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ABSTRACT

The price of mangoes has drastically declined due to a rapid increase in
supply over-flooding the domestic market. Besides, capability to export mangoes
was less than 1 % of production.

This study aimed at assessing the possibility of exporting Thai mangoes to
Kunming City, Yunna Province, P.R. China where a large demand is expected.
The study employed primary data, descriptive, SWOT, and regression analyses.

Field survey was conducted in Kunming city (June 1999) in order to
investigate the marketing channel of fruits, observe mangoes and other fruit
prices and consumers’ preferences of mangoes, as well as purchasing behavior.
Moreover, a survey of fruit import regulations and transportation routes was also
conducted. The field survey covered 10 different zip code areas in Kunming City.
The survey was divided into 5 sections, i.e. household, fruit retailers (from both
fresh markets and supermarkets), a wholesaler, importers, and an officer from the

Animal and Plant Quarantine Office.
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East Bus Station wholesale fruit market 1s a center which handled 65% of
fruit sold in Kunming, whereas 35% is distributed from the places of origin to
supermarkets without passing through the wholesale fruit market. Approximately
75% of mangoes pass through the East Bus Station wholesale fruit market, while
the rest, 25%, is shipped to supermarkets. Half of the imported mangoes come
from Vietnam, 20% are from Myanmar, followed by Hong Kong, Laos, and
South Africa.

Consumer characteristics indicate that most families consist 3 members.
Most of those interviewed were progeny. Half of the respondents were 21 to 30
years old, 50% of the respondents had finished bachelor’s degrees. The average
household income was US$ 337.5 / month (or 2,700 Yuan/ month).

The Thai variety of mango, Choke Anand, was selected for taste testing.
Slightly more than half of consumers preferred medium sized mangoes
(approximately 300-330 grams / fruit). Soft texture, thin peel, sweet - sour - juicy,
and greenish yellow peel were the preferred attributes. Ranking preference
indicate that the place of purchase and reason for purchasing mangoes (for good
taste and good health) are significant factors. Educational level, and offered price
are major factors relating to health (consciousness), quality (consciousness), and
price / place of purchase (consciousness).

The results of a Hedonic Price Model indicate that taste and color are
significant attributes determining suggested prices of mangoes. Besides, Price-
Consumer Characteristics Relationship Model reveal that household income,
educational level, and status in family are major factors affecting offered price of
mangoes.

Cost-benefit analysis and SWOT analysis and result of regression analysis
together indicate that the exportation of Thai mangoes to Kunming City has

definite potential if conducted under specific conditions of trade routes and
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certain marketing strategies and government policies. That is shipping mangoes
by air, aiming at selling in supermarkets to consumers who are quality and health
conscious. Moreover, those who have a high household income and educational
level (bachelor’s degree or higher) are also the target group. Nevertheless,
packaging of mangoes should be improved to reduce damage during shipping.
The Thai government should encourage the development of Mekong River Sub-
regional Economic Cooperation in order to ease international trade among
member countries, which would, then, cut back the import tariff rate of imports to

China.



Forsoadnuiwus At T Id lumsdseenuziiae Ine Tildudosquuil

:Uiuﬂﬂagm“u ﬁ'lﬁ?ﬁmgﬁﬂ‘ix‘ﬁwuau
T W e S S a s
‘U?J[’fjl‘UUU HNANMIADIVE WIHIWIVUNT

o ar = o, e
INVIFNAATUH IV N {AHATANTAT) oan e

= - = o o
ﬂma‘iﬂ‘iiﬂﬂ’liﬁ@ﬂ'}“ﬂﬂ1u1‘iu‘g I¥. A17. 9713 IUDINH Usesunssums

1

o

A3 nIing Ayainn QEREUIRE

HRL A9, WOl 198555 e WUt nesuns

9ITIMIYIUT  THADTIT GERFTIRES

UNAALS
' M A & oA 4 o
s1m1uzdand s InlmuimuvsnnIudaueaa lulsameaais
» ¥ ') 2
HAZATERBNUSEINA LN UTUTIINAIN 31 1 % Upananaa lanT N 1Y
o 1
Auiseiidmnefezdsadun iyl ldTums desonuzaiag Ine ladéds
o a~ as o A r e 9 =
MOIAUNIN MUNAGUIY  @IF1IUIFUIZHITUIUFIAAIIUANUABINITYY ATANY D
gy o ol F- gt o Py & A = = r'd
iy deyatlgugll udnimnns g iiFwssau :ININTIATIEH SWOT uaznis
7519 LUUIAIINAUNITIADOY
msdisrslumamnuiuasaunia @guey 2542) tWed1379AAa0INs AA
u @ 1 19 Wl ' v oA 1 = a
A T 5IRWZN9 azHa 190U Hazamyauuziiwesdus Ina sau i ngdnssu
& & ey wea ¢ ) Y 3 . vy
Tumsde  uennintudlagnuiagastlunmsdbudwa Iduazdem msvuddae
o m 9 o T ar =t o =y ar
nmsdrennaumIdnsedilu 10 wa Taandsawssda lswdldniely uasqunis @

=4

ageiidisaell 5 nqu 1dun afauSeou dima wedin ddwaldueds i uay
P 21
HHRaIUATI lIANY
v & ] ¥ = L P U n & .
65 % waann Idvzgnaansennuvaanan luiaaiausdana 1 East Bus Station

Tuumzion 35% dennuvanlgngylnledundiiaTashiruamaveds Tusiieudeon



@ ' ' ' [t . ' { =t
Autlszinm 75% veauzainezidg aaimueaarald East Bus Station dauiiniedn
; Y e ¢ o d & A oA e w =
25% vzgndiasa llflnfedmndiie  afailaveusiiaimiudunnnleaum 20%
] [ T P 9
PN LAZAINAI8FDNE A1) uazeTM 1A

s TN 1 [] ar c;.d o W T
dnvuzaeadus Tnadiulnapnnnaseuaimiandn 3 au  uazdh hidoya

3/ at o'cf

Tamnniiguzifluyasluaseunin afmilwwasigndunaiiiogagrzning 2130 1

as 1 u’/’ = as - =) r d‘ M ¥ LT 1 ‘csl
50%  VIRIDYINYNHUAIL ﬂTi’Pfﬂ‘}';lﬁ&’ﬂ‘Uﬂi‘iUuﬂﬂﬂi 'ﬂ'l!ﬂﬂﬂlﬁ"lﬂ1@]%@\1ﬂ5’31§@u®§1’]

o

=5 a1 . 3 1 o o o )
337.5 m3swavigaadiou (mie 2,700 vorugerdey) uzaae neiug Isaariudgniien
Thiludedrauienadousawid AUS InAANIT 50% ¥euNzUIwIANN (i
ar » 1 s A P = df M = :i} c: :’
300-330 nfudana) daudnuue duq Aseude ey iWhenun wiusmdien #1i
=4 ey =y ra) [ as  as ar / - EY 'ydy
naziidfdenidisioenmies  MITABUAL A WYY (Ranking Preference Model) 16%

o g v H ) 4 o 2 S ﬁ
11’1I'H‘Liinlmﬁﬁ‘fl"lfﬂl.mzmﬁWﬂcluﬂﬁ‘h’imxh’;& (lwaSﬁﬂf]ﬂﬂﬂ!iaxiwaﬂqm.fl’]ww&]) 1UY

EERY o o = w o R =2

G s o o o oas o
ﬂ%‘ﬂﬂ%“uﬂﬂ]ﬂﬂg TEAUNTANEN uazm‘smuaamuﬂuﬂ%%ﬁﬁnwuﬁﬂnmsmuam v

k)

v 3

A 1 L ]
AW AN BAZTIHTHITIUNEN N

a . . i o 3 -~ =
Nﬁil'lﬂﬂ'liﬁ%ﬁﬂuﬁﬂ‘ﬂ’]ﬁﬂ@i’]ﬂ’l (Hedonic Price Model) %1ﬁi‘ﬁu'ﬂﬁﬁ‘]ﬂﬂ uaza

]
o e s U

lﬂﬁ@ﬂﬂlﬂduzﬁﬁﬂfﬂlﬂuﬂﬂﬁﬂﬁuuEJﬁ'Iﬂ‘EUu@]?JmSLﬁ‘L!@E1ﬂ1uzﬁ’2&ﬂl@ﬁéﬂ§iﬂﬂ UBAIIN
fuvs JaeaauAuNUT vees 1A IAUAN YNz Y0 US Ina (Price-Consumer
Characteristics Relationship Model) wuhs1o'ldvesaindey seaumsfiny uazaniuy
lunseuas anfduilefendniunsidus Tnavziauosin i luszdudiey

a o - .
mmmswﬁﬁ'unu-waﬂsﬁwu (Cost-Beneflt Analysis) SWOT Analysis HASHA

'
or =i

TifnenwNordeanu=u1991n 1ne Talda

o
NAAUNTIHINANDEY (Regression Apalysis) ¥

& ¥ 15 4 ] 1 -
aunianmeldifou lvluFoswssramuinsyuas AagninmIania uazuloinevs

W v i o o 1 T A -~ =} v o
Founa Ineimangay  duffenisvudaaamaniostiu Tasiidhwueldvwd ol

[

¢ dd A& Ay A P @ &R ' g 9
nlesmsifedelidui Inafiasymindeaguninvoauziasazgumn  uenIniingud
v3Tnafiline liafasouguazseaumsinugs WSyaneiwSegenin dnufungu

9 [] 1 o ar 3 [ 1 Yo o A =
thvedie edwelsnamussanaatvewziinmase 1dsunsdsudsufieannamuide

wiganmsuude F5alneairezsanauldifansiananusuiioniensaives



, Ca g : . & o
nguilszmaguainiilos wefazyildnsdsznhalszmadivvuTaganninananii

mytiuinvetlszmadu e



