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John Lamb
outgoing Chairman

Ihave faced many challenges in my 
years as a California avocado grower, 
and during my 15 years of service 

on the California Avocado Commission 
I have witnessed countless behind-the-
scenes adjustments made mid-season to 
secure the best possible outcome for grow-
ers. But nothing compares to 2020.

Our ability to move such a high 
volume of fruit, to adapt our growing 
operations to a pandemic and still advance 
advocacy and research efforts that are criti-
cally important to our industry is some-
thing to be admired. It is a testament to 
the spirit of dedication and collaboration 
with which we operate — partnering with 
industry members within our state and 
around the globe to ensure our growers are 
informed, competitive and represented. 

Prior to the start of the season and 
before the spread of COVID-19 it was 
business as usual with CAC’s Industry 
Affairs team reaching out to legislative 
members to address growers’ top-of-mind 
concerns. For example, Commission board 
members and staff met with Congress-
woman Julia Brownley to discuss immigra-
tion reforms, express support for the Farm 
Workforce Modernization Act and address 
the impact of Public Safety Power Shutoffs. 
These initial discussions led to collabora-
tive sessions with Southern California Edi-
son to address PSPS concerns and helped 
us, as an active member of the Agriculture 
Coalition for Immigration Reform, secure 
a House bill to stabilize our current work-
force and outline steps to ensure future 
reliable labor.

As industry operations began to 
face intermittent, and often stark, labor 
shortages due to the pandemic, we joined 
the agricultural industry in voicing the 
importance of limiting disruptions to the 

H2-A workforce. This united front helped 
us encourage the State Department to 
increase H2-A processing through consul-
ates and expand interview waiver eligibil-
ity. We also worked with California legisla-
tors to advocate on behalf of growers for 
relief measures that would minimize the 
effects of agricultural overtime laws slated 
to begin in the near future.

With the Transitional Agricultural 
Water Rate set to expire at the end of 
2020, we joined forces with the San Diego 
County Farm Bureau and San Diego 
County agricultural water agencies to 
secure approval of the Permanent Special 
Agricultural Water Rate. As a result, grow-
ers in this region who opt in now perma-
nently receive a 27% wholesale rate savings 
in exchange for lower water supply and 
reliability. Throughout the year the Com-
mission continued to engage with local 
water agencies concerning the importance 
of delivering low salinity water and kept 
growers informed of water quality con-
cerns impacted by the State Water Supply.

OUTGOING 
CHAIRMAN’S LETTER

Prior to the pandemic, 
the Commission met in 
person with Congress-

woman Brownley to discuss 
immigration reforms, the 

challenges of Public Safety 
Power Shutoffs and support 

for the Farm Workforce 
Modernization Act.



immediately reached out to congressional 
members and U.S. Department of Agricul-
ture and administration staff to press for 
cash relief for our growers, and successful-
ly secured  $14 billion in additional fund-
ing for farmers that included eligibility for 
avocado farmers through the CFAP2.

Because of the pandemic, growers 
had to quickly adapt operational practices 
across the board to protect the health 
and wellbeing of their staff. As part of its 
grower outreach and education mission, 
the Commission launched a COVID-19 
resource page and provided weekly — of-
ten daily — updates on the latest COVID-
19 protocols and resources. 

The Commission also ensured grow-
ers were kept abreast of the latest advances 
in research and cultural management 
practices, including heat damage, weed 
management, cover crops, climate change 
impacts, soil health, root rot, laurel wilt, 
pollinators and avocado branch canker. 
Cover crops are an increasingly cost-effec-
tive and impactful cultural management 
tool, so we hosted two field days at Pine 
Tree Ranch where growers could explore 
the Commission’s cover crop demonstra-
tion areas. We partnered with Dr. Jonathan 
Dixon, Chief Technical Officer Seeka 
Limited in New Zealand, to share informa-
tion about the potential of growing GEM 
avocados in California. Dr. Tim Spann, 
Danny Klittich (Redox) and Doug O’Hara 
(Somis Pacific) hosted a Pine Tree Ranch 
Grower Open House and recorded their 
discussions concerning fertility, ranch 
management and on-site research, which 
were shared in video format with growers. 
We also collaborated with global subject-
matter experts and hosted an avocado 
branch canker virtual field day with Dr. 
Tim Spann, Dr. Themis Michalidies, Pro-
fessor of Plant Pathology at the University 
of California Davis Kearney Agricultural 
Research and Extension Center, and Dr. 
Liz Dann, Principal Research Fellow with 

After 15 years of dedicated advocacy 
on behalf of growers, the Commission 
was pleased to announce the signing of a 
Phase I trade agreement between the U.S. 
and China on January 15, 2020 in which 
California avocados was one of only four 
products listed. In April, with the Califor-
nia Avocado Protocol signed, the Commis-
sion worked collaboratively to prepare a 
list of California packers for final approval 
and established plans to assist packers with 
the timing of marketing and promotional 
opportunities.

With sustainability increasingly on 
the minds of consumers and our retail 
partners, the Commission hosted two 
grower sustainability focus groups to assess 
current practices and determine what, if 
any, changes were needed to our current 
growing practices. Based on these discus-
sions, our growers’ experience operating 
under strict state and federal laws and 
our historical commitment to food safety, 
we determined our growers will not be 
excessively burdened by current sustain-
ability standards and put into place plans 
to expand sustainability initiatives in the 
near future. 

It quickly became apparent the Coro-
navirus Food Assistance Program would 
not be applicable to California avocado 
growers because the impacts to our grow-
ers occurred after the April 30 deadline for 
reported losses eligibility. The Commission 
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Dr. Liz Dann, Principal Research 
Fellow with the Queensland 
Alliance for Agriculture and Food 
Innovation at the University of 
Queensland, Australia,  shared 
her expertise with hundreds of 
attendees during the Commis-
sion’s Avocado Branch Canker 
Virtual Field Day. 
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the Queensland Alliance for Agriculture 
and Food Innovation at the University of 
Queensland, Australia. 

To assess the efficacy of giberel-
lic acid and growers’ experience with the 
plant growth regulator, we distributed a 
survey to our growers. According to the 
results, the use of GA is a growing trend 
in our industry with no growers reporting 
any negative effects and 86% noting they 
were satisfied with GA’s performance and 
will use it again.

Commission-funded production 
research projects also led to new and im-
portant developments. CAC released new 
optimum avocado leaf nutrient concentra-
tion ranges based on research conducted 
by Drs. David Crowley and Carol Lovatt. 
Dr. Patricia Manosalva’s rootstock breed-
ing program chose the most promising 
rootstock candidates, began running seven 
trials across California avocado growing 
regions and firmed up its plans to com-
mercially release the best rootstocks within 
five years. Research findings were shared 
from the collaborative Avocado Tissue 
Culture research and cryopreservation 
project at Huntington Botanical Gardens 
designed to reduce propagation costs and 
time. Although COVID-19 hampered 
pesticide research related to the avocado 
lace bug, advances were made in tracking 
the pests’ spread. In addition, the Commis-
sion’s proactive efforts to address the threat 
of laurel wilt advanced with researchers 
making progress on identifying natural 
enemies that could play a role in mitigat-
ing the pest.

It is amazing to me that we were able 
to accomplish so much on all these fronts 
— finding new ways to collaborate and 
make progress in the midst of a pandemic. 
It has been an honor to serve on behalf of 
our growers and to work with Commission 
staff, even during a season as challenging 
as this. I have faith the Commission will 
continue to press for what is in the best 

interests of our growers, that our partner-
ships will help us negotiate from a position 
of strength and respect, and our growers’ 
dedication to producing the very best 
avocados will carry us through any turmoil 
we may face.

Dr. Patricia Manosalva’s 
rootstock breeding pro-
gram is in the process of 

running rootstock field tri-
als for the most promising 

candidates in monitored 
locations across California 

avocado growing regions.

The collaborative Avocado Tissue Culture research and cryopreservation project 
at Huntington Botanical Gardens could lead to reductions in propagation costs 
and time.  (Photo by Raquel Folgado, The Huntington)



6 California avoCado Commission

Rob Grether
incoming Chairman

INCOMING 
CHAIRMAN’S LETTER

While it is most likely any sem-
blance of “normality” won’t 
return until deep into our 2021 

season, as a California avocado grower and 
the incoming 2020-21 Chairman I have 
every confidence in our future. That confi-
dence is rooted in our core strengths — the 
leadership of our Commission, the art and 
science of our marketing programs, the 
experience of our diverse board and the 
commitment of our growers. 

The California Avocado Commission’s 
ability to communicate, collaborate, advo-
cate, identify potential threats and press for-
ward on opportunities to expand our mar-
kets will serve us well into the future. This 
year, the welfare of our staff and agricultural 
enterprises was dependent upon a complete 
restructuring of how we did business — and 
the information guiding those decisions 
changed at warp speed. The Commission 
did an exceptional job of weeding through 
near constant industry and government bul-
letins and sharing critical information with 
growers as soon as it was available so we 
could make informed decisions and pro-
tect the well-being of our families, staff and 

operations. And they did so while advancing 
important research projects, gaining access 
to markets in China, and advocating strongly 
for COVID-19 relief, a stabilized workforce 
and fair agricultural water rates. 

With nine consecutive Produce Busi-
ness Marketing Excellence awards under 
our belts, we clearly have mastered the art of 
marketing. But it is the data-driven science 
behind the campaigns that will continue to 
drive our success in this realm. On the trade 
side, we have developed a precise tiered 
marketing system by which we identify ideal 
retail and foodservice partners, craft custom-
ized promotions, track their effectiveness 
and utilize that data to determine whom we 
will partner with and how we will proceed 
the following season. On the consumer side, 
we  are  able  to  make  nimble,  swift,  cost-
effective adjustments to marketing cam-
paigns throughout the season by monitor-
ing trends and social media conversations, 
tracking engagement and generating rich 
new content that is engaging and relevant to 
our targeted audiences.

With a wide range of professional and 
personal experience, our board is well situat-
ed to address the challenges of this industry 
across diverse sectors. Our board mem-
bers are committed individuals with high 
standards who will utilize their experience 
to work together constructively on behalf 
of our industry. It also is reassuring we have 
welcomed younger members to our board, 
establishing a line of succession that will help 
ensure the sustainability of our industry. I 
also am confident our Production Research, 
Marketing and Finance committees will 
utilize their experience to make informed 
decisions on technical and fiduciary issues, 
continuing our history of fiscal responsibil-
ity, use of cost-effective marketing tools and 
prudent management of assessment dollars 

The California Avocado 
Commission earned its 
eighth consecutive Produce 
Business Marketing Excel-
lence award. 



that will serve us well in the future.
As for our growers, we come from all walks of life but 

have one thing in common — our commitment to producing 
the best avocados across the globe. In an era in which consum-
ers increasingly care where their food comes from, how it is 
produced and who is behind that production, we are fortunate 
our growers are willing to engage with the community. Wheth-
er it is attending avocado festivals, hosting avocado grove tours 
or sharing our stories in publications and marketing materials 
— that level of accessibility resonates with our targeted con-
sumers. 

Our growers also are engaged in the growing process 
itself — attending field days and seminars, opening their groves 
to research trials, providing crop survey data critical to the tim-
ing and reach of marketing and collaborating with the Com-
mission to identify issues and gaps in cultural management that 
need to be addressed. 

As growers, we are humbled by, and respectful of, our 
role in the state’s economy — generating business activity, creat-
ing jobs, producing labor income and indirect business taxes 
that fund local, regional and state programs. According to the 
CAC-commissioned Economic Impact of Avocado Growers and 
Handlers in the State of California, we generate $1.4 billion of 
overall business activity in our state annually, more than $581.8 
million per year in labor income and another $35.5 million in 
additional indirect business taxes. All of this is possible because 
we have the support of the Commission, award-winning mar-
keting programs that drive demand, a knowledgeable board 
steeped in the challenges and opportunities of our industry and 
growers who will not compromise on quality.

I look forward to serving our grower community, repre-
senting one of the most respected brands in our industry, help-
ing forge partnerships and advocating for thoughtful legislation 
as we move forward — together — on a slow but steady path 
back to normality. 
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California avocado growers 
generate $1.4 billion of overall 
business activity in our state 
annually, more than $581.8 
million per year in labor income 
and another $35.5 million in 
additional indirect business 
taxes.

The Commission is proud to welcome its new Execu-
tive Committee members, dedicated individuals who 
will work tirelessly on behalf of California avocado 
growers.

Chairman
Rob Grether

Vice-Chairman
Ryan Rochefort

Treasurer
Jason Cole

Secretary
Jessica Hunter
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PRESIDENT’S LETTER

Tom Bellamore
president

With a projected 370 million 
pounds of fruit sizing nicely on 
our trees, the early 2020 Cali-

fornia avocado season began with a sense 
of optimism and robust early-season activ-
ity as Big Game promotions were rolled 
out in January at small, local retailers and 
February shipment volume proceeded at a 
pace well ahead of prior years. 

And then in March, as the Califor-
nia Avocado Commission’s marketing 
team prepared to segue from early season 
activity to vigorous California avocado 
prime season promotions, the landscape 
of American life changed drastically as 
COVID-19 began to make swift progress 
across the United States. As a nation, we 
wrestled with economic instability, social 
justice and disruptions to our way of life as 
industries scrambled to find new ways of 
doing business.

While the entirety of the season 
may not have lived up to our pre-season 
expectations, rather than dwell on “what 
could have been,” we are better served by 
recognizing what we accomplished and 
how we did so. We harvested 376 mil-
lion pounds of fruit and generated $411.5 
million — the fourth highest crop value in 
the industry’s history — with a pandemic 

raging and social unrest simmering. 
Further, the Hass Avocado Board 

recorded 2.8 billion pounds of total 
volume in the U.S. — outpacing the 2.6 
billion pounds of the previous season. 
That 200-million-pound gain was largely 
attributed to the increased volume of more 
than 150 million pounds from California. 
It is no small accomplishment that we were 
able to move that extra volume during an 
extremely volatile and uncertain year at 
a price per pound reflective of similarly 
sized crop years: $1.10 in 2020 (376 mil-
lion pounds), $1.13 in 2018 (338 million 
pounds) and $1.09 in 2016 with 401 mil-
lion pounds harvested.

Our ability to do so was not mere 
happenstance. In the most unpredictable of 
years, the strength of our brand, the Com-
mission’s keen understanding of Premium 
Californian consumers, the depth of our 
partnerships with targeted retailers and 
foodservice chains as well as our ability to 
adapt swiftly and soundly are what carried 
us through.

Delivering on Our Brand Promise
Since its inception, the Commis-

sion has worked diligently to define and 
refine our brand, to identify our targeted 

The Commission’s breakthrough 
“the best avocados have California 

in them” advertising campaign 
showcased quintessential Califor-

nia imagery across outdoor, digital 
and social media platforms.
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consumers (now referred to as Premium 
Californians) and to cultivate an under-
standing of them that allows us to fully 
engage with one another. In the bleakest of 
years the very attributes we tout — premi-
um quality, fresh-to-market, locally grown 
by California farmers — resonated deeply 
with our targeted consumers. 

As COVID-19 stay-at-home orders 
were put into place across the state in 
March, volume shifted to retail amidst 
panic buying and mandatory restrictions 
on restaurants. Despite the pause placed 
on foodservice volume and promotions, 
we exhibited strong returns with California 
avocado growers harvesting nearly 46.7 
million pounds through March 22 as com-
pared to 5.1 million pounds for the same 
time period during the prior year. Demand 
remained strong with harvesting through 
April representing nearly 31% of the 2020 
total crop at nearly 117 million pounds.

In April, as the pandemic flared and 
the nation struggled to get a toehold on 
this new reality, an article in Bloomberg 
confirmed what our strong returns were 
showing — Americans in need of comfort 
were choosing avocados. “The pandemic 
has totally transformed the way the world 
eats,” observed Bloomberg. “There is no 
trend, exactly, other than this: People want 
comfort. They also want to eat their way to 
stronger immune systems…eating health-
ier than they would have at restaurants. 
Avocados are in.” 

Indeed, California avocados re-
mained “in” throughout the season. 
According to data from the California 
Avocado Tracking Study, which included a 
section on COVID-19, 65% of Californians 
surveyed continued to consistently pur-
chase the fruit during the pandemic and 
18% bought more because they perceived 
the fruit to be satisfying (48%) and healthy 
(47%). Further, data clearly demonstrated 
our brand differentiators — freshness, 
reliability and grown by California farmers 

— remained very important to consum-
ers when selecting avocados at retail and 
figured into their perception that the fruit’s 
“premium quality” is “worth paying more 
for.” 

Understanding and Engaging with Our 
Premium Californians 

The Commission has long sought 
to better understand its targeted consum-
ers — commissioning studies, tracking 
impressions and monitoring social media 
conversations to help us refine our market-
ing and engagement strategies. This year, 
as our nation faced mul-
tiple crises, our willing-
ness to listen to Premium 
Californians and address 
their concerns was para-
mount to driving demand 
across the season. 

In March, cog-
nizant that consumers 
were adapting to major 
changes in their life-
styles — telecommuting, 
preparing more meals 
at home, tending to the 
needs of children being 
schooled at home, making 
less frequent trips to the 
store — the Commission 
swiftly adjusted market-
ing plans and shifted bud-
get allocations to digital. 
Another key component 
was a shift in messaging 
— our goal was to serve 
as a trusted information 
resource capable of ad-
dressing their unease and 
meeting their needs. One 
of our first steps was to reassure consum-
ers our fruit was safe by showcasing our 
long history of safe growing and handling 
practices. We also provided direction on 
the safe washing, handling and preparation 

The Commission’s Blogger Advocates 
combined their compelling storytelling 
talents with vibrant imagery to inspire 
consumers to venture out and support a 
local restaurant by enjoying a delivery or 
takeout California avocado meal.
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of California avocados. With consumers 
preparing more meals at home and making 
less frequent trips to the grocery store, we 
provided them with a wide range of at-
home California avocado usage ideas that 
were easy to prepare, required few ingre-
dients and demonstrated how avocados 
could be safely frozen for later use. We 
continued to monitor social conversations 
and as the season progressed with people 
adjusting to COVID-19 restrictions as the 
“new normal,” the Commission shifted to 
inspirational recipe and usage ideas to help 
consumers cope with the fatigue of prepar-
ing more meals than usual at home.

The Commission’s social media 
strategies have always been adapted to the 
unique character and style of a particular 
channel and the consumers who flock to 
them. But this year, as social unrest began 
to take hold, what an organization did or 
did not say and where they chose to adver-
tise on social media became particularly 
sensitive. Having assessed the character 
of conversations taking place within the 
various social media environments, the 
Commission prioritized Pinterest and In-
stagram channels where uplifting, educa-
tional and lifestyle-focused content suited 
to the California Avocados brand resided 
— sharing striking California avocado 
photos, helpful information and at-home 
recipe ideas. With more consumers eager 
to learn how to prepare meals at home, 
the Commission’s YouTube channel had a 

particularly strong showing 
this year with a 60% increase 
in subscribers and 11.1 mil-
lion video views — a 270% 
increase from the prior year. 
In addition, the Commission 
expanded its LinkedIn chan-
nel with 526 new followers 
and a 6% engagement rate 
well over the 2% average for 
the platform. LinkedIn view-
ers demonstrated a particular 

interest in our growing process, with one 
California avocado grower video garnering 
nearly 31,000 impressions. The Commis-
sion continued to monitor the conversa-
tions happening on social media and by 
the end of June resumed to all our social 
media platforms with positive, inspiring 
recipe content and self-care posts.

Media play a key role in helping us 
expand the reach of our messaging. Typi-
cally, the Commission’s public relations 
program involves a series of in-person 
media/influencer events where Commis-
sion staff and select chef partners showcase 
the advantages of California avocados with 
lively preparation demonstrations and 
robust discussions over a shared meal. This 
year, the Commission found creative new 
ways to connect with media as in-person 
events were cancelled across the state. For 
example, the planned California Avocado 
Month event at Vespertine in Los Angeles 
was converted to a special at-home meal 
delivery from Chef Jordan Kahn — named 
“best new chef ” in 2017 by Food & Wine 
magazine. Likewise, the Summer at Home 
program was reworked so members of the 
media received hand-delivered California 
avocado meals from three-award winning 
chefs in Seattle, Portland and Sacramento. 
These meals were supplemented with 
Commission talking points to help the 
media address the top-of-mind concerns 
and interests of their audiences.

The Commission also worked closely 

Rubio’s foodservice promotion, 
which features the California 
Avocados brand logo and fresh 
slices of the fruit, capitalizes on 
consumers’ interest in healthy 
out-of-home dining options.
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with its 13 Blogger Advocates and seven Living Well Brand Advocates, tweaking recipe 
themes, photography and content based on surging consumer trends driven by pandemic-
adjusted lifestyles. CAC’s Blogger Advocates utilized their compelling storytelling talents 
and luscious photography to compose inspiring California-avocado-themed posts suited to 
at-home meal occasions and shared them across their blogs, social media channels and the 
Commission’s consumer website. The Living Well Brand Advocates, chosen for their unique 
culinary passions and health and wellness expertise, served as a critical source of informa-
tion for consumers and retailers during a year in which healthful recipes were of particular 
interest. Their expertise was shared across social media, on YouTube, in Facebook Live 
events, in television appearances and was integrated into custom retail dietitian programs. 

Together, the advocates garnered a solid 54.2 million impressions.
While many brand websites saw steep drops to their unpaid traffic during the pan-

demic, visits to the CaliforniaAvocado.com recipe page grew 36% year over year with 
nearly 2.3 million visits. Our ability to buck this trend was aided by the relaunch of the 
consumer website on a new platform that allowed us to streamline navigation, improve 
accessibility on mobile devices and make it easier for staff to generate and upload a constant 
stream of fresh content. In addition, the marketing team’s long history of engaging with 
avocado lovers on social media, monitoring current trends and responding to consumer 
inquiries had provided us with a library of high value content that we deftly repurposed for 
the moment at hand. 

California avocado fans 
can share their love of 
the fruit by sporting 
American-made Califor-
nia avocado gear.

Inspired by fans seeking 
California avocado-
branded merchandise,  
the Commission launched 
ShopCaliforniaAvocado.
com in September. 
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Although the Commission’s marketing and content plans changed across the 
spectrum, CAC was able to launch the new breakthrough advertising campaign, “the 
best avocados have California in them” and showcase the compelling creative in both 
the consumer and trade realms. The new campaign, with its playful quintessential 
California imagery, contributed to significant lift in California avocado awareness and 
positive product perception. 

Consumer advertising included outdoor advertising with billboards in Los 
Angeles and San Diego, as well as a BART train wrap in the Bay Area. As COVID-19 
restrictions went into place, advertising shifted to videos and custom content on digital 
platforms such as Tastemade, Viant and YouTube. Hulu, a digital television platform, 
emerged as the best performing media site of the season, while audio advertising on the 
digital Spotify and Pandora music channels secured millions of additional video views. 

With a robust California avocado crop on the trees, digital ads played a 
critical role in ensuring consumers could easily locate the fruit at local re-
tailers when they ventured out. Digital brand ads secured 89 million video 
views and digital retail ads garnered another 9 million video views. Across 
the season, additional advertising across top social media platforms earned 
5.5 million engagements.

In September, the Commission proudly launched an online Califor-
nia avocado merchandise shop — inspired by years of inquiries from fans 
who frequently asked CAC staff at events and festivals where they could get 
their own California avocado-branded apparel. Now fans can conveniently 
choose from an array of USA-made products: everything from avocado-
bedecked socks and totes, to beach towels and hoodies. To ensure word 
reached a wide swath of targeted consumers, a dozen top-tier food and 
lifestyle reporters and 20 targeted Instagram influencers received California 
avocado gear and were invited to share their love of the fruit on their digital 
and social channels. 

Building Demand While Addressing Challenges in Retail and Foodservice 
Sectors

Across the nation, industries had to adapt to the realities of COVID-
19 — taking swift action under unprecedented conditions that could very 

well determine whether or not their operations survived. The Commission focused its 
energies on providing both its retail and foodservice partners — who faced very differ-
ent challenges — with promotional opportunities that would provide strong differentia-
tion, drive traffic to their location, build avocado demand and place minimal responsi-
bilities upon their staff. 

Rather than implement standard early season display contest promotions that 
would increase demands on the retail workforce, the Commission initiated goodwill 
efforts with California avocado-branded thank you kits while giving retailers time to 
adapt their operations to the pressures placed upon them by the pandemic. We also 
hosted virtual collaboration sessions with targeted retailers to better understand the 
challenges they were facing, then armed with that knowledge our teams developed 
tailored, targeted ready-to-use multifaceted digital marketing and social media as-
sets to drive brand awareness and sales. Social-retail advertising was hyper-targeted 
and included store location data to direct consumers to grocery stores with California 

As COVID-19 lockdowns went 
into place, the Commission 
changed its messaging to ad-
dress consumer concerns about 
food safety and how they could 
preserve their food to minimize 
trips to the grocery store.
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avocados. With higher volumes of avocados 
on hand, the Commission extended custom-
ized marketing support into the late season 
harvest.

With the issuance of stay-at-home or-
ders, the foodservice industry had to adapt 
— almost overnight — to the cessation of 
on-premises sales. While the loss of dine-in 
traffic set the industry back, the Commission 
adopted the position that online ordering 
and curbside service opened new promo-
tional opportunities via websites and social 
media. Thus, we worked with select foodservice partners to create digital promotions 
that would distinguish them from the competition and encourage consumers who 
were mainly sheltering at home to enjoy fresh California avocado menu items through 
takeout, curbside or delivery services.

Playing on the very attributes that most appeal to our targeted consumers, 
foodservice promotions were designed around common themes — the chance to enjoy 
premium California avocados as a comfort, an indulgence or a “good for me” respite 
from meals prepared at home. Menu Matters custom research with foodservice patrons 
indicated the halo effect of the Golden State fruit remained strong throughout the 
pandemic with the majority of customers indicating interest in where their fruit comes 
from and nearly half of respondents willing to pay more for California avocados. Data 
also indicated CAC’s foodservice themes dovetailed nicely with patrons’ perceptions 
— avocados were the crop most associated with California and “California” was itself 
strongly associated with fresh and healthy.

Leadership and Industry Support Builds Strong Future Position
As a leader in the industry, the Commission felt it was critical to demonstrate 

support and foster goodwill by participating in collaborative initiatives. Although 
virtual trade shows presented challenges, the Commission found they also presented 
new opportunities to engage with peers, 
exchange ideas and showcase the California 
Avocados brand. Therefore, we sponsored 
and attended three of the industry’s most 
widely recognized virtual events — United 
Fresh LIVE, the Produce Marketing Associa-
tion Fresh Summit and PMA Foodservice 
Delivered.

The Commission also pitched the idea 
of a webinar for foodservice professionals 
to Food News Media and participated in 
the resultant “What Matters Most for Your 
Post-Pandemic Menu” webinar, address-
ing foodservice operators’ concerns while 
building brand recognition. Finally, we were 
honored to take part in a special project — 

Always a marketing 
innovator, the Com-
mission participated 

in United Fresh 2020 
Live!, the produce 

industry’s first global 
virtual trade show.

Chef demonstrations 
during virtual trade shows 
provided industry decision 

makers and influencers 
with the opportunity to 

discuss the versatility of 
California avocados and 

brainstorm ideas with 
CAC marketing staff.
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To contact a CAC representative, please visit: 
CaliforniaAvocadoGrowers.com/Commission/your-representatives
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the Kitchen Collaborative. Five furloughed 
chain culinary directors crafted recipes 
that were shared with sponsors, and then 
donated their proceeds in support of the 
Children of Restaurant Employees non-
profit group.

This wasn’t an easy year for any of 
us. But this year has demonstrated our 
commitment to producing the best, most-
desired avocado on the planet, our diligent 
efforts to build a premium brand, and our 
never-ending quest to understand and 
engage with our consumers and industry 
partners can sustain grower viability in 
the most trying of times. The FOB price 
advantage of California avocados within 
California averaged +7% over imports 
March – September 2020, with a high of 
+29%. And outside California, our avoca-
dos delivered an average FOB price advan-
tage of +5% over imports, reaching as high 
as +19% from March – September 2020.

Although we may have stumbled pe-
riodically this year, as a whole our industry 
took a solid step forward on the path to 
our future. Seventy-seven percent of the 
2020 crop was sold in the Pacific region 
and the 2020 California Avocado Track-
ing Study showed improvements vs. 2019 
both in-state and beyond. The belief that 
California has the most premium quality 
avocados grew significantly in Arizona and 
Utah, and 80% of U.S. respondents said it’s 
important that the avocados they buy are 
grown by California farmers, a significant 
jump from 2019. That bodes well for our 
future.

Ultimately, to have safely harvested 
our fruit, generated a respectable crop val-
ue, assisted our retail and foodservice part-
ners in dire times, demonstrated support 
for and leadership within our industry, and 
launched a breakthrough advertising cam-
paign with a pandemic raging and social 
unrest simmering gives me every reason to 
believe we will see even greater gains when 
we get back to business as usual.
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