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The Challenges And
Opportunities Of
Mango Merchandising

Consumer education, along with big, bright displays are the key to improving mango sales.

BY CAROL M.

olor. Ripeness. Education.

These are the main challenges

facing retailers when it comes

to selling more mangos. Raul

Gallegos, director of produce
and floral for Bristol Farms, a 12-store chain
based in Carson, CA, says, “Mangos are
more mainstream today, but they still have
a long way to go in terms of sales potential
as a category.”

Indeed, there is great potential. Accord-
ing to Perishables Group FreshFacts data as
provided by the Orlando, FL-based National
Mango Board (NMB), mangos contributed
0.4 percent to total produce sales in 2008.
Yet, “Mangos are the growth driver in the
tropical fruit category,” asserts Wendy
McManus, NMB'’s director of marketing.
Savvy packaging, display and pricing strate-
gies can turn these challenges into lucrative
sales opportunities.

DON'T JUDGE A
MANGO BY ITS COLOR

Many consumers equate a red blush on
the mango’s outer skin with the fruit being
ripe and ready to eat, adds Isabel Freeland,
vice president of Coast Citrus Distributors
Inc., headquartered in San Diego, CA, which
markets mangos under the Coast Tropical
label. “In reality, color has nothing to do
with ripeness. Yellow or green-skinned man-
gos can still be ripe.”

What skin color does depend on, howev-
er, is how the sun hits the fruit more so than
fruit variety, reports Larry Nienkerk, gener-
al manager and partner at Splendid Prod-
ucts LLC, based in Burlingame, CA. “Fruit
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solely for red blush mangos.

from the outside of the tree will have more
of a blush. Growers today are pruning to get
a larger percentage of fruit with blush
because it's what consumers, especially
Anglo consumers, look for when purchasing
mangos,” he explains.

Wade Shiba, president of GM Produce
Sales LLC., in Hidalgo, TX, agrees. “Eye
appeal is buy appeal. This is why the
Tommy/Atkins is the best selling variety."

Ken Nabal, vice president of sales for
Frontera Produce Ltd., in Edinburg, TX,
adds, “Totally green-skinned mangos tend to
not sell well.”

The challenge “is getting consumers to

The mango industry is trying to get consumers and retailers beyond their desire

try green-skinned varieties,” admits Rick
Burkett, sales manager at Farmer's Best
International LLC, based in Nogales, AZ.
“The Kent variety is outstanding in taste, but
it stays green even when it's ripe.”
Unfortunately, “color often plays too
large of a role today in mango merchandis-
ing in terms of retailers’ specs,” reveals
McManus. “We have to get consumers and
retailers past their desire for a red blush. If
we can do that, then we open the door for
some amazing mango varieties that con-
sumers will really love. We are attacking this
by using the tag line, ‘Don't Judge A Mango
By Its Color, on POS materials and by teach-






