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What"is"Marke.ng?"
!  Marke1ng%can%be%defined%as%a%transac1on%for%

profit,%a%sale.%%

"  Sta1c,%making%a%sale%is%a%oneJ1me%event%

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

!  Marke1ng%is%everything%you%do%to%promote%your%

business,%from%concep1on%to%regular%sales%to%

loyal%customers%

"  Build%rela1onships,%loyal%customers%

"  Relies%on%word%of%mouth%adver1sing%

"  More%sustainable,%lower%costs%



What"is"Marke.ng?"

Adapted%from%D.%Thilmany%and%K.%Cur1s’s%%“Marke1ng%and%Promo1on%Resources:%
Leveraging%Exis1ng%Programs%and%Resources”%%hTp://cals.arizona.edu/arec/wemc/

nichemarkets.html.%



What"is"a"Marke.ng?"
!  4Ps%marke1ng%mix%seen%as%too%product%oriented%%

!  A%fiXh%“P”%needed%&%added%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%

"  Promo1on%=%Communica1ons%

"  Product%=%Customer%needs%and%wants%

Myers,%%G.S.%(2014)%Ag%Marke1ng%101.%University%

of%Maryland%Extension%(UME).%Keedysville,%MD.%



What"is"a"(Your)"Market?"
!  A%wellJdefined%group%of%people%willing%to%buy%

your%products%or%services%

"  Defining%your%market%is%cri1cal%for%marke1ng%process%

"  Analyze%your%poten1al%market%and%iden1fy%groups%or%
market%segments%you%can%target%

!  The%market%segments%iden1fied%should%guide%

marke1ng%strategy:%

"  Undifferen1ated…treat%all%segments%the%same%

"  Concentrated…focus%on%one%par1cular%segment%

"  Differen1ated…looks%at%whole%market,%recognizing%

the%significance%of%each%segment%



Market"Research"Anyone?"
!  Execu1ve%Summary%

!  Current%Situa1on%

!  Compe11on%and%issue%analysis%

!  Marke1ng%objec1ves%

!  Marke1ng%strategy%

!  Ac1on%Programs%

!  Budget%

!  Measurements%

!  Suppor1ng%Documents%



Marke.ng"Channels/Op.ons""
!  Direct"Marke.ng"

"  UJPick%&%AgriTourism%

"  Farmers%Markets%

"  Roadside%Stands%

"  Community%Supported%Agriculture%(CSA)%

"  Internet%sales%

!  Restaurants%
!  Independent%&%Small%Retail%Food%Stores%

!  Ins1tu1onal%Markets%

!  Aggregators/Grower%Marke1ng%Coops%

!  Produce%Brokers%
!  Food/Produce%Distributors%
!  Produce%Packing%Houses%
!  Wholesale/Terminal%Markets%



Source:"NCAT/ATTRA"hLps://aLra.ncat.org/"""



Direct"Marke.ng"to"Consumers"
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Marke.ng"Channels/Op.ons""
!  Direct"Marke.ng"

"  UJPick%&%AgriJTourism%

"  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%marke1ng%is%for%

you%based%on%your%goals%and%your%plan%

RETAIL"



Other"Marke.ng"Op.ons/Channels"
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Other"Marke.ng"Op.ons/Channels"



Trends"
!  Organic%Foods%

!  Healthy(er)%foods%

!  Restaurant%&%food%industry%trends%

!  Ethnic%&%religious%foods%

!  Value%added/convenience%foods%

!  Value%based%marke1ng%

!  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.)%s1ll%

higher%than%conven1onal%



Demand"for"Healthy(ier)"Foods"
!  Demand%for%healthy,%super%foods%

con1nues%to%grow%

!  Health%and%nutri1onal%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%&%

nutri1onal%benefits%of%the%crops%%%%%%

they%grow%



Restaurant"&"Food"Industry"Trends"
hLp://www.restaurant.org/NewsSResearch/Research/WhatSsSHot"



Ethnic"&"Religious"Foods"
!  Hispanics%buying%power%es1mated%

at%$1.5%billion%

!  Large%number%of%immigrants%from%

Eastern%Africa%and%the%Middle%East%

!  Demand%for%religious%cer1fica1ons%

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,%

tas1er,%easier%on%the%environment%

!  Consumers%see%local%more%important%(52%)%

than%organics%&%willing%to%pay%more%(?)%

!  Demand%has%grown%exponen1ally%
"  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%adap1ng,%sourcing%and%

promo1ng%local%products%

"  ValueJBased%marke1ng%%
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PACKING/MARKETING"
•  Few%handlers/packers%available%in%SoCal,%may%

have%to%pack%on%your%own%

•  Most%buyers%want%fruit%commercially%packed%

in%6,%10,%and%20%lb.%boxes.%

•  Market%preference%for%red/colored%flesh%

varie1es,%over%$%1.00%more%per%pound%

•  Most%imports%from%Vietnam,%Nicaragua,%

Florida%and%California%appear%on%Reports%

•  Quality,%flavor,%local…our%selling%points!%



PACKING/MARKETING"



Pitahaya"Market"&"Price"Info"
•  USDAJAMS%Market%Report%calls%everything%

“Red%Pitaya”%but%refers%to%skin%color,%no%

indica1on%about%flesh%color.%

•  hTps://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.%



Packaging"and"Marke.ng"
Date" Market" Origin" Color" Pack" Type" Price"US"$"

8/18/14% Los%Angeles% Nicaragua% Red%% 10%lbs.% Conven1onal% 32.00%–%33.00%

8/18/14% Los%Angeles% Vietnam% Red% 10%lbs.% Conven1onal% 23.50%–%29.00%

8/18/14% Los%Angeles% California% Red% 10%lbs.% Organic% 57.50%–%57.50%

8/18/14% Los%Angeles% California% Red% 6%lbs.% Organic% 42.85%–%42.85%

8/18/14% San%Fran% Nicaragua% Red% 10%lbs.% Conven1onal% 38.00%–%38.00%

8/18/14% San%Fran% Florida% Red% 20%lbs.% Conven1onal% 50.00%–%50.00%

8/18/14% San%Fran% Florida% Red% ¾%B.C.% Conven1onal% 60.00%–%65.00%

Source:%USDA/AMS%Website%



Packaging"and"Marke.ng%
Commodity" City"Name" Type" Package" Variety" Sub"

Variety" Grade" Date" Low"
Price"

High"
Price"

Mostly"
Low"

Mostly"
High" Origin"

DRAGON%FRUIT%

(RED%PITAYA)% BOSTON% %% 20%lb%cartons% WHITE%FLESH% %% %% 8/20/15% 45% 45%%% %% FLORIDA%

DRAGON%FRUIT%

(RED%PITAYA)% BOSTON% %% 20%lb%cartons% RED%FLESH% %% %% 8/20/15% 45% 45%%% %% FLORIDA%

DRAGON%FRUIT%

(RED%PITAYA)% BOSTON% %% 20%lb%cartons% RED%FLESH% %% %% 8/20/15%%% %% %% %% FLORIDA%

DRAGON%FRUIT%

(RED%PITAYA)% BOSTON% %% 4.5%kg%cartons% RED%FLESH% %% %% 8/20/15% 59% 60% 59% 59%VIETNAM%

DRAGON%FRUIT%

(RED%PITAYA)% DALLAS% %% 10%lb%cartons% %% %% %% 8/20/15% 63% 63%%% %% VIETNAM%

DRAGON%FRUIT%

(RED%PITAYA)% LOS%ANGELES% %% 10%lb%cartons% WHITE%FLESH% %% %% 8/20/15% 30% 40% 35% 35%VIETNAM%

DRAGON%FRUIT%

(RED%PITAYA)% NEW%YORK% %% 10%lb%cartons% WHITE%FLESH% %% %% 8/20/15%%% %% %% %% VIETNAM%

DRAGON%FRUIT%

(RED%PITAYA)% NEW%YORK% %% 10%lb%cartons% RED%FLESH% %% %% 8/20/15%%% %% %% %% VIETNAM%

DRAGON%FRUIT%

(RED%PITAYA)% PHILADELPHIA% %% 20%lb%cartons% WHITE%FLESH% %% %% 8/20/15% 50% 50%%% %% FLORIDA%



Marke.ng"Pitahaya"or"Dragon"Fruit:""
10"Things"a"Distributor"Wants"(from"Frieda’s"Finest)%

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

Par1cipate%in%Marke1ng% Food%Safety%and%Insurance%

Don’t%be%Greedy% Quality%Control%

Target%Dates%and%Yield%Es1mates% Pack%Size%&%Pricing%

PostJHarvest%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!!"



Who"will"buy"Your"Pitahayas?"

•  Melissas’%/%World%Variety%Produce%

•  Frieda’s%%
•  Whole%Foods%Market%

•  EcoJFarms?%

•  California%Tropics?%
•  Stelhy%Farms%Market?%

•  Carreño’s%Produce?%



Economic"Prospects%
•  Great%poten1al%as%a%commercial%crop%alterna1ve%

•  Establishment%costs%are%high%and%can%range%from%
$15000J25000/per%acre%%

•  Value%per%acre%can%be%significant%if%yield%and%quality%
are%maximized%(>%20,000%lbs/acre)%

•  Downward%pressure%on%price%will%con1nue%because%
of%increased%domes1c%produc1on%and%import%volume%
($1.50%to%$3.00/lb.%farm%gate%prices;%$6J8%at%CFMs)%

•  Red%fleshed%varie1es%usually%sell%at%a%higher%price%
than%white%fleshed%varie1es%(~%$1.00/lb)%

•  Risky%Business…BE%CAUTIOUS!!%



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

"www.extension.umd.edu/agmarke.ng"
!  Western"Extension"Marke.ng"CommiLee"S"" "

hLp://cals.arizona.edu/arec/wemc/"



Ques.ons/Comments:"

Ramiro"E."Lobo"
UCCE"Small"Farms"Advisor"
9335"Hazard"Way,"Suite"201"

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


