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MARKET DEVELOPMENT

Volume growth in past 10 years associated with 
new plantings

Australia has provided backbone to export 
marketing

Market development

North America

Weak NZ dollar

Improved shipping

Timing before Chilean fruit

2000 NZ dollar

Chilean volumes

Exports by Market
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UK & Europe

Longer voyage time 
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MARKET DEVELOPMENT

The Market
Consumption more than doubled to 
400gm

5 million consumers to be introduced 
over next 5 years

Hass perceived as having better 
flavour

France consumption 1kg per person
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UK AVOCADO IMPORTS
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Market Requirements

Green hard fruit

No chilling injury

Sound internal condition

Little external defects
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Why New Zealand Fruit

Product sampling favourable

Colour, texture & flavour selling 
points

Opportunity to attract a premium
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Preparation

Mid Sept harvest for Oct/Nov arrivals

26% dry matter to eliminate chilling injury

Harvest as close as possible to shipping

30 day transit time

Weather

Container loading within 24 hours
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Arrival into the Market

Outturn inspection

Strong sales and distribution 
network important

Optimum selling period 1 week 
after arrival
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The Marketplace

Positive reaction to NZ fruit

Selling Points

Customer selection important 
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Market Introduction Timing
JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC
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The Future

Global marketing strategy

Size / market profile to achieve 
best grower returns

NZ brand

Selling points
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DEVELOPING THE JAPANESE MARKET

NZ’s biggest export market for 
horticultural produce….

Japan
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Avocados are a high value item

FOB returns/kg from Japan in 2004…

Kiwifruit $3.85/kg FOB

Avocado $3.45/kg FOB

Squash $0.51/kg FOB

DEVELOPING THE JAPANESE MARKET
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DEVELOPING THE JAPANESE MARKET

Export Trays
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Export forecast by market:
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DEVELOPING THE JAPANESE MARKET

1.1 million trays 2.3 million trays
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DEVELOPING THE JAPANESE MARKET

Avocado Consumption increasing over the past 6  
years

Japanese diet is changing

Consumers are increasingly  health and price        
conscious

Food safety and traceability 

Quality… quality… quality!

The Japanese Market
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DEVELOPING THE JAPANESE MARKET

AVOCADO IMPORT VOLUME 
2001 - Current

By Country
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Mexican Hass dominates the Japanese market.

NZ has an opportunity from Sept-March 

Japan is a quick transit market (12 x days) 

Brand NZ has appeal

NZ can deliver on taste and quality

NZ exporters working collaboratively 

What is the opportunity?
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Key Selling Features:
1. Health / Nutrition /Versatility       
2. Food Safety /Traceability
3. Maturity & Grade stds.
4. Ripe- Ready to Eat

Key Benefits:
1. Consumer Health
2. Consumer Assurance
3. Consistent Taste & quality
4. Versatile & Convenient

Delivers:
An Attractive Sales Proposition
For Consumers = repeat purchase
For Customers = more sales & 

category growth

Avocados and the Japanese Consumer

DEVELOPING THE JAPANESE MARKET
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Demand Highest Quality

Size specific market (24/30 count)

Food Safety & Traceability

Price conscious (¥99 price point)

Ripening and retail display

Driving continued consumption growth 

The weak Japanese ¥en

DEVELOPING THE JAPANESE MARKET

Key Challenges….
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DEVELOPING THE JAPANESE MARKET
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Focus Group Findings

VERY MUCH
29%

MAYBE YES
35%

MAYBE NOT
32%

NOT AT ALL
4%

Do you like the taste of 
Avocados?

How do you eat Avocados?
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A Few Times 
A Month

14%

Once A 
Month
17%

Once A Few 
Month
10%A Couple of 

Times A Year
14%

Never
33%

Less Than 
Once A Year

12%

How often do you buy 
Avocados?

What is your image of 
Avocados?
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Focus Group Findings
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Why do you buy Avocados?

Why don’t you buy Avocados?
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What are important points when 
you buy Avocados?

What will attract you when you 
buy Avocados?
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Focus Group Findings
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information?

What kind of information do you 
want?
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Focus Group Findings

Can you tell the maturity of 
Avocados?
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