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GENERAL INFO: SOUTH AFRICAN FRESH FRUIT EXPORTS

Fresh fruit = 50% of SA’s agricultural exports
SA = 2nd largest exporter of citrus
Fruit types: citrus, pome fruit, stone fruit,

table grapes, subtropical fruit

2,7 million tonnes exported to 92 countries annually

Value = about R30 billion (52,4 billion)

foef

SOUTH AFRICA

FRESH PRODUCE
EXPORTERS' FORUM



WHAT IS MARKET AWARENESS?

Ensuring that target audiences are aware of:
* Where SA is located.
* SA produces fruit: Counter-seasonal.
* SA does have capacity & expertise to export fruit.
* Logistical infrastructure.
* That SA provides high quality fruit.
* Consumers, importers, traders f éf

know about SA fruit.
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Fresh fruit industry foot print

PRODUCTION REGIONS

o —
POME CITRUS STONE FRUIT
GRAPES SUBTROPICAL PINEAPPLES
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WHY IS IN NECESSARY?

® Position SA vs. competitor countries.
* Retain and grow existing markets.
» Assist with process of market access:
» Establish SA fruit’s image in potential markets.

* Create & develop awareness of SA in new markets.
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FRUIT EXPORTS :2015/2016

Citrus
Deciduous
Table Grapes
Subtropical

65%
23%
9%
3%
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- EXPORT DESTINATIONS OF SA FRUIT
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EXPORT DESTINATIONS

Destination
Europe
Middle East
Far East

UK

Russia

Africa
USA/Canada
Other

Total

Percentage
34%
18%
16%
12%

9%

5%

4%

2%

100%
foéf
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SA FRUIT ON ITS WAY




VALUE/LOGISTICS/COLD CRAIN

8 LOADING

Source: Prof. Malcolm Dodd

The South African fresh fruit supply chain is very long. From the point of picking, it can take up to 40 days
before an apple, pear or bunch of grapes is in the consumer’s hand. The cold chain commences the
moment fruit is first cooled, as soon as possible after harvesting. Without the cold chain, exports will not
be possible — fruit quality and shelf life depend on it. The entire supply chain is also a value chain. As
fruit is moved along the chain, its value steadily increases along with the financial risk to the producer
and exporter. The goal is always to deliver the best quality and achieve the highest return on investment.
(It is a 40 day period from the orchard to the supermarket and another eight days shelf life, bringing the total to 48 days.)



HOW IS IT DONE?

* Methods depend on target audience,
available schemes and desired outcomes.

o Understand target audience:

- Personal interaction/relationships.
- Culture, consumer trends, who takes the
decisions in each segment/audience.
- Media landscape.
foéf

FRESH PRODUCE
EXPORTERS' FORUM




MOSCOW, RUSSIA

Russian Barbecue Association
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CONSUMER TRENDS

“Marketing is an expensive undertaking that will
only succeed when consumers’ wants, needs and
behaviours are understood and used to build

marketing strategies.”
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CONSUMER TRENDS

o Lifestyle.
e Convenience.

e Cost.

e Cultural differences.

e “Value for Values”,

o Food security.
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WHAT EUROPEAN CONSUMERS WANT

* Food safety, fair trade and environmentally friendly
products.

* Quality & consistency.

e Convenience.

* Variety and new options.
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USA MARKET CHARACTERISITCS

* Health-conscious consumers.

» Pay for convenience and quality.

* Want variety.

* Carbon footprint, traceability, responsible

environmental and fair [abour practice standards.
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HOW IS IT DONE?

* Partnerships
« SA Government (dti, DIRCO, DAFF).
» SA Embassies.
- Importers’associations, retailers.
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FUNDING

» Two most important trade shows:
Fruit Logistica Berlin & Asia Fruit Logistica.

» The South African fresh fruit export industry
participates annually.

o Funded by Department of Trade and Industry (dti).
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MARKET AWARENESS ACTIONS

* Fruit Logistica Berlin - 25th anniversary.

® More than 75 000 trade visitors from 130 countries.
* SA pavillion (400m?) sponsored by dti.

* FPEF + 22 other co-exhibitors/FPEF members.

* Positive feedback - SA Embassy, Berlin.

® ‘The Great Fruit Adventure’

* Specific promotional campaigns by

HORTGRO, eqg. Germany. fp@f
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FRUIT LOGISTICA, BERLIN

=N
FRUIT

5%7)) Zitiica

=

&




' ¥ . ' jwrf,_d_: & 'i | s
oy = EL LOGISTICA, BERLIN



FRUIT LOGISTICA, BERLIN
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MARKET AWARENESS ACTIONS

® Asia Fruit Logistica 2016:

* 665 exhibitors from 37 countries.

® More than 11 000 visitors from 74 countries.

* SA participation sponsored by the FPEF, SAT],
HORTGRO, the CGA, Subtrop and the Western Cape
Department of Agriculture.

* Marketing material in Mandarin f
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TRADITIONAL INTERNATIONAL MARKETS

EUROPE




TRADITIONAL INTERNATIONAL MARKETS

UNITED KINGDOM




MARKET AWARENESS ACTIONS

* Targeted promotions by HORTGRO
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MARKET AWARENESS ACTIONS

Fresh Summit: Produce Marketing Association (PMA)
* Summer Citrus promotion : W Cape Citrus Producers’
Association
* PMA = global trade association, since 1950s in USA
® October 2017, Orlando, Florida
® 21 000 visitors from 60 countries & 100 exhibitors
* Market access: SA litchis, citrus (2017) f ’f
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FRESH SUMMIT, ORLANDOFLORIDA
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FRESH SUMMIT, ORLANDO FLORIDA
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FRESH SUMMIT, ORLANDO FLORIDA
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FRESH SUMMIT, ORLANDO FLORIDA

Trade and Industry
REPUBLIC OF SOUTE






WHAT MAKES POTENTIAL NEW MARKETS APPEALING?

e Import duties, tariffs.

e Reliable partners.

e Understanding culture & market.

o Sufficient demand, growth potential.

» Manageable phytosanitary protocols.

o Counter-seasonality.

e Logistics and cold chain infrastructure. f
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MARKET AWARENESS ACTIONS

World Food Moscow:
* Largest food and beverage trade fair in Russia.
® September 2016: 1 522 exhibitors from 62 countries.
® 31 000 trade visitors.
e dti funded and organised SA pavilion.
* Raised awareness & generated trade leads.
foef
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WORLD FOOD MOSCOW

Luke Govender (dti Export Promotion), Isaac Miti (SA Agricultural Attaché, Moscow), Jodi Scholtz (dti CEO), Anton
Kruger (FPEF CEO), Ambassador Sibanda-Thusi and Moloko Leshaba (SA Trade Attaché in Moscow).
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MIDDLE EAST

* 140 million people.
* Media promotes health benefits.

* Vastly improved cold storage infrastructure.
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MARKET AWARENESS ACTIONS

5 ® Gulfood Trade Show.
® World of Persihables Trade Show (WOP).

* Only fresh produce trade fair in Middle East.

» 235 exhibitors from 34 countries.

» FPEF’s first attendance.

» Sponsor: Sector Specific Assistance Scheme (SSAS).

* 11 emerging producer-exporters sponsor%d. ’f
e
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SOUTH AFRICAN DELEGATION: WORLD OF PERISHABLES EXPO, DUBAI 2016
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POPULATION GROWTH: 2015 vs 2050 (million)

2015 2050
e China 1,372 India 1,660
e India 1,314 China 1,366
e United States 321 United States 398
* Indonesia 266 Nigeria 397
o Pakistan 199 Indonesia 366
e Bangladesh 160 Pakistan 344
* Russia 144 Bangladesh 202

Source: United Nations. 2015



ASIA

* 16% of SA fruit exports.

® SA’s fastest growing market.

® Low awareness of SA fruit among importers,
retailers and consumers.

® Generic promotions needed.
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ASIA

FAR EAST COUNTRIES
® China (including Hong Kong & Macao), Japan,

Mongolia, North Korea and South Korea, Brunei,

Cambodia, East Timor, Indonesia, Laos, Malaysia,

Myanmar, Philippines, Singapore, Taiwan, Thailand,

and Vietnam.

* Far East have a combined population of >2,2 billion.
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ASIA

* Trade shows (including national pavillions).
® Qutward selling missions.

* |nward buying missions.

® |[n-store promotions.

* Events, eg. SA National Day.
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THREE YEAR PROMOTIONAL PLAN

TRADE SHOWS
* India: Mumbai.
* China: Beijing, Shanghai.
* Hong Kong.
* Indonesia: Jakarta.
* Japan: Tokyo.
* South Korea: Jeju Island.
* Thailand: Bangkok.
* Philippines: Manila.
* Vietham: Hanoi.
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MARKET AWARENESS ACTIONS

Fresh Produce India Trade Show, Mumbai:

o April.

o Target audience: importers, competitor countries
and FSSAI officials.

o Event partners: Fruit SA, SA Exporters, Embassy.

e Annapoorna WorldFood.

foef
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CHINA MARKET CHARACTERISTICS

* 1,4 billion people.

* Has considerable potential as fresh fruit and
vegetables export market.

* Demands good taste, prefers large fruit, imposes
high quality standards and is extremely brand
conscious.

* Fierce competition for a share in f f

Far Eastern market.
FRESH PRODUCE
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MARKET AWARENESS ACTIONS

Fruit & Veg Trade Show, Beijing

* Annual.

® 8 000 visitors.

* Target audience: Importers, competitor countries
and AQSIQ officials.

* Event partners: SA Exporters, Fruit SA, SA Embassy.
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INDONESIA MARKET AWARENESS ACTIVITIES

* FSA delegation visited Jakarta in May 2016.

* Strengthen relationships: SA Embassy,
Government authorities, importers.

* Challenges and opportunities.

* ‘Mutual Country of Recognition’ (MCR) status.

* Benefits: Port of Jakarta & laboratory tests.
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JAPAN




JAPAN MARKET CHARACTERISTICS

\ * 6 852 islands, only 430 are inhabited by
126,9 million people.

* Very health-conscious.

* World’s highest life expectancy - 84 years.
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MARKET AWARENESS ACTIONS

Foodex Trade Show, Tokyo

* Largest international food & beverage trade
show in Asia.

* Attracts more than 80 000 trade visitors
from 64 countries annually.

® 3 000 exhibitors at National Pavilion.

* Event partners: SA Exporters, Fruit SA, dti. f éf
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F A The 41st |nternat|onal Food and Beverage Exhibition .
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THE FSA DELEGATION AND THE JAPANESE MINISTRY OF AGRICULTURE IN TOKYO

AMBASSADOR "‘} forestry & fisheries
BERYL ROSE SISULU Q)
SA EMBASSY
TOKYO

THE FSA DELEGATION AND THE JAPANESE CITRUS ASSOCIATION MEET IN TOKYO
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SOUTH KOREA MARKET CHARACTERISTICS

* 50,7 million people.
* 25 million residents live in high-rises in Seoul.
® Seoul = 7th most sustainable city in the world.
* Consumers have disposable income, demand high
quality fruit.
* High import duties and costs.
foef
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MARKET AWARENESS ACTIONS

World Food Expo, Jeju Island

* |nternational Citrus Conference / Expo Jeju Island.

* Target audience: Importers, competitor countries
and consumers.

® Event partners: SA Exporters, Fruit SA.

* Jeju Island: Soft citrus.

® Opportunity for SA: Grapefruit. f ’f
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JEJU ISLAND, soum KOREA

| rbwerlewes workigior



THAILAND

i
AT .

T AR
LN =

B ——————— A\ e ¢ A
=

e T

! T

e UV T T T T I 7 == |
R el ‘ —a L

L BT 5

3 T - =
L Y -
- 3 i

’ A A - \.v\‘. <
T W

-

P

A




T e |

'

?::fﬂzznaanr4zaa»
e P
<eEWﬂwa,4wwc47v
S W -,

,.t ‘

e

D g

.:\ ;\‘ . L 1
> $ % 1

w ouJ“"""d
)%,‘ ;lul
rf‘ \il{
ﬁ\‘n“ U-U!
illl\\lhll‘l




MARKET AWARENESS ACTIONS

Thaifex World of Food Asia, Bangkok
® 25-29 May.
® 38 000 visitors.
* Target audience: Importers & competitor countries.
® Event partners: SA Exporters, Fruit SA,
SA Embassy, dti.
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MARKET AWARENESS ACTIONS

AgriLink Trade Show, Manila
* 6 -8 October.
® 25000 visitors.
* Target audience: Importers & competitor countries.

* Event partners: SA Exporters, Fruit SA.
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MARKET AWARENESS ACTIONS

Agroviet Trade Show, Hanoi
* November.
® 15000 visitors.
* Target audience: importers, wholesalers.

* Event partners: SA Exporters, SA Embassy.
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FREEDOM DAY CELEBRATIONS

SA Freedom Day celebration at SA Embassy
in Berlin:
* Reception for more than 400 guests.

® Cultural programme featuring SA artists.

Authentic menu with fruit salad donated by

SA industry.
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GIVING FRUIT TO EMBASSYS ON 27 APRIL - FREEDOM DAY
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GIVING FRUIT TO EMBASSYS ON 27 APRIL - FREEDOM DAY




GIVING FRUIT TO EMBASSYS ON 27 APRIL - FREEDOM DAY
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MEDIA COVERAGE: TELLINGTHE WORLD
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IS IT SUCCESSFUL?

* Measurable?
* Long term focus.
» Potential harm to SA’s reputation if

SA fresh fruit industry is not visible.
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SESSION 3
MARKET DEVELOPMENT

Thank you

ANTON KRUGER
CEO
FRESH PRODUCE EXPORTERS' FORUM

f - f
Fresh Produce Exporters’ Forum | +27 (0)21 526 0474 | anton@fpef.co.za | www.fpef.co.za e
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