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ABSTRACT

Itisclear that consumersareanxiousabout residuesof agrochemicals
infood, their environmental impact andtheir safety inusage. Itisalsoclear
that | essening dependence on agrochemical storeducerisk, andimprove
efficiency of farming businesses is desirable. The question for many
growers is how to convey the meaning of successful integrated crop
management totheir advantage. Eco-l1abellingisoneoption, attemptedin
Europe and the US, but research has shown little understanding by
consumers. Consumerscan define‘organic’, but to create awareness of
the benefits of integrated crop management systems, more exposureis
needed thanlogoson labels.
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INTRODUCTION

The components of the fresh produce business are like any other, with producers,
sellersand consumers. Aswithany business, normal market forcesapply: theobjectives
of producing aproduct, establishing, maintai ning and growing amarket can ultimately
only be successful if the producer has a clear understanding of the customer and the
customer’ spower to choosethegoodsthey purchase. Unfortunately, thefresh produce
industry has apoor record for understanding the customer, and in many countries has
failed to increase its share of the overal food market. In developed countries the
competitionwithinthefood businessisintense, and thefresh producesector, withall its
natural advantages, hasall too oftenfounditself inadefensiveposition dueto consumers
underlyinganxiety about methodsof production. If producerswishtoincreaseconsumption
of fresh produce, they must understand what their customerswant, what motivatesthem
to buy and what barriers exist to them increasing consumption.

CUSTOMERS OF PRIMARY PRODUCERS

Themain customersof theprimary producer aretheretail er and thefinal consumer.
In somecircumstancesamarketing organisation may al so beincluded, particularly asa
representativeinexport markets. However, themarketing organi sation normally hasthe
sameresponsibilitiesand customersasthe primary producer.

As a customer, the retailer wants a good product to sell, continuity of supply,
consistency and efficiency, responsiveness, confidencein the product and production,
andagood relationshipwiththesupplier. A retailer’ sconfidenceinasupplying grower
groupisavaluableasset asit may makethedifferencein choosing between suppliersin
acompetitivemarket.

The final consumer wants quality, value, choice, availability, confidence in the
product, a guilt-free conscience and a hedthy diet. The precise ranking of these
requirementsdependson thecultural and financial circumstancesof theconsumer, but
al areinfluenced by similar factorsin any market.

Fresh produce purchases by consumers are further influenced by the following:
Position of aproduct inthediet: staple or luxury, traditional or ingredient
Health benefit: fibre, nutrient and vitamin content

Taste: degree of enjoyment

Convenience: ease of use
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e Good associations: influenced by media, education and information

* Goodretailing: emphasising the attractiveness of fresh produce

Barriersto purchasing fresh produce, and increasing consumption, are:

Poor quality

Poor value

Ignorance of usage

Preferencefor other foods: snacks, fast foods

Lack of confidencein product and production, safety and environment.

Poor retailing

Primary producershavedirectinfluenceover quality and confidenceintheproduct
through the production methods they choose and their skill in growing the crop. The
produce industry as a whole, perhaps with assistance from Government, should be
responsiblefor creating good associationsand re-enforcing the health benefits of fresh
produce. Theresponsibility for goodretailing, creating val ueand of fering choicelieswith
theretailer and the general market conditions.

CONSUMER CONFIDENCE

The factors affecting consumer confidence in fresh produce are well known, but
rarely based on objective scientific evidence. The associations of agriculture, and
thereforemany primary foods, with poisonouschemicals, pollution, over-extraction of
water, carcinogenic residues, organochlorines and phosphates, pesticide container
dumps, soil erosion, expl oitativeagri-business, expl oitation of labour and destruction of
habitatsareall damagingto theindustry.

The most powerful images in the minds of the consumer are those of pesticides.
Since the research on persistence of organochlorines, awareness of pesticides has
gradually increased, aided and abetted by numerous media scares, both real and
imagined. There has been an abundance of mediacomment, often ill-informed, which
promotes anxiety about pesticides in many devel oped countries. Without doubt, this
anxiety isanimportant barrier to increasing consumption of fresh fruit and vegetabl es,
particularly inlessagrarian societies, and should beasignificant motivation for change
withintheagricultural community.

Inthecontext of plant protectionandthedirect influenceof theprimary producer on
theretailer and consumer, consumers perception of agricultural production methodsis
al importantinformulatingtheir opinionsand shaping their decisions. Inmarketswhere
alack of confidenceexists, opinionshave been shaped by negative publicity rather than
positivere-enforcement of images of agriculture. Increasing confidencein production
requiresabetter understanding of methodsused, aswell asremoval of negativeimages.
Theraising of consumer confidencein agricultura productionisessential inthe quest
for increased consumption, particularly in horticulture.

IMPROVING CONSUMER CONFIDENCE

When dealingwith customer queriesabout pesti cide usage, the minimum response
of retailersisto citethe adherence by growersto Government regul ations, to approved
pesticidelabel recommendationsandtothefact that pesticidesgenerally breakdown over
relatively short periodsof time. They reiteratethe scientifically proven argumentsthat
residues at or below the maximum residue levels (MRL) are safe, and will re-assure
customersthat productsareregul arly tested aspart of rigorouscontrol procedures. M ost
retailerswill givetheir supplierstheresponsibility of ensuring M RLsare not exceeded
on products, and some retailerswill employ technologiststo ensure that suppliersare
keeping therecordsthat proveexistence of their own control systemswith thegrowers
they represent.

For many years, thisapproach hasbeen sufficient to givecustomerssomeconfidence
that retail ersareprotectingtheir interests, butitisnot apositive processand doesnothing
to counteract persistent mediacoverage and thelow level anxiety felt by many people.
Agricultureneedstotakeamore positive approach to gaining and improving consumer
confidence and must integrate public concern with viabl e production techniques.

The essential componentsto addressing theseissuesare:
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¢ Growinginthesafest, most environmentally friendly and ethical manner possible

e Provingtheintegrity of the production systems

¢ Informing consumersabout the saf ety and sustainability of production systems
Itisclear that integrated crop management (ICM) is the correct development for

growers, but total consumer confidencecanonly beassuredif thisisappliedinanholistic

manner by reducing environmental impact of farming and guaranteeing safety of

products.

IMPROVED AGRICULTURAL SYSTEMS

The motivation for growersto change their methods of production are numerous.
Many of thedevel opmentsin plant protection havebeen generated by agronomicfactors,
particularly inrespect to resi stanceto agrochemical sand safety of workers. Thesehave
resultedinwell documented researchinto, and adoption of, biological control agentsand
integrated control systems.

Similar momentum for change has resulted from the realisation that integrated
control systemscan bemoreefficient, although economic savingsaredependent onthe
crop inquestion. In addition, the evolution of plant protection systemsisaninevitable
process as growers pride themselves in achieving greater attention to detail, and the
industry becomes more knowledgeabl e about crop and pest and disease dynamics.

It is also interesting to consider how much change has taken place due to the
influenceof consumersandtheenvironmental | obbies, particularly in cropsthat havenot
required changefor agronomicreasons. This‘ consumer’ pressure hasbeen apowerful
forcefor changein theindustry’ sapproach to plant protection.

Itiscommon to find resistance to adoption of ICM among growers, and they often
seek toobtainapremiumfor theproduct tojustify theeffort required for implementation.
However, payment of premiumsisrareand short-term: of moresignificanceisthelong-
term security of agrowers market, which can only be guaranteed through customer
confidenceand satisfaction.

Therearemany exampl esthroughout theworl d of growersadoptingintegrated pest
management (IPM) schemesand | CM schemes. However, totheconsumer, theconcept
of theseschemesisinvariably very difficult to grasp, particularly inrelation to organic
production.

Thevariability inthedefinitionandinterpretation of IPM and | CM ondifferent crops
andindifferent countriesisamajor drawback. Inaddition, thesometimescynical useof
the terms by marketing organisations, attempting to emphasise the integrity of their
growers, hasbeen acausefor confusion. To build consumer confidencein production
systems, there hasto be adefined system, with clear objectivesand sufficient scopeto
addressall theissuesrai sed by farming activities. Toenablemarketing of suchaconcept,
the integrity of schemes must be provable. Consumer trust takes time and effort to
establish, but confidenceiseasily lost.

INTEGRATED CROP MANAGEMENT

For any individual crop within agroup of growers, aregion or country, or retailer
supply-base, adefined and agreed system of |CM needsto beestablished and enforced.
Elements common to all schemes should includethefollowing:
Usageof chemicals

Minimising chemical interventionthrough useof all cultural and biological means
available; monitoring of pestsand di seasesto enabl ejustification of interventionactivity;
minimising or eliminating pesticideresiduesonthefinal product, preferably withatarget
or guarantee that the consumer can understand.
Safety

Ensuring safety of agricultural workers during al farming activities; training;
hygiene.
Useof Natural Resour ces

Considered use of water, energy and all materias; recycling of waste products
wherever possible.
Protection and Enhancement of the Environment
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Elimination of water, air and soil pollution; safe disposal of non-recyclablewaste;
encouragement of biodiversity.
Worker Welfare

Eliminating unethical exploitation of theagricultural work force.

INTEGRITY OF ICM SYSTEMS

If any defined | CM schemeisto beexposed totheconsumer, it must havecredibility
intheeyesof thoseconsumersanditsclaimsmust withstand public scrutiny. Any scheme
must proveitsexistence through accurate recording of thefarming activities, whichis,
inany case, aprerequisiteinawell managed business. Theability toensure*traceability”
by linking the product in the carton or bulk package to the accurate records of its
productioninthefieldisavital component of verification.

To give adefined scheme cohesion and vitality within and between its members,
some form of verification or audit is necessary. The degree of verification required to
ensure credibility in the eyes of the consumer will vary. In some circumstances the
approval of aretailer may besufficient; inothers, fully independent verificationmay be
needed to convinceasceptical public. Whatever the market circumstances, itisclearly
vital that integrity of a scheme is maintained if exposure to the consumers is to be
successful.

ECO-LABELLING AND MARKETING

Where an all encompassing, verifiable ICM scheme of integrity exists within a
distinct grouping of producers, thereis potential to sell its benefits to customers and
removesomeof thebarrierstoincreasing consumption. Themethodsusedto convey the
conceptsof ICM depend onthelevel of understanding withinthetarget audience. Giving
confidence to larger retalersis relatively easy as their technologists will generaly
understand ICM, and will be ableto judge theintegrity of ascheme. In circumstances
where a grower group can guarantee total compliance with an ICM scheme, alarge
retailer will not necessarily requireevidenceof complianceonthecartonor bulk package
(eco-labelling). However, for smaller retailers with limited technical resource, or in
circumstances where a grower group has only partial compliance, eco-labelling on
cartons or bulk packaging may be desirable. The Dutch Butterfly programme is an
exampleof aschemeinitially aimedat theretail and whol esal esector rather thanthefinal
consumer.

Togaintheattention of thefinal consumer, themarketing methodsempl oyed depend
on the consumers understanding of the concept of ICM. Eco-labelling of final product
is pointless unless this understanding exists, as it will only result in confusion with
organic products, and potential association with greater expense and poorer quality.
Where a distinction between organic, ICM and conventional production existsin the
mind of the consumer, use of logos and symbols at point of sale can be beneficial.
However, the design of the symbol must be simple, distinctive and consi stent.

Theassociationsthat symbolsimply areimportant to consider. InItaly, theuseof a
ladybird symbol onapples, clearly identified asoriginatinginthe Sud-Tirol region, isa
good example of eco-labelling working among consumers. The ICM scheme is
independently verified in the production areas, and the ability to eco-label generates
consumer confidenceinamarket with someawarenessof ICM. But the consumer also
knowswheretheapplesaregrown, which may beasimportant in developingtrust. The
same symbol on citrus from Spain, for example, may not generate the same level of
confidencein that market.

To smplify the complexities of these messages to consumers, the retailers
involvement and endorsementisimportant, particul arly inmarketswherecomprehension
of ICM islimited or non-existent. In Switzerland, retailer Migroshasdevel opeditsown
brand of 1CM-produced fresh produce, and finds it beneficial to market the brand
aongside conventional and organically produced products. InUK, retailer Tescohasa
similar scheme, but isnot directly selling the product asabrand. I nstead, the schemeis
given exposure to customers through continual reinforcement in “advertorials’ and
media opportunities, and endorsement by respected non-government organisations.
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Both theseretailers have devel oped directly verifiable|CM schemeswithintheir own
supply-base, but generate customer confidence by methods suitableto their particular
market.

Whereagrower group or producing country hasadistinct brand aswell asadistinct
ICM scheme, there are ample opportunitiesto improve consumer confidence through
combined marketing messages. Association of awell-known brand with the positive
imagesof |CM should beapowerful combination, but, asemphasi sed through-out this
paper, credibility of thel CM schemeremainsessentia if consumer confidenceisto be
trandlated intoincrease consumption.
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