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M I S S I O N  S T A T E M E N T
To maximize grower returns by maintaining 
premium brand positioning for California avocados 
and improving grower sustainability 
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California avocados are highly sought after 
by discriminating consumers who appreciate 

the fruit’s freshness, exceptional taste, 
consistently superior quality and healthfulness.

These consumers look forward to the 
California avocado season and understand 

that supplies may be limited. 
Consequently, they are willing to pay a price 
commensurate with the premium attributes 

of the product,and to choose California avocados 
over those from all other origins.

California avocado growers are highly productive, 
profitable and well-organized. Their production 
practices focus on providing the highest quality 

product possible to a discerning market. 

H  H  H  H  H 

For a list of current California Avocado Commission 
Board of Directors, visit  
CaliforniaAvocadoGrowers.com/your-representatives
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...the 4th of July 
2012 became the 
strongest holiday 

consumption event 
for avocados—ever.

Time and time again during the fiscal year 2011-12 
your California Avocado Commission (CAC) Board 
of Directors and Staff took swift and decisive action 
to address key issues facing the California avocado 
industry . We metaphorically placed stakes in the 
ground to defend our turf against environmental and 
competitive threats that seemed to lurk around every 
corner, and to lay claim to the position California 
avocados have been building for decades as the 
premium avocado in the United States .

One key decision was to claim ownership of the 
American summer holidays and in particular  
the 4th of July . CAC’s Marketing 
Advisory Committee, recognizing 
new threats from imported avocados, 
recommended that CAC support 
our core California market with the 
first television advertising campaign 
in years . Your Board of Directors 
approved a significant investment to 
make an impact on the market . As a 
result, the period around the 4th of 
July 2012 became the strongest holiday consumption 
event for avocados—ever .

Of course our California avocado season requires 
support from start to finish, and CAC provided that with 
an integrated marketing campaign for consumers and 
retailers . It also was a banner year for CAC promotions 
with nineteen different foodservice chains; thanks 
to your marketing team, pretty much every time we 

turned around 
there was another 
restaurant chain 
featuring California 
avocados in their 
promotion . 

We also experienced serious action in the areas 
of production research and industry affairs . Faced 
with a new threat to California avocado groves, the 
Polyphagous Shot Hole Borer (PSHB) beetle, your 
Board of Directors took swift and unprecedented 
action to apportion emergency funding to research the 

dangerous pest . Production research 
continues to be a priority for CAC, 
and a new research project manager 
position helped support this effort .

Increasing customer demand for 
avocados with Good Agricultural 
Practices (GAP) certification 
prompted the Board of Directors 
to approve funds for a GAP audit 
rebate program . This was supported 

by grower GAP education seminars in the field . 
Regional board meetings, field meetings and listening 
sessions along with The Greensheet and From the 
Grove magazine, helped build a stronger connection 
with growers and other California avocado industry 
stakeholders as never before . We must continue to 
build that connection, to respond quickly to threats and 
opportunities and build upon the stakes we laid last year .

StAkinG Our ClAim in 2011-12
A Message from Chairman Ed McFadden 

Ed mcFadden 
Chairman, 

California Avocado Commission

A  M E S S A G E  F R O M  O U R  C H A I R M A N  H  H  H  H  H
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For a consumer, 
[“premium”] 

is something special 
that is worth  

the price paid...

In 2011-12, and for the foreseeable future, the 
California avocado industry’s ability to stand apart in 
a crowded market depends on product quality and the 
value we deliver to our customers . All of the California 
avocado brand development work to date has been on 
the back of strategically-driven, premium positioning 
with retailers, foodservice operators and consumers . 
“Premium” is in the eye of the beholder, however, 
and can mean different things to different people . 
For a retailer or foodservice operator, it most often is 
a means toward greater profits . For a consumer, it is 
something special that is worth the price paid—the 
right combination of quality and 
value . For a grower, it is the farmgate 
price, and it may be the difference 
between long-term success and 
selling the farm .

When we speak of “putting a 
stake in the ground,” we’re simply 
referring to the stark reality that 
“premium” positioning will become 
more important over time, and that 
we cannot rest on our present accomplishments . 
Nor can we retreat . In the market, we staked out 4th 
of July as our own—the premier time to consume 
California avocados, an All-American product—when 
our product is, hands-down, the freshest, best quality 
fruit at retail . Here in California, the stake we used was 
network television, radio and outdoor advertising tying 
California avocados with summer holiday fare, in an 
aggressive campaign designed to capture consumer 

attention while 
sending a clear 
message to the 
competition . We 
also teamed up with 
Denny’s, Chipotle, 
Sizzler and other 
major foodservice operators to get fresh, California 
avocados featured on spring and summer menus . 

Value is closely associated with quality (i .e . it is real) 
as well as certain intangibles (i .e . it is perceived) . For 
example, a consumer’s positive taste experience with 

California avocados is tangible 
evidence of quality while the 
Hand Grown attributes of our fruit 
contribute to the perception of 
value . This past year, survey results 
indicate that the Commission made 
solid gains in building a strong 
preference among consumers for 
our fruit over those from other 
origins . That preference is often 

manifested in the form of a differential between the 
price of California avocados and imported fruit . If the 
price per pound hovers at or below the grower’s break-
even point for profitability, however, a differential may 
not do much to aid grower sustainability; and there 
were certainly times during the 2011-12 season when 
that was the case . Still, the perception of the value of 
California avocados has never been higher .

CAliFOrniA’S PrEmium POSitiOn
A Message from CAC President Tom Bellamore

tom Bellamore 
President, 

California Avocado Commission

H  H  H  H  H  P R E S I D E N T ’ S  M E S S A G E
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But is that enough? I would posit that as aggregate 
demand for avocados in the U .S . grows from 1 .5 to 4 
billion pounds over the next decade, and California’s 
share of market dips below 15 percent, perceived value, 
by itself, will not keep California avocado growers 
profitable . We must continue to cultivate relationships 
with high-end retailers whose consumers place quality 
considerations above price . We must give consumers 
a tangible reason to pay more, and that is both real 
quality in the California avocados they purchase and the 
promise of quality when they go back to purchase again . 
We must be price setters, not price takers .  

In 2011-12, growers met that promise by putting a 
good quality crop on the market . As the competition 
heats up, we will have to continue to do that, and 
more . Certifying your production under Good 
Agricultural Practices (GAP) is one way to do more, 
and the Commission assisted a record number of 
growers over that hurdle by providing technical  

assistance and rebates to those who braved GAP 
audits for the first time .  

There is more work to be done on the quality front, 
however, and as we look to the future, our efforts  
will focus on helping the industry deliver the freshest, 
highest quality California avocados to market . By 
doing so, we will not only assure that demand for 
our product will be strong, but we will enhance its 
inherent value . We’ll also focus on increasing grower 
productivity and sustainability, through research, 
outreach, and issues management . Premium 
positioning—supported by consistently high quality 
production that is delivered to eager consumers soon 
after harvest—may not be the only way to market 
California avocados, but it is the strategy that gives us 
the best prospect for realizing our Vision 2025 goal . 
 
tom Bellamore 
President,  
California Avocado Commission
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Leading up to and throughout the California avocado season,  

marketing continued to reinforce the brand’s premium positioning  

through the California avocado grower campaign . This year, with an influx 

of imported avocados entering the market, CAC put a stake in the ground 

demonstrating a commitment to market California avocados during the 

A M E R I C A N  S U M M E R  H O L I D AY S  

window (Memorial Day through Labor Day), with special emphasis  

on our home turf . In California this focus saw the return of television 

advertising . The campaign promoted California avocados and 4th of July, 

which contributed to it becoming the biggest holiday consumption event 

ever for avocados . Research showed very positive consumer response  

to the TV ads, and that the ads encouraged new California avocado  

usage ideas throughout the season .

H

In California, CAC ran 4th of July television ads for four weeks, generating significant awareness 
while creating an association between California avocado consumption and the 4th of July . 

Preference for California avocados in TV markets increased to 75 percent, a 17 point lift over 2011 .

H  H  H  H  H  M A R K E T I N G
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Print ads in culinary and lifestyle magazines hearkened back  
to nostalgic Americana to convey that California avocados  
have a place on the plate for American Summer Holidays. 

About 30 percent of California’s annual crop is consumed 
through foodservice channels. In 2011-12 CAC bolstered 

California avocado demand with 19 promotions at restaurant chains 
including Chipotle, Denny’s (shown at right), Sizzler and Sodexo— 

a leading provider of food and facilities management services .

M A R K E T I N G  H  H  H  H  H
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CAC partners with infl uential bloggers, encouraging them to serve as third party advocates for California avocados . 
Here, partner chefs Susan Feniger (L) and Mary Sue Milliken (R) off ered a cooking demonstration and judged

a guacamole recipe contest at the CAC-sponsored 2012 Evolution of Women in Social Media Conference .

CAC hosted grove and packinghouse tours to create
a very personal, hands-on experience for bloggers

so they could share the California avocado story
with their followers . One April event alone generated

nearly half a million impressions on the day of the event .
Grove tours with foodservice operators and retailers
educated them about premium California avocados .

H  H  H  H  H  M A R K E T I N G
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CAC partnered with downtown disney 
in Anaheim, Calif . for a second year to 
create California Avocado week during 
the period leading into the 4th of July . 
The event was designed to encourage 
consumers to include California 
avocados in their 4th of July and summer 
gatherings . Downtown Disney executive 
chefs demonstrated avocado culinary 
creations and restaurants throughout 
Downtown Disney featured special menu 
items showcasing California avocados .

CAC shipped more than 4,000 
avocado display bins to retailers, 
along with promotional signage 
to help consumers fi nd California 
avocados in their local stores .

M A R K E T I N G  H  H  H  H  H
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retail feature ads with California  branding
encouraged shoppers to purchase

California avocados during the season .

CAC’s Facebook® following grew to more than 149,000 fans 
in 2011-12, up from 80,000 fans in 2010-11, and social media 
outreach including Twitter® and Pinterest® extended CAC’s 
promotions and co-marketing messages throughout the season .

H  H  H  H  H  M A R K E T I N G
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CAC staff shared California  
avocado data and consumer 

insights with retailers 
and trade media at the 

Produce marketing 
Association Fresh Summit 

in Anaheim . CAC’s booth 
was very popular in part 

because of California avocado 
dishes sampled from the 

Border Grill food truck .

CAC was one of a handful 
of key partners invited 

to participate in Chipotle’s 
Cultivate events held 

in Chicago and Denver . 
California avocado growers 

engaged with consumers and 
the media during the two very 

well attended events . 

M A R K E T I N G  H  H  H  H  H
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When the California Avocado Grower marketing campaign with the Hand Grown in California thematic began 
in 2008, CAC set out to raise consciousness of country of origin and increase preference for the California brand . 
Over the past fi ve years, in the markets where the campaign has run consumer preference and key attributes* have 
improved dramatically and exceeded expectations .

*measured by independent market research from 2012 Bovitz Research and 2008 Cooper Roberts Research

H  H  H  H  H  M A R K E T I N G  R E S E A R C H
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The CAC Production Research Program strives to improve 
economic sustainability for California avocado growers . 
Research projects are focused on helping growers 
increase productivity, manage pests and diseases, 
improve cultural management and maintain premium 
brand positioning .

In 2011-12, CAC’s Production Research Committee 
(PRC) approved a number of research projects under 
the strategic evaluation system developed in 2010-
11 . The system is designed to ensure that production 
research investments will yield actionable, practical 
tools for growers, by “taking science to the grove .”  
A key change in the system is the approval of multi-
year projects without the need of annual proposals . 
Research projects are reviewed annually by the CAC 
Board to evaluate return on investment and potential 
positive impacts on the California avocado industry .

Empowering growers to make the best cultural 
management decisions is the goal of a project to 
develop decision support tools . Through this project 
extensive information will be collected over the next 
five years to aid in the creation of an interactive 
tool for growers to explore the impact that different 
cultural practices have on a grove’s productivity . 
The decision support tool project is creating a 
foundation of knowledge and has already seeded 
other research activity . 

P R O D U C T I O N  R E S E A R C H  H  H  H  H  H
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Other production research projects emphasize 
improving yield along with better salinity and water 
management . Pest and disease threats, plant breeding 
and tree monitoring also continue to be researched . 
Detecting and avoiding the development of resistance 
to valuable pesticides is a major new research initiative .  

In February 2012 a serious threat to the 
California avocado industry was revealed 
when a new fungal disease, Fusarium 
dieback, vectored by a Shot Hole 
Borer beetle was found on backyard 
avocado trees in Los Angeles County . 
CAC’s Board of Directors took fast 

action by allocating significant funding for a major 
survey on the beetle conducted by researchers 
at University of California Riverside . The beetle 
represents a serious threat to California avocado 
groves and an expanded program of outreach and 
further research has been initiated . The Commission is 
working behind the scenes with University of California 

researchers, the United States Department of 
Agriculture (USDA), California Department 

of Food and Agriculture (CDFA) and 
others to understand and control this 
new pest .

A shot hole borer beetle-
infested avocado tree 

showing the development 
of sugar volcanoes around 

the beetle’s entry holes .

| 14
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GAP / GHP
With the mindset that the best way to deal with a 
food safety incident is to not have one, and increasing 
calls from consumers and retailers for growers to 
demonstrate a commitment to Good Agricultural 
Practices (GAPs), CAC hit the ground running in 
2012 rolling out its avocado-specific GAP and Good 
Harvesting Practices (GHP) programs . Since the 
program’s inception in the fall of 2011, reception to 
the program has been very positive: more than 20 
percent of statewide avocado acres have been GAP-
certified under the CAC program in the past year . 

Utilizing funds awarded through the CDFA’s Specialty 
Crop Block Grant, in 2012 CAC redesigned the GAP 
manual, giving it a new, fresh, easy-to-read format . 
In addition a “Quick Start” guide was created as an 
introductory brochure to CAC’s GAP Program . These 
pieces are contained in the “California Avocado Industry 
Food Safety Manual,” and provide California avocado 
growers with tools to prepare for GAP inspection and 

certification . In addition to these materials, the binder 
includes the GHP manual, pre-audit grower checklists, 
forms and logs in both English and Spanish .

Furthering CAC’s commitment to grower communication 
and education, free GAP training seminars were offered 
to avocado producers in February and December of 
2012, with more than 500 growers attending and more 
than 50 percent of the California avocado acreage 
represented . Ken Melban, CAC director of issues 
management, conducted the well-received sessions, 
emphasizing that while avocados are a low risk crop, 
no crop can claim “no risk,” and that the purpose of a 
GAP program is to assure customers that thought and 
action have gone into minimizing the potential for 
contamination by pathogens . 

To assist California avocado growers with GAP 
certification, the Board of Directors authorized a 
reimbursement rebate of up to $300 of actual audit 
costs for GAP audits completed by October 31, 2012 . 
In the f irst year of this program, nearly 200 ranches 
completed a GAP certification audit with over  
$55,000 reimbursed back to growers .

New CAC GAP support materials funded in part  
by a Specialty Crop Block Grant

With food safety top-of-mind, more than 500 growers  
attended CAC’s GAP Educational Seminars in 2012

I N D U S T R Y  A F F A I R S  H  H  H  H  H
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AdvOCACy And iSSuES
Water issues continue to be at the forefront of 
Commission advocacy, with the objective of lowering 
or at least stabilizing water prices . CAC’s strategy with 
wholesale and retail water agencies is to reinforce the 
benefits provided by the agricultural base and build on 
existing support within urban 
constituents for sustaining 
agriculture in their communities . 
Throughout the year CAC 
participated in a number of 
meetings with key stakeholders 
in both southern and northern 
growing regions including 
avocado grove tours for major 
regional water agency board 
members and staff, advocating 
for the development of a water 
pricing strategy that would 
benefit growers . The Commission 
also continues to work at the 
local levels on water issues; an 
example was the intervention 

on behalf of Moorpark avocado growers, resulting 
in reducing a water rate increase of 12 percent to an 
average of four percent . The Commission also funded 
an economic benefits study on the value of agriculture 
to the Escondido region . The f inal report was provided 
to Escondido Growers for Agricultural Preservation and 
proved a key component in their successful defeat of a 
proposed agricultural water rate increase .

Registration of pest control products is also a key 
area for CAC advocacy . Early in 2012, government 
funding for the IR-4 Project, which pursues the 
registration of pest control products in the United 
States for specialty crops including such useful 
materials as abamectin and spinosad, was in serious 
jeopardy of significant cuts . The Commission actively 
advocated with key members of Congress to maintain 
the funding . CAC also was successful in the renewal 

of the Section 18 emergency 
exemption for the use of  
Tre-Hold® A-112 sprout 
inhibitor . Its active ingredient, 
napthalene acetic acid, is 
useful in stumping and 
pruning, reducing costs by 
maintaining smaller canopies 
and thereby helping to reduce 
water and fertilizer use . 
Evaluation of the possibility of 
a United States registration of 
Uniconazole (Sunny), a plant 
growth regulator used in other 
avocado-producing countries, is 
in progress .

Commission staff meet with Valent 
representatives to garner support  
for a possible Uniconazole registration

United States Senator Debbie Stabenow  
(Chair of Committee on Agriculture, Nutrition and 
Forestry), Ken Melban (CAC) and Matt McInerney 

(Western Growers) discuss Farm Bill legislation

H  H  H  H  H  I N D U S T R Y  A F F A I R S
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GrOwEr COmmuniCAtiOnS
Efforts begun in 2010-11 to improve grower 
communications continued in full force in 2011-12 . 
Introduced in fall 2011, From the Grove, CAC’s quarterly 

publication, 
has proven to 
be a highlight 
for growers 
throughout the 
state . Delivered 
to the mailboxes 
of CAC’s nearly 
5,000 industry 
stakeholders, the 

magazine provides in-depth articles on production 
research, avocado industry issues, behind-the-
scenes explorations of CAC programs, and marketing 
features . Calendars of events, profiles of avocado 
industry members and information 
resources also are included at little 
cost to CAC, because the magazine 
generates advertising revenue . In 
addition, CAC continued to provide 
shorter updates, announcements, 
crop and weather reports through 
The Greensheet, a semi-monthly 
online publication . The frequency 
and online format of this electronic 
newsletter allow for more timely 
distribution of news and information .

Moving the needle on the Commission’s grower 
communications initiative, CAC partnered with TMA + 
Peritus (TMAP) in 2011-12, a content marketing and 
web development agency with significant experience 

supporting agriculture 
commodity boards . 
To ensure that CAC 
grower communications 
address the needs 
of the industry, the 
Commission conducted 
a series of “grower 
listening sessions” in 
which CAC listened to 
stakeholder opinions 
about what information they need from CAC, what formats 
are preferred, and when and where information is needed . 
The sessions helped CAC staff understand how to better 
facilitate information, interaction and the sharing of 
ideas . A series of telephone interviews served as a follow 
up on topics that surfaced during the listening sessions . 

To address the input gathered from the grower listening 
sessions and interviews, one of TMAP’s first projects is to 
create and launch a new California avocado grower website 
in spring 2013 .

President Tom Bellamore responds 
to California avocado growers 

during the Grower Listening Sessions

CAC held a series of grower listening sessions in September 2012 
to best understand communication needs

I N D U S T R Y  A F F A I R S  H  H  H  H  H
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