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Opportunity Knocks for

Organics in Singapore


A
n estimated 50,000 consumers in 
highly urbanized Singapore paid 
$4.7 million in calendar 2002 for 
organic products. Most were 
imports, since only a limited selec­

tion of organic vegetables is supplied 
through domestic production. 

Low tariff barriers encourage U.S. 
exports to Singapore. While Australia and 
New Zealand dominate the organic fresh 
produce import market in Singapore, the 
United States has captured most other 
organic food product sales. Due to their 
proximity and developing organic certifi­
cation programs, however, Thailand and 
Malaysia promise to be future alternative 
sources of organic produce. 

Who Buys Organics? 
While most Singapore residents are 

emerging as potential customers for 
organic foods, certain groups have been 
long-time consumers.The large expatriate 
community, made up of Western and 
Japanese professionals and their families, 
buy organic products regularly. A second 
group of buyers consumes organics for 
health reasons. 

Top Sellers 
Brown rice, a key staple in the Asian 

diet, is the most-purchased organic prod­
uct. Other popular items include grains 
like whole flour, corn flour, barley and 
soybean products as well as cereals like 
oatmeal, corn flakes and wheat bran, and 
vegetables and fruits. 

Asian processed foods such as noodles, 
seafood and some varieties of cereal flours 
offer good growth opportunities for 
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organic suppliers. Also, for consumers 
with allergies, gluten- and wheat-free 
organic foods provide options. 

Most precooked organic foods tend 
to be Western-style or vegetarian. 
Products that are routinely found in the 
organic sections are pasta and fresh and 
dried fruits and vegetables. Some U.S. 
manufacturers offer a few sauces and oils 
with Asian flavorings—salad dressings, 
ketchup, tamarind sauce and sesame seed 
oil. 

Prices Limit Appeal 
Organic products are usually sold in 

smaller packages due to their usually lim­
ited shelf life and higher cost. They com­
mand premium prices ranging from 100 
to 300 percent of non-organic equiva­
lents. So far, the average Singaporean 
deems traditional fresh foods to be the 
nutritional equals of organics and is not 
willing to pay a stiff premium for an 
organic product. Local restaurants, too, 
have largely bypassed organic menus. 

Promotion, Pricing Paramount 
It is important to have a good rela­

tionship with an established importer 
who has knowledge of the market. Given 
the low awareness of the average 
Singapore consumer for organic products, 
an effective marketing and promotional 
effort to differentiate organic products 
and reasonable pricing must be part of a 
successful sales campaign. 

To encourage increased consumption 
of organic food, the premium over non-
organics should be kept below 50 percent. 
In order to expedite product acceptance, 
the importer needs to be aware of the 
benefits of organic products and have 
product information at hand. 

Co-sponsoring workshops with 
importers, wholesalers and retailers helps 
reinforce the advantages of organic prod­
ucts. 

With improved certification require­
ments in place, domestic organic farms, 
which sell fresh produce, could comple­
ment the offerings of U.S. exporters. 
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Packaging is critical too. It should be 
attractively designed and properly sealed 
to protect against Singapore’s hot, humid 
environment. 

Specialty Retailers 
Specialty stores that carry a wide 

range of organic products tend to locate 
near areas where expatriate families live. 
These stores usually buy in sizeable quan­
tities, dividing products into smaller pack­
ages before putting them on shelves. 

Super- and hypermarkets carry a limit­
ed range of organic products. But as 
demand picks up, more of these stores are 
beginning to expand their organic offer­
ings. 

Singapore Policy Re: Organics 
Singapore has no immediate plans to 

set up an organic certification process. 
The AVA (Agri-Food and Veterinary 
Authority of Singapore) assures the safety 

Gateway to Southeast Asia


T his highly industrialized economy oper­
ates one of the world’s busiest ports, 
gateway to Southeast Asia.


Consequently, Singapore is exceptionally

dependent on trade. 


In 2002, Singapore’s trade in goods 
equaled 273 percent of its gross domestic 
product. Imports and exports of all goods 
added up to an impressive $249 billion. 
Agricultural imports alone registered a total 
of $3.3 billion per annum for the last three 
years. 

and quality of foods imported into the 
country. 

However, the Food Control Depart­
ment of the Ministry of Environment and 
the Consumers Association of Singapore 
monitor the labeling on organic foods. 

Organic products that make health 
claims are categorized as either pharma­
ceutical or foodstuffs. Pharmaceutical 

Singapore’s 4.6 million population is 
comprised mostly of Chinese (77 percent), 
Malays (14 percent) and Indians (7 percent). 
This multi-racial population fosters a variety 
of ethnic and foreign cuisines. 

Some ethnic groups have specific dietary 
requirements. The Malays, who are mostly 
Muslim, follow halal slaughter requirements 
and abstain from eating pork and drinking 
alcoholic beverages. Most Indians avoid eat­
ing beef. Strict Chinese Buddhists refrain 
from eating meat on religious holidays. 

products face strict regulations with 
regard to sale and promotion, while health 
claims for foodstuffs on product packag­
ing are banned. 

Labeling Requirements 
Although not mandated by law, most 

organic food labels also display the logo of 
the certifying group. AVA does require 
food suppliers to Singapore to clearly 
label their products with: 
•	 Names and addresses of manufacturer 

and importer 
•	 Ingredients

• Weight (in metric)

• Dates of manufacture and expiration  ■


This article was based on a report pre­
pared for the Office of Agricultural Affairs at 
the U.S. Embassy in Singapore.Tel.: (011­
65) 6476-9120; Fax (011-65) 6476­
9517; E-mail: ato.sing@pacific.net.sg 
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For details, see FAS Report 
SN4001.To find it on the Web, 
start at www.fas.usda.gov
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U.S. Agricultural Exports to Singapore Continue Upward Trend 
In calendar 2003, consumer-oriented food products made up two-thirds 
of U.S. export sales in this market. 
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