
Commercial Arrangement s 
There ar e a  number o f differen t type s o f buying agreemen t i n use , the mos t 
frequent being : 

• fir m purchas e 
• consignmen t fre e 
• programme d sale s 

Firm purchase i s the mos t commo n syste m use d i n th e Nordi c countries . A 
fixed price , eithe r FO B (fre e o n board) o r CIF (carriage , insurance , freight) , i s 
agreed betwee n th e buye r an d th e producer/supplie r prio r t o despatch . Th e 
central buyin g organisation s usuall y purchas e o n a n FO B basis , s o tha t the y 
can arrang e thei r ow n transpor t fro m produce r throug h t o fina l destination . 
Consignments b y se a freigh t ar e ofte n quote d FOB-quaysid e (a t the Europea n 
port o f entry ) wher e th e exporte r use s a  reefer containe r fo r a  number o f 
different customers . CI F arrangements ar e commo n wit h ai r freighte d 
produce. 

With consignmen t fre e sales , the exporte r bear s th e whol e ris k an d wil l onl y 
receive th e ne t proceed s afte r th e consignmen t ha s bee n sol d an d 
commission an d cost s deducted . Commissio n charge s averag e 8% , bu t whe n 
costs o f storage , transpor t an d handlin g ar e include d th e percentag e 
deductions typicall y rang e fro m 25 % to 35% . This i s the norma l metho d o f 
purchase use d b y independen t importer/wholesalers , especiall y fo r smal l 
volume orders , although thi s categor y o f consignment constitute s a  smal l 
proportion o f the tota l volum e o f exoti c imports . Commissio n sellin g i s a 
high ris k optio n fo r th e exporte r sinc e th e importe r ca n mak e deduction s fo r 
poor qualit y an d wastag e fro m overrip e o r rotten produce . Th e exporte r i s 
strongly advise d t o obtai n reference s a s to the reliabilit y an d credi t 
worthiness o f the intende d tradin g partne r befor e enterin g int o commissio n 
sales. 

Programmed sale s accoun t fo r a  significan t proportio n o f supermarke t 
purchases fro m establishe d supplier s i n which deliverie s o f pre-arrange d 
quantities t o mee t th e need s o f specia l promotion s an d pea k sale s period s ar e 
made. Whil e purchas e quantitie s ar e confirme d i n advance , price s ar e no t 
fixed unti l th e tim e o f sale an d the n follo w prevailin g marke t prices . Thi s i s a 
cross betwee n fir m purchas e an d commissio n arrangement . Bot h partie s hav e 
clearly understoo d obligation s an d arrangement s o n deliver y schedules , 
volumes an d pric e determination , whic h ma y includ e guarantee d minimu m 
price levels . However , th e actua l pric e i s no t agree d i n advance . 
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Packaging 

The mos t commo n packagin g bo x size s ar e 2 0 cm x  3 0 cm, 3 0 cm x  40 cm , 3 0 
cm x  6 0 cm , an d 4 0 c m x  6 0 cm, designe d t o fi t th e standar d Euro-palle t siz e 
of 80 c m x  12 0 cm. Th e Euro-palle t syste m i s widely use d b y th e distributio n 
and transpor t industrie s tha t serv e retai l trade s throughou t Europe . Mos t 
air freighte d produc e i s carrie d o n airlin e pallet s bu t transferre d o n arriva l 
onto Euro-pallet s fo r distribution . Se a freighte d produc e i n refrigerate d 
containers generall y use s th e reefe r pallet , 10 0 c m x  12 0 cm , with whic h th e 
most convenien t bo x siz e i s 40 c m x  5 0 cm. Boxe s tha t confor m t o both th e 
Euro-pallet an d th e reefe r palle t ar e compatibl e wit h roa d transpor t systems . 
Exporters ar e strongl y advise d t o chec k wit h importer s th e siz e an d typ e o f 
packaging preferre d an d t o take accoun t o f these requirement s i n plannin g 
purchases o f packaging materials . Packagin g use d shoul d b e strong , 
preferably white , attractiv e an d clean . 

The exten t o f pre-packaging use d varie s considerabl y i n Nordi c countries . 
Importers wil l normall y infor m exporter s o f requirements bu t exporter s 
should alway s chec k i f i n doubt . I n Norway an d Sweden , sal e by coun t i s th e 
most common ; consumer s prefe r an d expec t pyramid s o f loose produc e 
ready fo r self-selection . Pre-packin g i s therefore limite d t o abou t 10 % o f frui t 
and vegetables , being confine d t o item s suc h a s sof t fruit , bab y cor n an d 
small gif t packs . I n Denmark pre-packagin g ha s decline d fro m abou t 80 % o f 
fresh produc e t o 50%-60 % becaus e o f consumer resistanc e t o 
over-packaging. Consumer s ar e offere d a  choice o f loose o r pre-packed i n 
most line s an d pre-packin g i s expecte d t o stabiliz e a t curren t levels . I n 
Finland th e exten t o f prepacking i s low , a t 10% , but i s expected t o increas e 
because mos t sale s ar e by weigh t an d ther e i s a  growing concer n ove r poo r 
hygiene associate d wit h loos e displays . Staffin g cost s ar e als o highe r wit h 
loose displa y sale s systems . Al l Nordi c importer s prefe r pre-packin g t o b e 
done a t sourc e t o avoi d th e hig h domesti c labou r costs . 

Where EC , UN/ECE o r OEC D regulations hav e bee n issue d fo r a  product ther e 
are requirement s abou t labellin g o n packages . Som e ar e mandator y a s par t o f 
minimum requirements , other s ar e advisory . Labellin g requirement s ar e 
almost th e sam e fo r al l products , variation s bein g minor . 

Mandatory labellin g o n eac h bo x mus t b e clearl y legibl e an d shoul d state : 

• identification , name , addres s (o r code) o f packer o r dispatcher , 
• natur e o f produce (e g avocados) an d variet y name , 
• countr y o f origin , 
• commercia l specifications , class , ne t weigh t i n k g and/or count , siz e 

code (wher e sized) . 
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Servicing the Nordic Marke t 
Additional voluntar y informatio n include d a s commo n commercia l practice : 

• identit y o r log o o f grower , 
• tar e weigh t i n k g with maximu m deviatio n i n % , 
• 'thi s sid e up ' an d 'fragile ' symbols , 
• storag e temperatur e instructions , 
• dat e o f packing, ofte n i n code . 

Getting Established in Nordic Market s 
A potentia l exporte r o f mainstream exoti c produc e wil l see k t o establis h a 
direct tradin g relationshi p wit h a  suitable partne r i n a  Nordic countr y o r on e 
of the Nordi c buyin g organisations . A  short-lis t o f potential partner s ca n b e 
prepared fro m th e addresse s i n Appendi x 4 . Assistance i n selectin g a 
short-list an d i n organisin g visit s ca n b e obtaine d fro m trad e association s 
such a s the Swedis h Associatio n o f Frui t an d Vegetabl e Importer s (SFG) , o r 
from th e governmen t organisation s se t u p t o promot e import s fro m 
developing countries . 

The exporte r shoul d the n arrang e a  marketing tour , takin g wit h hi m eithe r 
produce sample s an d an y sale s literatur e o r sample s o f packaging plu s 
photographs o f the produc e h e propose s t o export . Th e exporte r mus t b e abl e 
to give ful l detail s abou t th e propose d produce , includin g method s o f 
cultivation, post-harves t treatment , packagin g facilities , seasona l availability , 
and cost s a t differen t stage s i n th e suppl y chain . H e shoul d als o be familia r 
with differen t transpor t option s an d hav e a  clear ide a abou t th e busines s 
terms tha t woul d b e acceptabl e t o him . 

Because competitio n fo r th e availabl e deman d i s strong , th e exporte r mus t b e 
able t o offe r somethin g 'extra ' t o temp t importer s t o take o n a  new supplier . 
This ca n tak e th e for m o f high qualit y produce , superio r taste , convincin g 
assurances abou t volume s availabl e an d reliabilit y o f supply , evidenc e o f 
other satisfie d customer s an d s o forth . Despit e th e competition , majo r buyer s 
and smal l specialis t importer s ar e kee n t o identif y reliabl e ne w suppliers , 
particularly t o cove r seasona l gap s i n demand . 

At th e en d o f the marke t tou r th e exporte r shoul d b e abl e t o establis h bot h 
the lande d pric e an d th e marke t pric e hi s produc e ca n b e expecte d t o fetch , 
the preferre d tradin g partner s an d thei r term s fo r transactin g busines s tha t 
would b e mutuall y acceptable . I f possible durin g th e tour , a n agreemen t i n 
principle shoul d b e negotiate d wit h on e o r two partner s an d th e nex t steps , 
including a  test marketin g programme , worke d out . 

Most secondar y an d margina l exotic s ar e indirectl y source d throug h Hollan d 
or Germany int o al l Nordi c countries . Dutc h an d Germa n importer s ar e abl e 
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to offe r hig h standard s o f quality , regula r supplies , a n extensiv e produc t 
range an d generall y stabl e prices . Us e o f specialis t exoti c importer s i n 
Holland an d German y ca n b e th e mos t effectiv e wa y fo r a n emergen t exporte r 
to ente r th e Nordi c market , especiall y wher e ther e ar e n o direc t ai r o r se a 
freight service s t o an y o f the Nordi c countries . Th e typ e o f trading partne r 
appropriate fo r a n exporte r shoul d depen d o n both th e typ e an d volum e o f 
produce bein g offered . 

Small exporter s o f exoti c produc e shoul d selec t a  suitable importe r o r agen t 
that specialise s i n th e exoti c secto r fo r suppl y t o high qualit y greengrocers , 
department store s fo r thei r fres h produc t section s an d supermarke t chain s 
with secon d generatio n o r margina l exotics . 

Medium scal e exporter s shoul d targe t th e centra l buyin g organisation s o f 
import/wholesale/retail group s o r the Nordi c purchasin g organisation s a s a 
means o f gaining acces s int o th e supermarket/hypermarke t trade . 

Large expor t companie s an d marketin g board s shoul d als o direc t thei r 
marketing activitie s toward s centra l buyin g organisation s an d Nordi c 
purchasing organisations , offerin g programme d sale s an d direc t deliver y t o 
minimise transpor t costs . 

Trends in Produce Sales 
For th e mainstream , larg e volum e product s i n al l Nordi c countries , pric e ha s 
become th e mos t importan t consideration , followe d b y appearance , siz e an d 
taste. During th e recessio n discoun t store s hav e gaine d marke t shar e b y 
offering a  narrow rang e o f produce a t very competitiv e prices . Secon d 
generation an d margina l exotic s hav e bee n largel y exclude d fro m thes e 
stores. Th e supermarke t an d hypermarke t chain s hav e responde d t o the pric e 
pressure o n exotic s i n a  number o f ways: smalle r size d frui t i s offered t o 
reduce uni t cost s an d prices ; buying policie s hav e favoure d transpor t b y se a 
because o f significan t cos t saving s ove r ai r freigh t (30 % -  40% o f cif) ; an d 
provision o f off-season vegetable s ha s bee n accorde d lo w priority , wit h 
sourcing mainl y confine d t o European producer s a t lo w prices . 

Central buyin g organisation s hav e traditionall y preferre d under-rip e frui t t o 
minimise wastag e bu t thi s ha s mean t tha t firs t tim e buyer s o f exotics.hav e 
frequently experience d poo r eatin g quality . I n som e sector s o f the Norwegia n 
and Danis h market , customer s ar e being offere d highe r priced , bette r eatin g 
quality frui t packe d neare r th e poin t o f ripeness. Example s o f this 'tast e th e 
difference' approac h hav e bee n th e successfu l marketin g o f semi-organi c 
German apple s an d o f Malaysian carambol a an d Ghanaia n pineapples , bot h 
transported b y ai r rathe r tha n b y sea . NA F i s actively investigatin g th e us e o f 
direct ai r charte r flights  t o develo p thi s market . Thi s tren d i s expecte d t o 
spread t o Swede n an d Finland . 
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Servicing the Nordic Marke t 
As th e countrie s pul l ou t o f recession, th e health y eatin g tren d shoul d resul t 
in a  gradual increas e i n consumptio n o f frui t an d vegetables . Thi s shoul d 
provide opportunitie s fo r expansio n o f sales o f selected tropica l fruit s an d 
off-season frui t an d vegetables . 

Promotion and Branding 
If a consumer i s to develo p loyalt y toward s a  product h e mus t fin d tha t i t 
consistently meet s hi s requirement s an d expectations . Provide d th e exporte r 
does hav e good , competitivel y price d produce , on e o f the bes t way s o f 
building loyalt y an d securin g futur e order s i s through th e us e o f a  bran d 
name an d a  company logo . Large distributiv e chain s ofte n hav e thei r ow n 
brands and , fo r a  smal l o r medium size d exporter , i t i s likely t o be mor e 
cost-effective t o mee t th e standard s necessar y t o secur e th e buyer' s brandin g 
rather tha n us e a n 'ow n brand' . 

Promotional campaign s ar e a n effectiv e wa y o f boosting sale s o f exoti c 
produce. Th e initiativ e fo r suc h campaign s i s usuall y take n b y specialis t 
importers, th e centra l buyin g organisation s o f large groups o r the retailin g 
arms o f such groups . Exporter s wil l wan t t o encourag e an d participat e i n 
such promotions . 
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