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Merry Christmas and a prosperous 2020
to all in the melon industry
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A Message from the Chairman
What’s happened to 2019?? Its gone and any chance of rain
with it. Its December and 40 degrees in North Queensland
and snowing in Victoria! Where is our ‘ordinary’ weather
and rainfall these days? Let’s all hope and pray for a return
to normality in 2020, although I have my doubts.

two bobs worth. Some-mes it can feel
like no-one is listening but then we
realise that Governments may not have
seen the issue from a grower’s
perspec-ve.

I was looking at the list of actual grower members of AMA
the other night and was disheartened to see so few growers
listed as members and to note that the number is declining
year a,er year.

The only income that AMA has is from membership and
sponsors for whom we are very thankful. The sponsors and
exhibitors always support our conference, so please try to
support the 2020 conference in Western Australia.

Most growers seem totally unaware of the work that the
Associa-on and its Execu-ve Commi1ee does every day.
As the Industry Representa-ve Body (IRB) for melons, we
are the contact between government and growers. The
Commonwealth and State Governments consult with the
AMA on almost every issue that involves speciﬁcally melons
and a whole lot more general issues such as biosecurity,
export and water.

Your Associa-on needs your par-cipa-on to successfully
represent your needs, so please consider your membership.
My ‘door’ is always open and my phone is always ‘on’, so
don’t hesitate to contact me so we can take your issues
forward. My mobile number is 0418 779 348.
Best wishes,
Jon Caleo

As the IRB, melon growers get to have a say and put in our

2019 Australian Melon Industry Sponsors
Thank you to these businesses that con-nue to support the work of the Australian Melon Associa-on .

Australian Melon Associa0on Inc.
Chair: Jon Caleo
M: 0418 779 348
E: chairman@melonsaustralia.org.au
Secretary/Treasurer: Ros Rackemann
M: 0407 032 872
E: secretary@melonsaustralia.org.au
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Industry Development Manager
Dianne Fullelove
M: 0413 101 646
E: idp@melonsaustralia.org.au

DISCLAIMER: The purpose of Melon NEWS is to
communicate with the Australian Melon Industry.
The informa-on provided should not be
interpreted as advice or recommenda-on.
The Australian Melon Associa-on and its oﬃcers
disclaim all liability for any error, loss or other
consequence which may arise from relying on any
informa-on in this publica-on.

See you in WA for the Syngenta 2020 Australian
Melon Conference & Field Day
30th March - 1st April 2020
Monday 30th March - Signet Welcome Drinks - Pan Paciﬁc Hotel, Perth.
Tuesday 31st March - BASF Vegetable Seeds Field Day, Trade Show & Seminars Capogreco Farms, Hamel (near Waroona)
Tuesday 31st March - Toro Industry Dinner - Optus Stadium, Perth
Wednesday 1st April - Farm Tours - Gingin
To register
www.melonsaustralia.org.au/2020-australian-melon-conference-ﬁeld-day-sponsors-and-exhibitorsinforma0on/
Capogreco Farms
Grower - Full Registra-on
$380.00

Field Day only

$140.00

Non-grower - Full Registra-on $480.00

Farm Tours only

$140.00

Welcome Event only

Industry Dinner only

$140.00

The trials
Capogreco

The
trials
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$130.00

Industry Development report
The Industry Development project is funded through the melon levy with
matching government funds.

voice heard when decisions aﬀec-ng growers are made.
Current issues for these groups include:

The Industry Development Manager has been undertaking a
number of export visits as outlined elsewhere in this edi-on
of Melon News. These visits have raised the proﬁle of the
Australian melon industry with impor-ng countries and
created further demand for fruit. Summaries of the export
work are available in this Melon News.



Export Cost Recovery Charges - industry
representa-ves have been working hard to ensure
that any costs imposed by Government on exporters
are equitable and not prohibi-ve to suppor-ng
exports.



Ensure that export oﬃcers are available in a -mely
manner.



Provide advice on electronic export documenta-on.



Have a voice in determining the type of traceability
that is expected in markets, both domes-c and
export.



Organising market access applica-ons including the
current request for an irradia-on treatment for
access to new Zealand.

Growing the demand for melons assures the industry of
more and varied markets. The Melon Export Plan lists South
Korea as an opportunity for rockmelons and honeydew.
And now it is -me to develop more opportuni-es for export
in countries such as Korea. Opening new markets is a long
term task but is en-rely beneﬁcial for the industry.
The IDM represents the melon industry on a number of
export panels including the Hor-cultural Exporters Industry
Export Commi1ee, convened by the Department of
Agriculture and the Industry Trade Advisory Panel, led by
Hort Innova-on. Both of these groups provide the melon
industry with the opportunity to raise its proﬁle as an
important expor-ng industry and to have the industry’s
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The IDM also provides a point of contact for export
inquiries and ensures that interested growers are aware of
speciﬁca-ons for supply. Growers are encouraged to
contact the IDM to discuss export at any -me.

Melon Consumer Insights project
A new levy project report by Colmar Brunton has just been
released. VM18000 Melon consumer insights aimed to
understand the impact on consumers of the food safety
incident in melons in early 2018.

Challenges

It addresses the Melon Strategic Investment Plan Outcome
1.1 to conduct regular consumer research to gather insights
on changing percep-ons and expecta-ons of fresh
Australian melons. It also increases knowledge of melon
category consumer behaviour and provides informa-on on
drivers and barriers for consump-on of melons, by
increasing knowledge of consumer aPtudes.



Seasonality.



Quality of produce, especially with respect to
consistency of taste/ﬂavour and texture/ﬁrmness.



Hindered by inability to judge quality easily.



Exacerbated by food safety issues and concerns.

The key challenge that growers are facing is economic –
lower pricing and proﬁtability.

From a consumer perspec-ve, challenges relate to the
appeal and demand for melons. This is perceived to be
impacted by:

New varie-es of melon are a key trend:


Seedless watermelons - now preferred by major
retailers as regular oﬀer.



Specialty melons - may oﬀer a superior ea-ng
experience, and a point of diﬀeren-a-on for
growers, but remain a small propor-on of the overall
market with demand growing slowly.

Poten0al opportuni0es


Enhance consistency of quality to grow demand
(through increased customer sa-sfac-on)



Drive purchase through emphasising melons as
Australian/home-grown produce.



Iden-fy and leverage drivers of purchase.



Export of melons by local growers

Conclusions and recommenda0ons
Consistency of quality is a major issue in the melon market
from the consumer perspec-ve. Measures to ensure that
melons reach the consumer in an appropriate state of
ripeness and with visually appealing inner and outer
appearances would help to improve consumer conﬁdence
and promote sales.
Misconcep-ons about seasonality lead consumers to expect
that melons are inferior in quality, more expensive and/or
imported in the winter months. Educa-ng consumers that
melons are grown all year round in Australia, specifying
origin within Australia, emphasising “freshly picked”,
maintaining presence near to the front of the store and
providing recipe sugges-ons appropriate to winter would
help to address this issue.
Demand for new product development in the melon market
is limited. Consumers are generally sa-sﬁed with the
current range of melon varie-es available and/or have li1le
awareness of alterna-ves. Introducing new varie-es,
marke-ng ac-vity, communica-ng sensory features and
(Con"nued on page 6)
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Melon Consumer Insights project cont.
(Con"nued from page 5)

poten-al uses would encourage trial. Strategic naming of
new varie-es could be used to communicate sensory
features and/or provenance.
The listeria incident of 2018 does not appear to be having
an ongoing impact on consumer aPtudes or behaviour.
Although the incident is recalled when prompted,
consumers assume that the issue would have been
addressed promptly and is now in the past.
Watermelon is the most familiar and universally appealing
melon variety. Rockmelon and honeydew have speciﬁc
ﬂavour and texture proﬁles which have more niche appeal.
Diﬀerent melon varie-es are o,en combined together to
provide contrast. Awareness and usage of other varie-es is
very limited.

Merchandising plays a key role in promo-ng purchase.
Melons are o,en dispersed in diﬀerent areas of the store
and grouping them together would help to raise the proﬁle
of the category as a whole. Consumers need access to a
range of formats and sizes to suit individual needs. The
visual appeal of the sec-on in terms of stock levels,
posi-oning, ligh-ng and background is also important in
promo-ng sales. POS informa-on is currently limited but
could be further u-lised to reinforce percep-ons of sensory
quali-es and provenance.
Sensory evalua-on in store informs the purchase decision.
Consumers use a wide range of visual and tac-le cues to
evaluate ripeness and freshness. These include visual
appearance of skin, ﬂesh and seeds, tac-le experience of
texture and assessment of aroma. It is important that the
interior of the melon is visible (via cut sec-on or image),
even if the product is sold whole. Maintaining a fresh visual
appearance and cueing ripeness is key to promo-ng melon
sales.
Report available at www.melonsaustralia.org.au/resources
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The US consumer experience
Each year, the US Orlando-based Na-onal Watermelon
Promo-on Board (NWPB) measures consumer aPtudes and
awareness toward watermelon and compares it year-overyear.



Most consumers are not ea-ng fruit daily nor are
they ea-ng more than one or two servings. However
half of the consumers indicate they intend to eat
more fruit in the next year.

The research delves into topics such as purchase behavior,
food safety, quality and health and nutri-on.



How to select and health beneﬁts are the key points
consumers would like to see displayed with
watermelon at retail.

The consumer research helps to focus consumer outreach
and ﬁndings are used to educate retail and foodservice
contacts to understand consumer aPtudes toward
watermelon. The surveys take place in late summer and late
winter.
Here are the key ﬁndings from the summer 2019 research:
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Watermelon scores high rela-ve to other fruits in
terms of taste, safety, value, healthiness and
freshness.



Watermelon a1ributes (health, taste, safety, value)
remained steady.



Consumers want fruit that provides them with value.
They are looking for fruit where they can use all of it
and use it in mul-ple ways.



Taste and watermelon’s refreshing quali-es are the
main reasons watermelon is purchased.



Availability and perceived value are the two main
reasons consumers may not purchase watermelon.



Knowing how to pick a good watermelon is
important for consumers. Data suggest that
consumers are be1er able to select a watermelon
each year with a sharp increase this summer.



Both growers and distributors saw increases in
blame when food quality issues arise.



A few more consumers had quality issues this
season.

Twelve hundred ﬁ,y seven consumers par-cipated in this
survey.
For the full report, contact
mmckenna@watermelon.org.

Megan

McKenna

at

US watermelon marke0ng levies
The Watermelon Research and Promo-on Plan is
authorised by the Watermelon Research and Promo-on Act
of 1985.The Plan became eﬀec-ve in 1990 a,er a public
hearing, no-ce and comment rulemaking, and a
referendum.
The assessment rate is 3 cents per hundredweight of
watermelons paid by both handlers and producers for a
total of 6 cents per hundredweight. If a person performs
both producing and handling func-ons on any same lot of
watermelons, both assessments shall be paid by such
person. Assessments are levied on all watermelons
produced and ﬁrst handled in the United States and all
watermelons imported into the United States for
consump-on.
The program is
administered by
the Na-onal
Watermelon
Promo-on Board.

Asia Fruit Logis0ca
For the ﬁrst -me, Australian melons were displayed at Asia
Fruit Logis-ca (AFL) in Hong Kong. The event, held from 4-6
September showcased a range of Australian melons and
plenty of visitor interest kept growers and staﬀ busy with
taste tes-ng.
Although a1endance was inevitably impacted by unrest in
Hong Kong, visitor numbers exceeded expecta-ons,
reaching 90 per cent of 2018 levels. More than 12,000 trade
professionals and over 800 exhibitors from more than 40
countries a1ended.
The melon R&D levy was used to fund par-cipa-on by
industry at this event and a,er an Expression of Interest to
all levy payers, two businesses nominated to be part of AFL.
Andrew and Alecia Martens, watermelon growers from
Bundaberg, Queensland and Bradley Dawson, rockmelon
grower from Mildura, Victoria. Both businesses are wan-ng
to build export capacity.
Self-funded delegates accompanied the trade mission.
Daintree Fresh had yellow and red watermelon on display
and manager, Shaun Jackson a1ended the melon display at
AFL. Ian Macleod from Global Fresh who is developing

exports in Japan also
a1ended.
Displays of melon fruit
were arranged and
melons were cut and
served to delegates at
AFL. Foot traﬃc was
strong through the
display and growers
ﬁelded many enquiries
about product, type,
quality and availability.
A chef used melons in
some of the cooking
displays organised by
Hort Innova-on.
Andrew Martens & Brad Dawson at the
The Industry
melon display
Development Manager
(IDM), Dianne Fullelove arranged and coordinated logis-cs
for the a1endance of melon industry representa-ves and
the display of fruit.

The melon a1endees also took some -me to visit retailers
in Hong Kong to get a picture of the type of melons on
display. Local Austrade representa-ves also delivered a
seminar on the Hong Kong fruit and vegetable market. At
the same -me, the IDM gave a presenta-on on Australian
melons to inform Austrade staﬀ of the variety and quality of
Australian melons in the export market.
New opportuni-es for growers to par-cipate in AFL will be
available in 2020. The Asia Fruit Logis-ca report is available
at www.melonsaustralia.org.au.
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Insights from Asia Fruit Logis0ca


The Hong Kong gi, market is very important



Export is a long game. Must have reliable supply,
good communica-on and branding of product.



There is a culture of fes-vals with fruit aimed as
gi,s at that -me.



Be wary of exclusivity – always have a trial period
with an importer



Expect an instant response to your enquiries – 48
hours is too long



Be careful of protec-ng Intellectual property Rights



Establish prompt payment systems



Seventy percent of tourists are mainland Chinese



Consume 1900t/day fruit of which 90%is imported.
40%of imports are re-exported.



Australia’s selling points are uniqueness of varie-es
grown

Gross value of the top 15 vegetables, Australia, 2017–18
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Exports to the Middle East
The Melon Industry Development Manager, Dianne
Fullelove and Dr. SP Singh, Research Hor-culturist (Food
Safety), NSW Department of Primary Industries recently
visited the Middle East to promote Australian melons to
importers and retailers. Mee-ngs in Dubai, Saudi Arabia,
Bahrain and Kuwait were organised by Austrade staﬀ from
each of the target countries.
The project was aimed at regaining market share in key
export markets for Australian rockmelons following the
Listeria incident in February 2018 which had a signiﬁcant
impact on sales of rockmelons, both domes-cally and in
export markets.
Dubai, United Arab Emirates
Retail visits were conducted to Waitrose, Spinneys and
Union Coop Hypermarket. Waitrose is a very comprehensive
supermarket with a wide range of fresh produce.
Watermelon from ten diﬀerent countries was available,
although very li1le was sold cut and wrapped. The quality
was not always top level with evidence of insect damage on
some fruit. There was also a wide range of melons, including
may diﬀerent ‘specialty’ melons.
Spinneys is a premium supermarket retailer in the Middle
East with many outlets. Union Coop is a smaller chain of
supermarkets aimed at a lower price point with quality not
as high as other supermarkets.
Kibsons Interna-onal is one of the largest importers and
distributors of fresh produce in Dubai. David Prokopiak,
Procurement Manager (Airfreight) explained that Australian
melons were dominant in UAE market. Compe--on from
Honduras and Guatemala has decreased and is mainly
aimed at the catering trade.

Kibsons
distribute to key
retailers as well
as sell directly
through their ecommerce plaYorm. The product is a mixed
box delivery direct to consumers. Kibsons feel that produce
is fresher than at retailers’ level with quick turnover
maintaining quality. This maintains a good rela-onship with
suppliers and convenience for consumers. Kibsons have had
30% growth in consumer e-commerce in last 12 months.
The preferred speciﬁca-ons are watermelons – 5-8kg and
rockmelon 8-9 size. Specialty types of melons such as yellow
-skinned have not been important in this market.
One of the largest fresh juice manufacturers in the region,
Barakat have also ventured into ecommerce and new
ver-cal arrangements in packaged foods. This company
sources juice melons from Iran, Turkey and Malaysia as the
cost is lower. This company would like to receive more sea
freight from Australia in 450kg bins with weekly L7
containers.
Al Bakrawe Group is a UAE-based company and one of the
market leaders in the fresh produce impor-ng and
expor-ng business in the Middle East. For Al-Bakrawe,
Australia is the most important source of seedless
watermelon and second most important source of
rockmelon
The company has supply contracts to supermarkets such as
Carrefour and Union Coop. They supply processors in UAE
and supermarkets in Saudi Arabia and conduct large
amounts of re-export to other Middle East countries from
the Dubai Free Zone with a six-hour turnaround from
landing to re-export. This clearing -me is much faster than
direct export to countries such as Saudi Arabia.
Finally, the UAE has commenced random
tes-ng of Maximum Residue Levels and
microbial levels and has adopted European
Union Standard for acceptable levels.
The Department of Agriculture is working with
the UAE government on a trial program of
electronic documenta-on to introduce ecer-ﬁcates for export. This means that preapproval in Australia will be accepted in UAE.
The advantage is quicker turnaround and any
possible issues will be detected in Australia
before shipping.
(Con"nued on page 12)
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(Con"nued from page 11)

Kingdom of Saudi Arabia (KSA)
The delega-on met with Mr Ross Bray, Counsellor, Trade &
Investment Commissioner, and Dr Glen Edmunds,
Counsellor (Agriculture).
The Kingdom Saudi Arabia (KSA) has grown in popula-on
from 10M in 1980’s to 24M Saudi na-onals plus 10M expats
in 2019. Tourism is opening up with a new tourist visa will
means more resorts requiring sourcing of fruit and
vegetables. At the moment, hotel chain sourcing is aligned
to the hotels’ country of origin.
They emphasised that business payment terms can be long
in the Middle East and it is very important to establish clear
terms. Food service contracts are not aﬀected as much as
direct imports.
Retailers and importers were visited in Riyadh. Lulu
Hypermarkets, a premium supermarket is aimed at the
many higher socio-economic consumers. Tamimi Markets is
one of the fastest-growing supermarket chains in Saudi
Arabia, and Saudi shoppers named Tamimi Markets a Top
100 Saudi Brand for 5 years. It stocks Saudi local fruit during

KSA summer (May – August). The
visited store had honeydew melon;
mini watermelon (Kissy range from
Spain) and local watermelon.
Tamimi require melon during
November – March. They prefer
watermelon to have a thin rind and
be seedless; however skin colour
was of no concern. They were also
interested in specialty melon types.
Importer, Leen AlKhair supplies two
hundred supermarkets (Bender,
Melons in Lulu
Lulu,
Carrefour)
in
the
Gulf
Supermarket.
Coopera-on Council (GCC) states. This
company also does value-adding with minimally processed
fruit and are launching an electronic plaYorm. Leen AlKhair
sources watermelon from local growers but is keen to have
test shipments from Australia and will undertake
promo-ons for a new product.
Bahrain
Bahrain is a small market; but does source imported melons
from May to August. Local product is sourced from Sept to
April. In September, they were sourcing US melon but it is
expensive US$60/18kg box, with only one supplier and poor
quality. Seedless watermelon in the wholesale sells for
US$4.20/kg but is mainly local product.
Bahrain had placed a twelve month ban on all Australian
melons a,er the 2018 food safety outbreak. As a result, a
mee-ng was arranged with Dr AbdulAziz Mohamed
AddulKareem, Assistant Undersecretary for Agricultural
Aﬀairs at the Ministry for Municipali-es Aﬀairs and Urban
Planning The delega-on
explained the process in
Australia to manage the
listeria outbreak and
made a presenta-on on
the food safety project
conducted
by
NSW
Department of Primary
Industries. We discussed
the requirement for
rockmelon growers to
use drinking quality
water in their sanita-on
processes and explained
that rockmelon growers
are compliant to their
food safety systems.
(Con"nued on page 13)
Bahrain Wholesale Market
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(Con"nued from page 12)

Importer, Trafco Group sources melons from the US but has
imported from Australia in the past (rockmelon and
honeydew). There is an issue in Bahrain of the US Navy
removing Australia from the list of preferred suppliers for
melons. Currently, only US melons approved for US armed
forces can be supplied. Ocean Fair is the agency that acts as
the providore for the US forces. The Australian agricultural
trade commissioner will follow up on this issue.
Al-Amin Fresh Fruits is a food service company supplying to
catering and hypermarkets. This company imports 7-10
containers per week and prefers sourcing direct from growers
with a contract price
Abdul Aziz Food Stuﬀ Store has broad customers and supplies
to hypermarkets; restaurants; catering. They direct-source
mixed load containers of fruit and vegetables as the Bahrain
market is too small for minimum load size.
Al Bustani is the largest importer in Bahrain, impor-ng
Australian citrus, broccoli and strawberries; prefers mixed
loads by air freight. They are mainly wholesale distribu-on
but also supply catering, restaurants and hotels. This
company advised that high quality Australian melons should
be targeted to catering and supermarkets and felt that the
Australian name sells the product. Rockmelon is the most
required melon type.

Kuwait
A mee-ng with a large team of nutri-onists from the Public
Authority for Food Nutri-on (PAFN) was organised to discuss
regula-on in Australia; compliance by growers; and branding
of the food safety system
Importer, Suma Fruit Company reported that Australian
produce is in demand in Kuwait where it is regarded as
premium high quality. This company imports 3-4 containers
of Australian melon per week. Each shipment is 336 x 14kg
boxes - straight melon type or mixed melon loads. They
mainly sell to food service and retail with all melons air
freighted. Sea freight -mes can be lengthy and there are
issues accessing reefer containers.
The Fresh Fruit Company (FFC) sources melons with a twelve
months supply from Australia including an LD7 container of
watermelon per week. In the rockmelon and honeydew
category, Australia has a trusted reputa-on and fruit is
regarded as good quality. FFC supply Lulu, Carrefour and City
Super and have their own high-end produce store in Kuwait
City. This specialty store has cut and wrapped fruit and
individual fruit by weight and bulk boxes.
This company is very interested in specialty melons such as
yellow seedless watermelon, piel de sapo, Orange Candy
types and sweet melons. They have imported heart shaped
watermelon from Japan which sold for 80KD (AU$400) each.
A full copy of this report is available on the melon industry
website www.melonsaustralia.org.au
The project was funded by the Commonwealth Department of
Agriculture.
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Streamlining and Modernising Agricultural Levies
Have your say on the streamlining and modernising of

To support online consulta-on, the ﬁrst round of face-to-

agricultural levies legisla0on.

face consulta-on will focus on levy recipient bodies and will

The Department of Agriculture is streamlining and
modernising agricultural levies legisla-on. Your view will
help deliver more ﬂexible, less complex and contemporary
legisla-on that be1er supports your industry.
The levy system is industry-driven, with government
imposing levies at the request of industry. Since the 1990s,

start in late 2019. A second round is planned for early 2020,
focusing on industry representa-ve bodies and collec-on
agents. Further, wider consulta-on is also planned beyond
2020.
To get involved, go to haveyoursay.agriculture.gov.au/levies
-legisla-on. For more informa-on, visit

the levy system and the legisla-on governing it has grown in

agriculture.gov.au/ag-farm-food/levies/levies-process-

size and complexity. To deliver more ﬂexible, less complex,

reform or LeviesTaskforce@agriculture.gov.au.
Melon levy component

Levy and charge rates

Emergency Plant Pest
Response

$0.00
0.1 cents per kilogram

the process for establishing and changing agricultural levies.

Plant Health Australia
(Biosecurity)

This is your chance to make sure levies legisla-on is well-

Research & development

0.3 cents per kilogram

TOTAL

0.4 cents per kilogram

contemporary levies legisla-on that be1er supports
industries, the department wants to hear from you.
Through an online survey, you can give feedback on
proposed changes to the legisla-ve framework to simplify

placed to adapt to the future needs of Australian
agriculture.

Want to know how your levy was invested in 2018/19? Download a copy of the Hort Innova0on Melon Fund Annual
report today!
Pay a levy? Then you won’t want to miss everything your levy dollars got up to during
the most recent ﬁnancial year, with the release of Hort Innova-on’s 2018/19 Fund
Annual Reports.
Each industry-speciﬁc report includes key investment and project informa-on from the
year, and is available to download from www.hor-culture.com.au/annual-report-portal.
From this link you can also access a copy of the Hort Innova-on 2018/19 Company
Annual Report, detailing ac-vi-es and highlights across our en-re porYolio of work.
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The threat to honey bees
Asian honey bee (Apis cerana Java genotype) (AHB) is
considered established in far north Queensland, with the
known infested area extending almost as far south as Tully.
However, Asian honey bee in this area are not known to
carry varroa mite.
Asian honey bees are approximately 10 mm long with
yellow and black stripes on the abdomen. It aggressively
s-ngs and protects nes-ng sites . The bees are the natural
host for varroa mites (Varroa destructor and Varroa
jacobsoni) that feed on the immature and adult bees. AHB
have evolved with varroa and so are able to live with it.
Today the Varroa destructor mite is responsible for the
collapse and death of European honey bee colonies, le,
untreated, wherever it is present around the world.
Asian honey bees and Varroa jacobsoni is currently being
eradicated from Townsville, Australia, however Varroa
destructor is not present in Australia. If AHB is le, to
become endemic, there is strong concern that Varroa
destructor could soon become present in Australia.
The European honey bee, so necessary for melon
pollina-on, is a terminal host for V. jacobsoni. There is the
poten-al for the European honey bee to be aﬀected if this

strain of V. jacobsoni is
able to survive on
honey bees at some
point in the future.
On 27 July 2019 the
Na-onal Management
Group approved a
response plan and
na-onally cost-shared
budget of $2.1 million for the Na-onal Varroa Mite
Eradica-on Program in Townsville following detec-on of an
incursion of varroa mite on a colony of feral Asian honey
bee at the Port of Townsville on 16 May 2019.
The eradica-on program is being led by Biosecurity
Queensland and is expected to run un-l 2021.
The Na-onal Management Group (NMG) makes decisions
on whether or not to support na-onal eradica-on programs
for pest or disease outbreaks under the Emergency Plant
Pest Response Deed. NMG considers recommenda-ons
provided by the consulta-ve commi1ee before making
decisions on whether or not a pest or disease is technically
feasible to eradicate.
The Australian melon industry contributes funds to the
eradica-on program through the Plant Health Levy of 0.1c/
kg. The contributed share of funds is determined by size of
industry and the importance of pollina-on to the industry.
Biosecurity and repor0ng
If you ﬁnd something unusual, phone the See. Secure.
Report hotline on 1800 798 636. Informa-on about bee
biosecurity, hive care, and photos that will help you iden-fy
varroa mite, are available on the Bee Aware website
(beeaware.org.au).

Asian honey bee nest
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Resistance Management Strategy for Cucurbits
Start disease control early. DO NOT wait for powdery mildew to

ac-vity groups per crop.
Group 3: (DMI, pyrimidine)

appear before spraying, but start soon a,er crop emergence.

d. Apply Group 11 fungicides

Use protectant sprays in early crop growth. Apply protectant

preventa-vely. Use a

sprays up to the fruit set stage of the crop if the disease normally

maximum of one Group 11

occurs during this period. If this schedule is interrupted (e.g. by

spray out of every three

rain) use a tank mix of protectant plus systemic before

fungicide applica-ons.

recommencing the protectant program.

DO

Group 7: SDHI (Succinate
dehydrogenase inhibitors)
Group 8: (Hydroxy-(2-amino-)
pyrimidine)
Group U6: (Phenyl-acetamide)
Group 11: (Quinone outside Inhibitor)
and other “systemic” fungicides

A,er fruit set, use systemic fungicides in one of these ways:

NOT use consecu-ve
applica-ons of Group 11 or Group 13: Aza-napthalenes

a. Tank mix systemic fungicides with a protectant fungicide AND

Group U6.

Group 50: (Ac-n Inhibitor) fungicides

use fungicides from at least two diﬀerent systemic ac-vity

DO NOT apply more than two Group 11 or Group U6 per crop.

groups per crop.

DO NOT apply more than three Group 7 or Group 13 products per

b. Alternate systemic fungicides with a protectant fungicide AND
use fungicides from at least two diﬀerent systemic ac-vity
groups per crop.

crop and no more than two consecu-ve applica-ons per year.
(This informa"on was supplied by Agnova and is not endorsed by the
Australian Melon Associa"on

c. Alternate systemic fungicides from at least three diﬀerent

CROP STAGE
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DOMINANT
DISEASE

ESTABLISHMENT

Powdery
mildew

Group 3, 7,
(7+11),
11 or 13

FLOWERING
Group 3, 7,
(7+11),
11 or 13

FLUTE
(U6)

FRUIT
MATURITY

FRUIT SET

KUSABI
(50)

FLUTE
(U6)

KUSABI
(50)

