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Editorial Note

In the past decade, Thai fruit exports to China have experienced significant
growth, resulting in a substantial increase in revenue. China's top five imported
fruits from Thailand include durian, longan, mangosteen, young coconut, and
pomelo. This growth in demand for Thai fruits in China is due to the country’s
large population, consistent economic growth, increased purchasing power,
and appreciation for the taste of Thai fruits. However, concerns have arisen
about the dominant role of Chinese traders in the Thai fruit supply chain to
China and the potential impact of expanding and integrating their supply
chain on the collection and distribution of Thai fruits. In addition, increasing
export competition from neighboring ASEAN countries poses a potential
threat to the export of Thai fruit. Moreover, in recent years the COVID-19
pandemic's effect on the direction of Thai fruit export supply chains in recent
years is also a significant concern.

This book is a synthesis of the research project entitled “Demand-
Driven Supply Chain: The Case of Thai Fruit Export to China in the Context of
COVID-19 Pandemic.” The study was conducted by Professor Dr. Tang Zhimin
and colleagues at the Panyapiwat Institute of Management, supported by
the National Research Council of Thailand (NRCT) and coordinated by The
Knowledge Network Institute of Thailand (KNIT). The research proposes a
policy implication on the demand-driven strategy for the market and supply
chain development of Thai fruits for China, taking into account of the impacts
of the COVID-19 pandemic.

The Coordination Office for Agricultural Policy Research and Policy
Research Networking Enhancement, a joint collaboration between NRCT and
KNIT, recognizes the importance of this research for policy makers, related
government officers, fruit assemblers and exporters, fruit farmers, and other
stakeholders. The Office, KNIT, and NRCT express their appreciation to
Professor Dr. Tang Zhimin for compiling the research findings into this book
and disseminating these findings to a broader audience.

Editor
Associate Professor Somporn Isvilanonda
July 2023
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Prologue

"“So that you might go and bear fruit—fruit that will last " — John 15:16






On August 22, 2022, “Zhou Liu Lian”, the largest Chinese brand of frozen,
ripe-on-tree Thai durian, was launched by JOY WING MAU (ZZ), one
of the largest fruit importers in China. Thailand historically has focused
on the fresh durian market, sending out the fruit picked at about 80%
ripeness. Does this launch signal a trend to move out of its comfort
zone in response to new consumer demands in China? How far would
Thai fruits go on the road of “differentiatio by brands"?

A few days later, on September 5, HONGJIU FRUIT (HtJLH5h) became the
first Chinese fruit company listed on HKEX with a market capitalization of
HK$19 billion. HONGJIU, also the largest durian distributor in China, buys the
fruit directly from Thai orchards, processes it in its local factories in Thailand
and distributes it through its sorting centres in China. Such a model of
"supply chain integration” (SCI) is also adopted by other Chinese players such
as PAGODA (H #£x). How can SCl assist Thai fruit exports to China?

On September 19, a fortnight later, two containers of fresh MonThong
durian from Vietnam arrived at Ping Xiang (%) Railway Station, China.
Durian from Vietnam, with the Chinese offcial approval, arrived eventually.
So did the first batch of Longan from Pailin, Cambodia, on October 27.
How will Thailand fare in the scramble for the Chinese fruit market
vis-a-vie the ASEAN newcomers?

Contrary to the pessimistic views on Chinese ZCP (Zero Covid Policy) in the
early months of 2022, durian exports from Thailand to China from January
to July 2022 outperformed the same period in 2021. What has really
happened to the fruit logistics under Covid 19? What lessons may we learn?

News like the above flooded in during the last few months when this book
was conceived. The winds of change herald new challenges and opportunities.

The top five imported fruits of China by value in 2022 are: durian, cherry,
banana, mangosteen, and coconut, and the top three source countries are
Thailand, Chile and Vietnam. China continues to be the largest market for
Thai fruits.

Prologue 3



China’s per capita GDP surpassed $12,700 in 2022. The market for Thai
fruits is growing with expanding Chinese consumer income and deepening
distribution channels into rural areas and third and fourth-tier cities. What are
the new consumer behavior and its implication for marketing?

This book will address the questions raised above. It is about how Thai fruits can
sustain their growth and reach the potential in China, how Thai stakeholders
can embrace the opportunities and meet the challenges, how the soil can
bear fruit—fruit that will last.

It starts with a recount of our journey of discovery to introduce the research
settings and methodology, followed by an overview of the supply
chain of Thai fruits to China. The production and market of six Thai fruits
(durian, longan, mangosteen, mango, young coconut and pomelo) are
scrutinized afterwards, building towards our proposed strategy of “Demand
Driven Supply Chain™:

Chapter 1: Methodologies
Chapter 2: Supply Chain
Chapter 3: Production
Chapter 4: Market
Chapter 5: Strategy

4 Prologue



Methodology

“The joy of research is picking the fruits of discovery " — Steven Magee

1. The Settings of Research
1.1. Orchard of the World
1.2. The Permission List
1.3. Heavy Weight & Rising Star

2. The Sources of Information
2.1. Field Trips in Thailand
2.2. Online Interviews in China
2.3. Secondary Data






1. The Settings of Research

1.1 Orchard of the World

Thailand has abundant resources for tropical fruits. The government has
assigned Gl (Geographic Indication) to 26 fruits with 78 cultivars in 51 provinces
(Table 1.1). These resources constitute a solid foundation for Thailand to be a
luxuriant orchard of the world.

Table 1.1 Thai Fruits with Geographic Indication

Fruit (26) Variety with Gl (78) Thai Name Province (51)
Banana (5) Kamphaeng Phet Banana nawldrunanwes Kamphaeng Phet
Phitsanulok Bang Krathum Dried Banana AFIWAINUNASIN Aeailan Phitsanulok
Chumphon Lady finger Banana AALIAUToUNTNWS Chumphon
Gluay Hin Bannang Sata AAuAUTUlENT Yala
Hom Thong Pa Thum Banana AAUNOUNIUNI Pathum Thani
Champedak (1) Satun Champedak Ahezaga Satun
Coconut (5) Ratchaburi Aromatic Coconut u:ws"‘nﬁmauﬂ‘uu%' Ratchaburi

Banphaeo Aromatic Coconut

NS RN U

Samut Sakhon

Thap Sakae Coconut uzWsSMUARUN Prachuap
Bang Khla Aromatic Coconut uzwsimenuWAdY Chachoengsao
Koh Phangan Coconut HENSTIAEWEIL Surat Thani
Durian (12 Uttaradit Long Lab Lae Durian ViSBUNAIAULAASARET Uttaradit
Uttaradit Lin Lab Lae Durian VISBURAUFULARSARE Uttaradit
Nont Durian VISHUUUT Nonthaburi
Durian Pa La-U nisouhazg Nonthaburi
Naiwong Ranong Durian idoulues:uod Ranong
Durian Prachin VSBUUSIAU Prachinburi
Sisaket Volcanic Area Durian nidsugin asasng Sisaket
Phangnga Salika Durian VIBIUAANAIN Phangnga
Cha Nee Koh Chang Durian nissuiiinzgN Trat
Pakchong-Khaoyai Durian nidsuthadeu nay Nakhon Ratchsima
Chan Durian VEoUIUN Chanthaburi
Sadet Nam Yala Durian nisuandmiezan Yala
Emblica (1) Makham Pom Non Thai wzwnntodlunlny Nakhon Ratchsima
Giant Marian Plum. (1) | Mayongchid Nakhonnayok HEIN AT IRH Nakhon Nayok
Jujube (1) Nom Ban Phon Jujube Wyt Kalasin
Longan (3) Lamphun Biaokhiao Longan Eh"lmﬁmtﬁmfhvgu Lamphun
Lamphun Golden Dried Longan alouuwuilodnosau Lamphun

Banphaeo Phuang Thong Longan

a lwnmeauurh

Samut Sakhon

Longkong (1) Longkong Tanyougmat AINDIAUNDNA Narathiwat

Lychee (4) Phayao Mae Chai Lychee AuduiTanzon Phayao
Bang Khun Thian Lychee Ausuneyuiiion Bangkok
Samutsongkhram Kom Lychee AuddonaynsAATIN Samut Songkhram
Nakhon Phanom Lychee Ausuaswun Nakhon Phanom

Mango (3) Nonthaburi Yai Klam Mango NBNELAAUUNYS Nonthaburi

Nam Dok Mai Khung Bang Kachao

uzihaieenlidunens:i

Samut Prakarn

Sakaeo Nam Dok Mai Mango

uzihaiaenlsias:ud

Sakaeo

Methodology



Fruit (26)

Variety with Gl (78)

Thai Name

Province (51)

Mango (3)

Nam Dol Mai See Thong Bang Khla Mango

u:zmﬁman"lﬁﬁmmmqﬂa”w

Chachoengsao

Saraburi Man Nong Saeng Mango

Nz uTunUDILTNASYE

Saraburi

Nam Dok Mai Samutprakarn Mango

u:xhqﬁ'man"lﬂﬁqwiﬂmmi

Samut Prakan

Mangosteen (2)

Mung Kud Naiwong Ranong

aAeTuIN 5:U04

Ranong

Khao Khiriwong Mangosteen

WAALLNAZN

Nakhon Sithammarat

Maoberry (1) Sakon Nakhon Mak Mao Berry AHINLINANAUAS Sakon Nakhon
Neck Orange (1) Neck Orange Chana Augnasus Songkhla
Orange (1) Nan Golden Orange Audvioninu Nan
Pineapple (11) Phulae Pineapple Fulssagualdiesy Chiang Rai
Nanglae Pineapple FuUssauaua Chiang Rai
Bankha Pineapple Fulssaviuan Ratchaburi
Sriracha Pineapple #ulmarinen Chonburi
Trat Golden Pineapple Fuussanndnos Trat
Rayong Golden Pineapple Aulanodsuag Rayong
Uthen Pineapple Aul=avinginu Nakhon Phanom
Phuket Pineapple BITIE ORI Phuket
Pineapple Hauymon dul=savihoiu Uttaradit
Sri Chiang Mai Pineapple Auusaadifudni Nong Khai
Bueng Kan Pineapple Fuussadan Bueng Kan
Pomelo (9) Chainat Khaotangkwa Pomelo Filouaennduuin Chainat
Nakhonchaisri Pomelo Alounsdums Nakhon Pathom
Samutsongkhram Khaoyai Pomelo Ailovminaianmsasnsu Samut Songkhram
Pakpanang Tubtim siam Pomelo Ailoviufinas Al Nakhon Sithammarat
Yarang Puko Pomelo AlloyTnu=sa Pattani
Pomelo Hom Khuanlang Ailnonaud Songkhla
Pomelo Hom Khuanlang Alovinviouiiionidng Phichit
Thong Dee Ban Thaen Pomelo Ailovioadivmuvin Chaiyaphum
Prachin Pomelo Ailovoudiusnau Prachinburi
Rambutan (2) Nasan Rongrien Rambutan welsadounnans Surat Thani
Thong Pha Phum Rambutan WMWY Kanchanaburi
Rose Apple (1) Phet Rose Apple YNWIWDT Phetchaburi
Santol (2) Ta Lung Santol ns:ioun:al Lop Buri
Kathon-Hor-Bangkrang s UNDUNAS Nonthaburi
Sapodilla (1) Banmai Sapodilla am‘mfﬁuTvuj Ayutthaya

Sugar Apple (1)

Pakchong Khaoyai Sugar Apple

Wopmintngouwn na

Nakhon Ratchasima

Sweet Marian Plum (1)

Maprangwhan Nakhonnayok

NUTIURASUIEN

Nakhon Nayok

Tamarind (2)

Phetchabun Sweet Tamarind

NzNAANUIWDSYSal

Phetchabun

Pet Non Thai Manila Tamarind

nzammanasiulng

Nakhon Ratchasima

Tangerine (Mandarin Bang Mod Tangerine e Bangkok

orange) (2) " - N N
Mae Sin Tangerine Auusidn Sukhothai

Velvet Tamarind (1) Yarang Velvet tamarind annbusR Pattani

Source : DIP 10/10/2020: 171 Thai Gl updated February 25, 2023

1.2 The Permission List

However, not all fruits of Thailand may enter the Chinese market. The fruit import
of the country is regulated with a system of permission lists. At the moment,
22 fruits from Thailand are permitted to be exported to China (Table 1.2).

8
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Table 1.2 The Permission List of Thai Fruits in China

No. Name Chiness Thai No. Name Chiness Thai

1 Banana i naae 12 | Orange ] an

2 | Carambola Bk | uaes 13 | Papaya A Nzazng
a Goconut BF | uzwim 14 | Passion fruit BREESES)| w@nsa
4 Durian TR 15 | Pineapple ## | duilese
5 Guava 5018 w54 16| Pomelo i dula
6 Jackfrit BER 2y 17 | Rambutan | EF W

7 Lychee witE fud 18 | Roseapple | H#E AN
8 Long kong HER | apwnod 19 | Sapodilla AR axf
9 Longan | & | slw 20 |Sugarapple| EmE | veswin
10 Mango =8 Hed 21 | Tamarind Ed- oo HenwH
F Mangosteen it HiAm 22 | Tangerine fHiR dAuTu

Source : GACC 2021 December 28

1.3 Heavy Weight & Rising Star

Among the 22 fruits in the permission list above, 14 are selected based
on their significance in export value. Table 1.3 shows the export value to
China from 2018 to 2021 according to the data from the Customs of Thailand.
The growth rate of the export value and the share of the value of fruits in
a total of 14 fruits are also reported. Fruits in the table are listed according
to the share of value in 2021. For example, the export value of durian is
98 billion baht in 2021. It has the highest share (70.6%) among Thailand’s

14 most essential fruits.

Table 1.3 Export Value of Thai Fruits to China

el | 2018 2019 2020 2021

" MIB | A% [VRank| MIB | A% |VRank| MiB | A% |VRank| MIB | A% |VRank share%
G Oulan | 13170 794 | 1 |26341| 999 | 1 |47798/ 815 1 |e83%2| 1057 | 1 | 706
dly Longan | 4406 |-161| 2 | 9696 | 120 | 5 |12681| 31 | 2 |18024| 42 | 2 | 129
W | Mangosteen | 3261 | 621 3 | 11782 | 2604 | 2 | 11578 -1.5 3 |1s986| 379 | 3 1.5
awimdow | Coconwt | 1313 [580| 4 | 1801 | 441 4 | 25854 | 351 4 | 5131 | 1008 ] 4 a7
dula Pomelo 319 | 21 (3 249 | -235 7 314 285 6 860 | 1739 | 5 0.6
mwin | oo | 8 |24 7 [ [1a4 [ 6 [ w8 [ 43| 5 [z [-us| 8 | 02
ndwan Banana 520 |528| 5 | 488 | -6.4 5 22 | 462 | 7 216 | 174 | 7 02
dink7n | Pineapple | 233 [1040] 8 | 226 | 26 | 8 128 | 436 | o 207 [ 619 | 8 01
fe Mango M4 | A7| 8 172 | 194 9 205 | 192 8 91 -558 | g 0.1
e Tamarnd | 112 [2210] 10 | 81 | 457 [ 0 | 42 [ 807 [ 10 | s [a13 | 10 | oo
Wi Rambutan | 05 |-726 13 | 44 | 7906 | 11 14 | 686 | 11 17 | 218 | 0.0
8l Lychees 19 |87 11 | 2 | 15 [ 2 7 | 675 | 12 13 | 985 | 12 | 00
wijon | Roseapple | 09 |-733) 12 | 13 | 480 | 13 | 04 | -728 | 13 | 06 | 559 | 13 | 00
apinaa Long kong 04 692! 14 02 57 14 0.0 -100 14 0.6 - 14 0.0
Total 23816 51.289 75,809 139,208 100.0

Source: Customs of Thailand
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Table 1.4 shows the export volume to China from 2018 to 2021 according to
the data from the Customs of Thailand. The growth rate of the export volume
and the rank of the growth rate of fruits in a total of 14 fruits are also reported.
Fruits in the table are listed according to the alphabetical order of their English
names. For example, the export volume of durian is 779,880 tons in 2021.
It has a growth rate of 75% over the last year, ranks number five among
Thailand's 14 most important fruits.

Table 1.5 shows the export volume of Thailand to the world and the share of
China from 2018 to 2021, according to the data from Customs of Thailand.
Fruits in the table are listed according to the alphabetical order of their English
names. For example, the export volume of durian from Thailand to the world
is 875,079 tons in 2021, 72% of which went to the Chinese market.

Table 1.4 Export Volume of Thai Fruits to China

2018 2019 2020 2021
Tsmuaki 14| Fruits 14
Ton | A% | Rank | Ton | A% | Rank | Ton | A% | Rank | Ton | A% | Rank

némeR Banana 26,655 12 8 18,182 | 318 12 1,118 | -338 &8 8,349 -249 13
uswindew | Coconut | 54083 | 472 6 |9e700| 789 5 122609 289 1 206621 847 4
i Duren | 199,986 | 474 5 (375333 677 4 |a4a411| 184 3 | 779880| 755 5
i Jacktnit | 21.850 | 257 7 |23601| 80 7 | 21090 | -1086 5 |1B252| 135 | 1
e Longan |133,191| -163 | 10 |281,320| 111.2 3 |343304| 220 2 |476025| 38.7 7
a04n83 Longkeng 27 | 871 n 2 w2 | W 0 -100 14 23 - 1
i Lychess | 1176 | -708 | 12 | 1093 | -7 8 457 | 582 | 1 30 | 233 12
uzi Mango 8914 | 870 3 | 12024 | 349 6 | 10028 | -188 6 4941 | 507 | 14
sinn Mangostesn | 80,816 | 54.8 4 | 290735 2598 2 |217.938| 250 7 |231689| 63 10
dinlzm Pineapple | 14790 | 112.1 2 | 136% | 74 9 8307 | 393 9 | 10430 | 256 9
dula Pomeio 9795 | 38 9 7,075 | 278 1 7,583 6.5 4 25,153 | 2339 2
s Rambutan 1 985 | 14 | 1390 | 99769 | 1 248 | -821 13 385 | 430 6
majan Roseapple | 260 | 855 | 13 169 | 350 | 13 s2 | 495 | 12 110 | 1136 3
s Tamarind | 5492 | 178.4 1 4065 | -260 | 10 | 2139 | 474 | 10 | 2794 | 306 8

Source: Customs of Thailand

Table 1.5 China’s Share in the Volume of Thai Fruits Export

2018 2018 2020 2021
TNl 14 Fruits 14
World {ton) e World {ton) % World {ton) % World (ton) %
niuan Banana 28,557 a3 18,607 98 11,587 26 8,530 98
saniaion Coconut Y B4,439 64 131,355 74 152,831 80 260,871 a7

Hunlzan Pineapple 17517 84 15,468 89 9581 87 12,085 86
dule Pomelo 28,412 37 23922 30 20307 37 30,599 82
e Rambutan 7.983 0.02 15812 8.74 11796 2.1 11,828 3.00
wajan Rose apple 570 46 432 39 654 08 1,767 08
e Temarind 30557 18 25130 18 25554 8 24,198 12

Source: Customs of Thailand
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The top 3 fruits of export value to China are durian, longan, and mangosteen
(Table 1.6). They are in the group called the Heavy Weight of Thai fruits
export to China. As a group, it accounted for 95% of Thailand’s 14 most
important fruits in 2021.

Table 1.6 Heavy Weights of Thai Fruits Export to China

Py ; 2018 2019 | 2020 2021
Fruits 14 T

MIB | 4% |VRank| MIB | A% |VRank| MAB | A% |VRank| MIB | A% |VRank|share%
ey | IDwn. 1 8,179¢ 78] 4| awsd ] wegl 4 47760t 915 ) 1 |8h3szltes7l 1 | 706 |
e | tongan | 4405 |-161| 2 | oeee | 120 | 3 | 12881 | o 2 |18024| 42 | 2 | 120
e | Mangosteen | 3261 |62.1| 3 |11752| 2604 | 2 [11576| 15 | 3 |15966| 379 | 3 | 115

| Hoary Weight i l [ [ [ [oeso

| o | 23816 | 51,289 [ 75,809 | 139,208 [ | 1000

Source: Table 1.3

The other group of interest may be called the Rising Star of Thai fruits export
to China (Table 1.7). It includes young coconut, pomelo, and mango. Young
coconut and pomelo have seen rapid growth in recent years. Export volume
to China of young coconut increased from around 50,000 tons in 2018 to
about 250,000 tons in 2021. Export volume to China of Pomelo more than
doubled in 2021, increasing from about 10,000 tons in 2018 to around 25,000
tons in 2021. Although the export of mango did not do well in 2021, It is a
potential rising star compared to other Thai fruits, judging from the quality of
Nam Dokmai and its good performance in Japan & Korea.

Table 1.7 Rising Star of Thai Fruits Export to China

2018 2010 2020 i 2021
TRl 14| Fruits 14
Ton | 4% [ Rank | Ton [ a% [ Rank [ Ton | 4% [ Ramk [ Ton | 2% [ mank
wwingou | CoconutY | 54063 | 472 | 6 | 96700 | 789 | 5 |122689| 269 | 1 |226621| B47 | 4
wahy | Mango | 8914 [ o0 | 3 [120m| s4s | o [10ms| -tes | & [asen [ w07 | 1
dula Pomelo | 9795 | 38 | o | 7075 | 278 | 11 | 7se3 | 65 | 4 |25153 2309 | 2

Source: Table 1.4

This book will focus on the fruits in the groups of Heavy Weight (durian,
longan and mangosteen) and Rising Star (young coconut, pomelo and mango).
Their production and market situation will be studied in chapter 3 and 4.
The six fruits of Heavy Weight & Rising Star account for 99.4% of the value
of Thai fruit export to China in 2021. China is also the dominant market of
Thailand for Durian (72%), Mangosteen (90%), Longan (75%), Young Coconut
(87%) and Pomelo (82%).

Methodology 11



2. The Sources of Information
2.1 Field Trips in Thailand

Eighty-seven in-depth interviews and one focused group discussion were
conducted from December 2020 to December 2021, covering 20 out of 76
provinces in Thailand. The geographic locations of the 20 provinces are
presented in Table 1.8. The number of In-depth interviews covering various
stakeholders and fruits is recoded in Table 1.9. The stakeholders in Thailand are
classified into government officials, farmers, collectors, processors, exporters,
logistic providers, and researchers. For example, 36 interviews were conducted
with government officials and 29 interviews with farmers. Thirteen kinds of
the most essential fruits in Thailand are covered including for example durian
(50 interviews) and coconut (21 interviews).

Table 1.8 Geographic Coverage of Field Trips in Thailand

20 Provinces Time Activity
Bangkok Dec 14 2020-Fab 15 2021 Fleld Trip
Cl Mar 10-11 2021 Field Trip
Chiang Rai Dec 17 2021 Focused Group
Chumphon Aug 2-4 2021 Field Trip
Lamphun Apr 29 2021 Field Trip
Mukdahan Dec 17 2021 Focused Group
Nakhonphanom Dec 17 2021 Focused Group
Nakornsritammarat Jun 21-25 2021 Field Trip
Narathiwat Mar 23-4 2021 Field Trip
Nongk Dec 17 2021 Focused Group
Phetchabun Mar 30-31 2021 Field Trip
Phitsanulok Mar 29 2021 Fleld Trip
Prachuap Mar 3-4 2021 Fleld Trip
Ratchaburl Mar 2 2021 Field Trip
Rayong Mar 12-13 2021 Field Trip
Samut Songkhram Mar 12021 Field Tnp
Surat Thani Jun 21-25 2021 Field Trip
Trat Mar 8-9 2021 Field Trip
Uttaradit Apr 12021 Field Trip
Yala Mar 25 2021 Field Trip

Source: CSAPIM

2.2 Online Interviews in China

Due to Covid-19 and the limitation on cross-border travel, the planned field
trips in China are replaced by online interviews conducted with 23 stakeholders
in China. Table 1.10 shows their geographic location in 12 provincial units and
the step involved in the supply chain from R&D, farm, collection, and import
to online or offline retail. Some big players, for example, A1 in Guangdong
province, involve almost every step in the supply chain from farm to retail,
compared with C1, which is a research institute in Yunnan province.
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Table 1.9 Stakeholders Represented & Fruits Covered in Field Trips

Stakeholders | Interviews Fruits Interviews Fruits Interviews
government
officials | @ % Banana 9 Mango 15
f F 29 M ¢ 30
armers Coconut 21 angosteen
collectors | C 23 Pineapple 19
Durian 50
processors | P 21 Pomelo 12
Jackfruit 14
exporters | E 15 Rambutan 15
logistic Long Kong 19
fdais L 4 Rose Apple 11
researchers | R 7 Longan 16 Tamarind 7

Source: CSAPIM

Table 1.10 Stakeholders in Online Interview in China

Code | Location

Al |Gy

A2 | Beiing
A3 Henan
A4 | Choogqing
A5 | Shonghal
Al Fujian
A7 Hunan
AB | Shanghai
AY |G

Al0 | Shanoxi
AL | Fujian
B1 | Zhcpong
B2 | Zhejorng
B3 | Beigog
B3 | Chongqing
B5 | Shanghai
Ba | Guizhou
B7 | Shenghai
BY | Beiing
B |G o
B1O Hebel
B11 | Zhepang
€1 | Yonman

Source: CSAPIM
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2.3 Secondary Data

The insights from field trips in Thailand and online interviews in China are
supplemented by the secondary data. The key sources of secondary
information may be divided into four categories (Table 1.11):

1)

2)

3)

4)

Data from government, especially the fruit trade statistics from the
Customs of Thailand (Table 1.12), General Administration of
Customs of China (GACC) (Table 1.13), and the fruit production data
from the Department of Agriculture Extension (DOAE) of Ministry of
Agriculture and Cooperatives, Thailand (Figure 1.1);

Data from wholesale market, such as Talaad Thai and Jiang Nan
LRt R i,

Data from fruit news providers in China, such as China Fruit Portal
HREZKERI T, Produce Report EPFRFEHGE, Fresh Plaza: BRI EEN
and Asia Fruit TN7KER;

Data from e-Commerce platform in China for marketing information
and customer feedback, such as Taobao/Tmall ((8=E/KH), ID (R R),
PinDuoDuo (#f% %), and Suning (J3T°).

Table 1.11 Key Sources of Secondary Information

Source URL Note
Thai Customs https://www.customs. go.th Thailand Fruit trade data
GACC tp:/ gov, China Fruit trade data
DOAE https:/ doae.go.th d Thailand production data
Talaad Thai https://talaadthai.com Thailand Fruit Price
Jiang Nan STM#tETE http://www jnmarket.net China Fruit Price
Produce Report G RS https://guofiguoshu.com China Fruit Import News
FreshPlaza: SIRFIRM https//wvnvdreshplaza.cn China Frut Import News
China Fruit Portal REIZKRITP https://www.chinafruitportal.com China Fruit Import News
Asia Fruit TWiHkE https://asiafruitchina net China Fruit import News
Taobao/Tmall https://s.taobao.com hitps:/detail.tmall.com China E-commerce Platform
JD https://item.jd.com China E-commerce Platform
PinDucDuo https:/fwww.pinduoduo.com China E-commerce Platform
Suning https:/product.suning.com China E-commerce Platform

Source: CASPIM

Methodology



Table 1.12 HS Code of Thai Fruits of Customs of Thailand

Fenmalil 14 Fruits 14 HS Code [ Note
106000001 Duri
nEn Durlan 081060 . unan :
08106000501 Durians (Crganic)
= . 08045030001 A
sanm g
08045030501 [Organic)
W Rambutan 08108030000 Rambutan
ABINDI Longkong 08102099002 L
iy Longan 08102010000 Longans; Mata Kucing
3 08109020000 Lychees
Lychess
fud yehe 08119000005 Frozen Lichees
g Mango 08045020001 M fresh
08031010000 Fresh
08039010001 Lady's finger banana, fresh
08039020000 Cavendish banana
nianan Bonana 08039030000 Chestnut banana
08039090001 Sweet bananas
)00z Other, fresh
AR Jackfruit 08108050000 Jackfruit
TR Rose appia DB108099003 Rose apples
dula Pomelo 0DB054000001 Pomelos
08102060000 Tamarinds
otk s 08134020000 p
08011910001 ‘Young coconut
Uaadou Ceoonit 08011910501 Young coconut (Organic)
Eni ) 08043000001 Fresh
. HIEEN 08119000001 Frozen F

Source: https://www.customs.go.th

Table 1.13 HS Code of Related Fruits & Code of Exporting Countries of
General Administration of Customs of China (GACC)

ExMX Country/Region Code

6 F/k#E| Fruits 6 HS Code R Camboic T
HERHIE Indonesia 112

HBE Durian 08106000 =4 Laos 119
BT Malaysia 122

WTs | Mangosteen 08045030 it Myanmar 106
JERE Philippines 129

JeHR Longan 08109030 HE Thailand 136
=r: § Taiwan 143

=R Mango 08045020 1) Vietnam 141
BEE Pakistan 127

##h Pomelo 08054000 BARIT Australla 601
IZES South Africa 244

B®R Egypt 215

¥ Coconut 08011200 SaN S =

Source: http://www.customs.gov.cn/customs
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Figure 1.1 Fruit Production Data from Department of Agriculture Extension

(DOAE)

DOAL

LUVUATAUVANITHAANNATUNITINYAS

NSUANATUMIERT NTENTINRITUELANN T

Wlemiviw, O vl malvooge 2

- > 2 -
1 et urs G is 2 Moend Ui 3 NunEERTHY IR

Source: https://opendata.doae.go.th/site/index
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Supply Chain

“I am the vine; you are the branches. If you remain in me and I in you,
you will bear much fruit " — John 15:5

1. Overview 4. Supply Chain in China
2. Supply Chain in Thailand 5. Role of Governments in China
3. Role of Governments in Thailand






1. Overview

The supply chain of Thai fruits to China may be divided into 11 components,
from “R&D" to “Consumption” (Table 2.1), which is regulated and supported
by the governments of Thailand and China. The mechanism of the supply
chain is explained in terms of “What" (the key functions of each component);
"Who" (the key players in each component); and “How" (The process to fulfill
the key functions).

As illustrated in Table 2.2, the section on “Supply Chain in Thailand” covers
the components of “R&D", “Input for Production”, “Farming”, “Collection”,
“Processing”, and “Export”, complemented by the role of the Thai government
in terms of “Direction”, “Regulation”, “Extension”, “Promotion”, and
“International Negotiation”; The section of “Supply Chain in China” covers the
components of “Cross Border Logistics”, “Import”, “Wholesale”, “Retail”,
and “"Consumption”, complemented by the role of the Chinese government
in terms of “"Direction”, “Regulation”, “Taxation”, “Facilitation” and
"International Negotiation”.

Table 2.1 Components and Mechanism of the Supply Chain of Thai Fruit in
China

Components of Supply Chain
‘ Input Cross Whole Retail/
R&D For Farming | Collection | Processing | Export | Border Import il Delivery/ |Consumption
‘ Production Logistics Support
Government Regulation & Support of Thailand Government Regulation & Support of China
Mechanism of Supply Chain
What Who How Observation

Source: CASPIM
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Table 2.2 Anatomy of the Supply Chain of Thai Fruit in China

| R&D I Cross Border Logistics
Il Input for Production I Import
Supply Chain | I Farming Supply Chain
Al " Thalland | v Collection B|™inchina | M Whoeeale
Vv Processing v Retall
vi Export Vv Consumption
I Direction I Direction
Il J Regulation I Regulation
Governmen | g Governmen i
€ | ot Thailand | " | Extension s | Taxation
V| Promotion v Facilitation
\" ‘ International Negotiation \' International Negotiation

Source: CSAPIM

2. Supply Chain in Thailand
2.1 R&D

What

The key functions of R&D include:

1)

2)

Who

Breeding program for disease-tolerant cultivars with good quality
and high yield;

Research and development of better and suitable technology and
good practices in pre and post-harvest management.

The functions above are carried out by:

1)

2)

20

Specialized research institutes for fruits, i.e., Regional Horticultural
Research Institute (HRI) and provincial and local Agricultural Research
Centers under Department of Agriculture (DOA) of Ministry of
Agriculture and Cooperatives (MOAC) (Table 2.3);

Learning Centers or local offices of Department of Agricultural
Extension (DOAE) of Ministry of Agriculture and Cooperatives (MOAC)
in every district;

Supply Chain



3)  Research programs in universities and research institutes supported
by major national funding agencies such as Agricultural Research &
Development Agency (ARDA), National Research Council of Thailand
(NRCT), National Science and Technology Development Agency
(NSTDA), and Thailand Institute of Scientific and Technological
Research (TISTR) (Table 2.3);

4)  Private companies and farmers with their own R&D activities.

Table 2.3 Horticultural Research Institute & National Funding Agency for Fruit
Research

Funding Agency for Fruit Research Horticultural Research Institute (HRI)
under Department of Agriculture (DOA)

ARDA Agricultural Research Regon Fruit crops
Development Agency Northen region
Chiang Rai Horticultur ol Ressarch Center Mango, longan, lyches, langerine
Chiang Ma Royal Horticuttural Research Canter Longan, peach, plum, Chinese apricat,
posr, macadenia, Arabice coftes
Northeastern region
NRCT National Research Council of Loei Horticultural Aesearch Center Macademia, stawberry, peach,
Thailand parsmmon, pewr, Arabica colfes
Seissbut Horticultursl Research Center Papays. ceshew nut, mange, grape

taenarind
Upper central region

(srou Na!ional S(:l Techm' Sukhothal Horticultural Research Center Mcipo. manium plum, kme, pummaelo,
Development Agency Eastom regen
Chantaburt Hortcultural Research Conter Durian, mangosieen, rambutan, longkong
ang Genus Salacca
Southermn regon
Chumpon Horticuliursl Rusearch Center Aromatic coconut, ceceo, Robusta
TisTR | Thaland Institute of Scientific and Sallins praspls
Technological Research Trang Hoctcultural Research Centor Durian, Aromatic coconut, longkang,

Dumirelo, neck orange, mangesteen

Source: Lop Phavaphutanon 2014: FRUIT PRODUCTION, MARKETING AND RESEARCH AND DEVELOPMENT
SYSTEM IN THAILAND

Figure 2.1 Selected Examples of R&D

‘ Agricultural Research Center (Chanthaburi) Learning Center (Prachuap, Pineapple)

Yoongyut’s Innovation (Pomelo) Learning Center (Narathiwat, Long Kong)
- LAY T SN e >
R

DI ‘[,

Source: CASPIM
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How

The key functions of R&D are fulfilled through the following process:

1) R&D output generated in research programs with government funding;

2)  R&D outputtransferred and promoted through Provincial Agricultural
Research Centers and Learning Centers or local offices of DOAE;

3)  Farmers and private companies adopt the R&D output, sometimes
with their own adaptation and innovation.

Observation
On the positive side:

1) The government-funded research programs yield new fruit cultivars,
for example, new durian cultivars of Chanthaburi 1-10 from Agricultural
Research Center in Chanthaburi. (Figure 2.1);

2) There are also visible activities of District Learning Centers. For
example, Learning Center in Prachuap for pineapple; and Learning
Center in Narathiwat for long kong (Figure 2.1);

3)  Young farmers are active in their own R&D activities; for example,
farmer Yoongyut's innovation on pomelo planting technique (Figure 2.1).

The government-funded research programs yield new fruit cultivars, for
example, new durian cultivars of Chanthaburi 1-10 from Agricultural Research
Center in Chanthaburi. (Figure 2.1);

1) Being more responsive to market demand;

2)  Being integrated with the innovations of farmers and private sectors;

3)  Following up the adoption of new cultivars and technologies with
continuous iteration.
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2.2 Input for Production

What

The key functions of Input for Production include:

1)

2)

Who

Provision of breeding materials and other agricultural supplies such
as fertilizer, pesticide, and hormone;

Provision of equipment and machinery (including automation and
digital equipment).

The functions above are carried out by:

1)
2)

3)

4)

How

Commercial nurseries and sellers of other agricultural supplies;
Sellers of agricultural equipment and machinery and developers of IT
applications;

Learning Centers or office of Department of Agricultural Extension
(DOAE) under the Ministry of Agriculture and Cooperatives (MOAC)
in every district;

Farmers and farmer organizations such as Community Enterprise,
Cooperatives, and Land Collectives.

The key functions of Input for Production are fulfilled through the following

process:

1)
2)

3)

4)

5)

Farmers keep and develop seeds, sprouts, or grafting stocks themselves;
Farmers buy breeding materials, other agricultural supplies, equipments
& machineries from commercial operators;

Farmer organizations such as Community Enterprise, Cooperatives,
and Land Collectives buy breeding materials, fertilizer, pesticides,
hormones in bulk at a lower price and reselling to their members;
Government provides breeding materials through Learning Centers
or office of DOAE to promote new varieties;

Farmers adopt automation in field management or social media
marketing applications with the assistance of IT developers and the
advice of Learning Centers or office of DOAE.
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Figure 2.2 Selected Examples of Input for Production

Breeding of MD2 Pineapple Automation System Breeding Long/Lin Laplae Durian
In Prachuap In Farm Kehakaset In Uttaradit

Source: CASPIM

Observation

1)

2)

3)

4)

24

Most planting materials are provided by farmers themselves; for
example, the breeding of Longlaplae and Linlaplae Durian in Uttaradit
(Figure 2.2);

Community Enterprise or Learning centers play an important role in
distribution of breeding materials, fertilizer, pesticide, and other
chemicals;

There are visible government supports in promoting new varieties
and subsidy for large agricultural machinery, for example, the breeding
of MD2 Pineapple in Prachuap (Figure 2.2);

Some farms have adopted digital & automation processes in field
management or social media marketing applications, “for example”
automatic irrigation based on humidity sensors in Farm Kehakaset
(Figure 2.2).
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2.3 Farming

What

The key functions of Farming include:

1)
2)
3)
4)

Who

Planting plan;

Water and soil management;
Pre-harvest field management;
Harvest and post-harvest handlings.

The functions above are carried out by:

1)
2)

How

Small farms;
Small farms organized in Community Enterprise (GawAauuwu),
Cooperatives (annsal) and land collectives (wasTnay).

The key functions of Farming are fulfilled through the following process:

1)

Farmers plan and produce in response to price signals:

2)  Farmers plan and produce in response to the order or farming
contract of collectors, or importers/exporters;

3)  Farmers plan and produce under the regulation and support of
governments.

Observation

1) Farmer organizations such as community enterprise play important
roles in organizing production (Figure 2.3);

2)  New generation of Smart Farmers is leading in adopting new varieties
and technology;

3)  Some fruits with a large commercial operation, such as durian (Mon
Thong), are very responsive to the price signal. Farmers tend to
harvest earlier or cater for the festival periods in China;

4)  Contract farming with a fixed price may not work if the contract price

deviates from the ongoing market price. A better method is to
contract for the quantity and determine the price later based on
current market situations.
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Figure 2.3 Selected Examples of Farming

Nern Say Mega Durian Farm Duangporn's Mangosteen
— 8" al

—r] i -}: 2 by

Source: CASPIM

2.3 Collection
What

The key functions of Collection include:

1) Collecting fruits from individual farms;
2)  Separation of fruits in different grades;
3)  Simple packaging;

4)  Delivery to processors or exporters.

Who

The functions above are carried out by:
1) Local collectors with permanent establishments such as cold storage;
2)  Seasonal collectors coming during the harvest time;

3)  Farmer organizations such as community enterprise;
4)  Processors and exporters/importers themselves.
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How

The key functions of Collection are fulfilled through the following process:

1) Farmers sell fruits to collectors;

2)  Collectors separate fruits in different grades with simple packages in
the packing house;

3)  Collectors deliver the graded packages to processors or exporters.

Observation

1) Farmer organizations such as community enterprise play important
roles in the collection (Figure 2.4);

2)  If the market is not competitive, collectors affiliated to exporters/
importers may have more bargaining power as they may collude to
set the price and purchasing quantity while farmers have no choice
but to sell the perishable fruits in a short time;

3)  Farmers nowadays are better informed about market and take quick
reactions thanks to the mobile applications;

4)  An auction market for fruit like those in Taiwan may be an alternative;

5) Some farmer organizations, such as community enterprises, may
have difficulty to be certified as a packing house for export, as an
extra investment is needed to apply for GMP.

Figure 2.4 Selected Examples of Collection

Koson's Packing House (Durian) J Community Enterprise (Mangosteen)

Chaleaw’s Packing House (Jackfrut) |
= E—

Source: CASPIM
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What

2.5 Processing

The key functions of Processing include:

Who

1)

2)

Simple processing (such as trimming or polishing coconut or freezing
durian);

Deep processing (such as making coconut pudding, durian paste, or
preserved tamarind).

The functions above are carried out by:

How

1)
2)

Fruit processing factories;
Collectors or Exporters who have fruit processing capacities.

The key functions of Processing are fulfilled through the following process:

1)
2)

3)

4)

Fruit processing factories receive fruits from collectors;

Fruit processing factories (or, in some cases, collectors or exporters
who have fruit processing capacities) transform fruits for easy
consumption, longer preserving period or meeting the demand of
consumers for better taste or nutrition function;

Fruits are processed under the regulation and support of govern
ments;

Processed fruits are delivered to exporters.

Observation

28

1)

2)

Innovative processed products and packaging may be the key for
Thai fruits to increase their value-added and capture more premium
market;

There are many successful cases of young entrepreneurs. However,
some traditional processing methods may need to be adjusted for
the taste of Chinese consumers, for example, less sugar content
(Figure 2.5).
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Figure 2.5 Selected Examples of Processing

A&J Thai Fruit (Coconut)

B&M Gold Fruit (Durian)

—

Somijit’s Workshop (Tamarind)

Source: CASPIM

2.6 Export
What

The key functions of Export include:

B

1) Buying in Thailand and selling in China;
2)  Participate in forming prices in the market.

Who

The functions above are carried out by:

1) Thai export companies;

2)  Chinese importers using Thai nominees;

3)  Thai collectors or processors;

4)  Thai farmers or farmer organizations.

Supply Chain
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How

The key functions of Export are fulfilled through the following process
(Table 2.4):

1) Exporters are registered with Department of International Trade,
Ministry of Commerce (MOC), Thailand;

2)  Exporters negotiate with importers for a contract;

3)  Exporters buy fruits from collectors or processors;

4)  Exporters send sample products to Department of Agricultural
Extension, Ministry of Agriculture and Cooperatives (MOAC), Thailand,
to get Plant Disease-free Certificate;

5)  Exporters assist importers in getting import authorization with
Certificate of Disease, Pesticide Residue or Insect issued by Department
of Agriculture, MOAC;

6) Exporters get Customs clearance from the Customs Department of
Thailand;

7)  Exporters deliver to importers through Cross Border Logistics.

Observation

1) Exporters are organized in Thai Fresh Fruit Traders and Exporters
Association and Durian and Mangosteen Exporter Association (DMA)
(Figure 2.6);

2)  Higher competition among the Exporters drives up the buying price
in Thailand and depresses the selling price in China. A higher price is
good for Thai farmers, but it raises the issue of sustainability;

3)  Exporterswith Chinese backgrounds are driving out the Thai exporters
due to their better connections in the Chinese market, and big capital
(with large investors aiming the profit in its eventual IPO);

4)  There may be legal and tax issues between the Thai nominees and
their Chinese boss. It is also difficult to maintain the quality on a large
scale;

5)  About 80% of Thai fruit exporters are OEM for Chinese importers,
15% have their own brands;

6)  There are attempts for direct dealing with Chinese importers by farmers
and farmer organizations, however, without sustainable success.
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Table 2.4 Export Procedure & Documentation in Thailand

Step Issued by Evidence Required Certificate
1 pgxrrm::n Dept of '“‘m’gm"' Trade, VAT registration Exporter's ID card
2 | quhrstion|  Brionsions MOA Sample products P erticates
3 autﬁgg:tion - OIAAOQXgJ - Sample products peg:i;'ifec?ezizzgizmct
4 g::r‘::;: Customs Department. P;zk"i"rfsalist Thai Customs Form 101

Source: https://www.thaitpi.com/article_view.php?atid=182

Figure 2.6 Selected Examples of Export

7Royal Farm GmpTDuﬂ;n)

-

Tai Food (Durian)

S:n;mzm Fruit (Durian)

ource: CASPIM
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3. Role of Thai Government
3.1 Direction
What

The key functions of Direction include:

1) Agricultural and cooperative strategy (2017-2036) with a vision for
"Secured Farmers”, “Prosperous Agricultural Sector” and “Sustainable
Agricultural Resources” (Figure 2.7);

2)  Forming and implementing “Fruit Board Strategies” (Table 2.5) with
the directions focused on both quantity and quality of fruit production,
with the measures for demand and supply in the process of “before

nou

harvest”, “during harvest,” and “after harvest” (Table 2.6).

Figure 2.7 Agricultural and Cooperative Strategy (2017-2036)

1 Secuty | 2.C EY « s & Reforming Qoverrewnt

The 20-year National Strategy enhancoment ondEmpowermert.  and Equality in Society ety gowth AMwioisiranon
Muman Capaol

Surtainable Development Goals (506t |

3 1. et ety 0 of s fuem

1) v technaigy. [ 15 s
00 P 10

diw Agptidae 40
e e Thperet
4.0 Feoromic Mot

2) Maoge e
Ay tomosn
tecreviogy to wan
wrem o hamen

The National Beformation Council

The Reform Agenda No. 14
The Agrcustire Sectar Reform
“';’l‘m:: Syt H THE 20-YEAR AGRICULTURE AND COOPERATIVES

N Mot syt &) Rad monooseont

Source: MOAC, Thailand

Who

The functions above are carried out by:

1) Fruit Board, chaired by the Minister of Agriculture and Cooperatives,
participated by Ministry of Agriculture and Cooperatives (MOAC),
Ministry of Commerce (MOC) and working groups at the provincial level;
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2)  Related organizations of Ministry of Agriculture and Cooperatives
(MOAC) (Table 2.7) in the clusters of operational, product development,
resources management, and farmers and cooperatives development;

3) Related organizations of Ministry of Commerce (MOC), especially
Department of International Trade Promotion (DITP); Department of
Intellectual Property (DIP); Department of Internal Trade (DIT), and
Department for Trade Negotiation (DTN).

Table 2.5 Fruit Development Strategy

Fruit ment Strate 10 to 2014):
Increase production efficiency and quality.

Expanding of off-season production, proper post-harvest management, & new cultivars
Network of production and marketing, empowering of fruit grower groups
Develop domestic market system, promote fruit consumption, control fruit importation,
Logistics development, fruit distribution center
Introduce Thai fruit to the world through different exhibitions

Increase the capacity of fruit production management,& improve fruit products standards
Improve the competitive capacity of production and marketing with technology and innovation
Create strength and equality for farmers and fruit institutions in Thailand
Manage resources sustainably and eco-friendly

Source: MOAC, Thailand

How

The key functions of Direction are fulfilled through the following process:

1) Production and marketing information are collected by the members
of the Fruit Board at the national and provincial level;

2)  Strategy and directions are formulated by the Fruit Board;

3)  Strategy and directions are adjusted and implemented by the members
of the Fruit Board at the national and provincial levels.
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Observation

1)

2)

The government direction led by the Fruit Board (Figure 2.8) is overall

effective and impressive, for example, in the management of quality and
dealing with the cross border logistic crisis during the Covid-19 pandemic;

The government's direction is manifested in the government's role of

Regulation (section 3.2), Extension (section 3.3), Promotion (section 3.4),
and International Negotiation (Section 3.5).

Table 2.6 Direction for Fruits Board 2021-2023

Direction for Fruits Board 2021-2023

‘ Measure for

Principle for
2021-2023

Quality

Measure for
Quantity

Have clear production data for linking the onsite and online market

Each province manages fruits by itself completely

Knowledge and skill for fruits in and out season
GAP & Standard for Fruits

Balancing demand and supply
MOAC data of supply & MOC data for demand
(planting area condition, variety, output, grade, time to market)

Provincial level Aws adjust supply to demand, Peak time fair price: cost +30% profit

Process

Before Harvest:
MOAC: Fruits out season, Quality, Small farms & big field. Forecast

MOC: link buyers with sellers

MOAC: Harvest target, Communication with consumers,

Detect and punish product with less quality, Procession, Collect, separate levels of

quality, set up tracing back system, online link to production

After Harvest: evaluation & plan

MOC: distribution, buyer following law, export promotion, new market, online channel

Sou

rce: MOAC, Thailand

Table 2.7 Fruit-Related Organizations in MOAC

- Product Development Agricultural Resources Farmers & Cooperatlves
Opertiones Glusier Cluster Management Cluster FYOGUCHON
Development Cluster
Office of the Permanent Department of Royal Irrigation Cooperatives Promotion
Secretary Agriculture Department Department
Office of Agricultural Land Development Cooperative
Economics Department Auditing Department
National Bureau of Department of Royal
Agricultural Commodity Rainmaking and A rigﬁl‘:sglng::ez;ion
and Food Standards Agricultural Aviation g
Agricultural Land
Reform Office

Source: https://www.moac.go.th/moaceng-organization

34

Supply Chain



Figure 2.8 Selected Examples of Direction

Office of Agricultural Economics, MOAC

Source: CASPIM

3.2 Regulation
What

The key functions of Regulation include:

1) Set up standards and issue certificate to improve productivity,
efficiency, and quality;

2)  Set up standards and issue certificate to reduce unnecessary use of
pesticides and other chemicals.

Who
The functions above are carried out by:
1) National Bureau of Agricultural Commodity Food Standards (ACFS),
MOAC;

2)  Department of Agriculture (DOA), MOAC;
3)  Department of Agricultural Economics (DOAE), MOAC.
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How

The key functions of Regulation are fulfilled through the following process:

1) ACFS sets up & publishes Thai Agricultural Standard (TAS) (Table 2.8);

2) DOA inspects & issues certifies of Good Agricultural Practices (GAP)
(Table 2.9), Good Manufacturing Practice (GMP) (Table 2.10);

3)  DOAE issues the harvest date of durian to prevent pre-mature harvest;

4)  For fruit export, DOA conducts exporter registration, inspects & issues
Phytosanitary Certificate (PC) against pests, contamination, or diseases
and Health Certificate (HC) against chemical residuals and heavy
metals such as sulfur dioxide.

Table 2.8 Thai Agricultural Standard (TAS)

Fruits TAS Code Chapters in TAS (the case of MANGOSTEEN)
Aromatic Coconut TAS 15-2007 1 SCOPE
BANANAS TAS 6-2005 2 QUALITY
DURIAN TAS 3-2013 3 SIZING ‘
GAN:! TAS 1-2003
LON S T:SS1 3 22006 4 TOLERANCES
Longk #
RPN 5 PACKAGING |
MANGO TAS 5-2015
6 MARKING AND LABELLING
MANGOSTEEN TAS 2-2013
PINEAPPLES TAS 4-2003 ( CONTAMINANTS ‘
Pomelo TAS 13-2007 8 PESTICIDE RESIDUES
Rambutan TAS 12-2006 9 HYGIENE ]
Rose apple TAS 17-2011 10 METHODS OF ANALYSIS
Sweet Tamarind TAS 23-2014 Al ILLUSTRATIONS ‘

Source: TAS2GO
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Table 2.9 Good Agricultural Practices (GAP)

1 Water
2 Planting area
Pesticides

4 Pre-harvest quality management

bHarvest and post-harvest handlings
Holding, moving and storage
Personal hygiene
8 Record keeping and traceability

N o o

Good Agricultural Practices (GAP) REQUIREMENTS

Water used in planting area

Water used for hydroponics
Water used for post-harvest practices
Contamination risk, soil degradation
Recon;mended pesticid;and sp};ying methods
Production control plan
Production Inputs: Seeds, Fertilizers, Tools, Disposals
7Ap;<;n;t:ahgwgst]r;§ period, grading. equipm;;r 1
Prevention of contamination
Personal hygiene facilities & knowledge

Documentation, Traceability & Verification

Source: TAS 9001-2013

Table 2.10 Good Manufacturing Practice (GMP)

Good Manufacturing Practice (GMP) REQUIREMENTS 1
Location & Premises |
1 Establishment Tools and equipment
Facilities 1
Raw material & Containers
Production process |
. Water
2 Control of Operation Management and supervision }
Product recall |
Documentation and record keeping |
Maintenance and sanitation program
3 Maintenance and sanitation Maintenance & Cleaning l
| ) Pest control & Waste management |
4] Personal hygiene Personal hygiene procedures. J
5 Transportation Prevent contamination and deterioration in transport
l 6 | Labelling Compliance with relevant laws and regulations
7 Training Training on food hygiene

Source: TAS 9035-2010
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Observation

1) Thailand is successful in meeting the requirement of importing countries
with its system of standard and certification (Figure 2.9);

2)  GAP & GMP gain popularity, especially for farmers aiming at the export
market;

3)  The strict policy for the harvest date of durian helped to ensure the
export quality;

4) Strict measures and extra certificate of Covid test and disinfection helped
to boost the export during the period of the pandemic;

5)  More efforts may be necessary for response to the concern for reliance
on chemicals for out-of-season harvesting and pest control.

Figure 2.9 Selected Examples of Regulation

DOA, MOAC

Source: CASPIM

3.3 Extension

What

The key functions of Extension include:
1) Strengthen the capacity of farmers and farmer organizations such as
community enterprises in producing according to the market needs;

2)  Transfer appropriate agricultural technologies and provide agricultural
services.
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Who

The functions above are carried out by:

1)
2)

How

Department of Agricultural Extension (DOAE), MOAC;
Provincial and district offices and their learning centers of DOAE.

The key functions of Extension are fulfilled through the following process:

1) Provincial and district offices and their learning centers of DOAE
carry out extension programs;

2)  Farmers or farmer organizations such as land collectives, community
enterprises, and cooperatives participate in the programs catering to
various groups such as “young smart farmers”, “offsprings of farmers”,
"agricultural labors”, etc,, in facilities such as “learning centers”.

Observation

1) Thereis a clear strategy at the national level DOAE and various extension
programs at the local level DOAE offices or learning centers (Figure
2.10);

2)  There are visible efforts and results of the extension programs in
terms of financial and technological support for maintaining quality
standards, improving fruit variety, and reducing cost;

3)  The farmers are encouraged to register their farms in a smartphone

application, such as Farm Book and Farm Forecast to receive specific
guidance.
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Figure 2.10 Selected Examples of Extension at National and Local Level

DOAE, MOAC

Source: CASPIM

40 Supply Chain



3.4 Promotion

What

The key functions of Promotion include:

1) Promoting awareness of Thai fruits in online and offline channels;
2)  Business matching for Thai exporters and Chinese importers;
3) Gl (Geographic Identification) for marketing advantage.

Who

The functions above are carried out by:

1)  Department of International Trade Promotion (DITP), MOC;
2)  Provincial offices for Commercial Affairs under the MOC;
3) Department of Intellectual Property (DIP), MOC;

4)  Department of Internal Trade (DIT), MOC.

How

The key functions of Promotion are fulfilled through the following process:

1) The Fruit Board sets out the general strategy and coordinates the
promotion activities;

2) DITP conducts activities to promote awareness of Thai fruits and
business matching through Thai fruit exhibitions in China, flagship
shops in online platforms such as Tmall, and activities in modern
trade outlets;

3) Provincial offices for Commercial Affairs mobilize the farmers and
farmer organizations to export;

4) DIP certifies fruits with Gl. (Table 1.1). Farmers & traders in the
geographic location may register for Gl, valid for two years;

5) DIT sets up Farm Outlets for domestic trade.
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Observation

1)

2)

DITP is very active in its promotion activities in China (Figure 2.11 and
Table 2.11). It may extend its efforts in monitoring and predicting the
need and behavior of Chinese consumers and communicate the
information in the entire supply chain;

Provincial office for Commercial Affairs (Figure 2,11) has little
involvement in international promotion due to budget constraints.
The problem may be solved with more online meetings with wider
local participation.

Figure 2.11 Selected Examples of Promotion

DITP, MOC ‘ Ratchaburi Farm Outlet

42

Supply Chain



‘ Yala { Phitsanlok

Source: CASPIM

Table 2.11 Marketing Plan of DITP

2020 Marketing Plan Online: OBM (Online Business Matching) 4 times
Offline: Thai Fruit Golden Month 8 DITP Offices (Nanning, Qingdao, HK, Chengdu, Shanghai, Xiamen, G: h ing)
12 times In 11 citles:
(Nanning, Qingdao, HK, Chengdu, Chongqing, Xian, ghai, Xiamen, Shenzheng, Kunming) 816 mil baht

Popular products: Coconut, Durian, Mangosteen, Pomelo, Rose apple, Jackiruit, Pineapple, Mango, Longan, Sugar apple, Rambutan, Banana
Kluai khal, Durian flavored dessert, Fruit juice, Dried & Crispy Fruit, Crispy desert
New potential: Dates

2021 Marketing Plan: Online: OBM, M&M (Mirror & Mirror): CIIE & Online negotiation
TMall Flagship store: Life stream, Net Idol, KOL

Offiine: Modern Trade: Chongaing, Xian, Harbin, Tianjin, Xiamen, Nanning, Baise, ghai, Beijing, Z \
Top Thai Brand Kunming 2021, China ASEAN Expo
Thai Fruit Golden Month 13 cities

Nanning, Changsha, Wuhan, Qingdao, Dalian, Chengdu, Chongging, Baljing, Xiamen, Nanchang, Foshan, Zhanjlang, Kunming
Hybrid: THAIFEXporter Virtual Trade Show (THAIFEX AUNGA 2021) 500 (30-40 fruity related) supplier, 200-300 importers

Source: DITP
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What

3.5 International Negotiation

The key functions of International Negotiation include the following:

Who

1)
2)
3)

FTA (Free Trade Area) with China;
Fruit market access:
Sanitary and Phytosanitary (SPS) requirements.

The functions above are carried out by:

How

1)
2)

Department for Trade Negotiation (DTN), MOC;
National Bureau of Agricultural Commodity Food Standards (ACFS),
MOAC

The key functions of International Negotiation are fulfilled through the
following process:

1)

2)

DTN negotiates on FTA Agreement which reduces the tariff of Thai
fruits import in China;

ACFS negotiates with GACC (General Administration of Customs
China) on market access and SPS (Sanitary and Phytosanitary Measures)
requirements leading to related protocols

Observation

44

1)

2)

Thai fruits enjoy 0% tariff under the CAFTA (China ASEAN Free Trade
Area);

ACFS (Figure 2.12) has secured market access for 22 Thai fruits (fresh/
chilled/frozen) in China (Table 1.2). Other fruits are under negotiation
through JTC-SPS (Joint Trade Committee-Sanitary and Phytosanitary
Measures) (Table 2.12);

ACFS also reached agreements with GACC in protocols for exchanging
GAP and GMP information on Thai selected fruits, and protocols on land
transportation through third country, including specified routes and
border checkpoints. (Table 2.12);
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4)  More border checkpoints for Thai fruits by land transportation were
opened to deal with the problems of traffic jam during the Covid-19
pandemic;

5) There is a grievance of Thai exporters for the recent practice of CCIC,
a Chinese company registered in Thailand to conduct pre-inspection
for Thai fruits entering China.

Figure 2.12 Selected Examples of International Negotiation

ACFS under MOAC

Source: CASPIM

Table 2.12 Market Access & Protocols For Thai Fruit Export to China

22 Fruits: fresh/chilled/frozen (-18C)

Pamittsd List 31 Fruits: Dried as processed, Canned & Juice under food safety regulation
Outside 22 fruits, need to apply market access, takes about 2 years
Marke A0 JTC-SPS set up 2004, meet every 2 years

Protocol 1 (2004): 5 fruits information on GAP, GMP
Protocol 1 & 2 Protocol 2 (2015): Rose apple added
Now mango, durian, longan, lychee and mangosteen,
Rose apple, Banana, Pineapple, Coconut, Jackfruit

RO (2009), R3A (2011) From 2020 onwards, any route
10 border checkpoints in China:
Mohan B8, Youyi Guan RiH3%, Dongxing %34, Pingxiang rail %38,
Protocol on land transportation | | gngbang 38, Shuikou 7K [, Hekou, 81[1 Hekou rail J8][1$84, Tianbao X{R,
throtigh:third: colry Mohan rail EERX$34
6 border checkpoints in Thailand:

Chiang Khong i&3L, Mukdahan 8343, Nakhon Phanom FRZ2 167,
Bueng Kan j¥F, Nong Khai ¥, Banpuggard (Chanthaburi) ¥it8+

Source: ACFS
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4. Supply Chain in China
4.1 Cross-Border Logistic
What

The key functions of Cross Border Logistics include:

® Cross border transportation and warehousing by land;

® Cross border transportation and warehousing by rail;

® Cross border transportation and warehousing by sea;

® Cross border transportation and warehousing by air.
Who

The functions above are carried out by:

1) Thai or Chinese operators by land;

2) Rail operators in Laos, Vietnam, and China;
3) International shipping companies;

4)  Thai or Chinese airlines.

How

The key functions of Cross Border Logistics are fulfilled through the following
process:

1) By land: leave from 6 border checkpoints in Thailand and enter 10
border checkpoints in Chin through Laos or Vietnam (Figure 2.13);

2) By rail: through the Vietnam-China railway and enter Pingxiang and
Hekou in China, or through the Laos-China railway and enter Mohan
in China;

3) By sea: leave from Lat Krabang seaport in Thailand and enter major
ports in China, such as Shekou, Nansha, Zhanjiang, Qinzhou, Xiamen,
Shanghai, Xingang, Qingdao, Dalian, and Fuzhou;

4) By air: leave from Bangkok to major cities in China such as Guangzhou,
Shenzhen, Kunming, Chongqing, Beijing, Hangzhou, Shanghai,
Nanning, Chengdu, and Changsha.
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Observation

1)

3)

4)

>)

In comparison, by air can reach any Chinese city within one day, but
maybe 7-8 times of the cost by sea. It takes the ships 4-7 days from
Lat Krabang to major ports in China. Transportation in containers by
truck takes about 2-3 days. Transportation in containers by rail costs
30%-50% less than by truck (Table 2.13);

Laos-China railway opened to traffic on December 3, 2021. It delivered
the first batch of Thai fruits on April 1, 2022. Mohan checkpoint started
operations on December 3, 2022. Thai fruits may utilize this railway to
reach Kunming from Rayong in 4-5 days (Figure 2.14);

Due to the impacts of Covid 19, the volume proportion of land transport
decreased from 48% in 2021 to an expected 40% in 2022, sea transport
increased from 52% to 55%, while air transport jumped from less than
1% to 5%;

The shock of logistic breakdown came from congestion at the border
checkpoints in early 2021. The situation improved gradually thanks to
the cooperation between China and Thailand. On the Chinese
side: higher passthrough effciency with Drop and Pull Transport (F$E)
method, fruit green channel, and 7x24 customs clearance by
appointment; On the Thai side: certification of Covid test and
disinfection covering each step of the supply chain with a 2P2S
(people, process, system & structure) mechanism;

On January 8, 2023, China announced the ending of the Zero Covid
Policy (ZCP) and related draconian SPS procedure at the border
checkpoints.
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Figure 2.13 Border Checkpoints for Thai Fruit Export to China
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Table 2.13 Logistic Modes in Comparison

Mode |  Proportion* Major B°’|°°‘ Check Points Travel Time Cost*
n China
Youyiguan, Mohan 14/ka R3A
Land Pingxiang, Dongring 2.3 days teyactivg
48% (2021) Wanding
40% (2022 plan) =
i Pingxiang, Mohan, Shey ‘ﬁfg“dm Boten 30%-50%
Hekou Rayong-Kunming less than highway
52% (2021) MQ.U. Nansha, Hongkong. 4-7 days B1
Sea | 55% (2022 plan) mnm Xiamen, | gy ot Krabang to 2/kg
, Xingang, Qingdao, major ports Lat Krabang to Shanghal
Dalian, Fuzhou
Guangzhou, Shenzhen,
- <1% (2021) cmmmmhw. 5 days from B65/kg
5% (2022 plan) Shanghal, Nanning tree to table (7-8 times of sea)
Chengdu, Changsha
Source: CASPIM
Figure 2.14 Laos-China Railway

Laos-China Railway
mdcmmmumm
S Dec 3, 2021: opened to traffic
2 April 1, 2022 : Thai fruits arrived in China
b Dec 3, 2022: Mohan check point
in operation
Vientiane to Boten 3 hours
Cost Rayong to Kunming 4-5 days
[ 4 times faster than sea
| Cost 30%-50% less than highway
'W‘”.m- Exirteg | o g e
THAILAND  + e 6 trips per day
"""“"M“__’V ——— ) total‘lsecontainetsperday
;mqm Capacity | After renovation, pass through at border
s, \ checking point to Laos will be 354
injanz017 -~ .5 & containers/day**
Onned and opsraticd by y \
ow Raswn, e
Company [LCRC) —

Source: https://southeastasiabackpacker.com/laos-china-railwa:

Graph Credit: AFP
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What

4.2 Import

The key functions of Import include:

Who

1)

2)

Import in the form of general international trade;

Import in the form "Haitao” (shopping overseas) as an alternative to
general international trade, especially in the form of “cross border
retailing e-commerce import.”

The functions above are carried out by:

How

1)
2)

Licensed Chinese importers in general international trade;
Operators in “Haitao", especially cross border retailing e-commerce
importers In China (Table 2.14).

The key functions of Import are fulfilled through the following process:

50

1)

In the case of general trade: a) It is conducted by a licensed importer
in the form of international trade involving multilevel channels,
regulated by general rules of international trade (Table 2.15); b)
An importer buys the product, which is distributed through wholesalers
and retailers after the customs clearance, before being purchased by
customers; ¢) The importer bears tariff, VAT, and Consumption Tax
(if relevant);

In the case of cross border retailing e-commerce import: a) It is
conducted on a B2C or C2C cross border retailing e-commerce
platform; b) A customer orders the product on a platform. The
importer prepares and delivers the product according to the order;
in some cases stored in the bonded warehouse in the importing
country; c) The tariff, VAT and Consumption Tax is charged at 70% of
the normal level for a customer within his personal quota.
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Observation

1)

3)

In the case of general trade: An importer takes a risk and charges a
premium. There is profit margin for various levels of channels. Thai
fruits may have a higher price for Chinese consumers. However, there
is unlimited scope in both online or offine channels, and no personal
guota for a customer;

In the case of cross border retailing e-commerce import: An importer
prepares a product based on order, with less risk. There is no profit
margin for extra levels of channels. Together with a lower cost of
tariff, VAT, and Consumption Tax, Thai fruits may have a lower price
for Chinese consumers (Figure 2.15). However, there are limited items
in the approved list by the government. Some platforms are particularly
cautious in selecting fruits and fruit importers. There is also a
limitation of ¥5000 per transaction, and ¥26000 per person per year,
as a personal quota if a customer would like to benefit from the lower
taxes;

The Chinese importers of Thai fruits are, in many cases, the bosses
of Thai exporters with Chinese background. Besides import and
export, large Chinese importers also extended to other steps of the
supply chain, such as farming, collection, and processing in Thailand
and wholesale and retail in China (Session 4.4).

Table 2.14 Operators in Haitao

Category Example
B2C KIEEFR TMall
Cross border retailing EH8M kaola
e-commerce importer - s
In China B 23R taobao
BIE 2R Tik Tok
Haitao
Cross border retailing taihaitao.com
e-commerce operators overseas lotuss.com
Procurement service agents Individuals
Tourists shopping overseas Individuals

Source: CASPIM

Supply Chain 51



Figure 2.15 Cross Border Retailing

Thailand

e-Commerce Importer In China and

TikTok

1

4ol o

W'

Source: CASPIM

Graph Credit: 1) news.sina.cn; 2) douyin.com; 3) taihaitao.com; 4) cifnews.com

Table 2.15 Import Procedure & Documentation in China

Step Issued by Major Evidence Required Certificate
Business license
1 :?:':::sp:: GACC Filing for international trade Fruit Import license
Other related documents
Plant disease-free
Fruit certificates, i
2 | Quarantine GACC Certificate of disease, pesticide S Lomne
Approval residue or insect issued
by MOAC, Thailand
Customs Quarantine License Certificate of
3 cl 5 GACC Certificate of ROO Inspection and Quarantine
izl Customes Declaration Customs clearance form

Source: https://www.thaitpi.com/article_view.php?atid=182

52

Supply Chain



4.3 Wholesale
What

The key functions of Wholesale include:

1) Salein bulk to a retailer;
2)  Warehousing services;
3) Cold-chain transportation.

Who

The functions above are carried out by:

1) Registered Chinese wholesalers;
2)  Warehousing services;
3) Cold-chain transporters.

How

The key functions of Wholesale are fulfilled through the following process:

1) Purchase fruits from importers;

2) Storage in the warehouse;

3) Distribution to retailers through online and offline platforms;
4)  Cold-chain transportation.

Observation

1) The major national wholesale markets of fruit in Mainland China
include: Guangzhou Jiangnan Fruit & Vegetable Market in Guangdong
Province, Jiaxing Fruit Market in Zhejiang province and Shanghai
Huizhan Fruit & Vegetable (Figure 2.16);

2) They are supported by around 40 regional markets, such as Xinfadi
for Beijing; Shijiazhuang Qiaoxi for Northern China; Dalian Fruit for
the Northeast, Xi'an Yuren Fruit for the Northwest; Zhengzhou
Wanbang and Changsha Hongxing for the Central; Xiamen Zhongpu
Fruit for the East; Shenzhen Higreen for the Southern, and Chongqing
Double Blessing for the Southwest China (Table 2.16, Figure 2.16).
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Table 2.16 Major Fruit Wholesale Market in Mainland China

Short Name In English

Provincial Unit Chinese Name
Beijing Blazs st 7] Beijing Xinfadi
Tianjin KBAMREM LTS Tianjin Honggi
Hebei ARERTEKRI LTS Shijiazhuang Qiaoxi Fruit
Shanxi ARAIFEKRIETH Taiyuan Hexi Fruit
Liaoning SEBR/ARF KRR TH Shenyang Bajiazi Fruit
Liaoning KEKREMETH Dalian Fruit
Jilin KEMFIKRIETE Changchun Dili Fruit
Heilongjiang Ta/RRIRIA KRR 15 Harbin Hada Fruit
Shanghai LIBTEABEFRRD RIS il Shanghai Xijiao
Shanghai LISERER Shanghai Huizhan Fruit & Vegetable
Jiangsu FRRFADRREI R Nanjing Zhongcai
Zhejiang BIKRTH Jiaxing Fruit
Zhejiang AIEER R LTS Zhejiang Jinhua
Zhejiang MMRBER Hangzhou Fruit
Anhui BRASHKRIt &R T Hefei Zhougudui Fruit
Fujian BNBURREIF= R0 Fuzhou Haixia
Fujian EINREkRIE R TS Xiamen Zhongpu Fruit
Jiangxi AERIRF Rt &R T Nanchang Shenzhen
Shandong AR OKREH Jinan Dikou Fruit
Shandong BREAREKRTH Qingdao Dongfang Dingxin Fruit
Henan BN FBEIFRR ST Zhengzhou Wanbang
Hubei RIABKRIETH Wuhan Guangxia Fruit
Hunan KIWVIERRI™=RATH Changsha Hongxing
Hubei HIABARI R TS Wuhan Guangxia Fruit
Hunan KNI EREIF=RATH Changsha Hongxing
Guangdong I MImRE LTS Guangzhou Jiangnan Fruit & Vegetable
Guangdong RYIBEE Shenzhen Higreen
Guangdong FRRTHKRILETH Dongguan Xiagiao Fruit
Guangxi ATEEEKRETH Nanning Higreen Fruit
Hainan BOmIbkRAt LTS Haikou Nanbei Fruit
Chongqing BERTRWEARTH Chongqing Double Blessing Fruit
Sichuan ARERBK R &R T 7 Chengdu Mengyang Fruit
Yunnan RIAEDESKEMETH Kunmin Jinma Zhengchang Fruit
Guizhou BINERAIRKRI R T Guiyang Huaxi Shiban Fruit
Inner Mongolia ISR KRR TS Hohhot Meitong Fruit
Ningxia BIFHLKRA LTS Yinchuan Xinshiji Fruit
Qinghai EEBRKRIERTE Qinghai Gaoyuan Fruit
Shannxi BERMEKRILETH Xi'an Yuren Fruit
Gansu ZMKHHFZ MR K TH Lanzhou Zhangsutan Fruit & Vegetable
Xinjiang LERFIEEKRLRTH Uriimgi Beiyuanchun Fruit

Source: Fruit Information Centre
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Figure 2.16 Major Fruit Wholesale Market in Mainland China

Guangzhou Jiangnan Jiaxing Fruit
Guangzhou Jiangnan Fruit & Vegetable Jiaxing Fruit
NI RFEH R T EHKRTH
https://www.jnmarket.net http://www.jxsgsc.com
[TRAT MHigiERK9265 I BN THRAXIEKE61S
Beijing Xinfadi Shanghai Huizhan
Beijing Xinfadi Shanghai Huizhan Fruit & Vegetable
LR RS EisiERRE
http://www.xinfadi.com.cn http://www.huizhanmarket.com
ERMFEERF LM ARk 16885

Source: CASPIM

4.4 Retail

What

The key functions of Retail include:

D)
2)

Who

Sale and deliver fruits to ultimate customers;
In a suitable amount and package, and right scenario.

The functions above are carried out by (Table 2.17 & Figure 2.17):

1)

2)
3)
4)

Operators of Modern Trade (including super-market, super-market
for fresh food, and modern convenience store);

Sellers in B2C and C2C e-Commerce platforms;

Operators in Agricultural Market;

Operators of Fruit Shops (including traditional fruit stalls and modern
franchised fruit shops).
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How

The key functions of Retail are fulfilled through the following process:

1)
2)
3)

Interaction with customers on-site in Modern Trade and Fruit Shops;
Interaction with customers online on e-Commerce platforms;
Interaction with customers in New Retail: "New Retail” with the
seamless merger of offline, online, logistics, and data (Figure 2.18).

Observation

56

1)

2)

4)

5)

The “pain points” of the retailers of Thai fruits include: a)
unstable quality; b) pest and hazardous substance; c) deficiency in
retail-friendly packaging (e.g. size and convenience) and d) the need
for new varieties. In response, Chinese retailers have a) announced
their own fruit standard classification (Figure 2.19), quality guarantee
as a part of after-sale service, and initiated a system of traceability; b)
developed new varieties for Chinese market; and c) promoted mixed
fresh-cut fruits for convenience;

“Live streaming” is very popular supported by MCNs (Multi-Channel
Network), which sign up and incubate Internet celebrities, create and
distribute the content, operate the fan club, and interface with social
media platforms;

One aspect to enhance the customer experience of “New Retail” is
speed delivery (such as reach the home of the customer within
30 minutes in a range of 3 km) with a system of DMW (distributed
mini warehouse). New retailers also build stores in the community;
The retail fruit industry in China is very competitive: the top 5 fruit
retailers accounting for 3.6% of the market. They are led by PAGODA
and HONGIJIU. Both of them have significant presence in Thailand
(Table 2.18 and Figure 2.18);

One strategy to enhance fruit export in Thailand is to construct a
"Demand Driven Supply Chain” (DDSC), with better mechanisms of
demand detection, communication, adaptions and collaboration at
every step of the supply chain. The idea of DDSC could be realized
through supply chain integration (SCI) driven by emerging leaders of
importers or retailers (from both Thailand and China), which have
expanded to almost every step of the supply chain, from farming to
retailing and customer service;
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6)

HONGJIU and PAGODA are good cases to the point. Their roles could
be described in a 5i model: 1) Information (Quick feedback from the
retail end); 2) Initiation (Trigger reactions in networks of SMEs,
research units, & farms); 3) Interconnection (Coordinate along the
supply chain); 4) Inspection (Establish and implement the higher
standard with trace back system); and 5) Investment (Bring in financial,
technological, and human resources leveraging the economy of
scale). These roles will be more significant in the context of digital
transformation. They should also be complemented by active
government regulations to protect the interests of Thai farmers and
SMEs and make sure the Thai and Chinese stakeholders abide by laws
and get their fair share of benefits.

Table 2.17 Channel Structure of Fruit Retailing in Mainland China

Gt Value zgzz:mion) i Venuez(t;a«1 téimon) i
Modern Trade 454.1 42% 2397 34%
e-Commerce 156.7 14% 277 4%
Agricultural Market 307.2 | 28% 345.4 | 49%
Fruit Shop 165.4 15% 89.4 13%
Total 1083.4 100% 702.2 100%

Source: CASPIM based on data from EPF«:*.]“I%TEIW ASKCl.com

Figure 2.17 Channel of Fruit Retailing in Mainland China

Agricultral Market

Source: CASPIM
Graph Credit: 1) sohu.com; 2) m.tibet.cn; 3) kknews.cc; 4) m.huoyuan51.com
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Figure 2.18 New Retail in Fruit Retailing in Mainland China

Source: CASPIM

Graph Credit: 1) infnews; 2) sohu.com; 3) yonghui.com; 4) finance.sina.cn

Table 2.18 Leaders of Fruit Retailing in Mainland China

HONGUJIU FRUIT (#71) PAGODA (BERRH)
Set Up 2002 2001
HQ Chongging Shenzhen
(PO HKEX IPO Sep 5 2022 HKEX IPO Jan 16 2023
HK$19 bil HK$10 bil
Revenue (2021) ¥10 bil ¥10 bil
Bl ) W

Source: CASPIM
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Figure 2.19 Supply Chain Integration (SIC) by Leaders of Fruit Retailing

Backgrounds of HONGJIU Backgrounds of PAGODA

The largest durian distributer in China.
It bought the fruit directly form Thal orchards,
processed with its local factories and distributed through
its sorting centers to wholesalers and retailers in China.
It acquired at least ¥2 billion from 17 external investors
such as Alibaba since 2016.
The gross profit margin from durian is 20.7% in 2021,
compared with 15% for fruit industry on average.

The largest fruit retailer in China.

It has more than 5,300 shops serving 80 million plus
members in 130 cities in China. It has its own fruit
standard classification for Thal fruits. In a new model of

P with its production bases in Thailand, the
firm also helps local farmers optimize fruit varieties and
enhance agricultural production skills.

Production Base of HONGJIU Product Standard of PAGODA

Source: CASPIM
Graph Credit: 1) hjfruit.com; 2) pagoda.com.cn

4.5 Consumption
What

The key functions of Consumption include:

1) Prepare and utilize fruits as part of the diet;

2) Dispose of the inedible part of the fruit or the waste;

3) In some cases, provide feedback on the operations of the upper
stream of the supply chain.

Who

The functions above are carried out by:

1) The customers of Thai fruits who are estimated to comprise half of
the middle class in China: A typical family of 3 persons with annual
disposable income between ¥100,000 to ¥500,000;

2) They include about 200 million people (15% of the population) or
70 million families;

3) They can be divided into three segments “New Entry”, "Frequent
User”, and “Connoisseur” (Table 2.19).
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How

The key functions of Consumption are fulfilled through the following process:

1) The customers make purchase decisions based on need and in
response to the marketing a mix of retailers. Share their experience
and opinions in various social media groups such as WeChat (f#(3) or
ZhiHu (}1°F);

2) For the segment of "New Entry”: Start a trial of Thai fruits following
words of mouth recommendation, or after experiencing Thai fruits in
oversea travel;

3) For the segment of “Frequent User”: Demand for convenience and
shopping for value by comparing competing sources;

4)  For the segment of “Connoisseur”: Happy to pay a premium for quality
and safety, and Search for specialty, exoticness, and authenticity. They
are the patrons of higher-end shopping mall and specialized online
store.

Observation

There are notable changes in consumer behavior due to “Higher income”,

"Convenience of Online & Offline Shopping”, “"Health Concern” and “Social
Demography” (Table 2.20):

1) Higher income enables Chinese consumers to buy fruits in larger
quantity: The average fruit consumption is more than 50kg per
person per year and more than half of the consumers will take fruit
every day. With higher purchasing power, they have a broader
perspective and more choices. The consumption scenario extended
from meals to non-meal, such as an afternoon tea and snack, with
a taste for exotic and authentic products. Imported or domestic
produce with recognized brands or Gl (Geographical Indication) will
be preferred;

2)  With the convenience of online & offline shopping, Chinese consumers
may demand easier access. An online exchange will enhance the role
of tech-savvy young people, where they produce and search for
information and become shrewd buyers, conduct “group buying” in
communities, and seeking acceptance in social networks, when fruit
consumption enhances the public persona (A\1%);
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3) Rising health concern leads Chinese consumers to be particular about
nutrition and function of fruits, welcoming fruits to be organic and
safe, low in sugar as a part of light meal. The attentions are paid to
nutrition elements and their intensity, such as dietary fiber, Vitamins,
antioxidants, micronutrients;

4) In terms of changing social demography, a small portion of fruits
may be preferred by a smaller nuclear family. Aging society may also
demand fruits catering to the taste, digestion system and nutrition
requirements for senior citizens.

Table 2.19 Segments of Fruit Consumers in Mainland China

Family |Estimated
Segment Income Size Typical Behaviour Marketing Implications
V/Year mil
Wider & deep reach of channels
New 55,000~ Start trial o!_ThaI frusts following m of mouth Create awareness and exposure especially in |
Entry 160,000 108 recor or after exg g Thai fruits in offine t of sal
. e point of sales.
Nurture their habits
Purchase at least 2 times per month Manage competition in value
160,001 7 during the fruit season Packaging and delivery speed
User 345000 Demand for convenience Content management & user involvement to
Shop for value: comparison competing brands, provide sufficient information
Happy to pay a premium for quality & safety Manage guality, Marketing message
Connoisseur| >345,001 20 Look for i and al icity New variety, GI
Higher-end shopping mall and specialized online store| Certificate and brands in developed markets.

Source: CASPIM

Table 2.20 New Consumer Behaviors in China for Fruit Consumption

Driver New Consumer Behaviour Marketing Implication |
1 Broader perspective and more choices Manage competition
2 Buy larger quantity Capture biggermarket |
3 Buy higher quality Manage quality, Marketing message
:'m 4 Demand for convenience Pac and del
5 Demand for service Onsite/online service, after sale service
6 Exotic & New variety, GI
7 Self realization & emotion Brand story & social value
8 Easy access Wider & deep reach of channels
9 Substitute of oversea trip Captura bigger market
10 Bigger role of tech savvy young people gy & ge for young people
omg‘?. & 1 Embrace celebrity Social media promotion
e 12 Produce and search for information Content g & user it
13 Shrewd buyer Value
14 Group buying in community Utilizing the new channels
15 Longing for Acceptance in social network Opinion leader in the target circle
16 Nutrition & function Product development & promotion message
Health 17 Organic & safety Certi & ility
Concern 18 Low sugar Low sugar contents in processed fruits
19 Light meal Freshly juice & frozen fruit flesh
Social _20 Nuclear family : Small portion of fruits for small family |
Demography 21 Aging society Health functions for aged people

Source: CASPIM
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5. Role of Chinese Government
5.1 Direction
What

The key functions of Direction include:

1) Direction in terms of the national development plan;
2) Direction in terms of the development of international trade;
3)  Directions in terms of the development of e-Commerce.

Who

The functions above are carried out by:

1) NPC (The National People’s Congress);
2)  SC (The State Council);
3) MOC (Ministry of Commerce).

How

The key functions of Direction are fulfilled through the following process:

1) The plans and directives would be formed and announced by NPC,
SC, and MOC (Table 2.21).

Observation

1) The plans and directives would impact the economic prospects of the
country and priority of regional and industrial development;

2)  The plans and directives may reveal new opportunities or obstacles
for trade.

62 Supply Chain



Table 2.21 Selected Examples of Direction

Issued by Document Name Major Points
Harmonizing the rules of internal and international
trade in terms of regulation system, qualification,
AR = lity standard, ission & certification,
EREARHSAREHINEF Y ERRERAE | T S5a Peresen & oo
NPC Qutfine of the 14th Five-Year Plan (2021-2025)
for National Economic and Social Development and Vision
2035 Reduce tariff & transaction cost to increase the
imports of high quality products
Expand trade with neighboring countries
& cross border trade
AT IRR B R LSRH B
sC Opinions on Developing New Business & New Business Model Promotion Cross-border ecommerce
in Foreign Trade
Moc FY*E'@:"H”' ARRA S e
14th FYP for Development of eCommerce Cross-Border e-Commerce ¥2.5 tri

Source: CASPIM

5.2 Regulation
What

The key functions of Regulation include:

1)  Market access of Thai fruits;

2)  SPSrequirement of Thai fruits;

3)  Approval list of registered orchards and packing houses of Thai fruits;

4)  Approval list of "designated supervision venues in mainland China for
imported fruits.”

Who

The functions above are carried out by:

1) SAMR (State Administration for Market Regulation), which took over
the functions of SAIC (State Administration for Industry and
Commerce);

2)  GACC (General Administration of Customs of China), which took over
the functions of quality supervision, inspection, and quarantine from
AQSIQ (General Administration of Quality Supervision, Inspection,
and Quarantine).
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How

The key functions of Regulation are fulfilled through the following process:

1) GACC announces “the permission list for fruits import” (Table 1.2) to
control the market access to Thai fruits;

2)  GACC evaluates the requirements for a “registered orchard and
packing house” (Table 2.22), and grants permission (Table 2.23);

3) GACC announces the list of “designated supervision venues in
mainland China for imported fruits” (Table 2.24).

Observation

1) Thailand is in a favorable position in terms of the number of fruits
with market access to China. It may feel the pressure of competition
when more of its ASEAN neighbors like Vietham and Cambodia have
gained more access in recent years;

2)  There are discussions on relaxing the requirement of “registered

orchard and packing house”, such as the minimum area of an
orchard.

Table 2.22 Requirement for Registered Orchard & Packing House

Requirement for Orchard Requirement for Packing House

Area >100 mu * Use permitted chemicals

qoo o No source of contamination nearby
No source of contamination nearby

Clear source of fruits

Responsible person for pest monitoring &
prevention

Quality Management System: Documentation on
organization structure, training, pest monitoring
& control, management of chemicals, GAP

No major plant diseases in past 2 years

Seperation of fruits from different sources

With required Information and sign in the
packaging

No major technical issue for quarantine facilities

No pest or poisonous & harmful matters above
the standard

*1 rai=2.4 mu=1600 square meter

Source: https://customs.macld.com/23202.html
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Table 2.23 Number of Registered Orchard and Packing Houses in Thailand

Longan 38,427

Durian 48,367
Mangosteen 30,443
Mango 7,124
Coconut 3,213
Lychee 970
Jackfruit 1,527 1,733
Tamarind 961
Pine apple 3,028
Pomelo 2,292
Rambutan 6,536
Banana 3,065
Rose apple 46

Source: GACC January 30, 2022

Table 2.24 Number of Designated Supervision Venues in Mainland China for
Imported Fruits

Provincial Unit Number City

Beijing 2 Beijing (2)

Tianjin 5 Tianjin (5)

Hebei 2 Shijiazhuang (2)
Liaoning 5 Dalian (4), Shenyang (1)
Shanghai 6 Shanghai (6)
Jiangsu 6 Nanjing (6)
Zhejiang 6 Hangzhou (4), Ningbo (2)

Ahnui 3 Hefei (3)

Fujian 14 Fuzhou (5), Xiamen (9)
Shandong a Qingdao (3}, Jinan (1)

Henan 1 Zhengzhou (1)

Hubei 1 Wuhan (1)

Hunan 2 Changsha (2)

Svengilong 31 Guangzhou (8), Shenzhen (11), Gongbei (4), Shantou (3),
Huangpu (3), Jiangmen (1), Zhanjiang (1)
Guangxi 1 Nanning (11)
Hainan 1 Haikou (1)
Chongging 2 Chonggqing (2)
Sichuan 1 Chengdu (1)
Yiunnan 9 Kunming (9)
Shaanxi 1 Xi'an (1)

Gansu 1 Lanzhou (1)

Xinjiang 6 Urumgqi (6)

Source: https://www.opsmoac.go.th/beijing-news-files-431291791824
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5.3 Taxation

What

The key functions of Taxation include:

1)
2)

Who

Customs Duty (Tariff);
VAT (value-added tax).

The functions above are carried out by:

1)

How

GACC (General Administration of Customs of China).

The key functions of Taxation are fulfilled through the following process:

1)
2)

3)

The customs duty is 0% for all fruits from Thailand under the CAFTA
(China ASEAN Free Trade Area);

The VAT for imported fruit has been reduced from 13% in 2017 to 9%
in 2019;

VAT = (CIF+Tariff) x VAT rate, where CIF means the price quoted,
including Cost, Insurance, and Freight.

Observation

1)

2)

3)

66

Some Thai exporters consider the VAT of China as an NTB (Non-Tariff
Barrier) as Thailand exempts VAT on the import of agricultural
products;

Some Thai exporters complained about different VAT in different
provinces in China. This might be explained by different transportation
costs in CIF, or different values of cost in CIF as claimed by the
shipper, which is the base for calculating VAT;

Another reason for different VAT is the case of “cross border retailing
e-commerce import”, where VAT is charged at 70% of the normal
level for a customer within his personal quota.
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5.4 Facilitation
What

The key functions of Facilitation include:

1) Promote fruit import;
2)  Facilitate fruit import.

Who

The functions above are carried out by:

1) Trade Development Bureau, MOC;

2)  CCPIT (China Council for the Promotion of International Trade);

3)  China International Import Expo Bureau;

4)  CCCFNA (China Chamber of Commerce For Import and Export of
Foodstuffs, Native Produce And Animal By-Products).

How

The key functions of Facilitation are fulfilled through the following process:

1) Trade facilitation by MOC and CCPIT;
2)  Promotion activities in cooperation with DITP of Thailand;
3)  National and local trade exhibitions (Table 2.25).

Observation

1) There is significant efforts and achievement of the Chinese
government to improve the country’s business environments;

2)  There is good exposure of Thai fruits in the exhibitions and joint
promotion activities conducted or facilitated by various government
organizations.
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Table 2.25 Selected Exhibitions in China Suitable for Thai Fruits

Location Name in Chinese Name in English
Guangzhou FEMEOSRZSS Canton Fair
Shanghai FEEFRAEOEER China International Import Expo
Shanghai LEEFRRERES FruVeg Expo Shanghai
Beijing ItREFRERRS CHINA FVF
Shenzhen ttReEm (&) B8a ANUFOOD China
Haikou FEEREFAFR™RZERSS CHWTF Tropical Agricultral Products

Source: CASPIM

5.5 International Negotiation
What

The key functions of International Negotiation include the following:

1)  FTA (Free Trade Area) with Thailand;
2)  Fruit market access;
3)  Sanitary and Phytosanitary (SPS) requirements.

Who
The functions above are carried out by:
1) MOC (Ministry of Commerce);

2)  SAMR (State Administration for Market Regulation);
3)  GACC (General Administration of Customs of China).
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How

The key functions of International Negotiation are fulfilled through the fol-
lowing process

1) MOC negotiates on FTA Agreement with DTN (Department of Trade
Negotiation) under MOC of Thailand;

2)  SAMR signs and executes FTA;

3) GACC negotiates with ACFS (National Bureau of Agricultural
Commodity Food Standards (ACFS) under MOAC of Thailand on
market access and SPS requirement leading to related protocols.

Observation

1) Thai fruits enjoy 0% tariff under the CAFTA (China ASEAN Free Trade
Area);

2) GACC has approved market access for 22 Thai fruits (fresh/chilled/
frozen) in China (Table 1.2). Other fruits are under negotiation through
JTC-SPS (Joint Trade Committee-Sanitary and Phytosanitary Measures);

3)  GACC also reached agreements with ACFS in protocols for exchanging
GAP and GMP information on Thai selected fruits, and protocols on
land transportation through third country, including specified routes
and border checkpoints. (Table 2.12);

4)  More border checkpoints for Thai fruits by land transportation were
opened to deal with the problems of traffic jam during the Covid-19
pandemic; due to effective communication between Thailand and
China.
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Production

“No one can reap the fruit before planting the trees " — Luiz Inacio Lula da Silva

1. Overview 3. Rising Star

2. Heavy Weight 3.1 Mango
2.1 Durian 3.2 Young coconut
2.2 Longan 3.3 Pomelo

2.3 Mangosteen






1. Overview

Before reaping the six fruits focused on in this book, their planting is studied
in this chapter with the following four parts (Table 3.1):

1) Variety : major varieties or cultivars'; the list of Gl (geographical
indication);

2)  Trend : output trend in three years, including planting area, output,
output per rai, and fame gate price;

3)  Structure : output structure in geographic regions; by major varieties
and seasonal variations;

4)  Parameter : technical parameters such as growth period (life of
a tree, years before carrying fruit, flowering period before harvest,
harvest time), planting intensity, and unit cost.

Table 3.1 Organization of Chapter 3

1 Durian
1 Heavy Weight 2 Mangosteen
Fruits 3 Longan
Covered 1 Mango
2 Rising Star 2 Young Coconut
3 Pomelo
Production Data of Each Fruit
Variety Major varieties or cultivars Major varieties or cultivars, Gl list
Trend Output trend in three years Planting area, Output, Output per rai, Farm gate price
Structure Output structure In regions, By varieties, and Seasonal variations
Parameter Technical parameters Growth period, Planting intensity, and Unit cost

Source: CASPIM

" Varieties often occur in nature, and most varieties are true to type: the seedlings with the same unique
characteristic as the parent. Cultivars are “cultivated varieties” by humans. They are not necessarily true to type.
To propagate true-to-type clones, many cultivars must be propagated vegetatively through cuttings, grafting,
or even tissue culture.
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2. Heavy Weight

2.1 Durian

Variety

There are more than 600 varieties of durians in Thailand, according to
Horticultural Research Center of Chanthaburi. Thai Youth Encyclopedia
identifies 174 varieties in 6 groups?. Other sources, such as yearofthedurian.com
present 234 varieties®. MonThong, Chanee, KradumThong, GanYao,and Puang
Manee are very well received in the Chinese market, together with other more
exotic varieties such as Long Lap Lae, Lin Lap Lae, Chanthaburi 1, and
Nuanthongchan (Table 3.2).

The Department of Intellectual Property (DIP) of the Ministry of Commerce
(MOC) in Thailand also granted Gl (geographical indication) to 11 groups of
durian in the country (Table 3.3).

2 The foundation of Thai Youth Encyclopedia 2006: Thai Youth Encyclopedia (ans1unsunsudmsuismoulve) No. 28.

3 www.yearofthedurian.com
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Table 3.2 Major Varieties of Thai Durian

3 | KradumThong

Variety Characteristics
ANDUNDY
1 MonThon The most planted and exported variety. Big size,; Thick dark yellow flesh,
9 sweet and creamy, strong aroma, thin skin; Weight 3-5 kg.
LY/
7 Traditionally popular variety and better resistant to diseases; Medium
2 Chanee size, golden yellow, thick flesh, fine texture, soft, sweet and creamy,
strong aroma; Weight 2-4kg.
=2 g 9 (¢
NTLONNDI

An early season variety in Thailand; Small size; Light yellow flesh, fine
texture, soft, sweet but not creamy, big seed; Weight around 1 kg.

5| Puang Manee
Eir ==

Re
uem One of the famous and expensive durian varieties in Nonthaburi
4 GanYao Province; Medium size, with a long stalk; Light yellow flesh, fine texture,
F= soft, sweet and creamy, big seed; Weight 2-4kg.
B
WNNE

Native to the province of Chanthaburi, valued for its toffee-like flavor;
Small size; Vibrant golden flesh, smooth, dry but creamy, strong
sweetness, big seed; Weight 0.8-1.5 kg.

AMNAULA
6 Long Lap Lae
WtBE

One of the famous and expensive durian varieties in Laplae District
Uttaradit Province; Small to medium size; Thick dark yellow flesh, fine
texture. sweet and creamy, soft aroma; Round shape, thin skin, stunted
seeds; Weight 0.5-3.5 kg.

wANALLA

7 Lin Lap Lae

One of the famous and expensive durian varieties in Laplae District
Uttaradit Province; Small size, Light yellow flesh, sweet and creamy with
a hint of savoury, fine texture, soft aroma; Cylindrical shape, thin skin,

9 | Nuanthongchan

Wi

WhigsE stunted seeds; Weight 1.0-1.8 kg.
w3 o Hybrid of Chanee and MonThong; Medium size; Yellow flesh, sweet and
8 | Chanthaburi1 [ creamy, fine-grained, soft aroma, mostly stunted seeds; Weight 2.6-3.6
kg.
AR ET g
WIANDITUT

Hybrid of Puang Manee and MonThong; Medium size, Thick gold yellow
flesh, sweet and creamy, very weak aroma; Thin skin, small seed;
Weight 2.5-3.0 kg.

Source: Compiled by CASPIM
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Table 3.3 Gl of Durian in Thailand

Name Name in Thai Province
Uttaradit Long Lab Lae Durian NEFPUNRAVURYATAND Uttaradit
Uttaradit Lin Lab Lae Durian NEunduduuagasAnn Uttaradit
Nont Durian niFEuu Nonthaburi
Durian Pa La-U wisuhasg Nonthaburi
Naiwong Ranong Durian nioulunesuss Ranong
Durian Prachin NEuiu Prachinburi
Sisaket Volcanic Area Durian nSsun InATauny Sisaket
Phangnga Salika Durian NEBUAANININ Phangnga
Cha Nee Koh Chang Durian nEpuzeiiinizge Trat
Pakchong-Khaoyai Durian nSnnhngaae ng) Nakhon Ratchsima
Chan Durian niFsuIu Chanthaburi

Source:: DIP 2021

Trend

The production of durian in Thailand is highly responsive to price signals,
with about 3-year time lag. The large export to China and higher price bided
by Chinese importers stimulated the increase in planting area since 2018. In
2021, the planting area reached 1.2 million rai and an output of 1.3 million
tons. The new trees will increase the supply in the near future, which brings
about the concern of the sustainability of the high price.

Table 3.4 Planting Area and Output of Durian in Thailand 2019-20214

Total Planting Area (1000 rai) Output ( 1000 ton) Output/rai (kg/rai) Farm Gate Price (Baht/kg)
Fruits t
2019 2020 l 2021 2019 ] 2020 ‘ 2021 2019 2020 2021 [ 2019 l 2020 2021
Durian 967 1,147 1,192 743 1,109 1,289 | 1,651.37 | 1,569.88 | 1,525.14 | 89.90 100.26 111.49

1 rai = 1,600 square meters = 2.4 Chinese mu (f)
Source:: DOAE 2021

4 Data from the database of Department of Agricultural Extension (DOAE) of Ministry of Agriculture and
Cooperatives (MOAC) https://opendata.doae.go.th
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Structure

The East (e.g. Chanthaburi) and South (e.g. Chumphon) regions accounted
for 49% and 43% of output in 2021 (Table 3.5), MonThong continues
to dominate the market (nearly 90% of the output) because of its commercial
viability, followed by Chanee (about 5%). Puang Manee and GanYao also
gained popularity (Table 3.5).

Table 3.5 Durian Output Proportion in Geographic Regions and by Major
Varieties®

Proportion of ut (%, Proportion of Output (%)
Region '2:021 om:ozo »| | Malor variety 2021 2020
South 42.80 43.18 MonThong 87.81 86.61
East 49.02 48.81 Chanee 4.76 5.47
North 4.62 4.77 KradumThong 1.33 1.55
West 1.56 2.35 GanYao 0.86 0.56
North East 1.97 0.89 Puang Manee 0.24 0.14
Central 0.03 0.01 Others 5.01 5.66

All 100.00 100.00 All 100.00 100.00

Source:: DOAE 2021

Although Thailand is able to deliver durian all year round, the major harvest
season starts in March (with varieties like Puang Manee and Chanee).
MonThong in the East will enter by mid April. The South will carry on until
October (Table 3.6).

Table 3.6 Seasonal Variation of Durian Output in Thailand®

Proportion of Harvest % (2020)
Fruit
Jan Feb Mar Apr May June July Aug Sep Oct Nov Dec
Durian 0.46 073 | 466 | 1486 | 1914 | 1402 | 1407 | 17.22 | 1048 3.51 0.44 041

Source:: DOAE 2021

> Data from the database of Department of Agricultural Extension (DOAE) of Ministry of Agriculture and
Cooperatives (MOAC) https://opendata.doae.go.th

6 Data from the database of Department of Agricultural Extension (DOAE) of Ministry of Agriculture and
Cooperatives (MOAC) https://opendata.doae.go.th
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Parameter

The technical parameters for durian production in Thailand (Table 3.7) are
based on findings of the field trip observations by the researcher team. It is
interesting to note a tree may carry fruit in 3 to 5 years with the cleft grafting
method of breeding. The farmers are thus quick to expand production when
the farm gate price (Table 3.4) is much higher than the average cost of 30 B/kg.

Table 3.7 Technical Parameters for Durian Production in Thailand

Technical Parameters ‘ Case Source
Life of a Tree 40-50 years CTDL
Years Before Carrying Fruits . 3-5 years, with cleft grafting method of breeding ‘ BKAP
Harvest After Flowering . 120 - 135 (Mon Thong), 102-103 (Chanthaburi 1-3) ' CTAR
Harvest Time . East: Mar-June; South: July-Oct ‘ CTDL
Planting Intensity . 20 trees per rai, 80 fruits/tree/year ‘ BKAP, BKTE
Cost of Production . 20-30 B/kg ' BKJT, RACA

Source:: CASPIM field trip

2.2 Mangosteen
Variety

Without a pollination process, mangosteen has only one variety in the world.
The fruit may appear glossy or striped due to different field management
practices or ages of a tree (Figure 3.1). A good fruit may have a big size (up to
100g in size 6A), smooth and glossy skin in purple or black color, with white
and fluffy flesh, and a sweet and sour flavor.

The Department of Intellectual Property (DIP) of Ministry of Commerce (MOC)
in Thailand also granted Gl (geographical indication) to 2 groups of mango-
steen in the Ranong and Nakhon Sithammarat provinces (Table 3.8).

Trend

The output in 2021 is less than half of that in 2019 due to lower output per rai
under poor weather conditions and a reduction of planting area. Lower output,
however, supported the farm gate price of around 40 B/kg, merely higher
than the production cost but much lower than that of durian (Table 3.9).
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Figure 3.1 Appearance of Mangosteen

glossy #i1T (from 7-15 year tree) striped {£47T (from 15-50 year tree)

L

Source: Compiled by CASPIM

Table 3.8 Gl of Mangosteen in Thailand

Name Name in Thai Province
1 Naiwong Ranong jfanalueszens Ranong
Mangosteen .
5 Khao Khiriwong U= T Nakhon
Mangosteen d Sithammarat

Source: DIP 2021

Table 3.9 Planting Area and Output of Mangosteen in Thailand 2019-20217

Total Planting Area (1000 rai) Output ( 1000 ton) Output/rai (kg/rai) Farm Gate Price (Baht/kg)

Fruits
2019 2020 2021 2019 2020 2021 2019 ‘ 2020 2021 2019 2020 2021
} | ! : {
Mangosteen 498 506 473 549 334 246 1,682.98 | 1,090.03 | 759.28 36.77 40.56 38.24

1 rai = 1,600 square meters = 2.4 Chinese mu (i)
Source:: DOAE 2021

7 Data from the database of Department of Agricultural Extension (DOAE) of Ministry of Agriculture and
Cooperatives (MOAC) https://opendata.doae.go.th
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Structure

The major production bases are in the South (e.g. Chumphon) and East
(e.g. Chanthaburi) (Table 3.10). Although Thailand is able to deliver
mangosteen all year round, the major harvest season starts in March and ends

in October, with the peak time from May to August (Table 3.11).

Table 3.10 Mangosteen Output Proportion in Geographic Regions®

Region Proportion of Output (%)
2021 2020
South 7120 41.81%
East 27.88 57.68%
North 0.29 0.02%
West 0.46 0.46%
North East 0.15 0.03%
Central 0.02 0.00%
All 100.00 100.00

Source:: DOAE 2021

Table 3.11 Seasonal Variation of Mangosteen Output in Thailand®

Mangosteen | 0.67 | 0.69

Proportion of Harvest % (2020)
Jan Feb Apr May June July Oct Nov
1343 | 26.17 | 15.31 | 1325 1.15 0.15

Source:: DOAE 2021

8 Data from database of Department of Agricultural Extension (DOAE) of Ministry of Agriculture and
Cooperatives (MOAC) https://opendata.doae.go.th

° Data from database of Department of Agricultural Extension (DOAE) of Ministry of Agriculture and
Cooperatives (MOAC) https://opendata.doae.go.th
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Parameter

The technical parameters for mangosteen production in Thailand (Table 3.12)
are based on findings of the field trip observations by the researcher team.
The production is not very responsive to price change in the short run, as
it takes 6-8 years for a tree to bear fruit. The supply depends largely on the
weather condition. In the long run, higher farm gate price of alternative fruits
such as durian leads farmers to reduce the planting area of mangosteen.
Careful post-harvest handling increases the cost, as its outer skin will be
hardened if bruised.

Table 3.12 Technical Parameters for Mangosteen Production in Thailand

Technical Parameters I Source

Life of a Tree May be 100 years, mostly 30-40 years old . CTFD, NASF

Years Before Carrying Fruits . From seed: 8-12, 15 years properly, cleft grafting 6 years BKJT, CTFD

Harvest After Flowering 100 -120 days CTFD, RYFC
Harvest Time Mainly April to Sep CTFD
Planting/Production Intensity 120kg/tree CTFD
Cost of Production 20B/kg CTFD

Source:: CASPIM field trip case studies

2.3 Longan

Variety

There are 66 varieties of longan in Thailand, according to the Plant Germ-plasm
Database of Department Of Agriculture (DOA)" Daw or E-Daw are the
dominant varieties. Other well sought after varieties include Biew Khiew,
Chompoo etc. (Table 3.13).

The Department of Intellectual Property (DIP) of Ministry of Commerce (MOC)
in Thailand also granted Gl (geographical indication) to 3 groups of longan in
the provinces of Lamphun and Samut Sakhon (Table 3.14).

' Plant Varieties Protection Office, Department Of Agriculture 2002: Plant Germ-plasm Database : Longan.
https:// www.doa.go.th/pvp/wp-content/uploads/2019/12/Longan.pdf
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Table 3.13 Major Varieties of Thai Longan

Variety Characteristics

wuana Most popular in Thailand harvesting in late June to early July; Big seed. The
1 [Yenhlh) flesh, sweet and with good flavor, is rather tough and not crispy; Grown in the

northern provinces.
Daw or E-Daw

vi'uiﬁl,ﬁﬂmﬁm Well sought after, harvesting in late August to September; Round, large, brownish
2 . . green, large proportion of flesh which is crispy, pleasant scented and sweet; Thick
Biew Khiew skin which is advantageous to longer shelf life; Grown in the northern provinces.

g Harvesting mid to late August; Medium to large in size, average proportion of
3 n3pduvn flesh which is firm and of good eating quality. Thick skin which is advantageous to
longer shelf life; Suitable for canning; Grown in the northern provinces.

Haew
o . Well sought after; Harvesting in middle July to early August; Medium size, oval in
4 WURATNY shape and with greenish light brown skin. Large proportion of flesh which is
Chompoo slightly pink, very sweet and has a pleasant aroma; Grown in the northern

provinces.

ﬁ'uﬁfmwm Smooth light brown skin with brown spot. Thick flesh, crisp, creamy white color,
5 just right degree of sweetness; Harvesting mid Feb suitable for the market
Phuang Thong | Chinese New Year.

W .
MRINDTEAT [ gwland cultivar; Grown in the central region in Samut Sakhon and Ratchaburi;

6 mng Big seed, Firm flesh, not very sweet; First harvest May to June, Second harvest

Phetsakon December to January

Source: Compiled by CASPIM

Table 3.14 Gl of Longan in Thailand

Name J Name in Thai | Province

Lamphun Biaokhiao Longan li‘l'lmﬁmlimﬁ'n‘u Lamphun

Lamphun Golden Dried Longan alsauuaiiindnasdyu Lamphun
Banphaeo Phuang Thong Longan alowrmes Thuuw Samut Sakhon

Source: Compiled by CASPIM
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Trend

2021 was a year of harvest for Longan when the output reached nearly
1.2 million tons. The price, however, hit the lowest due to a large supply in
Thailand and a clog in export to China due to Covid 19 (Table 3.15).

Table 3.15 Planting Area and Output of Longan in Thailand 2019-2021"

Total Planting Area (1000 rai) Output ( 1000 ton) Output/ral (kg/rai) Farm Gate Price (Baht/kg) ‘
Fruits
2019 2020 2021 2019 2020 2021 2019 ‘ 2020 2021 2019 2020 2021
} } [ !
Longan 1,309 1,678 1,659 729 797 1178 | 1,273.10 ‘ 127411 | 149917 | 2623 202 17.67

1 rai = 1,600 square meters = 2.4 Chinese mu (Ff)
Source: DOAE 2021

Structure

North (such as Chiangmai & Lamphun) and East region (such as Chanthaburi)
accounted for 68% and 29% of output in 2021. The dominating variety E-Daw
accounted for 98% of outputin 2021. To cater for the season of Chinese market,
varieties like Phuang Thong and Phetsakon gained its shares in the planting
area recently (Table 3.16). Longans in the North are generally whiter, with thin
skin, fleshy and sweet. Longans in the East are bigger, fleshy and with thick
skin.

Harvest starts in July until March of the next year (Table 3.17). The peak harvest
time in the north is July and August. But the fruit is available all year round
because of out-of-season varieties and application of potassium chlorate to
induce off-season flowering. The control of harvest time may cause oversupply
in a particular season.

" Data from database of Department of Agricultural Extension (DOAE) of Ministry of Agriculture and
Cooperatives (MOAC) https://opendata.doae.go.th
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Table 3.16 Longan Output Proportion in Geographic Regions and by Major

Varieties'?
Proportion of Output (%) s Proportion of Output (%)
ion Major Variety

i 2021 | 2020 ; 2021 2020
South 001 | 008 E-Daw sa.02 o7.04

T Ka Lok 0.04 0.03

East 28.76 & 26.79 = = o

North 67.55 | 68.46 Phetsakon 0.04 0.12

West 1.99 [ 1.67 Phuang Thong 0.08 0.00

North East 163 [ 298 Biew Khiew 0.04 0.02

- Haew 0.00 0.08

Central 0.06 [ 0.01 Ohers 770 PP
All 100.00 | 100.00 Al 100.00 100.00

Source:: DOAE 2021

Table 3.17 Seasonal Variation of Longan Output in Thailand™

i Proportion Harvested % (2020)

Mar Apr May July Aug Oct

June

1 T | {
Longan 10.00 609 | 3.90 ‘ 1.56 151 1.83 10.51 2439 6.31 9.34 11.68 12.88

Source:: DOAE 2021

Parameter

The technical parameters for longan production in Thailand (Table 3.18) are
based on findings of the field trip observations by the researcher team. The
production is highly responsive to price signals with about a 3-year time lag
(as new trees may carry fruit after 3 years using the air laying method of
breeding). The low farm gate price in 2021 is close to the average cost, which
dims the future of longan.

SO2 fumigation may extend the shelf life of longan from 3 days to more than
60 days. But the concern of SO2 residual (above the standard 30 ppm) reduces
the competitiveness of Thai longan vis-a-vis the fresh ones in China. One
alternative is to use the new cold storage system, which may keep the fruits
fresh for more than 20 days.

2 Data from database of Department of Agricultural Extension (DOAE) of Ministry of Agriculture and
Cooperatives (MOAC) https://opendata.doae.go.th

®  Data from database of Department of Agricultural Extension (DOAE) of Ministry of Agriculture and
Cooperatives (MOAC) https://opendata.doae.go.th
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Table 3.18 Technical Parameters for Longan Production in Thailand

Technical Parameters Source
Life of a tree 20-30 years . OAE
Years Before Carrying Fruits 2-3 years with air laying method of breeding A OAE
Harvest After Flowering 3-4 months - OAE
Harvest Time July-Aug, Dec-Jan OAE
Planting/Production intensity 64-400 trees/ral, 100kg/tree/year ‘ Longan Garden
Cost of Production 16-20B/kg TRAA

Source:: CASPIM field trip case studies

3. Rising Star
3.1 Mango
Variety

There are around 200 varieties of mango in Thailand™, led by Nam Dokmai,
followed by Kiew Savoey, Choc Anan and Kaew (Table 3.19). They may be
divided into three groups based on their major usage: 1) mainly consumed raw
(e.g. Kiew Savoey, Faa Lan and Raed); 2) mainly consumed ripe (e.g. Nam
Dokmai); 3) suitable for the processing industry: such as to be preserved (e.g.
Kaew), or to make mango juice (e.g. Mahachanok).

The Department of Intellectual Property (DIP) of Ministry of Commerce (MOC)
in Thailand also granted Gl (geographical indication) to 6 groups of mango from
major production bases in Chachoengsao, Samut Prakarn, Saraburi, Sakaeo
and Nonthaburi provinces (Table 3.20).

Trend

Mongo had a big harvest in 2021 with an output of 900,000 tons, thanks to
a bigger planting area and higher output/rai. The higher supply also
depressed the price to a year low at 16 B/kg (Table 3.21).

™ See a list of 174 varieties at https://sites.google.com/site/mamwnggg/ray-chux-phanthu-mamwng-thiy-
174-say-phanth; A survey of 46 varieties in Chachoengsao province, an important production site of mango in
Thailand in: https://www.surinseed.com/article/180/TUsupuauzamaana-10-46-uua
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Table 3.19 Major Varieties of Thai Mango

Variety Characteristics

dmenliidnes | Most popular variety for export; Flesh is yellow with a shade of orange, little fiber;
Sour when raw, sweet when ripe, with special aroma; Stunted seed; Good

Nam Dokmai X X . A N
Si Thong endurance during transportation and resistance to diseases; Average weight 350g.
Fsans Popular for consumption when it is raw; Flesh is yellow with a shade of orange;
2 Sweet and creamy when raw, sweet when ripe, with light fragrance; Big size,

Kiew Savoey | average weight 400g.

Tuapius Miracle mango with two crops in a year; Flesh is yellow, no fibre; Sour and firm
3 when raw, sweet and with fine texture when ripe, with slightly pungent odor; Big
Choc Anan size, thin seed, weight 300-400g.

i Long time consumed in Thailand, popular for three flavors combined: sweet, sour
4 and creamy; Sweet and firm, crispy and creamy with little gum even when it is raw;
Kaew Weight 200-300g.
5 dignsna A variety grows fast and easy to bear fruits; Thick flesh, crispy and creamy when
Kiew Morakot | raw, sweet and aromatic when ripe; Stunted seed; Big size, average weight 500g.
Hdu Distinguished for its cracking sound when the skin is peeled off; Creamy and not
6 much sour when raw; Creamy and with a right degree of sweetness, fine texture
Faa Lan and little fiber when ripe; Average weight 285g.
avzun

Distinguished for its elongated and curved shape; Sour when raw, sweet and sour
7 Mahachanok | when ripe with its special aroma; Seed is long and thin; Suitable for consumption

(rainbow) fresh or processed into mango juice; Weight 250-370g.

Suwas (waadn) | Fleshis dark yellow, fi‘rm with fine texture, creamy, cri§py, aljomatic and slightly
8 ) sweet when ripe; No fiber or pungent odor; Very big size, thin and stunted seed,
Jinhuang weight 0.8-1.8 kg.

ansnan Distinguished for its round shape and orange color; Flesh is lemon yellow, firm and
9 T with little fibre; Middle degree of sweetness when ripe; No pungent odor; Big size,
R2E2 weight 0.6-1 kg.
wsn It is called ‘Rhinoceros’ due to the little pointed horn that protrudes out of the fruit;
10 Very sour when raw, sweet and sour when ripe; Lots of fibre and short seed;
Raed Usually consumed as a sour snack along with dips; Average weight 300g

Source: Compiled by CASPIM
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Table 3.20 Gl of Mango in Thailand

Name Name In Thai [ Province
Nonthaburi Yai Klam Mango u:ﬂnmuna:'mumﬁ Nonthaburi
Nam Dok Mai Khung Bang Kachao uahaheenbidauienad Samut Prakarn
Sakaeo Nam Dok Mai Mango unbhaheonbiasui Sakaeo
Nam Dol Mai See Thong Bang Khla Mango wshaieenldinowadn Chachoengsao
Saraburi Man Nong Saeng Mango unbhalumusugasyi Saraburi
Nam Dok Mai Samutprakarn Mango u:ahul"mnb'a'nqnnh’rms Samut Prakan

Source: DIP 2021

Table 3.21 Planting Area and Output of Mango in Thailand 2019-2021"

| Total Planting Area (1000 rai) Output ( 1000 ton) Output/rai (kg/rai) Farm Gate Price (Baht/kg)
Fruits T [
2019 2020 2021 2019 2020 ‘ 2021 2019 J 2020 2021 2019 ‘ 2020 ] 2021
Mango 825 894 914 517 552 903 1,564.12 | 1,400.85 | 2,078.30 | 22.72 27.08 ‘ 1564 |

1 rai = 1,600 square meters = 2.4 Chinese mu (i)
Source:: DOAE 2021

Structure

North (e.g. Phitsanulok, Chiang Mai), Northeast (e.g. Loei, Nakhon Ratchasima)
and West (e.g. Prachuap Khiri Khan, Ratchaburi) accounted for 87% of
the output of Mango in the country in 2021. Other important provinces
include Chachoengsao in the East and Nonthaburi in the Central. The most
important variety is Nam Dokmai, but its share dropped from 34% in 2020 to
26% in 2021, together with other traditional varieties, replaced by new varie-
ties such as Jinhuang and R2E2 (Table 3.22). The major harvest season starts
in February and ends in June, with the peak time from March to May (Table
3.23).

> Data from database of Department of Agricultural Extension (DOAE) of Ministry of Agriculture and
Cooperatives (MOAC) https://opendata.doae.go.th
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Table 3.22 Mango Output Proportion in Geographic Regions and by Major
Varieties™

Proportion of Output (%) Proportion of Output (%)
Reglon 2020 2021 i 2020 2021
Nam Dokmal 34.19 26.00
South 0.37 0.25 Kiew Savoey o0 e
East 11.48 7.67 Choc Anan 13.07 7.51
North 42.86 35.04 _Sam a8 473
Kiew Morakot 6.06 291
Wes‘ — 2061 11 53 Faa Lan 5.64 1.91
North East 19.34 41.85 Mahachanok 1.79 1.44
Central 5.33 3.37 S ;“’Z o=
All 100.00 100.00 Raed 043 045

Source:: DOAE 2021

Table 3.23 Seasonal Variation of Mango Output in Thailand"

Total Planting Area (1000 rai) Output ( 1000 ton) Output/rai (kg/rai) Farm Gate Price (Baht/kg)

Fruits
2019 ‘ 2020 2021 2019 2020 2021 2019 2020 2021 2019 2020 2021
Pomelo 58 ‘ 62 72 122 118 173 2811,65 | 2807.63 | 3197.37 32.56 2812 35.39

Source:: DOAE 2021

Parameter

The technical parameters for mango production in Thailand (Table 3.24) are
based on findings of the field trip observations by the researcher team. The
production is highly responsive to price signals with about a 1-3 year time
lag (as new trees may carry fruit after 1 year using a grafting method of
breeding).

'® Data from database of Department of Agricultural Extension (DOAE) of Ministry of Agriculture and

Cooperatives (MOAC) https://opendata.doae.go.th

7 Data from database of Department of Agricultural Extension (DOAE) of Ministry of Agriculture and
Cooperatives (MOAC) https://opendata.doae.go.th
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Table 3.24 Technical Parameters for Mango Production in Thailand

Technical Parameters Source

Life of a tree Normally 25 years (there are trees of 100 years age) PSAA

Years Before Carrying Fruits By grafting 1 year, 3 years normal production PSAA

Harvest After Flowering 3-4 months PSAA

Harvest Time Mar-May PSAA

Planting/Production Intensity 25 trees/ral (moderrn) or 30-40 trees possible, 200 frults/tree PSAA
Cost of Production 11-12 B/kg PSCA, PSFD

Source:: CASPIM field trip case studies

3.2 Young coconut
Variety

Young Coconut is consumed for flesh and juice. It is divided into sweet juice
coconut and aromatic coconut. There are five kinds of aromatic coconuts
in Thailand, distinguished by their color, size, juice volume and flesh weight
(Table 3.24).

Table 3.25 Five Kinds of Aromatic Coconut in Thailand

Aromatic Coconut Juice Volum Flesh Weight
1 Green fruit, Round bottom 460 m| 120g
2 Yellow fruit, Round bottom 390 ml 100g
3 Brown fruit, Round bottom 390 ml 100g
4 | Green fruit, Pleated bottom, Medium size 330 ml 90g
5 Green fruit, Pleated bottom, Small size 120 ml 509

Source:: DOA 2019: Technology Management for Production of Aromatic Coconut

The Department of Intellectual Property (DIP) of Ministry of Commerce (MOC)
in Thailand also granted Gl (geographical indication) to 3 groups of aromatic
coconuts from major production bases in Ratchaburi, Samut Sakhon and
Chachoengsao provinces (Table 3.25).
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Table 3.26 Gl of Aromatic Coconut in Thailand

Name Name in Thai Province
Ratchaburi Aromatic Coconut uswinimenToys Ratchaburi
Banphaeo Aromatic Coconut uswi v uuws Samut Sakhon
Bang Khla Aromatic Coconut uswiivesunai Chachoengsao

Source:: DIP 2021

Trend

The planting area and output of young coconuts have grown quickly in recent
years: the output increased from 325,000 tons in 2019 to 529,000 tons in
2021, stimulated by high demand in China, which also supports a price of
12.22 Bath/kg in 2021, increased from 10.88 Bath/kg in 2020 (Table 3.26).

Table 3.27 Planting Area and Output of Young Coconut in Thailand 2019-
202118

Total Planting Area (1000 rai) . Output ( 1000 ton) Output/ral (kg/rai) Farm Gate Price (Baht/kg)

Fruits
2019

2020 ‘ 2021 2019 2020 J 2021 2019 2020 2021 2019 2020 2021

219 235 325

Coconut Y 175 433 ‘ 529 |3,334.27 | 3,431.89 | 3,890.06 | 13.61 10.88 1222

1 rai = 1,600 square meters = 2.4 Chinese mu (i)
Source:: DOAE 2021

Structure

The most important production base is the West (Ratchaburi, Samut Sakhon,
Samut Songkhram), followed by the South (Nakhon Si Thammarat), and the
East (Chachoengsao) (Table 3.27). Young coconut or aromatic coconut can
be harvested all year round, although the demand is lower during the winter
time in China (Table 3.28).

'®  Data from database of Department of Agricultural Extension (DOAE) of Ministry of Agriculture and
Cooperatives (MOAC) https://opendata.doae.go.th
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Table 3.28 Young Coconut Output Proportion in Geographic Regions™

Proportion of Output (%) 2021
Lo ton %
South 76,896 145
East 54,389 10.3
North 867 0.2
West 385,631 72.9
| North East - 3,19 06
Central 7,951 1.5
ALL 528,924 100.0

Source:: DOAE 2021

Table 3.29 Seasonal Variation of Aromatic Coconut Output in Thailand®

Proportion Harvested % (2020)

| Provinces | Jan | Feb | Mar | Apr | May | June | July | Aug [ Sep [ Oct | Nov | Dec |
Ratchaburi 466 | 803 | 8.09 | 456 | 3.13 | 444 | 687 | .11 | 11.03 | 1357 | 16.15 | 10.38 |
Samut Sakhon 1255 | 536 | 4.42 51 6.85 | 7.22 8.2 108 | 12.39 | 12.75 | 1226 A 9.05
Chachoengsao 9.06 | 542 | 505 | 473 | 551 | 84 | 944 | 11.81 | 11.56 | 10.32 | 9.59 | 9.11 |
Samut Songkram | 633 | 567 | 5 | 667 | 667 | 10 | 1133|1267 | 12 | 833 | 8 | 7.33
Chon Buri 854 | 8.54 | 854 | 854 | 854 | 854 | B54 | 854 | 849 | 848 | 7.35 | 7.35 |

Source:: DOAE 2021

Parameter

The technical parameters for young coconut production in Thailand (Table
3.29) are based on findings of the field trip observations by the researcher
team. The production is also highly responsive to price signals with about a

3-year time lag.

Aromatic coconut belongs to the Dwarf Palm family (or sewiviusuyd ). There
are varying degrees of aroma of young coconut in Thailand, although many
of them claim to be aromatic coconut. There may be “Xenia Effect”: when
aromatic coconut cross-pollination with other varieties and lose its aroma.

' Data from database of Department of Agricultural Extension (DOAE) of Ministry of Agriculture and

Cooperatives (MOAC) https://opendata.doae.go.th

2 Data from database of Department of Agricultural Extension (DOAE) of Ministry of Agriculture and

Cooperatives (MOAC) https://opendata.doae.go.th
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Table 3.30 Technical Parameters for Young Coconut Production in Thailand

Technical Parameters Source
Life of a tree 35-40 DOA
Years Before Carrying Fruits 3 years, but 6 years up better quality DOA
Harvest After Flowering 6 months DOA
Harvest Time Harvest every 20 days, Winter low sales in China DOA
Planting/Production Intensity 37-43 trees/ral, 5500 fruits/ral/yerar, >120 frutts/tree/year DOA
Cost of Production 5 B/kg BKFK

Source:: CASPIM field trip case studies

3.3 Pomelo
Variety

There are around 20 cultivars of pomelo currently planted in the world?".
Department of Agricultural Extension (DOAE) of Ministry of Agriculture and
Cooperatives (MOAC) publishes the data of 9 cultivars which are popular in
the commercial plantation in Thailand?? (Table 3.30).

The Department of Intellectual Property (DIP) of Ministry of Commerce (MOC)
in Thailand also granted Gl (geographical indication) to 9 groups of pomelo
from major production bases in the country (Table 3.31).

Trend

The rapid growth of export to China was supported by the expansion of
output which reached 173,000 tons in 2021, nearly 50% growth. The higher
output was achieved through higher panting area and output per rai. The
farm gate price was above 35 B/kg, the highest in three years (Table 3.32).

21 http://citruspages.free.fr/pomelos.php

2 Database of Department of Agricultural Extension (DOAE) of Ministry of Agriculture and Cooperatives
(MOAQ). See also W. Makkumrai et al. 2021 COMPARISON OF POMELO (CITRUS MAXIMA) GROWN IN CHINA
AND THAILAND. Frontier of Agricultural Science and Engineering 8(2): 335-352.
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Table 3.31 Major Varieties of Thai Pomelo

Variety Characteristics
Wufnasy Flesh from dark pink to red, similar as pomegranate; Soft, sweet, juicy, and with
1 flavorful aroma; It has a few seeds or is seedless; °Brix 9.7%—-12.7%; Weight 1.8
Tabtinsiam - 2.0kg.
nagf The predominant commercial cultivar in Thailand; Flesh soft pink, soft, very juicy,
2 watery, not bitter, and fragrant; Seedy, thin skin; °Brix 10.5%— 11.9%; Weight 0.9
Thong Dee —1.1kg.
PTIar Flesh honey-colored, firm, sweet and a bit sour, crisp, juicy but not watery;
3 Seeds are large but few in number; Quite thick skin; °Brix 11.4%—12.6%; Average
Khao Naphung [ weight 1.8 kg.
a1 lnai Flesh white with a shade of yellow, sweet, crisp a bit sour, and juicy but not
4 ". watery; Seeds are quite large and numerous; °Brix 10.5%—12.4%; Big size,
Khao Yai weight 1.2-2.3 kg and may reach 3.0-4.0 kg.
PN Commonly used as offering in festivals; Flesh white with a shade of yellow, sweet
5 and sour, juicy but not watery; The skin is moderately thick and with few seeds;
Khao Phuong | °Brix 9.8%; Average weight 1.3 kg.
6 ZIUMNT Flesh white, sweet and mildly sour, not bitter, crisp, soft, dry and not watery; Thin
Khao Tangkwa skin with large flesh, °Brix 10.8%—11.4%; Weight 0.9-1.6 kg.
Yindag Pith thick and fluffy with a unique aroma; Flesh light pink, soft, juicy, sour and
7 . mildly sweet; Thin skin with a few seeds and sometimes seedless; °Brix 8.69%—
Tha Khoi 9.39%; Weight 0.7-0.8 kg.

Source: Compiled by CASPIM
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Table 3.32 Gl of Pomelo in Thailand

Name Name In Thal Province
Chainat Khaotangkwa Pomelo anlaguaanngeum Chainat
Nakhonchaisri Pomelo duTouassens Nakhon Pathom
Samutsongkhram Khaoyai Pomelo dnTazm Ingjaymsanny Samut Songkhram
Pakpanang Tubtim siam Pomelo du Toviufinagannmiy Nakhon Sithammarat
Yarang Puko Pomelo duToy Tnessa . Pattani
Pomelo Hom Khuanlang ﬁuTwﬁumué’a Songkhla
Thakhoi Mueang Phichit duTovidanidioing Phichit
Thong Dee Ban Thaen Pomelo dn Tonaed tiniuriu Chaiyaphum
Prachin Pomelo ' duTaniu ' Prachinburi

Source: DIP 2021

Table 3.33 Planting Area and Output of Pomelo in Thailand 2019-2021%

Total Planting Area (1000 rai) Output ( 1000 ton) Output/rai (kg/rai) Farm Gate Price (Baht/kg)
Fruits
2019 ‘ 2020 ‘ 2021 2019 ] 2020 ‘ 2021 2019 2020 2021 2019 ‘ 2020 ‘ 2021

1 Pomelo 58 ‘ 62 72 122 118 173 2811,65 | 280763 | 3197.37 | 32.56 28.12 35.39

1 rai = 1,600 square meters = 2.4 Chinese mu ()
Source:: DOAE 2021

Structure

The most important regions for pomelo production are the West (e.g.
Ratchaburi) and the North (e.g. Pichit). The most popular variety in Thailand
is Thong Dee, followed by Khao Naphung (Table 3.33). The output of the
bestselling Thai pomelos in China, Tubtim siam increased from 95 tons in 2020
to 11,838 tons in 2021. 93% of the output comes from the southern province
of Nakhon Si Thammarat, where Pakpanang has the recognition of GI.

Pomelo can be harvested all year round, although the peak months are from
July to September (Table 3.34).

3 Data from database of Department of Agricultural Extension (DOAE) of Ministry of Agriculture and
Cooperatives (MOAC) https://opendata.doae.go.th
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Table 3.34 Pomelo Output Proportion in Geographic Regions and by Major
Varieties®*

Proportion of Output . Proportion of Output (%)
Region Cese ey ol ey 2020 2021
2020 2021 Khao Naphung 19.82 18.75
South 1.78 10.24 Khao Phuong 0.41 0.04
Khao Hom 0.05 0.02
East 1203 B Khao Tangkwa 4.66 16.32
North 34.86 38.08 Khao Paen 0.01 0.02
Khao Yai 18.27 12.88
West 45.02 4185 = o e
North East 238 270 Tubtim siam 0.08 6.86
el 305 200 Tha Khoi 2.47 7.36
Others 5.49 7.12

Source:: DOAE 2021

Table 3.35 Seasonal Variation of Pomelo Output in Thailand®

Proportion Harvested % (2020)
Fruit T
Jan Feb Mar Apr May June July Aug Sep Oct Nov Dec

Pomelo | 6.06 | 5.33 | 425 | 5.67 6.77 7.69 13.87 | 15.11 | 1456 @ 9.67 532 569

Source:: DOAE 2021

Parameter

Table 3.36 Technical Parameters for Pomelo Production in Thailand

Technical Parameters Source
Life of a tree 20-30 years chiataigroup.com
Years Before Carrying Fruits 2 years chiataigroup.com
Harvest After Flowering 6.5-8 months technologychaoban
Harvest Time All Year Round, Peak July to September DOAE
Planting/Production Intensity 19-32 trees per rai, 200 fruits/tree www.tridge.com
Cost of Production 7B/kg Tippawan 2019*

*Tippawan 2019: Journal of SSMS http://ssms.jp/img/files/2019/04/sms13_7220.

2 Data from database of Department of Agricultural Extension (DOAE) of Ministry of Agriculture and

Cooperatives (MOAC) https://opendata.doae.go.th

# Data from database of Department of Agricultural Extension (DOAE) of Ministry of Agriculture and

Cooperatives (MOAC) https://opendata.doae.go.th
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VEG

“It's a tough market today. The low-hanging fruit has
already been picked. " — Gary Eldred

1. Overview 3. Rising Star

2. Heavy Weight 3.1 Mango
2.1 Durian 3.2 Young coconut
2.2 Longan 3.3 Pomelo

2.3 Mangosteen






1. Overview

The fruit marketin China is highly competitive. Even the durian in Thailand faces
increasing competition from ASEAN neighbors like Vietnam, Malaysia and the

Philippines. This Chapter focuses on the market intelligence of the six fruits in
concern, each covered with the following four parts (Table 4.1):

1) Thai Fruit in China: export values and volumes from Thailand, and

their trends;
2)  Among Competitors: current and potential competitors, their capacity
and advantages;
3)  Marketing mix: observations of the 4P mix (product, price, promotion,
channel) in Chinese market;
4)  Consumer insights in terms of positive keywords and negative feedback.

Table 4.1 Organization of Chapter 4

Fruits

Heavy Weight

Durian

Mangosteen

Longan

Covered

Rising Star

Mango

Young Coconut

WIN|[= W [N |—=

Pomelo

Marketing Data of Each Fruit

Thai Fruit in China
Among Competitors

Marketing Mix

value volume, and trend
current and potential competitors

case observations of 4P mix

Consumer Insight

Source: CASPIM

Market

positive key words & negative feedback
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2. Heavy Weight

2.1

Durian

Thai Durian in China

From the export value and volume of Thai durian in China (Table 4.2), we
may observe the following:

1)

2)

3)

4)

)

Table 4.

nensuall
14

nwisu

Despite of Covid 19 and its negative impacts on international trade,
durian export from Thailand to China reached 779,800 tons and
898,322 million in 2021;

The success in 2021 is attributed to rising demand in China through
channel deepening, and strict control of quality, such as “eradication of
premature harvest” by the Thai government;

The growth rate, about 80% to 100% per year for value in the 4-year
period, is impressive. The relatively lower growth rate for volume
shows the price premium every year;

Contrary to the pessimistic views on Chinese ZCP (Zero Covid Policy)
inthe early months of 2022, durian exportin Thailand quickly recovered
from April to June, when the problem of traffic jam was solved by the
joint efforts of the Thai and Chinese governments, and the Thai
exporters. With a surge in November and December, the accumulated
durian export from Thailand to China in the year 2022 outperformed
that of 2021 (Table 4.3);

The growth in the past shows the market acceptance and potential to
absorb the extra capacity. The major challenges remain in terms of
possible future disruption of logistics, quality control of Thailand,
and competition from other ASEAN countries.

2 Export Value and Volume of Thai Durian in China 2018-2021

2018 | 2019 | 2020 I 2021
Mil B VRankl MilB | A% |VRank| MiB | A% |VRank| MiB | A% |V Rank share%

8% |
Durian 13,179 | 784 1 26341 | 998 | 1 47,798 | 815 1 98,332 | 105.7 1 706

Fruits 14 |

) 2018 2018 2020 2021
Tenieali 14 Fruits 14
Ton A% Rank Ton A% Rank Ton A% Rank Ton A% Rank
i Duian 199986 474 | 5 |375333| 877 | 4 |4saa11| 184 | 3 |770880| 765 | 5

Source: Custom of Thailand quoted in Tables 1.3 and 1.4.
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Table 4.3 Comparison of Export Value, Volume and Price of Thai Durian in
China 2021-2022

Morith 2022 (Ton) 2021 (Ton) B/kg 2022 8/kg 2021
Current Accumulated Current Accumulated
Jan 8479 8,479 7,201 7,201 180 144
| Feb 1,389 9,867 20,619 27,820 158 139
Mar 11,642 21,509 11,643 39464 149 140
Apr 127,428 148,937 140,189 179,653 142 133
May 256,549 405,486 211,350 391,003 127 120
| June 161,783 567,270 82,650 | 473653 124 128
July 102,989 670,259 111,669 585,321 134 119
Aug 19,121 689,380 124,685 710,006 130 17
| sep 4,684 694,064 30,962 | 740,968 147 132
| Oct 5,420 600,484 955 | 750,523 156 158
Nov 36,394 735,879 12,798 763,321 154 165
Dec 53,790 789,668 16,552 779,872 148 167

Source: Compiled by CASPIM from Data of Customs of Thailand

Among Competitors

China, the largest market of durian in the world, imported 822,000 tons of
fruit in 20217, mostly from Thailand, the largest producer on earth, which
churned out more than 1 million tons a year in the past. Thai farmers benefit
from the large and growing market: durian export to China took off in 2003
when FTA was established between the two countries, and Thailand is the only
country on the permission list for fresh durian until 2021 (Table 4.4).

Malaysia gained export permission for frozen durian puree and meat
in 2011 and whole frozen durian in 2019. Its major varieties are Musang
King and Black Thorn (Figure 4.1). The two varieties are positioned for
the higher-end market of “Connoisseurs”. In 2022 the price of Musang
King is B600/kg-B700/kg, more than three times of MonThong of Thailand.
The limitation for the country is the export capacity: Malaysia is the
biggest country for durian consumption in the world. The domestic
market devours most of its output. Out of its total output of about 0.4 million
tons, only 20,000 tons are earmarked for China.

' Data of Customs of China
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Table 4.4 Countries with Permission of Durian Export to China

Thailand Malaysia Vietnam Phillipines
Permission Both Fresh & Frozen Only
by China Frozen (Meat & Whole Fruit) Eosst fest
[
|
s | oox : :
|
Pc“:;‘;?“'z" > 1 mil ton 0.4 mil ton 0.6 mil ton 0.1 mil ton
Major Varieties Char::m?:%um Musang King, MonThong Puyat, Kob
In China GanYao, Puangmanee Black Thorn, Sultan Ri6 Duyaya, D101
i Major Season Mar-Oct Jun-Jan Apr-July, Oct-Mar | Feb-April, Aug-Oct

Source: Compiled by CASPIM

Figure 4.1 Representative Varieties of Durian in Malaysia
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Vietnam gained the export permission and officially entered the Chinese
market in September 2022. It used to sell durian to China through unofficial
border trade or in the name of Thai produce. Its major varieties are MonThong
and Ri6 (Figure 4.2). Its advantages over Thailand are shorter transportation
routes to China (around 36 hours vs three/four days) and lower production
costs. At the first stage, only 51 orchards in Vietnam (compared with more
than 55,000 in Thailand), received export permission. That translates to 18,000
out of around 600,000 tons of total capacity. However, in early 2023, the
number of orchards’ export permission jumped to 163. The plantation area
also increased to 80,000 hectares, far above the figure of 65,000-75,000
hectares in the government plan for 2030.
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Figure 4.2 Representative Varieties of Durian in Vietnam

1™ Ghudng bo &L

Source: https://zhuanlan.zhihu.com

Graph Credit: zhuanlan.zhihu.com

The Philippines acquired the official permission for export of fresh durian to
Chinain 2023. It is the top 10 durian exporter in the world from 2014 to 2021.
In 2020, its output was around 100,000 tons, about 80% from the Davao region
in the south. The popular varieties include descendants of seeds from
Thailand such as Puyat, the Kobs, Duyaya, Nanam, Alcon Fancy, and GD-69,
and those from Malaysia such as D101, D24, and Red Prawn (Figure 4.3).

Figure 4.3 Representative Varieties of Durian in The Philippines

the Philippine's main commercial durian
variety, A seedling of Chanee, one of the
fattiest, fleshiest,
with the strong sweet flavor

Kob Yellow

Mild one that’s not too sweet,
and not too strong odor

Kob White

Massive 5 kilo, white or pearly-grey
fleshed, with an elongated shape.
Extremely fatty, dense and very bitter.
One of the best tasting

Bright yellow,
with one of the highest
flesh-to-seed ratio

Sweet, mild with a slightly nutty flavor.

Source: https://zhuanlan.zhihu.com

Market

103



The other potential competitors are Cambodia, Laos and China itself. The
capacity of Cambodia is about 37,000 tons, with the most famous location
in Kampot. The Laos Attracted investors from Vietnam and China recently
for durian plantation. One Chinese company announced its plan to build a
durian orchard of nearly 17,000 rai in Attapeu. Hainan (i) province in
China flaunted its success in the commercialization of durian production in
2022. It may deliver 45,000 to 75,000 tons by 2024-2025.

The Chinese market for durian is not saturated yet, as some speculated the
market may reach its peak at 1.3 to 1.5 million tons. However, the growth of
demand may not catch the growth of supply as more durian orchards (from
Thailand as well as its neighbors) enter the market. Product innovation and
better quality control may be the solutions for Thailand to meet the challenge
in the scramble for the durian market in China.

Marketing Mix

The observations on durian in Chinese market include product varieties such as
MonThong, Puang Manee, Musang King, in the form of fresh fruit, frozen fruit
or frozen meat, their package size, price, countries of origin such as Thailand
and Malaysia, retailers and major e-commerce platforms such as TMall, JD,
PingDuoDuo and Suning (Table 4.5).

In terms of products, besides the dominating MonThong, Chinese consumers
also seek other varieties, especially Chanee, GanYao, and Puang Manee from
Thailand. Frozen durian meat (for controllable quality and convenience) and
the related concept of “ ripe on the tree” gained popularity, pioneered by
Musang King from Malaysia in the high-end segment. Small size is popular
for nuclear families in China.

In terms of price, the frozen Musang King was around ¥160-¥170/kg
compared with ¥80- ¥115/kg for MonThong and Puang Manee during the
time surveyed. MonThong from Vietnam claimed to be of Thai origin is a
strong competitor in the lower-end segment, where the price may reach
¥35-¥40/kg in some platforms or outlets.
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Table 4.4 Marketing Mix of During in Chinese Market

Product Origin/Supplier Price
1&5‘[I|Ii4§}'!zﬁ1‘ﬁ?§‘£—-?ﬁﬂé Malaysia
Bl L4417 Guo Ran Guan ¥174/kg
Frozen Musang King Suning
Grade A 1-1.25 kg
. . Thailand
BB 45 i
148 % (FRESHMAN) ¥115.6/kg
Puang Manee 2-2.5 kg Suning
S LIS 4555 Thailand
MonThong il B Chuang Sheng Guo Shu ¥83.2/kg
225275 kg D
Al 1L EARRE dEAF A Malavsi
v Sl 3 Ma M ¥167.7/k
Frozen Musang King B J[? it 4
1.1-1.3 kg
P Thailand
G ER it ’
Frozen MonThong Meat W2 1|::\:: Mang Yi Ke ¥393.2/kg
all
AEE A EEA-S T Thailand
MonThong #2211 Lv Feng Shan ¥115.2/kg
2-25kg TMall
AR R LR
T2 EiE Thailand
Frozen MonThong Meat R 17 Xian Mo Bai ¥39.9/kg
with Stone 1kg PingDuoDuo
Lifestream
42 [ S LA -6 Thailand
MonThong TR A ¥34.2/kg
25-3kg PingDuoDuo

Source: Compiled by CASPIM
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Figure 4.4 Promotion Contents for Durian in Chinese Market

Durian and Mangosteen Method for Opening a Durian
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Source: Compiled by CASPIM

Graph Credit: 1) item.taobao.com; 2) Weidian.com; 3) cnhnb.com; 4) maishoudang.com

Figure 4.5 Positive Keywords & Negative Comments for Durian in Chinese
Market

Positive Key Words Negative Feedback
1% Tender
Little meat
ii#i8 Smooth
MM Agreeable sweetness
Unripe
A% Fleshy (Si Bao 3t8:
ould not ri
#)\ Small stone e o
RIKF R Strong flavor
SRAMHE# Plump flesh flcten
i3 _%% Ripe on tree
R 58 Rapid freeze for freshness Big Stone

PGE# /& Like icecream

Source: Compiled by CASPIM
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Consumer Insight

The consumer insights for durian in Chinese market are reflected in the
promotion contents of the sellers (Figure 4.4), positive keywords in the
promotion message and negative comments from customers (Figure 4.5).

From the analysis of the promotion message and feedback from customers,
the positive keywords for category durian include “Tender”, “Smooth”

“Like ice cream”, "Fleshy”, “Small Stone”, “Plump flesh”, "Agreeable sweetness”,
"Strong flavor”, "Rapid freeze for freshness” and “Ripe on the tree”.

The most frequent complaints from Chinese consumers for durian are:
“Unripe” or “Si Bao (JEf)", a situation when the fruit will not ripe under

nou

any situations, “Rotten”, or "Little meat”, “Big Stone”.

Methods for "Detecting ripeness”, "Accelerating the ripening”, “Opening the
fruit”, “Serving ldeas” are popular topics in the promotion content for
consumers.

2.2 Mangosteen
Thai Mangosteen in China

From the export value and volume of Thai mangosteen in China, we may
observe the following:

1) Mangosteen export to China reached 231,689 tons and B15,966
million in 2021. The volume was lower than 290,735 tons in 2019, but
the value was higher than B11,752 million baht in 2019. The market
accepted the higher price, and the exporters are profitable (Table 4.6);

2)  Covid-19 and China’s ZCP did have a negative impact on Thai
mangosteen export to China in 2022: Its export volume and value
dropped to 181,198 tons and B12,499 million in 2022. The average
price, however, remained at 69 B/kg, the same as that of 2021.
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Table 4.6 Export Value and Volume of Thai Mangosteen in China 2018-2021

n.mq...ul o 2018 [ 2019 2020 2021
14 MIlB [ A% [VRank| MIB | A% |[VRank| MIB | A% |VRank| MIlB [ A% |V Rank|share%
e | Mangosteen | 3261 | 621 | 3 |11752| 2604 | 2 | 11576| 15 | 3 15966 | 379 | 3 | 115 |
2018 2019 2020 2021
ool Emadlii | 2% [Rank | Ton [ A% [ Rank | Yon | A% [ Rank [ Ton | A% [ Rank
dmm | Mangosteen | 80816 | 548 | 4 |200735| 2598 | 2 |217.908| 250 | 7 [231688] 63 | 10

Source: Customs of Thailand quoted in Tables 1.3 and 1.4.

Among Competitors

There are five countries with export permission of mangosteen to China
so far: Thailand, Malaysia, Indonesia, Vietnam, and Myanmar, while the
Philippines is under negotiation for market entry (Table 4.7). The mangosteen
market in China is dominated by Thailand (around 90%), followed by Indonesia
(around 10%). There are insignificant imports from Malaysia (around 1%) and
Vietnam (<1%). Indonesia complements Thailand well in the harvest season.
Vietnam has a large capacity for production, but its export to China has been
suppressed by strict inspection and quarantine processes so far.

Mangosteen is planted in Fujian, Guangdong and Yunnan provinces in China,
but there is no large-scale commercial production.

Table 4.7 Current and Potential Players in the Mangosteen Market in China

Thailand Malaysia Vietnam Indonesia Myanmar Philippines China
: " . Under
Permitted Permitted Permitted Permitted Permitted Negotiation
Hapesie 10% market Fujian,
S0P MRt | 196 Market | 1o oot | Oulput Guangdong
a5 mm . Output Output: 7 O;Sn'dltem Not Output: Yunnan
mm”mn 0.1 tons 1.2 mil tons Mainly domestic Active 5000 tons No large scale
S Price 1/20f | In production commercial
Best Season: Jg::_—?:r? May-Aug Thailand or export Aug-Oct production
Oct-Mar May-Sep
Mangosteen 2021 | 2020 i 2019
Import China ton % ton % ton %
Thalland 228,103 91.7 255,082 86.6 341,084 93.6
Indoneisa 20,521 8.2 | 35,729 1241 19,490 53
Malaysi 221 0.1 3,833 1.3 4,011 11
Vietnam - - 42 0.01 - -
Toatl | 248845 100.0 | 294665 100.0 364,584 100.0

Source: Compiled by CASPIM, with import data from GACC (General Administration of Customs of China)
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Marketing Mix

The observations on mangosteen in Chinese market include product grade,
package size, price, countries of origin such as Thailand and Indonesia, retailers
and major e-commerce platforms such as TMall, Tao Bao, JD, PingDuoDuo and
Suning (Table 4.5).

Mangosteens from Thailand were sold at prices from around ¥50/kg to ¥95/kg,

which is similar to those from Indonesia during the time surveyed

Table 4.8 Marketing Mix of Mangosteen in Chinese Market

Product Crigin/Supplier Price
S Not specified
SRR 54454 LIANG MENG HAN ¥52/kg
Mangosteen 1.5 kg Suning
T LTS IT(SAR IR Thailand
Mangosteen 54 154 % FRESHMAN ¥56/kg
2.5kg Suning
10/T HEESABA LR Thailand
Mangosteen SA/64 A4 GeMu ¥52/kg
Skg Thiall
3TSANR Indonesia
Mangosteen 5A BT Lexian Guoyuan ¥99/kg
1.5kg Tao Bao
SAZ KA ¥ 1 .5kg Indonesia
Mangosteen 54 HUHL Jing Mi ¥92.7/kg
15kg D
SALZLHR B T2 5kg Thailand
Mangosteen 54 Ll 4244 Sanmeng ¥83.2/kg
25kg D
. Thailand
HELILIT kg W .
SE 5 Dingsui ¥95.88/kg
Mangosteen 1 kg PingDuoDuUG
AR S5kg Thailand
Mangosteen 3A L% Guozhi Youxuan ¥46.6/kg
1.5kg PingDuoDuo

Source: Compiled by CASPIM

Market

109



Consumer Insight

The consumer insights for mangosteen in Chinese market are reflected in
the promotion contents of the sellers (Figure 4.6), positive keywords in the
promotion message and negative comments from customers (Figure 4.7).

From analysis of the promotion message and feedback by customers, the
positive key words for category mangosteens include “Queen of fruits” (for
matching durian), “Long periods for nutrition accumulation”, “Hand picked”,
"Pure white fresh & beautiful purple skin”, “Soft & melted in the mouth” and
"Refreshing”. The most frequent complaints are: “Hard as rock, can not open”,
“Thick skin & little flesh”, “Not fresh and rotten”.

Methods for “Knowing the number of sections inside by counting the petals
on top of the fruit”, “Opening the fruit”; “Size of each grade”, and “lllustration
that the fruit is still edible despite certain blemish on the skin” are popular

topics for consumers.

Figure 4.6 Promotion Contents for Mangosteen in Chinese Market

Grade of Mangosteen Methods of Counting the Sections
L o 4 2a ae ®-O
Ry f
2A 3A 4A 5A B6A
ERR ‘ _ ;

Methods of Opening the Fruit Methods of Judging Quality

Ao

aar | e s ||| e WirsERels, 2R RORGNETRAITS
ity i WESRA CWMRT R, BARERO,
TR RO, R, BT R

Source: Compiled by CASPIM

Graph Credit: 1) sohu.com; 2) efoodline.com; 3) zhuanlan.zhihu.com; 4) laitimes.com
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Figure 4.7 Positive Keywords & Negative Comments for Mangosteen in
Chinese Market

Positive Key Words Negative Feedback
R 2[5 Queen (matching Durian)

E {# Direct import

3% AR Selected big fruit

+HAIE Long period for nutrition accumulatiomn
F1#l Hand picked
7 E A White fresh purple skin
5% @3 Plump round shape
258 2 A4\ Thin skin, fleshy, small pit
4B Soft, melted in mouth

Not fresh

Hard as rock
Can not open

Rotten
B4l Sweet & sour
8% Smooth
23t Juicy
38 Refreshing Thick skin & little flesh

E#F Mineral, fiber, vitamine

Source: Compiled by CASPIM

2.3 Longan
Thai longan in China

From the export value and volume of Thai longan in China, we may observe
the following:

1) ThaiLongan export to Chinareached 476,025 tons and B18,024 million
in 2021, the highest in history (Table 4.9);

2)  Covid-19 and China's ZCP did have a negative impact on Thai longan
export to China in 2022: Its export volume and value dropped to
340,089tonsand 812,662 millionin 2022. The average priceis 37.2 B/kg
in 2022, slightly lower than 37.8 B/kg in 2021.

Table 4.9 Export Value and Volume of Thai Longan in China 2018-2021

srarywwhl \ 2018 2019 2020 | 2021
Frults 14 —— et e S—
14 | miB | A% [vm MiB | A% |VRank| MIB | 4% |VRank| MIlB | A% |VRank share%
@ln Longan | 4406 |-161| 2 | 969 | 120 3 | 12661 | 3 2 |18024 | 42 2 12.9
2018 2019 [ 2020 2021
Tiwnvwali 14, Frults 14 T T -
Ton A% | Rank Ton | A% Ronk | Ton A% | Rank Ton | A% | Rank
als | longan |133191| -163 | 10 [281,320] 1112 3 |343304| 220 2 |4re02s| 387 | 7

Source: Customs of Thailand quoted in Tables 1.3 and 1.4.
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Among Competitors

There are six countries with export permission of longan to China so far:
Thailand, Malaysia, Indonesia, Vietnam, Myanmar and recently Cambodia
(October 2022), while Laos is under negotiation for market entry (Table 4.10).

China is a large producer of longan with a capacity of 2 million tons, twice as
large as that of Thailand. China imported around 0.5 million tons of longan
every year, mostly from Thailand in 2020 and 2021.

Table 4.10 Current and Potential Players in the Longan Market of China

~ Thailand Malaysia Vi Indonesia | Myanmar | Cambodia Laos China
7 5 z p 5 : Under
Permitted Permitted Permitted Permitted A Permitted Permitted Negotiation
1n§m 600,000 tons Output
A L o
470,000tons|  Not 1000 tons to Not Not  |110,000tons( A Not | Production
toChina | significant China significant | significant | Before 8000 | 'Y @ i
‘around 99% | In production | around 1% | In production | In production | tons to China oduetics | 0w mﬁﬂ S
market and export Market and export | and export | via Thailand gn d export :
(Used to be
July-Aug, 30% 2019) Oct-May i
Dec-Jan All year
Longan | 2021 2020 ] 2019
Import China ton % ton % ton %
Thailand 467,967 | 99.8 342213 98.7 279,446 68.7
Vietnam 979 0.2 4,592 1.3 127,169 313
Toatl 468,946 100.0 346,805 100.0 406,615 100.0

Source: Compiled by CASPIM, with import data from GACC (General Administration of Customs of China)

Marketing Mix

The observations on longan in Chinese market include product grade, package
size, price, countries of origin such as Thailand and China, retailers and major
e-commerce platforms such as TMall, JD, PingDuoDuo and Suning (Table
4.11).

Longans from Thailand were sold at prices from around ¥30/kg to ¥50/kg,
compared with ¥50/kg to ¥60/kg, the high-quality ones from China (e.g. fif &
Hainan Chuliang or £1%% Guangdong Shixia) during the time surveyed. The
price can go down to ¥9.9/kg in the lifestream sales on the discount platform
such as PingDuoDuo.
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Table 4.11 Marketing Mix of Longan in Chinese Market

with live streaming)

Product Origin/Supplier Price
: Thaiand
4] 4 =
. Mﬁ(ﬁf’ - LA WENYOUXIANG ¥30/kg
ongan 1 kg Grade Suning
el e oy Thailand
'{’glklfiu Mﬁﬁzizh— R 7k 2R Chen Xiaosi Fruit ¥34.8/kg
angam.lxg Suning
ATREEE B 245 T China
Guangdong Shixia I Chuan Xin Xian ¥63.6/kg
Longan 2.5 kg TMall
- Thailand
TR —243 0T e pp—
SitikE ¥33.27/ki
Longan Grade A 15 kg Fif kT TMall SuperMarket g
TMall
Thailand
57 ﬁﬁﬂ.ﬁﬁ o h ¥47 92/ki
Longan 2.5 kg Gift box 2 JEJUDC el sl
R S Thailand
R RmALS 2f7 {9:4+8¢ Yi Guo Zheng Xian ¥42.8/kg
Longan 1 kg Gift box D
MR it RAEIR China
Hainan Chuliang L3458} Lv Guo Bin Fen ¥46.8/kg
Longan 1.5 kg PingDuoDuo
Wit B 4FT
Longan 2 kg wholesale Thailand
(No.1 sales it 3 A Xian Guo Da Guo ¥9.9/kg
on PingDuoDuo PingDuoDuo

Source: Compiled by CASPIM
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Consumer Insight

The consumer insights for longan in Chinese market are reflected in the
promotion contents of the sellers (Figure 4.8), positive keywords in the
promotion message and negative comments from customers (Figure 4.9).

From analysis of the promotion message and feedback from customers, the
positive key words for category longan include “Traditionally nutritional”,
"Sweet and juicy”, "Crisp & tender”, “Fleshy and thin skin”, “Moist”, “Chewy”,
and "Crystal clear”, and The most frequent complaints are: "Dry”, "A
particular smell”, “Not fresh, rotten”, Germinating”, “Small size”, and “Not
sweet”. Messages about “High-quality orchard” and “Claimed advantages of
longan from Thailand compared with local ones” are popular topics.

Figure 4.8 Promotion Contents for Longan in Chinese Market

High Quality Orchard

Thai Longan vs. Chinese Longan

FEREA kLY
100044 . 7%
AR R

T
(R “@

Thai Longan l Chinese Longan
Pate
Goic ks Soft fesh
< Bit dry
Easy to suffer from
Not easy fo suler -
from internal heat Tnkeena) hog
Relatively less
Rich in Vitamin Vitamins

Source: Compiled by CASPIM
Graph Credit: 1) product.suning.com; 2) taobao.com
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Figure 4.9 Positive Keywords & Negative Comments for Longan in Chinese
Market

Positive Key Words Negative Feedback
&4 E % Traditionally nutritional
Not fresh/Rotten
FHE Sweet
Sk duoy ’ Germinating
fifsi# Crisp & tender ‘
R Thin skin | Dry
%A Fleshy
5% &35 Plump & firm ‘ Small size
BB Chewy
RE8E Crystal clear ‘ Not sweet
7K;iE Moist
TR S A particular smell
{RFRk High quality orchard I

Source: Compiled by CASPIM

3. Rising Star

3.1 Mango
Thai Mango in China

From the export value and volume of Thai mango in China, we may observe
the following:

1) Mango export from Thailand to the world increased both in volume
and value from 2018 (63,198 tons, 82,017 million) to 2021 (113,806
tons, B2,936 million). However, the export to China in 2021 dropped
to its lowest level in the past years (4,941 tons) compared with the
peak of 2019 (12,024 tons), which might be explained by the fierce
competition in the Chinese market (Table 4.12);
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2)

3)

China is not the most important market for Thai mongo so far, ranging
from No. 3 to No. 5 in the top 5 list (Table 4.13). In 2021, the largest
market was Malaysia (64% in volume), followed by Vietnam and
Korea (around 10% each). China is No.5 alongside with Singapore
(about 5%), the lowest position in recent years. It is worth noting the
case of Korea: it accounted for 32% in value but only 10% in volume,
reflecting a high price premium. The success in Korean market shows
the potential of Thai mongo in China in the premium market as
a rising star;

Covid-19 and China’s ZCP did have a negative impact on Thai mango
export to China in 2022: According to the data of GACC, its export
volume and value dropped to 1,989 tons and ¥25 million in 2022 from
5,651 tons and ¥58 million in 2021. The average price, however,
increased from 10.3 ¥/kg in 2021 to 12.7 ¥/kg in 2022.

Table 4.12 Export Value and Volume of Thai Mango in China 2018-2021

— 2018 2019 I 2020 | 2021
14 MilB | A% |VRank| MilB A% (VRank MilB A% |VRank MIIB A% | VRank |share%
Pt Mango 144 -1.7 9 172 19.1 9 205 19.2 8 91 -55.8 9 0.1
2018 2019 2020 2021
nenvuali14|  Fruits 14 | r— 1 - . T — 4 T
Ton A% Rank Ton A% Rank Ton A% Rank Ton I A% ‘ Rank
uzln Mango 8,914 B87.0 3 12,024 @ 349 6 10028  -166 6 4,941 i -50.7 14

Source: Customs of Thailand quoted in Table 1.3 and 1.4.

Table 4.13 Top 5 Export Markets of Thai Mango 2018-2021

Top 5 Markets 2018 Top 5 Markets 2019 Top 5 Markets 2020 Top 5 Markets 2021
Country VDI;“. V:"! Country | Vol;me V:'GW Country Voi;;ma v::’ Country Vo!;:m . V;lsue
VIETNAM 391 68 MALAYSIA 234 5.7 MALAYSIA 488 194 MALAYSIA 84.0 453
MALAYSIA | 189 52 CHINA 212 125 CHINA 126 128 VIETNAM 10.1 58
KOREA 15.0 428 VIETNAM TM :6 VIETNAM 109 4.0 KOREA 9.9 20

CHINA 141 80 KOREA 16.7 406 KOREA 89 231 SINGAPORE 5.1 28
JAPAN 3.0 9.0 LAD 95 25 LAO 78 3.0 CHINA 43 3.1

Source: Customs of Thailand
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Among Competitors

The key competitor of Thailand is actually China itself, the world second
largest producer of mango, with the capacity of more than 3 million tons, 3
times that of Thailand. According to the data of GACC, China imported 14,148
tons of mango from abroad in 2021. The four largest suppliers are Thailand
(39.9%), Cambodia (23.6%), Vietnam (19.0%) and Taiwan (14.5%) (Table 4.14).

Table 4.14 Major Players in the Mango Market of China

Thallend | China Cambodia | Vietnam Taiwan
Permitted | - Permitted Permitted Permitted
Output: Output y
0.9 mil ton 3.3 mil ton Output: Og‘:“i"”;n § 1‘;";‘;‘;‘6”
ar-May, Dec-Jan May-Oct 1 ,z.i, T}L :;,n Mar-Apr, May-Sep May-Sep
Nam Dokmai 7KLl Guifei #2842 . <
Mahachanok $41 Jinhuang 1§ Keo Romiet &% Ke:::iz:i;; ™ Jir:rr:lx:niim
Okrong 7% | Tainong No.1 &A%R12 9
Mongo 2021 2020 2019
Import China ton % ton % ton %
| Thailand 5,651 399 11.711 14.0 8,562 61.8
Philippines 52 04 98 0.1 158 1.1
|__Cambodia | 3343 236 25 0.0 10 0.1
| Vietnam | 2694 19.0 67,181 805 141 1.0
| Mvanmar 77 05 - - 2 0.0
| _Tawan | 2050 145 3,991 48 4,798 346
|___Pakistan 37 03 4 0.0 20 0.1
Australia 242 1.7 453 0.5 163 1.2
Toatl 14,148 100.0 83,461 100.0 13.854 100.0

Source: Compiled by CASPIM, with import data from GACC (General Administration of Customs of China)
Marketing Mix

The observations on mango in Chinese market include product grade, package
size, price, countries of origin such as Thailand, Vietnam and China, retailers

and major e-commerce platforms such as TMall, Tao Bao, JD, and PingDuoDuo
(Table 4.15).

The premium mongo of Thailand (Nam Dokmai Si Thong) can be sold at
¥100/kg, while the ordinary quality ones around ¥20kg, compared with the

local ones between ¥4/kg to ¥20/kg. Mongo from Vietnam can be bought at
about ¥2/kg,

In 2021 the market welcomed a small “Pi Pa Mongo” which is actually
Mayongchid, a fruit not yet permitted for import. It is well received for its
sweet and sour flavor and can fetch a price of around ¥150/kg.
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Table 4.15 Marketing Mix of Mango in Chinese Market

Product Origin/Supplier Price
ARAlTE RS TR .
Mongo 1.§ kg AREERLIE Lexian Guoyuan ¥99.3/kg
Extra big Tao Bao
Nam Dokmai Si Thong
BATE0T 43 % Thailand
Mongo 5 kg Fi# Rui Chu ¥20/kg
Mahachanok (rainbow) ib}
Bl S s Thailand
AL 8 842 8% Zhuo Zhi Xian ¥162/kg
Mayongchid 4 kg D
g i o e i o China
IR RATRR B AL 27 EWAA 76 ¥188/kg
Mayongchid 1 kg
D
A A RO T 7K el
Hainan Guifi Mongo 1114 Guo Pin Kang ¥15.5/kg
45kg Tao Bao
i L L ks o China
SPI”A' %HiKkt“Jﬁ' = %150:(' b Guo Miao Yuan ¥4/kg
Ichuan kate Mongo g Tao Bao
NG RT China
Xiao Tai Nong & Guo Pin Kang ¥21.7/kg
Mongo 4.5 kg TMall
g Vietnam
Kh.& " ﬁﬁ”' had i {282 Yi Xi ¥2.14/kg
iaoyai Vietnam 5 kg PingDuoDuo

Source: Compiled by CASPIM
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Consumer Insight

The consumer insights for mango in Chinese market are reflected in the
promotion contents of the sellers (Figure 4.10), positive keywords in the
promotion message and negative comments from customers (Figure 4.11).

From analysis of the promotion message and feedback by customers, the
positive key words for category mongo include “Not fibrous”, “Aromatic”,
"Juicy”, “Thin skin”, “Thin stone”, and “Right Brix Acid Ratio”, "Aftertaste” and
"Golden color”, and the most frequent complaints are: “Sour”, “Big stone”

and “Less weight than claimed” .

Messages about “Method of ripening and serving”, “Nutrient value”,
“Illustration of thin stone”, and “Education about acceptable spots and
stains on the skin” are popular topics. There is also an innovative packaging
illustrating the right color for ripeness.

Figure 4.10 Promotion Contents for Mango in Chinese Market

Nutrient Value Method of Ripening & Serving
- =AM S E ERERAZE
18eBo; a2 gat SR
" SN @ [ J
- - 201} NP )
) @ @
- “”-" )
=R OL R
/ &
Illustration of Ripeness Thin Stone

1)‘ 3 || | ot
o9 1:5 ==

Source: Compiled by CASPIM
Graph Credit: 1) & 2) huaguoshan.com; 3) zhuanlan.zhihu.com; 4) huaguoshan.com
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Figure 4.11 Positive Keywords & Negative Comments for Mango in Chinese Market

Positive Key Words Negative Feedback
T4 Not fibrous
25t Juicy Not as advertised
/
E=F UM% Aromatic
K23 Thin skin Less weight than
claimed
1% Thin stone
RAE Flesh
y Stains on the skin
ALENME Melt in mouth
#EH L Brix Acid Ratio
]k Aftertaste Sour
3R Rich flavour
SRAE# Golden color Bigatone
EFFIH Nutrient value

Source: Compiled by CASPIM

3.2 Young Coconut
Thai Young Coconut in China

From the export value and volume of young Thai coconut in China, we may
observe:

1) Young coconut is a true rising star among other Thai fruits in China.
Export to China reached 226,621 tons and B5,131 million in 2021.
The growth in volume is 85% on top of 79% growth in 2019 and 27% in
2020. The higher growth rates in value than in volume in 2020 and
2021 indicate a higher price in these two years (Table 4.16);

2)  Covid-19 and China’s ZCP did not hinder Thai export of young coconut
to China in 2022. The export volume and value reached 376,548 tons
and B8,369 million in 2022, the highest level in history.

Table 4.16 Export Value and Volume of Thai Young Coconut in China 2018-2021

ol [ 2018 [ 2019 [ 2020 2021
14 MilB | A% [VRank| MIlB | A% [VRank| MilB | A% [VRank| MilB | A% [VRank share%
wewfndeu | CoconutY | 1313 [589| 4 | 1801 | 441 | 4 | 2554 | 351 | 4 | 5131 | 1009 | 4 a7
J I 2018 I 2019 | 2020 | 2021 ]
Tisnuall 14| Fruits 14
Ton | A% [ Rank | Ton [ A% | Rank | Ton | A% R.lk‘Tm|A%lﬂﬂl
swindoy | CoconutY | 54063 472 | 6 | 96,700 | 789 5 122689 269 1 (228621 847 | 4

Source: Customs of Thailand quoted in Table 1.3 and 1.4.
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Among Competitors

China produces about 25,000 tons of coconut, mostly in Hainan province.
It imported 871,753 tons in 2021, mostly from Indonesia (43.8%), Thailand
(38.3%) and Vietnam (15.1%). Thailand dominates the retail market for young
coconut. Its two other competitors serve mainly industrial users to produce
coconut oil or milk (Table 4.17).

Table 4.17 Major Players in the Coconut Market of China

Thailand Indonesia Vietnam Malaysia Phillipines China
Workd Lagest Output Output about
1.7 mil ton Output 18 mil tons 1.7 mil ton Output World 2nd Largest 25,000 ton
(all coconut) Export to China Export to China 0.6 mil ton producer Mostly in Hainan
Mainly for fresh Mainly for Mainly for Output 15 miltons|  Total import
coconut retail et ise industrial use 0.87 miil ton
Coconut 2021 2020
Import China ton % ton %
Thailand 333,708 383 245,662 387
indonesia 381,457 48 269,080 424
Vietnam 131,491 15.1 96,674 152
Phillipines 24,982 | 29 22,008 35
Malaysia 121 0.0 877 01
Taiwan = = = =
Toat! 871,753 | 100.0 634,301 100.0

Source: Compiled by CASPIM, with import data from GACC (General Administration of Customs of China)

Marketing Mix

The observations on young coconut in Chinese market include: product types
such as polished or trimmed, normal or aromatic, whole fruit or coconut water,
package type and size (such as easy open), price, countries of origin such as
Thailand and China, retailers and major e- commerce platforms such as TMall,
JD, PingDuoDuo and Suning (Table 4.18).

The coconuts of Thailand are sold at ¥10 to ¥15 per unit, at a price similar to
the local ones during the time surveyed. The promotion price in the online
discount platform PingDuoDuo can go down to ¥4.32 per unit. The “ Easy
Open Coconut” with a plastic opening on top is sold at a slightly higher price.
A 220 ml of coconut juice with rapid frozen technology is available at a price
similar to a piece of fresh coconut.
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Table 4.18 Marketing Mix of Young Coconut in Chinese Market

Frozen 7-day presale
220 ml/unit. 9 units

=LY/ EEER Xier XiaoMaiBu

Product Origin/Supplier Price
7 [ W Thailand
‘ 6% a1 Guan Ding ¥11.65/unit
Polished Young Coconut Suning
6 units
R AT China ,
Trimmed Young Coconut ¥t T Zi Xie Xian Zi ¥15.5/unit
4 units D
i;'ﬁ:[ﬂ é)k%%‘é&'c Thailand
et e 7% T8 Guo Xiang Guo Yan ¥11.1/unit
Coconut D
9 units
FEALEITH Thailand
Trimmed Aromatic #3 Ao Ying ¥4.32/unit
Coconut P 3 DuoD
9 units ingDuoDuo
L0 TT BB 6l Thaitand
EEISY Open Trimmed HER Pagoda ¥18.17/unit
Young Coconut ThMall
6 units per box
e S R s Thailand
Trimmed Young Coconut fi & Hema ¥14.33/unit
9 units per box TMall
- R 214 China _
Polished Young Coconut 114412 Gan Fu Yuan ¥9.4/unit
2 units per box TMall
AP AR Thai
> ailand
Coconut Water with Meat ## Thaiblue ¥143/unit

Source: Compiled by CASPIM
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Consumer Insight

The consumer insights for young coconut in Chinese market are reflected in
the promotion contents of the sellers (Figure 4.12), positive keywords in the
promotion message and negative comments from customers (Figure 4.13).

From analysis of the promotion message and feedback by customers, the
positive key words for category young coconut include “Refreshing and
Thirst-quenching”, “Sweet smell like milk", "Abundant water”, “Thin shell”, “Meat
tender & smooth”, “Meat springy”, and “Low sugar Low calorie”, and the
most frequent complaints are: “Spoiled & sour”, “Unripe” and “With crack and
little water”.

"o

Message about “Open a coconut with the attached coconut opener” “Nutrient
value”, “Serving ideas”, and "Education about Acceptable colors of coconut

water” are popular topics.

Figure 4.12 Promotion Contents for Young Coconut in Chinese Market

Use a Coconut Opener Serving Ideas

FrEF AR ". : " o

™ . | B RN

| MESETREE 2 BN GREREE %) e . s
v ¥ P2 RS

ISEskERaR SAESENATEN Acceptable Colors of Coconut Water
. i

RN

= ==) REAEHRIERN

SANSRTER. RUESAATA 4
" /f | | |
oo gehitbsonids % w %
Sxme. cHECEaE
T CID Lo {5 R

Source: Compiled by CASPIM

Graph Credit: 1) zhuanlan.zhihu.com; 2) item.taobao.com; 3) read01.com
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Figure 4.13 Positive Keywords & Negative Comments for Young Coconut in
Chinese Market

Positive Key Words Negative Feedback
%% Refreshing
B#AH# Natural sweetness Spoiled & sour
4 i2/%8 Thirst-quenching
EFFF& Nutrient With crack and
25t Abundant Water little water
7% Thin Shell
IXFFHPEZIRE With Coconut opener Unios
#BPE Meat tender & smooth
#8AQ3# Meat springy
{EHE{E A Low sugar Low calorie Not fresh
441E Sweet smell like milk A

Source: Compiled by CASPIM

3.3 Pomelo
Thai Pomelo in China

From the export value and volume of Thai pomelo in China, we may observe:

1) Thai export of pomelo to China reached 25,153 tons and B860 million
in 2021, with an impressive growth rate of 234% over the past year,
mostly driven by the best selling Tubtim siam (Table 4.19);

2)  Covid-19 and China's ZCP did not hinder Thai export of pomelo to
China in 2022. The export volume and value reached 26,571 tons and
81,050 million in 2022, the highest level in history.

Table 4.19 Export Value and Volume of Thai Pomelo in China 2018-2021

e 1 I o108 2010 | 2020 | o wm ]
e MiIB | A% VRank MIB | A% |VRank| MIB | A% vm! ws[ A% | VRank | share%
dula Pomelo 319 | 21| 6 | 244 | 205| 7 | 314 | 285 | 6 | B60 | 1789 | 5§ 06
2018 2019 2020 2021
Temwall 14 Fruits 14 T
Yon | a% | Rank | Yon | A% | Rank | Ton | A% | Rank | Ton | a% | Rank
#ula Pomelo | 9795 | 38 9 |70 | 278 | 11 | 758 | 65 4 |25153 | 2339 | 2

Source: Customs of Thailand quoted in Table 1.3 and 1.4.
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Among Competitors

Grapefruits and Pomelo are different species in the permission list of fruit
import in China. However, they share the same HS code 0805400001 and ap-
pear in the same group as 135 in Chinese statistics. The imports from South
Africa, Israel & Egypt are grapefruit (Citrus x paradisi), which is a hybrid of
crossing sweet orange (Citrus Sinensis) with pomelo (Citrus maxima or Citrus
grandis).

The biggest competitor of Thai Pomelo in China is China itself which is the
world largest producer of the fruit, followed by Taiwan and Vietnam" the latter
entering China through the border trade and via Thailand (Table 4.20).

Thai pomelos in China include: Tubtim siam, Thong Dee, Khao Tangkwa etc.
Tubtim siam has a clear advantage over Shatian of China as it is dry and seedy,

or Red Wentan of Taiwan as it is slightly bitter (Table 4.21).

Table 4.20 Major Players in the Pomelo Market of China

China Thailand Taiwan Vietnam
- Permitted [ Permitted Unpermitted
Output
5 mil tons Output Output Enter Chiga via Thailand
Harvest 0.96 mil tons 75,000 tons 0 sswmil i
Dec-Feb Harvest Harvest g Harvest
August-Sep Sep-Oct JJ_u re-Déc
“Shatian”
(E) Thong Dee Red Wentan :
Khao Tangkwa (4x8) Khao Tengkwa
Tabtinsiam
Grapefruits & Pomelo 2021 2020
Import China ton % ton %
Thailand 23,295 18.8 7515 9.5
Taiwan 5,320 4.3 4,405 5.6
South Africa 85,107 68.6 54,512 68.7
Israel 3,776 3.0 6,301 7.9
Egypt 5,643 45 4,797 6.0
Toatl 124,116 100.0 79,341 100.0

Source: Compiled by CASPIM, with import data from GACC (General Administration of Customs of China)
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Table 4.21 Thai Pomelo in China vs Shatian & Red Wentan

Thai Pomelo in China Shatian Red Wentan
Product ‘ Selling Point D ax8
Sweet with a hint of sourness.
Thong Dee 10.5-11.9°Brix, No bitterness
9 Translucent, Juicy, Fragrant
Minute fiber residue
Thick pulp
Soft but not slush SEaRy
not s Sweet & crisp
i) I‘:';{m; Lightly sweet 11~14°Brix, Grapefruit like
Khao Yai Low acidity, No bitterness 10.7-11.3°Brix fragrance
Longer storage period 2-3 months
Dry and Seedy Slightly bitter
8-10°Brix
Thin peel, Thick pulp, Soft & Juicy,
Tubtim siam TranslucentF.ehwnute rlber residue
Sweet 14~15°Brix & fragrant

Source: Compiled by CASPIM

Marketing Mix

The observations on pomelo in Chinese market include product variety,
package size, price, countries of origin such as Thailand and China, retailers
and major e-commerce platforms such as TMall, Tao Bao, JD, PingDuoDuo
and Suning (Table 4.22).

Tubtim Siam is sold at a premium price of more than ¥100/kg, compared with
other Thai pomelos (around ¥15/kg to ¥30/kg), Taiwan Red Wentan (around
¥30/kg), and local ones (around ¥7/kg to ¥20/kg), during the time surveyed.
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Table 4.22 Marketing Mix of Pomelo in Chinese Market

Product Origin/Supplier Price
L FATKPY T3 7 Thailand
Tubtim siam Pomelo #iTififl: Dou Shi Xian Sheng ¥102.9/kg
1.5 kg Tao Bao
2057 REM D EAL T China
Shatian Pomelo it You Man Yuan ¥7.69/kg
10 kg T™all
2= e e =
ﬁm“r_; ﬁiﬁéﬁt%ﬁkf; 7H) Thailand
' ; 154 % FRESHMAN ¥28.2kg
Khao Tangkwa Pomelo Suning
3.5 kg
HER L =2 Aih3-4 )T —_—
Hainan Red Meat ;
arnapnonfelo “ LSS Yi Ao Ming ¥17.75/kg
2kg &
et AR A=k 1" i ol Taiwan
Taiwan Red Wentan L Ma Bao Guo ¥29/kg
2kg D
L T5-6 TT China
Fujian Red Meat Pomelo HLgRIE Guo Yi Duo ¥16.2/kg
3kg D
T 5 .
*’*'i‘éﬁ;_}lf? Thailand
Tubtim siam Pomelo ﬁé%l}; YiGuo Fang *lsiig
15kg PingDuoDuo
AR A3 China
Khao Tangkwa Pomelo SRl I il Su Xiao Xian ¥15.8/kg
1.5kg PingDuoDuo

Source: Compiled by CASPIM
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Consumer Insight

The consumer insights for pomelo in Chinese market are reflected in the
promotion contents of the sellers (Figure 4.14), positive keywords in the
promotion message and negative comments from customers (Figure 4.15).

From analysis of the promotion message and feedback by customers,
the positive key words for category pomelo includes “Sweet with a tint of
acidity”, "No bitterness”, “Translucent meat”, “Juicy”, "Aromatic”, “Thin skin”,
“Few seeds”, “Easy shelling” and "No forced ripening”, and the most frequent
complaints are: “Not red or sweet as advertised”, “Bitter”, “Large pith” and
“Not worth the money”.

Messages about “Method of shelling a pomelo”, and “Nutrient value”, are
popular topics.

Figure 4.14 Promotion Contents for Pomelo in Chinese Market

Nutrient of Pomelo Method of Shelling Pomelo

PR LR CRIARNAE
\ qj

mm;xtm LR ?
Z.WWM SOANET RN GJEBPRIFT, RAALIE
o AT

,,'\ \‘ L‘&*\/“

L

Ruby Pomelo Glﬂ Box

NS TS I RERN SRS

BAENBINRFE
FR L} MR S EPE]

Source: Compiled by CASPIM
Graph Credit: 1) edh.tw; 2) douyin.com; 3) tmall.com
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Figure 4.15 Positive Keywords & Negative Comments for Pomelo in Chinese

Market

Positive Key Words Negative Feedback

A-EF: No forced ripening Nt worlh itia
#HE Sweet with a tint of acidity money
25t Juicy

{IBRA Red meat Not red or sweet as

£EREB Aromatic advertised
RA&EEZ Translucent meat

PIFE4RREL Smooth meat Bit bitter
BZ5@ Thin skin
A% No bitterness
% Few seeds Large pith

57K Easy shelling

Source: Compiled by CASPIM
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Strategy

"“The fruits are on the top of the tree. Stretch your hands
and keep stretching them. " — Israelmore Ayivor

1. Overview 3. Critical Issues & Related Strategies
2. SWOT Matrix & Strategic 3.1 Supply Chain Integration
Objectives 3.2 Digital Transformation
3.3 Competitive Marketing Mix
3.4 Resilient to External Shock
3.5 Conclusion: Strategic Objective
& Related Strategies
4. Action Plan to Achieve Strategic
Objectives






1. Overview

Thailand needs to keep stretching its hands in the fruit market in China with
strategies. Discussion in the previous chapters on the supply chain, production
and marketing leads to strategic objectives (Ob) based on SWOT analysis,
followed by four critical issues and their related strategies on 1) Demand
Driven Supply Chain Integration (SCI); 2) Digital Transformation (DT); 3)
Competitive Marketing Mix (CS and MM); 4) Resilient to External Shock (ES).
In conclusion, these issues are linked to the strategic objectives together with
an action plan (Table 5.1).

Table 5.1 Organization of Chapter 5

1 SWOT Matrix & Strategic Objectives (Ob)

1 Supply Chain Integration (SCI)

Digital Transformation (DT)
Competitive Marketing Mix (CS and MM)

2
Critical Issues |
3
4 Resilient to External Shock (ES)
5

2 | &Related
Strategies

Conclusion: Strategic Objective & Related Strategies

3 Action Plan to Achieve Strategic Objectives

Source: CASPIM

2. SWOT Matrix & Strategic Objectives

Seven Strategic Objectives (Ob1-Ob7) are proposed based on the SWOT matrix
which includes Strength (S1-S4); Weakness (W1-W4); Opportunity (O1-O4);
and Threat (T1-T4) for Thai fruits in Chinese market. The strategies are formed
by examining the pairs of Strength and Opportunity (SO strategies); Weakness
and Opportunity (WO Strategies); Strength and Threat (ST Strategies); and
Weakness and Threat (WT Strategies) (Table 5.2).

Strength (S)

S1: Abundant resources of fruit and R&D capabilities for new varieties

S2: Established reputation, scale & channels

S3: Government direction, regulation, extension, promotion & negotiation
S4: Entrepreneurial farmers and other stakeholders
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Weakness (W)

W1: Stable and high-quality supply

W2: Understanding of Chinese market

W3: Innovation in processing and packaging

W4: Efficient system for fruit collection and distribution

Opportunity (O)

O1: Changing needs and behavior of Chinese customers

02: Emerging integration of supply chain in Thailand & China
03: New logistic capability by air and train via Laos

O4: Digital technology in production and marketing

Threat (T)

T1: Shocks of Covid 19 impacting market demand, cost, logistics,
and labor supply

T2: Lack of sustainability due to oversupply and price fluctuation

T3: Competition from neighboring ASEAN suppliers

T4: Malign practice in production & collection undermining the quality &
reputation

Strategic Objectives (Ob)

Ob1: R&D and Innovation

Ob2: Embrace Supply Chain Integration
Ob3: Manage External Shock

Ob4: Maintain Sustainability

Ob5: Enhance Competitive Advantage
Obé6: Protect Stakeholders

Ob7: Leverage Digital Transformation
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Table 5.2 SWOT Matrix & Strategic Objectives

SWOT Matrix
Of Thai Fruits

Opportunity
0O1: Changing need and behavior of Chinese
customers
02: Emerging integration of supply chain in
Thailand & China
03 New logistic capability by air and train via

Strength
$1: Abundant resources of fruit and R&D
capabilities for new varieties
S2: Established reputation, scale &
channeis
S3: Government direction, regulation,
exiension, promotion & negotiation
$4; Entrepreneurial farmers and other
stakeholders

SO Strategies
(S1+83.4+54)+01=0b1:
RAD and Innovation
(83+84)+(02:04)=0b2
Embrace Supply Chain Integration

Weakness
W1: Stable and high quality supply
W2: Understanding of Chinese market
W3iinnovation in processing and packaging
Wa: Efficient system for fruit collection and
distribution

WO Strategies
(02+04)-{W1+ W2+ W3:W4)=0b7
Leverage Digital Transformation

Laos (S3454)+03«0b3
04: Digital technology in production and Manage External Shock
marketing
Threat ST Strategies

T1: Shocks of Covid 19 impacting market
demand, cost, logistic, and labor supply
T2: Lack of sustainability due to oversupply and
price fluctuation
T3: Compaetition form neighbaoring ASEAN
suppliers
T4: Malign practice in production & collection
undermining the quality & reputation

(53+54)-T1=003
Manage External Shock
(53+54)-T2=0b4
Maintain Sustainability
(S1+52453454)-T3=0b5
Enhance Competitive Advantage
$3-T4=006
Protect Stakeholders

WT Strategies
T1+{(W1+W2+W3+W4)=0b3
Manage External Shock
T2+(W1+W2+W3+W4)=0b4
Maintain Sustainability
T3+(W1+W2+W3+W4)=0bS
Enhance Competitive Advantage

Source: CASPIM

3. Critical Issues & Related Strategies

The seven strategies above are elaborated in the following four issues and
their related sub-strategies: 1) Demand Driven Supply Chain Integration (SCI);
2) Digital Transformation (DT); 3) Competitive Marketing Mix (CS and MM); 4)
Resilient to External Shock (ES).

3.1 Demand Driven Supply Chain Integration (SCI)
Demand Driven Supply Chain

Demand Driven Supply Chain (DDSC) is defined as a supply chain in
response to demand signals. It has built-in mechanisms for demand
detection, anticipation, communication and adaption, as well as collaboration
among different components of the supply chain. It has features of
"Alignment” (shared vision), “Agility” (responsive to change), and "Adaptability”
(Adjustment of organizational structure). The management of DDSC aims to
close gaps in the supply chain, Improve the information flow to enhance the
value with the best customer experiences.
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Supply Chain Integration (SCI)

As discussed in section 4.4 in Chapter 2, The ideal of a demand driven supply
chain (DDSC) of fruit export to China could be realized through Supply
Chain Integration (SCI) driven by emerging leaders of importers or retailers
(from both Thailand and China) which have expanded to cover almost every
component of the supply chain, from farming to retailing and customer
service.

Their roles in supply chain integration (SCl) can be summarized in a 5i
framework:

« Information: Quick feedback on consumer demand from the retail end;

- Initiation: Reactions triggered in response or in advance to the changing
demand with the network of SMEs, research units, and farms;

« Interconnection: Coordination among different units along the supply
chain;

« Inspection: Establishment and implementation of higher quality standards
with traceback system;

 Investment: Financial, technological and human resources brought in
by the leaders of SCI, leveraged by their economy of scale.

Such a strategy of “Supply Chain Integration” (SCI), however, should be com-
plemented by active promotion and regulations of Thai government to pro-
tect the interests of each party in the supply chain, especially Thai farmers and
SMEs, and make sure the Thai and Chinese stakeholders abide by laws and
regulations to get their fair shares of benefits.

Supply Chain Components & Related Strategies

The sub-strategy of 11 components of the supply chain from "R&D" to
“Consumption” is laid out in Table 5.3, regulated and supported by the
governments of Thailand from “Direction” to “Negotiation” (Table 5.4). This
sub-strategy of SCI (SC1-SC11 and GT1- GT5) are linked with the seven
strategic objectives (Ob) in section 3.5.
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Table 5.3 Supply Chain Components & Related Strategies

Component Strategy
R&D Develop disease-tolerant cultivars with good quality and high yield in response to the market demand; promote
sl good practices of field management, processing technology, and packaging; follow up the adaption process; with
digital technology; strive for sustainability and competitiveness.
it Introduce high-guality planting materials (e.g. seed, sprout or grafting stock) of new cultivars in response to the
Pnplé c?ir market demand; distribute fertilizer, pesticide, and hormone with minimal environmental and health hazards;
S'COZ ueton intraduce and adapt to the lacal condition the digital equipment for automation and mabile application for
technical knowledge and market information; strive for sustainability and competitiveness.
Adopt new cultivars in response to the market demand; participate in R&D and innowvation; apply technologies,
Farmin especially digital technologies and best practices in capacity planning, water & soil management, pre-harvest field
sc3 9 management, harvest and post-harvest practices; with minimal emvironmental and health hazards; follow TAS and
GAP; achieve economy of scale through "Cooperatives” and “Land Collectives®; manage external shack with
the market forecast and government guidance, strive for sustainability and competitiveness.
Collect in response to the market demand, promote GMP to be a Registered Packing House for exporting to
Collection China; adopt "GMP plus” or *Covid Free Certificate” (CFC) to comply with the Zero Covid Policy (ZCP) in China;
SC4 maintain the quality standard by government or importers; promote the traceback system; share market
information with digital technology; strive for inability and competiti
Transform fruits for easy consumption, longer preserving period, better taste or nutrition function in response to
BEscaetiN the market demand; digest the oversupply of raw fruits due to season or external shock; participate in R&D and
SCs 9 innovation; apply technologies, especially digital technologies (e,q. for quality control and process automation)
and best practices; promote GMP; maintain the quality and safety standard by government or importers; strive for
sustainability and competitiveness.
Develop professional exporters, and embrace supply chain integration with closer upstream-downstream finks; in
Expart response to the market demand; brand building; maintain the quality standard by government or importers;
SCpGO promaote the traceback system; share market information with digital technology; manage external shock with

diversification; law & regulation to protect both Thai and Chinese stakeholders; strive for sustainability and
competitiveness.

Cross Border

Mitigate the traffic congestion due to the ZCP by using all modes of transportation (land, rail, sea and air),
through all possible routes and designated ports; utilize the Laos-China railway fully with proper infrastructure

Logistics and Customs facility; extend cold storage capability; apply digital technology to monitor and share the cargo
SC7 information; reach the inland area of Ching; raise the speed of delivery for freshness and reduce waste: strive for
sustainability and competitiveness.
Product selection and development in response to the market demand; expand cross border trade, embrace
Impart supply chain integration with closer upstream downstream links; promaote the traceback system; share market
SC8 information with digital technology; build up more trust & cooperation with the Thai government and local
partners; comply with ZCP; strive for sustainability and competitiveness.
Wholesa Efficient distribution and storage service to retailers; embrace supply chain integration with closer upstream-
cho < downstream links; promote the traceback systerm; share market information with digital technology; raise the
speed of delivery for freshness and reduce waste; strive for sustainability and comp
Deliver satisfactory consumer experience through online and offline contact peoints and CRM programs; enhance
Retail the awareness and reputation of Thai fruits; embrace supply chain integration with closer upstream links; brand
SE‘?(; building; set up and maintain standard for quality & food safety; promote the traceback system; share market

information, predict sales volume and manage inventory and shelf display with digital technology; strive for
sustainability and competitiveness,

Consumption
SC11

Discover, communicate, and fulfill customer needs. Participate in R&D and innovation with new product ideas;
develop marketing content from the feedback with digital technology like social media; the consumer's right
protection with quality and food safety, information from trace back system; strive for sustainability and
competitiveness.

Source: CASPIM
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Table 5.4 Role of Thai Government & Related Strategies

Component Strategy
Set up and implement national fruit strategy, coordinate MOAC (for production) and MOC (for marketing) by the

Direction Fruit Board; promote R&D and Innovation; embrace supply chain integration; manage external shock such as

GT1 Covid 19, maintain sustainability in demand and supply, enhance competitive advantage, protect stakeholders;
and leverage digital technology.

Set up standards (e.g. TAS) & issue certificate (e.g. GAP and GMP) to improve productivity, efficiency and quality;

Re : ensure Thai fruits meet the SPS requirements of international standards and importing countries with minimal

egulation ; . o .

o environment and health hazard; manage external shock such as Covid 19; embrace supply chain integration;
enact and enforce rules to protect all stakeholders with digital technology; strive for sustainability and
competitiveness.

Promote R&D and Innovation; extend the strength of farmers and enterprises with planning for optimal size,

Extension higher ef'ficien‘-lcy énd quality; i‘n response to the market demandi system tq manage external shock (e.g: storage,

P deep processing, insurance, diversification); embrace supply chain integration; provide technology advice
through farmer organizations such as local “learning centres” and “community enterprises”, with digital technology
such as mobile apps; strive for sustainability and competitiveness.

Build up and enhance awareness and reputation of Thai fruits, expand fruits and areas with GI (Geographic
. Identification); promote sales online and offline in cooperation with local governments, importers & retailers;

Promotion . ; AP o X . A . X

GTa thrqugh busm‘ess matching, Thai fruit exhlb{tlons, flagship s.hop in Tmall, in-store activities; embracing supply
chain integration, manage external shock with extra marketing efforts; apply digital technology such as social
media; strive for sustainability and competitiveness.

Negotiates with GACC (General Administration Customs of China) on market access and SPS requirement;

Negotiation expand the permiss{ion list gfyThai fruits; update gnd implement the Protocol o.n.l.and transportatif)n through third

GTs countlry; urgent action to mitigate traffic cor?gestlor? due to the Z.CP by fully utilizing the Laos-China rallwa_y and
speeding up the Customs procedure; Coordinate with Laos and Vietnam for cross-border land transportation;
strive for sustainability and competitiveness.

Source: CASPIM

3.2 Digital Transformation (DT)

The roles of SCI in the 5i framework discussed above are enhanced with
digital transformation (DT) (Table 5.5). This sub-strategy of DT (DT1-DT3) is
linked with the seven strategic objectives (Ob) in section 3.5.
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Table 5.5 Digital Transformation (DT) & Related Strategies

Component Strategy
Gene selection & modification for better cultivars
. Risk management, such as weather prediction and pest/disease control
Big Data & Al R o A
DT Demand prediction & inventory optimization
CRM & individualized recommendation
Smart government for policy-making and execution
loT & Management of temperature, moisture, and chemicals in the field
A . Locate and adjust conditions of containers in transportation
utomation : .
DT2 Shelf management in retail stores
Drone & robots in field management, processing & transportation
?:ﬂ?umcaﬁon Shop any time and any place
. ; Consumers with product knowledge & traceback ability
& Social Media ) R H q
D13 Producers’ access to technology and real-time market information

Source: CASPIM

3.3 Competitive Marketing Mix (CS and MM)

Based on the marketing intelligence data of previous chapters, the competition
strategies (CS) are discussed (section 3.3.1), together with the guide to
marketing mix in terms of Product (MM1), Pricing (MM2), Channel (MM3) and
Promotion methods and messages (MM4) for the six fruits in focus (Durian
Longan, Mangosteen, Mango, Young Coconut and Pomelo) (section 3.3.2).
These sub-strategies of CS (CS1-CS2) and MM (MM1-MM4) are linked with
the seven strategic objectives (Ob) in section 3.5.

3.3.1 The Competition Context and Related Strategies (CS)

Two sub-strategies of competition are laid out for “Differentiation from the
Chinese Competitors” (CS1) and "Differentiation from the CLMV Competitors”
(CS2) (Table 5.7), based on a review of the competition context of the six fruits
(Table 5.6).
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Table 5.6 Competition Context of the Six Fruits

Fruit Competition Context

Thailand has a dominating position (99% market share). The major competitors are Malaysia and Vietnam.
Musang King of Malaysia is a strong in terms of quality, customer perception and marketing capability, but is
limited by its production scale. Durian of Vietnam has the advantage of large capacity and lower price. Other
potential competitors include Cambodia, Laos and the Philippines.

Durian

The market in China is dominated by Thailand (around 90%), followed by Indonesia (around 10%). There are
insignificant imports from Malaysia (around 1%) and Vietnam (<1%). Indonesia complements Thailand well in the
harvest season. Vietnam has a large capacity for production, but its export to China is suppressed by strict
inspection and quarantine processes.

Mangosteen

China produces about 2 mil tons of longan a year and imports about 0.5 mil tons, of which Thailand has a share
of 99% in the last two years. Vietnam is the current, and Cambodia is the potential competitor. Chuliang and
Shixia of China are strong competitors for Thailand in terms of taste and quality and without the problem of SO2
fumigation as in Thailand.

Longan

The key competitors of Thailand are China, Cambodia (newly permitted in 2021), Vietnam and Taiwan. China
produced about 3.3 million tons, and imported about 14000 tons in 2021, of which Thailand accounted for
Mango around 40%, followed by Cambodia and Vietnam, each around 20%, and Taiwan, around 15%. Guifei and
Jinhuang of China is quite competitive as Irwin of Taiwan, compared with lower priced ones such as Khiaoyai
and Keo Romiet of Vietnam and Cambodia. Nam Dok Mai of Thailand is sold as a premium fruit.

China produced around 25,000 tons but imported 870,000 tons of young coconut in 2021. Indonesia and
Thailand are two biggest exporters to China (with a market share of around 40% each), followed by Vietnam
(15%). However, the fruit from Indonesia and Vietnam is mainly for industrial users, leaving Thailand as the
dominating player in the retail market, with the volume growing by 3 times in 2021

Young Coconut

China is the world's largest producer of pomelo, with an output of more than 5 mil tons. It imported around
30,000 tons in 2021, of which 80% are from Thailand and 20% from Taiwan. Tubtim siam in the premium
segment has an obvious advantage over Shatian of China as it is dry and seedy, or Red Wentan of Taiwan
as it is slightly bitter.

Pomelo

Source: CASPIM

Table 5.7 Competition Strategies (CS)

Component Strategy
Differentiation Emphasis on the world reputation of Thai fruits
from the Emphasis on the earth and water quality in Thailand
Chinese Emphasis on international certificates acquired
Eg;ﬂpetltors Emphasis on superior nutrition property based on lab test
Differentiation Emphasis on established record in the world market
from the CLMV Emphasis on unique taste & appearance
Competitors Emphasis on embodied Thai culture
cs2 Emphasis on superior technology in field, storage & logistic

Source: CASPIM
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3.3.2 Marketing Mix and Related Strategies (MM)

Marketing

Mix: Product Strategies (MM1)

The "Product” strategies of the six fruits in the "Marketing Mix" are laid out in
Table 5.8 below:

Table 5.8 M

arketing Mix: Product Strategies (MM1)

Fruit

Product Strategy

Durian

Besides the dominating MonThong, Chinese consumers also seek other varieties, especially Chanee,
GanYao, and Puang Manee. Frozen durian meat is a good option, with the advantages of controllable quality,
convenience for consumption, and year-round supply. Small size is popular for nuclear families.

Mangosteen

There is only one variety of mangosteen in the world. A good fruit may have a big size (up to 100g in size 6A),
smooth and glossy skin in purple or black color, white and fluffy flesh, and a sweet and sour flavor. The
Chinese market may support a higher price as long as the quality meets the expectation. One challenge is
post-harvest handling to reduce the bruise.

Longan

The dominating variety Daw is supplemented by Phuang Thong and Phetsakon to cater for the festival season of
Chinese market. The fruit is available all year round due to the application of potassium chlorate to induce off-
season flowering. Thai longans are appreciated for their golden lustre, more flesh, juice and vitamins, and less
likely to catch internal heat after consumption. However, the issue of SO2 fumigation should be addressed as
some consumers are put off by the practice.

Mango

Nam Dokmai and Mahachanok need to find their positions in the face of high-end Irwin from Taiwan, the lower end
Khiaoyai from Vietnam, Keo Romiet from Cambodia, and wide middle-range local varieties such as Guifei and
Jinhuang. A unique combination of Nam Dokmai and glutinous rice may be a breakthrough point as most Chinese
tourists are impressed by the Thai desserts. Thai operators may also leverage the quality standard for entering

the Japanese and Korean markets, such as controlling the chemical residuals and keeping freshness in
long-distance transportation.

Young Coconut

Young Coconut should be expanded as a value product with quality and competitive price by 1) Maintaining the
unique selling points of aroma by better field management (preventing cross-pollination with other varieties),
guided by TAS; 2) Solving the problem of low prices during winter in China to increase production scale and lower
the cost, with technique to shift the harvest time or deep processing such as coconut juice and dessert; 3)
promoting the use of cost effective “ready to open” packaging.

Pomelo

Thai pomelos in China include Thong Dee, Khao and Tubtim siam. Tubtim siam has a clear advantage which drove
the rapid growth of pomelo export. It is advised to manage the capacity and maintain the quality and supply chain
stability of Tubtim siam: consider expanding its Gl area on the one hand and publish a special quality standard to
protect its uniqueness.

Source: CASPIM

Strategy

141




Marketing Mix: Pricing Strategies (MM2)

The “Pricing” strategies of the six fruits in the “Marketing Mix" are laid out in
Table 5.9 below:

Table 5.9 Marketing Mix: Pricing Strategies (MM2)

Fruit

Pricing Strategy

Durian

The price of the frozen Musang King was around ¥160-¥170/kg compared with ¥80-¥115/kg for MonThong
and Puang Manee during the time surveyed. In the medium run, higher supply of in Thailand and entry of the
Vietnam with considerable quantity may depress the selling price in China.

Mangosteen

Mangosteens from Thailand were sold at prices from around ¥50/kg to ¥95/kg, which is similar to those from
Indonesia, during the time surveyed. There are still latitudes for price hike in future, especially when weather
condition reduces the output, due to the uniqueness of Thai Mangosteens in its harvest season, which is not
overlapped with that of Indonesia.

Longan

Longan from Thailand was sold at prices from around ¥30/kg to ¥50/kg, compared with ¥50/kg to ¥60/kg, the
high-quality ones from China (e.g. i & Hainan Chuliang or £1%% Guangdong Shixia) during the time
surveyed. The selling price is difficult to go up further due to strong competition.

Mango

Nam Dokmai Si Thong can be sold at ¥100/kg, while the ordinary quality ones around ¥20kg, compared with the
local ones between ¥4/kg to ¥20/kg during the time surveyed. It is advised to maintain the premium position of
Nam Dokmai and raise its image and value perception through marketing campaigns at the same time.

Young Coconut

The young coconuts of Thailand are sold at ¥10 to ¥15 per unit, at a price similar to the local ones, during the
time surveyed. The price may go down for market competitiveness and in response to a higher supply in
Thailand.

Pomelo

Tubtim siam is sold at a premium price of more than ¥100/kg, compared with other Thai pomelos (around ¥15/kg

to ¥30/kg), Taiwan Red Wentan (around ¥30/kg), and local ones (around ¥7/kg to ¥20/kg), during the time
surveyed. It is advised to maintain the premium price of Tubtim siam with an emphasis on its rareness and leverage
its reputation to drive sales of other varieties of pomelo in Thailand.

Source: CASPIM

Marketing Mix: Channel Strategies (MM3)

The channel structure is presented in Figure 5.1 and Table 5.10, based on
the learnings from the channel-related components of “Export”, “Import”,
"Wholesale”, and “Retail” discussed in Chapter 2. The "Channel” strategies of
Thai fruits in China include:

« Professional exporters and importers should be the major intermediary;

* "Cross Border e-commerce” and “General Trade” are two major forms of
international trade;

+ Use "On line channel” for ubiquitous customer engagement;

« Use "Off line channel” for a sensual experience and convenience;

- Start “Channel Deepening” process to enter cities of the third tier and
below, as well as rural areas.
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Figure 5.1 Channel Structure for Thai Fruits in China

Source: CASPIM

Table 5.10 Players in the Channel Structure

Player Definition
1| oo tage | Condut b cross b e cpetr i he e of perra e
2> | General Trade Condgcted by‘a registered importer in the form of formal inte(national trade

Involving multilevel channels, regulated by normal rules of tariff & VAT

3 | New Retail Retailers integrating online ordering & payment, offline display & experience and logistic service
4 | Franchise National or regional fruit chain stores such as Pagoda
5 | Fruit Stall Small size roadside fruit retailers
6 | Fruit Bar F&B establishments selling fruit juice, fruit snack, and other processed fruits
7 | B2B An e-commerce firm selling to business units, e.g. restaurants, fruit processing factories
8 | B2C An e-commerce firm selling to individual consumers
9 |C2C An individual selling on an e-commerce platform such as Taobao to individual consumers

Source: CASPIM
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Marketing Mix: Promotion Strategies (MM4)

"Promotion Measures” in promotion strategies include:

« Lifestreaming by KOL in social media;

« Group buying, limited time offer in discount e-commerce platform;
 User experience sharing;

« Flagship shop, SEO for e-commerce platform;

« In-store special display and promotion activities;

« Thai fruit festival and exhibition for imported food.

The keywords and related "knowledge tips” for potential customers in
"Promotion Messages” in promotion strategies for the six fruits are laid out
in Table 5.11.

Table 5.11 Promotion Messages in Promotion Strategies (MM4)

Fruit Promotion Message

“Tender & Smooth,” “Like ice-cream”, “Fleshy & Small stone”, “Plump flesh”, “Agreeable sweetness", “Strong
flavor”, “Rapid freeze for freshness”, and “Ripe on the tree”

Knowledge Tips:

“detecting ripeness”, "accelerating the ripening”, “opening the fruit", and “serving ideas."

Durian

“Queen of Fruits”, “Long periods for nutrition accumulation”, “Handpicked", “Pure white fresh & beautiful purple
skin”, "Soft & melted in the mouth”, and "Refreshing”

Mangosteen Knowledge Tips:

“number of sections inside”, “Opening the fruit”, “Size of each grade”, “lllustration that the fruit is still edible
despite certain blemishes on the skin."

"Traditionally nutritional”, “Sweet and juicy”, “Crisp & tender”, “Fleshy and thin skin”, “Moist” “Chewy", and
"Crystal clear”

Longan Knowledge Tips:

“High-quality orchard” and “Clamed advantages of longan from Thailand compared with local ones.”

“Not fibrous", "Aromatic”, “Juicy”, “Thin skin”, “Thin stone”, “Right Brix Acid Ratio", "Aftertaste” and “Golden
color”

Mango Knowledge Tips:

“Method of ripening & serving,” “Nutrient value”, “lllustration of thin stone”, “Education about acceptable spots
and stains on the skin” and” right color for ripeness.”

“Refreshing and Thirst Quenching”, “Sweet smell like milk”, “Abundant water”, “Thin shell”, “Meat tender &
smooth”, “Meat springy”, and “Low sugar, Low calorie”

Young Coconut | Knowledge Tips:

“Open a coconut with the attached coconut opener”, “Nutrient value”, “Serving ideas”, and "Acceptable colors
of coconut water”

“Sweet with a tint of acidity”, “No bitterness”, “Translucent meat”, “Juicy”, "Aromatic”, “Thin skin”, “Few seeds",
“Easy shelling” and “No forced ripening”

Knowledge Tips:

“Method of shelling a pomelo” and “Nutrient value”

Pomelo

Source: CASPIM
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3.4 Resilient to External Shock and Related Strategies (ES)

Covid 19 pandemic from 2019 to 2022 is a good case of external shocks for
Thai fruit export. The lessons from Covid 19 include the impacts of the shock
and strategies to mitigate the negative impacts:

The negative supply-side shock includes: 1) Shut down of planting & processing
operation; 2) Disruption of logistics: fewer containers, higher freight, slow
border pass-through; 3) Decreasing the number of foreign labors.

The negative demand-side shock includes: 1) Regression to basic and
functional consumption in domestic and overseas markets; 2) Inconvenience
for Chinese importers visiting Thailand; 3) Rejection of contaminated fruit by
Chinese Customs.

Table 5.12 External Shock (ES) and Related Strategies

Component Strategy
Dealing with MNew transportation route and border checking points
Logistic Breakdown | Improve related infrastructure such as new bridges and warehouses
ES1 Imprave Customs pracedures such as opening Green Channel
Dealing with Limit the damage in terms of affected packing houses or transportation firm
Rejection of Communication with foreign counterparts for a clear definition and measurement procedure of
Contaminated Fruit contamination and disinfection requirement
ES2 Implement GMP+ and related certificate in line with the requirement of foreign counterparts

Alternative market Diversify the export markets and channels
ES3 Expand the domestic market

Digital Technology | Take the opportunity to adopt more digital technology to reduce labor costs and contamination
ES4

Source: CASPIM
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3.5 Conclusion: Strategic Objective & Related Strategies

The sub-strategies above related to the critical issues of Demand Driven
Supply Chain Integration (SCI) (Section 3.1), Digital Transformation (DT)
(Section 3.2), Competitive Marketing Mix (CS and MM) (Section 3.3); and
Resilient to External Shock (ES) (Section 3.4) are linked to the seven strategic
objective (Ob1-Ob7) based on the SWOT analysis in Section 2 In Table 5.13

below.

Table 5.13 Linkage between the Seven Strategic Objectives and Related
Sub-Strategies

Strategic Objective ' Related Strategy
Ob1 R&D and Innovation SC1, SC3, SC5, SC11, GT1, GT3
Ob2 Embrace Supply Chain Integration SC1- SC11, GT1- GT5
Ob3 Manage External Shock ES1-ES4, SC3, SC4, SC6, GT1-GT5
Ob4 Maintain Sustainability SC1- 811, GT1-GT5, MM1-MM4
Ob5s Enhance Competitive Advantage ‘ SC1-811, GT1-GT5, CS1-CS2, MM1-MM4
Obé ' Protect Stakeholders ‘ SC2-8C7, SC10-SC11, GT1-GT2
Ob7 Leverage Digital Technology ‘ DT1-DT3, SC1-SC11, GT1-GT4

Source: CASPIM

4. Action Plan to Achieve Strategic Objectives

The Action Plan to achieve the strategic objectives is laid out, including:

1)

2)

3)
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Involvement of key stakeholders from “R&D", “Input for Production”,
"Farming”, "Collection”, "Processing”, and "Export”, “Cross Border
Logistics”, "Import”, “Wholesale”, “Retail” and “"Government” for each
of the seven "Strategic Objectives” (Table 5.14).

Roadmap & Milestone for each of the seven Strategic Objectives: the
expected achievement in the time frame of 4 to 5 years compared
with the base year of 2021 (Table 5.15), and the expected export value
of the six fruits in focus from Thailand to China (Table 5.16).
Resource configuration necessary to achieve the seven “Strategic
Objectives” (Table 5.17), including “Natural Resources”, “Human
Resources”, “Technology Resources”, “Natural Resources”, “Financial
Resources” and “Public Resources”.

Strategy



Table 5.14 Involvement of Key Stakeholders for Strategic Objectives

Statege Objectives | RAD | PUFEC | Faming | Collection |Processng| Export | Borser | import | Wnolesale | Retar | SOver
R&D and
051 jnnovation ® @ @ @
Embrace
xwiwwean | @ | @ O @ O O O © O O O
Maintain
iy @ | O O O | ] © 6| © O © O
Enhance
wommiv | @ @ @ | @ O © O © O O ©
wiewe ® | | ©® ® | 6 0 © o o o
Source: CASPIM
Table 5.15 Roadmap & Milestone for Strategic Objectives
Strategic Objectives 1 year 2-3 Years 4-5 years
ob1| R&D and Innovation Survey & prioritize for the R&Dvmh‘z‘euhmandmldm Commercialize the short run
Embrace supply chain Policy adjustment Gains from integration
o2 integration Plan and select potential leader | |/ \omont integration Further development
Urgent action in response to Set up system for managing [System for managing external
o83 || Manege Extermal Shock zcP external shock shock in position
4 Sustainability plan on both Marketing mix & planning for Significant improvement
Obd | Maintain Sustainability | “gemang and supply side | optimal size for sustainability on sustainabillty
obs Enhance Competitive Identify current and p tial A g mix & Retain or enlarge market
Advantage competitors in Chinese market in targeted areas share in targeted areas
Identify vulnerability and dj to add Stakeholders are better
Ob6| Protect Stakeholders | o1, for policy adjustment the vulnerabilities protected
ob7 Leverage Digital Plan and prepare for the = the Adoption rate 50% of people
Tech gy infr P W % or operations

Source: CASPIM
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Table 5.16 Expected Export Value of Major Fruits of Thailand to China

Fruit 2021 (mil B) 2024 (mil B) 2026 (mil B)
Durian 98,332 127,438 215,371
Longan 18,024 23,359 33,637
Mangosteen 15,966 20,692 29,796
Coconut Y 5,131 7,804 15,206
Pomelo 860 1,115 1,605
Mango 91 118 199
Total 138,404 180,526 295,905

Source: CASPIM

Table 5.17 Resource Configuration to Achieve the Strategic Objectives

Natural New land and adjustment of land usage
Improve earth and water quality, Improve irrigation system

R&D personnel for new cultivars development & field management
Skilled Farmer for adopting new technology
Marketing experts, Technician for digital technology

Human

Breeding of new cultivars
Technology Technology for field management, post harvest storage & logistics, deep processing
Digital Tecjnology

Fi ial Investment for natural resource, human resource and technology development
Budget for government programs

Government support for R&D, new technology adoption and training

Public Government planing & promotion for land adjustment & new variety adoption
Government support for community enterprise

Government involvement and support for international negotiation & oversea marketing

Source: CASPIM
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Index

Demand Driven Supply Chain

Durian
Chinese Market
Competitors
Consumer Insight
Marketing Mix
Production

Longan
Chinese Market
Competitors
Consumer Insight
Marketing Mix
Production

Mango
Chinese Market
Competitors
Consumer Insight
Marketing Mix
Production

Mangosteen

Chinese Market
Competitors
Consumer Insight
Marketing Mix
Production

Methodology

Field Trips in Thailand
Online Interview in China
Secondary Data

Pomelo
Chinese Market

Page
135

135

100-101
101-104
107
104-106
74-78

111
112
114-115
112-113
81-85

115-116
117
119-120
117-118
85-89

107-108
108
110-111
109
78-81

12-13
13
14-16

124
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Index

Competitors
Consumer Insight
Marketing Mix
Production

Strategy

Action Plan

Competition

Digital Transformation

Marketing

Resilient to External Shock

Strategic Objective & Related Strategies
Supply Chain

SWOT Matrix

Supply Chain

150

Collection
Components Overview
Consumption
Cross-Border Logistic
Export
Farming
Government of China
Direction
Facilitation
International Negotiation
Regulation
Taxation
Government of Thailand
Direction
Extension
International Negotiation
Promotion
Regulation
Import
Input for Production

Page

125-126

128-129

126-127
92-95

146-148
139-140
138-139
141-144
145
146
136-138
133-135

26-27
19-20
59-61
46-49
29-31
25-26

62-63
67-68
68-69
63-65
66

32-35
38-40
44-45
41-43
35-38
50-52
23-24



Index

Processing
R&D

Retail
Wholesale

Supply Chain Integration
Supply Chain Strategies

That Fruits

Export to China
Permission List
Value & Volume

Geographic Indication

Young coconut
Chinese Market
Competitors
Consumer Insight
Marketing Mix
Production

Page

28-29
20-22
55-59
52-55

136
136-138

8-9
9-11
7-8

120
121
123-124
121-122
89-92
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