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2014 GROWER PRODUCTION NUMBERS
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2022 GROWER PRODUCTION NUMBERS

Grower Volume Ranges

32.8%

1.6%

50.4%

7.3%

5.0% 4.5%

16.4%

10.0%

13.8%

58.2%

Total Acres 52,204



















PROGRAM AREAS

2022-23
TOTAL

BUDGETS
($8,600,000) 

2023-24
TOTAL

BUDGETS
($6,136,000) 

% Reduction

Consumer Marketing $     4,736,549.00 $        3,200,000.00 -32%

Consumer: $     3,925,949.00 $        2,400,000.00 -39%

Retail: $         810,600.00 $           800,000.00 -1%

Consumer Public Relations $         440,500.00 $           190,000.00 -57%

Living Well $           88,430.00 $                              -   -100%

Trade Marketing – Retail $     2,416,646.00 $        2,061,000.00 -15%

Trade Marketing – Foodservice $         725,000.00 $           507,500.00 -30%

Marketing Support $         182,875.00 $           177,500.00 -3%

California Avocado Merchandise Shop $           10,000.00 $                              -   -100%

TOTAL MARKETING BUDGET:  $ 8,600,000.00 $   6,136,000.00 -29%

Consumer:  52% Consumer:  42%
Trade:  48% Trade:  58%
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California Avocados are seen as more sustainable and 

ethically sourced compared to the key competitor

Source: 2023 California Avocado Tracking Study, among avocado purchasers in California (n=500+)

QS6CAL. Thinking specifically about sustainability as it pertains to CALIFORNIA AVOCADOS, Please tell us if each statement is true or false. 

QS6X. Thinking specifically about sustainability as it pertains to [KEY COMPETITOR], Please tell us if each statement is true or false. 

*Q11. How important is it to you that the avocados you buy are grown in the United States?

Sustainable

Ethically Sourced

62%

60%

California

44%

41%

Key Competitor

YES!

Locally Grown



Source: According to a 11/23 survey from McKinsey & Co.,

Source: *Q11. How important is it to you that the avocados you buy are grown in the United States?

64%
say buying locally grown* avocados

is very/somewhat important

Locally GrownMillennialsTotal Respondents

75%
75% of millennial respondents say 

that they consider sustainability 
when they make a purchase

66%
66% of all respondents  say 

that they consider sustainability 
when they make a purchase

72% of respondents reported that they were actively buying more environmentally 

friendly products than they did five years ago, while 81% said they expected to buy 

even more over the next five years.

https://www.mckinsey.com/~/media/mckinsey/industries/retail/our%20insights/the%20state%20of%20fashion%202020%20navigating%20uncertainty/the-state-of-fashion-2020-final.pdf
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https://vimeo.com/925951007/6962926973?share=copy
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