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Summary

Sprout Research has been working with Horticulture Australia Limited (HAL) / Hort Innovation and various growers
since 2009 with the objective of developing a better understanding of the purchasing habits and drivers of the
Australian Mango buyer. Over this time Sprout Research has utilised several methodologies to establish and track,
purchase incidence, purchase drivers, usage occasions and profiles. This report forms part of a longitudinal study.
Sprout Research has incorporated information from previous studies and updated it with the results from the 2020
study.

Hort Innovation is committed to increasing grower profitability through increased consumer demand for Australian
mangoes (outcome 2). To support this, Hort Innovation required a deeper understanding of consumer behaviour
and attitudes concerning mangoes as well as triggers and barriers to purchasing mangoes. Using the data collected
from a 10-minute online survey of n=1,200 Australian mango buyers as well as n=200 non-mango buyers, Sprout
Research will provided a research report and presentation outlining insights and

recommendations concerning Australian mango consumption and how consumer behaviour and attitudes has
changed over time.

The key research objectives:

e establish and track purchase incidence, purchase drivers, usage occasions and consumer profiles;

e inform marketing strategy by measuring and understand shopper behaviour — planned vs. impulse
purchasing, as well as perceptions of mangoes as a treat;

e measure triggers and barriers to purchase, including consumer confidence in selecting mangoes;

e understand consumers’ taste preference and quality perceptions when it comes to mangoes;

e understand consumer attitudes to health and nutrition;

e explore mangoes’ competitive set through understanding what else is considered or substituted when
selecting mangoes;

e measure the perceived value of mangoes relative to other fruits.

Keywords

Consumer, consumption, incidence, awareness, usage, occasions, purchase triggers, attitudes, perceptions, survey,
mangoes, mango
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Introduction

Sprout Research has been working with Horticulture Australia Limited (HAL) / Hort Innovation and various growers
since 2009 with the objective of developing a better understanding of the purchasing habits and drivers of the
Australian Mango buyer.

Over this time Sprout Research has utilised a number of methodologies to establish and track, purchase incidence,
purchase drivers, usage occasions and profiles.

This report forms part of a longitudinal study. Sprout Research has incorporated information from previous studies
and updated it with the results from the 2020 study.

Up to and including 2014, the methodology used in the Consumer Preference Study has been both Computer
Assisted Telephonic Interview (CATI) Omnibus, and customised Online Survey.

In 2017 and 2020, the methodology has been switched to a ‘fully’ online methodology as companies that have
offered CATI omnibus surveys in the past have discontinued them for the following reasons: -

e The incidence of fix line telephones (which CATI makes use of) is declining in Australia, and the number of
mobile-only phone users is on the increase.

e Mobile phone users also differ from fixed-line only phone users — they tend to be younger,
singles/couples and renting.

Whilst a standalone ad hoc CATI survey would be possible — the cost would be significantly more than the
syndicated, shared cost approach used in an omnibus.

Outputs

Full report of the findings; Consumer Preference Study 2020 - which includes:
e  Purchase incidence and frequency
e  Profile of mango consumers
e understanding of who in the household is consuming mangoes-Consumption occasions

e understanding of how mangoes are being consumed within the household-Triggers and barriers to
purchase including confidence, taste, value, health etc.

e Attitudes to health and nutrition
e Profile of purchase occasions - where are they purchasing and why?
e Varietal awareness

These results were compared where possible to previous data.

Outcomes

The outcome of this research inform Hort Innovation and the mango industry’s understanding of the consumer,
supporting more informed marketing and R&D activity through increased knowledge of consumer attitudes and
behaviour.
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Monitoring and evaluation

A milestone schedule was used to monitor the project’s progress. The report was delivered according to the
objectives above within the allocated timeframe and budget.

Recommendations

A list of key insights and recommendations:
Mango Incidence & Purchase Frequency
e Mango purchasing frequency has increased from 2017.
e There have also been slight increases in single purchasing frequencies, driven mainly by younger buyers.

e Purchase incidence has remained unchanged from 2017, which could indicate the market penetration
limit has been reached.

Awareness of Mangoes

e  QOverall varietal awareness has increased, with more consumers able to identify varieties unprompted.
This appears to be driven by increases in Kensington Pride and Calypso recall.

e Prompted varietal awareness is nearly three-fold unprompted and follows the same trends, generally
increasing year-on-year for most varieties.

e Unprompted and prompted awareness of Bowen mangoes has remained stagnant after it saw major
drops in 2017. This is likely due to a shift in naming to Kensington Pride.

Buyer Profile

e  Expense as barriers to purchase amongst non-buyers have decreased slightly from 2017. There has been a
slight increase in the amount of mango buyers in lower income brackets.

e  Consumption amongst children has seen a slight drop from 2017; younger children continue to eat more
than older children.

e Consumption amongst adult males has seen a steady decrease from 2014, despite an increase in purchase
amongst this group.

Purchase Channel
e Supermarkets continue to increase as the main place of purchase.

e Those in lower income brackets are more likely to purchase mangoes from supermarkets, aligning with
decreases in expense barriers and more mango buyers in these brackets.

e Green grocers as the main point of purchase continues to decline, consistent with overall fruit and
vegetable retailing trends in Australia.

Purchase Behaviour

e High quality has been a consistent driver of purchase this mango season, both amongst impulse and
planned buyers. Specials are becoming more important for prompting Impulse purchasing.

e  Qut of store purchasing cues are less likely to influence impulse buyers but are essential to maintaining
purchasing behavior amongst planned mango buyers.

e Expense perceptions is the biggest barrier to increasing consumption amongst existing mango buyers.
Perceptions of Quality by State

e Satisfaction levels of all quality metrics is relatively inline with what was seen in 2017, with the exception
of skin and colour of the mangoes which are both significantly higher than what was seen in the previous
read.

e Victoria consistently has been more likely to have lower satisfaction proportions across the quality
metrics, however, has seen significant increases from 2017.
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e Range is ranked last on the list of quality attributes in terms of satisfaction.
Usage Occasions

e Usage occasions have remained stable from 2017, with a slight increase in frequency of consuming mango
fresh on their own (not overall incidence though).

e Queenslanders consume mangoes at a wider variety of mealtimes, especially breakfast and as a snack.
Targeted communications could increase this in NSW and Victoria.

e The repertoire of usage occasions has seen a slight drop from 2017. Encourage purchase frequency by
giving consumers more reason to use mangoes.

Refereed scientific publications
NA

References
NA

Intellectual property, commercialisation and confidentiality

No project IP, project outputs, commercialisation or confidentiality issues to report

Appendices

Full Report — Consumer Preference Study 2020
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Introduction and methodology

Sprout Research has been working with Horticulture Australia Limited (HAL) / Hort Innovation and various growers since 2009 with the objective of
developing a better understanding of the purchasing habits and drivers of the Australian Mango buyer.

Over this time Sprout Research has utilised a number of methodologies to establish and track, purchase incidence, purchase drivers, usage
occasions and profiles.

This report forms part of a longitudinal study. Sprout Research has incorporated information from previous studies and updated it with the results
from the 2020 study.

Up to and including 2014, the methodology used in the Consumer Preference Study has been both Computer Assisted Telephonic Interview (CATI)
Omnibus, and customised Online Survey.

In 2017 and 2020, the methodology has been switched to a ‘fully’ online methodology as companies that have offered CATI omnibus surveys in the
past have discontinued them for the following reasons: -

* Theincidence of fix line telephones (which CATI makes use of) is declining in Australia, and the number of mobile-only phone users is on the
increase.

* Mobile phone users also differ from fixed-line only phone users — they tend to be younger, singles/couples and renting.

Whilst a standalone ad hoc CATI survey would be possible — the cost would be significantly more than the syndicated, shared cost approach used in
an omnibus
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Methodology considerations

Online panel research has evolved significantly, allowing Sprout to conduct robust and representative research studies using this

method. With any consideration in a change in methodology in a study such as the one for HIA, it is important to understand that the
change itself could contribute to any changes in the survey results.

How could our results potentially be influenced by the change in methodology, and what can be done to minimise this?

* Opinion and perception questions are often most influenced, due to a slightly different profile of people being accessed. In

addition, response patterns can differ in Telephone vs. Online (self-completion), where respondents tend to be slightly

more positive when speaking to an interviewer compared to self-completing questions.

For HIA, the previous years’ research on the perception/opinion questions, were also conducted online — therefore there is

no change in methodology here.

* Usage and awareness questions can be influenced, if the brand usage /awareness of people who are online differ
significantly from those who are not online (and would thus be excluded from an online survey).

* Over 85% of the Australian population have access to the internet. This high incidence indicates that we will not be
excluding a significant portion of the population by conducting a survey online. Our survey will continue to be weighted to
represent the population age, highest level of schooling completed, gender and location.

Hort MANGO
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The overall objective of this Consumer Preference Study is to understand and measure the purchasing patterns and the incidence of
the Australian mango buyer. The results will provide HIA and the mango industry with valuable and measurable insights from which
marketing and communication programs can be developed.

More specifically, the research will provide an understanding of:
Purchase incidence and frequency
Profile of mango consumers — understanding of who in the household is consuming mangoes
Consumption occasions — understanding of how mangoes are being consumed within the household
Triggers and barriers to purchase — including confidence, taste, value, health etc.
Attitudes to health and nutrition
Profile of purchase occasions — where are they purchasing and why?
Varietal awareness

As an ongoing study, findings from the 2020 research will be benchmarked against the 2017 findings to draw comparisons between
the years in order to gain a better understanding of trends and drivers.
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Mango Purchase Incidence

Whilst overall mango purchasing incidence has remained steady, it appears consumers are converting into higher purchase frequencies.
Both at least weekly and fortnightly purchasing have increased from 2017, whilst lower frequencies have decreased. This could indicate

market penetration limit has been reached, however there is still opportunity to continue converting consumers into higher purchase
frequencies and grow the market.

Subtotals At Least Once Monthly Purchase Frequency:

48% 50% 55% 55% 56% 61% 65%

m 2009 m 2010 m 2012 m 2013 2014 m 2017 m 2020 4141
Fmmmmmmmmmmmm e meem oo, e
' 2017 total weekly 28% | ,"23 » 2453
| 2020 total weekly 32% _ | ’ 1921

141514 14

1314131314 12
1 1
09 g 10

12

| buy more than | buy at least once a | buy about oncea |buy about once a | buy less often | do not buy
once a week week fortnight month Mangoes
Hort MANGO
Innovation | FUND
Base Total 2020 n=1199
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Q1 Now thinking about fresh mangoes. How often, if at all, have you personally purchased fresh mangoes this summer? Would it be...?
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1 in 3 have purchased fresh mangoes 7+ TIMES this summer
Those aged 50 to 64 are more likely to have purchased more mangoes than other age groups. Expense appears to be a barrier to driving
purchase rates, with those in the <$30k income bracket being significantly less likely to have purchased mangoes 7+ times this summer.

I Flirting M First Kiss B Dating W Engaged m Wedded
Purchased mangoes... (Once) (Twice) (3 Times) (4 to 6 times) (7+ times) ...this summer

2017 2020

Hort MANGO
Base 2020 n=1199 Innovation | FUND

U4. Thinking again about fresh mangoes. How often, if at all have you personally purchased fresh mangoes this summer? Would it be ...? Strategic levy investment




Mango Purchase Incidence & Frequency

Key insights

Cx %

Purchase incidence has remained
unchanged from 2017, which
could indicate the market
penetration limit has been
reached.

Mango purchasing frequency has There have also been slight
increased from 2017. increases in single purchasing
frequencies, driven mainly by

younger buyers.
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Awareness & Knowledge
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Consumer Awareness

2020

Base Total 2017 n=1,200
Al Which different types or varieties of mangoes, if any, can you think of?

* Wider variety of mango types mentioned
this year - Kensington Pride and Calypso
mangoes however, continue to be the most

top of mind.

* 35% of consumers were unable to name a
type or variety of mango, down from 2017.
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Consumer Awareness

OVERALL VARIETAL AWARENESS (UNPROMPTED)

65%
62% T
72014 w2017 w2020 559
Kensington Pride
2014 2017 2020
Calypso
* Kensington Pride and Calypso continue to be the
most recalled and are significantly more likely to
Bowen be recalled in 2020 compared to 2017.
* Awareness of Bowen and Honey Gold mangoes
R2E2 has remained consistent following significant
changesin 2017.
* In retailer communications, references to Bowen
Honey Gold mangoes has reduced in recent years, instead
being referred to as Kensington Pride. This shift
Kent in reflected in the unprompted varietal
awareness.
Hort MANGO
Base Total 2014 n=1200; 2017 n=1197; 2020 n=1565 Innovation | FUND

Strategic levy investment

Al Which different types or varieties of mangoes, if any, can you think of?




64%

*  When prompted, Calypso mangoes
have the highest awareness, followed
closely by Kensington Pride. Both
have seen significant increases read-

44% ;'q_"““----------éé& ______________ 31705 on-read.
) —— -
41% ~—O— 5 34% * Awareness of R2E2 and Kent varieties
has significantly increased since 2017.
0 27% )
24% O +  Palmer, Keitt, Pearl and Brooks
O= . 23% continue to be largely unknown.
21% *  The shift from Bowen mangoes to
Kensington Pride naming is more
. 7% 7% evident in prompted awareness, with
6% 59% .
° - ) Bowen the only variety to see a
O . O
T downward trend.
2013 2014 2017 2020

=O=Calypso =O=Kensington =0=Bowen =O=Honey =0=R2E2 —O—Kent =O=Keitt
Pride Gold

- Hort MANGO

. . : . Note: New brands included to the study in o
= Sig Testing 95% Cl against previous re nnovahon | INI)
& B 25R p 2017 Pearl; Palmer; Kent; Brooks I F
Strategic levy investment

Base: Total 2014 n=1200; 2017 n=1197; 2020 n=1565
A2 Which different types of mangoes, if any have you heard of before now?



Key insights

>

Overall varietal awareness has
increased, with more consumers
able to identify varieties
unprompted. This appears to be
driven by increases in Kensington
Pride and Calypso recall.

Awareness of Mangoes

O
0

Prompted varietal awareness is
nearly three-fold unprompted
and follows the same trends,

generally increasing year-on-year
for most varieties.

V

Unprompted and prompted
awareness of Bowen mangoes
has remained stagnant after it

saw major dropsin 2017. This is
likely due to a shiftin namingto
Kensington Pride.
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Household consumption

WHO EATS MANGOES?

m 2013 = 2014 m2017 m2020

*  Remaining consistent with 2017,
. adult females continue to be the
80%80% most likely person in the household

82%84%

0, 0,
74474472%68% to consume mangoes followed by

adult males.

*  Consumption by adult males has seen
steady decreases read-on-read.

* Younger children continue to eat

22% T mangoes more than older children

15%  15%
°10% "

13% * Overall consumption by children has
dropped slightly since 2017.

Adult female Adult male Children under 12 Children over 12

Hort MANGO
Innovation | FUND
Base 2014 n=793; 2017 n=908; 2020 n=1199 Strategic levy investment

U3 ...and who in your household eat MANGOES? Please tick all that apply.




Mango Buyer Prof‘ Ie

GENDER AGE GROUP ‘Jﬁ LOCATION = QLD =NSW =VIC
AR H Male ST
®18-24 W2534 m3549 MW50-64 W65+ -0
3% B Female 28% 29%
53% § ) 9 o 0%
52% 50%50% 21% 22% 23% 36%38% 35% 40% ’
26% 25% 6‘7
47% 13% 13% » 12% o ) )
| 1 1lih
2014 2017 2020 2014 2017 2020 2014 2017 2020
INCOME EMPLOYMENT STATUS
24% 229 23% 2% 43% 45%
0%20% ’ 19% 3%, g, 20%
7%
14% 14% 13%
10% 18% 20% 20% 19% 19%
‘y
6 I I 6% 5% 7% 5% 5 % I 3% 4% I
- =
2014 2017 2020 2014 2017 2020
W $120,000 and over m $80,000 to $119,999 = Full time work B Part time/Casual work ® Full time student
m $50,000 to $79,999 m $30,000 to $49,999 ® Not Employed M Retired " Home Duties
m S0 to $29,999
] Hort MANGO
Australian Pop Innovation | FUND

Strategic levy investment
Base Total 2014 n=793, 2017 n=910; 2020 n=1199
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Reasons for not buying mangoes

m 2017 m 2020

| don't like the flavour _373%’(y * Respondents who had not purchased mangoes
° over the 2016/17 or 2018/19 summer periods
33% were asked which reasons best explain why.
. (o]
They are too expensive 0% *  The main reason for not purchasing mangoes

continues to be not liking mangoes.

| don't like the texture + Expense continues to be the second largest
barrier to purchasing mangoes, however it has

seen a slight decrease from 2017.

25%

They have not been available at the
store

* Quality and availability were both minor reasons
influencing non-purchasing behaviour.

The quality has been poor H 5%

N

24%
26%

Other

Other: It’s too much for me, It’s messy, Prefer other fruit/don’t like mangoes; Prefer tinned/juice; | don’t do the shopping; Allergies

Hort MANGO

Base Total 2017 n=290; 2020 n=366
GO. You mentioned that you have not personally purchased fresh mangoes this summer. Which reasons below best explain why you have not
bought any mangoes?

Innovation | FUND
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Key insights

>

Expense as barriers to purchase
amongst non-buyers have
decreased slightly from 2017.
There has been a slight increase
in the amount of mango buyersin
lower income brackets.

Buyer Profile

Consumption amongst children

has seen a slight drop from 2017;

younger children continue to eat
more than older children.

Consumption amongst adult
males has seen a steady decrease
from 2014, despite an increase in

purchase amongst this group.

Hort MANGO
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Supermarkets conti
PLACE OF PURCHASE 2020

Farmers Market 10% Other 2%

Greengrocer
16%

k [ ]
Supermarket .

73%

This is consistent with the overall trend of contracting green grocer share
seen in fruit and vegetable retailing in Australia*.

Today, 73% buy from a supermarket, an 11% increase since 2011.

Greengrocer has seen its largest decline as the place of purchase,
significantly dropping 5% since 2017.

65% 70% o
62% 60% 62% 65% —— —0
o= o e v
Zi% 25% 23% 23% 21% v
o —o = —O— 16%
o 9% 9% 9% 8% —9 10%
0 o —C— A Q=
3% o= 5% 6% 3% B — 2%
2011 2012 2013 2014 2017 2020

Base: 2014 n=793; 2017 n=908; 2020 n=1199

Q2 Thinking about the last occasion that you bought MANGOES can you please answer the following questions? On the last occasion, where

you purchase your MANGOES from?
*Source: IBISWorld Industry Report G4122 Fruit and Vegetable Retailing in Australia — March 2019
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The continued rise of supermarkets as the primary place of mango purchases appears to be driven by those living in NSW in this latest read.

Those aged 18 to 24 years continue to account for the highest percentage, with those aged 25 to 34 years seeing a 5% decrease from 2017.
Gender and income do not appear to be driving these shifts.

permar

2011 2012 = 2013 w2014 m=2017 m2020

0
7979 78
7474 7173 75
69 69 69
67 64
60 62

5757 60

7675

67 68

TOTAL 18-24 25-34 35-49 50-64 65+ QLD NSW VIC

72 73

64

TOTAL Male Female <S30K $30-50K $50-80K $80-120K $120K

Hort MANGO
Base: 2014 n=793; 2017 n=908; 2020 n=1199

L]
Q2 Thinking about the last occasion that you bought MANGOES can you please answer the following questions? On the last occasion, Innovahon FUND
purchase your MANGOES from?

Strategic levy investment



Greengrocer’s share as a place of purchase has continued to decrease in this read, with the share appearing to go towards supermarkets.
The erosion appears to be driven by those aged 65 years and those living in NSW. Gender and income do not appear to be driving these shifts.

2011 m 2012 m 2013 m 2014 m 2017 m 2020
33 35 32

30
29 27026

2425

2323 21

21
15

TOTAL 18-24 25-34 35-49 50-64 65+ QLD NSW VIC

2

25 25 26 27 26 26 26

2323, 237 923,
16

8
25 24 3
20

16

TOTAL Male Female <$30K $30-50K $50-80K $80-120K $120K
Hort . | MANGO
Base: 2014 n=793; 2017 n=908; 2020 n=1199 Innovation | FUND

Q2 Thinking about the last occasion that you bought MANGOES can you please answer the following questions? On the last occasion, where did you Strategic levy investment
purchase your MANGOES from?




Key insights

>

Supermarkets continue to
increase as the main place of
purchase.

Purchase Channel

o

O

Those in lower income brackets
are more likely to purchase
mangoes from supermarkets,
aligning with decreases in
expense barriers and more

mango buyers in these brackets.

Green grocers as the main point
of purchase continues to decline,
consistent with overall fruit and
vegetable retailing trends in
Australia.

Hort MANGO
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Mangoes were on special

The price was low
The mangoes are of high quality this season

We had run out at home

Someone in the household
asked me to buy mangoes

| saw a promotion

| had a special occasion at home
that required mangoes

| saw them advertised

| had a recipe/dish that required mangoes

Base: 2020 n=1199

Q2 Thinking about the last occasion that you bought MANGOES can you please answer the following questions? On the last occasion, where di

purchase your MANGOES from?

In 2020, we asked mango buyers why they
bought mangoes on the last occasion.

* 2in5 were inspired by specials, with
general low prices following closely.

* Asevidenced by 1 in 5 buying mangoes
because they were needed in the
household, mangoes are likely to make
the shopping list.

* However, there is a low prevalence of
specific plans for how the mangoes will
be consumed.

*  Promotions and advertising appear to
have minimal influence on driving mango
purchases.

New question in 2020

Hort MANGO
Innovation | FUND

Strategic levy investment
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3 in 5 percei
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They are too expensive to eat everyday [ 5%
N 14%

They don't stay fresh long enough

They are too messy to eat

Not enough people in my household like them
The quality isn't as good as | would like

They are difficult to cut

| don't like the taste enough to eat them more
The stores | shop at do not sell mangoes that are
| can't find them at the stores | shop at

There aren't enough ways to eat them

Base: 2020 n=894
U2B - You said that you don’t eat MANGOES, why don’t you eat MANGOES more often?

Xpense as a

AR R W

m 2020

B 13%

N 12%

8%

B 6%
- 6%
-~ 6%

B 3%

B 3%

ARSI A ALV iy T e

barrier to incr

Fpeb it Rt it Blaliatt S\

SAN RN

In 2020, we asked mango buyers why they
don’t eat mangoes more often.

3in 5 perceive expense as a barrier to
increasing consumption, far exceeding
other barriers.

Post-purchase longevity is the second
largest barrier, followed closely by too
messy and consumption saturation in the
household.

Bad quality mangoes and availability are
lower barriers.

New question in 2020

Hort MANGO

Innovation | FUND

Strategic levy investment
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B Mangoes were not on the shopping list but | M | never plan to buy mangoes
purchase them anyway B | sometimes plan to buy mangoes, but | sometimes buy on impulse
B Mangoes were on the shopping list M | always plan to buy mangoes when going to the store

From 2017, purchase planning was measured
differently, so a direct comparison to prior
results should be made with care.

* Almost 1in 5 always plan to buy
mangoes prior to going to the store,
unchanged from 2017.

*  The vast majority 82% (62% sometimes
planning and 20% never planning) do not
plan ahead when purchasing mangoes.

* This trend continues from prior years —
highlighting the critical part the point of
purchase plays in the purchase decisions.

2011 2012 2013 2014 2017 2020

Base Total 2011 n=850; 2012 n=864; 2013 n=859; 2014 n=793; 2017 n=910; 2020 n=1199 lngovaﬁon FUNDGO
Up to 2014: U1 Which of the following best describes the planning that went into the last time you purchased MANGOES?
From 2017: Q3. Which of the following best describes the planning involved when you purchase MANGOES? EUSEC lavy Investment
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...and are less likely to be driven to purchas

X
AN 1%

A7) N DAY
ALY Mk

by out of st

H Always plan B Sometimes or never plan

. 34%
. 330

4 > bought mangoes on the last occasion.

| A 37% !
: The mangoes are of high quality this season 20%, | . Impulse buyers are more driven by
E E specials than planned buyers.
: We had run out at home F 38% 1 ! _ N
S i 1_ ff_/O__*l_' _________________________ _+* Planned buyers have an identified need
Someone in the household asked me to buy 19% for mangoes prior to entering the store,
mangoes _ 18% and therefore are more likely to the
T I ! purchase decision based on the
: | saw a promotion mm’ 14% 1 E mangoes themselves (e.g. quality).
| had a special occasion at home that required 11% * Maintaining purchase frequency
mangoes m amongst planned buyers is dependent
FPIRIIIIIIIIIIIIIIIIINIIIISIIIIIIIISIISIISITSISIIFIITIIEIZISSIEIES , on promotions and advertising, more so
i | saw them advertised md,ll% T ! than in store or display cues.

| had a recipe/dish that required mangoes mo 9%

Hort MANGO
Innovation | FUND

Strategic levy investment

Base: 2020 n=1199
Q2 Thinking about the last occasion that you bought MANGOES can you please answer the following questions? On the last occasion, where did
purchase your MANGOES from?
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...however, maintaining out of store cues is still important to drive
purchase frequency through providing prompts

Those who sometimes plan represent the majority of mango purchases this summer, but when looking within this group, we can see that
there is still an opportunity to increase purchase frequency.

TSRS
\V“”.

PURCHASE FREQUENCY BY BUYER TYPE, TOTAL MARKET PURCHASE FREQUENCY, WITHIN BUYER TYPE

VIEW
//
(
\\
ALWAYS PLAN SOMETIMES PLAN, NEVER PLAN ALWAYS PLAN SOMETIMES PLAN, NEVER PLAN
SOMETIMES IMPULSE SOMETIMES IMPULSE
B Flirting B First Kiss B Dating B Engaged B Wedded
Purch man .
urchased mangoes (Once) (Twice) (3 Times) (4 to 6 times) (7+ times) ...this summe
Hort MANGO
Base 2020 n=1199 Innovation | FUND

U4. Thinking again about fresh mangoes. How often, if at all have you personally purchased fresh mangoes this summer? Would it be Strategic levy investment
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Purchase PI

Consumers consistently planning are more likely to be 25-34 years old, and those earning $30-50k or $120k+.

Those who never plan tend to be older (50-64 years) and those earning under S30k. This, in conjunction with lower levels of planned
purchase, could indicate that purchases amongst these groups are more likely to be dictated by in-store prices.

There are no regional nor gender skews on purchase planning.

m Never plan B Sometimes plan, sometimes impulse m Always plan

14
L7 10 19 24 25
o1 65 2 o
62
22 19 23 24 3N >0 13
2020 x Q
o’ o e(o

Base Total 2020 n= 1199; 18-24 n=119; 25-34 n=237; 35-49 n=335; 50-64 n=280; 65+ n=228; QLD n=299; NSW n=498; VIC n=402; <$30K n=255; IHorf ﬁ IMLJANNDGO
$30-50K n=220; $50-80K n=238; $80-120K n=223; $120k+ n=250; Male n=562; Female n=637 S!:('e‘ggx?nvesgg

Q3. Which of the following best describes the planning involved when you purchase MANGOES?
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% NET INFLUENCE
W 2017 m2020

0

57% Amongst those who plan to purchase
Supermarket catalogues _ 57% mangoes prior to going in-store, 2 in 3 are
influenced by friends and family, followed
Recipes 4650/i<y closely by supermarket catalogues and
° recipes.

Advertising on
TV/Radio/Magazines

. . 28%
Social media -25%

37%
36%

Hort MANGO

Innovation | FUND

Strategic levy investment

Base Total 2002 n=219
Q5. Which of the following, if any, influence you to buy mangoes prior to going in-store? (NET MAJOR/MINOR INFLUENCE)
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atarein mango purchase whil

Amongst those who purchase on impulse, main purchase drivers in store continue to be QUALITY (96%) and PRICE (94%).
Mangoes being on special has also grown in importance and is inline with ‘Price of Mangoes’ this read.

% NET INFLUENCE =O==Quality of Mangoes  ==O==Display/ Position of the Mangoes  ==O==Price of Mangoes  ==O==Mangoes were on special

98%

95% o7 96%
° —=0  94%
92% 0
90% 04% —— 94%
90%
89%
79% 79% 79%
O =0— —0—
78% O
O/;O/T — / ~
73% 74% 72%

2011 2012 2013 2014 2017 2020

Hort MANGO
Innovation | FUND
Base Total 2011 n=518; 2012 n=587; 2013 n= 560; 2014 n=528; 2017; 2020 = 980 Strategic levy investment

Q4 You mentioned you did not necessarily plan to buy mangoes which of the following (if any) influenced your decision to buy mangoe
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1 in 4 mango buyers increased their purchase vol

In 2020, we asked mango buyers whether they were buying more, the same amount, or less mangoes than last summer. Those aged 25 to
34 years and males have significantly increased the amount of mangoes purchased compared to last summer.

B Less mangoes than last summer B About the same as last summer = More mangoes than last summer

2020 ST R SRS S e S e & &

Hort MANGO
Innovation | FUND

Strategic levy investment

Base Total 2002 n=1199
U6. Thinking now about the amount of MANGOES you have purchased this summer, would you say you have purchased more, about the same o



Key insights

>

High quality has been a
consistent driver of purchase this
mango season, both amongst
impulse and planned buyers.
Specials are becoming more
important for prompting Impulse
purchasing.

Purchase Behaviour

O
0

Out of store purchasing cues are
less likely to influence impulse
buyers but are essential to
maintaining purchasing behavior
amongst planned mango buyers.

V

Expense perceptionsis the
biggest barrier to increasing
consumption amongst existing
mango buyers.

Hort MANGO
Innovation | FUND

Strategic levy investment




T By

Hort
Innovation

Strategic levy investment

MANGO
FUND



What deflnes quallty?
2020 Quality Defined

At a topline level, colour, aroma and firm
texture continue to be indicators of a
good quality mango.

2017 Quality Defined 2014 Quality Defined

green™

st e nobrglslngd i
.,::nlce looking — ﬁg | Lo, . God ,d, mang0m
WColour andfee| ) mmm’ mm_ | _
-------------- s e B ! Es'mg -; ' 'ﬂ-'s nlce
o = - ; _fm h d
I g ‘ i : sw rmness- e,

o 2 H 2
i+ ol i 'W‘E 0t yelow """‘ E
g ;, il § et - _.Slze- 2%
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Hort MANGO
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Strategic levy investment

Q4i. You mentioned that the QUALITY of the mangoes were an influence on your purchase decision.... w
'good quality mango’ How would you describe good quality in a mango?



Quallty of mangoes

Overall satisfaction has seen a steady increase across all quality attributes from 2014. Only 65% were satisfied with the range
of mangoes available this summer.

% NET SATISFIED m2014 wm2017 w2020

82% 84% 84% 85% 8%
89% °
gao, 89%  78% 30, 87% 83% 839 86% 82% Y86% g39, 87% 20%  82% 84% 83%
76% 81%
0 67%
61%5/’
529
I n/a n/a n/a n/a n/a
Range Colour Aroma Flesh Skin* Juiciness Sweetness Flavour Feel Ripeness Size

Hort MANGO
Innovation | FUND

Strategic levy investment

Base Total 2014 n=528; 2017 n=588; 2020 =980
U4ii Please read the following statements about MANGOES and rate how satisfied or dissatisfied you were with the QUALITY of ma
*Statement updated in 2020
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Quality of mangoes

FLAVOUR of the mangoes

HITRAN R L TR TP\ G

= Somewhat satisfied H Very sa

TOTAL 40% 48% 87%

V7% ™ 10%

QLb 53% IV 91%

NSW 45% 42% I

VIC 46% SISV 85%

Base Total n=1199; QLD n=299; NSW n=498; VIC n=402
Q4ii. Please read the following statements about MANGOES and rate how satisfied or dissatisfied you were with the QUALITY of mangoes
season.

tisfied

*  Queenslanders are more likely to be
satisfied with the flavour of the
mangoes this season — with nearly 1
in 2 ‘very satisfied” with the flavour.

* On atotal level, those very satisfied
with the flavour has seen a significant
increase, while those somewhat
satisfied has seen a significant
decrease

: Hort MANGO
Innovation | FUND

Strategic levy investment
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Quality of mangoes
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COLOUR of the FLESH

B Somewhat satisfied B Very satisfied
*  Queenslanders are more likely to be
TOTAL 41% N/ 87% satisfied with the colours of the flesh
9% this season compared to other states
—with 9 in 10 satisfied with the
QLD | 519% 91% colours of the flesh.

*  Victoria has seen a significant
increase in those very satisfied with
the colours of the flesh

NSW 43% 45% 88%

VIC 40% 44% 84%

™ 14%

Base Total n= 1199; QLD n=299; NSW n=498; VIC n=402 i Hort . MANGO
Q4ii. Please read the following statements about MANGOES and rate how satisfied or dissatisfied you were with the QUALITY of mangoes Innova'hon FUND
season. Strategic levy investment




MATINY e
A AL S U
QA

of mangoes

AL \
d WG &

uality
LEVEL of JUICINESS

B Somewhat satisfied B Very satisfied

TOTAL 41% 45% 86%

QLb 34% 53% 87%

NSW 45% 44% 89%

VIC 42% 41% BN

Base Total n=1199; QLD n=299; NSW n=498; VIC n=402
Q4ii. Please read the following statements about MANGOES and rate how satisfied or dissatisfied you were with the QUALITY of mangoes t!
season.

Queenslanders are more likely to be
‘very satisfied’ with the level of
juiciness in the mangoes this season
compared to other states — with
nearly 1 in 2 claiming to be ‘very
satisfied’ with the level of juiciness.
However, Queenslanders’ overall
satisfaction remains on par with
other states.

Hort MANGO
Innovation | FUND

Strategic levy investment
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Quality
LEVEL of SWEETNESS

B Somewhat satisfied B Very satisfied
* Queenslanders more likely to be very
TOTAL 42% V79 86% satisfied with the level of sweetness
8% of the mangoes this season
compared to other states — with
QLD | o 539% 87% almost 9 in 10 claiming to satisfied to

some degree.

*  However, Queenslanders’ overall
satisfaction remains on par with
other states.

NSW 46% LN 87%

VIC 43% LAV 84%

Base Total n= 1199; QLD n=299; NSW n=498; VIC n=402 Horf MANGO

Qd4ii. Please read the following statements about MANGOES and rate how satisfied or dissatisfied you were with the QUALITY of mangoe I °
nnovafion | FUND

season.
Strategic levy investment
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COLOUR of the mangoes

B Somewhat satisfied B Very satisfied
TOTAL = CEVRN 89% *  Those living in NSW are slightly
T 12% more likely to be satisfied with the
colour of the mangoes this season
Qb = o 49% 87% than the other states - with9in 10

satisfied to some degree.

NSW 46% 44% 90%

VIC 46% 42% LY

™ 14%

Base Total n= 1199; QLD n=299; NSW n=498; VIC n=402 Hort N MANGO
Q4ii. Please read the following statements about MANGOES and rate how satisfied or dissatisfied you were with the QUALITY of mangc Innova'hon FUND

season. Strategic levy investment
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Quality of mangoes
FEEL of the mangoes

B Somewhat satisfied B Very satisfied

TOTAL 44% SISV 82%

T 10%

QLD 44% ZIVZ0 83%

NSW 46% 37% KIY¥

VIC 44% SIS 81%

™ 16%

Base Total n=1199; QLD n=299; NSW n=498; VIC n=402
Q4ii. Please read the following statements about MANGOES and rate how satisfied or dissatisfied you were with the QUALITY of mangoe
season.

Satisfaction across states in
relatively on par.

At a total level, there is greater
satisfaction with the feel of the
mangoes — those very satisfied has
significantly increased from 2017.
This appears to be driven by those
living in Victoria.

Hort MANGO
Innovation | FUND

Strategic levy investment
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Quality of mangoes
AROMA of the mangoes
B Somewhat satisfied B Very satisfied

TOTAL 41% 2128 81%

™7%

QLb 37% 48% 85%

NSW 43% ZIZN 82%

VIC 42% Y 77%

Base Total n=1199; QLD n=299; NSW n=498; VIC n=402

Q4ii. Please read the following statements about MANGOES and rate how satisfied or dissatisfied you were with the QUALITY of mang
season.

Satisfaction with the aroma of
mangoes this season is lower in
Victoria compared to other states
but remains consistent with 2017.

Hort MANGO
Innovation | FUND

Strategic levy investment
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SKIN of the mangoes

B Somewhat satisfied B Very satisfied
TOTAL 45% A 83% * Queenslanders are slightly more
T 17% likely to be satisfied with the skin of
the mangoes this season compared
QLD 44% 42% A to other states.

NSW 43% SV 82%

VIC 47% IS0 83%

**New to the study in 2017

Base Total n= 1199; QLD n=299; NSW n=498; VIC n=402 Hort . MANGO
Q4ii. Please read the following statements about MANGOES and rate how satisfied or dissatisfied you were with the QUALITY of mJ Innova'hon FUND
season. Strategic levy investment



mangoes

‘ ty of
RANGE of the mangoes

B Somewhat satisfied

B Very satisfied

Base Total n=1199; QLD n=299; NSW n=498; VIC n=402
QA4ii. Please read the following statements about MANGOES and rate how satisfied or dissatisfied you were with the QUALITY of mango

No significant differences in
satisfaction across the regions - VIC
is slightly less likely to be ‘very
satisfied’ compared to the other
states.

NSW is the most satisfied on any
level at the range of mangoes on
offer this summer

Hort MANGO
Innovation | FUND

Strategic levy investment
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Qua

lity of mangoes

RIPENESS of the mangoes

B Somewhat satisfied B Very satisfied
TOTAL 46% 38% [KLYA *  All regions are equally satisfied with
the ripeness of the mangoes this
season.
QLD | i V8 33% * Queenslanders are more likely to be
very satisfied than those in other
states.

NSW 48% IS0 85%

VIC 47% IS0 83%

**New to the study in 2020

Base Total n= 1199; QLD n=299; NSW n=498; VIC n=402 Hort N MANGO
Q4ii. Please read the following statements about MANGOES and rate how satisfied or dissatisfied you were with the QUALITY of mang Innova'hon FUND

season. Strategic levy investment
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Quality
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of

SIZE of the mangoes

B Somewhat satisfied B Very satisfied
TOTAL 44% 39% KR *  Victorians are slightly less satisfied
with the size of the mangoes.
* Queenslanders are more likely to be
(o] N0 IEA005 VI 34% very satisfied than those in other

states.

NSW 47% 37% LX)

VIC 44% SV 81%

**New to the study in 2020

Base Total n= 1199; QLD n=299; NSW n=498; VIC n=402 Hort N MANGO
Q4ii. Please read the following statements about MANGOES and rate how satisfied or dissatisfied you were with the QUALITY of mangoe Innova'hon FUND

season. Strategic levy investment



Key insights

>

Satisfaction levels of all quality
metrics is relatively inline with
what was seen in 2017, with the
exception of skin and colour of
the mangoes which are both

significantly higher than what
was seen in the previous read.

| Ityy

O
0

Victoria consistently has been
more likely to have lower
satisfaction proportions across
the quality metrics, however, has
seen significant increases from
2017.

Range is ranked last on the list of
quality attributes in terms of
satisfaction.

Hort
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Most recent eating occasion

4 in 5 say they last purchased mangoes to eat fresh on their own — this has remained consistent with 2017 following the
significant drop from 2014.

Y ki
N W \

Use in a drink or in yoghurt has decreased slightly following a significant increase in 2017.

Planned to have mangoes...

=0==Uncooked, as part of a recipe ==O==In a drink (e.g. smoothie) ==O==In Ice-Cream ==O==In Yoghurt ==O==In a Cocktail ==O==Cooked, as part of a meal ==0O==0n its own (eat fresh)

0,
88% 0% 87% 87% ¢
(® g —() O 80% 80%
— Q
T 0
22% " 20%
21% 19%
18% 18% e Qe - - 18%
0 o, —
5% < =
° 15%
14% —O——
0,
9% O 7%
"Q‘: .
5% O X —)
3% 5%
2011 2012 2013 2014 2017 2020
Hort MANGO
Base Total 2011 n=850; 2012 n=846; 2013 n=859; 2014 n=793; 2017 n=910; 2020 n=1199 Innovation | FUND
U1 What were you planning to use the mangoes for on this most recent occasion? (MULTIPLE RESPONSE)

Strategic levy investment
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t eating occasion — Time of day

1in 2 say they planned to eat their mangoes as a snack, followed by dessert. Breakfast, lunch and dinner are equal contenders.

Females are significantly more likely to eat mangoes as a snack. Queenslanders plan to consume mangoes at a greater variety of
mealtimes.

What time of day were you planning to eat mangoes?

M Breakfast ®Lunch M Dinner M Dessert M Snack

2020 ,'\/V :,)v '»9 / Q)b‘ (o<°
N I S
Hort MANGO
Base Total 2011 n=850; 2012 n=846; 2013 n=859; 2014 n=793; 2017 n=910; 2020 n=1199 Innovation | FUND

U1 What were you planning to use the mangoes for on this most recent occasion? (MULTIPLE RESPONSE) Strategic levy investment
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Mango Season (1 of 2)
Consumption frequency of fresh mangoes on their own has increased since 2017, with weekly and daily consumption gaining share from
less frequent consumption brackets. Overall use in a drink or cocktail has decreased from 2017.

M Once inSeason MW Once amonth MWOnce afortnight ™ Onceaweek M Daily

<-----@-----»

ON ITS OWN (EAT FRESH) IN A DRINK (E.G. SMOOTHIE) IN YOGHURT WITH ICE-CREAM IN A COCKTAIL
2014 2017 2020

Hort MANGO

Innovation | FUND

Strategic levy investment

Base Total 2014 n=793; 2017 n=910; 2020 n=1199
U2 Still thinking about how you use MANGOES, can you please advise how often would you use MANGOES in the following ways?
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ao Season 2 of 2)

Consumption frequency of uncooked mangoes in recipes has increased slightly, as has its overall use. Fewer consumers are cooking mangoes
as part of meal than in 2017, but those who do are doing so with the relatively same frequency. This is true regardless of type of meat.

M OnceinSeason MW Onceamonth MOnceafortnight ™ Onceaweek ™ Daily

A

1

1

1

1

¢

1

1

1

1

1

v

UNCOOKED, COOKED, COOKED, COOKED, COOKED,
PART OF A RECIPE PART OF A MEAL PART OF A MEAL PART OF A MEAL PART OF A MEAL
2014 2017 2020 (SEAFOOD) (WHITE MEAT) (RED MEAT) (VEGETARIAN)
Hort MANGO
Innovation | FUND
Base Total 2014 n=793; 2017 n=1199 Strategic levy investment

U2 still thinking about how you use MANGOES, can you please advise how often would you use MANGOES in the following ways?
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Mango Season — Monthly usage

At least monthly usage of fresh mangoes by themselves has remained steady since 2013.

Usage has remained relatively stable across those that experienced significant increases in 2017.

Use mangoes at least monthly...

0, 0,
=== Uncooked, as part of 85% 84% 84% 85%
arecipe 79% == —_— O o
==(O==1|n a drink (e.g. (0
smoothie) 45%
e=O==|n |ce-Cream
41% =0 22%
=== |n Yoghurt 42%
==(==In a Cocktail 38%
=== Cooked, as part of a 31%
. 28%
meal (white meat)
==(==0n its own (eat fresh) 28% 19%
(o]

= 17%

=== Cooked, as part of a

meal (vegetarian)
==O==Cooked, as part of a

12%

meal (seafood) 10% 11%
=O==Cooked, as part of a 1t 16%
meal (red meat) 9% 9% 9% 16%
2012 2013 2014 2017 2020

Hort MANGO

Innovation | FUND

Strategic levy investment

Base Total 2014 n=793; 2017 n=910; 2020 n=1199
U3 Still thinking about how you use MANGOES, can you please advise how often would you use MANGOES in the following ways?
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Repertoire of uses

The average number of different consumption uses of mangoes has dropped slightly from the significant increase seen in 2017. This appears to be
driven by use in a smoothie, yoghurt, cocktails and cooked as part of a meal (any meat/vegetarian), which follow the same trend in terms of overall

use.
Average number of different uses
501
4.8
4.5
2014 2017 2020

Hort MANGO
Innovation | FUND

Base Total 2014 n=793; 2017 n=910; 2020 n=1199

Strategic levy investment
U3 Still thinking about how you use MANGOES, can you please advise how often would you use MANGOES in the following ways?
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Those who purchase fewer mangoes have a lower repertoire of uses

On average, Wedded mango buyers have nearly twice as many different uses compared to those who are Flirting. Amongst those Flirting mango
buyers, consumption of mangoes with ice-cream has increased from 2017.

13 R AJEB il At A NI AT
R AT AR R X

i

¥

wh

M Flirting M First Kiss M Dating m Engaged B Wedded
Average number of 3.3 4.0 5.1 51 5.2
different uses (2020) N J T

ON ITS IN A DRINK IN WITH ICE- IN A
OWN (EAT (E.G. YOGHURT CREAM COCKTAIL
FRESH) SMOOTHIE)

2017 2020
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Base Total 2017 n=910; 2020 n=1199
U3 Still thinking about how you use MANGOES, can you please advise how often would you use MANGOES in the following ways?
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Increase f uncooked mango in recipes is driven by Heavy buyers

Decreases in using cooked mango as a part of a meal with red meat appears to be driven by Flirting and First Kiss mango buyers.

M Flirting I First Kiss B Dating B Engaged m Wedded

Average number of different uses 3.3 4.0 5.1 5.1 5.2
(2020) N NZ T

UNCOOKED, COOKED, PART OF A COOKED, PART OF A COOKED, PART OF A COOKED, PART OF A
PART OF A RECIPE MEAL (SEAFOOD) MEAL (WHITE MEAT) MEAL (RED MEAT) MEAL (VEGETARIAN)

2017 2020
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Base Total 2017 n=910; 2020 n=1199
U3 Still thinking about how you use MANGOES, can you please advise how often would you use MANGOES in the following ways?
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Key insights

>

Usage occasions have remained
stable from 2017, with a slight
increase in frequency of
consuming mango fresh on their
own (not overall incidence
though).

Usage Occasions

o

O

Queenslanders consume
mangoes at a wider variety of
mealtimes, especially breakfast
and as a snack. Targeted
communications could increase
this in NSW and Victoria.

The repertoire of usage occasions

has seen a slight drop from 2017.

Encourage purchase frequency by

giving consumers more reason to
use mangoes.
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Mangoes are healthy

| am confident in selecting a good quality mango

Treat or indulgence for me

The quality of mangoes was consistent throughout the season
A sometimes food

If mangoes are not available, | will substitute with another fruit
Good for entertaining

Mangoes are good value

| like to try/eat different varieties of mangoes

| only like one variety of mango
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m Agree HE Strongly agree

90%
74%
73%
60%

60%

58%

56%

47%

44%

19%

Net Agree
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* 9in 10 associate
mangoes with health.

* Mangoes are relatively
strongly perceived as
being a treat and
sometimes food.

* Just under half like to
try/eat different varieties
of mangoes.
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The influence of quality has remained fairly stable across all cohorts since 2017. Quality continues to be a greater influence for
older age groups and lower income brackets.

2011 © 2012 = 2013 = 2014 w2017 m2020
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Base Total 2014 n= 528; 2017 n=588; 2020 = Base Total 2014 n= 528; 2017 n=588; 2020 = 980
Q4 You mentioned you did not necessarily plan to buy mangoes which of the following (if any) influenced your decision to buy m
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of the mangoes has a major influencer of Im

The influence of price has seen a slight decrease compared to 2017 across all age brackets and most income brackets. Regionally,
NSW has seen the biggest drop in price being an influencer of impulse purchasing.

2011 = 2012 = 2013 m2014 m2017 m2020
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Speaals are an |anuence amongst 68% of Impulse buyers

Mangoes being on special continues to be an important motivator in the purchase decision despite seeing minor drops across all age brackets
since 2017. Driven in large by the younger market, Female, $30-S50k income bracket.

2011 w2012 w2013 w2014 wm2017 w2020
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& o - o 55 58 %2
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65
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Base Total 2014 n= 528; 2017 n=588; 2020 = 980
Q4 You mentioned you did not necessarily plan to buy mangoes which of the following (if any) influenced your decision to buy mangoes on Impulse?




Consumption of fresh mangoes on their own — by cohort

2012 © 2013 = 2014 w=2017 m 2020
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U1 What were you planning to use the mangoes for on this most recent occasion? (MULTIPLE RESPONSE)






