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Tropical fruit category includes the following:

A Cactus Pear
A Cherimoya

A Coconut

A Dates

A Feijoa

A Figs

A Guava

A Kiwano Melon
A Kiwi

A Mango

A Papaya

A Passion Fruit
A Persimmon
A Pomegranate
A Quince

A Sapote

A Star Fruit

A Tamarindo

A Tomatillo



Defining the Tropical Fruit Category

Mangos fuel the tropical fruit category

A As the driver of the tropical category, mango is the largest, fastest

growing segment representing over a third of category sales
A Mangos represent the largest category dollars by far, with an average

retail price of $.91 each

Share of Category Dollars
Tropical Fruits
Total US, 2008

FigsPersimmoncactus Pear

*All other includes: Star Fruit, Other
Tropical Fruit, Guava, Sapote,
Tomatillo, Kiwano Melon, Cherimoya,
Quince, Passion Fruit and Feijoa

Dollars per| Average
Product Store/Week| Retail Price
Mango (Whole) $135 $0.91
Kiwi $61 $0.51
Papaya $45 $1.85
Pomegranate $40 $2.1Q
Tamarindo $30 $1.27
Dates $17 $4.08
Coconut $10 $1.67
Figs $7 $2.43
Persimmon $4 $0.96
Cactus Pear $4 $1.03
All Other $14 $1.50

Source: Perishables Group FreshFacts® Powered by Nielsen, All Stores 20077 2008, Mango Custom Hierarchy, 61.4% ACV



Mangos Growth in the U.S.

Mango consumption growth

A Mango consumption per capita has quadrupled since 1990 to an
estimated 2.2 pounds per year in 2008

A Mango import volume for 2008 was 656 million pounds

U.S. per capita food availability
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Mangos Growth in the U.S.

Six out of nine mango sub-regions increased dollar sales
A Six sub-regions exhibited average dollar sales growth in 2008

A Pacific sub-region had the highest dollar sales per store/week at
$209

Mango Subcategory Dollars per Store/Weel
Total U.S. and 9 SuBRegions, 2008 vs. 2007
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Mango Index by U.S. Region
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Sources: Perishables Group FreshFacts® powered by Nielsen and the US Census Bureau 7
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