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AFMA collaborated with the International Tropical Fruit Network (TFNet), the Department 
of Agricultural Extension of Thailand (DOAE) to organize this event. It attracted around one 
hundred participants, mostly from Southeast Asian countries. The seminar focused on trends for 
tropical fruits in potential markets such as Europe, America and Japan. Potential tropical and 
subtropical fruits that were discussed during the seminar are banana, dragon fruit, mango, kiwi, 
durian, orange, mangosteen and pineapple. Asia is the major producer of tropical fruit and hold 
58.2% market share. However, the main production is still for domestic consumption. 
 

Four consumer trends for food in high-income market that can be applied for fruits are taste 
(good taste and enjoyment), convenience (easy to use and saving time to prepare), social aspects of 
food production and food products (environmental and sustainability factors), and health and well-
being (improving health and quality of life). There are also sub-trends that influenced consumer in 
high-income countries such as weight management and digestive health, the emergence of super 
fruit trend, good health resulting from using natural ingredients, foods enhancing beauty and mood, 
and linking the well-being of consumers with the well-being of the planet. Regarding the Japanese 
market, Mr. Yoshiharu Kazama from Tohto Consumer Cooperatives, Japan said that Sixty percent 
of Japanese meals are imported. The import fruits have to have a favorable taste, cannot be grown 
in Japan or if they can be grown in Japan they should have better quality while lower price than 
produce grown in Japan. The imported fruit has to be safe and quality must correspond to price. In 
the UK, consumers can be categorized in four types in relation to attitude to food. Foodies are those 
who enjoy cooking and trying new things; traditionalists are those who always eat the same thing; 
economist who shop to a budget; and fuelists who are not interested in food and eat because they 
have to. In importing countries, David Hughes pointed that the majority of tropical fruits are not 
“easy to use” for consumers who have not been raised with them. Industry actors should work on 
making their products easier to use and ready to eat. 
 

When food prices are dramatically increased, producers have to choose their target 
carefully, make an effort to attract customers and make them feel that it is worthwhile to buy their 
products. 
 


