfect technology to dehydrate
other fruits and even vegetables, on demand

“We now have an inquiry for jack sceds We're
dong trials these days for it,” Mrs Fernando says

Most of the dehydrated stuff are used for direct
consumption, while some are used for food and table
decoration

“We have not intraduced dehydrated frutts to Sri
Lanka, because here we bave plenty of fresh frust But
we can certanly dcate a market for scasonal fruts
and vepctibles hke omons and mangoes,” she ex-
plains

Dbinvdrated ontons aie presently used heawvily by
the fan food mndustry overseas

"We o have abiady Liunched  an cxpanston
Propramie Fhon we covmedt the demand as well as
itraduce now dohivde wed foads anto the market,”
Mo alds

Ducvin of 1 compimy e Mr Honnicus Coe-
nando Chaconn Mee Holon § awtnando, Mr Hncalian

Focnunda  and Minn 1irantine 1 atnando
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AgEnt’s strategy package
for aromatic crops

AgEnt, the USAID
funded pnvate sector
agro—enterprise de-
velopinentintiative, has
set out (o assist the Lan-
kan aromatics sector
identify and capualise
on new marketing op-~
portunities

Al an ‘Aromatic
Crops Domestic — Ex-
port Production and
Marketing  Workshop®
held at the Hotel Lankd

Oberot yesterday,
AgEnt's Managing
Ditecior Richard

Hurelbrnink was deligh-
ted at the interest shown

by present and potential
entreprencurs who had
turned out to learn how
AgEnt could heip them

The workshop sought
to cstablish the idea!
strategy —package necd-
ed to help the aromatics
sector  expand, par-
ticularly in exports

Key speak 15 were
Tom Davies, an
dromatic crops agron-
omust from the United
Kingdom, who outlined
opportunities for Sn
Lanka, Intecnos As-
sociates’ senior partner
Dr ROB Wiyesekera,

whose suby 2t was im-
proved technology for
processing  aromatic
crops, and his colleague
C.N. Ratnatunga, who
considered the design
and fabrcatton of
equipment  for  the

aromatic plant industry;
and Sri Lanka Export

(Contd on page 16)

TULESDAY MARCH 08, 1994

AgEnt’s strategy
paCkage (Contd from page 1

Development Board As-
sistant Director PN S
Wijeratng, who outlined
strategies for spices, es-
sential alls and

“miedicinal herbs in St

Lanka's decade of ex-
ports

Al yesterdav's work -
shop, closely guarded
trade  sccrets  were
brought 1o the sutface
and  Gypical  western
mdrheting teends  and
opport iy ouhied
Cultura) practices puon-
t=haivest handlmg hy-
ficne comtmmity of sup

ply and competitive
pricing were outlined for
successful pgrowth and
marheting

Another aspect war
how essential o1l extrac-
ton processes could be
modifted (o swit specific
Lankan crops

Most  cssenuial  ogls
(rom Srt Lanka have in
tecent years been expor-
led 10 the USA, France
and the UK Asa united
mar el area, the
Lutopean  Community
represonts Lanka's lar-
rest autlet



Agent, which s
dynamic five year
USAID private agro-
enterprise sector in-
itiative has now
completed ils first
year of operation.
Richard Hurel-
brink, AgEnt's Chief
of Party, stated that
in 1993 the project
got off to a highly
success{ul start,
awarding well over
100 “shared invest-
ment grants" cover-
ing the agro enter-
prise new
equipment/
technology acquisi-
tion, export market-

tered in Sri Lanka as a Newspaper Vol. 14 No. 11 PR!Cé Rs. 7.1

1S

Thursday 13th January, 1994 Reg

2 ECONOMY
2.5 AND BUSINESS

Business Lditor Lrq Dewanaraysna

ringing U.S.
enterprises

ing development and
training sectors,
AgEnt is presently
working with clients
in over 12 different
agro-enterpriso sec-
tors and the “project
will expand its
advice/assistance
services into many
new areas in 1994.

AgEnt “kicks off"
its 1994 sector by
sector and chents
support actwities;
linked to the deter-
mination to attract
incicased United
States jomt invest-
ment, etc. Into the
Sri Lankan private
agro-enterprise sec-
tor, with the follow-
ing program — 46th
Atlanta Intemation-
al Poultry Exposi-
tion

Co-ordinated by
AgEnt's international
marketing/agro-
processing advisor -
Anthony Dalgleish -
the project Is assist-
ing on a “*shared in-
vestment grants'
basls, representa-
tives from the follow?
ing"agro‘énter(tists
to attend abb@f
event -

Pussela Farm
Crystal Springs (Pvt)
Ltd
Maxie House
M | M Naleem Haypar
& Co td
Ravi Farm complex
te evaluate the
latest poultry sector
developments
covernng production/
quality control/
d s e as e
management/
processing/
markeling etc, as Sn
Lanka's present per
capita consumption
of broller meat s stll
very low, and the
potental firmly exists,
to signilicantly in-
crease the nunber
of smalt broder fae-
mers al an oulygrowe
er level

A number of Sn
Lankan representa-
ltves vistuig the ey -
postion will sluo -
4 Pariapate m the
1M1 Georgu d day
“hott conrse wn Pout

try Techhology
organised by The
Univessity of- Gear-~
gla, designed to up-

date industry
breeders/processars
on the latest poultey
practices .and in-
novations, .
b. Travel after tite
event throughott thg
United States 9 hotd
discusslons ‘witR
potential suppllers of
poultry ptocessinl
equipment, discase
managemdnt/
laboratory technolg-
gy. grand ‘paren{
stock, ete.
Anthony Dalgielsh
AgEnt's lntema}lorlz!‘l
marketing/dgro-
processing advisof;
will also_travel* afler
Atlanta to PoftlahH-
{Oregon) ““and ‘Sac-
ramento " (Califoria)
to make presentd:
tions to United
States businessmbén
(organised by Ore-
gon State University
and the USAID ooty
reach program) to -,
a. Profile the dyni-
mics of the Sri Larg+-
an agroienteindse
sector, i, terms, oY
potential jolnt ven=
ture investment and
marketing opporm=
nities, including tns
dentification of new
processina
equipment/
technologies which
can offer Sri Lankary
companies either ime
creased production
efficiency or & dis
tinct ‘“*marketing
edge".
b. How AgEnt can
assist as the mtd
point faciitator o
bring tnterested 9r
Lankan and United
States agra-.
entreprise dentilies
together to explore
mutual investmefit
and markeling poa -
sibtlities
Hurelbrnk, bun
hicves that a number
ol United Stales
agro enterpnse proa
cessors and marke-
ters could welt be
tnterested tn the
oppartunties  wilinch
the project by depy
Ul d iy ey areng


http:agrV'erp.rj



http:ttd!:.i.a6
http:leader.of
http:Registered.in

he English-Daily with the largest circulation in'Sri Lanka

THURSDAY SEPTEMBER 23, 1993

AgEnt fillip for upturn 1n agriculture

By Daryll de Silva

Amenican Ambassador Teresita Schaffer yesterday
expressed confidence that AgEnt, the USAID sponsored
private sector agro—enterpnse advice and assistance
service, would unleash power to Sri Lanka’s farmers and
turn the trend of a low growth 1n the agricultural sector

She said the AgEnt progect to stimulate the successful
development of agro—products, eaterprises and export
markets for Sri Lanka combines all the features for the
country's development

“The project 15 practical, 1t 15 free of some of the
traditional mythology about what was use¢ful and what
was not, and 1s providing a real service. It exemplifies
what the United States would like to see for Sri Lanka's
agnicultural development,” she said

She was addressing an assorted gathering of persons
who were brought together by AgEnt at the BMICH to
be appratsed of “Progct AgEnt” and its progress and
achievements since 1t was sct up ten months ago In the
audience were provincial directors of the Agncultural
Development Authority, heads of financial institutions
and government departments, private sector chents of
AgEnt, Provincial Council leaders, USAID officrals, and
Minuster of Agricultural Development and Research R
M Dharmadasa Banda

AgEnt's chief of party tn Sri Lanka Richard Hurel-
brink said tive project has a target of creating 13,000 new
Jobs in the next five years

“It15 not a give—away project There must be shared
nvestment by our clients We try to identify opportun-
ttiesand try to mtroduce new product on techniques We
are not here to make their decisions or da their work, but
to provide chients with *hanc.—on’ assistance,” he said

Hurelbrink made the pornt that although “Project
AgEnt” was appropriate for Sri Lank a's private sector, 1t
was influenced by the public sector and dealt with the
high priority of using an tncresing number of Su
Lankan companies and farmers

Tony Dalpliesh AgEnt’s marketing und ARTO—Proces-
sty advisor said the project w b presently working with

the funding 40 private sector sdentities “who are outstan-
ding clients to work with We show them how to get out
to the export market place and sell their products We
hold their hands and stay with them to make sure they
get there, using technology that 1s appropnate to Sn
Lanka ™

USAID's acting director Terrence Liercke described
the project as “sharing risks, not just giving grants. Itisa
foundation for St Lanka to solidify 1ts emerging inter-
national role, with human capital as ils greatest resource
By targeting 350 new agro—business ventures and 13,000
new jobs for the next five years, it vall uphft living
standards, and we are counting on success,” he said

Minister Dharmadasa Banda said “If you can find the
market, our farmers will do the job There are 677
experts in the Department of Agnculture to help them.
The 13,000 to be employed need training, and I have just
got the government’s permission (o stait six new schools
which will provide (wo-year diploma courses in
agriculture "
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AgEnt boost for processed
fruits and vegetables

USAID's major AgEnt private sector agro—enter=:

pnise project has jomed forces with the Perennial
Crops Development Project to focus on domestic and
export marketing prospects for companies and en-
trepreneurs interested in investing in the processed
fruits and vegetables arena, .

At a recent serminar cum workshop held in Kandy,
particular emphasts was placed on domestic market-
ing opportunities 1o jams, chutneys, and pickles,
where the findings of Survey Research Lanka, com-~
missioned by AgEnt to survey the ‘Market for
chutneys, pickles and jams in the Greater Colombo
Area’ were presented.

" Designed to assust companies and entrepreneurs
interested in entenng these product sectors to better
understand the issues and marketing dynamics they
should be aware of, AgEnt will also release shortly a
number of pro—active market research studies in
other major agro~cnterprise sectors as a service to its
clients.

Richard Hurelbrink, AgEnt’s chief of party, ex-
pressed delight at being able to underpin the efforts of
the Perzanial Crops Development Project (PCDP) to
develop the processed fruuts and vegetables sector,

The PCDP, under th= direction of Dr. U, P. de S.
Waidyanatha, can assist companies with foan funding
to purchase the needed productuon plant for entry
into this sector. _

The Kandy serunar, developed and presented by
AgEnt’s international marketing/agro—processing
advisor Anthony Dalgleish, and domestic marketing/
agro—processing advisor Anton Wijeratne, was based
on ‘truc to hfe’ and *hands on’ marketing expérience
and case histones

It 1dentified that the compames most likely* to
succeed are those who develop and implement'a
$ound markeung plan, produce a quahty product
with a competitive marketing edge, can creatively sefl
4nd promote their product, launch these products on
2 market by market basis, and have the staying power

to go that ‘extra mile.

It also helped to wlustrate how Sri Lanka can
improve the country’s image and packaging tech-!
nology limitations into marketing strengths,

AgEnt has also made ten shared—contribution

- grants 1o assist companies and entrepreneurs to visit

the Indian Food Convention (IFCON) and Tech-
nology Exhibition in Mysore, and to introduce new
processing technology with a marketing edge.
According to Richard Hurelbrink, AgEnt will
shortly preseat similar domestic and export market:

_ing programs 1o a number of other agro—caterprise

scctors.
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Flourishing floriculture:
AgEnt’s five -year export renture

By Daryll de Silva

AgEnt, USAID's major private sector agro—eater-
prise project, has undertaken phase one of its advice
and assistance program to increase flonculture ex-
ports over the next five years.

This undertaking has been given to both the Export
Development Board and the Sri Lanka Floiculture
Produce Exporte-s® Association.

Oy December 1992, Sri Lanka had exported US
$6.3 million tn flonculture produce (an increase of 98
per cent since 1989) to 44 countries. Six of these
countrics — the Netherlands, Germany, Japan, Sin-
gapore, Denmark and Switzerland accounted for 78
percent of this sum. Export potential for the next five
years is therefore excellent, says AgEnt.

Its two international technical assistance specialists,
Nancy Laws (marketing) and Dick Lahey (produc-
tion) wko will handle phasc one of the project are due
to arnve 1n Sr1 Lanka today

Both specialists will work closely with AgEnt’s
strong ‘on the ground' team comprising Anthony
Dalgleish and Anton Wieratne (marketing/agro—
processing) and Phul Mowbray and Neville Gnan-
apragasam (production) 1n a seven —~ week assignment
They will also make an in—depth assessment of
marketing opportunitics tn Hong Kong and selected
European Countries

The Japanese and sclected Middle East markets wall
be evaluated later to determine how the floriculture
sector can 1ap these relatively closer export markets

Coatd on p16

Flourishing floriculture
Coatd from pl

Richard Hurelbrink, AgEnt’s chief told the Daiy
News that the /siting specialists will analyse a
complete SWC T (strengths/weaknesses/opportun-
ities/threats) of Lanka's floriculture export industry,
and work alongside growers and exporters to advise
on production, post—harvest handling, markcting.
packing and shipment.

They will also work out how local exporters can
increase sales in existiug markets and open up new
markets; identify the growers/exporters who meet the
mqum:mcnls to obtain ‘shared technology invest-
ment grants’ from AgEnt; and present their ﬁndmgs
and recommendations .at an industry seminar in
Colombo

AgEnt at present 1s working with over 25 agro—en-
terprise clients throughout the country (other than in
the Mahaweli area) on a wide range of product
sectors

The project, formerly housed at the Oberoi Hotel,
has recently moved 1nto its permanent office on the
Sth floor of the Deutsche Bank building, 86, Galle
Road, Colombo 3 (telephone 446447, 446420) where
agro— entreprencurs may make contact.
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UniLevers help smali farmer to
grow vanilla as an export crop

by E.Weerapperuma

Consumers who go for
processed foods today
look for natural .in-
gredients and there is a
strong  interest  and
demand for natural van-
illa, a flavouring in-
gredient in ice creams-
Jcakes, conserves-
«chocolate and the like
the world over.If vanilla
is grown on a well~plan-
ned basis it would bring
dividends to the small
farmer who during the
past three decades were
reluctant to grow the
crop as they no longer
found thecropcommer-
cially viable.  Vanillaa
member of the “Or-
chidaceae” family was
successfully grown on a
limited and non com-
mercial scale for many
years in Sri Lanka but
the interest 1n growing
this crop declined since
the 1960s with the in-
creased supply of the

synthetic substitute van-
illa which replaced the
natural vanilla and was
much cheaper. This re-
sulted in a market drop
in the land undere vant
illn cultivation.

In 199 UolLevey
Ceylon,found there
were excellent prospects
for vanilly as a hight
value export crop They
found that the cultives
tion of the crop would
benefit small farmer-
s They Worked 1n close
collaboration with the
Minor Export Agricul-
tural  Departmentthe
University of Peraden-
1ya agd the Agncultural
Development Authornity
to establish this crop
more extenstvely and on
ascientificand commer-

ctal  basis  Unilever
Ceylon  already has
50,000 plants under

propagation in nurseries

and had  distributed
many plants to farmer—
co~operatives.

Forecasts

Forecasts of demand
for vanilla end inter-
national prices indicate
that with the support of

‘nucleus estates,8,000 to

10,000 small farmers
could eam upto
Rs.100,000 per acre by
culuyating vaailla.Un-
tLever PLC's major 1n-
ternational  fragrances
and flavours compan-
y,Quest [nternational 1n
the UK has indicated
their willingness to offer
growers producing
quality dried vanilia
bean , a very attractive
farm gate price
USAID's AgEnta
major new niteative de-
signed 1o assist the Sn
Lankan private

throughout the country » agro-entcrprise  seclor

to develop end export
new prodiitts with a
high value potentiel had
also identificd vanilla as
a crop with exceptional
export  promise.Hence
AgEnt has agreed to un-
derpin Unilevers’ in-
itiatives behind this crop
through an on poing
program of technical
support based oa bring-
ing in from overseas a
proven vanilla growing/
production specialist to
assist the small grower
with advice level and to
develop Sni Lankan ex-
port quality, ‘atandacds
and the vahilla, brand
mark.

Sceminars to educate
and provide informa-
tion had been held inthe
past and recently a
simular seminar was held
at Mawanella where the
Minister of Construc-
tton and Building
Matcrials was present.

erver
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Ornamental fish export sector must maintain
its marketing edge!

Seventy five members
of the country’sornamen-
tal fish sector, govern-
ment and non govern-
ment organisations were
issued a challenge by Jon-
athan Mee, a visiting
specialist in the ornamen-
tal fish sector Mee has
just finished a five week
review of this important
export sector in Sri Lanka
for AgEnl, a major
USAID nrivate  sector
agro—enterprise  project
which commenced opera-
tions ¢t the beginning of
the year.

The challenge was of-
fered at a recent findings
presentation at the Lanka
Oberor Whulst Mee con-
firmed that “He had scen
some of the best or-
namental export fish any-
where in the world in Sri
Lanka™, he challenged
this important export re-
venue earing sector, with

cnormous untapped
potentin!, to take the im-
portan’ eaviconmental
Step oo ary 1o enstie

that “our children and
grandchildren still have
this sector and unique re-
source in the years
ahead™. In this context,
AgEnt is considering a
formal survey of the ef-
fects of wild collection of
marine species as a part of
it5 assistance package to
the industry.,

Mee presented the first
draft of his findings in a
fifty page report which
had over forty specific re-
commendations to ensure
that “environmental is-
sues are addressed and the
overall quality of Sri Lan-
ka's ornamental aquatics
exporls continue to im-
prove™. He stressed that
qualty improvement s
crucial if the country is to
maintain a {irm, profita-~
ble place in the world
market, and challenged
the sector to never be sat-
isfied with their product,
but to continually seck to
better their ornamental

fish quality.

AgEnt is now in the
process of closely evaluat-
ing Mee's recommenda-
tions, which include ~

* Predator barriers for
fish breeders * Discase de-
tection * Ongoing indus-
try training seminars at
varying levels * Export
markets promotional ass-

istance *  Individual
brceder  and  exporter
“Shared technology
grants™ for those who
meet  AgEnt's award
criteria

AgEnt 15 also part fun-
ding the travel costs for a
number of breeders and
exporters  attending  the
major Singapore
AQUARAMA trade fair
attheend of June

Richard  Hurelbrink,
AgEnt’s Chief of Party,
stated that “He 1s dehgh-
ted with the imual level of
production and market-
ing advice the project has
been able tooffer St Lan-

ka's ornymental fish ex-
port industry asa result of
Mee's visit.”

Hirelbrink also confir-
med that AgEnt is presen-
uy finalising similar assis-
tance packages in support
of a number of other
major  Sri Lankan
agro—export  potential
sectors, together with
various new export crop
initiatives with a number
of agro—enterprises and
outgrowers
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Huge market for Lankan
line in processed foods

By Panylldé Sitva

An  USAID-{unded
agrozenterprisc  has
found a huge processed
food market  awaiting
Dmknn cxponcrs
1'AgEn, a private scc
,toradv:cc and assistance
scmoc , to_ «stimulate
mgm-pmduc(s, enterpr-
ises and export markets
for Shn Lanka, recently
oeat 8 four-member
team (o the Exporters’
Food Farr in Bangkok,
and has identified op-
portuntties for _ fresh,
frozen, canned, de-
hydrated, concentrated
and reconstituted food
products

The t2am compnsed

Mr. BE Pereira of Jun-,

son Marketing (Pw1)
Lid, Mr S Wick-
ramasckara of Forbes
‘Agricultural  Setvices
(Pvt) Lid, and Mr. and
Mrs H Femando of
Hian Corduals Com-
pany they were accom-
panied by AgEnt's
marketing and agro-
processing advisors,
Anton Wyeratne and
Anthony Dalgleish

Thc,ﬁur, thclargstof
u.s kind in the region,
cOvcred an cnormous
‘range of food sectors.
The team .explored the
possibiliies of a two-
way - Lankan-Thai
processed food trade, in-
cluding domestic and
export joint ventures in
investment, technology
transfer and marketing.

Thailand is reported
to kave built an enviable
reputation as one of the
most imaginative and
sucoessful exporters of
processed foods, such as
microwave meals,
ready-to-serve  snacks,

oriental satices, 8ason-
ings, health foods, fruits,
(fruit ;drinks, ; prescrves
and the like.

Lankan food <man-
ufacturers ~were  also
given the oportunity of
studying at first hand,
the latest developments
in food packaging and
marketing + in  agro-
production sectors akin
to Lanka's own.

The Lankan team also
visited 8 number of Thai
export companics
processing canned fruts,
vegetables, dehydrated
fruit and poultry.

(Coatd oa page 10)

Huge e« (Coatd from page 1)

Mission ;members re-
alxsed “that Shri Lanka
hasoons:dcrablc résour-
pm pT _untapped agricul-
lurc,‘“homcultum. fi-
;hmcs and aquaculture
production. They report
that for existing and in-
tending food manufac-
turers to succeed in the
highly competitive ex-
Jport arena, considerable
new investments will
have to be made.

“These investment
arcus mclude the latest
processing and packag-
ing technology (includ-

-ing lightweight ‘rip-top’

aluminium cans, light-
‘weight high impact glass
bottles and jars, long-life
sterile packaging etc),
improved product for-
mulae, comet brand
and product positioning,
developnient of proces-
sed food tn lice with ever
changing import buyer
and consumer dictates,
international bar code-
ing, and the upgrading
of processing plants to
meet the specific import
country's standards of
hygiene,

According to AgEnt,
one of Thailand's stren-
gthsisitsability to utilise
askilled, low-cost labour
force to add higher valuc
to export food products
= such as deboning
chicken to produce Yak-

-itorf +(barbeque  stick
for'the Japanese marke
The laxgct‘ plants inth

,sector emp!ay aver 300
liné. Awrkiers | per da
‘and pm tupre tha
'300 ,000 broiler chicker
u} ouc cight*hour shift

AgEnt believes Sh
“Lanka could well offer
similar, highly skitlec
low-oost labour input,

In 1977, Thailand
prooessed food industr
nctted only US §-.1

. million. Today, expor

caming. have increase
to over US § 12 billior
with canned | fruit:
juices, baby comn; bam
boo shoots, wegetabl
and dehydrated fruit
doing particularly well.
Against this back
ground, AgEnt’schief 1
Shri Lanka, Ruchar
Hurelbrink believes the
AgEnt's major five-yea
private sector agro-en
terprise assjstanc
project’ is pam?u"lin;l
well placed to offe
processed food expor
companies the necessar
support to help themde
velop and launch a wid
range of new adde
value products
Entreprencurs  need
ing AgEnt frec assistanc
may contact its tem
porary office at th
Lanka Oberoi Hotel
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Ag Ent, godfather to Lanka’s private sector agro-business

B: Danll deSilva

A private sgro-enterrises advic: end assistanes
service, Ag Eat walt simulrs the development of
Lankzn sgro-prododts zod u:u'cxpoﬂlndplzyl
dymamic role in Uis new povate sector initiative
which has been launched i Ge country.

The progect is for a (i term aad (unded by
the United States Agency foc bternational Develop-
ment (USALD).

Ag Eat will draw on the roources of the state of
Orcgon 24d a consoruumof keding US private sector
and rescarch/development ezzarpriscs ta agro-ndus-
try, secking (o stimulate the £ooessful devdopment

of conuncrcial (erming, sgro-processing and new
sgro-products for Shei Lanka's export markets.
“We are delighted with the tremendous prnivate
soctoe interest the projoct bas clearly generatod even
before tlie doors were offiially opened for businessa
fow weeks back,” Ag Eat’s chicf of party and agri-
business advisor in Sha Lanka, Richard Hurelbdok
told the Dady News, 2dding that Ag Ent has reocived
more than 25 requests for advics and gssistance (rom
a wide range of enterprises throughout the local-
egro-tndustry sector. .
“Ag Lnt's advice and assistanoe service is designed
(0 be respoasive (0 bath client &nd market necds,

Ag Ent ese (Contd fromp 1)

policy aad feasib! ty studics.

-

above subgects

what e termed “bankable investment pachage’,

strct confidentiality 1a gts dealings with «ts cleents

P, and (inancal deaplines

Banb batdeng in Calombx

ets and buyers, market research; export apportunitics
assessment, sales, trade mission and trade (air par-
ticipatior, promotional material development; joint
venture ideatification and developmen;introduction
of new production technologics, poft-harvest han-
dling innovauwns; training progrars, end special

Hurclbanl s2id Ag Ent will also establsh an
Agro-production, Processing and Market Informa-
tion Centre™ to enabke enueprencurs and agro-enter-
prises acoess (0 up-to~the-minute date in cach of the

Ag Ent will also support and assst in the award of
dgro~caterpase development grants which n calls
“Shared [nvestment Awards™ (o business and com-
mercial farmens with the potential to bocome viable
enterprises through the introductioa and procossing
techinologics designed o develop new products and
markets. {t vall also of fer «dvicc oa finanaag of agro-
enlerprises, including assisting clients to put lomh‘cr

Hurclbaak also sud that onc of the ballmarks of
Ag Eat’s operauoanal strategy will be maintining

The Ag Eat tearm which wall work. with Lankan
pravate soctor agro-caterpruses and entreprencurs has
considerable international and toally proven ex-
penence n the bighly competitive pavate sector
oovenag the buuness, poat veature devwelopment,
maketing,  production and product Launching,

Ag Lat s cuticatly in the processof madleag afour -
mge b hgge dezcnibung thie serviens o offers
sidusty ascations, cnfesprises gnd entreprencuns

1t now operates from the Hotel Lanta Obero, but
will shostly maove 1o the top loor of the Deutschie

ticlping orpanisations and calerpeises o start-up
potentially viable acw veat and 10 improve and
expand their businesses,” Hurelbeink said. .
Ag Ent's serviees are being offered (o caterpriscs
which moct a number of criteria, caa pom(s-tss&.-
ment basis, linked (o the kevel of tesouroe commit-
mceat (rom cach
AgEn(wﬂlo;mlclhmughShriL.mh,cwqx(hc
Mahawcli regioa lts suppoct and assistance program
will incdude business and marketing strategy plans;
wtroduction ¢  improved pmduc( formulae and
processing technalogies; ideatification of new mark-
{Contd onp 12)
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HDR/from Henry itc

MNS European Fruits and Vegetables Report
Number 45 of 08/12/94

prices are given in the currency of the importing market.

average wholesale market price on 08/12/94

unless otherwise stated prices are per kg, imported by air

unless otherwise stated counts are per carton or per bag

How to read the prices:

~ Importer Selling Price = 100
- Importer Commission + various costs
(forwarding agent, Handling,telephone, telex etc.) - 20 %
====
= CIF
- Transport costs - ?
= FOB

No part of this report may be reproduced, stored in a retrieval
system, or transmitted,in any form or by any means without the
prior permission in writing of the MNS/ITC Geneva.

EUS/rate of exchange 07/12/94

1 us dlr equals

usD 0.00
DM 1.57
BFR 32.20
FL 1.76
DKR 6.15
NKR 6.84
LST 0.64
LIT 1,619.50
FF 5.39
SFR 1.32
SKR 7.50
AUSCH 11.05
FMK 4.86
YEN 100.45
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EFR/taux de change fr. francais 01/12/94

P ey

1 us dol 5.405 .
100dm 342.880 H
100bfr 16.676 :
100£1 306.190 :
100dkr 87.700 :
100nkr 78.830 i
11st 8.460 :
lit (1000)  3.343

100sfr 405.760 ;
100skr 71.850 N
100ausch 48.707 . ) )
100£fmk 110.799 <
100pes 4,108 !
100yen 5.409

ABR/LIST OF ABBREVIATIONS USED BY MNS FOR HORTICULTURAL PRODUCTS

:
GENERAL }

H
bl 2 blue/bleu/azul j = jumbo :
blk = black/noir/negro xl = extra large i
gr = green/vert/verde 1l = large é
org = orange/naranjo m = medium §
pur = purple/pourpre/purpura sm = gmall
r = red/rouge/rojo 8 = super i
vio = wviclet/violeta i
wh = white/blanc/blanco F
Yy = vyellow/jaune/amarillo i
mix = mixed colors é
8 = 8 fruits per carton F
10° = 10 fruits per carton 4
12 = 12 fruits per carton etc. etc. etc. é
ctn = carton
prep = prepacked

2.20462 pounds
0.45359 kilogramme

1 kilogramme
1 pound

T TN e N e SR i vt | R o e e e e

VEG/VEGETABLES

asparagus/asperges/esparragos

wh = white/blanc/blanco r = green/vert/verde
vio = violet/violeta j = jumbo

xl = extra large 1 = large

m = medium

16+ = 16 millimetres of diameter minimum

22+ = 22 millimetres of diameter minimum

v i P TR TR R TIAOeR e ~ o
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beans/haricots/judias

xf = extra fine (width of the pod not exceeding 6 millimetres) ;
£ = fine (width of the pod not exceeding 9 millimetres) %
bob = boby

chillies/piments/ajies

RSy v s re v resramern

g = green/vert/verde r = red/rouge/rojo
mix = mixed colors pre = prepacked
raw = rawitt/birdseye/oiseau jal = jalapeno
ser = serrano fres = f€resno A
ana = anaheim cub = cabanelles ;
sco = sgcotch i
lettuce

$
"""""" £
bos = Boston 1. ross = Lolo rosso :
0. leaf = oak leaf fris = frisee

~

TFR/TROPICAL FRUIT

avocados/aguacate/avocats

prices are for normal cartons of 4kg unless otherwise indicated. ;
les prix sont donnes par carton de 4kg sauf autrement indiques.
los precios estan fijados por cajas de 4kg salvo de otra forma indicado.

ctn = carton cont = container

12'~14' = 12 to 14 fruits per 4kg carton

16'-18' = 16 to 18 fruits per 4kg carton and so on.
ard = ardit lul = lula bac = bacon nab = nabal
ben = benik pink= pinkerton edr = edranol ree = reed
ett = ettinger rya = ryan fue = fuerte wur = wurtz :

has = hass
mini = stoneless avocado = avocat cornichon = mini aguacate (sin hueso)

coconuts/noix de coco/coco

BTNy

15',16',20',25',40*' = Cartons or bags containing 15, 16, 20, etc. plieces
50',60° Cartons ou sacs contenant 15, 16, 20, etc. pieces
Cajas o sacos conteniendo 15, 16, 20, etc. plezas

R e

kiwi
Normally in cartons of 3 to 3.5 kilograms containing:
20,23,25,27,30,33,36,39,42 or 46 fruit.

N P P T e e S W A R o T TY B S T K S IO S wr ST 2 v greak cres weererary
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tri = tri-pack (3 cartons of 3.5 kg)

prep = prepacked 10 x 1 kg

bins = 50 kilograms

mangoes

alph = alphonse ken = kent

am = amelie kin = kingston

app = apple ngo = n'gowe

atk = tommy atkins pal = palmer

bor = boribo rub = ruby

had haden sen = sensation

irw = irwin van = wvan dijk

jul = juli zil = zill

kei = keitt fran = francine

pineapples

ctn = carton

cont = container

mini = small fruit of about 400 to 500 grs. per piece normally transported
by air. also called baby pineapples.

vict = victoria = mini = baby

4', 6', 7', 8, 9', 10', 12', 14*, = cartons containing 4*, 6', 7°'

etc. fruit

Cote d'Ivoire pineapples

a' = fruits of 1.8 to 2.2 kg (average 2 kg)

b* = fruits of 1.3 to 1.8 kg (average 1.5 kg)

c' = fruits of 0.9 to 1.3 kg (average 1.1 kg)

d' = fruits of 0.7 to 0.9 kg
OFF/OFF-SEASON FRUIT

melons

cant = cantaloup

char = charentais

gal = galia

gold = seedless water melon = ananas melon in scandinavian markets

hdg: = honey dew green = tendral

hdy = honey dew yellow

hdw = honey dew white

ogep = ogen .

orange = orange flesh

piel = piel de sapo

ten = tendral = hdgr

water = water melon/pasteque/sandia

AV SVATLEANS N AT %Y A A M PAYA WANTE NG AN A e AT W ATITA AV NN TAY A
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grapes/raisins/uvas

white/blancs/blanca blue/red/pink/noir/rose
negra/rosada

ale = aledo alp = alphonse lavallee

alm = almeria bar = barlinka

bien = bien donne ben = ben hannah

cal = calmeria bon = bonhenr

chas = chasselas car = cardinal

dau = dauphinc fla = flame

erl = erlihane glo = red globe

fes = festival mus = muscat de hambourg

gold = golden pearl napo = napoleon

ita = italia remp = red emperor

mus = muscat ren = regina nera

new = new cross rib = ribier

oha = chanez roch = la rochelle

per = perlette roy = royal

pre = premier donne rub = ruby

que ° = queen of the vineyards = rev

reg = regina or regina vera

rev = regina dei vigneti = que

ros = rosaki

sul = sultana

gup = superior

thom = thompson seedless

vic = victoria

wal = waltham cross

we = white emperor

apple

g. smith = granny smith brae = braeburns

r. gala = royal gala d. r. = double red

r. del = red delicious gold = golden

gold. del = golden delicious jona = jonagold

pear

pack = packham triumph conf = conference bart = bartlett

orange

val = valencia nav = navel bld = blood sham = shamouti
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Uk Chile 24.00 24.00 |
BNS/beans/haricots/judias
Destination Origin Variety Size Pack Transp. Price high-low
Belgium Egypt bob 70.00 70.00
Kenya xf 120.00 128.00 ¢,
Kenya £ prep 140.00 140.00 |.
Denmark Egypt bob 16.25 16.25
Kenya xf 32.00 33.00
Finland Kenya xf 25.20 25.20
France Cameroun x£ 20.00 22.00
Kenya x£ 19.00 21.00
Germany Egypt bob 4.40 4.40
Kenya xf 6.40 6.40
Kenya £ prep 8.00 8.00
Kenya bob 4.25 4.25
Holland Kenya xf 7.20 7.30
Kenya £ 6.80 6.90
Thailand string 13.00 13.00 |*
Norway Eqgypt bob 22.00 22.00 |
Kenya xf 34.80 34.80 |
Sweden Kenya xf 38.00 40.00 |
Switzerland Kenya 6.00 6.15 |
Spain bob 2.80 2.80 |
Uk Egypt bob 1.50 1.50 |
Kenya f 2.40 2.80 |
Kenya bob 1.75 1.75
Spain bob 1.55 1.55
CAR/carambole/carambola ;
Destination Origin Variety size Pack Transp. Price high-low i
Austria Malaysia 72.00 12.00
Belgium Malaysia large ctn 140.00 140.00 |’
Mzlaysia small ctn 170.00 170.0Nn |
Denmark Malaysia sea 28.00 28.00 |
Finland Malaysia sea 19.80 19.80 |.
France Israel 19.00 21.00
Malaysia 26.00 28.00
Market News Service (MNS)" PAGE 9
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Germany Malaysia air 6.60 7.40 |,
Malaysia sea 4.30 5.15 |
Holland Malaysia air 8.00 8.25
Malaysia sea 5.40 5.60
Italy Malaysaia 9000.00 9000.00
Norway Malaysia 34.00 35.00 {;
Sweden Malaysia 29.00 32.00
Switzerland Malaysia 18' 6.80 6.80
Malaysia 22 6.00 6.30
Uk Brazil * 3.85 3.85
Malaysia 2.85 3.15
CAS/cassava/yuca/manioc
;::tination Origin Variety Size Pack Transp. Price high-low »
France Costa rica 6.00 7.00 |
Switzerland Costa rica 2.80 2.80 f
Uk Barbados 1.00 1.00 %
CFI/cactus figs/figues de barbarie/tuna i
;::tination Origin Variety Size Pack Transp. Price high-low ?
Belgium colombia T 165.00 170.00 Z
Finland Italy 16.80 16.80 |¢
Germany Colombia 8.80 2.60 |.
Norway Italy 18.50 18.50 |.
Sweden Italy 19.50 19.50 §°
Uk Colombia 3.95 3.95
Italy 1.35 1.35
CHh/cha;ote/christophine
;::tination Origin Variety Size Pack Transp. Price high-low ;
France Costa rica 6.00 8.00 s
Local 4.00 6.00 §-
Switzerland France 2.00 2.20
Uk Costa rica 0.90 0.90
i

Lo [N
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FIG/figs/figues/higos
;::txnation Origin Variety Size Pack Transp. Price high-low ;
Austria srazil ;ZT- 106.00 106.00
Belgium Brazil 225.00 250.00 |
Denmark Brazil 64.00 64.00
Germany Brazil 10.00 10.50
Italy Brazil 14.00 14.00 |
Norway Brazil 64.00 64.00
Sweden Brazil 71.00 71.00
Switzerland Brazil 24 10.00 11..00
Uk Turkey 3.40 3.40
FJA/feijoa
;::tination Origin Variety Size Pack Transp. Price high-low
Switzerland Colombina 10.00 10.00
GIN/ginger/gingembre/jengibre
;::tination Origin Variety Size Pack Transp. Price high~low
Austria prazii T air 54.00 54.00
Belgium Brazil 60.00 70.00
Denmark Brazil 13.85 13.85
Finland Brazil sea 15.50 15.50 |
France Brazil sea 12.00 14.00
Germany Brazil sea 4.00 4.00
Brazil air 5.00 5.00
China 4.00 4.00
Holland Brazil . sea 3.50 4.00
Ecuador sea 3.30 3.30
Italy Brazil 5000.00 5000.00
Norway Ecuador 20.75 20.75
Sweden Ecuador 23.75 23.75
Switzerland Brazil 4.50 5.00 ’
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Sweden Israel
Switzerland Israel
Uk Brazil
Israel
KWO/kiwano
:::tination Origin
Austria Israel
Denmark Israel
Finland Israel
Germany Israel
Holland Israel
Kenya
New zealand
Portugal
Sweden Israel
Switzerland Israel
Uk Kenya

ILGR/lemmongrass/citronelle

Destiration Origin
Holland Thailand
Switzerland Thailand
Uk Thailand
LIM/limes/lima
;::tination Origin
Austria Usa
Belgium El salvador
Mexico
Denmark Brazil
Finland Mexico
France Mexico
Germany Mexico
Usa

Size

11

Variety

11

11

11

Size

Variety

Size

Variety

48.00 48.00 |
6.50 7.00 |
3.50 3.50
4.00 4.00 |.
Pack Transp. Price high-low |:
52.00 52.00
23.20 23.20 ¢
24.00 24.00 f
6.40 6.40 |-
sea 6.40 7.00
air 7.35 8.00 |
air 8.00 8.40
tru 6.40 6.80
25.00 25.00
4.80 4.80
3.40 3.40
H
Pack Transp. Price high=-lov |:
§
*
13.00 13.00 |}
prep 11.00 11.50 |
4.50 4.50 |
i
Pack Transp. Price high-low |
33.00 33.00 |®
84.90 84.00 |-
77.00 78.00
26,00 27.00 [
13.50 13.50 |
15.00 16.00 |
4.90 4.90 |-
4.00 4.00
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Japan

Mexico

MGS/mangosteen/mangoustan

Destination Origin
Belgium Indonesia
Finland Indonesia
France Indonesia
Holland Indonesia
Switzerland Indonesia
Thailand

MGT/snow peas/mange—tout

Destination Origin
Austria Guatemala
Belgium Kenya
Denmark Guatemala
France Morocco
Germany Kenya
Holland Guatemala
Kenya
Norway Guatemala
Sweden Guatemala
Switzerland Zimbabwe
Uk Gambia
Guatemala
Kenya
Zimbabwe

MVE/mini vegetables

Destination Origin
Norway Holland
Sweden Holland

Switzerland Kanya

South africa
South africa

Size

- ———

Variety

Size

Variety

Size

Variety

carrots
carrots
aubergines

patisson
courgette

180 180
Pack Transp. Prlce high~low
175.00 190.00
31.00 31.00 |
32.00 32.00
9.50 9.75 |
8.25 8.25
11.00 11.00
Pack Transp. Price high-low
100.00 100.00
170.00 170.00
56.00 57.00
8.00 10.00
10.00 10.00
11.00 11.35
11.00 11.00
56.00 56.00
63.00 66.00
6.50 6.50
5.00 5.00
5.50 5.50
3.50 3.50
4.55 4.55
Pack Transp. Price high-low
74.00 74.00
83.00 83.00
8.00 8.0n |
14.00 14.00
14.00 14.00

P
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Switzerland Thailand
Uk Cyprus
Gambia
Kenya
PAP/papaya
Destination Origin Variety Size
Austria Brazil
Hawaii
Belgium Brazil
Jamaica
Denmark Brazil
Finland Brazil
France C.ivoire
Germany Brazil
Brazail
Holland Brazil
Brazil
Burundi
C.ivoire
South africa
Italy Brazil
Norway Brazil
Sweden Brazil
Switzerland Brazil
Brazil
Hawaii
Uk Brazil
Japan Hawaii
PAS/passion-fruit/maracuja
Destination Origin Variety Size
Austria Colombia
Kenya
Belgium Burundi
Kenya
Denmark Kenya

7)0
8.00 8.00 |
2.60 2.60 |
2.90 2.90 |
3.00 3.s0|
Pack Transp. Price high-low i
51.00 5§1.00 |’
73.00 73.00
103.00  103.00 {,
95.00 105.00 |:
sea 19.50 19.50
sea 18.00 18.00 |
air 18.00 22.00 [}
z3
sea 3.00 4.00
air 6.30 6.85 [}
i
air 5.20 5.40 |2
sea 3.15 3.50 |}
6.50 7.00 |
6.70 6.70 |
4.75 4.75
§
6000.00 6000.00 f}
i
sea 22.00 25.00 |
sea 22.00 23.00 |
air 5.25 6.00
sea 3.60 3.60 .
5.40 5.40 |
2.15 2.15 [}
620 665 ;
Pack Transp. Price high-low ;
H
80.00 80.00 |
70.00 70.00 |-
130.00 150.00
140.00 160.00 |
41.00 41.00
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Finland Kenya 38.50 38.50 |

France Kenya 32.00 34.00 |

Germany Kenya 7.00 7.00 |

South africa ., 7.50 7.50 |

Zimbabwe 7.50 7.50}

H

Holland Kenya 8.40 8.75 |}

Zimbabwe 8.00 8.75 |:

Norway Zimbabwe 42.50 42.50 |

Sweden Kenya 42.50 42.50 |

Zimbabwe 50.00 50.00 |

Switzerland Colombia 7.20 7.20 |
Kenya 5.50 5.50

Uk Kenya 3.00 3.20 k

~h

PCH/peaches/peches/duraznos

Destination Origin Variety Size Pack Transp. Price high~low E
Austria south africa ;;:- sea 56.00 $6.00 %
South africa 23 52.00 52.00

Denmark South africa sea  20.00 20.00#%
France Chile 40.00 40.00 %
Sweden South africa 23* 25.00 26.00 §
Switzerland Chile 8.00 8.00 %
Uk South africa 2.20 2.20 é
Zimbabwe 2.00 2.00 f

PEP/pepino ;
;::tination Origin Variety Size Pack Transp. Price high-low [
------- —— i

Austria Peru 60.00 68.00 §
Belgium Ecuador 91.00 91.00 |}
Holland Ecuador 7.35 7.80 i
Peru 7.75 8.25 |

Sweden Peru 41.00 41.00 |
Switzerland Ecuador 6.60 6.60 [
T T - g
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£
Sweden South africa 29.00 29.00
3
Switzerland Chile air 8.00 8.00 2
South africa 20 6.00 6.00 [}
Uk South africa 2.40 2.40 |-
Zimbabwe 1.50 1.50 i
PEP/pepino é
=== ;
Destination Origin Variety Size Pack Transp. Price high-low ;
Austria Peru 60.00  65.00 [}
Holland Ecuador 7.50 7.90 |
Peru 8.15 8.35 |
H
Norway Peru 9-14' 38.00 39.00 i
Sweden Ecuador 41.00 41.00 §
Peru 15° 43.00 43.00 |
Switzerland Ecuador 6.30 6.30 i
Uk Peru 3.40 3.40
i
PHY/physalis all prepacked or
Destination Origin Variety Size Pack Transp. Price high-lowL
Austria Colombia 200.00 200.00
H
Denmark Colombia large ctn 87.50 87.50 |}
Colombia emall ctn 97.50  97.50 {
Finland Colombia 99.00 99.00
Germany Colombia 20.50 22.00 [i
Colombia loose 11.00 11.00
Holland Colombia 17.50 18.00
Italy Colombia 26000.00 26000.00
s
Switzerland Colombia 20.00 20.00
Uk Colombia 8.00 8.50
South africa 9.85 9.85
$
!
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Belgium Iran 15 80.00 80.00 §:
Spain 40.00 40.00
Denmark Spain 40 6.80 6.80 i
Finland Iran 12.00 12.00 |.
France Iran 9.00 12.00
Spain 4.00 G.00
Germany Iran 10-15" 3.40 3.40
Holland Iran 12 3.60 4.00
Italy Spain 1800.00 1800.00
Norway Iran 22.00 23.00
Sweden Iran 15! 25.00 25.00
Switzerland Iran 10" 2.85 3.15
Spain 16 1.85 2.00
Uk Iran 1.60 1.60
Spain 0.60 0.60
PTH/pitahaya
;::tination Origin Variety Size Pack Transp. Price high-low
Austria Colombia T o 96.00 96.00
Belgium Colombia 200.00 225.00
¥) ance Colombia 42.00 42.00
holland Colombia yellow 14.00 14.00
Colombia dragon 13.50 13.50
Sweden Nicaragua 63.00 63.00
Switzerland Colombia 9.75 10.5
RAM/rambutans
;::tlnation origin Variety Size Pack Transp. Price high-low
Belgium Indonesia I 190.00 190.00
Denmark Indonesia 55.00 55.00
Finland Indonesia 30.00 30.00
Holland Indonesia 9.00 9.50 |-
Norway Indonesia 41.00 41.00 |’
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