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i Overview

Horticulture is organising internationally
Know your markets

Nurture a champion

Develop strong producer organisations

Adopt modern supply chain management
systems from farm to fork

Utilise sustainable production and postharvest
systems

Challenge the food mile concept



i Horticulture is gaining favour!

= Revival in interest in = Recently published
agriculture

= Horticulture specially as
a driver for economic T
development

= Major donors are Agriculture for

Developrnent

becoming aware of this
critical link

= CGIAR, EU Directorates,
World Bank

= Of course FAO and

UNDP has always been T
there! infoShop publication




Horticulture is organising?

= ISHS, World Vegetable
Centre (AVRDC), and
CIRAD have joined
forces to create

= Global Horticulture
Initiative [GHI]
= Links with CTA, ASHS,

EU and other donors
including ICRAF
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i Market requirements f X’%"
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= Consumers are the target; they mu
satisfied again and again

= Consumers are individuals
= Consumers are irrational and illogical

= Consumers spend their own money so
they buy what they want and like

= Production must be market (demand)
led and not producer (production) push



Purchasing decisions

Driver for choice in purchasing products

Stories in paper or on news
Trying new foods not eaten before
Food is GM free

Time from farm to market

Presence of artifical colours or flavouring

The food is organic

Standards of animal welfare W Primary
E Secondary

The food lusually buy is available

Product looks nice
Which country food comes from
| like the taste of the food

Salt content

Sugar content

< Knowing ingredients in product _>
Fat content

Sell by date

A brand name | know

The price of food
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Market needs

= Understand market and consumer; market
data must come back to producers

= Health, safety, appearance, taste, texture,
novelty and indulgence are driving forces

= Consumers becoming globally conscious and
environmentally aware

= Quality is critical to satisfy consumers

= Quality needs will vary according to income,
age, tradition, necessity, mood.



Purchasing of premium products

Premium attributes influencing consumer purchasing

Celebrity endorsed
Key isjsues
1. A significant proportion of UK
shoppers associate ehtically sourced
produicts as having "Premium
attributes".
2. Abaut 25% of shoppers|associate Free
range|with Premiu
3.25% (1 in 5) shoppers associate Locally
produced with Premium compared with
17% for Fair Trade and 12% for
Enviranmentally frjendly products

The people who buy it

The way it is advertised
Added convenience
Retailers standard own brand

Exclusivity

Country of origin
Produced to high animal welfare standards

Retailers best own brand
Quality assured product
Environmentally friendly

More expensive
Packaging looks good

Fair trade
Added health benefits

Locally produce

Organic

Free range

Well known brand

High quality ingredients
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i Market research

s Understand consumer needs - essential
s Understand retailer needs- critical

= Understand the competition, and this may not
only be fruit — vitamin pills, fruit flavoured
sweets, and snack foods

= Understand market dynamics, volumes,
seasonality, price fluctuations

= Plan strategically using all of the above to
establish specific market niche
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The supermarkets
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What do they want?

Excellent quality
Same day freshness

Rapid cooling and quality
refrigeration

Extended shelf life
Moderate, sustainable prices

Consistent pricing through
year/season

Regular, consistent supply
Appropriate packaging
Guarantee of product safety
Produced using GAP

Product specifications
achieved

What do they get?
Poor quality
Not fresh

Poor storage and
transportation facilities

Short shelf-life

High prices expected

High fluctuation of prices
Inconsistent supply

Variable and inadequate
packaging

Food safety requirement not
adhered to

No use of GAP practises

Product specifications not
followed



i Market quality

Intrinsic attributes
Appearance

Big is not always better
Taste and texture critical

Nutritional and health
benefits —vitamins,
antioxidants

Storage and shelf life

Quality, volume and price
differentiation

Tropical fruit have it all

Based on flavar and
nutritional quality

Based on appearance (visual quality)
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Postharvest-|ife under optimum conditions

After Kader 2005



i Market quality

= Extrinsic attributes
= Environmental impact; carbon footprint
= Fertiliser and pesticide use

= Packaging — biodegradable

= Organic products —IFP systems

= Storage, transport and distribution
efficiency




i Promotion

Consumers must know about the product
Promotion, promotion, promotion!

Costly but essential

Spend money to make money

In store sampling and assistance
Cultivate chefs in restaurants

Use stories womens' magazines

Radio and TV



