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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





Prologue 3

On August 22, 2022, “Zhou Liu Lian”, the largest Chinese brand of frozen,  
ripe-on-tree Thai durian, was launched by JOY WING MAU (鑫荣懋), 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 (洪九果品) 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 (百果园). How can SCI assist Thai fruit exports to China?

On September 19, a fortnight later, two containers of fresh MonThong  
durian from Vietnam arrived at Ping Xiang (凭祥) 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.
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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
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11

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

“The joy of research is picking the fruits of discovery ” — Steven Magee
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Thailand has abundant resources for tropical fruits. The government has  
assigned GI (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

1.1 Orchard of the World 

1. The Settings of Research

(26)
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Source : DIP 10/10/2020: 171 Thai GI 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).

(26)

Tubtim siam Pomelo
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Table 1.2 The Permission List of Thai Fruits in China

Source : GACC 2021 December 28

Table 1.3 Export Value of Thai Fruits to China

Source: Customs of Thailand

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.

    1.3 Heavy Weight & Rising Star
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Table 1.5 China’s Share in the Volume of Thai Fruits Export

Source: Customs of Thailand	

Source: Customs of Thailand	

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
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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. 

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.

Source: Table 1.4

Table 1.6 Heavy Weights of Thai Fruits Export to China

Source: Table 1.3

Table 1.7 Rising Star of Thai Fruits Export to China

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%).
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Table 1.8 Geographic Coverage of Field Trips in Thailand

Source: CSAPIM 

     

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).

     

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.

 2.1 Field Trips in Thailand

2.2  Online Interviews in China

2. The Sources of Information
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Table 1.9 Stakeholders Represented & Fruits Covered in Field Trips

Source: CSAPIM 

Table 1.10 Stakeholders in Online Interview in China

Source: CSAPIM 

Banana 9

21

50

14

19

16

Mango 15

30

19

12

15

11

7

Mangosteen

Pineapple

Pomelo

Rambutan

Rose Apple

Tamarind

Coconut

Durian

Jackfruit

Long Kong

Longan
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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)	 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);
    2)	 Data from wholesale market, such as Talaad Thai and Jiang Nan  
	 江南批发市场;
    3)	 Data from fruit news providers in China, such as China Fruit Portal 
	 中国⽔果⻔户, Produce Report 国际果蔬报道, Fresh Plaza: 全球果蔬⽹ 
	  and Asia Fruit 亚洲⽔果;
    4)	 Data from e-Commerce platform in China for marketing information 
	 and customer feedback, such as Taobao/Tmall (淘宝/天猫), JD (京东),  
	 PinDuoDuo (拼多多), and Suning (苏宁).

Table 1.11 Key Sources of Secondary Information

Source: CASPIM 

2.3 Secondary Data
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Table 1.12 HS Code of Thai Fruits of Customs of Thailand

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)
 

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

Source: https://opendata.doae.go.th/site/index
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1. Overview
2. Supply Chain in Thailand
3. Role of Governments in Thailand

4. Supply Chain in China
5. Role of Governments in China

“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
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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 

Source: CASPIM

  
  

“
” —

“ ”
“Consumption”

“ ”
“ ” “ ”

fulfill

“ ”
“ ” “ ” “ ” “ ” “ ” “ ”

“ ” “ ”
“ ” “ ” “ ” “
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offices

Scientific

Table 2.2 Anatomy of the Supply Chain of Thai Fruit in China

Source: CSAPIM

The key functions of R&D include:
 
    1)	 Breeding program for disease-tolerant cultivars with good quality  
	 and high yield;
    2)	 Research and development of better and suitable technology and  
	 good practices in pre and post-harvest management.

2.1  R&D

2. Supply Chain in Thailand

What

Who

The functions above are carried out by:
 
    1)	 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);
    2)	 Learning Centers or local offices of Department of Agricultural  
	 Extension (DOAE) of Ministry of Agriculture and Cooperatives (MOAC)  
	 in every district;

International Negotiation International Negotiation
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    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

Figure 2.1 Selected Examples of R&D

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

Source: CASPIM
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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 output transferred 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.

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.

How

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).
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The key functions of Input for Production are fulfilled through the following 
process:
 
    1)	 Farmers keep and develop seeds, sprouts, or grafting stocks themselves; 
    2)	 Farmers buy breeding materials, other agricultural supplies, equipments 
	 & machineries from commercial operators;
    3)	 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;
    4)	 Government provides breeding materials through Learning Centers  
	 or office of DOAE to promote new varieties;
    5)	 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.

The functions above are carried out by:
 
    1)	 Commercial nurseries and sellers of other agricultural supplies;
    2)	 Sellers of agricultural equipment and machinery and developers of IT  
	 applications;
    3)	 Learning Centers or office of Department of Agricultural Extension  
	 (DOAE) under the Ministry of Agriculture and Cooperatives (MOAC)  
	 in every district;
    4)	 Farmers and farmer organizations such as Community Enterprise,  
	 Cooperatives, and Land Collectives.

The key functions of Input for Production include:
 
    1)	 Provision of breeding materials and other agricultural supplies such  
	 as fertilizer, pesticide, and hormone;
    2)	 Provision of equipment and machinery (including automation and  
	 digital equipment).

How

Who

2.2  Input for Production 

What 
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Figure 2.2 Selected Examples of Input for Production

Source: CASPIM

    1)	 Most planting materials are provided by farmers themselves; for  
	 example, the breeding of Longlaplae and Linlaplae Durian in Uttaradit  
	 (Figure 2.2);
    2)	 Community Enterprise or Learning centers play an important role in  
	 distribution of breeding materials, fertilizer, pesticide, and other  
	 chemicals;
    3)	 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);
    4)	 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).

Observation

(Figure 2.1);” 

6) Page 21, fourth bullet point under the heading of “Who”, add “and” in “Cooperatives, and 
Land Collectives’.  

7) Page 21, first bullet point under the heading of “How”,“grafting stocks themselves” not 
“them selves”   

8) Page 21, second bullet point under the heading of “How”, add proper space between 
words and “,” following the original: 

“Farmers buy breeding materials, other agricultural supplies, equipments & machineries  
from commercial operators;” 

9) Page 22, Figure 2.2 is different from the original text. It should be the following:   

 

10) Page 22, second bullet point under the heading of “Observation”, “for example” should 
be “For example”. 

11) Page 23, second bullet point under the heading of “What”, “Water and Soil 
management;” should be “Water and soil management;” 

12) Page 23, third bullet point under the heading of “Observation”, “such as Durian (Mon 
Thong) should be “such as durian (MonThong)” 

13) Page 24, under the heading of “What”, “The key functions of the Collection include” 
should be “The key functions of Collection include” 

14)  Page 24, third bullet point under the heading of “What”, “Simple package;” should be 
““Simple packaging;”  

15) Page 26, first bullet point under the heading of “What”, “Simple Processing” should be  
“Simple processing” 

16) Page 26, second bullet point under the heading of “How”, “in some cases, Collectors or 
Exporters” should be “in some cases, collectors or exporters”   

/3 10
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The key functions of Farming include:
 
    1)	 Planting plan;
    2)	 Water and soil management;
    3)	 Pre-harvest field management;
    4)	 Harvest and post-harvest handlings.

2.3  Farming

What 

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.

    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.

The functions above are carried out by:
 
    1)	 Small farms;
    2)	 Small farms organized in Community Enterprise (วิสาหกิจชุมชน),  
	 Cooperatives (สหกรณ์) and land collectives (แปลงใหญ่).

How

Observation

Who
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different

Figure 2.3 Selected Examples of Farming

Source: CASPIM

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.

2.3  Collection

What 

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.

Who
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affiliated

difficulty
certified

  
  

different

fulfilled

different

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.

    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.

How

Observation

Figure 2.4 Selected Examples of Collection

Source: CASPIM
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The key functions of Processing include:		
  
    1)	 Simple processing (such as trimming or polishing coconut or freezing 
	 durian);
    2)	 Deep processing (such as making coconut pudding, durian paste, or 
	 preserved tamarind). 

2.5  Processing 

What 

The functions above are carried out by:
 
    1)	 Fruit processing factories;
    2)	 Collectors or Exporters who have fruit processing capacities.

Who

The key functions of Processing are fulfilled through the following process:
 
    1)	 Fruit processing factories receive fruits from collectors;
    2)	 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;
    3)	 Fruits are processed under the regulation and support of govern 
	 ments;
    4)	 Processed fruits are delivered to exporters.

    1)	 Innovative processed products and packaging may be the key for  
	 Thai fruits to increase their value-added and capture more premium  
	 market;
    2)	 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).

How

Observation
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fulfilled

Figure 2.5 Selected Examples of Processing

Source: CASPIM

The key functions of Export include:
 
    1)	 Buying in Thailand and selling in China;
    2)	 Participate in forming prices in the market.

2.6  Export 

What 

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.

Who
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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.

    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)	 Exporters with 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.

How

Observation
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Table 2.4 Export Procedure & Documentation in Thailand

Figure 2.6 Selected Examples of Export

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

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

3.1  Direction 

3. Role of Thai Government

What

Figure 2.7 Agricultural and Cooperative Strategy (2017-2036)

Source: MOAC, Thailand

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; 

Who
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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.

How

Table 2.5 Fruit Development Strategy

Source: MOAC, Thailand

    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).
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Observation

     1)	 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;
     2)	 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

Table 2.7 Fruit-Related Organizations in MOAC

Source: MOAC, Thailand

Source:  https://www.moac.go.th/moaceng-organization
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Figure 2.8 Selected Examples of Direction

Source: CASPIM

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.

3.2  Regulation 

What 

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.

Who
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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.		

How

Table 2.8 Thai Agricultural Standard (TAS)

Source: TAS2GO
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Table 2.9 Good Agricultural Practices (GAP)

Source: TAS 9001-2013

Table 2.10 Good Manufacturing Practice (GMP)

Source: TAS 9035-2010
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    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.
		

Observation

Figure 2.9 Selected Examples of Regulation

Source: CASPIM

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.

3.3  Extension 

What 
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The functions above are carried out by:
 
    1)	 Department of Agricultural Extension (DOAE), MOAC;
    2)	 Provincial and district offices and their learning centers of DOAE.

Who

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”.

    1)	 There is 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.

How

Observation
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Figure 2.10 Selected Examples of Extension at National and Local Level

Source: CASPIM
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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)	 GI (Geographic Identification) for marketing advantage.

3.4  Promotion

What 

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.

Who

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 GI. (Table 1.1). Farmers & traders in the  
	 geographic location may register for GI, valid for two years;
     5)	 DIT sets up Farm Outlets for domestic trade.

How
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     1)	 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;
     2)	 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.

Observation

Figure 2.11 Selected Examples of Promotion
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Source: CASPIM

Table 2.11 Marketing Plan of DITP

Source: DITP
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The key functions of International Negotiation include the following:
 
     1)	 FTA (Free Trade Area) with China;
     2)	 Fruit market access:
     3)	 Sanitary and Phytosanitary (SPS) requirements.

3.5  International Negotiation 

What 

The functions above are carried out by:

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

Who

The key functions of International Negotiation are fulfilled through the  
following process:
 
     1)	 DTN negotiates on FTA Agreement which reduces the tariff of Thai  
	 fruits import in China;
     2)	 ACFS negotiates with GACC (General Administration of Customs  
	 China) on market access and SPS (Sanitary and Phytosanitary Measures) 
	 requirements leading to related protocols

     1)	 Thai fruits enjoy 0% tariff under the CAFTA (China ASEAN Free Trade  
	 Area);
     2)	 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);
     3)	 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);

How

Observation



45Supply Chain

  
  

  
  

     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

Source: CASPIM

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

Source: ACFS
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4.1  Cross-Border Logistic 

4. Supply Chain in China

What

Who

The key functions of Cross Border Logistics include:
 
     i	 Cross border transportation and warehousing by land;
     i	 Cross border transportation and warehousing by rail;
     i	 Cross border transportation and warehousing by sea;
     i	 Cross border transportation and warehousing by air.

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.

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.

How
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     1)	 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);
     2)	 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);
     3)	 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%;
     4)	 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 (甩挂) 
	 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;
     5)	 On January 8, 2023, China announced the ending of the Zero Covid  
	 Policy (ZCP) and related draconian SPS procedure at the border  
	 checkpoints.

Observation



Supply Chain48

1. P48 figure 2.13 （Revised）

Graph Credit: TAP

Figure 2.13 Border Checkpoints for Thai Fruit Export to China

Source:  https://www.tap-magazine.net/blog-cn/mov64-1

Graph Credit:  TAP
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2. P49 figure 2.14 （Revised）

Graph Credit: AFP

Table 2.13 Logistic Modes in Comparison

Figure 2.14 Laos-China Railway

Source: CASPIM

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

Graph Credit:  AFP
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4.2  Import 
What

Who

The key functions of Import include:
 
     1)	 Import in the form of general international trade;
     2)	 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:
 
     1)	 Licensed Chinese importers in general international trade;
     2)	 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:
 
     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; c) The importer bears tariff, VAT, and Consumption Tax 
	 (if relevant);
     2)	 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.

How
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benefit

     1)	 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 
	 quota for a customer;
     2)	 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;
     3)	 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).

Observation

Table 2.14 Operators in Haitao

Source: CASPIM
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fulfilled

offline

3. P52 figure 2.15 （Revised）
Tmall TikTok

taihaitao kaola

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

Figure 2.15 Cross Border Retailing e-Commerce Importer In China and  
Thailand

Table 2.15 Import Procedure & Documentation in China

Source: CASPIM

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

Source:  https://www.thaitpi.com/article_view.php?atid=182
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The key functions of Wholesale include:
 
     1)	 Sale in bulk to a retailer;
     2)	 Warehousing services;
     3)	 Cold-chain transportation.

4.3  Wholesale

What 

Who

How

The functions above are carried out by:
 
     1)	 Registered Chinese wholesalers;
     2)	 Warehousing services;
     3)	 Cold-chain transporters.

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.

     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).

Observation
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Table 2.16 Major Fruit Wholesale Market in Mainland China

Source: Fruit Information Centre

Page 52 Table 2.26

Provincial Unit Chinese Name Short Name In English

Beijing 北京新发地市场 Beijing Xinfadi

Tianjin 天津红旗农贸批发市场 Tianjin Hongqi

Hebei ⽯家庄桥⻄⽔果批发市场 Shijiazhuang Qiaoxi Fruit

Shanxi 太原河⻄⽔果批发市场 Taiyuan Hexi Fruit

Liaoning 沈阳⼋家⼦⽔果批发市场 Shenyang Bajiazi Fruit

Liaoning ⼤连⽔果批发市场 Dalian Fruit

Jilin ⻓春地利⽔果批发市场 Changchun Dili Fruit

Heilongjiang 哈尔滨哈达⽔果批发市场 Harbin Hada Fruit

Shanghai 上海⻄郊国际农场品交易中⼼ Shanghai Xijiao

Shanghai 上海辉展果蔬 Shanghai Huizhan Fruit & Vegetable

Jiangsu 南京众彩物流农副产品中⼼ Nanjing Zhongcai 

Zhejiang 嘉兴⽔果市场 Jiaxing Fruit

Zhejiang 浙江⾦华农产品批发市场 Zhejiang Jinhua

Zhejiang 杭州果品集团 Hangzhou Fruit 

Anhui 合肥周⾕堆⽔果批发市场 Hefei Zhougudui Fruit

Fujian 福州海峡农副产品中⼼ Fuzhou Haixia

Fujian 厦⻔中埔⽔果批发市场 Xiamen Zhongpu Fruit

Jiangxi 南昌深圳农产品批发市场 Nanchang Shenzhen

Shandong 济南堤⼝⽔果市场 Jinan Dikou Fruit

Shandong ⻘岛东⽅鼎信⽔果市场 Qingdao Dongfang Dingxin Fruit

Henan 郑州万邦国际农产品物流城 Zhengzhou Wanbang

Hubei 武汉光霞⽔果批发市场 Wuhan Guangxia Fruit

Hunan ⻓沙红星农副产品⼤市场 Changsha Hongxing 

Hubei 武汉光霞⽔果批发市场 Wuhan Guangxia Fruit

Hunan ⻓沙红星农副产品⼤市场 Changsha Hongxing 

Guangdong ⼴州江南果菜批发市场 Guangzhou Jiangnan Fruit & Vegetable

Guangdong 深圳海吉星 Shenzhen Higreen 

Guangdong 东莞下桥⽔果批发市场 Dongguan Xiaqiao Fruit

Guangxi 南宁海吉星⽔果市场 Nanning Higreen Fruit

Hainan 海⼝南北⽔果批发市场 Haikou Nanbei Fruit

Chongqing 重庆江津双福⽔果市场 Chongqing Double Blessing Fruit

Sichuan 成都濛阳⽔果批发市场 Chengdu Mengyang Fruit

Yunnan 昆明⾦⻢正昌⽔果批发市场 Kunmin Jinma Zhengchang Fruit

Guizhou 贵阳花溪⽯板⽔果批发市场 Guiyang Huaxi Shiban Fruit

Inner Mongolia 呼和浩特美通⽔果批发市场 Hohhot Meitong Fruit

Ningxia 银川新世纪⽔果批发市场 Yinchuan Xinshiji Fruit

Qinghai ⻘海⾼原⽔果批发市场 Qinghai Gaoyuan Fruit

Shannxi ⻄安⾬润⽔果批发市场 Xi'an Yuren Fruit

Gansu 兰州张苏滩蔬菜⽠果批发市场 Lanzhou Zhangsutan Fruit & Vegetable

Xinjiang 乌鲁⽊⻬北园春⽔果批发市场 Ürümqi Beiyuanchun Fruit
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4. P55 figure 2.16 （revised）
Guangzhou Jiangnan Jiaxing Fruit 

Guangzhou Jiangnan Fruit & Vegetable

⼴州江南果菜批发市场


https://www.jnmarket.net

⼴东省⼴州市增槎路926号

Jiaxing Fruit

嘉兴⽔果市场


http://www.jxsgsc.com

浙江省嘉兴市南湖区兴运路61号

Beijing Xinfadi Shanghai Huizhan

Beijing Xinfadi

北京新发地市场


http://www.xinfadi.com.cn

北京市丰台区新发地

Shanghai Huizhan Fruit & Vegetable

上海辉展果蔬


http://www.huizhanmarket.com

浦新公路永南路1688号

Source: CASPIM 

Figure 2.16 Major Fruit Wholesale Market in Mainland China

Source: CASPIM

4.4  Retail
What

Who

The key functions of Retail include:
 
     1)	 Sale and deliver fruits to ultimate customers;
     2)	 In a suitable amount and package, and right scenario.

The functions above are carried out by (Table 2.17 & Figure 2.17):
 
     1)	 Operators of Modern Trade (including super-market, super-market  
	 for fresh food, and modern convenience store);
     2)	 Sellers in B2C and C2C e-Commerce platforms;
     3)	 Operators in Agricultural Market;
     4)	 Operators of Fruit Shops (including traditional fruit stalls and modern  
	 franchised fruit shops).
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The key functions of Retail are fulfilled through the following process:
 
     1)	 Interaction with customers on-site in Modern Trade and Fruit Shops;
     2)	 Interaction with customers online on e-Commerce platforms;
     3)	 Interaction with customers in New Retail: “New Retail” with the  
	 seamless merger of offline, online, logistics, and data (Figure 2.18).

     1)	 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;
     2)	 “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;
     3)	 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;
     4)	 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 HONGJIU. Both of them have significant presence in Thailand  
	 (Table 2.18 and Figure 2.18);
     5)	 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;

How

Observation
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中商情报⽹

5. P57 figure 2.17 （revised）

Graph Credit: 1) sohu.com; 2) m.tibet.cn; 3) kknews.cc; 4) m.huoyuan51.com

     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

Figure 2.17 Channel of Fruit Retailing in Mainland China

Source: CASPIM based on data from 中商情报⽹ ASKCI.com

Source: CASPIM

Graph Credit: 1) sohu.com; 2) m.tibet.cn; 3) kknews.cc; 4) m.huoyuan51.com
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6. P58 figure 2.18 （Revised）

Graph Credit: 1) inf.news; 2) sohu.com; 3) yonghui.com; 4) Þnance.sina.cn

  
  

Figure 2.18 New Retail in Fruit Retailing in Mainland China

Table 2.18 Leaders of Fruit Retailing in Mainland China

Source: CASPIM

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

Source: CASPIM
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7. P59 figure 2.19 （Revised）

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

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

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

Source: CASPIM

4.5 Consumption 
What

Who

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.

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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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 (微信) or  
	 ZhiHu (知乎);
     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.

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 GI (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 (⼈设);

How

Observation
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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

Table 2.20 New Consumer Behaviors in China for Fruit Consumption

Source: CASPIM

Source: CASPIM
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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.

5.1  Direction

5. Role of Chinese Government

What

Who

How

Observation

The functions above are carried out by:
 
    1)	 NPC (The National People’s Congress);
    2)	 SC (The State Council);
    3)	 MOC (Ministry of Commerce).

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).

    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.
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Table 2.21 Selected Examples of Direction

Source: CASPIM

The key functions of Regulation include:
 
    1)	 Market access of Thai fruits;
    2)	 SPS requirement 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.”

5.2  Regulation

What

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).

e



Supply Chain64

  
  

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 Vietnam 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

*1 rai=2.4 mu=1600 square meter
Source:  https://customs.macld.com/23202.html

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).
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Table 2.23 Number of Registered Orchard and Packing Houses in Thailand

Source: GACC January 30, 2022

  
  

files

  
  

files

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

Source:  https://www.opsmoac.go.th/beijing-news-files-431291791824
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The key functions of Taxation include:
 
    1)	 Customs Duty (Tariff);
    2)	 VAT (value-added tax).

5.3  Taxation 
What

Who

How

Observation

The functions above are carried out by:
 
    1)	 GACC (General Administration of Customs of China).

The key functions of Taxation are fulfilled through the following process:
 
    1)	 The customs duty is 0% for all fruits from Thailand under the CAFTA  
	 (China ASEAN Free Trade Area);
    2)	 The VAT for imported fruit has been reduced from 13% in 2017 to 9%  
	 in 2019;
    3)	 VAT = (CIF+Tariff) x VAT rate, where CIF means the price quoted,  
	 including Cost, Insurance, and Freight.

    1)	 Some Thai exporters consider the VAT of China as an NTB (Non-Tariff  
	 Barrier) as Thailand exempts VAT on the import of agricultural  
	 products;
    2)	 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;
    3)	 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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The key functions of Facilitation include:
 
    1)	 Promote fruit import;
    2)	 Facilitate fruit import.

5.4  Facilitation 
What

Who

How

Observation

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).

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).

    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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Foodstuffs
－

fulfilled

significant efforts
country’s

Table 2.25 Selected Exhibitions in China Suitable for Thai Fruits

Source: CASPIM

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.

5.5  International Negotiation 
What

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

Observation

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.

    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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2. Heavy Weight
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“No one can reap the fruit before planting the trees ” — Luiz Inacio Lula da Silva
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1. Overview 

1 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.

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 cultivars1; the list of GI (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
 

Source: CASPIM

  
  

identifies

(สารานกุรมส าหรบัเยาวชนไทย
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2   The foundation of Thai Youth Encyclopedia 2006: Thai Youth Encyclopedia (สารานุกรมกรมสำ�หรับเยาวชนไทย) No. 28. 
			 
3  www.yearofthedurian.com

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 groups2. Other sources, such as yearofthedurian.com 
present 234 varieties3. 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 GI (geographical indication) to 11 groups of 
durian in the country (Table 3.3).

2.1  Durian

2. Heavy Weight

Variety



75Production

Table 3.2 Major Varieties of Thai Durian
 

Source: Compiled by CASPIM

Table 3.2 Major Varieties of Thai Durian  

Source: Compiled by CASPIM 

3

Variety Characteristics Illustration

1

หม อ น ท อ ง
MonThong

⾦枕头

The most planted and exported variety. Big size,; Thick dark yellow ßesh, 
sweet and creamy, strong aroma, thin skin; Weight 3-5 kg.

2

ชะนี
Chanee

⻘尼

Traditionally popular variety and better resistant to diseases; Medium 
size, golden yellow, thick ßesh, Þne texture, soft, sweet and creamy, 
strong aroma; Weight 2-4kg.

3

กระดุมทอง
KradumThong 

甲仑

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

4

ก้านยาว
GanYao

⼲尧

One of the famous and expensive durian varieties in Nonthaburi 
Province; Medium size, with a long stalk; Light yellow ßesh, Þne texture, 
soft, sweet and creamy, big seed; Weight 2-4kg.

5

พวงม ณี
Puang Manee

托曼尼

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

6

หล งลับแล
Long Lap Lae

珑榴莲

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

7

หลินลับแล
Lin Lap Lae

琳榴莲

One of the famous and expensive durian varieties in Laplae District 
Uttaradit Province; Small size, Light yellow ßesh, sweet and creamy with 
a hint of savoury, Þne texture, soft aroma; Cylindrical shape, thin skin, 
stunted seeds; Weight 1.0-1.8 kg.

8

จันทบุรี 1

Chanthaburi 1

⼭⼤五⾥1

Hybrid of Chanee and MonThong; Medium size; Yellow ßesh, sweet and 
creamy, Þne-grained, soft aroma, mostly stunted seeds; Weight 2.6-3.6 
kg.

9
นวลทองจันท์ 

Nuanthongchan

诺通赞

Hybrid of Puang Manee and MonThong; Medium size, Thick gold yellow 
ßesh, sweet and creamy, very weak aroma; Thin skin, small seed; 
Weight 2.5-3.0 kg.
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Table 3.3 GI of Durian in Thailand

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

Source:: DIP 2021

1 rai = 1,600 square meters = 2.4 Chinese mu (亩) 	 
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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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.
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Table 3.5 Durian Output Proportion in Geographic Regions and by Major  
Varieties5

Table 3.6 Seasonal Variation of Durian Output in Thailand6

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).

Source:: DOAE 2021

Source:: DOAE 2021

5  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	

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).
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Table 3.7 Technical Parameters for Durian Production in Thailand

Parameter

Variety

Trend

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 ฿/kg. 

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 GI (geographical indication) to 2 groups of mango-
steen in the Ranong and Nakhon Sithammarat provinces (Table 3.8).

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 ฿/kg, merely higher 
than the production cost but much lower than that of durian (Table 3.9).	  

2.2 Mangosteen 
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฿
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fluffy fl fl

฿

Source:: CASPIM field trip 
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Figure 3.1  Appearance of Mangosteen

Table 3.8 GI of Mangosteen in Thailand

Source:: DIP 2021

Source: Compiled by CASPIM
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Table 3.9 Planting Area and Output of Mangosteen in Thailand 2019-20217

1 rai = 1,600 square meters = 2.4 Chinese mu (亩) 
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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Table 3.10 Mangosteen Output Proportion in Geographic Regions8

Table 3.11 Seasonal Variation of Mangosteen Output in Thailand9

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).	  

  
  

  
  

Source:: DOAE 2021

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
 

9 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 3.12 Technical Parameters for Mangosteen Production in Thailand

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.

Source:: CASPIM field trip case studies

10 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

Variety

There are 66 varieties of longan in Thailand, according to the Plant Germ-plasm 
Database of Department Of Agriculture (DOA)10 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 GI (geographical indication) to 3 groups of longan in 
the provinces of Lamphun and Samut Sakhon (Table 3.14).

2.3 Longan
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From seed
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Table 3.13 Major Varieties of Thai Longan

Source: Compiled by CASPIM

Source: Compiled by CASPIM

  
  

亩）

fl fl
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Table 3.14 GI of Longan in Thailand

Table 3.13 Major Varieties of Thai Longan 

Variety Characteristics

1

พันธุ์ดอ 

หรืออีดอ
Daw or E-Daw

Most popular in Thailand harvesting in late June to early July; Big seed. The 
ßesh, sweet and with good ßavor, is rather tough and not crispy; Grown in the 
northern provinces.

2
พันธุ์อีเบี้ยวเขียว

Biew Khiew

Well sought after, harvesting in late August to September; Round, large, brownish 
green, large proportion of ßesh which is crispy, pleasant scented and sweet; Thick 
skin which is advantageous to longer shelf life; Grown in the northern provinces.

3

พันธุ์แห้ว 

หรืออีแห้ว
Haew

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

4
พันธุ์สีชม พู
Chompoo

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

5
พันธุ์พวงทอง

Phuang Thong

Smooth light brown skin with brown spot. Thick ßesh, crisp, creamy white color, 
just right degree of sweetness;  Harvesting mid Feb suitable for the market 
Chinese New Year.

6
พันธุ์เพ ชรส าค ร

ทวาย
Phetsakon

Lowland cultivar; Grown in the central region in Samut Sakhon and Ratchaburi; 
Big seed, Firm ßesh, not very sweet; First harvest May to June, Second harvest 
December to January 
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Table 3.15 Planting Area and Output of Longan in Thailand 2019-202111

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).	  

1 rai = 1,600 square meters = 2.4 Chinese mu (亩)				     
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 output in 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.

11 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 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.

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

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

Table 3.16 Longan Output Proportion in Geographic Regions and by Major 
Varieties12

Source:: DOAE 2021

Source:: DOAE 2021

Table 3.17 Seasonal Variation of Longan Output in Thailand13
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รวบรวมชนดมะมวงทตดผล ได ชนด 

Source:: CASPIM field trip case studies

Table 3.18 Technical Parameters for Longan Production in Thailand

3.1  Mango  

3. Rising Star

Variety

Trend

There are around 200 varieties of mango in Thailand14, 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 GI (geographical indication) to 6 groups of mango from 
major production bases in Chachoengsao, Samut Prakarn, Saraburi, Sakaeo 
and Nonthaburi provinces (Table 3.20).

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 ฿/kg (Table 3.21).

14  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/รวบรวมชนดมะมวงทตดผล-ได-46-ชนด
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Table 3.19 Major Varieties of Thai Mango 

Variety Characteristics

1
น้ำดอกไม้สีทอง
Nam Dokmai    

Si Thong  

Most popular variety for export; Flesh is yellow with a shade of orange, little Þber; 
Sour when raw, sweet when ripe, with special aroma; Stunted seed; Good 
endurance during transportation and resistance to diseases; Average weight 350g.

2
เขียวเสวย

Kiew Savoey

Popular for consumption when it is raw; Flesh is yellow with a shade of orange; 
Sweet and creamy when raw, sweet when ripe, with light fragrance; Big size, 
average weight 400g.

3
โชค อนันต์

Choc Anan

Miracle mango with two crops in a year; Flesh is yellow, no Þbre; Sour and Þrm 
when raw, sweet and with Þne texture when ripe, with slightly pungent odor; Big 
size, thin seed, weight 300-400g.

4
แก้ว

Kaew

Long time consumed in Thailand, popular for three ßavors combined: sweet, sour 
and creamy; Sweet and Þrm, crispy and creamy with little gum even when it is raw; 
Weight 200-300g.

5
เขียวมรกต

Kiew Morakot
A variety grows fast and easy to bear fruits; Thick ßesh, crispy and creamy when 
raw, sweet and aromatic when ripe; Stunted seed; Big size, average weight 500g.

6
ฟ้าลั่น

Faa Lan

Distinguished for its cracking sound when the skin is peeled off; Creamy and not 
much sour when raw; Creamy and with a right degree of sweetness, Þne texture 
and little Þber when ripe; Average weight 285g.

7
มหาชนก

Mahachanok

(rainbow)

Distinguished for its elongated and curved shape; Sour when raw, sweet and sour 
when ripe with its special aroma; Seed is long and thin; Suitable for consumption 
fresh or processed into mango juice; Weight 250-370g.

8
จินหวง (นวลคำ) 

Jinhuang

Flesh is dark yellow, Þrm with Þne texture, creamy, crispy, aromatic and slightly 
sweet when ripe; No Þber or pungent odor; Very big size, thin and stunted seed, 
weight 0.8-1.8 kg.

9
อาร์ทูอีทู
R2E2

Distinguished for its round shape and orange color; Flesh is lemon yellow, Þrm and 
with little Þbre; Middle degree of sweetness when ripe; No pungent odor; Big size, 
weight 0.6-1 kg.

10
แรด

Raed

It is called ‘Rhinoceros’ due to the little pointed horn that protrudes out of the fruit; 
Very sour when raw, sweet and sour when ripe; Lots of Þbre and short seed; 
Usually consumed as a sour snack along with dips; Average weight 300g

Table 3.19 Major Varieties of Thai Mango

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

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).

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

Source:: DIP 2021

Table 3.21 Planting Area and Output of Mango in Thailand 2019-202115

15  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 
Varieties16

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).	  

Source:: DOAE 2021

Source:: DOAE 2021

Table 3.23 Seasonal Variation of Mango Output in Thailand17

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

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

7) Page 80, Table 3.13, third cell in second row“Well sought after, harvesting” should be 
“Well sought after: Harvesting”. 

8) Page 80, Table 3.13, third cell in third row“Harvesting mid to late August” should be 
“Harvesting in mid to late August” 

9) Page 80, Table 3.13, third cell in fifth row, “Harvesting mid Feb suitable for the market 
Chinese New Year” should be “Harvesting in mid February, suitable for the market of  
Chinese New Year”. 

10) Page 80, Table 3.13, third cell in sixth row, “Big seed, Firm flesh” should be “Big seed; 
Firm flesh”. “First harvest May to June, Second..” Should be “First harvest May to June, 
second…”. There should be “.” In the end. 

11) Page 82, under the subheading “Parameter”, “future of Longan” should be “future of 
longan”. In the second paragraph, “shelf life of Longan” should be “shelf life of longan" 

12) Page 84, Table 3.19,  first column, center position for Thai words in every row, same line 
space between the Thai text and English text, same font size for the Thai text แรด. Yellow 

color for the first cell in the title row. Same line space in the third cell of first row. No 
indention for “Flesh” in the second cell of the 8th row.  

13) Page 91, the title of the table should be “Table 3.30 Major Varieties of Thai Pomelo”, not 
“Table 3.19”. 

14) Page 92, Table 3.32, the contents is wrong and different from the original. It should be: 

15)  Page 92, footnote 23, the website address should be underlined.  

Chapter 4: Market  

1) Page 97, first bullet point, “values and Volumes from Thailand and their Trends” should 
be “export values and volumes from Thailand, and their trends”.  

2) Page 97, fourth bullet point, “problem traffic jam” should be “problem of traffic jam”.  
3) Page 97, fifth bullet point, many spaces are missing in 

“absorbtheextracapacity.Themajorchallengesremainintermsofpossible 
futuredisruptionoflogistics,qualitycontrolofThailand,andcompetition” it should be “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”.  

4) Page 99, last paragraph, delete the extra space between “of” and “ Connoisseurs”.  
5) Page 101, first paragraph blacken “The Philippines”.  
6) Page 104, Figure 4.4, the board line on the right is missing. 
7) Page 105, second paragraph should be: 
From analysis of the promotion message and feedback by customers, the positive key words 
for category durian include “Tender”, “Smooth” “Like ice cream”, “Fleshy”, “Small stone”, 

/6 10
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Source:: CASPIM field trip case studies

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

Table 3.25 Five Kinds of Aromatic Coconut in Thailand

Table 3.24 Technical Parameters for Mango Production in Thailand

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).

The Department of Intellectual Property (DIP) of Ministry of Commerce (MOC) 
in Thailand also granted GI (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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Source:: DIP 2021

Table 3.26 GI of Aromatic Coconut in Thailand

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

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).

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).

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

18  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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มะพร้าวพันธุ์หมูสี

“ Effect”
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มะพร้าวพันธุ์หมูสี

“ Effect”

Source:: DOAE 2021

Source:: DOAE 2021

Table 3.28 Young Coconut Output Proportion in Geographic Regions19

Table 3.29 Seasonal Variation of Aromatic Coconut Output in Thailand20

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 มะพร้าวพันธุ์หมูสี ). 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.

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

20  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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Source:: CASPIM field trip case studies

Table 3.30 Technical Parameters for Young Coconut Production in Thailand

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

22  Database of Department of Agricultural Extension (DOAE) of Ministry of Agriculture and Cooperatives 
(MOAC). 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.

3.3 Pomelo

Variety

Trend

There are around 20 cultivars of pomelo currently planted in the world21.  
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 Thailand22 (Table 3.30).

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

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 ฿/kg, the highest in three years (Table 3.32).
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Table 3.31 Major Varieties of Thai Pomelo

Source: Compiled by CASPIM

Table 3.31 Major Varieties of Thai Pomelo 

Variety Characteristics

1
ทับทิมสยาม 

Tabtinsiam

Flesh from dark pink to red, similar as pomegranate; Soft, sweet, juicy, and with 
ßavorful aroma; It has a few seeds or is seedless; °Brix 9.7%–12.7%; Weight 1.8 
– 2.0kg.

2
ทองดี

Thong Dee

The predominant commercial cultivar in Thailand; Flesh soft pink, soft, very juicy, 
watery, not bitter, and fragrant; Seedy, thin skin; °Brix 10.5%– 11.9%; Weight 0.9 
– 1.1kg.

3
ขาวน้ำผึ้ง

Khao Naphung

Flesh honey-colored, Þrm, sweet and a bit sour, crisp, juicy but not watery;  
Seeds are large but few in number; Quite thick skin; °Brix 11.4%–12.6%; Average 
weight 1.8 kg.

4
ขาวใหญ่ 

Khao Yai

Flesh white with a shade of yellow, sweet, crisp a bit sour, and juicy but not 
watery; Seeds are quite large and numerous; °Brix 10.5%–12.4%; Big size, 
weight 1.2–2.3 kg and may reach 3.0–4.0 kg.

5
ขาวพวง

Khao Phuong

Commonly used as offering in festivals; Flesh white with a shade of yellow, sweet 
and sour, juicy but not watery; The skin is moderately thick and with few seeds; 
°Brix 9.8%; Average weight 1.3 kg.

6
ขาวแตงกวา

Khao Tangkwa
Flesh white, sweet and mildly sour, not bitter, crisp, soft, dry and not watery; Thin 
skin with large ßesh, °Brix 10.8%–11.4%; Weight 0.9–1.6 kg.

7
ท่าข่อย

Tha Khoi

Pith thick and ßuffy with a unique aroma; Flesh light pink, soft, juicy, sour and 
mildly sweet; Thin skin with a few seeds and sometimes seedless; °Brix 8.69%–
9.39%; Weight 0.7–0.8 kg.

Variety Characteristics
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7) Page 80, Table 3.13, third cell in second row“Well sought after, harvesting” should be 
“Well sought after: Harvesting”. 

8) Page 80, Table 3.13, third cell in third row“Harvesting mid to late August” should be 
“Harvesting in mid to late August” 

9) Page 80, Table 3.13, third cell in fifth row, “Harvesting mid Feb suitable for the market 
Chinese New Year” should be “Harvesting in mid February, suitable for the market of  
Chinese New Year”. 

10) Page 80, Table 3.13, third cell in sixth row, “Big seed, Firm flesh” should be “Big seed; 
Firm flesh”. “First harvest May to June, Second..” Should be “First harvest May to June, 
second…”. There should be “.” In the end. 

11) Page 82, under the subheading “Parameter”, “future of Longan” should be “future of 
longan”. In the second paragraph, “shelf life of Longan” should be “shelf life of longan" 

12) Page 84, Table 3.19,  first column, center position for Thai words in every row, same line 
space between the Thai text and English text, same font size for the Thai text แรด. Yellow 

color for the first cell in the title row. Same line space in the third cell of first row. No 
indention for “Flesh” in the second cell of the 8th row.  

13) Page 91, the title of the table should be “Table 3.30 Major Varieties of Thai Pomelo”, not 
“Table 3.19”. 

14) Page 92, Table 3.32, the contents is wrong and different from the original. It should be: 

15)  Page 92, footnote 23, the website address should be underlined.  

Chapter 4: Market  

1) Page 97, first bullet point, “values and Volumes from Thailand and their Trends” should 
be “export values and volumes from Thailand, and their trends”.  

2) Page 97, fourth bullet point, “problem traffic jam” should be “problem of traffic jam”.  
3) Page 97, fifth bullet point, many spaces are missing in 

“absorbtheextracapacity.Themajorchallengesremainintermsofpossible 
futuredisruptionoflogistics,qualitycontrolofThailand,andcompetition” it should be “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”.  

4) Page 99, last paragraph, delete the extra space between “of” and “ Connoisseurs”.  
5) Page 101, first paragraph blacken “The Philippines”.  
6) Page 104, Figure 4.4, the board line on the right is missing. 
7) Page 105, second paragraph should be: 
From analysis of the promotion message and feedback by customers, the positive key words 
for category durian include “Tender”, “Smooth” “Like ice cream”, “Fleshy”, “Small stone”, 

/6 10

Source:: DIP 2021

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

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

Table 3.32 GI of Pomelo in Thailand

Table 3.33 Planting Area and Output of Pomelo in Thailand 2019-202123

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).

Tubtim siam Pomelo
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http://ssms.jp/img/files/2019/04/sms13_7220.pdf

  
 

http://ssms.jp/img/files/2019/04/sms13_7220.pdf

  
 

http://ssms.jp/img/files/2019/04/sms13_7220.pdf

Source:: DOAE 2021

Source:: DOAE 2021

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

Table 3.34 Pomelo Output Proportion in Geographic Regions and by Major 
Varieties24

Table 3.35 Seasonal Variation of Pomelo Output in Thailand25

Table 3.36 Technical Parameters for Pomelo Production in Thailand

Parameter

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

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

Tubtim siam
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1. Overview
2. Heavy Weight
    2.1 Durian
    2.2 Longan
    2.3 Mangosteen

3. Rising Star
    3.1 Mango
    3.2 Young coconut
    3.3 Pomelo

“It’s a tough market today. The low-hanging fruit has 
already been picked. ” — Gary Eldred
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1. Overview

Table 4.1 Organization of Chapter 4

The fruit market in 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. 

Source: CASPIM

  
  

฿

traffic efforts
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From the export value and volume of Thai durian in China (Table 4.2), we 
may observe the following:							     
	
    1)	 Despite of Covid 19 and its negative impacts on international trade,  
	 durian export from Thailand to China reached 779,800 tons and  
	 ฿98,322 million in 2021;
    2)	 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;
    3)	 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;
    4)	 Contrary to the pessimistic views on Chinese ZCP (Zero Covid Policy)  
	 in the early months of 2022, durian export in 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);
    5)	 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. Heavy Weight

2.1  Durian

Thai Durian in China

Table 4.2 Export Value and Volume of Thai Durian in China 2018-2021

Source: Custom of Thailand quoted in Tables 1.3 and 1.4.
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China, the largest market of durian in the world, imported 822,000 tons of 
fruit in 20211, 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 ฿600/kg-฿700/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.

Among Competitors

Table 4.3 Comparison of Export Value, Volume and Price of Thai Durian in 
China 2021-2022

Source: Compiled by CASPIM from Data of Customs of Thailand

1  Data of Customs of China
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8. P102 figure 4.1 （Revised）

Graph Credit: SGFoodAgency

Table 4.4 Countries with Permission of Durian Export to China

Source: Compiled by CASPIM 

Figure 4.1 Representative Varieties of Durian in Malaysia 

Source: SG FoodAgency

Graph Credit: SGFoodAgency

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 fi gure of 65,000-75,000 
hectares in the government plan for 2030.
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9. P103 figure 4.2 （Revised）

Graph Credit: zhuanlan.zhihu.comGraph Credit: zhuanlan.zhihu.com

  
  

ꢀ  

ꢀ  

official

Figure 4.2 Representative Varieties of Durian in Vietnam 

Figure 4.3 Representative Varieties of Durian in The Philippines

Graph Credit: zhuanlan.zhihu.com

Source: https://zhuanlan.zhihu.com

Source: https://zhuanlan.zhihu.com

The Philippines acquired the official permission for export of fresh durian to 
China in 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).
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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.

Marketing Mix

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 (海南) 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.
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Table 4.4 Marketing Mix of During in Chinese Market

Source: Compiled by CASPIM
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10. P106 figure 4.4 （Revised）
Durian and Mangosteen Method for Opening a Durian 

Method for Detecting Ripeness Serving Ideas 

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

  
  

Figure 4.4 Promotion Contents for Durian in Chinese Market

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

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

Source: Compiled by CASPIM

Source: Compiled by CASPIM
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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 (死包)”, a situation when the fruit will not ripe under 
any situations, “Rotten”, or “Little meat”, “Big Stone”.

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

Consumer Insight

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 ฿15,966  
	 million in 2021. The volume was lower than 290,735 tons in 2019, but  
	 the value was higher than ฿11,752 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 ฿12,499 million in 2022. The average  
	 price, however, remained at 69 ฿/kg, the same as that of 2021.

2.2 Mangosteen

Thai Mangosteen in China
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Table 4.6 Export Value and Volume of Thai Mangosteen in China 2018-2021
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Source: Customs of Thailand quoted in Tables 1.3 and 1.4.

There are fi ve 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.

Among Competitors

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

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



109Market

Table 4.8 Marketing Mix of Mangosteen in Chinese Market

Source: Compiled by CASPIM

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

Marketing Mix
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11. P110 figure 4.6 （Revised）
Grade of Mangosteen Methods of Counting the Sections

Methods of Opening the Fruit Methods of Judging Quality 

Graph Credit: 1) sohu.com; 2) efoodline.com; 3) zhuanlan.zhihu.com; 4) laitimes.com

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 “Illustration 
that the fruit is still edible despite certain blemish on the skin” are popular 
topics for consumers.

Consumer Insight

Graph Credit: 1) sohu.com; 2) efoodline.com; 3) zhuanlan.zhihu.com; 4) laitimes.com

Source: Compiled by CASPIM

Figure 4.6 Promotion Contents for Mangosteen in Chinese Market
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Figure 4.7 Positive Keywords & Negative Comments for Mangosteen in  
Chinese Market

Source: Compiled by CASPIM

From the export value and volume of Thai longan in China, we may observe 
the following:								      
	
    1)	 Thai Longan export to China reached 476,025 tons and ฿18,024 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 
	 340,089 tons and ฿12,662 million in 2022. The average price is 37.2 ฿/kg 
 	 in 2022, slightly lower than 37.8 ฿/kg in 2021.

2.3 Longan

Thai longan in China

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

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

Among Competitors

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

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

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. 储良 
Hainan Chuliang or ⽯硖 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.

Marketing Mix
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Table 4.11 Marketing Mix of Longan in Chinese Market

Source: Compiled by CASPIM
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12. P114 figure 4.8 （Revised）
 High Quality Orchard Thai Longan vs. Chinese Longan

Graph Credit: 1) product.suning.com; 2) taobao.com

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. 

Consumer Insight

Source: Compiled by CASPIM

Graph Credit: 1) product.suning.com; 2) taobao.com

Figure 4.8 Promotion Contents for Longan in Chinese Market
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Source: Compiled by CASPIM

Figure 4.9 Positive Keywords & Negative Comments for Longan in Chinese 
Market	  

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, ฿2,017 million) to 2021 (113,806  
	 tons, ฿2,936 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);

3. Rising Star

3.1  Mango

Thai Mango in China
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    2)	 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;
    3)	 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.

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

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

Source: Customs of Thailand

Table 4.13 Top 5 Export Markets of Thai Mango 2018-2021
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Source: Compiled by CASPIM, with import data from GACC (General Administration of Customs of China)

Table 4.14 Major Players in the Mango Market of China

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.

Marketing Mix

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).

Among Competitors
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Table 4.15 Marketing Mix of Mango in Chinese Market

Source: Compiled by CASPIM
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13. P119 figure 4.10 （Revised）
Nutrient Value Method of Ripening & Serving  

Illustration of Ripeness Thin Stone

Graph Credit: 1) & 2) huaguoshan.com; 3) zhuanlan.zhihu.com; 4) huaguoshan.comSource: Compiled by CASPIM

Graph Credit: 1) & 2) huaguoshan.com; 3) zhuanlan.zhihu.com; 4) huaguoshan.com

Figure 4.10 Promotion Contents for Mango in Chinese Market

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 fi brous”, “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.

Consumer Insight
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Source: Compiled by CASPIM

Figure 4.11 Positive Keywords & Negative Comments for Mango in Chinese Market

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 ฿5,131 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 ฿8,369 million in 2022, the highest level in history.

3.2  Young Coconut
Thai Young Coconut in China

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

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

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.

Among Competitors

Marketing Mix

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

Table 4.17 Major Players in the Coconut Market of China
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Table 4.18 Marketing Mix of Young Coconut in Chinese Market

Source: Compiled by CASPIM
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14. P123 figure 4.12 （Revised）
Use a Coconut Opener Serving Ideas 

Acceptable Colors of Coconut Water

Graph Credit: 1) zhuanlan.zhihu.com; 2) item.taobao.com; 3) read01.com
Source: Compiled by CASPIM

Graph Credit: 1) zhuanlan.zhihu.com; 2) item.taobao.com; 3) read01.com

Figure 4.12 Promotion Contents for Young Coconut in Chinese Market

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”.

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.

Consumer Insight
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Source: Compiled by CASPIM

Figure 4.13 Positive Keywords & Negative Comments for Young Coconut in  
Chinese Market

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 ฿860 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  
	 ฿1,050 million in 2022, the highest level in history.

3.3  Pomelo

Thai Pomelo in China

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

Table 4.19 Export Value and Volume of Thai Pomelo in China 2018-2021
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Source: Compiled by CASPIM, with import data from GACC (General Administration of Customs of China)

Table 4.20 Major Players in the Pomelo Market of China

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 柚类 in Chinese statistics. The imports from South 
Africa, Israel & Egypt are grapefruit (Citrus × 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).

Among Competitors
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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.

Marketing Mix

Source: Compiled by CASPIM

Tubtim siam

Table 4.21 Thai Pomelo in China vs Shatian & Red Wentan
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Table 4.22 Marketing Mix of Pomelo in Chinese Market

Source: Compiled by CASPIM

Tubtim siam Pomelo

Tubtim siam Pomelo
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15. P128 figure 4.14 （Revised）
Method of Shelling Pomelo  Nutrient of Pomelo  

Ruby Pomelo Gift Box 

Graph Credit: 1) edh.tw; 2) douyin.com; 3) tmall.com
Source: Compiled by CASPIM

Graph Credit: 1) edh.tw; 2) douyin.com; 3) tmall.com

Figure 4.14 Promotion Contents for Pomelo in Chinese Market

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.

Consumer Insight
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Source: Compiled by CASPIM

Figure 4.15 Positive Keywords & Negative Comments for Pomelo in Chinese 
Market
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“The fruits are on the top of the tree. Stretch your hands 
and keep stretching them. ” — Israelmore Ayivor
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1. Overview

Table 5.1 Organization of Chapter 5

  
  

：

“ ”
―

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).

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).

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

Strength (S)
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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

O1: Changing needs and behavior of Chinese customers
O2: Emerging integration of supply chain in Thailand & China 		
O3: New logistic capability by air and train via Laos
O4: Digital technology in production and marketing

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

Ob1: R&D and Innovation
Ob2: Embrace Supply Chain Integration 
Ob3: Manage External Shock
Ob4: Maintain Sustainability
Ob5: Enhance Competitive Advantage 
Ob6: Protect Stakeholders
Ob7: Leverage Digital Transformation

Weakness (W)

Opportunity (O)

Threat (T)

Strategic Objectives (Ob)
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Table 5.2 SWOT Matrix & Strategic Objectives
 

Source: CASPIM

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) 

3. Critical Issues & Related Strategies

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)

Supply Chain Components & Related Strategies

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 (SCI) can be summarized in a 5i  
framework:

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.
							        

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.

      •  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.
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Table 5.3 Supply Chain Components & Related Strategies

Source: CASPIM

Component Strategy

SC1

SC3

.

SC5

SC7

SC9

SC11

SC2

SC4

SC6

SC8

SC10

-

enhance

inventory and shelf display with digital technology; strive for 
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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.

3.2  Digital Transformation (DT)

Table 5.4 Role of Thai Government & Related Strategies

Source: CASPIM

Components Strategy

Direction
GT1

Set up and implement national fruit strategy, coordinate MOAC (for production) and MOC (for marketing) by the
Fruit Board; promote R&D and Innovation; embrace supply chain integration; manage external shock such as
Covid 19, maintain sustainability in demand and supply, enhance competitive advantage, protect stakeholders;
and leverage digital technology.

Regulation
GT2

Set up standards (e.g. TAS) & issue certificate (e.g. GAP and GMP) to improve productivity, efficiency and quality;
ensure Thai fruits meet the SPS requirements of international standards and importing countries with minimal
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.

Promotion
GT4

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;
through business matching, Thai fruit exhibitions, flagship shop 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.

Extension
GT3

Promote R&D and Innovation; extend the strength of farmers and enterprises with planning for optimal size,
higher efficiency and quality; in response to the market demand; system to manage external shock (e.g. storage,
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.

Negotiation
GT5

Negotiates with GACC (General Administration of Customs China) on market access and SPS requirement;
expand the permission list of Thai fruits; update and implement the Protocol on land transportation through third
country; urgent action to mitigate traffic congestion due to the ZCP by fully utilizing the Laos-China railway and
speeding up the Customs procedure; Coordinate with Laos and Vietnam for cross-border land transportation;
strive for sustainability and competitiveness.

Component Strategy

(General Administration Customs of China) on market access and SPS requirement;
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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.

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).

3.3 Competitive Marketing Mix (CS and MM)

3.3.1	 The Competition Context and Related Strategies (CS)

Table 5.5 Digital Transformation (DT) & Related Strategies

Source: CASPIM

Components Strategy

Big Data & AI
DT1

Gene selection & modification for better cultivars
Risk management, such as weather prediction and pest/disease control
Demand prediction & inventory optimization
CRM & individualized recommendation 
Smart government for policy-making and execution

IoT &
Automation
DT2

Management of temperature, moisture, and chemicals in the field
Locate and adjust conditions of containers in transportation
Shelf management in retail stores
Drone & robots in field management, processing & transportation

Mobile
Communication
& Social Media
DT3

Shop any time and any place
Consumers with product knowledge & traceback ability
Producers’ access to technology and real-time market information

StrategyComponent
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Table 5.6 Competition Context of the Six Fruits

Source: CASPIM

Table 5.7 Competition Strategies (CS)

Source: CASPIM

Fruit Competition Context

Components Strategy

Durian

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

Mangosteen

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.

Mango

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
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.

Longan

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.

Young Coconut

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

Pomelo

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. สม้โอทบัทมิสยาม 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.

Differentiation
from the
Chinese
Competitors
CS1

Emphasis on the world reputation of Thai fruits
Emphasis on the Earth and water quality in Thailand
Emphasis on international certificates acquired
Emphasis on superior nutrition property based on lab test

Differentiation
from the CLMV
Competitors
CS2

Emphasis on established record in the world market
Emphasis on unique taste & appearance
Emphasis on embodied Thai culture
Emphasis on superior technology in field, storage & logistic

Fruit Competition Context

Components Strategy

Durian

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

Mangosteen

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.

Mango

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
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.

Longan

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.

Young Coconut

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

Pomelo

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. สม้โอทบัทมิสยาม 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.

Differentiation
from the
Chinese
Competitors
CS1

Emphasis on the world reputation of Thai fruits
Emphasis on the Earth and water quality in Thailand
Emphasis on international certificates acquired
Emphasis on superior nutrition property based on lab test

Differentiation
from the CLMV
Competitors
CS2

Emphasis on established record in the world market
Emphasis on unique taste & appearance
Emphasis on embodied Thai culture
Emphasis on superior technology in field, storage & logistic

Component

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. 

longan

Tubtim siam in the premium

earth and water quality in Thailand

Fruit Competition Context

Strategy
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Table 5.8 Marketing Mix: Product Strategies (MM1)

Source: CASPIM

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:

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. 

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.

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.

Pomelo

Thai pomelos in China include Thong Dee, Khao and Tabtimsiam. Tabtimsiam 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 Tabtimsiam: consider expanding its GI area on the one hand and publish a special quality standard to
protect its uniqueness.

Fruit Product Strategy

Tubtim siam: consider expanding its GI area on the one hand and publish a special quality standard to

Tubtim siam. Tubtim siam has a clear advantage which drove
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Table 5.9 Marketing Mix: Pricing Strategies (MM2)

Source: CASPIM

Marketing Mix: Pricing Strategies (MM2)

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

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.

Fruit Product 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.
The shortage caused by tra�c congestion due to ZCP may distort the price this year. But in the medium run,
higher supply 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.

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.

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. 储良 Hainan Chuliang or 石硖 Guangdong Shixia) during the time
surveyed. The selling price is difficult to go up further due to strong competition.

Pomelo

Tabtim 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 Tabtim Siam with an emphasis on its rareness and leverage
its reputation to drive sales of other varieties of pomelo in Thailand.

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. 

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

Tubtim siam

Fruit Pricing Strategy
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Figure 5.1 Channel Structure for Thai Fruits in China

Table 5.10 Players in the Channel Structure

Source: CASPIM

Source: CASPIM

Player Definition

Cross Border Trade1 Conducted by a cross-border trade operator in the name of personal use
Regulated by special rules for lower tariff & VAT

General Trade2
Conducted by a registered importer in the form of informal international trade
Involving multilevel channels, regulated by normal rules of tariff & VAT

New Retail3 Retailers integrating online ordering & payment, offline display & experience and logistic service

Franchise4 National or regional fruit chain stores such as Pagoda

Fruit Stall5 Small size roadside fruit retailers

Fruit Bar6 F&B establishments selling fruit juice, fruit snack, and other processed fruits

B2B7 An e-commerce firm selling to business units, e.g. restaurants, fruit processing factories

B2C8 An e-commerce firm selling to individual consumers

C2C9 An individual selling on an e-commerce platform such as Taobao to individual consumers

in the form of formal international trade

Player Definition
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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 Messages

Durian

”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.”

Mangosteen

“Queen of Fruits”, “Long periods for nutrition accumulation”, “Handpicked”, “Pure white fresh & beautiful purple
skin”, “Soft & melted in the mouth”, and “Refreshing”
Knowledge Tips:
“number of sections inside”, “Opening the fruit”, “Size of each grade”, “Illustration that the fruit is still edible
despite certain blemishes on the skin.”

Mango

“Not fibrous”, “Aromatic”, “Juicy”, “Thin skin”, “Thin stone”, “Right Brix Acid Ratio”, “Aftertaste” and “Golden
color”
Knowledge Tips:
“Method of ripening &serving,” “Nutrient value”, “Illustration of thin stone”, “Education about acceptable spots
and stains on the skin” and” right color for ripeness.”

Young Coconut

Longan

“Traditionally nutritional”, “Sweet and juicy”, “Crisp & tender”, “Fleshy and thin skin”, “Moist” “Chewy”, and
“Crystal clear”
Knowledge Tips:
“High-quality orchard” and “Claimed advantages of Longan
from Thailand compared with local ones.”

Pomelo

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

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

“Method of ripening & serving,” “Nutrient value”, “Illustration of thin stone”, “Education about acceptable spots

Fruit Promotion Message
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Table 5.12 External Shock (ES) and Related Strategies

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.

3.4 Resilient to External Shock and Related Strategies (ES)

Component Strategy

ES1

ES3

ES2

ES4
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Table 5.13 Linkage between the Seven Strategic Objectives and Related 
Sub-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.

3.5 Conclusion: Strategic Objective & Related Strategies

The Action Plan to achieve the strategic objectives is laid out, including:

4. Action Plan to Achieve Strategic Objectives

    1)      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).
    2)      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).
  3)   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”.
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Table 5.14 Involvement of Key Stakeholders for Strategic Objectives

Table 5.15 Roadmap & Milestone for Strategic Objectives
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Table 5.16 Expected Export Value of Major Fruits of Thailand to China

Table 5.17 Resource Configuration to Achieve the Strategic Objectives
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