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Citrus Market Outlook Forum – Consumer trends 

Changing consumer trends was a focus of the Citrus Market Outlook Forum held in Sydney last month. 

CASAR will include a number of summaries of the keynote speakers in upcoming newsletters.  

Consumer trends – they want it now! 

Fresh fruit should be in the snack aisle and prepared as a ‘grab and go’ alternative says Emeritus Professor 

of Food Marketing at the Imperial College London David Hughes. 

Professor Hughes said 28 per cent of Australian households are occupied by just one person – and that 

affects where consumers buy and eat food. As a comparison – 42 per cent of people in the United Kingdom 

live alone which Professor Hughes says is “a challenge for the fresh produce industry.” 

In most high income countries, fruit consumption increases with age, however younger people are 

becoming more health conscious and as a result there’s a huge increase in customised diets (thankfully 

citrus is included on the popular FODMAP diet).  

In the United States, there’s an increase in non-traditional households, with 26pc made up of single parent 

families – these people are under immense time pressure – often working full-time.  

The UK is adapting to these different household dynamics, catering for singles with busy lifestyles.  

For three pounds at Tesco, you can get a sandwich, a drink and a snack. Professor Hughes says this 

provides opportunities for fresh fruit. In Marks and Spencer there’s a breakfast range featuring pre-cut 

fruit, this display changes during the day to cater for different meals.  

“People want to grab and go,” he said. 

“People don’t buy ingredients – they want meal solutions.  

“Therefore, if people are buying meal deals – how do we get fruit into these deals?”  

Snack or mini meals seem to be replacing full meals – Professor Hughes called this trend ‘snackification’ 



Fresh produce faces competition from fruit-type products like fruit bites and ‘new age’ baby and kids food 

– sachets and pre-packaged food which claims to be better/healthier than anything prepared at home.  

 

Global consumer trends 

There’s an increased focus on health and product of origin. In Australia 30 per cent of people are clinically 

obese which Professor Hughes said, could see an increase in regulation or a tax on sugar.  

“Orange juice consumption is decreasing in the US because of sugar and concerns about pesticides and 

GMOs,” he said. 

Professor Hughes also noted:  

*Consumers want value – they want low prices but also good value.  

*They’re making more mindful choices – wanting things that are good for their family and the 

environment – people are tapping into the power of food. “The rise of the nutribullet drove up sales of 

frozen and fresh food,” he said. “There’s also been an increase in the popularity of pre-bottled smoothies 

and similar products which are stealing the clothes of fresh fruit.” 

*There is also concern about wastage – as most food is wasted in the home.  

*They often want a product that is recyclable or compostable.  

*They also want convenience in what they buy/consume/prepare and dispose of. 

In the retail sector, Professor Hughes says the traditional supermarket is not growing – the growth is 

online.  

He says while there will likely be a need for a bricks and mortar supermarket - it will be more like a 

convenience store and most people will do their main shopping online. Professor Hughes says internet 

enabled devices like Google Home and Amazon’s Alexa are dramatically increasing in popularity and 

changing the way people shop with their “I want it now attitude”. 

 

Tristan Kitchener, Kitchener and partners – the changing retail landscape 

Like professor Hughes, grocery retailing management consultant Tristan Kitchener also spoke on the 

changing shopping habits of consumers as well as how different supermarket chains including Costco, 

Aldi, Woolworths, Metcash (IGA) and Coles have different business models and requirements for 

products.  

He said more retailers are getting smarter and pushing harder - meaning the producers are being 

squeezed. 

“It’s going to get a lot tougher so focus on lowering costs,” he said. 

“Embrace the change – put the consumer first and leverage trends and insights. 

“Be different – innovate and add value across everything.” 



Mr Kitchener had some tips for producers planning for the future. They included:  

Reduce costs: consolidate or invest for efficiency, do the basics well, don’t overproduce 

Improve skillset: Strategic planning, world-class account management (be the buyer), innovation (supply 

chain and business models) 

Global consumer insights, improve understanding, improve decision making.  

Strategic alliances with shared goals: Retailers (eg provenance claims), supply chain (shared profit pool) 

Diversify: Export, food service, online specialists 

Mindset alignment: Trust and respect  

 

Understanding the citrus customer, Cara Reynolds, citrus category manager, Woolworths 

Consumers habits are changing from doing a large shop once a week to many smaller shops throughout 

the week said Woolworths citrus category manager Cara Reynolds.  

“Customers are cross-shopping (going to more than one supermarket) more than ever with only about 

four per cent remaining loyal to the one store,” she said.  

Alarmingly, the average person spends only $13.50 on fresh food a week. 

Mandarins main customers are older and younger families and older singles and couples. They are wanting 

seedless and easy-peel varieties for convenience. Ms Reynolds said mandarins are gaining customers from 

bananas, oranges, apples and watermelon.  

Orange customers are a similar demographic but the popularity of the fruit is losing customers to 

mandarins, melons and grapes.  

Ms Reynolds spoke about Woolworths’s Australian Citrus Standards in which navel and Valencia oranges 

must have a minimum juice content of 38 per cent.  

 

 

Dianne Phan, Horticulture Innovation and Taste Australia 

Emotional connection drives loyalty said, Dianne Phan, Horticulture Australia’s citrus market manager.  

“Consumers who feel a genuine emotional connection with a particular brand or product generate 

disproportional value,” she said.  

“Understanding your customer is key.” 

She outlined the following points about today’s consumers:  

1. Healthier alternatives: Consumers are becoming increasingly health conscious and are now 

shifting towards products that meet their dietary requirements 



2. Brand stories: Consumers are increasingly emphasising with choosing brands which include 

stories about their origin, ingredients or aspirations.  

3. Visual eating: Eating food is now all about how food looks, capturing food moments on social 

media has become influential in the formation of this trend.  

4. Changing lifestyles: More of today’s consumers are living alone and searching for appropriately 

sized packaging. There is greater demand for delivery services.  

She said for the industry to remain sustainable premium positioning was crucial and the industry need 

to look beyond the “clean, green and safe” message. She said the citrus industry would need to be 

increasingly competitive and use the marketing levy more efficiently in a targeted way.  

 

Empowering the Australian food industry with digital innovation 

Mike Briers is the CEO of the Food Agility CRC, he looked at how digital transformation could deliver 

more sustainable, safer and healthier food. 

“How can we be more deliberate about innovation instead of leaving it to chance?” was the question he 

posed to industry.” 

He said agriculture is often at the bottom of digital food chain, often due to the lack of reliability of 

devices in the field.  

Mr Briers said there are many opportunities to become digitally smarter and therefore optimising inputs 

and farming systems. 

There is potential to use digital technology to predict growth stages, quality and yields, manage pests 

and diseases and determine what to grow and where, lowering supply chain transaction costs and 

capturing more value, he said.  

 

Trading citrus on the online market place, Antonio Palanca, CEO, HiveXchange 

“There’s never been a better time to think about how you get your produce to market,” says Antonio 

Palanca, CEO of HiveXchange. 

He says e-commerce is expected to reach 70 per cent of all business transactions by 2025 – a good 

indication of this is the significant rise of Amazon’s share price.  

Mr Palanca spoke about Business2Business – an enterprise which connects farmers direct to 

restaurants, currently used by about 50 companies around the world.  

His message was similar to those of many of the presenters and he too reiterated the benefit in telling 

the story of the produce origins.  

Some examples he used included:  

Displaying instore a picture of the farm, its story, the trees which the fruit was grown on – this 

information could also be displayed/played on television screens instore. There’s also benefit in creating 



relationships with customers through social media and loyalty programs and creating digital ready 

content which can be used and shared across a range of platforms.  

 

Future directions for Asian Markets, Noel Shield, Joy Wing Mau Group  

“There is huge potential in Asia but we have to have a reality check,” said Noel Shield from the Joy Wing 

Mau Group – the largest fruit company in China, boasting more than 50 demonstration farms across 

China and six farms in Australia and Chile. 

“For many of these developing countries they are a long way off being able to afford Australian 

produces.” 

Mr Shield said there was enormous potential to further develop markets in Bangladesh and the 

Phillipines and there is a need to establish strong relationships in India.  

“Australia must continue to expand trade lanes – but we will have to be smart,” he said.  

He posed the following questions to the audience: 

Does industry have a 2025 plan? Has a demand modelling exercise been completed? What are the 

growth products 2020 and beyond? What are consumer expectations? What are the levels of 

investment required? If investment capital is needed – who will provide it? What are the market access 

protocols? 

Mr Shield said there were changing demographics across Asia. For those people 45 and older there will 

be little change in how they buy their products. Those under 40 – mostly singles or couples without 

children prefer ‘grab and go’ food, pre-package groceries and fresh only.  

Those below 45 who are married with children cook mainly at home but want easy to prepare food. 

They shop online for most of their groceries preferring to buy fresh produce instore.  

“The big retail stores are finished,” said Mr Shield.  

“Those 200,000-300,000 square feet stores are not viable anymore. 

“We will be seeing a growth in 10,000sqft stores. 

“Pre-packing in these stores will be the norm with no staff or cashiers. 

“Consumers want to reduce the amount of time they spend shopping.” 

Mr Shields said there will be a growth in fresh food operators who will come to the customer. Branding 

of fresh produce is swinging away from retailer brands. Consumers will build confidence in brands they 

can trust and there is potential for larger producers to work together to build a common brand.  

Australian citrus has the right product which suits the Japanese tastes and the same thing will happen in 

China,” Mr Shields said.  

“There is potential for it (exports) to double in the next five years, particularly with soft citrus. 

“Australia has a history of building higher level markets but then sat back and watched it fall over. 



“Tell your stories – it has to be done by you guys – the Government won’t do it.  

“Taste, feel, smell – that’s how people buy online – you need to trigger their brains.” 

How to deliver on the promise? 

Be better than the competition, lead the way – make the competition follow your lead, understand the 

consumer – meet their expectations, not yours, develop a pull model of operating, have a clear, concise 

strategic model, plan for the future 2025 and beyond, embrace technology at farming, production and 

retail levels and increase investment. 

“Enjoy Asia – be creative – you have to really think smart these days,” Mr Shields said. 

 

Ferdi Bergamin, Mildura Fruit Company, Implications of increased demand from China 

Ferdi Bergamin looked back at how Australia’s export markets have changed over the past 30 years and 

what could be learnt moving forward.  

In the 1980s the main export markets where in South East Asia, in particular Singapore and Malaysia – 

South Australia was the main exporter.  

In the late 1980s to early 1990s Australian Japan Citrus Exports (AJCE) opened up the Japan markets to 

send fruit from all states but it was ‘very, very hard’.  

The early 1990s saw South Australian gain access to the United States market, followed a few years later 

by the Sunraysia and Riverina districts.  

Things started to go downhill in 2005 when South Africa entered the US market along with Chile and 

Argentina. The Australian dollar dropped and the Japanese market couldn’t take all the fruit – Australia 

became price takers.  

In 2011 the China protocol was assessed and the industry looked at how it could meet the requirements 

– prices were comparable to the US. Around the same time, SA’s Pest Free Area was recognised by 

Japan, the drought had broken and the US dollar dropped.  

So, what could be learnt from the past? 

Australia needs premium markets. Growers need higher returns and the industry needs to keep all 

export markets on the table as these premium markets can change at any time. It also needs to keep 

looking for new opportunities and working with governments.  

“Cold treatment is expensive if the premium markets aren’t there,” he said.  

“Be mindful of politics as China can close the door very quickly.” 

Mr Bergamin said one of the biggest challenges of the Japanese market was MRLS and competition. 

“We have a big advantage with navels as they are the best eating but we cant rely on this if our 

competition becomes too cheap,” he said. 

“The US market is dominated by South Africa now. 



“Korea has difficult protocols which makes it hard but they love the taste of our fruit – South Africa is 

another competitor in this market.“ 

 

Going forward 

Mr Bergamin said the industry has a lot to learn about China still and be careful about how it grows the 

market.  

“We need to be cautious of greedy marketers and exporters,” he said. 

“We need to keep supply and demand in check and to keep the market hungry.  

“We need to develop better markets to keep the current ones in shorter supply.” 

He said the industry should continue to develop new customers in China and investigate their 

requirements for sized and quality instead of fighting over the same ones.  

 Summary of current markets 

Japan – we don’t have to do a lot to maintain the market but don’t let us get to lax and let the 

competition take over.  

Korea – won’t be a big volume market as it is very traditional. 

India – need to look at that more for opportunities for class 1 fruit.  

UK – Might come out of left field with Brexit. There is potential for navels and mandarins, there is 

currently competition from South Africa but there could be demand for clean and great tasting fruit.  

Domestic – Got to keep working with supermarkets 

Mr Bergamin said the industry should continue to support the South East Asian markets but ensure 

Australia is a price maker not a price taker.  

 

India: Keith Sunderlal, SCC Group 

With its population of more than 1.33 billion people, India has a burgeoning middle class of 300 million 

people. It has one of the world’s fastest growing economies More than 65 per cent of the population is 

under 35 years old and the majority are highly educated with fluent English. About 65pc of the 

population live in rural areas with huge potential for urbanisation. There is potential demand for a 

variety of goods and services for this growing middle class of people. It has more than 50 cities with a 

population of more than one million people and it is often difficult to operate beyond the metropolitan 

areas. India has just under a million hectares of land planted to citrus, producing about 11.5 million 

tonnes each year. Mr Sunderlal encouraged exporters to “slice and dice” the Indian market, use product 

positioning, follow the safe channels and build partnerships. 

“Australia has a good story to tell but keep it in your hands – don’t let the government muck it up,” he 

said. 



“Persevere – India is not an easy place to do business but persevere. 

 

 

Citrus Australia reports 

Nathan Hancock, CEO, identified the key objectives of Citrus Australia as market access, biosecurity, 

market development, information and communication, membership and partnership and corporate 

affairs.  

In recent months, Citrus Australia’s office has relocated to Lime Avenue, former chair Tania Chapman 

said these premises would be available to any CAL members to use.  

She outlined some of the activities the board had undertaken over the past 12 months and its focus on 

relationships. She said CAL had strengthened relationships with industry, government agencies such as 

Horticulture Innovation and Plant Health Australia, ministerial relationships, both state and federal and 

international relationships with research, agri-political and industry groups.  

Funding: CAL has been successful in seeking funding from sources other than HIA and will continue to 

seek out more.  

Three committees were reinvigorated in 2017 including finance and audit, governance and 

remuneration and membership and revue. The board governance and procedures manual was updated 

and the constitution reviewed.  

Following a meeting of the board of directors at the Export Forum on March 14, Ben Cant was 

nominated and successfully voted in as the new chair of Citrus Australia. CASAR thanks outgoing chair 

Tania Chapman for her support and welcomes Ben to his new role.  

 

2017 export season 

It’s fair to say it was a pretty good year,” according to David Daniels, Citrus Australia’s market access 

manager when he addressed the forum to summarise the 2017 export season.  

Citrus exports totalled 273,232 tonnes last year at a value of $462 million. This represented a 19 per 

cent growth in volume and a 32pc growth in value.  

Orange exports grew 18pc to 197,000t with a value of $298m, mandarin volumes increased by 23pc to 

70,000t – valued at $144m. Total volume of lemons, limes and grapefruits reached 4400t at a value of 

$10-12m.  

China, Hong Kong and Japan were the largest markets –  orange exports to China increased by 56pc on 

the previous season, while mandarins were up 171pc. 

“Australia has the lion’s share of the Chinese mandarin market,” Mr Daniels said. 

 



Supply chain innovators awards: 

 Helen Aggeletos and Maria Costi from Venus Citrus received and award for the adoption of packaging 

and presentation techniques for supply to premium domestic and export markets.  

Craig and Bindi Presler from 2PH farms also received award for their dedication and success in mandarin 

and variety development as did Frank Mercuri from Pacific Fresh for the development of new navel 

varieties.  

 

Many of the presentations from speakers at the Export forum are available here …… 

https://www.citrusaustralia.com.au/market-outlook-forum-presentations 

 


