The Australian
Mango

Consumer

KEY INSIGHTS
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PART 1: Qualitative

Purpose

Understand current
mango purchasing &
consumption
behaviour

Method

9 Focus Groups
Bris/Syd/Melb with
regular & occasional
buyers

Conducted
Dec 2008

INCIDENCE

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

VALIDATION

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




Mangoes In Focus



Treat
No Substitute

Unique
Velvety Very Special
Tropical Visibly Beautiful
Exotic Bursting with Flavour
Sensual AiYeah. Ité a unique fruit. If you love it, like

we all do...ité@ something that you put in

your mouth and ... it sort of conjures up a

Emotional very good feeling as you eat it.o



Mangoes ar e

Why?
Short Season ) : 9
Price |

+
Uniqueness of the fruit
+

Buy them individually
+ ~

. Al think for me i1to6s
Individually selected unique & they have a short season, where
+ bananas and apples and oranges you can
et that alll ear rou
Memorable J 4

have a | i mted ti me t

Specilal / Treat



Mangoes ar

i Mangoesareused at every Omor =
of consumptiondi breakfast, lunch, .
dinner, morning tea, afternoon tea &

general O0snackingodo &

6

U Mangoes have a broad usage
repertoire - while predominately eaten
on their own they are also enjoyed Iin
smoothies & juices, salads & cooking,
desserts & baking, chi
& 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
fullswingée Nov/ 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
Wh o @aying?

58% or 9.5M Australian adults
bought mangoes this summer.

21% or 3.4 M Australian adults

bought mangoes at least once 42%
aweek.

34 % or one third of the .
Australian adult population
are regular purchasers (those
that buy at least fortnightly.)
5.54 M people are regular 14%
mango purchasers. 1o

m At least once a weel B Once a fortnight
42% or 6.7M Australian adults m Once a month W Less Often
did not buy mangoes this m Have not purchased this summer

summer.



Market Overview

Wh o @aying?

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:
Female (67%)

c:

U University educated (71%)

U Working part time (67%)

U White Collar (64%)

U 25-49 yr olds (66%)

U Living in capital cities (61%)

U Living in NSW (65%)

U Higher 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

Mot at all
Pitime
Fltime

65+
50-64

35-49
2524

18-24

Female
Male

Mon MGE
MiGEB

=He0k

$40-80K
<540k

Uni

Collegel Apprentice
Sec School

Blus

White

TAS

WAS

SA

QLo

WIC

MW
Man-Cap City
Cap City

20% 40% 80%

20%



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?

90%
80%
80% -
0 -
0% B Supermarkets
60% -
£00t B Green Grocers
-
40% - O Farmers Markets
30% / Markets
30% - E Other
20% -
10% ~ 4%
0% - /1

Q3 Please select all the places that you usually purchase mangoes from. Select all that apply. (n=904)



Market Overview
When do they decide to buy?

Total Buyers

23%
B When at store

O Before Store

0
14% 63% B Sometimes before &

sometimes at store

IMPULSE is KING

U 2in 3 mango buyers claim to decide to buy mangoes at POP

U A further 23% claim to sometimes decide before & sometimes at POP

0 ONLY 14% plan to buy mangoes




Market Overview
When do they decide to buy?

100% -
90% -
80% -~
70% ~
60% -
50% -
40% ~
30% -
20% +

10% -

0%

14%

18%

8%

Supermarket
ONLY Shoppers

Regular Mango
Buyers

Occasional Mango
Buyers

M Sometimes before &
sometimes at store

B When at Store

Before Shopping

Supermarket ONLY &
Occasional Mango
Buyers are significantly

more likely to buy on
IMPULSE T a key buying
opportunity




Market Overview
When do they decide to buy?

Al think it I s where they position It
supermarket, and you normally walk straight into the fruit

section, and then the mangoes, that 0:¢
| i ke a mangooé | donod6t walk i nto a st
going to buy mangoes. |t 1 s |1 mpul se
Al 6m a weekly shopper with the groce
noticed | never ever put mangoes on
always seems to capture my attention
fruit & vegie aisle, 1 f they | ook go
four or five of them home. o



Market Overview

What influences their purchase?

U The biggest
influencer on
Mango purchasing

iIs QUALITY. A
huge 88% claim it
. . . Able to buy
Influence Price of Quality of Display Full of Tray Value has a MAJOR
Mangoes Mangoes Fresh mangoes
Pack INFLUENCE
Major Influence 76% 88% 59% 21% U Price of mangoes
Minor Influence 35% is second & is
Total Influence 97% 99% 91% 56% intrinsically linked
Not an Influence 445% to quality i.e.
VALUE

U 91% claim having
a display full of
fresh mangoes
impacts purchase




Market Overview

What prevents them from purchasing?'

Influencer

Major Influence

rinor Influence

Total Influence

ot an Influence

Price of
Mangoes

1%

95%
5%

Quality of
Mangoes

66%

90%
10%

Don't think
about
buying

Hard to pick
agood
Mango

Poor
in-store
displays

13%

33%

2%

31 %

44%

ah %

43%
76%
24%

42%
69%
31%

QUALITY MATTERS

U Whilst priceis
importantitis linked to

the true O6VAL

mangoes on offer

U Reflecting the quality
driver 76% claim finding
it difficuldt
good mango as a barrier
to purchase

U and 69% of mango
buyers are inhibited by
poor in store displays

U Only 13% of buyers
claim lack awareness as
an influencer

U



Market Overview

How do they purchase?

Feel for Ripeness Smell for Ripeness
Never 2%
Rarely 9%
Some of the time 22%
Always/most of the time 67%

96.00% 89.00%



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



GRADING

U Consumers always seek the best
mango available. They make a mental
note of the value of the mango i.e.

0graded, based on the foll%widlnrg]:]
variables: roadly they group mangoes

_ _ . into the following groups:
i Blemish/Skin condition
I Mango Colour

I Size Top ﬁtl\jleglium_s;‘zed & not too large/not too small
nblemishe
u Consumers are prepared to Graite ANot green/all yellow/all red. Variegated

compromise on some quality flaws

however they need to be AMedium size & not too large/not too
compensated. They do not wish to small
pay the same price for different Reguir@edde ASome blemish

grades of fruit. ANot green/all yellow.

i There are many opportunities Purchase-atthe sightn | AA regular grade with more
to sell mangoes to price: blemish imperfection.
consumers at different price

points for different quality

AToo Small/too big

fruit.
. ABlemish that would affect
a If consumers buy the fruit at Bargain bucket: fruit and need to be cut out
a price point that reflects A Colour imperfection
thglr quallr;[y perce?tlo_? |'§E Asmall
reduces the opportunity for Uncellable. N e
disappointment. nse AHighly blemished

. . o AWrinkled & too old
Trﬁg onlv anolies to Calvnso and KP varietie



BLEMISH GRADING

U Inthe qualitative groups, consumers identified a number of groups of blemishes.

23

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

A Bruising - 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.

A Blackheads - 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.

A Rot - 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.

A Pink 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!

A Disease-i nsect bites, scale, O6motley marking
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.



MANGO GRADING METHOD %
5 UM

A 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.

A Blemish covered the key areas identified in the qualitative research.
A Respondents answered the following questions for all 15 mango images:

A9 Which one of these best describes how you would grade each of these mangoes? (Select one answer per column)

PROG NOTE:

- SHOW MANGOES A_B.jpg AT TOP OF SCREEN

- SHOW A9 AND A10 ON SAME SCREEN AT THE BOTTOM
- SINGLE RESPONSE REQUIRED PER COLUMN

Mango A Mango B
Premium quality 1 1
Regular quality 2 2
Regular quality at a discounted price 3 3
‘Bargain bucket’ quality 4 4
Unsellable a a

Al10  Assuming the price reflected your grading above, how likely would you be to buy each of these mangoes? (Select one
answer per column)

PROG NOTE:

- SHOW MANGOES A _B.jpg AT TOP OF SCREEN

- SHOW A9 AND A10 ON SAME SCREEN AT THE BOTTOM
- SINGLE RESPONSE REQUIRED PER COLUMN

IMango A Mango B
Definitely buy 1 1
Probably buy 2 2
Probably not buy 3 3
Definitely not buy 4 4

24



BRUISING

60%

40%

20%

0%

-20%

-40%

-60%

-80%

-100%

Bruising 1 Bruising 2 Bruising 3

W Unsellable 3% 5% 12%
W Bargain Bucket 15% 25% 41%
W Regular Quality @ discounted price 30% 40% 30%
B Regular Quality 44% 26% 15%
H Premium Quality 8% 4% 2%

25




-y v
BRUISING .

- BUYING
N

100%

90%

80%

70%

60%

40%

50%
30%

20%
10%
0%

Bruising 1 Bruising 2 Bruising 3
® Not buy 25% 38% 65%
i Total Buy 75% 62% 35%

26



BLACKHEAD

100%
80% -
60% -
40% -
20% -
0% -
-20% -
-40%
-60%
-80%
-100%
Blackhead 1 Blackhead 2 Blackhead 3
B Unsellable 0 10% 13%
M Bargain Bucket 6% 36% 38%
W Regular Quality @ discounted price 14% 29% 31%
W Regular Quality 48% 19% 15%
B Premium Quality 31% 5% 3%

27



BLACKHEAD

28

BUYING

P
«

100%
90%
80%
70%
60%
50%
40%
30%
20% ————
0% Blackhead 1 Blackhead 2 Blackhead 3
® Not buy 11% 56% 66%
& Total Buy 88% 44% 35%




ROT

60% -

40%

20%

0%

-20%

-40%

-60%

-80%

-100%

-120%
Rot 1 Rot 2 Rot 3
W Unsellable 5% 15% 63%
W Bargain Bucket 15% 37% 30%
W Regular Quality @ discounted price 32% 31% 5%
B Regular Quality 37% 14% 2%
H Premium Quality 10% 4% 1%
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ROT
- BUYING

30

100%
90%
80%
70% ———
60% ———
50% ———
40% ——
30% ———
20% ———
0% Rotl Rot 2 Rot 3
® Not buy 29% 61% 93%
i Total Buy 71% 39% 7%




PINKSPOT

60%
40%
20% -
0% -
-20% -
-40% -
-60% -
-80%
-100%
Pinkspot 1 Pinkspot 2 Pinkspot 3
B Unsellable -8% -4% -19%
W Bargain Bucket -27% -18% -45%
W Regular Quality @ discounted price -38% -31% -25%
B Regular Quality 22% 35% 9%
B Premium Quality 4% 12% 2%
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