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2 Introduction 
This study is an outcome of the project Challenges and opportunities for meeting 
requirements of Chinese mango markets (AGB/2016/007). The project aims were to 
enhance the understanding of challenges and opportunities facing China’s mango 
markets in order to meet their requirements. This study encompasses an in-depth market 
analysis of the export opportunities in Shanghai – one of the largest cities in China. The 
report begins with an introduction to the study’s background, followed by a statement of 
research objectives and methodology. Results from the Chinese imported mango markets 
interviews, with a focus on the Shanghai market in particular, and concludes by 
highlighting the insights gained from the case study. 

2.1 Project background 
Mango market supply–demand, trading trends and patterns are very dynamic both 
globally and within the Asia–Pacific region. Increasing consumer demand in the China 
market for quality, safety, variety, seasonal availability and consistency creates both 
opportunities and challenges for mango traders. China has been identified as a priority 
market given its rapid expansion of the middle-class population, its proximity to most of 
the major mango-producing nations in the Asia–Pacific region, and the recent expansion 
of its own domestic production (World Bank, 2018). This presents opportunities for both 
Australian and Asian smallholder producers to serve this market. However, little is known 
about the complex and rapidly evolving market requirements or the barriers and 
opportunities within the Chinese market. In order to better understand the comparative 
advantages and implications for growers in Australia and throughout Asia, this report 
provides detailed information regarding imported mangoes in the Chinese market by 
conducting a case study in Shanghai. 

2.2 Study objectives 
The overarching aim of this report is to develop an in-depth understanding of the key 
issues in the supply and demand of imported mangoes, and the challenges and 
opportunities across market segments in Shanghai. To achieve these aims, the research 
team: 

• conducted in-depth interviews with 26 stakeholders in the supply chain of imported 
mangoes in Shanghai 

• undertook a detailed analysis of the interview transcripts and identified the key 
challenges and opportunities for market access and export growth for targeted 
partner countries, including Australia. 
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2.3 Study methodology 
This study selected Shanghai as the case study area because it is the main consumption 
centre and entry point for China’s imported mangoes (Produce Marketing Association, 
2016). The project employed semi-structured, in-depth interviews with key stakeholders, 
and directly observed key issues, challenges and opportunities across the market 
segments of imported mangoes in Shanghai. 
Phase 1 of the project identified key informants, including customs and quarantine 
officials, importers, traditional and modern wholesalers, traditional and new retailers, 
supermarkets, specialised fruit shops, and restaurant managers. An extensive review of 
industry and government publications was also conducted to capture the general 
background and key statistics related to mango production and consumption in China. 
In Phase 2, interviews were conducted with 26 stakeholders involved in imported mango 
markets, including five importers, eight retailers, two e-commerce businesses, four 
supermarkets, five wholesalers, one restaurant and two government agencies. The 
interviewees were recruited by consultancy firms in Shanghai that were familiar with the 
fruit industry and able to contact representative stakeholders for the purpose of this study. 
These interviews provided information on market intelligence relating to mango 
procurement and distribution, buyer requirements and preferences, imports and pricing, 
logistics, marketing, consumption trends, quality issues, product damage, and other 
challenges and opportunities in order to gain a comprehensive understanding of the 
imported mango sector in Shanghai. 
Semi-structured in-depth interviews were carried out with staff members in charge of 
imported mangoes in the 26 organisations. To ensure consistency of the information 
collected, a checklist of key questions was used to support the interviews, with small 
variations depending on the interviewee type (see Section 6: Supporting documents).  
Analytical approach 

The project team analysed interview documents through an inductive method similar to 
the general inductive approach described in Thomas (2006) and in Corbin and Strauss's 
(1998) grounded theory analysis. Inductive analysis seeks to derive themes, models and 
concepts from raw text through an iterative process where the emergence of themes is 
the driver of data analysis, as is the case with deductive analysis. To do this, the team first 
read the interview text and coded interviews using Nvivo11 for internally emphasised and 
repeatedly mentioned themes related to imported-mango-market situations and trends, 
variety and origin, quality issues and supply chain issues. To best address the research 
questions, similarities and differences were analysed in the perceived opportunities and 
issues discussed by various stakeholders in Shanghai. Consistent with the starting 
definition of the imported mango value chain, the team coded and analysed stakeholder 
interviews for supply chain issues (such as damage) and the challenges and barriers 
related to imported mangoes in the Shanghai market. The results report the strongest 
themes that emerged from the interviews, using representative quotations to support the 
presentation of findings and tables, and a broader selection of quotations to support the 
primary research themes. 
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3 Results and discussion 

3.1 Current situation and trends in the imported mango market in 
Shanghai 

The in-depth interviews sought to gather information from different stakeholders within the 
value chain about their perceptions of the current situation and trends in Shanghai’s 
imported mango market. Most of the importers, wholesalers and retailers expressed the 
view that the imported mango market in Shanghai has a huge market space and potential 
for expansion. The analysis from Nvivo indicated that 11 out of 24 respondents believed 
the potential of the imported mango market in Shanghai was large (see Figure 1 and 
Table 1). Five respondents saw a small opportunity for market expansion, another five 
expressed a view that the market potential was uncertain, and three considered that the 
market would shrink. These findings suggest that most of the interviewees held a positive 
perception of future trends for the imported mango market in Shanghai. 

 
Figure 1. Future trends in the imported mango market in Shanghai 
Source: Authors’ analysis 
Note:  n=24 

Some respondents predicted that the demand for imported fruit in general would grow 
and, as a result, there will be an increase in demand for imported mangoes. One 
stakeholder commented, ‘I am highly positive about the imported mango market in China. 
I think the imported mango still has a huge market space for increase. The domestic 
mangoes also can sell for nearly CNY20 per kilogram during the sales season, a high 
price that can increase the demand for imported mangoes.’  
Further analysis demonstrated that these positive perceptions were driven by the level of 
trust in the quality, appearance and taste of imported mangoes. As the Chinese economy 
grows, income and consumption levels of consumers in Shanghai will increase. As a 
result, a growing number of people will be able to afford imported mangoes and be willing 
to pay a premium price to ensure the fruits’ quality and safety. In addition, it is expected 
that the sales volume and variety of imported mangoes will increase due to: (1) the 
improvement of post-harvest technology; (2) the improvement of transportation logistics; 
(3) the increasing quantity of mid- to high-end supermarkets and fruit retail stores; and (4) 
eliminated tariffs on imported mangoes under the China–ASEAN and China–Australia 
Free Trade Agreement (Australian Mangoes, 2014). 
Negative opinions concerning imported mangoes were also expressed by respondents. 
Some importers and retailers indicated that the imported mango market in Shanghai has 
been shrinking in recent years. 
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Table 1. Current situation and trends of the imported mango market in Shanghai 

Topic Responses 
(n) Examples 

Huge market 
space or 
growth trends 

11 

‘I think the imported mango still has a huge market space for increase.’ 

‘The market will increase because the consumption level is rising.’ 

‘The imported mango market has a great potential; more people are 
going to choose imported mangoes in the future.’ 

Small market 
growth or 
limited growth 
trends 

5 

‘People want to try more fruits, so the demand is still there. There is a 
growth of the Shanghai imported mango market, but in a small 

amount.’ 

‘I don't think the mango market in Shanghai is large. Imported 
mangoes are too expensive and not always enjoyable to eat.’ 

‘The increased production of domestic mango can basically meet the 
demands of Chinese customers. The imported mangoes are mainly 

consumed as gifts.’ 

Hard to say 5 

‘Imported mango market is hard to say, the imported market is in a 
downturn in past several years.’ 

‘It is hard to say whether the market share of imported mango will 
increase. Diversity, quality and quantity of domestic mango supply 

are increasing.’ 

‘If price stays high, it is unlikely to see an increase in the market share 
of imported mango. It is hard to say that the demand will increase in 

the future.’ 

Falling market 
trends 3 

‘The imported mango market is falling in recent years as it faces the 
domestic mango competition.’ 

‘There is a decrease in volume of imported mango from 2015 till now, 
attributed to the competition from Chinese mango.’ 

‘There has been a noticeable decline in quality and quantity of 
imported mango over the past two seasons.’ 

Source: Authors’ analysis 
Note:  n=24 

3.2 Major varieties and the supplying countries of imported 
mangoes in Shanghai 

Shanghai is China’s major centre for tropical fruit import and redistribution (Bo Yang, 
2009). As shown in Table 2 and Figures 2 to 4, the major varieties of imported mangoes in 
Shanghai include the R2E2 from Australia, Kent from Peru, Narcissus from Thailand, and 
green mangoes from Vietnam. A small proportion of imported mangoes come from the 
Philippines (Luzon Carabao), Ecuador (Kent) and Myanmar (Sein Ta Lone).  
Australian mangoes are supplied between late December and February. The varieties 
available last season were Kensington Pride, R2E2 and Keitt, with the R2E2 being the 
most popular variety in the Chinese market. Given their good quality, visual appeal and 
high price, there is a high demand for Australian mangoes in China (Fresh Plaza, 2016) 
and they are reputed to be the ‘Rolls-Royce’ of mangoes, meaning their quality, 
appearance and price is much higher than other varieties in the Shanghai market. 
Australian mangoes are usually purchased as Chinese Spring Festival gifts and are 
displayed in high-end supermarkets and fruit stores. 
Vietnamese mangoes are available in the off-season for Chinese mangoes, with supply 
beginning in October and lasting until April of the following year. According to the 
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interviewees, Vietnam's green mangoes have large seeds and green skins, and because 
of their appearance, people cannot tell whether they are mature. Vietnamese mangoes 
are usually shipped to China from the border and distributed in the same way as domestic 
mangoes, which are packaged in 25-kilogram plastic crates. Thailand’s mangoes are 
available throughout the year. Thai and Australian mangoes are the most commonly 
imported mangoes that are sold in the Chinese Spring Festival season. Thai mangoes 
have a pleasant taste, and they are affordable; however, their numbers are relatively small 
in China. There is little difference between Thai mangoes and domestic Hainan mangoes. 
In 2017, Peruvian mangoes were imported into Shanghai’s market for the first time. As a 
competitor to Australia’s R2E2, Peruvian mangoes are popular during the festival season 
because of their high quality and lower price. 
Table 2. The origin of imported mangoes and seasonal supply in Shanghai, 2017–18 

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec 

AU AU          AU 

Peru Peru Peru         Peru 

  China China China China China China China China   

VN VN VN VN      VN VN VN 

TH TH TH TH TH TH TH TH TH TH TH TH 

PH PH PH PH PH PH PH PH PH PH PH PH 

   MM MM MM       
Source: Authors’ analysis 
Notes:  AU – Australia; VN – Vietnam; TH – Thailand; PH – Philippines; MM – Myanmar 
 

Table 3. Top six mango imports to mainland China by country and volume, 2017 

Country Quantity 
(tonnes) 

Share 
(%) 

Value 
(‘000 USD) 

Share 
(%) 

Taiwan 1830 35.7 5330 28.7 

Australia 907 17.6 4554 24.5 

Thailand 817 15.9 3604 19.4 

Peru 597 11.6 2094 11.3 

Vietnam 226 4.4 85 0.5 

Philippines 102 1.9 830 4.4 
Source: China Customs Statistics 
Note:  Vietnamese mangoes imported from cross-border trade may not be fully counted in official data. 
 

Historically, mangoes imported into China were primarily sourced from Taiwan, Thailand, 
Australia, the Philippines and Vietnam. Since 2017, Peruvian mangoes have entered the 
Chinese market and become a major variety. As shown in Table 3, the top six suppliers of 
China’s imported mangoes in 2017 were from Taiwan, Australia, Thailand, Peru, Vietnam 
and the Philippines, accounting for 87% of the mangoes imported into China. Australian 
mangoes are the most expensive, with an average price of USD5 per kilogram. In 2017, 
the value of imported Australian mangoes accounted for 24.5% of the total value of the 
mango import market in China, although they only accounted for 17.6% of its total volume. 
Vietnamese mangoes are the cheapest variety in China’s imported mango market. 
However, data on Vietnamese mangoes might be inaccurate due to unrecorded, informal 
trade at the China–Vietnam border. Despite their low price, the competitive strength of 
Vietnamese mangoes in China is declining due to their poor quality and competition from 
China’s domestic mangoes. 
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Figure 2. Wholesale market mangoes 
Source: Authors’ images 
Note:  Vietnamese mangoes (left); Thai mangoes (right) 
 

 
Figure 3. Supermarket mangoes, Peruvian Kent 
Source: Authors’ images 
 

 
Figure 4. Hainan province supermarket, Chinese mangoes 
Source: Authors’ images 

3.3 Issues in the quality of imported mangoes in Shanghai 
In the interviews, importers, wholesalers and retailers of imported mangoes described the 
key quality issues that affected their businesses and profits. Qualitative answers were 
coded into five major categories that relate to quality. The primary issue was related to the 
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ripening process: about half of the respondents indicated difficulties in controlling ripening 
of imported mangoes. Other quality issues that emerged included ‘not good taste’ (10 
respondents), ‘not good appearance’ (seven respondents), ‘bio-safety issues’ (five 
respondents) and ‘big seeds’ (four respondents) (see Figure 5). In addition, mangoes 
imported from various origins had different advantages and disadvantages in relation to 
quality (see Table 4). 

 

Figure 5. Key quality issues for imported mangoes 
Source: Authors’ analysis 
Note: n=26 
 
Table 4. Views of mango quality in the Shanghai market, by origin 

Mango origin Quality advantages Main quality disadvantages 

Australian 
(R2E2) 

Nice skin with round shape; good taste, 
with high sweetness and less fibre Difficult to control ripening 

Peru 
(Kent) 

Good shape and good taste Difficult to control ripening 

Thailand 
(Narcissus) 

Good appearance; strong fragrance 
Difficult to control ripening; 

not good taste 

Vietnam 
(Green) 

Large size and good shape; 
green skin 

Difficult to control ripening; not good 
taste; biosecurity issues; large seeds 

Philippines 
(Carabao) 

Nice yellow skin and long strips; very 
sweet and less fibre 

Difficult to control ripening; large 
seeds 

Myanmar 
(Sein Ta Lone) 

Large size with round shape Not good taste; large seeds; 
biosecurity issues 

Source: Authors’ analysis 

It is hard to control the ripening process of mangoes; most imported mangoes have 
matured by the time they arrive in Shanghai due to the time it takes for them to move 
through the long supply chain. Chinese stakeholders are unable to control the ripening 
process in the supply chain, particularly for Australian mangoes. Mangoes are not suitable 
for cold storage, and are exposed to changing temperatures during their passage through 
the supply chain. It is therefore easy for mangoes to lose their quality or even become 
damaged. If the mangoes cannot be sold within two to three days, black spot, wrinkles, rot 
or mould may occur on the skin, which makes them unsuitable for sale. One importer 
commented, ‘How to control the ripening process is very difficult and requires skill. If the 
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mango is picked up too early, it will be unripe and taste bad; if it is picked too late, it will 
become overripe and be easily damaged in transportation.’ 
Regarding taste, most of the respondents agreed that mangoes from Australia and the 
Philippines had the best taste, followed by Peruvian mangoes; Vietnamese and Thai 
mangoes did not taste as pleasant. Chinese consumers like mangoes with high 
sweetness levels and low fibre content. The importers and wholesalers said that the sugar 
level of Australian mangoes in 2017 was a Brix of 14–15, below the general standard of 
16–17. They didn’t taste as sweet and had a less-intense flavour in 2017 compared to 
2016 and 2015. Three respondents indicated that Vietnamese mangoes did not taste 
pleasant and that their quality has declined each year. 
Unfavourable appearance (e.g. black spots and purple, green or wrinkled skin) is a 
significant quality concern for imported mangoes because aesthetic appeal is an important 
factor for sale. According to the interviewees, consumers have higher requirements and 
expectations for the appearance of imported mangoes because they are sold at higher 
prices. It is difficult to sell imported mangoes if they develop dark spots or other visual 
defects. The Australian mango variety (R2E2) has a beautiful appearance, but it readily 
develops black spots on the skin when overripe. One importer illustrated this point by 
stating, ‘Due to the low temperature and repacking procedure in Guangzhou, black spots 
appear on the skin of Australian mangoes when they arrive in Shanghai.’ 
Most of the imported Vietnamese mangoes are green-skinned. This creates further 
difficulties in controlling the ripening process because it is difficult to distinguish between 
ripe and unripe fruit. 
Almost all the respondents said that they didn’t experience any inspection and quarantine 
problems in their mango importation businesses. However, one importer said that the 
disease of stem-root rot was often observed in mangoes from Vietnam and Myanmar; 
many of these fruits were imported via the cross-border trade without strict quality 
inspection and quarantine treatment. 
Finally, some respondents mentioned that mangoes from the Philippines, Vietnam and 
Myanmar had large seeds. In their opinions, large seeds meant less flesh, which greatly 
affected the Chinese customers’ mango consumption experience. One wholesaler 
commented, ‘If the imported mango is sour or has a big seed it will not suit the Chinese 
consumers’ preference.’ 

3.4 Supply chain issues 

3.4.1 How businesses find suppliers 
Quality assurance, long-term cooperation, and price advantage are the primary criteria in 
choosing a supplier of imported mangoes. Many interviewees indicated that the quality of 
imported mangoes and long-term cooperation were the basic criteria. Some importers or 
wholesalers had a quality-control department in their company, which would conduct a 
series of inspections and tests to ensure the quality levels of mangoes met their standards 
before importing from the suppliers. They also had a supplier assessment mechanism that 
would compare the price, quality and the stability of the suppliers. This mechanism sifts 
the lower-quality suppliers out so that a higher quality is maintained. The suppliers’ 
quality-control technology and knowledge are also important concerns. One wholesaler 
stated, ‘We expect our exporting companies to commit to delivering quality mangoes …. 
Their ability to make this commitment is important.’ And a supermarket employee 
commented, ‘Our suppliers must provide high-quality fruits and maintain long-term 
cooperation with us.’ 
Given that the Chinese government has issued more strict supervision over the food 
safety of imported fruits, all imported mangoes sold in supermarkets or by formal retailers 
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need to obtain an inspection certificate from the Entry-Exit Inspection and Quarantine 
bureau (CIQ), as well as the relevant legal proofs to demonstrate quality assurance. As a 
result, whether the suppliers of imported mangoes can provide a CIQ document has 
become a new criterion in selecting suppliers. 
Retailers look for wholesale suppliers who can offer good quality for the lowest price, as 
shown by a retailer who commented, ‘We take the imported mangoes directly from a big 
company in the wholesale market, the quality is guaranteed. What to purchase depends 
on the demand, price and the quality.’ They also pay attention to appearance, preferring 
red and yellow mangoes. Consistency in quality is also an important factor shaping 
retailers’ choice of wholesale suppliers. If the quality fluctuates, the retailers will not 
continue to favour that supplier, or even the mango brand. 
Most of the interviewees indicated that they don't change their suppliers frequently and 
seek to establish a long-term collaboration with suppliers who can consistently provide 
high-quality produce. They realise that establishing a stable relationship with a new 
supplier is time-consuming; if there is a need to change suppliers, they will consider 
consumer preferences for mangoes. One supermarket employee commented on this: ‘We 
basically will not change suppliers. In the procurement process, there may be two or three 
companies doing business with us at the same time, we will choose the cheapest one as 
a supplier.’ For mangoes imported from Vietnam and Thailand, some importers will import 
directly from local growers, choosing a company or grower located in a mango production 
area as this will reduce intermediate trade links and losses during the supply process. 

3.4.2 Damage to imported mangoes 
Damage along the chain 

The qualitative analysis using Nvivo shows that damage to the fruit occurs at all stages of 
the supply chain, such as picking, packaging and transportation. Damage and loss are 
most likely to occur in the wholesale and retail stage, accounting for more than 15% of the 
total (see Figure 6). One retailer commented, ‘The damage happens in the process of 
transportation and waiting for sale.’ Damage in the importing and retailing processes 
account for approximately 5% and 10% of the total damages, respectively. Many 
respondents focused on the damage in the retail section of the supply chain because 
losses are very likely to occur if the mangoes cannot be sold in time. The shelf-life of 
imported mangoes (particularly Australian, Peruvian and Philippine mangoes) is 
approximately three days. After this, damage is likely to occur. Another source of damage 
is related to the loss of weight due to water vaporisation in transportation (3%). 

 

Figure 6. Damage in different sections of the mango supply chain (%) 
Source: Authors’ analysis 
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Reasons for damage 

There are a number of factors causing damage to mangoes, the most significant being if 
they are not sold in a timely manner (see Figure 7). Given that the shelf-life of imported 
mangoes is so short, almost all the retailer and wholesaler respondents reported that 
damage occurs in store if mangoes cannot be sold in time. For example, Australian 
mangoes must be sold within three days because they are already ripe upon arrival in 
Shanghai. Unless this happens, damage will occur at the point of sale. When the 
appearance of Australian mangoes starts to decline, retailers must reduce the price and 
accept lower profit margins to avoid further damage. In both the wholesale and retail 
spheres, a higher price will lead to slower sale speeds and a longer turn-around time, 
which will in turn cause higher rates of damage. A wholesaler in Shanghai provided a 
good example of this point: ‘We bought too much at a time but sold at a low speed, which 
caused losses.’ 
 

 

Figure 7. Reasons for damage to imported mangoes  
Source: Authors’ analysis 
Note:  n=26 

Temperature is the second-most prevalent cause of damage to imported mangoes. 
Mangoes should be stored at 13 ºC; lower or higher temperatures will affect quality. 
However, it is difficult to control temperatures in the retail sales environment, which 
causes damage to mangoes in retail fruit stores. Damage also occurs when mangoes are 
transferred from temporary controlled transit storage to a less controlled temperature 
environment in retail shops. As Vietnamese mangoes are not transported by airfreight, but 
instead by truck, temperature is not well controlled (it is usually too high) and damage 
starts at the beginning of the transport process. 
Being overripe is another cause of damage to imported mangoes. Overripe mangoes 
have an unfavourable appearance, making them difficult to sell. Black spots and decay 
quickly appear on the skin of overripe mangoes if they are not shipped in temporary 
controlled storage. Damage is even worse when chemical ripening is applied to mangoes 
because this reduces the shelf-life of the fruit. 
The fourth cause of damage relates to the length of the supply chain from importers to 
consumers. When imported mangoes come from non-land border countries, damage is 
likely to occur between multiple transportation stops. One importer said that many 
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Australian mangoes are transferred to Shanghai via Hong Kong and Guangzhou, which 
entails a long transportation time, which leads to damage. Similar problems face 
Vietnamese mangoes. One wholesaler commented, ‘The transportation time of 
Vietnamese Mangoes is too long. It usually takes four to five days from the border to the 
Shanghai wholesale market. Mangoes ripen easily and suffer damage due to crushing 
during transportation.’ 
The fifth reason for damage is related to packaging. Due to different packaging 
specifications and sale preferences in various places, the original packaging may need to 
be replaced at different supply chain points. Multiple repackaging events can cause 
damage to mangoes. Imported mangoes from Vietnam and Myanmar are usually 
packaged in plastic baskets that are heavy, expensive, and unable to maintain the 
mangoes’ quality. This type of packaging leads to more damage than other forms. 
Damage in over-land imports can be reduced by improving packaging practices. 
Other causes of damage to imported mangoes include post-harvest processing, 
vaporisation, and forms of retail display. Some retailers do not have enough knowledge of 
mango storage and display, which results in damage to the fruit while they are on the 
shelves. Unreasonable picking, non-standard post-harvest treatment, and vaporisation 
also leads to damage. Mangoes easily lose weight due to vaporisation: box weighing 30 
kilograms usually loses one kilogram of weight due to vaporisation during transportation. 

3.4.3 Challenges and barriers 
Respondents were asked to discuss the key challenges and barriers that hinder the 
development of the imported mango market in Shanghai. Answers were coded into seven 
barriers to market growth. Fifteen of the 26 respondents reported that the major barrier is 
related to the high cost and high price of imported mangoes, particularly the Australian, 
Thai and Peruvian varieties. Some others reported barriers included quality issues (13), 
the short season (6 respondents), packaging problems of imported mangoes (5), 
competition from domestic mangoes (8), and consumption patterns in the Chinese market 
(4) (see Figure 8).  

 
Figure 8. Key barriers of imported mangoes in Shanghai  
Source: Authors’ analysis 
Note:  n=26 
High price is the primary barrier hindering the growth of the imported mango market. One 
importer indicated that high-quality mangoes must be transported by airfreight, which 
increases costs because airfreight accounts for almost half of the total costs. One retailer 
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suggested that high price is also driven by the length of the value chain. Too many costs 
are incurred between the growers and customers. In some cases, the mangoes need go 
through two or more wholesalers before making it to retail shops. Each wholesaler takes a 
cut, and this pushes up the price for the next stage in the supply chain. High-priced 
mangoes only have a high market demand during Chinese holiday seasons (e.g. Chinese 
Spring Festival). For the rest of the year, Chinese consumers are not likely to accept such 
high prices. The market has potential to grow if prices are reduced. One wholesaler 
commented, ‘The price of Australian mangoes imported from Manbulloo Company in 
Australia is about CNY400/box (7.5kg). It is too expensive for the market and the demand 
is thus not strong. The optimal price that the market wishes to pay is about CNY300.’ 
Quality problems such as damage to mangoes in the supply chain are also a big 
challenge facing imported mangoes. As discussed above, it is difficult to control the 
ripening process of mangoes and mango storage requires consistent temperatures during 
transit. Damage is likely to occur when the ripening process is not professionally handled, 
or the storage temperature is not adequately controlled. This point was illustrated by an 
importer who stated, ‘Quality control is difficult after heat treatment. The shelf-life is too 
short (two to three days). We have big issues with the appearance and ripeness when the 
mangoes arrive in Shanghai. The quality of some mangoes is poor when they arrive.’ 
Some respondents mentioned that the quality of Australian mangoes transported via Hong 
Kong is lower than that of airfreighted mangoes. A very common problem among 
Australian mangoes transported from Hong Kong is overripening. 
Imported mangoes face intense competition from domestic mangoes. The production of 
Chinese mangoes reached 1,500,000 tonnes in 2017. Both imported and domestic 
mangoes target the same customers. The domestic mangoes are good quality with a low 
price; imported mangoes cannot compete. During the domestic mango season (summer), 
the demand for imported mangoes reduced greatly. Many interviewees commented that 
the quality of Chinese mangoes is getting close to that of imported mangoes and they 
expect increasingly intense competition between imported and domestic mangoes. One 
wholesaler stated, ‘There is increasing competition between Hainan mangoes and 
imported mangoes because the quality and quantity of domestic supply is increasing 
annually.’ At the same time, more supplying countries such as Ecuador, Pakistan and 
Singapore will enter the Chinese market in the near future. Peruvian mangoes, which 
have just entered the Shanghai market, directly challenge the market demand for R2E2 
mangoes from Australia. This is mainly because Peru supplies mangoes at the same time 
as Australia, but with lower prices. 
The short mango season is another challenge facing imported mangoes. This issue 
particularly concerns Australian mangoes as the supply period of Australian mangoes 
lasts only two months from December to February. One importer commented that if 
Australian mangoes were available all year round, demand would increase in the 
Shanghai market. Another interviewee put it this way: ‘The supply time of Australian 
mangoes is around Spring Festival. If the supply time can be extended and the quality is 
guaranteed, the Shanghai market demand is still very high.’ 
The conflicts between packaging in the countries of suppliers and the consumption 
patterns in China also pose challenges for imported mangoes. Chinese customers prefer 
packaging in 5kg or 10kg boxes. The imported mangoes, however, are usually packaged 
in 6kg to 7.5kg boxes. Mangoes from Vietnam and Myanmar are always poorly packaged 
and are only suitable for the low-end market. Many retailers felt that some suppliers and 
exporters do not have enough knowledge of Chinese customers’ preferences. For 
example, Chinese consumers prefer very sweet fruit, but many suppliers fail to take this 
taste preference into consideration. Furthermore, Chinese consumers do not consider 
mangoes a healthy fruit, and there is some concern about eating imported mangoes 
outside the time periods of the domestic mango season. 
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There are also some other barriers reported for the entry of imported mangoes to the 
market, including policy changes; competition from other imported tropical fruits (e.g. 
durian and dragon fruit); inadequate infrastructure, such as high-speed roads; and cold 
chains in Vietnam and other Asian countries. One of the importers commented on the 
policy issue by saying, ‘Policy differences between countries are important for imported 
fruits. Cooperation rules will impact the future market share of imported mangoes. Policy 
changes will have an impact on demand.’ 

3.4.4 Consumer characteristics 
Retailers from supermarkets, fruit stores, e-commerce enterprises and wet market 
proprietors were asked to discuss the characteristics of consumers of imported mangoes 
in Shanghai. The results showed that these consumers were more likely to have high 
incomes, be from younger generations (born in the 1980s and 1990s), be female, or buy 
fruits as gifts (see Figure 9).  

 
Figure 9. Count of consumer characteristics of imported mangoes  
Source: Authors’ analysis 
Note:  n=26 

Because of the high price of imported mangoes, most of the retailers advised that the 
consumers were mainly people with high incomes. High-earning, young, female office 
workers preferred to buy imported mangoes. 
Another identified consumer group seeks safe and high-quality mangoes for their family, 
or as gifts. In recent years, Chinese consumers have developed concerns about food 
safety, particularly in relation to their children. Some retailers indicated that their 
consumers preferred imported mangoes over domestic ones because they believed high-
quality imported mangoes were safer to eat and were more suitable as gifts. 

3.5 Competitiveness among different countries in Shanghai’s 
imported mango market 

The main sources of imported mangoes in Shanghai are Australia, Peru, the Philippines, 
Thailand and Vietnam. Respondents were asked to rank the competitiveness of imported 
mangoes from each country. The project team created a summary of competitiveness for 
the main supplying countries based on these responses (see Table 5). 
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Table 5. Summary of key competitiveness of top five imported mangoes in Shanghai 

Country of origin Competitiveness 

Australia 
Good appearance 

Good taste 
Good supply season (Chinese Spring Festival season) 

Thailand  
All-year supply 

Good taste and strong fragrance 
Low cost 

Vietnam  
Low price 

Geographical proximity 
Long supply season 

Peru 
Look like Australians mangoes, but cheaper 

Good supply season 
Good taste and quality 

The Philippines 
Very sweet and less fibre 

All-year supply 
Nice yellow skin 

Source: Authors’ analysis 
 

Australian mangoes 

Australian mangoes are available from December through to February. This is 
advantageous, as it is the time of the Chinese Spring Festival and domestic mangoes are 
not in season. The quality of Australian mangoes is excellent, although the price is high. 
They are very popular due to their beautiful colour and round shape, pleasing size, unique 
sweet taste, thick flesh and small seeds. They are the favoured choice for gifts at the top-
end of the market during the Spring Festival. One respondent commented that ‘the 
Australian mango, R2E2, tastes very good and looks very nice with round shape, which 
can be provided during December to February at the Spring Festival season’. 
Thai mangoes 

Respondents advised that year-round supply, even in China’s winter, is the biggest 
advantage of Thailand’s mangoes. Thai mangoes are popular among Chinese consumers 
because their taste is better than domestic mangoes yet they are a similar price. Thai 
mangoes are highly competitive due to their good quality and low cost. One importer 
commented, ‘Thailand supplies mangoes all year, with stable quality and price.’ 
Vietnamese mangoes 

Vietnam is in a subtropical area with a lower latitude and hotter climate than domestic 
mango production areas; therefore, the supply season of Vietnamese mangoes is later 
than China’s. Vietnam shares a land border with China, making transportation convenient; 
as a result, the cost of its mangoes is low. In addition, Vietnam has the advantage of 
having a long mango season, a lot of mango varieties and low labour costs. 
Peruvian mangoes 

Peruvian mangoes are similar to Australian mangoes: they are supplied at a high price 
during the Spring Festival season and are also competitive due to their pleasant 
appearance and high quality. Peruvian mangoes have been part of the Shanghai market 
since 2017. The fruit that arrives in Shanghai is of good quality and is packaged in the 
preferred weights of 5kg or 10kg.  
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Philippine mangoes  

Mangoes from the Philippines have nice yellow skin and a very sweet taste; however, 
there are not many mangoes from the Philippines on the Shanghai market. The 
advantages of less fibre, high sweetness and year-round supply make mangoes from the 
Philippines more suitable for juice, desserts and bakery products.  

3.6 Which segments of the imported mango market will be most 
successful in the future? 

Hypermarkets, supermarkets, mini-marts, specialty stores and e-commerce all operate 
within the retail grocery space in Shanghai. The new retail mode of online-to-offline fresh 
stores has become increasingly popular in recent years. During the interviews, 
respondents were asked to discuss which segments of the imported mango market they 
thought would be most successful in the future. Most of the respondents believed that 
high-end supermarkets, fruit specialty stores and the new online-to-offline retail model 
would be most successful (see Figure 10). Some respondents also suggested that the 
market could be expanded by building multiple distribution channels and reaching into the 
second- and third-tier cities of China. 

 
 
Figure 10. Successful market segment counts commended by respondents 
Source: Authors’ analysis 
Note:  n=26 
It is more practical to sell expensive, high-quality mangoes in high-end supermarkets or 
fruit specialty stores where consumers do not mind high prices. One retailer commented, 
‘The high-end supermarkets and fresh stores such as Ole’, City’super and Miss Fresh 
have the highest potential to grow.’ 
The rapidly developing e-commerce market of fresh produce in China provides a huge 
market growth opportunity for imported mangoes. In 2017, the sales volume of China's 
fresh e-commerce market reached CNY139.1 billion, with an annual growth rate of more 
than 60% (Iresearch, 2018). Furthermore, in recent years a new retail model has emerged 
in China, which can be seen in businesses such as FreshHema and Pagoda (Yun, 2017). 
This new retail model is comprised of online sales based on mobile apps, experiential 
stores for display and sales, and fast home-delivery services. This model serves high-end 
consumer groups, and many respondents indicated that this new retail model has the 
potential to achieve successful market performance. One supermarket respondent stated, 
‘I think imported mangoes can further expand their market share in Shanghai. The trend of 
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China's new retail model is marketing, both online and offline. We believe that if the price 
of imported mangoes is appropriate, we will achieve good sales.’ 
Imported mangoes account for only a small portion of total mango consumption in 
Shanghai and China. Some interviewees suggested that both the traditional sales 
segment and new retail segment have growth opportunities. If imported mangoes can be 
sold in diverse market channels, their market share will increase. People’s income and 
living standards in the second- and third-tier cities are gradually increasing, which has led 
to increased demand for imported fruits. Two interviewees commented that ‘the second-
and third-tier city markets will have a huge space for imported mangoes, because these 
markets still heavily rely on domestic fruits and the quantity of imported mangoes in these 
markets is quite small’. 

4 Conclusion and recommendations 

4.1 Conclusion 
This study has highlighted the challenges and opportunities for the imported mango 
market in Shanghai, China. Analyses were carried out based on in-depth interviews with 
importers, wholesalers and retailers (including supermarkets, fruit specialty stores and 
ecommerce) involved in the imported-mango supply chain. The main conclusions from the 
study are as follows: 

• Imported mangoes in the Shanghai market come mainly from Australia, Peru, 
Vietnam, Thailand and the Philippines; together they account for nearly 90% of 
imported mangoes. Mango exports to Shanghai peak during September to March, 
not during the domestic mango season (April to July). Imported mangoes have 
significant potential in the China market going forward. 

• The quality issues of imported mangoes in terms of poor appearance, short shelf-
life and damage are mainly caused by difficulties in controlling ripeness and in 
storage processes. Other issues such as reduced sweetness, large seeds and 
rough texture will also reduce consumers’ interest in imported mangoes. Quality 
problems and high costs have combined to cause instability in sales volume and a 
downward trend in recent years. 

• The key challenges and barriers for imported mangoes in Shanghai include high 
cost and high price, quality issues, and competition from domestic mangoes. To 
address these challenges and barriers, it is recommended that marketing and 
information-disseminating activities be launched, that intermediate links in the 
supply chain be reduced, and that research and development on post-harvest 
storage technologies and variety improvement be strengthened. 

• Imported mangoes from various countries have diverse competitive advantages 
and are suitable for different market sectors. For example, aesthetically pleasing, 
high-quality Australian mangoes are suitable for the Spring Festival gift market; 
cheap Vietnamese mangoes are suitable for multiple distribution channels; and 
sweet mangoes from the Philippines are best for the dessert and juice markets. 

• Young people with high-incomes who pursue safe, high-quality foods are the main 
consumers of imported mangoes. The high-end specialty supermarkets and fruit 
stores will likely have more market opportunities in the future due to the increased 
population of this group. In addition, new retail models are rapidly developing in 
China, which will also provide market opportunities for imported mangoes. Finally, 
consumer’s purchasing power in second- and third-tier cities is growing. This will 
also create huge market opportunities for imported mangoes. 
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4.2 Recommendations 
This study found five areas of for potential further research. 
Marketing 

Half of the respondents recommended enhancing promotional activities to increase 
demand for imported mangoes, such as more online advertisements and offline 
promotions. Advertising is very important for increasing demand, particularly for high-
priced mangoes. The success story of durian illustrates that advertising is one of the best 
ways to prepare Chinese consumers for the import of tropical fruits. Foreign suppliers may 
not have adequate knowledge of the Chinese market and its consumers, and instead may 
rely on retailers to promote the imported fruit. However, demand in China needs to be 
stimulated by advertising that supports country-of-origin mango communications. One 
importer suggested that mango marketing should refer to online celebrities, improve origin 
traceability information, promote variety and quality, and enhance the customer’s 
experience by providing tastings before purchase. Another retailer commented, ‘Mangoes 
need marketing! Kiwi fruit, dragon fruit, durian and cherries are very popular due to 
successful marketing activities in China in recent years.’ 
Tasting activities are considered effective offline strategies. Consumers are not likely to 
purchase high-priced fruit unless they are familiar with it and enjoy its taste. Consumer 
education is crucial before large-scale importation, particularly in-store promotions such 
as paired tastings of mangoes. Similar tasting strategies have been implemented for 
avocados. 
Another important recommendation is to improve packaging by using transparent boxes 
and visually appealing stickers. One of the supermarket respondents provided an 
example: ‘We select our own packaging. For example, Australia mangoes dominate the 
market during the Christmas and Chinese New Year season. We thus meet the 
consumers’ demands by providing individually packed mangoes in a red box.’  
Some respondents suggested having different reminders for consumers about when the 
mangoes are ready to eat. It is important to educate the consumer on the best time to eat 
mangoe; one option is for ‘best after’ labels rather than ‘best before’ if unripe mangoes 
arrive in stores. One importer commented that ‘we will ask our suppliers to mark the 
cartons with a “best after” date, ensuring customers receive a timely product’. 
It is also important to produce mango-related products, such as mango salads, mango 
juice, canned mangoes and fruit teas. These products may not taste as good as fresh 
fruit, but they are available in large quantities all year round, are low cost, and can be 
adjusted to meet consumer demand (Sun, 2016). 
Another recommendation is to expand the mango market to second- and third-tier cities. 
As Chinese consumers’ incomes increase, the demand for imported fruits in the second- 
and third-tier cities, and even in rural areas, will increase each year and result in huge 
market opportunities for imported mangoes. Large quantities of mangoes are imported 
from Vietnam, Myanmar and other ASEAN countries, which have a large market potential 
in the second- and third-tier cities because of their low price and acceptable quality. To 
better understand the Chinese market, further research and development are needed.  
Supply chain relationships 

Recommendations to improve the supply chain include limiting interim stops and transit 
times, reducing damage during transit and minimising costs. Removing interim stops and 
instead shipping directly from the site of origin to Shanghai is the most effective method to 
minimise costs and reduce the sale price. It would be better if high-quality and high-priced 
mangoes travelled directly from importers to retailers rather than through wholesalers. 
Consistent quality is also important for retailers to build trust and to reduce the risks 
associated with imported mangoes. Many of the respondents believe the current system 
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leads to quality problems and high costs, and would like to see improved supply and 
better logistical arrangements. One retailer commented, ‘Reductions in the middle steps of 
the supply chain can reduce the cost. If the price is lower, sales will rise.’ 
A collaborative supply chain relationship will facilitate high efficiency and low costs, which 
are crucial for achieving growth for imported mangoes in the market. Empowering the 
suppliers who have direct relationships with stakeholders further down the supply chain is 
important. Retailers must ensure they ask relevant, searching questions of their first-tier 
suppliers, and work closely with them to ensure their expectations are understood. 
Suppliers should focus on quality rather than quantity, and retailer collaboration with 
importers and overseas exporters can be instrumental in communicating this focus. 
Therefore, it is important to ensure collaboration between different links in the imported-
mango supply chain in order to make it more effective. 
Post-harvest, storage and transportation 

The primary quality issue for imported mangoes is ripeness. Cold storage temperature 
control, picking time and post-harvest procedures vary between mango varieties. It is 
critical to research and develop the technology of post-harvest storage and transportation 
to maintain the freshness of mangoes, retain their quality and ensure appropriate 
ripeness. Consumers and retailers always hope that imported mangoes are aesthetically 
pleasing and ready to eat at the time of sale, but they acknowledge the difficulties 
associated with achieving this goal. One of the importers recommended, ‘It is very 
important to control the temperature at all points in the supply chain to make sure ripening 
is controlled.’ 
Trade negotiations 

Different countries have various packaging, inspection and quarantine requirements. 
Negotiation and cooperation with trade partners are the only solutions for a smooth and 
prosperous mango trade. Two importers recommended that to improve the imported 
mango quality and meet the market preferences, mango stakeholders should adjust heat 
treatment methods and improve packaging by negotiating with Chinese organisations.  
Varietal improvements and delivering the quality guarantee 

Different market segments have various requirements. Supermarkets necessitate a 
steady daily supply of mangoes; fruit stores need mangoes that are ready to eat; the e-
commerce sector requires mangoes that can survive transport; and the gift market 
demands quality appearance and high-value mangoes. How can the stakeholders in the 
mango chain meet diverse market requirements? One importer and one wholesaler 
commented that variety should be further increased to better meet consumers’ diverse 
demands. Another importer, and one supermarket retailer, asserted that the guaranteed 
quality of imported mangoes is the only way to ensure a high price. 
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6 Supporting documents 

6.1 Interview checklist: importer 
Q1: The company’s annual sales of mangoes: weight (tonne), average price (Yuan/kg) 
Q2: What views do you have regarding the imported mango market in Shanghai? 
Q3: How did you find your current suppliers of imported mangoes?  
Q4: What are the major (in terms of value) mango varieties and countries of origin 

imported by your company? Are there any specific quality problems with them? If yes, 
please describe. (Note: if the respondent is unclear about the variety, please only 
record the country of origin.) 

Variety Origin country Any specific quality problems 

1.   

2.   

3.   

4.   

5.   

Q5: In your opinion, what are the biggest challenges and barriers for growth of imported 
mangoes in Shanghai for importers? Can you recommend priorities or strategies to 
address these?  

Record a maximum of two challenges/barriers per respondent. Use the following items as 
a prompt if needed: quality; seasonality; appearance; price; entry–exit inspection and 
quarantine systems; taste and smell; competing domestic mangoes; transport and cold 
chain logistics; misleading country of origin claim; post-harvest treatment.  

Value chain Challenges/barriers  Recommendations  

Importers 
 

1. 1. 

2. 2. 

 
Q6: Where in the value chain do you think imported mangoes incur the most damage? 
How does this damage occur?   
Q7: What are the most competitive advantages and disadvantages of Australian and 

ASEAN mangoes compared to domestic and other imported mangoes in the Chinese 
market?  
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Country Advantage Disadvantage 

Australia   

Vietnam   

The Philippines   

Pakistan   

Myanmar   

 
Q8: Do you think demand for imported mangoes from Australia and other Asian nations 

will increase in China? In which market segments in China do you think these 
mangoes will be most successful? (e.g. ecommerce, supermarket, fruit store) 

Q9: Describe how you assess mango quality.  
Q9.1: Do you think it would be beneficial to your business if you had access to more 

information such as a quality assessment manual, guide or checklist provided by 
researchers or industry bodies?   

Q9.2: If yes, in which area of quality assessment do you need the most information?  

6.2 Interview checklist: wholesaler 
Q1: The company’s annual sales of mangoes: weight (tonne), average price (Yuan/kg)  
Q2: What views do you have regarding the imported mango market in Shanghai? 
Q3: How did you find your current suppliers of imported mangoes?  
Q4: How confident are you with the country of origin claim on the imported mangoes from 

your suppliers? 
Q5: What are the major (in terms of value) mango varieties and countries of origin 

imported by your company? Are there any specific quality problems with them? If yes, 
please describe. (Note: if the respondent is unclear about the variety, please only 
record the country of origin.) 

 

Variety Origin country  Any specific quality problems 

1.   

2.   

3.   

4.   

5.   
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Q6: In your opinion, what are the biggest challenges and barriers for growth of imported 
mangoes in Shanghai for wholesalers? Can you recommend priorities or strategies to 
address these?  

Record a maximum of two challenges/barriers per respondent. Use the following items to 
prompt the respondent if needed: quality; seasonality; appearance; price; entry–exit 
inspection and quarantine system; taste and smell; competing domestic mangoes; 
transport and cold chain logistics; misleading country of origin claim; post-harvest 
treatment.   

Value chain Challenges/barriers  Recommendations  

Wholesalers 
1. 1. 

2. 2. 

 
Q7: Where in the value chain do you think imported mangoes incur the most damage? 

How does this damage occur?   
Q8: What are the most competitive advantages and disadvantages of Australian and 

ASEAN mangoes compared to domestic and other imported mangoes in the Chinese 
market?  

Country Advantage Disadvantage  

Australia   

Vietnam   

The Philippines   

Pakistan   

Myanmar   

 
Q9: Do you think demand for imported mangoes from Australia and other Asian nations 

will increase in China? In which market segments in China do you think these 
mangoes will be most successful? (e.g. ecommerce, supermarkets, fruit stores) 

Q10: Describe how you assess mango quality. 
Q10.1: Do you think it would be beneficial to your business if you had access to more 

information such as a quality assessment manual, guide or checklist provided by 
researchers or industry bodies?    

Q10.2: If yes, in which area of quality assessment do you need the most information?  

6.3 Interview checklist: retailer (supermarket\fruit store\wet 
market) 

Q1: The company’s annual sales of mangoes: weight (tonne), average price (Yuan/kg)   
Q2: What views do you have regarding the imported mango market in Shanghai? 
Q3: How did you find your current suppliers of imported mangoes?  
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Q4: How confident are you with the country of origin claim for imported mangoes from 
your suppliers? 

Q5: What are the major (in terms of value) mango varieties and countries of origin 
imported by your company? Are there any specific quality problems with them? If yes, 
please describe. (Note: if the respondent is unclear about the variety, please only 
record the country of origin.) 

Variety Origin country Any specific quality problems 

1.   

2.   

3.   

4.   

5.   

 
Q6: In your opinion what are the biggest challenges and barriers for growth of imported 

mangoes in Shanghai for retailers? Can you recommend priorities or strategies to 
address these?  

Record a maximum of two challenges/barriers per respondent. Use the following items to 
prompt the respondent if needed: quality; seasonality; appearance; price; entry–exit 
inspection and quarantine system; taste and smell; competing domestic mangoes; 
transport and cold chain logistics; misleading country of origin claim; post-harvest 
treatment.   

Value chain Challenges/barriers  Recommendations  

Retailers 
1. 1. 

2. 2. 

 
Q7: Where in the value chain do you think imported mangoes incur the most damage? 

How does this damage occur?   
Q8: What are the most competitive advantages and disadvantages of Australian and 

ASEAN mangoes compared to domestic and other imported mangoes in the Chinese 
market?  

Country Advantage Disadvantage 

Australia   

Vietnam   

The Philippines   

Pakistan   

Myanmar   
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Q9: Do you see an increasing share (volume or value) of imported mangoes in your 
business in the next few years? 

Q10: Do you think demand for imported mangoes from Australia and other Asian nations 
will increase in China? In which market segments in China do you think these 
mangoes will be most successful? (e.g. ecommerce, supermarkets, fruit stores) 

Q11: What are the major demographic characteristics (age, gender, occupation, income, 
etc.) of your customers buying IMPORTED mangoes? Are there any differences 
compared to buyers of domestic mangoes? 

 

Major demographic 
characteristics 

Imported mango 
buyers 

Domestic mango 
buyers 

Difference？ 

    

    

    

    

    

 
Q12: Describe how you assess mango quality. 
Q12.1: Do you think it would be beneficial to your business if you had access to more 

information such as a quality assessment manual, guide or checklist provided by 
researchers or industry bodies?    

Q12.2: If yes, in which area of quality assessment do you need the most information?  
Q13: Does your business use QR codes to interact with fruit consumers? 
Q13.1: If yes, can you describe this activity? (i.e. for sales or promotion) 
Q13.2: Do you think a mango QR code strategy could better connect Chinese consumers 

with mango growers? 
Q13.3: If yes, do you have any advice on what content in the QR code might work? (e.g. 

production place, shelf-life) 

6.4 Interview checklist: ecommerce 
Q1: The company’s annual sales of mangoes: weight (tonne), average price (Yuan/kg). 
Q2: What views do you have regarding the imported mango market in Shanghai? 
Q3: How did you find your current suppliers of imported mangoes?  
Q4: How confident are you with the country of origin claim for the imported mangoes from 

your suppliers? 
Q5: What are the major (in terms of value) mango varieties and countries of origin 

imported by your company? Are there any specific quality problems with them? If yes, 
please describe. (Note: if the respondent is unclear about the variety, please only 
record the country of origin.) 
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Variety Origin country Any specific quality problems 

1.   

2.   

3.   

4.   

5.   

 
Q6: In your opinion, what are the biggest challenges and barriers to growth for imported 

mangoes in Shanghai for retailers? Can you recommend priorities or strategies to 
address these?  

Record a maximum of two challenges/barriers per respondent. Use the following items to 
prompt the respondent if needed: quality; seasonality; appearance; price; entry–exit 
inspection and quarantine system; taste and smell; competing domestic mangoes; 
transport and cold chain logistics; misleading country of origin claim; post-harvest 
treatment.   

Value chain Challenges/barriers  Recommendations  

ecommerce 
1. 1. 

2. 2. 

 
Q7: Where in the value chain do you think imported mangoes incur the most damage? 

How does the damage occur?   
Q8: What are the most competitive advantages and disadvantages of Australian and 

ASEAN mangoes compared to domestic and other imported mangoes in the Chinese 
market?  

Country Advantage Disadvantage 

Australia   

Vietnam   

The Philippines   

Pakistan   

Myanmar   

 
Q9: Do you see an increasing share (volume or value) of imported mangoes in your 

business in the next few years? 
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Q10: Do you think the demand for imported mangoes from Australia and other Asian 
nations will increase in China? In which market segments in China do you think 
these mangoes will be most successful? (e.g. ecommerce, supermarkets, fruit 
stores) 

Q11: What are the major demographic characteristics (age, gender, occupation, income, 
etc.) of your customers buying the IMPORTED mangoes? Are there any differences 
compared to buyers of domestic mangoes? 

Major 
characteristics 

Imported mango 
buyers 

Domestic mango 
buyers 

Difference？ 

    

    

    

 
Q12: Describe how you assess mango quality.  
Q12.1: Do you think it would be beneficial for your business if you had access to more 

information such as a quality assessment manual, guide or checklist provided by 
researchers or industry bodies?    

Q12.2: If yes, in which area of quality assessment do you need the most information?  
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