
Papaya 

B razil is the leading 
papaya producing 

country, with some 1 650 000 
tonnes, that is to say 25% of 
world production. Mexico is 
well behind with production 
approaching a million tonnes. 
These are followed by 
countries like Nigeria, India 
and Indonesia with between 
650 000 and 750 000 t each. 
Finally, annual production is 

The international 
papaya market 
seems to have a fine 
future. Work on fruit 

between 100 000 and 
230 000 t in many 
countries-Ethiopia, 
the Congo, Peru, 
Venezuela, China, 
Cuba, Thailand and 
Colombia . 

varieties and post­
harvest operations 
has increased the 
lifetime of this 
reputedly delicate 
fruit. Harvesting at 
practically ripe 
stage and optimum 
sea transport 
conditions have re­
launched operators' 
appetite for papaya. 
Nevertheless, 
education for 
consumers is 
essential. 

Domestic markets still 
form the main outlet 
for papaya. Given the 
difficulties experi­
enced in transport of 
the fruit (it is very 
delicate) and the 
sometimes small 
returns on investment, 
many growers do not 
wish to grow it for 
export. In addition, in 
some countries, such 
as Brazil, producers 
have abandoned it 
and grow coffee 
instead as this is more 
profitable. 

Exports 
developing 
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Nevertheless, world exports 
have soared, mainly since 
2000-2001, rising from 
121 700 t in 1996 to more 
than 250 700 t in 2003, thus 
more than doubling in hardly 
7 years! The increase is even 
more impressive in Brazil , 
whose production increased 
seven-fold during the same 
period, from 5 600 t to 
39 492 t! Mexico is the 
leading exporter with 96 500 
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A growing market 

tonnes, followed by Malaysia 
(58 100 t) and Brazil. 

The United States, 
the world's largest 
importer 

The main import market 
( accounting for nearly 41 % of 
world exports) is the USA, 
with a population of 293 
million. It is followed by the 
EU with 20% (population 450 
million), Hong Kong with 11% 
(population 6.9 million) , 
Singapore with 11 % 
(population 4.24 million) and 
'others' (17%). 

Post-harvest 
operations as 
a development tool 

Papaya must be harvested 
when ripe and exports have 
long run up against problems 
of keeping. As sea transport 
takes between two and three 
weeks in most cases, the 
challenge is considerable. 
However, a number of very 
recent innovations in the 
conservation of fresh fruits 
have resulted in renewed 
interest in sea freight for 
papaya since it was aban-

doned in 2000-2001. Its 
spectacular development 
from 2002-2003 onwards has 
in a way democratised the 
fruit by making it available at 
more acceptable retail prices. 
Some hard discount chains 
in Germany have recently 
started to keep regular 
stocks of papaya at less than 
one euro each. 

A consumption 
threshold to be 
exceeded in Europe 

Import statistics show that 
papaya consumption is much 
lower in Europe than in the 
USA. Indeed, the latter 
imports twice as much 
papaya as the EU. This can 
be explained by strong ethnic 
consumption. It is thought 
that nearly 35.3 million 
Hispanic persons live in the 
United States (2000 census), 
and most of these came from 
Mexico, the second largest 
papaya producer in the 
world . Nevertheless, it seems 
clear that there is consider­
able scope for increased 
consumption in Europe . 
Marked differences are also 
observed within the EU . 
According to Eurostat, the 
seven leading papaya 
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importing countries in Europe are the 
Netherlands (14 739 t), the United 
Kingdom (10 757 t), Portugal 
(5 114 t), Germany (3 790 t), Spain 
(3 138 t), France (1 636 t) and Italy 
(850 t). 

However, these figures do not reflect 
real consumption, since the Nether­
lands, Germany and France also 
function as hubs with an estimated 
re-shipment of nearly 30% to 
destinations in the European Union. 

Thus, according to the EU Market 
Brief 2005 on papaya (CBI), appar­
ent consumption in tonnes is in­
creasing noticeably in the great 
majority of European countries, with 
a jump of 31 % from 2002 to 2003, 
but with considerable disparities . 
Average per capita consumption is 
0.13 kg per year in the EU. Portugal 
is by far the leading consumer 
country with 0.49 kg per person per 
year. It is followed far behind by a 
group of three countries-the United 
Kingdom, Holland and Germany­
with consumption of 0.11 to 0.19 kg 
per person per year. Finally, al­
though consumption is increasing, 
the performances of Spain, France 
and Italy are much smaller than the 
European average, with consump­
tion of 0.02 to 0.03 kg per person per 
year. 

Thus, although it has been increas­
ing recently, papaya consumption is 
very low in Europe (except in 
Portugal). Furthermore, operators in 
the sector report that the great 
majority of sales are concentrated 
around Christmas and Easter. This 
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means that consumption is festive so 
far, whereas papaya, which is finally 
fairly similar to water melon, should 
be more a summer fruit. 

Consumption differences 
in Europe 

Several explanations can be put 
forward . First, the case of Portugal 
should be seen separately. The 
good performance on this market is 
above all the result of substantial 
ethnic consumption for historical 
reasons and the still very strong links 
with Brazil. To a lesser degree, a 
population fringe in the UK is from 
countries in which papaya is eaten, 
such as India and Pakistan. 

The situation in Germany and 
Holland seems much closer to that 
of France (like Spain and Italy). The 
populations from countries in which 
papaya is eaten very regularly are 
much more marginal. However, 
apparent consumption in Germany 
and Holland is much greater than 
that observed in France. 

Thus, one might wonder what have 
been the main levers for the devel­
opment of consumption in countries 
that generally display little inclination 
to eat this exotic fruits-apart from 
the logistic effect. 

Marketing is necessary 

For example, in Germany, and in the 
United Kingdom as well, consider-

Nigeria 648 000 662 000 675 000 751 000 748 000 
India 478 271 539 736 620 000 582 000 660 000 

Congo 225 000 224 105 225 719 227 344 220 000 213 000 
Peru 139 548 136 383 146 561 165 008 170 980 

Philippines 56 820 60 453 65 408 62 748 71 666 75 896 
Thailand 120 000 115 000 115 000 118 000 119 000 119 000 

Kenya 57 465 60 050 65 844 65 605 62 780 63 410 
Yemen 57 065 58 467 61 396 62 517 66 943 67 979 
Source: FAQ 
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able efforts have been made in 
marketing in recent years, based on 
the simple observation that the 
average European does not know 
this fruit! Thus, advertising cam­
paigns targeting the natural advan­
tages of papaya were run, mention­
ing its nutritional qualities. Efforts 
were also made to make the fruit 
more attractive to children­
tomorrow's consumers. This is the 
case in particular of the campaign 

748 000 755 000 755 000 755 000 
700 000 700 000 700 000 700 000 
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206 222 210 305 211 000 211 000 
158 812 173 005 191 037 194 714 

77 417 127 680 130 764 131 869 
120 000 120 000 125 000 125 000 

77 822 81 811 86 491 86 000 
70 740 72 305 73 751 73 800 
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Brazil 5 272 5 693 
Belize 795 2 480 

Ecuador 4 13 
China 223 143 

Thailand 8 5 
Ghana 0 948 
Source: FAQ 

Papaya - EU 25 
Main import markets 

Spain 
8% 

Germany 
9% 

Others 
10% 

UK 
26% 

Source: Eurostat 

35% 

launched by the Brazilian producer 
Caliman Agricola SA. This company 
has shown that papayas with spotted 
skin have a higher vitamin C content. 
It markets these fruits for children 
with a sticker depicting a leopard 
and the slogan 'More spots, more 
vitamin C !'. 

Finally, the Brazilian association 
Brapex (Brazilian Association of 

7 869 9 878 15 709 21 513 
3 557 4 558 4 114 5 584 

43 20 386 3 810 
171 96 9 138 

44 29 103 182 
1 387 904 1 374 1 530 

Papaya Exporters) has increased 
sales promotion operations . Tasting 
stands have been installed in major 
supermarkets in the United States 
(Winn-Dixie, Publix and Sedano) for 
a five-month period. A rugby/papaya 
partnership was organised in the 
United Kingdom in 2004. Similarly, 
advertising spots were run on radio 
and TV to promote papaya in 
Germany. 

Varietal innovation is still topical. 
Research in this field is concentrated 
on breeding fruits that are ever more 
resistant to sea transport but that 
keep excellent taste qualities. The 
Caliman company thus launched 
Calimosa, a new variety that it 
developed, on the German market in 
August 2005. It is a cross between 
the varieties 'Formosa' (large fruits) 
and 'Solo'. 

The increase in exports observed is 
not yet consolidated. It will just be a 
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22 804 28 541 39 492 35 930 
6 420 11 307 16 886 28 751 

3 669 1 976 4477 7 196 
331 847 5 811 4 455 

495 2 681 2 123 2 417 
881 1 438 1 714 1 876 

flash in the pan unless considerable 
efforts are made in marketing. 
Papaya has serious advan~ges to 
put forward at a time when people 
are seeking better nutritional balance 

• 
Virgile Hebrard, Girad 

virgile.hebrard@cirad.fr 

Total, incl. 8 658 8 696 8 624 10 709 10 318 12 242 14 516 17 309 19 374 27 627 39 814 41 591 

Ecuador 1 260 1 272 4 367 

India 0 0 0 0 5 4 13 23 1 288 2 004 1 722 

Cote d'Ivoire 345 330 197 218 115 193 382 317 236 339 232 1 164 

Source: Eurostat 

Belize 652 2 425 3 616 4 263 3 849 5 565 5 837 11 021 15 723 24 217 

Dom . Rep. 567 1 142 962 523 1 183 2 531 2 877 2 414 2 481 1 201 

Guatemala 0 5 0 31 0 0 148 328 349 415 

Phili ines 0 0 0 0 0 0 0 0 0 32 

Netherlands 0 0 0 0 0 0 0 0 0 6 
Source: USDA 
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