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Abstract TE164512

Building strong brand name for fresh mango product is an important strategy to create
sustainable competitive advantage for Thai mangoes in export markets. The aim of this study
was to develop a brand name for exported fresh Thai mango. The development of the brand
name for Thai mangoes were undertaken in a continue studying processes. The study initiated
by collecting the brand names and brand concepts of the fresh fruit in the markets by literature
researching, interviewing experts and exporters, market observation and focus group brain
storming. The brand concepts obtained from the study were used to develop the questionnaires
for the field survey. The survey of the opinion of the consumers in the target market on the
attribute used for decision making on buying or consume fresh mangoes and the attitudes toward
fresh mangoes was then undertaken. Opinion of the Chinese, Hong Kong, Japanese and Middle-
East tourists were used in the survey. The synthesis of the brand name concept from the
information obtained from the survey and the consumer preferences on the sensory
characternistics of the other studies in this project was then in action. List of brand names and
brand slogans based on the brand concepts obtained were then able to build up. The brand
names and slogans was then selected by the group of experts in marketing and advertising, and
experts in the respective languages, Chinese, Japanese and Arabian. The design of the art works
of the sclected brand names and brand slogans to be use as brand logo, brand sticker on the fruit
and brand name, logo and slogan on the packing box were then developed in opened
competition. Finally the selected designs from the competition selected by the group of experts
had been shown to the mango orchards and exporters and publics.

The results showed that the brand names of fruits in the markets were usually referred
to the place of origin, the best or better quality, the taste or flavor, the freshness, the nutritious,
and an environment. The brand names used for Thai fruits were referred to the greatness, the
good fortune, the grade level and the name of the owners or the company. There were no
significant brand name had been developed for the Thai fruits. The opinion of the focus group
were 1o build the case of remembering brand name, to design Thai symbol in the logo and to
build slogan related to the attribute that important to the buying decision.

The result from the survey showed that the significant attitudes toward fresh mangoes
were “mango is good for your health”, “mango is a high nutritive value fruit”, “mango fruit are

suitable for any time of the day”, “mango fruits are suitable for all age and sex™, “will buy or
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copsume any variety of mango if it is available”, “mango fruit are suitable for all seasons”,

“~eating mango indicates a good taste” and “"mango fruit are valuable gifts”. The significant
attributes on decision making for buying and consuming mangoes were “‘free of toxic
substance”, “smell of mango fruit”, “flavor of mango flesh”, “color of mango fruit”, “price of
mango fruit”, ““convenience of buying”, “texture of mango flesh”, “‘nutritive value of mango”,
~ease of preparation for eating” and “available”.

The brand concepts developed from the synthesis of the survey findings and the
prefered characteristics of mango showed that the sensory charecteristics of the mango: taste,
flavor, color, appearance and texture were the most important attributes to be used for the brand
concepts. The next important attributes for the brand concepts were ** natural”, “nutrition and
healthy™, “‘convinient”, “price”, “prestige™, ““freshness”, “place of origin™, *“variety of mango™
and * suit for every one”. The selected brand name from a list of brand name built on these
concepts was “ThaiMango”, and the selected slogans were *“Your Fresh Taste’” and ““The Fresh

Taste”. These name and slogans were thought to be the most suitable for the introduction of Thai

mango to the [nternational market.





