M I S S I O N S TAT 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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Message from Outgoing
Chairman, Charley Wolk
At this time last year I said that I had confidence in the future of
the California avocado brand, the Commission and your new Board.
California avocado growers expressed that same confidence and
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affirmed the value of the work done by the California Avocado
Commission (CAC) when we approved the referendum to continue
Commission operations for another five years. CAC is on the
right path to foster demand and strengthen industry value, as
demonstrated by the outstanding results this past season.
Although the economy remains in the doldrums and consumers
have less disposable income, shoppers were willing to buy California
avocados at unprecedented prices in 2011. It was a year for the
record books and celebration of success is warranted. But let’s be
cautious here; it is critical that we manage our expectations and stay
focused on building demand. We must keep the California brand
premium position strong.
There is increased competition with world avocado production
approaching an average of 7.5 billion pounds yearly. We have new
competition during California avocado season and global competitors
are investing both in marketing and production research. On the
home front the industry is faced with rising input costs, particularly
water and labor. Much work remains to be done to continuously
improve the California avocado industry’s competitiveness.

particularly proud of the achievements CAC made in 2010-11 in
the area of Good Agricultural Practices (GAP). We formed a new
committee that developed an avocado-specific, workable GAP

Charley Wolk

handbook and program that will greatly benefit the industry. We also

Outgoing Chairman

reformed the Production Research Committee (PRC) with a new
strategic framework and joined forces with an international research
consortium to get more bang for the buck from CAC’s research
investment. CAC significantly improved communication to California
avocado growers with increased personal outreach and a new

We must keep
the California brand
premium position strong.

magazine. In an effort to increase production and better manage
high density plantings, CAC has focused efforts toward achieving
registration of uniconazole-p (Sunny®) for use on avocados in
California. Smart investment in industry affairs, production research
and marketing is imperative to maintain product quality and a
premium position for California avocados.

M es sag e f ro m Outgo ing Cha irm an

We must constantly strive to deliver outstanding results. I am

President’s Message
The California avocado industry is experiencing a paradigm shift.
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While avocado supply into the U.S. has doubled over the last ten
years, remarkably, consumer demand has outpaced that supply.
For two consecutive years California avocados have been powering
toward a premium position in the marketplace, with back-to-back
record results. Prior to 2010, the California avocado industry had
never reached an annual crop value of $400 million. Now this
threshold has been crossed two years in a row, with this year’s crop
worth nearly $460 million on a volume of 302 million pounds. Can
this performance be repeated? With the momentum this industry is
building it is certainly within the realm of possibility.
The unprecedented performance the industry enjoyed in 201011 was the product of teamwork. California avocado growers and

Tom Bellamore
President

handlers closely coordinated the harvest to send a steady flow
of top quality fruit to the market. Rather than bristle at rising lug
prices, retailers stayed in the game, reducing their margins to keep
California avocados attractive to their customers. Consumers did
their part too, by purchasing avocados throughout our season, even
in the face of increasing prices for fuel and food, including most
produce items.

The unprecedented
performance the industry
enjoyed in 2010-11 was the
product of teamwork.

Your team at CAC also contributed to the industry’s record-breaking
success. Strong marketing programs conducted under the direction
of CAC’s vice president of marketing, Jan DeLyser, not only caught
the attention of consumers and moved product at record prices,
but garnered recognition from within the produce industry as well.
At the Produce Marketing Association Fresh Summit convention
in Atlanta, Jan was honored as “Produce Marketer of the Year.”
In acknowledging her leadership and CAC’s ground-breaking
marketing, The Packer newspaper called her, “the consummate

Pr esid ent’s Mes sag e

marketer; an incredible thinker… the ultimate consensus builder
and the face of the avocado industry.” Whether engaged in
marketing, industry affairs, production research or administration
on behalf of California’s avocado growers, CAC’s seasoned
team of 13 staff members carried out their duties with passion
and commitment—from prudently managing the Commission’s
finances to tackling the tough issues such as water pricing and food
safety. The 2010-11 year delivered unprecedented performance
in many areas beyond the critical measure of crop value. CAC
continued its focus on marketing and further developing California
avocado branding to maintain the premium the brand commands.
Avocados achieved an average retail price of $1.31 (each) during

Bryan Silbermann, president
of Produce Marketing Association,
congratulates Jan DeLyser on receiving
The Packer’s “Produce Marketer
of the Year” award.

California avocado season and an elevated average price per pound
never before seen industry-wide. Most importantly, consumers
strengthened their preference for the brand.
There remain many industry challenges to face, among them water
issues, the alternate bearing crop and new competitive threats.
CAC’s Seven-Point Plan, which provides focus and direction towards
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meeting CAC’s 10-year strategic goals and addresses key industry
challenges, is well underway. We made substantial progress in
identifying and addressing key issues such as Good Agricultural
Practices (GAP) and grower communications. Under Chairman
Wolk’s leadership the PRC was reformed and refocused, aligning the
research program with the rest of the business strategy and making
significant progress towards our goals.
The key challenge for CAC as we move forward is to convert the
unprecedented performance of the last two years into long-term,
sustainable value for California avocado growers.

Pr esid ent’s Messa ge

Unp r ecente d Per fo r ma nc e a t a Gla n c e

Unprecedented Performance
at a Glance
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Marketing
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California avocados experienced a banner year of consumer
demand with unprecedented grower returns and retail prices.
For the past two years during the California avocado season
(April through September), retailers were able to command a
30 percent higher price point than during the October through
March timeframe.

Consumer Advertising
The Commission’s marketing campaign kept a strong focus on
California branding and message integration in all aspects of the
marketing mix to create demand in season. Continuing the California
avocado grower campaign with Hand Grown in California thematic
and strongly communicating the premium California brand, new
marketing outreach reinforced authenticity and grower stories to
enhance the brand positioning. In recognition of the Commission’s
marketing and merchandising accomplishments, CAC received
the Progressive Grocer Retail Leadership award, commending the
Commission for being one of six best-in-class promotional and
marketing commodity boards.
Consumer advertising is a central pillar in California avocado
marketing, with activity concentrated in western states where
the majority of California avocados are purchased. This year’s
successful campaign kicked off with the announcement “California
Avocados Have Arrived,” making sure shoppers knew that it was
time to ask for their favorite avocados. Later, “Get ‘em While They
Last” ads created a sense of urgency and reinforced communication
of CAC’s season as it drew to a close. Media coverage included
national print ads, regional radio, in-store signage, outdoor
billboards and local transit ads on the Bay Area Rapid Transit
System. The combined effort generated more than one billion
advertising impressions.

Ma rk eting

...retailers were able
to command a 30 percent
higher price point than
during the October
through March timeframe.

Sponsorship activity complemented traditional media. CAC created
the first-ever “California Avocado Week” at Downtown Disney in
Anaheim, Calif., from June 26 through July 2, helping to raise
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consumer awareness of California avocados leading up to a key
avocado consumption period around the fourth of July. The event
featured sampling of California avocado dishes prepared by
Downtown Disney’s executive chefs, along with daily guacamole
contests. CAC has promoted the association of California avocados
with summer holidays for decades, and in 2012 will put an even
stronger emphasis on July 4th activities.
CAC also partnered with America’s Test Kitchen (ATK), which has
more than two million viewers per television episode, to promote
a wide variety of California avocado usage. The program included
on-air and online sponsorship elements including TV billboards, web
banners, Facebook® contests and CAC’s first “Twitter® Party.” As a
result of the partnership, CAC grew its Twitter following and the CAC
email list grew by more than 62,000 subscribers by securing partner
positioning on the ATK email sign up page, growing the monthly
newsletter list to more than 100,000 subscribers.

Online and Social Media Marketing
As a trailblazer in the online produce marketing arena, the
Commission maintained on-going content updates and promotions
on CaliforniaAvocado.com, and developed a new user-friendly
mobile site where shoppers and on-the-go consumers with a
smartphone can access valuable, timely information including
recipes, nutrition information and more. CAC has taken full
advantage of new social media opportunities to disseminate content,
earning a fan base unequaled by any other fresh avocado marketer.
CAC is very active on Facebook®, and by the end of fiscal year
2010-11, CAC’s Facebook® page had more than 80,000 fans.
Regular Twitter® activity helped promote brand loyalty; garnering
more than 2,600 followers.

California Avo Babies®
Mar k eting

CAC combined social media, retail activity and public relations to
create a California Avo Babies® contest. This contest promoted
California avocados as a great first food for babies, encouraging new
users from the earliest possible age. Drs. Bill and Jim Sears provided
credible medical recommendations endorsing avocados for babies
and families; The Drs. Sears include California avocados as both the

CAC’s “California Avocado Week” at Downtown Disney featured
dishes prepared by Downtown Disney executive chefs and popular
daily guacamole contests.

number one fruit on their “Top 10 Fruits” list and as an entry on their
“Top 12 Family Foods” list. Public relations secured more than 16
million media impressions linking California avocados and babies.
The Avo Babies® program also achieved outstanding consumer
interaction, with 290 contest entries (93 percent above goal), 30,000
Facebook® visits and many consumers sharing personal stories about
their babies and California avocados with each other on CAC’s page.
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Consumer and Trade Public Relations
Overall, CAC’s consumer and trade public relations outreach
generated an unprecedented number of nonpaid media impressions,
including more than 1.1 billion for consumer, 5.7 million for
foodservice and 1.4 million for produce/retail trade PR.
The California Avocado Artisan Chef program was a key facet of the
Commission’s consumer public relations program. Launched three
years ago, CAC expanded the Artisan Chef program, partnering
with many chefs who utilize locally grown products, represent the
artisan cooking style and enjoy working with California avocados.
This year, CAC kicked off the California avocado season with one of
New York’s leading chefs: Ivy Stark, executive chef of Dos Caminos

The Commission
was recognized
as being a leader
in blogger marketing.

restaurant, who promoted California avocado-centric recipes at
media appearances and through social media leading up to and on
Cinco de Mayo.
Avocado grove tours for the media, registered dietitians, trade partners and key accounts educated VIPs and influencers about California avocados and avocado nutrition. The tours provided a first-hand
look at how the fruit is hand grown and packed, and demonstrated
a wide variety of avocado usage ideas. In the months following the
tours many of the attendees spread the word about California avocados. For some who work with very long lead times the tours provide
a foundation for coverage that will occur this coming season.
The Commission was recognized at the October 2011 Produce
Marketing Association Fresh Summit and in trade publications as
being a leader in blogger marketing. Bloggers — what some are
calling “the new media,”— are playing an increasingly influential
role in consumer communication, providing credible and personal
endorsements of the products they like. To ensure that California
educational events for influential bloggers, including chef dinners
and sponsorship of Camp Blogaway, a conference for food and
recipe bloggers, highlighting marketing campaign messages and the
consistent quality of the fruit.

Ma rk eting

avocados have a place in the food blogging world, CAC hosted

Retail
Consistent quality is a major selling point for California avocados. A
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survey conducted in the summer of 2011 showed that the overwhelming reason retailers carry California avocados was because
they perceive them to be higher quality than imported avocados.
Also, more than 70 percent cited the Commission’s marketing support as another key reason they carry California avocados.
With a shorter crop and higher prices than the previous year,
retailers continued to support California avocados with displays,
point-of-sale materials and advertisements. While retail advertising
activity was down versus the prior year, there were at least 101 retail
ads for California avocados, and supermarkets ordered more than
2,500 display bins. Point-of-sale materials, including co-marketing
recipes with Copper River Salmon, complemented the bins. CAC also
worked closely with supermarket registered dietitians to distribute
messages about California avocado nutrition and usage versatility,
adding value to retailer programs and communications.

Foodservice
In the foodservice arena, CAC’s publicity program showcased
innovative Fresh California avocado menu applications with chefs
and operators from fast casual, mid-scale dining and onsite
segments. Crowning CAC’s marketing campaign this year were
awareness-building promotions with 16 major foodservice chains.
CAC’s foodservice advertising and educational efforts helped these
operators to understand the value of including fresh avocados

Mar k eting

on their menus. Subway® expanded the successful Subway Los

Advertisement: The Habit

Angeles program from 2010 with national advertising, using fresh
avocados in key western markets. Other major foodservice chain
promotions featuring fresh avocados included Togo’s®, Farmer

The California avocado brand has successfully demonstrated

Boys®, El Pollo Loco® and The Habit. We can’t prove it 100 percent

the ability to drive grower value. It is imperative to uphold

of the time, but it seems that if a foodservice dish has “California” in

the strength of the marketing program in order for the

the name it has avocado on the plate!

Commission to continue to deliver groundbreaking results.

Marketing Research
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Outstanding Print Ad Performance
CAC’s ad ranked #1 in advertising
recall and consumer action*
There were 23 ads in the July 2011 issue of Sunset
magazine

n

CAC’s ad ranked #1 in advertising recall, scoring 42%
above the median

n

CAC’s ad ranked #1 in reader action, scoring 71% above
the median (The percent of readers that recall seeing
a specific advertisement and who report that they took
action, or plan to take action, as a direct result)

*Independent research. Every month Sunset magazine releases the Starch Study for
their advertisers, which evaluates advertising success as compared with competitors
and industry norms. The measurement study is compiled by both Starch Advertising
Research and Gfk MRI. Starch Advertising Research is a trusted source for market
intelligence about print advertising effectiveness. GfK MRI is the country’s leading
provider of magazine audience ratings, among other data and research.

Ma r ke ting Rese ar ch

n

Industry Affairs
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CAC’s long-range strategic plan focuses on key issues affecting
industry sustainability. To better address these key issues
CAC management realigned Industry Affairs staffing, creating
a “Director, Issues Management” position. Produce industry veteran
Ken Melban was tapped to fill the job. With concurrent staff attrition
the Commission managed this change with no increase in overall
staff headcount. Staff realignment enabled the Industry Affairs team
to realize significant progress in the following milestones of the
Seven-Point Plan:

Achieve industry-wide
compliance with GAP
within the next 12 to 24 months
After gathering significant input from industry stakeholders,
CAC’s GAP Committee, comprised of growers and handlers, set to
work in 2010-11 to finalize commodity specific GAP & Good Harvesting Practices (GHP) manuals. With standards that are commonsense and specific to avocado production, the committee worked
closely with the United States Department of Agriculture (USDA) to
compile manuals that were not overly burdensome to growers, yet
still receive the stamp of approval from USDA. The final GAP & GHP
manuals ultimately received approval by the Commission Board
in August 2011 and CAC staff promptly began a series of training
sessions with industry members. While GAP certification is voluntary
for California avocado growers, the Commission is striving to have
nearly 80 percent of California acreage compliant by 2013.
CAC’s ability to tackle this goal was enhanced by an award of
$150,000 from the California Department of Food and Agriculture’s
2011 Specialty Crop Block Grant Program. The award will fund
CAC’s “California Avocado Grower GAP Education Series” program,
helping CAC roll out phases of its GAP educational program over
the next few years. The program will consist of seminars about the

I nd ustr y Af f air s

GAP manual, along with hands-on workshops to assist growers
in completing the documentation process. Also planned for
development are additional tools including a web-based self-audit
and “Grower Checklist.”

CAC’s long-range
strategic plan focuses
on key issues affecting
industry sustainability.

Engage locally on critical issues
such as water pricing and quality
Rising input costs, particularly water, continue to be a challenge
for the California avocado industry. In 2010-11 there were some
key successes, most notably at the Goleta Water District (GWD)
and the City of Escondido. During GWD’s rate setting process,
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CAC urged the District to consider a rate structure that excluded
agricultural customers from charges associated with State Water
Project supplies. In Escondido, CAC supported local growers’ efforts
to underscore the importance of agriculture to the City’s economy.
These accomplishments helped keep rate increases as low as
possible for agricultural customers.
The Commission Board also made important progress in developing
an overall “water strategy” plan to address the industry’s need for
low-cost, high-quality water supplies. Development of the strategic
framework is continuing in 2012. CAC management remains engaged with local water agencies and participates as part of a coalition
along with the Farm Bureau to collaboratively influence agricultural

Modernize our data collection
methods, to provide
a much-needed foundation
for improving crop estimating,
redistricting, traceback,
and grower communications

water pricing at Metropolitan Water District of Southern California.
CAC’s Industry Affairs team engaged on other critical issues facing
avocado growers. For example, the Commission submitted testimony to
Karen Ross, Secretary, California Department of Food and Agriculture,
on the 2012 Farm Bill. The importance of Specialty Crop Block Grants,
conservation, phytosanitary issues and accelerated depreciation tax incentives for growers were emphasized in the Commission’s comments.

Big changes are underway in CAC’s data collection process.
In the past, only two-years of production data had been used
in the CAC redistricting process, resulting most recently in
2011 with a major shift towards the north in CAC’s five districts. To minimize the effects of drastic swings in production
due to alternate bearing, the CAC Board approved changes
to Commission law. The revised statute, effective January
1, 2012, provides CAC with broad authority to implement a
grove identification system, while also requiring the use of
five-years of production data for the purposes of redistricting.

2012. Significantly improved grove identification will aid in
crop estimating, traceback efforts, grower communications
and along with the change to utilize five-years of production
data, will aid in determining more accurate district lines.

Working through a broad-based coalition of agricultural interests,
CAC has remained at the forefront on immigration reform.
Ken Melban, shown here with Senator Dianne Feinstein at the
2011 Washington Public Policy Conference, expanded networking
efforts with key decision makers on public policy matters such as
immigration reform that provides for a stable agricultural workforce.

I ndustr y A ff air s

Development of a Grove Database System will begin in

Seek continual improvement
in grower communications
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Grower communications took a giant leap forward in 2011 with the
publication of a new industry magazine. Titled From the Grove, the
magazine provides in-depth coverage of CAC’s activities, issues
facing the industry, and information on cultural management. It is
provided to all California avocado growers at a nominal cost to the
Commission. The first issue of From the Grove reached growers in
July, and based on the positive feedback, the magazine is scheduled
to be published on a quarterly basis.

This past year staff members from various CAC departments,
including retail merchandising director, Dave Howald, made
presentations at annual and district grower meetings, fostering
closer interaction between stakeholders and the staff.
Building on progress made in communications in 2009-10,
CAC continued collaboration with the California Avocado Society
and Farm Advisors, conducting five informative seminars on cultural
management issues affecting the industry, including Fertilizer

Retail merchandising director Dave Howald
presenting to growers in Temecula.

Strategies, Irrigation and Water Quality, Laurel Wilt Disease and
Redbay Ambrosia Beetle, and Avocado Tree Root Health and

I nd ustr y Af f air s

Treatments for Root Rot. In addition, CAC held two sets of district
grower meetings, throughout the growing regions, to present
updates on Commission activities, crop movement, and the financial
position of the organization, as the Board began the task of budget
setting and business planning.

Grower communications
took a giant leap
forward in 2011 with...
From the Grove.
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Production Research
Avocado production research is needed not only to help California
avocado growers in their cultivation practices, but also to help them
survive in business overall. In 2010-11 CAC’s Board of Directors
made tremendous progress by reforming the Production Research
program. A newly-appointed Production Research Committee (PRC)
made many improvements in the way research will be handled by
CAC. Projects that were already underway have continued and new
projects recommended by the PRC are slated to begin in 2012.

The new Production
Research Committee
implemented an efficient
two-step process
for research proposals.

The new PRC implemented an efficient two-step process for research
proposals. Recognizing that research needs and innovative research
ideas do not necessarily follow CAC’s fiscal calendar, the new research
process calls for concept proposals as needed several times throughout
the year. Submitted research concepts are thoroughly vetted by the PRC
prior to being sent to the CAC Board for approval. If a concept fits with
CAC’s strategic imperatives, then a detailed proposal is requested from
the researcher. Formal proposals are again reviewed by the PRC and
then sent to the CAC Board for ultimate approval of project funding. This
two-step process requires in-depth review and discussion of proposals
and helps CAC initiate high-quality, grower-relevant research projects.

manages its research projects. A new payment system that requires
achievement of specific milestones is now built into all research
contracts. Realization of this payment requirement is unprecedented
in the history of California avocado research and provides the same
project oversight and accountability that is expected of programs in
all CAC departments.
For the first time, CAC acted to leverage global resources when it
joined the Avocado Research Consortium (ARC) in 2011. Avocado
industry stakeholders from Australia, Mexico, New Zealand and the

Pr od uctio n Res ear ch

Vastly improved accountability is another big change in the way CAC

U.S. came together to fund joint research against a common problem:
alternate bearing. The Consortium sought out and received competitive research proposals on avocado alternate bearing from around
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the world. The selected proposals will include research conducted in
California and the other participating countries, with researchers from
California spearheading the study with other international researchers.
Through the ARC, California will get the benefit from the
combined resources of all the participating countries. Because
of supplementary contributions from the Australian government,
the total research value is greater than the sum of the country
contributions. In fact, for every $1.00 invested by CAC, California
avocado growers will receive a research value of about $7.50.
To be competitive in today’s avocado industry, stakeholders must
pay attention to the fine details needed to successfully manage
their groves as well as the latest developments in the worldwide
production of avocados.
In addition to managing CAC’s research projects, a key role of the
Production Research team is to educate California avocado growers
about cultural management. In an effort to help inform growers that
what happens now will manifest two years from now in the form of
fruit production, Dr. Jonathan Dixon developed an avocado tree-growth
cycle model and shared that in the field. Educational outreach is helping to change the California avocado industry perspective of cultural
management from a year-to-year view to one that is longer term.
In 2010-11 CAC/CAS/UCCE conducted a series of grower seminars.
CAC’s research program director, Dr. Jonathan Dixon, emphasized
using the two-year tree-growth cycle for avocado cultural management decisions, including fertilizer strategies.

CAC chairman Charley Wolk addressed
the Avocado World Congress in Australia.

Progress also was made in 2010-11 in the area of pest manage-

Pr od uctio n Res ear c h

ment. Dr. Joseph Morse of University of California, Riverside (UCR)
led a team of entomologists in the development of new tools for
managing pests in a sustainable fashion. By having numerous
approved insecticides and pesticides, growers can develop more
effective resistance management programs.
Alignment of the Production Research program with the rest of
the business strategy and understanding that for the success of
the industry there needs to be integration with Industry Affairs and
Marketing led to unprecedented gains this past fiscal year. Plans are
in place to continue this alignment and integration as CAC powers
on to deliver sustainable value for California avocado growers.

Dr. Dixon addresses California avocado growers
on the topic of Root Health at a Field Seminar in April 2011.

15

16

17

18

19

20

21

22

23

24

25

26

27

28

29

30

31

32

33

34

35

36

37

38

39

40

41

Indust ry S tat istic s

Annual Report 2010-2011
12 M a u c h l y, Su it e L n I r v i ne , C A 9 2 6 1 8 - 6 3 0 5 n ( 9 4 9 ) 3 4 1 - 1 9 5 5
C a lif o r n ia Avo c a do . co m n C a l i f o r ni a Av o ca do G r o w e r s. c o m
B e c o m e a f a n a t F a ce bo o k. c o m / C a l i f o r ni a Av o c a do s
F o llo w u s o n Tw i t t e r a t Tw i t t e r. co m / C A _ Av o ca do s

