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Why do we need branding?



Differentiating the cultivar

We don’t need to make it different, we just need to
highlight its

ts not about branding head on with current avo Brands, its albout
differentiation based on a cultivar and characteristics

Emphasis on the
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It's about a move...

Rationadl

Do I want it?

What does it do?
What does it cost?
How does it compare?

fo...
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I want it...

It looks cool...

I'm going to get it...

I only want this one...




j Consumer education

CONSUMPTION

Inforiing, Vot e ve-celer aud consumer p i .

Tell the consumer what they are buying & enjoying...
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What is in it for the farmer?

Added

v GROWING MARKET ror suSTAINABLE GROWTH
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Production growth

WE'RE DOUBLING FOURTEEN YEARS WORTH OF PRODUCTION IN JUST
MORE THAN TWO YEARS
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Ofther Industries. ..




Ofther Industries. ..
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Maluma - Just another avo?



Fruit Size

Mal|uma
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Better external appearance
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No Internal cold damage

EVEN UP TO -4C
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Taste...

A indulgence

MCIMAYY&CI s oil levels are

more consistent throughout
its maturity cycle than Hass.
't means more consistent

and
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Fruit flesh %




/?l[[es6este

. £ekler
‘Kwaliteit weens passie’



Heritage

Mai|uma
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Characteristics

in summary thicker akin

Wam,% %«Xme

amall seced




Our Brand. ..
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Brand personality

VISUd

Out therell Creclive

preet L MODERN




Aim of the Brand
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CREATE AWARENESS
OF DIFFERENT AVOD CULTIVARS
ENTICE THE CONSUMER THROUGH VISUAL STIMULATION
PROVIDE BACKING TO A QUALITY PRODUCT
DEVELOP THE LOCAL AVOCADO MARKET
FOUCATE THE LOCAL CONSUMER
IN- TERMS OF TASTE
IN TERMS OF USAGE
IN TERMS OF A UNIQUE CULTIVAR
PROVIDE THE CONSUMER WITH AN EXPERIENCE
ENSURE THAT THE CONSUMER KNOWS WHAT HE/SHE BUYS
PROVIDE CONSISTENT QUALITY
ENSURE RESPONSIBLE PRODUCT HANDLING AND PRODUCTION
DEVELOP A MARKET FOR THE MALUMA FARMER



Not For Profitlll!

THERE 1S NOW FINANCIAL GAINS FOR ANY ENTITY INVOLVED OTHER THAN THE
SECONDARY ADVANTAGES OF PRODUCTION AND MARKETING.

The Main aim---The pmvﬂege of producmg F’\aLuma

We want to allow
the farmer to do
this by being
proactive




The Way Forward

TWO ESTABLISHED BRANDS PROVIDE CREDIBILITY
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Currently 3 farmers, but
participation is completely

voluntary

ArVikado




Dankie

v :i‘%
@ A [lés6este§
broelers

“Kwaliteit weens passte



