
The Australian 

Mango 

Consumer

KEY INSIGHTS



Research Method

PART 1: Qualitative

Purpose

Understand current 

mango purchasing & 

consumption 

behaviour

Method

9 Focus Groups 

Bris/Syd/Melb with 

regular & occasional 

buyers

Conducted

Dec 2008
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PART 2: Quantitative

Purpose

Determine the incidence 

of buying & provide a 

profile of buyers

Method

Newspoll Omnibus of 

Adults 18+ across 

Australia

Sample n = 1200

Conducted

Jan 2009
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Part 3: Quantitative 
Online Survey with 

Mango Buyers

Purpose

Quantify the insights 

developed qualitatively

Method

Online customised 

survey 15 minutes in 

length

Sample n = 900 

QLD/ NSW/ VIC

Conducted

Feb 2009
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Mangoes in Focus
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No Substitute

Tropical

Sensual

Visibly Beautiful

Treat

Bursting with Flavour

Velvety
Very Special

ñYeah. Itôs a unique fruit. If you love it, like 

we all do...itôs something that you put in 

your mouth and ... it sort of conjures up a 
very good feeling as you eat it.ò

Exotic

Unique

King of Fruits

Emotional



Short Season

+

Price

+

Uniqueness of the fruit

+

Buy them individually

+

Individually selected

+

Memorable

=

Special / Treat
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Mangoes are Specialé
Why?

ñI think for me itôs more that they're just so 

unique & they have a short season, where 

bananas and apples and oranges you can 

get that all year round, itôs something you 

have a limited time to enjoy.ò



Mangoes are Versatileé

üMangoes are used at every ómoment 

of consumptionô ïbreakfast, lunch, 

dinner, morning tea, afternoon tea & 

general ósnackingô & ógrazingô

üMangoes have a broad usage 

repertoire - while predominately eaten 

on their own they are also enjoyed in 

smoothies & juices, salads & cooking, 

desserts & baking, childrenôs ice blocks 

& adult drinks!

King of Versatility



Mango Season

For consumers the season is short & this is what makes mangoes 

special 

Most acknowledge the season starts in Sept/Oct & finishes in Feb

But they also think that mangoes are best when the season is in 

full swingéNov/Dec/Jan

The season is defined by the calendar - mangoes mean Summer, 

Xmas, & Holidays filled with memories, often linked to good times 

spent with family & friends

But the biggest cue to the mango season is the in-store experience



Mango Buyers             

in Focus



Market Overview

WhoôsBuying?

58% or 9.5M Australian adults 

bought mangoes this summer.

21% or 3.4 M Australian adults 

bought mangoes at least once 

a week.

34 % or one third of the 

Australian adult population 

are regular purchasers (those 

that buy at least fortnightly.) 

5.54 M people are regular 

mango purchasers. 

42% or 6.7M Australian adults 

did not buy mangoes this 

summer.



Market Overview
WhoôsBuying?

While purchase was around 50% for all 

demographic cohorts there is a higher 

purchase incidence in some groups 

creating an obvious skew in the buyers 

profile.

Buyers are more likely to be:

üFemale (67%)

üUniversity educated (71%)

üWorking part time (67%)

üWhite Collar (64%)

ü25-49 yr olds (66%)

üLiving in capital cities (61%)

üLiving in NSW (65%)

üHigher HH income (over $80K)

Non Buyers are strongest amongst; 

those over 65 years or 18-25 years; not 

working; lower HH income (<$40K), not in 

capital cities; & in blue collar professions



Key Insight

Mangoes have High Penetration

opportunity lies in driving

FREQUENCY & AWOP



Opportunity

Drive Purchase Frequency

Convert fortnightly purchasers to weekly =

17 million mangoes @ $3 = $51 M

Convert occasional purchasers to fortnightly =

16 million mangoes @ $3 = $48M

$100 M Prize



Market Overview
Where are they buying?
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Q3 Please select all the places that you usually purchase mangoes from.  Select all that apply. (n=904)



Market Overview

63%
14%

23%
When at store

Before Store

Sometimes before &

sometimes at store

When do they decide to buy?

Total Buyers

IMPULSE is KING

ü2 in 3 mango buyers claim to decide to buy mangoes at POP  

üA further 23% claim to sometimes decide before & sometimes at POP

üONLY 14% plan to buy mangoes 



Market Overview

When do they decide to buy?

14% 18%
8%
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Regular Mango

Buyers

Occasional Mango

Buyers

Sometimes before &
sometimes at store

When at  Store

Before Shopping

Supermarket ONLY & 

Occasional Mango 

Buyers are significantly 

more likely to buy on 

IMPULSE ïa key buying 

opportunity



Market Overview

When do they decide to buy?

ñI think it is where they position itéyou walk straight into the 

supermarket, and you normally walk straight into the fruit 

section, and then the mangoes, thatôs when I go ñoh wow, I feel 

like a mangoòé I donôt walk into a supermarket thinking Iôm 

going to buy mangoes.  It is impulse for me.ò

ñIôm a weekly shopper with the groceries & stuff, but I just 

noticed I never ever put mangoes on my ñto buyò list.  But it 

always seems to capture my attention whenever Iôm in the 

fruit & vegie aisle, if they look good, I canôt resist but to take 

four or five of them home.ò 



Market Overview

What influences their purchase?

ü The biggest 

influencer on 

Mango purchasing 

is QUALITY.   A 

huge 88% claim it 

has a MAJOR 

INFLUENCE

ü Price of mangoes 

is second & is 

intrinsically linked 

to quality i.e. 

VALUE

ü 91% claim having 

a display full of 

fresh mangoes 

impacts purchase



Market Overview

What prevents them from purchasing?

QUALITY MATTERS

üWhilst price is 

important it is linked to 

the true óVALUEô of the 

mangoes on offer

üReflecting the quality 

driver 76% claim finding 

it difficult to ópickô a 

good mango as a barrier 

to purchase 

üand 69% of mango 

buyers are inhibited by 

poor in store displays

üOnly 13% of buyers 

claim lack awareness as 

an influencer



Feel for Ripeness Smell for Ripeness

Never 1% 2%

Rarely 3% 9%

Some of the time 11% 22%

Always/most of the time 85% 67%

96.00% 89.00%

Market Overview

How do they purchase?



Market Overview

How do they purchase?

Purchasing is a sensory experience. Mangoes must meet a number of 

criteria not necessarily hierarchical.  But always starts with colour.

Colour = yellow/orange/blush

Size = not to big / not too small

Skin = blemishes / bruises / skin firmness

Feel = ripeness / juicy / texture / experience - firm with slight give

Smell = ripeness / sweetness



GRADING



ü Consumers always seek the best 

mango available. They make a mental 

note of the value of the mango i.e. 

ógradeô, based on the following 

variables:

ïBlemish/Skin condition

ïMango Colour

ïSize
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ÅMedium size ðnot too large/not too small

ÅUnblemished

ÅNot green/all yellow/all red. Variegated

Top 

Grade

ÅMedium size ðnot too large/not too 
small

ÅSome blemish

ÅNot green/all yellow.

Regular Grade

ÅA regular grade with more 
blemish imperfection. 

Purchase at the right 
price

ÅToo Small/too big

ÅBlemish that would affect 
fruit and need to be cut out

ÅColour imperfection

Bargain bucket

ÅSmall

ÅAll over green

ÅHighly blemished

ÅWrinkled ðtoo old

Unsellable

This only applies to Calypso and KP varieties

ü Consumers are prepared to 

compromise on some quality flaws 

however they need to be 

compensated. They do not wish to 

pay the same price for different 

grades of fruit.

Broadly they group mangoes 

into the following groups:

ü There are many opportunities 

to sell mangoes to 

consumers at different price 

points for different quality 

fruit.

ü If consumers buy the fruit at 

a price point that reflects 

their quality perception it 

reduces the opportunity for 

disappointment.

GRADING



ü In the qualitative groups, consumers identified a number of groups of blemishes. 

The type of blemish and the severity of the blemish affects the grade. 

ÅBruising - Consumers believe bruising is isolated to a part of the fruit and will 

have affected the inside of the fruit at the point of the bruise. They believe it has 

possibly happened in transit/on display. It can usually be removed without 

affecting the rest of the fruit.

ÅBlackheads - Black speckles on the mango skin. For most consumers this is 

harmless and part of the mango. It is normally only superficial and will not effect 

the fruit.

ÅRot - Black marks/Rot around the stem. Consumers believe this can impact fruit 

and may need to be cut out. Rot at the stem is considered particularly bad and the 

whole mango is possibly affected. 

ÅPink Spot - Described as acne or insect bites. Consumers are not sure about the 

effect this will have on the fruit. It is just not right!

ÅDisease - insect bites, scale, ómotley markingô or pink spot.  The fruit is in 

someway effected. Again consumers are not sure of the reason or cause. Some 

disease appears to be only on the skin while others may penetrate the whole fruit. 
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BLEMISH GRADING



Å To assist in understanding the different grading points depending on 

blemishes, consumers were shown a rotated sample of 15 examples of 

blemished fruit in an online survey. 

Å Blemish covered the key areas identified in the qualitative research.

Å Respondents answered the following questions for all 15 mango images: 
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MANGO GRADING METHOD
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BRUISING
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Bruising 1 Bruising 2 Bruising 3

Not buy 25% 38% 65%

Total Buy 75% 62% 35%
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BLACKHEAD
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Blackhead 1 Blackhead 2 Blackhead 3

Not buy 11% 56% 66%

Total Buy 88% 44% 35%
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ROT
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Rot1 Rot 2 Rot 3

Not buy 29% 61% 93%

Total Buy 71% 39% 7%
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PINKSPOT


