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Executive Summary:  

Economic Situation and Market Summary 

  

Thailand’s agriculture sector accounts for more than 10 percent of the country’s Gross Domestic 

Product (GDP) and employs nearly 40 percent of its labor force.  It is a major exporter of rice, seafood, 

poultry, sugar, meat, vegetables and fruits.   The country is also a major importer of agricultural 

products, including a wide range of food and beverage products and food ingredients.  Moreover, 

Thailand has among the most advanced food processing industries in Southeast Asia and is one of the 

world’s leading agricultural suppliers.  The growth in Thailand’s food processing sector provides 

opportunities for exporters as demand for imported ingredients from retailers and food service providers 

continue to rise.   

  

 
 

 
  

Bangkok 



Thailand’s economy is forecast to grow between 1.5 - 2 percent in 2014 compared to 2.9 percent growth 

in 2013.  The political disruption in the first five months of 2014 slowed the recovery of its export 

sector and the continued decline in car production and sales also contributed to the slower economy.  

Economists expect that the Thai economy will improve in the second half of 2014 driven by 

government spending and an improvement in business and consumer confidence.  These two factors are 

anticipated to jumpstart the economy and result in an increase in foreign investments.  In July, the 

National Council for Peace and Order approved a 2.4-trillion-baht infrastructure plan that would fund a 

dual-track rail, electric trains, highways, waterways and airports project.  In addition, the new 

government installed by the military is still working to approve other long-delayed infrastructure 

projects, but the benefits of such spending may not be seen until 2015 or later. 

  

Exports are also expected to improve as the global economy recovers.  Economists expect that Thai 

exports will grow by 5 -7 percent and will be one of the most important factors spurring economic 

growth in 2014.  The agricultural sector has already expanded by 2.2 percent, increasing from 1.4 

percent in the first quarter of 2014.  Key products with positive growth include off-season rice, rubber, 

and oil palm.  However, cassava and white shrimp exports contracted in the second quarter of 2014. 

 Agricultural prices also continued to decline, causing farm income to be fall by 2.6 percent.  

  

 
  

Post estimates the ongoing global economic situation could force Thai food exporters to shift their focus 

to other Asian and emerging Middle Eastern markets to offset losses from traditional markets like the 

EU and the U.S.  Falling oil prices has helped reduce production and shipping costs for food 

manufacturers and a weaker Thai baht has helped Thai food manufacturers compete with other food 

exporting countries.  For the first half year of 2014, the average currency exchange rate stood at 32.56 

baht per US dollar.  Despite the stagnant global economic situation, Thai food manufacturers still seek 

high-quality food ingredients at reasonable prices.  The US is considered to be a world leader in food 

ingredient technology and one of the major food ingredient suppliers to the world, thus,  Thai importers 

look to U.S. suppliers for new functional food ingredients, flavors and other ingredients.  U.S. suppliers 

should promote health and wellness benefits in food products. 

  

Thai food processing businesses are very important for the Thai economy as they produce value-added 

products primarily destined for export markets and generate tremendous employment opportunities for 



the country. For example, in 2010, processed food exports totaled more than $24 billion or 13.3% of the 

total national export value.  An estimated 8,200 food processing factories employed roughly 1.4 million 

laborers in the food industrial sector.  Industry experts believe the ASEAN Economic Community 

(AEC) (which will come into force in 2015) will create additional opportunities for Thailand’s food 

processing industry.  

  

In 2013, Thailand’s food and agricultural exports to China, Japan, United States, United Kingdom, the 

European Union, and ASEAN countries totaled more than $32 billon. Thailand’s food industry is 

divided into four major categories:  primary agricultural products, livestock and poultry, fisheries, and 

processed foods.  Thailand’s processed food sector has more than 10,000 food and beverage processing 

factories.  Most of these factories, which are small-to-medium size, serve mostly the domestic market, 

while medium-to-large food processors tend to produce higher-valued products for the domestic and 

export markets. 

 

Demand for food products is shifting away to a wider array of processed foods available in large 

supermarkets from unprocessed foods found in fresh markets.  Thailand’s exposure to international food 

products has led to significant changes in consumer attitudes and consumption patterns.  Moreover, the 

rapid urbanization and the growing number of women in the workforce have also increased demand for 

processed foods and ready to eat meals.  Frozen food products, particularly frozen-ready meals, desserts, 

and seafood, show the biggest growth.  As a result, retail food outlets are increasing their product lines 

of ready-to-eat food products that are normally found in convenience stores like 7-Eleven, Family Mart, 

and Lawson 108.  Demand for these ready-to-eat products are also fueling interests in western processed 

food products as they are perceived as being higher quality than domestically processed food.   With 

rising demand for processed foods, Thai food processors must import large quantities of food 

ingredients that are not locally available.   

  

 



  

Thailand’s food processing industry has developed rapidly in the past decade and is one of the most 

developed in South East Asia.  Thailand has more than 10,000 food and beverage processing factories 

consisting of small, medium, and large scale plants.  Most of these factories, which are small to medium 

size, serve mostly the domestic market, while medium to large food processors tend to produce higher-

valued products for the domestic and export markets. 

  

In 2013, Thailand’s food ingredient imports exceeded $2.5 billion, a 12 percent increase from the 

previous year.  The food ingredient market continues to grow due to increases in population and in 

purchasing power, increases in the number of dual income families; and new product development.  

Although domestic ingredients hold the greatest share of the market, these items tend to be of low-

value. High-value raw and semi-processed products such as grains, vegetable oils, and starches are 

generally not available locally and must be imported.   

  

Thailand’s food processing sector is heavily export-oriented with more than 50 percent of production 

sold outside the country.  Despite the global economic situation, Thai food manufacturers still seek 

high-quality food ingredients at reasonable prices.  The United States is considered to be a world leader 

in food ingredient technology and one of the major food ingredient suppliers to the world.  In this 

market, U.S. suppliers should focus their attention on new functional food ingredients, flavors, and other 

ingredients that promote the health and wellness benefits in foods. 

The following are general characteristics of the Thai food processing industry: 

  

 Demand for The Thai market for raw materials is growing.  Raw inputs for the food processing 

sector are primarily supplied by Thai companies. 

 Thai companies are shifting to imported ingredients for new products. 

 Move toward better quality ingredients, despite higher costs. 

 Major food exporters have expanded their production capacity through the purchase of new 

machinery or upgrades to meet the demand for a variety of products and satisfy international 

quality standards including HACCP and ISO. 

The following is a summary of the advantages and challenges facing U.S. exporters of processed food 

products and ingredients to Thailand 

  

Advantages Challenges 

Thailand has a relatively well-developed food 

processing sector.  The country is a major 

producer and exporter of processed food products. 

Thailand is a country with abundant raw 

materials, making entry of traditional raw 

ingredients difficult. 

The food processing sector’s active involvement 

in R&D activities and constant new product 

introductions create new demand for new food 

ingredients. 

Many suppliers of food ingredients in Thailand 

are able to produce products domestically that 

meet international standard and high import 

tariffs help protect national suppliers. 

U.S. products are perceived as premium products 

with consistent quality.   

Strong competition on the local market from 

domestic producers, and increasing imports 

from the EU and nearby countries. 

Increasing Thai exports of food products drive U.S. products, especially soy based products, 



demand for food ingredients and the growing 

number of companies paying attention to quality 

over cost for food ingredients. 

are experiencing some issues with biotech 

content.  There is no problem with foods 

destined for local consumption, but there are 

issues for exports to the EU and Japan. 

The international food service industry is 

expanding numbers of companies entering the 

market and in the number of outlets.  Rapid 

growth of the fast food sector has stimulated 

related businesses such as bakery products, dairy 

products, meat and poultry, etc. 

Local production is increasingly substituting 

traditional food imports.  Snack foods, salad 

dressings, sauces, jams and other processed 

foods that are relatively inexpensive, but have 

high freight costs, are increasing produced 

locally. 

Consumption of bakery products in Thailand is 

growing rapidly due to changing consumer 

behavior. 

Low cost food ingredients from China and 

locally produced food ingredients.   

Healthy food and beverages are becoming 

increasingly popular due to growing health 

awareness of the urban population. 

Natural ingredients such as minerals, vitamins, 

fiber, calcium, etc. are presently still a niche 

market. 

Increased foreign investment raised standards and 

forced the utilization of higher quality imported 

food ingredients. 

High import tariffs for U.S. imported 

ingredients have caused some Thai importers 

to source products from other countries that 

Thailand has an FTA with. 

Growing popularity of U.S. fast food chains and 

theme restaurants in Thailand increases demand 

for U.S. food ingredients. 

Approximately 25 percent of ingredients are 

imported due to the availability of local inputs. 

The expansion in the food manufacturing industry 

in Thailand creates new demand for food 

ingredients import from the United States. 

  

  

In 2013, consumer expenditures on food and beverages increased to 27.2 percent of total household 

spending reflecting rising and income levels in Thailand.  Urban dwellers, in particular, have less time 

for food preparation due to longer working hours and a greater presence of women in the work force. 

 As a result, demand for processed versions of Thai cuisine is growing steadily.  The same applies to 

Western processed food products as they are perceived as being higher quality than domestically 

processed food.   With rising demand for processed foods, Thai food processors must import large 

quantities of food ingredients that are not locally available. The value of imported food ingredients for 

use in the food processing industry in Thailand stood at $2.5 billion in 2013.  

  

In 2013, Thailand was the 20th largest export market for U.S. agricultural products, excluding fish and 

forestry products. U.S. agricultural exports to Thailand increased 59 percent since 2007, from $885 

million to $1,411 million. Top U.S. exports to Thailand in 2013 were soybeans, wheat, cotton, fish and 

seafood products, feed and fodders, distillers grains, hides and skins, fresh fruits, and dairy products.   

  

Thailand’s Food Processing Industry Outlook 
  

Thailand’s food processing industry has developed rapidly throughout the past decade and is one of the 

most developed in South East Asia. Its main products are frozen shrimp, sugar, poultry, canned tuna, 

confectionery and snacks, canned pineapple and tapioca.  The main export markets for Thai processed 



foods are Japan, the US and the EU. The seafood sector is the third largest in the world, after China and 

Norway, with 90 percent of the output being exported.  Thailand processes agricultural produce at all 

levels: household, small and medium-sized enterprises (SMEs) and large industrial enterprises. The 

packaged food industry is highly fragmented, with the top ten companies controlling only about one-

third of the sales value.   

  

 
  

Less time for household food preparation due to longer working hours and more women in the work 

force are expected to drive demand for processed foods. In addition, owners of Western-style food 

outlets and fast-food operations are expanding their presence throughout the country.  In addition, 

increased disposable income should drive higher demand for wine, beer and spirits.   

  

Instant Noodles 
  

The instant noodle market in Thailand is estimated at $552 million with an annual growth rate of 7 to 8 

percent.  The market is dominated by Thai President Foods, Thai Preserved Food and the Wan Thai 

Foods Industry Co.  Thai President Foods, established in 1972 and affiliated with the Saha Pathana 

Group, is the biggest player in the noodles sector with its brand “MAMA.”   Thai Preserved Food is 

directly competing with Thai President Foods with its “Wai Wai” brand.  The average annual 



consumption of instant noodle is 44 packs per capita.   The market share of the pack-type category 

accounts for 80 percent of Thailand’s instant noodle market while the rest 20 percent us the cup-type 

category. 

 

 

  

Company Market Share (%) 

2009 2010 2011 2012 2013 

Saha Pathana Inter Holding Co., Ltd.  51.4 52.0 52.5 53.7 54.4 

Thai Preserved Food Co., Ltd. 22.7 23.0 23.1 23.0 23.2 

Wan Thai Foods Industry Co., Ltd. (Ajinomoto Co., Ltd.) 19.3 18.8 18.5 17.7 17.4 

Others 6.6 6.2 5.9 5.6 5.0 

Source: Euromonitor 

  

Ice Cream 
  

Thailand’s ice cream market total $371 million in 2013.  The combined market share of the two leading 

manufacturers (Unilever Thai and Nestle) is already over 70 percent.  The ice cream market in Thailand 

can be categorized into 3 major markets, which are mass (10 percent), standard (30 percent), and 

premium (60 percent).  Most ice-cream products available for middle and upper-income consumers are 

in dairy rather than water-based ice cream, as the former is clearly well-accepted among Thais.  

Unilever’s leading Wall’s ice-cream brand had huge success in 2012 with 400 percent growth in sales 

and the launch of its Magnum ice cream bar.  Over $32 million in additional sales was generated within 

6 months after the product launch.  There are ample opportunities for the ice cream market to grow in 

Thailand as ice cream consumption per capita is only 0.85 liters compared to 9.01 in Singapore.  It is 

estimated that ice cream sales in Thailand will reach $488 million by 2018.  Currently, most ice-cream 

manufacturers have invested extensively in product research and added new ingredients to ice cream as 

a form of innovation.      

  

Company Market Share (%) 

2009 2010 2011 2012 2013 

Unilever Thai Holdings Ltd. 52.8 54.6 55.4 55.9 56.8 

Nestle (Thailand) Ltd. 24.7 24.8 24.9 25.8 25.7 

HD Distributors (Thailand) Co., Ltd. 2.7 2.8 2.8 2.9 3.0 

American Foods Co., Ltd. 2.5 2.8 2.7 2.8 2.7 

Chomthana Co., Ltd. 1.3 1.2 1.2 1.3 1.2 

Others 13.0 13.8 13.0 11.3 10.6 

Source: Euromonitor 

  

Sweet and Savory Snacks 
  

Demand for sweet and savory snacks in Thailand has continued to grow driven by aggressive 

advertising and marketing activities.  Thailand’s market for sweet and savory snacks totaled $881 

million in 2013 with a growth rate of 5.7 percent.  Pepsi-Cola (Thai) Trading Co., Ltd. has been the 

market leader in savory snacks since 2001 followed by Berli Jucker Plc.  The two leading savory snack 



brands in Thailand are Lay’s by Frito-Lay and Tasto by Berli Jucker Plc. with combined sales of $125 

million or 26.3 percent share of the sweet and savory snacks market.  Another key local player is 

Premier Marketing Pcl., which is the market leader for fish snacks using the “Taro” brand.  In 2013, the 

fish snack segment was ranked fourth among the snack business and forecast to be at $77 million in 

2014.   

  

Rising demand for healthier snacks is leading to stronger sales and more product varieties in other sweet 

and savory snacks, with fish snacks occupying the highest value share.  Extruded snacks, such as 

processed potatoes, remain popular.  Leading brands include Lay’s Stacks, Pringles, and Potae.  Rice 

crackers are also growing in sales, while the popularity of prawn crackers and processed nuts has 

declined.  Crisp, nuts, and popcorn are also popular snacks in Thailand.  United Food Plc., established in 

1975, is the major manufacturer of packaged popcorn, but occupies only a small share of the overall 

market value.   

  

Thai consumers have moved towards healthier snack products over the past couple of years, thus, many 

manufacturers have tried to reformulate their products to reduce the salt, sugar and fat content of their 

products.  

  

Company Market Share (%) 

2009 2010 2011 2012 2013 

Pepsi-Cola (Thai) Trading Co., Ltd. 26.6 26.6 26.4 26.3 25.5 

Berli Jucker Plc. 10.0 9.9 10.1 10.2 10.1 

TaoKaeNoi Food & Marketing Co., Ltd. 4.8 5.3 5.4 6.1 6.9 

Premier Marketing Pcl. 5.0 5.1 5.1 5.4 6.0 

Useful Food Co., Ltd. 5.9 5.8 5.8 5.7 5.5 

Friendship Co., Ltd. 5.1 5.1 5.0 4.9 4.7 

Others 42.6 42.2 42.2 41.4 41.3 

Source: Euromonitor 

  

Bakery 
  

President Bakery is the leading baking company in Thailand.   Established in 1980, the company is a 

subsidiary of the food product group of Sahaptanapibool Pcl.  The company mainly manufactures and 

distributes bread and bakery under four major lines of business including wholesale bakery, retail, fast 

food, catering, and export.  White bread remains the most popular bread type in Thailand, followed by 

whole-wheat.  The latter is gaining popularity due to rising health awareness of Thais.  Other major 

players in the baking sector include C&W Co., Ltd. and S.T. Bakery Co., Ltd.  Strong competition in 

the retail bakery business are mainly from manufacturers that own their distribution channels through 

modern retailers such as Big C, Tesco Lotus, Tops supermarket, and 7-11 as well as modern chain 

bakery shops such as S&P, Yamazaki and Gateaux House.   

  

In response to the demand for healthier bakery products, many manufacturers have introduced a wider 

range of flavored bread using natural ingredients like taro, pumpkin, potato with gingo bun, and mixed 

berries.    Bread is popular among Thai office workers during breakfast due to its convenience and good 

compliment to the rising coffee culture in Thailand.  The higher number of women joining the 

workforce has resulted in less time for meal preparation, thus, consumers are demanding products that 



are easy to prepare and matches the new lifestyle.  The growing Expat community also provides 

additional opportunities for bakery products.    

  

The mass-market bakery has played a crucial role in the consumption of bakery products. Leading 

supermarkets and hypermarkets in Thailand such as Tesco-Lotus, Big C, and Makro have produced 

their own in-house bakery products.  These major supermarkets and hypermarkets offer a variety of 

bakery products ranging from simple breads to sophisticated cakes, often at cheaper prices compared to 

branded products.  Consumers, mostly lower-income, are attracted to the private label bakery products 

because of their competitive prices and freshness.   

  

The demand for specialty bakery ingredients is relatively small. Most specialty ingredients are used by 

the middle-to-high end bakeries.   A lot of bakers still lack awareness of specialty baking ingredients.  

Bakery ingredients produced in Thailand include wheat flour, bread improver, dough blend, wheat flour, 

rice flour, milk and cream (concentrated & not concentrated), butter milk, sugar, colors & flavors, and 

coconut oil. Thai bakery processors mostly use raw materials that are locally available, but import 

specialty ingredients.  Sales of bakery products are forecast to grow by 5 percent and reach Baht 27.4 

billion in 2018.  

  

Company Market Share (%) 

2009 2010 2011 2012 2013 

President Bakery Plc. 27.59 29.88 32.45 32.11 31.87 

S&P Syndicate Plc. 4.68 4.88 5.01 5.03 5.02 

CP Retailing and Marketing Co., Ltd. 4.27 4.25 4.45 4.47 4.50 

C&W Interfoods Co., Ltd. 4.46 4.54 4.28 4.30 4.26 

European Foods Pcl. 3.63 3.82 3.69 3.81 3.95 

Bakery Co., Ltd., S.T. 3.14 3.14 2.83 2.73 2.72 

Others 52.23 49.49 47.29 47.55 47.68 

Source: Euromonitor 

  

Fruit and Vegetable Juices 
  

Sales of Thailand’s domestic ready-to-drink fruit juice were estimated at approximately $390 million in 

2013.  Consumption volume for the entire year totaled 307 million liters.  The 100-percent fruit juice 

segment recorded the highest growth with a rate of 8 percent.  The leading juice manufacturers include 

Tipco, Malee, Unif, and Doikham.  The premium market segment includes both UHT and pasteurized 

beverages with a market size of $145 million or total consumption volume of 64 million liters last year.  

Orange juice is the most popular flavor followed closely by apple, guava, grape, tomato, and pineapple.   

  

Major fruit juice manufacturers in Thailand produce and distribute products domestically and 

internationally.  They produce for their own brands and contract manufacturing business to produce 

beverage products in accordance with their customers’ requirements.  The vegetables and fruit 

beverages are expected to continue to expand as the population ages consumers become more health 

conscious. Thais are spending more time conducting research and gathering more information on health 

benefits and nutrition they get from products they consume.    

 

 



 

 

  

Company Market Share (%) 

2009 2010 2011 2012 2013 

Coca-Cola (Thailand) Ltd. 15.7 19.2 22.0 23.9 25.4 

FoodStar Inc. 18.5 19.3 18.4 17.5 16.8 

Tipco Foods (Thailand) Pcl. 12.9 12.7 12.5 12.6 12.7 

Pepsi-Cola (Thai) Trading Co., Ltd. 7.9 8.4 9.0 9.3 9.6 

Malee Sampran Plc. 6.8 6.7 6.5 6.3 6.2 

Uni-President (Thailand) Co., Ltd. 6.5 6.4 6.3 6.2 6.2 

Others 31.7 27.3 25.3 24.2 23.1 

Source: Euromonitor 

  

Road Map for Market Entry 
  

Entry Strategy 
  

U.S. exporters looking to sell food ingredients to Thailand should first seek to establish good 

relationships with local importers, distributors and agents, the key stakeholders in the imported food 

ingredients market.  The right distributors can offer U.S. exporters valuable market insight.  For 

example, a team of food scientists could offer support to develop locally adapted product solutions, 

organize marketing and promotion events, and are capable to import, store and distribute products on a 

nationwide basis.  Importers also often have established relationships with relevant government 

authorities within the Thai Food and Drug Administration (FDA), Customs, etc.  Many small and 

medium-sized food processors buy relatively small volumes of ingredients to avoid complications 

associated with import documents and inventory.  Thus, they often work through local importers. 

  

U.S. exporters should also seek to work with large food processors, either directly or via local 

importers.  These large food processors typically receive privileges under the Thai Board of Investment 

(BOI) that exempt import duties on re-exported items. In addition, most international food processors 

manufacturing in Thailand consume large quantities of food ingredients, but are not authorized to make 

buying decisions in the use of ingredients.  Therefore, U.S. exporters can deal directly with international 

food processors to determine where purchasing decisions are made, (e.g. Nestle, Unilever, airline 

caterings, etc.)  

  

There are two main channels for exporting food ingredients to Thailand. The first channel is through 

importers that have their own distribution network (wholesalers and retailers) and/or distribute directly 

to manufacturers. The second channel is through food processors that import directly from the country 

of origin. However, most food processors import food ingredients through importers to avoid having to 

maintain large stocks, and thereby minimize the risk of the product expiring.  Only major food 

processors import directly from the country of origin to save cost when importing large volumes.  Most 

imported food ingredients are marketed and distributed by exclusive or authorized distributors in 

Thailand.  This allows food ingredients manufacturers to focus and control their technical support while 

leveraging on the distributor’s network of wholesalers, retailers and direct end-users.  

  



The following chart shows how food ingredients are passed from foreign or domestic sources to Thai 

food processors. 

  

 
Competition 
  

Due to Thailand’s wide range of agricultural resources, most food processors can source inputs 

domestically.  However, local production facilities still lack many higher-value and technology-based 

ingredients.  Importers report that U.S. food ingredient exporters are generally less competitive in terms 

of price, service, and delivery time, but that they offer high quality products and consistent service.  

Many Thai buyers note that prices of U.S. ingredients are relatively high compared to ingredients form 

Australia, Canada, and China.  In order to avoid price competition with other exporting countries, U.S. 

exporters need to focus on product innovation, services, technical support, quality, and position their 

products in the middle-high price range. Considerable investment will be required to educate food 

manufacturers through importers/distributors and encourage manufacturers to produce higher-quality 

products through R&D and technical support.  In the meantime, Trade shows (Food Ingredients Asia 

show, http://www.figlobal.com/en/asia-thailand/home) and promotions are also highly effective ways to 

promote U.S. food ingredients and compete with similar products from Europe, Australia, and Canada.  

However biotech ingredients are an issue in a number of Asian countries requiring a U.S. supplier to 

provide necessary documentation regarding biotech ingredient requirements.  In addition, U.S. suppliers 

must be prepared to lend considerable technical support to food processors, large local food processors, 

and distributors to develop innovative products that will boost the demand for their ingredients.  This 



support may be provided in Thailand or in locations outside of Thailand where formulation and 

purchasing decisions are made. 

  

Best Product Prospects 
  

Products Currently Available 

  

It is important to recognize that most ingredients being used internationally are now being used in 

Thailand’s food and feed industries.  In comparison to more advanced countries, the amount used is still 

relatively small, but there are opportunities for expansion.  The following higher-value products are 

presently moving well in the market: 

 Emulsifying, foaming, stabilizing and thickening agents.  These products are used in frozen 

foods, bakery products, ice cream, evaporated milk and confectionery products.  The amount of 

these ingredients has increased in domestic use. 

 Colors and flavors.  These products are used in non-alcohol beverages, ice cream and other dairy 

products, confectionery products, snack foods, bakery, instant noodles and a wide range of 

processed meats.  Demand for non-alcohol beverages, snacks, and confectioneries are also 

expanding. 

 Sweeteners.  The use of sweeteners in soft drinks and other non-alcohol beverages as well as the 

confectionery industry is significant and continues to grow.  The market for more refined 

sweeteners has greater potential.  

 Soy lecithin.  Soy lecithin can substitute for egg yolk, which has been used as an emulsifier in 

cakes, doughnuts, and cookies.  Soy lecithin contains no cholesterol but its phospholipids are 

similar to those of egg yolk.  

 Concentrated fruit juice.  Demand for fruit and vegetable juice has considerable room for 

growth.  As Thais consume an average of just 2.8 liters of juice per year compared to 28 liters 

per person in the United Kingdom and 40 liters in the US.  

 

Products with Good Sales Potential that are not Presently Marketed 

  

Products that can substitute for traditional ingredients, such as preservative-free ingredients that provide 

extended shelf life and nutrient/functional ingredients have strong potential in Thailand.  Thai 

consumers prefer new foods that are flavor-intensive, palate-pleasing and healthy.  Food ingredients that 

maximize flavor and healthful benefits will continue to experience growth in Thailand. 

  

Post Contact and Further Information 
  

The Foreign Agricultural Service in Bangkok maintains up-to-date information covering food and 

agricultural import opportunities in Thailand and would be pleased to assist in facilitating U.S. exports 

and entry to the Thai market.  Questions or comment regarding this report should be directed to the 

Foreign Agricultural Service in Bangkok at the following addresses: 

  

 

 



U.S. Department of Agriculture 

Office of Agricultural Affairs 

U.S. Embassy 

Bangkok Thailand 10330 

Tel: + 662 205-5106 

Fax: +662 255-2907 

Email: agbangkok@fas.usda.gov 

Website: www.fas.usda.gov 
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Food Ingredient Import Statistic 2011-2013 

 

 



 
 

 

 



 

 
  

  

End of the report. 

  

          

 


