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' CLOSE-UP:
GRAPEFRUIT

Mediterranean citrus:
HLB, a new threat
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What are the strategic lines to be used
to re-launch demand and how can they
be exploited?

How can consumption be restored? Varietal innovation
is probably one of the best strategic approaches. The
Israeli industry may hold a winning card, according to a
recent article in the Haaretz: 'Aliza’, a sweet grapefruit
that is easy to peel, seedless and a characteristic or-
ange colour both inside and outside is being developed
at the Volcani Center. However, it is still too soon to
make a judgement on the true potential of the variety as
tests have not yet been completed.

Another more obvious answer would be to resume pro-
motion. However, times are not right for a single source
to mobilise the large budgets necessary. Florida, by far
the most active region in the promotion of grapefruit, is
devoting its budgets to research on citrus greening
(HLB). In addition, in contrast with oranges and easy
peelers, no European budget has been allocated to
grapefruit as it is little grown in the EU.

What can be done in this situation? Let's imagine. What

if professionals upstream and downstream organised
the re-launch of grapefruit themselves? This dream has
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become reality for other produce. In the United
States, the California avocado growers' organi-
sation and those of Chilean and Mexican ex-
porters combined to increase consumption
three-fold. Closer to the EU, the Banana Group
formed by the main banana marketers in the
United Kingdom, succeeded in increasing con-
sumption by more than 250 000 t over a period
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of about 15 years. The grapefruit sector has
assets for success in the first essential stage in
such an operation, that is to say that a critical
mass of interested operators can be assem-
bled. The export sector is fairly concentrated
(Israel and Spain) and has representative or-
ganisations capable of managing this type of
operation: the Plant Production and Marketing
Board in Israel, AILIMPO in Spain, FDOC in
Florida and the brand-new Citrus Board in Tur-
key. A budget can then be assembled by a levy
of a few cents on each box sold. In fact, the
example of avocado also gives good ideas for
overcoming the reluctance of some supplier
countries to form an alliance with competitors.
Not all the budget is devoted to generic promo-
tion; some is re-allocated for 'source' promotion
operations.

Tried and tested solutions are readily available
and it is a good thing to make a reminder that
an alliance for promotion purposes in no way
stops every company having its own marketing
and sales policy =
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