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Overview

o Agricultural Marketing Orders
o Organic Market Background

o Research Methodology

o Common Themes/Conclusions

o Recommendations
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Traditional Agriculture Marketing Orders
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California Ag Marketing Orders
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Marketing Activities

o Mass Advertising

o Print Media

o Retail Support- point of sale advertising

o Website- farmer directory, recipes, industry data
o Social media

o Nutrition Research
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Organic Market Growth
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Organic Food Sales

U.S. organic food sales estimated to reach nearly $25 billion in 2010

Billion dollars
257

. Fruit & vegetables
. Dairy
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. Fackaged/prepared foods

. Breads & grains

Snack foods

. Meat, fish, poultry
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Source: USDA, Economic Research Service using data from the Nutrition Business Journal.
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Organic % of U.S. Food Sales
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Confusion in the Marketplace
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Research Goals

oldentify organic producer perspectives
o Evaluate impact of MOs on organic sales

oldentity marketing activities to increase organic
sales

o Determine recommendations for MOs
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Methodology

020 Interviews
o3 Focus Groups

o Online Survey
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Organic Farmer Perceptions
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Survey Results
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Conclusions

oMOs don’t promote organic products

o Lack of awareness of MOs

o Farmers leery of government as marketer
oNeed for consumer education

oNeed for organic industry voice
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Recommendations for Marketing Orders

o Reach out to organic growers

o Establish organic marketing program to:
o Provide retail support to produce buyers

o Educate consumers to understand “certified organic”
and increase demand
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Recommendations for Marketing Orders
(cont.)

. Modify existing MOs to allocate a proportional

share of marketing budget to promote organic
products

2. Keep marketing dollars in farmers’ pockets

3. Establish non-governmental organic producer
association
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Recommendations for Marketing
Organic Products

o Relationship with Buyer

o Communicate Value Proposition
o Environmental stewardship
o Values based supply chain
o Family and future generations

o Consistency, Quality, Integrity

o Monitor Market Trends
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