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Assomela introduces itself

Assomela is the Consortium of the Italian apple producers

representing the 75% of national apple production and the 20% of 

European production. 

Our members:
• VOG

• Vi.P

• Melinda

• la Trentina• la Trentina

• VOG Products

• Mezzacorona

• OPCOZ 

• OPNordEst

• Melapiù

• Rivoira

• Lagnasco

• Melavì

• Friulfruct

• FROM



Fruits - What’s the EU importing?



Fruits - What’s the EU exporting?



Fruits – import/export balance

Import is slightly decreasing

From 11.992.972 tons (2009) to 11.095.412 

(2014) (- 0,64%)

Export is increasingExport is increasing

From 2.783.484 ton. (2009) to 4.139.645 

(2014) (+ 4,57%)

The imbalance is still great but progressivly closing

From 9.209.488 ton. (2009) to 6.955.488 ton. (2014)







Is the export potential linked to the level of the 

organization?

In our opinion organization (P.O.) is among the  

important driving tools 



EU F&V fruit consumption 

Source: Freshfel consumption monitor 2015



Some considerations

- Is it possible to stimulate the consumption?

- Maybe, but difficult (globalization and new product 

competition …………)

- How to pursue the correct balance between supply 

and demand?        Export’s one tool!and demand?        Export’s one tool!

- How to increase the export capacity?

The organization is crucial



Some considerations

- Approaching new markets involves risks 

- Promoting new product takes time 

- Promoting new products takes money

- Clients ask for high quality but also for standard quality

- Retailers ask for supplying capacity for a long time

- Retailers ask for new basic requirements: traceability, - Retailers ask for new basic requirements: traceability, 
certifications ….

The organization mitigates the risks, shares the 
costs and increase the investing capacity and 
enhance the competiveness of the companies



The case of Italian apples

1. Commercial role of the P.O.1. Commercial role of the P.O.

2. Environmental role of the P.O



Assomela members’ social and economic 

system

Turnover (2011-2013) Employees Area (ha) N. of growers

South Tyrol
744.756.268€                2.500              15.534         6.677              

Trentino
318.151.236€                1.500              8.961            6.303              

Source: Assomela

Trentino
318.151.236€                1.500              8.961            6.303              

Other Regions
127.694.446€                500                  3.075            1.280              

Total 1.190.601.950€            4.500              27.570         14.260            

Avarage size per farm

1,93 ha



Italian apple production trend

2014 record

Source: Assomela



Italy – Apple consumption

Source: CSO - GFK 15



Market competitiveness

Source: Comtrade



Ton.

Italy: Stocks depletion 2014-2015

Source: Assomela17



- Integrated production

- Organic production

- MRL controls

- Global Gap

Safety and quality inside the 

Italian Apple System

- Global Gap

- IFS/BRC/

- Sexual disorientation

- Sprays machines control

- Phytosanitary packages disposal

- Product’s traceability system

- Research and innovation



Some resultsSome results



MRL controls

Trentino and South Tyrol - 2012 

Product n° samples

Apple Trentino 885

Apple South Tyrol 953

Total 1.838















P.O’s  environmental role



Research project HYPOGEUM

by Melinda® 



OP’s Roles

Market 
competitiveness
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management
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Why the PO?

Mission

• To stimulate the concentration of supply

• To program production and destocking in order to achieve 
demand and supply equilibrium;

• To reduce production costs and to stabilize prices at 
production levelproduction level

• To coordinate promotional campaigns at national and 
international level 

• To promote the market access and export

• To endorse research studies and testing on new 
techniques

• To promote innovation

• To enhance cooperation among Associates



To sum up

Organized structures are strategic not 
only for commercial reasons, as they 
assure more competitiveness to the 
sector over the years, but also for better 
organizing the “production factors” and  organizing the “production factors” and  
for leading the growers toward new 
goals: better environmental use of land 
and resources; legitimization of the 
agricultural sector  vis-à-vis the 
community.


