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What is Marketing? 
!  MarkeFng&can&be&defined&as&a&transacFon&for&

profit,&a&sale.&&
"  StaFc,&making&a&sale&is&a&oneLFme&event&

"  Focus&on&making&largest&number&of&sales&possible&

!  MarkeFng&is&everything&you&do&to&promote&your&
business,&from&concepFon&to&regular&sales&to&
loyal&customers&
"  Build&relaFonships,&loyal&customers&

"  Relies&on&word&of&mouth&adverFsing&

"  More&sustainable,&lower&costs&
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What is Marketing? 

Adapted&from&D.&Thilmany&and&K.&CurFs’s&&“MarkeFng&and&PromoFon&Resources:&
Leveraging&ExisFng&Programs&and&Resources”&&hXp://cals.arizona.edu/arec/wemc/
nichemarkets.html.&

What is a Marketing? 

!  4Ps&markeFng&mix&seen&as&too&product&oriented&&

!  A&fi[h&“P”&needed&to&represent&people&or&personnel&

!  Others&suggest&the&model&should&be&consumer&
oriented&and&adopt&a&4Cs*marke&ng*mix:&
"  Place&=&Convenience&
"  Price&=&Cost&to&the&User/Buyer&
"  PromoFon&=&CommunicaFons&
"  Product&=&Customer&needs&and&wants&

Myers,&&G.S.&(2014)&Ag&MarkeFng&101.&University&
of&Maryland&Extension&(UME).&Keedysville,&MD.&
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What is Your Market? 
!  A&wellLdefined&group&of&people&willing&to&buy&

your&products&or&services&
"  Defining&your&market&is&criFcal&for&markeFng&process&

"  Analyze&your&potenFal&market&and&idenFfy&groups&or&
market&segments&you&can&target&

!  The&market&segments&idenFfied&should&guide&
markeFng&strategy:&
"  Undifferen&ated…treat&all&segments&the&same&

"  Concentrated…focus&on&one&parFcular&segment&

"  Differen&ated…looks&at&whole&market,&recognizing&
the&significance&of&each&segment&

Market Research & Planning? 
!  ExecuFve&Summary&

!  Current&SituaFon&

!  CompeFFon&and&issue&analysis&

!  MarkeFng&objecFves&

!  MarkeFng&strategy&

!  AcFon&Programs&

!  Budget&

!  Measurements&

!  SupporFng&Documents&
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Food & Produce Trends 
!  Organic&Foods&

!  Healthy(er)&foods&

!  Restaurant&&&food&industry&trends&

!  Ethnic&&&religious&foods&

!  Value&added/convenience&foods&

!  Value&based&markeFng&

!  Local&Foods&

Organic Foods 
!  Organics&has&been&the&fastest&growing&sector&in&

the&produce&industry&for&the&past&20&years&
!  Organic&food&sales&exceeded&$35&billion&in&2014,&

with&11.3&%&growth&rate&
!  Fruit&&&vegetables&represented&43.3&%&of&organic&

sales&in&2014,&followed&by&dairy&with&14.6&%&
!  38.83&million&people&claimed&to&have&purchase&

organic&food&in&2014&
!  Organic&prices&for&crops&grown&in&Southern&

California&(avocado,&citrus,&berries,&etc.)&sFll&
higher&than&convenFonal&
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Demand for Healthy Foods 
!  Demand&for&healthy,&super&foods&

conFnues&to&grow&
!  Health&and&nutriFonal&benefits&main&

driver&behind&expansion&in&many&crops&
"  Berries,&primarily&blueberries&
"  Pomegranates&
"  Pitahaya&or&Dragon&Fruit&

!  Growers&should&capitalize&on&this&
trend&and&highlight&health&&&
nutriFonal&benefits&of&the&crops&&&&&&
they&grow&

Restaurant & Food Industry 
Trends 

hCp://www.restaurant.org/News-Research/Research/What-s-Hot*
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Ethnic & Religious Foods 
!  Hispanics&buying&power&esFmated&

at&$1.5&billion&
!  Large&number&of&immigrants&from&

Eastern&Africa&and&the&Middle&East&
!  Demand&for&religious&cerFficaFons&

increasing&(Kosher,&Halal,&etc.)&

!  Not*all*African*Americans,*Asian*or*
Hispanic*consumers*are*the*same*
or*have*the*same*food*preferences*

Local Food Movement 
!  Local&foods&perceived&as&fresher,&healthier,&

tasFer,&easier&on&the&environment&
!  Consumers&see&local&more&important&(52%)&

than&organics&&&willing&to&pay&more&(?)&
!  Demand&has&grown&exponenFally&

"  Number&of&CFMs&in&CA&has&grown&from&1&in&1979&to&>700&
today&&&from&1755&in&1994&to&8144&in&the&US&

!  Local&foods&are&changing&the&US&food&systems&
"  Retailers&&&distributors&are&adapFng,&sourcing&and&

promoFng&local&products&
"  ValueLBased&markeFng&&
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Travel and Tourism Trends 
!  Gamping&/&Glampling&
!  Food&and&Culinary&Tourism&
!  The&desire&or&Need&to&Unplug&or&Disconnect&
!  Asventurous&millennials&
!  StaycaFons,&traveling&closer&to&home&
!  Voluntourism&
&
Sources:& &(1)&Fair,&C.&�2015&Tourism&and&Travel&Trends��

hXp://www.slideshare.net/chrisfair/15L024LresLwebinarLtourismL2020LhighLresLopt&
(2)&CurFs,&K.&et.&al.&�Farm&and&Food&Tourism:&Exploring&OpportuniFes.��

hXp://diverseag.org/htm/farmLandLfoodLtourism&
&

Source:*NCAT/ATTRA*hCps://aCra.ncat.org/***

Marketing Channels/Options  Marketing Channels/Options  

Marketing Channels/Options  
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Marketing Channels/Options  
!  Direct*Marke&ng*

"  ULPick&&&AgriTourism&
"  Farmers&Markets&
"  Roadside&Stands&
"  Community&Supported&Agriculture&(CSA)&
"  Internet&sales&

!  Restaurants&
!  Independent&&&Small&Retail&Food&Stores&
!  InsFtuFonal&Markets&
!  Aggregators/Grower&MarkeFng&Coops&
!  Produce&Brokers&
!  Food/Produce&Distributors&
!  Produce&Packing&Houses&
!  Wholesale/Terminal&Markets&

Marketing Channels/Options  
!  Direct*Marke&ng*
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Marketing Channels/Options  
!  Direct*Marke&ng*

"  ULPick&&&AgriLTourism&
"  Farmers&Markets&
"  Roadside&Stands&
"  Community&Supported&Agriculture&(CSA)&
"  Internet&sales&

!  The&skills&needed&are&different&(people&skills)&
!  Management&intensity&is&much&higher&
!  Your&story&becomes&as&important&as&the&

produce&you&are&selling&
!  Only&you&can&decide&if&direct&markeFng&is&for&

you&based&on&your&goals&and&your&plan&

RETAIL*

Marketing Channels/Options  
!  Direct*Marke&ng*

"  ULPick&&&AgriTourism&
"  Farmers&Markets&
"  Roadside&Stands&
"  Community&Supported&Agriculture&(CSA)&
"  Internet&sales&

!  Restaurants&
!  Independent&&&Small&Retail&Food&Stores&
!  InsFtuFonal&Markets&
!  Aggregators/Grower&MarkeFng&Coops&
!  Produce&Brokers&
!  Food/Produce&Distributors&
!  Produce&Packing&Houses&
!  Wholesale/Terminal&Markets&
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Other Market Options/Channels 

Other Market Options/Channels 
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Other Market Options/Channels 

Other Market Options/Channels 
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Other Market Options/Channels 

Other Market Options/Channels 
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Other Market Options/Channels 

Other Market Options/Channels 
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Market*&*Price*Info*
•  USDALAMS&Market&Report&calls&everything&
“Red&Pitaya”&but&refers&to&skin&color,&no&
indicaFon&about&flesh&color.&

•  hXps://www.ams.usda.gov&
•  Market&News&
•  Fruit&and&Vegetables&
•  Fruits&
•  Dragon&Fruit&(Red&Pitaya)&

–  From&here&you&can&refine&the&report&by&market,&date,&etc.&

PACKING/MARKETING 
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10*Things*a*Distributor*Wants*(from*Frieda’s*Finest)&

Understand&your&customer’s&business& Labeling&and&Trace&Back&

ParFcipate&in&MarkeFng& Food&Safety&and&Insurance&

Don’t&be&Greedy& Quality&Control&

Target&Dates&and&Yield&EsFmates& Pack&Size&&&Pricing&

PostLHarvest&Control& Variety&&&Flavor&

Success*in*agriculture*depends*on*marke&ng*what*you*grow*at*a*profit.*Do*your*
homework,*develop*a*business/marke&ng/food*safety*plan*and*spend*&me*talking*to*

prospec&ve*buyers*or*consumers!!*

Get Your Act Together!!&

Resources/References 
!  UCCE*Riverside*–*hCp://hCp://ceriverside.ucanr.edu/*
!  UCCE*San*Diego*-*hCp://cesandiego.ucdavis.edu*
!  UC*Small*Farm*Center*-*hCp://Sfc.ucdavis.edu*
!  UC*SAREP*-*hCp://www.sarep.ucdavis.edu/*
!  UC*Cost*and*Return*Studies*-*hCp://coststudies.ucdavis.edu*
!  NCAT/ATTRA*-*hCps://aCra.ncat.org/*
!  Na&onal*Restaurant*Associa&on*-*hCp://www.restaurant.org*
!  USDA*Ag.*Marke&ng*Service*-*hCp://www.ams.usda.gov/*
!  Ag*Marke&ng*Resource*Center*-*hCp://www.agmrc.org/*
!  Univ.*of*Maryland*Extension*-*hCps:// * * *

*www.extension.umd.edu/agmarke&ng*
!  Western*Extension*Marke&ng*CommiCee*-** *

hCp://cals.arizona.edu/arec/wemc/*
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Questions/Comments: 
Ramiro*E.*Lobo*

UCCE*Small*Farms*Advisor*
9335*Hazard*Way,*Suite*201*

Phone:*858.246.1860*
Email:*relobo@ucdavis.edu*


