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ethnic community.

According to Rick Durkin of Chestnut
Hill Farms, one vehicle that has proven
successful in driving consumption is
the fresh-cut category. “That is the
arena that most people in the industry
believe has the greatest potential to
drive consumption to new levels as it
combines convenience with the mango’s
outstanding flavor,” he says.

Meanwhile, Wandy McManus, the
NMB's director of marketing, says efforts
1o introduce more people to this delicious
fruit are starting to pay off, albeit slowly.

“The process of converting a non-user
to a regular shopper is incremental in
naturz — the path is filled with small
steps,” she talls Americafruit Magazine.
"We have to increase familiarity and teach
consumers about selection, ripening and
cutting. We have to give them awesome
recipe ideas so they know how to use
the fruit. We have to be in front of them
consistently with media messages to
keep mangoes top of the mind. In retail
stores we need to ensure that displays are
visible, well-stocked and well-maintained
and that mangoes get their fair share of
promotional attention.”

Above all, she says, the industry has to
ensure that it provides the best quality
mangoes on a cansistent basis: "All the
marketing in the world won't overcome 2
bad eating experience.”
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Food Network's Simply Delicioso to help
educare consumers about the mango’s
versatility.

The campaign featured Ms Hoffimann
m television segments for Cinco de
Mango, coinciding with Mexico's Cinco
de Mayao celebrations in May. Meanwhile,
June was Mango Month during which
the NMB held a series of promotional
events culminating in the Rising Mango
Star video centast, a cooking competition
for young chefs. Other marketing
initiatives Included the autumn release of
Jango Geography, an interactive gaming
teaching children about geography.
culture and, of course, mangoes.

“Qur consumer marketing efforts
are very well-rounded, with programs
geared to newspapers, magazines,
television and the internet all working
together," says Ms McManus, “We also
work with retallers to promote mangoes
and we funded approximately 3,000
demo events through this program.”

For the coming year, Ms McManus
says the NMB will build on the success
of events such as Rising Mango Star and
Mango Month, while continuing with its
newspaper and magazine campaign and
adding some more marketing Initiatives
into the mix.

“We've got a few fresh ideas that
will be rolled out in 2009, including a
new program with Ingrid Hoffmann in

February called 'Love Your Mango', and
a partnership with Sunkist featuring
celebrity ‘mixologist” Tony Abou-Ganim
mixing up Spring Fling drinks,” she
continues. "As always, out website will
be the center point reflecting everything
we do.”

Meanwhile, there are reports that
some countries are stepping up the use
of irradiation treatment for US-bound
mangoes — a procedure presantly
required only of Indian exporters.

“There are other countries evaluating
the procedure as it does not subject
the fruit to the potentially damaging
impact of hot water treatment which
can reduce shelf-life significantly,” says
Mr Durkin. "But it is still a controversial
topic as many consumers and retailers
don't want to handle or purchase
irradiated product.”

According to the NMB's industry
relations specialist Marilda Peele, there
Is one APHIS-certified irradiation plant
currently in operation in Hidalgo, Mexico
— the biggest shipper of mangos to the
US - and a second is under construction
in the country's San Luis Potos| area,
with plans for a third being drawn up.

“As far as we know a definite location
for a third irradiation plant has not
been identified, but possibilities point
to locating it in the Mexican state of
Jalisco,” she says. "



