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RANGE OF MELONS 
Singapore imports over 50,000 tonnes of melons 

(including watermelons) per year. Watermelons 

account for 73 per cent of total imports, with rock 

(musk) melons making up the remaining 27 per cent. 

Melons represent 13 per cent of Singapore’s total 

fresh fruit imports and rank second only to bananas. 

Malaysia is the dominant supplier of watermelons 

to Singapore, accounting for over 97 per cent of supply. 

Malaysia, China and Australia each supply around a 

third of imports of melons (excluding watermelons), 

and volumes from China have been increasing. Within 

this category, China supplies more honeydew melons, 

leaving Australia as a key supplier of rockmelons. 

Melons are used extensively in the food service 

sector and a decline in melon imports in 2020 and 2021 

(Figure 2) can be linked to a loss in tourists, who are 

large consumers of melons in hotels, cruise ships and 

airlines, which have been hit hard by the pandemic.  

 

GEOPOLITICAL
With a population of 5.7 million, the small city state of Singapore owes its growth and prosperity to its focal 

position as a major trade route connecting the Indian Ocean to the South China Sea at the southern extremity 

of the Malay Peninsula. The population of Singapore is diverse, the result of considerable past immigration. 

Ethnic Chinese form the largest group, making up some 75 per cent of the population, followed by Malays and 

Indians.

Singapore has experienced strong economic growth and diversification since 1960. It has developed powerful 

financial and industrial sectors as well as being a major trading nation. Singapore has arguably the most 

advanced economy in Southeast Asia and it sits with other rapidly industrializing countries in Asia, notably 

South Korea and Taiwan. Singapore’s economy has differed from other Southeast Asian countries in that it has 

never been primarily dependent on the production and export of commodities. Indeed, Singapore is almost 100 

per cent-reliant on importing all its food, including fresh produce.

Like most global markets, the COVID19 pandemic has impacted Singapore, with a huge reduction in tourism 

including the airline and cruise ship sectors and the food service industry more generally.     

»

Total melon import share by type

Australian Melons in Singapore 
Australia’s reputation for quality rockmelons has cemented Singapore’s status as Australia’s largest 

market for rockmelons in Asia. The island nation imported some 4,000 tonnes of rockmelons from 

Australia in 2021, making up 30 per cent of all rockmelons imported. Watermelons, however, dominate 

Singapore’s melon market, with almost 40,000 tonnes supplied from Malaysia and Australia having no 

presence. As the world emerges from the pandemic era of disrupted trade, low food service demand and 

high freight rates, Australia is well positioned to benefit from increased demand from Singapore.

Musk Melons 27%

Watermelons 73%

Musk Melons Watermelons
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THE MARKET 
According to importers, there has traditionally (pre-Covid) been a fairly even balance between the supply of 

melons into food retail and food service, which each sector taking around 50 per cent of volumes. The food 

service business for imported produce and foods in general has fared better in Singapore than other Southeast 

Asian cities despite the loss of tourism. However, the sector is becoming increasingly price sensitive post-

pandemic, and has been sourcing more melons from Malaysia and Thailand due to lower costs. 

The three main retail groups in Singapore include NTUC FairPrice, Dairy Farm and Sheng Siong. NTUC 

FairPrice is the largest chain with over 250 stores including the premium brand FairPrice Finest, and over 

120 Cheers convenience stores. Dairy Farm International (DFI) operates Cold Storage supermarkets, Giant 

hypermarkets and Market Place stores (formerly Jasons). Sheng Siong is the third largest group and operates 60 

stores.   

Most imported produce is received and handled by importers and local 

traders in the wholesale market before entering the supermarket retail, 

wet market or food service channel. However, some exporters supply 

direct to retailers. 

A retail buyer explained that while fresh-cut was becoming 

increasingly popular and consumers do enjoy buying pre-halved portions, 

the split in their stores was approximately 70 per cent whole: 30 per cent 

fresh-cut. When looking at rockmelon sizes, the retailer prefers Count 6 or 

7, ideally to sell onto consumers as whole.

Families are more likely to buy whole melons while single households 

and on-the-go consumers gravitate towards fresh-cut offerings to 

consume outside the home. Retailers have tended to take a seasonal 

approach in promoting melons. Melons have traditionally been more 

popular in warmer months in Singapore as consumers felt that it is less 

healthy for them to eat fruits with high juice/water content in cooler 

months. Year-round purchases will of course be driven by what produce 

is in-store, and melon varieties are readily available all year round in 

Singapore. The myth of eating melons only in summer is fading with 

younger and more health-conscious consumers. 

Australian melons can be found on the shelf for at least 10 months 

Melon (excluding watermelon) import trends by supplier 2017 to 2021

Source: IHS Global Trade Atlas; Fresh Intelligence analysis
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of the year and have earned a good reputation due to quality and taste. According to import statistics, Australia 

could take greater advantage of market demand from October to April, which is China’s off-season, a point 

backed up by importer comments. 

»

Rockmelon imports pricing and volume per month by supplier January 20 – December 21

Source: IHS Global Trade Atlas; Fresh Intelligence analysis
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Melon consumption is not so high among Singapore consumers if compared to daily purchases of fruits 

like bananas, apples and citrus products, according to one retailer. Some varieties have seen a small decline in 

consumption in recent years, observed a local distributor, a point supported by trade statistics.

SUPPLY CHAINS
Australian melons are mostly entering Singapore by air although some 

consignments are being shipped via sea due to the difficulty of acquiring 

airfreight space. Although one buyer confirmed they had received one 

shipment of rockmelons with excessive external damage on the fruit, 

generally this season there have been very few complaints with quality. 

Australian produce shipments are very well received although it was 

suggested some handling issues arise once products are sold to local 

traders down the supply chain, which can make it more difficult to predict 

what quality retailer buyers are likely to receive. 

Australian melons mostly go through the wholesale chain as whole 

pieces of fruit, though some are sent by a trader to one of only three 

major processing centres in Singapore to be pre-portioned and packaged 

before entering retail outlets. An example is the Sweet Farm brand sold in 

NTUC FairPrice and labelled “Product of Singapore” and not a country of origin.  

On the other hand, Malaysian melons for the fresh-cut market tend to enter Singapore pre-cut and pre-

packaged. The retailers are unlikely to prepare fruit in-store due to space and regulations. 

QUALITY 
The Singapore consumer is used to seeing Australian rockmelons in-store as they are available nearly all year 

round. One importer explained that Australian rockmelons are of higher quality “year in, year out” than locally 

sourced melons from Malaysia and also China. Maintaining sweet flavour and firmness is very important as is a 

good external appearance. 

ABOVE—Fresh-

cut rockmelon 

displayed in 

a FairPrice 

supermarket 
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However, Australian prices are considered high for a product that is not always that superior in taste. 

Volumes of Malaysian melons (mostly watermelons) entering the Singapore market are extremely high and 

therefore prices are much lower. Consumers might be paying on average 70-100 per cent more for Australian 

product depending on the season and availability of local produce.

“Consumers need to be educated on the standout properties of Australian produce through marketing and 

better merchandising,” said one retailer. He believes Australia’s “clean and green” message isn’t exploited enough 

at store level or through consumer marketing campaigns. Although consumers are always going to be price 

sensitive to a point, Singapore continues to grow in affluence, which means premium imported goods can be 

positioned to attract the right consumer with appropriate marketing and promotional messaging. 

During the pandemic, grocery spend has increased in many households as dining out and holidaying have 

declined or stopped altogether. 

Another distributor felt marketing and promotional budgets would be better spent developing newer 

varieties which are more unique to Australia, such as green-skinned melons or the “Dino melon”. Australia also 

has the advantage of being the closest distributor of fresh food from a Western country so it should promote the 

“fresh is best” message. 

OPPORTUNITIES FOR AUSTRALIA 
This study of the Singapore market highlights some further opportunities for Australian melon exporters 

entering the post-pandemic world. As in other markets, the taste of Australian melons is a key advantage, but 

some improvements can be made to help Australia become more competitive.

Retailers in Singapore had some key messages for Australian growers and exporters to help develop market 

share in Singapore

1. Promotions - more investment in planning regular activities via in-store promotions and tastings plus 

consumer campaign marketing. 

a. Embrace social media as a platform, the top three platforms being Instagram followed by Facebook and 

TikTok in Singapore. 

b. Educate the consumer on the unique selling points of Australian 

produce (food safety, clean and green, consistent flavour). If a customer 

trusts and understands a product better, they are more likely to pay 

more for it.

2. More direct contact between growers and exporters in Australia 

with retailers to develop annual programs together. 

a. Bypassing the third-party trader would enable better understanding 

and transparency during business transactions and save on costs in 

the long run and help drive better returns. 

b. Developing direct relationships and forging trusted partnerships 

between growers and retailers in the Singapore market.

3. Develop new products and better branding. _

LEFT—A variety of 

melons displayed 

in a Singapore 

supermarket

BELOW—Musk 

melons from 

Vietnam made 

use of labels for 

branding and 

limited product 

information at a 

FairPrice Finest 

store
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