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 Explosive growth of China’s emerging middle class

 Mango consumption increasing significantly recently

 Mango consumption per capita below the world average

 Mango still not well known by many Chinese consumers.

Introduction



© Griffith University 2018 4

Research questions 

 How consumers’ taste experience influences their 

willingness to pay for mangoes?

 Will consumers’ willingness to pay change after tasting and 

how the changes are influenced by taste experience? 

 What other factors are important in influencing consumers’ 

willingness to pay? 
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 Stated preferences (SP) and revealed preferences (RP)

 Commonly used methods under SP include:

 Contingent Valuation Method (CVM)

 Discrete Choice Experiment (DCE)

 Experiment Auction(EA)

 RP uses actual market data to estimate the effect of 

product characteristics on actual price, such as the 

hedonic approach.

Literature review
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 Almost no academic literature on WTP for mango characteristics

 Existing literature focuses on consumers’ preferences only 

without the price effect of each preference

 For example, Chinese consumers select fresh mangoes primarily 

based on four factors — appearance, price, flavour and aroma 

(Fu, 2016)

 Feeling of ripeness, colour, aroma and amount of blemishes were 

identified as important mango attributes at the point of purchase 

by mainland Chinese buyers (Roberts, 2012). 

Literature review cont.
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 Experiment auction was used in store

 Incentive compatible (fourth-price, sealed-bid)

 Two rounds, before and after tasting

 Trial round was also used for candies.  

Methodology
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Steps

1. Participants fill out a questionnaire

2. Introduction of mangoes

3. Auction rule explanation and trial auction

4. Participants observe the mangoes (A, B and C) on 
display and are told relevant information for each 
mango. 

5. First round auction 

6. Tasting session and evaluation

7. Second round auction

8. Random draw to select one binding bid among six bids 
(A, B and C, in the first and second rounds).

A. Red Kent (Sichuan, China)

B. Lvsong (The Philippines)

C. Nam Dok Mai (Thailand)

Experiment procedure
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Before-tasting After-tasting 

Participant China The Philippines Thailand China

The 

Philippines Thailand 

1 60.2 37.8 46.9 53.5 30.1 25.2

2 7.9 6.5 11.9 5.5 3.2 4.9

3 12.8 6.8 19.8 13.8 7.8 10.8

4 12.8 6.8 18.8 10.8 6.8 0

5 20.8 26.6 9.9 12.2 22.2 15.6

6 20.5 20 40.5 30 20 30

7 30.5 50 40.5 30 25 30

8 38.9 49.9 28.8 38.9 49.9 28.8

9 50.2 25.8 38.9 58.8 20.8 40.8

10 13 12 15 12 11 13

11 50.1 20.9 30.8 50 100 50

12 22.8 8.8 12.8 38.8 15.2 18.7

13 10 5 10 6 6 6

14 12.6 8.5 16.3 10.8 10.8 15.8

Participant China

9 58.8

1 53.5

13 50

8 38.9

14 38.8

6 30

7 30

3 13.8

5 12.2

12 12

4 10.8

16 10.8

15 6

2 5.5

Auction rule (4th price auction)
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 10 in-store sessions (13–21 Oct 2018)

 133 participants in total 

Female 79%

Male 21%

Work full-time 53%

Retired 22%

Others (part-time, home 

duty, unemployed)
26%

High school and below 29%

Undergraduate 56%

Postgraduate 15%

18-24 3%

25-34 32%

35-44 32%

45-54 11%

55-64 16%

65 and above 7%

Household monthly income

under 5,000 5%

5,000 to 7,999      7%

8,000 to 9,999     8%

10,000 to 14,999 23%

15,000 to 19,999 12%

20,000 to 24,999  10%

25,000 to 29,999 10%

30,000 to 34,999  10%

35,000 to 39,999  6%

40,000 and above 11%

Data
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China The Philippines Thailand 

Before tasting 24.9 61.6 30.8

After tasting 25.5 65.5 37.0

t-test NS NS p<0.05

smoothness fruit flavour sweetness sourness

China 6.4 6.4 6.2 5.4

The Philippines 7.4 7.0 7.2 5.7

Thailand 6.8 6.0 5.9 5.2

Data
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 Before tasting:

YBij = Varietyj·ρ + Xi·β + αi + εij

 After tasting:

YAij = Tasteij·β + θ·YBij + αi + εij

 After- and before- tasting:

YDij = Tasteij·β + αi + εij

Regression model

Where:

 YB is the bidding price before tasting, 

adjusted to price per kilo and transformed 

to natural logarithm 

 YA is the bidding price after tasting, 

adjusted to price per kilo and transformed 

to natural logarithm

 YD is the percentage change of bidding 

price before and after tasting

 X is a vector of participant characteristics

 Taste is a vector of taste evaluation scores 

(0-10), including flesh smoothness, fruit 

flavour, sweetness and sourness

 αi is participant individual effects

 Variety is variety dummies. 
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 Some aspects of the tasting experience of consumers do 
matter for their willingness to pay for mangoes.

 Specifically, fruit flavour and sweetness are found significant 
while flesh smoothness and sourness are found insignificant. 

 Furthermore, a favourable tasting score on fruit flavour or 
sweetness makes consumers adjust their bids higher than 
their pre-tasting bid.

 The consistent results for after-tasting bids and after- and 
before-tasting bid differences suggest the importance of fruit 
flavour and sweetness in determining willingness to pay.

Key regression results
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Pre-tasting, the following factors are found to influence 

willingness to pay significantly: 

 variety (origin)

 females pay higher than males

 older age pays higher than younger age

 full-time job respondents pay less than other respondents (part-

time, home duty, retired)

 respondents with a higher household income pay higher. 

Key regression results
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 Controlling mango varieties and consumer heterogeneity, we 
find that Chinese consumers value fruit flavour and 
sweetness and are willing to pay more for these attributes 

 In our experiment, flesh smoothness and sourness do not 
seem to influence consumers’ willingness to pay

 Consumers accept price premiums of imported mangoes 
(Thailand and the Philippines) over domestic Sichuan 
mangoes

 Our taste evaluations are subjective measures and further 
research is needed for studying the influences of objective 
measures on willingness to pay.

Conclusion


