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Diversity of fruit

Only 8 major tropical and subtropical fruit 
types listed in FAO statistics
Banana/plantain, citrus, guava, mango and 
mangosteen, pineapples, dates and papaya
Many others with potential: jackfruit, litchi, 
durian, mangosteen, carambola, longan, 
cherimoya, passion fruit, figs, pomegranates, 
pistachio, pecans and others.
Great potential for market development
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Champions 

New fruit products require a champion
Passionate, determined, articulate
Must be persistent, persuasive, 
committed and motivated
Advocate benefits and opportunities
Must influence behaviour throughout 
supply chain
Must see setbacks as opportunities



This Minister is a champion for Agriculture and Horticulture in Malaysia.  
We need more like him in all countries..  All power to his advocacy.



A champion for kiwifruit

David Jenks – a 
champion of Zespri 
Gold kiwifruit
Worked with growers
Worked in Asian 
markets
Committed, articulate 
and passionate



Market requirements

Consumers are the target; they must be 
satisfied again and again
Consumers are individuals 
Consumers are irrational and illogical
Consumers spend their own money so 
they buy what they want and like
Production must be market (demand) 
led and not producer (production) push



Market needs

Understand market and consumer; market 
data must come back to producers
Health, safety, appearance, taste, texture, 
novelty and indulgence are driving forces
Consumers becoming globally conscious and 
environmentally aware
Quality is critical to satisfy consumers



Market research

Understand consumer needs
Understand retailer needs
Understand the competition, and this 
may not only be fruit – vitamin pills, 
fruit flavoured sweets, and snack foods
Understand market dynamics, volumes, 
seasonality, price fluctuations
Plan strategically using all of the above



The supermarkets
What do they want?
Excellent quality
Same day freshness
Rapid cooling and quality 
refrigeration
Extended shelf life
Moderate, sustainable prices
Consistent pricing through 
year/season
Regular, consistent supply
Appropriate packaging
Guarantee of product safety
Produced using GAP
Product specifications 
achieved

What do they get?
Poor quality
Not fresh
Poor storage and 
transportation facilities
Short shelf-life
High prices expected
High fluctuation of prices
Inconsistent supply
Variable and inadequate 
packaging
Food safety requirement not 
adhered to
No use of GAP practises
Product specifications not 
followed



Market quality
Intrinsic attributes
Appearance
Size is not everything
Taste and texture
Nutritional and health 
benefits –vitamins, 
antioxidants
Storage and shelf life
Quality, volume and price 
differentiation
Tropical fruit have it all

After Kader 2005



TESCO UK Market segmentation
Principal Consumer Segment

Finer Foods 16%

Price sensitive 17%

Traditional
11%

Mainstream foods
25%

Healthy Foods
10%

Convenience
21%

Affluence



Market quality

Extrinsic attributes
Environmental impact; carbon footprint
Fertiliser and pesticide use
Packaging – biodegradable
Organic products –IFP systems
Storage, transport and distribution 
efficiency



Promotion

Consumers must know about the product
Promotion, promotion, promotion!
Costly but essential
Spend money to make money
In store sampling and assistance
Cultivate chefs in restaurants
Use stories womens’ magazines
Radio and TV



Food safety

Must comply with retail and market 
requirements
EUREPGAP, BRC and Codex standards
Consumers expect to eat safe food
They trust the retailers to provide safe 
food; outrage at failure
Serious market effects for lack of 
compliance



Food safety is a serious business 
–make sure it is right!

Trust in brand, country and industry 
jeopardised if problems found



Food miles

Potential problem for export of fruit
Miles travelled is not appropriate
Serious economic analysis must be 
undertaken on energy (carbon 
footprint) of total production and 
postharvest systems



Postharvest requirements

Know your crop and maintain control of 
production and harvesting – R&D
Establish harvest maturity – R&D
Pick it right – use correct tools
Avoid physical damage - R&D
Optimum temperature management 
through cool chain - R&D



Postharvest requirements
Pack it right but according to market 
demands
Packaging - protection, preservation and 
promotion –R&D
Develop MAP or CA options – R&D
Develop coolstore requirements to extend 
storage and shelf life - R&D
Sea not air freight if possible
R&D and training essential to 
underpin development



Traceability 
Track and trace systems essential
A requirement for major supermarket chains 
– to avoid insurance claims?
Many systems available
Modern technology provide tools
GPS – real time monitoring and control 
Bar codes
RFID systems
Nanotechnology the next step?



The Bar code for kiwifruit
Every pack
A – Class and Class Code 
B – Variety and Variety Code 
C – Count and the actual number of fruit 
in this pack 
D – Grams and the weight range of fruit 
in this pack in grams 
E – Size and the size code for the fruit in 
this pack 
F – Grower Code 
G – Barcode 
H – Barcode Human Readable with 
Application Identifiers (AI’s) indicate the 
following: AI 01 (county code, company 
code and pack code), AI 10 (unique pack 
batch identifier) 
I – Packhouse area 
J – Produce of New Zealand 
K – Barcode with AI 412 (location 
identifier) 
Copyright GS1,



Electronic data exchange
We will see more of this in the future



Traceability and food safety

Individual items can 
be identified and 
tracked
Food safety and 
traceability the 
driver
What technologies 
will be used?



The RFID system



RFID – the Smart Label
RFID allows companies to know and understand at 
any given time:

* What items they have
* How many items they have 
* Where they are located
* The ambient and product 
conditions

This will enhance traceability, food safety, inventory 
control, improve delivery efficiency, reduce counting 
and documentation errors
Increase customer service, reduce costs, reduce 
losses through theft and improve profitability.



RFID
Radio frequency 
identification is coming 
of age
Prices falling per 
individual unit
Becoming possible to 
‘label’ smaller items.
RFID units can measure 
product and its 
environment such as 
temp and vibration.
Cell phones can be 
RFID readers



RFIDs now down to 12c; will they hit 
5c and thus be really affordable?



RFID
Spanish supermarket chain Mercadona has 
installed RFID tags within the dry, fresh and 
frozen goods areas of its new logistics centre 
near Madrid. 
RFID tags integrated into each system pallet, 
rather than conventional barcode labels. 
Wal Mart will require all incoming goods to 
store to have RFID by 2010.
Estimated that the total value of this market, 
including systems and service, will rocket 
from $2 billion in 2006 to $27 billion in 2015. 



Growers 

Common problems from all speakers
Growers must assume POWER
Organise grower groups through cooperation 
– public and private sector
Growers must find their own champion(s)
Education and training essential to persuade 
change from traditional to modern supply 
chain management systems



Conclusion

Growers must produce what the consumers 
will pay for
Communication, feed back and market signals 
to grower must be achieved – mobile phone 
system?
Champions essential to achieve success
Restructuring of the supply chain system 
from orchard to consumer must occur to 
reduce transaction costs 



Conclusions 
Safety and quality standards must be achieved for 
local and export markets
Production and postharvest information must be 
generated and implemented
Traceability systems possible with new technologies –
GIS, fast computers, bar codes, RFID and 
nanotechnology
R&D plus education and training are essential 
components to drive change
Both Governments and private sector have key and 
complementary roles to play



The End
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