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Market potential for Pakistani
Citrus fruit (Kinnow) in world
by Dr. Noor Ahmed Memon

Pakistan has several varieties of citrus
fruit, in addition to the popularity known
as Kinnow all of which may interest
importers in Asia and Europe. Kinnow is
rightly called the king of all the varieties
of easy peelers and excels the best vari-
eties of the world. Pakistan is the 12th
largest producer of citrus and the largest
producer of Kinnow in the world. Its juice
is contest 44% to 47.5% which is the
highest for all easy peelers varieties. The
sugar content is 12 – 13% and each
100ml of kinnow contains 20-25 mg of
vitamins-C.

In the mainstream market segment,
the Pakistani Kinnow has to compete with
seedless mandarin and clementine from
Spain, Morocco, Argentina and South
Africa. Though smaller in average size
and harder to peel, mandarins from com-
petitors are claiming a larger market share
because of being seedless.

In the European market, Pakistani
citrus has an insignificant 0.09% share.
As a table fruit, Pakistani Kinnow’s avail-
ability in the European market is irregular.
Kinnow is mainly used as a raw material
for juice by a few big companies in
Europe, but it is not consistently imported

as a table fruit.

The export figures for these fruits are
increasing every year with leaps and
bounds. During the year 2012-13 Kinnow
exported from Pakistan was 342,391
tonnes worth Rs.15.33 billion (US
$150.53 million). Major international
markets for Pakistani Kinnow’s during
20012-13 were Afghanistan, Saudi
Arabia, UAE, Ukraine, Iraq, Indonesia
Russian Federation and EU (Germany,
UK, Belgium, Italy and Netherlands).

In the ethnic segment, Kinnow sup-
plies are intermittent. As the Kinnow has
to be marine-shipped in container-loads,

importers usually take chances with only
one or two shipments during the entire
season. They are risk-averse and hesitate
to place consecutive orders with a gap of
1-2 weeks before evaluating the response
to their first container shipment.

As Food safety is the prime concern in
the European market. Food products
must comply with stringent sanitary and
phytosanitary (SPS) requirements. The
European consumer is quite demanding
regarding the taste, quality and presenta-
tion of food products. The consistency of
fruits in terms of size, shape, weight,
colour and level of ripeness are important
parameters for consumers in making their
buying decisions.

Citrus cultivars are grown in varying
quantities in countries with tropical or
sub-tropical climate. Citrus stands first in
area and production among the world’s
tree fruits. In Pakistan also, citrus fruits
are the most important fruit crops grown
on the area of 195,000 hectares with pro-
duction of 1.98 million tonnes annually.

Citrus fruit is grown in all four
provinces of Pakistan but Punjab pro-
duces over 95% of the crop because of its
greater population, favourable growing
conditions and adequate water. Citrus is
divided into different groups Sweet
oranges, Mandarine, Grape fruit, Lemon
and Lime which are being grown com-
mercially. Major Kinnow (Citrus) growing

Area of Kinnow cultivation
(000’ Hectares)

Year Punjab Sindh KPK Baluchistan Pakistan
2000-01 187.6 4.1 4.8 2.4 198.7

2001-02 183.2 3.9 4.5 2.4 194.2

2002-03 170.8 4.1 4.3 2.4 181.6

2003-04 166.6 4.1 4.4 1.3 176.5

2004-05 173.9 4.2 4.4 1.3 183.8

5 - Years’ Average 176.4 4.2 4.5 2.0 187.0

2005-06 182.1 4.1 4.5 1.3 192.3

2006-07 183.3 4.4 4.1 1.3 193.2

2007-08 189.2 4.5 4.4 1.3 199.4

2008-09 189.8 4.5 4.2 1.4 199.9

2009-10 188.2 4.5 4.3 1.4 198.4

5 - Years’ Average 186.5 4.5 4.3 1.3 196.6

2010-11 184.2 4.9 4.0 1.4 194.5

2011-12 185.1 4.8 4.3 4.1 195.6

Source: Agriculture Statistics of Pakistan - 2011-12 Government of Pakistan



areas in Pakistan are as under:
PUNJAB: Districts of Sargodha, Jhang,
Sahiwal, Lahore, Multan, Gujranwala,
Sialkot, Mianwali

SINDH: Districts of Sukkur,
Nawabshah, Khairpur

KHYBER PAKHTUNKHWA: Peshawar,
Mardan, Swat, Hazzara, Nowshera, Swabi

BALOCHISTAN: Sibbi, Makran, Kech

Citrus are the fruits belonging to the
Rutacease family and mostly from the
genus Citrus which are usually mix of
sweet and acidic fruits. They are widely
cultivated fruits in the world with areas
under cultivation and production increas-
ing greatly from 2010.-2013. 

There is a huge demand from both
the fresh and processed oranges by the
consumer. Food exports are also linked
with food tastes, which are deeply cul-
tural in nature. The export of food ‘taste’
has to precede the export of the food
‘product’ itself. Pakistani food products
sold abroad are mainly consumed by
South Asian communities, and the
volume of these exports to a country is
directly proportional to the size of the
ethnic community there. 

For entry into the mainstream seg-
ment of the EU market, ‘taste develop-
ment’ has to be the fundamental element
of the strategy to promote Kinno.

Unless seedless Kinnow is available in

commercial quantities, a ‘pull marketing’
strategy at the shelf-level is required to
develop consumers’ tastes to such a level
that they are ready to accept seeds in a
Kinnow that has a superior taste. 

For taste development, an extensive
campaign of tasting arrangements and
free sampling at points of sale would be
required. Such a campaign at a small scale
is being organised by Pakistan’s Trade
Office in the Netherlands for the last four
years, but it needs to be substantially
broadened. 

The disadvantage of seeds can also be
offset by positioning Kinnow as a ‘juicy

mandarin,’ instead of
a ‘table fruit’ in the
mainstream European
market. Citrus press
filters seeds at the
squeezing stage and
thus the consumer is
spared the annoy-
ance of spitting the
pits at the consump-
tion point.

Currently, orange varieties in the EU are
already categorised into ‘table oranges’ and
‘juicy oranges’. A similar distinction can be
made between table mandarins and juicy
mandarins.

In the ethnic market segment, the avail-
ability of Kinnow needs to be increased.
Currently, supplies are intermittent, and a
regular demand-supply pattern is not estab-
lished. Pakistan’s Trade Offices in European
countries can help overcome this problem by
coordinating with importers to stagger their
shipments during the entire season.

The Co-chairman of All Pakistan Fruit &
Vegetable Exporters, Importers and
Merchants Association (PFVA) has claimed
that, after withdrawal of ban on Pakistani
kinnow by Russia, 150 containers of kinnow
worth $2.7 million have been exported to
Russia. 

He said export target of kinnow for the
current year has been fixed at US$180 mil-
lion and of this export of expected of
kinnow to Russia would generate US$50
million alone.�
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Production of Kinnow
(‘000’ Tonnes)

Year Punjab Sindh KPK Baluchistan Pakistan
2000-01 1813.0 30.9 40.2 13.6 1897.7

2001-02 1751.0 28.1 37.5 13.7 1830.3

2002-03 1623.5 27.7 38.0 13.1 1702.3

2003-04 1688.7 28.5 37.2 5.9 1760.3

2004-05 1872.3 28.6 36.8 6.0 1943.7

5 - Years’ Average 1749.7 28.8 37.9 10.5 1826.9

2005-06 2385.1 29.5 37.7 6.1 2458.4

2006-07 1400.7 31.5 34.4 5.8 1472.4

2007-08 2219.3 30.9 35.9 8.4 2294.5

2008-09 2059.5 30.5 33.8 8.4 2132.2

2009-10 2077.5 30.5 35.1 6.9 2150.0

5 - Years’ Average 2028.4 30.6 35.4 7.1 21.01.5

2010-11 1912.0 30.9 32.3 7.0 1982.2

2011-12 1915.0 31.0 33.5 7.2 1986.7

Source: Agriculture Statistics of Pakistan - 2011-12 Government of Pakistan
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Table 3: Country-wise Exports of Fresh Kinnow 
(Major Countries) 

Quantity: Tonnes
Value: Rs. Million

Country
2012-13 2011-12

Quantity Value Quantity Value
Afghanistan 143,444h 5,737 195,729 7,536
Bahrin 2,151 74 1,596 40
Indonesia 3,713 184 10,443 378
kuwait 5,267 197 5,282 130
Philippines 8,436 376 6,656 232
Russain 
Federation 

7,936 3,984 77,874 3,603

Saudi Arabia 14,764 501 15,462 423
Uruguay 13,644 761 22,494 1,054
U.A.E 49,600 1,691 30,451 756
U.K 1,925 75 1,567 47
Belgium 913 32 5,428 167
All others
Total 342,391 145.63 416.182 15,335
(US $ Million) -- 150.53 -- 171.64

Source: Trade Development Authority of Pakistan


