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Mexican Mangos

Mango sales are growing, but
outcome for this year could

depend on direction of the
struggling U.S. economy.

Mango board offers promotional push for retail and consumers

By TiM LINDEN

The National Mango Board doesn't
have a huge budget, but it does attempt
to spread its promotional fund to give
support in many different areas. It
offers retail promotion and merchan-
dising help as well as direct contact to
consumers through recipe releases, on-
line marketing, and this year it is pro-
moting a video contest aimed at kids.

“Retailers are starting to see the
potential for mango sales to go through
the roof,” said Wendy McManus, direc-
tor of marketing for the board. “We are
hearing from retailers that their mango
sales are growing simply because they
are paying attention to the category and
doing small things well on a consistent
basis. The small amount of promotion-
al funding provided by the National
Mango Board isn’t going to make or
break a retailer's mango sales, but by
providing resources and getting them to
focus on their mango business, we are
really making a difference.”

The board offers support at the retail
level in a variety of ways. Ms. McManus
said that promotions are conducted on
a year-round basis with funding levels
allocated seasonallyto correspond with

3

the heavy shipping periods. The
board’s retail account managers tend
to work with retailers on one to one
basis to design custom programs that
fit each retailer's specific need. Of
course, the board has plenty of point-
of-sale materials, available, including
information on how to select, cut and
‘ripen mangos; and séveral recipe head-
er card/tear pad combos.

For 2009, the board and its mer-
chandising staff are placing special
emphasis on training and education. A
webinar is being held this week, and the
retail account managers will be partici-
pating in retailer shows and training
meetings. In addition, a retail training
tool kit will be released this spring.

“The Rising Mango Star Video Contest
was launched last year and will be
repeated this year. Capitalizing on the
growing popularity of YouTube.com,
the board invites kids to create a mango
recipe, shoot a video of themselves

preparing it submit the video to the
board via YouTube. The contest will be
promoted and open for entries from
mid-March through late June. Three
finalists will win a trip to either Florida
or California to compete for the grand
prize and the title of “Rising Mango
Star.” Family Circle Magazine's web site is
partnering with the National Mango
Board to help promote the contest.
The main elements of the consumer
marketing program deals with recipe
releases that are targeted to food editors
and participation on cable television
cooking shows. The recipe releases are
distributed both in print and in video,
with the videos featuring the Food Net-
work's Ingrid Hoffman. “With our con-
sumer marketing efforts, we try to be
very consistent in our strategy and our
message,” said Ms. McManus. “We
focus on awareness — keeping mangos
constantly in the media — and educa-
tion - teaching consumers how to select,
ripen, cut and use mangos. If we can do
these two things well, mango consump-
tion and demand will grow over time.”
Throughout the year, recipes are
developed and promoted to these vari-
ous outlets designed around various
themes such as basketball’s March Mad-

ness; national mango month, the Ginco

de Mayo celebrations and summer bar-

becues.
with the launch of its web site —
mango.org — every consumer market-
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Mango board
promotional
push offered
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ing program developed by the
board is promoted on-line.

The foodservice arena is
another area where the board is
attempting to increase mango
sales. Mangos will be featured
in several stories in foodservice
trade media newspapers and
magazines this spring and sum-
mer, and the board has a part-
nership planned with a food-
service supplier this summer
where fresh mangos will be fea-
tured and promoted heavily in
multiple menu items in more
than 1,200 cafeteria locations.



