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Europe - new market for Lanka's vegetables
 
Sri Lanka's vegetable ex, project is to identify m "r- ho-e and coohng facfilt. 

in the October (1994) isue UK,ports have been highlighted the the Netherlands,ters and retatler-sn FJac,, Dalgieish an~d GaminProjc--t advisors Anthony 
of Eurof magazinetled, Sri Lanka tagesTi- Germanv, Switzerland,NorlcWric,De-ets Kumarage will be availablenmrnak'ano nte.r aknsadao1 
Europe for vegetable ex- who could be seriously in- the SIAL rood fair tn Paris 
ports, and subtitled  tereted in high quality ex- thi month to discuss the
Diversification and expan- port vegetables from Sriet 
ston of hill country agricul- Lanka After interested ir- "At the moment we arelure, the mtcle reads porters are found, the ass.ssing the market and I

An inst.ative to diversify project then aims to iden- am reasonably positiveagriculture in Sri Lanka's tify the individual quality about the project so far,"
central highland region is standards, packaging re- said M r. Brandon "If theseeking customers in quireinents and import levelofinterestwehavehad 
European markets its offor timing each potential keepsup, lthinktheproject

blanTtiefirsotrilrexortlrange or high value vegeta- customerbit~s.'The can go commerrial nextneatfirst tral export year"A 

Atpresenttleanthemai 
 shipmentswerenMayand Meanwhre, a press re-

crop in this area of the samples went to the Neth- lease, from AgEnt, saysthatIndian Ocean nsiand and erlands, France, Germany, Sri Lanka's exporters of some planters have been S'.vitzerland and the UK," vegetables achieved ex-
encouraged by the AgEnt David Brandon of High cellent results at the pres-Project toput their growing Value Horticulture, the tigious French SIAL "94skdlsandexperiencein pos- UK-based consukancy to international food producta,
t-harvest handling to use the project, told Eurofruit exhibition,I concluded inin producing fine beans, Magzane. "These:were the TheParis press release 
mangetout, snow peas and products of the ftirt round adds
round beans of trial dnilings on three SI .s the largest

The AgEnt inittative in sitesijn March In total the Etropean f7ood and allied
Sri Lanka, which: utled project covers 2.5 hectarea products trade fair held 
by the Unitb-d Statis on eight sites." Samples hi-annualy at the giantA.er':y tot International from the second roi:'.d of Parts "Parc D'exposition."
Development (USAID), 'rials were due in $epte'n- The event iswidely rcogn-
started in early 1993 to help ter and these wi'I find their 'ed throughout the worlathe private agro-enterprnse way theonto c'mmercial, as th-. lead~ng showcase for 
sector expand by dcvelop- market quali y fresh ,ing and marketing new ex- Mr. Ilr'don has ch'dle f . otheEpr 
portcrops AgEntsaw huge prcr,%dedpotential for temperate the Sri Lankan, products and o d growers with all the neces- grd~rtsinputspotntalfortepeate ithal rdmreIertgrwes te nce- is-;i
vegetable cultivation in the sary information for stan- Tie fair took laee bet-'favourable soi and climate dards in growing ar.d pack-
conditions of the Nuwara tog which coriform with all 
Elhya area and implenen- EU legiation and *. 

ted small scale trals at the market specifications. The 
end of 1993 growers will use this infor-

The second phase of the maton to establish pack-

basis among participating 

Cexirs n- have already beeofre a opn h 
confirmedRs 40 milliontn mark linked)nwepr e r 

te 

markets be:ng opened bybaslis 
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trio 
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grant" to help Koffee Exotique, a small dynamic for planned launchwomenh agro-onterprise to introduce a new piece 1995w
of food proceessng technology are (L) AgEnt's Man- Sri Lanka, stand .asaging Director Richard Hurelbrink and Agri-Bual- manned by EDBs Deputy
nes Advisor Charmarie Maelge, Koffeo Exotlque's PrctorofExp'rXgcul-
Proprietor RushikaWeerathungaand AgEnt's Internaitonal Marketing I Agro- Processing Advisor lure and, AgEnt's

Anthony Dalglelsh. Agri-tusiness and International Marketing/Agro
ween the 23rd-27th'Oc- a 5 other exporters had Processing Advisors 
tcber 1994 and was under- their products gherkne,a 'tlhe impact of Sri Lanstood to have attracted this pickles, cashew, ka's atde- s'and SIAL *94 
year around 10,000 buyers hydratedfruit and confec- scored vcry highly versus
visiting 3,500 exhibitors tionrtedisplayed within the ma irity of other defrom 77 countes(dsplay- the EDB booth area and ve°o ngcountrystandsasa 

mS'ri ungthdi helped w samples or
producrt) 

t'h ED ath siv-. esulto 
ment, dheplay and promo- *Development or a S 
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Sri Lanka targets Europe for vegetable exports 
Diversification and expansion of hill country agriculture , o 

A N INITIATIVE to diversify agri- Germany, Switzerland, 
culture in Sri Lanka's central Denmark and Nordic markets 

highland region is seeking cus- who could be seriously inter
tomers in European markets for its ested in high quality export 
range of high value vegetables. vegetables from Sri Lanka. 
At present tea is the main crop in After interested importers are 

this area of the Indian Ocean island found, the project then alms to 
and some planters have been encour- identify the individual quality 
aged by the AgEnt Prolect to put standards, packaginig require
their growing skills and experience ments and import timing of 
in post-harvest handling to use in each potential customer 
producing fine beans, mnangetoui, "The first trial export ship- Teapickersre-directtheirskilstomongetout 
snow peas and roid beans menis were in May and sam-
The AgEni initiative in Sri Lanka, pies went to the Netherlands, France, growing and packing which conform 

which is funded by the United States Germany, Switzerland and the UK," with all EU legislation and super-
Agency for International David Brandon of High Value market specifications The growers 
Development (USAID), started in Horticulture, the UK-based consul- will use this information to establish 
early 1993 to help the private igro- tancy to the project, told Eurofruit packhouse and cooling facilities 
enterprise sector expand by develop- Magazine. "These were the products Project advisors Anthony Dalgleish 
ing and marketing new export crops of the first round of trial drillings on and Gamini Kumarage will be avail-
AgEnt saw hug, potential for temper- three sites in March In total the pro- able on the Sri Lankan stand at the 
ate vegetable cultivation in the tect covers 2.5 hectares on eight SIAL food fair in Paris this month to 
favourable soil and climate condi- sites." Samples from the second discuss the project. 
tions of the Nuwara Eiya area and round of trials were due in "At the moment we are assessing 
implemented small scale trials at the September and these will find their the market and I am reasonably posi
end of 1993 way onto the commercial mar-et. tive about the project so far," said Mr 
The second phase of the protect is Mr Brandon has provided the Sri Brandon. "If the level of interest we 

to identify importers and retadilers in Lankan growers with all the neces- have had keeps up, I think the pro-
France, the UK, the Netherlands, sary information for standards in ject can go commercial next year." U 

Sri Lanka. The pew, quality source for fine beans 
mangetoutsnow peas, round beans and much, much more! 

WIN ATHEY HAVE 
SUPERB DEVIL TO BE 
MASK AT SIAU GOOD! 

Visitthe Colombo (SriLanka) 

(2H/J64. Hall 2) , (pictured left) with 
and enter the I • , . AgEnt Advisors 

daily competition endorsing the quality 
to possibly win a of first trialled high 

superb collectors value export
 
Devd Mask' 11i vegetables
 

The cent ralhillcountry massif of Sri Lanka has long been To find ou mo,e abouthow thisunique USAID funded _J 1 _ 

renowned for the ganficent quilty of the teasgrown "I AgEnt (ogre-enterprise developmen) private secter
 
this region of the iihniariiienpe i d(orheiwoilci Now project con help you increase sales of these product
 
sonie of tile countly% rn-sttei phnicr hie in ,cd lies, please contact AglAnt'sAnthony Dalg'leish A I
 
Oil )()I t O fif I (X OI ( O (l l 1l lO whet ( 

' ... ln ):Stlll, es te 
experience conihi.ned wiih he hillCounCr y Ga istiii Kum tagec(Agrtliusii'ss Advisor)on tire Sri
 
fl ,olu iblh"A / fl~ill 'OodaI."', it, fn-o npI li ,pt i'll n l SIAl ApEnt's Colombho (Sri Lanka)
 

thei rI -onsi in ni ' Jrost h i th i h ( inrn a tio na l M o keii n g / AptoP rocessnip A dvisor) 0 , 

tan d 
g riiiIi'boo - ilf n toniin,,,nny I p,,, ins i-l riyiy ING SRI LANKA 

tinro,'riiiv contact fax number: +94 I 446428 TO GROW' 

Eurofruit Maaazine ic i' iqi4 
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HOW AgEnt HELPS DOMESTIC	 ,JANUARY 1995 AgEn 
AND EXPORT " KICK START 

AGRO-ENTERPRISES TO GROW! PROMOTIONAL 
ADVERTISENENT 

BACKGROU I) 

A, cau is a dynamicUSAID funded pnvatc sectoragro-emerprise

de v lopns o Iujan(ve suCCessfully assisting compames and
 
enlepretieurs with vIable businessand ottrketIfg plans to expand
 
ex ung operationsor start-up newventurestargeted at both domestic
 
wi export markes
 

OVER 200 "SHARED INVESTMENT CtL'NTS" HAVE
 
BEEN MADE TODATEV
 

As at the end of 1994AgEnt had made well over 200 'shared
 
investmentgrants"to agro-cnterpises sad entrepreneursto help them
 
expand or developtheir businesses
 

TYPICAL ILLUSTRATIONS OF AgEnt ASSISTANCE TO
 
SELECTED SECTORS AND CLIENTS E'IC
 

AgEnt is assisting niny lients on a phase by phase 'slared
 
investent gin.' basis n Itkefollowing vectorsand ateas I e
 

I 	 PROCESSLD FOODS Introduction of new/upgraded 
equipment and teclologies new products researchand
 
development,label and packaging design overseas new
 
equipmenrt/ecltologies evaluation andassessment/acquisitlion
 
trips, addressingenvironmental wastetsst s Ct,
 

2 	 ORNAMENTAL FSII Broodstock enhancementanti
 
predator control new/upgi ddd teclionlogies. new Sri Lankan
 
fish feedstock production etc
 

3 	 SPICES/OLEORESINS Developmen of new export product 
formulas, Introducton of new packaging equipment, plant
 
redesign and new equipment specfitations, new crop
 
outgron er programsetc
 

4 	 HLARICULTURE. lnttoduition of new cxpot vriteti s, news
 
production technologiestemperaturecontrolled container sea
 
shipmenttrials etc
 

5 	 NEW SRI LANKAN EXPORT CROPS PRODUCTION
 
TRIA.LING AND TEST MARKETING IrIATIVES:
 
AgEnt Isworking with riumorou
clieats tluougout thecountry
 
to Introduce fresh/processed
new higher addedvlue export
 
crops sopportedby l scaletest marketing programs
 

6 	 AgEnt's NEW WOMENS AGRO-ENTERPRISE 
BUSINESS/MARKETING DEVELOfMENT DIVISION:
 
AgEnt has always recognised the untapped
 
creatlvenes/ stness capabhlty of Sn Lankan women
 
entepmrneurs andis working successfully with manymicro size
 
sgrocterpnses to help them expandtheir businessesor
 
develop andlaunch new products
 

7 	 EXPORTDEVLLO4PIMNTAND PROIOTION AgEt is 
assIstingmanyclients to travel ov "se to evaluatenewexlori 
marketing opporunies, paricipate astrade fa-s to promote
 
andsell their products,produceexpot promotional materal,
 
sendsaumples
to potential buyersfor evaluation etc 

8 	 FINANCIAL MANAGEMENT ADVICE AgEnt oftenoffers
 
clients appropnate advicedesigned to strenglienl/re structure
 
the fiancial component of their butinessplans
 

9 	 Agst's BUSINESS INFORMATION CENTER. The 
project operatesa oi.jor information facility which todatehas
 
issued more tlitai 800(0 pieces of infnornitiotlrrpots etc to
 
clients anldpotential clients coveting tie agr business, e prot
 

marketing, crop production, post lurves, atundling,
processing

and litancal etors Many clicnts and potential clients
 
regularly visit thecentertoconduct itr own deskresarch 

H1OW TO FIND OUT MORE ABOUT HIOW Aglist MAY liE 
ABLE TO ASSlST YOUR AGRO-INfI-FRPRISE I 

Simply write to the Managing Direcior. AgDi Prtoject,5th floor. 
DeutscheBank.1POlox 389.86 GalleRoad.Colotbo 3 and we will 
sendto youour itfotiatin.1 brorhurcandafto-enterprise profile form 
Onceyou haCveiompleted ad retunled the latter form to Agl'n we 
can then determine wl thr we should seek to hold an 
exploratory/possitble assistaivediwussion with your enterprise 



AgEnt IS A DYNAMIC US AID 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
 
BOTHt DOMESTIC/EXPORT MARKETS!
 

Over the past 20 months AgEnt has assisted many Sn Lankan agro-entcrpnses and entrepreneurs through the 
p.oject's unique "50% SHARED INVESTMENT GRANTS" program inthe following export sectors 
1. 	 To visit overseas markets to assess/acquire new lugher added value processing and packaging
 

technologies
 
2. 	 To conduct "first hand" export markets r,.search to determne whethei existing or new concepts/products 

have the potenual to achieve success, linked to the developmentlimplementatuon of export marketing
strategies wich are most likely to work inthe highly competitive international market place. 

3. 	 To participate intrade fairs to help them promote their products and find new buyers. 
4. 	 To produce "on target" export promotional material such as product information/sales brochures. 
5. 	 To send samples to potential buyers for initial evaluation. 
6. 	 To develop new export manufacturing processes. 

- and much, much more 
Next, AgEnt's freely accessible Business Information Center maintains an up-to-date collection of hard back 
publications, international trade magazines, product sector trend/price reports, linked to an international network 
capable of accessing awide range of production, post harvest handling, processing, marketing and agri-business 
topics. 
For more information on how AgEnt can possibly assist your agro-enterprise inthe export marketing
development arena, please send abrief one page letter outhrng the nature of your business and possible 
assistance sought to-

Richard Hurelbnnk,
 
Managing Director - AgEnt Project,
 

5th Floor, Deutsche Bank, PO Box 389,
 
86 Galle Road, Colombo 3,Sn Lanka.
 

Tel- 94-1-440447, 446420 Fax- 94-1446428
 

We will then send to you our AgEnt informauon brochure and an agro-enterprise profile form which needs to be 
completed to form the basis for holding our first exploratory meeting with apotential client. 
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60 GUATLMALA 

Guatemala finds niche in Europe 
Big growth inberry and asparagus production 

GUTNAAis an acknowi-
S of many types of 

fresh produce. The country's corn
prehensive p-oduct range includes
 
mangoes and melons from its tropi
cal regions and vegetabes from its
 
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 erie
 
per cent last year. according to the
 
exporters' association Gexpront
 
Growth in Europe was more con.,id
erable with an average increawe of 10 . 

per cent in all of the country's main .,
 
markets Guatemala's most important ' '.
 

European market is Germany, but 
sigmficant tonnages are also sent to 
Italy, the Netherlands and the UK 
Goxpront says that Guatemalan prod
ucts have been well received in 
Europe dte to an increasing empha
sis on quality control and improved 
production techniques. "It is encour
aging that we no longer depend 
exclusively on the United States", 
commented Gexpront's Jandira Elias Berry production in Guatemala is expandingrapidly 

Asparagus advantage may be lost when the sys- currently taking place in the 
Asparagus production has increased tem is dismantled at the end of the Guatemalan export sector is the rasp
dramatically over the past few years year berry Small scale exports began i'i 
In 1986, for example, Guatemala The USA is one of the world's 1988 and sale:s have increased I ,
exported a mere seven tonns of largest producers of asparagus but 3,000 per cent in the space of five 
asparagus but in 1990 this figure had Guatemala does not begin exports years. Even though tonnages remain 
risen to 148 tonnes In lust five years until October whei 90 per cent of small exporters are looking to con
asparagus production has grown by the US crop has been sold Exports sohdate their position and invest in 
nearly 2,000 per cent The product is continue until the following the future of their industry 
grown at low altitudes ii different I ebruary when US production comes The increase in blackberry sales is 
parts of the country including the on line once again even more impressive In 1988
Salami valley in north-west Guatemala exported lust 14 tonnes of 
Guatemala and the plains of south- Berries blackberries but by 1992 this figi e 
ern Chimaltenango I he cultivation of strawberries, had risen to 7,488 tonnes Berry pro-

Modern methods of pruning and blackberries and raspberries is also duction in Guatemala is concentrat
fertilization mean that it is nov" pos- important to operators in the ed on the high plains of 
sible to control the giowmng season to Guatemalan fresh produce sector In Sacatepequez, Chimaltenango and 
dvold mlrect coil pet it on with tIS thIlast couple of years there has Guatemala provinces 'rho export
producers on tl.e exporl market Ihe been considerable iqtere,,t m,black- season run,;from October to June. As 
USA (ontmnies to be Guiteniala's berries and raspberrie, which, fr with asparagus, the bulk of 
mot important iiarket but an ,ia,oisof qualuiyuiad lorelelmn,Guatemalan berry production is des
increa,g number of uompanies, ar i oitii' to hild well in both in US imi'd for the US market but dem uud 
lookimg to estaidhsh closer trauinig and European markets lroduction is in Europe is rising The UK is he 
lmiks with Europe Guatemali void, geared largely Iowards th! export largest European importer Of 
ex( essue duties on entry to the EU market and producers cliiii that Guatemalan errmes although a large 
as aiieiibr of the general ,ysteiu of imrov( d quality ii.ans i hat good proportiin of these volmunes are 1,011 
prefirent.ul tariffs But exporters ,, rtuirns can now he gu.maranteil for re-export ioother parts of tlhe 
worried tha, this significant trading One example of the rapid growth EU 

Eurofruit Magazine November 1994 
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Europe sees potential for pitahaya
 
Nicaragua promotes red variety 

LATyear saw the start of a spe- g-,r
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 4. 

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 4*
 

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 is less wide
spread "Colombia leads the world in 
the supply of red pitahaya but pro
duction is expanding rapidly in " ., 
Nicaragua as more and more shop- i f-.10 
pers are made aware of the appeal of . . ..- ' 
this delicious fruit", EU consultant N 
Jacques Hesen told Eurofruit caroua wants to mcrease soles of red pluhayo i Europe 
Magazine "Lesser tonnages are also the high retail cost of the pitahaya is 1,000 to 1,200 plants per hectare and 
produced in Mexico, Honduras, justifiable given the expense of production can rise to 60 fruits per 
Behze and Vietnam There is also planting and managing even a small plant after five years. A well main
speculation that Israel may be exper- plantation. tained plantation will produce fruit 
imenting with tunnel production in Acquiring planting material and for up to 20 years 
the Negev Desert" trellises can push up the cost of cul- Production is mainly geared
There are currently four types of tivation to around US$10,000 per towards thu fresh market but 

pitahaya being produced on a cam- hectare but the pitahaya is a hardy Nicaragua also supplies the juicing 
iiercil basis but industry sources plant which seems to prosper in a industry The pitahaya's exotic 
say they expect matcr developments wide range of environments appearance and well defined shape 
in varietal output in the near future Although the fruit beloings to the cac- and colour make it very popular in 
Nicaragua produces a red pttahaya is family it thrives ii climates with fruit drrangements and its increasing 
wilth "fluorescent" flesh the rind of at least six months rainfall of popularity has even prompted some 
which, like that of all pitahayas, is between 800ram and 1,000mm a people in the exotics tride to label it 
covered In "scales" or bracts which year. In Colombia pitahaya is grown the "Latin kiwifruit". 
can var , in size, shape, number and at altitudes of up to 1,500m but red It is also claimed that the pitahaya 
colour Guatemala also produces this varieties can flourish at a height of has certain medicinal properties 
type of pitahaya but this year between 300m and 500m or even at which are good for those with dia-
Nicaragua is introducing a new yel- sea level Pitahaya can be produced betes or endocrinic problems In 
low variety which is much sweeter in rich volcanic soils or in areas is being promotedNicaragua the fruit 
Mexico and Vietnam produce a red where the soil is poor and stony like as a source of natural coulourants 
variety which ha, white flesh while Yucatan in Mexico II Europe red pitahaya is available 
growers in Colombia are concentrat- Planting takes place at the begin- through several leading importers 
ing on a yellow pitahaya with almost ning of the rainy season and the crop although Nicaragua distributes 
colourless flesh Small black seeds, requites the usual maintenanre of almost exclusively through the 
similar to those found in kiwifruit, weed control, pruning and plant sup- Netherlands 
are common toall types of pitahaya port Presentation is in boxes of around 

Production of pitahaya is still in its There have been few reported prob- 3 3kg containing between nine and 
infancy but growers ii Nicaragua feel lems with disease or pest and siibse- 12 fruits and pitahaya shows good 
that there is tuc.h room for improve- qu,itly the use of agrochemicals has shelf-life when stored at between 

cent with regard to cultivation tech- been kept to a minimum "lhe first 10C and 12uC Major European 
iques The pitl,daya season runs flower,, appear with the onset of tl mporlers are predicting that the fruit 

froin May to ()clobt r but better irri- rains and development from flower has a good marketing future and 
gation could help to extend the se'- to ripe fruit lakes aroumd 40 days growers in Nitiruguta hope that their 
son dild improve mrketing and Production coieuiet. s one year version of the "Latin kiwifruit" will 
export opportunities open to produ.- after planting at a rate of .3-4 fruits soon be a regular addition to the 
ers Growers ii Ni( ragua say tiit per plant A itorial crop density is tEiroppai shopltig baskel U 
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Colombia consolidates 
market position in exotics 
Major importers see growth for physalhs and pitahaya 

S OME OF Europe's leading a slower rate "'Ihey are unlikely to "Many other origins are eager to
importers of exotic fruit and veg- become large commodity-type compete with Colombia on these 

etables are witnessing increases in itews", said Mr do Nacyer lines of exotics but we have yet to 
demand for a particular range of encounter an origin that can rival it 
products produced in Colombia. Opportunities for quality", said Mr de Naeyer.ITK 
"During the first six months of this Itud Holland director Paul van Pelt Holland works exclusively with 

year we have enjoyed above average agrees "Ithink growth is possible for Colombian Exports, which markets 
growth in exc.ess of 15 per cent ii physalhs and pitaha)a", lie told fruit under the "Peputa" label 
demand for Colombian exotics Eurofruit Magazine 3ritislh fresh 
against tlie same period last year", fruit and vegetable importer Fruinar Ongoing development
said Marc de Naeyer of l"rK Holland also believes there are good opportii- Melons, mangoes and pineapples 
BV "This growth is solely in exotics nities for physalis "Involume terms have all been imported into Europe 
Physais and piaha ya are doing it will be our most successful exotic oi a programme of trial shipments in 
extremely well" imported from Coloiibia", comment- recent years as part of an ongoing 

ed Siion Smith of the London-basld development in Colombia of exports 
Market expansiin company Frumar is supplied by of more traditional fresh fruit and 
' lie growthIi surge forthese two Prod- Tropical Crop SA in Colombia vegetables
uLts tii ruS on its he'ad tlie bef Ihat Colombia Iias bee n able to coin- But FK Holland believes the avail
market expaiision had ruin its course iianl a share of the new growth in ablity of the same products from 
for relaively high Priced and e.clu- demand for these so-called "super- other sources at the same time of the 
iex t'×olicfruits FrK Holland has exotics" because of its ability to sup- year leaves little scope for growth in 

seen growth ii demand for other ply fruit 12 months of the yeir "Itis future "We retain our focus on the 
products like grenadilla, maraculA one of Colombia's greatest strength of Colombian exotics", 
and tamarillo, but these have been at strengths", said Mr van Pelt explained Mr do Naoyer 0 
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More demand for Hawaiian papayas 
Mangoes may follow from largest avocado marketer in California 
CALIFORNIA'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 Im bllb-cartons of 
the Kapoho Solo papaya annually,
mostly within North America "Our 
unique variety of papaya has been 
building a steady business in 
Germany and Switzerland with sev
eral air shipments per week," inter
national and diversified fresh prod
ucts manager Jeff Long told Eurofruit 
Magazine "The Kapoho Solo variety 
is only grown commercially on the 
"Big Island" of Hawaii, where it has 
been adapted to the virgin volcanic 
soil conditions." The papaya is 
noted for its golden yellow colour 
when ripe 

Calavo was not able to exploit the 
problems in other avocado produc-
ing ares last year, even though other 
Cahiformian producers performed 
very well in Europe "We exported 

Eurofruit Magazine June 1994 
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alavo sells more than 1m boxes of papayas evety year 
very few avocados to Europa last sea-
sol as we did not have the preferred 
4kg carton W-- expect to be able to 
provide such a carton in the future," 
said Mr Long 
Calavo, celebrating its 70th anmvor-

sary this year, is also moving into 
mango distribution from Mexico and 

South America. "The main varieties 
are Hadon, Tommy Atkins, Kent and 
Keiti. 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. U 
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Puerto Ricans profit from consistent volumes
 
Supplier consolidates exports through major importers 

PURORICAN 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 is of great benefit that we can
 
source in volume a selected range of
 
mangoes from a single origin for a
 
large part of the year". Atlanta AG
 
import manager Klaus Pape told
 
Eurofruit Magazine
 

Atlanta AG, along with other large
 
European importers like Hag6
 
International in the Netherlands and
 
Gost Tropical Produce in the UK, is
 
expected to source largo volumes of
 
mangoes from Fruits International, a
 
senior mango producer in Puerto
 
Rico The company, which operates
 
two large mango farms 
 on the
 
Caribbean island, is preparing to
 
export some 1 1m cartons of man
goes this season to Europe and the
 
USA. It plans to supply Europe with Atlantais testingexotic
 
some 180 containers of a range of fruitshipmentsInlFCO 

high quality Pango Mango-branded containers
 
mangoes from May through to
 
September First arrivals were due volume of mangoes in IFCO contain-
into Rotterdam in the last week in ers this season. It is the first time the 
April returnable packaging system devel-

Puerto Rican mango exporters have oped on behalf of loading German 
been helped on by the sharp rise in food retailers has been used for man-
mango imports into the European goes. 
Union in recent years Total mango IFCO has already been employed
volumes imported into Germany widely on fresh fruit and vegetable
have almost doubled to 9,000 tonnos shipments within Europe Its dovel-
in the last four years, Mr Papa said opers says it is now used on as many

Mango exports to Europe from the as six million trips every month,
USA have prospered against a down- mostly inside the European Union 
turn in shipments from Brazilm, I 
Mexico and other established pro- GbhM t~manigoducing countries Puerto Rico is also a
only nine to 11 sailing days from tk~ee years , , 
Europe, almost a week shorter than • 
most other major Latin American -. ling e 
producing areas -. ',. 

Meanwhile, the Bremen-based fruit three years the 
importer is planning to make its first- im"ngo ""i"ap y become popu 
ever direct container deliveries to lar InGermany~and the market still 
some of its major supermarket cus- expandligraccording to Fruchthansa 
tomers in Germany 4GmbH of Colcgne,"

"We are able to do this because we i .,',iherate of growth has bccn particu. 
can obtain regular supplies of consis- - larlystronglnirecent years, J-P
tently high quality fruit", Mr Pape Beltraml told Eurofrult Magazine. 
Kent, wuch are avaiable in the Three ycas ago It was only about 30 
largest volume, are expected to per cent ofcurrent volumes." 
account for most of the fruit sched- The company sources almost all year
uled to arrive direct Fruits -ound from South Africa, Ivory Coast 
International is also planning to Puerto Rico, Brazil, Peru and Mexico. 
export Tommy Atkins, Haden and More mangoes will be sourc-d from 
other smaller varieties like Parvin non-traditional producers, like Ecuador 
Meanwhile, All,inta is planning to and Costa Rica. Varieties handled by 

test nrmrket a smiill but significant 

\ 

However, it has been trialled 
increasingly in major fruit exporting 
countries like Israel, Chile, Argentina 
and Moiocco, 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.Om units. N 
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.promotiodnal thlles. :- rj,,F,
',t 

- Frudithansarundertakes promotional 
weeks and months with food retailers, 
publishing ronsumer Information 
brochures ind recipes or using In-store 
sampling.-'tThat Is also a good oppor
tunlty to getloplnlons about-the prod. 
uct directfromconsumers;','said'Mr 
Beltrami. - -
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Indian mangoes for Frumar ou .Indingon m s fo Fr m arshould encourage mango consump
lion in the UK 

Non-traditional sources to be developed in the near future "Increasing consunier awareness of 
keting manager Simon mangoes via media publications and 
Smith told Eurofruit promotional activity within the retail 
Magazine. "But we are sector will obviously aid sales in the 
working on new sources long term," he said "For example, 
and varieties for Frumar consumers need to learn that Keit 
that we hope to develop in mangoes remain green when ripe, 
future seasons " which one supermarket is trying to 
In addition to the main demonstrate by using labels with a 

line mango varieties Tommy green background, while using a red 
Atkins, Haden and the so far background for Tommy Atkins " 
less popular Keit, Frumar The increasing volume of 
will be importing several seafreighted mangoes should help 
Indian varieties including prices, a- will an increase in produc
the well known Alphonso tion and advances in storage technol
"The Alplionso is a smaller ogy to ensure good quality arrivals 
fruit, 250g to 300g, but it is "Controlled atmosphers storage of 
regarded by many as the mangoes during sea freight is far 

Some oflndia's1,000 mango vaneties on display best eating mango anywhere more common nowadays, so the like
around the world," said Mr lihood of successful arrivals has

W IIILE India is being developed Smith The majority will be air- increased," Mr Smith explained. 
as a source of mangoes for the freighted this season, and therefore One of the most important factors 

British market, importer Frumar Ltd being more expensive, it is unlikely for the repeat purchase of mangoe" 
also hopes to add fruit from other to be replacing seafreighted Mexican for consumers is the supply of a con
non-traditional sources in the near mangoes as a supermarket main line sistent state of maturity, Mr Smith 
future "However, we will be conducting tn- believes. "We need to make sure 

"Frumar will be marketing mangoes als with seafreight with a view to that the consumer can purchase the 
from most of the traditional sources reducing costs in the future," Mr fruit in the knowledge that the fruit 
this year, including Venezuela, Costa Smith added will mature correctly and be ready to 
Rica, Brazil, Puerto Rico, Peru, Greater consumer education and d eat within a certain number of days," 
Honduras and Mexico," senior mar- more attractive price are two factors he said U 

Solid growth in mango consumption 
High awareness inEurope gives hope for further expansion, says FTK 

ANGO consumption in the delicacy." 
etlierlands and all over Mr Do Naoyer reported 

Europe is growing quickly and the that consumers are 
fruit is fast becoming one of Dutch becoming more discern
importer FTK Holland's main lines. ing about quality as the 
"FTK imported in excess of 3,000 mango becomes more 
tonnes in 1093 and wc anticipate popular. "Increasingly 
further solid growth in 1994," Marc only top quality counts 
Do Naeyer of the company told and those producers who 
Eurofruit Magazine. cannot comply with the 

FTK imports from all over the market needs, in terms of 
world for distribution throughout varieties, colour, maturity 
Europe. A recent survey in the and flavour, will rapidly 
Netherlands backs up Mr Do lose market share. As 
Naeyor's optimism about further new and better trans
growth in consumption. PGF, the portetion techniques 
Dutch Commodity Board for Fruit become available, in the 
and Vegetables found that 83 per form of faster transport 
cent of the population in the and more affordable CA 
Netherlands knows what a mango is systems, the overall con- Room for growth in Europeanmangoconsumption 
and at one time or another has eaten dition of mangoes will benefit," he fairs in an effort to communicate 
mango Only 26 per cent is buying said, singling out producers in directly with consumers. "Mangoes 
them oil a regular basis, but still Honduras and Peru cs examples of are now available practically all year 
managed to consume approximately how to produce and ship a high round, but if .e focus and listen 
6,000 tonnes in 1992 quality mango even more closely to the needs of our 

"It is obvious that there is still plea- As a result of working with its sup- markets, as well as direct more ener
ty of rooni for growth," sai( Mr De pliers to present its customers with gy into "educating" the consumer, 
Naey'r "Inad(hition. imny southorn consistently high quality mangoes, we will continue to see above aver
EuropP'an countries ire buying IlK undertakes in-store promotions age growth in Europe for several 
increasing volums' of this tropical and maintains a presence at trade years to come," said Mr Do Naeyer. U 
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Brazilian producer expands
 
mango production
 
Frunorte expects exports to top 1m boxes in 1996
B RAZIL'S second largest fruit
 

exporter is seeking to establish l s e

Itself as one of Europe's most impor
tant suppliers at mangoes. Frunorte, 
 4 
better known in the European fresh
 
produce sector as a producer of mel
ons, has extended the season and 
 * 
increased production. The company,

based in north-east Brazil, 
now
 
hopes for a rise in European con- *-aw
 
sumption. 
 4 
Only Mexico produces more map S
 

goes than Brazil. Last year Brazil pro-
 A 
duced 25m boxes and the north-east,
 
with its hot, dry climate and low i ;.


humidity made a sizeable contribu
tion to this overall figure Most of the
 
mango volumes produced in north-
 Ff5 

east Brazil are for the export market, .
 
indeed, the region sends 80 per cent
 
of its entirc mango crop to major EU I I
 
markets like Germany, France and *
 
the UK
 
Frunorte has decided to concentrate d 

its efforts on the UK. This year the 
company will supply UK-based Red r 
Rose International with nerly
200,000 boxes of mangoes from its 
farms on the banks of the River Asst;. 
The season starts in September 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- Afdon producerFrunork,is expandingintomangoes 
ny was formed in 1986 
Frunorte will have 286 hectares ed to produce 3,320 tonnes of man- to meet its irrigation needs Frunorte

under mangoes by 1996. Over the goes in 1996. Van Dykt. production set up a subsidiary company whichnext three years production is at the Martins farm willreuch 163 is capable of producing 10,000expected to increase five-fold, which tonnes in 1096 but the bulk of the metres of polyethylene tubes on a 
means that output will soon top im 5,389 tonnrs produced that year will daily basis. Frunorte has over sixboxes. Frunorta says that 60 per cant be Tommy Atkins. Experimental kilometres of open irrigation
of its mango crop will be sent for plantings of Sensation, Hadon and throughout lt: farms.
export. Next year the season will be Keitt are not yet produced in suffi- The eco-system of north-east Brazil even longer, running for nearly 10 cent volumes for the export market is extremely fragile USDA has certimonths from April 1995 until Frunorte estimates that marketed fled as to the absence of the fruit flyJanuary 1996 Production for next tonnages will be 20 per cent lower which means that heavy pesticides
year is estimated at lust under 0.5m than gross production levels. This can be avoided. Frunorte practicesboxes means that in 1996 the company will crop rotation and the use of integrat
Frunorte's main variety is Tommy actually market 4,312 tonnes of man- ed pest management. This systemAtkins which it produces on its goes was used on melons and extended tofarms at Martins, Baviera and Last year Frunorte established the mangoes for the first time this year

Arralal Nearly all of the land tinder ISO-9000 quality control programme after initial tests revealed that it keptmangoes is given over to the produc- It also invests in research and tech- fruit free of toxic residues and
tion of this variety apart from 10 nological development and collabo- helped lower the costs of production
hectares on the Martins plantation rates on agricultural programmes This year the producers of northcurrently producing Van Dyke, with some of thu country's leading east Brazil are set to harvest 35,000Sensation, laden and Keitt universities and experimental cen- lonnes of mangoes. Mango consump-
Production is based on new tres Installations include 800mn of tion in Europe is rising, Europeanorchards, all of which have been cold-storage which cost USS7m importers and consumers have reactplanted within the list five years Irrigation is essential in a climahe Pd favourably to this fruit XIlhe largest farm. Arratial, is rxp(ct- like that of north-east Brazil In order 
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Israeli mango exports to boomilngoIsra li m xpors to boom 

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 is preparing to 
export approxiniately 
4,500 tonnes of mangoes 
fiom a total crop of 15,000 
tonnes this ycar between 
mid-July to September. 
"Israeli mangoes are 

gaining prominence in our 
export 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 was a grad
unl growth in volume 
thanks to the expansion of 
new plantations Israel Sixtypercent more mangoes due i flie nearfuture 
found suitable varieties for 
export and developed market inches 
in Europe and, for the first tune this 
year, in the Far East as well. 
The ecological conditions of mango 

growing in Israel are totally different 
from those prevailing in tropical or 
semi-tropical climates, where most 
of the mangoes in the world are pro-
duced 

A striking example is already suc-
cessful mango production in the 
Arava, , desert-like region in the 
southern part of Israel with little 
iainfall and year-round sunlight. 
"Lily, a new early ripening variety, is 
in groat demand in the European 
markets," said Mrs Inbar. The suc-

cess of the Lily exports last season 
means that Agrexco is set to increase 
export quantities of this variety dur-
ing 1994. 
Half of the mango plantations in 

Israel are located in the hot basin of 
the Sea of Galilee, at altitudes of 
between 600 feet below and ao feet 
above sea level The remaining plan-
tations are in the coastal plain, 
where mangoes ripen thiee weeks 
later than in the Sea of Galilee 
region 
The three main mango varieties 

exported from Israel are Tommy 
Atkins, Kent and Keitt, whiiLh cam
prise 75 per cent of the total planted 

Maya, a local selection enjoying suc

(.ess on the local market, dud Illden, 
production of which is reducing 
because yields fluctuated 

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

Marketing Israeli mangoes this sea
son in Europe will be accompanied 
by appropriate promotional cam
paigns, to be carried out in coopera
tion with the major supermarkets. 
"For the first time this season, 

Agrexco is developing the market for 
the Israeli mangoes in the Far East, 
mainly in Singapore and in Hong 
Kong", Mrs Inbar said. U 

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 ofAgrculture, 
Tel Aviv, April 1994 

frost damage *eetimate 
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Frosts cut Spanish avocado and mango crop
 
Lower exports force change on sector
LAST YEAR'S severe frosts which 

affected much 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 like 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 be 
almost half those of 1993, at around 
20m to 25m kilogrammes of avoca-
dos and 0.6m to 0.7m kilogrammes 
of mangoes 
Jos6 Portoles of the SAT Traps 

growers and exporters association 
explained that attempts are now 
underway to unify the various coop-
eratives in the area in order to ratio-
nalise production. The SAT 
(Sociedad Agraria de Tranformac16n) 
to which Mr Portoles belongs is one 
of the largest of its kind in the area in 
terms of volume and variety and 
markets fruit under the "Trops" 
brand name for 220 individual farm-
ers and co-operatives 

SAT Trops sends considerable avo-
cae volumes to France and the UK. 
Holland, Germany and 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 is currently mar-

keting several new American avoca-
do varieties SAT Traps has just set 
up a nursery with US company 
Brokaw to sell young avocado trees 
bearing Gwen, Whitsell and Esther to 
associate cooperatives and the gener-
al public. 
The new American avocado vari-

eties, however, are more popular in 
certain markets than in others 
Neither SAT Traps 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, is particu-
larly successful ii the UK, Germany 
and Switz,rlmd Pr.'ef'rence of si7e, 

Eurofruit Magazine My 1994 

like variety,
 
varies from
 
country to 
country. In 
Spain con
sumers opt for 
Hass in larger 
sizes of 10, 12 
and 14, while 
Gwen sells in 
smaller sizes of 
14, 16 and 18 
in the UK. 
New market

ing initiatives 
are in the pipe
line to organise 
the production 
sector in order 
to attain higher 
levels of quali- . 

ty and to 
ensure the 
adoption of 
professional 
mar k e ti n g Spanshmangoesare easdistributedto the European market 
techniques Mr 
Portoles said that the main problem
facing Spanish avocado growers is 
that marketing is too fragmc . id fhe 
also added that a more cohesive mar
keting policy would "protect growers 
from the damage of independent 
speculators who do not uphold the 
interests of investments in produc
tion, which have been made with a 
view to profit in the future". 

Additionally Spanish producers are 
now having to deal with increasing 
volumes of imported avocados from 
South Africa, Israel and Mexico Mr 
Portoles believes imported volumes 
do not match the freshness of 
Spanish produce given the distances 
involved and the time it takes to 
reach, European markets. "The 
advantage with Spanish prod-ice is 
its privileged position to the 
European market. The products are 
easily distributed and arrive in better 
condition than produce from Africa 
and America", he said 

In addition to mangoes and avoca
dos SAT Traps produces lesser vol-
umes of other tropical fruits such as 
starfruit, lychee, macadamia nuts, 
cherimoya, lime and kumquats
which are marketed all over Europe 

Over the last 10 years important
improvements have been made in 
packaging which is now stronger, 
better presented and can be fully
recycled, said Mr Portoles N 
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amairkts 	 so tht custuinon will colleGamia becom es source for to appreciate the superior quality of 
Gambian mangoes", he said 

Just as consumption is expected tomarket-led mangoes rise over the next few years, so too is 
production. In response to this 

Radville Farms keen to push mangoes Wealmoor is busy sourcing new mar-

A GAMBIAN producer has plant- Belgium Some vrieties sell better in kets like those in Scandinavian 
ed one of the largest single plan- certain countries than in others countries. Outside Europe the 

tations of mangoes in Africa. according to market preferences: Middle East is also an important 
Radvillo Farms, a subsidiar,' of UK- consumers in the UK, for example, mango market, Mr Dhanani said 

based importer Wealmoor, has 400 prefer Haden while Kent sells better prices in the Middle East are often 
hectares under cultivation including in France. Dutch, Belgian and better than those obtained in Europe. 
11,000 mango trees between four and German consumers are happy to buy Of course transportation can be diffi
seven years of age. Each tree pro- all three varieties cult when exporting to the Middle 
duces 75 to 90 kilobrammes of man- Preference of size can also vary East, but all mangoes produced in 
goes per season which are sold in from country to country ii Belgium the Gambia are air-flown or shipped 
boxes of four kilogrammes to super- consumers prefer to buy larger sizes in reefer container. 
markets in the UK and other parts of like 8 and 10 but in Holland smaller All mango plantations are served by 
Europe sizes of 12, 14 and 16 are more popu- a resident tree agronomist and the 

Wealmoor's Rati Dhianani told lar The UK is perhaps the most flox- minimum amount of pesticides is 
Eurofruit Magazine that Radville ible market as concerns size because used. Access to the US market is still 
Farms concentrates on Haden, British consumers will buy mangoes extremely difficult, however, 
Tommy Atkins and Kent and expects ranging from size 7 through to 14 because of the demand for hot water 
to market 250,000 boxes of mangoes Though mango consumption looks treatment. Mr Dhanani said that 
this year Haden accounts for 60 per set to rise throughout Europe Mr Radville Farms would continue to 
cent of production while the remain- Dhananm is keen to promote the prod- apply the very latest in pro and post
ing 40 per cent is split equally ii: in supermarkets He believes that harvest management to guarantee the 
between the other two varieties European consumers must be made quality of Gambian mangoes. 

Mr Dhainam said that this year 50 aware of the quality of Gambian The National Investment Board of 
per cent of exports will oe sent to mangoes so that they will choose the Gambia will be visiting Belgium, 
major British supermarkets them rather than those of other the Netherlands and the UK from 
Remaining volumes will be marketed African and Asian producers. "Trial May 2 to May 20 to promote all types 
in Germany, France, Holland and tastings should be offered in super- of Gambian fresh produce. N 

HORTICULTURE THE GAMBIA AN OPPORTUNITY TO INVEST 

Lcading landowners inThe Gambia Competitive advantage lies In: The farms are Ideally located within 20 
seek partners for fruit and vegetable minutes of Banjul airport Soils suitable 
production and export to major * close proximity to European for fruit and vegetable production and 
European markets market abundant good quality ground-water. 

-	 competitive air-freight 
• sea freight with 12 days to 

Euroe Sample list of products and seasons 
* 	 a temperate winter climate 

ideally suited to off season A AM 
fruit and vegetables for the 
European market 

* 	 competitive agncultural wage 
rates 

* 	 government tax and 
investment incentives 

andmtny more product.; 

For further Information contact: 

Ms FOixon, Cargill Technical Services Mr S Wade, FAPE Office 
13 Upper High Street, Thame The National Investment Board 

Oxon OX9 3ER, UK 71 Hagan Street, Banjul, The Gambia 
Tel (44) 844 261447 Fax (44) 844 261708 Tel (220) 288868 Fax (220) 29220 
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Spain increases mango production
 
Tropical fruit offers hope to Spanish farmers 

.acclaimed sea-board isas one of Europe's pri-
mary centres of agricultural produc-
S PAIN'S EASTERN 

tion. The gentle Mediterranean clh-
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. Somb, liko avocados 
and cherimoyas, relatively common 
on European markets and others, like 
kumquats, papayas and mangons still 
very much in the initial stages of 
production and development It is 
conceivable, and indeed probable, 
that Spanish producers of exotic and 
tropical fruit will soon create their 
own niche on many European mar-
kets 
There are presently 8,000 hectares 

successfully given over to the pro-
duction of avocados on and around 
the coast of the M6laga and Granada 
provinces in southern Spain These 
areas produce an average 40,000 
tonnes per year, with industry 
sources predicting considerable 
increases in the near future. Mango 
production, on the other hand, is 
still very much in its experimental 
stages but is expected to increase 
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Spain is producingred andyellow-skinned varieties 

rapidly over the next five years Over 
the last decade mango production 
has spread over some 500 hectares 
and is one of the most rapidly 
expanding sectors in 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 
Spanish market Spanish mango pro-

duction must now compete on the 
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 close proximity of 
Spanish and Israeli production cal
enders 

But competition has not been all 
bad Spanish producers have 

,',, ,'F. ,,:, lt;:..",responded positively, taking heed of 
u.i e z0 

LM.Spanish 

S ncreases'mango pr,',tjpr 

...~ ?~l~mango

of 4,000 tonnes, theSpainAwhich will be onsmulW;h 
,,, ) 


preferred varieties and adjusting 
their production accordingly. The 

mango sector has been 
encouraged to ensure that its planti
ngs are adequately grafted and to 
offer the consumer a wider choice of 

varieties. At the moment 
is offering European con

sumors favoured red or yellow
other South Americ an '-IrketsfLast skinned varieties like Tommy 
year the ioimpan tid rniark- Kent andAtkins, Irwin, and Osteon 
2,600 tonnes of mangoes to ls 
tomerswowlde 


yea" harvest was th 
ran.i, fro 6 to14,an t.e...sizes ranging from 6to 14 and el 

• -• 


pany is experimenting with newevr,n-
eties such as Kent and Van Dyle. New 
plantings are expected to lnaeasepro-, 
duction within four years. 

-

Kestt are also popular to a lesser 
extent. 

Spanish consumers have welcomed 
the liberalization of the market and
the improved choice that has accom
paned it Mangoes and lyches have 
boon particularly well received. The 
sweet-tasting starfrut is also a firm 
favourite with the Spanish. Small
scale starfruit production is alsounderway in Spain and small toil
nages have already been marketed in 
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Spain exports 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 ovcr 
the last two years, exporl levels have 
reached an all-time high with sales 
of white asparagus three times highi 
er than those of green varieties. 

Export growth is essential to the 
survival of the Spanish asparagus 
sector since the domestic 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 prefer the tinned variety. 

Luis Marnn, 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 Domesticdemandfor asprausis sniall 
to the French market with lesser ton
nages sent to Italy, Switzerland, of those sales relate to white aspara- Riola in the north where 6,800
Belgium and the UK. Perhaps the gus. Though Mr Marn thinks that hectares are given over to asparagus 
most important market developmei t this season's results will be "more production. The majority of Spain's
in recent years has been the inrr.,i,.;e than adequate when compared with green asparagus stocks come from 
in exports to France which 1 ive previous years", he has expressed around the Granada region while in 
grown from 11 per cent in 1987 to 27 doubts about the size of this year's Extromaduia production centres on 
per cent in 1993 crop because of the prolonged white urparagus

Mr Mann also told Eurofruit drought in southern Spain. Spanish producers and exporters
Magazine that growers and exporters, The drought-stricken regions of are in regular rontact with compa
are presently involved in several pro- Andalusia and Extremadura in nies and growers' orgrnisations from 
motional campaigns to boost con- Spain's extreme south are the coun- other EU producers such as France 
sumption in Germany. try's most important areas of cultiva- and Greece. Greece is also a major
Though exports of both white and tion with 12,290 hectares given over competitor given the lower produc

green asparagus have shown a rise to the production of asparagus. Other tion costs it continues to command.E 
on last year more than three-quarters important areas include Navarra-La 
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India looks for a place in the sun 
Concern as grape exports set for great leap forward 
S ENIOR British fruit importers are 

becoming increasingly concerned 
that substantially larger exports of 
seedless table grapes expected from 
India this season are likely to bring 
a sharp drop in re''rns to growers 
and dent the continent's reputation 
as an emerging supplier of grapes to 
Western Europe. 

"It is very worrying", commented 
one 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
ducers fell heavily lat year as a 
result of a sharp increase in compe:i
tion between over 40 largo and small 
exporters. Five years ago there were 
less than a dozen established suppli
ers of table grapes to the UK oporat-
Ing in Greece 

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

India, where pioductinn for export 
is still in its infancy, is a particularly 
atiactive source because its 
Thompson Seedless fills a lucrative 
market window between the end of 
the Southern Ilemisphere !,eason and 
the arrival of the first table grapes 
from the Mediterranean basin 
Kismis Chori, India's Russian black 
seedless cultivar, has proven more of 
a problem to export successfully, 
with poor turnout on trial shipments 
over the last two seasons 
The small volumes of export qual-
tyThompson Seedless marketed by a 
handful of UK fruit importers in the 
last two seasons have been generally 
',ell-received. Indian exporters have 

been buoyed up by very strong inter-
estthanks to relatively short crops in 
both Chile and South Africa as well 
as continuing difficulties in 
Australia, an established seedless 
gripe source for the UK which has 
lhd weather problems in rec'nt 
years 
With both iiiier Southern 

Iemtisplhere grape producers show-
ing larger, longer crops this season 
and more encouraging rt'ports from 

.
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UK supermirkets have shown strong mterest fo: Indian gropes, importers say
Australia, India seems set to face the importers now sourcing increasing
full blast of competition for really volumes of grapes from established 
the very first time. Price pressure suppliers in and around Nasik, the 
should be much heavier as a town north-east of state capital
result And, after two trial years Bombay where India's grape export
when the sometimes indifferent industry is centred. Like Mack,
quality of export trials has been over- Frumar Ltd, part of the Wcrld Fresh 
looked, Indian grapes are going to Organization, has importea since it 
face much more intense scrutiny, first bacame involved in Indian 
importers say grapes from the Kalyani Agro
Since last summer grape producers Corporation, one of India's largest

in the fruit growing state of companies, which set up an agro
Maharastra have been deluged with division several years ago and now 
enquiries by a host of UK fruit runs other programmes
importers keen to cash in or the per- alongside. Meanwhile, J.O Sims and 
ceived export potential Large num- Three Ways International have pros
bers of smaller growers have dlso pered with groupings of large and 
come forward offering grapes for small independent exporters from 
export Unofficial reports are point- the same area 
ang to a ten-fold increase in exports All four UK-based companies are 
of grapes to the UK from India this expecting to market substantially 
season Sources say that the major larger volumes of grapes from India 
reefer container operators have this year with first arrivals due in the 
ahieady taken orders for close on 600 last week of March Cool weather in 
units against total exports of less January has pushed the start of the 
than 100 containers last season season back by 10 to 14 days These 
Established importers are urging increases should be accompanied by

producers to export only the best marked improvements in fruitquali
quality product available "If they ty. Major importers have devoted a 
don't then the industry risks ruining large among of time and money to 
its reputation before it has really help at.celerate the learning curve for 
started", Simon Allfrey of Mack Fruit grape growers who have only been 
told Eurofriit Magaiine exp'rting to Europe for two seasons 

Trhe fruit sourcing divi,,ion of the For example, Mahagrapes, which 
UK-based im)orter and specialist supplies Van den Brink partner com
surimarket ,u pill Mack pany Three Ways International, hasicr 
Multtph's is on of four Itritish employed on secondmient a grape 
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technologist from Chile who has advised on correct
 
orchard management and growing techniques Dutch importer in deal with
Impo.,ers have also been vwodking with supphers to
 
develop new cold storage and packing house facilities as Indian multi-nationals

well as refrigerated trucking, "Pressure on the port

authorities ii the port of Bombay has Plso paid off",

Christopher 
Sims of J O.Sims Ltd told Eurofruit Mark Four to increase supply of Indian grapes
Magaz'.-e 'They have agreed to receive containers after
the vessel has docked which means that they are loaded NONLY its second year as a Duldi-based Importc . Mark

much more quickly than before" "N Ons Iporoean


Meanwhile, -ew plantings by some of the larger compa Four plans to Increase substantially supplies to Europeannies suggest that substantially larger volumes of grapes customers of fresh Thompson Seediilss and other grape vari
will come through quickly in the seasons to follow eties from India.
Frumar Ltd's supplier, Kalyani Agro, sees now export on- The company will receive fruit Including grapes and manented plantings as th,, future for India and together with goes, from a group of five suppliers Incorporating some ofother suppliers is planting new, larger vineyards across India's leading multi-national companies like Godrej and thethe state ITCGroup.Interestingly, Mack Fruit and at least one other importer Since these companies will be exporting to Europe for thehave plans to source grapes from Hyderabad, the east second consecutive season, it Is expected that the quality of 
coast city, where the wider diversity of plantings and
larger production capacity allows growers to push avail- this year's fruit will be much improved, sald Mark Fourability through June This expansion of fruit exports has Director Vikram Prasad. Mr Prasad also claimed that yields

been encouraged by the Indian government Although the will be higher than last season.

authorities in Delhi have yet to remove a 0 5 per cent This season Mark Four has targeted to receive arount 80 to
duty on exports, there has been some financial assistance 100 containers of Indian grapes.
as well as duty concessions for capital goods imported in 
 Mr Prasad said that cold weather had damaged crops in theconnection with the pioduction of goods to be exported Nasik region, but explained that Mark Four has suppliers InIt has resulted in the construction of large numbers of other parts of India and thus expects a reasonably good per.new pro-cooling and cold storage facilities in the state formance this season. 
which, importers say, will help maintain fruit quality
through the shipping season U 
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o. ood~~,m.,Jamaica expects jum in 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
trdc, with the leading supermarketPapaya and mango OUtolut to leap forward chain in the Netherlands IS 

while mango plantings are made up 
of Tommy Atkins and Keitt rather 
than local Jamaican varieties, said Exporter sees 
Ms Edwards 
The Jamaican government has higher exotic 

sponsored initiatives to diversify the fr tsae 
country's agricultural sector into 
new export products It has not had "XOTIC fruit sales In Europe
difficulty in finding buyers for its .show great potential for 
substantial holdings in the country's growth because general levels of 
farming sector. The business and per capita consumption of a range 
banking sectors in Jamaica have been of exotic fruits are still compara
attracted by the new opportunities in tively low, says one of Colombla's 
development of papaya and mango leading exporters of exotic fruit 
exports in particular For example, and vegetables. 
NCB Investments Ltd, part of the "European consumption of 

Neivcorpoule nvemtent ni aca(i National Commercial Bank Group, apples is one hundred times high
one of Jamaica's leading financial er than demand for some exotic 

ROPICAL fruit growers in institutions, is funding tropicai fruit fruit types", N6stor Guti6rrez of 
Jamaica are increasing produc- production on part of 400 hectares of Bogotd-based exporter Frutierrez 

tion of papayas and mangoes in the prime farming land close to Ltda told a MOFEL trade seminar. 
expectation of capturing one fifth 3f Kingston, Jamaica's capital city. "And ihcreased demand for high 
Iha total European market for these Clarendon Park Orchards has already quality, higher value exotic fruits 
two traits within two years. And turned over 50 acres or land to and vegetable could help to dispel
muchb of this new expansion in pro- papaya production some of the recessionary impact in 
duction on the Caribbean island Meanwhile, Jamaican fruit growers other parts of the fresh produce 
comes from corporate investors keen have been able to take advantage of sector". 
to take up the opportunities that are improvements in high quality freight The value of exotic fruit exports
appearing in the export of these non- links with Europe While the avail- from Colombia has grown from 
traditional fruits to the EC. ability of air-freight poses few prob- $150,000 in 1988 to an expected

"Papayas and mangoes Pre already lems, the high costs involved have $5m in 1993, Mr Gutldrroz said. 
among the leading tropical fruits not helped them competite effective- Further large increases are expect
consumed in major EC markets", ly against sea-freighted arrivals from ed, with mangoes the best placed
said Diane rdwards, senior trade Central America. However, success- to record new sales. Three thou
commissioner at the Jamaica Trade ful trials of sea-freighted shipments sand hectares of mangoes have 
Commission in Brussels "We beliee of papayas and mangoes, brought in been planted in Colombia in the 
there is still great potential to grow reefer containers on board modern last five years. 
sales" Jamaica's fruit sector is reefer vessels carrying bananas to New possibilities to sea-freight
braced for a massive increase in pro- Westera Europe, are expected to give fruit in reefer containers could 
duction of a range of mainstream Jamaican tropical fruit producers a halve transport costs, said Mr 
commercial varieties in the next half- greater competitive edge. Not sur- Gutidrrez. Those lower costs 
decade papaya production is set to prisingly, Jamaica Producers Ltd, the should help increase shipments
climb by 70 per cent as 200 hectaies UK-based company which has Blut lerding Swiss food retailer 
of new farming land is planted with recently extended its holding in the Migros, whose sales of exotic fruit 
papayas to add to the 350 hectares island's banana production, is ilso and vegetable sales account for
already in full production, while involved in the new production of seven per cent of SFr1.lbn 
mango production should jump by papayas and mangoes The company turnover on fresh produce, reckons 
200 per cent aver the next four years has recently acquired some 2,000 further growth in exotic sales is 

Indeed, Jamaica's fruit export sector acres in production in the Belvedere unlikely. "The boom is over for 
has aheady been quick to protit fom region of Jamaica, Ms Edwards told some exotic items", said fresh pro
tie steady e,.pansion in year-round Eurofruit Magazine duce trading director Hans-Rudolf 
demand for tropical fruits in Europe Exporters are hopeful of marketing Mori. Migros does not expect
The Jamaica Trade Commission larger volumes of papayas and man- future sales of exotic fruits to 
reports that Janaica doubled to 12 goes in established tropical fruit eat- enjoy the same rates of rapid 
per cent its share of total EC sales in iig markets like Germany and the growth as in the 1980s. 
just three years while Eu,opean Beiiluc countries To date, Jamaican The exotic fruit sector needs to
demnid for papayas and mangoes fruit sales have been concentrated ii concentrate on higher quality to 
expuiiid by 20 l'r cent in thou five the IJK, where their share of total allow better producers to prosper
yv'.r, to 1992 Ppaya and mango sales is already and to encourage higher rate of 

Solo, the coimnirc.iil America.n 'rong Fruit has been exported into purchase at the point of sale. 
,,triuty, (oii tititi'c, tw large ihjoritly m, or Contmenal European markets P 

of lMMV prodiictio in Jiina .i for some vear', 'Ihey will have been 
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Gerber's growth based in Southern Africa
 
Zambia, Zimbabwe and Kenya supply increasing volumes 

Ssweetcor 

,4,800 

r 

York Farmsfirst exported from Zambiafive years ago 

NE of the world's largest 
0 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 
Gerber Fresh Produce Ltd was set up 
two years ago to exploit sourcing 
opportunities for fresh fruit and 
vegetables which complement the 
existing operations of the parent 
company. Gerber Foods International 
already generates multi-million dolar 
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 brdnds "Sun Pride" 
and "Gerber Pride". 

"Gerber Fresh Produce now has a 
handful of excellent supply sources in 
southern Africa", said Barry Fine, joint 
managing director with former Fyffes 
Group colleague Ken O'Sullivan "The 
region is now the cornerstone of oursupply 
1maLo"The UK-based importer expects flus 
yeair to import some 8,)0 tonnes of fresh 
vegetables from Zambia, Zimbabwe and 
Kenya todistnbutetomalorsupermarkel 
niustomenrs in Bntain 

Increasing 
Gerber 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 is also looking closely at 
extending its supply base in Turkey 
and other parts of the eastern 
Mediterranean. It finished its first 
season of cherry imports from Turkey 
earlier this summer which were 
procured, packed and supplied froni 
within their own facilities in Turkey. 

Gerber 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 abioad Gerber Foods has food 
and drink manufacturing subsidiaries 
in France, Italy, Spain, Greece, Turkey 
and Israel 

Success 
"We have had some successes with 

imports of high quality fine vegetables 
from southern Africa", Mr Fine told 
Eurofruit Magazine Gerber Fresh 
Produce imports a range of airfreighted 
produce from established producers in 
Zambia, Zimbabwe and Kenya. The 
spread of supply across three major 
countries allows it to extend the 
marketing season, vary the range of 

products 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'A collapse of 
leading Zambian 
horticultural produce 
supplier Launa Farms let 
Gerber's supplier, Lusaka
based York Farms, capture 
a larger share of fresh 
produce exports. York 
Farms, sot up over a decade 
ago, grows mange-tout, 
sugar snaps, babycorn, 

and roses over 
acres on two farms. 

First exports to Europe were 
made five years ago.

Last year the company 
erected a now packing 
house with coldstores and 
rapid-coohng facilties while 

a new annoxo was added for hand
trimming of sweetcorn and mange-tout. 
York Farms is starting to grow Jalapeno 
and Fresno chillies too. Pro-packing at 
source was also undertaken for the first 
time last season, Gerber Fresh Produce 
food technologist Duncan Roscoe told 
Eurofruit Magazine. Zambian fresh 
vegetable exports have been greatly 
assisted by the completion of now 
coldstorage facilities at Lusaka airport, 
financed by the Zambian Export 
Growers Association (ZEGA) of which 
York Farms is a member. 

Position 
Gerber Fresh 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 now variety of fine bean to match 
UK supermarkets' exacting trim 
specifications. "In general Zimbabwe 
has not boon able to match the size 
and quality of fine beans produced in 
Kenya", explained Mr Roscoe. "We are 
hopeful that the introduction of this 
now variety will change that". 

In Kenya, Gerber Fresh Produce's 
sourcing operations are altogether on 
a larger scale, with several farms in 
the Nairobi area providing large 
voiUmes of fine beans in particular. U 
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Africa's green shoots grow stronger
 
Vegetable exports have strengthened their export position 

Horticulturalexportsfrom Zimbabwe roseto well over Z$200m in 1992 

E STABLISIIED 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 genral 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. 

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

Clear 
If only pn the basis of the number of 
leading fresh produce importers now 
involved, it is cleai that the avilability 
of high quality produce ii southern 
Africa has incr,i.,d siguific ally since 

die late 1980s. Eurostat figures bear 
out the anecdotal evidence: African 
countries have accounted for a largo 
share of the rise in EC fresh vegetable 
imports from third countries as a 
whole, up from some 728,000 tonnes 
in 1988toover945,000 tonnes in 1991 

Zimbabwe, already among the top 
10 fresh vegetable exporters to the EC 
in 1991, has seen an explosion in 
revenues from horticultural exports 
since development of the sector first 
started in the mid 1960s. Horticultural 
exports have grown from Z$3.1m in 
1985 to well over Z$200m in 1992, 
according to ZimTrade, Zimbabwe's 
national trade development 
organisation 

Profit 
Meanwhile, figures from the 
COLEACP, the European Liaison 
Committee for promotion of produce 
from ACP countries, show how ACP 
countries have profited from the 
increase in EC imports For example, 
although total EC imports of French 
bens moved ahead only marginally, 
up frou 34,600 tonnes in 1q87 to 
37.()00 tonni's in 1991. the total %hare 
of Afrin ,i. Cartbbean and Pacific 

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 
central factor in this development", 
says the Paris-based COLEACP. That 
those 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. Now growing 
areas across couthern Africa have been 
developed to push availability of fresh 
vegetables through December and 
January, largely at the expense of 
Central America which is likely to see 
its market position dented as a result, 
distributors say. UK importer Frumar 
told Eurofruit Magazine that it is now 
securing year-round supplies of mange
tout from Kenya. "Suppliers are 
)eominig inore successful at growing 
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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 circumstances, the 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 
European fresh produce importers are 
hoping to record largo increases in 
sales: Dutch importer Hagd
International BV Isconfident it can 
achieve "incredible" sales volumes thisConsumer awareness ofbbyvegetables needs to be raised season to cope with now productionfrom a number of projects it has in 

this product", senior marketing air-freight space is unlikely to keep hand In Africa. Fresh produce importsmanager Simon Smith told Eurofruit pace with expansion in production. from Africa already account for over
Magazine Some are already warning of sudden 10 per cent of total turnover, Hag6 said.

expansion in mange-tout production There is a genezal perception amongReputation in Zimbabwe in particular, where importers that It will not require muchFresh fruit and vegetable producers tobacco growers are continuing to effort to increase sales of a number ofin southern Africa are enjoying a diversify into cash-generating core products from Africa. The tastereputation for high quality produce horticultural exports. Flowers, which and quality of the produce guarantees
which has given them a major tends to achieve higher returns than them a future, they say. "There Iscompetitive advantage in EC markets. vegetable!, per cubic foot of air-freight tremendous potential", Nigel Poll of"The success of African vegetables has space, have enjoyed a more rapid Goest Tropical Produce told Eurofruit 
a lot do with their high quality", expansion in exports: Zimbabwe's Magazine. "But there Is a need toconfirmed Norbert Timme of Horticulture Promotion Council (HPCJ Increase consumer awareness for
Hamburg-based Trofi is estimating flower exports of 6,000 certain baby vegetables and 16gumes".

Tropenfruchtimport GmbH. "They tonnes in 1992-93, more than twice
 
have benefited from proper post- volumes shipped in 1989-90. Opened

harvest handling, installation of new The prospects for an improvement 
 Parts of southern Europe would appearcoldstores and refrigerated trucks for in the availability of more air-freight especially ripe for expansion where
transportation as wcll as long-term space patchy.seem "Airlines are there is likely to be an opportunity toplanning of production". For example, working very hard to offer sufficient "piggy-back" ne products Into asubstantial investment has been made space throughout the year", said Mr market which has opened Itself rapidly

in Zambia where large coldstorage Timme, "and they are doing their best 
 to imports. Italy, for example, has seenfacilities financed by the Zambian to charge rates which vegetables can a more than threefold increase in its

Export Growers Association (ZEGA) stand". Indeed, air-freight rates from total vegetable imports in six years, up
were completed at Lusaka airport southern Africa can account for more 
 from 67,300 tonnes in 1987 to 211,600earlier this year. Exporters already than 50 per cent of the total product - in 1991. Sabrosa Italia, the Milan-basedreport quality improvements cost. Not surprisingly, some say it is exotic fruit and vegetable importer,

Yet the availability of air-freight is likely that any new marketing reports sharply increased activity sincelikely to be as much a determining opportunities could be determined by it was set up in 1990. "There Is stillfactor in the development of exports now airline links. And in these space to market exotics", Robertofrom southern Africa as improvements circumstances it seems that the Merkowicz told Eurofrult Magazine.in production techniques. continued emergence from isolation Although it is predominantly in fruit,"Availability of air-freight space is a of South Africa leaves it perhaps best Africa already accounts for 15 per centmajor problem", Starfruit NV placed to profit, of it total imports. Umanaging director Christian
Decannizre told Eurofruit Magazine. Fresh vegetable imports into the EC (in tonnes)
The Belgian importer, which 
generate-, 30 per cent itsBFrlbn 
turnover from imports of produce 1987 1988 1989 1990 1991from Africa, is only hopeful of Zambia 302 803 1,174 1,875 1,649
increased availability in Belgium via
Saibena But freight roles in general Zimabwe 810640 1,003 1,8806 2,642 
seem disproportionately hiughier in
Zanibmi, Zimbabwe and Kenya hian South Africa 7,479 6,239 4,903 7,234 12,229
from othe'r p1ris of Africa 

Kenya 14,258 15,444 17,023 18,293 17,862|li( I' 

More wvorr iugly ',tll. ,av,dihility of Soutt(' Eu:o'tot 
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Fine vegetable exports Guatemala's 
maintain growth largest 
Pre-packs our speciality, says Tropical Splendor cooperative - invests in new 

"Demands are very specific. facilities 
We make sure we meet these 
rLquirements by giving the UATRO PINOS, Guatemala's 
correct seeds to our growers, C largest cooperative, brings
the right information on together some 1,650 growers from 
pesticide use, handling and the central highland regions, with so on. Quality, consistent an average annual production total 
supplies and special service of 5m lbs. Miguel Angel Socop,
lie behind our success.We're president of Cuatro Pines, told 
now ready to enlarge our Eurofruit Magazine that 
business with Europe." production is forecast to double 

The main lines Tropical over the next couple of years as
Splendor exports to Europe the cooperative invests in new
include mangotout, sugar infrastructure to cope with 
snaps, French beans, mini additional volumes.
vegetables (courgettes, green Established 1970in with
and yellow squash) and green financial and technical support
asparagus. Weekly availa- from Swiss organization Heks,
bility currently stands at 12 Cuatro Pinos has exported freshtonnes for mangotout, eight vegetables since 1081. Its product
tonnes for sugar snaps, two range includes mangetout, sugar
tonnes for baby vegetables snaps, French beans, courgettes,and four tonnes for French bunched onions, blackberries,
Tbjans. *Although all of the runner beans, raddichlo, leeks,
vegetables can be produced broccoli and raspberries. Eighty
throughout the year, peak per cent of its exports are destinedVerdnica Banillas,managing directorof pica] shipments are from October for the USA and 20 per cent forSplendor


S 
to May, prior to the start of Europe. "We're now the largestGuatemala's rainy season producer of mangetout in 

LTHOUGH Tropical Splendor Tropical Splendor packs its Guatemala", said Mr Socop. "Wehas only been in business for five vegetables in 2.2kg net cartons, pack 5,000 (Olb) boxes ofyears, it has already developed a Mangetout and sugar snaps can also mangetout each day and anythingstrong client base in Europe with be packed In 150g plastic trays covered up to 30,000 boxes per day in fullspecial pro-packing orders carried out with plastic film. "We pack these 27 season."for German importer Weicliert and to a tray and they're very popular in Cuatro Pines says its currentDutch importer Hispafruit. It is also Holland and Germany", said Ms headquarters and facilities covera regular supplier to other wall-known Barillas. "We're very careful to ensure 14,500m'. Its packhouse canEuropean importers like Wealmoor, that we choose only the very best handle up to 300,000 lbs ofExotimex and Trofi. "We know that vegetables from each 
very 

crop, than produce per week, with coolingspecial quality is required for pro-cool and pack them carefully in and storage facilities available forEurope", managing director Ver6nica order to preserve their natural a further 150,000 lbs.Barillas told Eurofruit Magazine. characteristics." NU 
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Europe's mango boom
 
The development of seafreight has had a large part to play in the rapid increase in mangosales in Europe. Eurofruit Magazine talks to exporters and importers about the increasing

popularity of this fruit and prospects for sales this year 

Mango pmduction in PuertoRico 

Creating an id nitxzre.

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

N EAR TO 40,000 tonnes of
.N mangoes were imported by the 

EC in 1991, ofwlich 8,500 tones were 
supplied by ACP producing countries,
The UK is the Community's largest 
consumer of mangoes, accounting for 
13,000 tonnes in 1991, followed by
France, the Netherlands, Germany, 
Belgium and Portugal. On the supply
side, the ACP countries - mainly West 
African in this case - have accounted 
for a stable 25 per cent -,iare of the 
market since 1987, with total mango 
sales increasing by 30 per cent over 
this same period. Indeed, the league
of suppliers 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 
increasc this year 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 tonnes 

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

o oliothtte ooof transporting sizoable volumnes of 
mangoes overseas. Some Africanexporters now believe that they too 
must transfer over to sea technology ifthey are to maintain a strong market 
position. The changeover is relatively 
easy for certain markets such as theIvory Coast, which already possess
good port facilities. The move 
obviously becomes complicated for 
landlocked countries such as Burkina
Faso and Mall. 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 time being,
the airline services of Air France and 
Air Afriquo remain Mall's only
solution for transporting mangoes to 
Europe. Guinea suffers similar 
problems - its port at Conakry lacks 
the necessary infrastructure 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 
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African exportersaim to develop seafreight 

can withstand the journey by sea. 
The issue depends to a largo extent 
on the maturity of the mango and 
date of harvesting, aspects winch 
are being worked ol at present.
Furthermore there is the problem 
of the varietal range In spite of 
its excellent eating qualities and 
attractive coloration, Amelia, the 
main variety produced, is often 
rejected by consumers because of 
its green-orange skin, which is 
thought to be less attractive than 
some of the American varieties, 

West African exporters arc 
aware of the issues but believe 
that they could develop a trade 
in the back of their different 
varieties and the advantage of 
airfreight In terms of end quality.
However, only a very small 
amount of money has boon 
invested to date in promoting the 
West African varieties to the 
European trade and consumers, 

Nevertheless, some exporters
have made significant improve-

ments to their mango businesses in 
terms of quality, farm stnirture and 
varietal range. One example is the 
development of large orchards, such 
as tile 170 hectares owned by Koba to 
tile north of die Ivory Coast, where 
many varieties have been planted
including Zill, Kent, Keitt and Haden. 
This has helped not only to expand
the range on offer, but also to 
strengthen the presence of West 
African mangoes on the European
market. Starting with Amelia and 
running through to Kent, exports can 
now be staggered from February right
through to July, with peak shipments 
from April to May.

The West Africans are also looking 
at the Issue ofpackaging very carefully.
To date 5kg cartons have been used. 
Exporters are 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. 0 
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Agrexco to promote mangoes in Europe 
The first experimental mango plots 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 

F ROM mid-July to mid-
November 1993, Israel 

aims to export an all-time 
record of 5,000 tonnes of 
mangoes, according to Orna 
Inar, head of the mango 
marketing desk ofAgrexco. 
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 tie in-
crease in demand for tropi-
cal fruit both on the 
overseas and domestic 
markets. Realising the po-
tontial mangoes offered for 
export, researchers worked 
for years in Israel to over-
come the problems that . 
restricted mango develop-
mont. Those included the 
selection of adequate 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-
taros, with yieldb. 

located in the basin of the 
Soa of Galilee at altitudes 
between G00 ft below and 
700 ft above sea level. The 
remainder of the plantations 
can be found along the 
Mediterranean coastal plain, 
from the Lebanese border In 
the north to the Egyptian 
border in the south. In these 
areas, mango fruits mature 
three weeks later than in the 
Sea ofGalilee region. 

The three main variaties 
grown in Israel arm Tommy 
Atkins, Kent and Keitt. 
These account for 75 per 
cent of the total planted or
chards. Other varieties are 

lMaya, a local variety which 
is very successful on the do
mostic market but not suit
able for export duo to its 
small size and relatively 
short shelf life and Haden, a 
variety which is erratic in 

roduction in Israel and no 
longer recommended for 
planting. 

Tommy Atkins is fa
vourod for now plantings 
duo to its good average 
yield3, colourful appearance 
and excellent shelf-life. The 
Kent variety also performs 
well, as does Koitt, a rela
tive newcomer to Israel. 

approaching 12,000 tonnes Most of Israel'smangoorchardsare locatedin the basin of the Sea Koitt is said to have the 
Tins figure is expected to of Galilee 


Israeli mango production 

(tonnes) 

Production Export 

1985 3,300 970 
1986 3,500 830 
1987 4,500 1,030 
1988 4,600 500 
1989 7,800 1,370 
1990 7,600 1,350 
1991 12,000 2,800 
1992 9,400' 2,600 
1993 15,000" 4,800 

--
Freeze damage 
Estimate 

Source: Ministryof Agriculture. 
Tel A vi 

increase by at least C9 per cent over 
the next few years, according to Shaul 
Homsky, chief specialist for sub-
tropical fruit crops at the Ministry of 
Agriculture in Tel Aviv 

Israel's climate is very different to 
the tropical or semi-tropical climates 
where most of tie world's mangoes 
are produced. Israel's rainy season, 
which runs from November to March 
and cool night time temperatures from 
December to February, have led to 
sightly sinal!er trees in Israel than 
those of the same age in the tropics 
However, the trees are said to flower 
profusely in the spring The long, 
warm summer calls for extensive irri-
gaton of the plantations but there is a 
notable absence of intiracnose, a dis-
ease which causes many blemishes to 
mangoes grown IIIthe tropics 

II,ilIf of Isrel's mango orchards are 

longest marketing period for 
any one variety, being available from 
mid-September to mid-December. 
Another up and coming variety is 
Palmer, a colourful mango grown for 
export. 

Mrs Inbar of Agroxco told Eurofruit 
Magazine that marketing efforts in the 
UK this season will concentrate on the 
supermarket chains. Agrexco hopes 
to supply 800 tonnes to the UK this 
year, in comparison with 200 tonnes 
last year. Mrs Inar believes that 
European consumers 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, Agroxco also aims to export 
900 tonnes of mangoes to France, 800 
tonnes to Germany, 700 tonnes to 
Spain and 400 tonnes to the Benelux 
ruIIII1ris 
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Year of the mango 
UK supermarkets believe mango sales are set to soar 

G EEST TROPICAL PRODUCE has 
been appointed exclusive UK 

distributor for Puerto Rican mangoes 
under the "Pango Mango" brand. 
Staphen 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 
arrangement this year. Varieties will 
include Irwin to Parvin, Tommy 
Atkins, Iaden and Keitt, with the 
season stretching from April right 
through to November. 

Quality from Puerto Rico at the 
beginning of April was said to be 
reasonable, with Geost supplementing 
supplies with airfroightod mangoes 
from Venezuela and Colombia. 
Soaftroighted arrivals are expected to 
commence in May. "Geost has been 
working very hard at developing 
mango sales", Mr Woodhouso told 
Eurofruit Magazine "We have run 
several campaigns with the 

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

Goost has also been developing its 
own production of mangoes in Costa 
Rica. First estimates point to supplies 
in the region of 100,000 to 150,000 
cartons this year, with the potential to 
reach much higher levels in future 
years. The mangoes will be marketed 
under the "Geost" brand and should 
be available from the end of May to 
July. 

From July to August, Gost plans to 
distribute significant volumes of 
mangoes from Israel through Agrexco, 
before moving on to other suppliers in 
the run up to Christmas. Nigol West, 
product manager, said Goest always 
aims to deal with two suppliers at any 
one time, in order to ensure the highest 
service levels to the customer, 

"Mangoes are still treated as exotics, 

Steve Segal of Fruit International, 
suppliers of 'Pango Mango" brand 

but we could see a great increase in 
sales over the next two years", he 
commented. "They must be 
established more thoroughly as an item 
before attention is paid to promoting 
individual varieties. It will only lead 
to confusion if we try to Introduce too 
many varioties at once. At the moment, 
mango availability is simply driven by 
season. But in time, there will be more 
demand for certain varieties which 
consumers will expect to see year
round." N 



Holland shows strong interest in mangoes
 
FTK Holland believes potential exists to develop sales further 

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

T N 1992 a total of 11,180 tonies of 
. mangoes were imported by

Holland, of which Brazil accounted 
for 22 per cent, South Africa 14 per 
cent and Puerto Rico 13 per cent. 
Achilles de Naeyer of FKHolland 
a company which captured an 
approximate 30 per cent share of the 
Dutch market for mangoes last 

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. 

1n early April, FTK was just finishing 
its South African r ango programme 
and entering a new season of imports 

German mango imports soar 
Germans are now eating more mangoes than avocados 

" 4THILE fie UK and France 
'V continue to be Europe's

leading importers ofmangoes, sales 
are rising considerably in Germany 
as well with'mango imports now 
exceeding avocado imports. Klaus 
Pape of Atlanta Scipio told 
Eurofruit Magazine that mango
imports now exceed 10,000 tonnes 
every year, a 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 "Pango Mango"
brand", commented Mr Pape. 

. 

"These are supplied by Fruit 
International in Puerto Rico andhave achieved very good results in 
recent years." Irwin, laden, Parvin, 

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

Mr de Naeyer.added that the quality
of the mango crops varies greatly from 
cour.'ry to country. One problem, he 
believes, is that there are no official 
packaging and quality standards for 
this item, so requirements depend
solely on the needs 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
certain mango seasons. At the time of 
writing, Mr do Naeyer said that the 
mango market had been very strong in 
Holland, b'it that the beginning ofMay 
should see a return to normal selling
prices due to abundant volumes 
expected on the market. N 

Tommy Atkins, Van Dyke and Keltt 
are the main varieties Atlanta plans 
to import. Mr Pape told Eurofrult 
Magazine that the first arrivals from 
Puerto Rico were due at the end of 
April, although air shipments had 
commenced several weeks earlier. 
"Our eventual aim is to bring all of 
our imported mangoes into 
Germany by sea", commented Mr 
Papa. "The voyage from Puerto Rico 
is perfectly suitable in this respect" 

He added 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 Pelkes,general managerof Fruits 
International,PuertoRico 
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toyou
by EtAsitc 

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 associatecompanies 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 kaakes shipping fresh 
produce by sea more viable. 

EAC Export handles Ema's fresh 
fruits and vegetables from its o, ices 
in Thailand aard Malaysia. 

L1EfAC IEpr 

(ThallAnd)mited 
1168/92-109, 311 Floor LunipnlToimr 
RamsIVRoad,Thuogmahamek,SafhomBangkok 10120 
Tel. (662) 2856677, 286-6682 
Fax (662) 287-4628 
Telex82615ASWITC PH 

Bt 



Fi'esh efresh 

vegtale business, fresh their destmabn fresh, Ena's 

In the natural fruit and To guarantee our products arrive atmeans success
The finest freshf employ a qualit control 

rethat p 
FROM THE NORTHfresh and 

freshand 

- anywhere in the world. , THE SOUTH 
Thats the promise Ema's the produce N TE o~nda 
makes to every one of is selected andour clients . picked. Fruits and vegetables 

Fryaswevbenspligameinternational markets with the finest fresh transported in refrigerted tucksto ourwareh xue where they arehecoetreyothadevauththygtenically-packedfrhuts and vegetables. Wholesalers and retailers before e Inspected andhave come to rely on the added value thatis associated exclusively with Ema's brandproduce. cricontainers to their finaldestination. 

adlbligs-tmta sa 

We offer a custoised packaging
flxila t is

H A R V S TEfruits 

Produce can 
whey 

Packed in 

cntn ers o 
eonties ho 

difretsiesaesa ripouches, boxes or bulk containers. Ema's 
envronmentally.fnendly

own brand is peced with
materials, althoughs as a marketasw offers vaneto

div compaywe offer canety of_ d"_et options to our chents. 

fEa rsfress
 
The quaity
frt an 

and 

lot more than 
vegetables isake deepie 

fresh and 

healthy... they are. 
Growing food 

organically comes
natural) to Than. Mojen technologyIs 
used for harvesting and transportaton bthe quality is as pure and healthy as it 
has been for centur,es. 

ANNUALrVnUrT&vEOE-r3L,*ALA.PImrY 

ENVIRONMENTALLY-SAFE 
PACKAGING OF ALL SHAPES
 

AND SIZES
 



Exoic 
11 

- -S 

- i 7, (.! 

4 - |
-- . 

+i -' 

i i4 



Stienltfic nante Mus, sdpientum 

(Custarcd aplel+ 

Scienlific namneAnnona squanltoa 

33. 

Bahbanana is one inthree varieties inThailan This anety hasa 
thin skinandhasabrightgolden Ahen green 

main of banana 
,ellowcolor ripe It is harested mature 

Storage and ripening 
Bananabestored mature Conrolledcan when greenatl5SC95% RHfor14dats 

ripening isundertakenat 21 22C Ilamidilintheripening shouldmaintainedroom he at
 
,l:0o Theripening should once onto successi
rom hegassed ada, edais until there 

isanerhlene concentrationofl(Upl 

Supply by month 
Mid of JuneMid ofNoember 

Therearemanyspecres tnThailand Themain speciesof Annona commercral isA 
squannroaThefruit bythe of the carpel theIlesy recepadeisformed fosion numerouswith 
The pulp is aromatic taste encloses black, seedsvith a sweet creamy and large. shins 

Storage 

Thefruit generallynpenY/ daysafter softand damagedharst. becoming easdy 
Optimum storage 15-2tPC RHcondition is at85-90% 


Supply by month
 

Mid of June-Jul) 

fruit toThadand The to 
andeighs 25-35kg Itssuer iscovered wththckses andpcnat firstbutan 
to greenishvellonwhenfully ripeThe capsule. segments 

Durran isthebestknown fruit isovoidedelliptical in shape 

fruit is splitting into 4-5 of irnu. 
golarAidth a low of soft,jucy, pulp Insideto liberate cream-color(anll) thepulp is a 
rot; of largebrownseds
 

Storage and ripening 

from often fruit 
canhestored for up to2necks 

Fruithancsredthe tree has shelf lifeextendingtoI%eekHoweser 
at15T
 

Supply by month
 

May-July 

l)urian 
Scienlific nite I rtv I ti/rhis 
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The guasafruit areroundto pear shapeItsskincolorrangesfrom%ellonshgreen 
to greenAhle thefleshis,hite Thefruit hasacharaceristicaromaandis rich in Vitamin 
Candniacrn 

Storage 

Guasacanbestored AhenmaturegreenatIftV. 495%RIt for2wecks 

Supply by molh 

allsear 

tn .. , 

( ,uatl \ a 

Scientific name Psidium guajaia 

Langsatisa 1spical SoutheastAsianfruitireeftgrous i 9 12m hlgh andhasdark 
greenpinnate]casesThefruitsarecomposedof fisecarpelsandcontainingauhle flesh . 
tissueEachfruithasonehiter testingseedTe fleisaromaticandhasa pleasant slithl, 
acidtaste 

Storage 

Soundfrnitsremainartracntiforamaimum of 4daisundr ambienttemperature 

Supply by month 
Jul%Midof August 

. 

Scientific name Lansium donresticuin 

The fonganis related tothef)cheeandis similar in appearance Theskinrendstohe 
fightbrownTReIonganfruitsaremosthmarketedv,thsem Ihsflasouris musks anddis 
Incrie quiteunfikefIcheeandramburanhfaturitsis gauged h%fruitshapeskincolor 
andtaste 

Storage 

In general thefrnit storeslongerunderrefngerationthandohchees andthereis no 
signifiant colorchangeinpericaibnora suhstantal tendeocto posthar st rotsUsualhit 
canbestoredatI"C %Rll for 1I0dais 

Supply bi month 

Juh.August 

Ltonga 
Scientific name Euphoria longan 
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Lichee tsait,beautiful isround orhean andis34 cmfruit11 (inid shape king 
%\henripethe red seals shell intexulere is pearl) skinis dark in color and like le flesh 
Ahiietranslucent and likeIts Anhich isquite injelh sner flasour issubacid distirnctise 
itcharacteristic 

Storage 

Thelychee Is its red rolor aft%days harvestingquickh bright after Optimum 
siorageconditionsare witih inpolythlene bags canat5"C 49S%RHand which retain 
thehchees goodquahmfor 2 necks 

Supply by month 
MidofMalMidofJune 

Iychee 

Scientific name Litchichinenirs 

Thefmit hasanobishape flal seed outer skinandntains alarge The itsd, 
r-penied isyellow lurhasan flasur Mangoesafullstage toorange. aromatic are source 
of iiamios AandC 

Storage and ripening 
Themango picked stage.be m7.14 Thefrnt atthematore-greenillfuly rpe days 

AcoldJ storagerequirementof mances Howseis13C at90%Rl (for3weeks) ereihlene 
'- treatnent plinfor48 hours 90% humidty endhancesrapening:at100 atBIC and relative hrin 

e andcolor 

Supply by month 

Midof April May 

Scientific name :,angiferaindicd 

Mangosteen Southeastfruit fruit isaberry whichisatypical Asian treeThre present 
issome rind%hich purple thefrit4cm indametervith athick leathery becomes when 
isnpeInside 57 segments jellylike fklsh%hicsweet,are of white ts slightly acidic and 
hasa extremely laSitepleasant 

Storage 
Storageconditions for mangosteenareIYCat .91%RH. andcanbegoredtoup 

3necks 

Supply by month 

Midof May.June,September 

Mangosteen 
hctentific name :Garcinianr ,ngotana 
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Papaa fruitscanepioduced (hewhole)earround hevareoblongAandei,.,hi
 
052kgMe fruit The% mat green ifriis isIlo
arehartsed Ahen urn When he flesh ve 

Ioorange soft juKe The of the central inthe
colorand surface cavity fruitiscoered
 
withdarkgtaspeaszeds d
 

Storage and ripening 

Palpaa issusceftible lun hekuiw Thev I stored atK.5Ioehllmeir S can lIf 4r,
 
RIhfir can quickly,he oferh)len high
2 AccsPapma I nipened h, use and temperaure
 
Gassingelhvkne al a concen dass i
with tion of ] .l0-32"for 2-3 will hasten 
perning 

Supply by month 

allrear 

Scientific name Caricapapata 

isbennialround 

Insidethefrit isa mass of pulp% containing seeds haie 


Thefruit or and8cminfenehtlire fruitdeelops onasine 
irue numerouswhich aplcaanl 

aroma 

Storage 

Passionfruitstored temperatureafewdays as rindatroom for will shnsefthe dries 
Fruitcan stored t with minimum of fruit weieht andbe forup to 4 toweeks fosses at5"C 

0% Rtl
 

Supply by month 

of AugustMSid January 

I ,6',,iomll1il
 

Scienlific name Rsiflora spp 

Itispeernalmorcearpicheib fruit formed of theTe compoundis hs fusion par 
therarfic frutfes withthe and central of the ittakesbract, the axis inflorescence A-6 
monhs to ripen On top fruit which to grow ofthe ,acroyn of leaves, continue untilthe 
fruit is mature 

Storage
 
Footopckeda half can Necks atIfV andK5V1%
im npe'e Fruit hestored lor 

RII 

Supply by month 

all n rrr11s 

,Scientific name :Awim.,, 'omofu,, 
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Thefruitsarc It-O-cm etili orslighil Atnutuntsabout indiameter flattened 
the green or-whie andaboutI an thickfruit is lght to,,llow Thnd issoft pith pink 
The entreof foutRur ibutcomrimol, segmentof the arcN olid more 6openlrk Aals fruit 
touchbut be sepetated fromthelare juicerCsidScan eash 

Storage 

Thefruit is to market it stores and not They storeeass as %ell does bruise easily can 
uell 495%RIufor I to2monthsat tiC 

Supply by month 

AugustOctober 

Scientific name : 1rui grandis 

Frnuitsvarnin shape round and coiwedloon flesh)from to oral are with soh, green 
hairsTheouter skinchangesfrom tored it npens thefruitcolor green as tnsi isa snge 
seeds in a hite. transparentconerngwhich andenclosed is juicy sectad totaste 

Storage
 

Optimumstorageconition forrambutan 1ey mn bei IVC at495%Rif stored 
uptoIweeks 

Supply by month 
of July.Mid of May.M.J Augit Scptember 

Rambutan 
Scientific name :\ephdlium lappaceum 

Thetamannd is native Africa Itgrows 24 Thefruit. bean.in tropical upIo mhigh 
like irregulad.l pod brown at mature seds are bya sticky, curved with color The surrounded 
broun pulp It senes bothas and acidafood a refreshing dnnk 

Storage
 

Tamarindcan at 5"C for a long ptroidpod hestored 

Supply by month 

JunuarMidof March 

Tamarind 
Scientific name :Tdnarinduv indica 
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Ifisanatie plain of IndoneoaItis normally shornanddumpsFruitareinrght 
glolbosebunchesandcoted Anhregularharrangedscalesdeselopingfromtheskinoif 
thefruitThefruitsenclosea soft tran.lucen pulp%ith 1-1blackishseeds 

Storage 

Salakcanstore%ellat1ST ith 85-90%RII 

Supply by month 
June-SlidorJuly 

Salak 
Scientific name Salacca edulis 

Santolisagellknon Asianfruit Thefruit isroundslighthflattenedbroonmsh 
,elo,andselnet+onthesurl'c Ithaa thick touchnodurefosinefineseeenis of ughirsh 
translucentpulpwithadheresto the largeweds 

Storage 

Optimumstorageconditionforsntol islO'Cat85-90%Rif 

Supply by month 
Midof June3,hdof July 

Santol 
Scientific name Sandoricum koeljape 

Thesapodillais a narlaeto Central AmencaItisaneserereen treeohichcangrog 
to20mhighThefruitisosaluath a thin broom scuffyskinandsellon broon translucent 
fleshiohichissoftsoeeiThereareupoh6blackshinyseedsperfruit 

Slorage and ripening 

Thefruittakes5to7dass to,,ottenatroomtemperatureOptimumstoragecondi. 
lion forsapoddillaisIV'Cat85:V%RII 

Supply by month 
NinamemerI ebruits• , 

SapodilIl 
Scientific name AlanildAura zapo a 
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Baby banana 	 thin skin fruit with bright covered with plastic film store at 15'C with 90-95% Mid of June-Mid of No
gloden-yellow color when in 10 kg carton RH. when bananas ate tin- vember 
ripe der plasticfilm
 

is formed by the fusion 

of the numerous carpel foam net, in 3 kg carton 90% RH
 
with the fleshy receptacle
 

Custard apple 	 fruit wrapped individually with store at 15-20'C with 85- Mid of June-July 

iJDurian 	 oval to round shape with in 10 kg carton store at 15'C wth 85-90% May-July
 
thick s;p:v:., greenish yellow RH
 
when fully ripe
 

Guava 	 like green pear slightly dif- wrapped individually with store at 101C,90-95% RH all year
 
ference in color look yel- foam net in 5 kg carton
 
lowish green to green
 

Lansat 	 oval shape with a thin light in 3 kg canon store at 10C with 85-90% July-Mid of August
 
brown skin RH
 

Longan small, round shapewith packed the whole bunch store at 10'C with 901/6 July-August 
light brown skin in 3 5 kg caron RH 

Lychee as round or ovoid shape packed the whole bunch store at 5C with 90-95% Mid of May-Mid of June 
with dark red, Ioughly skin in 3,5 kg carton RH 

Mango 	 an oblong shape, yellowish wrapped with foam net, store at 130C with 90% Mid of April-May 
skin and contains a large in 4 kg carton RH 
flat seed 

Mangosteen round shape with dark pur- in 5 kg carton s'ore at 15'C with 90-95% Mir, of May-June, Septem
pie sin when ripe RH ber 

Papaya oblong shape with greenish wrapped individually with store at 15SC with 85-90% all year 
yellow skin when ripe foam net, in 4 kg carton RH 

Passion fruit 	 berry oval to round shape in 3 65 kg carton store at 5C with 80-90% Mid of August-January 
with yellow or purple red RH 
skin 

Pineapple 	 oval shape with a thin yel- in 10 kg carton store at 1OC with 85-90% All year 
lowish green skin RH 

Pummelo 	 globose or slightly flattened in 7 kg carton store at lOC with 90-95% August-October 
shape with fight green to RH 
_ellbw skin 

Rambulan 	 round to ovoid shape co- in 4 kg carton store at 15SC with 90-95% Mid of May-Mid of July 
vered with freshy green 	 RH August-September 
hairs 

Tamarind 	 curvepd wvitha brown skin in 3 5kg carton store at 5°C with 85-90% January-Mia of March 
RH 

Salak oblong shape with a thin in 3 kg carton store at 15SC with 85-90% Mid of June-Mid of July 
brown scaly skin RH 

Santol round shape with a thin wrapped with foam net store at 1OC with 85-90% June-Mid of July 
biown skin in 4 kg carton RH 

Sapodilla 	 oval shape with a thin brown in 3 6 kq carton store at 15'C with 85-90% November-February 
9cuify skin RH 
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Persuading a calibre importer/distributorto
 
market your product
 
First hurdle to cross
 

By Anthony Dalgleish
 
International Marketing/Agro-processing Advisor, USAID AgEnt Project
 

AgEnt has been working successfully 
with many Sri 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 

professional marketing/sales approach 
needed to raise serious, initial handling 
and buyinginterestofyourproductline 
by those importers/distributors in target 
export markets who can truly deliver a 
level of surtainable export sales/profits 
in line with your expectations. 

assessment/acquisition and trade fair/Professionalism and staying power 
sales missions etc; hence the project 
believes it has a very sound feel 
pertaining to the strengths/weaknesses 
of many large/medium/microsize agro-
enterprises and entrepreneurs. 

In terms of Sri Lanka's strengthsthere 
is littledoubt that thereis acoregrouping 
ofhiglhlymotivated/succesful exporters 
who are doing well through the simple 
application of sounii/basic export 
marketingteetsin daburningdesireto 
succeed 


However, there are a great many more 
Sri Lankan agro-enterpriseswhich have 
the product development base/financial 
resource/mangement capability etc 
necessary to successfully penetrate and 
develop export markets than evidenced 
todate; but who in turn need to be given 
the confidence level that export 
marketingcan bea mostprofitablesector 
itlihertghitatiitude/maketingdisciplines/ 
staying power are adopted from the 
outset 

It is against this brief background that 
this article has been written, tht is, to 
pinpoint to potential new exporters in 
particular an awareness of the highly 

are the keys to export success. 

"Whether you area large company or a 
medium/micro size agro-enterprise, 
manyoftheself-samemarketingdictates
equallyapply,snaringwththecritically 


IntersofSeaptanteq oientwif the rihtl 
important need to identify the "right 
importer/distributor in each export 
market who is prepared to take on your 
product line and place behind it the 
necessary marketing/promotional 
commitment 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 anew exporter's 
product line and consistently increase 
sales/market share), potential exporters 
should be aware that they 

1.First
need to implement asound level 
of desk and "on the ground" market 
research in initially identified export 
target markets, buttressed by the 
product/pricing/markeling mix and 
financial resource they will have to 
invest to achieve success at the end of 
the day. 

28 

2. Have or develop a high lccl of 
"creative salesmanship capability". 
Youmayhavethefineconcept/product, 
but if you cannot sell it you wil never 
really be in with ihe chance to wm 

3. Have the "stayingpowcr"togothrough 
thatextramile, assuccessfulprofitable 
exportmarketingisnormallyachieved 
in the longer term. 

4. 	 Have the determination to "keep up
with the marketing play" as bothexisting or new competitors will be 
continuously repositioning existing or 
launching new products to holdeither 

or win new market share. 

Key importer/distributor dynamics 

Chart A requires careful study by 
potential exportersas itclearly identifies 

the "lughly competitive climate" within 
whichtheywillhavetoselltheirproduct 
line 

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

Whilst the majority of those importers/ 
distributors surveyed/handled large 
e tor s suvyealed lg 
exporlients,man also represent low 
volume/high margin niche products on 
behalfof-exporters who have developed 
product lineswithadistinct"posilioning/ 
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marketing edge". In tie agro-enierprise importers/disirihutors receive a Should ideally be kept specific and to a 
sector, manySriLinkanexportmarketing tremendous number of approaches each minimum of four page.s (phis inserted 
opportunities exist but few companies year from exporters seeking to sell their trade terms/price list) 
have made it really happen todatel product lines into a marl,et Ior the first 

time, but very le%% A recent survey by AgEnt ot over 70 Srimake it in the finalityi 
What calibre iniporterdistributors Why9 Very simple because many Lankan exisingpolential exporters 
ideally seek in an ideal new export potential exporters worldwide do not identified that only 8 per cent correctly 
client understand that importers/clistributors detailed/positioned the key components 

who hive a delivery track record have broaidlyoutlinedinChartC whichshould 
Chart B typifies what a calibre large/ neither the time/inclination to respond to be included in apersuasive, "on target" 
medium size importer/ditributor will new exporter approaches unle.s they can sales pitch designed to instantly raise test 
most often seek from a potential new marketingtriliterestinanewexporter's 
export client before deciding to take-on demon.rate from the outset an abilityin e 
an additional product line 

I Posiiion tiircompany/product line ina Put in another way, many Sri Lankan 
At first glance their requirements may high essionlanner andespeaka existing/potential exporters still have to 
look overly demanding and too costly to highly profe,.sional manncr and speak learn how tocro,,s thecritically important 
implement and sustain However, this the "market and interest language of the first hurdle in the narketing game' 
often is not the case if the exporter has importer distributor". 
done his marketing homework well; and 
AgEntgavenumerousllustrationsattheir 2 Can clearly pinpoint that their product This briefarticle hasessentiallysoughtto 
recently conducted Agri-Business/ Jhnehas adistmnctcompetitivemarketing highlight in simplisticchart form thekey 
International Marketing workshops that edge (which can often be achieved/ dynamics of the processed foods 
wellexecutedexport markeingresearch/ developed inmanywaysthroughskillful importers/distributors scene (which 
development does not always constitute use of all components in the marketing typically applies to many other product 
an expensive/high risk investment mix) sectors) in eight prime world processed 

foods imports markets, together with the 
Convinclng/sellingtherightimporter/ Chart C.illustratesthecriticallyimportant Phase 1 marketing/promotional strategy 
distributor to take on your product ingredients(inorderofimportance)which new Sri Lankan exporters in particular 
line. a aew Sri Lankanexporter should address could well consider adopting if theywish 

in their first export positioning/ to raise immediate buying interest/test
As illustrated in ChartA(item l.),cahibre information/sales brochures, which marketing trial of 'heir product lines. 
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Chart A 	 SELECTED/SUMMARISED EXTRACTS FROM 8 
PRIME WORLD MARKETS PROCESSED 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 penetration % 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 product 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 % 7-14 
(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 • 2-3.2 
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/ 
SingaporelHongKong/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 market/ 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 markets
kTheAgent initia- at tha French SIAL around 100,000 Lankan exporters at pavillion and Indl- workshops based on 
/a to develop a '94 International buyers visiting 3500 he trade lair or "in vidual exporter experiences gained 
ghiy competitive food products ex- exhibitors from 77 the pipeline -name/product through participationfor plan-
ricultural export hibiltion. countries displaying nod launch In 1995". mix signaga level, at trade fairs such d6 
torin the counlry The exhibition held more than 35,000 Sri Lanka's stand 0 A strong "on SIAL '94 to illustrate 

3s resulted In seven in Paris between the products. was manned by stand" promotion the wide range of SA 
3locted exporters 23rd through 27th The seven Sri EDB's Deputy diroc- offering existing/ Lankan export 
sing assisted to ax- October is said to lankan exporters had torof Export Agricul- potential buyers marketing opportu.
bit their products have attracted boon selected under ture and AgEnt's the opportunity nitles which the pri

the director of EDO Agri-Buslness and to win daily a vate agro-entorprise 
and wore given dis- International number of collec- sector should be 
play booths at the Marketing/Agro- tor's "devil aware of and soak 
exhibition. Processing Advi- masks" (which In (where appropriate) 

Five other expor- sors. turn had boon to seriously evaluate 
tershad their pro- The impact of Sri promoted In pre- and test market. 

- ducts - gherkins, Lanka's stand at trade fair cata- Sri Lanka's new 
pickdes, cashew, do- SIAL '94 scored very loguo advortis- export development 
hydrated fruits and highly versus the Ing) Initiatives In the high

' 
confectionery dis- majonty ofother de- value 'hill country 
played within the voloping country Both the EDB and export vegetables 
EDB booth area. stands as a result of AgEnt team also sector secured very

These exporters - spent considerable wide coverage In the 
were assisted by timeatSLAL'94vlsit- October SIAL '4 
USAJOfundedAgEnt 0 Development ofa Ing competitive edition of Eurorl 
with alrfrelght of SriLankan coun- country and Indl- magazine. This pub0
samples and assist- try Image post- vidual exporter stand lication Is the leading 
ance townrds air tloning based to Identify now ex- European fresh Po
travel. around a "Sri port marketing duca Journal covet-

Exporters who Lanka - Isle of opportunities for Sri Ing the Impor(/
participated at SlAL Paradise" con- Lanka. in early 1995 wholesale/retal dis", 
94 covered the fol- cept and strong the EDB/AgEnt plan trlbution trade In " 

lowing product sac- use ofan environ- to run a number of European Commun
tors:fresh produce mentally friendly major export market- Ity and Nordic mar: 
* spices 0 herbal colour at the Ing development kets. 
products 0 fine 
foods 0 essential 
oils 0 oleoresins 
• desslcated coco
nut and coconut pro
ducts and food Ing
redients. 
Orders taken/


potential orders on a 
consolidated basis 
among participating 
exporters have 
already boon con
firmed as topping
the RPS 40 million 
mark linked to 10 
(ten) new export 
markets being
opened by exporters 
on a consolidated' 
basis. 

Edenslvo Interest 
was also raised by 
potential buyers 
from many countries 
relating to a number 
of now export pro
ducts displayed for 
the first time by Sri 
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Woman entrepreneurs told 

iYou can market goods abroad'
 
By Karel Roberts 	 were needed were Maelge, Business/ sions that followed sound marketing plan 

clients with creative Marketing Develop- the seminar. Dalg- must be formulated, 
ideas and opportuni- ment Advisor at leish described four identifying building a

f you are a v.oman the Renaissance ties for enterprise. AgEnt said that the out of ten of the ideas "better mousetrap".wand want to mar- Hotel last week. The private sector was response of business as 'very, very gord'. Staying power was
.kct your home- Mr Richard Hurel- very encouraging Mr. women at the seminat Some of the would vitally important.
made scen sambol, brink, Chief of Party/ Hlurclbrink said. was good. be AgEnt clients were Listed number three 
mango chutney or AgEnt, said that the AgEnt is a USAID "Some had very those who had stum- was good sales
vambotu pahi, key objectives of funded private agro- good ideas", she said, bled along as well as manship creativeness. 
abroad, you can make AgEnt in 	its five-year enterprise develop- Anthony Dalgleish others who had prob
it happen, if you have plan (1993-98) were to ment initiative offer- AgEnt's popular ge- lems getting local Creativity was im
creative business create 13,000 jobs in mg companies and en- nial Marketing/ AgrC,- assistance to set their portant The fourth
ideas - and equip the domestic/ export trepreneurs. Viable Processing Adviser projects off the golden rule was to 
yourself with market- sales fields, targetting business/marketing summed up the work- ground. start with one market 
ing know-how 50 million US dollars plans to expand ex- shop: Addressing the ex- - to minimise risk,

In essence, that was worh of sales invest- isting operations or perienced and would and the fifth, given
what the roomful of ments back to Sri begin new ventures "There is a lot more be women entrep- added emphasis was

wo'umen were told by Lanka. In the 'critical' aimed at both the dynamism in Sri reneurs at the semi- 'keep up with the 
the experts who 20 months of its exist- domestic and export Lankan women than nar, Tony Dalgleish play', stay ahead 
talked to them at a ence, AgEnt had markets, you think. They are a said that the meeting
seminar "How to stimulated 20 million The most critical pretty go-getting lot. was an 'appetite whet- Sri Lanka, Mr 
Take Your Business US dollars worth of period would be in the They are go-getting !er" for any outstand- Dalgleish said, was 
Overseas and a investment. next 20 months with and have driving de- ing woman 'out 'absolutely loaded
Woman's Way to Suc- He said that the -Aing invaluable termination. They are there', and proceeded with export opportu
cess" organised by the next phase of assist- creativity, dynamism also a pretty commit- to list the hallmarks of nities'. These export-
Association of Busi- ance would be tech- and staying power. ted lot". a sound professional marketing chances 
ness and Professional nical and innovative Identifying markets Twenty to 25 iew exporter. 	 Number had to be uncovered. 
Women and USAID technologies, with was also a vitally im- clients had put their One was that home- 'There are new oppor
Agent's Women's emphasis on transfer portant factor. ideas across to AgEnt work had to be well tunities everyday', he 
Agro Enterprise at technology What Ms. Chrismarie at the informal discus- done; secondly, a added. 
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Mr. Terreace Ljercke, acting directorof the USAID unvel aplaque to open the automated broiler plant. On his leftis
 
Mr. Maxle Perera or Maxle House. - (Picture by Bandula Alakhoon)
 

Modern poultry processing
 
plant opened at Wennapuwa
 

By A. B.Mendli 

USAID acting director Terence Lierckc said he has 
not seen anywhere else in the world an establishment 
like Maxi House, where the energies ofordnary rural 
families are utiled to give them rich rewards by a 
large industry. 

"In the process, it 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. "Weat 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 
consumersand others who are involved in tlis sector, 
including the farmers who grow maize to feed the 
chickens 
"We are also pleased ihat our asstslance program 

can share the advances in the technology of food 
processing with developing countries, such as Sri 
Lanka Ihis improved pro.,sing technology can 
become more widely utilied in theindustry,and will 
help to raie overall smiii rds forthe industry 
-1hL intr(diictionof ihis modern prxocssing plant 

%il! help to itprove ihrqualy of tile prod tuctand 
also improve putlic healih II should reduce process-
mg costs,ind help tMakepi)ulltry more ffordable to 
lile consimlc 

"Furthermore,the newsystem helps to improve the 
waste disposal and hygiene without polluting the 
environment. I was very interested to learn how Mr. 
Perera started his business in a small way with 100 
chickens a month in his backyard and grew to the 
present size 

"We are pleased to see that he is growing more with 
the assistance of the USAID AgEnt project USAID 
has contrbuted only a small portion of the cost for 
this factory expansion and that contribution covers 
equipment new to Sn Lanka 

"Most of the costs and risks are home by Mr. 
Perera We applaud this effort for its benefits of 
increased employment This business development 
may improve the livelihood of over 3,000 family 
members at the grass roots level Th"is isa major goal 
of our program in Sri 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 and drive had made him build an 
establishment of this nature with a very small begin
ning 

Mr Tony Daireish, marketing and agro- proces
ingdirectorofUSAIDsaid "Maxicsisagreatbidof 
Sri Lankan entrepreneurs who have shown that they 
can compete with the lst i Sri Lika ,nd over"eis 
AgEnt i% proud It)be isoiated with you in thil 
event , 

lie lldtilc be hlve t a MotoN lih-IM. ti 
oiers are iised to muse 'N1113 ,iheaid .1gii,SUrLCre 
and ihit Ilie"Mixsic Houw fainidy tmr" willcontinlie 
to be oneoftle leiding pr1o11ci 5O(Lbroiler chickens, 
throughout ile coinlry 
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Excess tea estate labour to be used for
 
_growing pyrethrum 
by Elmo Leonard 	 Ind.p n ita. n .d- ,n-tgs.1 at hore,

dahOi0 anotherI0pe-- and abroad HurelbnkFarmers take on new high export value t 	 do t spiled out AgE, . 
SC.obo 
 who _"a in seond obectm. asto is

crops as vanilla, pyrethrm and erakmetig theproducts-t creasesles of the sm
legme, 	 h.. d N,_roaspooie by USS 50 erilon"1 

oHlbnnk captaine d wi,r 5 yoes The third
 
E s Lbour of Sri to gro -Yothont. a tointo the wit obje-e
which w~ould 	 th the pat 20 is toensure that

L.oka s op country te. natural rosxtasde(lamil ttkahe g ofseesaWsptry eonths,the 200 shared within the 5 yearper-d
crateswold-besed to tea pohk aad deyl. for export aod toa local inoonte graotsceor a the cornpiete w-ud 

noquito co0 rortufre-	 sery dsoired er, of the,io.rst profits of n 
ttrn industry Thiss a agre- lrpao secoro IeS thsn US$ 20 milon 

Ostone of rm/ pmt and produts frr to their op, s.nd 
AsEt dpno.nte USAID agriculture (lortouu.. . u...rasector.. the .
funded, ha a tc 	 ornreotal bish. Other e trxel.p-- are 
ftse yssepls to id Io" sedfoods prt. iesrock on fort iot,llegumm
aed p-sbty Into the neot lespecially poultryl. and to the tp "couryreon 
century testt espeoIeue to ,grown t f(or i o the 

the peountry rgos or Europ7an Unio The At A GEntd'aaAOetlleelieohletloalssslAnohee I. to put teoIlnoide Froeoch be h.stttlke
tog-ethee 500 rarmerl to VTnma e as a Ial bal It Itt tatl o Compao-s snd enter- I-n tound bors 'us.r peod.elso- d bo In oesatthot eror ad 
grow n!0 -littllyThem I prs- Itdltto 

the talaid or Fpar foe tint t altaltereu s I uthraoo r 
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US$ 14m AgEnt project completes
 
major phase 2
 

AgEnt is a dynamic 
USAID funded private 
sector agro-enterprise 
initiativesuccessfullyas-

3 day agrl-business/ 
International mark. 
eting workshops 

Over 100 senior/mid 

train another. 50 credit 
officers (mainly from 
the financial xommun-. 
ity)whoarCemployedat 

Utilising a leading Sri 
Lankan trainer in these 
disciplines, AgEnt con-, 
ducted Sinhala language 

Vanilla outgrowers 
development progr. 
am . field planting 
demonstrations 

sisting companies and 
entrepreneurs with via-
blc business/marketing 
plans to expand existing 
operations or start-up 
new ventures targeted at 
both domestic and cx-
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-
enterpre sectors and 

management executives 
and entrepreneurs 
throughout the country 
attended 4 workshops 
held in (olombo, 
K-andy and Nuwara 
Ehya. 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 majority
of the workshops, 

an operationai credit 
management level with 
responsibilities in the 
agriculture sector. The 
workshops are being 
conducted oil AgEnt's 
behilf by the United 
States based MAS/Man-
agerrent Advisory 
Services company with 
specifically constructed 
inputsfron AgEnt'sFin-
ancial Divison relevant 
to Sri Lankan needs and 
requirements in this sec-
tor 

AgEnt believes that 

workshops in the above 
sectors covering a total 
of 70 men/women en-
trepreneurs and their 
sales personnel in 
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 
bell their products in a 
highly competitive
marketplace 

As part of AgEnt's 
major pro-active de
velopment support for 
this new, high value ex
port sector, the project 
conducted a field work
shop on hand pollina
tinhfor 34 farmers from 
Kandy, Matale and 
Kegalledtstricts. 

Finally, Richard 
Hurelbrink confirmed 
that AgEnt in 1995 will 
increase the intensity 
and scope of its training 
programs throughout
the private agro-enter

products to enable corn-
panies and entrepren-usproved 

*Visit overseas mark-
ets to evaluate/purchase 

AgEnt will intensify its 
training efforts in the 

mtea a[ting' 
arena in 1995, as many 
participants expressed 

velopment 
the dev lmnth-

skilLs in theagriculture credit man-
agement discipline will 1 
encourage Sri Lankan 

Reducing domesticmarket postharvest-loses of fresh fruits 
and vegetables 

AgEnt in collabora-

sector embracing 
large/medium/micro-s
ize orLanisations, farmers s.iations and 
women entrepreneurs. 
In a latter context he 

upgraded and new 
equipment/technologies 

deep interest in "How to 
identify export market-

financial institutions to 
increase their exposure' 

tion with HORDI (Hor-
culture Research and 

confirmed that AgEnt's 
recently . formed 

deigned to create•marketing edge. a ing opportunities; then,develop/hunch prod.u- in the agribusinessarena, benefitting in Development Institute)conducted the ist of a -Womens Agrb-Ente'prise Deeo en 
*Visit oversea. mark-esit v tentiemar-

ets to evaluate/identify 
new export marketing 
opportunities or par-

cts succesfully into (heuuyintnationalmarkt-
international market-
place on a sustainable/ 
profitable bas" 

aea bnfitn in
turn from the increased 
demand for banking'
services which will 
follow from the agricul-

cduedheitofa
series of training work-
shops in this important
sector. The 33 par-
ticipants came from the. 

pse Development
Unit" headed by Miss
Charmarie Maelge is 
already achieving a con
siderable impact on a 

ticipate in trade fairs to 
successfully promote 
and sell their products. 

AgEnt's International 
Marketing/Agro-Proc-

ture sector. Kandy Central Market 
Traders A.';octatin and 

number of fronts. 

*Produce new label essing Advisor (Anth- 2-Day medlum/mlc. their affiliated growers 
designs, sales brochures ony Dalgleish) will again ro size agro-entrepr- and transport agents. 
and promotional act as the catalyst in the Ise management/m. 
literature. 

'Address environ-
mental processing 
problems. 

*Develop and trial 
new high value export 

development/im-
plementation of this im-
portant component of 
AgEnt's future mul-
tifaceted agro-enterpr
ises training plogram; 

arketing and sales 
personnel effective 
field seillng work. 
shops 

crop initiatives at a hill/ which will berun in con
mid/low country 
gions level.. 

re- ju~nction with a leading 
Sri Lankan trade as-

Whilst the 'shared in- sociation and develop
vestment grants" com- ment body, linked to the' 
ponent is the comer- award of a number of 
stone of AgEnt's private overseas international 
sector agro-enterprise
development thrust, 
another critically im-

marketing training/stu
dy tours as prizes for the 
-best submitted inter- - " 

portant support corn- national marketing 
ponent is the project's plans aligned with the " 
program, which shortly development/launch of" 
completes a major Phase 
2 multifaceted training 

a new export 
sector". 

product 

workshops program 
covering the following Financial Institu. 
,llustrative sectors, tions' credit officers 

training workshops 
This is Phase 2 of Award of AgEnt 3 Day Agri-Buslness I International Marketing Workshop 

Certificates. From left, Mrs. Dlssanayake (Summer Foods), Anthony Dalgleiah
AgEnt's program to (AgEnt International Marketing I Agro- Processing Advlsor), Gemini 

Kumarage (AgEnt Agrl-Buslnes Advisor), Richard Hurelbrink (AgEnt Man
TIIltRS)Af SrPTEMBiFER 22. 1994 aging Director) and Professor Travis Davis (Mlastaslpl State Unlversity's 

Agri-Business Institute). 



Hiran sees good future for 51. 

dried fruits 
Mohan $amaralsnglie 

Hiran International Dehydration Co. (Pt)Ltd., a 
wholly-owned subsaiia.7y of Hiran Cordials Com
panyofMoratuwa, has been granted patent rights for 
the manufacturing process of naturalb. dehydrated 
fruit. 

The company, which pioneered the t~chnology for 
this process in Sri Lanka, currently exports de
hydrated fruits to lucrative markts in Germany, 
Japan, Austria and the Netherlands, 
"There isa goodfuture for this industry. Countries 

likeThailand and Philippines are intodehydration in 
a big way, but our fruits are tastierthanrtheirs and 
therefore 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 andjams. While jam
and cordial were being bought..up-iby leading 
Colombo hotels, .the company diversified into the 
manufacture ofyoghurts, ice creaaradvinegar.

Presently, Hiran products are distributed for sale 
alongthewestcoastalbeltofSriLanka~hecompany 
is also the sole manufacturer of Cold Crest brand 
vinegar for the Ceylon Tobacco Trading Co. Ltd. 

"In 1989, we began to experiment withdehydrating 
fruit, with guidance from the Industrial Develop-
ment Board," Helen Fernando recalls. 

While the IDB assstod the company to reach 

~The 
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Workers at Hlran International Dehydration C.,Sri 
Lanka's only manufacturer ' d exporter of do-. 
hydrated fruits. 
quality standards, USAID's asociato aaencv 'Aent' 
provided them with fundingto2 j. With IDB and 
Agent support, thi Fernandos attended several inteir
national fair and promoted their novel product to 
the world 

In 1993, they cet up the Hiran International 
Dehydration Company and purchased a sophis
ticated electric dryer from Jipan with financial 
assistance from Agent. 

"Our lirt export consignment went out last 
November. Since then, we've exported over 5 ton of 
dehydrated fruit," Mr.Femando says. 

According to him, dehydrated fruit is the next best 
thing to fresh fruit, which is not always available. 
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 tast 
and food value 

Dehydrated fruit has the advantage of keeping for 
as much as five to six years. Packaging makes iteasy to 
carryaround, even in your pocket. Imagine carrying " 
pineapple in you pocket' 

Hiran's own technology has enabled the company 
to dehydrate bananas (whole vnd slices), mango,pineapple (slices and centres), papaya, jack and lime . 

company can perfect technology to dehydrate 
other fruits and even vegetables, on demand 

"We now have an inquiry for jack seeds We're
doing trials these Mrs Fernando saysdays for it," 

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

\Nyetlive not introduced dehydrated fruits to Sri 
l.jnka, Ibteiusc ieic chliivhplenty of fresh fruit Blut 
Ve ca ll111\titLi.I Iidl Let for s- ,i al fruitsll. c 
,Itd %tpil Ibk lil % ,lit, llnllgo s he cx-IIIii1 %," 


onitn., ale it-t.iltly ued lesvlly by
III f.I I fiod iiidiilly 'ls., 

-"'c iC .i id) I mult d .IrI expansion 
i 4laO~tlllllll lii II ' iC i' ( dell.lld. eve'll a% 
NI t t 

, 
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I
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S Srti L.Ankils : Aquarium Ing to At. Sore or the 
S Fish display at the Intenrzoo exhibitorswere considering i 

i 9 t~nde'fl held reC- returnng'tO St'i Lanlka 

.: ; any hsi7o1ded. ao 
'bowt for the country's 

S. Aquarium rish exports, ac-
-

ordcing to the Export Dc 
Y otd, (EDBvlopment 

; .and USAID'sridisaleSeetor 
:'agr0-enice rise develop-

: .meot project'AgEnt. 
Both 'h ,h EDC1 and 

AgEnt. as s d eigh Sri 
: Lankan aquarium fishi cA. 

!) o11rs to pa l lc pa i i In 
erzoo, ihe worsld's largc~i 
(Air for the pet ,i-ade wilI 

r quatium fishIb ii g ic 'is 

ll, 41141djul hi - I
04.14 w Iwir, , 

,' i , 1 .1 "s. ',, 

j i, 

over as a result of advance : 
orders foirlheir Anticipatled 
production. 

AgEnt also collaborated' 
with the EDB Inorganising 
the Uankan stalland inter-
national maf:kel' piomi ;-

I i on. Other asuist~ince give,, 
to exporle' s included free 
stalI $1acir wiih 

< 
asic fik, 

lures' and fillng as. 

wi ,t h c o n m p e ac e t, 1 1 
for c~diiilng the liverfsi 
irot, cis and lie firoiao 

sul~idimed i i faical id io 

cltIo r. 1els vqld l' 

' 
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FMttGate (vt) Ltd., Wet; hasbeen the lobbying by 
Petil Aqtupc, Aquarlium
Sea Horse, CD 

Businss FEiterpris anid 
tRuwint Aquatics 

AgEnt has been provid-
ing technical aliistanot for 
the ipains|6n and breeding 
Of: frecshwater Aquariu m-
fish and Marketing asis 

lance for export to sec !ed 
local, aquarium. fisht 
lirederi / port 

d , 
Undcl" 

an EI)I|l/ITC/UNDP run-

d cd p 'j A :a i h o 

varou !International and 
onsivtons ranu 

I h natal environment. 
Fr[ !n!r oo !9,4,- AgEnt! 

i c~ralct andi provided two 
colourfu! eniderin fish ro-

rs to create ranl identityi 
:for Lankan lankan~d pond 

raised fish. Fourteen' 

'.!aquariumswith fish ridng-" 
ng from ghspics to goldf.- 

ish;swererpliced at ilie back. 
o.f 111c¢LA,9 stkiall;,oii 


io n c i a d to i c a !y w a l k i ll i t) 


• . .,,V ah',, 'eiIlflf 

( N.11 I' -I I I I , - . l le I '. i| * i, .I .i ;* lll villll lh1wl l 

this? rgrAmst those will)imt~i~lids~lienakingad:iii 
mi,cre pfcdomninintlyexrxit- lroiciWII;.l i oulimoldioiit 

lij 111.1i li topical {'Tiili'iill 111Mh~ mis111C li~ll 

!ilyll Cac! hClail !i lj ¢d % ' tl!,i!ll th ,11 

,* 

combinred toa ( fne.Al 
500 sit-down discunion
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namental fis In th~eAsian.:. 

.region isSin.gapo e whose i 
exporareLatyr 
neared US$ 50 million. 
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Hill country. export crop trials,. test, 
*marketvworkshop a success 

-Over 125 key, identities. from the plantations, 
gowe, the Mnitry f' Agriculture, the Exporto 
Development Bard and fresh produce exporters 
yesterday participated in a very successful workshop 
on hill country export crops at Nuwara Eliya. The 
w'orkshop was organised by USAID's private sector 
agro-enteprise AgEnt Project. 

Rich.d Hurelbrink, AgEnt'4 nning director 
told the Daily News at the conclusion of the work-
shop that it was the second such major initiative by 
the project to assist the plantation sector°to explore a 
number of new hill-country high yalue export crop 
diversification po"ibiitie, '. -

The ma r thrus ..of ,the workshop was based 
around the just commenced crop triall..g.test mark
eting progr in the Nuwara Eliy region' for
mangetoutsnowpeas, sugar snap peas, and fine and 
round beans... . . 

Speakers yesterday included Ag~t's international 
specialist in high value' export vegetables David 
Brandon,* and a prominent line-up Including 
AgEnt's international marketing and agro-process-. 
ing advisor Antiony Dalgleish; Shanthi Wijesinghe, 
chairmanof(Consolidated Business Systems, a leading 
fresh fruit and vegetable exporter, Horticultural 
Research and Developmnent Institute director Dr. 
Gerry Jayawardena, the . E.port Development 
Board's agricultural exports director.D.r. Daya Wij-. 
ewardena; the Seed Certification and Plant Quaran-. 
tine Centre's director Dr. Jinasiri Fernando; and 
Survey Research Lanka Limited's managing director 
Kithsiri Wiesunderam 

The workshop'covered. the' planning, growing, 
harvesting, handling, cooling, packing, shipping, and 
export market opportunities for the high value 
vegetablesnow being trialle.. 

.The'Departmiient of Agriculture's horiiculture de
velopmcnt and research division also displayed a 
range of recently developed dehydrated fruits and 
vegetable, together with ready-to-serve soups. 

The specific components of AgEnt's crop trailling
:t-st marketing program embraces how to success 
fully grow the identified range of hilleountry high 
value export begetables; take thce products to the 
market and determine whether Sri Lanka has a 
competitvely pnccd, quality product rangc'cstalbish 

.hsosize-ora oounc..'crid-bronu i icsr market o" 

plus requiiements ncessar.y to succeed throughout 
the growing, post-harvcst handling, distribution and 
marketing chain; and if al these lrove successful, to 
put togethcr a total Sri Lanka grower-exporter 
delivery program. 

Finally, AgEnt's marketingagro-proesing dlv
ision presented asurvey of the Sri Lankazi market for 
fruit and vegetablis in the hotel and restaurant sector. 
This wvas one'of a numbe of Free Mark~et Research 
Surveys which AgEnthas recently completedto assist 
growewfarmec5 better understand the issues they 
must address when seeking to successfuly market: 
their products. 

. 
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AgEnt's strategy package
 
for aromatic crops
 

AgEnt, ih- USAID by present and potential whose suby:t was im
funded private sector entrepreneurs who had proved technology for 
agro-enterpnse de- turned out to learn how processing arornattc 
vclopment initiative, has AgEnt could help them crops, and his colleague 
set out to assist the Lan- The workshop sought C.N. Ratnatunga, who 
kan aromatics sector to establish the idea! considered the design 
identify and capitalis strategy-package need- and fabrication of 
on new marketing op- ed to help the aromatics equipment for the 
portunties ,ector expand, par- aromatic plant industry; 

At an 'Aromatic ticularly in exports and Sri Lanka Export 
Crops Domestic - Ex- Key speak xs were 
port Production and Tom Davies, an (Contd on pe 18) 
Marketing Workshop* aromatic crops agrohn
held at the Hotel Lanla omist from the United 
Obero, yesterday, Kingdom, who outlined 
AgEnt's Managing opportunities for Sri 
Director Richard Lanka, lntccnos As-
Hurelbrink was dehgh- sociates' senior partner package (Contdrompag*1 
ted at the inteiest sho'n Dr R O B Wijesekera, Development Board As- ply and competitive 

sttant Director P N S pricing wereouthincd for 
Wulerand, who outlined successful growth and 
strategies for spices, es- marketing 
sentral oils and Another aspect wa, 

"niedicinal herbs in Sri how essential oil extrac
Lanka's decade of ex- tion processes could be 
ports modified to suit specific 

t )c-terday's wor - L.nkan crops 
shop, closeI, guarded Most essential oils 

trade secrets were from Sri Lanka have in 
brought to the surface lecent years been expor
and Itpical western led to the USA, France 
marketing trends and and tie UK Asa united 
Opl)orl nitic. otiitu,ed 11.1K( area, tie 
Cuhlia, pililices ')'- lufO;w. ii Conitr'unity 

h ci , hi lI I ]ii)- p ll -..u nlsl nka' lar|IIlIC tolillll of %up1
I 

|'C',t OIItlic 
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enterprises toLania
 
4. Agent, which Is ing development and try Techhoogy

dynamic five year training sectors. organised bX' TheUSAID private agro- AgEnt is presently University of' Gear
o enterprise sector in- working with clients gla, designed to up
> Itiative has now in over 12 different date Industpy16 completed Its first agro-enterpriso see- breeders/process<is
Q. yeai of operation, tars arid the project on the latest poultey

Richard Ilurel- will expand Its practices .and in,
brink, AgEnt's Chief advice/assistance novations.of Party, stated that services into many b. Travel after tife 
in 1993 the project new areas in 1994. event throughodt trw

Z got off to a highly AgEnt "kicks off" United States ',) hdal
Q successful start, its 1994 sector by discussions 'wirfli
Ca awarding well over sector and clients potentil suppllers'if
a 100 "shared invest- support activities; poultry ptocesslin,. 	 ment grants" cover- linked to the deter- equipment. disease 

ing the agro enter- minaion to attract m a n a g e m d n t,/
prise new inci,.abd United laboratory technolee q u i p m e n t/ Slates joint invest- gy, -grand "parer

.: technology acquisi- ment, etc. into the stock. etc. 
-- lion, export market- Sri Lankan private Anthdny Dale.:6lsh 

agro-enterprise sec- AgEnt's inter,'iatlori 
or, with the follow- marketlrng/dgro. 

ing program 46th processing advisof-,"I Atlanta Intemation- will also travel:after 
4) al Poultry Exposi- Atlanta to Portlahi'. 

cc tion (Oregon) 'bnd *Sac-
RT" ramento (Calliorrfpi0 	 Co-ordinated by to make preseni(7 AgEnt's international lions to U9lled

marketing/agro- States buslnestmln
processing advisor - (organised by Ore.-
Anthony Oalgleish - gon State Unlversll,
the project Is assist- and the USAID ot.
Ing on a "shared in- reach program) to -. 
vestment grants' a. Profile the dynf
basis. representa- mics of the Sri tari.qlives from the follow sector, in.sermf.T_ 	 oJfIng"agro-nterloilU a,r , eagrV'erp.rj 
to attend ab59 potential Joint ven'

usevent- lure investmeqt and
Pusela Farm marketing oppornlii
Crystal Springs (Pvt) nilies, including .t=.-	 Ltd identification of newMaxie [louse p r a c e s s i n aMtMNaleemHaiarI e q u I p m e n L 
& Co Ltd technologies whioh
Ravi Farm complex can offer Sri Lankan 

to evaluate the companies either i4, 

latest poultry sector creased production
developments efficiency or tL diS 
covering production/ tinct "marketing
quality control/ edge".AN U IN S d I s e a s e b. How AgEnt capmanagement/ assist as the mid 
prkcessin g/ point interested Wimarketing etc, as Sri bring facilitator 3r'i 

Business [dior Erq Dewanarilyini Lanka's present per Lankan and Unied 

capita consumption States agra-.
of broiler meat is still entreprise identities 
vcry tow,potentI~al tfilyandexlst,the logellier to exploreJnoul Investmenlt 

to significaitly in- .rl marketing po -
crease the irrrmnlblwof smnall I)10o141 lii :rrr- eIlirelbriik. b i.Iiers al an Ollyjiw lv, ve:, ilmit a riunier 
er level ot thi an 

r of 9 i froU n iled l S tatp oA num i al]O entellptese pro 

Laitnkai let)IC ,ellil- (es.ors, and nialie-
Ilv"' Vi'rItln the v>i- ler'; coudl well Ie 
)OCslIIll will .i'.0 - iitelested In tIh' 
S 1.I11I +II),iit III11 w linOrlo vim' 'slllr wi'ch"19,1<4 ( <'oloila 3 d ly fiIll, loil(A h1 ', ldf:.1t 
",IlllI(collf+,.. I'llll
IIIlI')lJI (d III Ilhl..110 .ll 
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-Sri.:LankaMUStgail in.trnatlof 
Dhilara Senevir-

"atne

T he ;marke'toesa
• for 


Sri Linl'h 
ethnic food, is' very
weak.' Althdigh the 
best Cinhamonin.the 
Word 'is"priodu
Sri Lanka itisalas 
India w.hidii" 'is 
associated wiih..,t. 
The leader.of. ethnic 
food is Indiaand~un-
fortunately Sri'Larlka 
has still not toubtied 
it. 

This'was'stated by 
Anthony Dalgleish,
Mar.keting/Agro pro
cessing 'advisor for 
'Ag Ent' and U.S. aid 
project. 

Ag Ent (Agro En
terprise Develop
ment Project) which 
assists the Sri Lank-, 
an private sector'to 
develop commer-
cilally viable agro-
enterprise is $14 mil
lion project designed 
for live years.

Mr. Daloleish was. 
addiessing a work
shop at which over 
225 ,onen I(io(n, 

lel i e0 l1l11 01). 

I h(1
S 11(10hI1hUIIIII 

I lii'' l l' .i'I llhiI , 

l~i(I''11 iillI l ll IIIh 'I 

.lhlIh .V,
'llll l 


"
 

deal with their 
clients. .They were 
also advised onhow 
they should: avoldrisk When introduc-

.ing'new technology.
Ornamental fish 

export, floriculture, 
poultry and ayurveda 
were some of the 
fields tat were dis-
cussed at this work-
shop. 

. 
Mr. Dalgleish also 

explained the advan-
tages of exporting 
vanilla' beans which 
has a high demand 

.'
 

~ ,*/ 

in the world market. 
He'-said -a ;kjlo"'of
vanilla beans ,could 
earn 75 U.S doliars.Sin6e wb!'',m,nS -. 

ableto cometet'fi 
'multinational". cam-
panies 1Ike'. Uni-
Levers it was best for 
us to concentrate on 
packaged ethnic 
food he said.'. 

Recalling an .inc-
dent, he said, out of 
400 brands of tea 
which he' had in-
spected at o(er:26 
super markets only 
one brand had the 

labe."01* it 
'Thld-hesad.was'a
iiy 'rtinaten 

Vitit"'c '"-''fdnif
."v11,dll,r..
*db 
nh'.Aoerritea

4 a ttd!:.i.a6 
co,ncetne.d;a1cland
 
sho0ld .not be under
 
.tIb'
shid'of'lndIa.' 
"Vh' .Abasa.or 

f 'U.S;, Terresita 
'"S fptwas' the* 

....
lf 7guest., She 

.prprmleed.,that a 
'.number,of'350 pro-
Jddtsiwil',be reated 
.4tith4hfassistance 
'of 'A'e6'"Ehterprise. 

-.
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AgEnt fillip for upturn in agriculture
 
By Daryll de Silva 

American Ambassador Teresita Schaffer yesterday the funding 40 private sector identities"whoare outstan
expressed confidence that AgEnt, the USAID sponsored ding clients to work with Wc show them how to get out
 
private agro-enterprse to the export market place and sell their products We
sector advice and assiatance 

service, would unleash power to Sri Lanka's farmers and hold their hands and stay with them to make sure they
 
turnthe trend of a low growth in the agricultural sector get there, using technology that is appropriate to Sri
 

She said the AgEnt project to stimulate the successful Lanka"
 
development of agro-products, enterprises and export USAID's acting director Terrence Liercke described
 
markets for Sri Lanka combines all the features for the the project as "sharing risks, a
not just giving grants. It is 
country's development foundation for Sri Lanka to solidify its emerging inter-

The project is practical, it is free of some of the nationalrole, withhumancapitalasitsgreatestresourcc 
traditional mythology about what was useful and what By targeting 350 new abro-business ventures and 13,000 
was not, and is providing a real service. It exemplifies new jobs for the next five years, it will uplift living 
what the United States would like to see for Sri Lanka's standards, and we are counting on success," he said 
agricultural development," she said Minister Dharmadasa Banda said "ifyou can find the 

She was addressing an assorted gathering of persona market, our farmers will do the job There are 677 
who were brought together by AgEnt at the BMICH to experts in the Department of Agriculture to help them. 
be appratsed of "Project AgEnt" and its progress and The 13,000to be employed need traning, andl havejust 
achievements since it was set up ten months ago In the got the government's permitssion to stait six new schools 
audience were provincial directors of the Agricultural which will provide two-year diploma courses in 
Development Authority, heads of financial institutions agriculture" 
and government departments, private sector clients of 
AgEnt, Provincial Council leaders, USAID officials, and 
Minister of Agricultural Development and Research R 
M Dharmadasa Ianda 

AgEnt's chief of party si Sri Lanka Richard Hurel
brink said i'e project hasa target of creating 13,000 new 
jobs in the next five years 
"itisnot a give-away project There must be shared 

investment by our clients We try io identify opportun
itis and trytointroduce new product oniechniques We 
arenot here to make their decisions or do their work, but 
to provide clients with 'hIanc.-on' assistance," he said 

ilurelbrink made the point that although "Project 
AgEnt" was appropriate for Sri lank, a's privatesector, it 
was nfluenced by the public sector and deait with the 
high priority of using an mcreising number of Sri 
Lankan companiesnd firmers 

Tony Dlghesh A'[ti's tn,irketig itid uro-pro. s
sin1, ,idvisor said the project " ,presently working with 
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AgEnt boost for processed
 
fruits and vegetables
 

USAID's major AgEnt private sector agro-enter-- to go that extra mile. 
pnse project has joined forces with the Pcrennial It also helped to illustrate how Sri Lanka can 
Crops Development Project to focus on domestic and improve the country's image and packaging tech-,
export marketing prospects for companies and en- nology limitations into marketing strengths.
trepreneurs interested in isvesting in the processed AgEnt has also made ten shared--contribution 
fruits and vegetables arena. . . grants to assist companies and entrepreneurs to visit

At a rment seminar cum workshop held in Kandy, the Indian Food Convention (IFCON) and Tech
particular emphasis was placed on domestic market- nology Exhibition in Mysore, and to introduce new
ing opportunities m jams, chutneys, and pickles, processing technology with a marketing edge.
where the findigs of Survey Research L'nka, com- According to Richard Hurelbrink, AgEnt will
missioned by AgEnt to survey the 'Market for shortly present similar domestic and export market" 
chutneys, pickles and jams in the Greater Colombo ing programs'to a number of other agro-1enterprise
Area' were presented. sectors. 
' Designed to assist companics 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 
6ther major agro-enterprise sectors as a service to its 
clients. 

Richard Hurelbrink, AgEnt's chief of party, ex
pressed delight at being able to underpin theefforts of 
the Perennal Crops Development Project (PCDP) to 
develop the processed fruits and vegetables sector. 

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

The Kandy semnar, developed and presented by
AgEnt's international marketing/agro-processing 
.advisor Anthony Dalgleish, and domestic marketing/
agro-processing advisor Anton Wijeratne, was based 
on 'true to life' and 'hands on' marketing experience 
and caise histones 

It identified that the companies most ikcly'to 
succeed are those who develop and implement'a
lound marketing plan, produce a quality product
with acompetitive marketing edge, can creatively sell 
And promote their product, launch these products on 
a market by market basis, and have the staying power 
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Flourishing floriculture:
 
AgEnt's five -year export Yenture
 

By Daryl] de Sva 

AgEnt, USAID's major private secor agro-enter
prise project, has undertaken phase one of its advice Flourishing floriculture 
and assistance program to increase floriculture ex- Coctd from pl 
ports over the next five )cars. Richard Hurelbrnk, AgEnt's chief told the Daily

Thls undertaking has beengiven to both the Export News that the eisiting specialists will analyse a 
Development Board hnd the Sri Lanka Floicultitre complete SWCf (strengths/wcaknezs/opportun-
Produce Export Association. ities/thrats) of Lanka's floriculture export industry, 

Dy December 1992, Sri Lanka had exported US and work alongside growers and exporters to advise 
$6.3milhonmfloricultureproduce(anincreaseof98 on production, post-harvest handling, marketing 
per cent since 1989) to 44 countries. Six of these packing and shipment. 
countries - the Netherlands, Germany, Japan, Sin- They will also work out how local exporters can 
gapore, Denmark and Switzerland accounted for 78 increase sales in existitig markets and open up new 
percent of thts sum. Export potential for the next five markets; identify :he growers/exporters who meet the 
years istherefore excellent, says AgEnt. requirements to obtain 'shared technology invest-

Its two international technical assistance specialists, meet grants' from AgEnt; and present their findings 
Nancy Laws (marketing) and Dick Lahey (produc- and recommendations ,at an industry seminar in 
tion) wL o will handle phase one of the project are due Colombo 
to a sove ii S Lanka today AgEnt at present isworking with over 25 agro-en-

Both sO ctahsts wdl tork closely with AgEnt's terprise clients throughout the country (other than instrong 'on the ground' team comprising Anthony the Mahaweh area) on a wide range of product
Dalgleish and Anton Wijeratne (marketing/agro- sectors 
processing) and Phil Mowbray and Neville Gnan- The project, formerly housed at the Oberoi Hotel, 
apragasam (production) in a .even-week assignment has recently moved into its permanent office on the 
They will also make an in-depth assessment of 5th floor of the Deutsche Bank building, 86, Galle 
marketing opportunities in Hong Kong and selected Road, Colombo 3(telephone 446447, 446420) where 
European Countries agro- entrepreneurs may make contact. 

The Japanese and selected Middle East markets will 
be evaluated later to determine how the floriculture 
sector can tap these relatively closer export markets 

Conld on p16 
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UniLevers help small farmer to
 
grow vanilla as an export crop
 

by E.Weerapperuma 

Consumers who go for synthetic substitute van-	 and 'had distributed to develop and export 
many plants to farmer- new prodatts with aprocessed foods today illa which replaced the 

look for natural in- natural vanilla and was co-operatives, high value poteatiaLhad 

gredtents and there is a much cheaper.Tlis re- also identified vanillas 
Forecasts a crop witb exceptionalstrong interest and suited in a market drop 

export promise.Hencedemand for natural van- in the land undere van 
'Ma, a flavouring in- illa cultivation. Forecasts of demand AgEnt has agreed to un-

In 1991 unl.evt" for vanilla and inter- derpin UnILevers' ingredient in ice creams-
,cakes, conserves- Ceylon.found there national prices indicate itiatives behind thiscrop 

,chocolate and the like were excellent pro6pctA that with the support of through an on going 

the world over.lfvanilla for vaznilla as a hign 'nucltus estates,8,000 to program of technical 
10,000 small farmers support based on bringisgrown on awell-plan- value export cropThey 

ned basis it would bring found that the cultivar- could earn upto ing in from overseas a 

dividends to the small tion of the crop would Rs.100,000 per acre by proven vanilla growing/ 

farmer who during the benefit mall farmer- cultiyating vanilla.Un- production specialist to 

past three decades were smhey Worked in close iLever PLC's major m- assist the small grower 

reluctant to 3row the collaboration with the teriatonal fragrances with advice level and to 

crop as they no longer Minor Export Agricul- and flavours compan- develop Sri Lankan ex

found the cropcommer- tural Department,the y,Quest International in port quality. 'tandacds 
cially viable. Vanilla a University of Peraden- the UK has indicated and the vaihiila. brand 

member of the 'Or- iya and thergncultural their willingness to offer mark. 
chidaceae" family was Development Authority growers producing Seminars to educate 
successfully grown on a to establish this crop quality,dried vanilla and provide informa
limited and non com- more extensively and on bean , a very attractive tion had been held in the 

mercial scale for many ascientific and commer- farm gate price past and recently a 

years in Sri Lanka but cial basis OnLever USAID's AgEni,a similarseminar washeld 
the interest in growing Ceylon already has major new initatve de- at Mawanella where the 

of Constructhis crop declined since 50,000 plants under signed toassist the Sri Minister 
the 1960s with the in- propagation in nurseries Lankan private tion and Building 
creased supply of the throughout the country agro-entcrprise sector Materials kas present. 

http:vanilla.Un


36 Pagos Late City 

E$labWls31-1910 TUESDAY JUNE 22, 1993 PRICERup 6 00 

PAGE SEVEN ITEN 

Ornamental fish export sector must maintain 

its marketing edge!
 
Seventy five members 

ofthecountry'somamen-
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 AgEnt, a major 
USAID nrivate sector 
agro-enterpris project 
which commenced opera-
tions t the beginning of 
the year. 

The challenge was of-
fered at a recent findings 
presesntation at the Lanka 
Oberoi Whilst Mee co0-
firmed that "lie had seen 
some of the best or-
namental export fish any-
where in the world in Sri 
Lanka", he challenged 
this important export re-
venue eai rang sector, with 
enormous untapped 
poteiiti!, to i. c the mi
port 3iI '1'.'ii onlllenltc1 i 
step ,( tIry 1 C.'1%111 

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 
its 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 
exports continue to im-
prove". He stressed that 
quality improvement is 
crucial if the country is to 
maintain a firm, profita-
ble place in the world 
market, and challenged 
Ihe sector to never be sat-
isfied with their product, 
but to continually seek to 
better their ornamental 

fish quality. 
AgEnt is now in the 

process ofclosely evaluat-
ing Mee's recommenda-
tions, which include 
* Predator barriers for 

fish breeders Disease de-
tection * Ongoing indus-
try training seminars at 
varying levels * Export 
markets promotional ass-
istance * Individual 
breeder and exporter 
"Shared technology 
grants" for those who 
meet AgEnt's award 
criteria 

AgEnt is also part fun
ding the travel costs for a 
number of breeders and 
exporters attending the 
major Singapore 
AQUARAMA trade fair 
at the end of June 

Richard Hurelbrink, 
AgEnt's Chief of Party, 
stated that "lIe is deligh
ted with the initial level of 
production and market-
Ing advice the project has 
been able tooffer Sri Lin

ka's orntmental fish ex
port industry as a result of 
Mee's visiL" 

Hitrelbrink also confir
med that AgEnt is presen
tly 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 Huge ...,c.,,., 
J~hson xembers-orl,.4 sticke-

line in processed foods 
y h ltefair, the largest of oriental icesasn- "eor n d 

,An USAID-funded its kind in the region,
agroenterprise has cOvered-. an enormous 
found a huge processed range of food sectors, 
food market ,awaitinp The teamexplored the 
Lanka2exporters possibilities of a two-
FlAgEnt, a private sec. way , lankan-Thal 
,tor advice and assistance processed food trade, in-
service to -,stimulate cluding domestic and 

in.health foods, fruits,
jruit=drink, preserves 
and the like. 

Lank-an food ,man-
ufacturers --we also 
given the opportunity of 
studying at first hand, 
the latest developments 

jhrices and aquaculture
production. They report 
that for existing and in-
tending food mnufac-
turers to sueceed in the 
highly competitive ex-
port arena, considerable 
new investments *"will 

nd pvcesm th.
'30,000 broiler chickcr 
iq on eigit-hour shift 
,4~t be i 

'Iankacould well offer 
;ilar, highly Sui 
low-cost tabour input. 
owo la nd 

.agro:Iducs,'enterpr-ises and export markets 
for Shn Lanka, recently 

;oent a four-member 
team to the Exportes' 

export joint ventures in 
investment, technology 
transfer and marketing. 

Thailand is reported
to have built an enviable 

ir food packaging and 
marketing , in agro-
production sectors akin 
to Lanka's own.

The Lankan team also 

have to be made. 
These investment 

azua include the latest 
processing and pdckW
ing technology (indud-

In 1977, Thaid' 
processed food industr 
netted only US 1A 

• Million. Today, expoi
milning have inxpo 

FVood Fair in Bangkok, 
and has identified op-
portunities for fresh, 
frozen, canned, le-
hydrated, concentrated 
and reconstituted food 
products 

The tean comprised 
Mr. BE Pereira of Jun-, 
son Marketing (Pvt) 
Lad, Mr S Wick-
ramasekara of Forbes 
Agricultural Services 
(Pvt) Ltd, and Mr. and 
Mrs H Fernando of 
litran Cordials Coin-
parny they were accom-
panied by AgEnt's 
marketing and agro-
procenng advisors, 
Anion Wijeratne and 
Anthony alcisha 

reputation as one of the 
most imaginative and 
successful exporters of 
processed foods, such as 
microwave meals. 
ready-to-serve nacks, 

visited a numberofThai 
export . companies 
processngcannod frwts, 
vegetables, dehydrated 
fruit and potiry. 

(Coutd 00cPa 0) 

-ig lightweight rip-top, 
aluminium cans, light-
Vweight ighimpact glass 
bottles andjars, long-life 
sterile packaging etc), 
improved product for-
mulae, consst brand 
and product positioning, 
development of proces-
sed food in 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-
gths isitsability to utiise 

skilled, low-cost labour 

to oer US 81.2 billior 
with canned fruit, 
juics baby cori.bam 
boo shoots, vegetabli 
and dehydrated fruit 
doing particularly well 

Against this back 
ground, AgEnt'schiefi' 
Shd Lanka, Richr. 
Hurelbrink believes th, 
AgEnt's major five-ye, 
private sector agro-en 
terprise assstanc 
projedt is particularl 
well placed to offe 
processed food expoi 
companies the necessar 
support to help themde 
velop and launch a wid 
range of new adde, 
value products 

Entrepreneurs need 
force toadd higher value ing AgEnt frecassistanc, 
to export food products may contact its tem 
- such as deboning 
chicken to produce Yak-

porary office at it, 
Lanka Oberoi Hotel 
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Ag Ent, godfather to Lanka's private sector agro-business
1,DtnU dSit" of comceial fanning agro-processing and new hdping ocanisationstad cat pde to tar-up

A private a cro-nes-pnses advic. and assistance agro-loducs forShri Lana'scxport markets poCItuially vsahbkaC vw t d rto andImpro
service, Ag Ent. vial sitmulr the development o( We kie delighted with the tmndous private cxpand dr budtinc lturbnk akid
Lankan agn crodoctsandti-ir uxpo and play a sector intcrest the project a cearly generated cvcn Ag Ent's scrvica am being offerd to !ntarpriscsdynamic role in tim new p.-vate sector iaitiativc bforethedoorswereofficallyopenedforbusinessa whict mcctanumberof cdtea on a polntsimess
which has been ladunioiti t64 country. few wcks back." Ag Ent'; chief of party and agri- meat basi, linked to (he levd of resource commit-

The project isfor a == tetm and funded by business advisor inShri Lanka, Richard Ifurelbriak meat trm cad applicant.
the United States Atency for tcrnatioaal Develop- told the DoagNew, adding that Ag Ent has receved AgEnt wil opeaste through Shri Lanka, cxcept themt((USAID). more than 25 requests foe adviye and assistan c from Malawi region. Its support and asshtamc pcog

Ag Ent will dra, on h, raomccs of the state of a wide range of ctacrprncs throughout the local- will nclude business and marketing strategy plans;Oregonaidaonsoriumofk-dmugSpdvatesesor agro-sdustrytector. introduction c improved product formulae andand rucs adVe&re,.mcse=nt priscstnago-indus- 'Ag Ena's advice and assistanc service isdesigned processing tochnologS identificatiou ofaew marktry, seeking to stimuLtc the rcce--ful development to be responsive to both dicit and t.rkct necds. (Cond on p 12) 

Ag Ent ... (Conid fron ti1l 

ctu and buyers. sarke resetarch; cxpon opponunlitms 
assn sales, trade mission and trade fair par

:ipatiaO,Promotional material devlopment; joint
ventu detifilcation and development introduction 
of new production technologcis, po&t-harvcst han
dluig ionovautons training pograms and special 
policy and feasib! tystudics. 

lIurciboni, saidAg Ent will also sublah an 
'Agro-producto, Processing and Market InfWmma
(lo Ccntre" to enabk entreprencus and agro-cntcr
prises acce to up-so1--ht-ninue date ineach of the 
abovesubjccts 

Ag Cot v.ll alhosupport and assist in the award of
ngro-et'terpcsc development geaou which it calls 
"Shared Investment Awards" to business and com

enisi farmcrs with the potential to become viable 
entepriscs through the introduction and praccsing
tchoo1 ,s d-ied to dewlop new products and 
markets. t wilalsoofferdvi on fmnanan Agr,
cntrcprises, including assg clints to put to-lgtr
wlhat hc termed 'mankable invessmnt p4dagcs'.

Iturlbrnk also said that one of the hallmaris of 
Ag "rit's operational strategy wil be maintainin, 
s11c' c'nfidctmlity in its dealinrs with clicnts 

The Ag Ent team wtioh wil Workwith Lankan 
PIuvate sector agro-,cntcr-p-nes and ntrepren I h-is 
considcral internatmnal and locally prove Ca-
Icilcetr in thic bihly conipcttiv Private solo 
Coe.lnc (lie bumn=ss avat vcniurr devrlopnment,
maftin,, pt.hAuction and pioidux Lunmihri, 
I -r; ipl. no.1[ianciaj drnptinns 

A g Ilt iscuCtesiclly in1thc piot-si of iilmi~tg afOUr-
Psife m licitrm.v it offershurc dc the -ivon io 

l noIwo eatw s rorm the o- .ail i O1brui, but
-dl Shortly nosveto the mopflor of itie ID)urschr
It ro hu,Ilhn. (l,iitva| 
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INTERNATIONAL TRADE CENTRE UNCTAD/GATT 

Fresh Fruits & Vegetables 
Europe 

No. 45/1994 

[Thisnote has been produced, witut formlladdinlg, as aservce to exporters and Industlies Indeveloping countries by
the Market News Sennce (MNS), Division of Product and Market Development, International Trade Centre 
UNCTAD/GAI-, 54-56 rue do Montbnhllant, CH-1202 Geneva, Swtzerand. Tel.: (4122) 730 01 11; cables: 
INTRADCEN; telex 414119 ITC-CH, fax: (4122) 733 71 76. (Postal address- Intemabonal Trade Centre 
UNCTAD/GATT. Paais des Natons, CH-1211 Geneva 10, Switzertand) 
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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 = 

- Importer Commission + various costs 
(forwarding agent, Handling,telephone, telex etc.) 

100 

- 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
 

" PAGE 1 
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EFR/taux de change fr. francais 01/12/94 

1 us dol 5.405
 
100dm 342.880
 
lObfr 16.676
 
lOOfl 306.190
 
lOOdkr 87.700
 
lOOnkr 78.830
 
list 8.460
 
lit (1000) 3.343
 
lOOsfr 405.760
 
lOOskr 71.850
 
l00ausch 48.707
 
lOOfmk 110.799
 
lOOpes 4.108
 
lOOyen 5.409
 

ABR/LIST OF ABBREVIATIONS USED BY MNS FOR HORTICULTURAL PRODUCTS
 

GENERAL
 

bl blue/bleu/azul j = jumbo
 
blk = black/noir/negro xl = extra large 
gr = green/vert/verde 1 = large 
org = orange/naranjo m = medium
 
pur = purple/pourpre/purpura sm = small
 
r = red/rouge/rojo s = super
 
vio = viclet/violeta
 
wh = white/blanc/blanco
 
y = yellow/jaune/amarillo
 
mix = mixed colors
 

. = 8 fruits per carton
 

10' = 10 fruits per carton
 
12, = 12 fruits per carton etc. etc. etc.
 

ctn = carton 
prep = prepacked
 

1 kilogramme = 2.20462 pounds
 
1 pound = 0.45359 kilogramme
 

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
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67.
 

beans/haricots/judias
 
xf = extra fine 
(width of the pod not exceeding 6 millimetres) 
f = fine (width of the pod not exceeding 9 millimetres)
 

bob = boby
 

chillies/piments/ajies
 

g = green/vert/verde 
 r = red/rouge/rojo

mix = mixed colors 
 pre prepacked
 
raw = rawitt/birdseye/oiseau 
 jal = jalapeno
 
ser = serrano 
 fres = fresno
 
ana = anaheim 
 cub = cbanelles
 
sco = scotch
 

lettuce
 

bos = Boston 
 1. ross = Lolo rosso
 
o. 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
 

15-,16-,20,25',40' = Cartons or bags containing 15, 16, 20, etc. pieces
50',60' Cartons ou sacs contenant 15, 16, 20, etc. pieces 

Cajas o sacos conteniendo 15, 16, 20, etc. piezas 

kiwi
 

Normally in cartons of 3 to 3.5 kilograms containing:
 
20,23,25,27,30,33,36,39,42 or 46 fruit.
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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 = van 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
 
oger) = ogen
 
orange = orange flesh
 
piel = piel de sapo
 
ten = tendral = hdgr
 

water = water melon/pasteque/sandia
 

PAGE 4 	 M " " 1 



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

b9.
 

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 = bonheir
 
chas = chasselas car = cardinal
 
dau = dauphino 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 = 	 rib =
new cross 	 ribier
 
oha = ohanez 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 = ie
 
ros = rosaki
 
sul = sultana
 
sup = 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
 

valencia 	 bld =val = nav= navel blood sham = shamouti 
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70.
 

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 f 
 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 xf 
 20.00 22.00
 
Kenya xf 
 19.00 21.00
 

Germany Egypt bob 
 4.40 4.40
 
Kenya xf 
 6.40 6.40
 
Kenya f prep 8.00 8.00
 
Kenya bob 
 4.25 4.25
 

Holland Kenya xf 
 7.20 7.30
 
Kenya f 
 6.80 6.90
 
Thailand string 13.00 
 13.00
 

Norway Egypt 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
 

-

Austria Malaysia 

---- ---- - - -

72.00 t2.00 

Belgium Malaysia large ctn 
 140.00 140.00
 
Malaysia small ctn 
 170.00 170.00
 

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
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Germany Malaysia 
Malaysia 

air 
sea 

6.60 
4.30 

7.40 
5.15 

Holland Malaysia 

Malaysia 
air 

sea 
8.00 

5.40 
8.25 

5.60 

Italy Malaysia 9000.00 9000.00 

Norway Malaysia 34.00 35.00 

Sweden Malaysia 29.00 32.00 

Switzerland Malaysia 

Malaysia 
18' 

22' 
6.80 

6.00 
6.80 

6.30 

Uk Brazil 
Malaysia 

3.85 
2.85 

3.85 
3.15 

CAS/cassava/yuca/manioc 

Destination Origin 

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

Variety 

---- --

Size 

--------

Pack Transp. 

- - - -

Price high-low 

- - - - - - -

France Costa rica 
Switzerland Costa rica 

6.00 
2.80 

7.00 
2.80 

Uk Barbados 1.00 1.00 

CFI/cactus figs/figues de barbarie/tuna 

Destination Origin 

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

Belgium Colombia 

Variety 

---- --

Size 

--------

Pack Transp. 

- - - -

Price high-low 

- - - - - - -

165.00 170.00 

Finland Italy 16.80 16.80 

Germany Colombia 8.80 9.60 

Norway Italy 18.50 18.50 

Sweden Italy 19.50 19.50 

Uk Colombia 

Italy 
3.95 

1.35 
3.95 

1.35 

CHA/chayote/christophine 

Destination Origin 

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

France Costa rica 

Local 

Variety 

---- --

Size 

--------

Pack Transp. 

- - - -

Price Jigh-low 

- - - - - - -

6.00 8.00 

4.00 6.00 

Switzerland France 2.00 2.20 

Uk Costa rica 0.90 0.90 
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72.
 

FIG/figs/figues/higos
 

Destination Origin Variety Size Pack Transp. Price high-low
 
------- ---- ---- ------- --------------

Austria Brazil 24' 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 li.00 
Uk Turkey 3.40 3.40 

FJA/feijoa 

Destination Origin Variety Size Pack Transp. Price high-low 

Switzerland Colombia 10.00 10.00
 

GIN/ginger/gingembre/jengibre
 

Destination Origin Variety Size Pack Transp. Price high-low
 

Austria Brazil 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 48.00 48.00 

Switzerland Israel 6.50 7.00 

Uk Brazil 
Israel 

3.50 
4.00 

3.50 
4.00 

KWO/kiwano 

Destination Origin 

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

Austria Israel 

Variety 

-- ----

Size 

----

i1 

Pack 

----

Transp. 

- - - -

Price high-low 

- - - - - - -

52.00 52.00 

Denmark Israel 1i' 23.20 23.20 

Finland Israel 24.00 24.00 

Germany Israel 11 6.40 6.40 

Holland Israel 
Kenya 
New zealand 
Portugal 

sea 
air 
air 
tru 

6.40 
7.35 
8.00 
6.40 

7.00 
8.00 
8.40 
6.80 

Sweden Israel 25.00 25.00 

Switzerland Israel 11' 4.80 4.80 

Uk Kenya 3.40 3.40 

LGR/lemongrass/citronelle 

Destirtion Origin 

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

Variety 

---- --

Size 

--------

Pack Transp. 

- - - -

Price high-lo4 

- - - - - - -

Holland Thailand 13.00 13.00 

Switzerland Thailand 
Uk Thailand 

prep 11.00 
4.50 

11.50 
4.50 

LIM/limes/lima 

Destination Origin 

------------------------
Austria Usa 

Variety 

------

Size 

-------

Pack 

---- ----

Transp. Price high-low 

------- -------------- A 

33.00 33.00 

Belgium El salvador 
Mexico 

84.00 
77.00 

84.00 
72.00 

Denmark Brazil 26.00 27.00 

Finland Mexico 13.50 13.50 

France Mexico 15.00 16.00 

Germany Mexico 

Usa 
4.90 

4.00 

4.90 

4.00 
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Japan Mexico 180 180 

MGS/mangosteen/mangoustan 

Destination Origin Variety Size 
-------------------------------- -------

Pack 

----
Transp. Price high-low 

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

Belgium Indonesia 175.00 190.00 

Finland 
France 

Indonesia 
Indonesia 

31.00 
32.00 

31.00 
32.00 

Holland Indonesia 9.50 9.75 

Switzerland Indonesia 

Thailand 
8.25 

11.00 
8.25 

11.00 

MGT/snow peas/mange-tout 

Destination Origin Variety Size Pack Transp. Price high-low 

Austria Guatemala 100.00 100.00 

Belgium Kenya 170.00 170.00 

Denmark Guatemala 56.00 57.00 

France Morocco 8.00 10.00 

Germany Kenya 10.00 10.00 

Holland Guatemala 
Kenya 

11.00 
11.00 

11.35 
11.00 

Norway Guatemala 56.00 56.00 

Sweden Guatemala 63.00 66.00 

Switzerland Zimbabwe 6.50 6.50 

Uk Gambia 
Guatemala 

Kenya 
Zimbabwe 

5.00 
5.50 

3.50 
4.55 

5.00 
5.50 

3.50 
4.55 

MVE/mini vegetables 

Destination Origin Variety Size Pack Transp. Price high-low 

Norway Holland carrots 74.00 74.00 

Sweden Holland carrots 83.00 83.00 

Switzerland Kinya 

South africa 
South africa 

aubergines 
patisson 
courgette 

8.00 

14.00 
14.00 

8.00 
14.00 
14.00 
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Switzerland Thailand 8.00 8.00 

Uk Cyprus 
Gambia 

Kenya 

2.60 
2.90 

3.00 

2.60 
2.90 

3.50 

PAP/papaya 

Destination Origin 

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

Austria Brazil 
Hawaii 

Variety 

---- --

Size 

----

Pack 

----

Transp. 

- - - -

Price high-low 

- - - - - - -

51.00 51.00 
73.00 73.00 

Belgium Brazil 
Jamaica 

103.00 
95.00 

103.00 
105.00 

Denmark Brazil sea 19.50 19.50 

Finland Brazil sea 18.00 18.00 

France C.ivoire air 18.00 22.00 

Germany' Brazil 
Brazil 

sea 
air 

3.00 
6.30 

4.00 
6.85 

Holland Brazil 
Brazil 
Burundi 
C.ivoire 
South africa 

air 
sea 

5.20 
3.15 
6.50 
6.70 
4.75 

5.40 
3.50 
7.00 
6.70 
4.75 

Italy Brazil 6000.00 6000.00 

Norway Brazil sea 22.00 25.00 

Sweden Brazil sea 22.00 23.00 

Switzerland Brazil 
Brazil 
Hawaii 

air 
sea 

5.25 
3.60 
5.40 

6.00 
3.60 
5.40 

Uk Brazil 2.15 2.15 

Japan Hawaii 620 665 

PAS/passion-fruit/maracuja 

Destination origin 

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

Austria Colombia 

Kenya 

Variety 

-- ----

Size 

----

Pack 

----

Transp. 

- - - -

Price high-low 

- - - - - - -

80.00 80.00 
70.00 70.00 

Belgium Burundi 
Kenya 

130.00 
140.00 

150.00 
160.00 

Denmark Kenya 41.00 41.00 
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Finland Kenya 38.50 38.50 

France Kenya 32.00 34.00 

Germany Kenya 
South africa 
Zimbabwe 

7.00 
7.50 
7.50 

7.00 
7.50 
7.50 

Holland Kenya 
Zimbabwe 

8.40 
8.00 

8.75 
8.75 

Norway Zimbabwe 42.50 42.50 

Sweden Kenya 
Zimbabwe 

42.50 
50.00 

42.50 
50.00 

Switzerland Colombia 
Kenya 

7.20 
5.50 

7.20 
5.50 

Uk Kenya 3.00 3.20 

PCH/peaches/peches/duraznos 

Destination Origin 

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

Austria South africa 
South africa 

Variety 

---- --

Size 

--------

20' 
23' 

Pack Transp. 

- - - -

sea 

Price high-low 

- - - - - - -

56.00 56.00 
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 
Zimbabwe 

2.20 
2.00 

2.20 
2.00 

PEP/pepino 

Destination Origin 

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

Austria Peru 

Variety 

---- --

Size 

--------

Pack Transp. 

- - - -

Price high-low 

- - - - - - -

60.00 68.00 

Belgium Ecuador 91.00 91.00 

Holland Ecuador 
Peru 

7.35 
7.75 

7.80 
8.25 

Sweden Peru 41.00 41.00 

Switzerland Ecuador 6.60 6.60 
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Sweden South africa 29.00 29.00 

Switzerland Chile 
South africa 20' 

air 8.00 
6.00 

8.00 
6.00 

Uk South africa 
Zimbabwe 

2.40 
1.50 

2.40 
1.50 

PEP/pepino 

Destination Origin Variety Size Pack Transp. Price high-low 

Austria Peru 60.00 65.00 

Holland Ecuador 
Peru 

7.50 
8.15 

7.90 
8.35 

Norway Peru 9-14' 38.00 39.00 

Sweden Ecuador 
Peru 15' 

41.00 
43.00 

41.00 
43.00 

Switzerland Ecuador 6.30 6.30 

Uk Peru 3.40 3.40 

PHY/physalis all prepacked or 

Destination Origin Variety Size Pack Transp. Price high-low 

Austria Colombia 200.00 200.00 

Denmark Colombia 
Colombia 

large ctn 
small ctn 

87.50 
97.50 

87.50 
97.50 

Finland Colombia 99.00 99.00 

Germany Colombia 
Colombia loose 

20.50 
11.00 

22.00 
11.00 

Holland Colombia 17.50 18.00 

Italy Colombia 26000.00 26000.00 

Switzerland Colombia 20.00 20.00 

Uk Colombia 
South africa 

8.00 
9.85 

8.50 
9.85 
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Belgium Iran 
Spain 

15' 80.00 
40.00 

80.00 
40.00 

Denmark Spain 40' 6.80 6.80 

Finland Iran 12.00 12.00 

France Iran 
Spain 

9.00 
4.00 

12.00 
6.00 

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 
Spain 

10' 
16' 

2.85 
1.85 

3.15 
2.00 

Uk Iran 
Spain 

1.60 
0.60 

1.60 
0.60 

PTH/pitahaya 

Destination Origin Variety Size Pack Transp. Price high-low 

Austria Colombia 96.00 96.00 

Belgium Colombia 200.00 225.00 

V ance Colombia 42.00 42.00 

holland 

Sweden 

Colombia 
Colombia 
Nicaragua 

yellow 
dragon 

14.00 
13.50 
63.00 

14.00 
13.50 
63.00 

Switzerland Colombia 9.75 10.1'5 

RAM/rambutans 

Destination Origin Variety Size Pack Transp. Price high-low 

Belgium Indonesia 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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