Agroecology _
a differentiating factor in
international tradeg
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Exparting fresh fruit becormes quits a perlous activity in the current
intamaticnal context marked oy significant logistical tensions,
incraased competition, and ever-higher customar expeciations, In
order fo establizh a lasting presence in distant 1markets, Select Fruit
and Cofruid'Oc Meaditerrange — both specializing in the export of
French apples - have decidad to join forces by creating the Tasty and
salect allance The twao companies are thus pocling their strengths
to increase quantities, commercial agility, and their ability to mest
the growing demand coming far destinations. “We ca2n count an
each other's contribution o build up our volumas and cur ability to
sapve the custormar, This allows us to pursue joint programs,” axpiains
Fhilippe Jean, CEC of Cofruid'Oc Méditerranée:

Iyt b CHnpanies are very T

complementary in terms of varietics
andl terroirs - since Cofruid' Do Méditer-
rande’s production s eoncentrated In
the sowtheast and Select Fruits i the
Laire Valley - but alsa in terms of mar-
kets: “Colruid'Oc Méditerrante has a
long-sranding presence [n Sourhenst Asia,
We have been exporting t markets such
as Thailanad, Malaysia, and Singapure [or

sewvaral years, We also have o prasence
in lsrael, more sporadically in the Mid
clie East, and are developing trade Mows
to Latin America, particularly Ecuador®
cxplains Philippe Jean,

SELECT FRUIT: ENGLAND AS
PREFERRED MARKET

Far its part, Select Fruit has historicalby
bueile sts business around the British mar-

ket, which still accounts For G0 to 708 of
its export sales "This b5 our prefecced
axport destination, thanks to our Be0-
graphical progimity apd our expertise
in packaging at source, ufter under owr
customers’ brands,” saplaing Delphine
Robin, export director at Select Fruir, Bur
aver the past three years, Select Fruit has
acvelerated its development in the ghibal
exportmarket, "Markets sucl as Asia, but
also Latin America (particularly Brozil)
and Cemtral America [Ecuador} are look-
ing fur skzed that complement the nur-
kets we have historically covered, Fruit
capsumption is very high in these mar
kets, which are high-potential markets
where we want to be present because we
have the capacity to mest their needs.”

Select Fruit alse has expertise in export-
ng l."l',!.{&l!ll.i”}' grown varletbes, partiou-
larly Gala apples: “We hivee been involved
i arganic farming for a lang tims and
Nave a real capacity Lo develop programs,
both on the domestlc market and for
expart,” says Delphine Rohin,

AFAVORABLE CLIMATE FOR FRENCH
AFFLES

The current semson |5 part of a gener:
ally faverable context for French apple
exports, The larvest has been faldy
pusitive for Franee, while seme compet-
ing countries have experienced  diffi-
cubties: “Thix vear, the sxport market is

very dynamic fur us. Tarkey hos had half
a harvest, Serbla and the Babtic coun-
tries have recorded [ower volumes, and
Etaly - a major plaver in the market - has
duffered from & reduced Granny Smith
harvest, with a high propertion of largs
siges. This situation has therefore ore-
aled a commercial vpporiunity Tor us,”
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explaing Philippe [ean This situation has
promipted the Tasty and Select Allionos to
explore new markets in Africa, the Mid:
dle Eagt, Indea, and ather Latin American
oountries.
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Toge Fruit

FROM ORCHARD TO TRANSPORT:
SPECIFIC EXPERTISE REQUIRED T
REACH MSTANT MARKETS

Growing oi the domestic market is one
thing, but oonguering the export market
is quite another, This second ambition
requires specific expertise in terms of
productien, marketing, and sales: “In the
export markes, shelf life 15 2 decermining
factor. You need apples that can with-
stand five b six weeks of transit. The
most popular warietles are Gala, Gran-
ny Smith, and Fuji. Arands are also very
papubar, particularly Legend, Pink Lady,
and Joya, To ensere optimal quality, a
rigorous selection process s put in place,
starting with the planting of the trees,
Whan  renewing orchards, prodicers
take core to choose resistant clones. Har-

vesting also requires specific expertise,
as do cald storage and packaging. Ewory-
thing is designed to guarantee a very
ligrh level of quality, Rigorous selection of
harches s also essential to limit the risk
of disputes, which are particularly costly
inthese distant destinations.

While net all varieties can be destined
for Faraway destinations, terrodr is also a
decigive factor Colrwid'Oe Mbedilerrande
and Select Frult hoth produce Gala apples,
bt when grown i the sautheast, the
variety cannot be exported, whereas it
has every potential to be exported when
grawn i the Ledre Walley.

STANDING OUT IN A COMPLEX AND
HIGHLY COMPETITIVE MARKET
Although the current dlimate is favorahle
for French manufacturing, the cards are
realiifflad svery year; “We operate In
an intermational market characterized
by complex logistics, fierce competition,
and an unstable peopolitical context
Ewery year, the bolonce shifts and we
have to rethink cur strategy. While
the elements are in uur favor for this
campaig, this may not be the case
nect year. It is therefore important
to stamnd out from the competition.
As e havee daid, this means oflering
premium quality, but alse creating
brands and implemencing impecea:
ble farming praclices,” reports Del-
pline Robin,

THE BRAND: A POWERFUL TOOL
FOR DIFFERENTIATION

In @ context of strong intermational com-
petition, marketing remains @ powerful
tond ta dilfferenciates At Colroid"Oc Meadi-
terrande, we created the Tasty Gran-

ny bramd 15 years ago, which remains
a henchmark for exports, and we are
continuing te develop the Legend brand
[hivnored variety]. T addition, the rise of
the Burepean Pink Lady orchard opens
up sigmificant grawth appertunities,
Hoveeyver, this 5 condilional on hu.ilt[ing
kasting brand awareness and o distinc-
tive image, particularly in markets such
as Suutheast Asia, where consumers are
particulady receplive Lo mew and dis-
tinctive bronds. The goal over the pext
Few years is ta pmrl'nn Pink Lady as
a premium brand and the number one
brand Wi these emerging markets,” says
Fhilippe [ean.

AGROECOLDGY TO SET FRENCH
FRODUCE AFARTY

Agroecology and respect for the environs
ment alen appear ta be drivers ol differ-
entlation in the medin and fong term,
Although these practices are still naot
widely promoted in the expart market,
custamer inleredt isovery real "Froom a
general point of view, French production
meers particubarly demanding specifica.
Lions in terms of agreecology, some of the
mast demanding in the world. As far as
ol twy ComMpanias are concerned, we are
particularty committed to these issues,
which are part of our DRA, We sense
that sur customers are Interested, but
it may still be a little toeo earky ta infle
enoe their purchasing decistons. Howew-
e, they Kinow that we offer products that
wr growin using envirenmentally friand-
Iy practices, as validated by the Vergers
Ecoresponsables label 104 & safe bet that
thess criteria will become paramount in
the coming years.”

Besplte the challenges posed by thelr
ambition to. expand inte the internatio-
mal market, Sele=ct Froit and Cofroid' 0k
Mediterrande frave a number of assers
that enable them to move forward step
by step in the uncertain workd of inter-
mational teade, Thelr experience in highly
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demanding markews, such @5 the United
Kingdom, has enabied them to develop
recognized expertise in guality, preser-
vatlon, and compliance with strict speci-
fications. In a highly competitive interna-
tinmal market, this expertise, combined
with a strong brand strategy and a frm
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commitment te responsible agricultural
practices, could well give them a signifi-
cant edge in the future. *
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